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Project Introduction

The Oregon Downtown Development Association (ODDA) was contacted by Val
Folkema of the Economic Development Council of Tillamook County to develop a
cluster program for the three communities of Garibaldi, Wheeler and Rockaway Beach.
In December 1999, ODDA made a presentation to Rockaway Beach City Council about
town-center conceptual planning that includes, public and private space
recommendations, and business mix analysis through a three day Resource Team visit..

On January 20%. 2000, ODDA’s Resource Team arrived in Rockaway Beach for three
days of intensive on-site work on downtown and Port of Tillamook Bay issues and
opportunities. The Resource Team consisted of Heidi E. Henry, ODDA; Ed Hilliard,
licensed Landscape Architect, John David Duffie, licensed Architect, and Mary Bosch of
MARKETEK, Business Clustering and Development Specialist.

The Team met with city and ODOT officials, local merchants, property owners and
interested individuals. They worked with city and county staff and ODOT officials to
collect relevant information. A public presentation of the Resource Team’s conceptual
plan and recommendations was presented at a public meeting at Council Chambers on the
evening of January 22, 2000.

This report is a summary of information collected and synthesized by the ODDA
Resource Team. It is based upon the findings and recommendations presented at the
January 22nd meeting.
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Rockaway Beach Resource Team
Executive Summery

Strengthening the Sense of Community & Place

It is important to strengthen downtown as the “heart” of the community and as a
logical place for people to gather. This can be achieved, in part, through elements of
design, appropriate mixed-use development and capitalizing on history, culture, and
events in this traditional resort community. Reconnecting with the Chamber of
Commerce, and developing partnerships and opportunities with the Port of Tillamook
Bay Railroad will also strengthen the community component within Rockaway Beach
and can produce effective, unified economic development.

A destination facility and expanded family facilities would attract new visitors and
compound the need for a more comprehensive business mix and safe pedestrian
pathways on, and between, main street, Mill Street and the beach. Community
facilities like a new city hall/community center, a robust retail development and
family entertainment options with a “Coney Island” feel will add to the family resort
ambiance of the downtown.

Design: Public Space

¢

An opportunity exists to create better pedestrian and bike linkages along and across
Hwy. 101 and the community; linking parks, beach access, and the motels to
downtown. (See Appendix A).

Pedestrian friendly streetscapes, with traffic calming features, are crucial to the
success of the downtown area along Highway 101 (See Appendix B).

Rockaway Beach currently has an indistinct commercial area. The long, straight, flat
alignment of the highway, as well as zoning, have allowed for highway commercial
sprawl in the traditional downtown of Rockaway Beach. Entrances into the North and
South are vague and don’t identify where the core commercial area begins and ends.
Storefronts along Hwy.101 are not contiguous and offer good opportunities for infill
in the form of additional two-story retail/service/residential — type buildings. (See
Appendix C).

The Oregon Department of Transportation (ODOT) in partnership with the
community should undertake a transportation study and potentially designate the four
blocks between SW 3rd and N 8th into a Special Transportation Area (STA). This
formal designation by ODOT would allow the city and ODOT too keep the traditional
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main street character and allow for special highway design and improved pedestrian
access development (ODOT, 9).

¢ A parking study by a professional transportation planner would provide a location for
additional parking for cars and RV’s.

Design: Private Space

¢ The existing main street commercial development located on Hwy. 101 should be
improved with facade rehabs that include transparent storefronts, pedestrian scale
signage, and appropriate building colors. Rehabs should take the building facade back
to the original Coney Island-40’s style whenever possible, and should support the
scale of the existing historic wooden one and two story structures. (See Appendix C)

¢ Architectural elements like wood horizontal lap siding and cedar shingle siding
should be emphasized in rehabs and new commercial and residential buildings on
main street. Building colors, trim and roofing should remain within the recommended
traditional color scheme of natural or weathered gray wood with white painted
window trim. Business signage should be pedestrian oriented utilizing wooden “blade
signs” and monument signage. A modern and contemporary awning system should be
developed to offer pedestrian protection against the weather. It is our
recommendation that design ordinances incorporating a sign ordinance be adopted by
City Council. (See Appendix D)

¢ There are numerous sites for infill development along Hwy 101. In-fill could
incorporate professional offices, upper level dining with views of the ocean and
mountains, and retail anchoring the first floor. The proposed infill should allow for
pedestrian connections between the main street, the ocean and Miller. (See Appendix
El, E2,E3,E4)

Business Clustering, In-fill and Dynamics

¢ The primary and secondary market segments are currently not being serviced in
Rockaway Beach.

¢+ Downtown amenities such as public gathering spaces, restrooms, benches, etc. are
needed. These will encourage visitors to stop and get out of their vehicles.
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Market Dynamics, Business Mix and Clustering

I. Introduction

This section of the Rockaway Beach Town Center report focuses on market factors and
business mix and provides Rockaway Beach volunteers and City staff with direction and
guidance as they seek to achieve the goal of creating a more economically vibrant
downtown area. Among the key questions to address in creating a strong business district
are:

Who are downtown’s customers?

What are their shopping habits and interests?

What shopping is available to them? What is the current ‘supply’ of retail/services?
What is the market voids or niches that downtown can fill?

How can downtown compete for the shopping dollars available in the trade area?
What are the most profitable locations for businesses?

How can all this information be ‘packaged’ to strengthen existing businesses and to
recruit new businesses?

The findings and conclusions of the market assessment and business analysis are based
upon the following: community input during the Oregon Downtown Development
Association’s Resource Team visit January 20-22, 2000; definition of downtown’s trade
area; analysis of trade area demographic and lifestyle data; and in-store and telephone
interviews with selected business owners.

The findings are divided into the following sections:

Section II: Current Business Profile
Section III: Trade Area and Market Segments
Section IV: Competitive Advantages and Disadvantages
Section V: Business Mix
Section VI: Next Steps for Rockaway Beach
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II. Current Business Profile

Types of Activities

A successful business mix in virtually any size downtown will have a balance and mix of
uses that includes housing, professional and government services, entertainment and
retail shopping. The core business district of downtown Rockaway Beach, for purposes
of this analysis, is defined as Highway 101 from N. 3™ to S. 3™,

Professional and Financial Services

This category includes banks, savings & loans, physicians, insurance agencies, financial
advisors, attorneys, certified public accountants, home designers, and any other office
situation that provides professional services. The function of this category is to provide
downtown with employees that will use, and are able to pay for, other available services.
This category tends to pay higher rents and has fewer turnovers than the retail and
entertainment categories.

The prominent professional and financial service companies within downtown Rockaway
Beach is: several real estate offices, insurance offices and U.S. Bank.

Retail

The retail category includes grocery, pharmaceuticals, apparel, dry goods, hardware,
cards & gifts, home furnishings, and any other category that provides goods with or
without services. Successful small downtowns offer a mix of largely convenience and
specialty goods. The most likely retailer for the downtown core will be a home-owned,
sole proprietorship or small Local Corporation. National corporate chains prefer mall
locations.

Currently the town center of Rockaway Beach is home to several retail operations
including: Larry’s Market, Trash & Treasures, Things, Flamingo Jim’s, Clothes Hanger,
Country Exchange, Tillamook Bay Trading Company, Gene’s Surplus, The Trading Post,
The Old Crab Gifts, Pacific Moon Gallery, Crafters Coop, Gone Flying, Wimens Werk,
among others. The merchandise emphasis is on gifts and souvenirs for visitors, though
the local customer base also supports many of these businesses, as well.

Entertainment

This category is closely related to retail except that businesses function as attractors for
customers seeking entertainment venues. Entertainment establishments include
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restaurants, video stores, theatres, galleries, bars and taverns, coffee shops and any other
business that attracts customers for social or entertainment purposes. This category
supports the retail services category by offering the downtown customer an opportunity
for entertainment and refreshment. It also helps retain employees in the central core area.

Downtown Rockaway Beach has a number of restaurants many of which serve tourists
and area residents. These include: Cow Belle Cafe, The Float, Harold’s Club,

R’n R Espresso, Beach Pancake House, Sharkey’s, Our Place, Island Style Teriyaki.
Outside the core area are several other eating establishments: Cyber Cafe, Chinese, pizza
and Mazatlon’s Mexican.

Other entertainment-related businesses include the video store, arcade and a small mini-
golf operation.

Convenience Services

Rockaway Beach is fortunate to have a number of other small businesses in the core
business district that meets some of the basic needs of visitors and local residents alike.
These include a gas/service station, hair salon, tanning salon, two Laundromats and a
convenience store. The visitor center (Caboose) may also be considered a convenience
service for out of towners.

Government Services

Downtown has been the traditional location for government offices and services such as
the post office and library. Government offices, such as those found at City Hall and the
Post Office, are essential in developing the personality of a community through their
scale, character and design.

Anchor vs. Attractor Businesses

An important function of an anchor business is to establish a complementary cluster of
retail businesses around its perimeter. Anchor businesses are found in malls and are used
to attract smaller business operations which depend on customer traffic created by the
anchor business. Small downtowns often do not have an anchor as a customer draw.
Rockaway Beach is fortunate to have Flamingo Jim’s as an anchor business. However,
its present location on a short block between City Hall and a real estate office, limits the
chances for additional retail to cluster in close proximity.

Small downtowns primarily depend on attractors for customer traffic. Attractors are
businesses or services which steadily serve the local community. It is important to
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recognize what type of customer business categories attract, and then leverage that
information in recruiting new businesses into downtown.

The following primary attractors represent the reasons that local shoppers are currently
using downtown Rockaway Beach.

Primary Attractors to Downtown Rockaway Beach (examples)

Professional and Financial Services:
- Banks
- Professional offices: realtors

Retail/Services
- Hair salon
Convenience store
Grocery
Gas

Dining/Entertainment/Arts
Restaurants
Video rental
Bingo

Government Services
City Hall
- Post Office

III. Trade Area and Market Segments

Trade Area Definition

The trade area is the geographic area from which the great majority of regular customers
originate. The market area was identified based on interviews with Rockaway Beach
business owners, drive time estimates and the location of existing competitive shopping
centers. The trade area drawn for this analysis is focused primarily on convenience
shoppers and the provision of convenience goods and eating and drinking services. Over
time as downtown Rockaway Beach improves its economic viability, the primary trade
area will grow in size and potential.

Given the close proximity and potential retail linkages of Rockaway Beach and
Garibaldi, the primary retail trade area was defined for both communities together. Itis a
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seven-mile radius from the center of Twin Rocks, extending north to Wheeler and south
to Bay City. It includes these communities as well as Garibaldi and Rockaway Beach.

Target Markets

Market segments represent the consumers who currently or potentially shop in your
downtown. Understanding who these consumers are, and knowing each segment’s
shopping habits and needs can help drive promotional campaigns, business recruitment
and retention policies and business mix.

As already indicated, the primary market for downtown Rockaway Beach is a trade area
customer that is using the downtown because of its convenience, location, and selection.
These are primary residents of the area. Below are current demogtaphics for the
Rockaway Beach trade area market.

Exhibit 1: Rockaway Beach Trade Area Demographics

1990 1999 [ 2004
Population 14,081 4,438 | 4,545
| Households 1,820 2,014 | 2,081
' Median Household Income | $19,746 | $28,769 | $34,408
Median Age 48.4 50.8 52
Percentage Age 65 or over | 27% | 24% 23%

Source: CACI Marketing Services, U.S. Census

Most significant among the variables noted above is the very high median age of 50.8
years, compared with 36.8 years for all of Oregon. Twenty-four percent of the
population is age 65 or over (compared with 14% for Oregon as a whole), reflecting the
retirement population. Only 18% are age 19 or younger.

