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Dear Members of the Selection Committee,

YARD & Company is pleased to submit our proposal for your Market Analysis 
& Economic Development Strategy (“the Plan”). We have thoroughly read 
your Request for Proposals and subsequent addenda and fully appreciate the 
challenges, opportunities, and aspirations of the Town of Palm Beach (“the 
Town”) to creatively evaluate new strategies, tactics and processes related to 
retail recruitment and commercial district revitalization. 
Palm Beach is and always has been in high demand as a desirable place to 
live, shop and gather for people who can live anywhere they choose. It is a 
place of strong tradition, design ethics, and history. That said, the world has 
been rapidly changing around us in recent months and years. Trends around 
work, transportation, housing and most dramatically retail, have accelerated 
and become a permanent part of how we interact with and build the places we 
all love and call home. 
As we continue to see dramatic shifts in retail and economic development 
the Town needs to consider its unique brand and how it uses that identity 
to develop a placemaking strategy that will make it competitive in this new 
world. This new era of mixing live, work, shop and play no longer requires 
traditional thinking oriented towards demand drivers (e.g. residential den-
sity)  but must instead embrace a more contemporary approach focused on 
omnichannel retailing, flexible spaces, unique one of a kind experiences, 
place management/curation, nimble public regulations and much more. 
We are ideally qualified to be your partner in this pursuit. Our team brings 
a unique approach that combines traditional market research, local knowl-
edge, and placemaking with innovative and action-oriented strategies that 
will help you shape a new story. 
We enthusiastically look forward to working with your committee. I will be 
your project manager and primary point of contact. Please find enclosed our 
detailed proposal and feel free to write or call with any questions or thoughts.
Sincerely, 

Kevin Wright
Principal, Director of Design and Development	

YARD & COMPANY
Box 29
151 West 4th Street
Cincinnati, Ohio 
45202

buildwithyard.com
kevin@buildwithyard.com
513.813.8266

WHY BUILD WITH YARD 
& MJB CONSULTING?

	» We have a proven and highly 
effective process that builds 
strong consensus and 
support

	» Our core philosophies of 
problem solving and imple-
mentation will ensure this 
isn’t just another ‘report on 
the shelf’

	» We infuse story, identity and 
brand into all of our work

	» We have helped solve similar 
problems in other luxury 
shopping precincts, such as 
Beverly Hills

	» We offer a distinctive 
approach that emphasizes 
nuanced psychographics, 
the tenant’s perspective and 
the landlord’s imperatives

	» We have established our-
selves as keen observers of 
COVID-19’s impacts on retail
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YOUR TEAM
We have structured our team and work product to the specific needs you 
have identified and our current understanding of what you are trying to 
accomplish through the requested Scope of Work. We assemble teams of 
professionals that have the specific skill sets and availability necessary to 
deliver high quality services that are on time and on budget. We have a strong 
track record of collaboration internally as well as with our clients. YARD & 
Company’s Kevin Wright will be your Principal-in-Charge and project man-
ager. He will be the primary point of contact in charge of coordinating the 
work flow and expectations of the team with you. Additionally, we will have a 
truly collaborative partnership with MJB Consulting as they will be working 
right alongside us in all aspects of the project as we immerse ourselves in 
Palm Beach to accomplish the goals of the project. Below is an overview of 
our team structure.

ADVISORY COMMITTEE
We will work side-by-side with 
an Advisory Committee to guide 
the project’s progress. Some of 
the roles of the Committee could 
include:

	» Provide information/insights

	» Help truth the data by provid-
ing on the ground context

	» Evaluate the merits of the 
economic development 
strategy scenarios

	» Confirm final direction for 
strategy

AVAILABILITY
Our team has sufficient capacity 
and availability to complete all 
aspects of this Scope of Work.

YARD & COMPANY 
(PROJECT MANAGER)

PROJECT C0-LEAD/URBAN DESIGN/
PLACEMAKING/ECONOMIC 
DEVELOPMENT STRATEGY

Kevin Wright, Principal + Project 
Manager

Joe Nickol, Principal
Daniella Beltran, Urban Designer

Joshua Pine, Data Storyteller
Layne Ferguson, Brand + Experience 

Designer

MJB CONSULTING
PROJECT C0-LEAD/RETAIL ANALY-

SIS/ECONOMIC DEVELOPMENT 
STRATEGY

Michael Berne, Principal

KEN STAPLETON & ASSOCIATES

NATIONAL/REGIONAL/LOCAL COMPETITOR 
ANALYSIS, LOCAL REGULATIONS/POLICY

Ken Stapleton, Principal

ADVISORY COMMITTEE

TOWN LEADERSHIP
ADMINISTRATION + TOWN COUNCIL



RETAIL AND ECONOMIC DEVELOPMENT STRATEGY    PALM BEACH, FLORIDA BUILDWITHYARD.COM 

YARD & COMPANY

YARD & Company is a Cincinnati-based urban growth firm that uses place to solve problems. We are a boutique 
7-person team of designers, development strategists, and planners who double as people connectors, activators, 
and storytellers. We thrive at the intersection of community and commerce. Sometimes complicated, sometimes 
tense, and sometimes downright messy, that energy is the same space where growth begins. We believe the best way 
to grow is through a collaborative process for building places that people connect to emotionally and economically. 

WE BELIEVE...

	» In using physical spaces to solve social and economic problems

	» Solutions are often hidden in plain sight

	» Iterating is a powerful tool for human-centered problem-solving

	» Growth and change should happen with a place, not to a place

CONTACT

Box 29, 151 West 4th Street. Cincinnati, Ohio  45202
513.813.8266, Project Manager: Kevin Wright, kevin@buildwithyard.com

WHAT WE DO

	» Urban Design + Planning

	» Placemaking

	» Place Identity

	» Place Operations

WHAT WE ARE ABOUT
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Kevin is a leader in community development, economic and real estate development finance, 
planning, and placemaking. 
Kevin’s work as Executive Director of the Walnut Hills Redevelopment Foundation (WHRF) from 2011-2018 
received local honors and was featured in national publications such as The Huffington Post. It was there where he 
used his diverse background in storytelling and community planning to help a struggling organization develop a new 
brand and mission and grow from a staff of one contracted employee to seven full-time employees and several interns. 
Additionally, he grew the foundation’s budget ten-fold and developed a more sustainable and diverse revenue stream. 
Kevin has led teams in the creation and implementation of dozens of projects ranging from small creative placemak-
ing activities to multi-million dollar real estate deals. These projects have included several public and private partners 
and a diverse set of public financing tools such as Tax Increment Financing, public loans/grants, and Historic Tax 
Credits.
Kevin earned a Bachelor’s degree in journalism from Missouri State University and received a Master’s Degree in 
Community Planning from the University of Cincinnati with a specialization in urban real estate and neighborhood 
development. Kevin serves locally on the Board of The Community Development Corporations Association of 
Greater Cincinnati, Cincinnati Neighborhood Business Districts United, is a member of the Urban Land Institute 
and was recently named to the 40 under 40 list by The Cincinnati Business Courier.

Kevin Wright
PRINCIPAL, DIRECTOR OF OPERATIONS AND STRATEGY [PROJECT MANAGER]

PERSONAL EXPERIENCE

	» Vienna Code 
Vienna, VA

	» Executive Director, WHRF 
Cincinnati, OH

	» OpenNorfolk 
Norfolk, VA

	» SE Fort Wayne 
Fort Wayne, IN

	» Old Kentucky Makers Market 
Bellevue, KY

	» Trevarren Flats 
Cincinnati, OH

	» Paramount Square 
Cincinnati, OH

	» Downtown Loveland Plan 
Loveland, OH

EDUCATION

	» Bachelor of Arts, Journalism 
Missouri State University

	» Masters of Community Planning, 
University of Cincinnati 

ACCREDITATIONS 

	» ULI

	» CNU

	» HomeBase Community Develop-
ment Corporation Association, 
Board Member

	» Cincinnati Neighborhood Busi-
ness Districts United,  
Board Member

kevin@buildwithyard.com
LinkedIN
Twitter
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Joe has 20 years of experience in urban design, architecture, and development. He has direct-
ed projects for public and private clients in over 25 states and 7 countries, ranging from tar-
geted pop-up initiatives to billion-dollar developments of city districts. 
Joe grew up in a small, western resort town. The first city he lived in was not until after high school in Rome, Italy, 
where he learned the power of walkable neighborhoods, active streets and public spaces, and smartly adapted build-
ings and neighborhoods. He later settled with his wife in Pittsburgh, Pennsylvania, for ten years, experiencing first-
hand how a deindustrializing city went from down and out to up and coming through bottom-up resourcefulness, 
smart leadership, technology, and an unshakable commitment to neighborhood livability. During that time he led the 
urban design studio at Urban Design Associates, designing districts, neighborhoods, and cities in North America 
and beyond. He co-authored with Kevin Wright the Neighborhood Playbook in 2016 based on their collective expe-
riences before launching together YARD & Company in 2018. 
Joe graduated summa cum laude from the University of Notre Dame in 2005 with a Bachelor’s degree in Archi-
tecture. He is a former Main Street Board Member, a co-founder of CNU-Midwest and a frequent contributor to 
Planning Magazine, Better! Cities and Towns, Planetizen, Smart Cities Dive, and the Congress for New Urbanism. 
He is a regular lecturer on urban development, placemaking, and the impact of technology on cities. 

Joe Nickol AICP 
PRINCIPAL, DIRECTOR OF DESIGN AND DEVELOPMENT

PERSONAL EXPERIENCE

	» Vienna Code 
Vienna, VA

	» Downtown Loveland Plan 
Loveland, OH

	» Tampa Waterfront Master Plan 
Tampa Bay, FL

	» South Lake Union 
Seattle, WA

	» Norfolk Arts District 
Norfolk, VA

	» Carmel Comprehensive Plan 
Carmel, IN 

	» OpenNorfolk 
Norfolk, VA

	» Seaside Central Square Design 
Seaside, FL

EDUCATION

	» B-ARCH, University of Notre 
Dame

AFFILIATIONS

	» ULI

	» CNU

	» APA

	» LEED AP

	» Placemaking Leadership Council

	» CNU-Midwest 
Co-Founder and Board Member

joe@buildwithyard.com
LinkedIN
Twitter
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Daniella is motivated by opportunities that enable communities to become healthier, more productive, con-
nected, equitable and joyful places for all who live in and care for them.
Daniella has eight years of professional experience in a variety of roles including urban planner, community building 
specialist, development team member and graphic designer. She is skilled in effectively communicating complex, 
community development related topics to inspire possibilities, inform thoughtful decision making, and guide suc-
cessful implementation. Daniella has contributed to street and public realm initiatives that are facilitating expanded 
transportation options, strengthening social interactions and boosting economies. Her recent work includes strate-
gic investment and corridor plans as well as development and design guidelines. 
Daniella is active in her community, serving as a vice co-chair of the board for the Over-the-Rhine Museum in Cin-
cinnati, co-chair of Cincinnati’s Urban Land Institute Young Leaders Group, a steering committee member of Ride 
the Cov in Covington, Kentucky. She is an active member in ULI’s Women’s Leadership Initiative, the Congress for 
New Urbanism and the American Planning Association. Daniella is an alumna of The Ohio State University where 
she earned a Bachelor of Science degree in Architecture with a minor in City and Regional Planning. In 2017, she 
completed the Master of Community Planning program with a Graduate Certificate in Real Estate at the University 
of Cincinnati. In that year, Daniella published her thesis research on the Commercial Evolution in Over-the-Rhine, 
Cincinnati, OH. 

Daniella Beltran AICP
URBAN DESIGNER

PERSONAL EXPERIENCE

	» Vienna Code 
Vienna, VA

	» Carmel Comprehensive Plan 
Carmel, IN

	» Great Parks Facility and Invest-
ment Planning 
Cincinnati, OH

	» Connectivity Master Plan 
Fairfield, OH 

	» 10th Street Corridor Strategic 
Investment Plan 
Jeffersonville, IN 

	» Forest Park Area Plan 
Harrison Township, OH

EDUCATION

	» Master of Community  
Planning and Graduate 
Certificate in Real Estate, 
University of Cincinnati 

	» Master Student Semester 
Exchange Program, University of 
Leuven, Belgium

	» Bachelor of Science in 
Architecture with a minor in City 
and Regional Planning, The Ohio 
State University

daniella@buildwithyard.com
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Layne is an urban designer, brand artist, serial small business entrepreneur and ice cream aficionado. 

Layne has five  years of professional experience where he  has performed a variety of roles including urban planner, 
project manager and designer. He is skilled in public space and multi-modal street design. He has extensive experi-
ence working with Cities and Districts on placemaking and place-branding initiatives. Prior to YARD & Company, 
Layne served as the Director of Design for Team Better Block, where he worked with cities across the country on 
engaging the community through pop-up urbanism projects. Most notably, he wrote the award winning ‘Pop-Up 
Placemaking Toolkit’ in coordination with AARP Livable Communities that has been used as an accessible tool to 
implement placemaking  demonstrations across the United States. Layne also understands the role of small business 
in communities as a co-owner of two ice cream shops and a coffee shop in the Oklahoma City area.  
Layne serves on the Board of Directors for Oklahoma City’s Midtown Association and as Chair of Oklahoma’s Urban 
Land Institute Young Leaders Group. He is an alumnus of the University of Oklahoma where he earned a Bachelor 
of Arts degree in Public Affairs and Administration. In 2016, he completed the Master of Science of Architecture 
degree at the University of Oklahoma. In that year, Layne published his thesis research on Reclaiming Infrastructure 
to build a Signature Bicycle Network in Oklahoma City. 

