














chapter two

STREETSCAPE AMENITIES

Streetscape amenities are important finishing touches
for a downtown’s image. Streetscape amenities
include improvements such as benches, lighting, signs
and landscaping. Mason has benefited from
streetscape improvements in the past, but further
improvements will help improve the appearance of
downtown.

Continuing to improve the streetscape in the
downtown area will help to project an image of quality
that will help attract both businesses and patrons
alike. Continued streetscape improvements will help
Mason to put its best foot forward.

Existing and Recommended Streetscape
Improvements

Existing Improvements. Existing streetscape
improvements such as the decorative lights, benches,
and trash cans are attractive and form a solid
foundation for continued streetscape improvements.
The mismatched materials used Downtown should be
replaced with a palette of uniform materials (i.e.
bollards).

Figure 1. Existing streetscape improvements along Jefferson
Street

Figure 2. Existing decorative street lighting is attractive.
Incorporating banners year-round would keep the
streetscape looking fresh.

Pedestrian Thru-ways. The existing pedestrian thru
way at Ingham Court is very attractive and well done.
This pedestrian connection to public parking should
serve as the model and inspiration for other downtown
improvements linking the Central Business District to
parking opportunities.

Figure 3. Pedestrian connection at Ingham Court
incorporating landscaping, decorative pavement and
lighting improvements.

Landscaping is sparse in the downtown area outside
of Courthouse Square. Incorporating additional street
trees and seasonal flowering plantings would help
soften the appearance of downtown.

Figure 4. Model streetscape plan. Note that Mason’s
facades are equal to those in the above picture. Note the
impact of large street trees, textured pavement, banners

and benches on the overall appearance of the streetscape.

city of mason downtown marketing analysis



opportunities and constraints

Welcome Signs announcing entrance into the landscaping improvements to highlight the importance
Downtown would help to establish the boundaries of of the corner.

the downtown area and would also start to project an
image of quality immediately upon entering the
downtown area.

HOLLIDAYSBURG]

Figure 7. Example streetscape plan for 100% corner.

Fi . E I ign.
gure 5. Example entrance sign Off-Street Parking Configuration. The perception

amongst residents that a parking deficiency exists in
Downtown Mason has been proven to be false by the
parking supply analysis. The reality is that the
configuration and design of the parking areas directs
people away from available spaces.

Connection to Cobblestone Village Area. Enhanced
streetscape improvements between the Courthouse
Square and Cobblestone Village would facilitate
pedestrian movement and develop a stronger
connection between these important destination in

Downtown Mason.
The DDA should consider public-private partnerships

that work to consolidate parking areas in key locations
and use captured dollars to enhance these areas with
landscaping, signage and improved surface
treatments.

il

Figure 6. Example streetscape improvements along State
Street.

100% Corner. Enhanced streetscape improvements
to the 100% corner would help anchor downtown
Mason. The intersection of State and Maple is an
important intersection and provides a focal point for
the downtown area and is currently overwhelmed by
parking.

Fure 8. Eample parking lot improvements.

Recommended improvements at the 100% corner
include bump-outs to reduce pedestrian crossing
times, marked crosswalks with either pavement
striping or decorative pavement, and lighting and

april 2, 2009 9



chapter two

OPPORTUNITIES

The opportunities map is presented on the following
page. The map summarizes our design
recommendations for downtown Mason, including
streetscape and development opportunities.

10
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chapter three public input

FOCUS GROUPS AND SURVEYS

The purpose of this report is to target and utilize
refined methods of identifying who utilizes Downtown
Mason, what they use it for, and why they may choose
not to use it. This information then forms the basis of
many of the Action Items in the Plan.

McKenna Associates used two specific approaches to
solicit input from specific groups consisting of the DDA
and City Officials, merchants & property owners, and
residents of the Primary Trade Area (Mason City and
surrounds). Public input for this study was used to
understand community use (or lack thereof) of the
Downtown and to identify specific issues the DDA and
City should address to create a unique, sustainable
destination.

METHODOLOGY

Focus Groups and Public Workshop

Three focus group meetings were conducted
November 11th, December 2nd and 3rd to explore the
perceptions of the people of Mason. These meetings
were open-ended discussion groups designed to
collect direct input on broad themes and then explore
those themes in depth. All groups were asked to
discuss their specific ideas, concerns or issues
regarding Downtown Mason. Based on the responses
additional questions were asked throughout the
interviews.

A summary of common themes can be found below

which were considered in preparing the Findings for

the Marketing Plan and a complete summary of the

comments received is provided in the Appendix:

e Maintain the small town character of Downtown
Mason

e  Promote Independent Business within the DDA
District

e Increase the entertainment potential Downtown
(theater, events, restaurants)

e Focus on drawing additional restaurants
Downtown

e Extend the shopping hours

e Advertise Downtown Mason (consider slogan and
logo)

e Provide pedestrian connections to parking

e Connect and beautify parking areas and increase
signage
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e Encourage outdoor dining

e Focus on a variety of stores serving everyday
needs

e  Beautiful Downtown

e Connect the Courthouse Square area to
Cobblestone Village District

o Develop bicycle lanes and connections to
Downtown

e No chain stores or restaurants
e Maintain historic character

The first meeting was with DDA members. Two
stakeholder meetings followed on December 2nd and
3rd where the team met with invitees made up of
business owners and interested residents. Finally, a
public focus group workshop was held on December
11th. This meeting was advertised throughout town
with colorful posters and a press release was sent to
local papers. These meetings and workshop were
used to understand the local issues and to develop
the specific questions for the surveys to follow.

Mail and Internet Survey

The mail survey was developed that asked residents
specific questions about their experience and included
both specific and open-ended questions. 1,500
surveys were mailed to a random sample of residents
living within the Mason School District boundaries and
the survey was posted online with a link prominently
displayed on the Cities main webpage. The DDA'’s
40% response rate from the 2000 Marketing Study
was used as a benchmark for returns. (Typical
response rates for similar surveys averages 5%) 389
completed surveys were returned—a 26% return rate.
For a community of 6,714 (based on 2000 census
data) this number of completed surveys puts the
results within a 5% margin of error allowing for 95%
confidence in the results.

The respondents were fairly evenly distributed
demographically representing residents new and
seasoned, living with children and not, renting and
owning their residence, covering all income ranges
and age brackets.

A summary of common themes can be found in
Chapter Five: Research Findings and a complete
summary of the comments received is provided in the
Appendix.
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chapter four market analysis

INTRODUCTION

The demand for retail space is generated by consumer
spending by the population residing in a trade area.
The relative growth or decline in consumer spending
over time can create or destroy demand for retail
space in the market area from a demand perspective.

The purpose of this retail analysis is to project the
level of consumer spending by the residents of the
trade area and to determine the amount of retail floor
space that can be supported by consumer spending.
The demand for retail space is then compared to
existing supply in the trade area to determine if there
is a demand for additional retail space.

Assumptions

The retail development market analysis is predicated
on the following assumptions:

o Data collected from both local and national
sources accurately reflects the true nature of
the current and projected residents of the
site’s potential trade area.

e Potential retail expenditures obtained from
ESRI and the US Census Bureau reflect the
true nature of the spending patterns of
households in the site’s potential trade area.

o No major economic changes will occur that
will adversely affect the defined trade area.

o No major competitive changes will occur in or
around the defined trade areas.

The conclusions expressed in this report are based on
the analysis of the facts and circumstances, as they
presently exist. Conclusions represent a forecast of
the future, using data and assumptions as specified.
To the extent that these data change, issues not
addressed become more important and/or new
assumptions are warranted, a reevaluation should be
undertaken.

Methodology

This retail market analysis is a comparison of retail
supply and demand for three trade areas. Supply is
an estimation of retail sales to consumers by
establishments. Demand estimates the expected
amount spent by consumers at retail establishments.
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Supply and demand estimates are in current year
2008 dollars.

TRADE AREA

Demand for retail goods and services are generated
by the consumer spending of the population residing
in a trade area. The purpose of this market analysis is
to examine the characteristics of households living in
the trade area, estimate annual consumer spending,
and then determine how much demand there is for
retail goods and services in Mason.

The trade area is the geographic area from which
businesses in Mason are expected to draw regular
customers. The size of a trade area is dependent
upon the type of goods and services that are offered.
There are two general types of goods and services:

Convenience goods are non-durable goods that are
purchased often and are easily available to the
consumer. Examples of convenience goods include
staples such as groceries; consumable items such as
fast food, snacks, drinks, etc; and disposable items
such as paper products, cleaning products, etc; and
gasoline. Typically, most items that a convenience
store or a supermarket sells is a convenience good.

Comparison (durable) goods are costlier than
convenience goods and are durable in nature.
Consumers will usually do a lot of selection and
comparison based on various parameters such as
cost, brand, style, comfort, etc. before buying a
durable or comparison good. Comparison goods
retailers place a great deal of importance on creating
an attractive shopping environment and do a great
deal of marketing and advertising to draw customers
to their stores. Examples of comparison goods include
clothing and footwear, home furnishings, jewelry,
automobiles, electronics, etc.

Types of Trade Area

This retail market study uses two trade areas for the
purposes of determining demand for retail goods and
services: Local and Regjional.

Local Trade Area Defined. Households will prefer to
obtain their daily or weekly convenience shopping
needs at stores that are located as close as possible
to their home. Stores that sell convenience goods
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chapter four

have a smaller trade area - this report refers to this
trade area as the local trade area.

The local trade area includes nearby communities that
likely consider Mason to be their “downtown.”
Residents of the local trade area are most likely to
shop at convenience-goods selling stores in Mason as
opposed to another commercial center in the region
(such as Holt/South Lansing, Leslie, Williamston, etc.)

Consumer behavior at a local trade area level is based
on the presumption that most retail demand at this
level of analysis is for convenience goods that are
easily substituted and widely available (for instance,
items such as groceries, toothpaste and paper
towels), and that, all things being equal, shoppers will
choose to shop at the most convenient location.

Often the most convenient location is the location that
is closest to their home. Of course, the quality of retail
establishments can influence consumer behavior, so if
the closest retail establishment offers sub-par service,
poor selection, or non-competitive pricing, consumers
may choose to travel farther to a more competitive
store to obtain convenience goods.

It is beyond the scope of this report to assess the
relative competitiveness of varying establishments in
the trade area, so we make an all things equal
assumption about relative competitiveness.

Regional Trade Area Defined. Stores that compete in
the regional market sell comparison goods and
services are more specialized, durable goods, and
other items that are not necessities of daily life. The
regional trade area is larger than the local trade area
because shoppers will travel farther and make special
trips for items that are specialized or that they buy
only infrequently.

The regional trade area for a retail site is usually
defined by a 30-minute drivetime, and adjusted based
on the location of competitive retail commercial
clusters that will compete with the site under study.
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COMPETITIVE RETAIL CLUSTERS

In order to determine the boundaries of the Mason
local and regional trade areas, we examined
competitive retail areas to assess the competitive
gravity of other retail concentrations in the region. The
following table shows competing retail centers and the
gross retail sales and the sales gap for 2008 in each
retail center.

This table identifies where major concentrations of
retail sales are located in the region, which helps to
identify boundaries between different trade areas.
The sales gap identifies which retail clusters are
magnets drawing customers from outside of their
community’s boundaries.

The sales gap is determined by comparing the retail
potential of the population living in the boundaries of
the retail cluster against the total amount of retail
sales at businesses in the cluster. A negative number
indicates that businesses are making sales in excess
of the retail potential of residents in the trade area, so
the businesses are drawing customers from outside of
the trade area, like a magnet.

Perhaps the more important information in Table 4 is
the relative size of competitive retail clusters. The size
of the competitive clusters influences the boundaries
of the local and regional trade areas.

Table 4. Competitive Retail Clusters

Cluster Annual Retail Sales Gap Sales Per

Sales (2008) (2008) Business
City of Mason $295,756,701 -$223,596,817 $3,996,712
Okemos/Meridian  $578,056,071 -$196,966,756 $1,773,178
Holt/S. Lansing $448,852,021 -$217,351,390 $2,313,670
East Lansing $329,816,347  $71,964,569 $1,649,082
Charlotte $156,497,044 -$78,835,472 $1,549,476
Eaton Rapids $49,381,046 $1,722,559 $851,397
Potterville $44,625,316 -$20,818,185 $2,625,019
Williamston $32,204,796  $10,661,762 $545,844
Stockbridge $25,568,067 -$12,020,513 $1,065,336
Leslie $20,116,003 -$32,701 $1,117,556
Dansville $2,719,080 $1,329,159 $388,440
Source: ESRI

Major Competitive Clusters. Table 4 quantifies in
numbers what any resident of the Lansing area will
already know - the major retail centers in the region
are located in Okemos/Meridian, Holt/South Lansing,
and East Lansing.! Mason also has a relatively large

1 Another major regional retail center is the Lansing Mall area. It is not
included in Table 4 because it falls outside of Mason’s 30-minute drivetime
area.

city of mason downtown marketing analysis



annual sales figure, largely due to the location of the
Meijer store in the community.

