





Urban Marketing Collaborative

Choice of Parking in Downtown Grimsby
or plaza
Park on street _26%
North parking lot __ 22%
-

South parking lot

Walk, bicycle

Driven or dropped
off .

4%
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Urban Marketing Collaborative

Visitation Frequency

-
B N
more

Two to three times a _ 16%
month
Once a month - 9%
Less than once a - 4%
month
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Urban Marketing Collaborative

Length of Visitation

30 minutesto Lhour [ [39%
1to2 hours |IEN| 35%

2to3 hours [1]5%
3to4 hours 1%
4 to 5 hours |]1%
5to 6 hours |[|1%

More than 6 hours [1]3%
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Urban Marketing Collaborative

Downtown Grimsby Image

% Who Agree
Good, pleasant, fine, fair, nice, okay, clean 24%
Convenient, easy, quick, fast, accessible, available, close 22%
Satisfactory, adequate, average, mediocre, simple, alright, reasonable, acceptable, 14%
decent, not bad, ordinary, sufficient
Enjoyable, excellent, fun, great, happy, wonderful, eventful, fulfilling, leisurely, 10%
love it
Friendly, helpful 8%
Quaint, cute, unique 7%
Limited, boring, poor, unpleasant, tedious, dismal, bad, bland, challenging, 6%
dated, useless, not exciting, insufficient
Busy, bad parking, congested, traffic 6%
Diverse, rare 2%
Cheap 1%
Expensive 0.4%
Spread out 0.4%
Essential 0.4%




Urban Marketing Collaborative

Downtown Grimsby Improvements

Better specialty stores 26%
Better stores in general 20%
Accessiblity, less traffic 11%
Better larger stores 11%
Beautify the shopping area 10%
Better parking 10%
Better shopping hours 8%
More services 7%
Better restaurants 5%
Better prices 3%
Friendlier ||1%

Nothing/ don't know 37%

0% 5% 10% 15% 20% 25% 30% 35% 40%



—©— 1 Quality of stores and restauvrants
@ 2 Selection of stores and restaurants

@ 3 Price of goods and services
® 4 Safety
5 People plluces to socialize

—@— 6 Excellent service

® 7 Ceanliness and overall appearance
—@— 8 Availability of parking

@® 9 Open in the evening

® 10 Friendly atmosphere
—@— 11 Activities and special events

12 Family friendly

—@®— 13 Clean, up-to-date businesses

® 14 Easy to get to

* 15 Easy to get around




Urban Marketing Collaborative

Importance vs. Satisfaction Ratings - Visitors

Importance Rating Gap
Excellent service 8.81 7.93 -0.88
Cleanliness and overall appearance 8.58 7.81 -0.77
Clean, up-to-date businesses 8.44 7.56 -0.88
Friendly atmosphere 8.39 8.21 -0.18
Safety 8.34 8.23 -0.11
Easy to get to 8.32 7.75 -0.57
Availability of parking 8.24 7.27 -0.97
Quality of stores and restaurants 8.23 7.15 -1.08
Price of goods and services 8.14 7.24 -0.90
Easy to get around 8.13 7.36 -0.77
Selection of stores and restaurants 7.82 6.43 -1.39
Family friendly 7.72 7.89 0.17
Open in the evening 6.93 6.33 -0.60
People places to socialize 6.42 6.59 0.17
Activities and special events 5.46 6.13 0.67




Urban Marketing Collaborative

Downtown Grimsby Competitive Positioning

Downtown Grimsby

Downtown Beamsville

Downtown St. Catharines

Downtown Stoney Creek
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Downtown Niagara on the Lake
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Urban Marketing Collaborative

Special Event Visitation

P RGER T

Sometimes [ Santa Claus Parade

O Happening in the Park
M Festival on the Forty
B Winter Green

(] Blossom Festival

Rarely

Never
91%
92%

0% 20% 40% 60% 80% 100%




Urban Marketing Collaborative

Special Events Improvements
Better types, kinds, number of events — 27%

Better awareness, advertising __ 17%
Better accessibility, shuttle service __ 12%
Better parking __ 10%
Better stores, better services __ 9%
Beautify downtown _- 4%

