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Introduction
Welcome to the downtown assessment 
for the Colorado community of Wellington.  
Downtown Colorado, Inc. (DCI) is proud to 
offer affordable, quality assessments for 
all Colorado member communities to build 
and maintain vibrant commercial districts, 
town centers, and downtowns in our state. 
Qualifying communities in Colorado have 
the opportunity to apply for assistance 
through DCI in a downtown assessment 
process partially sponsored by the USDA 
Rural Development Rural Community 
Development Initiative (RCDI) and completed 
in collaboration and sponsorship with the 
Department of Local Affairs (DOLA) and 
the Office of Economic Development and 
International Trade (OEDIT).  

The DCI downtown assessment gathers 
community leaders and stakeholders to 
develop a structure and process for the 
community to support local businesses and 
a vibrant commercial district. The process 
results in a road map to guide community 
leaders in providing services and training to 
help local businesses thrive.

To ensure quality and affordable services, DCI 
works with member volunteers to assemble a 
team of professional consultants experienced 
in their discipline, including designers and 
architects, marketing and branding specialists, 
land use and urban planners, redevelopment 
and real estate specialists, economic 
developers, and finance experts, to work in 
communities over the course of two days to 
contribute to this final report. The assessment 
team members value the invitation to learn 
about and assist your community, and worked 
diligently to provide relevant and realistic input 
toward the betterment of your community.

In the fall of 2013 Wellington requested a 
downtown assessment from Downtown Colorado, 
Inc. (DCI) for February 24-25, 2014. The purpose 
of an assessment visit is for a team of consultants 
who specialize in downtown and community 
revitalization to identify community issues and 
opportunities, as well as to provide tools, insights 
and direction to help the host community achieve 
its community revitalization goals.

Prior to this visit, the Town of Wellington planned 
the agenda, identified key stakeholders for focus 
groups, and provided extensive background 
information about the history and status of 
Wellington’s downtown revitalization efforts and 
any issues facing the community.

Upon arrival in the community, team members 
were given a presentation on the community 
history, current issues and a tour of the town. 
Afterward, the team conducted focus groups 
with elected officials, town staff, community 
organizations and partners, school officials, 
community stakeholders and interested citizens. 
The focus groups allowed the team to hear 
directly from stakeholders about the issues facing 
the downtown and the community as a whole. It 
also provided a chance for team members to ask 
the community about the perceptions, strengths, 
weaknesses, and opportunities related to 
downtown Wellington. 

The second day of the assessment, team 
members gathered to discuss their observations 
and formulate recommendations. That evening, 
team members presented their findings in the 
form of a PowerPoint presentation followed 
by a question-and-answer session open to 
the community-at-large. The following report 
provides a brief history of the community, a list 
of observations gathered from the community, 
and provides action recommendations for short 
and long-term implementation in four areas: 
management, marketing and promotions, 
economic development and restructuring, physical 
improvements and design. The report also offers a 
list of potential funding mechanisms.
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Wellington, “Colorado’s Northern Gateway,” 
is located along the northern Front Range, 11 
miles north of Fort Collins and 34 miles south of 
Cheyenne on I-25. The town’s location has long 
made it a crossroads of those travelling both 
north/south from Colorado to Wyoming and east/
west from the farming and ranching communities 
east to Fort Collins and the Rocky Mountains.

Wellington was founded in 1905, spurred by 
agricultural development, the Union Pacific 
Railroad and the presence of the North Poudre 
Land & Reservoir Co. The town boomed in 
the early 20th century, with over 200 pupils in 
the town’s school in 1905, and passenger and 
freight rail line from Wellington to Cheyenne 
opening in 1911. The town’s population, which 
was 459 in the 1910 census, did not reach 
1,000 until 1980. From 2000 until 2010 the 
town boomed, from 2,672 residents to 6,289 
residents.  Young families flocked to new 
developments, eager to take advantage of an 
excellent school system, affordable housing, 
high quality of life, and easy access to Fort 
Collins and Cheyenne.

The downtown core along Cleveland Avenue, 
once a vibrant shopping and entertainment 
district, began to see high vacancy rates and 
lost key shopping and entertainment assets. 
Easy access to regional shopping centers drew 
residents away in the latter half of the twentieth 
century. With new developments and a booming 
population in the early 21st century, anchor 
businesses downtown are beginning to thrive 
once again, and a community vision for a vibrant 
downtown commercial district along Cleveland 
Avenue has become a community priority. 1

1 Bjarko,Joanne. North Forty News. September, 2005. 

http://www.northfortynews.com/WellingtonCentennial/200509p

hotoCentennialHighlights.htm

The following observations were made during 
the four focus groups held on the first day of the 
downtown assessment.

There is an abundance of community pride 
and spirit.
Street and infrastructure improvements are 
needed to support downtown businesses. 
Vacant properties make up 33% of 
downtown. 
There are 53 property owners between the 
railroad and 6th Street. 
There is great access to the Interstate, 
railroad, and internet. 
Residents love Wellington’s small town feel 
and community atmosphere. 
Much of the truck traffic on Cleveland 
Avenue is through traffic that doesn’t stop. 
The population has grown by almost 4,000 
since 2000, and is predicted to continue 
growing. According to the state demography 
office, Larimer County is predicted to grow 
by 60,0000 people in the next 10 years 
(from 300,500 to 360,400). 
Wellington is seen as a bedroom community 
for Fort Collins, and to a lesser extent, 
Cheyenne and Denver. 
There is a need for more youth activities, 
engagement and places to gather. 
Downtown restaurants are very popular; 
there is demand for additional restaurants, 
especially a Chinese restaurant. 
Wellington has a fantastic school system. 
A high school is strongly desired. 

This assessment focuses on activating 
stakeholders and resources in a comprehensive 
approach to capture and direct existing activities 
into four main topic areas that are vital to 
revitalizing downtowns: 

Management: Primarily focuses on resource 
management including human resources, 
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partnerships, and finances.
Marketing and promotions: Primarily focuses 
on branding and messaging, communication, 
and events. 
Economic development and restructuring: 
Primarily looks at opportunities to collect data, 
enhance services for business, and identify 
and catalyze underutilized assets. 
Physical improvements and design: Primarily 
looks at beautification, infrastructure, parking, 
and connectivity. 

The observations gathered from the community 
have been categorized into one of these four 
topic areas.  Recommendations specific to the 
Town of Wellington follow each observation.

The first section of this report focuses on 
Management, which includes collaboration 
efforts, volunteer recruitment and management, 
fundraising for the organization, development 
of operational strategies and communications 
between stakeholder groups. Management 
involves getting everyone working toward the 
same goal, and assembling the appropriate 
human and financial resources to implement 
a downtown revitalization program. The three 
principal components of management are:

1. Community and media relations 

2. Volunteer development

3. Fundraising

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

In addition to a volunteer-driven program, 
numerous successful management structures 
exist throughout the country and are driven 
largely by local circumstances. In some towns, 
for example, the chamber of commerce is strong 
enough to add an organizational component 
designated to focus on the downtown. Other 
towns develop some form of a special district to 
dedicate resources and focus to downtown. 

Regardless of the organizational structure 
chosen, one overriding factor is demonstrated 
time and again: the most successful 
communities accomplish their desired outcomes 
by developing a solid management component 
early in the process to oversee their downtown 
revitalization efforts. If the community does 
not develop a solid management component 
to oversee and manage the process early, the 
program will most likely not accomplish the 
desired outcomes. 

Given these realities, we cannot overemphasize 
the importance of placing organizational 
development amongst the highest priorities of 
early revitalization activities. Most, if not all, of 
the recommendations in this report are made 
within the framework of this understanding and 
the assumption that this is the foundation of all 
community revitalization efforts.

There is not a clearly identified 
focus, geographic area, resources, or 
description for downtown development.  
Wellington has three commercial corridors: the 
traditional and historic main street of Cleveland 
Avenue, the highway corridor, and the railroad 
industrial corridor. If you do not prioritize and 
maintain the traditional main street corridor, the 
character that still exists will be lost over time. 
It is important to outline the area of focus and 
ensure that there is clear recognition of the 
downtown area that will be your priority. 
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Recognize that downtown is the heart of the 
community and regional businesses contribute 
to its success. Define and communicate the 
focus area within the downtown boundary for 
the next three years. 
Create a Town Trustee statement of priority 
to preserve and celebrate the traditional 
downtown main street corridor. Make this 
statement of priority known to the community.
Define a smaller downtown area to focus 
improvements with tiers building out over time 
to establish a core area.
Identify types of uses, building guidelines, 
connectivity (parking, biking, fiber/wiring in 
new buildings, etc).
Identify the type of building you would like to 
see added to Cleveland Avenue’s character 
and use that to shape communications with 
developers and property owners.
Continue to focus on the creation and 
implementation of work plans and building 
a community-wide implementation process. 
This assessment is the first step in revitalizing 
the whole community. Use this report to 
identify small projects that are visible and will 
make change in the downtown first to gain 
momentum. 