PERSONAL EXPERIENCE

	» Vine Nite Market 
Kalamazoo, MI

	» Walnut Hills Town Hall 
Cincinnati, OH

	» 757 Market 
Norfolk, VA

	» Pop-Up Placemaking Toolkit* 
AARP LIvable Communities

	» Spin Space Intersection Design* 
Salt Lake City, Utah

	» Fitchburg Arts & Culture Plan* 
Fitchburg, MA  
 
*work completed prior to YARD & 
Company.

EDUCATION

	» Master of Science in Architec-
ture, University of Oklahoma 

	» Service Learning Study Abroad, 
Lusaka, Zambia

	» Bachelor of Arts in Public Affairs 
and Administration, University of 
Oklahoma

Layne Ferguson 
BRAND + EXPERIENCE DESIGNER
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Joshua uses research and data visualization to uncover often hidden storylines and solve problems related to 
people and place.
Joshua was born and raised in Tianjin, China, a city of 12 million people, before moving to South Bend, Indiana, to 
attend the University of Notre Dame. The stark difference in the built environment and transportation infrastructure 
drives his intellectual curiosity and professional passion to both understand and influence how cities are built.
Joshua has worked with local non-profits and governments such as the City of South Bend to engage community 
members and promote data-driven decision making. He supported a mobility-on-demand pilot project led by Mayor 
Pete Buttigieg’s administration through building a Tableau dashboard that measures key mobility data indicators. 
He also developed a model to prioritize ADA-accessible bus stop improvements with the Michigan Area Council of 
Governments. 
Most recently, Joshua spearheaded the Adaptable Place Toolkit in a collaboration between YARD & Company and 
the University of Notre Dame that provides spatial analysis to measure the adaptive capacity of neighborhoods.

DATA STORYTELLER

PERSONAL EXPERIENCE

	» 	Research Fellow                 
National League of Cities

	» 	Data Analyst                               
City of South Bend

	» 	Global Consultant                
Habitat for Humanity 
International

	» 	Innovation Consultant     
enFocus

EDUCATION

	» 	Master’s in Global Affairs, 
Sustainable Development, 
University of Notre Dame

	» 	Bachelor of Arts, Political 
Science/Chinese, University of 
Notre Dame

joshua@buildwithyard.com

Joshua Pine
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Our Firm 
 
Founded in 2002, MJB Consulting (MJB) is an award-winning retail planning and real estate consultancy 
based in New York City and the San Francisco Bay Area.   
 
We are retained by a wide variety of public, quasi-public/non-profit and private sector clients across the 
U.S., Canada and the U.K. to undertake market analyses, devise positioning/tenanting strategies, assess 
land use/zoning/policy frameworks and spearhead implementation efforts.   
 
We work in a wide range of study areas, including pedestrian-oriented shopping streets and districts,  
waterfront settings, strip commercial corridors as well as lifestyle and town center projects.    
 
We have long been active across Florida, with current and past assignments in Jacksonville (Downtown 
and Southbank), Tampa (Water Street Tampa), Gainesville and Bonita Springs, among others.  We also 
bring experience in numerous other seasonal / second-home destinations, like Cape Cod (Hyannis).   
 
We have developed strategies in a number of luxury and high-end shopping precincts across North 
America, including the Golden Triangle in Beverly Hills, Union Square in San Francisco, Cherry Creek 
North in Denver as well as Downtown Greenwich (Connecticut), among others.    
 
We approach our work very differently from our competitors: 

• We are retail specialists, not general economists. Retail is our passion and our obsession: we 
bring to it a depth of knowledge and level of nuance that simply cannot be found elsewhere. 

• We are in tune with the newest trends and the latest thinking, while also recognizing that they 
are more readily and quickly embraced in some communities than others. 

• We do not believe in any sort of “new normal”, especially right now. The future will not simply 
be an extrapolation of the present, but rather, something very different. We see our role as one 
of discerning and understanding these paradigm shifts before they happen. 

• We are intimately familiar with the varying imperatives, perspectives and predispositions of 
municipalities, BID’s, CDC’s, merchant associations, institutional anchors as well as private 
developers and landlords.   

• We have worked in communities and districts across all of North America and beyond, enabling 
us to draw on relevant experiences and best practices from a broad array of analogs and 
comparables.   

• We have found that creativity results from the blending of otherwise disparate cultures and 
perspectives, of both the lessons to be learned in far-away places as well as the particulars of a 
place and its people. 

• We fully immerse ourselves in our study areas as if we were locals, caffeinating in the 
coffeehouses, eating in the greasy spoons, speaking with residents, reading the blogs, spending 
the weekend, etc. – a unique process that we call “total immersion”. 

• We feel that quantitative methodologies must be combined with qualitative ones, and we value 
the role of psycho-graphics in dictating consumer choices, having even developed our own 
proprietary lifestyle-segmentation scheme. 

• We offer vast experience and specialized expertise in several non-traditional settings and 
formats, including Downtown/Main Street districts and “urbanist” mixed-use projects. 
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• We are often able to identify latent potential where others cannot, unearthing market niches and 
tenanting opportunities that more conventional approaches and local observers might have 
missed. 

• We place great emphasis on and possess a keen understanding of the retailer’s point-of-view, 
what they look for and worry about, what entices and repels them, how they respond to 
different types of opportunities and demands, etc. 

• We do not pull punches. We will not always tell you what you want to hear, but rather, what 
you need to hear — even if it hurts — while at the same time generating excitement for what is 
in fact possible. 

• We do not write reports that sit on shelves. Rather than boring narratives and data dumps, our 
work product entertains, interprets and educates, offering a step-by-step guide for what to do 
with all of that information. 

• We view districts in evolutionary terms, proceeding through various stages at a pace that can be 
disproportionately impacted by intangibles, including perceptions among consumers and/or 
tenants that may or may not be rooted in reality but that can be influenced through savvy 
marketing and effective storytelling.   

• We maintain an extensive database of national and regional retailers willing to locate in different 
kinds of submarkets and settings, including smaller “chain-lets” that typically pass under the radar 
of the leasing community as well as tenants that are continuing to expand amidst COVID-19.   

• We boast a successful track record with practical implementation, including partnerships with 
local leasing professionals and municipal/non-profit entities in the recruitment of targeted 
retailers to some very challenging locations. 

• We are a boutique consultancy, meaning that it will be our Principal – and not some junior 
associate – serving as the Project Manager and developing all of the work product. 
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Our Principal  
 
Michael Berne is one of North America’s leading experts and futurists on Downtown and Main Street 
districts as well as the retail industry more generally.  Unlike many of his contemporaries, he sees his role 
not only in terms of grasping the contours and dynamics as they exist today, but also, anticipating the 
shifting trajectories, second-order effects and paradigm shifts that await us tomorrow.   
 
As the Founder and President of MJB Consulting (MJB), Michael has amassed more than twenty years of 
experience in conducting market analyses, devising positioning/tenanting strategies, assessing land 
use/zoning/policy frameworks, leading educational workshops and spearheading implementation / 
recruitment efforts across the U.S., Canada and the U.K.   
 
Michael is a regular presenter and keynote speaker at industry conferences, including those of the 
International Downtown Association (IDA), the National Main Street Center, the International Council of 
Shopping Centers (ICSC), the International Economic Development Council (IEDC), the American 
Planning Association (APA) and the Urban Land Institute (ULI), among others.   
 
Michael gave a plenary talk at IDA’s 2018 Southeast Urban District Forum held in West Palm Beach, 
presenting on the subject of “The Future of Physical Retail in the Age of Online: Why Amazon Might Not 
Win.”   
 
Michael has lectured at the University of Pennsylvania and the University of California, Berkeley.  He has 
taught courses for the IEDC.  He has served on expert advisory panels for the ULI and the IEDC.  He is 
quoted often in high-profile publications such as the Financial Times, TheStreet, Planning and the Washington 
Post, among others.   
 
In addition to his widely-read “Retail Contrarian” blog, Michael is a contributor to and founding Board 
member of a new online publication called the American Downtown Revitalization Review (ADRR).  He  has 
penned numerous articles for magazines such as ULI’s Urban Land, IEDC’s ED Now and Shopping Center 
Business.   
 
Michael has contributed sections to two recent books, Suburban Remix: Crafting the Next Generation of 
Urban Places (edited by David Dixon and Jason Beske; Island Press, 2018) and Main Street’s Comeback 
(written by Mary Means; Hammondwood Press, 2020).   
 
Michael served two terms on IDA’s Board of Directors (2009 - 2015), including two years as a Vice Chair 
of its Executive Committee (2013 – 2015).  He is also a member of The Luxury Institute’s “Global Luxury 
Expert Network” (GLEN).    
 
Before founding MJB, Michael worked on market studies and commercial revitalization for a planning 
consultancy, leasing and acquisitions for an urban retail developer, and policy analysis for a citywide 
elected official. 
 
He received a B.A. degree from Columbia University (Columbia College) in New York City, and an M.Phil 
degree from Cambridge University (Gonville & Caius College) in the U.K. 
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Duluth Creative Corridor 
 

 
Working with the City of Duluth, University of Miami, Greater Downtown Council, LISC, and the 
University of Minnesota – Duluth (UMD), Ken Stapleton led a team of national experts to evaluate 
progress in the downtown and hill neighborhoods that include UMD and two regional hospital anchors.  
The team examined ways to expand existing anchor institution partnerships, arts-related economic 
development, housing, and transportation improvements.  The resulting report is being used as a guide 
to prioritize projects and attract new resources, and the institutions have increased their investments 
off campus as a result. 
 
The report proactively addressed a significant disconnect 
between the anchor institutions and their surrounding 
community.  This was not due to neglect, but to the lack of a 
bold, shared vision that connected the various partners in 
new ways – along with strategic action steps. 
 
The resulting Creative Corridor concept was geared to 
address the need to retain educated and creative talent in 
order to strengthen Duluth’s economy and local finances.  
The philanthropic community played a leadership role, and 
our team helped identify real points of progress, new and 
exciting opportunities, and potential challenges to success. 
 
Student housing, hospital expansion plans, complete streets 
concepts, community health strategies, and civic investment 
strategies were evaluated and addressed by the team.  
Recommended improvements involved leadership 
sustainability, diverse housing strategies, the arts-economic 
development connection, community branding and 
marketing, real and perceived safety, and expanded 
institutional partnerships with the community. 
 
The report helped LISC-Duluth and others attract more than  
$1 million in funding for the restoration of the NorShore 
Theatre, additional funding for housing in the Hillside 
neighborhoods, and continued support for urban design, 
complete streets, and other arts-related partnerships. 

 
 
Providing strategic guidance and technical assistance to cities, anchor institutions, non-profits, transportation 
organizations, private developers and investors, we draw from a national network of innovative experts to add 
value for each unique urban revitalization or transportation opportunity.  Our core focus areas include:  assisting 
with university-city partnerships; fundraising strategy and direct assistance; improving real and perceived safety 
in urban places; place-brand strategy development; and providing organizational structure guidance.  Recent 
and current projects include: a TIGER-funded TOD-university partnership in Miami, Tampa Innovation District 
guidance; pedestrian experience improvements in downtown San Antonio; mode shift strategies for the US 1 
Corridor south of downtown Miami; organizational assistance for a national university-community partnerships 
group in Washington; brand repositioning efforts in Orlando and Wilmington, Delaware; and Community Safety 
Action Plans for urban districts in Tampa, Riviera Beach, and West Palm Beach. 
 
Clients have used our work to obtain over $15 million in grants and sponsorships from federal and private 
sources.  Additionally, past work of our President, Ken Stapleton, has resulted in over $1 billion of private 
investment in the urban places he served.  A core value of the firm is to maximize and measure impact, not just 
efforts. Our fundamental approach involves thinking about places from the perspective of a master developer, 
leveraging private investment by improving investor confidence, and approaching each project to maximize its 
ability to transform places, serve people, and enhance prosperity. 
 
A sample list of our services includes the evaluation, facilitation, and creation of the following: 
 

 Complete Streets After Dark and mode shift strategies 
 Anchor Institution Partnerships 
 Economic Development Strategic Initiatives 
 Fundraising Research, Strategy, and Proposal Writing 
 Neighborhood Revitalization Initiatives 
 Real and Perceived Urban Safety Initiatives 
 Off-Campus Safety Initiatives 
 Non-profit Structure and Strategic Plans 
 Place-Brand Strategy and Implementation 
 Investor, Developer, and Business Recruitment 
 Wayfinding Signage Systems 
 Organizational and Project Marketing 
 Training, Presentations, and Public Engagement Initiatives 

 
In addition to Ken Stapleton’s 30+ years of successful urban revitalization and downtown development 
experience, our associates and partners include nationally and internationally recognized experts in urban retail, 
urban housing, university technology transfer, university research parks, urban parks, CPTED and security 
systems, redevelopment finance, and university economic development initiatives.  We regularly serve on teams 
under firms that share our philosophy and values as well. As a regular speaker and presenter at professional 
conferences, Ken Stapleton is a recognized innovator in the fields of university-community partnerships and 
urban safety.  His initiatives have received a number of state and national awards, and he is a regular contributor 
to books, articles, and research papers in the field.  He currently also serves as a volunteer for several 
revitalization initiatives in Miami. 
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Student housing, hospital expansion plans, complete streets 
concepts, community health strategies, and civic investment 
strategies were evaluated and addressed by the team.  
Recommended improvements involved leadership 
sustainability, diverse housing strategies, the arts-economic 
development connection, community branding and 
marketing, real and perceived safety, and expanded 
institutional partnerships with the community. 
 
