Strategic Action Plan for
Downtown St. Cloud

December 2004

URBAN y MARKETING y COLLABORATIVE y a division of J.C. Williams Group
17 DUNDONALD STREET, 3RD FLOOR, TORONTO, ONTARIO M4Y 1K3. TEL: (416) 929-7690 FAX: (416) 921-4184 e-mail: umc@jcwg.com
350 WEST HUBBARD STREET, SUITE 240, CHICAGO, ILLINOIS 60610. TEL: (312) 673-1254

Strategic Action Plan for
Downtown St. Cloud
Table of Contents
1.0

INTRODUCTION.................................................................................................... 1

1.1

Background and Project Understanding......................................................................... 1

2.0

FACT-FINDING AND ANALYSIS.......................................................................... 3

2.1

Comprehensive Plan 2003 Review ................................................................................... 3

2.2

Downtown St. Cloud Trade Area Delineation .............................................................. 10

2.3

Trade Area Population Characteristics......................................................................... 19

2.4

Expenditure Analysis ...................................................................................................... 28

2.5

Other Target Markets..................................................................................................... 30

3.0

REAL ESTATE PROFILE.................................................................................... 32

3.1

Downtown St. Cloud........................................................................................................ 32

3.2

East Side ........................................................................................................................... 33

3.3

Profile of Real Estate Uses .............................................................................................. 37

4.0

STRENGTHS, WEAKNESSES, OPPORTUNITIES, AND THREATS ................ 40

4.1

Strengths........................................................................................................................... 40

4.2

Weaknesses....................................................................................................................... 41

4.3

Opportunities ................................................................................................................... 43

4.4

Threats.............................................................................................................................. 44

5.0

DOWNTOWN ACTION PLAN ............................................................................. 45

5.1

Downtown St. Cloud Realities and Niche...................................................................... 45

5.2

Target Markets ................................................................................................................ 47

5.3

Organizing for Success.................................................................................................... 48

5.4

Economic Development................................................................................................... 58

5.5

Major Marketing and Branding Strategies................................................................... 75

6.0

EAST SIDE .......................................................................................................... 84

6.1

Strengths, Weaknesses, Opportunities, and Threats.................................................... 84

6.2

Potential Vision................................................................................................................ 85

6.3

Commercial Strategy for East Side................................................................................ 85

6.4

Commercial Niche ........................................................................................................... 86

6.5

Target Markets ................................................................................................................ 88

6.6

Redevelopment Action Programs................................................................................... 88

APPENDIX – ARTICLES ON BUILDING CODES AND PLANNING PROCESS AND
TAX INCENTIVES CHECK SHEET................................................................................ 91

Strategic Action Plan for Downtown St. Cloud

1.0

Introduction

The consulting firms Urban Marketing Collaborative (UMC) and The Cohn Marketing
Group were retained by the City of St. Cloud, the Housing and Redevelopment
Authority (HRA), and the Downtown Council to undertake a strategic plan for the
Downtown area with an emphasis on commercial elements. The study is meant to build
off the work completed by the Comprehensive Plan, which laid out the foundation and
vision for the City and Downtown and highlighted specific goals and objectives. These
goals and objectives are referenced later in this report. The work carried out in this
report prepared by UMC and The Cohn Marketing Group will prioritize projects for the
City and include a detailed action plan on how to accomplish each one.
The purpose of the background sections of this report is to highlight the strengths and
weaknesses of Downtown St. Cloud, specifically with respect to confirming and
prioritizing key elements of the Comprehensive Plan. The goal is to create the proper
conditions to attract quality commercial businesses to the Downtown area.
Much of the information contained in this report is the result of primary research
conducted by UMC, The Cohn Marketing Group consultants, and the Downtown
Council. The research included interviews with key stakeholders associated with the
Downtown, an assessment of other business areas in the St. Cloud region, an inventory
of existing commercial space, and a physical survey of the area.

1.1

Background and Project Understanding

Downtown St. Cloud includes the commercial properties located along St. Germain
Street West. This is the primary core of commercial businesses. Additional commercial
businesses are located to the north and south, which complement Downtown. As well,
there are businesses along East St. Germain Street and Lincoln Avenue creating a
secondary business district referred to as East Side. The report will focus primarily on
Downtown St. Cloud with additional insights into East Side.
The commercial core along St. Germain Street runs approximately 2,000 feet from the
Civic Center to 10th Avenue. Commercial businesses are relatively continuous along this
length. There are also small concentrations of businesses along 5th Avenue and 7th
Avenue. Outside of this area, the commercial concentration of businesses is more
scattered.
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Consumer Market Analysis
Report Format
As a first step in assisting Downtown St. Cloud and East Side to develop a strategic plan,
UMC conducted fact-finding initiatives as part of the market analysis to identify the
area’s strengths, weaknesses, opportunities, and threats. These initiatives included the
following:

Customer Profile
•
•
•

Trade area delineation
Demographic analysis of Downtown St. Cloud’s trade areas
A review of published reports and statistics

Commercial/Supply Side Profile
•
•
•

Interviews with a variety of commercial businesses, businesses, and key
stakeholders to identify issues and opinions about commercial success in the area
Inventory and inspection of the businesses and services in Downtown and East Side
A review of the physical environment

Strengths, Weaknesses, Opportunities, and Threats
•

A summary of key findings and the implications for commercial businesses

This section of the report summarizes the findings of these activities and provides
background information from which the final strategic action plan will be developed.

Urban Marketing Collaborative
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2.0

Fact-finding and Analysis

The fact-finding and analysis step is vital to the development of a customized and
comprehensive commercial economic development plan. This section of the report
provides general and specific demographic data and consumer profile data on the target
markets for Downtown St. Cloud and the East Side.

2.1

Comprehensive Plan 2003 Review1

From the Comprehensive Plan 2003, the following were noted as St. Cloud’s strengths,
weaknesses, and problems from a telephone survey:

•
•
•
•
•
•
•
•
•
•

Strengths
Location – access to cities
Parks/trails
People – good/kind
Family oriented – raise kids
Location – access to north
Shopping – convenient
Clean – air/water
Not crowded
Low crime
Affordable property

•
•
•
•
•
•
•
•
•
•

Weaknesses
Traffic/sprawl/roads
Rising crime
Low paying jobs
Becoming a big city
Gangs
Traffic congestion
Unhappy with government
Too many bars
High taxes
Small airport

•
•
•
•
•
•
•
•
•
•

Problems
Traffic
Crime
Gangs
Roads
City growing too fast
Expensive housing
Drugs
Jobs – number/pay
City planning
Racial issues/diversity

Source: Comprehensive Plan 2003, telephone survey respondents

1

Note: These statements were taken from the Downtown Comprehensive Plan and reflect the opinions of

those who were surveyed or attended the workshops. They are not necessarily the opinions of Urban
Marketing Collaborative or The Cohn Marketing Group. The City of St. Cloud has initiated a number of
steps to correct some of the real and perceived problems.
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The City’s specific strengths and weaknesses were derived from focus groups and
included the following points:

•
•
•
•
•
•
•
•
•
•

Strengths, Opportunities, and Positive
Community Attributes
Rivers
Clemens/Munsinger Gardens and
Kilian Blvd.
Parks and trails
Historic resources
Quality medical facilities
Education facilities
Downtown arts – Paramount
Airport
Good neighbors
Neighborhood schools

•
•
•
•
•
•
•
•
•
•

Weaknesses, Threats, and Negative
Attributes
Traffic problems; roads and bridges in
decline
Low paying jobs
Lack of access to Mississippi River
Lack of affordable housing
Ugly signage
Attitude/resistance toward cultural
diversity
Policy of traffic solutions over
neighborhoods
Lack of bike routes
Unattractive East Side commercial area
Sprawl

Source: Comprehensive Plan 2003, Workshop Respondents

The Community Vision for St. Cloud included ten statements; one of which was
specifically geared to creating a strong, diverse, and growing Downtown. The overall
vision included the following statement:
The Downtown should strive to function as a focal point for government operations, arts,
entertainment, community activities, commerce, and recreation.
Challenges for Downtown include:
• integrating the various districts within the Downtown;
• addressing the functional needs to move and park vehicles; and
• developing urban design elements that create a sense of continuity, human scale,
and identity for Downtown.

Urban Marketing Collaborative
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Downtown St. Cloud’s specific strengths, weaknesses, and issues related to the
following themes:

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Strengths/Opportunities
Riverfront
SCSU
Historical buildings
Arts and entertainment
Additional mixed use
residential
Current streetscape
Specialty shops
Variety of businesses –
both sides
Sense of community
Human scale
Civic Center, Paramount
Ability to walk
Self sufficient, live, shop,
work
Downtown Council
unified business support
Vacant space for
redevelopment
East Side compact
development
Easy access – I-94, 10, 23
Government access

•

•
•
•

•
•
•

•
•

•
•
•
•
•
•

Weaknesses/Threats
Homeless issues –
locate services in
appropriate area
Lack of funding sources
Disinterested property
owners
Perception of
Downtown –
inaccessible, unsafe,
keeps businesses and
shoppers out
Lack of focus on
planning efforts
Planning too short
sighted
Not understanding
market for bars/
perception of too many
Bad perception created
by a few businesses
Not considering
potential for new
businesses
Too many bars
Need space for
redevelopment
More 24 hour/mix of
businesses
Need good paying jobs
Lack of commitment by
public agencies
Acknowledge
accomplishments

•
•
•
•

•
•
•
•

•
•
•
•
•
•
•
•
•
•

Issues/Objectives
Need huge parking
ramp
Riverfront green space
Civic Center solutions
Accessibility within
Downtown –
pedestrian and
vehicular
Roads create barriers
Improve connection to
Campus
Voting on closing 4th
Avenue
Need businesses to
serve Downtown
residents
Too much hardscape;
not enough green space
Alternative
transportation (biking)
Safety/crime
Underutilized
storefronts
Balance entertainment
and arts
More flexible parking
ordinances
Undesirable businesses
Target SCSU students
for commercial
Only charge meter
parking at night
Overzealous parking
enforcement

Source: Comprehensive Plan 2003, Downtown Stakeholders
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Other issues uncovered in our research include:
• East Side Boosters and how they integrate or associate with Downtown;
• relocation of the library;
• Civic Center expansion;
• closure of 4th Avenue North at 1st Street North and removal of parking along 5th
Avenue;
• removal of parking along East St. Germain Street;
• Center Square III and new parking ramp;
• relocation of Coborn’s grocery store;
• Lady Slipper parking lot – should be used for a higher and better use;
• City Hall relocation;
• Division Street as a barrier; and
• SCSU linkages/connectivity.

Urban Marketing Collaborative
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Downtown Goals and Objectives
From the Comprehensive Plan, the following goals and objectives were stipulated:
Economic Development
Goals

Objectives

1.

A. Identify businesses, events, and other attractions

Coordinate and pursue ED opportunities

B. Provide public/private incentives
C. Be proactive in ED opportunities
2.

Re-establish Downtown as center of commerce

A. Encourage upper-story residential units

3.

Maintain Downtown’s civic and cultural role

B. Encourage new multi-family residential units

4.

Work to establish Downtown as a destination

C. Encourage retail and service development that

for regional and community attractions and

supports Downtown residents

facilities
5.

Strengthen housing in Downtown and East Side

6.

Promote retention and recruitment of retail and

A. Encourage common hours of operation

service business opportunities

B. Reinforce the concept of maintaining and
strengthening business districts in Downtown

7.

Work with area institutions for special
programs and functions in Downtown

A. Promote Downtown to SCSU and hospital
functions
B. Promote increased or special transit routes
between Downtown and hospital, SCSU, and
other area institutions during special events

8.

Work with public/private entities to maintain

A. Provide and maintain adequate infrastructure

and provide the community facilities necessary

B. Improve signage – parking and facilities
C. Define appropriate solution for Civic Center
D. Define appropriate solution for library relocation

Urban Marketing Collaborative
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Urban Design
Goals
Objectives
1. Achieve high quality design
A. Maintain inventory and prioritize unique and
2. Preserve and enhance unique features – historic,
historical buildings
scenic, attractive
B. Identify historical buildings that are economically
viable and worthy of preservation
C. Recognize importance of landmark buildings and
more humble buildings
D. Identify potential developers and uses for
historically significant buildings
E. Promote historic and unique buildings to
potential tenants and tourism
F. Create a visual and physical connection between
Mississippi and Downtown
G. Identify scenic views from pedestrian and
vehicular viewpoints and work to preserve them
H. Connect Downtown with bike and walking trails
I. Update streetscape and buildings along East St.
Germain
J. Encourage new development and redevelopment
to reflect history and character of Downtown
K. Control signage, billboards
L. Encourage public art, streetscape, and public
spaces
3. Preserve the integrity of the City’s architectural
A. Continue to improve Downtown through
and open space landmarks
streetscaping, signage, and design elements
B. Develop zoning, design guidelines, and/or other
criteria to ensure new development is compatible
and encourages more high quality design
C. Coordinate with private/public to ensure timely
redevelopment of vacant lots
D. Promote development that is pedestrian oriented
E. Continue to pursue financial programs for upkeep
and rehabilitation of properties
F. Recognize landmarks and humble structures that
provide context for historic fabric
4. Work to better connect Downtown with
A. Support the policies and design standards within
surrounding facilities and amenities
Lake George Master Plan that create better
connections
B. Incorporate design standards to increased
connectivity among SCSU and elsewhere
C. Create better access across Division Street
D. Enhance bridges on St. Germain Street and
Highway 23

Urban Marketing Collaborative
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Goals
1.

Circulation and Parking
Objectives

Maximize accessibility to Downtown

A. Create better access from I-94 and Trunk

throughout the region

Highways 10, 15, 23
B. Continue and expand signage program
C. Continue to address parking needs
D. Promote use of alternative transportation forms
E. Expand current parking sites
F. Establish a cohesive system of streetscape

Goals
1.

treatments
Promotion
Objectives

Work with private sector to develop
promotional program to attract local customers,
tourists, and tenants

A. Promote an aggressive marketing effort focused
on St. Cloud’s historic main street
B. Work with retailers and developers to provide a
diverse mix of businesses
C. Market Civic Center
D. Promote weekly festive activities
E. Promote activities and programs that meet
diverse needs

2.

Promote and endorse Downtown as a focal
point for arts and entertainment

A. Encourage colleges and universities to sponsor
cultural activities
B. Encourage evening and weekend activities
C. Investigate artist live/work spaces
D. Support creation of a community calendar
E. Promote existing attractions
F. Work with stakeholders to develop a business
plan to manage and promote the area

3.

Create strategies to mitigate threats to the

A. Be proactive in addressing homeless issues

vitality of Downtown and the East Side

B. Research and pursue all forms of funding sources
for Downtown improvements
C. Engage all Downtown businesses and property
owners
D. Improve sense of safety and accessibility
E. Avoid non compatible land uses
F. Examine zoning and other development
standards – such that they will not hinder
development

Urban Marketing Collaborative
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East Side Community
Objectives

Goals
1.

Create an environment that is pedestrian
friendly

A. City needs to accommodate road capacity
between Trunk Highway 10 and 1st Street North
B. Create functional and convenient biking and
walking paths
C. Protect/replace Trunk Highway 23 pedestrian
bridge
D. Establish pedestrian bridges across Trunk
Highway 10

2.

Incorporate community visual arts that
capitalize on the diverse industries that have
existed on the east end for 50+ years

A. Capitalize on scrap yards and recycling as an
environmentally sensitive community
B. Incorporate murals
C. Include streetscaping elements that utilize local
artists and build on scrap yards

3.

Establish a viable, vibrant environment from the
Mississippi to Wilson Avenue

A. Need businesses to cater to local east end
residents
B. Incorporate St. Augustine’s/Pan-O-Gold PUD
and relocate one block east
C. Continue Lincoln Avenue improvements
D. Seize upon the Civic Center expansion to create
an edgier but friendly environment

4.

Retain neighborhood schools
Source: Comprehensive Plan 2003

Redevelopment Opportunities
• West End Mixed Use Neighborhood – now vacant Miller Auto dealership
• Lady Slipper site – parking lot
• Municipal Government Campus – co-locate facilities (City Hall, Law Enforcement
Center, etc.)
• Riverfront Infill and Trunk Highway 23 – gateway, restaurant, recreation project

2.2

Downtown St. Cloud Trade Area Delineation

Trade area delineation is a fundamental part of any market analysis. This section of the
report delineates a trade area for Downtown St. Cloud based on location factors of the
site, the natural and man-made barriers, and the direct competitive commercial
environment.

Urban Marketing Collaborative
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Factors Influencing the Trade Area Delineation
The trade area is considered the geographic region from which a majority of the
commercial sales originates. The remaining sales are in-flow, or sales derived from areas
outside of the delineated trade area. The boundaries of the trade area are influenced by
the following factors:
• The size and type of the existing commercial environment
• Accessibility and visibility
• Relative location and strength of competitive commercial areas
• Natural and man-made barriers
While each of these factors in isolation has a bearing on the trade area boundaries, their
cumulative effect leads to the definition of the trade area. The importance of each of
these factors was considered for the trade area boundaries. For Downtown St. Cloud, the
trade area delineation is a composite trade area for the existing 166 commercial
operations.

The Size and Type of the Existing Commercial Environment
As stated, commercial activity is found primarily along St. Germain Street between 4th
Avenue and 10th Avenue and on some of the side streets in Downtown St. Cloud
including 5th Avenue and 7th Avenue and the south side of Trunk Highway 23. There are
small clusters of commercial businesses found throughout the Downtown core area.
Downtown St. Cloud contains a number of bars and restaurants, professional services,
government services, and some specialty commercial businesses. Downtown is
dominated by the large single department store (Herberger’s). There is a mixture of
limited neighborhood/convenience-based commercial to serve local residents’ and office
workers’ weekly shopping needs. With the potential relocation of Coborn’s, local
residents must now visit East Side for grocery items and neighborhood convenience
items (i.e., Cub Foods, ShopKo, Target).

Observation: There are serious gaps in the Downtown commercial mix
noted in convenience goods and services and in certain eating and
drinking operations (e.g., fine dining, quality dining).

Urban Marketing Collaborative
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Accessibility and Visibility: Good
The major access routes for the St. Cloud area are Highway I-94 and Trunk Highway 10.
These highways connect St. Cloud regionally with Minneapolis/St. Paul and many of
the small towns in the greater St. Cloud area. Within St. Cloud, Trunk Highway
23/Division Street/2nd Street South provides direct east/west access to Downtown. In
terms of north/south access, 9th Avenue North/10th Avenue North and 7th Avenue
provide this role.
While accessibility and visibility are good, one of the major concerns is that the prime
commercial is located along St. Germain Street, which is a relatively short street. St.
Germain Street does not connect directly to the east side and it stops near Division Street
on the west side.

Observation: Most traffic is diverted away from St. Germain Street in
Downtown. Those vehicles Downtown are there for the specific purpose of
wanting to be there. While this reduces congestion in Downtown, it also limits
visibility.
Relative Location and Strength of Competitive Commercial Areas: Competitive
The competition for Downtown St. Cloud’s commercial businesses comes from different
sources. Major big box commercial businesses are found in the west end near Crossroads
Shopping Mall (e.g., Target, Marshall Fields, Sears, JC Penny, Scheel’s) as well as along
Division Street and near Highway 15.
Other smaller local and regional commercial businesses are found at the following
shopping centers:
Name
Centennial Shopping Center

Address
22nd Avenue North and 8th Street

Downtown Sauk Rapids
East Village Shopping Center
Riverwood Mall

21 21st Avenue North

Plaza West Shopping Center

33rd Avenue and Division Street

Northgate Shopping Center

25th Avenue and 7th Street North

Marketplace Shopping Center and Annex

2nd Street and Waite Avenue South

Urban Marketing Collaborative
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Observations: While St. Cloud is the largest center in Central Minnesota, it
attracts rural residents from a significant distance. However, suburban
competition is strong, particularly from Crossroads Shopping Center. Trunk
Highway 23 includes traditional and regional shopping centers and commercial
businesses, big box outlet centers, plus strip commercial, services, and
restaurants. Downtown remains relatively strong in restaurants, bars, and some
art related businesses (i.e., outside of Downtown is very strong in traditional,
country crafts such as scrapbooking, stamps, quilting, etc.). The relative
proximity of Minneapolis/St. Paul, combined with the fact that many local
residents are commuters, means that a significant amount of shopping is done
outside of St. Cloud.

Natural and Man-made Barriers
There are a number of natural and man-made barriers affecting the trade area of the
study area including:
• Mississippi River,
• Rail land,
• Division Street/Trunk Highway 23, and
• St. Germain Street is not a through road – no reason to see it unless you are
specifically going there. Many residents may be unaware of changes taking place.

Observation: While there are several barriers to Downtown, local residents do
not find them a problem. However, tourists and other visitors will find getting
to Downtown St. Cloud troublesome.
Psychological Barriers
Like many Downtowns across the country, Downtown St. Cloud is experiencing issues
associated with homelessness, anti-social behavior, loitering, and safety. The City in
cooperation with the Downtown Council have been working on a number of methods to
address these concerns, including creation of a safe and clean task force, increased police
presence, review of local ordinances, and other means. The continued and increased
attention to resolving these real and perceived issues is essential to the enhancement of
the Downtown environment.

Urban Marketing Collaborative
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New Media Coverage
A review of media articles about Downtown St. Cloud revealed that although there is a
perception about negative media coverage of Downtown issues, there are many positive
articles combined with some negative ones.

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Strengths and Opportunities
One-third of U.S. ING workforce in
Downtown St. Cloud – 320 workers
St. Cloud Garden Club Flower Show involves
Downtown merchants
Remodeling of Bremer Bank to add space for
20 employees from west end branch
Lexis-Nexis takes over Downtown building
Trolley service adds character to Downtown
NAACP has an open house in new
Downtown office
Big Apple Bagel to open in Downtown
Library looking for new site – zero in on
Miller Auto site in west end
Public forum on extension of 0.5 cent sales tax
Wireless Internet service providers locate in
Downtown
Very successful Bad Boyz Car Show
Stop and Smell the Granite – new slogan for
the City
Paramount Theatre anchors Downtown
GeoComm doubled space needs to 14,000 sq.
ft.
Planned Parenthood moves from Downtown
to East Side
Potential smoking ban
Police doing more foot and bike patrols
Crime decreasing overall
St. Mary’s celebrated 150th anniversary
Sawatdee Thai is a good restaurant
Showcasing musical artists in Downtown
Donlin Co to get tax reduction to move –
related to JOBZ

•
•
•
•
•
•
•
•

•

Weaknesses and Issues
Man stabbed near Downtown
Liberty Savings Bank robbed
Kidnapping in Downtown
St. Cloud needs more
Downtown attractions
City studying homelessness and
safety issue
Centre Square III facing delays
Ice skating not allowed on Lake
George
St. Cloud needs vision for arts
(auditoriums, art museum, small
theater, etc.)
The City must consider the river
in its plans to expand/move the
library and civic center (the civic
center could move to Miller
Auto site)

Source: St. Cloud Times, 2004
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Parking Study – Downtown
On Tuesday September 14th, 2004 and Thursday September 16th, 2004, an parking study
was conducted of total parking stalls on-street, surface parking lots, and City parking
ramps. The study indicated the total number of stalls and spaces available. There are
3,133 stalls in Downtown St. Cloud and on September 14th approximately one-third were
vacant (1,066) and on Thursday, there were 1,303 vacant parking stalls. Less than half of
the on-street metered parking stalls was being used. Additionally, the permit spots in
the City parking ramps were mostly vacant.
Total Spaces

Spaces Available
Tues. 14/09/04

Thurs.16/09/04

On-Street Parking
Meter Parking

498

225

200

Meter/Permit

46

43

25

Handicapped

20

5

6

Loading Zone

8

2

3

Other Parking

19

5

5

591

280

239

Meter Parking

239

76

118

Meter/Permit

300

5

109

Permit Only

390

86

92

Reserved

54

11

16

Business Reserved

29

5

0

Handicapped

55

36

36

Loading Zone

8

0

5

166

97

111

24

2

1

Multi-space Meter/Permit

120

73

82

Total Surface Parking Lots

1385

391

570

Attendant

476

233

303

Permit Only

529

135

158

23

14

19

120

6

7

9

7

7

Total City Parking Ramps

1157

395

494

Total Parking

3133

1066

1303

Total On-Street Parking
Surface Parking Lots

Attendant
Multi-space Meter Only

City Parking Ramps

Handicapped
Business Reserved
Employee

Source: Downtown Council
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Parking Study – East Side
There are 1,250 parking stalls located on the East Side primarily due to the presence of
Target’s parking lots (this excludes ShopKo’s parking lot)2. East Side does not have
public parking lots or parking meters because all the lots are privately owned. Under the
proposal for the East St. Germain Street reconstruction, the 40 on-street parking spaces
will be removed. Alternatives should be found for shared parking lot agreements, new
municipal parking lots, maintaining parallel parking on East St. Germain Street during
off-peak traffic periods, including East Side in the Parking Enterprise Fund, or for the
private sector to develop its own parking lots.
Trade Area Boundaries
Based on the analysis from the previous section as well as input from commercial
businesses and Paramount Theater’s mailing list of season ticket holders, trade areas
have been developed for Downtown St. Cloud. As can be seen on the accompanying
map, the trade areas for Downtown St. Cloud cover a significant portion of central
Minnesota with a definite bias towards the north and west of the city. The trade area
does not extend as far to the east and south of the city due to the influence of the larger
cities of Minneapolis/St. Paul.
To identify the importance of the sub-areas, the trade area can be divided to help
distinguish the significance of these areas to the commercial sales to Downtown St.
Cloud. These areas have been labeled as follows:
• Downtown St. Cloud – area bounded by 3rd Street North on the north, 4th Street
South on the south, Mississippi River on the east, and 12th Avenue on the west (50
blocks)
• East Side – area bounded by Burlington Northern rail line on the north, Trunk
Highway 23 on the south, Trunk Highway 10 on the east, and the Mississippi River
on the west (20 blocks).
• Primary Trade Area – urbanized areas for the community including St. Cloud, Waite
Park, Sauk Rapids, Sartell, Rockville, Foley, Cold Spring, and St. Augusta.
• Secondary Trade Area – includes the urbanized areas and the counties of Stearns,
Benton, and Sherburne as well as portions of Meeker, Mille Lacs, Morrison, and
Wright.
• St. Cloud Region – includes the only the City of St. Cloud, Sauk Rapids, Waite Park,
and Sartell.
Minnesota demographics are used for benchmarking purposes.