The Chamber of Commerce 
is a driving force in Wellington’s downtown 
development and economic development. 
Having such a strong and dedicated chamber 
is a huge asset and it will likely be the host 
for a downtown initiative.  It will, however, be 
important to represent all businesses equally. 

As a Main Street community, 
or just to maintain a healthy economic 
environment, it is a good practice to represent 
all businesses in the town. The Chamber of 
Commerce could consider an investor model to 
represent all business in the community, and 
primary funding could come from events, or 
other fundraising methods. In the appendices of 
this report, a guide to developing a tiered benefit 
structure to allow your chamber to change from 
a membership based organization to an investor 

based organization is included. This will allow 
you to expand funding and investment from 
various sources.

The youth in the community 
are highly valued but have very few means 
of taking leadership roles, shaping their own 
environment, and finding their own constructive 
and entrepreneurial pursuits. There are a 
few dedicated groups that search for projects 
for youth but very few that engage youth in 
planning, creating their own program, and 
empowering youth with resources and decision-
making power.

Empower youth. This means inviting youth 
to create their own committee that develops 
policies, proposals, and perhaps even starts a 
youth business program. 
Consider displaying student art at special 
events, local businesses and public places. 
Use the vacant space in town (storefronts or 
covered bulletin boards) as a showcase for the 
art and creations of youth. Showing youth art 
or productions on Cleveland Avenue will attract 
parents and other interested citizens. 
Consider working with LiveWell Colorado and 
Great Outdoors Colorado (GOCO) to improve 
biking and exercise opportunities. There are 
several funds and organizations dedicated to 
increasing active living and healthy lifestyles 
that include building new playgrounds, 
extending safe routes to schools, etc. Don’t 
stop searching through these resources 
until you have created a safe and healthy 
environment for everyone. 
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Wellington has a number of 
volunteer opportunities, and a number of groups 
looking for engagement and opportunities. 
Wellington has a very strong commitment to 
youth, excellent schools and bright young 
people seeking opportunities for involvement 
and activities.

Centralize volunteer management, including 
the development of job descriptions and one 
clearing house for volunteer opportunities. 
Create a regular meeting of all youth focused 
groups. Create a youth task force and advisory 
committee to empower youth in local affairs. 
This means engaging the various groups that 
work with youth to identify what activities exist 
and what the gaps in programming are. 
Create a citizen’s academy to educate citizens 
on how they can be involved.  Ask Colorado 
Municipal League or DCI for support in finding 
an existing program rather than re-inventing 
the wheel. Focus on training the youth to be 
active and educated citizens. Engage youth in 
citizenship and leadership opportunities. 
Involve youth in events and volunteer 
opportunities through the Boys and Girls Club, 
church youth groups, after school programs, 
etc. Have active youth interview the various 
youth programs and create a brochure or 
package of activities available to youth. A 
youth task force or committee could use this 
as a starting place to identify the types of 
activities they would like to add. 

  There appears to be a lack of 

awareness of the great work that is going on 

amongst the active groups in town. Events are 

hard to find and calendars are incomplete.  

:
While the various groups in Wellington 
have separate objectives, identifying those 
groups, each objective area, and streamlining 
communication with all groups working in 
Wellington will help to foster a greater impact 
for each group. This is especially important 
when there are groups hoping to activate 

certain demographics and when there are 
groups who risk burning out a limited number 
of exceptional and hardworking volunteers. 
Develop stronger and more frequent 
communications for all 53 property owners 
between the railroad and 6th Street. Begin 
by creating a mailing (and emailing) list and 
developing some basic communications 
that outline the importance of the Cleveland 
corridor for Wellington’s economic future. 
While you want to avoid driving property 
owners to speculate, consider asking property 
owners to allow the downtown initiative 
to use their property in fun ways, such as 
placing colorful outdoor furniture, holding a 
lemonade stand, posting art displays, etc. As 
concepts develop, communications can include 
discussing potential improvements, changes 
in taxes, and reasons for property owners to 
invest in properties.
Consider a small coalition of economic 
development partners that includes 
representation from the Town, County, 
Chamber, realty community, hotel/restaurant 
community, and banks to identify each entity’s 
role in attracting business and employers. 
Consider holding meetings for the group on a 
monthly or more frequent basis to establish an 
Economic Development Rapid Response Team 
to have a quick response when opportunity 
comes to Wellington. Regardless of where 
inquiries or interest comes from, the team 
should work together to respond with a full 
and relevant package of why to relocate to 
Wellington. The package should not be a 
Chamber member promotional opportunity, but 
a marketing and communication package for 
Wellington.  
Develop more clear communications with the 
home owners associations (HOAs), partner 
groups, non-profits, and youth programs. 
Ask each group to regularly post updates 
(consider Facebook or Nextdoor.com) and use 
this information to create one consolidated 
communication piece to be printed monthly.  
Facebook provides a common platform 
that may attract community leaders, locals, 
and visitors while Nextdoor.com provides a 
more private venue to share as a community 
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to engage partners who are interested in 
collaboration and connectivity with other 
groups in town. 
Expand on the Chamber list of volunteer 
opportunities and town commissions with 
example projects and an online presence. The 
initial list shared in the new resident packet is 
excellent, but could be shared more broadly 
through a Wellington Volunteers webpage or 
Nextdoor.com site. 
Create regular dialogue between groups 
working in similar areas through some of 
the techniques listed above. Take a moment 
to review the groups who are most active 
in town but aren’t traditionally associated 
with economic development or business 
support. They are assets and integral to 
broad community engagement. Some areas to 
consider are:

o Youth: service groups, schools, and 
identifying facilities and venues for 
programming for youth and young families. 

o Churches: Meetings of churches, like the 
Ministerial Alliance, should be promoted 
and encouraged to grow. Perhaps use 
the community choir to build connections. 
Consider a common sermon a couple times 
a year e.g. community engagement around 
the spring clean-up day. 

Make sure that each group updates online and 
social media regularly so that the community 
has access to regular updates from every 
entity in town about events (Facebook, or 
Nextdoor.com), which can then be printed 
by the Town in a weekly newsletter and 
distributed in schools, HOAs, churches, 
downtown businesses, hotels, Colorado 
Connection, etc. 

The Colorado Department of 
Transportation (CDOT) appears to be open 
to ideas and collaboration with Wellington 
moving forward. Having a CDOT representative 
engaged, who is interested in receiving more 
information, is a huge opportunity for the 
Cleveland Avenue project. 

Utilize concept plans and studies to create 
a proposal for CDOT. Even if your plans are 
conceptual, it is important for the community 
to do the ground work and have the plans 
ready so that CDOT can use the plans that the 
community develops to understand the needs 
that the Town is hoping to address. 
Communicate with CDOT frequently about 
timing and financing to leverage funds and 
ensure that the street only gets pulled up one 
time.  
When construction is scheduled, consider 
developing a construction management 
communication plan to create a back door 
campaign, inform businesses about street 
closures, and create a fun and engaging 
campaign to support local business through 
the construction. 

Marketing and promotions assist in building 
a vital downtown by creating and delivering a 
positive image of the commercial district.  A 
clearly identified image encourages consumers 
and investors to live, work, shop, play, and 
invest in the commercial district. By marketing 
a district’s unique characteristics to residents, 
investors, business owners, and visitors, an 
effective promotional strategy creates a positive 
image. This image can then be reinforced 
through advertising, retail promotional activity, 
special events, and marketing campaigns 
carried out by local volunteers. These activities 
improve consumer and investor confidence in 
the district and encourage commercial activity 
and investment in the area.

 Wellington is home to several 
destination businesses and several well 
attended regional festivals, but lacks the feeling 
of a destination community. 
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Build on destination businesses, and see what 
you can do with them. For example, consider 
marketing Friday restaurant specials that tie 
into the auction crowds. Wellington Auctions, 
Chocolate Rose, T Bar, The Proper Time, 
Vestige Press, Wellington Grill , Comachos 
and others would create intentional regional 
tourism opportunities if they are able to take 
advantage of partnerships and umbrella 
branding strategies.
Do what you can to brand Wellington as a 
destination, in a way that incorporates what 
is unique about the community. Focus on 
image building and create campaigns that 
revolve around specific retail-related events/
holidays. Use the energy and self-interest of 
each business to create one flyer or portal to 
co-promote, cross promote and rotate through 
downtown to be inclusive and appealing to all 
businesses. For example, the Chocolate Rose 
could host a Valentine’s Day chocolate event; 
Proper Time could have a great countdown to 
Daylight Savings or Wellington Flowers could 
sponsor a Mother’s Day brunch crawl.

 Your locals are your greatest 
asset. 

