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EXECUTIVE SUMMARY

The Massachusetts Institute of Technology Uphams Corner Main Streets team has utilized
an integration of economic and physical design analysis tools to build a specific set of
proposals to support the work of the Uphams Corner Main Streets Initiative (UCMS) and
key stakeholders. This report summarizes our assessment of the district and offers a
strategy for enhancing the work of the Main Streets Program.

The heart of Uphams Corner meets at the axis of Dudley Street and Columbia Road.
These two streets have distinct strengths. Dudley is the main economic corridor in the
district, which primarily serves a local and lower-income market. By contrast, Columbia
Road, a main thoroughfare in the City of Boston, has the potential to capitalize on a re-
gional market. Building on the strength of the economic diversity of the district, we have
identified areas for detailed analysis and strategy development. The two areas are:

Strengthen the existing arts and cultural niche.

Build on the historical character and potential regional draw of the Strand
Theatre by focusing on improving the surrounding streetscape, strengthening
complementary services such as restaurants, parking arrangements, and '

promoting development of performing arts and youth related organizations on
upper floors of commercial buildings.

Enhance the existing ethnic market niche and build on anchors,

Build on the strength of the key economic anchor, America's Food Basket,
and the discount clothing niche by encouraging promotional activities. En-
hance the economic interventions by improving parking facilities and
streetscape. Particular focus will be placed on developing an ethnic niche
that takes full advantage of the preferences and needs of the particular ethnic
groups that predominantly shop in the area.
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METHODOLOGY

In conducting our assessment of the district and subsequent proposals we relied on the
wealth of data previously generated about the district, various physical and economic
planning tools, data sources, and research. Our assessment and understanding of
Uphams Corner (both in the physical and economic realms) was also informed by estab-
lished concepts and theories related to business district redevelopment and urban revital-
ization. In testing these theories, as well as previous data and assessments describing the
Uphams Corner district, we employed a variety of tocls, Specifically, we used 5 tools to
gather data and other qualitative information on the business district, its economic and
physical environment and its residents. These tools included: intercept and business
owner surveys, stakeholder interviews, market analysis, on-site physical assessment, and
a review of previous studies.

Intercept Surveys

The purpose of the intercept survey was to draw a sample of Uphams Corner
residents and visitors who would provide their opinions on a range of issues
pertaining to the district [please see Appendix 1A and 1B]. During the
months of March and April, MIT team members intercepted pedestrians in the
district at various locations and on different days of the week. Respondents
were asked to verbally respond to the questions on the survey and answers
were recorded by the administrators of the survey. We conducted 94 surveys
in total.

i
6

Business Owner Surveys
The business surveys were designed to capture the attitudes and opinions of
business owners and managers in the district on a range of issues pertaining
to the business environment of the district. We also sought to gather informa-
tion on the needs of businesses in the district, their economic performance
and knowledge/use of UCMS services. The business surveys were hand
delivered to 50 merchants in the district. We had a 22% response rate.

Stakeholder Interviews
Community stakeholders are individuals who UCMS or other institutional
actors in the district suggested our team consult for information on the district.
Generally, the stakeholders are individuals who are either active in the affairs
of the district in various capacities (e.g. board members) or individuals who
had worked with and for UCMS. Based on our initial assessment of the
district, we devised a set of key questions to guide our discussions with
stakeholders [please see Appendix 1C). In addition to stakeholder interviews,
we had two strategic planning meetings with the current UCMS Executive
Director, Colin Riley. One meeting was held after our initial assessment in
which we presented preliminary findings and identified areas of concentration
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for the group. The other meeting with the Executive Director was held to
present our work, further clarify expectations, and gather more information
about the district.

Market Analysis

The market analysis is an assessment of sales gaps for a variety of products
and services. It was informed by consumer expenditure reports for the
Uphams Corner area and surrounding neighborhoods, census data, and
previous reports, including:

. Andy Waxman, Utilizing Economic Theoties of Retail to Revitalize

Inner-City Neighborhood Business Districts: The Case of Upham’s
Corner Main Street, Massachusetts Institute of Technology, Masters
Thesis,1999.

City of Boston Uphams Corner Main Streets Profile Report, 1998.

Portfolio-Based Approach to Neighborhood Economic Development:
Uphams Corner Pilot Project by Anderson Consulting, December 1998.

Claritas 1998 Consumer Spending Patterns, Uphams Corner Circle .5-
mile radius. :

Dollars & Cents for Shopping Centers, Urban Land Institute, 2000
edition.

Physical Analysis

On-site physical assessment consisted of analyzing the district's physical
conditions and characteristics using photography and written analysis.

Review of Previous Studies

Uphams Corner is a widely studied area. To date there have been numerous
reports, surveys, studies and economic analyses performed on the area. In
1999, a Massachusetts Institute of Technology Masters student, Andy
Waxman, used the district as a basis for his thesis. Intercept surveys were
included in his analysis. We reviewed these sources to both understand the
district better as well as identify areas that have not been included in the
previous studies.
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Time Line

Figure 1: Historical Timeline of Uphams Corner

HISTORICAL OVERVIEW

Early History
In the early 1800s, Amos Uphams opened a dry goods store. The district is
named after this early entrepreneur. Later in this decade Uphams Corner
emerged as a neighborhood and commercial area. Residential population
growth increased with the introduction and prominence of the horse-drawn
street car. The area later functioned as a nexus of several street car lines
bringing thousands of commuters through the district daily.
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Development of Major Buildings
The landmark buildings in the district were developed in the laie 1800s and
early 1900s. These include the Columbia Square Building (1880), now func-
tioning as the municipal building, the Pierce Building (1892), and the land-
mark Strand Theatre (1918).

Through World War Il, Uphams Corner was a thriving commercial center and
is claimed to have been one of the largest commercial districis outside of
downtown Boston. After World War I, however, Uphams Corner (in keeping
with trends in many U.S. urban centers) experienced steady economic de-
cline and disinvesment. The relocation of First American Bank in 1990 (in
which, the district lost over 100 jobs) is indicative of this period.

This decline continued into the 1980s and converged with an increase in
crime and violence in the district which surged in the early 1980s. In re-
sponse to this crime wave, the concerned residents in Uphams Corner estab-
lished the Community-Wide Uphams Corner Coalition to address issues of
violence, safety and ensure the well being of the neighborhood. The Uphams
Corner Drug Task Force emerged from this initiative and mobilized the com-
munity after a shooting in 1992 at the “Tasty Chicken” restaurant. This work
led to the establishment of the annual Uphams Corner Street Festival.

Development in the 90s
In 1991, Uphams Corner was designated a Neighborhood Enterprise District
(NED) by the City of Boston Public Facllities Department. In 1992, America’s
Food Basket (AFB) supermarket was sited at 780 Dudley Street as a result of
efforts of the NED personnel. The success of AFB was touted as a “model of
success” in the work of Harvard economist, Michael Porter.

The Dorchester Bay Economic Development Corporation (DBEDC), which
was established in 1979, initiated business lending programs in the district in
1992. Four years later, the Uphams Corner Main Streets was formed and has
been working in the district to date.

THEME

Crossroads: A Local and Regional Destination
Our group identified the Uphams Corner neighborhood as having both a
strong local presence as well as a formidable regional attraction. In keeping
with its history of serving as a nexus of transportation — the district attracts
residents from the district, the surrounding neighborhoods and the region.
The majority of our intercept survey respondents walked to Uphams Corner,
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while the remaining half drove or used pubilic transportation to access the
district. 1t is indeed a “crossroads” — drawing in a diverse population of shop-
pers, visitors, and patrons of the Strand Theatre.

Identity and Access
We propose that Uphams Corners role as a crossroads is one of the stron-
gest assets of the district. In addition, we identified “Identity” and “Access” as
two key themes around which we focus our analysis that further illustrate
Uphams as a local and regional destination.

Identity _

As mentioned earlier, Uphams Corner has both a rich history and a strong
identity. The proposals outlined in this report seek to strengthen Uphams
Corners existing identity. Specifically, we suggest ways in which UCMS can
work to enhance the ethnic niche that exists, support the Strand Theatre as a
cultural anchor, develop and organize the small business community, and
enhance the physical attributes of the district to strengthen this identity.

- Access :
We recognize that because Uphams Corner serves as both a local and re-
gional destination, easy and coherent access to the district is very important.
To that end, we propose a number of physical design ideas to improve access
throughout the district. These recommendations focus on physical and
streetscape improvements that involve, but are not limited to, parking and
circulation.

GOALS

Based on our analysis and the identification of these themes, we have identified three goals
for the district:

Goal 1; Strengthen existing arts and cultural niche
Goat 2:  Enhance existing local market niches and build on anchors
Goal 3: Strengthen UCMS capacity to achieve these goals

These goals will be discussed in more detail in the following sections.

\

8 , MIT/UCMS 2001



SURVEY RESULTS

Intercept Survey Results [see Appendix 1B]

The following intercept survey results were a useful tool to learn more about who visits the

Uphams Corner commercial district and identify the current and potential shopping needs
of these visitors.

Primary purpose for visiting Uphams Corner
Shopping was the reason for visiting Uphams Corner most often cited by

survey respondents, followed by those who were in the district simply be-
cause it was close to home.

Mode of Transportation to

Uphams Corner
2% 1%1%

d 44%

31%

Figure 2: Mode of Transportation to Uphams Corner
44%, of visitors to Uphams Comner walked there, which suggests that they
were coming to the commercial district from the surrounding residential neigh-
borhood. This is supported by the fact that 42% of the intercepted visitors
reside in Uphams Corner. 31% of the visitors arrived by bus, which suggests
that Uphams Corner also attracts visitors from outside the immediate neigh-
borhood. Only 22% of the respondents arrived by car.
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Where do you live?

Uphams Other Roxbury Other
Carner Dorchester

Figure 3: Place of Residence

42% of those intercepted reside in Uphams Corner, and an additional 22% ;
were from other parts of Dorchester. Moving beyond Dorchester, we , - L
found16% of those intercepted were from Roxbury, and the remaining 22%
were from a variety of Boston area neighborhoods and surrounding towns. It
appears that Uphams Corner serves both local and regional populations.

Ethnicity

60%
50%
40%
30%
20%
10%

0%

B Census
#2001 Intercept

Figure 4: Ethnicity

10

African Americans comprised the largest ethnic group intercepted, totalling
42% of those surveyed. This nearly matches the ethnic group data from Andy
Waxman s surveys in 1998. Intercept data also shows that 21% of those
intercepted were Latino, which exceeds the 15% of Latinos represented in the
area according to the 1990 Census and therefore indicates that Uphams
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Corner is serving this market well. However, only 2% of the respondents
were white, which is striking given that, according to the 1990 Census, 32% of
the neighborhood s residents are white. This corroborates Waxman s asser-
tion that the commercial district at Uphams Corner is not serving the white
population in the census area. In addition, Census data indicates a 4% Viet-
namese population in the area, but no Vietnamese or other Asian groups
were intercepted, suggesting a gap in this market.

Income

Age

77% of the respondents intercepted earned an annual household income of
less than $35,000, half of whom earned less than $15,000.

