Parking System
Branding & Marketing

Best Practices
Strategies and Tools
For Your Toolbox
ParkiT
Appendix N
<AL City of Stockton, CA, Parking Operations Assessment



Presentation Overview

Parking System
Branding &

Marketing O Marketing Program Development Strategies
Best Practices 0 Goals & Objectives
QO Communications Issues

Q Planning Process Overview

O Marketing Program Budget Guidelines
O Tools for Your Marketing Tool Box
O Examples of Parking Marketing Best Practices

Q The Latest in Parking/Transportation
Web-Sites

Kimley-Hom
and Associates, Inc.




What Can Be Gained?

Parking System
Branding &
Marketing

What can be gained by implementing a
comprehensive parking marketing plan?

Best Practices

Increased facility usage

Increased parking system revenues

Decreased negative perceptions of parking

R N N

Increased consumer acceptance and understanding
of parking

U

Increased activity in the downtown

U

Promotion of Parking program accomplishments /
contributions
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Perception of Parking

What is the Perception of Parking in your
Community?

O Parking is one of the biggest deterrents to downtown
usage.

OR

O Our parking program is a significant contributor to the
success of our downtown.

Consider the possibility that...

O Parking can also be a tool that helps drive increased
usage of downtown or campus offerings.

O What if parking could be turned from an impediment to
visiting fo an amenity?



Elements of Success

Parking System
Branding & What are some of the elements of a

Marketing successful Parking Marketing program?

Best Practices
Q Coordinated parking system branding

a Consumer marketing/communications

a Internal training and communications
O Public information and public relations
O Usage of parking to drive other downtown usage

Q Cooperative strategies/partnerships with other agencies

ol
LTI — 1\ '8 ™ Parkit.
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Developing Your Marketing Plan

Overview of the Planning Process

Situation Analysis and Profile of the Parking Product
Identification of Target Markets
Establish Marketing Objectives

Establish Key Strategies and Tactical Plan

Brand and Image Development

Budget and Timeline Development



Developing Your Marketing Plan

Parking System
Branding & . . . .
Marketing Step One: Situation Analysis And Product Profile

Best Practices

O Interviews with customers, stakeholders

O Can be formal orinformal

Q Analysis of existing research

A Create SWOT analysis

Q Identify key issues and challenges

d Coordination with other campaigns

Introducing Parklng Valldatlon Downtown

Win $150 Downtown Boulder
Shopplng Spree

Look for the P!

and Associates, Inc.




Developing Your Marketing Plan

Parking System

Branding & . . . .
Marketing Step One: Situation Analysis and Product Profile

Best Practices

Situational Analysis Keys

O Identify positive program elements

d Identify potential issues
d Sorting out perception vs. Reality

d Seeing the system from various customer
perspectives

Kimley-Hom
and Associates, Inc.




Parking System
Branding &
Marketing

Best Practices

Kimley-Hom
and Associates, Inc.

Developing Your Marketing Plan

Step One: Situation Analysis and Product Profile

Each Facility Can Be Defined as a Product

L Different characteristics are attractive
to different parker groups

NO
PARKING

- PROMIBIDG
ESTACIQNARSE

d Develop a profile for each facility

Q List the characteristics of each
facility

O Generational differences

O National heritage

Q Match your facilities to your
customer profiles

a Compare with competing
facilities




Developing Your Marketing Plan

Parking System
Branding &
Marketing

Step One: Situation Analysis and Product Profile

Best Practices Facility Characteristics

d Distance from generator(s)e
Q Garage or surface lot?

Q Clearly identifiable?

O External fraffic flow?e

A Internal fraffic flow and parking geometrics?

JL'W rumuo ]

Convention Center ]

O Parking availability information

2nd / San Carlos

and Associates, Inc.



Developing Your Marketing Plan

Parking System
Branding &

Marketing Step One: Situation Analysis and Product Profile

Best Practices Facility Characteristics

Security

— Activity levelse

— Glass-backed stair/elevator towers?e

— Lighting (levels/distribution)e

— Emergency phones? — History of security incidentse
. — Security patrols? — Openness/floor-to-floor heightse
i — Security camerase
e

— Panic buttons?

—

= =T
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Best Practices

Kimley-Hom
and Associates, Inc.

Developing Your Marketing Plan

Step One: Situation Analysis and Product Profile

Facility Characteristics

Physical Condition

— Cleanliness? — Expansion joints in good

repaqire
— Painted Interiore — Concrete damage?
— Painfing and stripping? — Condition of elevator lobbies?
— Sighage and wayfinding¢ - Drains clear?

— Landscaping (CPTED compliant)e




Parking System
Branding &
Marketing

Best Practices
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Developing Your Marketing Plan

Step One: Situation Analysis and Product Profile

Facility Characteristics

Rates
— Rates at competing facilities (local/regional)
— Surface vs. structurede - On-street vs. off-street rates?
— Validation programs? — Rate structure Options?
 Merchant validations e Front-end loaded
e One-hour free programs * Back-end loaded
e Holiday programs

Enforcement
— Parking fine structure
— Negative perception mitigation strategies



Developing Your Marketing Plan

Parking System
Branding &
Marketing

Step One: Situation Analysis and Product Profile

el Facility Characteristics

Amenities
— Attendants on duty? — Dry cleaning/laundry?¢
— Valet parking? — Audio books?
— Car washe — Customer service patrolse
— Battery/flat tire servicese — Frequent parker programs?

— Shuttle service?

Kimley-Hom
and Associates, Inc.




Developing Your Marketing Plan

Parking System
Branding &
Marketing

Step One: Situation Analysis and Product Profile

Best Practices Facility Characteristics

Use of Technology
— Traditional attended facility?
— Automated pay stationse
— Pay-by space optionse
— Pay-by cell phone options?
— Automatic vehicle identfification (avi)?
— Credit card in / credit card oute
— Credit card payment for monthly/daily patrons?
— Use of internet-based payment options?
— Parking availability information
— Parking reservation services

Kimley-Hom
and Associates, Inc.




Developing Your Marketing Plan

Parking System

Branding & . . . .
Marketing Step One: Situation Analysis and Product Profile

Vi adue et Understanding Customer Travel Paiterns and Preferences

O Perception vs. Reality

Shoppers’ choice of travel modes in Bristol study

10% 13 229

Actual mode of customer travel

m=ﬂ ?nrg 'gis%%mams Inc.



Parking System
Branding &

Developing Your Marketing Plan

Step One: Situation Analysis and Product Profile

Marketing

Vi adue et Understanding Customer Travel Paiterns and Preferences

42% travelled under
2 mile

86% travelled under
2 miles

Underestimated
local market by 2/3

|| Kimley-Hom
m || ﬂ and Associates, Inc.
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Developing Your Marketing Plan

Parking System
Branding &

o Step One: Situation Analysis and Product Profile

Vi adue et Understanding Customer Travel Paiterns and Preferences

How customers travel to Church Road, Bristol

60
Overestimated 50
importance of 40
the car by 80%
30
20
D Retaliler

10 estimates

I l . Customer

0 behaviour
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Developing Your Marketing Plan

Parking System
Branding & . . . .
Marketing Step One: Situation Analysis and Product Profile

Vi adue et Understanding Customer Travel Paiterns and Preferences

Who visits most shops?
Number of businesses visited by mode of travel

60
50
40

30
20 B ca

|:| On foot
I I Bus
- Cycle
to 3 4105 9 or more

Don't know

1

o

o

1 2
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Developing Your Marketing Plan

Step Two: Identify Target Markets

Possible Target Markets Include:

Consumers (specific types)

Store owners/employees

Key stakeholders (board, DDA, city management,
Parking staff: management and operations
Media

etc.)



