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Agenda:

Purpose: Present proposed Beatties / LaSalle Corridor

Outcomes:

Brief overview of NMSC / UrbanMain initiative

NMSC'’s refreshed Main Street Approach

Overview of community/leader input

Overview of market (consumer segmentation and retail sales)
Overview of Physical / Environmental Assessment (PLACE Consulting)
Present potential transformation strategies

Arrive at consensus on strategies and commitment to engage in Main
Street planning and implementation

Next steps




An Introduction to

MAIN STREET
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UrbanMam Services

Beatties / LaSalle Corridor




NMSC Refreshed Approach to
Revitalization

Economic
Vitality

COMMUNITY
TRANSFORMATION

. ORGANIZATION
Promotion




Previous
Planning Effort(s)

2003 ULI’s Histroric West End Technical
Assistance Program Report

2005 & 2010 City’s West End Land Use
and Pedestrian Plan

2015 - Comprehensive Neighborhood

Improvement Program CNIP Goals - Priorities (High)
— Rozzelles Ferry / West Trade Street

— Suneet / Beatties Ford Area B Integrate Neighborhood

Improvements

M Enhance Transportation
and Mobility

M Ensure Housing Diversity

M Leverage Public & Private
Investment

M Enhance Public Safety

W Create Jobs




The Revitalization Journey

Community
Vision for the
District

Outcome

Market
Measurements Auelilelill i
VITALITY
& Impact | Understanding
, L
&OMOTIONRGANIZATI |
MS 4-Point | Transformation
Implementation Strategies




Input —

» Community Surveys: LCommunitv VisionJ
) for ElImwood Ave.
Beatties Ford / LaSalle
Corridor

O 89 responses

O Questions:
=  Thoughts on district
=  Where - Live, work
= |deal district setting
= Businesses
=  Age

ECONOMIC
VITALITY




Community Survey:

What three words come to mind when you think about the Beatties Ford/
LaSalle Corridor?
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Community Survey:
Top three challenges facing the Beatties Ford/ LaSalle Corridor are?

Homelessnoss
{Housing...

Inconsistent
Store Hours

Kid/Family
Friendly

Parking I 1 Cleanliness 42 52%
M;;ﬂ;bn: 2 Lack of Commercial 42 52%
Investment
Trﬂhlll..
3 Crime 41 51%




Community Survey:

Which businesses do you most often patronize on the Beatties Ford /
LaSalle Corridor?
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Food Lion (many noted as a last 56
resort)
CVS 26

Family Dollar 15
g S— Post Office 15

A N
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Community Survey:

What three business types would you like to see on the corridor that are not
currently present? ...

ey | 1 Coffee Shop / Bakery | 55 61%

2 Pub / Restaurant 50 56%
3 Grocery Store 19 21%




Community Survey:

What day of the week do you most frequently shop (not just on the Beatties
Ford / LaSalle Corridor)?

Monday -
Tuesday -
Wednesday .
Thursday .
- [
Sunday l

0% 10% 20% 30% 40% 50 60% T0% BO%Y 80% 100%




Community Survey:

What time of day do you most typically shop? (not just in the Beatties Ford /
LaSalle Corridor?)

9-1lam

Tlam - ipm

After Spm

0% 10% 20% 30% 40%  50%  60% 70% BO% 0% 100%




Community Survey:
Where do you live?

In Beattles
Ford/LaSalle...

Elsewhere In

Charlotte
Elsewhere In
Mecklenburg...

Dutside
Mecklenburg...

0% 10% 20% 30% 40% 50 60% 70% BO% 80% 100%:




Community Survey:
Would you live on the Beatties Ford/LaSalle Corridor if you could?

g

Unsure

Already live
In carridor

0% 10% 20% 30% 40%  50%  60% 70% BO% 0% 100%




Community Survey:
Where do you work?

0% 0% 20% 0% 40% 50%: 60% 70% BO% 20% 100%




Community Survey:
How old are you?