58% of the population intercepted were between 26 and 54 years of age,
which is generally accepted to be the average age group for head of house-

hold. This age group is generally perceived to have the greatest spending
power in the market.

The very small number (9%) of persons intercepted over the age of 55 is due
in'part to a language barrier. There appeared to be a significant senior popu-
lation that visited the district who did not speak English and surveyors who
were unable to translate into the appropriate language could not administer
the survey. It is interesting to note, however, Andy Waxman s intercept survey
found similar results; only 8% of those intercepted in 1898 were 55 years or
older.

Location of Clothing and Apparel Purchases

Clothing

Upharms Downtown Dudley Other

Figure 5: Apparel and Clothing

Both clothing and shoes have a strong market in Uphams Corner with such
destination stores as J. Silver and Payless Shoe Source. However, the ma-
jority of shoppers purchase these goods downtown followed by Uphams
Corner and South Bay Mall. This sales leakage to the downtown offers an

opportunity for Uphams Corner to strengthen this market and to capture a
portion of those sales.

MIT/UCMS 2001
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Location of Grocery Purchases

B Gracery Purchases

Uphams  Downlown  Dudesy Other

Figure 6: Groceries

America s Food Basket is the destination grocery store that draws visitors to
the commercial strip from outside the neighborhood. 70% of those surveyed
purchased their groceries in Uphams Corner. Of those 70%, 39% lived in
Uphams Corner, and 31% were from other neighborhoods. This suggests
that there is an opportunity to capture additional sales by creating linkages
between AFB customers and other businesses in the area.

Location of Banking

Uphams Downiown Dudley Other

Figure 7: Banking

71% of respondents did their banking in Uphams Corner. Again, this figure
exceeds the percentage of people who live in the neighborhood, meaning that
banking is another destination commercial activity.

Restaurénts

12

Uphams Corner is doing well at serving the fast food market. The marjoirty of
respondents preferred Uphams Corner for fast food restaurants to any other
location. There is an opportunity to strengthen this market because the niche
is already established and could be leveraged to facilitate a clustering of new
restaurants. Sit down restaurants are not as prevalent in Uphams Corner. Far
fewer respondents visited Uphams Corner for this service, but we considered

a 28% response rate high enough to indicate a real opportunity to strengthen
this niche.
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Frequency visiting Uphams Corner
Half the respondents visit Uphams Corner daily and 88% come at least once

a week. This suggests that Uphams Corner has a strong repeat customer
base.

Days of the week most frequently visited
Half the respondents visit Uphams Corner most frequently on the weekends
and half during weekdays. Uphams Corner is lively on Saturdays but on
Sundays businesses tend to be closed or have limited hours. Given that
shoppers visit Uphams Corner as frequently on the weekends as they do
during the week, businesses should consider extending weekend hours,
particularly on Sunday.

Types of businesses or services customers would like to see
Customers were generally satisfied with the business mix and many com-
mented that they considered this to be a strength of Uphams Corner. When
asked what stores they would like to see, clothing and shoes received 29% of
the responses with restaurants following at 13%. The greatest number of
responses were in the “other” category which included responses such as
more financial services, activities for youth, hair salons and other specialty
items for African Americans, and a movie theater.

Total 84 100%

Figure 8: Strand Theatre Atfendance

84 out of the 94 people surveyed answered this question resulting in an 89%
response rate. This high response rate may indicate that people were familiar
with the Strand Theatre so that they felt the question was worth answering
even If they did not attend the Strand Theatre. It is also encouraging that
more than half of the respondents currently go to the Strand Theatre, support-
ing the feasibility of strengthening the arts and cultural niche and the potential
to draw lower-income patrons to the Strand (considering that 77% of the
respondents had an annual household income of less than $35,000).

MIT/UCMS 2001
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P
Parking

82%
Bus Stops ' 61%
Safety 75%
Walkability - 66%

Figure 9: Dissatisfaction with Uphams Corner Amenities

Comments regarding dissatisfaction with parking consistently reported that there
was too little parking.

Comments regarding bus stops included the desire for benches and better
identification of bus stops, as well as more frequent service.

Comments on safety were less related to crime and more specifically directed at
haphazard driving, speeding on Columbia, and unsafe or poorly-marked
crosswalks. -

Comments on walkability mirrored the comments on pedestrian safety, empha-
sizing the lack of safe and well-marked crosswalks.,

Favorite thing about Uphams Corner
The most commeon responses to this were convenience and diversity. Other -
comments included the ethnic niche, friendliness of the people, shopping,
clothing, and ethnic foods.

The least favorite thing about Uphams Corner
Congestion and traffic were the most common responses, as well as trash
and the general lack of cleanliness.

Summary :

Intercept Surveys captured a picture of who the current shoppers are at Uphams Corner.
The intercepted shoppers were a diverse ethnic mix of predominantly African American,
Latino, and Cape Verdean. They were also lower-income, earning an annual household
income of less than $35,000. They were shoppers who arrived to the district on foot (43%)
and by bus (31%) and by car (22%) and they lived both locally and in the regional area.
The majority of visitors to Uphams Corner came to shop in the diverse retail mix where they
purchased primarily groceries, clothing and shoes, and conducted their banking. Many
also came from other neighborhoods to visit family who still live in the neighborhood in
which they grew-up. While generally satisfied with the diversity and convenience of the
neighborhood, visitors found there to be problems with congestion, traffic and parking,
leading to concerns for pedestrian safety. Visitors hoped to see cleaner streets, safer
crosswalks, more restaurants, more clothing and shoe stores, more programs for youth,
and more theater and comedy at the Strand.
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Intercept survey data showed that Uphams Corner currently captures less than 20% of the
market for restaurants (both sit-down and fast food), appliances and electronics, furniture,
and video rentals, and music. The observed anchors in the district which capture greater
than 50% of the market are groceries purchased at America's Food Basket and banking.

Other smaller market niches capturing 30% to 49% of the market are clothing and shoes,

pharmacy goods, barber and beauty services, laundry, dry cleaners, baked goods, and fish -
and meat.

BUSINESS SURVEY RESULTS

The following business survey results were a useful tool to learn more about the needs of
the business community and the relationships that exist in the district. The businesses in
Uphams Corner offer a variety of goods and services and include establishments as varied
as restaurants, furniture stores; grocery markets, laundry facilities, physical therapy offices,
real estate brokers, and coffee houses.

Ideas or suggestions to atiract more people to Uphams Corner and improve or expand
economic activity in the district: :

« Expand availability of parking

« Increase street cleaning

« Increase security

» Increase number of restaurants

«  Provide homes for the homeless

» Host more community outreach programs during wintertime

+ Recruit corporate businesses to contribute resources

« Continue to work on storefront improvements

Causes of change in annual sales:
+ Safer neighborhood
»  Elimination of competition
Other stores around us and the unsafe environment
More tenants

« Delivery
- Advertising
Businesses with whom you share the most customers:
1 Choice - 2n Choice 34 Choice
Fleet Bank Citizens Bank AMB
Uphams Corner Pizza Post Office Strand Pharmacy
Style ‘ El Frutero Payless Shoe Source
Liquor Store Laundromat Party Hairdress:
Flea Market America’s Food Basket = Home Realty
Cable Vision Bakers Corner Island Music

MIT/UCMS 2001 15



Summary

The results of the business survey reinforce the suggestions, concerns, and preferences of
the intercept survey respondents. Like the intercept respondents, business owners be-
lieved that restaurants would increase pedestrian activity, encourage shopping in the
district, and create nighttime retail activity that is currently absent in the district. Businesses
also thought that street cleaning, trash removal, and the continuation of storefront improve-
ments would increase shopping in Uphams Corner. Like intercepted shoppers in the dis-

trict, businesses perceived parking to be a major factor in accessibility to the district and
success of their sales.

Business surveys also revealed that businesses were aware of the various market niches
in the neighborhood and have found that banks, restaurants, beauty salons and America’s
Food Basket attracted customers to their businesses. This suggests that strengthening the
working relationships among the business community through the formation of a business

association could improve the existing customer-sharing that contributes to the overall
sales in Uphams Corner.

ECONOMIC OVERVIEW

The Dudley Street Corridor is the economic heart of the district. The corridor appears to
have a vacancy rate of less than 8%. The key businesses that line the street are America's
Food Basket (AFB), discount clothing stores, and personal care vendors. These businesses
are predominantly convenience oriented and tend to provide low-price goods that target the
ethnically diverse clientele that frequents the area. The opportunity exists to create addi-
tional linkages to AFB that capitalize on the specific preferences and needs of the ethnic
groups that shop there. Further opportunity exists to promote the ethnic character of the
neighborhood via the annual Main Street Uphams Corner-sponsored street festival and
other cultural traditions. In addition, a key element of strengthening this corridor is the
development of a physical pian that will improve the streetscape, address parking issues,
and improve the perception of public safety.

Economic Anchor

America’s Food Basket: In accord with our market analysis, Andy Waxman's
1998 Main Streets Intercept Survey also found grocery shopping is a strong
market with 65% of the respondents stating they do their grocery shopping in
the district. In fact, America's Food Basket itself accounts for 17% of the foot
traffic in the district. [n addition, ICIC’s assessment in December 1998 indi-
cates that AFB also accounts for 11% of all wages paid, revenue, employ-
ment, store traffic and leased space. The market boasts 16,000 shoppers a
week and is purported to attract Hispanic and Cape Verdean customers
throughout Boston and beyond due to its exceptionally wide selection of
ethnic groceries.
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Economic Niches

Clothing/Shoes Niche: A number of low-price clothing stores are clustered in
the area. The most successful appears to be L & M Bargain. According to the
1998 intercept survey data, L & M Bargain is an anchor drawing about 7% of
the total foot traffic, exceeded only by AFB and Fleet Bank. According to
Andy Waxman's thesis, L & M is one of the only clothing stores in Boston that
offers inexpensive school uniforms and therefore draws a large number of
people to the area to purchase these items. In addition, J. Silver, Style, and
Payless Shoe Source are also located in the area. The intercept data support
the idea that there is a preference among shoppers for low-price clothing and
shoes. This is also consistent with per capita income data, which are consid-
erably lower than the Boston area average at $14,000 vs. $24,000 (Source:
1990 Census). With the main competitor being Downtown Crossing, the
convenience of the district could draw a much broader market if this niche
were more fully developed and more successfully promoted.

Ethnic Foods: Uphams Corner serves a diverse community. According to the
1990 Census data, the racial composition in the surrounding neighborhood is:
43% Black, 35% White, 17% Hispanic, 4% Asian, 1% American Indian and
17% Other. In addition, the 1998 Main Streets Intercept Survey suggests that
shoppers in the district speak a wide variety of languages at home. Among
the 357 respondents, 6% speak English, 24% Spanish, 26% Cape Verdean,
5% Portuguese, 4% Haitian Creole, 1% Vietnamese and 2% Other. This rich
mixture of cultures and languages can be perceived as an asset to the shop-
ping district. With America’s Food Basket as an anchor, there is the potential
to foster development of additional ethnic food related businesses such as
bakeries or other products and services that target these ethnic groups.

