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 Internet connectivity is vital for 
businesses of every size, and for 
downtowns that want to attract resi-
dents, visitors, and employers. When 
private investment in broadband/fiber 
Internet infrastructure proves difficult 
to attract, some municipalities are 
building their own. 

According to the Institute for 
Local Self-Reliance, there are now at 
least 750 community-owned Internet 
systems in the United States. 

Chattanooga, TN (est. pop. 
167,674), was the first in North 
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America to build its own citywide 
gigabit-per-second fiber Internet 
network, says Jeremy Henderson, 
creative project manager for the 
Chattanooga Area Chamber of  
Commerce.

 “It was a pretty huge deal at 
the time,” says Henderson. “One 
of the effects of that was a boom in 
our startup community. We started 
having very innovative small compa-
nies and a handful of incubators in 
town.” Now the city is seeing such 

 Since 2011, the town of Flower 
Mound, TX (est. pop. 64,669), has 
conducted a Retail & Restaurant 
Survey every other year. The results are 
used to ensure that residents have input 
into the type of downtown they want, 
recruit new businesses, explore con-
sumer leakage, and educate the public 
about why certain retail and restaurant 
desires are not realistic. The most 
recent survey was conducted in 2017. 

 “It has evolved over time, but 
we’ve tried really hard to keep it 
consistent so we can benchmark the 

data against each report,” says Alora 
Wachholz, the town’s economic 
development manager. 

 The town has many advantages, 
including relatively high household 
incomes, a well-educated populace, 
and its location just three miles 
from an international airport. “It’s 
a great opportunity, when it comes 
to recruitment efforts, but Flower 
Mound also has a long history of 
wanting to preserve its land from 
urban sprawl,” explains Wachholz. 

Downtown
Idea Exchange
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To remain competitive, communities build  
their own Internet networks — Continued from page 1

DowntownDevelopment.com

To read the report, 
The realized value of 
fiber infrastructure 
in Hamilton County 
Tennessee, visit our 
website and click on 
Web Extras.

an increased demand for new employees that 
an ambitious video marketing campaign has 
been launched to attract residents.  

 The economic benefits for the city have 
been roughly $1 billion over the course of 
the last five years. And the network can be 
directly tied to the creation of between 2,800 
and 5,200 new jobs, according to a report 
from the University of Tennessee. 

 “Many communities have realized that 
if they do not invest in themselves, they 
will be left behind in the digital economy,” 
Christopher Mitchell, director of commu-
nity broadband networks for the Institute 
for Local Self-Reliance, tells StateTech 
magazine. “Local governments are watching 
as other communities that have affordable, 
citywide, high-quality Internet access are 
thriving.”

 Chattanooga’s upgrade came about in 
2010 when the city’s Electric Power Board 
modernized the power grid by laying a fiber 
network throughout its 600-square-mile 
service area. The EPB first rolled out a one-

gigabit-per-second municipal network, and 
more recently, 10Gbps service, says StateTech 
magazine. 

High-speed connectivity is  
key to business retention

 Hudson, OH (est. pop. 22,262), has also 
invested in its own high-speed Internet ser-
vice. Velocity Broadband “is the fastest and 
most reliable Internet in Hudson,” says the 
city. The gigabit speeds are available because 
of the city’s new all-fiber network. 

 The city invested more than $2.3 million 
into creating the company, according to the 
Akron Beacon Journal. City spokeswoman 
Jody Roberts told the newspaper that the new 
service was about 100 times faster than any 
other broadband available in Northeast Ohio 
at launch time. 

 The project came about after the city’s 
economic development department heard 
complaints from multiple businesses about 
low and inconsistent Internet service. “Some 
were saying they had employees working  
out of their houses because of computer 
issues at work,” City Manager Jane Howing-
ton told the newspaper. The problems were 
confirmed via a survey of local businesses 
and residents. 

 The city first considered running the 
high-speed lines and asking a private broad-
band company to take them over, but could 
not find a willing service provider. “So that 
left us with deciding whether to leave things 
as they were, knowing we might lose busi-
nesses, or do it ourselves,” Howington said. 

