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1.0 Introduction
1.1 Background 

The Town of Vinton is located in Roanoke County adjacent to the City of Roanoke and along the 
Blue Ridge Parkway.  With a population of nearly 8,000, Vinton is a vibrant community that has 
witnessed significant growth and change over the past several decades. 

The community was settled in the late 1700’s as Gish’s Mill and chartered in 1884 as Vinton.  
As the Norfolk and Western railroad shops developed in Roanoke, Vinton became home to many 
of the workers.  The community developed its own industrial base and a small retail and service 
downtown emerged to serve the growing population.   

Like many communities, Vinton has witnessed the role of its downtown change as traditional 
retail has migrated to suburban locations both within Vinton and in adjacent communities.  The 
nature of this move is compounded by the ongoing suburbanization of Roanoke and its adjacent 
communities.   

The purpose of this economic restructuring document is to provide a guide to the strategies and 
processes that should be undertaken to secure the future well being of downtown Vinton.  It is a 
companion to the physical improvement plan completed as part of the downtown revitalization 
plan.

The economic restructuring plan is divided into two sections. The first section of the plan, 
utilizes market research to develop a clear sense of the challenges and economic opportunities 
currently facing Vinton.  The second section presents the recommendations of the economic 
restructuring plan, in which detailed economic development, marketing, and organizational 
strategies are described.  Taken together, these sections will provide a roadmap for the economic 
restructuring of the Town of Vinton.

1.2 Acknowledgements 

Special thanks go to the many interviewees and focus group participants who took time out of 
their busy schedule to share their thoughts and knowledge about the Vinton market.  Thanks too 
goes to the merchants who participated so diligently in customer zip code tracking.  The 
information you provided was critical to this study.  A special thanks goes to the staff at the 
Town of Vinton, particularly Anita McMillan, Chris Lawrence, Mary Beth Layman, and 
Consuela Caudill who organized all of the meetings.   
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2.0 Retail Market Study 
This section of the report presents the findings of the retail market research for Vinton and sets 
the stage for further analysis that can be used to recruit business, help existing businesses target 
customers, and implement the accompanying marketing strategy in the next chapter.

Chapter 2 is divided into two sections:   

� Section 2.1 describes Vinton’s market definition based on zip code survey work 
completed by businesses in the community.  It also provides insight into Vinton’s 
trade area demographics and presents market data related to Vinton’s primary and 
secondary trade areas.

� Section 2.2 presents the retail market analysis that shows the amount of retail 
sales “leaking” from Vinton’s primary and secondary trade areas.  This 
information is based on the most recent data available and is a reliable source for 
understanding overall market patterns. This section concludes with some key 
opportunities for retail that could be used to both enhance existing businesses and 
recruit additional businesses to downtown.

2.1 Market Definition 

Unlike other techniques that tend to use arbitrarily picked boundaries for customer trade zones 
(such as radii or drive-time studies), the method used for market definition in Vinton is based on 
zip code survey work completed by cooperative merchants.  Geographic zip codes are used 
because they are easy to track at the customer level and frequently follow reasonable boundaries 
within which a whole host of demographic data can be gleaned. 

Thirteen Vinton businesses (nine retailers and four dining establishments) graciously participated 
in the zip code survey of their customers conducted in March 2010.  Merchants were provided 
with a form to record customer zip codes and asked to keep the log for all customers during a 
seven-day period.  For residents of Vinton zip codes, customers were asked to indicate whether 
the lived inside or outside the Town of Vinton.  In all, 1,238 individual customer visits were 
recorded during the one-week period.

2.1.1 Zip Code Results 

The results of the zip code survey are listed below: 
� Vinton businesses recorded customers from 80 unique American zip codes 

representing 11 states.
� In all, 17 percent of all customers lived inside the town limits of Vinton and an 

additional 14 percent of the customers were from the Vinton zip code but outside of 
the city limits.  (Another 6 percent were from Vinton zip code, but did not identify 
whether they lived in the town or not.)  This makes the total Vinton visits 37 
percent, just over one-third of all customers.   



 5 

� Roanoke residents accounted for nearly as many customers as all of Vinton, with 
35 percent of the total customer base.  Of these residents, 28 percent live in the 
24012 zip code and 22 percent in the 24014 zip code.

� Residents of Moneta and Goodview each accounted for 4 percent of total visits.   
� All together, residents of Blue Ridge, Salem, and Hardy comprised 8 percent of 

total customer visits. 
� Other Virginia residents accounted for 11 percent of all customers.   
� Just 1 percent of all customers came from outside Virginia.   

Figure 1 illustrates these findings showing the origin zip codes for all customers.   

Figure 1: Total Vinton visits by geography. 
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2.1.2 Information by Business 

The preceding figures display how the stores did in aggregate when all results are combined into 
one “pot” of figures.  This section looks at the results by retail store to determine if there are any 
anomalous figures that emerge with particular stores.  To protect the confidentiality of the 
individual store results, the names of the stores are not included in the charts.  The red bar 
indicates the overall percentage visits for all participating businesses. 

