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I. Introduction

As .part"of ongoing efforts to irnprove its economic base and with funding from the California

‘Department of Housing and Comumunity Development’s Community Development Block Grant- '

Program, the C1ty of Lakeport prepared a busmess retention and recruttment strategy

- Through a compet1t1ve proposal process the C1ty of Lakeport contracted W1th Chabin Concepts to

- undertake this project. Chabin assembled a team of professionals with extensive experience in
- providing business assistance, rnarketmg, mdustry recrmtment program development downtown

o development, and economic development strategres

The Busmess Development and Recrmtment Strategy consrsts of three reports

4 Report 1 — Busmess Climate and Commerczal Assessment - provrdes an assessment of the

existing conditions including a general market assessment, an analysis of a busmess owner
survey and an analysis of the ex1st1ng business base.. :

: m Report 2 - Retail Market Analysis and Oppartumtzes ‘presents an ana1y31s of the exrstmg -

retail market, identification of the current busmess mrx and research and case studies on
: successful business development programs. . : ' :

cornmercull business environment and support a successful busmess developrnent program

o The strategles reeommended for the City of Lakeport are based on the 51gn1ﬁeant market factors
“- observations, and issues identified dunng the research and commumty mvolvement portlon of the
project. Primary objectives were to: 1) take advantage of sore srtuatlons partnershlps and .

opportun1t1es and 2) mitigate or Work to solve other s1tuatlons and market d13advantages Tt

l

4 Report 3 The Czty of Lakeport Business Rerentwn and Recmzrment Action Plan - outlmes'
recommended strategies and specific actions that when undertaken, will enhance the

Lakeport's Busmess Development Prograrn '

;Pri_mary: L e .:;Retam strengthen and expand the exrstmg busmess base in Lakeport

‘Program : » Recruit and encourage busmesses that will complement and i improve the exlstlng
Goals: ~ commercial mix and will enhance downtown’s attractiveness to its target markets.
Core e _'Emprove commumcatlons and encourage collaboratlon '
Strategies: e . Encourage, support and assist existing businesses.

-« Incubate, support and.grow new businesses.

. —Encourage remdents commuters, area visitors, busmesses and civic organizatlons to :

shop locally.” _ . :
= Targel new f irms to add to the business mix and strengthen thé economic-base. *

Communications

Business Coaching and Entrepreneuria[ Support
Business Retention and Expans:on '
Business Attraction

Program
Elements:

e

_‘ Appendix A and B: Report 1 and Report 2 of the Lakeport Business Retention and Recruitment Strategv
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A strong organizational structure is key to impiementing this program and achieving the primary
goals. In the survey and interviews, businesses expressed an interest in and willingness to work
_together. Some businesses remembered the cooperation that existed years ago when community-
-wide campaigns like the Red Tag Sale and Lake County Santa Shop @ Home were orgamzed

- Many also indicated a desire to part101pate in joint promotions. -

" Taking our cue from this sentiment, we developed an orgamzattonal structure and 1mp1ementat10n
process that depends o1 teamwork, cooperatton and collaboratwn

City of 'La'ke.port' Business Retention and Recruitment Organizational Structure

With ftmdmg from existing sources,” the C1ty and the busmess commumty can ]omﬂy support a
Business Development Manager who would focus entirely on the implementation of the City of
Lakeport Business Retention and Recruitment Strategy. By using the existing contractual
relationship with Community Development Services and creating a Business Development Team
“to help guide and manage the activities, a strong organization mfrastmcture to support a
successful busmess development program can easﬂy be put in piace ' :

2 Trunsient Occupancy Tei_x, Business License Fees, and Redeveldpment fimds

| Report 3 of 3~ City of Lakspurt Business Retention énd Recruiiment Action Flan S _ _ .
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B eyeryone has 2 role to play.

o in implementing the strategies.

(. Organ'izati-Onal 'Struct'ure

The accomplishment of economic development goals is a long—term process and demands
leadership, a strong orgamzatmnal structure, partnershlps a succinet plan, follow through and a
clear vision of the desired end result. Economic development strateg1es and business development
' programs are not activities that the City of Lakeport, the Lakeport Chamber of Commerce, :
County of Lake, the business community or general public can implement alone but are the joint
- responsibility of the public and private sectors. Partnershlps and the participation of all entities is
required for successful implementation. Business development activities with a well coordlnated I
and commumcated program involving all the cntxcal stakeholder groups and a funded full- time
_ 'staff member who is cormmtted to Lakepo:t $ success Wlll have the gTeatest hkehhood for.
' success : ‘ D . - _ . )

' 'ThlS staff person — the Lakeport Busmess Development Manager (Development Manager) —-
will be dedicated to managing and implementing the Lakeport Business Retention and
‘Recruitment Strategy. The Chabin Team recommends that the city take advantage of its exlstmg
~ relationship with the local consulting firm- Commumty Development Semces (CDS) to fill this
"'_‘lﬁmctlon The c1ty can contract with CDS to hire 4. dedteated Staff person te 1mplement the
- :Lakeporr Busmess Retenrzon and Recmztmenr Straz.‘egy ' = -

| :CDS provldes a neutral orgemzanon ‘has an emstmg relatlonshlp mth both the busmess.
_ commumty and the mty1 and offers. the anclllary beneﬁt of bemg d1rectly 1nVolved Wlﬂ’l otherl
- .,\._Lakeport/Lake County econormc develoPment act1v1t1es ' ‘ S T

' Ideally, both the city and the busmess commumty w1ll contrlbute to th15 pa1d posmon assunng ‘
" -buy-in and equal participation from both sectors. It is anticipated, howéver, that the majority of

the funding willbe generated by the Transient Occupancy Tax (TOT) a tax collected by the
: _busmess commumty which is paxd to and managed by the c1ty ‘ :

A second overarching recommendation is that a Lakeport Business Development Team (Team)'
~be established to help guide and manage the lmplementatlon of the Lakeport Busmess .
Retention and Recruitment Strategy and to keep all the key players at the table and engaged in the
. program. This approach recognizes that everyone has a stake in Lakeport § economic future and -

' 'During the early organizing stage
(first three months), this group would
meet bi-weekly and then, monthly
" after that. The Development Manager
~ would staff the Team, take direction
from them and actively en_gage them

'.,"'Ihroughout the remamder of this

. _section, two assumptions have been made (1) apro- act1ve pro«busmess approaeh and ph1losophy

. . isthe most product1ve and will generate the best results for Lakeport; and (2) each orgamzatmn or
- “entity invelved will contribute to the process according to its existing assets and strengths.
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A _Or.ganizational Flowchart

| City of Lakeport Business Retention and Recruitment Org'anizationai Structure

Ko

e
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B. Roles and Respons1b1l1t1es

This section summarizes the roles and respon51b111t1es of all part1c1pat1ng orgamzatlons and
“sectors as they relate to the Business Retention and Recrultment Strategy. The priority issues and

questions that surfaced during the course of this project and at the February 10,2003 public -

~Tmeeting are addressed W1th1n thls and/or the next secnon For example mdnnduals ra1Sed the
-followmg questmns i : : :

' _-" How do we get a property 1nventory completed‘7

_‘I- How can we encourage the pubhc to “Shop Local?”

e What is everyone g Tole in gettmg a busmess coahnon (team) forrned'?
. What can the e1ty do to become more busmess-frlendly‘? ' .

. What is everyone 8 role in 1mprov1ng commumcauons‘?
: : .

1. Lakeport .Bus‘in'ess Develo_pm'ent Ma_n_ager

" Role

.Manage and coordlnate the Busmess Retentmn and Recrultment Strategy detailed in Section m -

. .. ofthis report

- General Responmbmues

e Pnonnze executte, monitor, document and report on busmess development act1v1t1es
(business retention, expansmn and reerultment) ‘

. In conjimetion w1th the Business Development Team (Team) develop and follow-through
' onstrategies to ﬁIl vacant properties and enhance the busmess mix ut111zmg the
' commumty s human and economic resources. .

-+ Also,in conjuncncn with the Team actas hmson bet“ween c1ty, eounty and business .
4 community, advocatmg for the Lakeport busmesses o 1ssues and opportumt1es of Inutual
interest/benefit.

.. Represent the community of Lakeporc locally and reg1ona11y within the cconomic
~ development arena, as appropnate - : :

Specmc Respons1bil3t1es

1. . Become fannhar w1th all persons, groups, mformatlon and rnatenals directly and_'
mdn‘ectly involved in developing a healthy eommercml base for Lakeport.

2. - Build strong and productwe workmg relattonslnps Wlth downtown busmesses and o
. property owners. , - . e -
3. Read and become famitiar - Wlth the Chabm Concepts reports guldmg Lakeport’

business development efforts

'7Report 3of3- City of Lakeport Business Retentjon and Recruitment Action Plan



4, Drafta pr1or1tlzed srx—month Worlc plan for the Tearn which would be carried out by all
collaborating partners. '

5.. Schedule and prepare agendas for Team meetmgs

6. Assist the Chamber with an ongoing public awareness/education” program about the
business o pportunities in Lakeport. Make presentations at the Chamber, City Council,
_ 'busmess and civie orgamzatlonal rneetlngs (e.g. Rotary Lions, Soroptrmrsts etc). -

T, Prepare a commercial. recrurtment mformauon packet utilizing data from the two ; C)
- prewous reports completed by Chabin Coneepts, property inventory, and related sources. - {Z)
8 Working with the real estate community, city, county, and prOperty OWTIErS, 1n1t1ate the-- S By (( }

development of an inventory of vacant properties and buildings. Build a database of T R )
.information on the Propertles to be place on city Web site. Malntam the database e

9. Work with targeted cornmerelal tenants and/or property owners on - pos1t10n1ng the1r _ oy
_properties for re-development or sale. This may include assisting with. physical ' -
improvement projects through personal eonsultatron by obtaining and supervising
'professmnal design assrstance and/or - _provrdmg guidance on financing the
_improvements. - EE : - o C

- 10. Target and identify business prospects through implementation of the business

 development programs detailed in Section ITL Among the tactics included are: visiting - )
_other nearby towns orn e1ghb0rhoods c ontaetmg referral s ources, a nd c omrnumcatmg B C«}}

- with local busmesses and local leaders ' ' S ' '

e i am
i Hatg

11. Develop and promote a schedule of field tnps to other communities to 1dent1fy suecessful | .
- businesses that may want to expand. - S "

12. Assist the city with any . ‘structural changes that need to be addressed (e. g', .modrfymg
zoning ‘ordinances, building codes and parlqng gu1del1nes that might affect busmess _
placement). _ : : ‘ : . : o O

13. Seek opportumues to generate new and adchtronal funds to support the busmess.
" development function. . .

14. Develop and maintain a system to monitor and report on the progress of the busmess o
pio development prograrn : :

Knowledge and Sktlls Requ1rement -

~# Desirable skills: sales negotlatlon wratten and oral comrnumea‘nons pro;ect management
computer '

» Desirable experience in one or more of the followmg areas: real estate, sales marketmg,
small business development/finance, community and economic development '

+" Desirable characteristics: leadership, entrepreneurlal energene 1mag1nat1ve well-
 erganized, self-starter, must understand issues confronting small business operators _
property owners, public agene1es and eonunumty -based volunteer organizations. - _ R
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2. Business Development Team
As stated earlier, an important element to the successful 'impl'ementation of the Lakeport Business
Retention and Recruitment Strategy is the creation of a Lakeport Business Development Team

. (Team). Besides helping to guide and manage implementation activities, a key role for the Team
- s tokeep all the players at the table and engaged in the program. . :

. The City and Chamber would collaborate on puttmg together the Team and contactmg potent:al
members, The Team would be structured as a working group of volunteers representative of the |
following industry sectors and professions: business owner/operators from a mix of business -
- types -(i.e., .retail, professmnal services, - tourism,. downtown,  banking ' or fmance)
: _connnermal/mdustnal property owner, realtor, city staff, city council .member, chamber of
~“commerce staff, county staff; visitors information center. For maximum effecnveness and

'_.efﬁmency, we receimmend limiting the size of the Team to apprommately 12 members,

' During the early organmmg stage (first three months), this group Would meet b1—weekly Once the
Development Manager is onboard, the Team Would meet monthly. '

: :_' Each year the Team would appoint or nonnnate a chan‘person the Development Manager would .
©.act as staff to Team. Working together, the Development Manager and Team would review the

programs recommended in this Action Plan and prioritize them into an annual work plan with =~

) ‘benchmarks and budget. The Team would provide direction and assistance to the Development
. Manager, actively working with-the Development Manager, the city and the busmess cornmumty
- -to ensure the business development program is implemented successfully

: _='-Role

e Liaison between 01ty, county and busmess communtty, advocate forthe Lakeport busmess
7 commumty on issues and opportumnes of mutual nterest/benefit.

.« - Conduit for commumcatlng the goals act1v1t1es and progress of Lakeport s Business
Developrnent Program

. Advocate for creating a strong, posmve business climate i in Lakeport

« Provide guidance and assistance to the Development Manager in zmplementmg and

5 fundmg the Business Development Program
§

Respons1b1 lities

1. Electa chalrperson WhO has Ieadershlp, facilitation and commumcahon Sl{llls to run the
-meetings and serve as primary spokesperson for the group, '

2. Read and become familiar with the Chabin Concepts reports gmdmg Lakeport s business
development efforts.

3. Assistinthe h1r1ng of the Development Manager

4, Work with the Development Manager o pr10r1t1ze the Busmess Retent1on and Recrultment
Strategy implementation activities (Section Il of tlns report) in s1x-month mcrements

5. Actively partlcmate in scheduled meetings, 1ssue_s. dlscusswns___,_______....ta.sks _forces __and .

implementation activities.
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6.

Act as or form a speaker’s bureau to promote the Business Development Program to the
greater Lakeport community and offer ideas about ways that everyone can help ‘make
Lakeport a better place to do busmess :

Assist the Development Manager in ereanng an mventory of avmlable propertles ready to

be marketed

Assist the City in. estabhslnng a busmess fnendly enwronment by volunteermg to serve as

- Pro;ect Lralsons attend trammg sessions. .

L POSlthI’] Requ1rements -

Strong interest and commltment to the purpose and goals of the Busmess Development

,'Program

Recognized leaderslnp in the commumty

- Expertise in at least one of the followmg areas: real estate, business management and
‘operations, finance, public relattons marketmg, sales, govemment related professmns or

- mdustnes

: Ab111ty and mllmgness to cornmit ﬁve to ten hours a month to the success of the Busmess

'. -Development Program

3.

" Role: Role:

'“

" Leader and model i in demonstratmg a posmve pro -actwe attttude toward busmess

Clty of Lakeport

development.

Leader and model for umfymg all. business entities and cornmunrty players to sucoessfully

- nnplement the Business Development Pro gram.

. Facﬂltato_r of the City Comprehensive and Redevelopment Plane and Policies that are
' integrally connected to Lakeport’s eeonomic and business development. '

Active participant and leader in the Busmess Development Program nnplementauon

_' process

Responstblhttes

1.

Promote open communications and a pos1t1ve cormnumty image’ regarding all the _ '
forward-looking initiatives ‘and programs desrgned to enhance the quality of lrfe and
'busmess climate. '

Take the initiative to re-bmld communications and trust with the Lakeport busmess

community. A first step is to support the Development Manager position and,parﬁmpate
~ in the Business Development Team. Identify and communicate opportunities and issues
~ and collaboratively determine fea51b1e soluttons share leads and mformatmn which W"lll
: :help facilitate busmess eXpansions. v

| Report 3 of 3 - City of Lakeport Business Retention and R.ecrultment Actmn Plan - : S
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Sponsor 2 series of Workshops or panel _disouseions with the Chamber of Commerce to
address specific issues raised during the research phase of this project. Use this as a
vehicle to demonstrate and communicate how the city is working to implement codes and

- ordinances cons1stently and fa1rly, and/or instances where exceptions are permrtted

Specifically address the issue of commutication with the business eomrnumty by.

committing to a regular business visitation schedule; expanding the links from/to the.

o c1ty s Web site; doeumennng the development process, fees, and nmeltnes assigning a

10.
. Development, Inc. by contracting with Destination Development drreotly to market the.

_ _prime properties within the c1ty limits.
11,
12.

13

14,

city staff member to each active development pIOJect to act as l1a1son and advocate
throughout the life of the pI‘O_] eet : :

‘-Address the parking concerns expressed by busmesses by . fornung a task force that _

includes members of the business community. This issue is a particular ¢ oncern with.

: downtown business and property owners. It is extraordlnanly commeon to small towns
.and is often an issue of parking management’ and not a lack of parkmg spaces. Without
the expense of a parking study, the City of Lakeport can conduct its own s1mple

assessment of the supply and demand for park;tng

. Continue to provide t he n ecessary 1nfrastructure to create and sustain. an envnonment _
: po1sed for development (i.e. prO] ects outlined i in the Lakeport Redevelopment Plan)

' 'Actlvely and aggresswely seek funding from external sources to develop public pro_jects

such as a fagade improvement program, waterfront pro_] ects, a downtown streetseape_

_plan parlong facilities, etc,

~ Support and work with the busmess commumty on tounsm 1n1t1at1ves and the annual '
-visitor calendar :
Take the initiative on key eonnnercial properties and projects that are prirne locations 'a'nd a

~ripe for redevelopment For example develop a concept plan for the Willow Creek

Property and Vista Point Center which will 1dent1fy the steps for redeveloprnent

Take advantage of the county’s hotel/resort recruitment contract ‘with Destination.

Traln PI'OJ ect Liaison volunteers and c1ty staff in the development Process.

Assist the Team and Development Manager to update expand and maintain the Ctty of
Lakeport’s Vacant Commercial Land Inventory and provide the neeessary resources. to

post the land and building inventory on the c1ty s Web site.

Conttnue to promote the a vatlabrllty of and seek to Te- eapttahze the C1ty of Lakeport
Business Loan Program ~ :

‘Order and share with the Developrnent Manager and Team the followmg pubheanons

avatlable from the International City Managers’ Association (ICMA), ‘Washington D.C.

- which can prowde resource information related to the recommendations presented:

2 Appendlxc ....... Provided as a guide is “Taming the Downtown Parklng Beast.ll..produced by the. Oreg-‘m Downtows.---
Development Association and the Qregon Department of Transportation and available to download for free from o

“http:/farww.Jed state.or.us/tgm.
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a) Local Government Online: Putting the Internet to Use

) Building Communities: It's No Small Chore o B Of{ﬁ@( V\/E(\@ztef Wb“&iﬁ@ﬁfﬂf-l
©) Anafyzmg the Fiscal Impacz‘s ofDevelopmenr B R (%
d) Waterfront Redevelopment ' S - R S

e) Vacant Property Revitalization Strategies .
) Tourism Based Economy: What Local Governments Are Doing

| 4 _.C'o_mr_nun.ity' Development Services (CDS)

e Consultant 10 the City of Lakeport and admmrstrator of the Lakeport Busmess Loan o : o=
3 Program o _ - : : S Ty

. - Contract administrator for the Development Manager position, | L o o |

e Liaison to regmnal and state econonnc and busrness development opportumtres and'

' progratus.
-'RGSDOI‘]SIbIlerS o o _ | |
- ) 1.: Contract with the Clty of Lakeport to provrde the new staff posmon - Lakeport Busmess S 63
B Development Manager. S . : _ _ e -
2. Assist the City and Team in advertrsmg, attracnng, _and quahfyrng apphcants for the o ()
':_Development Manager s position. , . e o T X )
o 3. Provide a support ‘system and introduce the Development Manager to networks of ' 8
" economic development practitioners, activities, programs resources and local partners to RO
. ensure successful 1mp1ementat10n of the Busmess Development Program : 7y
4. Fac1lrtate the performance Teview and evaluanon of the Development Manager. '_ . €
- 5. Lakeport Regional Chamber of Commerce
. Role e R S -
e _Facrhtate busmess networkmg and mformatron exchange o R : o _ C,:}
« Advocate for small business in local govemment decision makmg | ((; _
o Serveas Lakeport s liaison with county visitor marketmg staff and program ‘ , o L }
o Serve as “chicf marketer and promoter’ for the cornmumty of Lakeport promotmg the c1ty; . - éw; _
- asa Wonderful place to do business and to lrve o : _ C - _ {j L
Responsrbthmes B RN S T '. N G
_.-1. House the Development Manager (space provrdmg) R R L
2. Support the Busmess Development Program and actrvely partrcrpate as a Team member R N
s
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Prepared by Chahin Concepts Team, March 2003 - _ S o ' : ' Page 10



.3, Promote the goals and activities of the Team to the member businesses. Publicize the
Team’s a ctivities and s uccesses in the Chamber newsletter and give the Development
. Manager a quarterly time spot at Chamber meetings to update members on activities and

- ways that they can help generate more business for Lakeport '

. 4 Share busmess targets and encourage the entzre busmess community to share leads for . |
- new business and potential business expansions. N

5. Orgamze and implement an ongolng communlty—vvlde “Shop Local” fetaﬂ marketlng
- campaign. Contact communities Wlth sueeessful programs and- custormze a progra.m to
._SultLakeport o . A _

6. Witha ‘Busmesses Helpmg Businesses™ promotmn expand the Shop Local promotmn to
" business owners. by offerlng diSCOLlntS and rewards for local busmess—to-busmess
- purchases. : ' '

7. Sponsor a panel' or other type of forum Where businesses and oity r'ofﬁcials can

.- comfortably and in a positive atmosphere exchange questions and discuss issnes about - .

- ways to enhance Lakeport’s business environment. This should be a faclhtated two—way
7 dlalogue forums should have a published and WeIl~organ1zed agenda. ' -

8. Establish a schedule to prowde training to busmesses on issues and needs 1dent1ﬁed n the
: 2002 busmess OWIIET Survey. :

9. Orgamze a task force to develop relanons]:ups with the local busmesses and major'
.-economic sectors (such as the wine. industry). By tappmg into these resources will begin
to create win:win strategies for Lakeport and the business connnumty Focus on ways to
~cross-market the area’s resources and better satisfy mutnal needs such as the desire for . -

. additional quality restaurants lodgmg, meetmg fac111t1es etc '

10. Work with the Lakeport busmess eommumty on prioritizing: and 1mp1emen’c1ng Lakeport—
spemﬁc visitor rnarketlng strategqes and opportumtles

6 Downtown Busmess Assoc1at1on

Role

'_E

. Advocate fora healthy downtown Lakeport which serves as the central commercial dlstnct
" and heart of the oommumty o

Y Catalyst for orgamzmg special events such as the “Taste of Lakeport” and downtown
promot1ons :

Respons1bll1t1es

©.1. Maintain an active downtown Lakeport assocnanon and connmttees even Wlthout a.
- program manager. ' o '

. 2. Join the National Mam Street program for program support and contmue to contact share-
. lnfonnanon w1th other emstmg California Main Street Assoemttons :
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3. Call an organizational meeting and get a ‘fresh start’ on the group’s work. Review the
© many exceflent recommendations in the Local Program Evaluation of Lakeport M ain
 Street Association (April 2002). From these recommendations (that cover buiiding -
~ design, business incentives, volunteer recognition and promotions, etc.) establish a few

realistic goals for the next’ year and estabhsh a work plan with benchmarks, roles and

,responsrblhtles o R . |

‘4. With staff, the organization was able’ to sueoessfully hold three speoial 'events each year =
~(such as “Taste of - ‘Lakeport”). Name a strong chalrperson or co- GhELll'S -and orgamze "

Work:mg volunteer committees to- concentrate on one 1arge event.

5 “Work with the Chamber o help increase awareness of the wide array of goods and.
: _semcea available locally : e

6. " A551st wrth the mventory of downtown vacant propertles

7. Utilize the Main Street Association’ s newly acquired 501c3 status to tap fundmg sources ..
. for downtown promotrons and busmess development : :

7. Lakeport Businesses

7_ ,‘Ro'le.

| . Provrde quality goods and services at a farr price for re51dents of and Visitors to the N
Lakeport market area. - :

. ‘ _Be an actwe part1e1pant in bnngmg about a un1fied cooperatrve and successful busmess
) commumty : : - :

Résponsibilities '

L Support and promote the - busmess development program goals and strategms by-"‘

participating in aotlwtres and promotrons serving on conumittees, board and Voltmteer
task forces. : '

2. Take advantage of avalla’ole business assrstance to help improve busmess

-the ‘negative’ talk that creates a poor chmate morale and low cornmumty seIf—esteem

4. Work to create the best poss1‘o1e image for each individual busrness _.-by properly
' maintaining the property and conducting business using sound management principles.

8. Media
‘*Rote

Serve as a consrstent and credlble source of mforma‘non about Lakeport busmess development

S aot1v1t1es

Report 3.0f 3 — City of Lakeport Business Retention and Recrurtment Action Plan o ; —
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Maintain a pesitive, open attitude about domg buamess in Lakeport and work to minimize .




: ,Respthibilities

1. Provide regular and balanced coverage of local business news, aecomphshments and
activities.

2. Work with the Iocal busmess commumty to famhtate and help create joint promouons o
advertlsmg and ma:rketmg campalgns to generate more customer sales

9. ‘Lake County

' 'Role_

Staff Vls1tor center(s) and promote Lake County v151tor assets

i Resoons1b1l1t1es

1.' Keep Lakeport Chamber of Commerce and C1ty staff members appnsed of key issues and
~~ opportunities related to visitor promotmns and g'rowmg the ws1tor mdustry W1th1n Lake -
County '

| Report 3 of 3 — City of Lakeport Business Retention and Recruitment Action Plan
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”-_I I I Business 'R'ete.n.'tion / Rec'ru_-itment.

This sectlon containg the recommended busmess retention and recruitment strategics” and
. programs that should be 1mpIemented in the City of Lakeport. The program. consists of four
“elements. We have recontunended specific actions, an estlmated budget benchmarks and
o measurements for success for each of the four elements ' :

Table 1 - Lakeport’s Busmess Retention and Recrurtment Strategy

Frlmary Program . Retem strengthen and expand the exastmg busmess base in Lakeport -

Goals: - Recru:t and encourage businesses that WtH complement and lmprove
' “'the existing commercial mix and will enhance downtown s
attractiveness to its target markets.

. Core Strategies:- . Improve communlcations and encourage c;ollaboratlon
e Encourage support and assret exrstlng businesses.
= Incubate, support and grow new busmesses

* - Encourage residents, commuters, area \nsﬂors busmessee and civic
_-organizations to shop locaily.

& Target new firms to add to the busmess mix and strengthen the overell
" .economic base. .. : . .

Communications S :

. Business Coaching and Entrepreneurtal Suppor‘t '
‘Business Retention and Expansmn f
Business Attractlon

Program Elements:

Ll L
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AL 'Comm_unicati'on.s '_P"l'an -

Goal —~ Build credlblhty and faclhtate communuication among the commumty stakeholders, '

busmesses resxdents, clty, civic and busmess crgamzatwns

1 Breakfast w1th the Councxl

The Team will plan and promote a regularly scheduled Chamber—spcnsored forum Brealg‘asr

. with the Council. The forum will give businesses, stakeholders and city officials an oppertunity to-

" meet comfortably in a posmve atmosphere exchange 1deas discuss issues, and bramstmm
poss1b1e solutmns to issues and Ways to enhance Lakepcrt’s busmess environment. R

Unlike the networkmg or m1xer events Brea]g"ast with the Council w111 be 2 structured tcwu
hall style event with an issue-oriented agenda formulated by the Team.* A representative of the
 Team, or someone appointed by the Team, will facilitate discussions. As the sponsoring .

' organization, Chamber representatives may also be willing to serve as facilitators. The Chamber

will supply the 1ocat10n and refreshments and help to promote and pubhclze the gvents.

‘An ongoing list of potcntlal agenda tOplCS shculd be kept and updated by the Team Tssues should :

be pnontlzed planned, and advertised four to six months in advance. Some ideas for discussion
early on would include the issues raised during the research phase of this project,’ namely:
. 'dcvelopment fees and practices, clean up of the lake, building and development requirements,

. parking, increase/improving tourism trade, etc. At times it may be appropnate to 1nv1te a guest to
- speaktoa part1cu1ar issue or topie. -

These events will prowde the Councﬂ an opportumty to hear from constituents on a Varlety of
topics and to demonstrate how and what the City is doing to address certain issues, the abstacles -

and restrictions the City must overcome and/or instances where excep‘uons are penmtted (to code
enforcement etc). ' ' ' :

- 2 Commumty Presentatmns

- | "The C1ty will coordinate w1th the Team and continue to make presentatmns to busmess and
" 'fzommumty crgamzat:ons sharmg V1ta1 information on city proj jects.”

‘These presentatlons w111 be used as a vehicle to widely broadcast new practlces 1mt1at1ves and .

- programs s ending the message that the City of Lakeport is eager to do business. All of thesé
presentations will promote the collaborahon and communication established between the C1‘ry and

busmesses

. Community presentations are also a medium to encourage part1clpat10n and gwc 1deas to others -

about how. they can become mvclved

% Appendix Dt Sample agenda for *Breakfast with the COUNET: - oo b S

* Such as Randy Johnsen's speech to the Chamber in January 2003.
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3 Ctty News Brlefmg

The Team, Development Manager and City will prepare a one—page News Brzef for dlstnbutmn.
to the Lakeport community every other month. At a minimum the communiqué would 2o to the
. business ‘community, but preferably the entire community would receive the mailing. It could be
-inserted into an already-cxisting mailing, or perhaps the newspaper would offer a certain amount
~of space as 3 public service. Included in the News Briefwillbe information on the s tatus of
current and ongoing issues and concerns; such as lake clean-up, redevelopment projects, eic. Of
particular interest may be updates on discussions and 1ssues addressed at the Brea]g’ast with the
- Council events. : : -

4. Chamber Updates |
The Chamber can support and promote the Business Development Program goals and aetwmes to
- its member businesses. by publicizing activities, successes, and upcoming events in the Chamber -

" newsletter. Another effective way of promoting the program and keeping ‘its membership

- Informed is to give the Development Manager a time at Chamber meetings {quarterly) to update
e members on activities and Ways that they can help generate more busmess for Lakeport ' "

5. Pubnc'atrons‘ o

R ‘Business Development Contact Brochure |

The City should pubhsh and distribute a summary of the Busmess Retentlon and Recruttment
Strategies and programs using a simple (tri- -fold) brochure, The Lakeport Business Development

Program brochure should include the current year’s pnonty activities (i.e. a: sohedule for

Brealkfast with t ke C ouncil, site and b u11d1ng inventory, business visitation program a ndj jomt
. ‘marketing opportumtles etc.), overail program goals, contact information for the Development
Manager the names of Team members and the meetmg schedule :

‘Busmess and Deve[ooment Gu1de

. Create a City of Lakeport Gu:de to Domg Business that pulls together n one place all the steps,
_ fees reviews and plan approval processes for development. Provide all the information one needs"
~to know to open a new business i in Lakeport and the resources and assistance available.

