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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

EXECUTIVE SUMMARY

St. Armands, located within the City of Sarasota, is the
resule of John Ringling’s vision of an upscale shopping
and residential district connected to downtown Sarasota
via the John Ringling Causeway and today, John Ringling
Bridge. From the "boom” era of the 1920% w bust in a
very short period of ume, St. Armands languished for
more than twenty (20) years, Bue, during the carly 1950%,
shops re-opened and the "Circle” was once again a vibrant
up scale shopping district. The layour remains much the
same as the original design with a traffic circle surrounded
by shops and restaurants

5t. Armands Circle has a long and prestigious history as
a premier shopping destination.  Recemtly, however, the
Circle has faced significant challenges from a variety of
sources. The Circle's age is beginning to show; the quantiry
and quality of competition has increased; and customer
demographics and preferences have changed. Notably, the
Circle’s primary anchor (the upscale regional department
store, Jacobson's) closed in 2002. While its space has been
occupied, its function has yet 1o be replaced. As times have
changed, 5. Armands Circle has gradually evolved from a
destination rerail-anchored shopping area to a destination
restaurant-anchored entertainment center.

The Circle has seen significant image improvements due ro
the work of area property owners and merchanus; however,
sales are still lower than previous vears. The St. Armands
Business Improvement District (BID) sees a need 1o
develop a Master Plan that can provide an analysis and
establish a roadmap o correct some of the immediate
and longer-term issues related to parking, connectivity,
wayfinding and signage, branding, and imaging through
redevelopment, design guidelines and improved aesthetics.
The Master Plan of the Commercial Tourst ("CT”)
District on St. Armands Key is driven by the St. Armands
Business Improvement District (BID), St. Armands Circle
Association, and the LMR Association (St. Armands
Landowners, Merchants and Residents) and is supported
by the City of Sarasora.

In May 2008, the Heidr & Associates Project Team was
entrusted with the task of producing the Master Plan of the
CT (Commercial Tourist) District on 5t. Armands Key.
The project boundary includes the area designated as CT
roning which is essentially the "square” bounded by North
Adams Drive, Madison Drive, North Washington Drive

and Monroe Drive, and the "G" {Government) zoning
area including the large surface parking lots (South-Aqua
and North-Gold Quadrants), and the fire station site,

Although the Master Plan of the CT District of St Armands
Key is focused on the area surrounding the Circle, Chaprer
2 - Market Analysis, Chapter 3 - Transportation, Parking,
and Circulation, and Chapter 5 - Sensc of Place take into
account regional issues affecting the Master Plan. The
Market Analysis includes economic influences affecting
the project area based on travel times, demographics, and
investment characteristic. Transportation, Parking, and
Circulation and Sense of Place take into consideration
connectivity issues related o roads, bridges, waterways,
and pedestnan systems. Historic Harding Circle Park,
located ar the center of the Circle was excluded from the
study arca.

The goals of the Master Plan are as follows;

*Develop a master plan for the CT (Commercial
Tourist) District that defines goals and action
strategies for creating, maintaining, and revitalizing
an  cconomically  viable commercial  shopping
distnice, with considerations of comparibility with
the surrounding, residential arca,

*Evaluate current parking needs and  capacities,
pedestrian and vehicular access to and from parking
and the means to meet current and future parking
needs and access, with consideration of its impact 1o
the surrounding residential neighborhood.

*Develop estimated costs, funding sources, and a
schedule for suggested development improvements.

* Address Development Opportunities for both short-
term and long-term revitalization of the District.

* Establisha framework for Design Guideline Standards
to allow implementation of new development,
renovation and maintenance in a controlled manner
and consistent with Ringling’s vision,

*Recommend  enhancements  to  vehicular  and
pedestnian  airculation,  gateways,  medians,
streetscapes and signage i an effort to create a Sense
of Mace.

The Heidt & Associates Project Team conducted two (2)
public workshops, several meetings and interviews with
special interest groups, citizen groups, and governmenal
entities including the City of Sarasota, and a question and
answer session with the LMR Association. In addition,
comments were solicited from  patrons, landowners,
merchants and residents through questionnaires, preference
surveys, and a merchant/landowner survey, Details of the
public meetings, including sample surveys and feedback
received from citizens can be found in the appendix o
this Plan,

This document endeavors to provide an cffective and
realistic program for implementation of the specific
programs, projects and initiatives that will help ensure
the long-term success of the Circle. The conclusions and
recommendations are based on sound land planning
practices and philosophies.

Master Plan Schedule
Ciry of Sarasora RFF, issued December 2, 2007
Ciry of Sarasora RFE, subminied January 3, 2008
City of Saratota RFP Shorthist, issued January 14, 2008
City of Sarasota RFP Presentavon, February 8, 2008
Federal Building Boardroom

111 South Orange Avenue
Sarasora, Florida

b ering, May 2, 2008
Fedetal Building Conference Room
111 South Orange Avenue
Sarasota, Florida

Workshop £ 1, July 23, 2008
St Armands Key Lutheran Church
40 MNorth Adama Drove
Sarasora. Flonda

Workshop # 2, September 19, 2008
St Armands Key Lutheran Church
40 North Adams Dirve
Sarasota, Florida

Substantial Completion, October 15, 2008
Diraft Master Plan submuteed o Cury of Sarasota

LMR Meeting, Ocrober 23, 2008
Review of Draft Mastes Plan

Final Complenon, December 15, 2008
Master Plan submitted to Ciry of Sarasota

- HEIDT & ASSOCIATES, INC.

Figure 0-2: Recent Improvements Comstrocted at §t Armands Cietle

Esecutive Summary

Strategic Planning Group, Ing. ‘ﬂ Lincks & Associates, Inc. A



CHAPTER |

PROJECT TEAM

RECOMMENDATIONS




MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

OVERVIEW

‘The recommendations from the Projecr Team are the
result of public meetngs, citizen input, economic analysis,
and ideration of regulatory and financial constraints.
Recommendations address both shorr-term and long-term
revitalization and in several instances contain options
within specific rec {ations. Each recommendari
also takes into account the necessary implementation
mechanisms.

The rect dations are divided into distinct categories

including Develog Oppaortunities, Transportation,
Parking and Circulation, and Sense of Place. More detailed
information for cach of these categories can be found in
the subsequent chapters of this Plan.

DEVELOPMENT OPPORTUNITIES

The Projecr Team conducted a marker analysis thar
identified the following:

*The closure of Jacobson’s, considered the anchor
renant, resulted in the loss of 2 significant portion of
the regional market.

*The high-end condominium marker creates a seasonal
environment.

*A “gap analysis” showed an opportunity gap in the
following rerail areas: department store, grocery
store, cosmetics, beauty supply and perfume store,
luggage and leather goods store, Aorist, hobby, toys
and games store

The Project Team recommends secking one or all of the
fn"uw‘ing‘.

= A small upscale national retail deparument store that
would act as an end-destination retail anchor and
draw customers from the entire MSA (Merropalitan
Statistical Area).

*An Upscale Specialty Grocer, like Whole Foods or
'thMzrlne:. Nlchepumgmwycha.{msnchu

! However, the marker draw is significancly
smaller than thae of Jacobson's. Withour a regional
draw, the continued vitality of the Circle is threatened
by newer, existing commercial developments and future
plann:d centers that are mofe dern and offer c

below, there is a lack of sufficient p

On site hotels provide a natural base for retail shopping

In the Retail Gap Analysis that was performed, a food store
presented the largest gap for opportunity. When considered
strictly in the context of the analysis, an upscale grocer
would seem an ideal choice for the Circle. However, when
examined more closely, the seasonal nature of the residents
as well as the physical arrangement of the land scem ©
indicate thar a grocer may have difficulty succeeding in
this location. In addition, the customers of the food store
are not complementary to other retail uses (i.c. the trip to
the food store is a single and end destination trip).

Conceptual  site plans  that  explore  development
opportunities for the Narth (Gold) and South (Aqua)
Quadrants are detailed in the Develog Opp ics
chapter.

HEIDT & ASSOCIATES, INC.

Project Team Recommendations
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TRANSPORTATION, PARKING, AND CIRCULATION

The project team conducred a thorough analysis of
transportation issues, prepared an inventory of available
parking and ascssed the current system of pedestrian
circulation.

Transportation

St Armands Circle absorbs a large amount of through
traffic headed 10 popular destinarions in Lido Key and
Longboat Key from both Sarasota and Manatee Counties.
Unfortunately, improvements to North Boulevard of
the Presidents and John Ringling Boulevard are limited
by the regulations of the FDOT (Florida Department of
Transportation). The current circulation partern of area
roadways lends itself to through wips from downtown
Sarasota to Longhoat Key. Due to the developed nawure of
the arca, this pattern cannot be altered. While some local
drivers avoid the Circle by utilizing local residential strects,
this is not an appropriate alternarive rraffic pattern

Inrecentyears,there havebeenstudiesand recommendations
by various agencics for a system of water taxis and/or wrolley
service to St. Armands Circle. Such ideas could be further
studied in the future, however, were not determined to
be feasible at this time for the purpose of this plan. A
trolley service integrated with proposed water taxi hubs
and service routes could stimulate ridership and expand
destinations accessible by water taxi. St. Armands Circle is
physically situated 1o serve as the center of routes berween
proposed hubs.

Given the location of various hotels in the surrounding
area, many of these hotels currendy provide transportation
to and from the Circle for their guests. There is no
designared location for shurtle buses or vans to drop off or
pick up patrons. Such a space should be provided, similar
to the valet station, direcdy on the Circle in the parallel
spaces. One or two spaces should be sufficient and would
require appropriate signage.

Many survey respondents highlighted the fact that the
valet service is not well utilized cither because of it location
or lack of visibility, The Project Team recommends that the
valet station be relocated near the intersection of North
Adams Drive and John Ringling Boulevard so thar as
patrons enter the Circle, it is an obvious alternative for
parking their vehicle

= Vehicular rrolinon
— Yehicular Circulation
— Hehicular Circutanion
w— derce Dot

— Sdewalk

‘G'

‘U

Figure 1-): Exnong Yehicular and Fedestrun Circstaton

HEIDT & ASSOCIATES. INC

Progect Team Recommendations
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

Parking,

accommodate angled parking along the median, Parallel
parking would remain on the exterior of the street where

A shortage in parking was highlighted by | TS,
merchants, and residents, in the public meetings and
through ficld-surveys. It is recognized by the Project Team
as a central issue in the redevelopment and revitalization
of St. Armands Circle. There is presently a demand for
1,200 parking spaces to meet weekend demand and 1,500
parking spaces for peak season events, While there are
1,050 parking spaces available to patrons, only 752 of those
spaces are within the CT district. These spaces include
surface lots, on street parallel parking, and on strect angled
parking. Quside of the CT district, the remaining 298
spaces are within a one-quarter mile radius from the center
of Harding Circle Park, however, built obstructions and
actual paths skew the comfortable walking radius.

Short-term solutions to provide additional permanent
parking spaces include reconfiguration of travel lanes on
roadways and re-siriping of existing spaces. Specifically,
South Boulevard of the Presidents, between Monroe Drive
and South Washington Drive, is presently two lanes in each
direction with parallel parking on cach side. This area has
a low traffic flow, and therefore the number of lanes could
be decreased from four 1o twe. This would add space o

idential drives are not present. See Figure 1-3 (bottom
right).

The long-term_solution to provide additiona) patking
sm:widc structurcd parking on one or both
of The Somth (Aqua)_and North (Gold) Quadrants.  As
Wiscussed above, such a structure could be provided in
combination with a retail use thus achieving two goals. The
City recently adopted amendments ta the Comprehensive
Plan, including a height limitation that is applicable to
the referenced properties. The South Quadrant will be
restricted to thirty-five (35) feet and the North Quadrant
will be restricted to forty (40) feet. While this would still
allow the addition of structured parking, it would limit the
niimber_of_spaces i Id_also have
an fmpact on th al feasibility. Through the public
involvement process, the North Quadrant was identified
as more appropriate for structured parking with the lease
impact to the surrounding land uses. In addition, the City
recognized the site development limitations duc to the
shape of the land and existing structurcs and granted an
additional five (5) feet in allowable height for this parcel.

Parallel Angled Surface Lot Totals
Gold Tl 1] 202 (North) 273
Aqua 76 19 248 (South) 343
Purple 73 32 0 105
Pink 69 16 0 85
Ringling Blvd 27 64 0 o
Wathispton 1o Pollk
Ringling Blvd 29 a 0 2
Adams o Wnbaegton
N. Blvd. of Presidents 3= 0 0 37
Madion o N Washmgton
5. Blvd. of Presidents 87 0 0 57
Momoe to § Washington
Totals 469 13 450 1050

Table I+1: Avadable Public Parking by Area and Type

Existing Spaces Peak Parking Goal Peak Parking Goal
Normal " Event "
T.050 1.200 1,500
Deficient <150 =450

{1 #
' Assume increase of 10% over May count,

Table 1-2: Parking Goal

B pet Parimg - Sarbace Lot (439 gy

B Pubic Parkmyg - Ca-Sireer Parsied (U9 Ypaces)

I Pt Parkey - Onleeer degied (121 Ypaces)
Bt Bowmtary

Figure 1.3: Recommendation for Parking along South Bodlevard of the Presidents
between Wathmgian Drree and Monroe Drve

Progect Team Recommendation

.+ HEIDT & ASSOCIATES, INC.

Strategic Planning Group, Inc. 1" Linchs & Associates, Inc A 11



MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Circulation

St, Armands Circle businesses rely heavily on foor rrafhic,
Therefore it is essential ro the long-term strenpth of the
Circle to emplay a pedestrian friendly environmenr, There
is an uninviting and unpleasant pedestrian atmosphere.
Pedestrians currently cross at unmarked areas and the
walkways are often crowded with furniture and trash
receptacles. In addition, St. Armands faces the difficulty of
abutment berween public parking arcas and service alleys.

Several intersections leading to the Circle do not have
crosswalks. Crosswalks, as indicated

in Figure 1-4, should
be added at these intersections to safely funnel pedestrians
to their destination. Furthermore, no pedestrian route is
provided from many on-street parking spaces. Mid-block
crosswalks, median sidewalks, and regularly spaced access

ramps are proposed for pedestrian safery and are discussed
n morc ‘If']il m 'l“' "It‘iliii" J“l! \tf::[\'f.’lpc i'[)ﬂc:pl‘
below.

St. Armands lacks bicycle amenities. Patrons arriv

the C
furnishings which further impedes pedestrian mobilicy.
It is recommended that, in conjunction with other

cle by bicycle must lock bicycles to nearby street

improvements, bicycle amenities are added to the Circle
in order to encourage bicyelists to visit St. Armands and
free sidewalks of unnecessary obstacles.

It is recommended that any future Design Guidelines
adopted by the Circle Association address the placement
of furniture and other obstructions on the sidewalks. 1t is
desirable to have eleven (11) feer minimum sidewalk wadths
in utban spaces where stores abut walks. St. Armands
Circle is limited by available widths, k » @ mini

= fumteng Préestran Walk
= Fropued Prdeuias Walk (Leber 1o Medun Pls)
= Dumtung Pedestrias Walk Proposed bt Lemoval
Euntsnp Crosiwalh wirh Decorstor Paveeg
B fumtong Crosewlh Fropased bor Eohascement by Decoratws Farmy [8
B Proposed Addtwral (rasswad with Decormte Paving .

Tigure 1-4: Propased Pedestran Circlation Improvercets

width of six (6) feet should be maintained where practical.
The Project Team has developed Streetseape Conceprs,
which are discussed below, that should be implemented to
turther address the utilization and organization of available
sidewalk space.

Within the North (Gold) Quadrant, a mid block alley
provides pedestrian access from the existing surface lot to
the Circle, This alley does not provide a desirable means
of pedestrian travel. It is dark and conrains several turns
thereby inviting potential dangerous activity. This alley
could be closed to patrons by a gate at both ends while
still allowing controlled merchant access as necessary.
Since the alley is in close proximity to the corner, and the
alternate point of access, closure of the route would not
canse a major inconvenience and could stimulate visibilicy
for corner shops.

T =

|

; -. Il
T e

i

Fgwe 15: Eiting W ok Pestian ey Popesd f Gore o Poblc

=

£ HEIDT & ASSOCIATES. INC
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

The relationship between the service alleys and the surface
parking arcas creates an unpleasant experience along paths
connccting to the storefronts,  The service alleys function
as a part of the surface parking lots.  Patrons utilizing
these parking areas are subjected to pedestrian interaction
with delivery vehicles, the visual and sensory impact of
dumpsters, and other uninviting activities. To enhance
the pedestrian experience, the Project Team has developed
an Alley and Surface Parking Improvement Concept Plan,
depicted in Figures 1-9 through 1-13 (right), that can be
implemented and signihcantly improve these areas. The
implementation of this Concept would result in the loss
of some parking spaces; however, it significantly benefits
the surface parking arcas in terms of both function and
image. The concept suggests reconfiguration of spaces to
add buffering between the service drive and main parking
area. It also incorporates a walk 1o direct pedestrians o
points of access. Specific details of this plan can be found
in the chapter on Transportation, Parking and Circulation.
If it is determined thar structured parking will not be
implemented or cannot be implemented in a short period
of time, the Project Team belicves itis critical to incorporate
the Alley and Surface Parking Improvements in the initial
phase of revitalization. If structured parking is established,
the facility itself will provide the necessary separation and
buffering berween these incompatible funcrions.

Frgure 1-8: Exnting Service Miey

['f!}f

o

Frgure 1-10: Aley lmprovemest Pedestrian Accens Cosceptual Elevation Nternatve

MALESON [RUIVE

N RINGLNG WOULIVAR D
Frgure 1-12: Surtace Parking bmproverset Concept Plas, North (Gobd)

NN RN IRALLVARLD

PP

NORTH ADAMS DRIVE

L CRVE

Figure 1-13: Serface Farking improvement Coscept Plaa, South (Aqua) Quadrast

= HEIDT & ASSOCIATES, INC

ST ATMMS (N E
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Pregect Team Recommendations
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

SENSE OF PLACE

The goal of improvements ro St. Armands 15 1o creare a
Sense of Place and identity that allows recognition and
recall of the Circle as distiner from other places. ‘The

cat; aclea hizmg.hy “The Project Team has prepared
concepts for Median Enhane Gareways, Signag
modifications as well as Streetscape Treatments.  These
concepts are presented in additional detail within the
Sense of Place chapter.

_AQUA
QUADRAN]

PURPLE
QUADRANT

Prmary Gatewsy Locatee
7 Dtract Focal Pownt
Landscape (v Tone
Lasdscape Tramuise Jove
Mercae: Lotk

Préestran Dwectory
Febatatar Doy

Figure |-14: Propesed lmprovementy for Semse of Pace

= HEIDT & ASSOCIATES. INC Prosect Team Recommendations
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Figure 1-15: Meduan Concept A

A

Figure 1-16: Median Concept B

Two Median concepts are proposed for consideration
which are representative of distinct styles; a “parteree”, or
mare formal garden area, inspired by Mable Ringling’s Rose
Garden and another which is an enhanced arrangement
of the well-known image of St. Armands utilizing lush,
tropical plantings. These conceprs would require an equal
initial investment, however, the less formal concept may
have a lower maintenance cost.

Project Team Recommendations

Strategic Manning Group, Inc "3 Linchs & Assoctates, Ing A
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

Streetscape

Two Streetscape conceprs are presented for considerarion,

which would be paired with the median concepts, with
Quadrant Gateway one concept being more formal than the alternative. The
Waker Featiure streetscapes should be divided into three zones, containing
specific elements thar contribute 1o the function of
circulation, site furnishings, and ouwtdoor dining (where
present). To further complement the Streetscape concepts,
selection of site furnishings will enhance St. Armands
A . } t

Restaurant Seating

E

L 2
N RN
AN P -‘m.'}.

identity and will connect g

o
elements. Three conceprs for furnishings are presented in

the Sense of Place chapter and include modern elements,
9 ; traditional clements or artistic clements.  As a part of
/ FSON future Design Guidelines, a standard for site furnishings
Q‘& e should be adopted. Consistency in street lighting, waste
A recepracles, seating, newsstands, bicycle racks and raised
Frgure 1-11: Streetscape Concept A planters will offer a more unified theme.

Frpare 1-18 Streetscape Concept B

HEIDT & ASSOCIATES. INC PProject Team Recommendations

Strategic Plannng Group, Inc ',ﬁlm(h & Assoclates, Inc A 1%




MASTER PLAN OF THE COMMERCIAL TOLRIST DISTRICT ON ST. ARMANDS KEY

Gateway

Enhancement of existing Gareway monuments  will
establish an immediate image for St. Armands Circle. As
an initial consideration, two Gateways are proposed: along
John Ringling Boulevard at the intersection of Washingron
Drive and along North Boulevard of the Presidents at the
intersection of Adams Drive. Implementation of such
enhancements should precede the more vast undertaking of
the full median enhancement which will require the burial
of the overhead utility lines and curbing of the roadways.
The initial work will be fruitful and will eventually be a
part of the median enhancement. The overhead wtility
lines visually clutter the approach to the Circle and the
desire 1o bury them was identified as a priority concern in
the public involvement process. The combination of the
overhead lines and the typical section of the roadway limit
the ability to add the desired gateway and enhance and
beautify the medians.

Frgure 1-12: Propesed Gateway (onceptual Flan

- HEIDT & ASSOCIATES, INC. Progect Team Recommendations

Strategx Planning Group, Inc ‘“ Linchs & Associates. Inc A 1-9



MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Non-Regulatory Signage

The abundance and frequency of existing directional

signage provides an overload of information for a driver

entering and passing through St. Armands. This situation
O reduces the cffectiveness of signage, especially for drivers
facing distractions of a pedestrian oriented environment.
Fewer sources of information in 2 more prominent format
arc proposed. Signs with multi-panels would consolidate
sources of information and assist drivers in understanding
the layout of 5t. Armands. In addition, direcrories should
be located along pedestrian paths and ar each entrance 1o
the Circle from parking areas. There are some limitations
imposed by the regulations of the FDOT, however,
standard street signs may be acsthetically improved by
adding decorative posts and bases.

PARKING B
LI HEACH

T WAL =
LONGRIAY Y

Quadrant Individuality

‘The four quadrants of the Circle are commeonly identified
by color-coding on directory maps and are further enhanced
with color-coded banners that garnish the streerights.
The quadrants differ through architecture, landscape
and hardscape treatments and also offer different sparial
relationships in terms of scale and massing. The current
method of conveying the colors, on signage and banners, is
often visually impaired 1o both pedestrians and drivers. The
colors should be more mmmcnt] displayed. 0 ﬁ
to achicve a con u”ﬁ'nmga }"‘ )

Figure 1-15: Proposed Directional Signage Figure 1-26: Propesed Pedestran Directory Frgure 1-17; Propesed Street Sigrage Enkancement

i
wmmm#mm
ommbmlkym the varying quadrants. The chaprer on
Gﬂddinumdwdimﬁnnonmwm

¢ HEIDT & ASSOCIATES. INC Progeet Team Recommendations
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

OVERVIEW

The primary strenpth of St. Armands Circle is irs hisrory
and brand recognition.  The Cirele is a famous shopping
area with very strong name recognition, locally, regionally,
nationally, and even internationally. The primary weakness
is ineffective parking, lack of adequare wayfinding, missing
“anchor”, and fading image.