Figure 2 illustrates the combined percent of customer visits from Vinton residents.  Overall, 37.2 
percent of all customer traffic is from Vinton inhabitants.  Six businesses had over 50 percent of 
their traffic from Vinton, while two businesses recorded over 60 percent of their visits from 
Vinton residents.  At the same time, four businesses recorded less than 30 percent from Vinton.  
The difference (�) between the highest (70.7 percent) and lowest (7.7 percent) percentage of 
Vinton visitors is 63 percentage points. 

Figure 3 illustrates the combined customer visits from all Roanoke zip codes.  The mean here is 
35.0 percent, with a range of 57.7 percent to 13.6 percent.  Three businesses recorded over 40 
percent of their total visits from Roanoke residents, while two businesses reported less than one-
quarter of their visits coming from the same population. 

Figure 4 displays an estimated percentage of visits coming from outside the Vinton local market. 
During the survey week, 2 percent of all customer visits came from “visitor” zip codes.  Three 
participating businesses recorded over 4 percent of customers from outside of the region, while 
seven businesses showed no visitor-orientation with zero percent of their total visits.  

Figure 2:  Percent customer visits from Vinton residents by business. 
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Figure 4: Percent customer visits from “visitors” by business. 

Figure 3:  Percent customer visits from Roanoke residents by business. 



 8 

2.1.3 Trade Area Definitions 
The number of visits provides an overall viewpoint of where customers come from.  A more 
accurate way to evaluate customer loyalty in the market is by looking at the local market itself.  
Since all zip codes each have different populations, customer visits are most accurately tracked 
on the number of visits in relation to the population.  This corrects for zip codes that have 
exceedingly large or small populations that might skew the market penetration data. By this 
measure, the primary and secondary trade areas for the community can be established. The 
primary trade area is the geography where the most loyal and frequent customers to Vinton 
reside.  The secondary trade area represents an area where Vinton businesses can rely on 
customers but to a lesser degree. The table below shows customer visits per 1,000 people for 
each of the highest representative visits. 

Determining the primary and secondary trade areas can sometimes be more “art” than science.  
At times, significant breaks in customer visits are not obvious.  However, in Vinton’s case the 
division for the primary trade area is quite clear.  With nearly 25 visits per thousand residents, 
the combined Vinton area is clearly the anchor of the primary trade area for the community.  
Nearby Goodview (10.58 visits per thousand) and Blue Ridge (7.40 visits per thousand) also 
recorded enough customer visits to earn inclusion into the primary trade area.  

The secondary trade area is comprised of five surrounding zip codes, which include two zip 
codes in eastern Roanoke as well as Hardy, Moneta, and Montvale.  Visits in the secondary trade 
area range from 5.84 visits per thousand (Roanoke 24014) to 4.33 visits per thousand (Montvale 
24122).

Figure 5 illustrates the trade areas for Vinton in map form.  The Town of Vinton is located on the 
western side of the primary trade area.  The zip codes in the secondary trade area extend in all 
directions from the primary trade area. 

Table 1: Customer visits per thousand population for top zip codes. Source: Claritas, Inc. 
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Figure 5:  Vinton Primary Trade Area (top) and Secondary Trade Area (bottom). Source: Claritas, Inc.  
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2.2 Trade Area Demographics 

Now that the trade areas have been defined, this section presents an overview of current 
demographics for these geographies and relates them to some overall regional and local data.  
These data describe overall community-level trends, and provide insight into Vinton’s emerging 
retail markets.  

2.2.1 Population Growth 

The following charts compare population and income levels for Vinton with the larger region. 
For the purposes of this study, the Town of Vinton was compared to nearby zip codes and 
counties. In each chart below, the Town of Vinton and the Vinton 24179 zip code are shown in 
red, the primary trade area in orange, and the secondary trade area in purple. 

Figure 6: 2000-2009 population growth. Sources: US Census Bureau, Claritas, Inc. 

Data from the U.S. Census Bureau and Claritas, Inc. record moderate population growth that 
affected the Town of Vinton and most of the surrounding region.  Notable exceptions to this 
positive growth trend include the City of Roanoke and nearby Roanoke 24016 zip code.  At the 
other end of the spectrum, tiny Moneta and Hardy experienced population growth of 26 percent 
and 15 percent, respectively.  Overall, Bedford and Franklin Counties experienced higher rates of 
population growth (at 12.6 percent and 11.2 percent respectively) than Roanoke County (at 7.0 
percent).  The primary trade area experienced a relatively low growth rate of 3.3 percent, and the 
secondary trade area experienced a moderate growth rate of 6.6 percent. 
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Claritas population projections for 2010-2015, as displayed in Figure 7, indicate a comparable if 
slower growth rate for the Town of Vinton and the surrounding area.  Compared to the previous 
decade, population growth in the primary trade area is expected to just over one percent, while 
growth in the secondary trade area is projected to be just over two percent. 

Figure 7: Projected population growth, 2010-2015. 
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2.2.2 Household Income 

Median household income divides the income distribution range in half, one with households 
having incomes above the median, and the other with households having incomes below the 
median. Median household income data are based on the distribution of the total number of 
families, including those with no income. 

