
CITIZEN COMMENT PERIOD  
TOWN OF CHRISTIANSBURG, VIRGINIA 

 
 
THE CONSOLIDATED ANNUAL PERFORMANCE AND EVALUATION REPORT 
(CAPER) 
The Town of Christiansburg, as a recipient of Community Development Block Grant (CDBG) 
funding, is required by the U.S. Department of Housing and Urban Development (HUD) to 
prepare the Consolidated Annual Performance and Evaluation Report (CAPER).  The CAPER is 
an evaluation and performance report detailing accomplishments toward meeting the goals 
outlined in the 2010-2015 Consolidated Plan.  The CAPER compares the actual performance 
measures with those measures listed in the 2012 Annual Action Plan.  A Citizen Comment 
period has been scheduled for the 2012 CAPER.  Citizens will have further opportunity to 
comment during an upcoming Town Council Public Hearing on Tuesday, September 3, 2013. 
 
CITIZEN PARTICIPATION 
Draft copies of the 2012 Consolidated Annual Performance and Evaluation Report (CAPER) will 
be available for review beginning August 23, 2013, and ending September 23, 2013.  The report 
shall outline accomplishments toward meeting the goals outlined in the 2010-2015 Consolidated 
Plan and specific activities for the 2012 CDBG program year.  A print copy of the Draft will be 
located at the Christiansburg Public Library, at 125 Sheltman Street during the review process.  
Additional copies can be obtained from the Christiansburg Planning Department, located at the 
Christiansburg Town Hall, 100 E. Main Street or on the Town’s website at 
http://www.christiansburg.org/DocumentCenter/View/4028. 
 
Provide any comments or suggestions by mailing the Planning Department – CDBG, Town of 
Christiansburg, 100 E. Main Street, Christiansburg, VA 24073-3029 or by e-mailing 
nhair@christiansburg.org. 
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AN ORDINANCE AMENDING CHAPTER 30 “ZONING” OF THE 
CHRISTIANSBURG TOWN CODE IN REGARDS TO PARKING 

REQUIREMENTS AND IN REGARDS TO THE ADDITION OF SEC. 30-9 (I) 
“EXCEPTIONS RELATING TO CONDITIONAL ZONING AND/OR 

CONDITIONAL USE PERMITS”. 
 
 WHEREAS, the Planning Commission of the Town of Christiansburg, Virginia has 
recommended to the Council of the Town of Christiansburg amendments to the Zoning 
Ordinance of the Town of Christiansburg; and, 
 
 WHEREAS, notice of the Planning Commission public hearing regarding the 
intention of the Town Council to pass said ordinance was published two consecutive weeks 
(July 6, 2013 and July 13, 2013) in The News Messenger, a newspaper published in and 
having general circulation in the Town of Christiansburg; and, 
 
 WHEREAS, notice of the intention of the Town Council to pass said ordinance was 
published two consecutive weeks (August 9, 2013 and August 15, 2013) in The Roanoke 
Times, a newspaper published in and having general circulation in the Town of 
Christiansburg; and, 
 
 WHEREAS, a public hearing of the Planning Commission of the Town was held 
July 22, 2013 and resulted in a recommendation by the Planning Commission that the 
following proposed ordinance revisions be adopted; and, 
 
 WHEREAS, a public hearing of Council of the Town was held August 20, 2013; 
and, 
 
 WHEREAS, Council deems proper so to do, 
 
 Be it ordained by the Council of the Town of Christiansburg, Virginia that Section 
30-9 (d) of Chapter 30 “Zoning” of the Christiansburg Town Code be amended as 
follows: 
 

ARTICLE I. IN GENERAL  
 
Sec. 30-9. Lighting and minimum off-street parking. 
 
 (d) Design standards. 
 
 1. Minimum space area and paving.  For the purpose of these regulations, an one 

off-street parking space is an area, not in a street or alley, and having an area of 
not less than 162 square feet (nine feet in width and 18 feet in length minimum). 
or If the space is designed for parallel parking, it shall have an area of 144 square 
feet (eight feet in width and 18 feet in length minimum). for parallel parking, 
exclusive of driveways, Each parking space shall be permanently reserved for the 
temporary storage of one vehicle and connected with a street or alley by a 
driveway which affords ingress and egress for an automobile the vehicle without 
requiring another automobile vehicle to be moved.  Paved parking with spaces 
delineated by four-inch striping is required for all parking lots.  Acceptable 
paving methods/surfaces include asphalt, concrete, brick paving, and other 
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methods alternative pavements (such as porous pavement) as approved by the 
Zoning Administrator or Town Engineer (but does not include surface treatment 
or prime and double seal).  An all-weather surface paving is permitted for a 
single-family or two-family dwelling.  Parking lot striping shall be maintained to 
the satisfaction of the Zoning Administrator. 

 
 Be it ordained by the Council of the Town of Christiansburg, Virginia the 
Christiansburg Town Code be amended by the addition of Section 30-9 (i) of Chapter 30 
“Zoning” as follows: 
 

ARTICLE I. IN GENERAL  
 
Sec. 30-9. Lighting and minimum off-street parking. 
 
 (i) Exceptions relating to conditional zoning and/or conditional use permits. 
When the size, scope, or intensity of a permitted use is significantly decreased either by 
voluntary proffers under conditional zoning or by conditions under a conditional use 
permit, then Town Council may, upon recommendation from the Planning Commission, 
grant an exception to the minimum off-street parking spaces required and the design 
standards relating to acceptable paving methods and surfaces. Such exceptions shall run 
concurrently with the applicable conditional zoning or conditional use permit. 

 
This ordinance shall become effective upon adoption.  If any part of this 

ordinance is deemed unlawful by a court of competent jurisdiction all remaining parts 
shall be deemed valid. Ordinances or parts of any ordinances of the Town whose 
provisions are in conflict herewith are hereby repealed. 
 

Upon a call for an aye and nay vote on the foregoing ordinance at a regular 
meeting of the Council of the Town of Christiansburg, Virginia held _____________, the 
members of the Council of the Town of Christiansburg, Virginia present throughout all 
deliberations on the foregoing and voting or abstaining, stood as indicated opposite their 
names as follows: 

    Aye  Nay  Abstain  Absent 
 

Mayor Richard G. Ballengee* 
 

D. Michael Barber     
 

Cord Hall        
 

Steve Huppert     
 

Henry Showalter     
 

Bradford J. Stipes     
 

James W. “Jim” Vanhoozier    
 

*Votes only in the event of a tie vote by Council. 

SEAL: 
 
__________________________   ______________________________ 
Michele M. Stipes, Town Clerk   Richard G. Ballengee, Mayor 
 



Hand‐delivery of council meeting agendas and draft meeting minutes by officers of the 
Police Department 
 
 
This is the only reference that I can find in the Town Charter or Code that requires hand‐
delivery of agendas to Town Council.  Therefore Council can eliminate the hand delivery 
of non special meetings without changing the Town Charter or Code 
 
 
 
Christiansburg Town Charter 
Sec. 2.19. Special meetings of Council. 
 
  The Mayor, or any other two members of the Council, may call a special meeting of the 
Council upon at least twelve hours written notice of the time, place, and purpose to each 
member served personally or left at his usual place of business or residence by any police 
officer, and no business shall be transacted by the Council in such special meeting which has not 
been stated in the notice; provided, however, that these regulations shall not apply when all 
members of the Council attend such meeting or waive notice thereof, nor shall it apply to an 
adjourned session from a regular meeting. 
 
  No vote shall be reconsidered or rescinded at any special meeting, unless at such special 
meeting there be present as large a number of members of Council present as were present 
when such vote was taken. 
(Acts 1968, Ch. 173) 
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Overview 
Tourism is a $122 million industry in Montgomery County, Blacksburg, and Christiansburg, providing over 1200 jobs. The 
development and promotion of tourism with applicable assets and attractions will increase visitor interest and spending, 
and will enhance quality of life of citizens and increase interest in all types of business establishment and expansion. 
Tourism is a significant economic development strategy for the future of the area.  
 
With these factors considered, this tourism strategic plan was completed in 2013 to assist county and town officials and 
stakeholders to further develop and promote tourism, and to guide staff and volunteers who oversee tourism focused 
programming during the following five years and beyond. This plan was developed with wide tourism stakeholder input, 
including detailed oversight and input by government body leadership. A full situational analysis of tourism was completed 
as part of the planning process and is summarized within this document.  That analysis and other facilitated input from 
stakeholders were used as reference to draft this plan and the following determined tourism vision, mission, goals and 
objectives of the plan: 
 

Mission Statement 
The Tourism Mission Statement for Montgomery County is: To stimulate economic opportunity and enhance quality of 
life by the celebration and sharing of our culture, heritage and natural beauty through authentic visitor experiences. We 
will promote our destination in a manner that fosters partnerships and sustainable growth.  
 

Vision Statement 
The Tourism Vision Statement for the Montgomery County is: 
To be the premier mountain destination for travelers seeking unique recreational experiences in an area rich with natural 
resources, history, culture, and vibrant communities.  
 
 
Goal 1 
Improve Tourism Marketing 
 

Goal 2 
Improve Tourism Infrastructure 
 

Goal 3 
Develop and Cultivate Tourism Partnerships 
 

Goal 4 
Develop Tourism Education Programming and Advocacy 
 

Goal 5  
Promote the Growth Tourism in Montgomery County through Strong Programming and Policy 
 
It is imperative to note that other applicable planning efforts and documents should be referenced and possibly utilized during the implementation of this plan.  For example, a 
tourism study was commissioned by the Montgomery County Chamber of Commerce and prepared by Randall Travel Marketing, Inc. of Mooresville, NC in 2008.  That study 
is available as a supplement to this document.  Additionally, the Virginia State Tourism Plan was completed in 2013 and includes relevant ideas and recommendations, both 
as they apply to the entire state and the region in which Montgomery County is located.  The Virginia State Tourism Plan can be viewed at www.vatc.org/stp.  There are 
numerous other studies and reference pieces for review and consideration. 
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Randall Rose, partnership marketing development specialist with the Virginia Tourism Corporation (VTC), facilitated the strategic planning process and 
drafted this document with the assistance and input of the listed stakeholders. The outline and some general content of this plan follow a format that has 
been used for developing other locality tourism plans in Virginia. Tourism Director, Tourism Director worked with stakeholders and government 
leadership to edit and complete the final version. 
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Background 
Background – Development of this Plan 
In late 2012, Virginia Tourism Corporation (VTC) was engaged to facilitate stakeholder input sessions and develop the 
draft version of this plan.  In preparation, VTC met with the newly formed Montgomery Regional Tourism Office to provide 
an overview of the planning process to the tourism advisory committee and to prepare for stakeholder input sessions. 
Input sessions were held on December 12 and January 24, 2013 at CrossPointe Conference Center in Christiansburg, 
VA.  The document was then framed based on the stakeholder input received. Additional relevant data was added at time 
of editing.  A final review of the draft of this document was conducted during a facilitated session March 19, 2013 as well 
as review by board of supervisors and town council members during their work sessions in April 2013.  Final changes and 
edits were overseen by tourism staff and advisory before a final review and adoption by the Montgomery County, the 
Towns of Blacksburg and Christiansburg and the tourism operating board. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

December and January 
Planning Sessions 
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Background – Past Tourism Efforts 
Montgomery County has entertained visitors for many years, from the Native Americans and early settlers that traveled 
the Wilderness Road hundreds of years ago, to people visiting family and friends or recreating on the New River during 
the centuries since.  Yellow Sulphur Springs and Allegany Springs provided an oasis for Montgomery County, Virginia, 
since before Blacksburg was incorporated in 1798. Generations of weary travelers have benefited from her waters and 
her hospitality. However, not until recent decades has planning and programming been formally put in place to facilitate 
tourism interest and visitation.  The following timeline highlights those efforts: 
 
 
1970’s: 

 In the late 1970s a small group of Blacksburg merchants hatched 
a plan to sponsor an annual summer fair. Their efforts did not take 
long to root, and eventually the celebration they founded grew to 
be the Steppin' Out Street Festival. Buoyed by the success of 
Steppin' Out and encouraged by town citizens, the 
merchants created a formal organization to represent and advance 
the town's Central Business District.  

 
1980’s: 

 In 1988, the Downtown Merchants of Blacksburg (DMOB) was formed and created special events to be added to 
the successful Steppin’ Out. 

 
1990’s: 

 The Summer Arts Festival (a joint effort by Virginia Tech and the Town of Blacksburg) was established in 1991. 
This Festival is held each summer beginning in June and ending in late August. Events include: live theatre 
productions; gallery exhibitions at the Armory Art Gallery; outdoor musical concerts on Henderson Lawn, an 
Independence Day Celebration sponsored by the Town of Blacksburg; the Steppin' Out Street Festival, Art at the 
Market, Summer Solstice sponsored by the Downtown Merchants Association; three classic films sponsored by 
and being shown at The Lyric Theatre on College Avenue.  
 

 The Blacksburg Farmers Market opened.  
 

 Revitalization of downtown Christiansburg committee established to work on revitalization ideas. Among the 
ideas was the concept and developed strategy to establish as New River Farmer’s Market and Processing 
Center. The Main objective was to create a retail outlet for local farms to sell their product while enhancing 
tourism and commerce for the community.  
 
There are numerous sporting events beyond highly visible Virginia Tech competitions.  For example, the New 
River Valley Superbowl has hosted approximately 39,000 out-of-town bowlers in tournaments since the late 
1990’s.  
 

 Adventure World Skate and Fun Center in Christiansburg opened. Adventure World hosts laser tag, roller skating, 
an arcade, and designated spaces for parties and events. 

 
2000’s: 

 
The Blacksburg Partnership is a non-profit, independent economic development organization formed by the 
town, business and university communities. The purpose is to bolster the vitality of Blacksburg through projects 
that attract visitors and retail prospects. Partnership projects include development of property, the revitalization of 
retail districts, special events and the creation of marketing programs. Events include Fork and Cork, Brew Do. 
Restaurant Week is a partnership between Downtown Merchants of Blacksburg and Blacksburg Partnership.  
 
The Montgomery County Chamber of Commerce launched a regional tourism initiative during this decade. In 
2007, a tourism development council was formed and the Chamber worked with the localities on a contract basis 
in support of the tourism initiative. This effort was suspended in June of 2009. 

1810 Hotel 
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A tourism study was commissioned by the Montgomery County Chamber of Commerce and prepared by 
Randall Travel Marketing, Inc., Mooresville, NC in 2008. The objective of this study was to conduct 
comprehensive visitor research and develop a strategic marketing plan to effectively position and market 
Blacksburg and Christiansburg as a travel and tourism destination of choice. 
 
Downtown Blacksburg Inc. holds first Summer Solstice in Downtown Blacksburg in June. 
 
 

 2010’s 
 The County continues to grow its visitor offerings. Examples include: Sinkland Farms in Riner with its wildly 

popular Pumpkin Festival in October, the EastMont Tomato Festival Shawsville held in August and three wineries 
including Attimo Winery; Firefly Hill Vineyards; Maison Beliveau Estate Winery, Bed and Breakfast and Event 
Venue.  
 
The Montgomery County Chamber of Commerce worked with Mid Sweden University, Ostersund on a lodging 
front line employee study in January 2010. The study was intended to gather a baseline measure of the level of 
destination knowledge the front line hospitality employee possessed. This information would be instrumental in 
the development of a training program for hotel front desk staff. 
 
