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Introduction 
 
The economic development environment facing the City of La Porte and other Texas 
communities has changed significantly over the past twenty years.  Economic development 
was once largely about corporate relocation and expansion, with cost considerations the 
driving force and the competition almost entirely domestic.  Today, while competition from 
other communities has never been fiercer, there a variety of additional considerations shaping 
the overall competitive landscape.  These factors include, but are not limited to: the influence 
that quality of place has on economic growth; the emerging role of the “creative class;” the 
convergence of retail, tourism, entrepreneurship, and industry in economic development 
planning; and globalization. 
 
La Porte has long been a center of commerce and industry, and its bayside location has 
attracted residents seeking a coastal lifestyle.  The desire to refresh the city’s appearance, 
build on its core assets, and continue to increase leisure opportunities inspired this economic 
development strategy.  Local leaders recognize that quality of life is critical to helping local 
businesses and residents thrive.   
 
La Porte is home to many unique assets.  Currently, some of those assets are not well linked 
or leveraged. Better connecting La Porte’s historic downtown district, the renaissance of 
Sylvan Beach, and diversifying residents’ leisure and job options can transform La Porte into 
one of the most desired destinations in the Greater Houston Area.  
 
Success is dependent on a well executed planning effort that can be implemented and 
sustained long into the future. 
 
Planning Process 
 
Crafting La Porte’s economic development strategy involved large-scale community input.  
Through the course of this project, the consulting team interviewed 42 local leaders and 
surveyed more than 300 residents. Their input, combined with economic research, formed the 
platform on which the goals and recommendations in this plan were founded.   
 
 The six-month planning process began in November 2008.  Prior to this document, the 
consulting team provided city leaders with two reports that form the initial chapters of the 
strategy: a Community Assessment Report and a SWOT Analysis / Target Audience Report.  
Both reports were presented to the Steering Committee for review and finalized based on their 
comments.   
 
This final chapter of the strategy contains two sections.  The first is a review of the City’s 
community development policies.  The second contains La Porte’s economic development 
mission, vision, goals, and strategies.  It is accompanied by an implementation calendar, 
estimated budget, and performance metrics.    
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Section 1: Community Development Policy Review 
 
La Porte’s New Opportunity – Place-Based Economic Development 
 
The Greater Downtown of La Porte offers a unique opportunity to link multiple destinations 
that serve a broad market. The prospects to grow synergistically two different kinds of retail 
markets (destination and local service), a tourism base and downtown living can establish La 
Porte as one of the best places in the Houston Region to live and visit. 
 
Sustainable development today means harnessing and coordinating real estate development, 
architecture, urban planning and public-private partnerships.   The nature of economic 
development has changed, necessitating a review of current land use planning practices. Not 
so long ago, economic development was mostly focused on recruiting businesses to locate in 
your community.  That is still important.  But today, economic development has become firmly 
connected to place and the environment.  
 
“Quality of life” was once just a buzzword used as the calling card of the local neighborhood 
activist. As measured by the quality of our neighborhoods, our cities and our regions, quality of 
life has now become a bottom-line factor for many business decisions.   Why? Business 
decisions continue to be driven by competition. And competition is more and more about 
recruiting the best talent—people who have the luxury of living and working wherever they 
desire. Accordingly, attracting the best and the brightest means that companies must also 
provide access to an attractive quality of life in addition to merely providing competitive 
compensation.  
 
Similarly, tourism has become a growing part of the economy, especially for those 
communities that can harness historical, local assets such as Sylvan Beach.  The tendency 
towards more local spending because of the economy—rather than longer trips, and La 
Porte’s location in the Greater Houston Region, position La Porte to draw tourists out of its 
own community and from those living within the larger region.   This strategy takes advantage 
of the fact that economic development now is inextricably tied to sustaining quality of life, 
fundamentally creating the concept of sustainable economic development. 
 
