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A.
| ntroduction

Design Workshop has been retained by the Town of
Avon to perform a market investigation for the West
Town Center redevelopment project in order to pro-
vide insight into the following three key questions:

® What is the optimal retail market focus for
West Town Center?

® What is the critical mass and mix of new retail
space that is required to provide the necessary
vitality for the area?

® What is the critical mass and mix of new resi-
dential space that will best support the retail
component of the project?

The report begins by reviewing the key contextual
elements that frame the analysis. Information on exist-
ing conditions, demographics and trends, competitive
context, comparable analysis all have an impact on the
analysis specific to the three questions.

Each subsequent section is oriented towards investi-
gating a specific question. The sections begin by pre-
senting the additional research and analysis required
to examine and understand the specific question. Rec-
ommendations are drawn from both the overall con-
text analysis and the specific research completed for
each question. The report concludes by recommending
a series of next steps in the design and development of
the West Town Center project.
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Design Workshop recommends that West Town Center District’s retail
and commercial market focus be oriented towards supporting the lifestyle
goals and objectives of Avon’s residents and visitors. This lifestyle-
oriented focus will establish a competitive niche that is currently missing
in the market, and will complement the Comprehensive Plan goal of
transforming West Town Center into the community’s gathering place
and social hub. The development program should include 85,000 square
feet of street-level retail space plus an additional 40,000 square feet of
commercial space on the second and third floors of Main Street buildings.
The residential component should include between 500 and 750 units
consisting of condominium, hotel and affordable housing units.



B. Avon
Context

Avon Demographics

Avon’s population consists of year-round residents,
seasonal residents and visitors. A previous report
prepared by EPS for the Comprehensive Plan estab-
lished the existing and projected population for the
Town of Avon.* The projected population for Avon
was assumed to exist at a build out condition based on
existing entitlements, which for purposes of this study
is assumed to occur in 2015. Average per capita income
is calculated by applying income figures obtained from
previous studies to arrive at a weighted income average
based on population segments. This weighted average
is used in this market investigation to examine retail
demand.

Additional demographic information for the Avon
year-round resident population that is pertinent to this
analysis is presented in Table 2.1. This data was gener-
ated by examining the area within a 1.5 mile radius of
Avon Road and Interstate 70.

Eagle Valley
Demographics

A population and income analysis for the Eagle Val-
ley is useful for understanding the larger context in
which Avon exists, and provides information regarding
the larger market area from which Avon draws retail
customers. The Eagle Valley is defined for this study as
the 80 square mile area encompassing Vail, Eagle-Vail,
Beaver Creek, Edwards and the surrounding unincor-

porated areas (see Figure 2.2)°.

The Vail Resorts Marketing Research Department’s
2005 Town of Vail Summer Survey Results report con-
tains demographic information for visitors to the Eagle
Valley. The information was obtained by surveying
1,200 summer visitors, and the findings include:

® 47% of visitors were couples with children liv-
ing at home, a significant increase over previous
years. The average number of children was 2.1.
The other highest categories of visitors were
married empty nesters (21%) and singles with
no children (20%).

Figure 2.2: Eagle Valley Study Area

The mean income of summer visitors was
$118,563, while winter mean income was
$200,841. This analysis uses the average of the
two incomes, $159,702, to represent the mean
visitor income.

Shopping was listed by 84% of visitors as one
of the activities they planned to do while in
the Eagle Valley, making it the most popular of
the 20+ activities on the survey. Other popular
activities include dining (81%), general sight-
seeing (74%), special events (67%) and hiking
(480/0).
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Table 2.1: Avon Year-round Resident Demographics®

Households

Per Capita
Income

Households 2,249
Average household size 2.8
% of family households 50.8%
% of family households 270/
with related children ?
% of non-family 0
households 49.2%
% of population aged o
55+ (2000) 7-0%
% of population aged o
55+ (2010) 12.2%
% of population of o
Hispanic origin (2000) 27.9%
% of population of 0
Hispanic origin (2010) B
Median per capita

income (2005) $42,447
Median per capita

income (2010) $53,939
% change 2005-2010 3.5%
Median home value

(2000) $307,031
Median home value $544.863

(2010)




Table 2.3: Avon Existing Population’

Year-Round

Average Per

Unit Type Units PeLSr?irt]S/ Ocﬁr&n:ilc Equivalent Capita Income of
P Y Population Residents®
Year-Round ®
Dwelling Units 2,187 2.8 100% 6,081 $42,447
Second Homes 365 3.0 23% 252 $264,680
Cendesiel] 365 2.0 45% 328 $159,702
Units
Hotel Bedrooms 157 1.5 45% 106 $159,702
$58,242
TOTAL 3,074 6,767 (weighted avg.)

Table 2.4: Avon Projected Population®

Year-Round

Unit Type Units Perus:ir;s/ Oézzr;lgilcy Equivalt_ant

Population
Year-Round Dwelling Units 3,908 2.8 100% 7,802
Second Homes 571 3.0 23% 395
Condotel Units 1,014 2.0 45% 912
Hotel Units 632 1.5 45% 427
TOTAL 6,125 9,536
S denual perease 0.9% 4.19%

Table 2.5: Eagle Valley Existing Population

Year-Round

Average Per

Unit Type PeJﬁ%Tls/ O(':A(:Tjn:ilc Equivalent Capita Income
P Y Population of Residents?!?
Year-Round
Dwelling 7,578 2.8 100% 21,218 $27,490
Units
Second 5,045 3.0 23% 3,482 $264,680
Homes
(included . .
Condotel | ik hotel 2.0 A || (QEEEEe) Ui $159,702
Units - hotel units)
units)
Hotel Units 2,723 1.5 45% 1,838 $159,702
$67,769
TOTAL 15,346 26,538 (weighted avg.)
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Significance of Context and
Demographics

Analysis of the context and demographic information for Avon and the Eagle
Valley reveals the following significant items that pertain to the retail and

residential analysis of West Town Center:

Population Growth

Continued population growth is forecasted for both Avon and the Eagle Valley.
The Town of Avon will experience significant population growth as evidenced
by the residential unit buildout estimates. The Eagle Valley is also continuing to
experience extensive growth. The Colorado State Demographer projects that the
Eagle County population will increase by 2.5% per year between 2000 and 2015,
growing from 43,355 to 61,710 residents®.

The population growth will increase the size of the market from which West
Town Center District will draw retail customers and result in a net increase in
the amount of supportable retail space within the Avon and Eagle Valley market

areas.

Second Homes

The increasing number of second home and seasonal residents is changing the
nature of retail and residential demand in Avon. With a higher income, this
market has more residential purchasing power and higher retail expenditures
and different buying behaviors than year-round residents. The NWCCOG 2003
Mountain Resort Homeowner’s Survey indicated that second homeowners
spend five times as much as single homeowners on home improvement, home
maintenance services, clothing and recreational equipment, along with a
preference for making these expenditures locally™*.

Visitors

The visitor information reveals a high mean income for both summer and winter
visitors and a prioritization towards shopping and dining while on their trip.
Retail and dining preferred by this group will include resort retail and local
restaurants and small businesses that provide opportunities for new or different
experiences that can’t be obtained back home.

Hispanic Population

The Hispanic population in the region is increasing, and by 2010 residents of
Hispanic origin are projected to comprise one-third of the year-round population
in Avon. Consideration of cultural preferences with regard to residential and
retail preferences can help to ensure that West Town Center is appealing to this
large and growing market. Scheduling of festivals and events such as Cinco de
Mayo that reflect the authentic traditions of the population can both attract this
market and help to provide a real cultural experience for visitors and residents
that is both educational and entertaining.

Housing Prices

The growing population and the increasing demand for second homes are

major factors in the escalation of housing prices in Avon. Median home values
are projected to increase by 77% between 2000 and 2010. Rising home prices
result in affordability concerns for year-round residents. Rising home prices as
aresult of demand also stimulate interest from developers, which may benefit
the redevelopment parcels identified within West Town Center if they include a
residential component.
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C.
Competitive
Context

This section investigates the current retail and com-
mercial activity in the larger area that comprises

the competitive environment in which West Town
Center will operate. Assessment of the existing retail
and commercial environment provides information

on retail habits and choices already available to area
residents and visitors. It also helps to identify potential

opportunities for services and activities not currently

offered.

Four key mixed-use town center competitive areas
were identified, and include:

® Avon East Town Center

® Beaver Creek Village at Beaver Creek
® Riverwalk at Edwards

® Lionshead at Vail

These competitors were selected in part because they
draw from the same target market of Eagle Valley
residents and visitors and because they share many
physical characteristics and retail strategies. However,
each caters to a slightly different market niche, which
helps to establish their competitive advantage relative
to the other areas.

The analysis of West Town Center’s competitive
context includes an overview of each area with respect
to mix of uses and total retail square footage as well as
an examination of specific attributes that are relevant
to West Town Center. The specific structure of each
competitive profile is illustrated in the table below.