The Christiansburg Aquatic Center opened to the public in July 2010. The completed facility encompasses 
64,000 square feet, emerged as a new department for the Town. The Town’s unique partnership with Virginia 
Tech has been an influential factor in the fast success of this facility; in addition to hosting the university’s home 
meets, the CAC has also taken the lead in Virginia for hosting age group championships. The meets can bring up 
to 800 swimmers and divers, along with their families to Christiansburg and the surrounding area. 
 
In 2011, the Towns and County agreed to form a joint tourism office to support tourism efforts across the Towns 
and the County. A Tourism Development Advisory Council was formed and a Tourism Executive Director hired in 
2012. 
 
The Montgomery Regional Tourism Office began work sessions to develop the strategic plan for tourism in 
Montgomery County late 2012 and continued through the first calendar quarter of 2013.  
 
Locality Parks and Recreation Departments and private sports organizations have been and continue to be 
interested in hosting amateur youth sports in the region such as Dixie Youth Baseball, USSSA Baseball, softball, 
basketball, soccer, and rugby. Those departments are also very involved in outdoor recreation such as river 
activity, cycling, hiking trails, etc. that attract the various types of adventure travelers.  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
                           Christiansburg Aquatic Center 
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Situational Analysis 
As an important aspect of the planning process, the stakeholders conducted a situational analysis of tourism to help 
determine the goals and objectives of this plan, including an overall situational analysis as well as a focused analysis on 
premier tourism assets, targeted visitors, infrastructure, marketing, policy, and education/customer service. The 
observations and recommendations made by stakeholders follow. 

Overall/General Situational Analysis - SWOT  
The discussion and identification of SWOT - S (Strengths) W (Weaknesses) O (Opportunities) and T (Threats) was used 
as a key method in developing this tourism strategic plan for Montgomery County.  Strengths and Weaknesses are 
internal factors, while Opportunities and Threats are external factors.  Goals, Objectives, Targets, Measures, and 
Initiatives were all determined after careful consideration of the SWOT analysis: 
 
Strengths: 
 

 I-81/Rt.460- Easy access, well-traveled 
 Ample lodging base, good variety, diverse (hotels and bed and breakfasts) 
 Numerous annual festivals and events * 
 Proximity of Virginia Tech, Radford University and New River Community College 
 Less than a two-hour drive from many other Virginia higher education institutions 
 National and International exposure/awareness 

through universities 
 Athletic facilities- including Harkrader Sports Complex  

and Christiansburg Aquatic Center  
 Variety of dining options - cultural diversity 
 Mix of franchises and local-owned businesses    
 Natural beauty- mountains, river, trails 
 Recreational (Outdoor) trails 
 Huckleberry Trail    
 Local Artisans, craftsmen, and authors  
 Golfing opportunities 
 Historical sites and rich history 
 Agriculture uses/activities- agribusiness 
 Good hospitality base for lodging and dining         
 Public safety- low crime rate           Bike Virginia Cycling Event  

• Diverse economic base          
 Infrastructure to provide good home base to day travel in neighboring counties 
 Close proximity (within 1 hour) of regional attractions 
 Growing number of wineries in Montgomery County and close proximity to other wineries 
 Teen activities (Pandapas Pond, Adventure World etc.) 
 Progressive/innovative citizens and businesses 
 Educated and affluent community  
 Shopping Opportunities (mall, unique shops, antique shops, nearby counties unique shopping) 
 Local government is supportive of tourism  
 Cooperation (towns, leaders, etc.) 
 New River  and regional planning for focus on this asset 
 Jefferson National Forest  
 Proximity to the Blue Ridge Parkway 
 Diverse portfolio of visitor offerings, including unique downtown Blacksburg, the beautiful country-side and 

authentic experiences of the County to familiar franchise shopping, dining and entertainment in Christiansburg. 
 Good sleeping room inventory  
 Scenic vistas and open spaces/green spaces 
 Wilderness Road lends connection with America’s history 
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 Thriving Arts community with venues such as the Blackbox Theatre, New Center for the Arts at VT, and Lyric 
Theater  

 Small town community charm.  
 Proximity to Civil War Trail  
 Live Music events 
 Proximity to Appalachian Trail 
 Participation in The Crooked Road and `Round the Mountain marketing organizations 
 Good public bus transportation. Poised with rail for any future passenger train service. 
 Four distinct seasons  
 Established festivals: Stepping out, Pumpkin Festival, Tomato Festival, Heritage Festival, Heritage Day, 

Wilderness Trail Festival,  
International Festival, FloydFest (proximity and spillover) 

 Nature education opportunities (birding,  
Wildflowers, mushrooms) 

 Proximity to Roanoke Valley   
 Corporate presence (BAE, Moog, Volvo, Backcountry.com) 
 Good health care industry 
 Growing number of tech startups 
 Social media savvy population 

                      
 
Weaknesses: 
 

 Airlift 
 Sign regulations/ordinance creates way-finding challenges                         
 Perception that Virginia Tech football is all there is to do 
 Low promoted potential visitors activities  
 Poor marketing, including lack of knowledge on events 
 Limited promotional resources for businesses 
 No daily local print media 
 Little collaboration in marketing 

Online search- Montgomery County, VA comes in second to Montgomery County, MD 
 No true tourism visitor service location- visitor center is needed 
 Community image internal and external 
 Disparity in income distribution 
 Territorialism due to county and town “lines”. Visitor doesn’t know, see nor care about these. 
 Limited advertising opportunities highways and interstate 
 Minimal tourism focused funding 
 Differing mindsets between the localities 
 Lack of knowledge and celebration of our history (coal, Appalachia) 
 Limited children’s activities 
 Limited multipurpose sports facilities, thereby limiting sports tourism 
 Limited meeting and conference space, thereby limiting meetings industry 
 Low profile outside of Southwest Virginia 
 Not using I-81 to its full potential 
 Image to others and self-image 
 Limited transportation access 
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Opportunities: 
 

 Many groups/partnerships already exist and should be utilized to full potential 
 Farming heritage/ farm tours / farmers market 
 Increasing cultural diversity 
 Proximity to major markets 
 Rails provide potential for a passenger train service 
 Terrain- environment 
 Outdoor activities  
 Creative talent 
 Universities 
 Young people in area 
 Accessibility  
 Diversity of potential activities 
 History            
 Not saturated, over-promoted. Leaves room for  

responsible growth 
 Museums  
 Research outcomes- interest by visitors is seeing technology  
 Collaboration with other counties and tourism agencies/ 

businesses  
 Strong businesses in county, especially retail 
 Businesses that cater to young professionals  
 Lower cost of living 
 Ease of life 
 Virginia Tech - brand visibility 
 Assets still open to development 
 Three local government cooperating 
 Momentum – projects in process 
 Significant growth in parks and outdoor activities 
 Existing visitor base 
 Retirement destination 
 Virginia Tech attracts young professionals,      
 tourism draw, etc.       

 Quality of life 
 Technology resources 
 Opportunity to establish new brand (not having to change or overcome an old brand) 
 Public-private partnerships 
 Multiple business cooperatives 
 Opportunity to pool resources 
 Wedding destination development 
 Partnerships (Ex. Antiques and History to apply for MLP $$$) 
 Retirement Draw- College town 
 Hub for regional attractions such as: Floyd, Claytor Lake, Appalachian Trail, The Cascades, BlueRidge 

Parkway 
 High School Tournaments, Sports Clinics 
 VT/RU- Sports, Academic, Cultural, Cont. Ed Conferences 

 
 
 
 
 
 

Agricultural Heritage and Resources 
  

PAR Works AR Technology, Finalists in 2013 SXSW 
Blacksburg Tech Startup 
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Threats:  
 Size of County may prove to be  a challenge 

when deciding how to market 
 Identity (lack of, overshadowed VT 

Football or lingering one from VT shootings) 
 Locations (somewhat isolated from metro 

area)  
 Lack of focus in programming 
 Lack of trust 
 Neighboring regions competing  
 Current visitors not happy with visit 
 Ourselves (self-Image) 
 Economy and reduced funding 
 Fuel prices (drive market) 

 Lack of directed teamwork/partnerships 
 Condition of I-81 (increased truck traffic) 
 Limited local transportation options 
 Expensive airfare 
 No passenger rail service 
 Infrastructure (keeping up with population 

growth) 
 Dominance of Virginia Tech in regards to 

consumer awareness 
 Limited political leverage (statewide) 
 Perception of town/student relationship 
 Losing Virginia Tech sports seasons  

  

Focused Situational Analysis – Premier Tourism Assets 
 

Following is a list of the determined premier tourism assets for Montgomery County, which are the assets that are 
most likely to be shared first and prominently with potential visitors through advertising and promotion.  A 
complete inventory of all tourism assets in Montgomery County has been completed separately and is available 
as a supplement to this plan. 
 
 

 
                    Virginia Tech Night Game



 

 

Markets and Assets 

Assets lend themselves to certain markets 
ASSETS 

Competitive 
Sports 

Outdoor 
Recreation      Leisure 

Group 
Meetings 

Heritage 
and 

History 

Arts 
and 
Culture 

Huckleberry Trail              ● 

Christiansburg Aquatic Center              ●              ● 

Rails to Trails: Proximity to the Virginia Creeper Trail              ●              ●              ● 

The Black House              ●              ● 
Montgomery Museum and Lewis Miller Regional Art 
Center                ●              ● 

The Christiansburg Institute              ●              ● 

VT‐ Center for the Arts           ● 

Antiques Roadshow (Auction Gallery local)              ●              ● 

Claytor Lake              ●              ● 

Ball fields and facilties              ●              ●              ● 

Hiking trails              ●              ●              ●              ● 

Blacksburg Price House Nature Center 

Crooked Road Music Trail              ●              ●              ● 

Rails for Railroad enthusiasts              ●              ● 

Cascade Falls in neighboring Giles County‐ 11 waterfalls              ●              ● 

Harkrader Sports Complex              ● 

Appalachian Trail              ●              ● 

Historical Attractions               ●              ● 
Smithfield 
Plantation              ●              ● 

Odd fellows Hall              ●              ● 

Shaffer Memorial Cemetery (an African‐American cem.)              ● 

Mary Ingles Draper              ● 

Round the Mountain Artisan Trail              ●              ● 

The Inn at VT Conference Center              ●              ● 
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        Markets & Assets         

ASSETS       

Competitive 
Sports 

Outdoor 
Recreation         Leisure 

Group 
Meetings 

Heritage 
and 
History 

Arts 
and 
Culture 

                   

Wineries              ● 

NRV Superbowl              ●              ● 

Agritourism              ●              ● 

Trout Farm              ● 

Sinkland Farms              ● 

Kentland Farm              ● 

Horse Barns/Shows              ● 

Christmas Tree Farms              ● 

Shawsville/Elliston Valley              ● 

Hethwood Market              ● 

Blacksburg Farmers Market              ●              ● 

Christiansburg Farmers Market              ● 

Festivals and Events              ●              ●              ●              ●              ●              ● 

Numerous Apiaries (honey)              ● 

Microbrewery growth                ● 

B&B coop (serve/sell local foods)              ● 

Lavender Farm At Beliveau              ● 

Orchards              ● 

National Forest              ●              ● 

Coffee shops such as Main Street Depot and Lucie Monroes              ●              ● 

Buffalo Farm and Restaurant (unique dining concepts)              ● 

3‐Bird Berry Farm              ● 

Catawba Valley              ●              ● 

Garden Tours                            ● 

Mushroom Hunting              ● 

CrossPointe Conference Center          ● 

Meadowbrook Center‐ Shawsville              ● 

NRV Heritage Coalition              ● 
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    Markets & Assets         

ASSETS   

Competitive     
Sports 

Outdoor 
Recreation  Leisure 

Group 
Meetings 

Heritage 
and 
History 

Arts 
and 
Culture 

               
Live Music (Blacksburg Music 
Organization)          ● 
Hotel meeting 
space               ●               

University potential conference space in summer              ●              ● 

New River              ●              ●              ● 

Pete Dye Golf Course              ●              ●              ● 

Crimpers              ●              ● 

NRV Junction               ●              ● 

Putt Putt              ● 

Driving Ranges              ● 

Golf Courses              ●              ●              ● 

Batting Cages 

Hand in Hand Caboose Park              ● 
Frog 
Pond              ●              ● 

Recreation Center              ● 

Skate Park              ●              ●              ● 

Scenic Byways (Rt. 8 )              ●              ●              ●              ●              ● 

Blue Ridge Parkway              ●              ●              ●              ●              ● 

I‐81              ●              ● 
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Tourism Infrastructure Snap Shot 
 
In recent years, the area has seen growth in various tourism infrastructure, including lodging, food services, and 
conference/meeting locations.   
 

Accommodation and Foodservice 
Source: Bureau of Labor Statistics  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Year Annual 

2001 17 

2002 20 

2003 22 

2004 23 

2005 20 

2006 19 

2007 19 

2008 20 

2009 24 

2010 25 

2011 25 

Montgomery County, Virginia 
Accommodations - All establishment sizes 
Number of Establishments 

Year Annual 

2001 148 

2002 152 

2003 151 

2004 159 

2005 160 

2006 165 

2007 171 

2008 180 

2009 176 

2010 170 

2011 166 

Montgomery County, Virginia 
Food services and drinking places 
Number of Establishments 
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Information will be inserted as research is conducted 

 
Conference Space and Service Inventory 
 

Sleeping Room Inventory 
 
Attractions Inventory 
 
Dining Inventory 
 

Recreational Inventory 
Parks/Recreation 
 
National Forest Acreage/Assets 
 
Wilderness Areas 
 
Accessible River/Creeks/Streams & Boat Ramps 
 
Birding Trails 
 
Appalachian Trail, National Forest, and other Trails 
 

 
Trail Name Difficulty Length Types of Use 

    

    

    

    

    

    

    

    

    

    

    

 
 
 

Focused Situational Analysis – Tourism Infrastructure 
 

Stakeholders were also asked to consider the current situation and needs of tourism infrastructure, with 
infrastructure being any services, assets, amenities, etc. needed to serve targeted visitors, and enhance and 
increase tourism economic development for the County.  The following observations were made: 
 

 Visitor center needed.  Also need kiosks at all entry points (I81, 460, 114, Prices Fork) 
 New River- Need more access points 
 Huckleberry Trail- Need more access points 
 Enhance signage (on interstate)  
 Prominent, consistent way-finding signage within County and Towns (Destination) 
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 Better promote and develop coalmines, farmlands, agritourism, heritage tourism 
 Public facilities (restrooms, vendors, water, rentals) needed on trails etc. 
 Air and train travel into the region needs to be more accessible and affordable (i.e.: to support arts 

festivals and events: national, international artists) 
 Public bus transportation is an asset. However, bus travel could be more convenient to Megabus 

travelers (connecting, making way to hotels etc...) available information to navigate from point A to B.  
 May need feasibility study: locations for quality multipurpose sports complex.  Inventory of ALL sports 

events, facilities. Discover capacities and capabilities.  
 Some current facilities that house visitors/tourists may need updating/enhancements 
 Creation of small business to advance our current recreational events (bike rental shop) 
 Create and expand festivals and events around football games and other times that visitors are most 

likely in the area. 
 Youth/indoor targeted facilities needed.  Teen centers (activities that would appeal to this group), 

children’s museum, etc. - Point is to ENABLE parents to spend money. 
 May need 8000-10,000 seat multipurpose Civic Center to be used for staged events, consumer and trade 

shows, banquets and meetings.  
 Evaluate fiber optics, broad band, etc. needs  
 Review international visitor services?  Are there translation needs. 
 Additional golf courses may be considered 
 Trolleys should be considered for towns for connectivity with attractions, shopping, dining and lodging. 
 Agritourism 

o Land preservation efforts needed 
o Farmers Market (Christiansburg, Blacksburg) is beneficial 

