




A
HISTORICAL

PERSPECTIVE



DOWNTOWN HERITAGE PERTH BIA | PAGE 4

A Historical
Perspective
In March, the Strategic Planning Committee sat down with some of the historical leaders of
the Business Improvement Area to gain some insights on past challenges and successes. 

Historical Context & Evolution of the BIA 

The Perth BIA was founded in the 1970s after years of effort, overcoming resistance from
businesses concerned about increased taxes. 
The early focus was on community improvement, beautification, and business
promotion. 
The BIA enabled access to funding and grants, leading to capital improvements like
heritage-style streetlights and façade improvements. 
Heritage Canada designated Perth as the first Main Street Test Site in Canada,
providing expert support in urban planning and heritage preservation. 
The BIA initially had no employees, but over time, the role of a coordinator became
crucial in driving success. 

Key Challenges & Lessons from the Past 

Business Engagement & Funding:  
Historically, business participation and financial contributions were inconsistent. 
Early business owners were resistant to additional costs, making event funding
difficult. 

Struggles with Expansion: 
Attempts to extend the BIA to include
outlying commercial areas (e.g., Metro,
Giant Tiger, Canadian Tire) were
unsuccessful due to resistance from larger
businesses. 

Relationship with the Town: 
The BIA’s success relied on strong
collaboration with the Town of Perth. 

Business Promotion vs. Beautification: 
Early BIAs prioritized business support and
capacity building, offering training in
customer service, window displays, and
inventory management. 
There was always a debate about balancing
beautification efforts with direct business
development support. 
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Strategic Recommendations Moving Forward  

Strengthen Business Support & Training:  
Develop an online resource hub with training materials, webinars, and guides for local
businesses. 
Facilitate training on digital tools (e.g., Shopify, social media marketing). 

Improve Business Communication & Engagement:  
Implement a business onboarding process to welcome new businesses and inform
them about available resources. 
Conduct regular business check-ins to understand needs and concerns. 

Reassess Beautification:  
Consider innovative, cost-effective beautification projects. 

Increase Funding & Advocacy:  
Push for a gradual and sustainable increase in BIA funding to keep up with rising
costs. 
Strengthen ties with Town Council to ensure long-term municipal support. 

Expand Economic Development Collaboration:  
Work with local municipalities to develop a regional economic strategy. 
Advocate for better data collection on business trends and economic impact. 

Leverage Events for Economic Growth:  
Educate businesses on maximizing foot traffic from events. 
Improve event sponsorship and funding to sustain community festivals. 









HOW LONG HAVE YOU LIVED IN PERTH?

EÃğ¸ÿÃğ¸ oMéuÿ!gM æMéÿo =u! ἐ æ!gM ᶯᶮ

éǸɾɳɐɅǱǸɅʌɾ țǍʬǸ ɾʌɶɐɅȓ ǪɐɃɃʔɅȡʌʳ ɶɐɐʌɾ ǍɅǱ ǍɶǸ ȡɅʬǸɾʌǸǱ ȡɅ ʌțǸ ʌɐʭɅṣ ÿțǸʳ ȶɅɐʭ ʭțǸɶǸ
ʌțǸʳ ȺȡȶǸ ʌɐ ȓɐ ǍɅǱ ʭȡȺȺ ʬǍȺʔǸ ɶǸȺȡǍǩȡȺȡʌʳṞ ȒǍɃȡȺȡǍɶȡʌʳ ǍɅǱ ɵʔǍȺȡʌʳ ɐʬǸɶ ȒȺǍɾțʳ ɃǍɶȶǸʌȡɅȓṣ >țǍɅȓǸɾ
ʌțǍʌ ǸɅțǍɅǪǸ ɐɶ ɳɶǸɾǸɶʬǸ ȺɐǪǍȺ ǪțǍɶǍǪʌǸɶ ǍɅǱ ǍʬɐȡǱ ǍȺȡǸɅǍʌȡɅȓ ʌțȡɾ ɾʌǍǩȺǸ ǪɐɶǸ ʭɐʔȺǱ ǩǸ
ǩǸɅǸȒȡǪȡǍȺṣ

STRATEGIC OPPORTUNITIES:

ñʌɐɶʳʌǸȺȺȡɅȓ ǍɅǱ ɅɐɾʌǍȺȓȡǍ ẁ ǪǍɃɳǍȡȓɅɾ ʌțǍʌ ɾɳǸǍȶ ʌɐ ẌʌțǸɅ ǍɅǱ Ʌɐʭẍ ɐɶ ǪǸȺǸǩɶǍʌǸ ȺɐɅȓ
ɾʌǍɅǱȡɅȓ ʌɶǍǱȡʌȡɐɅɾ ǪǍɅ ɶǸɾɐɅǍʌǸ
¬ɐʳǍȺʌʳ ɳɶɐȓɶǍɃɾ ǍɅǱ ɶǸǪɐȓɅȡʌȡɐɅ ẁ ɶǸʭǍɶǱ ȺɐǪǍȺɾ Ȓɐɶ ʌțǸȡɶ ǪɐɅʌȡɅʔǸǱ ɾʔɳɳɐɶʌ
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WHEN DO YOU VISIT THE BIA?
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WHAT DO YOU THINK OF THE VARIETY OF BUSINESSES IN THE BIA?
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PROMOTIONS AND SHOPPING INCENTIVES

A reoccuring theme is the desire for more inclusive, local-focused events instead of tourist-
centered. A number of respondents feel that downtown events require more creativity, new ideas
and less repetition.

COMMUNITY FEEDBACK/SENTIMENTS

A scavenger hunt using themed characters
for families (Easter, Thanksgiving).

“Perthalicious” dining passport event well-
liked by respondents. 

More evening events for adults (date
nights, out-of-towner entertainment). 

Use of an event “passport” or “stamp-to-
win” beyond seasonal holidays. 

Art competitions, storytelling or puppet
shows, pop-up ethnic food vendors. 







WHAT COULD THE BIA AND ITS BUSINESSES DO TO BETTER
SERVE LOCAL RESIDENTS?
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This was an open ended question where respondents could answer with as much detail as
they wanted. The responses were analyzed for reoccuring trends.

STORE HOURS & CONSISTENCY
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ACCESSIBILITY, INCLUSION & INFRASTRUCTURE
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This was an open ended question where respondents could answer with as much detail as
they wanted. The responses were analyzed for reoccuring trends.

