


Charlie:

I hope you know I think the world of you. But, I respectfully disagree that Linda has a better
Insight into this than the rest of us, She doesn't really live here, she has no chitdren in our
schools and doesn't care a whole lot about the propeity value of her townhome, sinca it is not
their primary home. I do not believe, based on my conversations with her, that she sees illegals
as a problem ~ at least not enough of a problem that she plans to do anything about it. 1 have
had a couple of fairly lengthy conversations with her about the topic - by telephone and e-mail.

I'm not apposed o reaching a plan privately, although I believe our citizens deserve to know
what is going on, but how do we reach one if we aren't allowed to discuss it as a counclf?
Anytime I bring something up, I hear from Linda, "that’s not on the agenda, we can't discuss
this.” So, I try to get it on the agenda, and If Is Blocked, Then, we start e-mailing about a topic
and we get a privacy law waming,

These next things I want to say to you because 1 care very much about your opinions, and
especially your opinions of me. When I was rnning {and I never would be here if it wasn't for
you and Bill), y'all wanted me to be a team playar, Everything I have done has been Intemnal, [
have never publicly critiqued a declslon made by the council in the past or present, I have never
publicly critiqued a decision by the city manager, and I have never publicly called out any staff
member saying they were nat doing thedr job, I have suggested a number of things, and belleve
we need to make some changes to the way we da things around here, but all of these
suggestions have been behind closed doors with ¢ouncil members, Linda or the Mayor.

I am not a glory hound, don't want to be viewed as a rebel and want nothing but the best far the
City of Farmers Branch. My family has been here since 1956 anrd almest everyone that I consider
family lives here. Idon't want us to have to move, I don't want to have to live somewhere else.
But, I'm not going io live in Qak CIiff, which |5 what we are becoming and going to become if we
don't make some serious changes and spend some money,

Back to immigration far a couple mare thoughts. I personally believe that the type of families
and development we want in our city will be encouraged if we took steps to drive out illegals,
When I hear of a city doing something, I think of it as a positive. Don't confuse the chief's
stupld, racist remarks with taking a stand agalnst people who are breaking the faw, paying no
taxes and recelving the benefits of city sarvices off of mine and your tax dollars, Doing
something about; that is not bad or wrong, it is right! It is protecting our citizens wha are here
legally, paying taxes and doing what they are supposed o do.

I don't blame the lllegals for what they are doing, I'd da the same thing if I were one of them. I
blame the politicians who don't do anything to protect the people who are hera [awfully, paying
their taxes, in fear that they will be branded racists or bigots.
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- I'veszid enough and truth be told, I'm tired of hearing myself.

Feel free to write back, call me or none of the above. One thing. I would like to send a copy of
this e-mail to Bill. Would that be ok with you?

Thanks for listening, I think you and Bill both are two great guys and I appreciata your
friendship.

Sincerely,

Tim Q'Hare
The Law Oifices of Timothy O'Hare
& Associates
12655 North Central Expressway
Suite 415
Dallas, Texas 75243
Telephone: (972) 960-0000
Facsimile: (972) 960-1330
www oharelawfirm.com <hitp://www.charelawfirm.com:
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Yes. These things were going to be brought up with the new council, but I
see njo reasan to keep them in the dark,

1} We should tow every single vehicle that is pulled over that cannot
produce an insurance card.

2) We should ticket every car at every apariment complex that Is
inoperable, does not have an Inspection sticker or Is parked on the wrong
side of the road.

3) We should change our ¢ode to make sure hand-painted or drawn signs
cannot be used for storefront or business signs.

4) We should aggressively ticket businessesflandlords in the Four Comars
area that are not meeting code. If the run-down places aren't violating
cades, we should draft some new ones.

5) Less leniency on Code Enforcement for residential areas,

Ti Is so refreshing to see a City Manager actually ask questions like these.
Iam very impressed, Keep up the good work,

Sincerely,

Tim O'Hare

The Law Offices of Timothy O'Hare
& Assaciates

12655 North Central Expressway

Suite 415

Dallas, Texas 75243

Telephone: (972) 960-0000
Facsimile: (972} 960-1330

wway.charelawfinm.com
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Executive Summary

DVERVIEW

In May 2006, the City Commcil appomted the Branch Revitatization Tesk Force (BRTF)
to assess the City's needs and ways in which the City could become more attractive for
retail and residential development end redevelopment. The seven members of the BRTF
and their areas of expertise are:

Ed Bonnean, Chaitmen

Gene Bledsoe, Reel Estate/Marketing
Jeff Brand, Development

Ben Cunningham, Banking

Pat Hagpesty, Commercia] Real Estate
RL Lemke, Development

Tim Scott, Marketing

In addition, the following staff Haisons assisted the BRT¥ during thefr fene:

Linda Groomes, City Manager

Greg Vick, Assistant City Manager -

Nomma Nichols Reed, Director of Economic Development
Michael Spicer, Director of Commmity Services

Jolin Ronch, Assistant to the City Manager

Cindee Peters, City Secretary

Traci Leach, Management Analyst

Finally, the BRTF would like to recognize the contributions of two outside consultants,
Julie Bonmeaw, and Rainmaker Advertising.

. The purpose of the BRTF, as defined by the City Council Resolution No. 2006-052,

included five specific arcas of siudy:

1. Examine redevelopment opportunities for residential and commercial properties

Ieeated within the central arca of the City (between I35 and Midway Road);

Assess the City's imape and possible marketing strategies;

Assess barriers to development and recommendations for removing those bamem,

Recommend prioritization for redevelopment projects, locations, and Cily

participation; and

5. Make recommendations on financing options, action plans, and poss1ble
incentives.

Eall ol o

Early on, the BRTF recognized the impact that improving the residential areas would
have on improving the retail opportunities in the City. One of the advantapes that the
outer suburbs have in atiracting quality retail is abundsnt available land for commercial
and residential construction, which contributes to an increasing tax base due to a growing
population and its attendant demand for goods and services. These cities are more
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aitractive-to refailers because they offer a purchasing constitwency with higher mmmbers
both in potential customers and their incomes, Improving the “rooflops™ nesr areas
primed for future setail development, such as the DART' light raif station, can only have a
positive effect on the types of retail locating in these areas.

Moreover, the BRTF concluded that the existing housing stock in Farmers Branch i
incompatible with the desires of today’s homebuyer. Many of the homes in Fammers
Branch are nmch too small and do not include amenitics to appeal to today’s buyers. The
average size of new homes constructed in the. 1950°s was 1,100 square feet and the
average house size for a new home constructed today exceeds 2,300 square feet, more
than doubling in size. Transforming the existing housing stack is one of the many
challenges facing Farmers Branch and many other first ring suburbs,

Based on these observations, the BRTF formulated several programs designed to improve
the existing housing stock and to creafe incentives for homebuyers to purchage pew
homes constructed in the City, The long-term and shoréderm action plans for each
component of neighborhood revitalization programs will be disoussed ifi the fall report.

PROGRAM RECOMMENDATIONS

The recommendations proposed by the BRTF and detailed in this report address the
purposes outlied by the resolution. The BRTF teport comsists of six priority
recommmendations:

Continue Implementation of DART Station Area Vision

Develop of a Vision for Four Corners

Create a Comprehansive Marketing & Branding Plan

Implement & New Home Incentive Program

Implement a Home Renovation Program

Pursue Infrastructure and Streetscape Improvements

S i

Cortinue Implementation of DART Station Area Vision

The vision for the Station Asca is one of an nrben transit villags that will become the
town center for the City of Farmers Branch, The town center will comprise a mix of
retail shops, restaurants, personal and professional sexvices, office and dense residential
uses swrounditig the DART station itself. The BRTF endorses the Station Area vision
for a transit oriented town center and the on-goiang efforts by the City to assemble land
parcels and recruit development partners. Moreover, the BRTF recommends immediate
construction of a town home project in the Station Arez to serve as a catalyst for
additional development, respond to the growing demand for this type of housing,
generate interest in the Station Area, and set the standerd for the area that the City looks
to achieve,

Develop of a Vision for Four Corners , . .

