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I. Executive Summary
•

The Downtown Vero Beach Association and the Vero Beach Main Street
Office retained Hunter Interests Inc. (HII) to analyze the downtown district
(DTW) of the City of Vero Beach, Florida and to develop a revitalization and
marketing strategy. The first report was submitted on September 22, 2000,
and analyzed the DTW and surrounding area by evaluating the DTW market
and its principal market sectors, reviewing demographic characteristics, and
assessing the reuse potential of the Old Diesel Plant.

•

During the engagement multiple interviews were undertaken, technical analyses
were preformed, and market research was conducted. This final report
summarizes all analyses and constitutes the strategic plan for the DVBA's
review, approval, and implementation. This Executive Summary is a synopsis
of the final report and presents the highest priority implementation actions.

•

The orientation of the recommendations contained herein is to accomplish
tangible, visible revitalization activities within the DTW during the next
three to five years which, in tum, will generate renewed interest, confidence,
and further improvement during the following 5 to 10 years. Because of the
inherent strengths of the DTW, recent activity, the leadership commitment
which is evident, and the bold and innovative strategy contained in the final
report, we are confidently optimistic about the DTW' s future.

•

Three objectives concerning the plan of DTW are fundamental to all of the
strategic action recommendations: the first objective is that the mix of
consumer options must be increased with a planned and targeted approach (both
in number and variety); secondly, is the need to establish a critical density; and
thirdly, public and private physical improvements must be made to increase the
district's draw, attractiveness (for consumers and businesspeople), and
pedestrian-orientation so as to make a comfortable and interesting destination
that is vibrant.

•

The DTW has four primary market sectors: retail, food and beverage,
office, and government. These sectors attract the majority of persons to the
DTW, generate the bulk oflocal revenues, and occupy most of the space in the
downtown. Currently, the DTW district functions as a reasonably strong
professional office center. However, with a limited number of exceptions, the
remaining primary market sectors are not realizing their potential. The other
market sectors of a vibrant downtown (housing, entertainment, and attractions)
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are either nonexistent or have a presence that is inadequate to establish a market
foothold. These weaknesses in turn create voids that are adversely affecting the
DTW's economy.
•

Within the DTW are a series of barriers to overcome, the principal of which
are: physical (i.e., Twin Pairs); regulatory (i.e., building codes); limited
options due to the district's built-out character; image (i.e., perceived lack of
parking, a location to take care of business and leave, etc.); lack of activity,
particularly during the evenings and on weekends; and a lack of pedestrianoriented elements (i.e., streetscapes, window-shopping opportunities, etc.)

•

The DTW is not capturing its share of consumer dollars from employees,
residents, and visitors. These expenditures are leaking out and being spent
elsewhere (primarily in the adjacent retail nodes).

•

The DTW cannot, and should not, compete head-to-head with the other retail
nodes. Thus, the DTW must build niche markets in terms of unique eating,
drinking, shopping, and experiential options that are not available elsewhere in
the region.

•

The DTW offers multiple indicators that point to a high level of market
potential: businesses from various market sectors have proven successful; the
DTW has one of the largest concentrations of office employment in the
region; the DTW provides competitive real estate pricing; character is
regionally unique and is in step with the increasing predominance of new
urbanism; the downtown is comfortable in scale and is largely free of urban
problems; a dense residential population with disposable incomes is located
nearby the DTW; a high volume of traffic passes in close proximity to the core
of the DTW; and the surrounding region has experienced growth activity that is
a source to be tapped into.

•

The plan delineates basic, multifaceted projects that will assist with
facilitating the economic, physical, and social revitalization of the DTW,
principal among them are: establishing partnerships, enhancing the physical
environment, deploying a promotional campaign, and instituting
operational and programmatic initiatives.

•

The majority of real estate and business development activity, and much of the
streetscape improvements are targeted within and adjacent to the Model Block
and Model Block extension area, with the objective of establishing a critical
mass of consumer-oriented opportunities and activity. Concurrently, a limited
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number of projects are oriented to more outward locations so as to establish a
spoke-like presence of new development, thereby filling in existing gaps and
stimulating an outward radiation of development.
•

Specific strategies are provided relative to the DTW' s ex1stmg primary
market sectors, and for creating a notable residential component, an exciting
nightclub and live entertainment district, and a special events, attractions and
the arts sector that are complementary to the character of the DTW. These
strategies build on the accomplishments to date, work in conjunction with
planned projects and actions, are responsive to market trends, are innovative
in their approach, and maximize opportunities to leverage capital, activity, and
momentum. The strategy employs a proactive stance to expand the number of
public and private office facilities and employees, increase the number and
variety of consumer-oriented establishments, utilize the greater demand for
space to address real estate and other physical issues, enhance the capture rate
of retail businesses, use the new office employment and residential population
bases to support and grow the DTW market as a whole, and occupy vacant,
underutilized, and non-conventional space for office and residential
applications.

•

An implementation program for the plan is presented, which includes
enhancing the capacity of the Vero Beach Main Street Office, creating
consensus, and obtaining support from those with vested interests in the DTW.

•

To provide additional direction for this challenging program, a Best Practices
survey is included as ari attachment.

•

A detailed business retention and recruitment strategy provides 48 specific
tasks to realize the objectives presented earlier in the plan. While virtually all
of the tasks are interdependent, and many must operate concurrently, the
following list provides a prioritization:
1. Groundwork -

The DVBA Board and the Vero Beach Main Street
Manager should: prepare an evaluation process and identify specific
benchmarks; solidify the necessary relationships to develop and implement
the plan; review the attached Best Practices survey; and commence
discussions with appropriate senior City and County government
representatives to provide for a regulatory environment (i.e., building
codes, zoning, etc.) that will be accommodating to existing and future
development needs.

3
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2. Prioritization - Based on the following plan, identify and prioritize the
specific types of businesses that are most desirable and the individual
properties and blocks within the DTW that are most important to occupy.
3. Opportunities - Prepare a comprehensive and accurate listing of
available properties within DTW and proactively disseminate to all
interested and potentially interested parties.
4. Twin Pairs - Promote the development of the County office facility at
Twin Pairs and confirm incorporation of design concerns.
5. Activity - Encourage property and business owners to clean, and where
necessary improve, -facades, install interesting window displays, and
implement early evening "lights on" program.
6. Streetscape - Begin designating corridors and securing funding to
implement streetscape improvements for linkages program.
7. Promotion - Prepare promotional brochures, reach out to media with
information, and commence planning for installation of banners, planters
and other improvements to delineate the DTW.
8. Community Redevelopment Agency - Educate local elected officials as
to benefits and applicability of CRA.

4
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II. Introduction
This document is the second of two reports. By way of background, the Vero
Beach Main Street Office retained Hunter Interests Inc. (HII) to analyze the
downtown district (DTW) of the City of Vero Beach, Florida and to develop a
revitalization and marketing strategy. The first report was submitted on
September 22, 2000, and analyzed the DTW and surrounding area by evaluating
the DTW market and its principal market sectors, reviewing demographic
characteristics, and assessing the reuse potential of the Old Diesel Plant. The
following report contains nine sections and four appendices.
This revitalization initiative has resulted from an acknowledgement by members of
the DTW' s business community and government officials that the downtown is not
functioning as a vibrant center of activity for the business, residential, and leisure
markets. Without a proactive stance, the potential exists for the current unfavorable
conditions in the DTW to become more prevalent and negatively impact the
adjoining communities. At the same time, considerable positive elements already
exist in the DTW that can serve as a foundation from which to build upon. It is the
overriding goal of the Vero Beach Main Street Office and the City to take the
necessary actions to make the downtown attractive, enticing, active, and alive, and it
is the. purpose of this report to identify those actions necessary to realize this
objective. A vibrant DTW can strengthen the entire region by providing a unique
environment to work, shop, eat and drink, live, and partake in recreational activities.

5
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III. Market and Business Development Conditions
A.

Overview of DTW

The Vero Beach DTW is a multidimensional market with four primary sectors:
retail, food and beverage, office, and government. These sectors attract the
majority of persons to the DTW, generating the bulk of local revenues, and
occupy most of the space in the downtown. Currently, the DTW district functions
as a reasonably strong professional office center, primarily comprised of services
(i.e., attorneys, accountants, financial services, insurance, etc.), local, county, and
state government offices, and quasi-public entities (i.e., Main Street Office,
Chamber of Commerce, etc.). With a limited number of exceptions, the remaining
primary market sectors (retail and food/beverage) are not realizing their potential.
The other market sectors of a vibrant downtown (housing, entertainment, and
attractions) are either nonexistent or have a presence that is inadequate to establish a
market foothold. These weaknesses in turn create voids that are adversely affecting
the downtown economy. While a limited number of establishments have a regional
draw that attracts patrons on a regional basis, many more businesses rely on foot
traffic for a customer base. Further hampering commerce in the DTW is the lack of
a recent precedent to use the DTW as a location to shop, stroll, recreate, or spend
leisure time. HII' s goal is the formulation of this market strategy and plan to change
this perception and, more importantly, the reality of the downtown through specific
action-oriented plans with quick implementation strategies designed to generate
results. Simply put, people need a reason to go to the DTW, stay there, patronize
businesses, and partake in activities--other than to do their job or take care of a
specific errand and leave.

B.

Market Development Issues

The following section identifies limitations to the development of the DTW and
provides a series of observations made during our analysis.
The development of the DTW as a whole and its individual market sectors are
stymied by an absence or insufficient presence of the critical elements that support
and fuel a vibrant urban market. The term "vibrant" includes not only a diversified
and expanding economy with a sufficient variety and quantity of appropriate
businesses that are operating successfully, but also includes a high level of
utilization, activity, and visitation throughout the day, and into the evening and on
weekends by local and regional residents and tourists who choose to spend time
(and money). Vibrancy includes a growing level of public and private sector

6
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investment, the regular use of public spaces, and the presence of a residential
population. The elements that are missing or not of sufficient presence in the
DTW but that are essential to its development are presented below. Methods of
addressing these deficiencies are presented in Section IV. For the DTW to
evolve, the following components must be present:
•

A critical mass of businesses located in close proximity to each other that
responds to regional consumer habits-the existing deficiency of this
component creates a lack of "feet on the street," which in tum inhibits the
DTW's locational potential for business establishments, and vice versa.
Americans, on the whole, will not walk farther than about 1,000 feet between
uses, or between their parked car and their office or shopping destination.

•

A major destination that draws consumers and/or visitors-such a
destination can be the critical mass noted above (i.e., districts with a large
number of restaurants, antique dealers, furniture stores, etc.), an individual
large business, or a regular series of events.

•

Consumer-driven variety,
entertainment options.

•

Window shopping and strolling opportunities built on attractive streetscapes
that are conveniently linked to parking and destinations, eye-catching window
displays, activities to partake in (including free options), the company of
others, and a sense of security.

•

Beyond the Model Block, aesthetically pleasing streetscapes.

•

A sense of place and identity.

•

The DTW functions as a 9 a.m. to 5 p.m. location, with few establishments
and activities providing consistent evening and weekend hours.

•

A greater number, variety, and upgraded housing units.

•

Increasing the competitive position relative to the surrounding retail nodes.

•

Overcoming real and perceived negative urban impressions and local
stereotypes.

•

Methods of surmounting physical and regulatory logistics of providing
adequate commercial space in the DTW's older buildings (i.e., costs
associated with rehabilitating and upgrading properties, regulatory and code

an

attractive
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issues, limited lot and space size, lack of on-site dedicated parking, and
expansion constraints) often make development and business operations more
difficult, costly, and timely than using the more modem space available in all
of the surrounding markets.
In addition to the above noted components, the following summary of specific
business development issues relative to the DTW were identified during the many
meetings, interviews, and formal and informal discussions that were held with
representatives from government and business assistance entities, business and
property owners, members of the real estate community, patrons, and area
residents, and from observations made by HII staff while in the field. These
comments represent a cross-section of market, infrastructure, real estate,
administrative, and policy issues. Due to multidimensional qualities of the issues,
they are not listed in priority order.
•

The Twin Pairs (Route 60) is disruptive to commerce and quality of life in
the DTW and surrounding area as a result of the volume and speed of traffic,
its divisive presence functions to break the downtown apart both physically
and psychologically, and the roadway creates an aesthetically unpleasing and
unfriendly pedestrian environment that is intimidating to cross. However, it
should also be noted that the high quantity of traffic that uses Route 60 can be
viewed as a nearby source of potential customers and exposure for the DTW,
and the ease of access to and from the DTW provided by Route 60 can be
promoted as an asset.

•

Parking problems (limited quantity, distance from destination) that are both
real and perceived, were identified by DTW businesspeople, employees,
realtors, and patrons.

•

Many building facades and street-level storefront winnows are tired looking,
deteriorated, and in need of upgrading that is sensitive to the milieu of the
DTW.

•

Inaccurate, not useful , obscured, and dilapidated puplic and private signs
should be corrected, repaired, replaced, or removed.

•

The majority of buildings in the DTW are older and often require upgrading to
become attractive locations and meet tenant specifications. Regulatory
requirements (i.e., building codes, zoning, parking densities, etc.) that are not
sensitive to the renovation of such structures add to the cost and time required
to upgrade buildings in the DTW beyond that of the surrounding areas, which
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generally have newer buildings. As a result, the DTW is less competitive than
its neighbors in terms of providing expansion opportunities for existing
businesses and its ability to accommodate new establishments.
•

Beyond the Old Diesel Power Plant, the DTW lacks large developable
properties. This void limits development options and precludes attracting
substantial projects that can create significant and long-term impacts.

•

Increasing participation by the City in the development of the DTW,
particularly with undertaking public improvement projects.

•

Beyond the Model Block, the streetscapes are not pedestrian friendly and do
not encourage walking, exploring, or window-shopping.

•

The DTW lacks foot traffic, especially persons who will frequent existing and
desired business.

•

The variety, density, and number of retail establishments needs to be
increased, including the targeting of specific types of businesses m
concentrated and strategic locations.

•

Beyond the dining establishments that serve lunch to a limited portion of the
office workers and persons using government services, the majority of the
population in and adjacent to the DTW do not frequent DTW businesses on
a regular basis.

•

The DTW is not capturing its share of consumer dollars from employees,
residents, and visitors. These expenditures are leaking out and being spent
elsewhere (primarily in the adjacent retail nodes).

•

Retail and eating/drinking establishments need a consistent evening and
weekend presence.

•

Beyond a few restaurants, furniture stores, antique dealers, and other retail
establishments, there are limited unique options for persons to purchase
goods that are unavailable elsewhere in the region.

•

While the downtown and the DTW are home to multiple retail and eating/
drinking establishments, their disperse locations, and the gaps between the
businesses, create a sense of scarcity in several areas.

•

The DTW needs to enhance its competitive position as a business location in
relation to the other area nodes.
9
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•

Multiple strong regional and national chain stores with strong drawing
powers are within the DTW' s market area.

•

The DTW cannot compete head-to-head with the other retail nodes. Thus, the
DTW must build niche markets in terms of unique eating, drinking,
shopping, and experiential options that are not available elsewhere in the
region.

•

Many area residents, particularly the snowbirds, are unfamiliar with the
DTW or have not visited it in many years.

•

Many of the establishments in the DTW are single mission-oriented
destinations in terms of their customer's reason for traveling to the DTW
(i.e., accountants, attorneys, government, library, furniture, etc.) and do not
facilitate or create the opportunity for visits to other establishments,
spontaneous purchases, window shopping, or strolling.

•

The downtown's predominant reputation is one of a place to take care of
government business and other types of office-related needs-not a place to
shop, have fun, or spend leisure time.

•

The majority of the tourists who visit the area are looking to the beach, boating,
golfing, shopping, and/or baseball as their choice of activity. Without such
attractions, the DTW is at a disadvantage in terms of tapping into this market.

10
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Business Development Issues

As an aggregate, the above noted elements serve as a considerable impediment to
the revitalization of the DTW. However, by applying specific and targeted tactics
that are built on existing capacities and accomplishments, and identified potential,
a strategy can be developed to overcome these issues. We are confident in the
development potential of the DTW based on its designation as a Main Street
community and demonstrated capacities of the Main Street Office, the leadership
and initiative undertaken by members of the public and private sectors (i.e.,
supporting the DVBA and Model Block concept, renovating Pocahontas Park,
redeveloping multiple buildings, opening and expanding businesses, drawing
customers, etc.) and the inherent qualities of the DTW, such as:
•

Businesses from the predominant market sectors (i.e., The Quilted Giraffe,
Inner Rhythm, Primo's Furniture, etc.) have proven that success is possible in
theDTW.

•

The DTW has become one of the largest centers of white-collar and office
employment in the region.

•

Several government entities and private interests have made large capital
investments in the DTW.

•

The DTW provides competitive real estate pricing.

•

The downtown's architecture, history, and character are qualities that provide
the DTW with the basis of a competitive advantage.

•

The downtown is comfortable in scale and is largely free of crime,
panhandlers, and homeless persons, and the blight that is often associated with
urban areas.

•

A dense residential population with disposable incomes is located nearby the
DTW.

•

A high volume of traffic passes in close proximity to the core of the DTW
throughout the week and during most of the day.

•

The national trend of movement back to urban areas bodes well for the DTW.
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In addition, the area adjacent to the DTW and the surrounding region has
experienced growth, including increases in property values, new residential, retail,
and office construction, an expansion of the population, escalation in household and
per capita incomes, and the opening of several destination retail, eating, and
drinking establishments. The successful expansion of these markets in such close
proximity to the DTW indicates that growth potential exists. This growth activity is
a source to be tapped into.
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Revitalization Initiative

The following section delineates specific projects that will assist with facilitating
the economic, physical, and social revitalization of the DTW. It is the overall
objective to create a vibrant business district that incorporates local history and
themes with a growing multifaceted business sector in an aesthetically pleasing
environment. The purpose of the following recommendations is to accomplish
tangible and visible improvements to the DTW over the next three to five years
which, in turn, will facilitate and enhance interest, confidence, and further
improvements during the subsequent 5 to 10 years. Building on the public and
private investments to date, the inherent strengths of the DTW, the leadership
commitment made by the Vero Beach Main Street Office and the DVBA, public
and quasi-public entities and members of the private sector, and the bold and
innovative strategy contained in this final report, we are confidently optimistic about
downtown Vero Beach's future.
Our marketing strategy is based on utilizing two approaches. The first, listed below,
employs basic approaches that are generally applicable to the entire DTW and will
benefit most or all of the market sectors therein. The second, presented in the
following section, Targets of Opportunity and Marketing Strategy, provides marketspecific approaches to facilitating a revitalization initiative. Many of the approaches
presented are multifaceted and require the integration of parts of other approaches.
A.

Overall Revitalization Strategies

Partnerships

•

Identify a specific senior individual in each of the city, county, and state
governments to serve as an ombudsman and central point of contact for the
business development, residential development, and infrastructure needs in the
DTW. Also, establish relationships with directors of government departments
that serve or may be of assistance to the DTW. Encourage Mayor Bowden,
and/or City Manager Rex Taylor or other senior elected officials, to facilitate
the introductions. In conjunction with City officials, the Vero Beach Main
Street Office and DYBA should develop a mission statement with goals and
objectives for realizing their vision. The president of the DVBA and Main
Street Office manager should then meet with each contact to introduce
themselves, present their mission statement, and provide a brief summation of
the DTW' s importance to the vitality of the region. They should also indicate
what is sought from the relationship, invite the contacts or a delegate to tour
the DTW, attend a grand opening or other event, and maintain lines of regular
13
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communication with the selected individuals (including updates with positive
news). The contacts should be used as a resource to help address and resolve
issues in conjunction with the affected individual(s), DVBA, Main Street
Office, and the City.
•

In particular, relationships should be established with the director/senior
member of the Planning Department, City Board of Building Appeals, Code
Enforcement, Planning and Zoning, Building Department, Utilities
Department, and others associated with the real estate approval process for
development, redevelopment, renovations, transactions, signage, and business
operating parameters. The redevelopment and renovation of most space in the
DTW, particularly in older structures and those projects involving
conversions, will necessitate creative approaches by property owners,
architects, developers, tenants, and public officials responsible for oversight.

•

A review of BOCA (building) and zoning codes should be undertaken relative
to the renovation of older buildings and the conversion of underutilized upper
floors into residential and other productive uses.

•

Work to facilitate cooperation between the public and private sectors and
identify common, mutually beneficial goals.

•

Persuade the County to build on its current investments in buildings and
operations by undertaking expansions in the DTW that increase the number
and size of operations. Such development should be targeted to enhancing
properties that need improvements, occupying underutilized spaces, increasing
employee densities in the Model Block Area, and addressing revitalization
issues in the DTW (i.e., development of the Twin Pairs area). Relationships
established with the County and the City should provide for a DTW review
and input process on all County development that takes place in the DTW.
Attention should be given to ensuring that existing facilities remain in the
downtown, that opportunities for desirable expansion (physical, personnel,
new operations) will be investigated, exterior improvements (i.e., fa<;:ade
alterations, landscaping, streetscapes, parking, signage, outdoor lighting, etc.)
will incorporate locally-oriented design considerations, and new sought after
departments and structures are considered for the DTW and downtown. City
representatives should be encouraged to assist in attracting quality county
development and accommodating county needs, particularly regulatory issues
related to development (i.e., zoning, parking requirements, building codes,
etc.). The City's accommodation process can provide an opportunity to
leverage concessions from the County. The DVBA and the Main Street office
can work with individual property owners and the neighbors of County
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facilities to resolve outstanding development and operational issues. Any
development initiatives along the Route 60 corridor should be discussed with
the appropriate County representative, partially as a courtesy, but also so as to
maximize potential, minimize complications, and help position the DVBA and
Main Street Office as players in the development process.
•

Identify issues that members of the DTW's private sector, DVBA, and the
Main Street Office can accomplish independently without public sector
assistance, and others that can be undertaken in conjunction with the public
sector as a joint mission. This will create a sense of capacity and opportunity
to address additional and larger concerns in the future.

•

In exchange for public recognition, encourage local and regional businesses,
organizations, government entities, utility providers, and so on to partake in
sponsorship programs that improve the physical appearance and enhance
activity in the DTW. Projects can include funding gateway signs, seasonal or
event-specific banners, holiday decorations, planters, ~ s , portions of
streetscape improvements ranging from individual bricks to trees and lamps,
maintenance of planters, street and sidewalk cleaning, entertainment such as
concerts, street fairs, educational and business development forums, and so on.
In addition to on-site recognition by affixing the sponsor's name to the
sponsored product or recognizing the sponsor in the events name, seek added
publicity from local media sources. Use initial commitments (whether capital,
material, or in kind) as leverage to obtain additional resources.