According to Claritas, Inc., the 2009 median household income in the Town of Vinton was 
$42,149, while the same figure for the Vinton 24179 zip code was $48,947.  This places Vinton 
in the bottom third of the regional income distribution.  It should be noted that Vinton median 
household income is $20,000 to $25,000 less than that of Troutville ($67,643) at the high end of 
the regional spectrum and $20,000 to $25,000 more than Roanoke 24016 ($23,865) at the low 
end.  At the same time, the median household income for the primary trade area, at $52,421, is in 
the middle of the regional income distribution.   

Figure 8: 2009 median household income. Source: Claritas, Inc. 

2.2.3 Demographic Conclusions 
Although population growth and median household income figures for the Town of Vinton are 
low in comparison to much of the surrounding area, strong regional population growth and a 
relatively high median household income for Vinton’s primary trade area are positive indicators 
of future market potential.
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2.3 Retail Market Analysis 

Vinton is a retail center serving the primary and secondary markets defined above.  In this 
section the Vinton market will be examined to identify potential opportunities for new or 
expanded stores by examining “retail leakage.”  A retail leakage analysis that will look at the 
primary and secondary trade areas to see how much money is “leaking” from the area to stores in 
other areas.  This will allow the community to assess what kind of additional stores might be 
attracted to downtown Vinton and will help individual existing businesses understand how they 
might diversify product lines. 

2.3.1 Retail Leakage in the Trade Areas 

Retail leakage is the difference between the retail expenditures by residents living in a particular 
area and the retail sales produced by the stores located in the same area.  If desired products are 
not available within that area, consumers will travel to other places or use different methods to 
obtain those products.  Consequently, the dollars spent outside of the area are said to be 
“leaking.”  If a community is a major retail center with a variety of stores it will be “attracting” 
rather than “leaking” retail sales.  Even large communities may see leakage in certain retail 
categories while some small communities may be attractors in categories. 

Such an analysis is not an exact science.  In some cases large outflow may indicate that money is 
being spent elsewhere (drug store purchases at a Wal-Mart or apparel purchases through mail-
order catalogs).  It is important to note that this analysis accounts best for retail categories where 
households (rather than businesses) are essentially the only consumer groups.  For example, 
lumberyards may have business sales that are not accounted for in consumer expenditures.  
Stores such as jewelry shops and clothing stores are more accurately analyzed using this 
technique.

The leakage study for Vinton is naturally conservative for two reasons.  First, it is “frozen in 
time” looking at current conditions.  Overall, the Vinton area is growing very slightly in 
population.  As a result, the market will naturally support more services over time.  Second, the 
trade areas identified are limited to those outlined above.  This means that we are only looking at 
opportunities to capture sales from the five zip codes in the immediate vicinity of Vinton defined 
as downtown’s primary trade area and the four zip codes in the greater area defined as 
downtown’s secondary trade area.  A successful store model might capture from well beyond 
this geography and could foster a strong visitor market as well.  This is particularly true since the 
primary and secondary trade areas for Vinton do not include much of the metro Roanoke area. 

With this information in mind, the following represents a synopsis of the retail leakage data for 
Vinton:

� In 2009, retailers in Vinton’s primary trade area (PTA) yielded $281 million in 
selected store sales.  That same year, consumers residing in Vinton’s PTA spent 
$471 million for retail purchases.  Therefore, in 2009, Vinton’s PTA LEAKED 
$190 million in annual retail sales. 
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� In 2009, retailers in Vinton’s secondary trade area (STA) yielded $1.8 billion in 
selected store sales.  That same year, consumers residing in Vinton’s STA spent 
$1.0 billion for retail purchases.  Therefore, in 2009, Vinton’s secondary trade area 
GAINED $772 million in annual retail sales. 

Downtown Vinton is clearly not attracting a customer base as broad as that of the trade area as a 
whole.  This could be viewed in a “glass half empty” or “glass half full” perspective.  The “glass 
half empty” view is that downtown is underperforming in attracting local and regional 
customers.  The “glass half full” perspective sees this as a tremendous opportunity for downtown 
to capture a market already shopping in suburban Roanoke.  The fact that Valley View Mall and 
all of the accompanying retail are in the secondary trade area greatly skews the data for the 
secondary area.  This super-regional shopping district attracts from a geography well beyond the 
Roanoke Valley.  Consequently, the “glass half full” approach is the more likely scenario for 
Vinton.

Table 2 explores these opportunities in greater detail for both the primary and the secondary 
trade areas. The green column displays the retail categories that are examined in the retail 
leakage analysis. (Please note that some categories are subsets of larger categories.)  The pink 
columns represent the total consumer demand and store sales for all retailers in Vinton’s primary 
trade area. The orange columns represent the same categories in Vinton’s secondary trade area.  
Within the PTA and STA columns, black numbers indicate leakage while red numbers indicate 
an inflow of dollars into the market area. 
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Table 2: Retail leakage for VInton PTA and STA. Source: Claritas, Inc. 
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All told, an examination of the primary trade area for the Vinton PTA shows a number of market 
opportunities.  The fact that the Vinton PTA is leaking sales in nearly every retail category (with 
the exception of household appliances, gas stations, building materials stores, and miscellaneous 
retailers) means that Vinton could conceivably gain sales in many of its leaking retail categories.  
As mentioned before the STA is quite a different, as it draws retail dollars from other areas 
(including Vinton’s PTA). 

