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Introduction
The Town of Front Royal is nestled in the scenic Shenandoah Valley, between the confluence
of the North and South Forks of the Shenandoah River and the Blue Ridge Mountains. The
Town is approximately 10.5 square miles and had a 2015 population of 15,070, based on the
U.S. Census Bureau’s annual Population Estimates Program. Since its founding in 1788, the
Town has been the economic center and county seat of Warren County.
The Town also serves as a transportation hub within the Baltimore-Washington Statistical
Market Area. Several major roads traverse or adjoin the Town, including Interstate 66, U.S.
Route 55, U.S. Route 522, and U.S. Route 340. Interstate 66 (I-66) is located along the
northern boundary of the Town. Washington D.C. is about a 60-minute drive east on I-66
from Front Royal; and Interstate 81 (I-81) is only 7 miles west on I-66. The Virginia Inland
Port, located in the County, is immediately north of the Town, which is a U.S. Customs
designated port of entry that provides intermodal container transfer services. The Norfolk
Southern Railroad has two rail lines in Front Royal, including the B-Line which travels
through the northern portion of the Town, and the Shenandoah line, which parallels the
South Fork of the Shenandoah River, both lines connecting with the Virginia Inland Port.
Front Royal’s strategic location at the convergence of roads, rail, rivers, natural resources,
and history has served an important role in attracting tourism since the late nineteenth
century. As railroads improved and increased travel occurred, people came to Front Royal
to get to the mountains and to the mineral springs in nearby areas. The tourism industry
grew dramatically throughout the early twentieth century with the opening of the
Shenandoah National Park and the Skyline Drive in 1936. The Town is the gateway to Skyline
Drive and is home to and surrounded by, many natural attractions including the Appalachian
Trail, Dickey Ridge Visitor Center, Skyline Caverns, and George Washington National Forest.
The greatest period of economic growth came to the Town with the construction of the
American Viscose Corporation’s plant. The initial buildings were erected between 1937 and
1940 and during this time, the Town’s population increased by 1,407, partly because of the
large number of construction workers brought in for construction of the new plant.
American Viscose Corporation opened in August 1940 and immediately became the largest
employer in the County with 734 workers. The plant experienced major expansions in 1943,
1945, and 1946. This accounted for a large portion of the 4,284-population growth in the
Town from 1940 to 1950. Over the years, the American Viscose plant changed ownership
and its name to FMC Corporation and finally Avtex Fibers, Inc. The ultimate closing of the
plant in 1989 (combined with the downturn in the economy in the early 1990s) left the
community with a relatively high unemployment rate. This high rate was subsequently
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reduced as increased numbers of citizens sought work outside the county; thereby enlarging
the size of the Town’s commuting population. The Town has a large number of residents that
commute long distances for work. Fewer people in the Town work from their homes than
state and national averages. Residents in Warren County, outside of the Town limits, travel
even further with a mean commute time of 41.8 minutes.
Front Royal strives for a downtown that serves as a vibrant hub of opportunities for
increased business growth and attraction. The Downtown was accepted into the National
Register of Historic Places in 2003 and supports a rich history dating from the late 18th
century. A late 19th century boom established East Main Street and Chester Street as the
Town’s commercial core, which now comprises a diverse compilation of historic buildings
and architectural styles. The Town, realizing the importance of, has been an Affiliate of the
Virginia Main Streets for several years now. The Town recognizes that the Washington, DC
area employment centers will continue to draw many living in Front Royal, but generating a
range of local employment opportunities for its citizens will help to achieve a vibrant lifelong
community.
With assistance from the Northern Shenandoah Valley Regional Commission, the Town
intends to submit a Community Development Block Grant (CDBG) application for downtown
revitalization implementation funding to the Virginia Department of Housing and
Community Development (DHCD) in the spring of 2017. As a required task of the application,
the Town must complete a Downtown Revitalization Plan during its planning for the CDBG
grant application. This process has been funded by the DHCD Planning Grant.
This plan is divided up into five (5) sections, as listed below, and as reflected in the Table of
Contents.
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Recommendations for Consideration by Town Council.
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Review of Previous Plans
Envision Front Royal (2014):
A Vision for the Town of Front Royal

Vision Statement:
As Front Royal approaches the middle
of the 21st century it:








Will be a vibrant town which will
serve as a well-connected hub of
the county and surrounding region,
with a strong and well-preserved
historic core focused on arts and
cultural amenities, a diverse
economy, and benefits from
continual collaboration between
the Town and the County.
Will have preserved its historic
character
by
preserving,
rehabilitating, and restoring its
historic buildings and natural
environment.
Will be a popular and unique
tourist and travel destination,
linking the mountains, the river,
history, and the National and State
Parks and forests.
Will be a lifelong community for
people of all demographic groups,
with a small-town character,
quality jobs, opportunities for
business growth and attractive,
affordable housing.

Adopted on April 28, 2014, Envision Front Royal was
developed through a citizen-based, collaborative
visioning process, as a component of the Town’s longrange Comprehensive Plan. Through this process, a clear
and compelling vision was developed to shape the future
of the Town with the assistance of planning consultants
from Renaissance Planning Group and Herd Planning
and Design, Town officials, planning staff, and citizens.
Although the scope of the Envision Front Royal plan is for
the entire Town of Front Royal rather than just “Main
Street” Front Royal, the plan provides context and
information that informs the Community Development
Block Grant committee. The following are key items that
are relevant:
A Lifelong Community: Front Royal will be a popular
place for people of all ages to live and work. Young
people will return to the community because of the job
and recreational opportunities and good schools.
A Popular Destination: Front Royal will be a popular
and unique tourist destination, especially for day trips
from and to Virginia and the DC region. The visitors will
boost the local economy and downtown.
Preserved Assets: The Town’s historic buildings will be
restored for new uses, natural assets will be preserved,
and the Town will be clean and attractive.
A Vibrant Town: Downtown will be the vibrant hub of
Front Royal, showcasing the region’s culture and
heritage.
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Based on these themes, the Envision Front Royal Plan provides guidance for the specific
objectives and actions of the Town’s Vision. These guidelines include the following, each with
subcategories which can be referenced in the entire Envision Front Royal Plan in the
Appendix.
1. Restored historic buildings, restored facades
2. It is easy to walk and bike; there are good connections to regional trails, and expanded
greenway systems; the downtown core has high pedestrian activity and amenities
3. Shopping and dining downtown with diverse choices that appeal to both visitors and
locals
4. Affordable and diverse housing for many income levels, with accountable landlords
5. Small town character - develop a sense of pride in community
6. Safe and family friendly
7. More professional jobs in Front Royal
8. More support and space for arts, culture, and theatre, and public spaces
9. Attractive and beautiful gateways
10. Enhanced active recreation opportunities such as canoeing, biking, hiking with strong
connections to Shenandoah National Park
11. Increase day and night activity
12. Market assets and history
13. New growth areas have been well planned
14. Clean rivers
15. Diverse mix of uses and retail
Envision Front Royal has played an integral role in forming Front Royal’s Downtown
Revitalization planning process. While its scope serves the entire Town, Envision Front
Royal illuminates specific values and conditions for a vibrant and thriving downtown. Front
Royal’s Downtown Revitalization Plan follows its guidelines and advances its vision.

DRIVE Tourism Program (2015)
In 2015, Front Royal became one of the first of twenty-five (25) communities selected
statewide to participate the Virginia Tourism Corporation’s DRIVE Tourism Program and the
first community to complete the program. Through a series of workshops over a six-month
period, a steering committee of local stakeholders formed to develop a unified, multi-year
plan to enhance tourism and expand marketing and advertising.
The first initiative of Front Royal’s DRIVE Tourism Plan, with the awarding of the $10,000
grant, is to improve wayfinding signage in the Town and County, within a timeline of less
7

than two years. The Business District Revitalization Planning Grant Project Management
Team has partnered with the Town’s Front Royal DRIVE Tourism Committee to align efforts
and ensure that a unified brand and message is employed throughout revitalization and
tourism initiatives.

Physical Inventory of Building Conditions and Vacancies (2015)
A Building Conditions Survey and Vacancy Analysis was conducted by the Northern
Shenandoah Valley Regional Commission (NSVRC) in the summer of 2015. The surveys
considered 122 buildings within the project area. Since these surveys were conducted, an
additional 11 buildings have been included in the project area for a total of 133. The surveys
determined that approximately 16% of the buildings are vacant and approximately 25% are
partially vacant. Using Dunbar and Associates’ Building Conditions survey which classifies
buildings as sound, deteriorating, or dilapidated, the survey determined that approximately
45% of the buildings within the project area are deteriorating and 28% are dilapidated.
These results confirm the need for building restorations.
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Business Inventory Survey Data (2015)
The Business Inventory Survey of Downtown Front Royal was completed in the summer of
2015, also as a requirement of the DHCD Planning Grant. The survey included questions on
tenure, estimated annual sales, number of employees, average weekly customers, and
suggested improvements in Front Royal’s downtown area.

Additional Revitalization Activities
Within the past two years, Front Royal has undertaken many actions to specifically address
revitalization of downtown. These include:
 Hiring a Community Development Director
 Clock plaza reconstruction
 Bradford Pear Replacement Program
 Christmas street lighting program
 Christmas decoration replacements
 Constructed a Gazebo Commons Electric Car Charging Station
 Added numerous pedestrian signalizations at intersections
 Produced business licensing flow chart
 Purchased and gave away 30 sandwich boards to participating merchants
 Produced “How to Open a Business” brochure
 Recently completely re-did both Town and Tourism’s websites
 Expanded town trolley service to include pick-up/drop-off at trail heads
Activities undertaken include:
 Update of Subdivision and Land Development Ordinance
 Zoning Ordinance and Urban Forestry Ordinance
 Produced and developed the “Open Late Until 8” holiday merchant campaign
 Gazebo Flicks Free Community Movie Program
 Education of the Planning Commission members, County Building Inspectors and the
Town Council regarding the proposed implementation of the Property Maintenance
Code
 Host monthly non-profit trainings with specific program/speakers each month
 Worked to expand existing Farmers Market program
 Hosted quarterly Business Review meetings open to all business and property
owners
 Hosted twice-a-year Realtor meetings for both local and out-of-town realtors, and
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The hosting of numerous events and festivals throughout the year in coordination
with local organizations such as the
o Lord Fairfax Small Business Development Center – in partnership with the
Town, six classes including:
 From Bah Humbug to Booming Holiday Sales
 Doing Business in a Social World
 Team Eventacular
 HR for the Small Business Owner
 Windows, Signs and Visual Displays
o
o
o
o
o



Chamber of Commerce – Wine and Craft Festival and Brew and Blues
Front Royal Independent Business Alliance (FRIBA) – Taste of the Town
Front Royal Historical Society – Battle of Front Royal
Town of Front Royal – First Night Front Royal
Blue Ridge Arts Council – Gazebo Gatherings

In addition, the Town of Front Royal is an Affiliate of Virginia Main Street.