•

Develop relationships with individuals involved in business, real estate, and
residential finance such as lenders at area financial institutions, operators of
County and State regulatory and incentive programs, the local contacts at U.S.
Small Business Administration, U.S. Department of Housing and Urban
Development, and U.S. Economic Development Administration. Educate the
lenders on specific needs and opportunities in the DTW. Ensure that lenders
are aware of each other's programs so as to provide opportunities for blending
and gap-financing. Invite representatives from such entities to tour the DTW
and meet successful individual businesspeople.

•

Identify specific individuals in the local and regional print and broadcasting
medias to regularly communicate positive news, clarify unflattering publicity,
obtain assistance in posting public service announcements (PS As), and work
to become a regular and sought after source for information concerning the
DTW and the potential impact of major regional developments. Newspapers
include the Florida Today, Fort Pierce Tribune, Sebastian Sun, Press Journal,
Orlando Sentinel, and Palm Beach Post. Area radio stations include WAXE,
WAVW, WGYL, WQOL, WQCS, WPAW, WSCF, WTTB, and WZZR.
15
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•

Educate real estate brokers and representatives from local and regional real
estate associations about the benefits of the DTW and keep them apprised of
existing and upcoming opportunities. Introduce the brokers informally to
DTW property owners before a transaction is eminent. Provide a bi-annual
series of tours of the DTW and adjacent areas for real estate brokers that focus
on different property types (retail, office, residential, dining and drinking,
entertainment, medical, etc.). Identify civic-minded real estate brokers to
whom inquiries and prospects can be channeled. The Main Street Office can
serve as a source of unbiased information about the DTW and function as a
conduit between property owners, brokers, prospects, and government offices,
particularly regarding regulatory issues. However, prior to any formal contact
with the brokers, it is imperative that transaction opportunities exist. The
purpose here is to promote the occupancy of specific properties and educate
the real estate community about the potential of the DTW.

•

Establish relationships with business and community leaders in the adjacent
communities to facilitate the location of opportunities near the DTW when
they cannot be accommodated in the DTW, and vice versa.

•

Additional opportunities to facilitate partnerships that can be undertaken by
individuals, DYBA, Main Street Office, and, possibly, notable individuals
from throughout the region who are "brought on board" to recognize the
importance and potential of the DTW include: 1
Joining and monitoring planning boards, code-writing agencies, and
zonmg comm1ss10ns.
Creating a speakers' bureau of talented individuals from the DTW to
address issues of concern at local and regional organizations and public
entities.
Writing letters to the editor, op-ed pieces, and guest columns in local and
regional publications.
Attending meetings of area community-based organizations.
Providing pro-bono services to needy community organizations and
individuals affiliated with the DTW.

1

"Cities on the Rebound, A Vision for Urban America." William H. Hudnut III
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Physical Environment
•

Concentrate business and real estate development activity and public
investments toward creating a critical mass of businesses, options, and
activity. It is suggested that the target area of concentration be located in the
Model Block and Model Block expansion district so as to benefit from the
high quality character of the area, the existing variety of businesses, recent
improvements, and future potential, which provide a foundation of momentum
to build upon. The Main Street Office should work with property owners in~
the Model Block area to ensure that they understand the objective of creating a
critical mass, including the benefits to be realized, and are informed of what
types of tenants are desirable in terms of strengthening the DTW' s retail and
development capacity. Underutilized and vacant properties should be on the
market, preferably with a real estate broker, and in a presentable condition.
Some owners may be uninterested, or incapable, of marketing their properties.
In such cases, the Main Street Office must determine what issues are
inhibiting the owner from action and work to resolve the situation.

•

The gateways into the DTW along Route 60 at 12th to 17th Avenues, along Old
Dixie Highway at 18 th and 19th Streets, at 14th Avenue and 18 th Street, along
Route 1 from 19 th Place to 23 rd Street, at 23 rd Street and 14th Avenue, 22nd
Street and 15 th Avenue, and on 21 st Street at 16th and 17th Avenues should be
delineated with signs, banners, flower baskets, lighting, and/or other markings
to assist with creating a sense of place. Accurate, attractive, and highly visible
signs should also be posted at the gateway locations directing traffic to
primary sites within the DTW (i.e., parking, restaurant and antique districts,
government offices, Pocahontas Park, and so on). As a method of presenting a
positive image, property and business owners within the sight-line of the
above noted locations and high-use destinations such as the Indian River
Courthouse, Post Office, and Library should ensure that their buildings are
presentable (paint is in good condition, windows are clean, sidewalk is clear of
debris, damage is repaired, etc.).

•

As a method of drawing traffic, generating cunos1ty and excitement, and
providing a sense of activity, retail display windows should be updated
regularly, and perhaps seasonally oriented. Vacant or unused window display
areas can be used as a free or low-cost location to exhibit professional and
amateur art work or displays from government and not-for-profit
organizations, unoccupied window space can also be leased to other
businesses to promote their goods and services, or simply a location for
interesting artifacts, displays, intriguing equipment, or informative placards.
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•

Public spaces play an important role in setting the tone of a community.
Efforts should be put forth to ensure that all public spaces are welcoming,
clean, well maintained, user-friendly, and used regularly for formal and
informal activities. Upon the completion of improvements, use Pocahontas
Park as an example of the benefits to be realized by enhancing public spaces.
Host regular events using public spaces so area residents develop a sense of
identity with the space. Seek sponsorships to support a series of events
oriented to drawing a regional attendance from sponsors (see "sponsorship" in
Partnership section above), Indian River County Cultural Council, Vero
Beach/Indian River County Recreation Department, and the State.

•

Enhance strolling and window shopping appeal of DTW by providing
pedestrian-friendly streetscapes through the continued expansion of the clearly
successful Model Block program and encouraging property and business
owners to keep display windows occupied with rotating displays that are
enticing (see "display windows" above). Completing the Model Block
expansion is a good first step. Thereafter, linkages (pedestrian-friendly
streetscapes with directional signage) between the Model Block and destination
locations (both those currently in existence and targets of future development)
should be pursued. Specific targets for streetscape enhancements are:
Areas to encourage new and high pedestrian use:
D

Cross-ways to traverse the Twin Pairs at 14th and 16th Avenues
(coordinate with the County per their development plans and the
Florida Department of Transportation).

D

Connecting Pocahontas Park to the residential communities along
21 '1, 22 nd and 23 rd Streets.

D

Joining the principle parking lots with nearby uses and the Model
Block.

D

Concentrations of employment and retail and dining establishments.

D

Linking the adjacent residential communities at 17 th Avenue at 21 st
Street, 15 th A venue at 22 nd Street, 19th Place at 16th Avenue, and 14th
Avenue at 19th Street to the DTW.

D

Upon the completion of the Old Diesel Power Plant project an
inviting streetscape should serve to traverse pedestrians to the Model
Block area.
18
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Areas to build off existing high pedestrian traffic and encourage walking
to other destinations in the DTW and exploring
Indian River Courthouse
Post Office
Executive Courthouse
Library
In addition to the improvements of the existing Model Block, streetscapes
should include a greater provisions for shade, particularly if daytime and more
senior patrons are desired. Awnings on individual buildings can provide
shade. However, this approach has limitations including possible hesitancy by
property owners, lack of control of design and quality, maintenance and
upkeep, and building code issues. Alternatively, beyond providing shelter
from the sun, trees have a profound positive impact on creating an
aesthetically pleasing and friendly atmosphere, often lower air-conditioning
costs in the adjacent buildings, and, when lit at night, provide an attractive and
welcoming ambiance. When considering tree types, it is essential to select an
appropriate species that that does well in the local soil and climate, is resilient
to urban impacts, does not have disruptive root systems, is low maintenance
and does not drop debris, does not pose a real or perceived security threat by
impairing ground-level sightlines, and (very importantly) does not inhibit the
visibility of display windows, signage, and the historic facades from vehicles.
Appropriate tree species can be identified by local landscape architects and
arborists in state government and at universities. A tree installation project
will require approvals from City and possibly County agencies.
A
maintenance program involving irrigation, pruning, replacements, and general
care is necessary. In addition to public sources of infrastructure funding,
support for such a program can be provided by property and business owners
in the DTW and sponsorships as discussed above in the Partnership section.
The trees should be installed in conjunction with the construction of new
streetscapes.
•

Institute a 10-year fai;ade improvement program for commercial properties
located within the DTW. A funding source of $150,000 can be used to operate
the program, with a 20-year loan commitment of $75,000 from the City and/or
County and a loan pool of $75,000 from two or three area banks. Using a
portion of funds from the program, enter into a contract with an architect to
provide up to 10 hours of service per fa<;:ade so as to create preliminary
renderings. The architect, who will gain valuable exposure and leads, should
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take it upon him/herself to provide the services at a reduced rate. Property
owners, or businesses leasing commercial property with the approval of the
building owner, can apply for a low interest loan at a rate substantially under
commercial rates of up to a predetermined amount, say $15,000. The
applicant would provide a certain percentage in equity, say 10%, and the
balance would come from the program. The preliminary architectural service
is provided for free, paid with the City/County portion of the funding pool, as
long as some form of fa9ade improvement is made within a year. The
renderings produced by the architect would be prepared in conjunction with
the applicant and be used to obtain contracting estimates. Loans are repaid to
the funding pool over an extended period, say up to 10 years. A lien is placed
on the property or business in the amount of the loan. A short-term reprieve
from an increased property tax assessment is provided to the property owner.
The City/County will realize an enhanced tax base and stronger market in the
DTW, and the banks will receive CRA credit, positive publicity, and
potentially new customers. At the end of the program, funds are returned to
the City/County and the bank(s).
•

Maximize the potential of the Twin Pairs and reduce its liabilities. While the
physical structure of Route 60 and its volume of traffic is disruptive to the
operation of the DTW in terms of its physical and psychological divisiveness,
its unfriendly presence to pedestrians, and the opportunity it provides
motorists with to avoid other portions of the DTW, it also offers opportunities.
As noted above, Route 60 serves as a highly trafficked gateway to the DTW.
As such, it presents significant exposure to businesses and buildings along the
roadway. The Twin Pairs corridor, and the sightlines from Route 60 into the~
DTW should be targeted for fa9ade improvements, display window upgrades,
and the installation of banners and signs directing traffic to destinations within
the DTW and promoting events. Traffic calming mechanisms, such as the
staggered timing of traffic signals, reduced posted speed limits, and regular
enforcement of regulations by police can serve to decrease the actual and
apparent disruptive presence of the roadway. Pedestrian-oriented crossings of
Route 60 at 14th and 16th Avenues should be provided to facilitate the flow of
walking traffic and encourage area residents to use local business
establishments. Most importantly, the Main Street Office should work with
the County, and engage the City, in promoting the construction of the
proposed County office along Route 60. The Main Street Office, in
conjunction with City and County traffic agencies, should work with the
District Office of the Florida Department of Transportation to assist in
addressing the above noted issues.
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•

Within the DTW, gaps exist between retail and eating and drinking
establishments that are of sufficient distance to produce a gaptooth presence
from a window-shopping and strolling perspective. Generally, when there is a
lack of density of such establishments and a gap of more than about one-third
of a block, a sense of incongruity develops-a serious detraction to potential
patrons, strollers, and persons seeking real estate and business development
opportunities. These gaps need to be identified and prioritized in terms of
importance, the property owners and respective real estate brokers should be
briefed about the detractive nature of such gaps (see the Partnership section
above) and encouraged to fill the vacant space with targeted tenants that will
strengthen the DTW' s mix of businesses. In the interim, vacant buildings
should be kept clean and in good repair, and display windows should be
occupied (see "display windows" above).

•

Tap into surrounding residential population by establishing linkages such as
bike paths and walkways with destinations (Pocahontas Park, government
buildings, and general access to the DTW). Reach out to the communities by
meeting with leaders to identify concerns, needs, and objectives that can be
served by the DTW.

•

Work with property owners to clean up dirty facades and windows. Target
high visibility buildings, such as those along Routes 1 and 60, in and near the
Model Block and Model Block expansion area, those adjacent to Pocahontas
Park, and near high volume public facilities such as the Post Office at 13 th
Avenue, and the Indian River Courthouse on 15 th Avenue. Working with j _
property owners, select five of the dirtier facades in or near the Model Block and~
along Route 60 for powerwashing and window cleaning. (Note: not all
building finishes respond well to a powerwash treatment, which may highlight
needed repairs and/or the need for refinishing such as painting). A group
approach may be employed by multiple property owners to reduce costs by
retaining powerwashing and window cleaning services.

•

Maintain public infrastructure such as utilities, sidewalks, curbs, sewers,
streets, parking areas, rail crossings, night lights, and traffic signals. Prepare a
listing of all public infrastructures in the DTW, the unit of government, and the
individual contact in case of need or emergency. Tour the DTW with each
representative, identify specific short- and long-term needs, and prioritize
requests, realizing that some projects may not be feasible and others may not be
absolutely necessary. Ask the responsible agency for the improvement status of
each request.
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Promotion

•

Build on the Vero Beach's history (ach1al, mythical, structures, events, etc.).
Many important, interesting, exciting, and symbolic events have taken place in
and near the DTW. Incorporate this information into promotional material.

•

Create a symbol that IS the DTW and place it on banners, signs,
advertisements, and promotions (see "sponsorships" above) that delineate the
periphery of the DTW and are placed at strategic locations within the DTW.

•

Professionally prepare promotional briefs that are targeted to specific
audiences such as: regular media updates; descriptions of unique businesses
and interesting qualities of the DTW for display at area hotels, motels, the
Vero Beach Municipal Airport, marinas, the Los Angeles Dodgers facility,
and other locations visitors and tourists frequent; provide a listing of
merchants and professional services for distribution to area business
organizations; create a "did you know?" list of attractions and events in the
DTW for dissemination to area residents throughout the region.

•

Professionally develop a short and concise promotional brochure touting the
DTW and have each businessperson in the DTW distribute copies while
promoting the DTW to colleagues at meetings, conferences, conventions, and
trade shows.

•

Use the media to r~gularly spread the word that "good things are
happening" in the DTW, provide briefs on new businesses and expansions,
building renovations, infrastructure improvement projects, upcoming events,
and so on. Include a simple map depicting landmarks, high profile merchants,
parking, and accessways, and provide an accompanying list of lower profile
merchants.

•

Institute a "when was the last time you visited DTW?" campaign.

•

On a regular basis communicate successes to real estate brokers, lenders at
financial institutions, DTW business and property owners, and the local and
regional media.

•

Work with the local media representatives to ensure regular positive coverage
of the DTW and the opportunity to have mini-features about the DTW run on
a consistent basis.
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•

Point out unique qualities in the DTW for consumers (i.e., stores, restaurants,
the non-mall, non-franchise, and urban experience, the proximity and
availability of parking to destinations, etc.) and businesspersons (competitive
real estate prices, available properties, etc.).

•

Promote the DTW as a quality location for businesses associated with
government (i.e., lawyers, consultants, engineers, etc.) and as a convenient
residential location for such employees and business owners. However,
housing opportunities must be developed prior to promoting the DTW as a
residential location.

•

Use the Downtown Friday event as an opportunity to invite representatives
from the media to show off the DTW.

•

In concurrence with property owners and the real estate community, create an
up to date and comprehensive property listing of available commercial and
residential properties and space. The list should regularly be distributed to as
many members of the real estate brokerage community as can be identified,
business assistance organizations, real estate developers. A representative with
the capacity to respond to inquiries and access inquired about properties must
be available. While information on larger properties can usually be obtained
from realtors, the specifications on smaller properties and properties being
promoted by owners are generally less available, are often not well publicized
(if at all), and data concerning the site may be incomplete. Thus, gaps will
likely need to be filled prior to publicizing such properties. The incorporation
of these smaller properties into a listing that is made available will help to
address a substantial number of the vacancies in the DTW. This will also
develop relationships with real estate personnel, tradespeople, and the
business community. By establishing a relationship with the real estate
community and reaching out to property and business owners, the opportunity
to identify impending available properties and businesses in distress is greatly
enhanced. With such information, capacity for proactive action to head off
problems is greatly enhanced.

•

Prepare an informational/promotional brochure oriented to prospective
developers, real estate investors, business owners, and residents with pertinent
information and data oriented to recipient's particular interest such as
available properties in a particular market sector (i.e., restaurant, office, retail),
and a summary of the number and type of comparative enterprises, recent
positive activity and trends in the DTW, maps, specifications and/or contacts
for available properties that meet requirements, and important contacts such as
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relative City, County, and State government offices, Chamber of Commerce,
Main Street Office, DVBA, real estate brokers, utility information, financial
institutions, developers, and contractors.
•

Promote fact that parking is not a problem in the DTW in terms of
accessibility, quantity, proximity to destinations, and safety, and often times
one can park closer to a destination than at shopping malls. Signage should be
located at major on- and off-street parking locations that point to popular and
important destinations. Keep in mind that patrons like to be able to be close
to, and more importantly see, their destination. Since parking is free in
competitive retail nodes, parking should remain free at least until the DTW
has established a firm market position.

•

Inform representatives from the surrounding commercial nodes that a strong
DTW enhances the entire regional market by providing diversity, and that the
DTW's development will function in a complementary manner, producing
many benefits and very limited direct competition. The very nature of the
DTW is different than the shopping malls, auto-oriented commercial
corridors, and tourist-oriented beachfront area. Examples can be given of
urban districts that have deteriorated to a point where they have detracted from
the surrounding area and other examples of urban business districts that have
enhanced neighboring communities. Sources of such information include the
Council for Urban Economic Development (CUED), the International
Downtown Association (IDA), the American Planning Association (AP A), the
U.S. Economic Development Administration, and the Urban Land Institute
(ULI).

Programmatic

•

A targeted mix of tenants should be established and prioritized to better serve
persons who use the DTW and new desired populations to be attracted to the
DTW. Interviews should be held with existing business owners that meet the
selection criteria to determine their expansion needs, and efforts should be put
forth to recruit new businesses that are preferred. The list should be prepared
by the DVBA in consultation with the Main Street Office, the Indian River
Chamber of Commerce, and property and business owners. Such tenants
should be proactively sought and strategically located in the DTW to facilitate
the establishment of a critical mass and occupy vacant properties in important
locations (i.e., prominent buildings, large vacant spaces, filling gaps between
businesses, and stabilizing vulnerable properties and city blocks).
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In addition to a sound business plan, criteria for tenant selection and
expansion should include the capacity to serve the population of the DTW and
attract persons into the DTW by providing unique goods and services that are
desired, the ability to complement and enhance the existing mix of businesses
(for example, there are currently an adequate number of basic establishments
serving lunch but only a limited quantity of full service restaurants open in the
evening and on weekends, and even fewer that provide regular entertainment),
an evaluation of what a business brings (i.e., negative or positive image, a
large number of highly paid office employees versus a long-term storage
facility that occupies a large quantity of space operated by very few low paid
workers, a signature name with a high level of recognition, is the operation
sufficiently financed?, is there growth potential?. etc.), and is there readily
available and functional space?
•

Leverage activity generated by the use of the community, heritage, and
historical centers, the Citrus Museum, the County Library and Courthouse, the
Chamber of Commerce. These and other facilities that host large numbers of
guests can provide an opportunity to introduce people to the DTW and its
many opportunities for consumption, business operation, and investment.

•

As the majority of properties and businesses in the DTW are locally owned,
establish relationships with these individuals so as to provide a reciprocal
contact source when action involving their interests is necessary or they are in
need of assistance.

•

Continue the current capacity-building strategy of the Main Street Office as a
proactive advocate for the DTW and problem-solver by preparing and
maintaining relevant information and data, serving as a liaison between the
DTW and other public, quasi-public, and private entities, working with public
and elected officials, and promoting the creation of programs and plans to
facilitate positive development.

•

Continue to ensure that the DTW remains clean (litter removal, regular trash
removal from public receptacles, and private trash containers). Ensure that
collection takes place at the rear of buildings so as to avoid aesthetically
unpleasing trash pile-ups on curbs, loose trash, impediments to opening car
doors and traversing curbs, and avoid the congestion, noise, and smells created
by trash and trash trucks situated in front of buildings.

•

While street signs in the DTW are functional, little attention has been paid to
pedestrian-oriented signage, signs directing traffic to the DTW from the
gateway areas, and directional signs to parking areas within the DTW. The
Main Street Office should work on establishing a system of signs oriented to
promoting pedestrian activity and the DTW.
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•

Contact the owner of each business, including government, starting with the
largest and inquire about expansion needs. Identify what resources are needed
(i.e., technical assistance, gap financing, etc.) to make the expansion possible
and serve as a conduit between the business and the resource. Use the
discussions as an opportunity to identify trends, problems, and as a method of
introducing the DVBA and Main Street Office.

•

Inform real estate brokers of the mission to expand the office, retail, and
residential markets in the DTW, provide brokers with detailed listing of
properties that are on the market and (with the approval of the property owner)
are expected to be available within six months.

•

Determine demand for additional space and development feasibility from
existing Vero Beach corporate and government entities.

•

Identify three high priority development sites and work with city government,
DVBA, and property owners to prioritize importance of sites. Convince the
City and/or the County of the importance of acquiring one property to land
bank for future development opportunity.

Other

•

Continue the promotional effort of locating the Amtrak station in the DTW.
Such a facility will function as an anchor location and serve to attract a large
number of potential customers to the DTW. Encourage the City, County, and
State to provide assistance in negotiations with Amtrak.

•

Build on the Citrus Museum concept by including fun and interactive
components. Seek funding sources from the State and participation by the
citrus industry. This is a unique element that can be used to attract tourists and
visitors. Build events off the Museum's theme such as fruit peeling and juice
squeezing races, develop a Citrus Welcome Center with fresh juice and other
citrus products, borrow or have donated several pieces of old, modem, and
interesting citrus harvesting and processing equipment.

•

In conjunction with the City and County, establish a one-stop shop for
permitting and regulatory issues (i.e., real estate and development, business
licenses, zoning, codes, etc.), business financing sources, and a location for an
ombudsman to resolve disputed and/or complex issues.

•

Increase local and regional involvement in the DVBA,
membership and fundraising campaign.
26
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•

Regularly survey those who are affiliated with and use the DTW. Appendix
C provides two examples of survey tools employed by Hunter Interests Inc. to
undertake such evaluations. A survey encompassing a total of 500 individuals
representing DTW property and business owners, merchants, patrons, and
residents, and a significantly smaller sampling of similar individuals from
communities adjacent to the DTW will provide for an accurate response. A
database of the annual results should be maintained to identify long-term
trends. The reproduction and mailing of the surveys costs approximately
$0.59 each. This figure is exclusive of the time required for survey
preparation, data input, and analysis. In addition, DTW business people
should be encouraged to talk to their colleagues within the DTW and at other
retail locations, at trade shows, meetings, and other events to identify new
trends. Have regular forums to discuss discoveries.

