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len facts that are changing
American cities and towns




Convenience rules the day
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/0% of all consumer
oricks-and-mortar spending takes place

arter. @00 pm

Are you open’/




Priorities: safe, well lit, full of ife and people




5 We vvant out of our cars

92
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Only 70% of Millennials have'a drivers license. Age: 24
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—— Active: 14 hoUrs a day
6 Primary draw: 4 to © hours
Complementary activities: 8 to 10 hours




Top complementary activity:
7 I Shopping, dining & entertainment in a

pedestrian-friendly intimate setting
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Sidewalk cafes entertamment boutigue shops
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is no longer an option
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“Uncle Paul”
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Chania, Greece on the Island of Crete







A sense of place
A sense of community: authentic (local) businesses

Cultural depth: Music, performing arts, visual arts
Locally sourced: Eateries, retailers, artisans

Adds up to an real “connection”




J i " T H e =
,.I‘. . J | ’Q | 5 -Illlfahll “ ‘*

._u-.-‘—v'!ﬁ'

" Itall adds up o
Jobs are gomg vvhere the talent is
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The new reality

Community development is leading
economic & tourism development.

Welcome to the age of
PlaceMaking
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Your mission
To become the most desirable place o live
IN your market area.




1he renaisgance has begun










Rapid City,_ So%th Pakota '+




FCaldwell, Idaho

FUTURE SITE OF

Caldwell’'s Community Gathering Place!

Valparaiso, Indiana

y ’r‘—';-
e R







The new focus: \\Vhere we go after work and on weekends.
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Full of life: Artisans in action




FUII of life: Food trucks & vendors
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Festivals & events. The place to celebrate life. Think of downtown as youﬁr stage.
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People want. downtowns more than ever before. ..




Station Park in Farmington, Utah
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The Village at Meridian
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Downtown should be your very top priority
Economic Develoment | Tourism | Community development




Downtewaksicritical to' your sStICCEsS

The heart and soul of any community - besides its
people - is its downtown,




20 Ingredients of an

Amazing Downtown

Destination
Development



We set out to find answers

Sunvey | 2,000+ downtowns and downtown districts.
- 400 most successful examples: U.S. and Canada

[
Found | The 20 most common ingredients for success.

Biggest challenge | Thinking that beautification and streetscapes
 will revitalize a downtown. You're only half done
and are doing it backwards.

Criteria used 1o find the best of the best
Downtown or a downtown district

Less than 2% annual turnover rate
Less than 1% vacancy rate (at-any given time)
All businesses open year round

Downtown is a primary attractor for visitors




Who takes the lead

art I

art |I:
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The property owners list

The public-sector (city or town) lis

What the merchants need to do

The 20 Ingredients Checklist

(=)

. They began with an Action Plan: what

. They defined a strong brand and retail

=)

C

. They each have “anchor tenants”

o

Lease agreementsincluded defined
operating hours and days - extending
hours into the evenings.

Lodging, apartments, condos.

Pioneers with patient money were
convinced to invest.

C
tn

a“demonstration project”

o
©

They have solved the parking dilemma:
signage, time limits, new parking tech-

O 10. Public washrooms/restrooms - open
around the clock.

place a check mark for each of the ingredients that your
of the three you think should be the top priorities THIS YEAR.

downtown will be and how to get there.

focus. This drives the future of downtowns.

They orchestrated recruitment of ‘crtical
mase” or “clustering The 10+10+10 Rule-

. People living and/or staying downtown-

. They started with just one or two blocks -

<community currently has and, then circle the check mark

o
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_ Development of programmed gathering

. Creation of good first impressions:

. Design, fabrication & installation of

. Sidewalk cafes and intimate surroundings.

. They invested heavily in retail

. They provide activities and entertainment:

. They gave downtown districts

places: plazas and public assembly spaces:

Community Gateways.

2 wayfinding system: vehicular and
pedestrian.

A good first impression: downtown or
district gateways.

A narrow Main Street (one lane each
direction) - an intimate setting.

What to do

20120 signage: retail blade signs, rules and
regulations.

Pick three of these and commit
to getting them done in 2019.

peautification: curb side, facade side,
benches, pots, planters, street trees.

bring downtown to life! Street vendors,
musicians, magicians, food trucks...