Table 3.1: Structure of Competitive Profiles

Key Competitive Attribute Avon Town Center East Beaver Creek Village Riverwalk, Edwards Lionshead, Vail
Resort Portal X X X
Highway/ Interstate X
Adjacency and Access
Mixed-Use Retail Center X X
Ambiance/ Character X X
Community Gathering Place X
Multiple Retail Areas X
Within Town
Commercial and Retail Size | = 5, 164 (Town Center East) 120,000 120,000 133,000 (Lionshead)
(square feet)
. . Regional retail and High End oriented to visitors | Middle-Tier, oriented to resident | Mid to High End, oriented
Primary Retail Focus - ; L
resident-oriented and second homeowners and second homeowners to short term visitors
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East Town Center:
Avon, Colorado?*®

Located East of Avon Road, East Town Center has
been developed primarily as one and two-story shop-
ping centers oriented toward serving customer needs
for both local residents and visitors traveling by
automobile. With approximately 340,000 square feet
of commercial space, the feel and atmosphere of Avon
East Town Center is dominated by its commercial
component. In addition to traditional commercial cen-
ters, Avon East Town Center is defined by vertically
mixed-use buildings connected by automobile access.
These buildings house a limited amount of office space
as well as a moderate number of residential units.
Figure 3.2 depicts the portion of East Town Center
directly adjacent to Avon Road.

Further east of Avon’s existing East Town Center
District is the Village at Avon PUD. The Village at
Avon has entitlements to develop 2,400 dwelling units
and 650,000 square feet of commercial development on
1,790 acres. Super Wal-Mart and Home Depot are the
major anchor tenants of this regional shopping desti-
nation.

The key attributes of Avon East Town Center that
have bearing on West Town Center District include its
location as a resort portal, its highway adjacency, and
the focus of retail in multiple areas.

Resort Portal

® Avon’s traditional role has been as a gateway to
Beaver Creek, serving as a bedroom community
for Beaver Creek and Vail employees and as a
service provider for the two resorts. East Town
Center’s retail character fits this role, with
an emphasis on providing services and retail
options that are not available in the resorts,
specifically big box regional retailers like Gart
Sports, Office Depot and Pier 1.

® Avon Road is an effective means of channeling
Beaver Creek-bound skiers, residents and visi-
tors between Interstate 70 and the resort. Un-
fortunately, it is so successful that it provides a
thoroughfare through Avon, which discourages
travelers from making stops in Avon. It also
effectively bifurcates the town making cross-
town travel by foot or by car difficult.

® Avon East Town Center is able to attract visi-
tors and second homeowners as well as full-

time residents.

Highway Adjacency and
Access
® Highway adjacency is attractive to big box and
regional retailers like Wal-Mart, Home Depot,
Gart Sports and Pier 1 Imports because they're
able to extend the size of their market area and
draw from throughout the region.

® Regional retailers and big box operators
typically require visibility from the highway,
although in Avon’s case neither of the two major
big box retailers (Wal-Mart and Home Depot)
are visible from I-70.

Multiple Retail Areas
within Town

® Avon East Town Center is one of the three
major retail centers in Avon. It is physically
separated from both West Town Center and
the Village at Avon. A car is required to travel
between East Town Center and either of the
other retail areas.

® Better connections between areas would allow
for more combined trips, such that visitors to
Wal-Mart could easily also shop in East Town
Center. The same applies to East Town Center
and West Town Center, particularly if the two
retain different retail market focuses.

® The separate highway interchange for the Vil-

lage at Avon increases the separation between
the Village at Avon retailers and East (and
West) Town Center because it allows custom-
ers to bypass the Town entirely when traveling
to/from Wal-Mart and Home Depot.

® The multiple retail areas within the town make
it difficult for Avon to establish a singular image
or presence in the eyes of the full-time residents
as well as second homeowners and visitors.

Retail Focus
® The chain retailers and restaurants (both chains
and locally-owned) tend to be positioned at the
middle tier in order to attract full-time residents
but are not of a high enough quality to appeal to
the other markets.

® FEast Town Center has numerous professional
service providers located on upper level floors.
The service providers are primarily oriented
towards real estate development (architects,
engineers, brokerage, insurance). Some medical
offices also exist in East Town Center. These
services generate traffic to the retail areas dur-
ing the day from both employees and visitors to
the offices.

® The retail mixes within East Town Center are
missing key elements such as entrainment uses,
clothing retailers as well as office spaces.

® Alarge grocery store acts as the central anchor
for East Town Center and is effective at draw-
ing residents, second homeowners and visitors

to the retail area.
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Figure 3.2: View toward East Town Center District®




Town Center East Significance to West
Town Center

Broad Existing Retail Options

Retail options are broad within the Village at Avon PUD and Avon East Town
Center: the area east of Avon Road is home to stores ranging from major big box
(Wal Mart, Home Depot) to medium and smaller stores with a transaction-based

focus, i.e. customers travel to these areas to obtain a specific good or service.

To compete with the retail mass of Avon East Town Center (340,000 square feet
of commercial) and the Village at Avon (650,000 square feet), the West Town
Center District will need to provide appeal beyond a transaction based retail
environment.

Town Center East Transaction-Based
Shopping Advantage

Avon East Town Center and the Village at Avon will retain a competitive
advantage in transaction based shopping. At almost one million square feet, these
two areas provide a significant inventory of transaction based retail uses in the

immediate market area.
While West Town Center has the same advantage of highway proximity as

Town Center East that could appeal to regional big box retailers, its physical
configuration (both existing and planned) does not lend itself to the space,
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access and surface parking needs required by these tenants. Because of the
amount of existing space and the physical incompatibility presented by the site,
West Town Center is better to position itself as different from these adjacent
retail areas than to compete directly with them.

West Town Center Niche Opportunity

Avon East Town Center’s retail tenants are physically dispersed. As a result,
automobile access is the only way to access the retail environments of Town
Center East. The area’s vehicular dependency is evident in the dominance of
parking lots in the landscape.

West Town Center District can provide shoppers with a more enjoyable
experience by providing residents and visitors with pedestrian access to retail
and improved linkages to the numerous amenities in the area.

Entertainment and dining options are lacking in Avon East Town Center. West
Town Center District can carve out a competitive niche by providing locals and
visitors with a wide variety of dining and entertainment options.

It is likely that some of Avon East Town Center’s existing tenants will be able
to find greater success if they relocate to an ambiance-based district. If they
relocate, replacement tenants with an auto and transaction-based focus will be
able to replace them so that the success of one area does not affect the success of
the others.



Beaver Creek
Village: Beaver
Creek, Colorado?’

Beaver Creek Mountain Resort is a high-end, year-
round resort and second home community. The resort
is located three miles south of Avon. It houses approxi-
mately 250 permanent, year-round residents with 250
homes, 1,000 condominiums and 750 hotel units. The
resort consists of three inner resort ski portals and
villages with retail components: Beaver Creek Village,
Bachelor Gulch Village, and Arrowhead Village. This
analysis focuses on the central retail center of Beaver
Creek Village.

Beaver Creek is a master planned community, with
Beaver Creek Village as the central retail and commer-
cial area. Beaver Creek Village’s retail element includes
dining, shopping, services, entertainment, an ice skat-
ing rink and a performing arts center. Beaver Creek
Village consists of 120,000 square feet of commercial
and retail uses with an additional 60,000 square feet
of meeting and convention space. The master planned
nature of the development means that every element
of the resort experience has been integrated into the
overall experience - from the world flags that create

a sense of arrival to the pedestrian orientation and

the extensive activities and events schedule includ-
ing fireworks and seasonal celebrations (see Figure
3.3). Beaver Creek Village’s retail program is focused
towards the high-end short-term visitor and second

homeowner.

The key attributes of Beaver Creek Village that have
bearing on West Town Center District include its
location as a resort portal, its ambience and character,
and its function as Beaver Creek’s community gathering

place.

Beaver Creek Village is the base area for Beaver
Creek ski area, and thus draws retail customers
from throughout the Eagle Valley (day skiers) as
well as Beaver Creek visitors and residents.

All of the day skier traffic passes through Avon
on Avon Road on their way to and from the ski
resort. Beaver Creek’s second homeowners and
lodging visitors also pass through Avon on their

way to and from the airport or I- 70.

As a portal to the ski area, Beaver Creek’s retail
program includes goods and services desired by
skiers and visitors: restaurants, gear, clothing,
equipment rentals, sundries (snacks, sunscreen,
etc).

Beaver Creek has a wide range of amenities and
activities that accentuate its year-round appeal
and enhance the core activity of skiing. These
activities and amenities include ice skating,
mountain biking, balloon rides, horseback rid-
ing, spas, the performing arts center and fine
dining. This wide range of activities changes
every season and encourages year-round use of

the resort and repeat trips from visitors.

The character of the retail and the amenities

all serve to reinforce Beaver Creek’s retail focus
on the high end second homeowner and visi-
tor. The high quality of the physical design, the
programming of the retail and the amenities and
activities are all designed to attract this market.

The physical layout of Beaver Creek Village
emphasizes pedestrian use and discourages
automobile use. This contributes greatly to the
sense of place within the retail core. Pedestrian-
friendly elements include heated sidewalks,
escalators to assist with grade changes and free
intra-village shuttle service.

While Beaver Creek Village is designed as the
community gathering place for the resort, the
mix of uses within the core is focused on retail
and restaurants oriented towards the high-end
second homeowners and short term visitor mar-
kets.

