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Ashland, Oregon: From Chautauqua to Shakespeare
The Chautauqua movement began in 1874 in
southwest New York in the town of Chautauqua as a
summer school for Sunday school teachers. Its scope
soon broadened to include a variety of educational
experiences for adults, bringing entertainers,
musicians, teachers, preachers, orators, and other
specialists to educate and entertain adults in a
beautiful setting. This movement spread across the
country, taking root in permanent locations in small
communities or as traveling Chautauquas conducted
in tents. The movement brought entertainment and
education to rural America – to those people who
had very little access to cultural enrichment in their
everyday lives.
Ashland, Oregon built their Chautauqua hall in 1893
as a large domed building that could house 1,000
people. The summertime event was very popular, and
the building was enlarged to accommodate 1,500
people in 1905, and again in 1917 to seat 5,000. The
grounds were improved and expanded over the years,
and it eventually became the first park in southern
Oregon – Lithia Park.
The Chautauqua movement faded in the 1920s
across the entire country. The advent of radio, the
automobile, movies, and other means of diversion
and communication gave the public other ways to
learn and be entertained. The Ashland Chautauqua
building fell into disuse, and by 1933, the dome had
to be torn down. The circular concrete walls and a
stage remained in place.

In 1931 an English teacher moved to Ashland to
teach at the Southern Oregon Normal School. He was
passionate about drama, and very disappointed that
the school had no theater program. He discovered,
though, that the remaining Chautauqua foundation
looked a lot like drawings of Shakespeare’s Globe
Theater. This comparison inspired him.
With the help of friends, students, and colleagues,
this teacher produced the First Annual Oregon
Shakespearean Festival July 2-4, 1935, using the
remains of the old Chautauqua building as a
foundation for their outdoor theater. They performed
Twelfth Night and The Merchant of Venice that first
year. The festival continued for the next five years,
but closed during WWII. In 1947, the festival was
revived. Attendance grew phenomenally during the
1960s, with many people being turned away. In 1970
another theater was built, the season expanded into
Spring and Fall, and other plays besides Shakespeare
were added. Another theater was built in 2002, and
the festival continues to be enormously popular and
successful.
Today, the Oregon Shakespearean Festival operates
eight months of the year, performing 11 plays in
rotating repertory in three theaters. Total attendance
in 2009 was 410,034, resulting in 89% capacity in all
three theaters. Patrons see an average of three shows,
making the total number of festival visitors 125,000.
The festival employs approximately 550 theater
professionals, and had an economic impact in the
region of $168,243,044 in 2008.
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Sample Ordinance for Sidewalk Dining within the Downtown Area
Only temporary structures are allowed in sidewalk
rights-of-way. The city should adopt an ordinance
permitting restaurants to operate sidewalk cafés in the
downtown district, thereby improving its downtown
dining ambience.
The following Sidewalk Café Guidelines stipulate
design standards, as well as rules and regulations
that apply to restaurants wanting to provide sidewalk
dining.
1. Space and Clearance
Sidewalk cafés are permitted only on sidewalks with
a minimum width of 10 feet from the property line
to the curb face. The area designated for the sidewalk
café shall be considered an extension of the franchise,
therefore the location of the sidewalk café must be
directly in front of the franchise. In the interest of
public safety, if a traffic lane occurs adjacent to the
sidewalk, a sidewalk café will be permitted only if the
minimum sidewalk width is 15 feet.
Sidewalk cafés must maintain a clear pedestrian path
of at least five feet at all times. On sidewalks with an
adjacent traffic lane, the clear pedestrian path must
be 10 feet wide. This clear area must be free of any
obstructions such as trees, parking meters, and utility
poles to allow adequate pedestrian passage. Sidewalk
cafés shall not interfere with any utilities or other
facilities such as telephone poles, fire hydrants, parking
meters, mailboxes, or signs located on the sidewalk
and in the public right-of-way.
Sidewalk cafés may not impinge on required clear
distances for maneuvering around entrances or

exits. The outdoor dining area must be accessible to
disabled patrons and employees. When a sidewalk
café is located at a street corner, vision clearance
requirements shall be in accordance with city
ordinance. These regulations may also apply if a
sidewalk café is adjacent to an alley or driveway.
2. Furniture and Other Elements
Tables, chairs, umbrellas, awnings, and any other
elements associated with a sidewalk café must be of
quality design, workmanship, and materials to ensure
the safety and convenience of patrons as well as to
enhance the visual and aesthetic character of the
streetscape and adjacent neighborhood. All sidewalk
café elements will be reviewed as part of the sidewalk
café permitting process.
Sidewalk café tables and chairs must be placed inside
the area designated for sidewalk dining only. Table
size should be kept to a minimum to avoid crowding.
Appropriate density of tables and chairs will be
reviewed. Permanent structures are not permitted
in sidewalk cafés. Elements cannot be attached
permanently to sidewalks or public rights-of-way.
The permit holder is responsible for the restoration of
the sidewalk or public right-of-way if any damage is
caused by the sidewalk café.
Temporary physical barricades to separate sidewalk
cafés from pedestrian traffic are allowed if they are
constructed of finished quality materials including
wrought iron chains, rope stanchions, picket fencing,
planters, etc. Physical barriers are required if liquor is
sold at a sidewalk café. No signs shall be placed on

barricades. Paper products for the consumption of
food or beverages are not permitted.
3. Overhead Structures
Umbrellas and other temporary overhead structures
are subject to approval during the sidewalk café
permitting process. No portion of any umbrella shall
be less than seven feet above the sidewalk. Umbrellas
and overhead structures cannot interfere with street
trees, must be weather resistant, and designed to be
secure during windy conditions.
Awnings, either permanent or temporary, are subject
to approval during the sidewalk café permitting
process. Awnings shall have no support posts located
within the public right-of-way, and no portion of
an awning shall be less than eight feet above the
sidewalk.
4. Signage
Menus are restricted to a maximum size of 9x12
inches. A sign must be posted in a visible location
at every sidewalk café that states: “It is unlawful to
consume alcoholic beverages not purchased at the
permit holder’s establishment or sidewalk café or to
remove alcoholic beverages from the sidewalk café.”
5. Lighting
Lighting for sidewalk cafés is subject to approval
during the sidewalk café permitting process. Lighting
must complement the existing building and
sidewalk café design and shall not cause a glare to
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Sample Ordinance for Sidewalk Dining (cont.)
passing pedestrians or vehicles. Electrical wires are
not permitted within the sidewalk café. Acceptable
tabletop lighting includes candles and low-wattage
battery-operated fixtures. Additional lighting may
be attached to the adjacent franchise provided that
approval is obtained from the city.
6. Outdoor Heaters, Fans and Coolers
Outdoor heaters, fans and coolers for sidewalk cafés
are subject to approval during the sidewalk café
permitting process.
7. Vending Machines, Carts
Vending machines, carts, or other objects for sale are
prohibited.
8. Service and Use
All services provided to sidewalk café patrons as well
as all patron activity (waiting, sitting, dining, etc.) must
occur within the designated sidewalk café area and
not impinge on pedestrian traffic at any time. No
alcoholic beverages may be stored or mixed in the
sidewalk café. Equipment necessary for dispensing
any other items is subject to review during the
sidewalk café permitting process. The franchise must
provide supervision of the sidewalk café to ensure
that operations and the conduct of patrons are in
compliance with this document at all times.
9. Insurance Requirements
Every sidewalk café permit holder must furnish a
certificate of insurance proving commercial insurance
134
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coverage of at least $1,000,000 for bodily injury, death,
disability, and property damage liability. The policy
shall provide for 30 days’ prior written notice to the
city if coverage is substantially changed, cancelled, or
not renewed. The city shall be named as an additional
insured on a primary, noncontributory basis for any
liability arising directly or indirectly from the operation
of a sidewalk café. The permit holder shall indemnify,
defend, and hold the city harmless from any loss that
results directly or indirectly from the permit issuance or
operation of the sidewalk café. If alcoholic beverages
are served at the sidewalk café, the permit holder
shall provide proof of liquor liability insurance for the
sidewalk café with limits not less than $1,000,000 in
such type as shall be acceptable to the city.
Each permit holder shall maintain the insurance
coverage required during the permit period. The
certificate(s) of insurance shall be presented to
the zoning administrator prior to the issuance of a
permit. Failure of the permit holder to maintain the
insurance required by this document shall result in the
revocation of the sidewalk café permit.
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Sidewalk cafe - Rules and Regulations
1. A sidewalk café permit is valid for one year from
the date of issuance.
2. Sidewalk cafés shall not operate earlier than 7:00
a.m. or later than 11:00 p.m. unless the hours of
the franchise are more restricted, in which case
the more restrictive hours apply.
3. All sidewalk café employees must comply with
all requirements and standards for a retail food
establishment.
a) Patrons must wear shoes and shirts at all
times.
b) All sidewalk cafés must have an opening for
ingress and egress at all times.
c) At all times, sidewalk cafés must adhere to
size, design, and other requirements approved
by the city.
d) Strict adherence to hours of operation,
approved layout, and clear space for
pedestrians is mandatory.
4. All areas within and surrounding a sidewalk
café must be maintained in a clean, neat, and
sanitary condition and policed routinely by permit
holder to ensure removal of all wrappings, litter,
and debris. Daily sanitary cleaning is required.
Sidewalks within and adjacent to a sidewalk café
must be washed down on a daily basis. The permit
holder shall not wash garbage cans or other
containers on the sidewalks. All cleaning must be
performed in accordance with city regulations.
5. Sidewalk cafés are prohibited from playing

amplified music, whether live or recorded. No
speakers, microphones, televisions, or other audio
or video devices are permitted.
6. The operation of the sidewalk café must be clearly
incidental to the associated franchise. The seating
capacity of the sidewalk café cannot exceed 50
percent of the establishment’s interior seating
capacity.
7. Sidewalk café tables, chairs, and other elements
must be removed immediately after the close
of daily operations. Stacking or storing of tables,
chairs, heaters, or any other element in the public
right-of-way is prohibited.
8. City code enforcement officers will monitor
sidewalk cafés after permits have been issued
and cafés are in operation. Any violations of
the provisions of these rules and regulations, or
any deviation from approved plans will result
in citations being issued and/or permit being
revoked.
9. Any permit holder, or his or her employees, who
violate or resist enforcement of any provisions
of this document may be subject to immediate
permit revocation by the city and subject to a
fine provided that each day that such violation
continues shall be deemed a separate and
distinct offense. The fines shall be in addition to
any expenses incurred for restoration or repair
of the public right-of-way, which shall be the
responsibility of the permit holder.

current city business license.
11. Permit holders shall be required to abide by all
federal, state, and local laws.
12. If a permit is issued, the permit holder is required
to pay an annual rental fee in the form of certified
funds in the amount of $__________ per square
foot.

Permit
In order to receive a permit for a sidewalk café on a
public right-of-way, the applicant must demonstrate
that the provisions of these guidelines will be met.
Documentation demonstrating compliance with
these guidelines must accompany the application
in order to receive a permit. A sidewalk café permit
will not be issued until the zoning administrator and
fire marshal have conducted a site inspection of
the proposed sidewalk café and all elements to be
placed therein to ensure that the sidewalk café is in
compliance. The city will send an invoice to renew
the sidewalk café permit annually. If the permit is
not renewed or does not conform to the original
conditions of the permit, a new permit may be
required.

10. Permit holders shall be required to maintain a
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Sidewalk Café Application Form
Name of Franchise _________________________________________________________
Address _________________________________________________________________
Owner/Proprietor _________________________________________________________
Owner/Proprietor Address __________________________________________________
Owner/Proprietor Phone _____________________ Mobile ________________________
Anticipated period of use each year ___________________________________________
Proposed hours of operation ________________________________________________
Total area of public right-of-way to be used for sidewalk café (in square feet)___________
Will liquor be sold or consumed in the sidewalk café? ____ Yes ____ No
Application must include both a site plan and seating plan with the following information:

SITE PLAN 				

SEATING PLAN

____ 3 copies (8.5x11) 			

____ 3copies (8.5x11)

____ Legible 				

____ Legible

____ Scale 				

____ Scale

____ North arrow 				

____ North arrow

____ Name, address of franchise
____Width of sidewalk adjacent to café
____ Name of adjoining streets, alley
____ Size of area proposed for café
____ Width of sidewalk adjacent to café
____ Shows building entries and exits
____ Location of existing improvements
____ Location, number of tables and chairs (utility poles, parking meters, etc.)
____ Location and dimensions of sidewalk area proposed for café and sidewalk width remaining for public access (min. 5 feet)
____ Location and dimensions of any proposed improvements associated with sidewalk café (awnings, planters, barricades, etc.)
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Street performers - ordinance
Street Performers Ordinance
The city should encourage such performances, while
at the same time recognizing that they draw crowds
that may create safety problems. An ordinance
should be adopted by the city that stipulates rules
and regulations governing street performance, so the
safety of performers, their audiences, and the general
public is ensured. All street performers should be
required to obtain a permit. Street performers add
a cosmopolitan flair to a community and entertain
residents and visitors alike. The following Street
Performer Guidelines stipulate rules and regulations
governing this activity. This is a compilation of
documents from several cities that recognize the
value of street performance. A sample application is
included at the end of the guidelines.

Street Performer Guidelines
No person shall perform in a public area without
a permit from the city. The permit must include
the name and address of the performer, term of
the permit, and the type and location(s) of the
performance. A performer shall clearly display his or
her permit while performing and allow inspection
of the permit by any city official or police officer. All
performances must comply with this document,
state and local laws, and conditions of the permit.
Permits are not transferable and each member of a
group who perform together is required to obtain an
individual permit.
Every person wanting to engage in street
performance is required to make a written application

for a Street Performer Permit from the city clerk
accompanied by a fee established by the city. The
application form requires the following information:
•

Applicant’s name, address, and phone number.

•

Birth date of applicant.

•

Applicant’s driver’s license or personal
identification number.

•

A description of the subject matter and method of
performance.

•

The period for which the permit applies.

•

The location of areas in which the performance
will be conducted.

•

A statement as to whether the applicant has ever
been convicted of a felony.

•

A 2x2 inch color photo of the applicant’s head and
shoulders.

•

A signed permission slip from the property owner,
if performance is to occur on private property.

Rules & Regulations
Location:
Performances may take place in the following
locations:
a) On private property, with the written permission
of the owner or other person in control of such
property.

Time:
Hours during which performances may occur are
determined by the city.
Contributions:
Performers may accept, but not verbally solicit,
contributions from audience members.
Prohibitions:
No performer shall:
a) Perform without first obtaining a permit issued by
the city.
b) Perform outside areas indicated on the map that
accompanies this document or off the private
property for which the performer has obtained
written permission.
c) Perform within 10 feet of any bus stop, street
corner, pedestrian crosswalk, or the entrance to
any business (during hours the business is open to
the public).
d) Block or obstruct the free and safe movement
of pedestrians. If a sufficient crowd gathers to
observe a performer and interferes with public
passage, a city police officer may disperse that
portion of the crowd that is blocking passage.
e) Use any knife, sword, axe, saw, torch, flame, or
other object that can cause serious bodily injury;
any amplification device; any generator, battery,
or power source that poses a fire or public safety

b) In public areas designated by the city.
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Street performers - ordinance (cont.)
hazard; any electrical connection to an adjacent
building or city power source.
f ) Leave litter at his or her performance site.
g) Utilize or prevent the public from using any
public benches, waste receptacles, or other street
furnishings during his or her performance.
h) Place any object on a public sidewalk that leaves
less than a five-foot passage for pedestrian traffic.
i)

Place his or her instruments, props, equipment, or
other items unattended on a public sidewalk or
right-of-way.

j)

Offer any items for sale. Performers who wish to
sell items must first obtain a city peddler’s license.

k) Display any sign other than the name of the
performer(s) and the Street Performer Permit.
l)

Include a minor under the age of 16 in the
performance unless accompanied at all times by a
responsible adult 18 years of age or older.