In order to verify the location of regional retail clusters,
we have mapped the location of Meijer, WalMart, and
Target stores within a 30 minute drive of downtown
Mason on the trade area analysis map on the
following page. These three big box stores are located
in nearly every major retail cluster in the nation, so
mapping them is a proxy for mapping major retail
clusters.

We find that retail clusters that have one or more of
these mega-box stores have very high annual sales
and where retail gap indicates that local businesses
are drawing large amounts of sales from customers
that reside outside of the trade area. It is against
these retail clusters that businesses in downtown
Mason must compete.

Sales Per Business. The sales per business column in
Table 4 indicates the average annual sales per
business establishment for each retail cluster. This
column is useful because it indicates the character of
the retail cluster. Clusters with larger sales per
business figures generally have bigger businesses -
i.e. big box stores - that serve a regional marketplace.
Clusters with smaller sales per business figures are
clusters that house smaller, more locally oriented
businesses.

It is interesting to note that the clusters with smaller
sales per business figures have balanced retail gaps.
This means that local businesses are supplying the
needs of the local population, but are not drawing
large numbers of customers from outside of the
community.

Retail Clusters. Based on the size and per-business
sales for each cluster, we have categorized
competitive retail clusters into two categories - those
with a regional draw and those with a local draw:

Table 5. Retail Cluster Classification

CATEGORY RETAIL CLUSTERS
Regional Clusters - Okemos/Meridian
Township

- Holt/South Lansing Area
- East Lansing
- City of Mason

Local Clusters - Charlotte
- Eaton Rapids

- Potterville

- Williamston

Stockbridge
- Leslie

april 2, 2009
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Note that Dansville is not large enough to qualify as a
Local Cluster.

Trade Area Boundaries

As noted above, trade areas are based in geography.
The Trade Areas map on page 19 shows the
boundaries of the local and regional trade areas. The
trade area boundaries were defined by examining
drive times and the location of competitive retail
areas.

First, we examined drive times. We established a
preliminary local and regional trade area boundary
using a 10 minute drive time for the local trade area
and a 30 minute drive time for the regional trade area.

We then adjusted the local trade area boundaries to,
in most cases, fall about halfway in between Mason
and competitive local retail clusters from Table 5.

The regional trade area boundaries are based on the
30 minute drive time, with the boundary being
adjusted to fall about halfway in between Mason and
the competitive regional retail cluster.
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RETAIL MARKET POTENTIAL

The total market potential is determined by
conducting the same gap analysis that was done for
Table 4 for the local and regional trade areas. The
gap analysis in Table 4 considered only the potential
retail spending generated by the residents of each
retail cluster, while the following city, local and
regional trade area analyses consider the potential
retail spending of all residents who live within the
boundaries of the trade area. This accounts for the
spending generated by all City and township residents
in the local and regional trade areas.

Demographic Profile

The following Table 6 is a basic demographic profile
for the population and households residing in the
Mason City, Local, and Regional trade areas. The
demographic information is the basis for the demand
estimates, as disposable household income forms the
foundation of consumer demand.

Table 6. Demographic Profile, 2008

Mason City Local Trade Regional
Area Trade Area
Population 7,561 17,024 45,465
Households 3,053 6,494 16,905
Median Disposable $40,600 $45,345 $45,404
Income
Per Capita Income $24,815 $25,356 $24,625
Source: ESRI

Overall Supply/Demand Balance

The first step in gauging market demand is to examine
the supply/demand balance by comparing market
potential (demand) against retail sales (supply) for
each trade area.

Table 7. Overall Supply/Demand Balance, 2008

Mason City Local Trade Regional
Area Trade Area

Demand $72,159,884 $169,924,926 $443,549,341
(Retail
Potential)
Supply $295,756,701 $532,318,007 $667,499,258
(Retail Sales)
Retail Gap ($223,596,817) ($362,393,081) ($223,949,917)
Source: ESRI

The above Table 7 indicates that there is an
oversupply or retail space in each of the three trade
areas. This means that we will have to search for
niche opportunities in locally underserved economic
areas to identify areas of potential new growth in
Mason.

april 2, 2009

market analysis

The Superstore Impact

A critical factor that cannot be overlooked in the
overall supply/demand balance in the trade areas is
the impact of superstores in the Lansing region.

Superstores such as Target, Meijer, and WalMart
typically have total floor areas of 125,000-200,000
square feet. These stores consistently reach annual
sales between $400 and $450 per square foot and
sell a wide range of product lines. If we assume that
each superstore averages $425 in sales per square
foot, each superstore will account for $55 - $90
million in annual sales.

The regional trade area has estimated total annual
sales of about $530,000,000, so the Mason Meijer
store accounts for approximately 10%-15% of all local
trade area sales by itself.

This is an important point to consider when creating
an economic development strategy based on the
results of this market analysis. Not only do the
superstores command a large percentage of the
overall regional market, they also bring economies of
scale to bear that make it near impossible for locally-
rooted businesses to compete on price alone.

Price is an important factor, so existing and new
businesses in Mason will have to offer reasonably
competitive prices compared to the two superstores,
but any new business’ best chance of succeeding will
be to offer superior service, specialized product
selection, and convenience. New and existing
businesses in Mason will also have to maintain a
clean and updated shopping experience that is
comparable or superior to that offered at the
superstores.

Finally, new stores can compete by offering an
experience or product that the superstores cannot
match - this is why so many traditional downtowns
are now based upon entertainment, dining, and niche
shopping experiences. This is also why the lifestyle
center concept was created - to attempt to create a
shopping experience in a regional center setting that
approximates the experience of being in a traditional
downtown area.
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Leakage/Surplus Analysis

The next step in determining where likely opportunities
for new businesses in Mason lie is to examine the
leakage/surplus factors for the local and regional
trade areas.

Table 8 lists the leakage/surplus factor for the local,
and regional trade areas. The Leakage/Surplus
Factor presents a snapshot of retail opportunity. This
is a measure of the relationship between supply and
demand that ranges from +100 (total leakage) to -100
(total surplus).

e A npositive value in the following Table 8
represents ‘leakage’ of dollars spent by trade area
residents at retail establishments outside of the
trade area.

e A negative value represents a surplus of retail
sales, a market where businesses located in the
trade area are drawing customer spending in from
outside the trade area.

In short, a positive number in the following table
represents an opportunity for new retail
establishments, while a negative number indicates
that the market is already well served by that type of
store. The strength of the leakage/surplus factor
indicates how strong the retail gap is. For example, a
value of 100 means that all of the consumer demand
for a particular good or service is being spent at stores
outside of that particular trade area.

Conclusions. The following conclusions can be drawn
from Table 8:

e The superstore impact can clearly be seen in the
General Merchandise Stores row where there are
very large surplus factors.

e Inthe Local trade area, opportunities may exist for
building materials or hardware stores, health &
personal care stores, clothing and clothing
accessories stores, sporting goods stores, and
food service and drinking places.

e Inthe Regional trade area, opportunities exist for
furniture stores, building material and hardware
stores, food and beverage stores, health and
personal care stores, clothing and clothing
accessories stores, sporting goods stores,
miscellaneous store retailers, and food services
and drinking places.

o Ample niche markets exist to support businesses
in downtown Mason. However, such businesses
must differentiate themselves from the
superstores to be successful. Such differentiation
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can be on the basis of quality, service,
uniqueness, or another factor that the
superstores cannot match. Itis likely that, in
most cases, downtown businesses will not be able
to compete on the basis of convenience or price.

Note that the categories of retail store in Table 8 are
based on the North American Industry Classification
System (NAICS). The NAICS classification code for the
retail groups in the above table is listed in parenthesis

after the category title.

Table 8. Leakage/Surplus Factor by Industry Sub

Sector

Category Local Regional

Trade Trade

Area Area

Motor Vehicle & Parts Dealers (441) -1.5 17.1

Furniture & Home Furnishings Stores -7.4 29.7
(442)

Electronics & Appliance Stores (4431) -31.2 -13.1

Bldg Materials, Garden Equip. & Supply 28.6 44.5
Stores (444)

Food & Beverage Stores (445) 3.0 29.6

Health & Personal Care Stores (446) 16.9 15.7

Gasoline Stations (447) 10.6 -5.3

Clothing and Clothing Accessories Stores 81.8 82.8
(448)

Sporting Goods, Hobby, Book, and Music 324 49.6
Stores (451)

General Merchandise Stores (452) -92.6 -78.4

Miscellaneous Store Retailers (453) 13.9 36.7

Nonstore Retailers (454) 79.4 72.3

Food Services & Drinking Places (722) 12.0 32.3

Source: ESRI

Retail Opportunity

This section examines in detail the opportunities for
new retail businesses in Mason, including the size of
the retail gap and the projected size of the store in
square feet that can be supported by consumer
spending. The subset data can provide clues about
which specific type of stores may be tenable in
downtown Mason.

Table 9 on the following page presents detailed
information about supportable floor space for stores in
each of the major retail categories. In the following
table entries in bold are summary entries for the retail
category, while entries in italic are subsets of the retail
category. The bold summary entries are the sum of
the subsets.

city of mason downtown marketing analysis



Table 9. Supportable Floor Area in Square Feet, Local and Regional Trade Areas, 2008
SUPPORTABLE FLOOR AREA
(in square feet)

market analysis

INDUSTRY GROUP
LOCAL REGIONAL
TRADE AREA TRADE AREA
Furniture & Home Furnishings Stores (NAICS 442) 8,596 21,828
Furniture Stores (NAICS 4421) 8,596 21,828
Home Furnishings Stores (NAICS 4422) 0 0
Electronics & Appliance Stores (NAICS 443/NAICS 4431) 0 0
Bldg Materials, Garden Equip. & Supply Stores (NAICS 444) 6,743 21,783
Building Material and Supplies Dealers (NAICS 4441) 6,743 21,783
Lawn and Garden Equipment and Supplies Stores (NAICS 4442) 0 (0]
Food & Beverage Stores (NAICS 445) 10,792 82,898
Grocery Stores (NAICS 4451) 7,711 77,337
Specialty Food Stores (NAICS 4452) 0 0
Beer, Wine, and Liquor Stores (NAICS 4453) 3,081 5,561
Health & Personal Care Stores (NAICS 446/NAICS 4461) 3,578 8,143
Gasoline Stations (NAICS 447/NAICS 4471) 0 0
Clothing and Clothing Accessories Stores (NAICS 448) 21,507 51,570
Clothing Stores (NAICS 4481) 18,294 44,128
Shoe Stores (NAICS 4482) 2,458 5412
Jewelry, Luggage, and Leather Goods Stores (NAICS 4483) 755 2,029
Sporting Goods, Hobby, Book, and Music Stores (NAICS 451) 7,066 23,540
Sporting Goods/Hobby/Musical Instrument Stores (NAICS 4511) 4,037 9,572
Book, Periodical, and Music Stores (NAICS 4512) 3,030 13,968
General Merchandise Stores (NAICS 452) 0 0
Department Stores Excluding Leased Depts. (NAICS 4521) 0 0
Other General Merchandise Stores (NAICS 4529) 0 0
Miscellaneous Store Retailers (NAICS 453) 4,584 17,654
Florists (NAICS 4531) 1,845 3,866
Office Supplies, Stationery, and Gift Stores (NAICS 4532) 331 5,994
Used Merchandise Stores (NAICS 4533) 0 0
Other Miscellaneous Store Retailers (NAICS 4539) 2,408 7,794
Food Services & Drinking Places (NAICS 722) 22,696 81,855
Full-Service Restaurants (NAICS 7221) 19,252 66,142
Limited-Service Eating Places (NAICS 7222) 0 5,206
Special Food Services (NAICS 7223) 1,474 4,575
Drinking Places - Alcoholic Beverages (NAICS 7224) 1,970 5,932
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MARKET OPPORTUNITY
CONCLUSIONS

Table 9 indicates that retail and entertainment
opportunities exist for certain types of retail and
service businesses in downtown Mason. This is
encouraging for the future development of downtown,
however, we must point out that the industry
segmentation in Table 9 is based on NAICS codes.

Reporting of Sales at Superstores

Each business receives a NAICS code for the purposes
of sales tax reporting. This can skew the overall
results of the analysis due to superstores like Meijer
that fall into the General Merchandise Store category
(NAICS code 452), but that sell product lines that
compete against nearly every other category. The
local and regional trade areas have overall surpluses
of $360 and $225 million dollars, so even though
Table 9 indicates that some retail categories are
underserved, it is likely that superstores like Meijer
are already meeting some of that demand.

Nonetheless, the gap analysis is useful because it
indicates that there is room in the marketplace for
new businesses. The demand for some goods and
services, such as food services and drinking places,
are difficult or impossible for Meijer to meet because
consumers are usually not looking to enjoy a meal
away from home at the Purple Cow in the Meijer store
or the Pizza Hut in Target. Other consumers will prefer
to shop at a local business that specializes in its
particular product line and offers a greater selection
and quality of service rather than shopping based on
price alone at the superstore.

Establish Mason as a Regional Destination

Based on our observations and analysis in this report,
Mason’s best chance at sustained long-term success
is to position itself as a regional retail and
entertainment destination. Downtown Mason has
good bones and an existing physical structure that
gives it the potential to offer an authentic urban
experience that can only be matched by a few other
communities in the region.