A planning approach that takes advantage of this opportunity is the New Urbanism. The goal 
of New Urbanism is to remarry real estate development, architecture and urban planning. New 
Urban projects can include downtown redevelopment, infill and large-scale new growth in 
suburban greenfield locations.   Based on time-tested neighborhood design principles, the 
New Urban approach to growth and development gained some traction in 1991. That year, the 
Local Government Commission, a California-based non-profit promoting healthy, walkable and 
resource-efficient communities, invited a group of urban architects to develop a policy for 
planning sustainable communities.  
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Named the “Ahwahnee Principles” after the location of their formal presentation to a group of 
public officials, these Principles include the supposition that “planning [should] form complete 
and integrated communities containing housing, shops, work places, schools, parks and civic 
facilities essential to the daily life of the residents.” The Principles also call for a diversity of 
housing types and transportation options within each neighborhood. The environment plays a 
central role, too, as the Principles call for respect for the natural site conditions and the 
environmental resources of areas to be developed. At the regional level, the Principles call for 
connected greenbelts, the locating of civic infrastructure in downtowns as well as 
transportation networks built around both roads and transit. In terms of implementation, the 
document calls for comprehensive planning that is community-based. 

These principles provide support for the strategy of Sustainable Economic Development for La 
Porte: 

 Main Street is positioned to provide a community gathering place to anchor 
expanding residential urban living in the Greater Downtown. 

 Downtown La Porte has the opportunity to link this expanding opportunity for 
urban living to the natural assets of the area including the waterfront and the 
watershed corridors, providing natural linkages for the planned system of trails 
that in turn will enhance the ability to attract and sustain high quality downtown 
neighborhoods. 

 

 

 

 

 This sustained living environment will then make service retail for tourists and 
neighborhoods more viable on Main Street and on key locations on Fairmont 
Parkway, providing a competitive advantage to attract even higher potential 
destination retail at SH 146 
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The “new” in the New Urbanism is really just a new appreciation for more sustainable 
approaches to planning and development recognized by prescient leaders of earlier 
generations. Developer J.C. Nichols, a founding member of the Urban Land Institute (ULI), 
was one of them.  Wayne Nichols, grandson of J.C. Nichols, says that the goal of his 
grandfather and his peers in planning “was to create beautiful communities—not subdivisions, 
not shopping centers—but long-term, integrated planned communities. They saw themselves 
as building human environments.  
 
Today, Nichols’ strategies are used by those of us in town planning who recognize that place-
making is the new frontline of economic development. When combined with the New 
Urbanism, the Community Builders’ approach creates opportunities for real estate value 
capture. Critical to sustaining all business, value capture is fundamental to economic 
development. 
 
In the context of town planning and development, value capture recognizes that with each 
infrastructure investment some marginal improvement or marginal decline occurs in the value 
of the surrounding land. A second form of value capture recognizes that planning and 
implementing development under the same vision and set of rules over multiple parcels 
creates adjacency predictability and thus increasing value.  This additional value created in 
terms of property tax revenue and sales tax revenue can then be captured through an 
expanded Tax Increment Financing District (TIF), empowerment zone, chapter 380, or other 
vehicles to provide sustainable funding streams for capitalizing and maintaining the needed 
infrastructure for Greater Downtown La Porte.   
 
The utilization of an enhanced, well funded infrastructure system for Greater Downtown will 
provide the basis for linking the key opportunities and destinations.  In this context, it is critical 
that the street network for Greater Downtown makes it convenient and inviting for people to 
walk from destination to destination.  The power of linking the Main Street Gateway, Five-
Points, Sylvan Beach and the emerging retail at SH 146 and Fairmont will provide economic 
and market leveraging necessary to create increases in tax base to energize value capture for 
infrastructure. 
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scientists and engineers, university professors and architects. This “creative class,” the term 
Richard Florida—who penned two national bestsellers, The Rise of the Creative Class and 
The Flight of the Creative Class—coined, are the intellectual assets of the new economy.  
 
The mortgage crisis may be an early indication of why a New Urbanism strategy makes 
sense. Those communities that are not attractive to the broader market of living preferences 
are showing signs of potential long-term decline. In many locations around the country, those 
areas that offer only “cookie-cutter” housing (often times expensive, but homogenous) and 
only strip commercial at the major highway interchanges are facing higher foreclosure rates 
than mixed use centers and walkable downtowns. Accordingly, the key to La Porte sustaining 
its new economic development prospects will be a focus on the livability and sustainability of 
Greater Downtown.  
 
