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Downtown Columbia: An Architectural Survey

The Downtown's Architectural History

In the fall of 1818 when Richard Gentry built Smithton's first house,
the present site of Columbia was a wilderness. Gentry was truly Columbia's
founding father: the town was not even laid out until the following winter,
and the first sale of lots was not held until the %Ering of 1819. There
was no architectural pretentiousness in Smithton. The entire town, which
was located at todayls intersection of Walnut and Garth, consisted of crude
log cabins housing about twenty ]fjeople.

In May of 1821 after three fruitless attempts to find water, Smithton's
cabins were abandoned and the town moved south to begin anew, at Flat Branch
Creek. Thus small Flat Branch Creek, today concreted, sewered, littered, and
ne%lected, was the Nile River of Columbia's birth. The original town of
Columbia, Old Town on the plat maps, was platted around the log cabin of
Thomas Duly at the southeast corner of Fifth and Broadway. This site today
1s occupied by a one-story brick building housing Columbia Auto Parts.

Thus Columbia's early commercial area began to grow at the west end
of Broadway. The first brick house, belonging to Thomas Hardin, was built
near the northeast corner of Fifth and Locust in 1821. This building was
quite an anomaly at such an early date, when Columbia's architecture was
still dominated by log and frame structures. The earliest business establish-
ments werg Peter Kerney's grocery at the northeast corner of Broadway and
Fifth (today a Standard Service Station), and Abraham Williams' Dry Goods
at the southwest corner (today Ed's Cafe.) In 1824 Columbia's first brick
store was built by Richard Estes on the southeast corner of Broadway and
Seventh Streets (today the Pizza Inn.) And so Columbia was well on its way to
establishing a profitable business community. It was during this time in the
1820's that a battle of the wills was waged between two of Columbia's most
prominent and unforgettable citizens, Dr. William Jewell and Colonel Richard

Gentry.

Br. Jewell wanted the center of downtown to radiate from Fifth Street,
which at that time was the center of the business district. Gentry, on the
other hand, wanted to establish the main business area further east in
order to be near the new courthouse. The battle lines were drawn. That
Gentry's view prevailed is evident today in Columbia's central business
district location. Gent% himself built a stagecoach stop and tavern at the
northeast corner of Ninth and Broadway (today Boone National Savings and
Loan.)

This was perhaps the only time in Columbia's early business history that
Dr. William Jewell's overwhelming strong will was denied. Jewell was to go
on to become one of the major influences in the creation of downtown as we
know it today. William Jewell was of Virginia descent and was a virtual
American renaissance man. Doctor, lawyer, educator, statesman, architect,
religious leader--these were only a few of the roles he undertook and in
which he excelled. It was Jewell that stipulated that Broadway should be
100 feet wide so that livestock sales could be held in the street and
carriages could be easily maneuvered around. Jewell advocated the construction
of sidewalks and gutters in 1843 and was so best upon by property owners
along Broadway that his life was threatened. However, Jewell's prestige:-
might be illustrated by the fact that after all was said and done not one
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property owner brought suit. Another Jewell reform that brought an outcry
from the special interest groups involved was establishi-ng regulations for
the inspection of slaughter houses, tan yards, livery stables, and pig stys.
In spite of heated and often violent threats of reprisai, the regulations
were of course established. Jewell was also the major architect of the old
courthouse and i1s responsible for the design of the building so that it

was exactly north of the center door of Academic Hall at the University of
Missouri, thus establishing the "Avenue of the Columns." Jewell also built
his own residence in 1828. True to his own ideals concerning Columbia's
center, it was located on the northwest corner of Broadway and Sixth Streets.
Jewell's home was an excellent example of early residential architecture in
Columbia. Built of brick, the two-story structure was in a classic federal-
style tradition with a steep gable roof and windows with flat-arched lintels
topped by pronounced keystones. This sturdy house, built with hand-hewn laths
and solid walnut woodwork, survived to see its 1Oath birthday in 1928. At
that time it was acclaimed as the oldest remaining building on Broadway.

The house was then summarily demolished in 1929 for a filling station; the
site today is a parking lot.

Even though Columbia be%an to build in brick into the 1830's, many of
the early buildings were still of plain frame construction, especially the
businesses off Broadway. Because of the hazards of fire, these buildings
almost annually burned in conflagrations of great community excitement
and were almost always replaced with brick Ilfireproof” construction.

I11. number 2 provides a valuable insight into the architecture of downtown
Columbia in the early half of the nineteenth century. Tha center brick
structure housing the Exchange National Bank and Gilman and Dorsey is a
beaufifully designed and well-proportioned building with -classical lines.

The fancy mullion windows and tal{) first floor windows portrayed it to

be a building of some importance. In contrast to this elegance and extrava-
gance is the simple house to the east, frame, gable roof, and, in reference
to other days when Columbia was not quite so safe and civilized, sturdy
wooden shutters on the first floor windows. This window also reveals a design
element in the s;gnage of the day: simple, straightforward, and unobtrusive
placards which in no way competed with the building. The druggist to the east
announces his business aven more subtly, with a mortar placed on a wooden post.

The 1860's and 1870's saw a definite style of constructed being erected
in downtown Columbia. The ttalianate commercial structure began in the east
before the Civil War and extended to the wilderness of Missouri several
decades later. A typical building of this style was the Boone County Bank
building, constructed in 1868. Brick, three story, round-arched windows with
lfarominent eyebrow window heads, a pressed tin cornice, and a cast-iron
ront on this building all combine to =:emplify early Italianate commercial
construction. This basic formula was to continue well into the 1880's.

One of the most uniform design elements found in Columbia's victorian
construction was the cast-iron storefront. This storefront came in with
Italianate construction and was to be the standard storefront design for
well over half a century. The columns were usually cast in St. Louis and often
had the foundry and location stamped on the base. When glass was placed
between the columns a very attractive, tall expansive window space was created.
These tall windows, along with the first floor arched windows present on the
other facades, provided sunshine and light to what were often dingy working
conditions. Broadway was once a solid street- of these facades.

Today only one cast-iron storefront on Broadway survives: the McKinney Building,
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built as late as 1917. It has been beautifully restored and is now the home
of Ansel Richards. A few others that are still intact off Broadway include
the Columbia Art League, Horton's Antiques, and the Wabash Arms block (once
the Athens Hotel.) ese storefronts should be preserved. Bits and pieces
of other old storefronts survive after drastic alterations: lonely columns
can be seen at David Paine, Fox Photo, and the Acacia Lodge on north Ninth
Street and Walnut.

In the 1880's fires continued to destroy many of Columbia's pre-Civil
War buildings; in 1886 the entire 900 block excepting the very western-
most end of Broadayiurned, including many buildings to the south. In 1895
several buildings at Tenth and Broadway on the north side burned; these fires
give us the exact dates of the blocks that are there today. Through the 1890's
a more ornate victorian influence was discernable in new construction: decora-
tive details of stained glass, slate roofs, iron cresting, bevelled doors,
carved stonework, and pressed tin gable ornaments exhibiting the building's
name and date were common. Perhaps the most victorian of all Columbia's
buldings of this era is the Herald-Tribune building (today Lucille's),
built in 1893 by Morris Frederick Bell, the architect of Jesse Hall.

By the turn of the century a distinct classicizing influence was beginning
to be seen in downtown Columbia. The new century brought in even more income
for Columbia merchants and expensive materials such as cut stone and decorative
brick were used. The Parker Brothers furniture store (today Harzfeld's) is ‘a
good example of this transition style. Built in 1906, the fancy cut stone
ornamentation and decorative cornice treatment have been applied to red
brick and the cast-iron front of the old school. As the first decade wore on,
bricks of different eo70rs and textures began to be seen, combined with such
classical elements as scroll-like supports and square window treatments (the
Kress Building, 1909, today Mehoray's Furniture.) Around 1910 terra cotta
came into use and from that point on was to dominate architectural detailing
in Columbia well into the 1930's. One of Columbia's finest examples of
commercial architecture in 1910 is the ¢.8. Miller buildin% with its out-
standing terra eotta crmamentattcn, made by Jim Ryan and Steve Blue of
Columbia's Stewart Bros. Construction Company.

The late teens, 20's, and 30's saw little real change in Columbia's
architectural styling from 1910. A period of great wealth and rapid growth,
it was during these three decades that Columbia's most monumental civic,
commercial, and theatrical structures were erected.

The Boone County Bank, constructed of Carthage stone and built in 1916
by the Chicago firm of Weary and Alford, received nationwide acclaim as lithe
best among current notable architecturel! in 1924. The Daniel Boone Tavern
was constructed in 1917, and in the 20's fine terra cotta work reached its
peak in the Boone National Savings and Loan building (S.L. Shepherd, 1921),
and in the Central Dairy Building (Harry Satterlee Bill, 1927.

Terra cotta became the Fredominant mode of decoration in the art deco
style. Two fine art deco buildings in downtown Columbia include the present
Record Bar buildin% and the Novus Shop. The fine polychromatic terra cotta
decoration on the Record Bar was placed on an older building as part of a new
fxade in the early 30's. The Novus Shop on south Ninth Street, built in
1936, perhaps best exemplifies the sunrise and floriated patterns of the
art deco. The style of Beaux-Arts Classicism was also exhibited in this era
in two Columbia landmarks: the Municipal Building (1932) and the Tiger Hotel
(1926.) The Municipal Building, with 1ts decorative stonework and classical
lines has been called Columbia's "capitoline hill." The Tiger Hotel still
sports much of its original interior Beaux-Arts decoration.
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Also during the early teens architecture with a new purpose was being
introduced to downtown Columbi"a: entertainment. The new theatres and
moving picture houses were enthusiastically received. The Columbia Theatre,
built in 1906, was one of the first of such buildings and was eventually
followed by such fine buildings as the Hall Theatre, the Missouri Theatre,
and the Varsity Theatre. It was about this time too that the automobile
came, and Broadway sported a line of roadsters parked diagonally down

its center line. With the cars came garages, and many corner sites were
cleared of their older structures for gas stations and repair shops. The
bUilding perhaps best exemplifying this service station ethic was the
Alton Garage, built in 1927 and exhibiting small terra cotta decoration
at the cornice level (today Bullwinkle's.)

From the 40's to today

The 1940's saw a great change taking place in downtowns throughout the
nation. The war brought a need for austerity, and few buildings were constructed
during the early 40-s. This trend was completely reversed with the post-war
boom. With great migrations of families now turning to urban centers, small
towns with attractions such as industry or educational facilities experienced
an unprecedented population boom, a boom which many of the small traditional
downtown areas were not capable of handling. A new demand for services
coupled with new opportunities for profit often tended to completely submerge
design, quality, or service considerations, all of primary concern in the old
school of business, in a rush for the dollar.

