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O VERVIEW  AN D  CO N CLU SIO N

ATTRACTING DEVELOPMENT 
AND INVESTMENT

Huron’s  market  footpr int

Marke t  condi t ions / t rends

Avai lab le  s i tes  and  rea l  es ta te

Best first-opportun ity site s

Deve lopment  communi ty ’s  needs

The  s t ra tegy  and  tac t i cs  focused  
on  first-opportun ity site s

The  City of Huron  has invited  Jun ipe r CRE Solu tions and  
Cedarwood Deve lopm ent to  he lp  a ttract rea l e sta te  
deve lopm ent and  investm ent. 

During the  last e igh t m onths, we  visited  with  the  City 
Manager and  sta ff to  be tte r understand  the  pe rsona lity of 
the  City and  its  citizens. This p resen ta tion  addresses our 
recom m endations for m ee ting business goa ls and  
ob jectives. 

With  an  aggressive  and  stra tegic m arke ting program , 
Jun ipe r is  confiden t tha t Huron  can  a ttract new business, 
support its  existing business base  and  garne r new residen ts 
– who would  be  proud  to  ca ll Huron  hom e .



Market Footprint |  In fluences

Prim ary influence   Cleve land , accord ing to :
– Cleve land-Akron-Canton  Com bined  Sta tistica l Area  (CSA)

– Cleve land  Plus

– Team  NEO

– Grea te r Cleve land  Partne rsh ip

– U.S. Cluste r Mapping Project, Harvard  Business School

Unique influence  Sandusky (loca tion  be tween  Cleve land  and  Toledo)

– Crea tes its own econom ic and  cu ltu ra l factors 
(Sandusky Mircopolitan Sta tistica l Area  – Erie  County – Ohio Departm ent of Deve lopm ent)

– Proxim ity to  Lake  Erie  islands – tourist a ttractions bring un ique  va lue  to  the  City of Huron
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• Labor force

• Unemployment

• Labor force participation

• Population

• Household income

• Age cohort

o Location quotient

o Shift share 

• Where  worke rs live

• Where  re siden ts work

o Top employers
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Econom ic Health  and  Trends



ECON OM IC HEALTH |  Labor Force
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ECON OM IC HEALTH |  Unem ploym ent 
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ECON OM IC HEALTH |  Labor Force  Participa tion
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ECON OM IC HEALTH |  Popu la tion

YEAR  AM O U N T

2020   (Projected) 7,113

2015   (Estim ate ) 7,180

2010   (Census) 7,149

2000   (Census) 7,428

YEAR RAN G E CH AN G E

2000-2010 -3.76%

2010-2015 0.43%

2015-2020 -0.93%

CITY O F H U RO N



ECON OM IC HEALTH |  Household  Incom e 
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ECON OM IC HEALTH |  Age  Cohort

0%

2%

4%

6%

8%

10%

12%

14%

16%

Sh
ar

e 
(%

)

Huron Erie Ohio United States



ECON OM IC HEALTH |  Where  Workers Live

CITY O F H U RO N



ECON OM IC HEALTH |  Where  Residen ts Work

CITY O F H U RO N



Parcel Boundaries

Land Cata log
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Best “First-Opportun ity” Site

Based  on  in form ation  gleaned  from  

conversa tions, past reports and  m apping 

da ta , Jun ipe r CRE Solu tions finds tha t the  

Sh owboa t site  is the  best “first opportun ity” 

for deve lopm ent, fo llowed close ly by the  

Con  Agra site  (m arke ted  concurren tly).
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SHOWBOAT SITE | HIGHEST AN D BEST USE AN ALYSIS
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CON AGRA SITE | HIGHEST AN D BEST USE AN ALYSIS
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DEVELOPER COM M UNITY INTEREST
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Developer 
Rank 2015

Company Name Corporate Officer HQ City HQ 
State

1 Alliance Residential Company Bruce Ward & V. Jay Hiemenz Pheonix AZ
2 Mill Creek Residential Trust, LLC Charles R. Brindell Dallas TX
3 Wood Partners, LLC Ryan Dearborn Atlanta GA
4 Related Development, LLC Steve Patterson Miami FL
5 Lennar Multifamily Communities Todd Farrell Charlotte NC
6 Avalon Bay Communities, Inc. Timothy J. Naughton Arlington VA
7 Trrammell Crow Residential Kenneth J. Valach Dallas TX
8 Greystar Real Estate Partners, LLC Robert A. Faith Charleston SC
9 The NRP Group, LLC J. David Heller & T. Richard Bailey Cleveland OH

10 Lincoln Property Company Tim Bryne Dallas TX
11 Carmel Partners Ron Zeff San Francisco CA
12 CAPREIT, Inc. Dick Kadish Rockville MD
13 Equity Residential David J. Neithercut Chicago IL
14 The Calida Group Eric Cohen Las Vegas NV
15 Holland Residential Clyde Holland Vancouver WA
16 The Michaels Organization John J. O'Donnell Marlton NJ
17 StreetLights Residential Tom Bakewell Dallas TX
18 Forest City Residential Group, Inc. Ronald A. Ratner Cleveland OH
19 Flournoy Development Co., LLC ThomasH. Flournoy Columbus GA
20 AMLI Residential Greg Mutz Chicago IL
21 Prometheus Real Estate Group, Inc. Jaclyn Safier San Mateo CA
22 EdR Randy Churchey Memphis TN
23 The Dinerstein Companies Brian Dinerstein Houston TX
24 GID Williams H. Roberts Boston MA
25 Woodfield Development Greg Bonifield Arlington VA

TO P  2 5  N ATIO N AL 
D EVELO P ER LIS T



DEVELOPER COM M UNITY INTEREST
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Company Name Corporate Officer HQ City HQ 
State