Developing Your Marketing Plan

Parking System
Branding &
Marketing Step Two: Identify Target Markets

Best Practices

Develop a customer profile
- Info to match parker needs to services provided
- Understand the wants and desires of your customers
- What role do they play in the market?

Kimley-Hom
and Associates, Inc.




Developing Your Marketing Plan

Parking System
Branding & .
Marketing Step Two: Identify Target Markets

gt Customer profiles

Visitors
e One-time or frequent ¢ Male or female
e Regular e All of the above
e Length of stay e [Individuals with
disabilities
— Short-term * VIPs Employees
— All day . Princiog|
— Multi-day nngpos
— Week or more * Senior
management
e Middle
management
o Staff
e Clerical
e Hourly / Transient
Kimley-Hom
and Associates, Inc.




Developing Your Marketing Plan

Parking System
Branding & . . .
Marketing Step Three: Establish Program Objectives

Best Practices

[ Enhance parking revenues

1 Improve awareness levels of specific programs/offers (I.E.
validations, free parking on weekends, etc.)

1 Service measurement

1 Usage of marketing programs

[ Customer satisfaction survey
 Awareness of program contributions

Now Available
$1/hr. Parking

o

Park

easy to ﬂnd C’T

parking
..... Downtown!

and Associates, Inc.



Developing Your Marketing Plan

Parking System

Branding & . .
Marketing Step Four: Establish Strateqgies

Tactical Planning

Best Practices

(J What are you trying to achieve?

O Increase downtown utilization
New technology infroduction
Change the perception of inadequate parking supply
Change the perception that parking is over-priced
Facilitate a parking rate increase

O Educate the community on parking issues
L How will you execute your parking marketing program?

L What specific promotions, collateral materials, advertising,

etc. will be needed?
-
PDAYS K i
'60“ '?e

Q
g
a
g
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Developing Your Marketing Plan

Parking System
Branding &
Marketing Defining your Parking Brand?

Best Practices

d What is your parking brand?
 More than a parking system logo!
[ Parking brand — what sets your parking program apart?

0 Can your brand have a personalitye Yes!

O What is your brand’s core message?

O What is your brand’s voice?

Q What is your brand’s look/feel?

R - —
S P $ Tm
m- Kimley-Hom a r I

|| and Associates, Inc.



Developing Your Marketing Plan

Parking System
Branding &
Marketing Program Budgets

Best Practices

d The average US parking system branding and marketing
budget is $6.00 - $10.00 per space per year.

A Average US Parking Program Marketing Budget $35,000
— $60,000 per year.

d The largest US parking system branding and marketing
budget we have documented was $21.00 per space
per year.

US Average US High\

{

U

$1 - $2 - $3 - $4 - $5 - $6 - $7 - $8 <= $9 - $10 - $11 - $12 - $13 - $14 - $15 - $16 - $17 - $18 - $19 - $20 - $21
$ Per Parking Space Per Yr. -

m || Kimley-Hom
|| and Associates, Inc.



Parking System
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Best Practices
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Developing Your Marketing Plan

Execution and Measurement

(d Before setting out on a marketing program try to
establish a set of goals

[ Prior to rolling out the campaign do some base-line
measurements

O Customer surveys

Q Facility utilization statistics

Q Parking and/or area sales tax revenues
Q Etc.

U Following the campaign, reassess program goals and
re-measure key benchmarks



Developing Your Marketing Plan

Parking System
Branding &

Marketing In Summary... Now that you have analyzed
R el Your operation, your environment and
developed customer profiles - now comes
the hard part....

d Don't try fo communicate too much
d Develop a simple core message for each campaign
d Target different audiences with distinct messages

d Parking marketing campaigns can be multi-faceted and
multi-dimensional

d Find the right voicel
d Image is everything — use graphic design professionals
O Monitor program impacts

Kimley-Hom
and Associates, Inc.




Parking System
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Developing Your Marketing Plan

ldeas For Your Toolbox

Examples of Parking Marketing from
around the U.S. and Canada.

~

g
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Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices
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Downtown Branding Strategies
Parking System Ideas For Your Toolbox

Branding &
Portland’s Smart Park Branding and
New Technology Intro

Marketing
SmartMeter Receipts

e et

Best Practices
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Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices

SPECIAL
v.1.P. SERVICES

for ParkSmart Reserved Customers

It's that easy! Be sure 10 walch for monthly
speciale ot !he entrance of your garage!

Pantoe! iy mors detwsas bu s P pad sobe

m=u ?nrg%s%%mlams Inc.
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Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices
Making History * 1952-2004 and Beyond

Parking Positioning Taglines

Parking Without A Care.
Green P Parking Is Everywhere.

Toronto Parking Authority

m=ﬂ ?nrg 'gis%%mams Inc.


http://www.greenp.com/tpa/

Downtown Branding Strategies

Parking System Ideas For Your Toolbox
Branding &

Marketing

Parking Educational Materials

Best Practices
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Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices | Parking Educational Materials

,,,,,,,,

Safety In Numbers.

43 ThingsYou Never Knew
About Parking %
(And A Few You Did.

e

Parking Without
Green P Parkings Ev:ycww:ere.

Toronto Parking Authority

m || Kimley-Hom
|| and Associates, Inc.
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Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Card Faaturas Card Features-continued

Flusible Payment ksstructions

Best Practices The Convenient Way to Pay!

No more tne-ups st exit

m=ﬂ ?nrg 'gis%%mlams Inc.
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Parking System
Branding &
Marketing

Best Practices
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Downtown Branding Strategies
Ideas For Your Toolbox

New Technology Introduction

AutoExpress Cards Regular Ticket
& Credit Cards
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Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

e [Bwraiteas New Technology Introduction

E-TIEKETEXPRESS = IV

Introducing Ticketless Parking! Take Ticket .
An E-Ticket for your car! L,é‘:_j '

Republic Parking is proud to introduce the
easiest way to pay when you park. Simply use
the E-TICKET EXPRESS.

Insert your credit card upon entering the parking
faciliies. When you are ready to exit insert the
same credit card in the exit reader. The fes is

automatically calculated, a receipt issued and
the gate is opened. Theres is no faster, easier
way to go!

i)
visA I ] e

Pay-on-Foot Parking!

With the "Pay-on-Foot® system take a ficket
when entering the parking fadility and upon
# return simply pay for the time you have used, at
the automated pay station in the Airport
Temninal. The machine will accept cash and
credit cards. The pay station wvalidates the

parking ticket to b= usad as an exit pass. Insert
the exit pass in the exit reader and the gate will

open.

PAY ON FOOT

Republic Parking —
E-Ticket Express

and Associates, Inc.




Downtown Branding Strategies

Parking System Ideas For Your Toolbox
Branding &

Marketing New Technology Introduction

crugezre el Process Is Important !
Get stakeholder input

Use parking greeters
Give warnings e
Provide good information

a5

m=ﬂ ?nrg 'gis%%mlams Inc.




Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices

New Technology Introduction
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Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

New Technology Introduction
Pay-On- Foot Systems

Effective
Signage

Best Practices

m || Kimley-Hom
|| and Associates, Inc.



Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices New Tec.:hnology Introduction
Pay & Display Systems
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Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices

Express Pay Parking

—
‘-"’ﬁ"
& =B
|t 8.7
)

2 il L
EXPRESS PARKING PAY STATION

Press Releases

Kimley-Hom
and Associates, Inc.

PRESS RELEASE

06 June 2003

"PAY-ON-FOOT" - MAKING PORTLAND AIRPORT
PARKING MORE CUSTOMER-FRIENDLY

The Port of Portland is introducing Pay-On-Foot parking to
improve customer service at Portland International Airport.
"We believe that people visiting the airport and using the
parking facilities should be encouraged to relax and stay
longer rather than being ever conscious of the fact that they
have bought a parking ticket and need to be back to their cars
by a certain time. If people stay longer they can enjoy more of
the airport or see their loved ones off.

With the "Pay-on-Foot" system people take a ticket when
entering the park deck and upon their return they simply pay
for the time they have used, at a machine in the terminal. The
machine validates their ticket for exiting the park deck, and
can also provide change if necessary. The machines are also
capable of using smart card technology, opening up all sorts
of opportunities for the future. "Pay-on-Foot" is a much more
customer-friendly system and has been adopted by many
airports across the country. It also reduces the time spent in
line at peak times exiting the parking deck or lots and also
has positive environmental impacts by reducing the time
vehicles spend idling in exit lines.

We support the extension of Park & Ride and the use of light
rail and see the introduction of the "Pay-on-Foot" system as
another important part of the overall strategy of enhancing
the visitor experience through accessibility, transportation
alternatives and advanced the use of technology for all those
who choose to visit Portland.



Downtown Branding Strategies

Parking System Ideas For Your Toolbox
Branding &

Marketing THE IDAHO STATESMAN Press Editorials

Best Practices Edition Date: 02-09-2004

Our View: Parking plan will
work for customers,
merchants

“Give the Capital City Development Corp. W
a

credit for paying attention to the critics - — : —
. . . CAPITAL CITY DEVELOPMENT (CORP.
and coming up with parking fees that meet

the needs of people who work and play F
downtown. < é_; ) $

The CCDC board will discuss the parking
fee changes today. If the changes are
approved — and they deserve to be —
they would go into effect March |I.

o ”»
Here’s what we like: ...

m=u ?nrg%sl-cl)%mﬂms Inc.



Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices
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Parking System

Branding &
Marketing

Best Practices

Hot Tips!
Pocket Pointers

Fick up a meal to take on the plane, since mary zidines

da nat include food.

Purchaz= a L!n'i:jue Arizona gift to give to associates,
family and friends when you reach your destination.

Protect carry-on bags. Never leave baggage unattendsd
ar carry anything on board the aircraft for a stranger.

Report any unattended packages or baggage to airport
persannel.

Fasz=ngers with tickets anly and these accompanying
children ar persans with disabilities will be allowed past
the security checkpaint.

Flace any knives scissors or sharp objects in your

chedved baggage anby.

Plzase chack as much baggage as possible. Ona carry-
on plus one personal item are permitted beyond the
chackpoints.

Packages and gifts should be unwrapped to get through
sacunty

Purple-shirted MNavigater volunteers are available
thraughout the terminals to answer your questiars.

Phosnitx Sky Harbor International Alrport
wirw. p hes kyhartor. com

Downtown Branding

Ideas For Your Toolbox

Remember where
you parked:

(Wirite it here!)

CANT FIND YOUR CAR? IF you forgot where your car is
parked, call ACE Farking at [802)273-4545, pick up a
white paging phone or find the nearest information
beath inside the terminal and the agent will call for
wou, ACE will also assist with jumpstarts, locked keys
and flat tires,

Contact us!
Parking Info: (RO2) 273-4545, 4546 or 4R4T
Adrport Info: (A02)273-3300
Radio: 1610 AM
3400 Sky Harbor Blwd, Phosnix, AZ 85034
waw, phxskyharbor.com

Special accommedations/alternate format materals
{large print, braille, audio tape or diskstte) are available
upon request, Call 602-683-3654, ADASTTY 1-B00-TE1-1010.

4

April 2002

Phoenix Sky Harbor

INTERNATIONAL AIRPORT

Parking
Pocket

Pal
)

|| Kimley-Hom
m || ﬂ and Associates, Inc.

Economy Lots: For long term wisits, use the east o
west economy lots. Remember which lot and section
wou park in and look for the same free shuttle bus on
wour retum.

& B &K

GECKD ROADRUNNER JACKRABBIT
anst st west

DIRECTIONS TO AREAS WEST OF ATRPORT
Dovirtown Phoeniy = West Phoeni:

Take [-10 west; exit 7th Street south.
Nowth-Contrl Phoenic:

Take I-10 west to AZS1 north,

Elendile « Peoria « Sun ity West

Take [-10 west to AZ-101.

Strategies

Parking System
Orientation Tools

TERFMAL 3
AVEFRCAHN « FRTTER
LICEY EVERE
FRESE [LLREEY STALM
= E SCAMTHY

Terminal Garage Parking: The Terminal 4 garage is now
completz with double the number of onginal spaces.
Convenient Terminal parking is also awailable in
Terminals 2 & 3. &s of April 1, Terminal parking rates are
§16/day and $1/half hour.

Express Greeter Parking: For quick tnips to the temminal
and easy pick-up or drop-off, try the Express Grester
Parking. Located in Temminal 4, Level 4, these spaces are
resarved for shart-term use at only §1 for thirty minutes,

DIRECTIONS TO AREAS NORTH OF AIRPORT
Northemst Phoenix = Scot tsdale = Paradise Vlley:
Take AT-153 north to d4th Streat ar to the A7-202.
Flagstaff:

Take [-10 west to 1-17 north,

Curbs Are for Active Pick-up & Drop-off Only: Please
stay with wour wehicle at all times while |cading
or unloading. Curbside airport staff are there for your
safety and security. Pleass cocperate with them as they
follow federal government guidalines.

Lost & Found Tips: If ﬁou lose something, contact the
airline ar the airpart where you think you lost 1. Label
personal items such as keys, cameras_ and computers
with name and telephone number. Airport Lest and
Found Office: (602)273-2307.

DIRECTIONS TO AREAS EAST/SOUTHEAST OF AIRPORT
Cithart » Mesq » Tempe:

Take Sky Harbor Blwd. east to AZ-202 east to AT-101
scuth ta U560,

(handier * Ticson:

Take Sky Harbor Blwd. east to AZ-153 south to University
[rive to Hohokam Expressway AZ-143 south to 1-10 east.



Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices

Complimentary Senvices

Paridng "
A

Massport Weloomes You to Logan
Imternetional Airport Parking

Downtown Branding Strategies

Parking System
Orientation Tools/
Brochures

Custamer Caomment Line
(6171 561-1988
Cumiamar ommant exss

|| Kimley-Hom
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Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Best Practices . . .
Parking System Special Promotions

P
DeWNTeN

SPOKANE

PU'LIC

PARKING

GARAGE

DO WNTOWN

Now Availa.ble H:ATIE:‘l!IqNG

$1/hr. Parking

PM
) .
¢
eﬂm?ngm ryPark Crowntown
..... Downtown! &

Validation

and Associates, Inc.