Population estimates by Portland State University for the City of Rockaway Beach, alone,
show significant growth (a 32% increase) from 1990 (970 persons) to 1999 (1,260
persons). This growth is attributable, in part, to Rockaway Beach’s rapidly expanding
housing base. Nearly 300 single-family units have been added to the housing base in the
last five years.

Other Target Markets

Other potential markets for downtown Rockaway Beach are tourists, second-home
owners, visitors or attendees at the community’s many special events, families of school
children and pass-through traffic to the area. The following is data that illustrates the size
of these market segments.
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v' Traffic volumes are very high: 1998 Average Daily Traffic (ADT) figures in
downtown Rockaway Beach on Highway 101 were 6,700. All traffic on 101
provides excellent exposure to the business district and the chance to lure
customers into businesses.

v" Visitors (1999) to the Rockaway Beach Visitor Information Center (9 months) =
3,560. Phone calls (1999) to the visitor center (9 months) totaled 2,288.
Tillamook County visitor spending is growing. In 1997, it totaled $164 million,
up from nearly $125 million in 1991. One-third of Tillamook visitor spending
can be tied to eating/drinking and food establishments; nearly one-fourth stems
from retail spending. The visitor market has been characterized as primarily
families, bicycle riders and retirees.

v'  Students attending junior/senior high school in Rockaway Beach (January 2000)
=395,

v' Sixty-five percent of Rockaway Beach homeowners have a primary residence
somewhere else. Conservatively, this part-time resident population is estimated to
be 1,000 persons.

Local residents, part-time residents and area visitors offer significant untapped market
potential for downtown Rockaway Beach businesses. More information on customer
behavior is provided in Appendix A, “Buyers vs. Browsers.”

Lifestyle Characteristics

Lifestyle, or psychographic, data for the trade area was analyzed to add dimension to the
above demographic characteristics. Lifestyle data is derived from households within the
trade area that is grouped into clusters. The groups bear descriptive names meant to
convey a type of neighborhood or lifestyle. Psychographic data from the ACORN
Lifestyle Reports provided by CACI Marketing Systems for the Rockaway Beach
primary trade area is listed below.
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Exhibit 2

Primary Lifestyle Characteristics
Rockaway Beach Trade Area

1999

Consumer Group

Percent | Population

Rural Resort Dwellers

| 37.3% 1,652

Senior Sun Seekers

Middle America

Prairie Farmers

| Heartland Communities

17.9% | 791
12% | 55
3.0% | 133
40.6% | 1,797

TOTAL

100% | 4428

Source: CACI Marketing Systems, 1999

The profile of these groups is highlighted below.

Heartland Communities: 40.6%
Civic-minded consumers, active in their community

Enjoy adult education, crafts and hobbies, hunting and fishing
Home improvement expenses are average
Over 40% of these households receive social security income
Households are predominately families

Rural Resort Dwellers: 37.3%

Love the great outdoors.

Four-wheel drive vehicles, hunting, fishing, wilderness sports
Local full-time residents, concentrated in 55-plusage group

Earn a modest living from seasonal work
Spending likely to include cameras and women’s apparel

Senior Sun Seekers: 17.9%

Have income and time at their disposal
Golf, read, travel, socialize

Spend modestly on home improvements, cars (standard to luxury)
A top market for investment and savings, lottery tickets

Middle America: 1.2%

Nation’s largest consumer group

Family-oriented

Like hunting, fishing, bowling, crafts, hobbies, pickup trucks
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Shop for home improvements, groceries, children’s apparel and toys
Most own pets

Incomes at national average

81% are homeowners

Prairie Farmers: 3.0%

Practical and conservative, farm-oriented

Well-insured, spend frugally

Families, married couples

80% own homes

Enjoy fishing and hunting, barbecues and watching television

IV.  Downtown Rockaway Beach’s Competitive Advantages and
Disadvantages for Business Development

Competitive Advantages

1. Growing target markets as indicated in Section III. Direct and indirect indicators
demonstrate that Rockaway Beach target markets are growing, though at a moderate
pace. Some businesses commented that the “second home owners” who appear largely
on the weekends in winter sustain many businesses year round.

2. Downtown Rockaway Beach’s location is also an advantage for business
development. Situated right on Highway 101, adjacent to outstanding Pacific Ocean
beaches, and with exposure to thousands of vehicle traffic daily, is a true plus for
encouraging business development.

3. ‘Attractor’ businesses and institutions. A number of businesses have large and
loyal customer bases and several draw from outside the immediate area. Examples
include: Flamingo Jim’s, U.S. Bank, and several restaurants, which serve as anchors for
the area. City Hall and the Post Office are also important magnets for bringing potential
customers to the downtown area. Specialty businesses such as The Blue Hen, Gone
Flyin, The Float, Dreamcatchers, Trash and Treasures Country X-change and Crafiers
Co-op (undergoing reconstruction) are also critically important for enticing customers.

4, Businesses and individuals are investing in downtown signaling confidence in the
future. Our Place and Sharkey’s are refurbishing. Several property owners appeared
eager to improve building facades.

5. A cluster of restaurants in the downtown area provides an opportunity for joint
marketing and promotions. A simple brochure with a map and summary of cuisine could
be distributed at the visitor center and at hotels.
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6. Visitor infrastructure exists and can serve as the foundation for expanding
shopping and services to this market. Among the key features are over a dozen lodging
options, ten restaurants, an ocean front park with parking and a visible visitor information
center that is well staffed with volunteers, and year-round promotions? The close
proximity to the Portland visitor market is also a crucial advantage for promoting to this
target customer group.

7. Downtown’s current business mix is balanced. Most convenience shopping and
service needs are met with grocery and convenience stores, hair salons, video rental,
banking, liquor store, Laundromat and other businesses that all serve important
convenience needs of the nearby resident population as well as visitors. In addition, there
are numerous unique specialty and gift businesses for visitors and local shoppers.

8. Ready for action. Several individuals interviewed during the resource team visit
mentioned that the timing is right for taking action in the commercial core. The City and
business community is moving beyond past differences. “Boxes of studies” sit gathering
dust and the community is as ready for change and organized action as it will ever be.

9. Entrepreneurs are taking risks in Rockaway Beach. New businesses are opening
in the core. Island Style Takeout and the Tillamook Bay Trading Company are

examples of two businesses that have opened in the last year and are pleased with
their progress. These local, start-up businesses are also encouraged from the
standpoint that one of Rockaway’s refreshing qualities is the absence of chains
and franchises. Hopefully, this will be reinforced by additional entrepreneurial
activities.

Competitive Disadvantages

1. The long narrow district makes it especially challenging to market the district as a
unified business district. The significant physical separation of the west and east sides of
the district is especially severe due to the presence of the rail line and the highway. A
number of quality specialty stores are in destination locations at the edge of town,
lengthening the shopping district even further. The combination of these factors together
make it difficult to create a shopping district with a significant critical mass of
businesses.

2. Blank spaces. Empty lots, empty buildings and the presence of a number of office
occupants on the East Side of Highway 101, together with a number of unkempt
properties are not enticing to potential shoppers driving by in cars or walking along the
street. Creating a unified pedestrian-oriented district demands uninterrupted storefronts
and active retail or entertainment businesses with strong street appeal. This allows the
district to develop a critical mass of businesses and serve as a destination for a large
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number of shoppers looking for a unique and broad selection of merchandise in an
attractive and inviting atmosphere.

3. Not enough for kids to do to stay engaged in the downtown. Although most small
towns voice this complaint, this is a particular concern if Rockaway Beach is to market
itself as a family destination. The beach is not enough!

4. Misuse of prime retail space. A number of first floor locations in the heart of the
commercial core are occupied by office businesses. Ideally, these businesses should be
located in upper story space, on side streets, or further away from the roughly three-block
area that is the retail core. Downtown is missing opportunities to sell more to shoppers
and to create a more pedestrian oriented shopping district.

5. Absence of an anchor attraction. Rockaway Beach is competing with large, well-
promoted destinations on the Oregon Coast such as the Lincoln City casino and the
Cannon Beach arts community. Without a special attraction to distinguish itself, some
feel that Rockaway Beach is just another Highway 101 town.

Opportunities

1. Vacancies. infill and upper story development. Several vacancies exist in
downtown Rockaway Beach that should be the first priority for business development
and expansion. Ground floor vacancies and infill lots in highly visible locations identified
by the Resource Team provide important opportunities to influence the business mix and
identity of downtown Rockaway Beach and are therefore considered opportunities.

Upper stories in a number of downtown’s buildings are vacant or used for storage. In
downtowns throughout the state and country these spaces are successfully converting to
residential and office uses.

2. Hardware store space. The recently vacated hardware store on the highway in the
center of downtown is a pivotal property for downtown’s future development and success
as a vibrant economic district. If at all possible, ground floor space should be devoted to
retail uses.

3.  Creation of a distinctive, dynamic retail districts. A successful strategy for
downtown Rockaway Beach will be to focus on building the retail base of a few core
blocks, beginning from north First to south Second and gradually expanding from there.
This would entail helping existing retail/restaurant businesses succeed and filling other
ground floor space with retail as spots become available. The physical improvements
recommended in the Design section of this report go hand in glove with creating a
positive image for shopping.

4, Developing an anchor visitor facility, such as a quality hotel/restaurant/conference
center was mentioned by several individuals as a key strategy for expanding the
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local visitor industry and providing a destination to serve a higher end market. The
Shifting Sands motel site was identified as the most logical location for such an
endeavor.

Challenges

Identity. Image and Marketing

For many decades, Rockaway Beach was a convenient destination for visitors to access
and enjoy miles and miles of the beautiful Oregon coast. With increasing competition
for the visitor dollar and a changing demographic makeup in the local population, it is
imperative that Rockaway Beach establish a clear identity for itself and market that
identity fully.

While some would like to see Rockaway Beach target the higher end visitor market, as
Cannon Beach has done, the present reality is that the town is still one of the best all-
around, laid-back family beach communities on the coast. Promoting Rockaway as a
family destination and/or a ‘historic beach village’ as others have suggested are examples
of the type of positioning statement that the community must develop to build a
successful marketing campaign. The following questions must be addressed through an
aggressive and focused tourism campaign:

What is Rockaway Beach’s identity?

Who is its primary target (visitor) market (geographic area, age, income, etc)?

How can they be reached through marketing and promotion? (Print media, PR, joint
promotions with other towns and visitor organizations, €tc.)

What tools should be developed to reach and expand the market? (From special
packages to hospitality training)

What is the impact of the marketing program? (Monitoring and measuring results)

a O aaoa

V. Business Mix

Downtown Rockaway Beach will never be able to compete with large malls and strip
centers in providing a large variety of retail goods, long and predictable shopping hours,
and the image of low-cost retail items. However, the downtown customer will respond
favorably when he or she feels that they are receiving good value for money spent, have a
convenient and safe place to spend time, and consider the downtown area an interesting
and attractive place to be.

To achieve the vision of downtown as a place serving multiple needs and markets,

consideration should be given to the customer that is using the downtown as a destination
to acquire needed items and services, or seeking to spend time socializing and relaxing.

M/OTION 16



Downtown Rockaway Beach has the capability to serve local full-time residents, part-
time residents, and visitors with a wide range of goods and services. The keys will be:

O Providing excellent service

O Offering unique, quality merchandise

O Targeting high dollar volumes per square foot for a business to succeed. In other
words, smaller spaces, in-depth, high turnover inventory.

[ Working with Rockaway’s business community to provide complementary product
lines.

Retail Clusters

One way to look at the downtown business mix is to examine the existing retail clusters.
When there is a healthy retail cluster in place, it encourages shopping activity. Common
features of successful retail clusters include maintaining visual appeal with interesting
window displays, and street beautification and a contiguous storefront line.

