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Thank you, Team

Local Steering Committee: 

 

o Paulette Jones, Myrtle Creek-Tri City 

Chamber of Commerce  

o Ted Romas, Myrtle Creek-Tri City Area 

Chamber of Commerce 

o Sean Negherbon, City of Myrtle Creek  

o Sony Murray, Myrtle Creek Main Street  

o Mayor Ken Brouillard, City of Myrtle Creek 

o Henry Stevens, City of Myrtle Creek 

o Carolyn Shields, City of Myrtle Creek 

o Gail Black, City of Myrtle Creek 

o Nicky Ripley, Walk About Hooves 

 



Overview & Recap 

Community Input  

Strategic Initiatives – Case Studies 

Moving Priorities to Action 

Small Team Break Out 

Next Steps 



1. Assess competitive posture; focus on assets/opportunities 

2. Focus Myrtle Creeks’ community and economic development 
leaders 

3. Identify initiatives 

4. Spur action for sustainable implementation 

 

Living Wage Jobs 

 



What’s happening? 

3 

Drive action for results: 

what can we influence? 

1 
Assess competitive 

posture; focus on assets 

& opportunities 

2 
Focus and 

identify top 

action initiatives 

YOU ARE HERE 

90 days!  



Participants to date  

 



Part 1: Myrtle Creek Assessment 

Business 

Climate & 

Vitality 

Workforce 

& 

Education 
Real Estate 

Quality of 

Life 

Economic 

Development Other Factors 





9,867 
population 

19.3%  
children (19 and 

under) 

21.8%  
seniors (65+) 

$37,486  
median income 

20 mins 
average commute 

time 

83%  
with HS 

diploma or 

higher 

-2.5% 
pop. growth 

since 2010 
*population is declining 



A&M Transport, 
Inc. 

Umpqua Dairy 

Orenco Systems 

Umpqua Bank 

TMS Call Center  

Swanson Group, Inc. 

First Call Resolution 

Seven Feathers Hotel, Gaming Center & UIDC Business Units 

Mercy Healthcare, Inc. 

Roseburg Forest Products Co. 

Your Economy is bigger  

than 97457! 



$79.6 Million in Retail Sales are Leaking Out of Local Market 

 

OPPORTUNITY for 

small business 

growth 



Bed & breakfast 

Restaurants-
Dutch Bros 

Brewpub 

Small movie 
theatre 

Food carts 

Health care services 

Quality clothing 
consignment 

Services – handyman to 
respite care 



+ - 
• Charming, unique town • Relatively small market area, low 

incomes 

• Easy access from I-5 w/ high traffic • Limited retail/service base 

• Part of large ‘labor shed’ • Limited industry in immediate area 

• Business investment occurring • Not enough real estate for sale, mostly 

rent/lease 

• Close knit, ‘small town lifestyle’ 

community 

 

• Old school mentality perception 

• Positive local government & business 

community 

• Existing downtown buildings 

deteriorating or need repairs 

• Outdoor recreation opportunities and 

beautiful scenery 

• Business ‘case’ unclear:  Why Myrtle 

Creek? 



Sales and 

office 

occupations, 

16% 

Service 

occupations, 

27% 

Production, 

transportation, 

and material 

moving 

occupations, 

26% 

Management, 

business, 

science, and 

arts 

occupations, 

17% 

Natural 

resources, 

construction, 

and 

maintenance 

occupations, 

14% 

EMPLOYED POPULATION (16+) 



+ -
• Large labor shed area • Small number of (qualified) employees 

• Easy commute to attract new 

employees in Douglas County 

• Perceptions of not enough quality 

(able to pass drug test) 

• Douglas County benefits from 

improving economy on West Coast 

• High competition with Roseburg 

employers 

• 7th Day Adventist Concentration – 

medical training and services? 

• Low wages

• Pride and care of youth as ‘next 

generation’ workforce 

• Largely older population, and many 

retired military members (DC has VA 

hospital)



Many eyesores 

Some art 
deco 

We want to send the 
message that Myrtle Creek 

is cared for… 
Clean up and paint 

are needed 

We need to 
connect with local 
property owners 

So much potential 



+ -
• Low cost real estate • No inventory

• City easy to work with • Widespread lack of curb appeal

• Rural, small town appeal • Not well marketed 

• Industrial property available, with 

incentives 

• Absentee owners 



Myrtle Creek– A Lifestyle Choice 

(location, destination)

A true 
outdoor 
paradise 

Charming 
town 

We have clean air, clean 
water, and live closer to real 

living than most places. 
You aren’t just a number, 

you’re a name here. 