ECONOMIC DEVELOPMENT (42 MENTIONS)

Calls for the BIA to actively promote businesses, attract new and diverse shops, and support
existing ones. 
Requests to help struggling or empty storefronts, prevent chain stores from taking over, and
encourage locally owned businesses, especially year-round and not just for tourists. 

EVENTS, FESTIVALS, AND COMMUNITY ACTIVITIES (31 MENTIONS)

Strong desire for more community-based events, including family-friendly, seasonal, and
culturally diverse festivals. 
Suggestions included poutine fests, rib fests, night markets, holiday lighting, and events
targeting youth and working families. 

BEAUTIFICATION & HERITAGE PRESERVATION (27 MENTIONS)

Requests for improvements to planters, lighting, alleyways, storefront aesthetics, and street
decor. 
Emphasis on maintaining and celebrating Perth’s heritage look while modernizing
infrastructure. 

ACCESSIBILITY & INCLUSIVITY (19 MENTIONS)

Strong calls for better physical accessibility (ramps, snow removal, sidewalk improvements,
automatic doors). 
Requests for inclusivity in programming and business offerings for all demographics, including
youth, families, seniors, and people with disabilities. 

COMMUNITY ENGAGEMENT (20 MENTIONS)

Requests for BIA to actively seek resident input and work with nonprofits, local groups, and the
broader town. 
Calls for mutual cooperation with Town Hall, Perth Tourism, and other stakeholders. 
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HOW OFTEN DO YOU VISIT BUSINESSES IN THE BIA?
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WHAT BRINGS YOU TO OUR BIA?
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Shopping
Dining

Work
Events/Festival
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Tourism/Sightseeing

Other

Many visitors also indicated that they have family in Perth. Those who reside in surrounding
towns commented that they come into Perth for groceries and other non-BIA businesses
but that limited hours of BIA businesses limits their involvement.

HOW MUCH DO YOU TYPICALLY SPEND PER VISIT?
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$200+
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Visitors also enjoy:
Carleton Place
Westport
McDonalds Corners
Almonte
Merrickville
Village of Lanark
Lanark Highlands
Smith’s Falls
Brooke Valley

Yes
54.9%

No
45.1%

Balderson
Calabogie
Temples Sugar Bush
Newboro
Kiwi Gardens
McGowan’s Lake
Rideau Ferry
Other Perth businesses
Hwy 7 shopping corridor

How Downtown Perth compares:
Many respondents expressed a strong fondness for Downtown Perth (“impressive”,
“amazing”, “love it”, etc.).
Several mentioned Downtown Perth being better or more vibrant.
Perth’s historic charm and atmosphere are consistently praised.
Frustration expressed about limited business hours and understaffing during busy
periods.
Concern that Perth is becoming too expensive and catering to “rich tourists”
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ᶯṣ ñʌɶɐɅȓ ñʔɳɳɐɶʌ Ȓɐɶ ¸ȡȓțʌ ¶ǍɶȶǸʌɾ Ἁ ¬ȡʬǸ MʬǸɅʌɾ
¸ȡȓțʌ ɃǍɶȶǸʌɾ ʭǸɶǸ ɐʬǸɶʭțǸȺɃȡɅȓȺʳ ɳɶǍȡɾǸǱ ǍɅǱ ɶǸɵʔǸɾʌǸǱ ɃɐɶǸ ɐȒʌǸɅ ʌțǍɅ ǍɅʳ ɐʌțǸɶ
ǸʬǸɅʌ ʌʳɳǸṣ
¬ȡʬǸ ɃʔɾȡǪṞ ǪɐɅǪǸɶʌɾṞ ǍɅǱ ɾɳǸǪȡǍȺ ǸʬǸɅʌɾ ȺȡȶǸ ǱɶǍȓ ɾțɐʭɾ ǍɅǱ ʌțǸǍʌɶǸ ʭǸɶǸ ȒɶǸɵʔǸɅʌȺʳ
ǪȡʌǸǱ Ǎɾ ǪɶɐʭǱẁɳȺǸǍɾǸɶɾṣ

ᶰṣ EǸɾȡɶǸ Ȓɐɶ uɅǪȺʔɾȡʬǸṞ EȡʬǸɶɾǸṞ ǍɅǱ ¬ɐǪǍȺẁfɐǪʔɾǸǱ æɶɐȓɶǍɃɃȡɅȓ
æǍɶʌȡǪȡɳǍɅʌɾ ǸɃɳțǍɾȡʽǸǱ ɾʔɳɳɐɶʌȡɅȓ ȺɐǪǍȺ ǍɶʌȡɾʌɾṞ ǩʔɾȡɅǸɾɾǸɾṞ ǍɅǱ ¬g=ÿèọ ǸʬǸɅʌɾṣ
ÿțǸɶǸṧɾ Ǎ ɾʌɶɐɅȓ ǪǍȺȺ ʌɐ ɶǸǱʔǪǸ ẌȓȡɃɃȡǪȶ ɶǸʌǍȡȺẍ ȡɅ ȒǍʬɐɶ ɐȒ ɾțɐʭǪǍɾȡɅȓ ȺɐǪǍȺṞ țǍɅǱɃǍǱǸṞ
ɐɶ ǍɶʌȡɾǍɅ ȓɐɐǱɾṣ

ᶱṣ fɶʔɾʌɶǍʌȡɐɅɾ ʭȡʌț MǍɶȺʳ =ʔɾȡɅǸɾɾ >ȺɐɾʔɶǸɾ
éǸɳǸǍʌǸǱ ǪɐɅǪǸɶɅ ʌțǍʌ ɾʌɐɶǸɾ ǍɅǱ ɶǸɾʌǍʔɶǍɅʌɾ ǪȺɐɾǸ ʌɐɐ ǸǍɶȺʳṞ ɃǍȶȡɅȓ ȡʌ ǱȡȒȒȡǪʔȺʌ Ȓɐɶ
ʭɐɶȶȡɅȓ ɳǸɐɳȺǸ ɐɶ ʬȡɾȡʌɐɶɾ ʌɐ ǸɅȲɐʳ ʌțǸ ʌɐʭɅ ȡɅ ʌțǸ ǸʬǸɅȡɅȓɾṣ
ñɳǸǪȡȒȡǪ ȒɶʔɾʌɶǍʌȡɐɅ ʭȡʌț ʌțǸ ȺǍǪȶ ɐȒ ɅȡȓțʌȺȡȒǸ ǱʔɶȡɅȓ ǸʬǸɅʌɾ ȺȡȶǸ ʌțǸ >țɶȡɾʌɃǍɾ ɃǍɶȶǸʌṣ