In addition to only looking at leakage, there is an opportunity to explore retail “clusters”  (such 
as clothing or restaurants) as potential for success in Vinton as well.  Furthermore, visitor traffic 
and highly specialized retail could augment downtown’s appeal if the community opts to pursue 
these types of strategies. 
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2.3.2 Downtown Vinton Customer Survey 

In addition to the market data shown above, Vinton conducted an online survey to gather 
thoughts from area residents about shopping, dining and other amenities in downtown Vinton.  
The survey drew 154 respondents who among other things revealed: 

� Nearly one-third of respondents shop or otherwise visit downtown Vinton more than once 
a week, while over one-quarter visit at least once a week.  Only seven percent of all 
respondents said they visit downtown Vinton once or twice a year or less. 

� Top reasons for shopping or visiting downtown Vinton were “friendly service” in stores 
(88 percent), convenience to home (87 percent), and “personal service” (74 percent).  
Additionally, a majority of respondents cited the presence of “specialty stores and unique 
products” (53 percent) and convenience to work (52 percent). 

� A majority of respondents who shop or visit downtown indicated reasons for doing so do
not include “good prices,” retail quality and variety, or convenient business hours. 

� Respondents who indicated they do not shop or visit downtown Vinton cited its “lack of 
stores, products, [and] variety” (75 percent), “lack of restaurants” (67 percent), absence 
of “adequate parking” (58 percent), and lack of entertainment (56 percent).  

� When asked what kinds of businesses they would like to see in downtown Vinton, many 
respondents cited restaurants, specialty retail, coffee shops, and bookstores. 

� When asked what kinds of activities they would like to see in downtown Vinton, many 
respondents cited outdoor events, youth activities, festivals and parades, farmers’ 
markets, charity events, and culinary events. 

� When asked what single change they would make to downtown Vinton, respondents cited 
better parking, more restaurants, extended retail hours, streetscape and façade 
improvements, and more community events. 

� When asked what other community amenities would impact their decision to visit 
downtown Vinton, respondents cited regularly scheduled events, downtown housing, 
better parking, and youth activities (including an activity center). 
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2.3.3 Overall Market Conclusions 

Based on the leakage data illustrated above, Vinton has the opportunity to expand its retail 
presence in several categories.  Although is unlikely that Vinton will experience strong growth in 
the market in the near future simply because of the current economic downturn, it should 
nonetheless develop a strategy to expand its trading area, reinforce its role as a retail center, and 
explore visitor-based marketing as well.  The following are a series of observations about the 
potential for downtown Vinton based on the data gathered above: 

� Vinton is a very localized market with very few outside visitors to local shops and 
restaurants.  Although this could be framed in a negative way, current market conditions 
should be regarded as an opportunity to grow these retail categories. 

� Vinton is capturing some but not its full potential of “hinterland” traffic.  This is the 
fastest growing part of the population base and some of the most affluent consumers in 
the regional market. 

� Because of its proximity to the larger Roanoke market, Vinton’s opportunities for retail 
and restaurant uses must be highly specialized to make a significant impact.  The 
following are some key retail targets: 
- Lawn, garden supplies.  This store type could be a specialized store (not a chain such 

as Lowe’s or Home Depot) that focuses on the garden, plants, outdoor furnishings 
and accessories etc.   

- Specialty food.  Specialty food is a growing segment of the food market whether it is 
expanding the existing farmers market, small food retailers such as butchers and 
bakers, or smaller sized specialty grocers, this is an opportunity for Vinton. 

- Clothing.  Clothing will also be specialized independent retailers that fine tune their 
offerings to the clientele and offer excellent customer service. 

� Local respondents to the Town’s downtown Vinton survey bolster the case for the above 
retail categories.  Respondents also indicate the possibility of integrating retail offerings 
with scheduled events, such as outdoor festivals, culinary events, and youth- and family-
oriented activities. 
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3.0 Housing Market 
This section will examine a snapshot of the housing market in the Vinton region in order to 
determine opportunities for residential growth and new housing investment in the community.    

3.1 Current Conditions 

In 2009, the Town of Vinton had a median occupied housing unit value of $130,982, compared 
to $152,170 for its primary trade area and $144,012 for its secondary trade area.  All of these 
figures are well below the state median of $232,173 and Roanoke County median occupied 
housing unit value of $177,142. 

Figure 9: Regional occupied median housing unit value. Source: Arnett Muldrow, Claritas Inc. 
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Figure 9 displays Vinton’s primary trade area by housing tenure.  In 2009, over three-quarters of 
all units (76 percent) were owner-occupied, while the remainder were renter-occupied (18 
percent) or vacant (6 percent).   

Figure 10: 2009 PTA housing by tenure. Source: Claritas, Inc. 

3.2 Projected Housing Demand 
Tables 3 and 4 display projected growth in housing units for Vinton’s primary trade area.   
As shown in Table 3, over the next decade Vinton’s PTA will require an additional 1,008 
housing units to satisfy anticipated demand.  A second look shows that the total estimated annual 
housing demand in Vinton’s PTA is 101 units, of which the vast majority (79 percent) are 
expected to be owner-occupied units.

Table 3: Projected PTA housing unit growth. Source: ESRI. 