+ -

• Full service community: “Rural Living 

and Urban Services” 

• Low incomes, inability to pay rent 

• Schools on a whole better than Oregon 

average

• Too many second hand stores 

• Close to freeway – a world apart • Proximity to regional retailers in 

Roseburg is hard to overcome 

• Access to river and recreation • Small population base 

• Generous community spirit and giving • Older population

• Perception of quiet and safe • Limited activities, events, fun (kids) 



Tourism, 

Hospitality Government 

Manufacturing 

(e.g., Wood 

Products) 

Agriculture 

Retirees 
Education 

Construction 

“It’s not one thing!” 

Exported 

Goods & 

Services 















o Run in the same 

direction!  

o Fix up downtown 

historic properties 

o Tear down old hospital 

o Recruit young 

entrepreneurs 

o Get 1% of cars off I-5 

into town  

o Package and promote 

our visitor assets 

o PR, marketing  and 

visibility!! 

o More plants, color, 

good vibes 



 

• Plan to Restore 

Historic Buildings 

• Improve/Beautify 

Main Street 

• Create 

Redevelopment 

Plan 

 

• Branding/Image 

• Online Presence 

• Social Media 

Marketing 

• Amplify Good 

News & 

Happenings 

• Attract Business 

• Grow Small 

Businesses 

• Locate More 

Business In 

Downtown/Main 

Street 

Small Business 

Development 
Marketing and PR 

Rustic Rooster 

Property 

Improvement 



Assumptions:  a. will make a positive contribution to 

Myrtle Creek area’s economic vitality;  b. organizational 

structure will be in place 

Criteria:  The initiative… 

1. Is a top priority as expressed by community  

2. Harnesses the collective capacity and energy of community 

volunteers 

3. Can achieve tangible and visible results in the next few 

months 



Purpose: Inspiration, Guidance, Best Practices 

 

1. Small Business Development 

2. Community Marketing and Identity Building 

3. Property Improvement/Redevelopment 

4. Visitor Marketing/Expansion 

5. Youth Mentoring, Entrepreneurship 

 





1. 4 Food Groups 

2. Entertainment & 

sociability  

3. Retail, restaurant, 

entertainment, and 

service 



o Lifestyle and wellness 

o Gathering places (coffee) 

o Local heritage (art to books) 

o Local arts 

o Food and farming 

o Gifts and indulgences 

o Destination retail & 

o Neighborhood serving 

 



Who do you know? Who’s 
relocating? 

o Area Alums (Lakeview, 
Union) 

o Church Groups (City of 
Dallas, Oregon bookstore) 

o Youth ( City of 
Independence bed & bath 
retail incubator) 

 



• Population 423 

• Municipal Budget: 

Unknown 

• Time frame 2010 

• Strategic Approach: 

• Economic Development 

• Food Security 

• Local Coordination – 

Private development 

with public support 

 



• Population 204 

• Time frame 2014 

• Strategic Approach: 

• Anchor Business 

• Public-Private partnership 

HP and EDD $ + $30k 

local crowd funding 

 





Showcase the stuff that is working! 







o Made In Crook County 

https://www.facebook.com/search/top/?q=made in crook county






•Clean the windows 

•Dust/mop/sweep 

•Paint 

•Lighting 

•Quality For Lease signs 



o Time frame: 2009-today  

o Strategic Approach: 

o Beautification 

o Business & Retail 

Development 

o Local Coordination – City, 

Main Street volunteers 

o 28 building master plans  

($815k) 

o 22 facades ($370k)  

 



The Dalles, Oregon 
 



o Mixed use, four story, multistory commercial and residential 

building 

o 48,000 sq/ft – largest remaining commercial/residential 

structure in The Dalles 

o 3rd and 4th floors residential (affordable housing units) 

o 1st and 2nd floor commercial 



o International Order of Oddfellows Building 

o Two story 

o Original marble base restored, cornice repainting, tuck-

pointing and resealing 

o D&R Masonry funded through grant from State Historic 

Preservation Office (SHPO), Urban Renewal Agency, and 

property owner 

o $30,000 in investment ($10,000 private) 



