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ABOUT THIS REPORT

The Village of Sodus Point, fronting Lake Ontario in upstate New 

York, brings seasonal and water-based recreational activity and 

tourism to the commercial areas of the Village, leveraging its two-

mile Lake Ontario and three-mile Sodus Bay waterfront. 

Recent flooding and the COVID-19 pandemic have brought 

significant economic shifts to the area over the past years. These 

impacts have altered tourism patterns, generated challenges to 

current and prospective business owners, and changed the 

economic landscape of the Village. At the same time, the 

resilience of the Village and its downtown commercial district 

brought new endeavors to the area with pop-up activation 

utilizing vacant space. The Village retained Jon Stover & 

Associates (JS&A), an economic development firm, to undertake a 

market analysis of the Village’s downtown and identify strategies 

for strengthening the local economy, attracting and retaining 

businesses, and improving the vibrancy and vitality of the 

downtown for years to come. 

This report includes a data-driven analysis of existing retail 

conditions along Greig Street and identifies future opportunities 

expected from demographic and economic projections. 

Recommendations and strategies are oriented to help the Village 

of Sodus Point continue enhancing the vibrancy and commercial 

sustainability of the area. The findings and recommendations 

shared in this report can be an asset to other areas of Sodus Point 

as the downtown’s customer base extends to other commercial 

clusters and neighborhoods of the Village. Strengthening 

downtown can provide positive economic impacts and benefits to 

businesses and the community throughout Sodus Point. 

About Jon Stover & Associates (JS&A)

Jon Stover & Associates (JS&A) specializes in economic analysis, retail revitalization, and helping public, 

private, and nonprofit organizations collaborate to meet economic development objectives. JS&A has 

helped a wide range of clients implement plans and programs that have successfully enhanced 

neighborhoods and commercial corridors. Visit www.jonstoverandassociates.com to learn more.

This report was developed with funding assistance from Housing Trust Fund Corporation and NYS Homes and 
Community Renewal. Document is property of Housing Trust Fund Corporation and the Village of Sodus Point. 
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DOWNTOWN SODUS POINT 
E X I S T I N G  C O M M E R C I A L  C O N D I T I O N S

Text….

Downtown Sodus Point spans the two-

block commercial core of the Village 

along Greig Street from John Street to 

Irwin Street. The commercial buildings in the 

area include single and two-story structures 

fronting Greig Street and the waterfront. The 

downtown is nestled adjacent to residential areas 

functioning primarily as vacation rentals. Recent 

investment in the area includes substantial 

stormwater management and new streetscaping. 

Downtown
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VILLAGE-WIDE RETAIL CONTEXT
I N D U S T R Y  M I X  A N D  O P P O R T U N I T Y  G A P

Note:  The above findings represent the most recently available data from 2017. 

Source: ESRI (2021) and Data Axle (2017) 

The Village of Sodus Point features three 

predominant industry clusters:  water-based and 

marina, food and beverage, and accommodations. 

All three industries perform well in the village, with 

restaurants and drinking establishments and water-

oriented businesses featuring significant spending 

surplus. 
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35%

Downtown Sodus Point features 

over a third of the Village’s 

businesses. 

Outside of the Downtown area, businesses 

are predominately clustered along Bay 

Street near the Downtown, NY-14, and the 

Sodus Bay waterfront.

29%

Nearly a third of the Village’s water-

based industry businesses are 

located in Sodus Point’s Downtown. 

These businesses include the Downtown’s 

two marinas – Krenzer Marine and Leone 

Landing. The Sodus Bay Yacht Club and 

Sodus Bay Junior Sailing Association are also 

located downtown. 

78%

Most of Sodus Point’s restaurants 

are Downtown. 

Downtown restaurant choices include 

several full-service restaurants and taverns 

as well as two ice cream parlors. 

DOWNTOWN BUSINESSES

Source:  Village of Sodus Point Business Directory, Google Business Listings



7© Jon Stover & Associates, 2021
Economic 
Development 
Consulting

M
A

R
K

E
T

 A
N

A
L

Y
S

IS

DOWNTOWN CONDITIONS
R E T A I L  C O N D I T I O N S  A L O N G  B A Y  S T R E E T  A N D  G R E I G  S T R E E T

The Downtown’s retail buildings are 

single and two-story buildings 

fronting Greig Street.  

The retail environment includes sidewalks 

on both sides of Bay Street and Greig 

Street, creating a walkable downtown 

environment. While surface parking is not 

available at all establishments, there are 

easy on-street and municipal parking lots 

in short walking distance from businesses.

Waterfront restaurants located on 

the north side of Greig Street 

feature dock access to Lake Ontario 

and extensive outdoor patios.  