Revocation Of Permit:
A Street Performer Permit may be revoked by the city
if the city clerk has reason to believe that a performer
has:
a) Violated any provisions of this document or any
city or state laws.
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b) Made a false statement in the application.
c) Conducted a performance adverse to public
safety or prevailing community standards of
public decency.
Complaints And Appeals:
If a written complaint is filed with the city alleging
that a performer has violated any provisions of this
document, the city clerk shall promptly send a copy of
the written complaint to the performer, together with
a notice that an investigation will be made regarding
the truthfulness of the complaint. The performer
will be invited to respond to the complaint, present
evidence in his or her behalf, and respond to evidence
produced by the investigation. If, after reviewing all
relevant material, the city clerk finds the complaint to
be valid, the complaint shall be certified.
If a permit is denied or revoked by the city clerk, or if a
written complaint is certified, the permit holder may
appeal to a hearing before the city manager. After
presentation by the permit holder and investigation
by the city clerk, the city manager shall make a final
written determination. If the city manager decides
in favor of the city clerk, the action of the city clerk
will be sustained and the applicant may appeal the
decision to a court of jurisdiction.

Supplemental Information

Street Performance Application
Name of Applicant _______________________________________________________________
Address ________________________________________________________________________
Phone _________________________________________________________________________
Birth date _______________________________________________________________________
Driver’s License or ID Number _______________________________________________________
Proposed hours of performance _____________________________________________________
Proposed location(s) of performance _________________________________________________
(note: written permission of property owner required if on private property)
Describe the subject matter and method of performance _________________________________
_______________________________________________________________________________
_______________________________________________________________________________
Have you ever been convicted of a felony? _______ Yes ________ No
Applicant must include the following:
______ 2x2 inch color photo of head and shoulders
______ Driver’s license or other photo ID
______ Written permission of property owner if performing on private property

El Dorado, Arkansas - June 2011

139

Supplemental Information

Downtown Sign Review Board
Peer-driven Retail Sign Ordinance
A downtown district is an economic asset. Signage
consistency will help maintain the value of this asset.
Following is a recommended framework for the
establishment of Sign Review Board. The Mayor will
appoint the Sign Review Board, with confirmation
by the Board of Supervisors. It will consist of five
voting members and one ex officio member. Voting
members will be two commercial property owners
and three representatives of commercial tenants from
within the district. The Ex officio member will be a City
Planner.
Voting members will be appointed for a term of three
years with the terms of initial appointment as follows:
One commercial property owner appointed for two
years and one commercial property owner appointed
for three years. One commercial tenant representative
appointed for one year, one commercial tenant
representative appointed for two years, and one
commercial tenant representative appointed for
three years. Thereafter, all appointments shall be for
a term of three years. Any person appointed to fill
an unexpired term shall serve for the remainder of
that term. The board shall elect a chairman and other
officers it deems necessary. Each officer’s term will be
for one year. A City Planner shall serve as executive
secretary of the Board and be responsible for all
records, keeping minutes, and providing public notice
of meetings and sign permit applications. The City
shall provide the Board with necessary administrative
support and expense budget to perform its functions.
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The Mayor, with the concurrence of a majority of
the Board of Supervisors shall have the authority to
remove, replace or terminate any Board members.
Meeting times shall be established by the Board of
Supervisors with the provision that special meetings
may be scheduled to accommodate workload or
ensure that the cost to applicants and the City are as
low as possible.
The Sign Review Board reviews the following:
1. Changes required for compliance of existing signs
2. Alternations to previously approved signs
3. Design and installation of new signs
4. Allegations concerning signs in violation of the
design standards
For items 1, 2, or 3, after the pre-application process is
completed, members of the Board will perform initial
review of a sign permit application.
If a majority of Board members finds that the
proposed sign is consistent with the design standards,
no further review by the Board is necessary. The
City Planner shall issue a written administrative
decision within ten days of receipt of the Board’s
recommended findings and conclusions. This decision
shall incorporate any Board recommendations,
except for any condition that is contrary to law or the
applicable design standards. Any aggrieved party to
the City Planner’s decision may appeal. For item 4,
any person or entity alleging that a sign within the
Main Street district does not comply with the design
standards can submit a complaint form. The sign

owner will be notified of the complaint and if the sign
is not removed, the Board will render a determination.
Suggested Design Guidelines
Permissible Sign Types
1. Wall signs
a.	 Wall signs may be located near the primary
entrance of a retail storefront as a secondary
identity, menu board or thematic message or
tag line.
b. They should be well integrated with the
existing or proposed building architectural
features.
c. The size and form must follow the guidelines
illustrated in Figure 1.1
2. Projecting Signs
a. Projecting signs may hang from a canopy
frame or incorporated with an ornamental
metal bracket secured to a storefront wall.
b. The size and form must follow the guidelines
illustrated in Figure 2.1
3. Sandwich Boards
a. Double sided sandwich may be located
directly in front of a storefront, within 10 feet
of the primary storefront entrance.	
b. They may include a branded logo, theme
graphics, tag line, products/services list and
menu items (for restaurants and foodservice
retailers).
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c. They may not project more than 42” from the
storefront into the sidewalk or more than 42”
from the street curb into the sidewalk.

4. Live potted around the base of a sign is
recommended to enhance the sign and the
image of the business.

d. The size and form follow the guidelines
illustrated in figure 3.1

Colors

4. Window Signs
a. Window signs may be applied directly to the
inside surface of a window as a vinyl or screen
printed application.

2. Application Fee
3. Sketch or photograph of sign (3 copies)
4. Paint chips or color rendering of proposed colors

1. Signs should employ materials, colors and typefaces
that complement the primary architectural style
of the building.

5. Description of sign construction
6. Description of type of attachment, if not free
standing

2. Signs utilizing light-colored letters against a dark
background are encouraged.

7. Description of sign materials

c. Hours of operation, and credit card logos may
be placed directly to the inside surface of a
glass entrance door.

D. Illumination. Directly illuminated signage should
be from a series of gooseneck or similar extended
arm fixtures, which direct light to the façade and
are compatible with the design of the building.

9.	 If projecting over public right-of-way, signed and
recorded Restrictive Covenant, Agreement, and
Right of Way Use Permit

d. The size and placement must follow the
guidelines illustrated in figures below and
next page.

Form Guidelines

b. It may include a branded logo, thematic
message or tag line.

Materials
1. Durable, high quality materials should be
employed, compatible with the design and
materials of the building.

1. (Scaled drawings of various suggested sign forms
go here).
2. (Sample photographs of existing desirable signs).
(SEE ADD FIGURES 1.1 to 4.1 on next page)

8. Letter from property owner giving permission for
installation and detailing square footage allotment

10. SITE PLAN (scale 20’ = 1”, minimum size 8 1/2 x 11)
Indicate the following
a. Proposed sign locations
b. Property lines, streets, north arrow
c. Lineal footage of building façade containing a
public entrance
d. Indication that the sign does not create a
sight obstruction

2. Carved or dimensional wood signs are strongly
recommended

Sign Design Approval and Permit Application Form
Checklist

3. Plastic materials may be employed if used in
combination with higher quality materials, or as
part of individual internally lit letters or symbols.

Site Address: ________________________________
Applicant:
1. Completed Sign Permit Application

Reviewer:
1. Existing easements
2. Total square footage of ALL SIGNS on the property
3. Location of existing buildings, structures and all
existing signs
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Downtown Sign Review Board (Cont.)
4. Building signs: show that signs do not extend
higher than allowed
5. Building signs: calculate and indicate sign-face area
6. Blade signs: calculate size and extension from
building
7. Free-standing signs: required plans for groundsupported signs
8. Free-standing signs: distances from the proposed
sign(s) to property lines and buildings on the site
9. Free-standing signs: foundation plan
10. Pole signs: measurement from grade to all
portions of sign for vehicle clearance
11. Hanging or Projecting signs: distance from curb
12. Hanging or Projecting signs: measure from grade
to all portions of the sign
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Free Downtown Wireless
Free Wi-Fi is becoming increasingly common in cities
across the country. Cities wanting to bring more
business to their downtown areas are finding that
offering free Wi-Fi can be an excellent way to add
value.
There are two basic models that cities are following.
One model involves the city buying, setting up, and
maintaining the wireless network and providing
the service to a blanket area for free. Anyone in
the vicinity can pick up the signal and use the free
internet access, whether they are on a park bench, in
a coffee shop, or sometimes even at home, if they live
in the hot spot area.
In this model, the city owns and operates the system,
and pays for the equipment and monthly internet
access fees. Many cities are utilizing a portal site,
which loads automatically when a user hooks up to
the network. This site is where the user logs on to
the system, and can also find information about the
network, troubleshooting tips, etc. Some cities, like
Long Beach, CA, are using this site to sell advertising
to local businesses, helping to offset the monthly
costs of the Wi-Fi system.
Another model involves the city, or a non-profit
corporation as in the case of Austin, TX, coordinating
and managing the network, while individual venues
pay for their own equipment and monthly fees. In
this model, the city does not own the entire network
per se, but acts as a centralized channel to promote
and coordinate the city’s free Wi-Fi system.
Austin, TX is a great example of a city that is using WiFi very successfully.

Austin Wireless, Inc. is a non-profit corporation set
up to improve the quality and availability of free
public Wi-Fi in Austin and the surrounding areas.
They promote the managed network, coordinate the
installation of hot spots, monitor the network, and
coordinate support to the venues and users.
The venues, such as restaurants, coffee shops, etc. pay
for installation of the necessary equipment and pay
a monthly fee for broadband access. They in turn,
provide Wi-Fi free to their customers. The cost for
equipment and installation is around $385 and they
pay less than $30 per month for the internet access.
Some businesses are eligible for free installation
from volunteers on weekends and companies that
demonstrate financial need may be eligible for
equipment donations.

hours represent about $500,000 of revenue pumped
into businesses providing free Wi-Fi.
Spokane, WA is an example of a city using the first
model; the city set up a wireless network over a 100
block area, creating a hot zone where any user can log
into the network for free. They provide up to 2 hours
per day for free and subscription plans are planned
for users who want more time on a regular basis. The
system in Spokane cost approximately $75,000 to
install in 2004.
Adding Wi-Fi, using the model that is appropriate for
the location, can be a great way to add value for locals
and visitors alike. Internet usage continues to grow
and people appreciate easy access to their email, the
Internet, etc. Offering free internet access is a way to
make your downtown more appealing.

They currently have 70,000 registered users who
combine for 20,000 connections
per month. They consider their
model to be extremely successful,
calling it “economy-proof, politicsproof and hype-proof”.
They have found that since starting
the Wi-Fi program in downtown
Austin, business at cafes and
restaurants has been boosted
during off-peak hours, the time
when these businesses want to
increase their customers. If one
hour of usage roughly translates
into a cup of coffee, bagel, beer or
sandwich, then in 2004 the 115,463
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From hot spots to hot zones, Wi-Fi is spreading
Spokane, Wash., Rio Rancho, N.M., and Cook County,
Ill., are pushing wide-area Wi-Fi
Bob Brewin
Reprint from Computerworld
June 24, 2004 (Computerworld) Wi-Fi hot spots
are starting to morph into Wi-Fi hot zones as
local governments around the country adapt the
technology to provide broadband service for mobile
police and fire units, as well as wireless public Internet
access over wide areas. Hot zones can now offer
access in areas ranging from downtown cores to
networks that blanket hundreds of square miles in a
city or county.
Just yesterday, Spokane, Wash., turned on a Wi-Fi
network designed to provide Internet access -- as
well as broadband service to public safety units -- in a
100-block area of downtown.
And the city of Rio Rancho, N.M., located 22 miles
north of Albuquerque, plans to turn on the first
phase of a dual-use public safety and Internet access
network on Saturday. Once complete, it will eventually
cover 103 square miles. Besides providing needed
service, officials in both Spokane and Rio Rancho view
their Wi-Fi networks as key economic development
tools at a time in which high-speed Internet access is
considered a must for most businesses.
Cook County, Ill., which includes the city of Chicago,
received funding and authorization last week for the
first phase of a massive Wi-Fi-based public safety
network that will eventually cover all 940 square miles
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of the county. It will provide mobile data service at
speeds up to 54Mbit/sec. to public safety users in
Chicago and 128 other towns and cities. These three
local government entities envision using a number of
methods to provide the Wi-Fi access, including mesh
networks, high-gain antennas or a combination of tall
towers and an extensive fiber-optic backbone.
The goal is to turn Wi-Fi, a technology designed for
short-range communications of between 100 and 300
feet, into the building blocks of metropolitan-area or
wide-area networks. J
oel Hobson, network services manager for the city
of Spokane, said the downtown hot zone there is a
mile long and a third of a mile wide and is covered
by five 802.11b Wi-Fi base stations and high-gain
antennas from San Francisco-based Vivato Inc. Vivato’s
research and development division is located in
Spokane. Hobson said the Vivato antennas, which
used phased-array technology to electronically
“steer” narrow beams to individual users, have a
range of four miles. Public safety users access the
network through a VPN connection, and Spokane has
equipped roughly 50 vehicles, primarily fire trucks
with rugged mobile computers from locally based
Itronix Corp., to access the network, Hobson said.
Spokane eventually wants to equip between 1,000
and 1,250 police, fire and emergency services vehicles
with Itronix computers. Spokane also hopes to
eventually extend the Wi-Fi hot zone citywide, he said,
although there is no time frame for doing so. When
public safety vehicles roam out of the Wi-Fi hot zone
they automatically switch to a cellular data network
using iCare mobility software from Itronix, which is

based on the company’s mobile network roaming
software. Backhaul from the Vivato base stations
is provided by a local Internet service provider,
OneEightyNetworks, which has fiber-optic networks
running at speeds ranging from 155Mbit/sec. to
2.4Gbit/sec., Hobson said. Robin Toth, Spokane’s
economic development project manager, said users
will receive free wireless Internet access for two hours
per day. By the fourth quarter of the year, broadband
provider OneEightyNetworks will make additional
hours of Wi-Fi access available through purchase of
a day pass or a monthly subscription. Toth said the
hot zone is seen as an economic development tool
to attract businesses seeking cities with a robust
telecommunications infrastructure. The hot zone,
which cost $50,000 to $75,000 to develop and deploy,
has already started to pay off in terms of publicity,
which attracts business, Toth said. The city of Rio
Rancho, which is home to an Intel Corp. chip plant,
also views its planned 103-square-mile hot zone
as an economic development tool, according to
City Manager Jim Palenick. Rio Rancho wants to be
known as a city with “cutting-edge technology” to
lure new businesses, including high-tech film and
television postproduction studios seeking state of
New Mexico funding and tax incentives for movies
and TV programs, he said. The dual-use network is
also designed to support public safety users, schools
and hospitals, Palenick said. Lisa Schimmel, Rio
Rancho’s IT manager, said the city is still developing its
plans for the network, which won’t be fully deployed
until December. She expects that mobile police
units as well as code enforcement officers will be
able to access the network using rugged notebook
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computers equipped with Wi-Fi cards. Intel helped
Rio Rancho evaluate bidders for the dual-use network,
Palenick said, and last month the city tapped Usurf
America Inc. in Colorado Springs to build it. Ken
Upcraft, Usurf’s president, said his company intends
to blanket the city with a mesh Wi-Fi network that
provides service under the 802.11a/b/g standards.
The 802.11a standard provides 54Mbit/sec. in the
5-GHz band; 802.11b offers 11Mbit/sec. in the 2.4GHz band; and 802.11g offers 54Mbit/sec. in the
2.4-GHz band. Usurf intends to install about 600
of its own design 802.11a/b/g access points in Rio
Rancho, with a wireless backhaul based on the 802.16
standard between major mesh nodes, Upcraft said.
In a mesh network, the access points communicate
with each other in a “multihop” sequence, with the
wired backhaul at the edge of the mesh network or
subnetwork. The wireless backhaul will terminate
at a wired DS-3 (43Mbit/sec.) connection to the
Internet, Upcraft said. Communications for city
agencies will be handled over a firewalled network
with 128-bit encryption, Upcraft said. Usurf has
a tiered pricing structure in Rio Rancho for public
access that is competitive with DSL or cable modem
service, Upcraft said. Rates start at $29.95 a month
for 256Kbit/sec. service and go up to $49.95 a month
for 1Mbit/sec. service. As for Cook County, it has
ambitious plans to use Wi-Fi hot spots as the basis of
a public safety network that will eventually support
mobile users over 940 square miles, according to
Katherine Maras O’Leary, the county’s CIO. O’Leary
said she received $12.1 million in funding this month
for the network infrastructure, which will include
about 150 802.11b/g access points, which should