Make a push to engage locals. Learn from 
the great Facebook page from Community 
Activities Commission (CAC) and develop it 
into a broader Downtown Wellington page 
and actively seek community “likes” and 
participation. Focus on a new online calendar 

system for both locals and visitors. Be 
consistent so they can count on certain events 
happening at certain times of the day, week, 
month and year. Consider plugins like Tim.
ly that aggregate multiple calendars into one 
publishable document. 
Your “Buy Local” campaign is a great asset 
to downtown businesses. Consider building 
on it with a 3/50 campaign, in which people 
are encouraged to choose three businesses 
they love and spend $50 each month at 
that business. The 3/50 web site has great 
downloadable fliers and information for free. 
Think about ways to differentiate yourselves 
not only by looking at your places, but at your 
people. Your events and attractions (festivals, 
restaurants, shops, etc.) are the connectors 
that bring people to your downtown but don’t 
forget to ask those same people what they 
want and what makes them feel good about 
going downtown. Most importantly, tell them 
how they fit into the picture. Think about the 
meta (demographics) along with the micro 
(individual talents/interests) when you plan 
your events so that you authentically brand the 
town by discovering what it means to live and 
work here.

 Wellington hosts several 
successful events throughout the year, and 
could build on those events in such a way that 
their visibility and consistency would create 
momentum across the board. 

Use the event matrix (included in appendices) 
to audit all activities and look for holes in event 
types, geography, audiences and potential 
partners.
Use vacant land downtown, or the downtown 
park, for ping pong tournaments, summer 
farmer’s markets, craft fairs, etc. 
The addition of seating invites people to claim 
underutilized downtown space for picnics 
or impromptu gatherings. Also consider 
events and marketing materials for specific 
demographics, like cyclists, motorcyclists, 
seniors, antique and auction goers.
Embrace events that aren’t specifically 
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Event Kid Young 
Families

Partners Retail 
Support

Teen Downtown Fund-
raiser

Music Food

Valentines Introductory 
Square Dance

X X  X  X X  X X  X

Easter Egg Hunt X  X X X X X

9 Health Fair X X X X X

5k Race X X X X X X X

Townwide Garage Sale  X X X X X

July 4th Parade X X X X X X X X

Movies in the Park X X X X X X X X

Harvest Days Fair  X X X  X X X X X

Farm Maze X X X X X

Halloween Trick or 
Treat Down Main 

X X X X X

Holiday Craft Fair/Pa-
rade of Lights

X X X X X X X X

Event Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Valentines Introductory Square 
Dance

X

Easter Egg Hunt  X

9 Health Fair  X

5k Race  X

Townwide Garage Sale  X

July 4th Parade X 

Movies in the Park  X  X

Harvest Days Fair X

Halloween Trick or Treat Down 
Main 

X

Holiday Craft Fair/Parade of 
Lights

X

Strategic Events Matrix

Strategic Events Calendar
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sponsored by the Town or Chamber such 
as the Friday night auctions and Tuesday 
car shows, to organically build the brand of 
Wellington. 
As event policies mature, they have a 
tendency for growing pains, in which 
momentum can outrun resources. Consider 
a stringent set of guidelines that encourages 
quality over quantity in such a way that the 
planners of each event are dedicated to its 
success and that the goals mesh with the 
strategic vision of the Town. 

 The community used words like 
“dingy” and “unkempt” to describe certain areas 
of the Town. 

 
Your image is something that needs to be 
maintained on a regular basis. Host a “Spring 
Fling” clean up before the garage sale, with a 
large item dump opportunity and a party in the 
park after. 
Let the businesses with an incentive to 
cooperate (housecleaners, contractors, 
landscapers, etc.) do the planning and 
advertising. Focus the effort on downtown so 
that it can be brought under the umbrella of 
the overall event. Use youth volunteers, make 
it fun and provide incentives for participating, 
such as free or discounted advertising in Town 
communication. 

 Wellington successfully chose 
the brand “Colorado’s Northern Gateway,” with 
great community involvement and support. The 
community still lacks a compelling image/logo 
to go along with the brand, and has not updated 
materials and signage to reflect the new logo 
and slogan. 

Capitalize on the connections between place, 
cultural industries, local resources and the 
local-regional economy. Weigh the merits of 
particular “labels” both positive and negative. 
Is agriculture the unifying/defining identity 
you want to convey? What shows your effort 
to embrace the community and rally efforts 

to grow together in the same direction?  Be 
careful not to confuse the process (brand) 
with the thing (logo).  Use the economic 
development group to define the criteria by 
which you will evaluate the logo. Align it with 
your strategy and make sure it is supported by 
research.
Between online, paper and signage in the 
Town, there are many logos and taglines being 
used. Consider revamping your brand into a 
single unified brand. Develop a color scheme 
and brand that the community can rally behind.  
Consider alternate taglines such as “Heritage. 
Heart. Hometown.” 
Remember the need for balance – your 
downtown should have a brand that gives it a 
special attraction but also keeps it positioned 
as part of the broader community that is 
competing with the rest of the world to attract 
people and businesses.

 You have great marketing 
materials that speak to potential and current 
residents about opportunities, but nothing that is 
designed to attract new business to Cleveland 
Avenue.

The ultimate goal of economic development 
is to enhance the business you have, inspire 
entrepreneurship for new local businesses 
and attract outside businesses to come to 
Wellington. 

Create a package that talks about what 
businesses exist, what the community wants 
and reasons to “hang a sign” downtown.  
Use your business survey to create compelling 
arguments and target specific materials to 
specific sectors. A generic brochure will never 
be as effective as a relationship with the 
person on the other end of it. 
Distribute your material to the natural network 
of sellers who already have incentive to help 
you: regional realtors, banks, contractors, 
developers, etc.   
Often the first contact you make is only the 
avenue to the perfect prospect. Once you 
know who you are talking to, you can create 
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marketing materials that clearly articulate 
advantages, demographics and return on 
investment for that individual business. 

 Consistent and effective 
communication does not exist between 
stakeholder groups. 

Establish regular communication between 
critical groups in the community. Establishing 
separate open dialogs between the Mayor 
and leaders of the faith community, the 
faith community in general, youth groups, 
nonprofits, and the activities commission 
would bring a level of communication and trust 
that the community needs.
Create a list of all volunteer groups and 
organizations and connect them with each 
other through email. 
Open the pathway to communication with clear 
guidelines for interaction so that people feel 
empowered to improve their community.
All posting locations should be current, and 
information relevant to Wellington. 

 North Forty News is a great 
newspaper but it only comes out once a month. 

Support investment-attraction strategies with 
ongoing and frequent communications that 
utilize a variety of online channels. 
Consider creating and maintaining a Facebook 
page for Downtown Wellington, Colorado with 
uniform communication about events. 
Print copies of event announcements and post 
in restaurants and on community calendars at 
the library and senior center.
Create table tents or monthly flyer for 
restaurants to use on each guest’s table.

The focus of economic restructuring is to 
assist in efforts to recruit, retain and expand 
opportunities for investment in downtown. This 
is accomplished by ensuring that investors and 
businesses are aware of all of the resources 
available for assistance as well as the 
benefits of choosing to locate their business in 
downtown. This includes the opportunities that 
may exist to capitalize on promotional activities. 
It also works to build strong relationships 
between downtown businesses, residents, and 
users.

Cleveland Avenue has a few key 
destination businesses. This shopping district 
could be enhanced by attracting more retail, 
restaurants and pedestrian oriented service 
industries.  

Continue to support the Economic 
Development Committee, and encourage it to 
function independently  from the Chamber of 
Commerce and Town. The Committee should 
work closely with both the Chamber and Town. 
The Economic Development Committee should 
include two Chamber representatives, two 
representatives from the Town, the Larimer 
County economic developer and the Mayor. 
This committee should be marketed as, 
and look like, an independent business 
organization. New business contacts 
or common concerns raised by existing 
businesses can be brought to the group for 
discussion and action. When action can/cannot 
be taken, it will be important to close the 
communication loop.  Respective organizations 
contacted should keep a list (confidential 
when appropriate) and coordinated services 
should be decided. It will be important to 
determine a “point person” for all leads, 
prospects and inquiries. In this case, the point 
person may be the Chamber of Commerce. 
Perhaps identifying a Town employee to groom 
as an economic development liaison may 



12

provide more sustainability of the committee, 
community goals, business relationships and 
overall position.
Develop a strategic plan to attract new 
targeted businesses, retain and support 
existing businesses, and market the 
community. This could be a facilitated activity 
to include key members of the Chamber, Town, 
and County. If possible, it would be helpful to 
have different representatives from the private 
sector for added perspectives. 
The finalized plan should be endorsed/
approved by the Chamber of Commerce 
board and Town elected officials. A consistent 
message should be agreed upon with a 
commitment to implementation. It should 
then be communicated to the community to 
gain “buy in” and encourage more community 
engagement. It could also be a story in the 
North Forty newspaper.

o Quantify existing businesses, determine 
number of employees in each and plot 
geographic locations, creating an inventory 
of who is in Wellington.  This could be 
a starting place for systematic retention 
visits. The purpose of the visits would be to 
reach out and build relationships with larger 
employers. (It is important that this not be 
perceived as a Chamber membership drive. 
The buy-in will come when the businesses 
trust that the economic development 
representative will keep them safe with 
information, assistance, and a voice within 
Town government. This basically will be an 
ombudsman service approach, working with 
Town officials as an advocate for business. 
The Mayor and possibly Town Council 
should receive regular reports to solidify 
the commitment to the overall economic 
development efforts and goals. It also 
provides a foundation for communication 
purposes, such as a future newsletter, 
event, annual report, etc. 

o Identify strategic partners to leverage funds 
and staff resources. Partners could include 
Northern Colorado Economic Development 
Corporation (NCEDC), State of Colorado 
Office of Economic Development and 
International Trade (OEDIT), Colorado 

State University (CSU), Small Business 
Development Center (SBDC), and others. 
This could also be those close to home, i.e. 
businesses, realtors, Community Activities 
Committee, nonprofit groups, community 
leaders, faith-based groups, etc. Consider 
every person, every inquiry and every 
organization a potential partner. 

o It may be helpful to develop a standard 
“Code of Ethics” or formal agreement 
between the Chamber and Town to clearly 
define expectations of what each partner 
will/will not do. See examples from the 
Metro Denver Economic Development 
Council and the City of Arvada included in 
the appendices. 