The key here will be activating a vision for downtown that will be embraced effectively by the 
market under a master plan implemented through responsive city policies and regulations.  
Some of the current policies and regulations support the recommended place-based economic 
development strategy, while others do not. 
 
Assessment of La Porte’s Comprehensive Plan and Regulations to Implement 
New Economic Development Plan 
 
Generally, the Comprehensive Plan sets up support for the recommended place-based 
economic development strategy.  The current code, however, would need to build on 
substantially the Main Street Overlay and Design Guidelines in order to implement walkable 
urbanism in Greater Downtown, the key to the initiative. 
 
La Porte’s Comprehensive Plan provides support for the sustainable economic development 
strategy recommended herein.  The City’s pronouncement of the following principle sets the 
stage: 
 

“We have the ability and the resources to shape a more positive future. We 
do not have to accept a declining quality of life. By planning for the future 
and involving the entire community, we can maintain the qualities and make 
La Porte even better.” 

 
The keys to utilizing walkable urbanism to anchor a new place-based economic development 
strategy are supported in the following comprehensive plan policies: 
 
• “Encourage an active, vital downtown with a variety of uses” (Goal 4.4) 

 
• “Provide an appropriate amount of land for various densities and types of   residential 

uses and ensure the highest quality living environment” (Goal 4.5) 
 
• “Develop a [pedestrian] network … through the La Porte area, including an    

interconnected system of paths, trails, lanes and routes (Goal 7.7) 
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• “Meet the future housing needs in La Porte by providing for a variety of   housing 
options” (Goal 9.2) 

 
• “Preserve the integrity of existing neighborhoods and create livable and      safe 

neighborhood environments” (Goal 9.6) 
 
•  “Stabilize and improve the quality of neighborhoods and other areas of    decline by 

attracting renewed private investment activity.” (Goal 12.1) 
 
•  “Revitalize the City’s historic downtown area” (Goal 12.2) 

 
•  “Revise existing ordinances and adopt new ordinances as necessary to  implement 

the La Porte 2020 Comprehensive Plan Update.” (Goal 13.5) 
 
The select policies implicitly recognize that linking destinations and quality neighborhoods is 
necessary to sustain quality of life and to create the base for the recommended economic 
development strategy.  However, the following policies set up a possible conflict in terms of 
being able to make it convenient by walking to link neighborhoods to improved downtown 
destinations. 
 
• “Protect Neighborhoods from encroaching incompatible development” (Obj.9.6.d) 

 
- Amend the zoning ordinance to incorporate provisions regarding lot sizes, 

setbacks and buffering (Action 1) 
 

- Use the Land Use Plan to protect existing neighborhoods from adjacent 
incompatible land uses (Action 3) 

 
These policies of buffering uses from neighborhoods are depicted in the following schematic. 
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The resulting development under this current policy likely will result in more conventional 
development patterns, which will stunt the ability to transform the Greater Downtown into a 
walkable urban environment because the policy reinforces the following conditions, which tend 
to put development on the unsustainable “red” curve in the graph above. 
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The new approach underlying the need for a new master plan is somewhat reflected in the 
Main Street Overlay and Design Guidelines.  Those regulatory vehicles establish the following: 
 
• Main Street Overlay  

 
- Allows mixed use: commercial and residential 
- Creates urban pedestrian environment through build-to lines 
- Substantially reduces off-street parking requirements 

 
   Main Street Design Program 

 
- Establishes standards for awnings, signs and colors 

 
Both of these regulations provide a good starting point.  However, they both should be refined, 
and the reach of the intent of the overlay should be expanded as discussed above.  
 