 Velocity first became operational for 
city offices and private businesses in a local 
business park in September, 2015. By the 
following summer, First & Main, a new 
mixed-use retail development in the center of 
the city, and the downtown were connected. 
The mayor then declared October to be Giga-
bit City Month, with local merchants joining 
the celebration by offering special promotions 

Surveys reveal Internet service gaps that 
turn away new businesses

Last fall, Radius Global Market Research and WiredScore 
released findings of their study, The Value of Connectivity: 
What’s the Cost of Poor Digital Connectivity for Commercial Real 
Estate. The study reveals that more than 80 percent of par-
ticipating businesses experience regular Internet connectivity 
problems. A random sampling of 150 leasing decision makers 
from 10 of the nation’s largest cities were polled, and the qual-
ity of a building’s Internet connection was cited as a factor in 
evaluating future office space – surpassing both location and 
price as the important factors when searching for workspace 
in the coming decade. 

The WiredScore report is available for download at  
info.wiredscore.com/value-connectivity-commercial-real-estate. 
(Registration is required.)
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and local restaurants offering menu items such 
as Giga-bite sliders, Broadband BBQ, and 
Giga milkshakes. 

 About 50 businesses signed up immedi-
ately, and the city hoped to add another 50 
businesses in the coming months, says the 
Beacon Journal. Companies that do not need 
a gigabit can opt for a less costly 25 megabit 
service. And to meet the residential demand 
demonstrated by survey results, municipal 
officials applied for a $50,000 Ohio Devel-
opment Services Agency grant to study the 
feasibility of covering the entire city so that 
residents could opt in, as well. 

Howington told the Beacon Journal that 
there wasn’t too much risk to the endeavor 
because the city already had its own power 
company and could install the lines where 
customers were already interested, then 
grow as the cash flow began. Only one city 
employee was added, with other existing staff 
being reassigned or taking on new duties. 
Other operations, such as sales and interior 
wire installation, were outsourced to local 
companies. 

Even tiny, rural communities can 
embrace DIY broadband

 Many towns and cities in Maine are 
grappling with the need for dependable, 
high-speed Internet service. The Maine Fiber 
Company Conference last year highlighted 
success stories, including that of the Island 
of Islesboro, ME (est. pop. 566). A sustained 
five-year effort there was responsible for a 
program that will provide 100-percent fiber 
coverage for homes and businesses. 

 “With no cable TV incumbent on the 
Island, there were fewer competitive threats to 
a municipally built fiber network, and a lower 
general cost for attaching to the utility poles,” 
says the Mane Fiber Company. “A small 
group of local residents took the ‘long view,’ 
educated themselves and other islanders, and 
relentlessly pursued the funding and approvals 
needed to turn this idea into a reality.” 

 A well-informed and persistent local 
advocacy group is critical for any successful 
community broadband initiative, as is public 
funding of some type and magnitude, says the 
company. DiX

AttrAction

Housing program draws and retains employees
 The Live it Up Wausau program in 

Wausau, WI (est. pop. 39,106), seeks to attract 
employees to the area and give them reasons  
to stay.

 “This fits under a broad heading of 
employee-assisted housing or economic 
development homesteading,” says Christian 
Schock, the city’s director of planning, com-
munity, and economic development. “These 
are programs that help employees become 
more rooted in the community. The basic 
premise is that an employee who is connected 
to the city or neighborhood is much more 
inclined to stay than one who isn’t.”

 Within the field of economic develop-
ment, workforce attraction is a high priority, 

says Schock. “This type of program is a  
pragmatic way that a community can tackle 
that.” 

 Schock notes that employee-attraction 
programs are structured in many different 
ways nationwide, including grants, programs 
that pay back student loans, and employers 
that offer residential down payment assis-
tance. These programs are also used for 
stabilization in targeted neighborhoods in 
some cities, or to target employees of par-
ticular industries. 

The Live it Up Wausau program offers 
interest-free loans of up to $10,000 to 
employees of partner businesses for use 
toward down payments on local homes. “This 
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To view Live it Up 
Wausau guidelines, visit 
our website and click on 
Web Extras.

compliments whatever traditional financ-
ing they have, and makes home buying more 
affordable, while rooting them better into the 
neighborhood,” says Schock.

To offset potentially higher renovation 
costs for older city center homes, employees 
can borrow up to $15,000, interest free, for 
historic properties 50 years and older. “And 
we also forgive the final year of payment if 
they have made, and documented, physical 
improvements to the property,” Schock says. 

 Businesses must make a donation to the 
program’s loan pool in order for their employ-
ees to qualify. The city contributes to the fund, 
as do several charitable foundations. 

“Initially, it was important for the city 
to have leadership over the program so we 
started with $100,000 [in city funds], then 
went to the businesses and said, ‘we want 
you to partner on this for your employees.’ 
We didn’t have a minimum donation amount 
because we wanted to engage as many busi-
nesses as possible, from single proprietors to 
small, family businesses to big manufactur-
ers and banks. It’s good to see a diversity of 
folks getting involved. We were telling them, 
‘Hey, you should be cognizant of where your 
employees are living and how connected they 
are to the community.”