Consider creating a real estate package and 
communication outreach featuring vacant 
commercial properties and business demand in 
the community (for example showing demand 
for a Chinese restaurant and predicted benefits 
for that type of business). An immediate 
relationship could be built with all commercial 
realtors who serve the Wellington area.  A 
regular communication tool could serve as an 
information source for this group to:

HOAs could be a source to solicit input of 
the types of businesses desired, as well as 
educate how to assist the Town in attracting 
those desired businesses. Citizens can utilize 
social media to support economic development 
efforts. 
Consider targeting businesses that are desired 
strongly in the community. Based on existing 
business demographics, consider targeting 
businesses such as: pet supply stores, office 
supply store offering office services, home 
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improvements and custom home improvement 
stores), auto parts stores, bike store, services 
that support agricultural and dairy farms, 
suppliers/services for the oil and gas industry, 
suppliers/services that support machine shops 
and industrial businesses, and a meeting/
conference center. These businesses can be 
attracted in various ways, including through 
relationship building with existing businesses 
and commercial realtors.
Honor greatness. There is a great pride 
throughout Wellington. Honoring businesses in 
formal events could serve as both fundraising 
activities and as ways to promote the amazing 
people/businesses in the community. Criteria 
for acknowledgement could include (but not be 
limited to) largest employer, oldest business 
and capital investment for new or expanding 
facilities. Criteria should be objective so as not 
to appear as “favoritism” or awarding friends.
Tell your story. There are many great and fun 
stories in Town. The million dollar cow. The 
breakfast pizza. What Harvest Farms brings 
to the community. Given the longevity of 
many citizens, “then and now” stories could 
be interesting. All stories should be related to 
business and economic development.
Many businesses, especially new leads/
prospects, want to know they have a 
direct connection to the Mayor or Town 
Manager through the economic development 
representative. This connection must be 
clearly defined and communicated. It should 
be easy to find that business representative 
through both the Chamber and Town websites.
Many non-retail businesses, i.e. machine 
shops, industrial, prefer to not be associated 
with a Chamber of Commerce. Larger 
businesses have concerns about solicitations 
or corporate ownership is offsite. The 
exception to this is community-minded 
business representatives. Therefore, it will be 
important that it is clear that all businesses 
are served and represented equally. Economic 
development generally has a different 
mission/reputation than Chambers. Economic 
development builds a community through a 
strategic mission of growing the job base, 
encouraging increased revenue through 
sales tax and capital investment, and helping 

existing businesses with growth and stability. 
Chambers are excellent at networking, 
education, member services support, 
community building, etc. There is a fine line 
between the two, but businesses will recognize 
the difference.
A lot of work is being done by a few. To 
sustain the ability of existing leaders to 
continue, it will be important to attract other 
community leaders to join the economic 
development effort. This can be done by slowly 
and methodically “growing” the economic 
development committee with diverse business 
representation. It should be prestigious to be 
associated with the economic development 
group. Trust is earned and recognized by 
individuals who serve on that committee. 
Members must be committed to building 
a strong business environment by sharing 
their perspectives and knowledge. Members 
cannot be self-serving or looking for business 
opportunities through participation. This is 
important.
Confidentiality is crucial. The economic 
development organization (and in some 
cases individuals) must maintain a high level 
of professionalism and have a reputation of 
trustworthiness. Once obtained, the group will 
learn of plans such as expansions, relocations, 
acquisitions, etc. This helps the economic 
development organization to intervene as 
needed to insure retention of the business 
or assist with ombudsman services. This 
especially applies to the manufacturing and 
industrial businesses.

If there are any questions or clarifications 
needed, feel free to contact Hazel Hartbarger of 
the Arvada Economic Development Association 
(AEDA) for assistance.
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Design takes advantage of the visual 
opportunities inherent in downtown by directing 
attention to all of its physical elements, 
including: public and private buildings, 
storefronts, signs, public spaces, landscaping, 
merchandising, displays, and promotional 
materials. Its aim is to stress the importance of 
design quality in all of these areas, to educate 
people about design quality, and to expedite 
improvements in the downtown in order to 
improve the experience of visiting downtown 
for residents and visitors. At the forefront of 
the design effort is the restoration of historic 
buildings, which helps establish the backdrop of 
a downtown’s sense of place.

 Storm drainage on Cleveland 
Avenue presents a significant problem for 
protecting and attracting downtown businesses, 
as water flowing from the north does not have 
an adequate drainage path once it reaches 
Cleveland Avenue.

 Redo storm drainage 
infrastructure on Cleveland Ave. This will 
take a few years, careful planning, and could 
cost a little over one million dollars based on 
a drainage study completed by Wellington’s 
consulting engineer. Consider public private 
funding options for partnering with DOLA, 
CDOT, Environmental Protection Agency (EPA) 
or others.

 Location, proximity and character 
of downtown are not visible after exiting the 
interstate.  The point of entry is not evident nor 
is the need to drive west on Cleveland Avenue 
for retail district or for restaurants.

 
Create a strong visual entry element such as a 
gateway arch or monument signage just west 
of 6th Street on Cleveland Avenue. This entry 
element could be based on ideas generated 
from within the community and fabricated by 
local manufacturers to showcase Wellington’s 
distinct brand and identity. A second entry 
element may be located at the west end of 
Cleveland Avenue, just west of the railroad 
tracks.
Informational signage at the interstate would 
indicate activities being planned within the 
downtown district to promote school functions 
and encourage motorists to venture west 
into town. These activated signs are easy 
to change and are mostly controlled by 
the merchants of the downtown district. A 
suggested location is just west of 6th Street on 
Cleveland Avenue.
Coordination with CDOT about the possibility 
of signage on I-25 letting motorists know 
that an historic downtown district is nearby 
with local services, food, and lodging. A 
more expansive idea might be the inclusion 
of signage within the interchange identifying 
Wellington as a much more urban community, 
like Thornton and Northglenn have signed their 
intersections.
Create a network of wayfinding signage 
along Cleveland Avenue to point out parks, 
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municipal facilities, schools, parking, etc. for 
motorists. Signage should be uniform in style 
and character and be located to promote 
local facilities. Added kiosk signage might 
also promote local events, lost kittens, local 
services, etc. and can be placed in strategic 
locations along Cleveland Avenue.

Because of some of the uses and 
the chain-link fence, the park between 3rd and 
4th Streets is uninviting and not in keeping with 
the character of the downtown commercial core. 
A downtown park or square is desirable, but 
one with 12 foot chain link fencing promotes a 
fear of vandals and does not promote the park 
amenities present within the town.

 Consider redeveloping the 
park to be more inviting and safe with removal 
of the skate park and basketball court (these 
can be located elsewhere on the park property 
or elsewhere in town).  This “Main Street” 
frontage can then be improved to become a 
town square with a band stand, lighting, seating, 
statues, fountains, and recreational features 
that are more family oriented. This would also 
make the half block park to the north more 
accessible and improve the overall character of 
the downtown.   

 The downtown core, along 
Cleveland Avenue between 1st and 6th Streets, 
lacks the business density needed to generate 
higher levels of activity.  Vacant lots make 
up almost 60% of the street frontage along 
Cleveland Avenue, which reduces the potential 
for pedestrian window shopping over the five to 
six block district.

 Cleaning up, enhancing, 
and making (temporary) use of the vacant lots 
would appear to be the most expedient and cost 
effective way to resolve this issue.  Consider 
temporary uses on vacant lots downtown such 
as:

Commercial food trucks.
Pop up tent stores.
Outdoor art galleries. 
Outdoor ping pong tables, chess/checkers 
tables. 
Community gardens.
Tot lot.
n outdoor graffiti wall or chalk board to 
encourage interactive participation in 
downtown.
Pocket parks or mini plazas with paving or 
grass, picnic tables, benches or chairs, and 
children’s activities that don’t require much 
maintenance (i.e a paved area for a hopscotch 
court).                          
Use low fencing (split rail, post and rail or 
picket) and landscaping to screen the rough 
grass and gravel.
Frame or screen lots used for parking with 
trees and shrubs.