The lack of a mix of uses within Beaver Creek
Village negatively affects its ability to be a
community gathering place. For example, there
are no professional services or civic functions
(library, town hall) that serve to draw people
for non-retail purposes, nor are there full-time
residential units located within the Village core
to activate the space year-round. The lack of
retail and commercial uses geared towards any-
thing other than the high end short term visitor
market results in a homogenous population of

patrons.

The central plaza is an effectively programmed
and designed common space that encourages
lingering and social interaction by patrons.

The events and activities that are central to the
Beaver Creek experience do a very good job of
enhancing the ambiance and memory-making
capacity of the area. Fireworks, seasonal events
like Oktoberfest, and the ice skating rink all
help to reinforce the concept of community
gathering and authentic experiences in the eyes

of visitors.

Figure 3.3: Village Center at Beaver Creek
Mountain Resort, Colorado*®




Retail Focus

® Beaver Creek maintains a mix of retail and
commercial uses that are geared towards the
high end consumer that typifies its resident and
visitor population.

® Retail uses focus on clothing boutiques and
resort wear, jewelry stores, fur stores, fine art

galleries and upper end outdoor outfitters.

® Services are geared towards outdoor recreation,
spa facilities and real estate offices.

Beaver Creek’s Significance to West
Town Center

Beaver Creek is a significant competitor to West Town Center by virtue of its
proximity and physical connections to the West Town Center area via Avon
Road as well as from the ski lift connections proposed as part of the Confluence
development. Beaver Creek should not be viewed purely as an adversarial com-
petitor, however, as they serve a high-end niche that Avon has not yet pursued.

The major significant features of Beaver Creek relative to West Town Center
include place making, lack of community and synergistic opportunities.

Place Making

Beaver Creek Village provides a very successful retail environment in terms of
physical design, amenities, activities and events and mix of stores. All are geared
towards providing an enjoyable and memorable experience for short term visi-
tors.

Beaver Creek is particularly active in its programming of events and activities for
every season and is able to create ambiance among a population of visitors and
second homeowners.

The use of outdoor recreational space like the ice skating rink as passive enter-
tainment provides atmospheric benefit that contributes to the sense of place at
Beaver Creek Village. West Town Center can utilize similar opportunities with
the recreation center (particularly the concept of an outdoor climbing wall), the
whitewater park and Nottingham Lake.
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® Dining options are on the high end of the spec-
trum, with few opportunities for casual dining.

Lack of Community

Beaver Creek, with 250 full-time residents, does not provide a critical mass of
community. Avon’s community center can provide the opportunities for social
interaction between full-time residents, second homeowners and visitors that
is desired by visitors and second homeowners but that is not possible in Beaver
Creek. West Town Center can provide the backdrop for interactions between
area residents that have intangible value (i.e. running into a friend at the coffee
shop).

The opportunity for socialization and community interaction will entice Beaver
Creek residents and visitors to visit the West Town Center Area. This opportu-
nity will be made easier if physical and transportation connections between the
areas are enhanced.

Synergistic Opportunities

West Town Center can be positioned to complement, but not directly compete
with, Beaver Creek’s high end retail and restaurant focus. This can be accom-
plished by providing amenities, retail products and services that are not on the
highest end of the retail spectrum but that are still attractive to Beaver Creek’s
residents and visitors. Examples include family-oriented restaurants, recreational
outfitters and retailers that appeal to the outdoor lifestyle, a movie theatre and
other evening entertainment. These uses can be programmed at West Town Cen-
ter in an additive manner without requiring leakage from Beaver Creek’s retail

business.



Riverwalk: Edwards,
Colorado?*®

Riverwalk is a mixed-use development in Edwards,
Colorado situated on the banks of the Eagle River.
Edwards is located five minutes west of Avon and
the development is easily visible and accessible from
Interstate 70. The mix of uses at Riverwalk includes
shopping, dining, entertainment, and offices as well
as residential space and lodging for visitors. The site
was approved for 385,000 square feet consisting of
commercial and residential uses. Riverwalk has a dual
retail focus of second-home owner-oriented retailers
and services and local-focused dining and entertain-
ment. Figure 3.4 depicts some of the streetscape and
architectural style of the development.

The Edwards community differentiates itself in an area
dominated by large nationally renowned resorts by
catering to local residents. The population has doubled
in just the past two years, and more than 5,000 per-
manent, year-round residents now reside in Edwards.
With the Riverwalk development, the community has
also developed an identity as a destination for shop-
ping and entertainment, drawing visitors from Vail and
Beaver Creek.

The applicable characteristics of Riverwalk to West
Town Center include mixed-use retail center, ambi-

ence and character and community gathering place.
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Mixed-Use Retail Center
® Riverwalk consists of 14 buildings as shown in
Figure 3.5. Construction on the project began in
1992.

® Mixed-use zoning for the development allows
the developer to be very flexible on the type of
uses and tenants located within the buildings.
Residential and office tenants are mixed within
the upper floors, and the selection between the

two is at the discretion of the developer.

® Within Riverwalk, there are a wide variety of
retailers including shops, restaurants and en-
tertainment, and the 50 tenants occupy 120,000
square feet of ground level retail.

® Office space comprises a significant component
of the development at Riverwalk. One of the
major reasons that so many businesses have
located at Riverwalk is because they are able to
avoid a portion of the municipal taxes levied on
businesses located in the core of area resorts like
Vail and Beaver Creek as well as from the ever-
increasing costs of leasing space in these resort
cores. A large portion of the businesses located
at Riverwalk are directly related to the resort
real estate industry, including offices for real-
tors, property management services, lawyers and
resort developers. Many of these businesses have
relocated from the Vail area.

® Riverwalk’s residential program includes lodg-
ing, residences and affordable housing. The Inn
& Suites at Riverwalk offers lodging with 59
guest rooms and 16 condominiums. To date, 118
residential units have been built and sold, of
which 80,000 square feet is free market housing
and 50,000 square feet is employee housing.

Ambiance / Character
® A pedestrian-friendly main street environment
is created through building and street layout.
Buildings of varying architectural styles and
sizes make the experience of walking Riverwalk
more interesting, as shown in Figure 3.5.

® At Riverwalk, there are few national franchises
(Starbucks) and only a handful of regionally
known retailers (i.e. Brush Creek Dry Goods).
The vast majority of the tenant mix consists
of local or one-shop retailers across a variety
of retail categories, with an emphasis on home
furnishings and specialty clothing stores.

® The vitality of Riverwalk is strongly rooted in
the mix of uses housed within the development.
The interaction of residents, visitors, shoppers,
recreationalists and employees is encouraged by
its pedestrian-friendly design.

Community Gathering
Place

® Convenient parking makes it easy for residents
and visitors to access the retail center. River-
walk offers patrons underground parking facili-
ties in conjunction with surface parking lots

and on-street parking.

® Key anchors, such as the super-market and
movie theatre draw traffic to the site from
within Edwards as well as from throughout the
region.

® The large office presence also draws traffic to

the site during daytime hours.

® Riverwalk provides gathering places including
plazas, the river, benches, interesting shops and
a variety of restaurants.

1 e R |5"'"

Figure 3.4: Streetscape at Riverwalk in Edwards,
Colorado?®

Figure 3.5: Configuration of buildings at Riverwalk?*
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Riverwalk’s Significance to West Town
Center District

Located less than five miles from Avon, Riverwalk is a significant competitor to
the future development at West Town Center District. Riverwalk also provides
an informative example of a successful mixed-use retail center. In addition to its
competitive position, examination of Riverwalk also reveals several important
points about successfully attracting multiple target market groups and integrat-

ing a mix of uses.

Attractive to Residents and Visitors
The retail mix provides entertainment and dining options that appeal to both full
and part-time residents: movie theatre, a range of dining options, family-oriented

make your own art retailers.

The retail mix has also been carefully selected to appeal to the service needs of
second homeowners and seasonal residents: interior decorating, home furnish-

ings, brokerage and property management services and mortgage providers.

Riverwalk’s ability to attract visitors from Vail and Beaver Creek is a byproduct
of this mix of second-home focused services and retail and resident-oriented

entertainment and dining.

Riverwalk’s restaurants, for example, offer eating and shopping options for every
budget - from budget eating to fine dining. The grocery store on site also adds

convenience for residents and short-term visitors staying at the hotel.

Convenience and Access
Riverwalk provides plenty of parking both underground and in front of stores.

In addition to easy access from I-70 and Highway 6, Riverwalk is accessible via
multiple forms of transportation including pedestrian, bicycle, and local transit.

Vitality through Mix of Uses

Beyond simply being a destination for shoppers seeking a blend of non-chain
stores and restaurants, Riverwalk is also a professional service and recreational
hub for the area.

Riverwalk’s retail uses are supported through the office component of the pro-
gram by generating customer traffic from the service-oriented businesses located
within the development. Visitors to these businesses as well as the employees
themselves become repeat customers. West Town Center can utilize the same
approach to add vitality to its retail area.

West Town Center may be able to directly compete with Riverwalk for profes-
sional and office tenants because its location closer to Vail and Beaver Creek may
prove attractive to office tenants that might otherwise be attracted to Edwards.