provide 95% coverage for mobile units operating in
the county. Dudley Donelson, the county’s deputy
director for IT, said Cook County expects to boost
the range of the Wi-Fi access points by mounting
them on 200-ft.-tall towers owned by the county. This
height should provide a 3-mile range for the access
points, Donelson said. Backhaul from each access
point would be provided by a countywide fiber-optic
network, which operates at data rates as high as
2.4Mbit/sec. Cook County has already equipped 80
police tactical squad vehicles with rugged computers
hooked up to Cisco Systems Inc. 3200 Series mobile
routers. Besides supporting Wi-Fi connections, these
routers also have plug-in cards that can communicate
with cellular or satellite networks, ensuring they can
always communicate if they get out of range of a WiFi tower, Donelson said. O’Leary said she expects that
2,000 mobile public safety vehicles in Cook Country
will eventually be able to access the Wi-Fi network.
Donelson said all of the Wi-Fi access points should be
installed by next year.
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Public Market Case Histories
History
Farmers markets (or public markets) are recurrent
markets held at fixed locations where farmers
sell their agricultural products, such as fruits,
vegetables, meat, poultry, eggs, and dairy products.
Local produce tends to be the dominant product,
especially during the height of a region’s growing
season. The United States Department of Agriculture
(USDA) estimated that in the year 2000, Americans
spent more than $888 million at farmers’ markets,
which is only a fraction of the roughly $800 billion
spent on total food and beverage purchases.
The number of farmers’ markets across the country
has grown dramatically in the past thirty years. In the
mid-seventies, there were fewer than 300 markets in
the United States. And in just 15 years, from 1994 to
mid-2009, the number of markets nearly tripled from
1,755 to 5,274, with approximately 1 million people
visiting them each week.
Direct marketing of farm products through farmers
markets has become an increasingly important
sales outlet for agricultural producers nationwide,
and the popularity of farmers markets continues to
grow. More and more, consumers are interested in
understanding where their food comes from, and
the attraction of interacting directly with the farmers
and producers adds to the appeal. The Dane County
Farmers’ Market in Madison, Wisconsin was first in the
nation to have a web site advertising the market. See:
www.dcfm.org.
Sources:
Barriers to Using Urban Farmers’ Markets: An
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Investigation of Food Stamp Clients’ Perceptions,
Christine Grace, Thomas Grace; Nancy Becker MS, RD,
LD; Judy Lyden, MBA, RD, LDN, CDE, Funded by Kaiser
Foundation, October 2005

Facility:
•

Direct Marketing, Katherine L. Adam, Radhika
Balasubrahmanyam and Holly Born; Fayetteville, AR
National Sustainable Agriculture Information Service
Publication; page(s) 36; 1999; National; Reports and
Studies

Permanent; the market is housed in a beautiful
120 year-old red brick building that is owned
by the city. In 2009 nearly $7 million dollars was
raised to restore, modernize and enhance the
marketplace structure and the renovations began
in March 2010.

Vendors:
•

Research Case Samples
Lancaster Central Farmers Market, Lancaster, PA

65 miscellaneous vendors (farm produce, flowers,
garden ware, meats, poultry, fish, breads, specialty
cheeses, dairy, coffees, teas, specialty groceries,
crafts, collectibles, home décor, ethnic foods,
soups, sandwiches, salads, pastries, ice creams,
chocolates, candies and snacks).

•

Age: 280 years

•

Known as the country’s oldest continuously
operating farmers’ market.

Entertainment:

•

In 1730, when Andrew and James Hamilton laid
out the town of Lancaster, they designated a 120foot square lot in the center of town to be a public
market.

Management:

Hours:
•

Year-round

•

Tuesdays & Fridays 6-4; Saturdays 6-2

Website:
•

www.centralmarketlancaster.com

•

www.centralmarketcampaign.org - Campaign
to fund marketplace remodel (includes: case for
support, reasons to give, budget, report, etc.)

•

Lancaster Central Market Facebook

•

Seasonal entertainment

•

The market is managed by the Central Market
Trust, a non-profit 501(c)3 organization.

•

The Trust is composed of eleven community
volunteers and the Market Manager, who is
charged with the day-to-day and long-range
management of the market.

Awards:
•

In 1995 the market was designated one of the
“Great Public Places” in America by the American
Planning Association.
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Special Events:

•

• Breakfast
Specialties:
•

Regional food specialties include Pennsylvania
Dutch sausage, scrapple (a breakfast meat of
pork scraps and cornmeal), and headcheese
(like scrapple, an acquired taste). Also preserves,
including chowchow (pickled vegetables in a
spicy mustard sauce), and bread and butter.

•

•

Davis Farmers Market, Davis, CA
Age: 34 years

The DFM is now among the largest farmers’
markets in California, with an average of 85
vendors every Saturday.
Over the course of the year, 180 different vendors
attend the market. While many of the vendors are
still local, others come from all across Northern
California, and even as far away as Oxnard and
Santa Maria in Southern California.
Everything sold in the market is either grown by
or made by the seller. You will find a wide range of
fruits and vegetables, including certified organic
produce, as well as fresh baked goods, flowers and
plants.

Hours:

Entertainment:

•

Year-round (rain or shine)

•

•

Wednesdays 2-6 (Fall/Winter) or 2-8:30 (Spring/
Summer); Saturdays 8-1

Website:
•

www.davisfarmersmarket.org

Facility:
•

•

Temporary; The DFM still operates in its original
Central Park location, but many improvements
have been made to the park, enhancing the
environment of the market.
In 1984, a covered structure was built by the city
of Davis, which now houses a large portion of
the market’s vendors, and makes year around
operation more viable.

Live music, cooking demonstrations, magicians,
jugglers, pedal-powered carousel, pony rides,
bounce houses, face painting and portable
climbing wall (during “Picnic In the Park” evenings
– Spring/Summer).

Management:
•

The market is governed by the Davis Farmers’
Market Association, a non-profit organization,
through an 11 member Board of Directors
consisting of eight farmer-vendors, one nonagricultural vendor, and two community
representatives.

Awards:
•

Voted America’s Favorite Large Farmers Market
in August 2009 by American Farmland Trust, the
award is the culmination of AFT’s summer-long,
nationwide “America’s Favorite Farmers Markets”
contest.

•

The market is often featured in national magazines
and was voted “Best Place to Take an Out-ofTowner in Yolo County!” by The Davis Enterprise’s
2009 Readers’ Poll.

•

Sacramento’s Sactown Magazine included the
Davis Farmers Market in its “Best of Sacramento”
story—calling the market “Mother Nature’s
7-Eleven”—in its June/July 2009 issue.

Special Events:
•

“Picnic in the Park” partners with the City of
Davis’ Cyclebration event in May, and UC Davis’
international student orientation in September.

Specialties:
•

A great collection of fresh-from-the-market
recipes are provided on their website and they
are conveniently displayed by season, type or
ingredient.

•

In addition to live entertainment, “Picnic in the
Park” (Spring/Summer) evenings feature hot
ready-made food from their International Food
Faire booths as well as a beer and wine garden.

Vendors:
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Public Market Case Histories (cont.)
Milwaukee Public Market, Milwaukee, WI

Vendors:

Age: 5 years

•

Hours:
•

Year-round

•

Monday - Friday 10–8; Saturdays 8–7; Sundays
10–6

•

Early Hours (M-F open at 7 am): Cedarburg Coffee
Roastery and C. Adams Bakery

•

Late Hours (Thursdays-Saturdays open until 10
pm): Thief Wine Bar

21 permanent tenants, plus temporary vendors at
their Saturday outdoor market.

Entertainment:
•

Frequent appearances by local musicians and
entertainers during weekday lunch hours or
Saturdays at the Outdoor Urban Market.

Management:
•

Historic Third Ward Association (HTWA), a private
non-profit, financed through a combination of the
BID, City and membership support.

Website:

Special Events:

•

•

www.milwaukeepublicmarket.org

Facility:
•

•

•

Permanent: a newly renovated (2008), stand alone
indoor market building. The 6,000-square-foot
building is situated in the Historic Third Ward of
downtown Milwaukee within the Commission
Row area, which functioned as a wholesale
produce market for 100 years.
The market has a 2nd level that overlooks the
lower floor and can be reserved for special events;
it can be transformed from drinks, to dinner, to a
dance floor all in one evening. Also equipped with
a state of the art kitchen (that can be closed off for
a more intimate feel), the space is often used for
cooking classes and demos.
June through October a seasonal outdoor market
takes place outside the market building on
Saturdays.
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and its 20 upscale vendors are a beacon for
Downtown condo dwellers, office workers and
visitors who savor fresh produce, bakery, coffee,
cheese, seafood and more.
•

Since then, the Historic Third Ward Association has
figured out how to sell what people want to buy:
ready-to-eat foods.

•

The market finished 2009 with a 28% increase
in sales. Most market vendors have cut back on
groceries and converted some of their selling
space to what customers want: prepared foods.

•

Vendor sales in 2009 were $6.6 million, up from
$5.2 million in 2008 and $4.7 million in 2007. The
first three months of 2010 continue the trend of
exceeding the same months of 2009.

Family-friendly activities, wine and beer tastings,
cooking classes and market tours.

Specialties:
•

Lunch: freshly prepared items: hot soups,
sandwiches, salads, dips, chips, sushi, fried fish,
falafel.

•

Free one-hour parking for lunch with validation of
purchase.

•

Free Wi-Fi

Granville Island Market, Granville Island,
Vancouver, B.C.
Island History:
•

Once an industrial oasis, when demand for heavy
industrial output declined, the island began to
deteriorate in the postwar period and officials
began entertaining a new reclamation plan to
fill in the remainder of the Creek to create more
industrial land and turn Granville Island into a
land-locked plot.

•

In the late 1970s, Granville Island began to
change. After lengthy discussions, evictions, and
arguments, city officials finally set the course
for the future: transform the site into a peoplefriendly place with various uses, from parkland to

Background:
•

The Public Market, which opened in 2005,
stumbled in its early days, as its nonprofit owners
grappled to find the right mix of products and
vendors. “It’s a tough market to pinpoint what
customers want,” Schwartz says. The Historic Third
Ward Association took over management in early
2007, and introduced longer hours and prepared
foods for the lunchtime crowd. Today, the market
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housing to public exhibition space.
•

•

The redevelopment originally cost the
government $19 million, however the island
transformed from a declining 37-acre industrial
wasteland in Vancouver’s False Creek, to one of
the most successful urban redevelopments in
North America.
In 1979, the Granville Island public market opened
for business to instant success. It encouraged
others to come. Today Granville Island is an urban
stew whose appeal remains undiminished. It is
totally self-supporting and all profits go back into
the operation of the island.

Age: 31 years (1979)
Hours:

construction).
Vendors:

Over 100 temporary vendors selling a variety of
food and crafts as well as a constantly rotating
roster of farmers, culinary artisans and cottage
industry food producers.

•

•

The market houses a diverse array of vendors:
green grocers, butchers, bakers, fishmongers,
importers, ethnic food sellers, sweets stands, and
casual eateries as well as a wine shop and a micro
roaster of organic coffee.

Specialties:

•

Entertainment:

•

Closed on Christmas and New Years and each
Monday in January for annual cleaning and
maintenance.

•

Chef-guided market tours (Edible British
Columbia)

•

Granville Island plays host to a variety of buskers
throughout the year. Busking is encouraged
by the Granville Island administration, and a
group has been created to oversee the activity.
Performers must purchase a license prior to
busking, and are restricted to specific areas of the
island. As of 2007, approximately 100 performers
are registered to busk, including musicians,
jugglers, magicians and other street performers.
Performances take place year-round, with the
majority taking place during the busy tourist
season (May-September).

•

Permanent: located on at the Island’s west end,
the market is housed in an industrial building that
is nearly 100 years old.
This historical structure originally housed the
very first Island tenant, B.C. Equipment Ltd. In
later years, this structure set the standard for all
future buildings (industrial-style corrugated-tin

•

Since its redevelopment in the 1970s, Granville
Island has maintained a healthy community of
craft studios, including: a glassblowing studio,
printmaking studios, a fine art print studio, a
luthier, a master saké maker, various jewelers,
art galleries, the B.C. Potter’s Guild Gallery, The
Crafthouse Gallery, The Circle Craft shop, boat
builders, a wood co-op shop, woodworkers
studios and so on.

•

Visitors come to Granville Island regularly for
the theatres, the art school, Arts Umbrella, the
community centre and work. And with 2,500
people working there, Granville Island retains its
roots as a place of productivity.

Just outside the market are many local artisans as
well as the Netloft, a book store devoted solely to
cookbooks.

7 days week, 9 – 7

•

The site now generates an estimated $35 million
per year in taxes and the Public Market--along
with the entire island--receives over 12.2 million
visitors a year.

•

•

Facility:

Owned and managed by the government
through the Canada Mortgage and Housing
Corporation agency.

More than 50 permanent vendors (including 29
restaurants and 33 grocers).

Year-round

• www.granvilleisland.com/public-market

•

•

•

Website:

Management:

Midtown Global Market, Minneapolis, MN
Age: 4 years (May 2006)
Hours:
Monday - Saturday 10:00am - 8:00pm, Sunday
11:00am - 6:00pm. A few shops do open early for sales
to employees and residents of the Midtown Exchange
El Dorado, Arkansas - June 2011
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Public Market Case Histories (cont.)
Building and adjacent hospital.

•

The 48 businesses employ over 200 people.

Facility:

•

MGM has an average 3,600 customer visits each
day.

At about 75,000 square feet, the Midtown Global
Market takes up less space than a small Target store
inside the Midtown Exchange Building. The Midtown
Exchange is an impressive rehabilitation of an
abandoned Sears & Roebuck building on Minneapolis’
East Lake Street. The ground level has the market,
with offices and a hotel occupying the remaining
space. It is the largest building in Minneapolis in
terms of leasable space and was placed on the
National Register of Historic Places in 2005.
The MGM is dwarfed by the adjacent headquarters
of Allina Hospitals and Clinics, which has 1.1 million
square feet and about 1,800 employees, and the
360 housing units in and around the $190 million
development.
Vendors:
Designed for 64 permanent vendors/ local
entrepreneurs, selling ethnic foods, specialty 2
groceries, and arts and crafts. As of August 2007
(operating 2 years – 3 months) the following metrics
were released:
•

Market was 81% leased with 48 vendors.

•

20% are business startups while 60% are
second-step businesses with another location in
Minneapolis or St. Paul.