In this-period of rapid growth older downtowns began to deteriorate.
Victorian buildings be%an to be considered unsightly. The hodge-podge face
of Main Street, which by now consisted of buildings of various styles and
traditions, many in deteriorated states, and many sporting 1940's neon
signs and other unsightly additions, was not attractive. In the name of
madernization many beautiful buildings were defaced and disfigured with new
strefronts and .additions such as shingle or concrete canopies, meant to
mke Main Street more consistent in design.

Another important change taking place in the 1950's and continuing on into
the 60's was a sweeping change in ownership. It was during these decades that
buildings began to lose their original ownerships, often sinking into second
or third generation estates or being sold to owners from outside the community.
These new owners did not have a strong sense of responsibility, pride, or
tradition for the buildings their fathers had built, and neglect and haphazard
remodelling and maintenance was the result. This new ownership was often
coupled with an increase in real estate values in older downtown areas--an
increase that did not always reflect actual rent and realistic square-footage
leasing. Therefore the paradox arose of having the land upon which the older
building rested being worth far more than the building itself.

And, with the 60's, of course came the great competition--first shoppinq
centers and then shopping malls. The advantages of unlimited parking and
gw shiny, easily accessible shopping areas put the older downtowns at a
distinct disadvantage. By this time all of the factors mentioned: neglect,
deterioration of the buildings themselves, a lack of cooperation between
the various owners and proprietors, and an ever-increasing confusion between
these proprietors as to handle the predatory malls--came close to destroying
many of America's traditional central business districts. Many downtown areas,
in a feverish rush to compete and to play the shopping mall game, destroyed
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the very resource that was capable of saving them: their distinctive archi-
tectural tradition. And so black asphalt contributed even more to a shabby
"old" downtown image. This decline, with its various symptoms, can still

be seen happening today, allover the country.

Columbia was to follow all of these trends, and, because of the
collages here, received even bigger doses than the average community. By
1940 the face of downtown Columbia had been drastically altered from its
victorian days. Many of the nineteenth century buildings survived but were
radically changed. Many new facades had been placed over the old round-arched
storefronts (l\?eate's, 1927; Mueller's Florists, 1930). Few of the original
cast-iron storefronts remained. Tn the early 1940's new flashy signs had
appeared; although new construction was scarce during the war era, the stream-
lined shiny chrome and neon sign of Max Gill's pharmacy typifies the 1940's
design element.

After the war downtown Columbia changed even more. As has been stated, the
single-most disastrous influence on areas of historical value has proven to
be an uncontrolled sudden population growth, almost always accompanied by an
unprecendented boom in real estate develol;()ment and, subsequently, a tremendous
injection of money into the business market. Columbia went from a provincial
town of 14,967 in 1930 to a bursting-at-the-seams educational and medical
center of 36,650 in 1960. The largest increase ocurred between 1940, population
18,399 and 1950, when the population nearly doubled to 31,397.

Sociological, economical, and environmental factors all contributed to the
loss or drastic alteration of many of downtown Columbia's old commercial buildings.
Many older structures could not compete in a real estate market calling for
more space. and astronomical square footage rents. Columbia began to lose.

In 195}7) the First Baptist Church, built in 1891, was demolished, including

the famous Prewitt stained glass windows, for a new church. In 1966 the
Presbyterian Church, another fine Romanesque 1894 building of native stone

was demolished for a parking lot. The Presbyterians then built directly

north demolishing one of Columbia's most fabulous residences, the Garth home.
In 1973 the ME..Church South was demolished for a donut shop and pizza parlor.

Drastic alterations on the exterior and interior destroyed craftsmanship
worth thousands of dollars: in 1968 Boone County Bank's marble floors, black
walnut panellin%, chandeliers, and solid bronze doors were all torn out for
red carpet and black and white wal(llpaper. Many building had the old round-
arched windows filled in, and the decorative cornice removed (The Stephens
Endowment Building, Greenspon's.) Sandblasting without professional guidance
completely destroyed the brick on several buildings (Columbia Mercantile,
Daniel Boone Tavern.) Second stories, when they became difficult to maintain,
were simply whacked off (The Cheese Villa building, Best Tapes and Record
building.) And, in an age where money became the predominant concern, there
was no- place for fantasy. Even the castles could fall, and they did: in 1972
the magnificent Seth Thomas clock and tower were removed from tze Herald
Tribune building.

In the late 1960's when victorian architecture came to be considered
unsightly and outdated, Columbia's canopy was erected in an effort to
"modernize." The canopy- provided a concrete, solid barrier whose main
purpose was to establish some order and consistency to Columbia's main
street--a main street that had become a patchwork of unmatched first floors,
deteriorating second floors, tacky signs, and boarded up windows. The new
canopy effectively enabled the merchant to concentrate on only the lower floor
of his building, both inside and out. Unity of design, architectural apprecia-
tion, pride of ownership--all were abandoned in a rush to multiply net sales.
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In constructing new storefronts merchants did not bother to coordinate design
or aesthetic values with the upper stortes. The canopy also allowed the
property awner to neglect his second story facade and allow it to disin-
tegrate; when repair work was done 1t was often done without any design
consideration and often actyally depreciated the value of his building in
aesthetic and therefore monetary terms. When tragedy struck and a building
burned the canopy allowed the contractor to completaly ignore aesthetic
and architectura{ design and simply construct a one-story plain brick
storefront. ConsequentlYt new buildings on Broadway erected since the
canO]p are now at a distinct disadvantage to the older structures. These
bUildings, when ilaced in a block of two-story structures, can completely
destroy the block's sense of rhythm and proportion. The?; donot function
as architectural entities but rely on the canopy for their existence.

While the buildings in downtown Columbia changed, Columbia's dedicated
"old guard" began to disappear. Men such as Odon Guitar, W.H. Hetzler,
Fmmet% Clinkscales, WL. Stephens and C.B. Miller not only were successful
businessmen but were strong community leaders and philanthropists. The
Columbia Commercial Club was established in the early 1900s: its sole
purpose was to promote Columbia and to contribute to its growth and
well-being. Perhaps this example is most indicative of the changes
Columbia %as undergone: the classical 1910 mansion and home of the
Columbia Commercial Club is now the site of a Jack-in-the-Box.

When these great men died there were no other civic-minded leaders
quite like them to take their Elace. Consequently absentee ownership and
properties administered through estates are not in touch with the working
machinations of a healthy business community. Younger men in the families
tended to join with the new league of outside developers/entrepreneurs in
investing 1n more profitable enterprises such as subdivision speculation and
shopping center/mall development. This dearth of natives left Columbia with
an ever-increasing loss of identity which continues to this day.

Columbia as an individual entity, as having a"history, an identity, a
culture, and a heritage of its own, separate and apart from the colleges,
has become submerged. Stephens College and the University cannot be expected
to consider Columbia's architecturaig heritage as important--therefore all of
Columbia's historic properties (such as the Sanborn house) close to these
ever-expanding entities are endangered. Because of the transient population
of Columbia, often only the lucrative needs of special interest groups get
fulfilled. Things have however begun to change: Stephens Park and West
Broadway are two recent manifestations of this native discontent.

Downtown Revitalization

In order to counterract the destructive forces leading to the decline
of America's traditional downtown areas, many small towns and jarger cities
are turning to downtown revitaliztion. Tﬂe I{Iatlonal Trust for HTstorlC
Preservation, in recognizing the dire need for a model for such a program
and for Iltried and true" methods of revitaliztion, sponsored a project
entitled [IMain Street" in 1977. Choosing three towns across the Midwest, the
Trust began full-scale revitalization efforts in each. The initial findings
have recently become available (See appendix.) The Main Street project is
therefore the major reference source ¥0r the revltallztlon of an ofder
central business district. In combating the various detrimental trends in
dwntown decline, it is important to recognize an older dOwntown area as
a distingt, cohesive unit. Even though ownershiF 1s varied and there is no
central management (the case with shopping malls), traffic control, promotion,
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marketing, land use, housing, design, building maintenance, and general
appearance all co-ntribute to one entity in the consumerls mind: downtown.
It is for this reason that downtown Columbia should first and foremost

be considered as a single entity. By this reasoning, any action pertaining
to the downtown, whether it be in the form of tax assessment, parking,
building.alteration, traffic, development, etc. should carefully be
considered tor its impact on the entire downtown area and not just on
individual businesses or on anyone section of downtown Columbia.

The National Trust, in investigating the various reasons for downtown
decline, found that merchants tended to panic in the face of impending
shopping mall disaster and tried to compete with the malls on their terms:
parking in particular became the general outcry. The real fact is that it is
not necessary for older central business districts to do this. Downtown
Columbia has such a vast resource potential that in actuality there is no
need to compete with a shopping mall mentality. Location, history, experience,
diversity, tradition, architecture, heritage--and most recently, the gas
crisis--these are all inherent in downtown Columbia, characteristics that
shopping malls will never have. And it is this vast resource potential that
merely needs to be tapped to create a beautiful, hezithy, and lucrative
shopping experience in downtown Columbia.

e primary reason any downtown area is failing is an economic one, and
should be realistically treated as such. Any downtown revitalization plan
should start with a complete marketing and aconomic study of the downtown
area, How many second floors are vacant? How much space is parking and what
are pedestrian traffic patterns? How much square footage is not bein
utilized? What gaps are there in general customer service in terms o
shopping variety? What do customers really think about the downtown area
in terms of parking, convenience, prices, etc.? How much downtown business
comes directfy from the student population? What type of residential
housing surrounds downtown? The economic study should be conducted, analyzed,
and then specific recommendations given to make the downtown economically
halthy. For example, Columbia now does not have a desirable living residential
community on its borders. Such a community, once established and once given
ga access to the downtown area, could be a major turn towards a healthy
economic status if basic services such as laundry, grocery, social security,
and park space were integrated into the downtown.

Such an economic study should carefully consider land use, all areas
open for future development, and accessibility to these areas. If a competent
traffic and pedestrian plan were devised to link the central downtown area
to its immediate environs from College to Providence to Park to Locust, there
would be ample space for parking, new development, and park areas.

Downtown revitalization is an expansive project that should be undertaken
on every level of community involvement. Downtown businessmen need to unite
in a single organization that operates and manages downtown Columbia as a
single entity. The unified Eromotional and marketing results of such an
organization has potential for tremendous success. This group of gentlemen,
somewhat reminiscent of the old Columbia Commercial Club, would be in charge
of and privy to any action, plan, proposal, or design, whether public or
']lzrivate, whether monumental or incidental, that would affect downtown Columbia.

his group, in conjunction with the city, would also be responsible for
implimenting a downtown revitalization plan. After an economic study has been
conducted and a major plan laid out, complete with consultantls recommendations,
this business organization should hire a full time coordinator to carry out
these recommendations. Only' when positive action is taken immediately are



The home of the Columbia Commercial Club, today the site of a Jack-in-the-Box.
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consultant's services effective. This coordi"nator would be charged with dealing
with the problems of individual merchants, overseeing and organizing community
support, interacting with the city, and implimenting the consultant's economic
and design recommendations. The coordinator would effectively unite all of
these forces and individual efforts into a single, encompassing objective:
revitalization of Columbia's downtown.