Takeaway:
During the early stages of the Downtown Revitalization Planning Process, the
Project Management Team reviewed the Town’s prior and current plans
and initiatives and discussed existing conditions and concerns. This process
led to the identification of downtown revitalization priorities. The
priorities were grouped into two main categories, aligning with DHCD’s required
Planning Grant deliverables.
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Front Royal’s Downtown Revitalization Priorities
Economic Development:
Economic Development
Business Recruitment
and Retention

Natural Assets
Connect downtown with local natural assets
Creation of Outdoor Assets Map for Visitors

Marketing
Branding Strategy
Signage
Festivals
“Buy Local”
Hours of Operation
Tourism and Marketing Revenue
Co-op advertising
Small Business Saturday
Open Late Until 8 merchant Campaign
Improved the Town’s website

Social Relations
Community pride and ownership values
Public Safety and security
Improved relations between Town and
merchants
Relations between merchants and residents
Cross-business promotion and partnerships

Physical Improvements:
Building Improvements
Historic preservation and restoration of
dilapidated/deteriorating buildings
Property Maintenance Code introduction

Pedestrian Mobility
Lighting
Improved pedestrian crosswalks
Signage

Downtown Parking
Enhance parking areas
Improved signage

Trails
Expansion of West Main Street
Appalachian Trail trolley service
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Part 1

Economic Restructuring Analysis

The Economic Restructuring Analysis is meant to serve as a catalyst to help
maintain and invigorate the vibrancy of Front Royal’s downtown by analyzing
existing market conditions, identifying potential opportunities, and targeting
efforts toward partnering with those public, private, and nonprofit
stakeholders who can positively impact the vitality of the community.
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Consumer Interest Survey
The Consumer Interest Survey provides the Town with a quantitative analysis of both
residents and non-residents on when, where, and why people shop and use downtown
amenities. The survey was structured to fully understand the unique needs of the Town’s
target market. The survey aimed to receive input from residents concerning the current and
future economic progress of the Town.
The 10-question survey was launched on January 9th, 2017 and ended on January 20th, 2017.
A link to the survey was shared via email with Town residents and staff. The Town received
510 responses.

Summary and Analysis of Consumer Interest Survey
1. Where is your home located?


Total number of respondents 510.



49% of people who responded to this question identified the Town of Front Royal as
the location of their home. Another 45% said they live in Warren County. 95.7% of
respondents live in Front Royal and Warren County combined. 6.3% of respondents
gave the location of their home as “Other.”

2. What was your total household income before taxes during the past 12
months?


Total number of respondents 456.



Of the 456 people who responded to this question 130 or 28.5% reported total
household income of $100,000 or more. 21% (97) respondents reported household
income between $50,000 and $74,000. 20.8% or 95 people reported household
income between $75,000 and $99,999.



70.6% reported income above $49,000 during the past 12 months, 29.4% reported
total household income of less than $50,000 for the same period. 15.4% reported total
household income between $35,000 and $49,000; 5.7% or 26 people reported total
household income between $25,000 and $34,000 and 8.3% reported total household
income of less than $25,000.
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3. How often do you come to Front Royal?


Total number of respondents: 509.



56.4% of people who answered this question said they live in the Town of Front
Royal. Roughly half as many more (139 people or 27.3%) said they come to Front
Royal every day; 13.8% or 70 people said they come every week; 1.2% (six people)
every two-three weeks.



0.6% or three respondents said they come to Front Royal every two-three months,
the same number reported coming to town once or twice a year. One person (0.2% of
respondents) reported coming to Front Royal every four to six months and zero
people reported coming into town every month.

4. Approximately how often do you visit Front Royal for one of the following?
(select all that apply)?
Work, School, Dining, Sports & Recreation, Professional Services, Banking, Events, Small
Business Shopping, Health Care, Shopping for Good & Services (i.e. clothes, appliances),
Specialty Purchases (i.e., automobiles), Just Passing Through, and Other (please specify).


Total number of respondents 509.



Respondents were asked to choose from the following options:
Live in Front Royal; Every Day; Every Week; Every 2-3 Weeks; Every Month; Every 23 Months; Every 4-6 Months; Once or Twice per Year; Other.



The following information was learned from the survey respondents regarding the
frequency and reasons for visiting the Town.
o Approximately 44% of people who work in Front Royal also live in town. 19% of
respondents or 101 people reported coming to town every day for work. The most
popular reasons for coming to Front Royal every day other than for Work or
School per the survey results were for Just Passing Through (10.4%); Professional
Services and Banking (3.1% and 3.1% respectively); Sports and Recreation
(2.4%) and Shopping (2%).
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o 31.1% of people who visit the town of Front Royal weekly reported Dining as the
reason for their visits. 21.3% come for Banking; 18% for Small Business Shopping;
15.7% Shopping for Goods and Services; 14.2% for Sports and Recreation and
12.2% for Professional Services.
o Dining was also the category with the highest percentage of visitors who come to
town every 2-3 weeks, 12.2% people responded in this way. 9.4% come to town
every 2-3 weeks for Small Business Shopping; 8.5% are Shopping for Goods and
Services; 7.9% are in town for Banking and 7.1% for Events.
o Monthly visitors reported Small Business Shopping (7.7%); Shopping for Goods
and Services (7.5%); Events (6.5%); and Health Care (4.9%) as the top four
reasons for their visits.
o Health care was the most popular reason given by people who reported visiting
Front Royal every 2-3 months (10.2% of respondents). 9.4% of respondents said
they visit every 2-3 months for Events; 7.3% cited Small Business Shopping and
6.7% come for Professional Services.
o Most respondents who visit Front Royal every 4-6 months (10%) also cited Health
Care as the reason. 4.5% of respondents come to town every 4-6 months for Small
Business Shopping; 3.9% come for Events and Shopping for Goods and Services
and 3% for Professional Services.
o 10.2% of respondents come to Front Royal once or twice a year for Specialty
Purchases, 8.9% report coming to town for Small Business Shopping. 8.7% visit
once or twice a year for Health Care.
o 623 responses were captured by the survey in the frequency category labeled
“Other.” In this category, 175 respondents indicated Work and School (combined)
as the reasons for their visits. 163 respondents or 32% named Specialty
Purchases; 10.6% said Health Care; 9.6% said Sports and Recreation and 8.5%
said they come to town for Banking.

5. In the past 6 months, which of the following venues have you visited? (select all
that apply)
Downtown, Front Royal Town Parks and Pool, Shenandoah National Park, River State
Park, Skyline Soccer Plex, Royal Shenandoah Greenway, Skyline Caverns, Antique Stores
and Flea Markets, Art Galleries and Specialty Stores, Craft Breweries, Wineries, Fast
Food Restaurants, Front Royal Visitor Center, Other (please specify)


Total number of respondents 502.
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Approximately 90% (451) of respondents to this question reported visiting
Downtown Front Royal in the last 6 months. 82.5% reported visiting Fast Food
Restaurants; 49.2% visited Shenandoah National Park; 48.8% visited Antique Stores
or Flea Markets; 44.8% visited Front Royal Town Parks and Pool; 31.3% visited Art
Galleries and Specialty Stores; 24.9% visited the Town Visitor’s Center; 23% visited
the River State Park; 21.7% visited Skyline SoccerPlex; 21.7% visited Wineries;
14.7% reported visiting Other; 14.7% visited Craft Breweries; 8.2% visited the Royal
Shenandoah Greenway and 7% visited Skyline Caverns.

6. Where do you more often go for the following:
Groceries, Banking, Insurance, and Financial Services, Upscale Dining, National-Name
Restaurants, Local or Non-Chain Dining, Fast Food Restaurant or Take-Out, Small
Household Items and Supplies (i.e. tools, home decor), Farm/ Garden Supplies or
Building Materials, Furniture, Appliances, and Large Items, Business and Legal Services,
Other Commercial and Custom Services (i.e. repair, printing, design, auto-repair)



Total number of respondents 509.



Upscale Dining, National Name Restaurants and Furniture and Appliances are the
three main categories of goods and services for which respondents to this question
report shopping in places other than the Town of Front Royal. Nearby Winchester, VA
accounts for 42%, 43.6% and 43.6% respectively of business leakage in these
categories per survey results.



Northern Virginia Suburbs also capture a significant, though smaller, percentage of
local patronage dollars in the same categories – 20.4% Upscale Dining; 9% National
Name Restaurants; 10% Furniture and Appliances, in addition to capturing 14% of
local patronage in Business and Legal Services.

7. Why are you shopping for goods and services downtown rather than another
location? If you are not likely to shop downtown, why not?
Ease of Access, Variety of Goods, Sense of Place, Convenience, Personalized Service, I do
not shop downtown because...



Total number of respondents 370.



139 people skipped this question.
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52% of people who answered this question cited Ease of Access as the main reason
they shopped for goods and services in downtown Front Royal. 45.7% said
Convenience; 33% said Sense of Place; 23% said they come for the Personalized
Service and 21.9 cited the Variety of (available) Goods.



39% of all respondents selected I Do Not Shop Downtown Because…

8. How much impact does downtown parking and signage (business and parking
related) have on your willingness to visit Front Royal?
A great deal, A lot, A moderate amount, A little, Not at all


Total number of respondents 502.



41% of people who answered this question said that parking and signage had only A
Little or no impact at all on their willingness to visit the Town of Front Royal. 25%
said parking and signage had A Moderate Amount and 35% said parking and signage
had A Lot or A Great Deal of impact.

9. Front Royal is working to attract businesses to enhance its downtown. Please
rank your top choices.
Groceries/ Farmers Market, Art, Sports, and Recreation, Retail and Dining, Professional
Services


Total number of respondents 482.



Retail and Dining was most frequently identified as the top choice by people
responding to this question. 47% of people chose this option. 25% of respondents
identified Groceries/ Farmers Markets and 13% named Art, Sport and Recreation as
their first choice.



Retail and Dining and Groceries/ Farmers Market were most frequently chosen as a
second choice (29% each). Art, Sport and Recreation was identified by 25% of
respondents as their second choice for new businesses.



Art, Sports and Recreation was the most popular group of businesses selected as a
third choice. 30% of respondents identified this business group; 25.5% indicated
Groceries/ Farmers Markets as their third choice; 23% opted for Professional
Services.
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Professional Services was also the most popular fourth choice for business types,
identified by half of respondents. 22% chose Art, Sports and Recreation; 11% chose
Groceries/ Farmers Market.