Riverwalk’s residential program, both the short-term accommodations and the
full-time residences, contribute to providing customers for the retail area but

is not big enough in and of itself to sustain the retail component. The primary
function of the residential component is to enhance the feel of the development
by providing day and night activity in the area and by activating the upper levels
of the buildings.

Riverwalk is highly amenitized. Its combination of local restaurants, a movie
theatre and access to the river and the regional trail network all provide reasons

for patrons to visit beyond just shopping.
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Lionshead Village:
Vail, Colorado?®?

Located west of Vail and adjacent to Interstate 70,
Lionshead is defined largely by the slopes it fronts and
its proximity to Vail Village. The renovation of Lions-
head is at the center of Vail's sweeping redevelopment
plans. Steps are being taken to transform this second-
ary village and mountain access portal into a high-end
destination in its own right.

Prior to the commencement of construction, the Vil-
lage’s defining elements included a gondola terminal,
an accommodation bedbase, employee housing, plazas,
parks, and small shops. Retail and commercial services
along with food/beverage facilities are concentrated
around the base of the ski slopes. There is approxi-
mately 133,000 square feet of retail/commercial space
within Lionshead. Compared to Vail Village (244,000
square feet of retail/commercial), Lionshead is smaller
and has few shopping options. Accommodation has
traditionally been an important part of Lionshead’s
focus. There are approximately 675 condominium
units within the Lionshead area and 56 employee hous-
ing units. 509%-60% of the condominium units are in
short-term rental pools.

The redevelopment plans include a new ski area portal
with skier services, 22,000 square feet of retail, 16,000
square feet of office space, an 80-room luxury condo-
minium-hotel, 144 employee housing units, additional
residential development, parking and roadway im-
provements and a series of pedestrian and open space
enhancements.

Although Lionshead benefits from a pedestrian-
friendly environment of small brick pathways benches
and plazas, it has not experienced the same success

as Vail Village with respect to retail viability. Lack of
visual guides, large imposing buildings, and confusing

circulation give it the feel of an urban outdoor mall.

Lionshead’s redevelopment plans seek to address these
deficiencies. Figure 3.6 is a rendering of post-redevel-
opment Lionshead.

The key attributes of Lionshead that have bearing on
West Town Center District include its location as a
resort portal, its highway adjacency, and ambience and
character.

Resort Portal
® Lionshead is a secondary access portal to the
Vail Mountain and draws visitors and consum-

ers who utilize the nearby parking lots and bus
drop off.

e With such close proximity to both Interstate 70
and the frontage roads, Lionshead provides visi-
tors with an opportunity to efficiently connect
to Vail Village and the ski area.

® By capturing pedestrian circulation to and from
parking lots via pathways and pedestrian links,
Lionshead utilizes the attributes of highway
proximity as well as ease in getting people to
and from the gondola terminal in a manner that
exposes them to the retail spaces.

Mixed-Use Center
® The Lionshead redevelopment effort is focusing
on enhancing the synergies between the uses at
Lionshead - residential, retail, ski area, trans-
portation and parking.

® The winter orientation of the town’s economy
has had a negative impact on the retail tenants.
Lionshead retail tenants find the non-winter

season very challenging.

® Existing and proposed employee housing is
located in Lionshead and adds year-round
vitality and provides a base of employees for the

surrounding businesses.

Ambience and Character
® Lack of ambiance and character are often

pinpointed as one of Lionshead’s greatest
weaknesses. The Lionshead Redevelopment
Master Plan24 outlines several of Lionshead’s
biggest challenges including dated, unattractive
architecture which has no recognizable style
or cohesive image and the lack of village focal
point and significant public gathering places.

® Lionshead has identified that successful desti-
nations: provide physical and emotional com-
fort; offer diverse visual and physical stimuli to
the visitor; and provide a variety of experiences.

® Stated within the objectives of Lionshead’s Re-
development Plan is to create a dynamic village-
to examine a “creation of a place” 25. Figure 3.7
identifies the major areas and projects that are
being undertaken in order to transform Lions-

head into a successful world-class destination.

Figure 3.6: Lionshead Village, Colorado®

— — —

Figure 3.7: A New Lionshead Project: Lionshead at Vail: Colorado?®
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Lionshead’s Significance to West Town
Center District

Lionshead is a significant competitor to West Town Center by virtue of its prox-
imity to Avon, its extensive redevelopment plans and its pedestrian, mixed-use
focus. As Lionshead undergoes an extensive renovation/reorientation, changes to
layout and amenities will only increase its competitive threat to Avon. Lionshead
alongside Vail will likely continue to be a central draw in the Eagle Valley. The
major significant features of Lionshead relative to West Town Center include:

Redevelopmentl to Recapture Market Share

The renewal of Lionshead will make it more difficult to draw visitors from Vail:

Lionshead’s future plans include a new plaza with dining, shopping, ice-skating,
entertainment, various skier services, residences, resort hotel, meeting spaces,
spa, and an enhanced parking facility.

Improved layout and streetscapes will provide residents, visitors, and shoppers
with a viable alternative to West Town Center District.

The focus of the Lionshead redevelopment remains short-term visitors and day
skiers. West Town Center District has the opportunity to orient West Town
Center to serve a broader demographic range that also includes second hom-

eowners and residents.

Skiing Orientation

Lionshead is oriented primarily around the mountain and the skiing experience:

Winter activities, specifically skiing, dominate the ambience and focus of Lion-
shead Village. The village is oriented to the mountain. Lift access, ski in/ski out,

and related services are the defining elements of Lionshead Village’s retail focus.

Lionshead retail is also oriented around the Vail Mountain visitor. Shops tend to

have an upscale orientation.

Even if Lionshead completes every element of its redevelopment plan, it is un-
likely that it will manage real community gathering places because of the visitor
focus.

Marketing Efforts

Intense marketing efforts have energized the Lionshead redevelopment:

Excitement and momentum is a critical element in attracting the type of quality/
innovative tenants that also might be a good fit for West Town Center District.

Vail and Lionshead have spent significant resources creating excitement and
momentum around their redevelopment efforts, i.e. Vail's Billion Dollar Renewal
campaign. This marketing approach is deployed in part to attract retail tenants,
in addition to appealing to day skiers, visitors and potential residential buyers.

In addition to competing for visitors and residents, Lionshead will likely com-
pete with Avon Town Center for some retail tenants. Avon Town Center might
benefit from a strong marketing campaign aimed at specifically desired retailers.
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D.Comparable
Context

Understanding the actions and challenges being
faced by similar communities across the country is an
excellent source of lessons learned. This comparable
analysis profiles three mixed-use projects in order

to provide information on how other developments
in other areas have integrated retail and mixed-use
within their communities. In addition to providing a
source for lessons learned, this information can serve
to inform the programming of the future space within
West Town Center District.

Four comparable mixed-use town centers were identi-

fied, and include:

® Main Street, Basalt, Colorado
® Main Street, Frisco, Colorado
® Downtown, Truckee, California

These comparable projects were selected because they
share many physical characteristics and provide appli-
cable lessons for West Town Center. The comparable
profiles include an overview of the area and an analysis
focused on key attributes that are specifically related
to West Town Center’s retail program. Thus each
competitor is analyzed differently. The specific struc-
ture of each competitive profile follows the specific

areas highlighted in the table below.

Table 4.1: Structure of Comparable Profiles

Frisco Main Street:
Frisco, Colorado?’

Established in 1879, Frisco Colorado is a historic
mining town located 35 miles east of Avon. The town
is adjacent to Interstate 70. Frisco has a year-round
population of 2,631 and part time population of 3,884.
Housing in Frisco is approximately 55 percent second
home or seasonal housing and 38 percent owner oc-
cupied.

This analysis focuses on the central Main Street area of
Frisco, which encompasses 4,000 linear feet of com-
mercial frontage, although Frisco contains multiple
distinct retail and commercial areas including a Wal-
Mart and other big box retailers. With approximately
120,000 square feet of commercial space, the Main

Key Comparable Frisco, CO Truckee, CA Main Basalt, CO
Attribute Main Street Street Main Street
Resort Portal X X X
Highway Adjacency X X X
Mixed-Use Retail Center X X
Ambiance/ Character X X X
Community Gathering
X X
Place
Multiple Retail Areas
Within Town X X X
Comm_erual and Retail 120,000 90,000 50,000
Size (square feet)
. Middle-tier, oriented to Middle-tier, oriented to Middle-tier, oriented to
Retail Focus - . . . e .
visitors and resident visitors and resident visitors and residents
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Street district includes a mixture of uses including
shopping, dining, and office space. The Main Street
area alone has 26 restaurants and bars as well as many
small retail shops and professional offices. Frisco’s
downtown Main Street targets not only full and part
time residents in the Summit County area, but is ap-
pealing to the large number of tourists that circulate
through every year. Both tourists and locals are drawn
to the many gathering places available along Main
Street.

The key attributes of Frisco’s Main Street that have
bearing on West Town Center District include its
location as a resort portal, highway adjacency, mixed
use retail center, its ambience and character, and its

multiple retail areas within town.

Resort Portal

® Frisco is centrally located near several different
ski resorts including Arapahoe Basin, Brecken-
ridge, Copper Mountain, and Keystone Resort,
and is the primary portal to Breckenridge from
Interstate 70. Significant skier and visitor traffic
passes through the area, and Frisco has capital-
ized by providing a retail mix and environment

that is attractive to visitors as well as residents.