The Four Corners retail area is located around the intersection of Valley View Lane and
Josey Lane and has long served the City of Farmers Branch as the contmunity’s principal
retail neighborhood in the central core, A number of factors contribute fo the existing
condition of the retail area, including poor [ayout, competition from outer ring suburbs,
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and natoenal trends moving towards the targeting of specialized markets. ‘The BRTF
supports staff’ recomuendations to address this retail situation by confracting with ex
outside consultant to develop a vision and master plan that also includes the residential
areas suirounding the Four Corners. '

Create a Comprehensive Marketing & Branding Plan

In addifion to these programs, the BRTF endorses ideas presemted by Reinmaker
Advertising on & long-term comprehensive marketing plen for the City. Rainmaker and
the BRTF are in agreement that the City’s best selling point is its location fo all of the
amienities the Metroplex has to offer along with the outstanding quality of City services
provided. The marketing plan outlined by Rainmaker included a wide range of sirategies
that included logo consolidation, website enhancements, direct marketing, and brand
building, '

Implement a New Home Incentive Program
This program Is designed to encourage new home consiruction and new home sales
throughout the City. The BRTF concluded fhuat the propram’s primary focus should be

the homebuyer, rather than the homebuilder. In the short-term, the target andience is- |

already here- employees of businesses in the City or parents of children attending schools
in Farmers Branch. The New Home Incentive Program cousists of three parts: Buyer
Incentives, Real Estate Agent Rewards, and Marketing Assistance.

The Buyer Incentive has two parts: a Purchase Grant and Complementary Services.
When a new home is purchased, the homebuyes is eligible for cash back based on a
percentage of the purchase price of the home. In addition, the purchaser of 2 newly
constructed home is eligible to receive one year of complementary services from the City.
These could include water and sewer charges ($2,500 maximum), Recreation Cenfer
fitness membemhip for the entire family, WiFi Internet service through the City’s
provider, and consulfation with the City’s horticulturist and a social membership to
Brookhaven Country Club.

The Real Estate Agent Rewards Program would reward agents for showing new homes in
Farmers Branch. Because agents sell over 85% of all homes sold, they are the perfect
vehicle through which to'promote new product in.the City. Rewards, such as car wash
gift certificates, high-end restanrant gift cards, and ervisefvacation gift cerfificates, would
be used to enconrage realiors to schedule more showings in Farmers Branch.

The firal component of the New Home Buyer Program is marketing assistance to sell the
new bomes. This program would be a cooperative effort between the City and buflders,
Tecognizing that low-volurne custom homebuilders cannot market their product the way a
large subdivision develeper can. The City would be the lead in marketing efforts to
promote new homes but would coordinate closely with the homebuilders to meet their
needs. Ia the late 90°s, the City placed newspaper ads in the Daflas Morning News to
advertlise open house events for the lannch of new home sales in Branch Crossing and
developed a marketing campaign, This type of marketing effort could be duplicated for
future new homae consiruction projects. '
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Jmplement a Home Renovation Program
This program is designed to imprave the condition of existing homes in the City. The
gosl is to improve the appraised value of each home removated and improve

neighborhoods. BRTF recognized that not all homeowners could invest tens of

thousands of dollars tn renovate their homes. As a result, there are two incentive levels
cutlined in this program.

Major Renovation Rewards Program would focus on major home renovations that have a
minimum _improvement value of at least $50,000, The improvements should
substantially improve the value of the existing main structure of the home aud can
include the addition of living space to the home as well as major interior renovations,
Half’ of each permit foo will be waived for & renovation meeting this criteria and the
homeowner/investor is eligible for 2% cash based on an fmprovement value between
$50,000 and $99,999. Renovations with an improvement valwe $100,000 and above are
also eligible for one year of compleinentary services similar to those offered with the
New Home Incentive Program.

The Extemal Envelope Rewards Program emphasizes smaller cosmetic improve;nents to

the exterior of the home, Examples of potential rewards are farniture gift certificates by
partnering with the North Dallas Design District or gift cards for furniture, home
improvement stores, o restaurants.

Pursue Infrastructure and Streetscape fmprovements

The BRTF also recommended pursuing various infrastructure and streetscape
enhancements that will improve the aesthetics of the neighborhoods themselves. These
included items such as landscaping, bridge enhancements, boulevard banners, hardscape
improvements to screen utility stractures, and benches,
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Intradanction

Redevelopment is the process of reinventing existing residential, commercial, industrial,
or retail development within the City and fransforming it to achieve susteined growth,
vitality, and prosperity for the City’s residents,  All cities, regardless of location,
experience the same lifscycle that bogins at the initial founding and the formation of
infrastructure and new residential and business development. Many of the Metroplox's
outer ring subutbs, such &s Frisco, Allen, and Southlake are expetiencing this phase right
now. Others such as Grapevine and Coppell are seifiing into the next phase, which is
stability. ~The homes are rclatively new, the schools are goad, and businesses are
thriving.. To this point, the biggest challenge facing these citics is expandmg
infrastrcture to meet the needs of a growing comxm:m!.y However, at some pomt; there
will be parts of those cities that begin to experience decline. The longer the signs of
decline go umaddressed, the more drastic the meamres will have to be 10 rettmn the
. comnmunity to the stability phase.
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Many parts of the City need some remewal; others need more extensive work and will
need to bo redeveloped. The residential and retail areas in the central core of the City
need revitelization and vedevelopment to retura those homes, neighborhoods, and refail
areas to long-term viability and stability,

In contrast, the corporate health of the City on the east and west sides is very good. The
City is home to 26 Fortune 500 businesses, 65 corporate headquarters, and approximately
2,600 businesses. The daytime population, appmxunately 85,000, dwarfs the xesidential
popufation of 27,500. The comporate commmurity comprises appmxmtcly 71% of the

total tax base and because of this, the amenities that the City car offer o its residents at

low ar no cost are outstanding,

* The BRTF envisions Farmers Branch as a “destination” commminity, where prospective
homebwyers from all parts of the Metraplex seek out homes and come to shop here,
Today’s buyers not only want a spacicus home, but they want an environment that
provides enterfainment and dining options, recreation facilities, and other amenities.

" While Farmers Branch certainly satisfies some of these demands, the challenge facing the

City is transforming the housing stock built primarily between 1950 and 1970 into an

inventory of homes desirad by today’s buyar, The BRTF believes that if this can be
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accomplished, retail and restaurants will follow. Thus, the bulk of the BRTF discussions
focused on improving the City’s residential core.

However, the BRTF also believes that successful neighborhood revitalization depends on
the. successful integration of several issnes, many of which are coniplex in their own
tight. Based on the experience of Branch Crossing, BRTF recognized that redeveloping
the homes themsetves was fust one piece o0 a conplex puzzle. Code enforcement and
infrastmeture and strestscape improvements also played 2 central rofe in fransfocming

- Branch Crossing and would continue ta play an important role in the revitalization of the.

residential core as well. Code enforcement has been a focus of the Council and staff has
responded with several new initiatives to improve the appeamnce of the homes in
Farmers Branch. The BRTF recognized the City’s efforts in these arcas of muricipal
sexvices, infiastructure, and facilities and decided their focus was best addressed on the
residential areas of the City.

Existing Conditions
The BRTF discussed the environment that exists today within the central area of the City
end identificd tho barriers, as they saw them, to redevelopment.