A successful cluster must also be large enough and have several categories in order to
maintain the interest of the browsing customer. The competitive business cluster is a
grouping of similar businesses that serves the customer of the primary market by offering
more choices, like a food court at a shopping mall. With seven restaurants in close
proximity, Rockaway Beach has in place a restaurant business cluster. The
complementary business cluster contains businesses offering different products or
services but appealing to the same customer profile.

Recommended Businesses Mix

The two primary goals of downtown Rockaway Beach related to business development
should be to:

1) Retain, strengthen and expand the existing business base in Rockaway Beach.

2) Recruit businesses that will complement and improve the existing downtown
commercial mix and will enhance downtown’s attractiveness to its target markets.
Building upon the existing business anchors and responding to the needs identified by
residents during the site visit, listed below are the merchandise and business types with
the greatest chance for success:

v Bookstore/gift shop
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Entertainment lines (EX: adding computer games for youth to Cyber Cafe
offerings)

Specialty apparel and accessories, particularly women’s
Gifts, cards, unique arts

More coffee shops and bakery

Recreation: gym-fitness center; bowling alley
Specialized sporting goods: surf and sand merchandise
Movie theater/dance hall

Specialty foods and updated family-style restaurants
Local arts and crafts (more of what already is available)
Beach toys—sandals, sweatshirts, socks, etc.

Quality antiques and gift items

Kids--kites, go carts, games

Microbrew

Success will be achieved with stores that:

RN N NN

Serve both visitors and area residents

Aggressively market to these target customer groups

Offer multiple, complementary product lines

Start small and grow to fill niches

Have focus & imagination; and striving to meet the needs of the customer

Features of Successful Downtown Businesses

Retail and business standards are just as important as the types of businesses attracted to

downtown Rockaway Beach. The focus should be on superior retail standards when

qualifying and recruiting a prospective downtown business. They include:

Strong Business Values
Planning
Commitment

- Passion
Tenacity
Understanding

Strong Merchandising Elements
Up to date point-of-sale practices
Appropriate turnover of goods
Interesting visual displays

m/a7/00
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Emphasis on value over price

Superior Customer Service

- Developing human relationships
- Determining customer needs

- Servicing customer needs

- After-sale contact

Appendix Two includes a more detailed summary of considerations for qualifying a
prospective business for Rockaway Beach.

VL Next Steps

Business development and expansion opportunities in downtown Rockaway Beach are
strong. Building on the momentum of the Resource Team and the market assessment, the
following recommendations are provided as next steps for action.

1. Organize a business development committee made up of business and property
owners, realtor(s), Tillamook County Economic Development Commission, the City and
the Chamber. Coordinate the work with Rockaway Beach. The purpose of the
committee is to market downtown properties, businesses and business opportunities.
Specific committee tasks in the near term are listed below.

2. Create an inventory of first floor vacant properties in the downtown area for use
in business recruitment and expansion. Prioritize the vacancies according to readiness for
occupancy and suitability for various business types.

3. Develop strategies for encouraging property owners of dilapidated properties to
upgrade or sell.
4. Prepare a simple, easy to read directory of all of Rockaway Beach’s retail and

service businesses, not just Chamber members. Place the directory in all stores, at the
hotels, the visitor center, City Hall and other locations like service stations where visitors
stop.

5. Send several members of the Business Development Committee to Oregon

Downtown Development Association’s Business Recruitment Workshop in March 2000
to learn more about the steps and process for business development.
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6. In the meantime, begin to develop a recruitment package including the highlights
of the downtown Resource Team report and market assessment. This will include
demographics and other market information, property information sheets for individual
properties available for rent or sale and selected visuals from the design component of the
resource team.

7. Organize a series of business promotions that capitalize on the special events
already occurring. There are countless ideas for getting visitors into stores during events:
set up a bingo or poker card that visitors take around to all participating stores and play;
establish coupon books with free giveaways for the first 25 customers of the day. The
more imaginative the better!
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Appendix A

Buyers vs. Browsers
Customers in each market segment act in one of two ways: buyers and browsers.

Buyers are those who are prepared to make a
purchase and are looking for the right item to buy.
Browsers are those who may buy only if they find the
item that fits their needs.

To support buyers, a commercial district needs ample and convenient parking; a large
selection of merchandise; and service that supports buyer needs. To support browsers, a
downtown commercial district needs available long-term public parking; well-designed
merchandise displays; and service that is oriented to the comfort of the customer.

Businesses that serve browsers should be encouraged to cluster together.

A successful browser retail cluster will have:

- No interruption in the visual building line of the street;

- Storefront design features that are at a human rather than automobile scale;
- Merchandise that is oriented towards value rather than price.

A successful buyer oriented cluster will have:

- Low building density vs. the land area (strip malls, for example);
- Design features that maximize automobile usage;

- Stores that compete through niche specialty, price and selection.

Comparing Needs of Browsers and Buyers

Browsers prefer: Buyers prefer:

long-term public parking short term, convenient parking
interesting streetscape easy access

high value low price

time to browse immediate service

buying for entertainment buying to fulfill a need
attractive store design functional store design

fun displays clear displays

unique selection large selection

comfortable environment clearly defined sections
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Appendix B

Asking the Right Questions of Start-up
and Expanding Businesses

Rockaway Beach may create a Downtown Business Advisory Program that can assist
downtown businesses by providing information specific to downtown Rockaway Beach,
such as demographics and visitor counts. A Downtown Business Advisory Program is
different from a Business Assistance Team (BAT) or the Small Business Development
Center (SBDC) in that it provides general information about the business environment
downtown rather than specific business advice. The Small Business Development Center
is an excellent resource for businesses needing specific technical or other assistance.

The following questions should serve as a checklist of details that every businessperson
should consider as they embark on a new downtown business venture.
What are the industry categories of the business?

(Refer to workbook Step-by-Step Market Analysis)

What trade organizations will support the business?
(Trade shows, product reps, training programs, published material)

What is the anticipated gross sales of the business?
(Annual gross sales divided by days open, sq ft, employees)

What are the anticipated annual sales per square foot?
(Refer to workbook Step-by-Step Market Analysis)

What is the anticipated merchandise turnover?
(Annual turnover as an industry standard)

What are the anticipated sales per employee?
(Percentage of employee cost to gross sales)

What is the cost of sales?
(Defined as activities that create sales)

What is the anticipated overhead cost?

(Defined as all costs not related to sales)

Rate each of these business values:
Commitment _high _ low How serious 1is the owner?
Passion _high  low Does the owner truly like the business?
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Tenacity _high low Are they committed for the long haul?

Understanding __high low What he/she does vs. what industry they’re
mn?
Planning _high low Is there a written, flexible business plan

with short and long term goals?

How is the business organized?
(As sole proprietorship, partnership, corporation, LLC?)

To what extent is the business customer driven?
(vs management driven)

To what extent does the business cater to shoppers? To buyers?
(Does management know the difference?)

What is the market area for the business?
(Geographic market, tourist trade?)

What demographic segment is most likely to support the business?
(What is the life-style and age of customer? What percentage of the population?)

How will the business position itself in the market?
(What is the identity of the business to the customer?)

How will the business market itself?
-Image (How it presents itself)
«Advertising (Direct mail, print, radio, TV)
«Public Relations (This ranks higher than advertising)

What will be the strategy for merchandising?
(Value vs price)

What is the exit plan for the business?
(Sell or close?)

Expanding Businesses should consider these questions:

What training program is in place for employees?
(Part of the cost of expansion)

What aspect of your business will be replaced in expansion?
(Will customers see the change as a negative?)
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How will your position in the market change with the expansion?
(Will it feel like the business has closed and reopened?)

How will you promote the changes in your business?

What are the positive elements of the change?

0/07/00
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Strengthening the Sense of Community and Place

In our efforts to gather information about the community and receive input on issues and
opportunities, the Resource Team heard recurring theme of the need to create a sense of
community and place within Rockaway Beach. It is important to strengthen downtown as
the heart of the community and as the logical place for locals and visitors to gather and
interact. This can be achieved, in part, through elements of design, appropriate mixed-use
development and by capitalizing on history, culture and events. Creating strong
partnerships with the Chamber, Port of Tillamook Bay Railroad and the City will also
strengthen the community component within Rockaway Beach.

Public art, youth activities, and a “Coney Island” type feel of a traditional ocean-side
village should be expanded as themes in downtown. This includes integrating public art
into downtown public spaces, creating youth and family entertainment activities in, or
near, downtown, expanding and improving the shopping and eating services, and
expansion of the visitor center.

Design: Public Space

Topics Addressed in This Section
Pedestrian — Bike Trails Opportunities
Identification of Downtown Rockaway Beach
Proposed Special Transportation Area

Pedestrian — Bike Trail Opportunities

In addition to improving cross walks, we propose to create a safe pedestrian environment
by replacing the existing bike lane on Highway 101 with a mountable curb and sidewalk.
This will create a pedestrian area on the West Side of Highway 101 in keeping with
traditional downtown streetscape environments, which promote the safety, and visibility
of pedestrians to highway traffic. Pedestrian access across the railroad tracks should be
provided for and marked clearly to ensure safe pedestrian flow from East to West Side.
(See Appendix B)

The Southbound bike lane should be relocated from Highway 101 West Side to the East
Side of Miller Street. This will promote safe bicycle circulation through downtown
through during peak summer season and will provide an additional six feet of space along
Highway 101 for pedestrians.

We propose that Miller Street be primarily a pedestrian street with limited vehicular

access for local business and residences who front Miller Street. This area could be
identified by signage, pavers, pedestrian scale lighting, plantings, public art and
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fountains, and other public amenities indicating a place where pedestrians are welcome.
(See Appendix B)

Identification of Downtown Rockaway Beach

Entryways into Rockaway should be identified by signage at North and South 3™ Streets.
Evidence of arrival into the downtown core could be pedestrian lighting, benches,
planting, trash receptacles, pedestrian paving, and clearly defined crosswalks. In addition,
the traditional beach character could be enhanced by the presence of banners, flags, sails,
kites, and windsocks. (See Appendix A). Rockaway Beach has one distinct type of
highway commercial development in the downtown. It’s characterized by storefronts set
close to the street and small, contiguous storefronts. It is important to keep commercial
zoning and in-fill appropriate to current massing.

Proposed Special Transportation Area

An important recommendation is that Rockaway Beach work with the Oregon
Department of Transportation (ODOT) to designate Highway 101 in the downtown area
from N 8% Street to SW 3™ Street as a Special Transportation Area. This designation
would allow Rockaway Beach to maintain its economically important Highway 101 on-
street parking, reduce highway speed, and articulate more clearly defined pedestrian
crosswalks and on street lighting. Traditional downtown development has smaller
contiguous storefronts that are not set back from the sidewalk. It will be important to
keep downtown development, in-fill and building rehab within these traditional
downtown design guidelines. This subject will be further discussed in the Market
Dynamics, Business Mix and Clustering section of this report.

Design: Private Space

Topics Addressed in This Section

Architectural Influences in Rockaway Beach

Traditional Downtown Storefront Design Features

Recommendations for Highway 101 Storefronts

Improving the Community Image for Locals and Visitors

Architectural Influences in Rockaway Beach

Historically, the resort, fishing, and railroad industries influenced the development of the

Rockaway Beach area. Thus, local architecture is a practical bungalow-style featuring
gabled roofs, double-hung, wood sash windows, and horizontal wood-lap siding. Out of
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these styles, there are common design elements that will make the downtown work better
and encourage people to get out of their cars and walk around downtown. (See Appendix
D, E2)

Recommendations for In-fill and Facade Rehab (See Appendix E1)

Facade elements that contribute to a healthy, livable downtown include:

¢ Sidewalk protection i.e. sturdy fabric awnings or canopies.