0% 10% 20% 30% 40% 0% 60% 70% BOY: 90% 100%




Leader Survey: What Opportunities do you think Beatties Ford /
LaSalle Corridor should pursure over the next decade?

con/iai | 1

Less vacancies
* Black-owned business * Clean up crime and
* Black-owned restaurants « Beautification change the perception of property owners

* Stores that provide the district. * Engage residents

* Not clean ) " -
essentials . e UrbanMain /coalition building
e City collaboration to

* Upgraded properties
* Food offerings . Wr;glkin anpd bFi)ke * Positive Image Hon
e Movie Theater g . nghllght natural support the districts

¢ Collaboration with

infrast
* Affordable Housing . |Sn e r:ctubrlg t it amenities growth and change. .
» New infill development {ppor: pubic transl * Volunteer opportunities
* Walkable neighborhood e Partner with

* Opportunity to foster

¢ Preservation and
growth for small

. . neighborhood schools
appreciation of rich

businesses ) ¢ Collaborate with social
culture and history. -
* Grocery Stores programs (jobs & drugs)
* Medical facilitates e Collaborate with
* Light Manufacturing educational institutions

¢ Social conscious
developers




Leader Survey: What isn’t working well on the Beatties Ford / LaSalle
Corridor?

con Viaty “orgmiaton

* Food Desert
* No entertainment « Too much discussion * Collaboration with Church

options . Traffic around crime leadership -
* Food offerings * Lack of coalition building

* Safety _ .
» Affordable Housing e Crime reduction * Lack of collaboration with

* Buildings look distressed

neglect .

* New infill development . {Jpggraded properties * No celebration of JSU and elected °ff'F'?|5
 Opportunity to foster + No support of successes * Volunteer opportunities

growth for small . * q * Respect of local

businesses appreciation of rich resident voice
e Grocery Stores ) e Community

. . culture and history.
* Medical facilitates engagement
. ) * Code enforecement ) .

¢ Light Manufacturing * no community policing
* Social conscious « Communication to ALL

developers Residents
* Involvement of ALL o Nk ol rEseFEEs

businesses




Windshield Survey:

Transportation

N

—
V4 AN

Light Rail Bus Auto
None CATS 3,7 Beatties Ford Road:

(% - Gilbert St.: 29,000 VPD

- Catherine Simmons Ave.

. to LaSalle St.: 24,000 VPD
Bicycle

No Lanes
20,000 VPD

- LaSalle St. to St. Luke St.:
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Pedestrian
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Windshield Survey:

Public Realm Design
Automobile-oriented, strip shopping design.

"Ta'ﬁl‘f'fff-.




Windshield Survey:

Private Realm Design
Study Area

1,557,977 SF

100.00%

Parking

1,133,965 SF

72.00%

Buildings

249,589 SF
16.00%



Windshield Survey:
Urban Design
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https://mangomap.com/place-consulting-gis/maps/84ea4b9c-ba9f-11e8-93a5-06765ea3034e/charlotte-map

nited Sta
Census

Bureau

® Population per square mile, 2010 2,457.1
Population
0 Population estimates, July 1, 2017, (V2017) 858,033
) Population estimates base, April 1, 2010, (V2017) 735,688
0 Population, percent change - April 1, 2010 {astimates base) to Tuly 1, 2017, (V2017) 16.8%
) Population, Cenzus, April 1, 2010 731,424
Age and Sex
D Perzons under 5 years, percent & T1%
) Persons under 13 wvaars, parcent i 24 3%
) Persons 63 vears and over, percent & 54%
) Female persons, percent M 511%
Race and Hispanic Origin
) White alome, percent  (a) B 50.7%
) Black or African American alons, percent (2 M 333%
9 Amarican Indian and Alaska Native slone, parcant (2 A 03%
@ Asian zlons, percent (2 A 6.0%
) Mative Hawaiian and Other Pacific Islander alone, parcant  (a) & 0.1%
© Two or More Races, percent & 2.8%
) Hispanic or Lating, parcent  (b) M 137%

O White alone, not Hispanie or Latino, percent B 42.8%
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216
Ring: 0.5 mile radius

Prepared by Esri
Latitude: 35.26431

Longitude: -80.85437
2012 - 2016
ACS Estimate
TOTALS
Total Population 2,782
Total Households 1,101
Total Housing Units 1,327
2012 - 2016
ACS Estimate Percent
WORKERS AGE 16+ YEARS BY PLACE OF WORK
Total 955 100.0%
Worked in state and in county of residence 843 88.3%
Worked in state and outside county of residence 52 5.4%