The Overlay supports mixed use, but it does not provide enough certainty of the form of the 
buildings and the transitions beyond Main Street.  Similarly, the Design Standards provide 
aesthetic guidance such as color; but they do not provide enough guidance for architectural 
function such as storefront design and public space design.  The key to creating a successful 
walkable Greater Downtown will be revising these standards to implement the recommended 
new comprehensive master plan for Greater Downtown with a higher level of detail that 
creates investment certainty from property to property and from street to street.  See below for 
an example of the kind of regulatory performance-based approach that could take the initiative 
to the next level of quality development by providing more certainty of how buildings interact 
with public spaces for walkability and retail success. 
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network and the adjacent land uses in Greater Downtown.  Adopting these design practices 
will further support La Porte’s new place-based economic development strategy.  
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Section 2:  Strategic Plan   
 
This strategy was designed to address what is needed to generate sustained prosperity for La 
Porte through economic diversification and improvements in quality of life.   
 
Core Themes 
 
During the planning process, a number of themes emerged from discussions with 
stakeholders, economic analysis, input obtained from the community survey, and the SWOT 
analysis. Avalanche has grouped these major themes into broad categorize that capture the 
essence of where the City of La Porte should focus its economic development energy in the 
coming years.    
 

• Over half the employment base in La Porte (51.9%) is in the production sectors of 
manufacturing and construction, a much greater concentration than neighboring 
communities, Houston (17.2%), and the state as a whole (15.9%). La Porte’s 
proximity to the Port of Houston and transportation infrastructure should enable future 
growth in the warehousing sector as well. While these sectors provide some counter-
cyclical benefit, little new job growth is expected in the near future. 
 

• La Porte’s location within Greater Houston is a blessing, and Houston area residents 
should be a primary target audience for economic development. By the same token, 
La Porte has a number of unique assets (such as Sylvan Beach) that help it stand out 
within the region and the state. 

 
• The community appears primed to support economic development. When asked as 

part of the community survey if they supported the statement that economic 
development success is defined as “Enhanced prosperity and quality of life for La 
Porte,” 4 out of 5 respondents said “yes.”  

 
• Unlike some communities that are struggling to revive their economies, La Porte is in 

an enviable position. A strong industrial base generates jobs and healthy tax revenue 
for the city. Despite recent fluctuations, the oil and gas sector will remain the dominant 
force in the La Porte economy. The challenge is to diversify in order to maximize the 
community’s economic potential.  

 
• Downtown is a priority for near-term action.  The downtown area has the potential to 

be a focal point for the community, both in terms of the day-to-day lives of local 
residents and as a significant element of the attractions that make La Porte appealing 
to both tourists and those relocating to the area.   

 
• Expanding the recreational and retail capacity of the community will serve both 

residents and tourists.  In La Porte, entertainment, retail trade, and enhanced tourism 
amenities are valid targets for economic development. As an example, a destination 
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retail/entertainment project not only attracts regional shoppers, but also helps stop 
retail leakage to neighboring communities.   

 
 
La Porte’s Economic Development Mission and Vision 
 
A mission statement describes what the Economic Development Corporation is charged with 
doing throughout the duration of its existence.   
 

The mission of the La Porte Economic Development Corporation is to plan, 
provide, and promote economic development in the city of La Porte, Texas. 

 
A vision statement describes what the city of La Porte will look like in 20+ years from now as a 
result of the City’s economic development activities.   
 

A doorway of commerce for the nation, La Porte, Texas, is a vibrant, historic 
city that offers a diversity of economic opportunity and a healthy coastal 
lifestyle for residents and visitors alike. 

  
Mission and vision statements serve as the cornerstone of an economic development 
strategy.  All goals and tactics contained within the plan support the overarching vision of the 
city.   
 
La Porte’s Economic Development Goals 
 
Avalanche Consulting created three goals that are critical to La Porte’s ability to succeed in 
economic development and that move the city forward toward accomplishing its vision. These 
goals are both attainable (reachable outcomes that will require commitment) and sustainable 
(consistent with the long-term economic growth that does not harm the community’s unique 
character).  
 

• Goal 1 – Adopt policies that encourage high quality development. 
 

• Goal 2 – Engage in an economic development marketing campaign that increases 
awareness and perception of La Porte to residents and the outside world. 
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• Goal 3 – Implement the strategies in such as way that maximum flexibility and 
accountability are maintained. 
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GOAL 1.0:  
Adopt policies that encourage high quality development.  
 