“We had heard anecdotally of law firm 
employees coming to town, living in a couple 
of apartment complexes, staying three to 
five years, and then leaving. And from other 
employees, we heard how hard it was for 
them to find housing, and choices that really 
fit different levels, so the city developed on 
the supply side, as well, by offering construc-
tion loans, workforce housing incentives, tax 
credits, those kinds of things. We are help-
ing property owners renovate the floors over 
storefronts, almost every possible second floor 
where you could put residential. That’s been 
very positive.”

Model is adaptable for targeted  
residential development

While Live it Up Wausau is not exclu-
sively focused on downtown, it is a model 
of homesteading that would be “great for a 
downtown to think about,” says Schock. “One 

of the keys to a successful downtown is 24/7 
vibrancy, a good balance of workers and 
people living in and shopping in the down-
town.”

 In Wausau, no particular neighborhoods 
were targeted. “It was discussed and consid-
ered, but I think the extra kicker for historic 
homes does help target certain neighbor-
hoods,” Schock says. “It helps people buy 
anywhere in the area, but I could see a 
community creating homesteading just for a 
certain neighborhood or area. It’s something 
of an emerging field, and I really think it’s 
one of the best ways a community can focus 
on revitalization. Work on homesteading 
people into that area.” 

 Schock says the more inclusive nature 
of Live it Up Wausau works well for his city. 
“One thing we’ve been pleased with is that 
it’s been a fairly broad-based approach with 
a variety of different geographies and types 
of homes. Like many cities, we’ve had down 
payment assistance programs funded primar-
ily through a block grant, which is tied to 
need-based requests from folks who couldn’t 
buy a home otherwise.”

This program instead “looks at it from the 
demand perspective and makes sure employ-
ees buy homes in the city and become more 
inclined to stay,” says Schock. “There’s an 
economic development reason here, not just 
affordable housing or neighborhood develop-
ment. We value skilled workers and we want 
them to buy properties in the city.” 

The program has been used for all types 
of housing with mortgages ranging from 
$40,000 to $500,000. “The employees are 
loving the incentive, rather than needing it, 
and employers are able to add it to the list of 
employee benefits,” Schock says. “If a poten-
tial employee is coming from outside the 
region, it’s a great way to say our community 
values you and will help you buy a home.” 

The program also helps attract invest-
ment. “Developers might say, ‘I don’t know 
who is going to buy this house.’ If you work 
with the employers, you can work that con-
nection and create and show strong demand,” 
says Schock. “It helps prove that market as 
you move forward.” 
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Promoting the program builds  
partnerships and participation

The city promotes Live it Up Wausau, but 
finds that mortgage lenders and realtors are 
also valuable promotional partners. “We’ve 
got those partnerships, and the businesses, and 
the city all out there working to tell that story,” 
Schock says. “It’s helped us continue to gain 
traction.”

The city has done a lot to promote the pro-
gram with the media, as well, including hosting 
media events on the lawns of homes to cel-
ebrate closings. “The state also focused on our 
program and highlighted it in one of their mar-
keting pieces,” says Schock. “It’s just another 
angle of telling that story, which says that the 
Wausau community cares about employees and 
ensuring that people have access and interest in 
buying homes.”

Other Wisconsin communities now look to 
Wausau as a model, Schock says. “I don’t think 
ours is necessarily the best. We have one ver-
sion, while another version works for another 
community. It’s just a great emerging field 
where we would love to see more collaboration 
among communities focused on homesteading, 
and creating demand-driven functions for home 
ownership,” he says. 

“A lot of communities already have down 
payment assistance so sometimes they just need 
to re-imagine it from need-based to an economic 
development perspective,” Schock says. “I would 
encourage communities to talk with regional 
entities and other communities to see what are 
the things they are doing that are focused on 
housing to attract and retain workers.”

Contact: Christian Schock, City of Wausau, (715) 
261-6683, Christian.schock@ci.wausau.wi.us. 

AccEss AnD mobility

Microtransit pilot seeks to reduce  
single-occupancy travel

 A new program in Arlington, TX (est. pop. 
365,438), seeks to reduce traffic downtown 
while providing greater public transit coverage 
at lower cost to the city. 

 Until a few years ago, Arlington was the 
largest city in the nation with no mass transit. 
More recently, its bus line, Max, has seen lack-
luster ridership along its fixed route between 
a local university and a commuter rail station 
near the Dallas-Fort Worth airport. Now a new 
six-seater, on-demand shuttle service is taking 
a test run.