Better prices . 2%

Not interested special events in general _ 22%

0% 5 10% 15% 20% 25% 30%



Urban Marketing Collaborative

Non-Visitation Reasons

Other stores are closer to me 138%
No particular reason 29%
Inconvenient to get to, traffic flow 17%
Nothing to do there, not enough to do 13%
Better stores elsewhere _: 8%
Quality of the stores _ 4%
Poor selection of stores j 4%
Inconvenient hours, close too early 4%
| | | | | | | |

0% 5% 10% 15% 20% 25% 30% 35% 40%



Urban Marketing Collaborative

Non-Visitor Improvement Suggestions

Closerlocation 41%

Better awareness, advertising 18%

Better stores, better variety 18%

Friendlier people 12%

Better parking 12%

More services 6%

Better special events 6%

Nothing, don't know 40%

0% 10% 20% 30% 40% 50%



Urban Marketing Collaborative
Market Share - Grocery and Supermarket
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80to99 | 11%
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Urban Marketing Collaborative

Market Share - Drug and Pharmaceutical

to0 | 17
800 99 __ 5%
60 to 79 _- 3%
40t0 59 __ 7%
20 to 39 |
10to19 [ 9%
105 | 1
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Urban Marketing Collaborative

Market Share - Clothing and Shoes
100 is%

80t099 []|1%

60to 79 |1]2%
40to59 [ 6%
20to39 [ 8%

10t0 19 | I 15%
1to9 |IRNINI 13%
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Urban Marketing Collaborative

Market Share - Beauty and Barber Services

100 | 1%

80t099 |[1]2%

60to 79 |1|1%

59%
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Urban Marketing Collaborative

Market Share - Gifts
100 i1%

80t099 | 1%

60 to 79 _- 3%

40t0 59 __ 8%

20to 39 __ 16%

10to 19 e —— a=as

1too | IR 12%

 EEEEE————
I I I I I

0% 10% 20% 30% 40% 50%




Urban Marketing Collaborative

Market Share - Sporting Goods
100 i4%

80t099 || 1%
60to 79 || 1%

40t059 [[3%

20t039 4%

10to 19 FS%

1to9 4%

0 76%

0% 10% 20% 30% 40% 50% 60% 70% 80%



Urban Marketing Collaborative

Market Share - Eating and Drinking
100 _3%

80t099 [ 3%

60to79 [ 4%
40to59 [ 14%

200039 [ 6%
(1)

10to 19

1to9

0 27%
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Urban Marketing Collaborative

Market Share - Hardware and Home Improvement

100 h 4%

800 99 _. 1%

60to 79 _- 5%

40t0 59 __ 9%

20to 39 __ 13%

10t 19 __ 12%
1t09 __ 9%
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Appendix B
Retail Demand Calculations



Retail Merchandise Retailers

|| e | TomoiGinsy | PrinaryTradehres | Seoondary Trade s
| 7m [ W% | 7m [ 7% | W8 | 76 | Zm | 7

Household Income $79,257  $101,625  $122,603 $93,972  $111,915 $82,452 $96,152

Retail Merchandise Expenditures $9,275 $11,893 $14,345 $10,997 $13,094 $9,649 $11,250

% of Income 11.7% 11.7% 11.7%

Households 9,968 11,768 14,015 16,662 21,276 22,779

Retail Merchandise Expenditure Potential ($ millions) $118.5 $168.8 $154.1 $218.2 $205.3 $256.3 $478.0 $643.2

Downtown Grimsby Market Share 19.0% 17.0% 15.0% 13.5% 10.0% 9.0%

Downtown Grimsby Market Share ($ millions) $22.5 $28.7 $23.1 $29.5 $20.5 $23.1 $66.2 $81.2

Warranted Space - Sales Per Sq. Ft. $700 $772.9

Square Footage 94,530 105,083
94,050 94,050

Existing Square Footage
New Square Footage - Retail Merchandise 480 11,033



Food Services

] mme | ToofGimsky | PrimayTradede | Seconday Tadedre
| 7 | 76 | Wm | 7w | W [ W | AW |