Looking at the overall average rating in terms of frequency of selection for each
business group, Professional Services captured 32.5% of the responses; Art, Sports
and Recreation accounted for 27%; Groceries/ Farmers Markets gained 23% and
Retail and Dining received 18% of the total responses.

10. What additional goods and services would you want to see in the Town limits?
How can our downtown better serve you?



Total number of respondents 306.



203 people skipped this question.



Although in some cases a distinction is made in the responses between downtown
Front Royal and the town limits, many of the suggestions tended to have a focus on
the downtown area specifically. Overall, the most popular suggestions for improving
downtown and the larger Front Royal area involved suggestions for more or
improved restaurants and dining, clothing stores, access to craft stores, activities for
families, kids and teens and outdoor markets.



By aggregating most frequently used keywords in responses to this question, we can
make statistical comparisons. The most commonly used keywords appearing in the
long form responses are listed on the following page (context provided where
necessary).
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Restaurant

55

Craft

34

Clothing

32

Kids (teens, children, families)

29

Dining

27

Market (farmers, Christmas outdoor

23

Chipotle

18

Children (kids, teens, families)

18

Chick (Chick-Fil-A)

17

Grocery (Wegman’s, Whole Foods)

16

Parking (congestion, signage)

15

Sign (signage, parking, congestion)

13

Farmer; farm (market, outdoor)

13

Pool (Indoor, year-round, recreation)

11

Music (outdoor)

11

Upscale (dining, restaurants, clothes)

10

Walking Mall (pedestrian)

10

Outdoor (hiking/camping, dining, kids, ice skating, vibe,
walking)

10

Clean (neighborhoods, curb appeal, drugs, abandoned
buildings, riff-raff)

9

Gift (cards, gift store)

9

Sheetz

8

Theater (movie, performance, plays, music)

8

Kmart

7

Movie (theater, music)

6
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18% of respondents suggested different or additional restaurant choices, another 9%
of respondents called for better (upscale), more or different dining options. The
words “restaurant(s) and “dining” occurred 82 times (combined) in the long form
responses. Recommended food choices ranged in type from casual fast food (ChickFil-A, Chipotle and Sheetz) to Texas Roadhouse and Logan’s and calls for non-specific
high-end restaurants and “fine dining.” Many respondents articulated dissatisfaction
with having to travel to Winchester (specifically) for restaurants and dining.



The words “kids”,
“children”
and
“family” were used
a total of 56 times
(combined) in the
long form answers
to the question.
Respondents
indicated a desire
for more family
friendly activities
and amenities in
the
downtown
area. Some suggestions included
indoor and outdoor
pool/rec
facility;



The second most popular word “craft” appeared in 11% of suggestions (or 34 times).
Examples of craft stores that respondents have said they would like to see in Front
Royal included Michaels and Hobby Lobby. Incidentally the word “market” including
farmers’ markets, flea markets and Christmas markets occurred 23 times or in 7.5%
of the total responses.



More and/or better clothing stores, with suggestions that included K-Mart, Macy’s,
Kohl’s among others, was recommended by 10.5% of respondents while 5% of
respondents indicated grocery store options such as Wegmans and Whole Foods.



12% of respondents offered suggestions to improve overall cleanliness of the
downtown area. Suggestions included removing “vagrants”, drug dealers and “riffraff”; cleaning up abandoned or dilapidated buildings; creating or developing a
walking mall downtown; adding a wading/splash pool for kids; organizing outdoor
activities/attractions/festivals downtown.
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Key Takeaways from the Consumer Interest Survey



A significant portion of Front Royal’s dining market is being lost to the City of
Winchester and to a lesser extent Northern Virginia.



The same is true for retail sales dollars for items like clothing, appliances and
furniture.



There is strong support for the development of family oriented activities and
amenities in the downtown area.



Some of the more popular recommendations for new or additional businesses
coming into the downtown area, such as farmers markets and a walking mall
demonstrate a robust sense of community awareness among respondents to the
survey questions and a clear desire among them to spend more time out and about
in downtown Front Royal.
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Business Retention and Recruitment Strategies
Based on survey results, the following are recommendations from the Shenandoah University
School MBA students.

Manufacturing/ Warehousing/Distribution
The Town’s proximity to Maryland’s inland port and to interstate 81 makes it a good location
for businesses involved in transporting goods and/or materials. The Town already has the
infrastructure in place to support these types of businesses.
The challenge will be providing the labor force the businesses will need. Unemployment in
Front Royal is on par with, if not better than, the national unemployment situation.
Options for attracting and retaining these types of businesses may include creating and
implement a program to attract job seekers that will support the new business campaign.
Along with the usual tax incentives, the Town might consider incentivizing companies to
offer nominal relocation payments as part of their recruitment activities.

Tech
Tech industry requirements differ from those of manufacturing. In many cases a large
unskilled or semi-skilled workforce is not required. The Town could offer to incentivize
internet service providers (Verizon with FiOS, for example, or Google with Fiber) to create
the infrastructure that will encourage tech companies to locate here. Cloud services, require
little more than real estate for their server farms and super-fast internet. It is a widely-held
view that cloud computing, the internet at large and the looming ‘internet of things’ together,
represent the future of business.
California is currently seen as progressive, liberal and tech-friendly. It is also very heavily
government regulated and taxed. Cities and towns in other parts of the country with the right
combination of available real estate, infrastructure and reduced regulatory weightiness, may
be attractive to tech companies that are able to operate from anywhere.

Small Business
Based on results of the consumer survey, there appears to be a consensus that resources
should be directed toward refreshing the downtown area. Suggestions included art shows,
outdoor markets and festivals. The town might consider developing a program of tourism
oriented activities that is timed to coincide with, and compliment, Winchester’s Apple
Blossom Festival 30 minutes away.
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Attractions and Amenities
The Town of Front Royal, gateway to the Shenandoah Valley, offers vast options for outdoor
activities. With ideal settings for camping, hiking, canoeing or kayaking, or just relaxing. The
area invites residents and tourist to explore natural settings, enhancing opportunities to
grow tourism in the area. Located in Warren County, only 70 miles from Washington D.C,
and with easy access to I-66 and I-81, Front Royal allows people to experience the wonders
of the Shenandoah Valley with its beautiful landscapes and proximity to parks, distilleries,
and Virginia wineries.
For this section, we define amenities as a desirable or useful feature or facility of a building
or place. Amenities provide service or convenience to both residents and non-residents,
hence influencing their decision to visit the area.
This section will: 1) Review current attraction and amenities and 2) Discuss proposed
attractions and amenities based on the interest survey responses.

Business Amenities


Hotels and Restaurants: Visitors to the Town of Front Royal have access to 17 hotels and
62 restaurants.



Medical: The Town’s medical services are provided by the Warren Memorial Hospital
and over one hundred other medical facilities, doctors and specialists including parent
company Valley Health. Specialists include family doctors, pediatricians, chiropractors
and podiatrists, opticians / ophthalmologists, psychiatrists, dentists and one veterinary
hospital.



Banking: The Town of Front Royal is serviced by BB&T, Wells Fargo, CitiBank plus many
other local/regional banks.

Historic District / Battlefields
The Historic District includes the oldest Church and oldest home in the area, Williams Chapel
and Balthis House along Chester Street. The Belly Boyd Cottage, home of the famous
Confederate Spy, located behind Ivy Lodge next to the Confederate Rifle Museum, offers an
ideal version of the life style in Front Royal in the 1860’s. The Prospect Hill Cemetery houses
monuments erected during the Civil War commemorating the lives of 276 soldiers
representing the 13 states of the Confederacy. The Town also offers a downtown vintage
shopping area. This area was revitalized in the 1980’s.

Museums / Arts / Cultural
The Shenandoah Valley offers several cultural activities for those who enjoy discovering the
history and the tradition of community artists. The Blue Ridge Arts Council is a non-profit
educational organization providing art education, exhibits, and community programs. The
area is also home to the Selah Theatre Project; a community theater program designed to
provide acting classes to children and adults, regardless of their ability to pay. For those who
23

like to spend a night in the town, they can go for movie night to Royal Cinemas; a surround
sound movie theater located right on Main Street. The Warren Rifle Confederate Museum,
located on Chester Street contain relics of the War between the States. The Museum of the
Shenandoah Valley and the Glen Burnie Historic House are in Winchester, approximately
thirty-five minutes from Town.

Natural Amenities / Outdoor Recreation
Front Royal, surrounded by the Shenandoah Mountains to the west, the Blue Ridge
Mountains to the east, and bounded by the Shenandoah River offers unique natural
landscapes and diverse outdoor opportunities attracting people to the area. Boating,
canoeing, hiking, fishing, horseback riding, kayaking, and golfing are some of the main
recreational activities that visitors can enjoy.
Front Royal – “Where the Skyline Drive Begins,” is the only town to share a border with the
Shenandoah National Park and offers terrific access to the Shenandoah River. The George
Washington National Forest, located five miles from Front Royal, Raymond R. Jr. State Park,
Skyline Caverns, and Luray Caverns, are focal points of any visit. Easy access through I-81
and scenic views along U.S Route 340 motivates visitors to enjoy a unique, natural, and
family-friendly experience.

Canoeing / Kayaking
Front Royal is designated the Canoe Capital of Virginia. DownRiver Canoe Company, Front
Royal Canoe Company, and Skyline Canoe Company are three professional shuttle
businesses servicing the area with water activities at both the North and South forks of the
Shenandoah River.

Horseback Riding
The area offers unique trails, catering to all levels of riding, all-year-round. Double H Stable,
Skyline Stables, and Shenandoah Trail Rides, are a few of the places visitors can experience
riding through natural sceneries.

Hiking Trails
The 100-mile Appalachian National Scenic Trail, extending from Maine to Georgia, offers
hiking trails with backpacking shelters and cabins operated by the Appalachian Trail
Club. The Town’s trolley provides service from the trial to the downtown.
The Royal Shenandoah Greenway is a local trail plan that was developed in the 90s. It
consists of a looping trail system within the Town and County. Upon completion, it will link
the Town with the Shenandoah National Park, Skyline Drive, Shenandoah River, and other
local destinations. It is recognized as a high priority project in the Virginia Outdoors Plan,
prepared by the Virginia Department of Conservation and Recreation. Portions of the trail
have already been constructed, but the remaining trail segment along Criser Road Trail
needs completed to finish the link. As will be highlighted in the CDBG application for
implementation of this grant, the Town Council is committed to completing this missing trail
segment – so much so that they have already approved the allocation of $400,000.
Completion of the Royal Shenandoah Greenway will assist with local tourism attraction.
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Below are screenshots from a newly developed online mapping portal prepared by Warren
County, VA (http://warrencountyva.maps.arcgis.com/home/index.html). It highlights the
Royal Shenandoah Greenway and other local attractions in a user-friendly format that is
adapted to mobile devices. A similar online outdoor assets map is also in the process of being
rolled-out by the Northern Valley Regional Commission for the entire region.