The report helped LISC-Duluth and others attract more than  
$1 million in funding for the restoration of the NorShore 
Theatre, additional funding for housing in the Hillside 
neighborhoods, and continued support for urban design, 
complete streets, and other arts-related partnerships. 

 
 
 
 
 
 

Ken Stapleton, MUP  
President 
 
With over 30 years of urban revitalization and economic development experience, 
Ken most recently served as Senior Economic Development Advisor and Executive 
Director of the award-winning University Park Alliance for The University of Akron 
(UA).  Reporting directly to University President Luis M. Proenza, Ken was 
responsible for the revitalization of the neighborhoods surrounding this 
prominent urban university.  He also provided strategic guidance for UA’s local 
and regional economic development initiatives, and helped attract over $15 
million in grants for UPA and UA initiatives. 
 
Previously, Ken served as Senior Vice President of the Downtown Cleveland 
Partnership (DCP) where he initiated and led their efforts to revitalize lower 
Euclid Avenue, Cleveland’s Main Street, resulting in over $400 million in real 
estate investment in only six years.  Ken’s other projects at DCP included 
management of DCP’s advocacy efforts on over $1 billion in major infrastructure 
projects, and management of all safety initiatives. 
 
Prior to his tenure in Cleveland, Ken worked as a redevelopment expert in several 
South Florida cities, including work in Downtown Miami and South Beach.  He is 
also a recognized expert in urban safety programs.  
 
Ken is a 2004 University of Miami Fellow of the Knight Program in Community 
Building, a full member of the Urban Land Institute serving on the Board of the 
Southeast Florida District council and co-chairing their TAP and Healthy Places 
initiatives, a member of International Downtown Association and Florida 
Redevelopment Association, and a graduate of Leadership Akron Class XX.  He 
regularly makes presentations at regional and national professional conferences. 
 
Notable current and recent clients include Centro San Antonio, the Coalition of 
Urban Serving Universities, the West Palm Beach Community Redevelopment 
Agency, Hillsborough County (FL), and the City of Wilmington, Delaware.  

 
 
 
 
 

Education 
 
Masters in Urban Planning 
University of Illinois 
 
Community Building Fellow 
University of Miami 

 

Expertise 
 
University-Community 
Partnerships 
 
Downtown Revitalization 
 
Urban Safety Innovations 

Projects 
 
Miami - FIU University City 
 
Tampa Innovation Alliance 
 
UConn-Mansfield Partnership 
 
Akron – Univ. Park Alliance 
 
Mecon College Hill Alliance 
 
Duluth Creative Corridor 

Contact Information: 
 
KenStapleton.Associates@gmail.com 
216-849-6494 
KSA-Urban.com 
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WHERE WE’VE  
WORKED
YARD has completed dozens of projects with similar contexts around the 
country. Included in this experience is strong collaboration with Towns and 
their elected officials. We look forward to the opportunity to serve Palm 
Beach.

PLAYBOOKERS PROJECTSCINCINNATI, OH WORKSHOP/LECTURE

   PALM BEACH   PALM BEACH
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REFERENCE

Mike Hollibaugh, Director of 
Community Services 
City of Carmel, Indiana
One Civic Square (third floor) 
Carmel, IN 46032
(317) 571-2417 
mhollibaugh@carmel.in.gov

PROJECT LOCATION
Carmel, Indiana

BUILDING BLOCKS + TOOLS
Master Planning
Scenario and Story
Strategic Investment Planning

IMPACT
10-year guide for growth and 
infrastructure
On and off-line engagement with 
stakeholders amidst COVID 19

The City of Carmel, Indiana, has engaged the team of Greenstreet LTD and YARD & Company to help City staff 
and leadership update its comprehensive plan around growth, development, mobility and public space. The project 
deliverables from YARD include creative engagement amidst COVID-19 through outdoor stakeholder meetings, 
bike tours and a virtual lunch and learn series; a City-wide audit of underlying development trends and needs; devel-
opment pattern mapping; retail and public space typology setting; and streetscape concepts. The final tool to be 
developed in early 2021 will be an immersive on and off-line comprehensive plan that will guide growth for the next 
10 years. 

2020CARMEL, INDIANA



RETAIL AND ECONOMIC DEVELOPMENT STRATEGY    PALM BEACH, FLORIDA BUILDWITHYARD.COM 

YARD & COMPANY

Carmel, Indiana



RETAIL AND ECONOMIC DEVELOPMENT STRATEGY    PALM BEACH, FLORIDA BUILDWITHYARD.COM 

YARD & COMPANY

Jeff Vinik, the owner of the Tampa Bay Lightning, and Microsoft co-founder Bill Gates have teamed together to build 
a 3 billion dollar waterfront innovation district in downtown Tampa. The development team leveraged the Tampa 
Bay Lightning’s arena and the regional convention center to assemble and begin development on sixteen blocks 
along an active waterfront channel. The initial visioning process was done in collaboration with the project team and 
City leadership to create a district master plan for a million square feet of new class A office, 1,300 residential units, 
300,000 square feet of retail, a new South Florida medical school, new public spaces, a re-imagined streetcar, and 
technology services such as district-wide WiFi, app-based parking management, and concierge services. 
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DRAFT
14 NOV 2014

Tampa’s proposed The Waterfront

TAMPA WATERFRONT

REFERENCE
Rob Canton 
rob@athletesandcauses.org

PROJECT LOCATION
Tampa, Florida

BUILDING BLOCKS + TOOLS 
Scenario + Story
Master Plan

SEE MORE
The Plan
Video Fly-through
New York Times Coverage
ULI Coverage
Project Website

IMPACT
3 Billion dollars in total investment

2013-2014

From prior experience of  
YARD & Company founders
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Tampa Waterfront
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Thunder Alley looking east towards arena

ENTERTAINMENT DISTRICT

Illustrative Plan

Entertainment alley
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DRAFT
14 NOV 2014

Places in the Plan
All great cities have memorable neighborhoods and special places 
within them. The Waterfront is comprised of a number of such places 
that create signature addresses for development. They create value, 
provide market differentiation, improve wayfinding, and become great 
public spaces that support everyday life as well as special events. The 
Waterfront is proposed to have at least four key places in the plan:

1 Entertainment District

2 Research and Development Office Corridor

3 Channelside

4 Water Street North
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The Florida
Aquarium

Marriott Waterside

Harbour  
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Cotanchobee 
Fort Brook Park

Places in the plan

Garrison Channel
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Convention
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General  
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Tampa Waterfront
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Wharf and waterfront park

Existing conditions

CHANNELSIDE

Water Street North

Waterfront promenade
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Old Water Street Extension

WATER STREET NORTH

ESSENTIAL ELEMENTS

1 Mixed-use street with multi-
family residential above neigh-
borhood-serving retail on the 
ground floors

2 Potential introduction of 
regional rail terminus

3 District energy plant
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PROJECT LOCATION
Seaside Florida

BUILDING BLOCKS + TOOLS
Engagement
Strategic Investment Plan

IMPACT
Resident and business owner 
engagement
Testing and evaluating design and 
tenanting options for the Central 
Square to find areas of consensus
Prioritization of values, vision and 
development proposals

After thirty years of successful growth, significant new pressure for improvements and denser development began to exert 
itself on Seaside, Florida’s Central Square. Low slung wooden buildings, the Lyceum, the motor inn and the public spaces 
in between all required significant updates and, in some cases, were slated for redevelopment by the owner. The commu-
nity, however, had grown to love and cherish the charm and patena of these early buildings, some of which were the first 
to be built in Seaside. Now a mature place, Seaside residents have become attached to the place the way it is today and are 
fearful that changes will compromise what they love about the place. This created conflict between the owner, residents 
and businesses that needed resolution. The original Town Architect, DPZ collaborated with Urban Design Associates 
and others to engage stakeholders, test development concepts in real time and to reach consensus about a path forward, 
making critical decisions about development sites, density, character, use and functionality of Seasides commercial and 
civic heart. YARD Principal Joe Nickol was a Principal with Urban Design Associates and served as a project designer and 
development strategist in this effort. 

2012SEASIDE

From prior experience of  
YARD & Company founders
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Central Square
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Beverly Hills 

Economic Sustainability Plan  
 

 
 
A global brand that has retained its luster, Beverly Hills would seem to be able to rest on its 
laurels.  Even it, however, must constantly evolve in order to defend its position within the 
broader retail ecosystem. As the retail subconsultant on the team developing an Economic 
Sustainability Plan for the City, MJB Consulting has been charged with identifying strategies 
that would enable its retail offer to remain a step ahead of the competition.   
 
In the process of assessing the more obvious threats, MJB also directed attention to the blind 
spots.  Most notably, there were emerging rivals – both within the region and beyond -- that 
stakeholders had been dismissing if not ignoring entirely.  Indeed, a growing number of 
shopping streets and centers elsewhere across the nation and the world now offer a similar mix 
of luxury fashion houses.  But even more problematically, much of Beverly Hills appeared to be 
operating in a sort of time warp, unaware of and/or unconcerned with the tastes and 
preferences that had come to define contemporary consumer culture.   
 
The City also needed to address another vulnerability: its overreliance on that famed shopping 
street and its luxury fashion shopping. MJB pointed to the urgency -- especially now, with the 
growing number of vacant storefronts amidst COVID-19 -- of broadening Beverly Hills’ appeal 
by expanding its focus to include other retail categories and forms, other consumer 
submarkets with similar tastes and sensibilities as well as other commercial corridors both 
within and beyond the Golden Triangle.  
 
* The engagement is now approaching completion – it recently resumed after several months on pause 
due to COVID-19.   
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Cherry Creek North 

Retail Assessment 
 

 
 
Considered the Beverly Hills or Bal Harbour of Colorado, Denver’s Cherry Creek 
neighborhood has long been the premier destination for high-end shopping in the Mountain 
West, with anchors such as Neiman Marcus and Nordstrom as well as other luxury brands that 
include Burberry, Hermes, Louis Vuitton, Tiffany, David Yurman and Breitling.   
 
In March 2016, the team of MJB Consulting (MJB) and Progressive Urban Management 
Associates (PUMA) was hired by the Cherry Creek North Business Improvement District (BID) 
to help it better understand how Cherry Creek North’s retail mix and dynamic was likely to 
evolve over the next five to ten years, and then, to propose a strategy for reinforcing or 
redirecting this trajectory.   
 
One of the many trends foretold by MJB’s “crystal ball” was the high probability that the 
district’s collection of independently-owned shops would continue to shrink, given the 
ongoing development boom that had been set in motion by a 2012 upzoning.  MJB impressed 
upon the client and other stakeholders that Cherry Creek’s gravitational pull as a shopping 
destination, which rested to some degree on its unique combination of established global 
brands and smaller local boutiques, could weaken as a result.   
 
MJB also delved into the complex relationship between the district’s walkable shop-lined 
blocks and its enclosed super-regional mall (the Cherry Creek Shopping Center), detailing the 
ways in which the former can be more effectively defined and differentiated vis-à-vis the latter – 
perhaps even taking advantage of the declining popularity of the mall format more broadly – in 
the years ahead.   
 
Finally, the team developed a list of specific actions and initiatives that the client and other 
stakeholders could undertake in order to help fortify the district’s boutiques as well as attract 
new retailers.      
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Pyramid Real Estate Group 

Retail Tenanting Strategy and Prospects  
(Downtown Greenwich) 

 

 
 
Pyramid Real Estate, a 48-year-old company that owns, manages and leases well-
located retail properties across the affluent northern suburbs of New York City, 
retained MJB Consulting (MJB) several times over the course of the decade to provide 
tenanting guidance on sites and spaces that it had either wanted to redevelop or 
struggled to fill.   
 
As just one example, it asked MJB to offer recommendations on retail categories and 
specific prospects for a large storefront that it was trying to lease along West Putnam 
Avenue / U.S. 1, just to the west of Greenwich Avenue in the high-end shopping 
destination of Downtown Greenwich (CT).  Based on an analysis of property 
characteristics, traffic patterns, consumer demand and existing competition, MJB 
identified a upscale home-furnishings retailer as the right play and then, drawing on 
its proprietary database of brands and chain-lets willing to consider such markets and 
settings, generated a list of pre-qualified leads that Pyramid could pursue.   
 