•

Identify a property that is/will be available and capable of accommodating a
major private, public or quasi-public tenant in the DTW or nearby such as a
government office, junior, community, or technical college branch, a dot-com
or other computer-related business, and bring all interested parties together to
work to attract the tenant. Coordinate with the Indian River County Chamber
of Commerce.

•

Prepare a list of all local, county, state, federal, and utility incentives
(technical, financial, regulatory) that can be used in the DTW. An outline is
provided in Appendix B.

•

Establish benchmarks to evaluate progress of individual revitalization efforts.
For example: acquire data on taxable sales; number and type of businesses that
opened, expanded, closed, relocated, and find out what facilitated their course
of action; track property values and lease rates in the DTW and other
commercial nodes; establish a database to track real estate requests and
outcomes so as to identify trends.

•

Establish and publicize a web site dedicated to DTW with information on
businesses, events, available property, history, sense of place and character,
advantages, uniqueness, contacts. To fund the site, seek a major sponsor, pro
bono contribution, university or other educational source, or have
advertisements placed on the site to cover the expense.

•

Establish an award system to recognize and promote investments in the DTW
(i.e., most improved fayade, biggest DTW supporter, small business of the
month and year in various categories, etc.).
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•

Pursue one or two statewide awards for the DTW, a specific street, building,
public improvement, business, or other category.

•

Encourage building and property owners to keep a few lights on after dark
and into the early evening to provide a sense of life and activity.

•

Keep an eye on trends of older persons. An increasing older population may
provide service opportunities such as medical care facilities, proximity to
government offices, financial services, and such.

B.

Operational

Introduction

The revitalization of the DTW will necessitate the establishment of efficient
public/private partnerships, the execution of carefully planned initiatives, and the
dedication of capital targeted at strategic projects. The plan delineated in the
previous sections of this report presents a series of steps to realize the goal of
revitalizing the DTW and thereby strengthening the City of Vero Beach by
promoting private investment that, for the most part, takes place independent of
direct government action. Those projects that involve government outlays are
designed to leverage a high return of private dollars and realize public benefits
such as functional and aesthetic physical improvements that enhance the market
capacity and attractiveness of the DTW. However, various components, such as
infrastructure and streetscape improvements, designated development assistance
programs (i.e., facade enhancement program), marketing and promotion, and so
on, will necessitate an infusion of capital. While the public entities that have
jurisdiction over the DTW may be viewed as traditional sources of financial
support for a broad range of standard infrastructure and economic development
programs, two other proven mechanisms exist to generate the necessary funds.
The first is a business improvement district (BID). The second tool, which has
been applied in over 50 communities throughout Florida, many of which are
similar to Vero Beach and the DTW, is the Community Redevelopment Agency
(CRA). The following section provides an overview of these two tools.
Community Redevelopment Agency Overview

The establishment of a CRA in Vero Beach was discussed in the early 1990s, but
led to no action due to a lack of support. Since this time, the DTW has witnessed
a considerable quantity of revitalization initiatives that have provided a solid
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foundation from which to build on. This momentum should not be squandered.
A CRA provides a clearly applicable and functional tool to carry
accomplishments forward to the next level of attracting and leveraging necessary
private and public capital investments that are essential to the revitalization of the
DTW and the stability of the adjacent communities. Beyond providing capital, a
CRA. can be used from a programmatic perspective to assist with defining and
realizing the objectives of the City and/or County for the DTW. Further, the
structure of a CRA enables it to support the revitalization effort in areas where
others sometimes have a limited capacity, while at the same time it can enhance
the efforts of others by playing a supplementary role.
A CRA is a public entity created by a city or county to carry out the objectives put
forth under Chapter 163, Part III, Florida Statutes. Among the other objectives, a
CRA is directed at facilitating appropriate private and public development,
reducing the spread of deterioration, and strengthening the tax base. A CRA is
also tasked with addressing the impact of obsolete structures, managing the
limitations presented by high density, contending with transportation issues,
rehabilitation, conservation, and redevelopment, and, in specific cases, it can be
used to apply public monies and powers to stimulate important projects that
benefit the common good-all essential elements to the DTW and the City of
Vero Beach that will at some time or another require attention. A CRA provides
an effective and controlled instrument to address these issues. While these
objectives are applicable to the DTW, the establishment of a CRA requires a
pronouncement that there exists slum and blighted areas. Elected officials and
others (such as property owners concerned about the short-term value of their
properties) may be wary of making such a statement, and such a portrayal is not a
positive factor in business recruitment. However, the benefits to be realized with a
CRA designation make these concerns of a secondary nature in the long run.
Further, Florida, as in most states, provides for a relatively liberal interpretation of
the terms "slum" and "blight," allowing for a custom presentation of conditions.
A CRA is established by the municipal or county government wherein it is
located, operates within the parameters of the establishing body, and is governed
by a board appointed by the city or county that established it. The CRA is tasked
with preparing a redevelopment plan in conjunction with the local planning entity
and the overseeing governing body, which also approves the plan. The public is
provided with an opportunity to comment upon the plan. The CRA may employ
powers, with the approval of the governing body, to carry out the plan, but may
not designate areas for redevelopment, hold public hearings, grant final approval
of redevelopment plans or amendments, authorize the issuance of revenue bonds,
or approve the acquisition, demolition, removal, or disposal of property, unless
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specifically so called for by the governing body. The capacity to implement the
aforementioned actions are contained within the governing body that established
the CRA.
In support of CRA's, the Florida Department of Community Affairs is authorized
to award on a competitive basis core administrative and operating grants (Section
163.458) to be used for staff salaries and administrative expenses for eligible
community-based development organizations for the purpose of housing and
economic development projects.
A CRA will:
•

Not cause an increase in property taxes.

•

Continue to direct the existing property tax base to the general fund.

•

Direct future property tax increases that result from increased property
assessments into a fund dedicated to community redevelopment in the CRA
district for a predetermined period. Thus, those who make capital
improvements within the CRA district will benefit by a reinfusion of
assessment tax dollars back into the CRA district.

•

Enable the targeted use of funds.

•

Provide for a steady source of capital.
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•

Serve to increase the property tax base of Vero Beach by enhancing the DTW
and encouraging the improvement of individual properties therein.

•

Provide an opportunity for public improvement projects and rponies that are
designated for the DTW to be supplemented.

•

Be under the control of the City of Vero Beach and/or Indian River County
administrators.

Funding - Tax Increment Financing
While there is no requirement that a CRA generate funds, the availability of
sufficient capital to carry out its priorities is fundamental to its purpose. The most
typical, and effective, method of producing such funds is through a process known
as tax increment financing (TIF). The objectives set forth for fund utilization
must be in concert with those objectives approved in the CRA's plan.
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Section 163.335 of the statute states that:
"The preservation or enhancement of the tax base from which a taxing
authority realizes tax revenues is essential to its existence and financial
health; that the preservation and enhancement of such tax base is implicit in
the purposes for which a taxing authority is established; that tax increment
financing is an effective method of achieving such preservation and
enhancement in areas in which such tax base is declining; that community
redevelopment in such areas, when complete, will enhance such tax base and
provide increased tax revenues to all affected taxing authorities, increasing
their ability to accomplish their other respective purposes; and that the
preservation and enhancement of the tax base in such areas through tax
increment financing and the levying of taxes by such taxing authorities
therefore and the appropriation of funds to a redevelopment trust fund bears a
substantial relation to the purposes of such taxing authorities and is for their
respective purposes and concerns. This subsection does not apply in any
jurisdiction where the community redevelopment agency validated bonds as
of April 30, 1984."
Tax increment financing not only serves as a device by which to stimulate
revitalization, it also functions as a practical method of capturing those benefits
and leveraging additional controlled activity.
Tax increment financing as a method of funding development projects became
popular in the late 1960s in response to a scarcity of federal funds for urban
revitalization programs. The method, which continues to be highly used, provides
a flexible and low-cost mechanism based on projected increases in property tax
revenues within a designated area over a specified period of time. The collected
funds can be saved, applied to paying off debt service, used for services (i.e.,
technical assistance, staff, operations, administration, consulting, etc.) or bricks
and mortar projects (i.e., streetscapes, infrastructure, demolition, construction, site
preparation), employed to purchase property, or applied to the backing of bonds
from which the proceeds are directed to undertakings within the TIF district.
Only the tax base, and not the tax rate or tax revenue is frozen during the years
that the tax increment program is in effect. The tax increments realized during the
period that the TIF program is in effect are turned over to the implementing entity,
which may be the City of Vero Beach, Indian River County, the CRA Board, or in
the case of a bond issuance, the local development agency. Decisions regarding
use of the funds are made entirely by the entity designated with such power by the
city or county. If bonds are sold, they usually are the obligation of the
redevelopment agency, which is a separate legal entity, and thereby such action
does not increase taxes to cover the debt service for those outside the TIF district,
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nor is there a requirement of voter approval once permitted by the overseeing
political jurisdiction (i.e., city council). By providing the front-end capacity with
revenues from bonds, or simply the revenues raised, significant projects can be
jump-started. At the other end of the revitalization process, the increased tax
revenues to be realized from the stimulus created by the funded initiative will
generate a return capable of satisfying the debt service. It is not unusual that tax
revenues produced by other development stimulated by the initial project will far
exceed the initial public investment. 2
In summary, the tax base is the assessed valuation of each property in the TIF
district or development project area at the time of the last assessment. Each
taxing jurisdiction continues to receive its percentage of taxes collected based on
the level of assessed valuation at the time the TIP plan was adopted. However,
any increased taxes (which is the increment) resulting from improvements to the
property after the approval of the TIP district program are dedicated to
implementing the projects noted in the adopted plan. Upon the completion of the
period for which the increment was dedicated to the district, the increment reverts
back to the original collecting agency.
To mitigate the most common controversy surrounding TIP districts, that the paid
for projects would have taken place without public funds and that government
entities that rely on those funds are being deprived of a needed resource, it must
be proven that the benefits leveraged will exceed the cost of the lost revenues and
that the improvements (both tangible and intangible) are important to the entire
community. To accomplish this objective, it will be necessary to provide
supporting data and encourage skeptics that a long-term vision is necessary.

Activation of Business Improvement District (BID) and Community
Redevelopment Agency (CRA)
It is suggested that a CRA be established shortly after the approval of the plan by
the DVBA. A combined effort deployed by the DVBA, Main Street Office, and
Indian River Chamber of Commerce, in conjunction with the City of Vero Beach
and Indian River County, should be used to establish the framework for such an
entity. Technical assistance can be sought from the Florida Redevelopment
Association, Florida League of Cities, and Urban Land Institute. The CRA will
function to solidify public and private support for the plan presented herein, flesh
out priorities, further the process of establishing formal and informal partnerships
and developing procedures to transfer the resources that accompany such.
relationships, and enhance the level of confidence by the private sector in the

2

Urban Land Institute.
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potential of the DTW. These activities will likely bring new projects to the
surface and motivate others who have been waiting for a signal into activation. A
CRA will also function to bring positive publicity to the real estate development
and business communities. The CRA should initially be utilized to provide a
source of capital to assist with realizing the preliminary high priority "public
benefit" objectives, such as a streetscape improvement along a linkage corridor
(i.e., from the County Courthouse to Pocahontas Park traversing 21 st Street),
marketing (preparation of promotional material, new business and patron
attraction, real estate development, and positive publicity), demarking the DTW
with banners, planters and other elements, and/or cleaning. Thereafter, the CRA
can proceed with the larger and less urgent projects.
Planning for the creation of a (BID), as presented above in the plan, should begin
approximately two years after the establishment of the CRA. It is likely that after
two years of public and private action, the revitalization activity will produce an
interest by those vested in the DTW with seeing several projects that cannot
readily be realized due to a lack of funds. The BID should be viewed as a
mechanism that will work in tandem with the CRA to realize these goals.

Business Improvement District
Investigate the feasibility of establishing a Business Improvement District
(BID). Faced with similar challenges, business leadership in more than 1,000
central business districts in North America have formed organizations to manage
and finance services that they design to meet the requirements of their
development program. Typically, these organizations are known as Business
Improvement Districts, or BIDs. These BID organizations serve as a major force,
sometimes the only one, in marketing downtown. Marketing and promotion
services include operating and assisting special events to attract regional residents
to activities that begin to replace negative feelings about downtown with positive
ones. Marketing is also directed at developers and prospective retail and office
tenants, as well as prospective patrons of restaurants and entertainment
enterprises. The BID works to bring consumers and users to the district that will
benefit the existing merchants and property owners.
In addition, these organizations frequently fund or share costs with municipalities
to finance physical changes needed to make downtown more appealing. Typical
improvements include extending pedestrian-scale lighting, landscaping, facade
improvements, and underground utility wires into blocks where they do not now
exist so that all of downtown may be seen to its best advantage and to encourage
redevelopment and reinvestment.
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Among other functions, they employ and train supplementary security personnel
(SSP) whose mission is to provide visible reassurance on the sidewalks, to help
with personal emergencies, to assist police, and to provide various hospitality
services, including answering visitor questions. These radio-equipped, unarmed
SSPs work in close cooperation with municipal police. They are widely regarded
as the single most important service in terms of replacing fear with positive
feelings about downtown, and providing the kind of favorable impressions needed
for word-of-mouth recommendations and repeat visitors.
These three-marketing, streetscape improvements and supplementary securityare mutually reinforcing devices to attract tenants, customers, and convention and
conference sponsors. While these services are common to many BIDs that are
comparable to the needs of the DTW, the amount and types of services must be
worked out during a structured local decision process that involves the major
property owners and other key downtown interests. The planning group should
utilize the results of a property and business owner survey to determine needs and
concerns and this study to help define those issues of greatest concern in the DTW
and prioritize needed action. In addition to setting priorities, such a planning
group must determine where special services and improvements are required, how
much and what kind of each, how costs will be shared, how decisions will be
made, and how the programs will be governed and managed.
Florida law provides a method for governing and financing the type of services
provided as examples above. The term usually applied to these mechanisms implies
the intended results. Because the costs and the benefits are shared proportionately
by all commercial properties, the cost to each property is low (typically $0.08 to
$0.15 per square foot). Part of the appeal to commercial interests is that they control
the finances, and that BIDs represent a unique method for improving the
environment so as to improve business and property values and sometimes to effect
savings to businesses in security and personnel.
Satisfaction with both costs and benefits is reflected in the fact that the business
leaders of more than 1,000 BIDs vote annually to continue the programs and the
cost sharing mechanism. These devices are so common in central business districts,
it is becoming rare to find a city without one. In fact, some states' statutes provide
that such organizations can only be created in central business districts, thereby
offering downtown a competitive advantage over suburban areas.
One would look to the board of the DVBA to provide the initial leadership in
determining whether or not to explore this idea with all of the key stakeholders.
There is no "best" system for governing BIDs, just as there is no "best" way of
sharing costs or managing services. These decisions will emerge from a multi34
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month decision process, and will be influenced by local experience. Denver has a
nonprofit corporation with a CEO that oversees the work of several subordinate
organizations, including one that fosters development, and another that is the BID.
Philadelphia has a BID board and a development corporation board that share a
single executive. Other boards assure coordination among downtown entities by
reserving ex-officio seats on the BID board for designees of other organizations.
Unless or until a director and/or staff are available, the resulting organization in
the DTW will need to rely heavily on committees of volunteer business leaders,
with assistance from the DVBA and the Main Street Office, who will focus on
programs and services identified locally, such as those illustrated in the property
and business owner survey results. With technical guidance and support, these
groups will refine plans, review RFPs and RFQs for contract services, and
monitor results.
At least four considerations should influence agreement on financing. First, and
most importantly, budgets (based on the property assessments) must assure that
the DTW has enough funding to realize stated objectives. Second, there must be
assurance that such funds are available for a minimum of five years. Third, to be
attractive to business leaders, they must be in a position to shape and, if necessary,
reshape budgets to reflect the collective business sense of what's best for the
business district. How much is enough and how costs will be shared with the City
are among the critical decisions that will be part of the planning process. Finally,
since all properties will benefit from the planned revitalization, all properties must
share in the costs, proportionate to their value.
Implementation Action

•

Contact BIDs noted above and the Urban Land Institute (ULI) as preliminary
research sources.

•

Educate City businesses about BIDs.

•

Capture support from key property and business owners, DVBA, Chamber of
Commerce, and City.

•

Craft BID proposal.

•

Create BID via multi-board action.

•

Employ a Best Practices strategy relative to economic development and the
revitalization of the DTW. Simply put, Best Practices are specific processes
that have been proven to be effective methods of addressing particular issues.
Appendix A provides a survey of Best Practices.
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C.

Market Sector Revitalization Strategies

It is important to note that urban markets do not operate independently. In the
DTW, office, retail, eating and drinking establishments, entertainment, government,
and housing are all-important elements of the market that link with each other as
part of a growth system. The DTW must be viewed as an interdependent system
with many interrelationships that cause patterns of change within and between the
different sectors. As such, a strategic plan for redevelopment must recognize these
interrelationships and build success upon them. In addition, organizational and
cultural relationships also contribute to the synergy required for a vibrant
downtown.
The potential for growth and development in the DTW lies in building on existing
strengths and developing niche opportunities for which the DTW can place itself in
a competitive position vis a vis the other regional market nodes (Oceanside, Miracle
Mile, Royal Pointe, and Routes 1 and 60). As the DTW develops, its position will
be one that complements and enhances the market capacity of the region. Based on
the analysis undertaken in HII's previous report, the following development
opportunities were identified as the most promising, and in many cases will
concurrently work toward addressing multiple concerns voiced by DTW property
and business owners, representatives from public and quasi-public entities
associated with the DTW, secondary affiliates (i.e., financial institutions, utilities,
etc.), and patrons. As noted above, the actions presented in the immediately
previous section are activities that impact several market sectors and are designed to
work in conjunction with the following specific actions. Due to the multifaceted
nature of the market sectors, and the interconnected dynamics of the approaches, the
following strategies are not ranked or prioritized.

Market Sector: Office
Within the DTW there is a significant office population, both in terms of the
number of employees and individual entities. The office market is diversified,
with private sector, government, and quasi-public interests of various sizes
providing a wide range of services. In addition to the employees at these
operations, many of the offices have patrons, suppliers, colleagues, and others
who visit their establishments, further enhancing the number of persons in the
DTW affiliated with the office market. This market sector provides potential
consumers on a regular basis for a variety of entertainment, food and beverage,
entertainment, retail, and office-related supplies and services in the DTW and
adjoining area.
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While office workers currently frequent local sandwich shops and other such
restaurants for lunch, few other businesses in the DTW benefit from their
presence. Thus, the expenditure potential of this group is not being captured by
the DTW's mix of businesses. Currently, there is not a mix of businesses that
effectively penetrates the office population's daytime, evening, or weekend
market potential. Not only do merchants not benefit from office workers, but the
lack of foot traffic creates an "emptiness factor" that contributes to the negative
perception of the DTW.
To capture these opportunities, the DTW must proactively pos1t10n itself to
penetrate and grow the office market. By increasing the number of office
employees, the customer base of the DTW will expand, thus making the DTW
more attractive to retail businesses, dining and drinking establishments, and
entertainment venues. The demands of the different subsectors of the office
population (i.e., clerical vs. executive) will vary in terms of their capacities and
interests (cost and style). This diversity will thus present multiple opportunities
within the same business sector (i.e., both inexpensive and higher priced
restaurants) and without. The office population is typically comprised of welleducated consumers with above average incomes. In addition, the large number of
office workers can serve as a promotional source for the DTW and its businesses
by informing their families, friends, and colleagues about positive experiences,
retail opportunities, and events available in the DTW.
There is the potential for the office market to grow through the expansion of the
existing entities in the DTW market (businesses, government, and quasi-public)
and the attraction of new office space users. As the national and regional service
economies grow, so too will Vero Beach's, and with the expansion the demand
for office space will also increase. In addition, the demographic characteristics of
the population in the Vero Beach Metropolitan Area are indicative of persons who
are high service users (i.e., middle- and upper-income, middle-aged and older,
white collar professionals). As the regional population expands and continues its
aging trend, the local, county, and state governments, which provide a
considerable quantity of services and are located in and adjacent to the DTW, will
also be a source of demand for office space. The private sector service businesses
that typically work in conjunction with government and individuals and
businesses that utilize public sector services can also be expected to become more
prevalent.
In order to promote the development of the office market in the DTW, it is
imperative that attractive space be available or on line for quick deployment. The
DTW has three unique assets that can serve to grow the office market, both
internally and through attraction: (1) the highest concentration of available space
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in the market area for office use, albeit much of it needs to be improved to meet
current standards; (2) the greatest variety of size, style, and character; and (3)
highly competitive pricing for purchasing and leasing space.
The occupancy rate for higher quality office space in the DTW is close to 100%.
Beyond the limited quantity of quality office space that is available in the DTW,
the additional office space that exists generally does not meet modem
requirements, is in poor condition, does not have adequate parking (quantity
and/or proximity), and/or is situated in less desirable locations.
While the market will drive opportunities for the higher quality space, two
principal options exist to occupy the lower quality and less desirable space:
•

Encourage the owners and real estate brokers to aggressively market space "as
is," or with only basic improvements so as to meet bare minimum office space
requirements--either way the space can be leased at highly competitive rates
to a target clientele that is price sensitive (i.e., young professionals, start-up
businesses, not-for-profit organizations, etc.).

•

Select two or three strategic buildings/spaces in conjunction with property
owners who are willing and capable of upgrading if a tenant is secured.
Undertake a heavy marketing campaign involving the property owner, a real
estate broker, the Chamber of Commerce, the DVBA, and a participating
financial institution. In conjunction with the City, prepare to fast-track
necessary regulatory and permitting approvals. Upon the occupancy of the
first space, continue the process with two or three new locations at a time until
market pressures take over the revitalization process.

•

Functional opportunities may also exist in the redevelopment of space,
particularly underutilized or vacant, that has not traditionally been used for
office uses, but may be appropriate for more open-minded and creative users
such as architects, design studios, dot-com and other e-commerce ventures,
training, education, and telephone call centers, etc.

•

In cases where accommodations cannot be made, the area adjacent to the
DTW should be considered and relationships should be established to
facilitate this process.

