10 keys to create a

competit

By Brad Segal, President, Progressive
Urban Management Associares, andd
Arnold Ray. Principal, SzymemskifRay
LLC Y

uch has been written about

the downtown revitaliza-

tion phenomenon during
the past decade; however, it isa
trend that has not filtered to all com-
munities. While we read about the
successes of downtown Denver, Fort
Collins or Grand Junction, many
communities, particwlarly in small
and midsized markets, continue to
struggle to inject vitality into their
central business disiricts or Main
Streets.

Here are “Ten Keys to Creating a
Competitive Downlown" — 10
interdependent elements that are
essential (o creatirig a vital and sus-
tainable business district,

Form n clear vision

Successful downtowns have a
clear vision guided by a concise set
of goals and objectives based on the
community’s inherent strengths.
These strengths may be as varied as
market location, highway access, an
historical event or just a great restau-
rant. The vision for downtown
respects the community's aspiralions
— what it wauld like to he and the
image it would like to convey, This
vision is then tempered and adjusted
to be consistent with the realities of
the marketplace.
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Understand the marketplace

The most important step in
crafting a revitalization strategy is to
understand downtown's position in
the regional marketplace. Many
downtowns were formerly the retail
hubs of their communities. Most will
never retain this prominence again.
Successful business districts identify
& unique niche in the market and
reinvent themselves as a mnlti-
dimensional attraction that may
include dining, specialty retai,
eatertainment and living. To dete)-
mine a community's niche, conduct.
the lollowing internal evaluation:

» Evaluate the strengths and
weaknesses of downtown, Ask exist-
ing property and business owners —
they bring a tremeadous wealth of
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An artist's rendering for Original Aurora. Drawing by RNL Design.

current inarket experience and infor-
mation.

* Analyze demographics, pattemns
and trends. The 2000 census offers
revealing information about your
community. Reinforee this with
articles and research on national
demographic trends.

+ Identify downtown’s markefs —
past, present and fulwe. Who are
downtown's customers? They are
likely different from 10 years ago.
Be sure to include non-traditional
“anchors” such as libraries and other
civic facilities.

» Understand the real estate.

What are lease rates ant recent sales
prices? Do these costs allow flexibil-
ity o atiract new businesses, or do

they exclude certain business types?

Contimied on page 8
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* Get to know the competition,
Who does downtown compete with?
What makes downtown different
and/or better than these competitive
business districts?

» Identify downtown’s position
on the civic agenda. Is downtown a
priority with city council? Does the
community understand that a strong
downtown is considered a barometer
of the community's economic health
and overall quality of life?

Respect and embrace context

During the peak of urban
renewal fervor 30 years ago, cities
throughout the nation rushed to
destroy vestiges of their past, Today,
most communities are charting a dif-
ferent course and are respecting and
embracing their past, History is the
greatest differential advantage for
downtowns and Main Streets in a
marketplace flooded with franchises,
big boxes and retail prototypes. The
key to your future is often found in
your past.

* Context is a product of time and
authenticity. Many communities fear
the wave of main street-themed
shopping environments popping up
throughout the country, including .
Colorado. A vast segment of the
American public is searching for
authenticity - an experience that
cannot be instantly fabricated by the
best "new urbanist™ design. The

“context of your community is built
over time; it is a collection of unique
stories and characters. Celebrate
your historical triumphs, setbacks
and warts.

* Successful places foster social
interaction, In a trend that has appar-
ently been accelerated by the trauma
of Sept. 11, more and more Ameri-
cans are searching for & connection
to one another — places to interact
and feel part of a larger social order.
People seek experiences, not places.

Downtown offerssboth.
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Create an environment to
aftract people

Much is said and written about
the desirability of a pedestrian-
friendly environment; however, suc-
cessful downtowns go beyond this
by being people-friendly. This means
accommodating things that people
like and rely on, including cars. In
most cammunities, a pedestrian is
someone who has found a conven-
ient parking place. Here are some
qualities that make a downtown peo-
ple-friendly:

+ Keep it clean and safe. People
won't come if it isn't,

* Accommodate traffic, circula-
tion and access. Like it or not, auto-
mobiles are and will continue to be
America’s transportation mode of
choice. Success
ful downtowns
| are finding cre-
ative ways to
§ accommodate
both cars and
people through

two-way streets
| and angle park-
i ing.

» Investigate

creative parking

Directional sigis
in Vail, Photo by
Peter Fredin.

often, smart
parking management can relieve on-
street parking pressures and reduce
hassles for customers. Parking man-
agement solutions range from belter
signage to direct customers to lots to
incentives for employees and owners
to park in off-street lots. Communi-
ties should evaluate management
aptions first, before expanding sup-
ply through expensive land acquisi-
tion or parking structures,

» Gateways, directional and
wayfinding signs can be good things.
In the past, signage was viewed as
ugly or invasive. More and more
commuanities are viewing signage as
a way to market a community and
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reinforce downtown'’s niche, Well
designed and visible directional and
wayfinding systems help customers
find key destinations.

* Promote streetscape design and
street-leve! uses that fortify down-
town’s niche. Many communities
invest in new lighting and sidewalks
before figuring out their niche in the
marketplace. Understanding down-
town’s role and niche in the market
should drive design — design alone
cannot drive the market,

* Pursue an intuitive orientation
to downtown planning. If downtown

- is friendly to strangers, the locals

will love it.

Create an environment to
attract investient

Perhaps the most formidable
chalienge to downtown revitalization-
is attracting private-sector invest-
ment, whether in the form of new
businesses, improvements to proper-
ties or new developers. To attract
investment, understand the local rea)
estate delivery system. Investors are
pragmatic and adaptive — if they can
make money as easily in downtown
as in the suburbs, they will come!
Here are some ways to create an
environment to attract investment:

* Project a healthy self-image.
Much of this wotk'is psychology. If
the existing stakeholders don't
believe in the commiunity, it is
unlikely that newcomers will.

* Maintain an inventory of sup-
ply. Perhaps the most important
investment recruitment tool is a
complete database of existing real
estate, including ownership, tenants
and, with some finesse, lease cycles.
Identify property owners who are

- progressive, and try to match new

prospects with flexible owners, not
just buildings.

» Retain, recrujt and incubate
businesses. While many traditional

Continued on page 10




Continued from page 8

economic developmenl programs
focus on recruitment, we find that
retention and incubation are gener-
alty more valuable for downtowns.
Because of their unique atmosphere,
quirky floor plans and reasonable
costs, many downtowns become
“incubators without walls,” welcom-
ing a variety of new and interesting
business concepts. Downiown
recruitment should look locally, per-
haps encouraging existing successful
businesses to consider a second
location downtown,

* Nurture property owners and
real estate brokers who know the
players downtown. Successful
downtown recruitment programs
often focus on packaging and updat-
ing market information that is then
distributed to local property owners
and brolers.

+ Create a user-friendly regula-
tory system. Amajor challenge in

air. water

[Boulder 303.442.3130 e Denver 303.487.1757 e

“leveling the playing field” between
downtowns and the suburbs is found
in creating a consistent, efficient and
speedy regulatory system. Develop-
ment processes, building code
reviews and zoning must be clear,
understandable and relatively easy to
use in order for downtown 1o attract
new investment(, Aim to create an
environment of certainty while mini-
mizing risk and time,

Take care of the details

Suceessful downtowns are
those that pay attention to the details
— the syslemis and armenities that
make downlown pleasurable and
hassle free, Common-sense access,
signage and parking should combine
to help simplify the downtown expe-
rience. Supporting small, distinctive
and one-of-a-kind local businesses
makes downtown unique, Other
notable details include public art,

clean sidewalks, attractive landscap-
ing and common-sense markeling
materials, such as an easy-lo-use
map and directory.

