
 

TRANSFORMATION
STRATEGIES



Transformation Strategies – generated
through meaningful community
engagement and informed by an analysis
of the district’s market position — help to
guide a revitalization program’s work. An
effective Transformation Strategy serves a
particular customer segment, responds to
an underserved market demand, or
creates a differentiated destination.

From October 2020 - January 2021, The
Milk District conducted a series of
meetings, surveys, and discussions to form
its transformation strategies and help
focus its work for the years to come.

Through this process, The Milk District
has identified the following strategies to
guide its work. 
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COMMUNITY SURVEY

This online survey, conducted over eight weeks,
aimed to identify community sentiment about The
Milk District and how people. 
The survey was marketed through email and social
media to over 40,000 followers. Local residents
were engaged through yard signs and a 4,000 piece
mailing, as well as neighborhood association
newsletters, an article in the Downtown
Community Paper, and advertisements on
Nextdoor. 
339 responses were collected.

COMMUNITY
SURVEY

MISSION

VISION

DINING, ARTS AND ENTERTAINMENT

HEALTH, WELLNESS, AND THE ENVIRONMENT

To enhance and preserve the small business community, while nurturing the arts, culture, and
ongoing development of our creative district.

The Milk District is a diversely dynamic neighborhood for locals that has become a draw for the
region and a must-stop for visitors to get to know the city, a hive of creativity and culture in the
heart of Orlando. The District strives to lead the region as home to authentic cultural
experiences, destination dining, live entertainment, outdoor activities, and an innovative
workforce. Through embracing its grassroots spirit and gritty character, The Milk District works
side by side with independent businesses to foster community and human connections that impact
all parts of daily life.

Focuses on things people do for fun, usually in the evenings while supporting the artists and

creative professionals that make The Milk District unique.

Pulls together retail, recreational, educational, and professional businesses and organizes them

around improving people's wellbeing while pursuing environmentally friendly economy for The

Milk District

Leverages the unique places, people, and experiences in The Milk District to encourage people to

visit The Milk District from elsewhere.

TOURISTS AND TOURISM

TRANSFORMATION STRATEGIES
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“What Businesses do you most often patronize in The Milk District?”

COMMUNITY SURVEY
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“What three words come to mind when you first think of The Milk District?”



“What three business types would you most like to see more of in The Milk
District?”

RETAIL SURVEY
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Write-In Responses

"Recreation for Seniors"

"Organic Food"

"Outdoor Art"

"New Age Shop"

"Dog Friendly Brewery"

"Community space/ resource center "

"Dog park"  

"Local Movie Theatre" "Outdoor Movies"

"Thrift"

COMMUNITY SURVEY

0 50 100 150 200 250

Art and Craft Supplies 

Bars 

Bookstores 

Clothing - Children's 

Clothing - Streetwear 

Clothing - Women's/Botique 

Clothing - Men's 

Coffee Shops 

Co-Working Space 

Bakery 

Casual Dining 

Table Service Dining 

Drug Store / Pharmacy 

Electronics 

Entertainment 

Gallery or Art Space 

Grocery 

Home Goods 

Shoe Store 

Sporting and Outdoors 



“Do you regularly use any of these recreation facilities or programs?”

THE GREAT OUTDOORS
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COMMUNITY SURVEY

0 25 50 75 100 125

Bike Trail - Lake Underhill Path 

Bike Trail - Cady Way 

Bike Trail - Bumby Multi-use Path 

Orlando Skate Park 

Orlando Mountain Bike Park 

Festival Park - Basketball Courts 

Festival Park - Volleyball Courts 

Festival Park - Fields / Open Areas 

Festival Park - City Recreation Programs 

Cherry Tree Park 

Col. Joe Kittinger Park 
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“Do you regularly attend these type of entertainment events in The Milk
District? (Pre-COVID)”

ARTS & ENTERTAINMENT

COMMUNITY SURVEY

0 50 100 150 200

The Plaza Live - Touring Music Act 

The Plaza Live - Touring Comedy or Drag Performance 

The Plaza Live - Orlando Philharmonic 

Bar, Restaurant, or Coffee Shop - Local or Touring Music Act 

Bar, Restaurant, or Coffee Shop - Movie Night 

Bar, Restaurant, or Coffee Shop - Comedy or Open Mic 

Bar, Restaurant, or Coffee Shop - Burlesque or Drag 

Bar, Restaurant, or Coffee Shop - Other Events 

Milk District Produced Events - Rockin' Robinson, The Milky Way 

Milk Mart Vendor Markets 

Events in Festival Park 

COMMUNITY

People taking ownership of their neighborhood and supporting the independent businesses that make
it work.