2 name making them a“destination”
rather than just a“designation’

Destination Development
Association




Nearly all began with a plan

Always start with a plan
Branding (what is it you want to be known for?)
Development (what you need to do to “own” the brand)

(
& Marketing (how to tell the world)
Action Plan (the to-do list)




Strategic plans vs. Action Plans
Strategies, goals, objectives: no more than 3 pages.

An Action Plan is a “to do list.”
- A description of the recommendation
- Who's charged with implementation
- How much will it cost?
- Where will the money come from??
- When would it be done?
- The rationale for doing it.
- How to implement it (with specifics)
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f the Main Street USA program.
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Marketing of the plaza to the general public

i
hours, downtown beautifcation, development of additional park
findi

NOTE:Since this recommendation was originally written the ity
‘who's focus willinclude the implementation of this plan. We appld
218 the effort With this plan, the goal is to accomplish and fulfl each

14, Getyourbest spokespersd

0115, Seek funding sources for

Q 17, Deve

6
Description - Plaza Programming, Development & Management

2118, Contactfordowntown by
119, Develop a lowino interest
20, Createa downtownDeslg July

Q 21, Wite and adopt sidewalk Taking the lead - Destination Caldwell City of Caldwell

an Tax}
an I “The Indian Creek Plaza is
dwel,

PBorianding, Development
& Marketing Action Plin

May, 2016

Q 25 Create

e 26, 8ring the commercial bulk

EE2
an lease rat
hundred days of the year.
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930, Developa business & fund foan endand il
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¢ 201 /31, Contactfor ongaing phot
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Caldwell
Provide a central gathering place for ALL residents of Caldwel

Don’t let local politics kill ‘ybur efforts.™
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Destination Assessment

Q Vehicularwayfinding
Q) pedestrian wayinding
0 Business mixin downtown disticts

Q Community

Q Downtown

Q Crosswalks

Q1 pedestran accessibilty
() Business operating hours
O costomer service (et

O reai signage

(2 Eexterior re

il displays
[ sandwich boards
Q Tempo

[ Streetscapes.

rylportable signs
O waterfeatures

Q publicart

Q) Gathering places (ublicprivate)
O outdoor dining

O internet accessibilty

Q) ilboards/outdoor marketing
Q) Retal beautication

Q Citcal massfclustering

O Atractons mix

QO seasonality

Q) Recreational activites

Q1 supporting vendors

Q Evening activtes

Q) vistor information avallabilty

Q Cross-selling ability

[ Diversionary activities

Sixty Key Elements Reviewed ina

[ Primary draw/opportunities
[ Historical attractions/museums
O Cultural activities/facilities

Q) porking imelimis, avalabiity)

QO pedestian accessbl
[ Parks and public spaces (outdoor)
Q) public assembly spaces (indoor)
O Facades and architecture

[ Linkages: Activities and amenities
[ supporting services/amenities

O Overallquaity (retal, business m)
02 orands and perceptions

Q curbappeal

O Community maintenance

0O Beautifcation (public access re2s)
Q pole banners

[ Anchor businesses

Q Hiddengems

Q Continity

[ Visual cues, first impressions

Q1 Residentil neighborhoods
Qe
=)

Q) Transportation (rail,ferry, public)

oint impressions

ess and egress from highways

Q0 Industrial areas
[ Community arts programs.

2 safet

actors - day, night

[ Invitations vs. rejections (retail
Q Useoftechnolosy

2 Lodging facilities

Destination Development
Association




They defined a strong brand and retail focus

All 400 downtowns had this ingredient




Downtown branding focus ideas

Kids & family

Food (restaurants, farm to table)
Nightlife (micro-brews, theater)
Water (water features, splash pad)
Antiques

Western wear & home accents
Recreation (but specific)

Performing arts

Visual arts (artists in action)
Gardening

Festivals & events

Upscale shopping

Biking

Health & wellness







Deeldeanvhatyou want the focds to be
And that will dictate. the

- Types of activities & events (programming)

- Streetscape design

- "lypes of businesses. you'll attract downtown.,




Update Status [7&] Add Photo / Video ==

Ask Question

Stacey - UA graduate. Time to celebrate!
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They orchestrated recruitment of
‘critical mass” or “clustering.”