Implementation Action

To activate an office development initiative, it will be necessary to establish a
locational strategy within the DTW that prioritizes the significance of specific
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properties, groups of properties, and city blocks toward attracting new business
development. Priorities should include factors such as tenant availability, the value
level of a targeted project, the relative proximity of the project to a designated
improvement area (i.e., Model Block, Twin Pairs, Pocahontas Park, etc.) within the
DTW, availability and applicability of property/space, improvement and occupancy
cost, relationship to other sites in terms of developing density and critical mass,
positive and negative impacts on adjacent properties and surrounding area,
additional public and private investment that can be leveraged, potential aesthetic
improvements to the property, and questions such as is there a higher and better use
of the space?, is there another property that could better serve the market?, and so
on.
It is strongly recommended that new office development be induced to occur in
and immediately adjacent to two areas:
•

The Model Block and the Model Block expansion so as to continue the positive
momentum created by the project, to further advance the establishment of a
critical mass of activity, and further strengthen the Model Block as THE hub of
Vero Beach. In addition to occupying vacant office space in the Model Block
area, new office development will also promote the growth of the retail and
dining activity, and potential entertainment venues.

•

A second priority for office development should be the area between the legs of
the Twin Pairs. The improvement of this corridor is important to the physical,
commercial, and psychological operation of the DTW. The County's potential
interest in constructing an office complex at this location should be promoted
and leveraged as an opportunity to address the aforementioned negative
conditions created by the roadway. The Vero Beach Main Street Office, DYBA,
the City of Vero Beach, property owners of strategic properties within and
adjacent to the Twin Pairs, and the Florida Department of Transportation
(District 4 Office), should work together to develop and promote a vision that
functions in conjunction with the County's development plans. Opportunities
should be sought by these parties to leverage additional public and private office
development at and next to the Twin Pairs. The County should be encouraged
to incorporate curbcut, parking location, fayade, landscaping, lighting, and
signage input from the Vero Beach Main Street Office and the DYBA. The City
may consider using its approval process to direct the County toward actions that
may otherwise not be considered.

•

Establish demand for additional space and development feasibility from existing
Vero Beach metropolitan area corporate and government entities, office
property owners, and commercial real estate brokers.
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•

Identify and prioritize occupancy order for initial series of underutilized and
vacant sites.

•

Market DTW to local and regional prospects through real estate brokers, media,
and word of mouth.

•

Solicit/recruit tenants.

•

Build on momentum created by Model Block and Model Block extension.

•

Consider establishing Business Improvement District (BID) to enhance
attractiveness of DTW.

Market Sector: Residential

The residential sector in the DTW, an important catalyst to development on
multiple fronts, is underdeveloped and is a source of considerable potential. Based
on discussions with residential real estate brokers and residential property owners
familiar with the DTW, existing occupancy rates are at or close to 100%. While
the number of residential units is small, the high occupancy rate in itself serves as
a positive demand indicator, especially when the conditions of the units are
considered (small, not modernized), that the DTW is not identified as a residential
location, and limited services and opportunities are available for residents within
close walking distance. The DTW has ample space for residential development,
primarily upper floors. Additional potential space can also be found in the less
desirable and underutilized retail and office locations just outside the Model
Block area. However, the ability to successfully utilize such properties for
residential applications will require innovative approaches and partnerships
between property owners, developers, and regulators at the City and County (i.e.,
building codes and other regulatory issues, zoning, etc.) to address and overcome
the considerable logistical challenges presented by redevelopment issues, code
requirements, and marketing the DTW as a residential location.
The residential market is one of the few sectors that can be significantly developed
to generate a notable positive impact on the DTW, despite the DTW's built-out
condition, as much of the space that can be used for residential applications,
particularly on the upper floors, has low commercial value and/or is underutilized.
In addition, the DTW offers a truly unique product in the residential market. The
DTW's scale provides for a comfortable environment. Typical urban woes (i.e.,
safety issues, transportation and parking problems, blight, etc.) are generally not
present in the DTW. Employment opportunities surround the district and are
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easily accessible, as are the nearby retail nodes which provide all necessary
consumer goods. The concentrated layout of the DTW enables the development of
a critical mass of units closely located to each other and in close proximity to
exi_sting and future retail and eating and drinking establishments. With generally
lower land values than the surrounding community and many buildings carrying
low overhead and operational expenses, redevelopment costs should enable
housing products to be priced competitively.
A larger and broader residential base in and adjacent to the DTW will provide
support for retail and consumer service oriented businesses, entertainment and
restaurant business, increased pedestrian activity in the core, add to the vitality of
the DTW, and build on the presence of the existing workforce. Residential
development will also bolster the demand for currently non-existent consumer
oriented services and retail such as dry cleaning and shoe repair, newsstand, full
pharmacy, hair salon, and so on. These businesses will also strengthen the DTW
market by adding new establishments and will be patronized by the existing base
of DTW employees.
While new residential development in the DTW is unproven, the existing high
residential occupancy rate in and around the DTW, the success of recent area
residential developments representing a wide range of styles and prices, and the
demographic characteristics of the population are positive indicators of the
market's potential. Two opportunities exist for residential development: new
construction and the upper floors of existing buildings.
The opportunity for new multi-tenant buildings in the DTW is limited by the lack
of an adequately sized parcel that can accommodate a building, parking, and other
ancillary structures. The expense and time required to consolidate the multiple
parcels that would likely be necessary to support such a development, and the
added cost of demolition and/or major renovation, would likely preclude the
feasibility of such a project. In addition, as there is available land for residential
development located nearby, the DTW's competitive position is significantly
diminished.
The underutilized and often empty upper floors of buildings in the DTW have
been viewed as a location for potential residential developments. The prospect of
filling these spaces with people, thereby generating revenue for the building
owner and injecting a new source of consumer demand into the downtown retail
market is undoubtedly attractive. However, the challenges associated with
achieving this type of reuse on a large scale are difficult at best. Addressing code
requirements, private access, parking, zoning, the logistics of changing the use of
a structure from commercial to residential and meeting modernization
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specifications, and other hurdles stand in the way of a successful program.
Nonetheless, the benefits to the city, property owners, and to persons who want to
live in the heart of town justify an effort to overcome these problems and establish
a residential community in the DTW. Appendix A, Best Practices, provides
examples of several approaches to addressing these concerns.
Older renovated space in urban settings in other cities has been successfully
marketed to young professionals, students, singles and "empty nesters," including
older persons, and others who seek the advantages of in-town living. They may be
attracted to urban living situations for a variety of reasons including its
uniqueness relative to suburban apartments, its proximity to work, "hipness,"
and/or their interest in living where dependence on the car can be decreased. A
sense of adventure, cost competitiveness, and the attraction to downtown
amenities may overcome any negatives, which Vero Beach has very few,
associated with the urban environment. Further, the past decade has seen a major
movement back to urban centers by a wide range of persons. The DTW can
become part of this process.
One of the principal hurdles to overcome when undertaking residential
development in downtown areas, especially with upper floors, are building codes
which make conversion economically unfeasible and plain difficult. Conversely,
without the utilization: of upper floors, the cost to the owner of the building can
become equally great In addition, tax collections also suffer as property
assessments are undervalued. This catch-22 of urban residential development is
being solved in different cities through a variety of programs designed to accept
the realities of the situation and provide solutions. For example, in New Jersey a
program called Upstairs Downtown has been created to encourage residential use
of upper floor areas in older urban buildings. In essence the program consists of '<::.:
code revisions for qualifying properties and a set-aside for low interest loans for
required renovations. A formula of minimum square footage to number of
allowable units is coupled with a point system to enable qualification in the
program. A less structured program with the same purpose has also been
implemented with success in Memphis, Tennessee. While there are other
examples that should ultimately be studied in the quest to craft a program for the
DTW, there is no cookie-cutter formula that can be applied.
Generally, the goal of increased residential development will require a heightened
level of interaction between city officials responsible for implementing building
code and inspection procedures, building owners and developers. Public sector
involvement may also be required to solve some problems. Public assistance can
come in different forms including an acknowledgement of the importance of
redevelopment in the DTW and specifically the potential of residential
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development, sensitivity to the challenges presented by upper floor residential
conversions, cash and non-cash programs, review of parking requirements,
establishment of resident parking zones, or other facilitating measures. Public
sector assistance coupled with private investment and a focus on the value of
downtown residential growth can yield real and significant core area dividends.
There is clearly an oversupply of unused upper-floor space in many buildings in
the DTW and throughout downtown Vero Beach. However, we are confident of
the existence of demand segments that could be targeted for such a style of living.
A sustained effort must be made to establish a program that works for the DTW
that in some way addresses code issues and encourages and otherwise enables
building owners to effectively rent, lease, sell, or develop these spaces for
residential use. We suggest an in-depth review of programs in other cities and a
commitment by the City and County to support this development effort. In the
final analysis it becomes a property-by-property issue, but establishing a
supportive system, functional and accommodating (within reason) guidelines, and
a proactive marketing program will facilitate conversions and attract the attention
of potential developers and tenants, and the retail and entertainment components
that stimulate interest in urban districts.
Implementation Action

An addition of 50 new residential units targeting 100 new residents to the DTW
within a three-year period will be responsive to local population and residential
development trends. The presence of this additional population will generate a
moderate yet noticeable impact on the DTW in terms of activity and demand for
existing and new goods, services, and activities. As the residential population
grows, typically so too will demand for new housing units and consumer
opportunities. However, initially, the most important outcome of the new
residential population will be its significant impact in terms of presence (i.e.,
construction activity, sidewalk traffic during and after business hours, lights on in
the evening, sounds and smells, etc.). This initial activity will serve as the catalyst
for the development of future residential, retail, dining and drinking, office, and
entertainment options. Many of the business establishments that will serve a
residential population will also be patronized by office workers, and, to a lesser
degree, persons attending to business at private and government offices. The
renovation and occupancy of vacant and underutilized properties will also
strengthen the real estate market and tax base in the DTW.
To move the recommendations for residential development in the DTW as
discussed above, a development program focusing on the upper floors of the
buildings along 14th Avenue between 20 th Street and 21 st Street, and 21 st Street
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between 15 th Avenue and Route 1 should be considered as a starting point. These
areas were selected due to their central location, quantity of activity, the presence
of Pocahontas Park, the availability of off-street parking, the quality of the
streetscape provided by the Model Block, the ease of access in and out of the
DTW, the presence of occupied apartments on the northwest comer of 14th
A venue and 21 st Street, the character of the buildings, and the closeness of many
of the DTW' s retail and eating establishments.
•

The first step should be the modernization and expansion of the apartments at
the northwest comer of 14th Avenue and 21 st Street into market rate residences
targeting young professionals as a moderately upscale and "hip" urban place
to live. As with all the residential developments in the DTW, it is essential
that security, parking, uniqueness, and urban character units be provided.

•

The upper floors of the buildings along 21 st Street, between 14th Avenue and
Route 1, should be designated as the second priority target area for residential
development for two principal reasons. First, by building off the first target
area a linear pattern will be established which provides residents, and property
owners, a greater sense of security by enabling visual contact with other
similar property uses. Second, this location is potentially the most valuable
residential development site in the DTW due to its view of Pocahontas Park,
proximity to renovated historic buildings and the model block improvements,
and ease of egress and regress to and from the DTW. Thus, consideration
should be given to locating upper-end units at this location.

•

The third target area should be the upper floors of the buildings along 14th
Avenue between 20 th and 21 st Streets. Not only will the development of this
block increase the number and density of residences, it will also begin the
outward radiation of residences while still maintaining a concentrated
development pattern. Also, the relatively large amount of space along 14th
Avenue will provide an opportunity to locate a variety of different residential
styles, sizes, and costs.

It is important that the cityscape is accommodating to the residential uses in the
DTW and that improvements are in existence by the time people begin moving
into new units. These improvements include streetscape enhancements, pedestrian
friendly linkages and walkways to destinations (i.e., public spaces, local
employment and retail and dining locations, other residences, parking, etc.),
effective night lighting that is pedestrian-oriented, functional parking options, and
landscaping.
•

Review the Best Practices, Appendix A, and research examples of urban upper
floor conversion programs. Sources include Florida Main Street Office, the
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Council for Urban Economic Development (CUED), the Urban Land Institute
(ULI), the American Planning Association (AP A), and International
Downtown Association (IDA).
•

In conjunction with property owners, residential developers, elected officials,
and related department directors (i.e., building code and zoning enforcement)
craft upper floor residential conversion program, including code and/or zoning
revisions and possibly government assistance. Promote the fact that the
successful establishment of a residential population in the DTW will create
many significant benefits to the private and public sectors, that virtually all
members of the Vero Beach region are vested in one way or another in the
success of such a project.

•

Begin planning for development along 21 st Street between 15 th A venue and
Route 1 and on 14th Avenue between 20th Street and 21 st Street. Start by
establishing a committee of public and private representatives with a vested
interest in the aforementioned target areas and the entire downtown. Prepare a
summary of the research of other community's experience with second floor
conversions and have all members review the document. Identify what is
necessary at both the subject site and surrounding area to carry the projects to
fruition. The planning process should focus both on the target site and future
opportunities, particularly methods of applying momentum and using contacts
to jump start subsequent residential and other projects.

•

Solicit developers and market downtown residential opportumt1es for
development. Obtain assistance from the City in site assemblage if necessary
by promoting the importance of the project to property owners and identify
reasonable solution.

•

Meet with loan managers at three or four area financial institutions to
introduce them to the concept of residential development in the DTW and to
elicit their support.

•

Concurrently, promote and implement plans to improve streetscapes, enhance
display windows, and attract and expand retail, dining and drinking options,
and entertainment venues.

•

Upon approval by DTW property owners, promote and market the concept
that multiple new residential units are on the way.
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Market Sector: Special Events, Attractions, and the Arts

The fundamental components of a small but functional arts and cultural market
exist for the DTW. Successful organizations and events (i.e., Indian River
Cultural Council, Vero Beach Ballet, Downtown Fridays) and a surrounding
population, much of it with leisure time and higher incomes, that attends cultural
activities and patronizes stores selling art products and antiques bode well for
such options in the DTW. The residents in and nearby the City of Vero Beach, the
significant number of area tourists and persons who visit area family and friends,
and the easy access provided for people who live in and between Melbourne and
Fort Pierce constitute a market for the DTW. In particular, Vero Beach residents,
tourists, and visitors are predisposed to spending leisure time and discretionary
income. Many will have a demand for restaurants, specialty retail items, and
entertainment options to augment their primary focus, such as an event or visiting
an attraction, while in the DTW. As indicated by the number of persons who
participate in the Downtown Friday, such events can be successful. In addition,
the layout of streets, character, type and size of space, and lease rates within the
DTW, the DTW's unique architecture, its history (both physical and mythical),
the presence of several cultural and social interests, and its concentrated
landscape, provide a basis that is conducive to the establishment of a limited-sized
arts and cultural market to start with. Further, these factors and the effective
presence of the Main Street Office provide a supportive infrastructure to sponsor a
wide range of activities that will enable the DTW to evolve and find its niche.
The potential for events, and particularly attractions and the arts to function in the
DTW, rests on the development of a number of key economic energizers/projects.
The synergy created by these developments will drive the creation of the critical
mass necessary to achieve the goal of adding excitement and substance to the DTW.
Our regional market reconnaissance has revealed a reasonable cultural arts base,
strong restaurant and entertainment markets, and healthy specialty retail and arts
markets throughout the region, but a very limited presence of such elements in the
DTW. There is sufficient regional market potential, calculated in terms of available
discretionary income and population (resident, tourist, and visitor), to support the
growth of these markets. However, locational logistics (capacity to attract patrons)
must be developed in the DTW if it is to tap into this market.
The previous closure of several arts-type stores is indicative of the lack of synergy
that is needed in the DTW for such a market to establish itself. Therefore, a
proactive approach must be employed to get the arts and attractions market off the
ground.
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Implementation Action
•

Work on establishing an eclectic mix of arts businesses, and possibly an arts
center with subsidized rents funded by the City, County, or State, in a
concentrated area such as along 14th Avenue in the Model Block area and the
former retail locations along the Twin Pairs. Development activity in the area
under consideration by the County for office use should be discussed with the
County so as to maximize opportunities and minimize potential issues.

•

The success of Downtown Fridays has demonstrated that thousands of people
can be attracted to the DTW for the right mix of entertainment and social
interaction. A major signature festival can elevate the caliber and draw by
anchoring the DTW events calendar year and drive development of other
smaller downtown festivals and events. A major festival can be a significant
tourism generator and-properly organized--contribute to the downtown
economy before and after the actual event. To host a significant festival will
likely require major sponsorship(s) and/or admissions revenues to fund the
event. In addition, street festivals, which feature store- and organizationsponsored performers, can generate a great deal of interest and focus on
boosting retail activity. As organized in other urban centers, this type of street
festival is essentially an interactive experience that entertains shoppers after
inducing them to attend and increasing their length of stay in the retail zone.
Such events also enable local and regional artists an opportunity to show their
wares, generate highly targeted publicity, and promote the DTW's reputation as
an arts and cultural destination.

•

Schedule out-of-the-ordinary events that involve the business community such
as a DTW-wide "clear out the stock room" sale. Many businesses and
organizations, particularly those that have been in operation for many years,
accumulate stock that is no longer valuable to the owner but may be of interest
to others.

•

The live entertainment components of a downtown district can create
excitement, draw people, help define its character, and create and provide a
theme for the city's nightlife. Existing restaurants and drinking establishments,
and new small venue clubs or audience facilities can serve as a starting point to
build this market sector by providing a range of musical and performing arts
attractions that will contribute to the excitement. The region's interest and
participation in the performing arts should help provide both a market and a
supply of performers.
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•

Comedy clubs have become a popular feature in many urban entertainment
districts. These evening-oriented attractions that may operate as restaurants or
coffee houses during the day, provide an alternative to the traditional bar scene
and can be a showcase for local entertainers as well as nationally recognized
comics. While adult material may sometimes be featured in individual acts,
comedy clubs are generally perceived more as family entertainment than bars or
other live entertainment venue.

•

Pocahontas Park and the County Courthouse parking area (when not in use)
are two locations on which to hold events that will provide direct access and
exposure to the DTW and its businesses.

•

Custom events can be developed that utilize existing facilities and cater to the
local population such as a shuffleboard tournament, a fundraiser run/walk
through the DTW, initiate a citrus-fest to celebrate harvests and welcome
snowbirds, and/or have a theme weekend deploying a memorable period (e.g.,
1950s) with an antique car show visiting town and merchants wearing period
outfits.

Market Sector:

Retail

The marginal presence of the DTW' s retail market provides a growth opportunity,
both in terms of expanding existing businesses and attracting new establishments.
However, to capitalize on this prospect, it must increase the number of businesses
with a regional draw and build its mix to better serve persons who frequent the
DTW such as office employees. There is also a need for downtown residential
services to bolster the effort to expand housing demand. There is sufficient market
potential, calculated in terms of available discretionary income and population (both
resident and visitor), to support a viable specialty retail district in the DTW. While
significant competition exists from the surrounding retail nodes, there are several
sources of potential consumers that are available to support retail businesses located
in the DTW serving the adjacent residential communities and capturing some of the
shoppers at the other retail locations. These include the DTW office employment
base, persons using Route 60 and to a lesser degree Route 1, individuals coming to
the DTW to visit government and private offices. By positioning the DTW in a
position to capture these opportunities, and penetrating the greater Vero Beach
population base with goods, services, and entertainment options that are not
available in the surrounding shopping centers, a retail development strategy can
succeed in being an economic catalyst for development of the DTW.
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The downtown retail mix is currently suffering from a malaise that makes
"entertainment shopping" somewhat non-existent. While there are a few specialty
shops, antiques dealers and furniture stores, 14th Avenue and Route 60, the two main
thoroughfares both have a noticeable lack of upscale clothing stores, themed retail,
and specialty shops which characterize other economically vital downtown districts.
There is also a demonstrated need for downtown residential services to bolster the
effort to expand housing demand (and vice versa). While the focus of retail
development downtown will be in response to increased levels of activity in the
DTW, these types of goods and service providers will be an important element in
long-term goals to bring people back downtown permanently.
The relatively low lease rates for available and potential retail space in the DTW
compared to rates in the other retail nodes, especially the mall locations, provide an
excellent opportunity for entrepreneurs to take advantage of the unique niche
markets available to downtown retail establishments.

Implementation Action
•

Promote consistent evening and weekend hours. A program directed by the
Main Street Office can be established with merchants during which one or two
evenings a week and/or a weekend day, businesses agree to remain open into
the evening. While the selected evening(s) can vary, coordination with the
evening hours of the other retail districts will enhance the program's draw
potential. It is essential that consistency be maintained, especially as such
efforts typically take time to become functional. The program should be
publicized through as many sources and media channels as possible. Several
events scheduled to coincide with the evening hours such as a Christmas tree
lighting, strolling performers, a raffle, free concert, parachute drop-in, antique
and sports car shows, celebrities, and so on can enhance publicity and activity.

•

Promote specialty retail development. Specialty retail stores may include a
variety of small businesses which cater to specific needs and desires of the
downtown, surrounding, and tourist markets, providing goods and services
which are needed by local employees and residents, visitors and/or are in sync
with other existing stores. Examples of specialty retail stores which have
proven successful in other such markets are:
Bookstores - Within this category are sub-specialties such as "new age,"
"religious," "international," etc., but a bookstore with a wide variety of
selections appealing to a broad audience is the most popular. In some cities
such as Berkeley, California; Boston, Seattle, and Key West, Florida, a
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cluster of bookstores represents a destination attraction in its OvVIl right.
Super bookstores like Barnes & Noble are integrating lounge areas, cafes,
and other amenities following the successful blending of such elements in
smaller venue around the world. Such a large store could operate from the
Old Diesel Power Plant. Bookstores represent viable shopping options for
office workers, Sunday afternoon browsers, late evening entertainment
visitors, and other demand segments of a vital urban center.