These spaces are highly seasonal, with 

peak operations and vibrancy during the 

summer months. Notably, nearly half of 

the restaurants only operate seasonally at 

this time. 

Sodus Point’s Downtown includes a 

range of distinct retail conditions. 

These conditions include small 

freestanding retailers such as Hot’s Point 

and Sodus Point Fudge and Gifts. Krenzer

Marine occupies a retail building on the 

north side of Greig Street and a large lot 

on the south side of the street. The 

Downtown also includes both quick-service 

and full-service restaurant establishments. 
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LOCATING IN 

DOWNTOWN SODUS POINT
C O M P E T I T I V E  A D V A N T A G E S

Lakefront Community with a Nostalgic Small-Town Feel

Fronting Lake Ontario and Sodus Bay, Downtown Sodus Point blends the 

small-town feel with the scenic beauty of its waterfront. Active marinas, 

historic Lighthouse Museum, beaches, and waterfront dining celebrate the 

waterfront nature of the Village of Sodus Point. 

Diversified Customer Base of Local Residents and Visitors

Sodus Point’s Downtown businesses are supported by its regional visitors 

and the nearly 900 residents who call Sodus Point home. From its lively 

taverns to quiet residential neighborhoods, Sodus Point attracts a wide 

range of customers to its businesses. 

Well-Performing Vacation Market with Busy Summer Months 

Sodus Point features bed and breakfasts, small lodging accommodations, 

and active Airbnb and VRBO options, bringing many visitors to Sodus Point. 

The vacation rental market’s high occupancy levels during the summer 

months showcase the area’s strong seasonal market. 



9© Jon Stover & Associates, 2021
Economic 
Development 
Consulting

M
A

R
K

E
T

 A
N

A
L

Y
S

IS

DOWNTOWN SODUS 

POINT ’S CUSTOMERS

During Sodus Point’s peak season, approximately two-thirds of 

downtown customers are visitors, and one-third are nearby residents.

This customer share reflects the lakefront, vacation-oriented nature of Sodus Point 
and demonstrates why business activity dramatically declines between September 
and May. 

Downtown 
Customer 

Base

61% Visitors 

Residing Outside of 
Sodus Point, primarily in 
the Rochester MSA.

39% Residents 

Residing in and near
Sodus Point

Note: The above data reflects customer share patterns during the summer season.

Source:  MasterCard Retail Location Insights, 2021
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SODUS POINT ’S CUSTOMER ORIGIN
Customers in Sodus Point predominantly live in the greater Rochester metro area, with most visitors coming from Rochester’s 

eastern suburbs. The below map represents Sodus Point’s customer origin locations based on third-party credit card spending data.

Source:  MasterCard Retail Location Insights, 2021

Share of Downtown Customer Base
(During Peak Summer Months)

Low High
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RESIDENT CUSTOMER BASE
D O W N T O W N  S O D U S  P O I N T  C U S T O M E R  P R O F I L E

39% of customers between May and October are nearby 

residents from Sodus Point, Sodus, Alton, and North Rose. 

Residents of the surrounding 14555 zip code comprise 20% of customers, 

while residents in the adjacent 14516 and 14551 zip codes comprise 19% 

of the customer base. As local tourist traffic declines in off-peak, winter 

months, nearby residents comprise a larger portion of customer traffic 

within Downtown Sodus Point. 

These nearby residents are disproportionately older, with over 23% over 

the age of 65. The majority of customers live in households earning 

between $20,000-$75,000 a year, a reflection of the large share of retired 

and working-class customers.

Sodus Point Resident 

Demographics 

$48,502

Median Household Income
Compared to Wayne County’s median 
household income of $59,062.
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Village of Sodus Point Median Age

Village of Sodus Point Wayne County

The population of Sodus Point is aging, reflected in a rising 
median age of residents in recent years. The median age of the 

Village of Sodus Point residents was 61 compared to Wayne 
County’s median age of 44 in 2019.

Source:  MasterCard Retail Location Insights, 2021; US Census and Data Commons
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VISITOR CUSTOMER BASE
D O W N T O W N  S O D U S  P O I N T  C U S T O M E R  P R O F I L E

Customer Age
Sodus Point

Visitors
Rochester

MSA

Under 24 30% 33%

25-34 11% 12%

35-44 11% 12%

45-54 15% 16%

55-64 16% 13%

Over 65 17% 14%

Household Income*

Less Than $20,000 16% 19%

$20,000-$75,000 50% 39%

$75,000-$150,000 27% 30%

Over $150,000 4% 12%

Education Level

Less than High School 13% 9%

High School/GED 38% 43%

Associates 17% 12%

Bachelor's 19% 20%

Graduate/Professional 13% 16%

Almost two-thirds of Downtown Sodus Point customers are visiting from 

outside the immediate area. These customers are predominantly from the 

Rochester metro area and visit Sodus Point for a day or weekend trip.