•

90% of the entrepreneurs are people of color,
and nearly 90% are low- or moderate-income
residents of Minneapolis or St. Paul.
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Entertainment:
Live music entertainment each evening and misc.
activities throughout the year – market website is
kept up to date with upcoming activities. Kitchen
is used for both cooking classes and local caterers’
demonstrations of skills (kitchen rented to caterers for
preparations/cooking use).
Owners/Management:
Four not-for-profit organizations (see below).
Awards:
National Trust Preservation Award
Who took the lead in making this happen?
In the summer of 2003, the City of Minneapolis
was searching for a use for the long vacant Sears
building on Lake Street. Local business owners and
neighborhood groups from the Phillips, Central and
Powderhorn Park neighborhoods helped convince
City officials that the historic building should be saved
and, ultimately, connected to the ethnic diversity of
the neighborhood and the entrepreneurial energy of
the businesses on Lake Street.
The Latino Economic Development Center (LEDC)
and a group of Latino business owners interested in
opening a large Latino grocery store in the building
began to meet with the Neighborhood Development
Center (NDC) about ideas for the building. The “global

market” concept emerged from these discussions.
As the concept evolved, LEDC and NDC approached
Ryan Companies about becoming a part of a mixeduse redevelopment plan it was preparing for the
site. Ryan welcomed the concept and ultimately
submitted a redevelopment proposal to the City that
included office space, housing, and the Global Market.
In 2004, LEDC and NDC added the African
Development Center (ADC) and the Powderhorn
Phillips Cultural Wellness Center (PPCWC) to its
team. These four non-profits formed the “MGM
Development Team” and worked closely on every
aspect of the project, from the vision and layout to
individual leasing decisions. The vision was informed
by studying other public markets around the country
including the Reading Terminal Market, Pikes Place
Market, Granville Market and Mercado Central project
on the corner of Bloomington and Lake Street. In late
2004, the City accepted Ryan’s bid to redevelop the
building, and construction began on the Midtown
Global Market.
The Midtown Global Market subsequently took shape
through the extraordinary efforts of a wide range of
people. Entrepreneurs took significant risks, made
commitments to occupy space in the Global Market,
and invested their time, resources and creative energy.
The City of Minneapolis, under leadership from
Mayor Rybak, stretched to provide support for the
project on many different fronts including financing,
licensing, and inspections. Many donors gave very
generously in support of the Market’s vision of grass
roots community economic development and the
creation of a dynamic public space. Ryan Companies’
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employees and subcontractors worked with great skill
and created a very unique space within a challenging
building.
The tenants of the project began to meet regularly
as the MGM Tenant Association late in 2005, to
participate in decisions about how the Market will
operate -- a role that will be on-going. The Midtown
Global Market opened for business on May 15, 2006.
How much did it cost?
In late 2004, Ryan Companies signed on to the
$190 million development deal of the former Sears
building, which, along with the nearly $18 million
Midtown Global Market, includes Allina headquarters
and residential developments by Sherman and
Associates and Project for Pride in Living. The nearly
$18 million for the market includes the costs of the
purchase, renovation, and majority of the shared
kitchen equipment and plumbing. And the more than
50 tenants invested a little over $2 million into the
project, only part of which came from city loans.

City staff and MGM management anticipated that
repayment of the Bridge Loan would come from
a $2.7 million federal Economic Development
Administration (EDA) grant. If the EDA grant was not
secured, the bridge loan was to be repaid through
other fundraising sources and net operating income
from the project. The project did not receive the EDA
grant, and the market has been able to secure only
$900,000 in fundraising to lower the outstanding
Bridge Loan principal to $1.1 million. In 2007 the city
loan pay back dates were extended/ deferred.
Who operates the market?
Owned by four non-profit community economic
development organizations (see below), which
formed MGM Community Partners, LLC. These
organizations are experienced non-profit developers,
having helped to establish Mercado Central, Plaza
Latina in East St. Paul and the Midtown Business
Center in the Frogtown neighborhood of St. Paul.
Owners:

Where did the money come from?

•

Neighborhood Development Center (NDC)

As planning for the Midtown Global Market (MGM)
progressed in 2005, there was a financing gap. The
Neighborhood Development Center, lead developer
of the market, approached the City to assist in filling
the gap. The City stepped in with a $2.0 million
Bridge Loan, $1 million from the Neighborhood
Development Account and $1 million from the
Residential Finance Program. Without this Bridge
Loan, the Midtown Global Market project would likely
not have moved forward.

•

Latino Economic Development Center (LEDC)

•

African Development Center (ADC)

•

Powderhorn Phillips Cultural Wellness Center
(PPCWC)

Managers:
•

Jeffrey Alexander, Market Director (Marketing,
Operations, Market Management)

•

Earlsworth “Baba” Letang, Market Manager (Tenant
Inquiries, Entertainment, Leasing, Day Tables)

•

Kimberly Hanna, Market Coordinator (General
Inquiries, Events, Tenant Communications,
Community Outreach, Group Visits)

In late 2007, the Neighborhood Development
Center hired Mr. John Wheeler, former President of
the Mall of America, as the organization’s Real Estate
Director to provide professional consulting services
to the market. MGM contracted with NDC for his
professional services and expertise to help ensure
the successful implementation of strategies to
increase sales, rent collections, and leasing, as well as
strengthen the market management team.
Mr. Wheeler has over 30 years of experience in real
estate development and management, 18 years
with the Mall of America. He brings support to the
management team by emphasizing and overseeing
the implementation of the new strategic direction,
developing the management team to carry out the
strategies, and being a key component in problem
solving. He has significant experience in each of
these areas, as well as in managing security, changing
perceptions of security, and expanding trade areas
through improved focus on target markets. He was
Midtown Global Market Board member before being
hired and as such, was actively involved in formulating
and planning the new strategies. The Neighborhood
Development Center expected 80 to 95 percent of
Mr. Wheeler’s time to be spent at MGM for the first
four months of his contract in 2007 and 2008. In 2009,
his time was expected to diminish at MGM, however
according to MGM’s website he is still there as the
Market Director.
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Public Market Case Histories (cont.)
What is the vendor mix?
Internationally styled market with more than 50 shops
and restaurants (2 are full service). A few specialties
shops include: a halal butcher, a Latin-themed party
supply store, a medicinal herbs shop, etc. General
merchandise falls into these categories.
• Specialty Groceries
• Meat, Poultry & Fish
• Fresh Produce & Bulk
• Bread & Baked Goods
• Coffee & Espresso
• Flowers & Plants
• Arts, Gifts, Jewelry & More
In 2007, market management began to implement
cost-cutting measures to lower their operating
expenses. They were decreasing marketing costs
in part because though daily customer visits to the
market had been higher than projected, sales per
customer were lower. One estimated reason was that
the market was considered to be more of an event
and entertainment venue or restaurant and food
court than a true public market, where the majority of
space is dedicated to fresh food sales.
Public markets across the nation are adamant that
they succeed because of their fresh food vendors.
Fresh foods attract regular customers who come to
buy. Market management is confident that shifting
the focus and emphasis to fresh foods and improving
customer experience will help the Midtown Global
Market become a frequent grocery stop. In the
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immediate vicinity of the market are many potential
customers. There are about 1,800 employees in the
Midtown Exchange Complex, 9,322 residents within
a ½-mile of the market, and 44,332 residents within 1
mile (2000 U.S. Census).
By switching to majority fresh foods, Midtown Global
Market has slowly begun to reflect the sales per
customer figures other public markets report. In
2007, the market began reaching for approximately
$300 - $400 in sales per square foot; a figure that is
significantly less than larger more established public
markets.
What are its hours and operating days of the
week?
Monday - Saturday 10:00am - 8:00pm, Sunday
11:00am - 6:00pm.
A few shops do open early for sales to employees
and residents of the Midtown Exchange Building and
adjacent hospital. A few examples are:
•

Mapps Tea & Coffee: Monday - Friday 6am,
Saturday - Sunday 8am (coffee/tea)

•

Salty Tart: Monday - Saturday 7am, Sunday - 8am
(breads, pastries, cakes and sandwiches)

•

Andy’s Garage: Monday - Saturday 7am (classic
fare such as hamburgers, fries and malts)

•

The Produce Exchange: Monday - Saturday 7am,
Sunday - 9am (produce)

•

La Loma: Monday - Sunday 7am - 8pm (traditional
and Hispanic fare, specializing in breakfast)

How’s it going?
According to a 2007-2009 Stategic Plan for the MGM
after 1 year in operation:
Substantial planning went into creating the idea,
vision, and financial proforma for the market. When
making projections for the market’s financials, market
staff used what was considered a conservative
estimate of $12 million in annual sales to calculate
rent thresholds. During the first eight months the
market was open, vendors generated $4.2 million in
gross sales- $3.8 million below the amount needed
to average $1 million per month for $12 million in the
first year. Low sales are one reason why some market
vendors have been unable to pay original rents and
why market management issued rent reductions.
MGM issued 25 percent rent reductions to grocery
tenants and 15 percent to non-grocery tenants.
Grocery stores received larger reductions for several
reasons. In typical shopping centers, grocery tenants
pay less per square foot as anchor tenants. They
generate larger customer counts and initiate more
frequent visits to the market. In addition, they have
smaller profit margins than other retail establishments
because they need larger sales figures to earn a
similar profit. With rent reductions in place, the market
has had less revenue for paying operating expenses
and debt service.
Key successes in first year of operation
1. Opened on time in face of tight schedule.
2. Largely met challenging goals for diversity of
tenants.
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3. Having positive impact on the neighborhood, e.g.
25% reduction in crime, pride of the neighbors,
positive impact on other businesses.
4. High quality products and foods offered.
Recognized as authentic.
5. Financing and technical assistance to help tenants
get started and be successful.
Key issues moving into its second full year
1. Customers & Sales: Current mix of vendors not
bringing in adequate number of customers
buying at needed levels. Seen more as event/
entertainment spot, restaurant and food court
than true public market, which features more
grocery & “fresh foods.”
2. User-Friendliness: Many people within our target
markets view MGM as inconvenient and userunfriendly. Parking is largely seen as a hassle and
too costly.
3. Tenant Operations: MGM tenants have a wide
range of levels of experience, sophistication, and
efficiency. MGM management needs to help
less-productive tenants achieve their potential.
Areas in which some tenants need assistance
include: financial management, customer service,
staffing, merchandising, marketing, and visual
presentation.
4. Safety/Security: Within much of the target
market, perceptions of security lag behind
the improvements of the past 15 years. Such
perceptions of the Chicago and Lake area
constitute a barrier to attracting more customers
to MGM.

5. Residents: Neighborhood residents not shopping
at anticipated levels.
6. Campus: Campus employees not shopping MGM
at anticipated levels.
In 2009 the following was reported:
The global market, the Neighborhood Development
Center’s biggest retail mall, got off to a slow start in
2006, including some tenant turnover. In 2007, the
developer hired the general manager of the Mall
of America, who was looking for a change of pace.
Since then, things have gotten better even as the
economy has gotten worse. The December edition
of Bon Appetit, the trendy cooking magazine, named
the Midtown Global Market one of the country’s top
destinations for ethnic, in-store dining “for the globetrotting foodie” with a “United Nations” mix of eateries
and fresh-produce peddlers.
Year-to-date sales among retailers open at least a
year were up 7 percent over the first nine months
of 2008 to $4.7 million, according to Neighborhood
Development Center (NDC), the St. Paul-based
nonprofit developer that is the majority owner.
However, the Global Market, at 75,000 square feet
about two-thirds the size of a small Target store, still
faces financial challenges. NDC and some of the
small merchants it has financed owe a consortium
of lenders and the city more than $3 million. NDC,
which is supported in part by several local banks and
foundations, is responsible for providing coaching
and technical assistance to small entrepreneurs,
who typically have little business or credit history,
in hopes they will grow into “bankable” concerns.

CEO Mihailo (Mike) Temali, the 25-year boss at NDC,
said Global Market revenue recently hit $65,000 a
month. Expenses are $85,000. “We’re trying to balance
revenue and costs at $85,000 within two years,” said
Temali, whose organization absorbs the difference.
“One-third of our cost is mission-related technical and
other assistance to start-up entrepreneurs. This also
is about being at Chicago and Lake with immigrant
entrepreneurs, not 50th and France.’’
Temali and several merchants credit the rising sales
and traffic at the little Global Market to John Wheeler,
former general manager of huge Mall of America.
Wheeler, a one-time NDC board member, spent
two years as an employee working with several
NDC-owned retail malls, primarily the Global Market.
“We needed a big brother on this project,” Temali
conceded. Wheeler brought in merchandising
specialists from Redding Terminal Market in
Philadelphia and Granville Island Market in Vancouver,
British Columbia. The upshot was a 2008 strategic
plan, still in effect, that focused more on ethnic foods,
fresh produce and better signage.
About a quarter of the Global Market’s customers
live and work outside the immediate neighborhood.
“The Global Market is a very important city-related
enterprise,” said Mike Christenson, director of the
Minneapolis Community Planning and Economic
Development Department. “We’re pleased with the
continued growth of sales and traffic. “Mike [Temali]
has committed to operating a cash-flowing business
[by 2011] and that’s what the City Council wants.
NDC also is helping us provide the missing link in our
economic development program: entry points for
El Dorado, Arkansas - June 2011
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more immigrant business, and that’s what the Global
Market represents.”
What else happened downtown with this project
in place?
•

Four-year road construction project for Lake Street
(started about same time MGM opened) that
made quite a few improvements to the flow and
look of Lake Street.

•

Transit Center began a bus program called the “21
Hop + Shop” program. Named after Route 21, the
bus that travels down Lake Street from Uptown
in the west to the Mississippi River in the east.
Now, when you show your bus pass or transfer to
any one of the over 80 participating businesses,
you save money! To see all the participating
businesses, what they are offering, and how you
can get there, visit Metro Transit’s 21 Hop + Shop
website and interactive map.

Is Lake Street the hip place to be these days?
The Lake Street Council is Lake Street recently
launched (2009) a campaign to market Lake Street
as a tourist destination -- a tough sell for an area that
many metro residents consider a destination not
for vacationers, but for prostitutes and drug dealers.
However, according to Minneapolis police, from
2006 to 2008, crime decreased by an average of 12.4
percent in the two police precincts that include Lake
Street (Midtown Global Market launched in May
2006). The goal is to redefine more than 70 blocks
of Minneapolis’ Lake Street, which reaches from the
Mississippi River, where it’s lined with ethnic Hispanic
154
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and African shops, to the shore of Lake Calhoun,
where it’s home to fashion boutiques for Uptown
hipsters.

because of an increase in African and Hispanic
businesses that have been expanding since the late
1990s, she said.

But Lake Street still has a long way to go if it’s going
to compete with the area’s big tourist draws, such
as the Mall of America or Guthrie Theater, said David
Brennan, co-director of the Institute for Retailing
Excellence at the University of St. Thomas. Lake Street
offers a variety of ethnic stores and restaurants that
should start to attract people on the local level,
but on a national scale, the street as a whole isn’t
much different than most ethnic neighborhoods in
any major city around the country, Brennan said. “It
would be very difficult to say they have something
unique and special outside of the Twin Cities,” he said.
Brennan said the council has to change the locals’
perception of Lake Street before it can become a
major player in Minnesota tourism.

Jamal Hashi, a Somali refugee who came to
Minneapolis in 1995, owns Safari Express restaurant in
the Midtown Global Market -- an internationally styled
market with more than 50 shops and restaurants that
opened in 2006. Hashi said Midtown Global Market
is one of the main attractions for Lake Street visitors.
This year he’s seen more tourists spending time at
the market than in past years. “It’s no longer just
the Scandinavian taste in Minneapolis,” he said. “The
cultural atmosphere is growing.”