 Last fall, the city announced a partner-
ship with New York-based startup, Via, which 
already offers on-demand minibus service in 
New York City, Chicago, and Washington, 
D.C. Rides can be booked on the Via smart-
phone app. Users receive an estimated pickup 
time and can also track their vehicle on the 
app. The average wait time is 10-12 minutes, 
says Via.

 Passengers lacking smartphones or 
the app can order rides on the Via shuttles, 
branded locally as Arlington On-Demand, by 
calling the company, says the city’s ride-
share web page. Unlike the fixed-route bus, 
passengers can now be picked up at or near 
their doorstep and delivered at or near their 
destinations, all for $3 per ride. The signature 
Mercedes vans are marked with 
both Arlington On-Demand and Via 
logos for easy identification.

The rideshare service currently 
offers rides in the areas around 
downtown, the University of Texas at Arling-
ton, the Texas Health Arlington Memorial 
Hospital area, and the Entertainment District, 
as well as providing a connection to the com-
muter rail station near the airport. Arlington 
On-Demand operates from 6 a.m. to 9 p.m. 
on weekdays, and 9 a.m. to 9 p.m. on Sat-
urday, but extended hours will be offered 

DiX

“Via will get people to 
places Max was too 
limited to get close to.”
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“The purpose is to establish where on the 
buildings the 100-year flood mark is,” says 
Patrick Wright, executive director of Gardiner 
Main Street. Knowing that high-water mark 
allows building owners to make informed 
decisions about where to locate mechanical 
systems and other at-risk items. It may also 

during special events 
in the Entertainment 
District. 

Payments can be 
made by credit card 
or prepaid card. 

In addition to a 
fleet of 10 passenger 
vans, Via will also be 
operating a limited 
number of wheelchair 
accessible vehicles 
during the pilot pro-
gram, and these will 
provide door-to-door 
service.  

Future phases 
will see service 
expanded to two 
major shopping areas 
and the neighbor-
hoods around them. 
“Service areas may 
shift over time as 
information is gath-
ered about demand 
for service,” says the 

city. Up-to-date service area maps and operat-
ing hours are available on the app and at the 
Via and city websites. Residents living outside 
the current service area have been encouraged 
to provide feedback to the company which will 
inform future expansion decisions. 

Via’s service in Arlington will be subsi-

dized by public tax dollars, including one of 
the first federal grants to fund microtransit 
in the country, according to a recent CityLab 
article. 

“Not only will [the pilot] cover the area 
we’re already serving, Via will get people to 
places Max was too limited to get close to,” 
Alicia Winkelblech, assistant director of strate-
gic planning for the city, tells CityLab. 

The  main criteria for judging the success 
of the one-year pilot program will be whether 
Via reduces single-occupancy vehicle trips, 
which the city plans to measure based on data 
collected and shared by Via. Winkelblech is 
optimistic that it can carve into the market for 
private or even pooled Uber and Lyft trips. 
“A trip that might cost $12 on a ride-hailing 
service will now cost $3. We anticipate quite a 
lot of interest in this,” she tells CityLab. 

A successful expansion of microtransit 
may very well build demand for fixed-route 
services in the future as well, notes the article. 
Via may also help unlock answers to questions 
asked by transit agencies nationwide, because 
one advantage of on-demand mobility apps is 
that all the data on where passengers want to 
go is captured.

“There isn’t a transit agency in the U.S. 
that has any valuable data on the demand they 
don’t/can’t serve,” transportation consultant 
Jon McBride tells CityLab. “They have no 
real idea what service people are looking for 
— perhaps this contributes to the declining 
ridership most of them are seeing.” 

On-demand, six-seat shuttles provide a broader 
coverage area and increased convenience for 
users during this pilot program. 

DiX
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Downtown seeks flood mitigation 
to support merchants

 The city of Gardiner, ME (est. pop. 5,800), 
on the shores of the Kennebec River and 
located completely within the mapped FEMA 
flood zone, has seen downtown flooding many 
times over the years. Now officials are work-
ing on a Flood Hazard Mitigation Plan for the 
Gardiner Historic District. 

Arlington On-Demand coverage areas
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help property owners qualify for lower flood 
insurance rates. “If you flood-proof to one 
foot above that mark, insurance rates can be 
substantially lower, and the building is a lot 
happier if it does flood,” he says.