¢ Transparent storefronts at the street level, i.e. large windows.

¢ Bulkheads below the storefront windows.

¢ Recessed storefront windows.

¢ Breakup of the horizontal building line with vertical structural elements, i.e. pilasters

or columns.

Upper levels punctuated with rhythmic use of vertically proportioned windows.

¢ Articulated parapets that vary in height and character from building to building. (See
Appendix C)

*

Recommendations for Highway Traditional Commercial Storefronts

¢ Repair and paint existing building facades. Deferred maintenance is a real problem
with many of the downtown commercial buildings. Years of putting off building
maintenance is evident and will become more of an issue if not addressed in the very
near future.

¢ New businesses in designated in-fill areas should conform to this plan’s suggested
architectural context which is identified as a “historic beach-front resort” community

¢ Commercial design guidelines are proposed and should include a sign ordinance,
paint and material recommendations, and a facade grant/loan improvement program.
This is a good opportunity to create partnership between the Chamber, the City and
the local Beautification Committee.

¢ The community should adopt appropriate storefront signs, which address both
vehicular and pedestrian traffic. Currently, there is a draft sign ordinance that should
be reconsidered for adoption. This would provide a consistent image and help create a
unifying appearance.

¢ To encourage pedestrian traffic along Highway 101, buffers should be added to
increase the feeling of pedestrian safety. This would include parking spaces, planters,
benches, and garbage cans. ( Appendix B)

¢ Storefront display windows are not fully utilized and well lit.

Improving the Community Image for Locals and Visitors

A good community image is critical in presenting a positive impression. It is important to
visitors, business owners wishing to locate in Rockaway Beach and locals who care about
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their community. A good community image will continue to increase local pride,
encourage businesses to locate here because of community livability, and encourage
visitors to stop and spend time and money in the downtown.

Community attitude is an integral part of overall promotion and image. The business and
community leaders need to make a conscience effort to create a positive outlook about
the future, and emphasize the many benefits and assets that are uniquely Rockaway
Beach.

Improving Rockaway’s community image encompasses a wide range of projects and
activities:

¢

¢

* >

Facade rehabs and commercial in-fill projects that fit within the scale and context of
traditional downtown development.

Business signage that is high in quality and scaled to pedestrian and slow vehicular
traffic (25-30 mph).

Clean and inviting storefronts and display windows.

Sidewalks, streets and open spaces that are attractive, inviting and litter free.
Streetscape and other public space improvements that are not only inviting, but help
define the downtown core and encourage pedestrian movement.

Public amenities such as restrooms, benches, trash receptacles, and interpretational
signage in the downtown core.

Top-rated customer service.
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Partnering For Success

In order for downtown revitalization to be truly successful in Rockaway Beach, its
critical that partnerships and collaborations be strengthened to help move the
community’s vision forward. A good start has been made with the city and chamber
focusing on image and visitor information. Coming together with the Port of Tillamook
Bay Railroad, ODOT, the Chamber, the City, and the Tillamook County Economic
Development Council to create long-term plans and short term action items for
downtown.

The work of the Resource Team serves as a springboard for community discussion as to
the future of downtown and how revitalization efforts should move forward. Rockaway
Beach is full of opportunities to create a livable downtown that serves as a community
gathering place and strong commercial center. This can come about only by building
consensus and becoming champions for the community’s vision for downtown.

n3/07/00
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We’ve got the Plan,
Now what?

Have a “Town Hall” community meeting to discuss the plan, recommendations, and
next steps with the City, local groups, the Port, and other community stakeholders.

At this meeting closely examine the local capacity that's needed to carry out the
various pieces of the plan. Are there energy, commitment and capacity to move
forward successfully? How can capacity be increased and volunteer burnout
avoided? Discussing these issues and finding solutions is a key ingredient to
successful implementation of the plan. It is also critical to define the various roles &
responsibilities associated with the plan ‘s implementation...who will take
responsibility for implementing different pieces of the plan? It is critical to
coordinate, collaborate and cooperate in putting together the framework for
implementation. Create a collaboration matrix those details, which’s doing what, and
when.

Create short-term and long-range categories for implementation. Decide which
projects have the highest level of community support, the best chance of success and
highest priority. Then create the short-term (1 year) workplans and long-range plans
(2+ years) based on what can be successfully accomplished.

One year workplans should be action-oriented and implementation based with
specific timelines, names of persons responsible, budgets, and a check-off when the
project is completed. It is important to do fewer projects very well, than too many
projects haphazardly! Keep this in mind when creating the workplan. More projects
can be added to the workplan list as others are taken off when completed.

Bring the groups together on a regular basis to report on implementation
progress...keep these meetings focused on the workplan and its implementation.

Evaluate your progress and make adjustments as needed! No plan or workplan is
static; it should be adjusted to address issues and opportunities that arise.

CELEBRATE YOUR SUCCESSES! Keep the community informed on the plan and its
implementation!

KEEP MOVING FORWARD!
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STOREFRONT DESIGN

The Four-Point Main Street Approach to downtown
revitalization emphasizes that no single event or process
causes deterioration to our commercial districts. Likewise, no
single project or scheme will return vitality to them. Success-
ful downtowns are borne of many elements. In the Main
Street process, key ingredients are effective promotions, a
strong organizational structure, good design, and business
retention/recruitment. Using a comprehensive approach to
downtown revitalization is key to effecting positive and
significant, long-lasting change.

For the purposes of downtown revitalization, good design
means far more than renovating old buildings. In the broad
sense, it means presenting the best possible image to the

ublic. This includes the image of the downtown as a whole,
as well as that of individual businesses.

It is well known that an improved image results in better
sales. Good design is only one element in creating a positive
image. Service, selection, and quality also contribute.
However, if the merchant wants to expose customers to these
other elements, they must first be sufficiently interested to
enter the store. The outward appearance of the store is the
lure.

Given the choice between a neat, well-designed store and
one which has been neglected, most shoppers will opt for the
store that shows some concern for the face it presents to the
public. More likely, that shop owner will be seen as conscien-
tious and interested in the customer’s business. Storefront
renovation then, should be viewed as a way to invest in the
future of a business. In most cases, storefront improvements
do not take the form of pristine restoration. Rather, simple
enhancement of existing architectural elements with the proper
use of color and quality signage can make a dramatic impact
on even the plainest structure. A small investment and a
healthy respect for the integrity of a building can achieve
significant results. This practical view of storefront rehabilita-
tion will be the focus of both this article and an article in the
next issue of Downtown Dispatch.

Remember, good design is only one part of what is needed
‘0 awaken downtown. Unless accompanied by a strong

organization to help manage the downtown area, promotions
to help increase pedestrian traffic, and a plan for retaining and
recruiting businesses, a design project will have limited
effectiveness.

Keeping Up Appearances

‘What makes for a successful Main Street business? It can’t
be measured exactly; there is no single success formula,
Product, price, display, service, location, and market all play a
part. So too, does the appearance of the storefront, the outside
image of the business.

Many store owners seem to regard appearance as secondary
to the more immediate concerns of running a business. Too
often, the building is neglected or mishandled. Yet experience
has shown time and again that appearance is extremely
important to a healthy business. With merchants working
together to create an attractive image, downtown as a whole
can benefit.

With the 20th century came changes for Main Street. As
the automobile increased mobility, competition between
downtown, commercial strips, and shopping centers also
increased. In response, downtown merchants turned their
attention to passing cars. Merchants tried to compete by
modemizing their buildings to imitate the competition, and
putting up large or brightly colored eye-catching signs. In
many ways, the result has become a sorry one. Downtown
now appears as a curious cross between neglected old build-
ings and a commercial strip. It presents a confused image to
the shopping public.

The idea of visual relatedness is crucial to the goal of an
integrated Main Street. Historically, Main Street facades
complemented and reinforced one another. Compare the
drawings on page two. Notice how the remodeling of the old
facades have destroyed their continuity. They are no longer
visually tied together. Each facade is unrelated to the next,
and the character of the building group as a whole suffers.

With its buildings, history, setting, and place within the
community, downtown is unique and special. It makes sense
to acknowledge these resources and take full advantage of
them by developing these inherent qualities of downtown.




Jliminates the design qualities of the original building and
creates an unnecessary clash between new and old.

Changes happen gradually and have a cumulative effect on
a building’s appearance. While some alterations are hardly
noticeable, change upon change over the years can completely
ignore the original facade.
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Understanding Storefront Design

Every traditional Main Street facade has a well-defined
opening the original storefront filled. The area is bounded by
a pier on either side, the sidewalk on the bottom, and the lower
edge of the upper facade on top.

Whether you are considering a restoration or more contem-
porary treatment, the storefront should be based on a tradi-
tional storefront design. The basic configuration can often be
derived from old photographs of the building.

Many problems with altered facades today are a result of
the storefront straying out of its natural place within the
facade. It is no longer contained and instead appears pasted
on.
The following ideas suggest ways to change your store-
front. Each is founded in the design of the traditional store-
front; however, these ideas are not historical in nature. They
are functional and make the storefront more attractive and

ccessible to shoppers.

Contain the Storefront

A general rule for future remodeling can be stated as
follows: A storefront should be designed to fit inside the
original opening and not extend beyond it. To emphasize this
feeling of containment, a storefront might even be set back
slightly (6 to 12 inches) from the front.

Make it Transparent

The traditional storefront was composed almost entirely of
windows, providing maximum light and display. This large
glass area creates a visual openness that is part of the overall
proportional system of the facade and is as valid today as it
was in the past.

Generally there should be more glass and less wall at the
storefront level, balanced by more wall and less glass on the
upper facade. -

Storefront Materials

The color and texture of the storefront materials should be
simple and unobtrusive: .

1) the storefront frame can be wood, cast iron, or anodized
aluminum; 2) the display windows should be clear glass; 3)
transom windows can be clear, tinted, or stained glass; 4) the
entrance door should have a large glass panel and can be made
of wood, steel, or aluminum; 5) the bulkheads can be wood
panels, polished stone, glass, tile, or aluminum-clad plywood
panels; 6) the storefront cornice can be made of wood, cast
iron, or sheet metal and, sometimes the horizontal supporting
beam can serve as the storefront cap; 7) the side piers should
be the same material as the upper facade, or stuccoed and
painted to look the same,

Certain materials and design elements should never be used
on a traditional commercial building. A mansard roof with
wooden shingles, rough textured wood siding, fake bricks or
stone, and gravel aggregate materials are just not appropriate
and will look out of place.

Inappropriate historical themes should be avoided. Small
window panes, colonial doors, and storefront shutters are 18th
century elements that do not belong on most 19th or 20th
century facades.

Keep it Simple

When designing a new storefront or renovating an existing
storefront, remember the emphasis should be on transparency.
The basic storefront design should include large display
windows with thin framing, a recessed entrance, a comice or a
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Restoration - This approach requires that the facade be
brought back to its original condition. It involves the exact
duplication of the original storefront, detailing, color schemes,

il

MINIMAL
EXISTING FACAD REHABILITA MAJOR RENOVATION  RESTORATION
G EACACE HA,\,B_ls,onION $8-15.000 $10-20.000

and sign placement. If a building has undergone only minor
alterations, restoration may be inexpensive and desirable.

In considering each of the above approaches, always
remember to retain as much of the original facade as possible.
Carefully analyze the effects of any improvement both to your
building and to the streetscape.