® An exit from Interstate 70 leads directly to and
through Main Street. This provides tremendous
exposure to Main Street’s retailers. The Main
Street district is not, however, visible from the
interstate nor is there signage directed towards
highway traffic to advertise its presence and to

generate additional traffic to the area.

® Frisco’s Main Street tenant mix includes ser-
vices and retail that is oriented towards the day
skier and visitor - ski shops, restaurants, banks

and service stations.
Mixed-Use Retail Center

® Frisco’s Main Street is not a vertically-integrat-

ed mixed-use district. Main Street is low-den-

sity and low-rise, with most buildings fronting
Main Street containing a single level of retail or

commercial space.

® Residential uses are primarily located on
secondary streets and vary in form from single-
family structures to condominiums and town-

homes.

® The Main Street district contains numerous of-
fices and service providers, including real estate
services, banks, architects, insurance companies
and other small businesses.

® With 26 restaurants, Frisco provides a broad
range of dining experiences. The restaurant
options include ethnic cuisine, nicer sit-down
restaurants, quick casual and franchise fast
food, family-friendly pizzerias and restaurants

and small owner-operated cafes.

Ambiance and Character

® Frisco’s mining origins lend to its historical
charm, and the aesthetic context of the area
builds on that history. With several historic
buildings and one Nationally Registered school-
house located along Main Street, the atmo-
sphere of the area is defined in part by historical
architecture.

® Without large entertainment options, such as a
cinema, gathering places created by the town’s
commercial tenants are very important for Main
Street. The small chocolate store, for example,
is a place where local and visiting families can
comfortably relax and socialize. The brewpub
is another popular destination on Main Street
that caters to both locals and visitors by provid-
ing opportunities for socialization.

® A connection to Frisco’s Ten Mile Pathway at
the west edge of Main Street provides a recre-
ational connection to the retail area that ties in
with the retail program and outdoor lifestyle
focus of Frisco.

Multiple Retail Areas

® One of the main retail nodes in Frisco is the
Wal-Mart located along Summit Boulevard.

® Main Street retailers have learned to coexist
with their Wal-Mart neighbor. When asked
about Wal-Mart, a store associate on Main
Street replied, “Because we sell different things,
the Wal-Mart does not seem to affect our sales

downtown.”*®

® Main Street area has a unique ambiance and
charm. Residents patronize Frisco’s Main Street
to take advantage of the ambiance. Those that
shop at Wal-Mart do so because they are in

search of the lowest prices.
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Frisco’s Significance to Avon Town
Center West

The following items are significant to the analysis of West Town Center:

Close proximity to Interstate 70 along with the ease of getting on and off the Inter-
state enable Frisco to capture business from travelers passing through, particularly
Breckenridge-bound traffic that must pass through Main Street.

With Wal-Mart located just off the Interstate on Summit Boulevard, Frisco is a
regional shopping destination. Shoppers visiting Wal-Mart have the opportunity
to extend their stay by visiting Main Street, although for ambiance and experience
reasons and not for the transaction-focused reasons that they visit Wal-Mart.

Main Street integrates civic functions into its program by incorporating the offices
of the Historical Society.
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Places like cafes, coffee houses, restaurants, and the breweries on the Main Street
are catalysts for gathering.

A healthy mix of businesses and services energizes Frisco’s Main Street and helps
to maintain a more consistent level of activity throughout the day.

In part as a response to Wal-Mart, Frisco’s Main Street developed into a specialty
retail environment catering to both residents and visitors. Specialized service pro-
viders and retailers serving residents and visitors provide types and levels of service
that big box retailers do not provide. Examples include the locksmith, barber shop,
ski shops and financial services companies.

Connections to the trail network help to reinforce Frisco’s outdoor lifestyle focus.



Downtown Truckee:
Truckee, California®®

The Town of Truckee is located in California at the
crest of Interstate 80 and functions as a gateway to

the North Lake Tahoe recreational area. The town has
long been a favorite visitor destination and has more
recently become a desirable place to live and work and
was recently ranked one of the country’s top ski towns
by Ski Magazine30. Tourism is Truckee’s primary
economic engine. Truckee has approximately 8,000
residences, of which 30 percent are used as seasonal or

second-home residences.

Truckee’s downtown main street district provides a
well regarded downtown experience that serves as the
local and visitor gathering place for this highly livable
community. The 90,000 square feet of downtown retail
space consists of locally-owned retailers and restau-
rants, with no chain or franchise presence. The historic
downtown has become a hot spot for style-conscious
consumers, including many from the Reno/Sparks and
Sacramento, who want to dine and shop outside of the
chain store mainstream.

Truckee’s downtown is comparable to West Town
Center District given its location as a resort portal,
its mixed-use nature, the multiple retail areas within
town, and the importance it places on ambiance and
character.

® [ocated on a critical interstate, Interstate 80,
Truckee is a portal to mountains and outdoor
recreation for visitors from Sacramento and
Reno. High levels of day skier and longer-term

visitor traffic pass through Truckee.

® Fight ski and snowboard resorts are located
within a 10-mile radius of the town.

® Other nearby amenities include the Truckee

River that runs through town as well as numer-
ous nearby lakes that are popular recreation
destinations during the summer.

Although Truckee is on Interstate 80, its down-
town area is disconnected from the Interstate
and retail businesses have a hard time drawing
through traffic off of the Interstate and into the

downtown.

The seasonality of the economy, due to reliance
on visitors and second homeowners, is a signifi-
cant concern for downtown merchants. Truc-
kee’s 2025 General Plan Update estimates that
48 percent of sales revenue is generated during

the summer and 39 percent during the winter*.

Successful elements of Main Street include the
interesting mix of retailers, the safe and attrac-
tive streetscape environment, and the active

downtown merchant’s association.

The retail presence is typified by affordable,
non-chain restaurants that cater to locals but
also appeal to visitors because of their indepen-
dent nature (e.g. Wild Cherries owned by

former Olympic skier Kristin Krone or The
Squeeze In breakfast restaurant that offers over
50 omelets) and by local-serving small busi-
nesses including Cabona’s general merchandise
(founded in 1918).

The streetscape environment has been improved
through a comprehensive improvement pro-
gram funded through a downtown assessment
district that has resulted in a better connection
with the adjacent river, improved sidewalks and
lighting and added extensive landscaping.

The single-sided main street has short blocks,
wide sidewalks and angled on-street parking.
It is a compact assembly of storefront buildings
and is three blocks in length.

Truckee is considered great place to live for lo-
cals. Part of this recognition stems from a down-
town that offers residents numerous gathering
places. According to Ski Magazine, Truckee is
typified by a “happening historical downtown

and strong civic pride”. *

Figure 4.2: Downtown Truckee, California®!
R —




® Truckee’s growing base of second-homeowners Multi p le Retail Areas that, “there is sufficient leakage for the town
is making it increasingly difficult to maintain a @ Truckee does not have a big box retail presence, to attract a big box store such as a Target, a car
vibrant downtown, one of the elements that has and as a result Truckee experiences a very high dealer, and additional fast food. Community
traditionally characterized Truckee. The num- level of sales leakage to other communities. leaders have no interest in attracting these types
ber of residences being used as second-homes is Year-round Truckee residents spend $54 mil- of stores.”*
oquacing .th.e growt'h of the year/ro%md popl lion out of $100 million outside the community. Retail demand studies have shown demand for
lation and is increasing the seasonality of the , , ‘
economy, which in turn is making it more dif- ® New retail development in Truckee has run car dealer's, gas stations, big bc?x retailers and
ficult for retail tenants to operate successfully. into a great deal of opposition from the exist- fast food In the dox‘)vntown main street area but

ing downtown merchants because the other those types of retail have been deemed to not

® The main street is an actively programmed existing and planned retail nodes in Truckee be sympathetic with the overall feel desired for
public gathering place that is used for special are located far enough outside of the downtown downtown. In addition, these types of retail
events, car shows, street dances and popular core that they serve as competitors. The well- require highway advertising signage which is
community parades. These events appeal to organized, well-funded vociferous downtown not allowed under Truckee’s general plan.
locals and to visitors. merchant association opposes any new devel-

® The retail windows, architectural details, hand- opment or redevelopment in the area so as to
crafted signs, covered walkways, streetscape minimize any competitive threat.
and the people on the street create visual inter- ® Truckee is caught between the goal of reducing

est and vitality and lend to the sense of place
that distinguishes Truckee from other resort

sales leakage and keeping with the Comprehen-

sive Plan. The Comprehensive Plan indicates

portal towns.

resulted in a better connection with the adjacent river, improved sidewalks and

Truckee’s Significance to Avon
West Town Center

Truckee’s Main Street district provides a great downtown experience that serves

lighting and added extensive landscaping.