- As part of the Guzde the city should prepare a fact sheet on the local development requn'ements
and fees. The fact sheet could also compare Lakeport to other select and comparable (similar size
-and characteristics) commumtles to demonstrate how the City of Lakeport compares. o

Choose a realistic type developrnent prOJeet and show an average or median development fee
timeline, etc. in each comparable community. Demonstrate how T.akeport meets or exeeeds its
i competltors and address the changes Lakeport 1is making that will move the c1ty into a more
- :competltlve posmon : ' :

_ r5J—‘xp}:_rend_ix E: Samples and guidelines to complete a comparison, including Web site(s) with comparable data.
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~Web Site

Develop the C1ty of L akepoz:t Web site w 1th links to the Chamber of C ommerce, the C ounty
© visitor information site and other pertinent local, regional and state organizations. To augment the

business development activities, the link to the Commumty Development Department should be

prominent. o ;

The Community Development Department site should contain all the information necessary to

" inform visitors about building, development, and starting a business in Lakeport. The Appendix

'- _.contams a checkllst of information that should be contained on the Web site and examples of
other city 51tes that include tlme—savmg components that allow apphcants to sublmt requests and

_ apphca‘uons online and obtain an est1mate of total fees.

RS

e

P ™
[ ]

1

2
¥

7 Appendix F: Sample customer-oriented, city Web sites and content checklist.
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B. Busmess Coachmg Entrepreneumal Support

_‘Goal— Buﬂd an entrepreueunal culture in Lakeport that prov1des new and start—up
' busmessas with critical resources, contacts, and ass1stance S

1. _Business _Ass'istanfce |
g '.'I:He-'Derfelopment Maneger wﬂl connect w1th “c}.le.Lake'C‘ount}'r s new Bosinees As-smterioe.
; Program (CDS has just begun implementation of the program). The Development Manager will
ensure that businesses and potential businesses (start-ups) identified through the business

~ visitation and other outreach activities are referred to CDS. It is also the responszblhty of the
: -’-Development Manager to follow-up on and monitor these referrals

This program is based on recommendations made in the recently completed Lake County
" -Economic Development and Marketing Plan. Specifically, -the ‘recommended program is. an
entrepreneunal support program designed after the Sirolli Institute and includes clements of
business coaching. The program werks well with a business retention/expansion program by
“identifying companies ‘that want to grow or dlver51ty their businesses and provrdmg them market
'_"research teohmcai assistance and ooachmg on a Iong-term ba51s -

2. Venture Capltal

© The Development Manager should contact Golden Caprtal Network (GCN) to 1nvest1gate
‘ EStabhshmg a local or joining a regmnal V3 program. The V3 program is demgned to connect
" _entrepreneurs, investors, and mentors, “The focus is promotmg fast-growth entrepreneursh1p,
fostering mvestment generatmg wealth and prowdmg communities the tools and resources

" needed to cultivate an entrepreneurial culture. It is, essenhally, an entrepreneunal tram_mg and ‘

support program custormzed for each commumty

¥ Appendix G: Golden Capital Networl contact and program iI]forrn!arioo. ‘
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C. 'Business Ret'ehtion'and Expansidn

Goal - Increase trade w ithin the L akeport m arket area, s upport the L akeport b usiness -

: commumty byi mereasmg awareness of the benefits of buymg local

1. Vlsﬂ:atlon Program =

_-:_'A busmess v1s1tatlon program will be scheduled and 1mplemented by the Clty and the Team
. Visits with OWILErS, MANAgErs, or operators of local businesses and/or property owners w111 be

* made each week by a team consisting of a representative of the Clty (city manager, community -

development director, council member) and a representauve from the Team (mcludmg the

- 'Development Manager)

-Each week a minimum of one business W1H be personally contacted by the outreach group IIl.

some instances, for example for tenants of the small strip shopping center, Main Street Plaza a

focus group or small group Cl.lSCUSSan may be an appropriate method of meetmg w1th the

'.busmesses

The C1ty/Team will mtroduce the call program to the busmess solicit and hsten to therr concerns,

- address their questrons, troubleshoot problems and, when approprlate make referrals '

| -‘Clty leadership’s involvement in these busmess visits is critical and an excellent form of PR '
Although this process may be v1ewed a8 labor-mtenswe it will pay off many times by enhancing

open commumcatlons and understandmg between local government and business.

" The Development Manager w111 be responsr‘ole for creatmg and rnamtammg a database of

businesses, introducing the program via a letter of introduction and pubhclty, contact1ng~the .
" businesses, and conﬁrmmg appomtments w1th both the busmesses and the C1tyfT earn menibers.

2. Shop Local Campargn

_ 'The Chamber, Wlth support from the Team, wﬂl orgamze and 1rnp1ement an ongomg corrrrnumty-'
Wlde Shop Local marketmg campaign. : )

“The carnpaign can be demgned using a raffle concept shoppers receive a raffle t1cket or stamp on

a coupon for each dollar (or increments) spent at participating businesses. Raffle tickets or
- completed c oupons are then turned into the Chamber or participating locations. Drawings are
- scheduled on a regular basis. Wmners partlclpatmg merchants and the Chamber receive
. publicity.

-A.nother type of campalgn is to use vouchers good for certain dlscounts at partrcrpatmg busmesses :
-or-towards purchase of goods ata specral event such as a “sale” or “auction” where the vouchers ,

are used as currency

-2 Appendix H: Sample supportmg documents to- support abusmess vrsrtatron program 4.8 mtroductron Ietter, mtemew IR

. guide, pertinent data to be collect etc

N Y st o Mg tead Nae e
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Rafﬂes/auotsons could be pIanned to coincide with typical g1ft~g1v1ng dates or other hohdays
Valentines Day, Easter, Mothers Day, Fathers Day, Back to School Halloween Thanksgwmg,'
Chnstmas etc:

The Shop Local campaigo could be eXpand_ed to_inblude a business-to-business coraponent which
- “would include a directory of goods and services available. The directory could be available at the o
- City ‘offices, posted on the Web site, by contacting the Development Ma.nager and d1str1buted -
durmg the Retentlon/Expansmn busmess V131tat10ns ete. - : Lol

3. Traini'n'g and WOrks hOps . | |
The Development Manager and C1ty/Team makmg busmess ws1tat10ns wﬂl commumcate to the:

" Chamber potent1al workshep or training topics that would be of value to the business commumty
_ The Chamber WlH work to estabhsh a sohedule and provide stich trammg to busmesses .

.-.Some critical i 1ssues needs, and 1nterests were identified in the 2002 business owner survey
. marketmg and advertising
. . ‘business planmng, cash ﬂow and ﬁnancmg
e employee hiring and skllls t.rammg
B _property and fag:ade lmprovements ‘ ._
‘ _busmess expansion information
' o  increasing custor_oer traffic

e government codes and regﬂ-aﬁoils
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D. Busirness -Af’tracti-oh |

Goal - Fill downtown retail and commerclal vacancies by actively promotmg the avallable
- commercial and mdustrlal properties. - :

1. S]te and Buﬂding Inventory

Starnng Wlth the City’s current list of Vacant commerclal propert1es the Development Manager' '
will expand the database to include all available and marketable properties and buildings.
Anticipating the ditabase Wﬂl be available on the City’s. Web site, all information relevant to
marketmg the sites will be gathered (i.e. Iocatlon size, condition, lease/purchase cost and terms,
special features, listing agent telephone number photo or buﬂdmg footprint, etc).”’ To faolhtate
the placemert of propertles on the City’s Web site, the Development Manager and Clty should
contact GIS Planmng ( g;splannlng com) to discuss and request a proposal ' -

--2 Marketmg

The ava1lab111ty of the propernes and assess to the mformanon should be wulely pub11c1zed to

:busmesses property owners, developers, focal and regional realtors, and potentlal businesses. The

_Development Manager will build a sales/contaet database of these contacts in preparatlon of a

e "concentrated direct mail campaign.’

- - The Development Manager will orgamze nnplement and follow—up on a direct ma11 ca.rnpalgn

- aimed at primarily realtors, developers, and retail establishments identified in Report 2 as

“Lakeport s best business opportunmes (specmlty merchandise; restaurants, services, etc)

Seo’non V includes a detaﬂed schedule o follow to implement an effecnve dlrect mail campalgn

L 'In short, the direct mail recruitment campaign would consist of: -

. Idennfylng a Iocanon that would be appropnate for a paxtwular cornmermal operanon

+ Usingthe 1nf0rmat10n gathered on the properties, éreate 2 ser_1_es of one-page ﬂyers,
. postcards or a simple brochure to mail to a targeted list. An effective promotional piece
¢ % " would be to digitally enhance a photo of the site/building to include signage such as
" “Picture Your Business Here” and include speolﬁcanons on the site and demograplncs on
the Lakeport market trade area. :

* Mail the promotlonal pleces on a regular bas1s
] Place foIlow—up calls and/or personal visits. '

. 'Respond with detailed recrultrnent package to those 1ndlcat1ng interest. i

10 Appendnc I Site and bu1]d1ng data collection sheets are prov1ded to assist in bu1Id1ng the database
1 Off-the-shelf contact management software, such as AC’I’rM can be purchased for a reasonable pnee to fac]l:tate the o

" management of multiple databases. :
i Appendix J: Infomlanon or the location requu"ements and data lmportant to typlcal compames in these mdustnes
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3. Proper:ty._Development'

The City will take the initiative on developing key commercial properties in prime locations and -
ripe for redevelopment. The City should develop a concept plan for the Willow Creek property
and Vista Point Center which will identify the steps for redevelopment. The City could then
" leverage resources, with the County’s by also contracting thh Destination Development Inc. to
- market the prime propernes w1thm the c1ty limits. - | S

'4 Pro;ect L1alson

“The City will unplemcnt a pohcy to ass1gn a Pro;ect L1azson to each active development pro; ect S L

Recogmzmg the resource limitations of the C1ty, Liaisons could be city staff, council rembers or

Business Development Team mermbers. The City will provide training on the development .

process to these volunteers. The Liaisons will assist the city and busmesses in arrang;mg pre- -
_ development conferences and meeting project reqmrements '

The intent of this service is to provide developers and busmesses w1th one key’ contact they can. L
~work with throughout the life of their project. Liaisons will work as “account reps’ " providing
'_ customer service to the business commumty and, thereby, agsist the City in their goal of _

establishing Lakeport as a busmess-fnendly commumty ' : : -
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Iv. Assessing Success

The followmg mdmators can be used to measure the success of the Lakeport Business Retention
‘and Recruitment Strategy. ‘When hired, the Development Manager, Business Development Team
and the City should collaboratively agree upon the specific measurements that will be used to.
- indicate program success in year one. Goals and indicators for the follomng years can be adJusted -
- based on the achievements in year one, level of partlmpatlon and fundmg avaﬂablhty

‘Table 2 —Measuring Success

"“Goals and Indicators

' o Business De{relopment Team established
= Busmess Development Manager hired B

. An increased level of commumcanon with busmess commumty
~* Number of events held (Breakfast with the Council)
* Number of commumty presentanons made

- Distribution and circulation of publications (New.s' Bneﬁng, Busmess Developmenf Program
brochure, Guide to Doing Business, Web site) -

. Referrals to/from Chs’ Busmess Assmtance Program-

. Nu.mber of busmesses recewmg asswtance '

. Number of v151tatmns made _
P o Assmtance prov1ded/ Refer.rals made
§

-'- Merchants part1<:1pat1ng in Shop Local campaign

Increased sales tax revenue

o ® Site iand building mvéntbry dom.lsleted
. * . Necessary databases estabhshed (local busmcsses Ttealtors, developers prospectlve businesses)

% New busmesses started or estabhshed m Lakeport

* Direct mail ca.mpazgn underway
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" V. Program Implementation and Resources

This section provides an overview of the recommended implementation schedule; an 'estim'ated

" budget for activities and marketmg matenals and tools reqmred and some potential ﬁmdmg -

sources.

A Implemen t.a'ti'dnfS'tlh'édule

" The. table on the follomng two pages is an implementatlon schedule for Year One of the Lakeport . |

i " _Business. Retention and Recruitment Action Plan. Addmonally, Append:x K is 2 more detailed .
- . step-by-step guide for implementing ‘the Business Visitation Program, Attraction and Lead Y
. Processing Procedures and conductmg a direct mail campaign. : :
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B. Estimated Budget

Critical to the success of any program is having sufficient, ongoing funding. The following table
preserits an estimated ammual budget for the activities, materials, and tools recommended in this
_ strategy. The budget may need to be amended if, for example, office space is not currently -
available and would need to be leased, any ofﬁce equ1pment and software that Would need to be
‘purchased '

g The estimates. prowded here are based on similar act1v1tles materials and : services the consultants -
“are familiar with and are to be used asa gu1de only Sectmn C prowdes mforma’cmn on potennal
_ ﬁmd.mg sources. :

“Table 3 — Program Budget Estimate

Prdgll'amManagemer':t:" L T Year1 "~ Year2

. Event promotlon/nouces refreshments agendas _ :

1s Mailing costs for introductory letter requesung appmntrnent coples of survey/mtemew gmdes follow—up calls,
 travel, materials and incidentals ' - : : :
ok Maﬂmg costs, follow-up calls, travel foIlow—up meetings
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C. Potential- -Funding SoorCes

The city could fund a good portmn of the Business Recru1tment and Attraction program through
existing revenue sources, such as: :

e TOT funds (General Fund)

Program mcome

. . Busmess IICGD.SC I'GVCIIU.CS

. The program is des1gned to drrectly benefit the local. busmess connnumty and we reoommend: '
'-"they be a financial partrier with the city to support the programs. This could be accomplished by
‘assessing a program fee onto the business license; a fee that would be dedrea‘ted 1o supporting the

- .Business Recnntment and Af:l:ractlon program. :

o 'Other potentlal souroes of fundmg and resources include:

e Business Improvement District (BID) - 1mp1emented by city and paid by business owners
 for revitalization programs and projects; fees are based on a set criteria; drstncts is -
generally renewed at a set time (Three to five years) ‘ Co

« Economic Improvement District (E]D) - 1mp1emented by crty, an assessment on property
* and used for revitalization programs and projects; fees can be based on a: ‘variety of ontena
~inplace for a hrmted penod of time (five years) with optlons to TENEW. '

. Local Improvement District (L]D) - 1mp1emented by c1ty, paid ; for by property owners and
' -focused on capital unprovements one—t1me payment or payment over t1me '

. Nat1onal Main Street Assocmtmn program resources -and techmcal assrstance to support
program development '

. Report 3 of 3 — City of Lakeport Business Retention.and.Recruitment Action Plan
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R lntroduction-

In the summer of 2602, the City of Lakeport rece1ved a Planmng and Technical Assmtanee grant
from the California Department of Housing and Community- Developrnent s Community

' -Development Block Grarit Program to prepare a business retention and recruitment strategy Th1s
'- _Initiative is part of ongomg efforts to enhance and expand Lakeport § busmess base. -

Through a competitive proposal process, the Clty of Lakeport contracted W1th Chabin Concepts to

- undertake this project. Chabin assembled a team of profesmonals with extenswe experlence in -
' .provrdang business assistance, marketmg and industry recruitment, - program deveIOpment
" downtown development, and economic development strategies. The team consisted” of Mary
-‘Bosch Marketek; Baxbara Potts, The Catalyst Group, and Audrey Taylor and V;ctorla Doll of
Chabin Com:epts '

"The Crty of Lakeport Business Climate and Commerczal Assessment is one of three reports. that '
will. be prepared by the Chabin Team to help Lakeport with their commercial business
development This initial report focuses on an assessment of existing conditions and identification -
of issues and opportun1t1es that need to be addressed. Specifically, it includes: (1) a general
.- market assessment, {2) an analysis of the completed Lakeport busmess owner survey, and (3) ain
- _' . analysm of the ex1stmg business base.’ '

The second report - The City of Lakeport Retail Marker Analysis’ and Oppartumrzes ~ will

provide an analysis of the existing retail market and will 1dent1fy the type and amount of - 8

- ‘addmonal commercial trade that can be supported

_' The third and final report - The City of Lakeporr Busmess Retenrzon and RecrmrmentAcnon Plan .
- - will present strategies and specific actions to enhance the comrnereral busmess envrronment and
E =support a successful business development program. T S ‘

The findings presented here are based upon an October site visit by the Chabm Tea.m follow-up
telephone interviews, and a survey of busmess owners Durmg the three day site V1s1t the :
‘consultants: : ,

o facilitated four focus groups with
business leaders, the focal project team
¢ and city officials :

« held a town hall public meetmg with an
" estimated 25 attendees

« conducted approximately 25 in-store
visits with business owners '

Subsequently, teIephone 1nterv1ews were

conducted with another 15 business. owners. A list of focus group part1c1pants busmesses
interviewed, the intefview form, and notes frorn the town hall meetmg are meluded in the
~ Appendix of thls document

' Appendix A: Results of community outreach, interviews, surveys, and focus group sessions.
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Il. Existing Business Base

The information used for the business base analysis was gathered using Dun ‘& Bradstreet’s
MarketPlace data for the current period.” The total number of Lakeport businesses included in the
analysis 18 884 Charts that deplct the following information are provided in the Appendlx

The largest busmess sector by far (in terms of number of busmesses) in Lakeport s economy is
services {45 percent), followed by retail trade (19 percent) and then finance, insurance -and real -
~ estate (9 percent). These three sectors account f01 639 businesses or 73 percent of all the '_

- busmesses in Lakeporc

" stores.

l‘ The c]asmﬁcatmn of “services’ mcludes some of the largcr revenue-generating busmesses such as
the hospltal and other health care providers, but. also many of the small “mom and pop”
_‘busmcsses such as repair services, child care, building maintenance, beauty shops, and so on.
Total employment in the =
services sector is 2,342. The
‘chart to the rght further - . | Co ‘Personal Srve—s Business Srvs
~ classifies the service sector ‘ : : _ _
'7-'employment o : Travel mae~ .\ | _—Entetainment |

-Service Sector Emplcyment

The same is true for rctall -
the larger retail stores are out-
-numbered by the smaller
shcps and restaurants, a5

would be ‘expected. One half Healin Care

of -t he. 171 retail trade } Counsdling o
businesses fall into just seven . | : A _ Education
- categories: eating places, used ; '
" merchandise, gifts and novel- | Retall Sector Employment

_ ties, grocery, auto and home
supply, -miscellaneous retail,
and = miscellaneous  food

_dharts in the Appendix show
the breakdown by sales
volume of Lakeport business-
es. The majority of the sales
revenue in the city is derived
. from a minority of businesses.

| -~The top 54 percent of_'

_ % Appendix B: .D.un-& Bradstreet database of businesses used for this analysis.. '

¥ Appendix C: Graphics depicting Lakeport business demographics.
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businesses with revenue over $1 million pef year gencrate over 65 percent of the total revenue in |
the City of Lakeport. The top 10.9 percent of businesses with revenue over $5OO 000 per year,
' 'generate almost 76 percent of the revenue in the city.

This group of larger businesses includes the hospltal, a food manufacturer, some large retailers,
the school district, banks, a developer and some construction companies, a few grape growers,
utilities, a pharmaceutmal preparatzon company, a racing a33001at10n and some others

One-half of the jobs in Lakeport are concentrated in ]ust forty estabhshments These j

~establishments are in the following business sectors: agriculture, manufacturing, retail, finance,
. - insurance and real estate, entertainment, health care, education, professmnal services, and
govemment and pubhc services.

g f
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. .Mark:_e't Opportunitie's'

- During the Market Assessment, we asked: ch is Lakeport domg campared to other
comparably sized communities that are working to strengrhen their commercial busmess base”7 '
The responses are orgamzed into four areas: -

. Competltlve Advantages —those charactenstlcs or attnbutes that rnake Lakeport a good place |
to conduct or invest in commercial busmess Lo .

e Competitive I)lsadvantages ~local condltlons or factors that may limit the extent of or speed
with which Lakeport s commercla] base can be expanded ancl enhanced

- » Opportunities — good bets” for Jmprovmg the retail and commercial base, mciudmg forces
external to. th .{.cornmumty such a rnarket cendmons and trends, ' s

. Cha}lenges - conchtlons, 1ssues and factors that could stail or undennme the stabﬂlty or
' :potentla] expansmn of commermal busmess

A | Competltlve Advantages

s ';jMany active entrepreneurs arrd czvtc-mmded reszdents are mvestmg in the Lakeport commumty :
Among the most visible developments are an. expanding real estate company, a new bed and
- breakfast, a newly redeveloped restaurant and a shopping center expansion soon to be underway.

Many individuals expressed pride in. the new 55-acre Westside Commumty Park development ‘

: that was spearheaded by a few key individuals. This facﬂlty is intended to be the. site of ma_;or
soccer tournaments and attract hundreds of v151tors One business noted that a glr] 8 tournament_

‘ generated their best business weekend in recent history PR

Lakeport is begmmng to appear on the map as an alternanve to big- c1ty 11V1ng San Francrsco and

Bay Area residents in particular are chscovermg the town’s reasonable property values and quahty

'of life. As one realtor noted - :
“In rire last 24 mon?‘hs Lakeport has seen a grearer increase in ualues and -

‘ ‘appraisals in than in last 15 years. We have fewer low income Jolks maumg in and
: e_i - are starting to see some vineyard § income z‘r:ckle down. "

Interviews with busmess owners revealed that,
for most, business is good and proprietors are
optmustlc about the future. Nearly half of the -
businesses replying to the business ' owner
survey moted that they éxpect to expand their
operations in the. next year or two. Eighty-four
perceni have a moderate or high degree of
confidence " in the economic outlook for
Lakeport. One optimistic owner believes:

FEREP IR )

AT

“If you wark hard and focus on your
business, there are endless oppo.'rumnes in
Lakeport.”
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Lakeport ) prmcrpal commercial dlS‘[rlCi the downtown, offers tmly umgue ambience w1th the
lakefront vistas, an intact historic district and the courthouse square. : :

Some business incentives and support programs do ex1st to he]p with busmess development A

numb_er of businesses noted receiving helpful assistance from the Business Outreach and -

Response Team (BORT) and the Community _Development Services (CDS) organization, CDS

. operates a Revolving Loan Fund (RLF) program that serves Lakeport; this is a strong asset to
~ build upon. The Lakeport Regional Chamber of Commerce provides good networking and

- marketmg opportumtles to the locaI business community. -

Lakeport s home to seveml  anchor
‘businesses that attract (and retain) hundreds’
~of area 'shoppers to the community each
, 'day. Among the largest are: Bruno’s Foods,-
" K-Mart and Kathy Fowler Chevrolet. “K- -
Mart acrually keeps shopping dollars in
town,” one business owner commented '

"In addttlon Lakeport has an unpresswe mix
of convenience _busmesses through-out
town that serve the everyday needs of Jocal
residents and workers, including: 'grocery.

~ gas, banks, hair salons, lumber, hardware,
and more. Downtown. is developing a niche

-in specialty busmesses As one business owner commented

'For nomzal everyday living, we have everwhmg We are a demnanon

Busmesses expressed interest in and wrllmgness to work together A few busmesses
Temembered the cooperation that existed years ago when community-wide campaigns like the
Red Tag Sate and Lake County Santa Shop@ Home were organized, During our interviews many
.mdlcated a desire to partrclpate in _|omt promotlons and demonstrated support for each other.

“I spend a lot of time checkutg out oﬂrer Lakeport bu sinesses 1o sée whar S
available.” :

“Merchants make refcrrczl: 1‘0 each other.”

At e ALWAYS refer people to businesses in town - and so da our emplevees

| Lakeport has a small fown USA’ appeal. The !ocals noted the fol]owmg attributes that related to .
'_‘Lakeport and convey this i 1mage :
' - “A'very safe commmun.
“Lars of ! .m around time.”

Clean air. (Lake Courtfv is sazd to have ﬂre clemzesz‘ airin C‘alg‘omm)

- Exrstmg successful commercml opemtwns wbose aceomphshments could be better touted and
who may’ serve as models for other entrepreneurs include: Private Harvest, (a private label
- gourmet foods company) Cheap Tickets, Nutribiotics, (a vitamin manufacturer) and Bruno s, one
.of the last remaining home grown grocers o : - o

Repol‘[ l-of 3 - City of Lakeport Business Chmate and Commercial Market Assessment . ] s _
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B. Competi’cive'Di‘sad\)an."cages

Lakeport § market is lzmzted in size and growth. The City of Lakeport 1tself has gTown slowly_
through the years; the current p0pu1at1on is about 4,954 (as of January 2002). Forecasts are for
continued slow growth below state and national averages. Clty officials recogmze that a local
housmg shortage and limited residential deve]opment opportun1t1es will 1mpact populatlon
~ expansion. : : '

The median household income of $35 429 (2001 estlmate) is also well below state and natlonal

" averages. The actual trade area for many Lakeport businesses extends to the mnorthwest side of the
lake and includes an estimated population of 25,000. However, this is still a relatwe]y small '
market. One business owner summed it up with the following statement:

“Despite all of Lakeporf s good qualmes we still have a demographic problem. The =
size of our market is not favorable Jor mid-size chains or d:scounrers lake a Ross or-
JC Permey -

 Both the city and business community are very

dependent on visitors, yet are missing the mark
in -growing this important target market and

enhancing the market by equalizing sales tax |
revenues throughout the year. Sales tax revenues .|
. peak during the summer visitor season and most’
businesses acknowledge the significant 1mpact '
v151tors have on their revenues.

Although the recently comipleted Lake County -~
Marketing Plan addresses visitor development in great detail, many busmess owners expressed
concern over what they perceive to be a diminishing visitor market. While the collection of hard
- data on the number of visitors to the area is beyond the .scope of this project, for the purposes of '
this report it is important to note that “perception i is reality.” Many business owners recalled the
days when the lake was the place to be and this is the basis for their judgement on the increase or
- decline of the visitor market. For some, deteriorating lake conditions and the resultant decline in
- Tegreational boaters is. a critical issue. Others note the need for better Iodgmg facﬂmes TnOTE
\?anety in shopping and eatmg and extensive prornotlon

Businesses expressed concern that c1ty/county relatlons have been strained over visitor marketing
responsibilities. This expressed concern accentuates the need to develop a plan to target this
- market and follow through. Ultimately, both the city and local businesses lose when vasltors go
elsewhere. A Lakeport business manager commented: :
“We aren’t organized to serve the visitor market. Busmevses need hospitality

iraining; the community needs bike racks, information kiosks and special pmmonons _
of Lakeport as the *Bass Capital of the western US. ™

A related issue is the lack of uniform business practzces. Lakeport businesses are not in the habit
of working in a unified manner on ways to attract and keep customers in town. There are few if
any retail or other business promotions. Store hours and open days vary widely from one business
to the next, rmkmg it d}fﬁcult to promote Lakeport as a whole or individual shoppmg centers as a
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coordinated citstnct and also dtfﬂcult for the customers to know when the dlStl‘lCt is ‘open for
busmess One business owner summed it up: : :

“It doesn’t marter how much advertising ycm do if people come up on weekends cma’
we e closed.”

Businesses expressed significant concerns with the City of Lakeport. Well over a dozen business
owners expressed, deep distress over issues related to doing business with the local city
government. Many people believe that city codes, standards, fees and expectations from local -
small businesses are unrealistic and prohibitive. The business people who were interviewed raised
‘specific ‘concerns about the city relating to: development and infrastructure costs imposed,
“inconsistent code enforcement, last minute changes to approved project plans, limited or poor
communication .about city policies, expectations and activities, and limited outreach to the
business community. The current manager at K-Mart, the number one sales tax generator for the
' cxty, could not recall being contacted my. either the city or the chamber. T

O — P

While the city has a central location in city hall for business services, the business commumty

~does not perceive this as-a ‘one stop’ information center demgned to help new and prospective

- businesses navigate through the requtrements of starting-up and access the resources available to

r'thcm The sample of comments below summarizes the perceptions that the city is anti-
development unfrlencﬂy to busmess and, in fact a barrier to business development o

So many people have been dtscouraged from maltmg changes that ﬂ’LE‘_) do not try.”
- I have never found rhe cuy to be supporrwe
‘ -“C‘tty needs {0 be more ﬂextble creative and bus.mes&ortemed "

_ -“Inﬁastmcmre mczy need to be upgma‘ed but you can't attract a business for Ihe
_same as tt costs in Santa Rosa and charge Santa Rosa rents in Lakeport.”

