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Dear Downtown Stakeholders, 

As the first business improvement district in Reno, the Downtown Reno Partnership (DRP) finished its inaugural 

year successfully, and we are proud to present our first Annual Report reflecting some major improvements in 

downtown Reno.   

Thanks to your support, the DRP was o�cially established in July 2018. Three months later, we set up the o�ce, hired 

sta� and recruited and trained the first 14 ambassadors. The team made their public debut at the Veteran’s Day Parade 

on November 11, 2018 in uniform and fully trained. Since then, our ambassadors have made an enormous impact on 

the downtown environment by making it cleaner, safer and friendlier. They reported more than 500 gra�ti incidents, 

removed more than 500 abandoned shopping carts, participated in more than 350 needle clean-ups in partnership with 

Northern Nevada HOPES, referred 30 individuals to long-term treatment, saved three lives by administering Narcan and 

CPR, and gave more than 7,000 directions to visitors. On Valentine’s Day, the Ambassadors passed out Kimmie Candy 

to passersby and put a smile on their faces. 

The presence of the ambassadors changed the baseline for downtown Reno and lessened the “broken window” e�ect 

we have had in the core of Reno for many years. With their friendly and helpful demeanor, the ambassadors made 

a di�erence in many people’s impressions of our downtown. The Reno Police Department has noticed a change in 

nuisance calls thanks to the ambassadors who intervene and de-escalate situations where police are not needed. 

We were able to give downtown Reno a boost through the e�ective use of digital media and have promoted our 

businesses through various articles, campaigns and through appearances on local TV and radio. We promoted Mother’s 

Day and Valentine’s Day in downtown campaigns on the KOLO8 morning show and on local radio.   

Even though we hadn’t o�cially started our economic development program, we secured a grant from the Governor’s 

O�ce of Economic Development Nevada Main Street Program, which allowed us to add 12 bike racks and two vinyl 

wrap art installations in the downtown area and print a brochure educating businesses and stakeholders about who we 

are and what we do. The brochure was mailed to over 4,000 addresses in the downtown area.

With the help of OnStrategy, we developed a three-year strategic plan that will keep us focused and on the right 

track to continue to move the needle.  We are in full swing to get the new year started and are confident it will be as 

successful as our first year.   

As one strong community, we are shaping the future. 

Sincerely,

What is the 
Downtown Reno 
Partnership? 
The Downtown Reno Partnership is a private, 501(c)6 

nonprofit corporation created to make downtown Reno a 

safer, cleaner and friendlier place for business, residents 

and visitors. Our goal is to change the feel of the district, 

increase resident and visitor tra�c and new business. 

2018-2019 summary 

The Reno City Council sparked the Downtown Reno Partnership into existence in early 2018. The board formed through 

the summer and Executive Director Alex Stettinski started work in September. By November 2018, Stettinski hired a 

professional sta� and contracted Streetplus to manage hospitality ambassadors. Stettinski and the board worked to 

form partnerships and establish the new organization and create a community ready to bring meaningful improvements 

to the downtown area. 

In the first fiscal year 2018-2019, the Downtown Reno Partnership focused primarily on launching a successful 

ambassador program, which will be explained more in this report. We hired a total of 18 ambassadors before the end 

of June, which includes two outreach specialists and an operations manager. The ambassadors focused on training and 

building partnerships with City of Reno Public Works, Reno Police and Code Enforcement, and nonprofit and service 

organizations that help our mission of creating safer, cleaner, friendlier streets. 

The Downtown Reno Partnership also hired Marketing Manager Mike Higdon to manage our website, social media, 

ambassadors’ public image, public outreach, print and digital marketing and media. Higdon works to market the 

downtown area, too. We also hired O�ce Manager Tanya Polli to keep the o�ce running, organize board meetings and 

town halls with the public. 

In the first year, Higdon and Polli focused on establishing a working o�ce, website, social media presence and regular 

meetings with constituents as well as building initial business partnerships.

Our
mission 

We lead and engage in 

e�orts to revitalize downtown 

Reno and create a thriving, 

sustainable, innovative 

and vibrant heart of the 

community. 

Cindy L. Carano
Chairperson

Alexander Stettinski
Executive Director 



4 5DOWNTOWN RENO PARTNERSHIP 2018-2019 annual report

The Downtown Reno Partnership’s board, sta� and 

ambassadors spent the first year forging partnerships 

with downtown stakeholders, services and community 

organizations. Those partnerships help advance our 

mission of improving life in downtown Reno.  

