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Expertto share secretson
business district success

BID program
could give
local malls
competition

, By Axnie M. BELT

Ever since indoor malls began
sprouting up across the country in
the mid-1950s, their ever-rising
revenues have been matched only
by the equal and opposite financial
fall of downtown business districts.

Helping downtown businesses
win the war against malls {s Urban
Planning Consultant Dave Kil-
boume's business. With more than
50thriving California business dis-
tricts behind him, Kilbourne wiil
share his success secrets in Sarato-
ga oext week.

In a free workshop sponsored by
the SARATOCA NEWS, Kilbourne
will discuss “How to Develop,
Revitalize and Promote Your
Business District® from 8:30-10
a.m. on Wed., Oct. 9, st The
Plumed Horse, 14555 Big Basin
Way. A complimentary continen-
tal break{ast will be served.

Kilbourne is California’s lead-
ing business revitalization
expert, snd the suthor of the
pemphlet, “The BID Book:
Guidelines for Forming a Down-
town Business Improvement
District Under California Senats
Bill1424.” He walks businesses
through each siep needed to
start a business improvement
district — a process which usual-
ly takes from four to six months
tocomplete.

He says dowalown businesses
can compete on equal footing with
large one-stop mslls, like Valley
Fair, by establishing a business
improvement district (B1D).

How? The answer is simple.
BIDa establish an umbrelia fund-
ing mechanism similar 10 a mall's
centralized retail management,
Centralized retail management
allows businesses within malls a
tremendous savings on overhead

costs. It also facilitates plannrog
for promotional events snd new
business recruiting — the right
kind of new businesses. The BID
does the same thing for downlown
businesses.

“We're siealing the idea {rom
them,” he jokes, “but they've -
stoleo plenty of ideas from us.”

Kilbourne is currently working
1o establish BIDs with businesses
in Los Gatosand Los Altos.

Downtown Chico, the locus of
Kilbourae's urban planning com-
pany, provides one of the best
cxamples of the BID's power o
trassform & steepy retail sector
into a thriving shopping ceater.

Fifteenycars ago, shortlyaftera
new mall set up shop in Chico,
downtown Chico businesses began
1o suffer.

“Everybody thought the mall
was the second coming,” Kilbourne
says. “The traditiopal downtown
shopperswent to the mall.”

Asthe shog‘%n left, so did the
store owners. When Kilbourne was
hired to help set up a downtown
BID, 25 percent of the store spaces
were vacant.

“The downtown mercbants'
association formed a BID out of
desperation, ss s way to fund com-
munily promotion programs to
bring shoppers and stores back
downtown.™

Once the improvement district
was established, downtown busi-
nesses — at a coat of roughly
$300 cach per year — began
bolding community events such
as free concerts, car shows, boat
shows, food festivals and
“Downtown Chico: Live Alter
Five,” afestival of evening aetiv-
ities (live theater, cinemas,
music) available loag after the
mall called it & day. They also
began a beautification program
replete with Japdscaping and
streetimprovements.

Today, downtown Chico has no
vacancies— the mallisstruggling
to recruit businesses.

“The vast msjority of [business)
owners find the BID copcept very
attractive,” Kilbourne says. “The
BID brings lost retail salesmonies
back to their stores.”
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Merchants get down to ‘BID’ness

By ANNIEM. BELT

Revitalization expert Dave Kil-
bourne spoke to a group of roughly
40 Saratoga business owners Oct. 9
about the advantages of starting a
Business Improvement District.

A BID is an umbrella funding
mechanism that allows businessesto
bandtogether for such purposes as
joint promotion, holiday decora-
tions and recruiting retailers. .

Ithas proven an excellent toolin
belping businéss districts through-
out California compete with malls
and shopping centers, Kilbourne
said. Regional centers have long
benefited from centralized retail
management; the BID simply
applies virtually the same mecha-
nism to 0ld- fashioned downtowns.