. ) — , ) An active downtown merchant’s association provides advertising and event pro-
as the local and visitor gathering place for this highly liveable community. P & P

gramming on behalf of the Main Street district. The heavy programming calendar

, . L L . . - events, festivals, art shows, concerts, street fairs - give both locals and visitors
Truckee’s retail focus is oriented primarily towards the resident, but in a manner

. . . . . reasons to visit Main Street repeatedly.
that appeals to the visitor because of the primary orientation towards unique and

locally-owned restaurants and retailers. . ,
As Truckee’s housing stock converts to second homes, local retail demand, par-

. . . : ticularly year-round, is falling, making it harder for existing businesses to remain
Elements that are problematic for Truckee’s Main Street include the disconnect Yy & & &

. o . viable and limiting the ability expand the Main Street retail presence.
from the highway, the lack of critical mass to attract retail customers from out- & yexp P

side the area, decreasing local retail demand as housing units convert to second

. . . , New retail development in Truckee has run into a great deal of opposition from
homes, competition from surrounding retail centers, and the presence of retail

. . the existing downtown merchants because the other existing and planned retail
demand from retail types deemed not compatible for the area.

nodes in Truckee are located far enough outside of the downtown core that they

. . . serve as competitors. The well-organized, well-funded vociferous downtown
The streetscape environment has been improved through a comprehensive

. o merchant association opposes any new development or redevelopment in the
improvement program funded through a downtown assessment district that has PP Y P P

area so as to minimize any competitive threat.
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Figure 4.3: Downtown Basalt

Basalt Main Street;
Basalt, Colorado

Basalt, Colorado is located 20 miles west of Aspen on
Highway 82. Long a bedroom community of Aspen, Ba-
salt has more recently become a desirable location for
second homeowners priced out of the Aspen market.

Basalt has a year-round population of 3,000 residents.

This analysis focuses on the central Main Street area of
Basalt, which encompasses 50,000 square feet of com-
mercial space and includes a mixture of uses including
shopping, dining, and office space. Basalt’s Main Street
targets full time town residents and second homeown-
ers and provides many small outdoor gathering places
and small businesses and unique retailers. Basalt’s
historic and small town character is illustrated in
Figure 4.3 and is a central visual element to the visitor
experience. The connection to the river has also been
enhanced by recent developments, further adding to
the ambience of the downtown environment.

Elements of Basalt’s Main Street that have bearing
on the analysis of West Town Center include resort
portal, highway adjacency, mixed-use retail center,
ambiance and character, community gathering place

and multiple retail areas within town.

Resort Portal
® Traditionally a bedroom community for Aspen
workers, Basalt is increasingly becoming a
second home destination because of its small
town charm, lower cost of housing, access to
recreation and access to Aspen.

® FEase of access to and from Aspen has been
enhanced as a result of the recent expansion of
Highway 82 to four lanes.

® Several resident-oriented housing projects are
underway in Basalt. The largest, Willets, fea-
tures small-lot single family homes and town-

homes that appeal to year round residents as

well as second homeowners.

Mixed-Use Retail Center
® Numerous independently-owned businesses
populate the retail area and give Basalt’s main
street a reputation for authenticity, as opposed
to the regional retailers and chains that popu-
late Basalt’s other retail areas. Independent
retailers on main street include restaurants,

clothing and shoe stores and art galleries.

® Main Street is anchored on one end by town
hall and the library and by a major church on
the other end. These civic and cultural uses
draw locals to the area for non-retail purposes
but the pedestrian friendly environment encour-

ages people to stay and linger.

® New infill developments along Basalt’s main
street incorporate residential units and office
uses into the second and third stories of the
buildings. The office uses include professional
services (lawyers, real estate services) that
generate additional trips to the area, while the
residential units have generated new customers
for the restaurants and resulted in a nighttime
presence that has not previously existed down-
town.

® Many small businesses have relocated from
Aspen as commercial lease rates there have
increased, and as their employees have increas-
ingly chosen to move to this area. Architects,
lawyers, medical services and other profession-
als have made the switch.

Ambience and Character
® The historic storefronts have been maintained,
adding to the authentic feel of the small town
main street character

® The great restaurants on main street attract
patrons from Aspen and have helped contribute
to the success of main street.

® DPedestrian-friendly elements including multiple
crosswalks and bump outs, street lighting and
covered walkways encourage movement from
one building to the other along the main street
corridor.

® A highly liveable community formerly oriented
towards full-time residents, Basalt is becoming
increasingly popular as a second-home location,
and the character of Basalt’s main street retail
is changing accordingly, with numerous art
galleries, home furnishings stores and real estate
offices populating spaces previously oriented
towards full-time residents.

Multiple Retail Areas and
Community Gathering
Place

® Basalt’s main street retail area (Midland Ave-
nue) has historically been the center of the com-
munity but the nature of the retail is changing
to cater to the growing second home market.

® Numerous independently-owned businesses
populate the retail area and give Basalt’s main
street a reputation for authenticity, as opposed
to the regional retailers and chains that popu-
late Basalt’s other retail areas. Independent
retailers on main street include restaurants,
clothing and shoe stores and art galleries.

® The community gathering function has been
largely transferred to a strip commercial center
adjoining a newly annexed part of Town. While
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some of the strip commercial is located within
the Town boundaries, the majority of the space
is located outside, which means that sales rev-
enue from Town residents is increasingly being
leaked outside of the Town.

® A development plan to expand the downtown
retail area was developed by the Town of Basalt
but has not yet been implemented. The plan

Basalt Main Street’s Significance to West
Town Center

A highly liveable community formerly oriented towards full-time residents,
Basalt is becoming increasingly popular as a second-home location, and the
character of Basalt’s main street retail is changing accordingly, with numerous
art galleries, home furnishings stores and real estate offices populating spaces

previously oriented towards full-time residents.

Successful components of Basalt’s main street include the pedestrian-friendly
feel, the integration of civic and cultural uses with the retail, recent mixed-use

infill developments, and the emphasis on independently-owned businesses.

Concerns with Basalt’s main street include the disconnect from the highway, the
recent re-orientation of the retail towards second home-serving businesses and

the lack of critical mass to attract retail patrons from outside the area

The community gathering function has been largely transferred to a strip com-
mercial center adjoining a newly annexed part of Town. While some of the strip
commercial is located within the Town boundaries, the majority of the space is
located outside, which means that sales revenue from Town residents is increas-
ingly being leaked outside of the Town.

Basalt’s main street has the smallest amount of retail square footage analyzed in
this report, and this area has demonstrated a lack of sufficient critical mass that

is sufficient to draw visitors from outside the area.

Civic and cultural uses can function as a main street anchor.
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aimed to address some of the major shortcom-

ings of the existing retail area by providing

political will to champion a large-scale redevel-

opment plan.

a physical connection with the highway, by
doubling the retail space in order to provide a
critical mass that could draw people visiting
Aspen and Snowmass, and by adding housing
to provide 24 hour activity. The plan has not yet

been implemented in part because of a lack of

Mixed-use infill can successfully be integrated into existing main street develop-

ment patterns.

Many small businesses have relocated from Aspen as commercial lease rates there
have increased, and as their employees have increasingly chosen to move to this
area. Architects, lawyers, medical services and other professionals have made the

switch.

Independently-owned businesses give Basalt’s main street a reputation for au-
thenticity. Independent retailers on main street include restaurants, clothing and

shoe stores and art galleries.

The great restaurants on main street attract patrons from Aspen and have helped

contribute to the success of main street.

Redevelopment planning alone does not result in implementation. Political will

is required to achieve the desired results.



E. Retall
Market Focus

The retail market focus can be defined as the character
taken by West Town Center in order to attract its tar-
get market. The retail focus is used to inform the range
and mix of uses, the types of tenants, the amenities and
activities that should be included in the program. The
retail market focus for West Town Center is analyzed
in this section through the following methods:

® Identification of the target market’s retail ex-
pectations,

® Survey of existing conditions,

® Examination of Comprehensive Plan goals for
the area and the results of stakeholder inter-

views,

® Evaluation of competitive and comparable retail
areas,

® Evaluation of a series of potential market focus

alternatives.

Target Market
Expectations

The retail preferences of the year-round residents,
second homeowners and visitors that comprise the
target markets for West Town Center are changing
as a result of trends affecting the local and national
marketplace. Trends include shopping efficiency and
the ability to combine trips, extended hours, multiple
options and emphasis on experience.

Efficiency

The ability to combine trips is an increasingly important
priority in order to address the lack of time available

for shopping. Retail areas should have a program mix

that allows the target market to address multiple needs
during one visit and the street circulation and parking

networks should allow quick ingress and egress.

Extended Hours

Shopping times are extending. Longer working hours,
alternate schedules and other lifestyle changes are ex-
tending the demand for hours of operation into the eve-
ning hours. Retail shopping and browsing comprises a
component of the evening entertainment experience, so
mixed-use areas with evening retail operation becomes
more attractive evening destinations for patrons.

Food is an important driver of retail, so stores benefit
from being open in the evening if restaurants are also
included in the mix and open for dinner business.

Experience

An increasingly important element in the expectations
of the target markets for West Town Center is a desire
for experiential retail opportunities. Experiential retail
provides the customer with a surprise or a memory as
part of the retail environment in addition to or as op-
posed to addressing a specific retail good need. People
are increasingly looking to retail centers to provide
more than just goods and services. A trend in retail pro-
gramming recognizes this emphasis on retail environ-
ments for their social and entertainment appeal, and a
new concept based on lifestyles is emerging as a viable
alternative to the traditional mall or downtown shop-
ping district. As stated in Urban Land, “some of the
most successful lifestyle developments are those that
provide for social interaction and that connect with
consumers’ wants and needs, going beyond the simple
act of the transaction....ultimately, when consumers
shop nowadays, they seek an escape - an experience
that is as much recreational as it is functional™.