In fiscal year 2018-2019, the Downtown Reno 

Partnership’s $2.35 million budget covered various 

services, including Reno Police o�cers who had 

been patrolling the district for two decades already 

under city-run special assessment districts. Those 

special assessment districts helped fund extra police 

and maintenance in downtown. The Downtown 

Reno Partnership’s creation converted the City of 

Reno’s special assessment districts into one business 

improvement district. Doing so created a funding gap 

for the full cost of the police services. To close the 

gap, generous supporters of the partnership’s mission 

pledged more than $625,000 annually for the first three 

years to ensure those existing patrols are maintained in 

order to support downtown and ensure success of the 

Partnership and its ambassador program. 

Specific partnerships with our ambassadors and 

marketing sta� will be discussed in more detail in the 

related sections of this report.  

Downtown 

residents by the 

numbers

BASIN STREET PROPERTIES 

CLUB CAL NEVA 

EDAWN 

ELDORADO, SILVER LEGACY   
& CIRCUS CIRCUS 

FOUNDRY 

HARRAH’S RENO 

JACOBS ENTERTAINMENT, INC. 

NDOT 

NV ENERGY

PROTECHNICAL

REMSA / CARE FLIGHT 

RENO ACES & RENO 1868 FC 

RENO LAND, INC. 

RENOWN HEALTH 

RSCVA 

RTC 

SIRI’S CASINO, JEFF & SHERRY SIRI

ST. MARY’S REGIONAL   
MEDICAL CENTER 

TOLLES DEVELOPMENT 

UNIVERSITY OF NEVADA, RENO 

In the first quarter of 2019, the Downtown Reno 

Partnership was awarded a Nevada Main Street 

Grant, through the Governor’s O�ce of Economic 

Development. The grant matched $35,000 in 

spending on: 

• Informational brochures about the new business 

improvement district 

• Window clings for supporting businesses 

• Bike racks to be installed throughout the district 

• Vinyl window coverings for vacant businesses 

Completing these projects required the Partnership 

to collaborate with the City of Reno, local businesses, 

property owners and vendors. The Truckee Meadows 

Bike Alliance, for example, helped select the locations 

for bike racks throughout downtown while Public 

Works installed them. Local artists created the vinyl 

window coverings for the properties. Foundry created 

the brochures and window clings and businesses 

agreed to display those decals. Reno Type printed and 

mailed the brochures.

Partnerships 
with the 
Partnership

Source: Environmental Systems Research 

Institute, Demographic and Income 

Comparison Profile. Numbers come from 

within BID boundaries.

15%
NO HIGH SCHOOL

DIPLOMA

30%
HIGH SCHOOL

GRADUATE

32%
SOME

COLLEGE

23%
BACHELOR’S, GRADUATE,

PROFESSIONAL DEGREE

$21,074
MEDIAN HOUSEHOLD

INCOME

1.4
AVERAGE

HOUSEHOLD

SIZE

4,755
POPULATION

50.9
MEDIAN AGE
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Ambassadors have been receiving training by local 

agencies, law enforcement and service providers 

every week since the day they hit the streets. We 

continue to have ride-along training with the Reno 

Police Department (RPD) Downtown Enforcement Team 

and monthly meetings with Code Enforcement and 

Reno Direct when needed. We have received training 

on the proper use of Narcan, which resulted in saving 

two lives and becoming qualified to distribute Narcan to 

anyone who believes they, or someone they’re around, 

is at risk. In addition to this, all ambassadors are CPR 

and First Aid certified, which helped us to sustain a 

life until the ambulance arrived and took over. Reno 

Behavioral Health has also provided training on dealing 

with persons with mental illness, which builds on the 

Bridges Out of Poverty class attended by ambassadors. 

The class teaches strategies for professionals and 

communities to better serve our homeless population. 

Ambassadors also assist in community outreach 

projects. One of our favorites was helping the RPD to 

distribute thousands of gifts to local children living in 

motels during the holidays. We participate in needle 

clean up with the Northern Nevada HOPES Clinic. We 

are piloting a program at Washoe County Jail where 

we work with inmates, most of whom come from the 

downtown area, on utilizing services available to them 

and provide guidance to getting o� the streets. 

Providing support for events downtown is another 

service we o�er, with events like BBQ, Blues and Brews, 

Street Vibrations, and Hot August Nights to name a few. 

Ambassadors    

by the numbers 

The Downtown Reno Partnership ambassadors were 

trained by Reno Police, Northern Nevada HOPES, The 

Life Change Center, Advantage CPR Instruction and 

toured numerous service organizations in downtown. 

They use this training to keep downtown safer by 

approaching everyone with kindness and administering 

CPR or Narcan in life-threatening situations. They keep 

downtown cleaner by alerting City of Reno Public 

Works and Code Enforcement to problem areas that 

need immediate attention. They track those interactions 

as they happen.