 Perception of parking shortage in downtown Blacksburg 
 Lack of tourism related businesses.  May need to do gap analysis.  Clustering should be considered. 
 Consider tourism zones 

 
 

 

 
 
 
 
 
 
                                                                                                                                                      Event in Downtown Blacksburg 

 

Focused Situational Analysis – Marketing  
During a focused analysis on tourism marketing, the following observations and recommendations were 
determined:  
 

 Need to establish brand, tagline, etc. 
 Consider wedding destination promotional efforts 
 Establish welcome Center- needs to be centrally located, easy access off I-81 
 Consider establishing visitor information kiosks at other locations 
 Improve customer service- educated staff relating to community, events, etc. 

o Talking points need for consistent message 
o Make brand widely known among especially, front-line staff 
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 Boy Scout Jamboree comes into the area every 4 years.  Consider applicable promotion 
 Consider including various transportation options into tourism marketing/resources 
 Maximize public relations as a marketing tool, including targeting major television shows, magazines, etc.  
 Develop county brochure of premier promotional piece 
 Utilize Virginia Tourism Corporation’s Marketing Leverage Program to leverage funds 
 Review cooperative tourism marketing opportunities/models for consideration 
 Promote the New River Valley, in addition to Montgomery County 
 Include history prominently in marketing.  Include genealogy and other components 
 Make “internal marketing” or marketing to local residents a key component of the marketing plan 
 Carefully evaluate target audience and consider niche and expanded markets such as sports, outdoors, 

etc. and further out geographic markets 
 Evaluate promotion opportunities through retail associations such as Virginia Bed and Breakfast 

Association, VA CVB, etc. 
 Evaluate feasibility of a primary community calendar (web-based) 
 Market through businesses and recreation centers.  Possibly develop a toolkit for such partnership 

marketing opportunities 
 Work with the NRV PDC to maximize the Explore NRV website and marketing initiative 
 Promote friendly southern hospitality 
 Emphasize that the area is a destination in marketing, a hub-base to support day trips into the larger area 
 Promote local food opportunities in marketing 
 Include scenery and outdoor recreation in marketing – mountains, river, fishing, boating, etc. 
 Promote highlands connection (genealogy, family reunions, heritage) 
 Partner with Virginia Tourism Corporation when possible to leverage marketing.  For example, the LOVE 

letters campaign 
 Visitors interested in packages (i.e. Drive-in movie circuit/film festival, arts festival- multiple dates/venues) 
 Use of trip advisor, e-commerce, Google traveler 

 
 
 
 
 
 
 
 
 
 
 
 
 

         The Wilderness Trail Festival 
Christiansburg 

 
                                                                                                                                                   

 

Focused Situational Analysis –Target Visitors 
Also during the focused analysis on tourism marketing, the following observations and recommendations were 
determined when considering target visitors and markets:  
 

 Determine feeder markets (who are they, where are they currently coming from when visiting our area?) 
 Determine competitive set (what destinations do we complete with? On what do we compete?) 
 Determine if and how we have the opportunity to stand out among comparable destinations such as 

technology? Thinks about VT and the CRC…what do people expect when they travel into the area? 
 Friends and family (most people visiting VA coming to visit F&F) Where from? Who? 
 Travelers in transit to other historical sites (Williamsburg, Jamestown) 
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 I-81 travelers (from where) (to where) (what would compel them to exit in Montgomery County?) 
 Students and Parents of Virginia Tech and Radford University (develop ambassadors) 
 Virginia Tech and Radford University alumni, students, and visitors 
 Need demographic information on visitors (data and assets) 
 Families  

o Outdoor recreation 
o Food/beverage Interests 
o Arts/culture 

 Older Adults 
o Outdoor recreation (passive/low impact) 
o Food/beverage 

 Young Adults 
o Outdoor recreation (active) 
o Food/beverage interests 
o State parks visitors 

 Market to conference/meeting participants and their spouses 
 Fill rooms during week (need periods, soft areas) 
 Identify the need periods 
 Middle income should be considered when looking at our year-round assets 
 Focus on North Carolina and Virginia metropolitan areas 
 Interstate travels should be targeted 
 History aficionados  
 Potential residents, such as young professionals, retirees, and seniors be potentially targeted 
 Sports enthusiasts 
 Outdoor enthusiasts 
 Antiques/arts enthusiasts 
 Current hotel guests (who are they, why are they here, where are they from?) 
 Rail enthusiasts 

 

 
 

 

 

 

 

 

 

The Lyric Theater,  

Blacksburg 

 
 
 

Focused Situational Analysis – Tourism Policy 
In general, stakeholders felt that current policy and procedures of the county government are conducive to 
tourism development and growth.  However, some observations and recommendations were made during the 
focused analysis on tourism policy: 
 
 

 Tourism Director’s role should include: 
o Branding for the destination  
o Networking with stakeholders, groups, and identify new ones (RTM, TCR, MCCC)  
o Facilitation of partnerships and cooperation. Promote business cooperatives (3 or more) 
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o Create a “County Trail” or promotional campaign of artisans, restaurants, museums, outdoor rec, 
directory of businesses etc. 

o Educate entire community about assets, allowing them to be tourism ambassadors 
o Bring businesses together on regular basis to educate, network, and share information. Be a 

resource. 
o Work closely with Universities on scheduling events and promoting tourism in the area. Be a 

resource. 
o Establish a Visitors Center 

 Easy access – exit 114/109 
 I 81 visibility 
 Tie to Heartwood (Abingdon) and state welcome centers 
 Possibility of private vendors, colocation or other creative means of revenue generation 

for purchase and/or lease and operation. 
 MTDCs role 

o Advise director on priorities 
o Assist with networking and branding 
o Promote business cooperatives 
o Negotiations with key communication outlets to expand utilities such as: cell coverage and 

broadband thereby, supporting the connectivity today’s travelers expect (devices including 
smartphones and tablets). 

 Regulations 
o Streamline government reviews and inspections 
o Reduce regulations that are burdensome at local governments 
o Make vacant buildings more attractive 
o Incentivize more downtown development 

 Incentives 
o Consider tourism zones; review other locality models, etc. 
o Work toward commercial retail outlet center such as a Bass Pro Shop along I 81 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Focused Situational Analysis –Education/Customer Service  
 

During a focused analysis on education and customer service, the following general observations and 
recommendations were made by stakeholders: 
 

 Consistent customer service training is needed.  VTC program may be feasible. 
 Establish a “Be a tourist in your own town” program, allowing citizens to become a student of all things 

Montgomery County. Teach them about the attractions, lodging, restaurants etc. Familiarization tours 
(FAMs) (Internal and External): just as we would have them for travel writers and potential clients, have 
them for front line staff. Welcome Centers would also participate. 

 Participate in Career Day and other opportunities to educate K-12 on tourism benefits and career option. 
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 Have a central repository of visitor demographics. This would be a good resource for area businesses in 
addition to developing the tourism marketing plan. 

 Stay current on technology. Mobile, QR codes etc… 
 Educate on value of tourism to entire community. Share the tangible and intangible benefits. In addition to 

the direct tourism businesses, there is also the trickledown effect within small supporting businesses.  
  Provide resources such as training, webinars, reference books to front line staff. Directory, maps, etc. 

should be considered: 
o County map of restaurants and hotels 
o Historic resources map 
o Provide resource book and educate business on its use. 

 Educate on importance in property reinvestment. What are visitors looking for, what is likely to be 
successful, etc.? 

 Incentives 
o Governing bodies to offer incentives significant enough to attract investors through tax breaks or 

matching grants 
o Sponsored tours of historical sites 

 Use students in HTM, Business, and Communications program at the Universities to survey visitors (what 
do we need to know, where do we find the people to survey, how will we survey, and what will we do with 
the information?) 

 Educate University students, parents and alumni to activities in the area that could result in additional 
night’s stay.  

o Provide discounts (benefit) for staying an additional day. 
 Short magazine with information, events and activities  
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Tourism Mission & Vision 
 

Mission Statement 
The Tourism Mission Statement for Montgomery County is: 
  
Stimulate economic opportunity and enhance the quality of life by the 
celebration and sharing of our culture, heritage and natural beauty through 
authentic experiences. We will promote our destination in a manner that 
fosters partnerships and sustainable growth.  

 

Vision Statement 
The Tourism Vision Statement for the Montgomery County is: 
 
To be the premier mountain destination for travelers seeking unique 
recreational experiences in an area rich with natural resources, history, 
culture and vibrant communities.  
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Tourism Objectives, Measures, 
Targets, & Initiatives/Tasks 
Following are the identified tourism strategic plan objectives and related 
implementation measures, targets, and initiatives/tasks as identified by the 
stakeholders group.  Utilization of the identified measures, targets, and 
completion of the listed initiatives and tasks will result in significant 
progress toward each tourism goal and objective. 

Visioning  
 A sample of planning participant 
comments when asked to personally 
describe the tourism future of the area:   
 
 
 
 
 
 
“…Authentic…Eclectic…Vibr
ant…Organic…” 
 
 
 
 
 

 
“…Southwest Virginia hub…” 

 
 
 
 
 
 
 

“…Cool…Eclectic…Diverse” 
 
 

 
 
 
 
“Virginia’s premier outdoor 
recreation and leisure 
destination…” 

 
 
 
 
 
 
“Vibrant arts and culture 
center” 

 
 
 
 
 
 

“Virginia’s Nature Capitol” 
 

 
 
 

 

 
Blacksburg Farmers Market 
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Goal 1 
Improve Tourism Marketing 
 
Objective 1.1 
Implement a comprehensive tourism marketing plan to enhance and improve marketing efforts 
 

Measure 1.1A 
Develop and implement a research-based marketing plan  
 
Target 1.1A 
Plan developed and ready for implementation by September 1, 2013 
 
Measure 1.1B 
Establish branding, theme, logo, and identity 
 
Target 1.1B 
Completion and supported/approved usage of branding, logo, taglines, etc. by September 1, 
2013 

 
Objective 1.2 
Develop an effective data collection and success measurement program for marketing 
 

Measure 1.2 
Conduct marketing research to determine how we are known, how visitors are learning about 
us, quality of their visit, etc. 
 
Target 1.2 
Determine feasible research approach and implement strategies and/or appropriate studies (by 
August 2013 and annually afterwards). 

 
Responsible Individual(s) or Parties - Goal 1 
Tourism Director and Montgomery Tourism Development Council (and/or marketing 
work group).  Possibly use Virginia Tech, Radford University, or New River Community 
College students to assist as appropriate. 
 
Initiative and Task Notes for Goal 1: 

 Ensure marketing plan includes strategies that allow for the evaluation of current 
electronic marketing platforms, including various event calendars and a possible 
way to merge calendars into a master events calendar, or at minimum,  reduce 
number and improve accuracy of current calendars 

 Contract company for branding/logo by June 2013 
 Contract company for website by June 2013, launch new site by September 1, 

2013 
 Develop integrated social media plan to include tourism Facebook page by 

September 2013  
 Communication and coordination 
 Focus on message and target audience 
 Create a need or desire 
 Develop applicable RFP’s 
 Consider applying for Virginia Tourism Corporation (VTC) matching funds, and 

utilize other appropriate VTC services. Utilize electronic marketing 



 
 

24 
 

 
 
Goal 2 
Improve Tourism Infrastructure 
 
Objective 2.1 
Improve, coordinate, and communicate information about current tourism infrastructure 
 

Measure 2.1A 
Improve/develop visitor infrastructure including establishment of physical locations such as a 
state certified visitor’s center, “kiosks” and other sites frequented by visitors such as town and 
county offices, Virginia Tech Visitors Center, libraries, lodging locations, chambers, retail 
establishments, etc. 
 
Targets 2.1A 
Complete analysis and prioritization of visitor and tourism infrastructure needs/opportunities and 
develop plan to address needs by priority by December 2013.  Implement permanent visitor’s 
center by February 2014. 

 
Responsible Individual(s) or Parties 2.1A 
Establish Infrastructure work group with Tourism Director’s guidance and facilitation 
 
Initiative and Task Notes 2.1A: 

 Define what we want in a Kiosk (paper or electronic) 
 Keep kiosks well maintained/stocked, possibly with volunteer citizens or business 

assistance.  Businesses to keep their own stocked 
 Establish applicable communication plan to education local businesses and 

organizations.  Possible use government cable channels for all appropriate 
“internal” communication 

 
Measure 2.1B 
Develop marketing materials that assists visitors during planning and visit including mobile and 
electronic marketing tools and applications (including web-portals), comprehensive visitor’s 
guide, paper resource maps, parking information, restroom locations, etc. by September 2013. 
Ensure that adequate and appropriate visitors resource information is available and ongoing at 
historical sites, visitors centers, etc. 
 
Target 2.1B 
Compile complete list of all marketing/resource materials, develop and distribute materials by 
December 2013 
 

 
 
Responsible Individual(s) or Parties 2.1B 
Marketing work group subcommittee (will need local representatives to assist with 
development).  Engage VT, RU or NRCC marketing, communication and design 
students. Guidance provided by tourism director. 
 
Initiative and Task Notes 2.1B: 

 8 ½ X11 inch map pad, printed in black and white that can be easily produced, 
highlighted, and torn off to hand to visitors from multiple locations.  Three maps – 
Christiansburg, Blacksburg, and Montgomery County, either on same map, front 
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and back, or separate maps if needed, but all in same format. Frame map with 
local advertisers, localities.  Include slogan, tagline, branding, website on maps, 
etc. 

 Establish ongoing brochure fulfillment and monitoring schedule/system 
 Survey current mobile application models to determine best approach and model 

for us.    
 Send tourism information to Virginia Tech and Radford University Alumni clubs in 

other areas to promote longer stays during their visits for meetings, games, etc. 
 

Measure 2.1C 
Implement frontline ambassador program that includes education components, scripted talking 
points, familiarization tours, etc.  
 
Target 2.1C 
Program developed and ready for implementation by June 2014 

 
Responsible Individual(s) or Parties 2.1C 
Tourism Director, Outreach work group (business and community relations) 
 
Initiative and Task Notes 2.1C 

 Establish scripted/talking points 
 Develop communication plan to reach business owners to inform them of the 

importance of equipping the front line ambassadors 
 Develop education plan for ambassadors 
 Distribute tools to appropriate front-line locations  
 Consider providing frontline staff with a “Ask me about the NRV” button to 

encourage visitor discussion and inquiries  
 Consider certification process with incentives for participants and businesses 
 Identify key points where ambassadors are most important 
 Hold quarterly orientation programs 
 Focus on affordable, easily accessible means of education and orientation  

 
Measure 2.1D 
Develop and implement visitor’s signage and way finding plan  
 
Target 2.1D 
Plan development and implementation begun by July 2016 

 
Responsible Individual(s) or Parties 2.1D 
Tourism Director and Policy and Regulatory committee in tandem with Marketing 
committee. 
 