 Downtown streetscape is aging 
and lacks cohesion. Property maintenance 
ranges from excellent to poor. Vacant lots are 
full of weeds and gravel. There is a mix of 
residential and commercial properties. This all 
creates a character in the downtown, which is 
the heart of the community, that is negative and 
reflects poorly on the community.

Downtown streetscape elements should 
unify the downtown corridor so that people 
know when they have entered downtown. 
Initially this could be as simple as colored 
banners hung from street lights. Ultimately 
improvements should include coordinated 
street furniture, signage, and streetlights.
Short term creative beautification projects, 
including potted plants on the sidewalk, 
could provide an easy and eye catching 
beautification to downtown. Each business 
could adopt a plant pot (all matching) outside 
their front door, a beautification project that 
could incur no/little cost to the city. The pots 
and plants could be sponsored by private 
groups or clubs (i.e. Kiwanis, Elks, etc.), 
businesses, or the Boys and Girls Club or 
other youth groups. 



16

Work with local banks to create a revolving 
loan program for façade improvements to help 
owners fund improvements, or create a façade 
squad to work on painting and improving the 
outward appearance of buildings. Partner with 
a hardware store for paint donations and other 
assistance.
Consider outdoor kiosks to display community 
art from local craftsmen, artists, school art 
classes, after school programs or the Boys and 
Girls Club.
Develop more specific design guidelines and a 
suggested color palette for Cleveland Avenue 
that promotes the historic character and “Main 
Street” pedestrian feel that the community 
desires. These guidelines should be clear and 
available to the public.
Consider adding colorful paint to pedestrian 
crossings, street centerlines, parking, 
handicap parking, etc. This on-street 
maintenance can improve the visual character 
of the district. 

 It is important to keep as many 
civic uses on Main Street. as possible.

 Reconsider moving City Hall 
and keep it and the Post Office on Cleveland 
Avenue.  Consider expansion of City Hall on 
its existing site. Purchase vacant lot across the 
street for new public parking lot if necessary.

 Some great work has been 
done to put in sidewalks in Wellington around 
new developments and crossing the railroad. 

However, sidewalks and bike paths throughout 
town are incomplete, substandard and in need 
of repair, especially along Cleveland Avenue 
and in the downtown core.

Continue to focus on completing sidewalks 
along Cleveland Avenue and creating safe 
routes that connect schools to neighborhoods.
Short term painting projects could delineate 
bike lanes throughout town at a low cost.

 Downtown lacks amenities, 
spaces and activities for youth and children.

Consider creating park space in the downtown 
for multiple generations, from small children to 
adults.
Consider what types of businesses and 
spaces could be created in the downtown for 
families and youth, for example, an arcade, 
movie theater or bowling alley. Investigate 
pursuing such opportunities with the economic 
development committee.

 Wellington is a cyclist destination, 
but lacks good connections to trails.

 Promote bike trails 
connecting northern and southern developments 
to downtown and to regional trial systems.
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 Cleveland Avenue (Colorado 
Highway 1) experiences a high volume of traffic 
– including heavy truck traffic - that makes 
the downtown uninviting and dangerous for 
pedestrians.

 
Wellington Town staff should work with the 
County and Colorado Department of Tra 
(CDOT) to improve Owl Canyon Road (County 
Road 70) from I-25 west, tying it into US 
Highway 287; or improve Owl Canyon Road 
west to Terry Lake Road (County Road 15), 
and Terry Lake Road south to Colorado 1 and 
designate it as a truck route so that a more 
appealing option is created for truck drivers 
than driving through Downtown Wellington on 
Cleveland Avenue.
Incorporate traffic calming elements on 
Cleveland Avenue through the downtown 
such as bump-outs at cross walks, narrower 
traffic lanes, pedestrian crossing signals, and 
possibly a roundabout at Cleveland Avenue 
and 6th Street.

Potential sources of funds that the staff of the 
Town of Wellington should investigate and 
discuss with the town board and the public 
include the following recommendations:

Coordination among the Town, Larimer County, 
Poudre School District R-1 and Wellington 
Fire Protection District is essential to the 
sustainability of the Town. It is suggested that 
regular meetings be held to meet the needs of 
their common constituents.

In addressing the Town’s current wastewater 
needs and any long term storm drainage and 
water projects, the Town may consider the 
following funding sources.

DOLA Energy Impact Program – contact Don 
Sandoval, Regional Manager, (970-679-4501) 
for more detailed information on the following 

programs:
Tier 1 grants up to $200,000
Tier 2 grants from $200,001 to $1 million
Water/sewer loans at 5%

Colorado Water Conservation Board (CWCB) 
Water Project Loan Program – The Water 
Project Loan Program was established in 1971 
to provide low interest loans for raw water 
resource projects.

USDA RURAL DEVELOPMENT (RD) — Rural 
Development awards grants and loans to 
rural communities (not more than 10,000 
populations) for construction and replacement 
of water, wastewater, storm sewer, and solid 
waste facilities. Communities can receive a 
loan and grant combination, with percentages 
based on median incomes, health hazard 
elimination, and annual debt service charges.

Given the scope of the storm drainage needs, a 
Storm Drainage Plan should be developed and 
adopted by the Town. Such a plan details the 
storm drainage needs and costs and includes 
maintenance requirements as well as a rate 
structure required to maintain the system. The 
Town may apply as early as April 2014 for DOLA 
Tier 1 funds to pay for the cost of the rate plan.

It’s also recommended that the Town apply for 
a DOLA loan to the address the wastewater 
compliance needs, which may occur as early as 
August or December 2014. DOLA grants and 
loans require matching funds, preferably 1:1, but 
a lower match may be considered (though less 
competitively). Despite this match requirement, 
DOLA loans have terms of 20 years which more 
closely match the useful life of a wastewater 
treatment plan.

Long term storm drainage as well as water 
and wastewater transmission needs along 
Cleveland Avenue may be best addressed with 
USDA loans that have 40 year repayments 
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more appropriately matching the average life of 
these improvements. It’s important to note that 
USDA loan proceeds may be used to serve as 
the match requirement for DOLA loans/grants. 
Depending on the overall cost of improvements 
and drainage area patterns, phasing may be 
considered to better manage the overall project 
costs and provide additional time to seek 
alternative funding sources. 
Additional funding sources for water/wastewater 
needs include:

1. COLORADO RURAL WATER 
ASSOCIATION (CRWA) – Colorado 
Rural Water Association’s Revolving 
Loan Program (RLP), established 
under a grant from USDA Rural Utilities 
Services, USDA/RUS, may provide 
financing to eligible utilities for pre-
development costs associated with your 
proposed water and wastewater projects 
and may also be used with existing 
water/wastewater systems.

2. RURAL COMMUNITY ASSISTANCE 
CORPORATION LOAN FUND (RCAC) 
– Rural Community Assistance 
Corporation’s (RCAC) Environmental 
Infrastructure Loan Program helps 
create, improve or expand the supply of 
safe drinking water and waste disposal 
systems/facilities that serve low and 
moderate-income communities in the 
West, including Colorado.

While the Town’s infrastructure needs will be 
addressed over a longer time horizon, the 
following are funding sources to consider for 
short term improvements.

1. Vendor/Booth Fees – These are charges 
applied to concessionaires at events, 
parades, community gathering places.

2. Business License Fees - These are 
fees that can be assessed when a 
new business comes to town.  This 

will help generate revenues for the 
community and will help in identifying 
what businesses are located in town.  
Many times the fees are paid every 
year.  These dollars could be earmarked 
for specific business needs, events, 
marketing, etc. The Town should be as 
transparent as possible to let businesses 
and potential businesses know that 
their business fee is an investment 
in the Town’s economic development 
efforts. These fees will come back to the 
business many times over as they will 
give Wellington a funding mechanism 
for economic development Wellington 
has an annual $25 business license fee. 
This is a typical amount for Colorado 
communities (Longmont is also $25). 
Many communities have developed a 
fee schedule by businesses types. A 
home occupation business might be 
charged a different fee than a large 
retail business. A travelling sales person 
may be charged yet a different rate. 
Although enforcement is an issue, many 
communities require anyone doing 
business in the town have a license. The 
reasoning is that if an in-town contractor 
must pay a fee, then the competing 
contractor from out of town should also 
pay a fee. Be careful not to add to the 
burden of small or startup businesses in 
a down economy.

3. Heritage Tourism Office/Colorado 
Tourism Office Grants – The Wellington 
Chamber should work together with 
other chambers, the county and regional 
entities to apply for a Colorado Tourism 
Office Marketing Matching Grant 
Program, which provides funding to not-
for-profit organizations in the State of 
Colorado for the purpose of promoting 
the state or a region as a tourism 
destination. For more information, visit 
the website http://www.colorado.com/ai/
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MarketingGrantCriteriaFY2009.pdf

4. Research grant opportunities for 
personnel –Wellington should create a 
list of stakeholders, potential partners, 
etc. and determine where to look for 
funding, collaboration, etc. Perhaps 
other opportunities exist through 
AmeriCorps, Universities, or other 
agencies that provide interns.