2

Source: Comprehensive Plan 2003
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In addition, a portion of the sales to Downtown St. Cloud businesses originates from
outside of the delineated trade areas. This represents “in-flow” from other areas outside
the designated trade area (e.g., Brainerd, Willmar, Litchfield, Sauk Center,
Minneapolis/St. Paul, etc.).
Observation: St. Cloud is the largest destination in central Minnesota.
The nearest competitors besides Minneapolis/St. Paul (66 miles) are
Duluth (145 miles) and Fargo (175 miles), North Dakota.
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2.3

Trade Area Population Characteristics

An analysis of the demographic composition of neighborhood area residents and
employees provides the most accurate description of the target markets that will be
generating the demand for the commercial goods and services in the area.
The following analysis is based upon the preceding trade area analysis for Downtown
St. Cloud.
Downtown and East Side Residents
The data available for Downtown St. Cloud and East Side are based on Census Tract
boundaries. Downtown’s Census Tract is bounded by the Mississippi River on the east,
12th Avenue on the west, 2nd Street North on the north, and Trunk Highway 23 on the
south. East Side is bounded by Trunk Highway 10 on the east, the Mississippi River on
the west, Burlington Northern rail line on the north, and Trunk Highway 23 on the
south.
According to the Census, the population3 of Downtown St. Cloud has remained
relatively stable falling from 342 in 1990 to 309 in 2000. East Side has grown from 802
residents in 1990 to 1,403 residents in 2000. This represents an annual growth rate of
5.6%. Children, young adults, and young families account for the largest segment of the
population. Seventy percent of the population is under 45 years of age.
Residents
St. Cloud Region’s population increased 12% from 1990 to 2000. Future population
growth estimates indicate that growth will continue at a healthy annualized rate of 1.1%.
The Primary Trade Area is expected to expand by 1.3% annually, and the Secondary
Trade Area will grow at almost twice as fast as the state average (1.5% compared to
0.8%).
Household growth continues at a quicker pace than population except at the state level.
Part of this can be explained because of more single households and smaller families.
Household sizes are larger outside of the urbanized areas reflecting larger family sizes
and more children. There are approximately 5,326 residents living in group quarters in
the St. Cloud Region. This includes student dormitories, seniors care facilities, and
correctional institutions.

3

This excludes all population in group quarters
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The male/female ratio is very consistent across all trade areas and the state.
Primary

Secondary

St. Cloud

Trade Area

Trade Area

Region

Population

148,673

266,348

89,823

5,088,140

Households

54,481

97,365

35,152

1,965,734

Annual Population Growth

1.3%

1.5%

1.1%

0.8%

Annual Household Growth

1.6%

1.8%

1.5%

0.8%

Average HH Size

2.56

2.62

2.40

2.52

Male

50.3%

50.3%

50.0%

50.0%

Female

49.7%

49.7%

50.0%

50.0%

Minnesota

Gender

Source: U.S. Census, Claritas 2004 estimates

Population Growth Rates 1990 to 2000
25%

20%

15%

10%

5%

0%
St. Cloud, MN

Sioux Falls,
SD

Fargo, ND

Eau Claire,

Green Bay,

WS

WS

St. Paul

Minneapolis,
MN

Des Moines, Winnipeg, MA
IO

Duluth, MN

La Crosse,

Grand Forks,

WS

ND

-5%

Source: U.S. Census

Observation: The St. Cloud Region, including the Primary and Secondary Trade
Areas, is a healthy, growing one; however, Downtown has so few residents that
it cannot be considered significant and of any real potential in its current state.
The nearby student market holds a real potential for Downtown.
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Age Profile
Due to the presence of St. Cloud State University, the St. Cloud Region has a younger
age profile compared to Minnesota and the rest of the trade areas. Twenty-four percent
of the population is 15 to 24 years of age compared to 15% in Minnesota and 19% in the
Secondary Trade Area. Combined with those 25 to 34 years of age, which is relatively
high as well, the St. Cloud Region is a very young community.
Within the Primary and Secondary Trade Areas, there is a mix of young families and
older families. Overall, there are proportionately fewer 45 to 64 year olds. However, the
35 to 54 years of age segment is one of the fastest growing in the region.

Age Profile

Primary

Secondary

Trade Area Trade Area

St. Cloud
Region

Minnesota

0 to 14

18.8%

20.0%

17.6%

20.2%

15 to 24

22.4%

19.0%

24.3%

14.7%

25 to 34

14.0%

13.5%

15.7%

13.2%

35 to 44

14.6%

15.1%

13.5%

16.0%

45 to 54

12.8%

13.1%

12.0%

14.5%

55 to 64

7.5%

8.2%

6.7%

9.3%

65 and over

9.9%

11.1%

10.2%

12.1%

Median Age

31.28

33.14

30.19

36.2

Source: U.S. Census, Claritas 2004 estimates

The chart on the following page highlights the absolute change in the population from
1990 to 2000 and the net increase or decrease by age bracket. The descriptors are used to
illustrate key commercial buying characteristics of the age bracket. For example, there
are over 10,000 additional consumers in the 35 to 54 age range that will be looking for
replacement spending purchases such as better furniture.
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St. Cloud Net Population Change: 1990 to 2000

REPLACEMENT

7,000

SPENDING
6140
6,000

CAREER

5,000

SPENDING
4124
4,000
3218
3,000

TEEN

OLDER

WEAR

RETIRE
EARLY

2014
2,000

RETIREE

1,000

1885

941

760

0
0–14

15–24

25–34

35–44

45–54

55–64

65+

Source: U.S. Census

Observation: An analysis of the age profile and net change in St. Cloud’s
population profile reveals that there is currently a strong younger market
combined with growth that is coming from older families with children. This
provides a market for a healthy mix of commercial offerings for a diverse
audience.
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College and University Students
The current generation of university students brings more disposable income and
sophisticated spending patterns than any that preceded it. According to Campus
Concepts, a Baltimore college marketing and advertising firm, the spending power of
college students nationwide is estimated at more than $90 billion. Full-time, four-year
enrollees spend an estimated $30 billion, including $23 billion on essential purchases
such as rent, food, transportation, and tuition, and $7 billion on nonessential “beer and
pizza” discretionary items.
In St. Cloud, there are four major learning institutions:
Institution

Enrollment

St. Cloud State University

14,168

College of St. Benedict/Saint John’s University

3,995

St. Cloud Technical College

4,808

Minnesota School of Business
Rasmussen College
Total

4

600
500
24,071

Observation: The presence of high education institutions adds a unique
dimension to St. Cloud, and the fact that St. Cloud State University is adjacent
to Downtown provides an ideal target market to build upon.

4

Current student population is approximately 150 but enrollment is projected to increase to 600 to 700 by

2005
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A recent study in The Student Monitor finds that the average American university
student spends the following on discretionary items each month:
Item

Average Spent Per Month5

Apparel

$65

Dining Out

$64

Entertainment

$59

Food at Home

$48

Music

$30

Books/Leisure

$26

Toiletries/Personal Care

$25

School Supplies

$25

Software

$10

Cleaning Supplies

$10

Source: American Demographics/Student Monitor 1999

For eight months, the total commercial potential from St. Cloud area students is equal to
$16.0 million on food at home and household supplies; $12.5 million on apparel; $12.3
million on eating and drinking; $11.4 million on entertainment; $17.5 million on books,
music, leisure, and school supplies.
National surveys have also found increasing sophistication levels among the products
consumed by college students. According to the publisher of The Source, a collegeoriented cultural magazine, college students will remark, “I want the best shirt. Not just
a shirt, but the best shirt – they don’t want just jeans and a T-shirt.” Surveys by
marketing firm College Track conclude that “College students are consumers just like
any other adults, but marketers don’t see them in that way.”
Observation: There is very significant market potential from college and
university students, which can be better served in Downtown through improved
marketing and physical linkages. The total spending potential generated by St.
Cloud State University students is over $41 million.

5

Adjusted to 2004 levels. Note there has been deflation in the apparel sector in the past five years
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Ethnicity and Education
While St. Cloud and the surrounding urbanized areas are predominantly white, there is
a small but growing ethnic component. Diverse ethnicity appears to increase closer to St.
Cloud. The 5.2% of the Secondary Trade Area population that is non-white represents
13,850 residents. However, St. Cloud is not as ethnically diverse as the Minneapolis/St.
Paul region.
In terms of education, St. Cloud’s population is fairly well educated. According to recent
estimates, 28% of those 25 years of age and over have earned a bachelor’s degree or
higher. This is similar to Minnesota.
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Primary

Secondary

St. Cloud

Trade Area

Trade Area

Region

White

93.1%

94.8%

90.7%

86.8%

Asian

1.8%

1.2%

2.7%

3.2%

African American

1.7%

1.1%

2.6%

3.6%

Hispanic Origin

1.5%

1.5%

1.6%

3.3%

American Indian

0.5%

0.4%

0.7%

1.1%

Other

1.4%

1.0%

1.7%

2.0%

Less than High School

12.0%

14.2%

11.0%

11.9%

High School Graduate

31.2%

34.6%

27.6%

28.7%

Some College

25.1%

24.3%

25.4%

24.1%

Associate Degree

7.7%

7.3%

8.4%

7.7%

Bachelor Degree

16.3%

13.5%

18.8%

19.3%

Post Graduate

7.8%

6.1%

8.8%

8.3%

Minnesota

Race and Ethnicity

Education

Primary

Secondary

St. Cloud

Trade Area

Trade Area

Region

Management, Business, Financial

11.7%

12.3%

11.6%

15.0%

Professional and Related Occupations

18.1%

16.6%

19.6%

20.9%

Service

14.4%

14.0%

15.1%

13.6%

Sales and Office

28.2%

26.0%

29.4%

26.5%

Production, Transportation, Materials

18.4%

19.9%

16.9%

14.8%

Construction, Extraction, Maintenance

8.8%

10.1%

7.3%

8.5%

Farming, Fishing, Forestry

<1%

1.0%

<1%

<1%

Minnesota

Profession

Source: U.S. Census, Claritas 2004 estimates

Observation: There is a small but significant ethnic population in St. Cloud. In
addition, a relatively highly educated population and a stable mix of
managerial, professional, sales and service, and technical workers characterize
the area.
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Household Income
Median household income for St. Cloud increases with distance. The median household
income for the City of St. Cloud is $42,972. The Primary Trade Area’s median household
income is 11% greater at $47,839.
However, it is interesting to note that the per capita income of the St. Cloud Region is
equal to and higher than the surrounding region. This is due to the presence of larger
household sizes in the rural areas (2.40 in St. Cloud region compared to 2.62 in the
Secondary Trade Area).
Generally, household incomes in the region are middle income and relatively stable.
Over 50% of households earn between $25,000 and $75,000.
Primary

Secondary

St. Cloud

Trade Area

Trade Area

Region

Less than $15,000

11.6%

11.8%

13.6%

10.9%

$15,000 to $24,999

11.2%

10.7%

12.9%

9.8%

$25,000 to $49,999

29.6%

29.1%

31.5%

26.7%

$50,000 to $74,999

22.6%

23.4%

20.2%

21.5%

$75,000 to $99,999

12.9%

13.1%

11.0%

13.9%

$100,000 or more

12.2%

11.9%

10.8%

17.3%

Median Household Income

$47,839

$48,543

$42,972

$53,041

Per Capita Income

$22,284

$21,901

$22,267

$26,500

Minnesota

Household Income

Source: U.S. Census, Claritas 2004 estimates

Observation: The better-off market is outside the St. Cloud region but there is a
sizeable market of middle-income households and students living nearby.
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The commercial implications of the demographic analysis include the following:
• A fast growing population; higher than most other comparable communities
presents commercial growth opportunities.
• There are strong population segments of students and young families.
• There is a growing teen and middle age population, which creates an opportunity to
market to teenagers with disposable incomes and middle-aged household members.
Most middle-aged residents have already purchased major big-ticket items, such as a
sofa, and are looking to replace some of their major purchase items.
• There is a small senior population growth.
• There is a small but growing ethnic population.
• There are stable middle-income households.
• There is a sizeable working population in St. Cloud and within the Trade Areas to
market goods and services.
2.4

Expenditure Analysis

The annual estimates of consumer spending by major category for the delineated trade
areas are derived from the combination of (a) an analysis of income characteristics, and
(b) an analysis of U.S. Census Consumer Expenditure Data.
The amount of consumer spending is a function of many influencing factors such as
income, family size, and age. Of all the influencing factors, income is the most important
because the more money people make, the more able and likely they are to spend. While
the relationship between income and expenditures is strong, it is not a direct
proportional relationship. As income rises (in real terms), a greater share of the income
is spent on services, vacations, investments, and other non-consumable items.
The table on the following page provides a breakdown of major spending categories and
sub-categories. Annual expenditure per household for the Primary Trade Area and the
United States is shown in this table.
Households in the Downtown’s Primary Trade Area spend less of their budgets on:
Proportionately Less
•
•
•
•

Apparel and accessories
General merchandise
Drug and proprietary
medicine stores
Home appliance, radio,
and TV stores

Average
•
•
•
•

Furniture and home
furnishings
Department stores
Food stores
Automotive dealers

Proportionately Greater
• Eating and drinking
• Gasoline service stations
• Hardware, lumber, and
garden stores

Source: U.S. Census, Claritas
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Annual Consumption Expenditure Per Household — Selected Commodities
St. Cloud
St. Cloud Total

Expenditure Per

U.S. Expenditure

Expenditure

Household

Per Household

$2,974,311,716

$54,593

N/A

Apparel and Accessories Stores

$30,208,981

$554

$1,255

Furniture and Home Furnishings Stores

$42,239,994

$775

$829

Home Appliance, Radio, and TV Stores

$33,456,956

$614

$765

General Merchandise

$153,517,275

$2,817

$3,939

Department Stores

$98,586,983

$1,809

$1,802

$279,246,754

$5,126

$2,673

$258,987,774

$4,754

$4,207

$54,819,560

$1,006

$1,357

Automotive Dealers

$454,328,457

$8,339

$7,482

Gasoline Service Stations

$143,421,999

$2,633

$2,178

$14,764,468

$271

N/A

$192,197,404

$3,528

$2,968

Total Commercial Sales
Commercial Merchandise

Hardware, Lumber, and Garden Stores
Convenience Goods and Services
Food Stores
Drug and Proprietary Stores
Automotive

Automotive and Home Supply Stores
Eating and Drinking
Eating and Drinking Places
Source: U.S. Census, Claritas 2004 estimates
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2.5

Other Target Markets

Downtown St. Cloud attracts other key target market audiences, including St. Cloud
employees.
The following is a list of the largest public and private sector employers in St. Cloud:
Name

Number of Employees

Centra Care Health Systems/St. Cloud Hospital

3,152

State of Minnesota

2,055

Electrolux Home Products

1,734

School District #742

977

Veterans Administration

786

Bankers Systems

735

Stearns County

677

Antioch Company/Creative Memories

528

New Flyer USA Inc

485

Merrill Corporation

481

Businesses in the St. Cloud area are constantly expanding and new businesses are taking
root. It is estimated that there are approximately 5,000 workers in Downtown St. Cloud.
The unemployment rate is one of the lowest in the country in St. Cloud and Minnesota.
City, State

Unemployment Rate September 2004

St. Cloud, MN

3.8%

United States

5.1%

Minneapolis/St. Paul, MN

4.5%

Minnesota

4.4%

Duluth-Superior, MN

4.2%

Wisconsin

4.1%

Green Bay, WS

3.8%

Eau Claire, WS

3.6%

Rochester, MN

3.6%

La Crosse, WS

3.0%

South Dakota

2.8%

Sioux Falls, SD

2.7%

North Dakota

2.6%

Fargo, ND

2.0%

Source: Bureau of Labor Statistics, Seasonally Adjusted, September 2004
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Unemployment Rates
6%
5%
4%
3%
2%
1%
0%
2000

2001
Minnesota

2002

2003

2004

St. Cloud

Source: Bureau of Labor Statistics, 2000 to 2004

Observation: While St. Cloud does serve a commuter function for
Minneapolis/St. Paul region, there is a diverse mix of businesses varying from
high-tech to manufacturing and semi-skilled trades. The Downtown St. Cloud
market has a healthy supply of Internet based businesses.
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3.0

Real Estate Profile

In order to develop a full picture of the commercial environment in Downtown St.
Cloud, a series of key person interviews were conducted. In addition, a commercial
audit was included to help uncover key strengths and weaknesses.
An audit of the existing commercial businesses on Downtown St. Cloud and East Side
was conducted during July 2004, to completely understand the current commercial
situation in both areas. The areas studied are depicted on the maps on the following
pages and are comprised of all commercial uses and other ground-level land uses (such
as office buildings). Commercial businesses that are easily accessible from the street
were also included with the exception of large office buildings. Entertainment, social
and cultural institutions, police stations, offices, and government buildings were noted
for their number only and not their floor area.
In completing this inventory, the strengths and weaknesses of Downtown St. Cloud’s
and East Side’s business mix were identified. The following are the salient findings
based on the commercial audit:

3.1
•
•
•

•
•

•
•
•

Downtown St. Cloud

There are 166 commercial businesses in Downtown St. Cloud.
The total commercial square footage is approximately 659,950.
There are 11 vacant properties totaling 28,700 square feet of space. A further eight
properties are vacant but are more suited to office/industrial development. This also
includes the vacant Miller Auto Sales site and the Federal Building.
The vacancy rate is relatively low (4.3%).
Due to the presence of Herberger’s, the commercial merchandise category is
significantly large. The total square footage is greater than 220,000 square feet or
approximately 34% of the total square footage. Home and leisure categories are
particularly strong.
Eating and drinking is another important category. There is almost 110,000 square
feet of eating and drinking square footage or 17% of the total square footage.
Combined with the arts and entertainment venues, Downtown St. Cloud offers a
good range of leisure goods and services and eating and drinking establishments.
Ground floor professional services include doctors, lawyers, and other offices
located on the ground floor in prime commercial areas. There are a further 31
ground floor professional service firms.
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•
•

Apparel and convenience goods and services are relatively weak.
Some commercial businesses are considering leaving, including Coborn’s grocery
store, and the possible Civic Center expansion could force the relocation or closure of
M&H Appliances and Erbert’s and Gerbert’s.

There are numerous attractions in Downtown including:
• Paramount Theatre,
• Pioneer Place,
• Black Box Theatre,
• St. Mary’s Music School,
• the Civic Center, and
• festivals and events such as 5th After 5.

3.2
•
•
•
•
•
•

•
•

•
•
•

East Side

There are 84 commercial businesses in the East Side primarily along East St. Germain
Street and Lincoln Avenue.
Total square footage is 434,800 square feet, of which approximately 151,000 square
feet is found along East St. Germain Street.
There are five vacant properties representing 2% of total square footage.
Target and ShopKo account for 50% of the total square footage, and including Cub
Foods boosts the total to 57% or 250,000 square feet.
Along Lincoln Avenue, there are a number of automotive related businesses
accounting for 6% of the total square footage.
Ground floor professional office space accounts for 9% of the total square footage.
The new office development at East St. Germain Street and Wilson Avenue accounts
for most of these businesses.
Neighborhood related convenience goods and services, such as beauty salons,
financial institutions, and hardware stores, account for most of the remainder space.
There are some destination stores that service consumers and that are more businessto-business related (e.g., East Side Glass, Simonson Lumber, etc.). These businesses
account for 23% of the total square footage.
Country Hearth Bakery, Donlin Construction, and the scrap yards are major
institutions in the East Side.
Donlin Construction, Dutch Maid Bakery, East Side Glass, and Salvation Army are
leaving the East Side.
Commercial businesses along East St. Germain account for most of the stores (69 of
the total 84), but only 151,000 square feet of space.
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Number
RETAIL MERCHANDISE
Apparel and Accessories
Apparel
Shoe Store
Jewellery
Total
Home
Electronics and Appliances
Home Furnishings
Home Improvement
Total
Leisure
Antiques
Art Gallery
Book Store, Cards, Comics
Framing
Hobby
Music
Pet Supply
Photography
Specialty Store
Sporting Goods
Toys
Total
Other General Merchandise
Department Store
Optical
Florist
Other General Merchandise
Total

Number of Businesses
% of Total

Square Footage
Total

% of Total

3
0
3
6

1.8%
0.0%
1.8%
3.6%

5,000
0
3,300
8,300

0.8%
0.0%
0.5%
1.3%

2
3
1
6

1.2%
1.8%
0.6%
3.6%

7,000
17,000
50,000
74,000

1.1%
2.6%
7.6%
11.2%

2
5
5
0
0
2
0
0
3
3
0
20

1.2%
3.0%
3.0%
0.0%
0.0%
1.2%
0.0%
0.0%
1.8%
1.8%
0.0%
12.0%

2,200
10,500
13,000
0
0
4,000
0
0
3,200
7,700
0
40,600

0.3%
1.6%
2.0%
0.0%
0.0%
0.6%
0.0%
0.0%
0.5%
1.2%
0.0%
6.2%

1
4
1
2
8

0.6%
2.4%
0.6%
1.2%
4.8%

90,000
4,600
2,500
3,000
100,100

13.6%
0.7%
0.4%
0.5%
15.2%

40

24.1%

223,000

33.8%

1
0
1
3
5

0.6%
0.0%
0.6%
1.8%
3.0%

2,000
0
15,000
4,900
21,900

0.3%
0.0%
2.3%
0.7%
3.3%

EATING AND DRINKING
Café
Fast Food
Restaurant
Bar
Total

11
4
12
9
36

6.6%
2.4%
7.2%
5.4%
21.7%

16,000
5,600
39,400
48,700
109,700

2.4%
0.8%
6.0%
7.4%
16.6%

SERVICES
Personal Services
Beauty
Other Services
Total Personal Services
Financial Services
Ground Floor Professional Services
TOTAL SERVICES

7
11
18
7
31
56

4.2%
6.6%
10.8%
4.2%
18.7%
33.7%

9,400
31,400
40,800
14,500
112,800
168,100

1.4%
4.8%
6.2%
2.2%
17.1%
25.5%

4
1
5

2.4%
0.6%
3.0%

6,000
2,000
19,400

0.9%
0.3%
2.9%

147

88.6%

550,100

83.4%

11
8

6.6%
4.8%

28,700
81,150

4.3%
12.3%

166

100.0%

659,950

100.0%

TOTAL RETAIL MERCHANDISE
CONVENIENCE – FOOD AND DRUG
Convenience Store
Drug Store
Grocery
Specialty Food
Total

