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Challenge Areas Team Mentor
Align/Retain Graduates to 
Area Business Needs

Deborah Cornell, Sandra Gardner, 
Melissa Marietta, Danielle Rowe, Cynthia 
Saggese, Kevin Stevens Dennis Slattery

Local Business 
Investment

Jackie Burke, Tania Capo, Jennifer 
Insetta, Kyle Liner, Amy Marron, William 
Rohde Bryce Reynolds

Grow Downtown Business Tara Benson, Lisa Cronin, Anneth Nelson, 
Adam Remillard, Amanda Stamas, 
Michael Tranvaag, Lesley Woodward Wayne Rozen

Encourage Alumni to 
Relocate Their Work From 
Home Jobs or Businesses 
to Otsego County

Monica Calzolari, Lonny Chin, Tammy 
Christman, Brittany  Goodrich, Dominick 
Love Jr., Caley Sharratt Don Sommerville
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Summary of Actions:

Our initial dialogue centered around common definitions for retention and graduates. We then realized that little
public data has been collected about retention of graduates in Otego County. The group suggested starting with
a data collection project. These data would then inform potential action steps and goals.

Further Considerations:

After our initial presentation, the group determined that the project stakeholders must be determined before 
any data can  be collected and used. We want to know more about who is invested in the project and who 
has the resources to pursue  not only data collection, but actions informed by these data.

Leadership Otsego Align Group
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Recommended Next Steps:

• Define the stakeholders - who is already invested in this challenge? Who isn't, but should be?

• Determine an initial project manager to develop the stakeholder list, develop communications, a pitch to
stakeholders.

• Create common key objectives and use of results.

• Consult with the Mohawk Valley Economic Development District who began a similar conversation with 
10 colleges  (MVEDD 9+1) in the region last year.

• Secure funding to facilitate the project and appoint a PT (if a grant) or project manager, and project team
members

Leadership Otsego Align Group
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Possible Stakeholders:

• Otsego County Chamber

• Cooperstown Chamber

• MVEDD *

• Otsego Now

• Otsego County Board of Representatives

• SUNY Oneonta and Hartwick (MVEDD 9+1) see above

• Top 5 employers

• BOCES

• Local officials: senators, mayors

Leadership Otsego Align Group
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Thank you to Bryce Reynolds, SCORE Greater Binghamton
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Leadership Challenge

Executive Overview

The Challenge 

What We Can Do to Make a Difference

What Happens After Today? 

What We Learned About Team Leadership
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Problem Statement

The problem is the disconnect between local businesses and our local community.

This affects of this is felt through out the community and creates a sense of devalue in our local 
consumers and our workforce.

The long-term impact of this is turning community consumers to shop elsewhere (i.e. large box 
stores, Amazon), live outside the community, and ultimately leave Otsego County.  There is no 
sense of relationship and “This is my Town” feel.    

A successful solution would be to create a 501(C) nonprofit that would raise funds for local 
businesses that engage in community involvement. Involving a panel or board that would  

The Challenge
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The Challenge
Significant Findings / Research

Venture Capital Groups/Allied 
Service Model Competition

Otsego Business Investment 
Competition Fund

• Legal & liability complications (i.e.: 
non compete agreements)

• Application process including 
business improvement plan

• No community involvement • Participating local business

• Expected return on investment 
rules

• Market Study necessary is more 
extensive than our capabilities
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Non-profit group that executes and collects monies to invest back into a local business that is 
participating in the competition:

• A panel is set up to review business improvement plans submitted with application to be 
granted into the competition.

• Participating businesses would ask each customer if they would like to round up their 
purchase price to the nearest dollar to donate those monies to the Otsego Business 
Investment Competition Fund

• Businesses can also partner with the Chamber to do promotional/product events to help 
generate more sales and interest.

• Accept donations from community and private donors on a participating businesses behalf.

• Top 3 fundraising businesses are in the running to win the funds and to be reviewed by the 
Panel and all the participating business owners and a winner is chosen. 

• Community celebration day.  Shut down main street to hear about the top 3 fundraisers, 
announce the winners, and celebrate everyone’s efforts through out the year. 

What We Can Do To Make A Difference
Otsego Business Investment Competition Fund
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What Happens After Today

• Find a group to create the fund.  Is there any 
current non-profit that could tuck the project 
into business model?

• Survey local businesses if this is something 
that they would be interested in participating 
in.

• Panel needs to be set up for judging.

• Regulatory criteria for funds to disbursed.
• Marketing & advertising

• A system for businesses to submit and 
monies to be collected, tracked and 
deposited.

• Vendors for community day, permits 
everything that goes along with event.
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• Scheduling was a huge conflict and it was hard to overcome.  We settled with meeting in 
smaller groups of who could meet and moved forward with the consensus from there.

• We set some parameters early that we didn’t think a nonprofit would work and were only 
looking at capital funds and allied services models.  Once we got into the research piece of 
these models, we realized the scope was bigger and more complicated than we anticipated 
and had rethink our solutions.

• We did well at agreeing on our problem, affects and the impact.  