Worked outside state of residence

&0 6.3%
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216
Ring: 0.5 mile radius

2012 - 2016
ACS Estimate Percent
HOUSEHOLDS BY OTHER INCOME
Social Security Income 394 35.8%
No Social Security Income 707 64.2%
Retirement Income 207 18.8%

No Retirement Income 895 81.3%
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216 Prepared by Esri
Ring: 0.5 mile radius Latitude: 35.26431
Longitude: -80.85437
HOUSEHOLDS BY PUBLIC ASSISTANCE INCOME IN THE PAST
12 MONTHS
Total 1,101
With public assistance income 26
No public assistance income 1,075

HOUSEHOLDS BY FOOD STAMPS/SNAP STATUS

Total 1,101
With Food Stamps/SNAP 426
With No Food Stamps/SNAP 675

HOUSEHOLDS BY DISABILITY STATUS

Total 1,101
With 1+ Persons w/Disability 456
With No Person w/Disability 645
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216 Prepared by Esri
Ring: 1 mile radius Latitude: 35.26431
Longitude: -80.85437
2012 - 2016
ACS Estimate
TOTALS
Total Population 8,036
Total Households 2,972
Total Housing Units 3,536
2012 - 2016
ACS Estimate Percent
WORKERS AGE 16+ YEARS BY PLACE OF WORK
Total 2,733 100.0%
Worked in state and in county of residence 2,356 86.2%
Worked in state and outside county of residence 239 8.7%

Worked outside state of residence 138 5.0%
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216
Ring: 1 mile radius

2012 - 2016
ACS Estimate
HOUSEHOLDS BY OTHER INCOME

Social Security Income 1,026
No Social Security Income 1,947
Eetirement Income 545
Mo Retirement Income 2,427

Percent

34.5%
65.5%

18.3%
81.7%
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216

Ring: 1 mile radius

HOUSEHOLDS BY PUBLIC ASSISTANCE INCOME IN THE PAST
12 MONTHS
Total

With public assistance income

Mo public assistance income

HOUSEHOLDS BY FOOD STAMPS/SNAP STATUS
Total

With Food Stamps/SNAP

With No Food Stamps/SNAP

HOUSEHOLDS BY DISABILITY STATUS
Total

With 1+ Persons w/Disability

With No Person w/Disability

2,972
139
2,834

2,972
1,162
1,810

2,972
1,215
1,757

100.0%
4.7%
95.3%

100.0%
39.1%
60.9%

100.0%
40.9%
59.1%
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216 Prepared by Esri

Ring: 0.5 mile radius Latitude: 35.26431
Longitude: -80.85437

Top Twenty Tapestry Segments

2018 Households 2018 U.S. Households

Cumulative Cumulative
Rank Tapestry Segment Percent Percent Percent Percent Index
1 Modest Income Homes (12D) 100.0% 100.0% 1.3% 1.3% 7656

Subtotal 100.0% 1.3%




r

: Hometown

Modest Income Homes

Households: 1,627,600

Average Household Size: 2.56
Median Age: 37.0

Median Household Income: $23,900

WHO ARE WE? OUR NEIGHBORHOOD SOCIOECONOMIC TRAITS

rrban segment may be nontraditional ¢ Houssholds are single persor nogle ¢ Almost a quarts fa

however, theu relig faith and family values guide thew parent (usually fernale iseholders more have high school dig
modest kfesty Many re Jents are pnimary caregrver Multigenerational far e Lab ce parmicipat is .
} ldarty > )
- - y * Homes are predominantly single famuly with unemployment at almost three times
-ome by, but wages and salary income are still the main : c
s values reflect th he housing the US rat
= I e for t st | elance >0 o &l —_
nt bl , ’ r I = Ehan oY y=ars ago * Income is less than half of the US
i ] y
ng yrant tigye tional : * Ower half of the homes are renter occupied in - e than one in three house
iah poverty rates in this market make it diff —_ average rent is lower than the US average. are in poverty, dependent on Social Security
1 ' che 1 r | dox 70 A use Sp—— r put 1 ) and e La
) r DN i la A ] can } r | ' | Security In -
assist famibes in need walking, biking pubdic transportat * Consu this markat consider traditional

gender roles and relgious farth very important

TAPESTRY

SEGMENTATION
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216 Prepared by Esri
Ring: 1 mile radius Latitude: 35.26431