ᶲṣ ñʔȓȓǸɾʌȡɐɅɾ Ȓɐɶ ¸Ǹʭ ɐɶ uɃɳɶɐʬǸǱ MʬǸɅʌɾ
ñǸʬǸɶǍȺ ǪɶǸǍʌȡʬǸ ɾʔȓȓǸɾʌȡɐɅɾṝ

ñǪǍʬǸɅȓǸɶ țʔɅʌɾ ʌɐ ǸɅǪɐʔɶǍȓǸ ɾțɐɳɳȡɅȓṣ
æɶɐȓɶǸɾɾȡʬǸ ǱȡɅɅǸɶɾ ǍɅǱ ǪɐǪȶʌǍȡȺ Ʌȡȓțʌɾ ȺȡȶǸ Ṧ¶ǍɶʌȡɅȡ ¶ǍǱɅǸɾɾṦṣ
MʔɶɐɳǸǍɅẁɾʌʳȺǸ >țɶȡɾʌɃǍɾ ɃǍɶȶǸʌ ʭȡʌț ȒɐɐǱṞ ǱɶȡɅȶɾṞ ǍɶʌȡɾǍɅ ɾʌǍȺȺɾṞ ǍɅǱ ǍɃǩȡǍɅǪǸṣ
ğȡɅǸ ʌǍɾʌȡɅȓɾṞ ɶǍȒȒȺǸɾṞ ǍɅǱ Ǳɐɐɶ ɳɶȡʽǸɾṣ

ᶳṣ fǍɃȡȺʳ ǍɅǱ !ǪǪǸɾɾȡǩȡȺȡʌʳ >ɐɅɾȡǱǸɶǍʌȡɐɅɾ
fǍɃȡȺȡǸɾ ʭȡʌț ǪțȡȺǱɶǸɅ ɶǸɵʔǸɾʌǸǱ ȶȡǱẁȒɶȡǸɅǱȺʳ ɐɶ ɃɐɶɅȡɅȓ ǸʬǸɅʌɾṣ
éʔɶǍȺ ɶǸɾȡǱǸɅʌɾ ɅɐʌǸǱ ɳǍɶȶȡɅȓ ǪțǍȺȺǸɅȓǸɾṞ ǸɾɳǸǪȡǍȺȺʳ ʭȡʌț ȺǍɶȓǸɶ ʬǸțȡǪȺǸɾ ȺȡȶǸ ʌɶʔǪȶɾṣ

ᶴṣ ñɐɃǸ æɶǸȒǸɶǸɅǪǸ Ȓɐɶ èʔȡǸʌ ǍɅǱ fǍɃȡȺȡǍɶȡʌʳ
! ȒǸʭ ɳǍɶʌȡǪȡɳǍɅʌɾ ɳɶǸȒǸɶ æǸɶʌț ʭȡʌțɐʔʌ ǸʬǸɅʌɾṞ ǍɳɳɶǸǪȡǍʌȡɅȓ ʌțǸ ʌɐʭɅ Ȓɐɶ ȡʌɾ ǸʬǸɶʳǱǍʳ
ǪțǍɶɃṞ ȓɶǸǸɅ ɾɳǍǪǸɾṞ ǍɅǱ ȺɐǪǍȺ ɅɐɾʌǍȺȓȡǍṣ

ñǸȺǸǪʌǸǱ ĆɅȡɵʔǸ èʔɐʌǸɾ
ẌÿțǸ æǸɶʌț ṧ>țɶȡɾʌɃǍɾ ¶ǍɶȶǸʌṧ ǪɐɅǪǸɳʌ ȡɾ Ǎ oĆgM ɃȡɾɾǸǱ ɐɳɳɐɶʌʔɅȡʌʳṟ uȒ ɃɐɶǸ ǸȒȒɐɶʌ
ʭǍɾ ɳʔʌ ȡɅʌɐ ǪɶǸǍʌȡɅȓ Ǎ ɃǍȓȡǪǍȺ MʔɶɐɳǸǍɅẁɾʌʳȺǸ ɃǍɶȶǸʌṞ ȡʌ ǪɐʔȺǱ ǩǸǪɐɃǸ Ǎ ʬǸɶʳ ȺʔǪɶǍʌȡʬǸ
ǍɅɅʔǍȺ ǸʬǸɅʌ Ȓɐɶ ʌțǸ ʌɐʭɅṣẍ
Ẍu éM!¬¬ĥ ǸɅȲɐʳǸǱ ʌțǸ ǱɶǍȓ ɾțɐʭ Ǎʌ ʌțǸ >ɶʳɾʌǍȺ æǍȺǍǪǸ ȺǍɾʌ ʳǸǍɶṣ uʌ ʭǍɾ ʬǸɶʳ ʭǸȺȺ
ǍʌʌǸɅǱǸǱ ǍɅǱ Ⱥɐʌɾ ɐȒ ȒʔɅṣẍ
Ẍ¶ɐɶǸ ɳǍɶʌȡǪȡɳǍʌȡɐɅ ʭȡʌț ʌțǸ ¬g=ÿ ǪɐɃɃʔɅȡʌʳṣ ¶ɐɶǸ ɳǍɶʌɅǸɶɾțȡɳ ʭȡʌț ʌțǸ ¬ǍɅǍɶȶ æɶȡǱǸ
ȓɶɐʔɳṣẍ
ẌgȡɶȺɾ ¸ȡȓțʌ Ãʔʌ ȡɾ ȺǍǪȶȺʔɾʌɶǸṞ Ʌɐʌ ǸʲǪȡʌȡɅȓ ɐɶ ǸɅǸɶȓʳẁȒȡȺȺǸǱ ȺȡȶǸ ȡʌ ɾțɐʔȺǱ ǩǸṣẍ
ẌğǸ ȺɐʬǸ ʌțǸ ɳɶɐȓɶǸɾɾȡʬǸ ǱȡɅɅǸɶ ǍɅǱ ʭɐʔȺǱ ǪɐɃǸ ɃɐɶǸ Ȓɐɶ ȒɐɐǱ ǍɅǱ ʭȡɅǸ ɳǍȡɶȡɅȓɾ ǍɅǱ
ʌțǸǍʌɶǸ ɾțɐʭɾṣẍ
Ẍ¬ɐʬǸ ʌțǸ Ʌȡȓțʌ ɃǍɶȶǸʌɾṣẍ
Ẍ¶ǍʳǩǸ Ǎ ɾɐǪȡǍȺ ǸʬǸɅʌ ʭțǸɶǸ ɳǸɐɳȺǸ ǪɐʔȺǱ ɃǸǸʌ ɶǍɅǱɐɃȺʳ ǍɅǱ ɾɳǸǍȶ Ǎǩɐʔʌ ǍɅʳʌțȡɅȓ ṽ
țǍʬǸ Ǎ Ⱥȡɾʌ ɐȒ ʌɐɳȡǪɾ ɐɅ țǍɅǱṣẍ
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WHAT DO YOU FEEL THE BIA AND ITS BUSINESSES DO WELL?

