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EXECUTIVE SUMMARY

Introduction

As the first step in establishing an economic development committee under a new mayoral
administration, the City of Olmsted Falls worked with the Center for Community Planning
and Development at the Levin College of Urban Affairs, Cleveland State University, to
prepare an analysis of market strengths and weaknesses for retail, office, housing and
lodging in the City’s historic downtown area. This study was performed by economic
development student Kirby Date, who is also a professional planner and coordinator of the
Community Planning Program at the Levin College. In addition to the market study, a
downtown survey of visitors and residents, an online survey of merchants, and merchant
interviews, were conducted. Meetings were held with a Market Study Committee, a
subgroup of the new Economic Development Committee, to review and discuss findings at
key points throughout the study.

[t is important to note that while standard retail was evaluated, the focus of this study is on
defining specific retail, office and lodging niches typical of small towns and main streets.
The emphasis is on local ownership, management and service, and the role that local
businesses can play in downtown economic development.

The City of Olmsted Falls

The City of Olmsted Falls is an historic Ohio town, an oasis in the sprawling western
suburbs of Cuyahoga County. Settled in 1814 at the confluence of Plum Creek and the West
Branch of the Rocky River, it was named after Charles Olmstead in 1829, in exchange for
the acquisition of his personal library, which became one of the first libraries in Ohio.
While the surrounding cities of North Olmsted, Strongsville, Berea and North Ridgeville
have developed extensively with many acres of commercial and residential development,
Olmsted Falls remains a small-scale suburban community, with a historic district
containing many restored homes, churches and commercial structures, and

residential neighborhoods within extensive wooded areas. Among the city’s assets are
cascading sets of waterfalls that run down both Plum Creek and the Rocky River, right
adjacent to the City’s downtown.

The Olmsted Falls City School District serves 3500 children at the “Excellent with
Distinction” level, as designated by the State. Most new homebuyers in the City are either
existing families who are moving up while staying in the school district, or families moving
from outside the district, attracted by the schools. The majority of residents report that
their main attraction to the downtown is its “quaint, small town feeling”. The community is
extremely stable, with many residents reporting that they intend to stay in the community
for more than 10 years.



Market Analysis Findings

Destination Draws. Olmsted Falls has many amenities that draw visitors and residents,
and that could do so in an expanded capacity with enhancement over time. They include
frontage on the Rocky River, the Falls on the river and Plum Creek, a park at the confluence
of the creek and river, and an historic covered bridge.

The Grand Pacific Junction historic retail area contains many buildings which have been
well-restored, and are an attraction all by themselves. Creating a walkable shopping area
with unique businesses, this area offers much opportunity for continued and expanded
visitor attraction.

In addition, the City is home to many other amenities and potential partnerships which
could create increased visitor demand over the long run:

* Ahistoric train depot, and several key areas which are attractions for train
enthusiasts around the region, who come to view the 120 Norfolk and Southern
trains which cross through the downtown every day

* A wedding venue with a chapel, wedding gardens, and historic hotel for receptions,
supported by a bridal shop, florist, and beauty salon

* Baldwin Wallace University, with its nationally ranked music and musical theater
programs attracting many visitors from out of state, is within 3 miles

* The Cleveland Metroparks has designated a strategic trail connection to Olmsted
Falls’ downtown in its Centennial Emerald Necklace Plan, with connections to the
Rocky River Reservation, and ultimately to Lake Erie

* The popular Olmsted Performing Arts Association has recently expanded into a new
community theater facility just one mile north of town, which could likely generate
visitors for restaurants and before- and after-theater gatherings.

Retail and Office. The retail and office market analysis contained in this report
demonstrates that in spite of a saturated regional retail and office market, there remains a
thriving market for specialty retail and small-scale professional office within historic
downtowns across Northeast Ohio. Demand for a modest increase in specialty retail and
office is indicated for the City’s downtown.

Lodging. This report also demonstrates that successful Bed and Breakfasts are located in
historic downtowns, and in fact, Olmsted Falls is one of the few in the area that lacks a Bed
and Breakfast lodging opportunity. In addition, there are only 7 Bed and Breakfast rooms
within 15 miles of the downtown district, including only 4 in Berea, home to Baldwin
Wallace University. There should be a market for Bed and Breakfast rooms in the
downtown in the longterm future.

Housing. The housing analysis demonstrates that while mid-level housing is well provided
for in the housing market area (44138 zip code, consisting of both the City of Olmsted Falls,
and Olmsted Township), higher-price-range housing is in shorter supply. In addition, there



are some potential gaps in lower-priced housing. Given the increasing interest of young
professionals in walkable neighborhoods with unique local/historic settings, and in small
towns with excellent schools as they begin their families, the City could position itself to
take advantage of this market through enhancement of the historic downtown as a
walkable residential neighborhood with local business amenities.

Business Environment Challenges. The greatest challenges related to enhancement of
the downtown are:

* A shortage in supply of liquor licenses

* Traffic counts on the low side on Columbia Road, which may be partly
influenced by delays due to train crossings

* As-of-yet lack of critical mass in activities in the downtown that would draw
people for a “day trip” as a destination

* Not-yet-coherent downtown image and visibility related to lack of visual
awareness of downtown businesses, and good pedestrian access throughout
the downtown area.

These challenges, and potential solutions, are discussed in detail in the report, and provide
opportunities and projects for the Economic Development Committee’s work going
forward.

Recommendations

As a result of the market analysis and preliminary study of the downtown, the following
key recommendations are made. They are not made in any particular order; they should be
prioritized by the City Economic Development Committee as part of their work and
collaboration with property owners and the merchants’ association. See the discussion
later in the report for more information.

* (Continue to convene an economic development committee made up of private and
public partners to pursue projects to enhance the downtown business environment
and visitor draw

*  Work with the Cleveland Metroparks on long-term plans for a trail link connecting
the Olmsted Falls downtown, Mill Creek reservation, and/or Rocky River
Reservation

* Develop an urban design plan for the downtown that can address downtown identity
and vibrant sense of place, and the need for coherent pedestrian flow and
walkability, visitor attraction and accommodation, retail visibility and signage,
pedestrian and traffic safety

* Work on solutions to address limited liquor license capacity to support restaurants

* Enhance bicycle and pedestrian connections between residential neighborhoods and
the downtown, and especially Baldwin-Wallace college



Explore long term opportunities to develop a venue that could attract train
enthusiasts, perhaps utilizing the depot as a centerpoint

Explore opportunities for modest expansion in retail and office capacity downtown
Explore opportunities to integrate overnight lodging into the downtown over the
long term

In conjunction with the merchants’ association, work to enhance the business
environment and increase shopper traffic by addressing common Main Street issues
such as marketing/branding, advertising, coordinated hours and business
guidelines, business retention, diversity of business types, filling vacancies, and
coordinated events

Continue to focus on local, unique businesses and property owners as the centerpoint
of economic development strategy

Seek and support opportunities for new and redeveloped housing, and enhancement
of existing neighborhoods in the downtown vicinity. Take advantages of
opportunities to meet a higher-end market, and/or provide walkable neighborhood
living for new millennial families



INTRODUCTION AND BACKGROUND

The City of Olmsted Falls

The City of Olmsted Falls is an historic Ohio town, an oasis in the sprawling western
suburbs of Cuyahoga County. Settled in 1814 at the confluence of Plum Creek and the West
Branch of the Rocky River, it was named after Charles Olmstead in 1829, in exchange for
the acquisition of his personal library, which became one of the first libraries in Ohio.
While the surrounding cities of North Olmsted, Strongsville, Berea and North Ridgeville
have developed extensively with many acres of commercial and residential development,
Olmsted Falls remains a small-scale suburban community, with a historic district
containing many restored homes, churches and commercial structures, and

residential neighborhoods within extensive wooded areas. Among the city’s assets are
cascading sets of falls that run down both Plum Creek and the Rocky River, right through
the City’s downtown.

City Location Map
Source: Cuyahoga County Auditor, CSU CCPD

The City also retains its original train depot in good
condition. Located within the downtown, this
presents an opportunity to attract visitors in the long
run. The Norfolk and Southern railroad main line
runs through the downtown, with up to 120 trains per
day passing at the at-grade Columbia Road crossing.
While at first blush this may seem like a liability, the
quietness of the town and the availability of gathering
places and parking near the depot and crossings have
made this something of a focal point for train buffs seeking a chance to observe railroad
activity. In addition to passenger trains, and freight trains carrying goods of all sorts,
historic events occur annually, such as restored passenger trains and steam locomotives
making their way through the downtown as part of commemorative historic trips from
Chicago to Philadelphia.



The City’s school district, which covers the area of the City of Olmsted Falls as well as
Olmsted Township, is rated “Excellent With Distinction” by the Ohio Department of
Education. According to local realtors, half of new homebuyers in the City are families
moving up within the school district, in order to stay in this location; another 40% are
families with schoolchildren moving into Olmsted Falls in order to take advantage of the
school district. The final 10% are seniors from elsewhere who are attracted to decent,
affordable housing options, and empty nesters who are downsizing but want to stay in the
community.

The community is extremely stable, with the majority of resident respondents to the
Downtown Survey stating that they intended to live in the City for longer than 10 years.
Many families move back here because one or more members grew up here. The City
retains its personal, small town atmosphere with the majority of survey respondents
quoting the best thing about Olmsted Falls as its “quaint small town feeling”. Half of
nonresident respondents stated that they would consider living here.

Downtown Businesses

The Olmsted Falls Downtown Area runs on the east and west sides of Columbia Road, north
of Bagley Road, extending north along Main Street, ending at the covered bridge over Plum
Creek. Itincludes the Grand Pacific Junction historic shopping area, which also includes
properties along Mill and Orchard Streets. Also included are a strip shopping center on the
east side of Columbia at Bagley. A few residences are scattered among the businesses,
many of which are located in renovated historic homes. See the Downtown Area map.

Olmsted Falls Downtown Area
Source: Cuyahoga County GIS, CSU CCPD



There are approximately 135,500 square feet of retail and professional office space in the
downtown area, including some second floors, but primarily first-floor space. The vacancy
rate at the time of this report is excellent, at 2%. See the Business Inventory in the
Appendix.

