
 

 DOWNTOWN MANAGEMENT COMMISSION 
December 5, 2016   

5:30 pm 
 Regular Meeting 

Council Chambers, 1777 Broadway 
AGENDA 

 
 

1. Roll Call 
2. Public Participation 
3. Police Update 
4. Parks Update 
5. BID Update 
6. Matters from Commissioners 

 Feedback for City Council Retreat  
7. Matters from Staff 

 d2d Update 
 HOP Update 

8. Action Summary 
 

Attachments 
 Sales and Use Tax Revenue Report – September 2016 
 Revenue and Expenditures – January to September 2016 
 Police Stats 
 Downtown Boulder Open/Close List 
 City Council Retreat Feedback Memo and Responses 
 Downtown Boulder User Survey 2016 

 
 
Upcoming Meetings/Topics 
DMC Meeting January 9 – Presentation of Downtown Garage Capital Maintenance and  
          Replacement Plan - Farnsworth 
Development of Key Monthly Stats 
 
  
 
 
Commissioner Terms    DMC 2016 Priorities: 
Scott Crabtree:  2012-2017 Citizen at Large   -Work with City Council and other boards and commissions, the public   
Eli Feldman:      2015-2020 Property Rep    and other stakeholders to educate and increase understanding of  
Adam Knoff       2016-2018 Property Rep           downtown parking supply/demand and future needs; increase 
Sue Deans        2014-2019   Property Rep    awareness and understanding of all modes of transportation  
Jerry Shapins    2016-2021 Citizen at Large      used by residents and visitors to access downtown, and the need to    

  increase downtown’s accessibility. 
      - Increase discourse and understanding of impacts the homeless  
        population on downtown Boulder and opportunities for long-term  
        solutions.  





































COMMERCIAL AND RESIDENTIAL MALL POLICE CALL STATISTICS
MONTH

2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015
January 1 3 4 3 2 24 23 1 1 10 18 3 5  
February 2 1 4 4 1 2 19 27 1 4 9 3 9  
March 5 5 1 1 6 8 1 30 25 3 1 5 12 6  
April 2 4 15 1 11  
May 5 6 3 3 1 20 15 3 3 8 10 3 3  
June 3 7 2 22 3 12 3  
July   
August 3 2 9 6 2 1 25 37 2 3 5 13 2  
September 8 3 6 2 36 30 2 1 4 8  
October 2 4  9 3 3 30 28 3 5 12 4 2 1  
November 4 2  1 2 6 4 1 21 21 3 1 10 18 4 2  
December 4    1 22 8  

MONTH
2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015

January   1 8 3 3 1 7 10 6 1 1  
February  7 11 9 8  5 11 3 4 2  
March  7 3 4 8 2  12 8 10 4 1  
April  5 6 1 1  10 7 1  
May 9 6 11 7 1 2 2  15 21 3 7 1  
June 11 4 2  10 4 3  
July     
August 5 13 8 10 3 1  12 8 13 3 1  
September 1 8 6 2 1 2 10  13 6 3 10 1  
October  9 7 3 7 1 1  7 3 2 2 1 1  
November   3 3 9 2 1 2  5 7 4 7 3  
December   5 6 2  9 10 2  

MONTH
2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015 2016 2015

January   2     2 2 19 15   
February  1     5 1 9 18   
March  1 1     1 2 13 22   
April      4 25
May 1  2     6 2 19 19
June   1    5 37
July     
August   1 2    4 3 30 32
September      3 4 28 31
October  1     7 2 35 16   
November  1     1 2 18 22  
December  1     2 21  

WeaponTrespass

Party

Felony Menacing Fight

Suicide Suspicious Theft

Open DoorNoiseNarcotics

Shots Stabbing

Hang Ups

Sex Assault Shoplifting

Assault Auto Theft Burglary Crim. Mis.

RobberyProwler

Fireworks

DUICrim. Tres. Disturbance Domestic

Harassment Indec. Exp.

