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Downtown Auburn’s Downtown Revitalization Strategy"

BOARD OF DIRECTORS
(Great Falls Action Team)
Residents, Business & Property Owners,
Politicians, Designers, City Officials,
Marketers, Movers & Shakers

Planning & Design
Committee

DOWNTOWN MANAGER
Economijc Marketing & Organizational
Restructuring ~ Promotion Development
- Committee Committee Committee

Contributes to
improving the -
downtown’s image by
enhancing its physical
appearance -- not just
that of buildings, but
also of street lights,
wind;ow displays,
parking areas, signs,
sidewalks,
promotional
materials, and all
other elements that
convey a visual
message about what
downtown is and has
to offer

Strengthens the
existing economic
base of the downtown
while diversifying it.
Economic
restructuring activities
include helping
existing downtown
businesses expand,
recruiting new
businesses to provide
a balanced mix,
-converting unused
space into productive
property and
sharpening the
competitiveness of
downtown businesses

Involves marketing
the downtown’s
unique characteristics
to shoppers, investors,
new businesses,
tourists and others.
Effective promc:tion
creates a positive
image of the
downtown through
retail promotional
activity, special
events, and ongoing
programs to build
positive perceptions
of the downtown.

Builds consensus and
cooperation between
the groups that play a
role in the downtown.
Many individuals and
organizations have an
important stake in the
economic and cultural
viability of the
* downtown. This
“Main Street Four
Point Approach”™
builds a framework
for sensible volunteer-
driven programming
and organization
structuré that matches
the community’s
assets and potential

! This format “The Main Street Four Point Approach™ was developed by the National Main
Street Center© - National Trust for Historic Preservation and was excerpted from Making Downtowns
Come Alive, a publication of the National Main Street Center.
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Section One: Introduction

The Mayor of Auburn, in consultation with the City Council, identified the need better to: understand
the market forces effecting downtown, analyze and improve existing parking and traffic conditions and
to develop design and beautification improvements. To this end, the Mayor and the City Council created
the Great Falls Action Team (GFAT) to oversee the downtown master planning process. GFAT had a
number of meetings and identified issues that should be addressed in a master planning process
including: fostering the development of historic properties, the future market(s) for the downtown,
consolidation of government services and the development of ideas for public/private partnerships.
Findings and recommendations from the GFAT meetings provided the basis for a “Request for
Proposals.” The City advertised and solicited proposals from local and regional consulting teams to
prepare the Downtown Master Plan. Following interviews, with several of the teams that responded to
the RFP, the City selected a team consisting of The Cavendish Partnership, Douglas J. Kennedy &
Associates, Banwell Architects and Wilbur Smith Associates.

City’s Goals and Objecltives

Based on the GFAT recommendations the City developed the following goals and objectives. The City
then requested proposals from consulting teams that addressed the following objectives with
recommendations for short-term and long-term implementation strategies.

> Market Analysis - The City sees a market analysis as pivotal to the future of the downtown. It is
important for the City to understand what types of land uses it should be promoting and businesses
it should attract so that stagnation of the downtown does not occur. Economic vitality is important
to this area.

» Parking Analysis - The City currently controls two major surface parking lots: Great Falls with
approximately 300 spaces, and Main Street with approximately 45 spaces. There are a number of
smaller lots in the area as well. With redevelopment, the creation of additional parking, including
viability and location of a parking garage for the study area is of interest.

» Traffic Circulation - The downtown is bisected by Court Street which carries approximately
30,000 vehicles per day, with two minor arterials - Main Street and Turner Street - which also feed
this area. It is important to know how traffic circulation patterns could be affected by recommended
changes, should all or part of the Downtown Master Plan be implemented, and what the remedies
might be. The traffic circulation plan should include a component that addresses the interaction
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between pedestrian and vehicular conflict. This component will include identification of those areas
and recommended corrective actions.

> Design and Beautification - With the help of Community Development Block Grant funds the City
has been developing a River Front Walkway in the downtown. The City has also been acquiring and
demolishing buildings where and when appropriate to create view corridors to the River. These
issues coupled with the need to foster the historic properties and identifying areas for government
consolidation are important to the design considerations for the landscape that will accentuate both
the existing and planned portions of the downtown. The master plan should include
recommendations that will make the City more livable incorporating strectscape improvements,
trees, furnishings, surfaces and lighting.

> Cost Analysis - A cost analysis is needed for all of the recommendations so that the City will have
the ability to prioritize any future actions based on the plan.

Scope of Services

To address the City’s needs, the City and consulting team prepared the following scope of services.

Market Analysis

Objective: To determine the existing market(s) in the downtown and provide a ‘vision” of what
market potentials exist now and in the future. Based upon the market analysis® and the market
vision establish a practical plan for implementation and execution. Identify steps and opportunities
for public sectors to take to encourage private sector investment and partnerships. Evaluate the
impact, benefit and potential of downtown events and festivals such as, The Great Falls Balloon

Festival and Liberty Festival.
Tasks:

Gather and Review Existing Data/Studies
-including interviews with downtown contacts, field reviews of data and studies, and review of

the surrounding area.

Interviews/Focus Groups
-including stakeholders (downtown workers, visitors, customers, residents), process

participants, city staff, business/property owners, arca real estate brokers, arca development
professionals, commercial lending professionals, etc. Focus groups will concentrate on ( 1)
internal market and development issues to the downtown and (2) market and developmcnt issues
relating to tourism.

Field Observation
-including walking tours of the downtown and ‘windshield’ surveys of other

commercial/shopping areas (Lewiston, Center Street, Auburn Mall Area and other outlying
business concentrations).

Surveys

-including a survey to assess the downtown market, assets, deficiencies, needed improvements,
downtown perceptions and thoughts. The distribution of the surveys will be varied but include,
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at a minimum, the groups represented in Task 1.2. In addition, surveys of residents of the
broader Auburn market area and tourist survey will be conducted by mail.

Comparable City Research/Interviews
-identification of several urban projects in the northeast that have applicability to the Aubun
situation. Projects will be thoroughly investigated to understand how they were started, who
were the critical players, what were the sources of capital, what market assumptions were made,
what were the keys to the project’s success and how successful the project was/is. If possible,
representatives of one or two projects will be invited to meet with the action Team.

Market/Economic Analysis
-including analyses to identify the scope of the market, determine basic trends in the area, and

provide a projection base for making findings and recommendations. Essential analyses to be
performed at a minimum are; Market Area Delineation, Demographic Analyses and Projections,
Economic Analyses, Employment and Wages, Residency Demographics and Characteristics,
Sales Inventory and Projection and Trend Examination.

Findings/Recommendations :

-including all analyses data and reports, interviews and surveys results and field observation
findings. Recommendations will include a well-defined and detailed action plan steps
identifying short and long term development and improvements, parties responsible for and
involved in implementation, projected time frames and costs. Maps and charts indicating
current space and property use will be provided. The market analysis will be sufficient to
provide information to prospective developers and investors in the downtown. Findings will
also provide a fiscal assessment of the recommendations, if fully realized.

Collateral Materials
-development of marketing materials, including a summary of the market analysis, findings and
recommendations, to be used in presentations to potential developers, banks, business people,
stakeholders, etc. Collateral materials will include 500 copies of an 11-x 17" - four color
printed brochure and a slide show, specifically developed for Auburn.

Products:

- Interviews Results

-Focus Group Results

-Surveys Results

-Comparable City Research Findings
-Market/Economic Analysis

-Findings and Recommendations Report
-Collateral Materials

Parking/Traffio Analysis and Improvement Strategy

Objective: To analyze existing traffic and parking conditions (public and private) and the impact
they have upon the downtown, including peak times during public events and festivals in general
terms. Develop and assess several alternatives and improvements intended to improve traffic
circulation, parking availability/accessibility, safe and convenient pedestrian/bicycle movement, and
enhance aesthetic and open space opportunities. Put forth recommendations to improve existing
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parking and traffic conditions including general design concepts, costs, benefits, implementation
responsibilities and priorities.

Tasks:

Existing Conditions
~collect, review and analyze information pertaining to the existing traffic and parking systems
and conditions in the study area. This will also include a review of significant non-study area
systems that affect or may affect the downtown. In addition to parking and traffic systems an
analysis of bicycle/pedestrian plans and networks and public transit systems will be performed.

Traffic
-analyze collected information to determine existing and future levels of service for downtown
roadways and principal intersections. Data to be reviewed and reported will include average
daily traffic (ADT), available peak hour and available turning movement counts. Growth
factors for area roadways will be developed using the LACTS travel demand model. Existing
and future (including the development of the Bates Mill) potential problems will be identified
and analyzed.

Parking

-conduct an inventory of all existing (private and public) on and off-street parking, noting
location, capacities, condition, cost, use limitations and usage. A mail-back survey of a
representative sample of current monthly parking subscribers will be performed to determine
current satisfaction/concerns with location, cost and availability. Existing parking
configurations will be assessed to determine if additional parking can be gained by
reconfiguration. In addition, possible parking garage locations and configurations will be
analyzed on a conceptual basis.

Bicycle and Pedestrian Network
-analyze the quality and role of existing and planned bicycle and pedestrian networks/facilities
in the study area. Particular attention will be paid to connections to/from the converted rail
trestle, riverfront access pedestrian crossings on Court Street and access to/from the Longley
Bridge. A review of existing and recommended pedestrian facilities (sidewalks, crosswalks,
etc.) and amenities (benches, lighting, etc.) will also be conducted.

Public Transit
-including the collection of ridership and route information from the public buses and taxi

services for the downtown study area. An assessment of the current level of transit service and
usage. Meet with LATC and taxi company representatives to learn user needs (including origins
and destinations), to identify opportunities and constraints on transit service levels in the
downtown. Review and evaluate recommendations in the LACTS Travel Demand Management
Study to identify relevant actions. Recommendations will include potential service and/or route
enhancements/improvements as well as, amenity improvements such as, bus shelters, signage,
etc.

Alternative Concepts

-analysis of the implications of up to three identified alternative development concepts on the
transportation and parking systems. (Remainder of 2.2)
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Recommendations
-including detailed costs estimates, benefits, responsibilities for implementation and priorities.
Potential funding sources for each improvement will be identified. Opportunities for public-
private partnerships will also be included.

Products:

-Results of Review of Existing Conditions
-Alternative Concepts and Findings
-Recommendation Report

Design and Beautification Study/Plan

Objective: To accentuate, develop and improve public and private assets in the downtown. Assets
include public open and recreational spaces, public buildings, amenities, public events and festivals,
streetscapes, the river, and private buildings, particularly historic properties. Utilizing these assets
as keys to the creation and realization of the downtown “vision’ is desired.

Tasks:

Review
~development of a thorough understanding of the key design and beautification issues currently
in the downtown and those that are desired. Issues will include design, operations, maintenance,
costs, opportunities and constraints. Also, key will be an examination of current building and
zoning codes. Walking tours of the downtown, Great Falls School, Auburn Public Library, City
Building, the riverfront and significant historical sites/buildings will be included. Findings will
be documented in writing and photographs and distributed to the Action Team.

Base Map Preparation
-utilizing existing mapping, aerial photography and field observations develop a base map of
the study area. The map will include, at a minimum, property lines, buildings, vegetation
massing, important natural and manmade features, roadways and sidewalks. The map will be
produced in ink on Mylar film at an appropriate scale.

Downtown Inventory and Analysis
-preparation of a series of maps and graphics that inventory existing conditions, including;
land/building use, zoning, historic structures, vehicular and pedestrian circulation, view
corridors and view sheds, light and shade studies, landmarks, parking and loading areas,
neighborhood edges, public spaces, and recreational spaces.

Public and Historic Buildings
-review existing space and needs study for the Great Falls School, Auburn Public Library and
City Building. In consultation with City, identify potential locations for new public buildings
and reuse of existing buildings with consideration of service needs, downtown needs and impact.
Review Listoric and significant structures in the study area to determine current and potential
uses. Also identify buildings which may better serve the development of abutting buildings or
spaces, rather than continue in their current use. For all buildings, identify and analyze
constraints and opportunities affecting downtown development and implementation of the
master plan. All information will be represented in writing and graphically illustrated for
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planning and presentation purposes.

Recommendations and Designs

-based on preceding tasks develop recommendations for the design and improvement of public
spaces and buildings in the downtown. Design recommendations will include a desired typical
streetscape (sidewalks, light, trees, etc.), consistent or connective building features, gateway
treatments, signage (public and private) and other features to create a ‘sense of place’. Building
recommendations will include alternative reuse opportunities of public and private buildings,
identification of constraints, alternative locations of public buildings and design suggestions.
Open/public space, riverfront, recreational and aesthetic recommendations will include location
alternatives/opportunities, connective/consistent design features, signage, establishment of
corridors and linkages, and focal points. Building and Zoning code modifications will address
changes necessary to accommodate final recommendations and improvements.

Products:

-Results of Key Issues Identification

-Base Map

-Downtown Inventory and Analysis Report
-Results of Public and Historic Buildings Review
-Recommendations and Designs Report

Conceptual Plans and Alternatives

Objective: To present alternatives for downtown redevelopment and improvement based upon the
findings and recommendations from Tasks A-C.

Tasks:

Investigation , ’

-minimum of four alternative plans which respond to the needs and opportunities identified in
the market analysis, parking/traffic analysis, and design and a beautification plan. Also
included will be investigation and presentation of the possibilities for new government buildings
and/or government consolidation and parking garage and hotel concepts. Each of the conceptual
plans will have components that address short and long term improvements. Accompanying the
plans will be exhibits for streetscape and riverfront improvements including; lighting, street
furnishings, signage and landscaping.

Presentation

-formal presentation of the several concepts and alternatives to the Action Team, invitéd guests,
stakeholders and end users. The concepts will be presented in text, plan and three
dimensionally. The presentation will build on previous presentations and discussions and will
include additional text, tables, charts, photographs, and plans illustrating the positive and
negative aspects of each of the conceptual plans. Accompanying a slide presentation will be a
written summary of the findings to date. In addition, resources and materials will be prepared
for distribution to the public and broadcast and print media.

Products:
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-Conceptual Plans and Alternatives
-Presentation Materials

Publio Information, Participation and Celebration

Objective: To involve and inform the public and all process participants during each part of the
process. To enlist and encourage participation in order that the final product will be reflective of the
community/downtown needs and desired vision. To celebrate the process and its results in a positive
manner.

Tasks:

Kick-Off
-including a process kickoff announcement and celebration, outlining the process, scope and
anticipated products. A kickoff meeting with staff and the Action Team will also be conducted

to begin the process and establish expectations.

Market Analysis
-participation by stakeholders, end users, residents and property owners in developing the
market conditions and projections. Involvement will occur via interviews, surveys, focus groups
and at least one public meeting. Information will be distributed through the surveys, media and
development of collateral materials.

Parking/Traffic Analysis
-presentation and feedback on findings and conceptual alternatives to city staff and the Action
Team. Input from area transportation officials and downtown stakeholders will also be

included.

Design and Beautification Study/Plan
-including a meeting with city staff and the Action Team to establish existing and desired
design, use and beautification issues. Also a formal presentation to review recommended design
and beautification improvements and the results of the market analysis, traffic and parking
analysis will be provided.

Products
- Market Analysis Report & Collateral Materials
- Parking and Traffic Analysis Report
- Design and Beautification Plan
Final Plans and Deliverables

Objective: Prepare concise and exciting presentation materials that will inspire continued public,
political and private sector support and involvement.

Conceptual Plans and Alternatives
-review with staff, Action Team, stakeholders and public conceptual plans and alternatives. A
public presentation with accompanying materials and information will also be provided.
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Public Celebration .
-a reflection of Auburn’s past and inspiration for the future. Included will be a multimedia

presentation documenting the planning process, recommended improvements, implementation
strategies and expected outcomes.

Products:

-Final Vision and Master Plan
-All Study Reports, Findings and Recommendations

Report Format

The report is designed to be flexible. Each chapter can be used independently highlighting specific
information regarding: the market, transportation, design and beautification and action planning; or
collectively forming a comprehensive analysis and implementation strategy for the downtown. The report
has been bound into a loose leaf notebook for ease of removing and copying sections and it is also hoped
that as the report is used, supplemental information will be added. The appendix contains useful
information that the City might use in implementing the plan.

Acknowledgmenis

The findings and recommendations contained in this report are the result of six months of intensive
public interaction and debate in form of: workshops, focus groups, interviews with the interested citizens,
the downtown business community, civic organizations, public officials and the City’s professional staff.
Attendance at the public workshops éxceeded expectations and the final presentation/celebration of the
plan was attended by more than one thousand people. Auburn is fully invested in the Downtown Master
Plan, it can take credit for its creation and should take responsibility for its implementation and success.

