ASSESSMENT AND SUGGESTIONS

Suggestion:

The golf course looks like a very nice course. The sign (top) doesn’t do it jus-
tice. Consider using a monument sign, like the one pictured bottom right. As
noted earlier, curb appeal can account for 70% of visitor sales at golf courses.

The club house makes an excellent first impression. Add a marquis sign for the
restaurant out front. Make it a centerpiece.

Is the course open to the public? Are there club and cart rentals? Do you call
for tee times? How many holes? Add some signs to answer these questions.
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ASSESSMENT AND SUGGESTIONS

In a Nutshell

¢ Claresholm has tremendous potential and great “bones” to work with.

e Start with one downtown block on a side street as a “demonstration
project.

* Make it a showcase with beautification, attractive storefronts, seating areas,
and good lighting.

* Develop a theme around Frontier and the Cowboy Trail - perhaps with an
equestrian focus.

* Rearrange the business mix in the block to create a critical mass of
destination retail, restaurants, and entertainment.

* Develop a facade improvement program in that block.

* Encourage that demonstration project to spread - so that eventually,
several blocks have been rejuvenated.

Critical Mass is Not Just a

Religious Experience
The “Mall Mentality” Rule

* The #1 visitor activity in the world is shopping and dining
in a pedestrian setting.

e Critical mass is vital to success: visitor-oriented retail should be in a
compact setting. Separate “neighborhood retail” from “visitor retail.”

* Average rule of thumb for rural communities: ten retail stores, ten
dining/treats facilities, ten places open after 6:00 PM with entertainment.

* Ever wonder why fast food restaurants and gas stations gather together
at intersections? The critical mass (choice) translates to increased sale
for all. Another example is antique malls.
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ASSESSMENT AND SUGGESTIONS

Suggestion:

Create a pedestrian-friendly shopping area, with an “open market” atmosphere.
Create gathering areas, where events can be held, such as flea markets, farmers
markets, arts and crafts fairs, entertainment and education.

Narrow the streets to create an intimate setting.

Sisters, Oregon, worked hard to create an attractive destination retail area.
Before they began their efforts, only one car in 1,100 would stop; now, one
in forty cars stop. In fact, it has become a major day trip, and is on its way to
becoming an overnight destination (top right).

Make the pedestrian-friendly area a real gathering place, with entertainment
(bottom right), banners and outdoor seating, street trees (bottom center) and
public art that fits the brand (bottom left).

Create a hub of activity - a place where locals can hang out after work. That
will also draw visitors and will increase your sales downtown.
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ASSESSMENT AND SUGGESTIONS

Suggestion:

Consider creating a “gateway” into the demonstration block.

Attractive gateways into downtown instill a “sense of place,” an identifiable
destination where business owners develop the “mall mentality” - that they are
all in the mall together and work together as a unit. Creation of boundaries and
gateways identifying the core area helps develop a place people are drawn
to, proud of, and where they want to spend time and money. Businesses in
the area tend to share common goals and efforts in terms of marketing, signs,
operating hours, outdoor dining and displays, parking, and public amenities.

Ever wonder why housing developers create elaborate and attractive gateways
to their most expensive developments? Those gateways increase the perceived
value of the whole neighborhood. The same perception happens with com-
munities and their gateways.

The example shown here is in Lethbridge. The missing ingredient in their case
is the lack of critical mass - the business mix
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ASSESSMENT AND SUGGESTIONS

Suggestion:

Develop gathering places - places for events to be held, places for people to
“hang out.” People love to gather in attractive, bustling surroundings. A lively
downtown is healthy - you can help create that by providing the space with
seating, tables, lighting, trees, flowers, public art, and a location for events
and performances.

We saw RVs and car after car stopping at the restaurant (right photos) just up
the road from Claresholm. Why? Because the signs had great lures, there was
outdoor dining in a fenced area and there were people there. It looked like a
popular spot. People are always drawn to where other people are. It must be
good if that many people are there.

In Nelson, British Columbia, restaurants are allowed to put decks on the
street to create outdoor dining areas. During the winter months, the decks

are put in storage, then brought out each spring. The creation of gathering -
places is critical in attracting people to downtown settings. i ) "ﬂ““lm“mmmmmmm{l
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ASSESSMENT AND SUGGESTIONS

Suggestion:

Separate outdoor dining and gathering areas from road traffic with some type
of decorative barrier, such as railings or flower boxes. These photos show
more examples from Nelson, BC (all three photos). Bring downtown to life.
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