Downtown Branding Strategies
Parking System Ideas For Your Toolbox

Branding &
Marketing .
Annual Parking Reports
Best Practices § to Promote Parking System Accomplishments

AGERGOLI PARKING S1sTE
AL REPORT
AL YEAR 2005

m=u ?ﬂrgﬁyssl-cl)%mm Inc.



Parking System

Branding &
Marketing

Best Practices
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Annual Parking Reports
to Promote Parking System Accomplishments
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+ Founded by Boise City in
1965 as the Bolze
Agency (BRA)

Conr

ChntaL Cimr Diveeorar

+ Mission: Capital City

Capital City Development
Corparation "Fast Facts

A fast guide to key information
and activities regarding Boise’s
redevelopment agency.

Corporation is 3
public development agency
serving as a catalyst for
cuality private cevelopment
theough urban design,

economsc deveicoment, ard
Infrastructure Investment
activities with a goal of
creating vitality in Boise's
downtown.

+ 3 Focus Areas.
«Master Planning & Urdan
Design

2101
+Econemic Davalopment
«Farking System & Public

+ Slogan: Creating Vitsiity in
Baise's Downtown

ur Toolbox

Strategic Goals 2006-2015

+ Realize Long-Term Urban
Design & Davelopment Plans

+ Develop Financial Plan

+ Strengthen Economic
Developmant Program

+ Trarsform the Transportetion
System

+ Mvance Parking Sclutions

+ Stimulste High-Quality
Development

+ Address Neighborhood
Revitalization

+ Increase Urban Vitaiky—Arts,
Culture & Public Resim

+ Davelop and Sustain
Partnersnips

Boise's Rodaws
Districts (3 Active Distrcts)

+ Central
sTem: 1980-2017
+Size.

e vaton, $174m
+Incr. Income: $2.1m

+ River Myrtie-0ld Bolse
1995.2024

«Incr, Income: $2.5m

+ Westside
«Term: 2002-2025
+Si26 144 Acres
«Incr, Vake: $76m
+Incr. Income: $0.9m

+ Total
+Siz0 518 Acres, 289 Blocks
«Incr. Value:

“iner, Income: $5.5m

€COC Urban Renewal
Districts

€ene ss impiemantss
redevelopmant plans in three
dhiséricts generally bounded by
State St. & the Boise River and
Brosaway Ave. and 16* Sueet.

Urban Renewal Projects

The Agency is responsite for
over 5175 milion in downtown
Baise redevelopment and
revitalization projects in three
master planning dictricts.

& Approximate
& Porcent of

+ Parking $63m - 36%
+ Streetscape $39m - 22%

» Transit $34m - $20%

+ Infrastructure $16m - 9%

+ Parks/Open Spece $9m - 5%
+ Spocial Projects $5m - 3%

+ Prop. Acquisition $5m - 3%
+ Housing $3m - 2%

Parking System

CCOC manages 9 parking
garages (3,546 spaces) & 3

transient packing visitars

excoaded 650,000,

Year Built & Number of
+ Eastman - 1990, (.

+ Grove Street - 1978, (543)
+ Ave A West ~ 2002, (424)
+ Ava A East - 2002, (323)

+ Myrtie Street ~ 2006, (362)
+ Triangle Lot - (233)
+ West Lot - (81
+ Awe A Viskor Lot - (78)

% Al Parking
stimate: $79 Millon

Parking Facllities & Long
Term Debt

€CDC Board of

Tovver ¥ providing
infrastr u(me Capachy arc
parking resources, &
s 365 milton remaning 0
debt payments (principal &
intorest) a5 of October, 2006

Develop. Agreements: $1,7m

By Bon

s5ue (1 Millions)
Fixed Rate: $32.5 - 39%
19954 - (Blve. Garage) - $5.1m
19958 - (Gap. Terrace) - $4.2m
1999 - (Eastman) - $
2008 - (awa. Aot - $14.9m
- (Afford Houzing) - $5.0m
Vartabia Ratur 4007 < 610
- (City Centre) - $5.4m
20028 - i ng) - $21.6m
2002C - (Ave. A East) - $5.7m
2004A - (Myrtie St.) - $14.2m
20048 ~ (Myrtia Straat) - $3.6m

The Board is appointed Dy the
Mayor of the City of Boise and|
confirmed by the Boise City
Counctt far 5-year terms.

Name, Offic
€ - Chair
VC - Vice Chair

ST - Secretary & Treasurer

Term Expiras:

+ Cheryl Larabee, € (3-31-07)
+ Chuck Hodamark, VC (1-1-0f
+ Dale Krick Sr., ST (4-30-09)
+ David Eberie (5-17-10)

+ John May (10-16-07)

+ Kevin McKes (5-10-07)

+ Pl Reberger (4-30-08)

+ Pat Snalz (8-31-09)

+ Alan Shealy (3-31-10)

Program “Fast Facts”

bOUS: 388-32ed
IO MOLFIMNGRS [UT
bIUKIUD QeSO BONpRC

©CDC bwows: 304-4504

APHUGE PDEIAUIL’ YCCONURUF
B9 2VER0" BSUADEA DI
90 SEPUGIGEL" OICS WaLSAEL
2C0F QUARL BLOIGCE RUSDEL
D69 renepojq* vaw' becrajier
WeBBU MaLeey’ Covaoge:

WK Ko brouumd Weusder
K903 pASfou* ECOU” DEA” WK
WICHGS Cous|® vaw" 2becijier
Wox Cio payaudiLaciipes piv
30U Con)’ pes” wRURdsL

4040 PALIGLR0U" ECOU" DIKVCED
bl KrRprmy' EXecning DecroL

cepe 2oumd

+ georeu baKId Woret (CHA)

+ OAGLaNau 115z Caue (DaY)

* AL 1 2R66F (VCHD)

* pome pisvess (DEY)

* BUoKS goisea’ FUCKe (CCDC)
o pie21ud 2ia6f 213 (VCHD)

+ Dawsicq LLsWE BOX\21B08)

* BLOKE 200f M1BKER (CFA)

* Dawsdeq WAROX (N262)

* 21emeik rerse (DBY)

+ LKy 116s CLoscR (CCDC)

* b peucye (OCOC)

* WD 1662 (bLob' OMUGR)
(Bneueze quie)

+ CuLyomud DALBREL

+ prujewd ql!wt (uch- omue)
bSwewsu (VCH

+ 216malK ».m‘,« g

MUOZG J0p = 163

+ OIS LAPIIC MO 3843000
bORCILO) 3353840

+ poPs Cifh bORCE (CowwnUIh

+ Bojes Cih boVd 2843300

* ARIIGA gEO" LLOURKE 330-1073
Diéfucs) 303-2700
WOHD (w2 CONUAA Hidumah
Coibeusncu) 394-v30e

* CCOC (CobN9 C¥A Deagob”
VRR0CHAoY) ¢33-2520

* DEV (DomupaNy Bnajuces

LIOUE UIUPLE:

+ YI6h p9AE (QMUSUYCHD)

omues)

* HIERqonz 28U (blobeuh

* DYWHNEQ BN 2pENEL (A1)
o\ pgv)