It should be noted that properties on Main Street at the north of the Downtown Area are
currently used for community facilities — a church, community center, community park, and
vacant former library building - and are not included in the inventory totals.

The City’s downtown in general is somewhat underutilized. While regional-drawing
specialty shops pull a customer base that is 45% within the immediate zip code, with
another 50% hailing from a wide range of zip codes all over northeast Ohio, pedestrian
traffic is low except at certain peak times and events. Some of the specialty shops have a
core of long-time businesses, but other shops turn over regularly. Merchants would like to
see more shopper traffic. Anecdotally, it appears that many Northeast Ohio residents,
including those that visit the historic shopping area, are unaware that the Falls exist, just a
block beyond the current shopping area. This project was initiated in part to examine the
assets of the downtown from a retail business standpoint, and to evaluate ways to enhance
the downtown business environment.

Downtown Businesses - Main St and Columbia Rd
Source: Google Maps and CSU CCPD



Downtown Businesses - Main Street south to Railroad
Source: Google Maps and CSU CCPD

Downtown Businesses - Railroad south to Mill Street
Source: Google Maps and CSU CCPD
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Downtown Businesses - Mill Street south to Bagley Rd
Source: Google Maps and CSU CCPD

Downtown Businesses - Bagley west of Columbia Rd
Source: Google Maps, CSU CCPD
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Project Process

This project was done as part of a consulting project to the City of Olmsted Falls, to assist
the City with evaluating possible uses for a key site in their downtown, and to make
recommendations about enhancing the downtown economic environment. The student
planner worked with the newly elected Mayor, Ann Marie Donegan, the economic
development director, Rosann Jones, and members of the newly formed Economic
Development Committee in three meetings to present information and discuss its
implications and recommendations.

In addition to the market analysis described later in this report, reconnaissance for the
project included online and paper surveys of downtown visitors and City residents; an
online survey of downtown merchants; and personal and telephone interviews of twelve
merchants and realtors. Informal conversations with Cuyahoga County and Cleveland
Metroparks planners were also included. See the appendices for more information.

View of the Covered Bridge from City Park
Source: City of Olmsted Falls
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Downtown Market Conditions

Current zoning. The current zoning for the downtown ranges from C-3 Community
Commercial, to P-1 Professional /Medical, to C-2 General Commercial.

Some downtown proposals for new retail, office and lodging uses, if in the C-2 or P-1 areas
now, will likely require re-zoning to a district more appropriate to the intended uses, most
likely “C-3, Community Commercial District,” which is intended “to enhance the Village
Center character of Olmsted Falls”. Professional offices, retail establishments, restaurants,
and parking are all permitted uses in this district. Bed and Breakfasts, and restaurants with
outdoor seating, would be conditional uses.

Current housing districts in the downtown area include D-2 and D-3 single family districts,
(20,000 square foot and 12,000 square foot lots respectively) and one D-5 multi-family
district area at Bagley Road and the Rocky River. The D-4 district, “single family attached”,
actually permits both attached and detached single family dwelling units at an overall
density of 4.8 units per acre. While there are no D-4 areas in the downtown at the present
time, this density approaches what is typical for compact development walkable
neighborhoods (6-8 units per acre typically), and may be useful to the City in the future in
the downtown area.

Downtown Zoning Map showing extent of historic district
Source: City of Olmsted Falls
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Local Historic District. The downtown also contains a local Historic Conservation District,
an “H” zoning overlay which carries special requirements in addition to the underlying
zoning. See the Zoning Map. Requirements for this district include the obtaining of a
Certificate of Appropriateness for existing building alterations, and any new construction.
Plans and proposals need to be reviewed by the City Planning Commission, the City
Building Administrator, and the Ohio Historic Preservation Office. Proposals for
development must be historically compatible in accordance with these requirements.

Grand Pacific Junction, Columbia Rd
Source: City of Olmsted Falls

National Historic District. The downtown also contains a National Register Historic

District, with many buildings listed as contributing buildings. This area is not shown on the
Zoning Map. Requirements for design, construction and alteration apply only when federal

14



or state funds are involved, including Historic Preservation Tax Credits. Where federal and
state funds are not intended to be utilized, this listing is less restrictive than the local
Historic Conservation District.

Stream Setback. The City has a riparian setback zone along Plum Creek, which prohibits
development within a designated zone of 75 feet from the ordinary high water mark, or the
1% annual floodplain, whichever is wider.

Floodplain. As shown on the floodplain map, parts of the downtown along Plum Creek and
the Rocky River are contained within a flood hazard zone. Downtown area properties
along the west side of Orchard Street are the most significantly affected. However, it
should be noted that flooding can also extend beyond a FEMA designated zone.

Downtown Flood Hazard Area
Source: Cuyahoga County Auditor GIS web site

Outdoor Restaurant Dining, Moosehead Restaurant,

Facing Rocky River
Source: City of Olmsted Falls

Liquor Licenses. The Ohio Board of Liquor Control
restricts the number of liquor licenses available for use
based on community population. Liquor licenses are
classified into different categories based on the type of sale
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(carryout vs. consume on premises), type of liquor (wine, beer and/or “spirits”), and the
hours of sale (up to 1 or 2 am). Due to the community’s small size, liquor licenses in
Olmsted Falls are in very short supply. Currently, 9 of 18 “carryout” (C) licenses are
available; and 0 of 15 coveted D1, D2 and D5 licenses. (consume on premises). 2 of 5 D3
licenses are available (“spirits” only); and 5 of 5 D4 licenses are available (restricted club
memberships). Several of the existing licenses are currently held by active restaurants at
full capacity; however some are held by catering businesses which do not use them to their
full capacity. Some businesses hold multiple licenses.

Unfortunately, Olmsted Falls does not meet criteria to be eligible for programs available for
revitalization and entertainment districts in rural and urban areas, respectively. Its
suburban location in an urban county puts it at a disadvantage. The City is aware of this
issue, and the economic development committee intends to target the issue as a specific
focus in the near future. There are several options for the City to pursue:

* Transfer existing licenses by moving existing licensed businesses into new locations

* Purchase surplus license(s) from another city with more population

* Explore shared facilities/licenses with existing businesses which do not currently
use their full capacity

* Establish a “BYOB” policy, and meet conditions in site design and program; one
option is for a local merchant who holds a C license, with “tasting” permit, to provide
an easy way for people to purchase wine for consumption at BYOB restaurants

* Explore possible flexibility /applicability of available D3 licenses as appropriate for
the site (spirits, or wine only “grandfathered”).

Utilities. All utilities, including centralized sewer, water, electric and gas, are readily
available in the downtown.

Access and Visibility. The downtown is easily accessed on Columbia Road from [-480 to
the north. It is only about 6 minutes’ drive from the freeway interchange. Many sites in the
downtown are highly visible from Columbia Road. However, those in the rear area of some
sites (Grand Pacific Junction) are less visible from Columbia Road. Coming south from the
freeway, glimpses of the falls and historic buildings across the creek encourage the viewer
to be aware of the downtown and its assets.

Multi-Modal Traffic . Auto and truck traffic on Columbia Road is about 6300 vehicles per
day (ADT)(NOACA 2013). This is seen as within the range for small Ohio main street
towns, if on the low side. (6-9000 ADT). Delays at the train crossing may be discouraging
more traffic flow.

Public transit does not exist in the downtown at the present time. A former RTA bus route
down Columbia Road was removed in 2009 (confirm). In the long run, public transit
connections to the Metroparks, shopping in North Olmsted, Baldwin Wallace College, and
connections to transit leading to downtown Cleveland and key job centers, could be
desirable and help to attract young professional families to Olmsted Falls.
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Bicycle access is difficult and extremely limited at the current time. Shoulders on Columbia
Road are narrow, and there are no connections to Baldwin Wallace College, the
Metroparks, and other local amenities. Recent studies show that women, families and
children, in particular, are unlikely to use their bicycles for navigating their neighborhoods
when clearly delineated bike lanes are not present. Separated lanes are ideal when
possible.

Pedestrian access has been a characteristic of Olmsted Falls in past years, due to its small
scale neighborhood layout immediately surrounding the downtown, good sidewalks, and
until recently, the presence of a library in the downtown. Residents offered anecdotes
about “people walking with books to the library” in the past. It will be important for the
City to place a priority on continued pedestrian access, and take advantage of opportunities
to enhance it, when possible.

Stakeholders

The following is a brief assessment of stakeholders whose input will be important in future
efforts to enhance the downtown and its amenities.

Residents. This market study is not a comprehensive plan, and resident input was limited
to the downtown survey. Proposals for downtown development and enhancement may
have an impact on community character, resident use of familiar sites, traffic, parking, and
amenities. It is highly recommended that the City pursue a charrette process with the
community to understand and develop the vision for the downtown and its best uses, as
well as ways to enhance the downtown pedestrian and bicycle environment. This would
also give merchants and property owners an opportunity to participate in planning for the
downtown.

Commercial Property Owners and Merchants. The local merchant and business
community participated actively in the Economic Development Committee, the merchants
survey, and interviews. About 100,000 square feet of commercial retail and consumer
service offices are located in the downtown. Ownership of the majority of properties for
specialty retail in the town lies with one owner, who has put significant effort and attention
over many years to historic preservation and restoration of buildings, particularly in the
Grand Pacific Junction shopping district. Across Columbia Road, a standard strip shopping
center of about 55,000 square feet, containing a drug mart, restaurants and pizza shop,
chiropractic office, and others, is under new ownership. This property provides a major
parking opportunity for the downtown, and backs up to the Rocky River, indicating
potential for prime riverfront access in the long term.

While most of the retail establishments are small “specialty” enterprises with one or two
owners, many of the merchants are business savvy individuals who have long term
operations, plan ahead and have capital reserves, know their customer base well, and
would favor enhancement of their customer and marketing environment. Some merchants
are less experienced, and there are some typical main street challenges with lack of capital,
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high turnover, less desirable hours of operation, and very low profit margins. The
merchant’s association is growing and becoming more active, and coordinates annual
events that are highly successful, drawing people from a wide area. There are a few highly
successful restaurants that draw a big crowd, particularly on weekends, and in the summer
where outdoor dining is possible. All merchants are seen as supportive in general of efforts
to attract new business, although there may be concerns about adding to customer activity
while parking capacity expansion is limited.