Initiatives and Task Notes 2.1D 
 

 Develop on ground signage plan, committee directed, with each jurisdiction 
planning department involved 

 Develop funding plan, possibly with funding from each jurisdiction budget 
 It will be key to coordinate through the county what is being done in towns and 

visa-versa.  For example, the Huckleberry Trail has visitor way finding, parking, 
sites, restrooms, etc. 

 Need to coordinate with current and proposed visitor “kiosk” locations 
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Goal  3 
Develop and Cultivate Tourism Partnerships 
 
Objective   3.1  
Be a catalyst to facilitate stronger local, state, and regional partnerships, creating a synergy to 
support regional planning 

 
Measure 3.1 
Identify and prioritize potential partnership opportunities and current partnership activity level for 
each, determine opportunities and challenges, etc.   
 
Target 3.1A 
Identification and prioritization complete by December 2013 
 
Measure 3.1B 
Establish a plan/schedule to participate in meetings to develop/grow partnerships. Plan to 
include targeted number of partnerships to develop/grow in following four years, including 
hosting an annual meeting of key partners 
 
Target 3.1B 
Plan complete by February 2014.   
 

Responsible Individual(s) or Parties 3.1 
Tourism Director and Montgomery Tourism Development Council.  Potential partners 
include but are not limited to Radford, Christiansburg, Virginia Tech, Radford University, 
`Round the Mountain, Crooked Road, Artisan Trails of Southwest Virginia, locality parks 
and recreation, area arts organizations, civic leagues, area DMOs, Virginia Tourism 
Corporation,  lodging organizations, outdoor initiatives and organizations, Southwest 
Virginia Cultural Heritage Foundation and other outlying areas 

 
Objective 3.2 
Encourage private and non-profit sector partnerships for cooperative marketing 
 

Measure 3.2A 
Identify and prioritize potential private and non-profit sector partnership opportunities and 
current partnerships. Determine opportunities and facilitate partnership development, facilitate 
appropriate co-branded ideas, and develop and implement communications tools and plan to 
connect diverse groups (possible electronic platform for communication in addition to Facebook, 
Twitter, wiki, online calendar, etc.).  
 
 
Targets 3.2A 
Identification and prioritization complete by December 2013 
 
Establish plan/schedule to begin discussions and meetings to develop/grow partnerships by 
February 2014.  Plan to include targeted number of partnerships to develop/grow in following 
four years 

 
Responsible Individual(s) or Parties 3.2 
Tourism Director and Montgomery Tourism Development Council. Potential partners 
include but are not limited to Downtown Blacksburg Inc., Blacksburg Partnership, 
Downtown Christiansburg Inc., Area event organizations, wineries, antique 
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stores/dealers, Virginia Tech Athletics, agri-tourism sector, sports marketing 
organizations etc.  

 
Objective 3.3 
Develop a marketable identity with partners for shared goals and interests 
 

Measure 3.3A 
Complete analysis of primary and secondary potential partnership marketing brands/identities to 
determine a clear identification of “who we are?”, to determine “how we locate ourselves?” or 
position in marketing, and “Who are our geographic partners:?  This partnership measure may 
dovetail with overall brand development efforts 
 
Target 3.3A 
Analysis with recommendations or plan for path forward by June 2014, with set targets for 
applicable feasible recommendations 

 
Responsible Individual(s) or Parties 3.3A 
Tourism Director, Montgomery Tourism Development Council  

 
Measure 3.3B 
Develop network of partners and individuals to coordinate events promotions, calendars, and 
coordination to increase tourism visitation 
 
Target 3.3B  
First meeting of group by July 1, 2013 finish project during FY 2014.  Identify steps that need to 
be taken, software needed, etc. to coordinate electronic marketing events listing by July 2013. 

 
Responsible Individual(s) or Parties 3.3B 
Tourism Director, Marketing work group 

 
Initiative and Task Notes – Goal 3 

 Establish strong relationship with universities to increase visitation, as a tourism 
program resource, etc.  

 Consider implementing “green” initiatives and incentives to complement tourism, 
quality of life, protect environment, etc.  

 Develop “internal” or tourism industry calendar for tourism marketing and 
development meetings, workshops, etc. 

 Form group of area marketing/PR directors to facilitate partnerships, concerted 
marketing, etc. 

 Link New River Valley Hospitality Association with county tourism entity to work 
together on various efforts 
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Goal 4 
Develop Tourism Education Programming and Advocacy 
 
Objective 4.1 
Increase customer service training through appropriate technologies (e.g. applications, QR 
codes, etc.) 
 

Measure 4.1 
Create certified training program for businesses and frontline staff  
 
Targets 4.1 
80% of employees of each business completing certification in order for business to be 
recognized as “premier” designation 
Program in place by August, 2014 

 
Responsible Individual(s) or Parties 4.1 
Tourism Director, Outreach work group 

 
Objective 4.2 
Increase resident and front line staff awareness of tourism assets to increase knowledge, pride, 
and establish advocacy  
 

Measure 4.2 
Create a local ambassador program for citizens and any/all organizations, businesses, etc.  
 
Target 4.2 
By June, 2014 

 
Responsible Individual(s) or Parties 4.2 
Tourism Director, Outreach work group 

 
Initiative and Task Notes – Goal 4 

 Local recognition of program, successes, etc. relayed through advocacy PR campaign 
(ongoing) 

 Consider recognizing “tourism person of the year”, “business of the year” to be celebrated 
at a National Tourism Week event(s) etc. 

 Work with schools (public and private) to educate children on area which would be 
carried into homes, encourage tourism careers, entrepreneurship, etc. 

 Build stronger relationships in designing information to go out to citizens (all modes) 
 Partner to host events to create awareness of area, tourism, etc.  (See Kasey for 

example) 
 Create modular program to be incorporated into grade levels K-12 (by January 2015) 
 Frontline training course/materials should include customer service, history, 

familiarization, branding information, link to tourism calendars, etc.  Should be a tested 
course and certification 

 Consider establishing benefits such as premier advertising on county tourism website, 
etc. for “premier” designated businesses 

 Work with local media to recognize “best customer service” staff ongoing 
 Ongoing speaking engagements through establishing a speaker’s bureau focused on 

tourism 
 Implement a plan to deliver the program 
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Goal 5  
Enable the growth of tourism in Montgomery County through a strong program and policy 
 
Objective 5.1 
Evaluate, improve and continue the process of creating policy and procedures for the tourism 
program  
 

Measure 5.1A 
Review occupancy tax rates, in competitive set, to ensure consistency and competitiveness, as 
well as other applicable funding opportunities such as meals tax and advertising revenue 
 
Target 5.1A 
Complete analysis with recommendations reported by June 2014 
 
Measure 5.1B 
Enlist hotels, restaurants, etc. to help develop strategies to increase visitation, expenditures, 
etc. through potential policy and program changes 
 
Target 5.1B 
Establish groups and set meetings by July 2014 
 
Measure 5.1C 
Develop advocacy campaign to educate citizens regarding the positive impact of tourism, inform 
elected officials of the positive tax benefits of tourism, etc. 
 
Target 5.1C 
Campaign developed and implemented by January 2015 
 
Measure 5.1D 
Determine and consider any local and state incentives or zoning that can be done to facilitate 
tourism growth 
 
Target 5.1D 
Analysis complete and reported by December 2014.  Plan to implement all endorsed actions 
implemented by December 2014 

 
Responsible Individual(s) or Parties – Goal 5 
Tourism Director, Montgomery Tourism Development Council and Policy and Regulatory 
work group. 
 
Initiative and Task Notes – Goal 5 

 Consider hotels, groups, etc. when reviewing tax rates 
 Consider comp rooms for sports group officials, group leaders, etc. 
 Secure and disseminate tax rate information from surrounding localities 
 Encourage regional government conversations about tourism and working 

together 
 Consider the possibility of a membership program for private sector to leverage 

funding, marketing, etc.  
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Conclusion 
 
Representatives of Montgomery County and the Towns within continue to recognize the significance of tourism 
through its positive economic impact and related contributions to the quality of life for Montgomery County 
residents.  The significant steps and various efforts taken prior to the development of this plan is evidence of that 
commitment.  This plan is intended to build upon those past accomplishments and propel future success.  
 
Local government support and stakeholder participation will continue to be extremely important in order for this 
plan to be implemented successfully.  Officials and staff from Montgomery County will need to take an ongoing 
leadership role in overseeing implementation. Continued involvement, assistance, and input from various town 
officials, tourism organizations, businesses, civic groups, other interested citizens, and the Montgomery County 
Chamber of Commerce, will be crucial.  
 
To encourage progress toward the established targets, this plan should be reviewed by the locality officials and 
the tourism task force consistently.  Upon each review, any adjustments that need to be made to this plan can be 
discussed.  Once a majority of the targets within this plan have been met, an updated plan should be developed. 
 
Using this plan as guidance, Montgomery County and the Towns within are expected to continue positive 
progress toward the development and promotion of tourism.  It is imperative that the plan be referenced 
consistently as any new tourism-related discussions occur and as all applicable decisions are made.  While new 
ideas and recommendations can be considered in the future, officials should reference this plan and determine if 
implementing any new ideas and recommendations is feasible and in accordance with this plan. This document 
will also serve as a reference piece for the tourism department in future staffing related to growth, tourism 
entrepreneurs and businesses considering locating or expanding within Montgomery County, and should be 
available at local economic development offices and other appropriate distribution locations and websites. 
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Appendix 
 

Performance Measures    
Quick Reference Chronological Summary 
 
Insert once all measures are finalized 
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Estimated Economic Impact 
The following economic impact estimates and data for Montgomery County are a result of studies conducted by 
the Research Department of the U.S. Travel Association for the Virginia Tourism Corporation to estimate the 
domestic travelers’ spending estimates  
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Terms & Definitions 
 
Goals: Broad statement of measurable outcomes to be achieved on behalf of customers 
 
Initiatives/Tasks: Specific programs, strategies, and activities that will help you meet your performance targets 
 
Measures: Meaningful indicators that assess progress towards accomplishment of goals and objectives 
  
Mission Statement: Statement of purpose; fundamental reason for the tourism effort existence 
 
Objective: Statements of what you must do well or barriers that you must overcome to achieve a specific goal 
 
Opportunities: Factors or situations that exist beyond your organization that may have a favorable effect on it 
 
Strengths: Resources or capabilities that can be used to accomplish your mission 
 
Target: The numerical value of the performance measure you hope to achieve 
 
Target Customers/Tourists: Any person, group, or organization that is believed to have an interest in utilizing 
your tourism related product(s) and/or service(s) 
 
Threats: Factors or situations that exist beyond your organization that can negatively affect it 
 
Tourism Assets: Any tourism related product, attraction, site, or event that is of interest to target 
customers/tourists 
 
Vision Statement: A word picture of the future that the organization/tourism effort intends ultimately to become or 
to influence 
 
Weaknesses: Deficiencies in resources or capabilities that hinder your ability to be successful 
 
Premier: First in position, rank, or importance. 
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Visitor Profile 
 

New River Valley Visitor Profile Report 
Source: VA Module of TNS Travels America, FY 2011 

Household trips 50+ miles, one‐way, away from home including day 
trips or with one or more nights away from home to Blacksburg, 
Roanoke, Salem, Radford, Pulaski, Blue Ridge Parkway, Claytor Lake 
State Park or New River Trail State Park during FY 2011 

Cells shaded in red indicate a sample size of less than 300. These 
data should be used with caution. 

   All 

Sample Size (N)  259 

Weighted Percent of Total 
100% 

(n=253.85) 

Primary purpose of Trip 

Visit friends/relatives  46% 

Outdoor recreation  7% 

Entertainment/Sightseeing  12% 

Other pleasure/personal  12% 

Personal business  9% 

Business ‐ General  9% 

Business ‐ Convention/tradeshow  less than 0.5% 

Business ‐ Conference/seminar  3% 

Other  2% 

All purposes of trip 

Q1A Visit friends/relatives ‐ All purposes for trip  53% 

Q1A Outdoor recreation ‐ All purposes for trip  16% 

Q1A Entertainment/Sightseeing ‐ All purposes 
for trip 

19% 

Q1A Other pleasure/personal ‐ All purposes for 
trip 

24% 

Q1A Personal business ‐ All purposes for trip  12% 

Q1A Business ‐ General ‐ All purposes for trip  12% 

Month of Travel 

Wave 61 ‐ July 2010  10% 

Wave 62 ‐ August 2010  11% 
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Wave 63 ‐ September 2010  5% 

Wave 64 ‐ October 2010  10% 

Wave 65 ‐ November 2010  12% 

Wave 66 ‐ December 2010  8% 

Wave 67 ‐ January 2011  7% 

Wave 68 ‐ February 2011  6% 

Wave 69 ‐ March 2011  7% 

Wave 70 ‐ April 2011  6% 

Wave 71 ‐ May 2011  8% 

Wave 72 ‐ June 2011  9% 

Holiday Travel 

VA1_1. Did your ... trip to Virginia include a 
holiday or a holiday weekend? 

23% 

Weekend Getaway 

VA2_1. Did this trip include a Friday night 
and/or a Saturday night in Virginia? 