1. House Size: The average home size in Farmers Branch is 1,668 square feet. In the
June 2006 issuc of Governing magezine, an article was written analyzing a
phenomenon called the “Bungalow Bind” Two researchers svalnated over 2,500
suburban communities across the United States to determine why some communitics
were experiencing a declive in medien family income and why ofther suburban
communities were thriving. The determining factor was the era in which a mejority
of the community’s homes were built, The neighborhoods that were having the most
trouble were those in which the houses were built during the 1950’s &nd 60%s,
Nationwide, the average size of new homes constructed in the 1950's was 1,100

square feet and throughout the 1970%s the size essentially semained unchanged (1,375

square feet). By the 1990°s, homes averaged over 2,000 square feet: by 2002, it was
over 2,100 square fest. Today, the average home size of a new home is over 2,300
square feet House size turned out to be the primary driver of the “first-ring sutnmh™
dilemma. This report showed that from this ome factor flowed several other
consequences: first population decline, then loss of retail business, weakened public
schools, even crime. Appendix B includes the full article, .

2, Demographics: Since the 1970%s the aggregate population of the City has remained
relatively stable, fram 27,492 in 1970 vs, 27,508 in 2000. The demographic makeup
of that population has changed dramatically during that same periad, The population
in Farmers Branch is getting older and more diverse, with family incomes remaining
relatively flat. The City’s median age has increased from 25 years in 1970 t0 374
years in 2000 and is still rising. Approximately 25% of the City's single-famity
residents qualify for the over-65 exemption. Paradoxically, education levels have
increased but income has fallen stightly. When adjusted for inflation, the median
income level for Farmers Branch honseholds dropped by about three percent {3%)
between 1970 and 2000, Howevet, during this same period, the educational
attainment of individuals aged twenty-five years and older increased significantly,
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The City’s Hispanic population imcreased ffom about 5 percent to 37 percent between
1970 and 2000 and continues to grow at a rate exceeding all other ethnic and racial
populations in the City.

3. Economics of rebuilds: The ecomomics of a teardown and rebuild project can be
challenging in most cases. For example, fhe industiy stenderd for retm on
investment is 4:1 for these types of projects. For a builder, the margins ave very tight
to purchase a home for $100,000, tear it down and rebuild, and sell it for $400,000,
which iz more than what the market will bear in most neighborhoode. The marging
are even tighter in neighborhnods that are in states of sefions decline.

4. Retail decline: Since the 1970°, refail development in e ceniral core of the City has
consisted of only two primary retail areas: the Four Corners retail area, located
around the intersection of Valley View Lane and Josey Cane, and the shopping center
at Josey Lanc and Valwood Parkway. Staff completed an cvaluation and report on
the Four Comers in December 2004, The report is included as Appendix C. In
addition, stafl will be awarding a consulting contract for the development of a Four
Comers Master Plag and Vision. Plan.

The following seciions of the report outline in greater detail the marketing strategy, the
mew hotne program, the home renovation program, and a priotitizaton of recommended
action items. Any program contemplated for neighborhood revitalization would include
periodic program evaluations. The programs and strategies identified here may only be a
starting point for other permuiations onve the programs are underway. Moreover, the
strategies presented in thiz report are recommendations enly. Council may desire to
thange, alter, or discard any of the ideas at thejr discretion.
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RECOMMENDED STRATEGY No 1:
Continue Implementation of DART Station Area Vision

In June 2006, the City Council conducted a strategic planning retreat to identify goals and
objectives that will guide the City in creating a program to achieve the long-range goals.
The highest priority identified by the Council at the retreat was development of the
DART Station Area, Staff has shared with the BRTF the vision set forth in the Station
Area Conceptual Master Plan and provided an update on its implementation status,

The vision for the Station Azea is one of an nrban transit village that will become the
town center for the City of Farmers Branch. The town venter will comprise a mix of
retail shops, restaurants, personal and professional services, office and dense residential
uses surrounding the DART sfation itself, Atiractive, pedestrian-friendly streets and
public spaces will unify the area and contribuie to the creation of & unigue place fo live,
work, shop, and-visit.

In order to make the vision a reality, at least three primsry implementation components
are necessary.  The first was accomplished with the adoption of the Station Area Cods,
which emphasizes building form over land use to create high quality public space and a
sense of place. The Station Area Code also simplifies development regulations and
strearalines the approval process.

The second component, which is on going, is consofidation of property. Land assenibly

works hand in hand with the third component, recruitment of o development partner,
“Greenfield” projects that have the majotity of land vader common ownership are very
altractive to developers because it streamlines their development tims and lowers
development costs. Landl acquisition around the Station Area has been and continmes to
be a priority for the City. The BRTF endorses the Stafion Area vision for a transit
oriented town center and the on-going efforts by the City to assemble land parcels and
recit development partness. '

While significant development around the DART Station will ocour as the arrival date of
the light rail becomes closer, the BRTF recommends fhat the Council imitiate
development in the area. The construction a town home project to add more rooflops in
the Station Area will serve as a catalyst for additional residential and retail development,
A town home development not only Tesponds to the growing demand for this type of
housing, it will also generate interest in the Station Ares, and set the standard for the area
that the City looks to achieve. The BRTF provided City sfaff a list of potential town
homebuilders suitable for a project of this scale. City staff is currently working to make
this profect a reality, having already conducted preliminary engineering work and
prepared 2 prospective layout providing for approximately 30 umits. Based on the
concepmal master plan for fhe Station Area, over 1,000 units will evenfually be built
adjacent to and sround the DART station.

i0
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RECOMMENDED STRATEGY No. 2:
Development of a Vision for Four Corners

‘The Four Corners retait area is located acound the infersection of Valley View Lane and

- Josey Lane. This center has Jong served the City of Farmers Branch as the community”s

principal retail neighborhaod. Even though some renovations and new structures have
been added in the past ten years, almost ninety percent of the retail businesses present
today in the four shopping centers occupy buildings that were consiructed mors than
thirty years ago. A 2004 staff report was prepared in response to concerns regarding the
declining appearance of the centers and the decline in natiopally and regionally
recognized tenants Iocated in the centers.

Four primary factors that irapact the susteinebility of the development wera identified.

+ The shopping centers are currently leased and operating at revenue Iovels that are
satisfactory to the current owntership, who are not inclined to make major changes
based on these two facts.

o The layout of the shopping centers ereates visibility issues and unused, wasted
space. Space at the southeast corner {in front of the former Alberison’s building),
the southwest comer (behind Turner Hardware), and at.the northwest corner (by
Big Lofs) ar¢ prime examples of high visihility land that is currently unused. The
currenit building configuration and an oversupply of parking for the existing
demand contribute to this condition.

¢ Competition from the outer ring suburbs is drawing not only customers from
Farmers Brench but also retailers themselves, With the cache of being in a “hip”
location, national and regional retail chains and restevrants ase drawn to the
outskirts of the Metroplex based on a purchasing constitiency with higher

- numbers both in potential eustoers and their incomes.

s The retailers in Farmers Branch are following msny of the trends exhibited both
naticnally and regionally. Store formats in all retail categories are changing to
embrace a smailer, more specialized market in order to betisr respond to changing
consumer preferences and reduce development risk. In the Metroplex, retaileis
are responding to demographic change by increasingly marketing to growing
ethnic populations, which in twn is giving rise to shopping centers devoted
exclusively to ethnic populations, espacially Hispanic, Africai American, and
Asian populations.

Within urban retail developments, increasing emphasis is on smaller stores, mulfi-story
bnildings with struetured parking, street front appeal and connectivity. This is the type of
development that is envisioned for the DART Station Area as well as on the City’s
Westside. Staff has envisioned the redevelopment of the Four Comers to be
compleméntary to, not in competition with, the vision established in the Station Area. In
one development scenario, the Four Corners could transition from retail to non-retail uses
that complement the DART Station retail area.

BRTF supports staff recommendations to address the retail situation at the Four Comers
by contracting with an outside consuliant to develop a vision and master plan for the area.