Develop initiatives with
realistic expectations

Large projecls follow, they do not
lead. This is a clear reversal learned
from failed redevelopment strategies
of the past 50 years. Downtown
management and marketing pro-
grams should aim to advance a
variety of small initiatives that
collectively creaie the vitality that
can support larger investments. To
“fertilize the 50il™ for investment,
follow these guidelines for down-
town improvement programming;

+ Incremental, organic and entre-
preneurial — make this be the mantra
for any civic or downtown official
working to advance downtown
revitalization. Incremental refers to

land. people.
At SEH, we know the value of resources.

Our resources are engmeers architects, planners, scientists, and so much more.
Let our resources be yours. Your trusted resouree...
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project-by-project improvements
that collectively create a vital busi-
ness district. Organic is building
upon the inherent strengths of the
community, as opposed to creating
something that has no historical
basis. Entrepreneurial is the method
for delivering downtown improve-
ment services — having contact with
propetty and busmess owners, build-
ing an information-based program
and being nimble to respond to
changes in the market,

* Create priorities and sequenc-
ing. Downtown improvement '
programs should be based on a
sequential plan in Which today’s
actions provide a foundation for
tomorrow’s investments, Down-
towns also must allocate scarce

improvement resources on a handful *

of improvement priorities — carry out
two or three modest initiatives and
then build upon this success. A suc-
cessful revitalization effort can’t
please everyone! .

* Create benchmarks and measure
results. Supporters of downtown
revitalization often compete for
scarce civic resources and energy.
The public, including city officials,
want to be affiliated with a winner,
Develop a system of benchmarks to
measure improvement and publicize
and celebrate success.

Leverage!

Capital and energy are limited,
particularly when applied to down-
town improvements that can appear
costly in the short run with measura-
ble return in the long run, The down-
town revitalization toolbox has many
tools and successful downtowns are
able to diversify and leverage a vari-
ety of public and private resources.
Downtown improvement programs
must embody a deal-making mental-
ity and a dogged persistence to
evaluate, package and close difficult
financing solutions. Use public
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dollars strategically to leverage
private investment.

Support and sustain
momentum through public/
private partnerships
Many communities invest in
expensive and ambitious downtown
planning procésses only to see flashy
concepts and studies collect dust on
shelves. Breaking a cycle of plan-
ning paralysis requires a strong
public/private partnership to serve as
an independent champion for down-
town development.
* Mobilize, organize and activate
downtown's business leadership.
Key stakeholders, including property

Resources

Colorado Commumty
Revitalization Assocfatlon
‘wiww.ccraoniine.org

National Main Street Genter
www.mainstreatorg .
International DoWntoWn
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owners, businesses and civic leaders,
must be engaged in the revitalization
process, Broad participation in the
planning process should aim to build
a strong coalition to support and -
carry out implementation,

* Create 2 downtown manage-
ment organization tailored to
advance your specific needs. Many
communities suffer between an
imbalance of energy and agenda —
for example, a downtown organiza-
tion that promotes special events in a
central business district that has few
viable businesses. A variety of orga-
nizational mechanisms are available,
including community development
corporations, management districts,
event production companies, parking
management enterprises and mem--
bership organizations.

Colorado Munlcipafides

Re-educate community
on a new, evolving role
for downtown

There is often a time lag between
actual improvements in a downtown
area and the public’s awareness of
these improvements. If customers
have a bad experience in 2 down-
town, they may not come back for
years. Downtown advocates have a
strong communications challenge to
educate the community on a new and
evolving role for the central business
district. Messages that need to be
delivered include:

» Strong downtowns are assets in
the New Economy. Despite the
recent recession, our economy has
fundamentally shifted to allow
individuals to have unprecedented
choice in their lifestyle and work
environment. A vibrant downtown is
a quality-of-life amenity that allows
the entire community to be more
competitive,

* Mzke downtown relevant to the .
locals. Find ways to reconnect
downtown to the local community
and visitors and tourists will follow.

While the suburban stores or
Wal-Mart may be the revenue engine
for a community, downtown or Main
Street is still its heart and soul. The
downtown image reflects on the rest
of the community and can be influ-
ential to the economy of the entire
region. Suburban concepts will come
and.go — downtown is forever, l

The authors have more than 40 years
of combined experience in develop-
tnent, historic preservation, commi-
nity development and downtown
revitalization, The 10 keys were first
conceived for a downtown planning
effort in Henderson, Nev., facilitated
by Denver-based Clarion Associates,
Szvmanski/Ray LLC and Progressive
Urban Management Associartes. The
authors may be contacted by e-mail:
Brad Segal, pumaman @ix.netcom.

com; or Arne Ray, ﬂrﬁd}df'cyeeaffhhhx- net
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P.U,M.A. Global Trends analysis has
played a key role in cities and other
communitles, including:

H Creatlng a new economic develop-
ment strategy to strengthen downtown
Seattle’s competitive edge

# shaping a new 20-year plan to
guide the growth and development
of downtown Denver

# Adjusting the long-range forecast
for single family home development
in Castle Rock, Colorado

B& Justifylng a new branding strategy
to attract consumer markets
to downtown Dallas
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By Brad Segal and Jamie Licko

hile the planet is gripped in a period of profound change, it is

difficult to fully understand and respond to these changes on the
local level, To help downtowns and communities better anticipate and
respond to global change, Progressive Urban Management Associates
(P.U.M.A.) has developed an unprecedented body of research that analyzes
the top changes, draws conclusions and recommends tangible actions.
In consultation with the International Downtown Association, ten major
trends affecting American downtowns were identified, These trends were
organized in the categories of demographics, lifestyles and global compe-
tition. More that 120 post 9/11 soutces, including the planet’s best minds,
were researched to fully understand each trend and its likely impact on
downtowns. To create PU.M.A. Global Trends, research was first compiled

in the summer of 2006, and then updated in the summer of 2007.

Phota Top: Denver Metro Convention & Visilors Bureau
Photo Lefz Moora lacelano Golleman, Inc.
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The top ten trends affecting downtowns follow, as well as conclusions and implications

for downtown planning and development decision-malers.

Changing American Demographics
Three generations will shape America and
the growth of American downtowns over
the next two decades. Each generation is
characterized by distinctly different demo-
graphics and behaviors.

Baby Boom: The 77 million baby boomers
born between 1946 and 1964 were the largest
group of individuals to attend college and
obtain college degrees of any previous gen-
eration. They lived through the Civil Rights era,
the Cold War and the rapid growth of suburbia,
and their sheer numbers have supported the
labor markets and entitlements in the United
States. Boorners are living longer with gen-
erally healthier lives and are accumulating
unprecedented wealth to be transferred to
the next generation. Additionally, they are the
first generation to see a proliferation of non-
traditional families. Boomers have begun re-
tiring at a rate of 10 million per year, with many
of the more affluent moving to urban environ-
ments creating a demand for new types of
housing and stimulating a boom in culturat
amenities. The .5, senior population will
begin to mushroom when the leading edge
of the boomer generation reaches age 65

in the year 2011. As a result, older boomers
are a market that may look to urban envi-
ronments both as a way to downsize and to
connect to a “neighborhood” of others, pro-
viding a social safety netin place of family.

