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Good morning Chairwoman Reyna and members of the Committee on Small Business. I am
Elizabeth De Leén, Deputy Commissioner for Neighborhood Development of the Department of
Small Business Services (SBS). I am joined by Executive Director of Commercial Revitalization
Andrea Buteau and others from SBS as well as representatives from the Economic Dcvélopment
Corporation and Department of City Planning, who are here to help answer questions you might

have.

In the 2010 Avenue NYC Annual Report, Mayor Bloomberg wrote that “Our City’s retail
corridors provide jobs for New Yorkers, opportunities for enrrepreﬁeurs, and goods and services
for our millions of residents and visitors. They are critically important to our economy and
quality of life.” This afternoon, I will discuss three programs at SBS designed to strengthen New
York City’s retail corridors: Avenue NYC, Neighborhood Retail Leasing, and Neighborhood
Leadership. These programs are unique in that they rely on local and on-the-ground efforts to
empower communities. They are bottom-up solutions to revitalizing commercial corridors
according to unique local needs. We are fortunate to have the Council’s partnership in these
efforts and look forward to working with the Council and this Committee in particular to

promote and expand our impact along retail corridors in 2012.

Avenue NYC
The Department of Small Business Services has supported the creaﬁon and growth of nonprofit
economic development organizations since the 1970°s, when the City began to prioritize
commercial revitalization as one mechanism to stabilize dangerous and blighted neighborhoods.
Today, New York is a very different place, but the empowerment of local organizations to
conduct commercial fevitalization is equally crucial. The Avenue NYC program funds
commercial revitalization initiatives by community-based nonprofit organizations in
- neighborhood retail districts throughout the City’s five boroughs, and also offers an array of
capacity-building services designed to enhance the abilities of participating organizations to
execute impactful programs. Avenue NYC is funded entirely through Community Development
Block Grant (CDBG) allocations provided by the United States Department of Housing and

Urban Development (HUD). Projects are targeted towards commercial corridors that serve



neighborhoods federally designated as low- to moderate-income and are subject to federal

guidelines for disbursement of CDBG funding.

Avenue NYC stipulates that applicants must be nonprofit economic development organizations
operating in any of the five boroughs of New York City; incorporated as a nonprofit in New
York State; and compliant with State and Federal filing requirements. Proposed projects must
operate within defined geographic boundaries, target commercial corridors as a whole without
providing individual business assistance, and consider the needs of small- and medium-sized
businesses operating in the geographic area. Organizations must target areas that are designated
by HUD to be low- or moderate-income neighborhoods, or where at least 51 percent of the
residents in the census tracts included in the commercial area are persons living in households

with incomes below 80 percent of the median household income.

To award grants, we rely on a rigorous and competitive application process that takes three
criteria into account: existing organizational capacity, strength of project proposal, and viability
of the proposed budget. For those organizations that received funding in previous years, a

performance rating from those years is also assigned and considered.

This year, SBS awarded $1.7 million in grants to fund 72 projects by 48 local nonprofit
economic development organizations in all five boroughs and citywide. Projects were awarded in
the following categories: business attraction, fagade improvement management, merchant
organizing, microgrants, multi-neighborhood initiatives, placemaking, and website development.
For your review, I have provided the Committee a complete list of funded projects and

organizations, as well as a breakdown of the projects by borough and project category.

These are projects that make a difference. Last year, for example, the Women’s Housing and
Economic Development Corporation (WHEDCO) on Southern Boulevard in the Bronx received
two grants for $50,000 and $25,000 in business attraction and merchant organizing. WHEDCO
attracted four new businesses, updated their commercial space and vacant lot inveritory, mapped
the retail trade area, and completed a retail trade analysis. WHEDCO recruited 18 new merchants,

held multiple merchant meetings and sales events, and carried out a district needs survey.



Southern Boulevard is undergoing a visible transformation, thanks in no small part to the work of

WHEDCO.

Reductions in government spending have required agencies to cut back on various programs and
Avenue NYC is no exception. Next year, we expect to receive a 10 percent reduction in federal
CDBG funding for the program. SBS will likely address this in one of two ways: by reducing the
number of projects funded or by reducing the average grant size. It will require difficult choices
and working closely with participating organizations in order to do more with less. We
appreciate the Council’s efforts to help us maintain the quantity and quality of commercial

revitalization projects in low- and moderate-income areas.

Neighborhood Retail Leasing

In 2011, SBS launched two new pilot programs to increase the impact of community-based
nonprofit organizations on commercial revitalization initiatives: Neighborhood Retail Leasing
and Neighborhood Leadership. Neighborhood Retail Leasing provides a targeted approach to a
common problem: while neighborhood economic dcvelopment leaders may be experts about the
needs of their communities, they may not have the distinct set of technical skills necessary to
identify and recruit businesses to fill commercial vacancies. Retail Leasing is a two-part training
and assistance program designed to give neighborhood leaders the skill set necessary to cultivate

a retail mix that meets the unique needs of the communities they serve.

First, SBS offers a series of training workshops and sessions open to the City’s network of
Busine.ss Improvement Districts and Local Development Corporations focused specifically on
retail leasing strategies. In Fiscal Year 2011, 19 Avenue NYC-funded community organizations
participated in a two-session retail leasing workshop series with panels on The Basics of Retail
Attraction and Site Selection and How to Identify the Right Retailers for your Community and 40
organizations participated in a panel discussion on Strategies for Ongoing Retail Attraction and
Keeping Vacancies Down. BEach organization also received a tailored retail market analysis of its
district. In addition to providing technical information with local examples, SBS also convened a

retail leasing panel to showcase best practices from across the region with representatives from



Philadelphia’s Center City District and the New Rochelle BID. Responses to the sessions have

been strongly positive.

Retail Leasing also provides a small number of organizations in high-need communities with in-
depth one-on-one technical assistance. In the 2011 pilot program, SBS worked with the JGSC
Group to offer a targeted technical assistance to help identify the range of retailers that can be
supported by local markets in four communities: Bedford-Stuyvesant, Bradhurst/Harlem, Long
Island City, and Southern Boulevard in the Bronx. The participating organizations—Bedford
Stuyvesant Gateway Business Improvement District, Harlem Congregations for Community
Improvement, Long Island City Business Development Corporation, and the Women’s Housing
and Economic Development Corporation—received in-depth market and demographic analysis,
a district-wide retail leasing plan, district marketing materials and a set of pre-qualified prospects
to begin their marketing outreach. For your review, I brought several samples of marketing

material from the pilot sites.

The program has alréady shown some promising signs. In Long Island City, where leasing
efforts targeted restaurants and fitness facilities, the BID helped facilitate the attraction of a
Planet Fitness gym, a Dunkin’ Donuts, an Asian barbecue restaurant, and a Checkers hamburger
restaurant. In Bedford-Stuyvesant, the BID actively pursued new healthy dining options,
resulting in a Fulton Street lease signing of Island Salad, an expansion of the Harlem—baéed
small business. The Harlem Congregations for Community Improvement successfully attracted a
hardware store and a minority-owned daycare center. In the South Bronx, commercial vacancies
on Southern Boulevard have decreased from 24 percent to 16 percent as 12 new businesses in
desired retail categories entered leases during the program. SBS is currently reviewing

candidates for targeted assistance this year.

Neighborhood Leadership
In 2011, SBS launched the Neighborhood Leadership Program in partnership with the Coro New

York Leadership Center and the Association for a Better New York. Neighborhood Leadership is
a five-month free training program that provides 20 leaders from community-based economic

development nonprofits across the five boroughs with development in leadership and



commercial revitalization skills. The program incorporates leadership retreat days, strategy
sessions, a neighborhood change project, and experienced Coro alumni advisors to help
participants build lasting relationships with other leaders, learn and practice leadership skills,
expand networks to key stakeholders, and learn strategies on small business fundamental

networks, retail sales, improving tenant mixes and more.

The pilot cohort was a diverse group of 20 individuals from small organizations in low- and
moderate-income neighborhoods from all five boroughs. And the reviews are in. Here is Blaise
Backer, the Executive Director of the Myrtle Avenue Brooklyn Partnership: “Neighborhood
Leadership was a huge benefit to my professional development and has helped me both on and
off the job. As the director of a small non-profit, my busy workday rarely provides me the time to
reflect on my leadership skills and work habits. This program provided me with a much needed
opportunity to pause from work in order to develop my skills, assess my current challenges and
develop strategies to overcome them, and to learn from my peers and Coro's excellent
facilitators. I highly recommend the program for those working in the field of neighborhood and

commercial revitalization.”

In December, SBS and Coro selected a second cohort of 20 from 34 applications. It is another
exceptionally strong and talented class with diverse representation from all five boroughs. The
program begins at the end of January and is generously supported by Speaker Christine Quinn.
We are currently finalizing plans for an opening ceremony the first week in February with
Speaker Quinn and Deputy Mayor Steel. We would also like to.extend an invitation to Council
Members from districts with Neighborhood Leadership participants. For a full list of participants

and additional information on the program, please see the attached documents.

Conclusion

Avenue NYC, Neighborhood Retail Leasing, and Neighborhood Leadership are three ways this
administration and this agency are prioritizing the vitality of the City’s retail corridors. These
programs do not seek to impose a top-down, one-size-fits-all approach to commercial
revitalization. Rather, they are about empowering local leaders and individual communities to

create change in their own neighborhoods.



I would be remiss not to thank the Council for all of your help in supporting these three programs
specifically and in putting the focus on the City’s retail corridors more generally. We have come
a long way in ten years, but I know we can do more to spread the word and work with
community partners to support small businesses and neighborhoods across the five boroughs. I

would be happy to answer any questions you may have. Thank you.



E ED’ Queens Economic
Development Corporation

Good Afternoon. My name is Ricardi Calixte and I am the Director of Neighborhood
Economic Development at the Queens Economic Development Corporation (QEDC).
QEDC is a private, non-profit organization founded in 1977 to provide neighborhood
revitalization services to various neighborhoods in Queens County. Qur mission is to
create and retain jobs through programming that grows our neighborhoods, assists small

businesses and promotes tourism and business development.

As we deal in all aspects of business development we have a good understanding of the
challenges facing small business owners and conditions affecting economic growth in our
shopping districts. While it is impossible to touch on all these issues in the limited time
that I have to present, I would like to point out some of the main concerns that our clients
face and present some recommendations. The basis of my testimony will address items
comprised within three key categories:

e Small Business Assistance

¢ Retail Corridor Improvement

¢ Leadership Development

Small Business Assistance

Sn;lall businesses are the backbone of a thriving local economy. We must provide the
necessary support to help new and existing small businesses maximize their capacities to
pI:OVidC needed goods and services. Starting and operating a business in New York City
can be a daunting task. Many aspiring entrepreneurs are not able to grasp the

comprehensive process involved in establishing a new business. While the creation of the



online business resource center NYC Business Express provides an additional tool for
entrepreneurs, it cannot replace the need for meeting with a professional business advisor
that can give immediate feedback and answer questions. The NYC Business Solution
Centers and technical assistance providers such as QEDC which provides guidance and

training in all stages of business development need to receive greater support.

Innovative entrepreneurs need access to the capital to start a new venture. We should
continue to grow and support our network of business incubators that prepares small
businesses to go out and occupy vacant storefronts. Many of the business incentive
programs do not apply to the mom and pop type establishments that keep our A

neighborhood corridors thriving.

In my role at QEDC, I have constant dialogue with existing business owners in various
commercial districts in Queens. A few common themes frequently arise in those
discussions. Among these is what they view as excessive business taxes and fees,
overregulation and red tape at city agencies, and unwarranted fines. Most recently, the
merchant organization in Richmond Hill notified me that the Department of Sanitation
removed several litter baskets along Liberty Avenue and have since been issuing
summonses for sidewalk trash to multiple businesses. In another example, we have a
client who bought a building in order to open a new catering hall. We connected the
client to the City's NBAT (New Business Acceleration Team) program and while they
were granted construction permits through NBAT, a technical issue occurring with the
Department of Buildings have not allowed them to proceed with the project. The owner
has made several attempts to resolve the issue with DOB, with little success in getting

direct feedback regarding his case. In the meantime he continues to pay a mortgage on a



property with no revenue coming in to offset his costs. These types of incidents lead to
disconnect between merchants and city government, causing many business owners to

become discouraged and miss out on economic opportunities.

Retail Corridor Improvement

Thriving retail corridors have common characteristics. They are clean and pedestrian-
friendly; offer a heterogeneous mix of retail options; accessible by public transportation;
and can attract shoppers beyond its local customer base. In order to strengthen NYC's
retail corridors, planners and city officials should focus on initiatives that aid in achieving

these characteristics.

Capital funding should be used to make physical improvements to our retail corridors to
ensure that they are attractive, safe and conducive to doing business. Improvements to
our transportation infrastructure which allows for multimodal access to shopping districts
are of vital importance. We have a growing and aging population that needs to be taken

into consideration in future designs of our landscape and transportation system.

Many retail corridors have fallen prey to the economic downturn. As part of the overall
goal to create new jobs, City government should work in collaboration with business
organizations and real estate professionals to attract new businesses to our retail
corridors. Our retail corridors need to be marketable in order to attract new investments.
Often, this task is left up to volunteer-based merchant organizations that lack the capacity -
- and resources to effectively promote their businesses. The City should work to provide

more support and technical assistance services to these organizations.



Leadership Development

In most cases, resources aimed at improving economic activity on our retail corridors are
coordinated at the neighborhood level by a locally based business development
organization including merchant associations, local development corporations, and
Business Improvement Districts (BIDs). City officials should continue to work with these
organizations and provide the necessary support to help them with keeping their districts

vibrant.

In order to be effective, these business organizations need strong leaders that know their
communities well and understand the intricacies of local economic development. It is
very important that these leaders have access to proper training and technical assistance

to develop strong programs that improve their neighborhood corridors.