- “They (at} ) alwa:ys create obstacles.. pur up conduwns for everythmg You want to
do. It niakes us not want to do anything. " : ‘ '

"I steer clear of the crrv They are on a power wrip.”
”We need to get a lot less red Iape a lot of busmes‘s ]JIOJECI‘S have been kzlled v

'Developers come in'to city hall, are told one thing, make some decisions, come
back and are told to do things dgj”erenr[v pro;ecr COSIS run much hzgher than
cmrtczpated ‘

-

“You have to get a pro- gfowrh mem‘al:t)

“Lakeport needs to make it easier to put some guality ]JfOJECfS mger}zer" Thev are
expecting a Palm Spri mgs rw?e project m Lake Comm it’s always difficult working
with those expectations.” S

“Clearlake is much more c!eueloper ﬁten::!lv - rhe) U go Ihe extra ?tep

“The percepnon of too little parkmg in downtown is a concern of many It 15 not uncommon for
~ small’ communities to view parking as a critical issue to customer traffic and Lakeport is no
exception. But as one business owner said:

“This is an education issue. For example, we need to make it clear why business 7
owners and emplovees slwuld not park in prime customner spaces _ o q o o

Others believe that the issue is one of ‘marketing and management Parkmg lots are not c]early
marketed and dlrecttonal s1gnage 15 v1rtua11y nonexlstent
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Infrastructure needs may be affecting development. The greatest concern identified by many-is
the poor condition of the streets and roads. It is noticeable to residents and visitors alike, makes a
poor impression and begs. the question is Lakeport investing in itself? The quality of the lake was
also identified as a key concern impacting VISltor business.

‘The visual appearance of Businesses is also an issue. Several business owners would like a
unified architectural design and con31stent enforcement of standards for historic downtown
properues ' ' '

“Some peuple go forir— ..fhev have clean wmdows great. facades cmd dtsplavs etc.
In other bmme sses, z‘he exremm looks HORR[BLEJ’ !

“Menio Park and Palo Alto have ordinances on colors on buz[dmgv - wimr a
difference!! It's mwrmg" Qur Mam Street is like Toon Town... Uniformity is
needed!" : : '

“I'mt not rzegarwe but I can 't stand to see signs not pamrea’ oid s ugns jrom defuncr
stores and neglected businesses. The Jnessage is: Nobody cares.’

“Make clean up and code enforcemem ;»nczrza’arory v

. "While many businesses said they are open to joint busmess promotlons several others are
' concerned about the uncooperative attitude among businesses. One owner said that busmesses _
do not work together at all, “There are the ‘haves’ and the ‘have nots.” ” Several owners smd
_they felt punished because they were successful. More than one business owner stated they were
singled out for doing things that bring success.- One established business noted that he felt sorry
for anyone startm g out as it takes years to develop a supportwe network and customer base in
‘Lakeport o R

Lakeporr busme.s.rea hcwe an ‘inner carde that doesn taccept new folks w,',rh
energy. :

- ‘Businesses made frequent comparisons to KeIs_éyvilIe:

“Kelseyville appears to be having great success in organizing successful events —
their Business Assoczarron gets things dene and works well rogether. Do we have g -
leadership issue?”

'_A labor shortage ex1sts not only in Lakeport but throughout northern Cahfomla Several
_'big.lsmesses identified the need for empioyees with a strong work eth1c and some noted the need
Eor skilled labor. :
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C. Opportunities

The wine indusiry is growing all around Lakeport. The Fetzer Winery is investing $6 million
nearby. Many business owners believe that the traffic generated by this industry is a prime market
that Lakeport could tap. Shoppmg, tastmg rooms, lodging and restaurants are all envmloned as

o spm—off actlwty

“A rew world Class wine dlsrrmr is openmg in Lake and Mendocino Counties.”

Local market potennal and retail leakage Capturmg retail leakage — or the consumer doIlars that '

are leaving Lakeport and going to Ukiah, Santa Rosa and other commercial centers — is both an
. opportunity and a challenge that an aggressive marketing and promotion program could help to

- overcome. Whether targeting local or visiting shoppers, promoting business opportunities or
improving the image of Lakeport, a clear marketing goal well organized action plan and
. commltment fo 1mplementat10n are 1mperanve

Communlty and business leaders shared a wealth of ideas about business needs and potentiai

- 'niches that could be filled in Lakeport. The market ana]y51s Wlll take into conmderatlon these -

suggestlons whxch are listed in Tab]e 1.

Tablé 1- Fletaill and Commercial Needs

_Business or Merchandise Needs ‘ Developments or Cofnmunity Needs

. Restaurén_ts—more variety; mdre quality | e Small boutique hotel _
o Specialty retail — women’s apparel, gifts, | = 'Large‘r chain hotel/resort -

i comprehensi . : . _
-antiques, comprehensive bookstore, etc |'»  Meeting facilities

' . Shoes {everyday & pr'ofessionalldress) '« Golf course
* Wine shops/tasting rooms = | * Performing arts/ Entertainment center
* Giftshops : ' o
.- General store (downtown)
. Intemet cafe
'_ o Car wash

s Bakery-

Report lof3- Clty of Lakepert Busmcss Chma[e arld Commerc:lal Market Assessment _
Prepared by Chabin Ccmcepts Team . o . e . ) Page 9




Commercial space is available throughout
Lakeport. Downtown has numerous prime retail
vacancies, and most other Lakeport shopping
centers have at least one vacancy, (although
‘Shoreline was fully occupied) and several infill
sites - are for sale or lease. The ocity has
completed an inventory of larger parcels which
will aid any marketing effort.

Two large pivotal sites are prime for
- redevelopment: Willo-Point waterfront property'

(presently occupied by a mobile home park) and -
Vista Point Center (owned by the city). Willo-Point has been targeted for a hotel development in

- the past, and Vista Point, which has outlived its usefulness as 2 retail center, would be a pnme'

- location for a call center or combmatlon of large office users.

" Businesses appear ready to make changes ‘For a variety of reasons. 'inclluding'a slow economy,
the time s right to introduce and encourage new business practices that will help to generate more

customer traffic. Of the business survey respondents, 43 percent (the same percentage of -
_ retail/restaurant businesses who responded) indicated an interest in participating ina cooperatwe '

marketing effort to attract VISltors and keep Lakeport residents shopping locally. Ideas mentioned

include: joint promotions, staying open six days a week and umfymg store hours. One

‘enthusiastic business owner commented

“There is something we can do — one giant campaign united for all the merchants -
one copunon goal! But, we need lo do this as a united fi oni -~ not as clownrowrz
Lakeport agamst Willow Cr eek.” : T

-Although limited in. number Lakeport is- expenencmg new houszng develapment Much of the .

- development is htgher—end such as the lakefront condos or single family homes on Ro]hng Oaks
. Drive selling for $300,000 and up. This upper income market could be surveyed to identify retail
" interests and then target those customers in promotlons '
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D. Challenges

The retail base is widely disper&ed. Lakeport’s commercial base is spread widely throughout
town in multiple shopping centers, at small c_ommerciel nodes and in dozens of free-standing
business locations such as: : "Shoreline Center, Bruno’s Foods, ' K-Mart, Vista Point _Center,

Hamburge1 Hill, Nylander Nelghborhood Center and Willow Trée Plaza. This makes it dlfﬁcult‘

for Lakeport to create a ‘sense of place’ and an identifiable ‘center.’ Jt a]so creates a very busy, =

g auto-dependent shoppmg env1r0nment

‘ ReIated 0 the difficulty of developmg a crmcal mass of retatl is the concern that some busmess
10cat10ns are incongruous: with surrounding businesses. Examples of this include the county
office located in a prime retail block on Mam Street and the Soc1al Securlty ofﬁee bunldmg wnhm
the K-Mart shopping center.

Business owner comments mdu:ated a lack of a strong, posmve cammumty zmage or Idenmy
and a feeling that Lake County is associated with low-income resu:lents

“Parolees and low-income pet dumped here.’

“The county stigma is as the Mecca of the unemployed.”

The issue of POOT community i:oride was noted in the Lake County marketing plan, as well' Meny ,
people made comparisons to other towns, noting Lakeport 5 mfenonty to Ukiah and Kelseyvﬂ}e
As an example, one person commented: :

“We don't do a geod job of pamng aur, 9elves on the back -

'.Meenng the needs of mulliple markets is an ongoing challenge. The Lakeport busmess.'

community must work hard to serve a variety of special interests and needs for visitors and a
diverse local market with modest expendable income. For example, the Jocal customer base )
includes: young and old; weekenders and full- time residents; service workers and white-collar -
executives; some with expenswe taste and many who have modest d1scret10nary budgets.

: Ill-deﬁned roles and/or a potential lack of leadershq; regardmg Lakeport s- overall econonnc. '

business and visitor development is an 1mportant strategic challenge One business leader_
commented C

4% “We have lots of plmrm rot a lot of accmmmb:lm

More than one owner.said there are too many business organizations in Lakeport, all d1SJ01nted
- with their own agendas and no unity. Among the groups indentified are: the regional chamber
(which represents portions of Lake County), the visitor center and county visitor marketmg staff,
BORT, the Lakeport Main Street Association and the city, including the redevelopment agency.

Some individual business owners, like Bill Brunett, are prowdmg leadership on.important -
- strategic issues such as how to compete with ‘big box stores, a topic that is the focus of 2 new __

- committee he has formed. _
Leadership and organization are critical to being successful in the competiti\)e economic
~ development arena. One thriving local small business was recently approached by a Kelseyville'
‘marketing team about relocatmg A comimon percepnon ‘brought out in the busmess mtemews _

‘Report 1 of 3 - City of Lakeport Business Climate and Commerctal Market Assessment . _ _
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was that Lakeport lacks a vision for economic development and an aggresswe approach to
fulfilling the vision. One business owner summed it up:

“We have to know what we want and collectively work with business p asperts to get
i."”

e
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IV. Business Owner Survey Results

- The City of Lakeport launched an online survey to gather information from the business
community about their specific needs, issues, and challenges. The survey was available from
October 21 to December 4, 2002. Businesses accessed the survey via a link on the Chamber of
Commerce We‘o site; printed copres of the survey. were also available at the C]ty and chamber _
'offrces '

: Informatlon from the survey will be used by the consultlng team to determme market needs and
- as the basrs for busmess development progrmns and strategies that are being wrrtten for the- c1ty

A copy of the survey 1nstmment and a complete tabulatron of the 45 surveys completed is
- included in the Appendix.* Followmg are some - hrghhghts and specific eomments made by
' ;respondents :

e Forty-five businesses responded to the survey Rephes were recerved from the fo]lowmg _
business sectors: retail (27 percent), professional services (20 percent) services (18 percent)
restaurants (16 percent), and other (18 percent) :

. ‘Forty—one percent of these busmesses have been establrshed for ten or more years
s These businesses employ a total of over 210 people B - '

» -Overall business activity over the past two years is holdmg steady or mcreasmg for 73 percent
- of the busmesses : '

» Twenty -one busmesses pIan to expand their operations in the next two years These busmesses
are in the followmg sectors restaurant retall service and professmnal :

. Two busmesses p]an to reduce operatlons and ten plan to relocate or sell therr busmess

. Reasons given for the expansions, reductions, and/or relocations include the need for more’
' space and an mcrease in 1nternet activity, wh1ch has increased business. .

_» The types of investments being p]anned in the 'next two years are: 1ncreasmg online activities,
creating a retail focation downtown and purchasmg or butldrng a fac111ty, fourteen busrnesses
indicated plans to add -employees. : ‘

"¢ Critical factors for success were noted as: quahf“ ed labor, tourlst trade, economy, foot trafﬁc '
o and np—to-date equipment, ' :

* Major issues and obstacles the busmesses are dealing wrth include: low customer traffic, need
for cash-flow and/or working capital, operatmg costs, govemnment codes and regwm,
economrc conditions, and availability and ser ]evel of employees :

. Companies indicated an interest in the followmg asslstance/programs marketlng and-
' advertrsmg, business planning, financing, employee hiving and skills training, property and
fagade improvements, and business expansion mformatlon Some specrfic comments and
) requests made regardmg thrs toprc were: -

Caopercmon and open mind on the part of the cary

T

: .4_ Appendix D: Survey instrument.
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“Need to have a better rerail environment downtown, "

“Access to Lakeport area must be improved, Hwy 175"

"I need customers so f can lower my prices.”

“Interner connection. "
Preferred methods ef accessing assistance are (in order of majority responses): one-on-one
assistance, online, seminars and workshops, advrsory group, or a resource library.

Twenty-two busmesses 1ndleated an Interest in partlclpatmg ina cooperatwe marketmg effort
- to attract vmtors ; ~

. Only thirteen businesses were aware of Lake County 8 v131tor marketmg plans.

The overall conﬁdence in the econormc future of Lakeport is moderate i

) Followmg are selected responses from the open ended questions. We attempted to select those

[

omments that were mdlcatlve of the attltudes and op1mons expressed by the majorlty of

respondents

| What are some of the rnajor issues or obstacles facing your business today?

| Alarge number of Lake County busmesses and resrdents gwe the overall appearance of a

_- . Bemg able to have better telecommumcatlons could help make me more efﬁment

-+ » Current economy.

|  Parking is a big problem.

i ,It is tough to attract quahf]ed people to Lake County

. '_Utlhtles mere_ased costs, increases in California workers’ compensation and employer’s
 The city will not let me put signs on Mam Street to remind locals that I am there... the red

» City codes prevent off—sue srgns
« Almost 100% of our business is from the water. The condltton of the water 18 bad

'« Courtroom parkmg takes away from retail parking:

. Need a larger buttdmg wrth more parkmg . could also use more skilled, highly motivated N
workers. R L

~county that doesn’t care and is blighted. .. :
o The city government needs to understand that thlS is a small eommumty and that money for
growth and improvements is not easily generated because of the income level of the area..

. restrictions and cost of improving property and expanding a business outweigh the return on'
'mvestment because of all the costly fees.. .

. Itis dlfflcult to fmd quahfled individuals i in our area.

taxes, liability and property insurance increases... seasonal emp!oyee pool.

tape is ridiculous and time consuming. .

Repolt 1 of 3 — City of Lakeport Business Climate and Commerclal Market Assessment ‘ _
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As Lakeport continues to grow and change, if you cou!d KEEP one thlng the same about
the community, what would it be?

‘e Ag much of the architecture as possi_ble’. i
+ Small town image, fri_endlmess;
+ Unique and historic d'owotown.

e Low crime'ratc' clean air.

. .Kcep the area rural... not a concrete jung]e I’m all for progress but I hke to be ab]e to
enjoy our natural resources

» Confined downtown area, curb on outiymg busmess growth and retain commercral hubs
e Rural charm of the c1ty parks, facades colors, etc

. Concerts m lerary Park and No Name Car Club event

Report | of 3 - City of Lakeport Business Climate and Cornmermal Market Assessmeni
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If you could CHANGE one thing about the cornmunity; what would it be?

A good plan that would make it easy for new business to come into Lake County.

Fix the roads and clean up the algae in the lake. -

.More and better access to the lake in downtown Lakeport via an expanded waterfront. Also |

a town park ranger to patrol all public areas to insure safety and cleanliness.

Make 1t more pedestrlan fnendly

Wlden H1ghway 175. _ ) §
Stop the negative comments about the lake. - Y@&{a {0 i %wf o ‘VW@ e

Make the downtown area more appeahng group together other busmesses and prowde
affordable advertising, media, TV and rad1o .. more downtown events and try_to get the

commumty support.

- Raise salary base to affordable wages to boost econotmic v1ab111ty of the citizens. .

Traffic problems
City regulatlons

Change “Library Park” to “lerary Park Marma Bulld up waterfront w1th boat docks

_-clean sandy beach, state of the art restrooms

Government would move faster to get thlngs done - ﬁ«ww&m %.\ %‘5 L

Better bussing to downtown Lakeport and create a cn'cle of trafﬁc from Mam Street to Park
. Street and back again.. : -

Repaint downtown Lakeport make it mandatory for buﬂdmg owners on Mam Street to put _

At

an awning and fresh paint on their property.

Report 1 of 3 - City of Lakeport Business Climate and Commerczal Mdrket As%e:smcnt
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| What identity or 1mage would you like to see Lakeport develop for itself as a unlque
community attractive to remdents and visitors alike?® .

=

' 'Lakeport should be THE p]aee to be after 3 OO p-m. Stores and restaurants should be open :

 summer concert atmosPhere through the off-season.

- .restaurants.

A safe and friendly town in which to live and visit... good, consistent restaur ants (not the

_ Umque small town w1th a warm atmosphere with shops that have great thmgs '

It should be supportwe of artistic and 1ntelleetua11y creative people

_white lights on trees, make a large, but quaint looking, sign to go over the intersection of
‘Main St. and 2nd. saying, 'Lakeport Town Square - build up the Marina, but the water -

' Turn of the century Norman Rockwel] Small town

- Image like Lake Tahoe' s clean water, beautlful woods clean air, cha]et homes on the

- atmosphere of fun, strong museum presence

later. Perhaps a Christmas theme, like N evada City, or different attractlons that carry the

Upscale tOllI‘lSITl and quahty accommodatlons w1th quamt streets shops and good

franchises), local festwmes that instill loca) pride in our surroundmgs cultural history and'-- |
schools. I would hate to’ see Lakeport become an Inchan casino destmatlon -

The kind of class of Napa with the added attraotron of the lake

The p]ace to rehve your Chl]dhOOd and make new. dreams

Repaint the, downtown _bu1ldmgs using a Thomas Kmeald_painting as a guide. Add awnings, |

needs Se!’lOUS attentlon

Waterfront family fun resort hfestyle

Tounst destmatton filled with scemc trees W1th hghts -water sports music, glft shops neat
restaurants, wine tasting, book shops, artists” easels, concerts and vmtage cars.

Core 'Main Street' with good restaurants, coffee or snack type shops, un1que retail, basic' or ~
core and useful retail to residents, take advantave of outdoors (lake view or feel)

Walkmg and cycling pathways.

3 Spemﬁc cities cited as examples mclude St. Helena, Yountville, Carmel, Napa, Cahstoca Los Gatos Saratoga a

cobbler stone ftalian Villa, amst eolony 11ke Mendocino or Laguna Beach
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In your opinion, what types of retail, restaurant and/or service busmesses are needed in | £y
| the Lakeport area and what would be supported? : ' ’

« Nicer cham restaurants like Applebees chain retarl stores would also help. N A R

. Upscale men and women's clothmg, haute cursme establrshments and umque 'kiosk'. shops
along waterfront : .

e Golf course, golf course golf course!!!!!! ' Eyﬁmm *rxg, o Qm@m%

. avarlety of cIothmg stores mcludmg men’s ciothes professmna] clothes for women and S ()
"shoes ' _ T - ) £y

. 'A marina, wmery and a’ great steakhouse c ' D - R {3

o ... more small shops downtown and less Offlce busmess a varlety of umque shops for
example candle shop, candy shop; we have more then enough restaurants.

» ... gift/specialty shops (good hghtmg & fans), restaurants, good coffee house(s) nice pub
w1th hot appetizers, good women’s clothmg, good shoes Trader Joes 1ndependent bakery
with fresh breads, deli, teen center. :

» Marshall's, Ross, Target, monthly Flea Market in lerary Park, Coffee Roastmg Co a golf
~cart rental busmess for tourists to use on an hourly basis, horse and buggy rrdes

o Fast food, nove]ty sandwrch p]ace wrth outside seating. Anything with outside seatmg and
the ability to drink wine at the table and listen to music outside. A nice place with a
~ fireplace lounge to overlook the water. We need a wharf, a marina, a place llke a fun _
boardwalk with rides.

g

Report | of 3 - City of Lakeport Business Climate and Commercral Mas ket Assessment
Prepared by Chabin Cuncepts Team - R A . S o . Page 18 -



in your opinion what types. of employers should be recruited 1o the Lakeport area
{examples: mid-sized Itght manufacturing or distribution, specialty or high technology,
etc.)?

e H1gh tech manufactunng and more chverse agncultural

' -. Cham hotel resort

- Sl best would be non—pollutmg businesses w1th need for entry level employment
" . -_ hlgh tech sub contractors call centers. - ' ' '

' « distribution unlikely due to location; hight manufacturmg usually pays low hlgh technology
seems most attractive as pay should be higher and minimal impact to environment

. none-we don't have the infrastructure for these-especmlly roads

‘| '+ small to medtum size busmesses
' '-_..E_nght manufacturmg, e- technologtes would be 1dea1

y . Any: size busmess which prov1des jobs for local peaple, &nd which keep their prOfltS in Lake
s : County Vmeyards generaliy use imported labor and the profxts go dtrectly out of county.
e ThlS benefits no—one in this’ Commumty '

e -Mowe industry, anythmg that fllms a mavie, or TV clrama senes will brmg revenue blg
'1t1me_="'-- - : :

- |« Electronics, techno]ogy, computer manufacturers eBay 1§ lookmg for a rural commumty to
 relocate to - ' : : :

e Entertamment mdustry, music mdustry, radio, TV Our County could host large Z—day
~ outdoor concerts like Woodstock or Altamont, bringing new life to our area and revenue
-from the enitertainment industry. Tap into the celebrities who perform at Konocti; local .
* farmers and landowners could benefit from having their land used temporarily for concerts -

or weekend camping, or company retreats for outings from the Bay Area.

Report 1 of 3 - City of Lakeport Business Climate and Comrnercml Market Assesqmcnt
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In your oplmon what could local busmesses do to aitract people who are currently
shopping in other areas‘? .

¢ Offer more services and better customer service

« Stay open Iater and on Saturdays Broadened merchandlse base and be pl ice and quahty
competmve Not park in front of their own shops!!!

» Make thern feel gullty for gomg out of town

. .Expand hours for the workmg person better promote thelr spemalty by makmg publ:c, _
' aware of their added value - service, msta]latlon etc.:

e Stock your shelyes and keep them that way. We still suffer from Tcan order it for you'
' syndrome which loses impulse sales and frustrates Jocal sh0ppers

« More specials for locals More shop locally'
campaigns.

‘e Clean up downtown. .. fill empty buildings. Then
keep busmess OPEN IR :

. Group adv, TV and rad;o coupon books elc

« Have more outside displays; allow craft vendors to
. use the sidewalk (but use uniform red or green
colored umbrellas) similar to what is done every
- weekend in Berkeley or the San Francisco whatf.

) Have more mdewalk sales seatmg, foocl tables,
rnusu: players

« Customer service and better variety of product

-
i
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Please share with us any other comments you may have. (The followmg isa compiete
| set of comments from the - surveys.)

"o We are Iookmg to build a new store (4 to 5000 5q ft) in the. downtown Lakeport area -

L e Thisisa goocl survey, but reflects a desire to help the mdwrdual busmess owner w1thout an
apparent incentive for them to help themselves. None of this is intended to be negative. ..

| ways towards takmg care of some of the problems we have had relating to the- economy
Personally, Iam lookmg forward to a continuing long and prosperous future here.

*» We love it here, but we have 1ot seen anyone in the last thrrty years of our res1dency make a
_-‘huge success of their business. :

. How abdut a brick paved main street. -

| » Ido hope the chamber does NOT consider the answer to improving the economic climate is
to encourage a casino to come into Lakeport it would [be} the ruin to our umqueness that.
 needs to be preserved ' ' _ : .
. Crty govt is a waste of precious resouroes City should be dis- incorporated and become -
county jurisdiction. $ saved used to pave streets, widen Hwy 175, deveiop mun1c1pal golf
' course to attract retmng baby boomers in comrng decade. .

. We need to have overall support of the commumty to make a pI'O_]CCt Ilke thrs to work and
as seen in the past you have your doers and your non doers o

| » Thave been watching the downtown area gradual]y vanish; more busmess have closed and
yet the city stands by. We need major marketmg plans, and soon, or more empty shops w1l]
appear o

» Lake County needs to promote a better economy through an increased saIary base and by
providing incentive for locals to spend their money Jocally. We need to work to keep our.
dollars in-county. A larger tax base only goes so far. We need- businesses to keep their

_ do]iars within the county - nottoa large conglomerate in another area,

oo There is a great 0pportunrty for exrstrng busrnesses to learn how they mlght rmprove what
they are doing. ' - :

e I would like to see the City start taking action with the lonzg over due improvements we are
constantly told about, but never see. While some programs may seem too expensive, can we |
afford not to do them? Everything is at risk. I just returned from Seattle. T was able to get -
a visit to the Space Needle. What a Cinderella story. I do believe the City and County will
need to take big gambles but will be ever so happy they did. This is a great comrnumty,
great county, and it is long over due for takmg care of it and the people who are here -
(businesses and residents alike). Jobs are sought out of county, and the dollars sPent usually
are spent where someone works. Let's keep it at home. - R o

» This survey is-great, T look forward to becommg mvolved in the downtown Pl‘O_]eCt in the
future. I do trust that new ideas will promote ﬂexrbrlrty and be thought of as a breath of

because 1 believe that the wine mdustry and property value increases alone will goa long e
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| Please share with us any other comments you may have, (The fo!lowmg isa complete
“set of comments from the surveys. } :

fresh air for future growth

- | » Lakeport needs a big sign over Mam Street (like the one in Reno, Nev ) saying W'ELCOME
~ TO LAKEPORT. We need to improve the water, the boat docks, swimming area, and make |
the city park the focal point, but direct the visitors to go to the park with cIever signs and
cool radio announcements or local TV ads. We also need to’ advemse our County toa w1der'
: range of visitors by setting up vmeyard wine tasting :

). Lakeport needs to st0p procrastmatmg and start spendlng the money on benches trash
B receptacles ‘street lamps and signs on Main Street that resemble the green iron clock they
placed on the Museum lawn. Also, they need to clean the lake, & make a clean- beach for
-swimming. Also tap into the customers who are bused to the Casmos daﬂy from other
~ Counties. Give the Casino a kick back for stopping those buses in Lakeport for a one-hour
shopping spree. Possibly create our own Lakeport bus tours for shopping sprees, touring the |-
~ lake and the casinos. Have the Casinos pay a $300 fee to the city of Lakeport for each bus '
" load of customers we deliver to their casino. That money could bring revenue to the
' redevelopment prcgect and expedite the implementation of such.

| » This survey was a good idea. Have the results fioted in the daﬂy paper or send each busmess 1
a list of the comments or the outcome in generai SO we can thmk about how others view the
future too. Thanks : : : .

{.e Protecting and enhancmg what we have here as well as bemg prepaled for a future (Wh]Ch
we sometimes can't even envision), requires open-mindedness, commitment and action, We
- can't compete w/Santa Rosa, Ukiah, Sacramento or San Francisco, but we can be really
" good at who we decide to be. We're going to have to break out of some molds.

| » Overali 1ts a pleasure to work, live, and own in Lakeport
| « This survey is a great idea. Lakeport obviously needs help

.|« THE MAIN ATTRACTION TO LAXEPORT IS THE LAKE IT MUST BE CLEANED
UP AT ONCE. :

"

| T ] ? Surveys surveys, survéys Let's have some inﬁpiememation” Without gruwth and viia_lity s
' the community will falter. We are dangerously close, fook at all the empty shops in

i
P i O
] - Lak it . - )
: - La epo : : : _ _ o
- EM. : . U — - e e
: 7 . . . S ‘ WWWWWW ‘w“w»wMW.'Mwu--*"‘”"”“?‘.‘"“'"’"M"Mwm'W“”T‘w‘w"m“m“-NWM_WMmw’“""""'""”".‘“.""“““ ....... - .' . ) .

4

Report I of 3 - City of Lakeport Business Climate and Commerc_ial Market Assessment B )
- | Prepared by Chabin Concepts Team .+ o . . Lo L e Page22-




Appendle o | B | ,
Repor’r 2 Re’foll Morkef Anolyms cmd Opporfum’nes



AR A rI\__ ,flx\ S m

oo F
e



- City of Lakeport

Business _Retention and Recruitment Strategy

Report 2 — Retail Market Analysis & Business Development Research
February 2003

Funded by State of California
Department of Housing & Community Development
Planning and Technical Assistance Grant







| .Table of COnteﬁts'

L TOUUCHON. vt eetevias ettt ecess e sesss e sese e oo s oo e s eeeeeeees oo 1
IL Socloecononnc Trends .......................................... e e e n e 2
A Populatmn and Household Grow‘r:h .......... _ ....... 4
B HousmgOccupancy ........................ SR R it e s
C. Racial Composﬂ:mn ....................... e 6
D. _Age DlStrlbutiOH ofPopulatlon..: ....... ' ....... ..... ...... ..... 7
E HouseholdLucomeDmtnbutmn...............f. .......... S RS e
F Educamonal Attainment ........................ D O S SO ROOOO ... 9
G. Lifestyle Charactensncs ....... oo ee s e 10
H. Econonne Base andEmploymentProﬁle.._....;.7.;._.;._....7......7....‘ ...... PRI - 14...
: 1L Busmess Mix and Retail Market Analys1s ......... ............. - 17"
A. Ta.rgetMarkets..;................-.,....:4; .......... ..... . ...... S 18
L. TradeAreaRemdents.....' ...... | ....... ...... _ ............... e 1.8_ |
20 ATER EIPLOYORS bttt et s .18
3 ViSHOTS ... e ..... R _ ...... eerregeneanes ...... 19
B Retall Potenﬁal and Supportable Space..: .................. e e SR 20
C. - Business M1x ...... TS S e et r e e e et et 26
1 Reta_iI._....'..f_ .............. ........ ...... I ........... 26
2. Professional and.F_inéncial SETVICES..oourrecruvs i bt ireeeneenaiiinens 26
3. 'Entertamment ............ v ...... 26
! 4, ‘GovernmentServ1ces..........7 ..... .............. SR SU—T
o D. Opportumtles.._.....'..'. ..... S ..... ......................... erteeeinnenes 27
E. Features of Successful RetaﬂBusmesses.......-.....'...; ..... ' ...... ORI SR 29
IV Busmess Development Program Research ................... ........................................ — 30
'A. Local Business Development Programs.._ ..................................................... R 31
1. Busmess Faclhtatlon Sirolh Instltute ........ ,.'....r'_ ..... ....... 31 -
2 ,Economlc Gardenmg et enae eser e ern s 31 .
3, Partners Network ..vu....oervveennes ..... ........ 32
4. Asset-Based Downtown Busmess Development .......... S - '.,..-.732

| Report 2 of 3 - City of Lakeport Retail Market Analysls and Business Development Program Research _ - R
Prepared by Chabin Concepts Team - ' s . B ~ Table of Contents



e’I




5. C_bnununi_ty Promotions........... S PR . .33

6. Main Street..ivmrnencine. e ...... ereneens 33
B. Busmess-FnendlyCltySemces..................._.....................; ............................................ 35
1. Busmess Service and Recognition Program ............ eerereene e RO 35
2. Economic D-evelopment Strategic Infoxmatlon Center ...... ' .l....3.5 -
3, Business District Rewtahzahon Program .......... e ..... ..... 36 i
4, __ Commumcanng Design Guldelmes..._ ...... . 36 - : |
5 Lighting Teams and On-line Penmttmg ..... ..... 36 SRR
e 6 .V1rtuaiBus1ness IncubatorPro_]ect.,........,;......_L....:....'..‘.'.....:..,..'.'.._;.'._...;......; ....... 36 L |
C. BusmessAttractlon ............... TR s 7 .............. 38 :
" 1. Grays Harbor, Waéhingt_on ...... ........ BT PR IE - ....... 38
A Tupelo Ms&smppl....'.._....' ................... eeneeenrenseareas .......... ot e .39
3 Belfast Mame ................. ......... ;...;,40_ .
V Recommendanons ........... S s ........ 4l

b,

Reportz of 3- Clty of Lakeport Retail Market Anelysis anc. Busmess Deveiopment Program Research . S : )
Prepared by Chabin Concepts Team . ) o ) Table of Contents ~



. e T S S NN ,.r\a r.t\éﬁx,f\ PTG 1 ,.r..s ftv f.v ﬁr..\ fx. {\ ,.f\. ,.r\_ i..\. ,t% .‘....\P ,..