It's a bunch of liberal/progressive small business owned, indie style places that has a unique flair and
personal touch. Filled with a lot of community and social justice. Lots of care.

The Milk District is the most distinct MainStreet in Orlando because of its unique style of shops and
entertainment, as well as the type of community the locals have fostered.

It's local business that care about you not just your money. It's not a big corporation that only cares
about the bottom line.

Your awesome cohesiveness

There's a cool, eclectic vibe that has a truer sense of community than other main streets of Orlando.

The Milk District strikes a unique balance between retaining its historical roots and atmosphere while
still being able to foster a community that's open to change and creativity.

IDENTITY 
“In one sentence, what sets The Milk District apart from other places?”
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COMMUNITY SURVEY

“In one sentence, what sets The Milk District apart from other places?”

IDENTITY 
AUTHENTIC

The milk district is unique because it incorporates local staples with newer businesses that are held to the
same standards of being local and one of a kind/kitschy.

It's a local spot where residents of the community can embrace the diversity and culture Orlando City has
to offer.

Proximity to Parks, genuine feel to it, convenient access

The ability to grow while maintaining genuine Orlando culture.

The atmosphere is fun and down to earth.

The food truck event and sideward brewery are establishments/events
that set it apart. The vibe is a bit more edgy than other nearby neighborhoods (eg Baldwin, Thornton)

It has more art, LGBTQ hangouts, food and nightlife consolidated into one area than I've seen elsewhere.

The uniqueness of the business offerings and the late night hours of local places (it's nice to eat somewhere
after midnight that's not Denny's or Steak n Shake)

Everyone in the milk district is wholly present.

We have no mold we are trying to fit into, Milk District is as diverse as its residents and visitors. As such, we
are able to adapt to what people need and want. Its a special place that is slowly growing and establishing a
unique identity that people are becoming more and more aware of.

WALKABILITY AND ACCESSABILITY 
Its walkability to an evening's enjoyment.

The Milk District seems to be a more reasonably priced, walkable locale with more of a neighborhood feel
than other area districts.

NOT ALL POSITIVE

Honestly, not much. I wish there was more architecturally interesting buildings.

Very little. I don't know that I associate the neighborhood with any specific characteristic other than it being 
 a geographic location.

It's quirky and unique and fun. But good luck parking. Parking is a nightmare.

Gentrification / hipster feel

It is better than some neighborhoods but Audubon Park still wins for overall best.

(attempting to be) trendy, millennial-focused.

What set it apart from (past tense): Indigenous, organic, eclectic, genuine. Present tense, gentrifying, inflated,
gratuitous promotion.

The Milk District is still working on milking all the money out of the residents that have lived here for
generations and pushing them out  of the neighborhood.

The problem is that it doesn't set itself apart from other places that are located downtown.

Improve the look with more sidewalks/trees (Similar to how bumby has improved on the other side of 50)
and less run down buildings.

Lots of potential for a thriving business district. Complete streets, wider sidewalks, bike lanes and parking are
needed. Landscaping and trees would look nice, provide shade and slow down speeding traffic.

Currently, its a bit sporadic and it lacks a continuity of some of the buildings and places of interest; further
development seems to be needed to further connect the area
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“What are the top three issues facing The Milk District?”

CHALLENGES

COMMUNITY SURVEY

0 50 100 150 200

Bicycle / Pedestrian Friendly Infrastructure 

Crime and Vandalism 

Cleanliness 

Ethnic or Cultural Diversity (lack of) 

Entertainment Options (lack of) 

Family Friendly Experiences (lack of) 

Homlesessness 

Housing (lack of) 

Inconsistent Store Hours 

Parking (lack of) 

Traffic 

Variety of Retail Options 



WHAT BEST
DESCRIBES
YOUR ROLE IN
THE DISTRICT?
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STAKEHOLDER SURVEY

A second online survey was sent seeking responses from
people who currently work, own businesses, or property
in the District. An effort was also made to connect to
those who once were in the District, but no longer have a
presence, due to business closure or relocation.
This survey was distributed by email and social media,
with requests for businesses to share with neighbors and
property owners. Additionally, a 452-piece mailing went
to all business addresses in the District, inviting
participation.  In total, 29 businesses responded.

STAKEHOLDER
SURVEY

0 5 10 15 20 25

Business Owner 

Property Owner 

Business Manger 

Employee 

Board or Committee Member 

HOW WELL DOES THE
MILK DISTRICT'S
MISSION DESCRIBE
OUR CURRENT
WORK?