To this end, I W(.)uld like to commend the Department of Small Business Services for
supporting the Neighborhood Leadership Program in partnership with Coro. I had the
wonderful opportunity of being a participant in the first cohort at this program this past
year. This program is a 5 month, part-time training program that provide neighborhood
leaders with the skills and experience needed to lead change and improve their
communities. [ have personally gained a better understanding of community planning,
networking, public speaking, consensus building and have applied these new skills to my
work at QEDC. I encourage you to continue to support these types of programs and
continue to work with community leaders in developing successful strategies to

strengthen our neighborhood retail corridors. Thank you.
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GOOD AFTERNOON Chairperson Reyna, distinguished Councilmembers and colleagues.

I bring you greetings for the New Year from our district, the 161 Street BID, the
neighborhood around Yankee Stadium. I am here today to tell you about our Avenue NYC
program. This year our program is Baseball in The Bronx. Last year it was the Negro
Leagues and the first year it was Hispanic Baseball.

The first year, our exhibit was attended by Baseball Hall of Famer, Orlando Cepeda, the
Bronx Borough President and five ambassadors from baseball-playing, baseball-loving
countries in Central and South America. Bronxites viewed sports memorabilia, danced to
Latin music and received free autographs from the Baby Bull.

The second Avenue NYC program we conducted was a week long display of baseball
artifacts from the Negro Leagues. The exhibit included priceless private collections and a
traveling exhibit from The Negro League Bascball Museum in Kansas City. Yankee legend,
Roy White continued, the tradition of giving our free autographs. The Deputy Borough
President attended along with former Negro League player, Jim Robinson.

The exhibits were the subject of feature stories on NY 1, in The Daily News, on News 12 and
in our local, community press.

Thousands of people visited the exhibits and met these great athletes.

These unique initiatives combined with our Jeter Meter and Mariano Meter have helped to
redefine our district specifically and the borough in general.



This year our Avenue NYC grant is a partnership including the Yankees and The Creative
Coalition.. ’

This year we are broadening our timeframe going from one day to one week to one month.
This year our focus will be Baseball in the Bronx.

This yeaf we will explore and examine amateur, Little League and interscholastic-
intercollegiate baseball in the borough.

Today’s Daily News carries a story about this season’s exhibit which will begin on Opening
Day, April 13.

As everyone who knows anything about sports knows, New York City is the capital of the
baseball universe. And, the Bronx is the epicenter. In fact, it was New York City where — as
everyone knows — Jackie Robinson—integrated baseball. What many don’t know? The
owner who signed Jackie Robinson as the first African-American in major league baseball is
a Bronxite, Dodger owner and Hall of Famer, Walter O’Malley.

The Avenue NYC grant for each program was $25,000, $20,000 and $20,000.
I hope you’ll agree with me that this is quite a bargain.

I want to thank you for supporting the Avenue NYC program in the past, encourage you to
continue its funding and consider expanding the pool of funds available by adding a
marketing component which would allow small, but high profile BIDs and projects to be
shared with more New Yorkers.



My name is Bili Wilkins and i. am the Director of Inc!ustrial Developﬁent fpr thg Local
Developm'ent‘ Corporatioﬁ af E’ést New York.-1am als;o‘the Eas"c Brookl..yn' BID Manéger. |
t submit to you to;i.ay tﬁat the DSBS proQidés qutstanding ;support—t.o'p to_bdttor_n as it felates éo
BID entities;, and this stems from the commigsioner fo the rank and file. The §ID brograﬁ ;&:taff
is knowiedgeable, rgsburceful, responsi\)e, 'professidnal éna p;ssionaté in ’.cheilr delivery of
l\ service and should be commended. Howevér; rﬁy cc:;ncern today is with Aven.ue_NYC Progfém
and more importantly tHat at risk communities are beingssacriﬁced as we exberience a
reductibn in government funding on the local, state and'fedel_ral level. 'More often ;chan notlam
discovering govérn ment éégncies alfocatiﬁg disproportioh'ately fesoufces 1':0 gentrified
communities and ignoring those ;\fdith thé greatést néed, case in point New. Lots Avenue Which
was re-granted this fiscal year.
The LDCENY through a housing inifiative anchored this commercial ;trip witﬁ a 26 million dollar
87 unit buildiné ofwlﬁch 5 mli!Iio-n was ;écycle&- With ;axrea businés-ses-'iﬁ fhe bllJil‘ding- trade
ééhpénies; No’c:e: l“Thé New L.c‘)t:s Merchéﬁtg iﬁeetinés.‘ \A'f‘érer h‘é‘id in thecommunlty room of
Newmts élaza.‘.! ) . S e
Pfogfaml Acfcémpli.s-}%m‘eﬁ;cvs;- 4‘ ‘

Lév;ffuliy assisted thelc.rea;l_'lid'n of t-he Newl_ots Triéﬁlgl'(ja.l\f!er?:ﬁéhtsl As:géciation,

® Creéted'three new.s Ietters-, . |

. -Crééfé(i-'a'visue;lliy é;c"fractive Iogo.and i'mége

o ISeve.lc;péd a sysfél;n ;to .recc;gnize helréﬁa;lts I:;y p!aciﬂg‘ a_ecals in bﬁsir{esseé 'windoWs

o Fco f.rie.nd.h/ ;shoﬁp;'ﬁg-bags given ;co:'z.eéﬁh pértfci;ﬁigfiﬁg r-ﬁe‘rc'f%ar.lt : o

¢ Donated turkeys for Thanksgiving to families in need




. e Had two Christmas tree Iighting‘_t:eremonies
¢ |Installed parking m"eters
e Created a public plaza
e Increased police patrols
The LDCENY.receivéd a gdod rating on mid yeér and year ena review, yet we were nc;t
refunded.
If Avenue NYC funding is not designed for c‘ommr_ercial strips like New Lots with the greatest

need than for whom?

| would argue that gentrified communities have wealth, educated cit;zeng, resources, services
and multiple choices when it comes to their shopping appetites.

Lastly, with Phase 2 of Gateway being evident and the strong pos;ibility of a Walmart or
national chain coming into East New York would it not make sense to support our mom and pop

shops on the ground in an at risk community?



New York City Council Committee on Small Business
Testimony on Strengthening NYC’s Retail Corridors

Angelina Ramirez

Executive Director, Washington Heights Business Improvement District

Council members of the New York City Council Committee on Small Business:

My name is Angelina Ramirez, and | am the Executive Director of the Washington Heights
Business Improvement District, located in Uptown Manhattan. The Washington Heights BID
supports approximately 250 commercial storefronts in a 29 block commercial district along 181
street from Amsterdam Avenue to Fort Washington and surrounding blocks on St. Nicholas and

Broadway.

Avenue NYC Grant - Placemaking and Merchant Organizing

The Avenue NYC grant provides organizations with the necessary funds to be able to
implement critical programs that help improve our city. For the Washington He:ghts BID, these
funds were used to promote and assist local small businesses.

e Merchant Association — The Washingion Heights BID created a merchant association
that provides small businesses with the opportunity to network, provide feedback,
discuss needs and discover synergistic opportunities.

o Advertising — Through a partnership with the Manhattan Times, the BID creates monthly
advertising initiatives to encourage shoppers to patronize local independent retails.

» Continuing Education - The BID holds courses that help local merchants further their
education - Marketing 101, Financial Planning, Improve Your Credit, etc.

The Washington Heights BID also utilized the Avenue NYC funds to assist with the re-launching
of the organization in an effort to obtain awareness and brand recognition:

+ Branding — The BID created a new, modern and quintessential logo which can be found
on all of our advertising and marketing materials, light pole banners, sanitation crew
uniforms and equipment.

e Events - The Washington Heights BID planned and promoted many events throughout
the entire year:

o]

Inauguration Reception to showcase the new BID office and review BID mission
statement, objectives and marketing programs.

Art exhibitions, movie screenings and pane! discussions of films from local artists
Co-gponsor festivals that provide youth with arts, crafts and activities

Nightlife Establishment Forums focused on assisting businesses with
understanding city reguiations and avoiding summons.

Holiday events: ex. Tree Lighting Ceremony and Thanksgiving Turkey Giveaway



Neighborhood Leadership Program

When | applied for the Neighborhood Leadership Program in December 2010, | had just joined
the Washington Heights BID a couple of months prior. At that point, 1 thought the program
would be a great opportunity to network and to perhaps gain some insights into working with city
agencies... and | was right. Looking back, | can honestly say participating in the program was
one of the smartest things I've ever done. The Neighborhood lL.eadership Program provided me
with the necessary tools, experiences and networks to develop new ways to lead and implement
change within the Washington Heights BID and within the community, especially with a very
important and very sensitive topic: Street Vending:

¢ Street Vending - Throughout the city, the number of street vendors — both legal and
illegal — has increased tremendously over the last few years. Their impact has been
particularly acute along west 181% street. Initially the Washington Heights BID was
charged with finding a solution to the issue. After participating in the program, it was
very clear that a holistic, community wide approach would be the most effective
approach in order to have success with any strategy. The BID along with Community
Board 12 created a task force of area stakeholders to work on the street vendor strategy.
To date, the task force has conducted an inventory of the local street vendors. In the
long term, the task force is working on a plan to relocate the vendors to a location that is
mere conducive to the community.



NYC Council Small Business Committee Hearing January 19, 2012

Pitkin Avenue BID. Daniel A. Murphy, Executive Director

Madame Chair, members of the commitiee and councilmembers, I would first like to
thank you for the opportunity to testify on behalf of the retail corridor of Pitkin Avenue.
Pitkin is a shopping district with a rich history. A history interwoven with that of the
great borough of Brooklyn as well as greater New York.

I understand that this hearing is targeted on three programs that are administered or

supported by the city.

I can speak briefly ~ if not extensively on those programs — as our BID is currently within

the midst of participation in all three of them.

We are now working diligently through an Avenue NYC grant to attract retail to our
district, creating written materials, such as a detailed database of available properties,
holding events to highlight the value of available storefronts and promulgating a concise
summary of market data targeted towards retailers who will profit by serving the

consumer population that live within and visit our street.

This goes hand in hand with the retail-leasing program, which we will also take
advantage of as the program — in its next phase — tums its focus on our shopping

community in Brownsville.

And I look forward to learning new ways and instituting the best practices of comparable
economic development organizations as I start the Neighborhood Leadership Program

later this month.

It cannot be stressed here enough, how important the city’s Department of Small
Business Services has been through this process. Commissioner Walsh and his expert and
dedicated staff have provided us invaluable technical assistance and shown remarkable

leadership in helping a small economic development organization such as ours”to



NYC Council Small Business Committee Hearing January 19, 2012
Pitkin Avenue BID. Daniel A. Murphy, Executive Director '

strengthen itself by recognizing and utilizing the public and private resources that are

available for smali businesses.

In the long term this creates a net economic benefit not just for our district, but for the
city as a whole as a healthy and walkable retail district is integral to a healthy urban

environment.

Thank You.



Sutphin Boulevard
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Testimony to the New York City Council Committee on Small Business

By: Simone Price
Executive Director, Sutphin Blvd. Business Improvement District (BID)
(Sutphin Boulevard District Management Association)

Chair - Council Member Reyna and the members of the Small Business committee:

My name is Simone Price, Executive Director of the Sutphin Blvd. Business Improvement
District (BID) located in Jamaica, NY. On behalf of the Sutphin Blvd. BID Board of Directors, its
136 retail businesses and 36 property owners I would like to thank you for this opportunity to
offer my testimony on how the Avenue NYC and Neighborhood Leadership Programs have
helped strengthen the Sutphin Blvd. BID’s retail corridor.

Under the leadership of Robert Walsh, the Department of Small Business Services Avenue NYC
and Neighborhood Leadership Programs have added tremendous support to the Sutphin Blvd.
BID. These programs have enabled us to provide our district with the same level of services as
BID’s triple our size. The following programs were sponsored by Avenue NYC:

1. The Sutphin Blvd. BID Coupon Pass Book: - The BID's coupon pass book offered food,

retail and service discounts at twenty four merchants located within the district. Over
30,000 coupon pass books were distributed through this initiative in an effort to raise
the community’s awareness of the products and services that are available within the
BID'’s corridor. Coupon Pass Books were distributed through the BID’s ambassadors
program and local kiosks throughout the Downtown Jamaica Area. _

The Sutphin Blvd. BID Map & District Guide: -This guide is a publication with a listing
of retail services and contact information for all members within the Sutphin Blvd. BID's
commercial corridor. Over 35,000 map & district guides have been distributed
throughout the Downtown Jamaica Area.

The Sutphin Blvd. BID Ambassador’s Program: - The BID was able to create ten part-
time/seasonal jobs through its ambassadors program. Ambassadors greet and interact
with visitors, residents and business owners along the commercial corridor; giving
directions; and, distributing information, coupon pass books and map & district guides.
Ambassadors work Monday through Friday, 9am to 5pm when the program is in
operation.

The Spotlight on Sutphin Boulevard BID Program: - This initiative highlighted the
array of services that are available within the BID’s commercial corridor. The BID was
able to interview twelve retailers and have their stories published in the Southeast
Queens Press, Queens Chronicle or New York Daily News. Retailers were selected
through an application process that comprised answering questions about their
business, the community and why they chose to operate their establishment within the
Sutphin Blvd. BID. The program was well received. Business owners reported that they
experienced an increase in sales/services after the publication.



5. Juror’s Break Marketing Piece: - This marketing piece highlights places where
someone can grab a quick bite to eat, parking rules and rates, free Wi-Fi services in the
park, stores within the district that accept BID coupons and retailers within the corridor
that offer office services such as notarizing, copying and faxing documents. The BID
distributed approximately 5,000 Juror's Break guides to its courthouse population
through its ambassadors program.