62% 

Total Travel Party Size 

1  26% 

2  43% 

3  14% 

4  11% 

5  2% 

6+  3% 

Mean:  2.7 

Median:  2 

Age of Travel Party Members 

VA5_1_1. How many people, including yourself, 
were in your travel party in each of the 
following age groups ... trip? ‐ Under 6 years 

5% 

VA5_2_1. How many people, including yourself, 
were in your travel party in each of the 
following age groups ... trip? ‐ 6 ‐ 12 

6% 

VA5_3_1. How many people, including yourself, 
were in your travel party in each of the 
following age groups ... trip? ‐ 13 ‐ 17 

7% 

VA5_4_1. How many people, including yourself, 
were in your travel party in each of the 
following age groups ... trip? ‐ 18 ‐ 24 

7% 
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VA5_5_1. How many people, including yourself, 
were in your travel party in each of the 
following age groups ... trip? ‐ 25 ‐ 34 

17% 

VA5_6_1. How many people, including yourself, 
were in your travel party in each of the 
following age groups ... trip? ‐ 35 ‐ 44 

15% 

VA5_7_1. How many people, including yourself, 
were in your travel party in each of the 
following age groups ... trip? ‐ 45 ‐ 54 

14% 

VA5_8_1. How many people, including yourself, 
were in your travel party in each of the 
following age groups ... trip? ‐ 55 ‐ 64 

19% 

VA5_9_1. How many people, including yourself, 
were in your travel party in each of the 
following age groups ... trip? ‐ 65 and over 

10% 

Travel Party Members Under 18 Years Old 

Travel parties that include children under 18  22% 

Modes of Travel Used on Entire Trip (all states visited)

Q2A Own Auto/truck ‐ All modes of 
transportation for trip 

86% 

Q2A Rental car‐ All modes of transportation for 
trip 

6% 

Q2A Camper/RV‐ All modes of transportation 
for trip 

1% 

Q2A Ship/Boat‐ All modes of transportation for 
trip 

less than 0.5% 

Q2A Airplane‐ All modes of transportation for 
trip 

8% 

Q2A Bus ‐ All modes of transportation for trip  2% 

Q2A Train ‐ All modes of transportation for trip  1% 

Q2A Motorcoach/Group Tour ‐ All modes of 
transportation for trip 

  

Q2A Other ‐ All modes of transportation for trip  3% 

Primary Mode of Travel Used on Entire Trip 

Own Auto/truck  84% 

Rental car  4% 

Ship/Boat  less than 0.5% 

Airplane  6% 

Bus  1% 

Train  1% 
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Motorcycle  less than 0.5% 

Other  2% 

Total Nights Spent on Entire Trip 

0  21% 

1  14% 

2  20% 

3  13% 

4  7% 

5  8% 

6  4% 

7  3% 

8 to 13  8% 

14+  2% 

Mean:  3.2 

Median:  2 

Total Number of Nights at Lodging used Anywhere in 
Virginia 
1  31% 

2  24% 

3  13% 

4  8% 

5+  24% 

Mean:  3.3 

Median:  2 

Types of Lodging Used Anywhere in Virginia 

Q4F Number of nights spent in Hotel/Motel  43% 

Q4F Number of nights spent in B&B  1% 

Q4F Number of nights spent in Private Home  45% 

Q4F Number of nights spent in Condo  2% 

Q4F Number of nights spent in Time Share  1% 

Q4F Number of nights spent in RV/Tent  3% 

Q4F Number of nights spent in Other  6% 

Mean:  0 

Median: 

Top 15 Brands of Hotel Stayed in Longest in Virginia 

Other  12% 

Comfort Inns/Suites  11% 

Hampton Inns/Suites  11% 

Holiday Inn  10% 
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Holiday Inn Express  8% 

Wyndham Hotels & Resorts  5% 

Sheraton Inns/Hotels/Resorts/Suites  4% 

Super 8 Hotels  4% 

Best Western  4% 

Sleep Inn & Suites  3% 

Red Roof Hotels/Resorts  3% 

Days Inn  3% 

Homewood Suites  3% 

Quality Inn & Suites  2% 

Hilton Hotels & Resorts  2% 

Travel Party Spending 

$0  7% 

$1 to less than $100  31% 

$100 to less than $250  22% 

$250 to less than $500  22% 

$500 to less than $750  7% 

$750 to less than $1,000  5% 

$1000+  5% 

Mean:  330.9 

Median:  150 

Traveler Spending in Virginia (Percentage of Total 
Spending By Category) 

Q4G Total $s spent on Transportation (excluding 
parking/tolls) 

6% 

Q4G Total $s spent on Parking/Tolls  5% 

Q4G Total $s spent on Lodging  9% 

Q4G Total $s spent on Food/Beverage/Dining 
(excluding groceries) 

23% 

Q4G Total $s spent on Groceries  11% 

Q4G Total $s spent on Entertainment (excluding 
gaming)/Admissions 

7% 

Q4G Total $s spent on (Casino) Gaming  less than 0.5% 

Q4G Total $s spent on Shopping/Gifts/Souvenirs  10% 

Q4G Total $s spent on Amenities (golf fees, spa, 
health club, ski passes, etc.) 

1% 

Q4G Total $s spent on Other  2% 

Q4G Total $s spent on Gasoline  26% 

General Activities / Attractions Visited in Virginia 
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Arts & Culture 

Q4H Activities/Attractions Visited ‐ Art galleries  5% 

Q4H Activities/Attractions Visited ‐ Historic 
sites/churches 

10% 

Q4H Activities/Attractions Visited ‐ Museums  10% 

Q4H Activities/Attractions Visited ‐ Musical 
theater 

2% 

Q4H Activities/Attractions Visited ‐ Old 
homes/mansions 

6% 

Q4H Activities/Attractions Visited ‐ 
Symphony/opera/concert 

less than 0.5% 

Q4H Activities/Attractions Visited ‐ 
Theater/drama 

2% 

Adventure Sports 

Q4H Activities/Attractions Visited ‐ 
Hanggliding/skydiving 

  

Q4H Activities/Attractions Visited ‐ 
Hiking/backpacking 

4% 

Q4H Activities/Attractions Visited ‐ 
Rock/mountain climbing 

less than 0.5% 

Q4H Activities/Attractions Visited ‐ Scuba 
diving/snorkeling 

less than 0.5% 

Q4H Activities/Attractions Visited ‐ 
Skiing/snowboarding (cross country or downhill) 

less than 0.5% 

Q4H Activities/Attractions Visited ‐ Water skiing    

Q4H Activities/Attractions Visited ‐ Whitewater 
rafting/kayaking 

  

Sports & Recreation 

Q4H Activities/Attractions Visited ‐ Biking  2% 

Q4H Activities/Attractions Visited ‐ Fishing 
(Fresh/saltwater) 

1% 

Q4H Activities/Attractions Visited ‐ Golf  1% 

Q4H Activities/Attractions Visited ‐ Horseback 
riding 

1% 

Q4H Activities/Attractions Visited ‐ Hunting    

Q4H Activities/Attractions Visited ‐ Major sports 
event 

2% 

Q4H Activities/Attractions Visited ‐ Motor 
boat/Jet Ski 

  

Q4H Activities/Attractions Visited ‐ Motor sports 
‐ NASCAR/Indy 

  

Q4H Activities/Attractions Visited ‐ Sailing    
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Q4H Activities/Attractions Visited ‐ 
Snowmobiling 

  

Q4H Activities/Attractions Visited ‐ Snow sports 
other than skiing or snowmobiling 

  

Q4H Activities/Attractions Visited ‐ Tennis    

Q4H Activities/Attractions Visited ‐ 
Youth/amateur/collegiate sporting events 

3% 

Nature / Outdoor Activities 

Q4H Activities/Attractions Visited ‐ Beach  4% 

Q4H Activities/Attractions Visited ‐ Bird 
watching 

2% 

Q4H Activities/Attractions Visited ‐ Camping  2% 

Q4H Activities/Attractions Visited ‐ Caverns  2% 

Q4H Activities/Attractions Visited ‐ Gardens  2% 

Q4H Activities/Attractions Visited ‐ Nature 
travel/ecotouring 

2% 

Q4H Activities/Attractions Visited ‐ 
State/National Park 

12% 

Q4H Activities/Attractions Visited ‐ Wildlife 
viewing 

7% 

Entertainment / Amusement 

Q4H Activities/Attractions Visited ‐ 
Casino/gaming 

1% 

Q4H Activities/Attractions Visited ‐ Fine dining  7% 

Q4H Activities/Attractions Visited ‐ 
Nightclub/dancing 

4% 

Q4H Activities/Attractions Visited ‐ Shopping  12% 

Q4H Activities/Attractions Visited ‐ Spa/health 
club 

1% 

Q4H Activities/Attractions Visited ‐ Special 
events/Festivals (e.g., Mardi Gras, hot air 
balloon 

1% 

Q4H Activities/Attractions Visited ‐ Theme park  2% 

Q4H Activities/Attractions Visited ‐ Wine 
tasting/winery tour 

3% 

Q4H Activities/Attractions Visited ‐ Zoos  1% 

Family Activities 

Q4H Activities/Attractions Visited ‐ Family 
reunion 

2% 

Q4H Activities/Attractions Visited ‐ High 
School/College reunion 

1% 

Q4H Activities/Attractions Visited ‐ Visiting 
friends 

18% 
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Q4H Activities/Attractions Visited ‐ Visiting 
relatives 

28% 

Sightseeing 

Q4H Activities/Attractions Visited ‐ Rural 
sightseeing 

19% 

Q4H Activities/Attractions Visited ‐ Urban 
sightseeing 

8% 

Top 25 Most Frequently Visited Cities in Virginia 

Roanoke  45% 

Blacksburg  24% 

Richmond  14% 

Salem  13% 

Lynchburg  12% 

Wytheville  12% 

Charlottesville  11% 

Harrisonburg  11% 

Washington, DC  11% 

Bedford  10% 

Front Royal  9% 

Cumberland Gap  9% 

Alexandria  9% 

Staunton  9% 

Williamsburg  8% 

Virginia Beach  8% 

Fairfax  8% 

Big Stone Gap  8% 

Lexington  8% 

Arlington  8% 

Norfolk  7% 

Galax  7% 

Bristol  7% 

Manassas  6% 

Danville  6% 

Top 25 Virginia Attractions Most Frequently Visited 
by Travelers 

Blue Ridge Parkway (Blue Ridge Highlands)  33% 

Blue Ridge Parkway (Shenandoah Valley)  21% 

Appalachian Trail (Heart of Appalachia)  12% 

Blue Ridge Parkway (Northern Virginia)  11% 

Blue Ridge Parkway (Central Virginia)  10% 

Appalachian Trail (Blue Ridge Highlands)  8% 
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Chesapeake Bay Bridge‐Tunnel (Eastern Shore)  7% 

Appalachian Trail (Northern Virginia)  7% 

Skyline Drive (Shenandoah Valley)  7% 

Smith Mountain Lake (Blue Ridge Highlands)  6% 

Skyline Drive (Northern Virginia)  6% 

Shenandoah National Park (Shenandoah Valley)  6% 

Appalachian Trail (Central Virginia)  5% 

Mount Vernon (Northern Virginia)  5% 

Natural Bridge / Natural Bridge Caverns 
(Shenandoah Valley) 

5% 

Appalachian Trail (Shenandoah Valley)  5% 

The Crooked Road â€“ Virginia's Heritage Music 
Trail (Blue Ridge Highlands) 

5% 

Civil War Trail (Heart of Appalachia)  4% 

Prime Outlets â€“ Williamsburg (Hampton 
Roads) 

4% 

The Crooked Road â€“ Virginia's Heritage Music 
Trail(Heart of Appalachia) 

4% 

Claytor Lake State Park (Blue Ridge Highlands)  4% 

Colonial Williamsburg (Hampton Roads)  4% 

Tyson's Corner Mall (Northern Virginia)  4% 

Chincoteague National Wildlife Refuge (Eastern 
Shore) 

4% 

Cumberland Gap National Historical Park (Heart 
of Appalachia) 

4% 

Satisfaction With Experience in Virginia 

Not at all satisfied  1% 

Not very satisfied  less than 0.5% 

Somewhat satisfied  11% 

Very satisfied  37% 

Extremely satisfied  51% 

Advance Planning Time ‐ Considered Visiting Virginia 

Less than 2 weeks before the visit  33% 

Within 2 weeks ‐ 4 weeks of visit  15% 

At least 1 month, but less than 3 months before 
the visit 

21% 

At least 3 months, but less than 6 months before 
the visit 

11% 

At least 6 months, but less than 1 year before 
the visit 

11% 

More than a year before the visit  8% 
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Advance Planning Time ‐ Decided to Visit Virginia 

Less than 2 weeks before the visit  44% 

Within 2 weeks ‐ 4 weeks of visit  16% 

At least 1 month, but less than 3 months before 
the visit 

18% 

At least 3 months, but less than 6 months before 
the visit 

9% 

At least 6 months, but less than 1 year before 
the visit 

7% 

More than a year before the visit  6% 

Planning Information Sources for Virginia 

Offline Sources 

Friends/relatives  20% 

Own experience  29% 

Travel agent (in person or by phone)  1% 

Travel club (eg. AAA)  4% 

Travel book  6% 

Newspaper  less than 0.5% 

Magazine  1% 

TV  1% 

Radio  2% 

Destination printed material  4% 

Travel provider (airline, hotel, rental car cruise, 
etc.) either in person or by phone 

  

Other offline planning sources  2% 

Online Sources 

Corporate travel department (in person or by 
phone) 

1% 

Corporate desktop travel tool/intranet  1% 

Online full service travel website (Expedia. 
Travelocity, etc.) 

3% 

Traditional travel agency website (American 
Express, Carlson Wagonlit, etc.) 

1% 

Travel provider website (airline, hotel, rental 
car, cruise, tour) 

8% 

Other online planning sources  1% 

Destination website  9% 

MySpace  less than 0.5% 

Facebook  4% 

LinkedIn    

Match.com    
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Twitter.com  1% 

Blogs  1% 

TripAdvisor  2% 

Yahoo Trip Planner    

VibeAgent    

Other social/commercial networking sources 
(Specify) 

  

iPhone  3% 

Mobile Web Browsing  1% 

Other mobile sites    

Other 

Someone else planned for me and I don't know 
the method 

10% 

No plans were made for this destination  31% 

Booking Methods Used for Virginia 

Offline Methods 

Travel agent (in person or by phone)  1% 

Directly with travel provider (airline, hotel, 
rental car, cruise, etc.) either in person/phone 

5% 

Travel club (e.g. AAA)  3% 

Corporate travel department (in person or by 
phone) 

2% 

Directly with destination or attraction 
(tourist/visitor center, etc.) in person or by 
phone 

6% 

Some other offline booking method  2% 

Online Methods 

Corporate desktop travel tool/internet  2% 

Travel provider website (airline, hotel, rental 
car, cruise, tour) 

7% 

Destination website (official site of state, city or 
attraction) 

4% 

Online full service travel website (Expedia, 
Travelocity, etc.) 

3% 

Traditional travel agency website (American 
Express, Carlson Wagonlit, etc.) 

1% 

Some other online booking method  1% 

Other 

Someone else booked for me and I don't know 
the method 

10% 

No bookings were made for this destination  60% 

Top 10 Other States Visited for Leisure in Past 12 
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Months 
North Carolina  39% 

Florida  23% 

South Carolina  21% 

Pennsylvania  18% 

Washington D.C  17% 

West Virginia  13% 

Maryland  13% 

New York  12% 

Georgia  11% 

Tennessee  11% 

Travel Party Origin ‐ Top 10 DMAs (Designated 
Marketing Areas) for the profiled travel segment 

ROANOKE‐LYNCHBURG  20% 

RICHMOND‐PETERSBURG  11% 

WASHINGTON, DC (HAGERSTOWN)  11% 

GREENSBORO‐HIGH POINT‐WINSTON SALEM  6% 

NORFOLK‐PORTSMOUTH‐NEWPORT NEWS  5% 

NEW YORK  4% 

MYRTLE BEACH‐ FLORENCE  3% 

TAMPA‐ST. PETERSBURG (SARASOTA)  3% 

CHARLOTTE  3% 

BLUEFIELD‐BECKLEY‐OAK HILL  2% 

Travel Party Origin ‐ Top 10 States for the profiled 
travel segment 

Virginia  50% 

North Carolina  11% 

Florida  6% 

Maryland  5% 

South Carolina  4% 

Pennsylvania  3% 

New York  3% 

New Jersey  2% 

Tennessee  2% 

Georgia  2% 

Ethnicity of Household Head 

No Answer  1% 

White  91% 

Black/African‐American  5% 

Asian or Pacific Islander  2% 
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Other  1% 

Hispanic Origin of Household Head 

No Answer  4% 

Spanish/Hispanic  4% 

Not Spanish/Hispanic  93% 

Household Size 

1  21% 

2  44% 

3  18% 

4  9% 

5  6% 

6  1% 

More than 6  less than 0.5% 

Age of Household Head 

18‐24  7% 

25‐34  23% 

35‐44  18% 

45‐54  16% 

55‐64  25% 

65+  11% 

Mean:  45.8 

Marital Status 

Now married  60% 

Never married  25% 

Divorced, Widowed, Separated  15% 

Education of Male Household Head 

No answer  1% 

Grade School  1% 

Some high school  4% 

Graduated High school  12% 

Some college ‐ no degree  21% 

Graduated college‐Associate's degree (2 year)  9% 

Graduated college‐Bachelor's degree (4 year)  23% 

Post Graduate degree‐
MS,MA,MBA,DVM,PhD,DDS,etc. 