The Columbia Survey

In any downtown revitalization effort economics is the number one consider-
ation. Running a very close second to economics is making full use of the one
tremendous asset that most traditional downtowns have: its architectural
heritage. Tree-lined streets, park areas, vendors with flowers and popcorn,
benches, bands playing music in the summer--all these things are desirable
interactions in a downtown where its history and its heritage is reflected
in its beautiful architecture. The maintenance, careful renovation, and pride
once exhibited downtown, coupled with an inherent respect for its buildings,
must again be restored.

The primary goal of downtown Columbia's architectural survey was not to
find out historical information on its old buildings; nor was it to contrast
the present sad state of affairs with uthen and now" photographs. The %)r—imary
goal was to find the necessary archival information to restore the buildings'
original design elements and to coordindte their renovation, preservation,
and reintroduction into the economic community as a primary overriding
objective in Columbia's downtown revitalization program. Unless the economic
stability of downtown Columbia is assured, its historic buildings, whether
renovated or not, will not be preserved.

The architectural survey was begun in May of 1978 and completed in May of
1979. It was funded jointly by the State Office of Historic Preservation and
the City Columbia. It cost a total of $4000. The original area designated
as downtown Columbia from College to Providence and Park to Locust and Elm
was completely surveyed site by site. One hundred buildings and sites were
chosen for in-depth historic and archival analysis. These 100 sites were mainly
on Broadway, but also included one block north and outh on Ninth Street.

The concrete material derived from the survey is as follows:

I. 100 in-depth historic and architectural inventory sheets

2. 22i summary sheets, including photographs, of all the
surrounding area

3. 209 color slides of downtown Columbia, including archival
views as well as present views

4. Recommendations for a slide show presentation: "Pride and
Tradition: the Story of Downtown Columbia through its
Architecture."

5. Distribution of over 100 archival photogrphs to downtown
merchants as a part of preservation week

6. Organization of a downtown walking tour, also as a part of
preservation week

7. Afinal report with recommendations to the City Council,
inclUding a map labelling the 100 sites according to their
significance as determined by the Historic freservaticn Commission.



Final Recommendations

Although there are many buildings in downtown Columbia significant in
terms of history and architecture, there are some that stand out as being
more significant than the rest. Although economic feasibility aad land
use planning are important aspects in proposing" potential National Register
designation for downtown Columbia's buildings, there are those buildings
whose loss would be especially tragic. Since Broadway was Columbia's original
muddy street from which the city sprung, those buildings on Broadway in terms
of age and history as well as architectural significant stand out. For this
reason a Broadway Street Historic District should be established. This
district"would include only those buildings facing Broadway of some historical
or architectural value and those with restoration potential. This district
is identified in the aprendix.

The National Register program, besides the obvious honor of having a
bUilding so designated, does two things: number one, it protects the
building from adverse federal intervention. This means if the building is
threatened by a project using any type of federal funds, a review process must
take place. The uil]ding can at any time be torn down by private, state, or
city funds with no restrictions placed upon it whatsoever. Since the Tax
Act of 1976 was passed another important element was injected into the
process: that of providing economic incentives to owners of commercial
National Register properties who wish to conduct certified rehabilitations
of the properties. The Tax Act is involved and is explained in the
appendix. However, a brief explanation might be warranted at this time.

If an owner of a building in the Broadway Street Historic District had
the building recogn.ized by the state as being significant, i.e. certified,
then he could undertake a renovation project on the interior or exterior.
This renovation should be coordinated with the State through an architect
to insure that the rehab was consistent with the original architectural
character of the building. Restoring storefronts, painting, cleaning,
refin;shing--these are qualified rehabs. Sandblasting, filling in second
sory windows, altering old storefronts, severely altering the facade--these
are not. Although the rehab does not have to be an archivally correct
restoration of the original building, it should be a renovation as opposed
to a remodelling.

The Tax Act of 1976 then allows the owner of the building (and in some
cases the long-term leasee) to deduct these expenditures from his taxes for
a period of five years. For preservation development, the Tax Act has been
the major key to many successful financial renovation projects. It is becoming
aprimary area of interest to those owning older buildings in a trust or to
older owners with tax problems who wish to invest or simply wish to fix up
their building. Two disincentives go 4lona with the Tax Act: (1) The cost
of building demolition cannot be deducted frsm taxes and (2) Only straight-
line depreciation may be used in new construction.

There are of course other buildings in downtown Columbia that are also
considered important to its heritage, not on Broadway. These buildings
should be placed in a separate National Register district after a competent
land-use feasibility study has been conducted as part of an overall revita-
lization plan. These buildings are identified in the appendix. There are other
buildings or blocks in downtown, not shown, that might be considered eligible
if (1) the owners were interested in the Tax Act and (2) if the areas in which
they were located were designated for commercial use in a land use plan.
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These buildings are important, but in levels of significance are more expend-
able than those on 8roadway or the other bUildings so designated.

In constderation of a comprehensive revitalization program a cohesive
design master ]Elan is essential. In order to restore downtown's older
buildings so that they are aesthetically complimentary to the newer buildings
(and vice versa), in order to incorporate the proper signage recolJ1Tlendations,
in order to provide a cohesive landscaping and service item design, an architect
should be part of a revitalization plan--an architect that can visually
design an area block by block. For this reason it is important those buildings
designated as being histortcally and architecturally significant not undergo
drastic alterations by individual owners until such a comprehensive plan
can be implemented. Therefore one of the most important actions that the
council could take at this time is to pass the Historic Preservation Ordinance.
Passage of this ordinance would insure that the canopy would remain and
that no major design alterations or demolitions would take place that might
destroy the building or its participation in a revitalized downtown Columbia.
This review is entirely controlled on a local level with competent professionals
in the fields of architecture, design, business, development, etc. being
appointed by the Council.

Final recommendations to the Council include using the Columbia survey
material to its full potential for the public body. Towards this goal I
would suggest:

1. A publication
2. Aslide show
3. APhase II historic and architectural analysis
of those buildings of importance outside the
Broadway Street Historic District.
During Preservation Week I received many inquiries as to whether or not the
city would publish the historical and architectural information on the Broadway
Street Historic District. Because of the bulk of the i'ndividual inventory forms
and because some of the information contained therein is a realistic and
therefore at times blunt assessment of certain remodellings or maintenance
of some downtown structures, I would also recommend that the actual inventory
forms be restricted to research and developmental use. For the general public
I suggest a good publication of the survey, including any old photographs, and
several paragraphs of historical interest. Perhaps at the time the Broadway
Street Historic District is designated a publication of this type would be
in order.
Awell organized professionally coordinated slide show should be produced
and made available for general publ}ilc use. A film might also be considered.

Closing

Downtown Columbia, because of its heritage, its history, and its tradition,
belongs to all Columbians. Its architecture is the most significant. visual
manifestation of all these elements and should be preserved as SUCh. Down-
town Columbia, as a shopping and recreation center, by its very definition
is a public domain. The general public should recognize this resource and
pomote and make use of i1t accordingly. The private sector should support
historic district designation and the passage of the local ordinance. The
Boone County Historical Society, from the survey tnformation could easily
provide walking tours of the downtown areas for schools, ¢lubs, church groups,etc.
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The merchant and building owner in downtown Columbia has nothing to lose
and everything to gain in recognizing that his building is of historical
and architectural value to Columbia’s past. With the Tax Act historic
district designation can now be financially lucrative as well as a tremendous
asset in terms of good PRo Columoia merchants standing together in a unified
downtown revitalization effort have the opportunity for increased financial
returns while participating in a pro{ect that can provide a very satisfying
personal sense of achievement as well as being great fun. Revitalization
can and would pull together some of Columbia's diverse community factions,
creating interaction and cohesive objectives for the old and the new, the
transient and the- stable Columbia citizenry.

The City should recognize downtown as a city-wide resource rather than
a narrowly defined private'interest. Supporting a downtown revitalization
proposal, cooperating with the downtown merchants and the general public
towards the achievement of a common goal, is a very important role the
city should accept. Historic district designation, economic feasibility
studies, overall downtown beautification, local legislation--these are
elements which the City should carefully coordinate in a cohesive downtown
revitalization plan.

Columbia as a city has a tremendous amount of time and money invested in
tie traditional business district.This investment, when combined with the
outstanding debt Columbia owes to Broadway Street and its founding commercial
fathers should insure a genuine concern and commitment for the future of
the downtown area. Commitment to a well-planned and well-coordinated revitali-
zation effort is the only worthy response to that investment and to that debt.



APPENDIX

1. Key to inventory sheets
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Jack Lampert Auto Center
MFA Service Center
Second Baptist Church
Ansel Richards
Goodyear Tire Center
Harold Lake Standard Center
Commerce Bank of Columbia
Parking lot for Commerce Sank
Executive Building
Bear, Hines &Thomas
Tina Fabrics

Boone Building

Daniel Boone Tavern
Guitar Square

Farm &Home Savings
First National Bank
Jean Prange's Boutique
Barth's .
Boone National Savings
Taum Sauk/Mr. Penguin
Pen Point

Cheese Villa

Dand M Sound

Columbia Photo

Elvira Building
Buchroeder's

Mehornay

Rome Pizzaria

Columbia Theatre
Bullwinkle's

Columbia Colleqe Art
Sheraton Inn

Mr. Donut

Missouri Afts &Crafts
Columbia Travel
Stephens Alumni

Site of Barth residence
First Baptist Church
Educational Building
My Sister's Circus
Central Dairy

Campus Cinema

Lucille's

Chocolate Shop

Coyote Imports

Uptown Theatre

St. Louis Federal
Columbia Mercantile

The Shoe Loft

Suzanne's
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* 51
* 57,
53.
* 54,
* 55,
* 56.
57.
: 58.
59
* 60.
* 6l
62.
63.
64.
65.
66.
- 67.
68.
69.
70.
71
72.
73.
74.
75.
* 76.
77.
78.
79.
80.

*

* X %

* denotes Broadway Street Historic District.

Gibsonls Boutique
Puckett's

Dean's

Greenspon's
Neate's

Neatels
Various-Saffee's
David Paine
Record Bar
Kirlin's

Chapter One

Boone County Bank
Park's

Susie Scott's
Green Cross

Pizza Inn

Parks & Recreation
Municipal Building
Daniel Boone Coffee Shop
The Bakery
Andrews Furniture Company
Columbia Auto Parts
Ed's Cafe

Block Income Tax
Lacrosse Lumber
KATY Station
Columbia Ice and Cold Storage
VAcant lot

Mound City Nuts

E. Paull s

Ladigo Lady

House Beautiful
Dean's

Libson Shop

Novus  Shop
Carousel

Lamb's

Jim's Paint

La Brue Jewelers
Fredendall 1s

The Fly

Columbia Onticians
Max Gill's

Dryer's

Hickory Stick
Horton Antiques
Cheese Board
Rainbows

Rock Hutch

Acacia Lodge
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Buildings to be included in later district nomination:

OO NN R LI~
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E. Paul's

Ladigo Lady

HR. Mueller's

House Beautiful

Dean's Town and Country
Libson Shop

Movus Shop

Carousel

Hickory Stick 8ar B Que
Horton Antiques

Cheese Board

Rai nbows

Boone County Court House
Wabash Apts.-entire block
First Christian Church
Guitar Bldg.