5. Tax Assistance from General Funds – 
Allocate specific funds for the downtown 
improvements.

6. CDOT Upper Front Range, Region 4 
Planning and Management Region – 
Transportation safety grants. 

7. Community Development Block Grant 
or Rural Business Opportunity Grants 
- These are federal funds that are 
distributed by DOLA.  The Division of 
Housing (DOH) and Division of Local 
Government (DLG) have funds available, 
as does the Office of Economic 
Development and International Trade 
(OEDIT).  DLG money is used for 
public facilities, DOH money is used to 
construct housing, and OEDIT money is 
used for Economic Development. Visit 
each agency’s website to learn details.

1. Governor’s Office of Economic 
Development and International Trade 
(OEDIT) – This agency has several 
programs from economic development 
assessments to small business 
development centers.

2. EPA Brownfields Program -This program 
provides direct funding for brownfields 
assessment and cleanup. 

3. Governors Energy Office (GEO) and 

USDA Rural Development (RD) Energy 
Programs - Both agencies have new 
funding programs to retro-fit both 
public and business HVAC and lighting 
systems. Wellington businesses could 
utilize new technology and renewable 
energy sources to reduce costs. The 
town could install the new streetlights to 
more energy efficient LED type lights. 
The town could investigate funding 
opportunities to energy efficiencies for a 
new swimming pool.

4. Small Business Administration and 
Economic Development Administration 
– These are two federal programs that 
can assist local businesses in business 
startup, expansion and relocation.

5. Great Outdoors Colorado (GOCO)- 
GOCO uses a portion of lottery proceeds 
to help preserve, protect, enhance and 
manage Colorado’s wildlife, park, river, 
trail and open space heritage. The town 
should investigate funding for  a new 
swimming pool.

Other Resources – As a member of Downtown 
Colorado, Inc., Wellington will continue to 
be eligible for DCI services, training, and 
educational programs. It would be beneficial 
to review programs such as the Main Street 
Candidate program through DOLA that might 
offer some on-going training and support to 
Wellington’s downtown efforts. Additionally, 
Wellington should access the benefits of the 
collaboration of DCI and Colorado Brownfield 
Foundation (CBF). A half day workshop is 
available to communities interested in working 
on downtown revitalization and brownfield sites.
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Boys and Girls Clubs of Larimer County
Colorado Department of Transportation
Eyestone Elementary School
Larimer County 
Larimer County Sheriff’s Department
Rice Elementary School
River of Life Fellowship
Wellington Fire Department
Poudre R-1 School District
Town of Wellington
Wellington Business Owners 
Wellington Chamber of Commerce
Wellington Community Activities Committee
Wellington Fire Department
Wellington Methodist Church
Wellington Middle School
Wellington Planning 
Wellington Residents

Mr. Bernberg is a 10-year veteran in municipal 
finance with Stifel Nicolaus. Since 2005, 
Mr.Bernberg has completed over $623 million in 
municipal financings for various governmental 
borrowers. Mr. Bernberg provides a wide range 
of investment banking services including capital 
planning and structuring of tax-exempt and 
taxable bonds for new money projects and 
refunding’s. Mr. Bernberg’s expertise includes all 
financing options available to issuers - general 
obligation bonds, enterprise/project revenue 
bonds, sales and use/excise tax revenue bonds 
and certificates of participation. Mr. Bernberg 
also develops private placement/direct loan 
transactions on behalf of his clients.

Katherine Correll has experience spanning 
the fields of community outreach to advance 
downtown and community development, not-
for-profit administration, project development 

and management, local government planning, 
marketing, financial and economic development 
services, and education. Katherine joined 
Downtown Colorado, Inc. as the Director of 
Communications and Operations in 2006; in 
2007 she became the Executive Director.  

Born and raised in Denver, Colorado, Katherine 
has worked with development initiatives 
in Denver, New York, Chicago, and the 
Former Soviet Union. Her focus on strategic 
planning and organizational development and 
management includes building viable and 
sustainable private, public, and non-for-profit 
institutions and programs. Prior to her current 
position, Katherine served as the American 
Councils for International Education Country 
Director for the Republic of Moldova, where 
she managed the national American Councils’ 
portfolio focusing on building civil society 
initiatives, education, and public administration 
reforms. She was also responsible for 
management and growth of the American 
Language Center, language and professional 
training school. Katherine received her Master’s 
Degree in Public Administration from Rutgers 
University and her Bachelor’s Degree in Politics 
with a Minor in Urban Studies from New York 
University.

Karen joined DHM in 2001 with experience in 
both private and public communications, PR, 
business communication and design. With a 
degree in Communications, and a decade of 
experience, Karen has developed the skills 
to create and implement marketing materials, 
identity concepts, publications, signage, 
brochures and interpretive displays for a wide 
variety of projects. Karen also manages the 
proposal and interview process, including 
strategy, materials and team building for the 
firm. She has helped win six nationwide National 
Park Service contracts and numerous state and 
national awards for the firm.
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AEDA serves as the City of Arvada’s business-
to-government liaison. The organization is 
focused on growing the job base and increasing 
revenues for the City while making every effort 
to support existing businesses. The AEDA Board 
of Director and Staff take this responsibility very 
seriously - always striving for excellence. 

Hazel has been with the City of Arvada and 
AEDA for 20+ years.  During that time, many 
successful programs, products, and services 
were implemented resulting in numerous 
local, State, county, and international awards, 
including several awards for the Arvada Way, 
an internationally recognized, award-winning 
business retention culture. Most recently, AEDA 
was the first Accredited Economic Development 
Organization (AEDO) in the State of Colorado 
achieved in 2013, and 37th internationally (33rd 
in the United States). Hazel was also the first 
inductee into Colorado Companies to Watch 
as 2012 Legacy Honoree as co-founder for the 
Colorado program.

, 

Michael Hussey is the manager of planning and 
landscape architecture for the Colorado Springs 
office of Nolte Associates, Inc. Michael has over 
30 years of experience in a wide variety of urban 
design, landscape, planning, environmental 
engineering, and architectural projects. He has 
worked on urban development and renewal, 
and downtown streetscape improvement 
projects including Billings, Montana (downtown), 
Colorado Springs (Downtown BID), Avon (Town 
Center), Manitou Avenue (Manitou Springs 
downtown), Monte Vista (downtown), Broomfield 
(US 287), and Fountain (US 85). Project 
responsibilities have included grant opportunity 
identification and application, master planning, 

urban and site design, and construction 
observation and management.  Michael has 
participated in numerous DCI workshops and 
conference programs, and has served as a DCI/
DOLA team member on several Community 
Revitalization Program (CRP) visits.  Michael is 
also the co-author of “Grow Native,” one of the 
earliest Colorado xeriscape landscape guides, 
and has worked on a number of award winning 
projects – including the Colorado Springs 
Downtown Business Improvement District and 
Manitou Avenue.

Shay Ives is a Community Revitalization 
Specialist with the Community Development 
Office. She has four years of experience working 
on land use planning projects across the 
country including historic preservation studies, 
comprehensive land use plans, development 
codes, design standards and guidelines, and 
affordable/fair housing analyses. Shay has a 
Bachelor’s in Environmental Design from the 
University of Colorado Boulder and a Master’s 
in Urban and Regional Planning from the 
University of Colorado Denver. 

Mike Tupa is a landscape architect with over 30 
years experience in the design and construction 
of a wide range of private and public works 
projects. He has a BS and Masters in 
Landscape Architecture. Within his experience 
is work for CDOT as their Chief Landscape 
Architect during the Vail Pass-Glenwood Canyon 
years and as a private design consultant 
on highway projects including I-25 through 
Colorado Springs and C-470 in SW Denver. As a 
private consultant Mike provided project design 
and coordination services for a wide range of 
clients including Denver Metro Waste Water, 
D&RGW Railroad, Beaver Creek Resort, and 
a range of private developers across the Front 
Range.
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For the past 6 years Mike has been with CSU 
managing their Community Technical Assistance 
Outreach program under contract with DOLA. 
This program provides design and planning 
to communities in eastern Colorado using 
University resources and interns to do the 
majority of the work. Projects include design 
and planning of public lands and community 
buildings. 

Nathan Owens holds a Master's degree in 
Urban and Regional Planning from University 
of Colorado Denver and a Bachelor’s degree in 
English from Ohio University. He is passionate 
about sustainability and urbanism, but is 
intrigued by a variety of subjects that relate to 
society and the environment. Nathan recently 
finished a one-year internship with the City of 
Boulder’s Comprehensive Planning department 
and is now on the hunt for a full time position 
in planning. He also makes a mean homemade 
pizza.

J

Jamie grew up in Boulder, Colorado and 
attended Colorado College where he majored 
in Comparative Literature and minored in The 
Redevelopment of Urban Brownfields. During 
college he spent a semester studying urban 
design in Copenhagen, Denmark and undertook 
an independent research project on Denver 
brownfields. After college, he spent a year 
working in a community mental health center in 
Atlanta, Georgia. He has also worked as a camp 
counselor, on a conservation crew in Southwest 
Colorado and for four seasons at Eldora Ski 
Resort. Jamie brings to DCI a love of Colorado 
and a passion for writing, good design and 
healthy communities.