* 200 0V 21TEMIIK {BLObELA

MPO2610p 12 188 (Courq)

POGREL O RYNPSR S
2ehcauma, 30" 30030 o
300 L0kta0es T S00R ©

156 YOGUGh ye2 500160 8 UK

€CoC Bngdes

10" [ucionseq 1ugeLSaE yagse

o

baaed gbeanoue Coza

B[ YEbEIE
[UC1Ea20q DOPE 26N
CIFA (9S4 LUK pnecyae

DEAGIObWEUE TUCSFAGE
PORS LomeL NA39noy

11" BI9CE Vs MIRSERou
WALRe 21 @31906 ODELLY

CIME L1k @naisufes

“uwoa

95 (OUMIR SR KON
DEEU COUZBIVGE TLCIDATA D
\GROMLGY WGOMORR NG
PQOEE AER O4 ATDIE
116 VLA a2 250 3 PRI

10b 70 CORE [RNC LADY

T0UIIA L6ABUAG 27130
ocobniG €50 2" 3y ATING
renesde raUq 503662
56-01 Dok 0bSLIFOL
GG QLN BALCE; HOPIE
ERANCIE G6PF F6LACS

#1720 ponuA

£30\woush
Veeser bauud UGSGRISER
¥ LSw GEAGIOLWELE Qesle
0 990US] 6PE
Pwifeq Jus o L6l Neds

162

«

“uw

WO LC2NCET
Wauem, B2 B2 BONEAUSE A
1% RCH! 300 AR

e X boyeh Bezipou
1196 LSV FEHOU WU

10b 70 pojch bORKIOUR Lot

+ BoIPa Ch r9q6L Lu1cx

+ B, @ WARE 2REMDIK -

v '-num - e88'120
- 350

¢ Asm AR 0% boebeuEA
#10'000

+ DECHRY FIIIOFZ 19A6L -
2120°000

+ DiRoonGLA Coupes e -
#115'000

+ BIOUGEL COMIGOL LD GRS -
132000

VA 21" b9E bcyses

+ BIOVBEL CowIgaL - 330'000

+ HOBAIEh 2000 - 240°000
wslhER - 320000

+ CREnIOL VRGUIFIAGE

LA 3003 Brgder HidpApFE

sheuees w 2 (e Wed)

* 3002 S PERF bIICE {06 DARA
1336 Ok (saiceu 1arkings)

* 3002 35., BOSF bEUOLUAUE
{Eunebueusos padazjuc)
CH1ee (oL EupebLELEM2

+ 3002 HO6 2T, HOE WIG-2556

A8 F1eud (KIDILIGL Wed')

+ 5000 GE3F 105 20 Cifie
10%0z (yQasuEnLs Wadesuc)

+ S00R 10b 37 BEI NA6 & bSA
bi9ce2 g e (2bound )

* S00R @ BoRr" CUEAb @ng WIce"
LOWLE (WAI| 26L06E J01Lm)

+ 5008 8, HOAF TUAGURIAS
{woush da106)

* S00@ 8 BS3F LISCE (0 MAG
Enelueze (o612 (K9LPSR)

* 300 ¥, FORF LI%H (06
N2 (pLensuoy Nadusive)

* 3000 o, WO MIIFPIE OFA 1

2ciecreq gojee KHUNILER

* Founded

Mission

3 Focus Areas
Slogan
Strategic Goals

“Fast-Fact”
Categories

Redevelopment Districts
Urban Renewal Districts
Urban Renewal Projects

Parking System

Parking Facilities & Long-Term Debt
Board of Commissioners

» Staffing

Whose Job Is it?
Phone Numbers
Budget

Top 10 Policy Positions
Budget Highlights
Selected Boise Rankings
Address/Phone Numbers

Website
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Parking System Logos
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http://www.greenp.com/tpa/
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Parking System Signage




Downtown Branding Strategies

Parking System Ideas For Your Toolbox
Branding &

Marketing Th a ” k s
Best Practices
Parking Meter Angels

for your business!

We saw that your meter
was close to expiring.
The Downtown Boulder
Business Community
appreciates your
patronage so we gave
you an extra 15 minutes.

We hope it helped!

DOWNTOWM
Boulder

boulderdowntown.com
info@dbi.org

Free parking every Saturday &
Sunday in the Downtown city

parking garages.

|| Kimley-Hom
m || ﬂ and Associates, Inc.




Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Meter Promotions

0 Use meters to promote:

m Downtown Attractions

m Evenfts
Special Programs
Transportation Alternatives
Local Businesses
Efc.

Best Practices

Kimley-Hom
and Associates, Inc.




Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &

Marketing ; .
O “Green Meters” set aside meter

Best Practices revenues from specific meters for

various purposes.

o Some systems create special
meters and dedicate the
revenues from those meters
for specific community
valued goals. Examples
include:

o Downtown
beautification

o Investmentin
sustainability programs

Support of the homeless

Support for
women's/children’s
shelters.

Kimley-Hom
and Associates, Inc.




Downtown Branding Strategies

Parking System Ideas For Your Toolbox
Branding &

Marketing - I
Best Practices — » —
Cheyenne!

Parking Violation Notice

Warning Only =

a Warning citations —
creatively marketed
& combined with
pgrklng edUCOTlonOI » How to Avoid Future Parking Citations
|nform(]'|'|on . « More Information on Downtown Parking

» How to Pay Parking Citations On-Line

A

Information Inside:

CHEVERNE

" L |

—

= =T

m=u ?nrg%s%%mlams Inc.
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Branding &
Marketing

Incorporating Art &

Interior Parking
Environment Improvements

Best Practices

i

53

€

P

Kimley-Hom
and Associates, Inc.
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Parking System Ideas For Your Toolbox

Branding &
Marketing Incorporating Art &
Interior Parking

Environment Improvements

Best Practices

O'HARE PARKING

FLOOR QAMMNOLIR SYSTEM'

-----

m=u mmﬁmms Inc.
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Branding &
Marketing

Sample Web—-Based Communications Strategies

Best Practices

Find It Fast!

Uaethe Intesactive Map 3 fad the
les vé -l Yy e L

A

|| Kimley-Hom
m || ﬂ and Associates, Inc.
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Branding &
Marketing

Sample Web-Based Communications Strategies

Best Practices

gODCQO o Straight 10 the Point m ®
 FinditFast )

@ Location A: Placename or Address @ Localion B: Placename or Address

lect Placaname

Sele v Select v m
nter Exact Address (o= 1600 Senrsrvany Ses Enter Exact Address (e 1600 Pecmsyivens tve m

B4 i
= /—_ ‘&\,_\\
7 =r
/7 .
. i E—— T o
m=ﬂ glrg'%s%%gms, Inc. I



Downtown Branding Strategies
Parking System Ideas For Your Toolbox

Branding &
Sample Web—-Based Communications Strategies

Marketing
gODCgD.Cz‘;:':‘: Straight to the Point m ®
)

(A) Location A: Placename or Address Lacation B: Placename or Address

Best Practices

Select Placename Select Placename

Select v Select v

Enter Exact Address (1= 1500 Berrsyhvania byve) Enter Exact Address (e, 1500 Eennsyivanis dys) m