17.
18.

20.

Armory

110 Hitt Street

Beverly Apartments

Hall Theatre

Cavalry Episcopal Church
Missouri Theatre

Federal Building
Niedermeyer Apts.

Deja Vu

General Telephone Bldg.
Toni Somers

Columbia ARt Leaque
Harzfeld's

Wabash Depot

Walnut and Short (residence)
United Methodist Church
Tiger Hotel

Buildings determined to be of primary significance by the Historic
Preservation Commission:

AN~

Second Baptist Church
KATY Station

Municipal Building

Central Dairy

PN

Boone National
Boone County Bank
Chapter One
Lucille's
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The Historic Preservation Commission rated the
buildings in the inventoried area according to
each building's historical significance, archi-
tectural significance and renovation potential.

Buildinas were rated I, II, IIT &IV, with T
ratings given to those buildings most worthy

of preservation. Buildings not shaded are
either modern or possess little or no noteworthy
historical or architectural significance.

Buildings marked with a ¥ are included in the
proposed Broadway Street Historic District.
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Jack Lampert Auto Center
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Ed's Cafe (I918c)
H&R Block (1913c¢)
Lacrosse Lumber (1908)
Katy Station v’(1909)
Columbia Ice (I900c¢)
Vacant Lot'

(1925¢)

L |
L
/

L TCceCO T

-

e



—

b

L

A . .d “ W
I S ~
9. Executive Building (1968) @ o PR E
10. Bear Hines & Thomas (pre 1900) rgq_ Dryer's Shoe Stor-e 08923
11. Tina Fabrics (1912c¢) 95. Hickory Stick (I1892c¢) 100
12. Boone Building ¥ (1912) 96. Horton Antiques (927)
13. City County Building"(1917) 97. Cheese Board (1927)
14. Guitar Square (platted 1829) 98. Rainbows 0911c)
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THE MAIN STREET PROTECT:

BEQNOMIC FINDINGS AND RECOMMENDATIONS

Freparsd as a summary of three in-dspth studies awoletsd by Shlaes
and Camparty an the National Trust Main Street Project demonstration
camunities: Hot Springs, South Dakota, Madison, Indiana and Gales-
burg, Illincis.

Edited by Mary C. Means, Pegional Director of the Midwest Office of
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by Michael Nicols of Shlaes & Company.

November 15, 1978
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Wnat is Main Street? Main Street is a place in pecplea’s minds as well as a
shysical entitye For decades it was the town's central place of axmercial and
social activity. It was the backhone of the markevplace in cities and towns
across the comntry, the place where mest of the goods and services people needed
could be found. When sotresne said that they were goirng into town or going down-
town, everyene knew where they were headed: Main Streat, Today Main Street

is in part a mEmory, and often only one among an increasing number of altermatives
for local shomping: business location and social interchange.

How & whyy has Main Street changed? Suburbanization has expleded the city, scattering
nee just the houses but all corponents of the city, including places of business

and manufacturing, across a broader landscape. All the roads which once led

to Main Street and the central business district have beccme two-way streets.

These now carry traffic away fram the Jdowntown area, and connecting with sur-
rounding roads to serve newar commercial devalopments. No longer does Main Street
have an exclusive <laim to being a tfwh's main business district.

Main Street wsually retains at least sam2 of its former preeminenca, particularly
as the lotation of govermment offices and financial institutions which are still
well served by a cantral location. But the fact is that older downtown commercial
centers acxrmss the country find themselves in various stages of a ccmon transition:
each is lesirg its preeminence a8 a central place and its relative monomoly on

the local txrade area: each is falling back to a position whers it is only one

arong a growing mumber of altermative commercial opportunities. Pew merchants

know where the transition will lead, or what direction they should take in ordsr

to find a better future.

What is historic preservaticn? Historic preservation is the conservation of
structurss of historic significanca or architactural value for future generations
to enjoy. More recently, preservation has been directed toward continuing the lives
of structures which were ance commonplace elements in the lives of past generations
- Main Street's older ommercial buildings, for example. Neglect, abuse and
demolitian have together made such bni ldings increasingly scarcs, and they are
largely irreplaceasble due to the econanics of the modern dongtruction industyy

and the scarcity of the needed skilled crzftsmen from the building trades.

What is econgmic revitaijzation? Roonamic revitalization is the reviving of a
sluggish or declining ecoromy. Basically this entails making a given oormmercial
area more productive, or doing more business within that £ixed area. This requires
coordinaticn of a wide variety of improvements--in physical appearance, organizaticn,
advertising, merchandising, operations, and all the other actions chat fall under
the heading of "doing business.n Success does not simply mean bigger profits

for the business person, but tetter business, samething which both businesspeople
and thelr clientele can enjoy.

But haven'+ same towns made an effort to Xeew uwp? The retailer's instinctive

response is usually to try to keep uprto-dats, but teo often without a thorough
underatandi.nq of &fle market ,and what "keeping-up~-to~-date” means. Sare individual




building cwners have looked to newsr cammercial areas for cues and have decided
to ¢ampete by medernizing older downtown buildings. Following examples from the
cxmercial strip and the suauzban mall, people have taken shops constructad amy-
where fram the 1900's to the 1920's and decked tham out in shiny aluminum frames,
plate glass windows, cedar shake shingles, axpanses of false screen to hide an
pper story facade, aluminum or rough sawn siding, and stucco venesrs.

If the inspiration to modernize had been applied thoroughly and consistently to
Main Street, ¥ain Street would at least have a clear marketable identity. In

most cases this attempt to campete by imitating the building style of the aigh=
way's camercial strip or that of more elaborate contanporary shopping centers
would ultimately be a vain effort. Main Street cannot axpets on the same terms
with new conmercial develcpment becsuse it simply does not have all of the features
witich make for stictess in newer planned shopping alternatives: immediate major
highway access, praminence on the lardscape, large amounts of free parking space,
praximity to afflusnt suburban households, unified management, and so on.

What is the Main Street Project? The Main Street Project is a major effort of
the National Trust for Historic Preservaticn to provide assistance to the mamy
cities and towns whose older central business districts retain sane vestige

.f their visual charactsr yet whose econanic pogition is slipping. The premise
of the Main Street Pruject is that ecorncmie revitalization can take place within
the context; of historic preservation, that indeed historic praservaticn is in
many cases the best approach to the problens of Main Street.

To put this propesitian to the test and to develop strategies for successftul
application, the Matianal Trust campetitively selected thrze towns to sarve as
demonstraticn modals. They are Galesburg, Illinois, Madison, Indiana and Hot
Springs, South Dakota. Teams of natio 1ly known consultants in real estate,
architecture, landscape architecture, marketing, merchandising and graphic design
have been analyzing the towns and developing with local leaders a realistic and
appropriate action plan for implementarion., To help develop local leadership,
the Trust has placed a professional staff member in each town to serwve for two
years as Project Manager.

war the next two years the Trust will prcduce a number of educational :;'-ateriails
to dissemi.nate the findings. These include a 28-minute film, a handbook on Main
Street reyitalization and specialized papers on aspects of the project, ‘3‘&3‘?’

as innovative cemmerical financing techniques, builing lmprovament suggestions,
signs and grapghics, window display, etc.

The Main Street Project is made possible by a major corporation. Bird & San, inc.,
East Walpole, Masgsachusetts, manufactures of building materials, have to date .
given nearly $300,000 to suppert the' project. Additional grants have been recsived
frem the Bush Foundation and the National Endowment for the Arts. In addition,
local sponsors in each of the local cammurnities contributed.



Who are the economic congultants? To assure wiformity of rrethod in base data
collection and cansistency in monitoring progress, and to heighten credibhility
within the financial ¢omminity, the National Trust chose to use a single econaic
consuliing firm for all thrae towns. Under ¢ontract to the National Trust,
Shlaes and Comparny of Chicago have been studying Madison, Hot Springs and
Galesburg for ten months; they have recently completed their analyses and sub-
mittad written recamendations. The company is headed by Jared B. Shlaes, CRE,
MAIA., Mr. Shlaes, nata.cnally reccgnized real estate counselor who has advised
and consulted on major cammersial and residential development projects, many of
which iavolve older buildings, was fommerly senior-vice president of Arthuzr
Rubloff and Conpany. Be is one of the nation's few experts on the sconcmic aspects
of landmark buildings: In addition, he is the editor of Real Estate Issues.

Yuch of the Main Strest Project ecoremic analysis was preparad by Michael Nichols
of Shlaes and Coarpany. Mr. Nichols, a specialist in urban studies, did his
graduate work at the University of Chicago and was associated with the center
for Urban Affairs at Northwestern University. At Shlaes and Campany his work

has bteen in the brcad citegories of markat and econamic analyses, feasibility,
forecasting and land use.

Haw did the econanic consultants collect data? The assignment was to examine

and analyze real estate conditions and scoromic aspects of defined project arsas,
corresponding to the camercial core of each townis central business distriet,
The corsultants also escmined sach towm's trade area and the position of the Main
Street comrercial district within thaw trade area, the project areas legal

and institutional framsword, its role in local government finance and recent

o lic works investments in the area. Main Street was investigated both as a
real estate and as a aommercial entity.

Shlaes & Campany employed federal, state and local data sources, ragional planninq
agency docunents, sources CuStm\a.rJ.ly used in the trade to assess local &conomies
and retail trade conditions, and other govermment, privats research ingtitute

and trade publications., Additional local data were ¢ollected from a variety of
sources, including mewspaper acoounts, individual interviews, and formal surveys,
A separate analysis and very specific report was prepared for each of the three
tewms. However, from the three analyses many observationsg can be made amout older
texns in general. The following is a summary of the generally applicable clvser-
vations.

Today the corpetitive pressure is felt not so mach within the Main Street business
ocommmity as cetwes=n the older cormercial area and the new commercial strips,
convenience <entzrs and malls that have sprung up along the major roads and high-
ways designed to meet the needs of the contamorary consumer and the private car.
This has resulted in a change in the scale and organization of retailing c¢rerations.
. Downtown building ¢wners and merchants are tew faced with the need to join togetiier
in order to comcete as a ochesive urdt with the newer, centrally organized cutlying
commercial concerrtzaracns, People do not <ome downtown to shop as automatically

as they used to. Downtown is no longer the only chivige, and the mambers of ths
Main Straet business commnity now find that they must make a greater sffort to
gttract and court the buying public.