Generation X: The 44 million Generation
Xers born between 1961 and 1981 were once
thought of as cynical about the future and
bitter towards the baby boom generation.
This “latchkey” generation was shaped by
the information revolution, enabling them
to multi-task and learn transferable skills,
thus making them very marketable within

the workforce, They tend to value lifestyle
aver company loyalty, and
have participated in discre-
tionary spending, including
hame buying, from an early
age., Gen Xers are cansid-
ered the "want-it-all” gener-
ation, coming into afflu-
ence with a ravenous ap-
petite for the “good life”
They currently spend nearly
5125 billion per year on
gaods and services, out-
spending the average
consumer in eating out,
clothing, transportation,
entertalnment, audio/visual
equipment and housing,
and within five years they
are expected to be at thelr
peak earning years.The
majority of Gen Xers how
have children,

Millennials: The 70 million “Millennials® or
Generation Y, born between 1977 and 2003,
are the most education-minded generation
in history and they have never lived without
technology. Like Generation X, they learned
early to multi-task and they have marketable
skills. This generation tends to be more opti-
mistic, tolerant and open-minded than pre-
vlous generations. While they worry about
the outloak for the country and think their
generation is likely to be worse off than
their parents, they believe they can make a
difference. Millennials are multi-cultural and
ethnically diverse. In a majority of the 100
largest citles in the United States, more than
half of Millennials under the age of 15 are
raclal and ethnic minorities. Millennials have
high self-esteem and will challenge author-
ity, while they also embrace the spirit of
volunteerism and possess a passion to
foster change.

2

Immigration Trends and the Role
of Cities as Portals to America

The United States is the only major growing
industrial country with an expanding pop-
ulation, fueled since the
mid-1960s primarily by

- immigration. In 2007, for

_ the first time ever, the
number of non-white
Americans rose above
190 million, with some
.35 million of our residents
barn outside the United

- States {more than 12%

~ of our population). -

Only five major countries
welcome immigrants as
permanent residents;
Canada, Australia, Israel,
New Zealand and the
United States. Collectively
they accept 1.2 million
- Immigrants a year, about
800,000 officially to the
U.S. Throughout history, a majority of U.S.
Immigrants have been from Europe, a trend

2 PROGRESSIVE URBAN MANAGEMENT ASSOCIATES




that changed in the 1990s with 85% of Im-
migrants coming from Latin America and
Asia. Recent irnmigrants are shifting away
from the traditional urban gateways be-
cause of the high cost of living and |ack of
jobs, settling instead in suburban and rural
eavironments. Census 2000 revealed that
for the first time, nearly half of the 100
largest cities in the United States were
“majotity minority

3

Changes Within the “Creative Class"
Today'’s global "knowledge-based” economy
means that an educated and dynamic work-
force will be key to ensuring that the U.S. re-
mains globally competitive, To that end, the
“Creative Class"is emerging as an important
part of the workforce for cities across the
American landscape.

In his influential book Rise of the Creative Class,
Richard Florida states that diverse, tolerant,
innovative and vibrant environments will
attract creative workers, such as entrepreneurs
who may staff and/or start innovative, grow-
ing companies. Today, this so-called “Creative
Class"represents roughly 309% of the entire
U.S. workforce, and includes young profes-
sionals who are educated, adaptable, highly
mobile and relatively inexpensive. Young,
single women are emerging as influential
leaders of the “Creative Class,” and will make
up 60% of callege enraliment by 2013. For the
first time in U.S. history, women will comprise
the majority of the warkforce by 2010.

Still, education statistics in the U.S. show a
picture of a young population not adequately
prepared to face a global future, with America
slipping in the higher education attainment
rate and only 10% of college graduates glob-
ally prepared, 13% with foreign language pro-
ficiency and less than 34% having taken at
least one International studies course.

America currently ranks 12th in the world in
higher education attainment of its population,
and trends indicate that its ranking wil[ con-
tinue to drop over the years. At a time when
the knowledge-based economy is demand-
ing more college graduates with higher math
and science skills, American universities are
graduating fewer students in science and
engineering. China currently graduates four

times as many engineets as the United States.

Lifestyles

Traffic Congestion and the Value

of Time

Traffic congestion cost Americans $63,1billion
and 47 hours of average annual delay during
2003. A commuter living an hour's drive from
work annually spends the equivalent of 12
workweeks, or 500 hours, in a car. Experts sug-
gest that additional road capacity is doing
little to stem rising traffic congestfon. From
1980 to 2004, the number of sclo commuters
increased by more than 11%, while carpooling
declined by 7.5% during the same period.
Additionally, we face more drivers on the
road in the near future. The latest forecasts
from the Census Bureau and U5 Department
of Transportation note that by 2020 the driving
population in the US will increase 21% to
256 million drivers on the road.

Recent studies show that for the first time ever,
national transit ridership exceeded growth
in driving. Many cities that have invested in
added transit capacity have been experiencing
annual ridership growth in the double digits.
When transit trips are competitive with auto
travel, research shows, people choose transit
at a high rate. Today, 27 U.S. metro areas have
transit systems and 15 are planning new
ones. Once all the transit systems on the
books are built by 2030, there will be four to
five thousand transit stations nationwide,
Right now there are 6 million households
that live within a half mile of new transit sta-
tions, with the demand for housing near
transit expected to grow by over 16 million.

Trends in HealthCare/Wellness/
Recreation Lifestyles

Health care delivery systems in the United
States have changed dramatically over the
last decade. Declining hospital use and length
of stay reflect cost containment measures
taken by insurers and others. More health care
is being delivered on an outpatient basis, and
through retail health clinics and e-medicine.
A doctor and nurse shortage {s imminent,
even as the aging population increases the
demand for services. And, nearly 46 million
Americans are uninsured, adding to the In-
creasing cost burden, Regional pressurei

for health care could become severe, as the
Northeast and Midwest will be comprised
disproporticnately of “mature seniors”who
are less well-off financially and health-wise,
requliring greater social support, institu-
tional housing and accessible healthcare.

Although Americans are living longer than
ever before, the baby boomer generation is
active and would like to walk and bike more.
Analysis has found a connection between
urban living and health and that residents
living in sprawling communities weighed
more than their urban counterparts.

PROGRESSIVE URBAN MANAGEMENT ASSOCIATES 3
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The Growth of Tourism

Tourism is the world’s [argest employer, gen-
erating nearly 200 million jobs, or 10% of jobs
globally. The United States ranked third asa
tourism destination behind France and Spain
in 2004. Looking ahead, an expanding global
middle class will increase tourism worldwide.
Long-haul international travel is expected to
grow faster than intraregional travel at 5.4%
per year worldwide through 2020. Cultural
heritage tourism is a growing form of tourism;
819 of U.5. adults who traveled in 2002 fell
into this category. Those visitors tended to
stay longer and spend more money than
other kinds of tourists,

U.S. convention center space has increased
by 50% since 1990, despite industry consoli-
dations and the growth of e-business. Con-
vention growth will depend upon new
demand generated by increased event pro-
motion resources and marketing budget al-
locations, user expectations for high-tech
convention facilities, national economlc
growth, and the traditional need for face-to-
face interaction.

7

Amevrica’s Growing Debt Burden -
National and Consumer

America’s growing debt burden looms as an
economic cloud, As of May 2007, the national
debt (at nearly $9 trillion) translated into more
than $29,000 per person. Today, 46% of our
naticnal debt is financed by foreign countries,
with quarterly interest rates from the federal
government to foreigners hitting $38 hillion
at the end of 2006. Social Security continues
to be a concern for Americans. In 1950, there
were 16 workers for every U.S. Social Secu-
rity recipient. By 2030, there will only be twao
people working for every beneficiary.