Longitude: -80.85437

Top Twenty Tapestry Segments

2018 Households 2018 U.S. Households

Cumulative Cumulative
Rank Tapestry Segment Percent Percent Percent Percent Index
1 Modest Income Homes (12D) 78.8% 78.8% 1.3% 1.3% 6030
2 City Commons (11E) 15.0% 93.8% 0.9% 2.2% 1,701
3 Family Foundations (12A) 5.7% 99.5% 1.0% 3.2% 542
4 Enterprising Professionals (2D) 0.5% 100.0% 1.4% 4.6% 36

Subtotal 100.0% 4.6%




Modest

H O

Households: 1

Average Household Size:

Median Age:

Median Household Income: $

WHO ARE WE?

Farriliss in this urban segment may be nontraditiona
hovesver, their religious faith and family values guide their

mogdest lifestdes. Many residents ane primary Ceragae
their elderly family members. Jobs are not always easy 1o
coma by, but wages and salary incomea ara still the main
sources of income for most houssholds. Relance on Soctal
Sacurty and public assstance Mcomse & necessary to

L singleé-parent and multigenerational famikes
Y rates in this market maka it difficult to make

Mo harless, re are relatvely low (index 701
z transportation s avallable, and Medicald can

aamst h'.lr" &8 in naso

TAPESTRY
SEGMENTATION

OUR NEIGHBORHOOD

Houssholds ame single parson or sngle
parent (usually female houssholders)

-

Mulvgeneratronal famides are also present.

* Homes are predominantly single family;

valuas reflect the age of the housing
ouitt more than &0 years ago

average rent is kower than the US average
® Most households have cne car [or no

wahiclel; nearly a third rely on car pooling

walldng, bik N o puiblie RS EOTaton

Crvwr halt of the homas ame renter ocoupied;

Income Homes

SOCIOECONOMIC TRAITS

Almost a quarter of a

ults aged 25 or

miore have no high school diploma

Lak e partcipation s only 509,
with unemployment at almost thres times
the LIS rake

I s lesss than half of the US median
iricoma; more than one n three households
#re in poverty, dependent on Soclal Security,
public assistance, and Supplamental
Security Incame

o irraads @ this market consider tradinonad
gender mles and relgious hith very mportant

This markat lives for today, choosing

o save only for & specific FArpelres
Thay favor TV as thesr media of choice
and will purhase a product with a
celebaty andorsamant

e ) LTINS —



Housaholds: 1,10

Average Household Size: 2 .67

Median Age: 28.5

Maedian Housahold Incoma: $

Avgrage househoid sipe 5 slightly highar

than the LIS at 2 A7

s

rant apartments in midrise b

built betore 1540

BT Al 10 Sirhe B TN DSl B Dl L
F s Mleighborhoods are older
index 151}, with high vacancy rates

* IyDaCE O

etther one vehicke or r piabiic
i .
AR B!

rcdex 799

TAPESTRY

T IR =




Hometown

lfamil'y' Foundations

Households: 1,299,
Average Household Size: 2
Median Age: 39.6

Median Household Income: $43,100

OUR NEIGHBEORHOOD SOCIOECONOMIC TRAITS

nerstones of life in these * Family Fo

ations resdents are a mix of L

children, still lving at | s, sngle parents

C andparents,
hildren, young and adult

Tie, working
common within these

ble it b "
ST * Average household sze is slightly highe .
at 2.71
administration across 3ll lavels of governmant. & ¢ Neighborhoods are found in principal citias
important to these consumers, who spend on clothing fo of major me '-.F.’-' itan areas throughout .
themselvas and their children, as well 35 on smartphones the Scuth and West. *