11
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City staff has obtained proposals and interviewed the finalists for the consulting contract,
which will be presented for City Council action in January 2007, BRTF recommended
strongly that the residential area surronnding the Four Corners retail area and Branch
Crossing be included In i visioning process for the Four Camers, The BRTF
recogmized that the proximity of the Bour Corners area, Branch Crossing, the surrounding
residential arca, and the DART Hght sail area Play a crucial role in determining how these
areas affected each other. .

12
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RECOMMENDED STRATEGY No. 3:
Create a Comprehensive Marketing & Branding Plan

The City contracted wit_h Rainmaker Advertising to present & comprchensive marketing

. strategy to the BRTF. The BRTF met with Reinmaker to voice their opinions reganding

their goals, which shaped the recommendations made in the marketing strategy presented
in this report. This strategy will essist the City in reaching the objectives of promoting a
positive image for living in Fammers Branch, marketing and encouraging residential
redevelopment, and enhancing the City name recognition and brand, Ag recommengded
by the BRTF, the overall marketing strategy outlined here is 2 long-term plan, and also
includes many specific stratogies that can be implemented in the short- and mid-term.
The marketing strategy will work in coordination with other recommendation in this
repart, as appropriate.

Current markeling efforts, such as the City’s website and brochure packets available for
pickup, arc passive. Most of the materials currently produced by the City depend on the
initiative of the end vser to pick up that fiyer or brochure, rather than taking 2 pro-active
approach to bring materials fo the end user. Bven the Cily’s web presencs is passive.
While the economic development information on the City’s web page is updated
regularly, the City does not have a strong presence on other regional convention and
visitors bureaus® wehsites that tout area sttractions for cut-of-fowners, convention
attendees, and homebuyers. Moreovet, the City does not have a site speeifically for those
considering a home purchase in Farmers Branch,

The City needs to go through 4 process to identify what it is selling to potcntial buyers
and residents, Is it location? Is it city services? Iy it jobs? In addition, the target audience
Should also be identified (commuters, existing residents, apartment dwellers, remodel
investors, and employees of businesses currently located in the City). In order to create
an effective “brand,” solidifying these two targets is crucial so thata repetitive, consistent
message is conveyed in all City communications, marketing, and publications. The
BRTF and Rainmaker identified that the City*s biggest distinctive selling point is location
as the geopraphic center of the Metroplex:
» To corporate jubs- Approximately 2,600 businesseas in Farmers Branch
s To lightrail transit- DART will arrive in FB in 2010
¢ To educational opportunities at all levels. There ate public and private school
options, as well 2 Brookhaven Community College and Dallas Christian College.
» To major highways and toll roads- FB is bordered by I-35 and 1-635 as well as the
Dallas North Tollway and President George Bush Turapike,
To bath DFW Airport and Love Field- both just 15 minutes away
To retail options- The Galleria is adjacent, and Grapevine Mills Mall, the Gaylord
Resort, North Park Mall, and Valley View Mall are oaly 15 minutes away.
« To downtown Dallas- 15 minutes.

BRTF concluded the primary market shonld be people who come fo er travel through

Farmners Branch each day-—corporate employees, apartment dwellers, and the school
community.

13
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In order to coordinate the comprehengive marketing strategy recommended by
Rainmaker, the addition of a staff person whose primary responsibility is marketing the
City is essemtial. Not only would this position be respansible for making contacts with

the real estate professionals and other target audiences, but this person would alse -
- coordinate all of the marketing activities such as collateral materials, advertising media,

home builder marketing assistance, and other activities related to both home programs
recomumended by the BRTF and detailed jn the following sestions,

The two-part plan for organizing the marketing efforts will aim to engage the primary
audience zmd maintain “branding” among this group. The initial target andience should
be the deytime populstion- people that work in Farmers Branch and have children in
Farmers Branch public and private schools, who endure the commute through traffic fo
come here deily. Once this hag been achieved, expanding the message to a larger and
Jarger audience will be possible. This approach will allow the City time to develop a
consistent message, logo and look ¢o all of its marketing efforts prior to broadcasting that
message to the larger Metroplex.

Phase One: Targeted Launck .

The initial phase of the marketing strategy consists of selling the message and getting the
logo out to the target audience through a.variety of media. Rainmaker had several
observations and recommendations regayding this initial phase of the marketing strategy.

The first is unveiling “the” City logo that will be used on all marketing materials
regardless of what department of the City it represents, Currently, the City has several
different logos and taglines that are published on various depariment literature. The
exemples below erc from various departments that have taglines and logos and from
various business catd designs currently in circulation.

- T X

1-800-BRANCH-9

"This is Living" ' Ve Best Living

FARME RS FEANCH
P ] ¥
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The second is developing support collateral such as tri-fold mailers for display znd direct
marketing purposes, realtor/builder kits, corporate programs, and school programs.
These materials would be actively distributed 4o realtors, corporate cifizens, and within
the schoals, The advertising position recommended would coordinate this marketing
offort and maintain relationships with liaisons from each group. Creating a program that
fosters on-going relaiionships bulldmg with target markets (realiors, builders, corporate
citizens, schools, churches) is cmeial. This can be accomphshed through regular
presentations with these target audiences,

Third, Rainmaker suggested and the BRTF strongly supported developing a “Live i In FB"
‘web portal that could be incorporated into the existing website. The portal or “pre” home
page would have four separaie links that visitors to the site could choose: Economm
Development, Potential Home Buyer, Visitors/Tourism, and Residents, Staff is cumently
working wifhk Raimaketr to re-design the webstte. and incorporate these
recommendationg,

Faurth, Rainmaker recommended increasing and enhancing signage around the City that
promotes the desired message. The City has begun a short-term marketing effort to draw
attention to Branch Crossing and increase potential sales traffic fo the area. This effort
included two separate banner projects: one along Tom Field Road to brand Branch
Crossing and another along major thoroughfares to scll Farmers Branch as a desirable
residential lacation, The banners along Tom Field Road that demarcate Branch Crossing
were installed in November 2006. The purpose of these banners is to differentiate
Branch Crossing from other neighborhoods in the City. The BRTF presented ideas at
their interim report to the City Council on ideas for boulevard bamners that tout the
benefits of living in Farmers Branch and detail some of the proposed home buyer
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incentives. These two efforts can work in concert with any other signage enhancements
desired by the Counacil,

Fifth, Rainmaker recommended creating n marketing partnership with the homebuilders
similar to what is included in the New Home Incentive Program. seotion of thig report,

Under one example, the City would purchase the collateral materials and the builder

would pay for targeted zip code lists and covers mailing coats,

Rainmaker’s final recommended strategy for the Tasgeted Launch is producing a
promotional lifestyles magazine for use in office lobbies, professional offices, and school
administrative areas. Thess imagazines communicate city events, highlights city
businesses, and features velated ta living in Farmers Bragch. OF the recommendations for
the “Targeted Launch,” the promotional magazine would regunire the most extensive
planning, coordination, and evaluation of cost, .

Phase Tiwo:

Brand Building

The second phase of the marketing and branding strategy is a longer-term plan that will
include extended planning and coordination by staff, Brand building includes 'z mass
markefing approach to build long-standing brand awareness and desired perceptions of
Farmers Branch to the general public. These recommendations typically are higher dollar
efforts than those identified in the Tatgeted Launch phase. The Brand Building strategy
asstimes that a consistent logo and message have been identified and have been in use for
the Targeted Launch effort to lay the groundwork for the larger scale branding effort
recommended below.

Initially, Rainmaker recommends that the €ity coordinate a media relations campaign
that focuses on two goals: 1) gaining recognition in publications that rank cities under

various positive criteria, such as safety, and 2) pitehing success storics regarding first- .

ring suburb revitalization.