8w can Main Street te with the shopping center? There are three key words
Fhat will serve to samarize and help people remamber what downtown needs to do

in order to improve its econamic position, and how it is to go about accenplishing
this: ORGANIZATICN, IMAGE, and PEOPIE.

QRGANIZATICN is the key element in the formula for success in the contemporary
sheoping center. The older downtown area can never be and should not &y to be

a shooping center; it was not bullt for a singular purpose, and only radical changes
can alter its given ptysical structure to confonn to the pattern of the shopping
center. Nevertheless, dewntown can learn a great deal abowut modern retailing
methods and shopper behavior fran this major merchandising chenarenen.

Essential amoig the shopping center's distinctive features iS unified mana t
and the resulting high level of organization and integration of retailing cperations
within the shopping center. In the shopping center, each tenant's lease contains
binding agreements requiring the merchant to follow explicit design standards

in the finish of interior space and signage, to confomm to the established hours
of ¢cperatian for the center (including extended weekday and weekend hours), to
participate in the center's joint advertising campaigns and major prawtions, to
join. and pay dues to the shepping center's merchants' association, and to pay
for regular maintenance of the shopping center'’s public spaces. Failure to live
up to these requiraments can be grounds for evicting a tenant from the shopping
canter,

Inpesed regulations such as these run against the grain for the traditionally
irdependent downtown business operator. But downtown merchants can improve their
ability to ¢amete with this newer shopping alternative by emulatlng the highly
integrated organizational style of the shOpping center. This is a fomnidable task
because on Main Street it must be accamplighed on a voluntary basis, but the incentives
are substantial. Organizing in order to pool resources for better and more widely
distributed advertising is a necessary element in revitalizing the downtown sconomy.
Qrganizing to axtend store hours should be less difficult once mgrchants sxamine

sae of the area shopping centers mpre closely and realize that the periods of
greatest shopper aetivity are weekday evaning hours and weekerds.

Many downtown business ceople still think that the large wvolume of free parking

at a shopoing center is its most important asset. This is largely a matter of

the grass being greener on the other side of the fence. Recent studies indicate
that most shopping centers have in fact over-huilt for their parking needs, and

it has long keen comon knowledge in the trade that it is how well a shopping center
operates internally and not the size of its parking lot that is a major detarminant
of success.

Main Street must learn to ocampete as an organized whole,



What is meant bv "image" and how does it relate to Main Strest? IDMAGE refars
to the driving aim of.dmadern product marketing: consumer recogniticn. Hundrads

of millions of dollars are pumped into the daily barrage of advertising that
attampts to implant the identity of various products in the consumer:s mind.
Additional hundreds of millions of dollars are poured into the design and manufacture
of packaging that does more than simply sit on the shelf: todayrs boxes, cans,

and bottles actively compete for the shigpper's reach. There is virtually no

limit to what people will do to make a product identifiable and to get the cnsuver
to recognize the product at the potsntial point of purchase.

The marketing of analdel:' downtown area can take the same approach in a lower
key, and capitalize on a hegt of built-in advantages. Ewery Main Street is

i fferent, and each one's distincti:':;e package is its older ammercial structurss
and thelr surrcunding ervirorment. The kays to the successful marksting of Main
Street are the exploitation of its distinctive structures and consistencv in
presenting this readily identifiable place to potential shoppers. This does not
mean that the dawntosn area must conform in every respect to a ccmron theme.
Rather, it means that the different phiysical slanents and commercial activitises
downtown must work well together, and that they must be presented to the public
consistently in arder to be identified as a recognizable entity.

Wnere does historic preservation oame into the pictura? In aiming to build uon

the characteristic assets of a given downtown arsa, HISTORIC PRESERVATIN MAKES
EETTER EQROMIC SINEE THAN VIRTUALLY ANY OTHER APPROACH TO MARY STREET REVITALIZATICN.
and it i{s for this reascon as well that modernization of structures in an oldar
&wmtown setting is not the logical route to bettar business. The typical approach
to puj ldings ort marry Main Streets seeams to have been to modermize the facade

at ground floor level to “improwve" the storefront and to cover P or to nEglect

the wpper story facade. Add to this a multiplicity of oversized and otherwise
inappropriate signs, and you have.a downtown product which is identifiable only

oy virtue of its manifest identity ¢risis.

How can the image of Main Street be develored and commmicated? If Main Street
cannot recapture its former positicn as a town s mzin or sale shegping district,
it can at lesast recapture its position as a clearly identifiable and attractive
place by un 3 imporoving, restoring and maintaining its older cammercial
structures. Various shoppers will know and recogmize individual stores by sach
oneis 1inarvidual appearance, gocd or bad. But in order.to reachand attract
the trade area shopping public upen which Main Street once had almost ex¢lusive
claim, Main Street's identifiabilitv and quality must be greatly imoroved and
aommnicated to consumers throwuwghout the trads area and bevend.

Follewing the ali-impoztant principle of consistency in achieving product identity,
the physical restoration and preservation of Main Strset.5 structurss must be
amphasized in both individual and joint advertising in the trade area, and
presented in a similarly cmnsistent manner in special promoticns tec more distant
arsa residents and totantial vistors through periodic advertising in cut-of-town
hewspapers, iN m3jor magazine feature stories, and In state tourism literature.



But attracting potantial customers to the dawntown area is only half the battle.
What gets them into the stores and M money? Individual business operations
ailso need to establish their owh identities in order to get the custaner to the
place of businegs once they have been drawn downtown. Consistency in identity

and quality maxst be visible in every aspect of operationg: having what the custaner
wants, treating the potentjal customer as a friend, making the sale, continuing
with follow— service to the custaner, and so on.

PEQPLE and the way they react to Main Strest as customers are one of the fav
cmstants in the downtowm ecorexmy. For the merchant, looking out for Number
One means making the custamer think that he or she is the most important person
on Main Street. Businesspecple downtown need to be constantly swaraz that all
of their visible actions are messages to this attentive custemer,

Every action is a gagture to the buying publie. Inactivity or inattentiveness

is interprated as neglect, and will be reciprecated by the public. Everything

the merchant does, fram building maintenance (or lack of it) to clearing the
sidewalk of snocw (or the failure to do so), from window displays to customer
service, is registered and interpreted by the shopper. Downtown scommic re-
vitalization therefore depends in large measure on each merchant's taking every
cgrortanilV to make Desitiva gymbelic gestures to each and every potsntial custaner,

Merchants and buil ing owners in the Main Street Project demonstraticon cities

have disoovered for thamselves the sywbolic role of their actions. Merchants
moving onto Main Street, fixing gp their storefronts or improving their signs

have been surprised by the mumber of shoppers cxming in to say how glad they are to
see them dawntown and haw much better the store looks than it did before. People
are still people, and the Golden Rule still oparates, axpecially on Main Street.

FRecomrendaticons for action

The economic consultants studied each town in great detail. Collect!vely the

three towns represent aonditions, problems and opportunities cammen to most smaller
cities and towns, and mest of the Main Street recoamendations and f£indings are
applicable elsewher=. Again, many of these recommendations can be grouped under
the three headirgs: image, organization, and pecple,

Gengpral ampearancs

Today s successful shepping malls share at least this" characteristic with the
Main Strzet of yesteryear: its function is rot simply to meet the basic material
needs of the consumer, but to serve a2 a social and racreational amenity for

the camunity as well. (This was and continues to be particularly true of the
open shepping mall.) Today's consuner frequently expects to be able to do more
than meet basic needs on a shoeping trip; shoppers have the time and opportunity
to do much rore biowsing and aymaring before making a purchase, and they expect
to be able to do mare than simply make the purchass.



To improve its coampetitive position in teday's market, Main Street must make itself
a more thoroughly iwviting olace, an attractive multi-purpose destination wnare
recple will want to wailk and wander along, shop, browse, eat and relax - in

the mast general tarms, to enjoy themselves. Main Street's general apgearance
mast tell the publice that this is a place where these activities can be enjoyed.

This recamendation is an outgrowth of the recognition of a new phencmenon that

sh . itself has heaome a si  .ficant recreaticnal activi  for the american
family. e image of the destination, whether it be a rring « or an

oldar Main Strest, therefore pecomes of ¢rucial importance: it is the total awx-
perience which the cansumer is seeking, not just specific marchandise,

Cutward appearance of Main Street's buildings is one of the mast significant early
contacts between merchant and potantial custaner, Each merchant and bhuilding

ewner should examine his or her structure both fran a distance and at close range,
renemibering that the wotential custamer's first lmpression is based wpeon all the
visible signals t.hat a building offers. One of the first things to be noticed

is that there is usually excessive competition among storafronts for the shopper's
attention. This distraction makes it difficult both to camprahend Main Street

as a whole and to locate individual destinations within the whole. The general
appearance of the dewntasti area will be anhanced to the axtent that variety generates
intersst: excessive competition for the consumer's eye oroduces confusion.

Maintenance of buildings

Each building has at least four sides, and often more than just the building's

main facade is visible. The quality of maintenance of any wisibly axposed structural
walls, even if they are only common brick, is a subtle signal t2lling a custorer
sarething about how much a particular operator cares about his or her busaness

and about the custamer. Ewvery visible extserior aspect of a building should be
examined for cpportunities to make potential custamers aware that the structures
along Main Street are still serving an active and useful life, and not merely
walting to fade into the past. To the prospective qustamer, every mirmr, routine
rousekeaping effort lndicates that sameonz carss about the clientele.

The comsultant recognlzed that net svery merchant or building owner will see the
importance of carefuwl upkeep and charged #he local dowmtown business organization
with the leadership role to parsuade the majority of businesses to do so, perhaps
arranging for reqular wide-scale maintenance to Kesp the costs dewn.

Maintsnapce of public spaces

In addition to the mundicipality continuing to perform its regquiar maintenance
factions, downtown businesspecple need £ make their own aefforts oward shcouraging
medastrian traffic aleng Main Street. Two strategies which are applicabls to a
wide variety of downtzwn business problems apply to the treatment of streats

and sidewalks as well: the eradication of barriers or nuisances, and the creation
of irmcentivese



In addition to meking sure that mmicipal departments pezfozm theair housekeeping
responsibilities in the downtown area, it is up to each individual businsss cperator
to take a direct role in making sure that curh and gidewalk areas in the vicinity
of his or her particular business are kept clear of cbstructions and clean.

The area in fromt of each business's place of operation is a part of that operatdon,
and regardiess of who is technically responsible Z7Z is in the business's best
.interest that the ator assume direct res nsibili  for k in the sidesalk
and curb area swept (inc wding the clearance of srew in the winter months) .

Merchants in a shopping center are required by the terms of their lease to pay
for homsekeeping sarvices which center managarent provides. There is no o
parable enforcemant mechanism for meking downtcewn merchants support; similar house-
keaping operations., ‘The only demand that this be done corres from good business
sense,and downtown merchants have the option to perform these tasks individually
or to make joint arrangements for such services.