Cigar Stores/fobacconists - The resurgence and continued popularity of
cigar smoking which has spavVI1ed a successful industry reflected in
specialty restaurants, social events, a dedicated national magazine, and a
cigar store in most communities and virtually every city selling not only the
items to be smoked but everything an aficionado or beginner needs to do so,
is a cultural phenomenon which presents an opportunity. The success of the
tobacconist on Route 60 in the DTW is an example of such an
establishment. Other tobacco products and their accouterments also remain
in demand for a niche market that might be accessed in a dovVI1tovVI1
location.
Antique Shops - The success of the DTW' s antique shops have created a
destination attraction, while singly they can attract consumers looking for
the certain collectible, and otherwise contribute to an eclectic mix of
specialty retail. A large space can be utilized by many operators in the
"antique mall" model or a small space energized by a single dealer. The
more such businesses are attracted to the DTW, especially in a cluster, the
stronger this market will be. There is also the prospect of attracting affiliated
businesses such as design studios, furniture repair businesses, upholsterers,
furniture designers and craftspersons, and so on.
High-End Clothing/Accessories/Gifts - The success of these types of
stores at Oceanside and Miracle Mile, and the relatively high-income
characteristics of a significant portion of the residential and tourist
populations provide a solid foundation for the operation of such stores.
Unique or hard to find retail personal items occupy a niche which can be
exploited in a dovVI1town environment. Moderate- to high-end imported
clothing, jewelry, leather goods, eyewear, etc., are retail goods for which
demand may be great enough to attract shoppers dovVI1tovVI1 from the
outlying malls, particularly if an experience and/or ancillary activities (i.e.,
dining, entertainment, window shopping and strolling) are available. The
existing residents from Oceanside who frequent the stores at Miracle Mile,
less than one mile away from the center of the DTW, the management and
executive portions of the office population, and tourists traveling along
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Routes 1 and 60 represent a viable market for these items. Whether for
personal use, or as gifts, high-end retail goods are a staple of urban
consumers and many such businesses can find their place in a redeveloped
downtown.
Themed retail stores, specialty shops, and businesses which serve the resident,
office populations, and tourists of the Vero Beach metropolitan area must be
encouraged, cultivated, and planned. We recommend that initial retail development
focus on demand generated by local residents and supplemented by the downtown's
office population and tourists.
Themed retail, which relates to entertainment and arts components, will work in
conjunction with a growing DTW. Complimentary goods and services such as
bookstores, "tourist" items, music stores, coffee houses, and such will also fill this
niche market supported by the same patrons. Similarly, retail service businesses
such as dry cleaning, hair salons, postal services, travel agencies, accounting, and
insurance agencies should be attracted to fill the demand created by the existing
office and residential population.
The presence of these goods and services suppliers will both encourage additional
office and residential locational activity downtown and benefit from the growth in
these sectors of the market they helped to generate. Such economic synergy is a key
element of strategic revitalization planning.
Tourists and visitors can serve as a potential source of customers for specialty
stores, dining and drinking, and entertainment in the DTW. Such persons often seek
out non-conventional experiences and shopping opportunities duririg their trip. It is
likely that many of the persons visiting the Vero Beach area have access to retail
that is similar to what is offered on Routes 1 and 60 and in the Miracle Mile area.
However, an urban retail and entertainment district with unique offerings that
provides a non-mall/non-franchise atmosphere may not be frequented at home.
While the retail district at Oceanside meets the above criteria, it is relatively small,
provides a limited number of options, and is a one-day activity. As most tourists and
visitors spend several days to a week in the area, retail, dining and drinking, and
entertainment opportunities in both the DTW and Oceanside will be used if
available. This trend is demonstrated by the success of several upscale restaurants in
the DTW that draw many of their patrons from Oceanside. A stronger DTW will
enhance the position of Vero Beach's overall market position by providing multiple
opportunities for consumers, which in tum will serve to attract more visitors to the
area.
•

Implement residential development recommendations in order to increase local
population demand.
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•

Dedicate retail space to support and grow strong market sectors in the DTW
(antiques, furniture, specialty), expand offerings to office employment base, and
work to facilitate an eclectic mix of stores targeted at attracting regional
residents, tourists, and visitors.

•

Prioritize buildings and city blocks for occupancy to: establish and develop
critical mass of establishments; occupy undemtilized and vacant locations,
particularly high profile sites; and fill storefront gaps to present continuity.

•

Market downtown retail opportunities to consumers and business operators.

Market Sector: Dining and Beverage
The dining and beverage market is one of the DTW' s strongest sectors. While it
efficiently functions to provide a predominantly inexpensive lunch trade to
downtown employees, establishments serving the upper end market with a regional
draw and establishments with evening and weekend hours, and affiliated
entertainment are very limited. However, a number of indicators point to the
development capacity of this market, including the success of several finer
restaurants in the DTW that are attracting patrons from within and outside the
downtown area, the overall stability of the DTW restaurant market, a base of eating
and drinking locations within the DTW that are the basis of a foundation to
establishing a critical mass of such establishments, a small but expanding reputation
as a destination for a dining experience, the overall strong restaurant performance of
restaurants in the Vero Beach metropolitan area, the demographic qualities of the
population within 10 miles of the DTW (the maximum distance a patron will
generally drive to a desired restaurant) are indicative of a population that frequents
restaurants, and the overall success of the wide range of restaurants throughout the
metropolitan area.
The restaurant market within the DTW is similar to that of the DTW' s retail market,
with multiple competitive locations surrounding the district. As with the retail
market, the DTW offers several advantages for the operation of dining
establishments over many of the other nodes, including a concentration of
employees that are available during lunch and dinner, the urban experience, unique
interior atmospheres, and a sense of place (as opposed to a shopping mall, strip
center, or isolated roadside location). The growth of other market sectors (office,
retail, residential, and possibly entertainment) will particularly benefit the food and
beverage businesses. In tum, food and beverage establishments are essential
components to the development of a vibrant DTW. As the food and beverage
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market matures, it is likely that an entertainment component will follow.
Entertainment will further strengthen the DTW market by adding an additional
sector that will advance the diversity of the market and provide an additional reason
to spend time in the DTW.
A mix of dining opportunities is an integral element of a vital downtown area and
one that can also become an entertainment destination. People are drawn to an area
that offers varied food and beverage options, that range from modestly priced cafes
and delis to an eclectic mix of fine dining establishments. In generating a critical
mass of restaurant customers, the more restaurants, the better. Creating a
"restaurant row" or "restaurant district" significantly enhances the drawing capacity
and strength of the individual enterprises. Such concentrations of eating and
drinking establishments generate a sense of activity and vibrancy, and stimulate and
support the location of specialty retail that work in tandem with the restaurants and
bars. The businesses that move into the district fill in the available spaces between
occupied sites and on the periphery of the district. Some types of restaurants
featured in other urban restaurant districts that may be appropriate for the DTW are:
•

Ethnic specialty restaurants, which can provide culinary diversity as well as
"entertainment dining" and effective penetration of niche markets. Italian,
Chinese, German, Thai, Mexican, French, and Middle Eastern are just some of
the different types of distinct cuisines that have proven popular in other markets.

•

The fast growing micro-brewery pub and restaurant continues to become
popular throughout the country as the market for specialty beer grows in tandem
with the application of small-brewery technology to the restaurant business. The
micro-brew pub and restaurant typically offers several "house brewed" beers
that often change seasonally or in response to changing demand. The varied and
interesting beers are the feature of these restaurants, which usually offer good
food ,in an atmosphere that may include the actual brewing equipment used in
formulating the pub's beer. The "pub" version implies a more limited menu than
the "restaurant," which is usually a full service operation. Breweries with food
service often offer some form of live entertainment, and may include tours,
tastings, and seminars on brewing and cooking.

•

Locally oriented restaurants known for seafood and other regional and signature
specialties can become a destination unto themselves. Such restaurants function
well in less expensive, "hip" non-shopping mall environs, as provided by the
DTW.

•

Sit-down full service franchise restaurants such as Chili's Cafe, TGI Friday's,
Chi Chi's Mexican Restaurant, and Pizzeria Uno Chicago Bar and Grill do not
enter unproven markets, as the DTW is at this time, but can be incorporated into
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larger projects and once the DTW's capacity grows. Such establishments are
becoming more cognizant of urban opportunities and more adaptable to, and in
fact seek out, unique structures to enhance the dining experience and stand out.
•

Themed restaurants, which often include more entertainment in the dining
experience, include such restaurants as the Hard Rock Cafe, Planet Hollywood,
and ESPN Zone, which features themed memorabilia, games, and specialty
retail items. Such establishments have become American institutions after
provmg
enormously popular in many locations over a period of years. These restaurants
become large draw destinations unto themselves, often anchoring an entire
complex. While these restaurants are unlikely to enter the DTW, as it would
generally be considered too small a market, they can serve as examples for
similar smaller regional establishments.

•

New variations continue to develop such as the Rainforest Cafe which sells food
in a tropical dining setting, complete with simulated storms every 20 minutes,
and Johnny Rocket's, a 1950s themed restaurant replete with a juke box in every
booth, costumed employees, and, of course, good old rock 'n' roll.

Implementation Action
While the last two of the examples noted above typically require a minimum of
several thousand square feet of operating space, high visibility, and a large quantity
of parking, several buildings in the DTW are capable of accommodating such an
operation including the Old Diesel Power Plant, Theater Plaza, and underutilized
and vacant retail properties such as 1929 14th Avenue. The DYBA and the Main
Street Office should encourage the development of restaurants at these locations,
and along 14th Avenue between 19th and 23 rd Streets as the primary target area,
followed by the length of 21 st Street between 15 th Avenue and Route 1, and along
the entire length of Route 60 in the DTW. (Activity along and adjacent to Route 60
should be discussed with the County, to help facilitate its potential office
development). These locations will build off the central core and target high use and
high visibility sites.
Specifically, we believe a "first wave" of restaurant development may be led by
mid-priced, locally oriented restaurants and ethnic restaurants to continue the
momentum created by such establishments as the Quilted Giraffe and Uptown Grill.
These businesses will serve the daytime office lunch market, but also have an appeal
for evening customers, and eventually weekend patrons, particularly if other
restaurants and attractions are operating.
54

HUNTER INTERESTS
I

N

C

O

R

P

O

R

A T

E

D

A second wave consisting of more upscale restaurants should be encouraged to
expand the depth and range of dining options downtown and contribute to the
"restaurant row/district" phenomenon which can become a destination attraction for
the City. These restaurants would likely include additional and more upscale ethnic
dining facilities. They may be most appropriately focused on the periphery of the
Model Block, thereby building on a foundation of evening customers and other
dining establishments.
A third wave of restaurant and club development could fill in the area between the
second wave restaurants on the periphery of the Model Block working inward,
catering to retail customers, downtown employees, and visitors to the various DTW
facilities, and providing linkage with other food and beverage attractions in the core
area.
Nightclubs and Live Entertainment
A vibrant evening environment should include a variety of nightclubs and other
tasteful adult-oriented entertainment. The development of small venue clubs and
cafes with live bands, recorded music, dancing, participatory activities, interactive
games, big screen TVs, performing arts shows, etc., should also be encouraged.
Such locations can also include jazz clubs, coffee houses, art galleries that serve
light fare, etc. Existing dining locations can be expanded and new establishments
can be opened to include some or all of these components. Young adults in the
workforce and tourists will make up the primary demand segments that this type of
development will attract. However, increasingly, older persons are attending such
establishments, including during the day and earlier evening hours. In addition,
these venues may vary their event schedule to attract different customer bases
during day, evening, and into the night and on weekends.
Attracting users of such locations to the DTW will require a change in the
perception and image of the DTW, development of new and exciting club venues,
and an understanding by city officials and businesses that evening entertainment in
bars and clubs may carry certain costs. Increased economic activity must be
balanced against the possible need for additional security and maintenance services.
The extent to which nightclubs and live entertainment venues are developed can be
a function of these balancing factors, perhaps allowing for limited licensing and
strict enforcement of pertinent laws, while at the same time introducing these
needed elements of an energetic urban environment into selected key locations. The
prudent development and cultivation of arts and entertainment-based nightlife can
add a much needed element of excitement to the DTW environment and provide
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niche market opportunities for existing and new businesses, help promote evening
and weekend use of the DTW, and play a role in enhancing opportunities for
residential development.
We recommend that entertainment-based nightlife development be directed in the
vicinity of the antiques stores and at two or three existing dining/drinking locations
at or very near the Model Block in order to help increase the level of activity in
these areas.
For the development of the dining and beverage and entertainment markets, the
following steps are recommended:
•

Focus development attention on the Old Diesel Power Plant, Theater Plaza, and
underutilized and vacant retail properties along 14th Avenue between 19th and
23 rd Streets as the primary target area, followed by the length of 21 st Street
between 15 th A venue and Route 1 and along the entire length of Route 60 in the
DTW (activity along and adjacent to Route 60 should be discussed with the
County, to help facilitate its potential office development), then along 19th Place
between 16th Avenue and 12th Court.

•

Concentrate on creation of restaurant row and seek out opportunities to leverage
and coordinate activities with residential development.

•

Contact local/regional restaurateurs/associations for development interest.

•

Leverage potential customer traffic from highly visited and trafficked locations
in the DTW to help drive restaurant customer base.

Market Sector: Physical Fitness and Physical Recreation

The physical fitness and physical recreation markets do not and will not play a
major role in the DTW. However, they do provide a market niche opportunity
(see HII's first report, Section V, Reuse of the Old Diesel Power Plant, Scenario
II) that is functional in terms of the DTW' s real estate opportunities, population
base, and future development potential. The physical fitness and physical
recreation markets are growing across all age and income stratas. These
components will add a complementary dimension to the DTW's market that will
serve the local and adjacent population, potentially attract regional users, and
enhance the marketability of the DTW as a residential location.
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Gyms, indoor tennis and racquetball clubs, health spas, paintball and laser-tag,
specialty facilities (i.e., boxing, gymnastics, etc.), child and baby entertainment
facilities such as Gymboree, and other physical fitness businesses are flourishing in
urban centers, often occupying larger and less desirable space. These projects fill a
niche demand that is growing, they often serve downtown office populations, bring
residents of adjacent communities (or greater distances if they are highly regarded
and/or provide unique services and/or facilities), create evening and weekend
activity, and enhance the attractiveness of proximate residential neighborhoods by
providing a desirable amenity.
The location of a physical fitness/recreation facility can occupy as little as about
3,000 square feet and provide the most basic of services and facilities, or as much as
several hundred thousand square feet (such as Chelsea Piers in Manhattan) and offer
a wide variety of options. It is recommended that a moderate to relatively upscale
facility be attracted to a location on tlie periphery of the core of the DTW. .The
location should provide quick, direct, and easy access to office workers in the DTW,
residents of the adjacent communities to the northwest and southwest of the DTW,
and persons arriving by vehicle from outside the immediate area. It is also essential
that sufficient on-site parking be available. As noted in HII's previous report, the
Old Diesel Power Plant could serve as a site for a full service facility. Other
functional locations are on 14th Avenue between 18 th Street and the Twin Pairs (a
facility in this area would help anchor future development and draw much needed
traffic to this somewhat neglected portion of the DTW) and on the Twin Pairs
between just west of Inner Rhythm Surf Shop at 14th Avenue and 17th Avenue. Any
activity along this corridor should be coordinated with the County's office
development plans.
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VI. Recommended Implementation Program
A.

Formulation of Plan

HII, working in concert with the Vero Beach Main Street Office, and with
assistance from representatives from DVBA, the governments of the City of Vero
Beach and Indian River County, the Indian River Chamber of Commerce, private
sector entities in and around the DTW (including property owners and managers,
real estate developers and brokers, and owners and managers of a wide variety of
businesses), and input from area shoppers, residents, visitors, and tourists, has
prepared a strategic plan for the revitalization of the DTW as put forth in this
report. The implementation process for activating the plan follows. While the
steps presented should serve as a guideline, the multidimensional qualities of the
initiative, the complex nature of many of the tasks, and the concurrence of
multiple interests that are necessary for successful implementation will require
constant adjustments. The changing landscape and movement of targets is a
natural process that should be carefully monitored for indicators of potential
problems and the evolution of opportunities. Some of these problems and
opportunities will be obvious, but most will require teamwork and keen
observations to discern.. By using and adjusting the information contained
herewith and providing the Main Street Office with the necessary resources to
carry out the objectives of the plan, individual properties and businesses, entire
market sectors, organizations, and programs can be positioned in a proactive
stance so as to effectively address detrimental issues prior to the emergence of
adverse conditions. Such an approach will also provide for the capacity to
actively seek and create opportunities that can be taken advantage of. Once
started, it is important to keep the initiative moving. Fits, starts, and lag time
create stagnation that becomes increasingly difficult to reinvigorate, and as time
passes credibility and capacity is lost. Conversely, movement creates opportunity,
energy, and accomplishments.
B.

Vero Beach Main Street Office

It should be noted that much of the overall coordination and day-to-day
management of the plan will be undertaken by the Vero Beach Main Street Office,
currently a one-person operation with multiple responsibilities. The
implementation of the plan will necessitate that a considerable quantity of effort
and time be dedicated to the precise execution of tasks such as overseeing several
dozen projects over the next five years, preparing, managing, and following up on
many meetings, providing timely responses to a wide variety of inquiries (general
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public, property and business owners, real estate brokers, prospects, elected and
government officials, the media, etc.), collecting, preparing and analyzing data,
serving as an advocate for the DTW and individual projects, functioning as a
liaison, conduit, and ombudsman between multiple interests, and so on. It is
therefore highly recommended that the supplementary budgetary increases
presented in Table 1 be incorporated into the Main Street Office Budget,
commencing with the 2000-2001 Fiscal Year, and increased at the identified rates
thereafter. The increases are provided to be responsive to the additional time
required of the Main Street Office manager to carry out the plan and so as to be
more in line with the compensation for such responsibilities, to provide for staff
assistance to meet new time demands, thereby enabling the Manager to more
effectively use his time, and to provide the tools necessary to carry out the
fundamental operations.
In addition to approaching ex1stmg sources for the $11,900 increase for the
current fiscal year, and the future years' funding requirements, additional sources
that stand to benefit from implementation of the plan should be approached (i.e.,
banks, utilities, property and business owners, City, and County). We also
suggest that supplementary in-kind contributions should be sought for services
and supplies to help augment the budget. Recognition for those interests that
provide support should be provided. However, it is important that contributions
do not create actual or perceived conflict of interest issues for the Main Street
Office.
Table 1
Current

Recom.

Budget
Amount
$33,100

Increase
FY '00-'0l
15%

Recom.
Budget
$38,065

$10,000

50%

$15,000

15%

Telephone

$1,700
$1,200
$1,200
$1,350

30%
50%
50%
15%

$2,210
$1,800
$1,800
$1,553

25%
5%
15%
0%

Total

$48,550

Item
Director Salary
Additional Staff Salary
(to increase hours)
Marketing/ Advertising/
Photographic Supplies
Postage
Printing/Photocopying

Recom.

$60,428

Source: Hunter Interests Inc.
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Recom.

Recom.

Increase
FY '03-04
5%

Increase
FY '04-05
5%

10%

10%

10%

20%
5%
10%
0%

10%
5%
5%
0%

5%
5%
5%
0%

Recom.

Increase
Increase
FY '01-'02 FY '02-'03
5%
5%
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C.

Internal Consensus and Acceptance Phase

Over a three-week period, the DYBA Board and the Main Street Office should
become familiar with this plan, the entities noted, and begin/build on establishing
relationships with representatives from those entities identified.
Internal
outstanding issues concerning disagreements should be acknowledged and
resolved during this time. Upon completion of the review of the plan and
implementation of necessary adjustments, the DYBA Board should formally
accept the plan with a provision to allow for the incorporation, if necessary, of any
adjustments from the Leadership and Outreach Phases.
D.

Leadership Consensus Phase

The next phase of program implementation will consist of an educational process,
whereby the DYBA and the Main Street Office will disseminate details of the
plan to strategic elected officials and leaders of key public and private entities in
order that the complexities of the development program be understood, and that a
wide acceptance and support for the plan be crystallized. Elected officials from
the City and County whose jurisdiction and/or power impacts the DTW should be
introduced to the plan, made aware of what steps will be taken, informed of what
is needed and expected of them, advised of the outcomes that will result from
their participation, and provided with the opportunity for current and future input.
This will be accomplished through the recipients reading and understanding the
plan, providing the recipients with explanations and elaborations of program
specifics, providing effective lines of communication between the Main Street
Office and the recipients, and encouraging regular participation by the recipients
throughout the implementation of the plan. This phase of implementation is
expected to take about four to six weeks.
E.

Outreach and External Consensus Phase

The DYBA, with the Main Street Office serving as the coordinator, should
arrange a series of tightly scheduled meetings over a one-month period. The
meetings should function as a forum to introduce the plan and encourage the
participation of all those who have a vested interest in the DTW, and bring on
board those whose participation will be necessary and/or desired to facilitate the
revitalization of the DTW.
During the meetings, the need for action and the overall objectives of the plan
should be presented. Subsequently, an opportunity for concerns to be voiced,
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addressed, and, where appropriate, incorporated into the plan should be provided.
Functional opportunities and procedures that were presented and/or uncovered
during the meeting process should be further investigated and developed, possibly
in cooperation with the advocate, to determine whether they should be integrated
into the plan. Any formally accepted revisions or changes to the plan itself should
be completed through action of the DVBA Board. This incorporation process
should be completed quickly, within two weeks of the final meeting, so as to
maintain momentum.
The primary objective of the meeting process is to bring participants on board,
and otherwise build a consensus of approval for the plan. Opportunities for
involvement and participation of all types should be encouraged and utilized.
Throughout the duration of the project, it is vital to keep those with a vested
interest in the DTW, particularly plan participants, strategic property and business
owners, representatives of affiliated government agencies, and government
leaders abreast of events through personal outreach, newsletters and emails,
regular updates in local publications, pre-established checkpoint meetings, and
postings on the DTW web site if established.
Invitations, announcements, and other forms of outreach should be used to
promote the meetings. The meetings should be interest-directed; that is, members
of individual or related groups should be brought together. At the same time, all
who express an interest in attending a meeting should be welcome. Throughout
the outreach process, the Main Street Office should provide a forum for selected
important small groups and individuals to meet to address specific and pertinent
concerns. It is recommended that media representatives be excluded from the
meetings, as their presence may inhibit the free flow of communications by
attendees. In addition, the absence of media representatives will position the Main
Street Office as an important source for reporters. Media representatives should
be informed of the meetings, and provided with interview opportunities and press
briefings after each meeting. It is suggested that the following progression be used
in terms of meeting attendees:

•

Property/Business Owners and Merchants - The DTW's property and
business owners and merchants who may be managers or otherwise engaged
in retail activity should be encouraged to attend the same meeting to gain an
understanding of each others' concerns and to promote the strengthening of
relationships. Meetings should be limited to no more than 40 individuals at
each gathering. Thus, multiple meetings will be necessary to accommodate all
of the DTW' s property and business owners. For those owners that are unable
or unwilling to attend the meetings, as there inevitably will be a significant
number, it is recommended that a brief letter be sent to the individual
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explaining the initiative and benefits that can be realized by participation in
the process, the significance of the referred-to property or business,
encouragement of future participation, and a contact (Main Street Office) for
follow-up communications. At least two follow-up contacts should be made if
no response or participation occurs. Property owner data can be obtained
from tax records, and business owner data is available from City occupational
licenses.
•

Government Representatives - Directors, senior staff, and line-workers
who are involved, or may be involved in the future, with the operation and
development of the DTW should be provided with an introduction to the plan
and afforded with an opportunity for input concerning the functionality of
various applicable components. A similar invitation should be extended to
operations managers from government buildings located in and adjacent to the
DTW such as the U.S. Post Office, County Courthouse and Library, County
Administration Building, Freshman Leaming Center, Vero Beach Junior High
School, City Hall and Police Station, and Community and Heritage Centers.
Contact information for these individuals can be obtained by calling the
directors of the respective entities.