29% 

Education of Female Household Head 
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No answer  less than 0.5% 

Some high school  2% 

Graduated High school  19% 

Some college ‐ no degree  22% 

Graduated college‐Associate's degree (2 year)  8% 

Graduated college‐Bachelor's degree (4 year)  30% 

Post Graduate degree‐
MS,MA,MBA,DVM,PhD,DDS,etc. 

18% 

Annual Household Income 

Under $7,500  2% 

$7,500‐$9,999  2% 

$10,000‐$12,499  less than 0.5% 

$12,500‐$14,999  2% 

$15,000‐$17,499  2% 

$17,500‐$19,999  3% 

$20,000‐$22,499  3% 

$22,500‐$24,999  less than 0.5% 

$25,000‐$27,499  3% 

$27,500‐$29,999  1% 

$30,000‐$32,499  3% 

$32,500‐$34,999  3% 

$35,000‐$37,499  4% 

$37,500‐$39,999  3% 

$40,000‐$42,499  3% 

$42,500‐$44,999  2% 

$45,000‐$47,499  2% 

$47,500‐$49,999  3% 

$50,000‐$54,499  7% 

$55,000‐$59,999  2% 

$60,000‐$64,999  5% 

$65,000‐$69,999  5% 

$70,000‐$74,999  3% 

$75,000‐$79,999  3% 

$80,000‐$84,999  2% 

$85,000‐$89,999  2% 

$90,000‐$94,999  3% 

$95,000‐$99,999  8% 

$100,000‐$124,999  8% 

$125,000‐$149,999  7% 

$150,000‐$174,999  1% 

$175,000‐$199,999  2% 

$300,000+  less than 0.5% 
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Travel Attitudes: Percent that feel each comment 
'Describes Them Perfectly' 

My life just keeps getting busier and busier  22% 

I love to relive my travel experiences by 
discussing them with other people 

20% 

I often read packs and websites to find out more 
about products and services that I'm buying 

20% 

I'm a real label reader. I won't buy anything 
without reading the small print 

17% 

I love shopping in markets and small specialist 
stores 

16% 

When I find a new travel destination or tourism 
operator that I really like I have to tell others all 
about it 

14% 

I frequently adapt products I've bought to suit 
my own tastes and needs 

14% 

My family and friends often ask my advice on 
travel matters 

12% 

I frequently search magazines and websites for 
information about travel destinations and 
tourism operators I'm interested in 

11% 

I love in‐store demonstrations of new products 
and services ‐ I just can't walk past them 

10% 

The ethics of travel and tourism companies has a 
big influence on what operators I use 

9% 

I buy environmentally friendly products and 
services whenever possible 

9% 

I love hunting out the newest travel experiences 
before anyone else catches on to them 

9% 

I admire imaginative travel brands that do things 
differently to others 

9% 

I rarely seem to have time to do the things that 
are really important to me in my life 

8% 

Anything that saves me time is worth paying 
extra for 

8% 

My choice of brands is important ‐ I believe that 
what I buy says something about who I am 

7% 

I make a genuine effort to support travel and 
tourism companies that put something back into 
the community 

7% 
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I am prepared to pay more to visit places or use 
operators that offer something really original 

7% 

I often go out of my way to find travel and 
tourism operators that offer really genuine, 
authentic experiences 

6% 

Most Recent Trip to Virginia 

2000 or earlier    

2001   

2002   

2003   

2004   

2005   

2006   

2007   

2008 7% 

2009   

2010 46% 

2011 46% 

2012   

Top 15 States Visited on Same Trip 

Virginia  63% 

North Carolina  6% 

West Virginia  4% 

South Carolina  4% 

Maryland  4% 

Pennsylvania  3% 

Georgia  3% 

Washington D.C  2% 

Tennessee  2% 

Florida  2% 

Kentucky  1% 

Delaware  1% 

New York  1% 

New Jersey  1% 

Missouri  1% 

Top 10 Other States Plan to Visit for Leisure in Next 2 
Years 

Virginia  10% 

Florida  8% 

North Carolina  8% 



 
 

xx 
 

South Carolina  6% 

Washington D.C  5% 

New York  5% 

Pennsylvania  4% 

California  4% 

None  3% 

Tennessee  3% 
 



AT A REGULAR MEETING OF THE TOWN COUNCIL OF CHRISTIANSBURG, VIRGINIA HELD 
ON THE 3RD DAY OF SEPTEMBER 2013 AT 7:30 P.M. IN THE THIRD FLOOR COUNCIL 
CHAMBERS, TOWN HALL, 100 EAST MAIN STREET, CHRISTIANSBURG, VIRGINIA: 

 

R-FY-14-19 
RESOLUTION APPROVING THE TOURISM STRATEGIC PLAN 

 
 
WHEREAS, On April 4, 2011 the Town of Christiansburg entered into an organizational cooperative 
agreement between Montgomery County and the Towns of Blacksburg and Christiansburg for the 
creation and implementation of a joint tourism program; and 
 
WHEREAS, The tourism program functions as a joint tourism agency under the supervision of the 
participating local governments, with a Director of Tourism serving as head of the agency and responsible 
for the day-to-day operations of the joint tourism program; and 
 
WHEREAS, The Director of Tourism was charged with developing a tourism strategic plan to assist 
Montgomery County and the Towns of Blacksburg and Christiansburg to further develop and promote 
tourism; and 
 
WHEREAS, This plan was developed and completed in 2013 to assist county and town officials and 
stakeholders to further develop and promote tourism, and to guide staff and volunteers who oversee 
tourism focused programming during the following five years and beyond; and 
 
WHEREAS, This Tourism Strategic Plan was presented to the Town of Christiansburg on April 16, 2013. 
 
NOW, THEREFORE, BE IT RESOLVED, on motion by Councilman _____________, seconded by 
Councilman ________________, the Council of the Town of Christiansburg, Virginia, meeting in regular 
session September 3, 2013, hereby approves the Tourism Strategic Plan as presented on April 16, 2013. 
 
The vote on the foregoing resolution was as follows: 
 
 
       AYE   NAY 
D. Michael Barber 

R. Cord Hall 

Steve Huppert 

Henry D. Showalter 

Bradford J. Stipes 

James W. Vanhoozier 

Richard G. Ballengee* 

*Votes only in the case of a tie. 

 
 
 
SIGNED:  _____________________________  ATTEST: ____________________________ 
      Richard G. Ballengee, Mayor        Michele M. Stipes, Clerk of Council 



2013
TOWN OF CHRISTIANSBURG
PPTRA  PERSONAL PROPERTY TAX RELIEF ACT

# vehs.
VALUE FOR 1000 AND LESS 416,749        2,477      
       1001-20000 104,154,295 16,020    
       OVER 20000 21,520,000   1076

LESS THAN 1,000 1,875.37       
1,001 TO 20,000 468,694.33   
OVER 20,000 96,840.00     
TOTAL ASSESSED 567,409.70   

TOTAL ASSESSED 567,409.70   
LESS 100% RELIEF 1,875.37       
BASE 565,534.33   

STATE REIMBURSEMENT (PPTRA) 228,552.85   
LESS UNDER 1,000 1,875.37       

226,677.48   

TOWN OF CHRISTIANSBURG 
PROPERTY TAX RELIEF PERCENTAGE 40.08%



 TYPE ONLY  IN HIGHLIGHTED CELLS



Hello all, 
 
The Planning Commission passed a resolution recommending the draft Christiansburg 2013 
Comprehensive Plan for Town Council adoption after a lengthy planning process including the July 8, 
2013 Planning Commission public hearing.  The Town Council public hearing is set for Tuesday, August 
6, 2013.  The full plan document is available for your review prior to the public hearing at 
http://www.christiansburg.org/index.aspx?NID=155 by clicking on the draft link at the top of the page or 
directly at http://www.christiansburg.org/DocumentCenter/View/3923.  The resolution is included in your 
Agenda packet for the meeting.  Please let me know if you have any questions, comments, or concerns.  
Thank you in advance, 
 
Kali Casper 
Planner II 
100 East Main Street 
Christiansburg, VA 24073 
540.382.6128 x 120 
kcasper@christiansburg.org 
 



Town of Christiansburg Approved Planned Housing Developments Comparison
Golden New Lions Lions Villas at Villas at

Key River Windsong Gate Gate Overlook Peppers Peppers Cambria Senneca  
Apartments Village Heights Phase I Phase II Court Ferry, Sec I Ferry, Sec II Crossing Springs Kensington

approval date 4/7/1998 2/6/2001 5/7/2002 4/16/2002 11/1/2005 9/16/2003 8/20/2002 11/6/2005 7/19/2005 6/20/2006 6/20/2006

minimum % greenspace/openspace 2,388 sq. ft. 25% in sf area - - (0.032 ac. dedicated) 18% (22.4% provided) - - ~9% - - - - 30% SF;20% Two 15% 25%
10% townhouse   

housing type apartments mixed single-family single-family single-family single-family condos condos mixed single-family single-family

maximum density 6 apartments 189 sf lots on 73.3 ac. 6 units per gross 51 single-family lots 43 single-family lots 13 single-family lots 5 units per acre 72 units on 150 units on 4 units per gross acre proffer - 4 units per acre
on .61 acres and 7 townhomes acre on 13.6 acres on 14.7 acres on 3.711 acres 16.825 acres 25.869 acres for total 25.23 acres CUP - 95 units (2.92 units/acre)

per acre on 4.9 acres  - now its 41 lots (6.12 ac R-1; 19.11 ac R-3)

minimum lot size (single-family) - - 5,500 sq. ft. 5,400 sq. ft. 6,000 sq. ft. 6,000 sq. ft. - - (.285 ac. average) - - - - 4,500 sq. ft. 5,500 sq. ft. 5,500 sq. ft. (10,000 for R-1 Type)

min. street frontage (single-family) - - 55' (less in cul-de-sac) - - 40' 40' 50' (40' cul-de-sac) - - - - 50' (80' Windmill Hills) 50' (35' cul-de-sac) 55' (50' cul-de-sac)
80' on R-1 type lots R-1 Type = 80' &  70' cul-de-sac

min. width at setback (single-family) - - 55' (55' cul-de-sac) 45' 45' 45' 50' (55' cul-de-sac) - - - - 50' (80' Windmill Hills) 50' 55'
80' on R-1 type lots R-1 Type = 80' & 70' cul-de-sac

minimum lot depth (single-family) - - 100' 110' 100' 100' - - - - - - 90' (125' Windmill Hills) 110' 100' (115' for R-1 Type)

minimum front setback - - 20' 20' 10' 10' 30' 30' 30' 10' 20' 20' (35' for R-1 Type)
maximum front setback - - 25' - - 20' 20' - - - - - - - - - - 30' (cul-de-sac can vary); R-1 = none

min. front setback for porches - - 10' from front of facade - - - - - - - - - - - - 10' - - 10' from façade, 8' in setback
8' max. within setbacks

minimum side setback - - 5' with 15' separting 5' with 15' 5' with 15' 5' with 15' 10' 40' 40' 5'; 10' adjacent to 5' with 15' utility 5' with 10' separating units
units; 10' on R-1 type lots separating units separating units separating units Windmill Hill Ph. I easements (10' for R-1 Type)

minimum rear setback - - 35' 20' 35' * 18' w/ detached garage 20' 40' 40' 15'; 45' adjacent to 20' 25' (35' for R-1 Type)
35' for all others Windmill Hill Ph. I   

main structure height - - 35' 25' 35' 35' 35' 35' 35' 35' 30' 35'

corner lots:
minimum street frontage - - 65' 60' - - - - - - - - - - - - 60' width at setback line 60' at street and setback

min. setback adjoining side street - - 15' (25' total) 20' 15' - - - - - - - - 15' 20' 20'

maximum driveway widths: 20' for one-car and 28'
no garage or one-car garage - - 12' 20' - - - - - - - - - - 18' (9' min.) for no garage (12' min.) 12' (12' min.)

two-car garage - - 24' 24' - - - - - - - - - - 24' (9' min.) 28' (12' min.) 24' (12' min.)

sidewalks/trails - - private 3' walkway private 3' walkway public sidewalks and public sidewalks and walkway to connect boardwalk to provide interconnection of all public sidewalks on private 3' walkway private 3' walkway
to connect to street or to connect to street curb and gutter on both curb and gutter on both the street to the access from one side phases and connection one side; to connect to street to connect to street
driveway; private trails; or driveway sides; private 3' sides; private 3' recreational space of greenspace to the to the Huckleberry Trail private 3' walkway or driveway or driveway
dedicated trail to Town walkway to connect to walkway to connect to and continue to the other; dedicate 20' to connect to street   

street or driveway street or driveway Elementary School bike path to Town or driveway   

landscaping - - tree in front yard proffer of pine hedge adjacent 2 trees per lot 2 trees per lot 6' evergreen buffer landscaped medians - - 1 tree along streets tree in front yard six 15"-18" shrubs within 5'
and side yard of to Hillcrest Dr. residences; on 8' centers every 50' to 100' and side yard of of front façade, one shade tree,

corner lots tree in front yard and corner lots oak at property corner
side yard of corner lots

* Rear setback amended to 16 feet on August 17, 2004 for Lions Gate, Phase I, Lot 30.