There are ample rzascns for the merchant or business operator to undertaks these
tasks directly. As is the case to same degree with virtually every action the
business person takes, this upkeep function is a direct gesture to the customer,
Letting refuse or snow accumulate in front of the storefront is a gesture of
negligence toward the potential customer, who will respond in kind.

Encouraging pedestrian traffic

In additicn to making sure that there is nothing that actively detracts £rom

the public's shopping sgperience, dewntown businesspeeple must also work toward
creating further inducements to shopper traffic. Often merchants camplain inef-
fectively abaut the futility of txrying to fight the climate controlled conditions
of the encleosed malls, but our gxperience has been that pedestrians do not demand
that they be enclosed. artifically lit., heated and air conditioned as a rule.
What they 2o want is simply sane marginal protection frum the elements.

One of the chief problems along Main Street is the axposure of sidavalk areas
and the absence of pretection frum heat and direct sunlight in the hotter summer
months, This axposuxrs cannot be alleviated completely, but there are a number
of approaches which can be taken toward oroviding sane relief.

Amings (and in sane cases canopies) have long been the nost; convantional means
of giving the pedestrian protection fr=m the sun and rain. Although their use-
fulness has tended to be forgotten, awnings are still one of the most economical
ways of providing pedestrian protection. An additional factor of particular
importance today is the role of the awning in shading interior space, thereby
increasing the efficiency of air conditioning systamse Selective use of canvas
amings along Main Street along with appropriate design and color choices can
also provide atiractive elements of variety and visual relief franm continuous
rows of building facades.

Tree <over provides protection and var.iety in residential areas, which cannot
really be duplicated along sost Main Streets. However, efforts should be mede



4o p:rovide same landscape amenities to link parking lots to the main shopping
areas, lLandscaping and sidewalk improwements should be mmre than a mattar of
superficial cosmatics if they ars used correctly. They should make sound
eeonanic fense in their ability to increase the attractiveness and drawing cower
of the downtown cammercial arsa by ancouraging pedestrian circulation.

Perhaps the chief disadvantage of the enclosed shcpping mall is that ixs only
outward sign of life consists of venicular txraffic. Older, open central businsss
districts have the advantage in this case of being able to display their shepping
traffic to additional. customars., Sidsmlk and street aetivitv serve a very ime
portant role in gererating additional consumer traffic.

The chief examle of 'this for downtown business people is within their own first-
hand experisnce, avidanced in the popularity of dowmtown sidewalk sales. A gded
part of the attractiveness of sidswalk sales is the consumer's knowladge that
thisg is likely to be the time to find the best bargains. A less megasurable but
highly significant factor in ¢antributing to the popularity of such events is
the attraction of a high volume of sidevalk activity in the downtown arzea,

Merchants can take an additional direct role in increasing the everyday level

of street activity, without having to cut prices, by premoting street and sidevalk
verdor oparatians. Al.though such opearatians have in fact been actively discourzged
by officials in many cities and by merchant associations throughout the country

in recent decades, the fact is that pushearts are on the comeback and can enhance
the retailing trade of the permanent operators. To cite only the most dramatic
axample, the Cuincy Market zedevalopment project in Boston has shawm that push-
&arts make a substantial contribution to the Market's ability to generate annual
sales of more than $300 per sguare foot of leasable arsa. The developer has
discovered that these are more than a mers povelty and is moving toward including
pushcart orarations in a large nurker of his other shopping mall operations.

It is clear that pushcarts make the vitality of a <ommercizl area highly visible
and attract agditianal activity as a result. Operating under the sanction of
mmicipal authorities and with appropriate regulation, this kype of activity
can be promtad by downtown businesspeovle both individually and as a group,

The flower cart is probably the most cbvious example, but a variety of specialty
goods or special types of smeller items are similarly appropriate for a mobile
cperaticn. Of particular importance is the potential for outdoor fcod sales.

"A shortage of restaurants in the downtown area can be substantially overcams by
taking food items already produced or sold in downtown shops (such as bakery
itams) and additional items (hot dogs, sandwiches, Lee <¢ream, etc.) directly

to the consumer on the strset. Seen fram another angle, such operatians arz also
a lcgical extension of same of the more popular public events downtown which
imvolve fundraising food sales such as corn roasts, fish f=ys, bake sales and the
like. Merchants associations can playa vital role in ensuring cl.ean-up, paid
for by the license to vand.
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ORGANTZATTION

The gr.unarv & %g for realizing the @ of a Main Street revitalization
proaram rests upon the downtown business community. The implementation phase depends

largely upan local ipitiative and what the business comtmanity does for itself,

ot primerily upan what any number of other parties can do for it. ‘Therefore,

the axisting downtawnr business association or Chamber of Commerce has a major

role in pranoting the program and fostering recommended business improvearents

among downtoWn's individual owners and operators. The merchants group has a nuricer
of special roles to perform in premting extended hours of operation, better
building maintenance and storefront rshabilitatian, better promoticnal aetivities,
and improved advertising and merchandising.

2s incentives for ur: i such activities, the merchants group can offer

selective joint advertising to pramts business for those who participate in axtending
thair store hours and in wdartaking preservatdon work in relation to their businesses.
The group could provide incen:itives for the wpgrading of vacant buildings by making

its own gearches for prospective tenants. Another incentive could be dirsct merchants
group participatian along with local financial institutions in creating an interest
subsidized loan g0l for cwners and tenants to upgrade their buildings and operations
in ways consistent with the reviatlization pregram goals.

The merchants associatian can play a strong role in organizing joint promoticnal
activities for downtown, particularly for major seasonal svents, such as Christmas.
Marketing and prarotion cansultants to the Main street Project have recoamended

a number of activities witich focused on preservation and traditional promotions
for the Christmas season. These included a mumber of street avents, such as an
evening of caroling with popeorn wagons, puppet shows, costumed characters, ex-
tardad evening hours, and a special Main Skreet shopping bag.

Early planning (six months at least) is required, with gspecial emphasis given
to Hning up suppliers of traditional decorating materials for downtcowm businesses,
getting scheol and church musical groups and service clubs involved, and develop-

ing a special advertising campaign which targets major metropolitan areas In the
region.

Joint promotional i are generally held.too frequently @€ rely too Mach
on price cutting and sale merchandise. Jhere 15 no rule demanding that there.

be a special sale promtion every month of the year. ExcesSlve reliance oft orice
reduction will greate an image in the public mind of Aowntown as the bargain
basement of e trade area. Consumers are more likely in this case to W58 the
&wntown area on a correspondingly selective basis, watc:hing for special sale
announcenenes like vultures rather than getting to kncw .the broader offermgs

in the downtowmn area.

Downttown prormoticn should be infragquent anough to be specfal, and should take
a very different apprcach, emphasizing the guality and special features of dewnm
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tewn that have greater centinuity. Advertising and special srametions should
sarve to inerease the public awarenass of these features which can serve as a
more continuous draw for downtown businesses.

Joint advertising should be undsrtaksn by the merchanta asscsiation,amhasizing
the wniguensss of Main Street. In general, most newspaper advertisements ars
nased on stock copy available free £rom the local paper's advertising department.
Consequently, downtown merchants, advertising {(individual as well as group) i3
oftan indistinquishable at first glance fran ads for businesses in the sprawling
¢comrercial strips.

Downtown does have distinctive offerings %o make to the huving public and must
emphasize these offerings through whatever graphic rreans the association can
mxsster. These can include anything £ram old photographs of Main Street <ommercial
buildings to contemporary sketches or line drawings. Joint ads should periodically
include maps of major routes to downtown and maps of the downtcwn area identifying
the comrercial cfferings, major historic sites in the downtown area and parking
lot locations.

In the initial stages of implementation, it may be more desirable to target certain
businesses and their structures for experimental treatment of this sort. For
example, an individual merchant or two could spansor a competition for renderings

of their facadas to be used in future advertising and pramoticn. In order to promote
greater awaraness of the character of same of the unmcdernized comercial struchures
downtown, the newspaper could probably be persuaded to sponsor an ongoing contest
challenging readers to identify photographs of particular architectural details

found on Main Street buildings.

Thers is also an improtant role to be played by the merchants association in the
recruiting of needed nsw businesses and the f£illing of vacant shaces. The sconauic
profile developad for each of the Trust's three Main Street towns showed severzl
major business ¢pportunities which were not currently being filled. Specific
recamendations were made for each commumnity (i.e. for Madison the need and market
exists for guality food ¢perations, clothing, bkeoks, records, household items and
craft items), With a list in hand the merchants association <an actively recriit
fram nearby towns or metropolitan areas. Often a business in a nearby town can
becrme interested in opening a branch, while the effort to attract a major chain
store wWill probably be wasted. However/ in recommending needed store types,

the consultants realistically noted that downtown retailing will crabably shift
ity focus in the future as older d&mwnitcwns evolve fran major central business
districts to more specialized shopping districts. It should also e amphasized
that; £his last term does not refer to the "boubticque ailev" ohencmen of the 7/960's

(posters, candles, leather, ete.) but to the higher quality, racrsational/svecialty
shorping centars witich have smerged in this decade and wnich she» signs of considersbly
greater sconamic cotential and skability.

If there is anything in the newest; retailing develcpments comparabls o the
ccnventaonal, s‘w.cr:p ing cerrcez sanchor tanant,” it is the spec_al*y centar's
restaurarrts and ctner other food service ogeratians. Tis is all the rrore

reason For dowmtowns to make special 2fforts to expand restaurant; cparat.i.cns
ard other food sarvices.
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Apart from restaurarrcs, specialty shopping centers do not possess typical "anchors:"
all the tenants serve as anchor tenants, working together to draw on their market.
Mzin Street should ¢perate siminarly. Vacant space on Main Street should be

filled carefully, with new or expanding businssses selected as much as possible

on the basis of what ther will contribute to the distinctive charactsr of the
downttown area which constitutes much of its appeal. This given identity must

by upgraded physically. Another way to build upon a given character of tha down=
towm area Is to attract business operations which offer goods and services in
Keeoing with this charactar. Main Street is often a natural area for offering
distinctive rerchandise, high quality and good services. It can be a particularly
styrong setting in which to offer goods which are not entirely the product of the
production line and which evidence scme trace of the human hand in their production.