8 Aubum Downtown Master Plan



Market Analysis

Introduction and Scope of Work

The following report is part of an ongoing effort to foster a series of improvements in downtown
Auburn, Maine. In a combined effort with The Cavendish Partnership, Banwell Architects, Wil-
ber-Smith and the City of Auburn, DOUGLAS J. KENNEDY & ASSOCIATES has assessed current
downtown economic activity, analyzed the performance of the downtown and developed recom-
mendations for improvement. This report summarizes the major findings of an analysis designed
to assess the current economy of the downtown and to identify strategies that will allow the
downtown to work toward economic.

This report covers four basic elements:

» Fact-Finding - Where does the downtown stand now? What are its markets? How well is it
doing in those markets?

»  Analysis - What potential is there for growth and retail sales in the downtown’s markets?
What are the short and long term opportunities?

»  Public Input — Interviews with a number of local and regional contacts were an essential ele-
ment of the process . . . along with focus group discussions. Significant findings are summa-
rized in the report.

» Recommendations - What new uses can be supported by the downtown? What are the market
based strategies that should be pursued? How can Aubum recruit new uses?

The report and its findings are based on a broad-based data gathering and analysis effort. From a
data perspective, a range of federal, state, local and private documents were used to provide a
quantitative basis for the findings. These are cited in the report. Just as importantly, a series of
interviews with Auburn and other regional contacts were completed to provide a direct link with
market realities. Finally, two successful surveys were completed which provided a strong basis
for findings and recommendations. The City of Auburn played a critical role in arranging inter-
views, collecting background data and refining the materials used for this analysis.
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Facft Finding

Downtown Market Area

Traditionally, downtowns in the northeast have enjoyed well-defined trade areas—the geographic
areas from which they regularly drew their customer base. In a traditional setting, a central town
or city with a commercial base drew not only on its own residents, but also on the residents of
surrounding, rural communities. The limits of any town’s trade area depended on the extent of its
commercial offerings and their distance to other, competitive centers.

Downtowns still have trade areas, but current market realities have changed the traditional trade
balance, and these areas are not so clearly defined as in the past. Business owners can no longer
assume that nearby residents will automatically do their shopping in the downtown area.

Without question, the introduction of shopping centers over the past 50 years has had the most
impact on traditional trade areas. By drawing former downtown shoppers to centralized shopping
locations, shopping centers have forced downtowns to compete more aggressively for customers.
Significant concentrations of shopping center space outside of downtown Auburn and Lewiston
have had an obvious impact on traditional downtowns throughout the region. The ongoing intro-
duction of ‘big-box’ stores has also had an impact. Clearly, most of the retail activity in Auburn
now takes place in the area of the Auburn Mall.

Less obvious are the impact of mail order and other non-traditional forms of retailing, including
television and ‘on-line services.” The convenience that these retailing approaches offer also draws
shoppers away from downtowns. Where downtowns formerly dealt with a single market, they
must now compete with a number of retail centers and numerous retailing approaches. This loss
of local shoppers is a serious concern

At the same time that competition has increased for downtowns, growth in travel activity in
Maine over the years has greatly increased the size of the potential customer market. Millions of
people move through the state on an annual basis, each of who represent a potential downtown
shopper. Finally, many downtowns have recognized that one of their strongest assets is the people
who work there—office workers, storeowners, and service people - who are in the downtown

every day.

Downtowns have found that they can better serve their market by redefining their trade areas.
Recognizing that their potential customer base is diverse, both in terms of geography and demo-
graphics, downtowns can more effectively attract and retain new customers by catering to the
shopping, service and cultural needs of each group. This approach makes sense for Auburn.

Access is an important component of markets — Auburn’s location gives it good access to several
communities in Androscoggin County, as well as to major northeastern metropolitan markets via
the interstate system. The following are significant:

» For most Old Aubumn residents, walking access to downtown stores is possible. This is a sig-
nificant advantage over any other shopping concentration in the region.

» The interstate and state route system in the area provides direct connections to a number of
rural towns in the immediate area.
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» The Maine Turnpike (I-495) along with Route 202 makes it easy for travelers to get to
Auburn. At the same time, these routes provide an easy travel routes for local residents to do
their shopping elsewhere — such as the Auburn Mall area or more remote centers such as

Freeport or Portland.

In the past, downtown Auburn’s competition came from other urbanized concentrations in the re-
gion. While these traditional shopping areas still provide some competition, it is the shopping
centers located in and around these communities which currently provide the most direct compe-
tition. Interviews with an assortment of business contacts, retailers and others in Auburn along
with field observations makes it clear that the downtown lost its primary retail market a long time
ago — downtown Auburn now plays a minimal retail role in the region.

Based on these factors, four potential trade areas have been defined for the downtown. They are:

Old Auburn/Walking Market - the residential area including and immediately surrounding the
downtown. This is a densely populated area with a current population of about 1,950 persons.
Households income levels are well below the median and are estimated to be about $18,500.1

Employee Market - Auburn remains one of Androscoggin County’s important employment cen-
ters. Auburn’s employers, who consist of retail businesses, service businesses, government of-
fices, private office operations and other concerns, create a substantial concentration of potential
customers during working hours. While a number of major employers in the area are not located
in the downtown, it is clear that employment creates additional market potential for downtown
businesses. It is estimated that the current employment base in the downtown is 1,075 persons.2
Based on ‘public’ survey results, the average household income among downtown workers may

exceed $45,000.

Traditional Market — the downtown retains some hold on the traditional market area surrounding
the city. While this geographic extent of this market may have decreased in response to competi-
tion, the market remains important to commercial businesses.

» A report prepared in 1977 indicated that 78 percent of downtown Auburn’s market was gen-
erated by residents of Auburn and Lewiston. Further, report findings stated that an additional
8 percent was generated by residents of other Androscoggin County communities while the
remaining 14 percent was generated by persons from outside of the county. The report went
on to define the primary market area as the Lewiston/Auburn SMSA and the secondary mar-

ket area to be the remainder of Androscoggin County. 3

» A 1996 retail study did not define a primary market area but did use Androscoggin Couﬁty as
an analysis area.4

» The ‘public’ survey — described elsewhere in this report — was oriented toward persons who
visit downtown Aubum on a regular basis. 78 percent of the respondents to that survey were

1 Figures based on data from the U.S. Bureau of the Census.
2 See the Auburn Downtown Building Use Summary, 1993.
3 See the Gladstone Associates Study, 1977.

4 See the Bray Agency Study, 1996.
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residents of either Auburn or Lewiston. An additional 13 percent of the respondents were
residents of communities with the Lewiston/Auburn MSA.

Overall, it remains reasonable to define the current traditional trade area as the
Lewiston/Aubum MSA. This does vary on a business by business basis. However, an analy-
sis of this area will effectively portray the trends most important to businesses within the
downtown. The current population of this market is about 90,940 persons.>

Travel Markets - a brief visit to Auburn along with a series of interviews with local contacts
make it clear that the downtown is not a significant travel attraction. Nevertheless, with a location
in easy range of several major northeastern metro markets, Aubumn is an easy day or weekend trip
objective. While not a regional destination, it is apparent that the city could position itself to tap
into the travel market. While the travel market potentially extends throughout the U.S. and Can-
ada (as well as internationally) it is apparent that it principally consists of persons from metro-
politan areas through the northeast and Mid-Atlantic States.

The Downtown Today

An assessment of downtown’s potential future requires a review of what is already there. Specifi-
cally, it’s important to complete an inventory of current downtown uses—with a focus on com-
mercial businesses. In addition to providing an information base upon which to estimate current
sales levels and assess business activity, a land use inventory provides a good basis for compari-
son—How does Auburn’s downtown compare with its competitors? Just as importantly, the in-
ventory of usés provides a base upon which to move forward with recommendations. Successful
downtowns use current successes to move forward toward new ones. As such, it is important to
fully understand the retail markets in which the downtown already has some success, and to iden-
tify those in which the downtown has no presence.

The inventory of commercial space covers the downtown as defined by the City of Aubum,
which has served as the base for the entire study effort.

In 1993, an inventory of downtown retail/service, office and residential square footage was com-
pleted.6 The inventory included: Active Retail/Service space; Vacant Retail/Service space; Active
Office space; Vacant Office space and residential space. A summary of the findings of the in-
ventory (for commercial space only) is shown in the table below.

5 1997 estimate by Demographics-on-Call.
6 See Auburn Downtown Building Use Summary, 1993.

4 Auburn Downtown Master Plan



Commercial Building Space Inventory: Downtown Auburn (1993)

Floor Area (Square Feet)
Active Vacant I Active Vacant
| _Retail/Service Retail/Service . Office Qffice Totals
South of Court Street 90,848 6,895 150,133 17,920 | 265,796
% of Total 34% 3% 56% 7%
North of Court Street 43,078 28,607 ; 250,532 25,785 | 348,002
% of Total 12% 8% | 72% 7%
Downtown Totals 133,926 35,502 400,665 43,7051 613,798
% of Total 22% 6% 65% 7%

The 1993 inventory showed a total of over 600,000 square feet of commercial space, 72 percent
of which was devoted to office space — downtown’s major commercial space user. No major
changes have occurred since that year. At the time of the inventory, approximately 13 percent of
the available commercial space was vacant. Observers indicate that this percentage has decreased
in the past few years. Also note that most of the downtown’s commercial space is located north of
Court Street. At the time of the inventory there were 18 retail businesses north of the Court Street
and five retail businesses to the south of Court Street. Finally, the inventory indicates that there
was a total of approximately 390,000 square feet of residential space in the downtown. Over 65
percent of this space was located south of Court Street.

With just under 134,000 square feet of retail/service area, downtown Auburn is a small player in
the regional commercial scene. This is shown in the graphic below, which compares retail/service
space in the study area with retail/service space in shopping centers and freestanding stores in
Lewiston/Auburn, Freeport and the Maine Mall (South Portland).”

7 Sources include the 1993 Building Inventory and the Shopping Center Directory.
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Retail/Service Square Footage Comparison
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From a retail-commercial perspective, downtown Auburn has insufficient space to be considered
a significant factor in the region.

Downtown or shopping center retail/service space can typically be placed in one of three major
categories: Convenience Retail; Shoppers Retail and; Services. These are briefly defined below:

Convenience Retail — retail businesses that serve everyday needs, such as grocery stores, con-
venience stores, eating/drinking places, drug stores or hardware stores. Typically consumers don’t
comparison shop for these items. As such, these stores don’t necessarily need to be part of

grouping of stores.

Shoppers Retail - retail businesses that serve comparison shopping needs. Typically, these are
items that consumers will ‘shop-around” for, visiting several stores and comparing several similar
items before making a purchase. This includes: Department Stores; Specialty Foods, Apparel,
Furniture and Specialty Shops. Clustering is often important for these stores, as shoppers like to

make comparisons.

Services — businesses that offer services to shoppers such as beauty shops/barber shops, banks,
recreational facilities, etc.

To serve a community’s full range of commercial needs, a downtown or shopping center needs to
offer all three types of space. Further, there needs to be enough space devoted to each to offer the
consumer some choices, particularly in the Shoppers Retail category. At present, it is apparent
that downtown Auburn’s retail space is oriented toward convenience retail. However, several

specialized shoppers retail businesses remain.

Economic Conditions

Trends in the economy have an obvious impact on commercial markets—employment and wages
are the base upon which consumers can make expenditures. As employment and wages increase,
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consumers have more resources with which to make expenditures. This is particularly true for
shoppers’ goods and recreational/cultural expenditures - purchases that may often be completed
with discretionary income. Local/regional employment and wage trends have evident implica-
tions for the employment, downtown and traditional trade areas. To the extent that the regional
economic direction reflects national trends, they also have implications for the travel market.

Employment and Wages

The following table compares labor force, employment and unemployment trends in the
Lewiston/Auburn MSA and Maine.

Labor Force, Employment & Unemployment:

Lewiston/Auburn MSA and Maine

Lewiston/Auburn MSA Maine
Labor  Employ- Unemploy-| Labor  Employ- Unemploy-
Force ment _ment Rate| Force ment __ment Rate
1985 553,000 __523.000 5.4%| 40.100 37.300 7.0%
1990 634,000 601,000 5.2%| 50,600 47,100 6.9%
1991 643,000 594,000 7.6%)| 50,800 46,000 9.4%
1992 651,000 604,000 7.2%| 51,000 46,600 8.6%
1993 631,000 581,000 7.9%)] 50,000 45,700 8.6%
1994 612,000 567,000 7.4%| 49,100 45,300 7.7%
1995 641,900 605,100 5.7%| 51,000 48,100 5.7%
1996 660,533 627,108 5.1%] 52,400 49,400 5.7%
1997 667,608 635,858 48%| 52,583 49,942 5.0%
1998* 644600 614,600 4.7%] _50.700 48.300 4.7%
Change
1990 - '97 1.7% 23% 0.2% 2.5%
Note: 1998 figures for April, all other figures annual averages.
Source: Maine Department of Labor

Over the years, the Lemston/Auburn MSA has maintained a lower unemployment rate and
shown more growth in terms of total labor than the state as a whole. The strength of the local
economy is particularly evident in recent low unemployment rates.

Comparative employment trends for Auburn and the Lewiston/Auburn MSA are shown in the

table below.
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Employment Trends: Auburn and Lewiston/Auburn MSA

Total Employment
Change
1985 1990 1991 1992 1993 1994 1995 1996 1997 1990-97
Auburn City 10036 11,995 11,735 11,948 11,727 11,375 12,081 12,391 12,527 4.4%
% Change 19.5% -2.2% 1.8% -18% -30% 62% 26% 11%
Lewiston/
Auburn MSA 37300 47,100 46,000 46,600 45700 45300 48,100 49,400 49,942
% Change 263% -23% 13% -19% -09% 62% _2.7% _ 1.1% 6.0%
Source: Maine Department of Labor

Since 1990, employment in Auburn has grown by 4.4 percent; a period when MSA employment
grew by 6.0 percent. With 25 percent of the MSA’s total employment, Auburn has clearly
maintained its role as a center of economic activity. This is significant, as local employment
keeps many local workers — and their dollars - in the city and serves to draws additional dollars to
community in the form of commuting workers.

The Lewiston/Auburn area economy has changed dramatically during the past 20 years. This is
shown in the graphic below which shows the percentage distribution of Lewiston/Auburn MSA

workers by major industry group.

Distribution of Workers by Major Industry Group:
Lewiston/Auburn MSA (1976-1996)

% of Total Employment

i
| S
E, .
i
&
E

: !D Services

| IMFRE
OTCU/Mrade
: i.Manufacturing:j
8| |0 Ag/For/Const.

The most dramatic change in the regional economy is the decline in Manufacturing as a major
source of employment. Where Manufacturing formerly employed close to half of all workers, it
now employs only one in four. As Manufacturing has declined, Services has become an important

source of new jobs.
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Summary
Several points regarding the regional economy are important:

» A substantial number of new jobs have been created in recent years. However, many of these
new jobs offer only moderate pay scales. Contacts indicate that many are ‘back-office’ and

telemarketing positions.

» Typically, regions experiencing significant increases in employment also experience popula-
tion increases — this is not occurring in the Lewiston/Auburn area. Local contacts indicate that
many of the workers taking these jobs are choosing to live in other communities. Should this
trend change, the area can look forward to some substantial growth.

Tourism Trends in the Auburn and the Region

Conversations with state, regional and local tourism officials indicate that the State of Maine and
regional promotional organizations have compiled few recent surveys or statistics specific to
tourism and its economic impacts. The latest detailed study from the Maine Office of Tourism is
“The Economic Impact of Tourist Expenditures on the State of Maine” for the year 1991, pub-
lished in 1992/3. An additional study by Longwoods summarized Maine travel activity in 1996,
and its 1997 summer advertising campaign.

Tourism trends have been identified based upon phone conversations with tourism officials and
the information listed below, most of which is published on the Internet by Maine Business On-
line. While most of the statistics include local residents, the demographic information presented
helps lend perspective to the data.

Maine Information Centers, Mail and Telephone Inquiries

Maine Information Center Visitors, Mail and 800 # Phone Inquiries

Info Center % Mail % Phone %
Visitors Change  Inquiries Change  Inquiries Change

1990 1,123,967 62,711 41,355

1991 1,046,797 7% 52,640 -16% 64,986 57%

1992 1,034,895 -1% 50,084 -5% 65,019 0%

1993 953,070 -8% 47,458 -5% 133,209 105%

1994 897,625 6% 41,451 -13% 197,933 49%

1995 1,014,939 13% 36,893 -11% 191,633 -3%

1996 086,159 3% 32,628 -12% 152,935 -20%
Annual Avg. 1,008,207 46,266 121,010

Tourists are showing a great deal of interest in getting information about visiting Maine, although
the ways in which they seek information has changed in recent years. The convenience and cost
effectiveness of dialing the toll-free number has become more popular than mailing in an inquiry.
Maine tourism information is also available on the Internet. The information centers continue to
be a major resource for visitors already in the state, serving an average of over one million visi-

tors every year.
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July and August are by far the two busiest months at the information centers, with approximately
44 percent of the visits occurring during those months in 1996. About 22 percent of the visits oc-
curred in the fall (September and October) in 1996 and roughly 17 percent coming in the spring
(May and June) for that year. The remaining six months of the year (January through April and
October through December) combined totaled 17 percent.