The first eight months 
for ambassadors a 
great success

We are also excited to educate public o�cials on e�orts 

being taken and programs being piloted to improve the 

downtown area. Senator Catherine Cortez Masto toured 

the downtown area and said this of our program: “Your 

work is not only improving the downtown experience, 

but also helping the less fortunate get on their feet.” 

Strong relationships with stakeholders build networks 

that can develop credible and united voices about 

services and products provided by them. Our marketing 

department has been working on forging mutual 

and beneficial relationships with stakeholders in the 

Downtown Reno Partnership, such as Whitney Peak, 

The Row, The Discovery, Reno Axe & Bar, Greater 

Nevada Field ballpark and so many others.

959 GRAFFITI REMOVED 
 

191 ILLEGAL DUMPING 
REPORTED  

114 SIDEWALK REPAIRS 
REPORTED  

34,358 DIRECTIONS 
GIVEN AND ENGAGEMENTS 
WITH VISITORS 
 

560 SHOPPING CARTS 
RECOVERED

558 REFERRALS TO 
SERVICES
 

3,744 WELLNESS CHECKS
  

18,723 BUSINESS, 
PROPERTY AND 
RESIDENTIAL CHECK-INS

111 BAGS OF TRASH 
COLLECTED  

844 FECES, URINE AND 
SYRINGES REMOVED

1,283 NUISANCE ISSUES 
RESOLVED 
 

3,062 MARKETING 
MATERIALS DISTRIBUTED
 

967 SAFETY WALKS  
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576 BUSINESSES 

12,857 EMPLOYEES 

65% WHITE COLLAR 

13% BLUE COLLAR 

22% SERVICE 

7.7% UNEMPLOYMENT RATE 

$18,895 MEDIAN DISPOSABLE INCOME 

$118,373,802 SPENT ON RETAIL, FOOD AND DRINK IN 2017 

Source: Environmental Systems Research Institute, Demographic and Income 

Comparison Profile, numbers from within BID boundaries 

Marketing and media 

In our first year, we wanted to establish consistent 

branding, digital presence, a community presence 

and become a resource for local businesses. We 

established a website, Facebook and Instagram 

accounts and hosted our first town hall meeting at 

The Basement. We worked with businesses to create 

original content marketing distributed through our 

social channels and website. 

Our primary media focus was to establish the 

ambassadors as people making downtown Reno 

“Safer. Cleaner. Friendlier.” for locals and visitors. We 

marketed the ambassadors through a combination of 

earned media and hospitality training at businesses. 

The Downtown Reno area, ambassadors and the 

Partnership were mentioned 92 times in local and 

regional media – many of those were stories about the 

ambassadors’ social outreach work.  

For Valentine’s Day and Mother’s Day, we secured 

KOLO8 morning show spots focused on holiday gifts 

available to purchase at downtown businesses. During 

Mother’s Day we brought two business owners onto 

the show. With assistance from Foundry, we launched a 

Summer in Downtown content campaign that extended 

into year two. This campaign focuses on spreading 

locals and visitors out to small businesses for food, 

drink, retail and recreation.

The ambassadors also visited local businesses for 

tours in order to learn more about the business’s 

o�erings. They use that information to make better 

recommendations to tourists and locals seeking 

directions or visitor information.  

We partnered with the Reno-Sparks Convention and 

Visitors Authority, the Riverwalk Merchants Association 

and local businesses to strengthen the local and 

visitor marketing in downtown. Those organizations 

also help provide support with assets and collateral 

that the ambassadors give to locals and visitors. The 

ambassadors became the on-the-ground marketing 

force for businesses that previously had no way 

to directly connect with potential customers. The 

ambassadors passed out more than 3,500 pieces of 

collateral in the first year.

Downtown 
Business 

by the 
numbers 

By the numbers

92 MEDIA MENTIONS 

951,849 AUDIENCE 

$118,971 PUBLICITY VALUE 

1,800 COMBINED SOCIAL 
MEDIA FOLLOWING 

27,700 PAGE VIEWS TO 
DOWNTOWNRENO.ORG 

14,480 USERS ON 
DOWNTOWNRENO.ORG 

450 EMAIL SUBSCRIBERS 
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Staff 

Alex Stettinski 

Executive Director 

 

Grant Denton 

Operations Manager 

 

Mike Higdon 

Marketing Manager 

 

Tanya Polli 

O�ce Manager 

 

Board 

Cindy L. Carano 

Board Chair and Executive 

Director of Community Relations 

at THE ROW 

 

Par Tolles 

Board Vice Chair and President of 

Tolles Development Co. 