Aong these other things, this means that it is not necessarily the sexclusive
respansibility of bnji1ding cwners to fill their available vacancies. The down-

town business community has a substantial interest as wall in seeing that currently
vacant storefronts are occupied, and that they are occupied by users whase operations
will be productive for the dewntewn area as a whole. The local downtsyn merchants
association in particular can and should take considerable initiative in finding
desivable ccoupants for available camercial space in the downtown area. A search
camittee cumpesad of downtowm members of the merchants association should be

formed to assist bnilding ¢wnars and managers :in the tasks of tenant selection

ard placeirent,

The foarmation of such a committee formally or informally presents an excellent
opportunity to recxuit new talent and to inmvolwe them in the organization's
active committee work. Bank officials are particularly good prospects and have
opportunities to see other markets; they alsec have direct stakes .In downtown as
a result of their main office facilities and downtowm mortgages,

PECPLE

The first oxder of btusiness for anv merchant is not tending the store., but attending
to the customer., The businessperson who keeps the customer’s needs and wants

at the top of the list of priorities has found a way of making most of the bus.iness
take care of itself. This custamer-orientad attitude does not mean simply trying

to have what the shopper wants in texms of goods and services, but axtends beyond
this to offering goods in a clean and attracti.ve setting, creating an attractive
shcpping anvirorment, building good customer relations through sales personnel

and special custormer services, advertising what is being offered in an attractive
and distinctive way,making goods and servi.ces available at hours convenient to

the custamer, and so on.

Many dowmtown businesspecple have racognized the need for putting the customer
firste. They also recognize that this is a ccmp.lex assigmment and resvond accordingly
for the roost; part. Nevertheless, there are £ew businesses In any dewntown that
would not benefit frem a full review of their current; practlces asking thanselves

in 2ach c¢ase if it iS the buginess or the custane.r that is more important., Perhaps
scme stores seem to have all the business that they can handle at present, but this
does not tean that the sales could not still be increased by more widespread

and Letter advertising, by giving the business a more attractive shop front to

presant o the public, by making it zasier for nore custorers to f£ind the
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particular place of business, by creating a better shopping environment all
along the street, or by any numter of other roeans,

consigtent image for t1e business ooeration. Advertising should »lace grsatar
amphasis upen graphic identification of the place of business and less axplicit
reliance upon printed advertising text and stock motifs. The character of the place
of business should be cultivated directly through the storefrent and facade
improvements, and should Be advertised accordingly.

Having created teoth a clear general image for the downtown area and an identifiable
Iccation for the particular business, the next challenge is to get the custamer
throuan the door. In large measure this means reducing the barriers betwsen the
attractions of the shopping environment and building facade and the attractions

of the store interior. Same stores in <caontamorary enclosed shopping malls

have gene so far as to remve doors and display windows entirely, opening the store
interior &xplataly to the nail's pedestrian traffic.

Businesspeople in dowmtowm cannot take such dramatic steps to draw cuseorers
into their places of busdness, but they can take a goed look. at their display
windows, asking themselves e.:actly what it is they are trying to accomplish by
their use of the window area guesticning whether or not current displays
accenplish their geals,and making necgssary changes accordinglye

Altheugh there is mo single right way to dress a store window, there are two deminant
approaches evident in contemporary retaj 1ind, Ing, each of which is intended to achieve
maximum visual impact as economically as pogsible. One of these approaches is

to scresn off visibility of the store interior <ampletaly and to use the display
windew area as a showecase for one or a vary limited nurber of items. The ether
approach involves minimizing the role of the window as a barrier betwsen the side-
walk and the store interior. This is accomplished by removing display platforms
frem the shop window area and treating all space up to the window as active

retailing space. Display cases, racks or similar fixtures are rroved closer to the
front of the store and windew space is kept free for maxirmm wisikility Irrco the

main reta;.ing space.

Both approaches have arple precedent in ret 1lng tradition, but stand out today

as a departure from the tendency to £rv to displaY as much merchandise as ocossibls
in the stores windew area. It is well recognized chat this last tactic usually
leads to clutter and <onfusion. Each of the two daminant approaches today is
designed to make the mast of the shop window as a visual element in successful
reta; 1;: g operatians, the one serving as a dramatic showcase trzatment and the
other $erving to miriimize the distance between street or sidewalk and the retailing
operation inside.

Successful store czeraticn depends not simply wmen making the sale once the cugtoner
is inside, but ucen cultivatina a relationshis with the customer. Having tae

goods is important, sut making the sale often depends upon a host of addi.tii.cna.l
factors, including helpful sales pezsonne.l, and the abilizv to offer addi,zicmal
custamer services. Ewvan LY the partacular i tem raquested by the custcrner i3 not
available, helpful sales persennel can advise the customer wheras else 2o oy this
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can lead to a degree of custemer satisfaction sufficient to create goedwill and
return traffic, and ultimately to the cultivation of a good business reputation
based upaon the shepper's direct reporis to family and friends,

Thus the businessperson is the ultimate gxpért in knowing what the custamer wants
and what still needs to be supplied by businesses an Main Street. Individual
merchants should therefora keep good records of custamer needs which they canmot
meet individually. Customers should be referved to other merchants in the
downtown area as apprepriate, and reports of unmet customer demand should be
taken as indicatians of changes to be made by individual merchants or the entire
downtown business coomunity.

PARKING

For a hest of reasons many downtown areas have became marginal attractions for
most ghoppers. People will ¢ate for visits to specific shops or to obtain services
or to transact business of other types, but in general they do not &ame to shop
the downtown area as a whole. Because downtowm iS no 1 er a coherent attraction,

available parking, and so on) keccme exaggerated in their role as liabilities and
barriers to potential shoppers. Parking is, for =:ample, one subject whicn can
beccme a symbolic explanation or excuse for not shopping dowmtown. Shoppers

may well camplain at the least inconvenience and use this as an sxcuse for claiming
that they no longer like to shop the dewntown area.

tewns, The location of that parking is the problem. The chief camplainers

are almost always merchants, and to a much lesser extent custamers, who axperience

a shortage of parking in the immediate vicinity of particular stores. unfortunately,
there iS no inexpengive and practical way to give every merchant parking spacas
desires directly ‘n front of hisg or her store. However, there are a numnper of

ways to make the .ost of available parking elsewhere,

Downtown businesspesple must make the central retaj 1jng area rroze attractive

as a general destination and more appealing for the pedestrian. This can only
be accanplished by a coczddnated program involving the improverent of shopping
cpportunities downtown, widespread inmprovements to downtown comrercial properties
and public improvements along the pedestrian circulation routes both along and
adjacent to Madn Street, and particularly those pathways between Main Street

and public parking lots.

Often access to pearby parking lots is not clear to drivers.

In order to increase usage of lots, better directional signs to the lots should

be provided. Such signs should be minimal and strategically located. Marchants
can also make directional signs more effective by cutting back on the overabundance
of comercial ano highway signs witich are usually present in the downtcwn area.
rerchants' identities can be established thzouqh signs which ars considerably
smaller and f&wer jn nurber than most of these currently in use downtown. Al.though
Letter signs minimize campetition with public infermaticnal and directional signs
and germit the latte - to do its jco wffsctively.
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One of the chief tasks in making the best use of availahle downtown parking

space iS to separats downtown patrons from employees. Shoppers should have
naximan access to close-in, short-tarm spaces: smployees should use rmre distant
long-tem paxking spaces. One way of regulating the allocation of parking spaca
between these two groups is to establish uniform opening hours for the majerity
of devntown stores and officas, and to keep at least some of the innemmost parking
spaces, toth on the street and in majer lots, closed to wehicle parking prior

to these opening hours. The ¢ity and the merchants association should =xgeri-
rent with sane altermatives, without fanfare or publicity. At the experimental
stages, trizl regqulatisns should mot be rigidly enforced. Rather, parking duration
and the extent of employee abuse of shorter cezm shopper parking spaces should

be mnitored.

The snforcement of parking requlations which are presently in effect and any
which may be instituted in the future should be regarded chiefly as a matter

of oublic relations and mot orimarily as a matter of law enforcement. Along
Main Street and major adjacent shopplng streets, merchants can 2150 use enforcemant
of parking regulations as an opportunicy to imgrove custamer relations. For
example, the busineass community can provide additional printed infomation

to be passed on to parking violators which thanks them for shopping dewntewn and
informs them of available longer-term parking oprortmities. Downtown merchants
should also ancourage sales peaople to take up Dark:l.ng issues as a way of showing
concern for the custcmer by asking pecple if they need change for parking meters
or ¢ffering to reimburse shoppers for the cost of parking.

If and when the shopper is sufficiently rawarded, parking meters and other
pevcholegical barriers will vanish as glements in the consumer rationale for not
using the downtown area. Commercial strips and malls are relatively gora attrachiva
destinations for shoppers in part because of the relatively better accass which

they enjoy. If the downtown area exploits fully its given qualities, improves

its appearance and Increases the quality of its camercial aetivity, it can Indues
shoppers and visitors to make that little axiza effort in overcaming miner incon-
veniences.

UPPER STORIES

The amount of vacant space in manv downtowns expands consddarab.ly when one looks
beyand the ground floor conmerical areas to availaple space in the upper stories
of downtown ccmmercial buildings.

Efforts should be made to ralocate ground floor office soace users along Main
Street into rwer storv space, Thera is a double payoff in promcting this type
of rzlocation if comercial (retail) kanants can also be lined up for Zormer ground
floor office space mpened @ by such transfers. A transfer of this sort will

also expand the amount of retailing area available dwntown, Many professional
(legal, medical) occuparrcs or perscnal service (e.g., beau*"y shops) occupants

of ground floor storefrant space require a cartain degree of praminencs but do

nct depend wpon walk-in traffic to the same extent as retail merchants. These
coul.d be just as well if not bettar served in renovated guarters in (oper floors
2leng Mzin Stzeet,
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In addition to returning interior space in upper stories to active use, renovation
would also premote upper story facade improvements and add interest to the
streetscape, There should be no objection to direction attention to Upper story
facades through medest anounts of well-designed signs displayed in conjunction

with ccoupied upper story spaces.

Active commercial use gppears to be the least likely alternative for making upper

story gpace in most downtowns more oroductive, As is gellerally the case and as
axamples in the Main Street Project towns damonstrate, the use of second and thixd
floor space as aextensions of regular ground~flcoor retaj]ing area is restricted

mostly to businesses dealjng in large household goods, such as furniture and appliances.
Other retailing operations which expand beyond the ground-£lcor area are more

likely to use basament space as an imitial preference, based upon a fairly well

founded assumption that customers will take the path of least resistance rather

than battling gravity in exploring retail areas bevond the ground floor.

The remaining alternmative uses for upper-story space in most downtown include
spartments and officas. An aggressive search on the part of the merchants association
and the prummoticn of negotiations between a progpective tenant and a building

oumer should be pursued. It may simply be the case that few pacple have given

ary thought to encouraging the use of upper-floor space kv office ccoupants,

with even fewer having made direct efforts toward accomplishing this end, Office
occupants of ground-£lcor space are cne of the most logical initial targets for

use of upper-story space along Main Street.