Golfing
We have 5 golf courses – Bowling Green Country Club, Shenandoah Valley Golf Club, Front
Royal Golf Club, Blue Ridge Shadows and Sly Fox Golf – that provide 108 of the most scenic
and challenging holes in golf.

Education
Front Royal is home to Randolph Macon Academy, Christendom College, Chelsea Academy
and two high schools. Lord Fairfax Community College is only a short 15-minute drive away.
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Traffic Counts
Traffic count data are taken from the Virginia Department of Transportation (VDOT) annual
average daily traffic (AADT) report. AADT captures traffic flow in the areas measured. This
assessment examines traffic count data for the Town of Front Royal and compares the
findings with data from other Virginia cities.
The data analyzed were collected annually from 2006 through 2011 and for 2015. There are
no AADT data for the Town of Front Royal for the years 2012 through 2013.
Average traffic count for the Town of Front Royal increased 9% to 12,210 cars per day across
all measured road segments in 2015 from 11,009 in 2006. Average traffic count increased
across all measured segments 11% from 2012 to 2016.
The highest traffic count occurs on US 522,
Shenandoah Avenue from the Northern Corporate
Limit to 14th Street, the main road into the Town of
Front Royal, from interstate 66 to the North. The
AADT was 31,000 cars per day in 2015. This segment
has seen a 29% increase vehicular traffic over the tenyear period, up from 24,000 cars per day in 2006.

Average traffic count for
the Town of Front Royal
increased 9%

Royal Avenue dissects The Town of Front Royal North to South. From the North, Commerce
Ave. branches off Royal Avenue and runs parallel for two-thirds of the length of the Town.
The segment of 14th Street to North Royal Avenue accounts for the second highest AADT,
26,000 cars per day in 2015. The 2015 AADT on 14th Street to North Royal Avenue, segment
increased 24% over 2006. North Royal Avenue to East Main Street, 18,000 cars per day.
Warren Memorial Hospital is located on Shenandoah Avenue between West 14th Street and
Kendrick Lane to the South. This segment of Shenandoah Avenue recorded an average count
of 7,100 cars per day in 2015. And demonstrated an increase of 600 cars per day more than
in 2006.
South Street connects South Royal Avenue with South Commerce Avenue, West to East, by
way of Royal Plaza Shopping Center and Martin’s Food Markets and joins John Marshall
Highway at Commerce Avenue. AADT for this segment increased 20% from 15,000 cars per
day in 2006 to 18,000 cars per day in 2015.
AADT for the segment of John Marshall Highway, US 522 from South Commerce Avenue to
East Corporate Limit Front Royal was 13,000 cars per day in 2015.

26

MAP OF FRONT ROYAL, VA
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Table 1: AADT for the Town of Front Royal 2006 -2011 and 2015
Route Label

Route Alias

Start Label

VA 55
US 522, US 340, VA
55
US 522, US 340, VA
55
US 522, US 340, VA
55

Strasburg Rd
Shenandoah
Ave

WCL Front Royal

End Label
US 340, US 522
Shenandoah Ave

CL Front Royal

14th St
North Royal
Ave
North Royal
Ave
North Royal
Ave
South Royal
Ave
South St

US 340, VA 55
US 340, VA 55
US 340, VA 55
VA 55

VA 55
US 340
US 340, VA 55
US 340, VA 55
US 340, VA 55
US 522, US 340, VA
55
US 522, US 340, VA
55
US 522, US 340, VA
55

2015

8000

9000

2006

8700

8600

8400

14 ST

31000 29000 27000

27000

27000 25000 24000

Shenandoah Ave

North Royal Ave

26000 23000 22000

22000

22000 22000 21000

14TH ST

US 522; US 340

26000 23000 24000

24000

24000 27000 26000

US 522 & US 340

6th St

14000 12000 13000

13000

12000 13000 13000

6th St

E Main St

18000 15000 17000

17000

17000 18000 17000

E Main St
US 340; South St
15000 13000 14000
US 340, S Royal Ave US 522, S Commerce Ave 18000 14000 14000

14000
14000

14000 15000 15000
14000 16000 15000

John Marshall US 522, S Commerce
Hwy
Ave
South Royal
Ave
SCL Front Royal
South Royal
Ave
SR 55 South St
North Royal
Ave
E Main St
North Royal
Ave
6th St
North Royal
Ave
US 522, 8th St

9600

Average Annual Daily Totals
2011 2010
2009 2008 2007

8600

ECL Front Royal

13000 11000 14000

14000

14000 14000 13000

SR 55 South St

17000 14000 15000

15000

15000 16000 16000

E Main St

15000 13000 14000

14000

14000 15000 15000

6th St

18000 15000 17000

17000

17000 18000 17000

US 522, 8th St

14000 12000 13000

13000

12000 13000 13000

14th St

26000 23000 24000

24000

24000 27000 26000

14th St
Shenandoah
Ave

North Royal Ave

Shenandoah Ave

26000 23000 22000

22000

22000 22000 21000

14th St

CL Front Royal

31000 29000 27000

27000

27000 25000 24000

US 522

Remount Rd

SCL Front Royal

8000

7400

7800

7800

7700

8800

8400

US 522
US 522
US 522
US 522
US 522, US 340, VA
55
US 522, US 340, VA
55
US 522, US 340, VA
55
112-2
112-2
112-4001
112-4001
112-4002

Remount Rd
Commerce Ave
Commerce Ave
Commerce Ave
North Royal
Ave

Criser Rd
SR 55 South St
Main St
Happy Creek Rd

Criser Rd
SR 55 South St; John
Marshall Hwy
Main St
Happy Creek Rd
US 340 North Royal Ave

11000
22000
20000
16000

11000
21000
19000
14000

11000
22000
16000
14000

11000
22000
16000
14000

11000
22000
15000
14000

12000
24000
17000
15000

12000
23000
16000
14000

Commerce Ave

14th St

26000 23000 24000

24000

24000 27000 26000

14th St
Shenandoah
Ave
Criser Rd
Criser Rd
Luray Ave
Luray Ave
Stonewall Dr

North Royal Ave

Shenandoah Ave

26000 23000 22000

22000

22000 22000 21000

NCL Front Royal
South Royal Ave
Chester Gap Rd
Stonewall Dr
W Main St
US 340 South Royal Ave

31000 29000 27000
3600 3100 3200
4800 4600 4700
2000 1800 1700
2700 2200 2000
1000
920
440

27000
3200
4700
1700
2000
440

27000 25000 24000
3100 3000 2900
4700 4800 4600
1700 1800 1800
1900 2600 2500
440
950
910

112-4002
112-4004
112-4004
112-4004
112-4004

Stonewall Dr
West Main St
West Main St
East Main St
East Main St
Happy Creek
Rd
Kendrick Lane

14th St
Luray Ave
South Royal Ave
WCL Front Royal
Stonewall Dr
Luray Ave
US 522 Commerce
Ave
Kerfoot Ave
Luray Ave
North Royal Ave
Blue Ridge Ave

Charles St
Luray Ave
North Royal Ave
Blue Ridge Ave
Commerce Ave

3300
1900
3100
4400
2900

2600
1900
2900
3900
2900

2600
1700
2200
3200
3100

2500
1700
2200
3100
3100

2500
1700
2100
3100
3000

3000
1600
3200
4400
3000

2500
1500
3000
4200
2900

Commerce Ave
Shenandoah Ave

6Th St
6Th St

3000
8700

2500
7900

2900
8200

2900
8200

2900
8100

3000
8700

2900
8400

112-4005
112-4006
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112-4006
112-4006
112-4006
112-4006
112-4010
112-0
112-0
112-0
112-0
112-0

6th St
6th St
6th St
Happy Creek
Rd
Shenandoah
Ave
11th St
13th St
Jamestown Rd
Kendrick Lane
Washington
Avenue

Kendrick Lane

US 340 North Royal Ave
Commerce Ave
Happy Creek Rd

8600
5800
7000

7800
4900
6600

8300
4900
7000

8200
4900
7000

8200
4900
6900

9200
5100
6200

8800
4800
6000

6Th St

ECL Front Royal

8500

7000

8000

8000

7900

6700

6400

Kendrick Lane
Virginia Ave
Jefferson Avenue
Accomac Road
Massanutten
Avenue

14Th St
North Royal Ave
Monroe Avenue
Charles Street

7100
610
470
1400

6200
700
450
1400

6500
720
310
1300

6500
720
310
1300

6400
720
310
1300

6800
810
530
1300

6500
810
530
1300

Shenandoah Avenue

2900

3200

3500

3500

3500

3900

3900

Happy Creek Road

6th Street

280

310

320

320

320

300

300

East Main Street from North Royal Avenue to Blue Ridge Avenue averaged 4,400 cars per
day in 2015. Main Street runs through downtown Front Royal.