On the consumer side, rising interest rates,
inflation, consumer debt and lack of savings
illustrate increasing financial instability at a
personal level. Since the end of the last eco-
nomic expansion in 2001, jobs have grown
at the slowest rate since the Great Depression,
wages have been mostly flat and a smaller
share of workers enjoyed employer-provided
benefits, especially pensions and health in-

surance. At the same time, middle class fam-
ilies were confronted with rapidly rising prices
for important items, such as housing, health
care and energy. As a result, many families
turned to debt to make ends meet, propelting
debt levels and debt payments to new
record highs.

By January 1, 2007, mortgage debt stood

at 513 trillion, up from 7.4 trillion in 2007
(approximately $42,000 per person) and
consumer debt stood at $2.4 trillion (about
$8,000 per person). Despite having some of
the highest incomes in the world, nearly

slobal

AND

The Emergence of China, India and
a Planetary Middle Class

For the past several decades, the Unhited States
has functioned as the main engine of growth
in the global economy, but as the U.5. growth
rate has declined sharply In recent quarters,
the rest of the world is growing rapidly. In
the 215t century, Asia, led by China and India
will experience unprecedented growth in
economic and military power. The econemic
and political choices these two countries make
in the near future will be closely watched
because of the bearing they have on the re-
sources of the rest of the world. For exam-
ple, in 2005, China consumed 26% of the
world's steel, 32% of its rice, 37% of its cot-

33% of Americans live pay check to pay check,
compared to 7% of consumers in lndia, China
and Mexico, American consumer spending
in the past 15 years has led to a decline in
savings rates from 7.5% of income to below
zero. The personal savings rate of -1.2%in
the fourth quarter of 2006 marked the sev-
enth quarterin a row with a negative per-
sonal savings rate. By early 2007, household
debt rose to an unprecedented 132.4% of
disposable income with families spending
14.5% of their disposable income to service
their debt, the largest share since 1980,

Change

ton and 47% of its cement, while construc-
tion of residential and office buildings in
Shanghai during 2006 alone created an in-
ventory of space equal to the current inven-
tory of office space in New York City. The
McKinsey Global Institute forecasts that de-
veloping countries will generate nearly 80% of
the growth in world energy demand between
now and 2020, with China representing 32%
and the Middle East 10%. Competition for
non-renewable resources will only acceler-
ate and may lead to an inflaticnary cycle
such as we are seeing today with gas prices,
Outsourcing is also an issue — by 2010 U.S.

outsourcing to India is expected to quadruple
to 356 billion per year. Also in 2010, India will

4 PROGRESSIVE URBAN MANAGEMENT ASSOCIATES




become the country with the most English

speakers in the world. Emerging markets like
China, India, Central and Eastern Europe and
the Middle East are injecting life into the Euro-
pean and Japanese economies through their
enarmous purchases of capital goods. How-
ever, the growing global middle class will cre-
ate markets for the United States, and the U5,
can still thrive if it invents new industries to

stay one step ahead. By focusing on innovation
rather than brawn, and ensuring labor and reg-
ulatory conditions are attractive, the U.5. can
remain competitive in a global marketplace.

Despite growing global wealth, greatin-
equities persist. Urban areas in developing
countries are adding nearly 30 million mi-
grants per year, offering the promise of ex-
panding job opportunities to people leaving
rural areas because of famine, civil war and
the lack of political stability. This rapid urban-
ization is forcing most of these migrants
into slums, creating challenges for both the
inhabitants and global security, as slums are
largely viewed as "breeding grounds of
potential instability and discontent.”

9

Continued Advances in Technology
Technological advances will have the great-
est impact in the areas of health, alternative
sources of energy, engineering, quality of life
enhancements and business. Health advances
include bioinformatics (the application of com-
puter science to biclogy) and bictechnology
(the use of living organisms or their prod-
ucts to modify health and the human envi-
renment) and genomics (genetic mapping).

Technology will also assist in developing al-
ternative sources of energy through nano-
technology ([engineering on a molecular scale),
and substitutes for natural resources. it will
be used to create and distribute quality of
life enhancement for all groups and reaions
that have not yet shared in them. In the busi-
ness world, real-time anywhere wireless
communications will enhance competition
and open markets worldwide, 215t century
technologies have “flattened” or connected
our world, and globalization has been driven
by individuals who can do business instantly
with millions of other people across the planet.
Technology will continue to transform the
way people live and Interact. Given the wide

use of cell phones (with more than two billion
users today) and e-mall (with more than nine
trilion messages sent each year), work is be-
coming not just global but instantaneous.
Currently, one billion people are online, and
worldwide Internet use js
expected to increase maore
than 10% each year through
2010.With geography be-
coming less of a constraint
on social interaction, busi-
nesses will scramble to re-
cruit top talent in a global
labor market. Americans
will increasingly compete
at a global level, making
the education, training, and
adaptability of our workers
paramount,

"Uploading," a direct-from-
the- bottom creation of cul-
ture, knowledge and inno-
vation through blogging
and podcasts, allows any-
one to communicate their
collective intelligence to
the world. E-commerce technology enables
retail productivity, and Internet sales are in-
creasing in the U.S,, representing 2.6% of
total retail sales. Cities may be in competi-
tion with the increased personal mobility
and living options allowed by technology.

10

Environmentalism, Sustainability
and Climate Change

It 2007, for the first time in history, the major-
ity of the world's populaticn will be living

in cities. Today, 3 billloh people five in cities,
and by 2050, 6 billion people will live in cities
around the world. In this time of unpredent-
ed urban expansion, the need for sustainable
solutions is critical. Despite generating less
carbon dioxide emissions per capita — largely
due to more sustainable modes of transit -
cities are still responsible for nearly 80% of
the carbon emissions worldwide, with the
majar offenders being buildings, not auto-
mobiles, The 2007 draft report by the United
Nation's 2000-expert Intergovernmental Panel
on Climate Change concluded that “changes
in climate are now affecting physical and
biological systems on every continent.

; efi.::ﬁtlé'wfll live
inby 2030 do not

Half of the buildings Americans will live in
by 2030 do not even exist yet, While green
building and sustainability technology has
been in existence since the 1970s, these
techniques and materials have only recently
become more affordable.
Once dismissed by devel-
opers as too expensive,
green building will become
“a myst” as tenants, lenders,
residents and even invest-
ors push for sustainability.
Expect green principles

to become synonymous
in the real estate industry
with cost-efficient operat-
ing principles. Addition-
ally, designing out obso-
lescence is expected to

be a trend. Expect more
developers to embrace
building techniques that
allow flexibility in the
project to cater for differ-
ent future needs of their
users should the market
change. in 50 years, this trend may minimize
the need for redevelopment on the scale
we see today,

At current cansumption growth rates, world-
wide oil demand is expected to increase by
50% over the next two decades. The United
States' transportation system is 97% depend-
ent upon petroleum-based fuels, and this
country contributes 25% of the world's total
carbon dioxide emissions, and its buildings
consume 36% of total energy and 65% of
electricity, The UN Panel report notes that
unless drastic environmental changes are
made, the buildup of carbon dioxide in the
atmosphere will reach a level unknownin
recent geological history and the earth's
climate system will start to go “haywire,”
Through a combination of clean power
technology and conservation, the world
would have to get rid of 175 billion tons of
carbon over the next 50 years and still keep’
growing to stop this from happening.

To date, most American public policy inno-
vation in sustainability has occurred on the
local level. Cities at the leading edge of the
“Sustainability City” movement include
San Francisce, Portland, Seattle, Chicago,
and, most recently New York Clty.
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Overall, global trends appear favorable to promote growth in

vibrant downtowns...