Table 4 displays the projected homeowner-occupied housing demand in Vinton’s PTA by unit 
value.  It is anticipated that units at lower price points (less than $150,000 per unit) will drop 
sharply—upwards of 1,600 units over ten years—even as demand for higher-priced units rises 
throughout the area.  In all, from 2009 to 2019, the Vinton PTA will experience market demand 
for 792 owner-occupied units.  Housing units in the $150,000 to $300,000 price range will 
satisfy most of the projected annual demand (79 units). 
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Table 4: Projected PTA homeowner-occupied housing demand by unit value. Source: ESRI.
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Tables 5 and 6 display housing figures and projected demand by unit type (single-family, duplex, or 
multifamily) for the Vinton PTA. These estimates are based on a 5% capture of the ten-year housing 
demand in the PTA.  As shown in Table 5, in 2000, nearly three-quarters (74.7 percent) of all occupied 
housing units in the Vinton PTA were single-family detached units.  That same year, mobile homes 
accounted for an additional 12.8 percent, with the remaining 12.5 percent being spread out among 
single-family attached (1.7 percent), duplex (2.8 percent), and multifamily units (8 percent).   

 
Table 5: 2000 housing units by structure type.  Source: ESRI. 

As shown in Table 6, in 2009, the total occupied housing units in the Vinton PTA was 11,939.  
According to ESRI, the total number of occupied units is expected to grow to 12,401 by 2014 and 
12,863 by 2019.  Over the 2009 to 2019 period, this works out to an annual estimated demand of 92 
units.  Within this annual demand figure, 69 (or 75 percent) of these units are expected to be single-
family detached units.  Also, the proportion of single-family detached to mobile homes, duplexes, and 
multifamily units is expected to be relatively consistent over the coming decade.   

.  

Table 6: Projected housing unit demand by type. Source: ESRI. 
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3.3 Overall Housing Observations 

The available housing data for Vinton illustrate several key features of the local housing market and 
provide the basis for a set of ten-year market projections.  Some of these characteristics are as follows:

� Housing unit values in Vinton’s PTA currently lag behind regional figures.  

� Within the primary trade area, there will be demand for approximately 92 housing units per year 
over the next 10 years.  Of this, 78% will be owner-occupied.

� Based on a 30% capture rate, this translates to about 30 units per year over 10 years that could 
potentially be brought into the Town of Vinton.  

� The vast majority of demand will be for single-family detached housing but there is a small 
demand for other product types.

� The price point for these units will hover in the $150,000 to $199,000 range.
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4.0 Recommendations

The following economic restructuring recommendations are compiled under four strategic 
themes for Vinton.  These initiatives are: 

� Telling Vinton’s Story:  Marketing Strategy 

� Bringing Investment, Bringing People: Recruitment Strategy

� Downtown Living: Housing Strategy

� Getting the Job Done: Organizational Strategy
Each of the strategic themes presented below begins with an explanation of the issues that fueled 
the decision to pursue this strategy and a set of objectives for what will be accomplished if the 
strategy succeeds.  Each theme’s introduction is followed with a series of recommendations 
divided into first step projects designed to be completed in 2010 and 2011, and next step projects 
to be completed in 2011 and 2012.   

4.1 Telling Vinton’s Story: Marketing Strategy 
Vinton has been billed as the “The Best Kept Secret in the Valley”—and to some degree this is 
accurate.  What is indisputable is that Vinton is a very proud community.  However, the Town 
suffers from sometimes being characterized with struggling parts of Roanoke.  Vinton has a 
unique identity as the only Town in the Roanoke Valley.  Yet, there are few true “visitors” to 
local shops and Vinton has significant retail leakage.  Therefore, the objectives of Vinton’s 
marketing strategy are to: 

� Establish a clear brand image for Vinton. 

� Use this image to convey what Vinton is to residents and the local market. 

� Use this image as a toolbox for reinforcing pride, existing business marketing, new 
business recruitment, and eventual visitor marketing. 
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4.1.1 First Steps: 2010-2011 

� Launch a new Vinton brand.  The Vinton brand connects both the traditional dogwood of 
Vinton  with a fresh look that stylizes the design and incorporated the “V” initial for the 
community. Furthermore, the Vinton brand is designed to appeal to three demographics.  
These are: 

- The local Vinton resident and businessperson: First and foremost, the brand 
should be used to reinforce a sense of community identity and pride.  The brand 
should also be used by local businesses to develop a consistent local message with 
literally dozens of potential applications.  For example, the brand could be used to 
encourage new and existing residents to patronize local restaurants and retailers 
while building a consistent identity for those businesses.  In this way, the Vinton 
brand will become the “hometown” identity for the resident and entrepreneur 
alike. 

- The regional customer: The Vinton brand will also cultivate visitors from 
localities such as Goodview, Blue Ridge, and other key area markets.  The 
population of Vinton’s secondary trade area is nearly 62,000.  Although this 
population comprises the core of the regional market, the regional customer base 
can and should be expanded to include Roanoke residents.  

- The visitor: Ultimately, Vinton should be prepared to market to visitors from the 
Blue Ridge Parkway.  This largely untapped demographic has strong long-term 
economic development potential for the community, and is likely to comprise the 
majority of Vinton’s future visitor market.   