Under-utilized Asset
The Strand Theatre: When the Strand Theatre opened in 1918, it was recog-
nized as one of the most beautiful theatres in New England by the Boston
Herald. During the roaring 20s it was known for both cabaret and silent mov-
ies. Nonetheless, due to a variety of factors, it went bankrupt in the early
1970s and was seized by eminent domain by the City of Boston. Following
renovations, it was reopened as a non-profit organization, McCormack Center
for the Arts, in 1979. The organization currently hosts a variety of out-of-town

performers while providing a venue for many local performlng arts groups at
reasonable rates.

Once in the district, one cannot help but notice the physical anchor of the
Strand Theatre. This entity is among the district's key physical assets. The
Strand Theatre operators are very active in increasing the economic viability
of the theatre; UCMS can play an important supporting role in these efforts.
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Strengthening the arts and cultural niche would encourage Strand Theatre

~ goers to stay in the district before and after performances to make use of
other businesses in the area. It could also draw more diverse shoppers to the
district both geographically and economically.

MARKET ANALYSIS

Armed with the many existing reports, we conducted our own assessment of the market
potential in several key sectors that we felt built on the ethnic niche, or complemented, and
potentially strengthened the Strand. These sectors included:

+  Food away from Home (restaurants)
« Food at Home (groceries)

» Clothing and Shoes

+  Pharmacy

« Personal Services (hair/nail salons)

Our first step in the market analysis was to compute the estimated sales in Uphams Corner
for each of the five sectors. This was done using the square footage per establishment
provided .in the Anderson Consulting study and the sales estimates per square foot re-
ported in the Urban Land Institute’s 2000 edition of Dollars & Cents for Shopping Centers.
It is important to note that we used estimates of median sales for Community Shopping

Centers. A summary of the results follow (for a detailed spreadsheet, refer to the Appendix
2A):

Food away from Home $ 2,883,877
Food at Home $11,750,227
Clothing/Shoes $ 3,083,713
Pharmacy $ 2,432,000
Personal Services $ 1,655,255

Figure 10: Estimated Sales in Uphams Corner

Next, we computed the spending potential in the 0.5 radius and the 1.0 mile radius utilizing
the Claritas 1998 Consumer Spending Patterns Report, City of Boston Uphams Comer
Mains Streets Profile Report, 1998 and the Anderson Consulting Report, December 1998.
We also calculated the spending potential among lower-income residents (households
earning less than $50,000 annually) in the 0.5 mile radius and the 1.0 mile radius. For this
analysis we also referenced the Consumer Expenditure Survey, 1998-1999. Detailed

results of these analyses are avallable in Appendices 2b, 2¢, 2d and 2e. A summary is
provided in the following graph.
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Uphams Corner Market Analysis
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Figure 11: Comparison of Estimated Sales with Spending Potential

Our findings showed that in the 0.5 mile radius, there is an untapped market for both
restaurants and clothing/shoes. Specifically, the district only captures 26% of the food
away from home, resulting in a sales gap of $8,290,823. In addition, the district only cap-

tures 45% of the potential spending for clothing and shoes. This translates into a sales gap
of $4,845,107.

In the 1.0 mile radius, there is potential to expand the market in all five categories.
The capture rate for food away from home in the 1.0 mile radius drops to a mere 9%, re-
sulting in a sales gap of $30,168,554. Clothing and shoes bought in the district only com-
prises 15% of the potential market. Hence, a sales gap of $22,123,974 exists. The market
for groceries, which appeared saturated at the 0.5 mile radius with a 65% capture rate, has
room for growth at the 1.0 mile radius. The capture rate of 22% reflects a sales gap of
$41,813,017. Similarly, pharmacy, which had a capiure rate of 73% in the 0.5 mile radius,
only has a capture rate of 25% in the 1.0 mile radius. This represents a sales gap of
$7,417,785. Even personal care which had a negative sales gap in 0.5 mile radius exhibits
potential at the 1.0 mile radius. The 39% capture rate in the 1.0 mile radius reflects a
$2,551,869 sales gap.
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There are two strategies for expanding the market in Uphams Corner, The first is to con-
tinue to target lower-income shoppers from a larger geographic area. The second is to

diversify Uphams Corner's offerings to attract more middie income shoppers from within
Uphams Corner by increasing the number and type of restaurants and strengthening the

arts and entertainment niche. Our recommendation is that UCMS promote both these
strategies at once.

If the district continues to target lower-income shoppers as appears to be the current situa-
tion from our intercept data, the market within the 0.5 mile radius for each of the five cat-
egories is saturated. However, with successful promation, there is room to expand this
market in the 1.0 mile radius and beyond. Specifically, the capture rate for food away from
home among households earning less than $50,000 per year in the 1.0 mile radius is only
19%. This reflects a sales gap of $12,644,587. The capture rate for clothing and shoes
among this same population is 29%, which translates into a $3,983,713 sales gap. Even

the capture rates of food at home (45%), pharmacy (43%), and personal services (47%)
show some room for growth.

With increased promotion, the
Uphams Corner Main Streets District i
could serve a market area beyond the :
02125 zip code.

Possible Zip Code

Market Areas:

» Dorchester= 02122

= Dorchester Center= 02124
= Grove Hall= 02121

= Roxbury= 02119

= Roxbury Crossing= 02120
= Jamaica Plain= 02130

#  Uphams Corner= 02125

Figure 12: Zip Codes Neighboring Uphams Corner

Indexing household incomes for neighboring zip codes from the 1990 Census data, we
estimated the potential spending by households earning less than $50,000 annually based
upon the 1998-1999 Consumer Expenditure Survey. The capture rates for the Uphams
Corner Main Streets District in all five categories were extremely small. A summary of the
results follow (for a detailed spreadsheet, refer to the Appendix 2f):
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Food Away from Home 3.13% $89 168,178
Food at Home 7.58% $143,266,043
Clothing & Shoes 4.86% $3,983,713
Pharmacy 7.41% $2,432,000
Personal Care 7.99% $19,068,873

Figure 13: Capture Rates for Selected Categories

The data indicate there is room for market growth in all five areas if UCMS is successful in
marketing the district to low-income households in the surrounding zips.

In order to gage the competition in each of these areas, we made a comparison of the
number of establishments in Uphams Corner relative to the surrounding zip codes. In
particular, we looked at the number of clothing and shoe stores, the number of eating and
drinking establishments, the number of drug stores/proprietary stores, and the number of
grocery stores. The information was tabulated from the 1897 Zip Code Business Patterns
Comparison. These data indicate that in 1997 no single neighboring zip code dominated in
any of the five categories. New stores may have opened since 1997, but our study shows
that Uphams Corner is relatively competitive with each of the surrounding districts. In
particular, our assessment indicates the best areas to focus promotion are Dorchester
(02122) and Dorchester Center (02124) which have particularly low numbers of eating and
drinking establishments, grocery stores, and to a lesser extent clothing and shoe stores.
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the intersection of Columbia
Road and Dudley Street.

s

Figure 14: Notable buildings at

Figure 15: The width of
Columbia Road makes it a
barrier to pedestrians.

Figure 16: Commuter rail
bridge over Dudley Street.
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PHYSICAL ANALYSIS

Uphams Corner is a neighborhood at the intersection of
four streets: Columbia Road, Dudley Street, Stoughton
Street, and Hancock Street. As a crossroads, the neigh-
borhood is simultaneously an intersection through which
thousands of people pass everyday, and a destination to
which thousands of people travel everyday. The chal-
lenge it faces is how to maximize its quality as a destina-
tion, while minimizing the negative side effects associ-
ated with the flow of traffic that passes through the area.

The following section describes the general physical
condition of the district, gathered from visual analysis,
customer intercept questions, and stakeholder questions.

The Streets :

Columbia Road, a 4-lane arterial connecting to other
arterials (such as Massachusetts Avenue) and to the
Boston metropolitan area, is the widest and busiest
street. Columbia Road effectively divides the district, due
to the size of the right of way and the speed of the fraffic.
These factors create strong disincentives to cross from
one side of the district to the other on foot, and make
walking along the road unattractive.

Dudley Street is a narrower street, but just as busy. It
accommodates one lane of traffic in either direction.
Dudley Street connects Uphams Corner to adjacent
neighborhoods, such as Dudley Square. Stoughton
Street and Hancock Street are less traveled, and connect

the Uphams Corner commercial district to the immediate
neighborhoods.

The Buildings

The commercial district is made up of mostly 1-2 story
structures, with some architecturally notable multistory
buildings at major intersections.

Edges and Entrances

Depending on the direction from which one enters the
district, Uphams Corner is bounded by stronger or
weaker edges. The strongest edge is on Dudley Street.
The commuter rail bridge acts as a de facto gateway into
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the district, so that as one drives or walks under it, it is
obvious that one has left one neighborhood and entered
a new one. The quality of maintenance on the bridge,
however, makes it a less than attractive experience. The
most gradual transition occurs on Stoughton Street. Due
to the size of the street and the buildings, the commercial
uses blend in very well with the surrounding residential
areas, so that one arrives at Uphams Corner before
realizing it.

Figure 17: Municipal buildin
Columbia Road passes through partial gateways. Ap- on Columbia Road.
proaching from the south, the Municipal Building, due to
its size, architecture, and corner placement, marks the
entrance to the district. However, the width of Columbia
Road partially mitigates the effect of this gateway. This is
even more the case when entering from the north. Al-
though the firehouse serves as a landmark, it lacks
complementary streetscaping to counteract the width and
speed effects of Columbia. Creating a welcoming gate-
way makes drivers feel that they are arriving at a destina-
tion, and not just driving through an intersection.

\ . . : iqure 18: Fi jon .
Lack of physical amenities ?gll:;rf?bi 3 gg: dStat;on on
The district’s streetscape lacks pedestrian amenities, :
including public gathering space and street furniture. This

is especially true at bus stops, where commuters are
forced to wait for buses without benches or shelters.

Quality of maintenance

One of the main concerns customers expressed in the
surveys was the lack of cleanliness of the streetscape.
Maintenance of the streetscape is inconsistent. In some
places, businesses have made special efforts to install
and maintain trash cans; however, a few blocks away,
trash cans overflow and spill out onto sidewalks and the
street. Street trees, in places, have lost their protective
grates. Portions of sidewalk require maintenance in > _
some areas, especially where they are heavily used. F'g're' '19ura at Stougho
Evidence of work R CnIRIa,

The district has been the focus of physical renovation in

the past, and evidence of thoughtful work can be found in

murals, the small park on Dudley Terrace, storefront

improvements, and brick sidewalks.
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Figure 20: A wide variety of
storefront signage is available
within the district.

Stoughton Street.

Figure 1 "

the commuter rail stop has few
amenities.
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Figure 22: The waiting area at

Storefronts: Variety of presentation

A wide variety of display and signage styles exist in the
district — sometimes within a single business. Our initial
assumptions led us to believe that such heterogeneous
signage would be a disincentive to shoppers, but the
customer intercept survey suggested otherwise. When
asked directly, a majority of people did not express dis-

satisfaction with the storefronts and displays in the dis-
trict.