“Copyright 1983 © National Trust For Historic Preservation™. Reprinted with
permission from Keeping Up Appearances , National Main Street Center,
National Trust For Historic Preservation.
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SIGNS:
YOUR BUSINESS' PERSONALITY

The prominent location and design characteristics
of signs make them an important influence on
consumers’ perceptions of downtown and its
businesses. Easy-to-read, well-designed, quality
signs contribute to an overall feeling of welcome in
the downtown and call attention to individual
businesses. An effective sign communicates the
location and image of your business while comple-
menting the building’s design.

A sign is to a building what a signature is to a
person. It is an identification and expression of
personality. A sign also conveys your personal
business message. This message should be easy to
read and to the point. It should be simple enough
to get your message across, yet unique enough to
stand out against other signs and visual communi-
cation. Don’t try to out-shout surrounding busi-
nesses with larger, more colorful signs. The most
effective signs are those which draw attention to

he business while complementing the surrounding
environment. .

Be careful when using signs supplied by na-
tional distributors. While often inexpensive and
easy to obtain, these signs may lack the personality
and uniqueness you want your sign to convey.
They are also typically made of inappropriate
materials (such as back-lit plastic) in sizes which
are inappropriate for historic buildings. If you plan
to display a distributor’s sign, think about the size
and shape of the area where it will be placed. Signs
which are too large, too small, or the wrong shape
can appear added-on to the storefront.

Although back-lit plastic is not an appropriate
material for historic building signs, many other
materials are. Some options include wood, metal,
solid plastic, stone, neon, canvas, paint on glass,
paint on brick, and etched or stained glass. Con-
sider how the qualities of each material might
complement your needs.

A sign must also relate well to your building.
Consider the following:

Shape and proportion. A sign should fita
building just as a window or door fits. The wrong
shape or size of sign for the area in which it is
placed will detract from its effectiveness.

Several options exist for sign placement or
location. Lettering and graphics can be painted on
storefront windows. Wooden, plastic, metal signs
or 3-D letters can be flush-mounted between the
storefront and second story window sills. Hanging
or projecting signs can be attached to the facade.
Awnings can also provide an alternate location for

signage.

The size of a sign is directly related to its loca-
tion. A window sign should be large enough to be
read by a pedestrian but not obscure the display
area. A flush-mounted sign should be contained
horizontally by the storefront and should not be
more than 2.5 feet high. Lettering should be be-
tween 8 and 18 inches tall and occupy no more than
65% of the sign board. It is not necessary for
signage to have billboard-size letters to be readable
to passing motorists or pedestrians. Eight inch
letters can be read from a distance of 250 feet while
12-inch letters are readable up to 400 feet. When
using an awning for signage, 6 to 8 inch letters are
sufficient. The size and distance from the ground
of a projecting or hanging sign should be carefully
considered so that it does not interfere with neigh-
boring signs or violate city codes.

Designing a sign using a little color offers you
an opportunity to be creative and express the
image and personality of the business. Let the
color scheme of your building, and to a lesser
extent the colors of the surrounding buildings,
influence those used in the sign. The simpler the
sign, the fewer number of colors should be used.
Three colors are usually enough. Some additional
color highlights might be added to a graphic or
illustration. Generally, light-colored letters on a
dark background are easiest to read. For window
signs, light-colored or gold leafed letters with a
dark outline are effective.




‘ssayns dnoud ul
-pling 241 JO J230RIBYD BY3 PUE “IX3U B3 O) pale|
-3JUn MOU S| SpEJe) ydoeJ 'PIJdl|e UG dARY
suon.odoud pue swyidyd 119yl asnedaq Jayasd
-031 pan Ajjensia 1a3uoj ou aue Asy ] ‘Annupuod
J13y1 pakossap sey sapede} pjo jo Buljapowal
3yl moy adnopN ‘sduimelp asayy asedwon)
“J2YI0UB 3UO P3O0
-ufds pue pajuawa|dwod sapese) 193.05 Ule}.|
‘Aljedia0asiH 193435 ulel paiesdajui ue jo jeos
3Y3 01 jeIdNID SI SSDUPIILJIJ |BNSIA JO BIP] 3Y |

$3avIV4 TYNIDINQ

y o T

|

[T

| S8

BEEEI
g

EEE ___.a. @\@
sEE || A8 E

w:u:m_ E@@ 588

EHES m——

‘uonipe.d siy3 30adsad
asnw s3uipping o3 saduey> ‘Alun siyy wouy yauaq
01 242 AepO3 SIDLIISIP SSBUISNQ [BUONIPEIS §| "3|OYM
® se 192,15 uely pausypSuauls Jeyy Ajun e Inoge
1y3nouq uonpess Buipjing siya jo AdusasISUOI Y|

*PXOO0]| 33341G Ul MOY p3ajjosl
-uod uopIpe.l SIYd ‘sOE6] AYd Yy3noaya Buinupuod
pue sqog| @Y1 jo sduipjing Ajaes ayy yum Bujuuidag
‘uopipesl [eanaaydJe 3uons e Jo Insau e AP3Je)
s1 Aepol 193.35 ule| Jo ddueseadde ayl ‘sny)

NY1¥15303d AHL
AN SlNosd mz&m.

DNI01MNG
la patvnyo

ooy
dooglno

"aS|pUBYIIAW 193§ Ulel
Jo ased Aejdsip SNONUIIUOD B PIULIO) SMOPUIM 3.401S
ay Yayyoue saye suQ W3Pp sJaddoys-mopuim
e sem (392435 ueasapad,, ayy Jo) yjemapis ay |
AUAIIIE YUM P3JJY ‘WoOu
JOOPINO UE JWEDIQ I3341$ 3Y| IUALIUIEIUOD jo Bu
-]33) & Pa1eaLd 19341 Ule}] 132438 [eIUSPISA [ea1dAd
3yl Yum pasedwod) UIIIBJIBYD IDUISIP B UO )O0)
192435 Y3 Y4ayl0 Yoea Budey $HP0|q 3SAYI YUAA
‘wiyidys pue uonisodwod *sBuluado jo suonuod
-o4d “deqaas ‘Yipim ‘ydiay ul Ajiqiedwod y3noayd
J3y10 Ydoea 03 paiejal atam sapedeq ‘Idueseadde
Paleuip1o0d pue paziuesio ‘JUIISISUOD € peyY 30|q

7Y,
\\\m

m;u.wuvmuﬂ.._m__E_m._ovomanOUmmzu_mm:auwm
.S._mamc_ummaw:or:ﬁxfwEvaxEE.mv_uo_n
pijos ‘Suoss pawuoy L3yl Uayloue 01 IX3U BUQD
'S9pIS |10q UO 33315 ulel

T paul 2dA siy1 jo sapedey
3 — . '@peoey awes a1 Ajjenuasss
sAem|e sem 11'sa|fas pue sadeys
. ‘sazis Auew ur 3Ing y3noyljy
"3pEIE) [BIIUWIWOD JUOIHIFIS
[euonIpe.l 3YI—I.1G UfRl JO
20iq Buip|ing diseq Y3 sI SIy |




" IR IR pq dsvie g ey S YUYV 3001 W

"3A1123)9 2J0W 3Q UBD I Ing ‘UB|s JAqUINU

10 '|oquiAs ‘pIOM & uBld 3)IQNS dJows S| aoueseadde

s 3uipjing Jnoy "udis e se s10e 3Byl aewn ue sA2Au0d

Suip|INg 3413Ua INOA B3PI SIY JIPISUOd MON “E]
8uisniaApD 1594 N0k

U7

-a3essaw ssaulsnq jpuossad Jnok 3s1349ApE PINoYs
Aejdsip noA suBis ay | ‘BuISNISAPE JUODIOIS 1nok 01
suo-ppe se Jeadde Ajjensn pue ssauisnqg anok jo Aje
-NPIAIPUL 341 3D3|J34 JUOP £ay | e1eiadosdde jou e
s10INqLISIP [euoneu Aq papiaoad sudls T |
“y10m snotaaud jo sajdwes
295 01 sk !A||nja.ed Jjew
-udis e asooyD

Addojs 1nq auedeAenIxd
ue ueyl JUSWYS)|qEIsd
1noA jo Ajydiy asow sxeads
udis apew-|jam ‘3jduis \y “UONEJIPISUOD [EIA B OSJE
S| UONDNJISUOD PUE diYSUBUYIOM JO Anend 11
“$9D1§0 133G UIBl
2181 pue [BD0] INOA YIM JINSUOD pue sojhas adky
JO uonII|3 10k MOYS 01 Siaxew udis [BX0] ASY

\;.mcm_m ajf1s-2d11as Uy pasn aq pnoys IJ/
$19139] 9sEI-19MO] pue -1addn
yrog) ‘ssejd uo pajes|-pjo3
10 pajured sudis o) pasn -
uayyo si 3dpds *ajhas
3ANEIO0D3P pue
jeuosaad alow y

ydjids§

*saul| Jap|oq
yauea|d yum *ajAas

poqeaoay

A d
0qeQOAV e
JMIAS sues

131409V
fm 5qe@OdV

o1 uiejd wouy ‘suonn
-eiaeA Auew Yitm —VUA—QA—QMM<
229raodv

‘ajkas @reudoadde
_J

x__muto:_;a_m_w_;._.
f J1198
"j7£9 JO SUONELIBA SNOIIWNU yum—aduds pue ‘ylias
sues ‘Jluas—adA Jo sajlas diseq 994y3 e Iy )
<afoad 03 udis anok Juem
nok afew) ayy AuyIPp ‘UdY] 'SISIIIBAPE I 3anpoud
pue ssauisng 3y noqe skes ajfas yoea JeyMm IN0OQqe
»uIy | 'UmO3 punoJe sudis Jay3o Je %00]‘sajA3s snoLIeA
Jnoqe uJea) o) 123J3s ok ajfas adfa sy y3noip
JuaLIysI{qeIs? Jnok jo Aneuosaad aya ssaudxy *Ql

-amisuadxo Ajurey aae A3y ‘pajeaduod A
-sea aq ued sNY3 pue |[ews A19A 3Je sq|nq 343 S|IUAA
2481 331y e sadnpoud Sunydy uaBoje )| si‘punc.d
-joeq s3 30U ‘aBessaw sudis Y Ajuo I 2AD3Y?
150W 3JE SqQJNQ 1U3ISAION|4 "|ElIIIBUW JUIIN|SUEN E
ySnoJya aujys pue ugis aY3 Jo 33EY A3 puiyaq p3jead
-u0d USYO aJe A3y | Y3 yYMm e aonpo.d sqinq 1uad
-$340N] "MO[2q 1O JAOGE WO. J3YIID Yy} ysimo)PA
‘3Jos B YaM UBs 21nU3 3y YseMm,, 01 Aprewsad pasn
s) Sunydy uadsapuedu] “sIY3| uadojey Jo ‘uddS3A
-ONj} JUIISIPUEBDU] YIM ~TBUJLINL Q UED sudig

‘u8)s ayp wod4y uon
-uane 1deasip Ajasau 1eyl sanbluydal 8uny3y| Apned
10 aAISNIGO ploae 03 A1 3|qissod se snondidsuodul
se aq pjnoys 32.4n0s Y31 3y ay3iu 1e uBis unok aaeu
-jwn))y noA §j Juersodu si Buiay3y) ‘s40j0d WM S ° 6