Second, brand advertising, based on cost-benofit analysis, could be used to convey the
message to a wider andience. This could include exponsive media such as television,
radio, niewspaper, and general interest magezine ads and as well as less expensive options
such as billboards, KERA sponsorship, hotel weather channel sponsorship, cable show
advertising (“Hot on. Homes” for example). . ‘

Fii:a[ly, Reinmeker recommends that one option for gaining favorable media coverage is
to host public relations ¢vents such as bicycle tours, runs, a Brookhaven Tennis event or
“Extreme Makeover” fype event.

The BRTF concuired with the strategies presented by Rainmaker regarding the long-tern
marketing and branding effort. The full Rainmaker report is included as Appendix D,

D 00467
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RECOMMENDED STRATEGY Na, 4:
Implement a New Home Incentive Program

The Branch Crossing Neighborhood Renaissance Prograna provided a blueprint of how a
neighberhood redevelopment project conld succeed. The momentum generated during
the first years of the Renaissance Program, 1998-2000, was enough to produce twenty-
two new homes fom the eight original lots purchased by the City. The property values
have increased at a pace that has exceeded the growth for the City ag a whole, 'and eode
enforcement efforts in the neighborhood have produced posjtive results.

Six years removed from the lammch of Branch Crossing, the real estate professionals on
BRTF emphasize 2 need to address thres issues that affeot the success of marketing new
homes today in Farmers Branch and specifically in Braach Crossing.

¢ Lack of new home inventory., Prospective homebuyers want to visit areas that
have several homes fitting their preferences. Realiors are also drawn 10 areas that
have a lot of product to show. Currently in Branch Crossing, there are only one or
two new homes for sale, and citywide, outside of the Courtyards development af
Marsh Lane and Valley View Laze, there are very fow new single-famifly home
options available to draw 2 crowd,

» Lack of sales traffic. Builders need sales traffic as an incentive to contimue
building in the neighbothood. The BRTF spent significant fime debating the
merits of a builder incentive such as cash back for each new home sold. In the
end, it was clear that bringing buyers to the area was the greater incentive to the
builder. If homebuilders know that buyers are in the area consistently and are
buying product, they are more fikely to continue to build inventory,

*» Lack of markeling funds. This issue works hand in hand with generating safes
traffic. The homebuilders currenfly in Branch Crossing are low-volume custom
builders rather than the major subdivision builders, and subsequently do not have
large advertising budgets. Under this proposal, the City would serve as the lead
marketer and coordinate its efforts with appropriate builders.

The goal of the New Home Incentive Program is to encourage new home constction
and new home sales in arcas of the City where the existing homes do not meet the desires
of today’s buyer. The initial target audience for this effort is the daytime population-
people that work in Farmers Branch or have children int Farmers Branch schools, The
program can be implemented in the short term and consists of three separate incentives:
1} Buyer Incentive Program, 2) Real Estate Agent Rewards, and 3) Marketing Assistance.
The program addresses each one of the three concermns regarding the “sell-ability” of new
home construction in Farmers Branch- inventory, sales traffic, and marketing,

Buyer Incentive Program .

Under the recommended Buyer Incentive Program, when & new home is purchased in
Farmers Branch, the buyer is eligible for two different types of incentives. The first is &
Purchase Grant. Upon close and issnance of a certificate of occupancy for a new home,
the buyer would receive cash based on the purchase price of the home. The BRTF
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recommends starting the Purchase Grang at 2%. For example, on a typical riew home in
Branch Crossing sold for $350,000, the buyer is eligible for cash ingentive of $7,000.

A second meentive the buyer of a new home can receive is complementary services for
one year. These services could include:; )
¢ ‘Water and sewer service (maximuim recommended value of £2,500)
WiFi through the City’s provider o
Fitness membership for the family at the Recreation Center
Consultstion with the City’s horticulturist '
Brookhaven Country Club sacial membership

Real Estate Agent Rewards Program

This recommended reward program would provide an additional incentive to realtors to
show new homes in Farmers Branch, The City would partner with realtors to receive
electronic notices when an appointment to show a new home is made through the
electronic booking service that most realtors utilize,. When the City received a “notice of
show,” a reward would automatically be sent to the realtor fo say, “Thank you for
showing in Farmers Branch{” The rewards could be gift cards for car washes,’
xestaurands, or even vacations/cruises for truly exceptional work, The reward would be
mailed in high-end, eye-catching envelopes and delivered via specialty camiers es
opposed to reguiar mail carriers. : : .

Not only does the realtor receive a “Thank Yon,” the City can also include marketing
collateral that advertises new programs and incentives for buyers. Providing realtors with
additional selling tools for their clients benefits the realiors selling product, the buyexs
purchasing it, and the homebuilders construeting it. This program. also ENCOUrages
realtors to show Farmers Branch and makes it easier to sell the City.

The BRTF debated the merits of providing a cash incentive to the agent upon sale of 2
home and"decided against this type of incentive, based on ethical and practical reagons,

New Home Marketing Assistance ’
The final recommendation to the New Home Buyer Program is marketing assistancs to
marke{ new homes currendly for sale., The low-volume custom homebuilders will benefit
the ‘most from this incenfive. The City would spearhead the markeling effort and
coordinate with homebuilders to generate sales traffic in the City. The type of
advertising and marketing has not yet been determined.

The BRTF and Rainmaker evaluated past efforts at markefing new homes in Branch
Crossing to determine if a similar effort may work to market and promote the
" recommended home programs.  The joitial marketing effort included a two-phased
approach. First, a marketing consultant developed an initial marketing stady, similar to
what Rainmaker presented to the BRTF. This phase resulted in the preduction. of the
Branch Crossing promotional brochures and handouts and public display that is still used
today in the lobby of City Hall. The BRTF and Reinmaker liked the message conveyed
by the Branch Crossing brochure thet uses the fagline, “This is Living,” and
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recommended continued utilization of that messagé. The second phase consisted of

developing nowspaper ads for the open house events and placement of ads in other
media, such 2 home magazines.
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RECOMMENDED STRATEGY No. 5:
Tmplenient a Home Renovation Program

There have been fifty-two new homes constrncted in Farmers Branch sinee 2001,
However, in & community that has approximately 8,000 single-family homes, focusing on
improving the existing housing stock is cssential to improving the condition of the City's
neighborhtoods. The City has a limited number of residential lots available for new
construction, and the City wishes to encourage the redevelopment of neighborhoods and

~ development of a neighborhood pride effort, A majority of the single-family properties

int the City are in excess of forty years old and are in need of updating to meet the current
interests of persons i the market for new homes. Developing a strategy to encourage
new product development and to encourage the redevelopment of existing homes is
essential for the economic success and prosperity of the City. Implementing programs
designed to improve single-family homes and quality of neighborhoods will position the
city for sustained success at affracting homebuyers and retail outleta.

The “Bungalow Bind” article (Appendix B), disoussed carfisr in the Introduction,
provided a stimulus for BRTF discussion of how to improve the City’s cxisting homes,
The small size of the homes in the City is undesirable to today’s buyers with families,
which demand a more spacious home with different amenities than were offered to
hemebuyers in the 1950's, However, BRTF members recognize that in some areas of the
Metroplex, homebuyers ara paying a premium for small homes situated in desitable
locations. Thg key in these axeas was modemizing these homes to appeal to different
buyers. Some of these buyers may be Baby Boomers looking to downsize, single
professionals, young families, or empty nesters. By improving -and modemizing the
interior of the home, even smail homes can become a desirable product, These two
dynamies provided the impetus for the recommended home renovation sirategy.