Rehabilitation and adaptive reuse directed toward the creation of rental apartments

in Jpper-story space in sane downtowns holds considerable promise for being econanicaltly
feasible. One project of this type in Madison demenstrated that upper-story

conversion can ke acoamplished at or under carparabls cests for new construction.
Although the motives ard opportunity related to this axample may not be campletaly
applicable to a large nunter of other locations, similar downtown housing opportun-
ities could have broad general market appeal., There is also an appeal to "living

above the store" for mamy novice entrepreneurs.'

dcxmto,m Most of these factors are related to the street envirorment. Main
Street generally does not have many qualities which would characterize it as
intimate. Main Street is a thoroughly camercial environment, a fact which is
annoumesd by not only its breadth, expostire and mmerous storefronts, but also
due to the overbearing appearance of most of the camerclal operations; much of
this is due to the predominance of gversized and excessive sign

treatments which expard the scale of the facade by means of siding or screenlng

Even though it may naw be hidden, wpper-story facades have often been
unaltered; many represent; axcellant facade material for residential uges.
dowever in most dawntowns, spaces currently in active residential use
appear to be soméwhat marginal and do net contribute much to a desirable
residential atmosphere in the downtown area. Making the area attractive
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to new residential ocoymants would thersfore entail building and sidewall level
improvenants on much the same order as will be zequired for direct camercial
revitalization of the Sowhtowt.

Downtown housing oprertunities are usually seen as appealing chiefly to older
resident population. This age group is usually considered a logical target for
such housing opportumitisas because of the shopping canvenience and frequently
lower rents that downtown housing offers. However, it must be emphasized that
other secwents of the aopulation, particularl new households and veun sin les,
she d also be given- consideration when trying to envision the potantizl market
for such housing units. In spite of the convenience which these apartments might
represent; for older citizens, access by means of typically ste2er and narrow stair-
ways is a decided disadvantage, Creating additional points of access to upper-story
apartments as recuirsed by modern building codes may well be feasible, but will
not necessarily be more convenient for use by older citizens. Additional access
is still likely to be prowvidsd bv rreans of additional interior or rear exterior
stairways rather than elevators, and this may constitute a barrier for same
senior citizens.

SOURCE AND METHCD OF FINANCING

Most landscape and parking lot improvemants are public responsibilities and should
be financed through some corbination of tax revenue, bonds and state or federal
assistance, Similar improvements along Main Street may be similarly financed

if state enabling legislation pernits: supplemantary funding can core from a
special tax lewy on property awners in the project area, since they will be sams
of the chief beneficiaries &£ public improvements in the comerceial district.

It may be pcss.ib.le to reduce the cost of individual building rehabilitation and

facade improverents throwgh loans at reduced rates of interest or special pzeservatacn
grants. Not every local financial institution will be willing to participate

in a special loan pool for improvements to private camercial property in the
dovmtown area. However, most instituticons recognize the stake they have in the

Main Street econamy and efforts should be made to organize the banks to form

a jeintiv-funded stecial loan program for those building owners who are participating
in a formal revitalization program.

Most initial downbtown coammersial improvement projects will orobably have to be
financad bv relatively conventional methods, The National Trust's examination

Qr. the Market Street preservation program in Corning, New York, has indicatad

that mamv and prebably most facade mprovenents, including storefront cenabilitation,
are less ¢setly than micht £isst be suspected. In many cases substantial acocrr

plishments and cueiic impact can be achieved with relatively medest expandicures,
covering items such as nNEW signs, awni.ngs, adver-cisiriq copy, or improvad malntenance,
The firs= prodects a cormorii.ty undertakes are tharefore likely to be financed
through same combination of conventional capital immerovement Loans, slightly
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increased expenditures for major maintenance and repairs and privatz business
reserve funds.

TIMING AND SELECTICN OF FPROJECTS

Perhaps the mpst impeortant resource for attracting additional funds for downtown
investment will be gxamples of demonstrable success in each town. The role of
the merchants association In menitering the cost-benefit record of each project
will therefore be extrainely inportant, Ganeral publicity concerni.nq projects
should always be accampanied by available items of hard data concerning the
soanics of 2ach commercial preservation effort. Additicnal information should
be available :in the files on request. Of course the monitoring effort must te
maintained for many years, perhaps by the merchants association. This js alsc
one of the most jrportant reasons for a well calculated selection of the first
projects to be undertaken, It will be much easier to speculate on the basis

of mcdest successes that it will be to explain what went wrong with a larger and
rore carplicated experiment involving greater risk.

The most lmportant principles to £ollow in the ¢ourse of lmplementing these
recamendations are the follcawing: (1) select modest projects with a high
probabi lity of completian and success, and (2) maintain contanui.ty by overlapping
projects, Particularly regarding the latter, it would be better to have a nurber
of projects in various stages of completion than it would te to have the same
number ocoourring simultanecusly with virtually identical starting and finishing
dates,



NEW TAX LAW

by Carol O. Shull
Historian, National Register

The Tax Reform Act of 1976. recently
signed into law by Presid.ent Ford. provides
important new tax ingentives for historic
preservation. corrects deficienc:es in the tax
code which have worked against Prés-
ervanon. and places naw responsiburttes on
the Secretary of the interiar to make the tax
advantages available to the pubiic.

Commercial or business related slruciures
that Qualify as "certified histone structurés”
are entilled to most of the tax advantages
under the new act. A "certified historic Siruc-
lure" is defined in lhe law as a depreciable
structure which .

(A) is lisled in the National Regisier

(B) is located in aregistered histone d,sl(Ict
and is certified by the Secretary of lhe
Interior as being of historic significance
to lhe district. or

is located in a historic district des-
ignated under a statute of the approp-
riated state or local government ifsuch
statute is certified by the Sec retary of the
Interior as containing criteria which will
substantially achieve the purpose of
preserving and rehabilitating Duidings
of historic significance to the distriet.

The new tax provisions will @NCOUrAGE re-
habilitation and discourage demoliliOn of
certified historic structures in several ways.
An gwner of a certified Ristoric structure may
now write off (or arnornze) over a 68-manth
period rehabilitation expenditures whiCh are
part of a certified rehabilitatlon of the prop-
erty. To take advantage of the provrsion. the
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taxpayer must make nis renatnntanon ex-
penditures between June 14. 1976. and June
15. 1981. Under Ihe act. a cerunec renao.nta-
1o 1ISany renabiutanon of a certified rnstonc
structure which the Secretary of the tntenor
certifies as being consrstentwith the rustonc
character of the property or the district In
which the property is located.

Advantages

The advantage of this new provision is that

Before the passage of the Tax Reform Act. he
was recuired to spread his tax deductions
over the life of the property. which for most
buildings was much longer than 60 months.

¥, M. . gepUP!
3 1 . encouraging owners to

rehabilitate their historic cornmercrat proper-
ties.

) |

e 3 z» 10X
3. . L; 1981. In the past. the
tax code actually encouraged demolition by
allowing owners to deduct demolition ex-
penses. a major impediment to historic pres-
ervanon. Any building or other structure lo-
cated in a registered historic district is
treated as a certified historic structure un-
less lhe Secretary of the Interior certifies.
prior to its demolition. that the historic struc-
ture is not of rustonc Significance to the dis-
tnst, The now non-deductable demolition
costs must be added to the value of the land
on which a historic structure was located.
Demolition of certified mstonc structures is
further discouraged under the Tax Reform
Act by a deprectanon (accelerated depreci-
ation) on any new building. constructed. re-
constructed. erected. or used after Decem-
ber 31. 1975, and before January 1981. on
the site which was on or after June 30. 1976.
occupied by acertified historic structure that
was gemaiished or suostanna'ty altered. ex-
cept by a certifiad rehabilitation. An owner IS
limited to uSing straight l:ne oeprecanon.
and consequently receives smaller rax de-
ductions over alonger pence of time. rather
than the more advantageous accelerated
depreciation allowable on new structures.

.which provides for larger tax deductions over

a shorter time span.

Another more complex provision would
allow taxpayers to depreciate "substantially
rehabilitated historic property" as though
they were the original users of the property.
entitling them to use the accelerated depre-
ciation which could previously only be used
for new buildings.

The Tax Reform Act also allows income.
estate. and gift tax deductions for the transfer
of partial interests in property for conserve-
lion purposes. A charitable deduction from
the income tax is allowed for a contribution to
a charitable orgaruzanon or a governmental
entity exclUSIvely for "conservation pur-
poses" of a lease. option to purchase, or
easement on historically important land
areas or structures of not less than 30 years
or aremainder interest (a gift of property the
enjoyment and use of which Is to take effect
after death). These conmbuuons also qualify
as cnantaore contnbutrons and transfers
must be made after June 13. 1976. and be-
igra June 14. 1977. to Qualify for ine tax ad-
vantages.

OAHP Rol.

The Secretary ot the Intenors respon-
sibilities under the act will be handled by tne
Office of Archeology and Historic Preserve-
tion. pnmarily through the Nattonal ReglS-
ter and Technical Preservation Services
programs. OAHP is now cons.oennc the
most efficient way to certify rustonc struc-
tures in National Register orstncts. approve
certified rehabilitations. and reView state and
local statutes which establish rustonc dis-
triers. In addition. a rnaior new emphasis in
OAHP will be providing the public With Infor-
mation about the Tax Reform Act to encour-
age owners of historic properties to take ad-
vantage of the new tax Incentives. The act Will
also have an important impact on state rus-
tone preservauon programs. The State HIS-
toric Preservatton Officers are expected to
begin receiving inquines on the act im-
mediately. as well as Increased pressures
from property owners to have their orooernes
listed in the National Register and requests
for technical advice on the rehabilitation ot
rustonc structures.

In addinon to making the state hrstonc
preservation programs more visible ,n the
states. the act should generate increased
interest among government officials at the
state and local levels and pnvate citizens In
the deSignation and protection of histone dis-
triers Since having a certified state and local
statute is one method of obtaining the tax
benefits. Because access to the tax benefits
requires that rehabilitation work be certified
by the Secretary of the Interior. the act will
also assist in raising rehabilitation standards
across the country. Italso offers the pa§&ibn-
ity of involving local governments as well as
the SHPOs in the certification of rehabilita-
tions for tax purposes.

Although the sections of the Tax Reform
Act of 1976 related to historic preservation
need further legal analysis to clarify &il of the
implications of the tax benefits. IlIS clear that
the new provisions make the preservation of
historic resources more popular and
economically feasible.

Depreciation is areasonable. annual deduc-
tion allowed for the "exhaustion. wear and
tear" of property-except land-used in a
trade or business or held for the production
of income. In the straightline method of de-
preciation the cost or other basis of the prop-
erty (less salvage value) ISdivided by the
useful life expectancy of the property and the
amount so derived is deductible annually.
Accelerated methods of depreciation. au-
thorized for certain property, allow a more
rapid write off in the beginning years of own-
ership.

Amortization allows the taxpayer to write off
his expenses in the same manner as depre-
ciation but over a definite oenoc of time reo
gardless of the actual useful life of the prop-
erty.

Taxable “ig of the property is the estimated
life expectancy as used In the particular tax-
payers bus.ness gener.ally (20 or 30 years
for bueldings).

Taxable basis for purchased property Is the
cost of the Investment plus subsequent caor-
tal expenditures. The basis of property Inner-
«ec or rece.vec by gift is determined d:f-
ferently. -Joe A 3hud