The Jacobson’s department store, that once anchored the
Cirele, was truly an end destnavon retail establishment
that drew its customers from the entire MSA (Metropolitan
Statistcal Area). Much like a department store in a regional
mall, Jacobson's acted as the pnmary retal draw but once
in the Cirele, Jacobson's customers also visited the “other
tenants” which (in the case of a mall) are referred 1o as B
tenants. These B tenants included the restaurants. With
Jacobson's closure, the Circle lost a sigmificant portion of
the reponal market.

As it evolved, the restaurants have taken on the funcoon
of an anchor (albat smaller geographic market). The
Carele snll mantams a sygnificant “upper end” brand image
for good food and unique shops. It is well positioned
tor caprure the upscale customer base of Longboat and
Lido Keys. The constructon of the new causcway has
strengthened the Circle’s markenng draw for the newly
constructed condominiums that now surround downtown
Sarasota, and to a lesser degree the 10-mile radms
geographic market,

Based on surveys conducted by the Project Team, the
merchant’s associaton, and the BID, the Circle draws
traffic from the greater repion dunng special events, but
15 strongly dependent on the seasonal market of the
Keys and Sarasota as a whole. The condominium market
of Lido and Longboat Keys are significantly seasonal
{(winter) and the winter season is by far the high season
for the Circle, Whar is unique is that due to the high cost
of condominiums and their furmishings, most are not
avatlable 10 the non-seasonal remmal marker. Furthermore,
the hospatality market of Sarasota County and speciheally
Lido and Longboar Keys i1s hmited; further limiting the
growth of the non-seasonal marker.

The Circle has approximately 400,000 square feer of
space including tradinional small independent retailers,
restaurants, and offices.  Approxmmately 250,000 square
feet are devoted to retail /restaurants, which 1s considered

large. The mix of retail use 15 good but there seems to
be a question of whether the Circle 15 to maintain 1ts
“higher-end” image or add more middle-mcome retailers.
According to surveys, most retalers and property owners
percewve that the Circle does not strongly compete with
the area’s other rerail centers due to its brand and locaton.
Moving to a maore price conseious retail model would
open the area up to more competinon from other regional
retailers, especially the emerging Commercial Business
Distrier (CBDY),

DESTINATION RETAIL &
ENTERTAINMENT CENTERS

The most successtul retail areas i today’s markers are
“destinations.”  The difference between a “destination
environment” and a set of stores is not drastic, nor well
defined. A normal retail area includes a set of businesses
that fulfill basic needs bur are nor particularly special
A destination could include those same stores, bur it
offers something more than just a ser of stores, it offers
special, all-day artracuons, a wide variety of benefits and a
desirable environment that creates a strong sense of place.
It becomes more than the sum of its parts and becomes a
destination in itself. According to the ULL, well-planned
destinations draw from a radius of 30 miles despite their
small size in comparison to the typical, 15-mile market
radius for a lcgiona| mall.

Deestination environments vary widely, but all share the
same three critical components of any successful retail
operation.  Those three components are often called by
many different names and rerms, for this report we will use
the following, simpler, broader term

. Artraction
ab.a. Marker Capsure, Draw, Traffic Generasion,
Ancharing
2. Convenience
ak.a Wiayfinding, Accesssbiliey, Darking, Proximity
Environment

a.k.a. Aimosphere, Place, Appearance, Ambiance

e

There are ofien trade-offs to be made between these three
elements; though not always. Areas thrive if they find a
way to successfully provide all three (3) components. They
arc D&C“ (l(rss-l:omp[imcnlal)‘. S0 ln\'t‘tll'lg n onc hclp!
provide for others as well.  For example, the right mix
of merchants can act as an artraction, make a visit more

convenient for consumers and positively contribute to the
environment of the retail destination (for more on retail

mix, sce Figure 2-4 on page 2-4).

Attraction
a.k.a. Market Capture, Draw, Traffic Generation, Anchoring

A hasic question when assessing retail is how to get people
to come to your retail area.” Artraction is simply a matter
of providing potential customers with good reasons to do
so. Something must ‘draw’ them in and ‘caprure’ their
attention; otherwise, consumers will not come. The nature
of the artraction itself is not necessarily important to many
of the rerailers in the arca. The goal is 1o get porential
consumers there. Once they are there, they are far more
likely to make retail purchases.

There are a variery of atrractors, the simplest, most
recognized, and most often used are large establishments
that serve as anchors. Larger destinations have been using
multiplex or performing art theaters as anchors, along
with nightclubs and restaurants. Large department stores
anchor other successful retail areas. In the mixed-use retail
arcna, upscale grocery stores have emerged as prototypical
anchors. Many smaller arcas cannot support very large
anchors and need some other way to attract visitors, In
some places, the shops and/or environs themselves and
their unusual merchandise mix are the magnet that
attracts customers, Creatively served food, specialty retail,
and the armosphere of entertainment become drawing
cards. Smaller retail destinations also sometimes include
community amenities such as public plazas that are used
for public functions, including high school graduations
and weddings. Table 2-1 (following page) shows examples
of retail anchors and attractors in a number of different
categories.

Another critical part of attraction is the duration of it.
Successful retail destinations provide all-day attraction for
consumers. Most retail shops are open during the day,

pported by delic: restaurants serving lunch,
and sometimes family and children oriented everts, In
the evening, many retail shops remain open (particularly
those thar carer 1o late-night clientele).  They are then

pp | b\’ enter dinner restaurants, bars,
nightclubs, theaters, live music and special events. These
elements create an evening-hours draw for customers. On
the weckends, special sales, festivals, shows, concerts and

other special events compliment the all-day auraction.

& HEIDT & ASSOCIATES. INC

Special events are a great way to artract potential customers
to a retail arca. When planning and considering events,
it should be noted that certain types of events draw
certain types of clientele. While some retail areas would
be pleased to have any type of clientele, other areas may
cater to a specific type of clientele and prefer 1o attract only
that type of crowd. For instance, a country music festival
may not solicit (draw) the desired clientele to an up-scale
shopping area, It may, in fact, do more harm than good by
taking up valuable parking space and otherwise drive away
valued customers. Table 2-2 {fol.lowmg page} lists several
examples of typical events at upscale destination centers.

Providing a wide varicty of attractions and providing them
all day long (and into the night) adds complimentary
benefits that will lure more consumers 1o the retail area.
Meeting multiple consumer needs (or wants) in one place,
on one day helps to provide another critical component of
successful retail, i.c. convenience,

Convenience
a.k.a. Wiyfinding, Parking, Acc iliey,

Time and effort are valuable commodities 1o American
consumers. Convenience is a means to minimize the time
and effort required by consumers to fulfill their needs
and wants. It is a combination of ease of fulfillment and
accessibility.

Owverall, convenience is generally most important o
consumers.  The retail site thar fulfills the most needs
and wants for the consumer on each trip will generally be
preferred sites thar offer less (i.c. the shop with the highest
perceived value given for the amount of time spent gerting
there}. In other words, if a consumer can satisfy many
needs with one trip, even if the trip is longer, the consumer
will make the trip because the “urility” of the experience
is petccived to be higher. This is the strategy pursued by a
regional mall or the newer “lifestyle centers” thatinclude a
wide variety of shops, as well as food and entertainment, in
order 1o increase the perceived benefir 1o the consumer for
the cost of the trip. Another example of this utility is when
the quality, type of goods, or pricing is simply unavailable
clsewhere; thus, making the perceived value of the goods
or experience morc important than the cost of getting
there. An example of this is a high-quality restaurant that
may be located in an out-of-the-way place bur still attracts
customers from miles away. Thar being said, accessibility
is still an important part of convenience.

Muarket Asabyan
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Good accessibility is always av the top of the list of
requirements for successful retailing.  Developers and
reailers all agree thar it is crucial o provide convenient,
inexpensive, and sccure access in retail areas. A site with
fast access o the most people will be preferred over a sire
with poorer access.  For very high-frequency shopping
trips, the closest or the most convenient shop to the
consumer is more likely to gain the sales. This is the rerail
strategy of convenience markets, where price of goods is a
secondary consideration. 'With lower-frequency shopping
trips, accessibility is not the main focus, bu it is still very
important.

Thus, accessibility and fulfillment can create trade-off
situations (if one is relatively negative) or they can be
complementary (if both are relatively positive). A lack of
cither accessibilicy or fulfillment can vp the balance in a
c ‘s decision-making to a different location. For
instance, if a consumer needs milk and a variety of other
grocerics, they arc likely 1o bypass the local convenience
store on their way o the supermarker. The convenience
store has a supply of milk, is far more convenient, bur will
not fulfill all the consumer’s needs. The supermarker may
be less convenient in terms of distance, bur the fulfillmenr
it offers ourweighs irs proximal inconvenience *

Accessibility involves all aspects of customers arriving at
the renil destination. During site selection, proximity
to target markets is obviously important. After a site has
been established, wayfinding and auromorive convenience
take precedence. Wayhinding stares well ourside of a site
with good and informarive media.  This includes yellow
page listings, billboards, websites, brochures, magazines,
and mailings. All of this media should make clear where
the site is, how to get there, and how to arrive (e.g. “free
parking”). Nearer to the reail area, off site direcrional
signage is quite helpful.  Approaching the retail area,
directional and informartive street signage for parking is a
necessity if the parking situation is not obvious.

While important, automotive access is not entirely
sufficient o provide good accessibility.  The importance
of automobile access and parking depends on the
transportation context of a particular project and on the
nature of the retailing and the market served. Furthermore,
accessibility should not be confused with parking (though
it often is). Accessibility involves all aspects of customers
arriving at the retail destination. Parking involves mostly
finding a place to pur auromobiles. By focusing on

parking and lgnorlng the other clements of accessibility,
the | (1.e. the customer) is removed from
the equation. Accessibility problems are often incorrectly
defined as insufficient & inconvenient parking. That
may be part of any given accessibility problem, but it is
certainly not the whole of it. By defining the problem so
narrowly, the perceived best solution quickly becomes the

maximization of parking spaccs and the minimization of

parking proximity. Unfortunartely, abundant, close parking
does not solve all accessibility problems. Thar being said,
in most American retail environments, adequate and
convenient parking is a necessity.

Driving is the most common way that American consumers
arrive ar rerail destinations.  Therefore, adequate and
convenient parking is 3 major part of accessibility and a
major part of convenience. For destinations that draw
large populations, cither vast sprawling lows, or large
parking structures are often the best solution. Parking
structures are usually preferred when the cost of additional
land exceeds the cost of building a structure.

However, adequate and convenient does not necessarily
mean abundant and close. While proximity and abundance
often supply adequateness and convenience, they are
not the only means for doing so. There are many other
factors ro consider that affect the convenience of access
Ingress, egress, and traffic, for
instance, are three moving issues thar have a major impace
on convenience, bur are often overlooked. For large lots,

to the retail destination

walking distance is often a primary concern.  Trolleys
can be used to add convenience. For parking structures,
moving issues are paramount as is the ease of finding a
parking spot (at arrival and departure).  Smart design,
color coding, lighting and technology can all be used to
make parking in a structure more convenient.

It should also be remembered thar parking lots are
part of the overall destination experience. Lots are the
most commonly overlooked part of the destination
environment.

Examples of Retail Anchors and Attractors

Large Stores Entertainment N |
Department Stores Movie Theaters Beaches
Grocery Stores Performing Arts Gardens
Big-Box Stores Live Music Landscaping

Civic Nightlife Unique

Public Squares Bars Mix of Merchants
Parks Nightclubs Architecture
Amphitheaters Restaurants Special Food Outlets
Source The Stratene Planmng Groug, Inc. 2008

Table 2-1: Examples of Retad Anchors and Attractors

Examples of Events at Destination Centers

Arts Music Food & Wine
Art Week Music Festivals Farmer's Market
ArtFeast Lunch & Jazz Taste of Tampa
Art Mixer Jazz on Las Olas Wine Tour
Art Walk Concerts Connoisseurs Auction
Art Festival Regular Live Music  Wine & Food Festivals
Fine Art Festival
Craft Festival Water

Boat Tours
Other Canoe Race Holidays
Histoncal Tours Air & Sea Show Parades
Bike Week Parade of Roses
Pooch-a-Palooza Sales Bunny Bonanza day
Outdoor Cinema Sidewalk Sale Christmas Events
Fordfest Book Sales Holiday Promenade
Manthly Events Fashion Walk Celebration of Lights
Regular Events Fashion Week

Source: The Strategic Planning Groug, Ine 2068

Table 2-2: Examples of Events at Destination Centers

‘Elements That Contﬂhute to Great Enviromnts

: "ﬂace
M: Storefronts _Uniforms __ Architechture Piamwmfs

surte: Strategis Planning Grous

< HEIDT & ASSOCIATES, INC

w2008

Table 2-3: Elements that Contribute to a Great Environment

Market Anatysis
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Environment
a.k.a. Place, Appearance, Ambiance, Atmosphere

Onee customers have arrived at the retail destination,
the next best question is how to keep them from leaving,
The best way 1o keep customers from leaving is to pive
them no reason to do so by creating excellent enjoyable
enVIronments.

Most people leave places because it is more desirable to
be somewhere else. It is more desirable to be somewhere
else because thar other place fulfills some set of needs and
wants that the current environment cannot. This of course
depends on individual's personal preferences. Some people
may prefer a more comfortable environment while others
may prefer a more exciting environment.  The extent to
which an overall environment can meet the needs and
wants of all individuals throughout the day is the best
indication of a good environment.

When expressed this way, environment may sound too
similar to convenience: it must be remembered though,
that consumers have many distinct sets of needs and
wants. Some are utilitarian, task oriented needs and
wants (which are related 1o convenience), and others are
more csoteric and personal needs and wants (which are
related to environment). Environmental wants have more
to do with our senses and our emotions and less to do
with things and tasks. The commercial difference 15 thar
environmental needs and wants are met for free (outside
of charging admission). A pl environment entices
customers to stay. In this sense, the environment becomes
much like other give-away marketing tols (eg. free
samples, coupons, 30-day frec trials). The hope is that the
give-away will gencrate more profit than cost.

Environment involves everything thar we experience as
humans: sights, sounds, smells, textures, tastes, emotions
and even spirituality. Thus our environmental needs and
wants are things like comfort, beauty, safety, good music,
and pleasant smells. These things and many more combine
1o create strong emotional environs like ambiance, feel and
atmosphere.  Positive emotional environs create positive
emotional experiences, which tend to both prolong visits
and increase their frequency. When creating environments
engincering, architecture, and design should carcfully
consider all of the elements that create environments. This
includes heat, cold, shade, wind, lighting, safety, signage,

landscaping, weather, and many other elements. One of

the main benefits to investing in environment is that the
investments are complementary, ‘The resulr - a posirive
CII'I(I"UHJI EI"C“CI]CC = [Urns our o IK more thll’l (h: sum
of its parts - a variety of design clements,

Individual retailershavelong been catering roenvironmental
needs and wants. Some do so almost directly; Lay-Z-Boy's
primarily sells comfort; art galleries sell beauty; and music
stores sell emotions.  Other retailers offer environments
as giveaways; bookstores include comfortable furnishings
and relaxed loitering places; restaurants include candlelighe
and wall ar; hip clothing stores play hip music. The
strategy is to produce a pleasant, desirable environment,
even a positive emotional experience that the consumer
will associate with the store. By doing so, consumers will
stay longer and retuen more often,

The same principles apply 1o overall rerail areas as well.
Creating great environments produces positive emotional
experiences, which both prolong visits and increase
their frequency. Increased exposure leads to increased
conversions, which means “equates to profic.” For a
retail area, shade trees and benches help create comfory;
landscaping, signage and design help creare beaury; music
adds to the emotional appel; lighting (particularly at
night) can add excitement; and removal of dangerous streets
adds safery. Chess sets, live music, and street performers
add enterrainment value; spcci.ll events add emotional
value. All of these things ¢ 1O CIeate env 5
that produce positive emotional experiences. Table 2-3
(previous page) lists several elements that contribure w
great environments,

Sense of Place is an often overlooked aspect of grear retail
areas. There is something desirable about being in a retail
area that feels like a unique and distinct place. In order o
create this sense of place, well defined entrances and exus
are essential; so are distinet and uniform design clements
such as street signs, lights, sidewalks and other amenities.
Fractured, non-uniformly designed retail areas often end
up feeling like a jilted amalgamation of shops rather than
aunique and distinct place. This sense of place is a strong
contributor to the emotional response of consumers.

It should also be remembered that the environment
of a retail area extends beyond just a ser of storefronts
surrounding a street or plaza. While that may be the focal
point of the environment, it is not the entitery of it. The
cnvironment of any given place extends as far out as the

customer'’s emational response to that place. This includes
parking lots and structures, public bathrooms, trolleys,
customer service areas, and security offices.  Such spaces
are often overlooked. When they are, consumers end up
having a disjointed emotional resp they may love one
area but feel very uncomfortable in others. Every area
that is or could be part of a consumer’s overall experience
should be considered just as important as the focal point
of the retail area.

This does not mean that parking garages should be just
as ornate as Main Streer. It does mean that they should
not be ignored. Often simple, inexpensive investments
can d ically imp the envi of these
forgotten spaces. Lighting, painting, cameras, signage and
emergency call boxes all vastly improve a customer’s sense
of sccurity in a parking garage. A decent paint job, wall
art and removal of janitorial supplics can vastly improve
the environment of a hallway that may be used to access
bathtooms or a customer service area. These simple fixes
ensure that the customer’s overall experience is a positive
one.

A last space thar is also often neglected is the digital space
that a retail area occupies. In today's digital world, the
appearance, feel and overall environment of any given place
can easily be projected beyond its physical boundarics.
This principle has long been incorporared into print and
television media and is being perfected on the internet.
Increasingly, the first place that consumers go 1o gather
information is to the internet (particularly among wealthier
and younger Americans). Thus, a website is often and
increasingly the first impression porenrial ¢ 13 get.

A review of comparable shopping areas reveals a variety in
the quality of websites. However, several of the shopping
areas studied had excellent websites as a digital companion
to their physical infrastructire. “The best websires included
many of the following features:

Beautiful Graphics, Layout and Design

Easy, Simple, Elegant Navigation

Links to Each Store’s Individual Websire

An Easy To Search Directory

A Large Number of Professional Photographs

Stylized, Rendered & Interactive Maps

* Virtual Tours & Photo Galleries

Historical Section — Including Photos

An Up-to-Date Calendar of Events

Classy, Appropriate Music

End destination retail areas thar find an excellent way
to provide attraction, convenience and environment are
usually very successful. Thus, they cach share many of
the same characteristics. However, cach end destination
is different. Variery in objectives, history, demographics,
infrastructure and many other factors cause each end

A website is not only a means of conveying information o

potential consumers, but a projection of the envi
appearance, cmotion, look and sound of a person, place,
thing or idea (including businesses). Particularly in the
minds of young people, the quality of a business’ website
is highly indicative of the quality of the business. The best
way to think of a website is as a physical extension of the
business itself; A business digial real estate should be built,
beautified and maintained with the same quality and care
as physical real estate. A beautiful, arrracrive, informative
storefront is just as important in the digital world as it is in
the physical world.

< HEIDT & ASSOCIATES. INC.

destination to take on a uniqueness of its own producing a
nuanced variery of end destinations. That being said, end
d ions can be broadly and loosely classified into at

least two categories: Shopping Destinations (also known as
Lifestyle Arcas), and Cultural Destination (often referred

to as Entertainment Centers).

Market Analysts
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Shopping Destinations (Lifestyle Areas)

As the name suggests, the main focus in a shopping
destination is shopping—particularly very high-end, up-
scale shopping,  Examples of famous and comparable
shopping areas include Worth Avenue in Palm Beach, Paseo
Colorado in Pasadena and The Village on Venenian Bay in
Naples. Shopping destinations usually include nationally
well-known name brands thar have a very limited number
of direct rerail outlets. In such areas, the main attraction
is usually the unique and otherwise unavailable mix of up-
scale retailers. Convenience is provided in the fulfillment
of many up-scale rerail wants in one place, on one trip.
Envire in shopping destinations must match
the quality of the goods being sold. Finely manicured
landscaping, well maintained and beautiful facades and
sidewalks reflect and project the quality of the shopping
experience onto the street.

Inaddition to the mynad of women's clothing and aceessory
stores, a number of store-types tend to surface again and
again at shopping destinations; children’s boutiques, pet
specialty stores and boutiques, wine specialry shops, fine
art galleries, and florists. This is presumably because the
wealthy clientele that frequent shopping destinations often
spend large amounts of money on their children, pers, fine
wine, fine art and flowers (among other things); enough
that such stores can be profirable, even with relatively
higher renes.

Shopping desunations are typically populated by older,
very wealthy women. Stores adape their offerings to serve
this clientele or even locate in such areas specifically for
thar clientele. Such areas are usually most busy during the
day and rypically do not include nearly as much evening
attraction as cultural destinations.

Cultural Destinations (Entertainment Centers)

Cultural Destnations focus less on shopping and more
on entertainment.  They create environments  thar
engage consumers and entice them to become pant of the
environment. The more successful developments creare
a sense of community with attractive pedestrian ways,
public space & plazas, outdoor café seating, and distinet
fagade design. They have more restanrants than is typieal,
along with a higher proportion of leisure activities.

The artraction ar a cultural destination is often provided
by multiplex theaters, performing arts centers, restaurants,
live music, public squares and special food outlets.
Convenience is provided by offering the fulfillment of
many different types of needs and wants throughout
the day. Entertainment, shopping. food. “hang-out
time”, and even work can all be experienced in one trip
to a cultural destination. Aside from being beautiful,
comfortable and interesting, the environment of a culwral
destination is best when it offers a sense of connectivity
and community to the consumer, regardless of his or her
vantage point. Café patrons, shoppers, moviegoers and
coffee drinkers should all feel like they are connected o
and part of the community and cultural cxperience of
being at “the destination”—so much so that even the name
of the destination evokes a pleasant emotional response.
“This is accomplished in large part by attractive pedestrian
walkways, public space and plazas, outdoor café seating,
distinct fagade design for cach storefront, and a mix of
local businesses and chain anchors.

Cultural destinations  still include large amounts of
shopping, but they have a much higher proportion of
relaxed, or “hang our™ rewilers such as coffee & tea
houses, bookstores, music & electronics and restaurants
with ample outdoor seating. Also, a large proportion of
cultural destinations arc now including Wi-Fi Hot Spots
for wircless internet connectivity. Such locations are often
“hang-outs” for young people, artists, students, meal-
time professionals and office-less professionals,  Internet
connectivity adds entertainment and productivity value.
Relaxed retailers  provide low-pressure,  comfortable,
community environments. Many cofiee & tea shops are
even designed 1o produce a “living-room” feel.

The large restaurants included in eultural destinations are
often “destination restaurants” themselves. Destination
restaurants which tend to locate in areas that have attributes

that scem to make the trip worthwhile, such as warer
frontage, historical arcas or cultural ambience where local
market support may not matter at all” Somerimes this
cultural ambience is provided by the cultural destination
itself, and sometimes the destination and the restaurants
share the artractive artribute. In cither case. the presence
of each is complementary to the other.

Cultural destinations are typically populated by familics,
teens and young professionals. Stores adapt their offerings
to serve this clientele. Traffic is much higher at a culwral
destination, but the conversion rate is much lower. Such
arcas are usually most busy during the evening and
typically include many evening atwactions.  However,
there are some destinations that are very successful in
serving as a shopping destination during the day and a
culeural destination at night. Such a development profits
from many of the benefits of mixed-use development (e.g.
shared parking & infrastructure, increased security &
safety).