 HLIWS!
id

 SAOHS
L=

ikemydiy oy
uo Ino Suojaq A3y !s10]0d ojn-Aeq ‘ysiied ploAy
's10j02 924 jo Bued B—IWAYS JO|OD ajdws ©
10§ 3do nok ji s3{Nsa1 1539 AP 198 Ajjensn |jim NOL
-ugis anoA o) 510j0d BURDT|IS UBYM BSI
WwoJy SIUY EL "S2INIDNNS BUIPUNOLINS 31 U0 29s
noA 510103 ay pue 3ulp|ing
Inok Jo 10j0d 3yl 1e 4OO| B
axea pue yoeq dais MON '8
-saBessawl [ENSIA
pue UMM
Uam pajly Jusl
-uoJiAua x3|dwod
£43A ® jo 11ed se
pamaiA aq ||Im udls
JNoA Yaquiaway
7uiod 543 03 pue
ajdwis sdessaw
ayy deay 03
queroduwl s 3|
fes 03 uBis anok auem
noA yonw moy 3pr2g L

i —————




\
\
\

e ———— — —— —

\

ie] 2aduey) aaning [pPM
uoIIIAN( 1BYM - 4Nn3ng Y] ‘g

|

(,;udisaq uoy
-3401G,, 935) 21e)d>dn| B pue smopuim Aejdsip adse
‘A{13ua passadal e Sujurelas JuoljeI0Is (euidlio ayy
03 u8|sap ui Jejjwis osje s1 3} ‘s4a1d pue 321U10D U0
-a403s Yy Aq paweyuad s| pue Sujuado juoupaaols
[euBI0 Y LUIYIM SI§ JUOHRI0IS MU 3y ] padeld
[[om pue spqns ate sudig “sdujuado mopumm pue
J312E.IRYD [BUORIPE. 5)] SUIEIDL Dpedey 1addn ay |
*apede) pjo a3 Jo son
-jjenb ay3 pajuawa|dwod sey a3ueyd ‘S13YI0 Y3 |
-un ‘aJdy INgG ‘p3japOWaL UG Sey dpedey 3unsixd
ay3 'y1oq u| -aAoqe adcuanbas ayy ul se spedey 3ul
-piing awies ay3 smoys 1yY3i Je Suimesp apedej ay |

aBueyy aAp|suas jo djdwiexy uy

*a34nosaJ [euidieo ayl 3ul
-1>adsau Inoym patjdde uaaq aAey sudis pue‘adiuiod
uoua101s pue siald Bujwesjua aya puokaq Suipusixa
‘SIUO4JII0IS MU SNOLIBA "PBIOUSZI UIDQ BABY—UOI(}
-isodwod pue sjelsdiew ‘suopitodosd ‘swyidya s
—apeoe) [eu1Slio ay jo sanyenb ayl moy s1ou ‘s8ul
-MEID UOIN|OA3 3pEeIE.) JO $31IaS 8yl Inoysnouy |
‘usa33ed Buy
-pJinq Jejjiwey 3y Burindsqo ‘ud)s B sawod3q apedey
3Joym 3L A||enJusA] "apede) 3yl a1euiwop 03 uidaq
sudis ‘snosawnu auow pue 123819 198 Aoyl sy "apede}
3yl uo 133y ayl pue sudis uy saBueyd a3 SIO0N
) "apedey |euidII0 3yl PaW.LIO)
-sueay Aj239)dwod sey sueak ayy Jaao adueyd uodn
a8ueyd ‘umo J1PY) uo I|qeadtou A|pley due dWos
AIYAA @oueseadde 511 U0 133)43 SANEINWIND & dARY PUE
Ajenpea8 uaddey apese) ayy 03 sadueyd> moy 310N

abueyy
Jpede] AY) Uo SUONHEAIISqO dwlos

‘auoe s apeaeq |euidliQ
3y} - 3dueyy apeseq anyseaq ‘2

Suipppoway
JU04j2403§ A3Yyjouy ‘9

=
\\U"
1 ] ‘aavodd Yaddn
T — 035537 SHRHAS! KTNASIA
+ Aoz o /3 Jovo LHoyJhiolS
S\ JNoddadals AIN
MaN
-~ —N9l5 gNioNvH
° WAV MIN
- 'NOIG ZONT Y
" SAWoE AV - .
‘A S~ SMOONIA
v_.mn%u_ om_mdu “WNIONO BaNoT T <
.\p g u_. SVEANYS OO S GONVYNALNN
40 Sk oL
300 divonalag
SMAINIM “IWNIgNo

aduey) ju04J3103§ O °§

e




's50.408 98essawl JnoA
128 03 skem apqns
aJe—punoOs
pue ‘aisel '||pws

‘sased IwWos

Z uj ‘pue—aam
.‘\\\\\ > -X3) ‘|ElddIBW
‘azjs ‘odeys

40[0D) "SPJOM JNOYIIM UOEdU

-nWwWo? ajelpawwy apiacad s1onpoud [en3de JqIyxd

je sheidsiq J@sy 4oy deads 3anpoud 4nok 197°g

jjos nok 1onpoud L1aA9 Ae|dsip

01 10u ‘doys 1nok o3uy.ajdoad 2213ud 03 s} €IP! YL
‘Buiyy poos e jo yanwi 003 yam ajdoad asnjuod juoQ
-away3 a|3uis € 03 j|2s4n0A iy pue 3dasuod juersod
-W| 3SOLW 3Y3 UO 3PII3(] "DUIIPNE JALUNSUOD anoA

MOUS 01 JUBM NOA JeYM JO BIP| JE3[D © dojaasQg

‘|I9M SE 52D1AJ3S pue s1onpoud

JInoA anoqe uonew.ojul JYidads atow juasald

ue2 3t Inq ‘doys pue uf 3wod 03 ajdoad sauAuy Aju
-ewiad MOPUIM JNOA UBQUIBWIRY |, MOPUIM aumdid,,
anok up 3 Buides jo Aem 2ARD3YD ISOW By S JeyMm
pue Aes 03 3uem Nok Op yanuw MoH *37E21UNWILWIOD
03 Juem nof a8essaw ay3 03 IY3NOYY WOS BAID *

‘uopJod
+ -o4d pue J0jod
uy Leydsip a3 4q
paiuaw}dwod
s 3ey3 un ajduls
e 93834D p|noys
Mopuim pue 3ul
-pjing 3y 1 a3ejRd

Aayy moy dAJds
-qo pue }deq
daig "uo.RI0Is
anok Aq pawedy
a4nyoid aduej e se
mopuim Aeydsip
= Y jo uiyL°E
"seap!
maUu nod a3 ued
sAem JudJaip
uy 3anpoud anok
e 3upjoor

"apisul

al| syool U
1BYM MOYs O3
J3Ysemysip
e jo Joop
ayy 3ujuado
A3 *ajdwex?d
104 *3ji] dBWOS
asipueydaw
anok 3AId3 o3
uoiyeuidew|
Janok  asN
;. Jeadde 343,
aaey 1onpoud
. anok saoQg
jljews Jo 834e ;o|duis Jo 23B2LIIU| jPUR(q JO [NHO
-0 31 5] °J1@s NoA asipueydsawl 3 J3PISUOd MON *T
"AOPUIM JNOA

jJO 9pIs JaYI0 Y3 uo ajdoad juersoduwi asoyy o
uonUAIE Y3 IDBJINIE PINOYS Kedsip Anoy jsiouapJesd
{S4oumoawoy ;2|doadssauisng 3 e sIaLW0IsNd anok
OUM 1IN0 pul4 3dUBIpNe 8uiAnq Jnok auyap st ° |
340})3 pue

ySnoy ap3y| & puadxe asnw noA ‘ssauisnq Jnok 10y
iom Ajjead eyl Aejdsip mopuim e 218D 01 'J9Ad
-MO} ‘31015 JNOA 03U} $I2WOISNI MEJIP djay seidsip
paudisap-||9AA udls [9As]-ueLIsapad B—3U04J310I5
JnoA jo Jaed sAIOBIIE UE 3] PINOYS sAejdsip MOPUIAA

- SAVdsiq
MOANIM




' L N} P PN (K] LA IR L I e veA‘; (%]

-guo pood e 1 el 'doys
puE 3piSUl SWOD O3 UO[IEIAUL UE S| Aejdsip unoj
‘3{OYM B SE 1ILIISIP SSBUISNQ 3] JO JIIDBIEYD B 3

puE 1322.135 INOA jo J91dRIRYD 3 @

21015 UNOA JO SS3IDNS PUE JaIDBJIBYD 3y @

:01 $2INQLIIUOD 3| 'SSAUISNG INOA JO 1Jed

[ea3a3u; ue s Aejdsip mopulm JnoA Yaquaway g
Aajenb Jejus

jo 3q PINOYs ING '1UOJJ A Ul 3SOYI LB Jajduns
aq pjnoys sAeidsip ‘(,saduenug Jedy, 23s) $9LIUD

1894 O1 1X3U SMOpUIM Ajdsip seYy 21035 mnoky Tl

Aepijoy ay3 jo sed jeuoniped ¢ se 4eak yoeo
siaddoys Aq paiedidnue aq [|Im UsaMOj|EH 10 ‘sew
sty usiseg Joj Aedsip 3|qeowsil v ‘paresoid
aq ueD 3502 S1I pUE ‘sJEdK INOj JO 33143 IO) pasnh 2q
ued Aejdsip Apams e ‘pa1>3104d pue patols Ajsadoud
-skejdsip [euOSES 3|qESN3J U Suiisaaut apisuod) 1|

-1eak ay1 N0
-ySnoy s3uaAa (edads pue sAepljoy D33 St [[2M s
'suOSEas BYY YItM 23UBYD UBD SMOPUIM INOLUSYO
shejdsip a3ueyD ‘paISIIANUI SIIWOISND deay ol 0l

-ySiu 28 doys anok apisul 335 03 aoijod Buimoyfe pue
yemapts an upya Aq faages oygnd saroadwi osie
kejdsip m CA-[|9M W "S24MIXY Jd|jRWS SN puE

e

il

it
\

!1
)

AT
. l
Y
| e
TS

T
1

i| l'u

=
Ll

"MOpUIM 4nOA Ul 353Q $}00|
jeym apioap Ajjeuy nok 310439 sjuswa3uriIe JUD
~JaIp YIM JUBWLIDdXT "SWIY) JIj[ELS [B12A3S 3DUE
-|eq ue> 1331qo 3d.Je| Y |[9M SE IS JO yuyl  pead,,

o1 Ases saeyl

iﬁiﬂﬂ'ﬂ‘i‘
HIH

il

il

Buny3ry W3IN waiheq

J1a3u0] 15¥| ‘sqINQ JUIISIPUEIUL UEY aalsuadxa asow
y3noaje ‘Yyoym sqinq uaSojey Buisn JIpISUCD) ‘3ul
-3y3y jfear0 anenbape apia0Jd se ||am se s1onpoad
yBydy AjpAndaye ued Buijrad ayp ol passadaa 40
syoea3 Suy2d uo pIunow Bunay3i| 30ds JuadSIPUEIY]
'sJnoy ssauisng 3ulnp vl 01 siaddoys mopuim
awnNIy3iu 321U ued Aedsip M|-||oMm ‘2ARIEBINE UY 6

ajewud)s pasuaiadxa ue 3y “Ajenb |euoissa)
-0u4d 104 "s3onpodd unok wiayMm.aA0 10U saop 'Y
J0jod e pue (,.sudis,,295) aoejadAy areridosdde ue 13|
-3g "dWBY] ||B4DA0 JNOA 01 2INGLIIUOD OS[e p|NoYs
sudis Kejdsip 4nok jo 1sed ate saoiad 40 spJom Ji°g

-sudis ym Apjdsip mopuim 1noA wyaymidso Jou 0g

o _ > nnac—m
I8 ¥ a4 0 i wi W

sFOYS ENYWOM A 8 ST,

M%% F i u..ﬁ

—

»

R s ialasetele!