#& America’s population is growing, young-
er and older, and more culturally diverse.
Demographic trends in the United States
are favorable to downtown development
over the next twenty years. Overall, the pop-
ulation continues to grow, supported signif-
icantly by immigration. Population is
growing both older (aging Baby Boomers)
and younder {emerging Millennials). Both
older and younger markets have fueled
downtown population growth over the past
decade and are poised to continue to popu-
late urban environments, particularly in
those cities that offer housing amenities
and activities that respond to their needs.
America will become increasingly culturally
and ethnically diverse, creating an advan-
tage for downtowns that welcome, accom-
modate and celebrate diversity.

Adapting to an increasingly connected
and competitive world,

Broader distribution of information tech-
nologies Is encouraging “bottom-up”inno-
vation from entrepreneurs throughout the
globe. Education will be key in ensuring that
America remains competitive and cities that
make connections to higher institutions of
learning will benefit, Downtowns are poised
to continue to attract “creative” vocatlons If
they can offer a business climate favorable
to the incubation and growth of small dy-
namic enterprises. The emerging impor-
tance of young women and Millennials in
the American professional class creates op-
portunities for designing, programming and
managing vibrant and interactive urban en-
vironments.

Resource-intensive lifestyles are increas-
ingly expensive and not sustainable.
Changes in American lifestyles will be in-
creasingly determined by global trends, as
opposed to national preferences, The emer-
gence of a planetary middle class, most cur-
rently demonstrated by rapid growth and
urbanization in China and India, will con-
tinue to strain the supply and increase the
costs of nonrenewable resources. Increasing

petroleum and construction costs are likely
to dramatically affect American lifestyles,
making traditional suburban land use and
transportation patterns increasingly expen-
sive and inefficient. Cities will look to maxi-
mize the use of existing infrastructure and
explore sustainable development, including
transit-oriented development. Vibrant down-
towns are well positioned to capitalize on
an economic imperative to downsize our
consumption, while still offering the lifestyle
advantages of entertainment, culture, recre-
ation and human interaction.

There are also significant warning
signs that may impede development
and investment...

Global disparities will create continued
political instability.

The growth in global wealth is coinciding
with growth in world poverty. Inequities
within societies and between countries are

[

FO _"fzf

likely to contribute to continued political in-
stability, creating conditions to foster terror-
ism and war. Scarcity and cost of nenrengw-
able resources will aggravate glolkral instabil-
ity, as emerging economies compete with
established powers for the favor of a limited
number of resource suppliers. America's
transition to renewable energy sources and
less resource intensive lifestyles, including
downtown development, may become part
of broader national secutity strategies.
America’s growing debt burden looms
as an economic cloud,

Domestically, America’s unique debt burden
may trigger a chain of events that slow or
stop economic growth. Naticnal and con-
sumer debt burdens plus negative personal
savings rates are on a collision course with
continued inflationary pressures from de-
pletion of nonrenewable resourcas and In-
creasing service demands from aging Baby
Boomers, The situation is further compli-
cated by the increasing share of American
debt controlled by foreign powers, includ-
ing new economic competitors in Asia, As
consumer classes grow around the globe,
the United States’relative economic domi-
nance will be diluted, creating new trade
and strategic alliances.

ylications
owntowns

The preceding research and conclusions from Global Trends offers many
implications for the future of downtowns. Highlights, as analyzed by
Progressive Urban Management Associates, include the following,..

& DEMOGRAPHICS

Ensure that Downtowns welcome
younger, multi-cultural populations:

To cantinue to attract migrating Millennials,
Downtowns should provide a welcoming
environment that imakes It easy to relocate
for jobs and housing. An increasing empha-
sis on creating an environment that em-
braces and encourages multiple cultures
will invite local and national populations
that are increasingly diverse.

Create an environment that appeals to
young women: Within the next ten years,
the professional, working and “creativa”
classes will increasingly be dominated by
young women. Downtowns must look for
ways to appeal to young women in ali facets
of the downtown experience, including
physical improvements, environmental sta-
bility {i.e. clean and safe), retail, residential,
recreational and entertainment offerings,
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Keep the talent pool as they age: Captur-
ing Millennials will be critical to strengthen-
ing downtown’s vitality; keeping them will
be Key to its long-term sustainability. As
younger populations age, it will be critical
for downtown to offer amenities that appeal
to families, including gquality schoals, child-
care, parks and active recreational areas.

Diverse price points needed for housing:
To provide an environment that attracts a
multi-skilled workforce and younger, more
economically-mixed demographics, down-
towns must create more diversity in their
housing stock. A broad diversity of price
points is needed, including plentiful rental
housing opportunities. In addition to broad-
ening housing choice, rental housing could
provide an economic buffer if inflationary
pressures and increasing debt burdens re-
duce the market for owner-occupied units,

LIFESTYLES

Implement comprehensive transit
strategies: Global trends suggest that cities
with comprehensive transit systems will be
well positioned for the future. Despite em-
ployment concentration and density, con-
gestion - partly because of geography and
partly because of a lack of integrated trans-
portation strategies - is getting worse.
Downtowns must figure out how to imple-
ment camprehensive transit solutions that
focus on integrated approaches that include
bath regional and neighborhood transit
linkages, plus accommodate other alterna-
tive mades such as bicycles and walking.

Foster education: Downtowns could
benefit from harnessing the power of local
higher institutions af learning by housing
facilities to foster research and education in
the city center, Higher education institutions
are not only major employers but incuba-
tors of new, creative businesses, and jobs.
Additionally, as cities work to attract young
families, the development of downtown
schaols could be a powerful incentive.

Ofter affordable and accessible health
care: Health care will become increasingly
expensive and difficult to access. Down-
towns could explore options to provide
both affordable and accessible health care
through the attraction of ¢linlcs and devel-
opment of expanded health insurance cov-

erage for workers and residents. Partner-
ships with local hospitals could be critical
to enhance the distribution of health serv-
ices within downtowns,

Poster stimulating, multi-dimensional
experiences: Over the past 20 years many
downtowns have become hubs for enter-
tainment, culture and sports. To remain
competlitive and continue to attract a young
and diverse workforce, fortifying and ex-
panding downtowns' experiential attrac-
tions wili be critical. Downtowns should
look at integrating new interactive tech-
nologies into marketing and physical en-
hancements. A variety of cultures and
languages should also be accommodated,
appealing to an increasingly diverse local
population and international tourists,

Promote walkability and active recre-
ation: To appeal to changing demographics
and provide an overall experience that is ap-
pealing to growing recreational lifestyles,
downtowns will need to improve their over-
all pedestrian appeal, including streetscapes
and connections. Active recreational areas
that accommodate a variety of pursuits
ranging from sports to dog parks will be
increasingly important.

Anticipate growing international
tourism trends: International tourism will
increase as global Incomes rise, Downtowns
should work to create an environment that
welcomes and accommaodates visitor mar-
kets with diverse cultures, languages and
lifestyles,

) Phota: Moore lacofano Golmman, Inc

# GLOBAL COMPETITION
AND CHANGE

Entrepreneurship will continue to be a
key to job growth: Attracting, retaining and
growing small businesses will continue to be
a key for promoting job growth and remain-
ing globally competitive. Downtowns should
explore ways to broaden support to small
businesses and startups through a variety
of means, including technical assistance, in-
centives and/or designation of formal “inno-
vation or creativity” zones.