OTHER RETAIL
Automotive
Business to Business
Recreation
TOTAL OCCUPIED COMMERCIAL
VACANT COMMERCIAL
OTHER VACANT - OFFICE, ETC.
TOTAL COMMERCIAL
OTHER BUILDINGS
City/State Government
School
Social Services
Arts and Entertainment
Accommodation
Religious
Office, Commercial, Industry
Medical Offices
TOTAL OTHER BUILDINGS
TOTAL BUSINESSES
Source: UMC, July 2004

11
2
6
4
3
1
31
3
61
227

EAST SIDE ST. CLOUD COMMERCIAL AUDIT

Number
RETAIL MERCHANDISE
Apparel and Accessories
Apparel
Shoe Store
Jewellery
Total
Home
Electronics and Appliances
Home Furnishings
Home Improvement
Total
Leisure
Antiques
Art Gallery
Book Store, Cards, Comics
Framing
Hobby
Music
Pet Supply
Photography
Specialty Store
Sporting Goods
Toys
Total
Other General Merchandise
Department Store
Optical
Florist
Other General Merchandise
Total

Number of Businesses
% of Total

Square Footage
Total

% of Total

0
0
0
0

0.0%
0.0%
0.0%
0.0%

0
0
0
0

0.0%
0.0%
0.0%
0.0%

2
0
1
3

2.4%
0.0%
1.2%
3.6%

2,800
0
8,000
10,800

0.6%
0.0%
1.8%
2.5%

1
0
0
0
0
1
0
0
1
1
0
4

1.2%
0.0%
0.0%
0.0%
0.0%
1.2%
0.0%
0.0%
1.2%
1.2%
0.0%
4.8%

800
0
0
0
0
7,000
0
0
800
2,000
0
10,600

0.2%
0.0%
0.0%
0.0%
0.0%
1.6%
0.0%
0.0%
0.2%
0.5%
0.0%
2.4%

2
0
1
5
8

2.4%
0.0%
1.2%
6.0%
9.5%

220,000
0
800
10,000
230,800

50.7%
0.0%
0.2%
2.3%
53.1%

15

17.9%

252,200

58.1%

CONVENIENCE – FOOD AND DRUG
Convenience Store
Drug Store
Grocery
Specialty Food
Total

1
0
1
4
6

1.2%
0.0%
1.2%
4.8%
7.1%

3,000
0
30,000
8,800
41,800

0.7%
0.0%
6.9%
2.0%
9.6%

EATING AND DRINKING
Café
Fast Food
Restaurant
Bar
Total

1
5
1
1
8

1.2%
6.0%
1.2%
1.2%
9.5%

800
8,500
3,500
1,500
14,300

0.2%
2.0%
0.8%
0.3%
3.3%

SERVICES
Personal Services
Beauty
Other Services
Total Personal Services
Financial Services
Ground Floor Professional Services
TOTAL SERVICES

5
3
8
2
25
35

6.0%
3.6%
9.5%
2.4%
29.8%
41.7%

4,500
4,200
8,700
7,400
39,500
55,600

1.0%
1.0%
2.0%
1.7%
9.1%
12.8%

OTHER RETAIL
Automotive
Business to Business
Recreation

11
5
0

13.1%
6.0%
0.0%

26,800
34,800
0

6.2%
8.0%
0.0%

TOTAL OCCUPIED COMMERCIAL

80

95.2%

425,500

98.0%

4

4.8%

8,800

2.0%

TOTAL COMMERCIAL

84

100.0%

434,300

100.0%

OTHER BUILDINGS
Industry
Social Services
Arts and Entertainment
Accommodation
Office, Commercial
TOTAL OTHER BUILDINGS

4
8
0
1
5
18

TOTAL RETAIL MERCHANDISE

VACANT COMMERCIAL

TOTAL BUSINESSES
Source: UMC, July 2004

102

EAST GERMAIN ST, ST. CLOUD COMMERCIAL AUDIT

Number
RETAIL MERCHANDISE
Apparel and Accessories
Apparel
Shoe Store
Jewellery
Total
Home
Electronics and Appliances
Home Furnishings
Home Improvement
Total
Leisure
Antiques
Art Gallery
Book Store, Cards, Comics
Framing
Hobby
Music
Pet Supply
Photography
Specialty Store
Sporting Goods
Toys
Total
Other General Merchandise
Department Store
Optical
Florist
Other General Merchandise
Total

Number of Businesses
% of Total

Square Footage
Total

% of Total

0
0
0
0

0.0%
0.0%
0.0%
0.0%

0
0
0
0

0.0%
0.0%
0.0%
0.0%

1
0
1
2

1.4%
0.0%
1.4%
2.9%

800
0
8,000
8,800

0.5%
0.0%
5.3%
5.8%

1
0
0
0
0
1
0
0
1
0
0
3

1.4%
0.0%
0.0%
0.0%
0.0%
1.4%
0.0%
0.0%
1.4%
0.0%
0.0%
4.3%

800
0
0
0
0
7,000
0
0
800
0
0
8,600

0.5%
0.0%
0.0%
0.0%
0.0%
4.6%
0.0%
0.0%
0.5%
0.0%
0.0%
5.7%

0
0
1
5
6

0.0%
0.0%
1.4%
7.2%
8.7%

0
0
800
10,000
10,800

0.0%
0.0%
0.5%
6.6%
7.2%

11

15.9%

28,200

18.7%

CONVENIENCE – FOOD AND DRUG
Convenience Store
Drug Store
Grocery
Specialty Food
Total

1
0
0
3
4

1.4%
0.0%
0.0%
4.3%
5.8%

3,000
0
0
5,800
8,800

2.0%
0.0%
0.0%
3.8%
5.8%

EATING AND DRINKING
Café
Fast Food
Restaurant
Bar
Total

1
3
1
1
6

1.4%
4.3%
1.4%
1.4%
8.7%

800
3,800
3,500
1,500
9,600

0.5%
2.5%
2.3%
1.0%
6.4%

4
2
6
2
25
33

5.8%
2.9%
8.7%
2.9%
36.2%
47.8%

3,500
1,600
5,100
7,400
39,500
52,000

2.3%
1.1%
3.4%
4.9%
26.2%
34.4%

6
5
0

8.7%
7.2%
0.0%

8,800
34,800
0

5.8%
23.0%
0.0%

65

94.2%

142,200

94.2%

4

5.8%

8,800

5.8%

TOTAL COMMERCIAL

69

100.0%

151,000

100.0%

OTHER BUILDINGS
Industry
Social Services
Arts and Entertainment
Accommodation
Office, Commercial
TOTAL OTHER BUILDINGS

2
6
0
0
4
12

TOTAL BUSINESSES

81

TOTAL RETAIL MERCHANDISE

SERVICES
Personal Services
Beauty
Other Services
Total Personal Services
Financial Services
Ground Floor Professional Service
TOTAL SERVICES
OTHER RETAIL
Automotive
Business to Business
Recreation
TOTAL OCCUPIED COMMERCIAL
VACANT COMMERCIAL

Source: UMC, July 2004

Strategic Action Plan for Downtown St. Cloud

3.3

Profile of Real Estate Uses

Color-coding the different commercial operations in Downtown St. Cloud and East Side
assists in understanding each area’s strengths and weaknesses.
In Downtown St. Cloud, the majority of commercial operations are located along St.
Germain Street with additional strength along 5th Avenue and 7th Avenue. Commercial
is continuous along St. Germain Street, but there are some interruptions due to office
buildings, professional services, and social services. The previous pedestrian mall
contains a number of historic structures; some of which have been redeveloped but
many others are in need of work.
Commercial is clustered near Herberger’s and along 7th Avenue. 5th Avenue remains the
focus of eating and drinking primarily geared to students and young adults. 5th Avenue
has a very contemporary focus, which blends in well with the historic structures. West
of 10th Avenue, the pedestrian structure of the street stops and the area is dominated by
larger format businesses. Anchors for Downtown include Herberger’s in the center,
Paramount Theater on the west side, and the Convention Center on the east side.
East Side commercial operations are centered on East St. Germain and Lincoln Avenue.
East St. Germain Street has a more pedestrian nature to the area but there are few
pedestrians on the street. The street is interrupted with Country Hearth Bakery and
Donlin Construction (to be vacant in the near future). Target, ShopKo, and Cub Foods as
well as automotive and fast food stores dominate Lincoln Avenue.
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Strategic Action Plan for Downtown St. Cloud

4.0

Strengths, Weaknesses, Opportunities, and Threats

4.1

Strengths

Key strengths of Downtown St. Cloud include the following:
• Atmosphere
• The historic character of the area attracts visitors from beyond the trade area as
well as providing a sense of pride for the local residents in the Primary Trade
Area (including national historic district buildings and Stearns County
Courthouse).
• The natural setting on the Mississippi River provides scenic beauty in the area.
• Downtown St. Cloud has a comfortable feel that is warm, personable, and safe
for most of those who use the area.
• Attractive Demographics
• There is a sizeable and growing population of medium income households. St.
Cloud is a sought after place to live.
• It contains households that spend a higher proportion of their budget on eating
and drinking, furniture, home furnishings, department stores, food stores, and
hardware, lumber and garden stores.
• There is a sizeable student population with disposable income to spend on
leisure products and services as well as eating and drinking businesses.
• Economy
• Not solely a commuter town but includes large employment places.
• Some well run eating and drinking establishments along with destination
commercial businesses.
• There is a strong banking and personal/professional services center.
• Downtown St. Cloud offers low rents.
• There is a low vacancy rate in Downtown.
• Downtown commercial seems to have a strong regional pull from 15 miles in
radius.
• Civic and Cultural Ventures
• Downtown St. Cloud has a number of key cultural and social institutions nearby
including the Paramount Theatre, Black Box Theatre, Pioneer Place, and Civic
Center.
• There is an expansion plan for the Civic Center6, relocation and expansion of the
library, and development of Center Square III and parking ramp.

6

Note: that the expansion for the Civic Center is still in the planning stages as funding has not

been secured at this date
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•

Marketing
• Committed Downtown manager stands ready to take marketing program
forward towards successful implementation.
• There have been some small attempts at branding Downtown in the past.
• Marketing newsletter is well read and has good distribution.
• Downtown Trolley is successful marketing tool but runs only in summer.
• Strong Downtown events calendar includes noon concerts,
Wings/Wheels/Water, 5th Avenue After Five, Herberger’s sales, etc.
• Cooperative advertising programs in the visitor’s guide and on cable TV are
accepted by merchants and appear to be fully supported.
• St. Cloud is the center of Central Minnesota, a key marketing strength.
• Strong repeat visitor clientele and over 375-450 Convention Center events each
year.

4.2

Weaknesses

There are many issues that make redevelopment in Downtown St. Cloud challenging.
These include the following:
• Commercial Mix
• There is a lack of convenience commercial in Downtown St. Cloud.
• Attention is required to building a better business environment and actively
marketing each business to the target markets.
• Physical Issues
• Some buildings are in need of repair in order to maintain the quality image of the
Downtown.
• There is a lack of directional signage.
• The Riverfront is underutilized and had little visibility in Downtown.
• Transportation and Access
• There is an over emphasis on transportation issues over pedestrian and on-street
parking issues especially given the limited number of crossings of the Mississippi
River
• Downtown is not visible from the major Interstate and is hard to find.
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•

•

Marketing
• Prior efforts to establish branding initiative were not supported and under
funded.
• Marketing budget is nearly non-existent.
• There are no programs in place to convert trolley riders (Garden visitors) to
shoppers/eaters in Downtown.
• There is a lack of coordinated merchant/commercial leadership teams.
• Very little effort put towards marketing to SCSU student body yet they are major
contributors to Downtown food/beverage sales.
• City seems to be unsupportive (in action) of Downtown marketing in Civic
Center.
• There is no visibility for Downtown in the Civic Center or through hotels despite
busy conference/event schedules (Note: this is not due to unwillingness on the
parties to market Downtown at these places.)
• St. Cloud seems to lack a central gathering spot for major town announcements,
happenings, and events.
Other
• There have been very few efforts to develop upscale Downtown residential units.
• Place of Hope and St. Germain Towers diminish efforts to rebuild/rebrand
Downtown.
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4.3

Opportunities

Opportunities for Downtown St. Cloud include the following points:
• Commercial Development
• Continued commercial development is attracting better commercial businesses
(e.g., Center Square III).
• There is a growing population to shop in Downtown St. Cloud.
• Lady Slipper parking lot presents an opportunity to fill in with commercial
development.
• Daytime worker population is over 5,000 and they are seen and felt in
stores/restaurants.
• One-mile radius population is over 12,000.
• One survey indicated Downtown shoppers in December exceeded 43,000.
• Commercial leasing rates are low.
• Tax incentives (TIFs, historic tax credits), façade improvement programs, and
other development assistance programs provide impetus to redevelop
properties.
• The area’s historic character, the arts and entertainment functions, the eating and
drinking operations, and destination commercial businesses are conducive to
creating a unique lifestyle area (urban village).
• Leisure and home oriented commercial businesses could be expanded as a
destination cluster.
• Linkages
• There are continued opportunities to cross-promote (St. Cloud State University,
trolley riders, Civic Center attendees).
• There is a possibility of linking Downtown with other areas including the
Mississippi River and St. Cloud State University.
• Marketing
• No collateral package exists to tell the story of opening a business Downtown.
• Visitor and tourism is group/event dominant thereby providing a central
opportunity for conference attendee communications.
• Making it easier to find Downtown from all points, especially the Interstate,
could significantly impact Downtown development.
• Implementation of even the most basic of marketing tactics will make a big
difference for St. Cloud.
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4.4

Threats

Reported and observed threats for Downtown St. Cloud include the following:
• The continued development in west end; the highways could be developed into a
series of big box and commercial developments that are highway-commercial in
nature. Downtown St. Cloud cannot compete with this development.
• Duluth is a powerful competitor for the visitor business and this may impact St.
Cloud’s ability to lure conferences/events in future.
• Perception that the local print media is not supportive of positive Downtown
messages.
• Lack of Downtown marketing could continue erosion of commercial offerings.
• Herberger’s is major support and draw for Downtown commercial but single store
Downtown operations are few in the U.S. and a change in ownership could change
the future.
• Crossroads Mall is a good regional center and will continue to compete with
Downtown through coordinated marketing activity. The Mall could usurp
Downtown as the “town center” of the region.
• These is a general consensus that strict City code enforcement and delays in
permitting process makes redevelopment of Downtown’s historic properties
uneconomic.
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5.0

Downtown Action Plan

5.1

Downtown St. Cloud Realities and Niche

The action plan is structured to help Downtown St. Cloud move up to the next level and
improve upon existing conditions. However, a number of commercial realities that
Downtown St. Cloud must face include the following:
• Downtown St. Cloud’s ability to grow and capture most convenience commercial is
limited due to the low levels of pedestrian traffic.
• Currently, only destination type commercial businesses are doing well and will
survive in the near-term because of the low pedestrian traffic.
• From a merchandising standpoint, destination commercial businesses must be good
in order to survive; mediocre commercial businesses will not last. Downtown St.
Cloud has ample mediocre commercial businesses.
• Rents are low enough to make it less risky to start up a new venture, but make
development difficult.
• Downtown St. Cloud commercial cannot be typical. There is too much suburban
competition for comparison-shopping goods such as apparel and electronics.
• The demand for office space in Downtown has been affected by the image of
Downtown as much as economic factors (low growth in office sector nationally).
Downtown must be perceived to be the place where things are happening.
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Niche
Downtown is the place to be for an exciting, diverse, and sophisticated experience based
on living, working, and shopping. Downtown will reach out to market niche segments.:
- Culture
- Entertainment
Unique regional urban experience
- Home and arts
- College and university
The focus must be on growing the demand side on a short, mid, and long-term basis:
• Need intense, better income residential in and adjoining Downtown.
• Have commercial concepts that will draw shoppers.
• Improved marketing communications
• The issue of street people must be addressed
• Be prepared to offer rental deals to entice tenants to Downtown St. Cloud.

Note: While low rents are a detriment for landlords and investors, they can be a
short-term blessing for commercial businesses and incubator situations – given
the right location and commercial business.
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5.2

Target Markets

The following target markets are presented for the first 18 months of St. Cloud
Downtown’s commercial marketing and branding.
Downtown Workers and Intown Residents within Five Miles
(Assumes executing the same strategies and tactics for both)
• Closest and highest impact market
• Small group but marketable
• Inexpensive to reach and highly targeted
• Biggest return for the investment
St. Cloud State University Students
• Large campus
• Easy to reach at low cost
• Spend larger share of income
• Have direct needs and wants
• Big share of entertainment market
• University Student Affairs offices typically eager to help/support
• Estimated spend potential is $37 million
Visitors and Convention Attendees
• Active calendar and strong market opportunity
• Hotels willing to work with Downtown and support marketing
• “Blank canvas” inside Civic Center presents many opportunities
• Repeat clientele
• Highly targeted and easy to reach
• Includes regional visitors, especially those to the north, east, and west of St. Cloud
(avoid MSP market)
Commercial Brokers
• Must tell the story to make the deals
• Need collaterals and selling pieces
• Can be motivated with incentives
• Much of marketing centers around communications and education
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Downtown Commercial and Restaurant Community
• Must be coordinated into a focused team
• Leadership is required
• Need to lead the charge for funding
• Key to implementation of programs
• Participation is critical to success (what is a coupon book without coupons?)

5.3

Organizing for Success

Strategy Goal: Build upon the existing effective organization to help lead the charge of
Downtown revitalization.
What is required is organizational strength to ensure the positive situation developed
from the Comprehensive Plan is maintained and new housing, marketing, leasing,
recruitment, and development opportunities come to fruition. The Downtown Council
must challenge not only the public sector but also the private sector (commercial
businesses, developers, property owners) to improve their operations. Within the
Downtown Council, organization is a very capable executive director and support staff.
If new initiatives are to be successful, additional time and skill must be focused on
advocating, coordinating, and facilitating private and public sector resources for
maximum effect.
A dedicated, financially capable, and highly organized team with partnerships (e.g.,
Paramount Arts, property owners, merchants, developers, city departments and
agencies, Convention Center, universities, employers, etc.) will be essential to
successfully implement the action items. A well-thought out organizational strategy is
key to long-term success. Without a financially secure organization in place, the
coordination of Downtown revitalization and the goals and objectives as laid out in the
Comprehensive Plan will not move forward successfully.
The organization that is best equipped to take on this role will be the Downtown
Council funded through a Municipal Service District (MSD) organization. However, the
MSD process may take eighteen to twenty-four months before it is “up and running7”.

7

Note: Downtown Duluth (Greater Downtown Council) has spent more than 24 months on their BID

process. Minnesota State law requires 25% of tax capacity and 25% of land capacity support the BID petition.
GDC was able to obtain 60% tax capacity and 60% land capacity. Although, this was a longer process, it was
felt that it was necessary and will prove more expedient in the long term as it will be harder for an
opposition team to launch an objection campaign.
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During this time, the current Downtown Council along with assistance from the City of
St. Cloud and the HRA will provide the needed leadership and organizational
capabilities to carry forward with the management of Downtown.
The key selling points of the MSD are:
• Provide guaranteed and ongoing source of funding
• Frees up the executive director’s time from fundraising activities so that the person
can concentrate on substantive issues
• Ensures that all who benefit will pay equally
Organizational Characteristics, Structure, and Resources
• The MSD could be just like the Downtown Council including most players which
will result in more of a conversion than a new organization
• The new organization must have competent, energetic, and creative staff. Leading
the revitalization of a Downtown is not a nine-to-five job. Furthermore, in a small
organization, staff must possess both general organizational skills and a certain level
of technical skill and knowledge.
• The new organization must have the capacity to do things. Acting as an advocate for
Downtown is very important, but not sufficient to accomplish the tasks at hand. At
the same time, it should be recognized that the Downtown Council probably will not
have sufficient resources to accomplish everything it sets out to do. It will have to
establish partnerships and alliances with other organizations, both public and
private, to leverage its resources.
•

The Downtown Council’s primary responsibility is to improve the Downtown
business climate through a combination of management, maintenance, and
marketing. The Downtown Council must include being:
-

Advocate – As stated, being an advocate for Downtown businesses is important
but it is only part of the roles and responsibilities. The Downtown Council must
ensure that Downtown interests are represented and advanced in policy and
resource allocation decisions at the local and regional levels. The organizational
plan provides recommendations for improving communication with the
objective of better informing, engaging, and mobilizing the Downtown
community interests.

-

Marketer – Downtown Council needs to further solidify its role as Downtown’s
primary marketer, aiming to draw consumer markets to drive sales and
visitation and attract investor markets to create new businesses, jobs, and
investment.
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-

Facilitator – Downtown Council can play a stronger role as facilitator or “deal
maker” to encourage new types of marketable real estate investment. A more
aggressive position on the real estate delivery system (e.g., ease of using local,
state, federal incentive programs, historic building rehabilitation code changes,
one-stop shopping at the City level for building permits, etc.).

Communication
Communications programs are intended to better inform and educate Downtown
stakeholders on issues, challenges, and opportunities affecting Downtown. While
Downtown Council does participate in these different communication mediums, the
lack of budget means that they are not carried through on a consistent basis. To fulfill
the Downtown Council’s role as a Downtown advocate, promoter, and facilitator of new
investment, the following program initiatives are recommended:
● Bi-weekly fax or e-mail: increasing the frequency of the communication will provide
timely updates on Downtown issues and activities. The fax/e-mail is targeted to the
primary Downtown Council constituencies, members, and MSD ratepayers.
● Website: an improved Downtown Council Website is recommended to build
internal communications and external marketing.
● Quarterly newsletter: a quarterly newsletter is recommended to achieve several
communication goals, including providing in-depth information on pertinent
activities and improvements, plus provide a visually stimulating medium to market
Downtown and the Downtown Council. Newsletters would have a broader
distribution beyond members and ratepayers to include all Downtown property
owners, civic officials, and decision makers.
● Downtown map and directory: maps and directories can fulfill several objectives
including providing an inventory of Downtown businesses, promoting the diversity
of Downtown, providing a useful resource to employees and visitors, and offering a
direct visible benefit to members and ratepayers. Advertising could also be sought
for the directory to defray costs. It is important that the directory be directly
applicable to select target markets such as valuable visitors, worthwhile workers,
and convenient conventioneers. Restaurants should be listed directly across from the
map making them easy to locate. These can be online and/or hardcopy.
● Bi-annual community updates: the Downtown Council should provide bi-annual
update meetings in a town hall format to showcase Downtown improvements,
challenges, and opportunities.
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●
●

Quarterly issue forums: quarterly forums can feature speakers on a variety of issues
ranging from updates on projects to panels on regional development issues.
Member and ratepayer surveys: Annual surveys should be undertaken of members
and ratepayers to track overall satisfaction with Downtown Council programs plus
general Downtown perceptions to establish benchmarks and monitor progress.

The new organization will contain the following elements:
•

Board of Directors: two-year staggered terms, limited to, or strong preference for,
key decision-makers (CEO, president, business owner). Links with other
organizations through shared board members (no staff from other organizations on
board) and the Mayor may be added ex-officio.

•

Staff: Minimum of two staff members: president, and marketing coordinator (fulltime or part-time). The president or executive director and marketing coordinator
should possess a variety of complementary skills, including board and staff
management, marketing and promotion, real estate and business development, and
Downtown (events, maintenance, security) management.

•

Funding: An initial budget of over $400,000, composed of a MSD special assessment
for operational programs complemented by challenge grants from the City and
foundations, and continued, but smaller, membership dues. Additional funds for
capital expenditures will come from other sources. It is important to note that the
individual businesses cannot fund this initiative solely by their own efforts, but
require additional outside assistance.

Comparable Markets
An examination of Downtown management organizations in comparable communities
provides a context for evaluating Downtown St. Cloud’s organizational needs

Duluth, Minnesota – Population 85,734
As stated, the Greater Downtown Council launched a MSD campaign in the last two
years. The current membership dues and City funding are projected to decrease as the
MSD revenues increase but will not be eliminated. The MSD is expected to bring in
$500,000 to $550,000 annually. The current staffing levels include the president and a
part-time assistant. They will hire a marketing coordinator for 30 hours per week. There
are TIF funds, but they will be running out in a couple years. Currently, it is felt that no
new TIFs will be created.
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Sioux Falls, South Dakota – Population 133,834
Main Street Sioux Falls is a non-profit corporation that includes revenue sources from a
BID ($100,000), City funding ($155,000), and membership ($50,000) for a total budget of
over $300,000. In addition, the special events are either break-even or money making
due to sponsorship. Staff include an executive director as well as other full-time and
part-time staff (development director, communications coordinator, office coordinator,
summer events coordinator). Major assistance offered by Main Street Sioux Falls
includes Downtown Economic Development Incentive Fund (revolving loan fund),
Design Assistance (design guidelines), public relations committee, and special events.
TIF projects have all been retired at present.