However, establishing Mason as a regional destination
will require both public and private commitments.
Downtown must be a clean and attractive
environment that offers a suitable range and mixture
of businesses. With a proper business mix downtown
can create synergies that allow local businesses to
support each other by broadening the customer base
for all businesses in the downtown. It is important to

april 2, 2009

market analysis

create food service places that cater both to the
lunchtime needs of downtown employees and attract
the nighttime dinner crowd. It is important to attract
and nurture businesses that meet both the day-to-day
convenience needs of local residents and to develop
specialty stores that cater to the comparison shopping
needs of a regional trade area.

In short, we believe that Mason can enhance its
position as the major entertainment, service and
shopping center for the south half of Ingham County.

Summary of Opportunities

The following is a summary of potential retail
opportunities in downtown Mason using the regional
trade area demand. For the purposes of our summary
of opportunities in Table 10 we have assumed that
75% of regional demand can be met in downtown
Mason. This accounts for other retail and service
clusters in the regional marketplace and also provides
a conservative estimate for downtown development
efforts.

We also estimate the number of new businesses that
can be supported in downtown Mason by dividing the
supportable floor area by a typical floor area for a
business in each category.

Table 10. Summary of Retail Opportunities in Mason
Approximate

Supportable  Number of New

Type of Business Floor Area (sq. ft.) Businesses
Furniture Store 16,000 1
Building Material/ 16,000 1
Hardware Stores
Clothing Stores 33,000 4-8
Shoe Stores 4,000 1
Book, Periodical, and 10,000 1
Music Stores
Florists 3,000 1
Full Service 50,000 5-7
Restaurants
Limited Service 4,000 1
Eating Places
Special Food Services 4,000 1
Drinking Places - 5,000 1-2
Alcoholic Beverages

TOTAL: 145,000 17-24

Source: ESRI, McKenna Associates

The retail market analysis indicates that, in the short
term, Mason can likely support approximately
145,000 square feet of retail space, and 17-24 new
or expanded businesses.
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A brief discussion of each of the potential market
opportunities identified in Table 10 follows:

1.

Furniture Store (4421). The opportunity exists to
establish a small furniture store. A furniture and
home-goods store in downtown Mason should
concentrate on offering unique products that
represent a particular design aesthetic (i.e.
modern, contemporary, rural vernacular, etc.)

Building Material/Hardware Stores (444). The
opportunity exists at the local and regional trade
area level for a new hardware store. However,
there are already two hardware stores located in
the downtown Mason area (Ace and Kerr), so the
regional demand for a hardware store should not
be met by establishing a new business in
downtown Mason. Establishing a new hardware
store would compete with the two existing
hardware stores to nobody’s likely benefit.

Clothing and Shoe Stores (448). Thereis a
demand for approximately 35,000 square feet of
clothing and shoe stores, which is sufficient to
support approximately 5 stores. New clothing and
shoe stores should concentrate on a specialized
product line (i.e.the Carhartt store), or should be
boutique-type stores that sell clothing products
that are not available at superstores.

Book, Periodical, and Music Stores (4512). There
is demand for additional bookstore space in
downtown Mason. There is an existing bookstore
in the downtown (Bestsellers), so the new space
can be accommodated by an expansion of
Bestsellers, or the establishment of a new store.
The demand is sufficient to support one new
small-sized book store.

Florist (4531). There is some unmet demand for
additional florist floorspace in downtown Mason.
The demand is fairly limited, and there are
existing Florists in the downtown area, so
establishment or attracting a new florist should be
a low priority.

Full-Service Restaurants (7221). There is strong
demand for additional full-service restaurants in
downtown Mason. This is Mason’s greatest
development opportunity in the downtown area,
as the existing restaurant selection in downtown
Mason is limited. There are many restaurant
choices along North Cedar St., but those
restaurants are mostly franchise restaurants.

As we have reiterated throughout this report, the
advent of 100,000 sq. ft.-plus superstore retailers
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have forced downtown areas to transition away
from their traditional role as the center of
commerce in the community and to transition
towards entertainment and specialty retail
centers.

The demand for approximately 50,000 sq. ft. of
restaurant space is sufficient to support up to 10
additional establishments. Future development
efforts in the downtown area should make
attracting new restaurants to establish Mason as
a regional entertainment center as the first
priority.

Limited Service Eating Places (7222). There is
demand to support 1-2 additional limited service
and special food service establishments.
Examples of these kinds of businesses include
carry-out restaurants, delicatessens, pizza parlors,
coffee shops, bakeries, etc. This kind of
restaurant will cater more to the workday
employee population in downtown, although it will
also provide variety and choice for the evening
dining crowd.

Drinking Places - Alcoholic Beverages. This
category of use includes bars, taverns, nightclubs,
and other places primarily engaged in preparing
and serving alcoholic beverages for immediate
consumption on the premises. These
establishments may also provide limited food
services.

A small to modest size establishment of this type
will be approximately 2,500 sq. ft. in area, while
there is a demand for approximately 5,000 sq. ft.
of such uses at the local trade area. There is
likely sufficient demand to support 1-2 additional
drinking places in Mason.

25






chapter five research findings

In order to allow direct comparison with the 2000
Marketing Study completed by the DDA a number of
the findings of this study have been categorized
into similar themes. PLACE: being the general
community and retail market, PRODUCT & SERVICE:
being the variety and quality of products and
services, and PROMOTION: being how well the
community is marketed. We have chosen to
replace the category “People” which in 2009
focused on level or service and attitude or local
retailers with PLANNING: the administration,
support and regulation that support the vitality of
downtowns. This is in direct response to the focus
groups showing no particular problems to be
overcome with level of service in the Downtown and
focusing on the need to make policy and planning
changes.

PLACE: COMMUNITY AND RETAIL
MARKET

The Community:

As in the 2000 study, the general feeling among
residents is that Mason is a friendly, small town
community with good

“Maintaining schools and a downtown to
the quality level | pe proud of. This does not
of personalized | mean that the survey
Tty Illol;e that respondents did not also
iggexgizt see opportunities for the
Wara's Downtown to improve. 88%

of the survey respondents
considered to be indicated that the small
critical to ensuring town feel of Mason coupled
that that with its safe and secure

Pharmacy’ is

“friendly, environment was important
knowledgeable, to them. 85% of the people
small-town surveyed indicated that the
service inMason | convenient location of
remains.

Mason to the highway and
local business hubs was an
important reason they choose to reside in the City.
The friendliness of the people of Mason was noted
as important by 85% of the responses. The high
quality of the school system was also a factor in the
decision to live in Mason for 76% of the
respondents.
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The good news for the DDA and the City is that
these community traits which they cannot directly
affect, but most certainly support the advancement
of Downtown businesses, are seen as shining
points of the community. The foundation for
support of the physical enhancement and
promotion of Downtown Mason is in place within
the community.

Future of Mason:

The residents of Mason strongly support more
development in the Downtown. This can be directly
seen in the 92% of respondents who disagreed that
Mason is getting too developed. In fact, only 2% of
those surveyed felt strongly that Mason was
becoming over developed. Additionally, the
communities that respondents identified with and
supported Mason developing toward are more
densely developed, larger “small town”
communities. Often sited within the survey were
communities with destination activities and an
entertainment focus: Chelsea, Ann Arbor, and
Marshall and communities with a similar small town
atmosphere: Williamston and Charlotte.

Residents also support the marketing and
promotion of Downtown Mason both from a
development aspect and as a retail and
entertainment destination. An overwhelming 87%
think that efforts by the DDA and City to promote
development in Mason are important to the success
of the community.

Visual Character:

The competition between downtowns and regional
shopping requires communities to take advantage
of their competitive advantages; for Mason that
advantage is a unique, historic destination
shopping and dining experience. The historic
Ingham County

Courthouse and the “Downtown is
1800's era Victorian quaint, historic
facades give Downtown and ‘Hometown
Mason a look and feel all USA’”

its own.

Almost all of those interviewed during the focus
group events supported the preservation of the
character of Downtown Mason. Comments such as
the “courthouse is symbolic of Mason” and
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downtown is “quaint, historic” were common
themes.

Also supporting this idea is the strong support
(72%) for independent businesses. In the open-
ended comments made within respondents favored
“pbuild(ing) a sense of loyalty to buying local”.

Respondents also resoundingly favored support of
filling vacant storefronts and continuing to improve
facades throughout Downtown.

Parking:

Although Mason is a walkable community, 90% of
the customers supporting Downtown businesses
drive to their destination. Of those 90% who drive,
67% typically utilize the on-street parking spaces.
Visitors to Mason seem to have difficultly finding
off-street parking opportunities and once they do,
discerning if the spaces are public or private. Focus
group attendees spent significant amounts of time
discussing the difficulty navigating the parking lots
in the rear of Downtown shops.

Business owners in Downtown Mason also struggle
with managing the use of their private spaces.
Comments similar to “(the) dark alley is a big
problem, (it is a) scary walk to get to public parking
areas” resounded among employees who walk to
their cars in the evenings.

Although not the highest of priority items among
those surveyed, the perception of parking problems
in Mason can lead to ‘out-shopping’ to the Cedar
Street corridor and a loss of business in the
downtown.

PRODUCT & SERVICE: VARIETY AND
QUALITY OF PRODUCTS AND
SERVICES

Diversity of Businesses:

The terms “variety” and “more” show up
throughout the open ended responses to “What is
the single most important thing that should be done
to improve downtown Mason?”. Residents
overwhelmingly support the addition of retail
businesses, restaurants and entertainment. In
fact, 70% of the respondents felt that increasing
the number of retail stores was important to the
vitality of Downtown Mason. Restaurants and
entertainment such as movies, theater and music
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were the top three establishments the community
would support being added to the Downtown.

The other need as expressed by the survey
responses is for basic everyday goods and services.
Although a need for a full service market did not
rank high, specialty foods or “traditional” downtown
food services like a bakery and ice cream shop
were seen as important to 70% of respondents.

Respondents certainly support Mason developing
additional stores to provide a greater variety of
merchandise. They also believe the current shops
to be well maintained, providing good quality
products, and that the staff and owners are friendly
and helpful.

Restaurants:

Many of the findings of this report required
investigation and analysis of the data included in
the appendix of this report. The support for
additional restaurant options within Downtown
Mason was evident from the onset of this study.
Each focus group discussed the need for a variety
of options. Dining at a variety of price points, ethnic
options, and availability of alcohol consistently rose
to the top of the list of “wants”.

Support for both family restaurants (92%) and
“upscale” establishments (54%) exist. A
resounding 87% of the community believes that
Mason would draw more people Downtown with a
“better variety of dining options with outdoor
seating during the summer months”.

This demand is in line with the type and variety of
establishments typically found in entertainment
based downtown environments. People are drawn
to the lively atmosphere of diners on the street and
people strolling between eateries. Several other
survey questions point to the opportunity for
successfully adding restaurants to the downtown:
When respondents
were asked which
community they
would like Mason’s
streets to be
similar to they
chose communities
with vibrant
restaurant and
entertainment
scenes. Examples
pointed toward communities such as Chelsea, Ann
Arbor, Howell, Williamston and Marshall: all of

Comments resembling
“Upscale restaurant”,
“Movie theater”, “Nice
restaurant, “Upscale
bar”, “Quality dining”,
“Small Theater for
families”,” another
bistro type restaurant”
are repeated throughout the
survey.
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which support a great deal of dining, bars and
entertainment.

Hours of Operation:

Downtowns compete with major chain retailers,
strip malls and regional shopping destinations.
Mason is no different. The current hours of
operation of the Downtown businesses puts them
at a significant disadvantage against businesses
with hours that extend well into the evening.
Although the survey respondents did not lean
heavily in any direction in rating the hours of
operation-the focus groups spent significant time
discussing the difficulty they experienced soliciting
downtown shops.

PROMOTION: COMMUNITY IMAGE
AND IDENTITY

Within the Community:

The survey participants indicated the atmosphere of
Downtown Mason is a major draw and an element
that needs to be preserved. The important features
that respondents felt enhanced the community
identity of Mason are “Mason’s small town feeling
of a safe secure community.” 58% of those who
responded to this question felt that if was Very
Important. This speaks to the significance of the
small town character of Mason.

During the focus group interviews and the public
workshop people
spoke with passion
about the history and
community of Mason.
They indicated that
making “Downtown
an experience” was a
priority and that the
Historic District “improve(s) desirability” and that
“invest(ing) in preservation” would be of value.

“Maintaining (the)
small town and
friendly atmosphere
and all the historic
landmarks” is the single
most important thing to
improve Downtown.

Regional Promotion:

Although Mason residents understand the
community well, many City respondents feel that
Downtown Mason lacks a strong identity outside of
the community. The overwhelming support (87%)
for marketing Mason to non-residents indicates that
the people of Mason believe the community is
something to be proud of and can draw visitors
from other markets.
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PLANNING: ADMINISTRATION,
SUPPORT AND REGULATION

Although not directly addressed as a part of the
mail and internet survey, many of the issues that

rise to the top of the list of “to-do’s” for the Mason
DDA fall into the category of Planning.