Adaptive veuse will be more affordable as
construction costs rise: As global demand
increases for building materials, the cost of
new construction is anticipated to increase,
The reuse of existing buildings will become
relatively more affordable. In the next twenty
years, reuse opportunities will become in-
creasingly attractive for post-1950 buildings,
including office high rises that were con-
structed during the 1970s and 1980s,

Purther sustainability efforxts: With build-
ings in urban settings having a significant
Impact on the global envirenment, cities
nationally and globally will need to ensure
sustainability efforts are an important part of
their growth and redevelopment strategies,
With downtown's existing business, education,
cultural and fiving assets, regional and na-
tional patterns for sustainability can be cre-
ated through the built, soctal and political
environments. New |ocal sustainability initia-
tives can set the pace for the future, guiding
Ametican policy makers to develop proactive
approaches to combat climate change,
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Progressive Urban Management Asaociates (P.UM.A) is a national leader in providing
consulting aervices to advance downiown and community development. We provide

management, marketing, pinancial and implementation tactics to help communities

and organizations compete in a changing economy.

Meet PU M.A,

Anna Jonas, Senior Associale
Anna Jones provides expertise
in spacial district formation,
project management, and com-
munity outreach, At PUMA.,
she has guided the successful
formatlon of business improve-
ment diskricts in a variety of
towns and cities and has led
business planning and project
feasibility processes for sever-
al community development
organizations.

Prior to joining PU.M.A_ Jones
had 10 years experience in fega)
settings as an investigator and
paralegal.She also spent several
years working in 51i Lanka as
a Peace Corps volunteer.

Jones served as co-chair of the
£ast Colfax planning process
in Denver which led to the
first comprehensive citywide
rezoning in nearly fifly years.
Her work in this effort earned
her several awards. She is also
an active volunteer in a variety
of downtown and community
development arganizations.

Jones has a bachelor’s degree
in history from Western State
College of Colarado.

Jamie Licke, Associate

Jamie Licko has experience in
forming and operating down-
town management organiza-
tions, and creating marketing
and communication strategias.
At PUM.A,, Licko provides
project management far busi-
ness improvement district and
strategic planning assignments.

Pricr to joining PU.M.A,, Licko
served as executive director for
the Cedar Rapids Downlown
District in Cedar Rapids, lowa,
where she managed all lacels
of a downtown organization
that included a business im-
provement clistrict, a member-
ship organization and special
events, marketing and branding
programs. Licko guided the re-
engineering of the arganization
and led the successful effort
to renew its 20-year-old BID.

Licko's prior experiences were
in marketing and communica-
tions, including work in televi-
slan news. She was named an
Eastern lowa 40 under 40"
Award Winner and Is an active
member of the International
Downtown Association.

Licko holds a BA. in Journalism
and Communications from
the University of lowa,

Brad Segal, President
Founder and president Brad
Segal has more than 25 years
of downtown management
and community development
experience as both a practl-
tioner and consultant.He is
one of the nation’s leading
authorities on downtown
trends and issues, establishing
and expanding downtown
management arganizations
and creating business Improve-
ment districts to finance them.

Prior to establishing PU.M.A.,
Segal designed and managed
business development pro-
grams fo attract jobs and in-
vestment to downtown Denver
as senior director of the Down-
town Denver Partnership.

Segal holds a master’s degree
In business administration from
Columbia University and a
bachelor’s degree in urban
analysis from the University
of Califorafa at Berkeley. He
has served on the boards of
directors of the International
Downtown Assaciation and the
Colorado Community Revitali-
zation Association, and has
been afeatured speaker on
downtown issues in regional,
national and (nternational
forums.

Pamela Phox, Market Analyst
Pameta Phox hias extenslve
experience in market research,
survey design, plan develop-
ment and project management.
At PUM.A,, Phox manages all
facets of market evaluations
for downtown and community
planning efforts, including
economic profiles, retail leakage
analysis and consumer surveys,

Prior to joining PU.M.A,, Phox
created and managed the mar-
ket research program of the
Downtown Denver Partnership.
This program, which includes
a wide varlety of real estate
and economic data dissemi-
nated in verbal, written,graphic
and digital formats, is viewed
as the premier model for down-
town management organtza-
tions throughout the nation,

Prier to her work at the
Partnership, Phox provided
research and program support
for a variety of Denver-based
arganlzations. She was a 2003
mayoral appointee to the
Denver Landmark Preservation
Commission.

Phox holds a B.FA. from the
Unlversity of Denver and she
is a nationally recagnized
fiber artist,

Strategic problem solving for downtowns and communities
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ABOUT THE AUTHORS

Brad Segal is president of Progressive Urban
Management Associates (PU.M.A ), a consulting
firm specfalizing In strategic problem-selving for
downtowns and communities. The firm has as-
sisted nearly 200 clients in 31 states, the District
of Columbia, Canada, Jarnalca and the Bahamas,
Holding an MBA degree from Columbia Univer-
sity and a BA from the University of Califernia at
Berkeley, Brad has more than 25 years of experi-
ence in downtown and communlty development
as both a practitioner and consultant,

Jamie Licko [s an associate with Progressive Urban
Management Assodlates. Prior to Joining PUM.A,,

Jamie was the executive director of the Downtown
District in Cedar Rapids, lowa. Jamie has a BA degree
in communications from the University of lowa.

Research support for this article was also pro-
vided by PUM.A. assaciates Pamela Phox and
Anna Jones.

Progressive Urban Management Associates (U.M.A.) is a consulting firm providing management,
marketing and financial services to advance downtown and community development. The firm has
provided services ta nearly 200 cllents in 31 states, the District of Columbia, Canada, Jamalcaand .
the Bahamas. Clients incdlude downtown management organizations, lacal governments, community
development corporatlons and private firms.
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SERVICES -
(OHSULIING

Progressive Urban Management Assoclales (P.U.M.A.) is a national leader in praviding consulting
services 1o advance downtown and communily development. We provide management, marketing,
financial and implsmentation lactics to help communities and organizations compete in a changing
economy.

MARKET BASED PLANNING
P.U.M.A.'s market-based plans merge an underslanding of the markelplace
with organizalional development to creale community niche strategies and
the tools to implement them.

Market-Based Downtown Plans:

Markel-basad downtown plans evaluale trends,demographics, community  ?
altitudes, stakeholder parspectives and competitive destinations 1o create a distinclive niche and
positioning strategy for downlown. To capitalize on market opportunities,we identify development
dislricts, clustering stralegies and site-specific project oplions. Recommendations are developed for
public/private parinerships to create effective programs and mobilize capitat for Implementation.

Community-Based Economic Development:

P.U.M.A. looks at all of the commercial areas wilhin a community and develops an economic
developmenl strategy failored {o capitalize on opportunities wilhin each dislrict. In addition fo exlensive
community outreach, the process may Include conducling an economic profile, retail leakage analysis,
resident survey, site readiness evaluation andfor development feasibility analysis. Implementation
tactics utilize financial and organizationat toals that best fit lhe economic, political and budgetary
characleristics of client communities.

ORGANIZATIONAL DEVELOPMENT
P.U.M.A. helps to create, grow and refacus public/private organizations that §
advance downtown revitalization, community development and other civic
agendas.

Business Plans:

P.U.M.A.’s approach idenlifies business centers within complex community .
development organizations and seeks operational solulions to improve effectiveness, accouniability
and fiscal sustainability. We engage our clients in building consensus among board members, staff and
conslituents, resulling in a seamless transilion from plan to implementation. P.U.M.A. has prepared
business plans for downtown management crganizations, community development corporations, non-
profit agencles and private firms,

Strateglc Planning Retreats:

P.U.M.A. dasigns and facilitales relreats and workshops for organizations to gain consensus on
slrategic planning, hudgeting, work programs and marketing objectives, providing he vision and focus
necessary for success.

Feasibility Analysls for Gommunlty Projects:

£.U.M.A. combines ils markel-based planning and community oulreach processes to determine the
best oulcomes for cornmunity projecls. Feasibility analysis includes an evaluation of market
implications, community goals and vision, management oplions and financlal sustainability.