The area draws many retirees and working-class households, with over half of 

destination visitors living in households that make under $75,000 per year.  The age 

range of these destination visitors is relatively even across adult age groups, with 33% of 

customers over the age of 55 and 37% between 25-54 years old. 

Visitor Demographic Profile 

83%
76% 75% 77%

0%

25%

50%

75%

100%

2018 2019 2020 2021

Share of Destination Visitors During Peak Summer Months

During Sodus Point’s peak seasonal months of June and July, over two-thirds of customers are 

destination visitors. This share has remained constant over the past several years, including 

during the Covid-19 pandemic. 

Source:  MasterCard Retail Location Insights, 2021; ESRI Community Analyst; US Census

Rochester MSA’s median household income reflects cohorts under $25,000 

and between $25,000 and $75,000.
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SHORT-TERM RENTAL MARKET
S O D U S  P O I N T  V I S I T O R  C U S T O M E R  B A S E  I N S I G H T S  +  S E A S O N A L I T Y

The following insights detail consumer patterns for Sodus Point’s vacationers through Airbnb and VRBO. 

Source:  AirDNA, 2021

Rental Growth65% Annual Occupancy Rate

96% Occupancy During July 

During July, nearly all short-term rentals 
are occupied, indicating limited visitor 
customer growth opportunities during the 
summer months. 

79 
Market 
Score 

Vacationers love their 

Sodus Point bookings. 

90% of Airbnb stays 

were rated at least 4.5

The average overall 

rating for a Sodus 

Point’s Airbnb is 4.8.

Projections
Based on the available data on the short-term 
rental market performance in Sodus Point and 
industry trends, short-term demand will likely 
continue into the future.

The strong summer months of 

Sodus Point generate healthy 

rental demand levels. 
Third-party AirDNA market data provide 
the market demand score. This metric is 
directly tied to the area’s predicted 
occupancy rates based on past market 
performance.



14© Jon Stover & Associates, 2021
Economic 
Development 
Consulting

M
A

R
K

E
T

 A
N

A
L

Y
S

IS

SODUS POINT SEASONALITY
S H O R T - T E R M  R E N T A L  M A R K E T  D A I L Y  T R E N D S

The following data depicting daily revenue per available room, a standard key performance indicator or KPI of 

the accommodations industry, within the Airbnb and VRBO market provides tangible evidence of Sodus Point’s 

seasonal visitor market. With limited occupancy available during the peak summer season, Sodus Point’s 

overnight visitor market has limited growth opportunities to enhance this segment of the Downtown’s 

customer base.  

JAN. FEB. MARCH APRIL MAY JUNE JULY AUG. SEP. OCT. NOV. DEC.

Note:  The above months represent the past twelve months of Daily RevPAR data. This includes 2021 

data for January through September. October through December reflect the available 2020 data.

Source:  AirDNA, 2021

Daily RevPAR 
(Based on the Last 12 Months Seasonality)
Revenue per available room, abbreviated RevPAR, is a standard hospitality 
industry metric that assesses the ability to fill available rooms at an average rate. 

Winter and Spring Season

Despite winter water-based sporting 

opportunities, Sodus Point lacks a tourism base 

during the winter. Spring break visitors come to 

Sodus Point during the middle of March. 

Summer Season

Unsurprisingly, Sodus Point’s tourism season 

spans Memorial Day weekend through the 

weekends in September. In 2021, the short-

term rental market experienced a 96% 

occupancy rate during July. 

Fall Season

Visitor patterns drop starting in 

October, with the exception of

an uptick in accommodation 

occupancy during holiday weeks 

in November and December. 
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CUSTOMER BASE PROJECTIONS
K E Y  I M P L I C A T I O N S  F O R  R E T A I L  V I A B I L I T Y

Aging Demographics 

With the median age of the Sodus Point residents over 60, the local customer base 

patterns may not be sustainable in the future as residents continue to age. 

Diversifying the customer demographics towards a lower age cohort with higher 

discretionary spending levels will help bolster local business revenue. 

Limited Growth Projections 

Based on recent demographic patterns, there is no indication that the downtown’s 

visitor volume and customer base will substantially grow without direct interventions. 

Enhancing the retail options and number of businesses in the downtown area will rely 

on expanding the current customer base to support new businesses. 

Need for Targeted Interventions

Specific actions and targeted strategies to attract more families and destination 

visitors from outside the Rochester Metro area are likely needed to enhance retail 

conditions and viability in Downtown Sodus Point. 
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Population

Different types of retailers require various nearby population 
sizes. The population immediately surrounding a commercial 
district is a major factor for the viability of neighborhood 
goods and services retailers, while merchandisers draw 
customers from a larger geographic base.