 

 

Dear Community Leader: 
 

Thank you for your interest in revitalizing the downtown, the heart of your community.  The board and staff of Downtown Colorado, 
Inc.  (DCI) would like to commend you on your initiative to focus your resources and planning efforts towards the enhancement of 
the living room of your community.  Throughout the appendices you will find tools to assist you in implementing the 
recommendations listed in this report.  We suggest that you hold a community meeting and use the attached tools to facilitate 
moving forward. 
· Action Matrix: breaks the recommendations down into a step-by-step process identifying timeline, action item, measure of 

success, initiator, and potential partners 
· Shop Local Campaign Development and Shop Local Matrix 
· Menu of Technical Assistance: The menu of technical assistance is to provide ideas or a sampling of what DCI has facilitated.   
· Stakeholders Analysis: This form is used to analyze community information to ascertain which entities are most important to 

the downtown and/or project and how best to approach them. 
· Volunteers by Stakeholder Group: allows you to identify volunteers that link your organization to groups that are key to your 

project.   
· Volunteer by Desired Skill: allows you to review the skills you need and which volunteers can fill that need.  It also allows you 

to identify the skills that remain unmet in your pool of volunteers. 
· Potential Partners: For each project, a partner list should be generated to ensure that you have tapped all possible resources. 
· Strategic Event Planning Matrix: allows you to list objectives and for each event to make sure that all objectives are being 

met, and all events are serving a purpose.   
· Strategic Event Planning Calendar: reviews all events on a timeline to ensure a well-rounded calendar. 
· Downtown Organization Board Responsibilities and Job Descriptions: Highlights the responsibilities of a board of directors 

and the officers that serve the organization.   
· Downtown Manager Job Description: Identifies skills needed and activities required to manage a downtown organization.   
· Downtown Manager Evaluation: allows the downtown organization to evaluate the effectiveness of the Downtown Manager.   
· Employing an Intern or VISTA for downtown 
· Organizational Succession Planning: Encourages consistency in leadership through transition.   
· 5 Steps for Improved Communications 
· Sample Press Release 
· Communication Strategy Matrix: Identifies the various modes of communication and the tools to make contact. 
· Communication Planning Form: For each event or project, this form encourages you to think about communications in 

advance and to develop a clear message.   
· Example Online Marketing Timeline 

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

· Examples of �Code of Ethics� for Chamber and Town: As mentioned on page 15 of the narrative, included are the Metro 
Denver Economic Development Corporation�s Code of Ethics, the City of Arvada�s Core Competencies and the City of Arvada�s 
Vision Statement (included with permission from Metro Denver EDC and City of Arvada). 

 

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

Thanks,  
Katherine Corre
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While the various groups in 

Wellington have separate 

objectives, identifying those 

groups, each objective area, 

and streamlining 

communication with all groups 

working in Wellington will help 

to foster a greater impact for 

the work that each group is 

hoping to accomplish.

Increase 

collaborative 

approach to 

building 

community. 

Create regular dialogue 

between groups working in 

similar areas.

Monthly meeting 

dates set, agendas 

and minutes shared 

online.

Chamber, nonprofit groups 

(Boys and Girls club for 

example), faith based groups 

and other organizations.

 Identify facilities and 

venues for programming 

and activities for youth, 

young families and youth 

service groups. 

List of community 

facilities and activities 

for youth posted 

online and shared 

with stakeholders.

Chamber, schools, young 

families, youth and youth 

groups. 

Churches: Meetings of 

churches. Ministerial 

Alliance should be 

reinstituted. Perhaps use 

the community choir to 

build connections. 

Consider a common 

sermon a couple times a 

year e.g. Community 

Engagement around the 

clean up day.

Regular monthly 

meetings, agendas, 

and minutes posted 

online. 100% of faith 

based groups 

participating.

All faith based groups. 

Enhance Create and maintain a Community wide Chamber, town, and Regular posting location North Forty News is 

Wellington

Downtown Commercial District

Plan Start Date :

Organization and Management

There appears to be 

a lack of awareness 

of the great work 

that is going on 

amongst the active 

groups in town.

Develop collaborative 

approach to communicating 

opportunities.

Increase 

collaborative 

approach to 

building 

community. 

Expand on the Chamber 

list of volunteer 

opportunities and town 

commissions with example 

projects and an online 

presence.

List of community 

volunteers and areas 

of interest shared 

with non-profit and 

community groups.

Chamber, nonprofit groups 

(Boys and Girls club for 

example), faith based groups 

and other organizations.
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Wellington

Downtown Commercial District

Plan Start Date :

Ask each group (HOAs, 

youth groups, nonprofits 

and event organizers) to 

regularly post updates  and 

use this information to 

create one consolidated 

communication piece to be 

printed monthly.

Weekly printed town 

newsletter with 

upcoming town 

events, distributed to 

schools, HOAs, faith 

based groups, 

downtown 

businesses, hotels, 

Colorado Connection, 

etc.

A central events or 

promotions committee, the 

Chamber of Commerce, 

event planners and 

organizers, City, schools, 

faith based groups, hotels, 

Colorado Connection, North 

Forty News, and the ability to 

print a simple flyer once a 

week. 

Create uniform 

communication about 

events. Post in restaurants 

and on community 

calendars.

Regular meeting to 

collect and compile 

community wide info.

Chamber, town, and 

community groups. 

Support 

Investment-

attraction 

strategies by 

ongoing, frequent 

communications 

utilizing a variety 

of online channels.

Research internship to 

search for partners and 

investment opportunities. 

A Town internship for 

social media, events 

and investment 

opportunities. 

School/Town and DOLA 

regional managers.

 Identify types of uses, 

building guidelines, 

connectivity (parking, 

biking, fiber/wiring in new 

builds, etc).

Guidelines for 

planning and future 

development are 

posted online and 

shared with property 

owners. 

Town with support from 

CCCD and DOLA.

Create a Town Trustee 

statement of priority to the 

downtown.

Downtown 

Revitalization Priority 

Statement shared 

broadly.

Town Trustees.

Regular posting location 

where every entity in town can 

post their events (Facebook, 

or Nextdoor.com), which can 

then be printed by the City in a 

weekly newsletter and 

distributed in schools, HOAs, 

Churches, downtown 

businesses, hotels, Colorado 

Connection, etc. 

Increase 

collaborative 

approach to 

building 

community. 

Recognize that downtown is 

the heart of the community 

and that  regional businesses 

contribute to its success. 

Define and communicate the 

focus area within the 

downtown boundary for the 

next three years.

Increased support 

for downtown 

businesses and 

increased focus on 

the downtown 

core as Wellington 

grows. 

North Forty News is 

a great newspaper 

but it only comes 

out once a month.

There is not a 

clearly identified 

focus, geographic 

area, resources, or 

description for 

downtown 

development.
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Wellington

Downtown Commercial District

Plan Start Date :

Continue focus on creation 

and implementation of 

work plans and building a 

community-wide 

implementation process.

Workplans posted 

online and updated 

quarterly.

Chamber, town, and 

community groups. 

Identify boundaries of 

downtown focus area and 

objectives to achieve in 

that section of town. 

Map posted online 

and objectives 

discussed in public 

meeting.

Town, Chamber, and 

community.

Chamber of 

Commerce is a 

driving force in 

Wellington’s 

downtown 

development and 

economic 

development. It will 

be important to 

represent all 

businesses equally.

The Chamber of Commerce 

should consider an investor 

model to represent all 

business in the community, 

and primary funding could 

come from events, or other 

fundraising methods.

Ensure that 

community 

marketing 

material capitalize 

on all community 

assets. 

Review appendix info on 

how and why to use an 

investor model. Assess 

benefits and services 

provided by the Chamber.

Chamber board 

meeting to discuss 

investor model. 

Consider if business 

license could support 

chamber basic 

inclusion of all 

businesses.  

Chamber board.

Create a youth task force and 

advisory committee to 

empower youth in local affairs.

Involve youth in events and 

volunteer opportunities 

through Boys and Girls Club, 

church youth groups, after 

school programs, etc.

Define a smaller downtown 

area to focus improvements 

with tiers building out over 

time to establish a core area.

Create baby steps 

for 

implementation to 

get large projects 

done over time.

Empower youth 

and foster their 

involvement in the 

community. 

Create a request for 

interest from youth to 

serve on committees and 

create a youth council to 

guide the community. 

Announcement/ 

request for youth to 

serve on the 

committee, shared 

online and through 

the schools.

Chamber and youth groups. Wellington has a 

very strong 

commitment to 

youth, excellent 

schools and bright 

young people who 

seek opportunities 

for involvement or 

adequate activities.
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Wellington

Downtown Commercial District

Plan Start Date :

Consider displaying student 

art  at special events, local 

businesses, and/or public 

places.

Increase 

involvement of 

youth, encourage 

creative 

communities, 

draw people to 

events and 

downtown. 