Julie Ingebretsen, manager of Lake Street stalwart
Ingebretsen’s Scandinavian Gifts and Foods, said
that’s what’s happening with many of her longtime
customers. There was a time some of her customers
refused to visit the store -- on Lake Street since 1921
-- because of crime, so she shipped products to them.
Ingebretsen said that after the construction, the
whole area looks nicer and people are more willing to
visit her store. “Our customers come in and say ‘Boy,
things sure do look different around here,’” she said.
Global Market’s Impact on Lake Street: The Lake
Street Council, which has a full-time staff of four, has
increased its membership from 100 businesses to
500 since 2006, Wisdom said. The growth is largely

Wisdom said the History Channel and Bon Appétit
magazine are looking at doing pieces on the market.
Meet Minneapolis, the city’s visitors association,
already promotes Lake Street as one of the Twin Cities’
tourist attractions, and it has a page for Lake Street
on its website. But the street still gets overlooked by
many metro-area residents, said Connie Stelter, an
association spokeswoman.
PPS’s write up on the MGM Proposal:
Exert from “Minneapolis: A Global Marketplace Rooted
in the Local Neighborhood”
To see how powerful the idea of public markets has
become in economic development circles, look to
Minneapolis, where the Neighborhood Development
Center (NDC) is planning a public market to anchor
the ground floor of a large redevelopment in the
city’s biggest immigrant neighborhood. When
plans were taking shape to redevelop a 1.2 million
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square foot former Sears building on Lake Street,
the city of Minneapolis was persuaded to forgo
a chain grocery store as the anchor tenant, and
instead go with a new “global marketplace” filled
with local merchants. The idea for the Midtown
Global Market (MGM), developed by NDC, the Latino
Economic Development Center (LEDC), the African
Development Center (ADC), and the Powderhorn
Philips Cultural Wellness Center, is to provide 60,000
plus square-feet for 62 permanent ethnic food, crafts
and related small businesses in stalls and shops
situated around a sky-lit atrium. An outdoor farmers
market will be an integral part of the experience, as
will live music, cooking demonstrations, and other
activities. The development team has adopted
the slogan “Many tastes, One place” to reflect
the incredible confluence of cultures in South
Minneapolis that will all have a stake in the market.
(NDC Director Mihailo Temali calls the neighborhood
“The Brooklyn of the Midwest.”) Prior to launching
the Midtown Global Market, NDC and LEDC had
nurtured Minneapolis’s Mercado Central, providing
business training to its vendors, who are mostly Latino
immigrants. That market has become a neighborhood
institution, and MGM vendors will utilize the same
business training and micro-loan programs that
were instrumental to the success of Mercado Central.
In fact, many MGM vendors will have “graduated”
from Mercado Central and other training programs
and start-up locations. This is a business ladder
model at work: Vendors progress to larger spaces,
broader customer bases, and stronger management
practices as they become more experienced. About
half the vendors at MGM will be such “second level

entrepreneurs,” who have three to five years of
experience in business. “MGM is built from the ground
up by the community,” says Temali. “It will be not just
a venture for well-established ethnic businesses, but a
viable start-up and expansion location for low-income
entrepreneurs from South Minneapolis.”

activities. In the former Sears parking lot a prototype
Sheraton hotel was built. The building and hotel have
direct access to the Midtown Greenway.

History of the Midtown Exchange Building
(houses the MGM):

Description: A retail marketplace comprised of artisan
food and wine vendors, casual cafes, and local organic
and sustainable farms. The market features the very
best regional and seasonal foods, including meats,
rotisserie free-range poultry, seafood, artisan cheese,
fresh produce, bread and baked goods, wine and
flowers, as well as all manner of unique food products.

The first phase of the building, along Elliot Avenue
and Lake Street, was built in 1928. It was expanded in
1929, 1964, and 1979, resulting in 1.2 million square
feet of space. A central tower along Elliot Avenue
rises 16 floors to 211 feet. After Sears closed the site in
1994, it laid vacant as development proposals came
and went. The city of Minneapolis acquired the site
in 2001 and sold the 1979 expansion portion in 2002
to be used by the neighboring Abbott Northwestern
Hospital as a parking ramp. Two years later, Ryan
Companies was given exclusive development rights
to the site. The resulting plan divided the structure
into a mixed-use site with about 300 residential
units, plus office and retail space. In 2004, Allina
Hospitals & Clinics (which owns Abbott Northwestern
among other area hospitals) announced plans to
move their corporate headquarters to the building,
taking up most of the allotted office space. Much
of the residential space is known as the Chicago
Lofts, located on floors 9-16, and Midtown Exchange
Apartments, located on floors 2-8. The building also
includes the Midtown Global Market, which is home
to a variety of small independently owned restaurants,
cafes, and specialty grocers and hosts community
programs including music, dance and children’s

Oxbow Public Market, Napa, CA

Location:
Downtown Napa in the “up and coming” Oxbow
District and situated along the Napa River and Napa
River Trail, adjacent to the Oxbow Preserve and
Oxbow By-Pass Commons.
Age:
2 years. December 2007, construction was complete
and initial vendors began operating. The market
became fully occupied in early 2009.
Hours:
The Market is open 7 days a week - winter, spring,
summer & fall. Closed only Thanksgiving, Christmas,
and New Year’s Day. Most tenants of the Oxbow Public
Market are open a minimum of 10 am - 6 pm Monday
through Friday with later hours on Tuesdays for Locals’
Night and Friday through Saturday. Merchants’ hours
do vary, with many of the restaurants staying open
later for dinner guests.
El Dorado, Arkansas - June 2011

155

Supplemental Information

Public Market Case Histories (cont.)
Facility:
Approximately 40,000 square-feet, the building
architecture features a unique open-span public
market facility much like the retail space of the newly
renovated Ferry Building in San Francisco.

•

PR events at and outside the market, and the
‘Friends of Oxbow’ and ‘Locals Night’ programs.

•

Community outreach to wineries, bed-andbreakfasts, inns, hotels and other local interest
groups.

Owners:

Principles:

Oxbow Market, LP is a California Limited Partnership
formed to establish and operate the Oxbow Public
Market in the City of Napa. The partnership consists of
25 private investors and Oxbow Management, LLC, a
company that specializes in master planning, building
and managing public market spaces.

Steve Carlin is Founder and CEO of Oxbow Public
Market. His background includes 20 years with
Oakville Grocery Company, a leading Northern
California specialty foods retailer, and Project Manager
of the San Francisco Ferry Building Marketplace. Steve
was responsible for planning, leasing, marketing, and
overseeing the initial operations of the Ferry Building
Marketplace. He also owns and operates a small
successful Tuscan Olive Oil Company, L’Olivo, with his
wife, Kellie.

•

Privately owned/ funded

•

Leases out spaces to vendors and artisans and
offers the following benefits to them:

•

Brand building via name exposure and signage

•

Convenient single location, every day, with high
customer traffic

•

Located in the emerging Oxbow district

•

Immediate access to sell to Napa Valley
restaurants and prepared food vendors, as well as
cafes within Oxbow Public Market

•

Selling products directly yields better margins and
customer loyalty

•

Sinks are provided to each occupant to allow for
sampling directly to consumers

•

Provides marketing support to vendors in the
following ways:

•

Advertising, press releases and media visits.
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Bart Rhoades is Partner and Chief Operating Officer of
Oxbow Public Market. Throughout his career he has
been involved in managing and nurturing a number
of successful entrepreneurial ventures. He has worked
in the information, direct marketing, and consulting
industries, and has headed nine different companies.
Bart has also served on the Board of Directors of a
number of companies and organizations, including 15
years on the Board of Robert Mondavi Corporation of
Oakville, CA.
Other stakeholders:
Rob Mann is a Partner in Oxbow Management LLC,
the General Partner of Oxbow Market LP. His primary
responsibilities include construction management
and financing of the Oxbow Public Market in Napa.

He has 15 years of commercial real estate experience.
He is also President of Mann Property Company,
Inc., in San Francisco, a real estate investment and
development firm formed to operate his commercial
real estate interests. He invests along with institutional
and private investors to acquire regional real estate
opportunities.
Vendors:
21 (soon to be 22) select vendors offer a wide range
of artisanal food and wine products, and feature
ingredients for dinner as well as an inexpensive snack
or meal on site.
Restaurants: Anchoring a front corner is the latest
incarnation of Taylor’s Automatic Refresher, the cult
burger stand begun up the road in St. Helena. Pica
Pica Maize Kitchen has zesty Venezuelan cuisine
while Pica Pica Bar offers Venezuelan and Latin style
beverages and bar food. Also in the main Hall, Folio
Enoteca & Wine Bar offers a casual menu, paired with
tastes of wine. Hog Island Oyster Company features
fresh oysters. The Oxbow Wine Merchant & Wine Bar
also offers casual fare with its vast wine offerings, and
the Market’s newest tenant, C Casa - an Innovative
Taqueria, promises unique tacos, house-made white
corn tortillas and chips, chili-rubbed rotisserie meats,
fresh salsas, salads and interesting sides all with a
innovative twist. C Casa opens late March, 2010.
Wine: The variety and values at Oxbow Wine Merchant
befit the wine- obsessed Napa region. You can sip a
glass on the scenic outdoor deck and contemplate
the passing scene, or find an unusual bottle for dinner.
This is a classic, hands-on, service-oriented shop for
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buying, tasting, and learning about wine. Meanwhile
Folio Enoteca & Wine Bar brings the wine country
experience to the Market, by placing an operational
micro-winery on site (in 80 square feet!).
Gourmet Foods and Specialties: Near Taylor’s
Automatic Refresher is The Model Bakery, with
their production facility here at Oxbow, the aroma
of fresh bread baking permeating the scene; and
The Fatted Calf, a legendary, artisanal charcuterie
and butcher shop completes the McKinstry St.
side of the Market. Within its space, Oxbow Wine
Merchant also incorporates the Oxbow Cheese
Merchant with savory and delicious cheeses from
near and far. Five Dot Ranch showcases its holistic,
sustainably produced, natural beef products, and
Kanaloa Seafood Market brings customers a fullservice seafood market. Meanwhile, Ritual Coffee
Roasters features their amazing coffees - both beans
and drinks. Kara’s Cupcakes creates each batch of
cupcakes by hand every day, using only the finest
ingredients.
Spices (Whole Spice Company); chocolate (Anette’s);
olives and olive oil (The Olive Press); and specialty teas
(Tillerman Tea) are part of the daily scene. Three Twins
Ice Cream has perfected an organic formula that
brings you back for more.
Gifts and more: Heritage Culinary Artifacts is the
ultimate source for premium culinary antiques from
around the world. Meanwhile, outside, the open air
market stalls provide even more of the bounty of
Northern California. Visit Napa Valley Adventure Tours
and create a unique and personalized Wine Country

adventure that will take you by hike, bike or kayak, to
the vineyard and beyond.

•

Aquaculture products (fish and mollusks) from
California

Entertainment:

•

And, in periods when seasonability of local
produce limits availability, OPM may also allow
non-food handcrafted products.

Live music entertainment each Tuesday for Locals’
Night (6-8pm) and most Friday evenings (6-9pm).
Misc. activities throughout the year – market
website is kept up to date with upcoming activities.
Examples include: Beer of the Week, Wine Trivia Night,
International Cooking Classes (hosted by whole
spice vendor), Carnaval Festival, Meat Curing Classes,
Butchery Classes, etc..
How much did it cost?
$11 million
Vendor Rates & Regulations:
Farmstand Rates:
•

Are available weekly and on a month-to-month
basis.

Rules:
•

Market Management must approve vendor
applicants based off a number of qualifications.
See attached Farmstand Rules document for OPM
specifics.

•

In order to maintain Oxbow Public Market’s
commitment to selling local, sustainable food,
vendors must meet the following requirements:

•

Agricultural products to be grown/ raised within
150 miles of the OPM

•

Nursery items (plants, flowers and herbs) to be
grown within 150 miles of the OPM

Is downtown Napa (Oxbow District) the hip place
to be these days?
Once the land of pizza joints, auto-body shops and
7- Elevens, Napa’s revitalized downtown is now a hot
destination, catering to the wine- and food-obsessed
with hip restaurants and almost 20 tasting rooms.
The formerly boring and elitist Copia center for wine,
food and the arts plans to add a bar with 500 wines
by the glass this fall. A Westin Verasa hotel opens in
September 2010, and Ritz-Carlton is coming.
Napa city is now a destination in its own right (San
Francisco Chronicle, 07/20/08)
Folks used to blow right through the city of Napa
on their way to the “real” Napa Valley. You know Yountville, St. Helena and Calistoga, with their faux
chateau wineries, hillside Tuscan-fortress homes, fine
dining palaces and tasting rooms surrounded by
grapevines. Out-of-towners who pulled off Highway
29 in Napa usually did so to purchase sunscreen at
Target, have a mechanic check the fan belt, or dump
their luggage in a chain motel room before heading
for the more posh pockets of the valley.
Today, however, Yountville, St. Helena and Calistoga
glance in their rearview mirrors at a quick-gaining
downtown Napa, which, seemingly overnight, has
amassed a menu of visitor amenities that covers all
El Dorado, Arkansas - June 2011
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the bases: fine restaurants, a luxury hotel (with two
more on the way), almost two dozen winery tasting
rooms and wine bars, boutique shopping, an upscale
public market, and a spanking-new, San Antonio-style
promenade along the Napa River. The only thing
missing is vineyards, and you can find those within a
five-minute drive of the town center.
The most anticipated addition to the city was the
Oxbow Public Market, located a few blocks northeast
of downtown. It’s a smaller yet just-as-sleek version
of San Francisco’s Ferry Building Marketplace (built by
Chris Meany). Oxbow, which premiered in December
2007, became fully occupied after Hog Island Oyster
Co. opened late 2008, and Kara’s Cupcakes began
frosting its Chocolate Velvets in early 2009. The
market teems with eateries and stalls selling organic
produce (spilling from wine barrels), cheese, coffee,
tea, butchered meats, charcuterie, seafood, organic
ice cream, spices, gifts and, of course, wine. Michael
Mondavi’s Folio Enoteca & Winery offers tastings, food
pairings and a working microwinery that can be seen
behind its glass front.
To the east of Oxbow Public Market is Copia, a.k.a. the
American Center for Wine, Food & the Arts. It opened
in 2001 as a shrine to all things, well ... wine, food
and the arts. An elitist attitude and hefty admission
charge initially killed the buzz, yet Copia has come
back strong, with free admission and a wealth of
opportunities to taste wine and gourmet treats, take
wine, culinary and gardening classes, see a movie,
listen to a concert, and dine at a new bistro that
opened in 2008. The more formal Julia’s Kitchen was
recently retooled, too.
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With a population of 75,000, Napa city is home
to many who work for wineries, restaurants, inns
and resorts in the valley. While redevelopment has
increased tourism, it’s also boosted civic pride and
given residents a taste of the good life in their own
backyards. Napa visitors get the full Wine Country
experience, minus the traffic that is typical on
Highway 29 north of the city. And with so many
options within walking distance of downtown, even
designated drivers aren’t required.
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A public market is more than just a farmers market. It is now the “anchor tenant” to downtowns throughout North America and has become a central gathering spot that
includes locally produced foods, locally grown items (plants, vegetables. fruits, dairy products, soaps, and art), entertainment and activities - all around a social atmosphere.
The photos shown on these two pages showcase glimpses of markets in the greater San Francisco Bay area.
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Economic Impact of Festivals and Events
While there are many different types of benefits to
communities from festivals and events, the economic
impact is the one benefit that governing bodies are
usually most concerned with. Events and festivals
are an economic generator that can leverage a
significant amount of spending by their attendees.
This spending can cover a broad range: A visitor to a
festival might eat at a local restaurant, buy souvenirs,
pay for parking, buy gas, spend the night in a local
hotel. The spending affects many sectors of the local
economy, and, in turn, affects local business owners
and residents, as well as paying the local taxes for
each purchase.
Besides having a positive economic impact, festivals
and events also benefit their localities by providing
social and recreational activities. They bring people
together in a positive celebration in the community,
providing healthy emotional releases and enjoyment
together. They can help overcome a feeling of
isolation and foster community spirit and pride.
They can also encourage a spirit of volunteerism by
providing fun opportunities for locals to volunteer
their time and energy.
Some fairs and festivals provide educational benefits
for the public about a variety of topics such as food
and agriculture, interpreting historical events, and
celebrating heritage.
For the purpose of helping revitalize a downtown,
festivals and events held in the downtown district
give residents (and visitors) a new reason to spend
time there. With increased pedestrian activity,
downtown businesses are able to thrive, and new
160
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business opportunities become available. For a city
that sees considerable retail leakage, finding reasons
to encourage downtown visits by its own residents is
vital.
The immediate economic impact of festivals and
events is only a portion of the benefit that cities see.
When visitors come to an event, if they like what they
see of the community, they might come back for
another visit, move their business, or relocate their
residence. Locals who are lured downtown by an
event may find shops, restaurants, and entertainment
that are new to them, and they may spend more time
downtown. The image of the city to both residents
and outsiders can become much more positive – a
great PR benefit. Festivals and events can help put
the city “on the map” – making it stand out from other
cities for its unique experiences.
Festivals and events can contribute hugely to the
local economy. The U.S. Travel Association estimates
that there are approximately two million annually
recurring events each year in North America, and the
International Festivals & Events Association estimates
total attendance at these events at 405 million, with
an economic impact of $25 billion.
A 2003 study of 21 of Ottawa, Canada’s many festivals
showed that these events generated over $57 million
in direct spending and $93.3 million in economic
activity for the city that year. The festivals allow Ottawa
to benefit from a larger business and residential tax
base, and they have found that Ottawa’s festivals are
one reason many people decide to move there. Local
employers state that the festivals are an important