T T T ._”_mw. e J.p Ly «_.71 - o 1.1,9 .31

:1 \3.. .}, . e .....J e
.......\fr\/u\n.wur...»ufrr\.éi\\“.,..

Bi



1. Introduction

. In the summer of 2002, the City of Lakeport received a Planning and Technical Assistance grant
 from the Cahfonna Department of Housrng and Community ' Development’s ~ Commumity
: Development Block Grant Program to prepare a business retention and recruitment strategy This
initiative is part of ongomg efforts to enhance and expand Lakeport’s business base. :

.Throngh a eompetrtlve p;r:oposal process the C1ty of Lakeport contracted with Chabin Concepts to
undertake this project. Chabin. assembled a team of professionals with extensive _experience. in
‘providing business. assistance, marketmg and industry recruitment, program development,

downtown development -and economic development strategies. The team eonsrsted of Mary
- Bosch, Marketek; Barbara Potts The Catalyst Group; and Audrey Taylor and Vtctona Doll of g
- Chabin Concepts.

' The first of three reports — the Cizy of Lakeport Busmess Climate and Commercial Assessment —
- was completed in December of 2002. This initial report provided an assessment of the exrstrng_
‘conditions and included: a general market assessment, an analysrs of a busmess OWIET survey,
- and an anaIy51s of the exrstmg busmess base.

-:;T}ns second report The szjz of Lakeporr Retail Market Analyns and Opportumrzes — includes:
(1) an analysis of the existing retail market; (2) identification of the current business mix; and (3) ;
research a_nd case studies on successful business development programs.

_ -The ‘third and final report The City of La]ceport Business Retention and Recmztment Actzon Plan' '
— will present strategies and specific actions to enhance the oommerctal busrness envrronment and
" support a suocessful business development program. ‘ '

“The 1nformatron n this report is desrgned 1o supply readers with a picture of the Lakeport market

aarea based on data collected during eur research. Information provided on the market area

“includes sociceconomic trends such as population age, household mcome, education attannnent
" and lifestyle characteristics. : : :

Addrtronally, critical mfonnatron is provrded on the current busmess mix, area employees and :
- visitors, and pro;ectrons of the amount of retail sales and the amount of retail space that could be )
' .supported : : :

"I‘he business deveIopment program case studies'were presented to area bnsiness owners and
residents at a public meeting held February 20, 2003. These particular case studies were chosen
based on Lakeport’s market advantages, disadvantages, and opportunities. The focus group

 attendees- drscussed the program h1gh11ghts and determined the features that would best mect their
needs, - :

" The final programs designed for Lakeport (Report 3) will take advantage of the Lakeport market
opportunities, mitigate the - -disadvantages, and will take into consideration the hurnan and
~ financial resources necessary for 1rnp1ementatron

Report 2 of 3 - Cityof Lakeport Retail Market Ana1y51s and Busrness Deve]opment Program Research _ _
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1L Socioeconomic' Trends

-Knowmg the socioeconomic charactenstlcs of the Lakeport market area provides V&iuable
‘background about the local customer base. The trade or market area is the geographic area from
which the great majority, approxxmately 75-80 percent, of customers originates. The delineation
. of the market area is based on business owner surveys and interviews, drive time estimates,
transportatzon networks and the location of existing commercial developments. Over time, as .~
“Lakeport grows and strengthens its commercial ba,se the trade area from which it pulls shoppers -
‘will expand as weH : : : : C

The market area for Lakeport retall and service busmesses is depicted on the map on the

following page: The socioeconomic data, retail spending potential, business data, lifestyle data _

- and all other data presented in T.hlS report pextam to remdents of the trade area unless othemse__
o indicated. : :

Report2 of 3 — Clty of Lakeport Retzil Market Analy51s and Busmess Development Program R.esearch .
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A. Population and Ho.u'sfehold.Grc')wth -

 Figure 1 presents pmnary market area populahon and household growth estlmates for the time
. period of 1990-2000 and forecasts for 2001-2006 Populanon estnnates for 2001 are. based upon
“ .2000 census data. ' : :

7 . The Lakeport trade area population has grown only modestly based on annual growth stat1st1cs

" “.population in this area is expected to add another 2,000 residents with an average anrual growth
- rate diminishing to 0.77 percent. This is just over balf the average annual rate for the entlre State
- of Cahforma wlnch Is calculated to grow ata rate of 1 51 percent

Figure 1~ populatlonﬂ-lousehold Growth - Lakeport Market Area

Change Over Time - |+ Average Annual Change
4990 -2000 2001 — 2006 Forecast
T T Avg - o Avg
1990 | 2000 ‘| No.Inc. | Annual | 2001 | 2006 | Annual
: 4 e eng | ] % chg
.Popuiation | 236841 | 26284 2643 | 11% | 267287 277781  077%
Households ' . | 9475| 10,653 | 1,478 | 12% | 10822| 11169 | - 063%
| AvgHshidSize | 242| 240 | oaml 240 - 242|
1 Source: U.S. Census and ESRI BIS | : ' ‘
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B. Housing Occupancy

| ‘Housing occupancy revea}é information about the nature of Lakeport area'houls.ehol'ders. Between
11990 and 2000, housing units increased by 1,600 from 12,206 to 13,806. Occupied housing units
in 2000 comprised over 77 percent, with the remainder of the homes being unoceupied. Of the

total housing units, in 2000 53.5 percent were owner-occupied and 23.6 percent were remter-
- occupied. A relatively high proportion (22.8 percent) of homes are vacant, with the maj ority of -
vacant property being used seasonally or recreationally on an occasional basis. The average home -

- value is $158,348 within the Lakeport trade area; the median home value is $129,694.

a : _ngjuré__éf-'_-'Ho:u'é__i_rig'Ché}:'a'_{;feri's_t'ic':s.-L'a_kep'ort: Ma"n.'ket‘Area

_ | 1990 2000
|Ocoupled 0T e T 7T e% ?72% AR
" Owneroccupied units -~ | - 545% | 535%
‘ ' Renter-ocoupied units o _ o 234% . 23.6%
| Vacanthousingunits - - | . 224% | = 228%
. - Seasanal, Recreational; Occasional use v 14.4% L L 15.3%
" Total Housing Units AR 12,206 © 13,806
_Average HomevValue - | . 8117,673° - | ' $158348
- Median Home Value - - g7 $129,694
| Source: U.S. Census Bureau . Co " R

41
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C. Racnal Compos:tlon

Of the Lakeport market area’s total 2001 population, 85.3 percent are Whlte 3.9 percent are
Amencan Indian, 1.1 percent is African-American, .8 percent is Asian/Pacific Islander, and 5.8
percent are Other Races. In 2001, the Hispanic population comprises 14.8 percent of the market
area, and Wﬂl grow to ever. 17.8 percent by 2006. (See Figure 3.) This. pI'O_]EthOIl 18 half the
| percentage forecast for the entire State of Cahforma Wthh is antzclpated to reach 359 percent

' Figure3 5Epﬁiii_éti@g;.bi-Régé"z'nui-;zd_ué ~Lakeport Market Area

1 22001
L 7 Ne. | "/-ofTotaI
White b oa789 | 88a% | 23495 | 835%
| Airican-American 286 . 1.1% M3 | 1%
.| American Indian T 1,050 | -39% | 1248 | . 45%
AsianfPacific Islander .~ - o224 |- 08% | .238 _ 0.9%
Some Other Race Alone 1562 | 58% . 1,037 7.0%
| 20r More Races - 816 | 34% | 847 3.0%
Hispanic (any race) = . 3,057 ©148% | - 4980 17.9%.
| Total . S 4 28,728 © 100% 27,778 L 100%
| Source: U.S. Census and ESRI BIS ' e

tReport 2 of 3 — Clty of Lakeport Retail Marlcct Analysis and Business Deve[opment Program Research’
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D. Age Dis‘cribu’cion of 'Popula-tion

The age distribution of the Lakeport area’s 2001 population is depicted in Flgure 4 be10W
Lakeport’s population can be characterized as ‘older,” with the median age at 42.7 years in 2001
compared to'the median age of 33.6 years for the State of California as a whole. Lakeport area
residents 65 years of age and older comprise 19.6 percent of the total population, well above the

~ average when compared to 10. 6 percent for California and 12.4 percent for the U.S. as a whole.
People age 20 years or younger comprise 25.8 percent of its population, also below the state
average of 30 percent in this category Twenty-seven percent are between the ages of 25 and 44,
.cons "dered to be pmne years for retall eonsumptlon “ :

. Figure 4 -Population by Age 2001-2006 - Lakeport Market Area

Age Category . 2001 ] 2006
X No. % of totat No. % of total
| Under5 1,376 5.1% 1,411 - 51%
| 514 3,777 14.1% 3685 | . 13.3%
15-19 1,771 -6.6% 1,818 . B6.5%
20-24 1,179 4.4% 1,250 45%
25-34 2452 9.2% 2,439 8.8%
| 3544 3,738 14.0% 3,458 12.4%
"+ | 45.64 7,208 27.0% 8142 29.3% .
65-74 - 2,687 10.1% 2,920 10.5%
| 7584 1,892 7.1% 1,921 6.9%
-} 85+ 645 2.4% - 733 2.6%
Total 26,725 100% 27,777 100%
Source: U.S. Census and ESRI BIS '
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E. 'Househ'old. Income -Distribution .

Median househcld income levels in the Lakeport market area grew by 44 percent between 1990
-and 2001, from $22,878 to $32,833. Incomes are projected to rise rapidly over the next five years, |
-growing to $37,113 by 2006. However, Lakepcrt area median incomes are only at 70 percent of

the median income for all California residents, $46,532. They are also considerably below the -

. median for the United States, as a whole, $41,994. Figure 5 shows changes in the chstnbutlcn of '

. income over tm1e for Lakeport market area househclds

Flgureﬁ Household Income 1990-2006 Lakepcrt Market Area

2001 2006

Less than :515,000 12,995 31.5% 1,806 175% | 1,654 14.8%
| [515,000 to $24.099 2,059 21.6% 2,153 | - 19.9% 1,888 ' 16.9%
' 1$25,000 to $34,809 1,443 15.2% 1,607 | 14.8% | 1754 |  15.7%

|$35,000 to $49,99¢- 1536 | 164% | 1778 | 164% | 1766 | . 15.8%
- |$50,000 to $74,998 - 1,030 | 10.8% 1,712 15.8% | 1,902 17.0%
- 1$75,000 to $99,999 252 | 26% 803 | 74% 890 | - 8.2%
$100,000 to $149,909 142 - 1.5% 574 | 53% | - 915 8.2%
1$150,000 and more 60 8% 300 28% | 400 | - 3.6%

Total Households 100% L 100% . 100%
- |Median Household Income $22,878 . $32,833 - © 337 113
. |Average Household Income $30,090 $46,599 - $53,516

|Per Capita Income $12,276 - $19,081 $21,751 -

55‘
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F. -Educet_i_o-nal Attaihment

Estimates of educational attainment for Lakepofc‘s 2001 population age 25 and older are
presented in Figure 6. Nearly 22.4 percent of Lakeport adults are not high school graduates.”
Twenty-nine-percent have attained a high school diploma as their highest level of educational
-achievement. Just over 20 percent have an associate, ‘bachelor or graduate degree An addltlonal :
28.4 pereent have some college education.

F:gure 6 Educatlonal AttammentwLakeport Market Area

2000 Populatlon 25 Years and Older

' Educatmnal Attamment N - Numher S Pere;ﬁ£
-IElementary (0-8) : 1,368 - 7.5%
Some High School (9-11) - o 27100 14.9%
| _ |Migh Schoot Graduate {12) R 1 5293 $29.0%
Some College (13-15) no degree - . 5,179 | . 284% ¢
Associate Degree Cnly : S : 1,381 - - 7.8%
Bachelor Degree Only .~ - o 1425 7.8% Toe [oc
= Graduate Degree - s . 887 . 49% o 'f‘?:} s Syt ‘
" [Total : ’ ' 18,243 - 100%
:-iSource: ESRI BIS. based upon 1990 census distributions to estimated totals for 2001

,.‘gi

:
()
g
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G. Lif‘eis',tyl'e Characteristics

.Lifesryle descriptions provide highly valuable insig]its about the local market for. ekisting and
prospective small busimess owners. They add dimension to demographle data about the needs,

habits and interests of the local population and can be used as one of many pieces of mfonnatron

to gauge the feasibility of specific retail or semee act1v1t1es

' Llfestyle or geo—demographw data for the Lakeport market area populauon were analyzed to add.
L _d1mensmn to the above demographic information. PeOpIe who share the same demographic -
characteristics may actually have widely divergent desires, interests and consumer preferences. In -

‘this analysis, individuals within the market are grouped into clusters or segments that bear
: deseriptwe names meant to convey a type of lifestyle. :

ACORN — A Classification of Residential Nelghborhoods - categorrzes nerghborheods_

,throughout the nation into specific consumer groups or market segments. Nelghborhoods are

‘geographically defined by Census Blocks which are analyzed and sorted by .over 60-

characteristics including income, occupation, household type, age and other determinants of o

. consurner behavior. People who share the same demograplnc charactensucs may have wrdely

. dlvergent desires and preferences.

A Individuals within the Lakeport trade area have been grouped into clusters or segments that bear
descriptive names meant to convey a type of ne1ghborhood or lifestyle. The character1st1es of

each of these groups are ESRI BIS. The lifestyle proﬁles for Lakeport are presented in F1gure 7, :

:'fellowed by a descnptmn of each proﬁles '

VL F.gure? = Pap_t"l'léti_oﬁflif'e_style Characteristics - Lakepiort Market Area 2001

Segment - - Description # Households - Percentage
Upscale Households: - | Urban Professional Couples C o oB02 S 48%
Retirement Styles:' Wealthiest Seniors - 1,885 . .-1'5.5%
| o | Rural Resort Dwellers . 155 4%
. Senior Sun Seekers 4,483 41.3%
City Dwellers: Newly Formed Ho_usehelds - 685 6.3% -
_ - ' | Southwestem Families 355 3.3% '
| Factory/Farm Middle America - 1,054 9.7% .
'_Comrmunity: ' Preirie Farmers _ 297 : 27% .
. - Small Town Working Families 389 . 3.6% - -
Heartland Communities ‘.1,248 415% |
| Total Households 10,853 - 100%
| Source: ESRI BIS '
Report 2 of 3 - City of Lakeport Retail Market Analysis and Business Development Program Research T
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1. Senior Sun Seekers — 41.3 Percent of Trade Area Households

Sociveconomic
. Medlan age of 56.2, 24 years older than the U.S. median
s Qver 45 parcent are married wzthout children; 35 percent are single

. - Eamn less than $36,000 annualiy, but much of their i income is dlsposable o ST B {
*  Oneofthe top-ranked markets for investments and- savmgs ' '
- & Also one of the top markets for buy]ng lottery tickets

| Residential

s . Live mostly in mobile and s:ngle—famny homes In newer areas -
= Median home value is $86,200, wel[ below the national average of $131 500

U Nelghborhoods also include seasonal housmg

Preferences

e _Spend their income and time goifing, traveling {(home and abroad) playlng cards domg needlework, - o ' - ( 3
gambling in casinos and playzng the lottery L

1. ® - Health-conscious; on diets and taking vitamins

¢ - Enjoy reading senior, health and science magazmes and watchtng news programs and s:tuatlon -
© comedies on TV

2. Wealthiest Seniors — 15.5 Percent of Trade Area Households '

Socioeconomic

e Medlan age of 53.5; more than 30 percent are 65 or oider

_ . '_50 percent are married couples wnth no chlldren at home, 25 percent are singie
- & Median net worth is $125, 900, ‘more than 3 tlmes the U S. medlan

» Top financial market for investments and savmgs

e Although median household income is onty $44, ?00 one in seven househoids have an income over
$100,000 Co

Residential

18 Usually own their single.-_-famiij'( homes or condominiums

. Newer housing with a median home value is $144,500.
»  Approximately 30 percent of the housing inventory is seasaonal.

Preferences

*  Rank among top markets for Iong—term investments, travel, iuxury cars credit card use, and jewselry
purchases.

=  Go bicycling, play goff, and walkforﬂtness : . _
=  Enjoy reading books, newspapers and senior lifestyle and business magaz:nes

e Waltch news programs and dramason TV. . - : . L e

Repert 2 of 3 - City of Lakeport Retail Market Analysis and Business Development Prugram Research - - . ‘ T \ s
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3. Heartland_Conﬁmunities - 11.5 Percent of Trade Area Households

‘Sociceconomic

e Median age of 41 o _ : . _

. Ao populaticn ages, dependency of young and old on' working age poputaﬁon is increas_ing
- Medlan household | |ncome is $27,000; over 40 percent recetve social seounty income

.« Nearly one-third of the adults did rot finish hlgh school

'Residential

“»  Live in older, single-family, owner-occupied homes

'« Median home value is $54,900, 45 percent lower than national average

Preferences -

¢ Enjoy camping, hunting, fishing and growing flowers and vegetables
.. ~ Active in personal fi nancial affairs with investments savin'gs and loans
* Do needlework, read country, home and outdoor magazmes ' '
e Listento country music and spend trme with their pets

‘. ,.Buy larger model Amencan—made cars, campers satelhte dlshes outhoard motors chatnsaws and
" other tools ’

4. Middle America — 9.7 Percent of Trade Area Households

1 Soéioeconomic

*  Middle America’ households are representative of the netlon Just a little older more famlly—onented
. and predominately white,

» 'Large group, representrng almost 8 percent of the U.S. population

s Over two-thirds (70 percent) are married ooup!es compared to 55 percent natuonwrde but chi!dren
are fewer in number as household size is equal to the rest of the nation (3 1 persons per household)

e  The median age is 36. 8 years, slightly above the na’uonal medlan with more households age 450 64
than under 35 years old. . : :

. Income is shght[y above the national average, $4U 400 compared to $39,800.
sﬂ ‘ 'Average labor force partlorpatlon with many workmg in the manufacturing or farrnlng seotors

Residential
+ Typically five in single farnlly homes 15 percent of Wthh are moblle homes twice the naticnal -
: proportion. . :

*  Mostof the homes were bui!t after 1970. .
+ . Homes are valued at an average of $82,500 approxrmately 20 percent be!ow the natronai average

Preferences’

¢ This group tends to center their purohases and entertalnment activities on the home and outdoors
= - Qutdoor activities include hunting, fishing and gardening.

Indoor activities include readlng (especta[ly oountry, family and huntlng magazmes) needlework and
listening to country music. :

»  Own pets, powerboats sateflite dishes, oampers cham saws and other tools

- Report 2 of 3 — City of Lakeport Retad Market AnaIys:s and Business Dovclopment Program Resoaroh .
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5. Newly Formed Heusehoids — 6.3 Percent of Trade Area Households

| Socioeconomic

*  Median age is 33.9, many of them between 20 and 34

. Eighty-five percent of the market is white

Residential

»  Live in alder single family homes and duplexes o R SR | . (__f :
._- Homes are valued at an average of $73,500 approxrmately 26 percent below the natrcmal average. _ s ' (:'“j j
Preferences - ‘ e : C | ' ' €3
. Visit z00s, use tohacco products play cards, gamble at casmos play the Iottery and go camplng h BES

= Media preferences are consistently near the U.S. average . T : : SR =

6. Urban Professional Couples - 4,6 Percent of Trade Area Households

| Socioeconomic

«  Medianage of 37.8 years - N

. Predomlnateiy married-couple famlhes wnth few orng’ chr!dren

e Also include single-person and shared households _ .
+  Median household income is $47,900, 25 p_ercent 'ahove _the u.s. average
e Well-educated labar force, working In professionai or managerral positions

BT e e S

Residential

* Most homes are owner-occupied, including condommiums
s Median home value is above average at $142 700

- Preferences

"« Rank near the top in consumption of lmported wines, listening to class:cal music, traveling overseas
‘and domestically, and visiting museums . - :

.. ‘Play tennis, golf, go bicycling, and jog
“loe Join AAA, frequent fiyer programs, and health clubs .

» ' Read two or more darly newspapers and gourmet busmess travel and llfestyle magazlnes

T

“The six lifestyle groups sumtmarized -above account for 88.9 percent of trade aréa households.
‘Within those lifestyle groups are a wide range of ages. It should be noted that groups such as '
Senior Sun Seekers and Wealthiest Sentors are represented at a much higher frequency than the {

' national average. S - 5 R : N A
Households wifhin these lifestyle groups demand a range of products and services. They tend to ' §
share in common an interest in outdoors activities, and for the most part can bé counted on to Live {

“in the homes they own, although vacancies are high owing to the a high rate of seasonal residents. ¢

Incomes of yea:r-round remdents tend to be well below the national average ‘ :

Report 2 of 3-City of Lakeport Retail Market Analysxs and Busmess Development Prog‘ram Research _
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H.. 'E','c.o-nofni'c"Basé en.d.'Empl'oy'ﬁlent. Prof‘i:lé

_F1gure 8 prowdes an overview of the Lakeport market area’s busmess base and workforce _
. composition. Figure 9 depicts workforce commuting trends. The ‘business employment data

- pl‘OVldEd by ESRI is updated quarterly using a variety of sources. Sources include the Yellow

Pages, business and telephone interviews, business license records, and county employment data -
. by Standard Industry Classification. Flgure 8 prowdes a sound representa‘uon of the Lakeport '
area’s employment base. : - : : '

The services sector (including jobs from business, personal, and health serwces) has the hlghest-
" _proportion of workers in the Lakeport area (37 percent) followed by retail trade (18 pereent) The -
total daytime employee population in the Lakeport trade arca is 9,968 persons. These persons are
" an important target market for local business to draw from, parucularly as they are in Lakeport :
- -day-in and day-out throughout the year. : : : -

Report 20f3 - Clty of Lakeport Retail Market Analysis and Business Development ProgTam Research _ . S
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[Economic Sector # Businesses # Employees . L
| Retail Trade | - I 303 1800 | o
Miscellaneous Retall A 90 | 216 -
Eating & Drinking Places i i : 64 : ) - 545 -
Home Furnishings and Equipment - . 34 ' R - '
Building Materials, Garden and Hardware | 25 | . 202
' Food Stores | - 32 332
Auto Dealers/Gas Stations g T 249
Apparel & Accessory B B N P o 16
. Gen'l. Merchandise Stores - e B o 144
Finance~insurance-Real Estate o ' 93 B 258
‘Real Estate-Trust-Holding -+ 48 134
" Insurance Carrlers & Agents o : . 1 : 13
Banks, Savings & Loans : - ) 27 97
1 Securities Brokers & Invest, ' o N o 14
| services . I | - 561 4,639
Personal Services ' ' ' T8 : 129
Business Services o . 66 135
Professicnal Services 28 | 123
Repair : e - 77 _ 201
- Sacial Services S _ ' - 57 . 486
Health Services - R 1,049
‘Membership Organizations S T : 83 : 380 o
Hotels & Lodging _ : ‘ 48 . 720
Entertainment Related -~ . 40 o 577
.. Education Services = - o S 43 : . 827
‘ o Legal Services co o : 4 : 2
Construction . - . - 146 408
' Transportation, Comrnumcatlcm Public Utlllty . 70 s ‘406
Manufacturing ' : 42 . 321
Agriculture ' " - : N 44 . 442
Mining o N : 1 2
| Wholesale Trade -~ = : 65 . 381
" Government (Legislative, Justice, Administrative, | o 92 S Bt
Public Finance, etc.) o ' '
- Nonclassified establishments ' et . s
Total Businesses/Employees o e 1,498 9,968 '
| Source: Info USA and ESRI BIS R .
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- A large proportion of the Lakeport workforce works locally, as 1s mdicated in the bommute times
in Figure 9. Over 70. percent focal workforce travels less than 25 mmutes to their job, Wlth the
average travel time bemg 23.9 mmutes one way. '

- Figure 9 — Travel Time ta Work — Lakeport Market Area, 2000

: ~Travel Time 1 Number - |- " Percent

- WorkatHome =~ . . ' P : 596 L B1%
Under 10 minutes Sl 2425 | 218%
10to1gminutes . | - 3445 |°  303%
20 to 24 minutes .~ LT 1,084 U 10.9%
25 to 34 minutes o ' 1,033 T . 10.6% -
35t0 44 minutes - RE 429 4.4%

1 45 to 59 minutes C 528§ - B4y
60 to 89 minutes o S aze 44%
90+ minutes : 1 304  4.0%
Total S 9,740 ©100.0%
Average travel time in minutes: 23.9 minutes ' ' ;

Source: 2000 Census

. chort 2 Of 3- C:ty -of Lakeport R,etall Market Analysm and Busmess Deveiopment Program Research
Prepared by Chabm Conr.epts Team : . S . Pagels



R

Gl e



111. Business Mix and Retail Market_Ah'a'lysis_

Ident1fymg the business voids or gaps in the local Lakeport marketplace is a functmn of
_understandmg a variety of market factors and conditions. These include the socioeconomic -
characteristics of customers, their shopping necds and interests, the market potential based upon
“customer spending capacity, the e)ustmg busmess base and overall market trends.

' In this section, mformatlon about Lakeport’s target markets is revealed and the results of a
- statistical ana1y51s of retait spending potential are shared. Thls information, combmed with retafl
s trend/opportumty mformatlon guldes the business opportumty analys1s presented at the -
o conclusmn of this sectmn . : _ :

Report 2 of 3 - --City of Lakeport Retzn ! Market Analysis and Business Development ngram Research _ ‘ )
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A. Target Markets
Market'ISegments represent the consumers who currently or potentially shop in a commumity’s
downtown. Understanding who these consumers are, and knowing each segment’s shopping

- habits and needs can help drive promotional campargns busmess recruitment and retentlon
: practrces and business mix. : :

h The pmnary target markets for retarl sales in Lakeport melude the followmg groups
. Trade area residents (see map on page 3) ' '
“e  Area employees
: Area vigitors
1. Trade Area Residents
Section II of this report, Soczoeconomzc Characteristics and Trends, presented detailed
demo graphrc and lifestyle profile mformatlon of Lakeport area residents. :

- The local population is fairly balanced by age with young and old and woricing_ families and early -
~ retirees. Taken asa whole, local residents have incomes slightly below average, but enjoy a small
‘frrendiy town and outdoor recreation activities. Yet, Lakeport’s population 1 is multi-drmensronal :

A range of incomes, ages and ethnrcrtres is represented in the commumty

2 Area Employees

The ESRI business and employee report estimates that the daytrme employee pOpulatron is 9,968 |

persons within the Lakeport trade area. This taiget group represents people who work at JObS
- located within the Lakeport market arca. Those who work in Lakeport and live out of town

- comprise an important ‘captive’ market made up of customers who spend five days a week, 50
weeks a year in close proximity to retail, restaurant and service establishments. Market research
conducted by the Building Owners and Managers Association of America demonstrated that

office workers spend between 10 and 15 percent of their expendable mcomes in and near their -

'~ places of work.

'Inforrnatron on workday shoppmg behavror provrded in a survey conducted by the Internatronal i

Council of Shopping Centers reveals that:

- o The majority of downtown workers (76 percent) prefer to walk to luneh up to three blocks |

» - The most frequent items purchased by workers include cards stat1onery, gifts, drugstore
items, books and magazines. . : :

«  With lesser frequency, workers buy ofﬁee supplies, jewelry, appare]/aoeessones house
ware, cosmetrcs arts, crafts and items found in galleries.

« Many workers (28 percent) will stop for “after work” activities (drmks dinner and

“shopping) when such opportunities are available. Forty-eight percent (48 percent) of these

- workers are inclined to come back to the downtown district to eat and shop on weekends.