A lifestyle orientation includes a mix of uses that allow
people to live, work, shop, socialize and play and cor-
spondingly encompass a mix of uses that include retail,

restaurant, services, residential and open space.

Options

Multiple options in a retail area, be it restaurants,
retail stores, or services, attract a wider range of tastes,
encourage repeat visits and encourage impulsive deci-
sion making, all of which are essential components of
an experiential retail experience.

Flexibility in the retail space and program should be
built in to the development vision and design in order
to allow for changing tastes, technologies and product
types will support the provision of new and different
options in the mix.

Existing Conditions

A survey of existing conditions at West Town Center
reveals the following:

® West Town Center’s existing retail mix has no
discernable identity or focus. Existing ground
floor retail tenants include hair salons, a few
restaurants, a cellular phone retailer and several
real estate related offices.

® Characterized by high vacancy rates and fre-
quent turnover, the West Town Center District
has never reestablished itself as a viable retail
destination that is attractive to visitors. The
retail instead serves the local population and

area employees.

® There is approximately 50,000 sq. ft. of existing
ground level retail space in West Town Cen-
ter.*

® While most of the buildings in West Town
Center are mixed-use in nature, the lack of con-
nections throughout the area result in a series
of stand alone mixed-use buildings instead of a
mixed-use district. The result is that each retail
tenant operates as a stand-alone destination and
does not benefit from any kind of agglomeration
and further erodes any potential to provide a
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critical mass of uses that would attract customers
from outside the immediate area.

® The number of vacant storefronts, empty par-
cels and non-retail ground floor space contrib-
utes to West Town Center’s failure to success-

fully sustain itself as a viable retail center.

® There is a very good array of civic and recre-
ational amenities in the area. The recreation
center, Nottingham Park and lake, the library,
Town Hall, the regional trail system and the
nearby kayak park all serve to draw people to
the area already. But none of the retail pres-
ent in West Town Center currently appears to
capitalize on the adjacency of these civic and

recreational amenities.

Comprehensive Plan
and Stakeholder
Goals

As described in the Comprehensive Plan, West Town
Center is intended to be the heart of the community,
and a place for interaction between full-time residents,
second homeowners and visitors. It is envisioned as
hosting events, recreational activities, intellectual

and civic gatherings. It will be a central focus of the
bedbase in Avon, hosting both residential units and
short term accommodations. Retail and entertainment

options will help activate the area.

Stakeholder interviews were conducted as part of the
Comprehensive Plan process. Some of the stakeholder
comments made with regard to the retail focus and
mix that they would like to see include®”:

® “Avon’sretail inventory is stale. Avon needs to
update its retail inventory with more authentic/
unique shops that would contribute to creating

a unique sense of place.”
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“Avon needs to be a destination rather than a
thoroughfare to Beaver Creek.”

“The core commercial area is nothing more than

a collection of strip centers.”

“Avon has a distinct advantage over Edwards
in its ability to put on large-scale special events
and programs similar to Vail's Hot Summer
Nights.”

“Avon needs to program its public spaces
within the commercial core for activities and
entertainment that attracts visitors and brings
vitality to the Town.”

“While the area north of I-70 in the Village

at Avon is projected to provide development
geared towards visitors/second homeowners,
the development on the valley floor should be
more for full-time residents.”

“Avon needs to build generational bonds to
Avon by creating a great scene for young adults/
college kids which will in turn start personal
traditions with these young people to not only
come to the valley to ski, but to stay and play in
Avon.

“Providing after-hours amenities for families
such as restaurants that aren’t oriented towards
the ‘bar scene.”

“Avon and the rest of the valley lack affordable,
quality, non-franchise clothing stores.”

“Avon should identify and then entice some of
the successful local entrepreneurs with stores
and restaurants in Vail and Beaver Creek to

open new businesses in Avon.”

“What Avon needs are locally authentic res-
taurants that contribute to the experience of
visiting a unique place. What are not needed are

more franchise/ chain restaurants.”

Competitive Retail
Areas

Table 5.1 (next page) summarizes the major competi-
tive areas analyzed in this report.

The mixed-use retail districts in Riverwalk and Beaver
Creek both contain sufficient critical mass by virtue of
their ongoing success and ability to draw visitors. Each
contains 120,000 square feet of street-level retail and
commercial area. Lionshead is redeveloping to try and
revitalize the area and is adding 25,000 square feet of
retail to its existing inventory of 133,000 square feet,
which will bring its retail base to 158,000 square feet.

Beaver Creek, Lionshead and Avon East Town Center
all have a lack of entertainment options in their retail
mix, leaving a strong opportunity for West Town Cen-
ter. This is particularly important in attracting evening
business since outdoor recreation predominates the
activity and entertainment preferences of residents
and visitors. The dining options in Beaver Creek and
Lionshead are oriented towards the visitor market and
are not desirable to the resident market in Avon and
the Eagle Valley.

Potential Focus
Alternatives

There are numerous retail market focus strategies that
can be employed at West Town Center. Table 5.2 pro-

vides a comparative analysis of retail focus options.



Table 5.1: Assessment of Competitive Retail Areas

Retail Market Focus

Major Elements

Missing Elements

Avon Town

Center East Regional retail

340,000 sq. ft.
(Town Center East)

650,000 sq. ft.
(Village at Avon)

Big box retailers — Pier 1, Gart
Sports, Office Depot. Franchise
and casual dining. City Market.
Wal-Mart and Home Depot at
Village at Avon.

Entertainment, retail, dining that
is attractive to higher end visitors
and second homeowners. Opportu-
nities for social interaction

Beaver Creek High end resort retail

120,000 sq ft

Ski gear and apparel, resort
wear, home furnishings and
art, high end restaurants

Retail and dining that is attractive
to year-round residents

133,000 sq. ft. (Lionshead)

244,000 sqg. ft. (Vail Village)

Ski gear and apparel, resort
wear, home furnishings and
art, visitor oriented restaurants

Retail and dining that is attractive
to year-round residents

Village
Lionshead, Resort retail
Vail
. Second home services,
Riverwalk, locally-operated restau-
Edwards yoop

rants, entertainment

120,000 sq. ft.

Sit down restaurants, movie
theatre, real estate and remod-
eling services

Civic uses, anchor tenants or fran-
chise operators, visitor oriented
resort retail,

Significance of Retail Focus Analysis

West Town Center currently has no discernable retail focus or identity, which is
caused in part by the fragmentation of the existing retail spaces and lack of con-
nections. The retail that exists is primarily oriented to residents and employees.
The numerous civic and recreational amenities provide a significant opportunity
to establish an identity for the area but will require improved connections and
cohesion in order to create a sense of place.

Comprehensive Plan and stakeholder comments indicate a desire for a commu-
nity-friendly place that is attractive to locals and that can host events and activi-
ties. A lack of family-friendly restaurants and entertainment options in Avon is
cited by stakeholders, as is retail (clothing in particular) that is accessible and
affordable by local residents.

Target market expectations are increasingly oriented towards retail environ-
ments that support broader lifestyle objectives (interaction, recreation, learn-
ing) and provide the opportunities for new experiences. The provision of many
options for restaurant, retail and entertainment is one means of meeting these ex-
pectations. Orienting the retail towards lifestyle and recreational lifestyles that
are important in the local context will help to provide a desirable retail destina-
tion. In Avon, outdoor recreation and activity is a central lifestyle priority shared
by residents and visitors alike.

Review of competitive areas in the Eagle Valley reveals that retail, dining and
entertainment options that are accessible to local residents is a missing element

in most other competitive areas.

The pros and cons of potential retail focus alternatives indicate that no singular
retail focus can be implemented without either facing competition from multiple
other retail areas in the market or without ignoring one or more potential target
markets.