Additional market factors influencing the downtown. Additional stakeholders who
provide potential for partnerships for the City in the long run include the Cleveland
Metroparks, which includes a trail connection along the Rocky River into the downtown in
its strategic plan, and Baldwin Wallace University, 3 miles away, which has two nationally
known programs that regularly draw visitors to the area from across the country. The
Grand Pacific Junction shops have become something of a wedding attraction, with three
venues (the Grand Pacific Hotel, Wedding Chapel, and Wedding Gardens) providing sites.
Currently about 50 weddings a year occur in the Chapel, and there is capacity for many
more. Supporting businesses, including a florist, beauty shop, and bridal shop also
contribute to this attraction.

Historic Olmsted Falls Depot
Source: City of Olmsted Falls

In addition, Cleveland is part of an extensive market for train enthusiasts, who identify
Olmsted Falls as an excellent place to view train activity. Finally, it is becoming recognized
that the young “creative class” which is making its home in urban environments such as
Cleveland’s Ohio City and Downtown neighborhoods, is attracted to small town, walkable
environments with excellent schools and outdoor amenities as they begin to raise families.
Olmsted Falls presents an opportunity to tap into this market in the long run. See the
Market Analysis section below for more information on these opportunities, and others.
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SURVEY FINDINGS

Downtown Visitors and Residents Survey

A confidential Downtown Survey of visitors and residents was conducted during March of
2014. The survey was prepared and tabulated by the Center for Community Planning and
Development, reviewed by the CSU Institutional Review Board (IRB), and collected via the
web, and with the assistance of the City of Olmsted Falls. About 30 paper surveys were
collected at a popular evening winetasting fundraiser, and another 30 were collected from
participants in Senior Center programming. The remaining 70 were collected online via
CSU’s Qualtrics capability, via a link on the City’s main web page (total 129 surveys). A
local newspaper article advertised the survey link and helped to encourage participation.

The survey asked a range of questions about Olmsted Falls downtown and shopping,
shopping elsewhere, and visiting of other small towns. A few basic housing questions were
also asked.

Key findings from the survey are as follows. For detailed findings and survey questions, see
the Appendix.

* Respondents appreciate the small town feel, and there is a desire to stay that way

* Many respondents identified restaurants as desirable

* Restaurants and community events are key attractors for other small towns

* Respondents’ primary reasons for going elsewhere for mainstream shopping were
selection and convenience

* Respondents offered a wide range of interesting ideas, including a bakery, coffee
shop, specialty grocery, small town hardware, and programming/events. (see
Appendix for detail)

* Accessibility is a concern: sidewalks, parking were mentioned as needing
enhancement

* Thereis an interest in living here among respondents who are not current residents

* The majority of respondents who are current residents intend to live here a very
long time (over 10 years)

* There is a desire for a range of housing types among all respondents

Online Merchants survey

A confidential online survey was offered to merchants in the downtown during March of
2014. The survey was designed, collected, and analyzed by the CSU Center for Community
Planning and Development, and reviewed by the CSU Institutional Review Board. Questions
were asked regarding customer base, income, costs, challenges and advantages. 13
respondents participated. Due to the confidential nature of the survey, specific findings are
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not disclosed to the City or others, but responses were aggregated to identify key findings
and response ranges, as follows. For more detail, see the Appendix.

* Arange of business types was represented - restaurant, gift, professional services,
and various specialty shops.

* Store sizes range from 800 to 3800 square feet.

* Number of customers on a normal day ranged from 5 to 200. The mean was 45; the
median was 20. Walk-in customers ranged from 5% to 100%. Repeat business
customers ranged from 45% to 100%. Percentage of local customers fell in three
groups: 10%; 50-60%; and 90%. Percentage of Northeast Ohio customers ranged
from 5% to 80%. Percentage of customers outside the region ranged from 10 to
25%.

* Ofthe 9 who responded to the questions, 8 or 9 stated that service, unique products,
quality, and selection were their primary competitive advantages.

* Key challenges identified included: need for improved signage and lighting;
challenges of advertising in the digital age; improving viability of businesses;
reducing turnover; providing better accessibility for mobility-impaired customers;
need for critical mass and diversity of stores; need for improved alignment of open
hours among businesses; need for marketing of the area as a whole.

Merchant/Realtor Interviews

The online survey was supplemented by informal conversations with six merchants and
two realtors. Key findings are as follows. See the Appendix for more detail, and see the
Housing Market Analysis section for additional realtor interview summary.

* Olmsted Falls advantages for businesses, customers and residents include: Good
schools, historic downtown with specialty shops, creek landscape right in
downtown, train appeal, small town appeal, wedding/event facilities/amenities

* Olmsted Falls disadvantages include: Freeway, train and plane noise, train tracks
used very often through middle of retail area, busy traffic on Columbia Road, lack of
parking in downtown, high property taxes

* Specific advantages for business: Historic downtown, Complement of businesses
attract customers, potential for increasing sales in the future, high traffic counts on
Bagley and Columbia Road

* Retail advantages over competitors include: local buyers come for good
service/personal attention, unique higher quality products; regional buyers come
for small town character, critical mass of unique shops, train and craft interests,
complement of restaurants; wedding clientele attracted by high quality historic
unique facilities, picturesque outdoor venues; shops complement each other

* Key needsinclude: Signage and lighting; help with advertising; coordinated effort in
putting on events and programming; an anchor that would keep people here for a
whole day - museum, train venue, major park connection, historic tours, etc.; more
diversity of businesses that would appeal to men, millennials, non-upscale
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customers; trendy themes and lighting; expand parking; better parking/access for
handicapped and mobility impaired; coordinate hours of operation to provide best
experience for customers, and to take advantage of peak times

* Otherideas offered: Use City service area to expand trail connections, train
connection, park connection, pedestrian bridge; Capitalize on the falls; Explore
walkability/access to existing homes; Explore overnight stay/bed and breakfast.;
Explore small office uses; Look at design of spaces between shops to encourage
lingering, patio dining, traffic routes to all businesses.

MARKET ANALYSIS

Community Facts

Table 5 outlines the basic characteristics of the Olmsted Falls community. Information is
given for the City proper, and also its zip code 44138 (City of Olmsted Falls together with
Olmsted Township, which forms the school district).

TABLE 5 Community Facts

Source: U.S. Census

The market analysis for this project is complex because retail, office and lodging all fall into
a “specialty” category, which is outside the standard markets. The following discussion
outlines Standard Retail and Office uses, and follows with Specialty Retail and Office, and
Bed and Breakfast analyses.

The Standard Retail Market

Olmsted Falls enjoys easy access to an abundance of standard retail shops, restaurants, and
services. Atleast 5 million square feet are available within 10 minutes’ drive of the
downtown, in North Olmsted, North Ridgeville, Berea, and Strongsville. In addition, there
is the beginning of a new commercial center to the west in Olmsted Township, at Stearns
and Bagley Roads. In general, the entire Northeast Ohio area is acknowledged to be
saturated for retail space, having a high square footage per capita rates compared to
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average areas in the country (Cuyahoga County Planning Commission, 2000). The gravity
model map demonstrates that the market area for standard retail in the downtown area is
quite small, comprising a little over 1,000 households.

Standard Retail Market Area - Olmsted Falls
Source: CSU CCPD

TABLE 6 Standard Retail Market Area Characteristics
Source: U.S. Census and CSU CCPD

A standard niche analysis for consumer retail and consumer services, as shown in Tables 7
and 8, demonstrates that the demand for undifferentiated retail and services is indeed
saturated in the area. Of interest, the one use that indicates some demand is “specialty food
services”, or catering.
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TABLE 7 Standard Retail Niche Analysis
Source: CSU CCPD
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TABLE 8 Standard Consumer Services Niche Analysis
Source: CSU CCPD

The Standard Office Market

The market for office space in the Cleveland area, while looking up somewhat since 2012, is
still operating at very high vacancy rates. An article in Crain’s Cleveland Business from
January 2014 states that downtown Cleveland office vacancy rates run at about 18%, and
the southern suburbs, where Olmsted Falls is located, are at between 20 and 22%. (Bullard
2014) This alone is justification for the City to avoid major “mainstream” office projects in
the near future.

The Specialty Retail and Office Market

However, it is also well known that specialty retail and office in historic downtowns can
thrive under the right conditions. Unquantified to our knowledge, there remains evidence
across the country of a specialty market of customers and professionals who prefer to shop
and do business in a small town environment. In spite of a sea of standard retail, and the
growing internet environment, hands-on shopping and professional consultation continues
to do well in the right setting. What might the capacity be for growth in downtown
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Olmsted Falls, if its downtown retail and office environment were enhanced? We were
unable to find much in the way of analysis or modeling methods by others in this area. In
interviews with merchants, it became clear that a “small town gravity model” did not make
sense, because small towns actually enhance each other, rather than competing, by
providing a critical mass of different places to visit for weekend day-trippers who desire to
explore small downtowns. As one merchant put it, “they come from all over the region, and
they visit a different town every weekend.”

We therefore attempted to do a comparison of small towns in Northeast Ohio to
understand the relationship of square footage, number of businesses, number of
households, mean household income, and total buying power. The map shows many of the
most well-known historic small downtowns in the area. Five of these were chosen for
comparison to Olmsted Falls. Of particular interest, Chagrin Falls is a benchmark, because
of its similar assets, and location in a suburb surrounded by large amounts of standard
retail, and because of its reputation as a thriving downtown. Amherst, Vermilion, and
Wellington were chosen because they are close to Olmsted Falls and likely to attract similar
customers. And Medina was chosen because of its reputation as a strong, thriving historic
downtown, which also attracts similar visitors. Initial data was collected on other
downtowns. It would be interesting to expand this analysis over a longer time frame.

