GETTING IN THE GAME: WHAT YOUR MAIN
STREET CAN DO WITH HERITAGE RETAILING

BY CAROLE SUMMER MORRIS

Heritage retailing is the term we give to “buying local” and providing those purchasing
opportunities to visitors and community residents alike. Buying local can be implemented
on a variety of scales from large to small, and one of its many paositive aspects is that any
community or individual can participate.

This article is the third and final installment of a series focused on this type of retailing,
We have explored its attributes and positive applications, looked ar examples across the
United States, and zeroed in on ways to capture that visitor dollar. The first two articles
focused on the opportunities of heritage retailing and what is working in other areas.
But how do you apply these opportunities to your Main Street? This article will cover
some practical tips that you can implement now, where you live. Heritage retailing offers
a great way to start a “buy local” movement or to make certain that your downtown is
leveraging thart trend if your area has already begun to support products thar are locally

made and grown.

for most families, Still, people
continue to travel and buy. In
the current economic environ-
ment, the heritage retailing
concept is even stronget. Buy-
ing goods made locally keeps
sales revenue in your region ot
community and, even berrer,
gives the purchaser a feeling of
supporting that local economy.
MNow is the time to think about
these shopping venues and local
products on your Main Streer.
Do you have products thar
reflect your cown? The food?
The history of vour commu-
nity? Often, the answer is “no.”
Product development can play |
an important part in the first

SHOPPING AND
PRODUCTS OF PLACE

Let's review ane of our earlier
articles, which looked at the
statistics for shopping. Those
are numbers that bear repeat-
ing, According to the Travel
Industry Association (TLA),
tourism is a $1.3 trillion dollar
industry in the United States.
Shopping is the most popular
activity among domestic travel-
ers and about one in three trips
includes a shopping activiey,

In lighl: of the downturn in
our economy, visitors and com-
munity residents alike are right-
ening their budgers. Consumer
spending is down and will
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probably continue o decline in
the coming months, Disposable
income is lower or non-existent

steps you take to create your
heritage retailing strategy.

Buying goods made locally keeps revenue in

your community and, if these products reflect the history
or character of your community, they will play an important
role in your development of a heritage retailing strategy.
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