- HEIDT & ASSOCIATES. INC

Figure 2-1: St Armands Circle Associanion Herchant Map

Retail Mix of Merchants

Obviously having the right mix of merchants is very
important  for shopping  destinations  and  culwural
destinations. It is actually very important for all retail
areas. The right mix of merchants can act as an attraction,
make a visit more convenient for consumers and positively
contribute to the environment of the retail destination.
The wrong mix however, can be highly detrimental to
the cnvironment, repel profitable customers and spoil
good reputations. What makes a mix “right” or “wrong”
depends on the objectives and the rtarger market of a given
retail area. A retail area in a rural marker may do well o
include a pig supply store, a dive bar and a bele buckle
autler. The same stores at an upscale shopping destination
could prove to be repulsive.  Likewise a broad variety of
store-types would be a detriment 1o a specialty-specific
retail area while it would be a strong artribure of a cultural
destination.  Some hybrid forms of retail areas do well,
while others do not. For an analysis and comparison of St.
Armands retail mix see page 2-13.

Market Analysis

Strategic Planning Growp. Inc ‘nlmh& Agsocises, Inc A

74



MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

Summary

In General, the economic climate for St. Armands Circle
is very good. A recent building boom within the Circle’s
primary market area has added thousands of new rooftops
thar will soon be filled with thousands of new customers.
In addition to a very wealthy local dientele, the Circle
draws a significant proportion of its clientele from the
state, national and international marker. Such clientele
are almost always excellent customers,

The Sarasota area (he. the City of Sarasota, Sarasota
County, and Manatee County) is generally very wealthy,
white, well educated and mature in age. An analysis of
local radii around the Circle and the local zip code reveals
a similar demographic with even higher income in the area
immediately surrounding the Circle. Retail sales are strong
in the area, particularly within the city limits. Currently
unemployment rates are low (4.5%), job growth remains
strong (4,000 new jobs this year). Forbes.com recently
ranked Sarasota as number 4 on its wp 200 Best Places
for Business and Careers.” Tourism remains the biggest
economic sector, though the economy is becoming more
diversified.

The only major negative aspect of the St. Armands
cconomic climare is its intense seasonality,  There is a
very high proportion of seasonal residents in the area,
particularly on Lido and Longboar Keys, Those rwo Keys
are immediately adjacent 1o St. Armands and house the
majority of the very wealthy residents in the area. Up o
479 of those households are seasonal houscholds, many
being completely vacant for 9 months of the year. This,
however, is by no means an insurmountable problem.

The Building Boom Near St. Armands Circle

In the past few years, there has been a massive building
boom near 5t. Armands Circle. A total of 2,808 new
condominium units have been completed or are currently
pending within a 3-mile radius of the Circle. This equares
o a 21% increase in population (almost 4,000 new
residents). Such a population will generate over 87 million
addirional dollars of retail demand. The influx of people
and expenditures will also have a multiplicarive effect on
the local cconomy. As the new residents spend more, local
merchants will carn more... those local merchants then
spend more on their needs and wants which increases some
other merchant’s carnings. .. and so the cycle continues.

Increased retail demand of 87 million dollars, all within
a 3-mile radius is a massive increase.  To pur nt into
perspective, consider the total rerail expenditures of the
City of Sarasora. In 2002 the total retail expenditures in
the city of Sarasora (which extends well beyond a 3-mile
radius of St. Armands) was 951 million. An influx of §7
million is equivalent to 9.1% of that total. Keep in mind
though, thar the 9.1% is all within a 3-mile radius of St.
Armands Circle. Thus, there is a much higher probability
of those reqail dollars being spent on the Circle. Table 2-4
below shows a summary of the calculated impact of the

new houscholds generated by the recent building boom.

Table 2-5 on the following page shows a listing of all of the
recentlv completed and pending condominium projects in
the area.

Seasonality

Seasonality is a major factor in the Sarasota area marker.
There is a significant proportion of ‘snowbird’ retirees. As
can be seen on Table 3-6 on the following page, over 30%
of the Sarasora County population is over 65, and there
is a 20.6% vacancy rate of housing units in the County.
Almost half (46%) of those vacant homes are for seasonal,
recreational or occasional use. The sitwation is even more
extreme on Longboat Key where there are actually more
seasonal residents than there are permanent adult residents,
Using the established person per household rano and
population, as much as 17% of the adult population in
Sarasota and Manatee County could be seasonal. That is
equivalent 1o over 82,000 persons. Obviously, an influx of
80,000 new residents and wisitors in a few months' time
would have a scrious impact on any market. However,
such has been the case for decades now and local markets

have adapted.

The most detrimental aspect of the intense seasonaliry is that
during the off-scason, a majority of the seasonal housing
units remain vacant which greatly reduces the population
density of the local area. Encouraging off-season rentals
of vacant units is a traditional method of combating this
problem. Thar solution has limited potential here though.
Many of the vacant unit are wealthy gh
the increased income from renting their units is not worth
the inconvenience and risk that renting incurs. The only
other way to increase local density is 1o build new transit

or hospitality lodging units.

that

The Condo Building Boom

Population
+21.0%

Households
+27.5%

Income
+20.6%

Impact of New Households From Condo Boom, 3 Mile Radius of St. Armands

Figure 1.1 The (ondo Bulding Boom

W/0 Condos W/ Condos Percentage

2007 Estimate 2012 Estimate Increase Increase
Population 19,406 3,39 3993 21.0%
Households 10,195 13,003 2,808 27.5%
Income 61,030,051L,074  51,241,994,247  §211,943,173 20.6%
Retail Demand 5424,836,152 §512,250,383 $87,414.231 20.6%

Source: Sarasota City Planming Deot | US Census, Clantas Data & Strategic Planming

Transit/Hospitality Units

Given the County’s excellent beaches, restaurants and
shopping, the County's lodging facilities are limited. Today,
Sarasota County has only 81 hotel/motels with 4,957
tooms, ranking it 19th in Florida, significantly less than
the non-Disncy markets of Pinellas, Hillsborough, Volusia,
Lee, Brevard, Bay, Escambia, Collier, Polk, Leon and Se.
Johns Counties. This in spite of the fact, that Sarasota
is the 11th top destination in the State for visitors. This
is further surprising given that, as noted in Visit Florida’s
2007 tourism statistics, the top two activities for Florida
visitors are (1) shopping and (2) Beach/Warerfront.

e HEIDT & ASSOCIATES, INC

p.ing. 2008

Table 2-4: Impact of New Housebolds, 3 mile Radws

Market Amalysn

St Panning, L Linchs & Assocsates. |
rategc Panning Gmup, Inc “_“ ne socites. Inc A
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

Recently Completed and Pending Condominium Projects in the St. Armand's Circle Area

Number of Estimated Within
Residiential Development Value  Radius
Status Project Name General Location Units 1§ Millions] (Miles)
Completed Beau Ciel Cond ium 1000 Bivd, of the Arts al s 40,000,000 3
Projects  Central Avenue Mixed Use 650 Central Avenue 14 s 1,600,000 3
Courthouse Centre 1975 Ringling Blvd. 19 5 20,000,000 3
Five Paints Property 1401 Main Street 50 5 75,000,000 3
Golden Bay Condominium Golden Gate Point 10 5 10,000,000 3
Grande Riviera 420 Golden Gate Point 13 5 24,000,000 3
La BellaSara 438 Golden Gate Point 29 5 40,000,000 3
Majestic Bay 258 Galden Gate Paint 10 NfA 3
Marina Towers 1227 Gulfstream Boulevard 4z 5 25,000,000 3
Marque En Ville 1240 Fruitville Road 29 % 8,000,000 3
Renaissance Phase | TSON. Tamiami Trall 244 5 75,000,000 3
Sarasota Bay Club [Phases | &11] N. Tamiami Trail 300 5 200, 000,000 3
The Phoenix Golden Gate Point 13 3 9,000,000 3
Tower Residences at the Ritz Gulfstream Avenue 80 5 75,000,000 3
Vista Bay Point Condominiums Golden Gate Point 1T 5 12,000,000 3
Whaole Foods Center [100Central] 1487 First Street 95 5 40,000,000 3
Burns Court Villas 562 5. Palm / 1523 & 1549 Oak St. 3 5 8,000,000 3
Harbor View Condominiums 650 Golden Gate Paint 14 -3 6,000,000 3
Renaissance Phase |l [Alinari] BOOM, Tamiami Trail 205 s 75,000,000 3
Ringling Court [Kanaya] 505 5. Orange Avenue £ 5 18,000,000 3
Rive i@ Ringling 325 Osprey Avenue 106 5 40,000,000 3
RMC Mixed-Lse 1012 N. Tamiami Trail 187 5 25,000,000 3
San Marco 1188 N. Tamiami Trail 3 s 5,000,000 3
Sarascta Main Street Apts. 1350 Main Street 134 S 30,000,000 3
The Encore Townhouses Cocoanut Avenue & Fruitville 15 5 2,200,000 3
The Savoy on Paim 400 & 427 South Palm Avenue 24 5 16,000,000 3
Twin Daks Townhomes 1825 Laure| Street 8 N/iA 3
BR2 5. Orange Avenue Condominiun 888 5. Orange Avenue 12 5 5,200,000 3
Casa De Mayo 283 Golden Gate Paint 16 3 10,000,000 3
HIPP Properties 5" Street 3 1,500,000 3
Pending 1301 Main Street 1301 Main Street 15 N/A 3
Projects 1740 Main Street 1740 Main Strest 43 5 20,000,000 3
Avalon Mixed-Use Central & Fruitville /A 3
Bank of America 1605 Main Street 78 HN/A 3
Hudsan Commons 1710-1720 Alderman B NfA 3
Orange Ave, Mixed Use 307 & 401 5. Orange Avenue 9 HiA 3
Premiere At Main Plaza 1900 Fruitville Road 118 N/A 3
Sarascta Bayside [Quay] 231,333,555 N, Trail 540 s 1,000, 000,000 3
The Demarcay 33 Palm Avenue 39 /A 3
The Residences at Hyde Park 2067 Hyde Park Street 39 H/A 3
Villa Grande 3688 Fruitville Road 104 LTES 5
Washingten Lafts 200N, Washi Blvd. 12 NfA 3
Completed 1,811 5 896,500,000
Pending 1,101 5 1,020, 000,000
Total 2,912 S 1,9165,500,000

Table 2-5: Recently Compleced and Pending Condominmm Projects in the St.
Armandi Gircle Area

~~ HEIDT & ASSOCIATES, INC

Market Anakysis

Strategic Planning Group, Inc. wnllﬂr.b & Assnciates, Inc A
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

Demographic & Economic Overview of Sarasota City & County, 2000

Hol.lsirlg Ul‘lits = 2000 Sarasota Sarasota  Manatee  State of
. 10,000 Gity County  County Flarida
I 9,000 Population & Households
| i Seasonal Population, 2000 LIS WSHET 26402 15382378
‘ 8,000 Households 186 151031 1525 610AM
| 7,000 M Permanent Perions Per Houehold 2000 112 3T ¥ 1%
| " Income
6,000 Median family income (dollars) S 3% § %910 5 %9 5§ 456
‘ 5,000 Mean lamily income (dollars) NA S RS S ToM 5 Tsm
. 4,000 | Median Household Income {doltars) S MOT7 § &ME 5 451 5 REN
3000 | Mean Household Income [doltars) S M0 5 ETESI $ G087 5 EEW
| Employment
2,000 Employment [16.and over] mBE 1M1 18297 69500
1,000 Reta! tradespecple 342 347 0.067 543 489
£ Sales [City Data. 1997; Other Data: 2002)
Petail sales {S1000) QLA 4430 2703595 191805685
Retail sales per capita S18,265  $130m 59,650 s11498
Accommaodation and foodsennces 510004 183,456 573129 T 79,366,900
Pharming Goop, Tng, 2008 Ge:
Land area (square miles) 150 16 10 519068
Figure 2-3: Houtmg Units - 7000 Persons per square mile 31518 569.9 %3 296.4
Median age (years) 411 He a6 ur
Persons 65+ 22.0% 5% PIL Y 17.6%
Seasonality in Housing, Sarasota Area, 2000 Persons Under 13 L T T um
. TS e Yousing &
ZipCode Llido  Longl State of Total housing units 6,935 2696 166302 1,301,847
34236 Key Key City  County County Florida Occupled housing units 87.0% 4% BLS% 6,8%
Age Owner-occupled housing units S0.B% BLT% 59.4% 6%
- Renter-occupied housing units 362% 17.7% 0% P
Median age (years) 511 66.7 67.9 4Ll 49.6 436 17 Vacant housing urits 12.9% 6% 1B5% 1%
Persons 65+ 331%  3150%  58.30% 2.0% ILS% 24.9% 17.6% Seasonal, recreational or oceasional 6.6% 9.4% 10.1% 66%
il Homeownership Rate SBA% 79.1% ThEN %
e Race & Ethnici
Total housing units 7,845 2665  B.834 26935 216926 166,302 7,302,347 ""m;;;;;;ﬂ, 76.9% 93.2% B8 4% B 1%
Occupied housing units 7% 64.30% 48.4% 87.0% 794%  BLS% 86.8% Black or African American Persans 16.0% 45% EE% 15.8%
Owner-otcupied 4% 8208 66.2% 50.8% BLT% 59.4% 60.8% Hispanic or Lating (of any race) 1n.9% 43% 9.1% 16.6%
Education & School Enrollment
Renter-occupied ™ 18.0% 33.8% 36.2% 177%  22.1% 26.0% High school (grades 517} enroliment PR To% ! o
Vacant housing units 21%  35.70% 516% 12.9% 206%  1B5% 13.2% College or graduate school enroliment 51% 1% 1% 55%
Seasonal, rec., or oce. Use 15%  3140%  475%  6E%  94%  101% 6.6% High School Graduates (age 25+ BN BI% ELE% 9.
Homeownership rate 5410%  N/A oLIE  SBA%  TOA% TN 700% -
— Table 2.1 hic and Econom Overmew of Sarasota ity and County, 2000
Seasonal, rec., of occ. HHs 1149 83681 419%15 1773 20450 16845 48298 Doy 2 Romacs
Persons per household, 2000 180 173 178 212 213 29 2.59
Seasonal population 2,068 1,448 7463 3,759 43559 38575 1,250,825
|% of adult population) 20.2% 50.1% 101% E7% 15.9% 18.4% 10.1%

Table 1-4: Seasenality m Howsmg, Saraseta Arra 2000

HEIDT & ASSOCIATES. INC Marirt Al

Strategic Planning Group, e "“ Linchs & Assocuates. Inc A 7



MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Economics & Demographics
Regional - City of % S & M. Counties

“The regional marker for St. Armands Circle includes the
City of Sarasota and large areas of Sarasota and Manatce
Counties. Relative to Florida and the US, the local marker
for St. Armands Circle is older, wealthicr, whiter and more
cducated.  Such a combination has waditionally been a
successful target market for upscale retail shopping areas.

Table 2-7 on the previous page shows a demographic and
economic overview for the City of Sarasota and Sarasota
and Manatee Counties. These areas are generally older,
wealthier, whiter and more educated than the state
averages. Older populations typically have lower persons
per houschold ratios, which holds true here.  Median
income in Sarasota County is $48,416 compared to the
Florida median income: $38.819. Also noteworthy is thar
pproxi ly 14% of employed p in the area are
retail trades people dircctly employed by the retail industry.
Median age for the County is 49.6 compared with a
statewide median of 38.7. Ower 30% of Sarasota County
is over age 65. There is also a very significant scasonal
variable in the local population (this is discussed in more
detail on page 2-10). Also, Sarasota is overwhelmingly
whire (93.2%). Lastly, Sarasota County is significantly
more educated than the state as a whole.

Radius of St. Armands

In cvaluating the economic climate of $t. Armands Circle it
isentical to study the immediate surrounding arcas. Thus,
below is an analysis of a 3, 5, and 10-mile radius around
St. Armands Circle.  These radii can be seen on Figure
2.5. Table 2-10 {page 2-10) shows the demographics
(population, age, education, race & cthnicity) of the
radii.

Table 2-9 is an analysis of houscholds (number, income,
type, size) within the radii and Table 2-11 shows household
wrends (population, households and income). In general,
these tables show very high and increasing incomes, mature
ages, highlevels of education and an overwhelming majority
of whites. In short, the area immediately surrounding $t.
Armands Circle is composed of mature, wealthy, white
and well-educared households thar wield significant and
increasing purchasing power.

o] &
- d\ —
e
=l
S
—
Smirer Seratopn [lanmag Gmp, lng. 2008 s Clarins, bac WIS, Srpascpic Manning Groge, Ine. No0E

Frgure 2-4: ada of St Armands Circle Fagure 1-5: Three Mde Radans Market (00 Assumpbions)

Fadus 1., 0.00 - 300 Miss. Totel

2000 2007 Sehange 2012 NChange

Dascription Consun Estmete 20002007 Projecton 20072012
i T R L T T 2 R L5 S e s
Trpaimion "I 19,406 LY w2 e
Hevebuits o007 W 1EM jLE i
Funber s on BE 43 1om
Hounng Unts 1nen Han a4 RLE L) b
Orap Qumten Population - 2 e & 20

Sestgrcw { Dawgrai, Doy JONOR. Spvgi ¥ Mannmng Crmap, Ine 2008

Table 2-8: Claritas Population Estimates and Progections without Condo Boom

3 Mile

Radius

Population:
19,359

Households:
10,007

Median HH Income:
$47,779

Market Anabysis

eliilﬁf & ASSOCIATES, INC.
Strategic Planning Group, Inc. ﬁn Lincks & Associates, Inc. A
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

Secondary Demographic Projections
Recently Completed Condominium Projects in the St. Armand's Circle Area
Number of Estimated Within The Project Team used Claritas, Inc. a major independent
Residiential  Dewvel Value Radius demographic/retail data provider, and a part of the Niclson
Status Project Name General Location Units [$ Millions] (Miles) corporate family, to prepare demographic and retail supply
Completed Beau Ciel Condominiums 1000BIvd, of the Arts 4 s 40,000,000 3 and demand dara for 2007 and projections for 2012,
Frefucts E:::;:::r:::::"dme T:?,:;:;:L::::r :; : ?;’xg i The data show that the current permanent population
Five Points Property 1401 Main Street 50 $ 75,000,000 k] + 30 Completed Projects of the 3-mile r..tdim market is 19,359 occupying 10,007
Golden Bay Condominium Golden Gate Point 10 s 10,000,000 3 houscholds. Unfortunately, the data does not reflect the
Grande Riviera 420 Golden Gate Point 13 H 24,000,000 3 . condo boom of the last 3 years within the 3-mile marker
et i 438 Bolden Gate Rolny il § 49,000,000 B + /0ver 1,500 New nor does it calculate the large number of seasonal or tourist
Majestic Bay 258 Golden Gate Point 10 NIA i Households 5 2 sy
Marnina Towers 1227 Gulfstream Boulevard az % 25,000,000 3 transit units within the market.
Margue En Ville 1240 Fruitville Road 9 5 8,000,000 3 o Over 3,000 New i . . . .
Renaissance Phase | 750 M. Tamiami Trail 244 B 75,000,000 E] i Furthermore, those statistics show only minor “roof top
Sarasota Bay Club [Phases1& 1] N.Tamiami Trail ol : 200,000,000 3 Reskdents or population growth within the Circle’s primary 3-mile
The Phoenix Golden Gate Point 13 9,000,000 3 s 5
Tower Residences at the Ritz Gulfstream Avenue 80 s 75,000,000 3 o Ohver 51 Bdlion m r_:u[‘ml‘ m;"k" LGRS ‘?ﬂ;’n " drlbk Is CIM!‘: 'm'h(
Vista Bay Point Condaminiums Golden Gate Point 17 H 12,000,000 3 Development Vakte calculated an increase of 188 residential units within the
Whole Foods Center [100 Central] 1487 First Street o5 s 40,000,000 3 market, and 47 people by 2012
Burns Court Villas 562 5. Palm / 1523 & 1549 Oak St 23 5 000,000 3 o i
Harbor View Condominiums 650 Golden Gate Point 14 5 6,000,000 3 * ANWHDinA3 Ml Radias As previously discussed, the condo building boom of the
R e Phase Il [Alinari] BOON. Tamiami Trail 205 s 75,000,000 3 last several years has added over 1,800 roof tops with
Ringling Court [Kanaya) 505 5. Orange Avenue 35 5 18, 000, 00 3 £ -
Rivo @ Ringling 325 Osprey Avenue 106 5 A0, 000, 000 a another 1,100 Pﬂ"img'
AMC Mixed-Use 1012 M. Tamiami Trail 187 -] 25,000,000 3
san Marco 1188 N, Tamiami Trail 3 5 5,000,000 3 As noted carlier, this discrepancy of failing to account
Ssrmoty Main StreetApt, 1350 MmN Streel 134 5 30,000,000 3 for a fundamental change in the city's cconomic base,
The Encore Townhouses Cocoanut Avenue & Fruitville 15 5 2,200,000 3 "o " b T COL
e aaon o el o B P i : 16 000,000 § undercounted the market's “roof tops™ by 27.5% and over
Twin Oaks Townhomes 1825 Laurel Street 8 N/A 3 $87 million in retail demand.
BE2 5. Orange Avenue Condominiun 888 5. Orange Avenue 12 S 5,200,000 3
Casa De Mayo 283 Golden Gate Point 16 5 10,000,000 3 As a result, the Project Team, modified the Claritas dana
HEPFeopeities S" Street s Zeat0, 000 = to take into account the new and pending “roof tops”
Fn::‘np!lnfcd Planmpg G Ine, 20008 LEl : BIEIO00N0) Figure 14 Sumavary of Recenc Condo Comtruction as reported catlier. This dara was used 1o caleulare the
- demographic and retail demand figures for 2012, This dana
is shown, in part, in Table 2-9. Of note on Table 2-9 is the
Pending Condominium Projects in the St. Armand's Circle Area R
Number of Estimated Within et : 4 A
Residiential  DevelopmentValue  Radius SpTrsTr= residents within the 3-mile radius.
Status Project Name General Location Units 5 Millions ] {Miles)
Pending 1301 Main Street 1301 Main Street 15 NiA 3 OF note on Table 2-10 is the rate of growth of households
Frojects A7 M Streat 1700 i Sereat " $ 0,000,000 3 + Over 1,100 Newi Households in the 10-mile radius, the extremely high incomes of the 3
Avalon Mired:se Centdl & Fesibdlle il ! and 5-mile radii, and the relatively smaller houschold size
Bank of Amenca 1605 Main Street TR N/A 3 o Over 2,000 New Residents £ the 3-mil i
Hudson Commans 1710-1720 Alde rman 8 H/A 3 of the J-mile radius,
Orange Ave. Mived Use 307 & 401 5. Orange Avenue 99 N/A i
Premiere At Main Plaza 1900 Fruitville Road 118 HiA 3 + Chver $18ilionin OF note on Table 2-11 is the relatively rapid increase
Sarasota Baytide [Quay] BN, Tral) S0 s 1,00.000.000 3 Development Value in incomes. In all cases, incomes are rising faster than
;:: :::::r;s at Hyde Park :;:;::d?:::’s"“‘ ;: :;: i - populations.  [ncome per capita is rising significantly in
Villa Grande 688 Fruitville Road 104 NIA S * Al'Within A 3 hle Radws all radii.  Furthermore, the increases in income are all
hington Lofts N gten Blvd 12 NA 3 well above simple inflationary increases; this suggests a
1101 5 _1,020,000,000 Figure 21 Summary of Pending Condo Construction significant increase in real income and real purchasing
S epingic Prantiiag Gimap, Tne 2008 power.  Also noteworthy are the 2012 projections that
HEIDT & ASSOCIATES, INC Matket Analysis