Selected Northeast Ohio Historic Downtowns
Source: Google Maps and CSU CCPD

The Olmsted Falls Downtown Retail Customer Base. 800 zip code addresses were
provided from the downtown merchant’s association, and from a local merchant, to
understand where existing customers come from. These zip codes were collected over two
two-week periods in August and December of 2009, and in a one-day event in 2013. About
45% come from the Olmsted Falls/Township zip code, and the zip codes immediately
surrounding it. Another 50% come from a wide range of zip codes across Northeast Ohio.
Two percent come from all over Ohio, as far south as Columbus and Cincinnati, and another
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two percent come from outside Ohio, especially Pennsylvania and Michigan, but including
New York, Illinois and Massachusetts.

Olmsted Falls Downtown
Customer Zip Codes

Out of State

2% '\
Remainder of

Ohio
2%

Olmsted Falls
and Township
25%

\
- 1

Immediate
Suburbs around
Olmsted Falls
18%

Remainder of NE
Ohio
54%

\ 4

Olmsted Falls Customers Zip Code Analysis
Source: Grand Pacific Junction Merchants Association
CSU ccpD

Comparison Towns Customer Base and Retail /Office businesses. It was decided to
look at the 50% from the immediate zip code and surrounding zip codes as the basis for
comparison of the towns. Zip codes were chosen instead of census tracts or blocks because
of their relatively similar size, and ease of gathering data quickly from fewer data points,
and relationship to the Olmsted Falls data that was available. The zip codes around each
town were mapped, and the first floor square footage was measured via Google maps for
each historic downtown area. Where the “edge” of the historic downtown was not clearly
delineated, square footage within four blocks (1/4 mile) of the downtown center was
measured. In addition to square footage measurements, a detailed inventory of businesses
in each downtown was collected via Yellow Pages, merchants’ association, and other
business association web sites.

It should be noted that there were large discrepancies between our measurements of Olmsted
Falls’ first floor square footage, and the County auditor’s measurements. See the Business
Inventory in the Appendix for more information. Our estimates were 30% lower than the
County Auditor’s. This was not the case in spot-checks of our measurements against another
county auditor’s square footages. For the purposes of this study, with limited time to verify
the area of each building, we assumed in most cases the County Auditor’s information was
correct, which was the more conservative approach. However, analysis below that is based on
those numbers must be taken with some understanding that it is possible that actual square
footages are lower, and therefore the retail capacity could be higher.
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TABLE 9 Historic Downtowns Comparison - General
Source: US Census 2012; CSU CCPD; Google Maps

Table 9 illustrates the comparison of general information between the downtowns. Items
to note:

* Chagrin Falls has the highest mean household income, followed by Medina.

* Olmsted Falls has the second lowest mean household income of the six compared.

* Medina, Olmsted Falls, Amherst, and Chagrin Falls are similar in the total number of
households in the market area, about 50-70,000.

* Medina has the highest square footage of first floor retail space, followed by Chagrin
Falls and Wellington.

* Olmsted Falls has the second lowest square footage of first floor retail space, close to
Vermilion.

* Medina, Vermilion and Wellington’s main streets have a traffic count range of
roughly 11-14,000 Average Daily Traffic(ADT).

* Chagrin Falls’ and Olmsted Falls’ main streets are similar with 6100 and 7300 ADT
respectively.

TABLE 10 Historic Downtowns Comparison - Buying Power (see notes below Table 9)
Source: US Census, CSU CCPD
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Table 10 illustrates a comparison of buying power and number of retail establishments per
household. Items to note:

While Chagrin Falls has the highest total buying power in its market area, when
equalized by proportion of that income, its square footage falls into the range of the
others.

In particular, the first floor (FF) square footage per $10 million buying power, and
number of businesses per $100 million buying power, are in the range of Olmsted
Falls and Medina. Of interest, all three of these have substantial surrounding
standard retail, and Chagrin Falls and Medina are thriving.

While Medina’s role as a county seat is likely the reason for its much larger total
number of businesses, it can be surmised that these are professional offices,
frequently locating in second and third floor spaces, which were not measured in
this analysis. When equalized based on first floor retail, the numbers appear to be
comparable.

Vermilion’s high numbers can be explained by the lakefront location and the
presence of extensive marinas, boat sales and repair, lodging, and beachfront retail
businesses serving a large customer base coming from outside the immediate
market area.

Wellington’s high numbers can be explained by a much lower amount of standard
retail in the market area. Wellington’s downtown has proportionally more grocery,
drugstore, and general merchandise retail to serve general market area needs.
Ambherst’s numbers are the lowest, and this analysis would indicate that there is
room for expansion of this retail supply, if other conditions were met for amenities.
When number of businesses per buying power (mean HH income and total income)
are compared, Olmsted Falls indicates additional capacity could be supported,
perhaps up to 25-50%.

When square footage of businesses per buying power are compared, Olmsted Falls
appears to be in line with other towns, and has only small additional retail capacity
(less than 10% when compared to Chagrin Falls). (See note above regarding
limitations of square footage data).

TABLE 11 Historic Downtowns Comparison - Professional Office (notes below Table 9

apply)

Source: CSU CCPD
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Table 11 illustrates the relationship of professional office space to specialty retail in each
downtown. Items to note:

* Professional offices in each of the downtowns except one represent from 40 to 60%
of the total businesses (roughly half).

* Medina’s higher percentage, at 70%, can be explained by its role as a county seat,
and the associated higher number of attorneys, real estate professionals, surveyors,
and related fields that would benefit from that location.

* Specialty office workers can be a boon to downtowns by providing daytime activity,
restaurant patrons, and personal service to customers, and income tax to the
community.

Destination Draws: Placemaking is Good for Business

The national Main Street program, well-known for its role in helping to revitalize strong
Main Street towns in Ohio and elsewhere, emphasizes capitalizing on existing, unique
assets as key to small town economic development. Furthermore, the National Association
of Realtors, in its Summer 2013 edition of Common Ground, makes the following notes:

“Across the country, community leaders are joining together to bring new life back
to small towns. They are doing it by focusing on the existing assets of a community
- its history, culture and landscape - or by creating a new source of vitality, such as
by encouraging artists to flourish or by undertaking creative placemaking.” (p.2)

“Despite Deep Recession, Small Towns Roar: Mayors in small towns are
championing smart growth to create thriving communities.”...(p. 46)

“A Case for Place: By creating places that attract people, Michigan is using the
concept to boost communities... Placemaking is a growing international movement
that capitalizes on a local community’s assets, inspiration and potential.” (p.28)

Olmsted Falls has many such amenities on which to capitalize. Many towns - and larger
cities, for that matter - have organized their growth strategies around waterfronts of rivers
and lakes. With frontage on the Rocky River, and Falls both on the river and Plum Creek,
the confluence of the river and creek, and existing parkland at that confluence, the City has
a primary asset that could be a major draw to visitors. In addition, its collection of very
well-restored historic buildings creates a unique historic character that is recognized by
visitors and residents alike.

In reviewing the individual characteristics of towns across the region, it is apparent that
there are several factors that contribute, outside the quantity of purchasing power, to the
success of a historic downtown. An inventory of “anchors” or “key amenities” in twelve
downtowns across the region shows that they all have some of the following. See the
Appendix for detail.
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* A critical mass of activities that could fill an entire day, or more, of visitors’ time

* Significant outdoor recreation opportunities

* A college, medical complex, professional and/or county offices that provide daytime
users

* A critical mass of shops that enhance each other by providing choice and selection
for shoppers

* Many have a natural amenity or attraction, such as Chagrin Falls’ river park and
falls, or rural countryside

* Overnight lodging to enhance evening visitor count

* Evening attractions such as a community theater, concert venue or small-scale
movie theater

* Some have neighborhood standard retail amenities that attract daytime users as
well, such as a grocery store, pharmacy, gas stations, beauty shop, or drycleaner

A sense of place. Finally, it is important to note the value of Placemaking in small
community downtowns. As noted by the National Association of Realtors above,
placemaking is critical as a way to capitalize on the unique “sense of place” that many small
downtowns have. Places with a “sense of place” attract people - to live, work, recreate and
shop. Of note, the state of Michigan, working with the Michigan Association of Realtors, has
instituted a program specifically focused on Placemaking as an economic development tool.
Key to the program is the recognition that placemaking involves an interdisciplinary
approach integrating several components:

* Housing

* Transportation

* Historic Preservation

* Main Street organization/enhancement

* (reen Space

* Talent

* Entrepreneurialism

* TIDE (Talent, innovation, diversity, environment) growth model

In Olmsted Falls, there is a strong sense of place within Grand Pacific Junction, which could
be expanded to integrate businesses along the entire downtown stretch of Columbia Road.
Enhancing the pedestrian, bicycle, auto and transportation environment, working with
merchants to strengthen businesses and marketing, increasing housing and residents in the
downtown, tying into greenspace opportunities, and seeking other innovative ways to
encourage local entrepreneurs could lead to a stronger business and economic
environment in the long run.

The following opportunities situate Olmsted Falls to be able to provide similar amenities
over time.
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Cleveland Metroparks’ Trail Connection

Rocky River Reservation Concept Plan, Emerald Necklace Centennial Plan
Source: Cleveland Metroparks

One of the significant external factors in the downtown’s potential is the planned multi-use
trail connection from Mill Stream Run and/or Rocky River Reservations by the Cleveland
Metroparks. As indicated in the Metroparks’ new Strategic Plan 2020, a connection to
Olmsted Falls is designated in their policy for Rocky River Reservation (policy RR2.1), to
“encourage local initiative for significant greenway and trail extension to Olmsted Falls...
tie into Mill Stream Run Reservation at Wallace Lake.” As shown on the regional trail
proposals map, additional connection opportunities lie to the north along the West Branch,
tying into Rocky River Reservation. (see illustration). Furthermore, plans for Rocky River
and Mill Stream Run Reservations themselves involve tying their trail systems into the
connections to the Lakefront over time. These opportunities can take multiple years to be
funded and come to fruition, but stand to create a significant boon to Olmsted Falls as a
destination for bicycle and recreational travelers. The City is encouraged to begin
conversations about implementation, with an eye for the long term benefits.