1. Friendly, Welcoming Atmosphere
The most consistent theme was the friendliness and warmth of business owners and
staff.
Many described the town and its people as inviting, kind, caring, and welcoming.

2. Small-Town Charm
Respondents deeply value Perth’s small-town feel, historic preservation, and heritage
aesthetic.
The town’s cleanliness, beautiful storefronts, and visual appeal were praised repeatedly.

3. Events & Community Engagement
Community events like the Stewart Park Festival, Maple Fest, and especially the Night
Market were highly appreciated.
Some suggested expanding events (e.g., making Maple Fest two days to weather-proof
it).
Event promotion through social media was acknowledged positively.

4. Quality of Businesses
The variety and quality of shops, especially local restaurants and specialty stores,
received strong support.
Respondents feel that businesses offer unique products and operate with high service
standards.

5. Collaboration and Outreach
There’s recognition that businesses support each other and collaborate effectively,
especially through cross-promotion.
Outreach and advertising by the BIA were generally viewed as well done.

6. Areas for Improvement
A few respondents noted missing elements such as:

A good pub or more live music venues.
A need for more stores to add to the retail mix.

Selected Unique Quotes
“Perth is a beautiful little town. The businesses are unique and the food is great. The
aesthetics of the downtown are beautiful.”
“The BIA is very lucky to have town support. The Night Market is my favourite event. I
wished it was twice a year.”
“There is a fairly good variety of specialty shops on the high street, and the town is kept
very clean.”
“They try their best.”
“Need more stores. Could also use a good pub, live music.”
“Everybody is friendly and inviting. Everything is always clean. Lots of parking.”
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WHAT COULD THE BIA AND ITS BUSINESSES DO BETTER TO
SERVE VISITORS?

1. Variety and Uniqueness in Retail & Dining
Many respondents noted that shops and restaurants are too similar, offering the same
types of products, especially art and linens.
Desire for more diverse stores, new restaurants, entertainment options, and different
types of events.

2. Business Hours & Predictability
Frustration about stores and restaurants closing early, especially on weekends and
during peak tourist seasons.
A strong call for consistent and extended business hours, particularly in the evenings
and on Sundays.

3. Accessibility
Several mentions of the need for ramps and better accessibility, both for strollers and
mobility devices.

4. Parking
Parking availability and convenience came up often as a frustration point.
Calls for free parking on weekends and better options overall.

5. Public Washrooms
Multiple people mentioned a lack of public washrooms or poor signage for them.

6. Marketing and Visitor Information
Feedback around the lack of awareness about what stores exist and what’s happening
in town.
Suggestions for more visible directories, event displays, and collaborative promotion
among businesses.

Selected Unique Quotes
“The number of times I’ve been to the town for some event… and the stores are closed!!
It’s annoying as a visitor but it’s also counterintuitive to business.”
“Signage for public washroom???”
“Visitors are well served more than permanent residents.”
There’s no where for plus sized women to shop for clothing.”
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WHAT TYPES OF BUSINESSES OR SERVICES WOULD YOU LIKE TO
SEE IN THE BIA?

1. Retail Options
Shoe store
Affordable general store
Kids’ clothing and toy stores
Plus-sized clothing options
Electronics and variety stores
Scrapbooking/crafting supplies

2. Restaurants and Nightlife
A great casual pub with excellent food
Family-friendly restaurants at reasonable prices
More ethnic food options (Japanese, Vietnamese, Korean, Indian)
Late-night food and social venues — places open after 8 PM
A piano bar or upscale lounge
Live music, comedy, quiz nights to liven up evenings

3. Locally Made and Artisan-Focused Businesses
Desire for shops like Kilborn’s — unique, luxury, one-of-a-kind items not available online
Less interest in services (like real estate and roofing offices) that don’t serve visitors or
the shopping experience

4. Community-Oriented Services and Activities
More classes and workshops: yoga, baby groups, pottery, etc.
LGBTQ+ events and businesses
Family-friendly recreational options

5. Improved Infrastructure and Amenities
More EV charging stations
Bike or scooter rentals to tour the town

6. Affordability & Accessibility
Ongoing concern about high prices targeted at tourists.
Requests for shops and restaurants catering to locals' needs with reasonable pricing.

Selected Unique Quotes
“Stores other than art studios, expensive trinkets and overpriced women’s clothes.”
“Less services. Too many now.”
“More small town shops but not at an overpriced price point.”





WHAT TYPES OF MARKETING/PROMOTIONAL INITIATIVES
WOULD BENEFIT YOUR BUSINESS AND THE BROADER BIA?
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Participants identified Special Interest Events as
one of the top initiatives that would benefit their
business and the greater BIA. Special Interest
Events are themed around specific foods,
hobbies, cultures, or community interests. 

Garlic Festival, Festival of the Maples, and Stewart
Park Festival would all fall into that category.