The first step is to obtain Flood Eleva-
tion Certificates, says Wright. Recently, the 
city received a $7,500 grant from the Maine 
Historic Preservation Commission toward the 
$17,520 project, which will survey the eleva-
tions of buildings within the district. Survey 
data will be entered by a college intern into 
a GIS system in order to catalog information 
about properties in the floodplain. Participa-
tion by property owners is voluntary, with the 
grant covering half the cost for each survey and 
certificate for up to 48 buildings. 

“This is Phase I of our community’s flood 
resiliency plan. For us, the floods are a concern, 
but the bigger concern right now is what is hap-
pening to flood insurance rates,” Wright says, 
noting that a flood comes along only occasion-
ally, but high rates must be paid every day. With 
the U.S. Congress contemplating the removal of 
flood insurance subsidies, and building owners 
with mortgages required to carry the insurance, 
concerns are on the rise, he says. 

“One interesting thing we are watch-
ing — and I met with Senator Susan Collins a 
month ago to brief her on this issue — is a bill 
going through the senate right now that would 
slow the increase of insurance premiums to 10 
percent [annually] and buy us some time for 
mitigation,” Wright says. “It also includes some 
flood hazard mitigation funds for communities. 
Our hope is to position ourselves to get some 
support from the federal government to make 
our buildings more flood resilient.” 

Once the Flood Elevation Certificates proj-
ect is complete, “the next part would be to then 
come up with strategies for mitigating against 
floods,” says Wright. “In the case of Gardiner, 
we think that it’s going to be more effective 
to go building by building in order to mitigate 
against damage. We don’t think it’s a case 
where a levy or some other structural approach 
would be cost effective or [flood-prevention] 
effective. We are also working with the Army 
Corps of Engineers. Their Silver Jackets 
program is using buildings that Gardiner Main 

Street owns as a test case for designing strate-
gies for our buildings to achieve safety and get 
lower rates.”  

There are Silver Jackets teams in states 
nationwide, though some go by other names. 
These teams bring together multiple federal, 
state, tribal, and local agencies to learn from 
one another in reducing flood risk and other 
natural disasters. Federal team members typi-
cally include FEMA, and possibly the National 
Weather Service and U.S. Geological Survey, 
in addition to the Army Corps of Engineers. 

Contact: Patrick Wright, Gardiner Main Street, 
(207) 582-3100, info@gardinermainstreet.org. 

Senate considers bill to ease national flood 
insurance woes

Downtown leaders in flood-prone states are keeping a 
close eye on the Sustainable, Affordable, Fair, and Efficient 
(SAFE) National Flood Insurance Program Reauthorization Act 
of 2017 as it winds its way through the U. S. Senate review 
process. The bill seeks to fix problems exposed during the 
response to Hurricane Sandy, say proponents, noting that 
among other things, the bill will:

• Provide long-term certainty by reauthorizing the 
National Flood Insurance Program for six years.

• Prevent exorbitant rate hikes by capping annual 
increases at 10 percent. “Currently, premiums increase by up 
to 25 percent every year, depressing property values, creat-
ing affordability challenges, and discouraging participation in 
the program,” say the bill’s sponsors. 

• Cut waste by freezing interest payments and 
establishing new controls for private insurance company com-
pensation in order to reinvest in proactive mitigation efforts 
and affordability measures, including low-interest loans for 
homeowners’ mitigation projects and affordability vouchers. 

• Provide strong investment in mitigation, with robust 
funding levels for large-scale, communitywide mitigation 
efforts and mitigation assistance programs, which, propo-
nents say, have a 4:1 return on investment and are the most 
effective way to reduce flood risk.

• Provide better training and certification of agents and 
adjusters “to reduce mistakes and improve the customer 
experience.” 

DiX
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what percentage of their annual shopping is 
done online,” says Wachholz. Finally, respon-
dents are given the opportunity to make 
comments.

 “We get amazing feedback from that,” 
she says. “This year, a [self-identified] high 
school student wrote probably one of the 
most convincing essays on why we need a 
Whataburger. There’s one in a neighboring 
community, but he wrote that after football 
games, everyone goes to that other town,  
and sees each other in line, and that he real-
ized all this money was just leaving [our 
town],” says Wachholz. “That is something 
we would include in a recruitment packet to 
Whataburger.” 

Putting the data to use
 Survey results go out in recruitment 

packets to the top 10 requested retailers 
and the top 10 requested restaurants in each 
survey cycle, along with the town’s eight-
page economic development profile, an aerial 
map of the commercial corridor, and letters 
from downtown leaders “that introduce them 
to the community and let them know we are a 
community that wants them, that we are open 
for business and interested in talking, and that 
we have space available,” Wachholz says. The 
more desired a business, the more materials 
and follow-up contact will be provided. 