Report 2 o0f3 -City of Lakeport Retail Market Ana1y51s and Business Development Program Research -
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3. Visitors

Visitors are an important market for most of Lakeport’s retail and restaurant businesses. Travel
spending within Lake County as a whole has grown dramatically i the 1990s, increasing from
$137 million in 1992 to $220 million in 2000 according to the Dean Runyan Associates report to
the Callforma Travel and Tourism Commission. This represents an average annual growth rate of
- 6.2 percent, compared to 6.0 percent for the State of California as a whole. 'No doubt, a good
.~ portion of that spending is. in Lakeport, tied to pass through visitor traffic, overnight visitors
- ' o staymg at motels or with ﬁ1ends and family; and the resulting oonvemence—onented shoppmg

 Figure 10 depicts the dlstnbuhon of - Lake County travel spendmg by - type of traveler '
- ‘accommodation, Flgure 11 summarizes expend1tures for-selected business “types. Fifty-four
percent of all visitor spending is attributed to vital ‘commercial busmesses mcludmg retail, "
- grocery stores and eating and drmlong estabhshments o

F:gure 10 -Travel Spendmg by Traveler Accommodatlons Lake Cmmty, 2000

R i T

Hotel, Motel, B&B o S $313 L L 14.2%
Private Campground o - %170 O T0%

| Public Campground - ) %28 T L 13%
Private Home R - $23.0° R 10.4%
Vacation Home : - , $1007 - T 45.7%
Day Travel SRR o R ‘$45.5 o S 20.6%
TOTAL =~ . - $2203 0 100%
“Source: California Trave! and Tourism Commissioh,‘ Dean Runyan Associates ‘

Flgure 11 -Travel Spendmg by Type of Busmess — Lake County, 2000

,'ae Travel byType of Busmess Spenci-pog Tot_al -Percent of Total
: ($Millions)
.| Accommodations : T ' $50.5 Sl Y 23%
| Eating, Drinking : - . $59.9 | o 21%
.t Food Stores - $11.2 : R . 5%
| Ground Transportation . . .. %68 - 3%
Recreation - S g445 ' o 20.2%
| Retail Sales l %476 | 216%
TOTAL. -~ - . $2203 . “ - 100%
| Source: California Travel and Tourism Commission, Dean Ronyan Associates

Report 2o0f3- Clty of Lakeport Retall Market Analysw and Business Development Program Research . .
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- considered to be conservative and could be higher. Over

B. Retail Pote'ntial and Supportablé Space'

The purpose of the reta1l market analysis for Lakeport is to 1dent1fy business opportumtles in the

" comumunity and then to promote those opportunities to existing and prospective businesses.

" Quality information and analysis can help existing and prospective entrepreneurs prepare better

business plans, thereby reducing the risk of business failure. Market analysis is both an art and a '
science. There are no ten equations that can be calculated that w1ll show with certainty what kind -

of businesses will succeed in Lakeport. - However, by taking a comprehensive and realistic
- approach to identifying business opportunities, the likelihood of success will greatly increase.
Information angd analysis from business owners, sociceconomic trends and estimates of potential

retail sales, as is presented in this section, together will prov1de the foundahon for 1dent1fy1ng the

- best business opportunities.

The retail trade or market area designated for Eakeport is shown on the map in Section II,

Sociveconomic Characteristics and Trends. Estimates of retail sales potential are directly linked-

to trade area household ﬁgures and average expenditures by type of merchandlse for trade area
households o : _

~ The methodology for est1mat1ng stahstwal market support for reta11 space n Lakeport is
'd:lsplayed in Figure 12, Figure 13, and Figure 14. Figure 12 calculates sales potential for 2001.
* Figure 13 uses popula‘don growth estimates from Figure 1 to calculate sales potential for 2006,

" Figure 14isa synopsis of the growth in potential sales and supportable square feet over the 2001-

© 2006 time frame, To summarize, expenditure potentral measures how much trade area residents -

have to spend based upon data. showmg how much re31dents typroally sPend on dlfferent types
.,of goods and stores. : :

ThlS approach apphes average household expendrture by type of merehanchse fo trade area

: household figures to obtain potential sales volume. Especially important to note is the_ fact that the
‘household expenditure figures are customized to Lakeport trade area households by ESRI

' - Business Information Services based upon the U.S. Consumer Expenditure Survey. Note that not
‘every category of retail/service expenditures is meluded. For example automobile-related

- E spendmg and ﬁnanmal semces are. not included. -

Potentlal sales volume is adJusted to reflect the fact that for. certam reta:rl categor]es busmess
' es;abhshments can expect to atiract additional sales from seeondmy markets such as wvisitors,

Lakeport employees and other passers-through who do not live in the trade area. Aecordmgly,

import factor of 5 to 15 percent is estimated for various ‘merchandise categories and restaurants,
which almost always draw from a broader market area than other types of busmesses The
‘estimates of ‘imported sales’ for these categories are

time as Lakeport develops a stronger retall base, spendmg
‘will increase. B

Estimates of sales per square foot of store space derived
from the Urban Land Institute’s Dollars and Cents of

- Shopping Centers are used to convert potential retail sales to estlmates of supportable space. e
(measured by square feet)) In F1gure 12, -for example ‘sales for apparel from trade area shoppers -

Report 20f3 - —City of Lakeport Retail Market Analysns and Busmess Development Program Research
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had the potential to reach neariy $22 million in 2001, supportmg nearly 112, 000 square feet of
commercial space for this type of merchandise. '

Figure 12 shows that in 2001 there was potential for retail sales of apprommately $15 8 3 Imlhon
based on the estimated expenditures of Lakeport trade area shoppers This sales demand W111 in
turn support- approximately 659,328 square feet of retail space. A large portion. . of these-
expenditures.by shoppers are occurring outside the Lakeport trade area. In some retai ' : .
-such as basic shopper’s goods (apparel, household furnishings, etc.) the local retail offermgs are.

- quite limited. For more shoppmg cho1ces local shoppers must leave fown. : '

Figure 13 dasplays pI‘D_]CCtEd retail expend1ture potennal and supportable squa;re footage for the
' Lakeport trade area by the year 2006. Based on projected population growth for the ; years 2001-
-2006 and an adjustment for the influx of retail spending by shoppers from outside the trade_area ‘
in selected retail categories, total supportable retail space demands in the trade area wil _
by 124,123 square feet by the year 2006. This brings the total potennal supportable retaﬂ space to
nearly 778,000 square feet. L

F1gu:re 12 and Flgure 13 distribute potent1al sales and supportab}e retail space (square feut or SF)
~among several broad retail categories for the Lakeport market area for the years 2001 and 2006 .
. Figure 14 prov1des a surnmary of the increase in sales over this ﬁve—year penod as WGH as the

projected increase in square footage space demand - |

~How much of the existing and new retail demand that Lakeport can reahstmally captu:re is
dependent on mumerous factors including having an aftractive phys1ca1 environinent, the
availability of quality commercial space, aggressive marketmg and other factors 1dent1fled m

Chabin’s ﬂrst report on the business ohmate : : : ‘ :

- | Report 2 of 3 ~ City of Lakeport Retail Market Analy31s and Busmess Devalopment Program Research . . .
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; Nuj

Type of Merchandise 2001 2008 Increase
. | | _ Trade Area Trade Area 2004.2806 '
| Shopper's Goods IR
© Potential Sales $67,480,040 $83,372,117 §15, 892'077'
Supportable Square Feet (SF) . 358536 442,729 84 191
| Convenience Goods ' : . ' : -
Patential Sales _ $686,857,450 _ $75,901,307
Supportable Square Feet (SF) 188,780 214317 |
Food & Beverage o
Potential Sales _ $24,154,704 $27 422,129
Supportable Square Feet (SF) 106,408 120,802
| Total B Vo
Potential Sales - | . $158492194 |  $186,695,554 $28,203,350 |-
Supportable Square Feet (SF) - . 653,725 - 777,848 ',i"12.4;123
i
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C. 'Business Mix

A successful business district in wrtually any size commumity w111 have a balance and mix of uses
that includes retail shopping, professmnal ﬁnanolai and govennnent scmces ontertammont

' housmg and retail shoppmg

Retai[

Theé retail category includes grocery, pharmacouhcals apparei dry goods hardware cards and N
- gifts, home fumlshmgs and-any other category that provides goods with or Wlﬂl()ut services.
- Successful commercial districts offer a mix of largely convenience and specialty goods. The most
' _ likely retailer for Lakeport’s commercial centers will be a 1ocally or regionally-owned, sole

propnetorsmp, ﬁanchlses or small local businesses. : '

‘2 Professional and Fmanc:al SerVIces

. This category includes banks savmgs & loans, physmans msurance agencms ﬁnanmal adwsors
- attorneys, certified public accountants, home *designers, ‘and any other office situation that

provides professional services. Often within a business district, the employees of these firms play

. acritical role i in supportmg retail, restaurants and other goods and services. This catogory tends to
- .pay h1gher ronts and have fewer tumovers than the retaﬂ and entertammont categones o

| ',3 Entertamment

ThlS category 15 closely related to retaﬂ excopt that buSmesses function as attractors for custormners
- seeking entertainment venues. Entertalmnent establishments include restaurants, video stores,
" movie theatres, live performance spaces, galleries, bars and 'taverns, coffee shops and any other
g —busmess that attracts customers for social or entortamment purposes o :

,4 Government Serv1ces

Downtown has been the tradmonal Iocatlon for govomment services such as the post ofﬁce c1ty
hall and the library. In Lakeport, government offices, such as the County Courthouse -and City
 Hall directly contribute to the personality of the community through their scale, character and

~ design. They also serve as meeting places for loeal residents to gather and exchange information.

In addition, their workers contribute to retail spending activity in the downtown shoppin g district.

Repoﬁ.? of 3 ~ City of Lakeport Retail Market Analysm and Busmess Development Pro gram Research .
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D. 'Op-po.rtun'iti.es

By virtue of its location and the size of its trade area, the Lakeport retail districts will not be able ‘

to compete with regional malls and big box centers in offering a large variety of retail goods, long
and predictable shopping hours, and the image of low-cost retail items. However, the Jocal
customer will respond favorably when he or she feels that they are receiving good value for
- money spent, have a convenicnt, friendly and safe place to spend time, and consider the
commercial area an interesting and attractive place to be. These are unportant Values and rcahstlc
goals for'the Lakeport dcwntom retail district. o :

Lakeport has the capab111ty to serve Iocal res1dents area workers and v1s1tors w1th a wxdc ra:ngc of

goods and scrv1ces The kcy to success w111 bc attractmg busmesscs that:
. prowde excellent servxce _
e offer unique, quality merchandise at fair prices;

¢ targethigh dollar volumes per squarc foot (e.g. smaller spaces m—dcpth mcrchandlse and
high turnover mvcn‘cory), '

. focus on the Imddlc market’ w1th moderately pnced goods; and
* offer goods that complement those prov1dcd by Lakcport’s cx1st111g busmcss commumty

The results of both the
statistical market analyszs
-and the business owner
survey indicate Lakeport
has good opportunity to
grow its retail base and
Cfill the voids and take
advantage of certain niche
opportunities in the local
market.- Identifying the -

BN _most appropriate business mix for Lakeport as earlier noted, is a function of demographics and

. lifestyle charactcnsucs spendmg potcntlal survey research, the c}ustmg business basc and rctaﬂ
 trehds. : :

Lakeport’s best business opportunities are for speciaity retail, restaurant gnd cntcrtainment typc

- husinesses. ‘Figure 13 lists the businesses and merchandise opportunities identified as: appropriate
for Lakeport. Combinations of these goods and services as well as many others that have unique
appeal to area markets should be cons1dered for business develcpmcnt efforts.

-“Report 3 — City of Lakcport Business Retention and Attraction Plan will provide mformatlon on
- the location requirements for a typical company in these industries and business attraction and
: dcvelopmcnt programs will be ch1gned for thcsc industries.

Report 2 of 3 — City of Lakeport Retail Market Analysxs and Business Devclopment Prcgram Research
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Specialty Merchandise

Women's apparel
Infant and chiidren'’s boutique
Gifts

- Made in Lake County Artisan/Craft _G'al.lery
Antiques : ' '
' S_hoes'and Accessories o
" Sporting goods with men’s apparel - -

Candy/lce Cream
Candles, Bath & Body Shop

| Services

Mesting facilities
Car wash -

Restaurants [ Food

Waterfront restaurant with outdoor seating

Bakery, Coffes hous

Deli .

Steak 'hcu.se

| Entertainment

Live entertainment

. Wine bar

Coffee house .

~Micro brewery

Activity center or arcade for youth -

Report 2 of 3 - City of I.aképort Retail Market Analysis and Businass Development Pfué_rar’n Resesrch
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‘E. Features of Successful Retail Businesses - 1

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

~ Lakeport. - The focus should be on superior retail standards when quahﬁ/mg and recrumng a - . {--i“-i—‘?
prospective downtown business. - | _ N

' Figure 16 — Standards of Prospective Downtown Businesses

Strong Business Vaiues ' MerchandisingElenﬁents Superior Customer Service
. Pianmng ' " - e Uptodate pomt—of-sale ' s . Developing human
. :Commltment . practices _ - relationships
e  Passion o *  Appropriate tumover of -« Determining customer
goods ' S _ needs

»  Tenacity

o Urderstan ding ‘_- Inte_reéting visua!'displays : uSerwch customer needs i
' ' ~ »  Emphasis on value over ¢ After-sale contact

| *  Responsivenessto .
- price

changing market

A

-]
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-IV.'B'usirnes_s Developmen-t Program Research

The following case studies were presented for discussion to area business owners and residents at
a public meeting held February 20, 2003." These particular case studies were chosen because ‘
consultants felt that elements of each program would be appropnate far Lakeport based on its
market advantages, d:sadvantages and opportumtles s

The busmess development programs for Lakeport (Report 3) wﬂl he deszgned take advantage of
“Lakeport’s market opportunities, mitigate any d1sadvantages and will take into cons1derat10n the
-human and financial resources necessary for 1mplementat10n : :

' T.he €ase stud1es are grouped 1nto three areas: _
. Local Busmess Development (1-eten‘r;10n1 expansion, and entrepreneunal support)
- ' Business Aﬁ:raction

: Bus1nessfFrlendly C1'.fy'Se.'rvic.es _

A

! Appendix A: February 20, 2003 public _mee_ting agenda and Pewelpo_infm presentatior.

Report 2 of 3 — City of Lakeport Retail 'Market Analysis and Buginess Development Program Research
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A. Local Business Deve!opment Programs

1. Busmess Facxhratlon — Slrolll lnsttrute

Baker County, Oregon (populanon 16 741) established the Baker. Enterpnse Growth Im‘uatrve
(BEGIN) based on the Sirofli Institute’s business facilitation concept. Through the Sirolli

+ Institute, a local facilitator received training to assist local entrepreneurs to transform their ideas”

“into a plan and then into a successful business; belp improve the management of their existing

" business; anrd help them expand their operations. Essentially, the objective of the program is to'

conmect entrepreneurs w1th the resources and skills they may need to create a successﬁll busmess

The program free to chents is desrgned 48 a Tnanagement coachmg procrrarn Business

facilitation consists of helping the entrepreneur build a team through a network of professionals

that can offer specific assistance to clients — accounting, production, finance, product design, ete.

- The type of assistance available from BEGIN mcludes:

+ - Business Concept/Dream Assistance — for those people who have an 1dea and wanr
assistance in determmlng its feas1b111ty :

. Fmancral Management Assistance — 1ncludes helpmg a start~up or an’ ex1stmg busmess fmd
- someone to do their accountmg or tax preparatio.

+  Assistance with General Operatmns — includes productron marketing, ete,

. Exrt Plarmmg for those who need help going out of business whlch moludes steps to
. make the busrness attractive to a potential buyer ' :

_During its first year, BEGIN met or exceeded each of 11:s benchmarks 83 busmesses (employing '
147) were helped; six entrepreneurs are continuing to work on their projects; 61 clients were

- helped with their business plans and another 14 have completed their business plans The
program’s cost-per- Job-crea’ced is averagmg Just $2 400. :

2. Economzc Gardenmg

7 Economrc ga_rdemng 18 a strategy employed by _e_number of communities across the nation to 1

create a more competitive environment; (2) support their entrepreneurs who will create jobs; and :

(3) serve businesses that are already in place and may be looking for expansion opportunities.
- This enrrepreneunal support program can be implemented by cities, counrres economic
. -development corporatrons states, universities, etc. '

Economic gardening offers, at low or no cost, research capabﬂities! Utilizing local libraries,
regional colleges, commercial databases, etc. program managers can offer clients (local business):

~« information on its competitors, industry trends, products, and technical developments
»  market and competitor analysis | |
. marketing and proepect h'sts'
. feasibility srud1es business problem research

e . customer and market demographrc data mapped and plorted &om a GIS system

Report i of 3- Clty of Lakeport Retail Marlet Ana]ysns and Business Deve]opment Program Research -
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3. Partners Network
Established in 1999 by the City of Porterville, CA (population 41 OOO) the Portemlle Partners’

Network is a group of professionals from education, government, economic development, and

. workforce preparation who work together and focus on meeting the needs of local businesses.
* Partners meet monthly to network and understand each organization’s function in economic
development, d1scuss trammg programs Workshops _]Ob openmgs and the needs of the ’ousmess
community. : ‘ o - : :

The Partners’ Network assmts busmesses by

. Matohmg busmesses looking for employees with mdmduals ourrently seekmg ass1stance
- .from the workforce preparation agenc:les s : S

. Holdmg a job fair for busmesses undergomg a large reomltrnent

T e Loeatmg or developmg a customized training program (example Portemlle College
“established a Customer Service Aeademy to tram Workers n basw customer service,
telephone and sales slmlls) ' :

4. Asset Based Downtown Busmess DeveioPment

S Walla Walla is a rural eastern Washmgton commmunity with a’ population of 29 000 The
community’s decade—long commitment to preserving their historic 12-block downtown area has
© paid off in spades. Among the unique attributes of their downtown program is. its-Asset-Based

approach to business development. The focus is first and foremost on servmg ex1stmg businesses. -

" .as the most entleal commumty asset.

.'A staff of two is devoted to theé success of the mchwdual busmesses W“tﬂ'lll’l the drstnot and

. organizing district-wide events to generate positive econormc results. They refer to thelr role ag

entrepreneunal facilitators.” The]r activities include: _
- L Conduotmg ongoing market research pubho relations and marketmg mcluchng

- » Shopper/visitor surveys and busmess owner stn'veys to detenmne economic health or
‘ -increased sales : :
.« Retail sales trends g
* ¢ Auto and pedestrian traffic counts -
- - Dollars invested in District (public and prwate)
»  Market niche opportunities to be filled . :
*  Quality space available and comparison of rent rates n downtown vs. other locatrons
«  Major mfrastructivre or other development projects recently completed or underway
*  Number and types of businesses opered in the last year :

2. Prowdmg active, one-on-one strategy development to help busmesses 1dent1fy ways to

increase sales. For example, when Starbucks moved to town, the three existing coffee shops
were helped to refoous and dwer51fy their busmesses to fill umque market needs

3. _ Conneotmg busmess resources to mdmdual busmess needs
'Helpmg to develop mentorslnp relatronslnps among busmess owners . :

- 5, Publicizing the results of everything they do.

Tharen 171
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Since 1992, the Dowritown Foundation has heiped generate a net increase of 73 new businesses
and 418 jobs, of which only four were recruited from out of town. The majority were spawned
Iooally :

5. _,_Community Promotions

Atlantic, lowa is an example of the little town that could, did and continues to succeed with their
- commercial business attraction activities. With a market area population of only 10,000 in an
- agricultural-based economy, Atlantic had actually lost population in the last decade. To help

reframe the future as a positive one, the city, chamber and community leaders organized a
Commumity Promotion Committee staffed through.the chamber of commerce. The committee.
conducted a successful fundraising and grant writing campalgn and orgamzed to tackle business.
development efforts o

Their first step was to conduct a retail market. study and 1dent1fy busmess niches to fill, helpmg

stem the tide of significant retail leakage. Following that, community visioning sessions helped

identify an tmage and promotional theme for the community as the Coca-Cola Capital of the

Midwest. This tag line builds upon the bottling plant, numerous historic murals and Coca-Cola
- museum under development in the eornmumty '

Specrﬁc actlons u:ndertaken mcluded: -

' Orgamzrng and training target busmess subcomnuttees that were focused on recnutmg
- furniture, shoes, apparel, books and records, and sportmg goods

.. Developmg a recrmtment brochure lnghhghtmg the results of the market study,

« - Implemeniing direct mail campmgns that included aggressive tollow-up; they purchased a
.mailing list of companies within a 100-mile radlus that had more than three emponees and
were in business more than five years; :

.« Estabhshed a cash mcentwe fund that offered $5 000 for all new and expandmg retall
businesses; :

. Implemented creatwe advertrsmg campalgns to encourage local shoppmg

The1r results in year one ‘included the attraction of five new busmesses and key property' '
redevelopment projects. The busmess recrultment team contmues to be active. o
L .

6. Mam Street

“Tn the nnd 1990s, Fort Plerce Florida, a connnumty of 70, 000 on the east coast of Florida, was
~deeply concerned about the negative perceptions and economic decline of its downtown district _
ten years ago when it undertook an aggressive revitalization campaign. The downtown was
plagued by a 30 to 40 percent vacancy rate, dependency on office users and reports of high crime -
and vandalism, This commercial district was just two short blocks from the waterfront ‘where
 significant marina faclhtles and restaurants were located. :

200 million dollars of pubhc investment in the downtown from the c1ty 8 redevelopment agency '

confributed to dramatic physical improvements including a rew pubhc library and crty hall e

.streetscape beautlﬁcatron and transportanon 1mprovements
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~ Following this public investment, local investors and risk takers. picked _op the ball forming
_ property mvestment groups, deyveloping individual property and business improvement plans and
~ supporting the downtown retail and resxdential market stud1es that demonstrated s1g111ﬁcant

. untapped market demand.

The Fort Pierce, Flondan Mam Street Program spearheaded business attraction actlvmes that
included:

. Volunffeer recruitment ti:aim'ng 8
e Markenng and public relatlons packet development
. Properl:y mventory o '
. Direct mall campalgns
. 'Realtor and broker events sueh as dmners and tours

. Image and identity oampa1gns that emphasme the arts and entertamment and feature the :
 local Suarise Theatre Event Center and numerous restaurants as the focal pomts

, Smce 1996, the downtown has attracted over 70 new retail busmesses and has an occupancy Tate
- of 99 percent. Key to the success of downtown Fort Pierce has been the public-private
partnership, the commumty 5 p051t1ve attrrude salesmanshIp and a clear vision of ‘where they

. wantto be
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'B. Buslness Frlendly Clty Servrces / Wk

1. Busmess Servrce and Recognmon Program

" Established and | 1mp1emented by the City of Porterville, a four-part business retention and
‘expansion program supports local industry. The program has resulted in three major beneﬁts ()
_ businesses’ confidence in the city’s sincerity is raised; (2) comnumnications between 'the city and -
 business has improved; (3) busmess is more open about issues that are affectmg the1r success.

© . The program congists of -

. '_ Business Calls — City staff has corurmitted to meet with at Jeast two busmesses per month
By coordinating with the Partners’ Network the city is able to utlhze the expertlse and
resource of each agency to create a suceessﬁll call and follow-up program.

»  Business Hot Line — As a commitment to local busmess a Business Hot Lme was
established to assist existing and prospective new businesses that require mmediate -
_ ass1stance need information, or would like to arrange for an appomtment ’

. Promotmn and Marketmg A Porterville tourism brochure and “Doing Busmess in
 Porterville” guide were produced to attract visitors and businesses. This and other -
. informational materials is distributed by city staff, chamber of commerce, and the Network
- Partners. Press conferences, news releases, and public service announcements are used on
an ongoing basis to promote programs and services available to local busmesses

+ Business Recognition - An annual “Excellence in Business” awards banquet provides an
"~ opportunity for the city to recognize those businesses that have made an exceptional
" contribution to the community. This is also used as a business attraction tool to 111ustrate
the quality of existing businesses and the o1ty 8 comnntment to the business commumty

An offshoot of the business recognition program is a Plant Managers’ Group which acts as a
forum for managers to advise the city on issues affecting manutacturing and distribution. The city
has joined the California Manufacturers and Technology Association to keep abreast of pending
legislation that could affect their local businesses and shares pertment information with the Plant "
Managers Group The CIty meets quarterly with the group.
B2l ECOHO]TIIC Development Strateglc Informatlon Center

_'Implemented in Pierce County, Washington (586 203 populatlon) in 1999. The Tacoma—Plerce
County Economic Development Board (EDB) and Pierce County teamed together to design an
Economic Development Strategic Information Center that contains all the resources and
information requested on a regular basis. This allows the EDB and the County to prepare.
“information packages for prospective businesses in 20 minutes allowmg the staff to devote time
to more complex projects and to better-serve clients.

The Strategic Information Center also prowdes business, demograpmc and geographrc
information to GltlZGllS exrstmg busmesses and pohcy makers so that all can make informed =
: decrszons : -
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3. Busmess D:str[ct Rew’cailzatlon Program

The City of Tacoma, Washington has a highly successful Busmess District  Revitalization
Program that focuses on the 12 neighborhood commercial centers within the city. The website
(bttp://www.citacoma.wa.gov.econdev/ offers a creative and well:organized presentation of
information and contacts to answer vzrtually any questmn a business or property owner mlght
- have. =

Inciuded in this program is one-on-one business coachmg with one busmess coach on staff for
“each. district, numerous financial assistance- programs, a property-business matching database
+ that has wup-to-date information and. photos of all available commermal propermes (see
' Tacomaspace and Dzsmcrspace links on the Web sﬂ:e) : .

4. Commumcatmg Design Guzdelmes

_ Once 2 mining towr, Tellunde (population 2,000) has become a World—elass resort area. Located
in southwestem Colorado (county poputation 6,900), the whole town i is just one mile long.

Tellunde is a National Historic Landmark District and features Victorian-era archltecture The .
- town’s Web site has extensive mformatlon on the design guidelines put in place for bulldlng in
Telluride, mcludmg

s De51gn review apphcatmns
+ Standards for rehab1htat10n of mstone buﬂdmgs

«  Standards for historic- residential, commercml Mam Street commerc1a1 warehousmg, and -
- lodging

' The county web site has, avaﬂable for download the follomng GIS maps county rehef map, area.
. map, trails master plan, county road map, future land use maps, and a county street mdex '

5. _Lighting Teams 'an_d On-line Permitt‘ing

To encourage economic development and establish itself as an attractive, business-friendly '

community Lake County, Florida (population 152,104) established a process to expedite

- development of industrial sites within the county. Lighting Teams are available at the request of
" dkvelopers to review proposed 1ndustr1al site plans, make ‘comment, and approve the plans if
.. appropriate. : :

“The Lake County, Florida on-line pennitting Web site provides an easy to access and understand
method of filing the necessary paperwork to apply for industrial, manufacturing, distribution
. permits. The site includes a detailed flowchart of the process, all application forms to download
- or print (with mstructlons) plan review and pemut checklists, fees schedules, licensing, links to -
relevant state ageneles etc. (Www lakecountyfl. com/dreams/mcentlves fastrack_htrrﬂ)

.6. Virtual Business Incubator Project

Waushara County, W1sconsm (populatlon 21,824) isan area with' good recreatmnal amemnes bute -
it suffers from persistent poverty, high seasonal unemployment, and 10w—pay1ng Jjobs (60 percent -

of all jobs pay under $8. 10/hour). To augment the county’s business assistance services and to

Report 2 of 3 - City of Lakeport Retail Market Anaiysw and Business Development Program Research . B
-| Prepared by Chabin Concepts Team : S A " Pageds



- ensure local entrepreneurs in rural locations receive the information and technical assistance they
require and deserve, the local -Community Development Corporation established an internet- -
based service that supplements the organizations’ one-on-one support. _ : _ o

The Community Action Agency’s Virtual Business Incubator project is a one-stop resource for- e
‘comprehensive business start-up and expansion information that is available free 24 hours a day.
The site provides information and guidance on: county resources, marketing, accountmg, b'cmkmg
and ﬁnance business tools, insurance, and legal issues. '

- Another service of the Virtual Business Tneubator Project is the Entrepreneur s'Exchang‘e This is

-a Web-based chat function that facilitates information exchange among enirepreneurs, small
* business owners and professmnals Chats are orgamzed around spec1ﬁc toplcs and are held ona g

biweekly basis. : '
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C. Business Attra'ctlon :

This section summanzes how select communmes market the locatlcn 1terns most 1mp0rta11t to
busmess the development packages and incentives they are able to offer. : '

Grays Harbor \X/ashmgton

Grays Harbor County (population 67 194) is located on the coast, 110 mﬂes southwest of Seattle
.and 140 miles northwest of Portland, Oregon. The major industries in Grays I—Iar"bor are forestry,
,ﬁshmg, farming, lumber and Wood products, food processmg, and sh1p buﬂdmg .

1 Workforce:

Unemployment averages 9 percent -
Unemployed/Underemployed skllls study was completed in 2000

Within a 30-mile radius of two major busmess parks there lS a populatton of 250 000
and a regional warkforce of over 68,000 . . .

|- Tralning
Programs:

On-the-job or customized training companres from Grays Harbor College, Communlty
Educafion and Lifelong Learning Center (CELL) and WorkSource Grays Harbor

| Real Estate:

_ Port of Grays Harbor Commerce Park - 15~acre llght industrial park
-Port of Grays Harbor Terminal 3 — 150-acre park with a 200" x 600’ concrete deck

Satsop Development Park - 440—ecre mixed use busmess park with state of- the—art

- telecomimunications infrastrucmre : o
" East County Industnal Park — 250~ecre park mtnutee from Interstate-S

Port Blakely lndustrlal Site — 21 8-acre park.

* Industrial land prrces range from $30 000 {rural) to $1 00,000 per acre (urben) S

Construetlon costs are typically $25to §35 per square foot plus site prep costs.

‘Lease rates range from $0.20 to $0.40 per square foot {existing) and $0 35 to $0. 45
per square foot for a new build-to-suit.