Annual visitation trends for state parks and Acadia National Park are shown in the table below.

Maine State and National Park Visitors

\State Parks and Acadia National Park Visitors & Campers|

State % Acadia %

Parks Change Nat'l. Park Change
1990 2,280,833 2,646,179
1991 2,255,422 -1% 2,728,433 3%
1992 1,933,257 -14% 2,634,689 -3%
1993 2,051,757 6% 2,908,610 10%
1994 1,853,632 -10% 2,967,325 2%
1995 2,082,027 12% 3,097,954 4%
1996 1,854,417 -11% 2,957,407 -5%

Annual avg. 2,044,478 2,848,657

The data in the table indicates that visitors are drawn in large numbers to the natural beauty of
Maine, as illustrated by the popularity of the state’s parks. State-owned parks attract over two
million guests annually on average, while Acadia National Park draws almost three million visi-

tors every year.

July and August accounted for about 55 percent of the state park visitation total for 1996. June
was also a strong month, account for roughly 14 percent of the total. May, September and Octo-
ber account for a combined total of about 23 percent. The remaining eight percent is spread out
among the remaining five months. Acadia National Park exhibited similar trends in visitation,
with the exception of September placing ahead of June for visitation.

Statewide taxable restaurant and lodging sales trends are shown in the table below.
Maine Taxable Restaurant and Lodging Sales

Taxable Restaurant and Lodging Sales

[Combined (000),
Total Sales % Change
1990 $1,168,096
1991 $1,290,124 10%
1992 $1,347,120 4%
1993 $1,389,480 3%
1994 $1,466,973 6%
1995 $1,532,536 4%
1996 $1,575,377 3%
Annual avg. $1,395,672
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The combined state taxable restaurant and lodging sales figures break down seasonally along
these lines, based on 1996 figures: spring (March - May) accounts for 19 percent; summer (June -
August) for 39 percent; fall (September - November) for 25 percent; and winter (December
through February) for 17 percent. Lodging-only figures are addressed below.

Taxable Lodging Sales
[Taxable Lodging Sales Only (000)

Total Sales % Change

1990 $274,974
1991 $304,786 11%
1992 $278,402 -9%
1993 $318,811 15%
1994 $320,086 0%
1995 $348,300 9%
1996 $362,308 4%

Annual Avg. $315,381

The lodging sales totals shown above generally can be divided on a seasonal basis in the follow-
ing way, based upon the 1996 figures: spring (March - May) accounts for 14 percent; summer
(June - August) for 53 percent; fall (September - November) for 24 percent; and winter (Decem-
ber through February) for 9 percent.

Combined, taxable restaurant and lodging sales have shown consistent growth during this decade.
Lodging sales alone, except for a single-digit rate of decline in 1992, have shown steady growth,
with the figure from 1996 representing 14.7 percent more than the 1990 total. It should be noted
that the figures presented in the tables are actual dollars for each year, and have not been adjusted

for inflation.

Annual employment for the Maine lodging industry is shown in the following table.

Maine Lodging Employment
Estimated Annual Average Lodging Employment

Avg. Number %
Employed Change
1990 9,266
1991 9,158 -1%
1992 9,316 2%
1993 9,492 2%
1994 9,867 4%
1995 9,458 -4%
1996 9,767 3%
Annual Avg. 9,475

The twelve-month average for employment in the state’s lodging industry has increased only
slightly since 1990, with about 2.3 percent more persons working in the industry in 1996 than in
1990. This suggests that the lodging sales growth discussed in this report may be attributed as
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much to inflation as to an increased volume of guests. The employment table indicates that lodg-
ing traffic for the state is relatively flat and stable.

Measured on a monthly basis, state lodging employment figures for the months of July and
August are generally double the numbers for the months of January, February, March, April, No-
vember and December. In May, June, September and October, employment figures generally run
at about 65 percent to 85 percent of the July and August figures.

Traffic counts at Maine border crossings are shown in the following table.

Maine Turnpike Traffic Counts, and Border Crossings

Maine Turnpike Traffic, and U.S. Non-resident Border Crossings

Turnpike % Border %
Traffic Change Crossings Change
(# vehicles) (non-res.)
1990 27,558,000 11,051,784
1991 27,498,000 0% 12,180,629 10%
1992 28,532,000 4% 11,655,611 -4%
1993 28,990,000 2% 10,668,980 -8%
1994 30,393,000 5% 8,401,290 21%
1995 32,041,000 5% 6,329,841 -25%
1996 32,432,000 1% 5,597,623 -12%
Annual Avg. 29,634,857 9,412,251

The Maine Turnpike has experienced fairly steady traffic volume increases, with over 30 million
vehicles in each of the last three years reported. The number of Canadian visitors traveling
through Maine’s border crossings has declined steadily since its peak in 1992. The decrease in
Canadian traffic, which was down by almost 50 percent in 1996 as compared to 1990, can be at-
tributed to a number of factors, including currency exchange rates.

Turnpike traffic is heaviest during July (11%) and August (12%), and lightest in January (6%)
and February (6%). The border-crossing traffic count is relatively consistent for ten months of the
year, with July and August peaking at 20 to 49 percent above the other months during 1996.

Data from a survey of taxable lodging sales in Androscoggin economic survey area are shown in
the table below
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Androscoggin Economic Survey Area Taxable Lodging Sales

ndroscoggin Area Taxable Lodging Sales (000)

Total Sales % Change
1990 $22,583
1991 $23,173 3%
1992 $24,293 5%
1993 $27,362 13%
1994 NA NA
1995 $28,790 5%
1996 $31,156 8%
Annual Avg. $26,226

Annual lodging sales figures for the Androscoggin economic survey area, including Auburn, in-
dicate steady growth in dollar volume. However, the figures are not adjusted for inflation which,
based on the consumer price index for the same time period, would generally account for annual
increases of three to four percent. The actual volume of business for the area appears to be flat.

The seasonal breakdown for these figures, based on 1996 numbers, follows: spring (March -
May) accounts for 22 percent; summer (June - August) for 25 percent; fall (September - Novem-
ber) for 16 percent; and winter (December through February) for 37 percent.

Auburn Area Tourism Activity

We have analyzed Auburn area tourism activity using restaurant/lodging taxable sales data avail-
able from the State of Maine. Typically, communities that experience a great deal of tourism ac-
tivity display major variation in taxable revenues throughout the year — a summer destination ex-
periences well above average revenues during the summer quarter while a winter destination ex-
periences well above average revenues during the winter quarter. The graphic below compares
quarterly restaurant/lodging taxable sales activity in Auburn and Maine. The comparison is in

terms of percentage of annual activity occurring in each quarter.8

8 Average of data for 1995 and 1996.
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Restaurant/Lodging Taxable Sales Activity Comparison:
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For the state as a whole, heavy summer tourism activity results in a well above average percent-
age of restaurant/lodging revenues being generated in the summer quarter (3). A relatively small
percentage of total revenues are generated during the winter quarter (1). Auburn’s pattern of
revenues differs substantially from that for the state as a whole — revenues tend to be distributed
relatively evenly throughout the year — an indication that there is no influx of travel activity at
any time during the year. Clearly, Auburn is not ‘capturing’ its share of Maine’s tourism/travel

activity.

Summary

For the state as a whole, tourism appears to be relatively flat, experiencing some slight increases
in most years, balanced by slight declines in others. While the Androscoggin County area appears
to fit that same trend in general, it does not appear to attract guests for the same reasons or during
the same seasonal time frames as the state trends indicate. Androscoggin area seasonal lodging
sales figures vary greatly from the statewide averages listed above. While the local region has its
busiest period in the winter, the state’s busiest season by far is the summer. The spring represents
a much larger share of the local business as compared to the state numbers, while the fall is .

smaller on the local level.

These numbers suggest that visitors traveling to the Androscoggin area are not typical of those
being attracted by other regions of the state. The numbers also support anecdotal evidence related
by local lodging operators in phone conversations, in which business travelers are said to account
for a large portion of the business, supplemented by activities in the spring at Bates College, and
general tourist business in the summer. The fall foliage season, renowned to be a busy time for
lodging establishments throughout northern New England, is said to have little impact locally.

The only readily-apparent local telephone number available to tourists seeking information re-
garding the Auburn area is that of the Androscoggin County Chamber of Commerce (not a toll-
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free number) for those who know in which county the city is located. The state tourism office has
a toll-free number, as noted above; however, a call to the telephone operator information line for
such numbers (800-555-1212) in April of 1998 resulted in the operator telling the caller no 800

number was listed.

The clear conclusion of the tax revenue analysis and conversations with local contacts is that
Aubumn attracts little tourism/travel activity. With the exception of annual festivals, major week-
ends at Bates College and the occasional tourist with an interest in the city, Aubum is not ‘on the
map’ for most tourists. Rather, it is simply a community off the turnpike, located between the
coast and mountains.

Auburn’s low travel ‘profile’ should be viewed as an opportunity — any additional penetration
into the travel market will yield significant benefits for local business people.
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Analyses

Market Area Demographics

Consumer expenditures are guided by basic demographic factors. Gender, age, income, house-
hold type and ethnicity all factor into buying patterns. A basic knowledge of these factors in any
trade area is enormously helpful in estimating its buying power. Further, a projection of demo-
graphic trends is instrumental in estimating potential, future buying power. Demographic trends
will have a significant effect on commercial markets and retailing in the coming years. For in-
stance: Nationwide by 2010, the number of persons in the prime home buying and furnishing
years aged 25 to 34 will fall by about 6 million from 1995. At the same time, the population in the
peak earning but slower consuming, middle-aged years of 45 to 54 will rise by nearly 41 million.®

For many downtowns, the traditional market area is the primary area from which it must draw its
retail sales, service dollars and recreational/cultural expenditures. As such, demographic trends
are a clear indication of sales potential. A number of statistics for the trade area are shown below.
Please note that these demographics include all persons living within the Lewiston/Auburn MSA.
The statistics do not include seasonal homeowners or travelers.

Historic, current and projected population change in the trade area is compared with similar fig-
ures for the City of Auburn and Maine in the table below.

Historic, Current and Projected Population:
Trade Area, Auburn, Maine

Projected

1980 1990 1997 2002

Trade Area 90,722 95,343 90,941 87,564

% Change 5.1% -4.6% -3.7%
1980 1990 1995
Aubumn 23,128 . 24,309 36,960
-% Change 5.1% 52.0%
Maine 1,125,043 1,227,928 1,241,382
% Change 9.1% 1.1%

Sources: U.S. Bureau of the Census,

Maine Department of Human Services, Demographics-on-Call

Recent trends suggest that the trade area has, and will continue to lose population. However, it
appears likely that this trend will slow if the regional population continues to generate new jobs.
Inevitably, an increase in employment will draw new residents to almost any market.

9 From: Reinventing Real Estate, Urban Land Institute, 1995.
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Historic, current and projected change in the number of trade area households is shown in the ta-
ble below. Average household size is also shown:

Households, Change and AveragSize: Trade Area

1980 1990 1997 2002
Households 32,194 36,413 35,145 33,939
Absolute Change 4,219 (1,268) (1,206)
_% Change 13.1% -3.5% -3.4%
Avg. HH Size 271 2.53 2.50 249
Sources: U.S. Bureau of the Census, Demographics-on-Call

Consistent with population projections the number of households in the trade area is expected to
decrease. In contrast with trends in many other northeastern markets, the average size of trade
area households continues to decrease — albeit slowly. This suggests that the population is aging.

Distribution of the population by age is a good market indicator, as persons in varying age groups
display markedly different spending patterns. The current distribution of the trade area population
by age is shown in the following table, along with a projection for a point five years in the future.

Population Distribution by Age Group: Trade Area
1997 2002 Change
Age Number % of Total Number % of Total] Number % of Total
0-17 23,167 25.5% 21,738 248%| -1,429 -0.6%
18-24 8,994 9.9% 9,028 10.3% +34 0.4%
25-44 27,073 29.8% 24,017 27.4%] -3,057 2.3%
45-64 18,624 20.5% 20,160 23.0%] +1,536 2.5%
65-84 11,175 12.3% 10,606 12.1% -569  -0.2%
85+ 1.908 2.1% 2016 23% +108 0.2%
Totals 90,941 ‘87.564 -3.377
Source: Demographics-on-Call

Like most northeastern markets, there will be a strong increase in the number of persons aged 45
to 64 years. This is a factor of the aging of the ‘Baby Boom,” the major age group in the popula-
tion. As ‘Generation X’ ages, the number of persons aged 25 to 44 years will decrease. The effect
of the ‘Echo Boom’ is mildly evident in the increase in the number of persons aged 18 to 24

years.

Trade area data has also been presented in terms of households by income bracket. This is shown
below in terms of the current (1997) and projected (2002) distribution.
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Household by Income: Trade Area
Number of Households by Income Bracket

1997 2002
Change
Income Bracket Number % of Total Number % of Total 1997-'02
$0-9,999 4,604 13.1% 3,869 11.4% (735)
$10-14,999 3,163 9.0% 2,987 8.8% (176)
$15-24,999 5,904 16.8% 5,430 16.0% (474)
$25-34,999 5,940 16.9% 4,955 14.6% (984)
$35-49,999 6,388 19.6% 6,584 19.4% (304)
$50-74,999 5,834 16.6% 6,211 18.3% 377
$75-99,999 1,546 4.4% 2,206 6.5% 660
$100-149,999 949 2.7% 1,358 4.0% 409
$150,000+ 281 0.8%} 305 0.9% 24
Totals 35.145 33.939 (1.206)

Source: Demographics-on-Call

Currently, approximately 39 percent of the trade area’s households are in the lower (Less than
$25,000) income bracket, approximately 36 percent are in the moderate ($25,000 to $50,000) in-
come bracket and the remainder (25 Percent) are in a higher ($50,000 or more) income bracket.
Not surprisingly, the number of lower income households will decrease during the next five
years, while the number of higher income households will increase. However, this is in part a
factor of inflation rather than the expectation of strong, real income gains. The median household
income in the trade area will increase from the current $31,365 to a projected $34,291 in 2002.
This is an annual rate of increase of only 1.8 percent — a rate of increase that will barely keep

pace with inflation.

Travel Markets

The growth of the travel market has been well documented in the media. Put simply, pleasure
travel has become one of the nation’s major industries, and an aging population is expected to put
even more emphasis on travel during the coming years. Pleasure and recreational travel are par-
ticularly important—and competitive—in the northeast, where metropolitan markets provide a
large base of potential travelers. Since travel activity in the region involves millions of people, it
is difficult to pin down the market’s demographic characteristics. However, a number of facts
regarding this market are relevant to Auburn: :

» A number of contacts noted that the Lewiston/Auburn has limited lodging capacity, restrict-
ing the number of travelers who can spend the night in the area, and making it difficult for the
county to attract significant meeting/convention business. An inventory of lodging facilities
indicates that there are 15 facilities with a total bed capacity of 636 in the two communities.
A substantial segment of this lodging base is of relatively low quality. (See the Auburn Area
Lodging Market Assessment Section of this Report).
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» Androscoggin County is not a ‘name’ travel destination. Nevertheless, its combination of at-
tractions and rural ‘charm’ make it the kind of place that travelers from urban areas like to
visit. Further, both Auburn and Lewiston have a number of natural, cultural and recreational
features that would be of interest to travelers.

In assessing the travel market, it is also important to keep in mind several trends:

Trip Duration - increasingly, travelers are replacing the traditional two week vacation with a
number of short trips over the course of a year. This tends to keep travelers closer to home, and is
helpful to a location like Auburn which is located within an easy driving range of the northeast’s
largest metropolitan market.

Eco-Tourism - an increasing segment of the travel market is interested in discovering more about
the environment in the places they travel. At the extreme end, travelers spend their entire vacation
studying/observing a particular ecology. However, for most travelers, eco-tourism might mean
spending a few hours finding out about wildlife or plant species. The ecology of the Androscog-
gin River could be of interest to these people.

Cultural Tourism - travelers are also increasingly interested in the customs, ethnicity, industries
and other unique elements of the places they visit. Auburn’s unique history could serve as a real
attraction to these travelers.

Bus Tours - the bus tour business has shown steady growth in recent years. Most observers attrib-
ute this to an aging population. Experience has shown that any attraction or community that can
convince bus tour operators that bus travelers will find interesting sights or shopping can typically
assure themselves of a steady flow of bus business during tourist seasons.

Clearly, the region’s visitors range broadly in terms of age, income, household type and other
demographics factors. However, persons who have the time and financial means to travel are
typically of above average income. Right now, Auburn is not a travel destination point. However,
its location within an easy drive of several major metro areas puts it in a good position to tap into
the regional market.