Robin Hood Kensington Diana Drive Melody Drive Albert Lane / Sage Lane
Estates (County approval) (Melinda's Melody) (Windsong Phase II) (Ivy Ridge)

approval date 5/6/2008 10/9/2006 1/5/2010 2/16/2010 3/15/2011

minimum % greenspace/openspace - - (1.95 ac./11.7% dedicated) 23.7% ~44.3% of overall rezoning 6.5% 25.0%
(~1.25 of total 6.25 acres) one pocket park included

housing type single-family sf and townhouses apartments single-family single-family

maximum density - - proffer - 3.1 units per acre CUP - 48 units proffer - 17 single-family on 3.86 acres 78 lots on 21.61 acres

minimum lot size (single-family) 10,000 sq. ft. (Code) sf Type A=10,000 sq.ft.; sf Type B=2,000 sq. ft.; sf attached Type C=2,000 sq.ft. 15625 sq. ft. 5,700 sq.ft. 5,000 sq. ft.

min. street frontage (single-family) 80' (Code) sf Type A=60'; sf Type B=50'; sf attached Type C=22' 125' 45' 50' except lots fronting cul-de-sacs

min. width at setback (single-family) 80' (Code) sf Type A=60'; sf Type B=50'; sf attached Type C=22' 125' 45' 50'

minimum lot depth (single-family) - -  - - - - 100'; 50' cul-de-sac 100'

minimum front setback 18' (Ph II, Lots 10-13 excepted) Type A=30'; Type B & C=20' 30' 15' 20'
maximum front setback - - - - 30' except lots fronting cul-de-sacs

min. front setback for porches 18' (Ph II, Lots 10-13 excepted) - - - - - - 12'

minimum side setback corner - 18' side yard facing street Type A=10'; Type B=5' 10' or 10% of lot frontage 5' with 15' 5' with 10' total side yards and 10' 
(Ph. II, Lots 10-13 excepted) Type C=15' between townhouse groups separating units separating units

minimum rear setback 52' 30' 20' 20' 25'
(Ph. II, Lots 10-13 excepted)

main structure height 35' - - 25' 35'

corner lots:
minimum street frontage - - 65' except R-1Type lots 90' - - 60' 50' except lots fronting cul-de-sacs

min. setback adjoining side street - - half of front setbacks per County regulations…25' - - 20' 25'

maximum driveway widths: 20' for one-car  
no garage or one-car garage - - - - - - 20' for no garage - -

two-car garage - - - - - - 24' - -

sidewalks/trails - - 5' wide asphalt paved walking trails CUP - 2 ped connections to trail private 3' walkway to connect to street or driveway paved 10' trail as East/West connector
sidewalk on Buffalo Drive all trails paved and minimum 5' width Paved trail between Melody Drive and Middle School private 3' walkway to connect to street

right-of-way or driveway
trail or sidwalk according to Code

landscaping - - - - 30' landscaped buffer min. 1 shade tree (from list) every 50-100' - -
1 tree per 25 linear feet along public streets, 5-8' from lot line

60% evergreens corner lots-1 additional tree in side yard



corner of Harless St/Depot St
(McNeil)

approval date 7/3/2012

minimum % greenspace/openspace - -

housing type single-family

maximum density 3 lots on Harless Street NE

minimum lot size (single-family) 5,150 sq. ft.

min. street frontage (single-family) 80'

min. width at setback (single-family) 80'

minimum lot depth (single-family) - -

minimum front setback 18'
maximum front setback - -

min. front setback for porches - -

minimum side setback 10'

minimum rear setback 20'

main structure height 35'

corner lots:
minimum street frontage 80'

min. setback adjoining side street 18

maximum driveway widths:  
no garage or one-car garage - -

two-car garage - -

sidewalks/trails sidewalks to be extended
the radius of Harless Street

landscaping - -
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I. Division:		Utility	&	Construction	
Locating,	GIS,	CCTV		

Water	&	Sewer		

Meter	Reading		

Fire	Hydrant	Maintenance		

I	and	I	Program		

Construction	

Inspections	

Stone	Log	

Pump	Station	Maintenance	

114	Project	

1. Locating	/GIS/	CCTV:	
a. 462‐qty = Miss Utility Locates completed 

b. 3600 ‐LF = Pipe inspected 

c. 65% of College I&I Completed  = Projects/Work Orders completed 

  

2. Water	and	Sewer:	
a. 3   qty. = Water leak repairs 

b. 1   qty. = Water breaks 

c. 11   qty. =  New Water connections installed 

d. 2   qty. = New Sewer connections installed 

e. 4  qty. = Sewer complaints 

f. 4    qty. = Sewer stoppages 

g.  850 Lf = Sewer main cleaned (Maintenance) 

h. 4  qty. =  Service request completed 

i. 8  qty. =  Work orders completed 

j.  2800 gals. =  Water usage (Sewer Maintenance) 

k. 2 Qty=In House requests 

l. 11 Qty= Utility Service Application 
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3. Meter	Reading:	
a. 417 =Turn on / off 

b.  52= Leak investigations 

c.  2 = Pressure test 

                     d.      2 = Meter’s installed 

       e.      0 = Meters GPS 

        f.    469 = Service Orders Completed 

        g.   93,150 gals = Estimated water loses are including sewer maintenance, landscaping, street cleaning &                    

               Flushing. 

4. Fire	Hydrant	Maintenance	Program:			
a. As of 2‐28‐2013 The F.H.M Program is in the 3rd phase. “Start date 7‐8‐2013” valve location 

b. Getting the word to the customers about the flushing. Completed 7‐18‐13 

c. Preparing our program using Unidirectional Flushing Program will start in Cambria area. 

d. Pressure testing and flow testing will be performed at the same time.  

e. Dayton is imputing all information of phase 1 and phase 2 of the F.H.M Program into the GIS program. 

f. The flow testing is going to be about ¼ of the Fire Hydrants in the Town                                        

5. I	&	I	Program	
a. The contractor has started cleaning pipe. Town has made one repair at 505 W. Main for contractor (hole 

in pipe) more repairs will be needed.  
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6. Construction	(Projects)	
a. Cambria Street Water System Upgrade Phase 6, Contractor tentative start date 8‐28‐13. 

b. Effective water storage improvements Phase 1 water system booster station and Generator have been 

delivered. Contractor started work 8‐23‐13 

c. Effective water storage improvements Phase 1 Water main installed from Keystone Dr up to Buffalo 

water tank.  

d. Effective water storage improvements Phase 2. Installed from Diana Dr to Kensington Way working up 

to Harkrader St. 

e. Huckleberry Trail Bridge – No Updates 

f. Ragan Drive Water Line – Looking into easement (no updates) 

g. Buffalo Water Tank Drain – Completed 

h. Skate Park restroom – Construction completed. AEP Service completed. 8‐20‐13  

i. Fire House parking lot rebuild Complete.  

j. 50 Scattergood Dr, Contractor Demo building, completed. Town completed back fill, seed and strawed 

k. Alder storm pound relocate started 7‐22‐13. Materials ordered pipe has been picked up.   

l. New roof on the Superintendent building at Station B. Completed  

m.  We are currently building a new maintenance shop at Station B.  

n. Depot St Park walking Trail completed 

7. 	Inspections:	
a. Kensington Phase V. Completed.                                                                                                                                               

b. Heather Dr. Completed. 

c. North Franklin Bridge inspection completed. 

8. Wades	Ln	Landfill	
a. #25 stone = 0 tons purchased (Reclassified as #26B) 

b. #26 stone = 472.57  tons purchased ( # 26 BRN Crusher Run ) 

c. #57 stone = 89.04  tons purchased 

d. #357 stone = 0 tons purchased  

e. #8 Stone = 0  tons purchased 

f. #1 Surge = 0  tons purchased 

g. MFG sand = 0 tons purchased 

h. 21A PUG MILL = 0 tons purchased 

i. Recycled Asphalt =0 tons (YTD to Sawyer Paving) 

j. Scrape Metal = 0 tons (YTD to MRSWA) 
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9. Pump	Station	Maintenance	Crews:	
a.  Will be installing BIO pugs in Conner’s and Falling Brach pump station this is the last two stations that 

are being limed. 

b. Slate Branch Surge relief valve being shipped out 7‐22‐13, Town should receive 7‐26‐13. And it is in 

c. New fence installed around Star light pump station.  

10. Rt.114	Peppers	Ferry	Rd	Construction	Phase	II	
a. The vacuum breaker to be installed by contractor. No update 
b. Installation of valve behind Walmart approved – contractor to install on 5‐1‐13 completed 
c. Sewer realignment for the walking bridge has been approved, and completed 4‐26‐13 
d. 24” water main installed up to Red Lobster, It has passed pressure testing & BT testing ready to tie in. 

Contractor had to re‐align pipe in front of Play it Again Sports. Completed. 
e. 16” water main installed just past Texas Road House, currently pressure testing. Completed.  
f. Contractor to install new 20” water main across Peppers Ferry Road to Water Authority Pump station. 

Completed, still needs tied in.   
g. Contractor to tie in 6” water main for Stafford Dr and 8” line at Play it Again Sports. Completed. 
h. Contractor looking to tie in 8” main at Red Lobster the week of 8‐26‐13 pending locating.  
i. Contractor looking into tie in Water Authority existing 12” main to the new 24 main.   

	

II. Division:	Streets	
Traffic	Operations	

Asphalt		
Concrete		

Landscaping	
Solid	Waste/Recycling	

Storm	Drains	

1. Traffic	Operations	
a. Qty: 10 Signs Repaired/Replaced  

b. Qty: 1 Traffic Signal Issues Resolved 

c. Qty: 0 Street Light Repaired 

d. Qty: 6 Work Orders Completed 

e. 16 outstanding work orders 

f. Installed Alumni Returns and Museum Heritage Banners on Main Street 

g. Installed the Speed Limit Change on Peppers Ferry Street 

h. Completed 80% of Painting Operations 

i. New Pedestrian Crossing Signs were installed on Main Street 
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2. Asphalt	
a. 24 outstanding work orders 

b. 51 completed work order for asphalt     

c. Asphalt crew re‐surfacing the intersection of N franklin and Independence 

3. Concrete	
No Updates currently assisting asphalt crews  

 

 

 

 

4. Landscaping	
a. 16 tree trimming requests came in and 16 were done. 

b. 3 topsoil jobs came in and 3 were completed  

c. 2 mowing ROW requests came in this month and 2 were completed. 

d. 35 customer pay pick up junk/brush work orders came in and 35 were completed  

e. 15 outstanding work orders 

5. Solid	Waste/Recycling	
a. Solid Waste residential customer total: 6,188 

b. Solid Waste tonnage: 655 

c. Recycling tonnage: 40 
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6. Storm	Drains	
a. 74ft =  New pipe installed 

b. 700ft = Ditch line regraded 

c.   48ft = Half‐pipe  cleaned out   (Maintenance) 

d.    7 = Drainage Inlets cleaned  (Maintenance) 

e. 20ft = Pipe cleaned out   (Maintenance) 

f. 24qty. = Work Orders completed 

0 = Service Request Completed  

                             3 = Headwalls installed 

                             1 = Inlet Boxes 

g. 74 = Outstanding Work Orders   

h. Sweeping Totals : 

i. 475 = Miles 

j. 22 tons = Tonnage 

k. 45 tons =  Tonnage (Hauled off) 

l. 11,970 gals. ‐ Water usage 

m. 0 = days out of service 

 

7. 	Programs	
	

a. Strategic Safety Plan – Ongoing, initial review complete, plan is now ¾ complete 

b. PPE ‐ Purchased Class III reflective work zone t‐shirts for employees (1 ea.) – Initial issue phase 

completed, supplemental shirt order currently being processed to complete all employee issues 

c. Materials received to install an emission exhaust hose system to the PW garage – Pending installation 

d. Webcast demo set for “Snap Schedule” (On‐Call Operations Software Platform) on July 25th – cancelled 

due to scheduling conflicts, set to reschedule 

e. Webcast demo set for “Pub‐Works” (Public Works Management Software Platform) IT compatibility 

review, pending scheduling  

f. Implementing the use of wheel chocks – Currently drafting a policy 

g. Developing a Heavy and Miscellaneous equipment training evaluation policy – on going 

h. Basic Flagging Training – Completed (Training Instructor:  Justin Shepherd) 

i. Fork Lift Certification Training – Pending  (Currently researching training materials/requirements) 

j. “No notice” OSHA Inspection at Station B on June 20th, all corrective actions have be completed.  OSHA 

representative has been delayed sending their official report forward – pending  

k. Global Harmonization & HAZCOM:  Currently reviewing training requirements (Required by OSHA NLT 

December 31st).   
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1 Received a listing of chemicals and hazardous materials utilized by WWTP.  Need to load data 

and build a profile for these chemicals via JJ Keller database to update MSDS’s and labeling.   

2 Need to review Station B and identify chemicals etc., and apply this process.  

3 Currently sourcing training package from JJ Keller  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Aquatic Center Revenue Report