The Sutphin Blvd. BID was awarded another Avenue NYC grant this fiscal year to continue its
ambassadors program and distribute map & district guides throughout the Downtown Jamaica
Area. The BID is excited to announce three new programs that are also being funded though the
FY2012 Avenue NYC grant program:

e Taste of Sutphin
e The Value Card Program
» BID Webcast

All of the aforementioned programs are new initiatives created as a result of Avenue NYC
funding. In other words, prior to Avenue NYC funding these programs did not exist. These
programs support small businesses in a struggling economic climate. Success of each program
is measured by merchant participation and surveying retailers.

Neighborhood Leadership Program - Coro's Neighborhood Leadership program was a five-
month part-time training program that equipped me with the tools, experiences and networks
to lead my organization to greater heights. Coro’s experiential learning model makes their
program unique and practical to the work that1do on a daily basis. For instance, my
commercial corridor struggles with negative perception issues. As a result, it was useful to have
a case study on a commercial corridor with similar issues that we were able to visit and
develop a strategic plan for as a solution. Furthermore, neighborhood leadership was
instrumental in connecting program participants to field experts and resources that would help
problem solve. Let’s use the struggling commercial corridor as an example. As a group
assignment, my group was asked to meet with the Vice President of Project for Public Spaces
(PPS). During this meeting I learned that “negative uses” don’t have to be eliminated to have a
thriving retail corridor. Rather, if you mix good uses in with “bad uses” your “good uses” will
overshadow “bad uses.” In other words, you may be preoccupied with your destination
(concert, a show, etc) that you become unaware of or pay little attention to the “negative uses”
around you. Moreover, I learned that you can turn any area into a positive or “good use” public
space. Meeting with PPS gave me ideas and hope for my commercial corridor.

Through mock exercises, peer consultancies and group interviews I graduated neighborhood
leadership with a new confidence. This program helped me find solutions to difficult work
situations. 1 was coupled with individuals across the five boroughs in similar leadership roles
that shared my sentiments and were eager to find solutions together. [ was taught best
practices through interviews with top professionals in relevant fields. I've learned that leaders
have courageous conversations and they are to push people only at a rate that they can
tolerate. Most importantly, I've learned how to use my program cohorts as a network, the
significance of preparedness, to address important issues before they become urgent issues
and to strategize to make the most efficient use of my time.
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Spotlight on Sutphin Boulevard BID is a new initiative for FY2011 thac highlights the array of services that are avail-
able within the BID’s commercial corridor. Funded by the Department of Small Business Services Avenue NYC Grant
Program, the BID was able to interview twelve rerailers and have their stories published in one of the following pub-
lications: Sountheast Queens Press, the Queens Chronicle and New York Daily News. Retailers were selected through an
application process which entailed questions about their business, the community, and why they chose to operare cheir
establishment within the Sutphin Boulevard BID. QOverall, the program was a major success resulting in some recailers

experiencing an increase in sales/services due to the publications.

“JUST WANTED TO LET YOU KNOW THAT THE AD AND
ADVERTIONAL IS IN THE PAPER AND | ALREADY GOT ONE
CALL FROM THE AD...THANKYOU FOR EVERYTHING.”
—CARLA LALANNE (BEST BEAUTY SALON)

AGAPE BLENDS CAFE & CATERERS (Gueeris CHronicle st 2
FABULOUS OPTICAL (Souheast Queens PI5) oo sttt 2
THE BEST BEAUTY SALON (Net Y00k Daily News) oottt 3
LA CLASS/INFINITY SPORTSWEAR (Quetrs CHromicle) oottt 4
RATINB ONY (Sotetheast Queens PRESS) —.vvvvureesseoeeeeeseesseeesssomsseessossseessooss oesssessssessssssssasssssssssassssssss srtpesasississs oo sieseessesssesssesaessosicsassssssnaans 4
BLIMPIE (Qneers CHoicle) oottt 5
FOUR STAR GROCERY (Southtst QUeerts PFES) sttt 5
CAPA AGENCY TINC. (Queers Cromicle) oottt sttt 6
DOMENTICKTS PIZZA (Qutrs CHIomile) ottt 6
WELL BEING FISH & DELI (New Yark Daily NEts) oottt 7
ALEX BARBERSHOP VIP (Southeast Queens P5) vttt 8
GLASSER LA FIRM (Sousheast Qeers PrS) oottt ettt 8

WYWW.SUTPHINBLVDBID.ORG | 1



AGAPE BLENDS CAFE & CATERERS (Queens Chronicle) | November 18, 2010

FABULOUS OPTICAL (Sontheast Queens Press) | November 19, 2010

Agape Blends Café and Gaterers

A café that caters to mere than early morning break-
fast needs is an unusual mix, but Agape Blends Café and
Catering manages to get it done.

Located at 88-44 Sutphin Bivd., it is a jewel embedded
within the boundaries of Jamaica, as it is the only estab-
lishment in the area that brings the feeling of a neighbor-
hood coffee bar.

“We noticed that the industry was very under served.
There were no gourmet coffee bars. I'd aiways have to
commute; there were no cafés or
full service restaurants with healthy
food choices,” said ewner Charlotte
Worsley.

So Worsley, a life-long Jamaica resi-
dent, aiong with co-owner Lorraine
Fowles, decided to brainstorm. While
working together at a previous job, in the mornings, they
would search for a good cup of coffee but often ended up
driving far out just to get something decent. Then the
question arose: how come there were no good gourmet
coffec shops in the neighborhood? The goal was to deliver
that to the community.

The café opened on the heels of 9/11 in September
2901 and, since then, it has flourished.

Agape, meaning love in Greek, offers everything from
gourmet coffee, specialty paninis and homemade muffins
like their famous sweet potato crumi muffin fo wiaps,
homemade soups like their slightly spicy African Peanut
and long list of salads.

“We were only going to open a full service espresso
bar and serve homemade baked goods but with research
readized that in a business district, people need a good
meal” she said.

S0 Worsley created a full menu to include the CT's
Banging BBQ wrap named after her dad and many other
sought after wraps, European panini and famous chicken
n' waffles. Lorraine got busy preparing freshed squeezed
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juices, like carrot, appie and ginger, frozen hot chocolate
and caramel apple cider not to mention the best cappuc-
cino in Queens.

But it’s the speciatly named and sought after menu
items that strike a chord with their clients since it's
only steps away from Queens County Civil and Supreme
Courts and the bustling businesses on Sutphin Blvd.

The Order in the Court Veggie Burger platter and
Objection Overruled sirloin burger platter are a hit. Then
there’s the Just Thankful wrap served
year round and made with white
meat turkey, homemade cornbread
stuffing, cranberry sauce and their
“slarnmin® slaw.

Agape also offers a catering service—
something that sets them apart from
other cafes. Popular is their southern style cooking but
they also prepare many menu items for a variety of
cuisines. Agape will tweak the menu to your preference,

Although Agape has been faring well, the recession
has forced them to become more creative.

“A lot of people feel that because it i3 a business district
it is easy to open up a food service establishment and do
well, but it requires a great amount of creativity in order
to set yourself apart,” Worlsey said.

it was a particular chailenge since the café is only open
from 7:30a.m. to 3 p.m., Monday to Friday, and closed on
the weckends to private parties and catering. Agape only
has a few hours fo make a fasting impression.

Worsley used to do her famous buttermilk-butter
brushed cornbread for catering only but soon after
noticing how well received it was, she put it on the menu
to go along with homemade soups.

“We had to do a ot of other little things that others
may not think of doing to keep their businesses afloat. It
has taken a lat over the years to do that, even in a BID,”
she said.

SRk
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Arpund the helidays the café makes up for lost busi-
ness in the summer months, They are offering fried
turkey and the signature cornbread stuffing this year for
anyone interested in placing orders,

Agape is the oniy place offering fried turkey - another
distinction in addition to the classic, serene coffee house
experience in the bustling business area of Jamaica.

“Customers say we ought to be in Manhattan,” Worlsey
said, "So we coined the slogan, “A slice of Manhattan in
the heart of downtown Jamaica, Queens.”

To place your Thanksgiving order and/or to get more
infarmation you car call Agape Cafe at 718 206-1065,

Agape Blends Café is part of the Sutphin Boulevard
Business Improvement District, which has been
premeting economic development in downtown Jamaica
since 2004.

It currently serves approximately 136 businesses, 56
properties and 39 property owners in addition to commu-
nity residents, and it covers Sutphin Blvd,, from the north
side of Hillside Avenue to the south side of 94th Avenue.

The BID provides sanitation services, graffiti removal,
security and beautification projects such as banner
installmeats, tree planting and hotiday tighting in efforts
to optimize Sutphin Blvd. and make the surrounding
Jamaica area safer.

-Lisa A. Fraser

This is part of a series of Business Hightlights sponsored by the
Sutphin Bowlevard Business Improvement District. For urore
inforination, visit the web site al www.snatphinblvdbid.org

Optical Shop

After nine years of serving customers at the Green Acres Mall in Valley Stream,
Fabulous Optical owners Mark and Baris neticed something.

Most of their customers were coming from Jamaica, Queens and areas nearby.

So they moved a little to the west and now have siores on Sutphin Boulevard and

Spotlight
On

inside Jamaica Colosseum Mall. "We feit that because of the foot traffic, the nearby
courthouse and the major transportation hub of the subwa%nand Long Island railroad,
that downtown Jamaica was ideal for locating a stare,” said Mark Barayev, one of two cousins who are partners
in the business. Today, two years later , despite the fact that the recession has dampsned businass by 30 %,
the %rtners are planning fo open a third store...on Jamaica Avenue!

"We feel the area has ?reat potential,” says Boris {"Benny") Bangiyev, “and once the recession is over we
think we will do very weil because the area's residents have great spending power.”" Bennie is confident of
attracting those customers because Fabulous Optical has “the best frames, the best staff and the best doctors.
We always make sure our customer's satisfaction i guaranteed."” o ]

We also have,” he continued “the largest selection of designer frames, especially in the high end frames,
sunglasses and contact lenses. We have one-hour services, and do glasses on the premises for simple
prescriptions. We call ourselves a cne sfop shop.” . . _

Benny notes that the store has optical professionsals available six days a week to %lnve eye exams and they
%pqept m?ést health insurance coverage including 1199, Hif, UFT, HealthPlus, MTA, Davis Vision and
isionwosld.

While he fists some of the more popular designer frames as Dolce & Gabanna, Cazale, Prada, Versace and
Roca Wear, Bennie said they work with both high and more modest income customers. “We give both good
service,” he said. The staff at Fabulous Opiical speak both Spanish and Russian and are sensitive {o the needs
of African/Caribbean-Americans customers as well,

The partners ars particularly pleased with the Sutphin Boulevard (southwest corner of Jamalca Avenue)
store. “Wa feel it's one of the most beautifui stores on Sutphin
Boulevard,” says Bennie. And according to Bennie, the store has 50% more walk by traffic than the mall
location. He also likes being part of the Sutphin Business Improvement District which keeps the area clean and
helps with marketing.

Nevertheless, the partners stress that their approach to the markets allows far sefving a bread spectrum.
The Colosseum Mall is mare gouth oriented and provides opportunities jor Fabulous Optical to serve that
market. The new store, which they hope to open after Christmas will ba located at 161st and Jamaica few doors
down from the coming Applebees restaurant. )

Next week Mark says the store will offer a special Black Friday promotion providing free eye exams with the
purchase of any pair of glasses ot contact lenses and 30-50% off designer frames. “Eyewear are like clothes
every s often you need to update it.Come on in, we'll make you a good dea! and make you look good.™

Says Sutphin
Blvd location
is ldeal
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Stop by
Your

he holidays have arrived. The crowds have hit the
stores and you'll soon be headed to parties, hav-
ing dinner with friends and getting ready to sec
family. Best Beauty Salon is here to help you forget
that holiday stress and get you looking your best. Pro-
viding excellent service and affordable pricing to the
community for 20 years, Best Beauty Salon’s profes-
sional staff knows their clients by name and can’t wait
to get to know you.

The Best Beauty Salon offers all types of beauty servic-
es including highlights, coloring, relaxers and haircuts for
men, women and children. Whether your hair is straight
or curly, Best Beauty Salon’s stylists will help you look
your best in a clean, safe and friendly environment. Lo-
cated in the heart of Downtown Jamaica, access to the sa-
loris made easy through public transportation (AirTrair,
L.LR.R and Subway at Jamaica Station and Q43, Q44 and

and Look
Best

(320A buses stop right in front of the salon}.

The Best Beauty Salon is located within the Sutphin
Boulevard Business Improvement District (BID). The
BIE» aims to create a clean and safe environment for its
members through supplemental sanitation and security
services. Carla, owner, mentioned her satisfaction with
the BID's performance over the years. Carla is especially
pleased with the BID's dedication to improving the com-
munity and its perception.

The Best Beauty Salon is open seven days a week and is
offering 10 percent off of al services over $50 when you
mention this article, This offer is good through January
31, 2011. For more information or to rake an appoint-
ment, call (718} 526-6464. This advertorial is part of the
Sutphin Boulevard BID's Business Highlight Program.
Please visit www.sutphinbivdbid.org for further infor-
mation.

10% OFF

Any Service
of $50 or More

LADIES + MEN » CHILDREN
89-10 Sutphin Blvd » Jamaica, NY 11435 r»%-w

71852 ol 2

This ad is part of a business spotlight
program spensorad
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THE BEST BEAUTY SALON /New York Daily News) | December 16, 2010



LA CLASS/INFINITY SPORTSWEAR (Queens Chronicle) | December 16, 2010

RAINBOW (Sontheast Queens Press) | January 7, 2011

La Class women’s clothing boutique

"You shouldn’t have to break the bank to look
good.” - That's the motte at La Class women's clothing
boutique, which has been offering deals on brand name
apparel since 2004,

“We accommodate fashion needs in an affordable
way,” said manager Vanessa Bzhadur. *We provide good
service, Qur customers are like friends. We always want
to make them happy.”