factor when trying to attract employees from other
cities.
According to the Connecticut Commission on Culture
& Tourism and the Connecticut Center for Economic
Analysis, the estimated economic impact of the state’s
food and wine festival, A Taste of The Litchfield Hills,
and the state’s harvest festival, The Litchfield Hills
Harvest Festival, was $1,882,655 in direct annual local
spending. The festivals generated 23 jobs annually,
$1,117,170 in local personal income, and $237,915 in
annual local and state tax revenue.
Riverfest, an annual festival held in Arkansas that
draws nearly 250,000 people, generates an estimated
economic benefit of $1.6 million each year from outof-town visitors in gross sales, personal income and
indirect business taxes. When the city of Mena’s Lum
& Abner Festival was reintroduced to Mena in 2006,
sales tax revenue increased 10 percent for that month
compared to that month the previous year. The
advertising and promotion commission tax increased
12.9 percent. The three-day Toad Suck festival brings
in more than 300 vendors and about 165,000 people.
The West Virginia Pumpkin Festival, a four-day festival
in Milton, WV, produced a $5 million economic impact
according to a 2005 review by the Cabell-Huntington
CVB. The Cabell County Fair generated a $1.8 million
impact.
A 2006 study by the Tripp Umbach firm showed that
the Mountain State Forest Festival in Elkins, WV had
a total annual economic impact on the West Virginia
economy of $25.8 million. Of that, $11.2 million was
the result of direct spending, and $14.6 million was in
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indirect impacts.
Rockford, Illinois holds a three-day music festival
each fall, “On the Waterfront.” Attendance in 2008
was 299,349 people, and the festival generated
$14.2 million for the local economy. Of that $14.2
million, $3.8 million was spent on wages and salaries
of workers in Rockford and the surrounding area,
supporting the equivalent of 138 annual jobs. The
$14.2 million resulted in $966,690 in taxes collected
for state and local governments - $244,750 of that for
the city.
Ontario, Canada holds numerous festivals and events,
and has done extensive research on their economic
impacts, examining 97 of the province’s 2003 festivals
and events. The overall impact of these cultural,
sports, recreation and community events amounts to
nearly $80 million in returns to the province’s gross
domestic product. They also generate over $30 million
in taxes for all levels of government and help create
2,600 jobs and over $50 million in wages and salaries.
The 39 small festivals (those with less than $75,000 in
expenditures) provide a GDP impact of $12.9 million
and help create 420 jobs, generating $5.2 million
in taxes. The 37 medium events (between $75,000
to $300,000 in expenditures) provide a GDP impact
of $27.5 million, help create 900 jobs, and generate
$10.9 million in taxes. The 21 large events (more than
$300,000 in expenditures) provide a GDP impact of
$38.2 million and help create 1,250 jobs, and generate
$15 million in taxes. Clearly, Ontario’s festivals and
events provide an important economic impact for the
province.

In addition to these economic impacts, the study
is quick to point out that these festivals and events
impact the province in ways that go beyond
economic considerations. They contribute to a
happy and healthy quality of life by strengthening
communities, providing unique activities, building
awareness of other cultures, and generating
community pride.
The city of Valparaiso, Indiana holds an annual
Popcorn Festival, and Valparaiso University’s
Community Research and Service Center conducted
a survey of attendees in 2005. An estimated 60,000
people attended the festival, and the estimated
spending of each person attending was just over $48.
Among the findings of the survey were:
• The most spending per person was at craft and
vendor booths (average $26.10), followed by food
and non-alcoholic beverages ($18.19) and alcoholic
beverages ($11.38).
• Approximately 25 percent of festival attendees
spend money in local stores.

Besides ticket sales for the plays held on the campus
of Shepherd University, attendants also spent money
at restaurants, hotels, grocery stores, retail shops, gas
stations, and other businesses. Sixty percent of those
attending a play were from out of state, in spite of the
record-high gas prices.
The Gretna Heritage Festival, held in New Orleans, had
a record turnout in 2007, more than 100,000 people
for the three-day event. The festival generated a $1.1
million economic impact according to a study by
the University of New Orleans Research Center and
the Jefferson Parish CVB. Of that, about $530,000 is
actually spent outside the festival.
Clearly, festivals and events can be powerful economic
engines for communities. The key to making the
beneficial effects of holding events last around the
year is to hold events throughout the year, giving
people more reasons to visit. And the benefits to the
community go far beyond the economic impacts –
helping communities achieve a more healthful and
satisfying quality of life for their residents.

• 82.9 percent of those surveyed agreed that the
Popcorn Festival is a great event for the city.
• 72.2 percent said the festival made them more aware
of the businesses in downtown.
Shepherdstown, WV’s Contemporary American
Theater Festival, begun in 1991, is responsible for
bringing more than $1.5 million directly into the
local economy during the month-long event. Total
economic impact was more than $2.1 million,
according to the Gateway New Economy Council.
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25 Steps to Recruitment
Recruiting Business and Investment to Your
Community

•

PART I. BUILDING THE FOUNDATION
FIRST THINGS FIRST!
•

Help local businesses be all that they can be
before you try to recruit more.

•

Can your recruiting efforts help existing
businesses become stronger or larger?

•

Are the support industries all they can be?

•

There is nothing wrong with competition. Don’t
let politics or fear of competition stand in the way
of a successful program.

Step 1. Understand the “investor”
•

Focus all recruitment efforts on answering the
investor’s or developer’s primary question:
“What’s in it for me?”

•
•

Keeping those questions in mind, look at these
motivating factors:
Quality of life: schools, parks, neighborhoods,
curb appeal, medical services, amenities,
activities.
Cost of doing business: land costs and lease
rates, site availability, taxes, labor costs.
Transportation.
Incentives.
Quality labor pool.
Housing.
Cost of living.
People: Attitudes of community leaders,
city/county staff, business leaders, residents.

Step 2. Take Another Look at Your Community
•

Take an objective look at your community, as if
you were the potential investor:
-

Would you spend money to move your 		
company into your community?

Businesses will invest in your community only if
there is a return on their investment.

-

How do you stack up to competing 			
communities?

With nearly 30,000 cities in the U.S. wanting some
form of economic development, answer these
questions honestly:
“Why your community?”
“What sets you apart from other 			
communities?”
“Can a business make more money in your 		
community than in others?”
“If not, why should a business invest in your 		
community?”

-

Why would you choose your community?

-

What are your community’s strong points?
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Step 3. Your Community’s Brand
•

What sets your community apart from everyone
else?

•

Do you have a primary lure that attracts visitors?

•

Promote your greatest asset, your greatest
strength.

•

Do you have one or more specific niches that your
community appeals to?

•

Your recruitment projects should fit your
community’s brand and niches.

•

Developing niche markets and brand identity will
aid your economic development efforts, attracting
more investment.

Step 4. Show and Tell
•

Developers and investors will judge your
community by their first impressions.

•

Put together a 30 to 45 minute driving tour –
focus on community and quality of life. This is
where the decision will be made.

•

Never tell a potential developer “Take a look and
get back to me.” You need to take them, guiding
them through your town.

•

80% of the decision will be based on the
community’s:
Look – does your community look attractive 		
and inviting?
-

Feel – how about community assets and 		
amenities?
Story – is your story compelling?

Supplemental Information

Step 5. Sales Ability

Step 7. Your Team and Their Attitude

•

Enthusiasm is like a ripple on the water – it
spreads.

•

Make sure you are:
- Well spoken
- Well written
- Well groomed
- Excellent listener
- Enthusiastic
- Persistent
- Resource savvy

•

Are local officials and staff on the same team,
using the same game plan?

•

Who’s around you and how do they contribute to
the effort?

•

Include active professionals in varying fields on
your team.

•

Are local businesses on board?

•

What are the attitudes of staff in the building and
planning departments?

•

What are the regulations and fees – are they
workable, or expensive and restrictive?

•

Is the community supportive of growth?

•

Developers don’t want to do battle.

PART II. CREATING A SUCCESSFUL EFFORT

•

How long will it take to “make something
happen?”

Step 11. Develop the organization

•

•

If you can get the prospect excited, you have a
much better chance of success.

Step 6. Marketing
•

Are your marketing materials presenting your
community as a first-class citizen? The image
presented by your materials is important.

•

Review your community’s marketing materials,
local advertising efforts.

•

Look at the community logo and the local
signage.

•
•

Review your community development/planning
materials.
Advertising will do little to attract development,
but it does promote quality of life.

The most successful recruitment efforts begin
with the words, “What can we do to help?”

•

Step 9. Your Invitation
•

Just say NO to development RFP’s.

•

Invite, and make them welcome. Who wants to
come to a party where no one is invited?

Step 10. Your Tools
•

Keep the money local; develop local partnerships.

The key person should be a super salesperson –
not an office manager, grant writer, administrator,
or fund raiser.

•

Let the key person do the job – which is to sell.
Let volunteers and staff handle the administration
and fund raising.

•

Public outreach should be the responsibility of the
Board of Directors.

Look into local businesses for providing:
-

Professional services.

-

Trades (architectural, engineering, 			
construction, etc.)

-

Banks and financial institutions.

Provide the investor with all he needs to make a
decision:
Community profile.
“Opportunities” marketing piece.
Sales pieces for specific projects.
Community marketing materials.

•
Step 8. The Money
•

Sell local financial institutions on the projects.
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25 Steps to Recruitment (cont.)
Step 12. Get the money
•

Memberships can be important, but should not
be the focus. If possible, eliminate memberships
so you can narrow your focus.

•

Grants are important, but should not be the focus.

•

Big checks: Yes! Remember – what’s in it for them?
Hit ‘em with the numbers.

Step 13. Develop the recruitment list
•

Get to the bottom line: What are you really looking
for?

•

These materials make it easy for a prospect to see
the whole picture and make a decision, plus they
help in determining feasibility.

Step 15. Create the database
•

Contact industry associations and publications.

•

Get a list of “members” or contacts.

•

Industry vendors make great referrals.

•

Develop the sales database with contact names:
press, vendors, businesses.

•

Subscribe to local business and commerce
journals for additional leads.

•

Be sure your list focuses on your brand and niche
markets.

•

Ask for community input.

Step 16. Publicize the effort

•

Develop the Ten Most Wanted list:
Specific industry.
Include details, such as employees, square
footages, infrastructure needs.
Weigh the pros and cons of each.

•

Create a press release with key selling points.

•

Create a “fact sheet” – a bulleted list of key points,
to go along with the press release.

•

Submit them to business journals, business and
trade publications.

Step 14. Create the marketing materials

•

Contact business editor about your story.

•

•

Save the press clippings.

•

Get contact names and follow up with a phone
call.

•

•

Work with local tourism organizations on quality
marketing materials.
Create an Economic Profile or Opportunities
brochure, to provide facts, figures, and details
necessary for your investor or developer.
Create a Community Profile.
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•

Send drawings or photographs, if available.

•

Publicize each deal you land. Developers are
attracted to winners, so let the world know of your
successes. And remember, nobody likes to be first.

Step 17. Advertising
•

Ads must be seen five times before the reader
remembers it, so frequency is important.

•

Promote the community – not your organization.

•

Keep your ad simple; include contact information.

•

Advertise in specific trade publications and
business newspapers.

Step 18. Trade Shows
•

Target your specific industries, go to their trade
shows.

•

If possible, rent a booth.

•

Network with everyone you meet there; it can
open many doors.

Step 19. Sales Calls
•

Search for names and contacts in regional
business journals.

•

Call them, ask if you can send them information.

Step 20. Websites
•

Include community and economic development
information on your community’s website.

•

Provide the information in easy-to-download,
printable PDF format.

•

Include maps.

•

Include a form so they can easily request more
information.
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•

Include your contact information on every page.

Step 21. Send sales letters to key contacts
•

Always send to an individual by name – never just
to the company.

•

Get to the point – the first sentence is critical –
what’s in it for them?

•

Bullets are better than narrative.

•

No more than two pages.

•

Include your sales literature, but no books or
studies. Too much stuff gets put aside.

Step 25. Don’t give up!
•

You’ll meet opposition, naysayers, and negativity
in your recruitment efforts – from your own
community to your prospective investors. It’s part
of the territory.

•

Marketing and advertising can be helpful, but
personal contacts are the key to your success.

•

Remember all the great attributes your
community has – it’s really a great place! After all,
you live there!

Good Luck With Your Recruitment Efforts!

Step 22. Follow up is critical
•

Don’t wait for them to call you; call or e-mail them.

•

Once you’ve made the call, you develop a
relationship. It prompts them to look at what you
sent.

•

If they are not interested, ask for a referral.

Step 23. Send out “Updates”
•

Create a monthly newsletter – not for
memberships or fund-raising, but a sales tool
with news about your town and its economic
development progress.

•

Send it out to your contacts. This will create Top of
Mind Awareness.	