	
 
	



WORK SAMPLE + CLIENT LIST
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WORK SAMPLE & CLIENT 
LIST

FOR YARD & COMPANY

	» The Town of Vienna

	» The City of Carmel

	» Erie Insurance

	» The Model Group 

	» Neyer Properties

	» The Borough of Dormont

	» 8k Construction

	» The City of Memphis

	» The City of Kalamazoo

	» The City of Norfolk

	» Friends of the William Howard Taft Legacy

FOR MJB

	» City of Beverly Hills, CA

	» Town of Barnstable, MA (Hyannis / Cape Cod)

	» Town of Carlsbad, CA

	» City of Jacksonville, FL

	» Downtown Westfield Corporation (NJ)

	» Cherry Creek North BID

	» Union Square BID (San Francisco)

	» L.A. Fashion District BID

	» Team London Bridge (London, UK)

	» Pyramid Real Estate (developer in Downtown 
Greenwich)

	» The Beachcomber Development Company of Naples 
(FL)

	» Fred F. French Investing

	» Forest City Enterprises

FROM KSA

	» City of Oakland Park, FL

	» Business Flare

	» University of Cincinnati

 

We are including one hard copy of our Work Sample in this submittal and a digital copy can be found at https://
tinyurl.com/y4tzhp9u. Below is a list of Clients for our team members. 
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REFERENCES
FOR YARD & COMPANY
CINDY PETKAC
Director of Planning & Zoning 
cindy.petkac@viennava.gov
Project Name: Vienna Zoning
Dates: Ongoing 
Cost: $100k

JOHN CRANLEY
Mayor 
Cincinnati, Ohio
513-352-3250
mayor.cranley@cincinnati-oh.gov
Project Name: Innovation Land Use
Dates: March 2019 - March 2020
Cost: $75k

MIKE HOLLIBAUGH 
Director of Community Services 
City of Carmel, Indiana
(317) 571-2417 
mhollibaugh@carmel.in.gov
Project Name: Carmel Comp Plan
Dates: Onoing 
Cost: $70k

FOR MJB
JENNY STARKEY
President, Starkey Consulting (formerly Cherry Creek 
North BID - Denver)
303-868-4006
jstarkey319@gmail.com
Project Name: District Retail Analysis
Dates: 2017
Cost: $25k

CATHERINE LEE
Community and Economic Development Director
City of Chamblee, GA
678-596-5359
catherine.gin.lee@gmail.com
Project Name: District Retail Analysis
Dates: 2017
Cost: $24k

FROM KSA
LINDSEY KIMBALL
Director
Economic Development Department, Hillsborough 
County
(813) 273-3684
kimballL@HCFLGov.net
Project Name: Planning Services
Dates: February 2016 - November 2016
Cost: $110k
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85 Fourth Avenue, Suite 6A 
New York, New York 10003 

Phone: 917-816-8367 
 

2730 Forest Avenue, Suite W 
Berkeley, California 94705 

Phone: 510-356-4956 
 
 

Memorandum 
 
To:  Elizabeth Wurfbain 
  Executive Director, Hyannis Main Street BID 
 
From:  Michael J. Berne 
  President, MJB Consulting 
 
Re:  Executive Summary Memorandum – Draft #1  
  Main Street Hyannis – Retail Market Analysis and Positioning Strategy 
 
Date:  July 11, 2019 
 
In the fall of 2018, the Hyannis Main Street BID, with sponsorship from the Town of Barnstable as well as 
the Cape Cod Chamber of Commerce, the Cape Cod & Islands Association of Realtors, Cape Cod Five 
and the Resort and Conference Center at Hyannis, hired MJB Consulting (MJB) to undertake a retail1 
market analysis of and devise a positioning strategy for the stretch of Hyannis’ Main Street from the West 
East Rotary to Yarmouth Road (hereafter referred to as the “study area”).   
 
Specifically, MJB was asked to analyze how the study area’s retail mix could be positioned within the 
broader competitive marketplace and to identify what kinds of tenants would correspond to such 
positioning.   
 
In order to develop its findings and conclusions, MJB undertook the following scope-of-work: 
 
- Review of past studies and plans 

																																																													
1	 For the purposes of this analysis and memorandum, “retail” is to be understood as any business that accepts 
customers on a walk-in (or walk-up) basis, as opposed to appointment-only.  It includes, then, traditional shops that 
sell goods as well as providers of personal (and some professional) services, food and beverage establishments as well 
as entertainment venues.  An TD Bank branch would be considered a retailer, as would a Black Pearl Tattoo Studio & 
Gallery or a Dunkin’ Donuts.   
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- Guided and self-guided citywide driving tour(s)  
- Assessment of nearby competition 
- Focus groups with Main Street merchants  
- Conversations with retail brokers and experts 
- Discussions with high-level Town officials  
- Meeting with local neighborhood association 
- Analysis of demographic and spending data 
 
Also, in applying the firm’s unique “total immersion” methodology, MJB’s Principal, Michael J. Berne, spent 
roughly two weeks in the study area, including visits during shoulder season (October) as well as the 
winter doldrums (February).  Michael is already quite familiar with the period of peak visitation, having 
spent 42 consecutive summers on the Cape.   
 
Michael presented MJB’s preliminary findings to an assemblage of stakeholders in May 2019 and their 
feedback has been integrated into this final version.    
 
The following provides a summary of MJB’s findings, starting with an introduction to some basic concepts 
and an explanation of the approach; offering some comments on Main Street’s current identity; presenting 
a nuanced analysis of the relevant submarkets, along with corresponding retail categories; arriving at an 
overall positioning strategy; discussing what it means for both visitors and residents; and finishing with an 
outline of next steps.   
 
Concepts 
 
- “Market positioning” refers to how a particular commercial corridor is -- or can be -- positioned in 
the marketplace in terms of the demographics of its core customer(s), the skew of its foot traffic (i.e. 
seasonal versus year-round, weekday versus weekend, daytime versus evening), the product mix and price 
point of its businesses, the size and tenure of its tenants (i.e. start-up entrepreneurs, versus small local 
“chain-lets”, versus large national brands), etc.   
  
- While there might be a strong desire to proceed immediately to implementation and recruitment, we 
firmly believe that this analytical exercise must come first.  If we want to change a retail mix, we need to 
agree on what we want to change it to, and that must be grounded in what we can realistically change it to.  
Otherwise, we will either be spinning our wheels or begetting a random assortment of businesses that do 
not help one another.    
 
Our competitors, savvy shopping-center developers like Simon Property Group (Cape Cod Mall) and WS 
Development (the future Landing at Hyannis), have long done the opposite, carefully selecting and locating 
their retailers so as to maximize the likelihood that one, when a customer leaves one shop, she will find 
others which interest her, and two, when that customer thinks of a center, she can immediately grasp 
what it is, who it targets and whether she would belong.   
 
With such an identifiable cluster of complementary businesses, that center, in turn, becomes more 
compelling to other prospective tenants.  Generally speaking, retailers are drawn to projects and 
corridors with a number of existing businesses that attract a similar customer and thereby generate 
relevant cross-traffic, as such “co-tenancies” are thought to mitigate risk (i.e. “safety-in-numbers”) and 
typically result in higher sales volumes than a standalone location.   
 
Consider the typical fast-food eatery: it gravitates to mall food courts, and to intersections and corridors, 
where there are other fast-food eateries.  This might seem counter-intuitive – to open in the vicinity of 
one’s direct competitors – but the restaurateur knows that this is where you, the customer, will head 
when you are hungry, and it wants to be there when you do.  Indeed, the same logic explains clustering in 
furniture stores, in antique dealers, in art galleries (see image below), etc.   
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Why are there so many art galleries in Provincetown?  Partly because there are so many art galleries in Provincetown.  That’s the 
appeal of co-tenancy: art dealers want to be where art dealers already are.   
 
Developers of shopping centers are able to leverage the appeal of co-tenancy because they typically own 
and manage 100% of the retail space.  Of course, BID’s and municipalities do not enjoy that sort of site 
control.  And the multiple property owners on a Main Street might not agree on a cohesive vision, nor, 
for that matter, even see the need for one.  After all, landlords and their brokers do not derive any 
benefit -- in the short term at least – from thinking beyond the spaces in their respective portfolios.     
 
Take, for example, the case of 529 Main Street.  The owner of that building originally tried to backfill the 
space with Dollar Tree.  A large national chain, it would likely have delivered for both the landlord and 
the broker: that its presence might not have helped to elevate Main Street’s retail mix and customer draw 
more broadly was of comparatively little consequence to them, as their bottom lines would not have been 
affected either way.   
 
Partly for this reason, Main Street settings will never be able to compete on a truly level playing field with 
shopping centers.  A BID, however, can roughly approximate the role of the developer by: 1) convening 
landlords, brokers and merchants; 2) making the case to them for a specific market positioning; and 3) 
providing whatever support to them that might be needed for its realization.  Our charge with this 
memorandum is to provide the what and the why for (2).   
 
Realistic market positioning is important, however, not just as a guide for tenanting and coordinated 
action; it must also inform broader marketing and branding efforts.  In the absence of such alignment, 
visitors will arrive with certain expectations that are ultimately not met, leaving them confused and 
frustrated if not betrayed, unlikely ever to return.  (For this reason, we are coordinating with NAIL, the 
creative agency working with the Town of Barnstable, on findings and recommendations).   
 
- Finally, we want to underscore the relatively narrow focus of our scope-of-work and this memorandum.  Designed 
as an essential phase one of a more extensive effort, the following is devoted largely to the matter of market 
positioning; it is not intended to serve as a comprehensive retail strategy, complete with recommendations on 
pedestrian experience, transport, beautification, events, etc., nor provide a blueprint for practical implementation 
or, for that matter, a list of specific prospects.   
 
While we at MJB Consulting are eager to proceed to these later phases, they require additional funding 
that has yet to be secured.  That said, we have outlined a series of “Next Steps”, including other strategic 
imperatives that do not relate specifically to market positioning, in the last section of this memorandum.  
And we have underlined promising retail categories in our discussion of relevant submarkets, from which 
creatively-minded landlords, brokers and business proprietors can (should) be able to infer worthwhile 
leasing targets and merchandising tactics.   
 
Approach and Assumptions 
 
- With commercial corridor revitalization, one must accept from the outset that change does not happen 
with the wave of a magic wand.  There is no one “silver bullet” that will solve everything.  And there is no 
intentionality to outcomes, no “they” who is pulling the strings from on high.  Rather, there is just a 
multiplicity of independent actors and unrelated variables that intersect in various ways to give rise to 
what exists right now.    
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Retail is more often the effect than the cause of these interactions; it is “downstream” from most 
everything else.  It must wait for new submarkets to emerge and grow, for perceptions to shift, for leases 
to expire -- sometimes even for landlords to expire.   
 
In efforts to elevate Main Street’s retail mix, we should be guided by what will ultimately be possible -- by 
some mythical “end state” that reflects our aspirations and captures our imaginations.  But at the same 
time, we must accept that revitalization is an evolutionary process which happens in stages, each 
corresponding to particular retail mixes and potentials.  And we cannot leapfrog one to get to the next; 
rather, we must proceed sequentially, with deliberation and patience.   
 
We must focus our energies and resources on simply getting to that next stage, on what we can become 
now as based on the realities that exist today.  We must assume that the current actors and variables will 
remain in place, even if we hope that they will change, even if we are actively working on changing them.  
Because if we look too far ahead, we might never move forward at all.   
 
Retailers, remember, cannot wait for that evolutionary process to happen, for the grand vision to become 
reality.  They need to pay rent now.  They need to meet payroll now.  And so they need to generate sales 
now.  If they cannot, if they are forced to close, the resulting “black eye” will halt whatever momentum 
has started to build.    
 
This memorandum, then, will not provide the answer to the social-services population.  Rather, we will 
base our recommendations on the assumption that it is here to stay, providing a sense of what sort of 
market positioning would be achievable – what kinds of businesses are most likely to be interested and 
ultimately sustainable -- in its presence.  This should not be viewed as an endorsement of current 
conditions, but rather, a sensible approach to take in light of the uncertainties.   
 
What We Are And What We Are Not (Yet) 
 
- In order to understand what Main Street can become, we need to start with what it cannot, at least not 
yet.  This might seem like an unnecessarily depressing exercise, but one that could help to avoid 
misdirection from the outset.   
 
* A mass-market regional shopping destination: Main Street was at one time the place where Cape 
Codders would head for apparel (e.g. Filene’s, Buettner’s, C. Crawford Hodge) and general merchandise 
(e.g. Woolworth’s, Grant’s, Zayre’s).  Yet while it still contains a number of clothing boutiques today, 
most of the better-known retail brands long ago migrated to Route 132.   
 

 
Main Street Hyannis, back in the day 
 
* A quaint seaside village: Main Street cannot match the twee preciousness of classic Cape Cod settings 
like Chatham and Osterville.  And while it might have at one point played its part in the “Camelot” 
mythology with fashionable shops like Peck & Peck, today it fails to deliver on expectations raised by its 
Kennedy association.     
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* A convenient place to run errands: Generally speaking, consumers tending to life’s weekly and daily 
essentials – shopping for groceries, picking up medications, dropping off dry-cleaning, etc. – want to be 
able to do so as quickly and easily as possible.  If they are driving, this typically implies ample in-front (or 
side) parking so as to allow for an “in-and-out” experience (see image below).    
 

 
Site layout for the Star Market on West Main Street 
 
In densely-populated cities like Boston and New York, convenience-driven businesses often do not have 
to provide for motorists because there are a sufficient number of potential customers living or working 
within walking distance.  Even, however, if more rooftops materialize in and near Main Street in the 
coming years, Hyannis will still fall well short of such thresholds.   
 