Retail Performance

Like business persons in most northeastern downtowns, downtown Auburmn businesses are fight-
ing a tough battle as shopping centers, big boxes and suburban service providers compete for re-
tail dollars. Recent performance is summarized below.

Personal Consumption sales in Auburn have increased since 1990. This is shown in the graphic
below.
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Personal Consumption: Auburn (1990 - 1997)
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Overall, sales increased by about 43 percent. Increases were strong during the early part of the
1990’s

Reftail Potential

With a variety of data sources it is possible to make current estimates and projections of the retail
sales potential of a defined area. In this instance, current estimates and projections have been de-
veloped for the traditional trade area. These values are based on number of factors including:

Demographics - basic demographic values such as population, households, household com-
position, household income and age distribution are significant indicators of retail sales potential.

Buying Patterns - regional and national buying trends are also significant factors. Over time,
various retail categories will go up and down depending on consumer needs and desires.

Growth and Change - the demographic characteristics of a defined area will change with or with-
out growth—populations age, income levels change, etc. Strong growth (or decline) can also have
a substantial impact on retail sales expectations.

In assessing retail keep in mind that the estimates only deal with the retail spending of full-time
residents of the trade area. Spending at local stores is certainly affected by two opposing factors:
Spending by full-time residents outside of the trade area, and; Spending by non-residents (travel-
ers, second homeowners) inside the trade area. ’

> The estimates and projections have only been completed for retail categories which are typi-
cally found in a shopping center - or downtown, although not appropriate in all locations. A
number of retail categories, such as auto sales, gasoline sales, catalog sales have not been in-
cluded. These categories have been totaled in the ‘other retail” grouping.
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» The estimates and projections refer to the fotal retail spending potential of persons living in
the two trade areas, including spending in many other locations. It is apparent that only a
segment of these dollars are spent in downtown. One of the goals of any downtown program
is to increase the ‘capture rate’ of these dollars.

Trade Area Spending

The table below shows spending estimates for the trade area, on several bases: 1) Total, estimated
spending by category in 1997; 2) Total, projected spending by category in 2002; 3) Estimated, per
household spending by category in 1997, and; 4) Projected, per household spending by category
in 2002. In addition, the table shows the annual, percentage change in spending by category, as
well as totals for the selected categories.1? Note that the figures in the table reflect the full spend-
ing potential of residents of the trade area. These dollars are expended in a number of locations,
including downtown Auburn, other stores within the trade area, and stores outside of the trade
area. In reality, the downtown ‘captures’ a small percentage of these total sales.

10 Spending estimates developed by DOUGLAS J. KENNEDY & ASSOCIATES in conjunction with Demo-
graphics-on-Call.
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Estimated Retail Spending in Selected Categories:
Traditional Trade Area

Estimated Sales
Potential Estimated Sales
(in $000's) Per HH (33's)
Annual Sales
1997 2002 1997 2002 % Change
Apparel 32,161 30,377 775 760 -1.13%
Appliance 2,653 2,923 86 99 1.96%
Convenience 33,322 32,358 1,065 1,069 -0.59%
Depa:tment Store 32,404 32,078 812 834 -0.20%
Drug Store 29,202 36,581 977 1,270 4.61%
Electronics Store 16,462 20,995 452 595 4.98%
Fast-Food Restaurant 36,245 34,367 821 805 -1.06%
Full Service Restaurant 36,945 34,518 813 783 -1.35%
Furniture 12,465 12,241 316 324 -0.36%
Grocery 152,107 158,119 4,049 4,337 0.78%
Hardware 7,187 8,201 240 279 2.67%
Home Centers Store 39,930 47,086 1,388 1,678 3.35%
Jewelry Store 7,080 6,168 160 146 2.72%
Liquor Store © 9344 8,532 170 158 -1.80%
Mass Merchandiser 54,745 55,838 1,483 1,564 0.40%
Photo Store 700 696 23 24 -0.11%
Shoe Store 6,439 7,308 172 203 2.56%
Sporting Goods Store 7,442 7,806 269 290 0.96%
Toy Store 5,834 5,712 134 134 -0.42%
Variety Store 3,006 3,161 79 85 1.01%
Video Store 2,367 3,004 80 104 4.88%
Sub-Total 528,040 548,069 16,361 17,543 0.75%
All Other Stores 611,326 626,954 511 424 0.51%
Retail Total 1,139,366 1,175,023 16,872 17,967 0.62%

The current retail potential of residents in the traditional trade area is just under $530 million.
Spending in the selected categories is expected to increase by about $20 million between 1997
and 2002, an annual rate of increase of 0.75 percent.

While there will be an overall increase, a more detailed analysis of the data reveals that there will
be ‘winners’ and ‘losers” among the selected retail categories. This is shown graphically below,
for the largest percentage gainers and losers. The graphic shows projected, annual, percentage
change in sales. '
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Retail Winners and Losers: Traditional Market Area
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Based on the projections, there is solid potential for expansion in electronic stores, video stores,
drug stores, home center stores and hardware stores in the trade area. However, prospects are

not strong for liquor and jewelry stores.

Fiscal and Economic Impacfts

Downtown improvement generates significant economic and fiscal benefits; both locally and re-
gionally. Several of the major benefits of the balloon festival and the downtown plan are summa-

rized below:

The Balloon Festival

e The Balloon Festival is the single largest generator of ‘people activity in Auburn’s downtown
on an annual basis. In the most recent year for which data is available (1997), it was esti-
mated that between 115,000 and 120,000 persons visited the downtown area.

e 32.6 percent of the festival participants were from outside of Androscoggin County and 4.1
percent of all participants stayed in local hotels and other lodging facilities.

e It is estimated that festival participants generated direct spending in the amount of $984,400
at the 1997 festival. In addition, on-site non-profits and organizer spending totaled almost

$280,000, for total direct spending of approximately $1.26 million. !!

11 From Great Falls Balloon Festival On-Site Economic Impact Study, Report written and analyzed by
Rachel Desgrosseillers, August 22-24, 1997.
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The Downtown Plan

The downtown plan proposes a significant amount of new commercial building space in the
downtown area — primarily to be composed of office and retail/service space. This new building
space has significant economic implications, both from public fiscal and employment perspec-
tives. These are summarized below.

e New commercial buildings will generate substantial new tax dollars for the city. While the
tax implications of any project will vary dependent on the quality of construction, interior
finishes, fixtures and other items, it is possible to estimate the typical dollar value of taxes to
be generated. Based on the current city tax rate, a new commercial building with 10,000

square feet of floor area will generate $26,700 in property taxes, on an annual basis.12

e A new office building containing 10,000 square feet of floor area will create approximately
33 new jobs in the downtown area.!3

e A new retail/service building containing 10,000 square feet of floor area will create approxi-
mately 13 new jobs in the downtown area.1

Auburn Area Lodging Market Assessment

Throughout the market analysis process, local and regional contacts noted the lack of quality
lodging facilities in Auburn and the immediately surrounding area. Most contacts felt that thisisa
serious deficiency and the Auburn misses many economic development opportunities because of
it lack of lodging facilities. Local industries don’t feel that they have a place to lodge employees
and clients. Without question, the city’s opportunity to ‘capture’ the tourism market is limited

by the lack of hotel rooms.

The following report section reviews some of the background factors in the local lodging market.

12 Tax rate from Auburn Assessor’s Office.
13 Source: Institute of Transportation Engineers.
14 Source: Institute of Transportation Engineers.
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Available Rooms
An inventory of Auburn lodging facilities (and number of rooms) is shown in the table below.

Auburn Lodging Facilities

Number of

Facility Rooms
Auburmn Inn 114
Bel Aire Motel 16
Coastline Inn 72
Pineland Motel 24
Sleepy Time 6
Sunset Motel 27
Total 259

Six lodging establishments, totaling 259 rooms currently operate year-round in Auburn. The City
has no hotel accommodations in the downtown district. The closest lodging establishment
(Coastline Inn) to the downtown is one mile away and contains 72 rooms.

An inventory of lodging facilities/rooms in Lewiston is shown in the table below.

Lewiston Lodgigg Facilities

Number of
Facility Rooms
Motel 6 66
Holiday Motel 25
Super 8 50
Chalet Motel 74
Farnham House
Maine Motel
Mom & Dad’s 6
Ramada 117
Redwood Motel 28
Total 377

Nine lodging establishments totaling 377 rooms operate in Lewiston. As with Auburn, Lewiston
has no “Class-A” accommodations. The most expensive and most complete lodging facility in the
two cities is the Ramada Inn and Conference Center. Nightly rates at the Ramada range from a
low of $69 for a standard room, to a high of $148 for a suite. The Ramada’s amenities are the
most extensive in the two cities and include the following: a restaurant and lounge; an indoor pool
and fitness center; conference rooms; a business center and in-room modem lines. In addition to
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Ramada, the Motel 6 and Super 8 Motel chains operate in Lewiston. Both of these chains provide
limited services at lower rates than the Ramada. Four independent motels and two bed-and-
breakfast inns also operate within Lewiston. Nightly rates, other than those previously mentioned
for the Ramada, generally range from $30 to $40. Most observers feel that the Ramada is the
highest quality facility in the Lewiston-Auburm area, primarily because it offers an on-site restau-
rant and limited meeting capabilities. The Motel 6 offers budget rates with relatively high quality
rooms.

In contrast with Lewiston-Auburn, the Portland area has a broad range of lodging offerings,
ranging from budget priced to deluxe. Many of the major national chains have a presence in the
area, and the business or pleasure traveler can typically find a room that meets his/her prefer-
ences.

Major Market Factors

A series of interviews with area lodging operators reveals the following regarding the area mar-
ket:

» The annual Balloon Festival fills the city’s rooms, but other civic festivals and events have a
small impact on the lodging business. Bates College also fills most rooms during its gradua-
tion and reunion weekends. Visiting athletic teams from other colleges also use local lodging,
usually for one night at a time. Auburn also sees a small amount of overflow business from
Portland and other points south during the summer.

» Neither Auburn nor Lewiston has a “Class-A” hotel facility in its lodging inventory.
Auburn’s lodging accommodations tend to appeal to the budget-conscious, and provide a ba-
sic, no-frills experience. One establishment is part of a small chain of three Maine inns; the
other five lodges are independent. One facility has a restaurant on-site, but it is currently
closed while the hotel seeks an operator to lease the dining facilities; the other five lodges
have no dining facilities. None of the facilities has indoor recreation facilities. Nightly rates
generally range from $30 to $60.

» The two larger establishments in the area see the business traveler as their largest and most
consistent market year-round with group business for commercial guests an important part of
their business. Tourists make up a large portion of the market during the summer. Business
was up last year, following several years of flat or declining occupancy.

» The smaller “mom-and-pop” sole proprietor motels further outside of the downtown gener-
ally rent rooms for about $30 a night or $50 to $100 per week during the winter months. The
most profitable time for these motels is the summer tourist season, July through September.
Business generally has declined for these establishments in recent years.

» Lewiston lodging establishments generally draw from the same market of guests as the
Auburn lodges, and experience the same business cycles as their neighbors. The Ramada is a
partial exception, as its facilities allow it to draw additional business for groups, and small
conferences and conventions.
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Local Business and the Lodging Markeft

A phone sampling of local (Lewiston and Auburn) businesses yielded common opinions regard-
ing lodging arrangements for corporate guests:

4
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Guests of local businesses stay both in town and out of town. While the contacted businesses
reported a preference for keeping their guests in town, they also cited the limited number of

local lodging options as a drawback. The main reason cited for lodging guests out of town is
the higher quality of accommodations available elsewhere.

For many of their employees, recruits, and sales representatives, local businesses typically
arrange lodging in one of the nearby chain establishments (Ramada, Quality, Super 8, Motel
6), or a bed & breakfast inn, in Lewiston. For major clients, executives, and VIPs, they typi-
cally arrange lodging in Freeport or Portland at a deluxe hotel.

For businesses whose guests make arrangements on their own, their choice of lodging ac-
commodation varies with the season. During the winter months these guests generally tend to
arrange lodging near the office, often at one of the chain establishments. During the summer
months they reportedly tend to stay in Portland, or along the coast, at one of the finer hotels,
and willingly make a longer drive to the office.

Area businesses indicated that they welcome and would use ‘better accommodations,’ if they
existed in Auburn, as they are typically forced to use out of town facilities. Specifically, they
indicated that a deluxe hotel - with a restaurant, indoor pool, and other quality amenities -
would be appropriate for these guests. The primary reason cited for guests staying out of
town is the quality of the accommodations, rather than any side attractions that other sites of-
fer. A secondary consideration is coordinating flight times and transportation from the Port-
land airport; flexible and convenient shuttle service to the Portland airport would make a
high-quality Auburn lodging option even more attractive to area businesses.
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Public Input

Surveys

The collection of background market information included the creation, distribution and analysis
of two public surveys. An effective downtown market study should incorporate input from per-
sons not directly involved in the project, including downtown residents, workers, shoppers and
others. These persons use downtown on a daily basis and typically can provide a good picture of
usage patterns within the area. Just as importantly, they often have strong opinions regarding
what is right and wrong with a downtown and what actions will result in improvement. In addi-
tion, it is important to gather data regarding regional perceptions of the downtown — from people
who don’t necessarily visit the downtown on a day to day basis. How do people in area commu-
nities view the downtown; What features draw them to the downtown and what new features
would they like to see?

Two distinct survey efforts were undertaken to draw information from both of these groups:

» The ‘Public Survey’ was designed to elicit responses from frequent downtown visitors —
workers, residents, shoppers, etc. — who know the downtown well and who have strong
opinions regarding its future. This survey was available to any downtown visitor who would
fill out a survey form.

» The ‘Phone Survey’ drew upon responses from a random sample of residents of Androscog-
gin County. Respondents were contacted by phone and - if they chose to participate — were
asked a series of questions regarding their use and perceptions of downtown.

In each instance, a draft set of questions was developed and reviewed with Aubum City staff. The
questions were then formalized in a survey instrument and disseminated either on paper or phone
— dependent on the survey. Responses were then recorded on a statistical database for analysis.
Summarized responses to the two surveys are provided below:

The Public Survey

The public survey instrument (see Appendix) was designed to incorporate multiple choice and
short answers regarding respondent residence, personal and households demographics, shopping
habits in and outside of the downtown area, views regarding downtown improvement needs. Sur-
vey distribution was handled in four ways, as listed below. 1> Drop-off boxes were made avail-
able at each chosen location for survey respondents to return the completed survey forms. Survey
locations were as follows:

1. Surveys were distributed at two banks in Auburn, Peoples Heritage Bank and Mechanics
Savings Bank. Patrons and employees of each bank completed the survey.

2. Multiple copies of the survey were dropped off at a number of downtown stores, services and
restaurants. These included Austin’s Fine Food and Wine, Roger’s Haircutters, Capers Res-
taurant, Orphan Annie’s, Reid’s Guns & Cigars, and TJs Restaurant.

15 Individual survey forms were coded to indicate the source of each returned survey.
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3. Surveys were distributed at public locations including the Library, Post Office, City Hall, and

Courthouse.
4. Surveys were distributed to attendees at the public workshop on March 19 in Auburn.

The survey was undertaken during the period from March 9 to 23, 1998. Overall, the survey re-
sponse was strong, with 194 completed surveys returned. Similar efforts in other cities have typi-
cally resulted in 75 to 125 returned surveys. With a total of 1,200 surveys distributed, the ‘re-
sponse rate’ was 16 percent.16 The returned surveys provided a substantial amount of background
data regarding how downtown Auburn is currently used, frequency of visits to downtown, shop-
ping habits of visitors, and the improvements people would like to see. In total, approximately
1,200 surveys were made available in downtown Auburn over a period of two weeks, March 9

through 23.
Survey results are summarized below:

Overall, the response to the survey was good, resulting in a response rate of 16 percent. A total of
194 surveys were completed, which provided a substantial amount of background data regarding
how downtown Auburn is currently used, frequency of visits to downtown, shopping habits of
visitors, and what improvements people would like to see. In total, approximately 1,200 surveys
were made available in downtown Auburn over a period of two weeks, March 9 through 23. Sur-
vey results are summarized below:

» 194 surveys were returned. Response breakdown from the four survey drop-off lo-
cations is graphically presented below.

16 Note that this survey was available to anyone who visited one of the drop-off locations. Thus, the re-
sults do not represent a statistical sample of the population. Nevertheless, survey results are valuable as
they shed light on respondents’ uses and opinions regarding downtown Auburn.
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Survey Response: By Drop-Off Source
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Combined, shoppers who picked up surveys at stores/services/restaurants and public locations
around downtown Auburn accounted for 75 percent of the returned surveys. As such, the returns
reflect the views of those who ‘do business’ in the downtown.
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Predictably, the great majority of the survey responses were from residents of Auburn and
Lewiston where 77 percent of the survey respondents live. The table shows the distribution of
survey respondents by home location.