Not At All    Very Well

20 

15 

10 

5 

0 

MISSION:
To enhance and preserve the small business
community, while nurturing the arts, culture, and
ongoing development of our creative district.



ARE YOU A
PAID MILK
DISTRICT
MEMBER?
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STAKEHOLDER SURVEY

HOW LONG
HAS YOUR
BUSINESS
BEEN IN THE
AREA OR
HAVE YOU
OWNED
PROPERTY IN
THE AREA?

1-2 Years
28.6%

3-4 Years
17.9%

5-9 Years
17.9%

10-19 Years
10.7%

40+ Years
10.7%

< 1 year
7.1%

20-29 Years
3.6%

Yes - Current Member
86.2%

No - Never
6.9%

No - Lapsed
3.4%

I don't know
3.4%
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“What three words come to mind when you first think of The Milk District?”

COMMUNITY SENTIMENT

STAKEHOLDER SURVEY

What is the best thing about The Milk District?

The inc lus ive and support ive  nature .
The d ivers i ty  of  the bus inesses
The sense of  community .  And Zac is  great .
I t ’ s  growth and wonderfu l  sense of  community .  
Centra l  locat ion and ease of  major  h ighways I t  i s  a  fami ly .  And everyone fee ls
welcome
It  just  fee ls  comfortable  : )
Zac  Al fson is  awesome to work with!
I t ' s  not  downtown.  
Ambiance
The strong sense of  community  
The execut ive d i rector
Qual i ty  ne ighbors
The v ibe when we dr ive  through fee ls  so  great !  
I t  could  be a  great  shopping and enterta inment  market  r ight  off  of  lake Eola !  
The bus iness  owners  and the people  who l ive  here are  pass ionate about  the
area and making i t  better  
Great  bus inesses  and people
I ts  rea l ly  cool  and open to  creat ive  smal l  bus inesses
Locat ion
non chain  bus inesses  
The humble  and accept ing att i tude.  
Zac 
Being a  dynamic  area
Been around a  long t ime



Why did you decide to locate in The Milk District?
APPEAL
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CHARACTER
The Milk District has always been a vibrant and lively part of the Orlando Community, we wanted
to be a part of that.
It had a vibe that was reminiscent of the funky neighborhoods of Portland, Oregon, where we first
fell in love with our food truck park concept. 
It's local and popular
Proximity to culture and events, dining options, transitioning neighborhood good for investment
and growth. 
The community vibe
Loved the area and great for up and coming small businesses
We live on Corrine Drive and really wanted to be a part of an up and coming small business
community.
up and coming area with a strong local following

LOCATION 
a perfect location 
Central in respect to all of Central Florida. 
Perfect location for a store front. A sense of small community. 
we also wanted to stay close for current members and we were in the neighboring Conway
neighborhood prior to opening here. We love being here 
Great neighborhood for small business. Central to all Orlando neighborhoods. 

ECONOMIC
Cheap Rent
I chose the location because it's suited to my business needs and goals. It just so happened to be in
the Milk District.
Real Estate opportunity 
Opportunity 

LEGACY
Owned property before area became “The Milk District”
I grew up in this area so it was a perfect fit 
We are lucky enough to have been born in the milk district before it was even a thought. And for
that we are thankful 
purchased building in area
Bought the shop when it was already there :)
"I grew up in the area It’s always been in my life 

WOULD YOU LIVE
IN THE MILK
DISTRICT OR
ADJOINING
NEIGHBORHOODS
IF YOU COULD?

Yes
57.1%

No
14.3%

I already do
14.3%

Unsure
14.3%

STAKEHOLDER SURVEY



0 5 10 15 20 25

Bike Trails 

Orlando Skate Park 

Orlando Mountain Bike Park 

Festival Park Daily Use 

Cherry Tree Park 

Orlando Executive Airport 

Milk Mart / Pop-up Markets 

Events in Festival Park 
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STAKEHOLDER SURVEY

"Do these neighborhood amenities bring value to your business?"

ASSET MAPPING

YES                 MAYBE            NO

Very supportive of community and local businesses, generally invested in the growth of
our neighborhood.
The small business owners in the district care about our district. 
The Milk District brings a unique, hometown feel to a city full of chain stores and
restaurants.
The sense of community 
Also the longevity of the area and how established its been as well as the growth of the
airport 
The quick response and support when we are in need or struggling, or celebrating, is
beyond any other district 
We’re authentically home grown 
unique style of events
It is where my business is located.
Great mix of businesses. 
In person welcoming 
Our cool executive director 
I like the retro vibe and how it was kept historic and more eclectic looking then more
modernized like certain districts. 
The central location and festival park and the under initialized executive airport 
Welcoming of creative small businesses
Downtown, but not
uniqueness 
Zac
It’s small business and it’s culturally invested attitude.
a small town feel close to Downtown Orlando
My Business is here.