- What Main Street is, is very long.  It runs roughly one mile from Yarmouth Road in the east to South 
Street in the west.  For context, the rule-of-thumb among planners and urban designers is that the 
average pedestrian would only be willing to walk 0.25 (or, at most, 0.50) miles.    
 
This means that Main Street cannot afford to focus on just one type of customer or retail category; 
rather, it needs to appeal to multiple submarkets and offer several different experiences.  In other words, 
it must embrace the diversity that is Hyannis.   
 
Such an approach does not necessarily detract from the brand.  Take Provincetown, for instance: 
Commercial Street, stretching approximately 0.9 miles from Good Templar Place to Kiley Court, 
accommodates everything from high-priced art galleries to the tackiest of tee-shirt shops, with enough 
space so that the presence of the latter does not undermine the draw of the former.   
 

   
Diversity of another kind, on Provincetown’s Commercial Street 
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- The following provides nuance on Main Street’s consumer profile.  It is first segmented primarily in 
terms of demographics and psychographics2, rather than the more common seasonal versus year-round 
dichotomy (which will be considered in greater detail later).  In other words, each of the submarkets 
described below is composed of short-term visitors, second-home owners and full-time residents, in 
varying percentages.    
 
A Word of Qualification 
In trying to devise the consumer profile, we were challenged by the lack of hard data on the visitor population in Hyannis or the foot 
traffic along Main Street.  The available information, such as it is, mostly concerns Barnstable County as a whole.  As a result, we 
were forced to rely heavily on a qualitative approach involving observations and inferences.  Ideally, our findings would be 
corroborated (or not) by more quantitative methodologies as well as pedestrian-intercept surveys, which we have recommended as 
one of the next steps.   

 
* Mid-market families, empty nesters and retirees represent the core customer(s) on Main Street.  
Middle-class homeowners, they are typically frugal but will spend on entertainment, on their kids (if in 
tow) and/or while on vacation.  Their tastes can be characterized as mainstream or “Middle American”.  
Importantly, they tend not to be online shoppers.   
 
Representative businesses include Mrs. Mitchell’s on Main, Cape Cod Sweat & Tee Outlet, Soft as a 
Grape, Islands, Mass Bay Co., Cape Cod Harley Davidson, Persy’s Place, British Beer Company, Katie’s 
Homemade Ice Cream and Smith Family Popcorn.   
 

 

 
 
Yet while this submarket is the one most heavily represented in Main Street’s retail mix today, there are 
opportunities to increase its level of expenditure there still further.   
 

																																																													
2	In contrast to demographics, which describes submarkets in quantitative terms (e.g. population, household incomes, 
home values), psychographics characterizes them qualitatively (e.g. lifestyles, sensibilities, aspirations).  An 
impressionistic tool, however, psychographics is best understood in the aggregate and not on a person-by-person 
basis.  That is, no one individual perfectly fits the profile of a particular psychographic segment.  Rather, each of us is a 
mix of multiple personalities in varying degrees: we might one part of ourselves most of the time but indulge a 
different side on a Friday night and yet another on a Saturday afternoon.    
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Take beer, for example.  Bars in Hyannis appear to skew towards so-called “Big Beer”, but the continued 
growth of craft brewing nationwide – from 5.0% market share in 2010 to 13.2% in 2018 (see chart below) 
– suggests that it enjoys more than just niche appeal.  As evidenced by Tap City Grille’s popularity, 
taprooms that combine selections from local micro-brands (e.g. Cape Cod Beer, Barnstable Brewing, 
Naukabout Beer, Hog Island Beer, etc.) with elevated tavern fare are likely to resonate.   
 
 

 
Sources: Brewers Association, Statista 
 
Another area of opportunity is diversified entertainment, referring to concepts that drive foot traffic with 
forms of recreation other than eating and drinking (even while in many cases still relying on food and 
beverage to generate the lion’s share of the revenue).  Indeed, Main Street recently welcomed Flashback, 
a bar and restaurant which differentiates itself with a selection of roughly two-dozen vintage arcade games 
that can be played for fifty cents.   
 
In addition, there are the fast-growing “paint-and-sip” franchises, where patrons learn how to paint while 
enjoying a glass of wine or a cocktail.  And while Cape Cod Art Bar (at Mashpee Commons) might already 
absorb much of the demand for this sort of experience, newer variants focus on other D.I.Y. crafts like, 
for instance, wood-working (see image below), which would seem especially promising for the Cape, 
where so many historic homes are adorned with custom wood signs.   
 

 
 
Finally, factory outlets, selling well-known brands at (what is perceived as) less than full-price, would also 
prove popular.  The kind of large open-air strip center where such stores typically congregate does not 
exist on the Cape, with the closest one, Wrentham Village Premium Outlets, more than 70 miles away.  A 
growing number, however, have started to open freestanding locations in Main Street settings, especially 
in markets without a more conventional alternative.3    

																																																													
3	The roughly 26,000 sq ft earmarked for such tenants in the Market Basket-anchored strip center located at the foot 
of the Sagamore Bridge – and the 157,000 sq ft in the now-defunct Cape Cod Factory Outlet Mall which it replaced -- 
fall well below the super-sized 500,000+ sq ft outlet malls developed today.  Wrentham Village, for example, contains 
610,000 sq ft of retail space.  Given the distance from Wrentham, however, the market might yet be able to support 
a project of that scale: the “Canalside Commons” site is challenged by uncertainties surrounding possible replacement 
of the Bourne Bridge and related road realignments, but if another were to be put in play, the potential on Main 
Street to attract one or more such stores would presumably drop.   
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* Another relevant submarket on Main Street is the Hyannis Port / Osterville / Nantucket set 
(hereafter referred to for ease of reference as the “HONs”).  Affluent empty-nesters and retirees with 
expensive tastes, they will spend freely on sit-down dining, entertainment as well as apparel and art.   
 
The impact of the HONs, however, is thought to be attenuated by two factors.  One, as owners of 
multiple homes, their presence is heavily concentrated in the high and shoulder seasons.  And two, some 
of them undoubtedly find the mid-market orientation of Main Street’s retail mix to be off-putting. 
 
Also, there is a wealth of alternatives for their patronage, like Osterville’s Main Street-Wianno Avenue 
area, Mashpee Commons, Falmouth Center and Downtown Nantucket, not to mention the communities 
where they spend the rest of the year (e.g. New York City, Connecticut’s Fairfield County, Boston, etc.).   
 
That said, a modest though not-insignificant number of businesses on Main Street clearly draw this 
customer, including, for instance, the Puritan flagship store, Seabreezes, Allium, Solstice Day Spa as well as 
Naked Oyster and Colombo’s Café.   
 

 
 
With this in mind, it is possible to imagine that Main Street, with certain additions to the retail mix, could 
capture a greater share of HON expenditures.  This might include, for instance, high-end consignment 
shops featuring designer brands – as more than one-quarter of luxury shoppers today also buy second-
hand apparel4 -- and upscale full-service restaurants with healthy fare that would appeal to an aging 
demographic.   
 

 
The enduring popularity of Pain D’Avignon’s café and restaurant, hidden in a light-industrial zone on Hinckley Road across from 
Barnstable Municipal Airport, offers a testament to the power of high-quality product (and atmospherics) in overcoming any 
negativity associated with immediate surroundings.   
 

																																																													
4	According to ThredUp’s 2019 Retail Report. 
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Main Street would also benefit in this regard from further investment in the pedestrian connection to and 
from Hyannis Harbor, which boasts several draws -- the Hy-Line Cruises Terminal, the Hyannis Harbor 
Hotel, a handful of upmarket restaurants – that are popular with HONs.  One possibility worth exploring 
would be the pedestrianization of Ocean Street between Main Street and the Harbor during high season.   
 
Finally, the opportunity to boost demand and improve perceptions among the HONs is central to the 
argument for siting a new Oceanside Performing Arts Center in the vicinity of Main Street, as the 
presence of such a venue would not only bring them there more often for sit-down dining but also 
provide for a sort of “halo-effect” owing to the association with high culture.   
 
* Main Street can also draw on the potential of the neo-hipsters.  These are young people (and the 
young-at-heart) who celebrate creativity and craft.  Their tastes are typically described as eclectic and 
artisanal, and their sensibilities, as urbane and cosmopolitan.  They spend on food and beverage, 
diversified entertainment as well as boutique shopping.   
 
The Cape struggles both to attract and retain neo-hipsters owing to the lack of relevant job opportunities 
as well as the tradition-bound culture.  That said, their share of the year-round residential base, while 
modest, is not insignificant, and their number increases considerably during the high season with the 
influxes from the Boston and New York City metropolitan areas.     
 
Indeed, there is considerable evidence of their presence across the Cape, at businesses like Snowy Owl 
Coffee Roasters (Brewster and Chatham), Sunbird Kitchen (Orleans), Organic Market (Mashpee 
Commons and  Dennis Port) and Left Bank Gallery (Orleans and Wellfleet), among others.   
 
In fact, Hyannis’ Main Street can point to its own crop of neo-hipster draws, including Red Fish Blue Fish, 
Crazy Mermaids, Seaporium, the LoveLocal Collective, the HyArts Cultural District as well as Pizza 
Barbone and Anejo Mexican Bistro.   
 

 
 
Not only, however, are neo-hipsters on the Cape today, but also, they represent the next generation of 
empty-nesters who will be moving and/or retiring there.  For Hyannis, then, to retain its appeal in the 
longer term, it will need to cater even more to such tastes and sensibilities.   
 
This demands, first and foremost, the continued refresh of Main Street’s food and beverage offerings.  
One, neo-hipsters have been on the leading edge of the craft-beer movement and would undoubtedly 
flock to the kinds of taprooms proposed earlier in connection with the mid-market customer.   
 
They are also among the driving forces behind so-called “Third Wave” coffee, referring to roasters and 
cafes like Three Fins in West Dennis and Snowy Owl in Brewster that reframe its preparation and 
consumption as an artisanal process and experience with parallels to the wine industry.   
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Neo-hipsters have also helped to foment the ongoing revolution in dining, not just as “foodies” who pay 
close attention to ingredients and chefs, but also, as ready consumers for new food-delivery formats that 
break with longtime industry custom, like food trucks and “fast-casual” eateries.   
 
Unlike older patrons who believe that fine dining necessarily means sit-down restaurants with advance 
reservations, waiters and waitresses, individual tables, etc., neo-hipsters realize that some of the best and 
most inventive food might require waiting on a line, ordering at the counter, eating at a communal table, 
even busing one’s own plates and cutlery afterwards.    
 

  
At Sunbird Kitchen in Orleans, which started as a food truck in Wellfleet, customers order lunch at a counter, as they would at a 
fast-food restaurant, and might have to eat it at a communal table.  And in typical “Third Wave” fashion, they also have the option of 
“pour over” coffee rather than drip.   
 
Finally, this submarket is drawn to artsy, independently-owned shops with unique brands and 
merchandise, though in light of its relatively modest size as well as the rise of e-commerce (which younger 
neo-hipsters in particular have embraced), these are more likely in the form of heavily curated “micro-
boutiques” that co-locate with other such businesses in shared spaces, like LoveLocal Collective.   
 
* Neither of the latter two submarkets -- the HONs nor the neo-hipsters -- are large enough, however, 
to stand on their own.  Furthermore, pushing Main Street too far in either or both directions runs the 
risk of alienating its core mid-market customer and killing its “golden goose”.  And yet we have found 
elsewhere that those who work in the field of commercial corridor revitalization will often do so 
anyways.       
 
Why?  Because many of them suffer from a blind spot: a common aesthetic sensibility rooted in their 
educational backgrounds and professional biases.  They will often assume, for example, that there is a 
general consensus about what does and does not look good, in terms of facades, signage, fixtures, displays, 
etc., and will therefore view as “tired” or “dated” what others might be fine with if not drawn to. 
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The mid-market customer, meanwhile, is often attuned to perceived signals that indicate who is and is not 
welcome.  Ingredients that he does not recognize or pronounce, shop interiors that he finds overly 
precious or pretentious, price points that he cannot tie to a sense of inherent value or worth – all of 
these experiences can leave him feeling alienated if not outright resentful, that this is a town where he no 
longer feels that he and his family belong.   
 
In order, then, to expand or even maintain its appeal to this customer, Main Street needs to ensure that it 
stays “accessible”, that it continues to welcome rather than intimidate.  This means that new businesses 
must adopt a look and feel that, even if unmistakably modern, does not go too far, or alternately, that the 
retail mix as a whole reflects a wide range of tastes and preferences, such that there remains, roughly 
speaking, something for everyone.   
 

 
Rendez Vous Café & Creperie (left), with its approachable feel, works as a gathering space for Main Street in a way that 
Provincetown’s Kohi Coffee (right), with its artisanal pretention, probably never would.   
 
* The recommended market positioning for Main Street, then, might be expressed as “A Main Street 
For The People5, plus crossover”, in reference to its primary base of mid-market consumers as well 
as its opportunities to further penetrate the more modestly-sized HON and neo-hipster submarkets.  
Another way of describing such a retail vision is that Main Street should embrace its diversity while also 
striving to broaden its reach.   
 