£ Serategle Planning Gioigp, bnc ‘ﬂ Lincks & Assectates, Ine A -9



MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Demographics of Households near St. Armand's Circle

St. Armand's Circle Demographic Summary - Radii

Radii: population, Households & Income Trends

3 Mile Radius, Populati

on, Households & Income

Radius 3 mile % 5 mile %  10mile % Radius 3miles % Smiles % 10miles %
Househalds Population
2012 Projection 13,290 45,084 157,047 2012 Projection 3,715 93,218 335,208
2007 Estimate 11,318 42,082 144,032 :
2000 Census 10,007 39,924 128,226 207 Estimate 21,003 B 098
1990 Census 9,724 38,397 110,061 2000 Census 19,359 86,666 81272
Growth 2007 - 2012 17.42% 7.13% 9.04% 1990 Census 19,291 84,162 246,509
Growth 2000 - 2007 13.10% 5.40% 1233% Growth 2007 - 2012 12.91% 473% 7.84%
Growth 1990 - 2000 291% 398% 16.50% Growth 2000- 2007 8.49% 2.70% 10.54%
Household income Growth 1990 - 2000 035% 298% 18.10%
Income Less than 515,000 1332 1307 5592 1367 16,070 1125
Income $15,000 - $24,999 1,070 1050 5497 1343 17,286 12.10 Age, 2007
Income $25,000 - $34,999 885 868 4951 12.10 17,751 12.42 Age 16and over 17,366 89.45 74,057 BA78 260,731 8431
Income 535,000 - 549,999 1403 1376 6,776 1656 23,901 1673 Age 18 and over 17,090 88.07 72,389 82.87 254,488 82.29
Income $50,000 - $74,999 1615 1584 7,195 1758 28311 1982 Age 21and over 16,723 86.17 69,572 79.65 245,540 79.40
Incame $75,000 - $99,993 871 854 3451 843 14,732 1031
Income $100,000 - $149,999 1331 1306 3,792 927 14436 1010 Agedh andmr.er SR e A LB
Income $150,000- 5249998 760 7.45 1723 421 6026 422 2LESE Meclanngs AL B %55
Income $250,000 - $499.999 516 506 1069 261 2632 184 2007 Est. Average Age 51.60 412 42k
Income $500,000 or more 412 404 871 213 1722 121 Education, 2007
Average Household Income  $99,847 473,119 $69,068 Master or Higher Degree 18.3% 11.6% 10.4%
Median Household Income  $56,312 $44,781 547,756 US Average Master's B.9% 8.9% 8.9%
Per Capita Income $53,079 534,727 532,224 Bachelor's Degree 27.0% 18.3% 17.8%
Household Type X
Family Households 4917 48.23 21,987 53.74 854301 59.78 Us Average Bachelor's 15.7% 15.7% L
Nonfamily Households 5279 5178 18931 4627 57467 4022 Race & Ethnicity, 2007 19,406 87,349 309,258
Household Size White Alone 16,923 87.20 70,154 80.36 270,050 87.32
1-person household 4,549 4462 15,380 37.5% 47407 3318 Black or African American 1,234 636 10,731 1229 19,937 645
2-person household 4,164 4034 16,063 3926 60,026 42.02 Hispanic or Latino 1,853 955 11,827 1354 31,592 10.22
3-person household 748 734 4,643 1135 16935 11385 Source. Clatitas Dala 1008 & Sateps Plannang Grovs, inc 2008
4-person household 443 435 2869 701 11452 BO02
§-person household 175 1.72 1205 294 4575 320 Table 1-10: Demographucy of Households mear St Armands Circle
6-person household 76 0.75 490 120 1585 111
7 or more person household 41 040 267 065 B8B 0562
Average Household Size 182 205 212
Souree Claritas Data 2008, US Census, Sarasota City Planning Dept, & Stratepe Planning Group, ne, 2008

Table 2-%: §t. Armands Circle Demographc Summary

&

HEIDT & ASSOCIATES. INC

b Bt el i

2000 2007 %A 00-07 2012 %A 07-12

Population 19,359 21,319  10.13% 23715 11.24%

Income Per Capita 47,753 53079 11.2% 58,198 9.64%

Households 10,007 11,318 13.10% 13290 17.42%

Avg HH Income $89,894 599,847 11.1% 5108325 8.49%

Median HH Income  $47,778 556,312 179% §61,132 8.56%
HHIncome >5100K  24.96% 29.61% 32.20%
HH Income <535K 38.00% 32.24% 30.23%

S Mile Radius, Population, Households & Income

2000 2007 %A 00-07 2012 %A 07-12

Population 86,666 89,005 2.70% 93,218 4.73%

Income Per Capita 530,271 $34.727 147% 537,985 9.38%

Hous eholds 39,924 42,082 5.40% 45,084 7.13%

Avg HH Income $64,794 573,119 128% 579,229 8.36%

Median HH Income 540,057 544,781 118% 547635 6.37%
HH Income >5100K  14.31%  1822% 20.66%
HH Income <535K 4343% 39.20% 36.66%

10 Mile Radius, Population, Households & Income

2000 2007 %A 00-07 2012 %A 07-12

Papulation 281,272 310914 1054% 335298 7.84%

Income Per Capita 559,656 69,068 15.8% 575,767 9.70%

Households 128,226 144032 12.33% 157,047 9.04%

Avg HH Income S42065 47,756 135% 551973 8.83%

Median HH Income 527,567 32224 169% 535567 1037%
HHIncome >5100K  1258% 1737% 20.69%
32.53%

HH Income <535K 41.83%

35.77%

Table 2-11: Radoc Population, Howseholds, and Income Treads

Market Araban
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

show over 30% of houscholds within 3 miles earning over
one-hundred (100) thousand dollars per year, and over i'
20% of the 5 and 10-mile radii houscholds earning the . .
same. This marker wields considerable purchasing power, ZIP Code
and is projected to rapidly and continually gain more of 34236 {2000]
i
Population:
Zip Code of St. Armands
¥ 15,629
It is often informative o analyze demographics of a
particular area using multiple levels of analysis. In this -'_".f Households:
particular case, a third level is the Zip Code Area of St 3 == 11.838
Armands Circle. Figure 2-8 shows a map of the St. Armands N pists) S !
Circle area Zip Code, 34236." Table 3-12, below, shows y
some basic demographics of the Zip Code. It shows again ~ Median HH Income:
that the area is marture, white and particularly wealthy. $63,467
The Zip Code is in the top 99% of income according 1o
its average tax return Adjusted Gross Income in 2005 of -
$171.239, "
Lido and Longboat Keys Sourse: Sy Tiaaning Semcerp; |, 2008 Figure 28 lip Code 3234; St Armands Circle Area
;\h s f;ﬂhﬂ_ "i*_rf_:;“]*: m;'.\'{: is o Iéfd Li;:o and Zipcode: 34236 (St. Armands's & Sarasota) Demographics of Lido & Longboat Keys, 2000
ongboat Keys individually. Residents of Lido Key are -
wealthier, whiter, older and more educated in thar 2ip Population, 2000 ll,aﬁl LidoKey « Longboat Key
code. Longboat Key is the same, only to a further extreme. White Alone, 2000 80.4% # % # *
Ower 58% of the residents of Longboar Key are over 65 Black Alone, 2000 10.5% Population 3020 100 7603 100
(the median age is 67.9). The median income is $90,251, Hispanic or Latino, 2000 15.1% Aged 65+ 1611 315 4435 583
w.hich.u over $30,000 more than the m;di:.n 'mcgm:. of Median Age, 2000 511 Median age 867 670
Lido Key. The poplt]allul.'l is cxuc!'nely wel tl.‘d!.IC'-llc . with Aversee Hi Size, 2000 T3 Median househiold incorie $ 59,306 $90,251
over 53% of the population holding Bachclor's degrees or % ¥ 5 it $ 58102 $80,963
higher. Most importantly, a full 47.5% of the housing Average Adjusted Gross Income, 2005 $171,239 €1.c9p) ?Inmm >
units on Longboat Key are for Seasonal, Recreational or National Ranking of AGI 99% Bachelor's degree or higher 1341 492 6814 531
Occasional use (Lido Key maintains a seasonal housing orcr SR Bt L e e White 2970 983 7545 992
rate of 31.4%). Table 2-13 shows these demographic data : Black 10 03 5 Ol
and more. Table 2-12: Tip Code Demograghics of St Amzads Cirde Ama picnanic or Latino (of any race) a7 16 s1 07
Total heusing units 2665 100 8834 100
Occupied housing units 1,714 643 4280 484
Vacant housing units 951 357 4554 S16
Seasonal, rec., or occ., use 836 314 4197 4715
Homeowner vacancy rate 1.3% 0.7%
Rental vacancy rate 17.4% 43.9%
Average Household Size 1.73 1.78
Source: VS Cemun B Strategic Planning Gioup, inc. 2002
Table 1-13: Demographocs of Lide 28d Longbeat keyy
&_' HEIDT & ASSOCIATES. INC Market Analyss

Stemtegec Panning Geoup, Inc Qfﬂluﬂ(uﬂ.&wx:xcs Inc A n



MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON S5T. ARMANDS KEY

Retail Sales

Retail Sales in the area are strong, particularly within the
city limits of Sarasota (where St. Armands Circle 15). In
2002 retail sales per capita was $18,265 in the City of
Sarasota compared to 311,498 for the state of Florida in
2002

Currently (2008) Sarasota Councy currently has almost
9 million SF of rerail space with a 4.9% vacanc'y factor
and weighted average rents ar $15.50 PSE' Manatee
Counry has just over 6 million SF of reail space with a
6,5% vacancy factor and weighted average rents of $15.73
PSE® Rental rates in the area are increasing, slowly but
continually,"

Table 2-14 shows rerail sratistics for the Sarasota area.
Retail Sales per capita in the City of Sarasota are far higher
than other arcas, this is likely due o a concentration of
retail areas inside the ciry limits,

Table 2-14 (right) shows retail sales in the City of Sara-
sota for 2002 by retail trade category.’ The three highest
grossing categories were food & beverage stores, clothing
& clothing accessories stores, and health & personal care
stores (excluding auto sales). 1t 1s also worthy of noting
that the retail rade industry employved 4,798 persons in
2002, which was roughly 9% of the rotal population,

GROSS RENTABLE RENTAL RATES -
AREA - in millions in dollars

30

20

o
2005 2006 2007 2005 20086 2007

Sonrees wavw aulirealtvadvisonccom, March 20007 Sarzsoiz Retail Markee Repon
Figure 2-9: Retail and Rental Rates, 2005-2007
Retail Sales in the Sarasota Area, 2002
Sarasota Sarasota Manatee  State of
City County  County Florida
Retail sales (51000} 951,459 4,434320 2,703,935 191,805,685
Retail sales per capita $18,265  $13,039 9,650 §11,498

Accommodation and foodservices (51000) 215807 579,129 297,414 29,366,340

Saurce: USCansus &

Strategic Blanning Groug Inc,. 2008
Strategic Planning Grou Ing.. 2008

Table 2-14: Retad Sales i the Sarmsota Area

¢ - HEIDT & ASSOCIATES, INC.

Market Analysis

p Strategic Planning Group, Inc s" Lincks & Associates, Ing A
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

MARKET SUPPLY EVALUATION
Relail Mix Comparison

This study includes a comparison of 51, Armands Circle
to thirteen (13) other well-known and comparable
shopping areas. Of those thirteen (13}, ten (10) of them
can easily be categorized cither as "shopping destinations”
or “cultural destinations” (Shopping: apparel, accessories
& gifts: Culrural: restaurants, entertainment & the ars).
St. Armands Circle, along with three other shopping areas
are somewhere in-between.  This could be considered
probl or oppor depending on the desired
outcome. In general, the Circle has a good mix of
merchants and is well posiu'oncd to become a shopping

destination, cultural destination or a hybrid of the two.

Shopping Destinations

Paseo Colorado (Pasadena)
Waterside Shops (Naples)

Warth Avenue (Palm Beach)

The Village on Venenan Bay (Naples)

Other

St. Armands Circle (Sarasota)
Old Hyde Park (Tampa)

Irdd Street South (Naples)
Park Avenue (Winter Park)

Cultural Destinations

* Third Street Promenade (Santa Moniea)
® Cocoa Village (Brevard)

= Nantucket (Nantucket)

* Las Olas Blvd (Fr. Lauderdale)

* Westport, CT (Downtown)

*® 5th Ave South (Naples)

Categories

‘The stores and shops in these arcas were categorized into
cight different categories. They are: Apparel & Accessores,
Health & Beauty, Cultural, Food & Dining, Gifts &
Specialty, Professional Services, Real Estate & Travel,
Ocher. A more detailed explanation of cach category is
below:

Apparel & Accessarses

* Fashion

® Shoes & Leather

® Children's

* Jewelry & Accessonies

Health & Beauty

* Bath & Body
* Cosmetics
* Salons & Spas

Food & Dining

- D,mng

* Food & Beverages Shops
* Coffee/Tea
® Culwral

* Entcrtainment
= Arts & Crafts

®* Music

* Books

* Photo

* Tech (Comp, Cell, Etc.)

Gifts, Home ¢ Specialty
= Gifts & Stanonary
® Home Furnishings & Apphances
* Specialty Shops
Professional Services
® Financial & Legal
* Medical, Dental, Optical
® Other Services
Real Estate ¢ Travel
® Real Estate
® Travel
* Lodping & Hotels

Other

I Other . r

@ Real Estate & Travel
1 Health & Beauty

i Professicnal Services

Average Retail Mix of Comparable Areas

Smrer Sirarcghe Planning Growp. lae 2008

Figure 3-10 compares St. Armands Circle to three categories
of retail centers. Overall retail mix in the US; destination
shopping, retail mix and cultural destination retail.

Figure 3-11 comparcs St. Armands Circle with other
major tourist retail centers around Florida and the United
States.

‘: HEIDT & ASSOCIATES, INC

i
10

|

ey

Figare 2-11: Type of Retad Max by Dutnct

Strategic Plannang Group, Inc. ‘ﬁ Lincks & Assnciates, Inc A
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Average Retail Mix of Comparable Shopping Areas

Shopping Destinations | St. Armands Overall Cultural Centers

Apparel & Accessories 45 53 ki 34

Gifts, Home & Specialty 13 19 20 29

Food & Dining 10 3 27 46

Cultural 5 12 16 28

Professional Services il 8 11 16

Health & Beauty 3 6 10 17

Real Estate & Travel 4 1 7 10

Other 1 2 4 9

Number of Stores 87 1 131 189

% Apparel & Accessories S5I% 40 8% 16%

% Gifts, Home & Spedialty 16% 14% 16% 17%

% Apparel & Gifts 68% 54% 3% 183%

% Food & Dining 13% 1% 2% %%

% Cultural 5% % 12% 16%

% Food, Dining & Cultural 18% % 3% ax Retail Mix of Comparable Shopping Areas, Detailed

k Mistrgs: Vloees ! ey Watenside TheVillageon 3rdStreet OldHyde | St Coca  LsOlasBhvd  Sthive  Thind Street

bl 2e18: Average. Hetad ol Comparabie: gy Meens Sops  Pmeoloorads WorhAwnce VeostmBzy  Souh  Pak |Amads|Pekhemce Vilgr U Soth  Promensde(Senty Westoor O
(Naples)  [Pasadens)  (PaimBeach)  [Naples)  (Naples) [Tampa) | Grde |(WinterPark] (Breverd) Lauderdale) (Naples) Monica) Nantutk

Apparel & Accessories N 5 mn # ] 15 3] B p2] B 1 0o jt] %

Table 2-16 (night) enumerates the retail mix of each of the Gilts, Home & Specialty H 7 15 13 15 7 i} 1 4 bl bl 5 jt] £

different areas surveved in this research. They are arranged food & Dining 1 i) g ] 1 ] b:] Jt] n n n e b 8

with the “shopping destinations” on the left and the “cul- Cuttural 5 0 12 " % % 0 1 35 - : u “ 1

rural destinations” on the right. profosdocl Lo : 3 ;; ; i ; '3 1; 2 ;._' n 2 ': i
Health & Beauty 1 E 1 0 : 3 3 3 5 0 i 2] 5 0
Real Estate & Travel 0 0 15 i} 1 0 n 1 pid 5 5 6 0 0
Other 0 0 2 0 0 0 2 4 b 0 0 u 0 0
Number of Stores 8 n 150 & ] by 3 n 1% jec} Lo L] % 18
% Apparel & Accessonies 5% 3% S1% b7, | % % A % 1% 1% 1% % 1™ 1™
% Gifts, Home & Specialty 1% 1% 1% P paid 1B 1% 3% i 1% 8% 1% 1™ %
% Apparel & Gifts b2 8% % b2 ] (5 &% % L % 24 b % £e: E:ed
% Food & Dining 1% 5% % . b % 1 13% 1% 1% b 5% b1 %
% Cultural % % 1% 2% 1% 2% % 10% ™% 1% 3% 1% it %
%Food, Dining & Cultural ~ 10% % 15% m % % 5% % 2% % i i % 61%

.- HEIDT & ASSOCIATES, INC.

Table 2-16: Retail Mix of Comparable Shopping Areas, Derailed

Market Anahais
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Real Estate on St Armands Circle BID Data Summary; Values, Rents & SF by Quadrant

An analysis of real estate values for retail properties on 5t Quadrant Pink Gold Agqua Purple Overall
Armands Circle shows very high land values accompanied Average Total Value S 1941384 S 2751310 § 2,593,207 § 1816776 S 2313775
by relatively low improvement (building) values. “This 1 Total Value $ 21355000 $27513,100 536309000 $38152300 136512700

an indication both of the highly desirable location of the

Circle, and the aged. unimproved condition of many of Average Year Built 1560 1960 1964 1958 1960
the buildings on the Circle (note the average year built, Average Land Area (SF) 11,545 14,788 7.361 4187 8,638
1960). The land value is most indicative of the desirability Toal Land Area (5F) 126,004 147,879 103,053 87,925 509,655
of the location. Land value per square foot ranges between Average Living Area (F) 4711 6413 6,872 3,8% 5,646
2 y 1 drant. ] overs

|S2l]i., frln‘l £300, dcpcm.!mi‘.nn ;l e q‘:!'a I I:I'II The ver all Total Living Avea (SF) 51818 64132 5,214 81.819 133121
and value per square foot is $263.22. From a business

perspective the more important value is the total value Average Land Value $ 1375318 5 1834240 § 1513264 5 1206362 § 1510,532
per square foor. That value ranges from $424 1o $544 Total Land Value § 15135100 518,942,400 521,185,700 625,333,600 S 89,121,400
per square foot with an overall average of $504 per square Average Improved Value  § 564536 § 866,070 4 1079943 § 610414 S 804598
.i"()()(. From a I'I[)!.EI!IIJI 1|c\'c|f3pcl'\ |Icll'§pct_t|v.c. the most Total Improved Value S 6209900 S 8660700 $15119,200 S12818700 § 47,471,300
important value is the total value per square foor of land

area, That value ranges from $168 to $433 with an overall Land Value /Land Area & 7829 S 20013 5 2494 5 30068 5 26322
average of $267 per square foot. It should be noted thar in Total Value / Living Area s 52438 § 6414 5 42486 S 50085 5 504.23
92% of cases tor which dara was available, the value of the Total Value / Land Area S 16816 § 18605 & 35229 § 4339 § 267.85

land exceeds the value of the building. On average, land Land Value (% of Total) 735 660 62% 1% 68%

value makes up 68% of the toral value of the retail outlets
on the Circle,

Source: 51, Armand's BID 2008 & The Strategic Flanning Group, inc. 2008

Table 2-17: BID Data Summary: Vahues, Rents, and Square Feet by Quadrant

Survey Results: Quantitative Data

Increase in Rent Annual

Rent Square Feet Over Past 3 Years Rent/SF

Average 59,743.19 1,870 1.5% $76.30
Meadian 57,895.00 1328 5.0% $73.50
Minimum $1,750.00 250 0.0% $45.66

Maximum $34,000.00

11,500 15.8% $106.80

rung Growp, ine. 2008

Table 118 Sarvey Revuley Quastetatree Data

HEIDT & ASSOCIATES. INC Market Arabyis

" Strategic Planning, Group, Ine T Lincks & Associates, Inc g 215




MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

SURVEYS, SURVEY RESULTS, & SURVEY ANALYSIS

There are 57 owners of the retail and office space on St
Armands Circle. These owners are critical stakcholders in
the revitalization of St. Armands. A survey was used 10
gain their input and insight. A Commercial Revitalization
Survey was designed and distributed to cach of the 57
owners. There was a response rare of 33.3% with 27% of
stores represented (due ro varying levels of ownership). The
survey included quantitative questions and a significant
amount of open-ended questions (the implement is
included in the appendix). The quantitative responses were
limited and inconsistent bur did provide some useful dara.
The open-ended questions, however, produced a wealth
of valuable insight from a well-informed and critically
important group of stakeholders.

Survey Results

The survey comments are organized by category on Table
2-19. The useful quantitative survey results are listed
on Table 2-18. (Two supplementary tables with survey
comments organized in a different manner are included
in the appendix). Table 2-20 shows a wider variation in
square footage per retail outler. The square foorage ranges
trom as small as 250 square feet to as large as 11,500 square
feer.

Geographic Area Served

As already discussed, the survey confirmed rthar 73% of
its market was rourist and Lido/Longboar Keys residents.
Figure 2-12, shows the normal geographic markets served
by the 5t. Armands Circle retailers.

Customer Age

As reported in the surveys, 58% of the customers are over
the age of 50. The 50 age group includes the "baby boom”
generation who are beginning to enter into retirement age
and are securing second homes and/or are moving their
primary residents. In total, this represents over 79 million
people.

Geographic Market Served
The Circle does show the ability 1o draw from a larger

market. Visitor dara taken from the Smooth Jazz festival
{a special event) shows that 51% of the visitors came from

outside Sarasota.

Bradenton and Tampa represented the largest out-of-area
attendance, followed by the NE United States and the
Midwest United States. What is unknown is whether the
out-of-state visitors are second-home owners.

Survey Analysis

The primary concerns of the owners who responded to
the survey can be organized into four main carcgories:
Environment & Appearance, Accessibility & Parking,
Traffic Generators, and the Mix of Merchants. These are
closely related to the three critical elements of successful
destination retailing;

= Attraction
= Convenience
* Environment

Traffic generation concerns  attraction, parking &
accessibility concerns convenience and environment &
appearance concerns environment. The fourth category,
mix of merchants is also clearly very important. A vast
majority of the issues raised by the owners would be
addressed with a strong revitalization campaign focusing
on attraction, convenience and environment.