WASHINGTO?
u u CONVENTION

Turn On/Off Layers [7) ﬂ‘b o
. 1 N TRIANGLE Q

G0 gp gﬂag o H’”ﬁ’w” o @

y P P ﬂ , 2 a n na a NT. VERNOW
n SQUARE
P e ua a.-‘»RP."-C UTQ n. AHERS 0N : h FRANKLIN a
a ODARE SOUARE SOUARE ﬂ —
e =L - e G g, =
n 1225 I 5t NW
f click for Facility info
o w ;
n LAFAYETTE
sousne dﬂ DOWNTOWN Q Q
& Q
[Map: rollover/click on a "P* icon for garage/lot ﬂ n & %
information)
HOUSE n m%
Almost all parking facilities in downtown are
operated by private companies. Hours and rates n
may vary. a au n
View map of park and ride lots oulside the RAWLID PARK nn

and Associates, Inc.

downiown area Legend | ZoomPan  —
AR Legend @
—] i

3 Car Parking Facilities
[various companies)



Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding & ) : _
Marketing Sample Web—-Based Communications Strategies

Turn On/0ff Layers )

Oy - ® ¥ o

=2

=P 8 gt |
e L [ ] 1 |
(O] Bicycle Routes, Lanes, & Trails i Rl *g ; m;ﬂ' :; L
Ol DC Circulator & The Blue Bus i Al
- La/ a
(@)
: = He o o
QO Meirobus o = e
- m L F
Q] Taxicab Fare Zones ] 5

re— el 1

O Special Events .
e e '— '- .
1t "r T :-.-u' -
Carsharing | . =
- =
Carsharing is a membership-based program that ".‘ 3 :
provides the use of privately owned and maintained X !
vehicles for short-term use in the metropolitan B
area. Viehicles can be rented for as litile as an '; -
hour. ¥, A
T ; P

Carsharing is provided by two companies: e 1 /

www flexcar.com and www.zipcar.com

o
e Zip Car Location (click icon on map for more information) Ii

P Flexcar Location (click icon on map for more infarmation)

#
-
e

\
-

|| Kimley-Hom \
m-ﬂ and Associates, Inc. e S
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Branding &
Marketing

Sample Web—-Based Communications Strategies

[ ] I a

Best Practices

o
q — -
B
wPmens COPPERSOUARE
DOWNTOWN PHOENIX EEQ‘_‘%
ol L Interactive Ma
MONROE 5 P
L] =}
Get around the map with the move and zoom buttons, e
ADAMS 5 or click and drag the map with your mouse. |
—
Use the Legend tab below to display restaurants
WASHINGTON 5 parking, construction, ATM's and more.
I Iﬂ |: Click any map icon for information. !
o
JEFFERSON § =

MADISON STREET

—

JAGESON STREE

AVE. »>>

s
e
-

LEGEND
HFTIHHE Attracltions O | Restaurants DASH Route Day | I ASU Campus
lide All| Show All | Major Buildings F|] | Parking DASH Route Might CONSTRUCTION

Metro Phoenix ' | H 5 [

Bullding Names

ATMs Q) | DASH Stop Day % | Rpoad Closure
and Associates, Inc.

m Mail Drops A | Urban Living O | DASH Stop Night A Lane Closures
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Branding &

Marketing Sample Web-Based Communications Strategies
Best Practices , m'im ML
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N

y
ElEEs
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~ JACKSON STREET
=] i
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i
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LEGEND
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Hige All] Show All | m | major Buildings DASH Route Night CONSTRUCTION

Metro Phoenix | -
B | Building Names 5 | ATMs (D) | DASH Stop Day

m m L] Mail Drops Urban Living DASH Stop Might Lane Closures
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Sample Web-
Based
Communications
Strategies

{*

|| Kimley-Hom
m || ﬂ and Associates, Inc.

ome

®arhmw 101

Arens Parking
Tips

Atadivm Parking
Tips

O atrwet
Partung FAQ

@ arking Maps
Power Parking

Jearen

a Chariotte Map

€ Monthdy Parking
Mag

B Vistor Parking
Mao

@.l king Alorts

0 paeiung Nens

8 Onstrent
Parking
Restrictions

@;Ihwvn Fvents

8 5ind 28 of the
Uptown kvonts
here!

@oum. Biog

N Mear wihat
others have
Say abowt
patiing in

9
% Rent out your
MOVICUI SpI0e
@"00‘ stion Box

8 Comtact us with
your comments

Bank of Amenca
Stacium Pariong

Pariong Alerns

Downtown Branding Strategies
Ideas For Your Toolbox

Uptown Chardotte

Restaurancs

* New Maps! We're inthe process ¢ erwarmr*tme\\
|asnh-based parkng maps The new maps will ofes more

ﬂ, Entire Pariona Man

a Bobcats Arens Parking Map

D visitor & Hourty Parking Mag

.l Fntertainment & Fvenls

Uptown Charlotte Parking Maps:

m, Uptown Charlotte Restauranta NEW
Sen T you nexl Iz kron. sbeut parting . = Ugtann (ferele

Street Address)

Enterthe street address belowto find the
coses! paw '\vJ’;_’L.qh|\ Y T pOr
r, tlick on one of the sect s to 4th wafd

nght forthe entire parking map

(Historc District)

3rd Ward

(Panthers Stadiom)

arhino
Destination

@p(own Eating & Sleoping

1st Ward

(Bobcats Arena)

£ avw 3uit DE

@wnl Parking

B pscovery Mace
8 imagmon Joe &

Joan Martin Center

B Omai Moser B fockbomom Breveery

Boboats Arena

€ Bank of America
Scwm

€ Blameathal
Performong Arts
Center

B Charutse
Convenson
Center

.bcut‘ulung

Ads

oOC l\ BOTTOM

Chariotte Nc Hotel
Quickry Find & Boox
meRIghtHosl In
Charlolte forLess at
Expedia

Uptown Charlotte
Condos

Reserve yourplace
in The Vue Pre-
conatrucson pnaing
a/alabie

Prefiiont Parking
Hobby

Free Resenabons
ano Coupons for
Hobby Alrpont
Parking Open 24/7




Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Charlotte \ Bobcats Arana Bank of Amanca Visitor Uptown Uptown Charlotte Contace

M
shpiio Parking Map Parking Stadium Parking l Parking Events | Restaursnts Us

Best Practices

®nrllng 101

B Arena Parking i r) Advertise with AboutParking.com
Tips '

8 Stadium Parking
Tips

8 Onstreet

Uptown Charlotte Parking
Parking FAQ

AboutParking.com has everything you need to knowabout parking in Uptown Charlotte, Click on any of the parking locations on
the map for more information about the parking lot. You can move around the map by clicking on any of the arrova located on
the sides or corners. For more information about parking availability, please contact the parking provider using the information
®"“"° Maps provide with the parking lot.
Power Parking
- . —
Search [ P ; L ; y  Map Key:
Charlotte Map s
Monthly Parking

Sample Web-
Based
Communications
Strategies

Map
Visitor Parking
WMap

@uklnn Alerts

e Parking Alerts
B Onstreet
Parking

{#

1\
11
\

N
\

—)

Restrictions

@ptown tvemts
& Find all of the

Uptown Events ° l &Y $ ] : Restaurant Here!
here! /

Advertise Your

®uhlno Blog

8 Hear what
others have to
say about
parking in
Charlotte

M Rent out your
individual space

@ugwﬂloﬂ Box

m=ﬂ ?nrg%s%%mms Inc.