Drunk

Liq. Law Vio. Littering Loitering



Opened in 2016
Business Open Date

Colorado Limited 1428 Pearl January-16
Kilwins 1430 Pearl January-16
Crossroads Trading 1545 Pearl January-16
Arcana 905 Walnut February-16
Via Perla 901 Pearl March-16
Fresh Produce 1219 Pearl April-16
Clothes Pony 1909 9th April-16
World of Beer 921 Pearl May-16
Adorned 1909 9th May-16
Community Bank 2045 Bdwy June-16
Basecamp Boulder 2020 Arapahoe June-16
RedFox 1218 Pearl Jul-16
Voss Art + Home 2037 13th Jul-16
T Bar 1911 11th Jul-16
Alpine Modern 1048 Pearl Aug-16
Eureka! 1048 Pearl Sep-16
John Attencio 1048 Pearl Sep-16

Fjallraven 1048 Pearl Sep-16

Galvanize Boulder 1023 Walnut Oct-16
Charlie's T-shirts 1412 Pearl November-16

Closed in 2016
Business Close Date

Design within Reach 2049 Bdwy January-16
Penzeys Spices 1219 Pearl February-16
Alpine Modern 2037 13th June-16
Firefly Garden 1211 Pearl June-16
Pitaya 1211a Pearl July-16

Woody Creek/Caribou 1207 Pearl September-16
Two Spoons 1021 Pearl September-16
The Pilates Doctor 1445 Pearl September-16
Earthwood Gallery 1412 Pearl October-16
Conoco 1201 Arapahoe October-16
Fine Art Associates 1949 Pearl November-16

Future
Business Open Date

Capital One Bank 1247 Pearl Late 2016
Le Pops Pearl West Late 2016 
Bartaco Pearl West
Rapha 1815 Pearl
Fior Di Latte (2) 1021 Pearl
Gather Café 1023 Walnut Late 2016



Notes
replaces Trattoria on Pearl
replaces Trattoria on Pearl
replaces Boulder Army Store
new space
new space
replaces Penzeys
replaces Clutter
replaces Bacaro
replaces Clutter
replaces Design within Reach
replaces Quality Inn
replaces Fresh Produce
replaces Alpine Modern

Pearl West
Pearl West
Pearl West

Pearl West

replacing Earthwood Gallery

Notes
replaced by Community Banks
replaced by Fresh Produce
moving to Pearl West building 

Notes
replaces Boulder Café

replacing Vilona Gallery
replacing Two Spoons





2017	Council	questions:	Adam	Knoff	
	

1. How	do	you	think	the	City	can	improve	its	public	engagement	
process?		

	
The	entire	public	engagement	process	is	dominated	by	a	very	small	subset	of	
the	community	(specifically,	older,	longtime	home	owners	focused	in	
central/west	Boulder).	Young	professionals	and	those	with	young	families	
cannot	spend	multiple	nights	per	month	sitting	through	City	Council	and	
various	Board/Commission	meetings	to	add	their	input.	As	such,	many	of	the	
decisions	being	made	are	done	so	without	input	from	a	significant	and	
important	subset	of	this	community.		
	
Given	Boulder’s	innovative	businesses	and	approach	in	many	other	areas	of	
government,	the	public	engagement	process	is	very	dated.	It	is	time	to	use	
new	mediums	and	processes	to	engage	more	of	the	population.	Ideas	to	
consider	include	digital	public	comments	that	can	be	submitted	to	Council	
and	Boards,	varying	hearing	times	to	allow	participation	by	those	with	less	
flexible	schedules,	hosting	online	hearings/meetings	with	live	chats,	etc.	As	
Boulder’s	demographics	change	so	should	the	public	process.		

	
	

2. What	do	you	think	the	City’s	top	three	priorities	should	be	in	2017?	
	

 Take	the	off	ramp	from	municipalization.	Rather	than	fighting	an	endless	
legal	process,	use	those	funds	to	incentivize	more	renewable	energy	projects	
locally.	Or	consider	using	those	funds	to	improve	this	community	in	other	
ways	such	as	housing	for	those	with	middle	incomes	or	innovative	
transportation	solutions.	

 Create	a	downtown	master	plan	that	considers	the	downtown	area	as	the	
central	of	4	nodes	within	the	City	(30th	&	Pearl,	University	Hill,	NoBo,	and	
Downtown).	This	plan	should	consider	all	factors	that	contribute	to	a	vibrant	
downtown	including:	transportation	options,	parking,	height	limits,	
development	fees,	zoning,	etc.	