Spending Capacity
Household spending capacity influences the viability of 
different retailers. Retired and aging populations often have 
lower discretionary spending levels than working and younger 
demographic cohorts. However, vacationers can bring higher 
spending capacity to areas. 

Customer Base 
The population patterns throughout different times of the 
day and week influence the viability of certain retailers. Sodus 
Point’s seasonality plays a significant role in the viability of 
future retail.  

Pedestrian Activity 

Physical environments that encourage more pedestrian activity often 
attract more retailers. Sodus Point’s recent streetscape 
improvements help create a safe, enjoyable walking environment. 

Transportation Accessibility 
Visibility and accessibility by vehicular traffic, including appropriate 
onsite parking levels, are key factors in retail viability. Although the 
Downtown is parking-friendly with parking lots and street parking 
availability, the Downtown’s geographic location has limited 
vehicular volume and visibility.

Retail Competition and Orientation
Certain retail types, such as restaurants and day-to-day goods and 
services, perform best when there is an agglomeration of similar 
businesses. The Downtown’s restaurant and marina concentrations 
can help support new, compatible retailers to the area. 

Retail-Ready Spaces
The availability of retail space for tenants is a key factor in attracting 
new businesses – Sodus Point’s downtown area has limited retail-
ready spaces for prospective businesses. 

RETAIL VIABILITY FACTORS
The following conditions are key factors in determining the viability of enhanced retail in commercial districts. Although Downtown Sodus 

Point’s pedestrian-oriented environment and existing cluster of retailers can help support new retailers to locate Downtown, the area’s 

customer base patterns and lack of available retail spaces hinder the viability of more Downtown retail.

Legend:  Retail Viability Criteria
Strong Limited Lacking
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RETAIL DEVELOPMENT
D E V E L O P M E N T  V I A B I L I T Y  I N  D O W N T O W N  S O D U S  P O I N T

Developing new retail space in a commercial district must balance construction costs with sustainable and 

profitable business operations of new retailers. If the construction costs outweigh projected achievable revenue 

for businesses, retail space will remain vacant and struggle to lease. 

What are the costs to 

build retail? 
Commercial construction 

costs in both new 
construction as well as 

rehabilitation efforts and 
tenant fit-outs can vary 

significantly based on the 
type of retail space and 
quality of development.

What rent is needed to 

justify that cost?
New tenants will have to pay 

rents that not only reflect market 
value but consider the 

development costs. 
Unsurprisingly, new construction 

yields higher rents due to the 
relatively high quality of space, 
and high associated expenses of 
construction and development. 

How much does a business 

need to make to afford the 

rent?
A typical retailer spends 

approximately five to ten percent 
of its sales revenue on occupancy 

costs. These costs include rent, 
utilities, and property 

maintenance. Keeping occupancy 
costs under 10% helps ensure a 
successful operating model for 

small businesses. 

Will the customer base 

spend enough money at the 

retailer?
New retail businesses must 

attract enough customers so that 
the business can meet their 

revenue goals. Importantly, in a 
seasonal community like Sodus 
Point, a substantial amount of 

that revenue must occur between 
May and September. 

Wayne County Economic Development Corporation 
offers grants and resources to help new and existing 

businesses expand operations in Sodus Point. 

Pop-up activation, like food trucks, provides prospective businesses an 
opportunity to establish operations and a local customer base, creating a 
pipeline for long-term leasing of storefronts while balancing financial risk. 
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RIGHT-SIZING RETAIL SPACE
D E V E L O P M E N T  V I A B I L I T Y  I N  D O W N T O W N  S O D U S  P O I N T

Comparing a prospective business’s projected annual revenue with industry standards of revenue per square foot, a 

prospective business can make educated decisions on the appropriate amount of selling space needed for their business. 

Notably, many other factors may come into play when right-sizing retail spaces for future businesses. However, this framework 

follows industry standards and best practices to guide optimal and sustainable business practices. 

Sales Volume
The total amount of 

projected annual revenue. 
This is often determined in 
prospective business plans. 
Example annual business 

revenue 

Typical Coffee Shop
$250,000  Annually 

Typical Restaurants
$450,000 Annually 

Typical Clothing Boutique
$300,000 Annually

Sales per Square Foot
Industry data can provide estimated sales 

per square foot in a retail space. 
Importantly, this data often reflects 

annual sales which prospective Sodus 
Point businesses will have to adjust based 
on seasonal patterns. National sales per 

square foot average include:

Full-Service Restaurants
$150 - $300 per SF

Limited-Service Restaurants 
$200 - $400 per SF 

Clothing Boutique
$250 per SF

Gift Shops 
$100 - $150 per SF

Recommended Selling Space
The recommended selling space 

provides a guideline for the amount of
retail space appropriate for a business. 