Cedarwood Development Tony Petrarca & Anthony Petrarca Akron OH
K & D Properties Douglas E. Price, III & Karen M. Paganini Willoughby OH
Geis Companies Greg Geis Streetsboro OH
The Dalad Group Neil Viny Independence OH
Global X Randy Markey Cleveland OH
Pizutti Ronald A. Pizzuti & Joel S. Pizzuti Columbus OH
Fairmount Properties Adam Fishman Cleveland OH

LO CAL
D EVELO P ER LIS T



Real Estate Community Expectations

For deve lopers to  invest tim e  and  resources, the  City of Huron  
m ust dem onstra te :

– Marke t de ta ils |  dem ographic and  sta tistica l da ta  (p rovided  in  the  report)

– Depth  of m arke t |  supp ly and  dem and  of the  conside red  land  uses

– Land  costs |  first-opportun ity site s

– Desire  to  coopera te  and  partne r on  deve lopm ent p rojects

– Support for p rojects by re siden ts and  loca l businesses

– Entitlem ent p rocess for deve lopm ent
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Marketing Strategy

• Prim a ry ob je ct ive : Provide  m axim um  exposure  of Huron’s asse ts, 
and  those  of surrounding a reas

• Be n e fit s to  the  City of Huron  fa ll in to  th ree  ca tegories:
1. Provide rea l e sta te  investm ent opportun itie s for the  deve loper 

com m unity

2. At t ra ct / re ta in industrie s conside ring expansion  or re loca tion

3. Bu ild and  enhance  the  city’s repu ta tion  with in  the  region

• A robu st  m a rke t in g p la n  requ ires stra tegies in  these  ca tegories:
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– Marke ting

– Com m unity and  Downtown 
Revita liza tion

– Business Mix

– Tourism

– Staffing and  Organiza tion



Marketing
– Use  curren t repu ta tion  to  re fre sh  the  Huron  brand  ”A Grea t Lake’s Great Place”

– Im prove  the  City’s website  to  be  m ore  “econom ic devolvem ent” cen tric

– Deve lop  a  p ricing m ode l for bu ild ings and  site s

– Perform  site  va lida tion  on  bu ild ings and  site s for concep t p lacem ent

– Engage  with  loca l rea l e sta te  b rokerage  com m unity

– Deve lop  na tiona l, regiona l and  loca l deve loper ou treach  stra tegies

– Crea te  re levan t m arke ting m ate ria ls (b rochures, PowerPoin t, p rin t ads, e tc.)

– Crea te  a  socia l m edia  stra tegy for ta rge ted  age  groups

– Iden tify fund ing sources for econom ic deve lopm ent gran ts or loans

– Explore  pub lic/p riva te  collabora tive  partne rsh ips 

– Deve lop  a  ta rge ted  business recru iting stra tegy

– Plan  and  im plem ent a  Fam ilia riza tion  (FAM) Tour with  o the r regiona l pa rtne rsh ips

– Crea te  a  pub lic re la tions stra tegy

– Iden tify and  a ttend  re levan t trade  associa tion  confe rences (ICSC, IAMC, IEDC, e tc.)



Community and Downtown Revitalization
– Leverage /em brace  the  downtown long-te rm  vision  (underway)

– Deve lop  a  curb-appea l stra tegy for stree tscape  im provem ents

– Explore  the  wisdom  of a  store -fron t im provem ent p rogram

– Continue  the  signage  upda te  p rogram  (way find ing and  ga teway signage)

– Encourage  a  re ta il trade  m erchan ts associa tion

Business Mix
– Exam ine  existing (or crea te ) list of existing businesses and  se rvices to  iden tify 

redundancies

– Deve lop  a  business ou treach  program  to  iden tify and  address the  needs of loca l 
businesses on  a  policy leve l

– Update  or crea te  a  list of existing p riva te  and  non-profit a ttractions and  
am enitie s

– Map com m unity asse ts and  d istribu te  to  loca l re siden ts and  businesses



Tourism
– Perform  an  econom ic im pact study for the  tourism /m arine  industry in  Huron

– Iden tify poten tia l pa rtne rs (sta te /regiona l) to  increase  the  im pact of tourism  
on  the  City of Huron

Sta ffing and  Organiza tion
– A com prehensive  econom ic deve lopm ent stra tegy requ ire s sign ifican t tim e  

and  hum an resource  com m itm ent

– Jun ipe r ’s recom m enda tion
a) Crea te  an  Econom ic Deve lopm ent Director position  

or 

b) Engage  an  ou tside  firm  to  act in  tha t ro le  for the  City of Huron

– Outside  firm /ED Director ro le  would  report to  the  City Manager and  
coord ina te  with  re levan t organ iza tions (Erie  County ED Director, 
TEAM NEO, Huron  Cham ber of Com m erce , Jobs Ohio, e tc.)



Conclusion

• The  City of Huron  is we ll positioned  to  em bark on  an  econom ic deve lopm ent p lan  
tha t, if stra tegica lly im plem ented , will crea te  new jobs and  grow the  popula tion . 

• The  City can  boast:
– Unique  asse ts (land  site s) to  a ttract rea l e sta te  deve lopm ent

– Existing and  we ll m ain ta ined  in frastructure  

– Two m ajor u rban  m arke ts (Cleve land  and  Toledo) in  close  p roxim ity

– Lake  Erie  – recrea tiona l asse t

– A com pe lling qua lity of life  

• Should  the  City decide  to  m ove  forward  with  an  aggressive  and  we ll p lanned  
m arke ting program , Junipe r is confident tha t Huron  can  a ttract new business, 
support its  existing business base  and  a ttract new residen ts – who would  be  
proud  to  ca ll Huron  hom e .
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