Table 2: Comparison of Traffic Counts
Route Alias Physical Jurisdiction
Main St

215

Main St
Lee Highway

215
159

Main St

260

Congress St
North Congress
St

269

N Mass. St
N. Massanutten
St

306

Main St

313

W Reservoir Rd

330

269

306

Town of
Edinburg
Town of
Edinburg
Town of Luray
Town of
Middletown
Town of New
Market
Town of New
Market
Town of
Strasburg
Town of
Strasburg
Town of Toms
Brook
Town of
Woodstock

Maintenance
Jurisdiction
085
085
069
034
085
085
085
085
085
085

Link
Length

Shenandoah
County
Shenandoah
County
Page County
Frederick County
Shenandoah
County
Shenandoah
County
Shenandoah
County
Shenandoah
County
Shenandoah
County
Shenandoah
County

0.28
0.79
0.36
0.89
0.27
0.36
0.23

Start Label
SCL Edinburg
SR 185 Stoney
Creek Blvd
WCL Luray
SCL Middletown
US 211 South Int
New Market
US 211 North Int
New Market

End Label

AADT

SR 185 Stoney Creek
Blvd

5700

NCL Edinburg
Bus US 211

6400
14000

NCL Middletown
US 211 North Int New
Market

4100

NCL New Market
SR 55 N, John Marshall
Hwy

5500
13000

NCL Strasburg

13000

7300

0.70

SR 55 King St
SR 55 N, John
Marshall Hwy

0.73

SCL Toms Brook

NCL Toms Brook

7200

0.22

Susan Ave

Main Street

16000

Table 2. provides a comparison of road segments with the highest AADT in other towns. The
table does not include road segments that run concurrent with interstates. Where an
interstate runs through a town AADT for that segment would be inflated. For this reason,
where they exist, those data are included.
Of the towns listed, the Town of Woodstock had the highest average car count in 2015. The
AADT for Woodstock was 16,000 cars per day. The Town of Luray had the next highest
average daily traffic volume, 14,000 cars per day. The average car count on the busiest roads
for the towns in the table was 9,220 cars per day. By comparison, Front Royal averaged
31,000 cars per day.
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Key Takeaways from Traffic Study

 The Town of Front Royal has the largest traffic count by far of all the cities/towns in
the study.
 Traffic counts for the Town increased 11% in the last four years.
 North of the County Line, from I-66 to 14th Street, accounts for the highest traffic
count.
 Traffic in the area of Royal Plaza Shopping Center and Martin’s Food Markets
increased by 3000 cars or 20% from 2006 to 2015.
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Part 2

Branding and Marketing
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Community Rebranding Initiative
Front Royal’s Downtown Revitalization Project seeks to enhance the downtown
environment, remove barriers to new business growth and investment, and promote
increased visitation. To achieve these community and economic development goals, the
Town launched a rebranding initiative during its CDBG Planning Grant process. The purpose
of this initiative was to create a compelling and cohesive brand for the Town and broader
community, and to develop a targeted marketing strategy for implementation.
During the Fall of 2016, the Town partnered with Darwin, a Pittsburgh-based brand
operations consulting firm, to lead the six-month rebranding process. Darwin conducted its
work under the general direction of the Town and the CDBG Project Management Team.
With Darwin’s guidance, a diversely represented subcommittee of the Project Team was
formed to serve as the decision-making body on matters guiding the development of the
brand.

Branding Committee
Members and Affiliations
Niki Foster Cales
Executive Director, Chamber of Commerce
George McIntyre
Main Street Committee/ Main Street Business Owner
Craig Laird
Independent Business Alliance / Main Street Business Owner
Angela Toler
Board of Architectural Review
Katrina Meade
City National Bank
Herb Melrath
Main Street Business Owner
John Connelly
Front Royal Town Council
Taryn Logan
Warren County Building Official

With this administrative structure in place, Darwin steered the strategic and creative
direction of the brand development. The process was informed by significant research and
stakeholder involvement to create a purposeful, authentic, and effective concept.
A brand is far more than an attractive logo and tagline. A community’s brand is a promise
that is substantiated by the expectations and perceptions of its residents and visitors. This
new brand unifies the numerous and varied messages which have been used to market the
community. It communicates all the many assets the community offers, not through a phone
book-sized list, but through an expression of the community’s identity. In doing so, the new
brand not only showcases Front Royal and the broader community as a vibrant place to live,
work, and play, it also creates a strategic and competitive positioning in the tourism market.
To accomplish these goals, the Town engaged a diverse cross section of the community
throughout the process, including government representatives, business owners, and
residents. In addition to the many citizens that have participated, the following organizations
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and businesses contributed to the process: Shenandoah National Park, Appalachian Trail
Community, Virginia Beer Museum, PaveMint Taphouse, a future brewpub owner, Miller
Winery, Glen Manor Vineyards, Rural King, Virginia Canopy Tours, Wine Tours Virginia,
Skyline Caverns, Shenandoah State Park, Front Royal Canoe Company, Down River Canoe
Company, Warren Rifles Confederate Museum, Skyline Canoe Company, Poe’s Campground,
Hampton Inn, Christendom College, Randolph Macon Academy, Warren County Schools,
Chelsea Academy, Edward Ogletree Jr. Realty, TransForm Development, Team Waller, Tree
Stewards, Warren Memorial Hospital, United Way, Heritage Society, Warren County Parks
and Recreation, and Town Police Department. In addition, local newspapers and radio have
worked with the Town in reporting events, details, and activities.
A review of the rebranding process follows, with a complete inventory of project deliverables
and an outline of next steps.

Rebranding Process
The rebranding process was segmented into three phases. Each phase informed the activities
and decisions of the next, to create an iterative process reflecting the input and feedback of
the community’s stakeholders.

Phase I - Insight
The project began with a period of immersion and discovery. For a deep understanding of
the community, where it has come, and where it would like to go, Darwin staff performed
several research methods. Darwin conducted internal research, including a brand and
marketing audit to understand the Town’s use of brands and messaging in the past. Darwin
staff also explored the community and participated in tourism activities to capture the
perspective of a tourist. During this time, the Branding Committee selected key stakeholders
for one-on-one and group interviews, including the Town Mayor, the Town Manager,
members of the Town Planning Commission, and groups of representatives from a variety of
sectors within the community including local businesses, regional attractions, schools,
realtors, and nonprofit and civic organizations. These interviews asked participants to
describe the community, its culture and identity, and its unique assets. The Insight process
also included a public workshop.
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Public Workshop
Branding Public Workshop, October 25, 2016

The public workshop provided a forum
for lively discussion and stakeholder
input on the direction of the Town’s
branding and tourism marketing. Darwin
conducted
several
interactive
brainstorming activities to guide the
conversation. The group deliberated on
the brand’s target audience and its
geographic
scope.
Participants
considered the functional services and
aesthetic amenities offered by the
community for residents and visitors.
The discourse provided insight into the
community’s vision for the future.
With these findings, Darwin began the
second step in the process.

Phase II- Imagine
Darwin used the key findings and insight gained from Phase I to begin the brand’s concept
development. Over the course of two months, Darwin hosted two additional public meetings
for feedback on the strategic and creative concept possibilities.

Insight Reveal Meetings
Branding Public Workshop, November 16, 2016

Darwin worked internally to develop several
“big ideas” to guide the direction of Front
Royal’s brand. A month following the public
workshop, Darwin returned to present these
big concept options and to explore which
option resonated most with the community.
During this reveal, the Branding Committee
and attendees deliberated on the concepts,
voted, and provided their reactions.
Informed by this input, Darwin worked with
the Branding Committee on the selection of
the brand concept.
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Brand Brief Reveal
Equipped with the insights gathered through research and community engagement, Darwin
pulled all the pieces of the new brand concept together. The community was invited for a
third strategic reveal meeting to review the components of the new brand.
This information was organized into what Darwin calls a Brand Brief, a document which
summarizes the key elements comprising the brand. Darwin identified the brand’s primary
target audience as visitors, ranging from city dwellers from Northern Virginia looking for a
change of pace for the weekend to international travelers to the Shenandoah Valley. The
secondary audience for the brand is the residents, including commuters who work in
Northern Virginia but choose to call Front Royal their home. In exploring the motivations of
the target audience, Darwin identified Front Royal’s comparative aspirations. For instance,
for Northern Virginians looking to drive less than two hours for a weekend getaway, Front
Royal is on the map in relation to other small towns like Culpeper and Harpers Ferry and
cities like Winchester and Annapolis. But as the brand brief indicates, what makes Front
Royal different is that it serves as, “the only Shenandoah Getaway that provides upscale
spaces nestled in tranquil places.” It provides visitors with timeless charm, nonstop nature,
and is dotted with sweet spot destinations. Darwin explains that these aspects of the brand
fulfill its core purpose and big idea: Front Royal as an Upscale Frontier. Darwin made clear
that this brand concept represents Front Royal’s unique capacity to hit the mark between
rustic, with its endless nature waiting to be explored, and its sophistication, with its local
businesses and charming amenities. Front Royal is the upscale (royal) frontier (front). And
with this distinction, Darwin revealed the tagline: “Settle in. Venture out.” Darwin discussed
the strategic advantage of the tagline, which serves multiple motivations and is venue
neutral, letting the visitor choose his or her speed and direction.
This public reveal meeting provided an opportunity for the Branding Committee and the
community to “try on” the new concept. Darwin provided time for comments and discussion.
With confirmation, Darwin moved to the next phase, the visual development of the brand.

Phase III- Craft
With the brand concept completed, Darwin began the development of the brand’s visual
identity. Darwin referenced the Brand Brief document to guide its visual representation.
Several logo options were developed, each with an aesthetic description and a mood board
to communicate the feel. Darwin worked closely with the Branding Committee for feedback,
first revealing the logo possibilities in grayscale so as not to influence reactions based on
color. Once forms and shapes were discussed, Darwin added color options for consideration.
Darwin guided the Branding Committee through the selection of the new logo.
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Rebranding Products
With deliberation and approval from the Branding Committee, Darwin produced several key
deliverables during the rebranding process.

o The Brand Brief is the document that serves as the internal brand strategy. It pulls
together the driving components of the brand, including the brand’s core purpose,
strategic positioning, attributes, competitive aspirations, and target audience. As the
community uses the brand in different materials and media, this document will be
consulted to ensure that the brand aligns with the concept and strategy. The material
compiled in this document, informed by significant research and public involvement,
can be used to guide the Town in achieving its community and economic development
goals. It can be used to determine where to make investments, what kinds of
businesses to attract, and can guide the utilization of the brand through print, digital
media, physical installations, and events.
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o The Logo and Tagline are part of the visual systems used to express the brand.

o The Brand Playbook is the user’s manual for
the brand and outlines the specifics of the logo
including color, font, and formatting. This document
will be consulted to maintain consistency in the use
of the logo.
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Next Steps: Brand Launch and Implementation
The Town of Front Royal will submit its competitive CDBG application for implementation
funds for the Downtown Revitalization Project in March 2017. With an anticipated award
announcement in the Fall of 2017, Front Royal will use the interim months to prepare for the
launch and implementation of the new brand. This includes the development of a complete
marketing strategy.
The success of both tourism and visitor promotion as well as business recruitment and
investment, depends on the support and engagement of the community in this rebranding
process. A major component of the brand launch and implementation will comprise engaging
with business owners, community leaders, and residents to generate ambassadors of the
new brand, who will deliver on the brand’s promise. Letterhead, envelopes, business cards,
and the Town’s new website are among the many materials to update with the new logo.
The marketing strategy will employ the new brand to enhance the community’s virtual and
physical presence. It will include social media and digital advertisements, marketing
documents and brochures, a website update and strategy, and visitor center overhaul.
Significant attention will go to enhancing the user experience through improved wayfinding
signage, coordination of the new brand with community events, and the use of interactive
installations. It is recognized that additional enhancements and modifications may be
undertaken on the logo of the new brand.
The development of metrics and performance indicators will be used to regularly measure
and evaluate the success of the marketing campaign. The Town recognizes that this is the
beginning of a long-term process. It will use the momentum of the CDBG grant process to
leverage momentum and maintain the energy and excitement which was garnered during
this planning process.
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Part 3
Physical Improvement Plan
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Physical Improvement Plan