Management, support and regulation are often the
key to success for downtowns. In reviewing focus
group comments it is evident that management will
be the key to the future success in Mason.
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chapter six recommendations

The future of Downtown Mason is as a regional
destination. In order to meet that goal, Mason
needs to strengthen its identity, add residential
units near the Downtown Core, improve the
appearance of pedestrian connections and most
importantly develop an entertainment and dining
core. The foundation of the core is in place with
boutique shops, Cobblestone Village, and the
current restaurant venues, but they do not offer a
full range of options to suit the demands of today’s
savvy shoppers and diners. Additional restaurants
that offer a variety of options including family
friendly dining, upscale dining, and a more casual
adult atmosphere restaurant/bar will enhance the
overall downtown. Establishing this core of
restaurant options, supported by evening
entertainment options, will be essential to attract
auxiliary retail development.

New residential development is another vital part of
the plan. The restaurant and entertainment critical
mass will act as a catalyst for additional
development, but for the long-term sustainability of
Mason’s downtown, more residents are needed
within the district to create the vitality that comes
from having a diverse mix of use. A thriving district
needs to create “24-7” energy so that it feels alive
and does not give the impression of closing down at
6 p.m. This vibrancy is what will make Mason’s
restaurant district a thriving destination. It's this
energy that will generate more foot traffic, attract
shoppers from a wider area and will expand
Mason’s primary trade area.

These elements compliment the marketing and
recruitment recommendations of this study and
combine to form a roadmap for creating a
sustainable Downtown Mason.

PLACE: COMMUNITY AND RETAIL
MARKET

In general, Downtowns have changed from a
destination for convenience shopping to a
destination for entertainment and activity with
supporting retail. Mason is no exception as the vast
majority of respondents in both the phone and
intercept surveys come downtown to dine. This is
partially because of the exodus of convenience style
shopping alternatives due to competition from big
box stores. These Meijer and WalMart style
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commercial centers require a minimum of 8 acres
for a 200,000 square foot store with parking and
cannot fit spatially within traditional historic
downtowns. These larger anchor shops have left
downtowns to find enough developable space to
accommodate larger store and parking footprints
and have thus robbed many downtowns of
traditional small-town anchors - like the
neighborhood grocery and pharmacy. Mason has
been successful in keeping stores like Ware’s
Pharmacy and Keen'’s, but would benefit from a
stronger variety of shops and dining to strengthen
the community as a destination.

Work with Private Sector to Assemble

and Improve Parking Lots:

Parking management in any Downtown is critical to
its success. Parking policies have financial,
environmental and social impact within a
community. Currently many of the patrons of
Downtown Mason perceive there to be a parking
shortage despite the fact that the Courthouse
Square has a significant surplus of parking. The
real issue seems to be a combination of poor
design, lack of signage and parking management.

Getting customers, 90% of which drive Downtown,
to use the available off-street parking spaces has
been a major obstacle in Mason. The majority of
survey respondents used on-street parking spaces
and believed all parking was limited when on-street
spots were being heavily utilized. This is simply not
the case. Off-street parking spaces remain
available throughout Downtown; shoppers are
unaware of the locations and must do too much
“trolling” for spaces in strangely laid-out parking
lots that don’t cater to the customer.

The DDA should form a working committee to work
with private land owners on short and long-term
design solutions to enhance the off-street parking
lots. The short-term improvements should include
an improved signage and resurfacing. Long-range
solutions should include the explorations of
opportunities for the DDA to take control over
parking in logical areas throughout Downtown and
redevelop these parking areas. The DDA should
purchase or lease land and develop municipal
parking lots in key locations. All lots should be well
maintained, landscaped, lit, managed, properly
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signed and have direct pedestrian connection to
retail streets.

As the DDA gains control over the parking lots
within the Downtown they should place priority of
properly screening the parking areas with plantings,
screen walls and/or ornamental fence. This creates
an inviting location to park and improves the
streetscape in general strengthening the image of
the community.

Pedestrian Connections and Alley

Improvements:

A well designed and lit pedestrian connection to
defined parking areas was also a high priority
amongst the focus groups and supported by the
surveys. We believe this to be a critical reason why
of those residents that had a difficult time finding
parking Downtown 89% believed there to be a lack
of parking; even with a large surplus of parking in
all quadrants of the Downtown.

Figure 9. Opportunities to connect combined off-street
parking areas to the Downtown Core should be
capitalized upon.

The treatment used to redevelop Ingham Court
should be used as a model for redevelopment of
the alley between Ash and Oak Streets in order to
provide a pedestrian link to the large municipal
parking lot at City Hall. This will alleviate some of
the parking gap issues currently in the SE quadrant.
Additionally, a pedestrian connection linking Maple
Street to the large parking area to the north of the
County Building will increase connectivity and
usage.

The opportunities map in Chapter Two further
identifies opportunities to develop necessary
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connections and improvements between
streetscape and off-street parking.

Streetscape Improvements:

The City of Mason and the DDA have already
invested in the redevelopment of much of the
streetscape in Downtown Mason. This effort should
be continued throughout the Downtown. Focus
should be placed on maintaining a similar palette of
materials to define the District.

A streetscape treatment should be used to connect
the Courthouse Square area with the Cobblestone
Village District in order to facilitate movement
between areas and draw users from one area to the
other.

Connections to Trail Systems and Bike

Paths:

Recreational trails are major tourist attractions and
economic engines. Trails provide excellent
recreational amenities to local residents and also
attract new customers to businesses adjacent to or
easily accessible from trails. Currently there are no
marked bike lanes or paths which connect to the

Downtown Core.

The Tri-County Bicycle
Association is the
major regional biking
advocate in Mid-
Michigan. The Lansing
Walking and Biking
Task Force is also the
major non-motorized
trail advocate.

Peyote Path, the
major bicycle route to
Mason in Ingham
County, enters the
north edge of the
Mason DDA district
but does not tie to the
Downtown with
marked connections.
Thousands of people
use this trail for
recreation every year
and pass right by
Downtown Mason.
Better physical
connections and
better signage is
needed to direct some

Bike routes: roadways given
a preferred designation for
cyclists though the use of
way finding signs.

Bike lanes: portions of a
roadway dedicated for use
by bicyclists, designated by
striping, pavement markings
and signs.

Walkways: pedestrian
facilities separated from the
road, such as sidewalks and
paths, or part of the
roadway, such as crosswalks
or wide

shoulders.

Shared Use Paths: facilities,
such as the Lansing River
Trail, which are physically
separated from the roadway
by a buffer or physical
barrier. They may be used
by bicyclists, pedestrians,
skaters, runners, etc.

of these trail users to Downtown Mason for food
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and services. The DDA should work with the Tri-
County Bicycle Association and the Lansing Walking
and Biking Task Force to develop improved sighage,
better connections to Mason and a trailhead facility
(parking lot and staging area) adjacent to the
Mason DDA district.

Residential Developments:

Adding more residential units to the downtown is
vital to creating the necessary energy and dynamics
to make Mason a regional destination. The DDA
and the City have partnered with MSHDA to include
nearly 40 new residential units above the retail
spaces in Downtown over the last 5 years.

New residential development will add more people
to the district, creating lively, interesting space to
live, work, shop and play. New residential units
within the Downtown District will most likely be part
of a downtown building reuse, outlying residential
redevelopment, or new townhouse style buildings;
which are now common housing options in Ingham
County. These units also attract a combination of
young professionals and older, empty-nesters, both
of whom are vital to the Mason economy.

Adding additional residential units in the downtown
core will also add to the total population, which will
help make new retail businesses more viable.
Currently, most of the consumer demand for retail
is met by big box stores, regional malls, and
department stores. Adding population will increase
the consumer spending potential within the Primary
Trade Area and will make Downtown Mason more
attractive to retailers and investors.

Fill Vacant Storefronts and Underutilized

Sites:

There are several current vacancies as well as a
number of underutilized buildings and lots
throughout the Downtown District. Particular
opportunity exists at the corner of State and Ash for
development of a 100% corner with signature
buildings. This would serve as way to increase
square footage Downtown, but would create a
gateway to the Courthouse Square District from M-
36 and the Cobblestone Village District.

PRODUCT & SERVICE: VARIETY AND
QUALITY OF PRODUCTS AND
SERVICE
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Focus on Business Mix:

The City contains two distinct retail locations -
downtown and the Cedar Street Corridor. The
Cedar Street Corridor is an attractive location for
automobile-oriented franchise commercial
businesses, while the downtown offers a traditional
small-town atmosphere.

The City must take care to create a strong and
distinct identity for both the Cedar Street corridor
and the downtown area so that these two important
nodes do not compete against each other. While
Cedar Street will continue to function much as it
does today for the foreseeable future, the City
should establish downtown as a regional
entertainment, restaurant, and specialty retail
destination.

The Market Analysis indicates that the City can
support approximately 50,000 s.f. of additional
restaurant/bar floor area. The Mason DDA should
focus on attracting a range of dining options,
including convenience dining, sit-down family
dining, and brewpubs or bars in the short term.
These businesses are some of the strongest draws
to a downtown area, and building a strong core of
restaurants in Mason will bring people into
downtown who would not otherwise visit.
Establishing a core of restaurants and drinking
places will generate foot traffic and help to
establish Mason as a regional entertainment and
leisure destination. Once Mason is “on the map’ it
will be a more viable place for small, specialty retail
businesses to take root and grow.

Entertainment and dining will be the catalyst for
additional business development and thus should
be prioritized in the short- and near-term. The
tavern liquor licenses currently available from the
DDA will allow the City to target dining and
entertainment businesses to fill this void.

Success as an Entertainment Based

Downtown:

The economic vitality of Downtown Mason can also
be strengthened by promoting a proper mix of
businesses. Every mall or lifestyle center actively
manages its tenant mix, including the location of
tenants within the mall or center. It will be
important for downtown Mason to adopt this same
active management mentality. It is useful to think
of businesses as falling into one of three categories
- anchors, specialty stores, and necessity stores.
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Anchors attract visitors to downtown by virtue of
their regional draw. For Downtown Mason,
entertainment and leisure businesses such as
restaurants and drinking places are the most likely
candidate to serve as anchors for the downtown.

Once the anchor venues are established in
downtown, there will be spinoff opportunities for
specialty businesses that will benefit from the
shoppers that the anchors draw into the downtown.

Finally, necessity stores are places like drugstores
and hardware stores that people patronize because
they need something. There will always be a place
for such businesses in downtown Mason, but
necessity stores have little economic benefit from
locating in a downtown environment compared to
somewhere like Cedar Street. Necessity
businesses will also derive little benefit from being
located close to anchor stores.

Critical Mass

There is an outstanding opportunity to create a
critical mass of dining and entertainment options
that create a stronger image for Downtown Mason,
while responding to market forces and expanding
Downtown’s primary trade area.

It is encouraging that the market analysis indicates
that unmet demand for restaurant and drinking
places exists because it underscores the results of
the survey. Over 92% of all survey respondents
indicated a desire for more restaurants and a more
diverse mix of dining options within the City. A total
of 100% of survey participants dine in Downtown
Mason, over 44% of these dine there more than
once a 3 times per month.

The primary goal of this marketing plan should be to
develop creative, lively, and interesting gathering
spaces where people will shop, live, work, enjoy,
remember, and return. By continuing to target
restaurant and entertainment businesses
downtown will be able to increase its draw as an
entertainment and culinary destination and will only
serve to enhance the community vision.

PROMOTION: COMMUNITY IMAGE
AND IDENTITY

Appearance is a critical part of strengthening the
community’s identity. Clean, colorful, well-lighted
sidewalks and storefronts create an inviting space.
Dirty sidewalks and windows, solid walls and poor
lighting discourage people from walking through an
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area. Maintenance of the streetscape and public
spaces should be a high priority. Timely set-up and
removal of seasonal displays, banners, signs, and
decorations is critical. Working with the business
owners to keep their storefronts clean, colorful,
well-lighted, fresh, and interesting will give people a
reason to stop in Mason on their way through.
Appearance and neatness counts!

Focus on Atmosphere:

The survey participants indicated the atmosphere of
Downtown Mason is a major draw and an element
that needs to be preserved. The important goals
that maintain and enhance the community identity
of Mason are:

e Aclean, safe, well-lit appearance day and
night

e Appealing storefronts with visual unity
occupied with a variety of inviting and
interesting retail and service businesses

e Avariety of downtown residential housing
developments

e Activities that will attract and benefit area
residents, industry and visitors

e Unified retail and service businesses that
welcome and support new businesses

o Creative, lively gathering places where
people will shop, live, work, enjoy,
remember and return

There are many opportunities to begin directly
enhancing Mason’s image and identity through the
development of a Downtown logo, colors, slogan
and improved signage. One immediate opportunity
is to implement signage directing visitors to
Downtown as soon as they exit the highway as a
“welcome” to Mason with additional Downtown
Mason identification signs at key points along M-36
and at the north and south entrances to Downtown.