Survey Response: Respondents’ Residence

Number of Re- % of Total

Respondents’ Town (Zip Code) sponses
Aubum 115 60%
Lewiston (04240) 34 18%
Poland Springs (04274) 6 3%
Turner (04282) 6 3%
Minot (04258) 5 3%
Greene (04236) 4 2%
Lisbon Falls (04252) 3 2%
Sabattus (04280) 2 1%
Gray (04039) 2 1%
Total 177 93%

57 percent of the survey respondents were female, while 43 percent were male. While this
does not reflect the gender distribution in the area, experience with other, similar surveys in-
dicates that females usually constitute the majority of respondents. Further, females tend to

 take care of most household shopping and service needs. As such, the response reflects the

attitudes of those who typically use commercial services in the downtown.
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The median age of survey respondents was 42.0 years, while the average age of survey re-
spondents was 42.6 years.

The average household size of survey respondents was 2.84 persons. This is larger than the

average for the Lewiston-Auburn MSA, which is currently 2.50 persons. 17 Of the 188 sur-
vey responses for household size, 67 (or 35.6 percent) survey respondents had a household
size of 2 persons. The table below shows responses for household size.

Survey Response: Household Size

Number of Responses % of Total

Household Size

1 person 26 13.8%
2 persons 67 35.6%
3 persons 33 17.6%
4 persons 39 20.7%
5 persons 18 9.6%
6 persons 5 2.7%

Total 188

Although most survey respondents did not supply specifics regarding total household income
(respondents were given the option of indicating their household income range), the returns
indicate that the average household income of survey respondents was in the area of $47,800.
Among survey respondents who indicated that they worked in downtown Auburn (a total of
86 survey respondents), the average household income was $49,200. The median households
income in the Lewiston —Auburn MSA is currently about $31,365.

Most survey respondents visit downtown Auburn on a regular basis, as shown in the follow-
ing table:

Survey Response: Frequency of Visits to Downtown Auburn
Number of Re- % of Total

Frequency of Visit sponses

Less Than Once a Week 29 15%

Once a Week 17 9%

2-3 Times a Week 42 22%

4 or More Times a Week 101 53%
‘Total 189

A variety of cultural, recreational, and festival events take place in downtown Auburn on an
annual basis. Respondents were asked to report on which of these events they have attended,
with results shown in the following graphic.

17 Source: Demographics on Call.
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Survey Response: Percentage of Respondents Attending Selected
Downtown Events
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86 percent of the survey respondents visited downtown Auburn to attend the Balloon Festi-
val. The July 4™ weekend was the second most popular event, with 60 percent of the survey
respondents attending. Theater/Plays and Concerts follow in popularity, with 37 and 36 per-
cent, respectively.

» Respondents were asked to indicate what businesses or other locations they typically visit
when visiting downtown Auburn. The graphic below shows the locations most frequently
noted by respondents. Note that the locations visited have been broken down into the major
categories: Services, Convenience Retail, and Shoppers Retail.

Survey Response: Where Visitors Go in Downtown Auburn
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Downtown Auburn is used primarily for Services and Convenience Retail activity. Only one
Shoppers Retail use — Retail/Specialty Shops — was a typical place to visit for approximately
30 percent of survey respondents. Only six percent indicated that they visit Social Services
Offices on a regular basis.

Survey respondents were asked where they regularly shop. 84 percent shop in the Auburn
Mall area while only seven percent shop in downtown Lewiston. The following graphic
shows the shopping locations where survey respondents regularly shop.

Survey Response: Where Survey Respondents Regularly Shop

Aubum Mall Area :‘ e e = ,,,: 84%
Freeport - N ‘ , esrs e M.,,,,.,.,.v S ———

R

1 Downtown Lewiston L % ; | ;
0% 20% 40% 60% 80% 100%

- % of Respondents Shopping in Area

» A majority of the survey respondents indicated that they grocery shop in either Auburn or
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Lewiston. The table below illustrates the four grocery most frequently used by survey re-
spondents.

Survey Response: Where Respondents Grocery Shop
Number of % of Total

Grocery Shopping Centers Responses

Shop n Save - Aubumn 96 49%

Shaw’s - Auburn 42 22%

Shop n Save - Lewiston 18 9%

Shaw’s - Lewiston 14 7%
Total 170 87%

Survey respondents were asked what two stores or shopping centers they visit most fre-
quently (other than grocery stores). The results are shown in the following graphic.
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Survey Response: Frequently Visited Stores/Shopping Centers
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» Survey respondents offered a wide variety of recommendations for new stores, services, and
businesses in the downtown area. The following table lists the recommendations mentioned
by three percent or more of all respondents.

Survey Response: Recommended New Stores, Services
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and Businesses

Number of % of

Store Type Mentions Total
Restaurant 45 23%
Specialty Store 33 17%
Parking 23 12%
Women's clothing 15 8%
- Coffee Shop 13 7%
Men's Clothing 13 7%
Book Store 10 5%
Office Building 8 4%
Discount Store 7 4%
Movie Theater 6 3%
Activities for Children 6 3%
Museum/Art Gallery 6 3%
Home Depot (hardware) 6 3%
Government Offices 6 3%
Computer (electronic) Store 5 3%
Convenience Store 5 3%
Antique Store 5 3%
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» Survey respondents offered a wide variety of recommendations for new cultural/recreational
facilities in the downtown. The following table lists the recommendations mentioned by two
percent or more of all respondents.

Survey Response: Recommended New Cultural/Recreational

Facilities

Number of % of
Store/Facility Type Mentions Total
Performing Arts Center 23 12%
Park 18 9%
Walking/Riding Paths 15 8%
Movie Theater 13 7%
Concerts 13 7%
Library 12 6%
Amphitheater 11 6%
Historical View/Museum 11 6%
Seasonal Festivals 9 5%
Youth Programs 9 5%
Restaurants 8 4%
Convention/Civic Center 6 3%
Night Club/Bar 4 2%
Kids Stores 3 2%
Gym 3 2%
Community Center 3 2%

The Phone Survey

While the ‘public’ survey provided information from persons who often visit the downtown, the
study methodology called for a second survey, one that would more accurately portray the shop-
ping patterns and downtown visitation patterns of people throughout the Auburn area. This
‘phone’ survey provided a more scientifically valid ‘sampling’ of the area population, and thus a
more accurate portrayal of regional trends.

To that end, a survey instrument was prepared and completed with the assistance of Granite State
Marketing Research, Inc. (GSMRI). The survey instrument (see Appendix) was designed to in-
corporate multiple choice and short answers regarding shopping habits in the study area, recom-
mended downtown improvement needs, and background household demographic data. GSMRI
randomly phoned 225 Androscoggin County residents from area telephone books. Only those
respondents aged 18 years or more were surveyed.

With 225 completed surveys, the responses provided a substantial amount of background data
regarding how downtown Auburn is currently used, frequency of visits to downtown, and what
improvements people would like to see. Survey results are summarized below:

»  Overall, 59 percent of the survey respondents visited downtown Auburn at least 25 times
within the past year. The response breakdown for frequency of trips to downtown Auburn is
graphically presented below.
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Survey Response: By Frequency of Visits to Downtown Auburn

Once_ None

11-25 times 4% | 3% 25 or more
8% | times
59%
2-10 times
26%

Combined, respondents who visit downtown Auburn at least 11 times within the past year ac-
counted for 67 percent of the completed surveys. As such, the returns reflect the views of
people who spend time in downtown Auburn with some frequency.

» Respondents were asked to indicate what businesses or other locations they typically visit
when they go to downtown Auburn. The following graphic shows.the locations most fre-
quently listed by respondents. Note that the places visited have been broken down into four
major categories: Services, Convenience Retail, Shoppers Retail, and other.

Survey Response: Where Visitors Go in Downtown Auburn

B Services

Convenience Retail
O Shoppers Retail

% of Survey Respondents

- Se——————

o —————————

Festivals
Drug Store

Restaurants

Convenience Store
County Offices
Social Services

Professional Offices

|!Ret:iil/“r ialty Shops }§
Beauty/Barber Shop
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Survey respondents most frequently mentioned the Post Office and City Offices as places to
visit in downtown. In addition, restaurants, festivals (Balloon, Liberty, etc.) and food stores

were frequently cited.

220 survey respondents answered to a question asking whether or not they travel through
downtown Auburn regularly, with 86 percent responding in the affirmative.

Survey respondents offered a wide variety of recommendations for new stores, businesses
and cultural/recreational facilities in the downtown area. The following table lists the recom-

mendations mentioned by four percent or more of all respondents.

Survey Response: Recommended New Stores, Businesses

37

and Cultural Facilities
Number of % of
Store/Facility Type Mentions Total
Restaurant 60 27%
Specialty Shop 46 20%
Parking/Parking Garage 35 16%
Clothing Store 29 13%
Kids Programs/'YMCA 25 11%
Bookstore 18 8%
Community Theater 15 7%
Fumniture/Hardware/Automotive 14 6%
Art Museum 12 5%
Café 12 5%
Bike Lane/Walking Path 12 5%
Pharmacy 11 5%
Playground 10 4%
Festivals/Craft 10 4%
Park 10 4%
Bar 9 4%
Craft Store/Fair 8 4%

Predictably, the great majority of the survey responses were from residents of Auburn,
Lewiston and the immediate surrounding communities, as shown in the following table.
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Survey Response: Respondents’ Residence

38

Number of % of Total

Respondents’ Town (Zip Code) Responses
Auburn (04210) 168 75%
Lewiston (04240) 24 11%
Lisbon (04250) 9 4%
Lisbon Falls (04252) 5 2%
Livermore Falls (04254) 4 2%
Turner (04282) 4 2%
Auburmn-Great Falls: PO 1-920 (04212) 3 1%
Aubum: PO 3001-3900 (04211) 2 1%

Total 219 98%

58 percent of the survey respondents were female, while 42 percent were male, reflecting the
higher likelihood of finding females at home for a phone survey.

The median age of survey respondents was 50.0 years and the average age was 50.8 years.

The survey respondents were provided the option of indicating their household income range.
There were a total of 188 survey responses for the household income question with responses
indicating that the average household income of survey respondents was in the area of
$34,400. A cross-tabulation between survey respondents that work in downtown Aubum and
household income resulted in 47 responses. The average household income of respondents

who work in downtown Auburn was $38,500.
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Downtown Auburn Survey

Please take the time to complete this survey, which will assist us in planning for the downtown’s fu-

ture. You may return the completed survey to the box that has been provided, or mail to Great Falls Ac-
tion Committee, c/o City of Auburn-Lee Jay Feldman, 45 Spring St., Auburn, ME 04210

THANKS!!
1 What is your home Zip Code?
2 What is your gender? Male Q@ Female O Your age?
3 Total number of persons in your household (include yourself):
4 What is the total income of your household? $ (Check the range if you’d
rather not be specific:) $0-24,999 Q $25,000-$49,999 O $50,000-$74,999
Q $75,000+ O
5 How often do you visit downtown Aubumn?
Less than once a week O Once a week O 2-3 times a week O 4 or more
times a week O
6 What cultural, recreational or festival events have you attended in downtown Auburn? Check
all that apply: .
Balloon Festival O Concerts O July 4™ Q
Triathlon Q
Canoe Race Q Theater/Plays O Other (Specify)
7 What types of stores, businesses or other places do you use when you come to downtown
Auburn? Check all that apply:
Food Store O Drug Store O County Offices/Courthouse O Church O
Professional Office Q Bank O Beauty/Barber shop O
Social Service Offices Q
Convenience Store O Retail/Specialty Stores O Restaurant/Take-Out O Library O
City Offices O YMCA O Post Office O Other
8 Do you work in downtown Aubumn? Yes O Not employed O What is the Zip Code where you
work?
9 Where do you regularly shop? Check all that apply:
Downtown Auburn Q Downtown Lewiston O Auburn
Mall Area O
Lewiston Mall Area O Maine Mall (Portland) Q
Freeport O
10 Where do you do most of your grocery shopping? Store name Location

39
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11

12

13

14

40

Other than grocery shopping, what two stores or shopping centers do you visit most fre-

quently?
Store/Shopping Center Location
Store/Shopping Center Location

What kinds of new stores, services, and other businesses do you think would most improve

downtown Auburn? Please be speci-
fic:

What kinds of new cultural/recreational facilities do you think would most improve down-
town Auburn? Please be speci-
fic:

Other than new businesses, what steps should be taken to improve downtown Auburn?

Please use the other side of this form if you need more space.
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Auburn Downtown Phone Survey
The City of Auburn is analyzing the downtown area for future development potential. We would
appreciate your cooperation in answering the following questions that will assist us in learning
more about the demographics and shopping habits of downtown visitors.
During the past year, how many times did you visit downtown Auburmn?
la. None
1b. Once
lc. 2-10 times
1d. 11-25 times
le. 25 or more times

What types of stores, businesses or other places do you visit when you come to downtown
Auburm?

2a. Food Store

2b. Drug Store

2c. County Office/Courthouse

2d. Church
2e. Professional Office
2f Bank

2g. Beauty/Barber Shop
2h. Social Service Office
2i. Convenience Store
2j. Retail/Specialty Store
2k. Restaurant/Take-Out
21 Library

2m.  City Offices

2n. Post Office

2o0. Work

2p. Festivals

Do you drive through downtown Auburn regularly? 3a. Yes 3b. No

What kind of new stores, services, businesses, and cultural/recreational facilities do you think
would most improve downtown Auburn? (NO MORE THAN FOUR)

4a.

4b.

4c.

44d.

5. What is your home zip code?

6. What is your work zip code?

7. What is your age?

8. Gender 8a. Male 8b. Female

What is the total income of your household?
9a. $0-$24,999

9b. $25,000-$49,999

9c. $50,000-$74,999

9d. $75,000 +
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Focus Groups

Focus group discussions are a helpful exercise in comprehensive market research and planning
efforts. The premise behind a focus group is to obtain public input on either specific ideas or
general planning and marketing issues in a setting where people are not confined by time and can
feel comfortable to speak freely. The setting also provides an opportunity for synergy to form
from participants” exposure to each other persons' ideas.

Format

Two focus group sessions with a maximum of 10 people were organized. To encourage open
dialogue, elected city officials and city employees were not invited. Participants were chosen
from a list, provided by the city, compiled of people who had, in the past, shown an interest in the
planning process. Each person was invited via telephone. The following day a confirmation let-
ter was mailed listing the two discussion questions corresponding to the assigned focus session.
18 The discussion questions were forwarded in advance in order to give participants sufficient
time to collect their thoughts and to be able to present them to the focus group in an organized
manner. The two pairs of questions are listed below:

Tuesday June 9th, 2 PM

» Do you agree that a combined city hall and library is a good idea? Should it include school
administrative offices?

Y  Should Auburn have a role in the development of a convention center?

Wednesday June 10th, 9:30 AM

Y  What is the strength of support for creating a city green for activities like the balloon Sesti-
val?

» Should pedestrians or automobiles have priority in the downtown? -Including Court Street?

The focus groups were held at the ‘old’ Packard Drug Store on Court St. For each session the
chairs for the participants were arranged in a 3/4 circle around the facilitator. The facilitator pri-
marily spoke with the group as the assistant took notes. When appropriate the facilitator would
use a pad and easel for noteworthy thoughts from those in attendance.

Participants were given time to socialize and view the proposed downtown plans before formal
introductions and the initiation of the focus discussions. The discussions consumed approxi-
mately 45 minutes of conversation time per question. Typically initial thoughts lead to vibrant
conversation and in some instances consensus building.

The Facilitator

Douglas J. Kennedy facilitated both sessions. His primary role, as facilitator, was to foster and
manage constructive participant conversation and to avoid leading and coaching answers the city

18 A copy of the letter is provided in the appendix
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officials or hired planners may wish to hear. In order to generate valuable conversation that
touches all bases, the facilitator must play up all angles of devil’s advocate, from liberal to con-
servative and antagonist to protagonists. A second, equally important, role for the facilitator is to
ensure all participants have opportunities to be heard.

The Participants

A total of ten participants were invited to the Tuesday discussion while nine were invited for
Wednesday's session. Attendees are listed below. !° In addition to Mr. Kennedy, Jason Wilber
was present for both sessions both to provide logistical support and to serve as a note taker.

Tuesday June 9th, 2 PM

Roger Blais
Noel Smith
Brian Bolduc
Dan Poulin
Richard Martin

Wednesday June 10th, 9:30 AM

Brenda Hathaway
Pauline Caouette-Moore
Lee Griswold

Guy Gagnon

Barton Kelsea

Denis Mailhot

Austin Conrad

Penny Appleby

Highlights
The following is a listing of major points offered by focus group participants:
Question One:

Do you agree that a combined city hall and library is a good idea? Should it include school ad-
ministrative offices?

» The library is beautiful, an icon of the city and must stay at its current location

» The library is too small, not enough parking

» Acknowledge that the library does not generate spending in downtown

» The library, if merged under one roof with City Hall, may be hampered by association with

city government in efforts to raise private funding
» Separate city and school administration buildings lead to duplication of services, leading to

inefficiencies and higher than necessary costs.