BUSINESS IMPROVEMENT DISTRICTS
Business improvemenl dislricts (BIDs) have proven to be effective at
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mainlaining, managing and marketing downtowns and business dlstricts,
P.U.M.A. is acknowledged as an international leader in BIDs, bringing experience from throughout
Narth America and a track record of success fo BID development, start-up and operalions.

BID Creatlon, Expansion or Renewal:

P.U.M.A works with communities lo start, renew, expand and consolidate BlDs. We facilitate a
participatory process wilh property awners, merchants, residents and olher slakeholders (o delermine
priorities and develop an overall management game plan.The result is a BiD crafted lo fit local
legislation, markets and politics.

BID Program Start-Up:

Having experience as downtown praclilioners as well as consultants, P.U.M.A. can assist in initialing
new programs after a BID has been established. Stat-up activities include board development,
budgeling and inter-governmenlal relalions.We also help BIDs and downlowns develop an appropriale
organizational and brand presence.

. DOWNLOAD SERVICES .

©2008 Progressive Urban Management Associates. All Rights Reserved.
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Progreasive Urban Management Associates (P.U.M.A.) ls a national leader in providing

consulting services to advance downtown and community development. We provide

management, marketing, financial and implementation tactics to help communities

and organizations compete in a changing economy.

Consulting Services

Market-Based Planning

PUMA' market-based plans merge an
understanding of the marketplace with
organtzational development to create
community niche strategies and the tools
to implement them.

Market-Based Downtown Plans:
Market-lased downtown plans evaluate
trends, demographics, community attitudes,
stakeholder perspectives and competitive
destinations to create a distinctive niche
and positioning strategy for downtown.
To capitalize on market opportunities, we
identify development districts, clustering
strategies and site-specific project options.
Recommendations are developed for
public/private partnerships to create
effective programs and mobhilize capital
for implementation.

Community-Based Economic
Development:

PUM.A looks at all of the commercial areas
within a comnwnity and develops an
economic development strategy tailored
to capitalize on opportunities within
each district. In addition to extensive
community outreach, the process may
include conducting an economic profile,
retail leakage analysis, resident survey,
site readiness evaluation and/or develop-
ment feasibility analysis. Implernentation
tactics utilize financial and organizational
fools that best fit the economic, political
and budgetary characteristics of client
communities.

Organizational Development

PL.M.A. helps to create, grow and refocus
public/private organizations that advance
downtown revitalization, community
development and other civic agendas.

Business Plans:

PU.M.As approach identifles business
centers within complex community
development organizations and seeks
operational solutions to improve effec-
tiveness, accountability and fiscal sustain-
ability. We engage our clients in building
consensus among board members, staff
and constituents, resulting in a seamless
transition from plan to implementation.
PU.M.A. has prepared business plans for
downtown management organizations,
community development corporations,
non-profit agencies and private firms,

Strateglc Planning Refreats:

P.UM.A. designs and facilitates retreats
and workshops for organizations to gain
consensus on strategic planning, budget-
ing, work programs and marketing objec-
tives, providing the vision and focus nec-
aessary for success.

Feasibllity Analysls for Community
Projects:

PU.M.A. combines its market-based plan-
ning and community outreach processes
to determine the best outcomes for cam-
munity projects. Feasibllity analysis includes
an evaluation of market implications,
community goals and vision, manage-
ment options and financial sustainability.

Business Improvement Districts
Business improvement districts (BiDs)
have proven to be effective at maintain-
ing, managing and marketing down-
towns and business districts. PU.M.A. is
acknowledged as an international leader
in BIDs, bringing experience from
throughout North America and a track
record of success to BID development,
start-up and operations,

81D Creatfon, Expansion or Renewal:
PUMA. works with communities to start,
renew, expand and consolidate 8IDs.

We facilitate a participatory process with
pioperty owners, merchants, residents
and other stakeholders to determine
oriorities and develop an overall man-
agement game plan. The result is a BID
cralted to fit local legislation, markets
and politics.

BID Program Start-Up:

Having experience as downtown practi-
tioners as well as consultants, PU.M.A. can
assist in initiating new programs after a
BID has been established. Start-up actlvi-
ties include board development, budget-
ing and inter-governmental relations. We
also help BIDs and downtowns develop
an appropriate arganlzational and brand
presence.

Strategic problem solving jor downtowns and communities
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PROJECTS
RECENT WORR

Market-Based Planning

P.U.M.A. is a pioneer In developing markel-based downtown plans. P.U.M.A's market-based ptan
merges a keen understanding of the marketplace with organizalional development to creale a
downtown niche strategy and the lools to implement it.

Cheyenne, Wyoming

"Downtown Cheyenne Market-Based Plan" (June 2008);

P.U.M.A. served as the lead consulfant for a market-based plan for downlown Cheyenne.
Recommendalions from the market-based plan are based on an exlensive market sludy that included
an economic profile, relall leakage analysis and surveys of local residents and downlown employees.
The plan includes a niche strategy for downtown, sub-district development strategies, identification of
opporlunily sites, and recommendations that encompass economic developmenl, physical
improvements, parking, regulatory adjustments and a business plan for our ¢lient, the Downtown
Development Authorily.

Prepared for lhe Cheyenne Downlown Development Authority;
Christian Cherek, Fxecutive Director (307) 433-9731

Stillwater, Qklahama

"Core Commercial Area Planning and Engineering Services” (January 2006);

P.L.M.A. was the lead consultant to assist the cily of Stillwaler in creating tangible, action-orienled
improvements for downtown and two aging commercial dislricts near Oklahoma State Universily. The
devalopment of the plan emphasized broad-based input from core commercial stakeholders, local
business people, governmenl leaders, key community leaders and citizens at large. The Plan provides
a framework for improving downtown based upon six Interconnected initiatives including public
amenities and streelscape, a Main Street dining and entertainment districi, a parking management
plan, facade Improvements and design guidefines, a downtown organizalion and business improvement
district, and downtown living.

Prepared for the City of Slillwater;
Paula Dennison, Community Development Direclor (405) 742-8214

Boulder, Colorado

"Downiown Boulder Sirategic Plan" (February 2005};

In response o a new lifeslyle shopping center being developed within one
mile of downlown Boulder, P.U.M.A. facilitated a sirategic planning
process that assessed economic and political forces and engaged
downtown stakeholders and organizalions in the development of a
Strategic Plan. A market snapshot was developed to help juslify niche
and positioning strategies and to validate initial projecl Task Force
observations and recommendations. The resulling Stralegic Plan
Included areas of program emphasis for the short- and mid-term [ncluding -
small business support, parking management, marketing strategies, product development options and
areas of collabaration with lhe new lifestyle center. The Plan also offered suggested organizalional
roles and responsibilities to implement recommendations, including partnership opportunities lo
leverage resources and engrgles, and other suggested steps {0 improve downtown's overall
competitiveness.

Prepared for lhe Cily of Boulder and Downtown Boulder BID;

Molly Winter, Director, Downtown and Universily Hill Management Division/Parking Services
(303)y 413-7317

Jane Jenkins, Execulive Direclor, Downtown Boulder BID {303) 449-3774
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Rochester, Minnesota

"Market-Based Downlown Plan" (August 2004);

A markel-based plan for downfown Rochester, including a market analysis with
an economic profile, analysis of competitive districls, evaluallon of the
development climate and a community engagement process composed of
stakeholder roundlables, one-on-one meelings and a community survey. A
niche markeling slrategy and develepmentl disiricts were identified, and
implementation strategles were recommended.