The two-hour breakfast meeting,
beld at The Plumed Horse, was
bosted by the SARATOGA NEWS.

Metro Newspapers executive
Dan Pulcrano, an organizer of the
downtown San Jose and Los Gatos
BIDs, said the response of business
owners here last week was the most
immediately receptive he’sseen..

. “J think they recognize there are.
too ‘many cmpty storefronts in
: andsomething needstobe
done,” Pulcrano said, “We wanted
to promotc awarcness,of thistech-

nology. It’s up to the businesses to
determine whetherit’s appropriate
for thiscommunity.”

Business owner response to Kil-
bourne’s suggestions was strongly
favorable following the meeting.

“It was very interesting. An excel-
lentidea,” said Peggy Borgman of
Preston Wynne. “I'm concerned the
Villagoemay be on the smallside [to

reap the full benefits]. ButI'would.
. absolutelyjoin a BID. We've recy-
cled some [revitalization] ideas

around here foralongtime. There’s
kind of a lJukewarm [pessimistic]
environment. Some expertise
would be welcome.”

The smallest California business
district to establish a BID to date
was the 40-business Loyola Corners

"in Los Altos, which has a $20,000

annualbudget, Kilbourpe said.
Former Saratoga Chamber of
Commerce President Adrian Stan-
gasaidhe wassuprised tolearnofa
mechanism thathasalready helped
downtown business districtsin Cal-
ifornia and otherstates recoup lost
sales revenues from shopping malls.
“Ithink theideaisgood. . Weneed
tostudyit,” Stanga said. “In Sarato-
g4, in particular, we should all be
workingtogether, The Village Asso-
ciation, the Chamberof Commerce,

the Saratoga Village Host Associa-

tion should allbe under one umbrel-
Ja...Weshould pull together.”

- Kilbourne emphasized the bene-

fits of already-established business
organizations working together
through the BID. Because each
businessin animprovement district
has a votec and bhelps to fund it,
members tend to become actively
involvedin marketing and improve-
ment plans, hesaid. The BID tends
tounify businesses and canserve as
an effective lobbying and probl

solving mechanism. ;

Klaus Pauche, owner of
Plumed Horse, said, “If all th
peoplecouldbebrought together, it
couldbe thebest thingtohappento
the Village....Ithink thereisenough
willingness here to improve the
business climate in the Village. ...It
certainly worked for other places.
Why couldn’'tit work forus?”

Kilboumne presented numerous
examples of once-foundering down-
town business districts that have
risen from the ashes of obscurity to
thriving centers of commerce.

“I"d like to find out more about
[the BID concept], definitely,” said
Sheila Arthur, executive director of
the chamber. “Anything that can
help businessin Saratogais worth
looking into. The economic situa-
tionin Saratogais pretty bad.”
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CITY HIRES TOP
CONSULTANT TO
PROMOTE LOCAL

BUSINESS

Council wants ro
attract shoppers
and new merchants

By CLARENCE CROMWELL

The Saratoga City Councilon Nov.
1 decided to pay a Chico-based mar-
ketingconsultant $15,000foraplanto
toattract shoppers toSaratogastores
and lure new merchants to town,

After interviewing six firms on
Oct. 2, the Saratoga Business Devel-
opment Council recommendedthat
the city hire Downtown Revitaliza-
tion Consultants. The company spe-
cializes in economic development
programs and has completed work
for the cities of Los Altos, Los Gatos
and Santa Cruz,amongothers.

Dave Kilbourne, executive disec-
torof the company, said half the plan
willinvolve marketing Saratogaasa
good place toshop. The city needs to
convince its residents to shopcloser
to home, rather than in Los Gatos
and San Jose, he said. It must also
draw outsiders tashop in the city.

Kilbourne is well known as a
pioneer in California’s downtown
revitalization movement, and has
worked with dozens of cities around
the state. He said he will help the
city come up with asimilar gimmick
to attract shoppers.