Auxiliary space such as storage and 
restrooms will also need to be 

considered.

Note:  Average sales volume and sales per square foot 

derived from average revenue for Wayne County 

businesses and national industry standards. 

Importantly, Sodus Point’s seasonal 
patterns and the downtown’s orientation 

towards locally owned businesses are 
critical variables to consider when 

determining optimal retail sizes. These 
factors may shift desirable retail square 

footage from traditional formulas.   
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RESTAURANT INDUSTRY

The COVID-19 pandemic accelerated the popularity of food delivery and online ordering –

trends expected to continue into the future. 
According to the 2021 National Restaurant Association survey, 68% of customers say they are more likely to 

purchase takeout or delivery food than they were before the pandemic. This trend increases the importance of 

restaurants offering quality digital ordering through a third-party platform (i.e., Grubhub, DoorDash) or their own 

website. The latter option is typically more appealing to customers, with 67% of customers preferring to use a 

restaurant’s own website or app to place online orders, according to the 2021 Statista study.

Online reviews remain critically important for attracting new customers and growing revenue.
94% of customers use online reviews in their decision-making process when choosing a restaurant, according to 

a 2018 TripAdvisor survey. In addition, 80% use ratings filters, typically filtering out restaurants with less than 

four stars. 33% would not visit a restaurant with a 3-star rating on a major review platform, such as Google, 

Facebook, or Yelp. Based on an industry study, improving a star on Yelp can translate to five to nine percent more 

revenue for independent restaurants. 

Restaurants are increasingly offering special events and loyalty programs to diversify revenue, 

retain customers, and capture new audiences.
According to a Square 2021 survey, 41% of restaurateurs are exploring new special event initiatives, such as 

cooking classes, personalized holiday dining experiences, and other creative events. 42% of restaurateurs also 

plan to offer new or expanded loyalty programs to encourage more repeat visits and build customer email lists 

that allow restaurants to share news about events, deals, and new menu items.

Sources: 2021 Restaurant Trends (National Restaurant Association, Future of Restaurants, 2021 (Square Up), Influences on Diner Decision-Making (TripAdvisor), ELH Insights 
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WATER-BASED INDUSTRY

Sodus Point’s water-based industries are well-positioned moving forward. Nationally, 

boat sales reached a 13-year high in 2020 during the pandemic.

This national industry sector growth follows consistent year-to-year increases in boat sales since 2012, a 

trend that was likely accelerated by the COVID-19 pandemic and increased consumer desire to spend 

time outdoors.

Fishing is the third-most popular outdoor activity in the United States, and its 

popularity has increased over the past year.

54.7 million Americans participated in some form of fishing in 2020, lagging only behind hiking and 

running/jogging as the country’s most popular form of outdoor recreation. According to the Outdoor 

Recreation Association, the number of outdoor recreation participants who participated in some form of 

fishing has increased by 13% over the past five years.

Recreational kayaking and stand-up paddleboarding are becoming increasingly 

popular among Americans.

Over the past five years, recreational (non-fishing) kayaking has grown from 10 million participants in 

2016 to 13 million in 2020. Stand-up paddleboarding has experienced a similar bump in popularity, 

growing from just 1.1 million participants in 2010 to 3.6 million participants in 2020.

The pandemic resurfaced the importance of parks and recreation opportunities – with 

more and more people turning to nature during the COVID-19 pandemic. Approximately 
two out of three park and recreation leaders expressed that their park usage increased during the 
pandemic, with a 25% median increase in park usage. 
Sources: U.S. Recreational Boating by the Numbers (NMMA); 2021 Outdoor Participation Trends Report (Outdoor Industry Association); 
National Recreation and Park Association Coronavirus and Parks and Recreation Report 
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HOSPITALITY INDUSTRY
Although the hospitality industry projects that business-oriented travel will take until 2024 to resume pre-

pandemic levels, short-term rentals in family-friendly communities near natural settings, which performed 

well during the pandemic, successfully faired the pandemic. Airbnb and Vrbo both anticipate a continued 

rise in the hospitality industry. Beach towns and coastal destinations are expected to outperform city 

destinations in the coming years for family summer destinations.

Reasonable price, safety, and flexibility of booking are the most important considerations 

for visitors when planning their vacation accommodations. Entire home short-term rentals 

are rising in popularity. 

During the summer of 2021, nearly 95% of Airbnb renters booked an entire home, up from 80% in 2019. 