Household Income $79,257  $101,625  $122,603 $93,972  $111,915 $82,452 $96,152

Food Service Expenditures $3,200 $4,103 $4,904 $3,794 $4,477 $3,329 $3,846

% of Income 4.0% 4.0% 4.0%

Households 9,968 11,768 14,015 16,662 21,276 22,779

Food Service Expenditure Potential ($ millions) $40.9 $57.7 $53.2 $74.6 $70.8 $87.6 $164.9 $219.9
Downtown Grimsby Market Share 23.0% 22.0% 20.0% 18.0% 14.0% 13.0%

Downtown Grimsby Market Share ($ millions) $9.4 $12.7 $10.6 $13.4 $9.9 $11.4 $30.0 $37.5
Warranted Space - Sales Per Sq. Ft. $700 $772.9
Square Footage 42,797 48,537
Existing Square Footage 40,800 40,800

New Square Footage - Food Service 1,997 7,737



Convenience Retail

| [ oo [ om4 [ 2009 | oo | goos | gms [ 00 [ 7004

Household Income $79,257  $101,625  $122,603 $93,972  $111,915 $82,452 $96,152

Convenience Retail Expenditures $3,200 $4,103 $4,904 $3,794 $4,477 $3,329 $3,846

% of Income 4.0% 4.0% 4.0%

Households 9,968 11,768 14,015 16,662 21,276 22,779

Convenience Retail Expenditure Potential ($ millions) $40.9 $57.7 $53.2 $74.6 $70.8 $87.6 $164.9 $219.9
Downtown Grimsby Market Share 50.0% 48.0% 35.0% 30.0% 20.0% 15.0%

Downtown Grimsby Market Share ($ millions) $20.4 $27.7 $18.6 $22.4 $14.2 $13.1 $53.2 $63.2
Warranted Space - Sales Per Sq. Ft. $800 $883.3
Square Footage 66,533 71,575
Existing Square Footage 65,800 65,800

New Square Footage - Convenience Retail 733 5,775



Appendix G
Management Agreement



MANAGEMENT AGREEMENT

This Agreement is made and entered into this  day of 2000, by and between the
Downtown Development Authority, (hereinafter known as DDA), and the Downtown Shreveport
Unlimited, (hereinafter known as DSU) and provides as follows:

RECITALS

A. DSU is a private, non-private corporation charged with developing Downtown by operating
certain ongoing programs, among them being:

Downtown festivals and special events;

Legislative affairs;

Quarterly speaker’s program and awards;

Periodic newsletters;

Other programs mutually agreed upon by the DDA and Board of
Directors of DSU, including the following specifically contracted services:

M

. Advocacy and promotion of the west end of downtown Shreveport as an
Arts & Antiques District. $

. New retail recruitment and existing retail support ~ $
. Downtown Marketing $

. Holiday Lighting $

B. The DSU desires to use the staff personnel and office resources of the DDA to
implement and oversee the day-to-day operations of the above mentioned programs.

C. The DDA recognizes the importance of these programs in the development of
Downtown Shreveport and wishes to provide staff and office resources to the DSU for
the purpose of the continued operation of each program.

D. The DDA recognizes the need to engage downtown businesses and entrepreneurs in the
business of downtown and recognizes the potential of engaging these interests through the
membership of DSU via contract services.



NOW, THEREFORE for and in consideration of the foregoing premises and mutual covenants and
benefits herein contained, the parties hereto agree as follows:

I. Scope of Services

A. The DDA shall make available to the DSU solely for the operation of the
aforementioned programs, the staff personnel and office resources of the DDA,
subject to and in accordance with the provisions of this agreement, and in express
reliance on the warranty of the DSU that said staft and resources will be used for the
performance of duties and services directly related to the operation of the
aforementioned programs within the Downtown Development District.

B. For payroll and other employee management and benefits purposes, the DDA
shall act as common paymaster for DSU. The DDA Executive Director shall be
responsible for DSU employee management.