• Scheduling and time management could have seen improvement.

What We Learned About Team Leadership
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The Challenge

To Grow 
Downtown 
Businesses

Problem Statement
Even prior to COVID-19, growth of downtown businesses in Oneonta was slow 
and besieged.  Business development and growth is vital for the local economy 
to thrive.  The success of small businesses in downtown Oneonta is pivotal for 
attracting, retaining and growing our local economy and census.  Oneonta is a 
diverse community with various wants and needs.  Ensuring downtown 
Oneonta offers a wide array of amenities that caters to its diverse community is 
imperative to the city’s continued success. 

In order to keep downtown alive and well, we feel the first thing that needs to be 
done is a short survey to the community and surrounding areas of Oneonta 
regarding its downtown area. A sub-survey is also needed. This survey would 
be geared towards the downtown merchants to get their opinions of the 
downtown area. 

To promote the downtown area we investigated two options:

A 2 to 3-minute video.

A one-page 4-color insert into the local paper.



Grow 
Downtown 
Interest

#1 Survey the community members of 
downtown Oneonta & Otsego County.
This would be done via a paper survey mailed 
to individuals using voter registration 
records.



The Survey-
We want to hear from 
you! Please take this 
short survey to help us 
understand your 
experience as a 
customer/prospective 
customer of 
downtown/Main Street 
business.

• What would bring you to Main St./downtown Oneonta more often?

❑ Better parking 

❑ Restaurants

❑ Bars

❑ Family friendly activities

❑ Shopping

❑ Other: 
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________

• What keeps you/would keep you from frequenting Main St./downtown businesses in the future? 

❑ Parking 

❑ Vehicle traffic

❑ Lack of attractions

❑ Type of stores

❑ Seasonal patrons

❑ Other: 
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________

• If Main St. (Elm St. to Chestnut St.) was closed to vehicle traffic would you visiting more often?

❑ Yes

❑ No

❑ Comments: 
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________



The Community 
Survey- Continued

• Please list any specific business/shops/activities you would like to see: 
_________________________________________________________________________
_________________________________________________________________________
_________________________________________________________________________
_________________________________________________________________________
________________________________

• What is your Vision of the Perfect Main Street?

_________________________________________________________________________
_________________________________________________________________________
_________________________________________________________________________
_________________________________________________________________________
________________________________



Grow 
Downtown 
Businesses
#2) Survey the Businesses on Main Street

This would be done in-person to each business on 
Main Street.  



The Survey
We want to hear from 
you! Please take this 
short survey to help 
us understand your 
Business’s experience 
on Main Street.

What do you feel are the biggest challenges for your Business on Main Street?

qParking 

qRent

qSeasonal Shoppers

qWrong Target Audience 

qOther 
______________________________________________________________________________________________________________________________
_____________

How do you Market your Business? 

qRadio 

qNewspaper

qOn-line

qBillboards

qOther_______________________________________________________________________________________________________________________
_______________________

Why did you choose this Marketing method?

qPrice

qTarget Audience

qAvailability 

qOther_______________________________________________________________________________________________________________________
_______________________

What made you choose Main Street as your business's location?

qRent Prices

qAvailability 

qFoot Traffic

qTarget Audience 

qOther________________________________________________________



The Business 
Survey - Continued

• Do you feel that the Closure of Main St. (Elm St. to Chestnut St.) being closed to vehicle traffic has had an 
impact on your business’s success. 

q Yes

q No 

q Unchanged

q Other_________________________________________________________________________________
__________________________________________________________________________________

• Do you feel the impact is negative positive or unchanged.

q Negative 

q Positive 

q Unchanged

q Other_________________________________________________________________________________
__________________________________________________________________________________

• Why do you continue to keep your Business on Main 
Street?_______________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
__________________________________________________________________

• If you could change one thing that you feel would improve your Business’s success on Main Street what 
would you 
improve?______________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
________________________________________________________________

• What is your Vision of the Perfect Main 
Street?_______________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
_________________________________________________________________



Grow 
Downtown 
Businesses
#3) Media Campaign

Create a small video to highlight everything that 
downtown Oneonta has to offer.  



The purpose is to create 
a 2-3 minute video to 
promote and advertise 
the various amenities of 
Downtown Oneonta.

Video Production

Option 1:
• Partner with SUNY Oneonta  and specifically 

their Communication and Media 
department.

• Facilitate ongoing internship s between the 
Communication and Media department and 
with the Otsego County Chamber of 
Commerce.

• Internship focus would be on the videos 
production and eventually ongoing 
maintenance.

Option 2:
• Partner with a local business (Springbrook) 

who has a dedicated Marketing Department.

• Large and small businesses are an ecosystem.  

• Development and the success of  smaller 
businesses enhance  the Oneonta 
Community.  This relationship is vital for the 
ongoing success of larger businesses.

Purpose continued…

• Marketing is essential for the success of all 
businesses.  

• Many downtown businesses can’t afford to allocate 
necessary capital to advertisement while they are 
growing their business or trying to stay afloat from 
the COVID-19 pandemic.  