Train-Related Attractions. The historic Depot site is owned by the Cuyahoga Valley West
Shore Model Railroad Club. Open only periodically for display of historic train information
from around the region, there is potential for this to develop into a more substantial
museum attraction that could be a day trip destination for train enthusiasts. There is a
sizeable group in Northeast Ohio and beyond who share an enthusiasm for trains, model
trains, and historic re-enaction. In January, a model train show at the I-X center drew
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25,000 attendees, with 70 exhibitors and multiple model train exhibits. The National Model
Railroad Association will hold its annual convention in July 2014 at the Cleveland
Convention Center; 176,000 square feet of space with 330 vendors is planned. Such groups
provide an opportunity for Olmsted Falls to capitalize on its railroad connections, and the
prime viewing sites offered by the Grand Pacific Junction gazebo, the Depot and the City
service yard adjacent to it (another potential development site).

Wedding Destination. The Grand Pacific Hotel, Wedding Chapel and Wedding Gardens
have become a wedding destination over time, and currently have unused capacity with the
potential to grow. The attraction of wedding parties and their guests to Olmsted Falls
provides an opportunity to increase awareness of the downtown as a destination, as well as
increasing sales opportunities at the time of each event. Wedding participants also present
a potential market for boutique overnight lodging in the downtown area. It will be
worthwhile for downtown merchants to consider ways to take advantage of these events,
to include the wedding venues in downtown marketing and advertising, and to support
these businesses as an anchor providing opportunities for everyone.

Baldwin Wallace University Connections. This local college of 4,000 students is 3 miles
east of Olmsted Falls in Berea. Directly accessible from Olmsted Falls via Bagley Road, the
University is home to nationally-ranked programs in music and musical theater. Students,
visitors and parents from across the country regularly visit the University. The Berea
downtown is limited in its scope, and it appears that there could be room to attract these
visitors (as well as the students) to a more sizeable historic downtown such as Olmsted
Falls, especially if special attractions and bicycle connections were enhanced.

Olmsted Falls Performing Arts Association. One mile to the north of the downtown,
along the Rocky River, the Olmsted Falls community theater group has recently purchased
a large former church site. Home to regular theater productions and classes, with plenty of
parking, this site offers an amenity that could draw people to the downtown for evening
meals before theater, and dessert/socializing afterwards. Opportunities for partnerships
could lead to impromptu performances at the site. With time, a trail connection along the
river could provide the opportunity for golf cart shuttles and bicycle connections between
the theater and the downtown.

Greenhouse Business/Retail Cluster. As shown on the map, the Olmsted Falls area is
home to a cluster of greenhouse businesses, both wholesale and retail, many dating to the
pre-suburban agricultural era. Two of the largest, Uncle John’s Plant Farm and Schuster’s
Greenhouse, are located in the City of Olmsted Falls, along Columbia Road just south of the
Downtown Area; the others are in Olmsted Township, North Royalton, and surrounding
communities. The potential exists for these businesses and their communities to organize
for marketing and branding purposes to encourage visitors and gardening enthusiast day
trips. Supplemental businesses, such as teahouses, art galleries, and specialty shops could
be encouraged to enhance the area as an attraction destination. The Olmsted Falls
downtown area businesses could contribute to the cluster in the long run. A good example
is this year’s planned fairy garden and herb festival.
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Olmsted Falls Area Greenhouse Cluster
Source: Google Maps

Bed and Breakfast Lodging Market

Selected Bed and Breakfasts in Northeast Ohio (see table for list)
Source: Google Maps

In addition to increasing the number of residents, retail shops, and professional offices
downtown, providing overnight lodging is another component of attracting people and
activity. As shown on the map, there are an abundance of Bed and Breakfasts in Northeast
Ohio, demonstrating the strength of the market for alternative lodging, particularly in
attractive, natural, rural, and small town settings. This is supported by the fact that of the
six small downtowns compared, Olmsted Falls is the only one without overnight lodging.
The table illustrates that there are four rooms within 5 miles of the downtown, and only 7
within 15 miles, including the first four. The low number of competitors, along with the
opportunity for long distance trail connections, train enthusiast visitors, wedding party
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members, and Baldwin Wallace University visitors, indicate that there should be a market
for a small-scale Bed and Breakfast in Olmsted Falls over the long term.

TABLE 12 Historic Downtown Bed and

Breakfast Rooms within 60 miles of Olmsted
Falls
Source: CSU CCPD

TABLE 13 Comparison of Lodging Rooms in Historic Downtowns
(See notes below Table 9) source: csu ccpD
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TABLE 14 Summary Data: Historic Downtown Bed and Breakfasts within 60 Miles of

Olmsted Falls
Source: CSU CCPD
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Perhaps the best model for such a project is the Red Maple Inn in Burton. Built recently (in
1999) with eighteen rooms, fireplaces, a moderate conference room, central living room,
and handmade furniture, it provides a homey “bed and breakfast” environment with
modern amenities. A dining room serves breakfast and hors d’oevres daily, and an Amish
style dinner twice a month. The Inn is one of five small lodging establishments in Ohio to
win the coveted AAA “five-star” rating. Key visitor groups include tourists visiting Amish
country, wedding parties, and business retreats.

Red Maple Inn
Source: Red Maple Inn Web Site
http://www.redmapleinn.com/

The Olmsted Falls Housing Market

As noted above, an important part of strengthening a downtown is increasing the number
or residents who live in the immediate downtown area, and increasing the accessibility of
the downtown to existing residents. The following study puts the housing market of the
downtown into focus with regard to housing type, price point, and potential buyers’
interests.

Existing households. Any study of residential housing must start with the households in
the community. The Olmsted Falls housing market comprises the entire school district,
coinciding with the 44138 zip code, and including both the City of Olmsted Falls and
Olmsted Township. Existing households in the market area are almost evenly split
between 1-person, 2-person, and 3+ person households. (A 2-person household can
include an adult couple, whether unrelated or related, and also a single parent with a child;
3+ person households can include a single parent and children, couples with children, and
unrelated adults.)

Other interesting information about household characteristics in both the City of Olmsted
Falls and the 44138 zip code are shown in the Household Characteristics table. Of
particular note:
* Within the city, about 17% of households are renters, and 83% are owners of their
homes.
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About 66% of households are “Family” households (2 or more related persons);
however, only 32% of all households in the City have children under the age of 18
living at home. 29% of all households are householders living alone.

98% of households have access to a vehicle; only slightly less than 2% do not.

The community is very stable, with over 45% having lived in their current home at
least 13 years. Another 42% have lived in their current home from 3 to 12 years,
and 12% less than 3 years.

Of interest, 33% of all city households who rent spend more than 35% of their
income on housing costs. Among owner households, 23.5% of those with
mortgages, and 21.7% of those without mortgages, spend more than 35% of their
income on housing costs. A generally accepted “rule of thumb” is that households
should not spend more than 30% of their income on housing.

However, among homeowners without mortgages, 70% spend less than 20% of
their household income on housing costs; 37% of those with mortgages spend less
than 20%. Among renters, the figure is 28%.

Household characteristics in the City and in the 44138 area code are fairly similar
to each other. There are no notable differences between the two areas.

Existing housing stock. In the City, housing structures are primarily (64%) single family
detached; attached units comprise the remainder. See the Physical Housing Characteristics

table.

Information of interest:

Vacancy rates for owner-occupied homes are low for the region, at 1.6%. This
compares to 2.9% for Cuyahoga County (2012 U.S. Census).

Vacancy rates for rental units are slightly higher, at 12.6%, vs. 9.8% for Cuyahoga
County. (2012 U.S. Census) Compare to reported rates in the 5% range in
downtowns like Cleveland and Lakewood. (Cleveland.com).

Single-family detached structures account for about 65% of the homes in the City;
single-family attached (cluster and townhomes) are at 20%, and the remainder are
largely split evenly between two-family and 10+ family structures. There are no
mobile homes in the City.

65% of dwelling units (owner and rental) in the City have 2 to 3 bedrooms; another
26% have 4 or more bedrooms.

14% of homes in the City are 12 years old and newer; 21% are older than 53 years;
and 65% are between 12 and 53 years old.

15% of owner-occupied in the City were worth less than $100,000, according to the
U.S. Census American Communities Survey 2008-2012. 32% are the largest group,
in the $100-150,000 range; 28% are at the $150-200,000 range; and 19% are at the
$200-300,000 range. 4% are valued at more than $300,000, with .6%, or about 20
homes, valued at more than $1 million. The median home value in the City was
$152,000.

Half of all dwelling monthly rental rates fell in the $500-$750 range. Only 1% were
lower than $500/month. 18% were in the $750-1000 range, and 26% were in the
$1000-1500 range. There were no rental rates higher than $1500. The median
monthly rent was $735.
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TABLE 15 Selected Household Characteristics

Source: U.S. Census, American Communities Survey, 2008-2012
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TABLE 16 Physical Housing Characteristics

Source: US Census, American Communities Survey 2008-2012
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New Homebuyers. According to our interviews of realtors, the Olmsted Falls market area
enjoys a steady stream of residential homebuyers, falling into three categories: families
within the Olmsted Falls City School District who are “moving up”; families from the region,
moving in to take advantage of the schools while gaining “more house for the dollar”; and
mature adults who are attracted by the small community, and proximity to families.

The percentages of these segments of the market, according to interview, fall out roughly as
follows:

*  80% families with children
* 20% empty nesters: clusters, townhomes, good quality manufactured homes

And:
*  50% move-up within Olmsted Falls
*  40% western suburbs
* 10% outside of region and some out of state

Based on these rough numbers, the housing market area can be mapped as shown. Sending
suburbs were identified as those that had school districts with lower ratings then Olmsted
Falls, were in the vicinity of Olmsted Falls (“western suburbs”), and provided lower
perceived housing value (size for the price) compared to Olmsted Falls. The identified
communities were confirmed with realtor interviewees as typical for the buyers they
encounter.

Olmsted Falls Housing Market — A
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Housing Niche Analysis

A niche analysis was performed using US Census
data for the market area to delineate the
demand and supply for both rental and buyer
housing.