While survey data is broken down by the 
top 10 requests in each category, Wachholz 
also crunches the numbers by business type. 
Perhaps there’s no way to recruit the cute  
little family diner a respondent patronized in 
a far-flung city, but if enough people request 
some form of family dining, those numbers 
are used to persuade family friendly res-
taurants that a market exists for their menu 
items. Or everyone may not request the same 
sporting goods store, but if the numbers dem-
onstrate the need for this type of business, 
that can be a compelling recruitment tool, 
she says. Final survey results in all catego-
ries are displayed as a two-page infographic, 

“We have some interesting zoning and plan-
ning in place, and a Smart Growth policy that 
requires a big section to remain residential 
to keep that ‘city meets country’ feel. While 
that’s good for the community in the long run, 
it also means that we are working with limited 
commercial space. We tend to be a little picky 
about who and how we recruit.” 

 Additions to the downtown business mix 
are viewed as amenities for residents, she 
says. The best way to ensure that residents 
are happy with that mix is to, “ask them what 
they are lacking and what would make their 
quality of life better,” Wachholz says.

Conducting the survey
 The two-person economic development 

department saves money and staff hours by 
using the online tool, Survey Monkey. “By 
making the survey available online, we are 
able to harness a large percentage of our 
population,” says Wachholz. “And I always 
encourage residents who are uncomfortable 
with taking the survey online to call and I will 

send a written survey and include 
[return] postage.”

Surveys are offered in the fall 
when most people are back from 
summer travels. Participation is 
encouraged via the city and partner 

organization social media platforms, at town 
council meetings, in monthly newsletters, and 
on the town website. While residents are the 
target audience, business partners who may 
live elsewhere but have a stake in the down-
town, and other interested nonresidents may 
participate. 

 The format includes about 10 questions, 
the last of which is open-ended and elicits 
some interesting and informative responses. 
Participants, who remain anonymous, are 
asked where they usually shop, and when 
shopping outside of the community, what 
things they travel to purchase. They are asked 
where they like to dine, for which meals,  
and how often. “And we have started asking 

Retail and restaurant survey provides data 
for targeted business attraction — Continued from page 1

“We have started asking 
what percentage of 
their annual shopping  
is done online.”
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with additional pages containing respondent’s 
open-ended comments. 

 The survey also lets the city know “what 
not to do,” says Wachholz. “People might say 
no more nail salons, no more donut shops, 
or no more banks. And we use the survey to 
clarify what our role is when it comes to local 
economic development. There are comments 
on what areas of town people would like to see 
developed. This goes to the town council. You 
get a lot more out of the survey than simply 
that everyone would like a Trader Joe’s.” 

The surveys also provide opportunities 
for public education. “We get a lot of pie-in-
the-sky responses, and our department feels 
strongly that part of our job is to educate and 
communicate to our residents and our busi-
nesses,” Wachholz says. “In those situations 
where requests aren’t feasible, we still find 
invaluable information because we can share 
why we’re not going to be able to have an 
Apple Store here in town because we are not 
on a major highway and are not going to bring 
in the numbers.”

Her department does reach out to the big 
brands through meetings at trade shows and 
expos, “to double check and verify the best 
possible explanation to bring back as to why 
they are perhaps not interested in our market, 
and I think there is a lot of benefit in that,” 
Wachholz says. 

“We also use the data for general market 
indicators,” she says. For example, one surprise 
is that people now spend more going out to eat 
than in grocery shopping. There can be sur-
prises on the retail front, as well. “People were 
requesting very high-end retailers, but now 
they are wanting to save money in that part of 
their spending. We had a discount grocery store 
looking at our market. There’s very little about 
the demographic in Flower Mound to tell you 
a discount grocer would be successful here, but 
when you look at what our residents are actu-
ally saying, it’s not that they can’t afford things, 
but shopping is not where they want to invest 
their money. Because of that, we can say there 
is a market and help move that dialog forward.” 

For the first time this year, the town plans 
to share its survey results with neighboring 

communities in which respondents indicated 
they like to shop and dine. “It’s just to let 
them know the kinds of leakages we are 
facing but that they are gaining from,” says 
Wachholz. “We are a bunch of communities 
all squished up together, competitive, but very 
supportive. If that [data] does them any good, 
or helps them with any economic develop-
ment or lets them know they did a good job, 
we are happy to do that. We are also happy to 
speak with any community [thinking about 
designing a survey]. It can seem a lot more 
daunting than it really is. I think that if other 
small communities knew this was achievable 
and how, it could save them a lot of money 
and get them started,” she says.