Prepared for he City of Rochester;
Douglas Knott, Downtown Development Administrator (507) 285-8233

Denver, Colorado

"Cherry Creek Norlh Business [mprovemenl Dislrict Strategic Plan" (September 2004);

Responding lo changing market and political dynamics, the BID conlracted with P.U.M.A, to complete a
strategic plan to provide an operating road map for both Lhe disfrict and the BID for the next lhree to five
years. The planning process included stakeholder oulreach, a direct mall survey, a market snapshot,
and a survey of comparable naticnal BIDs wilh upscale retail districts. The strategic plan includes
recommendalions and shori- and long-term sequencing using benchmarks.

Prepared for the Cherry CGreek North Business Improvement District;
Marc H. Schlul, President (303) 394-2904

Salina, Kansas

"Downtown Market-Based Plan” (April 2002);

Downtown plan Including: 1) Campetilive analysls with economic profile, retail
leakage and compelition sludy, community allilude survey and stakehclder
outreach; 2) Niche strategies and development oplions for downlown as a whaole
and for each of five geographic sub-districts; 3) Recommendations and sequencing
for plan implementalion; and, 4) Evaluation of downlown's existing business

improvement dislrict. m]” " mm{

Prepared for the City of Salina;
Dennis Kissinger, City Manager (785) 309-5700

Read Further News from Salina

Edgewater, Colorado

“City of Edgewater Economic Development Plan” {December 2001);
"Plan Impiemenlation" (2002 to present);

Comprehensive economic development plan for the City of Edgewater, a 100-year old commumty
bordering Denver. Part | of the plan provides a compelilive analysis based .
upon an economic profile, relail leakage study and community outreach
process. Part [l includes recommendations tallored to advance economic
development in each of the Cily's four primary commercial areas, including a
regional shopping center, fraditional main street, state highway corridor and
an abandoned neighborhood grocery slore, The plan has been instrumental
in attracting an Ace Hardware store and is currently guiding the cily's efforts to acquire a vacant grocery
store far conversion to a civic cenler.

Prepared for the Cily ol Edgewater;
Bob Prewill, Mayor (303) 238-7803

Boulder, Golorado

"Market-Based Plan for lhe University Hill Business District” (April 2001},

A market-based plan for the historic University Hill business district, including an :
economic profile, community attitudes survey, and analysis of compelilive business ‘"
districls resulling In a niche marketing stralegy to reconnect wilh its traditional
market base of residents, students and Universily workers. Suggested
implamentation tactics include marketing, environmental Improvements, regulatory
climate, business development and public/private partnerships.

Prepared for the Cily of Boulder Downtown Management Commission;
Molly Winter, Gity of Boulder (303) 413-7317

Lincoln, Nebraska
"Investment Strategy for a Competitive Downlown™ (1998);
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"Downtown Lincoln BIDs: Recommendations for Renewal” (1899},

"Downtown Slrategic Plan Update” (Aprit 2003);

P.U.M.A. and a real estate economics firm prepared a market-driven strategic plan for downtown
Lincoln. The plan includes market analysis, niche and sub-dislrict strategies, priority projects and
organizational business plan componenls that have since been implemented. P.U.M.A, also assisled in
the subsequent renewal of downtown Lincoln's business Improvement districts and was most recently
retained to facililate a five year update of the Investment Strategy.

Prepared for the Downlown Linceln Association;
Pally McMullen, President (402) 434-6904

Anchorage, Alaska

"Downtown Developmenl Framework" (June 2000);

A P.UM.A -led team completed a market-based downtown plan during an intensive 5-day process. The
Downtown Development Framework document resulted from a Downtown Summit, 2-day Inlensive
work sesslon and a public presentation of plan cencepts. The Framework Idenlifies development zones,
conneclions and opportunity sites, and recommends financial and organizational tools to guide
implementalion.

Prepared for the Anchorage Downtown Parlnership,
Rod Pfleiger, Executive Direclor (907) 279-5650

A BACK TO TOP

< BACK TO PRCJECTS

©2008 Progressive Urban Management Associates. All Rights Reserved.

http://www.pumaworldhq.com/proj_market.htm 12/22/2008




Land Policy Institute - Pages : Prosperity Teams Page 1 of 1

A Prosperity Team is a group of people from a community who have
diverse occupations and backgrounds and who come together to
address land use and economic development concerns.
Communities generally encompass a multi-jurisdictional or regional
area.

Prosperity Teams, comprised of community leaders from
government, planning commissions, businesses, minority groups,
land-based industries (such as agriculture, forestry, or tourismj},
educators, and more, collaborate on a variety of projects, That
might include neighborhood improvement, better access to healthy
food choices, attracting new businesses, natural resource
conservation, and smart growth planning. Each team has a captain
who helps facilitate discussions and activities and serves as the
liaison to the Land Policy Institute (LPI) and the Land Use Summit
Planning Committee.

At the 2006 and 2007 annual Land Use Summits, Prosperity Teams
that attended together received access to valuable resources and
tools and were eligible for Prosperity Grants for Pianning (up to
$5,000) and Implementation (up to $25,000). Current Prosperity
Teams can continue to access resources through the LPI website
(see relevant links below).

Anyone interested in joining an existing team should review the list
of current teams, which contains contact information. Communities
interested in building a team, should download the document, How
to Build a Prosperity Team, below.

Useful LPI Web Page Links

e Land Use Summit

e ToOIs

¢ Hot Topics

s Calendar of Events

+ Renewable Energy Policy Initiative
e Rebuild Michigan

2007 Prosperity Teams
Useful Links for Prosperity Teams:

¢« How to Build a Prosperity Team
e 2006 Prosperity Team Awards
¢ 2007 Prosperity Team Awards
¢ Michigan Jeopardy (A Prosperity Team Icebreaker)

For further information about Prosperity Teams, contact Mary Beth
Lake at 517.432.8800 Ext. 104.

http://www.landpolicy. msu.edu/modules.php?name=Pages&sp_id=157&op=printfriendly... 12/22/2008
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A Prosperity Team is a group of people from a community who have
diverse occupations and backgrounds and who come together to
address land use and economic development concerns.
Communities generally encompass a muiti-jurisdictional or regional
area,

Prosperity Teams, comprised of community leaders from
government, planning commissions, businesses, minority groups,
land-based industries (such as agriculture, forestry, or tourism),
educators, and more, collaborate on a variety of projects. That
might include neighborhood improvement, better access to healthy
food choices, attracting new businesses, natural resource
conservation, and smart growth planning. Each team has a captain
who helps facilitate discussions and activities and serves as the
liaison to the Land Policy Institute (LPI) and the Land Use Summit
Planning Committee.

At the 2006 and 2007 annual Land Use Summits, Prosperity Teams
that attended together received access to valuable resources and
tools and were eligible for Prosperity Grants for Planning (up to
$5,000) and Implementation (up to $25,000). Current Prosperity
Teams can continue to access resources through the LPI website
(see relevant links below).

Anyone interested in joining an existing team should review the list
of current teams, which contains contact information. Communities
interested in building a team, should download the document, How
to Build a Prosperity Team, below.

Useful LPI Web Page Links

¢ Land Use Summit

» Tools

Hot Topics

» Calendar of Events

e Renewable Energy Policy Initiative
o Rebuild Michigan

2007 Prosperity Teams
Useful Links for Prosperity Teams.

How to Build a Prosperity Team

2006 Prosperity Team Awards

2007 Prosperity Team Awards

Michigan Jeopardy (A Prosperity Team Icebreaker)

For further information about Prosperity Teams, contact Mary Beth
Lake at 517.432.8800 Ext. 104.
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