19 All of those who were invited had eagerly agreed to attend. Therefore any absence was unexpected.
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» City Hall is too small, not enough parking

» City Hall, if moved, must remain in downtown Auburn as a symbol of its commitment to the
revitalization of downtown, for centralized convenience and as a possible source of customers
for local business

» City Hall and the School Administrative building should be combined on a new site in
downtown riverfront area (Main Street)

» To gain support for the new City Hall/School Administration building it should be packaged
with either: a parking garage, a private developer or a new Post Office

» Would not be offended by a mixed use City Hall in which commercial space was built in, as
long as it is tasteful, well defined and modest in size.

» Liked the idea of the city leasing the new building to save on maintenance costs

» The new City Hall must be more than a new building, it must sincerely improve the economy
downtown and/or improve the operating efficiency for the city

» New school offices on Main Street will increase night traffic, which will help spur downtown

__evening business

» The library could, via private funding, annex the current city hall for space and enjoy much

needed parking. '

The group felt supported the consolidated City Hall, School Administration and Post Office
building on Main Street as the best solution. They recognized that in order to sell the project to
voters it must be proven in some manner to be cost effective. They suggested two ideas: 1) Show
it to have a dramatic effect for the downtown economy or; 2) Show it as an opportunity for the
city to achieve lower annual operating costs. A new city hall will not be approved with an above
average tax increase or without a parking garage. As for the library, a majority of the proactive
comments came from one individual and were not necessarily reflective of the majority.

Question 2.
Should Auburn have a role in the development of a convention center?

Relations between the two cities appear to be at an “all-time™ high

The area is typically conservative and not visionary

See Aubumn potentially benefiting more than Lewiston

Realize that both Auburn and Lewiston must be healthy to succeed

Concerned with the edge Portland would have if it builds a convention center in terms of in-
. frastructure (airport, hotels, entertainment and restaurants)

» Believe Auburn must help itself before it commits money to another project

v v vwew

The general consensus was that Auburn must begin the downtown revitalization process before it
can consider assisting a Lewiston Convention Center. Some felt strongly that it would never be
successful and ultimately a waste of money and resources, while others could see the success but
at this point in time intertwined with too many variables. Opinions remained unchanged when a
future scenario situation was depicted in which Auburn was successfully redeveloped a solid
market feasibility study in place and the city’s contribution to the convention center would be the

last piece.
Question 3:

What is the strength of support for creating a city green for activities like the balloon festival?
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» Currently the strength of support for a city green is strong for the Balloon Festival and events
such as the Liberty Festival, Festival du Joie and proposed Arts Festival.

» To lose the balloon festival to another venue would be devastating for downtown because the
festival attracts people who never come to the downtown area...downtown would lose a great
source of exposure.

» There is concern regarding the ability of the private sector to continue to raise money and the
area to produce enough volunteers to continue the festivals.

» Participants liked the idea of city assistance, possibly a parks and festival manager, however
the city must keep taxes low

»  Felt there would be vocal opposition to any tax increases

» Festivals aside, maintaining green space is essential in sustaining a successful downtown
Green space should be call “white” space too...need ice skating, hockey and possibly cross
country skiing

» Need regularly scheduled activities such as a farmer’s market, flea markets etc.

The group as a whole felt city green space, in every form, was essential in creating an environment condu-
cive for business and living. A large city green was viewed as favorable and strength of support strong.
However, many participants felt there would be a vocal opposition in favor of utilizing land for lower taxes
and less government. Several ideas were put forward regarding adding more annual festival events and
smaller scale activities to operate on the city green and Main Street, including a farmer’s market, flea mar-
ket, antique sales and entertainment. Several participants noted that a consistent schedule of downtown
events would go a long way toward increasing downtown activity levels. Several participants proposed
that the city take over event management to relieve tired volunteers and private donors. Con-
versely, skeptics noted that lowering taxes was the major priority. There also was support make
use of city green space in the winter for ice skating, hockey and winter festivals. Finally, every-
one agreed that the river is an asset to the city and access, both physical and visual, is key to
downtown redevelopment.

Question 4:

Should pedestrians or automobiles have priority in the downtown? -Including Court Street?

People should have the right of way, make it pedestrian friendly

Recognize that cars/trucks rule the road and believe public attitude must change

Observed that traffic moves from 35 mph to near 60 mph over the bridge

Local traffic laws could be more strictly enforced

Would like to see bicycle police patrols

Reroute commercial traffic to avoid downtown or at least confine it to travel on one road
Make Mechanic’s Row a two way street

Place orange “yield barrels” at all major crosswalks

Repaint all road lines, especially at crosswalks

Fix stop traffic buttons at lights so they permit truly safe crossing

Concern with pedestrian safety at all crossings on Court Street and the intersection of Turner
and Union Bypass

» Begin a public awareness campaign through local media to change the local mentality that
automobiles rule downtown Auburn

v v v VvV vV vV vV vV VvV Vv w
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A conclusion that pedestrians need more protection and more assistance in downtown Auburn
was easily reached by all in attendance. Given this early consensus, much of the session time was
spent discussing how the city should proceed. Most participants quickly named common solu-
tions such as repainting the crosswalks, fixing the traffic lights and rerouting commercial traffic.
The group also suggested more police enforcement of current laws and the placement of “yield
pedestrian” barrels. The group believed slowing traffic down to be an important goal and a wor-
thy sacrifice. A few participants wanted to eliminate parking and widen the Court Street corridor,
but still have traffic move slower and be pedestrian friendly. The group noted that the mentality
of commuters is a large part of the problem. They suggested change could be implemented
through a public service campaign and increased traffic law enforcement.
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Example Focus Group Confirmation Letter

June 2, 1998
Address

Dear Participant:

This letter is to confirm the scheduled focus group discussion to be held on June 10, 1997 at the
old Packard drug store on Court Street in Auburn at 9:30 am. The City of Auburn, the Cavendish
Partnership and Douglas J. Kennedy & Associates thanks you for taking time from your busy day
to attend. The facilitated meeting will run no longer than two hours. During that time we plan to
address the two questions listed below. Please take some time to consider these issues and be
prepared to present your opinion.

e What is the strength of support for creating a city green for activities like the balloon festival?
e Should pedestrians or automobiles have priority in the downtown? - Including Court Street?

If you have any questions or concerns please feel free to call us at (603) 643-2543. When you do
call, be aware that the phone will be answered as “Sno E.,” but rest assured you have the correct

number.

Sincerely,

Doug Kennedy Jason Wilber

Jw
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Findings

The major findings and concepts resulting from the market analysis follow. Specific recommen-
dation and implementation items are found in Chapter 5.

The Current Situation

Several major findings have been developed regarding the current market situation in downtown
Aubumn:

Retailing — retailing currently has a marginal presence in the downtown core. Retailing does have
a presence along the western edge of the downtown. However, this is generally in a freestanding,
strip-type format. One significant exception is the Shop’N Save plaza, which clearly serves as the
neighborhood retail center for the residents of Old Auburn.

While there are clearly a number of retail establishments in the downtown, there is no significant
core or any single notable concentration of shops. With the exception of several specialized busi-
nesses, most of downtown’s retail space is oriented toward convenience shopping — serving the
day-to-day needs of downtown residents and workers. Non-residents may visit the downtown for
a particular need, but are quite unlikely to make a ‘shopping trip’ to area.

Real shoppers’ retail moved out of the downtown a long time ago. As such, the current situation
has been in place for some time. In the short run, it is unlikely that the downtown can become a
major player in the regional retailing scene.

Travel Market — the downtown has minimal capture in the travel market. Auburn is neither on the
coast nor in the lakes/mountains regions of Maine. As such, it is not ‘on the scope’ of most desti-
nation travelers. While it is apparent that many travelers pass by the downtown, few have any
reason to visit, nor are even aware of its presence. The major exception to this is the annual festi-
vals, which have been quite successful in drawing in visitors from the outside.

Again, it is unlikely that Auburn will soon be a major player in the regional travel scene. Never-
theless, it is clear that the downtown has a number of features, historical elements and cultural
attractions, all of which would be of interest to area travelers.

Clear Consumer Preferences — virtually every form of public contact — interviews, public pres-
entations, focus groups, public and phone surveys — made it obvious that area residents and work-
ers have clear ideas about what they would like downtown Aubum to be.

Overall, it is apparent that people would like the downtown to become an active place, one that
always has ‘people activity and which offers a variety of recreational, cultural and re-
tail/commercial opportunities. In both surveys, the items which respondents most requested in
the downtown were: Arts & Performing Facilities, Restaurants, Shops, Parks & Green Space and

Parking.

Building and Infrastructure Limitations — current buildings and support infrastructure limit the
amount of new commercial and civic activity that can now happen in the downtown. The limita-
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tions of downtown parking are well documented and are more acute to the south of Court Street.
The vehicular circulation system clearly moves cars, but creates barriers for pedestrians and se-
verely undercuts the ‘pedestrian friendliness’ of the downtown. Finally, there are currently no
major spaces available for new uses. While there are vacant spaces in the downtown, none of
these are ready to accommodate a major new use.

These “situations’ do point out some of downtown’s problems, but also provide clear indications for
the steps required for improvement.

The Positives and the Problems

Downtown Auburn has several distinct problems and several distinct opportunities. A summary
of these points follows:

Problems

» It’s a downtown. Every downtown, no matter how successful, must deal with some problems.
Downtowns compete against shopping centers and suburban office complexes that have
plenty of parking, good access, and layouts that make it clear exactly what is there. In con-
trast it is often difficult to drive into a downtown and to find a place to park. Further, stores
and services can be difficult to find. For the consumer whose primary criterion is conven-
ience, downtowns are often not the first choice. The mix of uses and ambiance of downtown
must be strong enough to make people want to work or shop there.

» Identity. Downtown Auburn lacks an identity — both to the travelling public and to the popu-
lation in the Lewiston-Auburn area. As noted in another section of this report, Maine travel-
ers are typically unaware of Auburn — even though many drive right by. The phone survey of
households in the Lewiston-Auburn market indicated that many people in the area couldn’t
identify the downtown. These findings make it clear that there is not enough going on in the
downtown - it lacks the range of uses required to make it an attraction in and of itself.

» Critical Mass. Successful downtowns combine a number of elements. While the downtown
does not need to be massive, there must be enough ‘people activity’ to make visitors feel that
‘something is happening.” Downtown Auburn combines a variety of uses, buildings, and
physical features. However, there is not enough of any one element to create critical mass.
More downtown employment, more commercial activity and other elements are required to
‘put the downtown on the map.’

Opportunities

»  Density/Small Core — many downtowns must attempt to deal with a large, low density physi-
cal area in which to create improvement. In contrast, downtown Auburn has a relatively small
commercial core which, to the immediate south of Court Street, already has good density.
The challenge will be to build on this core.

» Scenic Characteristics — few U.S. downtowns have an adjacent physical feature like Great

Falls. This is an outstanding feature which can serve as one of downtown’s anchors and
which, if marketed aggressively, can create an downtown identity among tourists.
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» Undeveloped Land - the downtown has a number of undeveloped tracts of land adjacent and
within its core area. These create opportunities for new commercial development and for im-

provement of basic, support infrastructure.

» Distinct Market Potentials — surveys indicate that the Lewiston-Aubumn area residents are
looking for specific items in an improved downtown. These include: Arts & Performing Fa-
cilities, Restaurants, Shops, Parks & Green Space and Parking.
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Appendix

Comparable City Research

Introduction

Communities throughout the U.S. have made valiant efforts to revitalize and improve their
downtowns. While not all have met with success — and most fall into the large are between suc-
cess and failure — it is clear that many lessons have been leamned regarding what works . . . and
what doesn’t.

Every downtown has unique characteristics. Nevertheless, it is clear that successful ideas and
strategies can be applied in a number of situations. For that reason, an evaluation of downtowns
programs in ‘comparable cities’ has been completed as part of the planning process for Auburn’s
downtown. Four cities — Burlington, Vermont; Manchester, New Hampshire; Portsmouth, New
Hampshire; Nashua, New Hampshire - were chosen for evaluation based on a number of factors:

» Northern New England Location

» Comparable size in terms of population
» An adjacent water feature (river or lake)
» Similar problems

»  Success — and lessons to be learned

A summary of our findings in these four communities follows:

Burlington, Vermont

Starting Point

In 1983 Burlington’s Board of Aldermen, in support of an initiative of Mayor Bernard Sanders,
established a Community and Economic Development Office (CEDO) with a resolution stating:
“The City’s present role in economic development should be expanded in scope and focus, and
the City must develop and implement a comprehensive community/economic development strat-

egy.”

The role of the new agency was to provide an organized and planned approach to community and
economic development focused on housing, waterfront development, and neighborhood revitali-
zation. The initial annual report from the agency states: “The CEDO has been charged with the

- responsibility to develop, coordinate, implement, and administer programs and activities.”
Communicating with affected citizens and businesses was an integral part of the CEDO’s process
of negotiating development projects and initiating public/private partnerships. The mayor ap-
pointed a former Vermont town manager as the director of CEDO.
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Key Players

The government of the City of Burlington created a municipal department (CEDO) to administer
economic initiatives. CEDO initiated and administered programs regarding housing, employ-
ment, neighborhood preservation, and waterfront revitalization. CEDO in turn worked closely
with other existing (and some subsequently created) departments within city government, in-
cluding those overseeing housing, streets, traffic, transportation, electricity, planning, parks,
health services, police, and schools.

CEDO staff members participated in several appropriate professional organizations, hired con-
sultants for specific projects, and received regular support from volunteers. The department also
provided administrative support for the city’s six Neighborhood Planning Assemblies, organized
citizen’s groups with neighborhood-specific goals. CEDO remains a key department promoting
organized economic growth in Burlington today.

Key individuals in the process include former Mayor Bernard Sanders and current Mayor Peter
Clavelle. Peter Clavelle was appointed Burlington’s first director of the CEDO in 1983. Fol-
lowing six years with CEDO, he was elected mayor for two terms (1989-93), during which time
the city adopted a formal plan for waterfront revitalization and purchased sixty acres of water-
front land for municipal use. Following two years out of office, Mayor Clavelle was elected
again in 1995 and 1997. Michael Monte was a part of the original CEDO staff, and succeeded
Peter Clavelle as director. He later joined a consulting firm created by Clavelle in 1993, and still
works on city projects in that capacity today.

Private associations also participate in the process with municipal departments. The Burlington
Downtown Partnership is an active public/private collaboration between CEDO, the Church
Street Marketplace Commission, and the Downtown Burlington Development Association.

Sources of Capital

Initially, CEDO activities were funded entirely through federal grants, entitlements, and loan
guarantee funds. The department secured nearly $2.4 million in federal funds for its abbreviated
first year, and received nearly four times that amount for the following year. Federal sources in-
cluded Community Block Development Grants, Urban Development Action Grants, other pro-

grams in the Department of Housing and Urban Development, and the National Endowment for
the Arts.

CEDO currently leverages allocations of money and secures funding for its programs from a vari-
ety of local, state, and federal sources, such as the City of Burlington, Vermont Economic Devel-

opment Authority, U.S. Environmental Protection Agency, the Department of Housing and Urban
Development, and Community Block Development Grants.

Market Assumptions Made

As noted above the mayor, with the support of the aldermen and the electorate, adopted the ap-
proach that the economic vitality of the city needed stimulation and guidance from the local gov-
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ernment, and that funding and technical support for these activities were available from thé fed-
eral government.

Left unaided, many businesses were finding it difficult to flourish and expand while others, left
unchecked, were considering changes that could result in detrimental effects to the city in the
long term. The vision articulated by city government included a balance between economic de-
velopment and residential stability, featuring a variety of social, commercial and cultural oppor-
tunities.

The city determined that a coordinated effort addressing key issues such as traffic, parking, public
access, private enterprise, and community issues would result in an attractive and active city an-
chored by a healthy downtown and waterfront district. Population growth in the region, the
regular influx of new students attending local colleges and the innate attractive qualities of the
area led the city to take an active regulatory approach to inevitable growth.

Keys to Success

Current Mayor Peter Clavelle, the original director of the Community and Economic Develop-
ment Office, writes that Burlington has had a vision of the city as a “sustainable community” (one
which meets present needs while preserving the ability of later generations to meet their needs)
for almost twenty years. “In Burlington, we’ve spent the better part of the last two decades re-
fining and working toward this vision. Our strategy has involved generating new sources of pub-
lic revenue, encouraging appropriate development and job creation, producing perpetually afford-
able housing, ensuring a publicly controlled and accessible waterfront, reducing energy con-
sumption, requiring the recycling of solid waste, and removing barriers preventing our citizens
from enjoying the fruits of economic growth.”