* Mo
n single family houses

than two-thirds are horme

TAPESTRY

SEGMENTATION

e ) LTINS —




U pPscCal venues

Enterprising Professionals

Households: 1
Average Household Size: 2.48
Median Age: 35.3

Median Household Income: $85,

WHO ARE WE? OUR NEIGHBORHOOD

Enterprising Professionals residents are well aducated and ¢ Almast halt of housaholds are mamied couples
dirmbing the ladder n STEM (science, technology, engneenng and 29% are single person housaholds

and mathamatics) occupations. Thay change jobs often and Housing is a mixture of suburban single-amily

hoose o e i homes, row homas, and larger multiunit

structures

located in lower density neighborhoods of lange metro areas

¥ tha haosas
L rterprising Professionals residents are diverss, with Asians the homes

e Close to three quarte

ve-fifth of the population. This young ware built after 1980 25% are newer

making up ow

. built after 2000

one and a haif times mote income

the US median, supplementing their income with hagh-risk * Renters make up nearly half of
nvestments. At home, they enjoy the Internet and TV on all houssholds

high-speed connecbons with premier channels and senvices

TAPESTRY

SEGMENTATION

SOCIOECONOMIC TRAITS
¢ Madian housahald income one and a half
times that of the US

o Dwver half hold 3 bachelor’s degree

ar higher

chnology i
5 with néw gaodoets.

Early adopters of new
hopes of impressng p

Enjoy talking about and giving advice
on technology

® Half have smartphones and use them for

NEws, aliessing sealch engines, ar d maps

* Work long hours in front of 3 compx

* Suive to stay youthful and healthy, eat
organic and natural foods, run and do yoga

Buy name brands ghd trendy clothes online

Mo The P graes 50 F Fe e o = 8 s b &

e et v ST b i Ty [ W

e ) LTINS —
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216
Ring: 0.5 mile radius

Prepared by Esn
Latitude: 35.26431
Longitude: -80.85437

Summary Demographics
2018 Population
2018 Households
2018 Median Disposable Income
2018 Per Capita Income

2017 Leakage/Surplus Factor by Industry Subsector

Motor Vehicle & Parts Dealers

Furniture & Home Furnishings Stores
Electronics & Appliance Stores

Bldg Matenals, Garden Equip. & Supply Stores
Food & Beverage Stores

Health & Personal Care Stores

Gasoline Stations

Clothing and Clothing Accessories Stores
Sporting Goods, Hobby, Book, and Music Stores
General Merchandize Stores

Miscellaneous Store Retailers

Monstore Retailers

Food Services & Drinking Flaces

2,835
1,134
£23,664
£15,341

-60 -40 =20 0 20 40
Leakage/Surplus Factor

&0

a0 100
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216
Ring: 0.5 mile radius

2017 Leakage/Surplus Factor by Industry Group
Automobile Dealers
Other Matar Wehicle Dealers
Auto Parts, Accessorkes, and Tire Stores
Furmiture Stores
Home Fumishings Stores
Electronics & Appliance Stores
Bailding Matenal and Supphes Dealers
Lawn and Garden Equipment and Supplies Stores
Grocery Stores
Specialty Food Stores
Beer, Wine, and Liquor Stores
Health & Personal Care Stores
Gasoline Stations
Clakhing Stores
shoe Stores
Jewelry, Luggage, and Leather Goods Stores
Book, Periodicel, and Music Stores
Department Stores (Excluding Leased Depts.)
Other General Merchandise Stores
Flormsts
Office Supplies, Stationery, and Gift Stores
Used Merchandise Stores
Other Miscellanesus Store Retailers
Electronic Shopping and Mall-Order Houses
vending Machine Operators
Larect Seling Establishments
Special Mood Sendices
Brnking Flaces (alcoholic Beverages)
Restaurants/Other Eating Places

-0 -60 -40 -20 a 20 40 G0 80 100
Leakage/Surplus Factor
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216 Prepared by Esri
Ring: 1 mile radius Latitude: 35.26431
Longitude: -80.85437

Summary Demographics

2018 Population 8,221
2018 Households 3,150
2018 Median Disposable Income £23,900
2018 Per Capita Income $14,922

2017 Leakage/Surplus Factor by Industry Subsector

Motor Vehicle & Parts Dealers

Furniture & Home Furnishings Stores
Electronics & Appliance Stores

Bldg Materials, Garden Equip. & Supply Stores
Food & Beverage Stores

Health & Personal Care Stores

Gasoline Stations

Clothing and Clothing Accessories Stores
Sporting Goods, Hobby, Book, and Music Stores
General Merchandise Stores