•

Finance and Real Estate Brokerage Communities - Of all the persons
who will attend the meetings, it is likely that many of the members of the
banking and real estate brokerage communities will need the most education
and motivation to attend the forums. However, at the same time these
individuals play a very important role in moving the revitalization process
forward. Beyond calling on their sense of civic responsibility, several forces
can be used to increase involvement by this group. First and foremost is the
potential to earn money with a reasonable effort and at an acceptable risk.
Second, banking regulations encourage, and in some cases, require
participation in challenged communities. The opportunity for good public
relations can be a powerful incentive. Third, elected officials, businesspeople
affiliated with the DTW, and others who are brought on board can be used to
promote participation in the revitalization process by bankers and brokers,
including contacting senior members of the sought-after firms.

•

Not-for-Profit and Quasi-Public Entities - Input from organizations
operating in and affiliated with the DTW that support business development,
promote social and cultural activities, and otherwise play a role in sustaining
the fabric that makes up the DTW (i.e., Indian River Chamber of Commerce,
Indian River Cultural Council, Historical Society, Council on Aging, Vero
Beach Ballet, religious institutions, etc.) should be sought.
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•

General Public - One or two opportunities should be provided for the
general public from throughout the Vero Beach metropolitan area to be
introduced to the plan. Residents of the DTW, and residents, property owners,
and business owners and operators in adjacent communities should be
encouraged to attend.

As noted above, functional input presented during the meetings should be
considered by the DVBA Board for incorporation into the plan. This process
should be completed within two weeks of the final meeting.

F.

Implementation Phase

Upon completion of the above noted meetings and the subsequent inclusion of
any input gleaned from the attendees, the DVBA Board should formally adopt the
Plan. Within two weeks of the last meeting, implementation of one or two
moderately sized, highly publicized kick-off projects that have been promoted by
the DVBA and/or Main Street Office should begin. The groundwork for
implementing these projects should be started well in advance of their publicity
and the objective should be close to being realized. It is the objective of these
projects to create a sense of activity, energy, capacity, legitimacy, and purpose.
For example, a letter of intent or agreement could be signed for the Old Diesel
Power Plant, a ribbon cutting or other such acknowledgement might be used in
recognition of the Model Block extension or improvements to Pocahontas Park, a
preliminary presentation of plans and elevations could be presented at a cocktail
reception or happy hour for the new County office building at the Twin Pairs, and
so on. Initiatives related to the plan should be publicized on a regular basis, at
least one a month.
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VII. DTW Business Retention and Recruitment Strategy
A.

Specific Development Initiatives

Upon the formal adoption of the plan by the DYBA, the following Action Projects
may begin. These projects are designed to function in conjunction with the
individual market revitalization components identified in more detail in the
previous sections of the plan. The Action Projects are generally structured to
require little if any capital, and will stimulate considerable benefits and lay the
foundation for significant revitalization projects in the near-term (within five
years). We have prepared the Business Retention and Recruitment Strategy as a
series of projects that should be initiated, and in particular cases managed, by the
DVBA and the Vero Beach Main Street Office over the next three to five years.
In some instances the projects proceed one after another and must be completed
prior to the commencement of the next project. In other cases, the projects are of
an overlapping nature, and should be pursued in conjunction with other initiatives.
The numerical listing of the projects is designed to serve as a guideline in terms of
the progression of the projects, and not a definitive ordering. As noted earlier, the
multidimensional character of the individual projects and the overall objective of
revitalizing the DTW do not accommodate an orderly progression of steps and
will require constant adjustments.
Please see the relevant sections in the plan for additional details regarding the
following Action Projects.
Phase I Action Projects

1. The DYBA Board and the Vero Beach Main Street Manager should prepare
an evaluation process and s~fic be11gbm.arks for the_revitalization _effort to
assess progress and re-calibrate tl:lrgets wh~re nt::c::~s~ary.
2. Build on and establish new relationships by reaching out to strengthen and
establish partnerships with government, quasi-public (Indian River Chamber
of Commerce, utilities, etc.), and private entities (real estate brokers, financial
institutions,' etc.) for specific near- and far-term projects with specific needs,
roles, and opportunities for each contact.
3. Review the Best Practices survey provided in Appendix A. Select the
practices that appear most useful and applicable to the DTW, both at this point
and in the future. Undertake additional research to more fully understand their
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intricacies. In cooperation with officials from appropriate City, County, and
State entities, assess the feasibility of applying the selected programs to the
DTW. Prepare a procedural schedule for creating and funding these practices
in the DTW, chart the necessary logistical, policy, and regulatory processes
for each, and identify the necessary contacts to provide accurate information
and effectuate changes.
4. Commence discussions with appropriate senior City and County government
representatives to provide for a regulatory environment (i.e., building codes,
zoning, etc.) that will be accommodating to existing and future development
needs. This process should include a review of Building Officials Code of
Administration (BOCA) in conjunction with relevant officials and staff with
the intention of identifying areas of concern relative to implementing
revitalization projects (e. g., second floor conversions into residential units)
and developing functional solutions that are sensitive both to those who have
the responsibility for enforcing the codes and the requirements of developers.
5. Strengthen media relationships and establish regular lines of communication
with sources at print and radio outlets.

(

(16, 6

fk

6. Work with the City of Vero Beach, Indian River County, and the State to
prepare a "custom" package of incentive programs based on the outcomes of
the meetings and Best Practices review. The "custom" package can simply be
a process by which applicable incentives are identified and made available in
an attractive brochure and via electronic transmission. The process by which
a business accesses the incentives should be clearly presented, the
administrative requirements identified, and a contact noted. If there are gaps
in the incentives as they relate to DTW's revitalization issues, discussions
should be held with the appropriate entity about creating new incentives or
adjusting existing programs to fit the need. Local financial institutions should
be made aware of the programs and have copies of the publications available
for potential customers. Appendix B provides a listing of various applicable
incentives.
7. In coordination with the Indian River Chamber of Commerce, area real estate
brokers, and individual property owners, prepare a comprehensive and
accurate listing of available properties in DTW and disseminate to all
interested parties. The Main Street Office can provided added value to
existing property databases, and thereby become part of "the loop," by
identifying and including accurate specifications on available properties that
are not being marketed by real estate brokers or active property owners. In
addition, with the approval of the property owner, specifications on properties
that are not officially on the market but will be so in the near future can also
be included.
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8. Promote the development of the County office facility at Twin Pairs and
confirm incorporation of design concerns.
9. Establish an early evening "lights on" program for DTW retail and office
establishments.
10. Start a commercial window display enhancement project.
11. Begin designating corridors and securing funding to implement streetscape
improvements for linkages program.
12. Institute fa<;ade-cleaning program.
13. Initiate a fa<;ade improvement assistance program. Budget Requirement: 20
year $75,000 interest-free loan from the City and/or County and $75,000 low
interest loan from two to three area banks.
14. Investigate potential of establishing a web site, and if possible implement. It
is important that the web site provide a professional presentation and be
updated on a regular basis. This last point can become a surprising challenge
if time is not budgeted appropriately. A web site is a good example of a
service that can be donated or provided at a low cost by a qualified business.
15. Grow DTW promotional and public relations campaigns. Start by gaining
coverage of the input meetings and feeding events to selected media sources.
Upon completion of the input meetings, kick off the next phase of the program
with one or two high-profile projects with significant publicity.
16. Produce a professionally prepared promotional brochure that presents Vero
Beach's image and unique qualities. The brochure should be able to be
customized with inserts targeting the interests and needs of different market
segments such as business operation opportunities, real estate development
potential, arts and culture possibilities, consumer opportunities, residential
possibilities (when available). The brochure should contain pertinent contact
information for various activities such as starting a business, locating
commercial and residential real estate, important city, county, and state
government contacts, cultural and social sources, web site addresses (if
available). This information can be as simple or complex as desired, although
it must be accurate and professional in appearance. As the landscape evolves,
the brochure must accurately reflect these changes. The production company
that produces the brochure should be made aware of the need for regular
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adjustments to the copy over a period of five years. Budget Requirement:
$2,300 to $5,000, depending on design, should be sufficient to cover
production and reproduction costs for a three-year campaign, with a discount
provided by a conscientious merchant.
17. On an annual basis, survey DTW and adjacent communities' property and
business owners, customers, employees, and residents to identify trends,
concerns, and opportunities. Maintain a database of the yearly results to
identify long-term trends. Appendix C provides two examples of survey tools
employed by Hunter Interests Inc. to undertake such evaluations. Budget
Requirement: the distribution cost per survey is $0.59, which covers
photocopying, envelopes, and current postage; a survey population of 500
recipients will provide an adequate sample; thus, the budget for this project
will total $300 in addition to survey preparation, data input, and analysis.
This budget can be reduced, or the number of individuals surveyed increased
by hand delivering the surveys and interviewing people on the street.
18. Commence establishing a business recruitment/expansion list that prioritizes
the specific types of businesses desired in each of the DTW' s markets (retail,
specialty retail, dining and drinking, office, residential, entertainment, and
arts-related).
19. Identify and prioritize locations to establish critical masses of different market
sectors (retail, specialty retail, dining and drinking, office, residential,
entertainment, and arts-related) on a site-specific, block-specific, and DTWwide basis. Commence with the selection of two or three strategic
buildings/spaces in conjunction with property owners who are willing and
capable of upgrading if a tenant is secured, with priority in the Model Block
and Model Block extension area.
20. Prepare a recognition and award program for individuals, businesses, and
government entities for positive activity in the DTW.
21. Seek to attract, or significantly expand, two restaurants during the next year,
with a focus on mid-priced, local specialty restaurants and/or ethnic restaurants.
By the third year one new upscale restaurant should open its doors. Restaurant
development should be encouraged at the Old Diesel Power Plant and Theater
Plaza, and along 14th Avenue between 19th and 23 rd Streets as the primary target
area, followed by the length of 21 st Street between 15 th Avenue and Route 1 and
along the entire length of Route 60 in the DTW (activity along and adjacent to
Route 60 should be discussed with the County, to help facilitate its potential
office development).
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22. Identify desired design components for Model Block extension, Pocahontas
Park, and County office building at Twin Pairs, and ensure that project
managers of the respective projects are aware of concerns.
23. Upon setting in place and accomplishing several of the above noted Action
Projects, undertake a drive to increase the membership and participation level
of the DYBA.
24. Undertake a capacity-building campaign to augment the budget of the Main
Streef Office in ·response to increased demands for this and the next three
fiscal years. Secure $12,000 for the balance of the 2000-2001 fiscal year from
.t!xisting and new sources, particularly those to benefit from the revitalization
program. Seek a match sponsorship contribution from a large private source
such as a bank with holdings and accounts in the DTW, whereby the bank
matches contributions up to a certain amount.
25. Promote one evening a week (perhaps a Thursday, Friday, or Saturday) as a
regular and consistent time for consumer-oriented establishments to remain
open until at least 7:30 PM. If a surrounding retail node or shopping mall has
established such hours, consideration should be given to using that evening as
a method of tying into existing activity. Request assistance from media
sources to place reduced cost advertisements in area publications, and/or hold
a public event to attract attention and thereby provide the opportunity to place
free public service announcements that include a general pronouncement that
businesses will be open. Encourage merchants to contribute funds to purchase
general advertisements stating that the DTW is "open for business" on specific
evening(s). Budget Requirement: $1,125 for 15 announcements averaging
$75 each. This budget will vary depending on size, quality, complexity, and
type of advertisement, and may be reduced with a group or repetitive rate, a
discount for a not-for-profit (Main Street Office or DYBA) submission, or in
exchange for sponsorship recognition of the publication.
26. Secure a developer for the Old Diesel Power Plant.
27. Implement the Business Improvement District (BID) initiative by researching
sources identified in the plan, calculating the approximate cost per property
owner in the proposed district, noting the benefits to be realized by
implementing a BID program, inviting an individual knowledgeable about
BIDs to make a presentation, and discussing the potential of establishing a
BID in the DTW with affected property owners and City representatives.
28. Initiate residential development initiatives noted in plan (Section IV).
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29. Commence identifying a signature festival and secure sponsorship(s).

Y-

30. Initiate a program to identify sponsors for various campaigns (streetscape
improvements, events, banners, planters, etc.).
31. Establish a gateway program to enhance visual aesthetics of buildings, create
attractive sightlines into the DTW, and post signs and other boundary
identifiers.
32. Work on increasing activity in the DTW by promoting a variety of events,
encouraging property and business owners to participate by providing capital
and in-kind support for the event, holding specials at their establishments,
extending hours during the events, and so on.

O

33. Commence planning for streetscape linkages component.
34. Meet with loan managers at three or four area financial institutions to
introduce them to the concept of residential development in the DTW and to
elicit their support.
We anticipate that the DYBA Board may complete these projects within one to
three years following adoption of the plan. Failure to successfully achieve the
goals for any or all of the Phase I Action Projects will delay, or possibly prevent
their completion and inhibit or thwart the initiation of the Phase II Action Projects
in a manner that will inhibit their successful accomplishment. As the objectives
of the Phase I Action Projects are realized, work should begin immediately on
implementation of Phase II Action Projects. These projects include:
Phase II Action Projects

1. Augment market information gained from the survey (Phase I Action Project
#16) by meeting with senior representatives from Vero Beach metropolitan area
corporate and government entities, and active property owners, commercial real
estate brokers, and developers to establish current demand levels for space and
development potential for specific projects.
2. Identify two or three vacant or underutilized properties/spaces in each of the
primary market sectors (retail, specialty retail, dining and drinking, office,
residential, entertainment, and arts-related) that are strategically located
(primarily in and adjacent to the Model Block and Model Block expansion)
based on the locational prioritization process (Phase I Action Project #18). In
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conjunction with the property owners, real estate brokers, the Indian River
Chamber of Commerce, and media, undertake a marketing and promotional
blitz to facilitate the occupancy of the sites with targeted and desired tenants.
As each site is occupied, identify another location to fill, and so on until the
market forces secure a foothold and occupancy is taking place on its own at a
rate that is acceptable.
3. If the County locates its new office facility between the legs of the Twin Pairs,
seek to leverage and attract additional compatible development in the
immediate area. If the County does not locate its office facility at the Twin
Pairs, use the experience with the County as a learning process, identify
mechanisms of addressing roadblocks, and seek an alternative office and
related development opportunity. Request technical assistance from the
County (i.e., site studies and plans) based on their experience with the site to
help other development take place.
4. If the opportunity exists, initiate establishment of a business improvement
district (BID).
5. Commence public space improvement projects (parks, parking areas, alleys,
rights of way, public properties, and buildings).
6. Land bank one to two strategic properties financed with public funds to allow
for control of the development process.
7. Establish one-stop shop for public assistance.
8. Commence streetscape linkage projects.
9. Establish and support an arts district by concentrating on attracting an eclectic
mix of arts-related businesses and attractions, and possibly an arts center,
focusing on a concentrated area with vacant and underutilized spaces on the
periphery of the Model Block area (i.e., 14th Avenue between 19th Street and
the Twin Pairs, or along the Twin Pairs between 14th Avenue and Route 1).
10. Seek to expand the number of upscaie restaurants by two and the number of
mid-priced restaurants by three within two years of completing the objectives
identified in Phase I Action Project# 20. The concentrated development pattern
of the restaurants should begin to enable the establishment of a multi-type
restaurant district.
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11. Evaluate the market to determine the demand for a comedy club, nightclub, or
other venue dedicated to live entertainment. If the potential for such an
establishment exists, promote the development of small venue clubs and cafes
with live bands, recorded music, dancing, participatory activities, interactive
games, big screen TVs, performing arts shows, etc. Such venues may be built as
an expansion of an existing establishment or as a wholly new and independent
operation. The facilities should be located near existing restaurants, but also
situated in a position to fill gaps and bridge areas, such as between the two sides
of the Twin Pairs, between the Old Diesel Power Plant and the Model Block, or
between the Executive Courthouse and Theater Plaza.
12. Seek a location and developer for physical fitness/physical recreation facility.
13. Move the residential component forward from planning to development. With
an upper floor residential conversion program in place from previous work
(Phase I Action Project # 4), encourage owners of the initial target properties
(initially, the upper floors of the buildings at the northwest comer of 14th
A venue and 21 st Street, those along 21 st Street, between 14th A venue and
Route 1, and the buildings along 14th Avenue between 20 th and 21 st Streets) to
commence construction, solicit developers, or to sell the properties to other
interests that will undertake residential development.
14. Identify the strongest emerging market segment (i.e., home furnishings,
antiques, or restaurants) and establish a district or corridor dedicated to that
concept with appropriate signage, promotional support, and business
recruitment efforts.
We anticipate that these projects may be completed within three to five years after
adoption of the plan, again assuming that the various financial requirements,
permits, approvals, etc. are achieved. Again we must emphasize that failure to
achieve these component goals will delay or possibly prevent the completion of
these projects.
It is important to understand that, while a protocol for a phased development
program has been outlined here, a number of variables will affect the chronology
of implementation action. It is equally important to understand that preliminary
work on all projects must be undertaken almost simultaneously in order to ensure
their ultimate success. This will be a challenge for the Main Street Office, the
DYBA, the City, and other entities involved in the implementation process.
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VIII. Financial Feasibility of Phase I Actions
A.

Private Sector Development

It has been a focus of Hunter Interests Inc. to recommend development plans
which are of relatively little cost to the DYBA, Main Street Office, and public
sector and feature private sector financing. Our market analysis has demonstrated
support within the local and regional economy for a variety of development
opportunities including office, residential, entertainment, restaurant, and retail
businesses. In addition, we have identified niche opportunities in the DTW as
part of the strategic planning process that equate with financially feasible
developments. Profit/loss projections are dependent on a plethora of variables
that may change during the course of Phase I implementation. Their essential
feasibility has been determined, although their ultimate viability may be
positively or adversely affected by the existence, or lack, of public sector support,
and other economic factors.

72

HUNTER INTERESTS
I

N

C

O

R

P O R A T

E

D

IX. Roles and Responsibilities
A.

Short-Term

While the City of Vero Beach and Indian River County have played, and will
continue to play, an important role in the development of the DTW through both
programmatic and capital assistance, the DVBA and the Vero Beach Main Street
Office have been the principal promoters of revitalization in the DTW. The Main
Street Office, with its clearly applicable capacities, the contacts it has with various
private sector enterprises whose development objectives could be targeted toward
activity in the DTW, and its relationships with representatives from public and
quasi-public organizations who can support the revitalization process, should be
considered the lead entity for the DTW' s revitalization program. The Main Street
Office, in association with the DVBA, is well positioned to kick off and manage
the Phase I and Phase II Action Projects. The DVBA and the Main Street
Manager should identify specific roles and responsibilities for members of the
DVBA, and identify voids to be filled.

B.

Mid-Term

When the plan is formally adopted by the DVBA after the series of input
meetings, a comprehensive delegation of responsibility for implementation must
be completed. Since the requirements of the plan will include interaction with
public, private, and quasi-public interests on a regional, county, city, and sitespecific basis and encompass a wide range of developments requiring public and
private sector involvement, this delegation of responsibility and the identification
of roles will be an involved and ongoing process.
Given the current organizational structure and the availability of resources
(capital, technical, regulatory, etc.), the decision-making process would likely be a
function of close interaction between the Main Street Office, affiliated City and
County departments, and the Indian River Chamber of Commerce. Concurrently,
the Main Street Office should be reaching out and involving property and
business owners in the DTW, regional financial institutions, media outlets, and
the real estate community. As the initial series of goals are realized and specific
objectives and opportunities become apparent, technical support should be sought
from organizations such as the Council for Urban Economic Development
(CUED), International Downtown Association (IDA), Urban Land Institute (ULI),
the American Planning Association (AP A), the Florida Main Street program, and
other such sources of technical assistance. At this point, it is likely that new
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demands for assistance with implementation will exist. Support should be sought
from members of the business community, particularly those who will benefit
from the initiative, and regional not-for-profit entities whose mission it is to
directly and indirectly strengthen communities and the metropolitan area.
For those projects that are primarily public in nature and would ordinarily fall
under government jurisdiction, the appropriate City or County entity should take
responsibility for its management and implementation.
The Chamber of
Commerce has an opportunity to play an important role during this mid-point
period by providing the Main Street Office with technical and (occasionally)
personnel assistance, helping existing DTW businesses expand, recruiting new
businesses, and adding leverage to the Main Street Office's presence. While
neither the Main Street Office nor the Chamber of Commerce currently has the
staff or funding to effectively manage all the Action Projects and market the DTW
to developers and consumers concurrently, their mutual and coordinated approach
will greatly increase each organization's capacities.
C.

Long-Term

The long-term responsibility for the revitalization of the DTW falls to the DVBA,
the Main Street Office, the Indian River Chamber of Commerce, the City of Vero
Beach and Indian River County governments, participation by stakeholders such
as property and business owners in the DTW, affiliated financial institutions,
utilities, and others who otherwise use and benefit from the DTW such as real
estate developers and brokers. However, it will also be the responsibility (through
their own free initiative) of those who reside in the region to embrace the
renaissance of their city core and to invest the time, money, entrepreneurial spirit,
and cultural interest required to make the DTW attractive, exciting, and an
enjoyable place to work, shop, recreate, and reside. Adoption and implementation
of this plan and the subsequent implementation of Phase I Action Projects will be
the catalyst for a new awareness and level of interest within the population.
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X. Identification of Next Steps
This Section is a product of the individual recommendations presented in Section
IV, Revitalization Initiative, and Section V, Recommended Implementation
Program. However, a more functional approach to achievement of the goals for
revitalization as set forth in the plan, allows for roles and responsibilities and the
implementation process to grow out of successive achievements. In summary:
•

The DVBA and Main Street Office must educate public and private sector
leaders in the Vero Beach metropolitan area, as well as the general public,
about the goals and recommendations of the plan for revitalization, and the
DYBA Board must formally adopt and act on the plan.

•

Corporate and business leaders must utilize opportunities to invest in the
DTW.

•

The City of Vero Beach and its Mayor and administrators must assess the
cost of public works projects and the role the public sector has in facilitating
private sector development downtown. A commitment from the City will be
required for implementation of the plan.
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XI. Zoning Issues
A.