aSessow € A3A
-uod 03 SIUdW
-aj2  JelWIS
dnoun) jayed
-03 J40M $I1ON
-poud anok op
moy—dnou3
® JO SWJal U}
yuiy]l ‘sauauw
-3]2 |eIuozIIoY
4O [e21343A 3u
-sn AQ MOpUIM
anof jo adeys
ayy aziseyd
-wa 40 judwW
-ijdwo?) ‘Bunured jlo ue 10 aanidjnos B 34aMm 3 JI SB
—uonisodwod e se Ag|dsip mopuim anok 3e %007 'L

3] OPJIAO I UOP ING ‘MOP
-uim noA dn uaayaliq ued MO|[PA JO paJ Y| SIUIDY
Ae|dsip [INP € S}EW ||IM M3} 001 ajiym *Buisnjuod 3q

ue> $40{0d AuBw 003 IBYI USAIMOY “Jaquiaway

-3WaYyds JO|OI B UO 3pI3P Uyl anpoud
anof pue 3uiping 3y YIm Jayadol 03 ey s40|03
INOQE Uy | "asipueyd.aW AnoK 1B YOO| MOU U0
-2101s 3y Ajrenonaed ‘Buipling 1nof jo 10j0d 3Y 1E
yoo1 uayiadon Aeidsip ino4 jind djpu ued 40joD 9

D —




-uopdwnsuod A84aua padnpas yanoayy
1505 e23x3 943 dnodau A|qeqoud jjim nok 'auo paxy e
uey3 Sujume ajqesado ue |eIsu O3 aAIsuadxa aJouw s
31 ySnoya|y "aPISINO AUUNS S} 3 UBYM MOpPUIM anok
sapeys 3| Jolalu} ay3 3esy o3 3uidjpy *sAep p|od uo 3ul
-pling 4noA oaui 3yBijuns $33] ulume ajqesado uy

paso

s3ulumo
3/qp13d0

uadgo

= WaUOWII]
Jo uadp
sdujumy

ipapuaixe Apuauew
-sad surewa 1ey3 Adoued 4o Buiume paxy e 3uem NoA
op 40O jpaso]d pue pauado aq ued eyl Julume UE
JUBM NOA O(]"2q |jIM 24NIXY Y3 dAIIBYB AZ1aUd MmOy
jsed a3ue  ~UILISIAP |[IM UBISIP UORE|RISUIBY | °E

NVD IVAH ANV 5507 WAl
AAN4Td = 5V

©
7

rin

|=@);

v g
,—ﬂ&.ﬂiﬁ“@
RO

NN

O
Ne

@ R,

f L T T

‘rlﬂﬁ\l'ﬂﬂlfllfa'

AL RLLIEILE 2 7S L5 4P 8

"‘I-'—flfl/l'Il”lfiﬂlm)ll-?”-lﬂl”

S\

-
N

53502 3.3

-ua 1nok aonpaa Apueoyuds ued Adoued 1o Sulume
ue pue (uoneasasuo) A3iau3,, a9s) ssejd dupensul

QUIOD Y/ 'SBIIABP [O1IUOD BB JUS||3IXD
aq ued s3jdoued pue s3ujume Joasmoy ‘ainsodxa
uJayINOS € Yim ulpling & 404 ‘Adoued 10 3uume ue
paau 3,uom £|qeqoud 31 ‘y3Jou 538} Suip|ing 4nok )

jo uopeul

SoOMIad
ONITVWA - HLNOS

.
4

Adoued Jo Bulume

ued NoA—asam

Z ® ue 5paduU JUO0JJBI0IS
40 ‘1589 ‘YInos ‘Yyriou
—uns ay3 03 uoi

anoA JayIaym
)N J _
_ —_— & @I\
. N\
. *  -gjuauo sduipjing 3yl

aUIWIIRIBP
" UO paseg ‘SMOPUIM JNOA Ul SIWOD Tyl y3yuns

JO Junowe ayj agjr- ¢ saidoued pue sSujlUMY °T

“31JE11 JO MO} B3 JO INO
398 pue asned ued sueiisapad a4aym 22e[d 3usal
€ ‘ssaddoys Asnq 4o} 421[3Yys pue speys sapiaoad 1
-$99.7 SE JOUUEBW aWeEs Y3 ul ‘Bulpjing Jnof jo 3uod)
ui @oeds jueseajd e sa3edLd Adoues 4o Suiume uy ° |
"pisul
‘dojs 01 padnua a.e ssaddoys ‘Adoued
M JNOA s133ud JBY3
Aq Jones A34aud ue
s UnoA 031 UOIIpPPE [BUORDUNY
p ® y30q aq uea Adoued 10 Sulume uy

dais pue %oo)
10 3ulume ue Aq papeys ‘Mmopul
3y3yuns jo Junowe 3y Suneyn3au
SE S9AJDS 3| IUOLRI0)
pUE DAI3B40DD

.”r%”@_upﬁn—::_
L/ sandonvy
aNY SONIHMY

o



Ul ey e ey ARG ) 1990y Uy (UUUNON $661 Q

‘ssaddoys 10§ adeds sjjemapis jue
-sea|d e 938940 pueUOL3.103s Jnod dn aonads 4{auow
noA aaes ued Aay1‘pade|d Ajuadoud pue paudisap-||am
uaYMm JaAMOH uBisap 1u0.y3.101s A43A3 JOj suonn|
-os aieiudoadde 10u aue saidoued Jo sSulumy Cj |

. “Sulume 3y Joj J0jod e Bul

-s00Yd UayM Alsejndp1.ed 4apisuod 01 wajqo.d Jayio
-ue sy Suiyoea|q ung ‘BuisayIesm 1sisal 01 paiured
aq pjnoys saidoues up pasn s[eI3L PUB SPOOM 33
JO 1SOW ‘WnUIWNE JO UORdIIXD YD YIAA MOUS IO
uied AQ UONEJOIIIDP PJEIdL O3 PaIEdI] A|[BDIW3YD
s1 514qe) SUIUME 15O} "JUEISISAU JBYIBAIM 3q 01 PII)
-uesend sI 3sooy? nNoA [el4a1eW Yl 3INS ey Q1
‘sardoued

JO EBIDE) 3Y3 01 PaYDEIIE 3q p|NOYs pue sdujume
jo (sdey) saouejea pue (sapis) suamau

ay3 Uo pILd0] 153q e

su3is 109.1p
pue ajduns
adessaul
ayl
daay
‘Adoued
1o 3ujume
anof uo
udis e apnpul
01 Aso0Yd

-s3s53U(SNq JO SaWeU ay31 Ae|d
1 8uo| aAey saidoued pue sBUIUMY *§

-SID O) P3SK

~—

"apede) 3yl
puadap pnoys (jje e usaned ou
10) usaned e jo AdOYd AP ‘ujedy ;A9AU02 031 JUBM

JO 4319BJRYD 3Y) UO

noA op a3ewt 3eym—pljos pjoq 1o ‘padins ‘ajduts
pue uield ‘001 ueliodwl e susaned 3uiumy °g
(010D 3uiey,, 22G) 'SIIME3) Suipjing Bunsix

ayy saduBYUa ey J0j0d Adoue> so Bulume ue
109|3§ "apeys 3gns
€ Y3IM pajudw
-ajdwod 3q p|noys
apeode) paleJodap

i aJow Yy uojod
juadoe 1y3uq

e yum dn pazzel,
aq ued 3 ‘BujieIsp
jedmdadydIe

! fewpuius sey 31 J)
‘Buipjinq a4nua 3y
1e ) 00| 4doued

10 3uume anok
40} 10(03 & 3ul
-sooyd 340j3g [

g —

=

z==|

| Juersod

: -un s apedey Jaddn ay jo udis
-ap 9y 03Ul pua|q A3Y3 JeY) OS SpOJ 3 Bujuonisod
:s31doue JOYDUE O3 P3SN UBYO B SPOI [333S :3pEd
-ej ay3 01 pauaisey £|3und3s aq pjnoys Kay ) ‘poom
pue [m@w jo pamdnasy  {jensn aJe saidoue) "9

- — - . r e -— —

~—

199415 UIB}] UO
s3u04§2401s Auews 10§ a1endosddeur snya pue Auiys
A1 U220 SI [AUIA ‘pURY J3YIO BY UQ "SBAURD UEL
aourUPUIEW s$I| sainbau A|jesauad pue dIqix3Y I
|Auip Buipjing 3y JO 2534 33 JO) UONEIIPISUOD yam
paudisop j ‘swospuey A1 3q ued ulume [AUIA
‘aouey
-33uiRly J23E3.3
aainbaa Aew sea
-ue> ‘sjearew Suy
-ME 1370 10} UBY3
J9MO| 3J' SISOD
uoie||eisut {enul
y2noya|y uone||els
-u| 3J0jaq palean:
-19yIeaMm 2q Isnul
nqg ‘a|qixayj s! 3|
uejndod Ajjeuonip
-eJ) S| SBAUERD) 'S[e
-lu23eWw Jo AI3LIBA
£ WOoJj paIdNJISU0d
aq ued s3uuMY °g

‘aders109.438
3y JO J2IDBJRYD 3YI UO BARY ||IM .Adoue> 10 3up
-ME UE JO UOIIPPE 3Yd joedwi 3eym suidews pue s3ul
-p|ing SuiioqyBiau 185007 ;3pEDE} PUE SMOPUIM INOA
jo suonuiodoid a3 19MOdUBA0 i ||IAA (524NIED) [BIM

A !

b S

-5911y>1e Sunsixa 1034 U |||M MOH ‘Suipjing 4noA jo
a{eds ay3 03 oA Ul seadde [im 21 Moy anoge Uil
PINOYs NOA'IUOCIJI0IS InoA 01 3s3421ul pue Ja1dBIRYD
ppe ued Adoued 10 ButumE U JUBLIPD "NSIA esy 'y

- e ey e S———



‘apede) Jaddn ayy
Jaao patjdde Jo uipjing ay3 jo doy uo paded sudis
PaZ|S19A0 4O JMIse|d pallIo)-WnnIeA JO Speul sudis
se yons ‘a1eiadoudde jou aue sudis jo sadA1 awog

eioey Adoued a3 uo @

UJNI3J JO 9IUEJBA UIUME Y] UO @
Suipjing ay1 wouy Bundafosd e
8uip|inq 3y1 JO 3PIS AYI UO @

sse;3 uo pajuied @

221U409 JUOJ§21035 YD Japun_ @

:suoi3do |QRUNS [BIIAIS e
asay) "udis anod Ind 01 1uem nod alaym apiza ‘9

adewi
Suos € 53uasaad ai1ojeuayd
pue ainidaydse s3ulp|ing
syl siuawajdwod 3
-102 JUDJJRIOIS Y3 JIpUN
8uny udis e'ajdwexa 104
‘s JOOP
10 MOpUIM B Aem awies 3yl
uy Buip|inq 4nok 3y p|noys
suonJodoud pue adeys
S| ‘23BUILIOP JOU PINOYS
udis ay | "apede) 34nud 3yl
03 uoneas uy Jeadde (jim uBis JnoA Moy IZIENSIA®G

‘S|iE39p |BINID3IIYDIE DII0ISIY OF Pale|3l Bam
suSis moy a9s 03 3sed ay3 uj paxoo| 3ulp|ing anok
MOy Mmoys k3 sozoyd e 00| 03 Juem Aew noy ‘p
-o3ejadoadde JaAdu Isowe due sudis on
-sgjd PaW.IO)-WINNJBA "SJaQUINU 10 ‘sjoquids ‘s12139|
pawwIo) Aj[enplAipul JO apeW SuB|s 218310 03 51333435
Ule} JOj [EIJDIBU SIY3 JO 3N B|qEAINS IsOW 3y | N
-se|d jo apew 3q OS[e Ued SUBIS ‘M) B dWEU O3 ‘sse|3
pauiels Jo paydla pue'jes| pjod ‘ssejd uo juied 'seaued
‘UODU ‘IUOIS {EISW 'POOM WO BpEW 3q U sudig
*spaau Jnok 01 payns udis € 383D O3
pajiojdxa aq ued 3ey3 santjenb anbiun sey yse3 "sjewd
2w juases ™ Sugsn jo sanyiqissod aya J9pisuo) ‘g