The recommendations in this plan for redeveloping
underutilized spaces, new development in the
Downtown Core, improvements to public spaces
and parking lots, and additional wayfinding and
signage will all enhance the business climate, and
thus the identity of Mason.

Continue the Facade Improvement

Program:

In response to the 2000 Marketing Plan the DDA
developed the Fagcade Improvement Grant program.
This matching grant fagade improvement program
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has been implemented to stimulate efforts to
improve the street appearance of Mason’s
commercial and business facades. The program is
funded and administered by the Mason Downtown
Development Authority (DDA).

The intent of the Facade Improvement Program is
to strengthen the economic viability of downtown
Mason by providing financial incentives for
improving the exterior appearances of its buildings.
The Facade Improvement Program provides an
opportunity to preserve the architectural heritage of
downtown Mason and enhance the unique
atmosphere that downtown Mason provides to the
greater community.

Grants available are Facade, Sign, Awning, and
Door. There is a $10,000 maximum per Facade
Grant and a $1,500 maximum per Sign, Awning,
and Door Grant that must be matched by the
applicant. Grants are awarded on a first-come, first-
served basis. The fagcade grant will be limited to one
application per building. Each application is
reviewed and approved by the DDA.

The ceiling of $10,000 for the Facade Grant and a
ceiling of $1,500 for the Sign, Awning, and Door
Grants will be reviewed annually by the Mason DDA
and may be adjusted according to funds available
to the Facade Improvement Program.

Branding and Community Identity
Campaign:

Downtown Mason is a charming location with
historic structures,

friendly salespeople,

walkable streets all set #
against the beautiful
and stately Ingham
County Courthouse.
The problem is, not
enough people know
about it. The City of
Mason, the DDA and
downtown merchants
need to create a | {

A 1 AN
consistent marketing
and image plan to M 2eee & vhoeer

market the City and its trreel e lozer,
downtown. ==

Once the City has decided on its image and phrase,
it should be used to update all signs throughout the
community. Street signs and directional signs could
carry the new logo, as well as wayfinding signs
throughout the downtown.
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Although small signage along M-36 let’s visitors
know the route to Downtown, it gives no indications
of what to expect. Visitors must be aware of the
downtown, and why they should visit, before it can
become a destination. Incorporating logos and
slogans into a comprehensive signage system will
g0 a long way toward reinforcing the image of
Mason to visitors.

1 <= Olympic Park Area

.= King Historic District
4 Midtown
- 4 SoNo District

Figure 10. Eas understood inding signs help
visitors navigate a community

It should also be noted that the street signs
throughout downtown are too small to be read by
motorists that are unfamiliar with the community.
We recommend replacing street signs with larger
signs that incorporate Mason’s logo to present a
uniform identity throughout the community.
Incorporating the logo and slogan into streetlight
banners would further reinforce Mason'’s identity.

Because of the character and walkability of Mason,
wayfinding signage should also be targeted to
pedestrians. This will assist in moving shoppers
from Cobblestone Village to the Downtown Core to
continue shopping or enjoy a lunch. Downtown
visitors can be directed to public parking areas or
other locations of interest.

Create a DDA Website:

The internet is now a prime source of information
for businesses and shoppers. The marketing done
on a web site can be as crucial as any other
marketing for the downtown.

The Mason DDA currently has a single page website
that gives no information to shoppers or potential
investors in Downtown. The DDA should develop an
interactive website with a full listing of every
business located within the DDA boundary. The
website should also have useful information about
grants and loans available to businesses in the
downtown in addition to buildings for sale or lease.
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chapter six

The website should be used as a tool to keep
merchants, shoppers and visitors up-to-date about
the latest events and happenings in downtown
Mason. One option is to include an events calendar
that gives website viewers a glimpse of events that
are to come. These event names can include links
for viewers to find out more details about the event.

Another option is a “news” page which is frequently
updated with the latest news and events from
downtown Mason. This may include profiles of new
businesses that have recently opened, new
development plans that are in the works, grants or
awards the City has received, or other noteworthy
news that is relevant to the downtown.

The website should provide maps and guides to
visitors as well as inviting photographs of events
and activities. Maps of business locations, public
parking lots, and other attractions should be
included to help visitors navigate to and through the
downtown.

Photographs help visitors visualize the downtown.
Capturing the right settings in a picture can provide
a powerful visual appeal to attract visitors and local
shoppers alike.

Finally, the website should also include links to all
other websites of community groups and
institutions, including the City Chamber. This type of
guidance and cross-marketing can better inform
website visitors of the community amenities Mason
has to offer.

PLANNING: ADMINISTRATION,
SUPPORT AND REGULATION

Adopt a Form-Based Overlay District for

Downtown Mason:

Conventional zoning regulates development based
primarily on a building’'s use. Form-based code
allows a greater flexibility in use while focusing
more on what the building looks like, how it affects
the pedestrian experience, and how it relates to the
rest of the district.

Form-based code is a cutting-edge and most
effective tool for downtown redevelopment. The
greatest strength of this form of regulation is that
property owners have the flexibility to attract
different types of tenants based on economic
conditions. Form-based code allows the market to
define the highest and best use of the space.
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Another " n
benefit of i -
form-based | 1| 7

code is that it E E 1| O E E
limits the e
amount of l | ( j !_I
spec_lal gse L L —
applications 0 Y

and i
unnecessary
planning commission review of new business.
Finally, the greatest benefit of form-based coding is
that new development and building improvements
must be done to meet the design guidelines
established in the code. This ensures that buildings
enhance the character of Mason, improve the

pedestrian experience and preserve the historic
integrity of the district.

—

The form-based code also needs to emphasize
mixed-use buildings (i.e. buildings with retail on the
ground floor and residential or office on the floors
above, for example). Itis crucial to create an
ordinance that creates incentives for mixed-use
buildings within Downtown instead of one that
creates obstacles.

The form-based code should be applied as an
Overlay District to the DDA district. This will help
ensure that new development meets the goals and
visions of the City of Mason Master Plan.

Revised Downtown Parking Standards:
Current City regulations demand too much parking.
The requirement of 1 space per 50s.f. ufa for
restaurants/taverns and 1 space per 150s.f. ufa for
general retail is excessive;, if the Downtown
redevelops as it plans the result will be too much
valuable downtown property being used for surface
parking lots. Typical average downtown standards
for parking are 3.23 spaces per 1,000 s.f. of floor
area.

Additionally, the City should encourage employees
of Downtown businesses to park in the more
remote lots in the northeast and southwest corners
of the Courthouse Square district. It may also be
appropriate to require remote parking for
employees and institute a parking management
program in cooperation with the City and the Mason
Police Department. Actions like these free up
“opportunity parking” spaces and allow the quick
trip into a shop or restaurant for patrons.
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Maintenance:

Maintenance is a critical part of developing a strong
identity for the Downtown. As noted, streets and
sidewalks need to be clean, storefronts need to be
open and interesting, and seasonal and
promotional plantings and decorations need to be
assembled and removed in a timely fashion.

Failure in any of these areas will be sending a signal
to the cars that pass through Mason every day that
Downtown Mason is a struggling, uninteresting
place that does not care about its image.

The DDA should develop a standard program for
seasonal plantings and decorations and adopt a
schedule for installation and removal. Requesting
bids for this work will help to minimize the cost and
management burden for the DDA and, more
importantly, will provide immediate accountability.

The maintenance contract should include regular
sidewalk cleaning, seasonal planting, street tree
maintenance, installation and removal of seasonal
decorations (lights, banners, signs, garlands etc.),
and snow removal.

Maintenance is the key first step in selling
Downtown Mason to a larger, regional market. The
four rules of retail planning - keep it fresh, keep it
clean, keep it open, and keep it new - apply to
sidewalks, storefronts and parking lots. Dirty
windows, litter, dated seasonal decorations, and
dead plantings all create a negative image to
potential customers and visitors.

Form an MDOT Subcommittee for
Signage:

The DDA and City need to have a regular and on-
going dialogue with the regional MDOT managers
and transportation planners. This group needs to
meet on a regular (quarterly) basis to discuss issues
pertaining to Context Sensitive Design and the
MDOT Signage program and to discuss potential
design solutions. This group and the DDA Director
will be responsible for continuing to advocate for
developing directional signage leading people into
Downtown Mason from |-127 and branding that
signage to the Mason image.

Form a Business Recruitment and

Retention Subcommittee:

Currently, business recruitment is the charge of the
DDA Director. Forming a subcommittee of DDA
members to be more heavily involved will expand
the recruitment network across industries and tap
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into the membership’s business relationships. This
subcommittee should be responsible for developing
and producing recruiting material, potentially
including (but not limited to) a recruitment brochure
and CD, trade show exhibit, and web page. This
subcommittee will also be charged with
recommending recruitment incentives and
programs that may potentially include a small
business incubator program or rent assistance for
new business. This effort should be coordinated
with the efforts of the Chamber of Commerce.

Retaining existing businesses in Downtown Mason
is critical. Because of the current economic climate
in Michigan, many businesses are struggling to stay
afloat. The Business Recruitment and Retention
subcommittee will also be responsible for assisting
the DDA Director with regular visits to merchants
and organizing monthly gatherings to discuss issues
affecting business in Mason. The Business
Recruitment and Retention subcommittee may also
recommend or develop business assistance
programs such as shared marketing and advertising
opportunities.

The DDA should consider becoming an active
member of the International Council of Shopping
Centers (ICSC) and Michigan Downtowns
Association (MDA). Additional networking and
technical assistance opportunities are available
through different organizations such as the Urban
Land Institute (ULI) and the Michigan Economic
Developers Association (MEDA).
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appendix

FOCUS GROUP AND PUBLIC WORKSHOP RESPONSES

The results of the public meetings are summarized in the table below.

DDA Focus Group Meeting

Mason needs - People “crave” entertainment & events for family
Need a Bakery

No WalMart

Need a Grocery store

Would like a Bicycle Shop

More restaurants (privately owned - not chain)
Great Harvest Bread Co.

Italian Restaurant

Art Gallery

Build on events (scare crows, etc.)

Marketing

Theater

Build up Farmer’s market (possibly at Fairground for ample parking, etc. more perm. Booths.
Clothing Shop

Small Market

Bed & Breakfasts

Community Center for Seniors

No-Chain restaurants Downtown!

Independent business-no chains

Advertising to outsiders

Outsiders only know of M-36

Visitors know Mason as “Boondocks”
Outsiders don’t know

Generations stay & run

Own “cowtown” idea

Visibility of business owner

Proximity of ugly rentals/homes

Build a Community Center

Dark alley is a big problem - scary walk to get to public parking areas
Locate parking where city hall is

Building height

Community room
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Resident Stakeholders Focus Group Meeting

People drive to Eastown Center for dinner

Historic District: improve desirability, invest in preservations
Cedar Street has purpose - use that to balance service and commercial demands
Limit first floor service in the Downtown

Extend Peyote Path -— it is a good thing for Downtown

Provide maps and signs for bikers

Talk to Tri-County Bikers - get information about Mason into Chainwheel Chatter (newsletter)
Capitalize on trap shooting

Cultural Tourism in Mason - tell the story of our history

Create a Physical connection to the Antiques District

Organize advertising with local organizations

More restaurants - focus on dining

Sidewalk tables

Restaurant like The Bucket in Williamston

Beer and Wine restaurants are key—add tavern licenses

Larger variety of restaurants

Promote restaurants and shopping to the Downtown Employees
Keep library in town

Add a movie theater or movies on the square

Paddle boats

Farmers market needs to be better

Love the look of the square -- capitalize on that

Frustrated by lack of activity and leadership for area businesses
Install public art

Bike lanes should be at top of list

Make Downtown an experience

WiFi throughout Downtown

Business Stakeholders Focus Group Meeting

YMCA in Mason 2006 study by Ingham Co. Fairgrounds @ Corner of Temple & Ash
Target Senior Market

Small convenient grocery

Senior apartment market

Recycling Center

Additional small shops

Shoe barn going out-of-business - keep these businesses in town

Bowling alley on second floor of downtown building - how can we use this?
Tea house

Bed and Breakfast

Park and pavilion

Tap the Dart Foundation - Claudia “gatekeeper”

Civic uses - keep downtown

Catering/banquet facilities

Bed and Breakfast

Signage and Branding

Banners

Beautification committee - No

Public Workshop

Commercial
Shop outside of Mason for particular offerings
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Quality dairy and Kean’s are biggest draw.

Businesses breed other businesses

Shop most outside Mason for different selection or choices
Go to Eastwood for movies and restaurants

Expertise in the downtown

Business breeds more businesses

Businesses can adjust prices, offerings, etc. when they re in a small town

Need a bakery; office supply
Kean’s is the biggest draw downtown
Need outdoor seating at a restaurant

Community Image

American Legion American flags

Courthouse is symbolic of Mason

Kean’s is a cornerstone of Mason’s downtown

Like the least - empty storefronts

Would like to decorate empty storefronts w/holiday/seasonal
Quaint, historic

Old style lamp posts, landscaping

Keep updating community to promote “Hometown USA”
Lack public art - need more.

Courthouse is symbolic of Mason

Dislike the empty storefronts. Could at least decorate them
Downtown is quant, historic and “Hometown USA”.