As indicated, there is a net supply of homes
overall in the market area, which shifts to net
demand when buyers from outside the market
are taken into account. The analysis indicates
that there is market demand in particular for
homes over $300,000, based on income of
existing households.

[t is important to note that this analysis is based
on the general national trend of households
spending 3 times their annual income on their
home (equivalent cost = 30% income, including
debt service, insurance, property tax,
maintenance and utilities). National trends do
not necessarily reflect individual or local
choices. However, the income-housing cost
information in the Households table indicates
that many households in the market area do
indeed choose to spend close to 30% of their
income on housing costs.

TABLE 17 Housing Market Niche Analysis
Source: US Census; CSU CCPD
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Home Sales in the 44138 Market. The 10-year housing market sales table shows that
home sales have continued steadily over the last 10 years, and that sales in 2013 were
higher than the average annual sales for the last 10 years, at 287 sales vs. 253 average (219
average for the last 5 years). This may reflect pent-up demand from the previous
recession, but also indicates a steady, stable market for sales of existing homes.

TABLE 18 Housing Market Area Sales 2004-2013
Source: Cuyahoga County Auditor

National Homebuying and Development Trends. The National Association of Realtors’
series on Smart Growth, “On Common Ground”, has two recent issues which focus on topics
relevant to small communities such as Olmsted Falls. The Summer 2013 issue, “Small
Towns and Rural Places”, notes:

“Survival of small towns as a whole is significant because they are the kinds of
places where development makes sense.... Small towns are typically compact and
generally walkable. They have authentic neighborhoods, distinctive business
districts and a strong sense of place. And they have the capacity to focus growth
where services and infrastructure already exist.”(p.5)

and:
“..we're seeing young families that moved away coming back. They want their
children to grow up in a small town where they can walk to school and ride their
bikes to the park.” (p.7)
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“Adding residential to the downtown mix is good for business and - because
downtown is attracting older residents moving from elsewhere around the city - it’s
building school enrollment by putting more family homes on the market.” (p.7)

The Winter 2014 Issue, “Development Update, includes results of the 2013 Community
Preferences Survey:

“Americans made two things very clear in the latest biennial Community Preference
Survey by the NATIONAL ASSOCIATION OF REALTORS® (NAR). They want to live in
walkable neighborhoods, and they care more about neighborhood than house size
when deciding where to live.” (p.24)

“Given the focus on neighborhood, the question becomes what kind of neighborhood
do people prefer most? According to the survey, it's a suburban neighborhood with
a mix of houses, shops and businesses. The kind of neighborhood they prefer least?
A suburban neighborhood with houses only. (p.24)

“Those findings are among several survey results that show an affinity for mixed-
use, walkability, compact development and other characteristics of smart growth.
The September 2013 survey of 1,500 people was conducted for NAR by American
Strategies in conjunction with Myers Research and Strategic Services.” (p.24)

Existing available supply of lots. Information from the County Auditor’s office and the
City of Olmsted Falls shows that there are currently 155 planned and platted lots, many of
which have roads and utilities complete. As shown in the New Home Construction Permits
table, the average annual building permit rate has been 1.5 per year since 2009. The rate
for the last 14 years was highest in 2001 at 79 homes in that year; after that it began
dropping, with the average annual rate at 36 homes per year from 2001-2008. This
information indicates that the City may want to monitor the pace of construction permits in
the future, and consider carefully the need for more platted lots to meet the housing need.

However, given the desire on the part of the “new buyer” for walkable communities, it may
be worthwhile to explore allowing the platting or re-platting of parcels within % mile of the
downtown to provide a more desirable neighborhood housing product. This would require
more in-depth housing market analysis, and collaboration/communication with developers
and property owners.
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TABLE 19 New Home Construction Permits 2001-2013
Source: City of Olmsted Falls

TABLE 20 Available Supply of Building Lots
Source: City of Olmsted Falls
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CONCLUSIONS

In comparison with other thriving historic downtown areas, it is apparent that capacity
exists to add to the specialty retail and professional office space in the downtown; and that
in the long run, a Bed and Breakfast should be successful. Housing analysis also shows that
there is capacity in the housing market for increased higher-end housing products; and
national data indicate that walkable residential neighborhoods could attract millennial
families. These opportunities will help to increase the critical mass of shops and activities
that will draw people to the downtown, and increase the presence of residents and workers
in the downtown, in addition to visitors from outside the City.

However, it will be imperative that the City pursue partnerships and projects in the near and
long term to ensure that a regional trail connection, train museum/attraction, performing
arts opportunities, and strong bicycle and functional connections to Baldwin Wallace
University, are in place to provide visitor growth to support existing and future businesses in
the downtown.

Specific Recommendations

Based on survey and interview input from visitors, residents, merchants, and realtors, and
the market analysis performed above, the following recommendations are made. See the
Opportunities Map below for locations. These are not given in any particular order;
priorities should be set by the economic development committee, with input from the
community

* (Continue to convene an economic development committee made up of private and
public partners to pursue projects to enhance the downtown business environment
and visitor draw

* Facilitate meaningful discussion with the community as a whole, through a charrette
process or other discussion framework that allows longterm residents, businesses
and other stakeholders to participate in determining priorities and focus areas for
the future

*  Work with the Cleveland Metroparks on long-term plans for a trail link connecting
the Olmsted Falls downtown, Mill Creek reservation, and/or Rocky River
Reservation

* Develop an urban design plan for the downtown that can address downtown identity
and vibrant sense of place, and the need for coherent pedestrian flow and
walkability, visitor attraction and accommodation, retail visibility and signage,
pedestrian and traffic safety. This plan could also look at vacant and available sites
in the downtown, and their use for the long term.

* Work on solutions to address limited liquor license capacity to support restaurants

* Enhance bicycle and pedestrian connections between residential neighborhoods and
the downtown, and especially Baldwin-Wallace college
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* Explore long term opportunities to develop a venue that could attract train
enthusiasts, perhaps utilizing the depot as a centerpoint, and taking advantage of the
adjacent City service yard and connection to Columbia Road business area

* Explore opportunities for marketing of a greenhouse and gardening cluster in the
Olmsted Falls area

* Explore opportunities for modest expansion in retail and office capacity downtown

* Explore opportunities to integrate small-scale overnight lodging (such as Bed and
Breakfasts) into the downtown

* In conjunction with the merchants association, work to enhance the business
environment and increase shopper traffic by addressing typical Main Street issues
such as marketing/branding, advertising, coordinated hours and business
guidelines, business retention, diversity of business types, filling vacancies, and
coordinated events

* Continue to focus on local, unique businesses and property owners as the centerpoint
of economic development strategy

* Seek and support opportunities for new and redeveloped housing, and enhancement
of existing neighborhoods in the downtown vicinity that meet a higher-end market,
and/or provide walkable neighborhood living for new millennial families

Caveats and Limitations

While this study has made an attempt to use methodical analysis to identify Olmsted Falls’
strengths and challenges, to identify possible market opportunities in the retail
environment, and to generate ideas and opportunities for business expansion, it should be
noted that there is no guarantee that any business or enterprise will succeed. There are
many factors that contribute to the success of a business; a preliminary market analysis is
only one of them.

It should be noted that small sample sizes were available for the surveys and interviews,
and these analyses were not statistically sampled and analyzed. A wide margin of error
could result. Similarly, the best available data in many cases dates to 2007 to 2009 prior to
the current economic scenario; or was national or state level, which may not directly apply
to the specific Olmsted Falls area. As noted in the text, there were discrepancies in
downtown square footages between the County Auditor’s quantities and CSU’s measured
quantities. All of these conditions could likely indicate a wide margin of error.

The historic downtown comparative study was an innovative attempt to find common
factors that would enable a comparison of downtown retail and office capacity. To our
knowledge there is no national or standardized data available on these factors, and no
accepted method for making such measurements. This project was therefore experimental
and preliminary, but does indicate directions for further study. It would be interesting to
continue this study with more detailed assessment of downtown characteristics, improving
potential accuracy, reducing margin of error, and expanding the number of towns
compared.

46



Finally, the influence of web-based purchases on various categories of retail expenditures
is constantly changing, and very difficult to measure with reliability at the local-regional
level.

For all of these reasons, it is recommended that the City use this information as a source of
general trends and opportunities, while working with individual businesses and
entrepreneurs to do their own specific market analyses as appropriate for their product or
service.
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APPENDIX

A. DOWNTOWN SURVEY RESULTS

A PDF including the results of the downtown survey, generated by the Qualtrics software
utilized by CSU, is attached at the end of this report. See the next Appendix section for a
summary of key findings, including open-ended responses.
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B.

DOWNTOWN SURVEY FINDINGS

Respondents: respondents were reasonably diverse.

129 total respondents
33(34%) male, 64(66%) female

A third were aged 31-50; a third 51-65; and 25% 65 and over; 5% 20-30, and 3% preferred

not to say.
Half live within the City, and half do not. (49%-50%).

Visiting Olmsted Falls: highest responses for each category.

Convenience grocery: 34 2 or more times; 31 once/week.

Other retail shopping: 41 every few months; 18 once a month; 11 two or more times per
week.

Arts events: 41 every few months; 39 never.

Other events: 39 every few months; 34 never.

Restaurants full service: 41 once every few months; 31 once a month
Restaurants fast service: 27 once every few months; 36 never.
Religious services - 13 once/week, 63 never

Personal care: 11 once/month, 15 once/few months

Professional services: 10 once/few months, 78 never

Work: 21 2+/week

Tourism: 32 once/few months, 15 once/month

Visiting: 26 2+/week, 18 once/few months

Passing through: 53 2+/week

City and Competitors/Standard Retail: Reasons for shopping at the following: (highest count
responses)

Olmsted Falls - 59 Better location; 48 Unique products; only 7 of 172 do not shop/dine
here.

Olmsted Falls Township - 29 Better location; 39 do not shop/dine here.

Great Northern Mall - 58 better selection; 31 better location; 28 better hours; 27 better
parking; 21 better price.

Berea: 25 better location; 31 better selection; 21 unique products.

North Olmsted: 41 better selection; 28 better location; 23 better parking

North Ridgeville: 73 do not shop/dine here; all others under 10.