C. It is expressly understood that the Board of Directors of DSU may want to take
actions contrary to the stated position of DDA. In this circumstance, the DDA may
withhold DDA staff services regarding the action in question.

II. Term of Agreement

This agreement shall commence on January 1, 2000, and run for the period of one
year, and may be terminated by either party hereto upon the giving of 30 days
written notice to the other party or be amended by mutual written consent of the
parties hereto involved.

111. Cost of Service

DSU and DDA mutually agree that DSU shall, for administrative expenses
associated with the core DSU program of work, pay to DDA §$ plus appropriate
expenses particular to DSU as approved in advance by the DSU Board.

DSU and DDA mutually agree that DDA shall, for program expenses associated
with the contracted services listed in AS above, pay to DSU $ It is expressly
agreed that expenses associated with the contract programs shall be paid directly by
the DDA.

Services provided in excess of this figure are considered a donation of DDA
resources in recognition that the DSU scope of work is considered to be beneficial to
the development of Downtown Shreveport.

Adjustments to amend the maximum cost may be made periodically by mutual
consent of both parties



1V. Retention of Records

All DDA records related to the billing of DDA services on behalf of DSU for the
aforementioned programs shall be retained for a period of three (3) years, said period
to run from the final disposition of each case of the operation of each program.

V. Existing Contracts and Agreements

The DSU shall conduct operations of the aforementioned programs in accordance
with the related contracts and/or agreements which currently exist or as may be
amended.

VI Pavments for Services

The DDA shall on an annual basis invoice the DSU for the total amount as agreed.
DSU shall pay the agreed amount prior to December 31, 2000.

IN WITNESS WHEREOF, the DDA and the DSU have entered into this agreement as of the date
first above written.

DOWNTOWN DEVELOPMENT AUTHORITY DOWNTOWN SHREVEPORT UNLIMITED

By: By:
David Alexander, Chairman Johnie Wise, Chairman
Attest: Attest:
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Downtown Resident Relations



SAN DIEGO CITY OF VILLAGES

CREATING SAFE AND VIBRANT PLACES TO SOCIALIZE

I #

1 ™ M
Musi s/ @~ Noise
UsSIC E )
4. ' o
QUA O
TRANSIT ENTERTAINMENT CONVERSATION BUSINESS ACTIVITY VENDORS
Bus Train Car Live Recorded Patio Parking Smokers | Deliveries Trash Equipment | Entertainers Products

Mixed use districts with higher concentration of residential units in retail and business districts precipitates a growth in dining and entertainment businesses for people seeking places to socialize. A number
of factors combine to impact public health and safety and quality of life. One indicator of emerging conflicts is noise. Noise is simply the intersection between sound and the ears of someone who is
disturbed by the sound. When there is no sound, there is no noise. When there is no person, there is no noise. When the sound is not disturbing there is no noise.

There are many variables as to when sound becomes noise — sound level, quality and quantity. Among the sources are transit vehicles, entertainment, conversation, business activity or street vendors or
entertainers. Noise can be increased or decreased through various means including the movement of people to their vehicles, the path vehicles move, crowd location and size, proximity of the noise
generating activity to people who may be disturbed, construction of the structure and schedule of activity. Often age of people or intoxication can be contributing factors.

A\ ™2 WA =
PEDESTRIANS PEOPLE PROXIMITY STRUCTURE SCHEDULE
Pedestrian Flow Outdoor Seating Residents Sound proofing Hours of business

Parking Area
Signage
Taxi Stands

Crowd Management
Entrance Lines
Promotions
Intoxication

Underage drinking

Outlet Density
Outlet Type
Other Retail

Parking

Windows
Entrance
Storage

Access (trucks)

Entertainment
Deliveries

Trash Removal




Conflict resolution is the process of reducing or eliminating the sound, redefining the sound as to its source and purpose, or removing the person who is disturbed from the source of the
sound. This is accomplished through communication, planning to reduce potential sources of noise or proximity of people to the noise generating activity.