Incentives:

industrial Revenue Bonds

“County Sales & Use Tax Exemptlon on bmldlngs equrpment and machmery used in

‘manufacturing. Qualified manufacturers can have sales tax exempted on the entirs
amount lnvested in construction and mstallet[on : : ‘

" Manufacturfng and technology companies can claim a $2, OOO per new employee
- credit against the state’s Business and Occupation tax (or $4,000 per employee '
‘when employee's wages and benefits exceed $40,000/year), :

Manufacturers and technology companles can claim up o §5, OOO of Busmess and

Qccupation tax for job training to employees.

Fast track permitting — permits and licenses can usually be approved in 60 to 80 daye
from the time applications are submitted.
The Fagility Fund (through Washington State Department of Commumty Trade and

Economic Development) provides assistance for child care. Up to $100,000 jow
interest loan, a $25,000 grant, and operational costs for the first three months toa

- company that starts or expands a licensed child care facility. -

| Relocation
Services:

The EDC acts as an ombudsman for the company to move the project along the .
permiiting process. Business start-up, fi inancing and other busmees p!annmg
assistance s available at no cost. ' .
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2. Tupelo, Mississippi - S | o
Tupelo the counfy seat of Lee County (populati'on ’75 755), is located in northeast Mississippi. It £

is probably best-known as the birth place of Elvis. This designation is a major faotor in its $46
- million tourism industry which draws over 100, 000 viSHors a year.

Sixteen million dollars was invested in the Tupolo Cohseum, a 10, 000 seat multi-use complex -
located downtown to support and expand the existing tourism and entertainrment industry. This
~development has drawn over 400 000 to Tupelo who' contnbuted 520 mﬂhon to the local
- economy. :

Along with toumsm Tupelo s main 1ndustr1es mcluds health care and firrniture manufacturmg . R
which employs 4,400 countywide. Tupelo is home to over 40 Fortune 500 companies and RN
- averages 1,000 new manufacturing jobs each year. _ ) _ : ) S

Workforce: - | ¢ = County's civilian labor force is 41,560 _
' | . ‘Unemployment rate is approximately 5.5 percent
*  The majority of jobs are in non-manufacturing (38,670)

o Tralning e . Three Rivers Planned Development District services the 27-county area

| Programs: * Three community colleges and the Mississippi Employment Security Comm:ssnon
: "~ serve as the four one-stop operators supplementing 22 affiliate sites.

= _ Fourteen schools and agencies were awarded funds to operatxon school and out—of- '
school youth programs

Financing' Three Rivers Planned Development District provides the foHoWing fi nancing prograi'ns-

Programs: * Revolving Loan Fund - fixed assets, inventory, and working capital loans up fo
' : - $200,000; requires one JOb per $25, 000 of project financing :

. 'Mlnonty Business Loan Fund fi xed assets inventory, worklng cap|tal foans up to
-$250,000 - : :

*  Small Business Assistance Loan Fund —fi xed assets mventory, and worklng caplta!.'
- loans up to $100, ODO ' :

.* Intermediary Relendlng Program - fi xed assets, lnventory, _and work:ng capltal loans
. ‘up to $250, 000 : -

£
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3. 'Belfast,.Main'e

The coastal town of Belfast, Maine (population 91,672) is located just 34 miles south of Bangor
and is a day-trip from Boston. Largest area employers are: MBNA Marketing - Systems
(information processing center), Eastern Fine Paper, Lemforder Corporation, and Penobscot
.Frozen Food_s'. Marketing activities‘concentrate on financial services call centers, and tourism.

The business community is actively mvolved in, ma;rketmg the area. The Waldo County
: Marketmg Association is a group of businesses that brmg travel writers to the area to wnte about
:-Waldo County’s attractions. Note the effective wording on the county s home page:

. The Businesses of Waido County are proud to presem‘ the places cma.’ products z‘fzat _
: reﬂecr the historic tradition of our county's c:mﬁsmen purveyors and innkeepers when .
service was not a department and pride derives from the selling of fine products.

Workforce: * 53,000 In locat workforce and 114,0(}(} workers within 30 miles '
Training | * - University of Maine S
| Programs: *  Six colleges in area with total enrollment of over 4,300

Real Estate: | » Class A ofﬁce space leases for $‘10 to $12/sq.ft.nnn
|« Light mdustnal and warehouse leases for $4to $6/Sq ft.nnn

.Finahcing . Revolvmg Loan Fund - fixed assets, inventory, and working caplta] loans
Programs: * Intermediary Relending Program - fixed assets, inventery, and working. capitat loans

.Incentives: | & Tax Increment Financing (TIF) ~ partial prope_rty_tax reimbursement for investments
' in real and personal property o s B
* State incentives specifically for cail centers :nc[ude
= Property tax relmbursements for |nvestments in real and persona[ property
. = Income tax credits linked to capltal investment and job creatmn ' :
+ Grants tled to jobs that pay above the per capita personal income ievel

« No taxes on interstate phone calls
 No-cost, customized recruiting and training assrstance

Features . | » Lower operating cost environment in the Northeast - _
o i Marketed: ' s A fmanmai institution’s corporate tax liability far operating a back off ice facrl:ty in
o ol i Maine is 50 to 70 percent lower than any other northeast state

¢ An advanced telecommunications infrastructure including (1) statewide ATM
{Asynchronous Transfer Mode) tiber optic based network, (2) 100 percent drgltaily-

switched netwark, (3) redundancy through statewide SONET ring deployment

Thvem AN
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| V. _Recommenda'tions

Based on the priorities expressed by focus group attendees and corroborated by our assessment of .
the market, real estate, and available human and financial resources, we recommend the following .
strategies for the City of Lakeport’s business development program: . -

. Acta:ve ‘marketing campa1gn o ﬁll downtown retail and other commermal vacanc:les
. Commumcahons program that mcludes city, busmesses and residents
Programs and activities to increase trade within the current market area

o Report 3 = The City of Lakeport Business Retenrzon and Recruitment Action Plan — will oontarn

detailed action plans for these strategies including roles and responsibilities for the implementing

- and supporting organizations, materials and tools reqmred to support the programs and an
“estimated budget for 1mplementat1 o1l :

i
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| Pd_ricingManagementMade Easy: A guide to 2

(
taming the downtown parking beast =
Transportation ah_d Growth Ménagemeht_(TGM} Program, ° - . . (o
L - a joint program of the Oregon Department of Transportation (ODOT) ~* =~ . -y
' iand the_'Oregon_D_epartrhent of Land Conservat'ion 'and Development.(DLCD) R (
_ This | prmject was an outgrowth of dlscuss;ons wrth local- commumtles while . . (
: conductmg workshops to introduce the award-winning “Main Street, .. ~when
* a.highway rins through:it; A Handbook for Oregon Communities.” TGM
“outreach projects such as these are funded, in part, by federal Transportatiori . oo
~Equity Act for the 21st Century (FEA-21), local government partnerships, and L
the State of Oregon The contents of this document do not necessarlly . _ E
' reﬂect views or pohcnes of the State of Oregon R
R TGM Program Staff | E
Pamela Kambur TGM Outreach Coordmator:_ A N (
: " ¢/o DLCD Urban Division - - '
635 Capitol St. NE, Suite 150 e
Salem, OR 97301 oL
_ Tel: {503) 373-0050 ext. 286_ ' C;
Email: Pamela.Kambur@state.or.us , E
Consultants_ ‘ €
Oregon Downtown DeveiopmentAssocuatlon . €

B | R T o 161 High St. SE, Suite 236
- ' ‘Salem, OR 97308

Tel: (503) 587-0574

Email: info@odda.org

- _ _ -+ Carol Landsman
- Nelson\Nygaard Consulting Associates |

* Karen Swirsky & Nils Eddy o - | * -. (?
Main street consultants = -~ (L
. B o N .. . . .“E";:"':Lj .
- June 2001 s

Parking Guide -




can analyze your downtown -

YO Uparking situation—it's not
rocket science, it’s not even trafficen-
gineering. It's mostly interviewing and
_counting. However, if you'd like to hire -
" a consultant, talk with your city engineer .
or public works department to see if they
-can recommend somecne, or with another

community that solved its downtown park-
ing issues. Some consultants will just col-

lect the data for.you; other firms will con-
duct the entire parking study. These firms
will likely be either engineering-or land =~

" useftransportation planning consultants.

- The cost of a parking study can range
from a couple of thousand dollars for data
collection to determine parking supply
and demand, to upwards of $25,000 for _
a complete study that includes parking

‘management recommendations and im-
plementation sirategies, as well as projec-

tions for future needs. If you are consider-
ing adding more parking to your existing
inventory, the study can get even more .
expensive. But remember, you can do all

or part of this study yourself—especially if
you have one or two people to he[p gather '

‘information.

Follow the steps in thlS handbook to
achieve: ‘
e An understandmg of people’s con-

_ cerns about downtown parkmg

* A mapped and listed inventory of ex-

isting on-street and off—street'parking,
both public and private,

- * Parking inventory by block and block _

~ face at specific times of day. (A block
* face is one of the sides of a block. A
‘square black has four black faces. A
triangular block has three block faces.
Every street has two block faces.)

* (Optional) An inventory of how long
cars stay in parking spaces. This piece
is more dlfflcult wnthout techmcal as-

- sistance. .

.Step One:

Find out what people (you can _
call them stakeholders) think is the
downtown parkmg problem.

This is |mportant because it will he]p you
- design the rest of the study. interview:.

. Emp[oyers and emp!oyees profes—
sional, retail and service. = - '

.= Downlowr residents and those who :

live next to the downtown.
., ,CommerCIaI realtors,

e Downtown shoppers

- » City officials and staff. .
.= Chamber or downtown busmess as-
" sociation groups. '

. - ODOT regional planner or dlstr:ct

staff, espeually if the downtown area
includes a state highway.
"Askthem : SR
¢ Istherea parklng probiem down—
© town? o
= Where is the btggest problem?
“« What times of day is parkmg most
limited?. ;
~» Ifthere is parking enforcement how
. well is jt working? You will want to
- talk to the parking enforcement pro-
gram staff to find out all about the
program. ‘ -
. * What ideas do they have for solu-
o tions? .
* lsone partrcular group contrlbutmg

DV4 D018
" BLOCK FACE

'_ more than- others to the parkmg prob-" - -

Iem?

Per_t(_ing Guide




:thure 1. StudyArea '

' Parking Guide -

* Are there conflicts between resxden-
tial and business or retail parkers?

‘e What about long-term parkers, em-

 ployees and employers do they- park

on the street all day in front of of near
downtown businesses?

Analyze the results of the mterwews Llst

the pnmary issues that emerge '

Step Two: I
Define the parking studylarea." -

The study area should include all of the -
~downtown business area plus at least one
or two blocks on alf sides of this area. If

stakehoiders noted parkzng in neughbormg

residential areas is a problem, these areas,
or at least the first block of these areas,

should be included. ,
Figure 1 shows. part of a study area for a

downtown in a smalf Oregon city. Blocks

one and two are outside the downtown

but are included in the study area to fully -

understand parking use and patterns. Note
that the blocks are numbered. This heélps

in identification and analysis and is much

easier than calling something the Spruce

‘Street, Elm Street, North Street, Main S{reet :

block.
" List the blocks | in atable where you w1]l
total the spaces in a later step.

Park.'ng Inventory by B!ock

On-Street  Off- Street Total

Black Capac:ty Capaclty Capadity’
. 1 24 .26 50

Between Florida and =~ TA 15 0- 15
Montana Avenue 2 20 29 49
3 23 34
etween Montana 4 20 0 70
iand Connecticut 3 22 37 59
. Avenues 6 2 25 27
7 29 .70 - 99
: Between Connecticut 8 32 - 58 90
tand California 9 C 26 36 62
| Avenues 10 18 52 . 70
' 11 26 2 " 28




Step _Three}

Count and map the number of
parking spaces inthe smdy areda.

This mventory includes on-street and off~

' street parking, both public and private.

- Why, you wonder, should this inventory
- include private parking? The answer is that

these private spaces can be an important

. part of the available parking in an area.”
It does not mean that Sorhe__o-rr_e is going

‘to demand they be opened up'for_publi,c'
use. However, an owner of underutilized -~

parking may be willing to lease some of
those spaces. More about that later.

How do you count parking spaces? If
curbside parking (also called block face
~parking) has been striped, it is pretty easy;
if not, measure the block face (exclude

driveways) and apply the criteria in Figure

2, or other criteria your city public works
- department may use. This only applies to

parallel parking; diagonal (angle} parking -

‘will most likely be striped. A measuring -
. wheel is useful to measure block faces.

Figure 2. How to Measufe
On-Street Parking Spaces.

Criteria for paralle! pa.rkir}g length
can differ; compact-sized spaces were

common in the seventies and early eight‘- -
ies. More people are driving farge vehicles .

again, mcreasmg the need for standard

-sized spaces.

Off-street spaces may be more d lfﬁcult

- to count. Again, if they are. strlped it will
*be éasy. If not, estimate how many parked
" cars can be accommodated Remember
. that unless the parkmg area has an at-
 tendant or everybody works in ‘the build-
"“ing next doar, parkers cannot block one
_ ‘another and must have room to pull inand =~
- out. Your estimates should be fairly ac-
curate, In these unstriped lots, some park—
ers use space more efficiently than others

50 it will vary in reality anyway. Analyze

- public and large private interior black ots

individually. However, you don't have to '

 track small Jots of less than 10-15 spaces’
separate]y, these can be grouped together e

Step Four.

. ,V_Gather mformanon about parkmg
- as you conduct the mventory

Note areas that have parkmg restrlc-

- tions such as two-hour parkmg orno-"

_ overmght parking.

e Locate disabled parkmg. and loadmg

‘areas (see page 10).

e Locate bicycle parkmg (see page '10) g

» -ldentify diagonal parking, public
 parking lots and signage for those
public-parking facilities.
* Keep an eye out for any potential
. problems and issues. Did a stake-
holder note that crossing the street to
a parking area is difficult for custom-
- ers? Look at that crossing and see if -
 ithasa striped crosswalk or traffic

" signal. Do cars park on the s:dewalk 7-

or block drlveways?

5spaces

130 ft 3

3 spaée_'s_‘_:._"'

80 ft=
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‘Step Five:

 Determine the times and days u.)hen'
you will check parking use.

.Here is an instance when talking to stake- -

. holders wiil.come in handy. If parking on
Saturday is considered a problem, you wilt
want to count use on that day. If weekday
B parkmg is considered the problem, count
on a Tuesday, Wednesday, or Thursday of a
typical week. Don't count parking durmg
" spring break or the week before Thanks-

_ giving or Christmas; obviously trip and
| parking patterns are different then. Try to
- count when school is in session UNLESS

. Figixfe 3 Occupied Parking Spaces

summertime parking is the problem.
The times of the day you choose to

“count parking use will depend on two

things: the times that people have identi-

_tied as potential problems and the amount

of energy and money available. Some
studies count parking use every hour for

~a 12-hour or greater period. Unless there

is a specific-problem, such as overnight

-parking or special events in the evenings,

or signif_icaht fluctuations during the day,
_counting three times a day will be ad-

- equate: 8 AM to TO AM, 11:30 AM to 1 30
‘SPMandBPMtOSPM '

- Step Six:

Count occzip_ied parking spdg:es.'

" This step is exactly what it sounds like.
First, make several copies of your inven-
tory map or list. {A map may be most

'useful.) Then go out at the designated

times and count occupied spaces. If you
have chosen to count three times during |

the sample day, you will end up with three -

maps, each one showing how many of the
inventoried spaces are filled during that

time period. See Figure 3.

Netations in the ﬁ.gure‘use squares for on-
street parking and ovals for off-street parking.

The numbers are spaces available foilowed b}_f
vehicles parked. There should be one of these

figures for each time period.




Step Seven:
Figure ou‘_t.what.it all means.

After this study is complete, you wiil have
- all these maps with aumbers. Now what?
FirSt, add up all the-avialable s'paces
“and all the occupied spaces for each time
_-period. Divide the number of occupied
spaces by the number of available spaces to

- calculate the average occupancy rate. Figure

4 shows the results for one time period. -

If the accupany rate is more than 90- per— .
cent, you have parking congestion and have -
likely used up all your parking capacity. The -

standard of 90 percent s used because at”

around this occupancy rate parking spaces.

become difficult to spot and drivers either
. circle around looking of get frustrated and,
give up. Most likely the occupancy rate w1][
be much less than 90 percent.
The next step is to look at parklng rate
by block or by block face for a particular.
street. It can be very useful to graph occu-
'pancy rate by time of day for each street.

- Figure 5 shows.an example of a study that
counted parking occupancy for each hour *

of the day. You will likely
discover that certain areas
‘have a higher occupancy
‘rate than others. You may
also find that on-street park-
ing is mdre utilized than off-
street pérking. .
You may discover that over- :

~all, one time of day has the
highest parking rate, but cer-
tain areas have a higher park-
ing rate at different times

‘of day. For example, the af-
terncon time may have the
highest average parking rate,
but parking near several fa-

. vorite restaurants may have
the greatest occupancy rate
during lunchtime

Bl

| Figure 4. Parking OCCuparlJC.)./ by Block

On-Street  Off-Street Total %

Totals 43.2

Block To'Ral % Full  Ful

o K 417 423 420
Between Florida and 1A ©o2040 0.0, 200
Montana Avenue 2 20.0 48.3 .. 36.7-
3 27.3 ~13.0 - 176
Between Montana 4 350 .. 520 1 474
and Connecticut - 5 36.4 459 4.4
- Avenues 6 . 500 440 - 444
- 7 138 257 . 212
- ‘Between Connecticut = & 375 50,0 45.6
and California 9 423 528 484
“Avenues - 10 333 208 314
' 1 192 1000 25.0
447 44.6

morning count to the afternoon count. This

 suggests that people going downtown, not
living in the residential area, are using

this parking. Understandmg your down-
town parking patterns will heip you deter-

: mme the best solutions

You. ma‘)'/.‘sée that parking on residential' .
: _-streets increases during the day from the

- Frgure 5. Park:ng At or Near Capac:ty by

T:me_ of ‘Day and Street Segment

* Parking Guide
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I you are concerned that long-term
parkers—namely downtown workers, ‘

.- business owners and empioyees—are
parking on-street in spaces best used by

shoppers, customers and clients, you ma'y'
want to conduct a parkmg turnover rate

* study.

“In this data collection process, you

record the license plates of all cars parked.

ou’ve done your honﬁéWork;. now you
know what actually is going on with

:' _‘ _.yOur_downtown p'arking_. Most .Iik_e‘ly,'you_ :

have discovered that while parking is not

* . at capacity overall, you have some areas,
“or times, where demand is greater than -

others. You may have discovéred that park-

“ing occupancy is at, or above, 90 percent
" at the peak time of the day.

Even if all your parkmg, both on-street

“and off-street is. bemg‘used you have
. some options that are less expensive
_“than- bunldlng either new off-street parking -
' _":lots that cost about $2, 000-%$3,000 a

| space or a parkmg structure that costs

$12, 000.__$15 000 a space, not mcludmg
[and costs and lost opportunities to de-

“velop that parcel of Iand for somethmg
.else. You can:
. Negotzate opportumt|es for use of un-

derutilized private lots (for example

“is there a [ocal church lot that could "

be used by downtown employees”

-]dur;ng typical weekday office hours?). - - '

. on street or in public off-street pérking

every hour during the day. You then com-
pare the license plate numbers to see how

{ong a vehlcle remains parked in a particu-
lar space. You can also use this informa- -
tion to see if parkers move their cars from

- ane on-street space to another to avmd )

getting a ticket.

~* Develop satellite parking lots with
- shuttle service for downtown warkers.
* Woik with employers and the city
" toprovide incentives for carpooling,
- biking, walking and riding transit {f
' you have transft to your downtown).
* Develop diagonal '(angle} parking on-
ane side of the street if the pavement
s at least 52 feet wide and not very
busy, or on both sides of a 60-foot
" street; again, if it's not very busy or
not a state highway. If it is a state high-
way, talk to ODOT about any planned
" changes. Diagonal parking will pro-

- vide more spaces than standard par- o \
- allel parking—potentially more than' - '
-double. On the negative side, it takes
road width that might be'used for .-
‘other purposes and can create safety
- problems, as cars have to back out
~into traffic. f you think adding diago- -

- nal parking is a viable option, check _
- with the city engineer or a consulting - 3

_engineer to move this idea fomérd. o




. Convert ex1st:ng untended parkmg
lots into attended or valet parking lots
for short-term parkers. This witl auto-
matically increase the capacity of the

parking lot because more cars can be .

packed in less space.
Maost downtowns will have available
pa_rkmg but it may not be where it is-
- -needed such as close to stores or other
 businesses. There are specific strategies
. that make better use of the existing park—
zng supp[y o
AL Convement short-term parkmg
: Ensure that on-street downtown park-
flng is available for short-term parkers.
Short-term parkers-customer's clients,
visitors-are more sensitive to wa]kmg
" distance than are Iong—term parkers~
" employees and business owners. Im- -
~ plement two- or three hour parkmg
| Zomes. . :

2. Options for long—term parkmg Com- -

. - plement short-term parking restric-
tions with lots or areas for long-term
- parkers on the outskirts of the down-

- town area. Protect Iong term parklng -

from use by short-term parkers. You
must enforce these restrictions with

" both frequent patrols and tickets that
‘cost enough to make someone not
‘want to get one.

N Sorqe, but probabiy not all, of cost of

the’ parking enforcement program can

~ be recovered from ticket fees. Some

"+ _communities look to downtown busi--

nesses to cover the remaining costs.
‘This strategy makes convenient on-
street parking available for shappers,
customers and clients and will in-
stantly increase downtown parking
capacity. This progtam should be
_ complemented by employee incen-
tives to carpool, bike, walk or use -~
transit if available. R

o

. well as loading zones. Disabled park-

4,

. Special parking. If you limit parkmg
“time in the downtown, make sure to )

Some dowotown :parking rp'rograms

require that employers register the -
names and license plate numbers

of all those who work at their busi-
ness. These vehicles are not allowed
to park in the core downtown area
during business hours.

supply 15 and 30 minute spaces as
ing and bicycle parking (discussed

below) are also part of the mix.
Good signage. Make sure you have

~good signage pointing to public park-

" ing areas. Check pedestrian crossings

~tutional buildings (such as churches
" and fraternal lodges) that may have

_ vide additional public parking. These

spaces are best used for. long-term
parking (busmess owners, employees

- etc.). Private businesses may be con- -

near public off-street parking to -

.+ ensure that people can cross streets
- easily and safely aﬁer they park their
vehicles. :

. Better use of ex:stmg off-street _
. spaces. Make better use of off-street -

spaces. This includes public and insti-

excess parking as well as private
businesses that may be willing to
lease extra parking to the city to pro-

cerned about liability; check with

your City Attorney to see if these -

spaces are, or can be, covered by the

-city’s liability insurance.
. Anticipate customer needs, Make sure

you meet-special needs. One commu-

nity on the coast provided no parking

for RVs, so these vehicles used regular
parking spaces. If your downtown at-
tracts RVs or tour buses, or would fike

to, make sure you provide : approprr~

ately sized parkmg for them

' .'Parking Guide
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- vices. For additional informa

- <ada.assistance@fta.dor.gov>.

private and public parking fa-
cilities provide a set number

_ of handicapped spaces that
 are both marked and de- .
- signed to allow people with-

hile the Americans with Disabilities
Act (ADA) does not require striped

. on-street disabled parking, it does require
- a pasking program to meet the needs

of ADA-eligible parkers. Different cities
meet this requirement in different ways. -

~ Some proyide a designated disabled park-
" ing space on the corner
~of every block or next to

shopping and other daily ser-

tion about parking and ADA
you can call the Federal Tran-
sit Administration Office of 2
Civil Rights at 888-446-5411 |
or email them at '

ADA requires that off-street

disabilities to access them, as”

_detailed in Figure 6.

Th same consideration should be
egiven to bicyclists as to motor-

ists, who expect convenient and secure

-parking at all destinations. Downtown
‘areas should generally have a bicycle rack
within view of every building entrance. -

Racks are often shared by adjacent busi-
nesses. Popular destinations such as a li-

| “brary or park may have multiple racks.

Many cities specify the number, type
and location of bicycle parking. Refer to

“your city’s code or see the Oregon Bicycle

'F:gure 6.

Minimum Number of .

' Accessible Parking Spaces
" ADA Standards for L
- Accessible Des;gn 4.1.2(5)

and Pedestrian Pl_an, Oregon Department

of Transportation for details (available
 at <http://iwww.odot.state.or.us/techserv/

bikewalk/planlmag/parkmg htms.

~You can count bicycle parking in the study

area at the same time you count au_tomo-

" bile parking or as a separate field trip

with local bicyclists. Compate the total
spaces in each block with the city require-

- ments or state recommendations to de- . -
termine how and where blcycfe parkmg
“could be improved.
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| Some downtown groups, working with

city officials, have developed formal
downtown parking districts to manage
parking use and creation. Some questions

to consider when formmg this d[stﬂct in-

clude:

» How should the c1ty deﬁne the park— .

ing district?

o What are the board’s responSIblhtles? ‘

 Who should serve on the park:ng dis-
“trict board?

E most cases, communities will find
nthey have adequate downtown

‘parking capacity if they make the best ﬁdé{

sible use of that parking. That is where
parking management programs come in;

they are an inexpensive way tc add park—

ing opportunities to the downtown.
The first step is gaining a solid under-

standing of the use of the existing parking

stock. This understanding of parking issues
will enable a community to better use its
available parking for downtown customers
clients and workers. This is aiways a key
element in comprehensive and thoughtful

“downtown revitalization.

. What is the role of the downtown -

assocratjon in regards to the parkmg
district?

Shoutd the cnty requ1re down’town
workers to register and proh:bxt them

- from parkmg downtown?
- Should the city charge for. downtown .

Iong—term parking perm[ts?

 How should this program be
3ﬁnanced?

Parking Guide
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Appendix: Sample Agenda for “Breakfast with the Council”

oBteakﬁAt w:.t/z t/ze
foun.c:.l

The Clty of Lakeport and
the Lakeport Busmess Development Team mvnte you to

C,B'ceakfa.ét w:.t/z t/ze eoun.c:.[
[DATE] - [TIME]
[LOCATIO_N]

Take advantage of th|s opportumty to d|scuss lmportant iSSUGS w1th
the counc:! czty staff, and your busmess nelghbors

. This weeks topic is: Expanding Business Opportunities
7:00 a.m. Registration and Networking o e
7:15 a.m. Introduction and Background on Topic for Dicussion

7:30 a.m. Facilitated dlSCUSSiOﬂ with Questions from audlence g
8:30 a.m.  Next meeting schedu[e and toplc '

' Sponsored by:
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Appendix: Development Process - Comparable Data

The f()llowing information is avaﬂabie at: http /fwww.hed.ca. gov/hpd/paﬂplay/pay to %play html

Callforn:a Department of Housmg and Commumty Development

Ho.using Policv-Development 3 - '7 Return to standard baae version. -

- Pay to Play Resndentlal Development Fees in Cahforma Cltles and
Counties, 1999 c : .

Study Finds Res:dentla] Developmeut Fees Prohferate

. Residential development fees are bemg assessed by Cahforma cities and counties for a 1ong and growmg hst of uses.
Local governments typically assess more than two-dozen different types of residential development fees. These '
include plennmg fees buﬂdmg penmt and related fees, and capital facilities fees. . S

The report, “Pay to Play, Residential Development Fees in California, 1999,” is the first to analyze California’s
_-residential development fees statewide. State of California Department of Housing and Community Development

(HCD) cormissioned the report from the Institute of Urban and Regional Planning (TURD) of the University of
California, Berkeley. The report includes the findings of a 1999 survey of 89 Califormnia cities and counties prepared
by HCD and TURD to identify typical fee amounts for homes ina 25—umt subdlwsmn, for md1v1dua1 “mﬂll” houses :
" and for a 45-unit apariment building. . .

-The “Pay to Play” report provides examples of how local govemments could improve ademstIanou of permit fees N
The report also sets forth policy issues and options’ relating to broader local deveiopment of long—term capltal _
: 1mprovement plans and programs and improving ﬁnancmg mechanisms. : o

" For questions about the “Pay to PIay report or for more information about housing needs in Cahforma contact
HCD’s Housmg Pohcy Development D1v131on at (916) 445-4728. S

~ Payto Play Report (Adobe PDF) _
" Appendix of Fee 1999 Surveys (ddobe PDF)
Appendix A: Survey Inst,mment (Adobe PDF)
Appendix B: 1999 Fees by Type and Region (Adobe PDF)
~Appendix C: 1999 Fee Surveys by Jurisdiction Appendix of Fee Surveys for Pay to Pla.y
Residential Development Fees in California Cities and Countles 1999, '



~Apperndix: Development Process — Comparable Dafa

. To view w the fee survey for a particular Junsdlctum chck on the Junsdlctlon narme. It is necessary to have

'Adobe Acrobat Reader to v1ew these files.

