Economic Evidence for CoolTown Town Centers
CoolTowns, and especially at its vital center, is about providing what the entrepreneurially creative truly want - very well-designed, very affordable entertainment/nightlife, housing and workplaces seamlessly integrated as a good-looking, expressive, non-chain-driven destination that attracts a large, diverse and creative local population. It's 'where it's at', and should pass the postcard test - worth photographing for a postcard.



Economic success of mom & pop-oriented main streets
Main street programs: Statistics of 44 main streets under a National Main Street Center program, avg. population of 22,860 (which could also apply to a district) over 9 year avg.:
Net new businesses: 72
Net new jobs: 348
% drop in vacancy: 61%
% increase in rent rates: 93%
Source: Main Street Success Stories



Why strip malls are not the best choice for local economies:
Changing demographics toward town centers: See Appendix in this post.
Revenue leaves local economy: More than three times as many dollars stay in the local economy in mom & pop-oriented town centers than in national chain-oriented strip malls. Click here for economic summary.
No 'stickyness' to draw spending: Strip malls do not create enough of a destination that encourages shoppers to shop/dine/seek entertainment for at least three hours. Instead, that disposable income will go toward home entertainment, including home entertainment systems, DVDs, video games, chain fast food, ready-made meals, etc. - none of which benefit the local economy much if at all.



Why regional enclosed malls are not the best choice for local economies:
Changing demographics toward town centers: See Appendix in this post.
Revenue leaves local economy: More than three times as many dollars stay in the local economy in mom & pop-oriented town centers than in national chain-oriented shopping malls. Click here for economic summary.
The party's over: It happens to be a dying retail market trend. People are spending less time in malls - an average of only an hour and a half to two hours a month in 1994 compared to three and a half hours in 1990, and few new malls are being built. Only four new regional malls (800K sf or larger) opened in the U.S. in 1994, compared to 27 in 1989. Simon Properties, America's largest shopping center developer announced in March 2003 that they will not be planning anymore enclosed shopping malls for the near future.


Appendix
Changing demographics toward town centers
From The Second Coming of the American Town Center, Charles Bohl, University of Miami:
"Changing demographics and lifestyle preferences cut across real estate development, retailing, and the entertainment and restaurant industries. The residential, commercial and office portions of the 1950s-era suburbs were planned and designed to meet the lifestyle needs of families consisting of working husbands, and stay-at-home moms. Demographer Dowell Myers has observed that today the “traditional family of breadwinner father and stay-at-home mom now accounts for barely one-tenth of all households,” and working mothers have become the norm.
Married couples with children represented only 26.7% of all households in the 1990 census and slipped to 23.5% in 2000; the other three-quarters of U.S. households were made up of singles, families with no children, and single parents with children. One-quarter of households currently consist of persons living alone, and according to the 2000 Census, “non-family households” will soon account for one-third of all households. U.S. households are also growing older and more ethnically diverse.
Through their survey research, Warrick and Alexander have summarized the implications of these changing trends as:
• The change from mass-market standards to niche market differentiation, both by life stage and by lifestyle.
• The change from unplanned suburbs to master-planned communities.
• The change from suburban anonymity and individualism to a yearning for community.
• The change from contemporary to neotraditional styling.
• The change from strip-commercial suburban sprawl to compact, highly-defined town centers.
The American LIVES survey that found 86% of suburban homebuyers
expressing support for the concept of a mixed-use town center clustered around a village green also found only that only 29% favored "shopping and civic buildings distributed along commercial strips and in malls."
The Transect
CoolTown town centers are classified as "T6, T5 and T4 (T6 being most urban, T1 being wilderness), explained here with pictures here and the full document here. 
	