Learning to really listen to clients is @ big part of
keeping them satisfied. Bahadur keeps track of the most

requested items, 5o that she can make sure to keep them
in stock. She also asks customers about the fashion
trends they have noticed on the streets so she can geta
jemp on what to order next.

One of the major reasons La Class’ owner decided
to open the location on Sutphin Boulevard is that it is
close to the Long Island Raiiroad and Queens County
Supreme Court, an area where people seem to be partic.
ularly fashion conscious.

La Class carries many of the top name brands of
clothing, shoes, handbags and accessoties including
Levis, Northface, Roca Wear and Baby Phat — and gets
new items in every week,

Customers range in age from
16 to 65 and La Class has apparel
10 suit everyone. *We have sexy
pasty styles and we have conser-
vative styles,” Bahadur said. )
“Everyone can find something.”

Bahadur enjoys helping cust-
omers locate the exact item to suit their needs and has
plenty of success stories.

“Just today a woman came in wearing a crocheted hat
and she said she wanted a new hat without koles because
the air kept going through and she was celd,” Bahadur
recalled. “i showed her some warm hats and she found
one she liked and she bought it on the spot.”

It comes as no surprise with the weather dipping
belew 30 degrees that most customers are interested in
purchasing a warm winter coat to help them deal with
the deep freeze. The most popular brands are Marmot,
Spyder, Guess and Pelle Peile.

“We show them all the styles and give them plenty
of options,” Bahadur said. “We let them try coats on and
test them out. We make sure the body fits well and the
hoed is right for their head.”

Ewvesy though La Class prides itself on offering great

— ADVERTORIAL-
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deals and exceptional customer service, the boutique is
not immune from tough financial times and has been
hit hard by the recession.

“it's been remarkably slow,” Bahadur said. “We are just
praying for it to get better. We offer special holiday sales,
hand out flyers and give discounts on everything.”

La Class is currently offering 20 to 80 percent off on
everything in the store until January 1 and after that the
store will begin its winter clearance sale and pre-spring
discounts.

“We’re not a big store, but customers can get an outfit
from head to toe,” Bahadur said. "It's weli-organized,
one-stop shopping.”

La Class is located at 90-56
Sutphin Boulevard. The store
can be reached at 718-526-6669.
La Class is part of the Sutphin
Boulevard Business Improve-
ment District, which has been
promoting economic develop-
ment in downtown Jamalica since 2004,

The BID currentiy serves approximately 136 busi-
nesses, 56 properties and 39 property owners in addition
to community residents, and it covers Sutphin Blvd.,
from the north of Hillside Avenue to the south side of
94th Avenue.

The BID provides sanitation services, graffiti re-
moval, security and beautification projects such as
banner installments, tree planting and holiday lighting
in efforts to optimize Sutphin Blvd., and make the
surrounding Jamaica areas safer and cleaner.

- AnnMarie Costella

e T 1Y
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This is part of a series of Business Highlights spon-
sored by the Sutphin Boulevard Business Improve-
ment District. For more information, visit the
wehlsite at wwnw.sutphinbivdbid.ory

For Jamaica’s Newest Rainbow Shop

Try Sutphin Blvd.

For women looking for stylish clothes Rainbow Shops makes it easy to sample their inventory. The
chain has scores of stores in Brooklyn and Queans, In Jamaica alone there are five stores. The newest, at
809-18 Sutphin Boulevard is less than a mile from stores on Hillside Averue, Jamaica Avenue, Mersick and
Parsons Boulevard., Nevertheless, District Manager Theodore A. Adams says the Sutphin locaticn
provides a neaded, convenient outiet for daytime shoppers doing business in the area.

“We found that we had shoppers coming to the naw store that lived nearby or worked in the
courthouse,” said Mr. Adams. The new store he discovered was “closest to the customer.”

The new store also gave the parent company, already in an “growth mode” an opportunity to introduce
a "new lock” including new shelving, lighting and graphics not in place at any of the older stores at the
new Sutphin Boutevard location, “We're always looking for a cleaner, sharper image,” says Mr. Adams,

“anyihing to attract the custorer.”

However acccording te Mr. Adams, Rainbow's qualiy, classy clothes for the 4 te 29-year-cld are what
keeps the chain expanding { there are currently three pending openings in Queens.) "We have greai
clubbing and dressy looks for the young, hip set” Mr. Adams said “and we also have sharp outfits
appropriate for business dress and more mature customers.”

Great inventory matched with a liberal return policy has allowed Rainbow to weather this recession
better than mos retailers. “Our return policy is the best in the area. Customers can return an item to any
Rainbow store in any pari of the country, for cash or store credit. Nothing is a final sale for Rainbow, " says
Mr. Adams. Rainbow stores are open 7 days a week. The product line includes jewelry, shoes, hats,
searves, drasses, skirts, pants, jeans, coats, jackets and underwear. “You could come into any of our
stores and shop for a complste outfit. Leave ready for an interview in a couple of hours,” said Mr. Adams.

Another advantage of the new Ralnbow location is participation in the Sutphin Blvd Business
Improvement District (BID). The BID provides sanitation and marketing support for member storas. “it's
a place where all the businasses can come together to discuss ideas, do promotions and find ways fo

bring mare business o the area,” said Mr, Adams.

And more business can lead to jobs, something Mr. Adams and Rainbow, a privately owned company
based in Brooklyn are keenly aware of as they contemplate the Sutphin Blvd store. If we keap opening
stores and hiring an average of 10 persons per store that will be a good thing for t *

Rain I] OW 89.18 Sutphin Blvd.
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Blimpie: More than just a tasty sandwich

For John Albines, the owner of a Blimpic sandwich
shop on Sutphin Boulevard in downtown Jamaica, the busi-
ness is not just about serving up tasty sandwiches at good
prices, it's about treating his cusiomers like they are old
fricnds.

“It’s a small store, where people can sit down and talk
to each other,” Albines said. “Usually people are so busy
rushing around, wearing their iPods, not paying attention
to what's going on around them, so to see them sit down
and have a conversation and interact with cach other — it
makes me feel good.”

Albines, 42, grew up in the very neighborhood where
his business is now located, and he has fond memories of
standing in the snow on the steps of the courthouse and
playing with his brothers in Rufus King Park, but also of
cating ham sandwiches at a Biimpic location on Jamaica
Avenue.

It was onc of the first eateries his family patronized
when they came to Queens from Perg in the 1970s, About
a decade later, Albines and his family moved to Maryland.
When he returned to Jamaica two years ago, having saved
enough money to open his own business and saw a Blimpie
for sale, it seemed like a natural fit. Now, he could share
the same food he loved as a kid
with others and make some money

Albires has found a way to counteract the losses. He offers
catering services, even on holidays, and can easily whip up
delectable edibles for 100 people — perfeet for birthday
parties, church functions, finerals and other gatheriags,
“Business has slowed up a Iittle, because people don’t
spend as much, but it's not horrible,” Albines said. “We
have a lot of competition, so that’s why we have focused on
catering and getting our food cut to other communities.”
Blimpic sells a wide variety of sandwiches, soups and
salads and often offers great meal deals. For example, at
Albines’ shop customers can purchase a six-inch sandwich
with a soda and chips for just $5. And starting next wecek,
he will offer a 4-inch sandwich,
cailed a Blimpie junior, with choice

besides. Hit ,... -, of soup for just $4.95.

“We offer 2 healthier alternative . Blimpie is located at 87-66
to fried foods,” Albines said, “We Sutphln Boulevard Sutphin Blvd, in Jamaica and can
are very comfortable with our cus- - Buiness buiel  pe reached at {718) 658-3337. It is
tomers. We treat them with respect BUSINESS HIGHLIGHTS  pert of the Sutphin Boulevard Busi-

and offer great custamer service.
We show them that we really appreciate their business.”

Albines says that the area surrounding his store is always
bustling with peopie, which was also a big selling point
whesn choosing to operate a business there.

“There are a lot of different people and a lot of different
opportunzties,” he said. “People are always going %o the
courthouse or taking a train to the airport. Its a high-traffic
area.”

Another plus is being a member of the Sutphin Boule-
vard Business Improvement District. Albines says the orga-
nization has offered many helpfil workshops including
ones on how to cut costs and how to get more customers,
They often distribute flyers advertising merchant specials
and give away coupons,

“They are always trying to help the businesses,” Albines
said. “You never feet like you’re on your own.”

Although the recession has had some impact on profits,

ness Improvement District, which
has been promoting economic development in downtown
Jamaica since 2004.

The BID curreatly serves approximately 136 businesses,
56 properties and 39 propesty owners it addition o com-
munity residents, and it covers Sutphin Boulevard from the
north of Hillside Avenue to the south side of 94th Avenue.

The BID provides sanitation services, graffiti removal,
security and beautification projects such as banner install-
ments, tree planting and holiday lighting in efforts to
optimize Sutphin Boulevard and make the surrounding
Jamaica areas safer and cleaner

— Anndfarie Costelfn

This is part of o series of Business Highlights spon-
sored Dy the Sutphin Bouwlevard Business Improve.
ment District, For more fnformation, visit the website
at www.sutphinblvdbid.org
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Grocery Store
Matches
Neighborhood

Diversity

Al Sutphin Beulevard'’s Faur Star Grocery and Vegetable, the borough of Queen's vaunted
reputation for diversity plays out on it's shelves on a dally basis, Owrer Hussein Munassar
says he slocks his store with the special foods his customers seek from Central America
cheese to Indian spices.

Me. Munassar, who was born in Jamaica to parents who immigrated from Yemen,
says southeastern Queens In particular has “always had "a lot of different people, different
races. You see peeple from all over the world hiere, Pakistan, India, Mexico..and everybody gels aleng.” Munassar says
relatives bought the family’s first store, a deli up the block, more than 35 years ago, He ard his partner dought 4 Star
Grocery, 88-72 Sutphin 8lvd., about 12 years ago. He smifes when he says Sutphin Blvd. has been “very good” to his
family.

“We alvzays try 1o have fresh fult and vegetables that come in daily," Mr. Munassar as one of the keys to the success
of the business. And after so many years In the cornmunily he strives to know many of is custorners by their first name.
"We know thelr kids, their family,” he says.

According to Mr. Munassar, the Suiphin Boulevard location not only brings him local customers but many of the
thousands of commuters “people transferring between the bus and the train, or workers from the courthouse across the
street, wha stop in for a couple of items.”

But he says the backbone of the store’s clientele are the area's immigrants; Guyanese, Trinidadians, and folks from El
Salvador, Guatemzla, Honduras, Mexico, India, Pakistan and Bangladesh to name a few. Munassar points proudly to rows
of speclalty meats and cheeses that he stocks especlally for his central American custorners, West Indian fruits and
Indizn rice flavorirgs and spices can also be found in abundange at Four Star.

Mr. Munassar, who walks o the store from the family's nearby home, says they have recently expanded sheir dairy
section to accommadate thelr customers who are trying to eat healthier foods. So they have more yogurts, tortitlas and
health supplements from manufactureres like Seven Seas, Ferrol , $5S tonics and more non-traditional health aldes fike
sanatogen powder.

The small gracery store has noi been immune to the recassion Mr. Munassar sald admitting that business is off
10-15%. “We use to only get people stopping in looking for work about once & month. Now we get paople every day,” he
said. “So many of our customers can't buy as mech i they don't have money.”

Being on Sutphin Boulevard allows Mr. Munassar to participate in the Sutphin Blvd. Business Improvemaent District.
The BID helps iocal businesses connect with business advisors “if they can't answer vour questions" and keeping the
area clean he said.

The area has ceme a long way since 1989 when Mr. Munassay says “People used to drink in the streets without bags
and there was a lof of crime. They would come into your store and take stufl. People used 1o be afraid at night, But after
{former Mayor Rudolph) Guiliani came in he cleaned up the streets big time."

Four Start Grocery and Vegetatle Is open daily untll 11 £.M. on weekdays and untll miinight on weekends.

Sutphin Boulevard

Buwn Hirbaatan P
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BLIMPIE (Queens Chronicle) | January 20, 2011

FOUR STAR GROCERY (Southeast Queens Press) | February 4, 2011



CAPA AGENCY INC. (Queens Chronicle) | March 31, 2011

DOMENICK'S PIZZA {Queens Chronicle) | April 28, 2011

£2015 MIP = SUTB-053403

Capa Agency treats customers like family

Provides all types of insurance - life, house, car, boat - at affordable rates

The Capa Agency, & family-owned business for more
than 25 years, offers all kinds of insurance including
auto, commercial, business, home and boat at afford-
able rates. Best of all they give each client ene-on-one
attention and makes them feel like they are members of
the family.

“We are very aware that many peoaple are not familiar
with insurance, so we iry to explain simply and clearly
all of the options that are available to them,” said owner
Carol Radin. “They can be confident that we will be here
for them. We offer Lhem a sense of security and trust”

The Capa Agency offers low down payments and low
monthly payments, especially on home and aute insur-
ance, and the agency specializes in tow truck coverage.
Radin said her rates are about }0 to 20 percent cheaper
than her average competitor. The agency also helps <li-
ents with losses due to floods, fires and other mishaps.

To entice clients, they offer a free gift to those who
sign up a friend — a $10 gas eard or pre-paid credit card.
Radin wiil even give a $10 policy discount to anyone who
brings in a copy of this article.

“We offer personalized service,”
she said. “We are really a hands-on
ageacy providing assistance with
both payments and cancellations.”

The Capa Agency carries all
major brands of insurance includ-
ing Traveler’s, Metropolitan
Home and Life, Countrywide and
GMAC. They also provide financial services like annui-
ties and IRAs. The agercy has a rotary public on the
premises and can fax documents for their clients.

Radin decided to open a business on Sutphin Bouie-
vard because of the neighborhood’s ethnically diverse
population and ¢lose proximity to transportation.