To provide a more competitive environment to recruit new businesses, to increase tourism, to 
create a more attractive retail context and to expand the residential market in terms of variety 
and quality of housing types, the Consultant Team recommends the following package of 
steps to implement the place-based aspects of this new strategy: 
 
Strategy 1.1 - Develop a Comprehensive Master Plan for Greater Downtown that 
links key destinations and neighborhoods. 
 
A master plan is the business plan of a particular focus point within a community such as a 
downtown.  City policy has been calling for a downtown master plan, understanding that the 
real potential of La Porte cannot be realized ad hoc.  A downtown master plan must be seen 
not only as a planning tool that harnesses a vision to the opportunities at the street, block and 
building level; but also, the master plan becomes the policy framework going forward for a 
host of related issues such as infrastructure phasing, connecting key destinations, supporting 
catalytic projects and determining how best to invest the public-sector’s limited resources.  In 
short, the master plan becomes the basis for creating and sustaining economic investment in 
the context of creating a great place for people to live, work, visit, shop and play in Greater 
Downtown La Porte. 
 
The basic steps of the kind of master plan that is needed to realize the vision of downtown’s 
renaissance includes the following: 
 

• Creating a block, street, public space and building level scale plan that respects and 
builds upon the existing fabric of downtown; 
 

• Creating a revised street network concept that balances pedestrian-scale 
development with good local access and regional mobility; 

 
• Identified catalytic development projects in the context of the master plan framework, 

including a integrated mixed use strategy to link the Sylvan Beach Park Plan with the 
remainder of downtown; 

 
• Undertake a fiscal impact analysis of the tax base impacts to determine the level of 

public revenue that would be realized over time; 
  

• Develop a priority and phasing plan for infrastructure; and 
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• Develop select renderings of key catalytic projects to provide a means to 
communicate effectively the goals of the master plan to the community, developers 
and future members of the City Council. 

 
All of these steps would be taken in the context of an integrated public process. 
 
Based on our evaluation of La Porte’s assets and opportunities, as well as our review of 
current development policies, we strongly recommend that the Master Plan reflect the 
following direction: 

 
• Develop and implement performance-based development standards beyond the Main 

Street Overlay and Design Guidelines to implement the new Master Plan, including 
refinement of street cross-sections to accommodate walkable urbanism. 

 
• Increase the boundaries of the TIF beyond the limited street rights-of-way within 

Greater Downtown to capture more value for 
needed infrastructure improvements for 
downtown. 

 
• Reinvent San Jacinto as a walkable corridor 

with a trail to extend the reach of Main Street 
conveniently to Sylvan Beach. 

 
• Create a partnership with the Harris County to 

make the Sylvan Beach Park a true mixed use 
tourist destination, building on the impending 
investment in the Park. 

 
• Consider Fairmont Parkway as a means to 

bring the reach of future destination retail at the 
SH 146 Interchange into downtown towards (i) 
the intersection of Broadway and over to (ii) 
Sylvan Beach. 

 
• Preserve Broadway as a key connector street 

between the emerging gravity of Main Street 
and the reinvention of Fairmont Parkway. 

 
Strategy 1.2:  Prepare the City for retail 
development. 
 
The key to aggregating land is to make protective 
acquisitions in the context of potential land swaps, 
infrastructure coordination and potential city-initiated 
rezoning to protect long-term destination retail 
opportunities. 

Retail Development:
Main Street and Fairmont 
 
Fairmont developed as the 
new location for the relocation 
of some key destinations that 
once were anchors for Main 
Street, the seat of 
government, the post office, 
etc.  In addition, new retail 
sprung up on Fairmont, while 
Main Street’s declined.  
Today, La Porte has the 
opportunity to have 
complementary retail in both 
locations.  Main Street offers a 
place well suited for 
entertainment, fine dining, 
neighborhood cafes and 
boutique shopping.  On the 
other hand, Fairmont has 
developed as a place for auto-
oriented retail that is not 
necessarily a good fit for the 
pedestrian and tourist-focus 
emerging on Main Street. The 
two can become a symbiotic 
opportunity to offer the full 
range of retail needed to make 
any livable downtown a 
success. 
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GOAL 2.0: 
Launch a coordinated economic development marketing campaign that 
increases awareness and perception of the community to the outside 
world. 
 