Green Bay, Wisconsin – Population 101,467
Downtown Green Bay is a BID organization composed of several committees including:
• Events and Promotions Committee
• Public Relations Committee
• Urban Design Committee
• Parking and Traffic Committee
• Economic Development Committee
The major incentive programs are a matching façade improvement program and a sign,
awning and lighting grant.

Cedar Rapids, Iowa – Population 122,542
Cedar Rapids Downtown District includes a special assessment district as part of its
operating budget. The special assessment district contributes $300,000 to annual costs. In
addition, membership dues contribute approximately $40,000 annually. The Downtown
District funds an executive director, marketing director, and two maintenance staff
persons. Downtown Cedar Rapids is moving forward from clean and safe to finding
funding to help develop programs for business retention and recruitment.
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Downtown Kalamazoo – 77,145
Downtown Kalamazoo Inc. is an umbrella organization that oversees three different
organizations with a total of four different but overlapping boards. However, the staff
for all organizations remains the same. The Downtown Development Authority is not
part of the City but an organization of Downtown Kalamazoo Inc. Money raised from a
two mill tax levy ($350,000) is used for operational expenses and Tax Increment
Financing is used for larger capital expenses. Downtown Tomorrow Inc. raises funds
through charity giving and foundations. Downtown Tomorrow Inc. will raise the funds
for capital improvements and the Downtown Development Authority provides the
maintenance and operational resources. DKA Charities is responsible for raising funds
and putting on special events and festivals.
MSD Development Process
Special assessment districts are not a new phenomenon in Minnesota. One of the first
modern assessment districts, and a precursor of business improvement districts, was the
Nicollet Mall district in Minneapolis. However, Minnesota has fallen behind many other
states in utilizing MSDs/BIDs in recent years. There are 44 BIDs in New York City alone.
California boasts nearly 100 BIDs throughout the state. Nearby, Wisconsin and Iowa
have benefited from BIDs established in the early to mid-1990s (e.g., The BID in Cedar
Rapids Downtown District has been in existence for 18 years).
BIDs represent a real improvement over previous funding methods for a number of
reasons, including:
• BIDs free up the executive director’s time from fundraising activities so that the
person can concentrate on substantive issues
• BIDs provide a stable, multi-year source of funding. Once BIDs are in place, timeconsuming annual fund drives become less important.
• BIDs require significant, demonstrated property-owner support when being
organized; this means that property owners are likely to maintain interest and
involvement over the long term.
• BIDs generally work hard to demonstrate and measure success and the services they
provide can often be clearly measured (in tons of trash collected, reductions in crime,
visitors assisted, etc.)
• BIDs provide a much more equitable funding approach; all property owners within
the district benefit, and all pay the assessment. Voluntary contribution approaches
are generally characterized by a few civic-minded firms making hefty contributions
and many others getting a free ride.
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It should be understood that BIDs are a funding mechanism, not a specific set of
programs, although many BIDs do focus on “clean and safe” services. The emphasis on
“clean and safe” probably originates because:
• Making a business district clean and safe is basic – property owners understand that
tenants, shoppers, other customers, and visitors are unlikely to rent space or visit the
district if it is (or is perceived to be) unsafe and filthy.
• Some of the best and most publicized BIDs have concentrated heavily on “clean and
safe” activities, particularly in the first few years.
• Many public officials strongly support augmenting city services that even they
acknowledge are not as frequent and effective as they would like them to be. With
both private and public support, it is easy to understand why BIDs have become so
popular so quickly.
Downtown St. Cloud’s and the Downtown Council’s current resources are insufficient to
meet the needs of Downtown and take advantage of opportunities that exist. Cities of
similar size with successful Downtowns typically have budgets of $400,000 and greater
annually.
Downtown St. Cloud should be viewed and managed as a whole, with increased
collaboration between various areas of influence. This may include East Side. However,
East Side should have a completely separate recruitment and marketing plan as it is very
distinct from Downtown.
It is UMC’s understanding that the Downtown Council and the City of St. Cloud need to
ask the state for an extension in the MSD formation deadline.
Similar to Downtown Duluth, while only 25% of the tax capacity and 25% of the land
capacity must agree to the MSD, Downtown Council should work towards stronger
support. This will save time in the long-term should an objection campaign be launched.
As a result, the process will likely take up to twenty-four months to complete.
A successful MSD campaign cannot be organized and implemented by current
Downtown Council staff without significantly diminishing Downtown Council’s
programming. The Downtown Council staff should be augmented during the campaign
with temporary staff, loaned executives, or through other means.
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Downtown Council should prepare a campaign based on an assessment level that will
generate approximately $300,000 to $400,000 annually. Given Minnesota tax laws, the
assessed value of Downtown property, and the comments made by Downtown property
owners regarding their willingness to support a MSD, this level of funding seems
realistic and achievable. Additional revenue from the City of St. Cloud and
memberships will augment the overall budget.
The budget presented above is obviously not as specific as the subsequent budgets
developed as the Downtown Council works through its MSD campaign; rather, it is
intended to illustrate the funding commitments that will be needed over the next three
years if the MSD is to succeed and the Downtown Council is to be maintained at a level
whereby current services are not eliminated or drastically cut.
Additionally, it is also recommended that Downtown property owners and businesses
and other Downtown Council supporters maintain their dues contributions for the next
two to three years; otherwise, programs are sure to falter, and it will appear to the public
as if the MSD effort is for naught.
Timetable
• Downtown Council approves report and recommendations, commits to budget and
MSD campaign funding
• Petition and operations plan completed
• Petition and operations plan approved, negotiations with City
• Petitions turned in to City
• City agreement secured; bridge funding in place. Non-MSD funding stream
identified
• Petition approved; non-MSD funding approved
• Council approval; MSD becomes legal entity
• MSD funds begin to flow.
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Hire a Marketing Coordinator
Apart from an executive director, The Downtown Council should hire an internal
marketing coordinator to work towards actively marketing Downtown. This person will
also oversee some other aspects related to working with property owners, developers,
and investors to help market Downtown for economic development. This person could
work part-time moving up to full-time. The qualities that this person should possess,
include being a mature, high energy individual who has a background in marketing and
commercial leasing. In addition, they should have enough presence that they are able to
meet with property owners, developers, leasing agents, and potential clients, as well as
handle referrals from City Hall and the HRA as well as other connections. Along with
senior management, he/she must also be able to see the larger strategic issues, as well as
effectively dealing with the day-to-day activities. Eventually, this person will become
part of the new MSD once it is up and running.
In addition to his/her key duties in marketing, he/she will organize the commercial
retention activities. The marketing coordinator will be able to provide tailored market
information, leasing, financing referrals, liaison service in code and development review
processes, and other extensive business support functions.
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Recommendations – Organization
Action Step
Begin MSD process as outlined in the process
section

Time
Frame
Immediate

Responsibility
Downtown Council, City,
HRA, and membership

Set up funding petition for MSD, develop
business plan laying out funding requirements8

Within 18
months

Downtown Council

Work towards establishing committees
including clean and safe, events and
promotions, public relations, economic
development roundtables, parking, and urban
design

Within 18
month

Downtown Council (work
with City, HRA, Small
Business Development
Center)

Transition Downtown Council board members
for the new MSD to ensure organization has a
broad range of experience (ensure members
with marketing, design, legal, and real estate
development experience; sometimes with overlapping skills)

Within 18
months

Downtown Council

Develop roles, responsibilities, and
organizational needs of supporting and
partnership groups for the implementation of
the plan

Short term

Downtown Council (work
with City, HRA, Small
Business Development
Center, the St. Cloud Area
Partnership, Paramount
Arts, SCSU, and other
interested groups)

Develop methods for increasing private/public
sector investment including corporations,
foundations, public sectors, and other private
sector bodies

Short to
medium
term

Downtown Council, City,
HRA

8

It is important that even if some properties may be exempt from taxes due to tax incentive

programs, that they still be assessed and pay monies towards the new MSD.
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5.4

Economic Development

Strategy Goal: encourage and facilitate private and public sector investment and
recruitment of commercial businesses in Downtown St. Cloud with an emphasis on
creating a unique regional urban experience for the Central Minnesota area based on
culture, entertainment, home and arts, and college and university.
It is important to approach commercial development in Downtown St. Cloud from a
business-plan model. Specific goals relating to clean and safe, occupancy rates, growth,
types of commercial businesses, marketing plans, special event programs, and real estate
development projects, etc. as defined in this report should be set at this step. Like any
marketed product, Downtown St. Cloud contains a number of unique and important
elements that are central to achieving the vision including a restaurant and
entertainment component; destination commercial businesses with a focus on leisure
activities and home furnishings; many local heritage reminders; and a young,
contemporary, and creative population base (including St. Cloud State University).
These unique elements are further accentuated by the physical advantages of
Downtown St. Cloud including its location on the Mississippi River and its growing
workforce and population base. Tying these elements together is a solid cultural base
providing the necessary roots for successful commercial development opportunities. At
the same time, while there are some very well-run businesses, there are many that are
average at best and need to be improved.
Downtown St. Cloud will not be bland and banal, but unique, interesting, and
entertaining. There is an opportunity for Downtown St. Cloud to be more contemporary
in the commercial business offerings but not too excessive. Downtown St. Cloud should
become a leader in commercial development by being the first in the region to offer new
products and services. There should be encouragement for unique commercial
businesses to consider Downtown St. Cloud first.
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The following table outlines the key aspects of Downtown St. Cloud’s vision, which are
essential towards building off these distinguishing attributes to create a sought-after
commercial environment.
Downtown will be:
•

Unique

•

Downtown will not be:
A clone, doing the same thing as
neighboring developments

•

A historically honest alternative to the
sameness of the suburban shopping
malls

•

A regional shopping center

•
•

Known for its specialty niche
A lifestyle-oriented commercial
destination center with a focus on
entertaining

•

A generalist (all things to all people)

•
•

The cultural center for the region
The location of choice for frequent
festivals, conventions, activities, events,
and programs

•
•

Sterile, only commercial
A secondary location choice for
commercial events, festivals, etc.

•

A place for socialization and
congregation
A place for all people reflecting the
diversity of the region (students, older
residents, tourists, office workers)

•

A place for only a few people

•

Easy to find and easy to move about
with ample parking in a pedestrian
friendly environment

•

A hassle to use

•

Busy night and day, weekday and
weekend, twelve months of the year

•
•

Only a daytime place
Active only in warm weather

•

A place where the business community
proactively works together for mutual
benefit and is involved

•

A place of isolated businesses going in
different directions

•

Clean and safe

•

An area that suffers from negative
images

•

A compact commercial environment
that is linked physically,
organizationally, and from a marketing
perspective

•

Dispersed

•
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Strategy
The strategy for Downtown St. Cloud will be to selectively increase the commercial
square footage and to analyze redevelopment opportunities. The focus of the
commercial strategy will be to preserve and grow the existing cluster of strong
commercial businesses and leveraging that strength to create improved, complementary
commercial uses. In this manner, commercial sales will not be cannibalized by new
developments and commercial will grow with increased demand.
St. Germain Street will be the principle commercial corridor with different commercial
nodes branching off it (e.g., 5th Avenue and 7th Avenue). In terms of importance,
Downtown St. Cloud should concentrate on the following areas:
1. Continue commercial development along St. Germain Street from 4th Avenue to 10th
Avenue.
2. Commercial development at the Lady Slipper Parking Lot. UMC understands that it
is important from a commercial retention strategy to provide ample parking spaces
for important businesses such as ING Direct. However, when Center Square III is
built and the adjacent parking ramp is added, the need for the Lady Slipper parking
lot will be diminished. This site will be better suited for commercial development for
a number of reasons:
• Adding a stronger commercial presence at the Lady Slipper parking lot will
increase the visibility of Downtown St. Cloud along Division Street/Trunk
Highway 23.
• Currently the commercial along 7th Avenue is single loaded (i.e., commercial is
on one side of the street). Double loaded commercial streets are stronger and
create the critical mass of commercial businesses needed to attract more people
to the area.
• While permanent, mixed-use development would be the ideal development
situation, in the interim, temporary or flex space commercial developments (e.g.,
maximum life span of five years, one story buildings) could be developed along
7th Avenue and 6th Avenue with parking in the middle.
3. With the relocation of the library to 12th Avenue, there is very little that can be done
to change the street structure of the area along St. Germain Street between 10th
Avenue and 12th Avenue. The bank and office building set backs cannot be altered.
However, through marketing and streetscape elements, library visitors should be
encouraged to stay Downtown.
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The retention and recruitment plan should work towards retaining certain key business
categories and expanding others. Commercial stores (not an exhaustive list and some
already exist in Downtown St. Cloud9) that support this strategy include the following:
Eating and Drinking
• Quality restaurants (white table cloth, ethnic such as Japanese, German, or other
specialty such as seafood, contemporary). Currently there are 12 restaurants;
however, this should be increased to twenty
• Contemporary cafés (quick lunches/café – salad, sandwich, coffee using fresh,
unique ingredients, eat-in or take away). The number of cafés and quick service
businesses should be increased from 15 to 20
• Contemporary drinking geared towards an adult crowd (jazz club)
• Book store/café
• Internet cafe
Home Furnishings
• Kitchen and gift
• Furniture
• Lighting
• Bedding and linen
• Bathroom fixtures
• Framing, art galleries
• Florists
• Garden and landscaping
• Floor covering (rugs, tile)
• Fabric
• Home improvement
• Home furnishings
• Imports (e.g., teak imports, Indonesian, etc.).

9

For businesses listed that already exist in Downtown St. Cloud, the focus should be on retention services
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Convenience Goods and Services
• Quality convenience stores
• Drug store (emphasis on health and well-being)
• Specialty food (butcher, cheese, bakery/café, e.g., Panera Bread). Currently there are
three of these types of businesses; this should be increased to approximately 10
businesses
• Quality liquor and wine shop
• Natural/health food/green grocer
• Specialty travel adventure (e.g., camping, hunting, wilderness adventures, etc.).
Specialty Apparel and Accessories
• Young college wear (e.g., similar to American Eagle type clothing)
• Bridal/formal wear
• Western wear
• Work wear (Caterpillar, Wolverine, Wrangler, Boyet, etc.)
• Quality men’s wear
• Shoes
• Lingerie
• Cosmetics
• Contemporary jewelry.
Leisure
• Arts and culture related stores
• Antiques
• Sporting goods (high-end camping, cycling, climbing, skate boarding, youth
oriented stores)
• Sports clothing
• Hobby, arts and crafts (e.g., clay painting, specialized art supplies)
• Pet store
• Video store
• Photography.
Other
• Office supplies
• Cooking school
• Caterers
• Interior designers.
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Commercial Recruitment
The City of St. Cloud and Downtown Council should not become actively involved in
recruiting commercial uses. However, the Downtown Council should work
collaboratively as facilitators concerning the commercial vision for Downtown St. Cloud,
particularly as it relates to commercial retention and recruitment. The marketing
coordinator for the Downtown Council should be available to answer questions
concerning vision and future development and act as a welcoming committee for new
commercial businesses to Downtown specifically. This person should be familiar with
current and potential vacancies, parcels that are suitable for (re)development, who the
property owners are, and properties that are changing hands, among other things. In
addition, this person should be able to make the connection between the business people
and the vacant (or soon-to-be-vacant) space. Downtown St. Cloud needs someone who
will champion the commercial retention and recruitment efforts for Downtown rather
than the whole St. Cloud region.
Among the most important reasons for this recommendation are focus, mission,
identity, and flexibility of the Downtown Council as opposed to the St. Cloud Area
Partnership.
• Focus; other organizations such as the St. Cloud Area Partnership must focus on
broader, community-wide issues. We believe that the Downtown effort needs a
singular, exclusive focus.
• Mission; the St. Cloud Area Partnership’s mission is to serve the economic
development needs of the region; its staffing, program, leadership, and resources are
devoted to that mission. The Downtown mission is different and sometimes,
perhaps, even in conflict with the broader mission of the St. Cloud Area Partnership.
• Identity; the Downtown Council must create its own identity such that Downtown
businesses will feel a sense of ownership and loyalty. Otherwise, they are unlikely
to support the new MSD effort financially at a level enabling its success.
• Flexibility; we believe that the Downtown Council must be agile, nimble, and
flexible. It must be able to move in an opportunistic and entrepreneurial fashion if it
is to be most effective.
In addition, Downtown Council must develop and distribute a well-organized, current
market information package about the commercial potential for the area to developers
and the brokerage community.
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Downtown’s Commercial Composition
Downtowns that offer a diverse mix of districts and stores do better than homogeneous
centers because they are more interesting to visit and distinctively different from the
suburbs.
The Comprehensive Plan laid out a number of districts for analysis purposes related to
their key function or locations (e.g., entertainment district around Paramount Theatre,
Court House district surrounding the Court House, etc.). However, due to the limited
size of the Downtown, four areas of influence are appropriate for commercial branding
and recruitment.
As stated, Downtown St. Cloud runs along St. Germain Street and is anchored by
Herberger’s in the middle, the Paramount Theatre on the west end (and potentially a
new library), and the Convention Center on the east end. While it is not critical that
every store in each area of influence adhere to this strategy, it is important to cluster
like-minded lifestyle and commodity stores, restaurants, and services together to create
critical-mass drawing power and ease of use for the target markets.
Within Downtown, there is the potential for four areas of influence.
A. West End – Cultural, Restaurant Area (Paramount Theater as the anchor)
Location: St. Germain Street from 8th Avenue to 12th Avenue
Target market: nearby office workers including Court House Square, arts patrons, pass-by
traffic along 10th Avenue (providing easy north/south connections), destination customers,
and future library visitors
Commercial mix: better quality eating and drinking businesses, unique gift items, home
furnishings, cafés, coffee shops, and dessert places
Add:
• better quality restaurants and cafés;
• contemporary jewelry and gifts, small home furnishings, higher-end beauty, and
some unique apparel;
• banners and signage along 10th Avenue announcing Downtown (e.g., banners along
the parking ramp and Paramount Theater along 10th Avenue); and,
• address the issue of moving Place of Hope off of St. Germain Street;
• link the new library to the Downtown commercial area through the use of
streetscaping elements and marketing materials.
• work with property owners on building redevelopment of residential units on upper
floors
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B. The Commercial Area
Location: St. Germain Street from 4th Avenue to 8th Avenue
Target market: region-wide, Herberger’s shoppers, office workers, and Civic Center
attendees
Commercial mix: enhance commercial mix
Add: home furnishing, specialty food, drug store, and apparel and accessories
Opportunities: enhance existing commercial businesses with better displays, improved
emphasis on commercial at ground level to build off of Herberger’s traffic
C. Central District – 7th Avenue
Location: 7th Avenue
Target market: region-wide
Commercial mix: apparel, accessories, home furnishings, convenience goods, and
leisure goods and services (e.g., sporting goods)
Add: specialty book, kitchen, bed, bathroom, and office supplies (on side street); custom
furniture, sewing and drapery, interior design, tiles/flooring/carpeting, lighting,
architects
Opportunities: with the development of Center Square III and the new parking ramp,
commercial should be continued along 7th Avenue in the Lady Slipper parking lot. Even
temporary commercial structures will assist in creating the critical mass of commercial
businesses to create a draw situation
D. Contemporary Village – University, Entertainment
Location: 5th Avenue
Target market: young, contemporary urban sophisticates, and college students
Commercial mix: anchored by Pioneer Theatre, Red Carpet, and, to a certain extent, the
Campus Bookstore south of Division Street/Trunk Highway 23
Add: college shop, jeans, junior apparel, computer and software, interesting and funky
accessories, bookstore, small home furnishings (e.g., futon), organic food, health food,
green grocer, vegetarian restaurant, bakery
Opportunity: expand the diversity of eating and drinking operations to remain relevant,
make this the key place for SCSU students to shop and eat, 5th Avenue will be a major
corridor leading into Downtown specifically from SCSU
Note: the areas of influence idea is a guideline to commercial development and leasing.
The character and boundaries are not cast in stone, but are meant to be guidelines. It is
likely that commercial businesses that locate in complementary areas will do better than
if they located elsewhere.
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Commercial Recruitment Action
The following is a series of action-oriented recommendations that will ensure a strategic
focus to Downtown revitalization.
1. Form a Real Estate Owners and Brokers Council (Roundtable). The objective of
the group is to exchange information, cooperate on leasing activity, and support
one another.
• Meet regularly monthly or bi-monthly
• Downtown Council to coordinate meetings – likely over breakfast or lunch
• Establish a Downtown St. Cloud business opportunities page on the City’s,
HRA’s, and Downtown St. Cloud Websites
• Ensure “listing information sheets” are linked with Downtown Council’s office
• Establish protocols for lead, leasing, and generation systems
Central Houston has done this successfully by keeping landlords informed and involved
as well as having meetings with leasing agents at commercial roundtables to exchange
ideas and leads. Meetings are held monthly and are coordinated by the Office and
Commercial Attraction Manager. It has been successful in the development of an
entertainment district. In addition, residential has been integrated into both B and C office
buildings.
Create a Tenant Attraction Program and Package
A cooperative approach to leasing or opening commercial stores, restaurants, and
services should be made. This is not centralized nor coordinated. This approach
requires property owners to be involved in endorsing the idea of searching for
agreed upon commercial businesses that fit each area of influence, attempting to
restrict the types of commercial uses that do not match, in addition to other nondesirable tenants (e.g., adult entertainment, office uses on the ground floor, etc.).
Generally, this can work, but there are always property owners who need the cash
flow, cannot delay leasing, and take the first or best offer, regardless of the
commercial district’s character. These property owners should not stand in the way
of the program.
The landlords and brokers should agree on:
• the strategic direction outlined in this report (or modified),
• the concept of specialty areas of influence,
• recommended types of tenants,
• meeting regularly, and
• develop collateral materials for recruitment.
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Entrepreneur Incubator Program
There should be a “We’re open for business – Entrepreneur Incubator Program” that:
• markets to startup businesses or commercial businesses wishing to ‘test’ a store
in Downtown;
• offers a program of intelligent leasing whereby a new tenant has a lease deal:
First and last month paid
Two months free rent (+taxes, insurance, utilities)
• has a coaching council to offer free advice. This group will include a banker,
accountant, lawyer, marketer, commercial business, professor, etc.;
• will review their business plan (a must have before assistance is given);
• will give advice on a regular basis;
• meet quarterly for the first two years;
• have the new commercial businesses use the commercial book titled “A Guide to
Commercial Success” by J.C. Williams Group; and,
• offer commercial (education) fairs.
2. Form a Downtown Development Round Table
The objective of this is to ensure that:
a) development teams (public-private partnership) are formed to focus on high
priority and potential (mixed use) developments.
b) there is efficient and effective development processes in place that minimize
timeframes, bureaucratic uncertainties, and risk. There will be brainstorming
teams that will target developments and determine the best action required to
make them work (e.g., developers and bankers will be involved and can help to
determine if additional incentives are required). The other team will be an
advocacy team to ensure codes reflect the historical character, the development
process is streamlined, and everything else in place.
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The roundtable will:
• meet monthly until major issues are resolved, and then as needed thereafter;
• be chaired by Downtown Council;
• be inclusive as reasonably possible;
• ensure that organizations that initiate opportunities have their initiatives
honored;
• include St. Cloud’s banks from the beginning of meetings and discussion; where
they can provide a list of programs available as well as a checklist of guidelines
for receiving support;
• include City and HRA staff as round table members;
• provide support to upgrade or renovate well-located, vacant buildings that
should be leased;
• establish pace setting, showcase renovations to upgrade use;
• provide support for in-fill projects that build important and needed linkages and
that will increase the maintenance of nearby properties and property values;
• additionally:
− ensure infrastructure to support these projects;
− add an additional level of support with public art, signage, streetscaping
elements, and marketing.
3. Downtown St. Cloud Council Commercial Support
In coordination with the Small Business Development Center, there is clearly an
opportunity and request for more commercial support activity. The following
activities should be undertaken:
• Quarterly commercial business meetings that provide an opportunity for
Downtown St. Cloud’s commercial, restaurant, services, and cultural people to
meet, network, learn about each other, participate in an educational workshop,
and hear about two to three success stories while enjoying light food and drink.
These would be hosted at a different restaurant each time and the event should
self-liquidate financially.
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•

A series of commercial promotional events or fairs should be held with the
objective of increasing sales by:
− exposing the greater St. Cloud region to Downtown’s merchandise strengths,
i.e., food/beverage, furniture galleries, antiques, and home furnishings;
− holding a home and design fair week each spring and fall where
participating stores prepare special room groupings, hold a lecture series,
meet personalities, manufacturers, artists, or designers; and,
− showing a concerted effort around key buying seasons, i.e., Mother’s Day,
Christmas with appropriate lights and décor, coordinated evening openings,
advertising, special events, and a special tie-in with the Paramount Theatre.