All of these factors combine into a brand statement that becomes a foundation around which 
to build the brand.  The brand statement for Vinton is: 

 
We are the hometown of the Valley.  We were founded in the late 1700’s and chartered 
in 1884.  We grew up around the railroad that was the source of our jobs and the 
center of our livelihood.   

 
We are a place of Values.  We are a place where families come together, a place 
where our schools reflect our commitment to our children, a place where people do 
return home to build a family and a life.
 
We are a place of Vision.  We look to the future with ambitious plans to maintain our 
vibrant downtown, to grow the entrepreneurial spirit, and to provide a town that 
future generations can proudly call their home.
 
Hometown Values, Dynamic Vision 
 
Vinton, Virginia 

The Vinton brand is comprised of two different logos.  The first logo, shown in Figure 11, is 
a contemporary design that should be used for “popular” applications, such as civic pride, 
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tourism, and business campaigns.  Figure 12 displays a more conservative iteration of the 
Vinton brand, which has been designed for “official” town applications.  Note the town seal 
on the logo: the current seal has been modified to match the bold, crisp font of the Vinton 
brand.  

Figure 11: New “popular” Vinton logo showing full color, single color and black and white versions. 

Figure 12: New “official” Vinton logo. 
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� Implement standards Townwide for logo system. The Town should adopt a consistent 
departmental identity program that places the modifying department name underneath “The 
Town of Vinton” word type.  The drawing of the facades, in turn, is not necessary for all 
functions of the town brand and should be separated from many functions of the logo and 
used for accent in marketing pieces where desired.  

� Implement new letterhead.  The Town of Vinton and other partner groups should print new 
business cards and stationary as a way to reinforce the brand image.  This is a relatively 
inexpensive cost that will have a strong brand building result. 

� Launch logo system for events in Vinton. Once the brand identity is adopted, it can then be 
adapted and used for a whole host of activities, marketing pieces, and events.  Of course, the 
brand system should not completely eliminate the particular identity of an event, however, 
each event should have stylistic cues that indicate that it is a Vinton “branded” effort.  The 
new Vinton logo should be incorporated into current festivals and events, such as New 
Year’s Eve Gala, Farmers’ Market, Mingle at the Market, and the Dogwood Festival.  In this 
way, the Vinton brand can be extended into a constellation of uses, each one tailored to its 
own needs but strongly connected to the original logo.  

� Create downtown shopping and dining guide and map. Once the brand identity is adopted, 
the Town should work with the merchants in the community on a new format for a shopping 
and dining guide that is geared both for visitors and local residents.  The guide will feature a 
shopping and dining guide for the community, a guide to annual events, and a thorough map 
of Vinton to easily guide visitors. 

� Create a new residents’ welcome package to include with regional real estate professionals. 
Vinton should consider creating a shopping bag as a container for welcome material and 
provide this to local real estate professionals to give to new residents.  Of course, the 
shopping and dining guide should feature prominently inside this welcome package. 



 30 

� Redesign and refocus the Town of Vinton website. The Internet is one of the easiest and most 
cost effective ways to deploy a brand for a community.  Vinton’s website should be updated 
with the new brand by having a “jumping off” page that quickly directs those who want to 
know more about shopping, dining, and activities rather than the functions of town 
government.  The following illustration shows how this might work for Vinton’s existing 
web site.  Vinton may also want to purchase a URL that specifically focuses on dining and 
shopping in the community. 

Figure 13: Town of Vinton website. 
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4.1.2 Next Steps: 2012-2013 

� Implement wayfinding program for entire town. Wayfinding signs are one of the key ways 
that visitors can locate major amenities in a community. Wayfinding signs should be used to 
direct visitors to sites such as the War Memorial Hall, Farmers’ Market, Historic Downtown, 
Town Hall, and the Blue Ridge Parkway .

Figure 14: Town of Vinton wayfinding sign system. 

� Implement new gateway signs. Vinton already has several gateway signs; however, these do 
not match the new Town brand.  Over time, Vinton should replace its existing gateway signs 
with signs featuring the new branded logo.  Gateway signs should also incorporate 
appropriate lighting and attractive landscaping.  Primary gateways should be located along 
major thoroughfares, and secondary gateways should be placed just as visitors enter 
downtown.
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� Purchase and place new branded banners throughout Vinton. Banners are a great way to 
promote local attractions and events to local residents and visitors.  Not only are banners a 
simple way to communicate with pedestrians and motorists, but they can also act as traffic 
calming devices.  This feature is especially important in Vinton because of its heavy 
weekday commuter traffic and weekend travelers from metro Roanoke headed to Smith 
Mountain Lake.

Figure 15: Town of Vinton street banner. 
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� Continue rolling out brand with collateral material such as shopping bags, shirts, house 

flags and related items. It isn’t necessary to roll out new brand designs right away.  However, 
new products might be explored for a 2011 roll out such as window signs for stores, 
shopping bags, shirts, house flags and related items.  An important component of the brand 
implementation is to encourage local businesses to develop their own merchandise with the 
brand.  The Town of Vinton should partner with merchants to create a simple one page 
licensing agreement that will allow local businesses to use the brand in merchandise such as 
t-shirts, mugs, and shopping bags. 
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4.2 Bringing Investment, Bringing People: Recruitment Strategy 
Vinton is demonstrating significant retail leakage in many categories.  However, metro Roanoke 
limits some of the retail options for the community.   