Façade Improvement Program
A portion of the CDBG grant funds will be used to provide financial and technical assistance
to commercial property owners within the designated Revitalization Project Area. Such
funds will be used to restore the exterior facades of commercial buildings. Restoration of
the exterior facades will help to enhance the downtown environment and eliminate negative
impacts associated with the deterioration of buildings in the downtown area.
The façade improvement project benefits the Town as a whole by improving both the
aesthetics and economic viability of the downtown. For property owners, the program offers
grants to assist with improving private property. These improvements will attract and retain
renters and customers. They will also improve the marketability of the property. As of the
end of 2016, 33 property owners had signed letters of intent to participate in the program.
All grant funds will be matched by at least an equal investment by the property owners; many
of which have expressed an interest to go beyond the minimum match.
Over the past year, the Town had developed guidelines for the proposed façade
improvement program. Banks have also signed letters of intent to work with the Town to
help property owners finance their projects. The high level of public engagement over the
year 2016 has also created some indirect benefits, including an increased energy and
attention to the downtown by investors. Just within the past couple months, two separate
investors have purchased 4 properties in the downtown with the intent of rehabilitating
them and bringing in more businesses. A major part of their decision to invest in the
downtown was the façade improvement program and the other activities proposed within
this revitalization plan.
An introduction to property maintenance regulations is also recommended as part of the
overall efforts to improvement the condition of properties within the downtown. In
November of 2016, the Front Royal Planning Commission recommended adoption of a new
Town Code that would establish such a property maintenance program, including adoption
of the Virginia Maintenance Code and establishment of a rental inspection district in the
downtown area. These recommendations are included in this year’s budget to Town Council
which are currently under consideration.
.
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Below, and on the following two pages, are examples of conceptual drawings for facade improvements at 9 & 11 S Royal Avenue and
403 E. Main Street. These buildings were selected from the group of property owners that signed-up for the façade improvement
program by signing letters of intent.
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Public Improvements
Multi-Purpose Open Air Gathering Space
A Multi-Purpose Open Air Gathering Space will be constructed to serve as a venue for a
variety of community events including a farmer’s market, concerts, dances, movies and art
exhibits. This facility is proposed within the existing Town Commons area. Additional street
lighting and sidewalk improvements are also proposed to improve access and safety at this
facility. A conceptual illustration of the Multi-Purpose Open Air Gathering Space
(Community Pavilion) is provided on pages 48 and 49.

Public Restroom
A new public restroom (with two family stalls) will be constructed to encourage visitors to
stay downtown longer and to support the hosting of visitors during downtown events and
festivals. The public restroom is proposed to be attached to the end of our Visitors Center,
replacing an existing unused deck area. See the illustration on pages 48 and 49.

Drinking Fountain
An outdoor water fountain (3-tiered, drinking, water bottle filler and pet bowl) is expected
to be installed outside the public bathroom and Visitors Center. This water fountain will
enable our hikers, and others, to refill their water bottles. It will also provide a pet bowl for
our four legged friends. See the illustration on pages 48 and 49.

Crosswalks
To assist with public safety and enhanced visitor events, seven crosswalks within the project
area will be repainted and highlighted. See the illustration on pages 48 and 49.

Visitors Center Enhancements and Rebranding
Our Visitors Center will be re-evaluated public areas will be re-branded and refurbished to
incorporate the new look and feel of our branding. Specific areas will be redesigned to
highlight specially what the Town of Front Royal has to offer our visitors. Other areas will be
re-evaluated to determine better layouts and visitor interaction.

Streetlights, Sidewalks, Walkways
Because we are inviting the public to our enhanced Town Commons area, we will be
evaluating and adding additional streetlights. Safety is a big concern. In addition, adding or
improving sidewalks and walkways will also be a major consideration. See the illustration on
pages 48 and 49.
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Trashcans and Benches
Thirty-five (35) trash cans have been identified that require refurbishing and updated with
new branding, and thirty-one (31) benches require cleaning.

Lighted Directory Boards
Five new lighted directory boards will be installed. One will be centrally located outside the
Visitors Center and two each will be in the Peyton Street parking lot and the Jackson Street
parking lot. In addition to acting as directory boards they will also incorporate a calendar of
events so visitors will know they have another reason to come back.

Murals
To add to our downtown ambiance, we will be securing several areas in our downtown area
that will allow us, the grant committee, to produce community designed and painted, murals.

Alleys and Parking Improvements
There are four alleys in the
project area which have
been
designated
for
improvements. Two of
these provide access to the
parking
area
behind
businesses on East Main
Street. The Town will
conduct a study to include
1) the feasibility of
shortening existing streets;
2)
closing
and
consolidating
mixed
parking areas to enhance
visitor experience; 3) development of a concept plan and next steps for working with
property owners, acquisition or purchasing easements to improve those areas. The addition
of artwork and murals to these alleys will be contributed through local contributions. Both
existing alleys and the possible addition of others will be evaluated to include additional
lighting and painting to incorporate them in to usable public spaces.

Royal Shenandoah Greenway Trail
The Royal Shenandoah Greenway is a local trail plan that was developed in the 90s. It
consists of a looping trail system within the Town and County. Upon completion, it will link
the Town with the Shenandoah National Park, Skyline Drive, Shenandoah River, and other
local destinations. It is recognized as a high priority project in the Virginia Outdoors Plan,
prepared by the Virginia Department of Conservation and Recreation. Portions of the trail
have already been constructed, but the remaining trail segment along Criser Road Trail
needs completed to finish the link. As will be highlighted in the CDBG application for
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implementation of this grant, the Town Council is committed to completing this missing trail
segment – so much so that they have already approved the allocation of $400,000.
Completion of the Royal Shenandoah Greenway will assist with local tourism attraction.

Brochure Racks
In our Visitors Center, in our Town Hall, and in several local
businesses, we have community brochure racks. These racks
will all be identified and refurbished to incorporate the new
look and feel of our branding.

Signage and Banners
Signs and banners will be utilized to direct visitors to the
downtown area and will present a cohesive message and brand
for tourists to follow. The project will include designs,
construction and installation of signage. A breakdown of the
proposed signage is identified in more detail, each having a
direct link to enhancing the experience for visitors.
A, Entrance features/signs – two (2)
B. Wayfinding signs – three (3)
C. Directory signs – five (5)
D. Banners – thirty-three (33) changed out at least quarterly
In addition, as mentioned earlier, we will be utilizing a $10,000
DRIVE Tourism grant that will assist us in the purchase of
additional wayfinding signage.
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Parking improvements were investigated through a study conducted by the Northern
Shenandoah Valley Regional Commission. The report follows.

Technical Memorandum:
Downtown Parking Utilization Study
Town of Front Royal
February 14, 2017
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Background
At the request of the Town of Front Royal’s Department of Planning and Zoning, the Northern
Shenandoah Valley Regional Commission (NSVRC), with assistance from the Town’s
Department of Environmental Services, performed a study to determine if current parking
availability, accessibility, legibility and convenience are adequate to attract and retain
businesses on Main Street and serve the needs of residents and tourists; and to recommend
enhancements to the Town’s parking infrastructure needed to realize its economic goals.
This study was done as part of the Community Development Block Grant (CDBG).
This study entailed an inventory of public and private parking spaces and documentation of
parking utilization in downtown Front Royal during a typical weekday to determine the
occurrence and duration of parking shortages, to assist Town Council in making a
preliminary determination of need for a public parking garage.
The NSVRC study team met with the Town’s Director of Planning and Zoning and separately
with staff from the Department of Environmental Services to review the proposed
methodology, agree upon a survey period, and instruct Environmental Services personnel
on collecting the data.

Study Area
The study area boundary is described below, starting at the intersection of N. Royal Avenue
and Union Street:
1. Union Street, northeast to Crescent
Street;
2. Crescent Street east to Chester Street;
3. Chester Street southeast to Laura
Virginia Hale Place;
4. Laura Virginia Hale Place east to
Manassas Street;
5. Manassas Street east to North Commerce
Avenue;
6. North Commerce Avenue south to East
Main Street;
7. East Main Street west to Royal
Shenandoah Greenway;
8. Royal Shenandoah Greenway south to
East Stonewall Drive;
9. East Stonewall Drive west to East
Jackson Street;
10. East Jackson Street (both sides) west to
Church Street;

11. Church Street south to East Stonewall
Drive;
12. Stonewall Drive west to Lee Street;
13. Lee Street north to Luray Avenue;
14. Luray Avenue north to West Main Street;
15. W. Main Street east to North Royal
Avenue;
16. North Royal Avenue north to point of
beginning.
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A map of the Downtown Revitalization Area at the time this study was initiated is presented
below. The area has since been expanded to include all properties on the south side of Peyton
Street.

Approach
The study’s objective is to determine the rate of utilization of existing parking capacity over
the course of a typical weekday. The study was designed to measure utilization
geographically (by lot; and, for on-street parking, by block face), and temporally (by time of
day).
1. Inventory
NSVRC designed an inventory of parking capacity, public and private, within the study area
boundary described above, and on selected residential blocks immediately to the south. Lots
and on-street parking zones were identified using Google Earth aerial imagery and
delineated using a Geographic Information System (GIS). A preliminary estimate of capacity
(total number of parking stalls) by lot/block face was made.
These data were verified and corrected by two employees of the Town’s Department of
Environmental Services (the field crew) on Friday, December 9, 2016, using a spreadsheet
and smart phone app provided by NSVRC. The Public Works personnel verified and
corrected the delineation of parking areas and number of stalls in each. They also counted
the number of accessible (handicap) spaces; and classified each area as public or private,
reserved (customers only, etc.) or unreserved. For lots in which spaces are not delineated,
parking capacity was estimated based on area.
2. Utilization Survey
To quantify parking demand, parked cars were counted by parking area periodically over
the course of a day of weekly high demand. Because stakeholders have identified Warren
County court activity as a key driver of parking demand, it was decided that the survey be
conducted on a Wednesday, the most common day for General District Court sessions (see
Appendix 1) during general business hours.
On Wednesday, December 14, 2016, the field crew recorded the number of parked cars in
each area every two hours from 8 a.m. through 4 p.m., and photographed identifying and
regulatory signage associated with each parking area. Photos were geocoded and uploaded
directly into the parking inventory geodatabase through the smart phone app. The weather
that day was sunny and seasonably cool.