Tap City Grille is again worth mentioning here, as an example of this market positioning at the level of the 
individual business.  The concept offers the familiarity of the bar and grill format but with a moderately 
contemporary (yet not intimidating) look and feel, a focus on craft and local beers as well as a menu full of 
elevated takes on pub grub.  Its owners, according to the website, “sought to open a gastropub centered 
on handcrafted brews and the growing foodie culture on Cape Cod.”6   
 

																																																													
5	We wish to credit Sarah Colvin of Cape Cod Community Media for the “For The People” tagline: she used the 
phrase in reference to Main Street’s retail mix during an interview undertaken for this assignment.   
6	https://www.tapcitygrille.com/pages/about-us 
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Orleans Center, meanwhile, appears to strike such a balance at the level of the larger district.  It features 
a host of mid-market draws like Christmas Tree Shops, The Goose Hummock Shop, Cuffy’s, Cooke’s 
Seafood and the ever-popular Hot Chocolate Sparrow while also catering to neo-hipsters with concepts 
such as Sunbird Kitchen, The Corner Store, Guapo’s Tortilla Shack, Frances Francis, blake & co., Left Bank 
Gallery and NewFarm.   
 
- Another approach to segmenting Main Street’s consumer profile – indeed, the way in which it is more 
commonly understood – is the seasonal versus year-round dichotomy.  While we feel that our earlier 
framework, grounded in demographics and psychographics, is ultimately more useful, some aspects of this 
binary are nonetheless worth addressing:   
 
* Generally speaking, short-term visitors – daytrippers and weekenders, for example – are the most 
reliable customers for Main Street.  This might seem counterintuitive, but leisure travelers tend to be in a 
different frame of mind than residents.   They are not pressed for time, oriented towards convenience or 
fixated on price; rather, they are on vacation, guiltlessly willing to treat themselves (and/or their kids), 
primed to spend and ready to buy on impulse.   
 
As shoppers, then, they are typically less vulnerable to the lures of competitors, either ones elsewhere in 
town or even on their smartphones.  A visitor enticed by a gift item in a Main Street store is not about to 
walk to her car, drive to Route 132 and compare it to the alternatives there.  And even if she can also 
find it at home or buy it for cheaper online, she is unlikely to forgo the instant gratification of buying it on 
the spot.  She is, in a sense, “captive” to what is in front of her (see caption below).   
 

 
The ubiquity of commodities on Main Street that can be easily found elsewhere or at home – a Cape Cod sweatshirt at Soft As A 
Grape or an ice cream cone from Ben & Jerry’s – is a function of the “captive” market that predominates there 
 
Indeed, while village centers are often not the primary draw of tourist destinations – and even the many 
charming ones on the Cape do not exert quite the same pull as, say, the beaches -- “shopping, dining and 
entertainment in a pedestrian-friendly, intimate setting” is, according to the Destination Development 
Association (DDA), the top complementary activity, accounting for roughly 80% of non-lodging visitor 
spending7 (see caption below). 

																																																													
7	As stated in the presentation entitled “Tourism & Downtown: The Hot, New Power Couple”, by Roger Brooks of 
the DDA, a Peoria, AZ-based membership association that serves as a resource for the destination-marketing 
industry.      
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“Shopping is still an inherent part of many people’s vacation experience, making tourists a more reliable brick-and-mortar 
customer,” according to Neely Woodson Powell, Founder and CEO of Charleston Shoe Co.8, a national chain-let that opens stores 
in areas with affluent vacationers, such as Nantucket (image) and Edgartown.   
 
Hyannis is also a known brand among visitors far and wide.  According to 2018 surveys of (off-Cape) New 
England residents, it enjoys the second-highest name recognition among all of the towns on the Cape, well 
ahead of Falmouth, Chatham and Nantucket (and behind only Provincetown).9  And due largely to the 
Kennedy association, its profile extends well beyond the U.S., with foreigners reportedly comprising 25% 
of the visitation to the John F. Kennedy Hyannis Museum.10    
 
Furthermore, while local residents will complain incessantly about stigmas and social services, those 
aforementioned New Englanders tend to speak far more positively about Hyannis, associating it with 
“beaches”, “boats”, “water”, the “ocean” and the “Kennedys”, even with words like “expensive”, 
“shopping” and “restaurants” (see word cloud below), while barely mentioning negatives such as “crime” 
and “drugs”.11   
 

 
 
Finally, Hyannis offers the nearest walkable village center for the large number of guests staying at the 
accommodations along Route 132 in Hyannis or Route 28 in neighboring South Yarmouth.  Indeed, for 
many of the parents there, Main Street undoubtedly beckons as a place to escape to, either as a couple or 
as a family, after hours spent in cramped motel rooms, at loud water parks or packed mini-golf courses, 
etc.   
 

																																																													
8	According to a March 18, 2019 Footwear News article by Madeleine Streets titled “Why Charleston Shoe Co. Plans 
to Blitz the New York Market”.   
9	Undertaken by NAIL as part of the Cape Cod Chamber of Commerce’s branding exercise.   
10	Reported to us by John L. Allen, the Museum’s President, according to internal surveys that it has conducted.   
11	Created by NAIL as part of the Cape Cod Chamber of Commerce’s branding exercise.   
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One of a great many among “Motel Row” in South Yarmouth 
 
Short-term visitors, then, can be relied upon to both spend time on Main Street and money in its 
businesses.  And to a certain degree, they will take whatever is presented to them, whether it is 
completely generic or uniquely local.  For the purposes of differentiating the retail mix and driving repeat 
traffic, though, stakeholders should avoid a “me-too” vision that aspires to what already exists elsewhere 
and instead promote concepts that speak to what is uniquely Hyannis.   
 
Consider, for example, Provincetown’s Shop Therapy (image below).  While the variety store / head shop 
has invited its share of controversy since first opening on Commercial Street in 1996, it also captures 
much of what makes Provincetown so distinctive and compelling, including the town’s countercultural 
past, its “anything-goes” reputation, its artistic bent as well as its tourist-driven commercialization.  
Indeed, one could not really imagine seeing such a retailer in any of the Cape’s other village centers.   
 

 
Shop Therapy says Provincetown; what says Hyannis?   
 

* As a market for retail, the year-round residential base represents something entirely different.  
With 578 persons per square mile (i.e. 53,444 people living in a trade area of 92.44 square miles), its 
population density would fit the U.S. Census Bureau’s definition of “rural”.  And while its median 
household income of $60,000 is solidly middle-class, a disproportionate share of that income is absorbed 
by the high housing costs typical of vacation / second-home destinations.   
 
Also, while Hyannis is no doubt the retail hub of Barnstable County, that status is almost entirely due to 
the regional draws along Route 132 (see image below), which include the only Cape Cod locations for 
Macy’s, Kohl’s, Old Navy, Sephora, ULTA Beauty, Target (coming), BJ’s Wholesale Club, Whole Foods 
Market, Trader Joe’s and a host of others.  Main Street, on the other hand, contains little that would 
compel residents to visit on a regular basis. 
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Regional retail along Route 132 in Hyannis 
 
Furthermore, Main Street does not play a prominent role in the regional roadway network that would 
force motorists to pass through en route to other destinations.  Unlike Route 132, it is not directly 
accessible to and from Route 6.  Meanwhile, Route 28 effectively serves as a east-west bypass around Main 
Street.  Even the affluent denizens of nearby Hyannis Port are forced to take South Street while driving 
eastbound through town.    
 
In other words, Main Street does not really figure in the routines of locals, either their commuting 
patterns or their shopping habits.  As a result, it does not enjoy the sort of repeat visibility that serves to 
establish and reinforce what is known as “consumer mindshare”.  Locals might go there every so often -- 
for a specific purpose or destination like, say, a coveted designer label at Puritan, churrascaria at Brazilian 
Grill or a “Sunday Streets” event – but otherwise, it is not really on the map.   
 
- This gets to the heart of what drives residents as consumers.  Unlike visitors who are in town for 
leisure, these are people going about their day-to-day lives.  In deciding which businesses to patronize, 
they are motivated to a far greater extent by convenience than impulse.  And in this respect, Main Street 
– with its absence of conventional retail anchors, its out-of-the-way location, its one-way directionality 
and its lack of in-and-out parking -- cannot compete with the alternatives.   
 
Due to these last two variables, Main Street cannot even count on the patronage of those living in the 
immediate vicinity.  Indeed, with the likes of CVS, Speedway, McDonald’s, 7-Eleven, Burger King and 
Santander, North Street is clearly the favored corridor for businesses that cater to basic day-to-day needs 
and that desire village-center locations, as it provides for two-way traffic while offering lots that are large 
and deep enough to accommodate on-site parking spaces and drive-through windows (see caption below).     
 

 
Concerns about competition often focus on commercial arterials like Route 132 or online giants such as Amazon, but in smaller 
cities with relatively low development intensities and land values, the more immediate threat is often a secondary street within the 
village center itself that can offer greater convenience to motorists, like North Street. 
 
- Locals are not just more likely to be deterred by inconvenience, however.  Like all of us, they are 
subject to the lure of nostalgia, and prone to viewing (and judging) their main street within the context of 
how they remember it from the past.  For them, it is not just there for a drop-in visit; rather, it is a part 
of their respective communities.  As such, it must capture their aspirations, reflecting how they want to 
see themselves and be seen by others (see caption below).   
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The role of aspiration in retail revitalization can be easily grasped by again recalling last year’s backlash to the possibility that Dollar 
Tree might be the one back-filling the former Wings Beachwear space at 529 Main Street (image), now occupied by Sturgis Charter 
School.   
 
For these reasons, their judgments on the subject can seem disproportionately harsh.  Long familiar with 
their main street’s foibles and flaws, many of them have developed perceptions and biases that have only 
hardened over time, reinforced by conversations with others as well as op-eds in the local media, 
resulting in what sometimes feels like one big “echo-chamber” of negativity and despair as well as a 
heightened sensitivity to perceived slights from without.     
 
Since such an entrenched dynamic is not easy to reverse, local residents typically imply much higher costs 
(than visitors) for what is know in the industry as “customer acquisition”.  That is, main streets and their 
individual businesses usually need to expend considerably greater energy and resources – more intensive 
marketing and deeper promotions, for example -- in order to attract them initially and then to retain 
them as repeat customers over time, translating to slimmer margins and smaller returns.   
 
Of course, not all residents are the same: some will be easier (and thus, cheaper) to entice and keep than 
others.  While no one, for example, especially likes to be confronted with a social-services population or 
forced to park some distance from her destination, there are many for whom such discomforts and 
inconveniences do not amount to deal-breakers. With these sorts of locals, the customer-acquisition costs 
will be correspondingly lower.    
 
This phenomenon can be more clearly understood by borrowing from the tech world.  The “technology 
adoption lifecycle” (see image below) characterizes the process by which new products and innovations 
are embraced by consumers.  This starts with the initial pioneers and the early adopters, then reaches a 
crossroads – known as “The Chasm”12– at which point it either loses steam or starts to infiltrate the 
larger mass market, eventually reaching even those who are the most resistant to change.   
 

 
The technology adoption lifestyle 
 

																																																													
12	The concept of “The Chasm” was originally developed by management consultant Geoffrey A. Moore in his 1991 
book, “Crossing the Chasm: Marketing and Selling High-Tech Products to Mainstream Customers”.   
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Commercial-corridor revitalization efforts often make the strategic mistake of focusing on this last 
cohort, the laggards.  These are the naysayers who can only conceive of success as a return to a mythical 
past, and who tend to fixate on the aforementioned discomforts and inconveniences.  They will be the 
most difficult (and costly) to convince at this stage, and yet, since their voices are typically the loudest and 
most respected, their negativity and pessimism can slow if not halt forward progress.  
 
Right now, energies and resources should be concentrated instead on the innovators and early adopters, 
that is, those for whom the challenges do not amount to deal-breakers and are not even worthy of 
mention.  In terms of customer acquisition, they offer the greatest bang for the proverbial buck.     
 
These consumers are more likely to be younger, without the baggage of nostalgia to constrain their sense 
of what Main Street could and should be, although they are not exclusively so.  Rather, they are most 
accurately understood as the neo-hipster psychographic, which, as noted earlier, also encompasses empty 
nesters and retirees who remain “young-at-heart”, open to new models and upbeat about the 
possibilities.   
 
They are enticed by concepts like Tumi Ceviche Bar & Ristorante (see image below).  Few would have 
predicted upon its 2014 opening, in a hidden alley location and featuring an unfamiliar cuisine, that the sit-
down restaurant would still be kicking five years later, and yet it has managed to develop a following with 
what LiveLoveLocal described in a 2015 review as an “eclectic and sophisticated menu” in a “refreshingly 
hip and welcoming setting”.13   
 

 
Tumi Ceviche Bar & Ristorante, with a Main Street address but an alley location   
 
Tumi, however, offers a case study in how a concept can also appeal to more risk-averse consumers, thus 
achieving that all-important crossover draw: while it references Peruvian culture in its signage and décor, 
its menu also offers more familiar Italian dishes like fettuccine carbonara and shrimp scampi as well as 
“fusion” creations such as fettuccine a la huancayna and andean risotto -- along with a glossary of Peruvian 
ingredients. 
 
With this approach, Tumi appears to have found a way to span the chasm in the adoption lifecycle.  Other 
tenants capable of the same are “bellwether” brands: already widely known and highly regarded, their 
arrival can help to elevate a particular shopping center or village center in the minds of those who have 
historically dismissed it, sending a strong message both to consumers as well as other expansion-minded 
businesses.   
 