Parking System
Branding &
Marketing

Best Practices

= Sample Web-
Based
Communications
Strategies

|| Kimley-Hom
m || ﬂ and Associates, Inc.

Uptown Charlotte Parking
AboutParking.com has everything you need to knowabout parking in Uptown Charlotte. Click on any of the parking locations on
the map for more information about the parking lot. You can move around the map by clicking on any of the arrows located on
the sides or corners. For more information about parking availability
provide with the parking lot

Downtown Branding Strategies
Ideas For Your Toolbox

please contactthe parking provider using the information

flashmops

lbou(arkmg

Qlick Here for
more Information

RESTAURANT,
(Om

$25 CERTIFICATES
FOR ONLY $10




Parking System
Branding &
Marketing

Best Practices

= Sample Web-
Based
Communications
Strategies

|| Kimley-Hom
m || ﬂ and Associates, Inc.

Uptown Charlotte Parking

Downtown Branding Strategies
Ideas For Your Toolbox

AboutParking.com has everything you need to knowabeut parking in Uptown Charlotte. Click on any of the parking locations on
the map for more information about the parking lot. ¥ ou can move around the map by clicking on any of the arrovs located on
the sides or corners. For more information about parking availability, please contact the parking provider using the information

provide with the parking lot.

—{ General Information }——

Address: 100 N. Coll=g

@7

o]

i Map Key:

= s o W 2
© & e 9, ® ¢ |
Sz 5,

e

o Phone: 7C04-331-005
@ &H&L‘% P
Payment Type: creditcard
g (
@I — | Prices ————
G} @ Howrly: =2 first 1/2 bour then 51 =ach :
& Monthly: 5120 * :
"i onthiy = ﬁ!
B Weekday Max: 515 °

= gkﬁ} 'i Weekend Max: 55 * C)

x, ‘5‘9% lEl — Parking Entrances & Exits J———

&\ "s} Entrance: Ent=r from Trade or Sth
@ Exit Street: Trade or 5tr i‘-ﬁ
Charlotte - ;
& Transit Tenmmini — L Facility Tvpe }——
Tvpe of Facility: Parking De=cke
Monthly/Daily: Hourly & Monthiy Parking

&
4

@ ——— Special Notes }——

Charlotte 5
Convention Cnir ﬂ &‘J @ Evert parking rate iz varisblz. Bark of America
‘@

= 1
E fﬂ\ *NOTE: Prces am= subject bo change :"::
E- 1@"\ E_TITLE bl .nnn:-uf (| =11 ﬂr—l

Surface Lot: Hourly &
Maonthhy Parking

Surface Lot: Monthhy
Parking Ony

Parking Deck: Hourhy
& Monthhy Parking

© R @

Parking Deck: Monthhy
Parking Ony

(o]

nh-nutarl-r.irlg

Advertise Your
Restaurant Hera!

RESTAURANT.
CoM

$25 CERTIFICATES
FOR ONLY $10




Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Web-Based Parking Locators

Best Practices Searchable Parking Locator map features on websites
allow customers to zoom in on their areas of interest and
get detailed parking location, contact info, maps, cost
and sometimes parking availability information.

Find & parking lot by
Street Name:

MAraVrs " g 100M
COmmon tesectons " =\ o b S
~ en® e woufh
SO0C) IMENCI0 » " 14 u % . II
M“'U ‘_-s" Ulifigy ™ % [ & &
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Visit www.greenP.com to see an example

AR HN of this website feature.
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0 ' Parking System Maps
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Branding &
Marketing

Best Practices

Discover Charlotte.

sellier Vi, & Cosmopolitan,
‘ : =
bt = 1
B s22 - Charlotte is eager to
» -
. Il - . -
4 | 2S5 introduce itself to you.
e - e e
' e —— .
} 1 - With character to spare, it's no secret that this
‘J ‘ city delivers cultural attractions, dining and
ING=4 ’ nightlife for every persuasion, and a Southern
i \\ ambiance all its own.
-.-. : - \‘\L_

e N e 8
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Parking System Maps
Coordinated with
Downtown Promotion

Park It! inona St SOUTH END
City of Charlotte w 45 Park It! ,’ _

W.Summit Ave
Office:

1440 S. Tryon St. Ste. 108
Charlotte, NC 28203

Phone: 704 3753177
Fax: 704 375 5392
http://parkit.charmeck.org

w
>Cleveland Ave

E Kingston Ave

JTLEEEL

East Blvd

Park It! is part of the City of Charlotte
Department of Transportation.
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Branding &
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Best Practices

. Flash based mapping
programs provide the
ability to map out
walking routes from
parking locations on

: campus to specific
| destinations and could
also be franslated to
walking times.

m=ﬂ ?nrg%s%%mms Inc.

Downtown Branding Strategies
Parking System Ideas For Your Toolbox

Flash Based Mapping Programs

'“‘\\'I,\\_()\\I\

Ld e e - .

] Visit www.wisc.edu o see

an example of this
technology application.

Click on the “Campus
Mopﬂ

Ruler feature.


http://www.wisc.edu/

Downtown Branding Strategies

Parking System Ideas For Your Toolbox
Branding &

Marketing Flash Based Mapping Programs

Best Practices
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E-Newsletters

Even if you don't have your own parking “E-
Newsletter (and why not?), see if you can tag a
message onto other appropriate E-venues.

=  Promote parking
validations.

= Links to parking
info/websites.

= Promote merchants
that participate in

validation programs.

= Promote parking
availabillity.

=  Promote alternative
transportation
options.

;5% DOWNTOWN UPDATE

!
AM ‘YL ne } ICK
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Vv.1.P. SERVICES

for ParkSmart Reserved Customers
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Downtown Branding Strategies
Ideas For Your Toolbox

VIP Services

Some parking systems have developed service programs
through local vendors to provide “VIP" services for
monthly customers. Examples of VIP services include:
Vehicle Washing/Detailing, Oil Changes, Dry Cleaning,

The Downtown Toledo Parking
Authority’s VIP program directs
customers to a specific area within their
facilities and to a VIP Services Kiosk.

A form is completed for the requested
service and the venhicle keys are
deposited in a security envelope.