Surveys are also valuable in that they provide a voice for
1ssucs that otherwise would be overlooked, For instance,
one owner pointed out that many customers are not aware
that valer parking is available for all patrons of the Circle,
not just restaurant patrons.  Another survey noted thar
somie retailers use outdoor umbrellas emblazoned with less
than classy beer advertisements, Many problems raised by
survey respondents are relatively inexpensive and easy 1o
address. Doing so will provide significant value at low cost
and with little effort

Competition

‘The property owners and merchants feel that the Circle is
a unique shopping area and therefore it does not appear 1o
compete with other shopping areas in the City/County.
Sales by Season

As reported earlier, and confirmed by the surveys, the

primary shopping season is winter, which represents 51%
of lhc 53]!5 \"O]I.NTIC.

Geographic Area Served

ey
hepmih Comnty L Fel
" ™

1 Armands AEDY S

Fegure 2-12: S¢. Armands Retad Geographu Market

Average Customer Age Group

St Armands BIY Sarvey

Figure 2-13: St Armands Average Customer Age Group

Visitors During Smooth Jazz on St. Armand's

All Other Saracots

49%

sowiree 810 Armands B Surve

Figure 2-14: Specral Events Yuiton

HEIDT & ASSOCIATES, INC.

Outside Visltors During Smooth Jam on St. Armand’s

Iiiiim =

L ke 2

33223555555

b s
rmands M Surr

Frgure 2-1%: Specad Events Yaitons, by Area

Cited Competition

& A0 Sy

Figure 2-14: St Armands Competition

Sales By Season

Wintar
51%

woiiree S, Arenanids HEY Sasrves

Figure 2-17: Sabes by Season

Market Analysis
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

As shown in Figure 2-18, the most frequent issue related
to redevelopment is parking, followed by appearance, mix
of stores, etc.

In order to get a better handle on the multitude of
redevelopment options/issues, the Project Team grouped
the responses into specific categories as shown in Figure
2-19. When grouped by category, Appearance and general
environment of the Circle ranked first at 33%, followed by
Parking/Accessibility at 27% and Traffic generation (the
need to increase customer traffic) at 25%.

The major caregory of parking and accessibility had
numerous sub-categories. The need for parking was the
most significant at 48%. The rest of the categories were,
need for or the problem with employee parking, traffic,
need for more valet parking and the turnover of parking

spaces.

Responses 1o Trafic Generation cntailed  divergent
opinions. The largest caregory felt the Circle’s location
on the Key while good but due to seasonality, represented
some of the current problems. The second largest group
of responses dealt with the need to develop anchors and
increase the drawing power of the Circle. Lastly, marketing
and maintaining the historic and existing brand was viewed

as critical.

As shown in Figure 2-23, the mix of merchants response
were grouped into the need ro increase the upscale rerail
image of the Circle (65%) and decrease what was perceived
to be shabby and cheap merchandise, most norably T-shire
markets.

Table 2-19 provides a detailed summary of all respanses.

K

se. Armiands BID Saney

Figure 1-18: Redevelopment Comments by Category

Figure 2-21: Parking and Accessibdity Sub-Categones

Survey Comments by Category
Mix Of
Merchants

0 Emnironment & Appearaece
W Parking B Accessintiny
i Tratfis Gemerizn
N Of Mercharts
- Cerer

Parking &
Accesnibility
27%

et e st e e
sanrwe M Armansts BHD Swrves

Figure 1-1%: Redevelopmesnt liwes

Traffic Generators

Figure 1-11: Traffic Gemerators Sub-Categories

"« HEIDT & ASSOCIATES, INC

Environment & Appearance

Somrer S Aremands B Sisrvey

Figure 2-20: Environment and Appearance Sub-Lategones

Mix of Merchants

More
Upscale

Retall
65%

Figure 2-23: Mo of Merchants Sub-Categonies

Market Analysis
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T, ARMANDS KEY

Survey Comments by Category

a7 18 36 17
Environment & Parking & Traftic MixOf
Appearance Il Merchants
Landscaping Parking Location Mix - Upscale Retall
Langdscaping Parking Location Min - Upscale Retail
Landscaping Parking Location Mix - Upscale Retall
Landscaping Parking location Mix - Upscale Betail
Landscaping Parking Locatinn Mix - Upscale Retail
Langscaping Parking Location - On The Circde Mix - Upreale Retail
Landscaping Parking Loeation - On The Circle Mis - Upscale Retail
Landscaping Parking Location - Cormer M - Shabby
Landscaping - City Parking Location - High End Mii - Shabby
Maintenance - City Parking Location - Beach Prox Mix - Takeout/lcecream
Maintenance Parking Location - Pedestrian Traffic Mix - Takeout/lcecream
Maintenance Merch/Emp Parking Location - Pedestrian Trallic Mix - Cheap Shops
Pedestrian Environment Merch/Emp Parking Location - Pedestnan Trallic Mix - “Lifestyle” Area
Pedestnan Environment Merch/Emp Parking Location - Pedestrian Tralfic Mix - Lusury Merchants
Appearance Merch/Emp Paring Thoroughlare Ta Residential Mo - Quality
Cleanup - Daily Parking Meters Thoroughfare By Hotels Mix
Cleanup Parking Meters Anchors - Department Store Max
Cleanup Parking - Nearby Anchors - Theaters
Cleanup Parking - Free Anchory 5
Cleanup - Litter/Trash Parking - Adequate Anchors Other
Zoning - Eliminate Nean Traffic Brand - Tradition Taxes - Too High
Zoning - Beer Umbrellas Traffic Brand - Regronal Knowledge Taxes - Tanes & Bid
Zoning - Enforcement Valet Parking Brand - i Tazes -0 i
Zoning - Better Valet Pariing Brand - Destination Rental Rates - Too High
Zoning - Looser Valet Awareness Events Stronger Landlords Assot
Zoning - Awnings Tralley Service Advertising
Zoning - Awnings Hotel “No Reaton To Leave”
Zoning - Awnings Hatel (Ulestyle Marketing)
Zoning - Uniform Signage Hatel Amphitheater In Inner Circle
Zoning - Signage Lusury Hotel Better Use Of Inner Cirele
Signage - Too Much Lunury Hote! Gourmet Market
Signage - Too Large Boutigue Hotel Lunury Fitness Center
Fagades - Upgrade Boutique Hotel Lumury Medical Services
Facades Walkable Hatels Restaurants
Facades - Assistance [No Drink & Drive) Restaurants
No Public Facilities Resorts European Cafes
No Public Facilities Water Taxi Garden Restaurant
Ko Public Facilities Agua Quadrant Access
No Public Facilities Convernience
Benches
Mhsie

Remaove The homeless
Entrance & Approach

Batter On Circle Relerence
Underground Utilities

End OF Filmare - Next To Ally
Calé Encroachment

Table 2-19: Survey Comments by Category
e HEIDT & ASSOCIATES. INC Market Analtysis
Strategic Planning Group., Inc. "ﬁ Lincks & Assoclates, Inc. A 2-18




MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

MARKET SUSTAINABILITY & FEASIBILITY

Sustainability Problems

of the parties involved, but each individual has an incentive
to invest less than their fair share into the resource. In the
case of St. Armands Circle, cach owner has an incentive to
invest less than their fir share in common improvements
like signage, facades, landscaping, sidewalks, infrastructure

The greatest threat o the inability of St. A |
Circle is its own obsolescence and changing marker
condinons; specifically in terms of accessible parking,
inadequate wayfinding and fading ambiance.

The majority of customers to the Circle are 59 vears old
or older. They are less likely to spend 1ime trying to find
a parking space or park far from their prime destination.
While more parking is available than perceived, it is not
easy 10 find especially for seasonal residents and tourists
{who might not be familiar with two prime parking lots),
and are the Circle’s main market.

Most of the shops on the Circle are at least 40 years old.
M » what was considered luxurious in the 1960 is
not considered lxurious by today's standards. As it stands
now, 68% of the assessed value of the properry on the
Cirele is derived fram the value of the land iself, The
several-decades-old buildings account for only 32% of the
assessed value, on average.! Withour significant updating,

the Cirele cannot indefinitely maintain ws reputation as a
1 1. 1 1 1. 1
P PHPINE S

The greatest ourside threat 1o the sustainability of St
Armands Circle is competition from ather upscale retail
shopping areas.  C ly Bend Develog is
under construction on a 1.7 million SF, 275-acre, mixed-
use development in the southwest and northwest quadrants
of Interstate 75 and University Parkway in Sarasota. The
development s anchored by The Home Depor, BJ's
Whalesale Club, Super Target and Staples. Future rerail
anchors include: Nordstrom, Kohl's and Fresh Marker.
Upon completion, University Town Center will include
hotels. residential units and office space.* This major
retail development will boast brand-new infrastructure
and amenities and will be only 20 minutes (12,5 miles)
from St. Armands Circle. 1f St. Armands does not commit
to a major updating program it could lose some of is
market share to University Town Center and other new
developments including the emerging CBD.

There is also a major problem with the ownership structure
of the Circle. When multiple individuals are responsible
for providing a common resource, typically a classic free-
rider problem’ will exist. The common resource benefits all

and maintenance. It should be noted that the creation of the
BID has significantly improved the ability of the property
owners to reinvest in the upgrading of the Circle.

Take for example the burving of power lines. Burying
power lincs increases the acsthetic appeal of the area
(creating a more pl i nt for shopp
thereby increasing revenuc). An undertaking like this
would incur very significant costs. The benefit to any one
store would not justify the expense were that store to incur
all the costs. However, if all the stores split the costs on
an equitable basis, then the benefit to cach store would
be well worth the costs. It would still be worth the costs
even if less than 100% of the awners panticipated. Thus,
each owner has an incentive to 'free-ride’ and opr out of
these kinds of common investments in the hope that the
investment will still be made (by everyone clse) and the
benefir would go to everyone (including the owner who
did not pay). However, if too many owners free-ride, the
project’s benefit-cost ratio falls below 1.0 and will then not
be undertaken, to the detriment of all owners,

There is also a free-rider problem with the bership
structure of the St Armands Cirdle Association.  All
stores on the Circle benefit from the services provided
by the Circle Association, but only members incur the
cost of running The Association. Thus, a strong frec-
rider incentive for all parties involved. The economically
rational thing for cach individual merchant is to opt out
of membership. By doing so they forgo the cost but still
benefit from the services. However, if too many merchants
opt out of membership, then the Circle Association suffers,
and all merchants on the Circle suffer.

Techniques such as not listing non-members on the Circle
directory are an atempt 1o t this ph

However, such rechniques are limited in their effectiveness.
Furthermore, most detrimental effects thar such sancrions
have on non-member stores are also felt, 1o a lesser degree,
by member stores (i.e. spillover, negative externality).
For example, not listing a non-member may result in a
potential customer not shopping on the Circle because
they didn't see their favorite store listed (because thar store
is not a member). This is most detnmental 1o the one,

non-member store, but it is also detrimental to all the
other stores on the Circle thar the customer would have
seen, driven past and walked past to get ro that one store.

‘The Free-Rider Problem is an inable condirion
that slowly but continually diminishes and destroys the
common resource to the detriment of all parties involved.
Doing nothing about the problem is not an option that
will lead to success. Changing the incentive structures
of individual owners and merchants is the only way w
[ t these probl In the case of St. Armands
Circle, the major problem is a lack of investment in the
common resources (i.c. free-riding, opting out). The most
cffective way 1o fix this problem is to make investment
(and membership) mandatory. Doing so would increase
revenues and increase participation in both the Circle
Assoctation and the Owner’s Association.  Effectively

d, ¢ can return more than 100%

?
investment to all investors.

Market Anabyuin
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

Strengths of St. Armands Circle

The Primary Strengrh of St. Armands Cirele is its history
and reputation e, its “brand”,  The Circle is a famous
shopping area with very strong name recognition, locally,
regionally, nationally and even internationally.  That fact
puts the Circle in clite company, shaning that status with
places like Worth Avenue, Paseo Colorado and the Santa
Monica Promenade. Reputations can be lost though, and
if the Circle allows its brand 1o degrade, its reputation

could quick]v chingc.

Another great strength of the Circle is the elite clientele
that occupy the immediately surrounding area (even if they
only occupy it a few months per year). As discussed carlier
the demographics of St. Armands, Lido and Longboat
Keys show the population to be extremely wealthy,
white, well-educated and mawre. The demographics of
The City of Sarasora and Sarasora & Manatee Counties
show similar characteristics, albeit to a lesser extreme.
Such demographics are perfect for an upscaale shopping
destination like St. Armands. Moreover, all trends indicate
further increases in these characeristics which will only
further fuel demand for upscale retail goods and services
in the area. The major issue is expanding the shoulder
and low summer marker. The price points of the Lido
and Longboar Kevs condo market (in excess of $1 million
withour counting furniture/fixtures) makes these units
unlikely to be “rented™ when not in use by the owners
It is important to increase the number of transit rooms
available throughour the year.

The Circle also boasts a relatively good mix of merchants
There is a strong cohort of upscale reail shopping and
dining.  This cohort areracts a clientele with significant
purchasing power and forms a strong foundarion for the
furure of the Circle. There are concerns over the prevalence
of lesser-desired T-shirt shops and take-out food outlets;
however, their prevalence is neither overwhelming nor
permanent, necessarily.
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Being on dasan ¢ pping area is also a strong
advantage of the Circle as the indoor mall is now out
of favor with American consumers. In fact, the indoor
shopping mall is now so far out of favor that not one will
be built in the entire United States during all of 2008 and
only three have been built since 2005, This compared to
as many as 140 being built each year during the 19907
For a varicty of reasons, American consumers now prefer

outdoor shopping areas, which is exacely what St. Armands
Circle offers.

The recent condo building boom near St Armands Circle
will also prove to be advantageous.  Many of the new
developmens are waterfront condos thar will be filled with
the same upscale clientele as that which already occupies
the area surrounding the Circle. The residents of these
new condos will provide 87 million additional dollars of
retail demand cach year. Much of that will be spent at
St. Armands Circle. The price points of these CBD units
might allow some to be available for non-seasonal use.

Yet another positive factor for the Circle is the fact that
retail sales in the arca are strong.  The most recent data
available shows that annual retail spending in the City of
Sarasota is above $18,000 per person. This is well above
the state-wide average of $11,498. Data also indicates a
trend of increasing gross retail area and increasing retail
rental rates. While this indicates increased competition
and an increase in the cost of doing business, respectively,
it is also a clear sign of a healthy retail marker.

One of the great strengths of the Circle in combating the
sustainability and feasibility problems is the existence of
the St. Armands Business Improvement District. Many
of the Circle’s major problems are caused by a lack of
investment in common resources duc to strong free-
rider incentives among its fractured ownership.  The
Business Improvement District could serve as a method
for making investment in common resources mandatory
among all Circle owners, cffectively climinating the free-
nider problem. Establishing a BID is not necessarily easy:
increasing the effectiveness of an already existing BID
should be much casier than starting from scrarch,

A last strength of St. Armands Circle is that of its location
along a major beach-bound thoroughfare of Sarasota
residents,  The Lido Key beach will be a continual and
enduring draw for residents of the Sarasota area. The main
means of accessing that beach takes commuters straight
through St. Armands Circle. This provides an excellem
opportunity for the Circle to capture and convert these
many, continual and enduring potential customers.

It should also be noted as a strength of the Circle thar The
Association has (or had) a very good writer working for
them, c:crnpli. gratia®

Setamidst atropical paradise, St. Armands isan enchanting
circle of fine shops and gourmer restaurants. Renowned as
a marker place with a continental flavor, it is a charming
and graceful synthesis of past and present, Lush tropical
plantings, courtyards and patios, antique starwary and
contemparary architectural design skillfully contribute 10
an international atmosphere of friendly warmth, enduring
clegance, and timeless style. Relax in the restaurants, explore
the shops - from trinkets to treasures, gourmer snacks o
candlelight feasts, you'll find it all on St. Armands Circle.

Weaknesses of SL. Armands Circle
Market Radius

More than 50% of 5t. Armands potential market is water.
Furthermore, the Circle is not located on or adjacent a
major thoroughfare (1-75, US 41 crc.). St. Armands Circle
is not really “on the way” to many places (other than the
beach and Lido and Longboat Keys). Customers must be
very intentional abour arriving ar St. Armands Circle. The
Circle is a destination, and customers need a reason o go
there.
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Lack of Anchor

With the loss of Jacobson's the Cirele lost its only true rerail
anchor. Jacobson's was a destination retailer meaning that
its unigue retailing allowed it to draw permanent Sarasota/
Manatee Counry residents, often residing ar a significant
distance to the Circle. With its loss, the Cirele’s primary
anchaors are its unique restaurants. However, the restaurants
market draw is significantly smaller than that of facobson’s.
Currently there is not sufficient space within the Circle
to re-create a new true retail anchor. which would need
approximately 45,000+ square feet.

< HEIDT & ASSOCIATES, INC.
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

ENDNOTES " Richardson Echo, "New Lowe's at former Richardson
Square Mall site signals decline of indoor malls”,
* 'The supermarker irself is a modern amalgamation Andrew Laska, Saturday, June 28, 2008

of an older system of multiple outlets. Instead of
visiting the butcher, the baker and the candle-stick-
maker, we now shop ar supermarkers thar fulfill all
those needs in one pfacc.

* heeps//wwwostarmandscircleassoc.com/about.cfm
June 2008

* For example, St. Armands Circle or Tarpon Springs
each of which have several first class restaurants that
draws from the surrounding region, not necessarily
the immediate area. Other examples include Delray
Beach, Melbourne, Cocoa Village, Naples Fifth

Avenue, etc.

* Internationals Council of Shopping Centers Florida
Retail Report, Spring 2008, p28

* For analytical purposes, it is important to note that
this zip code does not include Long Boat Key, which

is a major market for Circle retailers.
* US Census

¥ Internationals Council of Shopping Centers Florida
Retail Report, Spring 2008, p28

t Internationals Council of Shopping Centers Florida
Retail Report, Spring 2008, p28

* Source: wwwaultrealtyadvisors.com. March 2007
Sarasota Retail Market Repont

* A more detailed retail sales table, including selected
subsections, is included in the appendix.

! St. Armands Business Improvement District Dara,
submitted to SPG June 2008,

* MarkerBeat: Tampa Bay Retail Report, A Cushman
8 Wakefield Rescarch Publication, 4Q07

""The name originates from the classic example of a
Trolley with a voluntary fec. Every rider benehts
from the trolley’s services but has an incentive to pay
less than their fair share (or nothing at all), however
if too many people pay less than their fair share, the
Trolley is no longer feasible and cveryone suffers
when it ceases to operate.

a HEIDT & ASSOCIATES, INC. Mariet Anabyls
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

OVERVIEW

Harding Circle Park is the focal point of 5t Armands. A
traffic circle that surrounds the park provides access and
parking for the patrons of St. Armands Circle, but also
provides the sole means of connectivity to the Mainland,
Lido Key and Longboar Key. The Master Plan addresses
the unique role of the Circle,

The sundry storefronts, outdoor plazas and cafes, Harding

Circle Park, and rich history contribute 1o the virality of

St. Armands Circle as a unique destination. The liveliness
of a friendly pedestrian environment associared with 5,
Armands Circle emanates from these features. As St
Armands has developed over the past seventy (70) years,
pedestrian circulation ha
The standards for pedestrian comfort and circulation have

iven way to the amomobile,

been reduced. Competition between cars and pedestrians
ereate potential hazards for both,

INVENTORY AND ANALYSIS
Transportation

John Ringling Boulevard serves as the access poing to St
Armands Circle for mainland tratfic. North Boulevard
of the Presidents serves as a secondary aceess point for
rraffic arriving to St. Armands Circle from Longboar Key,
or Anna Maria Island, or Bradenton, South Boulevard
of the Presidents and John Ringling Boulevard (west)
direct traffic into the Circle from Lido Key. All four roads
converge in the Circle that is configured as a two-lane
roundabout. St. Armands Circle absorbs a large amount
of through traffic headed to popular destinations in Lido
Key and Longboat Key. John Ringling Boulevard (cast
of the Circle), St. Armands Circle, and North Boulevard
of the Presidents are FDXOT maintained roadways. Aside
from John Ringling Boulevard and the Boulevards of the
Presidents, the remaining roadways located on 5t. Armands
Kev are primarily residential streets.

Service drives are located at the rear of buildings between
stores and parking. Most deliveries and other service
functions occur in these back alleys. Some deliveries occur
in fronts of buildings, depending on times of day. When
deliveries are made to fronts of buildings, trucks use empry
parallel parking spaces or temporarily occupy the right
lane.

To understand transportation trends at St. Armands, the
Project Team conducted seventy-rwa (72} hour machine
counts. The existing counts were adjusted ro peak season
demand based on the FDOT seasonal adjustment factors.
Also, the Project Team conducted peak hour tumning
movement counts. The existing counts were adjusted 1o
peak season based on the FDOT seasonal adjustment
tactors. Detailed information regarding the collected dara
may be found in the Appendix of this plan.

In addition 1o field-gathered data, community inpur
regarding transportation was included in the Master Plan
to help formulate recommendations.

Public Input Regarding Transportation
® Recent traffic calming improvernents are acceprable,
and have improved safety with neck-outs and speed

lﬂl‘i(&-

®Need high quality traffic calming methods thar fic
the image of 5. Armands.

= Traffic improvements are needed,

"Increase flow with extra walks and lights 1o
bottlenecks.

® Trafhic calming could be achieved by lane designation
and better signage.

HEIDT & ASSOCIATES, INC

*Traffic lights could be a possibiliry.

®Breaks in traffic are needed 1o make rurns and cross
main roads.

®If water taxi is proposed, it should incorporate
Longboat Key, Siesta, restaurants, and Key area stops.
Ft. Lauderdale has a water-raxi system with day-long
tours, Could be located berween Washington Drive
and Sarasota Harbor Condos.

*Water taxi dock along John Ringling Causeway or
north side acceprable.

*Water taxi is a nice idea for tourists.
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

* A small frequent shutte to downtown is plausible.

* A trolley system would only succeed with small busses
and many ransfer points with frequent schedules.

* Eleceric cars could transport people from parking to
shops.

®lt is unclear where parking arcas are downtown for
park and ride service.

*Trolley could be provided to and from horels.
*Valet parking is desirable.
*Current beach access is sufficient.

Parking,

On-streer parking  provides  direct  accessibility o
businesses, but is limited in quantity. Parking is essential
to the cconomic strength of St Armands Circle, Both
on-street parking and surface parking lots exist in the
district. Off-surcer parking provides the greatest volume
and increases efficiency, but is often unsightly, Parking
arcas must be properly designed, sited, and buffered.
Interior landscape islands should be included to provide
visual and climaric relief. While a Eargc portion of available
public parking is contained within the CT and G zoned
arcas, a substantial amount exists outside of the district
boundaries. Approximarely 1,050 publicly accessible free
spaces are located within the St. Armands Circle vicinity.
Surface lots contain 450 spaces; On-street parallel parking
comprises 469 spaces; On-street angled parking comprises
131 spaces. * Of the 1.050 total spaces, 752 of those spaces
are within the CT District boundary, leaving 298 of those
spaces ourside of the District. All of the 1,050 spaces are
contained within a one-quarter mile radius from the center
of Harding Circle Park.

The evolving daily and seasonal nature of 51, Armands
Circle produces a high degree of variation in parking
needs. Changes in parking demands occur dependent on
time of day as well as time of year. Special events hosted at
St. Armands Circle add further variation 1o the necessity
of parking and waffic control. Studies conducted at the
onset of the Master Plan esumated parking demand based
on the irregularity of St. Armands needs. The study results
follow.