Contact: Alora Wachholz, Town of Flower Mound, 
(972) 874-6044, econdev@flower-mound.com. 

DowntownDevelopment.com

To read the Flower 
Mound Retail & 
Restaurant Survey 2017, 
and resident comments, 
visit our website and 
click on Web Extras. 

DiX

Survey results are presented in an easy-to-read infographic format. 



10   Downtown Idea Exchange •  www.DowntownDevelopment.com  •  May 2018

 Sip and stroll events are a popular activ-
ity for drawing visitors not just downtown, but 
directly into downtown shops and other busi-
nesses. While each event has a unique local 
flavor, most rely on merchants to serve snacks 
and beverages while shoppers move from 
location to location in a fun and low-pressure 
environment. Add to that in-store specials, live 
music, buskers, and passport-style promotions, 
and the stage is set for a successful event. 

The 2017 holiday season saw its share 
of sip & stroll events with at least one taking 
advantage of open container laws. That was  

the case in Clermont, FL 
(est. pop. 28,742), where 
attendees of the two-day 
29th Annual Light Up 
Clermont event are encour-
aged to shop, sip, and stroll 
along the city’s Hometown 
Holiday Parade route.  
“Spend a few hours or an 
entire day,” urges the city’s 
economic development 
department. “The down-
town area is blossoming on 
all fronts, with an assort-
ment of new shops and 
eateries to enjoy!” 

The city has an open container ordinance, 
which allows for an open container of wine 
or beer, purchased from approved retailers 
along the parade route, which falls within the 
Entertainment District downtown, says Shan-
non Schmidt, the city’s economic development 
director.

 Meanwhile, a 45-minute drive away in 
Winter Park, FL (est. pop. 27,852), Sip, Shop 
& Stroll events are offered several times a 
year and are viewed as an opportunity to lure 
customers into business locations. 

 “Spend the evening visiting your favorite 
Park Avenue area shops and restaurants,” said 
the Winter Park Chamber of Commerce of its 
event in December. “Discover new merchants, 
check out the latest fashions, gift ideas, and 
seasonal menu items, and enjoy wine and hors 
d’oeuvres along the way.” 

 In Snohomish, WA (est. pop. 9,098), the 
Sippin’ & Shoppin’ Christmas Shopping Eve-
ning and Wine Stroll sold out in a single day 
last year. Held from 4 to 8 p.m. on the first Sat-
urday of December, this event incorporates a 
wine tasting into the festivities. The marketing 
focus was on fun, with holiday sales treated as 
incidental. 

 A different winery was featured at each 
participating shop. Guests received eight sam-
ples, plus a $10 voucher toward the purchase of 
a bottle of wine from the event’s Bottle Shop. 

And finally, the Greater Pickens Chamber 
of Commerce in Pickens, SC (est. pop. 3,190), 
doesn’t wait for the holiday season, instead 
highlighting all that downtown has to offer a 
few weeks earlier. Their Sip, Shop & Stroll, on 
the first Saturday in November, invites par-
ticipants to, “Join us as we Stroll (walk/bike/
drive) around historical downtown Pickens and 
highlight some of the great things our business 
community has to offer … and sample some 
tasty treats!” Wristbands for the event are $10 
in advance, $15 on event day. The event also 
features prize drawings based on the number 
of participating businesses guests visit during 
the Stroll. DiX

AttrAction

Sip and stroll events make shopping more social

Creating open container 
zones and in-store 
sipping stations makes 
shopping more social 
and boosts foot traffic. 
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Reducing operating 
expenses downtown

 A Wisconsin developer is 
upgrading an outdated building 
near downtown Milwaukee with an 
energy-efficient furnace and water 
heater, upgraded windows, LED 
lighting, and more. It’s just one 
example of a property owner using 
Property Assessed Clean Energy 
(PACE) financing, which provides 
funding for energy efficiency, 
water conservation, and renewable 
energy projects in commercial and 
residential properties.

 Started in 2008, PACE pro-
grams are typically established 
by local governments, which tie 
the privately financed loans to 
the property and allow them to be 
repaid as line items on property 
tax bills. PACE-enabling legisla-
tion is active in 33 states plus 
D.C., and PACE programs are now 
active (launched and operating) in 
20 states plus D.C. 

 To learn more visit www. 
pacenation.us.