In one sentence, what sets The Milk District apart from other places?

IDENTITY
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STAKEHOLDER SURVEY

“What three business types would you most like to see more of in The Milk
District?”

RETAIL SURVEY

Write-In Responses

More shops for shopping and walking around, like an oversized outlet mall! Boutique

we really need Public Event Space (a building or community center) that is available for

residents and groups that is controlled by The Milk District and not the City. The Milk

District needs it's own space.

0 5 10 15

Art and Craft Supplies 

Bars 

Bookstores 

Clothing - Children's 

Clothing - Streetwear 

Clothing - Women's/Botique 

Clothing - Men's 

Coffee Shops 

Co-Working Space 

Bakery 

Casual Dining 

Table Service Dining 

Drug Store / Pharmacy 

Electronics 

Entertainment 

Gallery or Art Space 

Grocery 

Home Goods 

Shoe Store 

Sporting and Outdoors 



What are the top three issues facing The Milk District?

CHALLENGES
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0 5 10 15 20

Bicycle / Pedestrian Friendly Infrastructure 

Crime and Vandalism 

Cleanliness 

Ethnic or Cultural Diversity (lack of) 

Entertainment Options (lack of) 

Family Friendly Experiences (lack of) 

Homlesessness 

Housing (lack of) 

Housing Affordability 

Inconsistent Store Hours 

Parking (lack of) 

Traffic 

Variety of Retail Options 

Change of Character / Loss of "grittiness" 

STAKEHOLDER SURVEY



What do you most want to change about The Milk District?

OPPORTUNITIES
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INFRASTRUCTURE
Park ing and b ike/walkabi l i ty
More b ike/walk  f r iendly
Increased park ing .
Safer  roads ,  speed bumps on Robinson 
There needs to  be a  publ ic  park ing garage in  the neighborhood before any new
construct ion is  permitted.  That  park ing garage can be the vehic le  to  fund The Mi lk
Distr ict .  I t  i s  a lso  needed to  do any of  the th ings  that  are  l i s ted in  th is  survey.
Without  access  to  Free Easy Park ing . .people  wi l l  not  come to events . .and therefore
the d istr ict  wi l l  not  be able  to  grow.  
Better  systems for  pedestr ian safety  & more publ ic  park ing 
Pedestr ian t ravel  ab i l i ty
Traff ic  to  s low down on Robinson to  create  a  safer  space for  people  shopping.  
The lack  of  park ing especia l ly  at  the corner  of  S .  Bumby & South Street ! ! !

USES
More unique stores  other  than coffee ,  donuts ,  beer ,  and tacos .
We are  exc i ted to  see the p laza  theater  f lour ish  when Covid  craz iness  fades  
I  wish i t  was  a  l i t t le  more l ive ly  on a  day to  day bas is  -  more color ,  people  s i t t ing
outs ide ,  audib le  music  coming f rom bars  and shops whi le  you dr ive  down the streets ,
s idewalk  art ,  s t reet  performers ,  a  food truck on the corner  at  a l l  t imes . . .b ig  c i ty  v ibes
in  a  smal l  space.
Would love to  br ing in  more bus inesses  and just  bui ld  the area more and make i t  one
of  the top d istr icts  in  the Or lando area .  
The amount  of  bars  

BEAUTIFICATION
The c leanl iness/  look of  the bui ld ings  /area 
The c leanl iness .    
Park ing ,  C lean in  up
Cleaning up/ t rees
Dress  i t  up

MORE CHALLENGES
percept ion of  the homeless  fo lks ,  they need support  too
Be more equal ly  present  amongst  ALL bus inesses ,  not  just  some more than others .

STAKEHOLDER SURVEY



What is the one thing The Milk District can do to best support your
business?