The BRTF recommends implemeanting a two-tiered homs renovation progtam that

encourages homeowners {o improve the appearance and value of their homes; and
thereby the ncighborhood, The first tier reweards homeowners that invest substantial
capital into major renovations that increase the home value. In addition to the major
tenovations, the BRTF recommends a second tier that rewards homeowners for making
smaller cosmetic improvements to the exterior of their home, In order for a homeowner

to claim a reward, the property must be in good standing with code enforcement. This

strategy can he implemented in the short term.,

Major Remadel Progrem

The goal of the Major Remodel Program is to encourage significant capital investment in,
home renovations that jmprove the value of the home. In order to qualify for this
incentive, the homeowner must complete renovations with a minimum pemmit valie of
$50,000. The homeowner must obtain a permit from Community Services, even though
the fee for the permit is significantly reduced for these renovations. In most cases, the
beneficiary of the incentive will be the homeowner. Flowever, for instances whers an
invester has purchased the home and completed the renovations, the investor would be
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eligible for the incentive. The incentive would not be granted wntil completion of the
project and verification by the City inspecior.

The incentive amount for major remedels is proposed to be a percentage of the permit
value, in addition to waiving 50% of the permit fee. The BRTF recommends 2% cash
incentive for improvements between $50.000 and $99,999. Once the value of an
improvement exceeds $100,000, the homeowner is eligible for all the complementary

services outlined in the New Home Itcentive Program in addition fo the 2% cash-
incenitive. The chart below is an example of the 2% incentive based on various levels of

improvements, )

Permit Incentive

Value . Amount
$ 50,000 8§ 1,000
$ 100,000 § 2,000
$ 1500003 3,000
‘$ 2000008 4,000
p 250,000 $ 5,000
b 300,000 3 6,000
$ 3500008 7,000
$ 400,000 % 8,000

Additionally, the BRTF recommends inoluding a lmdscape allowance for qualifymg
home renovations to further enhance the curb sppeal. By co-opting with & local
architecturs school, the City could compile a booklet of Iandscape and architectural
designs for different budgets and lot sizes. The layonts could be placed on-line in the
“Home” section of the website as well. The layout information could be available to all
residents, but the landscape allowance would be awarded 6o those homeowners qualifying
for roajor home renovation incentives. ‘

There are some exemptions tp this program that the BRTF recommends. Storage
buildings zrd workshops would not be eligible for the incentives, BRTF recommends
that swimming pools, cabanas, and other amenities that create an outdoor living area be
eligible for incentives,

External Envelope FProgram

The BRTF recognized that not all homeowners desire or have the resources to devots
large percentages of their total existing home value on xenovations, With this in mind,
the External Bnvelope Program was conceived, which rewards homeowners for smaller
dollar, smaller scale improvements to the exterior of their home. In many cases, sitnple
repairs can make a huge difference in the drive-up appeal of a home. Moreover, these

. types of improvements can be contagious and can motivate surrounding homes to initiate

improvements as well. The BRTF plans for this program to bz able to encourage all
residents to fix wp their properties, therehy creating 2 method to address all of the housing
stock in the City. o )
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Once a homeowner completes an improvement, teceipts would be submitted to the City.
A City building inspector would confirm the renovations and value, the incentive would
be paid to the homeowner, An edditional incentive could be placed on. certain material
upgrades of improvements, such as vsing steel poles for new fencing instead of wooden
posts and using Herdiboard or other non-wood materials instead of wood siding, In
addition, based on a menu of potential improvements, 2 homeowner could increage the
wcentive by increasing the number of improvements completed within a given period,
The menu of improvements covld include items such as:

Replacement of entire soffit or fascia with cementitious material (Hardiboard)
Re-shingle/replace reof with 30-year shingles.

Replace siding with cementitious material (Flardiboard or equivalent)

Replace or repair >50% of driveway with concrete to city spectfications,

Replace windows with energy cificient windows

Replace fence to city specifications that inchude stee} posts and cedar or treated
wood fence pickets and rails

Replace doors (including garage doora)

Replace patio cover with an architecturally compatible patio cover

Replace carport with an architectarally compatible carport

Construct an addition. Co

Consiruct a new garage *
Consiruct a new front porch

& 4 & & v @

For many of these jmprovements, the BRTF recorumends that the City determine
minimums in order o qualify for a reward under this program. For example, how many
windows sliould be replaced in order to qualify for & reward? What percentage of the
fence must be replaced or rebuilt in order to qualify? )

The types of rewards could include a numiber of different ftems, such as:
e Giftcards ‘
o Fumiture (partnership opportunity with the North Dailas Design District)
o Tumner Hardware or another home improverent store
¢ Restaurants
¢ Refund of any permit feen (if required)
s (ash rebates
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RECOMMENDED STRATEGY No. 6:
Pursue Infrastructure and Streetscape Improvementis

In addition ta mpmvmg the aesthetic appeal of the hores in Farmers Branch, shreetscape
and landscape improvernents would algo enhance the drive by appeal while at the same
{ime, creating & sense of “neighborhood.” Branch Crossing was chosen as the first
redcvelopment neighborhood becavse it possessed many amenities that often define a
neighborhood and create added value, such as nearby parks/ playgrounds, tennis courts,
walking/biking paths, and the creck. 'I‘u orcate a sense of “ncighbothood” in residential
areas withont these fsaturcs, othor amenitics must be utilized, Bridge enhancements,
arches, and other hardscape structures provide distinotive gateways into neighborhoods,
outline geographic boundarics of specific neighborhoods, and create a sense of pride
within a particular neighborhood. Examples might be improvements to the roadway and
medians along Valwood Parkway from [-35 to Josey Lans, lendscaping along Marsh
Lane and Webb Chapel Road, and street and landscape improvements along Tom Field
Road.

The BRTY identified many streetscape improvements for nelghborhoods around the City.

They include:
Landscaping (color beds, ground cover, trees, hanging baskets, and shrubbery)

» Hopdscape improvements such sz wtility box/transformer appearance
modifications (screening that is compatible with other hardscape cheices in a
particular neighborhood)

Entryway monuments
Benches
Boulevard banners
Bridge enhancements {at Valley View Lane and Rawhide Creek and at Josey
Lane and Rawhide Creek)
* Signage enhancements
: o Traffic signs/poles
s Sign toppers, such ag those found in “distincfive® neighborhoods of the
Metroplex.
= Screening Walls
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Other Program Ideas

In addition fo the formally recommended programs identified in this report, the BRTF
explored several additional creative ideas for addressing the issues of existing home
renovation and potential financing partnerships. The ideas have not been completely
developed and ate not presented for implementation as part of this report, However, the
BRTF believes the ideas have merit and recommends that the City continue to -explore
their feasibility, as they may provide the basis for other program ideas.

Howe Renovation Ideas for Further Evaluation:

* » Creation of model homes for open house event. In this program, the City would
choose several builders that would build one new home and renovate anather. At
the conelusion of work;, all of the homes would be availabls for open house events
for a determined period of time. The City would provide incentives to the
builders in the form of carrying the interest cost for the period during which open
house events are conducted (six months, for example). By partnering with the
North Dailas Design District (NDDD), the homes conld be furnished for the open
house events and provide some additional advertising for the NDDD.

* City Re-Mode] Plan. In this plan, the City would purchase several highly visible
lots and renovate the homes. These homes would be used as an example of what
could be done in specific neighbothoods that have limited space for additionsl
square footage or landscaping. The BRTF oited that seeing tangible examples of
home renovation was an important factor in generating momentim and
enthusiasm within a neighborhood,

= Virtual Tours: This proposal oowld work in concert with some of the other
proposed plans. By taking before and 2fter “virtual tours® of homes renovated, it

- can provide idess for homeownets considering doing a renovation themselves.
This could also have a littk on the “Home” section of the website.

Financing Ideas for Further Discussion:
* Low interest loans through participating lenders
¢ Negotiating vendor discounts
o Fannie Mae programg
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SUMMARIZE RECOMMENDATIONS AN]) TIMELINE
Prioritization

The following lists suimmarize the recommendations of the BRTF and provide a
prioritization for when projecis could be lmplcmﬂnwd.

Recommendations that can be impiemented within the next 120 days:
. 1) Design and install basmers along major thoroughfares to advertise the new

programs$ and begin process of creating a “brand” .