 Housing	in	Central	Boulder.	A	vibrant	downtown	depends	on	an	engaged	
community	in	close	proximity.	As	the	cost	of	housing	in	Central	Boulder	
skyrockets,	fewer	young	professionals	and	young	families	can	afford	to	live	
nearby.	This	will	hurt	the	downtown	economy	as	those	remaining	nearby	
residents	patronize	these	businesses	less	than	their	younger	counterparts.		

	
3. What	do	you	think	will	be	the	City’s	three	biggest	challenges	over	the	

next	five	years,	and	how	should	we	address	them?	
	

 Transportation.	As	metro	Denver’s	population	continues	to	grow,	gridlock	
will	make	many	less	willing	to	visit	Boulder	for	work/play.	



 A	balanced	housing	market.	Large	segments	of	the	City	are	currently	only	
available	to	older,	wealthier	residents,	which	will	have	a	negative	impact	on	
the	local	economy.	

 Balancing	Boulder’s	desire	for	lower	density	development	with	economic	
development.	As	Denver	and	surrounding	communities	become	more	
appealing	(and	cheaper)	to	businesses,	how	does	Boulder	retain	a	diverse	
mix	of	employers/jobs.			



2017	Council	questions:	Sue	Deans	
	

1. How	do	you	think	the	City	can	improve	its	public	engagement	
process?		

	
Actively	engaging	with	the	boards	they	appoint	to	assist	in	streamlining	
their	process.	

	
2. What	do	you	think	the	City’s	top	three	priorities	should	be	in	2017?	

	
 Focus	on	a	Transportation	Master	Plan	including	alternative	options	

for	downtown	access	and	parking.	
 Implementation	of	housing	plan	and	projects	for	middle	income	and	

lower	income.		Including	zoning	densification	options.	
 Take	focus	off	municipalization.	Use	money	and	efforts	to	attract	and	

incentivize	new	companies	and	business	to	Boulder.			
	

3. What	do	you	think	will	be	the	City’s	three	biggest	challenges	over	the	
next	five	years,	and	how	should	we	address	them?	

	
 Planning	correctly	for	growth	(see	item	2	above)	
 Transportation	and	specifically	traffic	flow		
 Homeless/	Transient	population‐	longterm	sustainable	master	plan	

for	curbing	the	population	of	Homeless	and	Transient	as	apposed	to	
just	pushing	from	location	to	location.	



1

Weiss, Ruth

From: Jerry Shapins <jshapins1@gmail.com>
Sent: Tuesday, November 8, 2016 4:00 PM
To: Winter, Molly
Cc: Weiss, Ruth
Subject: Suggestions for City Councilk

DMC Board Member Answers to City Council Questions 

Jerry Shapins 11/8/16 
 

Public engagement 
1. Develop user friendly intuitive website just for public and community 

engagement. Develop an app 

2. Develop simple summary meeting minutes for quick feedback and 
require staff to provide meeting results and feedback within one week to 
public 

3. Explore non linear public processes where more efficient and creative 
work can be completed. Reduce "administrative numbing" effect. 😎 

 

3 Top Priorities 

1. Affordable housing and living 

2. Update and streamline comp plan and zoning 

3. Neighborhood and subarea planning and urban design; Downtown; BCH 
District; 55th/Arapahoe; 28th District BVRC 

 

Challenges 

1. Affordability for Housing and Living 

2. Progress re sustainable transport options 

3. Effective Community Conversations re Future of Boulder 
 
 
Sent from my iPad 



Sue	Deans	draft	DMC	goals	for	2016	
	

1. Promote	discussion	of	a	downtown	master	plan	process.	Last	time	this	was	
done	was	the	Downtown	Alliance	in	the	1990s.	There	still	is	not	a	current	
master	plan	and	I	am	not	sure	whether	one	was	actually	done	by	the	
Downtown	Alliance,	but	that	process	led	to	a	coherent	and	thorough	
discussion	of	Downtown	and	its	future,	which	in	turn	led	to	the	current	
residential	component	of	downtown,	to	discussion	of	parking	and	
transportation,	and	to	many	of	the	topics	we	are	still	challenged	by	today.	
Downtown	must	stay	accessible	and	relevant	to	our	community	and	
competitive	with	other	nearby	downtowns	that	are	evolving	in	our	image.	
Bob	Yates	suggested	we	urge	the	Council	to	discuss	this	at	its	February	
retreat.	We	could	also	collaborate	with	DBI	and	others	to	accomplish	this.	