Economic development entails both capacity building and marketing. Capacity building 
improves a community’s readiness for its target audiences.  As addressed in Goal 1, master 
planning and changes to City policies will greatly contribute to La Porte’s capacity for 
economic development.   
 
Marketing alerts a community’s target audiences of a city’s interest in them and its ability to 
serve their needs.  The mix of audiences vary from city to city.  Many traditional economic 
development programs market to industry, encouraging those businesses to relocate or 
expand into the city.  In La Porte’s case, local industry is strongly dominant. The community 
has overwhelmingly stated its desire for economic development to prioritize quality of life 
enhancements, specifically in four areas:   
 

1. Beautification 
2. Downtown 
3. Sylvan Beach 
4. Retail 

 
La Porte’s marketing audiences are those that will complement these objectives and be 
attracted to the city as a result.  As discussed in Chapter 2: SWOT and Target Audiences, 
Avalanche Consulting highly recommends the following four targets: 
 

• Tourists.   La Porte should focus on attracting day visitors from the Greater Houston 
area.    

 
• Hospitality Businesses.  As La Porte invests in its tourism amenities, hospitality 

businesses become a natural target.  Full service restaurants are a prime target 
immediately.  Long-term, small grocers, wellness businesses, art studios, and bed 
and breakfasts will fit well in La Porte.  

 
• Real Estate Developers.  Several of the larger projects under consideration by the 

city should involve a real estate development company.    
 

• Retailers.  Ensure that the city has the appropriate infrastructure and policies in place 
to attract retailers.  Big retail centers will require a sizable, shovel-ready property.  
Niche retailers, such as the type that would locate in the Main Street District, along 
Fairmont, or in neighborhood centers, need attractive space, quality control, and 
assurance of adequate local demand.   

 
In addition, the City should also remember that La Porte’s residents and businesses are also 
audiences for the economic development campaign. 
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In this strategy, marketing recommendations are organized within two topics.  The first topic, 
“external marketing,” provides recommendations related to La Porte’s push to draw its target 
audiences into the city. The second topic, “internal marketing,” offers the City and its partners 
recommendations for bolstering collaboration and building widespread community awareness 
of positive development.  
 
Accomplishing this goal will require participation and support of many organizations in La 
Porte in addition to City government.  Within each strategy, Avalanche Consulting has listed 
tactics required for implementation.   

 
 
Strategy 2.1:  Organize and launch an external marketing campaign. 
 
Tactic 2.1.1:  Develop and adopt a marketing plan based on the recommendations of this 
Strategic Plan. 
 
The City’s marketing capacity must improve if it is to achieve its long term vision.  The purpose 
of Goal 2 is to provide La Porte with a framework for engaging in an economic 
development marketing campaign.  The following tactics outline the core principles of the 
marketing plan.   
 
Tactic 2.1.2:  Brand and market the downtown district. 
 
In concert with the Master Plan, the City should package the entire 
downtown district within a single brand identity.  Naming the area will go a 
long way toward creating a sense of place.  The downtown district would 
include the geography defined within the Master Plan and all of the 
amenities within.   
 
The specific name should incorporate aspects of La Porte that are well known outside of the 
city and have universal appeal.  We recommend the City adopt “Historic Sylvan Beach” as 
the umbrella brand, and adapt that brand to each specific amenity.  This concept is 
illustrated below: 
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The City should incorporate the name into gateways and 
signs within the district.  Mock ups of what signage could 
look like are provided to the right.   
 
Finally, working with the Main Street Advisory Board and 
Coordinator, the City should develop marketing materials to 
help promote the district, including: 
 

• Historic Sylvan Beach District website – a 
standalone website should be created that features 
all amenities within the district.  Model the website 
on best practices of other communities such as 
Long Beach, California (www.visitlongbeach.com), 
Raleigh, North Carolina 
(www.godowntownraleigh.com), and Annapolis, 
Maryland (www.visitannapolis.org). 
 