The retail market focus that can best complement the intended niche for West
Town Center may be one that integrates different components of the product or
market-based retail focus alternatives discussed in Table 5.2 into a realigned fo-
cus towards lifestyle. This approach could serve to attract year-round residents,
second homeowners and short-term visitors both from within Avon and from
surrounding areas. A lifestyle-oriented retail focus will complement, and not
compete, with Town Center East’s regional retail focus.
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Potential
Market Focus

Retailers

Table 5.2: Potential Focus Alternatives

Other Complementary
Uses

Home
Furnishing and
Art Galleries

Home furnishings, art
galleries, imported furniture,
(oriental, Scandinavian, etc),
antique stores

Interior decorators,
custom furniture
makers, frame and print
shops, rug/ carpet sales,
coffeeshops and cafes

Attractive to the growing second
home market

Not affordable by full-time resident
population; doesn’t complement civic
and community amenities or provide
social interaction; direct competition
with Beaver Creek, Lionshead and
Edwards

Outdoor
Recreational
Lifestyle

Skiing and snowboarding
equipment and clothing
retailers, bike stores,
watersports, fishing outfitters,
outdoor lifestyle clothing

and shoe stores, higher

end outdoor chain retailers
(REI, EMS), brand stores
(Patagonia, North Face,
Quicksilver)

Health club, gym,
activity outfitters

and guide services,
restaurants with healthy
options,

Fits with the lifestyle activities and
discretionary income preferences
of many full time residents and
visitors; locational advantage from
adjacent recreational facilities and
kayak park

Competition with all other competitive
areas (especially for skiing and
snowboarding retailers); not enough
variety in the focus to program an
entire district; not conducive to night
use

Neighborhood
Retail

Small grocery store,
convenience store, drugstore,
restaurants and cafes,
coffeeshop, dry cleaner,
gourmet stores

Real estate, insurance
or doctors offices, repair
services, health club,
ethnic orientation, small
nightclubs

Focus on year-round residents
provides needed services and
goods, encourages non-auto retail
trips, can provide authenticity and
identity to a neighborhood and
can potentially draw visitors from
outside the area (32nd and Lowell
in Denver), social interaction

Amount of supportable retail space is
small given the focus on immediate
area population, doesn’t capitalize on
visitor market

Resort Retail

Men’s and women'’s specialty
clothing boutiques, resort
wear, cosmetics, shoes,
children’s clothing boutiques,
high end chain retailers
(Guceci, Polo, Banana Republic,
American Eagle)

Day spa, health club,
coffeeshop, cafés and
lunch restaurants,
jewelry, furs, cosmetics,
bath products, home
furnishings and art
galleries

Attractive to high end visitors and
second homeowners, high retail
sales averages

Neither desirable nor affordable by
full-time resident population; doesn’t
complement civic and community
amenities; direct competition

with Beaver Creek, Lionshead and
Confluence; often operate seasonally

Regional Retail

Big box retailers — Lowe’s,
Target, TJ Maxx, Circuit

City, etc. Can operate
independently or an
agglomeration can constitute
a regional retail center.

Franchise fast food and
quick casual restaurants,
specialty retailers (cd
stores, sporting goods,
home products)

High sales volume, benefit from
adjacency to interstate, draw
people from throughout area

Competition with Town Center East,
requires extensive space for surface
parking, signage requirements,
tenants typically don’t locate in
mixed-use developments

Entertainment

Restaurants, bars, taverns,
nightclubs, music venues,
movie theatre, brewpub, live
theatre or cabaret, bowling,
dancehall, arcade

Impulse retail (gifts,
novelties), clothing,
music stores, street
vendors, treats and
snacks (chocolate, ice
cream, street vendors)

Attractive to both year-round
residents and visitors. Exciting
environment. Food and beverage
generate high sales tax
revenues. Good fit in pedestrian
environments.

Evening entertainment and dining can
create conflicts with residential uses
above in mixed-use (food smells,
noise, parking). Tenants require year-
round traffic.

Family

Family-oriented restaurants,
children’s clothing, toy stores,
craft and hobby stores, do

it yourself arts and crafts
centers, ESPN Zone (family
arcade and restaurant)

Treats and snacks
(chocolate, ice cream,
street vendors),

daycare, teen
entertainment and retail,
events and festivals

Social interaction opportunities.
Attractive to families across
demographic categories. Takes
advantage of civic and recreational
uses — recreation center, open
space and parks.

Lack of appeal (or conflict) with
younger, single and empty nest
component of resident and visitor
markets. Emphasis on daytime versus
evening use.
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F. Retalil
Critical Mass
and Mix
Analysis

The retail analysis section seeks to determine the
optimal critical mass and mix of uses for West Town
Center District. Elements of the analysis include:

® Retail demand analysis. Evaluates supportable
retail demand based on population, income,

spending patterns and capture rates.

® Review of comparable and competitive projects

with respect to mix and tenants,

@ Identification of suitable and non-suitable

street-level uses,

® (ritical mass recommendations from previous
West Town Center reports,

® Evaluation of the physical form and capacity of
West Town Center’s main street corridor.

Retail Demand
Analysis

A demand analysis is a useful means of determining
the potential for overall supportable levels of retail for
a retail center. Below is a description of the methodol-
ogy used as well as the associated results. Findings and
results from the retail demand analysis are utilized in
turn to examine the size, mix and program that can be
successfully supported at West Town Center.

Methodology

Full-time residents, second homeowners and visitors
to an area are the primary drivers that form the basis
of analysis with which to develop demand projec-
tions for retail development. For the analysis of retail
development at West Town Center, two retail trade
areas have been identified — the Town of Avon and the
Eagle Valley. For each of these trade areas, population,
visitation and growth forecasts for a ten-year period
have been determined (see Demographics section). By
applying a median per capita income to these forecasts,
a total personal income (TPI) for each of the two trade
areas can be established.

Consumer spending characteristics vary across four
primary retail shopping categories including Conve-
nience Goods, Shoppers Goods, Eating and Drinking
Establishments, and Building Materials. Each of the
four primary retail categories includes several subcat-
egories of specific types of retail. Standard spending
patterns based on a percentage of TPI are applied to
the retail categories to determine the total potential
retail revenue for each trade area.

Capture rates are assigned to each retail category

to represent West Town Center’s ability to attract
specific types of retail purchases based on the over-

all market. Generally conservative capture rates of
between 1% and 10% are assigned to each subcategory
based on the competitive environment in the area. Re-
tail categories that already have a significant presence
in the Avon market, including building materials and
grocery stores, are assigned a lower capture rate. Cat-
egories with less representation in Avon are assigned
a higher capture rate, including food and beverage
(although less for fast food given the existing presence
in the area). Higher capture rates are assigned to Avon
residents given their tendency to shop in the immedi-
ate area, and lower capture rates are assigned to Eagle
Valley residents since they have more options available
to them.

The total revenue is then translated to a square footage
of supportable retail space by applying a capture rate
for each retail type and an average sales-per-square-
foot factor for each shopping category. The average
sales-per-square-foot information was developed using
current Town of Avon retail sales information gener-
ated by Town of Avon staff.

The demand analysis includes an assessment of the ex-
isting retail demand using 2005 numbers, and projects
future demand using population and income estimates
for 2015.

Three scenarios are modeled using this methodology. A
baseline scenario assumes conservative initial capture
rates and projects that these rates will remain the same
in the future. In other words, the baseline scenario
models West Town Center’s ‘fair share’ of retail busi-
ness and assumes that it is no more or less competitive
than other existing retail areas. The second scenario
assumes that as West Town Center develops over time
it will become a popular attraction within the com-
petitive retail environment and as a result West Town
Center will demonstrate higher capture rates in 2015
than exist initially. The model assumes that capture
rates will grow by 25%. The third scenario is the most
optimistic and assumes that West Town Center will
be able to attract a greater number of retail patrons
initially as well as in the future because of its high level
of amenity and enjoyable environment as well as its at-
tractive retail mix. Capture rates are adjusted by 25%
from the baseline scenario in both 2005 and 2015.

The demand analysis tables are presented in Tables 6.1,
6.2 and 6.3.
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Table 6.1: Retail Demand Analysis Table - Baseline Scenario — same capture rates in 2005 and 2015.

City of Avon Vail Valley trade Growth City of Avon Growth Vail Valley trade
trade area area Rate trade area Rate area
Trade Area Population* 6,767 26,538 9,536 33,971
Population Growth Rate 4.10% 2.50%
Median per captita Income (weighted average)** $ 58,242 $ 67,769 $ 82,156 $ 95,595
Income Growth Rate 3.50% 3.50%
TPI generated by Area $ 394,123,614 $ 1,798,453,722 $ 783,440,503 $ 3,247,442,117
Capture Capture Capture Capture
Percent of Total Personal Income rate rate rate rate
Convenience Goods
Supermarket 7.1% 1.9%| $ 524,677 0.6%| $ 798,064 2.3%| $ 1,303,694 0.8%| $ 1,801,316
Convenience 2.5% 3.1%| $ 307,909 1.3%| $ 562,017 3.9%| $ 765,079 1.6%| $ 1,268,532
Beverage Stores (coffee and liquor) 0.8% 6.3%| $ 197,062 1.3%| $ 179,845 7.8%| $ 489,650 1.6%| $ 405,930
Health and Personal Care 1.3% 9.4%| $ 480,338 3.1%| $ 730,622 11.7%| $ 1,193,523 3.9%| $ 1,649,092
Total Convenience Goods 11.7% $ 1,509,986 $ 2,270,548 $ 3,751,946 $ 5,124,870
Square Footage 6,711 10,091 16,675 22,777
$/SF $ 225.00
Shoppers Goods
General Merchandise (Dept Stores, Other) 6.0% 3.1%| $ 738,982 1.3%| $ 1,348,840 3.9%| $ 1,836,189 1.6%| $ 3,044,477
Clothing and Accessories 5.0% 6.3%| $ 1,231,636 2.5%|( $ 2,248,067 7.8%|( $ 3,060,314 3.1%| $ 5,074,128
Furniture and Furnishings 1.6% 3.1%| $ 197,062 3.1%| $ 899,227 3.9%| $ 489,650 3.9%| $ 2,029,651
Electronics and Appliance 1.5% 3.1%| $ 184,745 1.3%| $ 337,210 3.9%| $ 459,047 1.6%| $ 761,119
Miscell