 

Ken Krater 

Board Secretary and Chair of 

Operation Downtown Committee, 

Owner of Krater Consulting 

 

Mike Rossman 

Board Treasurer and Basin Street 

Properties 

 

Jonathan Boulware 

Vice President of Nevada 

Operations at Jacobs 

Entertainment 

 

Sharon Chamberlain 

CEO of Northern Nevada  

HOPES Hospital 

 

Eric Edelstein 

President at Reno Aces Baseball 

and Reno 1868 FC 

 

Jim Gallaway 

Resident of the Palladio 

Condominium Tower 

 

Heidi Gansert 

Executive Director of External 

Relations at University of Nevada, 

Reno 

 

Britton Gri�th 

Property owner in downtown and 

Reno Planning Commissioner 

 

Neoma Jardon 

Reno City Council Member 

 

Helen Lidholm 

CEO of Saint Mary’s Regional 

Medical Center 

 

Robert Lucey 

Washoe County Commissioner 

 

Steven T. Polikalas 

Attorney at law 

 

Chris Shanks 

Dickson Commercial Realtor, 

owner of The Depot Craft 

Brewery-Distillery and Louis’ 

Basque Corner 

 

Maggie Telander 

Downtown Reno resident at  

The Montage 

Board financials, board and staff 

The first year (2018-2019 fiscal year) budget was $2.35 million. 

$725,000 of that paid for 14 ambassadors, their manager and equipment. 

$725,000 paid for supplemental Reno Police o�cers in order to maintain previous police force paid for by the 

previous special assessment district. 

$500,000 paid for the management sta�, operations, marketing materials and enhanced services along Virginia St.

$400,000 paid for the City of Reno sta� who performed maintenance and cleaning throughout the district. 

Strategic plan
FY19/20 GOALS FY20/21 GOALS FY21/22 GOALS

PRIORITY #1: STABILIZE DOWNTOWN STREETS

Goal #1 Downtown Safety, Cleanliness & Friendliness

•  Total of 18 Ambassadors, of which two 
are Social Outreach Specialists.

•  Begin execution of a lighting project.

•  Increase in ambassador hotline calls.

•  Find a solution to river cleanliness 
issues.

•  Total of 22 Ambassadors, of which four 
are Social Outreach Specialists.

•  Create a visitor and resident feedback 
system.

•  Increase the number of Big Belly Trash 
Cans with Waste Management.

•  Total of 25 Ambassadors.

•  Work with key agencies to enhance 
public transportation and create a 
walkable downtown.

Goal #2 Homelessness Outreach

•  Refer 40 individuals into long-term 
programs.

•  A decrease in panhandling and 
loitering.

•  Refer 50 individuals into long-term 
programs.

•  Establish robust relationships with 
mental health service providers and 
transitional housing options.

•  Refer 60 individuals into long-term 
programs.

•  Maintain robust relationships with 
mental health service providers and 
transitional housing options.

PRIORITY #2: ECONOMIC & COMMUNITY DEVELOPMENT

Goal #1  Economic Development Resource

•  Hire qualified Economic Development 
Liaison.

•  Successful network of property owners 
developed, initiating a dialog about the 
future of downtown. 

•  Develop a roadmap through the Main 
Street program.

•  Inventory of properties created by end 
of 2020. 

•  Identify the top five viable, occupiable 
properties.

•  Implement Main Street roadmap.

•  Identify one specific project that 
is in process through the e�orts of 
economic development committee.

PRIORITY #3: AWARENESS & PROMOTION

Goal #1 - Stakeholder & Community Relationships

•  Educate the community to begin to 
establish the value of the BID.

•  Host general quarterly town halls.

•  Support RAD in their political 
awareness e�orts.

•  The value of the BID is established 
within Downtown stakeholders and 
residents. 

Goal #2 Promote Downtown

•  Increased Ambassador and brand 
recognition.

•  Promote downtown businesses.

•  National recognition within BIDs across 
the Country.

•  Focused on raising awareness around 
systematic issues. 

•  Influencer campaign established.

PRIORITY #4: ORGANIZATIONAL SUSTAINABILITY

Goal #1 - Independently Assessed Funded Organization

•  Raise $625,000.

•  Explore legislation to update BID 
annual renewal process.

•  Recruit or reelect seven Board Members.

•  Raise $625,000.

•  Recruit or reelect seven Board 
Members.

Goal #2 – Sta� & Board Development

•  Board members to host town halls.

•  Annual Board Retreat.

•  Sta�/Board to attend IDA conference. 

•  Board members to host town halls.

•  Create a Board orientation.

•  Board members to host town halls.

•  Review Ambassador contract.
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40 E. Fourth St. Pavilion A, Reno, NV 89501  

Office: 775.432.0772  |  Ambassador hotline: 775.313.4080

S A F E R  •  C L E A N E R  •  F R I E N D L I E R

 /DowntownRenoBID         /DowntownRenoPartnership         /company/DowntownRenoPartnership

downtownreno.org