' A'Icadia (ddobe PDFE)
Bakersfield (4dobe PDF)

" Berkeley (4ddobe PDF)
Brentwood {ddebe PDF)
Brisbane {ddobe PDF}

Butte County (4dobe PDF)
Carlsbad (ddobe PDF)
Chico (4dobe PDF) . -
- Chino (4dobe PDF)
-Chula Vista (4dobe PDF)
Clovis (ddobe PDF)
Corona (Adobe PDF)
Cupertino (4dobe PDF)
‘Dana Point (ddobe PDF)
Delano (ddobe PDF)
E1 Dorado County (ddobe PDF)
" El Monte (Adobe PDF).
" Fairfield (4dobe PDF)
' Folsom (4dobe PDF)
Fremont (4dobe PDF)
Fresno (Adobe PDF) -
~ Gilroy (4ddobe PDF) _
Grags Valley (ddobe PDF} - -

- Half Moon Bay (ddobe PDF)
'Hayward (ddobe PDF) - -

- Huntington Beach (Adobe PDF)

Irvine (ddobe PDF)

Kem County (Adobe PDF)
Lincoln (4dobe PDF)

Long Beach (4dobe PDF)

. Los Angeles (4dobe FDF)

Los Angeles County (4dobe PDF)
Los Gatos (ddobe PDF} :
‘Maiteca (ddobe PDF)

erced (Adobe PDE)
*Modesto (Adobe PDF)

Monterey County (Addobe PDF)

Moorpark (ddobe PDF)
Moreno Valley (ddobe PDF}
Napa (4dobe PDF)
Norco (ddobe PDF)
Qakland (4dobe PDF)
Ontario (ddobe PDF)
Orange County (4dobe PDF)

« s s 0 s -.o_‘o . _-_'-n'-o LI R I I I B s s 2 & s .- e o o 8 e 4w e s 8 8 ® 8 % @

Copyright © 2001. All rights reserved.

. Pasadena (ddobe PDF)
Placerville (ddobe PDF)

" Redding {Adobe PDF)

Redwood City (ddobe PDF}.

- Roseville {ddobe PDF)
Sacramento (ddobe PDF)
Sacramento County (ddobe PDF)
Salivas (4dobe PDF)

" San Buenaventura (4dobe PDF)

- San Diego (Adobe PDF)

San Diego County (4dobe PDF)
San Francisco (4dobe PDF)

San Joaquin County (4dobe PDF)
San Luis Obispo (4dobe PDF)

~San Luis Obispo County (4dobe PDF)

- San Mateo (ddobe PDF) ,
Santa Ana (ddobe PDF)

_ Santa Barbara (ddobe PDF)

- Santa Barbara County (Adobe PDF, )

© Santa Clarita (ddobe PDF)
Santa Cruz (4dobe PDF) -
Santa Maria (4dobe PDF)
Santa Monica (ddobe PDF) -

- Saratoga (ddobe PDF)
Shasta Lake (4dobe PDF)

'Simi Valley (ddobe PDE)
Soledad (4dabe PDF}

~ Sonoma County (ddobe PDF)
South Lake Tahoe (4dobe PDF)

_ 8t. Helena (4dobe PDF)
Stockton (4dobe PDF)

. Temecula (Addobe PDF)

_Tracy (Adobe PDF)

Truckee (Adobe PDF)
Tustin (4dobe PDF) _
Vacaville. (ddobe PDF)
Vallejo (ddobe PDF)
Visalia (ddobe PDF) .
Walnut Creek (Adobe PDF)
Wasco (ddobe PDE)
Watsonville (4ddobe PDF)
Windsor (4dobe PDF)

- Yuba City (Adobe PDF) -

lil'.'l..-OADOUAIOOOI".-Cl...-.liil‘ialt‘lppoob'.l.'.

The following is an example of hm}\'r this infdr_mation can be presented.

(3.




CITY of GRASS VALLEY

A, GENERAL INFORMATION
i. Jurisdictional Informahou
. 'Populatlon 1998

" . Annuat Smgle-Famﬂy Umts Penmtted (1996—98 Avg)
. Annual Multi-Family Units Permitted (199698, Ava):
. Total Annual Residential Units Permited (1996-98, Avg)):

ii. General Fes Checklist

j'.ee.u.red L . . updated in ) feeused |

Rere : ) . S 1998 or 19997, L © . here
1 Plannmg Depa:tmentPlan Check Fees _ - L 14 Watefshec[./ Aqui-fer.Fces

15. Locai Traffic Mtigatiqn Fees

2. Env;ronmental Assessment/ Review Fees Y

3. Bmldmg Department Plan Chegk_ Fees Y 16.Regh Trafﬁc { Highway Mit'n Fees
_ 4. Building Depémneﬁt Pemiit. Fees V Y 17 Firs Service Fees |

- 5. Engineering / Public Wﬁrks .Dept. Fses l Y 18. Police Séﬁice P;eéé
6. Grading Permit Fees ' . Y 19 Public Safety Fees
7 Electrical P.ermlit_Fees. 2 Y | 20. School District Fess _
| 8. Mechanical PamﬁtFecs Y ) 21, School Dmmct 1\¢J’.1t1gat10n Fees
9. Plumbing Perzmt Fees Y 22. Comimunity / Capital Facility Fees

23.'Park Land Dedication / Tn-Lizu Fees

. 10, Electricity / Gas Cunnectwn Fees . =

11. Sanitary Sewer Cmmcction 'Feac Y : . 24. Open Space Dedication / In-Lieu Fees
l12. Storm Drainage Coﬁne_:ction Fees Y i 25, Afford. Hous'g Dedic'n / In-Lien _Fées ’
| 13. Water Connection Fees N 2| 26. Special Asscs_sment'Distxic_t Fees .-
-iii, Possible Fee Reductidl_is or Waivers? Affordable Housing Fee Reduction

. Affordable Housing Fee Waiver

* "Senior Housing Fee Reduction
Senior Housing Fee Waiver

Fee Types Red_uéed_ or Waived: ,

v, Use of Mello-Roos in this Jurisdiction: - . single-family
. o o . multi-family-
v. Nexus Reports . _ -Devt Fee Analys:s & Capn:al Improvement Program (annually)

. .~ HCD: CV Sierra / Tahoe - Grass Vall'ey.; i

0475
4t
29

70

updar‘ed in

- 1998 or 19997

ZH = 1< _-4<5

.-

<

Z 2 7

. mone

" notused
not used

a.ll fees .



B. 25 UNIT SINGLE-FAMILY SUBDIVISION MODEL

i..Project Typical for Jurisdiction? ' . _ . : o _ 'Yes' _

Northwest Grass Valley - Morgan Ranch Area

ii. Expected Location of Model in this Jurisdiction:
: : ‘ Ridge Road @ Morgan Ranch Road

iii. Expected Environmental Assessment Determination: Mitigated Negative Declaration

iv. Typical Jurisdictional Requirements for this Model:

-Off-Site hﬁprovements:

-Internal Site Improvements:

-Common Amenities / Open Space:

“-Project Mapagement Requiretnents:

~Typical Reporting:

v. Model Yaluation Information:

-3/4 éirect, curbs, gutters, sidewalks, landscat:ir;g, street lights, street irees,

) undei:gwunding of uti]ities bus stop, traffic lights with deferral agresment

~dedication of streets and mfrastructure req'd; ntility casements with fuil
infrastructure, utility uudergroundmg, full street, curbs, guiters, s1dewa]ks

landscaped front yards

 -Conditions of Approval, Home Owners Association; Dev't Agreement;

' -park and land dedication required; a:ﬁenj;ies negotiated with developer

Landscape, Lighting & Maintenance District palticlpatxon re1mburscment -

deferral agreernent for mfrastrucmre provision

-soils, seismic, hydrology, erosion control, bmloglc/natwe plant, wetla.uds

- cultural resources, traffic

70.00

Improvements Inspection Fee

6500 flat + 1% of val'n amount cver 300 000

 HCD: CV Siera / Tahok - Grass Valley -2+

Single-Family Dwelling Unit Valuation Price per Sq. Ft.
Private Garage Valuation Pnce per Sq Pt 20.00
- Total Valuation per Unit 183,600
Total Valuation per 25 Unit Subdlvlsmn ModeI . 4,373,000
- vi, Planning Fees: Type / Fee Caloulation . Per Unit ' Fee Amount
General Plan Amendment Fee . flat - 1,200
Zoning Review Map Amendment Fee =~ ' flat ~ - 1,900
Planned Developraent Subdivison Fee - 1500 flat + 100/unit '4,000
Design Review BoardFee flat o 100
Tentative Map Feo 1800 flat + 75/lot .~ " 3,675
Subdivision Final Map Fee- -530 flat 4 25/lot 1,175 -
. Development Agreement Fee . 300 fiat + 5000 deposit’ - - 5,300
‘Fish & Game Fee Administration’ flat state fee (w/ Neg Dec) 1,250
"Fis ), & Game Fee - county clerk . - . flat S T g5
Notice of Determination o flat 50
Environmental Assessment / Neg Dec Fee flat . 300
Subtotal Planning Fees 18,973
. vii. Plan Check, Permit & Inspection Fees ‘Type / Fee Calculation Per Unit Fee Amount
Building Permit Fee (789 flat + .16/sf residence) + (315 flat + .13/sf garage) = 1556/umit 38,500 '
Building Plan Check Fee _ 50% of Building Permit 778 - 19,450 -
Strong Motion Instrumentation Fee (SMIP) D00l xvalm 1830 458
Fire Dept Plan Check Fee ' 20% of Plan Check Fee | 155.60 ' 3,890
‘Fire Dept Subdivision Site Check Fee flat _ : 80 .
- Grading Plan Review Fee 10G engr'g + 58 inspection + 253 for CY'| 411
. Technical Report Review Fee 42 flat per report @ 8 reports : 336 . -
* Improvement Plan Checking 4000 flat + 1% of val'n amount over 300, 000 6,000

- 8,500




Electrical Permiit Fee iﬂGIUdédinBlngcniﬁt s B - _. .

Plumbing Permit Fee - _ included in Bidg Permit ' : _ S
Mechanical Permit Fee included in Bldg Pesmit : o L.
Subtotal Plan Check, Permit & Inspection Fees : ' : : S 78,025 -
vm Infrastritcture, Impact & District Fees  Type/Fee Calculation Per Uit o ’ Fee Amount
Scheol District . . C 184/ - 4,600 T o o 115,000
" ‘Nevada Frigation Dist. Water Capaml:y Charge flat per wnit C 3,045 - ' e 76,125
" Nevada Jrrigation District: Water Meter Charge  flat per meter - - .. 645 _ ' . . _: - 16,125
. 'Regional Circulation Fee - flatperunit . (41049 v 036
" Regicnal Dra.mage Fee : ~ flat per unit . ee3 T oo BT
City - Sewer Connection Fee + 30% overhead - 6238 flat pcr it (based on annual mcreases) 8109/un1t 202,725 -
City - Local Circulatior Foe | . - flatperumit . - 250.10 : _ ST 653
City ~Local Drainage Fee -~ - . - fatperunit L axaes I ¥\ < S R
. City - Fire Services Fee {7 flatperwmit - . . 68160 R : 17,040
-City - Police Services Fee . - - - . PBatperunit . 45941 . ' 11,485
City - Administration / General Facilities Fee flat per unit .. 30833 o o < 7,708
- City - Parks and Recreation Fee = - ©  flatperunit . .0 10759 e ST 2,690
" City - Emergency Response Special Fire Tax~ - flat per unit : 28.94° _' R 7)1
City - Park Land Dedication In-Lieu Fee * calculation based on formula ' L ‘ 46,000
Subtotal Infrastructure, Impact & District Fees . R ) ‘ _ SR 518,084
. ix. Totals :
“Total Fees for 25 Unit Single-Family Subdivision Model (total of subtotals abovc) R T 615,084
TotalFees per Unit (total from above / 25 units) ) : . ‘ T ‘ o 24,603 -

C SIN GLE-F AMILY INFILL UNIT MODEL

i. Project Typlcai for Jnnsdlcnon‘? _ o ' o - R o ‘ ' Yeé_‘
i Expected Location of Model in this Jurisdiction: e o A ) ~ Downtown Grass Valléy

' Townsend Street @ West Main Street

- lii, Expected Environmental Assessment Determination: L - '_ - -+ Caiegorical Exe:mptioﬁ.

' iv. Typical Jurisdictional Requirements for this Model:

-Site Improvements . ' o " -match existing neighborhood infrastructure standard
_~Project Management Requireménts: ' -Corditions of Approval
~Typicat Réporting ' -soils (depending on site location)

v. Model Valuation Information:

Single-Family Dwelting Unit Valuation Price per 8q. Ft. ' R o o 00
Private Garage Valuation Price per 8¢. Ft. o : o 2000
-Total Valuation per Model ' _ . - o : o ) o ‘183,000

" HCD: CV Siemra/ Tahoe - Grass Vallay -3



vi. Planning Fees: o " Type / Fee Caleulation

- Per Unit

17 - -

Fee Arnount
Staff Design Review - Minor flat 50
" County Filing Fee - Eavt’ Exemption fiat 25
Envircnmental Assessment / Neg Dec Fee flat 300
Subtotal Planning Fees 375
vii. Plan Clieck, Permit & Inspection Fees  Type/ Fee Caleulation Per Upit Fee Amount
. Building Permit Fee - . - (789 ﬂaf +.16/sf residence) + (315 flat + .13/sf garage) = 1556/ umit 1,556
Building Plan Check Fee o - 50% of Building Pezmit 778 C CL 778
Strong Motion hzstruﬁwntation Fec (SMIP) - .0001 x val'n 18.30 18
- Grading Plan Review Fee . : ~+ 100 engr'g+ 58 inspection +253 for CY 411
" Technical Report Review Fee - _ .42 flat per report @ 1 report 42
" ‘Electrical Permit Fea - - oL included in Bldg Permit -
Plumbing Permit Fee L . included in Bldg Permit Ca
~ Mechanical Permit Fee - : inciuded in Bldg Permit -
. Subtotal Plan Check, Permit & Inspectmn Fees - 2,805
viii. Infrastructure, Impact & District Fees Tyi:e / Fee Calculation 1."3:‘ Unit fee Amount
 School District D 1.84/sf 4,600 4,600
Regional Circulation Feew - . .o flat per unit - 41049 - 410
' Regional Drainage Fee  ° © - . flat per unit -116.63
City - Sewer Connection Fee + 30% overhead - 6238 flat per unit (based on annual increases) = 8109/umt 8,109 |
City - Water Connection / Capacity Fee ' flat per meter 1,628 1,628
City - Local Circulation Fee _ flat per unit 250.10 250
City'- Local Drainage Fee ’ : * - flat per unit 12125 121
City - Fire Services Fee o fiat per umit -681.60 682
City - Police Services Fee = . " flat per umit 459.4] . 459
« . City - Administration / General Facilities Fe¢' - flat perunit - - 308.33 308
- City - Patks and Recreatign Feg: . - * flat'per unit. 107.59 108
City - Emergency Response Special Fire Tax “flat per unjt 28.94 .29
Subtetal Infrastructure, Impact & District Fees . ' 16,821
ix. Totals
" “Total Fecs for Single-Family Infill Unit Model (total of subtotals above) 20,001
: ;J i '.
- D. 45 UNIT MULTI-F AMILY MODEL
i Progect Typlcal for Jurisdiction? * Yes
ii. Expected Location of Model in this Jurisdiction: Northeast Grass Valley
I -Domsay @ Sutton -
ifi. Expected Environmental Assessment Determination: ' Full FIR

©HCD: CV Sierra/ Tahoe - Grass Valley - 4




iv: Typical Jurisdictional Requlrements for this Mﬂdel

‘ -'I‘yplcal chomng

-Off-Site Improvements:

' ".n_Interuai Site Improveménts: '

' -Common Amenities / Open Space:

~Prolcct Mana.gement Requirements

B2 Model Valuatmn Informatmn

-3/4 street, curbs gutters, sidewalks, lanclscapmg, street lights, street trees,
undergrounding of utilities, bus stop, traffic lights with deferral agreement

| -no dedication of sireets and infrastructure req'd; utility easements vﬁith full
_ infrastructure, wtility undergrounding, fisll street, curbs, gutters s:dewalks
* street trees, street lights

-20% of lot landscaped; other amenities'through discretioﬁary'ﬁegotiaﬁqn .

- with developer; typical req'ts: tot lot, basketball, BBQ / picnic area

-Cenditions of Approval; 1 year maintenange guarantee; Dev't Agieément

‘ -s0ils, seismic, hyd.rology, erosion controi b]ologlc/nahVe plant wetland,s
. cultural resurces, trafﬁc - :

_  Multi- Family Dwellmg Unit Valuatlon Price per Sq. Ft. o R 5 n : ' - *70.00:
anate Garage Valuation Price per Sq. Ft. ‘ ‘ L 20.00

. Total Valuation per Unit o _ L L L T4,000
Total Valation per 45 Unit Multl-Feu:mly Deve!opment Model o o . - 3,330,000

* vi Planning Fees: - Type { FeeCaloulation PorUnit ' ' _ Fee Armount
General Plan Amexidméﬁt Fee' - flat T L L S o 1,200.
Zoning Review Map Amendment Fee - flat- S o 1000

- Planned Development Subdivison Fee (1500 flat + 100Ami: . D S 6,000
Design Review Board Fee ‘flat - o S IR 100

' Development Agreement Fee - ©- 300 flat + 5000 deposit' T R 5,300

" Fish & Game Fee Administration . flat state fee (w/ EIR) : _ o ST 8a
- Fish & Game Fee - county clerk ~ . | flat. - . T e 25
'_ . Initial Stuciy/ Enwxonmentai Detemunanon 300 flat ' o R T 300

" Full BIR (estimate) 300 flat + EIR cost @ 100, (}005l : o o 100,300

: .Subtotal Plannlng Fees : - 115,975
vii. Plan Check Permit & Inspectmn Fees Type / Fee Calculation -Per Unit : o . Fee Amout

‘ Bmldmg Per:mt Fee’ (789 flat + .16/sf residence) + (315 flat + 13/sf gamge) = 1290/umt 58,050
Building Plan Chsck Fee 50% of Building Permit 643 ‘ ) o 29,025
" Strong Motion h:sﬁmentanon Fee (SMIP) 000k x val'm - - 740 : ' o o ©333
" Fire Dept Plan Check Fee : : - 20% of Plan Check Fee 129 o . 5805
.+ Fire Dept Site Plan Check Fee . flat o SR o . ‘ o, 80
Graﬁimg Plan Review Fee 100 engr'g + 58 inspection + 253 for CY ) R o4l
~ Technical Report Review Fee 42 flat per report @ 8 reports : _ 336 -
. Improvement Plan Checking 4000 flat + 1% of val'n amount over 300, 000 S ~ 6,000
Improvements Inspection Fee - ~- 6500 flat + 1% of val'n amount over 300,000 o 8,500
. Blectrical Permit Fee included in Bldg Permit - - -
- Plunbing Permit Fee included in Bldg Permit -~ . - _ -
-Mechanical Permit Fee inchided in Bldg Permit : o : : -

Subtoi_:al Pllan Check, Permit & Inspection Fees

108,540

HCD: CV Sierra / Tahoe - Grass Val_ley -5




viii. Infrastructure, Impact & District Fees  Type/Fee Calculation Per Unit ) . Fee Amount

School District - S 184/sf 1,840 : _ ' 82,800
Nevada Terigation Dist. Water Capaclty Charge flat per. unit Co ‘ 1,895 . o ' 85,275
Nevada Irrigation District Water Meter Charge ~ flat per meter 645 : ‘ 29,025 ik
Regional Circulation Fee flat per unit” 24897 - - _ 11,204 AR
Regionat Drainage Fee - S "~ flatperusit - - 5598 . : ' S 2519 .
City - Sewer Connection Fee + 30% cwerhead (6238 flat per unitx .71 MF mudtiplier) x 1.30 overhead =5758/unit 259,110
City - Locat Drainage Fee - - flatper umit . 58.15 o B 2,617 fo
City - Fire Services Fee o  flatperumit 557.57 S 25,001 o
City - Police Services Fee flatperunit - . 37581 . L --16,911

- City - Administration / General Faclhtles Fee  flatper unit L 25202 P S 11,350
City - Parks and Recreation Fee = - .. flatpermit - . 7 88.01 ' . + 3,960

.. City - Emergency Response Special Fire Tax flatperunit = - . 1500 .- . . L 675 .

" Subtotal Infrastructure, Impact & District Fees . - R o 530,537

ix. Totals ‘ :

Total Fees for 45 Unit Multi-Family Development Model (total of subtctals above) L . - 755,052

. Total Fees per Unit (total from above/ 45 umts) o : IR . 16,779

Notes: ‘Plamning Department deposits are applied against actual hourly staff costs for each apphcatmn Amounts hsted herein are
base deposits, and may not reflect actual costs. :

*Quimby Fees are calculated by 2 fon:nula based on land valuation w/ the following assumptions: 4 residents per dwelling
unit, 2 acres required per 100 residents, land valuation @ 23,080 per acre. This valuation estimate is based on data from
a praject in the same area, ag provided by the Planning Dept. Park Land Dedication In-Lieu Fees in Grass Valley are paid.
- only for residential subdivisions of land and not for mu.ltl fmmly developments w1thout subd1v1510n The Park Land
Dedlcat[ou In-Lieu Fee calculation fmmula 18: - :
[ Zacres x (# Umts x 4 persons per umt) T x $23,000 per acre
100 parsons per acTS

" *The estimated cost for a full BIR has been provided by' EIP,an erivironmental consﬁlting fixm located in Sacramento that
frequently works with the city of Grass Valley. This cost estimate takes into account the t‘yplcal reportmg reqmremcnts

. mandated by the mty for the initial assessment as reported abave. '

u’ ' .

" HCD: CV Siefra / Tahoe - Grass Valley -6 T . S



Development Fee Data

OF FEE

Formula [/ Basis of Assessment

5 o =

Timeline

Water lines

Sewer lines

Electrical service

Matural gas service

Telecommunications

Roadway extensions

Curbs, Gufters

Grading '

Waetland Mitigation

.Rock Removal

~ Set Backs

Lighting

Landscaping

Use Permit

Negative Declaration

EIR

Entitlement Fee

Tentativel Subdivision Map (Parcel Map)

Environmental [nitial Assessment.

Development Agreemant

Specific Plan

=Yy TR

Environmental Review

- Administrative Design Review

Engineering On-Site Plan Check

Public Works:Site improvement Plan Check

Genera! Plan Maintenance Fee

Specdial Planning Area Siudy Fee .




Development Fee Data

DESCRIPTION OF FEE - Contact - Phone -Email ' | Formula/ Basis of Assessment Timeline

Development Impact Fee

Brownfield Redevelopment Fee

~ Air Quality Application

Wetiand Mitigation '

Authorizafion to Construct

Bullding Permit Application-

‘Building Permit: Metal

Buiiding Plan Gheck Fee

Building Education Fund

Engineering:

Plumbing Permit

Medhanical Permit’

Electrical Permit

Strong Motion Insirumentation Program Fee

Landscaping Plan Check

Site Grading & Excavating Permit

Firg Inspection Fee

‘Fire Plan Check

- Inspection Fee

Sign Permit

Occupancy Permit

Other:

Other:

Water Distribution Fee

Water Capacity Fee ' S _ '

Fire Service Connection Fee

2 e

Sewer Distributioh Fee .

Sewer Capacity Fes

Flairalamimmmnt Eane (v mat Toctiredm VAfmob ol mmt  Eharmm @ f



Developmeht Fee Data

DESCRIPTION OF FEE .

Contact - Phone - Email Fermula / Basis of Assessment

Timeline

Stormwater Dischargs Permit

Storm Drainage Assessment

Traffic Impact Fees

Reglonal Transportation Fee
City Office Space

Fire Stations

Libraries

Police Facility

.Community Recreation

Street Improvements

Park Land

Scheol Fees

-Traffic Mitigation Fees

~ Landscaping Fees

Artin Public Places

~ Administration

Habitat/Open Space Conservation Fea







Appendix: Development Process — Comparab!'e Data

The Instxtute of Local Self Government (www ilsg.org) has done sorme surveymg to coIlect compa.ranve mfo on
planning fees, etc. The following table illustrates the responses to a survey of cities when asked: “What are fhe
range of cosis for deszgn review for additions to Smgle Samily vesidences, as welf as sign review?” '

Kristi Bascom, City of Dublin

- .RESPONSE -

In Dublin we charge a flat fee of $105 for Sign Rev,tew and if the apphcant1s
applying for a Master Sign Program (L. for a multi-fenant shopping center) the
fee is $105 plus a deposit of $500-$1000 from which we will draw on a time -

~and materials basis. Any funds not used are returned to the applicant.

| We do not do desigﬁ review for residential additions in our standard sing'le— - -

family district, but for larger pro_]ects our fee is $140 plus a dep051t to cover
time and materials.

Sheila M. Powers
Assistant Planner

23555 Civic Center Way
Malibu, CA 90265

1 310.456.2489 x299

| spowers@ci.malibu.ca.us

For addltlons at 499 8q ft and less: $660

| For additions at 500 sq ft and more: $1365
.| For new single family residences: $1365
| For a new sign: $120.00 (Individual)

For a new sign: $1020. 00 (Master)

Jeff Zilm

| The C1ty of Brentwood does not charge for a design review on addmous oa .o

(559) 585-2578

jzilm@ci.brentwoaod.caus | single family residence. We do charge $597. 00 fora des1gn raview onanew
-] City of Brentwood - ' single family remdence . g
' We have two types of mgu reviews. An admmlstrahve sign review costs
L $181.00 and a sign requiring a CUP costs $535. 00. -
Cathy Cain- The City of Hanford has a flat fee for planning sign review of $42.00, except in
| Assistant Planner _ ‘| the Historic District, which has a fee of $40.00. The Building Departmcnt has a
ccain@ci.hanford.ca.us flat fee of $46.00 for sign mspectmns

Hanford does not have design review for residences.

| Bonewman@gci.claremont.ca.us

-In most single family residential districts:

* For minor additions (500 sq. ft. or less) there is no charge.
For major additions {more than 500 sq ft.} the fee is $400.

4 Inrural (estate) districts:

For minor additions (500 sq. . or less) the fee i is $250 c

For major additions (more than 500 sq. ft.) the fee is $550.
In Historic District: -

“Minor one-story addltlons the fee is $160 _

- Second-story and/or major additions, the fee is $400,

Craig A. Ewing, AICP
Planning and Community
't Development Director -
| City of Belmont-

| (650) 637-2908

Just a caution on fee comparisons: Different cities will use the same name to

'| describe very different processes. Therefore, fees for things like "design
| review" can vary significantly. In Belmont, we require a full Planning-

Commission public hearing on Single Family Design Review (additions over
400 square feet). Our fee for this privilege is $2334. If another city does it at
staif level or by some other simpler route, their fees w1]1 be Iowcr Sign Revww '
for a single, permanent sign is $527, :




David Brantley -
1 Senior Planmer :
City of Yorba Linda

(714) 961-7134 _
dbrantley@yorba-linda.org

1A Desxgn Rcw.ew in the C1ty of Yorba Lmd i8 $250 OO A S1gn Request (ie.
 Planmming Commission review of design of freestanding signs) is a free

Appendix: Develdpmeht Process — Comparable Data

application. The only discretionary review required for a room addition to an
existing home is a CUP for two-story construction (for two-story room additions
or a new two-story home), when said two—story construgtion is within 70 faet of

‘| the nearest, neighboring single-family fesidence, Presently, the fee fora. e
residential CUP is $150.00. Commercial CUPs are $300.00. The thought being -
that residents more often are the applicant for residential CUPs and should not

have to pay as high a fee as a commercial busmess developer.

Arlene Andrew, Senior Planner

In L4 Verne, review of 2-story addmons and additions visibie from the street are

$0.30 per square foot. Minor additions, patios, additions to the back of a
house can be reviewed and approved at the counter or if they're a little more
involved can be charged a $75 "miscellaneous reV1ew" ~

Jim Mackenzie, AICP
1 Sentor Planner

Our fees for single-family clemgn review are: $252.00 for one-story homes and
additions (staff action}, and $710.00 for two-story homes and second floor '

City of Los Altos additions (PC Committee rewew & neighbor notice). -
' Our sign review fees are: $126.00 for individual propertxes and $238 00 for - _
multi-tenant sign programs. Both are usually acted on by staff. 7 -
Lmda Smith "| Development Review in the City of Diamond Bar is not a fee, but is based ona -

Development Services Assmtant

"City of Diamond Bar
909 396 5676 x252

deposit account. Fees are charged at $835 an hour for staff plus any actual costs

- for the specific project (ads, consultant review, efc.)

Sign Review is $50,

'_ We have the deposit anioﬁnt noted in the fee resolution and have the following'
.on all applications: An application fee in-accordance with Section 22.44.040 of |

the Municipal Code must accompany this Application. The application fee i is
either a flat fee or a deposit plus payment of the City's processing costs
computed on an hourly basis. The applicable fee or deposit amount for this

- application is indicated above. If it is a deposit, the applicant shall pay any

processing costs that exceed the amount of the deposit prior to issuance of the
permit; if processing costs are less than the deposit, a refund will be paid.

Virginia Eldred
Permit Technician

veldred@roseville.ca.us
g !

The City of Roseville does not have formal design review for additions to single
| family residences unless the addition is larger than 700 square feet and therefore

requires an Administrative Permit. Anything less than 700 SF is generally

teviewed and the plot plan is stamped over the counter as long as it fits within
standards for setbacks zouing, site coverage, size, efc.

There is a $30 charge for the Planmng Department review of Sign Pernuts

. The Zoning Ordmance is available online at www.roseville.ca.us. Once you are |

on the home page, go to the SERVICES drop box and select MUNICIPAL

1 CODE. Chapter 19 is the Zonmg Ordinance. The Slgn Ordinance i is Chapter 17

of the. Mummpal Code.