“We provide services for a neighborhood that doesn’t
have many,” Radin said. “We are in a neighborhood that
is somewhat economically deprived.”

Radin said being able to work with her son, two daugh-
ters and daughter-in-law has been a “blessing” adding, “It
all works out because we know everyone in the neighbor-
hood and they are comfortable with us.”

During the holidays, employees adorn the office with
festive decorations, At Christmas, there is always a plate
of holiday cookies to nibble on, and the agency holds a
raffle where policy holders have the opportunity to win

- ADVERTORIAL~

Sutphin Boulevard
BUSINESS HIGHLIGHTS

a S100 gift basket Last year’s recipient received a lovely
assortment of Godiva chocelates,

Being part of the Sutphin Boulevard Business Improve-
ment District has also been helpful. Since joining they
have noticed how the group has worked to keep the area
clean, safe and free from loitering,

But like many businesses, the Capa Agency has felt the
strain of the economic recession.

“Some people have become more selective, Radin said.
“We are getting more inquirics on how to save money, but
our business has sustained because
we offer affordable rates.

The Capa Agency is located
at 91-16 Sutphin Boulevard in
Jamaica and can be reached at (718)
291-1415. It is part of the Sutphin
Boulevard Business Improvement
Districi, which has been promoting
economic development in downtown Jamaica since 2004.

The BID currentily serves approximately 136
businesses, 56 properties and 39 property owners in addi-
tion to community residents, and it covers Sutphin Boule-
vard from the north of Hillside Avenue to the south side
of 94th Avenue.

The BID provides sanitation services, graffiti remov-
al, seeurity and beautification projects such as bamer
installments, tree planting and holiday lighting in efforts
to optimize Sutphin Boulevard and make the surrounding
Jamaica areas safer and cleaner

Businoss Improvement Ditric)

— Anndarie Costella

This Is part of a series of Business Highlights spon-
sored by the Sutphin Boulevard Business Dmprove-
ment District. For more information, visit the website
at www.sutphinblvdbid.org

2011 MiF « SUTB-053828

Domenick’s Pizza: More than just a great pie

Serving up pasta, hamburgers, wings, garlic knots, calzones and more

if variety is the spice of life, then Domenick’s Pizza is
one heavily scasoned establishment.

The business boasts a2 whopping 24 different kinds of
plzza and 15 diffevent pasta dishes, but that’s gust the begin-
ning, 1t also serves hamburgers, chicken wings, calamari,
garlie knots, calzones, old-fashioned zeppolis and more.

Domenicks Pizza has been serving up tasty Italian
speciaities on Sutphin Boulevard in Jamaica since 1977,
and its owner, Roger Vohra, who teok over the business
five and a half years age, said they have no intention of
stopping any time scon.

“The most important rute is the
customer is always right,” Vohra
said, “The workers are trained to be
in that frame of mind. We also offer

Sutphm Boulevard

Vohra said there are many advantages to being a
member of the Sutphin Boulevard Business Improvement
District, and he has benefited greatly from its help.

“They are on top of everything,” he said. “They work
very well with city agencies, and they try to bring more
people into the area through advertising — those are ail great
things to have.”

The shop offers several distinctive pies like the
Domenick’s special, topped with sausage, pepperoni, meat-
balls, oniens, peppers, mushrooms and anchovies.

Another favorite is the old-fash-
ioned stuffed meat and vegetable
pie, which is filled with cheese,
ham, salami, pepperoni, broccoli,

Sames  Spinach, mushrooms and onions.

a quality product.”

Owning a business on the Boule-
vard has several advantages, Vohra
said, including its close proximity to the train and court-
house, which provides a never-ending stream of hungry
customers of every age, race and nationality. But for those
wlho can’t make it to the shop, fear not, they deliver.

That’s not to say that Domenick’s revenue hasn’t
suffered from the recession, it has. Vohra said it lost 10 to
15 percent of its customers due to the downturn, but it has
managed to stay afloat by offering great combo deals at
discount prices.

For example, customers can purchase a hamburger, 2
slice of pizza and a soda for $5.50; or chicken wings, a slice
and a soda for $6; or two slices and a large soda for $3.25.

On the weekends Domenick’s gives a discount on pies,
which can be purchased for $11 compared to $13.50 during
the week, and on slices — $1.50 compared to $2.23 during
the week.

BUSINESS HIGHLIGHTS

“We get 2 lot of compliments
from our customers whe have hacd-
ly ever seen it eisewhere,” Vohra
said. “It’s very popular.”

Domenick’s also offers a taco pizza pie, which is topped
with ground beef, fettuce, tomato, black olives, onions and
cheese, but no taco shells; and a baked ziti topped pie.

Other popular dishes include the meatball parmigiana,
baked ziti, calamari and stuffed shells,

“It’s a great place and a very good environment,” Vohra
said. “It’s very clean, and we have a friendly, helpful staff?”

Pomenick’s Pizza is located at 87-74 Sutphin Blvd, in
Jamaica and can be reached at (7§8) 523.0230. It is part
of the Sutphin Bouievard Business Improvement District,
which has been promoting economic development in down-
town Jamaica since 2004.

The BID currently serves approximately 136 businesscs,
56 properties and 39 property owners in addition to com-
munity residents, and it covers Sutphin Boulevard from the

- ADVERTORIAL-

rorth of Hillside Avenue to the south side of 94th Avenuc.
The BID provides sanitation services, graffiti remov-
al, security and bezutification projects such as baoner
instailments, tree planting and holiday lighting in efforis to
optimize Sutphin Boulevard and make the surrounding
Jamaica areas safer and cleaner
—Anndfarie Costella

This is part of a series of Business Highlights spon-
sored by the Sutphin Boulevard Business Improve-
wrent District, For mare information, visit the website
at www.sutphtinblvdbid.org
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In these tough economic: times; it is
.1mp0rtant to Support local"bUSinesses .

opic__projects, -including: the
Famiiy: Program " \_J_v_hlch Shir

\}VELL BE’ G FIS &DEL kNeru“Yo;v;k Dr:.i“[y News) | May 8, 20.]1
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ALEX BARBERSHOP VIP (Southeast Queens Press) | May 27, 2011

Buzzing with activity on a typical weekday, the Alex Barbershop has a constant stream of customers Spoﬂighl‘t:f

AI ex B a rb e rs h 0 p walking in the door. All get a famiar, friendly shout from the barbers.

_ - Owner Alex Arjay feels very at home with the Sutphin Boulevard neighborhood; he moved his
. rn ess l 0 n a shop here over 10 years ago. In describing his cholee of Sutphin Blvd,, he noted the
avar-changing mix of people, “It was imporiant to me ta keep my clizntele, to have my
= - husiness on a sirong commercial street that assured plenty of foot traffic, and to have & location that was nearby my own
a I r s e rva Ges a Cueens residence.”

bl .t The factor that sealed the deal, Arfay sald, was his ability to pastner up with the Sulphin Boulevard BID [Business
reasona e ra es Improvement District]. Founded in 2004, the BID helps local businesses thrive. Serving over 135 companies, 56
e . properties, and 39 properly owners, the BID's efforls to keep the area clean and safe have improved the refail and
A . : iy ATELR,
S

business elimate here, said Arjay. With the Sutphin Bivd. 'F' train station a few paces away from the barber shop, and
buses fell of folks from Queens Blvd, Hillside Avenue, and aH along Sutphin Blvd,, the Tocal transit Infrastructure places
customers right at Alex Barbarshop's door.

GLASSER LAW FIRM (Southeast Queens Press) | June 3, 2011

The diversity of the nefghborhood keeps Arjay on his toes: his staif can handle all types and textures of hair, and wili
accommodate any request. A teenager in one chair is getting his red Mohawk neatly trimmed; next to him a dusinessman
enjoys 4 quick haircut, and a third customer ralaxes back for a hot-towel shave, one of the shop's specialties. The staff is
multi-ethnic; Spanish, Russlan, Greek, and Albanian. “We can handle & traglitional businessman's haircut, and also take
care of the young guy having his hair cut ina ‘fade’ or 'spike’ style,” sald Arjay.

He requires his staff 1o be well versed in the lost art of straight-razor, hot-towe! shaving — and every shave customer in
the shap swears that Alex's shaves are the best. Arjay offered, "This is the way to make & customer leyal 1o your business
- provide a service that can't be found just anywhere, and make sure that the service is done well"

Arjay offers some promotions, “We have discounts for senior citizens and kids," ke said, “and I'm werking on special
corporate discounts for employees af some of the larger businesses around this area, And in the future, services for
women will be pari of the shop, 100." Major employers in ihe vibrant Sutphin Blvd. area inctucle the Civil and Supreme
Cousts for Quesns County, the Long !sland Rall Road offices, and the Jamaica AirTrain Teyminal.

Alex Ariay is proudly committed to making sure his business serves the Sutphin Blvd. community: his shop provides
employment for Queens residents and keeps the collars circulating focally. "We are here to give our customers
professional services, with quality, with consistency, with dignity and respect.”

G I L Situated in a modest-looking office directly across from the New York State Supreme SPO*]iQh':.‘"":' '
aSSET aW Court House on Sutphin Boulevard atorney Jack Glasser is fast, focused, and On
straight-forward.

F I rm = St rD n g Glasser maintaing that his firm only takes 3% of the people who ask for his

representation, Wiy such a small portion? The attorney replies with his customary candidness: "Some people

Ad VO cate in An wait too long to approach us with their problems, and accordingly, the issues are beyond any positive

conctusion. | want clients who understand thai we are here to work hard for them, but not on futile legal

Ideal Location ™

Tough words? Yes; his frank remarks are well-earned. Glassers legal career spans 30 years, including time as
an attorney for Fred Trump (Donald Trump’s father) and the Trump family. Not bad for a proud graduate of
Southeast Gueens' own York College!

{ sutphin Boulevard

Glasser's critesia in placing his office on Sutphin Blvd, were simple. He sought out an area convenient to the
courts and one that offers ample traffic. Over the past seven years, the Sutphin Boulevard BID has been
| instrumantal in attracting tenants (ke Jack Glasser's lagal firm, by its efforis to astablish Sutphin Boulevard as
& major commercial strip that provides a diverse array of professionai services and retail stores. Serving over
135 companies, 58 properties, and 39 property owners, the BID Is committed to a ¢iean and safe business
environment. :

“Hanestly, Sutphin is in the very hub of this borough,” Giasser says. “Queens’ fegal activity is centered right
here,and this is where | need to be.”

A premier lawyer in Queens County courts, Glasser is one ofa relatively few attorneys in Queens —and the only
one on Sutphin Boufevard who has been “rated” by his legal peers and judges. Being “ratad” is 2 special
designation that affirms an attorney’s legal skills and influence.

Daspite the economic secessian, his office is handiing 2,000-ptus legal cases. Glasser fully expects the pace to
continue, as legal services are a necessily in business transactions; regardless of the economy, location is a
strong draw.

\ tphin
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The Sutphin Boulevard Business Improvement District, commonly referred to as the Sutphin Boulevard BID,

is a 501(c)3 noc-for-profit organization. The BID was established in 2004 to enhance the quality of life for
its members through supplemental sanitation, marketing, security and holiday lighting services. Managed
by the Sutphin Boulevard District Management Association, Inc. (DMA), the BID serves as an information
source, providing its constituents with business support and access to cost saving programs through business
assistance seminars. The BID services businesses along Sutphin Boulevard between Hillside Avenue and
94th Avenue. The BID acts as an advocate on behalf of its constituents and serves as a catalyst for economic

revitalization along Sutphin Boulevard.

Please visit us at WWW.SUTPHINBLVDBID.ORG for more information about the organization.

For more information about the Spotlight on Sutphin Boulevard BID program please contact:

SIMONE PRICE

FExecutive Director

evar

Business Improvement District

89-00 Sutphin Boulevard, Suite 305¢
Jamaica, New York 11433

T:718 291 2110 F:718 291 2109
E: surphinblvdbid@verizon.net

Small Business
Services
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THE CITY OF NEW YORK
OFFICE OF THE MAYOR
NEW YORK, NY 10607

June 2011

Dear Friends,

Our City’s retail corridors provide jobs for New Yorkers, opportunities for entrepreneurs, and goods
and services for our millions of residents and visitors. They are critically important to our economy and
quality of life, and the Department of Small Business Services’ Avenue NYC is a program dedicated to
strengthening commercial districts in neighborhoods across the City.

Avenue NYC brings together non-profits, merchants associations, and local development corporations
to attract new businesses and create new jobs. And in the past year, Avenue NYC increased its
technical assistance programs and helped even more low- and moderate-income communities meet
the challenges of the economic downturn. Avenue NYC-funded organizations also put more commercial
areas on the road to forming Business Improvement Districts, another terrific sign that our City’s
economy will continue to recover faster than many thought possible.

While we are proud of these achievements, we also recognize that there is still plenty of work to
do. Through innovative partnerships, Avenue NYC will spur private investment, sustain successful
neighborhoods, and build confidence in New York City’s future.

Sincerely,

M/@%7

Michael R. Bloomberg
Mayor
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The Pratt Area Community Council (PACC)

The Pratt Area Community Council (PACC), founded in 1964, serves a 23-block commercial district along Fulton
Street in the Fort Greene/Clinton Hill and Bedford Stuyvesant neighborhoods of Brooklyn and is committed to
improving the quality of life for all the area’s residents.

With the help of Avenue NYC, the organization leveraged its relationships with local property awners, as well a State
allocation of facade improvement capital funds, to begin closing the area’s high vacancy rate. PACC also hosted

a series of Rolling Up the Gates (RUG) Storefront Stroll events which connected local entreprensurs to property
owners with available vacant space. The Rolling Up the Gates events have been widely successful in bringing new
businesses to the Fulton Street corridor.