Other options that occur around Ontario include:
Poutine Fest
Oktoberfest
Art Crawl/Super Crawl (Hamilton)
Highland Games
Comiccon
Cruise Nights

Participants also identified Specialized Social
Media Campaigns and Shopping Events like
Shop, Stamp and Win, as beneficial.
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EÃğ¸ÿÃğ¸ oMéuÿ!gM æMéÿo =u! ἐ æ!gM ᶱᶳ

“One observation is that Perth doesn’t have a
“story” that works for an evolved marketing

model for our downtown businesses. People are
buying into a feeling, a story, a well curated
vision of the businesses they are looking to

support and places they want to visit. There are
no cohesive narratives that allows multiple

businesses to collaborate and evolve the
messaging about both their businesses and or

Perth other than the steadfast “historic”
narrative. There could be multiple new

narratives that could allow for more initiative
marketing of the downtown, especially for the
amount of niche businesses that we have. The
communities that I have personally observed

excelling in this curated messaging are showing
positive increases in tourism and business

growth whereas Perth looks to be in retreat.”
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oÃğ >!¸ ğM M¸o!¸>M ÿoM !éM!ẏñ éMæĆÿ!ÿuÃ¸ !ñ !
EMñÿu¸!ÿuÃ¸ fÃé ñoÃææu¸gṞ Eu¸u¸gṞ Ἁ ñMéĞu>MñṤ

æǍɶʌȡǪȡɳǍɅʌɾ ʭǸɶǸ ǍɾȶǸǱ ʌɐ ɾǸȺǸǪʌ ǍȺȺ ȡǱǸǍɾ ʌțǍʌ ɶǸɾɐɅǍʌǸǱ ʭȡʌț ʌțǸɃ ȒɶɐɃ ʌțǸ ȒɐȺȺɐʭȡɅȓ Ⱥȡɾʌṝ
oɐɾʌ ɾǸǍɾɐɅǍȺ ǸʬǸɅʌɾ ǍɅǱ ȒǸɾʌȡʬǍȺɾ ʌɐ ǍʌʌǍǪʌ ʬȡɾȡʌɐɶɾ
uɃɳɶɐʬǸ ɳʔǩȺȡǪ ʌɶǍɅɾɳɐɶǍʌȡɐɅ ǍɅǱ ɳǍɶȶȡɅȓ ɐɳʌȡɐɅɾ
uɃɳɶɐʬǸ ɳǸǱǸɾʌɶȡǍɅ ǍǪǪǸɾɾȡǩȡȺȡʌʳ ʭȡʌț ǩǸʌʌǸɶ ɾȡǱǸʭǍȺȶɾṞ ɾȡȓɅǍȓǸṞ ǸʌǪṣ
ÃȒȒǸɶ ȡɅǪǸɅʌȡʬǸɾ Ȓɐɶ ɅǸʭ ǩʔɾȡɅǸɾɾǸɾ ʌɐ ɐɳǸɅ ȡɅ ʌțǸ ǍɶǸǍ
MɅțǍɅǪǸ ɳʔǩȺȡǪ ɾɳǍǪǸɾ ʭȡʌț ɾǸǍʌȡɅȓ ǍɶǸǍɾṞ ȓɶǸǸɅǸɶʳṞ ǍɅǱ Ǎɶʌ ȡɅɾʌǍȺȺǍʌȡɐɅɾ
ÃɶȓǍɅȡʽǸ ǪɐɃɃʔɅȡʌʳ ǍǪʌȡʬȡʌȡǸɾ ȺȡȶǸ ɃǍɶȶǸʌɾṞ ɳɐɳẁʔɳɾṞ ɐɶ Ǎɶʌ ʭǍȺȶɾ
gǍʌțǸɶ ȒǸǸǱǩǍǪȶ ȒɶɐɃ ɶǸɾȡǱǸɅʌɾ ǍɅǱ ʬȡɾȡʌɐɶɾ ʌɐ ʌǍȡȺɐɶ ȡɃɳɶɐʬɃǸɅʌɾ
æǍɶʌɅǸɶ ʭȡʌț ȺɐǪǍȺ ǩʔɾȡɅǸɾɾǸɾ Ȓɐɶ ȺɐʳǍȺʌʳ ɳɶɐȓɶǍɃɾ ɐɶ ɾɳǸǪȡǍȺ ɳɶɐɃɐʌȡɐɅɾ
ÃʌțǸɶ

ᶮ ᶳ ᶯᶮ ᶯᶳ ᶰᶮ

ñǸǍɾɐɅǍȺ MʬǸɅʌɾ

ÿɶǍɅɾɳɐɶʌǍʌȡɐɅṩæǍɶȶȡɅȓ

æǸǱǸɾʌɶȡǍɅ ǍǪǪǸɾɾȡǩȡȺȡʌʳ

uɅǪǸɅʌȡʬǸɾ

MɅțǍɅǪǸ æʔǩȺȡǪ ñɳǍǪǸɾ

>ɐɃɃʔɅȡʌʳ !ǪʌȡʬȡʌȡǸɾ

gǍʌțǸɶ ȒǸǸǱǩǍǪȶ

¬ɐʳǍȺʌʳ æɶɐȓɶǍɃɾṩæɶɐɃɐʌȡɐɅɾ

ÃʌțǸɶ

ÃʌțǸɶ ȒǸǸǱǩǍǪȶṝ
=u! =ʔɾȡɅǸɾɾ ¶ǸɃǩǸɶɾ ʭɐɶȶ ʌɐȓǸʌțǸɶ ʌɐ ɳɶɐɃɐʌǸ ǸʬǸɅʌɾṞ ɳɐɾʌɾṞ ǸǍǪț ɐʌțǸɶṞ ǸʌǪṣ
MʬɐȺʬǸ ʌțǸ ɅǍɶɶǍʌȡʬǸ ʌɐ Ǎ ɃʔȺʌȡẁɳɶɐɅȓǸǱ ɅǍɶɶǍʌȡʬǸ ṵȡǸṣ ɅȡǪțǸṩȺʔʲʔɶʳ ǱǸɾʌȡɅǍʌȡɐɅṞ
ɾțɐɳṩǱȡɅǸṩɾʌǍʳṩɳȺǍʳṶ
fȡɅǱȡɅȓ ǍɅǱ ǸɅǪɐʔɶǍȓȡɅȓ ȡɅǪȺʔɾȡʬǸ ǪɐȺȺǍǩɐɶǍʌȡɐɅ ɳɶǍǪʌȡǪǸɾ ǩǸʌʭǸǸɅ ǩʔɾȡɅǸɾɾǸɾ
¶ʔȺʌȡẁɳɶɐɅȓǸǱ ǍɳɳɶɐǍǪț ʌɐ ʌǍɶȓǸʌ ɃʔȺʌȡɳȺǸ ǍȓǸ ǱǸɃɐȓɶǍɳțȡǪɾṣ



It must be noted that Stewart Park and the area around Crystal Palace is not part of
the BIA.
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ğo!ÿ u¶æéÃĞM¶M¸ÿñ ÿÃ æĆ=¬u> ñæ!>Mñ ğuÿou¸ ÿoM =u! ğÃĆ¬E
¶!©M ÿoM !éM! ¶ÃéM !ææM!¬u¸g ÿÃ >ĆñÿÃ¶Méñ !¸E ĞuñuÿÃéñṤ

Public Art/Murals
16.7%

Upgrade Street Lighting
15.7%

Seating areas
13.9%

Improve walkability
10.2%

Greenery/Landscaping
9.3%

Bike-Friendliness
9.3%

Improve Signage
7.4%

Entertainment Spaces
5.6%





This was an open question. Data was compiled and similar themes emerged.