A consistent, year-round ad cam-
paign can heighten customers’
awareness of acertain shopping dis-
trict, Kilbourne said. The Village
will probably lend itself naturally Lo
such promotion. “The Saratoga Vil-
lage has an upscale, friendly shop-
ping atmosphere,” he said.

On top of drawing customers,
Kilbourne hopes (o attract unique
businesses to the area. In asurvey
released Sept. 26, the business
council determined that most resi-
dents and merchants in Saratoga
want a more diverse sampling of
shopsinthecity.

Downtown Consultants usually
advertises in trade publications or
newspapers to attract unusual or
quirky businesses. For example,
manycities could use a microbrew-
ery pub, Kilbourne said.

For the $15,000, the city ultimately
getsamarketing plan and a work book
detailinghow to promote thecity. But
first, Kilbourne planstocreate a pro-
ject committee consisting of business
owners, residentsandcity staff mem-
bers to helpconstruct the plan.

“We’'ll sit down and have some
intensive workshops to see what

people want.”
Atpresstime, Kilbourne said he

did not know when the process
would get under way.

'NOVEMBER 8, 1995 SARATOGA NEWS §
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Saratoga
dusts off its

welcome ma

B Big plans:
Consultant’s report
will suggest ways
the city can attract
more shoppers and

tourists.

BY CONNIE SKIPITARES

A+ Chico-based consultant is
moving ahead to develop a pro-
posal on how to better market
Saratoga’s commercial areas to
bring more business to town,

The plan will analyze the busi-
ness base the city now has and
propose new types of businesses
that could benefit certain com-
mercial areas.

“It will look into what our
strengths and weaknesses are
and give us ideas on improving
the business mix and the overall

scanomic climate,” said City Man-

ager Harry Peacock. “It has noth-
ing to do with expanding retail,
but finding out what isn't here
that we'd like to have and how to
make the most of what we have."

Peacock sald businesses have
“always been reactive. Instead of
being ahead of the curve, we're
behind it. This will give us a di-
rection, something everybody can
look at and say: This is what we
want to do.”

A working outline of the pro-
ject explains that consultant
Dave Kilbourne of Downtown Re-
vitalization Consuitants will ex-
plore better ways to promote one
of Saratoga's chief strengths —
its fine gourmet restaurants — as
well as some of its specialty retail
shops and art galleries, using a
regional marketing approach.

He will also look at ways the
city can draw a more diverse
business mix; how it can better
promote retail-oriented events,

‘fairs and festivals; and how it can

See DOWNTOWN, Page 8



Saratoga’s businesses strive
to entice more tourist dollars

H DOWNTOWN
from Page 1

develop a “‘tourism stimulation”
program.

The tourism stimulation pro-
gram could include putting to-
gether an “activity package” for
visitors who could plan a day in
Saratoga that includes shopping,
gallery browsing, wine-tasting, a
visit to the distinctive Hakone
Japanese Gardens, a concert at
the nearby Mountain Winery and
a meal at one of the city’s four-
‘star restaurants, “Saratoga has
all these wonderful things, but
they have never been marketed in
a package deal kind of way, or to
a wider market,” said Peacock.
“A lot of people don't even know
that Saratoga has some great
wineries.”

The working outline for the
project also proposes that busi-
nesses consider holding meetings
to discuss the possible creation of
a business improvement district,
which would collect assessments
from businesses for beautifica-
tion projects and promotional ef-
‘forts. o

~ The city could

consider putting
together an
““activity package”

for visitors.

A brief line in the paper notes
that effort could be made to alter
the image some people seem to
have of Saratoga as a “stuffy”
and “formal” place, rather than a

fun and friendly place like Los
Gatos.