John Eztich

- Albany's basic Design Review application fee is $250.00. This fee is the typical

Appendix: Development Process — Comparable Data

| City of Albany charge for an addition or exterior alteration to an existing single-family home.
1 In addition, many projects in Design Review require a Parking Exception or
Parking Waiver ($120.00) and/or a Conditional Use Permit to continue the line,
| of an existing, non-conforming wall (i.e., with a existing non-conforming
| setback) ($500). All application fees are non-refundable. :
The basic fee for a Sign Pem:ut i8 $150 00, but we cha:gc the full $250 00 1f the
_ sign needs to be reviewed by the PIannmg and Zonmg Commission. - ‘
- | -Bteve Lustro | Our design review is done on a shdmg scale. Followmg is an explanauon as it -
| City Planner _ | would apply to single-family: : -
‘| City of Monfclair _ .
‘{5111 Benito Street, P. 0.Box - - _.ij ect Valuation _ f RBYIBW Fee._
- | 2308 . $1-25000 = ' - 78150
| Montclair, CA 9”6_3 §25,001-50,000 $300.
909/625-9432 : s " eann
909/626-3691 FAX | 350,001-75,000 $400
-] $75,001-100, 000 ool 8500

| slustro{@ci.montclair.ca.us

: t For s1gns we have the foliowmg categon&s of ﬁxed fees

For valuation over $100 000 vse this fonnula

(Total valuahon minus $100,000 X 0005 + $500 De51gn Review Fee)

PPD for muln—tenant sign program $980
PFD for smgle-tenant sign program: $515
Administrative rev;ew for signs less than 50 square feet in area: $206

-+ | Larry Stevens
* | City of San Dimas

'| San Dimas does not currently charge for design review for additions to

approved as Directorreview (i.e. counter review and written conditions) or by -

1 The City Councﬂ has made a conscious decision to not reciver firll costs fbr ‘
| -most plannmg and zoning applications, Qur fees in general should be considered
-]-as Iow and not achieving cost recovery.

residences. Depending on the size, design and specific zoning they may be

the Design review Board.

Individual signs are charged at $50151gn and gign progams (w1th1n shoppmg and -
industrial centers)are charged at $150.

Christine Ewing-Rodrigues’
Assistant Planner .
City of Sonoma

#1 The Plaza

| Sonoma, CA 94576

Phone: (707) 933-2204
| Fax: (707) 938-8775
E-Mail: -

ch_nsnner@sonomamty.org :

| We charge $50 for sign Teview.

-| units

 Désign review minor § 100. Minor would entail extenor modJ_ﬁcatlons to
‘commercial development : :

| Design review (alteration) $30. Alteratlon would bea return for a change to

Design review major $250. A ma_] or d331gn Teview Would be subdivision over 5

previously approved plan. _
Design review (la.ndscapmg pla.n only) $50

Design review (demo or relocation only) $125
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For design review of single family homes, ne single famiily home or second

Tom Passanisi
Principal Planner story addition: $50.00 (We don't charge to review first story additions)
City of Redwood City L : o ' o _
| 650-780-7237 - | S 83 o
: tpassanisi@;edwoodcity.org ' Comprehensive Sign Program: $150
‘ o Because we are so cheap, we are looking at reﬁéing our fees. More like a time
: and material basis with the applicant submitting a deposit up front. o
| Kathy Tkari ) : | The "design fee" is assumed to be in the building permit fees. We hadn’t
City of Gardena thought about a planning review fee. Thanks for the idea.
B Christopher A. Pine Rather than to simply throw out a number, it may be better for Hercules to
| Senior Planner assess, in general, what it charges for professional services, such as building -
City of Beverly Hills ‘| permit plan review. Under State law, the formula for fees should reflect some

Dept. of Plamning & Commumty

Development :
cpine(@cl beverly—]n]ls caus .

| holding the board review is likely to substantially exceed the cost of any given

- {such as a bridge-crossing fee to discourage too much traffic over the bndge) to

assessmetit of time spent, level of expertise involved, office overhead, etc., and

not be based on "what the market will bear”. That being said, the actual cost of
review may exceed the benefit so derived. If, for instance, you require a public
design teview board meeting to consider sign design and installation, the cost of

small business sign. Then, the administrative cost of any design review may
well have to be some token "recovery fee" that is merely a percentage of the
actual cost, ' o '

On the other hand, if the fee is sﬁpposéd to be some kind.of toli -keeping trigger

d1$courage frivolous designs, bad taste is priceless.

Debbie Hill
.| ‘Assistant Planner
City of Brentwood

| "additions" to single farnily residences. We do charge a design review fee of

| master sign programs that need to be processed and then approved by the

The City of Brentwood does not currently charge any design review fees for -

$631.59 for one new s1ngle family residence.
Our sign review fees are as follows

$191.52 for administrative s1g11 Teview. These ate Toutine sign apphcatmns
that we process at astafflevel. -

'$566 08 for signs requiring a Candmonal Use Permit. These are typically

Planning Commission.

‘No charge for temporary signs and/or bammers. |

T
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e AppendixF

 Website Review and Confent Checkist






ﬁIntroductlon

Your WebSIte is the most lmportant commumcatmn tool you have to reach your customers The content )

must be kept ﬁesh and mformatlon must be relevant and easy to locate.
Remember the three-chck ru!e Iead them to the mformatlori as quickly as possible -

The followmg is an ovemew of a quahty Web s1te and the 1nformat1on that, when prowded isa value to

o your customer.

Overwew What to look for and What is lmportant

| 1. Gettlng Found

B 0 Can the s1te be found relatwely easﬂy through a search engme‘?

| 2. Nav1gatlon

: ['_'I Does your s1te have the customer in mmd‘? Who ig the target audience(s) and how W111 they
find the info they need? N .

Are there pull downs that can lead the customer to the nght area for mformatmn”

Is there always an identifying labeI to tell the user where they are in the site? -

Can the usér get to the home page from any other page'7

Can the user get where they need, to go in three clicks or less? _ : :

Are all pages laid out consmtently (e.g., links appear in the. same spot on every page)? '
Are text links used appropnately (1 e, hyperlmked words are unambi guous; chok here”
wording is avoided) ' SR . :

Can pages be accessed via more than one route to accommodate d1fferent user needs (e g can '
populatlon data be reached from. both the labor and commumty overview seetwns}‘?

I, _If the site is large (e.g., 20 pages or more), is there a 51te map to help the user. locate

o0 l'_'I“I'_'J'_-D O

: unforn:latton‘71 '

! McBnroe, Kate (1999). The Economic Development Series: Web Sites. Dubuque, fowa: Kendall/Hunt Publishing Cofnpany, p.
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0O Have hypertinks been added to narrative text wherever possible? A major advantage of web text

T T

is that words and phrases can be Imked to related mformatton yet 1nteract1v1ty is rarely used to .
its fll potent1a1 - S c :
O Do you have appropmate links to other resources‘? _ _ .
- [0 Have you lnmted visitor registration components to the * ‘request more infonnz_t_tion"’ s_tatg:e?3 |
3 General Nawgatlon (how user—fnendly s the 31te?) o

T,

3 Appearance

| What is the general impressmn one gets from look:lng at the 51te
.~ Professional orAmateunsh? O o S R o (“‘
- Flashy or Mellow?. - : A o _ L o B - :
. Bureaucratic or Business—like‘7 - S o .

- Customer—onented or Self-promotmg? _
- O Do animated gifs (1mages) enhanoe or d15tract ﬁom the message'? (9 tunes out of 10 they
* distract) R : : o '
Do colors and/or backg:round pattems enhance or mterfere w1th readab1hty‘? ‘
H the site will be viewed by a large number of males, are all important elements dlstmgutshable |
to someone who is color blind? (red/ green/brownj gray/purple may not be dlstmgutshable ﬁom

0o

each other; use strong light/dark contrast)®
Will a visitor be enticed to look beyond the home page‘?

b

[y T gy

el

Are fonts large enough to read?
- Are a limited number of fonts used?
_Is contrast used in font sizes to enhance readablhty?
- Are related 1tems grouped together to establish logwal relatmns}nps (promtmty)? '

D'DD_DI:I

Y

. 4. Content

Gen eral Content o : ,
Yy On a web51te the saymg “more is less” is very true Is text bnef‘? Does content contam valuable

N
Siars?

- information? :
O Are exit links used appropnately? :
I Is objective mformanon presented rather than marketmg hype'?5 6

% Nielsen, Jakob (May 2600). “Eyetrackmg Study of Web Readers™ onhne document downloaded 4f 12/01
~ www.useit.com/falertbox/20000514. htmi.

¥ Nielsen, Jakob (July 1599). “Web Research Beheve the Data” onhne document downloaded 4/ 16/01
www useit.com/alertbox/29071 Lhtml.
7 —(2001}. “Colour Blindness: Colour Blind Design Hints and Ttps” WWW. delamare . edu/cb/de31gn html (3/24/02)
® Nielsen, Jacob (Oct. 1997). “How users read on the web,” online document downloaded 3/20/01:
www.useit.com/alertbox/9701a him!. Use of objective language improved usability by 27% in a controlled test.
® Nietsen, Jakob (May 2000). “Eyetracking Study of Web Readers™ online document down}oaded 4/12/01:
www.useit. com/alertbox/ZOOOOS 14, html : _ o _

Chabin Concepts, [ng. = 2889 Cohasset Rd, 515 r Chico, CA 95973 = Tel 1-800-676-8455 ) . o Page 2 : : ' j."



- O Is scannable text used where possible (i.e., use of bullets and sulaheads highlighted keyWordé,
' one 1dea per paragraph, that allow reader to quickly graSp the content of the page)‘ﬂ -

£ Ts text as concise as possible?*
[} Does the home page contain a suecmct (1 €., 1-2 sentences) summary of the your pos1t10n and
purpose, phrased in terms of user benefits? (MlSSlOl’i statements do. not belong n home pages.
In some cases, a photo or illustration may say it all, but some search engmes look at the words'
\ used in the home page, so this is an argument for meludmg some minimal text. )
O Isthere an appropriate balance. of text and graphics? At least one eye tracking study (of news
. related sﬂes) found that of users’ first three eye fixations, 78 percent were o text, and only 22.
percent were on graplncs Some users didn’t even look at graplnes unt11 their second or third
visit to a page _ '
Economic Development Content:
- F1 Regarding Web site content for economic development customers, Chabm Coneepts
reeonnnends the followmg tools for data management and presentanon '
" DataFast _ o ' '
-GIS Planning searchablé real estate database
- Resouree Gmde '

5. Response System

Is there an email contact on 1each page?
“Can customers request additional information from the site d1reetly to a person?
‘Can the customer submit information and request a Proposal for Siting?
Can the customer order information via the Web site? - _ o B

OO0oo O

,'Is the response time to questions less than 4 hours?

s

7 Nielsen, Jacob (Oct. 1997). “How users read on the web,” online document downioaded 3/20/01:.
- Www.useit.com/alertbox/970 ahiml. Use of scannable text improved usability by 47% in a controlled test.
. * Nielsen, Jacob {Oct. 1997). “How users read on the web,” online document downloaded 3/20/01: :
www.useit.com/alertbox/9701a il Use of conelse text improved usability by 58% in a test (111 this case, a paragraph was-
:reduced to about half the length of the original with no loss in meaning).
. ? Nielsen, Jakob (May 2000). “Eyetracking Study of Web Readers online docurnent downloaded 4f 12/01
WWW.useit. com/alertbox/200005 14.himl.
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‘Appendix: Customer-friendly Development Web Sites

" The following information is réprinted from http://www lakecountyfl.com/dreams/incentive. fastrack html
the Lake County, Florida Web site. All relevant information for the development process has been
inciuded on this site including: Application Forms Application Informatlon Requirements, Plan Rev1ew
'Checklist, Permlmng Checklist, Fee Schedule, etc.

WS o

o

Lake-C'ount'y’s Office of Economic Development has a business friendly reputation, acting . - o T
as a llaison between companies and government. Our primary goal is to create quality jobs e
. for the citizens of Lake County, thereby increasing wages, diversifying the economy, and )
. increasing the tax base. These constant goats strengthen the economy and lmprove the
.quality of life for our c:tlzens : : : :

'The County s Fast Track permlttlnq process for industrial and manufacturing pro;ects

~ expedites the planning and review method for site plan and building perm_:ts It saves
companies time and meney in getting projects off the ground. Permits have been issued in
a matter of hours. Fast Track permitting has been very well received and was recently
recognized W|th an award from the Nationat Association of Counties. ‘

" On-Line Permlttmq

The on-line permlttlng- procedure is an.‘initiative of the Office of Economic De'velo'pment. It
is designed to allow for expedited permitting in conjunction with the Fast Track Permitting
Process. This site is available for developers of industrial, 'manufacturing or distribution

" facilities looking to relocate or expand here in 'Lake County. Residential, retail or
commercial development is mehgtble to utllrze thts 5|te for permlttlng purposes

With the cooperation of the Department of Growth Management the Depariment of Pubtlc
Works, the Lake County Health Department and additional Agencies, we hope this on-line
permitting provides a simple, easy to. understand method of filing the necessary paperwork
to apply for building permlts in Lake County. To understand how.Fast Track works, use the
~Flow Chart provided. . _
We recommend you contact the Office of Econormnic Development at (352) 343-9668 to
insure your proposed project receives the proper" attention as one eligible for Fast Track
Permitting. it is yet another aspect of Lake County's desire to hecome more attractive as a '

business friendly community. We will be happy to further explain the process or answer
ﬂ’élny questlons you may have. We lock forward to working with you!

Additional dovelopmont—ﬁ*iendly sites to review are: '

hitp://www.ci.long-beach.ca. us/plan/permrt!Reqrstratlonlnfo htrnl

- http Ivww. co.pierce. wa. us/cfapps/dc:s/mdex htm

http.l/ecrtvhall.ol.sunnvva[e.oa. us/cd/

http:/Awvww.ci.indianapolis.in.us/egov.htm

http://houston.onlinepermitsicom/ E

. '_ http:/lwwt.soianocountv.oom!com_mer’cef ‘
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~ Golden Capital Network program information
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Welcome to Golden Capital Network - Linking investors, entrepreneurs, professional serv... Page 1 of 3

- President’'s Club Sbonsors

Gaavlany,

s[E] GON Erull List

RECEIVE LUPDATES ON
| GSCN EVENTS, SERVICES,
NEWS, AMD S8PECIAL
PROMOTIONS

 Poin Mow? |

. V:smn : '
- Golden State Capital Network’s vision is to enhance the economic vi
with promlsmg econom:c growth attrlbutes

Mission : .
Golden State Capltal Network’s mission is to fac:htate an enwronme

'promlsmg early stage growth compames succeed.

Method - - ‘
Golden State Capttal Network s method is to identlfy, orgamze and
business segments that are the components of a successful busines:-

environment, including entrepreneurs, accredited investors, profess
~.providers and the communities themselves. We do not take an equit -
companies we serve, relying rather on a competitive fee-for-service

believe offers the best valoe'—proposition in the industry.

“Value for Entrepreneurs-—- ,

Presentations and introductions with potenttai angel or ventur‘_
Investor presentation development;

- Strategic relationship building;

Referrals to professional service firms; ‘
Business plan assessment and development;
Educational forums and programs.

' Value for Accredited Investors—

Introduction to screened and coached deal flow from a broad
industry segments;

Introduction to fellow investors from both w:thm and beyond t
investor's geographic regions; '
Opportunity to market the fund to leading CEOs, CFOS, Partne
decision-makers;

Opportunity to speak on panels and participate in other SPEC!c
lnvestor/entrepreneur networking activities; :
Opportunity to attend exclusive investor- only networkmg ever
Education forums and programs on trends and practlces in vel

angel lnvestlng

Value for Professmnal Ser\m:e Providers—
Visibility among the fast growth high- technology entrepreneu

Visibility to a hlgh]y active venture capltaf and angef mvestme
Opportunity to participate in company coachmg processes and .

-previews of the most promising ventures:

Opportunity to speak and exhibit at premier events.




" Welcome to Golden Capital Network - Linking investors, entrepreneurs, professional serv... Page 2 of3 -

_ Value for Communltles_ S

» Accelerate job growth by |dent1fy|ng the prom[smg fast- growtr B
- ventures'in the community and assrstmg them with crltlcal tec
relationship resources;

- Cultivate an ongoing investment culture by ;dentlfymg investo
investors and connecting them with educational resources anc

e Heighten awareness of the community within the.investment «
identifying and highlighting promising investment opportunitie
« Amplify the positive business attributes of the region to the er -

investment and professional service provider business segeme

" Activities

s Venture Caplta[ Conferences. L :
o Entrepreneur’s Griil...Where Hot Entrepreneurs Cook or Go Do ‘
e GSCN Two-Minute Drill -
« Virtual Venture Lab

. Angel Summit

Achlevements ' ' '
"Entrepreneurs involved in the network have already secured at Ieasi_

in angel investments and venture capital funding since working with
Alumni entrepreneurs say our process is extremely Valuab]e Read &
'Success Stones And-Entrepreneur Testimonials. o -

Recogmtlon
GSCN or its alumni companies have been featured in such prommer

- the Wall Street Journal, Venture Capital Journal, Entrepreneur Maga -

Francisco Chronicle, Los Angeles Times, Oakland Tribune, Orange Ci
Journal, Start-Up Magazine, San Francisco Business Times, Sacrame
- Comstocks Magaz:_ne and the Sacramento Business Journal, among

‘Who We Are

GSCN has an extensive network of expertise and resources that are
our Board of Directors, Investor Advisory Council, Sponsors, Partnel
others who share a common objective of assisting early- stage comp
sustalnable, durable companles of the future

't ot . ’ ‘Drsc!atmer : :

' GSCN is neither an fnvestment adwsor nora broker dealer of secuntfes GSCN provides oi
education and networking service for entrepreneurs and accredited investors., GSCN neitin
endorses the merits of investmeni opportunities presented through its services. GSCN con
investigation or due difigence to verify either the accuracy or completeness of fnformatron
entrepreneurs and mvestors

Charter Sponsors

AVPLFY  gppp SYOUNG ; WW .
 BEuc ﬁmmw Yl =

1] gl ‘Q &an“ mmurmm‘_ .
By BREICH

MEMBER LOGIN | GSCN SITE MAP | Email: INFO@GOLDENCAPITAL.NEF .

httn -/ ararar ooldencanital net/Ahont TTe/Missian And Sarviesc sen : R 307007




. Welcome to Golc:lenr Capital Network - Lini{iﬁg'investors, entr_epreiieurs, professional serv... Page 1 o.f 2

CONTACT US.

on Gre S ) : ’ Mailing Address: -
: _ o . pnoraony _ : o Golden Capital Network
President's Club Sponsors T o ’ ) - : ... 155 E. Third Ave.
’ R B . ‘Dan Mguyen-Tan = R Chice, CA 95926
T - - VP of Business Development - :
L ﬁﬁﬂ%ﬁﬁ?’ . Jim Mikles : ... - Phone and Fax Numbers:
RIS MM £ o Fra—— " Phone: 530-893-8828 in Chico

Director, Venture Events, Technolagy & . + N
: V3 ntrepreneur Program 9 ~ Fax: 530-893-8927 In Chico
FREANBEHE BRI P Phone: 916-648-2632 .in Sacram .
ahsleke L IRY S : : S S
LR : Alan Chamberiain .
L : VP Sales & Marketing.

Karen McHenry :
Manager, Business Operations

_Entrepreneurs should send inquiries to

entregreneur@guldencaBital net

e : — ‘ " If yau would like to know more about our ser\nces, p!ease fill out the form below and hit =

) =EL  SOM Bl Lt contact you within one working day. -
- | RECETVE UPDATES ON e _
BSCHEVENTSSERUICES, o L Contact Information
’iammﬁ:@m - " Name [ e
i e g Address [
City, State | L]
- Zip Code | . |
o | Day‘Pijone'l |
S . - __Evening Phone [ | o
o ~ E-Mall | T+
. Fax | |
Comments [

Charter Sponsors
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Clty o'f. Lakebort 2003 Business Visitation ..P_rogfan:j. Goide B
S'ample- lntrodu_cti.ori Letfer
[Date]
e
[Company]

o ::_:_'[AddFGSS] -
.. [City, State, Zip)

The economic well heing of our elty depends on the success of firms like you:fs ‘Because of your
“importance to our community, the City of Lakeport has established a business visitation program
. designed to learn more about the issues facing local businesses. This is a joint effort which is being
L led by the newly formed Business Development Team and mvolves the city, the Chamber of
] <Com1nerce and the busmess eommumty o :

' 'The mty 8. goal 18 to meet Wlﬂl local busmess OWners, hsten to their concerns, address questmns and
troubleshoot problems. This will help keep the city up—to~date with® your plans, your level of .
R satisfaction with Lakeport’s business chmate and in tum Wlll gwe us an opportumty to let you know
- about the semces avaﬂable to you. : Lo : . .

S Int the next eoupIe of days ITwill contact you to set up an appomtment Wlth [Busmess Developmenr
- - Team member] and [Business Developmenf Team member], We hope you W111 agree fo spend an hour
W1th us to worlﬂng towards the eontmued We11~be1ng of Lakeport :

-If.you have any questlons, please feel free to call me at ##### ,
: Sihcerely,
L [Et'tsiﬁess .Devé[opment'Manager]

.ce:- [Business Development Team]

‘Program Guide — Page 1






Ci't'y: of 'Lakepdft 2003 BUsi’hess-Visitat'idn Pro'gram 'Gu'ide"
I-nter\iiéw guide

Company ' o . Interviewer 1

 Contact : . interviewer 2
. Address - . S . Appt Date/Time )
- Phone ' ' S - 'Referrals o -~ Yes _ - “No
Company Background - .. e Response- I-:N‘otes;:: sl
11. How long has the company been R
| - established in Lakeport?
2. What s the nature of your | O Retail ; : -+ O Manufacturing
business? O  Restaurant | @ institutional (bank, church,
]'a. Recreational : 1 nonprofit, etc) - ‘
O .Personal Service 2 Other:
_ ) _ 1'Q  Business Service . -
-| 3. What is the primary product or ' '
service? ‘
" | 4. Have you recently, or are ybu-_ ol a Yes _
~ planning, o expand into new a - No
- - markets or products? ' :
| 5. If so, what prqducté'/ markets?
| 6 s this a significant change from S (a2 Yes.
_ .yqur'. current product/service? 0 | g
7. Whatis the reason/motlvation for' '
the change'? ‘
| 8. What resources might you need to | O Financmg
- help you with this expansion? 0 .Technlcal a331stance '
|= |
| a

~Proaram Guide — Page .2



City of Lakeport 2003 Business Visitation Program Guide -
; - v {-‘-‘.ri-":
- Facility / Operations: - S
9. What is yourrdperaiing schedule? O _ - Hours per day f‘.f_
a | o __ Days per week ' (.‘ i
Q __ Shifts o
| 10. What is the size of your current
- facility? (square feet)
A1 Do.yc')u' own'or lease? R '_|3  own T : ( _
' ' . la Lease R ' h N - _‘-j"’}
- >
: ; I
| 12. if leased, when does it expire?
13. Do you have plans, or woulld yoi | O Yes
like to expand your facility? - a No
| 14. How satisfied are you wzth your
Current locatton'?
15. Have you, or do you intendto -~ |0 Yes
purchase equipmentormake |5 Ng
-capital improvements? ‘ o
-16. Are you interested in receiving "~ 10 Yes
information on financing programs O No
_to assist with this purchase/ :
| 17. What percentagé of your inventory L
I . of yaw materials do you purchase ) &t
~locally? (county) : (..' )
118, What type of suppliers would s . ; _ ‘ - (‘;f*}
benefit your business if they were _ . : ' o
-~ available locally? T : : I
(xa
(3
(s
(o

Program Guide - Page 3. .



City of Lakeport 2003 Business Visitation Program Guide

‘Business Climate:

19. What are the major challenges
facing your business today?

20. What Ioca[ issues are affect:ng '
' your business?

| 21. How would you rate your overall
~ confidence in the economic future - |
cor vitality of Lakeport, and why?

Employment .. .. ..o Response/Notes: oo

| 22. How many full time employees do
you have? :

23. How many part time or seasonal -
workers do you have, on average?

| 24. Over the past three years, has O Increased
- your employment level: a fDec.reasSdf
_ _ _ a Remained Stable
‘| 25. Over the next five years, doyou | @ - increase’
"~ expect your employment level to: a Decrease
. O Remain Same
26. Do you have problems finding ' Q  Yes '
quiahf" ied workers? ' 3 No
27. How significant a pro_biem is |
- ‘employee turnover? R
28. What percent of your workers _
" would you consider are spemai:zed
~or skilled?
1 29. What is the speciaiization?
30. Do you currently provide tramrng | a --Yes :
for your empioyees? : . . 1a No

| 31. What is the nature of the training? _

Program Guide - Page 4
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~ City of Lakeport 2093'%usinés_s Visitation Program Guide = = B

§ Othercomments fissues for discussion:

TTE TR, ey

y ¥
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- site and Building Dato Collection Sheets






Location:
Address:

City, State, Zip:
Building/Site Name:

£ :

‘Gross Lot Size:

Gross Building Size:
~ Net Building Size:
- .-Year Built;

- Zoning: |

Parking:
RUCTIO
-Building Type:
Construction Material:

Reof Construction:
o Floor: |
orlentranceS'

- Electrical Service

_ Provider: | . ..

- | Voltage: -
- Gas Providér:
Water/S_eWer Service
 Provider:

‘ Line Size:

:Telecomngtﬁnications:’ Sewige,Providér(s): .

. Owner (Name):
Broker (Company, .
. Contact, Address).

Phone:
| E-mail:

Infrastructure Available:

Eéx:

. . “Amperage:

' Peak Gallons per Day:




Sales Price: | Total Sale: § . Cost/Square Foot;
Léasing Cost |- E ' T ' . Cost per Squafe Foot: _
 Lease Term: .

Other:.

" [JLocation Map : ' . . [[Aerial Photo . - - [Zoning Map

 [JPlot Map - Dimensions .. [Topography Map -~ - o
‘Uinfrastructure - Location of Utilities T []Transportatioh Access Map

' _'[}Envi;bnmenta[ Analysis . [JFEMA Map e

Bui]ding Data Completed By:

Nate:

* Data provided is based on recent data made available and believed to be reliable. No warrarity can be made to current accuracy. -




Interstates

‘Access Road to
Buiiding: _

" Hig hway/_i_ntérététe: E

Ral
" Rail Service

. Provider:

Airports' |
Lacal Airport:

' ClcﬁsésiL Co.mme.rcia[
Metro Airport:

Port
Public Transit

Fire Protection
Provider:

-Police Protection

- Provider:

" Solid Waste
“Provider:

Name of Road(s) Entrance:

| Delivery:

‘ Néme'(s):

Dis.ta_nc'g from building:

| Scheduled Commercial Flights:

B Disf?nce to .Airport:

Fire Insurance Clasé]ﬁcétion/Ratihg: |

_M_ile_s to Fire Station:

Miles to Storage Tank:

24-Hour Patrol {_]Yes .

- DNQ, describtiqn of service:




Air Qﬁal_ity: _ -

Business Operation:

Building:
- Site:
Other:

' Effective Property
- Tax Rate: '

g b

[ IPermit to Operate:
DLécaE Business License:

[ loccupancy Permit;

i DLandscape & Architectural Re\)'iew:_

DState Rate:

'DCitleounty Rate:

[T school:

[Mspecial District(s):
DAssessméht District(s):

DOther:




* Industry Location Factors






| Indlistry __Lo_cat_i'on 'Factqrs‘

| :_Introductmn |

No dCGISIOIl to expand or relocate is ever made in a vacuum. Facts are an essen‘ual part of the dec1s10n~ 7

makmg process. A company needs to determine operatlonal costs and business environment. The decision "~

to open a retail business is generally based on smctly-deﬁned financial criteria. Retail site selection is
_determmed by the sales the retailer can expect to make which, in tum, is based on, populatlon
demo graphms such as age and i 1ncome levels. : '

'Retall Informatlon Requlrements

Populatlon demograp}ucs of the trade area
Population density ‘ '

Income level

Educational level

Area growth tends and forecasts

Residential development trends and forecasts

Commercial construction activity

.Employment trends .

Sites visible from hlghways to well- travelled surface streets
Traffic counts for major artenals : - ‘ '
Location of competltors

L1stmg of existing retailers :
Photographs and maps (local, regional, and aerlal if avaﬂable)
Specifics on the proposed site. (size, age, past uses, perrmtted uses, avaliablhty, sale pnce or.

<

D'D mﬁmmnumm"mutlnm

lease cost, operational costs, etc)

" ‘Chabin Congcepts, [nc, = 2889 Cohasset Rd, St 5 = Chice, CA 95973 = Tel 1-800-676-8455 _ : : . Page 1__ '



Commercml/lndustrlal Informatmn Requlrements
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o Real Estate Labor Quahty and Availability
¢ Land = . Size of available labor force
*  Buildings - = Educational atrainmerrt
- = Sale price" = Wage and salary levels, benefits
& Leasc rate | #Access to continuing education
. _ Con'stn_.retiorr coéts = Labor relations (unionization)
= Incentives . L Industryﬂspeerﬁe skills | o
' o ) ,. .Reeru1tment assessment and trammg programs
Market Accessfmhty - Infrastructure -
= Prlmary Consumer markets o ‘ = Mail, UPS, Federal Express and other specra] .
= Raw materials - delivery services
. _Tranéportation (highways, airports, . ‘,‘Utlh‘ues (eleetncal gas, sewer water)
- rail, port, trueki‘ng) - # . Telecommunications
" Location of suppliers_ = Access roads
‘= Technical support -
Operatienal Costs and Environment Ex:rstmg Businesses .
a Corrrmunity and local governrnent ~m  Size of each mdustry seetor
~ attitude towards business ® . Number of employees e
» - Corporate, business, personal and - = Unionization _
. property tax structure = Number of 'start—ups over three years
u Local taxes, fees and assessments = - Recent (three yeers) closures or major lay-offs
= Availability of capital financing : ' '
= - Start-up incentives and assrstanee :
~ #y iOperational cost analysrs '
Quality of Life -
e ,Housmg mix and. affordabrhty
» . Cost of lmng ,
*  Recreational and cultural amemtles -
a  Climate '
. Ease of commute
#° Crimerate - " _
o School systems'l _
Ch_abin Concepts, Inc. = 2889 Cohasset Rd, St 4 = Chico, CA 95973 « Tel 1-800-676-8455 o ) o P_arge_z ‘ '
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