At the same time, Vinton is growing, as is the surrounding area.  This means selected retail 
categories are primed for growth.   

Given the constraints and opportunities inherent to its location adjacent to a relatively large 
metropolitan area, Vinton’s downtown should position itself as a specialty shopping and dining 
destination.  Downtown Vinton can carve out a niche as a desirable alternative to the big boxes, 
chain restaurants, and strip malls of suburban Roanoke, as well as a center for a variety of small 
professional businesses.  Also, Vinton has the potential to create a unique catalytic project that 
will attract regional visitors as well as new businesses to the downtown area. 

The objectives for Vinton’s recruitment strategies are to: 

� Continue to recruit additional retail and dining to downtown Vinton focusing on 
lawn/garden, food related retail, restaurants, and clothing.  

� Complement retail with additional professional services/offices.

� Consider catalyst projects to entice visitors and develop a “centerpiece” to Vinton’s 
offerings.

4.2.1 First Steps: 2010-2011 

� Consider a marketing matching grant or cooperative program for existing businesses to 
deploy Vinton brand.  While there are frequently incentives available to recruit businesses 
and investors to a community, there are fewer opportunities to assist existing businesses.  
Furthermore, many independent businesses end up cutting marketing when the market takes 
a downturn.  The matching grant program would provide a direct way to alleviate the cost of 
advertising for local businesses, incent those that aren’t marketing to begin the effort, and 
create a more coordinated image of Vinton through deployment of the brand identity.  

This technique also provides a more savvy way to deploy a marketing image than the 
traditional ad co-op program. Traditionally, if a community wanted to do cooperative 
advertising, a staff member of volunteers would go “hat-in-hand” to collect a share amount 
from participating businesses to appear in a cooperative ad that would include business card 
size ads arranged around some sort of logo or symbol.  The result is the purchase of a full-
page ad without the companion impact of purchasing such an ad.  This alternative approach 
allows for Vinton to create micro-marketing grants to businesses that use the Vinton brand 
concept and templates.  For the initial launch, the funding for the pilot project should be five 
thousand dollars.  The program would follow these steps and parameters: 

 
� The Town of Vinton, alongside its partners, issues a statement that a pilot marketing 

grant program is being launched (perhaps a meeting is held to present the program).  
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� The funding for the initial year would be limited so the program is a first come first serve 
effort (this will hopefully motivate participation). 

� Businesses would get a fifty-fifty match of any marketing program that employs the 
Vinton brand.  Print ads would follow the templates illustrated below (and supplied in the 
Brand Resource CD), radio ads would use a simple statement at the end of the ad 
“Participating business is just one of the great shops, restaurants and experiences in 
Vinton.  ‘Find Strength in the V.’” With direction to a website for further information, 
web based ads would also include the brand identity (and are discussed in greater detail 
below).

� The Town of Vinton would develop an administrative and reimbursement policy for the 
grant.

� The business is responsible for ensuring that a copy of the ad (or recording) is saved for 
the archive.   

The program would need to be closely evaluated to determine its effectiveness and tweaked 
as it continues beyond the pilot year. 
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Figure 16: Community pride advertisement. 
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Figure 17: Community pride advertisement. 
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Figure 18: Community pride advertisement. 
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Figure 19: Community pride advertisement. 
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� Explore “co-op” garden center at Farmers’ Market area.  Retail leakage data suggest garden 
supplies as one of Vinton’s largest retail opportunities.  The Vinton Farmers’ Market is the 
ideal location for a new garden supply business designed to fill this market gap.  Such a 
project is likely to be accomplished in one of two ways: one, as an enclosed building adjacent 
to the Farmers Market; or two, as a specialty garden supply section within the Farmers’ 
Market featuring extended, yearlong hours.  The garden center could be operated as a private 
enterprise, a public-private partnership, or as a conglomeration of smaller retailers and 
incubator for garden businesses.  In particular, this final “co-op” concept is well suited to 
become a catalytic project for small start-ups or nonprofit organizations. 

� Deploy a “Vinton Dines” campaign to promote the restaurants in the community. Food away 
from home has consistently been one of the fastest growing parts of the retail economy.  
Vinton has the opportunity to craft a specifically targeted loyalty program for its restaurants 
to help them reward loyal customers as well as attract new visitors to the downtown area.  

� Revise land use regulations to foster mixed-use development downtown.  Along Washington 
Avenue, the zoning is currently open to many uses, including some commercial uses that are 
potentially undesirable to the area.  Instead of the current zoning regulations, the Town 
should promote mixed-use applications along the corridor complementary to downtown uses.  
Furthermore, the Town should consider developing a design review process for new projects 
along the Washington corridor or similar areas.

4.2.2 Next Steps: 2012-2013 

� Consider expanding façade program to include “change of use” grant.  (This is closely tied 
with streetscape improvements along Washington.) Although there are a number of 
residential units along Washington Avenue, is not a viable residential corridor in the future.  
Currently, an expensive, time-consuming change of use process is required to convert from 
residential to other uses.  Instead of this process, the Town should modify its successful 
façade grant program to help these buildings transition into office or mixed-use 
developments.  This project could be undertaken in partnership with Roanoke County 
economic development specialists.  