• Historic Sylvan Beach District brochure – a 
printed brochure highlighting amenities and 
containing a map of the district.  The brochure may 
be mailed to prospects and distributed at various 
establishments around La Porte. 
 

• Historic Sylvan Beach District newsletter – a 
printed newsletter that is distributed 1-2 times per 
year, showcasing new business activity, 
developments, and events happening within the 
district.   
 

• Historic Sylvan Beach District advertisement – an advertisement that can be used 
across a variety of publications in the Greater Houston area (see Tactic 2.1.3 for 
suggestions on which media should be considered). 

 
Tactic 2.1.3:  Market La Porte to tourists. 
 
La Porte has a long history as a tourist destination.  Long before industry came to town, 
visitors from across the state flocked to Sylvan Beach and Main Street.  The entire Ship 
Channel area contains interesting historical sites, including the San Jacinto Monument.  The 
Economic Alliance Houston Port Region, an economic development organization 
headquartered in downtown La Porte, is spearheading an initiative to package regional 
attractions within one tour.  This program, called “Project Stars,” is another basis for visitor 
traffic into and around La Porte.  
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La Porte doesn’t need to travel far from home to find tourists.  Greater Houston’s 5+ million 
residents is a large enough market to fuel day travelers for years to come.  The key will be 
honing in on populations that will be the “early adopters” of the new tourism push.  These 
individuals will view La Porte as a diamond in the rough, and feel personally involved in the 
rediscovery of La Porte.  They will also be the city’s best word of mouth marketing agents as 
the campaign kicks off.  They are: 
 

• Residents of other historic, gentrified neighborhoods in Greater Houston, including the 
Houston Heights, Boulevard Oaks, Broadacres, Independence Heights, 
Westmoreland, and the Old Sixth Ward, to name a few. 

• Board members, members, and investors of the Houston Preservation Alliance 
• Board members, members, and investors in the Houston Heritage Society 
• Alumni of La Porte High School living in Greater Houston 

 
Advertising the Historic Sylvan Beach District in neighborhood association 
newsletters, particularly those targeted above, will be an affordable way to reach these 
individuals.  In addition, offer to host membership meetings or special events in La Porte 
that include a tour and lunch.  
 
As tourism traffic increases and buzz builds, La Porte can extend its tourism promotion to 
more mainstream audiences.  Place Historic Sylvan Beach District brochures and 
advertisements at venues such as:  
 

• San Jacinto Monument Visitor Center 
• San Jacinto College 
• Hotels and attractions in and around the Bay Area 
• La Porte Municipal Airport 
• Houston Hobby, Ellington, and Intercontinental Airports 
• The Houston Chronicle’s travel section, both print and online editions 

 
Longer term, as the district establishes itself, position City leadership and the Main Street 
Coordinator as thought leaders on the topic of downtown redevelopment.  Speak at 
community planning, downtown association, and historic organizations across the region and 
state, citing La Porte as a successful model for other communities. 
 
Tactic 2.1.4:  Market La Porte to culinary related institutes and businesses. 
 
The City’s goal of attracting visitors and enhancing quality of life could be greatly supported by 
additional culinary activity located in the downtown district, including:  
 

• Culinary academy – A culinary academy anchored in the historic district would be the 
impetus for establishing La Porte as a visitor destination in the region.  Not only would 
it draw a daily stream of students into downtown, but it would also spark the growth of 
niche retail and hospitality businesses. 
 



 

  30Forward La Porte Economic Development Strategic Plan  I  2009-2013

• Farmer’s market – Buying locally produced, organic food is a nationwide trend, but 
La Porte residents have little if any access to these products.  Currently, the closest 
farmer’s market is located more than 10 miles outside of the city.  Interviews and 
surveys conducted for this Strategic Plan indicate demand for a farmer’s market.  The 
City should examine the possibility of hosting a market in downtown La Porte.   

 
• Specialty grocers – Residents express great concern about the availability of grocery 

stores in the city.  While attracting a major national grocery chain to La Porte may take 
several years, the city is ripe for specialty grocers.   