A lot of the information Kil-
bourne will use to develop his
marketing strategy plan will

_come from Saratoga residents and

business people through a series
of community-wide workshops to
be held over the next several
months. The first meeting will
take place on Saturday, Jan. 13 at
10 a.m. at Saratoga's Community

Center, 13777 Fruitvale Ave.

The marketing plan is expected
to be finalized by next April or
May.

Last June and July, the Sarato-
ga Business Development Coun-
cil, a group of merchants, proper-
ty owners and city leaders focus-
ing on business revitalization,
conducted a survey of residents
and businesses that also will be
factored into Kilbourne's market-
ing plan.

Results showed that a high per-
centage of shoppers frequent the
downtown Saratoga shopping
area as well as Quito Village and
the Argonaut shopping center in
town, but a high number of shop-
pers also visit Valley Fair and
Westgate shopping centers.

Those surveyed said they
would like to see the return of
some of the old-time businesses
that left Saratoga years ago, such
as a hardware store, family cloth-
ing store, medium-sized depart-

ment store and fabric store. Some-

said they wanted a movie theater
back in town. The old cinema in
the downtown closed years ago.
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Saratogans like city’s
village-like ambiance

Bur t/zey want
more restdent-
serving businesses

By CAROLYN LEAL

Saratogans like their town’s
quaint village-like ambiance, its
small-town aimosphere and its nat-

“ural beauty.

However, they dislike Saratoga’s
lack of “community-serving” busi-
nesses and want more “quality,
diversified” stores.

While they are fond of Saratoga’s
five-star restaurants, they point out
that everyday family-style dining
choices are limited.

Citizens are proud of Saratoga’s
reputation as host to cultural,
entertainment and art events and
they see Saratoga as being
“upscale, sophisticated and cul-
tured,” but they bemoan the lack of

mmunily consensus.

These are some of the conclusions

rawn from a recent survey con-
&cted by consultant Dave Kil-
urne of Chico, who has been hired

by the city to plot a marketing strat-
egy to bring more shoppers into
Saratoga. The survey, publishedin

ter,drew fewer than 100 responses.

Kilbourne has coined “Savor
Saratoga” as a possible city mar-
keting theme that would encom-
pass the five-star restaurants and
cuitural events. The phrase could
be expanded to include “Discover
Saratoga” and “Explore Sarato-
ga,” hesuggested.

As a way of funding a citywide
promotional effort, Kilbourne has
suggested formation of a Business
Improvement District that could

the city.

Kilbourne outlined advantages
of the Business Improvement Dis-
trict and asked 24 people in atten-
dancc atarecent merchants’ meet-
ing to indicate if they were in favor
of forming such a district, which
would eharge merchants an annual
fee to be used for promotion. If
voted in, participationin the district
wound be mandatory, he warned.

Kilbourne later said 90 percent
of the people at the meeting were
intcrested in forming a BID, to
include all-shopping areas within

Saratoga.
“The funds from each area

would be carefully tracked, and
those funds would be used for two
levels of marketing—one, the city-
wide image and concept of Sarato-

encompass all the merchants in

individual business arca,” he said.

Ifenough merchants support the
BID concept, the district would be
crealed by petitioning the City
Council.

Aboul 200 such districts existin
California, Kilbourne said. Los
Gatosis currently beginning acam-
paigntorencewits BID.

BIDs typically generate $25 (XX)
to $50,000 per year to be used to
fund marketing programs. Inmany
cities, the City Council matches
merchant contributions, he said.

State law on BIDs provides for a
number of “safety features,” Kil-
bourne said, including that the BID
must be reapproved by participut-
ing busincsses annually and allits
funds be spent within the esiab-
lished district boundaries on pro-
grams and projects approved by
participating businesses. Also,the
assessment formula cannot be
increased without going back
through the full formation process,
hesaid.

Additional meetings will be held
to determine merchant interest,
Kilbourne said.

“The next stepis for representa-
tives of individual businesses to
talk to other businesses, then we’ll
probably put on another informa-
tional workshop, but larger and
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