PACC’s Director of Economic Development, Dale Charles stated,

“avenue NYC funding helped our organization provide the tools and resources an entrepreneur needs before
leasing a commercial space. RUG Storefront Stroll has continuously attracted new businesses to Fulton Street
that complement an already diverse retail mix.”

Over the course of two years, the organization was able to attract a total of 25 new businesses to the commercial
district, 17 new businesses in the 2010 fiscal year alone. So far, PACC has been able to reduce the vacancy rate by
9 percentage points to 14% (down from 23% in 2009).

“It has been tremendously rewarding to assist new entrepreneurs in opening retail businesses. Through RUG
Storefront Stroll and Avenue NYC, PACC helped Tess Gill, a new business owner, identify a commercial space
and provided her with a coniractor and free legal assistance. As a result, she was able to open ‘Brookiyn Victory
Garden,’ a relail store specializing in local grocery and gifts.”

PACC has now begun to share its strategies for retail attraction with other Avenue NYC-funded organizations and
local development corporaiions across the City.

“avenue NYC has helped us to partner with other organizations that are showcasing primary commercial
corridors and attracting new businesses, expanding the assistance we provide to focal enfrepreneurs.”

PACC'S vision of the RUG Storefront Stroll is to create a thriving retail district that continuously reminds
neighborhood residents to shop local - clearly, PACC is well on its way to achieving that goal.

ICTORY

GARDEN
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The New York City Department of Small Business Services' (8BS)

Avenue NYG program funds commercial revitalization initiatives in neighborhood retail districts throughout
the Gity’s five boroughs. Avenue NYC also offers an array of capacity building services designed to enhance

participating non-profit organizations’ abilities to execute impactful programs.

Avenue NYC is funded entirely through Community Development Block
Grant allocations provided by the U.S. Department of Mousing and Urban
Development and targeted towards commercial corridors that serve
neighborhoods federally designated as low- to moderate-income.

Over the last two fiscal years, Avenue NYC has invesied over $4.5
million in commercial revitalization efforts in 89 retail corridors
across the five boroughs.

In fiscal year 2010, the program awarded almost $2.3 million in
grantis to 48 organizations to complete 75 distinct commercial
revitalization projects in the neighborhoods they serve,

These initiatives benefited more than 8,000 businesses across
the commercial corridors served by Avenue NYC.

Funding Categories and Results

In fiscal year 2010, the Avenue NYC program awarded grants in seven project categories: Business Atfraction, Business
Improvement District (BID) Formation/Expansion, Fagade improvement Managemeni, Merchant Organizing, Neighborhood
Economic Development Planning, Placemaking, and Special Commercial Revitalization Initiatives. Although diverse in

their approaches, the goal of every initiative carried out under Avenue NYC is to create and sustain the thriving local retaii
corridors that make New York City unique.

Business Attraction

Special Commercial $362,500 - 16%

Revitalization Initiatives
$489,100 - 21%

BID Formation/Expansion
$217,000 - 10%
Piacemakéﬁg
$217,500 - 10% ;
-




Avenue NYC Invesiment: $362,500
Funded Organizations: 12

A vibrant neighborhood retail district offers residents and visifors
access to a diverse assoriment of goods and services that meet their
needs. Avenue NYC organizations conducting business attraction
campaigns deiermine the needs of their community and which types
of businesses would thrive there. By bringing new business to their
corridors, diversifying the retail mix and filling retail vacancies, they
encourage more investment in their community.

Fiscal Year Highlights

e Attracted 62 businesses to communities

¢« Completed 3 needs assessment surveys and 3 retail market
analyses to identify gaps in the market and to gather pertinent
data that wilt be used to bring new retailers into the district

s Hosted 7 business attraction events that showcased retail
opportunities and resulted in 17 new business openings




Avenue NYC Investment: $217,500
runded Organizations: 9

1 - Contact SBS

A Business Improvement District (BID) is a public / private partnership in
which property and business owners elect to make a collective contribution
to the maintenance, development and promotion of their commercial district 3 - Form Steering Committe

within a defined boundary. BIDs provide a sustainable and community-led 4—Ho]d [nitial' Co'r'nnﬁittefe_'_l\_)iééﬁﬁgﬂ -
mechanism 1o build clean, safe, and desirable commercial districts. Avenue o o o
NYC funds crganizations to form or expand BlDs and tracks their progress
through the eleven-step BID formation/expansion process.

5 - Develop Database
6 - Conduct Needs Asséssment Survey.
7 - Draft Distric Plan
8 - Send Informational Malling
* Funded the formation of the Atlantic Avenue BID that was signed into 9 - Hold First Public Meeting

law in 2011

Fiscal Year Highlights

10 - _H_old :SubSec_:;ue'n'_t' 'P'u_b:ii_c_'Mee{_ing:s' o
* Funded 6 of the 8 BIDs currently in planning across the city, one of which
has progressed fo the legislative approval process

11 - Document Results

o Funded 2 existing BIDs to expand their district boundaries

List of Commercial Districts Funded to Form BIDs

Atlantic Avenue Atlantic Avenue from the Brocoklyn-Queens Brooklyn Heights, Boerum  Brooklyn

Expressway to 4th Avenue Hill, Cobble Hill
Burnside D Burnside Avenue from Hamson Avenue to _f 3 'Morr'is_ Heights = = = . Bronx .
S T e Valentine Avenue S e B L e e
East 116th Street East 116th Street from 5th Avenue to FDR Drsve East Harlem Manhattan
'_Menhét_te_n Aventie- Ervfanha*ttan Avenue from Dr[ggs Avenue to _Qre'enboint' £ ""_-'-f__';'B_r'eeklyn"

C Green Street

Utica Avenue Utica Avenue from East New York Avenue to Crown Heights Brooklyn
Allantic Avenue

Victory Boulevard © . Victory Boulevard from Menn Avenue to S Westerleigh - . Staten Island
L Todt Hill Road S S e e
Westchester Square East Tremont Avenue and Wsihamsbndge Road Wesichester Square Bronx

between Silver Street and Westchester Avenue

List of BIDs Funded for Expansion

Lower East Side BID Lower East Stde Menhattan

Sutphin B_ouieverd BID - : S Do Jamalca AR EOE o Queens



Avenue NYC Investment: $490,084

Funded Organizations: 18

Merchant associations enable individual business owners to collaborate on
a variety of activities that will promote their business, beauiify their district,
educate consumers and merchants, and, ultimately, increase sales revenue.
Avenue NYC funds groups to organize merchants to form new associations
or 1o revitalize existing ones. In addition to meeting organizing mitesiones,
funded groups execute at least one commercial revitalization initiative during
the year, such as a marketing campaign or a community clean-up project.

Fiscal Year Highlights

e Created 12 new merchant associations and revitalized 156 existing
merchant associations

o Incorporated 2 new merchant associations as nonprofits in New York State

e Obtained 501(c)3 tax exempt status for 4 merchant asscciations

e Hosted 16 promotional events that brought shoppers to the district

s Organized and held 68 merchant mestings encouraging collaboration

» Recruited a total of 163 new business owners 1o become active in

merchant associations

Avenue NYC funds organizations to create shopping districts that consumers recognize as excellent places to shop, work,
and do business. Organizations funded for Placemaking develop and execute marketing initiatives that highlight the unique
physical, cultural, and retail attributes of their commercial corridor. Placemaking programs aim to attract shoppers and ulti-
mately, to solidify the area’s reputation as a commercial destination and/or vibranti retail corridor.

Fiscal Year Highlights

e Launched 9 district marketing campaigns to attract more business to neighborhood retail corridors
« Hosted 4 large-scale promotional events that brought shoppers to the district
o Created 2 district newsletiers that highlighted local businesses and neighborhood happenings

8



Avenue NYC Investment: $200,000
runded Organizations: 8

Physical improvements to storefronts add aesthetic and economic
value to the commercial corridor, atiracting more customers and
increasing sales as well as encouraging new businesses to locate

in a particular district. Avenue NYC funds organizations that have
already secured construction capital through the New York State
Office of Community Renewal’s Main Street Program to manage
facade improvement programs. Avenue NYC covers costs related to
design, marketing and program administration.

Fiscal Year Highlights

» {tilized funding to cover soft costs of facade
improvement projects
- 4 organizations started marketing campaigns to
advertise the fagade improverent program
- 5 organizations hired architectural consuliants 1o
produce design renderings

= Improved 16 ground-floor retail facades of businesses located
in 8 commercial corridors

o Facilitated the investment of $1,916,782 in capital

improvementis 1o storefront facades




Avenue NYC Investment: $290,000
Funded Organizations: 9

Comprehensive economic development plans provide neighborhood
organizations with the blueprint necessary to foster both long- and
short-term commerciai growth. Avenue NYC provides funding to
organizations to undertake planning projects that will be utilized

1o understand community needs and preferences, attract new
businesses, spur physical development, and influence policy and
zoning changes.

Fiscal Year Highlights

o Produced 5 retail market and land use analyses that will be used
to atfract new businesses, influence zoning, and encourage
development of soft sites

s Created 3 capital improvement plans, including the development
of new public spaces

¢ Generated 1 community needs assessment and strategic plan for
a corridor that will spur future commercial revitalization efforts

Church Avenue Business Improvement East Flatbush, Brooklyn

District

Cypress Hl”S Local Development

_ Cypress Hllls/Eest New York,
Corpo:at:on S :

e Brookiyn.

Greater Jamazca Development Corporatlon Downtown .Jamalca Queens

Long lsEand Clty Busmess Development 'L'on'g Eelend City, Queens
:Corporatlon : R IR R

Merchanis of Third Avenue CIVIC Bay Ridge, Brooklyn
Improvement Association

lvlyrtie Avenué Revitalization P_ro;'eoi LDC. . Fort Greene, Brooklyn '

Pitkin Avenue District Managesment Brownsville, Brooklyn
Association

South Bronx Overal! Economic- - - . Crames _Squafe‘, B'r'or_ax Do
Development Corporatlon T B
West Brighton Community Looal Castleton, Staten Island
Development Corporation

16

- Merl{et Analysis and Filete"'”'A_ ra
Parking Facilities Development Plan
" Market Analysis and Retail Attractio

Market Analysis and Retail Attractio

Land Use Plan

Needs Assessment and Strateg c Pla
Corridor :



Avenue NYC Investment: $489,100
Funded Organizations: 9

Special Commercial Revitalization Initiatives are innovative programs that do not fit into one of the other Avenue NYC

project categories, but still draw on the sirengths and distinctiveness of their respective commercial districts to produce

measurable improvement in the commercial life of the community.

Fiscal Year Highlights

o Provided technical assistance and programmatic support to 35 nonprofit economic development organizations across

3 boroughs

» Activated public spaces in Downtown Jamaica in the evening to encourage night-time business activity

s Coliaborated with the New York City Department of Transportation to develop designs and business plans for 2 new

public plazas

e Placed art in vacant storefronts during community events as a means to activate the commercial corridor

Queens Economic Development Corporation

The Queens Economic Development Corporation {QEDC) has been assisting small
businesses, promoting neighborhoods, and encouraging investment across the borough
of Queens since 1977. The organization collaborates with key community stakeholders
and local organizations to revitalize their commercial districts. In fiscal year 2010, QEDC
was funded through Avenue NYC to strengthen and grow the capacity of community
development corporations across the borough.

QEDC was effective in strengthening the capacity of two new organizations: the Farmers

Boulevard Community Development Corporation (Farmers Boulevard CDC) in St. Albans and

the Richmond Hill Economic Development Council (RHEDC) working on Liberty Avenue. With the support of QEDC,
the Farmers Boulevard CDC implemented two community clean-up days, secured a grant 1o paint a mural and
beautify the neighborhood, and built a new website. The success of QEDC’s work with this community organization
led to three new businesses opening on Farmers Boulevard in the past year, thereby reducing the vacancy rate,
growing the local economy, and adding vibrancy to a previously distressed corridor.

QEDG created a business inventory for Liberty Avenue in Richmond Hill and assisted RHEDC in applying for 501(c)
3 tax status. QEDC also completed retail market analyses, identifying community strengths and weaknesses,
development opportunities, and demographic information for both Farmers Boaulevard CDC and RHEDC. With the
support and additional capacity of QEDC, RHEDC secured an Avenue NYC grant for fiscal year 2011 and is now
organizing business owners along Liberty Avenue with the goal of making their community cleaner and safer.

Thanks to QEDC’s work with these organizations, merchants on Farmers Boulevard and Liberty Avenue now have
reliable local organizations with the resources to help their corridors grow and thrive.



Having strong local partners is crucial to implementing successful commercial revitalization initiatives. In addition to the
critical funding provided through Avenue NYC, SBS offers community-based organizations a broad range of trainings and
services aimed at building their capacity. In fiscal year 2010, Avenue NYC partnered with 3 non-profit services providers to
i and Board members of Avenue NYC organizations. in addition,

provide over 1,200 hours of training to more than 80 s
Avenue NYG roundtables provided organizations the opportunity to learn programmatic strategies and tactics from their
peers and exchange best practices.

Non-Profit Management Training and Consulting Support

The Support Center for Nonprofit Management provided Avenue NYC graniees with a series of 15 half-day workshops
that included five training modules focusing on the following organizational development topics: Fund Development, Non-
Profit Financial Management, Board Development, Program Evaluation, and Strategic Planning.

SBS also piloted one-on-one technical assistance in three areas, Non-Profit Financial Management, Board Development,
and Strategic Planning. Avenue NYGC-funded organizations that completed modules in these areas received up io 20 hours
of one-on-one consulting from the Support Center for Nonprofit Management to address specific challenges that their
organizations face.

Non-Profit Governance and Legal Training

Experts from the Lawyers Alliance for New Yorlk provided Avenue NYC grantees with training on a range of legal topics
affecting the non-profit sector. Over the course of 4 workshops that benefited more than 33 organizations, the Lawyers
Alliance shared the latest information on human resources law and regulation, Board governance responsibilities, fundraising
legal considerations, and best practices in organizational by-laws.