3. Analysis
NSVRC staff calculated the parking utilization rate, expressed as occupied spaces as a
percentage of total spaces, for each area during each of five recording times spaced two
hours apart, starting at 8:00 a.m. The results and their interpretation for parking policy are
presented as follows:
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Findings
1. Inventory
An estimated 1,695 vehicles can be accommodated in public and private parking areas
within the downtown study area. Approximately 44 percent of available parking, 741
spaces, is privately owned and reserved for specific users, typically to patrons/customers of
specific businesses. Approximately 42 percent of the available parking, 704 spaces, is
unreserved (anyone can park) in public and private lots and on-street. Unreserved on-street
spaces number 434, or 26 percent of the total. The distribution of spaces by ownership
(public or private) and user restriction is presented in the table and map below.
Parking area type

Spaces

% of
total

Public, unreserved

250

15%

Private, unreserved

20

1%

Public, reserved

30

2%

Private, reserved

741

44%

Official business

83

5%

434

26%

On-street, reserved/permit

80

5%

Off-street, multi-family
residential

57

3%

1,695

100%

704

42%

On-street, unreserved

TOTAL
Total unreserved
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Parking areas by type

2. Utilization
On the day of the utilization survey – a non-holiday Wednesday with fair weather – a general
shortage of parking was not found.
Utilization peaked during the noon hour with 684 parked vehicles, more than 100 vehicles
greater than found during the 10 a.m. and 2 p.m. counts. Geographically, demand peaked in
the block bounded by E. Main, Cloud, Jackson and Church streets, where the lots reached 86
percent of capacity. Parking at the gazebo (Town Commons) lot peaked at 72 percent.
Demand for on-street parking downtown was greatest on Main Street, where it did not
exceed 60 percent of capacity.
The 60-space public parking lot behind Town Hall operated near capacity during most of the
day, peaking at 98 percent full during the afternoon. The 40-space lot east of the courthouse,
while experiencing moderately high demand throughout the day, never exceeded threequarters full.
The 100-space Peyton Street lot did not exceed 40 percent full at any time.
Each of three small storefront customer-only parking lots on the east end of Main Street (L
Dee’s, Stokes, Toy Shop) was full at various times.
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Parking utilization by time of day is depicted in a series of maps, below.
8 a.m.
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10 a.m.
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Noon
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2 p.m.
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4 p.m.

3. Legibility and Convenience
The most visible Downtown parking areas are on Main Street: on-street, on the eastern end
in front of businesses; and behind the Town Commons. The preponderance of parking
available to Main Street retail customers is not, however, on Main Street, but lies behind the
stores, both to the north and south.
Parking on the north side is in the publicly-owned Peyton Street and Town Hall lots accessed
from Chester, Peyton and Crescent streets. These lots are attractively landscaped, and
connect to Main Street via two pedestrian walkways.
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Peyton Street lots – organized, landscaped

Parking to the south is found in a disorganized patchwork of three public and seven private,
reserved and unreserved lots accessed from Jackson Street. These lots, on the north side of
Jackson Street spanning three blocks from Church Street to Blue Ridge Avenue, are
characterized by a high percentage of reserved spaces, absence of landscaping, inadequate
identifying signage, poor pavement conditions and faded to non-existent space delineation.
Most Main Street businesses provide rear-building customer access to these lots.
The system of signage directing visitors to parking areas is generally not easy to follow; signs
are under-sized and insufficiently placed.
Taken as a whole, the Jackson Street lots appear to be confusing and frustrating to downtown
visitors, and, aesthetically, may leave visitors with an unfavorable impression of Front Royal.
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Jackson Street lots – disorganized, unattractive

Poorly-maintained surface, no delineation; reserved parking is extensive
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Inefficient use of space: empty private parking in foreground, full public parking behind,
farthest from Main Street shops

Bicycle parking. East Main Street is part of the Royal Shenandoah Greenway biking and
walking route. Front Royal’s compact size, and Main Street’s central location within it,
surrounded by residential neighborhoods, make bicycling an attractive option for trips
downtown. Bicycling downtown is discouraged, however, by a lack of convenient and secure
bicycle parking. Racks are found at only three locations: at the Visitor’s Center, in front of
Town Hall, and on Jackson Street, midblock between Church and Cloud streets. All three
racks are of obsolete design to which one cannot lock the bike frame and wheels securely
while preventing parked bikes from toppling over. The few downtown visitors who choose
to bike there will likely not notice these racks, located a long walk from many popular
destinations. Bicyclists in many places make do by locking their bikes to parking meters and
signposts. Even these makeshift parking facilities are absent on East Main Street.
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Main Street bicyclist captured on Google Earth; bike rack, Jackson Street

Recommendations
1. Defer consideration of structured parking
Structured parking refers to multi-level parking structures, sometimes called parking decks
or garages. Structured parking is not recommended for downtown Front Royal presently.
Demand for parking is adequately met by the supply of free spaces; therefore, fee-funded
structured parking would be priced out of the market, making the structure financially
infeasible.
Site requirements.
The minimum lot dimensions required for a parking structure are governed by the
maximization of the number of spaces (capacity) within the confines of maximum desirable
ramp pitch, minimum desirable clearance, and a two-way circular aisle. It is feasible to
construct a 250-space, 4-level structure with two entrances on a 118’ by 186’ pad. However,
the total space requirement (including aisles) per space decreases with a larger footprint, as
does the construction cost, because of space efficiencies (more spaces per linear foot of
aisle).
Four sites within the Downtown Revitalization Area could accommodate the minimum
footprint without demolition of existing buildings: on the 200 and 300 blocks of East Jackson
Street, north side; the Warren County Sheriff’s Office lot on the 100 block of East Jackson
Street, south side; and the eastern portion of the Peyton Street Lot, accessed from Chester
Street. The locations of these sites are illustrated in the map below.
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Potential parking deck sites

Costs. Cost of construction of an above-ground structured parking space is cited from
$19,000 to $24,000, roughly 2.5 to 3 times the cost of a surface lot space. “Soft” costs
involved in development of a parking structure – planning, engineering, design, permits and
financing – typically increase the project budget by 30 to 40 percent. A typical estimate of
total capital cost for a small, 250-space parking structure is about $6.5 million; however, a
small university town in South Carolina – Clemson - built a structure of the size described in
above paragraph on a sloping site in its central business district in 2005 for $2.5 million
through a design-build contract and tax increment financing. The structure provided
parking capacity needed to leverage a multi-story mixed use development on an adjacent
site.
Average monthly operation and maintenance costs (including insurance and periodic major
rehabilitation work) range from $350-$600 per space. The Winchester Parking Authority
spends approximately $100 per space annually for routine operations and maintenance at
two of its four parking structures, totaling $50,000 and $56,000 respectively. In 2015 it
undertook capital rehabilitation for its garages, the total cost of which exceeded $465,000
for one structure alone. The total annual cost, including operation, short- and long-term
maintenance and financing, for a small above-ground, open-air facility could easily exceed
$500,000 (not including the cost of land); this impact on the municipal budget would be
offset by parking fee revenue and/or tax increment revenue.
See Appendix 2 for the sources used in determining site requirements and costs.
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2. Consolidate, re-design and reconstruct parking accessed from Jackson Street
The ten lots within the three blocks bounded by East Main Street, Church Street, Jackson
Street and Blue Ridge Avenue should be consolidated and re-designed with landscaping, and
maintained by the Town. To accomplish this, the Town must collaborate with property
owners on design (including the number and assignment of reserved spaces) and ownership.
The three blocks currently contain 192 spaces. Standardized space and aisle dimensions,
and more efficient circulation, may yield a net increase in spaces. The total number of spaces
yielded through the consolidated redesign of these lots would be determined during the
design process.
The cost of design and construction is roughly $5,000 per space. This estimate is based on
the $285,230.91 construction cost of the 62-space Dismal Hollow Park and Ride lot
expansion in Linden, 1 which comes to $4,600 per space; plus an additional $400 per space
(8 percent of the total cost) for design. Presuming a yield of 200 spaces, the total cost would
be approximately $1 million, plus land acquisition costs.
3. Convert the 100 blocks of South Church and High streets into pedestrian ways
To provide attractive pedestrian access to Main Street from the consolidated southern lot,
Church and High streets from Jackson Street to Main Street should be converted into
walkways. The consolidated lots (see Recommendation #2, previous page) and walkways
should be designed and built concurrently, as a single project. Completion of the Church
Street walkway will create a continuous pedestrian way from Jackson Street to Peyton Street.
Church Street alley looking north from Main Street

1

“Park and Ride Expansion Opens in Warren County,” VDOT press release dated December 8, 2016,
http://www.virginiadot.org/newsroom/staunton/2016/park_and_ride_expansion109694.asp, accessed 1/26/17.
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Church Street looking south from Main Street