OPPORTUNITIES
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promote on soc ia l  media
Fac i l i tate  park ing agreements  with  neighbor ing Mi lk  Distr ict  members .
Onl ine advert is ing
Cont inue to  ment ion our  bus iness  on soc ia l  media  
Help  with  appl icat ions  to  the City  for  mura ls/b ike racks/  grant  money 
Socia l  media  posts  are  super  he lpfu l .  
Reposts  on soc ia l  media !  Love that
keep ex ist ing
Having a  better  Soc ia l  Media  presence
Events
Giveaways
We love the soc ia l  media  posts ,  the markets ,  the informat ion about  stuff  in  the area
or  programs to  get  involved in  and be apart  of .  
Look for  ways to  attract  people  to  come to the area dur ing the day
Have more food truck events  
markers
Event  organizat ion and lett ing  people  know we are  here .  
refer  prospects  to  Park  P laza  
Br ing people  to  events

STAKEHOLDER SURVEY



0 5 10 15 20 25

This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Positive
61.5%

Neutral
26%

Negative
12.5%
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STAKEHOLDER SURVEY

ARTS
Transformat ion Strateg ies

Involves  a l l  creat ive  industr ies ,  inc l .  f i lm,  music ,  dance,  f ine  art ,  theatre ,  etc .

OVERALL SENTIMENT

SURVEY RESPONSES
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This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Positive
60.4%

Neutral
33.3%

Negative
6.3%

CONVENIENCE GOODS + SERVICES

OVERALL SENTIMENT
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STAKEHOLDER SURVEY

Transformat ion Strateg ies

Pursues  a  c luster  of  reta i l  and reta i l -serv ice  bus inesses  that  fu l f i l l  day-to-day needs
of  nearby shoppers .  E .g . ,  grocer ies ,  dry  c leaning ,  drug store , f lowers ,  hardware ,  etc

SURVEY RESPONSES



0 5 10 15 20 25

This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Positive
79.6%

Neutral
11.2%

Negative
9.2%

DINING + ENTERTAINMENT

OVERALL SENTIMENT
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STAKEHOLDER SURVEY

Transformat ion Strateg ies

Focuses  on th ings  people  do for  fun ,  usua l ly  in  the evenings .  Often serves  as  a
reg ional  dest inat ion.

SURVEY RESPONSES
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This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Neutral
51%

Positive
32%

Negative
17%

ELDER-FRIENDLY + AGING-IN-PLACE

OVERALL SENTIMENT
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STAKEHOLDER SURVEY

Transformat ion Strateg ies

Recognizes that people have different needs as they advance in age and life stage. An Elder-
Friendly strategy helps people continue living independently for as long as possible.

SURVEY RESPONSES
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This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Positive
75.5%

Neutral
20.4%

Negative
4.1%

FOOD

OVERALL SENTIMENT
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STAKEHOLDER SURVEY

Transformat ion Strateg ies

Establishes the commercial district as a food hub, including farmers’ markets, food
production, catering, restaurants

SURVEY RESPONSES
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This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Positive
75.5%

Neutral
20.4%

Negative
4.1%

GREEN PRODUCTS + SERVICES

OVERALL SENTIMENT

Pursues environmentally friendly economy for the commercial district; supports businesses
concerned with recycling and upcycling, and service businesses that use sustainable practices
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STAKEHOLDER SURVEY

Transformat ion Strateg ies

SURVEY RESPONSES
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This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Positive
44.2%

Neutral
43.3%

Negative
12.5%

OVERALL SENTIMENT

HEALTH + WELLNESS
Pulls together retail, recreational, educational, and professional businesses (including social
service orgs) and organizes them around improving people's wellbeing

P A G E  2 4

STAKEHOLDER SURVEY

Transformat ion Strateg ies

SURVEY RESPONSES
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This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Positive
67.7%

Neutral
20.2%

Negative
12.1%

OVERALL SENTIMENT

MILLENNIALS
Addresses the demographic slice born between the early 1980s and early 2000s. The
authenticity and “retro” nature of traditional business districts appeals to this generation.
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STAKEHOLDER SURVEY

Transformat ion Strateg ies

SURVEY RESPONSES



0 5 10 15 20 25

This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Positive
65%

Neutral
27%

Negative
8%

OVERALL SENTIMENT

Connects outdoor activities – camping, boating, hiking, climbing, hunting, etc. – with
supporting businesses and amenities. This includes outfitters and equipment sales,
restaurants and food services, accommodations, and others

SPORTS + RECREATION
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STAKEHOLDER SURVEY

Transformat ion Strateg ies

SURVEY RESPONSES
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This Strategy is good for my Business 

This Strategy is a good fit for the current District 

This Strategy is a good future goal for the District 

The Milk District could be a regional leader in this area 

Agree             Neutral             Disagree          

Positive
71%

Neutral
16%

Negative
13%

OVERALL SENTIMENT

Addresses people who visit the district from elsewhere, usually to experience something
unique to the place, such as history or architecture, arts and culture, or shopping.

TOURISTS + TOURISM

P A G E  2 7

STAKEHOLDER SURVEY

Transformat ion Strateg ies

SURVEY RESPONSES