Website Development Support

Avenue NYC partnered with NPower New York to develop websites that promote the services of participating organizations
and the businesses that they serve. Through the website development program, selected organizations received a
professionally-designed website as well as a series of trainings on how to manage and update website content.
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1n EY2010 Avenue NYGC created 15 websites that promoted a total of
2 322 local businesses in retail corridors across the City.
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Southwest Brooklyn Industrial Development Corporation

In fiscal year 2010 The Southwest Brooklyn Industrial Development Corporation
(SBIDC) was funded through Avenue NYC to complete work in the Business
Attraction, Merchant Qrganizing, and Fagade Improvement Management program
categoties in the Red Hook section of Brooklyn. The organization has been working
to strengthen the communities of Southwest Brooklyn for decades and has recently
completed high-impact projects that help to redefine public perceptions of this
waterfront community. A perfect example lies in the story of Nate's Pharmacy, as
described by Elizabeth Demetriou from SBIDC:

“For years, pharmacy customers in Red Hook have had to commuricate with
their pharmacist through a thick pane of bulletproof glass, not only o fill
prescriptions but also to ask for over the counier heaith care items. But thanks
to a partnership with SBIDG, Avenue NYC and Mew York State’s Main Street
Program, all that has changed. The barrier has come down, the interior of the
pharmacy has undergone a remarkable transformation, and co-owners Bernie
Glezerman and Boris Natenzon, are finally able truly to invite the community in.”

In addition to interior renovations, the organization instituted a number of projects 1o change the streetscape
appearance of the neighborhood, in particutar Van Brunt Street:

“In the last fiscal year SBIDC completed three building renovation projects resulting in a total investment

of over $350,000 along Van Brunt Sireet in Red Hook. As a result, two businesses {Dry Dock & Suite Hair
Boutigue) were able to open their doors. In addition, SBIDC installed 11 high-end litter receptacles along Van
Brunt Street as part of the Department of Sanitation’s Sponsor a Basket Program. Several years ago, SBIDC
staff noticed the lack of adequate litter receptacles along Van Brunt Street in Red Hook SBIDC staff formed

a Main Street Committee made up of Red Hoock business owners and residents to help design a recepiacle
unigue to the neighborhood. The result was a design that not only achieves the goals of discouraging dumping
and graffiti but also highlights this Brooklyn neighborhood’s waterfront past and present.”

With financial support and capacity building services provided through Avenue NYC, SBIDC has been able to
enhance the physical environment in Red Hook’s retail district, resulting in a more vibrant place for merchants,
residents and visitors to do business.

“ have attended several training sessions offered by SBS

and | find that they were very useful. By bringing people

from different organizaiions together to share sirategies that
work, and those that don't, they provide a valuable service to
grantees. In addition to being informative, these sessions aflow
groups to get together in informal ways and create valuable
connections that last long after the sessions are ovet.”

Elizabeth Demetriou

Director of Revitalization and Development
Southwest Brooklyn Industrial Development
Corporation {SBIDC)







Organizational Investment by Borough

Bronx-Based Organizations

1. 161ST STREET BUSINESS IMPROVEMENT DISTRICT
Special Gommercial Revitalization Initiatives: $25,000

The 161st Street BID launched operational activities in fiscal year 2010,
which included the creation of a logo and a virtual presence for the BID.
The BID also sponsored winter programming, including the opening of an
outdoor ice skating rink in the district.

2. ASSCOCIATION OF MERCHANTS & BUSINESS
PROFESSIONALS OF WESTCHESTER SQUARE

Business Improvement District (BID) Formation: $25,000*

The organization drafted a District Plan for the Westchester Square BID-in-
planning, completing 7 of the 11 steps required o form a BID”

3. BRONX BUSINESS ALLIANGE (BBA)

Facade Improvement Management: $25,000

Merchant Organizing: $50,000

BBA administered a $200,000 New York State Main Street Grant and
worked with an architect to draft design renderings. BBA hired 5 merchant
organizers to provide support for 10 emerging merchant associations in
the Bronx, sponsoring 5 holiday events and 3 sidewalk sales.

4, BRONX COUNCIL ON THE ARTS INC. (BCA)

Special Commercial Revitalization Initiatives: $25,000

BCA engagad the husinesses located in Westchester Square by collabo-
rating on arts-based economic development programs. They placed artin
vacant storefronts as a means fo activate the corridor and by hesting an
arts festival in Dolan Park.

*REFER TO PAGE 7 FOR BID FORMATION STEP EXPLANATION

5. BRONX OVERALL ECONOMIC

DEVELOPMENT CORPORATION (BOEDC)

Merchant Organizing: $25,000

Special Commercial Revitalization Initiatives: $25,000

BOEDC worked with the Boston Road Merchants Association to develop a
database of all members, non-members, and property owners and to dou-
ble the group’s membership. BOEDG alse provided technical assistance
to organizations in the Bronx by hosting a variety of workshops and by
producing specialized GIS maps highlighting each organization's respec-
tive corridor.

6. DAVIDSON COMMUNITY CENTER (DCQ)

Business Improvement District Formation: $25,000*

DCC engaged in a BID formation program on Burnside Avenue in the Morris
Heights section of the Bronx, completing a needs assessment survey and
a district plan.

7. MORRISANIA REVITALIZATION CORPORATION (MRC)
Merchant Organizing: $25,000

MRC worked towards creating a self-sustaining Merchants Associa-
tion on 169th Strest capable of accomplishing leng-term goals such as
streetscape improvements, business attraction, and a reduction in com-
mercial vacancy rates.

8. MOSHOLU PRESERVATION CORPORATION (MPC)
Merghant Organizing: $25,000

MPC worked towards revitalizing the Kingsbridge Road Merchants As-
sociation. MPC was abie to recruit a leadership body, host promotional
events, and begin developing a unified merchant plan for the proposed
development of the Kingsbridge Armory.

8. SOUTHERN BOULEVARD

BUSINESS IMPROVEMENT DISTRICT

Business Attraction: $25,000

The SoBoBID identified barriers to filling commercial vacancies, estab-
lished a caunter-strategy and outreached to national chains and other re-
tailers that fit the needs of the community. Through ihis initiative SoBoBID
was able to attract a business to their corridor.

10. SOUTH BRONXY OVERALL ECONCMIC
DEVELOPMENT CORPORATION {SOBRQ)}

Neighborhood Economic Development Planning: $50,000

Special Commercial Revitalization Initiatives: $50,000

SoBRO completed a streetscape study, blueprints, and design vision for
Crames Square, as well as a design for improvements and a memoriat to
be built in Roberte Clemente Plaza.

1. WOMEN'S HOUSING AND ECONOMIC
DEVELOPMENT CORPORATION (WHEDCG)

Business Atraction: $25,000

Merchant Organizing: $50,000

WHEDCo aitracted a business to their corridor by ulilizing its retail toolkit
markeiing materials and by partnering with business assistance groups to
identify new entrepreneurs and small businesses. WHEDCo also engaged
the Southern Boulevard Merchants Association to promote the businesses
alang the corridor.
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Brooklyn-Based Organizations

12. ASTELLA DEVELOPMENT CORPORATICON (ADC)
Piacemaking: $25,000

ADC published 2 issues of Astella Action News. With a circulation of 6,000,
each issue was mailed to residents and organizations as welt as distrib-
uted in public places and to Jocal merchants. Each publication ran ads
from local businesses, included a section welcoming new businesses 10
the neighborhood, featured stories of local business owners, and reported
on communify news and events.

13, ATLANTIC AVENUE BETTERMENT

ASSOCIATION (AABA)

Business Improvement District {BID) Formation: $15,000*

AABA was funded to complete the BID formation process along Atlantic
Avenue. The organization held public meetings, produced informational
brochures and sent 2 mass mailings to all property owners. AABA submit-
ted all of the required documents for BID formation and is in the legisiative
approval process.

14. BEDFORD STUYVESANT RESTORATION
CORPORATION (BSRC)

Business Attraction: $42,500

BSRC was attracted 4 businesses o their corridor by hosting 3 “rolling up
the gates” events.

15. BROOKLYN ECONOMIC DEVELOPMENT
CORPCRATION (BEDC)

Business Improvement District (BID) Formation: $25,000*

Business Attraction: $25,000

Special Commercial Revitalization Initiatives: $100,000

BEDC worked with the Utica Avenue Eastern Parkway Local Development
Corporation to organize property and business owners and completed
steps three through seven in the BID formation process. BEDG also pro-
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vided interns to 15 organizations to carry out discrete projects. BEDC pro-
vided technical assistance to organizations in Brooklyn through a series of
workshops and seminars. BEDC conducted consumer surveys of 4 com-
mercial corridors in an effort to attract targeted retail businesses.

16. CHURCH AVENUE

BUSINESS IMPROVEMENT DISTRICT

Neighborhood Economic Development Planning: $25,000

The BID examined land use, zoning, soft sites, and retail conditions along
their corridor to develop a Concept Plan for Caney Island Avenue from
Parkside to Corielyou Road.

17, CYPRESS HILLS LOCAL DEVELOFPMENT
CORPORATION (CHLDC)

Neighborhood Economic Development Planning: $25,000

CHLDC partnered with the Pratt Center for Community Development and
conducted a Retail Market Analysis of 2 commercial sireets to understand
the current retail market and to outline development plans.

18. EAST WILLIANMSBURS VALLEY INDUSTRIAL
DEVELOPMENT CORPORATION (EWVIDCQO)

Werchant Organizing: $40,000

EWVIDCO created, incorporated, and marketed the Norihside Merchants As-
sociation to tenants and business owners in Witliamsburg, Greenpoint, and
parts of Bushwick. EWVIDCO also built a website for the Northside Mer-
chants Association as part of the Avenue NYC Website Development Program.

49, ERASMUS NEIGHBORHOOD FEDERATION (ENF)
Merchant Organizing: $7,500

Placemaking: $17,500

ENF formed a Merchant Association Steering Commitlee and hosted a
sidewalk sale. ENF also held 2 events, a “Tasie of Church Avenue” fea-
turing Caribhean restaurants and a “Salon Ladies Night” featuring local
beauty salons.

20. FLATBUSH DEVELOPMENT CCRPORATION (FDC)
Business Attraction: $25,000

Merchant Organizing: $12,500

Through retail tours and a maintaining a vacancy database, FDC attracted
& new husinesses to the corridor. FDC grew the Cortelyou Road Merchants
association to 21 merchants and has expanded the capacity of the organi-
zation by setting up temporary block captains.

21. MEART OF BROOKLYN CULTURAL

PARTNERSHIF {(HOB)

Merchant Grganizing: $40,000

Placemaking: $40,000

HOB organized a district marketing campaign and completed a merchant
survey for business owners along Washington Avenue in Prospect Heights.
Under its Placemaking initiative, HOB enticed visitors to the corridor
through promational events and a free shuttle to local cultural draws.

22, MERCHANTS OF THIRD AVENUE

CIVIC IMPROVEMENT ASSOCIATION

Neighborhood Economic Development Planning: $25,000

The Merchants of Third Avenue Association conducted a Bay Ridge con-
sumer needs assessment study and devised a profile report of area resi-
dents. From this report, recommendations were issued to be used in future
promotional activities.

*REFER TO PAGE 7 FOR BID FORMATION STEP EXPLANATION



23, MYRTLE AVENUE REVITALIZATION PROJECT
LOCAL DEVELOPMENT CORPORATION (MARP)

Fagade Improvement Management: $25,000

Neighborhood Economic Development Planning: $25,000

Special Commercial Revitalization: $25,000

MARP completed 6 fagade improvements and have laid the groundwork for
a Parking Impraovement District to be established underneath the Brook-
fyn-Queens Expressway. MARP created plans for a public plaza, which
included putting together an advisory committee, soliciting feedback, and
completing signage designs.

24, NORTH BROOKLYN DEVELOPMENT

CORPORATION (NBDC)

Business improvement District Formation: $25,000*

NBDC completed a District Plan for the potential Manhattan Avenue BID,
thereby completing step 7 of the BID formaticn process.

25. PITKIN AVENUE

BUSINESS IMPROVEMENT DISTRICT

Business Attraction: $25,000

The BID conducted a comprehensive retail study to aid ihe organization
in prieritizing future initiatives and to better understand the retail market
potential of the Brownsville area.

26. PRATT AREA COMMUNITY COUNCIL (PACC)
Business Attraction: $25,000

Fagade Improvement Management: $25,000

PACC attracted 17 new businesses to their corridor on Fulton Street
through the organization's “Rolling Up the Gates” storeiront stroll events.
Under their Facade improvement project, PACG compleied a renovation
and has started construction on an additional 3 facades.

27. RIDGEWOOD BUSHWICK SENIOR

CITIZENS COUNCIL (RBSCC):

Business Atiraction: $25,000

Fagade Improvement Management: $25,000

Special Commercial Revitalization: $50,000

RBSCC developed a comprehensive neighborhood profile that hightighted
available spaces, created a sell sheet for specific properties, and ultimate-
ly, attracted 8 businesses fo their targat area. The organization renovated
B fagades in conjunction with a New York State Main Street grant and
developed an advisery commitiee to secure local stakeholder inpui for &
public plaza to be built on the southwest corner of Myrtle and Knicker-
hocker Avenues.

28. SOUTHWEST BROOCKLYN INDUSTRIAL
DEVELOPMENT CORPORATION (SBIDQC)

Business Attraction: $25,000

Fagade Improvement Management: $25,000

Merchant Organizing: $25,000

SBIDC attracted 4 businesses to their target area in Red Hook and man-
aged a New York State Main Street Program, improving 8 fagades. SBIDC
also worked to establish the Red Hook Economic Development merchant
association, where it created Board Committees and initiated the process
of incorporation and gaining 501{c)3 status.

