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The mission of Beverly Main Streets is to promote and
enhance Beverly's downtown economic vitality, cultural
and historic resources and quality of life.

Contact info: gwallace@beverlymainstreets.org; 978-922-8558







Downtown Research (Spring 2008)

1. Business Inventory

— Self-reported survey and observations of ~300 businesses on
Cabot & Rantoul; business name & address, owner name &
contact info, type of business

— Updated the database of property owners

2. Needs Assessment Survey

— Determine the types of businesses wanted and needed
downtown and what we need to do downtown to attract them

— Surveys & Focus Groups (163 participants)
 Business owners
 Residents (mix of downtown and city-wide)
 College students



Highlights of Research

Business types: 56% services, 22% retail, 22% restaurant; 80% employ 1-5
people; most services occupy 15t floor space

We need retail that's not at the mall, grocery stores, bookstores, gathering
places

We have enough restaurants, low-end housing, chains, convenience stores,
nail salons, pizza places, consignment stores

Biggest roadblocks: businesses say ‘parking’ (enforcement, signage, spaces);
residents say ‘variety’ of retail; students say ‘not enough activities’

Strengths to leverage: community feel, location, restaurants
Biggest opportunities: parking, city hall efficiency, cleanliness, waterfront

Resident patterns: 69% visit during the day and 31% at night; 51% visit during
the week and 49% on weekends; 65% drive and 35% walk

Visits/Wk 1 2-3 4-5 6+

Shop 73% 18% 9% 0%
Dine 57% 36% 5% 2%
Services 50% 41% 6% 3%
Work 20% 20% 47% 13%




SWOT Summary
‘Strengths, Weaknesses, Opportunities, Threats)

Businesses Residents Students
S | *Ocean *Ocean *Dining
«Cabot Cinema «Cabot Cinema *Visually appealing
*Train *Train
*History *Dining

eArchitecture

*The Common

\W | °Lack of store variety

Underutilized
waterfront

sLack of City Hall
support

*No hotel
«Stores too far apart

sLack of store variety
*Parking

*Sighage
«Storefronts

sFamily Dollar

«Store vacancies

sLack of store variety

Underutilized
waterfront

*Parking

*Sighage

*Early closings of bars
and restaurants

Bold items = heard from multiple groups




SWOT Summary

Businesses Residents Students
*Business *Business recruitment *Business
recruitment «Parking recruitment
*Specialty shops Nicer store fronts *Specialty shops
*Night clubs Walkability to reduce | *Galleries
*Endicott College traffic stress *Advertise more to
*Waterfront colleges
*Activities

*Arts community

*Surrounding towns
«Chain stores

*Surrounding towns
*Malls

*Another hair salon
Citizen oppositions

sLack of planning and
identity

*Surrounding towns
*Chain stores
*Malls

*Unsafe




One Word about Downtown...

 Boring . Slow . Pedestrian

* Shopping . Arts . Vacancies

« Center . Small . Haphazard

e Tired . Cool . Government
« Cute . Unattractive . Brown

o Traffic . Unsafe . Dirty

Quotes that Stand Out

 “Too many people just sleep in Beverly”

* “When the restaurants are open, stores should be open”
« “Everything is geared to women”

 “What Beverly has, can be found anywhere”

 “Why is Beverly called ‘The Garden City?™

o “City Hall fights the little guys”

* “I come for one specific errand and then leave”
 “People here don’t want to change”



Zoning

Seaside

Business

Networking Revitalization Colleges

/: have committee in place




Next Steps

1. Using recommendations from the research, create a vision in
pictures and words of what the entire downtown area can look like
by 2020 and then create a plan to get there in small, measurable
and manageable steps (“Downtown 2020”)

— Emphasis on retail and business development, waterfront & riverfront

development, mixed usage, community space, connections,
partnerships

— Researched revitalization processes in similar communities
(Newburyport, Amesbury, Melrose)

— Starting with small BMS committee to lay the foundation and then
expand

2. Meet with city leaders, ECDC, Beverly Chamber, waterfront and
Rantoul Street redesign teams to coordinate efforts

3. Meet with downtown stakeholders (business owners, developers,
residents, organizations) to get new ideas, buy-in, volunteers