Pick up people at gateways with signage

Signage, Signage, Signage—-Simple, clear, attractive
Capture with free events and build “history” of social events in Mason
Incentives: don’t punish existing

Attractive Economic Development

Rental home recapture - State historical regulations
Opportunities for parking

Joint Advertising

Branding logo for downtown

Communication to “businesses” and “shoppers”

Need wayfinding and signage

Economic Development

Yes to offering incentives

Don’t see downsides to incentives

Need to seek certain businesses (niches)

Offer incentives to businesses that Mason needs

Need a business packet outlining the process

Overall the appearance has improved, but it's been almost 8 years.
Alley and town square is good.

Support bricks and mortar projects

Could support a restaurant

Need a banquet/gathering center

Shoe store would be good

Would support customer recruitment

Need convenience goods in downtown

Need a hotel in town

Many people don’t know there is a downtown

Need to promote the DDA more with wayfinding signage

Offer incentives to certain businesses to draw them in.

Need business packets with information to draw them in.

Need to promote DDA with more signage, billboards, and marketing
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MAIL AND INTERNET SURVEY RESPONSES

How frequently would you say you do the following in Downtown Mason?

answered question
skipped question

Every | 2-4 2-3 Less than Response
Day times/week times/month once/month Count
Shop in the Downtown Mason area | 11 108 142 121 382
V|S|t.the Doctor, Physical Therapist, 0 5 05 320 350
etc. in Downtown Mason
Go to thg library, post office or 9 80 163 130 382
Mason City Hall
Dine in a Downtown Mason 1 o8 134 210 373
restaurant
Qo to a personal care appointment 1 1 49 303 354
in Downtown Mason

388

1

How would you rate Downtown Mason merchants on the following dimensions?

Exceptionally
Poor

Poor

Below
Average

Neutral

Above
Average

Good | Good

Exceptionally

Rating

Average

Appearance
of their
stores

2

12

60 76

128 | 99

5.5

Count

Response

380

Hours of
operation

32

86 77

104 | 70

5.18

377

Variety of
merchandise

46

105 75

78 51

4.75

379

Friendliness

26 62

127 | 152

5.98

380

Willingness
to go out of
their way to
serve you

55 73

106 | 125

5.67

377

Knowing you
asa
customer

17

23

102 75

68 79

4.98

373

Suggesting
products or
services they
think you
may like

13

38

155 63

58 37

4.53

373

Quality of
their
merchandise

73 89

123 | 85

5.51

381

Availability
of
convenient
parking
answered question

17

skipped question

19

39

67 82

91 66

4.88

381

A4
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Please rate the following in relation to its importance to the vitality of Downtown Mason.

Exceptionally
Unimportant

Unimportant

Somewhat
Unimportant

Neutral

Somewhat
Important

Important

Exceptionally
Important

Increasing
the number
of retail
stores in
downtown

10

10

17

81

65

88

113

Rating
Average

5.34

Response
Count

384

Beautifying
the
downtown
public areas
(ex: Ingham
Court
Project)

10

11

21

87

97

80

78

5.09

384

Promoting
Mason as a
good
community
to live and
shop

40

77

94

159

5.87

384

Promoting
growth and
development
in Mason

10

19

57

75

89

122

5.46

380

Having more
community
wide
activities in
the
downtown
area

13

72

97

107

86

5.38

385

Promoting
the antique
district

24

26

26

99

87

75

50

4.61

387

Extending
downtown
store hours
of operation
into the
evening
hours

12

18

127

82

88

48

4.89

382

Promoting
independent
merchants in
the
downtown
(no chain
stores)

15

answered question

skipped question
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11

69

52

91

135

5.44

386
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A5




appendix

What would draw you to Downtown Mason?
Strongly Strongly Response
Agree Agree | Disagree | Disagree Count
A good family style restaurant where the average
dinner price is between $8 to $12/person e de | 29 @ i
An upscale dining establishment with the average
dinner price would be above $12 and under 83 119 116 60 378
$25/person
Craft shops to downtown to capitalize on Kean’s
presence by luring others and creating a 67 204 83 16 370
destination
Capitalizing on the horse events at the fairground
by bringing western wear and western gear shops | 27 154 135 57 373
to the downtown area
Special events and promotions held downtown by
the City of Mason and the Mason Downtown 105 245 22 2 374
Development Authority
A better selection a'nd varie.ty of stores to serve 166 164 41 5 376
my everyday shopping requirements
A vgrlety of dining options with outdoor seating 174 154 45 6 379
during the summer months

answered question

skipped question

386
3

Please tell us how important it is to you for each of the following type of establishments to be in

downtown Mason.

Somewhat
Unimportant

Very

Unimportant | Unimportant

Neutral

Somewhat
Important

Important

Very
Important

An ice-
cream
parlor

21 9 6

79

71

75

122

Rating

e

5.31

Averag

Response
Count

383

A coffee
shop with
seating

29

77

71

72

117

5.19

383

A family
style
restaurant

22

13

52

94

187

5.89

379

An upscale

restaurant g2

31 40

81

43

56

75

4.32

378

High end
gift shops
and
boutiques

41 37 36

123

74

33

37

4.05

381

A bicycle

shop e

42 41

138

57

31

25

3.83

379

A full

service
grocery
store or
market

47 34 23

85

66

46

79

4.43

380
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A bakery 17 15 15 69 82 75 109 5.21 | 382
Entertainm
ent

(movies, 25 13 9 64 61 85 125 5.30 | 382
theater,
music, etc.)
Salons 31 33 19 148 62 41 45 4.27 | 379

Aclothing | 35 27 15 99 |70 72 71 4.70 | 384
store

answered question
skipped question

Rate the following factors in terms of their importance to you for choosing to live in the Mason area.

Rating Response

Very Somewhat Somewhat Very Average  Count

Answer Options Unimportant | Unimportant | Unimportant | Neutral | Important Important | Important
Mason has
the small
town feeling
of a safe,
secure 11 3 3 28 41 72 223 6.13 381
community
where people
look after
each other
Mason is a
rural farming | 22 12 12 106 64 58 108 5.05 382
community
Quality of
Mason 24 6 3 59 41 75 175 5.64 383
schools
Mason is a
growing
suburban
community
The
friendliness
of the people | 10 6 7 42 60 97 162 5.80 384
in the Mason
area

Mason is
conveniently | 12 3 7 31 54 94 181 5.93 382
located

skipped question 3

40 22 22 99 75 67 57 451 | 382
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Please tell us how you feel about the future of Downtown Mason?
Strongly Strongly Response
Downtown Mason is getting too developed. 8 21 250 93 372
It would be a significant loss to Mason if retail
space downtowi continued to shrink 228 e il o s
Downtown Mason should devote itself more to
office space and services and let retail continue 45 181 133 377
to develop along Cedar Street
| would be happier if downtown Mason had the
type of downtown shopping choices found in 77 16 11 169
(__note community below__)
Downtown Mason should promote itself to
residents outside the City P 2ot e 2 S63
Please specify your representative community ( ) 173
answered question 383
skipped question 6
Wiliamston Williamston
ST JOHNS Lansing
Boyne City, Ml Charlotte
Williamston Frankenmuth
Charlotte Chelsea
anyplace else Marshall
chelsea Williamston
Eaton Rapids Traverse City
Williamston Glen Arbor
Grand Ledge Grand Ledge
Ann Arbor East Lansing
East Lansing Lansing
N/A Milford
chelsea michigan Charlotte
Chelsea Mason
Royal Oak Williamston
Eastwood Town Center | like it just the way it is
Lansing Okemos
family restaurant New York
Williamston Okemos
chelsea Ann Arbor
Lansing North Lansing - Charlotte
Williamston Chelsea
Ann Arbor, Chelsea, Brighton Grand Haven
Okemos, Haslett Lansing, Jackson
Holt Charlotte
Charlotte Lansing
Williamston Chelsa Milford
Holt Lansing
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Howell

Williamston

Towns up north

Williamston

Grand Ledge

Ann Arbor

all downtowns are dead, thanks to malls

charlotte

Marshall, Ml

Mackinaw City

Chelsea

Williamston

Pent Water

Ann Arbor

Charlotte

West Lansing/Grand Ledge/Downtown
Lansing

Bad Axe, Ml

Chelsea

Charlotte

Okemos

Petoskey

Charlotte

Williamston, Marshall

Royal Oak

Charlotte/Williamston

Williamston

Clothing, grocery

Traverse City

East Lansing

williamston D&amp;W market

Chelsea

East Lansing

Chelsa

Brighton

Chelsea, Ml

williamston or chelsea

Okemos

grand ledge

Lansing

Williamston

Williamston Okemos

Lansing

Howell

Chelsea, Williamston

Ann Arbor

old town lansing

Howell

Okemos

Williamston and Howell

Charlotte

Frankenmuth

Petosky

Chelsea

Saugatuck

Leslie

Charlotte

Williamston

Charlotte

Bay City, Ml

grand ledge

Dewitt

howell and brighton

Rural areas

Lansing

Williamston

any bike shop

Frankenmuth

Williamston

Rochester

tecumseh

Chelsea

Charlotte or hastings

Howell

Holland

Tarpon Springs, FL

Ann Arbor Chelsea

Chelsea

Williamston

The 1940's

cadillac

Marshall

Chelsea

Marshall

Williamston

Charlotte

grand rapids

Charlotte

grand ledge

Target

williamston, plymouth

Okemos

Williamston

Mackinaw City

Grand Ledge

A.2
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howell

grand rapids &quot;like&quot;
Traverse City

Ann Arbor

Chelsea

ann arbor

East Lansing

Petoskey

East Lansing

saugatuck

howell

malls

Williamston

East Lansing

Holland Saugatuck

Traverse City

Princeton, NJ

Okemos

East Lansing

East Lansing

What do you like about shopping or dining in the City of Mason?

Response Response
Answer Options Frequency Count
Convenient 79.9% 299
Atmosphere 52.9% 198
Store Variety 15.8% 59
Parking 29.7% 111
Safe &amp; Clean 65.0% 2

43
answered question 374
skipped question 15

What, if anything, do you dislike about the City?

Answer Options

Response
Frequency

Response
Count

Not Convenient 1.4% 5
Limited Store Variety 58.9% 212
Parking 27.8% 100
Traffic 5.6% 20
Store Hours 23.1% 83
Nothing 22.8% 8

2
answered question c1610)
skipped question 29

Approximately how much do you spend per person at stores and restaurants when you

visit Downtown Mason?

Answer Options

Response
Frequency

Response
Count

april 2, 2009

Less than $10 10.5% 39
$10-$20 34.9% 130
$20-$35 36.6% 136
$35-$50 12.6% 47
$50-$75 5.4% 2

0
answered question 372
skipped question 17
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What stores, restaurants, or services would you like to see added to
Downtown Mason?

Response
Answer Options Count

I - B

answered question 285
skipped question 104

Bakery

Applebee's , Walmart , Burgerking,

Something active for kids to do indoors...there's nothing now that McDonald's playground is gone, we
have to leave town to do anything with the little kids.

family restaurant, bakery,

A FAMILY bar/grill such as Applebees or Ruby Tuesdays. A quality library that can even begin to compete
with podunk areas like Hesperia, MI. A quality sporting goods store.

Family Rest(not chain style)

walmart, applebee's, chili's, cracker barrell, etc.

applebees, walmart, kentucy fried chicken,

american style restaurant with beer and wine. keep it &quot;upper end casual&quot;

with unigue food

More 8 to 12 dollar family dining.

Clothing store - music store - sporting goods

Movie theater, clothing shop

Bakery, Italian Restaurant, Mexican Restaurant, Sports Bar, Movie Theater, Electronic

Store

Any non-chain restaurant or clothing shop

Family Restaraunt

Health/Wellness Store similar to a Better Health Food Store

nice restaurant like the common grill in chelsea or darrells downtown in jackson

Upscale restaurant, micro brewery, theatre

some kind of deli like McCallisters, Boston Market (Healthier Choices)

KFC Restaurant, Hortons

Mexican Restaurant

Family dining, quality clothing stores (similar to what Dancer's used to be), and a

bakery.

KFC

Applebee's

High end restaurants

Entertainment

Applebees, Panera, Lost Tres Amigos, Movie Theater, Grand Traverse Pie co., Red

Cedar Grill, Weekly / Daily Farmers Market

Clothing in affordable range, family dining, dollar store, affordable stores

Theater

Use empty space downtown for city offfices and/or police station Instead of building a new city hall.In
this current economic cilmate . Use our taxes dollars the upgrade and use current vacant space. This
would help to keep our city expenses lower and add income to vacant space. WE DO NOT NEED A NEW
CITY HALL with all this space aviable in town. Maybe our city manager and city council should be more
open to not wasteing money on a new building with large offices. Time for all of us to tighten our belts
including , the city council and city manager
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Restaurant similar to Red Cedar Grill, Common Grill in Chelsea

Los Tres Amigos

Kentucky Fried Chicken

Nice restaurant

Restaurants, craft shops

Upscale bar

A nice restaurant - but not real pricey.