A key element of continuing this approach has been support from the community as a whole
through the election of public officials committed to these policies and this level of governmental
involvement. With little exception, from Mayor Bernard Sanders, who created the CEDO, to
Mayor Peter Clavelle, who initially directed the agency and is currently serving his fourth two-
year term as mayor, the citizens have supported political leaders who promote active municipal
participation in, and administration of, downtown revitalization programs and projects.

The waterfront revitalization effort illustrates another key component of success: a Pre-
Development Agreement negotiated between CEDO and a private developer regarding the city’s
waterfront. The agreement outlined an approach for public/private collaboration for develop-
ment. The private developer agreed to maintain appropriate points of public access to the water-
front, convey land to the city for a public waterfront park, and to participate in public meetings to
help guide the private development plans. The city, in tumn, sought federal funding for municipal
improvements to the area’s infrastructure necessary for the success of waterfront redevelopment.
The city also worked with existing tenants of waterfront property for relocation and secured addi-
tional lands for public spaces.
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Measures of Success

Burlington is well regarded as a progressive and desirable city in which to work and to live. The
local government, with support and cooperation from its citizens, has created visible and tangible
improvements to the downtown district and the waterfront. The government is responsive to citi-
zen input, and has created an atmosphere of consensus, accomplishment, and progress.

Burlington’s Community and Economic Development Office has, from its early days to the pres-
ent, received local, state, and national recognition for its programs and activities. The agency has
a clearly defined role and mission, and is proficient at allocating its funds and administering its
programs.

The city’s Church Street Marketplace Commission received one of five national Great American
Main Street Awards from the National Main Street Center, an agency of the National Trust for
Historic Preservation. Burlington is a member city of this organization, which provides technical
support and networking opportunities for participating municipalities.

The mayor’s office is currently spearheading an effort to rehabilitate the Burlington Square Mall
and develop a new department store, and is arranging private financing while seeking state sup-
port for the project. The proposed state bill would provide funding for development and down-
town transportation programs through a new sales tax.

Manchester, New Hampshire

Starting Point

Manchester’s downtown redevelopment is rooted in the recession and the New Hampshire State
banking crisis of 1990-91. Manchester is the financial capital of the state, and the federal closure
of banks with headquarters downtown, and the ensuing commercial credit crunch, united local
business leaders and city government to pursue the revitalization of the city center.

Key Players

The Greater Manchester Chamber of Commerce created a Downtown Business Association
(DBA), comprised of local business members, which set out to create a concept and consensus for
the redevelopment of the downtown area. The Chamber’s new DBA worked with the city gov-
ernment’s existing Manchester Housing and Redevelopment Authority to devise priorities for
improvement and methods for implementing improvements. The two associations received sup-
port from the city government, and the resulting cooperative effort led to a comprehensive con-
cept and detailed layout for the revitalization of downtown Manchester, through the creation of a
new non-profit organization called Intown Manchester Management, Inc. The organization is a
quasi-governmental group, acting as an agent for the city, but lacking any true regulatory author-

ity.
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Sources of Capital

Initial efforts included a great deal of volunteered time supplementing dues-supported activities
of the local Chamber of Commerce. The City of Manchester also supplied funds for the hiring of
the planning firm that prepared the detailed development plan. Funding for implementing the
plan is raised through local taxes by establishment of an assessment district discussed in detail
later in this report.

Market Assumptions Made

Local businessmen and city government based the effort on the premise that the infrastructure of
Manchester provides an appealing and appropriate center for commercial, cultural, and social ac-
tivity. Existing businesses believed that they could continue to be successful in downtown Man-
chester if public spaces were developed and managed attractively, and if sufficient complemen-
tary activities were available to attract visitors and additional new businesses. The group also
determined that the commercial core and the industrial mill yard needed to be considered as one
district, not separately.

Keys to Success

The volunteer members of the Chamber of Commerce involved in the Downtown Business Asso-
ciation, in cooperation with city government, determined that a new agency needed to be created
and dedicated specifically to addressing the redevelopment effort. The executive director of that
agency says that three items addressed prior to his hiring are the critical factors to the success ex-

perienced thus far.

1. The plan for what should be done was completed first. The Chamber of Commerce, the
DBA, the Housing and Redevelopment Authority and city government worked with an urban
- planning agency to create the concept, prioritize the components, and detail the revitalization
effort. This plan was completed in 1993, and is still referred to today.

2. Given the newly created concept and plan, a new organization was created to administer the
plan, as existing agencies and local government were not prepared to add those responsibili-
ties. The legal form of a non-profit organization called Intown Manchester Management was
established by January 1996.

3. A funding mechanism for the new non-profit organization was established. An assessment
district was created, encompassing the geographic area to be served by the new organization.
All commercial real estate owners of that district, including owners of residential apartment
properties comprised of four or more units, were assessed an additional tax of 69 cents per
thousand dollars of evaluation (which was raised to 79 cents the following year); this tax is
collected by the city, and then allocated to Intown Manchester Management to administer the
downtown development plans. The organization raises additional funds through grants and
corporate sponsorship solicitation.

After creating a detailed plan of action, establishing a non-profit association to administer the
plan, and devising an equitable way to fund the association through an assessment district, an ex-
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ecutive director with prior experience in downtown revitalization projects was hired in April
1996, following a national search.

Intown Manchester Management is a quasi-governmental agency set up to promote the develop-
ment of downtown Manchester and acts as a contracted agent for the city on a number of devel-
opment and service issues in the downtown district. It is a non-profit organization created by the
City of Manchester and funded by local business taxes, and solicits additional program funding
from corporate sponsorship and government grants.

Intown Manchester Management operates partially under the methods of the national Main Street
program in regard to building renovation and aesthetics. Manchester is one of the largest cities in
the Main Street program, which provides the organization with technical support and networking

information. Manchester is also one of the smallest members of the International Downtown As-
sociation.

Working on a base annual budget of about $250,000 per year from the assessment district taxes,
the organization receives tremendous additional support from a volunteer civic movement called
“For Manchester”. This group provides volunteer manpower, citizen input to downtown activi-
ties, and considerable constituent maintenance support in terms of newsletters and mailing lists.

Measures of Success

With substantial input and cooperation from “For Manchester”, Intown Management has coordi-
nated the creation of a farmers market, which is the centerpiece for several summer events and
activities, and the construction and operation of an attractive outdoor public skating rink, which
serves as a winter attraction and activity centerpiece.

The organization first focused on improving physical aspects of the downtown district, creating
attractive public spaces, and undertaking major projects like the ice rink. Intown Manchester
Management is now turning more of its attention to service issues, while continuing to promote
and monitor the physical attractiveness of the area.

Intown Manchester, using guidelines and ideas gathered from the Main Street program, has de-
veloped non-binding standards for commercial signs and storefronts, and spends up to 25 percent
of its base budget and time assisting local businesses with grants for improvements consistent
with the goals of the district. A big part of this service includes arranging technical support at
reasonable rates from local engineers and architects. Additional time and funds have been com-
mitted to controlling graffiti in the area and planting trees in the district, two items the city gov-
ernment budget does not address. '

Improving access to, and recreational opportunities around, the Merrimack River waterfront are
two items under study at this time. There is little public access to the river from within the city at
this time, as industrial buildings are located right on the riverfront. Most of the buildings are in
use, and parking is limited near the waterfront.

However, the city is creating a ‘riverwalk’ and a soccer field was recently completed near the

river. Opportunities exist for improved access, parking, and facilities through the purchase of an
electric plant and real estate owned by Public Service Company of New Hampshire, and potential
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renovation of an abandoned mill yard section. The city and Intown Manchester Management are
investigating these options.

The City of Manchester and property owners in the downtown assessment district will decide the
effectiveness of the program within the next year. As with many organizations of this sort, In-
town Manchester Management was created with a “sunset provision”, limiting its existence to
three years. The life of the organization may be extended and the tax assessed to fund it may be
continued by approval of those served by its activities. Neighboring businesses have expressed
interest in expanding the district.

Portsmouth, New Hampshire

Starting Point

Portsmouth’s downtown revitalization began informally in the early 1970s. The City Planning
Director, who has been in local government for eighteen years, says there was no one specific
event or program or agency or association that was responsible for the revitalization of the
downtown area. The redevelopment has been a true community effort over the course of almost
three decades, and continues to evolve today. The planner says nothing along these lines is quick,
and a community must be patient.

Key Players

The City of Portsmouth has played a role all along, beginning with securing a Community Devel-
opment Block Grant from HUD, and continues to receive and administer federal grant money for
housing assistance. A large variety of municipal departments have contributed to the effort, and
many of the department heads have been in local government for almost two decades. The city
has also maintained an improving cooperative effort with state government over the closure and
redevelopment of the Pease Airforce Base and Trade Center. The city adopted a master plan in
the early 1990s that recognized the growth over the past three decades and plots a course to con-
tinue in the future along the same lines.

Merchants and entrepreneurs have played a large role in the revitalization. Many of them “took a
chance”, the planner says, on the city back when real estate was inexpensive and the population
was in decline. They then developed that real estate for both commercial and residential use, ex-
pecting (and eventually receiving) good financial returns on their investments.

The citizens of the city also have played a key role, through a large number of active civic groups,

including 23 current neighborhood associations. There is also a community development asso-
ciation active in housing issues.
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Sources of Capital

The city has contributed in improving infrastructure when necessary, and by applying for appro-
priate grants from state and federal sources. The city has also participated in several pub-
lic/private development partnerships, such as the restoration of an historic music hall, which is
now operated as a non-profit organization. A great deal of the redevelopment has been funded
privately by citizens, merchants, and entrepreneurs. There is no singular source of capital that
drove the revitalization effort. The city planner says that many people and agencies have played
a role, but none has taken the leading role can claim the majority of the credit.

Market Assumptions Made

The key market assumptions were made by the private entrepreneurs who invested in the city
throughout the 1970s and 1980s, when the local economy seemed uncertain. They assumed much
of the following could eventually provide a good economic return:

» Portsmouth is located along the ocean, which is a popular destination spot for tourists.

» With its location at the junction of Route 16 and I-95, and driving distance of an hour to
Boston and an hour to Portland, the city is attractive to commuters.

» That same location and accessibility makes the city an easy draw for regional residents on a
day trip.

» Many attractive qualities already existed within the city and could be preserved, such as
quaint and charming architecture, an active port, a busy shipyard, and historic buildings.

On the key issue of the closure of the Pease Airforce Base in the late 1980s, the city was told to
expect at least ten years before a redeveloped base would become an asset, and so the city took a
relatively patient approach to its redevelopment.

Keys to Success

One key to the success experienced by Portsmouth has been the active involvement of private
enterprise and individual business owners, investing in the city throughout the past several years,
with measured support form the government. Another key has been the mixed-use of the real
estate in the area, including residential, retail, and industrial tenants. Some key developments
since the 1970s cited by the city planner include:

Redevelopment of the market downtown through use of a Community Development Block Grant,
preserving an historic site and creating a pedestrian marketplace.

The opening of several good restaurants in the downtown area, leading to increased activity both
during the day and into the evening. Success of early restaurants led to the opening of additional
restaurants. The city now grants 180 food licenses within its 16 square-mile boundaries. Similar
growth has been seen more recently in the lodging business.

58 Auburn Downtown Master Plan



The private conversion of under-used and inexpensive real estate into affordable apartments,
many of them within commercial buildings with active street-level stores has been important.
Much of this housing is now being converted into expensive condominiums.

The preservation of the distinct charm of the downtown, not only in its architecture, but also in its
community quality. It remains a place with a wide variety of basic, essential community ameni-
ties (hardware stores, post office, hair salons, used book stores, etc.), so that people spend time
downtown for a variety of reasons, and don’t just come and go quickly for one item.

The city has also provided key infrastructure improvements to support growth, particularly the
construction of two parking facilities providing inexpensive parking (25 cents, now 50 cents)
within walking distance of a large number of downtown attractions and businesses.

Measures of Success

The city is well known throughout the region as a pleasant place to visit and spend a day of re-
laxing within a short drive from home. The economy continues to improve, merchants continue
to invest and prosper, and real estate values continue to increase.

Nashua, New Hampshire

Starting Point

The current Nashua downtown revitalization effort officially began in November of 1994. A pre-
vious effort, begun in 1990, dissolved after two unproductive years. The original, unsuccessful
effort was similar in format to the current Manchester program, with its creation traditional
chamber of commerce and merchant associations, and its existence dependent upon the financial
support of private-sector businesses.

In 1994, the city government created an official municipal position of Downtown Development
Specialist. With skepticism from the failed effort of two years prior, and a reluctance to commit
long-term to an unknown approach, the position was originally created as a one-year experimen-
tal job. The program is now in its fourth year of existence with the same specialist.

Key Players

The Nashua City government took the initiative to create a downtown development position, after
private sector merchant efforts had failed. The city hired an experienced downtown development
professional with regional historical knowledge from the City of Lowell, MA, which is also lo-
cated in the Merrimack River valley. His role is to enlist the support of local businesses and resi-
dents for the programs he administers.
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Sources of Capital

For the initial one-year experiment, the salary for the downtown specialist was funded through
Community Development Block Grants the city had received.

Now the City of Nashua covers the salary for the position of Downtown Development Specialist
from within its existing annual municipal budget. No new taxes are levied for the position, and
no assessment district was created to collect any new taxes.

The revitalization programs conducted by the Downtown Development Specialist thus far have
been paid for completely with private sector funding arranged by the specialist, through networks
he has created and building upon the momentum and confidence generated by the program. For
the upcoming year, additional funding is being sought from federal programs related to urban de-
velopment.

Market Assumptions Made

Several important assumptions have been made in the Nashua downtown development program,
based upon the experience and opinions of the Downtown Development Specialist.

1. Unlike Portsmouth and Portland, the city has no port, and is not located on the ocean. Inland
tourists most often visit the mountains or the ocean to get away, and the City of Nashua is not
equipped to compete with that. Nashua is not a quaint or charming city like those mentioned,
and not destined to be a great tourist destination. The revitalization has centered instead on
transforming the nature and the image of downtown from a utilitarian area that people visited
to conduct some brief business when they have to, for as short a time as possible, into a
pleasurable area for residents of the region to visit and spend the morning or a longer period
of the day.

2. The population and the economy of the city have experienced dynamic growth in the past ten
to fifteen years, resulting in two categories of city residents: the “new Nashuans™ that have
moved there in the past decade and a half; and the old mill town residents born and raised in
the area. Both of those groups are interested in having a neighborhood feel to the city, feeling
safe to walk the streets at night, and having places to go and things to do downtown. The as-
sumption is that downtown can be active and popular with area residents, and is not depend-
ent upon attracting tourists from afar.

3. The potential attraction to downtown visitors and merchants is the unique and personal nature
of a lively downtown, as opposed to the uniform and impersonal atmosphere of strip devel-
opments and malls. The approach here is not to attract malls, but to offer an alternative to
mall shopping and dining.

4. The riverfront section of town can be most effectively and attractively managed with a
mixed-use approach. Existing industrial business along the river should be supported, unused
buildings should be converted to attractive residential and retail buildings, and public green
space should be created where possible and feasible. Each of these aspects has been and
continues to be addressed.
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5. In addition to making the downtown physically attractive, events geared to residents (not de-
signed to drive lodging business) have been very successful attractions.

Keys to Success
The Nashua downtown specialist cites the lack of a local political machine, and the absence ac-
tive community organizations with separate agendas, as key components to the success of the
programs thus far. The city was “wide open politically”, allowing him to pursue support and con-
sensus for his programs. He also cites his experience in a similar city and knowledge of the his-
tory of the region (he is a native of Lowell, as well as a former city employee) for helping define
the direction and market assumptions described above. Additionally, although Nashua’s down-
town coordinator in general discounts parking complaints by merchants anyway, the city had pre-
viously built two large downtown parking garages, keeping parking from becoming an issue in
the current program.

Measures of Success
Several improvements were cited as success stories thus far:

» Creation of some public green space along the waterfront; more is being pursued.

» Creation of outdoor sidewalk cafes, adding a personal atmosphere.

» Return of major retailers to downtown storefronts, and the arrival of new stores.

» Virtually no street-level vacancies now, compared to roughly 20% in 1994.

» Voluntary adherence to aesthetic standards for business signs window displays.

» Growth of restaurant business throughout the downtown area.

» General increase in business activity downtown throughout the day.

» General increase in social activity downtown during the evenings.

» Additional areas targeted for attention in the near future:

» Expanding public green space and parks areas.

» Cultural attractions, such as a performing arts center and theater.
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Section Three:Transporifation
Analysis & Recommendaltions

Introduction

Transportation plays an increasingly important role within a community. It provides access to jobs,
school, shops and recreation. How a community’s transportation system develops directly impacts not
only how well it functions, but how that community is perceived as well. A well designed transportation
system is balanced, providing mobility for all its citizens and all types of users -- pedestrians, drivers,
bicyclists, transit riders. This well balanced system should also support other community goals, such
as improving quality of life, increasing accessibility, and promoting economic development.