Outline the rules and 

venues where art displays 

can be posted. Create 

contest rules for entries in 

an art contest.

Contest rules and 

implementation plan 

for displaying public 

art developed. 

Youth commission with 

guidance from faith based 

groups. 

Create statement of 

Wellington needs around 

safe exercise and travel. 

Healthy living 

statement created.

Youth commission, Chamber, 

and schools.

Identify contact to reach 

out to state-wide groups 

and share healthy living 

statement.

Meetings planned 

with Livewell and 

GoCo.

Town, Youth commission, 

Chamber, and schools.

Wellington has a 

number of 

volunteer 

opportunities, and a 

number of groups 

looking for 

engagement and 

opportunities.

Centralize volunteer 

management, including the 

development of job 

descriptions and one clearing 

house for volunteer 

opportunities.

Allow projects and 

groups looking for 

volunteers to 

more easily 

connect with 

those looking to 

volunteer. 

Develop of job descriptions 

and one clearing house for 

volunteer opportunities.

Job/volunteer 

descriptions 

descriptions posted 

online.

Chamber and faith based 

organizations, partner with 

school and town.

Create a citizens academy to 

educate citizens on what 

should do as citizens and how 

they can be involved.

Educate citizens 

on how they can 

be involved in and 

shape the future 

of their 

community. 

Hold training for residents 

to understand ways to get 

involved. 

Agenda and invite 

posted online, around 

town, and at school.

Town partners with DOLA, 

Chamber, faith based groups, 

and schools.

Engage youth in citizen's 

academy and leadership 

opportunities within the 

academy. 

Agenda and invite 

posted online, around 

town, and at school.

Town partners with DOLA, 

Chamber, faith based groups, 

and schools.

Consider working with 

LiveWell Colorado and GOCO 

to improve biking and exercise 

opportunities

Identify partner 

groups and 

funding to 

increase safety. 
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Wellington

Downtown Commercial District

Plan Start Date :

Consider new funding streams. Reduce cost to the 

Town for 

downtown 

infrastructure 

improvements. 

Review list of funding 

options with DOLA.

Prioritized list of 

funding options and 

plan for approaching 

each.

Town trustees, organization 

committee, and DOLA.

A DDA may provide 

sustainable resources and 

funding. 

Create a 

sustainable 

funding 

mechanism for 

downtwon 

improvements and 

manintainence.

S Communicaiton list 

for all property 

owners and fact sheet 

for DDA.

Downtown Action 

Committee in partnership 

wth DCL.

Utilize concept plans and 

studies to create a 

proposal for CDOT.

Design plans for 

Clevand Ave. are 

shared with CDOT 

and include timing 

and ways to 

incorporate street 

scape ideas.

Design committee works 

with DOLA planners and 

CCCD to develop formal plan. 

Communicate with CDOT 

as often as possible.

Regular meeting with 

CDOT.

Design group and CDOT.

CDOT appears to be 

open to ideas and 

collaboration with 

Wellington moving 

forward. 

Encouragae open 

communication between 

Town, community leaders and 

CDOT.

Enhance 

communication 

with stakeholders 

and partner 

groups and work 

towards a long 

term solution to 

Cleveland Avenue 

challenges.  

Wellington will have 

high infrastructure 

costs for its 

downtown 

redevelopment and 

substantial 

downtown 

improvements.
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Build on destination 

businesses.

Define destinations 

and get the right 

people talking to 

each other.

Create a list of "destination" 

businesses and their contact info.

List of destination 

business with their 

location and contact 

info.

Chamber of Commerce, 

Economic Development 

Committee, Marketing and 

Promotions Committee, 

Town, real estate partner, 

owners of destination 

businesses. 

Take advantage of 

partnerships and 

umbrella branding 

strategies.

Define overall 

vision and goals 

for the downtown 

partnerships and 

events. 

Look for synergies between potential 

partners such as the Auction House 

and restaurants, Florists and 

Chocolate Rose, etc. Create 

partnerships.

1. Stakeholder analysis 

or similar document 

(can be very simple), 

detailing pottential 

partners and what they 

want. 2. Create a vision 

and goals for the 

downtown, with as 

much input as possible. 

Chamber of Commerce, 

Economic Development 

Committee, Marketing and 

Promotions Committee, 

Town,  businesses. 

Brand Wellington as a 

destination.

Create intentional 

regional tourism 

opportunities.

Incorporate what is unique about the 

community. Focus on image building 

and create campaigns that revolve 

around specific retail-related 

events/holidays.

Written strategy for 

branding Wellington as 

a regional destination, 

including regional 

venues to promote 

Wellington (Ft. Collins, 

Cheyenne, Greeley, 

Loveland, etc.), and a 

short list of events 

aimed at bringing in 

regional visitors.

Chamber of Commerce, 

Marketing and Promotions 

Committee, Town,   CAC, 

Design committee, regional 

tourism/promotions 

contacts. 

Create Cross 

Promotional Events.

Outline a master 

strategy.

Assign champions: For example, the 

Chocolate Rose could host a 

Valentine’s Day chocolate event; 

Proper Time could have a great 

countdown to Daylight Savings or 

Wellington Flowers could sponsor a 

Mother’s Day brunch crawl.  

Three cross promotional 

events outlined, with 

support of local 

business champions, 

and basic planning 

strategy for each event. 

Chamber of Commerce, 

Marketing and Promotions 

Committee, Town,   CAC, 

local business champions, 

a volunteer group (church, 

etc.).

Your locals are your 

greatest asset.  

Engage, inform and 

inspire.

Make a push to 

engage locals. 

Learn from the great Facebook page 

of the CAC but develop it into a 

broader Downtown Wellington page 

and actively seek community “likes” 

and participation. Focus on a new 

online calendar system both internally 

and externally so people know what’s 

going on.

1. Downtown Wellington 

Facebook Page 2. 

Updated/new online 

calendar system.

Chamber of Commerce, 

Marketing and Promotions 

Committee, Town, CAC.

Observation

Wellington

Downtown Commercial District

Plan Start Date :

Marketing and Promotions

Wellington is home to 

several destination 

businesses and several well 

attended regional festivals, 

but lacks the feeling of a 

destination community. 
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Observation

Wellington

Downtown Commercial District

Plan Start Date :

Consider a 3/50 

campaign.

Build on the buy 

local campaign.

Assign a champion or champions. 

Visit the web site and reach out for 

support. Download materials, inform 

business community and start 

promoting it online.

Promotional materials 

for 3/50 campaign 

posted online, 

distributed to local 

businesses, community 

centers, churches and 

other groups. 

Chamber of Commerce, 

Marketing and Promotions 

Committee, Town,   

businesses, local venues to 

promote the campaign 

(churches, Town Hall, 

events, North Forty, etc.).

Differentiate 

yourselves not by 

looking at your places 

but at your people. 

Collect stories. Use facebook to solicit stories and 

celebrate unique success stories 

while promoting the downtown.

3-5 stories highlighting 

what makes Wellington 

a unique/wonderful 

community, and a great 

place to do business. 

Chamber of Commerce, 

Marketing and Promotions 

Committee, Town,   

businesses, local venues to 

promote the campaign 

(churches, Town Hall, 

events, North Forty, etc.), 

residents, frequent visitors 

to Wellington.

Look for connectivity 

points.

Engage the 

community.

Ask what they really want, what 

makes them feel good about going 

downtown, and most importantly, tell 

them how they fit into the picture. 

1. A simple  survey to 

distribute to the whole 

community asking what 

they like and want 

downtown (can be done 

in person by volunteers 

too) 2. A document 

showing the results-

what the community 

values and wants 

downtown. 

Marketing and Promotions 

Committee, church groups 

and other community 

connection points, 

downtown businesses, 

Chamber, Town, HOAs, 

residents.

Audit your events and 

look for holes.

Use Event Matrix 

tool.

Look for holes in activity types, 

geography and times of the year. 

Focus on evenings, winter, and 

young people.

Completed Event 

Matrix.

Marketing and Promotions 

Committee, CAC, others 

involved in event planning.

Use vacant land 

downtown.

Encourage a more 

vibrant downtwon 

by adding density 

and drawing 

people.

1. Create a list of key vacant lots 

along Cleveland Avenue, with the 

propery owner and contact 

information. 2. Brainstorm a list of 

possible uses for these sites. 

List of key vacant 

properties with possible 

uses. 

Marketing and Promotions 

Committee, interested 

volunteers, downtown 

property owners.

Consider events for 

specific 

demographics.

Engage the whole 

community in 

downtown events. 

1. Use the completed Event Matrix 

tool, along with local knowledge and 

perspective, to find which 

demographics are over and under 

served by downtwon events. 2. Make 

a list of those demographics that are 

underserved and brain storm 

new/expanded event ides. 

1. List of demographics 

not being served well by 

downtwon events and a 

list of ideas for events 

that would better include 

them. 

Marketing and Promotions 

Committee, CAC, 

interested volunteers.

Wellington hosts several 

successful events 

throughout the year, and 

could build on those events 

in such a way that their 

visibility and consistency 

creates momentum across 

the board. 