Dayton, Oregon 

o The situation: Dayton needed to ‘reinvent’ themselves to 

make the most of their assets  

o Surrounded by wine country 

o Unique community history and heritage 

 

o The solution: downtown revitalization through community 

engagement 



Strategy: use historic buildings as 

an asset 

o Organization  

o Developed an application and membership/sponsorship process 

o Utilized Certified Local Government program and CLG grants 

 

o Design  

o Piloted a project for a design team from SHPO and OMS to 

provide façade improvement recommendations with downtown 

business/property owners 

o Leveraged $16K in grant funds for a total investment of $41K 

o Created historical markers for Courthouse Square Park 

o Received grant funds for a mural from local Cultural Coalition 



Transformation



Strategy: Engage the Community  

o Promotion 

o Organized first community 
event, including a town 
“family portrait” 

o Revived the community’s 
Cinco de Mayo event 

 

o Economic Restructuring 

o Conducted a survey to 
gauge local shopping 
habits 

o Developed positioning and 
branding statement 



Success Indicators 

o 1,350 volunteer hours on downtown revitalization 

activities in 2011 

o City and Council became solid partners providing 

philosophical and financial support 

o Growing tourism plan in Yamhill Valley 

o Few to no business closures downtown 

o Developing a food hub anchor  

 



Woodbine, Iowa 

o The situation: Perception of “just another small town on the 

highway,” and a very small annual budget 

 

o The solution: Invest in historical buildings, act like a city with 

long-term capital budgets, and invest in a community center 

- amphitheater 



Success Indicators 

o Dynamic partnership between local companies, 

City of Woodbine, and Woodbine Main Street 

o Leveraging an active local business owner who 

mentored smaller businesses and startups 

o $6.5M invested in 25 buildings in the 3-block 

downtown area 

o Historically rebuilt, energy efficient storefronts 

o Building rehabilitation where most needed 



Success Indicators 

o Conversion of a former bank building into updated, 

affordable housing and offices 

o Instead of starting over, or tearing down 

o Creation of an artist-in-residence loft and gallery, 

restaurant and retail spaces 
 







•Decline of the Northwest logging industry  

•Oakridge, discovered people wanted access 

to their forests 

•350 miles of logging roads create 

mountain-biking trails 

•Now Self Defined as: "Mountain Biking 

Capital of the Northwest," the campaign's 

success in drawing tourism is clear 

• Visitor Count 

• Tourism related Jobs 

• New Stores & Restaurants 

• New Homes & Families  



Preparing for tourism requires that a rural 

community take a critical look at itself. 
 

Look at your region with a tourism lens. 

Do you already have visitors coming to 

fish, hunt, river raft, and hike? What is 

tourism already generating? 
 

In Tulelake, California, thousands of 

visitors drive through the town on their 

way to birdwatching and hunting in the 

national wildlife refuges.  
 

• One resident opened a bed and 

breakfast, and offered birding 

driving tours 

• An auto supply and sporting goods 

store put in an espresso bar.  







o Requires listening to and engaging youth 

o There is a role for the schools, the community, and adult 

mentors.  

o Collaborating with young adults who want to live in the 

community and helping mentor their goals is the key to 

success 
A Case Study 

 

In Valley County, Nebraska, population 4,260, after more 

than seven decades of decline, by engaging youth and 

promoting entrepreneurism through the HTC process 

over the past 10 years, the county can now count: 
 

• 73 new businesses 

• 10 business expansions and 21 ownership transitions 

• 332 new full-time jobs 

• $90 million in new investment 

 

The Four HTC Pillars: 



o

o

o

o

o

o

- Thanks to New Generations Partnerships  



o

o

o

o



Get organized, get champions, GO! 



Economic Determinism 

Believe 

Think 

Care Plan 

Invest 

Succeed 

LEADERSHIP  

GUMPTION  

CYCLE 



Definition of Collective Impact: 

• The commitment of a group of community 

stakeholders from different sectors to a common 

agenda for solving a specific issue. 

Key Components: 

1. Common Agenda 

2. Shared Measurement 

3. Mutually Reinforcing Activities 

4. Continuous Communication 

5. Backbone Support 



WHAT DO YOU WANT TO WORK ON? 

Myrtle Creek’s Priorities For Economic Vitality Actions 

• Form the group where you think you want to truly make a 

difference -  

• Define Your Priority Issue and Goal -   

• Select 1 or 2 Team Leaders/Champions -  

• 90 Day Target -  

• Who else should be at the table -  

• Ideas for action - 

• Think of other community models - 