1.Christmas Lights & Holiday Decor (9 mentions) 
a.Christmas lighting is highly appreciated. 
b.People travel to see the Christmas lights. 
c.White lights for Christmas suggested as a signature theme. 

2.Flowers & Planters (9 mentions) 
a.Hanging baskets preferred to keep sidewalks clear. 
b.Planters, flower pots, and greenery appreciated. 

3.Garbage & Recycling Bins (5 mentions) 
a.Garbage bins are helpful for cleanliness. 

4.Street & Sidewalk Cleanliness (3 mentions) 
a.Beautification efforts for storefronts are noticed and appreciated.  

5.Seasonal & Remembrance Day Decor (2 mentions) 
a.Positive feedback on Remembrance Day flags and banners. 
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WHAT SEASONAL DECORATIONS, BEAUTIFICATION OR CLEANLINESS
EFFORTS HAVE HAD THE MOST IMPACT?
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1.Flowers & Planters (8 mentions) 
a.More flowers, ideally like Niagara-on-the-Lake. 
b.Better quality and placement of planters. 
c.Some areas receive too many or too few planters. 
d. Improve the selection and care of flower barrels. 
e.Consider flower boxes that double as benches. 

2.Street Cleanliness (6 mentions) 
a.More frequent street and sidewalk cleaning. 
b.Town-wide cleanups should happen more than once a year. 
c. Issues with garbage, dog waste, and cigarette butts. 
d.Better waste management, including regular emptying of bins, especially on

weekends. 
3.Garbage & Recycling Bins (5 mentions) 

a.More garbage bins needed. 
b.Add recycling and compost options. 
c.Waste bins should be emptied more frequently. 
d.Street cleaners should operate more often in the downtown area. 

4.Decor & Lighting (4 mentions) 
a.Additional lighting for safety and ambiance. 
b.More seasonal decor throughout downtown. 
c.Murals and permanent art installations suggested. 
d.Banners for non-veteran seasons (e.g., floral or bird themes). 

5.Seating & Outdoor Space (3 mentions) 
a.More benches to encourage people to linger. 
b.Flower boxes that double as seating. 
c.Downtown should embrace more outdoor seating, like in European towns. 

6.Seasonal & National Pride Displays (3 mentions) 
a.More Christmas lights throughout the downtown core. 
b.Additional Canadian flags for light posts. 
c.Possible banner program when veteran banners are not up. 

7.Watering & Plant Maintenance (2 mentions) 
a.Water flowers earlier in the morning to avoid business disruptions. 
b.Ensure plants are watered properly, especially on hot days. 

8.Street Trees (1 mention) 
a.More trees should be planted on Gore Street. 

9.Commercial Waste & Sidewalk Clutter (1 mention) 
a.Large amounts of cardboard from businesses should not clutter sidewalks. 

SUGGESTED CHANGES FOR DECOR, BEAUTIFICATION AND CLEANLINESS:
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oÃğ EÃ ĥÃĆ æéMfMé ÿÃ éM>MuĞM ĆæE!ÿMñ Ãé
>Ã¶¶Ć¸u>!ÿuÃ¸ñ féÃ¶ ÿoM =u!Ṥ

ĥǸɾ
ᶴᶮụ

ñɐɃǸʌȡɃǸɾ
ᶱᶮụ

¸ɐ
ᶯᶮụ

ᶮ ᶳ ᶯᶮ ᶯᶳ ᶰᶮ

EȡɶǸǪʌ ǸɃǍȡȺ

fǍǪǸǩɐɐȶ

¸ǸʭɾȺǸʌʌǸɶ

æɶȡɅʌǸǱ ¶ǍʌǸɶȡǍȺ

æțɐɅǸ

fǍǪǸ ʌɐ fǍǪǸ

ÿǸʲʌ

ÃʌțǸɶ

=ȺǍɅȶ

EÃ ĥÃĆ fMM¬ u¸fÃé¶MEṤ
ğțȡȺǸ ʌțǸ ɃǍȲɐɶȡʌʳ ɐȒ ɶǸɾɳɐɅǱǸɅʌɾ ȒǸȺʌ ȡɅȒɐɶɃǸǱṞ Ǎ
ɾȡȓɅȡȒȡǪǍɅʌ ɳɶɐɳɐɶʌȡɐɅ ɐȒ ǩʔɾȡɅǸɾɾ ɐʭɅǸɶɾ Ǳɐ Ʌɐʌ
ȒǸǸȺ ȡɅȒɐɶɃǸǱṣ

ğțȡȺǸ ǪɐɃɃʔɅȡǪǍʌȡɐɅ ȡɾ Ǎ ʌʭɐ ʭǍʳ ɳɶǍǪʌȡǪǸ ʌțǍʌ
ɶǸɵʔȡɶǸɾ ȡɅʌǸɅʌȡɐɅǍȺȡʌʳ ȒɶɐɃ ǩɐʌț ɾȡǱǸɾṞ ɐɅǸ
ɾʔȓȓǸɾʌȡɐɅ Ȓɐɶ ȡɃɳɶɐʬǸɃǸɅʌ ʭǍɾ ʌɐ ɳɶɐʬȡǱǸ
ɐɳʌȡɐɅɾ Ȓɐɶ ɳɶȡɅʌǸǱ ɐɶ ǱȡȓȡʌǍȺ ǪɐɃɃʔɅȡǪǍʌȡɐɅɾṣ

ñǸʬǸɶǍȺ ɶǸɾɳɐɅǱǸɅʌɾ ȒǸȺʌ Ǎ ǱǸɾȡɶǸ ʌɐ ȓǸʌ ɶȡǱ ɐȒ ʌțǸ fǍǪǸǩɐɐȶ gɶɐʔɳ ȡɅ ȒǍʬɐʔɶ ɐȒ Ǎ
ɃǸɃǩǸɶɾ ǍɶǸǍ ɐɅ ʌțǸ =u! ʭǸǩɾȡʌǸṣ
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uf ñÃṞ ğo!ÿ ÿÃæu>ñ ğÃĆ¬E =M ¶Ãñÿ ĆñMfĆ¬Ṥ

The majority of respondents reponded favourably to the idea of workshops,
networking or training. Here are the topics they felt would be useful.