These trends are expected to continue into post-pandemic travel.

Connecting with family is a top priority for travel nowadays – and “flexvacations” have 

proved to be positive experiences for many.

Airbnb reported that family travel performed at an all-time high and outpaced all other segments of travel 

types. According to Vrbo, almost a third of travelers reported that spending quality time with family is the 

primary reason for wanting to vacation. About two-thirds of travelers who took a “flexcation” (mingling 

vacation with working from home or virtual school) would like to take another. 

Families plan to travel more than before the pandemic, spend more than normal, and look 

to vacation closer to home. 

Approximately 65% of surveyed travelers anticipate traveling more frequently than pre-pandemic, and a 

third of these travelers expected to spend more on their trip. Family vacation travel to nearby locations 

within 300 miles from home rose to almost half of all Airbnb bookings, rising from 33% to 47%. 

Sources:  American Hotel and Lodging Association State of the Hotel Industry (2021); Airbnb Report on Travel and Living (2021); Vrbo Trend Report (2021)
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SUMMARY OF IMPLICATIONS AND 

OPPORTUNITIES
B A S E D  O N  M A R K E T  I N S I G H T S  A N D  P R O J E C T I O N S

• The Downtown is performing very well during the summer season, with high levels of visitors frequenting 

downtown businesses. Since many businesses operate at full capacity during the peak season, there is little 

opportunity to increase the customer base during these months.

• Between the end of September through May, the visitor customer base drops significantly, creating a 

significant gap in the number of customers and revenue needed for business operations. 

• New retail, including restaurants, may be viable in the downtown area, but new businesses would likely 

follow the seasonal patterns set in place by existing businesses. This pattern dramatically affects current 

and prospective business operations in Downtown and can bring challenges in sustaining operations outside 

of the summer season and also leads to limited hours of operations for businesses that do operate in off-

peak times. 

• Pop-up food truck activation strategies that occurred during the pandemic are viable solutions for enhanced 

downtown vibrancy. 

• Targeted seasonal events, especially during the fall and winter, can help drive visitor traffic to the downtown 

during off-peak months. Importantly, events can increase the exposure of Sodus Point and its businesses to 

families and younger customers– an important step towards sustaining and growing the local customer base. 
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PRELIMINARY RECOMMENDATIONS
R E C O M M E N D A T I O N S  F O R  T H E  V I L L A G E  O F  S O D U S  P O I N T

• Bring more visitors to Downtown Sodus Point through a targeted visitor attraction strategy that 

enhances the off-season customer base for downtown businesses and introduces new 

customers to Downtown Sodus Point.

• Continue to improve the perceptions and experience of Downtown Sodus Point through 

strategic placemaking efforts, demonstrating fresh investment in the area. 

• Bolster partnerships to increase the Village’s capacity while strengthening relationships with the 

Sodus Point community, regional partners, and the short-term rental market stakeholders. 

Immediate Goal

Improve the retail viability 

conditions in Downtown Sodus 

Point by enhancing the downtown 

customer base to support more 

commercial activity. 

Encourage more visitors during the 

shoulder seasons and off-peak 

months to enhance the economic 

resiliency of the downtown and 

bolster business operations. 

Long-Term Goal

Expand retail spaces with new 

development in the downtown 

and lengthened season of 

activity and vibrancy.  

Recommended Near-Term Strategic Actions 
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R E C O M M E N D A T I O N S  F O R  T H E  V I L L A G E  O F  S O D U S  P O I N T

IMPLEMENTATION STRATEGY
Action Strategy Timing Partners Priority Impact Cost

Bring more visitors to Downtown Sodus Point through a targeted visitor attraction strategy that enhances the off-season customer base for downtown businesses and 

introduces new customers – especially families – to Downtown Sodus Point.

1A Facilitate a winter event program that brings visitors to Downtown Sodus 
Point in the off-season. Align event programming with winter activities, 
nearby winter assets, and bring families to the area. 

Near-Term
2022-2023

Village; NASP; Sodus Bay Historical 
Society, Rotary, Ice Boaters, Snowmobile 

Clubs, and Related Industry Groups; 
Wayne County Tourism; New York State 

Main Street; ESD

High High $$$

1B Work with regional partners to identify nearby and off-season visitor 
attraction events and assets. Provide information to downtown businesses 
to encourage promotion of local events to tap into the nearby visitor base. 

Ongoing

Wayne County Tourism; Sodus Chamber 
of Commerce; Webster and Penfield 
Chamber of Commerce; Rochester 

Chamber of Commerce

Moderate Moderate $

Continue to improve the perceptions and experience of Downtown Sodus Point through strategic placemaking efforts, demonstrating fresh investment in the area. 