Open Space

Uphams Corner is a built-up district with little open space
of any kind. The largest parcel of open space, the cen-
trally-located Dorchester North Cemetery, is not used as
a public space. Cemeteries are sometimes used as
parks; Mt. Auburn is probably the most famous example
of this kind of use. Recognizing the paucity of open
space, we identified potential open space inthe district.
Some of these spaces are currently parklng lots, others
are vacant or underutilized parcels.

Parking

A successful cormmercial district convinces drlvers to get
out of their cars and become pedestrians, even if only for
a few minutes. For that to happen, safe and convenient
parking must be offered to those who drive to Uphams
Corner. Uphams Corner contains an adequate and well-
distributed supply of private lots. These lots meet the
needs of those who drive to work in the district. Visitors,
on the other hand, must use on-street parking and one of
two municipal lots located north of Dudley Street and
west of Columbia Road. As a result, on-street parking is
generally full during business hours; illegal parking and
double parking is also common.

According to surveys and interviews, the municipal lots
are heavily used during the day, but suffer from safety
concerns at night. At the same time, the lack of parking
navigation signs directing drivers into the lots tends to
create confusion for visitors. Another concern with the
municipal lots is entering and exiting. Two one-way
roads lead into the lots from Dudley; these are the only
entrances. The only exits are out onto Columbia Road.
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Figure 23: New and Recent Development in the District

New development projects are under way throughout the district. The largest project in the
district is the Transit Oriented Development pilot project sponsored by the MBTA and the
BRA. Uphams Cormner is a case study for the development of a city-wide transit-oriented
strategy. Service improvements being proposed include the addition of Indigo Line trains
on the commuter rail alignment which will provide more frequent service to South Station.

¥  The Uphams Corner Marketplace on Columnbia Road is the largest renovation

currently underway. When complete, the multi-story tuilding will house a mix of
retail, office and residential uses.

¥ On Dudley Street, a new restaurant and video store are in the works, including a
dramatic facade improvement.

¥% On Columbia Road just opposite the Strand Theatre, a new restaurant is opening
soon.

¥ Recent facade improvements have taken place at Amarica s Food Basket, the Strand
Pharmacy, and businesses along Steughton Street.
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GOAL 1: STRENGTHEN EXISTING ARTS AND CULTURAL
NICHE

Given the strength of the Strand Theatre as an arts and cultural center that draws people to
Uphams Corner, a key part of an economic development strategy is to promote comple-

mentary businesses and organizations that encourage Strand Theatre patrons to use the
district more.

a) Restaurants

Strand representatives and customer intercept surveys of shoppers in the
district identified the need for more restaurants. Currently, there are a few
small restaurants near the Strand Theatre, but they are too small to accom-
modate the number of Strand patrons who would like to eat there and many

of the restaurants do not stay open in the evenings; there are also not enough
sit-down restaurants.

b) Arts-related organizations
Throughout the year, arts and cultural organizations rent space at the Strand.
Many of these organizations could utilize upper-floor rehearsal space and a
place for their offices. There may be available upper-story floor space on

Columbia Road as weli as ground floor space in the Uphams Corner Market
Place that could be marketed to arts and cultural organizations.

c) Youth-related organizations
The Strand Theatre has a long tradition of youth programs in the arts. Many of
the people we intercepted wanted to see more youth-related activities. Youth

organizations, particularly those that focus on the arts, could be encouraged
to move to Uphams Corner.

Action 1: Link Strand Theatre patrons to other businesses in the district

a) Intercept Strand Theatre patrons
Over half the people that we intercepted said that they went to the Strand
Theatre. Based on this finding, we recommend conducting an intercept
survey that specifically targets Strand Theatre patrons to find out how they
are using the neighborhood. What type of restaurants would they like to go to
before/after shows? How much would they be willing to spend? Where do
they live? What means of transport do they take to get to the theatre? Is
parking a problem? What about public transportation? What kinds of perfor-

mances are they most likely to attend? What amenities or businesses would
they like to see in the area?
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b) Create Strand Theatre/ UCMS Working group
The findings from the Strand Theatre patrons’ intercept survey could be

implemented by a Strand Theatre/UCMS working group to set priorities for the
district.

¢) Organize focus groups with local artists and business owners
In discussions with representatives from ACT Roxbury, we learmned that they
facilitated focus groups with local artists, business owners, and other commu-
nity members to identify the needs of all involved. The Strand Theatre/UCMS

working group could organize these focus groups to promote arts and culture
in the district.

d) Promote district businesses at Strand Theatre performances
One way to encourage Strand Theatre patrons to visit area stores and restau-
rants is to provide incentives for potential customers. Local businesses could
advertise in Strand programs. Coupons to local stores and restaurants could
be distributed to Strand patrons or Strand Theatre ticket stubs could be used
for automatic discounts at local stores.

Action’2: Recruit a diverse array of local, independently-owned
~ restaurants

It has been shown that clustering restaurants has a positive effect on sales. There are
already a number of restaurants on Columbia Road and Hancock Street; however, the
market sales analysis and the intercept surveys demonstrate that there is sufficient demand
for more. Since the Strand Theatre attracts a diverse clientele from many racial and ethnic
groups and income levels, the restaurants in Uphams Corner should be equally diverse.
UCMS could work to recruit a diverse array of local, independently-owned restaurants.
Owners of successful restaurants in surrounding areas might be encouraged to open a
second restaurant in Uphams Corner. (see Appendix 3a for map of existing restaurants)

a) Encourage existing restaurants to extend hours
Since many of the restaurants on Columbia Road are closed in the evening,
they do not tap into the market created by Strand performances. UCMS could
work with local restaurant owners to identify why they are closing early. There
may be concerns of safety that need to be addressed so that restaurant
owners feel more comfortable keeping longer hours. (These concerns will
also be addressed in Action 4.)

b) Create a recruitment brochure
Demonstrating the market potential for restaurants in Uphams Cornerin a
recruitment brochure may be one way to attract local entrepreneurs to the
area. A recruitment brochure that identifies Uphams Corner as an ideal place
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Figure 25: Businesses adjacent
to the Strand Theatre.

gure elp
define a destination.
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to start a restaurant could also outline the
resources available to restaurant owners
from UCMS, the city, and local banks.

c¢) Provide technical assistance targeted to res-
taurant entrepreneurs ‘
Working with the Dorchester Bay Economic
Development Corporation (DBEDC), UCMS
could help provide technical assistance to
restaurant owners who are considering
locating in Uphams Corner. Technical
assistance could also be provided to local

restaurants who are currently serving the
market.

Action 3: Recruit arts-related uses for second
floor space '

UCMS could work with the Strand Theatre to identify arts

and cultural organizations who might want to relocate to

second-floor space in Uphams Corner. UCMS might

consult other communities who have successfully cre-

ated neighborhood-based arts and cultural networks (i.e.,

Reggie Lewis Track and Field Center, ACT Roxbury,
Jorge Hernandez Center).

Action 4: Improve the identity and accessi-
bility of the district with physical
improvements

In order to strengthen the existing arts and cultural niche,

we have identified some ways to physically improve the

identity and accessibility of Uphams Corner. They are:

a) Enhance the identity of Uphams Corner:
¥ Place gateways at each of the 4
entrances of the district. These
gateways could be in the form of
murals, attractive signage, or sculp-
tures and will help people identify
Uphams Corner as a neighborhood.
Creating a fifth gateway on Hancock
Street should also be considered.
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«  Place Uphams Corner banners on
existing lampposts throughout the
district to allow visitors to identify the
area.

+ Increase public art (in the form of
murals, historical photos, and sculp-
ture) at key intersections to enhance

i,

the streetscape and celebrate the Figure 27: Bus stops ca
Strand Theatre, neighborhood diver- combine functionality with

sity, and youth. Refocus UCMS elements of the neighborhood’s
physical improvement funds to fund character.

public art.

«  Encourage functional public art in
the form of eyecatching, unique bus
stop shelters at three key locations:
Hancock Street and Columbia Road,
Dudley Street and Columbia Road,
and Dudley Street and Belden
Street.

» Plant trees and other greenery in the
medians along Columbia Road.
Replant trees in existing tree plant-
ers along the sidewalks on Columbia
Road.

b) Provide legitimate spaces for public activities:
» |dentify under-utilized lots and gen-
erous sidewalk space that could be
transformed into safe areas for
public seating.

creative bus stop design.

= Preserve the above-mentioned
spaces for future public use.

« Encourage the development of
quasi-public space (i.e. exterior
seating at new restaurants).
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c¢) Provide pedestrians with a greater sense of security:

* Increase the duration of walk signals along Columbia Road, particularly
at the Columbia Road /Hancock Street intersection.

» Expand the width of sidewalks at the existing crosswalks so pedestri-
ans have less distance to cross (this also provides more space for
street amenities such as trash receptacles, benches, public art,
plantings, and light fixtures).

» Change the material of the crosswalk to brick at the intersection of
Columbia Road and Dudley Street and of Columbia Road and
Hancock Street so drivers are more aware that crosswalks exist. This
also will add to the aesthetic presence of the district.

Increase signage that states pedestrians have the right of way.

Improve general maintenance of storefronts, streetscape, and trash

pick-up to help improve the perception of safety and care throughout
the district. ,

d) Provide drivers with more parking options:
* Provide a greater security presence at existing parking lots. Perhaps

businesses can pool together funds to hire parking attendants {espe-
cially during night hours).

* Increase and install vandal-proof lighting in parking lots.
Increase signage at key intersections and at the entrance of parking
lots. These signs could display a circulation map and explicitly state
where parking is located, and to whom it is available.
e) Provide drivers with greater driving ease:

* Reconfigure one-way streets leading to public parking lots for easier
access.

*  Provide a 15-minute parking zone in front of the Strand Theatre so
patrons can purchase tickets and drop off/pick up passengers.