- ™

The Ten+Ilen+len rule

In three lineal blocks




Places:that sell food:
Soda fountain, coffee shop, bistro, cafe, sit-down restaurant,
wine store, deli, confectionary.

Destination retall snops:
Galleries, antiqués,. collectibles, books, clothing, home
accents, outfitters, brand-specific retail, garden specialties,
kitchen stores, cigars, etc.
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Places open.after 6:00:
Entertainment, theater (movies, performing arts), bars & bistros,
specialty shops, dining, open air markets;-etc.

The "mall mentality?

Qpen hetrs + Consistent hours and days
Evenings . Open late into_the evening hours
Clustering  Like businesses grouped together: clustering
Anchors  Recruit and promote the anchor tenants

Place A central gathering place




Think

Antique malls - 10x the business when together

BBellgis

Auto malls - 7x the sales when together




Think

Cormer gas stations and fast food
Lifestyle retail centers
Food courts




Point

Sometimes you have to orchestrate the effort.
- Start with property owners, not tenants.
- It only takes a one-third buy-in.

£ asenss

& =

New realit
Many are now restricting the use of street-level businesses

Many also restricted chains & franchises




They each have “anchor tenants”
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“THE BEST
CINNAMON ROLLS

IN THE WEST!”

FARIWAN, Ut =




YUMMM! 88
“BEST CINWANON ROLLS

" N THE WESTLZ

| ease agreements include defined
operating hours and days
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70% Of || consumer retéil épending takes place after 6:00 pm
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70% of all consumer retall spending
takes place after 6:00 pm
















Are you open’?







m Studio Hours
() ()

g g Morday - Friday 130 pm - SO0
Fl‘iday Sept 21t 1100 1200 SrCarmne. |

Momngs oW

OPEN

By Appointment Only
Through 11/15/18

Call
208.720.1467
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Dest\nat\onDe\/e\opment‘org

People living and/or staying downtown:
Hotels, condos, loft apartments




Former schools | warehouses | office buildings | banks | manufacturing buildings

Live Life Here

Properties

Available Rentals
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Pioneers with patient money
saw the opportunity and invested
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Richard and Vertis Mason
FROM A DEAD DOWNTOWN  discuss downtown
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INGREDIENT

They started with just one block -
a "demonstration project”
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THESE ARE ALL DRIVEN BY YOUR PROPERTY OWNERS

® Branding, Development & Marketing Action Plan (public project)

Finding a strong focus (your brand) - by district

Orchestrating the critical mass of like businesses (clustering)
Finding, recruiting or developing your Anchor Tenants
Working lease agreements: common operating hours & days
Recruit lodging or downtown residential (not street-level)

Find or recruit pioneers with patient money

Start with a one-block demonstration project




Part IIl: The public sector to-do list

9

Solving the parking dilemma




Point

Two hour parking dramatically reduces
spending & repeat visits




What to do

If you insist on twe-hour parking, tell'me
WHERE
| can find 4-hour or all-day parking.
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Does parkingfhave tofoe free?

No. It just has to.be “worth it.”

Note: Revenues should be re-invested back into
the area where the revenues were generated.

R ¢ e I —
Angle-in parking increases spending by more than 20%
and increases the numbeﬂr_‘ of parking spaces by a third.
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Addressing the debate and myth

“You take away my parking, you'll kill my business”
“We need more parking!”




WAL*MART

SUPERCENTER




“Are you telling me your business is
! =n* not worth walking two blocks for?”
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Public restrooms







RESTROOMS ARE
FOR CUSTOMERS
ONLY

THANK YOU
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Foint

- Restrooms attract more than flies
- Put them where people can spend money
- Relieved visitors spend more!
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Gig Harbor, WA
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Development of programmed
gathering places




Main Street Square
Rapid City, South Dakota
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Movie Night: Main Street Square, Rapid City SD
Igrew up 0 Rapid City, and ¢ was never a3 cool as it is now.

Ovation Plaia




Caldwell Idaho

FUTURE SITE OF
'@LD'EL[ Caldwell’s Community Gathering Place!
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The secret sauce Is
Programming!

250+ days a year

People first | Retail will follow