2A Develop a façade improvement initiative for businesses located in the 
downtown area. Identify resources and support property owners in 
physical improvements to building façades along Bay and Greig Street.

Near-Term
2022-2023

Village; Business Owners; Economic 
Development Committee; NASP

High Moderate $$$

2B Implement placemaking improvements that encourage customers to stay 
Downtown longer. Install picnic tables in Willow Park to provide enhanced 
seating options downtown for customers placing carryout orders.

Underway
Housing Trust Fund Corporation; NYS 

Homes and Community Renewal
High High $$

Bolster partnerships to increase the Village’s capacity while strengthening relationships with the Sodus Point community, regional partners, and the short-term rental market 

stakeholders. 

3A Strategize for resources and opportunities that enhance the funding and 
capacity for the Village to implement near-term actions. 

Ongoing
Village; Economic Development 
Committee; Wayne County EDC

High High $

3B Prioritize clear and consistent communication with Sodus Point residents, 
business owners, and other stakeholders.

Ongoing
Village; Sodus Point Residents; LWRP 

Waterfront Advisory Committee; NASP
Moderate Moderate $

3C Partner with and support short-term rental market stakeholders to provide 
streamlined resources for the accommodation industry and marketing 
resources for local businesses. 

Mid-Term
2023+

Village; Short-Term Rental Property 
Owners and Management Companies; 

Local Economic Development Committee
Moderate Moderate $
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IMPLEMENTATION STRATEGY ( C O N T I N U E D )

Bring more visitors to Downtown Sodus Point through a targeted visitor attraction strategy that enhances the off-

season customer base for downtown businesses and introduces new customers – especially families – to 

Downtown Sodus Point.

Recommended initial action steps include: 

❑ Support the planned Rotary Club winter event anticipated for 2022. Advocate for the 

event and communicate the benefits the event can bring the local business 

community. 

❑ Assign a key person to lead research efforts to learn more about successful events 

that can serve as models for a new fall event in Sodus Point. Research should include:

❑ Developing a list of comparable and relevant case studies, contact 

representatives of the event, and discuss advice, resources, best practices, and 

suitable lessons learned to help Sodus Point develop a successful signature 

event. 

❑ Identifying available grant resources at the local county, regional, and state-

level about how to apply for specific grants and be eligible for grant resources 

to fund this signature event. 

❑ Conducting a SWOT assessment to determine the most optimal event for 

Downtown Sodus Point, likely in the fall. Consider the operational implications 

of event timing to ensure that the recommended event schedule aligns with 

achievable downtown business operations. 

Facilitate a fall and winter event 

program that brings visitors to 

Downtown Sodus Point in the off-season. 

Align event programming with seasonal 

activities, nearby assets, and bring 

families to the area. 

Meeting Local Business Needs
Stakeholders in the Downtown Sodus Point 
business community recommend targeting a 
new signature downtown event in the fall. 
This strategic action will help increase sales 
revenue as customer levels taper off before 
some businesses close for the season. 
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IMPLEMENTATION STRATEGY ( C O N T I N U E D )

Work with regional partners to identify 

nearby and off-season visitor 

attraction events and assets. Provide 

information to downtown businesses to 

encourage promotion of local events to 

tap into the nearby visitor base. 

Recommended initial action steps include: 

❑ Create a digital database of events and tourism assets near Sodus Point and attract 

people during the fall, winter, and spring seasons, particularly October through May. 

Reach out to Wayne County Tourism and nearby Chamber of Commerce(s) to develop this 

inventory. Update the database regularly.

❑ Develop an email listserv of applicable Sodus Point businesses. Provide regular email 

updates to businesses about upcoming events. Encourage businesses to leverage social 

media to attract event attendees and visitors to downtown businesses before and after 

events.  

Continue to improve the perceptions and experience of Downtown Sodus Point through strategic placemaking 

efforts, demonstrating fresh investment in the area. 

Develop a façade improvement 

initiative for businesses located in the 

downtown area. Identify resources and 

support property owners in physical 

improvements to building façades 

along Bay and Greig Street.

Recommended initial action steps include: 

❑ Select a person or organization to contact local, regional, and state players to understand 

available financial resources and grant opportunities to initiative a façade improvement 

initiative in the downtown area. 

❑ Create a contact list for relevant funding sources, including Wayne County, regional 

tourism bureaus and economic development entities, New York State Main Street, Empire 

State Development, etc. Reach out to each stakeholder to determine available financial 

opportunities, including grant eligibility and resource applicably. Secure funding sources.

❑ Establish a program such as a grant program or revolving loan fund for Sodus Point 

property owners and businesses reflective of available financial resources. Consider small-

scale, incremental approaches like signage grants and painting programs if limited 

funding is available. 