� Pursue additional catalyst developments downtown to encourage regular foot traffic.  The 
physical master plan identifies several opportunities for catalytic projects.  Such projects are 
critically important because they have the potential to bring visitors and residents downtown 
on a regular basis.  The physical master plan explicitly mentions three sites: the Vinton 
Motor Company Building (which could feature a mix of uses, outdoor dining, retail, etc.), the 
Dunman Building (which could be converted into library), and permanent structure alongside 
the Farmers’ Market (which could become a winter market that operates as a garden center or 
co-op).  The following ad concept illustrates how this market might be advertised. 
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Figure 20:  Winter Market Ad Concept 
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4.3 Downtown Living: Housing Strategy 
Vinton has experienced steady residential growth over the years.  Vinton schools are a great 
residential attractor for families.  Yet Vinton has been classified in with declining parts of 
Roanoke in the metro Multiple Listing Service. 

Interviews and market data indicate that there is pent-up demand for market-rate apartment-style 
housing in downtown Vinton.  Also, there is not a “senior living” option inside the Vinton town 
limits. 

The objectives for a housing strategy are to: 

� Encourage additional residential development as part of mixed-use projects in downtown 
Vinton. 

� Recruit a senior living development to Vinton.

4.3.1 First Steps: 2010-2011 

� Create a new residents’ welcome package as recommended in prior strategy. 

� Explore tax credit renovation of old Vinton High School for senior living.  Although the 
school property is outside of our study area, it should be mentioned because it is a site with 
great potential.  Other towns have successfully pursued federal and state tax credits 
(typically, through Historic and/or Housing Tax Credit programs) to develop senior living 
facilities in older buildings.  In Vinton, a senior housing project could become a joint project 
between the Town and school board. 

� Pursue mixed-use projects on selected sites that incorporate residential uses as well. In 
addition to previously mentioned uses, several of the above projects could incorporate 
residential units.  For example, the Dunham Building could handle library as well as 
residential uses.
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4.4 Organizational Strategy:  Getting the Job Done 
Unfortunately, Vinton has acquired a reputation for being unfriendly to business.  Not only are 
there additional requirements to which businesses must adhere, but there is not a clear marketing 
and promotional program for existing downtown businesses.

This being said, the larger Vinton community endeavors to be a business friendly location and to 
foster investment, and there are a number of groups and individuals working to improve Vinton.   

The challenge for the Town of Vinton is to take an active leadership role and partner with these 
groups to create a progressive, business-friendly environment. 

The objectives for an organizational strategy are to: 

� Foster a business friendly reputation in Vinton while encouraging quality investment that 
will reap long-term rewards for the community. 

� Create an organizational framework to channel initiatives and promote downtown as a 
destination.

4.4.1 First Steps: 2010-2011 

� Continue affiliation with the Virginia Main Street program. The Main Street Program offers 
a time-tested model for small-town economic development.  The Town of Vinton; currently 
is an affiliate member.  The community should continue to participate in training and 
education programs offered by the Virginia Main Street program.  However, the community 
should pursue the ultimate goal of becoming a designated Main Street over time with a full-
time executive director. 

� Create a volunteer organization for events, downtown promotion, and revitalization.  Over 
the years, several volunteer organizations have come and gone.  In order to succeed, this plan 
requires that property owners, business owners, and interested citizens be consistently 
engaged as a public-private partnership to implement it.  The National Main Street Program 
provides an organizational model for how this can be accomplished.   

� Create a dedicated Economic Development Coordinator position to oversee and manage 
ongoing development efforts. The Town of Vinton needs a dedicated economic development 
staffer.  A plan of this nature will require greater public/private partnerships and such a 
professional dedicated to economic development will help significantly in implementing 
recommendations of this plan. 
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4.5 Conclusion

The attached “Strategy Board” summarizes all of the projects and recommendations included in 
the Economic Restructuring Plan for the Town of Vinton.  The board is designed as working 
document for benchmarking and ongoing evaluation of the implementation process.  Each 
recommendation that is presented in brief on the strategy board is supported in this report 
documentation. 

4.5.1 Strategies and Visions 

Each of the plan strategies and visions are outlined in the strategy board.  It is important to 
remember the ultimate marketing and development strategies that each project supports.  Of 
course, each of these strategies is linked with one another, but failure to achieve any one goal 
does not negate the ability to achieve others.

4.5.2 Time Frames 

The projects are divided into two time frames.  The first series of projects are “first steps” 
demonstration projects that should begin immediately.  For the most part, these are simple 
projects that will be highly visible, have significant impact and should be completed within the 
first year after the plan is adopted.  The second set of projects is labeled “next steps.”  Some of 
these are more advanced projects while others are continuations of projects that began during the 
demonstration period.  The next step projects should be completed within the second and third 
year of the plan.

The strategy board and its recommendations represent a “living document.”  As time goes by and 
implementation proceeds, some priorities will shift while other ones will arise.  The 
implementation strategy board should be evaluated periodically, no less than annually.  This 
evaluation process will allow for finished tasks to be indicated on the board, for responsibilities 
to be shifted between parties, and for time frames to be adjusted for individual projects. 