Minimizing delivery  
congestion 
 A report from the University of 
Washington’s Urban Freight Lab 
looks at reducing city center con-
gestion by making truck parking 
spaces more productive and reduc-
ing the growth of truck traffic.

 The authors note that Seattle, 
WA, was a perfect test case for the 
work. “If online shopping contin-
ues to grow at its current rate, there 
may be twice as many trucks deliv-
ering packages in Seattle’s city 

center within five years,” the report 
says, “and double the number 
of trucks looking for a parking 
space.”

 By mapping privately owned 
delivery infrastructure, a team of 
researchers and students found 
that 87 percent of all the buildings 
in downtown Seattle, Uptown, 
and South Lake Union rely on 
the city’s curb and alley space to 
receive deliveries. Only 13 percent 
of buildings have loading bays or 
docks that allow trucks to park on 
private property.

 The research team found that 
reducing the number of failed 
delivery attempts as well as the 
amount of time a delivery truck is 
parked in a loading space could 
offer significant benefits.

 “These two actions alone 
could reduce congestion and free 
up curb space for cars, buses, bicy-
cles, and other people who need to 
use that shared public space,” says 
Barbara Ivanov, director of the 
Urban Freight Lab.

To read the full report, 
The Final 50 Feet Urban 
Goods Delivery System, visit 
DowntownDevelopment.com 
and click on Web Extras.

Making the best use of  
available parking

 The city of Fayetteville, NC, 
is moving forward with the first 
phase of a comprehensive master 
plan addressing parking on and 
near the Dickson Street entertain-
ment area and downtown square.

 An initial parking study found 
that the downtown doesn’t suffer 
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from a lack of parking. Instead, it 
needs to let people know where 
the spaces are and make them 
more publicly available. To do 
this, the study provides short- and 
long-term recommendations to 
increase the publicly accessible 
parking supply. These include:

 Short-Term
• Pursue lease agreements/

partnerships with underutilized 
private parking lots.

• Consider permit system for 
those that are nervous about full 
public sharing.

• Provide signage for shared 
lots.

• Add on-street parking where 
it could help with high demand.

• Establish a district threshold 
that triggers a shared garage.

Long-term
• Work toward a goal of 

making 80 percent of total park-
ing supply within the study area 
open and available to the public 
through valet/shared parking 
agreements (up from roughly  
35 percent).

Tax “moratorium” aims 
to encourage property 
upgrades

 Unlike many programs which 
provide direct financial support to 
encourage renovation of commer-
cial properties, the tax moratorium 
in Paducah, KY, requires no outlay 
on the part of the city.

 The Downtown & Market 
House District Assessment and 
Reassessment Tax Moratorium 
encourages the repair, rehabilita-

tion, or stabilization of properties in 
the district that are at least 50 years 
old by providing a program in which 
the property tax paid to the city is 
frozen at the pre-renovation assess-
ment for five years. 

 For a property to be eligible, 
it must receive more than $75,000 
worth of improvements. An applica-
tion must be filed with the planning 
department prior to the renovations. 
After the application is submitted, 
the Property Valuation Administra-
tion assesses the property. Then, 
the property owner has two years 
to complete the renovations. Once 
the renovations are complete and 
reviewed by the planning depart-
ment, a moratorium certificate is 
issued granting five years of city 

property taxes at the pre-renovation 
assessment. 

Train horns disrupt  
workers and residents

 The city of Waco, TX, is con-
sidering a quiet zone which would 
prevent trains from sounding their 
horns along a stretch of track in the 
downtown.

 The local ABC affiliate notes 
that new safety features, including 
gates, would be added along the 
railroad track to let drivers know the 
train is passing through.

 City Traffic Engineer Eric Gault 
tells ABC news that the quiet zone 
will go a long way toward encourag-
ing development in the downtown 
corridor. 

Planners ponder underground space
When cities and their downtowns can no longer move up or 

spread out, one option is to move underground. The February meet-
ing of the World Urban Forum included a side-event on underground 
spaces for cities of the future. The event aimed at showing not only 
the contribution of underground space to the New Urban Agenda and 
the sustainable development goals, but also the practical tools that 
the International Tunneling and Underground Space Association has 
developed. 

At the event, Shipra Narang Suri of UN-Habitat stressed the impor-
tance of underground space which can help cities remain compact, be 
energy efficient, and find the space needed to include new functions in 
the existing city landscape.

To read the association’s report, Think Deep: Planning, development and 
use of underground space in cities, visit DowntownDevelopment.com and 
click on Web Extras. And to learn more about the association, visit www.
ita-aites.org. 
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