2) Develop epecific program guidelines for the New Home Buyer Program and
Home Renovation Program

3) Implement New Home Buyer Program and Home Renovation Program

4) Begin renovating the City website

5) Begin assessment of how the Marketing Plan should be implemented

6) Choose consulting firm for Four Comer Vision Developrment and Analysis and
award contract ’

7) Preliminary enginecting for town home project in Station Area

Action items that have a mid-term implementation schedule:
1} Town home project construction '
2) Begin implementation of chosen “Targeted Launch” marketing strategies
3) Bepin consideration of potential infrastructure/strestscape improvements, as
outlined in, Recomriendation No. 6
4) Periodic evaluation of the home programs
5) Continue DART Stafion Arca strategy
6) Complete Four Corners Vision/Master Plan

Action items that have & long-term implementation schedule;
[. -Brand building and contivaed marcketing efforts
2. Teplementation of Four Comers Vision Plan
3. Coordination of activities in the areas comnecting the DART Station Area Four
Comers, and the Valwood/Joey retail areas
_ 4. Continue DART Station Atea sirategy
5. Complete comprehensive plan update of central area of the City
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Financing

Based on the cutrent configuration of the capital budget, adequate funds are available
A0W to pursue many of the programs identified in this report. The 2006-07 budget has
allocated General Fund and Water and Sewer Fund monies for redevelopment. However,
the outlay amount available today is not a reourring revenue source for revitalization.
The budgst presented in the report can provide information that the Coungil may use in
fature budget years to determine what level of funding is required based on the programs

- in place at the time.

The costs presented below ere estimates based on staff approximations of how many
homes may qualify for incentives in a given yesr. These estimates may increase or
decrease based on actual submissions for incentives and the success of the programsg, In
addition, the estimates do nof refiect changes that may be proposed by the Council
regarding the programs as recommended by the BRTF,

Annual Cost of Home Programs: $255,000

¢ New Home Buyer Program Incentives: $140,000 (based on 10 homes sold per

year)
& Home Renovation Program Incentives: $115,000 (based on betwesn 7 & 35
qualifying major remode] homes and 90 qualifying renovations at $500 per home

Aninal Marketing & Branding: To fully implement the strategy as outlined by
Rainmaker, which is beyond what was recommended by the BRTF, the budget could
easily exceed $300,000 or $350,000 annually and would require the assistance of an
ouiside marketing ficra, The finel expenditure amornt will depend on how much of the
Marketing Strategy the Council would like to pursue. The BRTF is recomntending a
marketing budget of approximately $200,000 to produce marketing collateral that will
promote the home programs and be distribwied to target groups within the City and assist
in branding the City.

Additional Marketing Staff: $70,000-$85,000 (inclades bensfits)

Total annual cost for Home Program Tncentives, Marketing Strategy Implementation, and
Additional Staff: Between $525,00 and $540,000
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Conclusion

This report to the City Council details the ideas brought forth by the BRTF. The BRTF
does not recommend pursuing each and every item presented in this report at this time.
Instead, the BRTF focused recommendations on ideas that will be the most effective in
terias of achieving stated goals and financial considerations. Some recommendations
will require additional evaluation on financing and implementation logistics. Al
programs will need to be evaluated continually to determine cffectiveness and the nesd
for modification.

The DART Station development and the Four Comers vision/master plan development
will be critical elements of the retail aid commercial revitalization in the City’s core.
The Home Programs are designed to provide the basis for improving the “ropftops™
surrounding these two retail hubs .along the Valley View Lane corridos, as well as
throughout the City. The Marketing Plan is designed provide the City with a consistent
identity, logo, and message that can be wsed to enhance the perception of Farmers Branch

- among potential homebuyers, its residents, and others outside Fammers Branch, The

infrastructure and strectscape improvements are infended to create vignal cues that shape,
frame, and identify various neighborboods within the City. These improvements are alsa
aimed at improving the overall aesthetics of the structures within neighborhoods o create
a consistent look,

Since the inception of the BRTF, members have been diligent in their attendance,
enthusiasm, and generation of ideas. The members spent many hours deliberating issues
and their dedication and insights have resulted in six quality, inter-related
recommendations that have elements that can be started immediately.

The BRTF would like to extend their gratitude to the City Council for providing the
opportunity o be involved in the process of shaping the future of the community. In
addition, the BRTF would also like to extend their appreciation for the assistance
received from City staff in gencrating the report and supporting the BRTF throughout the
pracess.
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Age of Homes Map
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Resldentiaf Construetion Dates
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APPENDIX B

Bungalow Bind Article
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ASBESSMENTS
ALAN EHRENHALT

The Bungalow Bind

Middle-aged suburbs with a disproporifonate’ number of hauses from
the 19503 and “605 are in trouble.

Nultlmut of Richmond, Virgiala, lnthe aenerally eomfortable wxifines of suburbsa
Hendico Cotnty, there's A 15-mile residential corrldor along Intarstate-£4 that posted
discovraging numbers in the 2000 Census. Without much warning, i had become
econopmicaliy stagaant, The eres héd been Lomparatively prosperous In previous decadas,
but by 2000, the madian famliy Income In this part of the county had shrunk to less than 70
pereent of the avarage for Hetrico a% & whols. . .

Those numbess ware Intriguln to Willam Lucy and Davld Fhltlps, » pair of urban plansing
professors ot bt Unlversity of Vicinga, Yhe easy explanations were ali just & bit tao easy.
The area borders on Richmond's Gty limiks, bit ks prohlems didn®t seet to ka 3 casa of
poverty preading oubward fram the dty, beczuse Richmond itcalf had actunlly fared betber
Intha 1590c than In praviow decades, Tt wasn't a slmple metter of tha housing getting too
¢id, because nearby areas with much older houses had seen Bk Income 0. p signiflcantly,

Aga was part of the arswer, though, The more Uma Lucy apd
Fhiifipz apent with the numbers, the more ene fact stared out
at them: The nelghbarhoods that were having the most
troutde were thase In which the houses were bullt dering &
particular parlad « the 19502 and 50,

Asthey pored over Census data from ather parts of the
€oURkrY, the two stholsrs found that & sknllar pattemn bad
daveloped In dexens of metrapelitan oress. Some suburhy’
were geiting richer, and soma were getting poorar, Bit tha
ones Joshg ground the fastest had a commen chasacteristin: ;
middle npe, Tiwey were composed largely of homes bulle atter * §
World War J1 but bafore 3980, 2

By the tae they had finkn=d thelr revearch, Lugy and-ehillps N
hind studied » total of 2,586 suburban commitmiias In'every o

reglon of the Unlted States, All they neetiad 1o know was the decade |p which mast of the
hiouses wiere bul, and they ¢ould pretty much prasict what had hren happaning t& Income,

Among the newest suburbs — defhed 35 those with at east2,5 times as ntany 19905
houses a3 the metropoltan average — 78 percent galned in medjan family incoms ovier the
metropol(tan aversge tn the 2000 Centus, Among sublirbs specialltlng n pre-war houses —
agaln uging the saime deflnition — 65 percent were outpadng their metre arzas In Income
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growsths, The middle-aped suburbs, those with 8 dispropertionate number of heuset fram the
305 and ‘505, were invariably the weak periormars, Aooul 70 parcent of than: lost ralativa
ground In medan fonilly Incarne during the 1990s.