Step 24. Hand-holding
•

The job isn’t done until the project is open for
business.
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Demographic and Income Profile

El Dorado, AR
Ring: 250 miles radius

2000

2010

2015

14,472,887

15,920,204

16,545,448

Households

5,387,958

5,962,131

6,206,687

Families

3,780,020

4,105,183

4,242,648

Population

Average Household Size

2.60

2.59

2.59

Owner Occupied Housing Units

3,661,589

4,015,839

4,192,989

Renter Occupied Housing Units

1,726,369

1,946,292

2,013,698

34.1

35.9

36.3

Area
0.77%
0.81%
0.66%
0.87%
2.23%

State
0.70%
0.75%
0.58%
0.77%
2.36%

National
0.76%
0.78%
0.64%
0.82%
2.36%

Median Age
Trends: 2010 - 2015 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income
2000

2010

2.2
2
1.8
1.6
1.4
1.2
1
0.8
0.6

Area
State
USA

0.4
0.2
0

2015

Number

Percent

Number

Percent

Number

Percent

1,141,535

21.2%

972,084

16.3%

919,980

14.8%

$15,000 - $24,999

802,262

14.9%

691,424

11.6%

629,260

10.1%

$25,000 - $34,999

747,369

13.9%

700,480

11.7%

624,947

10.1%

$35,000 - $49,999

886,346

16.4%

975,769

16.4%

950,672

15.3%

$50,000 - $74,999

924,177

17.1%

1,204,701

20.2%

1,455,437

23.4%

12
11

$75,000 - $99,999

426,962

7.9%

632,950

10.6%

663,616

10.7%

10

$100,000 - $149,999

287,855

5.3%

511,895

8.6%

612,922

9.9%

$150,000 - $199,999

79,617

1.5%

126,860

2.1%

174,314

2.8%

$200,000+

96,017

1.8%

145,923

2.4%

175,494

2.8%

Population

Households

Families

Owner HHs

Median HH Income

Population by Age
14
13

Percent

<$15,000

Latitude: 33.21152
Longitude: -92.66549

Trends 2010-2015

Annual Rate (in percent)

Summary

Households by Income

El Dorado, AR
Ring: 250 miles radius

Latitude: 33.21152
Longitude: -92.66549

9
8
7
6
5

$35,065
$48,101
$18,204

$44,484
$58,401
$22,242
2000

Population by Age

$49,674
$63,310
$24,155
2010

4
3

Number

Percent

Number

Percent

Number

Percent

0-4

1,047,331

7.2%

1,156,030

7.3%

1,179,407

7.1%

5-9

1,084,281

7.5%

1,127,844

7.1%

1,164,442

7.0%

10 - 14

1,093,776

7.6%

1,088,870

6.8%

1,168,860

7.1%

15 - 19

1,123,245

7.8%

1,130,183

7.1%

1,123,442

6.8%

20 - 24

1,030,031

7.1%

1,095,651

6.9%

1,130,028

6.8%

25 - 34

2,043,295

14.1%

2,178,176

13.7%

2,233,599

13.5%

35 - 44

2,238,265

15.5%

2,110,303

13.3%

2,134,303

12.9%

45 - 54

1,855,991

12.8%

2,247,864

14.1%

2,123,724

12.8%

55 - 64

1,243,045

8.6%

1,809,337

11.4%

2,016,317

12.2%

65 - 74

923,898

6.4%

1,068,718

6.7%

1,330,467

8.0%

75 - 84

580,752

4.0%

630,764

4.0%

655,405

4.0%

85+

208,977

1.4%

276,464

1.7%

285,454

1.7%

2000
Race and Ethnicity

Number

2010

Percent

Number

2015

Percent

Number

9,759,773

67.4%

10,248,722

64.4%

10,488,423

63.4%

Black Alone

3,608,557

24.9%

3,959,983

24.9%

4,084,900

24.7%

American Indian Alone

149,754

1.0%

175,544

1.1%

183,721

1.1%

Asian Alone

211,065

1.5%

324,034

2.0%

374,907

2.3%

5,840

0.0%

9,706

0.1%

10,289

0.1%

519,125

3.6%

869,809

5.5%

1,020,739

6.2%

Some Other Race Alone
Two or More Races
Hispanic Origin (Any Race)

0

0-4

5-9

10-14

15-19

20-24

25-34

2010 Household Income
$50K - $74K
20.2%

218,773

1.5%

332,406

2.1%

382,469

2.3%

1,135,552

7.8%

1,887,764

11.9%

2,250,355

13.6%

Data Note: Income is expressed in current dollars
Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.

35-44

45-54

55-64

65-74

$75K - $99K
10.6%

55
50
45

$150K - $199K
2.1%
$200K+
2.4%

$35K - $49K
16.4%

40
35
30
25
20

< $15K
16.3%

$25K - $34K
11.7%

15
10
5
0

$15K - $24K
11.6%

White

Black

Am. Ind.
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Asian

Pacific

Other

Two+

2010 Percent Hispanic Origin: 11.9%

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.
August 17, 2010
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85+

60

$100K - $149K
8.6%

August 17, 2010
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75-84

2010 Population by Race

Percent

White Alone

Pacific Islander Alone

2010
2015

2
1

2015

Percent

Median Household Income
Average Household Income
Per Capita Income
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Demographic and Income Profile

2010

2015

32,559,946

36,755,282

38,906,836

Households

12,143,228

13,689,611

14,485,166

8,506,123

9,435,424

9,912,119

Average Household Size

2.61

2.62

2.62

Owner Occupied Housing Units

8,142,876

9,143,769

9,697,264

Renter Occupied Housing Units

4,000,352

4,545,842

4,787,902

34.0

35.6

35.9

Area
1.14%
1.14%
0.99%
1.18%
2.27%

State
0.70%
0.75%
0.58%
0.77%
2.36%

National
0.76%
0.78%
0.64%
0.82%
2.36%

Median Age
Trends: 2010 - 2015 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income
2000
Households by Income
<$15,000
$15,000 - $24,999

2010

Percent

Number

Percent

Number

Percent

2,379,880

19.6%

2,008,042

14.7%

1,879,419

13.0%

1,754,632

14.4%

1,475,051

10.8%

1,343,647

1,677,027

13.8%

1,532,359

11.2%

1,391,358

9.6%

2,019,095

16.6%

2,213,920

16.2%

2,059,680

14.2%

$50,000 - $74,999

2,146,210

$75,000 - $99,999

17.7%

2,889,360

21.1%

3,534,470

24.4%

1,033,086

8.5%

1,582,664

11.6%

1,724,513

11.9%

$100,000 - $149,999

720,880

5.9%

1,301,275

9.5%

1,673,904

11.6%

$150,000 - $199,999

198,740

1.6%

338,051

2.5%

448,228

3.1%

$200,000+

222,030

1.8%

348,784

2.5%

429,841

3.0%

Median Household Income
Average Household Income
Per Capita Income

$36,625
$49,863
$18,901

$47,169
$61,097
$23,092

Population by Age

Number

$52,765
$66,718
$25,200
2010

Percent

Number

Number

Percent

0-4

2,362,367

7.3%

2,689,784

7.3%

2,810,320

7.2%

5-9

2,447,941

7.5%

2,614,276

7.1%

2,759,180

7.1%

10 - 14

2,460,567

7.6%

2,520,702

6.9%

2,754,106

7.1%

15 - 19

2,503,795

7.7%

2,610,318

7.1%

2,630,215

6.8%

20 - 24

2,323,600

7.1%

2,552,668

6.9%

2,671,624

6.9%

25 - 34

4,647,919

14.3%

5,089,475

13.8%

5,373,799

13.8%

35 - 44

5,128,958

15.8%

4,933,840

13.4%

5,078,694

13.1%

45 - 54

4,236,681

13.0%

5,245,509

14.3%

5,024,960

12.9%

55 - 64

2,755,271

8.5%

4,142,541

11.3%

4,691,963

12.1%

65 - 74

2,004,026

6.2%

2,374,520

6.5%

3,028,657

7.8%

75 - 84

1,249,068

3.8%

1,385,033

3.8%

1,457,070

3.7%

1.4%

596,616

1.6%

626,248

85+

439,753
2000

Race and Ethnicity

2010
Number

Percent

Number

Percent

White Alone

22,845,401

70.2%

24,650,434

67.1%

25,699,587

66.1%

Black Alone

6,507,656

20.0%

7,185,336

19.5%

7,535,448

19.4%

411,591

1.3%

477,826

1.3%

498,719

1.3%

Pacific Islander Alone
Some Other Race Alone
Two or More Races
Hispanic Origin (Any Race)

1.2
1
0.8
0.6

Area
State
USA

0.4
0

Population

Households

Families

Owner HHs

648,579

2.0%

988,960

2.7%

1,151,037

3.0%

17,407

0.1%

28,384

0.1%

30,122

0.1%

1,496,594

4.6%

2,494,417

6.8%

2,928,483

7.5%

632,718

1.9%

929,925

2.5%

1,063,440

2.7%

3,395,331

10.4%

5,580,153

15.2%

6,658,299

17.1%

Data Note: Income is expressed in current dollars
Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.

14
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9
8
7
6
5
4

1
0

2010
2015

0-4

5-9

10-14

15-19

20-24

25-34

2010 Household Income

35-44

45-54

55-64

65-74

$75K - $99K
11.6%
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85+

65
60

$50K - $74K
21.1%

55

$100K - $149K
9.5%

50

$150K - $199K
2.5%
$200K+
2.5%

45
40
35
30
25
20

$35K - $49K
16.2%

< $15K
14.7%

15
10
5

$25K - $34K
11.2%

$15K - $24K
10.8%

0

White

Black

Am. Ind.

Asian

Pacific

Other

Two+

2010 Percent Hispanic Origin: 15.2%

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.
August 17, 2010
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75-84

2010 Population by Race

August 17, 2010
©2010 ESRI

Median HH Income

Population by Age

1.6%

Percent

Asian Alone

1.4

2015

Number

American Indian Alone

1.6

3
2

2015

Percent

2
1.8

0.2

9.3%

$25,000 - $34,999
$35,000 - $49,999

2000

2.2

2015

Number

Latitude: 33.21152
Longitude: -92.66549

Trends 2010-2015

Annual Rate (in percent)

2000

Population

Percent

Summary

Families

El Dorado, AR
Ring: 350 miles radius

Latitude: 33.21152
Longitude: -92.66549

Percent
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Ring: 350 miles radius
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El Dorado Demographics (cont.)
Demographic and Income Profile

Demographic and Income Profile

2010

2015

56,839,336

64,371,083

68,044,914

Households

21,395,853

24,260,179

25,654,462

Families

14,850,494

16,533,018

17,336,587

Average Household Size

2.58

2.58

2.59

Owner Occupied Housing Units

14,508,303

16,345,222

17,310,498

Renter Occupied Housing Units

6,887,550

7,914,957

8,343,964

34.4

36.0

36.3

Area
1.12%
1.12%
0.95%
1.15%
2.23%

State
0.70%
0.75%
0.58%
0.77%
2.36%

National
0.76%
0.78%
0.64%
0.82%
2.36%

Median Age
Trends: 2010 - 2015 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income
2000
<$15,000
$15,000 - $24,999

2010

Percent

Number

Percent

Number

Percent

3,909,289

18.3%

3,282,671

13.5%

2,996,865

11.7%

3,005,912

14.0%

2,469,089

10.2%

2,212,625

2,938,000

13.7%

2,597,441

10.7%

2,318,725

9.0%

3,617,298

16.9%

3,945,552

16.3%

3,536,103

13.8%

$50,000 - $74,999

3,951,235

18.5%

5,220,512

21.5%

6,374,634

24.8%

$75,000 - $99,999

1,908,640

8.9%

3,027,750

12.5%

3,281,261

12.8%

$100,000 - $149,999

1,323,234

6.2%

2,450,833

10.1%

3,269,853

12.7%

$150,000 - $199,999

358,842

1.7%

626,652

2.6%

855,284

3.3%

$200,000+

396,953

1.9%

639,478

2.6%

808,910

3.2%

Median Household Income
Average Household Income
Per Capita Income

$38,085
$51,090
$19,562

$49,301
$63,104
$24,143

Population by Age

Number

$55,059
$69,686
$26,661
2010

Percent

Number

2015

Percent

Number

Percent

0-4

4,031,539

7.1%

4,599,623

7.1%

4,794,233

7.0%

5-9

4,197,405

7.4%

4,481,912

7.0%

4,722,416

6.9%

10 - 14

4,232,384

7.4%

4,352,494

6.8%

4,735,547

7.0%

15 - 19

4,292,054

7.6%

4,524,014

7.0%

4,557,294

6.7%

20 - 24

4,025,765

7.1%

4,463,020

6.9%

4,663,192

6.9%

25 - 34

8,148,790

14.3%

8,890,634

13.8%

9,396,064

13.8%

35 - 44

9,045,465

15.9%

8,699,839

13.5%

8,917,744

13.1%

45 - 54

7,459,507

13.1%

9,285,269

14.4%

8,895,986

13.1%

55 - 64

4,831,552

8.5%

7,313,487

11.4%

8,269,393

12.2%

65 - 74

3,537,825

6.2%

4,189,476

6.5%

5,351,878

7.9%

75 - 84

2,240,594

3.9%

2,483,490

3.9%

2,603,452

3.8%

1.4%

1,087,825

1.7%

1,137,715

85+

796,456
2000

Race and Ethnicity

2010
Percent

Number

Percent

White Alone

41,714,244

73.4%

45,105,316

70.1%

46,924,196

69.0%

Black Alone

10,045,228

17.7%

11,497,609

17.9%

12,160,851

17.9%

536,264

0.9%

635,087

1.0%

666,341

1.0%

1,037,116

1.8%

1,597,262

2.5%

1,871,486

2.8%

31,048

0.1%

48,847

0.1%

51,689

0.1%

2,422,336

4.3%

3,924,179

6.1%

4,573,721

6.7%

Some Other Race Alone

1.2
1
0.8
0.6

Area
State
USA

0.4
0

Population

Households

Families

Owner HHs

Two or More Races

1,053,100

1.9%

1,562,783

2.4%

1,796,630

2.6%

Hispanic Origin (Any Race)

5,769,212

10.2%

9,160,032

14.2%

10,831,300

15.9%

Data Note: Income is expressed in current dollars
Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.
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13
12
11
10
9
8
7
6
5
4
3
2
1
0

2010
2015

0-4

5-9

10-14

15-19

20-24

25-34

2010 Household Income

35-44

55-64

65-74
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85+

65
60

$100K - $149K
10.1%

55
50

$150K - $199K
2.6%
$200K+
2.6%

< $15K
13.5%

$35K - $49K
16.3%

45
40
35
30
20
15
10

$25K - $34K
10.7%

$15K - $24K
10.2%

5
0

White

Black

Am. Ind.