 
• Wine merchants – Similar to specialty grocers, wine merchants are a natural fit in a 

culinary environment. These merchants could sell bottles of wine, serve wine, and 
host classes.   
 

• Restaurants – Independently owned or local restaurant chains are desirable for the 
downtown district.  While La Porte has a good number of restaurants, it currently lacks 
variety.   

 
A cluster of culinary activity will uniquely position La Porte as a destination for visitors from 
neighboring communities as well as fill a need for local residents.  It will complement other 
attractions in the city, such as Sylvan Beach, burgeoning niche retail, cruise ships, and a trail 
system that draws cyclists and other sports enthusiasts.  
 
To start, develop a list of culinary academies, specialty grocers, wine merchants and 
restaurants to target in this marketing campaign.  Think small and regional chains versus 
national big box retailers.  Next, create marketing tools that express La Porte’s specific 
advantages for culinary businesses.  These tools may include a brochure, a web page on 
the downtown website, and a series of advertisements for placement in specialty publications.     
 
Tactic 2.1.5:  Market La Porte to commercial real estate developers. 
 
Once complete, La Porte’s Master Plan will identify specific catalyst projects that will heighten 
the city’s ability to accomplish its economic development vision.  These projects will likely 
require participation from real estate developers.  The Master Plan itself will serve as a 
valuable marketing tool for the city when communicating with development companies.  It will 
provide a platform for conversation and illustrate to investors how their project will securely fit 
within the city’s long term commitment to capital improvements.  
 
As the Master Plan is being designed, the City should create a database of commercial 
developers located in the Greater Houston area, as well as national firms whose niche 
matches La Porte’s.   
 
Invest in marketing tools to use when reaching out to contacts.  These materials should 
include: 
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• A webpage or section within the City’s website that provides details about the 
Master Plan and the catalyst projects contained within 
 

• A brochure and PowerPoint presentation that summarizes the Master Plan 
 
Once marketing materials are completed, start a phone call campaign designed to 
schedule one-to-one with developer contacts to inform them of opportunities in La Porte.   
 
As these relationships develop, host a Real Estate Day in which Greater Houston area 
developers tour La Porte to learn firsthand about opportunities and catalyst project locations.  
This half-day event could include a brief presentation about the community, a brief tour of sites 
and community assets, and a golf tournament.  Provide guests with printed materials about 
the Master Plan, a map of the region, and a community profile. Approach them as experts 
brought in to help the City refine  versus sales targets.   
 
Tactic 2.1.6:  Market La Porte to retail developers. 
 
The survey conducted for this project revealed that increasing retail shopping options is a top 
priority.  Per capital taxable retail sales in La Porte were $1,844 in 2007, which is significantly 
lower than neighboring cities Deer Park ($4,220), Texas City ($4,561), and Baytown ($7,024), 
and Harris County as a whole ($5,938). La Porte needs to capture a higher level of spending 
by residents, but first it must attract retailers to start up or expand into the city. 
 
Although most retail developers have sophisticated approaches to site selection, and are 
primarily driven by population demographics, it is beneficial to build relationships with these 
businesses.  In addition, as discussed in Goal 1, La Porte must prepare adequate sites and 
development policies to meet the needs of retailers. 
 
The International Conference of Shopping Centers (ICSC) is the shopping center industry’s 
global trade association.  It has 65,000 members, which include shopping center developers, 
owners, managers, investors, lenders, retailers, and marketing specialists.  ICSC’s Texas 
Conference and Deal Making event occurs every fall in San Antonio. The conference attracts 
major companies such as Applebee’s, Chipotle, FedEx, Hastings, JC Penney, Staples, 
Starbucks, and The Container Store.  Almost every major commercial developer is also 
present. 
 
Once prepared for retail, the City should attend and exhibit at ICSC.  The current cost to 
register is $250 for members and $460 for non-members.  Exhibit space ranges in cost from 
$350 to $2100.   
 
As with developers, La Porte should invest in marketing materials to address its retail 
audiences.  Dedicating a webpage within the City’s website to retail opportunities, sites, 
and sales points is an important step, as is having appropriate printed collateral for use in 
sales meetings and at conferences. 
 
 