The Project Team conducted weekend parking surveys.
The counts included all surface parking lots and all en
street parking along the following roadways:

between

®*Boulevard of the Presidents North

Washington Drive and South Washington Drive

* John Ringling Boulevard between Washington Drive
and Washington Avenue

*Madison Drive between North Washington Drive
and North Adams Drive

*Monroe Drive between South Washington Drive
and South Adams Drive

Based on these counts, the maximum occupied spaces
were 796 at 8:00 p.m. on Friday, 834 spaces at 8:00 p.m.
on Saturday, and 650 spaces at 2:00 p.m. on Sunday, as
shown in Table 3-2.

The parking surveys were conducted during May, which
is outside the peak season for St. Armands that occurs
berween January and March. To adjust the surveys 1o
the peak scason, the cxisting counts were increased by
thirty percent (30%). Table 3-2 illustrates the peak season
demand for Friday, Saturday, and Sunday. The maximum
demand is estimated to be 1,084 spaces on Saturday.

The Project Team also conducted parking surveys during
the St Armands Smooth Jazz Event. Based on these
surveys, the maximum occupicd spaces were 1,114 spaces
at 8:00 p.m. The Smooth Jazz event also occurred ourside
the peak season for St. Armands. Therefore, the existing
parking demand for this event was increased by twenty
percent (20%) to illustrate the paak parking demand
during cvents in peak scason.

One of the goals of the Master Plan is to increase the
patronage of 5. Armands. Therefore, the peak season
parking demand was increased by ten percent (10%) o
account for the increase in future parking demand with the
increase in parronage. As shown in Table 3-6, the parking
goal for a typical weekend is 1,200 spaces, while the goal
for an event is 1,500 spaces.

Parallel Angled Surface Lot Totals
Gold 71 0 202 (North) 73
Aqua 6 19 248 (South) 343
Purple 73 32 0 105
Pink 64 16 0 85
Ringling Blvd. 7 64 0 9
Washington to Polk
Ringling Blvd. 20 0 0 2
Adarms 1o Washingten
N. Blvd. of Presidents 37 0 0 i
Madieom to N Washimgton
S. Blvd. of Presidents &7 0 0 87
Monrce to 5. Washington
Totals 469 131 450 1050
Table 3-1: Avadable Free Parking
Day Date Time Occupied Spaces Peak Season
Demand "
Frday S730/2008 500 pm 796 1,033
Saturday 5/31/2008 800 p.m 834 1,084
Sunday 6/1/2008 2:00 p.m. 650 B45
' Assume increase of 30% over May count,
Table 3- Parking Demand Normal Surveys
Event Day Date Time Occupied Spaces Peak Season
Demand
Smooth Jazz | Frday | 5723/2008 800 p.m. | 1,114 | 1,137
Table 3-3: Parkmg Demand Event Surveys
Land Use ?ir.e Parking Rate m Required Spaces
Retail [ 400000SF | 1space/350SF [ 1,143 spaces

" Based on Section VII - 206 (1) of the City of Sarasota Code.

Table -4 Code Requred Parking

Existing Spaces Peak Parking Demand  Peak Parking Demand  Code Requirement
- Nomal — Event
1,050 084 1337 T.143
Deficient <34=> <287> =03>

Table J-5: Parking Demand Summary

Existing Spaces

Peak Parking Goal

Peak Parking Goal

Normal "' Event "
1,050 1,200 1,500
Deficient <150= <450

(U]
Assume increase of 10% over May count.

HEIDT & ASSOCIATES. INC

Table 3-6: Parking Goal
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

According to the City of Sarasota, the required number of
parking spaces for St. Armands is 1,143 spaces as shown
in Table 3-4. This is based on 400,000 square feer of rerail
space within St. Armands and a parking ratio of | space
per 350 square feet.

As indicated previously, there are a total of 1,050 parking
spaces available for patrons of St. Armands Circle. The
goal is to provide 1,200 spaces for a peak scason weeckend
and 1,500 spaces for a peak scason event. Therefore, there
is currently a deficiency of 150 spaces to meet the peak
weekend goal and a deficiency of 450 spaces 1o meet the
peak season event.

The most favorable goal is to provide the required number
of parking spaces within the project boundary, therefore
an additional 448 spaces would be required beyond the
existing 752 spaces to meet the weckend goal and 748
spaces to meet the event goal.

In addition to field-gathered dara, communiry input
regarding parking was included in the Master Plan to help
formulate recommendations.

Public Input Regarding Parking,

# Surface lots could be double deck.

# Clean up alleys and parking lots.

*Paid parking should only occur in multi-level
parking.

®Improvements to patking would be bencficial;
Residents would like more green space butfer.

*Paid parking will move traffic to residential streers,
*Can employee parking be resolved in alleys?

* Multi-level parking could be added in Pink Quadrant

with the acceprance of Wachovia.

* Multi-level parking would be necessary with hotel
addition.

#Need a friendly pedestrian / parking interface.

*Parking garage should be provided at entrance to
circle.

*Need more parking spaces.

* Designated police parking could be for weekends
only,

= Addition of office space may be problematic based
on City parking requirements,

* Paid parking will hure retail.
® Valet concessions are desired.

* Parking garage would resolve parking on residential
streets.

® Need more free parking.

*Mixed-use development should not be considered
until parking is resolved.

#'The Filmore lot needs an entrance on South Adams.

*The Resident's Association Reportaddressed potential
parking solutions and is discussed in more detail in
the Recommendations portion of this chapter.

Pedestrian Circulation

Making the connection between parking and the
storefronts is an essential factor to the long-term success of
St. Armands. Roadways and walkways interlace through
multiple pathways in and around the Circle. After arrival
by car, connections to the storefronts are limited. Sidewalks
around the perimeter of the surface parking lots lead to
the corners. Accessing the Circle from the North (Gold)
Quadrant surface parking lot is accomplished through one
of three routes.

*The first route brings one ro the cormer of John
Ringling Boulevard and Adams Drive at the south
edge of the parking loc,

#The second route carries one 1o the comer of North
Boulevard of the Presidents and Madison Drive,

LEGEND

W Fosic Paing - Surbe Lot (450 Spaces)
| BB b Parkang - OnSureet Parwel (449 Ypaces)
[ b Parkieg - On-Sireec hngled (131 Spaces) B
Dt Boundary

Frgure 3-1: Avaddable Public Parking
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

* A third path is provided beneath the building (an
alleyway) rowards the southeast area of the parking
lor. This alleyway is not readily apparent and
uninviting to pedestriians. The alleyway lacks clear
delincation of passage and is dark with several rurns
and nooks, creating a perceived dangerous situation,
and is recommended for closure to the public.

The South (Aqua) Quq

routes.

rant parking lot also has three

*The first extends to the corner of John Ringling
Boulevard and Adams Drive.

*The second leads 1o the corner of South Boulevard of
the Presidents and Monroe Dirive.

* The third and most used route oceurs along Filmore
Dirive and terminates at the center of the quadrant.

Furthermore, parking bays are laid out in a fashion
where pedestrians must cross multiple bays and parking
lanes, or walk in lanes to access perimerer sidewalks. The
surface parking lots have few breaks over a large expanse
of pavement and provide lirrle shade. The result is an
uninviting and unpleasant pedestrian atmosphere.

Traveling to storefronts from parallel parking along
medians is even more challenging. Walks are not provided
in medians within the District and pose a safety hazard 1o

pedestrians trying 1o cross at unmarked arcas. This occurs
at John Ringling Boulevard {both directions) from North
Washington Drive 1o the Circle, North Boulevard of the
Presidents (southbound) from Arthur Drive to the Circle,
North Boulevard of the Presidents (northbound) from
North Adams Drive to the Circle, South Boulevard of the
Presidents from South Washington Drive 1o the Circle,
and along the boundary of Harding Circle Park.

Ample crosswalks are provided from the storefronts to the
median tips within the District, Decorative crosswalks are
provided at cach end of the four medians with the exception
of the crosswalk on South Boulevard of the Presidents and
Monroe Drive. Two entrances into Harding Circle Park
are provided ar the west and east sides of the park. The
crossing to the west crosses two lanes of tratfic, while the
crossing to the east only crosses one lane of ratfic.

Streetscape areas, between the curb and storefronts vary
greatly in design and funcoionality. Some areas within
the Circle promote a comfortable walking environment,
whereas others do not. Walks and access-ways are often
crowded with furniture, trash recepracles, or over-
spilling café dining sets. Pavement conditions and lack of
accessibility pose further problems.

The Ciry of Sarasota West Area Multi-Use Recreational Trail
(MURT) Plan, prepared by PBS&] designates a four-foot
(4") on-road bike lane and a ten-foor (10°) MURT trail on
each side of John Ringling Boulevard, beginning at Bird
Key. The trail extends across Coon Key towards St. Armands
Circle. At John Ringling Boulevard (east of Circle) and
Washington Drive, the designated paths end and signed
bike trails loop St. Armands Key in both directions via
North Washington Drive and South Washington Drive.
At the intersection of South Boulevard of the Presidents
and Washington Drive, the signed bike trail extends
across the bridge towards South Lido Key. To the west of
the Circle, where Washington Drive intersects with John
Ringling Boulevard, the on-road bike lane reoccurs on the
west bound lanes towards Lido Key, and the MURT trail
extends towards the beach through the center of the median.

Improvements to aid pedestrian  movement through
5t. Armands Circle are necessary and should include
improving both function and aesthetics.  Focus groups
voiced concerns regarding  pedestrian safery,  walkway
appearance, bicycle amenities, and sidewalk widths.
Recent bulb-outs and median improvements have created
pedestrian refuges and greatly improved pedestrian safery.
However, St. Armands Circle is still faced with several
problematic areas that hinder the functional requirements
of friendly pedestrian spaces.

¢ - HEIDT & ASSOCIATES, INC
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Figure 3-3: Pedestraan Crrulavion and Relanomship to Parking

Transportation. Parking, and Circulation
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Public Input Regarding Pedestrian Circulation

*People are encouraged o jay walk from parking
adjacent to medians to storefronts.

®Parking bays arc laid out in a fashion so thar
pedestrians often have to cross several bays and
multiple parking lanes, or walk in lanes w access
perimeter sidewalks.

®Surface parking lots provide linde shade over the
large expanse of pavement, resulting in an uninviting
armosphere with low aesthetic value.

®*Pedestrian  routes are unmarked, lacking signs
or environmental cues to direct persons to the
right path, requiring more attention to safety and
navigation resulting in less attention to offered goods
and services.

*Cut-through from parking to storefronts are rare,
locations of these are unapparent, and uninviting.

=Filmore Avenue provides potential for a pedestrian
promenade that connects parking areas w the

Circle.

#The existing building cut-through on the cast side of
the gold quadrant evokes a sense of insecurity due to
darkness, sharp turns, and hidden corners.

®The existing building cut-through on the east side
of the gold quadrant is hidden and uninviting duc
to lack of spatial cues thar draw a pedestrian 1o the
route and that there is an abundance of unorganized
trash bins lining the pedestrian way in the service
alley.

=No other cut-throughs are provided in the gold or
aqua quadrants.

*Mid-block pedestrian-ways are less important ro
provide in the pink and purple quadrants in regard
o the current land use.

® Lack of accessibility.

® Although a median walkway is provided on John
Ringling Boulevard berween South Washingron

Drive and South Polk Drive (Lido Key), people must
walk through plant marenial, or walk across sod areas
to reach sidewalk, which degrades landscape and
causes additional landscape maintenance problems

*Handicap accessible spaces provided along the
storefront sides of buildings does not provide
adequate space for unloading.

= Walkways arc rarc from curbside parking along

storefront side of street.

*Often walkways and ramps are cluttered with trip
hazards such as planters, café furniture, or trash
ltctpfldﬁ.

*Pedestrians entering storefronss from  westbound
curbside parking along John Ringling Boulevard
between North Washington Drive and the Circle
must traverse across exposed tree roots to reach the
sidewalk.

= Pedestrians en route face pmhlcms of squeezing
by diners and other pedestrians in a limited space
because tables and chairs are not always contained in
an orderly arrangement.

= Site furniture, advertisement signs, and uncontained
café space narrows clear passage areas along sidewalk
and forces pedestrians to squeeze by hurriedly.

sSidewalks in a few arcas are badly cracked and
produce trip hazards.

#Steep store entrances without handrails make access
for elderly or handicapped persons difficult.

=Many intersections do not have crosswalks across
main roads at the outskirts of the district which
hinders pedestrians safely entering and leaving the
distric,

#Elements of interest such as, the recently added
sculprures lack routes to explore the item further.

*Wide crossings with the exception of recent bulb-
out improvements make pedestrians vulnerable to
oncoming, trafhic.

i
Figure 3-5: News Stand at S Armands

#Need bike paths and bike parking areas.
* Maximize the sidewalk space.
* Arcaiscom pactsocornere ntrances II" ampar kin gscem

sufficient. Current access points benefit merchants ar
ends of Cirele by increasing foot traffic.

HEIDT & ASSOCIATES, INC

Fugure 3-4:Toung Gorl Window-Shopping

7
Figure 3-1: Paraltel Parking with Restrcted Access
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY
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Frgure 3-10: Sidewalk Cafe (Contamed near Budding, Uncontamed near Streer)

Frgure 3-12

Sdewalk withoat Safe

T

Tigure 3-13: Godd Quadrant Sedewalk
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fogure 318 Exnnng Corner Access Fomt from South (Aqua) Quadrant Parkmg
Lacks Prominence
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

TRANSPORTATION RECOMMENDATIONS

The April 2005 Sarasora [ Manaree Water Taxi Feasibiliry
Study Final Report designated a water raxi service for
Sarasota and Manatee Counties as a realistic planning goal
for the region. The report also idenrified Mote Marine
as a viable location for a waterborne terminal and rares
it among the strongest porential hubs. While the study
indicates St. Armands as a potential location for a hub in
the study, the Project Team believes it is an impracrical
location due to lack of vacant property, f ial negati
impacts to residential areas, and environmental restrictions.
Renaissance Pl g Group rece ded that Mote
Marine be included in a pilot service route. The Sarasota
Parks and Connectivity Master Plan establishes South
Lida Beach as an additional hub. Connectivity berween
hubs and key destinations exemplifies the most essential
component to future success of a regional water taxi.

A trolley service integrated with proposed water taxi hubs
and service routes could stimulate ridership and expand
destinations accessible by water taxi. St. Armands Circle is
physically situated to serve as the center of routes berween
proposed hubs. Past trials of a complimentary trolley
bus linking St. Armands Circle o Downtown Sarasota
demonstrated unsuccessful patron numbers. A shugtle
route exclusive to the St. Armands area Keys would offer
short rides, short wait times, frequent trips, and
destinations incorporated with a scenic educational /
informational tour route. Destinations would include
South Lido Park and Nature Center, Coolidge Park, Lido
Beach (ar the terminus of John Ringling Boulevard), St.
Armands Circle, Mote Marine, (Ken Thompson Park,
Mote Marine and City Island), and Quickpoint Park.
The volley service should partner with owners of vacation
rentals, hotels, and condos 1o offer this transportation
to the Circle. In addition, visitors arriving by water-taxi
reduce the number of automobiles on the Circle and
associated parkjn;: requirements.

Given the location of various hotels in the surrounding
area, many of these hotels currently provide transportation
to and from the Circle for their guests, There is no
designated location for shuttle buses or vans to drop off or
pick up patrons. Such a space should be provided, similar
to the valet station, directly on the Circle in the parallel
spaces. One or two spaces should be sufficient and would
require signage to designate the space(s).

PARKING RECOMMENDATIONS

Parking arcas must be well lit to ensure safety. People will
not use an area at night if they sense danger. Another
important safety factor to consider in design includes
CPTED (Crime Prevention Through Environmental
Design) strategies. Providing appropriate land use buffers
requires 2 balance between screening and safery. CPTED
design incorporatesa clear window between shrub massings
and canopy trees. Large, dense, evergreen plantings should
be discouraged in buffers.

Designated pedestrian aisles should also be considered in
rencwal and new construction parking lot construction. le
is optimal for bays to be lined perpendicular to buildings
so that pedestrians do not have to cross multiple vehicular
lanes. Where feasible, sidewalks should be provided
between bays, or at regular intervals. These areas also allow

for landscape to be added.

St. Armands faces the difficulty of abutment between
public parking areas and service alleys. This relationship
creates an unpleasant experience along paths connecting
to the storefronts. The concepr (following page) proposes
alternatives for existing parking and alleyway conditions.
This concept suggests reconfiguration of spaces to add
buffering berween the service drive and main parking
area. It also incorporates a walk ro direct pedestrians 1o
points of access. The concepr illustrates examples of rypical
improvements that may be considered.

®*Add a landscape swrip berween service drive and
main parking. If additional space is needed, compact
car parking spaces may be considered. Compacr car
spaces require an cight (8) feet width by fificen (15)
feet length parking stall, as opposed to the standard
nine (9) feet width by cighteen (18) fect length fora
twenty-two (22) feet aisle, and eight and one half (8
44) fect by cighteen (18) feet for a rwenty-four (24)

feer aisle.

*Gained space allows room for slat fencing with vines,

or a hedge row.

*Common and partially enclosed trash disposal arcas
will organize service drives and alleys. This would
require agreement among merchants and among
landowners for a specific location.

*Provide enhanced landscape at pedestrian access
points. This includes existing and proposed mid-
block cur-throughs and comers. Decorative paving
may serve as crosswalks across service drve. The
pedestrian archway could be incorporated into these
areas 1o help define access points

* Pedestrian nodes provide spaces for mecting points
and information sources. These nodes may contain
benches, trash recepracles, lighting, bicycle racks,
newsstands, and directories. These areas require a
minimum of two hundred twenty-five (225) square
feet of well-organized space.

* Landscape islands, the width of one existing space,
and the length of one bay could be added. Only two
(2) spaces would be lost per landscape island and
would greatly enhance the appearance of the parking
lot.

= Parking lots may be reconfigured and re-striped to
provide interspaced walkways at key locations,

= Fach business may require a certain percentage of
employees to park in alleyways. Employee parking
on the Circle should be prohibited.

® Provide parking access at closest entrances to John
Ringling Boulevard of the Presidents to minimize
traffic on residential strects, (Specifically in the Aqua
(south) quadrant.

= Require merchants to keep service areas clean and
orderly. Reinforce maintenance of parking lot
landscape and surfaces.

Both short-term and long-term reactions are needed to
solve the current and future demands for parking in the
Circle. Short-term solutions include reconfiguration of
lanes and re-striping to increase additional parking space.
Long-term parking solutions will be best resolved by the
construction of 3 multi-level parking structure.

&’ HEIDT & ASSOCIATES. INC

Fgure 3-19: Typical CPTED Plantings with View Window
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY
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Figure 3-21: Mley Improvement Concept Ebevation with Pedestriza Archway

Figere 3-10: Mey Improvement (encept Plan
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON S5T. ARMANDS KEY

The two (2) parking improvement concepts illustrated
below will enhance the St. Armands image. Parrons’ first
and last impressions are made in these areas of the Circle,
and therefore, the appearance of these areas is of utmost
importance,

JOHN RINGLING BOULEVARLY MADISON DRIVE

oW
-
2 ¢
— i 5
-
£ |
-3
- /, z
JOHN RINGLING BOULEVARD -——B8
Figure 3-13: Surtace Parkmng Improvement (oncept Plan, Sowth (Aquaj Quadrast. Fugore J-14: Serface Parking |mprovement Concept Flan, North (Gold) Quadrast.
Improvements abeve will resslt i 2 met Joss of forty-three (43) spaces, but & Improvements above will resolt i 2 net lous of rweaty-fve (25) spaces, but &
recommended to mnprove the busction of the lots and the wmage of St Armandy recommended to mnprove the hacton of the lots and the wmape of St Armasds
The comcept has been promded m the case that the G zomed lots wil not be Tha concept bas been provded i the case that the G roned loy will not be
developed within 3 thort trne frame developed withm 2 thort time frame
HEIDT & ASSOCIATES. INC Tramiportation. Parkng, and Circutston
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Temporary Parking, — Short-Term Goals

Currently, event overtlow parking is largely accommodared
in the median across Coon Key. This temporary parking
area is important to accommodate the large quantity of
visitors that participate in special events in St. Armands
Circle. Due to FDOT regulations, the curbing of the
median is a vital step to implementing other desired
projects for the Cirele. This area is only used in events, and
hinders the necessary changes. The Residents Association
Report suggested that temporary angled parking in the
median could be substituted by parallel parking on the
shoulder of John Ringling Boulevard. However, parallel
parking on the shoulders will not accommodare the same
number of vehicles. More importantly, the shoulders are
currently signed “No Parking” and future parking would
be subject o FDOT review and approval.  Therefore,
this plan docs not recommend including these spaces as
available parking inventory.

“The Residents Association Report also recommended other
strategies for event parking that included a shurtle service
from Lido pool parking lotand presenting high occupancy
vehicles (HOV) rewards. Contingent on the acceptance
of the Merchants and the Lido Pool management, this
opportunity could remporarily relieve parking difficulties
during events, but is not a viable long-term solution.

Permanent Parking — Short-Term Goals

South Boulevard of the Presidents between Monroce Drive
and South Washington Drive is presently two-lanes in
each direction with parallel parking on each side. This area
has a low traffic flow, and therefore the number of lanes
could be decreased from four 1o two. This would add space
to accommaodate angled parking along the median. Parallel
parking would remain on the exterior of the street where
residential drives are not present, as illustrared in Figure 3-
25 below. Approximately fifty (50) additional spaces would

be gained by implementation of this recommendation.

Figure 315 Recommendanion for Parking aloag South Boulevard of the Presidents
between Waskimgton Drwe and Mearoe Drive

“The Residents Association Report suggests reducing North
Boulevard of the Presidents from the existing four lanes
between Madison Strect and Washington Boulevard to two
lanes with on street parking, Part of the justification of this
modification is North Boulevard of the Presidents north
of Washington Boulevard is two-lanes, and therefore, the
existing four-lane section could be reduced to two lanes
with parking. It is not recommended that this modification
be implemented for the reasons stated below.

The “Level of Service (LOS) D" capacity of the two-lane
section of North Boulevard of the Presidents without
parking is 1,560 vehicles per hour, as shown in Figure 3-
26. Based on the counts conducted by the Project Team,
the existing peak hour peak season volumes are below the
LOS. The capacity of North Boulevard of the Presidents is
shown below. Therefore, this section currently operates at
an acceptable level of service with the existing volumes as
a two-lane roadway withour parking.

The remaining section of North Boulevard of the Presidents
is currently four lanes with parking. The Level of Service
13 capacity for this section of roadway is 2,218 vehicles per
hour. Based on the counts conducted by the Project Team,
this section of North Boulevard of the Presidents currently
operates at an acceptable level of service as a four-lane
roadway with parking. If this section were reduced 1o two
lanes with parking, the capacity would be reduced to 1,030
vehicles per hour. Therefore, the subject section would not
aperate at an acceptable level of service with the existing
peak hour peak season traffic if two of the travel lanes were
removed.