The goal of the transportation element of this master plan is to re-establish some of the balance to the
transportation system that has been lost within the downtown during the last two decades. Its roadways
have functioned well at getting traffic through the downtown in an automobile but have created barriers
10 use and enjoy much of the downtown by other means. This is especially true of accommodations for
pedestrians. The quality of the pedestrian environment is high in some places but has been severely
degraded in others. It is very difficult and uninviting to cross the street in many locations throughout the
downtown. For the foreseeable future, automobiles will continue to provide the vast majority of travel
needs to Auburn’s citizens, visitors and shoppers. A better balance is necessary, though, to create and
maintain a vital and fully accessible downtown, urban environment.

The transportation scope involves an integrative approach, looking at traffic, the pedestrian environment

and facilities, bicycle facilities and transit use. How the transportation system relates to urban design
goals and supports other downtown goals also figured prominently. )

Existing Conditions

hoadways & Traffic

Auburn’s downtown is bisected by Court Street and bounded by Minot Avenue/Union Street Bypass and
the Androscoggin River. Court Street carries regional traffic to and through the downtown from
Lewiston and points west. Much of this traffic is destined for elsewhere and is influenced by the location
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of the only other two bridge crossings. Other prominent roadways include Main Street, Turner Street,
Spring Street and Academy Street.

Existing Roadway Volumes

Existing traffic flows on arterial roadways (Court Street, Minot Avenue and Union Street Bypass)
through the downtown can be generally characterized as heavy. These heavy flows are accommodated
by the high capacity of these roadways and their intersections. Figure 1 and Table 1 show the
distribution of daily traffic flows within the study area (for available data). The Longley Bridge carries
over 30,000 vehicles per day into and out of Court Street east of Turner Street. Center Street, the Union
Street Bypass, Minot Avenue and portions of Main Street all carry over 20,000 vehicles per day. Court
Street west of Turner Street carries just under 20,000 vehicles daily.

Table 1
1996 Average Daily Traffic
1996 Average Daily
Location Traffic Volume
High Street, east of Minot Avenue 13,500
Pleasant Street, north of Court Street 1,000
Pleasant Street, south of Court Street 830
Spring Street, north of Elm Street 8,300
Turner Street, north of Court Street 12,700
Union Street Bypass, south of Hampshire Street 20,700
Center Street, north of Turner Street 28,900
Minot Avenue, north of High Street 22,100
Court Street, at Longley Bridge 31,900
Court Street, west of High Street 19,400
Court Street, east of Union Strect Bypass 18,400
Court Street, west of Union Street Bypass 17,200
Main Street, south of Academy Street 22,600

Source: MDOT, AADT Report for Androscoggin County, Bureau of Planning, 1997.

Intersections

Intersections are where drivers generally experience the most delays in their travels and are usually the
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limiting factor in how much traffic a roadway can carry (its capacity). If an intersection needs to
accommodate large volumes of turning traffic (especially left turning traffic) then specific turning lanes
may need to be provided for the intersection to function acceptably. These turning lanes greatly increase
the amount of space that intersections require and can greatly degrade pedestrian operations, increasing
the impact on . Crossing distances can become very large due to these additional turning lanes and
increased turning radii at corners.

Level of service (LOS) is a grade rating from A (best) to F (worst) for how well an intersection operates.
It uses the average amount of delay (expressed in seconds per vehicle) that motorists experience in
getting through an intersection to determine these grades. Table 2 describes how levels of service are
assigned to an intersection based on ranges of average stopped delay. In an urban area, LOS D or E may
be the threshold when problems are recognized.

Table 2
Intersection Level of Service Definitions
Signalized Intersections

Level of Stopped Delay per Vehicle
Service (seconds per vehicle)

A Less than 5.0 seconds

B From 5.0 up to 15.0 seconds

C From 15.0 up to 25.0 seconds

D From 25 up to 40 seconds

E From 40 up to 60 seconds

F 60 seconds or more

D
Source: 1994 Highway Capacity Manual.

Conditions can vary considerably during the course of the day at intersections. Most intersections in the
downtown currently operate at an acceptable level of service (LOS) throughout the day. Figure 2 and
Table 3 provide a snapshot of existing intersection LOS at eight key intersections for the morning (AM)
and afternoon (PM) peak hour conditions. Five of thése eight intersections remain at the same level of
service for both the morning and afternoon peaks. Conditions at three intersection degrade from the
morning peak to the afternoon peak. These intersection are: Center Street/Turner Street, from LOS B
(AM) to D (PM); Minot Avenue/High Street, from LOS B to C; and Main Street/Academy Street, from
B toF. The Main Street/Academy Street intersection during the PM peak hour is the only failing (LOS
F) intersection currently of those analyzed. This is primarily due to the heavy number of left turns (650)
in the PM peak hour from northbound Main Street to Academy Street as traffic goes toward Minot
Avenue and the Maine Turnpike from New Auburn (the South Bridge).
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Table 3
Intersection Level of Service

1998 Peak Hour

AM Level PM Level

Intersection Location of Service of Service
Center Street/Turner Street/Union Street B D
Court Street/Minot Avenue/Union Street C C
Court Street/Spring Street B B
Court Strect/Turner Street/Mechanics Row B B
Court Street/Main Street B B
Minot Avenue/Elm Street B B
Minot Avenue/High Street B C
B F

Main Street/Academy Street
Source: Wilbur Smith Associates; LACTS; MDOT.

‘

Accident Assessment

Accident data was obtained from the Maine Department of Transportation for the years 1994 to 1996.
These data show numerous high accident locations as identified by the MDOT. These are locations with
over 8 accidents within the three year period and have a higher than expecting accident rate (Critical Rate
Factor, or CRF) than similar locations in the state. A CRF of 1.0 indicates a location with the ‘expected’
number of accidents given the type of location (urban or rural) and amount of traffic present. Table 4
and Figure 3 detail the locations and CRF for the 16 high accident locations within the downtown.

Nine intersections in the downtown were classified as high accident locations. The Main
Street/Drummond Street intersection had the highest CRF of just under 5, with 27 accidents over the
three year period. Other intersections with CRF greater than 2.0 are Pleasant Street/Hampshire Street
(3.53), Court Street/Railroad Street (2.96), Elm Street/High Street (2.5) and Spring Street/Hampshire

Street (2.26).
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Table 4
High Accident Locations
1994 to 1996

Number of | CRF. |
Intersection ‘ Accidents
Main Street/Drummond Street 27 4.94
Pleasant Street/Hampshire Street 12 353
Court Street/Railroad Street 33 2.96 l
Elm Street/High Street 11 2.50 I
Spring Street/Hampshire Street 10 2.26 l
Court Street/Spring Street 49 1.45 I
Academy Street/High Street 9 1.38 l
Center Street/Turner Street/Union Street Bypass 59 1.15 |
Tumner Street/Hampshire Street 33 1.04

Number of
Roadway Segments Accidents CRF.
Court Street: Minot Avenue to Railroad Street 17 3.26
Main Street: south of Academy Street . 29 2.94
Spring Street: Court Street to Drummond Street 11 2.19
High Street: south of Academy Street 11 1.64
Turner Street: Center Street to Summer Street 11 1.34
Court Street: Tumner Street to Main Street _ 12 1.15 J
Minot Avenue: Court Street to Elm Street 29 1.05 I

Source: MDOT, 1994-1996.

Access Management

Access management is the control of entrances and exits from the driveways of roadside development.
The number, location, configuration and width of driveways directly impacts the safety and capacity of
roadways. Maintaining safe sight distances is also a critical element of access management. Common
access management techniques include consolidating driveways, creating medians to limit and control
left turns and sharing driveways between businesses. Minot Avenue currently has numerous businesses
with deficient driveways. These may be redundant driveways (two driveways where one may be suitable)

and driveways that are too wide.
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Roadway Aesthetics

While functioning well for automobiles, the major downtown streets function less well for other users
such as pedestrians and bicyclists. Most intersections have pedestrian signal equipment to ease street
crossings. Crossing distances are generally long with poor or no pedestrian refuges to break up the
crossing. A pedestrian refuge is usually located at center medians and should be at least six feet wide
for storage space for pedestrians and provide a ‘refuge’. The medians that are present at intersections
(Minot Avenue/Union Street and Turner Street) are generally three feet wide, capped with asphalt (no
plant material to improve aesthetics) and provide little buffering for pedestrians from vehicles. Wide
median areas are present along much of Union Street Bypass that are capped with asphalt and have no

plant materials.

Pedestrian Environment

Pedestrian Activity

Pedestrian counts were conducted March 30% and 31%, 1998 to gauge the current level of street crossings.
These counts showed the moderate amounts of pedestrian activity occurring. Afternoon (4-6 PM)
figures were significantly higher than mid-day crossings. Table 5 provides these data.

Table §
Court Street Pedestrian Crossings
Mid-day Afternoon

Location 11:30 AM-1:30 PM | 4:00 PM - 6:00 PM

Court Street: Turner 23 130

Street

Court Street: Main Street 14 78
Roadside Facilities

The pedestrian environment within the downtown is mixed. Conditions walking along streets are
generally good. Sidewalks along Court Street from the Longley Bridge to Minot Avenue will be replaced
in 1999 as part of the roadway reconstruction project.

Intersection Crossings

Pedestrian crossings are primarily provided at intersections where crossings can be more safely managed
in conjunction with traffic flows. Pedestrian signals provide walk signals upon request by pushing the
pedestrian crossing button at the intersection or are activated automatically with the correct signal phase.
Crossing time is provided at the same time as (concurrent with) turning traffic at intersections. No
exclusive pedestrian phases were identified. The LACTS Bicycle and Pedestrian Plan (1995) surveyed
pedestrians regarding the adequacy of facilities. Right-turn-on-red (turning vehicles not yielding to
pedestrians) and long crossing distances were cited as problems within the downtown.

Pedestrian crossings are generally fair to poor due to a number of conditions. Crossings of major strects
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such as Minot Avenue, Union Street Bypass and Court Street are characterized by long crossing
distances and poor aesthetics. Turning lanes to accommodate right and left turning vehicles and large
curb radii to accommodate long trucks make distances long. Distances are not broken up by adequate
pedestrian refuge islands at roadway medians.

Off-street/Multi-Use Pathways

An off-street pathway system currently exists along portions of the riverfront with a more enhanced
system being planned. This pathway system will play a key role in the creation of the downtown as a
destination. Existing pathways exist along the river in the Great Falls Plaza area and at the new railroad
trestle pathway and park (Bonney Park) crossing the Androscoggin River. Planned pathways will
connect Great Falls Plaza to the Bonney Park and further extend southwest along the former Grand

Trunk Railroad line.

Parking Lots

The function and image of pedestrian connections within parking lots are important. Surface parking
lots are a dominant element in the downtown due to their number and location. The image that parking
currently presents to the downtown employee, shopper or visitor is poor. Pedestrian connections are
virtually non-existent in the Great Falls Plaza lot, providing little guidance to pedestrians how to reach
their destination. Some parking row separators in the Great Falls Plaza parking area do provide
sidewalks between parking aisles. Very little landscaping exists within the parking area and provides
little shade and aesthetics. Its lots are almost exclusively oriented to vehicles with little accommodation
for drivers and occupants once they leave their vehicle. The smaller public parking lot on Main Street
and Mechanics Row does provide good lot landscaping with shrubs and numerous trees that provide
shade and significantly enhance lot aesthetics.

Biocyole Facilities

The LACTS Bicycle Plan identifies few on-road or off-road bicycle facilities within the study area. The
one facility listed in the Plan in the study area is the railroad trestle at Bonney Park connecting to
Lewiston and to the proposed rail-to-trail along the former Grand Trunk Railroad line.

One measure of rating roadways for bicycling is to calculate a ‘suitability rating’. The rating results in
a number from 1 (good for children cyclists) to 5 (poor even for advanced cyclists) based on a number
~ of factors. Key characteristics that determine how well they accommodate cyclists are peak hour traffic
volumes, traffic speeds and combined width of the outside travel lane including paved shoulder, if any.
Other factors that also influence suitability are the percentage of trucks on a roadway and the presence
and rate of turnover of on-street parking. The higher the percentage of trucks, the poorer the conditions;
the higher the turnover rate of on-street parking the poorer the conditions. -

Major roadways (Minot Avenue, Union Street Bypass and Court Street) in the downtown provide fair
to poor accommodation for cyclists. On Minot Avenue and Union Street Bypass, outside travel lanes
are approximately 14' (minimum width for ‘wide outside curb lane’ facility) and have moderate peak
hour volumes of traffic, often with high speeds (over 35 mph, observed). Volumes are slightly higher
on Court Street during the peak hour

Sample suitability ratings are provided for threc roadway segments: Minot Avenue from High Street to
Court Street; Court Strect from Tumer Street to Spring Street and Main Street from Academy to
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Mechanics Row. These sample ratings only use the three primary suitability indicators, curb lane width,
speed and traffic volume to emphasize the interaction of these three variables on the bicycling

environment.
Table 6
Sample Bicycle Suitability Ratings
Peak hour
Curb lane Observed volume -
width Speed - mph curb lane Suitability

Location (rating) (rating) (rating) Rating
Minot Avenue: High Street 14.0 40+ 300

to Court Street 2.5) (4.0) 2.0 2.8
Court Street: Turner Street 11 35 350

to Spring Street (5.0 (2.0) (2.0) 3.0
Main Street: Academy 14' 35 225

Street to Mechanics Row 2.5) (2.0 (1.5) 2.0

Source: Wilbur Smith Associates; adapted from Sorton and Walsh, “Urban and Suburban Bicycle
Compatibility Street Evaluation Using Bicycle Stress Level”, TRB, 1994,

The sample ratings above show the interaction of the three variables. The lower the score, the better for
cyclists. Narrow lanes widths and higher volumes contribute to Court Street’s rating of 3.0, indicating
suitability for more advanced cyclists. Minot Avenue’s rating of 2.8 shows slightly better conditions due
to increased outside lane widths but has higher travel speeds. Factoring in truck percentage would have
further reduced these segments’ suitability. Main Street rated suitable for moderately experienced
cyclists with a rating of 2.0. This is due to its pavement width and lower traffic volumes.

Parking

Similar to most downtowns, parking in Auburn is one of the dominant land uses, visually and by area.
Large surface lots occupy a significant amount of area downtown. In the commercial area, off-street
parking serves the majority of parking needs. In residential areas, on-street parking serves as overflow
for limited off-street/driveway parking for multi-unit apartment buildings.

On-street parking

On-street parking is provided along most non-arterial streets. There is no parking along Minot Avenue
and Union Street Bypass in the downtown. Several sections of Court Street provide parking in front of
stores. This is predominantly one hour parking.

Off-street parking

Large parking lots anchor the downtown at Great Falls Plaza and Shop N Save. The Great Falls Plaza
lots have a combination of public and private parking. The public parking is divided into monthly permit
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parking and time-restricted parking areas. This parking serves the elder high-rise (resident parking),
county courthouse parking (workers and jurors), downtown workers (permit parking), shoppers and
visitors (4 hour, 2 hour, 1 hour, 30 minute and 15 minute parking). Private parking areas are provided
adjacent to the buildings. Table 7 details the distribution of parking spaces to each category.

Table 7
Major Downtown Off-Street Parking Areas

Type of Parking Great Falls Plaza | Main Street* | Shop N Save
Private 70 106 180
15 Minute 32 ' - -
30 Minute 24 - -

1 Hour 38 24 -
2 Hour 76 35 -
4 Hour 22 - -
Permit 236 63 -
Jury 36 - -
Esplanade - Reserved 33 - H
Total 587 228 180

* ‘Main Street’ includes lots located behind Main Street adjacent to the river and the
lot at the corner of Court and Mechanics Row.
Source: Wilbur Smith Associates.

Transit

Transit accessibility to the downtown is generally good to fair, with four bus routes traversing Court
Street near Great Falls Plaza then radiating outward. Service is provided on weekdays, Monday to
Friday. All routes start from and end at the bus station in downtown Lewiston, a ‘pulse transfer point.
Regular fares are $1.00 per ride with a modest discount offered for purchase of a eleven ride card for
$10.00. Half and three quarters fares are offered to seniors and students, respectively. No monthly
passes are sold. Free transfers between routes are only allowed at the Lewiston station.

The primary Aubum route (‘Auburn Malls’, #6) operates a full day schedule. Its first run begins at 7:00
AM; the last run leaves at 4:45 PM, with no service from 8:00 AM until the 9:45 AM run. The service
is half hourly for most of the day except mid-moming (every hour). Other routes are ‘New Auburn’ (#3),
‘Gamage Avenue’ (#4) and ‘Minot Avenue’ (#7). These routes have less frequency (hourly) and fewer

hours of operation.

Service hours and frequency for shoppers or daytime visitors are good. Commuters that work until 4:30
PM also have good coverage. Those that work until 5:00 PM or after would have no service options.

Several routes offer early moming runs to serve empl