Miscellaneous Store Retailers

Monstore Retailers

Food Services & Drinking Places

-60 -50 -40 -30 -20 -10 0 10 20 30 40 50 60
Leakage/Surplus Factor
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2200 Beatties Ford Rd, Charlotte, North Carolina, 28216
Ring: 1 mile radius

2017 Leakage/Surplus Factor by Industry Group
Automabile Dealers
Dther Motar Vehick: Dealers
Auto Parts, Accessones, and Tire Stores
Furnlture Stores
Home Furnishings Stares
Flectronics & Apgliance Stores
Building Materal and Supplies Dealers
Lawn and Garden Equipment and Supplics Stoncs
Grocery Stores
Speclalty Food Stores
Beer, Wine, and Licpuor Stores
Health & Personal Care Stores
Gasoline Statons
Clothing Stores
Shioe Stores
Jewedy, Luggage, and Leather Goods Stores
Book, Perfodical, and Music Stores
Department Stores (Excluding Leased Dephs.)
Other General Merchandise Stores
Flonsts
Office Supphes, Stationery, and Gift Stores
Used Merchandise Stores
Other Miscellaneous Store Retallers
Electronic Shopping and Maill-Order Houses
viending Machine Operators
Dhrect Sclling Establishments
Special Fopd Services
Drinking Places [Alcohollc Beverages)
Reslaurants 0ther Faling Places

-60 -4 -20 a 20 40 Y] an 100
Leakage/Surplus Factor




Potential Transformation Strategies:
Beatties Ford / LaSalle Corridor Community

Vision for the
District

1. Equitable Entrepreneurship
Minority Businesses

- . Market
Coffee Shops Understand ing
Restaurants ECONOMIC

Shared Kitchens VITALITY

2. Neighborhood Goods and

PROMOTION
Neighborhood Amenities

Service ORGANIZATION




Equitable Entrepreneurship
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= TuLme e - Unlocks the full potential of the local economy by dismantling
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~_ barriers and expanding opportunities for low-income people
) ~and communities of color.
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"8 Pursues a cluster of retail and retail-service businesses that
i fulfill the day-to-day needs of nearby shoppers — the things
L people tend to buy close to home or work.
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Aligning Programming with Strategies

Starting a new market H Builds on existing cluster
Small potential market ﬁ Large potential market
Many competitors ﬁ Few competitors
Needs new buildings ﬁ Uses existing buildings

or infrastructure or infrastructure

-
v
12
0
-

Long-Term (5-10 years) Mid-Term (2-4 years) Immediate (12-18 months)




Next Steps:

Transformation Strategy workplan alignment...

Mission
i
Vision
Priorities

¢

Work Plan

Planned Accidental
Coordination Work

New ideas,

projects not
in WP take

the time and

priorities of
our efforts




THANKS!

Dionne Baux Gina Caruso

National Main Street Center PLACE Consulting, Inc.

Director of UrbanMain Program Vice President of Special Projects
P: (312) 610 5618 P: (773) 453.9525

dbaux@savingplaces.org gcaruso@placeconsulting.net

National Main Street Center
www.mainstreet.org



mailto:dbaux@savingplaces.org
http://www.mainstreet.org/
mailto:gcaruso@placeconsulting.net

Advisory Committee Suggestions

. Diverse representation
— Neighborhood Association Presidents (2)

— Anchor Institution
e JCSU

— Police
— Foundation
— Banks (?)
— Business District Organization
— Businesses representation
* American Deli (new businesses)
* Westend Seafood Market (long-term businesses)
— Residents
— Property Owners

Commercial property owner
Residential multi-family owners

— Young & Seniors should be represented

*Power of the advisory board is to bring back recommendations from the 4-committees — the
community has a final say on the recommendations that will work with for the community.

e Skillsets and ability to bring resources....
e Pull together criteria requirements to select advisory committee
e Look at board requirement(s)




How is information communicated to
the community?

— Neighborhood Associations should communicate
efforts and projects to the community

e Every association has a contact person or liaison they
can reach out to gather information.
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