* Introduce metered parking along Columbia Road and Dudley Street to
increase parking turnover rates.
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and cultural organizations,

*  Attract sit-down restaurants intp ground floor spaces adjacent to the

* Dudley Street ang Belden Street
* Dudley Street ang Columbia Road

* Columbia Road and Hancock Street
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Figure 29: Focused Improvement 2, Intersection of Dudley Street and Columbia Road

We looked closely at ways to improve the identity and access of the intersection of Dudley
Street and Columbia Road. Because Columbia is somewhat of a speedway for drivers we
addressed ways to make it safer for pedestrians by improving the visibility of the cross-
walks, increasing the number of plantings and banners along the median. Likewise, to help
drivers maneuver the district with greater facility, we identified key locations where parking
signs with explicit circulation routes should be placed. To enhance the presence of the

corner we propose adding more public art to complement the mural that currently highlight
the corner. '
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Figure 30: Focused Improvement 3, Intersection of Columbia Road and Hancock Street

We also focused on the intersection at Hancock Street and Columbia Road to improve the
corner s presence and accessibility in the district. With the goal to strengthen the existing arts

: and cultural niche in mind, we looked at ways to make it safer for pedestrians to move through

! the district so that getting to and from the parking lots, the Strand Theatre and other businesses
would be less cumbersome and more enjoyable. By eliminating one right turning lane onto
Hancock Street, we were able to expand the sidewalk to create a small public square that could
house a new unique bus stop shelter, public seating, and other sidewalk amenities. Like Davis
Square, this public square could also serve as outdoor seating space for the Arizona Ribs
restaurant that is currently in construction. Additional planting of trees and other greenery could
improve the quality of the space for pedestrians and drivers alike, by reducing the large ex-
panse of the median strips along Columbia Road. This is another area where directional signs

that identify parking lots and key businesses, as well as pedestrian right-of-way signs, are very
much in need.
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Figure 31: Long-Term Development Projects

Some long-term development projects could also help strengthen the arts and cultural
niche in Uphams Corner. ColorTyme, the business that occupies the ground floor of the
building directly adjacent to the Strand Theatre, will be ending its lease within the next year.
This space would make an ideal site for a new sit-down restaurant, complementing the
other restaurants along Hancock Street and the Strand Theatre. The alleyway off Dudley
Street (next to the L & M Clothing store) could be developed into quasi-public outdoor
space. The ground floor space facing the alley could be developed into eating establish-
ments. The alleyway could be used as an outdoor or semi-covered outdoor food court. The
upper floors of adjacent buildings that overlook the alley could serve as office space.

34 MIT/UCMS 2001



There have been on-going discussions about the future use of the Yasmeen Furniture-
building’s site and the existing warehouse on Dudley Street. Some stakehoiders think both
spaces could be used for entertainment-related purposes (movie theatres, restaurants
etc.). Alternatively, both sites have been thought of as potential for a brand name store
which might attract a class-neutral clientele (e.g. CVS or other convenience-related store).
Some think the warehouse is an ideal space for a train station providing public amenities,
restaurants, and community gathering space. '

GOAL 2: ENHANCE EXISTING LOCAL MARKET NICHES
AND BUILD ON ANCHORS

In and around Dudley Street there is considerable economic activity. Our intercept surveys,
business surveys, and market analysis demonstrated that there are many elements of the
local business district that currently work very well. Overall, customers were satisfied with
the guality and prices of the goods and services provided by the district. When asked what

people liked most about Uphams Corner, the top two responses were dlver3|ty and conve-
nience.

Our market analysis and intercept surveys identified groceries and clothing/shoes as two
market sectors that Uphams Corner has been successful in capturing. These findings
supported previous studies that identified America’s Food Basket as an anchor drawing
people from all over the district and surrounding neighborhoods. Many of the customers
we intercepted said they shopped at America’s Food Basket because it carried a variety of
ethnic foods that were not available at other grocery stores.

Our market analysis also found that there is a niche for low-priced clothing and shoes in
Uphams Corner comprised of L&M Bargain, J. Silver, Payless, and several independent
stores. There is room for Uphams Corner to expand its share of the market for these goods

in the 1.0 mile radius and beyond. (See Appendix 3b for map of existing clothing & shoe
store locations)

Action 5: Focus business recruitment on clothing/ shoes and ethnic
specialty foods

a) Create a recruitment brochure
While many entrepreneurs may be reluctant to locate a clothing/shoe store or
small grocery store in an area that already has similar existing stores, a
recruitment brochure could demonstrate that these types of businesses actu-
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ally work well together. The brochure could highlight the current sales gap
and Uphams Corner’s untapped potential market as well as identify key
resources and technical assistance available to entrepreneurs.

b) Identify successiul area entrepreneurs

UCMS could identify successful area entrepreneurs and encourage them to
open a store branch in Uphams Corner.

c) Provide technical assistance to clothing/shoes and food-related enterprises
In much the same way that UCMS and DBEDC could work with local restau-

rant owners, they could also focus attention on clothing/shoe stores and food-
related enterprises.

 Action 6: Capture broader market area

Based on our market analysis, we suggest the following strategy to capture a broader
market area:

a) Create a promotion sirategy which focuses on Dorchester
Since Uphams Corner is already attracting a significant proportion of its
customer base from Dorchester, a promotion strategy to capiure a broader
market area might focus on Dorchester. Coupens books for Uphams Corner
stores could be distributed in Dorchester at stores libraries, schaoals, health
centers etc.

b) Create Iinkages with existing anchors
Since America's Food Basket already adveriises in and beyond Uphams,
stores in the area could advertise and offer coupons in the AFB circular.

c) Coordinate district-wide sales event:
UCMS and local businesses could promote a district-wide sales event in
Uphams Corner. All the businesses could offer a discount on a certain day or
weekend. Flyers could be sent out that promote the district-wide sales event
(e.g. “Shop it up in Uphams!” or “Uphams! I's just around the corner”). UCMS
and local businesses could work together to theme the sales event.

Action 7: Qutreach to ethnic markets

a) Advertise collectively in local ethnic newspapers, radio, and cable access
programs.

UCMS and local businesses can highlight the ethnic stores and restaurants in
Uphams Corner-through a targeted advertising campaign in newspapers such
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as El Mundo, Haiti Observateur, and the Boston Haitian. Commercials for
Uphams could be broadcast on cable access and ethnic radio stations.

b) Develop multi-lingual advertising materials ,
Since Uphams Corner serves a diverse mix of ethnic groups who speak
different languages, UCMS can work to create multi-lingual advertising mate-
rials in Spanish, Haitian Creole, and Portuguese, etc. '

c) Plan promotional events around ethnic holidays
Since there are many ethnic holidays throughout the year, UCMS and local
businesses could plan promotional events around them.

d) Distribute coupon books and promotional materials at the Uphams Corner
Street Festival '
The Uphams Corner Street Festival has been a success at drawing people to
the neighborhood. It provides an excellent opportunity o market the district to
a diverse group of people: its residents and people who come to the festival
from other neighborhoods.

GOAL 3: STRENGTHEN UCMS CAPACITY TO ACHIEVE
THESE GOALS

In proposing these action oriented goals, we recognize that UCMS must have the organiza-
tional capacity to carry out these tasks. UCMS will have to rely on existing organizational
infrastructure as well as leverage resources and relationships in the district to implement
these goals. UCMS will have to rely on Uphams Corner’s strong base of organized busi-
ness owners, while at the same time enhancing its identity in the business community. In
short, the following are three ways in which UCMS can build capacity:

1. Tap into local networks of existing organizations
2. Foster development of a Business Association
3. Enhance UCMS presence in the business community

Action 8: Clarify role and capacity of UCMS

a) Coordinate efforts with Dorchester Bay EDC:
IUCMS is currently housed in the offices of Dorchester Bay Economic Devel-
opment Corporation (DBEDC). The organization not only hosts UCMS, but is
also an important partner. DBEDC, an established community based eco-
nomic development corporation, is rich in expertise in business development
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and provides valuable services to small businesses. UCMS should seek to
formalize an arrangement with DBEDC, whereby business owners can ben-
efit from the DBEDC's Commercial Revitalization Program and other forms of
technical assistance.

b) Function as liaison for businesses to other resources:
UCMS is limited in its scope. It cannot provide all the services and resources
businesses in the district need. It can, however, serve as a liaison to other
organizations and resources that meet these needs. UCMS should develop a
referral program that links businesses to key public and private resources in
the city and beyond.

c) Create monthly newsletter to distribute to businesses and other organizations.
Communication Is key to strengthening UCMS relationships and enhancing
its identity in the district. A monthly newsletter will serve 2 main functions:

« Inform district residents, organizations and business owners of UCMS
activities '

+  Share general information about the district including new develop-
ment projects and proposals, neighborhood activities, and upcoming
events. It can also serve as a forum through which business owners
and residents voice their concerns or advertise services and products.

Action 9: Foster development of a Business Association

The level of organization of the businesses in the district has a direct impact on the
sustainability of UCMS and its ability to carry out goals. Businesses are the central actors
in the Main Streets landscape because they have an economic stake in the development of
the district and must be engaged in this process. UCMS should focus efforts on cultivating
the development of a strong and functioning business association.

a) Regular one-on-one meetings with business owners:
Regular meetings with individual business owners establishes a consistent
line of communication and demonstrates to business owners that UCMS
values their presence in the district.

b) Map out existing relationships among the business community and capitalize
on these networks:
While a formal business association does not exist in the district — business
owners may still have strong informal relationships with one another. UCMS
should seek to identify these relationships and use this network to form the
basis of an association.

38 MIT/UCMS 2001



c) Use a catalyst issue/project to organize business association:
Often times, communities need a common issue or project around which to
organize. UCMS Is fortunate to have a number of ongoing projects in the
district that could serve as catalyst for collective concern and action. From
one-on-one meetings with business owners or small focus groups, UCMS
could identify potential catalysts. Examples of these kinds of projects or
issues include:

»  The BRA Transit Oriented Development Project
« Safety Issues
Maintenance

CONCLUSION

Combining a number of economic and physical design analysis tools, the MIT/UCMS team
developed a proposal to continue the efforts of the UCMS initiative. The goals of our rec-
ommendations are to: strengthen the existing arts and cultural niche, enhance the existing
local market niches and build on anchors, and strengthen UCMS capacity to achleve these
goals. To reach fruition, these recommendations will require thoughtful collaboration be-
tween the existing organizations in the district.

In summary, Uphams Corner has tremendous potential to build on the strength of the
economic diversity of the district. We have been impressed by the level of commitment and
the quality of work that has already been done in the district. We hope that some elements
of this proposal can play a part in the continued revitalization of Uphams Corner.
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Appendix 1a
UPHAM’S CORNER CUSTOMER SURVEY

Uphams Comer Main Streets would like to find out more about the people who live and visit
Uphams Comer: who you are, where you shop, and what goods and services you need. Thank

you for your participation and contribution in making Uphams Corner the best that it can be. For
more info call Main Streets: 265-0363.

1. What is your primary purpose for visiting Uphams Corner today?

2. How did you get here today? [} walk [ bicycle Dear T bus O train Ftaxi

If you drove, where did you park? [ Dudley St. (1 Columbia St. [} Parking lot 1 Other

Does your household consume the following goods and services? If so, where?
Please check the ONE place you are most EAC

BEY
e
f{‘?’}”

L
:,..4' 5




Appendix ia

3. How often do you come to Uphams Corner?

[ Daily [1 Once a week (1 Less than once a month
(1 2-4 times a week [} Once a month Other:

4. When do you usually visit Uphams Corner? [Imorning [(Junch [Tafternoon [Tevening
OMon [ATue OwWed FThurs FFi [(ASat I Sun

5. What type of business or service would vou like to see {or see more of)?

6. Do you currently go to the Strand Theater? [} yes [} no

1If yes, what types of performances do you attend?

What types of performances would attract you to the Strand?

7. Do you have specific recommendations for improving the following:

Parking Location
Bus Stops Location
Safety ___ Location
Walkability Location

8. Are you satisfied with the 'following:

: Satisfled | Dissatisfied | Comments:
Merchandise Quality 1 1
Merchandise Prices : 1 1
Merchandise Displays 1 1

9. What do you like best about Uphams?

Least?