LOSD-2.218
W W S S S R S
(4 - Lane with Parking)
LOS D - 1,560
T WS RN BN WS WSS WSS BN REE S S S R S R B S S SR R R e e s
2 - Lanc without Parking) 1,445
1,125

LOS D - 1,030
------—---------------m---—
(2 - Lanc with Parking) J

Friday Saturday Sunday
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Frgure 3-26: 105 D for North Boulevard of the Presidents
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

The report also supgested reducing North Boulevard
of the Presidents 0 two-lanes with parking from the
Circle to Madison Street. It is not recommended that
the modification be implemented for the same reasons as
aTTrN stated previously,

KEY

During the process of this Master Plan, John Ringling
Boulevard between Adams Drive and the Circle was also
evaluated for potential additional surface parking, Figure
3-28 illustrares a typical plan view of eliminating parallel
parking on interior and exterior sides of the streer, and
adding angled parking on the exterior. While this scenario
would increase the safety of patrans traveling from parking
areas to storefront, it is not recommended due o the
required movement of vehicles backing into two lanes of
traffic and the likelihood of accidents to oceur.

fartacy Parkmyg Snedy beea
Nrrgey lesty A
Temparary Parking | Event Overflow Sy A
Fvent Tradey Sesdy dees
w— Wekocstar Cevalines - 1001
—Vebucstan (mcolatsen - (sdector

o Wehacatar (wvutaton - Messr

Figure 3-17: Parking Study Ares

S MEDAAN ] LAMES

Frgure 3-18: Angled Parking with 1 Lanes of Traffc -
Tha was 2 studsed scenano that o NOT recommended for jobn Ringling Boulevard
due to Salety Harards and FDOT Restrctmony

HEIDT & ASSOCIATES. INC Transportation, Parking, and Circulation
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST, ARMANDS KEY

Permanent Parking — Long-Term Goals

Long-term  strategies to accommodate parking needs
include construction of structured parking on one or
both of the South (Aqua} and North (Gold) Quadrants.
Presenty, the north surface lot in the North Quadrant
contains 202 parking spaces, and the south surface lot in
the South Quadrant, contains 248 parking spaces, During
the preparation of this Master Plan, the City of Sarasora
adopted amendments to its Comprehensive Plan that limit
building heights within the Circle. The North Quadrant
is restricted to forty (40) feer while the South quadrant has
a maximum height of thirty-five {35) feet. It is estimared
that four (4) levels of parking could be accommodated
in thirty-five (357} feet and thar five (5) levels could be
accommodated in forty (40°) feer.” The structure heights
would be measured above FEMA elevations. The South
Quadrant, the larger and more cfficient of the two sires,
would vicld approximately 190 spaces ar grade level, and
226 spaces on each addirional level. The North Quadrant
would yield approximately 106 spaces at grade level and
142 spaces on cach additional levels Casts of parking
structure construction would be greater in the North
Quadrant than the South Quadrant due to the layout of
cach site.

It is a tenet of the Master Plan that the character of St
Armands be preserved. Therefore, design of a parking
structure must follow design guidelines and conform to
the St. Armands image. This can be accomplished through
use of perimeter arcades and establishing criteria for quality
landscape and hardscape design. The fagade trearment of
a structure is of great importance and available options, as
well as precedents should be thoroughly considered.

Spaces per Level ?otsls Additional Spaces Gained
Ground Level 106 N/A NIA
Level 2 142 248 46
Level 3 142 390 8%
Level 4 142 532 330
Level 5 142 674 472

Tabile 3-7: Approuimate Parking Structure Yield for North (Gold) Quadrant
Reflects yield based on structured parking only. Does not include any
potential surface parking that may be propesed on the lot nor any existing
swrface parking within lot boundaries that may reman.

Spaces per Level '-I'utals Additional Spaces Gained
Ground Level 190 N/A N/A
Level 2 226 416 168
Level 3 226 642 394
Level 4 226 868 620

Table 3-8: Approximate Parking Structure Yield for South (Aqua) Quadrant
Reflects yield based on structured parking only. Does not indude any
potential surface parking that may be proposed on the lot nor any existing
surface parking within lot boundaries that may remain,

& HEIDT & ASSOCIATES. INC

Figure 3-31: Parking Structure Entrance
T B 3

re 3-32: Parking Structure with Area Historic Architecture

Trarsportation, Parking, and Circulation
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Pedestrian Connectivity

St. Armands Circle businesses rely heavily on foot
raffic. Therefore it is essential ro the long-rerm strength
of St. Armands Circle to employ a pedestrian friendly
envionment. Vital steps are necessary o eradicate
problematic pedestrian issues presently existent in St
Armands Circle. A healthy pedestrian environment can
be nourished through a high level of connectivity between
pedestrian zones, central pedestrian nodes with pedestrian
amenities, ensured safety at pedestrian crossings, and
functional and aesthenic trearments o enhance pedestrian
comfort.

Typical distances people are willing to walk vary based on
how enjoyable the environment as well as the time traveled
berween poins. Typically, in an urban environment,
people are willing ro walk up ro one-quarter mile, or a five-
minute walk to their destination. The entire CT District
is located within a one-quarter mile radius from the center

of Harding Circle Park.

Paths, or channels of movement, may be either strong
axes that promote certainty or wandering paths that foster
curiosity. Regardless of the path character, interconnected
sidewalk systems and thoughtful choices of routes enhance
pedestrian use. It is important that walkways are clearly
defined and that wayfinding is provided to lead pedestrians
along their route of choice, and 1o their final desnnarion.

Central nodes for pedestrian activity will be located along
prominent paths. These nodes may provide pedestrian
amenitics and help clearly delineate pedestrian roures.
Proposed pedestrian-oriented focal points may contain
bieyele parking, newsstands, informarional and directional
kiosks, benches, and trash recepracles. These pedestrian
amenities may potentially become transit stops and

gathering points.

Pedestrian safety contributes to walkable streets, Presence
of traffic calming devices and safe crossings are essential
in providing a safe environment. Proposed solutions 1o
improve pedestrian safery include providing connections
between on-street parking and storefronts, additional
crosswalks at intersections, raised and rextured crosswalks,
and bulb-outs. Median walkways along with mid-block
crosswalks will direct pedestrians through a pleasant
environment along the median to the nearest crosswalk
and eliminate the enticement to jaywalk. Additional

crosswalks are needed ar intersections that do not currently
have crosswalks. It is important that pedestrians are given
the option and protection to move about the district
freely. Rased and textured crosswalks will alerr drivers
of upcoming change and simultaneously slow rrafhic.
Bulb-ours at major roadway intersections will reduce the
distances thar pedestri

must travel across rraffic

Perceived pedestrian safety is another important factor to
create a successful walkable community. Safery is perceived
from paths that are well lit and navigable by knowledge and
sight distance to the destination. Additional factors that
may reassure pedestrians of their safety include separation
of sidewalks by landscaped areas, raised planters, street trees,
or on-strect parking. Seating areas provide opportunities
to rest, linger, imagine, and people watch. Benches should
be located so that the user feels safe, secure, and protected.
Seating areas should be located in areas thar do not suggest
vulnerability. Criteria for bench placement should be well
lit during nighttime hours and shaded during daytime
hours, so that people may relax. Crime Prevention Through
Environmental Design (CPTED) provides guidelines for
landscape architecrural considerations in public places and
should be used as a reference guide to specihic design

Additional pedestrian comfort should be provided through
an adopred level of service for sidewalks. Sidewalks leading
into and away from the District should maintain a five
feet width mini o acc late pedestrian passing,
Sidewalks along storefronts should preserve a continuous

six (6) feet width minimum clear zone. Where feasible,
a wider standard should be implemented to allow for
window-shopping, two or more persons walking together,
and improved handicap access, Walkways and ramp areas
should be kepe clear of street furniture and other obstacles.
As strectscape improvements are made, benches, trash
receptacles, planters, and other furnishings should have
designated sensible locations that respect a clear walking
path. All pedestrian arcas should be accessible to able-
bodied, disabled, and inhibited users. Maximum slopes
and grade changes over distances, presence of landings,
ramps, handrails, and tactile warning strips should be
evaluated in depth and recommendations made to make
every corner of 5t. Armands Circle accessible o all,

HEIDT & ASSOCIATES, INC
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Figure 3-33: Propased Pedestnan Imprmma
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

ENDNOTES

{a} The 1050 counted spaces are locared along
Ringling Boulevard between North Washington
Dirive and Polk Drive (Lido Key), North Boulevard
of the Presidents berween North Adams Drive
and the Circle, South Boulevard of the Presidents
berween South Washington Drive and the Circle,
South Washington Drive between Monroe Drive
and Madison Drive, North Adams Drive between
Madison Drive and John Ringling Boulevard, South
Adams Drive between Monroc Drive and John
Ringling Boulevard, Madison Drive between South
Washington Drive and North Washington Drive,
Monroe Drive between South Washington Drive
and South Adams Drive, the interior and exterior of
the Circle, and the two surface parking lots located in
the Gold Quadrant and the Aqua Quadrant. Many
of the counted parallel spaces are un-striped and
therefore counts are approximate. Surface parking
lot counts were based on parking lot plans provided
by the City of Sarasora Engineering Department.

(b) To accurately determine heighe of parking structure,
detailed site elevation dara is required.

(€} An accurate survey is required o determine
accurate vield numbers of parking structures in each
lot. The project ream compiled all available sources
to make the best conclusion possible in this stage of
the process.

+ HEIDT & ASSOCIATES, INC. Tramportation. Parking, and Clrculation
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

IDENTIFICATION OF
DEVELOPMENT OPPORTUNITIES

Retail Gap Analysis

A good method for determining the market potential
for an area s to analyze the difference between what area
residents spend and what retil stores carn, or what is
referred to as a "GADP” analysis®.

OF particular interest are the department store and grocery
store.  The Circle was once successfully anchored by a
major department store. This gap analysis shows thar
the opportunity still exists. Many niche gourmert grocery
chains such as Whole Foods or Morton’s Market have now
emetged as successful anchors in several new, particularly
mixed-use developments, This Gap Analysis shows thar
the opportunity exists here as well,

Tables 4-1 and 4-2 on the following page, shows the results
of the GAP analysis for three radii around St. Armand’s
Circle. A positive dollar value, $, or gap, indicates an
opportunity for new rerail while a negarive dollar value,
(%), or surplus, indicates that the local market is currently
supplying more than what the local market can support.
This does not necessarily mean there is no opportunity.
- HEIDT & ASSOCIATES. INC.

For instance, the GAP analysis shows a large surplus in
each radius in the Clothing and Clothing Accessories store
category.  Obviously, many clothing stores in the area
do quite well. The large surplus is indicarive thar those
stores must be selling to residents outside its immediate
surrounding area, which is quite true of most shopping
destinations. including St. Armand’s Circle.

The Gap analysis shows several store categories in which
there is an opportunity gap, (i.c. the local market alone
could provide enough demand to meet supply of a new
store in the area). Those that would fit nicely into the St.
Armand’s atmosphere include the following:

® Department Store

= Girocery Store

» Cosmeties, Beauty Supply & Perfume

® Luggage & Leather Goods

* Florist

*Haobby, Toys & Games
Economic Development - Programming
Inaddition to the results of the retail gap analysis, the Project
Team believes it is impormant 1o look at redevelopment in
terms of cconomic development; specifically in terms of
overall tourism development

Tourist Development

The Circle retail structure today is largely dependent on
two markets; seasonal residents and tourism.

As discussed, the seasonal markee is excellent and with the

ddition of th 15 of new condominium units within its
3-mile marker area, this part of its primary market should
continue, However, as previously mentioned, this is great
for the “scason” but due in large part to the price structure
of the units, they remain vacant during off-season.

Strategi Planaing Group, Inc ﬁ“lﬁm&wnh A
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KLY

Retail Gap Analysis, Selected Retail Stores, 3 mile Radius, Ranked by Gap Retail Gap Analysis Results, Selected Retail Stores, Ranked by 3 Mile Radius Gap

Demand Supply Radius | 3mile 5 mile 10 mile

Retail Store Type (c Expenditures) _(Retail Sales) Retail Store Type | Gap or (Surplus)
Supermarkets, Grocery (Ex Conv) Stores-44511 5 477380487 § 16,883,391 Supermarkets, Grocery (Ex Conv) Stores-44511 $ 30497096 $ 30,305224 $(186,736004) 55
Ml IM M Jepts-2 1 s mm 8 m Department Stores Excl Leased Depts-4521 § 29848445 5§ 15.953.&45 13 (390,900) 55
= dkﬂlmm—lﬂlﬁ 5 166606 § Household Appliances Stores-443111 $ 1670900 $ 2596252 § (4,978925) 55
— — Cosmetics, Beauty Supplies, Perfume Stores-24612  § 1268058 § 1561,176 S 55832241 35
Cosmetics, Beauty Supplies, Perfume Stores-44612  $ 5 Hobby, Toys and Games Stores-45112 S 1176338 § 4366718 § 11,355,802 $5%
Hobby, Toys and Games Stores45112 s s Prerecorded Tapes, CDs, Record Stores-45122 $ 759,290 §  (232,608) § 2364570 $§
Prerecorded Tapes, CDs, Record Stores-45122 5 $ special Foodservices-7223 S 659,792 S 2056736 § 19810131 53§
Special Foodservices-7223 5 8 Flarists 4531 $ 628,385 § 989,694 S5 1414036 555
Florists-4531 5 5 630531 | Luggage and Leather Goods Stores-44832 $ 351,176 S 940,253 S5 3214224 S5
Luggage and Leather Goods Stores-44832 s s - News Dealers and Newsstands-451212 $ 121438 § 369,097 $ 1175816 $55
News Dealers and Newsstands-451213 § 3 3 Men's Clathing Stores-44811 $ 51674 § (5456234) 5 (4,429319) %
Mm‘sclodﬁmm-&ﬁil $ 1060322 $ 1008648 Clothing Accessories Stores-44815 S (284,347) S (832,027) S (2,119,249)
Cletbling Aceessoriés SIore 84815 ¢ 484443 S 768790 (284.347) Childrens, Infants Clathing Stores-44813 $ (779,064) §  (838926) § 2,570,482 §
Childrens, Infants Clothing Stores-44813 $ 749,667 § 1528731 § (779,084) g::";“,'j:rjh’l:;“s"?r:“jﬁz : :}_g::::?: : Qi;i:fjﬂ: : “;::;:::;:
Optical Goods Stores-44613 s 1042393 § 2098217 § (1,055824) Drinking Places -Alcoholic Beverages-7224 § (2227493) § (16932724) § (19.087.624)
gom:fur:lishins:Iw':S;f*? - : ;:::::: i :;‘;:31‘;31' :;:::;i:;: Other Health and Personal Care Stores-44619 § (2,329921) § (8,239.764) § (29,127,481)
rinking Places -Alcoholic Beverages- 297, 525, Other Clothing Stores-44819 $ (6,363486) S (11,622,367) § (18,168,213
Other Health and Personal Care Stores-44619 $ 2,226917 § 4556838 (2,329,921) Shaesmlm..:isz s :5_35?,111: : tm,na‘ua]‘ 5 {:s,sazlas‘,—':
Other Clothing Stores-44819 S 1056331 5 7419817 § (6363,486) Beer, Wine and Liquor Stores-4453 $ (7,031,749) $ (13,359,951) § 160,369 §
Shoe Stores-4482 $ 2723738 $ 9090949 $ (5367,211) Specialty Food Stores-4452 $(10,295,605) § (9,260,102) § (3,587,208)
Beer, Wine and Liouor Stores-4453 5 3,728005 § 10,759,754 § (7,031,743) Pharmancies and Drug Stores-44611 5(17.873,366) 5 (35.253,595) 5 9632696 S
Specialty Food Stores-4452 5 1586939 § 11882544 5'10,195.505} Limited-Service Eating Places-7222 $(20,139,362) § (21,130,288) S 5641748 S
Pharmancies and Drug Stores-24611 s 29457968 $ 47331334 $(17,873366) Family Clothing Stores-44814 $(20,248,448) § (50,504,941) § (98,541,090)
Limited-Service Eating Places-7222 s 19281451 § 39420813 $(20139,362) i o o s prts i
Family Clothing Stores-44814 5 8710597 5 28350,045 $(20,248448) Full-Service Restaurants-7221 $(25,769,414) § (50,737,535) § (199,568,742
l;::{f\f-smszaf:;;alm‘ Goods Stores-4483 : i::g;;: i ;:i::-::: :g:;:‘;:i::: Women's Clothing Stores-44812 $(29.292.416) § (56,037.993) § (52,287,707)

ry Stores . 886, Clathing Stores-4481 $(56,916,086) §(125,292,487) §(172,975,097)
full-Service Restaurants-7221 $ 21,344988 § 47,114,402 $(25,769,414) Clothing and Clothing Accessories Stores-448 $(84.891,671) §(156,228,168) $ (197,470,496
Women's Clothing Stores-44812 S 4,003,843 5 33296259 §(29,292,416) Source, Claritas Data 2008, Sarasota City Planning Department, US Cansus & The Steategic Planning Grous, Inc. J00E
Clothing Stores-4481 5 16,065,203 § 72,981,289 §(56,916,086) Table 4-2: Retail Gap Analysis Resulis
Clothing and Clothing Accessories Stores-448 5 24,067,454 5108,959,125 §(84,891671)

Sauree: Claritas Data 2008, Sarasota City Planning Department, US Cansus & The Strategic Planaing Group, Inc. 2008

Table 4-1: Retail Gap Analysis, 3-Mile Radis

Development Opportunities
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

Given the “brand” of Sarasota and its excellent beaches,
there appears 1o be a shortage of lodging facilities. The
Circle, and the City should be working closely with the
Tourist Development Council (TDC) to promote more
transit lodging facilities.

Vacation Packages

Hotels often offer their services as pant of promotional
deals, discounts and travel packages arranged by travel
agencies and visitors bureaus,  Including St. Armand’s
Circle in those types of packages would draw valuable
business to the Circle. For ¢ gift cards, coup
and advertising for St. Armands circle could be included
in "Summer Getaway” packages. Or the same resources
could be included in “all inclusive” packages that include
hotel, meals, i and sh at St A !
Circle.

PR

Tamplando Tourism

A growing number of tourists from the Tampa and
Orlando areas are choosing 1o visit 5t. Armands Circle
and the Sarasora Area. There is potential o caprure a
significant portion of this new marker, if they can stay
overnight, A particularly beneficial aspect of Tamplando
tourists is that their tourist season is not necessarily winter
{although 2007 visitor data suggest that the in Florida
resident visitor market is increasing in the winter season},
Marketing packages could be targeted ar this audience and
timed to help offser the off-season doldrums.

Beach Bound Traffic

‘The BID has obrained an unsccured, bank line of
credit in the amount of $600,000 to be used for capital

5t. Armands Circle is perfectly located in the middle of
the corridor b inland S and the beaches
of Lido Key. A number of hotels on the mainland shurtle
their customers from their horel 1o the beach. This presents
an opportunity to capture these potential customers, and
promote more lodging facilities.

Growth in the 10-mile radius population

In addition to the building boom within a 3-mile radius of
St. Armand's Circle, there has also been significant growth
in the 10-mile radius population. These new houscholds
will present increasing opportunitics for St. Armand’s
Circle to caprure these recail dollars if markered.

imp projects and to be repaid annually over the
life of the BID. The BID will terminate on Dec 31, 2012
unless re-approved by referend At termination, the
BID is obligated to discharge all debt and outstanding
loans and has provided a principal pay down schedule to
accommodate this date. Given that 2012 is only four years
away, it is reccommended thar the BID be extended.

St. Armand's Special Assessment District
(Parking Lot Bond)

Prior to establishing the BID, the Circle property owners
working with the City created a special assessment district
in 1994 to purchase properry on Fillmore Avenue for
additional parking for the businesses located on 5t
Armand's Circle, A Bond was issued for $1,795,000 in
order to purchase the property, with the principal and
interest on the bond being paid by the St. Armands Circle
property owners over a twenty (20) year period

e HEIDT & ASSOCIATES, INC

If space could be made available seck one or all of the
fo“nwing:

= A small upscale national retail department store that
would act as an end-destination reail anchor and
draw customers from the entire MSA.

The following general chart is included o assist in
understanding the range of redevelopment options that
are used nationally, the degree of implementation difficulty
and relative importance of options.

Strategic Panang, Giowp. 1o gy Uncks & Awaciates. Inc. gl
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Target Sites for Redevelopment:
Aaua and Gold Quadrants

The primary deficiency of St Armands that hinders
redevelopment is available parking. The problem is further
exacetbared by inadequate wayfinding. Visitors simply
cannot efficienuly locate the large surface parking lots on
the South (Aqua) and North (Gold) Quadrants. The South
and North Quadrants however, offer the opportunity
to meet present and future parking needs through the
construction of a multi-level parking structure. Several
proposals have been submitted for redevelopment of the
two quadrants. Most prominent are the construction of a
hotel on each. Height restrictions may limit the viability
of this rype of project if it is limited to three (3) floors.
The Aqua Quadrant hotel proposal included one hundred
seventy-five (175) rooms and a parking strucrure. Ir was
designed above the height limit and will require a City
of Sarasota Comprehensive Plan Amendment revision to
proceed. The North Quadrant hotel proposal included one
hundred forty-five (145) rooms and associared parking.
The North Quadrant proposal mer the CT Distrier heighe
restrictions as a four (4) foor complex with the ground
finor starting below grade. Each proposal was presented as
a conceptual plan and neither proposal has been approved

for construction at the time of this Master Plan.

For the purpose of the Master Plan, we are presenting
various proposals for each of the quadrants that have been
accepted through the public involvement process and
meet the need for economic development and additional
public parking. The various scenarins are interchanpeable
for each, and only vary in the number of parking spaces
achievable within the constraints of the parcel shape. The
Aqua Quadrant provides greater efficiency in site planning
due to its relatively square shape. The Gold Quadrant is
somewhat “"L" shaped and must wrap around an existing
telephone switching building and proposed fire station.
However, careful attention to site design may provide
similar results in uscable building volume and parking
spaces. [tis not the intention of this Master Plan to reiterate
or support cither development proposal. The purpose of
the Master Plan is to demonstrate the developable volume
of cach site and suggest a program for development that
meets the following needs:

* Economically supportable as deseribed in Chaprer 2
— Market Analysis

*Follows regulatory restncuons of the "CT™ and
“G" zoning districts, and the City of Sarasota

Comprehensive Plan
# Has achieved consensus with the LMR

*Meets present and future parking needs for St

Armands

An alternative to constructing two (2) parking strucrures
at two or three levels each which would most likely be
cost prohibitive, would be to utilize one of the potential
development sites for a combination of structured parking
and a reail use. Redevelopment of St. Armands is not
limited to the construction of a single level or double level
parking structure that has no other shared use. As stated in
Chapter 2 - Market Analysis, the following redevelopment
opportunitics were presented:

® Anchor Retail
* Boutique Hotel
*“Urban” Grocery

Each of these could be constructed on either South
(Aqua) or North (Gold) Quadrant and would severely
limit the construction of a viable and useful parking
structure. If revitalization is to proceed, simply adding a
parking structure does not provide the necessary economic
stimulus to prevent the continuing decline of St. Armands.
It is important to note thar this decline will also affect
residential property values, It is apparent thar the proper
redevelopment scenario is construction of strucrured
parking on the North Quadrant that meets the forty foot
{407} requirement and “reserving” the South Quadrant
for redevelopment as recommended by the project team.
Also, additional public parking must be provided as part of
the Aqua project scenarios to account for the displacement
of existing surface parking. Therefore any redevelopment
of the South Quadrant will require detailed scrutiny by
the St. Armands community and the City of Sarasota to
reduce visual impacts on adjacent residential use.