Clothing store, grocery store, outdoor store

Another grocery in old mall by Lear, moderate proced family clothing

Music store, underwear store

Bed Breakfast/Museum/Music Shop

Nicer, sit-down restaurant

clothing store

Steakhouse, clothing store, grocery store

Bakery, new coffeeshop

None

Family restaurant

Hobby shop, hunting, fishing, woodworker

Upscale restaurants

bicycle shop

Miss feldpausch grocery a lot; Meijer is too big to be convenient for just a few items.

cake/donut shop

Quality dining

Good threatre

Bakery or bread store - Applebees family dining

Clothing - variety

Outdoor/sporting goods store and more restaurants

Mexican, KFC

Mexican - Italian restaurant, clothing sore, gift shop

upscale restaurant

Small theater for families, young teens

KFC, Steak and Seafood

Family restaurant

Family Restaurant

Larger library, newspaper office, appliance store, clothing store, furniture, movie
theater, fine arts building

Reasonably priced coffee shop and family style restaurant.

Restaurants, clothing stores, pet shop

Restaurant

Mexican restaurant, another grocery store option

Upscale restaurant

Kentucky Fried Chicken, Bob Evans

A much longer library with the hours the same as Okemos, cell phone store

A good family style restaurant, | like the depo, but their hours are limited and it
seems | forget they are there.

Movie Theater, KFC

Whatever something big

Entertainment (movies, theater, music, arcade, videogame store, electronic store)
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Children stores, restaurants, clothing

Movie theater, youth center for teenagers, good restaurant

Bakery, clothing

Family restaurant that is not fast food

Casual Elegance

Wal-mart, KFC

gift shops

Restaurants

Bakery, family movie theater, mexican restaurant

Mexican restaurant/different grocery store

Upscale restaurant, bicycle shop is a great idea.

Nice Restaurant with alcoholic beverages - perhaps organiz or ethnic food

Affordable bakery/deli,

Family restaurant, clothing store (moderately priced)

Remove street scape and give us back land on Ash Street-we've lost parking places

Ethnic cusine restaurant, gift store

Bakery, inexpensive dining. Mason needs a closer lumber yard that's why | have to
go to Holt.

dining

Like a Panera's (bakery-family restaurant)

family restaurant, bakery, Starbucks

small grocery store, family restaurant/pub

Grocery or market, bakery, good family restaurant

Art (Fine Art), Theater (entertainment)

Radio Shack, used sporting goods store, Los Tres Amigos Restaurant

Mexican restaurant

restaurants

WalMart

Culvers Restaurant

Upscale destination restaurant, specialty boutigues

Family and upscale restaurants, clothing, general merchandise

Kroger, T.J. Max

family restaurant - reasonably priced, casual clothing reasonable

family restaurant - reasonably priced, casual clothing reasonable

Mediterranean and/or Indian restaurant, small grocer (in square area)

family restaurant

coffee shops, bakery

Upscale shops

restaurant (upscale) in vacant Firehouse Grill Restaurant

wine shop

Bakery, fine dining, bicyle shop

Outdoor stores (camping/hunting)

Upscale restaurant

Hospital (besides urgent care) more choices for dining (upscale)

clothing store, upscale restaurant, year-round farmers mkt., Michigan product store

Theater

Family restaurant, general store sort of like Keans was in 1940's 1930's

Applebees, show &amp; clothing, gifts other than meijer
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high end restaurant, bakery, farmers market, movies

Movie theater, nice restaurant and bar (Applebees) Clothing store, community center,
indoor soccer, gym pool

A restaurant like the Common Grill

Upscale restaurant, clothing, movie theater, furniture store

Craft stores - not antiques

hobby shop, theater, electronic game store

KFC

Dining/craft and gifts

family oriented restaurant - Walmart outside of downtown

family restaurant

mexican restaurant, KFC

clothing

family restaurant, hobby craft shop, bakery

Speciality food market (Mermdorf), produce (Horrocks)

Chocolate shop, YMCA, high end bakery, organic grocery

a theater, a city bus regular bus route

Family restaurant, upscale restaurants, gift store with more variety.

More restaurants, clothing stores

Bakery

Baskin Robbins 31 Flavors

Those that would draw people in.

Applebee's or Cracker Barrel

Would like to see clothing, larger bookstore, best sellers expand

Specialty shops that don't have Meijers

another mid priced restaurant &amp; clothing store

Men's women's clothing store, upscale restaurant

I wish we would support a great restaurant / new library

shoe / boot store

A nice family friendly eatery, not fast food.

Eating

Restaurants (steak-seafood)

Another bistro type restaurant

KFC, bakery, good dollar store, retail store, Wal-Mart

Grocery, clothing, dollar store, dept. store, mall

Los Tres Amigo - Target

upscale dining, basic grocery store

KFC, electronic store, Sears, JCPenney, bakery, office supplies, Menard's

Common Grill

Fresh market

fabric, crafts, card and gift shop

Bakery, restaurant in Mike firehouse

a hotel and a non-smoking restaurant w/ homemade food

I would like to see more dining as well as electric stores like Keans.

up-scale restaurant

Sporting Goods/quality products/not cheap quickly stores and salons.

Any that we really need, clothing, bike shop

Cancun Mexican Girill
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liked movie theater idea featured in community news last summer

clothing and shoes

Mexican American

city market, local stuff, recycling ctr

Walmart, Movie theater, Big Lots

restaurant

nice sit down, upscale restaurant, movie theater

clothing

Bakery, Family restaurant, target-like store

restaurant with wide price range and variety in retail stores

Super Walmart

| like the bike shop idea

full bakery, specialty restaurants, night life, pub w/live music; STOP with all the
antiques &amp; salons

family restaurant $12-25

bike shop, family restaurant

KFC

sporting goods

more restaurant, variety (only in downtown); brewery

D&amp;W or Busch's market but | know it would not be viable here

No names-but good midscale restaurant

restaurant with outdoor dining

A clothing store

a family restaurant

something unique that helps draw others to town

upscale restaurant, clothing store

Mexican restaurant

bakery, knitting-needlepoint-unique gifts-fine dining-candles

An affordable family restaurant.

clothing, family set down restaurant

clothing retail, restaurant of some type

steakhouse, muffler shop

movie theatre

efficient print shop; small grocery

dollar store, mexican restaurant

grocery store w/ fresh produce

Family restaurant and clothing store

good reasonable priced restaurants

Clothing (women's -including plus size), gift store

bakery, family restaurant, butcher shop

health food store, furniture store, craft supply sotre, shoe store, gift store home
goods lighting, frozen yogurt store

upscale restaurant

kfc walmart hotels

bakery, family clothing store

mid range family restaurant, sporting goods store (Dicks, Gander Mtn.)

family dining (not just a bar)

entertainment-food and parking
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bakery dollar store

Tim Hortons restaurant yes, yes, yes

bike shop, sushi

craftr stores, buffet family restaurant, walmart

bakery, variety stores, clothing

small theatre

pet supply store

family restaurant, clothing store, bakery

Appleby's type restaurant

movie theater

restaurants nice upscale and smoke free sports bar

bakery movie theater

Applebees, homestyle mexican food

restaurant with outdoor seating

common grill style restaurant

women's clothing, more upscale stores and restaurants

bakery, family restaurant

mexican restaurant, whole food type store

food market

las tres amigos-unique gifts/clothing

theatre, family restaurant, bakery/coffee shop, stage

We need a restraint - better video store

sporting goods, Italian restaurant

clothing

Senior Center on Main floor

restaurant

more variety at restaurants

KFC but not downtown

Spa, restaurants that serve cocktails

mexican restaurant, outdoor eating, sporting goods store 'soccer store'

family restaurants not a fast food joint

family style restaurant

ymca, dos tres amigos

Coral Gables type of restaurant, other stores like Chelsea or Holland

Locksmith Shop

Clothing &amp; shoes, restaurant such as Cracker Barrel, movie theaterh, etc.

Old time movie theater, offices with more jobs

no &quot;craft&quot; shop-art, pottery

fine dining

clothing

KFC Cinemax

dress shop, family restaurant

clothing, bakery, youth center or senior center

mexican food

small grocery store, decent sized outsidce patio bar

clothing

retail clothing store-median priced

more dining choices-small town hardware
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family chicken

family dining, good mexican restaurant

more clothing stores, more cheap restaurants, WALMART

los tres amigos (before we die)

movie theatre, appleby's (outside downtown area) Walmart!!

computer store

Bakery with pasties and dress store (ladies shop)

shoe repair

fine dining restaurant

nice restaurant that serves liquor - family friendly

Common Grill, Red Cedar Grill, Chocolate shop, Live and Movie Theater.
walmart, grocery, good restaurants

restaurant that is mid to up-scale that serves alcohol, decent food and stays open
past 8pm

computer shop, arcade, pool hall

nothing

Chicken restaurant, theatre

Pancake House, free pet care.

none

Restaurants - even chain restaurants

Bakery, Family or upper end restaurant, not a chain, capitalize on antique stores to
draw more people to downtown.

Movie theatre

Walmart

Where else, besides Downtown Mason, do you shop?

Response Response

Answer Options Frequency Count
Lansing 78.0% 270

East Lansing 55.5% 192
Jackson 24.3% 84
Williamston 13.9% 48
Charlotte 9.8% 34

Holt 32.4% 112
Other (please specify) 198

answered question

skipped question 43
Okemos Cedar Street stores, Meijer
Ann Arbor Okemos

okemos brighton howell Okemos

Okemos Okemos

Okemos Okemos

Okemos Okemos

Okemos Malls

howell, okemos Okemos
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Okemos

Okemos

Okemos

Okemos

Okemos

Okemos

Okemos

Okemos

Okemos

Okemos

Okemos

Leslie,

Okemos

Okemos

Grand Ledge Okemos

Old Town Lansing

Okemos

Okemos

Okemos, Dehlia

Mason Meijer

Okemos

Okemos

Okemos

Okemos

Okemos

Meijer

Okemos

Okemos

Okemos

Merdian Mall

Okemos

Okemos

Okemos Novi

Okemos

Meridan

Marguette

Okemos

Meijer

Okemos, Detroit, Hillsdale, Ann Arbor

Okemos Mall

Okemos

Okemos

Sav-a-lot, Meijer

Okemos

Okemos, Meridian Mall

Okemos

Okemos

Okemos

Okemos

Okemos

Meridian Mall/Eastwood Town Center

Okemos

Okemos

Okemos

Howell

Okemos

Okemos

Okemos

South Lansing Okemos

South Lansing

Okemos

Okemos

Okemos

Meridian Township

Grand Ledge, Okemos

Okemos

Leslie

Okemos

Okemos

Malls

Dewitt

Okemos

Okemos

Okemos

Meridian Township

Okemos

Okemos

Okemos

lkea

Okemos

Okemos

Meridian

Okemos

Okemos

Howell

Okemos

Okemos

Howell

Okemos

Okemos

Okemos

Okemos

Okemos

Ann Arbor Okemos

Lansing Mall, Meridian Mall, Frandor
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Okemos

Chelsea

Okemos

Delta Twp.

Okemos

Okemos

Okemos

Okemos Mall, Eastwood Town Center

Okemos, south lansing

Okemos

Okemos

Okemos

Okemos

Okemos

Okemos

mason area (Meyers-Cedar street)

Okemos

Okemos

Mason meijer

Okemos

Okemos

Okemos

delta twp, lansing twp

Okemos

Okemos

Okemos

Grand Ledge

Meridian Mall

Okemos

Okemos

Houghton Lake

Okemos

Okemos mall

Okemos

Hastings

Okemos

howell, Leslie

Okemos

Okemos

Okemos

Okemos

Jackson

Okemos

meijer

Okemos

Okemos

Okemos

meridian mall area

ann arbor

Mason meijer

novi

Okemos

Okemos

Okemos

meridian mall

Okemos mall

Okemos

Okemos

Okemos

Okemos

Okemos

Okemos

Okemos

Okemos mall

Okemos

Howell Chelsea

Okemos

Leslie

Okemos

Mason, Meijers, and Darrell's Mkt.

Okemos

Okemos

Okemos

Mall Okemos

Okemos

Delta Township

Okemos

Okemos

Okemos

online

Okemos

Okemos

Meijer

howell, brighton

Okemos

Grand Ledge, Okemos
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How far away from Downtown Mason do you live?

Answer Options

Response
Frequency

Response
Count

less than 1 Mile 53.0% 203
1-2 Miles 27.9% 107
3-5 Miles 14.9% 57
5-10 Miles 4.2%

answered question
skipped question

What mode of transportation do you usually use to get to Downtown Mason?

Response Response
Answer Options Frequency Count
Car 90.3% 345
Walk 34.0% 130
Bicycle 9.7% 37

Other (please specify)

answered question
skipped question

Bus Cata

Daughter drives me around
Cata Bus

Rollerblades

wheelchair

truck

run

truck

horse

bus

Truck

If you drive, where did you usually park?

. Ef;gf:ﬁfy Response Count
Answer Options
On-Street 67.4% 254
Public Lot 28.1% 106
Private Lot 4.5%

answered question
skipped question

Do you, or have you, had difficulty finding parking lots in Downtown Mason?