*REFER TO PAGE 7 FOR BiD FORMATION STEP EXPLANATION

Manhattan-Based Organizations

20, AUDUBON PARTNERSHIP FOR ECONOMIC
DEVELOPMENT (APED)

Merchant Organizing: $25,000

APED conducted a merchant retail survey of over 160 merchants, con-
ducted 5 workshops for local businesses, developed and published a
maonthly e-newsletter, and recruited 28 merchants to the newly-created
Inwood Merchants Association.

30. CONMMUNITY LEAGUE OF THE HEIGHTS (CLOTH):
Merchant Organizing: $30,000

Placemaking: $40,000

CLOTH worked to expand the Broadway United Businesses {BUB) mer-
chant organization by hosting monihly merchant meetings/workshops,
identifying 2 corridor block representatives and an Execulive Committee
member to serve in the merchants group, CLOTH also established a net-
work of 21 community-based organizations and a Tourism Roundtabie that
collaborated to promote and draw visitors to Washington Heights.

31. EAST HARLEM BUSINESS CAPITAL

CORPORATION (EMBCQO)

Business Improvement District {BID) Formation/Expansion: $40,000*
Merchant Organizing: $25,000

Placemaking: $25,000

EHBCC completed steps 1 through 5 in the BID Formation process, recruit-
ing over 25 members, and hosted the first annual East Harlem Restaurant
Week. The organization alse produced 2 issues of the “East Harlem Hap-
penings” e-zine, designed to spotlight the wide variety of food, arts, music,
and cuttural institutions that makes East Harlem unique.

32, HARLEM BUSINESS ASSCCIATION (HBA)
Placemaking: $25,000
HBA recruited 30 businesses to sponsor and participate in a seasonal
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“Harlem for the Holidays” campaign. The campaign yielded a reported
25% increase in foot traffic to the corridor.

33. HARLEM CONGREGATIONS FOR COMMUNITY
IVIPROVEMENT (HCCH

Business Attraction: $25,000

Fagade Improvement Management: $25,000

HCCI attracted 9 businesses to their target corridor in the Bradhurst sec-
tion of Manhattan and instituted a “model storefront” program in the area
through which the organization redesigned 2 fagades.

34, HERITAGE HEALTH AND HOUSING, ING (HHH)

Fagade Improvement Management: $25,000

HHH obtained general architectural design renderings to market their pro-
gram to local businesses, and, after merchant buy-in, were able 1o rede-
sign 2 fagades.

35. LOWER EAST SIDE

BUSINESS IMPROVEMENT DISTRICT

Business Improvement District (BID} Expansion: $12,500

The LESBID worked towards expanding the boundaries of the BID, which
included surveying merchants, growing steering committee membership,
and developing a database of owners and merchants.

Queens-Based Organizations

36. CORONA COMMUNITY ACTION NETWORK

Merchant Organizing: $25,000

CCAN recruited 20 new members to their merchanis association, pro-
duced a Merchant Guide, and are in the process of revising their business
database.

a37. DOWNTOWN FLUSHING TRANSIT HUB

BUSINESS IMPROVEMENT DISTRICT

Placemaking: $20,000

The Flushing BID created marketing materials and implemented events,
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including discount passports and a seasonal calendar of events that sup-
ported the re-branding of Downtown Flushing.

38, GREATER JAMAICA DEVELOPMENT

CORPORATION (GJDC)

Business Attraction: $75,000

Neighborhood Economic Development Planning: $40,000

GJDC reached out to brokers, prospective businesses, corporations, and
public-sector agencies, attracting 12 businesses to the corridor, and con-
ducted an analysis of the corridor to help identify sites and potential fund-
ing sources for additional affordable parking in the district.

30, JAMAICA CENTER

RBUSINESS IMPROVEMENT DISTRICT

Special Commercial Revitalization Initiatives: $14,100

The Jamaica Center BID partnerad with other local community organiza-
tions to produce and market outdoar movie nights in King Rufus Park and
also hosted 4 merchant breakfasts for business owners in their area edu-
cate them on support resources available and to encourage coliaboration.

40. LONG ISLAND CITY BUSINESS DEVELOPMENT
CORPORATION (LICBDC)

Neighborhood Economic Development Planning: $25,000

LICBDC hired a consultant to research current and future development and
demographic shifts in Long Istand City, resulting in a plan of current and
projected commercial and residential demand.

41, QUEENS ECONOMIC DEVELOPMENT
CORPORATION (QEDCQC)

Special Commercial Revitalization Initiatives: $125,000

QEDC worked with a number of Queens-based organizations to execute
capacity building projects. QEDC worked with the board members of
Corona C.A.N., Farmers Boulevard CDC, Richmond Hill CDC, and LDC of
Laurelton, Rosedale & Springfield Gardens to conduct merchant ouireach,
corridor analyses, and implement corridor improvement initiatives. QEDC
also hired interns to survey business district and to enhance the program-
matic capacity of emerging organizations.

42, ROCKAWAY DEVELOPMENT & REVITALIZATION
CORPORATION (RDRC)

Business Attraction: $20,000

Merchant Organizing: $20,000

RDRC created a mare diverse retail mix by attracting 8 new businesses fo
the corridor, identifying and appointing teadership for its merchants as-
sociation, and hosting 2 merchant meetings.

43, SUTPHIN BOULEVARD

BUSINESS IMPROVEMENT DISTRICY

Business Improvement Disirict Formation/Expansion: $25,000
Placemaking: $25,000

SBBID compleled steps 7 of 11 in the BID expansion process by creating
and distributing a needs assessment survey, reaching out to constiiuents
within the proposed expanded BID boundaries, and drafting a district plan.
The organization also created and distributed a coupon passhook and
2010 man, a district guide, and hired gresters to distribute the marketing
coliateral at the Air Terminal entrance.

*REFER TO PAGE 7 FOR BID FORMATION STEP EXPLANATION.



Staten Island-Based Organizations

44, BAYVIEW COMMUNITY COUNCIL (BCC)

Fagade Improvement Management Program: $25,000

In conjunction with the Tompkinsville Improvement Program, BCC pro-
moted their fagade program through print and onfine marketing, hired an
architect to create renderings of fagade improvements, and completed 2
impravement projects.

45 NORTHFIELD COMMUNITY LOCAL DEVELOPMENTY
CORPORATION (NCLDC)

Business Attraction: $25,000

Merchant Organizing: $25,000

NCLDE organized showcase events, such as the “Commercial Reaitor Bus
Teur,” that highlighted available commercial market space io potential
business owners and which attracied 5 new husinesses. The arganization
also partnered with the Port Richmond Board of Trade to grow NCLDC's
mentorship program which partners fledgling businesses with established
businesses to help betier position the newer business for growth and suc-
cess.

46, WEST BRIGHTON COMMUNITY LOCAL
DEVELOPMENT CCRPORATION (WBCLDC)

Business improvement District (BID) Formation/Expansion: $25,000*
Merchant Organizing: $10,000

Neighborheod Econemic Development Planning: $50,000

Special Commercial Revitalization Initiatives: $25,000

WBCLDC hosted steering committee meetings and gained buy-in from
key property owners, progressing the Victory Boulevard BID to the final
planning stages. WBCLDG also created a commercial property database,
hosted 2 business seminars, and created and completed a needs assess-
ment survey of the corridor which identified sirengths and weaknesses of
the area.

*REFER TO PAGE 7 FOR BID FORMATION STEP EXPLANATION
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TESTIMONY TO THE NEW YORK CITY COUNCIL COMMITTEE ON SMALL BUSINESS

By Laurel Brown
Executive Director, Jamaica Center Business Improvement District

Council Member Reyna and members of the New York City Council Committee on Small
Business:

I. INTRODUCTION

My name is Laurel Brown, and I am the Executive Director of the Jamaica Center Business
Improvement District, located in downtown Jamaica Queens. I am also honored to say that
I am an alumnus of the inaugural class of the Coro Neighborhood Leadership program.

On behalf of downtown Jamaica and my district - [ want to thank you for this opportunity
to offer testimony on ways that the Dept. of Small Business Services’ innovative
Neighborhood Leadership (NL) program has helped to improve our collective of
neighborhoods across New York City:

II. FORASMALL BID - THE B1G TASK OF IMPROVING A NEIGHBORHOOD

When you are called to “improve” a neighborhood - as business improvement district
directors such as myself are called to do - almost definitionally you are tasked with
changing that neighborhood.

The reality is that for me, or any district leader to effectuate change, especially in a
neighborhood like Jamaica, is truly a monumental task because there are so many
competing priorities and stakeholders that we have to account for: in Jamaica we have
over 600,000 residents, a major transportation hub, over 300 retail businesses, hundreds
more office and service businesses, over 100,000 daily visitors in a 15 block stretch, stiff
competition from malls of neighboring Long Island, and rampant misperceptions about the
neighborhood - all this must to be contended with in order to do our job of “improving” the
area.

Without NL, for a neighborhood leader such as myself who is relatively young and
relatively new, the sheer gravity of the idea that I might have to wade through all of this
might have been intimidating, and could have lured me to make small, safe and ultimately
less impactful decisions, rather than taking on the bold, visionary change making decisions
that might be more risky but groundbreaking.

Testimony of Laurel Brown to the NYC Council Committee on Small Business

1/19/2012
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III. LESSONS FROM THE NEIGHBORHOOD LEADERSHIP PROGRAM

At the cornerstone of what I learned from NL is the idea that change (changing or
improving a neighborhood) is all about making people feel uncomfortable - and that is
okay.

As a leader in downtown Jamaica, one of the biggest changes that I am hoping to achieve for
my district, is to change people’s misperceptions about the area. As NL has taught me, I
cannot change something without disrupting the status quo. And I cannot disrupt the
status quo without making some stakeholders feel uncomfortable. Ijust have to accept that
and adapt accordingly.

I have directly applied these lessons to how I manage my district. In this past year I have
doubled the size of our staff and pioneered various programs for my district, including a
new district marketing campaign, a new visual merchandising program and a marquee
cultural tourism event. [See accompanying examples]

IV. NEIGHBORHOOD LEADERSHIP PROVIDES A NETWORK OF EXPERTS FOR
NEIGHBORHOOD CHANGE

Moreover, practically speaking, to effectuate meaningful change in a commercial district,
requires staff power that a small to mid-sized BID like mine does not necessarily have the
luxury to afford.

What Neighborhood Leadership has given me, in the absence of a large staff, is a large
network - a network of leaders and experts in commercial revitalization. As a NL
participant, I had and continue to have direct and intimate access to some of the leading
change makers in commercial revitalization and economic development - such as when [
and four colleagues met with Dan Nissenbaum, the Chief Operating Officer at Goldman
Sachs’ private equity Urban Investment Group to ask for advice about resources to obtain
financing for businesses in our districts. This has been invaluable to my organization.

V. THANK YOU TO THE DEPT. OF SMALL BUSINESS SERVICES

It has been an honor to be a member of the inaugural cohort of the Neighborhood
Leadership Program. Commissioner Walsh and the staff at the Department of Small
Business Services (SBS) have been exceedingly supportive of our work to strengthen the
community and businesses within our respective districts; their Neighborhood Leadership
program is a shining example of their innovation and a testament to their commitment to
us and the work we do for our neighborhoods.

Testimony of Laurel Brown to the NYC Council Committee on Small Business
1/19/2012
Page 2 of 2
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[J infavor - [ in opposition /
< . Date: //q /?-—

EEEE : (PLEASE PRINT) -
. Name: Sosqvh L/Ten

 Addrew:  WYCEDC, (D Wl (iAn S€ EF L
- 1 represent: N((C E'D( / . S
Address: ” (ro C/(/ (,'4—,4 S E _

‘ ’ © Please complete this card and return to lhe 9ergeam-a: Arms . ‘ .-



THE CITY OF NEW YORK

Appearance Card

I'intend to appear and speak onInt. No. _____ Res. No.
2 infaver [J in opposition

Date: /l/[j ‘/}L

(PLEASE PRINT)
Name: _fu v/ DA S0

Addres: L L Konde Tt q -

I represent: N 1 C Cl‘"‘( f ((1 AN n’l/-l(‘]
Address: ___

“THE COUNCIL,
THE CITY OF NEW YORK

Appearance Card

I intend to appear and speak onInt. No. ____ Res. No.
‘ [J in favor ([J in opposition

: Date: ! -1 q -
(PLEASE PRINT)
Nome: __CU2chotls Do oo
‘Address: W Cerorra.
I represent: . 969

Address:

THE CITY OF NEW YORK )

Appearance Card

I intend to appear and speak onInt. No. _____ Res. No.
[J in favor (] in opposition

Date: L= 14 < V27
PLEASE anr) m\/
Name: \‘D Y, N 4 C:@ ) Ih

Address: Q‘ DT & VAN PmQﬂJﬂzS—Q)
I represent: l é\ l E 1 kD
Address: -

. Please complete this card and return to the Sergeant-at-Arms ‘




I intend to appear and speak on Int. No.

Name:

THE CITY OF NEW YORK

Appearance Card

Res. No.

O infavor [J in opposition

Date:

\’\{[ H LAM, \%Eﬁ&ﬂ?\g!

Address:

I represent:

Address:

I mtend

. =

Name; ..

* K ards

| 30 SQW\Q\'C‘Q P\-Uef

LI CENY

T

Please complete this card and return to the Sergeant-at-Arms

- THE CITY OF NEW YORK

Appearance Card

to appear and speak on Int. No. Res. No.

O infaver (] in opposition

Datge:

(PLEASE PRINT)
CAL x{e

Address: _, /20 ~5C Que2ng £l wl. Suy.fe 309
(e ens Ecommic Deve(opmet cocpora brim,

I represent:

Addréss;

»

Please complete this card and return to the Sergeant-ot-Arms

¢