10. Where do you live? [FUphams Comer [Jones Hill [IEastman/Elder
CIVirginia/Monadnock (FHancock Street area (Hiyde Park/Mattapan/IP
{JotherDorchester DRoxbury Other: Zip Code:

11. If you are employed, in what part of the city do you work?

Demographic Information:

A Age: (113-19 (2025 (0 26-35 (13654 (35565 [J66andover

B. Total Annual Household Income

[ Less than $5000 (3 $10,000 - $14,999 [T $25.000 - $34,999
O $3000 - $9,999 O $15,000 - $24,999 3 $35,000+

C. Sex: 1 Male (0 Female

D. Ethnicity: [} African (] Latino ¥ Asian 0 White

- American (3 CapeVerdean [} pominican  Other




Appendix 1b
Intercept Survey Data Results

Purpose of Visit io Uphams

Location bf Fast Food Restaurant Visits

. Number %
Shopping 31 34%
Work 8 9%
Live in Uphams 17 19%
Other : 35 38%
Total 91 100%
Mode of Transporiation

Number %
walk 38 43%
bicycle 2 2%
car - 19 22%
bus _ 27 31%
train 1 1%
taxi 1 1%
Total B8 100%

Location of Clothing and Apparel Purchases

Number %
Uphams 28 43%
Downtown 16 - 24%
Dudley 4 6%
Other 18 27%
Total 67 100%
Location of Sit-Down Restfaurant Visiis
Number %%
Uphams 17 28%
Downtown 22 36%
Dudley 2 3%
Other 20 33%
Total 61 100%

Freguency of visils to Uphams Corner

Number %
Daily 41 50%
2-4 times a week 15 18%
Once aweek 18 20%
Total _ 72 88%

Day of the week most frequently visit
Uphams - '

Number %
Saturday and Sunday 21 48%
Weekdays 23 52%
Total 44 100%

Types of businesses customers would like

Number %
Uphams . 26 31%
Downtown 38 48%
Dudley 5 8%
Other 14 17%
Total 83 100%
Location of Shoe Purchases
Number %
Uphams 25  32%
Downtown 40 51%
Dudley 3 4%
Other 10 13%
Total 78 100%
L ocation of Grocery Purchases
Number %
Uphams 56 70%
Downtown T4 5%
Dudley 4 5%
" Other 16 20%
Total 80 100%
Location of Banking
Number %
Uphams 54 71%
Downtown 8 11%
Dudley 4 5%
Other 10 13%
Total 76 100%

Number Yo

restaurants ) 9 13%

clothing and shoes 20 29%

Other 29 42%
Currently attend the Strand Theatre

Number %

Yes 44 52%

No 40 48%

Total 84 100%
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Intercept Survey Data Results

Age
' Number %
13-19 15 17%
20-25 14 16%
26-35 21 24%
36-54 29 34%
55-65 5 6%
66 and over 3 3%
Total 87 100%
Income
Number %
less than $5,000 8 14%
$5,000-$9,999 5 9%
$10,000-$14,999 _ 9 16%
$15,000-$24,989 11 1 8%
$25,000-$34,999 : 11 19%
$35,000+ - 15 23%
Total - 57 100%
Intercept Data: Ethnicity
Number %
African American 39 44%
Latino 19 21%
Cape Verdean -9 10%
Vietnamese 0 0%
White 4 4%
Other : 18 21%
Total ' 89 100%
Updated 1990 Censtis Data: Ethnicity
. D/D
African American 43%
Latino 15%
Cape Verdean 20%
Vietnamese 4%
White 32%
Cther 17%



Appendix e

UPHAM’S CORNER STAKEHOLDER INTERVIEWS

Name:
Address:

Phone:

Interviewer:

1. What have been the important trends and changes in Uphams Comner over the past 5 years?
in terms of overall sales, competition, customer base?

2. 'What do you think are the causes of the Uphams Corner vacancies in the past few years?

3. What are the greatest challenges for Uphams Corner in creating an economically vibrant
business district?

4. ‘What are the Uphams Corner's greatest strengths or assets to build on to improve and market
itself?



Appendix 1c

5. What do you think are Uphams Corner major anchors and destinations for:

Residents

People outside of the district

6. Do you think the current retail mix meets the needs of Uphams Corner residents? What are
the gaps, if any?

7. Assessing the physical environment of the district (architecture, streetscape, image), what are
the greatest strengths or assets in Uphams Corner?

8. What are the biggest detractors?

9. What do you see as Uphams Corner’s image? How would you like to see this change?



Appendix 1c

10. Who are the key organizations for strengthening the Uphams Corner and what is their
capacity and resources?

11. What plans/initiatives are currently proposed or in prb gress in the district?

12. What role do you see the Main Streets Program piayin g in Uphams Corner revitalization and
marketing efforts? What resources does the Main Streets Program have to contnbute’7 What
is the level of political support for Uphams Comer efforts?

13. Who are the key stakeholders and political groups whose support is critical to successful
implementation?

14, What is your role in the economic revitalization of Uphams Corner? What are your personal
goals for the district? ‘
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Appendix 2e: Uphams Corner Income Stratified Market Study in 1.0 M Radius

Potential Spending in 1.0
mile radius (households

earning <§50,000

Category annually) Estimated Sales Sales Gap Capture Rate

Food away from home $ 15,628,464 | § 2,883,877.00 | § 12,644,687 19%
Food at Horme $ 28,395,045 | § 11,750,227.00 | § 14,644,818 A5%
Clothing & Shoes $ 13,848 502 | § 3,983,713.40 | § 9,865,789 29%
Pharmacy $ 5,856,552 | § 2,432,000.00 | $ 3,224,652 43%
Personal Senvices $ 3,510,953 | § 1,655,255.25 | § 1,855,888 47%

Uphams Corner Income Stratified Sales
Gap Analysis (1.0 m radius)

30000000
o 23 uild
25000000 Potential Spending in 1
(households earning <$50,000
annually)
% 20000000 & Estimated Sales
2
3]
w
= 15000000
e
=
=
< 10000000
5000000
Food away Food at Clothing & Pharmacy  Personal
from home Home Shoes : Services
Sources: Ciaritas 1998 Consumer Spending Patlems, Uphams Comer Circia .5 M
City of Eoston Uphams Corner Main Streets Profile Report, 1993
Andersan Consulting, December 1298,
Portiolio-Based Appraach to Nelghborhood Ecanomic Development: Uphams Comer Pilo! Preject
Assumptions: Expecied expendiiures calculaled from national annual average by income group in the Consumar Expendiiure

Survey, 1998-1889
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DEMOGRAPHIC PROFILE OF THE TRADE AREA

Geographic area

A

B

Census Tracts See map (parts of 801, 307-916) a0t, 504-507,912-915
Number Percent Number Percent
Total No. of persons 25,198 23,163
Total No. of households 8,898 7,530
Average household size
Sex
Male 12,322 49% 11,111 48%
Female 12.873 51% 12,002 52%
Income in Households
<510,000 1,873 21% 1,792 24%
$10,000-14,999 721 8% 697 9%
$15,000-29,999 2,049 23% 1.721 23%
$30,000-39,999 1,137 13% 929 12%
$40,000-49,999 1,140 13% 895 12%
$50,000-74,999 1,419 16% 1,855 149
$75,000-99,999 378 4% oT7 4%
>$100,000 174 2% 164 2%
Median Household Income $28,137 $26,264
Mean Household Income $33,391 $31,595
Per Capita Income $12,047 $10,494
Below Poverty Level 5,161 21% 5,680 25%
Age: :
under 5 1,977 8% 8.102 9%
5-17 4,651 18% 4,908 21%
18-24 3,285 13% 2,721 12%
25-44 8,580 34% 7.587 33%
45-64 3,886 15% 3,467 15%
>65 2,821 11% 2,378 10%
Median age: 30 29
Educational attainment :
<high school 5,833 31% 5,103 34%
high school 6,301 34% 5991 34%
>high school 3,516 19% 2,997 20%
>bachelor degree 2,922 16% 1,832 12%
Race
White 14,117 45% 9,221 33%
Black 5,732 20% 7,098 25%
Native Am. 0 0% 0 0%
Eskimo 60 0% 132 0%
Asian 1,601 6% 1,038 4%
Other 3,688 13% 5,674 20%
Hispanic 3,362 12% 4,681 17%
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Appendix 2f: Uphams Corner Market Study by Zip Code

Poleniial Spending
by households
earning <$50,000
annually in
neighboring zip
Category codes Estimated Sales Sales Gap Capture Rate
Food away from home | $ 92,052,055 | $ 2,883,877 | $ 89,168,178 3.13%
Food at Home 5 155,016,270 | $ 11,750,227 | $§ 143,266,043 7.58%
Clothing & Shoes $ 82,039,143 | § 3,983,713 | § 78,055,430 4.86%
Pharmacy $ 32,804,626 | $ 2,432,000 | § 30,372,626 7.41%
Personal Care $ 20,724,128 | § 1,655,255 | § 19,068,873 7.99%

Sources:

Assumptions:

Consurner Expenditure Survey, 1999

Clarifas 1998 Gonsumer Spending Falterns, Uphams Corner Circle, .5M

City of Boston Uphams Comer Main Streets Profile Report, 1998

Anderson Consulting, December 1998. "
Portfolic-Based Approach to Neighborhood Economic Development; Uphams Comner Pilot Project

1980 U.S, Census Data, Database C90sTF3B, Summary Leval: Zip Code

History of Boston's Economy: Growth and Transition 1970-1998, Boston Redevelopment Authority Report

Claritas Survey data applies to the surrounding zip codes

Index for Incomes based upon change in Uphams median househoid income from 1989 to 1998 is applicable
to surrcunding zipcodes {Citywide index based upon data from BRA report is nearly identical at 1 nd

Zip codes incuded: 02118, 02118, 02120, 02121, 02122, 02124, 02125, 02130
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Appendix 2f: Uphams Corner Market Study by Zip Code

Uphams Corner Sales Gap Analysis for
Households Earning <$50,000 in Neighboring Zip Codes

Potential Spending by households
eaming <$50,000 annually in
neighboring zip codes

B Estimated Sales

120000000

100000000

20000000

80000000

40000000

20000000

0 ‘ T
Food away from Food at Home  Clothing & Shoes Pharmacy Personal Care
home
Sources: Consumar Expenditure Survey, 1959

Claritas 1998 Consumer Spending Pattams, Uphams Comer Circle, .5M

City of Boeston Uphams Comer Main Streets Profile Report, 1998

Anderson Consulting, December 1898,

Portfolio-Based Approach to Neighborhood Economic Development: Uphams Comer Pliot Project

1990 U.S. Census Data, Database C80sTF3B, Summary Level: Zip Code

History of Boslon's Economy: Growth and Transition 1370-1398, Boston Redeveiopment Authority Report

Assumptions: Claritas survey data applies to the surrcunding zip codes
Index for Incomes based upen change in Uphams median househeld Income from 1988 to 1898 Is applicable
to surrounding zipzodes (Citywide index based upon data from BRA report is nearly identical at 1.47)
Zip codes incuded: 02118, 02119, 02120, 02121, 02122, 02124, 02125, 02130
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Appendix 3A

Existing Restaurant Locations in Uphams Corner




Appendix 3B

Existing Food and Clothing Stores




The Task Force decided to capitalize on the unique relationship between Time Warner,
Inc. and the Apollo Theater in Harlem by inviting Derek Johnson, currently the Executive
Producer for Programming at the Time Warner Center and formerly President of the
Apollo Theater (March 2001 -- December 2002) to join the Task Force for a meeting and
share his experiences. Mr. Johnson described the rejuvenation of the Apollo, including its
strategic partnership with Time Warner, and provided the Task Force with key lessons
from his experience. These lessons include:

e The governance, management, and staff of the theater must embrace the
vision; the vision must define the core activities of the theater.

e Visible, discernible change signals the new direction of the theater and drives
investment from donors.

e The Apollo is not self-sustaining and requires fundraising to meet its goals,
Real community engagement at every step is vital; the process must be open.