Roles, Responsibilities, and Recommendations for the City of St. Cloud
Downtown is the heart of the City of St. Cloud and the region which encompasses other
smaller cities (e.g., Sauk Rapids) and three counties. It provides a sense of identity for
the community. More importantly, it has tremendous influence on the economic well
being of the region. Empirical studies have demonstrated that regions with strong
Downtowns have stronger regional economies.
Downtown St. Cloud’s position as an urban, cultural center for the region should be
reflected in the roles and responsibilities undertaken by the City of St. Cloud to
implement the strategic plan.
The following are recommended roles and responsibilities for the City of St. Cloud:
Policy Maker: to promote prosperity and a strong quality of life for the entire City, the
City government must be committed to supporting a competitive Downtown. Making
Downtown competitive does not suggest favoritism, but it does recommend
acknowledging Downtown’s pivotal role in the growth and development of the region.
Facilitator: the City’s planning department and HRA have traditionally been the
facilitator between the public and private sectors to help guide and finance investment
by better coordinating the real estate delivery system. The City’s planning department
and HRA will take a more aggressive role in being the primary business contact for
Downtown projects. The planning department will coordinate services to expedite
projects through the various levels of development approvals, determine suitable
financing assistance for the project, and coordinate services or programs from other
state, regional, or local agencies or organizations.
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Zoning10 and Building Codes: to facilitate Downtown development, the City must
explore ways to accommodate the unique constraints of Downtown development.
Closely tied with public policy and facilitator roles, the City needs to take a lead role in
evaluating the changing regulatory and resource environment of the Downtown. These
changes will include:
• Building Codes: building codes should be amended to accommodate unique
challenges (e.g., infill development, historic building rehabilitation) of Downtown
development. The City and HRA should explore applying the “rapid response”
model to Downtown development projects or other systems of expediting the
development process. The City could explore more flexible zoning ordinances or
consolidation of the process such as in White Plains, New York (see Appendix for
example).
In addition, developers have also complained about the difficulty in redeveloping
buildings in Downtown in terms of the gap financing required to make the projects
feasible and the strict building codes applied to all development. Many states, such
as Ohio and California, have altered their building codes to allow for less restrictive
building codes yet still ensuring for safety (see article on rehabilitation code changes
in the Appendix).
Investor Attraction: in cooperation with the Downtown Council, the City should take a
more aggressive posture as a “deal maker” for new types of marketable real estate
investment in the core (e.g., Lady Slipper parking lot).
Resources and Incentives: the City and HRA need to access programs and incentives to
assist in the growth and attraction of businesses and development in Downtown. For the
growth and attraction of businesses, these programs and incentives include business
development loan programs, personal property and sales tax credits, customized utility
service and incentives, and enterprise zone benefits, among others.

10

Note: UMC has not made any recommendations regarding changing the zoning codes. The primary

changes are with historic building codes and streamlining the development process
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Incentives Projects and Programs
Incentives used for Downtown revitalization fall into several broad categories including
assistance with site acquisition and building and façade improvements, start-up capital,
operating assistance, and business counseling. Downtown stakeholders will need to
explore a variety of incentives and resources to be packaged together with the intent of
implementing a cohesive niche marketing strategy. Some of these include matching
funds to challenge the Downtown business community and establish a sustainable
source of management funds (e.g., MSD), special code processes for older buildings, or
design assistance through the City planning office. The following table summarizes
existing and potential economic tools, which could leverage private investment in
Downtown St. Cloud. It addition, there are a number of economic tools available. Before
exploring other tools, the City, HRA, and Downtown Council (including the Downtown
Development Roundtable) need to establish if the application of the current incentives is
working rather than instituting new tools. The City, HRA, and Downtown Council can
help developers and investors by illustrating the effect of economic incentives, the gap
financing they can create, and the benefits (e.g., case studies, sample work sheets, etc.)
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Most of these tools are available to Downtown St. Cloud with a higher emphasis on loan
guarantees rather than grants. Economic tools, which may or may not be currently used,
that should be considered include:
Mechanism
Public Financing
Local
Land Donation/Write Down*
Industrial Development Program (NIFA)
Development Fee Rebates
Infrastructure Cost Participation
Sales Tax Sharing
Leverage Infrastructure Funding to Support Private $
Façade Maintenance Loan Program*
Predevelopment Funding Grants
Encourage and Support Non-Profit Developers
Private Financing
Lending Pools - Shared Risk
Community Reinvestment Act
Land Donation (Quasi)
Business Improvement District (Quasi)
Signature Project - Brand Image*
Pedestrian Enhancements - Linkages
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Mechanism
Programs
Government Liaison - City, County, State
Developer Educational Program
Education Program
Developer / Lender Education Seminars
Cultural Arts Activities*
School Programs
Strategic Partners - Encourage business to provide services
Engage Elected Officials*
Environmental Stewardship Programs
Business Relocation Program
Business Recruitment / Retention
Policies/Regulations
Enterprise Zone*
Parking District/Overlay Zone
Regulatory Reform
Streamlined Entitlements
Design Guidelines*

Tying these programs to a commercial recruitment strategy can be effective in not only
rehabilitating buildings but also ensuring that the new tenants match the area of
influence. Programs can also be extended to help offset the costs of some property
improvements that make the commercial space more desirable/leaseable (e.g., creating a
clean, white interior space). Partnerships with local artists and college/university
programs, such as St. Cloud State University, can be used to provide ideas into
innovative streetscaping, façade design, and public art ideas and standards.
Buffalo offered bonuses to leasing agents for bringing in targeted commercial businesses.
This program not only attracted the right commercial businesses but also successfully
publicized the vision for Downtown Buffalo.
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Recommendations – Economic Development
Action Step
Form Real Estate Owners and Brokers Council
and committees regarding Entrepreneur
Incubator Program

Time
Frame
Short term

Responsibility
Downtown Council,
property owners, brokerage
community

Form Downtown Development Roundtable

Short term

Downtown Council,
property owners,
developers

Develop leasing collateral

Short term

Downtown Council, City

Review incentives with the aim of tying them to
recruiting aims of the action plan

Short to
medium
term

City, HRA, Downtown
Council

Develop commercial support programs in
coordination with the Small Business
Development Center

Short term

Downtown Council, Small
Business Development
Center

Continue to review building codes (local and
state level) with the specific aim of making
historic redevelopment easier but maintaining
safety standards. Continue to review
ordinances with practical and higher standards
implemented.

Short to
medium
term

City, state, Downtown
Council to assist (round
tables)

Streamline development process with the City

Short to
medium
term

City

Support temporary development of Lady
Slipper site

Medium
term

Downtown Council, HRA,
City
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The Appendix contains a number of articles highlighting the benefits of planning
reforms in terms of rapid response to development, changing building codes to make it
easier for historic redevelopment, as well as a description of major financing and
incentive packages available to most Downtowns and cities.

5.5

Major Marketing and Branding Strategies

Strategy Goal: build a comprehensive marketing and branding platform to leverage
commercial activity in Downtown.
Based on the Strengths, Weaknesses, Opportunities and Threats situation analysis and
the Target Markets identified for Downtown, the following marketing and branding
recommendations are provided.
Downtown St. Cloud has some well established marketing programs in place and the
efforts to date have been well coordinated and well executed. We observe, however, that
there is a lack of a dedicated commitment to marketing (funding and organizational
structure) to deliver a comprehensive marketing effort for Downtown. Many cities of
similar (and smaller) size in North America have established sophisticated marketing
programs that have helped to build the retail and destination characteristics of their
downtowns and St. Cloud is clearly behind in this effort.
Why does a marketing program matter and deserve proper funding? Marketing can be
the catalyst that helps build the image of Downtown as a place of action, progress and
activity. It can play an integral part in creating a “buzz” for Downtown and helps put a
face on the efforts of the city, private sector leadership, developers, etc. Marketing is also
a key element in retail retention. One city we worked with, no larger than St. Cloud,
uses a consumer/retail marketing strategy as the foundation of its economic
development program – choosing to focus on retail retention—the health and well being
of existing retail businesses—as opposed to retail recruitment. St. Cloud’s marketing
needs are more complex and diverse but this provides a good example of the
importance marketing can play in building the success of Downtown.
The City and the private sector need to focus on finding the appropriate mechanisms to
embrace the concept of a powerful marketing program and funding to support the
execution of these efforts. The marketing recommendations made herein assume this
commitment of funding will be in place in the not too distant future so they can be rolled
out and executed towards the overall success of Downtown St. Cloud.
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Five Major Marketing Strategies
There are five major areas of work for Downtown St. Cloud from a marketing
perspective. Each of these strategies is presented with example tactics to help bring the
strategy to life. Implementation of a well conceived marketing program requires
execution of all five strategies…no single strategy is more important than another and
we strongly recommend finding the resources to execute all five strategies over the first
year of the program.

Strategy One: Build the Downtown St. Cloud Brand
A Downtown brand is different from a consumer product or other branding efforts. The
Downtown Council has limited control over the use of the name Downtown and how it
is affected by others. However, there are many things that can be done to build a single
brand for a Downtown. A key element of this process is deciding what the Downtown
brand stands for and can be answered by several questions:
• What are the key messages about St. Cloud that should be included in all
communications by related and involved organizations?
• What is our voice for community marketing?
• What is our positioning strategy vis-à-vis our competition?
• What are our current and desired perspectives on key issues?
• Who are the key targets for these communications?
• What are the key words that we associate with Downtown St. Cloud?
• How can we all speak in unison about the positive nature of Downtown St. Cloud as
a place to live, do business, and shop?
The following brand positioning is proposed for Downtown St. Cloud11
Downtown St. Cloud is the centerpoint of life in the Central Minnesota region. Our retail,
restaurant, cultural and entertainment offerings provide a unique set of positive experiences
unequalled in the region and Downtown is the hub of activity for our city. Unlike the Twin Cities
or rural areas north of St. Cloud, Downtown St. Cloud will bring together a powerful mix of
growth opportunities combined with a warm small city friendly environment in a single location.
Downtown will reflect the best of our region rooted in the strength of our history as the granite
capital.

11

Note: this is one version of a positioning strategy for Downtown St. Cloud and there could be many

others. Downtown and City leaders should work together to formulate a positioning strategy that is
agreeable to a consensus of the group
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Once the brand is established for Downtown St. Cloud, all creative elements produced
for Downtown should carry a single look and feel and a single positioning statement.
The current positioning statement, “We’ve Got It” has been effective in the past but does
not succeed as a distinct message for Downtown. It could, in fact, be used by almost any
destination. A more specific tagline would help to define the Downtown St. Cloud
experience. After the tagline is developed, a Styleguide can be a very useful tool to
create a single design approach for all Downtown communications. The Styleguide
addresses such elements as typefont, use of logo, colors, and overall design approach.
This helps keep all Downtown communications consistent and reflective of the brand.
If funding is made available, we recommend execution of a Downtown branding
campaign targeting the key market segments presented in this report. Given the lower
media costs available in St. Cloud, it is possible to implement a branding campaign for
Downtown within reasonable budget constraints. Advertising and Public Relations are
the two major marketing tools used to create the brand and Downtown St. Cloud should
consider a multi-pronged approach using a combination of St. Cloud media options
(radio, print, direct mail) focusing solely on the most likely customers to
shop/eat/experience Downtown. These ads and PR efforts are used to build the overall
brand of Downtown in the eyes of the most profitable customers. The additional benefit
is that the ads can also be used to help generate demand for living Downotwn. The ads
should be frequent within specific seasons. There is no need to be running ads in the
depth of winter. Ads should focus on Spring, Summer and Holiday shopping periods
with PR efforts filling the gaps.
The combination of a defined brand position, consistent and powerful tagline,
advertising and PR campaign and unified voice for Downtown will help to create a
momentum for the area and support business recruitment efforts as well as helping to
keep the existing businesses healthy.

Strategy Two: Traffic and Sales Building Promotions
Unfortunately, it is not enough to just run some ads to generate interest and excitement
for Downtown. The branding ads “open the door” to the consumer, helping them to
understand what Downtown is and what it is for. However, there is a secondary
marketing strategy to supplement this effort.
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Downtown St. Cloud has done an effective job in the past of executing special
entertainment events and promotions over the course of the year. We propose
supplementing these events with two or three major sales promotion programs that help
to drive usage (traffic) to Downtown and create overall image enhancement that will
help drive residential demand.
These special promotions are typically executed at key merchandising seasons. For
example, there could be a summer promotion and a holiday season promotion. The
intent of each sales promotion is to get people motivated to make a visit Downtown and
make purchases while they are there. They can be categorical (i.e. retail, food) or they
can be general.
Some tactical examples of this type of promotion are as follows:
• Major seasonal giveaway/contest that requires the customer to enter to win. The
entry form can be printed as part of an ad in the newspaper and made available in
store. These types of promotions are very effective in generating traffic in other
markets.
• Major categorical events such as “Sidewalk Sales” or “Food and Wine Festivals”
supporting a specific area of business. In either case, special offers are made to the
consumer to drive them into Downtown.
• Cause related programs that help to generate funding for a specific organization (i.e.
United Arts) while helping to build sales. For example, one city produces a shopping
discount card for a specific two week period. Shoppers can “buy” the card for a
donation to a charitable organization and that card then provides them with
numerous discounts in Downtown stores, restaurants, etc for that timeframe.
Execution of at least two well coordinated sales promotions during the year will be
critical to the success of Downtown’s retailers and restaurants as a supplement to the
overall branding initiative.
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Strategy Three: Niche Marketing
Downtown St. Cloud has some powerful niche markets and they should be seized upon
immediately as part of any future marketing efforts. Three primary markets identified
are St. Cloud University Students, the Visitor/Convention market, and the existing
Downtown worker market. We recommend development of annual marketing
initiatives for each of these markets with specific strategies and tactics to drive their
usage of Downtown.
SCSU Students:
It is imperative that Downtown’s leadership meet with the University to define
program guidelines. One suggestion that has been effective elsewhere is to work
with the marketing department in the University and have students create the
Downtown marketing program through a class project. Students know their
peers better than anyone else and they can be highly effective at creating
marketing solutions that will specifically appeal to their group. Some cities have
simply created a list of stores/restaurants/bars that offer discounts to students
displaying their student ID card. Others have created specific advertising and PR
campaigns that only run in student publications. The SCSU student could be one
of the most integral components to help build retail success in Downtown St.
Cloud.
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Visitors/Convention Attendees
Few efforts have been successful in the past to target the visitor and convention
market in St. Cloud. This market is a critical one for Downtown marketing
success. Based on our focus groups, it is apparent that the St. Cloud Convention
and Visitors Bureau will be a strong partner in helping to launch these efforts.
They recognize that providing a greater mix of retail and restaurant options is a
key component to convention sales in America today. The hotel community has
also communicated a willingness to support Downtown marketing efforts. Based
on these factors, we propose the development of a Downtown coupon book or
pack along with a collateral brochure that acts as a Downtown shopping and
dining guide specifically produced for visitors. These materials will be
distributed by the CVB to group/meeting planners for distribution to their
attendees, through hotel/motel front desk staff and through Downtown
merchants and businesses. The offers must be strong enough to create usage and
the materials should be created with the same consistent brand image developed
for the overall St. Cloud branding campaign. While somewhat simple in
approach, this promotional effort can be highly effective in generating awareness
for Downtown and usage by these important customers. Additionally, it will
assist the sales departments in the CVB and the hotels as a value added tool to
help drive additional convention groups to town. This is a great way for
Downtown to show its support to the overall economic vitality of the area.
Downtown Workers
While still small, there are enough daily workers in Downtown St. Cloud to
warrant development of a Downtown worker strategy. These people are in town
everyday and have specific shopping and dining needs. The major premise of
any Downtown worker strategy is communication. They have to know what is
available to them to increase usage. We believe online communications are a
valuable tool to help make this happen. A Website and Downtown e-newsletter
are effective tools to help communicate with the Downtown worker population.
These tools are supported by Downtown branding efforts to make the Website
known, as well as visual communications such as street banners (with the url
prominently posted) and Downtown specific advertising messages. Once the
Website is developed with specific store/business directories available, the site
can be marketed through direct contact and direct mail to ensure usage. (Of
course the Website is also a valuable tool for other key target market segments as
well). Other Downtown worker tactics could include Downtown worker special
holiday shopping days, special discount programs, frequency programs, etc.
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Strategy Four: Barrier Free Downtown Access and Usage
Marketing is not just about advertising and special promotions. It is also critical to break
down the barriers that may exist for consumers to utilize Downtown more frequently.
They need information to make the decision to make a visit. For Downtown St. Cloud,
there a several major pieces of work in this area. First, Downtown must have visibility
off the Interstate. It is virtually impossible for a visitor to determine that there is a place
called Downtown St. Cloud. Even if they know, they have to work to find it. Solutions
include signage/billboard visibility and wayfinding systems to direct customers into
Downtown from all points are critical. Additionally, customers need to know where to
go to get information. A well designed, informative, and easy to use Website is the best
option for this. It can address many of the areas of information requested by consumers
including:
• What stores and restaurants are Downtown?
• What are the shopping hours?
• How do I get there?
• Where do I park?

Strategy Five: Business to Business Marketing to Lease Space
Downtown St. Cloud has a need for a coordinated leasing marketing program to impact
who leases space. Elements to this program should include the following:
• Create coordinated sales collateral materials that tells the Downtown St. Cloud story
completely and concisely using research findings to make the case for Downtown as
a great place for your business
• Develop online marketing strategy for quick information (Website) and to keep in
touch with brokerage community
• Use PR strategies to tell stories in targeted publications including success stories of
Downtown St. Cloud businesses
• Create comprehensive marketing strategy to communicate and educate brokerage
community and targeted businesses
• When funds allow, advertise the St. Cloud Downtown experience to prospective
businesses in target markets and for specific uses (e.g., home furnishings)
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Summary
The combination of a powerful branding campaign, specific seasonal sales promotions,
niche market programs, barrier free usage and business to business marketing will help
Downtown St. Cloud expedite its development efforts while simultaneously helping to
make the existing businesses in the area stronger.
A commitment to a marketing budget of at least $250,000 (in program expenditures) per
year is necessary to bring these efforts to life. This minimal investment will be returned
many times over in the form of increased sales and real estate tax collections and values.
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Recommendations – Marketing and Branding Strategies
Action Step
Develop a multi year marketing plan and
funding mechanism for Downtown. Determine
baseline budget (recommend $250,000) to
support marketing initiatives. Empower
Downtown Council to manage/execute this
program

Time
Frame
Short term

Responsibility
Downtown Council

Establish a coordinated style guide and
positioning statement for all Downtown St.
Cloud marketing that builds a single brand
message for Downtown

Short term

Develop additional special promotions to build
Downtown traffic beyond those already in
existence

Short term Downtown Council
to medium
term

Use niche marketing to target students,
visitors/convention attendees, and workers

Short to
medium
term

Utilize signage, billboard advertising, and way
finding to drive Downtown awareness and
usage from the Interstate and to help
consumers find their way to/around
Downtown

Short term Downtown Council, City,
to medium region, state
term

Develop baseline marketing collaterals for
Downtown to include Website,
brochure/directory, email template, etc.
Generate awareness and usage for these
materials/Website to key target markets with
emphasis on Downtown worker and In-Town
Residents

Short to
medium
term

Downtown Council

Develop education and communications
program for commercial brokerage community
and develop appropriate sales collaterals to tell
the St. Cloud story in print and online versions

Short to
medium
term

Downtown Council, City,
HRA
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6.0

East Side

6.1

Strengths, Weaknesses, Opportunities, and Threats

Strengths
• Distinct from Downtown St. Cloud
• Unique industrial, commercial, residential microcosm
• Some strong solid businesses
• Target, ShopKo, and Cub Foods are high attraction commercial businesses
• A number of businesses that attract both consumers and businesses (e.g.,
contractors)
• Good neighborhood feel
• High visibility and accessibility along Trunk Highway 23 and East St. Germain Street
• Property redevelopment (e.g., Eastgate) including streetscaping elements
• Very low vacancy and highly desirable place to locate a business
Weaknesses
• East Side is characterized by two very distinct commercial corridors: East St.
Germain and Lincoln Avenue/Trunk Highway 23
• Adjacent scrap yards and industrial climate may deter some consumers
• Some sites require environment assessments and clean up
• Heavy truck traffic on both major access roads
• Barriers include Trunk Highways 23 and 10, the rail lines, Mississippi River – the
result is that the area is more isolated
• Key businesses have decided to relocate
Opportunities
• Neighborhood, convenience commercial
• Fast food services
• Value oriented, business-to-business function (commercial/wholesale operators)
• Consumers who want to buy “wholesale”
• Edgier feel
• East Side Boosters in place
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Threats
• Loss of on-street parking along East St. Germain Street
• Highway development that competes with neighborhood development
• Anticipate higher traffic speeds
• Low level of critical mass – is there enough similar businesses to create a drawing
force for consumers or will it be a collection of independent businesses

6.2

Potential Vision

The East Side neighborhood should position itself as a distinct, urban, historic, and
eclectic environment based on its history, proximity to Downtown, and the mixture of
buildings and uses in an edgier format. It will be a place where artisans (creative, craft
people) and industry meet. It is unique and interesting and has an opportunity to
exploit this. All of this diversity adds up to an “urban village” feel.
Lincoln Avenue and Trunk Highway 23 will develop further as a highway/commercial
node with fast food, service industries, and commercial businesses who require high
visibility (e.g., small box commercial businesses, value oriented commercial businesses,
etc.).

6.3

Commercial Strategy for East Side

East Side faces many challenges in becoming a major commercial destination in the St.
Cloud region for the following reasons:
• It is relatively small in size (excluding the large department stores and grocery store)
and so does not have a critical mass of commercial businesses to attract shoppers
from beyond a very local area
• The commercial character of East St. Germain Street is sporadic and interrupted by
businesses (e.g., Country Hearth Bakery)
• Balance neighborhood issues with the gritty artisan feel
• Accommodating automobile and truck traffic
• Remaining separate from Downtown but still sharing a number of services (e.g.,
Downtown Council)
• Coordinating the property owners
Although East Side will not be a destination, it can be better than it is now. By
improving, it will be an asset to the neighborhood and the City as it continues to
revitalize. The following addresses the strategy for this revitalization.
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6.4

Commercial Niche

The commercial structure on East Side can serve a number of functions that will help
existing and new commercial businesses thrive. The commercial niche is built on the
existing strengths of the commercial structure although there are clear opportunities to
replace some poor operators. These commercial niches are not mutually exclusive and
there is overlap.
Neighborhood Convenience Center
This is a natural function for the commercial businesses on East St. Germain Street
because the area’s residential is so close to the stores. As well, there are residents above
many of the stores; a number of existing stores serve this purpose including convenience
stores, food stores, and local neighborhood restaurants/fast food. Many of these stores
could improve their operations by upgrading and modernizing their merchandising.
Other commercial businesses include:
• improved convenience stores,
• a drug store,
• video rental,
• dry cleaning/laundry,
• travel,
• a florist,
• improved/expanded beauty and barber services,
• a community bank/ATM, and
• a dollar store.
Drive-by Convenience Center
Many of the businesses that serve the neighborhood can also serve the people traveling
past the area in their cars. Improving the operations of the neighborhood-serving
businesses would also make them attractive to travelers. Other issues, such as perceived
safety and easy parking, will also be important factors in encouraging travelers to stop
along East St. Germain Street and Trunk Highway 23.
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Multi-channel Operations
Multi-channel commercial operations, such as East Side Glass, the bakeries, and other
businesses such as meat stores, florists, antique stores, and home improvement stores,
function well in business environments where pedestrian traffic is slow. Many
businesses cannot rely solely on walk-in traffic to survive. Telephone, catalog, and
Internet advertising allow businesses to market to more people than actually visit the
store. For example, antique stores can supplement their incomes by selling products on
the Internet, specialty food stores can provide catering and wholesale vending to
anywhere in the City, and florists rely on telephone sales for a large proportion of their
businesses. Other examples could include food related businesses such as butchers,
caterers, and cheese distributors as well as printing, apparel printing, craft production,
etc.
Wholesale Commercial
Combined with the concept of multi-channel operations, commercial businesses that
position themselves as selling at a discount at wholesale would appeal to businesses as
well as consumers. This could include businesses such as fabric/upholstery/interior
design businesses, floor covering, kitchen cabinets, home improvement, bedding and
linens, restaurant supply, lighting, and refurbished home appliances (e.g., vacuums,
small kitchen appliances, etc.).
Value-oriented Commercial Businesses
East Side’s customers are looking for value and are very price driven. Adding more
value-oriented commercial businesses complements a number of existing stores already
there. This can include home furnishings, clothing, books, CDs, and home
improvements.
Cafés and restaurants
Once traffic levels build up, there will be increased demand for cafés and restaurants.
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6.5

Target Markets

The principle in commercial marketing is that “it is easier to attract customers who are
closer” is used as a guideline to prioritize the target market list. East Side attracts not
only local residents but also tourists and drive-by traffic entering or leaving Downtown
St. Cloud. East Side commercial businesses should focus on the following:
• East Side residents
• Regional visitors for very specific products and services
• Businesses (e.g., contractors, interior designers)
• Pass through traffic
Commercial businesses in East Side cannot afford to narrowly define their target market
especially if they are focusing on the primary trade area, pass through traffic, or tourists.
Individually, these groups are all too small to support commercial businesses by
themselves.