Strongsville: 38 better selection; 18 better parking; 17 better location.

Westlake: 32 better selection; 24 unique products; 40 do not shop/dine here

Historic towns: reasons for shopping (highest count responses)

Vermilion: restaurants 16; community events 14

Ambherst: 7 restaurants; 4 visiting friends/family

Grafton: 7 restaurants; 4 community events.

Wellington: 11 visiting friends/family; 8 community events.
Medina: 30 restaurants; 23 unique products; 18 community events.
Peninsula: 18 nearby recreation; 13 restaurants

Chagrin Falls: 15 restaurants; 14 unique products

Twinsburg: 6 visiting friends/family; 4 restaurants

Willoughby: 8 restaurants; 5 visiting friends/family

Chardon: 4 community events; 3 restaurants; 3 unique products
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¢ Hudson: 15 restaurants; 8 community events; 8 visiting friends/family

¢ Kent: 6 community events; 5 restaurants

¢ Lakewood: 21 restaurants, 10 community events

*  “Do notvisit” ranged from 36 to 82 for all towns. Medina had the most visitors.

Housing:
* Ofthose who live here, 72% expect to live here over 10 years; 20% 5-10 years; 8% under 5
years.

* Ofthe 34 non-residents who responded, they were evenly split between those who would
consider living here and those who would not.

* Desirable new housing was spread among all types. 30% wanted no new housing; 20%
wanted to upgrade existing housing; 23% wanted new single family homes; 23% wanted
mature adult housing; 10% townhomes; 5% apartments; 10% condominiums.
(respondents could make multiple selections).

* [f public transportation were available for visiting the downtown, 62% would not use it, and
33% would

What people like best about visiting Olmsted Falls:
* most common words: restaurants, small town feel, community, historic, unique, quiet,
character, convenient, friendly

What other stores/features would you like to see in Olmsted Falls?

* Bakery, market, more wearable art

* Daycare, quick foods

* Drive throughs, bakery

* Better care of Grand Pacific Junction

* Restaurant

* RecCenter

* Better restaurants

* Family sports bar and grill, dining over the falls

* Arec center with more capacity and features of the current community center. Indoor pool,
more basketball courts, racketball, etc.

* (Clothing, hardware, fishing

* More parking, unique museum along with a welcome center and all businesses listed as
places to visit and purchase from

* Better grocery selection, light industry for tax purposes

* Wendy’s

* Deli, bakery

* A historical museum would be pretty awesome!

* Notreally sure at this time other than another type of restaurant

* DMore specialty restaurants. Would love to see a High End restaurant, especially with the
park and river nearby. The Falls Park and GP] are two of the best features of Olmsted Falls,
and the park needs to be better utilized. New bathrooms are a must, and more space for
both parking and activities.

* Nice to have a YMCA or a small affordable gym, hair salon, local nature hikes/lectures.
Prefer to keep small town feel.

* Less “old town” stuff. Parking, parking, parking

* Unique finds that I can enjoy with my family
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More bar/restaurants

Lodging

A decent grocery store that is not Giant Eagle, more restaurants

Quaintness if its best feature — put a grocery store/hardware store close to downtown, but
notin it

More mid-range restaurants and better shopping selection

The junction has too many of the same nicky-nacky stores. Arabica should have been
included in the strip or maybe put it where the library was. People want a place to sti and
relax and stretch out after a long winter. The food selection is sparse and way overpriced
for the quality! I'll be surprised if Fazio’s makes it through the summer with the worst food
and service I've ever experienced. I live in OF and want to see it strive, but you placed 2
insurance companies side by side, a doll store, and a music store that’s been there 100
years. Take a walk down Detroit and Warren and you can see the buzz and uniqueness and
variety that brings people of all ages.

Restaurants

More restaurants

Not sure

No chachke. Who needs that? Something people need (drug mart like for example). Park
nature center would be nice with educational seminars, classes, products to enhance
properties for recycle, nature, cooking classes with local foods, outpost for Polaris mini
classes, multigenerational events: folk stories, community celebrate neighborhoods, board
game challenges, get it???

Medical/professional

Grocery store

Deli and/or bakery

Nothing in particular - we need more people than the 18000 to make retail work here
Clothing, resale

Fast food

Community swimming pool

None

Heinens

Old town feeling

Garden center

Organic food stores

Art, jewelry

Toy shoppe/game store, festivals

Like the addition of a coffee shop

Grand Pacific Junction - less insurance companies more specialty shops - more parking
More restaurants, Walgreens, shops especially in downtown

Recreation center

More street landscaping, finish character street lighting, more landscaping in street-tree
lawns

More restaurants and bars; something to bring people in; better store hours

Adult week end events, art shows, progressive party@ restaurants, wine tasting, beer fest in
October

Family restaurants, additional fast food, target, kohls, walmart, hardware

A chain restaurant - ex. Chipotle, Jimmy John’s

“Quick” foods (not “fast” food chains, but easy in/out and tasty foods) and unique boutiques
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* more family dining options. Sit down pizza place similar to Sweet Basil in Westlake

* More options of stores and dining

¢ Chain or family style restaurants

* Aheinens grocery store. The ability for restaurants (not necessarily bars) to serve alcohol
on Sunday so that they stand a better chance of thriving and being attracted to open in the
Falls

* Nice winery

*  Would like to see major businesses here to lower taxes

* More parking, senior housing, new senior facility

* Better parking

* Senior transportation

* Senior apartments, reasonable transportation

* Bakery

¢ Senior living, senior transportation, better senior center

* Transportation, bakery

* More information on events and special sales.

¢ (City needs to invest in downtown revitalization.

* We need better facilities for the seniors to come together. We need more transportation
opportunities for seniors. We need a facilitie that is accessible for seniors in a disaster,
especially when there are no relatives in the area. If we merge with SW hospital for
dispatch that the Are You OK program will continue. More funds for extended programs for
seniors.

* Usher road should have sidewalks that one could walk to Bagley Rd to the shopping center.

* Better senior transportation.

* Visually impaired - need transportation.

Key Issues:
* People appreciate the small town feel, there is a desire to stay that way
* Restaurants, restaurants, restaurants come up again and again as desirable
* Restaurants and community events are key attractors for other small towns
* Primary reason for going elsewhere for mainstream shopping is selection and convenience
* People have offered a wide range of interesting ideas
*  Accessibility is a concern: sidewalks, parking
* There is demand for people to live here who don’t right now
* The majority of residents intend to live here a very long time
* There is a desire for a range of housing types

C. MERCHANTS SURVEY FINDINGS

Due to the confidential nature of the survey, specific findings are not included in this report, and
responses will not be disclosed by the CSU researcher. However, key findings are summarized
below.

Respondents

* 13 participated, representing a range of business types - restaurant, gift, professional
services, and various specialty shops.
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Of the 13, 3 answered all questions, including financial information; an additional 6
answered all questions except the financial information.

Respondents were about evenly split between less than 5 years, 5-10 years, and 10-20
years’ tenure.

75% were owners of the businesses; 17% were managers; and 8% were other.

Again, evenly split between being in that position less than 5 years, 5-10 years, and 10-20
years. One person had been in their position more than 20 years.

Store characteristics

All are located inside the City.
Store sizes range from 800 to 3800 square feet.
11% own their building, 89% lease.

Customers:

Number of customers on a normal day ranged from 5 to 200. The mean was 45; the median
was 20.

Walk-in customers ranged from 5% to 100%.

Repeat business customers ranged from 45% to 100%.

Percentage of Local customers fell in three groups: 10%; 50-60%; and 90%.

Percentage of NE Ohio ranged from 5% to 80%.

Percentage of customers outside the region ranged from 10 to 25%.

Parking:

3 of 7 said their customers don’t have adequate parking; 2 said they do; and 2 said both yes
and no, with comments. Comments included:

heritage days is a huge challenge to parking issues

parking is not the biggest issue

sometimes yes, sometimes no.

Competitors listed included:

Uncle Al's Bagley Rd

Dairy Queen, Berea

Giant Eagle in North Olmsted
Crooked River Creations
State Farm, Allstate, Farmers
Jojo’s, Cook Rd

Barbarino’s, Sprague Rd
Clementines

Complementary Olmsted Falls businesses include:

Music Box

All restaurants
Moosehead
Clementines

Grand Pacific Junction
Angelina’s Pizza
Taqueria Junction
Mary’s Hair Salon,
Abigail’s Quiltery

What makes your store more competitive? (majority rating)

Service, unique products, quality, selection were rated “a lot” by 8 or 9 out of 9.

Price point: all noted that they are “average”.
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What else they would like to see:
* Space for 40-100 to have a party or hold meetings
* Jimmy Johns

e Adeli
e Sit down Italian restaurant
* Apparel

Suggestions for improvement;
* Business owners who don’t keep posted hours
* Too much insurance
¢ Signage is needed - shoppers who come in the back way have no idea that stores are here
* Need more reasonable rents
* Need more media attention as a city and historic district
* [tneeds to continue to thrive...we feel there is a great base but moving onward seems to be
a problem with turnover.

Key issues:
* Signage and lighting are biggest issue
* ‘“getting the word out” in digital age when advertising is expensive
* Viability of businesses, reducing turnover
*  Parking less of an issue than one would think
*  Accessibility for mobility-impaired customers
* Need to increase number of stores to gain critical mass - hours are a component of this, need a
critical mass of consistently open stores at peak hours
* Strong businesses focus on excellent customer service and financial stability
* Desire to increase diversity of stores

D. MERCHANT/REALTOR INTERVIEW FINDINGS

Informal interviews were conducted in person and by telephone for six merchants and two realtors.
(one of the merchants was also a realtor). Key findings are as follows:

Olmsted Falls advantages: (for buyers/customers)
* Good schools
¢ Historic downtown with specialty shops
* Creeklandscape right in downtown
¢ Train appeal
¢ Small town appeal
* Wedding/event facilities/amenities

Olmsted Falls disadvantages: (for buyers/customers)
* Freeway, train and plane noise
¢ Train tracks used very often through middle of retail area
* Busy traffic on Columbia Road
* Lack of parking in downtown
* High property taxes
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Olmsted Falls advantages for merchants:
* Historic downtown
* Complement of businesses attract customers
* Potential for the future, needs to be capitalized on
¢ Traffic counts on Bagley and Columbia Rd

Homebuyers:
*  80% families with children
* 20% empty nesters: clusters, townhomes, good quality manufactured homes
*  50% move-up within Olmsted Falls
*  40% western suburbs
* 10% outside of region, even state

Housing needs:
* 3 BR affordable homes for single parents with children
* more clusters for empty nesters?