The requested service is completed
while the customer is at work and the
vehicle returned to the VIP area by a
specified time.


http://www.parksmart.org/images/vip.jpg

Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing

Complimentary

Best Practices

Customer Services

Customer Service Amenity Programs

* Free on-street parking at meters on weekends

* Free parking at meters between 11:00 a.m. and
2:00 p.m., and after 5:00 p.m. on weekdays

* Free lock service for lost or locked-in car keys

* Jump-start service for cars with dead batteries

* Escort service

* Package carrying service

* Downtown Toledo Location maps for customers

* Free candy at exit

* Lock de-icer

Arnold T

ParkSmart Amb
finds the Segway to be very convenient for

Fonlkoring melers. * Window washing (at scheduled locations)

m=u ?nrg%sl-cl)%mﬂms Inc.
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Branding &
Marketing

Best Practices

Validation Program Promotions

=  Many communities have parking validation programs
that are only honored by a handful of merchants. Like
everything else, these programs need to be promoted
to extend their reach and success.

ese Mew Program Members

Bin Street Salon Eo.mle School of Musiz - Fiorl Flowers ohn Atencio Jewslers - Perry's Shos Shop Win $1 50 DOW“tOWI"I BOU'CBI'

-Apr Comell ai-Ma I:lo - Fleet Feet Sporis n..-:lnlr.:l 5 - =‘h="r:-:: H
- Art Source Intl. olormdo Canines - Fresh Proguce - Little Mountain - Pompadours Shoppl ng Spree
* Bloemenhaus --C gsta Rican Conn - Frolic Shoes for Her - Lolita’s - Rio Grange - B
- Body Balarce - CT¥ Mortgage - Guaramty Bank - Middlefish - Rocky Min. Joe's Visit www boulderdowniown com/parking htm
+ Bookend Cafe - Decorfisian - Hellz Mommy - Millsione Evans - Smith-Klein or stop by the information kiosk near 13th & DOWMTOWN
* Borgers Bookstore - Easiem Accupressure - Herdage Bank - MontZell - Starrs Clodhing e N I

Pearl to leam more about parking validation n W ' ‘.ltf—

&)

- Bouldar Army Siore - Elera Ciczione - High Crimes Baoks - Maorming Star - The Parlour
- Boulder Arts & Crafis - En Vision - Hurdle's Jewelry - Paul Morrison Colowrs - Tom's Tavern and to register for your chance to win.
- Bowlder Booksiore - Express Press - Inlighien - Pedesitian Shops - Walnut Srewery
- Boulder Realty Brokers - Feather Thy Nest - Jila Design - Pepearcarn - Weekands

= The development of validation program promotions
supports participating merchants, increases awareness
of the program and educates patrons as to program
specifics.

= The promotion noted below placed bookmarks on
customers windshields and offered a chance to win a

frovint $150 Downtown Shopping Spree.
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Branding &
Valet Express Programs

Marketing
Call ahead service for Valet operations to
reduce waiting times for vehicle retrieval.

Best Practices

| Please call our Valet Express hotline no more than 5
minutes before you ara ready to leava. Your vehicla
will be waiting for you when you reach the valet deck,

= Preprinted cards handed out upon arrival with
local phone number to call 10-minutes prior to
departure.

m=u ?nrg%sl-cl)%mﬂms Inc.
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Downtown Branding Strategies
Ideas For Your Toolbox

Holiday Parking
Ticket Payment

Your Lucky Day!

This note WAS
a parking ticket...

but Downtown Boulder
has paid it for you.*

We know the Holidays are

hectic and we really appre- ‘
ciate your business. Take N el
this gesture as a thank you

for your patronage '& ou 'l’ e
et eyt gt AidboRt  Contectu: AMO3TT4 oo

Happy Holidays
from Downtown Boulder!
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Fight the

Perception of
“Lack of Parking”

Plenty of Parking Downtown

« Know the Numbers *

34%

more Dowilown spaces with opening of 10th & Walnut (St. Julien)

3, /(8

City parking spaces in Downtown Bouldar

93

merchanty that reimburse their customers’ parking (Look for the green PY)

2,209

FREE covered Downtown parking spaces on Safurday & Sunday

Park for Free on Sat. & Sun.
in City Parking Structures
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|  staff and students

Downtown Branding Strategies
Ideas For Your Toolbox

Ad Campaign Concept Development

The City of Lincoln
and the
Downtown Lincoln
Association
worked with the
University of
Nebraska - Lincoln

to develop @
parking marketing
campaign.
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Wea're Glad You're Here

TOLEDO

\ ’ S
'—‘l——“l—"’H-\- Downtown Toledo |

~ gt 1g Authority
jj T /A 1J ’ParklngAu -

m || Kimley-Hom
|| and Associates, Inc.
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Ideas For Your Toolbox

Celebrating Program

Accomplishments

HOME

WHAT IS DESTINATION DOWNTOWN?

WHAT ARE THE PROJECTS?

New paint, improved lighting, safer elevators and security guards are just part
of the $1.6 million renovation underway at the JC Penney Garage in
downtown Anchorage. Previous work on the garage took place in the early
803 and early 9os, but not on the scale of this latest project.

The first color of a multi-phase paint job is being put on the garage. The color
scheme of cinnamon, sage, brown and a taupe-colored crown molding is
designed to make the garage more inviting and a focal puint for downtown.

The Anchorage Community Development Autharity took over management of
the garage in October as part of the administration's commitment to adding
more parking spaces downtown. The garage has been under-utilized in recent
years, and the security measures along with the renovation are designed to
make it a safer, more enticing place to park.

For additional information, please contact Wendy Mikowski, Development
Director of Anchorage Community Development Authority at 2974431,

Downtown Branding Strategies

New paint,
improved lighting,
safer elevators and
security guards are
just part of the S1.6
million renovation
recently completed
at the JC Penney
Garage in
downtown
Anchorage.
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Celebrating Program
Accomplishments

Communication

News Releases

Set the Record
Straight

Resources for
the Media

Events /
Meetings

Channel 8

Newsletter

Address

Municipal Building
1777 Broadway
2nd Floor

Boulder, CO 80306
303-441-3090
303-441-4478 Fax

About Us

Home City A-7 Business Resident Visitor Departments Jobs

Home ¥ Communication » News Releases b 2006 New Releases » June 16, 2006 - City of Boulder's Parking

) SHARE =1

June 16, 2006 - City of Boulder's Parking Plus Program wins top
international award

Contact(s):

Molly Winter, DUHMD/Parking Services, (303) 413-7300
Jodie Carroll, Media Relations, (303) 441-3155
www.bouldercolorado.gov

The City of Boulder's "Parking Plus” Program has won the 2006 Award for Excellence in Innovation in Parking
Operations and Programs from the Interational Parking Institute. Boulder is the only Colorado award recipient
this year.

The award is the highest recognition the institute bestows. The Parking Plus Program earmed top honors among
entries submitted by public agencies, jurisdictions, institutions, organizations and corporations in the United
States and Canada, with parking programs/operations initiated since Jan. 1, 2003.

"The City of Boulder is pleased to receive this recognition because we value the important role parking plays in
meeting the social and economic needs of our residents, businesses and visitors,” said Molly Miller Winter,
director of the Downtown and University Hill Management Division/Parking Services.

Award criteria included:

» productivity improvements and problem solving - a program that increases efficiency, improves
productivity, relieves congestion and/or solves a problem;

+» measured benefits - a program that demonstrates success in improved efficiency, safety and time and

money savings;

innovation/creativity - a program that is unique and creative in its approach to parking operations;

adaptability by others - a model program other agencies can adapt easily to meet their needs.
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Use alternative
transportation
next time.

OpLiens.

City of Austin, TX

Revenue for
Improvements in
neighborhood.

Chooses to

pay and park
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Branding &
Marketing

The nntion's first and best carehating company

Promoting
Transportation
Alternatives

Best Practices

Flexcar gives you mobility
without the futility.

Znoca satisfies allmy ariving neeas
| — a'fraction ofthe cos! of owning a car

m=ﬂ ?nrggis%%mm Inc.




Downtown Branding Strategies

Parking System Ideas For Your Toolbox

Branding &
Marketing
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Think Beyond The Parking Spacel!

This is just the beginning!!!

m=u ?nrg%s%%mlams Inc.
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