6.6

Redevelopment Action Programs

It is important to remember that no one project will turn around the entire
neighborhood. It is the cumulative effect of many small changes, including the recently
completed Eastgate, among others, that will create the overall catalyst for positive
change. However, these successes are opportunities to build upon for future growth.
The area is in the unique position of being on the edge of becoming something truly
unique. This is a unique point in time because small improvements in the neighborhood
now should have very good payback.
Programmatic Action Items
The City of St. Cloud needs to help the neighborhood and the local businesses by
addressing the following programs:
Improve the perception and reality of safety
This can be accomplished through:
• increased police presence,
• actively discouraging criminal activity,
• a police liaison committee in the neighborhood to assist with safety issues, and
• improved lighting in the commercial area.

Urban Marketing Collaborative

88

Strategic Action Plan for Downtown St. Cloud

Work on improving the existing commercial businesses
The St. Cloud Area Partnership and the Downtown Council already have numerous
business support programs. Many of these should be targeted to local businesses in East
Side. In particular, the exterior and interior improvement program and the business
assistance program would be of benefit, especially in terms of creating better signage
and improving the curbside appeal of the stores. In addition, better local marketing of
similar programs to promote the area will help attract more local residents and passing
traffic.
Additional assistance in terms of offering matching grants for businesses open at least
one year to enlist marketing support, advertising support, and other technical assistance
would be beneficial.
Improve the public environment
The City of St. Cloud should invest money on an attractive streetscaping program that
reflects the vision for the area. Sidewalks, curbs, lampposts, and general maintenance
need to be addressed as per the vision laid out in the Comprehensive Plan. This is more
of an edgier, grittier feel but it still needs to feel clean and safe. It will be important to
balance the eclectic mix of developments in the neighborhood to include aspects of
industrial businesses, the scrap yards, the bakery, and the artisan community with the
local neighborhood. This is particularly true along East St. Germain Street. Trunk
Highway 23 should function in a highway commercial atmosphere with easy access and
egress for the businesses. The better physical environment will help private investors to
lease their properties and the historic attractions will be more appealing to the average
tourist. This improved infrastructure will also reinforce a feeling of safety in the district.
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Recommendations – East Side
Action Step
Recognize the different role East Side plays in
the area

Time
Frame
Short term

Responsibility12
East Side Boosters,
Downtown Council, City

Work closely with Downtown Council and
decide whether to join MSD or contract out for
services (e.g., clean and safe) for a fee

Short term

East Side Boosters,
Downtown Council

Develop marketing plan, determine budget

Medium
term

East Side Boosters,
Downtown Council

Develop special promotions

Medium
term

East Side Boosters,
Downtown Council

Ensure streetscaping of East Side is in keeping
with image

Medium
term

City, East Side Boosters,
Downtown Council may be
involved

Form an East Side Development Roundtable

Medium
term

Property owners,
developers, brokerage
community

Review incentives with the aim of tying them to
recruiting aims of the action plan

Medium
term

City, HRA

Continue to review building codes (local and
state level) with the specific aim of making
historic redevelopment easier but maintaining
safety standards. Continue to review
ordinances with practical and higher standards
implemented.

Short to
medium
term

City, state

Streamline development process with the City

Short to
medium
term

City

12

The responsibility for many of these action steps will be dependent on whether the Downtown Council

continues to represent the East Side’s needs, whether the East Side becomes part of the BID, or whether the
East Side Boosters assumes this role and contracts some support and services with the Downtown Council.
However, there should be recognition for East Side’s concerns for these action steps (e.g., reviewing
building codes)
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Appendix – Articles on Building Codes and Planning Process
and Tax Incentives Check Sheet
The articles are used to illustrate the need for a streamlined approach to
development planning, various incentives that are used to make redevelopment
happen including the importance of having building codes that reflect the
historical significance of properties and makes it economically feasible to
redevelop them thereby increasing residential and commercial space.
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Urban Land: September 2004
Smart Growth: White Plains: A City on the Move
by Paul Crisalli

Policies to promote transportation, housing, and retail development are transforming this county seat into
a dynamic urban center.

When Joseph Delfino took office as mayor of White Plains, New York, in January 1998, the city had
projects stalled in the pipeline and an office vacancy rate higher than 30 percent. Delfino attacked the
challenge by bringing together developers, property owners, residents, and business owners, forming the
Business Development Corporation (BDC) to collaborate on deciding what was needed to spur economic
growth. This feedback provided a precursor to the mayor’s economic development plan that mapped out
his vision of the city’s future economic course.

The result has been a return of restaurants, shops, and other businesses that have opened their doors in
preparation for the influx of thousands of new residents that now call White Plains their home. A business
improvement district (BID) has been created and has helped to promote the growth of White Plains into a
24/7 city through street fairs, promotional materials, new signs, facade improvements, and an
“ambassadors” program in which local students help visitors find parking, restaurants, stores, and other
destinations.

This renaissance began with the mayor, a lifelong resident of White Plains, working with key members of
his administration—executive officer George Gretsas, economic development coordinator Paul Wood, and
planning director Susan Habel—to make his vision a reality. The initial steps of Phase I included street
improvement projects, rezoning of certain sections of the Downtown to promote residential development,
and a policy in which the city welcomes new projects and works with developers to ensure that those
projects conform with the plan’s vision.

The ingredients for smart growth were already present: White Plains is at the geographic center of
Westchester County and has major north-south and east-west highway access, a new transportation
center with a rail hub providing access to New York City, and a bus terminal that connects the city and
neighboring counties. In addition, Westchester County Airport is within 15 minutes of Downtown. The city
prepared its central business district for high vehicle volume by constructing a grid of high-capacity streets
both entering and leaving the city, and provided millions in capital funding for public utilities. Private utility
companies followed suit by creating extensive electric and natural gas networks to pave the way for the
initial office building growth of the early to mid-1980s, and adding fiber-optic networks in the late 1980s
and early 1990s.
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When the office market reached its saturation point in the late 1980s, and with the overall downturn of
the U.S. economy in the early 1990s, White Plains went through a period of dormancy. This continued into
the latter part of the decade due to city policies that prolonged the review and approval process and was
generally not perceived as developer friendly. This changed in 1998 with the creation of a public/private
partnership approach by the new administration.

White Plains, working with the Westchester County Industrial Development Agency, began using payment
in lieu of taxes (PILOT) programs, as well as other grant- and tax incentive–based programs, to facilitate
new projects. The result has been more than $1.6 billion in new development in White Plains in the past
four years.

No single component ignited this mass influx of new development; rather, the compound effect of many
good planning principles created an attractive environment for the many projects recently completed, as
well as for those still working their way through the pipeline.

White Plains has a number of key elements that attracted developers. In addition to its central location
within the county, it also serves as the county seat and is home to a federal courthouse and regional state
offices.

White Plains has a population of 53,000 to which 200,000 office workers are added during the day. It can
be reached easily through the Metro North train station—offering transportation via 140 weekday and 165
weekend trains, including a 25-minute express train to New York City—and a bus transportation center
through which more than 880 local buses pass each day, including ones providing long-distance service to
upstate New York and New England.

Policies that further encouraged development include the coordinated and expedited review of proposed
projects, and zoning changes that allowed higher-density residential development in the center of the city,
along with a mixture of retail, restaurant, and entertainment space, plus other uses, which helped to
create a pedestrian-friendly area.

The capital necessary to undertake these large-scale projects has come from developers with the will to
engage in public/private partnerships and from lending institutions such as CIBC, Wells Fargo, KBC Bank,
Key Bank, and others.

Housing. Large numbers of both rental and condominium multifamily units have been constructed since
2002. Some of the newer rental communities that have come online in the past two years include the
260-unit Clayton Park, developed by the Spinnaker Group; LCOR’s 500-unit Bank Street Commons; One
City Place, a 311-unit complex developed by Cappelli Enterprises; and JPI’s 281-unit Residences at
Jefferson Place.
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In addition, two condominium projects are currently under construction—the Trump Tower at City Center,
a 212-unit luxury condominium developed by Cappelli/Trump Partnership, and Cappelli Lofts, a 30-unit
condominium of live/work residences that adds to the diversity of the housing stock. Donald Trump’s entry
into the White Plains market as an investor has increased the awareness of the city among high-end
purchasers looking for an alternative to living in Manhattan.

Retail/Entertainment. Two large Downtown retail centers are drawing White Plains residents and visitors.
One, City Center, features 450,000 square feet of retail space, including Target, Barnes and Noble, Circuit
City, Filene’s Basement, a 15-screen movie complex, a community theater, Legal Seafood, Applebee’s,
Zanaro’s Italian restaurant, and a 60,000-square-foot LA Sports Club that sits atop a new 2,350-space
parking garage. Also, Fortunoff, a jewelry and home furnishings store, has opened a four-story, 260,000square-foot retail center that includes a Whole Foods Market, Cheesecake Factory, and Morton’s
Steakhouse.

Other Phase II Projects. Four additional projects are integral to the success of White Plains. The opening of
a 72,000-square-foot Super Stop & Shop ended a 17-year period during which there was no major
supermarket within the city limits; Pace University has completed construction of a $125 million judicial
training center on its law school campus—the first of its kind in the state; Berkeley College purchased a
Class B office building and has repositioned it to serve as a Downtown college with a new dormitory
facility; and Renaissance Plaza, a $4.5 million court featuring linear fountains with waterspouts timed to
music, has become a Downtown gathering place for families and adults.

Combining a more receptive environment for development with new retail, recreational, and restaurant
facilities has helped White Plains to see a resurgence of commercial activity. Some of this was due to the
decentralization efforts of a number of New York City firms, but many other relocations and expansions
were a product of the city’s transformation into an attractive place to live and work. For many years, two
of the main deterrents to companies moving their offices to White Plains were the lack of high-quality
housing and the absence of any nightlife. With the Phase II plan in full swing, these obstacles have
disappeared.

During the past few years, hundreds of thousands of square feet of prime commercial space has been
leased to a multitude of firms, including the New York City law firms of Hogan & Hartson, and Skadden,
Arps, Slate, Meagher & Flom, LLP; and Argent Mortgage Company; Lillian Vernon Corp.; and SMARTS—
System Management ARTS Inc.—an information technology firm with offices around the world.
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This influx of corporate tenants has reduced the office vacancy rate in White Plains from over 30 percent
to the midteens. Aside from the sheer amount of space leased, many new owners have bought older,
Class B buildings and invested a significant amount of capital to reposition them for the growing
office/retail market emerging in the Downtown and surrounding areas. With neighboring cities in a
downward turn, White Plains has been growing, thanks in part to the major commitment of public and
private funding to create a vibrant and active place to do business.

In addition to the new developments, many existing retail centers have been either upgraded or
purchased by national firms that now see the White Plains market as a good place to do business. Mills
Corp. recently bought Galleria Mall, an 885,000-square-foot retail center anchored by Macy’s and Sears
and having more than 100 shops. The 185,000-square-foot Westchester Pavilion was recently purchased
by Urstadt Biddle Properties, which plans to expand the facility, and the 200,000-square-foot
Bloomingdale’s recently underwent a 40,000-square-foot expansion. Nearby, the Westchester, an
828,000-square-foot mall owned by Simon Property Group, features upscale stores, including Tiffany’s,
Brooks Brothers, Neiman Marcus, and Nordstrom, as well as more than 80 specialty stores including a P.F.
Chang’s restaurant.

Phase III. The momentum that has carried White Plains to this point shows no signs of slowing. The Phase
III economic development plan, intended to capitalize on the successful Downtown revitalization
strategies, will include development of a master parking plan for the Downtown, a Downtown facade
improvement program, and implementation of a trolley/ shuttle bus service connecting major retail and
cultural destinations within the city. The plan also advocates continuing the working partnership with the
BID and the city, creation of an international outdoor market, and development of a small business
resource center.

As White Plains moves into the next phase of development, several projects are slated to break ground in
2005. Cappelli Enterprises’ $350 million development Renaissance Square will include a Westin hotel,
luxury condominiums, and retail and office space in three 34-story buildings. Ivy Equities will begin a $17
million redevelopment of the 270,000-square-foot Sears building—vacated when Sears moved to Galleria
Mall last year—to create the Shops on Main Street, a multiple-user retail facility in the center of the city.
Downtown Crossing, a $70 million family entertainment project being developed by Silverman Realty/New
York Connecticut Development Corp., will feature more than 100,000 square feet of recreational space on
multiple levels, including Kids City, a venue where children will be allowed to role-play at various adult
occupations with costumes and movie-styled sets.

White Plains has demonstrated in recent years that it is committed to creating a model Downtown center
that integrates residential, commercial, and retail uses. In continuing to supplement existing infrastructure
with a willingness to respond to the needs of both the business and residential communities, White Plains
has been able to remake itself as an attractive small city with big-city style.
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Paul Crisalli, chair of ULI Westchester/Fairfield, is senior vice president and regional partner at JPI
Development.
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Urban Land Archives: October 2003

Housing Conversions
by Beth Mattson-Teig

Adaptive use can rejuvenate both buildings and urban neighborhoods.

Across the country, vacant office buildings, warehouses, department stores, and hotels are getting a
second chance at life as new housing stock. By nature, adaptive use is time consuming, complex, and
costly; however, that has not stopped an increasing number of developers from pursuing housing
conversion projects.

Two adaptive use projects in Washington, D.C., were the result of one company’s search for space on
which to build. “We were looking for opportunities in the District, and we just weren’t finding any vacant
land,” explains Doug Brout, executive vice president of investments at Summit Properties, a Charlotte,
North Carolina–based firm specializing in the new construction of luxury apartment communities. “In
urban areas, quite often you are forced to look at rehabs or some other type of reuse to enter the
market,” he says. The two projects are Summit Grand Parc and Summit Roosevelt, both luxury rental
apartments that opened last December. Summit Grand Parc, a 105-unit residential building, involved the
reuse of the former United Mine Workers office building, located on McPherson Square two blocks from the
White House. A former seniors’ living facility on 16th Street, N.W., also in Washington, D.C., was gutted,
rehabilitated, and converted in the creation of the 198-unit Summit Roosevelt. “These projects are more
complex and riskier than ground-up development,” says Bront, “but it is hard to turn your back when
these great locations present themselves.”

These Downtown conversions reflect the growing popularity of urban living in loft-style apartments or
condominiums, which are experiencing steady, high occupancies and solid rental rates. “There is
tremendous demand for Downtown housing which reflects a societal change,” notes Kerry W. Kirby,
president of Intradel Corp., a New Orleans–based housing developer. Many people are having children
later in life, and they are opting for city living to be closer to main employment centers, entertainment,
and cultural attractions. “People like being in the mix,” he says. Intradel reports market rents between
$800 and $1,500 at its properties, including the Lofts at Thanksgiving Square in Downtown Dallas, a
project that involves the conversion of a 1920s-era U.S. post office and federal courthouse. The post office
will reopen this fall on the ground floor of the five-story building, while Intradel plans to convert the upper
four floors to 91 rental apartments. The $14 million project is expected to be fully completed by mid2004.
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Downtown Detroit also is experiencing a revival in Downtown living that includes strong interest in
converted lofts and condominiums. Two adaptive use projects, the 200 River Place Lofts and the Lofts at
Woodward Center, were recently completed by the Southfield, Michigan–based Farbman Group. The 61
rental units in the Lofts at Woodward Center have been converted from three old department stores on
Woodward Avenue in Downtown Detroit; 200 River Place Lofts includes 48 for-sale units located in a
1920s building along the shores of the Detroit River in the historic Stroh River Place District.

Despite having one of the highest office vacancy rates in the country, with vacancies exceeding 25
percent, Detroit is experiencing strong housing demand due to the new Compuware headquarters
Downtown, to the continued presence of General Motors with its world headquarters, and to interest from
the generation X crowd, notes David Farbman, president and CEO of the Farbman Group. “One of the
things we look forward to is the market becoming deeper as new companies move into Downtown,” he
adds.

Philadelphia is another example of a city that is experiencing healthy demand for rehabilitated housing in
the midst of its urban revitalization. The biggest problem in Philadelphia is that developers are running out
of old buildings located in desirable neighborhoods. “The good candidates for conversions have been
pretty much gobbled up,” says Tom Miles, president of Miles & Generalis Inc., a Philadelphia-based
housing developer. “There is very little if anything left in the prime Center City area of Philadelphia,” he
continues, referring to the city’s 30-block central hub. Miles and partner Alex Generalis, both artists,
created one of the first artist loft buildings in Philadelphia in 1983. The two eventually traded their custom
sculpture business for real estate, and over the years have converted a wide variety of buildings including
schools, carriage houses, and factories into residential lofts. In the past 2.5 years, Miles and Generalis
have converted approximately 300,000 square feet of old industrial buildings into loft space, and an
additional 200,000 square feet is underway or planned. The demand is still strong, notes Miles, but the
clientele is considerably different today. Instead of artists, buyers nowadays are young professionals
willing to pay upwards of $400,000 for the lofts and an urban lifestyle, he explains.

In Downtown Fort Worth, a 1920s-era office property, which had sat vacant for nearly five years, is being
converted into the $17 million Main Street Lofts, a 176-unit multifamily redevelopment with 7,000 square
feet of street-level retail space.
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Traditionally, adaptive use developers have targeted classic, turn-of-the-Center structures. These historic
buildings are ideal for conversions for several reasons, notably their aesthetics and unique architectural
character. Old warehouse and manufacturing buildings, in particular, have long been a staple for rehabs,
with their high ceilings, open floor plates, and exposed beams, which are well suited loft spaces. These
days, adaptive use covers a wider range of property types. For example, Minneapolis-based Artspace
Projects Inc. has rehabbed facilities ranging from old hotels to hardware stores in order to produce artist
lofts. The nonprofit real estate developer, which specializes in creating living and working spaces for
artists, currently owns 13 properties in cities including Minneapolis, Pittsburgh, Portland, Seattle, Reno,
Chicago, and Galveston, Texas, where Artspace converted the oldest opera house in Texas into the
National Hotel Artist Lofts.

Artspace converted an old 1906 school building on the west side of Chicago into the Switching Station
Artist Lofts, a 24-unit housing project. The Artspace building opened in April. Originally, the building
served as a telephone switching station, then housed the Roentgen Middle School before closing 20 years
ago. The property has sat vacant for years, and it was in a state of significant disrepair when Artspace
acquired it.

Other developers are widening their search parameters to encompass more modern buildings constructed
during the 1950s and 1960s. Office buildings in particular are ideal for conversion because many have
become functionally obsolete for office tenants. Buildings constructed 40 to 50 years ago tend to have
smaller floor plates—about 10,000 square feet—compared with today’s more typical 25,000-square-foot
design. In addition, the slumping real estate market hitting major metropolitan areas across the country is
creating opportunities for adaptive use as developers find an increasing supply of underused buildings in
commercial corridors and Downtown districts. “There has been a shift in the office market, which has led
to a lot of Class B and C commercial space becoming increasingly obsolete in certain areas,” says John
Given, a senior vice president at the Hollywood, California–based CIM Group.

The chief obstacle to adaptive use is the cost. “It is very difficult to make the numbers work,” Kirby says.
A typical conversion project costs about $100,000 per unit, compared with the new construction of a
typical garden apartment complex, which runs about $75,000 per unit, he adds. Developers are
uncovering a variety of financial resources to help cover the added expenses, including a number of
financial incentives that encourage the reuse of historic buildings. The most prominent program is the
Federal Historic Preservation Tax Incentive program, which has helped to finance the rehabilitation of
more than 149,000 housing units and the creation of more than 75,000 units since the program was
launched in 1976. The program provides a 20 percent tax credit for the rehabilitation of certified historic
structures, as well as a 10 percent tax credit for the rehab of nonhistoric, nonresidential buildings built
before 1936.
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Building owners also can take advantage of historic preservation programs at the state and local levels
that may include tax credits for rehabilitation, tax deductions for easement donations, and property tax
abatements or moratoriums. Fort Worth, for example, offers a ten-year tax abatement program for
projects that involve historic preservation. Intradel, for instance, expects to save about $50,000 per year
in property taxes on its Main Street Lofts development in Forth Worth.

Cities also have become more proactive in encouraging adaptive use projects as a means to expand their
housing base and revitalize the urban core. At the same time, municipalities have been aggressive with
financing programs that include property tax levies, abatement programs, tax-exempt bonds, historic tax
credits, transferable development rights, and housing density bond programs. Dallas, for example, has a
provision that makes tax increment financing (TIF) dollars available to help pay for asbestos abatement.

Downtown Los Angeles currently is experiencing a boom in adaptive use projects. Among the 42 new
housing projects under construction or proposed Downtown, 30 involve the adaptive use of existing
buildings. The primary driver behind the activity is the adaptive use ordinance adopted by the city council
in 1999. “We have a lot of historic office buildings Downtown that had become functionally obsolete,” says
Hal Bastian, director of economic development at the Los Angeles Downtown Center business
improvement district (BID). Redevelopment of the Bunker Hill area during the 1970s sparked a shift as
companies moved from the “old” Downtown to the “new” Downtown. “The ordinance was designed to give
new economic life to otherwise obsolete buildings,” he explains.

Previously, many aging buildings had been zoned commercial. The adaptive use ordinance broadened
zoning to include living or living and working in the same space. The ordinance still protects fire, seismic,
and life safety issues, but it adds greater flexibility in relation to building codes. For example, while many
of the older buildings require structural reinforcement for earthquakes, the requirements are not as
rigorous as they are for new construction.

Such cooperation from cities can be vital to furthering conversion projects. Los Angeles’s adaptive use
ordinance has made a significant difference to developers such as CIM Group, which is currently involved
in multiple adaptive use projects in Downtown L.A. The ordinance affords a broader range of choices for
building officers in dealing with the application of codes such as structural or noise considerations, while
still ensuring life safety, Given notes. For example, adaptive use projects do not have to provide parking
at residential standards, only at previous standards.

The CIM Group, which has been involved in adaptive use projects throughout California since the mid1990s, credits much of its success to incorporating retail uses into its housing conversions. “Retail is a
very important component, part and parcel, of creating a great urban neighborhood,” Given says. Initially,
CIM started doing adaptive use of commercial buildings in areas such as the Gaslamp Quarter in San
Diego, he explains. In the process, CIM incorporated housing elements as a key to making its projects
successful. “We think that when people are moving into an urban area, they are really interested in the
quality of the street life,” Given notes. “So what makes a mixed-use project great, from our point of view,
is that it has all different types of uses.”
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The CIM Group is in the midst of a five-phase development in Downtown Los Angeles that will combine
commercial and residential components including the creation of more than 1,500 rental apartments and
for-sale condominium units. Phase I, the $23 million adaptive use project called the Gas Company Lofts,
will include 265 loft-style apartments that are due to be complete by the end of the year.