Although the Task Force recognizes that there are important differences between
Upham’s Corner and Harlem, and between the Strand and the Apollo, Mr. Johnson’s
discussion with the group was very helpful.

Finally, the Task Force sought background information, including history and press clips
about the Strand (Appendix C) and mformation about the City’s RFP process.

Early on in the Task Force process, the City of Boston retained Michelle Baxter as
interim manager of the Strand Theatre. The City realized that the interim manager had to
be in place well before June 30 to ensure a smooth transition. The City communicated
with the Task Force about this decision.

Community Input

The Task Force hired Marsha M. Morris of Marsha M. Morris Associates, International
to help design and facilitate a community input process. The resulting plan included: 1)
the development of information sheets to educate community members about the Strand,
2) interviews with selected community members to understand current perspectives about
the Strand, 3) targeted focus groups with a cross section of stakeholders, which inchaded
a walk-through of the theater, and 4) an open community meeting held at New Boston
Pilot Middle School on June 1st. Task Force members facilitated working groups during
the community meeting. Outreach to the community included emails and phone calisto a
master contact list created by the Task Force as well as publicity in neighborhood
newspapers.

In addition to the work of the consultant, Task Force members and neighborhood
residents Denise Gonsalves and Magnolia Monroe-Gordon conducted focus groups with
youth and community members. Other Task Force members had formal and informal
communication with community members about the Strand. Juan Evereteze, the Chair of
the M. Harriet McCormack Center for the Arts, provided constructive comments and
helpful cooperation through his conversations with Ken Novack, Chair of the Task Force.




The Task Force benefited from the input of various elected officials. The Task Force also
set up an email address (strand@cityofboston.gov) to receive input and comments from
the public.

See Appendix D for the following documents relating to the community input process:
e master contact list -

community input process plan

communication documents including stakeholder letter, Strand fact sheet, capital

fact sheet, and benchmarking fact sheet

focus group instrument and list of attendees

community meeting list of attendees

minutes from the community meeting

summary of the input from the community process

letters submitied via the strand@cityofboston. gov email address and regular mail

% & & & @

Key findings from the community input include:

A tremendous asset: The Strand is an incredible building; it is a tremendous asset to the
community, which must be preserved and utilized as an economic and cultural engine.

Community involvement is key: Participants believed that community involvement is a
key aspect of their vision for the Strand (a community art hub, youth involvement,
family-friendly events, a source of employment, etc.).

The Strand’'s image: The Strand’s image needs to be improved; a creative marketing and
public relations campaign should address issues of concern (e.g. safety, parking, quality
of events, producer-friendliness, etc.) and promote the theater and the neighborhood.

A public-private partnership: A public-private partnership and/or a consortium of
organizations should be considered as an option for the next management structure to
ensure the fiscal, managerial, and technical capabilities needed to fulfill the community
and the City’s vision. Whatever the nature of the new operator, the City should retain
some level of control over the Theatre for it to be successful.

Maintenance and capital improvement. The building maintenance, capital improvement,
and cleanliness of the Strand need to be addressed. Some felt that, in its current state, the
building is not a good representation of the community.

Survey of Best Practices and Competitive Landscape

The Task Force engaged Liz Curtis of Technical Development Corporation (TDC) to
conduct a survey of best practices and to help the Task Force analyze the competitive
landscape of theaters in Boston. To learn about best practices, TDC developed an
interview protocol to use with theaters outside Boston. Working with the Task Force and
the League of Historic American Theaters, TDC identified potential benchmark theaters



that have similar market positions and seating capacity to the Strand. Six of the twelve
suggested theaters participated in the project.

To understand the competitive landscape, TDC conducted two activities: interviewing
local arts and cultural groups, and interviewing local theaters. For the first activity, TDC
conducted a 15-minute interview with eighteen local arts groups. For the second activity,
TDC interviewed theater managers at 19 of the 24 theaters in the Boston area with
seating capacity above 500 seats. Many interviews included a site visit. For those who
declined to be interviewed, TDC relied on past data from other arts projects they had
conducted and web research.

Key findings from this work are divided among the benchmarking study, interviews with
local arts and cultural groups, and the review of Boston theaters.

Benchmarking Best Practices

The Board of Directors should be composed of individuals who address a particular need
of the theater. Each individual should bring a specific expertise and a potential
connection to marketing, fundraising, or legal services. The board should include

community members and people who understand and can serve as ambassadors to the
community.

- The Executive Director must be a skilled manager, capable of working with the board,
stalf, and community; a person with strong business, people, and fundraising skills; a
person who is willing to do the everyday work of the theater; a person who works weli
with and understands the local community and the surrounding area.

Staff should be as small as possible to facilitate smooth operation of the theater.
Management should make use of volunteers for high volume activities.

The theater needs a mission that everyone in the organization understands and adheres to,
1t should create a programming niche and make itself known for it, especially in a large
city with many competing theaters.

Local Arts and Cultural Groups Findings

The Strand enjoys “good will” among Boston’s arts groups and should capitalize on this
in the near-term.

Capital improvements, changes in management, and the development of key relationships
with local arts groups are needed to ensure that the Strand thrives in the future.

The Strand must address the negative perception held by a portion of the public regarding
parking and transportation, neighborhood safety, and pre- and posi-theater amenities.



The Strand must rebuild relationships within the community and actively pursue
programming that is the appropriate fit. The development of a few key relationships with
presenters and anchor arts and cultural groups to provide a base of ongoing programming
may be an effective strategy.

Competitive Landscape Findings

The Strand Theatre is in a challenging size range (1400 seats), competing with
established theaters that have existing relationships with presenters. In the next few years,
the Opera House and potentially the Constellation Center will come on line. The addition
of these new theaters in the same size range as the Strand may create additional
competition and possibly even excess capacity.

Effective programming at the Strand will require: active pursuit of shows or
organizations that are a good size and economic fit with the Strand; again, development
of a few key relationships with presenters and anchor arts and cultural groups to provide
a base of ongoing programming is key.

Please see Appendix E for the documents related to the survey of best practices and
competitive landscape, including:

o The benchmark theater list, the list of local arts and cultural organizations
mterviewed, and the list of Boston-area theaters for the competitive landscape
study - :

e The summaries of each benchmark interview
The spreadsheet from the competitive landscape interviews

¢ The final report from TDC

Recommendations

Based upon these sources of data, the expertise and background of the Task Force
members, and informal conversations between Task Force members and key
stakeholders, the Task Force identified what it believes are key components to the future
success of the Strand:

e A well-governed organization, with expertise in facility and financial
management, and a dynamic leader

e A diversity of programming, attracting audiences from the local neighborhood
and throughout Boston

o A particular focus on youth and family-oriented programming and other youth-
focused activities, including internships, apprenticeships, and employment

e Regular, ongoing involvement of the community in the development of the
Theatre

e Strong collaboration and partnership between Strand management and arts and
community organizations, businesses, and government agencies

e A renovated facility, with adequate production equipment, that is open and
accessible



s  Well-publicized programs and events
e A focus on addressing negative perceptions of the Upham’s Corner neighborhood
e An interim manager who runs the Theatre consistent with the Task Force findings

The Task Force recognizes that a wide range of potentially effective managers of the
Strand exist, including universities and other institutions, existing arts organizations,
combinations of organizations working together, and community-based groups. There
may also be for-profit organizations interested in managing the Strand. The Task Force
recognizes that there may be several different possible structures, financial arrangements,
and other considerations. In an effort to attract as many inierested organizations as
possible, the Task Force has purposefully avoided recommendations that would restrict
the nature of the organizations that can participate in the process. However, it is
important that any single organization or configuration of organizations submitting a
proposal to the City is evaluated based on the alignment of its mission with the
recommended mission of the Strand, the organization’s embrace of the recommended

vision for the Strand, and the quality of its responses to the recommended selection
criteria.

Based upon the information gleaned through the three-month process, the Task Force
recommends the following mission and vision statements for the Strand, and RFP
selection criteria, Together, these can to serve as the basis for choosing management of
the Theatre. In addition, the Task Force has certain other recommendations based on its
work.

Mission Statement

The Strand Theatre is a venue for a diversity of performing arts, cultural programming,
and community events. Its mission is two-fold: to engage the multicultural residents of
Boston, with a special commitment to youth and the Upham’s Corner community; and to
act as a catalyst in strengthening the economic fabric of the neighborhood.

Vision Statement

We envision a Strand Theatre that will be a thriving, attractive performing arts center,
drawing audiences from the Upham’s Corner neighborhood, all parts of the City, and
across Greater Boston,

In fulfilling its mission, the Strand will:

e Celebrate diversity in all areas through its programming, its audiences, its
employees, and the performers and producers who use its facilities.
Promote community involvement in the growth and development of the Theatre.
¢ Partner with both the public and private sectors to advance the economic
development of the neighborhood.



Programming: The programming at the Strand will be diverse, appealing to audiences
from Upham’s Corner and drawing people from across the City and throughout Greater
Boston. The programming choices will be responsive to the interests of the local
community, and will include major events and performances by nationally and
internationally recognized artists, small community meetings, performing arts workshops
for children, teens, and families, church services, health fairs, graduations and award
ceremonies, and performances by neighborhood youth and local artists. The Strand will
be an active theater, its doors open, its marquee lit, and its stage in use on a regular basis.

While appealing to all audiences, the Strand will be a special place for youth.
Programming and education activities during the day and after-school will be geared
toward youth, introducing them to theater and the arts. Young people will have
employment and internship opportunities, learning about the administrative, creative, and
technical sides of theater management.

The Strand will collaborate with arts producers, artists, schools, community
organizations, the City of Boston, local and state government agencies, religious
institutions, funders, and many others to create a strong, sustainable institution. The
Strand will be affordable and accessible to the people who live and work in the
neighborhood.

Community Involvemeni: The Strand will engage all members of its broad and diverse
community {e.g. geographic location, ethnicity, race, age, gender, sexual orientation, and
usage). The programming, events, and opportunities at the Strand will engage all
members of the Boston community, There will be ongoing community involvement in
the development and growth of the Theatre.