Social Media Training – 5 mentions 
Training for staff 
Marketing strategies 
Assistance with online presence 

Networking Events – 4 mentions 
Hosting business networking sessions 
More opportunities to connect outside of the AGM 

Grants & Funding Opportunities – 3 mentions 
Information on available grants 
Funding assistance programs 

Business Coaching & Employee Management – 3 mentions 
Expectations for employee retention 
Enticing and motivating employees 

Theft Prevention & Customer Conflict Management – 2 mentions 
Managing theft incidents 
Handling customer hostility 

E-commerce Training – 2 mentions 
Tax exemptions for First Nations 
Military family shopping discounts 

Commercial Leasing & Insurance – 2 mentions 
Negotiating commercial rental leases 
Understanding tenant and business insurance 

Community Building & Downtown Development – 2 mentions 
Promotion of Perth as a luxury destination 
Community engagement strategies 

Hospitality & Customer Experience – 1 mention 
Improving visitor experiences and interactions 

Incentive Programs for Local Businesses & Shoppers – 1 mention 
Discounts for BIA members 
Shopping incentives using QR codes 
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EÃ ĥÃĆ ñMM ÃææÃéÿĆ¸uÿuMñ fÃé >Ã¬¬!=Ãé!ÿuÃ¸ =MÿğMM¸ ĥÃĆé
=Ćñu¸Mññ !¸E ÃÿoMé =u! ¶M¶=MéñṤ

Yes
73.3%

Never considered it
13.3%

blank
10%

No
3.3%

ğțǍʌ ȶȡɅǱ ɐȒ ǪɐȺȺǍǩɐɶǍʌȡɐɅ Ǳɐ ʳɐʔ
ǸɅʬȡɾȡɐɅṤ

>ɶɐɾɾẁɳɶɐɃɐʌȡɐɅ ǩǸʌʭǸǸɅ
ǩʔɾȡɅǸɾɾǸɾ – 4 times 
>ɐȺȺǍǩɐɶǍʌȡʬǸ ǸʬǸɅʌɾ (general) – 4
times 
fɐɐǱẁɶǸȺǍʌǸǱ ǪɐȺȺǍǩɐɶǍʌȡɐɅɾ (e.g.,
food and music, picnics, progressive
dinners) – 4 times 
fǍɾțȡɐɅ ɾțɐʭɾ ɐɶ fǍɾțȡɐɅ ğǸǸȶ
ɶǸʬȡʬǍȺ – 3 times 
=ʔɾȡɅǸɾɾẁʌɐẁǩʔɾȡɅǸɾɾ ɳɶɐɃɐʌȡɐɅɾ –
3 times 

ÿțǸɃǸǱ ǸʬǸɅʌ ǪɐȺȺǍǩɐɶǍʌȡɐɅɾ (e.g., wine & paint, book readings, music nights,
workshops) – 3 times 
ñțɐɳɳȡɅȓ ǍɅǱ ǱȡɅȡɅȓ ǪǍɶǱ ʭȡʌț ǱȡɾǪɐʔɅʌɾ – 1 time 
ñʭǸǸʌ ʌɶǸǍʌɾ ǍɅǱ ȒǍɃȡȺʳṩȶȡǱɾ ɾțɐɳɳȡɅȓ ǱǍʳ – 1 time 
=ʔɾȡɅǸɾɾẁ ɐɶ ʌɐʭɅẁǪǸɅʌɶȡǪ ǍɳɳǍɶǸȺ ɐɶ ɳɶɐǱʔǪʌ ǪʔɾʌɐɃȡʽǍʌȡɐɅ – 1 time 
ȶɅɐʭȺǸǱȓǸ ɾțǍɶȡɅȓ – 1 time 

oÃğ >!¸ ÿoM =u! fÃñÿMé >Ã¬¬!=Ãé!ÿuĞM MffÃéÿñṤ

oǸȺɳȡɅȓ ȓǸɅǸɶǍʌǸ ǪɐȺȺǍǩɐɶǍʌȡɐɅ ȡǱǸǍɾ (brainstorming, sharing past event
successes, pitching ideas to businesses) – 4 times 
æɶɐʬȡǱȡɅȓ ȓɶǍɅʌɾṞ ȒʔɅǱɾṞ ɐɶ ȒȡɅǍɅǪȡǍȺ ɾʔɳɳɐɶʌ (e.g., for promotions, prizes, or
advertising) – 3 times 
æɶɐɃɐʌȡɅȓṞ ǍǱʬǸɶʌȡɾȡɅȓṞ ǍɅǱ ɾʔɳɳɐɶʌȡɅȓ ǪɐȺȺǍǩɐɶǍʌȡɐɅɾ – 3 times 
fǍǪȡȺȡʌǍʌȡɅȓ ǪɐɅɅǸǪʌȡɐɅɾ ǩǸʌʭǸǸɅ ǩʔɾȡɅǸɾɾǸɾ (introductions, invitations to
collaborate, sharing new partnerships) – 3 times 
oǍʬȡɅȓ Ǎ ǪȺǸǍɶ ɾʌɶǍʌǸȓȡǪ ɳȺǍɅ ʌɐ ȓʔȡǱǸ ǪɐȺȺǍǩɐɶǍʌȡɐɅ ǸȒȒɐɶʌɾ – 1 time 
MɅǪɐʔɶǍȓȡɅȓ ǩʔɾȡɅǸɾɾǸɾ ʌɐ ɳʔʌ ȡɅ ǸȒȒɐɶʌ Ȓɐɶ ǸʬǸɅʌɾ ʌɐ ɾʔǪǪǸǸǱ – 1 time 
oǸȺɳȡɅȓ ʭȡʌț ɾɃǍȺȺǸɶṞ ɅȡǪțǸ ǸʬǸɅʌɾ – 1 time 
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Beautification

Marketing of the Perth BIA

Promotional Incentives/Events

Advocacy

Administration

Other

blank

A clear vision for Beautification 
Administration/board 

I understand it is a Volunteer position, but one that they chose to run for,  
PERSONAL feelings should be left out of this and look to what is best for our
BIA  
When someone offers to Volunteer, they may actually have something to offer,
the click NEEDS to work with All members and not just the favorite.   
 It needs to show that we are unified 

We need more media exposure to draw people here ... not small giveaways... 
If you want a real plan time to start letting others have input and really listen... 
Promotion that Perth is a destination. Everything they need is right here.   
Wedding capital of Eastern Ontario.  
Parking (Almonte, Carleton place and Smiths falls all offer free parking)  
Helping to build a sense of community and collaboration amongst the businesses.
Not an easy task. However, having a clear vision and strategic plan might help to
encourage growth toward collaboration opportunities between businesses within
the downtown. 
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Highlights and
Key Learnings
The second phase of our strategic planning process has been grounded in rich,
community-informed data gathered through comprehensive surveys of residents, visitors,
historic community leaders, and BIA business members. This diverse input has provided
valuable insight into the strengths, challenges, and aspirations that define our shared
experience in the Downtown Heritage Perth BIA. The findings reveal recurring themes and
new opportunities that will shape our strategic priorities moving forward. 