Asian

Pacific

Other

Two+

2010 Percent Hispanic Origin: 14.2%

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.
August 17, 2010

Made with ESRI Business Analyst
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75-84

70

$75K - $99K
12.5%
$50K - $74K
21.5%

45-54

2010 Population by Race

August 17, 2010
©2010 ESRI

Median HH Income

Population by Age

25

Number

Asian Alone

1.4

1.7%

Percent

Pacific Islander Alone

1.6

2015

Number

American Indian Alone

2
1.8

0.2

8.6%

$25,000 - $34,999
$35,000 - $49,999

2000

2.2

2015

Number

Latitude: 33.21152
Longitude: -92.66549

Trends 2010-2015

Annual Rate (in percent)

2000

Population

Percent

Summary

Households by Income

El Dorado, AR
Ring: 500 miles radius

Latitude: 33.21152
Longitude: -92.66549

Percent

El Dorado, AR
Ring: 500 miles radius
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El Dorado Demographics (cont.)
Demographic and Income Profile

Demographic and Income Profile

El Dorado, AR
Ring: 250 miles radius

El Dorado, AR
Ring: 250 miles radius

Latitude: 33.21152
Longitude: -92.66549

Summary

Latitude: 33.21152
Longitude: -92.66549

2000

2010

2015

2000

2010

2015

14,472,887

15,920,204

16,545,448

14,472,887

15,920,204

16,545,448

Households

5,387,958

5,962,131

6,206,687

Households

5,387,958

5,962,131

6,206,687

Families

3,780,020

4,105,183

4,242,648

Families

3,780,020

4,105,183

4,242,648

2.60

2.59

2.59

2.60

2.59

2.59

Owner Occupied Housing Units

3,661,589

4,015,839

4,192,989

Owner Occupied Housing Units

3,661,589

4,015,839

4,192,989

Renter Occupied Housing Units

1,726,369

1,946,292

2,013,698

Renter Occupied Housing Units

1,726,369

1,946,292

2,013,698

Population

Average Household Size

Median Age
Trends: 2010 - 2015 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income

34.1

35.9

36.3

Area
0.77%
0.81%
0.66%
0.87%
2.23%

State
0.70%
0.75%
0.58%
0.77%
2.36%

National
0.76%
0.78%
0.64%
0.82%
2.36%

2000
Households by Income
<$15,000

2010

Summary
Population

Average Household Size

Median Age
Trends: 2010 - 2015 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income

2015

34.1

35.9

36.3

Area
0.77%
0.81%
0.66%
0.87%
2.23%

State
0.70%
0.75%
0.58%
0.77%
2.36%

National
0.76%
0.78%
0.64%
0.82%
2.36%

2000

Number

Percent

Number

Percent

Number

Percent

Households by Income

Number

2010

2015

Percent

Number

Percent

Number

Percent

1,141,535

21.2%

972,084

16.3%

919,980

14.8%

<$15,000

1,141,535

21.2%

972,084

16.3%

919,980

14.8%

$15,000 - $24,999

802,262

14.9%

691,424

11.6%

629,260

10.1%

$15,000 - $24,999

802,262

14.9%

691,424

11.6%

629,260

10.1%

$25,000 - $34,999

747,369

13.9%

700,480

11.7%

624,947

10.1%

$25,000 - $34,999

747,369

13.9%

700,480

11.7%

624,947

10.1%

$35,000 - $49,999

886,346

16.4%

975,769

16.4%

950,672

15.3%

$35,000 - $49,999

886,346

16.4%

975,769

16.4%

950,672

15.3%

$50,000 - $74,999

924,177

17.1%

1,204,701

20.2%

1,455,437

23.4%

$50,000 - $74,999

924,177

17.1%

1,204,701

20.2%

1,455,437

23.4%

$75,000 - $99,999

426,962

7.9%

632,950

10.6%

663,616

10.7%

$75,000 - $99,999

426,962

7.9%

632,950

10.6%

663,616

10.7%

$100,000 - $149,999

287,855

5.3%

511,895

8.6%

612,922

9.9%

$100,000 - $149,999

287,855

5.3%

511,895

8.6%

612,922

9.9%

$150,000 - $199,999

79,617

1.5%

126,860

2.1%

174,314

2.8%

$150,000 - $199,999

79,617

1.5%

126,860

2.1%

174,314

2.8%

96,017

1.8%

145,923

2.4%

175,494

2.8%

96,017

1.8%

145,923

2.4%

175,494

2.8%

$200,000+
Median Household Income
Average Household Income
Per Capita Income

$35,065
$48,101
$18,204

$44,484
$58,401
$22,242
2000

Population by Age

$49,674
$63,310
$24,155
2010

$200,000+
Median Household Income
Average Household Income
Per Capita Income

$35,065
$48,101
$18,204

2015

$44,484
$58,401
$22,242
2000

2010

2015

Number

Percent

Number

Percent

Number

Percent

Number

Percent

Number

Percent

Number

0-4

1,047,331

7.2%

1,156,030

7.3%

1,179,407

7.1%

0-4

1,047,331

7.2%

1,156,030

7.3%

1,179,407

5-9

1,084,281

7.5%

1,127,844

7.1%

1,164,442

7.0%

5-9

1,084,281

7.5%

1,127,844

7.1%

1,164,442

7.0%

10 - 14

1,093,776

7.6%

1,088,870

6.8%

1,168,860

7.1%

10 - 14

1,093,776

7.6%

1,088,870

6.8%

1,168,860

7.1%

15 - 19

1,123,245

7.8%

1,130,183

7.1%

1,123,442

6.8%

Population by Age

$49,674
$63,310
$24,155

15 - 19

1,123,245

7.8%

1,130,183

7.1%

Percent
7.1%

1,123,442

6.8%

20 - 24

1,030,031

7.1%

1,095,651

6.9%

1,130,028

6.8%

20 - 24

1,030,031

7.1%

1,095,651

6.9%

1,130,028

6.8%

25 - 34

2,043,295

14.1%

2,178,176

13.7%

2,233,599

13.5%

25 - 34

2,043,295

14.1%

2,178,176

13.7%

2,233,599

13.5%

35 - 44

2,238,265

15.5%

2,110,303

13.3%

2,134,303

12.9%

35 - 44

2,238,265

15.5%

2,110,303

13.3%

2,134,303

12.9%

45 - 54

1,855,991

12.8%

2,247,864

14.1%

2,123,724

12.8%

45 - 54

1,855,991

12.8%

2,247,864

14.1%

2,123,724

12.8%

55 - 64

1,243,045

8.6%

1,809,337

11.4%

2,016,317

12.2%

55 - 64

1,243,045

8.6%

1,809,337

11.4%

2,016,317

12.2%

65 - 74

923,898

6.4%

1,068,718

6.7%

1,330,467

8.0%

65 - 74

923,898

6.4%

1,068,718

6.7%

1,330,467

8.0%

75 - 84

580,752

4.0%

630,764

4.0%

655,405

4.0%

75 - 84

580,752

4.0%

630,764

4.0%

655,405

4.0%

85+

208,977

85+

208,977

1.4%

276,464

1.7%

285,454

Number

Percent

Number

Percent

Number

Percent

Race and Ethnicity

White Alone

9,759,773

Black Alone

2000
Race and Ethnicity

2010

1.7%

1.4%

276,464

Number

Percent

Number

2015

2000

1.7%

285,454

Percent

Number

2010

1.7%
2015
Percent

67.4%

10,248,722

64.4%

10,488,423

63.4%

White Alone

9,759,773

67.4%

10,248,722

64.4%

10,488,423

63.4%

3,608,557

24.9%

3,959,983

24.9%

4,084,900

24.7%

Black Alone

3,608,557

24.9%

3,959,983

24.9%

4,084,900

24.7%

American Indian Alone

149,754

1.0%

175,544

1.1%

183,721

1.1%

American Indian Alone

149,754

1.0%

175,544

1.1%

183,721

Asian Alone

211,065

1.5%

324,034

2.0%

374,907

2.3%

Asian Alone

211,065

1.5%

324,034

2.0%

374,907

2.3%

5,840

0.0%

9,706

0.1%

10,289

0.1%

Pacific Islander Alone

5,840

0.0%

9,706

0.1%

10,289

0.1%

519,125

3.6%

869,809

5.5%

1,020,739

6.2%

Some Other Race Alone

519,125

3.6%

869,809

5.5%

1,020,739

6.2%

Two or More Races

Pacific Islander Alone
Some Other Race Alone
Two or More Races
Hispanic Origin (Any Race)

218,773

1.5%

332,406

2.1%

382,469

2.3%

1,135,552

7.8%

1,887,764

11.9%

2,250,355

13.6%

Data Note: Income is expressed in current dollars
Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.

Hispanic Origin (Any Race)

218,773

1.5%

332,406

2.1%

382,469

2.3%

1,135,552

7.8%

1,887,764

11.9%

2,250,355

13.6%

Data Note: Income is expressed in current dollars
Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.
August 17, 2010

August 17, 2010
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El Dorado Demographics (cont.)
Demographic and Income Profile

Demographic and Income Profile

El Dorado, AR
Ring: 350 miles radius

El Dorado, AR
Ring: 500 miles radius

Latitude: 33.21152
Longitude: -92.66549

Summary

2000

Latitude: 33.21152
Longitude: -92.66549

2010

2015

2010

2015

Population

32,559,946

36,755,282

38,906,836

Population

56,839,336

64,371,083

68,044,914

Households

12,143,228

13,689,611

14,485,166

Households

21,395,853

24,260,179

25,654,462

8,506,123

9,435,424

9,912,119

Families

14,850,494

16,533,018

17,336,587

2.61

2.62

2.62

2.58

2.58

2.59

Owner Occupied Housing Units

8,142,876

9,143,769

9,697,264

Owner Occupied Housing Units

14,508,303

16,345,222

17,310,498

Renter Occupied Housing Units

4,000,352

4,545,842

4,787,902

Renter Occupied Housing Units

6,887,550

7,914,957

8,343,964

Families
Average Household Size

Median Age
Trends: 2010 - 2015 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income

34.0

35.6

35.9

Area
1.14%
1.14%
0.99%
1.18%
2.27%

State
0.70%
0.75%
0.58%
0.77%
2.36%

National
0.76%
0.78%
0.64%
0.82%
2.36%

2000
Households by Income

2010

Summary

2000

Average Household Size

Median Age
Trends: 2010 - 2015 Annual Rate
Population
Households
Families
Owner HHs
Median Household Income

2015

34.4

36.0

36.3

Area
1.12%
1.12%
0.95%
1.15%
2.23%

State
0.70%
0.75%
0.58%
0.77%
2.36%

National
0.76%
0.78%
0.64%
0.82%
2.36%

2000

Number

Percent

Number

Percent

Number

Percent

<$15,000

2,379,880

19.6%

2,008,042

14.7%

1,879,419

13.0%

$15,000 - $24,999

1,754,632

14.4%

1,475,051

10.8%

1,343,647

9.3%

$25,000 - $34,999

1,677,027

13.8%

1,532,359

11.2%

1,391,358

$35,000 - $49,999

2,019,095

16.6%

2,213,920

16.2%

$50,000 - $74,999

2,146,210

$75,000 - $99,999

Households by Income

2010

Percent

Number

Percent

Number

Percent

<$15,000

3,909,289

18.3%

3,282,671

13.5%

2,996,865

11.7%

$15,000 - $24,999

3,005,912

14.0%

2,469,089

10.2%

2,212,625

9.6%

$25,000 - $34,999

2,938,000

13.7%

2,597,441

10.7%

2,318,725

9.0%

2,059,680

14.2%

$35,000 - $49,999

3,617,298

16.9%

3,945,552

16.3%

3,536,103

13.8%

8.6%

17.7%

2,889,360

21.1%

3,534,470

24.4%

$50,000 - $74,999

3,951,235

18.5%

5,220,512

21.5%

6,374,634

24.8%

1,033,086

8.5%

1,582,664

11.6%

1,724,513

11.9%

$75,000 - $99,999

1,908,640

8.9%

3,027,750

12.5%

3,281,261

12.8%

$100,000 - $149,999

720,880

5.9%

1,301,275

9.5%

1,673,904

11.6%

$100,000 - $149,999

1,323,234

6.2%

2,450,833

10.1%

3,269,853

12.7%

$150,000 - $199,999

198,740

1.6%

338,051

2.5%

448,228

3.1%

$150,000 - $199,999

358,842

1.7%

626,652

2.6%

855,284

3.3%

$200,000+

222,030

1.8%

348,784

2.5%

429,841

3.0%

$200,000+

396,953

1.9%

639,478

2.6%

808,910

3.2%

Median Household Income
Average Household Income
Per Capita Income

$36,625
$49,863
$18,901

Median Household Income
Average Household Income
Per Capita Income

$38,085
$51,090
$19,562

$47,169
$61,097
$23,092
2000

Population by Age

$52,765
$66,718
$25,200
2010

2015

$49,301
$63,104
$24,143
2000

2010

2015

Number

Percent

Number

Percent

Number

Percent

Number

Percent

Number

Percent

Number

2,362,367

7.3%

2,689,784

7.3%

2,810,320

7.2%

0-4

4,031,539

7.1%

4,599,623

7.1%

4,794,233

5-9

2,447,941

7.5%

2,614,276

7.1%

2,759,180

7.1%

5-9

4,197,405

7.4%

4,481,912

7.0%

4,722,416

6.9%

10 - 14

2,460,567

7.6%

2,520,702

6.9%

2,754,106

7.1%

10 - 14

4,232,384

7.4%

4,352,494

6.8%

4,735,547

7.0%

2,503,795

7.7%

2,610,318

7.1%

2,630,215

6.8%

Population by Age

$55,059
$69,686
$26,661

0-4

15 - 19

15 - 19

4,292,054

7.6%

4,524,014

7.0%

Percent
7.0%

4,557,294

6.7%

20 - 24

2,323,600

7.1%

2,552,668

6.9%

2,671,624

6.9%

20 - 24

4,025,765

7.1%

4,463,020

6.9%

4,663,192

6.9%

25 - 34

4,647,919

14.3%

5,089,475

13.8%

5,373,799

13.8%

25 - 34

8,148,790

14.3%

8,890,634

13.8%

9,396,064

13.8%

35 - 44

5,128,958

15.8%

4,933,840

13.4%

5,078,694

13.1%

35 - 44

9,045,465

15.9%

8,699,839

13.5%

8,917,744

13.1%

45 - 54

4,236,681

13.0%

5,245,509

14.3%

5,024,960

12.9%

45 - 54

7,459,507

13.1%

9,285,269

14.4%

8,895,986

13.1%

55 - 64

2,755,271

8.5%

4,142,541

11.3%

4,691,963

12.1%

55 - 64

4,831,552

8.5%

7,313,487

11.4%

8,269,393

12.2%

65 - 74

2,004,026

6.2%

2,374,520

6.5%

3,028,657

7.8%

65 - 74

3,537,825

6.2%

4,189,476

6.5%

5,351,878

7.9%

75 - 84

1,249,068

3.8%

1,385,033

3.8%

1,457,070

3.7%

75 - 84

2,240,594

3.9%

2,483,490

3.9%

2,603,452

3.8%

85+

439,753

1.4%

596,616

1.6%

626,248

Number

Percent

Number

Percent

Number

Percent

Race and Ethnicity

White Alone

22,845,401

Black Alone

2000
Race and Ethnicity

2010

1.6%

85+

796,456

1.4%

1,087,825

1.7%

1,137,715

Number

Percent

Number

Percent

Number

Percent

2015

2000

2010

1.7%
2015

70.2%

24,650,434

67.1%

25,699,587

66.1%

White Alone

41,714,244

73.4%

45,105,316

70.1%

46,924,196

69.0%

6,507,656

20.0%

7,185,336

19.5%

7,535,448

19.4%

Black Alone

10,045,228

17.7%

11,497,609

17.9%

12,160,851

17.9%

American Indian Alone

411,591

1.3%

477,826

1.3%

498,719

1.3%

536,264

0.9%

635,087

1.0%

666,341

Asian Alone

648,579

2.0%

988,960

2.7%

1,151,037

3.0%

Asian Alone

1,037,116

1.8%

1,597,262

2.5%

1,871,486

2.8%

17,407

0.1%

28,384

0.1%

30,122

0.1%

Pacific Islander Alone

31,048

0.1%

48,847

0.1%

51,689

0.1%

Pacific Islander Alone
Some Other Race Alone

1,496,594

Two or More Races
Hispanic Origin (Any Race)

4.6%

2,494,417

6.8%

2,928,483

7.5%

632,718

1.9%

929,925

2.5%

1,063,440

2.7%

3,395,331

10.4%

5,580,153

15.2%

6,658,299

17.1%

Data Note: Income is expressed in current dollars
Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.

American Indian Alone

Some Other Race Alone

2,422,336

4.3%

3,924,179
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4,573,721

6.7%

Two or More Races

1,053,100

1.9%

1,562,783

2.4%

1,796,630

2.6%

5,769,212

10.2%

9,160,032

14.2%

10,831,300

15.9%

Data Note: Income is expressed in current dollars
Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts for 2010 and 2015.
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6.1%

1.0%

Hispanic Origin (Any Race)

August 17, 2010
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