Economic Development. The Strand will be a vital partner in the cultural and economic
strength of the neighborhood. The Theatre will work in partnership with the City of
Boston, the State, public and private economic development entities, local businesses and
otganizations, as well as foundations, corporations, and individuals. These partnerships
will develop, maintain, and advance the Strand as part of the overall economic
development of the neighborhood.

RFPF Criteria
1. Mission
a. How does your mission align with the mission and vision articulated in
this RFP?

1. Existing Organizational Profile and Capacity
a. Describe your current organizational structure, including information
about your current staffing plan.

b. Describe the current management of your organization, including bios of
key staff members.



€.

f

The mission and vision for the Strand included in this RFP contains a
commitment to diversity. Describe how your organization has
demonstrated its commitment in this area. Describe your commitment to
diversity at the Strand Theatre.

Discuss your organizational capacity to adapt to the new responsibilities of
running the Strand Theatre.

Provide an annual operating budget for your organization.

1s your organization unionized?

ITI. Programming

a.
b.

IV. Youth
a;

b.

Describe your past experience with programming at a theater.
Programming at the Strand should meet the needs of both the local and
citywide communities. What is your programming plan and how will you
create a balance between programming types?

Discuss how you will ensure the variety of your programming mix and
organizations with which you work.

Discuss how you will maintain and build relationships with arts
organizations that have used the Strand in the past.

Describe your past experience working with youth and running youth
programming.

Describe your plans for youth programming and other opportunities for
youth (such as internships) at the Strand Theatre.

V. Community

a.

b.
c.

d.

€.

f

What do you think are the assets and perceived challenges of the
neighborhood?

Describe your past experience working with local communities.
Describe how the comrmunity will be involved in advising your
organization on an ongoing basis,

Describe how you will build relationships with community members,
organizations, and businesses.

Describe how you will create access to the Strand Theatre for the
community.

What value would your organization add to the community landscape?

VL Collaboration/Partnerships

a.

b.

Describe your existing and/or former collaborations with local entities.
Describe your plans to collaborate or partner with local arts organizations,
nonprofits, and businesses. Identify entities/organizations who would be
potential partners for you as manager of the Strand. If possible, provide
letters of support from these partners,



VIL Facilities Management and Operations

a.

b.
c.

d.

Describe your organization’s experience in theater operations and facility
management.

Describe your plan for the maintenance of the physical plant at the Strand.
Describe your plans for the providing box office, other front-of-house
personnel, security, and technical theater services

How will you create a rental fee structure? What will be included in the
rental price? How will you create a strong rental contract?

VI, Marketing and Public Relations

a.
b.

Describe your experience with marketing and public relations.

Describe your marketing campaign for the programming and the space at
the Strand, focusing in particular on reaching out to different constituent
communities.

Describe your overall public relations strategy for the Strand. How will
you address issues of public safety and security, transportation, parking,
and pre- and post-theater amenities?

Attach representative press and promotional materials for your
organization

IX. Governance

a.

@ e A

Describe your current governance structure and how board members are
chosen. Describe how your board members are reflective of the
community you serve.

Describe how you will ensure that your board is reflective of the Strand
community. Identify what role you envision for the community in the
governance of your organization.

Provide the names, city/town residence, affiliations, and areas of expertise
of each board member.

If applicable, provide a copy of your 501(c)3) status.

Provide a copy of your articles of incorporation.

Provide a copy of your Directors and Officers insurance.

Provide a copy of your most current audited financial statements and the
prior two years. If submitting an application as a partnership or
consortium, provide the audited financial statements for each partner.

If you are applying as a consortium, provide letters of infent/support from
all members of the consortium.

X. Business Plan for the Strand Theatre

a.

b.

Provide an annual operating budget for managing the Strand Theatre,
Provide a budget narrative to explain your operating budget. Be sure to
articulate the assumptions you used in preparing the budget.
i. What is your projection for earned income? How will you build the
earned income over time and what will the steady-state look like?

G
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il. What level of fundraising will you require? What is your plan for
fundraising on an annual basis? Describe your fundraising capacity
and past experience. List your current funders.

ni. Describe your organizational structure. Who will be the manager
of the Strand? What are his/her qualifications and experience?
Provide a resume for the manager and other key staff. Will you use
community members in your staffing plan and, if so, how? Discuss
how you will ensure the diversity of the staft. Discuss how you
will provide oversight of the staff and hold them accountable.
¢. Describe the system of performance measurement you will use for the
Strand. How will you know whether you are successful? Describe the
benchmarks you will use including a timeline for meeting them.

Other Recommendations

RFP Process: The Task Force has two suggestions regarding the RFP process. First, n
order to balance the need to provide adequate time for proposal submission and the need
to complete the transition in a timely fashion, the Task Force recommends that the RFP
be available for two months and that the submission deadline occur in September, after
the end of the summer. This period of time and timeline should give possible bidders
sufficient time to find partners, if necessary, and submit solid proposals, while still
enabling the City to contract with new management prior to the end of the calendar year.

Second, ongoing community involvement should continue throughout the RFP process.
This involvement could take the form of the inclusion of some Task Force members and
others in advising the City selection committee during the selection process. We would
strongly recommend a presentation of finalists in an open community forum. Task Force
members would be willing to participate in the selection process if requested.

Economic Development in Upham’s Corner: Many of the people the Task Force heard
from pointed to the economic development of Upham’s Corner as a key driver in the
success of the Strand Theatre. They pointed fo negative perceptions of the
neighborhood—around safety, transportation and parking, and a lack of pre- and post-
theater amenities——as potential stumbling blocks for the Strand. We believe that any plan
to revitatize the Strand would be most effective if coupled with a plan for the
revitalization of the entire neighborhood.

Diversity in the Arts: The Strand’s size and location in a community of color make it
unique, regionally and nationally—very few theaters of this size and grandeur exist
outside of downtown theater districts. As a unique asset in Dorchester, the Strand has an
opportunity to model for the greater arts community the celebration of its multicultural
constituency by: showcasing diversity in the performing arts and other programming;
featuring groups that place a premium on having a diverse troupe of performers;
attracting diverse audiences; and employing staff and volunteers that are reflective of the
community. The Task Force recommends that the City select a management organization
that will demonstrate that the City’s diversity is an asset.

10



Partnerships with Established Institutions in the Performing Arts. The cultural
community in Boston has struggled to fulfill its goals around diversity. The Strand is
located in the largest, most diverse neighborhood in Boston and therefore has one of the
most diverse audience bases of all Boston theaters. As the owner of the Strand Theatre,
the City can play a role in helping to catalyze greater diversity in the arts and contribute
to change of the cuitural landscape in Boston, The City could encourage the more
established performing arts institutions to utilize the Strand by bringing some of their
shows to the Theatre. This will help these theaters meet their imperative to reach a broad
group of theatergoers and meet the market demand of community members hungry for
more options. As a neighborhood theater, the Strand is an accessible venue for
community residents who may not chose to go to the Theater District. For some, it is the
only theater they attend. Bringing “downtown” shows to the Strand gives these residents
a chance to see performances they may otherwise miss. The Strand can be a place that
unites people from different segments and neighborhoods of Boston. By fostering a
partnership and exchange program between the Strand and established institutions, the
City can move one step closer to achieving its vision for the New Boston.

Capital Improvemenis: Arts organizations and community members alike pointed to the
renovation of the building as a vital need m order to attract desirable programming. We
recognize and appreciate the City’s many investments in the Strand, including providing
the Theatre rent-free, granting annual operating support to cover utility costs, and funding
ongoing capital project and structural maintenance of the building. We also understand
that the City is engaged in a rigorous capital planning process to determine the total cost
of renovating and restoring the Strand. The City must stay involved as an active partner
in supporting the capital needs of the Theatre—a restored, polished theater isa
worthwhile goal and should be pursued. But the City cannot do it alone. The Task Force
urges the City to reach out to interested parties and proactively seck the participation of
financial partners in a capital campaign to improve the condition and appearance of the
Theatre.

- National Historic Register Designation: New management should work with the City of
Boston to explore benefits and disadvantages of a designation by the National Historic
Registry. Possible benefits may include access to specially designated public funds and
the ability to sell tax credits to increase non-discretionary funds. The possible
disadvantages may include an increased level of oversight in all physical improvements
with an attendant increase in costs,

Participation of City of Boston in Formal Governance. One question that was raised is
whether the City of Boston should request a seat on the board of directors of the new
management orgamzation for the Strand Theatre. Consideration should be given to
requiring board representation as another avenue for building and sustaining a stronger
relationship than the City has had with management in the past.

11



Conclusion

Revitalization of the Strand Theatre is a tremendous opportunity for the City of Boston to
polish a long-standing jewel and to validate its commitment to healthy and vital
neighborhoods. All areas of the City contribute to the regional and national image so
important to the economic drivers that make Boston aftractive. The Strand Theatre is
wholly owned by the City of Boston, This is unique in the cultural world, Selection of an
effective, creative management partoer for the Theatre will enable the City to
demonstrate a tangible investment in the cultural and economic sustainability of the
citizens of Boston.

We appreciate the opportunity to contribute, along with our colleagues and neighbors, our
collective efforts to define a future for the Strand Theatre. We hope that our findings and
recommendations will be helpful to the Mayor, and we thank him for the chance to serve.

Respectfully Submitted,

Kenneth J. Novack, Chair
Ed Dugger

Denise Gonsalves

Geri Guardino

Jose Mateo

Magnolia Monroe-Gordon
Klare Shaw

Tyra Sidberry

Appendices

A: Biographies of Task Force members

B: Agendas for Task Force meetings

C: Press Clips

D: Community input process data

E: Best practices and competitive landscape data
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UPHAM'S CORNER CUSTOMER INTERCEPT SURVEY

Winter 1998 -1999 -- AGE LEVELS
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Uphams Corner Main Street Intercept Survey
What do you like best about Uphams Corner?

come see her man

alot

Closeness to everywhere

access to public transportation

Don't like it to much

american food basket

christmas tree

Clinics & Location

Company

library

Chicks

The music store

prices

public transportation

really nothing

sentimentality

service and food

supermarket

its Cool

The girls

canveniece 33
Stores 25
everthing 2
diversity 16
pecgle 15
Girls 15
restaurants 13
People, Stores 10
Variety of goods 10
Banks 7
Close to home

Nothin really

Clothes store

Don't Know

N/A

Friendliness

Shopping area

Cause everything is here

buses

community

transportation

Pizza

Nice good pecple

Uphams comer pizza

The Neighborhood

Being around my people

The summer program

boys

They have everything

Greceries

Variety stare

Hardly any viclence

women

friends

work

My Home

The easy access clinic

family atmosphere

Like a litte neighbarhoed

hang out

MBTA

home

Health Center

| like the way people treat each other

historic buildings

Variety of pecple & culture

is the best place to be in

Nothing 1 like for more stores 1o be ciean

it's convinient

The Strand Theatre

parking problem rescived

The people

you could chill

scenery

other

Security

liquor

The atmosphere

living area

atmosphere

location

Everybody getting along together

money making

girlfriend

Multicultural

Furniture store

neighborhood

barhershop

Goods

laundry, people, hair salon

friendly

can't think of anything
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