This section outlines the most significant highlights and key learnings drawn from the data,
forming the foundation for informed decision-making and future action.

BIA LEADERSHIP

The BIA Board of Directors is responsible for upholding the BIA Mandate from the
Municipality which is to oversee improvement, beautification & maintenance of BIA
municipally owned land, buildings & structures, and to promote the area. The activities of
this responsibility fall into a number of categories:

Advocacy for the BIA with the Town of Perth
Marketing and Promotions

The following are some highlights from the data collection that fall into these categories.

!EĞÃ>!>ĥ fÃé ÿoM =u!

MǪɐɅɐɃȡǪ ǱǸʬǸȺɐɳɃǸɅʌṝ
Work with local municipalities to create a regional economic strategy
Advocate for mechanism to vet/actively seek potential new businesses to
complement existing BIA Businesses, reduced competition, and provide greater
variety to customers year-round. This mechanism will also provide an opportunity to
onboard potential businesses to the intricacies of doing business within a Heritage
BIA.

EɐʭɅʌɐʭɅ uɅȒɶǍɾʌɶʔǪʌʔɶǸ uɃɳɶɐʬǸɃǸɅʌɾṝ
Accessibility
Sidewalk maintenance/safety (snow removal, uneven concrete, merchandise, etc.)
Parking/EV Charging stations
Wayfinding/signage and more visible displays (directories, events, etc.)
Lighting
Gathering areas
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BIA business members are the driving force behind our downtown—managing the day-to-
day demands of running their businesses, promoting their services, and serving customers.
The strategic planning survey revealed that the top challenge business members face is
the seasonal nature of their revenue, with many relying heavily on tourism to sustain
operations. At the same time, their top stated priority over the next five years is to expand
their businesses. 

This makes it especially important to consider the insights shared by local, year-round
residents and other potential customers who may currently feel overlooked or underserved.
While some of the feedback may be difficult to hear, it is shared with the intention of
helping businesses—and the BIA as a whole—grow in meaningful and sustainable ways. By
approaching these perspectives with openness, business members can uncover valuable
opportunities to strengthen their individual success and our collective future. What
follows are key highlights from stakeholder input that speak directly to business member
concerns and aspirations.

HIGHLIGHTS

Respondents indicate overwhelmingly the desire to support local/Canadian businesses
Respondents have strong community roots and are invested in the town
Primary audience is being well served by current BIA Businesses
Secondary audience provides opportunity for BIA Businesses to gain new, year-round
customers
Barriers to BIA engagement:

Limited/Inconsistent hours of operation
Lack of day-to-day products
Cost of products are prohibitive

Expressed desire for sales/discounts/loyalty programs
Respondents feel our BIA Business Members are friendly/welcoming and create
engaging window displays/storefronts
Desire to be more aware of store offerings
Call for businesses to focus on local residents, not just tourists
Request for more family/youth focused products/opportunities
Desire for cross-business collaboration/networking

BIA BUSINESS MEMBERS





PREPARING
FOR PHASE

2.2
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Input to SMART Goals
We’ve heard from you—our stakeholders—and now it’s time to put that feedback into
action.

In this next phase of our Strategic Plan process, we will take the insights and data we’ve
collected and work together to shape them into SMART goals (Specific, Measurable,
Achievable, Relevant, and Time-Bound).

FOR BIA BUSINESS MEMBERS

We’re inviting BIA Business Members to take part in one of two facilitated workshops to
collaboratively develop these goals:

Session 1: Monday, June 23 at 5:30 PM
Session 2: Tuesday, June 24 at 8:00 AM

Please register for Ã¸M ɾǸɾɾȡɐɅ through the link in our June newsletter.

oɐʭ ʌɐ æɶǸɳǍɶǸ
To make the most of our time together, we ask that you come prepared in the following
ways:

éǸǍǱ ʌțǸ æțǍɾǸ ᶰṣᶯ EɐǪʔɃǸɅʌ
       This document includes a full summary of the data collected, along with Key Highlights    
       and Insights.

If you love digging into data, you’ll find the full breakdown valuable.
If you prefer a summary, the highlights and insights will give you a strong sense of
the major themes.

=ɶȡɅȓ Ǎ >ɐȺȺǍǩɐɶǍʌȡʬǸ ¶ȡɅǱɾǸʌ
       These workshops are about working together, not debating who’s right. We are   
       building something for the entire community, and that requires trust, openness, and 
       shared purpose. Here are some values we’ll ask everyone to embrace in the room:

Be ȒʔȺȺʳ ɳɶǸɾǸɅʌ and minimize distractions.
¬ȡɾʌǸɅ ʭȡʌț Ǫʔɶȡɐɾȡʌʳ—especially to ideas different from your own.
éǸɾɳǸǪʌ ǍȺȺ ʬɐȡǪǸɾ, not just the loudest.
Stay ɾɐȺʔʌȡɐɅẁȒɐǪʔɾǸǱ, not stuck in past issues.
=ʔȡȺǱ ɐɅ ȡǱǸǍɾ, don’t tear them down.
Speak from a ẌʭǸẍ ɳǸɶɾɳǸǪʌȡʬǸ, not just “me.”
Avoid unsolicited advice—ʌɶʔɾʌ ǸǍǪț ɐʌțǸɶẏɾ ȺȡʬǸǱ ǸʲɳǸɶȡǸɅǪǸṣ
Practice ǪɐɅȒȡǱǸɅʌȡǍȺȡʌʳ so everyone feels safe to share.
And when challenged, ǪțɐɐɾǸ Ǫʔɶȡɐɾȡʌʳ ɐʬǸɶ ǪɶȡʌȡǪȡɾɃṣ

By showing up prepared and engaged, you’ll help shape a plan that reflects 
the true heart and future of our community.