Retail strengths:

* local buyers come for good service/personal attention, unique higher quality products

* regional buyers will come for small town character, critical mass of unique shops, train and
craft interests, complement of restaurants

* Wedding clientele attracted by high quality historic unique facilities, picturesque outdoor
venues

* Shops complement each other

* High traffic on Columbia and Bagley Rds

Retail needs:

* Signage and lighting are the greatest need, create a sense of destination at night and in
daytime

* Help with advertising all around - help with reaching shoppers and standing out in
cluttered, diverse digital environment, getting on the right lists, etc.

* Coordinated, cooperative effort in putting on events and programming, advertising

* Small business consulting for some retail businesses without expertise to help them to be
successful, last longer: 1) expand hours; 2) understand capital needs; 3) improve customer
service

* More businesses that appeal to men, families

* Ananchor that would keep people here for a whole day - museum, train venue, major park
connection, historic tours, etc.

* More businesses that would appeal to millennials: hat store, soda fountain, quality candy,
etc. - perhaps visit Tremont/Ohio City/Oberlin/Lakewood/others in Trader Gazette and
identify possibilities.’

* DMore businesses that would appeal to “meat and potatoes” set: not upscale.

* Explore design possibilities for drugstore and historic shops that appeal to millenials -
better lighting, more trendy themes.

* Expand parking. It's a real impediment.

* Better parking/access for handicapped and mobility impaired, dropoff areas, clear
sidewalks, ramps.

* Expand patio dining opportunities.
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Coordinate hours of operation to provide best experience for customers; encourage open
hours during peak periods (lunchtime, late afternoon-evening) to maximize vibrancy of
area.

Need a good anchor restaurant at GPJ’s that can be successful — with enough capital, good
advertising, good chef, good customer service.

Other Ideas:

Use service area to expand trail connections, train connection, park connection, pedestrian
bridge

Capitalize on the falls

Explore retail, patio dining, cluster homes for library site

Explore cost of moving library and community center buildings

Explore walkability /access to existing homes - sidewalks/bikeway/connections
improvement?

Explore overnight stay/bed and breakfast.

Explore small office uses? Upstairs etc?

Look at design of spaces between shops to encourage lingering, patio dining, traffic routes
to all businesses.
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E. DOWNTOWN BUSINESS INVENTORY

Olmsted Falls Downtown Business Inventory - Page 1
Source: CSU CCPD; Cuyahoga County Auditor (see notes at bottom of next page)
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Olmsted Falls Downtown Business Inventory - Page 2
Source: CSU CCPD; Cuyahoga County Auditor
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2. How often do you come to the City of Olmsted Falls for the following?

M 2 or more times per week B Once per week I Once a Month B Once every few months B Never
100
Q\\er OQQQQ 6\0(‘\@’ &(\c,?f’ y c\\o@ S é\oo ) &0{’ o ] o\)(‘{\- é\(@%g &\30 « 0&(\\\\\ ﬁ\go d&é
o\q’\) \é}\é\ ?i‘% R & ,‘\&\ ‘@é, ,006% sc\\'\\- . @_,0 $<\~o\> (\6@,0 b%'bb 0\\}@
Q & & @ o O 2 & © o 3
C:}oo"b (5“9?} ) (@@0 y ,§® y @)@ e}‘b@} é@@e Q}gef\\ < \\o\ o\){o@ "\(9\\‘0 \)é\o(‘
Py & AR A € &

: Zormorefimesper Onceper  Guees  OncesveyieW  ewsr Response ALSIESe
1 gﬁg;gmgnce Grogery or Supplies 34 31 13 15 10 103 238
2 Other retail shopping 11 15 18 41 14 99 3.32
3  Arts events 2 2 8 44 39 95 4.22
4  Other events and conferences 2 3 17 39 34 95 4 .05
5 Restaurants - full service 6 18 31 41 7 103 3.24
6 Restaurants - fast service 3 17 19 27 36 102 3.75
7  Attend religious services 5 13 6 14 63 101 4.16
8 Personal care (beauty, fitness, etc) - 7 11 15 69 102 443
9 iI:"”]rSoL]‘reasnscignstlCs)ervices (accounting, > > 7 10 78 99 462
10 Work or your own business 21 2 3 5 65 96 3.95
11  Tourism and recreation 6 10 14 32 36 98 3.84
12  Visiting friends and family 26 15 11 18 31 101 3.13
13 Passing through on your way somewhere 53 8 5 9 21 96 234

else

14 Other 9 - 1 2 18 30 3.67



3.When you shop/dine at the following locations, what are the two main reasons why? (check two in each line)

[ Better Location B Better Parking [ Better Hours B Better Service B Better Quality [ Better Selection Better Price Unique Products
Do not shop/dine here
100
80
60
40
27 IL.: Il_..
0 - | [T P |
2% e \Gia (e2 yed N N 2Xe
o\ms‘e 2 ed,‘owr\s « Ala ee i oneS " 39¢ 6“0“95 \Negt\
o (wot b W
cxe?
Bett Bett Bett Bett Bett Bett Bett Uni Do) [ A
# Question etter etter etter etter etter etter etter nique shop/dine Response Ml [
Location Parking Hours Service Quality  Selection Price Products here Value
1 Olmsted Falls 59 11 & 15 16 8 5 48 7 172 442
gy Qlmsted 29 8 2 12 6 8 8 19 39 131 562
Township
o | CIERNI = 31 27 28 6 9 58 21 11 11 202 455
Mall Area
4 Berea 25 17 10 5 11 31 15 21 23 158 525
5 North Olmsted 28 23 16 4 5 41 15 13 16 161 473
B | el 6 4 1 2 2 8 4 5 73 105 770
Ridgeville
7 Strongsville 17 18 13 4 9 38 11 11 37 158 5.56

8 Westlake 13 14 9 5 19 32 7 24 40 159 6.01



4. Do you visit any of these historic towns? If so, what are the most important reasons to you for visiting them? (check all that apply)

10
11
12
13
14

B Community Events B Restaurants ¥ Unique Products B Stay overnight B Nearby recreation [ Visiting friends/family Do not visit
100

50

0 LI-A = = n s . =iz B | = =i

X

d\(&_\\-\\oo ¢ ®e§5) F \-\\o&oo é\e&& &oe’&@ _ \{\Qé\g _ \(\éc’&g \o‘*&\@\ & Q\\)b""oo N3 @0600 o ¢ & ¢
N g QP C}@g& <& A&\\ ©

SO Cogl’:lnlil;ity R Plrj:tijil::s ovg::i{; ht rer‘cl:‘::;?i{)n frie\r,1ids;tlifl;?’nily I:)\t/"isni:’t AP A\\;(;:zge
Vermilion 14 16 11 4 10 9 56 120 492
Amherst 2 7 2 - 1 4 78 94 6.35
Grafton 4 7 - - 2 2 79 94 6.31
Wellington 8 1 2 - 3 11 73 98 6.20
Medina 18 30 23 1 7 17 36 132 4.09
Peninsula 8 13 8 1 18 1 56 105 5.24
Sl 6 15 14 . 6 8 62 111 532
Twinsburg 2 4 - - - 6 81 93 6.59
Willoughby 1 8 - 1 1 5 78 94 6.40
Chardon 4 3 3 - 1 3 82 96 6.42
Hudson 8 15 8 1 1 8 68 109 5.46
Kent 6 5 1 - 1 6 78 97 6.25
Burton 4 1 1 - - 1 86 93 6.63
Other 2 3 2 2 1 2 16 28 5.39
Other 2 3 1 1 1 1 15 24 5.46
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5. What is your zip code?

44017 44028 44035 44039 44070 44107 44111

e 44138

44142 44145 44149



44138

44138

44138

44138

44138

44138

44138

44138

44138

44138

Text Entry

View More



6. Do you live within the City of Olmsted Falls?

# Answer Bar Response %
1 Yes 49 49.49%

]
2 No I 50 50.51%

Total 99 100.00%



9.

If you live in Olmsted Falls, how long into the future do you expect to live here?

# Answer
1 Under 5 years
2 5-10 years
3 Over 10 years
4 Don't live here
5 Comments:

Total

Bar

Response

10

36

23

16

89

%

5.19%

12.99%

46.75%

2987 %

20.78%

100.00%



10.

If you don't live in Olmsted Falls, would you consider living here?

# Answer

Yes

No

Comments

Total

Bar

Response

16

18

18

52

%

41.03%

46.15%

46.15%

100.00%



11. What type of new housing would you like to see in Olmsted Falls? (check all that apply)

# Answer Bar Response %

1 Upgrade existing housing I 19 20.00%
2 New single family homes ] 23 24 21%
3 New single family cluster homes [ 7 7.37%
4  Townhomes . 10 10.53%
5  Apartments [ | 5 5.26%
6  Condominiums [ ] 10 10.53%
7 Mature adult housing ] 23 24 21%
8  No additional housing I 28 29.47%
9  Other [ ] 11 11.58%

Total 136 100.00%



12. If public transportation were available for you to visit Olmsted Falls' historic downtown, would you use it?

# Answer Response %

1 Yes 33 34.74%

Bar
I
2 No | 62 65.26%

Total 95 100.00%



13. Are you:

# Answer Bar Response %

1 Male I 33 34.02%

2 Female - | 64 65.98%

Total 97 100.00%



14. Are you:

# Answer

1 Less than 20 years old

2 20-30 years old

3 31-50 years old

4 51-65 years old

5 over 65 years old

6 Prefer not to say

7 Click to write Choice 7

Total

Bar

Response

33

33

2.5

99

%

0.00%

5.05%

33.33%

33.33%

25.25%

3.03%

0.00%

100.00%
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