The second phase of the project involves the $60 million Market Lofts, which will comprise 292 loft-style
apartments above approximately 58,000 square feet of street-level retail uses, including a 50,000-squarefoot grocery store. “Many residential developments tend to be only residential,” Given says. “We think it is
more appealing that the neighborhood be enhanced rather than just the building.” Ultimately, that is just
what many of these adaptive use projects are doing. Despite the challenges these projects represent,
developers are feeding the demand for new housing by reviving underused real estate and breathing new
life into aging neighborhoods.

Beth Mattson-Teig is a freelance writer based in Minneapolis, Minnesota.

FEATURE BOX
Housing in Commercial Neighborhoods
Fueled by a strong demand for housing and coupled with a weak office market, an unprecedented boom in
the conversion of commercial land to residential use is underway in Los Angeles. In a city whose residents
are not known for their love of density, forward-thinking municipal officials and developers are finding
ways to address the looming housing crisis and create a new urban lifestyle in Los Angeles.

Over the next two decades, southern California’s population is expected to grow by 6 million people—
nearly the size of the entire population of Massachusetts. This translates into a need for about 100,000
new homes annually. Because demand has outstripped supply, the American dream of homeownership is
becoming increasingly out of reach for the average resident. At the same time, apartment rents are
climbing. In addition to the burden it places on the region’s residents, this lack of housing opportunities
has serious economic consequences for southern California. Some employers avoid Los Angeles
altogether; other companies are moving out of the city to areas that offer a more plentiful and affordable
supply of housing for their employees.

Since the city of Los Angeles has almost completely run out of raw land for housing developments, city
officials are taking ground-breaking measures to speed the conversion of underused commercial land into
high-density mixed-use and residential uses. A concerted effort on the part of the office of Mayor James
Hahn, the building and safety and planning departments, business organizations such as the Central City
Association, and a number of local and national developers has resulted in an unprecedented housing
boom in Downtown Los Angeles that is spreading to underperforming commercial areas throughout the
city. City planning director Con Howe reports that since 2000, construction of multifamily housing in
commercial zones has shown a steep rise. In 2002, close to 60 percent of permits for all new and
converted multifamily housing were in commercial zones, up from 40 percent for the previous year.
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This renaissance of Los Angeles’s Downtown can be traced to 1999, when the city council acted to revive
the aging Downtown core by adopting the Los Angeles Adaptive Reuse Ordinance. The “by right”
ordinance streamlined the redevelopment process for buildings built before 1974 by relaxing parking and
zoning regulations and providing for flexibility in meeting seismic safety rules.

Since the ordinance’s adoption, interest in converting older and historic office buildings to housing in
Downtown area has skyrocketed. Nearly 1,200 units have been completed, 1,800 are under construction,
and some 3,500 are in the pipeline (with some 550 of these in various stages outside the Downtown
area). New projects are announced almost every week. These numbers are reported to reflect the success
of the planning department’s strategy in encouraging the conversion of commercial land to residential use,
which Howe characterizes as “getting good policies and plans in place and then getting out of the way.”

Examples of this growing trend range from the first conversion of offices on the fringes of Downtown’s
skid row into apartments under the L.A. Adaptive Reuse Ordinance, luxury lofts taking shape in a circa
1936 former UPS distribution facility, and the conversion of a 1926 office building and former subway
terminal into approximately 277 market-rate apartments. In other areas of the city, a village of 1,300
apartments and townhouses is nearly complete on what used to be strip malls in the Fairfax
neighborhood. Construction also is nearly complete at the historic corner of Sunset and Vine in Hollywood
on a mixed-use project, which includes approximately 100,000 square feet of ground-floor retail space
and four levels of market-rate apartments located overhead.

This new housing is being targeted to professionals, singles, empty nesters, those who want a “workweek”
home, corporate users, even students. These typically are childless households with demanding lifestyles.
Many are people in the creative professions who want to live in and work out of their living space. These
are individuals who want to eliminate the stress of commuting, live close to cultural activities and
restaurants, and experience the vitality of an urban lifestyle.

Building on the successes Downtown, the city is going even further to relax regulations to spur the trend
toward developing multifamily housing in commercial zones. This past February, the city council expanded
the L.A. Adaptive Reuse Ordinance to apply to other older commercial cores in the city where there are
underused or vacant buildings. In addition, the city council will soon consider a more limited version of the
ordinance that could be applied citywide. Two other ordinances enacted at the same time allow higherdensity housing near transit stops and the rezoning of underused commercial strips to housing and mixeduse boulevards. The first applications for such projects are now being processed by the city.
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Although Los Angeles is taking some innovative measures to support residential and mixed-use
development in commercial cores, there are challenges that remain.

•

Difficulties in assembling the right parcels of land.

•

Hard-to-secure financing for projects in questionable neighborhoods.

•

Spotty retail performance in mixed-use projects.

•

Community opposition, which can present a significant obstacle in obtaining entitlements if the
project is adjacent to a residential neighborhood.

•

The long checklist of fire, building, and safety requirements for residential use, which can be
difficult to meet in commercial buildings—and especially challenging when historic character is to
be preserved.

•

Difficulties with fitting in basic residential amenities in older commercial buildings.

•

Providing sufficient parking in a city still dependent on car use.

One of the biggest challenges for developers is land acquisition. Landowners are becoming more savvy;
they watch the redevelopment going on all around them and know they can raise their prices accordingly.
Downtown properties that once sold for $5 to $17 per square foot are now going for $40 to $80 per
square foot. Along the city’s major commercial corridors, it can be difficult to assemble land parcels since
developers usually are dealing with multiple owners and an odd mix of uses. In areas not zoned for
adaptive use, it often is difficult to get a seller to wait until the developer gets the zoning or other
entitlements to move forward. Although the new ordinance recently passed by the city council encourages
the rezoning of underused commercial strips to allow multifamily residential uses, it is not a “by right”
ordinance; the developer still must apply for a zone change. This can add an element of uncertainty to the
project in the form of time delays and potential community opposition. (An interesting note: one of the
main competitors for land is the Los Angeles Unified School District, which reports being in desperate need
of new school sites.)

Up until quite recently, financing was especially difficult to secure for projects in Downtown Los Angeles
because of “institutional memory”: many lenders had had negative experiences with Downtown projects.
For example, developers Lee Group, based in Marina Del Rey, California, and CIM Group, based in
Hollywood, California, faced the problem of institutional memory head on when pursuing financing for the
Flower Street Lofts, one of the first for-sale loft projects being built Downtown since the 1980s. Many
lenders were reluctant, but eventually the developers were able to convince appraisers and a lender that
buyers would be interested because they would be getting good value for their money. According to
developer Jeff Lee, even at prices ranging from $365,000 up to $1 million, these 91 luxury units represent
an affordable alternative to other loft-type condominiums for sale in more affluent areas of the city.
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As more and more projects come on line and prove to be successful, financing is becoming much easier to
obtain. Now that a number of developers are proposing larger projects, banks are getting more
comfortable with the concept. “In the past, lenders may have been disinterested. Now they are looking at
creative ways to underwrite,” says John Given, CIM Group’s senior vice president of development. “We
have found that a heavy dose of sponsor equity and third-party mezzanine investors softens the risk to
the point where traditional lenders want to participate,” he adds.

By scheduling Downtown tours and conferences for lenders, the mayor’s office also is working to raise the
level of confidence in financing Downtown development. There are programs to help developers with
financing, including the California Debt Limit Allocation Committee, a state program that offers lowinterest loans to developers of multifamily rental housing that includes affordable units. State historic tax
credits are available for historic conversions that meet the certification process.

These properties often are not in the choicest locations—and it is difficult to market even the most lavishly
renovated or well-designed new building if it is located amid a sea of drugs, crime, and street people. The
solution to this dilemma is to create a neighborhood. Some developers try to buy a few buildings at once
and then renovate on a block-by-block basis. The Old Bank District development has involved the
complete transformation of an entire block of buildings on the fringes of skid row. Los Angeles–based
developer Gilmore Associates worked to create a neighborhood by redeveloping a trio of historic buildings
into a 230-unit loft housing and retail project. Today, a café, a corner market, an art gallery, and a
restaurant are all located on the same block.

Providing retail services in these mixed-use projects can be a problem. As the Downtown residential
housing market has grown dramatically in the last few years, residents have complained about the lack of
basic residential amenities. Like the Old Bank District project, many residential developments in
commercial areas have a retail component, but the uneven results of retail in these mixed-use projects
can make them risky for developers. The challenge is to achieve the critical mass of residents needed to
support the retail outlets. Mixed use works best when it is located in areas where the retail is considered
an accessory to the residential space and not a stand-alone component. As evidenced by the Old Bank
District development, smaller, independent, service-oriented operations like cafés, copy shops, or art
galleries are more likely to be successful in ground-floor, mixed-use space.

Now that a critical mass of residents has formed in Downtown L.A., the mayor’s office is trying to bring
more amenities Downtown. The area is finally getting a Ralph’s supermarket, part of a large-scale 7.2acre residential and retail project to be built by CIM Group over the next several years near the Staples
Center. The supermarket is seen as a critical component in achieving the developer’s goal of creating a
true 24-hour, mixed-use Downtown community.
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If it is replacing an underperforming, unattractive strip mall, a well-designed residential project is viewed
as an asset to the neighborhood. Yet, frequently there is community opposition to multistory housing
along commercial strips. Whether the existing property is an out-of-date office tower or an eyesore,
neighbors often prefer what is already there to the greater height, density, and traffic of a new multifamily
project. In the San Fernando Valley, neighbors appealed the proposed transformation of an unsightly
used-car lot into a four-story apartment complex. In the neighboring city of Beverly Hills, residents are
suing to block the conversion of an 11-story Wilshire Boulevard office tower into a 37-unit apartment
building.

To facilitate entitlements, it is important to allow the community to be part of the design process so
residents have a clear idea of what the project will look like. In addition, working closely with community
leaders helps to increase public understanding of the project’s benefits and build support.

Parking can be a costly and intrusive element, yet is considered critical for the marketability of a project in
Los Angeles. Even though the city’s adaptive use ordinance does not require added parking, developers
know they cannot market their projects without it. According to Greg Vilkin, president of Cleveland-based
Forest City Residential Group, to make a project marketable in Downtown Los Angeles, a developer must
provide one parking space per unit; in San Francisco, the ratio can be one space to four units.

A study last year of housing conversion in Downtown Los Angeles by the Los Angeles Conservancy reports
that 85 percent of the projects will provide additional parking for tenants. Lee Group and CIM Group,
developers of the Flower Street Lofts, negotiated an arrangement with the owners of an adjacent parking
garage for a 50-year lease on two floors and will build a connecting skywalk to the units. To meet the
parking challenge at its Subway Terminal Building project, Forest City Development bought the lot next
door to build a parking structure. Other developers are addressing the issue by creating parking in the
basement and/or ground floor of the building, using an adjacent surface lot, or even building a parking
structure a block or so away from the project.

All in all, converting an older commercial building to residential use is a complicated and costly process; in
the end, it often costs the same as starting from scratch. There is a long checklist of fire and safety
regulations to meet; seismic upgrades can be a challenge; asbestos and lead paint must be removed; all
systems for electrical, fire retardation, elevators, and mechanical must be replaced; and existing tenants
must be relocated. Fitting basic residential amenities like washers and dryers into the units in an older
building also can be difficult.
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Downtown Los Angeles has one of the largest stocks of empty historic office buildings in the country.
When the residential conversion involves a historical building, it is an even greater challenge to meet code
requirements, make the building commercially viable, and still honor its historic aesthetics. If a developer
wants to qualify for historic tax credits—often essential for a project to pencil out—the building must meet
extensive certification criteria set by the National Park Service and the state’s historic preservation office.
The requirements of these two agencies frequently are in conflict with standards set by the fire and
building and safety departments. Some developers simply forgo the historic tax credit in order to make
necessary building modifications.

The recently expanded L.A. Adaptive Reuse Ordinance, however, does provide significant relief. Los
Angeles is “one-step ahead thanks to its adaptive reuse program,” says Forest City’s Greg Vilkin, who
characterizes the building and safety department as very well informed: “They understand the issues and
are working to solve the problems and not put up roadblocks.” Andrew Adelman, general manager of the
building and safety department, emphasizes his department’s willingness to work with owners of historical
properties to get the buildings back in service. He notes that his department has created a case
management process for adaptive use projects that kicks off when a project is in schematics. Project
architects work with the fire and building and safety departments from the start. The agencies look at
each project on a case-by-case basis and take into account each building’s unique characteristics.

The ordinance waives or modifies code requirements based on the “typical existing conditions” of the
buildings. For example, existing railing and windowsill heights are allowed, as is the use of an existing fire
escape as one of the two exits required by code. The L.A. Adaptive Reuse Ordinance “has provided
thoughtful, creative flexibility” in meeting seismic upgrade requirements, points out Given, adding that
California’s historic building code also offers some relief from code requirements.

Increased density can be a hard sell, especially in southern California. The ultimate challenge to promoting
multifamily housing in commercial neighborhoods may well be the prevalent public perception that the
traditional, suburban single-family home is preferable to denser, infill development. There are those who
suggest that it will take an aggressive, creative, large-scale public education campaign waged on many
fronts to change community attitudes about increased density and housing.

Infill development alone will not take care of all of southern California’s housing needs—new community
development still will be necessary. But whatever cities can do to facilitate infill development will be
important in helping to resolve the housing crisis facing the region. The rewards should be substantial:
providing much-needed housing; attracting and retaining jobs in the region; reducing traffic on L.A.’s
notoriously congested freeways; revitalizing older, declining neighborhoods; and preserving the historic
fabric of the city.

Sharon Kaplan, senior vice president and leader of the Land Development Group at Psomas, a consulting
engineering and information management firm headquartered in Los Angeles
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Urban Land Archives: 2001: July
Mayors' Forum: Turning Communities Around
by William H. Hudnut III

PUBLIC POLICY: It takes not only retail but plausible scenarios and committed leadership to revive
suburbia and the center city.

Upstate urban communities along the spine of the New York State Thruway are like the proverbial frog in
boiling water: “A frog dumped in boiling water will instantly jump out. But put the frog in cold water and
slowly turn up the heat to boiling, and the frog will first enjoy the warmth, and then, lulled into a stupor,
will die,” said William A. Johnson, Jr., mayor of Rochester, at the 12th ULI/Joseph C. Canizano Mayors’
Forum held in that city last July.

“The water is slowly coming to a boil,” he continued. “These cities [Rochester, Cortland, Albany, Niagara
Falls, Elmira, Corning, Schenectady, Utica, Buffalo, Rome, and Ithaca] are mere shadows of their former
selves. The quality of their metropolitan areas is declining. For example, in the years 1970 to 1990,
Rochester became the tenth–fastest declining American city in terms of population, losing over 100,000
residents. Tax bases have declined, the tax burden and social strain on those left behind have grown, and
the pressures to disinvest are mounting. High taxes, poorly performing schools, falling property values, a
declining customer base with diminishing purchasing power, and the disappearance of well-paying
manufacturing jobs have made western New York one of the most depressed regions of the country.
Kodak employs 30,000 people in greater Rochester—26,000 fewer than just 15 years ago. State
budgetary policy has cut in half the state’s revenue-sharing aid to local governments since 1989. In 1992,
local government taxes per capita were $1,870—the highest in the nation and more than twice the
national average of $890.”

This bleak picture served as the backdrop for the mayors’ forum that brought together a dozen or so
representatives of 11 upstate New York cities in a roundtable discussion with ULI members and other
guests to discuss the topic “Community Retail and Neighborhood Revitalization.”

So what is a mayor of one of these depressed cities to do? In addition to efforts by mayors to form
regional partnerships and change state policies toward municipal government, two initiatives provide part
of the answer: promote commercial revitalization in the Downtown and the neighborhoods, and involve
neighbors in creative efforts to rebuild neighborhoods.
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Revitalizing Main Street
In her keynote address, Kennedy Lawson Smith, director of the Washington, D.C.–based National Trust for
Historic Preservation’s Main Street Program, suggested four broad areas that need to be considered if
urban retail is going to be revitalized, as it has been in many communities where the Main Street Program
has been instituted:

•

Design (covering all physical aspects of the Downtown): rehabilitating existing buildings;
constructing compatible new buildings; improving signage, parking, and public spaces; making
window displays and in-store merchandise displays more enticing, making small-scale, low-cost,
but often high-visibility physical improvements;

•

Organization: collaborative partnerships among public and private sector groups, agencies,
individuals, and businesses, plus adequate staff;

•

Promotion: marketing, festivals, and special events; letting residents, investors, and visitors
know what the area has to offer; and

•

Economic restructuring: strengthening existing businesses and developing new ones,
conducting retail market analysis to identify market-specific opportunities, and diversifying
economic uses of district buildings.

Retail Follows People
Responding to Smith’s remarks, Bruce Tytler, mayor of Cortland, described his city’s major fall festival and
efforts to attract people to Downtown; a sidewalk sales day sponsored by the local Downtown business
association; and efforts to attract college students. Noting that Cortland is home to State University of
New York (SUNY)–Cortland, he said, “I keep trying to explain to the Downtown merchants: the more you
entice these college students, the more successful you’ll probably be. Young people think Downtowns are
cool, and they don’t want to go to malls.”

Hal Miksch, chairman of First Avenue LLC, based in Columbus, Ohio, told the group that the first thing his
son, who was raised in the suburbs, did when he graduated from college was to move into an urban
neighborhood. His generation, he noted, is “very socially conscious. They believe they can make a
difference at the local level and they are moving into these urban environments en masse.”

A similar point was made by Gerald D. Jennings, mayor of Albany: “If you bring 4,000 to 5,000 people
into a Downtown area, retail is going to flourish. And in Albany, we’ve been able to do that,” noting the
new construction, new workers, and the numbers of people speculating on buildings. “We have three
major business improvement districts, bringing thousands of new workers into the core fabric, and it has
helped the retail. Retail does follow people.”
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Niagara Falls, faced with a tremendous drain of people and capital across the border into Canada where a
gambling casino awaits, has not partnered with state government as successfully as has Albany. Niagara
has gone even to China “to meet potential investors, who right now are in the process of buying several
properties in the heart of the main street area,” said Nancy J. Joseph, the city’s deputy director of
economic development and planning. “Hopefully, this will help turn things around.”

In Elmira, according to Samuel Iraci, the city manager, a $20 million sports entertainment center is being
finalized and an $8 million performing arts center has been completed “to help restore Downtown to its
traditional role as a place where people get together to enjoy themselves and be around other people.”
Iraci also described a local restaurant—Lib’s—in an old warehouse “almost underneath the viaduct. If you
were a site selection agent for a national retail food chain, this is the last place you’d pick for a
restaurant,” he said. “But you can’t get in that place because it has something people want. The outside
amenities—parking, security, lighting, and so forth—are not nearly as important as what’s inside: a great
Italian eatery, with fantastic food and big portions . . . a roaring success,” Iraci added.

Donovan D. Rypkema, principal of the Real Estate Services Group based in Washington, D.C., maintained
that while law firms, banks, and offices Downtown are all well and good, “There are only four things that
put people on the street: retailing, food and beverage, entertainment, and housing.” He went on to assert
that “the health of a Downtown can be measured 25 ways. But if there were only one, it would be this:
Are there people on the street? If the answer is ‘Yes,’ it’s successful; if the answer is ‘No,’ it isn’t.”

Targeting Urban Markets
Miksch spoke of the “huge market” that has been left behind by the suburbanization of retail activity,
illustrating his thesis with a story about Home Depot “dragged kicking and screaming” to an urban
neighborhood in south Chicago. The company wanted to establish a couple of sites in Chicago and was
told by city officials there: “Fine, you can have those, but first you have got to take this one.” They
agreed, and a year and a half after it opened, the south Chicago store had exceeded the market research
projections (which boasted of being 80 percent accurate) “by 300 percent.” Noted Miksch: “These urban
markets are little understood, and their market potential is typically underestimated. They are complex
projects. They take more work than greenfield developments. But there’s more upside potential if you’re
one of the early ones in.” Rypkema pointed out that “there are market opportunities on the neighborhood
level, even on the bottom rung of the economic ladder.” He explained that a household with an income of
less than $5,000 a year (“the lowest category of household incomes on which records are kept”) actually
has an annual spending capacity of $11,000, once transfer payments, gifts, savings, and credit
expenditures are taken into account. Rypkema talked about “targeted marketing opportunities” that would
serve, for example, the one-person households that constitute 35 percent of all American households:
“That 35 percent is spread chronologically, racially, and educationally across the spectrum. It is a great
target market, be it in Downtown or in a neighborhood.”
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Tom DeSantis, senior planner for Niagara Falls, commented, “We have to attract people back to the core
of the city.” This prompted Dana H. Crawford, president of Denver-based Urban Neighborhoods, Inc., to
talk about Downtown Denver and “the staggering number of people who are looking for a new lifestyle
and for community.” And not just in the large cities. She cited Evanston, Wyoming, “which is just about as
small as you can get, and yet there is a very strong preservation ethic and people are flocking to the little
Downtown there.” Speaking only half jokingly, Rypkema talked about his “1 to 3 percent crazy person
rule.” “Anywhere in the country, somewhere between 1 and 3 percent of the population lives right
Downtown, in upper floors, if quality housing is available. They’re not the ‘sane’ 97 percent of the
population wanting a garden apartment, two bedrooms, a bath and a half, and a garage.” He noted that 1
percent can make “a huge difference, whether you’re talking about 12,000 people in Corning or 300,000
in Rochester.”

Steve Adams, director of research and strategy at the Initiative for a Competitive Inner City in Boston,
Massachusetts, agreed. His organization has studied urban markets, discerned their competitive
advantage, and now is trying “to convince people that they can make a profit by bringing their product
lines into underserved neighborhoods.” He spoke of “the enormous amount of buying power” in these
locations, and pointed out that if “the folks who live there” can be included in the planning process so that
the market, with its challenges and barriers, is understood clearly, profitable retail opportunities will be
created. “The residents are the asset. Successful retailers will serve diverse markets and really tailor their
approaches to different interests and needs.”

Mayor Albert Jurczynski of Schenectady put a different spin on the issue. “The thing that amazes me is
that people in the inner cities have to eat, yet they are forced to take cabs to other areas to shop for food.
And then you have residents in those areas complaining about people coming in from the inner city and
ruining the neighborhood,” he said. “So we’re trying to get a supermarket in the inner city.”

Jurczynski said that all mayors want a grocery store in the heart of the city or its urban neighborhoods.
Rochester has one. Johnson took the group on a bus tour of some neighborhoods in Rochester. One stop
was at Upper Falls Shopping Center, which had been “a vacant eyesore for almost ten years” in the lowand moderate-income area where it is located.” The city constructed a $11.3 million, full-service retail
plaza surrounded on three sides by large, multitenant housing projects after having negotiated a deal with
Tops Supermarkets to build five stores within the city, including one of 23,000 square feet—with a
promise to locate a police precinct station next door. The remaining space in the shopping center has been
100 percent leased to multiple tenants, he noted, “all providing important services to neighborhood
residents.”
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Joseph B. Zehnder, then-director of urban development at ULI, addressed the difficulty of arranging the
financing for urban retail. Independent grocers and other locally owned stores, as opposed to larger
national chains, are viable neighborhood anchors, he said. “They understand better the diversity and
tastes of the local market and how to merchandise to that market. But projects based on independent
businesses rather than chains are more difficult to finance, since lenders see such tenants as a greater
risk. “This,” he said, “has been overcome in some cases through rent writedowns by the developer or
guarantees on a lease by a wholesaler.”
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Tapping Grass-Roots Potential
Michael Banner, president and CEO of Los Angeles LDC, a nonprofit community development financial
institution that has worked closely with independent grocery stores in the Los Angeles area, added that
hiring “from the community” also makes a lot of sense. He said that “the notion of equity and community
involvement helps you in turning a neighborhood around [because] you know the guy who owns the
supermarket.”

In a similar vein, Johnny J. Mack, president and CEO of the Atlanta-based National Institute for
Community Empowerment, commented that “latent power” exists within the community. “Citizens are the
starting point of the whole process. Educate and inform them so they can give substantive input and then
see substantive results.” He talked about “a comprehensive approach to revitalization” that includes the
community as a partner along with the public and private sectors. And he emphasized the need for a
balance between “place-based and people-placed development.”