2. Increase	the	visibility	of	the	DMC	and	increase	public	participation	in	our	
meetings.	We	should	think	more	about	marketing	and	communication	as	a	
board,	and	if	we	are	doing	guest	opinions	in	the	Camera,	going	to	meetings	
and	speaking,	and	inviting	public	feedback,	we	are	likely	to	get	more	public	
interest,	for	better	or	for	worse.	

3. Continue	to	develop	relevant	and	realistic	scenarios	for	the	future	of	
downtown	parking.	What	should	our	focus	be	in	the	next	year,	5	years,	10	
years?	We	should	build	enough	downtown	parking	to	meet	today’s	demand,	
but	build	it	in	a	way	that	makes	possible	adaptive	reuse	of	those	spaces,	if	
and	when	the	predictions	of	the	demise	of	single	occupancy	vehicles	come	
true.	



DOWNTOWN BOULDER

USER SURVEY 2016
NOVEMBER 17, 2016



PRESENTATION OVERVIEW

• Methodology

• Key Findings and Highlights

• Visitor Profile/User Type

• Spending Patters

• Reason for Coming Downtown

• Transportation & Parking

• Transient/Panhandler Activity

• Marketing & Media

• Overall Satisfaction

• Special Events

• Additional Feedback



METHODOLOGY

• 620 completed interviews collected between late 
June and early September 2016

• Random intercept surveys conducted between the 
1000 and 1500 blocks of Pearl Street Mall

• Surveys conducted between 9:30am and 7:30pm

• Similar methodology to past years, allows for 
comparison over time



LOCATION OF SURVEYS



KEY FINDINGS AND HIGHLIGHTS

• High levels of satisfaction with most aspect of the 
experience (including parking), increased from 
already strong ratings in 2014

• Average spending up from 2014, with similar 
spending penetration rates

• Healthy and diverse mix of visitors relative to age, 
household status, income

• Special events continue to be a strong draw, with 
Farmers’ Market, Band on the Bricks, Boulder 
Creek Festival, and Fall Fest most popular

• Two-thirds say that the overall experience has 
been improving or staying the same



USER TYPE

• City of Boulder residents: 36%
• Central/West Boulder: 22%

• Downtown Boulder: 22%

• North Boulder: 21%

• South Boulder: 19%

• Gunbarrel: 9%

• East Boulder: 7%

• Out-of-state visitors: 32%

• Colorado outside Boulder County: 14%

• Boulder County outside city of Boulder: 6%

• Part-time/summer residents: 4%

• International: 7%



USER TYPE



OVERNIGHT VISITORS

• Users from outside Boulder County
• 57% were spending the night, 43% were day visitors

• Overnight Visitors only
• 58% staying in commercial lodging, 37% staying with 

family/ friends

• Trip length of 3.9 nights, 2.5 people in travel party

• General recreation, visiting family/friends top reasons 
for trip, followed by business, college-related, and 
special event

• Word of mouth, prior visit, websites, social media 
important pre-trip information sources



USER DEMOGRAPHICS

• Average age: 40.9 years

• Family/household types
• Single no children (34%)

• Household with children at home (28%)

• Empty Nester (21%)

• Couple no children (13%)

• 54% male, 46% female

• Range of HHI: 
• 33% <$50,000, 

• 32% between $50,000 and $100,000

• 35% >$100,000

• 17% are university students, 29% are employees



USER DEMOGRAPHICS



USER DEMOGRAPHICS



SPENDING PATTERNS

• 74% have or will make a purchase

• Average spending is $64.28 per person (up 10% 
from 2014)
• Restaurant/bar - $33.08 (up 35%)

• Retail store/art gallery - $31.06 (down 6%)

• Other spending - $0.13 (down 83%)

• Share of spending tipped towards restaurants from 
retail stores compared to 2014 results



SPENDING PATTERNS



SPENDING PATTERNS



REASON FOR VISITING

• One primary reason for coming downtown 
• Hanging out/enjoying the setting/people watching 

(36%)

• Eating a meal (18%)

• Shopping (14%)

• Employment-related (14%)