The actions of bellwethers have long been closely followed within the tenant community.  For years, the 
commitment of the Gap served to legitimize unproven locations in the minds of other retailers: not only 
was its site selection considered top-notch but also, the brand itself would instantly become a draw that 
generated foot traffic.  As a result, it was highly coveted by developers and landlords.  Today, that level of 
influence now belongs to others, like Apple, Whole Foods Market or Lululemon.   

																																																													
13	http://lovelivelocal.com/tumi-ceviche-bar-and-ristorante/.   
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Village centers unable to entice large chains (or uninterested in trying) can instead leverage the bellwether 
status of locally-established restaurateurs.  Consider, for example, the impact of the decision by Jamie 
Surprenant (see image below), co-owner of Five Bays Bistro (since 2002) and Crisp Flatbread (since 2013) 
in Osterville as well as Anejo Mexican Restaurant and Tequila Bar (since 2010) in Falmouth, to open the 
large, 309-seat Anejo Mexican Bistro and Beechtree Taqueria on Hyannis’ Main Street last year.   
 

 
Established Cape Cod restaurateur, Anejo co-owner and local “bellwether” Jamie Surprenant 
 
- Some residents might not be overly enthusiastic about the recommended market positioning (“Main 
Street For The People, plus crossover”), as it does not reflect what they aspire to for Hyannis.  Indeed, 
not everyone will be happy with a vision that does not put them first, especially if they have become 
accustomed to such primacy or deference over time.  Tolerating such pushback will require no small 
amount of political will, inasmuch as they tend to occupy positions of influence, elected or otherwise.   
 
It is worth reiterating, however, that retail revitalization is an evolutionary process – a marathon, not a 
sprint -- and that striving to reach this next stage represents the most promising path to the desired end-
state.  Leapfrogging can be attempted, but it will almost certainly backfire: the opening of the “perfect” 
business might offer a short-term boost, but, having arrived before its time, will most likely fail to stay 
afloat, only deepening the pessimism of residents and the reluctance of would-be tenants.    
 

 
The retail revitalization of Manhattan’s SoHo did not start with luxury designers: the world-renowned shopping destination has 
traveled a long road since the dark days of the ‘70’s (image).   
 
That said, it will also be essential that locals, while perhaps not getting exactly what they want (just yet), 
continue (or start) to feel – in the present -- as if Main Street is in some way theirs.  This requires a series 
of monetizable and ultimately sustainable “Third Place(s)” – separate from home and work – where each 
resident can find his/her tribe and feel a sense of belonging (see caption below).  Businesses that appear to 
be playing this role today include The Daily Paper, Rendezvous Café & Creperie and Colombo’s Café.  
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The notion of the “Third Place(s)”, first articulated by sociologist Ray Oldenburg in his 1989 classic The Great Good Place, gained 
wider cultural currency with the rise of Starbucks Coffee as well as the popularity of TV shows such as Cheers (“where everybody 
knows your name, and they’re always glad you came”).   
 
Another retail use which often assumes great symbolic (if not practical) importance in fledgling village 
centers today is the grocery store, as a sign of its livability to a growing residential base.  Indeed, 
community stakeholders have expressed hope for some sort of small-format specialty food market – 
along the lines of a Fancy’s Market or a Barnstable Market – either on Main Street or in its immediate 
vicinity.  
 

 
As in so many other reemergent urban areas across the country, the arrival of a grocery store has been viewed as the moment at 
which Boston’s Seaport District would become a real neighborhood, and indeed, the recent announcement that Trader Joe’s will be 
opening a Fort Point location was cited by the Boston Globe as evidence that “in evolutionary terms, the Seaport [has] entered a new 
epoch.”14 
 
Such a concept would be challenged, however, by an inadequate density of middle and upper-income 
households within close proximity.  This is not to say that one would be impossible, just that it would 
need to be heavily cross-subsidized for the foreseeable future by a property owner as well as other 
revenue sources (e.g. sandwiches, coffee, etc.), and would require an automobile-friendly location with 
both two-way traffic and at least a handful of dedicated, on-site parking stalls.   
 
Next Steps 
 
- Again, we want to reiterate that this memorandum was always intended as just the first phase of a more 
extensive scope-of-work, with the lone objective of devising a retail market positioning strategy for 
Hyannis’ Main Street. 
 
																																																													
14	https://www.bostonglobe.com/metro/2019/04/14/the-seaport-district-starting-look-more-like-
neighborhood/tfBcdjwVAe4KwNRt119VFI/story.html 
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Obviously such a strategy will amount to very little without a blueprint for practical implementation.  The 
retail vision outlined in these pages will not happen on its own, or else the free market would have 
already brought about its realization.   
 
The following, then, describes the next steps that need to follow, contingent on the availability of 
additional funding (which has yet to be secured).  The stakeholders that need to take the lead on each 
have been indicated in parentheses.   
 
* Implementation Plan (Hyannis Main Street BID, Town of Barnstable): The purpose of this phase would 
be to provide guidance on the specific roles that the various stakeholders can and must play, as based on 
an assessment of overall needs and political dynamics as well as the mandates, interests, capacities and 
resources of each.   
 
For the Town of Barnstable, it would outline any recommended changes to the current zoning and 
regulatory framework as well as other relevant municipal policies and programs.  It might also propose 
additional tools and incentives that could help with retail attraction and retention.   
 
It would specify the ways in which the Hyannis Main Street BID, as an organization beholden to business 
interests (versus the voting public), can complement the Town’s efforts by offering a more 
entrepreneurial sort of support to the private sector.       
 
It would also indicate how other community stakeholders – the Cape Cod Chamber of Commerce, the 
Greater Hyannis Chamber of Commerce, Cape Cod Healthcare, Cape Cod Five, etc. – could add the 
most value.     
 
It would detail what those with the greatest influence on retail mix – the developers, landlords, brokers 
and merchants – would need to be prepared to do with regards to investment, leasing, merchandising, 
marketing, etc.  
 
Finally, it would describe a calculated approach for selling both the vision and the roles to each of these 
would-be implementers, including both the arguments to use as well as the specific individuals to start 
with.   
 
* Stakeholder outreach (Hyannis Main Street BID, Town of Barnstable): This next phase would consist of 
a series of presentations and one-on-one meetings designed to secure buy-in to both the overall retail 
vision for Main Street as well as the specific roles for the would-be implementers.   
 
We are under no illusions that everyone – or even most – will be receptive.  Such are the challenges of 
retail revitalization in Downtown settings with multiple stakeholders.   However, we do not need 
everyone to respond positively at this stage, only the early adopters.   
 
Our approach, then, will be guided by a strategic understanding of which specific individuals should be 
approached first and with what sorts of arguments, as well as which ones are best left for later stages of 
the adoption lifecycle.    
 
To help with the outreach to the private sector, we will also develop a retail marketing brochure and 
webpage (housed on the Hyannis Main Street BID’s site) that, using the language of the retail industry, 
strives to “tell the story” of and frame the opportunity presented by Main Street, with a specific focus on 
the kinds of tenants outlined in this positioning strategy and the data points that support the sales pitch.   

We have found in our experience that such a tool can help both to educate landlords, developers and 
brokers on the nuances of market positioning (see image below) while also providing them with 
ammunition for their leasing efforts.    
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Finally, this marketing piece would be featured as part of a “road show” across the larger region, which 
might consist of presentations at industry events, opinion pieces for business publications, meetings with 
retail brokerages, etc.  

 

In Raleigh, NC, our brochure (image) and outreach served the purpose of familiarizing property owners and leasing professionals of 
the conservative Southern city about the eclectic tastes and retail potential of the “hipsters” and “neo-hipsters” who had descended 
on their Downtown.   The landlords and brokers took to these ideas readily, and today Downtown Raleigh’s upward ascendance, as 
a hub for creative and alternative culture, is unmistakable, with the once-sleepy urban core having emerged as one of the Southeast’s 
most dynamic.   

* Tenant prospecting and filtering (Hyannis Main Street BID): While we believe that this memorandum 
provides some clear guidance on the kinds of retailers worth pursuing for Main Street, we have not been 
contracted to identify specific prospects, nor, we feel, would it have been appropriate to disseminate 
them as part of a public presentation or document.   

We can, however, take this additional step of researching and pre-qualifying specific possibilities that 
would be new to the market, drawing on our proprietary database as well as canvassing in comparable 
village centers elsewhere in the larger region.   

Prospects would be passed through various filters so as to arrive at the ones most likely to be interested 
and able to offer reassuring track records.  The resulting list would then be relayed to landlords and their 
brokers in a carefully-structured process that matches the site criteria of individual tenants to the 
specifications of available spaces.   

Note that this role for the BID would require additional buy-in as part of the stakeholder outreach, from 
the property owners and leasing professionals in particular, and that the Town of Barnstable would not be 
overtly involved so as to avoid perceived conflicts-of-interest. 

Again, while this memorandum is not intended to serve as a comprehensive retail strategy, we 
nevertheless feel the need to recommend the following initiatives – even though they do not relate 
specifically to market positioning – as ones that would provide critical support for Main Street’s retail 
revitalization.  Lead stakeholders have been indicated in parenthesis.     

* Gather more detailed information on Main Street foot traffic (Hyannis Main Street BID, Greater Hyannis 
Chamber of Commerce), so as to corroborate the qualitative approach utilized to arrive at the findings in 
this memorandum (or to modify them accordingly), by conducting intercept surveys of pedestrians in 
multiple locations along the corridor and at different times of the year, week and day.  Respondents might 
be asked about where they live, how long they will be in Hyannis, why they come to Main Street, where 
else they shop / dine / recreate, what other kinds of businesses they would want to see, etc.   

This would provide useful data and insights about who is actually on Main Street, both seasonally and year-
round.  Ideally it would be undertaken in tandem with another study, presumably led by the Cape Cod 
Chamber of Commerce, that aims to better understand Cape Cod’s visitor population, specifically.   
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* Insist upon zero-setback retail fabric on Main Street for existing storefronts and new development 
between Old Colony Road to Sea Street15 (Town of Barnstable), that is, ground-floor spaces flush with 
the sidewalk and filled only with uses welcoming walk-in customers, so as to bring pedestrians closer to 
the businesses themselves (see image below) and to keep them walking further, thereby maximizing the 
potential for retail sales as well as synergies between adjacent/nearby tenants.   

Special permits should only be considered for harder-to-fill spaces.  For example, very few tenants today – 
other than the drug and dollar-store chains -- are interested in and/or have the deep pockets for larger 
floorplates sized at 7,500 sq ft and up in a village center like this one.  Requiring landlords in such cases to 
lease only to retail uses, then, seems like an undue hardship.  That said, such exceptions should be 
periodically revisited so as to ensure alignment with shifting trends.   

 

The recessed storefronts in the Hyannis Oaks Courtyard development (image) weaken the connection between pedestrians and 
businesses, thus reducing the likelihood of sales.   

* Utilize creative approaches to fill major gaps in the retail frontage (Hyannis Main Street BID, Town of 
Barnstable), like, for example, the intersection of Main Street and High School Road, where the BID is 
thinking of acquiring 491-493 Main Street (see image below) and replacing the street-level police 
substation visitors with a visitor center, and where it could partner with the owners of the 500 Main 
Street property on the activation of that corner, say, with seasonal kiosks and trucks, public art, etc.       

 

* Focus capital improvements on the twin goals of sustaining pedestrian interest and extending “dwell 
time” (Town of Barnstable).  Studies in the retail industry have showed that the longer a person spends at 
the shopping center (and the fewer reasons she has to leave), the more she is going spend; the same 
holds for a commercial corridor, pointing to the importance of street-level activation (see above) as well 
as basic amenities like seating areas (designed to prevent loitering) and charging stations.   

																																																													
15	We understand that a current zoning restriction only permits retail and restaurants within thirty (30) feet of Main 
Street between Ocean Street and Sea Street.  We would amend this restriction to allow for any tenant that 
welcomes walk-in customers – including, for example, theaters – and to extend it further east to New Colony Road, 
so that it also applies to the existing retail fabric on the northern side of that additional block as well as any future 
redevelopment plans on the southern.   
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* Relax permitted retail uses in the HVB Hyannis Village Business District zone (Town of Barnstable), so 
as to allow Main Street to evolve and adapt with a fast-moving industry in the midst of profound 
disruption.  For example, the regulatory framework should be sufficiently flexible to accommodate 
whatever the next iteration of food and beverage might bring; right now, it does not even appear to allow 
for the increasingly common practice of on-site brewing or roasting.   

* Identify alternative, less restrictive funding sources for signage and façade overhauls (Hyannis Main 
Street BID, Town of Barnstable), so that applicants are more willing to take advantage (than they have 
been with Federal CDBG monies) and dated/tired-looking storefronts are given a necessary refresh, 
thereby helping to improve Main Street’s curb appeal and brand.  Such financial assistance should be 
accompanied by free design services from an on-call architect.   

* Convert the entirety of Main Street to two-way traffic (Town of Barnstable / Public Works), so as to 
generate more visibility for its businesses, provide easier access from the west, reduce the speed of its 
automobile traffic, enhance its intimacy and walkability as well as assert the role of Downtown more 
broadly as a true village center, rather than a pass-through for motorists.   