Introduction

Zoning regulations, both what is written and the interpretive nature of their
reading by speculators, developers, and code officials, provide important controls,
opportunities, and challenges in directing the course of the built environment and
the economic and social vitality of a district. As much as economic forces, zoning
regulations effectuate existing and future property value and use potential,
determine the shape of individual properties and the physical landscape, and have
a powerful impact on the character of a community.
The City of Vero Beach has 12 general zoning categories (residential; mixed use;
professional, office, and institutional; downtown district; hospital and
institutional; commercial; planned business; industrial; marina; park; and airport)
comprising a total of 27 categories that more specifically identify uses throughout
the entire City. This analysis will focus on the DTW (downtown) District as
presented in the following zoning district map.
B.

DTW District Overview

The DTW District contains 31 complete blocks and portions of an additional 12
blocks with approximately 160 buildings. Space in the DTW is occupied with a
variety of uses, including retail, professional and government offices, dining and
drinking establishments, and a limited number of consumer service businesses and
residential uses. The balance of the remaining land use in the DTW is used for
public and private parking, roadways, and rights of way. The DTW District is
bordered by:
• A combination of RM-10/12 zoning (medium and high density multiple
family) and C-1 zoning (highway-oriented commercial) to the southwest.
• M zoning (industrial) to the southeast.
• A combination of M-zoning, C-1B zoning (general commercial trades and
services), and C-1 zoning to the west.
• A combination of P-2 zoning (park), C-1B zoning, and RM-10/12 zoning to
the north.
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• A combination of RM-10/12 zoning, C-lB zoning, POI zoning (professional,
office, and institutional), and RM 10/12 to the west.
The existing DTW zoning code, as presented in Article X, Downtown District, of
the Code of the City of Vero Beach, provides for the necessary uses as described
in this plan under the Permitted Uses section of the Code. The stated purpose of
the DTW zoning district supports the objectives presented in this plan by
establishing " ... a set of flexible development standards which can be
implemented in the Downtown Districts of Vero Beach. The Downtown District
is designed to expand development opportunities and activities .. .in this district
(so as to) augment the traditional mixed use character of downtown by allowing
residential to mix with commercial uses." This revitalization plan also functions
as a tool in realizing the other objectives of the Code by encouraging smart
growth initiatives to reduce sprawl with infill development that enhances the tax
base. The Code astutely provides for flexible development guidelines, savings in
impact fees, reduction in residential unit sizes, reduced setbacks, reduced
concurrency requirements, and a reduction of the site open space requirements.
C.

Recommendation

The following suggestion;; are recommended to strengthen the development
potential of the DTW pursuant to the regulations and spirit as presented in the
Code.
I. Expand the boundary to the west of the DTW along 20 th Street to 20 th Avenue
so as to include the C-1 B district. This extension will enhance the
development potential of the entire Twin Pairs corridor by providing the
added benefits offered by the DTW zoning designation. In particular, the
DTW designation will enhance the opportunity to leverage additional
development if the County locates its new office facility in the corridor.
Conversely, if the County does not pursue this option, the added flexibility
provided by the DTW in regards to development will increase the potential of
attracting another significant development. The extension of the DTW will
also enhance the opportunity to provide a link between the central business
th
district and the dense residential neighborhood to the northwest of 20
Avenue and 20 th Street by primarily providing pedestrian-oriented streetscape
improvements.
2. Section 62.303 allows for commercial and residential uses in a single building,
provided that all relevant building code standards are met to serve the highest
intensity use of the building. In many of the proposed residential conversions
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involving upper floors, the residential component may be the highest intensity
user of space. In addition to ensuring that the codes address the complexities
of upper floor residential conversions, the codes should thereby not place an
undue burden on the other users of space in the buildings (such as the existing
or future commercial tenants on the first floor).
3. Section 62.304 permits a maximum of 17 residential units per acre. While this
may appear as a high level of density, the opportunities for significantly sized
projects are very limited in the DTW. In an effort to facilitate critical mass
development, and be positioned to take advantage of larger projects that may
present themselves, it is recommended that this standard of 17 residential units
per acre be reconfigured to allow a higher level of density. It is proposed that
that total number of residential units currently permitted remain constant, but
that the distribution be adjusted. Establish the current maximum potential of
residential units by calculating the total acreage of the DTW and multiplying
that figure by 17. By using the existing residential construction standards and
requirements as presented in the Code, a higher level of density can then be
employed with limited adjustments to the existing Code or disruption to the
character of the DTW. However, a maximum density of 30 units per acre,
exclusive of parking, is recommended so as to maintain the DTW's scale.
4. Section 62.307 provides for a minimum setback of 10 feet. At the same time
there should be a provision limiting the maximum setback, with exceptions, to
discourage the gap-tooth appearance that is created by even a single strip-type
shopping center with parking located between the sidewalk and building
fa<;ade.
5. To maximize the effect of open spaces (per Section 62.309) and provide for
more options during development and redevelopment projects, opportunities
should be provided to strategically combine the open space requirements of
multiple individual projects in a limited number of adjacent or nearby
locations (i.e., several projects that use a common parking area all contribute
to landscaping that is significantly beyond the current requirements). At the
same time, an "open space credit" may be provided to projects that include
more than the minimum 10% of open space. This "credit" may be used for a
compromise on some other component of the project.
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Appendix A

CUED Best Practices Survey
I. Application
The need to employ Best Practices emanates from the requirement of enhancing
performance to a level that makes a predetermined community highly
competitive. The changing markets and demographics of the past 50 years have
drastically altered the roles and capacities of downtowns (among other outcomes).
To enable such communities to be viable, it is essential that they provide a
competitive locational advantage for businesses and residents. The economist Lee
W. Munnich3 has identified 10 principals that can help produce a highperformance economy.
1. Competitiveness - A community should take stock of its comparative
advantages-its strengths and assets compared to other areas-and how they
are changing. Where assets are underutilized, the community should invest in
enhancements that improve the productivity of the local economy. In
addition, the community should establish programs to market itself to the
outside world.

2. Equity - Every community experiences disparities in productivity among
areas or population groups. The overall effectiveness of any economy is
greatly affected by how well it addresses these disparities. Investing in a way
that reduces economic disadvantage is an important strategy for local
development.
3. Global Economy- Most businesses are not bound to one location. This can
be an advantage (attraction potential) or disadvantage (relocation potential).
4. Comprehensive Strategy High-performing economic communities
understand the interrelationships between economic development strategiessuch as education, environmental enhancement, housing, and recreation-that
improve the overall community climate. To assure maximum impact of their
investments, high-performing communities correlate business investments
with improvements in other areas of the communities.
5. Regional Collaboration - Economic development cannot truly be local. A
community's economy is greatly influenced by the larger region of which it is
a part. Communities that participate in broader, regional strategies will be
more effective than those that try to go it alone.

Lee W. Munnich, Jr., "Emerging Principals in Local and State Economic Development: A
Benchmarking Tool," 1996.
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6. Industrial Focus - Effective economic development strategies are built on a
sound awareness of the strengths and weaknesses of local industries
(economic sectors). In high-performance economies, development officials
exhibit keen awareness of the key sectors or clusters in the economy, and their
performance is tracked closely and issues affecting their future are identified
and addressed. Development strategies emphasize actions to understand and
support industrial clusters and their linkages with other local and regional
industries.
7. Customer Orientation - In high-performance economies, there is a keen
awareness of the customers of economic development strategies-the
businesses, communities, and citizens that are affected by development
policies. Attention is given to meeting customers' needs. And, customer
input is not only sought out but is used carefully in crafting development
strategies and programs.
8. Partnerships - The strongest development programs rest upon solid
partnerships among local organizations. Partnerships can range from simple
exchange of information to alliances that combine resources to achieve results
beyond the means of any single organization. Strong alliances do not just
happen, they require farsighted leadership.
9. Measurement and Evaluation (Benchmarking) High-performance
organizations measure their outputs and evaluate the reasons for success or
failure by collecting information about their own performance.
The
organizations regularly evaluate their performance against the goals they
establish and hold themselves accountable for the outcomes.
10. Learning - No effort is without the potential for improvement. Highperformance development programs seek out a wide range of ideas on how to
improve their strategies and delivery methods. They eagerly compare
themselves with other similar programs and organizations, locally, regionally,
nationally, and internationally. They maintain a posture of flexibility that
makes it easier to put new ideas into operation.
By applying Munnich's principals, a framework can be established from which
Best Practices can be developed and resources can subsequently be applied. The
CUED Best Practices Survey, which identifies the experiences of 11 cities, can
serve as a template for Vero Beach and the DTW to compare its economic
development program with that of the cities evaluated. Resources for the
implementation of programs are available from a variety of sources: the principals
among these are the City of Vero Beach, Indian River County, the State of
Florida, the U.S. Economic Development Administration, and the U.S.
Department of Housing and Urban Development. ·
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II. National Council for Urban Economic Development
Best Practices Survey
In 1999 Hunter Interests retained CUED to perform a survey of Best Practices for
commercial and residential development in mid-sized cities. CUED prepared a
methodology for administering a survey to provide the necessary information and
input regarding Best Practices from comparable markets throughout the country.
CUED surveyed 11 mid-sized markets for Best Practices information, and
compiled other background information on these markets for assimilation into the
complete analysis. While the surveyed cities may not appear to be exactly
analogous to Vero Beach and the DTW, their status as communities impacted by
suburban activities and the need and desire to undertake revitalization efforts
provides a common theme. The Best Practices identified herein should be
reviewed for their overall merit in terms of desired approach, and the specific
needs of the DTW over time.
Approximately 20 cities and/or counties were identified with similar
characteristics (i.e. size, average household income, demographics, etc.). The list
was compiled by consulting CUED staff and members with an expertise in
neighborhood commercial revitalization incentives. The survey asked detailed
questions regarding the city's commercial property incentive programs and
housing incentive programs. The format of the survey used a combination of
check off/multiple choice-type questions and open-ended questions. The survey
respondents were also given the opportunity to provide any relevant additional
information. The percentages used in the next section (data analysis) were
generated by using the total number of incentives cited, not total survey
respondents. For example, there are a total of 11 survey respondents, but a total
of 51 housing incentives are cited.
The reasons for using incentive programs vary and are contingent upon a range of
factors, such as the competitive advantage or disadvantage of the locale, growth
opportunities and constraints (both bricks and mortar and marketwise),
availability and condition of building and land stock, access to public resources to
support objectives, the level of distress (both technically and interpretively),
technical capacity or lack of motivation to use incentive programs, private sector
initiative, and actual need for such programs. It is also worthwhile to note that the
application of incentives on the local level often increases with the availability
and accessibility of state level incentive programs.
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A.

General Survey Results

Eleven cities participated in the survey: Cambridge, Massachusetts; Cranston,
Rhode Island; Dearborn, Michigan; Englewood, Colorado; Glendale, Arizona;
Glendale, California; Jersey City, New Jersey; Kansas City, Kansas; Lakewood,
Colorado; Lakewood, Ohio; and Montebello, California. A total of 51 housing
incentives were cited and a total of 76 commercial property incentives cited.
Financial incentives are the most popular for both housing and commercial
property. The majority of the housing and commercial property programs are
city/county initiated and necessitate a formal application and approval process.
Most of the housing incentives target low-income populations, although a number
of the cities utilize housing programs to develop and occupy market rate
residences.
Of the cities that responded to the survey, most do not employ the use of
regulatory procedures (i.e., use of penalties or code enforcement) to facilitate
action. Often, the use of such powers is complaint driven and operates on a caseby-case basis and/or geographically based (i.e., central business district) and/or
program driven (i.e., historic). Density bonuses for development as an incentive
are generally not used. The cities that do use density bonuses are Glendale,
California, and Cambridge, Massachusetts. Cities that use regulatory sticks are
Jersey City, New Jersey, and Lakewood, Ohio (in their improvement target area
program).
Single-family detached housing is the most common type of housing for
redevelopment at 34%, followed by single family attached 18%, and mid- and
high-rise, both 18%. Garden apartments are the least popular at 12%. Retail is
the most popular neighborhood commercial property development followed by
office.
1.

Housing Incentives

Out of the 21 types of housing incentives listed in the survey, Cambridge,
Massachusetts, and Jersey City, New Jersey, have the greatest number of housing
incentives types; both have 11. Each of these cities has a detailed affordable
housing strategy and strong and active nonprofit affordable housing organizations.
Cranston, Rhode Island, and Glendale, Arizona, have the fewest types of housing
incentives, two and one respectively. Cities on average have five types of housing
incentives. The most popular type of housing incentive is financial at 21,
followed closely by 19 non-tax incentives and 11 tax incentives.
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•

The most commonly used financial incentives are:
Direct loan and grant programs:
38%
Loans for building construction:
24%
CDBG Section 108:
14%
City/County revenue bond financing:
14%

•

The most commonly used non-tax incentives are:
Land acquisition and write downs:
37%
Infrastructure improvements:
21 %
Consulting services/TA:
21 %

The most popular tax incentive is the low income housing tax credit (LIHTC)
followed by property tax abatements and tax exemptions on land and capital
improvements.

2.

Commercial Property Incentives

Out of the 28 types of commercial property incentives listed in the survey, Jersey
City, New Jersey, has the greatest number at 18. This number is high because
Jersey City qualifies for many of the state incentive programs. Englewood,
Colorado, and Glendale, Arizona, are next, both have approximately eight
incentive programs. Dearborn, Michigan, (3) and Glendale, California, (2) have
the fewest types of commercial property incentives. The cities on average have
seven types of commercial property incentives.
Financial incentives (41) are again the most popular type of incentive, followed
by 19 non-tax incentives and 16 tax incentives.
•

The most commonly used commercial property financial incentives are:
Direct loan and grant programs:
25%
20%
Facade improvements:
12%
Small business revolving loan fund:
10%
CDBG Section 108:
10%
Loans for equipment and machinery:

•

The most commonly used non-tax incentives for commercial property are:
Infrastructure improvements:
26%
Land acquisition:
21 %
Consulting services/TA:
21 %
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The most popular tax incentive is tax relief in enterprise zones followed by
property tax abatements and tax exemptions on land and capital improvements.
B.

Best Practices
1.

Housing Incentives

Englewood, Colorado, has an older housing stock (before 1950s) and almost
exclusively redevelops single family (detached) housing. They do use density
bonuses as an incentive and they employ no regulatory "sticks" to cause
redevelopment. Affordable housing is an issue in the city. The city is very close
to Denver and Englewood and is a land-locked community; consequently there is
little room for growth. One of their most promising housing programs is Project
Build.
•

Project Build - A city-initiated program wherein the city acquires
deteriorated housing, tears it down, and then rebuilds residential homes. The
City Housing Authority administers the program and sells homes to residents
with lower interest loans based on a resident's income level. The program has
been somewhat successful, with a major problem being that there are more
substandard homes ready for demolition than there are dollars in the program.

•

"Cinderella City Mall Project" - A big multifamily housing project
currently under development. It is a mixed income and mixed use project. It
is a 50-acre project on the site of the former Cinderella City Mall.

Lakewood, Ohio, mainly redevelops single-family detached housing. Lakewood
does not use density bonuses as incentive, but they use regulatory "sticks" in their
improvement target area program. Some of their housing programs are:
•

Community Reinvestment Areas
CRAs are a city designation (since 1985) for residential property only.
CRAs provide a five-year tax abatement on physical improvements.
The program has been very successful because of the five-year tax
abatement.

•

Improvement Target Area Program
No income guidelines.
Rebates for qualified exterior and interior improvements: 20% rebate for
owner occupied properties (max. $2,000), 10% rebate for non-owner
occupied rental properties (maximum $1,000).
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Owner must obtain own financing.
After rehab, must meet or exceed Section 108 Housing Quality Standards
and satisfy City of Lakewood code requirements.
•

Rental Restoration Loans
One to three family units.
Low/moderate income requirements for tenants.
Fifty percent (50%) or more of tenants must meet the income requirements
depending on the number of units-5% simple interest: $15,000 per unit
maximum loan, 120 months maximum term, secured by lien on property.

Glendale, California, redevelops all types of housing including single family
(attached and detached), garden style apartments, and mid- and high-rise
apartments. They use density bonuses as an incentive, typically for senior
housing. The city offers a 25% density bonus for low-income senior housing.
They do not use any regulatory "sticks" to cause redevelopment. Some of their
successful housing programs include:
•

First Time Home Buyer Program - This city-initiated program has been
very successful. The main barrier to implementation was the relatively high
real estate values; consequently, the program is most successful with
moderate-income households.

•

Single Family Rehab Program - This is a city-initiated program targeted
toward low-income individuals. The major barriers to implementation have
been federal restrictions (i.e. HOME Program) on after-rehab property values,
which preclude the use of these funds in particular neighborhoods having high
housing values. However, many residents in these neighborhoods are retired
and on fixed incomes. Despite those barriers to implementation, the program
has been successful because of the use of redevelopment tax increment setaside funds. California law states that 20% of the tax increment goes toward
affordable housing via the state's redevelopment agencies. These funds
provide more flexibility to implement the program in neighborhoods having
high real estate values.

•

Multi-Family Rental Rehab Program - This is a city initiated low-income
program. It is a successful use of redevelopment tax increment set-aside
funds. The main problem is that a long-term covenant restricting rents is a
disincentive for some landlords to participate in the program.
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Commercial Property Incentives

Since 1978, Lakewood, Ohio, has run a successful program, the Storefront
Renovation Program, which assists in improving the appearance of Lakewood
commercial properties.
The program provides architectural and financial
assistance to local businesses.
•

Eligibility Lakewood.

any property owner or tenant within the commercial districts of

•

Incentives for Qualified Projects:
Architectural Assistance - Professional design assistance prepares a
building restoration and signage plan that is commercially sound and
architecturally attractive. A rebate of up to $1600 is available.
Sign Rebate Plan - This plan offers a rebate for the fabrication and
construction of signage. A rebate of up to $1500 is available for each
street level business within a storefront project.
Streetscape Improvements
- This program replaces sidewalks, curbing, and aprons; installs brick
accent walks in tree lawns; plants trees where appropriate; and adds
street furniture such as benches and litterbins.

This program provides up to 50% of the cost of installation for
complete streetscape improvements in front of buildings that are in
compliance with the Lakewood Sign Ordinance and Lakewood
Architectural Standards.
Cambridge, Massachusetts, has five commercial districts that vary in the extent
to which housing is available in the district. The five commercial districts are:
Cambridge Street Corridor/Inman Square, Central Square, Cambridgeside
Galleria, Harvard Square, and North Massachusetts Avenue Corridor/Porter
Square. Cambridge Street's predominant pattern combines retail and housing in
its multistory buildings. Central Square retains some of this pattern, and other
commercial districts have more limited housing opportunities, generally in
buildings separate from retailers.
•

Cambridge Street Facade Improvement Program - Started in January
1997, the program provides technical assistance and grant money to
businesses and commercial property owners. The East Cambridge Savings
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Bank offers low fees and favorable rates for loans used to improve
commercial and residential buildings located on Cambridge Street. This loan
program complements the City's grant program.
C.

Housing Incentives Case Study, Cambridge, Massachusetts
1.

Background

The City of Cambridge, Massachusetts, has a population of 95,802 (1990 census)
and is 6.5 square miles. The city has a minority population of 28.4% and foreignborn population of 22.3%. The median household income in Cambridge 1s
$33,140. Most people are between the ages of25-44 (41 %) and 18-24 (20%).
Most of the city's housing stock is fairly old, with 64% of the housing units
having been built before 1940. Eleven percent of the housing units were built
from 1940 to 1959, 17% were built from 1960 to 1979, and 7% were built from
1980 to 1990. Cambridge has a 28.5% owner occupancy rate. The city
redevelops mainly mid-rise (three- to four-story multifamily housing called "triple
deckers") and some garden style apartments. They do not use regulatory "sticks"
to spur redevelopment; it really is not an issue here.
Cambridge does have an inclusionary zoning ordinance that operates like a
density bonus. For new development and rehab, 10% of all units must be
affordable units. In return, the developer gets more market rate units.
2.

Programs

CITYHOME Initiative is the city's affordable housing strategy. The initiative
represents Cambridge's primary response to the major changes occurring in the
city's housing market, including the termination of rent control and policy
changes in federal housing programs. The goal of the initiative is to preserve and
increase affordable rental and home ownership opportunities for low and
moderate-income residents of the City.

The CITYHOME Initiative started in FY 96 (July 1995) by the Cambridge
Affordable Housing Trust with an initial allocation of $2 million from the City of
Cambridge. The Trust is beginning the third year of the Initiative, with a FY 98
allocation of $4.5 million. The City funds, combined with other federal and state
funds, have led to the creation or preservation of over 1,200 affordable housing
units in the two years since the program's inception.
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The main programs undertaken in this Initiative include:
•

Affordable Housing Rehab Loan Program - Working with their nonprofit
partner, Cambridge Neighborhood Apartment Housing Services, Inc.
(CNAHS), this program provides rehab financing to private owners of multifamily properties in return for a set-aside of units at affordable rents for low
and moderate income tenants.

•

Condo Buyer Initiative - Home ownership program that provides financial
and technical assistance to first-time homebuyers purchasing units in
Cambridge.

•

Nonprofit Acquisition and Development of Multifamily Properties - The
city's nonprofit and public housing organizations (with financial support from
the Trust) have acquired existing, formerly rent-controlled properties for longterm affordable housing use, as well as taken advantage of rare opportunities
for new development.

•

Preservation of Expiring Use Restriction Properties - Cambridge has
devoted significant resources to preserving the existing stock of federally
assisted rental housing facing expiring use restrictions. These resources
include technical and financial assistance to tenants and owners of these
properties. These efforts have succeeded in preserving the long-term
affordability of three of these expiring use properties with a total of 590
affordable units.

D.

Commercial Property Incentives Case Study, Englewood, Colorado
1.

Background

Englewood, Colorado, is located just south of Denver in the Denver Metropolitan
Area. The city has a population of approximately 32,000 and is 6.89 square
miles. Englewood is 93% White, 3% Hispanic, 2% Asian, 1% African American,
and 1% Native American. The median household income is $25,422. The city's
land use patterns are: residential use 58%, commercial/industrial 35%, and
parks/open space 7%.
2.

Programs

The Englewood Department of Neighborhood and Business Development has
established strong partnerships with a diverse group of external agencies and
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organizations. Some of these organizations include: Colorado Development
Finance Corporation, South Metro Chamber Business Growth Center, Colorado
Association of Commerce and Industry, and the Greater Englewood Chamber of
Commerce. The programs and services provided by these entities enhance the
available resources for the business community. The following are some of the
city's successful programs.
•

Commercial and Industrial Property Reinvestment and Redevelopment
Catalysts: A program for business reinvestment and redevelopment
Eligibility:
Commercial properties undergoing redevelopment.
Manufacturing facilities in need of physical improvements and undergoing
expansion and redevelopment.