Meeting Local Business Needs
The first impression of a downtown plays a 
strong role in customer experiences. 
Continuing to improve the physical realm of 
the downtown helps ensure visitors return. 
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IMPLEMENTATION STRATEGY ( C O N T I N U E D )

Implement placemaking improvements 

that encourage customers to stay 

Downtown longer. Install picnic tables 

in Willow Park to provide enhanced 

seating options downtown for 

customers placing carryout orders.

Recommended initial action steps include: 

❑ Complete the Willow Park improvements that are currently underway to provide more 

seating options and picnic tables in the park.

❑ Explore parking conditions and opportunities in Downtown Sodus Point, particularly for 

parking options and availability for boats and trailers as well as snowmobiles. Consider 

enhancing signage to direct visitors to the available municipal parking lots near 

businesses.

Bolster partnerships to increase the Village’s capacity while strengthening relationships with the Sodus Point 

community, regional partners, and the short-term rental market stakeholders. 

Strategize for resources and 

opportunities that enhance the 

funding and capacity for the Village to 

implement near-term actions. 

Recommended initial action steps include: 

❑ Complete the partnership strategy worksheet in the Appendix of this report to 

determine leaders and partners to initiate the recommended strategic actions.

❑ Explore funding availability at the local, regional, and state levels to hire capacity for 

implementation actions. Refer to the Implementation Matrix provided in this report for 

insights on impact, timing, and priority to help identify the sequencing of actions and 

allocation of resources. Apply for applicable grants.

Meeting Local Business Needs
Some Downtown Sodus Point business 
owners communicated that customers and 
visitors have difficulty with access and 
availability of parking, particularly for boats 
and snowmobiles. 
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IMPLEMENTATION STRATEGY ( C O N T I N U E D )

Prioritize clear and consistent 

communication with Sodus Point 

residents, business owners, and other 

stakeholders.

Recommended initial action steps include: 

❑ Through in-person meetings and digital channels, share the status of the Village's 

efforts to improve the vibrancy of Sodus Point's downtown. Sodus Point's stakeholders 

represent various perspectives and needs, many of which will be impacted by downtown 

revitalization efforts. As market conditions change in the future, continue to engage 

stakeholders to ensure that strategies remain applicable, feasible, and in the community's 

best interest. Consider the following groups and communities when developing 

communications: 

• Residential Community 

• Business and Property Owners

• Accommodations Industry 

Partner with and support short-term 

rental market stakeholders to provide 

streamlined resources for the 

accommodation industry and marketing 

resources for local businesses. 

Recommended initial action steps include: 

❑ Establish an electronic listserv of short-term rental and accommodation industry 

property owners to allow for easy and efficient communication with property owners 

and managers. Create an online sign-up option for the listserv on the Village’s website 

and promote the sign-up option through various communication channels. Use the 

listserv to spread awareness of upcoming events, new businesses, tips to enhance 

visitor experiences, and Sodus Point marketing collateral as described below. 

❑ Create marketing collateral such as postcards, brochures, or magnets, and distribute to 

short-term rental property owners to encourage off-season visits to Sodus Point and 

promote local businesses. 

❑ Encourage businesses to sign up for Airbnb Experiences and similar services to promote 

themselves to overnight Sodus Point visitors. 

Meeting Local Business Needs
Marketing more directly to tourists and 
visitors via Airbnb and overnight 
accommodation hosts can encourage more 
customers to visit local businesses 
throughout all times of the year. 
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Facilitate a fall and winter event program that brings visitors to Downtown Sodus Point in 

the off-season. Align event programming with seasonal activities, nearby assets, and 

bring families to the area. 

A P P E N D I X

IMPLEMENTATION WORKSHEET
Designated Partner(s):

Work with regional partners to identify nearby and off-season visitor attraction events and 

assets. Provide information to downtown businesses to encourage promotion of local 

events to tap into the nearby visitor base.

Designated Partner(s):

Develop a façade improvement initiative for businesses located in the downtown area. 

Identify resources and support property owners in physical improvements to building 

façades along Bay and Greig Street.

Designated Partner(s):

Implement placemaking improvements that encourage customers to stay Downtown 

longer. Install picnic tables in Willow Park to provide enhanced seating options downtown 

for customers placing carryout orders.

Designated Partner(s):

Strategize for resources and opportunities that enhance the funding and capacity for the 

Village to implement near-term actions. 

Designated Partner(s):

Prioritize clear and consistent communication with Sodus Point residents, business 

owners, and other stakeholders.

Designated Partner(s):

Partner with and support short-term rental market stakeholders to provide streamlined 

resources for the accommodation industry and marketing resources for local businesses. 

Designated Partner(s):
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