July 1-31 2013
Days of Operation 27

Facility Closed for Meets 3

Holiday Closings 1

Meets Held (without Facility Closure) 4

Memberships

Non-Resident Membership 49

Resident Membership 116

Total Memberships 165

Attendance

Daily Resident Pass 4,806

Daily Non-Resident Pass 2,049

Dry Pass 857

Member Scan 3,230

Programs, Rentals 1,587

Total Attendance 12,529

Daily Average 464

Revenue

Facility Revenue                         $3,091

Daily Admission 20,308

Program Revenue 7,178

Retail Revenue 577

Food Concessions 270

Membership Revenue 10,359

Competitive Meet Revenue 10,232

Refund -

Over/Short 0.7

Total Revenue                            $52,014

Birthday Parties 18



TOWN OF CHRISTIANSBURG
AUGUST BILLS TO BE PAID SEPTEMBER 9, 2013
VENDOR NAME AMOUNT DESCRIPTION

A. H. HARRIS & SONS, INC. $646.20

ADAMS CONSTRUCTION CO. $6,304.81 asphalt mix

ADVANCE SAFETY EQUIPMENT CO $1,265.17

AGEE'S NEW & USED AUTO PARTS $60.00

AIRGAS MID‐AMERICA, INC. $640.01

ALL SEASONS PEST CONTROL, INC $85.00

AMERICAN CASTING & MFG CORP $235.81

AMERICAN MINE RESEARCH INC. $1,547.00 VIPER RADIO FOR WATER SYSTEMS

APPLIED INDUSTRIAL TECHNOLOGIES ‐ DIXIE, INC $36.36

ARAMARK UNIFORM SERVICES, INC. $564.48

ARCET EQUIPMENT COMPANY, INC $168.00

ATCO INTERNATIONAL $106.56

ATLANTIC EMERGENCY SOLUTIONS, INC $3,099.18 EQUIPMENT FOR LADDER 2 FIRE DEPT

B & B QUALITY FENCING $850.00

BANE OIL COMPANY, INC $5,426.00 OFF ROAD DIESEL FUEL

BASHAM OIL COMPANY $97.74

BKT UNIFORMS $586.93

BLACKBERRY MULCH $98.00

BLACKSBURG/CHRISTIANSBURG $2,934.00 SMART WAY BUS

BOB'S REFUSE SERVICE, INC. $110.00

BOONE TRACTOR & IMPLEMENT INC. $117.89

BOUND TREE MEDICAL, LLC $2,128.35 MEDICAL SUPPLIES FOR RESCUE

BOWIE SALES, INC. $4,328.49 PIPES AND FITTINGS WATER AND WASTE WATER

BRAME SPECIALTY COMPANY INC. $1,353.54 JANITORIAL SUPPLIES

BRIAN'S LOCK & KEY $90.00

BSN SPORTS COLLEGIATE PACIFIC $517.51

CARQUEST AUTO PARTS $162.39

CARTER MACHINERY $307.16

CENTRAL ELECTRONICS $36.00

CHA CONSULTING INC $439.00

CLEAR CREEK WATER WORKS $651.58

CMC SUPPLY, INC. $76.11

CONTROL EQUIPMENT CO. INC. $882.37

CREATIVE PRODUCT SOURCING, INC. $100.00

CUMMINS ATLANTIC LLC $14.76

D J R ENTERPRISES $1,436.04 UNIFORMS FOR FOOTBALL 

DAPRO SYSTEMS, INC $6,012.50 ANNUAL SYSTEM MAINTENANCE PD

DIVING ENTERPRISES, LTD $4,742.06 EQUIPMENT FOR WATER RESCUE

DLT SOLUTIONS, INC $3,125.63 CAD ANNUAL LICENSE AND SUPPORT ENGINEERING

DOLI/BOILER SAFETY $20.00

DON'S AUTO CLINIC $829.71

DUNCAN FORD MAZDA $3,218.84 REPAIRS VEHICLES

E & L MACHINE $240.00

ELECTRICAL SUPPLY CO $482.36

ELEVATING EQUIPMENT INSPECTION SERVICE $195.00

EMS TECHNOLOGY SOLUTIONS, LLC $210.00

EMS    $120.00

ENVIRONMENTAL EXPRESS, INC $664.08

ENVIRONMENTAL LAND WASTE MANAGEMENT SERVICE, INC $14,000.00 SLUDGE REMOVAL 

FAMILY MEDICINE OF BLACKSBURG LLC $1,085.00

FASTENAL COMPANY $34.60

FERGUSON ENTERPRISES, INC.#75 $4,633.11

FLEET ONE, LLC $30,309.87 VEHCILE FUEL TOWN 

FLEET PRIDE, INC $454.11

FOREMOST PROMOTIONS $136.00

GALLS, AN ARAMARK COMPANY $2,913.76 UNIFORMS AND SUPPLIES

GATES FLOWERS & GIFTS, LLC  $31.00

GAY AND NEEL, INC. $2,830.00 CDBG AND KNOWLES BRIDGE

GEOCOMM, INC $7,200.00 SOFTWARE SUPPORT FOR GEO PD

GFOA $225.00

GODWIN MANUFACTURING CO.,INC. $128.94

GT DISTRIBUTORS, INC $189.90

1



TOWN OF CHRISTIANSBURG
AUGUST BILLS TO BE PAID SEPTEMBER 9, 2013
VENDOR NAME AMOUNT DESCRIPTION

GUYNN, MEMMER & DILLON, P.C. $2,970.80 LEGAL SERVICES

HARPER AND COMPANY INC $3,657.24 POOL CHEMICALS

HARVEY CHEVROLET CORP. $8.38

HD SUPPLY WATERWORKS, LTD $289.88

HIGHWAY MOTORS, INC. $258.73

HMI WELDING SUPPLY, INC. $3.50

HOME DEPOT 4634 $162.47

HOSE HOUSE, INC. $269.36

INTERNATIONAL CODE COUNCIL $50.00

INTERSTATE BATTERY SYSTEM OF ROANOKE VALLEY, INC $331.95

JAMES RIVER LASERS & EQUIPMENT, LLC $2,164.95 REPAIR EXCAVATOR

JAMES T DAVIS AUTO FINISHES $11.80

JOHN DEERE FINANCIAL $1,473.64 SOUTHERN STATES GRASS SEED AND SUPPLIES

JOHNSTON, INC $425.00

JORDAN OIL CO., INC. $5,405.29 FUEL FIRE AND RESCUE

KIMBALL MIDWEST $131.82

KM INTERNATIONAL  $86.60

KUSTOM SIGNALS, INC. $4,935.00 3 RAPTOR SYSTEMS FOR PD

L‐3 COMMUNICATIONS‐MOBILE VISION $6,384.75 WIRELESS EQUIPMENT PD

LANCASTER, INC. $16.00

LANDSCAPE SUPPLY INC. $100.00

LITTLE RIVER POOL AND SPA, INC $324.00

LOWES HOME CENTERS, INC. $3,616.98 SUPPLIES AND BUILDING MAINTENANCE

LYON METAL MFG OF VIRGINIA $173.43

MARKETING ON MAIN STREET LLC $974.70

MCAFEE, INC $225.00

MCCLUNG‐LOGAN EQUIPMENT CO INC $1,298.72

MMS, INC $337.50

MONTGOMERY COUNTY FINANCIAL & MANAGEMENT $156,525.00 ANNUAL AMOUNT FOR 911 REGIONAL CENTER OPERATIONS

MONTGOMERY DISTRIBUTORS $645.83

MONTGOMERY REGIONAL WASTE AUTHORITY $35,627.51 ESTIMATED FOR MONTH OF AUG  SOLID WASTE DISPOSAL

MONTGOMERY SANITATION SERVICES $532.88

MOTION INDUSTRIES, INC $112.67

MSC EQUIPMENT INC $243.07

MUNICIPAL EMERGENCY SERVICES, INC $2,167.59 EQUIPMENT AND SUPPLIES FIRE DEPARTMENT

NAFECO INC $994.15

NATIONAL POOLS OF ROANOKE,INC. $260.22

NATIONAL WINDOW & DOOR, INC. $57.60

NEW LOOK EXTERIOR CLEANING, LLC $575.00

NEW RIVER ENGRAVING $15.99

NEW RIVER FIRE EXTINGUISHERS $70.00

NEW RIVER VALLEY MPO $5,576.00 ANNUAL MPO AND TRANSIT PLANNING 1/5 SHARE OF LOCAL MATCH

NEW RIVER VALLEY PLANNING DIST. COMM $26,301.25 ANNUAL SUPPORT

NOLAND COMPANY $542.40

NORTHEASTERN SUPPLY INC. $52.67

OLD DOMINION BRUSH $2,020.95 PARTS FOR REPAIR OF STREET EQUIPMENT

ONE EARTH LANDSCAPES, INC $5,571.43 MOWING CONTRACT

O'REILLY AUTO PARTS $45.14

OUTDOOR POWER EQUIPMENT $318.00

P & B ELECTRONICS $99.00

PETERS AQUATICS $98.69

POLYDYNE, INC $5,400.00 CHEMICALS  FOR WWTP

POWER ZONE ‐ ALL SEASONS $538.97

PRECISION GLASS & UPH. INC. $60.00

PROFESSIONAL COMMUNICATIONS $4,575.00 MAINTENACE FOR 911 DISPATCH CONSOLE

QUALITY TIRE & BRAKE SERVICE $1,795.00 REPAIR AND MAINTENANCE TOWN VEHICLES

R E MICHEL COMPANY INC $51.32

R. J. MERKEL, INC. $2,974.00 PAVEMENT MARKINGS

RADIO EXPRESS, INC $471.00

RADIO SHACK $19.99

RAKESTRAW LAWN CARE, INC $985.00

RAY ALLEN MANUFACTURING, LLC $59.99
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TOWN OF CHRISTIANSBURG
AUGUST BILLS TO BE PAID SEPTEMBER 9, 2013
VENDOR NAME AMOUNT DESCRIPTION

ROPHO SALES INC $336.22

SAFETY & COMPLIANCE SERVICES, INC. $123.00

SAMS CLUB $292.69

SAM'S ON THE MARKET, INC $517.86

SANICO, INC $4,432.26 JANITORIAL SUPPLIES

SAWYER PAVING COMPANY INC $3,677.44 ASPHALT MIX

SCHOLASTIC SPORTS, INC $49.50

SCHUTT RECONDITIONING $203.40

SDI $550.00

SEMPER VINCO INC $198.75

SHELOR MOTOR MILE $789.17

SHERWIN‐WILLIAMS $842.84

SIGN‐A‐RAMA $60.00

SIMPLEXGRINNELL LP $812.00

SKYLINE DOOR & HARDWARE, INC $640.02

SOURCE 4 $378.68

SISSON AND RYAN  $11,206.00 ESTIMATED FOR MONTH OF AUG  SAND GRAVEL

SOUTHERN ELEVATOR CO., INC. $670.00

STAPLES BUSINESS ADVANTAGE $242.24

STATE ELECTRIC SUPPLY CO.,INC. $1,640.05 SUPPLIES FOR BUILDING MAINTENANCE AND REPAIR

STEEL SERVICES, INC $1,432.00 REAPIRS AND MAINTENACE AQUATIC CENTER

SUPER SHOES STORES, INC $188.98

SWIM AND TRI, LLC $582.30

TAYLOR OFFICE & ART SUPPLY,INC $3,309.76 OFFICE SUPPLIES VARIOUS DEPARTMENTS

THOMPSON TIRE & MUFFLER $2,903.12 TIRE REPLACEMENTS AND REPAIRS 

TIDEWATER FLEET SUPPLY $27.05

TRANE $7,505.48 4489 SYSTEM REPAIRS AQUATICS 2716 REPAIRS REC CENTER 

TREASURER OF VA DEPT.GEN.SER. $191.00

TREASURER'S ASSOCIATION OF VA $150.00

ULINE $55.48

UNIFIRST CORPORATION $259.56

UNITED MUFFLERS $420.00

UNITED RENTALS, INC $1,479.02 RENTALS SKID STEER AND MINI EXCAVATOR

UPS STORE $81.67

USA BLUE BOOK $247.08

VIRGINIA BUSINESS SYSTEMS $178.34

VIRGINIA FIRE PREVENTION ASSOCIATION, INC $290.00

VIRGINIA INSTITUTE OF GOVERNMENT $1,360.00 MEMBERSHIPS

VIRGINIA MARYLAND REG. COLLEGE $289.08

VIRGINIA TRUCK CENTER $963.91

VPI, INC $1,703.11 SOFTWARE SUPPORT FOR  PD

VUPS $353.85

WADES FOODS INC. $256.10

WALMART COMMUNITY/GECRB $37.33

WILSON BROTHERS INCORPORATED $1,413.65 PARTS FOR MECHANICAL SHOP TO REPAIR TOWN VEHICLES AND EQUIPMENT

WOLFMAN'S AUTO & CYCLE SEATS $350.00

TOTAL FOR SEPTEMBER 9, 2013 466,694.70        
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TOWN OF CHRISTIANSBURG
BILLS PAID DURING THE MONTH OF AUGUST 2013
SPECIAL REVENUE FUNDS

VENDOR
AMOUNT 

PAID DESCRIPTION
ATLANTIC EMERGENCY SOLUTIONS 796.42

BLUE RIDGE COPIER INC 30.12

BUDGET INN 97.32

CARDMEMBER SERVICES 2,104.71 pd popcorn machine, cotton candy machine coins, blue ray projector

CARQUEST 75.74

COOKS CLEAN CENTER 17.30

Employee Reimbursements 3,895.84 employee reimbursements for travel 

LANCASTER, INC 755.58

N Henry and Son Inc 325.00

NAFECO 1,203.60

PROJECT LIFESAVER INTERNATIONAL 716.99 Transmitter, bands and batteries

TOWN OF CHRISTIANSBURG 623.91 fuel

VERIZON 292.26  

TOTAL PAID BILLS 10,934.79
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TOWN OF CHRISTIANSBURG
BILLS PAID DURING THE MONTH OF AUGUST 2013

VENDOR
AMOUNT 

PAID DESCRIPTION
ADVANCE AUTO PARTS 77.54

AFA PROTECTIVE SERVICES 249.33

AIRGAS NATIONAL CARBONATION 490.92 CARBON DIOXIDE  AND SERVICE CALLS AQUATICS

ANTHEM BLUE  CROSS 125,424.73 EMPLOYEE HEALTH INS

APPALACHIAN POWER 47,257.82 ELECTRIC UTILITIES

AT & T 866.68

ATMOS ENERGY 343.24 GAS UTILITIES TOWN 

BMS DIRECT 69.86 POSTAGE AND PRINTING UTILITY BILLS 

BOSTON MUTUAL LIFE INS 1,926.50 EMPLOYEE PD LIFE INS

CALDWELL CONSTRUCTION 3,450.00 REPAIR SALT DOME AT STATION B

CARDMEMBER SERVICES 18,977.27
EQUIP MATERIALS AND SUPPLIES7646.41  DUES  70  SCHOOLS  3301.75  TRAVEL 5285.29  COMPUTER 16.85 

UNIFORMS 740.88 MISC INVESTIGATIONS200.98  FIRE RESCUE RECRUITING 1715.11

CHANDLER CONCRETE COMPANY 771.47 CONCRETE 

CHRISTIANSBURG HIGH SCHOOL 150.00 SPONSOR CROSS COUNTRY TEAM

CITIZENS 1,820.00 INTERNET SERVICES

COCA COLA BOTTLING 14.50 HARKRADAR

COLD STONE CREAMERY 128.00 CAKES BDAY PARTIES AQUATICS

CONCRETE PIPE & PRECAST 1,826.70

DELTA DENTAL 5,780.57 DENTAL COVERAGE

DOUGHERTY EQUIPMENT CO 1,744.54 REPAIR MAN LIFT

EDIBLE ARRANGEMENTS 239.66 AQ BDAY SUPPLIES

EXXON MOBILE 36.51

FEDEX 222.83

GENWORTH FINANCIAL 476.08 EMPLOYEE PD INS

GOV DEALS 91.87

HI‐D‐HO DOG TRAINING  1,585.00 REC PROGRAM

HOLLEY INSULATION 16,250.00

HOLSTON RIVER QUARRY INC 85.94

KEY RISK INSURANCE CO  137,171.00 WORKERS COMP INS  2 MONTHS 

LINKOUS, CHELISTA 200.00 REC HORSEMANSHIP CLASS

LUMOS NETWORKS INC 30.90

LYONS METAL MFG OF VIRGINIA 2,795.20 NEW ROOF FOR STATION B BUILDINGS

MCCHAN, BILL 70.00

MONTGOMERY COUNTY NEWSPAPERS 30.00

MONTGOMERY PUBLISHING 368.50
MONTGOMERY REGIONAL WASTE AUTHORITY 273.00

NEXTEL PARTNERS INC. 769.34 NEXTEL CELLULAR COVERAGE

PAPA JOHNS 415.00 PIZZAS FOR BDAY PARTIES AT AQUATICS

PHILLIPS HEALTHCARE 227.50

REFUND FEES REC DEPT 305.00

REFUND TAXES 73.40

REFUND water deposits 114.00

REIMBURSEMENTS  EMPLOYEE 669.44 drug screens  CDL LIC TESTING REIMBURSE EMP PAID EXPENSES 

SALEM STONE 291.07

SCHOOLS 295.00 planning 95  admin 50 engineer 90

SELECTIVE INSURANCE 54,805.36 LIABILITY INSURANCE

SHENTEL  267.75 INTERNET SERVICES REC CENTER

SOUTHEASTERN SECURITY CONSULTANTS 1,140.00

SOUTHERN REFRIDGERATION 1,019.13

STAND ENERGY CORPORATION 3,520.00 NATURAL GAS FOR AQUATIC CENTER

STERICYCLE 944.28

SUBURBAN PROPANE 138.52

TECH SPORTS PLAZA 4,950.00 BASKETBALL GOALS REC

TELEVENT 290.50

THE ROANOKE TIMES 1,057.84 JOB POSTINGS AND PUBLIC NOTICES
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TOWN OF CHRISTIANSBURG
BILLS PAID DURING THE MONTH OF AUGUST 2013

VENDOR
AMOUNT 

PAID DESCRIPTION
TRAVEL 2,137.17 pd 2088.46  hr 48.71

US BANK 363,608.21 LOAN PAYMENT ENTERPRISE LOAN OF 10 MILL BAL AFTER PAYMENT $4,760,679

VERIZON 6,530.07 PHONES

VERIZON‐WIRELESS 2,752.58 CELL BILLS

VIRGINIA BUSINESS SYSTEMS 344.58 COLOR COPIER PW

VIRGINIA DEPARTMENT OF TREASURY  48,281.93 LODA

VIRGINIA DEPARTMENT OF TREASURY DMV 690.00 DMV STOPS

VOLSAP 1,620.00 FD VOLUNTEER INS

TOTAL SPECIAL REVENUE BILLS PAID 10,934.79

TOTAL PAID BILLS 868,553.83

9 TH OF THE MONTH BILLS 466,694.70

GRAND TOTAL 1,346,183.32    
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