* Explore the possibility of converting Ocean Street (from Main Street to Hyannis Harbor) to pedestrian-
only during peak season (Town of Barnstable / Public Works), so as to improve connectivity and synergy 
with the village center’s other center-of-gravity and its higher-income clientele, while also increasing the 
visibility of Main Street as the endpoint – and not just a pass-through -- for Harbor-bound motorists.  

* Advocate for a new performing arts center within walking distance (Hyannis Main Street BID, Town of 
Barnstable, Oceanside Performing Arts Center), so as to help drive off-season foot traffic on Main Street, 
increase consumer demand for food and beverage concepts there as well as elevate the brand of the 
village center more generally.  
 
* Diversify efforts to establish new drivers of foot traffic for the slower, off-season months (Hyannis Main 
Street BID, Town of Barnstable), including a new performing arts center (see above), a modernized 
conference center, additional “Third Place” venues as well as continuing education and “lifelong-learning” 
classes.  New housing development in or near the village center would also help in this regard, assuming 
that it targets year-round residents.   
 
* Develop standalone “start-up guide(s)” for different kinds of retail businesses (Hyannis Main Street BID), 
in concert with and using the same template as the author that created the one for restaurateurs, so as to 
guide would-be merchants through what can be an intimidating process, then both post them on the BID’s 
web portal (see below) as well as distribute them to others within the support infrastructure, including 
leasing professionals.    

* Apply further tweaks to Hyannis Main Street BID’s existing (already-impressive) web portal (Hyannis 
Main Street BID), including, for example, a centralized database of available retail spaces (linked to the 
websites of their respective landlords and/or brokers), the aforementioned retail marketing pitch (as part 
of the “Why Main Street” page) as well as the aforementioned “start-up guide(s)” for restaurateurs and 
retail businesses.   

* Leverage the entitlements process to ensure a symbiotic relationship with The Landing at Hyannis 
(Town of Barnstable), such that the place-making element at this new development does not give rise to a 
competing center-of-gravity for residents and that the leasing effort does not poach from among Main 
Street’s most successful merchants (see caption below).  Negotiations might also include demands for 
funding to continue with the implementation of this positioning strategy as well as the other retail-related 
initiatives outlined above.   
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While WS Development’s plans for “The Landing at Hyannis” on Route 132 is a win-win for Hyannis and Barnstable, and while its 
halo effect will ultimately benefit Main Street, it also poses a near-term threat.  One, there is at this point nothing to stop WS from 
approaching Main Street’s most successful tenants and offering them opportunities to relocate.  Indeed, this is precisely what the 
Cape Cod Mall (left) did, opening in 1970 with three anchors – Sears, Filene’s and Woolworth – that it had lured from Main Street.  
Meanwhile, conceptual designs for the new project include “The Green” (right), to be used for picnics, children’s playspace, even a 
skating rink in the winter.  Inasmuch as this would serve as a community gathering space under private control, it would provide an 
alternative for residents looking to avoid the rougher edges of Main Street as a public realm.     
 
* Revisit and update this positioning strategy on a periodic basis (Hyannis Main Street BID, Town of 
Barnstable), so as to ensure that it is always evolving in response to changing conditions, shifting tastes, 
disappearing anchors, new competitors, etc.  The danger is that without such constant monitoring, Main 
Street’s fade into irrelevance could happen so slowly -- if not imperceptibly -- that it only become 
recognizable after the point of no return has been reached.    

Finally, all stakeholders should strive to project an upbeat and positive vibe when talking about Hyannis, 
both with those who know nothing about it as well as those who have historically thought little of it.  As 
noted earlier, local residents seem to be the village’s worst ambassadors, hyper-focusing on its struggles 
and challenges.16  While this is not uncommon, such negativity can become contagious, introducing what is 
known as confirmation bias17 and setting a motion a sort of self-fulfilling prophecy (see caption below). 

 

If local residents speak ill of their village center, others will be less likely to see and appreciate its positives, and ultimately, to visit 
and spend, thus initiating a vicious cycle that can prove difficult to arrest.   

After all, there is reason to be upbeat.  Main Street remains a relatively healthy commercial corridor, one 
not only well-positioned – owing to its high level of visitor traffic – to survive the threat posed by e-
commerce, but also, capable of expanding its appeal still further with its existing submarkets.  Could it be 
more than it is?  No doubt.  But rather than viewing that as a criticism, one can see it as an opportunity, 
one that many other village centers do not have. 

Fully realizing this potential, though, will require both deliberation and patience.  Again, retail revitalization 
is a marathon, not a sprint.  Buy-in will be needed from a multiplicity of property owners and other 
stakeholders.  Leases on certain tenants will have to expire.  Perceptions will not shift overnight.  And 

																																																													
16	Created by NAIL as part of the Cape Cod Chamber of Commerce’s branding exercise.  	
17	With confirmation bias, an individual places greater attention on data points that support his/her preexisting 
hypothesis, and less on ones that contradict it.   
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resistance to change will be strong, especially on the Cape.  Only by staying the course, however, will we 
maximize the chances of getting to where we ultimately want to be.   
 
 
 
 
 
 



UNDERSTANDING
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THE JOB TO  
BE DONE
The Town has three general areas of focus for this project which it seeks to 
study and strategize around. More than just a feasibility study, this imple-
mentation-focused exercise must help the Town decide how to move forward 
with a balance of policy changes, use priorities, and targeted customer and 
tenanting strategies that builds upon a new and resilient story for retail 
and economic development in Palm Beach. The recommendations will be 
grounded in market reality, fiscal responsibility and include a unique mix of 
quick interventions, paired with ambitious medium and long-term strategies 
for sustained dynamic growth and change. 
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APPROACH
We propose to work alongside you to create a plan in an energetic three-
month process. The major project milestones will be Explore, Test and 
Build.
The first stage, Explore, will focus on collecting the necessary base infor-
mation, establishing a Working Committee and Project Manager; and 
holding a working session with them to finalize a path forward. This stage 
will include a trip to the Town where we will conduct an on-the-ground 
trends and story analysis that we will ultimately pair with our data analysis. 
During the Test stage we will take what was learned in the Explore phase 
and develop multiple scenarios and strategies for review. This will include 
multiple economic development strategies and tactics for the focus areas. 
Each of these approaches will highlight focus area differentiators such 
as uses, audience, public spaces, brand and management. At this time we 
will reconvene with the Working Committee to share those scenarios and 
understand their implications. The final stage, Build, will be where the team 
collaboratively chooses a path forward both overall and for the individual 
focus areas. The final deliverable will be one comprehensive document that 
includes the Retail Market Analysis, Economic Development Strategy and 
Implementation Matrix. 

“In all of our work with 
YARD, we have found 
them to be sensitive to our 
needs, abundantly creative 
and exceptionally respon-
sive and professional in 
conducting their work.”

Christina Marsh
Community and Economic Development Officer

Erie Insurance

COMMON PROJECT  
INFLUENCES

	» Zoning and regulatory review

	» Consumer demand and 
psychographics

	» Tenant demand and 
perspective

	» Landlord needs and 
expectations

	» Competition assessment

	» Leakage/gap analysis
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PHASE 1: EXPLORE [4 WEEKS]

Once authorized to proceed, we will work with the Town to establish a Proj-
ect Manager, Working Committee and its roles/responsibilities. This com-
mittee and Town staff will be in regular contact with our team to successful-
ly organize and track the project’s efforts. An initial committee meeting will 
be hosted via Zoom (or another platform as requested) to review the goals 
of the project, discuss the current conditions for each focus area and their 
context within the Town and region.

With the foundation of the scope, schedule and Committee in place, our 
team will begin collecting and reviewing base data as well as coordinate an 
in-person site visit to conduct our field work. We will closely examine the 
existing Comprehensive Plan, zoning code and regulatory framework as 
well as other relevant planning documents.  We will also hold one-on-one 
interviews and Focus Group meetings with major property owners, leasing 
professionals and existing merchants as well as business associations and 
other relevant stakeholders. We can also conduct resident surveys and 
other forms of broader engagement as needed.

We will then proceed with the retail market assessment and gap analysis, 
which will venture well beyond basic demographics and conventional num-
ber-crunching, also incorporating: 

	» A nuanced understanding of the trade area’s unique psychographic 
profile (drawing on our proprietary lifestyle-segmentation scheme) 

	» A firm grasp of the tenant demand and perspective (drawing on our 
proprietary database of operators typically drawn to such settings and 
still expanding amidst COVID-19) 

	» An up-to-date sense of what current landlords need and expect in terms 
of rent levels, lease structure, tenant improvements, possible conces-
sions, etc. 

	» An evaluation of the strength and vulnerabilities of districts and centers 
that compete with the focus area(s) for consumers and prospective 
tenants

	» A refined approach to identifying leakage and gaps in the marketplace 

SCOPE OF WORK
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(in light of the flaws and shortcomings of  conventional methodologies)

	» Our thought leadership on where the industry appears to be headed 
more broadly, including the categories, concepts and formats that will 
likely grow in prominence with the paradigm shift now underway)  

All of this will result in a Summary of Understanding document that will 
highlight all of our findings and outline next steps. This draft Summary of 
Understanding document will be discussed in a second Working Commit-
tee meeting. 

*Expected Town staff time for this phase: 30-40 hours

Tasks

	» Establish Committee and Project Manager

	» Refine project goals and schedule

	» Collect and review base data and reports

	» Review planning, zoning and regulatory context

	» Prepare agenda and presentation to guide Committee Meeting 1

Meetings (virtual unless otherwise requested)

	» Town kick off meeting with key staff

	» Committee Meeting 1 to confirm goals and schedule

	» Focus group meetings and one-on-one interviews

	» Committee meeting 2 to finalize the Summary of Understanding 

	» Exploratory trip to focus area (in-person unless not possible due to 
COVID-19)

Deliverables

	» Meeting 1 presentation

	» Summary of Understanding

	» Draft Retail Market/Gap Analysis (includes customer profiles)

Scope of Work (continued)
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Scope of Work (continued)

PHASE 2: TEST [6 WEEKS] 

With the Summary of Understanding and Retail Market Assessment/Gap 
Analysis in hand, our team will begin preparing and internally vetting strat-
egies and tactics for the focus areas. Each strategy, consisting of retention, 
recruitment and activation components, will delineate a market position 
and retail mix (including merchandising/tenanting and, if applicable, al-
ternative uses), proposed roles, responsibilities and timelines for the Town 
and other relevant stakeholders,  as well as recommendations for zoning 
and policy changes. These strategies will be presented for review at a Work-
ing Committee meeting, as part of a “scenario planning” exercise in which 
we detail how the retail mix would be likely to evolve if: 1) nothing were 
changed; 2) tweaks were applied; and 3) dramatic overhauls were pursued.

*Expected Town staff time for this phase: 10-20 hours    

Tasks

	» Identify the range of possible retail mixes for each focus area

	» Consider impacts of each strategy (parking, traffic, mobility, etc)

	» Delineate Town and stakeholder participation required for each strategy 

	» Prepare an agenda and presentation to guide Committee Meeting 3

Meetings

	» Project Manager meeting to coordinate Committee Meeting 3 and 
review draft content, if desired

	» Committee Meeting 3

	» Project Manager debrief

Deliverables

	» Strategy Report 

	» Committee Meeting Presentation
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Scope of Work (continued)

PHASE 3: BUILD [3 WEEKS]

Based on the findings of the Test stage, we will prepare a final presentation 
of recommendations. These recommendations will include a summary of 
the program for each focus area. We will review this presentation with the 
Project Manager and, if desired, the Committee in an optional meeting 
prior to presenting to the Town Manager and Town Council (in conference 
and then with the public), private sector stakeholders (landlords, mer-
chants, brokers, etc.) and others, as directed. Once feedback is collected, 
we will make a round of revisions to the presentation before final delivery. 

*Expected Town staff time for this phase: 10-20 hours

Tasks

	» Refine preferred development scenarios for each focus area to include:
	� Implementation matrix 
	� Quantitative analysis of uses
	� Merchandising / tenanting direction 
	� Summary narrative of essential elements, such as story, management 

structure, regulatory needs and mobility/parking considerations

	» Update and finalize the retail market assessment and supportive 
documents  

Meetings (virtual unless otherwise requested)

	» Working Committee Meeting (optional)

	» 2 Town Manager/Council Presentations + Private Sector Presentation

	» Other stakeholder presentations (optional) 

Deliverables

	» Draft presentation

	» Final presentation 

	» Final Retail Market Analysis

	» Final Economic Development Strategy

KEY DEVELOPMENT SITES JEFFERSONVILLE 10TH STREET STRATEGIC INVESTMENT PLAN JEFF PLAZA REDEVELOPMENT
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TIMELINE
Based on the project experience presented in this proposal, our proposed 
process is planned to be completed in approximately three months, but is 
flexible to meet your scope and scheduling needs as they arise.

WEEK 1 2 3 4 5 6 7 8 9 10 11 12

PHASE 1: EXPLORE

Project kick off

Collect and review base data

Trip to focus area

Deliver Summary of Understanding

Draft Market, Retail and Gap Analysis

PHASE 2: TEST

Develop strategy report

Committee meeting presentation

PHASE 3: BUILD

Refine preferred scenario and report

Final presentation to committee

Public Presentation 