• The success of the Oneonta community and 
downtown businesses has cascading effects to 
larger businesses  (colleges, hospitals, etc).

• This advertisement campaign could be aired though 
the Chambers website, social media, websites of 
local businesses, local TV stations,  and the colleges.

Video Content:

• Incorporate the results of the local business survey 
into the content.  

• Highlight all the various amenities downtown has to 
offer.



Grow 
Downtown 
Businesses

#4) Flyer inserted into the local paper.

This flyer will be designed highlight and advertise all the local 
business in the downtown area.



A flyer will be placed into 
the local paper. The main 
purpose of the flyer is to 
inform individuals about 
the many different 
merchants that are 
downtown for their 
shopping convenience.

Flyer:
Will be an 8 ½ x 11 sheet, 4-color and double sided.

20,000 copies will be made to be inserted into the Daily Star. Currently, the 
Daily Star has approximately 19,146 readers.

The flyer will contain information about each business such as a photo/logo, 
phone number, email address, website & hours of operation. 

Depending on participation, might include highlighting either a certain 
business or categories of business such as; restaurants, coffee shops, 
saloons, etc.

Possibly offer a discount code or coupon code in flyer for participating 
business.

Costs:
Printing:

20,000 - 8 ½ x 11 sheet, 4-color, double sided, 14pt. matte/dull card stock: 
$3,000.00

Inserting:

Single sheet: $72.00

Total Investment: $3,072.00



What We Learned 
About Team 
Leadership. 

The Team:
Tara Benson

Lisa Cronin

Anneth Nelson

Adam Remillard 

Amanda Stamas

Mike Tranvaag

Lesley Woodward

A special thank you to Wayne Rozen for being candid 
and giving us great direction and guidance.

What the team did the best?

Everyone participated, collaborated, and worked really well together. Everyone jumped in 
and did their part and were not afraid to volunteer to take on an assignment for the project.



Grow 
Downtown 
Businesses

THANK YOU!!
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Problem Statement
How can we encourage Otsego County alumni to relocate their businesses and remote jobs into the

county in order to promote positive economic impact?

Possible Solution
Create a marketing campaign to encourage return of alumni in order to 

stimulate the economy and raise Otsego County census numbers.

First Steps
Survey

-”Encourage” Workgroup (Complete)

-”Leadership Otsego” (Complete)

-College Alumni Sample Group (Not Completed)

-Expanded Alumni Group (Not Completed) 

Recap

1% of alumni = 750
new residents



Survey Response

26 Leadership Otsego Program Participants were asked to 
complete a pilot survey designed to gather information 
on reasons to support relocation to Otsego County Background

77% response rate: 20/26 participants responded 
Average completion time of survey: 6 minutes
Who was surveyed:
90% live in Otsego County, 10% live outside Otsego County
44% have lived in the county 20 years+

Observations

Significant Findings / Research



Occupational Demographics
Significant Findings / Research



Survey Results
Significant Findings / Research

Resident:  Likes



Survey Results
Significant Findings / Research

Residents:  Dislikes



Preferred Marketing Approach

E-mail                Avg 2.1

Brochure           Avg 2.1

Social Media      Avg 1.8

Significant Findings / Research



Ask what factors 
are most 

important to their 
considering a 

move to Otsego 
County.

Are these factors 
different than 

Likes and 
Dislikes?

Make question 
about preferred 
media clearer; 
add direct mail.

Use a drop down 
rating scale for 

preferred media. 

Add additional 
industries to 
differentiate 

Healthcare from 
Human Services 

and other non 
profits.

Add open text 
field for industries 

not covered by 
survey.

Edits Recommended to Survey



Josh Kilmer-Purcell 
and Dr. Brent Ridge 
discovered Sharon 

Springs in 2007

Fell in love with 
Beekman Mansion; 
dreamed of a slower 

pace of life

Josh, ad executive in 
NYC

Brent, VP with 
Martha Stewart 

Omnimedia in NYC

Both well educated 
with disposable 

income

Josh grew up in rural 
Wisconsin. Brent 

grew up in the South

Gave Martha Stewart 
hand-made goat 

soap; appeared on 
her TV show 

Beekman 1802 now 
employs about 170 

others

Tourists turned 
second home-owners 
turned entrepreneurs

Beekman 1802: Two Manhattanites who moved to upstate New York



Revise survey and send to Hartwick and SUNY contacts complied by Tammy Christman.

Invite Ad Executive Josh of Beekman Brothers to be on campaign planning committee.

Analyze what Trampoline learned from its $250,000 marketing campaign and apply those lessons to the next campaign. 

Align “Come Back to Otsego” and “Survive then Thrive” visions based on research, budget, and manpower. What is the marketing 
campaign budget?

Identify any volunteers willing to lead the charge and carry out the tactics. 

We recommend that this project warrants a paid part-time or full-time position.

Research how Boise, Idaho and Boseman, Montana attracted business and population growth. 

Research Chobani’s success and apply insights to this campaign. 

Apply insights from Otsego Community Assessment Plan to planning.

Next Steps Recommended