4. Update the parking wayfinding signage system
The Town should commission a plan for updating the system of wayfinding parking signage,
concurrent with the parking lot consolidation and redesign. Existing signs are relatively
small and inconspicuous and, in at least one case, misleading. Signs should guide visitors to
the downtown parking areas beginning on their approach to downtown on Royal and
Commerce avenues.
5. Install modern bike racks along Main Street
The Town should install bike racks along the length of East Main Street, at least one per block
on each side of the street. These racks should be of one of the recommended designs
illustrated right, mounted on the sidewalk close to and parallel with the curb, each
accommodating two bikes.
Bike racks can also be pieces of public art while meeting basic design requirements: support
of the bike frame in both front and rear, and allowing the user to lock the frame and one
wheel to the rack using a high-security U-shaped lock.
Properly placed, these racks will not obstruct pedestrian traffic.
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Source: Federal Highway Administration
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APPENDIX 1: Warren County court schedules
Circuit Court
Grand Juries, 1st Monday, Jan., Apr., July, and Oct. and other days as needed, 9:00 am
Civil Motion Day, 3rd Thursday of each month, 9:00 am
Misdemeanor appeals days, 2nd Friday of each month, 9:00 am
General District Court
Civil: First and Third Friday, 9:00 am
Hospital Cases: Wednesday, 9:00 am
Small Claims: Wednesday, 9:30 am
Traffic and Criminal: Local Ordinances: Tuesday, 9:00 am
State Ordinances: Tuesday and Wednesday, 10:00 am
Virginia State Troopers: Tuesday and Wednesday, 11:00 am
APPENDIX 2:
Sources: parking design requirements, costs and financing
Transportation Cost and Benefit Analysis II – Parking Costs. Victoria Transport Policy
Institute, 2 January 2017: http://www.vtpi.org/tca/tca0504.pdf , pages 5.4-6, 5.4.7,
accessed 1/19/17. Costs, national average, 2016, structured parking: $19,037 per space,
$56.99 per square foot; Washington, DC area, per space, $18,751; per square foot, $56.14.
Operation, maintenance and financial costs, City of Winchester structured parking:
https://www.winchesterva.gov/sites/default/files/documents/finance/2017-finalbudget-document.pdf, accessed 1/18/17; telephone conversation with Samantha
Anderson, Director, Winchester Parking Authority, 1/19/17.
Clemson, SC, parking deck: design, costs, financing:
http://archive.independentmail.com/news/pickens-county-leaders-question-clemsonredevelopment-financing-ep-408520049-348597301.html; conversation with Chip Boyles,
former City Manager, City of Clemson, SC, 10/20/16.
Parking Management: Strategies, Evaluation and Planning. Victoria Transport Policy
Institute, 2013
http://www.vtpi.org/park_man.pdf, accessed 1/19/17.
Space requirements: http://www.parking.org/2016/01/26/tpp-2015-04-mixing-it-up/
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“What are some typical standards for parking garage functional design?”
http://www.timhaahs.com/parkingdatabase/what-are-some-typical-standards-forparking-garage-functional-design/, accessed 1/19/17.
Design guidelines. http://parkandgo.org/media/parking_studies/appendI.pdf, accessed
1/19/17.
Top 10 Issues Affecting Cost of Building a Parking Space.
http://www.parkingtoday.com/articledetails.php?id=1660, accessed 1/19/17.
Construction costs, Dismal Hollow Park & Ride expansion:
http://www.virginiadot.org/newsroom/staunton/2016/park_and_ride_expansion109694.
asp, accessed 1/26/17.
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TOWN OF FRONT ROYAL CDBG BUDGET - ENVISION 2.0
TOTAL
BUDGET

BUDGET LINE ITEM

CDBG BUDGET

TOWN
BUDGET

ADMINISTRATION
Execution of DHCD Contract
Execution of Project Contracts (32 facades @ $400 each)
Execution of Project Contract (public improvements)
Contract Monitoring (mtgs. and financial tracking/ 24 months)
Construction Completion (32 of facades $400 each)
Construction Completion (public improvements)
Achievement of Benefits (monthly reporting) (24 mos. @ $75 each)
Achievement of Benefits (annual reporting) (2 @ $400 each)
Satisfactory Compliance Reviews (2 @ 2,000 each)
Administrative Project Closeout
Labor Compliance
Workshops
Advertising
Legal
Deed of Trust Recordings (32 facades @ $50 each)
SUBTOTAL

10,000.00
12,400.00
4,000.00
24,000.00
12,400.00
4,000.00
1,800.00
800.00
4,000.00
2,000.00
6,000.00
1,500.00
1,500.00
1,400.00
1,550.00
87,350.00

8,400.00
12,400.00
4,000.00
24,000.00
12,400.00
4,000.00
1,800.00
800.00
4,000.00
2,000.00
6,000.00
0.00
0.00
0.00
0.00
79,800.00

1,600.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
1,500.00
1,500.00
1,400.00
1,550.00
7,550.00

ADMINISTRATION TOTAL

87,350.00

79,800.00

7,550.00

35,000.00
0.00
700,000.00
735,000.00

35,000.00
0.00
350,000.00
385,000.00

0.00
0.00
350,000.00
350,000.00

735,000.00

385,000.00

350,000.00

SUBTOTAL

12,500.00
38,500.00
75,000.00
5,000.00
20,180.00
151,180.00

12,500.00
37,500.00
75,000.00
0.00
0.00
125,000.00

0.00
1,000.00
0.00
5,000.00
20,180.00
26,180.00

SUBTOTAL

25,000.00
75,000.00
150,000.00
1,000.00
1,000.00
252,000.00

25,000.00
37,500.00
75,000.00
0.00
0.00
137,500.00

0.00
37,500.00
75,000.00
1,000.00
1,000.00
114,500.00

SUBTOTAL

30,000.00
5,100.00
3,400.00
0.00
38,500.00

25,000.00
0.00
0.00
0.00
25,000.00

5,000.00
5,100.00
3,400.00
0.00
13,500.00

FAÇADE IMPROVEMENTS
Architect/ Engineer/ Design
Inspection
Construction/Improvements (32 Facades @ $50 each)
SUBTOTAL
FAÇADE IMPROVEMENT PROGRAM TOTAL
PHYSICAL IMPROVEMENTS
Public Restroom & Drinking Fountain
Engineering and Inspections
Labor
Material
Maintenance/Sustainability
Permitting
Multi-Purpose Open Air Gathering Space
Engineering and Inspections
Labor
Material
Maintenance/Sustainability
Permitting
Streetscape Improvement Planning & Design
Engineering and Inspections
Labor (crosswalks, trash cans, benches - refurbish)
Material (crosswalks, trash cans, benches - refurbish)
Permitting
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…budget continued below from page 71

Parking & Alley Improvements
Engineering and Inspections
Labor
Murals
Material
SUBTOTAL
Royal Shenandoah Greenway - Criser Road Trail Link
Engineering and Inspections
Labor
Material
Permitting
SUBTOTAL

50,000.00
2,100.00
3,000.00
1,400.00
56,500.00

40,000.00
0.00
0.00
0.00
40,000.00

10,000.00
2,100.00
3,000.00
1,400.00
16,500.00

40,000.00
120,000.00
230,000.00
10,000.00
400,000.00

0.00
0.00
0.00
0.00
0.00

40,000.00
120,000.00
230,000.00
10,000.00
400,000.00

PUBLIC IMPROVEMENTS TOTAL

898,180.00

327,500.00

570,680.00

25,000.00
15,000.00
149,500.00
1,000.00
190,500.00

18,500.00
0.00
137,500.00
0.00
156,000.00

6,500.00
15,000.00
12,000.00
1,000.00
34,500.00

190,500.00

156,000.00

34,500.00

15,000.00
10,500.00
10,500.00
2,200.00
16,700.00
20,000.00
74,900.00

15,000.00
0.00
0.00
0.00
16,700.00
20,000.00
51,700.00

0.00
10,500.00
10,500.00
2,200.00
0.00
0.00
23,200.00

74,900.00

51,700.00

23,200.00

1,985,930.00

1,000,000.00

985,930.00

SIGNAGE
Engineering/ Design and Inspections
Labor
Material
Permitting
SUBTOTAL
SIGNAGE TOTAL
BRANDING & MARKETING
Social Media & Digital Advertisements
Marketing Documents & Brochures
Website Strategy
Refurbish Brochure Racks
Visitor Center Update
Branded Campaigns
SUBTOTAL
BRANDING AND MARKETING TOTAL

TOTAL
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Recommendations for Consideration by Town Council
The following are the final recommendations for consideration by the Front Royal Town
Council. These outline the formal actions required to implement the Downtown
Revitalization Plan.

1.

Continue planning and assembling matching funds to commit for the
Community Development Block Grant (CDBG) application to be submitted to
the Virginia Department of Housing and Community Development at the March
29, 2017 deadline for the purpose of Downtown Revitalization.
The activities and budget for the Downtown Revitalization Project are indicated
below, with any additional detail added or adjustments made during the final stages
of the grant application process.
The CDBG Implementation Funding amount is up to $1,000,000 and is typically used
for a Façade Improvement Program and other physical improvements in the
downtown project area. The matching funds shown below are essential to having
sufficient funds for the public improvements and branding and marketing activities,
and enhance the competitiveness of the CDBG grant application.

2.

Approve the draft resolution and to commit to the implementation of the Front
Royal Revitalization Plan: Envision 2.0. This includes a commitment to funding
the local match portion for the Community Development Block Grant.

3.

Acknowledge the resolutions that must be executed upon award of the funding
by the Virginia Department of Housing and Community Development.
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The following chart summarizes project outcomes.
PROJECT OUTPUTS

PROJECT OUTCOMES
BUSINESS
REVENUE

NEW
GROWTH

TAX
REVENUE

ADDED
TOURISM

PUBLIC
SAFETY

COMPETITIVE
ADVANTAGE

ADDED
FOOT
TRAFFIC

32 Commercial Properties
Restored through Façade
Improvement Program.

Sales increase. Attraction of new businesses and shoppers to the
project area. Domino effect so other property owners make
additional improvements in the Town. Such effects are also
contagious and spread to other areas of Town.











Design and construction of
a new public restroom and
drinking fountain.

Eliminate a common complaint by visitors by providing a needed
facility that will make people comfortable and allow them to stay
longer while Downtown.















Design and Construction of
a multi-purpose open air
gathering space.

Provide a facility that will enhance the Downtown as a destination –
resulting in increased visitation, increased sales, increased revenue,
and improved lifestyle. This new structure will allow for increase
visitors due to different organizations utilizing facility.















Re-construct five (5)
crosswalks.

By enhancing downtown and all these new elements, the increase in
visitors/shoppers requires us to address public safety and improve our
crosswalks visibility.

Construction plans for
enhanced public parking lot
on Jackson Street.

This will allow higher densities to be realized for redevelopment
projects, and will provide needed convenient parking and lighting for
customers, tourists, and local citizens.













3 Wayfinding Signs
directing people from the
interstate to downtown.

Address a common issue that exists with people passing-by downtown
without knowing it was there. Increased visitation and community
pride.













2 Entrance Features at both
main entrances to the
downtown.
5 outside lighted directory
boards

Same as above, but will clearly delineate Main Street.













Lighted directory boards at each end of Main Street, outside the
Visitors Center and at each parking lot located on both sides of Main
Street will easily direct Visitors.



Alley improvements

Enhancing and improving our existing alleys to provide easier access
from parking lots to Main Street. In addition, improving alleys with
lighting and additional features will provide additional public meeting
space and public murals development







Branding

Exposure of the new brand, highlighted at the same time as all the
new features and improvements to our downtown, will work to
attract a new strategically planned target audience and residents.





















Appendix
Appendix A: Project Administration
Project Management Plan
Project Management Team Meeting Agendas
Project Management Team Meeting Minutes
Public Meeting Sign- In Sheets
Project Presentation to Planning Commission and Town Council
Front Royal Downtown Revitalization Project in the News
Front Royal Downtown Revitalization Project Letters of Support
Appendix B: Façade Improvement Program
Meeting Advertisements
Informational Brochure
Program Design
Sample Letter of Support
Public Meeting Presentations
Façade Improvement Program in the News
Appendix C: Branding
Meeting Advertisements
Meeting Presentations
Project Deliverables
Public Meeting Photographs
Branding, In the News