• All activities engaged in during visit
• Hanging out (67%)

• Eating a meal (52%)

• Shopping (42%)

• Coffee/ice cream/snack (31%)

• Employment-related (15%)

• Watching street entertainment (12%) 



TRANSPORTATION AND PARKING

• 67% drove to reach downtown, while 14% walked, 
6% rode the bus, 5% rode a bike, 4% were dropped 
off, and 3% took Uber/Lyft/zTrip

• Students most likely to use alternate modes to 
visit downtown (49%), followed by visitors from 
outside Colorado (36%) and non-student residents 
of Boulder (35%)

• 42% parked at a pay station, 35% in a parking 
structure

• Parking satisfaction up from 2014

• 10% have used pay-by-phone



TRANSPORTATION AND PARKING



TRANSPORTATION AND PARKING



TRANSPORTATION AND PARKING



TRANSIENT/PANHANDLER ACTIVITY

• 74% said that the activities or behaviors of 
panhandlers/ transients had no impact on their 
enjoyment of the experience in Downtown Boulder

• 21% said panhandler behavior had a negative 
impact, while 5% said it had a positive impact

• Overall perceptions less negative than in 2014 (28% 
negative)

• 20% say that the situation with panhandlers/ 
transients has gotten worse over the past several 
years, 10% say it has improved, and 37% think it 
has stayed the same (33% don’t know) – slightly 
more negative than in 2014



TRANSIENT/PANHANDLER ACTIVITY



MARKETING AND MEDIA

• 27% of users were aware of some type of 
advertising prior to visiting Downtown Boulder
• 51% social media (Facebook, Instagram, Twitter, 

Pinterest)

• 37% newspaper

• 17% Downtown Boulder Visitor Guide

• 15% on 9News

• 14% on BoulderDowntown.com

• 10% a general/feature article



SATISFACTION

• When asked about opinions on the general 
direction of the downtown experience, most 
respondents indicated it was improving (44%) or 
staying the same (35%)

• Satisfaction with specific attributes is very high

• Highest rated aspects of the experience:
• Family orientation/kids play areas

• Feeling of security/safety

• Overall cleanliness and maintenance

• Satisfaction with information-related attributes 
rebounded



SATISFACTION



SPECIAL EVENTS

• The Farmer’s Market is a strong motivator to bring 
people downtown – 69% said they came specifically 
for that event in the past year
• Bands on the Bricks (50%)

• Boulder Creek Festival (45%)

• Fall Fest (29%)

• Open Arts Fest/other arts fairs (28%)

• BIFF (24%)

• Bolder Boulder Sports Expo (23%)

• Buff Stampede (19%)

• 29th Street Mall is the top competitor for other 
visits and other special events



ADDITIONAL STORES/RESTAURANTS

• “Asian cuisine”

• “Chilies, Express”

• “Clothing stores that aren't so expensive, H&M”

• “Don't know”

• “Francesca's”

• “I like it local. Laudisio’s restaurant”

• “Keep it local!”

• “More breweries”

• “More middle priced range stores”

• “Mt Fuji, Dicks Sporting goods”

• “No chains”

• “Plato's closet”



SUGGESTIONS FOR IMPROVEMENTS

• “Continue to keep to homeless under control. They can be 
scary”

• “Get rid of homeless. not safe for my granddaughter”

• “I like it a lot, it's very pretty”

• “I really like the pedestrian mall idea”

• “It's just getting overpopulated”

• “Larger bike signs on the bike paths. hard to see”

• “Like the pedestrian mall area”

• “More bike share stations on the mall. More frequent busses”

• “More free parking that's closer”

• “More patio restaurants space”

• “More ways to see the Flatirons”

• “None, I like it here”



CONCLUSIONS AND TAKEAWAYS

• Very positive feedback related to the overall 
experience and with individual aspects of Downtown

• Satisfaction with parking at all-time high

• Homeless situation seen as having little impact, but 
has gotten somewhat worse over the past few years

• Average spending up, particularly for restaurants/ bars

• Social media an important media channel

• Special events draw visitors and add vitality

• Area attracts a variety of users for a variety of reasons

• A wonderful place to hang out and bring your out-of-
town family/friends



THANK YOU!

DAVIDB@RRCASSOCIATES.COM