Response Response
Answer Options Frequency Count
Yes 36.3% 136
No 63.7% 239

answered question

skipped question

A.2
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If you answered ‘Yes’ to the above question please circle the reasons?

Response Response
Answer Options Frequency Count
Lack of Spaces Available 89.4% 126
Lack of Direction to Public Lots 18.4% 26
Public Lots are difficult to navigate 17.7% 25
answered question 141
skipped question 248

In your mind what is the single most important thing that should be
done to improve downtown Mason?

Response

Answer Options Count

e

answered question 276
skipped question 113

more businesses

more retail

New City Hall

We need a central attraction

More Restaurants And Shopping

Get stores open, whatever is there, just get rid of the dead space.
bring in stores and not offices

Build a quality FAMILY bar/grill. Non-smoke filled, non-fast food, non-pizza and non-Chinese - ie. normal
everyday American cuisine with a few beers on tap.

Keep the small town feel and atmosphere

more places to eat

Allow it to expand with more of a variety of merchants

remove the stupid round corners

Bring new shops and ding options to town

Maintaining small town and friendly atmosphere and all historically significant

landmarks.

More variety of stores

More variety - a theater, bakery

some independent shops that can keep going family restaurant
Unique shops

Do not allow big chain stores into Mason!

Keep any new store unique (not a chain)

Restaurant

Happy with Downtown, possibly a health food store or a non-chain restaurant in the
old firehouse

attract some restaurants

Remove the projections on the downtown corners.
More variety of retail &amp; food

Improve library - keeping it in town
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More focus on young families

Lower prices

Wal-mart would help. Then add some more restaurants

Maintaining the quality level of personalized service, like that you would receive at Ware's Pharmacy.
Friendly, knowledgeable, small-town service.

the curbs that stick out are a hazard when snow covered &amp; cars are hidden from
view in places

Mason is a wonderful town (very pretty)

restaurant

Downtown development out (Ingham Court Impr. waste of money)

promote outside of City

Renovate South side of square, lack of any real options for daily dining, new bars,
outside dining

A wal-mart, why was Burger King taken out, like to see a KFC; would like to see a Aldis, something should
be put on the dirt roads to keep dust down in summer.

make ownership of housing tax less

Nothing you can do

use of the current vacant building for city offices and /or Police station.

Restaurant like Red Cedar Grill, Common Grill

Make more parking available if possible like Downtown

Cleanliness and safety

Larger variety of shops - spring fling and fall fest are excellent, more fixed or low
income housing

Remodeling/beautifying residential apartments and facades.

variety of stores

Maybe more food choices as mentioned in survey. | think the enhance to the city needs improvement in
the highway parkway - flowers, trees, to look lovely

Small department store or get rid curbs sticking out

Save the shopping guide building!

Parking

bring in more retail stores, especially clothing stores

Family restaurant

Keep it clean, trash removal on sidewalks and streets

Keep up the present good looks

Keeping Mason clean and attractive and friendly

Get back to small town America and small town attitudes

Dining, clothing stores

more variety of stores

Offer more different type of shops

Quality restaurants

Keep businesses

Family restaurant

Nothing, | like the old style buildings and courthouse

More self promotion to draw more customers = more businesses and better businesses

Bring in retail and restaurants

Remove those ridiculous bump-outs at corners!

Eliminate angle parking on Jefferson

Affordable family restaurant, Bob Evans, Panera, Applebees, etc.
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Add lots more retail , less service types of business

Don't change i by commercialing it.

Restaurant that is affordable and you can get a beer and not full of smoke.

I trust the mayor of Mason in any decision that he makes. He listens to what the senior
citizens have to say.

Keep store fronts full and promote Mason outside the community - as in magazines for
events

Prohibit Walmart from coming to Mason!

Get rid of it's hillbilly image

Perhaps a family style restaurant with parking as needed may help support the other
businesses.

Store variety and add entertainment

Don't lose stores like Kean's

Movie theater - kids entertainment

Remove the sign at the corner so cars can turn on read and not cause backup.

Include all Mason Area Businesses in your Scope of Services. Work with other development organizations.
This survey is out of date.

Extend development on M-36 East

Specialty shop

Add restaurants

I like the music around courthouse...keep it “friendly”

I'd like to see a theater built in Mason.

More variety of shops

Develop retail that is family friendly

You can not turn right on a red light.

Build a sense of loyalty to buying local. People live here by choice, The need to work to
keep it this way.

More variety of shops (retail) and less offices

Stop trying to upscale; we need everyday quality goods at a reasonable price

Family restaurant and clothing store

Remove streetscape

increase # of stores; gift shops, restaurants &amp; improving the look of old fashioned
downtown

more retail and keep quaintness of buildings

Improve parking

Hours of stores

maintain quaint small town feel. Add picnic area

facade improvement; more stores

Variety of stores

more public parking

expand shopping / parking

Upscale destination restaurant

more retail

Increase variety of stores/adding restaurants

more stores

store variety and to include family restaurant

More restaurants &amp; family atmosphere - better hours

Increase the variety of restaurants to more reliably draw people downtown, in town
patronizing other businesses downtown
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add more food opportunities

Needs retail stores

Allow unrestricted development along cedar St - downtown Mason will never grow. Do not allow any
more "big box"; retailers, etc. into Mason specifically WalMart

turn lights at corners to allow flow

High end restaurant and entertainment

Parking

Upscale restaurant

Continue to promote family events and friendliness of the City.

Add a larger variety store and an upscale restaurant, then promote.

Place parking ramp behind police station 5 levels high

Change City Manager

Promotion

homegoods, unigue restoration shops - the old homes require special attention

I wish pizza - Hungry Howies had stayed downtown. Good comfort food, family restaurants, a good
hamburger/hot dog. Keep retail businesses in empty stores - or more antiques. Make Mason an antique
destination.

variety of shopping

Get all store fronts occupied; facade improvement

Support small businesses and help them grow. Movie theater and/or Community Center
would be a great addition to the town.

Having a variety of stores and restaurants to attract all.

Store Selection

No more antiques

Rather than an improvement, | think it's most important to concentrate on keeping current merchant
locations from closing. Obviously, improvements will help achieve that goal.

better promotion and advertising of downtown

More dining

Continue to keep buildings occupied

more stores and restaurants

more shops, restaurants

Family restaurant (clean-up all downtown store fronts, etc.)

Keep library downtown, enforce blight ordinance on Jefferson. Allow some Brownstone type condos to
be built in downtown vicinity. Continue facade improvement program.

The stores need to stand out and show what it is they are selling

Fill empty store fronts. Provide variety of services.

Streetscape made downtown more dangerous with narrow intersections and large
concrete corners

Bakery

Just keeping the building full - no vacancies

Perk it up and give it something someone else doesn't have.

Get rid of extensions on sidewalks into streets

Make it less expensive for businesses to begin

Fill store fronts if they become empty

Traffic flow is bad due to walkway end design.

more businesses, great restaurant, new library

safety (lights)

Keep the builds as they were years ago. The old look.
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Restaurants (steak and seafood)

Let it diversify...I like the variety of shops.

more handicapped parking

More stores - restaurants etc.

Must keep it clean, removal of trash, graffiti, and snow.

Maintain business

flow of traffic

promoting Mason, parking, and beautification

get rid of or greatly improve trashy housing

Parking Street maintenance

More variety

Promote the unique aspects and stores

Keep it small town - like it is. It is perfect.

all parking in downtown Mason should be public. It sends a negative message when private lots are
empty with the threat of towing. the library should be open before 11am on weekdays. Their hours are
ridiculous!

bookstore, variety store, up-scale restaurant

Build a community rec ctr. inside lights/basketball court, fitness center ie. like the MAC
in East Lansing.

more advertising about what is in the downtown area

Keeping snow away from walks of downtown (hauled out) so you get to the stores and
shops.

quality food

some of the buildings are in need of repair on Ash across from courthouse

parking for outsiders

activities for kids

Skywalks

public relations

take out streetscape (at corners where it sticks out)

filling vacant stores, plowing alleyways in winter

variety of stores, restaurant with wide price range

have done great job in last few years

More restoration, funding for existing structures that are vacant

more variety in shops (I would really like a bike shop)

library

clean-up all the ugly rental properties

more lighting, greenery, similar to New England downtown

solid maintenance, backsliding too risky (and a new library)

nonsmoking restaurant

keep character-try without DDA deep interference for competitiveness-to bring new and
unique business-for dining and shopping

Remove curb and bumper poles sticking out at intersections.

more reasonable priced products

Find businesses that compliment Keans to make Mason a destination for in/out of town
people.

get a focus that you can market and draw others to mason

need more variety in dining and shopping

Fill the empty stores.

police force expanded
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save money for tax payer

Heading in the right direction anything that would attract people to come visit and shop
and eat

Put in a family restaurant, improve parking.

a road between Okemos Rd and M-36 - more shopping-dining, clothing, variety

fill up the store fronts, restaurants

better parking areas for the library

theatre

furniture store and movie theatre

enforce property cleanup of adjacent residences

parking

more retail clearer directions to public parking lots

More active stores - not offices

fill up the empty buildings

Upper scale retail clothing store - include plus size

couple of nice family restaurants or upscale

more stores

get rid of curbs protruding into street

add more stores

bigger library

less empty buildings stores

make it so new stores will come in. special family events throughout the warm season,
also a winter carnival

increase parking

events, more, 4th July, music, it's not there yet. attractions. people will come if its
there. things to do.

more variety stores-nice restaurant-dress shop

bike path extended

more community activities, more retail stores

more flowers during summer. landscaping that is inviting

pet stores

family restaurant

good restaurant

more community activities

more variety of shops, restaurants and opportunity for businesses

get rid of angle parking

keep stores here

more parking

better place for senior citizens to meet

bring more business

upgrade storefronts on Ash St. south of courthouse and put in appealing shops like on
Jefferson or Maple.

variety of shops

parking

add seating and community space on courthouse lawn

replace mike's-we need a restaurant with a bar, not a bar with food-we have that.

continue and expand events like summer music events to promote downtown
businesses and draw community member together

Growth restraint
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Stores that sell sporting goods of all kinds

more restaurants

restaurant

more store-retail and restaurants (nice food), keep the current 'look' of buildings

take the bump outs off the streets a family restaurant

Diversify merchants with added quality - good restaurant

more stores and make them open in evening

remain unigue: promote antiques-no crafts

fine dining

better parking

not much-clothing store-a restaurant (American style)

more parking major restaurant

more retail outlets

add family affordable variety

get the old Bill Dunn Furniture building productive

keep businesses open later not everyone works 8 to 5

rent or sell vacant buildings

family dining

WALMART-Parking

better restaurants-restaurants that make their own food vs. frozen crap that's been
warmed up

coordinate facades, fewer pizza places, better curb appeal

special events, promote

public activities

attract business to empty buildings

addition of a true fine dining (destination) restaurant and a bakery

Enhance store frontage

more shops or a dining facility

Promotion of Independent retailers by forming an Independent Business Alliance

good quality upscale restaurant-olive garden, outback steakhouse

get stores/restaurants that younger people enjoy. Mason is filled with salons, craft
stores, and churches-seems like it is for older people

clean up the entire downtown and get rid of keans

nice just the way it is

Reopen Curves

Equality, attitudes of people of all races

Keep snow away from corners and businesses

Restaurants

Keep it easy for small business to thrive, preserve friendly small-town atmosphere. No Walmart, etc. and
chain stores. If necessary, outside of town. No more farmland gobbled up for development. That
destroys the small town feel.

Family activities
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How long have you lived in the Mason area?

Response Response

Answer Options Frequency Count
Less than one year 3.1% 12

One to four years 12.7% 49

More than four years but less than 10 years 16.1% 62

10 to 20 years 20.8% 80

More than 20 years 47.3% 182
answered question 385

skipped question

Do you have children of school age living at home with you?

answered question
skipped question

Response Response
Answer Options Frequency Count
Yes 29.6% 112
No 70.4% 266

Into which of the following categories does your age fit?

Response Response
Answer Options Frequency Count
20 years old but less than 30 years old 5.5% 21
30 years old but less than 45 years old 20.8% 80
45 years old but less than 62 years old 41.9% 161
62 years old and older 31.8% 122
Other (please specify) 1
answered question 384

skipped question

answered question

skipped question

april 2, 2009

Do you:

Response Response
Answer Options Frequency Count
Own your residence 89.4% 345
Rent your residence 10.6% 41

A.9



appendix

Do you:

Response Response
Frequency Count

Answer Options

Live in a single family home
Live in an apartment or duplex
answered question

skipped question

Into which of the following categories would you place the total income of you and your
family?

Response Response
Frequency Count
Less than $20,000 per year 8.5% 30
$20,001 - $35,000 per year 17.6% 62
$35,001 to 50,000 per year 15.3% 54
40,001 to $75,000 per year 26.3% 93
Over $75,000 per year. 32.3% 114
skipped question 36
Are you:

Response Response
Frequency Count

173

Answer Options
Male

Female
answered question

skipped question
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