QUANTITATIVE QUALITATIVE
The following are summaries of strategies used, typically through an ordinance, to regulate | The following are summaries of strategies used to
noise issues: 1. Parking: Special arrangements are made to limit parking in residential areas to
1. Entertainment Overlay: A district is designated as an entertainment district or permit parking to prevent establishment patrons from parking close to residences.
"overlay” for the purpose of concentrating the number of establishments for the 2. Pedestrians: Pedestrian flow is regulated, especially during late hours, to keep

convenience of those visiting the area. Modifications are made to noise, parking,
schedules and other zoning requirements to accommodate crowds and reduce
impact on public health, safety and quality of life. 3. Traffic: Automobile traffic is routed through commercial areas rather than residential
neighborhoods during closing hours.

people away from residential areas as much as possible.

2. Density: The number of establishments providing entertainment or licensed to serve

alcoholic beverages are limited based upon population or restricted by distance 4. Promotions: Businesses are discouraged from advertising or using promotions that
between such establishments. may increase the rate of intoxication of patrons.
a. Consideration: Using a “seating” basis rather than “outlet” basis for 5. Communication: Regular meetings held with club owners and managers, law
calculating density may provide more control over the number and types of enforcement, business district and residents to anticipate problems from special
businesses. A club with an occupancy capacity of 1,000 would have a events, increased traffic or other sources of noise.

greater potential impact on a neighborhood than 10 businesses with

Enforcement: Active enforcement of ordinances.
occupancy of 100.

Education: Organization of educational events for businesses to inform them of

3. Proximity: Businesses seeking to provide amplified music or use outdoor speakers emerging issues or concerns and provide access to resources.

(i.e. drive-up windows) are not permitted within a specified distance from a
residential unit. 8. Mediation: A formal process to resolve conflicts between residents and businesses

either through working with the business to take corrective action, clarify
misunderstanding of each individuals rights and responsibilities or agreement to a
mutually agreed upon settlement prior to further legal remedies.

4. Noise Levels: The most common strategy is to regulate the level of decibels of
amplified music an establishment can provide. Some cities allow a higher decibel
level in a desighated entertainment zone or “overlay” while others set a uniform
standard when there are residential units in close proximity. Some focus on the more 9. Disclosure: A formal process of placing on notice residents, businesses, or
problematic bass or low frequency noise as a standard. developers of special conditions and responsibilities.

a. Challenge: Enforcement can be difficult if measurements are not taken at
the actual time the person naotices the noise or when noise levels in the area




surrounding the establishment from traffic or other sources is higher than
coming from the club.

5. Building Codes: New and existing buildings can be required to limit noise through
the use of noise proofing materials, location of bedrooms relative to street and/or
entertainment business, location of entertainment source in an establishment,
location of outdoor seating and placement of speakers, use of sound walls and
barriers, location of entrance and exit doors, use of double doors, restrictions on
doors being opened during certain hours.

6. Schedule: Schedules can be regulated for entertainment, deliveries, trash removal,

parking areas,

——— e

STAKEHOLDERS

ASSESSMENT

RECOMMENDATIONS

INTEGRATION

EDUCATION

MEDIATION

Alcohol Beverage Control
BID’s

City Attorney

Code Compliance
Developers
Development Services
Environmental Services
Fire Department

Health Department
Hospitality associations
Planning Department
Police Department
Public Works

Residential organizations

Current Codes:
Other Cities:

Community Forum: Issues

and Trends

s Gaslamp
» Lajolla
North Park
% Hillcrest

7
0’0

d

% Little Italy
+ Pacific Beach
+ Ocean Beach

< East Village

Revise Current Ordinances
Create New Ordinances
Develop Alternate Strategies

Develop a final reading with
all key stakeholders to
properly integrate focus,
standards, enforcement,
jurisdiction, and resolution.

Organize information into a
concise resource directory
for businesses, residents
and developers.

Include resource directory
with disclosure agreements

Incorporate information into
Hospitality Business
Orientation

Organize annual Hospitality
Roundtables to review status
of compliance and areas
needed for improvement

Develop a systematic
process for mediating
conflicts between residents
and businesses or between
businesses.

Develop a process for
remedial assistance for
businesses engaged in
practices causing conflicts or
violations of ordinances.