‘uBis awes ay1 ul sJqUNU
puE‘s|OqUIAS ‘SPIOM BUIGUIOI
031 uem ||,nok sdeytad

SANIIVM 'ssauIsng
JNOA 91BJ0] $43W10ISND
djoy 3ey3 sudis ssaJppe
199.43S 248 3sa Jo uow
-Wwod IS0W 3Y3 SpJoMm
40 sjoquds jo pedls
-uj sdaqunu asn sudis
awog—udis s/aqunN @

Eﬂ
.\\.\

‘SpJOM
uBy) 43113q ssauisng e
jo a8ew) ayy sAdAUOD
joquis 3|qeziusodal
e ‘usyyO—udis [oquis @

- *syanpoud sy
pue ssauisnq 4nok
aquasap 03 SpJom

shojdwsa ugis jo 2dha
siyj—usdls piop @
-uem nok

udis jo ad43 aya Inoqe quiyl T
{4104 Jo ‘sisuoow
‘sueliisapad Aq peas agq 01 JuedaWw udis a3 s| @
oen
-3e 01 Suik13 nok ase $J2WOISND JO PUD| IBYAA @
{udis ays uo s1onpoad unok
Jnoqe uonew.ojul apiaosd 03 Aqessadau 3 S| @
;4SnoJaya dulys BJYO JO 40IS
ok jo Ayjeuossad ayl 33j 01 JueM nok oq @
jssauisnq 4ok Anuapy Ajpsaw 3l sa0Qg @
-uSis 4nok jo asodand & onsanb pue yoeq purlg * |

— wew e Cweee e —

waLLvd

1l

HENA

‘udis Jno4

SujuSisap uaym sauijaping 3uimo)|oj 343 13pIsSU0D)
‘saewl 959yl JO YI0Qq dAJIS IsNW sudis s ‘adue
.seadde snojuow.ey e 1uasaid 01 s1122.35 UIEW J|
-sudis Aysey ‘a3.e|
2] JBYIOUE 3UO INOYS-INO O3 A1y SIUBYDLIDL [jOM SB
a8ew)| ||BJIAC SIDMISIP |BIDIDWIWOD € OF 23NqI4IU0d
sud|s 1ey3 ua110340) UBYO 53! ING ‘adew| [ENPIAIPUY
ue 23eaJ) PUB SSAUISNG JNOA 03 UORUINE |[Bd noA
‘wdis B YIAAI921S Ule Aue O yJed |ENA € 3Je SuBig

Y7 NN NN Y N

\ PV POPEIENT {¥T
a LTl

Q

QD

Oy
/W.,a. /n s ///y////

e




112s nok 31onpo.d A1aAa Aeidsip

03 30u ‘doys unok ojui-ajdoad adnua o3 si B3PI 9Y |
"Bunys poo3 e jo yonw ool yum ajdoad asnjuod 3 uoy
"awayl 3j3ujs e 03 jjasanoA 3wy pue 3daduod jueriod
-t} ISOW 3Y3 UO 3PIIA(] ‘IJUIIPNE JIWNSUOD INoA

MOYs 03 Juem nok Jeym Jo eap) Jeapd e dojpaag

‘||9M se $33JAJ3S pue s3onpoud

anoA Inoqe uonew.oul Iy1ads 10w Juasaad

ued 31 3nq ‘doys pue u awod o3 3jdoad sazaul Aju
-ewiid mopuim InoL Uaquiawiay j, MOpUIM 3unidid,|
anof up 3 Buides Jo Aem aAPRd3YS ISOW YT SI IBYM
pue Aes 0) JueM NOA Op YINW MO} "3ILAUNWWOD
03 Juem noA adessaws 3yl 03 Y3noY) BWOS JAID) P

"ssodoe adessaw unok
193 03 sdem ajigns
d4Je—punos
pue ‘aise) ‘||]aws
‘s9sed> awos
uj ‘pue—auni

° ~X3] ‘jeltalew
. ‘azis  ‘adeys
40|02 'SPJOM INOYIIM UOIEIIU

-NWwo3 ajelpawuwl apiaoad s3onpouad jemide Jqiyxa
. 3eyd sheydsiq ‘jjosn Joj yeads 1onposd unok 197§

‘uopuod
* -o4d pue Jojod
uj Aeydsip ayy 4q
paiuawidwod
s13ey3 Jun 33uss
€ 93B3.40 pjnoys
mopuim pue uj
~Pling 3y | 93g3.
Aoy moy aauas
-qO pue jdeq
daag -3uoayeu03s
anok Aq pawey
a4mdyd 23ue e se
mopuim Aeydsip
343 jo yuiy| °g
"seapl
- . Mmau noA aAi3 ued
sAem Juauayp
ul 3anpoud ano/
e Zupjoor

HJT

"apisul
Y oo N
IBYM MOYS O3
Jaysemysip
¢ jJo Jtoop
ay1 Zuuado
A1y *ajdwexa
Jo4 "9jI| awos
asipueydiaw
anok aaI8 03
uolzeuidew
Jnok  asn
i.jeadde aka
aaey 1onpoud
) inod sao(
{llrews 4o a3ueq ;ajdwis 4o 33edMIU| jpUR|q IO |NJIO
-|03 3t 5] °||3s NOA as|pueYDIB BYI JIPISUOI MON °T

‘MOPUIM UNOA
Jo apis Jaypo ayy uo ajdoad juersodun asoyl jo
uonu3IIE Y3 19eIIIE p|noys Aedsip JnO) jsa3uapaed
iS1dumoawoy ;ajdoadssauisnq :aae s1awo3Isnd Jnok
oYM 1IN0 pui4 "adudlpne BulAng Jnok duyap Isai4 °|

"110}3 pue
1y3noyl a331) & puadxa 1snw NoA ‘ssauisng Jnok Joj
$1410M Ajjead eyl Aeidsip MOpuUIM B 3183JD 01 UAD
-MOH 24015 Jnok 01u) s13WwoIsNd medp djay sAe|dsip
paudisap-||apA "uBis |aAsj-uelisapad B—Jju0.)3103s
anoA jo 1ued aande.nae ue aq pjnoys sAejdsip MOpPUIAA

SAV1dSIQ
MOANI

ey Ceew Cwewr

= T e




SHEBOYGAN FALLS MAIN STREET DESIGN INCENTIVES

Free Facade Drawings

Main Street Role: Main Street dedicates approximately $1,200 from its operating
budget to pay a consultant for facade drawings and color schemes.

Object: Gives an owner a sense of what the completed project will look like before

anything has started.

Free Sign Designs
Main Street Role: Main Street dedicates approximately $200 from its operating

budget to pay two or three sign companies for sign designs and color schemes.
Object: Gives an owner a sense of what the completed sign will look like.

Low-Interest Loan Pool
Main Street Role: Main Street's economic restructuring committee established the

low-interest loan to assist business and building owners with exterior improvements.
Since 1990, the program has lent nearly $400,000.

Design Committee approves an owner's proposed renovation. A letter of agreement
is signed between the owner and Main Street to use the low-interest loan funds. The
owner can approach two different local banks - Norwest Bank and Bank of Elkhart
Lake. The owner can borrow up to $20,000 at 3 percent below prime. Each bank
agrees to a 1 percent buy-down and a local manufacturer - Bemis Manufacturing
agrees to buy-down the other 2 percent.

Object: Because of the lower interest rate, perhaps the project becomes more
economically feasible. As with all the design incentives, it also allows for the Main
Street Program to play a role in ensuring that the project is completed according to
preservation guidelines.

Facade Grant
Main Street Role: Main Street solicited a local foundation, the Joseph and Evelyn

Richardson Foundation, to provide a pool of funds to be used as grants for facade
improvements.

If a building or business owner makes more than $5,000 of approved facade
improvements, he/she will receive a Main Street grant of $1,000. Since 1989, the
Foundation has issued 11 grants. * Please note that some projects involved multiple
building restorations, however, only one grant was issued.

Sign Grant
Main Street Role: Main Street solicited a local foundation, the Joseph and Sharon

Richardson Foundation, to provide a pool of funds to be used as grants for signage
improvements. Main Street agrees to reimburse the business owner up to half the
costs of the approved sign. With a maximum grant amount of $250. Signs can
include awnings as well. Since 1991, the Main Street Program has issued 27 grants.
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'.‘ LOW-INTEREST EOAN POOLS

Investment in many downtowns has been steadily declining over the past twenty years. Unable to successfully
compete with shopping malls, the core areas of small towns have fallen victim to the patterns of disinvestment--
neglected or abandoned property, low rents, poor management, marginal or undesirable businesses, and a
declining level of retail sales. Low interest loan pools have been used successfully with the Main Street Ap-
proach to reverse the trend of downtown deterioration. A loan pool is an agreement between lenders that
provides a set level of funds at a favorable rate for specific projects within a delineated area. Most loan pools
involved with the Main Street Program share common characteristics and may vary in only a few areas. The
following two examples outline the most common approaches taken in setting up community low-interest loan
pools.

Why should any lender wish to participate in a program which, at first glance, denies them the opportunity to
make the best possible return on their money? the benefits to the individual lender and to the community at
large exceed the relatively minimal cost involved. Ideally, a loan pool should work in conjunction with a
program like Main Street that takes a comprehensive look at the economic ills of downtown, and provides for
some quality control on individual projects. Working in cooperation, loan pools can help generate increased
business activity. Advantages to the lender and the community include the following:

. A community loan pool creates an incentive to invest in downtown. It helps establish a new, positive
investment pattern in the core area.

. A loan pool indicates that a community is serious about creating opportunities for economic develop-
ment. It sends a signal to established and new businesses that a community is progressive and willing to
support the expense involved in relocation or expansion.

. Creation of a loan pool puts the lending community in a leadership position in local economic develop-
ment initiatives. The cooperative nature of such indicates a willingness by financial institutions to be
active instead of reactive to the new needs of downtown businesses.

. A psychological point is made through the establishment of a loan pool. It is an affirmative step signal-
ing that change is coming to the community.

. The cost to each participating lender is minimal. In fact, experience has shown that a business owner
will frequently borrow beyond the loan pool limit, at a conventional rate, to complete a project; thereby
generating additional business for the lender.

. Participation in a loan pool will help lenders satisfy the requirements of the Community Reinvestment
Act concerning reinvestment in their home communities.

. Loan pools frequently coax recalcitrant property owners into action by offering inexpensive loans during
a limited timeframe.

(over)




EXAMPLE A

Proposed Total Loan Pool Amount:

Participation by Lenders:
Proposed Rate:

Term:

Security:

Maximum Loan Amount:

Design Assistance:

\dministration:

Fees:

Review:

Projection:

$150,000

Each lender will participate equally.
8%

5 Years

Determined on a case-by-case basis.
$10,000 (per building or facade).

Required (may be part of the loan amount up to
$250).

One lender to take the lead in processing applications. Will "bill"
other institutions on quarterly basis for their portion.

Lead institution will collect all origination fees.
At the end of 12 months the program will be re-evaluated.
A maximum of 15 projects could be funded. If a 4:1 ratio is

assumed for private dollars to loan pool dollars, a $600,000 invest-
ment in downtown would be realized.
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