•

Types of Catalysts: Applicable to both commercial and industrial
redevelopment properties.
Building Material Use Tax Waiver Rebate: A partial rebate of the
building materials use tax that is paid for physical improvements to
commercial and industrial buildings.

-

For Commercial Projects: At least 40% of the dollars spent on physical
improvements to properties must be on a business exterior.

-

For Industrial Projects: At least 15% of the dollars spent on physical
improvements to property must be on a manufacturing/light industrial
building exterior.

Use Tax Rebate for Equipment Investment in a Property Being
Redeveloped: A partial rebate of the use tax paid on equipment
acquisition as part of a commercial or industrial redevelopment effort.
Landscaping/Signage Match for Redeveloping Business Properties:
The program participant must be eligible for the building material
redevelopment catalyst in order to qualify for landscape/signage matching
funds. A landscape plan subject to City review and approval must
accompany the design request.

The City may assist with design services for architectural landscaping or
signage related activities subject to available funds.
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Enterprise Zone: The Department of Neighborhood and Business
Development administers the Arapahoe County Enterprise Zone Program
(state program). Downtown Englewood is a designated enterprise zone. As of
July 1998, the zone was expanded to include the 50-acre Cinderella City site
and the South Broadway Corridor (major commercial district) from Hampden
south to the Littleton border. This program provides State of Colorado
income tax credits in the following areas to qualifying businesses:
Investment tax credits for equipment
Employees in new business
Employees within existing businesses
Employees receiving health insurance
Employee training
Research and development

•

Concrete/Sidewalk Repair Program: This program creates a funding
mechanism where commercial sidewalk repairs and maintenance can be
conducted by the city. The program is voluntary and may be "opted out" by
submitting a Voluntary Non-Participation Agreement.
The Sidewalk Repair and Replacement Program provides commercial
sidewalk repair and maintenance as long as a property owner pays a
monthly fee.
The Sidewalk Repair and Replacement Program fee is based on the area of
concrete adjacent to a business. The annual rate is 7.8 cents per square
foot of concrete.
For example, the annual cost for a 50'x10' sidewalk in front of a business
establishment would be $15 .00 per quarter (every three months) or
between $48-$60 per year.
The fee is collected with a business's water bill, which is a quarterly
payment.
Concrete replacement is scheduled by the Department of Public Works
based on pedestrian hazard.
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The City of Englewood Revolving Loan Fund: The Englewood Small
Business Development Corporation (ESBDC) administers a revolving loan
fund for the Englewood businesses. The ESBDC is a nonprofit organization
that includes the Greater Englewood Chamber of Commerce, the Englewood
Downtown Development Authority, and the City of Englewood.

Maximum loan is $30,000 for a maximum period of 10 years at 10%
annual interest rate.
$100 application fee is required.
If a business receiving a loan leaves the city, the loan becomes
immediately due and payable.
The Board may require various forms of collateral to meet the conditions
for granting a loan.
•

Other Programs

Business Visitation Program - Regular visits/meetings are conducted
with service, retail, and manufacturing business owners/operators.
Manufacturers Roundtable.
School to Career Partnership.
Brownfields Assessment Revolving Loan Fund.
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IV.

Application to DTW

The DTW is not characterized by many of the ills typically associated with a
distressed urban community (i.e., abandoned and deteriorated properties, an
unstable tax base, high levels of under- and unemployment, etc.). While the DTW
does support a stable environment, fairly low vacancy rates, strong surrounding
demographics, and a high quality of life factor, there is a need to build on the
district's proactive approach to enhancing the downtown's viability. The
application of functional programs that precisely direct incentives to specific
targets will provide the DTW with an opportunity to grow on its strengths and
address challenges (i.e., nearby shopping districts, lack of evening and weekend
attractions and people at these times, providing the opportunity for existing
enterprises to grow, attracting new businesses, expanding the employment base,
addressing constraining regulatory issues, and reducing the sometimes added cost
of urban development).
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Appendix B
Assistance Sources
U.S. Economic Development Administration

See Appendix B for programs and application process.
Florida Incentives
•

Quick Response Training Program: Immediate, specialized workforce
training to meet specific employment needs.

•

Economic Development Transportation Fund: Up to $2,000,000 for public
transportation infrastructure improvements for companies expanding or
relocating in Florida.

Local Incentives

•

Participation in the State Qualified Target Industry tax refund Program

•

Local Jobs Grant Program for Industrial Businesses and the County's Target
Industries

•

Traffic Impact Fee Financing for Industrial Businesses and the County's
Target Industries

•

Utility Deposit Waivers for Eligible Industrial Businesses and the County's
Target Industries

•

Financing for water and sewer impact fees

•

Availability of infrastructure with sufficient capacity (roads, water, sewer)

•

Availability of Industrial Revenue Bonds

•

Availability of job training through Indian River Community College and the
Private Industry Council

•

Assistance in acquiring federal or state grants
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•

Expedited permitting process

•

Qualified Industry Tax Refund Program D Qualifying businesses can receive a
tax refund ofup to $5,000 per new job created.

•

Local Jobs Grant Program - Through the creation of 20 or more jobs in the
county's target industries, a grant is provided to the employer based on,
among other factors, the number of positions created.

•

Traffic Impact Fee Financing Program - For qualified businesses on the
county's target industry listed, traffic impact fee financing can be arranged.

•

Waiving of County Utility Deposit - For businesses meeting certain
requirements, the county will guarantee county utility (county ·water and/or
sewer) deposits.
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ECONOMIC ADJUSTMENT PROGRAM

Program Goals
Economic change may occur suddenly or over time, and generally results from industrial
or corporate restructuring, natural disaster, reduction in defense expenditures, depletion
of natural resources, or new Federal laws or requirements.
The Economic Adjustment Program assists state and
local interests design and implement strategies to
adjust or bring about change to an economy. The
program focuses on areas that have experienced or
are under threat of serious structural damage to the
underlying economic base.
The Economic Adjustment Program receives annual
appropriations for its Regular Economic Adjustment
Programs and Defense Adjustment activities. In addition, the Program receives special
appropriations to assist communities with economic recovery from specific industry
and/or natural disasters.

Project Focus
The Economic Adjustment Program predominantly supports three types of grant activities:
strategic planning, project implementation, and revolving loan funds. Strategy grants help
organize and carry out a planning process resulting in a Comprehensive Economic
Development Strategy (CEDS) tailored to the community's specific economic problems
and opportunities. Implementation grants support
one or more activities identified in an EDA-approved
CEDS. Activities may include, but are not limited to,
the creation/expansion of strategically targeted
business development and financing programs such
as, construction of infrastructure improvements,
organizational development and market or industry
research and analysis. Revolving Loan Fund (RLF)
grants may also be used to implement a CEDS.
These grants capitalize a locally administered fund
and are used for making loans to local businesses, which in turn, create jobs and leverage
other private investment while helping a community to diversify and stabilize its economy.
Ec·<111<l111ic -\dju,trnent Funding Lc:,cl: *FY 98 529.65-1-.000

*FY 99 S.3-1-.629.000

Dc·l"c:11,c· .\dju,tmenl Funding Lc:,.:I: *FY 98 S89.000.000 *FY 99 Sil-+.300.IJ00
FY L)() .\,c1·agc Ci1·:111t: 'il75.0(ll) 1Rcgub.r): S1.266.000 (Defense)

*FY 00 S3-+.629.000
*FY 00 S77.300.000

RESEARCH AND NATIONAL TECHNICAL
ASSISTANCE PROGRAM
Program Goals
The Research and Technical Assistance Program
aims to: develop a comprehensive base of
information about economic development issues;
disseminate information to local, state, and national
economic development practitioners; and measure
the performance of economic development
programs.

Project Focus
Information dissemination grants make critical information about economic development
programs, projects and emerging issues available to practitioners through different
means, such as targeted newsletters, web sites, and conferences. Research grants
examine in depth important existing and emerging issues in economic development, and
document the results for practitioners and policy makers.
Evaluation grants
systematically assess the economic impact of funding under EDA's programs to measure
each program's effectiveness, and to make recommendations for improving the program.
Eligible applicants include nonprofit organizations, institutions of higher learning, for-profit
entities, and private individuals. Research and National Technical Assistance funds may
not be used to start or expand a private business.

* SPECIAL NOTE ON RESEARCH AND NATIONAL *
TECHNICAL ASSISTANCE APPLICATIONS

Generally, EDA announces the scope of work of each project
to be funded through a Notice in the Federal Register and
requests proposals of no more than 10 pages. The Notice
also sets forth the proposal and application process, deadlines, and funding information.

NationalTAFundingLevel: *FY98 Sl.294.000 *FY99 Sl.409.000 *FY00 Sl.101.000
Research Funding Level: *FY 98 $500.000 *FY 99 S500.000 *FY 00 S500.000
FY 99 Average Grant: $42,000 (Research): S108.000 (National TA)

SHORT TERM PLANNING GRANTS TO STATES,
Sus-STATE PLANNING REGIONS, AND URBAN AREAS

Program Goals
Planning grants provide support for significant new economic development planning,
policymaking and implementation efforts, and to establish comprehensive economic
development planning processes cooperatively with the state, the state political
subdivisions, and economic development districts.

Project Focus
Planning grants assist economic development planning and implementation activities
such as economic analysis, definition of economic development goals, determination of
project opportunities, and the formulation and implementation of development programs
that include systematic efforts to generate employment opportunities, reduce
unemployment, and increase incomes.
Eligible activities include the preparation and
maintenance of a continuous comprehensive
economic
development
planning
process,
of
multi-jurisdictional
planning
coordination
efforts, development of institutional capacity,
diversification of the local economic base and
projects and
implementation of programs,
procedures designed to create and retain permanent
jobs and increase incomes.
States rece1v1ng assistance are required to maintain a Comprehensive Economic
Development Strategy (CEDS) which has been developed in cooperation with the
political subdivisions and the economic development districts of the state. EDA
assistance for overall state economic development planning promotes comprehensive
economic development, fosters effective transportation systems, enhances and protects
the environment, and encourages development through sound management resources
and sustainable development practices. EDA assistance is limited to 12 months and may
be extended up to 36 months.
Funding Level: *FY 98 S3.677.000
FY 99 A,-eragc Grant: Sh 1.000

*FY 99 S3.507.000

*FY 00 53.600.000

Technical Assistance Program (Local)
Program Goals
The Technical Assistance Program helps fill the knowledge and information gaps that
may prevent leaders in the public and nonprofit sectors in distressed areas from making
optimal decisions on local economic development issues.

Project Focus
Resources for economic development projects are especially scarce in distressed areas.
Without complete information,, local public sector and nonprofit officials face difficult
challenges in allocating those limited resources. Grants under the Local Technical
Assistance program often support feasibility studies on potential economic development
projects, such as industrial parks or business incubators, that communities are
considering. These feasibility studies, which analyze the various economic, financial,
and social aspects of the proposed projects, provide
local leaders with a thorough basis for making
informed economic development decisions.
The strength of the Local Technical Assistance
program is its flexibility to support a variety of activities
that address local economic development needs.
Some communities and regional organizations, for
example, have used Local Technical Assistance grants
to develop revitalization plans, to prepare tourism
development strategies, to sponsor economic development conferences or seminars, and
to establish geographic information systems for local planning and development purposes.

Funding Lt:vel: *FY 98 S 1.596.000
FY 99 A.verage Grant: S28.000

*FY 99 S2.075.000

*FY OIJ S 1.:500.000

APPLICATION PROCESS
Eligible Applicants
Eligible applicants include economic development districts; states, cities or other political
subdivisions of a state or a consortium of political subdivisions; Indian tribes or a
consortium of Indian Tribes, an institution of higher learning or a consortium of such
institutions; or a public or private nonprofit organization or association acting in
cooperation with officials of a political subdivision of a State.

* * * * How

TO GET STARTED

****

Interested applicants are encouraged to contact the appropriate EDA
Regional Office or Economic Development Representative to discuss the
proposal and obtain additional EDA program information, application
instructions and forms. See the back page of this booklet to locate your
EDA Regional Office and begin the application process. EDA regulations
and other information are available on the EDA website: www.doc.gov/eda

Selection Criteria
All EDA projects are evaluated competitively and must meet both general
criteria applicable to all programs as well as special criteria that may vary
by program. These general and special selection criteria are explained in
EDA's Regulations at 13 CFR Chapter 3 and in the Agency's annual
Notice of Funds Availability published in the Federal Register.

Project Structure
Projects are located in an area exhibiting economic distress at the time of
application. Projects located outside these areas may be considered if
they directly benefit a distressed area. All Public Works and Economic
Adjustment projects must be consistent with an EDA-approved
Comprehensive Economic Development Strategy (CEDS). EDA usually
funds 50% of project cost, however certain conditions of high economic
distress or an applicant's inability to provide the matching share may
permit a higher grant rate. Grant rate requirements may also be found in
EDA's regulations at 13 CFR Chapter 3.
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Appendix C
Survey Documents
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Town of Bel Air Business Survey

Please complete survey and return by mail or fax prior to July 15, 2000. Your cooperation is greatly
appreciated by Hunter Interests Inc. and the Town of Bel Air. Your input counts.
1. How long have you operated your current business in Bel Air?
a._ Less than one year b. _Between one and five years. c. _ More than five years. (check answer)
2. Do you own property or buildings in the Town of Bel Air?

Yes

No_ (check answer)

3. During the last five years, (or less if applicable) have you experienced:
a. _ An increase in overall business activity
b. _ A decrease in overall business activity
c. _ About the same amount of business activity

(check answer)

4. What general category best describes your business:
(check answer)
a. _ A retail business Ueweler, convenience goods, clothing, etc.)
b. _A service business (dry cleaner, copy center, hair stylist, etc.)
c. _ A professional business (attorney, doctor, real estate broker, etc.)
d. _ A food and beverage business (restaurant, bakery, cafe, etc.)
e. _ A corporate business (bank, branch of national or regional company, etc.)
f.
Other_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ (please describe)
5. Based on your experience, what are the things that make Bel Air a desirable place to operate a
business? (You may select more than one answer to this question. Check space(s) accordingly. We encourage
you to write in other responses where indicated.)
a. _ Proximity to your home
b. _ Proximity to your customer base
c. _ Small town atmosphere
d. _ Proximity to the government offices
e. _ Lease rates / agreement with owner
f. _ Parking availability/ convenience
g. _ Tax structure compared to other jurisdictions
h. _ The nature of particular space that you occupy
i. _ Potential for growth in your business sector
j. _ Other _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
k.
None of the above
6. Based on your experience, what are the things that make Bel Air a difficult place to operate a business.
(You may select more than one answer to this question. We encourage you to write in other responses.)
a. _ Distance from your home
b. _ Distance from your customer base
c. _ Small town atmosphere
d. _ Proximity to government offices
e. _ Lease rates I agreement with owner
f. _ Parking availability/ convenience'
g. _ Tax structure compared with other jurisdictions
h. _ The nature of particular space that you occupy
i _ Potential for decline in your business sector
j. _Other _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
k. None of the above.
URBAN ECONOMICS • FINANCE• REAL ESTATE DEVELOPMENT
121 MAIN STREET• ANNAPOLIS, MARYLAND 21401 • (410) 269-0033 • FAX (410) 280-9163
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7. Do you envision expanding or developing a new business in Bel Air in the next three to five years?
Yes_ No_ Maybe_ (check one)
·
Ifyes or maybe, please state why:

------------------------

8. Do you envision downsizing or closing your business in Bel Air in the next three to five years?
Yes_ No_ Maybe_ (check one)
Ifyes or maybe, please state why: _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
9. If architectural design guidance for facade improvements on your building were available for free,
would you utilize the service?
Yes_No_ Maybe_ (check one)
10. Is there unused or unoccupied space in the upper floors of the building that you occupy?
Yes_ No_ Maybe_ Doesn't apply_ (check one)
11. Generally speaking, would you recommend Bel Air to others as a place to operate a business?
Yes_ No_ Maybe_ (check one)
12. As a citizen, what type of new business would you most like to see in downtown Bel Air? (check one)
a.
Restaurants
b.
Movie Theater
c.
Hotel
d. _ Retail Shops
e.
Service Business
f. _ Apartments
g. _ Other_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ (please describe)
13. As a business person, are you familiar with Town programs that may be of assistance to you?
Yes_ No_ Maybe_ (check one)
14. Would you support an effort to somewhat raise building height restrictions near the downtown?
Yes_ No_ Maybe_ Need to know more_ (check one)
15. If you could do one thing to improve the business environment in Bel Air, what would it be?

Name of Person Completing Survey: _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
Name of C o m p a n y : - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - Thank you very much for taking the time to complete this survey. Please mail the completed survey to the
address below, or FAX it to Hunter Interests Inc. (410) 280-9163. If you have any questions, have additional
comments, or wish to have a meeting to discuss issues or opportunities specific to your business, please
contact:
Ernest E. Bleinberger, Vice President
Hunter Interests Inc.
121 Main Street, Annapolis, Maryland 21401
(410) 269-0033
hunter@toad.net
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October 1, 2000

North Beach-Area Resident Survey
Please complete this survey and send in the return envelope no later than October 31, 2000. Your
opinion is greatly appreciated.
1. Do you own your residence, rent, or live with friends or family at no cost?
Own__ Rent__ Live with friends/family __

(check one)

2. In what type of residence do you live?
(check one)
Single Family Home__ Townhouse/condominium
Apartment_
Mobile Home
Other
3. Is this your permanent residence or seasonal/vacation home?
Permanent
Seasonal/vacation

(check one)

4. How long have you lived at your present residence? (check one)
Less than one year __
Between three and five years _ _
Between one and three years _ _ More than five years _ _
5. Do you have any plans to move away from the area within the next three years? (check one)
Maybe__
·
Yes
No

6. If yes, what is the main reason for moving? (check one)
Commute
Change in family/marriage status _ _
Job Change__
Cost of living __
Desire other location
Other
7. What is your employment status? (check one) Employed full time_ Employed part time_
Seeking employment_
Retired
Unable to work

Calvert Co.
Anne Arundel Co.
8. If employed, where do you work? (check one)
Charles Co. __ Prince George's Co. __ Northern VA
District of Columbia
Baltimore area__ Other (specify) _ _ _ _ _ _ _ _ _ _ _ __
9. How long is your commute to work?
(check answer)
30 minutes or less
About 1 hour
About 2 hours
About 45 minutes
About 1 ½ hour
More than 2 hours
10. If you work outside Calvert or southern Anne Arundel counties, would you prefer to work in
this area? (check one)
Yes
No
Not sure
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11. Do you own or operate a business in the North Beach area?
Yes
No

(check one)

12. If there was a high quality inn or small hotel located in North Beach, what is the likelihood
that your visitors, or others you know outside of the area, would use it occasionally? (check one)
Very likely__ Somewhat likely__ Not likely __
13. If an inn or small hotel in North Beach offered quality meeting and banquet space, what is
the likelihood that your company or social group would use it occasionally? (check one)
Very likely__ Somewhat likely__ Not likely __
14. What type of tourist attraction development in North Beach would you most strongly
support?
(Please rank-I for most support, 5 for least support. Please circle numbers.)
Interpretive nature center and trails......... 1
2
3
4
5
North Beach History Museum............... 1
2
3
4
5
2
3
4
5
Steamboat Museum ............................. 1
Motorcycle Museum ... . . . . . . . . . . . . . . . . . . . . . . . 1
2
3
4
5
Antique Car Museum . . . . . . . . . . . . . . . . . . . . . . . . . 1
2
3
4
5
Small Public Aquarium . . . . . . . . . . . . . . . . . . .. . . . I
2
3
4
5
Sport Fishing Museum ......................... 1
2
3
4
5
Arts and Craft Center . . . . . . . . . . . . . . . . .. . . . . . . . . . 1
2
3
4
5
Other. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
2
3
4
5
(specify other) _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
15. Generally speaking, what types of businesses would you like to see more of in the North
Beach area? (Please rank-I for most support, 5 for least support. Please circle numbers.)
Restaurants . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . I
2
3
4
5
Lodging ... . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . I
2
3
4
5
Antique shops . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . I
2
3
4
5
Specialty retail/gift shops . . . . . . . . . . . . . . . . . . . . . ... . . . . . . . . . . . . ... I
2
3
4
5
Art galleries. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
2
3
4
5
Craft shops . . . . . .. . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . I
2
3
4
5
Senior care facilities... . . . . . . . . . . . . . . . . . . . . . . . . ... . . . . . . . . . . . . . . . . I
2
3
4
5
Grocery stores. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . I
2
3
4
5
Gourmet market and/or deli ...................................... 1
2
3
4
5
Hardware stores................................................... I
2
3
4
5
Professional offices (doctor, dentist, lawyer, etc.) .. . . . ... . . I
2
3
4
5
Bank or community credit union . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. I
2
3
4
5
Pharmacy ........................................................... I
2
3
4
5
Start-up small business "kiosk" sites . . . . . . . . . . . . . . . . . . . . . . . . . I
2
3
4
5
Other . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . I
2
3
4
5
(specify other) _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
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16. What type of new restaurant would you most like to see in North Beach? (check one)
Family style_ Seafood_ Italian_ Fast food_ Caribbean_ Mexican_ Tex-Mex
Buffet/cafeteria _Greek_ Chinese_ Japanese__ Other (specify) _ _ _ _ _ _ _ __
17. What Public Facilities do you favor in the North Beach area?
(Please rank-I for most support, 5 for least support. Please circle numbers.)
Senior Citizens Center . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . I
2
3
4
Youth/Family Center............................................ I
2
3
4
Health Care Center ... . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . I
2
3
4
Parkland/Open Space........................................... I
2
3
4
Telecommuting Center ... . . ... . .. . . . . . . . . .. .. .. .. . . . . . . . . . . . . . . I
2
3
4
18. Would you like to see a performing arts theater in North Beach?
Yes
No
Unsure

5
5
5
5
5

(check one)

19. If yes, would a ticket of more than $15 discourage your attendance for a local production?
Yes
No
Unsure
20. Would you be interested in joining the cast or crew of the theater?
Yes
No
Unsure
21. Would you prefer a dinner theater?
Yes
No
Unsure

(check one)

(check one)

22. If you live within the North Beach town limits, please rate your satisfaction with the level of
services provided by the Town government, such as trash collection, water/sewer, maintenance,
recycling.
(check one)
Very satisfied_ Satisfied_ Unsatisfied_ Not sure_
23. Rate your satisfaction with the service provided to the beach area by the County Sheriff
Department. (check one)
Very satisfied_ Satisfied_ Unsatisfied_ Not sure_
24. Is the current location of the North Beach Post Office satisfactory in terms of access? (check
one)
Yes
No
Optional:

Your name:
--------------Address:
----------------Telephone:---------------E-mail:

-----------------

D Please notify me on the upcoming Town Vision meeting.