At [n Richmand, iy way net & dmpla rmatter of geography. In goengeal, lkouas trus that
many arthe siruggling middis-aged suburbs werne close to a cantral clty. Sut the correlation
was weak, In-the Chitago area, Lucy and £hillips found suburbs as faras 40 miles oot that
had {;Iummetcd In relative famlly Income during the 15505, And they found othiars right on
the border of the clty that wers thriving. The one fagtor that seemed to explain ka0 was

. middlé-age, Sublris born In the "S50s or '60s were afl but certain to Ye n froubie ki the

i opaning decade ofthe new.century. ‘

' E 'N hy was that? Well, as they locked at middle-2ged syburbs across the natian, Lucy
2 Phillps found a vardety of prablems. The schoals weren't particularly good; The
caminerclal distdcie, domiated by aging stdp mallc with vacink starefronts, ware |

-uneppesing, But these were aimost ceriainly symptnms of decling, not chuses, The real
|ssue'w{as something remariably simpie and e2sy to measire; the size of the houses
Hl&ﬂli! YE5.

! n 1930, the average size of a nev home bullt Tn America was a Ittle mare than 1,100

: squarg feet, In"same of the snburbs sprovting up on farmland fust bevand the'hig dties, [t
was evieh smaller, The first hodses In Levittovm, on Lang skand, all bullk [n 1950, had sn
everage vize of kess than 800 squire feet,

Those numbers changed ralatively slowly over the next couple of dacades. Throughout the
19705, the'averige slze for new homas was stil just 1,375 feat. @ut then it bagan to taice
offy In the 19803, [t passed the 2,000-square-foot milestone, By 2002, it wos up to 2,114,

The American middle dass simply wante more pace. And the cuburban lansscaps i
burdened with & huge supply of undersized, middiasaged houses that den't metch the
|Ifestyte cholces or famifies In the Zist century, As Litcy and Fhifips say In thelrnew bodk,
Tomorrow's Cities, Tomotrow's Suhorbs, *the more Exunuve these small-house areas, the
mors st rizk thass meighborhoods wira ta datereratian.”

The newest suburbs are attractive Aght now because the big hemes being built thera match
cosrant Iving choless, And at the other &nd of the spectrucy, the older, pre~wer suburbs held
up renaenably well n the 19503 becouse the homes In those places, for all thelr crcoks and
repalr probiems, are sigrilicantly ccomier than those af the 505 and %05,

5q house 3hz¢ toms out ta he the pitmary dilver of the middle-aged suburben syadeamne,

.From It flow mastof the other consequencess Rrst, population cicling, then loss of retall
business, weakened pistilie schools, even crime. Luty and Phllls:s put {t rather succictlys
“Bvarythlng ls wom — houses, schanls, streats and commerclal districks. Many resldents
experience thess condltiohs and leave: Many prospactive racidents anticlpate them gutting
worse and they doat bly.” :

U V hat nfe middle-aged 4uburbs supposed to do? How do they go obout relmventing
themsalvas? .

Wall, thera's one sbwious way, If the houses are too smai, you can make them bigger.
Afmost any 1,200-square-foot house fromn the 1950s In aniy suburls ke America can b
doubled In Hze with soma Ingenulty and a sufficiznt investinent of funde. Expanding a
middle-pged house lan®t chaep, but it almost always Hss expansive than buying & naw one.
Many of the middie-aged suburbs are geagraphicatly well-altunted, close to jobs pnd eentral
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dly commeice ridd.more attractive from a commuting stancpott than the distant newer

ones, If enough twe-becreom bungalows <ould tie tumad Inbo two-stary houses with four

bedropms, pienty of suburbs that stegnated in the 1680s canld come to [lie-again,

Dnfortunstely, It nok that simple. Finandig can be Rard & cbtaln for expansian oF 2 smsl
housa 1 an aging sublrb; sothetimes, even home-equity [oans don covar the full cost of
the job, It Isn't always easy o find a contractor for 2 project of that sqrt. Then there's the
probiem of moving out whie the work Iy being done, Familles add those Hhings be ang decide
It'3 fust {es3 of 2 fassle to.mave Into 3 new subcivision <n the edge of tha tretropalita anea,

Bayond those eoncerns, thaugh, there's a tpping pokt (ssue. Ho homeonnar kv a
nelphborfioed of 2950s-Lungalaws relishes batng the firs: one to Akt tha roof and creats a
fancy new house, I nobody else daes it, the neighborliood won®t improva, property values
won't po up 2nd the Investment will bava bean & waste of monay, In order to regain thelr
youthful attractiveness, middie-aged suburbs need momentict, And momhertum cin be
dflcult ke generate. .

1t’s espedally difficult whan the local goverunent Soesn’t appreciate the problem —ar
Tefuzes to face lt, While most struggling middlesaged suburbs undarstand that thay aeed
help, the leadets tend to focus on kmproving the schodls end keaping the ratall huslascees
thiar generte tax revenue, Not too many &F thenr sewin to rezlize that thay have n gmall- ©
hsuse problein, and dsat I this could be addressed and mlddie-clnes residénts induced bo
epve there, the ether probléms might gradually toke care of themselvas,

1t's eysiar sald than done, ofcourse: But 25 they looked arsund the countey, Lucy and
Phidips found severn! creative wfforts to ceal with the smalFhouse problem and thé
accompanying slghs of middfe-aged suburban decay, :

Some of Uisim are medestand atmple, such a5 ditributing guldebooks to shaw homeowows
exactly whit they need bt do to tue 8- smal heuse Into a bigger one. Some loch)
gevemments offer ists of coptractors and lenders wiking to take them on, Othars hwve
walved the standard parmit feas for the houss sipanelons they particuloriy want ko
ancourage.

n the Kaneas City area, the motrapolitan eeglonsl councl publishes what It calis the Fist
Suburbe Coalkion Jdos Bask, with deslgn [deas for renovation of ninost every comenon
middle-aged suburben houss, alang with practics! lettding advice, Chictge has its "bungalow
Initiative,* hibigh which small-holise cwners bra glvan free pesmit assistance, discounts
from vendors, as well 25 finanting assiskapcy,

None of these programs are guaranteed sokillons for any middte-aged neighbarhaod that has
begyn to decline, But camparsd to rasuseitating 3 school system ar mviving a retall digtict,
they hold out at lexst the prospact of tangtble benelit at modest expinse. One thing, st
feeat, is certaint Very féw Amedican farmliies who hava options wiil be Intarested In buying
Levittown-gize hiouses In the coming decades, Thatleaves thowsands of middie-aged sublrbs
with little choice but to redesign themsaivac If they are going ts surdive and prosger. -

Juck Parcue osleation

3 3005, Congmssionar Cawinasty, g, REprecction i 2ivy Gwem WHNBLE Vg Willier perselsddon of o peTsbar it
orchaiwd, G2ueeabny, Cﬂyh&.‘unr&&mmwu 1z reglLeeed Ak onmprha of Cong i Quirisyly, M,
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' THE FOUR CORNERS
RETAIL CENTERS
AT VALLEY VIEW LANE & JOSEY LANE

« Preliminary Findings and Possible Strategies -
December 2004 .

Introduction

The four shopping centerg located around the intersection of Vallsy View Lane and Josey
Lare, referred to in this report as the “Four Comers,” have long served the City of
Farmers Branch as one of the community’s principal retnil neighborhoods. Almost
ninety percent of the retail businesses present today in the four shopping centers accapy
buildings that were constructed more than thirty years ago.

This report provides an overview of the physical and cconomic health of the retsil centers
comprising the Four Comers. Based on the information collected related to these

properties, possible strategies are proposed to stimulate rinvestment and revitalization of -

the centers,

Stndy Area
The drea addressed by this report includes the retail centers situated at the £our corners of
the intersection of Josey Lane and Valley Viiew Lane and which are generally bounded by
Wilmington Drive ta the west; Golfing Green Drive to the north; Veromica Road fo the
east; and Escada Drive to the south, This area includes approximately foriy-cight (48)
acres and is more precisely illustrated in Figure 1.

The existing buildings in this geographic aze contais approximately 384,300 square fect
of gross floor area. A survey of the propesties in October 2004 revealed that the Four
Cormners combined enjoy a very good occupancy rate of about ninety-two percent (92%).
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