This idea was emphasized twice during the participants’ stay in Rochester. Johnson conducted a tour of a
few of Rochester’s Downtown neighborhoods: the Frederick Douglass Village, a new community built on a
5.2-acre vacant tract of land just a few minutes from the city’s central business district; the Susan B.
Anthony District, a historically and architecturally significant neighborhood that retains its original public
square and alley configuration, commercial strip, and industrial area, as well as the majority of its old
residential buildings, including the home of the legendary activist for women’s voting rights, the site of her
arrest (for voting!) in 1872; and Corn Hill, one of the oldest neighborhoods in the city and, with its new
townhouses, apartments, small retail shops, and historic mansions, one of today’s most fashionable and
popular places in the city to live. Forum participants also visited the High Falls Entertainment District, a
regional destination point on the Genesee River adjacent to these neighborhoods, and the Monroe Avenue
commercial strip “that has begun to realize its potential” in supporting a large residential neighborhood on
the city’s southeast side.

During lunch, participants heard about the importance of involving citizens in rebuilding neighborhoods.
Rochester’s commissioner of the department of community development, Thomas R. Argust, discussed the
Neighbors Building Neighborhoods (NBN) program. By including a broad cross section of the community in
the planning process, the NBN program is a good approach to citizen empowerment (see feature box on
page 87).

In Niagara Falls, said John C. Drake, the city’s director of community development, “the most successful
business in the main street area is run by a minority person from the neighborhood who caters to the
minority community. The ultimate empowerment is economic empowerment. That, he said, is what is
going to save any main street in a minority or low-income area—having entrepreneurs who will develop
the products that will sell in the community.”
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Utica, New York, has undertaken some actions that not everyone around the table agreed with,
demolishing in the last five years 425 vacant buildings of the 700 the city owned, “mostly in our inner-city
neighborhoods,” according to urban economic development commissioner Thomas Larrabee. “It has made
a difference,” he claimed, by raising house prices, repositioning the area’s image, creating more block
associations, and strengthening a “Little Italy” neighborhood comprising residents of 17 ethnic
backgrounds operating about 100 different businesses. “It’s people taking back their neighborhoods,”
Larrabee said. “People are saying, ‘Wow, something’s happening. It’s worth coming back.’”

Speaking from his experience at SUNY–Buffalo, associate dean of the architecture school, John Bis,
highlighted the “grass-roots efforts of a private entrepreneur,” telling the mayors, “It’s important for the
city government to recognize where these little sparks occur and to latch onto them.” Keith Getter,
management consultant, Neighborhood Reinvestment Corporation, New York City, pushed the matter
further when he remarked, “Investing in the entrepreneurial spirit of our local residents is a key
component to maintaining economic wealth in communities. Residents must be part of the partnership.”

So must other elements of the community. As so often stated in the mayors’ forums, the importance of
partnerships among the public, private, and nonprofit sectors surfaced as a major ingredient in urban
revitalization. Rome Mayor Joseph Griffo spoke of “a new breed of elected officials, neighborhood leaders,
and company executives—resourceful, energetic, and creative—who must be harnessed for action.” Also,
members of city councils, according to Mark L. Ryckman, Corning’s city manager, must be brought into
the equation. “We can have all the best intentions in the world, but if the political will isn’t there,
oftentimes these initiatives come unraveled. The city councils need to become part of the process. In our
community, that largely has not happened.” Iraci maintained that government has to help establish the
right type of business climate. “Government has to assemble the parcels, get the land so it’s bankable
from an environmental point of view, and market it.” Corning’s mayor, Alan D. Lewis, said that he was
going to bring the city council to Rochester “to look at what’s happened here. If you can do it in [a town
with] a population of 210,000 people, why wouldn’t we be able to do it in [one with] a population of
12,000?” The mayor said he was “extremely encouraged” by what the participants saw in Rochester and
wants “to build on what we’ve learned.”

Neighborhood and Downtown Retail
Several participants drew an important distinction between Downtown and neighborhood retail—a
distinction that may seem obvious, but that usually becomes muddled in conversation. Mayor Alan J.
Cohen of Ithaca observed that “no central business district will thrive without healthy neighborhoods
around it, and healthy neighborhoods will not continue to be healthy if there’s a deteriorating CBD. We
have to pursue parallel courses of action in strengthening those two areas,” but “no cookie-cutter
approach works. We really have to look at the particulars of our neighborhoods to make sure retail fits.”
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Griffo said that his biggest challenge was: “How do we reestablish the central business district?
Essentially, there is no core area.” Echoing the upstate New York plight, he continued: “Rome has many
neighborhoods, but what used to be the core of the city is predominantly gone now.”

Ellen Baer, partner at New York City–based Hamilton, Rabinovitz & Alschuler, commented, “What you
need to do for neighborhood and Downtown retail is often very different—different kinds of risks, different
roles for the public sector, different ways of investing and financing.” G. Lamont Blackstone, vice president
of the Retail Initiative, based in New York, elaborated: “In Downtown, revitalization has to include
entertainment and restaurants as well as shopping; in neighborhoods, however, the focus is really on
convenience-type businesses: supermarkets, drugstores, and complementary services.”

But Johnson, pointing to urban abandonment along Rochester’s main street, despaired of Downtown retail.
“As far as I’m concerned, it’s a thing of the past. I have no hopes of attracting any national retailers. We
don’t have the will here or the resources to engage in that level of subsidy. Just a block from here is a 1.2
million-square-foot mall. It’s struggling—it’s in bankruptcy.” For Johnson, the key is neighborhood retail.

The federal government can help stimulate Downtown retail, noted Edward Giefer, policy director of the
Center for Urban Development and Livability in Washington, D.C., by mixing uses in its buildings. “One of
our renewed efforts is to get retail on the ground floors outside our buildings. We can generate foot traffic
and retail opportunities with our workers and visitors to our buildings.” He spoke of a McCormick &
Schmick’s restaurant in a federal building in Chicago, a McDonald’s in Boston’s new courthouse, coffee
carts, farmers markets, and flower shops. “We’ve learned from mistakes in the past. We can be a catalyst
and an anchor. We’re looking for ways to keep our buildings alive after 5:00 p.m.”

Bis emphasized the importance of walk-in traffic, rather than “automobile-driven” traffic, for neighborhood
retail. He described Allentown, a large historic neighborhood bordering Downtown Buffalo where the
streets have been narrowed to slow traffic, and “the retail is very successful. It’s working.” Yet he further
noted that a more “suburban-style” shopping center, also within Buffalo’s city limits on Elmwood Avenue,
also was successful. “My point: You really can’t look at a single plan for a single jurisdiction, because you
have a multifaceted array of issues. And the public sector has to be very sensitive to private developers
who want to go in and do certain kinds of things.”

But Blackstone warned against trying to use “a suburban format” in an urban neighborhood. “Retailers are
still wedded to prototypes they developed that have worked well for them in the suburbs. They don’t
merchandise to the demographics of a particular neighborhood. It just doesn’t work to drop a 45,000- to
50,000-square-foot box on a five-acre site. The challenge is to find a format that works in the inner city so
that a major disconnect does not occur between a supermarket or shopping center and the surrounding
retail, which is already part of the urban fabric.”
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The Click and Mortar Business
There was considerable discussion about the impact of the new economy on neighborhood retail. Smith
listed three trends that have radically affected commercial activity in American cities. Two of them—the
appearance of shopping malls and discount stores—have been detrimental, but the third—the Internet—
will help, because “it provides a new way for retail businesses to reach customers, and new opportunities
to expand their sales.” E-commerce may offer mom-and-pop retailers with a wider customer base.
Crawford said she believes “the Internet is going to help all of us grow.” Banner spoke of seeing
“homegrocer.com” trucks all over the inner-city streets of Los Angeles, calling them part of “the click and
mortar business.”

However, e-commerce will be—at best—a mixed blessing. Bis noted, “If many of these stores are
operating on a marginal level, they are going to have a very difficult time getting into the ‘e-way’ of doing
business.” Miksch thought that neighborhood and specialty retail shops would be less threatened by the
Internet than the big boxes. “Shopping is a very tactile, personal, exploratory, and immediate experience
we will never stop wanting as part of our lives.”

The good news for neighborhood retail is that the digital revolution will not supersede customers’ need for
face-to-face contact. Cities have developed because of the impulse to foster productivity by supporting
human interaction at specific locations, according to Harvard professor Alex Krieger, writing in the ULI
publication, Cities in the 21st Center. Being assimilated into the world of e-commerce will not signal the
end of place-consciousness or place-dependent development.
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It Takes Leadership
Charles R. Kendrick, Jr., managing director of Clarion Ventures, LLC, in Boston, offered a summation of
the day’s discussion that comprised observations as well as advice to the public officials:

•

Neighborhood restoration is a mixed-use, mixed-income problem and opportunity. The key is a
combination of housing, jobs, and street life. When you don’t have that, you miss the mark,
whether you live in the city or the suburbs.

•

The successful suburban retail model does not work in most inner-city and inner-ring suburban
neighborhoods. It has to be redesigned for urban neighborhoods, with rigorous statistical analysis
of the market and the kind of products in demand there.

•

The American center city will never look like it did in 1954. Consequently, we have to make it a
regional attraction that will draw people in from the entire metropolitan area.

•

The business improvement district (BID) is a critical tool to help create clean, safe streets—it
must feel like a wonderful place, like Post Office Square in Boston.

•

Think in terms of assets, not liabilities. Consider Stapleton Airport in Denver. Do not wring your
hands and cry, “Oh my gosh, what are we going to do with a closed airport in the middle of this
city?” Think: “What are we going to do with this enormous asset? How do we restructure it?”

•

What works is a sense of place. If you walk down a street and it feels cold and lonely, it’s not a
place. It won’t work.

•

Capital is scarce and getting scarcer on the public side. If someone proposes a commercial
development that requires a substantial amount of public financing beyond land writedowns, you
have to question whether that in fact is a sustainable commercial development. Massive subsidies
won’t work. Be very careful how you use public money. Leverage it to the wall. If you’re getting
less than six or seven to one on a private project, something’s wrong. There’s too much public
money.

•

There’s more private capital available, but it will be difficult to attract if the perception of a
neighborhood is bad.

•

We are living in the most significant period of change in the history of the world. Your cities,
particularly those in upstate New York, were built on a model that no longer exists—the 19thCenter industrial city—and you’re trying to reinvent them. The good news is that the long period
of disinvestment has ended. The entire situation is starting to turn. You don’t know exactly where
it’s turning to, and that’s why it takes leadership. Somebody has to go out there and convince
folks to go someplace they’ve never been before, follow a vision they’ve never seen before, and
that’s hard. It takes terrific public leadership. It takes terrific private leadership. And it takes the
ability to create plausible scenarios that people can follow, not predictions of the future. But be
very careful. If you don’t actually know where you’re going, don’t invent a vision that five years
from now may be dead wrong. Invent scenarios that are plausible given what you know and what
can be shifted over time, so that you don’t lose your credibility as a leader and so that people will
continue to follow you. That is probably the most critical lesson of today.”
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William H. Hudnut III is senior resident fellow ULI/Joseph C. Canizaro Chair for Public Policy in
Washington, D.C.

FEATURE BOX
The Alternative Building Code
In his keynote remarks at the Mayors’ Forum in Rochester, Hal Miksch referred to Jonathan Sandvick, a
Cleveland architect, and his associate, M. Laik Ali, as having used Section 3408, Chapter 34, of the Ohio
building code to recycle deteriorating old buildings.

Such buildings stand vacant or underused primarily because they need work and have no user—two
intertwined problems. If these buildings can be deemed cost effective for rehabilitation for marketable
uses, then users will be interested in them. Section 3408 stems from the assumption that demolishing
structures and starting new, much in vogue in the 1960s and early 1970s, is not the primary option to be
used in an urban design strategy.

Traditional building codes made it impossible to restore these structures to new uses. As the architects put
it, “The buildings exceeded the height and area requirements under code for the type of building
construction. This was a death warrant for many buildings.” Flexibility was needed. Rehabilitating
potentially salvageable structures was usually cost prohibitive, due to the difficulty of complying with all
provisions of the code.

Consequently, in an enlightened move in 1986, the Ohio Board of Building Standards added a new article
(Section 3408) to its building code to make easier the rehabilitation process for most buildings constructed
before March 1, 1959. (It is not applicable to institutional and high-hazard uses.) It establishes 18 specific
criteria—height and area, smoke control, corridor walls, tenant and dwelling unit separations, means of
egress, and maximum travel distance to an exit, among others—that have “sufficient latitude to achieve
safe buildings without requiring full compliance” with the state building code. Section 3408 “is a creative,
flexible method to achieve fire safety, emergency egress, and life safety for existing buildings without
strict adherence to Articles 2 through 33” of the code.

For example, it gives credit for a building’s life safety/emergency egress features that already exist,
provides a method to accomplish code compliance for buildings that exceed allowable height and area
requirements, and makes it easier to comply with historic preservation guidelines. Section 3408 also
makes it possible to save substantial rehabilitation costs by using existing features of the building (e.g.,
stairs, exposed structural elements, and other decorative details) that otherwise might be lost or
substantially altered. As Miksch explained, “You don’t always have to put in a second staircase. You don’t
always have to install sprinkler systems. This is a great tool.” In the words of both architects, Section
3408 represents “the best hope to retain a building’s existing character—those wonderful aesthetic and
visually pleasing qualities that are often lost when trying to achieve conventional code compliance.”
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A number of successful renovations in Cleveland offer proof. Karen Borland, an architect who specializes in
historic preservation and works for the Sandvick Architects, Inc., points to Cleveland’s Otis Terminal
Warehouse complex just northwest of Public Square. A massive, 500,000-square-foot structure on the
side of a hill, the complex contained some timber construction that would not be permitted today. But with
the help of the alternative building code, “We got those buildings to work,” she says. “They did not have
to be demolished, and now they contain 249 new residential apartments with internal parking. The trick is
to get the height and area to work, and to preserve the historical elements. And that’s the value of
Section 3408.”

—W.H.H.
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Existing Economic Tools to Leverage Private Investment
Commercial Lenders

Local banks and lending institutions

Local Economic Development
Professionals

see Stearns County

SBA Loan Programs

7(a) – Loan guaranty
504 – Primarily larger projects
LowDoc Loan Guaranty

State Historic Tax Credits

Tax credits that can be used by developer or sold to raise funds

State Historic Preservation Office

Tax incentives and grants for historic preservation

JobZ Minnesota

Local and state tax exemptions

Minnesota Department of Trade and Primarily used for industrial and existing businesses
Economic Development (DTED)
Minnesota Investment Fund – revolving loan fund
Small Cities Development Block Grant – CDBG related
Tourism Loans
Capital Access Program – supplemental loss reserve
Section 108 Loan Guarantee – CDBG related
The Initiative Foundation

Non-profit organization for central Minnesota
Business Loan Program – challenge grants and intermediary relending funds, retail non-eligible
Loan Guarantee Program – service and retail eligible

Public Utilities

Direct loans, linked deposits, and custom cooperative finance package
XCEL Energy – assistance with energy efficient acquisitions
East Central Energy – assistance with energy efficient conservation
Stearns Electric – assistance with energy efficient acquisitions

Minnesota Technology Equity Fund Equity Fund – provides equity financing rather than debt,
manufacturing businesses
SEED Fund – for manufacturing and technology related businesses
Local Development Tools

Primarily below market loans to businesses
Stearns County Revolving Loan Fund, manufacturing and wholesale
businesses
Downtown Council and HRA for exterior façade, interiors within
public view, rental housing
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Economic Tools to Leverage Private Investment
Local Development Tools

TIF – Tax Increment Financing
Tax abatement – HRA administered
Essential Function Bonds – housing revenue bonds
Industrial Revenue Bonds – rarely used, tax exempt bonds to finance
fixed assets

U.S. Economic Development
Administration

Federal grants, highly competitive

Technical Assistance

St. Cloud Area Economic Development Partnership
Provide business information, demographics, available building and
land inventories, and economic data
Business retention and expansion
Small Business Development Center

Incentives used for Downtown revitalization fall into several broad categories including
assistance with site acquisition, building and façade improvements, start-up capital,
operating assistance, and business counseling. Downtown stakeholders will need to
explore a variety of incentives and resources that can be packaged together with the
intent of implementing a cohesive niche marketing strategy. Some of these include:
• matching funds to challenge the Downtown business community and establish a
sustainable source of management funds;
• City funds leveraged with other sources to form a revolving loan fund for façade
and building renovation;
• matching grants for repairs to buildings;
• grants to merchants for new signs and awnings;
• special code processes for older buildings or design assistance through the City
Planning office; and,
• zoning codes with provisions for mixed uses.
Historic Preservation Tax Credits
These are available to building owners interested in substantially rehabilitating old
buildings. Commercial structures that are within a National Register of Historic Places
district could qualify for a 20% investment tax credit. Income producing, non-residential
buildings constructed before 1936 qualify for a 10% investment tax credit.
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Façade Easement
Through the Preservation Alliance of Minnesota, a building façade can be donated to the
organization and leased back to the building owners to provide preservation tax
benefits. The program is most beneficial for historic buildings requiring major
investment.
National Trust Preservation Loan Fund
Issues grants to increase the flow of information and ideas in the field of preservation,
stimulate public discussion, enable local groups to gain the technical expertise needed
for particular projects, introduce students to preservation concepts and crafts, and
encourage participation by the private sector in preservation.
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Tax Increment Financing
This is based on regularly recurring taxes, participation by all taxpayers, same
assessment standards as regular taxes – property and sales tax. The district obtains
funds from increases in regular tax revenues that arise from new development in the
district; incremental increase in tax revenues over designated base year revenues is
diverted to a special fund; and diversion of regular tax revenues rather than additional
fees to generate revenue for district investments.
Land Donation/Write Down
Property owner – public (city/county), private (developer), or semi-private organization
– contributes land to a project either as a donation without an expected return, or at a
reduced price. (Note: This method of assistance can have a significant effect on a
development project’s economics.)
Development Fee Rebates
Project developer receives a refund for development fees incurred (i.e., sewer/water
hook–ups, building permits, processing fee, etc. – refund can occur at various points
during the development process).
Infrastructure Cost Participation
Cost of infrastructure (either onsite or off-site) shared by developer and/or property
owner with an entity (public (city/county), private (developer co-op), or semi-private
organization) which will benefit from its availability – can be offered through a formal
program or on a case-by-case basis.
Sales Tax Sharing
Future sales from a development can be rebated to developer to pay for infrastructure.
The city/county agrees to split sales tax revenue with developer, then developer uses it
to pay for infrastructure.
Low Interest Loans/Subordination
Loans for construction, acquisition, operation, etc. are offered to qualifying individuals
or organizations at a preferred interest rate; subordination by a public (city/county),
private (lender), or semi-private organization of a loan provides a guarantee to the
lending organization that in the event of default, debt service will be paid.
Property Tax Abatement
The taxing entity “abates” or reduces a portion of tax burden; this can happen in the
form of an adjusted mill levy on an individual property basis, or in an abatement zone
within a designated planning area.
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Tax Exempt Financing
Use of the above public financing tools creates the opportunity for tax exempt financing.
Leverage Infrastructure Funding to Support Private Money
Within a predefined area, public investment for infrastructure located strategically to
leverage private investment (Note: This should be a common practice rather than a
specific program).
Façade Maintenance Program
Any program – local, state, or federal – including low interest loans and/or grants which
encourage investment in and improvement to building facades within a planning area. It
may also be designed as a matching funds program, within a district, for building façade
maintenance.
Predevelopment Funding Grants
Financing for project expenses incurred before construction (i.e., soft cost including
consulting, design, engineering, planning, and marketing, etc.).
Encourage and Support Non-Profit Developers
Variety of financial and regulatory tools and programs, which streamline and reduce
costs for eligible projects by eligible developers
Low Income Housing Tax Credits (State)
Dollar for dollar reductions or credit against an investor’s federal income tax liability on
salaries, wages, business, etc.; credit is treated like a cash payment or as a reduction
against the amount of tax owed; sale of tax credits by the developer contributes to
project equity, thereby reducing developer’s out-of-pocket investment.
Historic Rehabilitation Tax Credit (State)
Same as Low Income Housing Tax Credits except for rehabilitation of historic buildings.
Federal Historic Preservation Investment Tax Credits (Federal)
Twenty percent of rehabilitation costs can be used as tax credit, which can be sold on the
market (usually at 90% to 95%).
Community Development Block Grants (Federal)
Federal grants, administered through local or regional offices, designed to lower the
overall cost of a project; projects must demonstrate the ability to improve the economic
conditions of the area.
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Economic Development Administration (EDA) (Federal)
Public entity which provides assistance in the form of planning grants and construction
financing – for the development projects in rural and urban locations which will result
in the creation of jobs for the community.
Lending Pools
Several lending organizations contributing financing to a project or projects thus sharing
the risk; pool can be either organized formally or on a case-by-case basis.
Community Re-investment Act
Program under which federally-insured lending institutions are provided incentives to
offer assistance with development financing for local projects (particularly those in
economically-distressed areas); assistance is usually offered at a favorable rate;
institutions earmark a percent of their lending dollars for this program.
Business Improvement District (BID) or a Municipal Service District (MSD)
District that includes all organized local entities other than counties, municipalities,
townships, or school districts, that provide only one or a limited number of designated
functions and that have a sufficient administrative and fiscal autonomy to qualify as
separate governments. BIDs and MSDs in Downtown environments are typically used
to provide services related to health and safety as well as marketing and management
functions.
Signature Project
Public-private effort whereby public sector contributes land, financing, or the like, and
the private sector (developer) contributes their expertise and money to joint
development of a significant project within a designated planning area; program is
designed to encourage development of a project that will serve as a catalyst for
additional investment.
Pedestrian Enhancements
Various public, private, and non-profit initiatives to improve the pedestrian
environment in a designated area (i.e., permanent and temporary streetscape elements,
sidewalk widening, reduced speeds, etc.).
Government Liaison
Individual or committee charged with establishing and maintaining a dialogue between
various branches of government (local, county, regional) regarding issues ranging from
intergovernmental agreements, regulatory reform, facilities planning, etc.
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Educational Seminars
Programs hosted by a variety of entities (e.g., lender, developer, municipal, etc.) which
promote an open dialogue among those individuals and organizations which represent
a delivery system; can occur in a variety of forums; purpose is to provide participants
with various perspectives and an understanding of initiatives designed to facilitate the
development process.
Cultural Art Activities
Activities and programs which encourage the use of art in a designated area by a variety
of participants.
School Programs
Programs (e.g., essays, art, civic participation) which encourage the involvement of
students in a designated area.
Strategic Partners
Participation by public and private sector partners in efforts designed to further a
common goal.
Engage Elected Officials
Variety of methods by which elected officials are engaged in planning and
implementation efforts; encourage improved communication between staff and elected
officials. (Note: this should be common practice, not project specific.)
Environmental Stewardship Programs
Program which encourages ongoing practices and project development which embody
environmental sensitivity; program elements might include financial or regulatory
assistance.
Business Relocation Program
Program, frequently administered by an economic development entity, which assists
with relocating businesses out of a designated area; program elements might include
financial assistance, regulatory assistance, and/or marketing.
Business Recruitment/Retention
Program, frequently administered by an economic development entity, which assists
with the recruitment (attraction) or retention of businesses into or within a designated
area; program elements might include financial assistance, regulatory assistance, and/or
marketing.
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Enterprise Zone
Designated area whereby businesses located within them that make capital investments,
hire new employees, contribute to economic development plans, rehabilitate old
buildings, and/or do research and development are provided a tax credit.
Overlay Zone (e.g., Parking)
Designated area superimposed on one or more existing zoning districts; designed to
protect or enhance an area’s special qualities; governmental review of all developments,
with the power to approve design according to standards contained in the ordinance or
in a district plan or design guidelines; program elements include bonuses and
requirement adjustments.
Regulatory Reform
Initiative by government entity to amend existing regulatory documents to be
responsive to prevailing market and economic conditions; examples might include new
or amended zoning designations, planning approval process reform, updated
comprehensive plan, etc.
Streamlined Entitlements
Initiative by government entity to facilitate a timely approvals process for
(re)development projects which are either eligible or within a pre-defined area.
Design Guidelines
Formal set of standards (either administered through an appointed design-review
committee – peer review, or municipal staff) for development which prescribes a certain
development character and quality level.
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