Recommendations Matrix

*  Clean, remove litter, daily +  Improve Look of @
+  Removate Directories Chwwed Siwren ;
»  Create New Map 3 5
*  Improve Parking Lot Wayfiading L
+  Improve Website o
= Restripe far Additional Parking E’
* Improve Landscaping =
*  lncrease Valet Awareaess
L
= Add Classy Morning News Stands .gl * Make Fvents Cater
E T 10 Desired Clicatele j
Low Difficulty = High Diffic
- *  Island Shuttle.
+  Ban Neon Signage 5
o
o §
o
E
—
3
o
*  Ban Beer Advertiting
Umbreltas ! I
y

Sl.llﬂ."nu" Planning Group, Inc

figure 4-1: Recommendations Matrx

HEIDT & ASSOCIATES. INC.

Development Opportunities
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T ARMANDS KEY

AQUA QUADRANT - CONCEPT A [ JOHN RINGLING BOULEVARD

Structured Parking

=Provide additional on-strect parallel parking along
surrounding streets through re-stniping and vehicular
lane width reductions on South Adams Drive and
Monroe Drive

EXISTING
RETAL BTN | =

®Improve service alleys

*Enhance landscape including  buffers along streer

and ar service alley. 2 /-"' y
s =
#5t. Armands “brand” streetscape on adjacent streets. ""'/// Iﬁ__ 2
- o e S T
*Provide public restrooms and information kiosks KRORFFALE
> L T-LRALK PLANTLL
within p:tkul}: structure.
RARED MANTIR
iAqua Quadrant - Concept A kg
Spaces
Existing Surface Lot 248) I-I>J
Proposed Structured - Grade Level 190} =
Proposed Structured - Level 2 226 fa]
[proposed Structured - Level 3 226 <
Proposed Surface Lot o =
[Total Propesed 642 =
|Gain (Above / Below Existing) 394 I
= XTI =
Ilncrcas:,d Need = 0 sf retail q ATTAN WUTLDRCS )
et
[Net Gain 394) bt

MONROQOE DRIVE \

Figure 4-2: Aqua Quadrant Concept A

< HEIDT & ASSOCIATES, INC Development Opportunities
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

AQUA QUADRANT - CONCEPT B
Structured Parking with Retail Perimeter
* Provide additional on-street parallel parking along
surrounding streets through re-seriping and vehicular
lane width reductions on South Adams Drive and
Monroe Drive

= Improve reserved employee parking.

*Enhance landscape including buffers along street
and at service alley.

5. Armands “brand” streetscape on adjacent streets,

*Provide public restrooms and information kiosks
within parking structure.

* Provide additional retail opportunicy.

Aqua Quadrant - Concept B

Spaces
|Existing Surface Lot 2484
Proposed Structured - Grade Level 98
Proposed Structured - Level 2 22
Proposed Structured - Level 3 22
Proposed Surface Lot 27,
Total Proposed 57
Gain (Above / Below Existing) 32:l
|Increased Need = 35,700 sf retail 102
[Net Gain 224]

JOHN RINGLING BOULEVARD

EXIETING
WETAIL BUILENNES

FROSURED
- STRLCTURED
FARETNG
(VTR RETAR

XTI
RETAL BALIMNG

T e

MONROQE DRIVE

~ HEIDT & ASSOCIATES, INC.

FILOPURLD ONE STORY RETAIL
FLOOR ARLA = 32 8F

= Tt T
-AT-LRADE RLANTIR

AP RANTIR
TAVERS |

SOUTH ADAMS DRIVE

WATEN |u\1 URE

Figure 4-3: Aqua Quadrant Prehmnary Concept B

Development Dpportunities
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

AQUA QUADRANT - CONCEPT C
Structured Parking with Retail Terminus

= rovide additional on-street parallel parking along
surrounding streets through re-seriping and vehicular
lane width reductions on South Adams Drive and
Monroe Drive.

#St. Armands “brand” streetscape on adjacent streets,
and comer plaza.

* Parking structure spans extension of Filmore Drive.
® Landscape buffers along street and service alley.

*Provide public restrooms and information kiosks
within parking structure.

* Provide additional retail opportunity.

Aqua Quadrant - Concept C
Spaces

|Existing Surface Lot 2484
Proposed Structured - Grade Level |4GI
Proposed Structured - Level 2 148]

Proposed Structured - Level 3 157

Proposed Surfuce Lot 0)

Tatal Proposed 453

Gain (Above ! Below Existing) IDSI
Incrensed Need = 48,000 sf retail 13TI
Net Gain 68]

JOHN RINGLING BOULEVARD

)y
i

EXBTING
RETAIL PUILINNGY

CRIFAWALE
AT-LRAIE FLANTER

TABED MLANTER.
~ - PAVIRS
PROFCATTS 1
STRUCTURED
PARKING | | gj
o =
’ % |
2 !
EXINTING PRURCRED THIEE < |
i STONY RETAIL
METAIL BUILTHNGS o JIORYRBTAL E
n

PRUPORED THREL
NTORY WETAIL
FLENEL ATLES = miuws 5F

MONROE DRIVE

Frgure 4-4: Aqua Quadrant Prebmnary Concept (
4 HEIDT & ASSOCIATES, INC Development Opportunties

Strateg Panning Group, Inc. S0y Lincks & Assoctates, bnc A +7



MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

AQUA QUADRANT - CONCEPT D
Structured Parking with Entry Retail
*Provide additional on-streer parallel parking along
surrounding streets through re-striping and vehicular
lane width reductions on South Adams Drive and

Monroe Drive.

*Enhance landscape including  buffers along streer
and at service alley.

=5t Armands “brand” streetscape on adjacent streets,

*Provide public restrooms and information kiosks
within parking structure.

* Provide additional retail opportunicy.

IAqua Quadrant - Concept D

Spaces
JExisting Surface Lot 2454
Proposed Structured - Grade Level 7
Proposed Structured - Level 2 15
Proposed Structured - Level 3 1
Proposed Surface Lot
[Total Proposed 41
Gain (Above / Below Existing) lﬁq
Jincreased Need = 18,000 sf retail sif
Net Gain 17|

Figure 4.5: Conceptual Filmore Entrance from Cirdle

JOHN RINGLING BOULEVARD

EXTTING
RETAIL BUILINNGS

TRITRALE
AT-GRADE PLANTIR

ASEL LANTER
PAVERS
PROROISED O
STORY RETAR w
2 |
| v
' B>
i <
‘ PROPUSELD ONE a |
| STORY RETAIL I |
XINTING | FLOOR AREA = wiwns s ,
IETAIL BLILPANGS | :
' " Pt O |
PROFORED b

ATRUCTURED,
UL

WATER EATURE

MONROE DRIVE

Fagure 4-§ Aqua Quadrant Prebmanary tmpt D
§ - HEIDT & ASSOCIATES. INC Development Oppostunitics

: Strategy Planmmg Group, Inc. T4 Lincks & Associates. Inc A 4-8



MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

GOLD QUADRANT - CONCEPT A
Structured Parking
*Provide additional on-streer parallel parking along
surrounding streets through re-striping and vehicular
lane width reductions on North Adams Drive and

Madison Drive.

®*Enhance landscape including  buffers along streer
and at service alley,

= 5t. Armands “brand” streetscape on adjacent streets,

*Provide public restrooms and information kiosks
within parking structure,

|Gold Quadrant - Concept A
' Spaces
[Exiﬂing Surface Lot 202
Proposed Structured - Grade Level 106
posed Structured - Level 2 142}
Proposed Structured - Level 3 142
Proposed Structured - Level 4 142
Proposed Structured - Level § 1424
posed Surface Lot 55|
[Total Proposed mn
(Gain (Above / Below Existing) SI:I
|increased Need = 0 sf retail
Net Gain 527|

Figure 4-T: Concepwual Structured Parking Entrance from North Adams

MADISON DRIVE

PROPOSED
STRUCTURED
PARKING

LS

FUTURE FIRE

RATED FLANTER

/M\!l‘u

TATION

TEWALS

METALL BUILIRNGS

EXITING UTILITY
BN

~AT-GRADE FLANTER

NORTH ADAMS DRIVE

& HEIDT & ASSOCIATES. INC

- "

Figure 4-8: Gold Quadrant Concept A

Development Opportunities
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

GOLD QUADRANT - CONCEPT B MADISON DRIVE /
- - . { -

{
PROMOSED WATIN
FEATURE

utT FANT

Surface Parking and Retail RN i y

® Provide additional on-street parallel parking along
surrounding streets through re-striping and vehicular
lane width reductions on Norch Adams Drive and

FIROFUSEL ONE STORY RETAIL
FLORML ATLEA = (0350 5F

Madison Drive.

=lmprove service alleys including reserved employee

INFORMATION NODE

£ | | " | ) |

parking,

sEnhance Lindscape including  buffers along street

and at service alley.
=5t Armands "hrand” streerscape on adjacent streets.

* Provide public restrooms and information kiosk

FUTURE FRE
ATATRN

* Provide additional retail opportunity.

(Gold Quadrant - Concept B A
AMPOWEE -

Spaces PARKING CRIPAWALK

|Existing Surface Lot 2024 ,uu/n’-‘.:a'::::m: T CRANLILANTIN
Proposed Structured - Grade Level .

Proposed Structured - Level 2

Proposed Structured - Level 3

Proposed Surface Lot 13 B i

(Total Proposed 13 BLILDENG 2

Gain (Above / Below Existing) JJ

Jincreased Need = 18,250 sf retail 52|

INtl Gain -118] e PRI RESTREN M

NORTH ADAMS DRIVE

~ B =3 - b

JOHN RINGLING BOULEVARD

Figure 4% Gold Quadrant Concept B
HEIDT & ASSOCIATES. INC Development Opportuntes
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CHAPTER 5

SENSE"OF PLACE




MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

OVERVIEW

A goal of this Master Plan is to create a Sense of Place
and identity for St. Armands that allows recognition
and recall of the Circle as distinct from other places.
Wayfinding is defined as knowing where you are, knowing,
your destination, following the best route, finding your
way o yvour destination, and recognizng vour destination.
Wayfinding assists physical navigation and  cognitive
mapping, and therefore makes a place more pleasurable
to inhabir, The sttategy to promote wayfinding systems in
5t. Armands Circle relies on physical elements that help
define user experience. Vehicular and pedestrian elements
are casily recognizable and distinct in a well-designed
community. Both levels are essential because many arrive
to St. Armands by car, park, and then walk o destir

tions,

Distinguishable landmarks, edges, routes, and signage can
enhance Sense of Place,

Roadway and Medians

St. Armands Circle serves as a main thoroughfare to several
of Sarasota County’s barrier islands, Furthermore, St.
Armands Key contains a vital evacuation route. Although
it is both desirable and necessary to provide adequate
vehicular circulation through the Circle, design of roadways
should emphasize the predominance, safety, and comfort
of the pedestrian.  Difficulties arise from the Florida
Department of Transportation (FDOT) standardization
of roadway trearments that does not specifically address
pedestrian high volume urban areas.

Standard FDOT rights of way give little space from the
edge of pavement to the right of way, which limits the use
of large canopy trees on the exterior sides of a street. St.
Armands is fortunate 1o have wide medians thar allow for
more improvement options than narrow medians. Wide
medians as opposed to narrow medians provide more
alternatives o |A|'|=|u.lpr and h.miwapc freatment since
turning cars may pausc at intersections berween medians
before turning. thus decreasing lengths needed for clear sight

lity. It also provides more space to adjust landscape
and hardscape elements ro required spacing. This grearer
width allows St. Armands to make improvements to the
medians and still adhere to FDOT regulations. However,
there arc requirements regarding the spacing and size of
tree trunks, as well as maintenance, within the clear sight
windows, These windows are relative 1o speeds and differ
among intersections on the Key. FDOT Index 546 clearly

defines these limits. Another obstacle that St. Armands will
tace for improved landscape projects on FDOT roadways is
curbing of the roadways. Requirements relative to frangible
trees, required distances of improvements from curbs and
improvements that may be made on non-curbed roadways
can be found in the most current (2008) FDOT Design
Standards. Curremtly some areas do not have sufficient
curbing for desired improvements.

Roadway surface treauments such as specialized crosswalks,
textured roadway paving, and bulb-outs are allowable
but require compliance approval from FDOT. Several
intersections leading to the Circle do not have crosswalks.
Crosswalks should be added at these intersections to safely
funnel pedestrians to their destination. Crosswalks may
be textured andfor raised o provide visual and textural
warning to drivers. Paving bands may be added in the
roadway, approaching the circle ro slow wraffic, signal a
change of environment, and beautify the madway. Paving
at intersections at the edge of the District boundaries may
be added 1o further slow rraffic, and add 1o the notion of
entrance to St. Armands. The benefits of bulb-ours include
increased pedestrian safety by shortened crossing distances,
provide refuge for pedestrians to pause in crossing, slow
traffic, protect parked cars, and improve intersection
aestherics. Raised bulb-ours as opposed 1o flush-to-grade
bulb-outs provide oppartunitics for pedestrian amenities
such as scaring arcas and focal points. Further traffic
calming techniques, some currently in play at 5e. Armands,
include a perceived narrowing of travel lanes through use
of street trees and on-street parking.

As is typical for most citics and towns, St. Armands will
struggle with wiility upgrades and replacements. The
cost for these items is extraordinarily high and requires
long-range capital improvemenr planning and a financial
commitment that extends many vears. Most common
underground utilities include water lines, storm. and
sanitary systems. Above ground utilitics typically include
electrical, telephone, and cable televisions. Most often,
electrical service dominates the visible urility system while
telephone and cable television lines may be located on
the same pole, or buried. Prior 1o urility improvements,
soil and drainage analysis should be performed. Existing
underground utilitics must be located and evaluated prior
to commencement of any roadway or streetscape project.
The St. Armands community has voiced a grear desire
to bury existing overhead urilities that line the primary
approach along John Ringling B

ulevard s has been a

B =y

Frgure 5-3: Jobn Ringhng Boslerard (Facing West)

Frgure §-4: Exiting Median |

Figure 5-6: Exnting Median 3

Sense of Place

Q_‘ HEIDT & ASSOCIATES, INC
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

project in the works for the Circle for quite sometime. It is
a necessary step to cutbing the roadway, adding a gateway,
and enhancing medians,

Approach and Gateway

The wa
considera

nding system currently  in place  needs
m to aesthetic treatment, prominence, and
locations o establish a clear hierarchy. Approach and
arrival are important atributes that provide a Sense of
Place. Currently, travelers arriving via the John Ringling
Bridge perceive no sense of arrival 1o the Circle. The
presence of the Circle is unapparent unul one is driving
around Harding Circle Park, in part because roadway

treatment across Coon Key lacks thythm and formality,
Power lines centered in the median detract significantdy
from the natural beauty of the area.

Figure 5-T: View North Across Coon Key

An existing fearure currently welcomes you o St
Armands, The “Three Graces™ adorns the median ar the
intersection of John Ringling Boulevard and Washington
Drive. A low curvilinear wall with rexe reading, "5t
Armands Key™ highlights the statue. Across the street to
the north, the St. Armands Key Lutheran Church sign
wall minimizes the median feature, Minimal landscape
15 provided surrounding the statue. A walkway crosses in
front of the statue, however no crosswalk is provided ro the
median. While the existing feature emits a pleasant tone,
it understates the arrival into a culturally and historically
significant place

A secondary approach from Longboat Key atffords views of figure $-12:View North ta Longboat Key figure $-15: Recently Improved Districe Focal Pint

sodded medians with offser statues, and a double row of

palms with intermittent understory trees. However, utility
appurtenances, warning signs, and power lines interfere
with the approach. To the south and west, entrances from
Lido Key serve as minor arnival points. Compared 1o the
John Ringling Bridge and North Boulevard of the Presidents
accesses, these minor points channel 3 much smaller traffic
How. From Ben Franklin Drive, the coconur palm lined
median caprures the tropical feel and the proximity to the
beach, while views along the canal delincate a physical
edge. From South Boulevard of the Presidents, crossing of
an elevated bridge, followed by the prescence of sculpture
in the median, implies approach 1o the District. At the
Districe boundary, both minor entrances have recent

landscape improvements that distinguish them from
adjacent medians. These serve as Districr tocal points,

Figure 5-% “The Three Graces” Figure S-13: Approach from Loagboat Key
¢ HEIDT & ASSOCIATES, INC Sense of Place
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Signage Systems

Standard sign and post assemblies serve as information
sources. Signs arc often placed closely together and some
signs are in poor condition or have twisted around the
post and face away from intended direcrion. These signs
announce directions (1o parking lots, Mote Marine, and
Lido Beach), speed limits, bus stops, handicap parking,
designated curb side parking, street names, and wafhe
flow (stop, yield, etrc.) The abundance and condition of
signs contribute to navigational difficulties, and distract
drivers. Furthermore, the standard post signs do nothing
to build the character and identity of the District.

St. Armands Identity

The history and identity of St. Armands is evident in
clements around the Circle. The sculpture, pink sidewalks,
and shell walkway accents throughour the district connect
5t. Armands with its history. Successful implementation
of the “Save our Statues” program was a good step towards
renewal of Ringling’s vision, The program was initiated
with the 2001 adoption from the Mauonal Register of
Historic Places. The registration as a national historic place
designated Harding Circle and its surrounding medians
with significance in the achievements of communiry
planning and developmenr throughout the 1900, The
sculptures plaved a large role to the history and vision of 5t.
Armands Circle. Over the years that St. Armands sar idle,
the statues deteriorated and disappeared. The restoration
and addition of statues took a giant step towards public
education and appreciation concerning the importance of
St. Armands Circle.

As St, Armands has endured changing times since its
inception, the pink sidewalks have remained in some arcas
and vanished in others. While the faded and cracked walks
are not the originals, the intersection of colored bands
through the landscape echoes Ringling’s vision. Shell

occur o lly throughout the streetscape.
Where present, these walkway attributes create character
and contribute to the unique identity of St. Armands
Circle.

In addition to the Project Team analysis, community input
regarding Sense of Place was included in the Master Plan
to help formulate recommendations.

Community Input
*The District necds better signage.

*Need better signage to direct cars to the parking
lots.

=A gatcway is necded.
= Signage is inadequate.

= Area once had too little signage and now has too
much.

=1t 18 desirable to direct traffic to Lido and Longboat
Key, but this could negatively affect residents.

'W:yﬁndiﬁg should be provided in advance of St
Armands.

* Pedestrian signs should be improved.

* Traffic caliming could be achieved by lane designation
and berter signage.

*Unique theme 15 important

*Landscape should be consistent with Ringling’s
vision,

*Sidewalks should all be the same surface. Unifying
walks with neutral colors are desired.

LI ape 1s very ¢l 1. Need better planning
of trash receptacle placement.

=lLandscape improvements are needed along John
Ringling Boulevard approach from Sasasota.

*Landscape should not obstruct store wisibiliy.

*[ach strect could have its own look, however,
cohesion and idenuty should be provided.

£ HEIDT & ASSOCIATES, INC

- \ i Faal 1
Frgure 5-18: Quadrant Banser Figare 5-21: Hutoncal Medafiion

Sense of Place
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST, ARMANDS KEY
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

RECOMMENDATIONS

The medians of S5t. Armands were originally envisioned ro
bie open park spaces thar would add to patrons’ enjoyment
of the Circle, These medians are currentdy adorned with
statuary, historical references, and tropical landscape.
However, the use of medians as park space has been lost
with lack of accessibility, Furthermore, as discussed in the
Transportation, Parking, and Circulation portion of this
document, traversing from interior on-street parking o

Circle destinations presents challenges in accessibility and
safety. The following median concepts address an increased
appreciation of median features and focal points, enhance
walkability of the District, and improve aescherics.

.
Median Concept A
Concept A proposes 2 median design that is founded A
in the history of St. Armands. It is a variation to Mable
Ringling’s Rose Garden. The concept proposes a parrerre e

garden treatment to the median to reinforce the up-scale
nature of the Circle. Medians would be divided into three
(3) partetre gardens. The center garden would include a
hardscape focal point surrounded by manicured geometric
plantings. The smaller end gardens would display starues,

highlighted by eclaborate planting patterns. Shade trees
would provide comfort for users. Walkways would be
provided along the edge of the median that would allow
patrons parked on the interior of the road to walk through
medians to the nearest crosswalk. The gardens, combined
with edge sidewalks would allow for use of the medians as
true park space.

Figure 5-13: Median Comcept A

f

Frpure 5-14: Parterre Gardes Example A Figure 5-15: Parterre Garden Example B Fogure 5-24 Parterre Garden Example ( Fagure 5-17: Parterre Garden Cester Prece Example

HEIDT & ASSOCIATES, INC Seme of Place
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Median Concept B

Concept B is embedded in the dassical well-known
image of St. Armands Circle and includes lush, tropical
plantings. Statues remain as a focal point for the medians,
but are emphasized with additional landscape. Decorative
walkways on the edge of the median allow access to the
statues. Plaza spaces are created surrounding the base of
the state so that patrons may access and closely view the
sculprure’s features, creating a greater appreciation for the
statues as public art. Walkways are provided in the median
to create safe pedestrian access from parking to designated
crossings. This element of design will provide choices
of route and minimize foot traffic in landscaped areas.
Mative plant massings, accented with tropical plantings
add visual interest and rhythm to the street. Reduction of
sodded areas and use of plants also contribures 1o water
conservation through reduction of irrigation need, and
absorption of rainfall.

While these Median Concepts would require a similar
initial investment, Concept B would likely have a lower,
long term cost for maintenance.,

W, R R T S e B 1 e I O N

/-MHM Crossing

[__I(

Recently Improved Median
Sculpture

|$r

{/;: ﬁﬁ__gﬁi‘;'- ...-
&< ’b' LA

Seating Mara

Figure 5-29: Example of Lush Tropical Plantings at §t. Armands Median Figure 5-30: Example of Mass Median Plantings (with raised planter) Figure 5-31: Example of Palm Lined Hedian

- HEIDT & ASSOCIATES, INC. Sense of Place
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Slreetscape

Streetscape  trearment contributes to the quaiiry or
inefhiciencies of streer life. As stated previously, it is
important to have programmed spaces. St. Armands
strectscape should be divided into three zones, containing
specific clements that contribure o the function of
circulation, site furnishings, and outdoor dining (where
present). Within the CT District, natrow rights of ways
combined with zero front lot lines produce limited sidewal k
space, A twa (2) foor clear area should be provided adjacent
1o the curb to allow parallel parked cars to open and shut
doars without obstruction. A minimum of five (5) feet
shall be maintained for circulation to promote pedestrian
comfort, Seating areas should consist of ample space to
comfortably sit without intrusion from passing pedestrians.
Trash recepracles should be located neatby seating areas to
collect litter that may otherwise be placed on the street.
Seating areas should have some buffer berween benches
and trash recepracles to reduce unpleasant odors,

Frgure 5-35: Exnting Streetscape

ATOE W
‘5 -""%";-J.'-

Frgure 5-38: Existing Streetscape

Figure 5-31: Existing Streeticape

Currently the District 15 void of bicycle racks although,
many patrons arrive by bicycle. Due to lack of bicycle
features, bicyclist are forced to leave bikes leaning against
raised planters or locked to washeans or light posts.
Bicycle facilities should be provided at pedestrian nodes
and strategic locations throughout the Circle. Addition
of these amenities would encourage users of the City of
Sarasora Multi-Use Recreavional Trail (MURT).

Figure 5:37: Exnting Streetscape

HEIDT & ASSOCIATES. INC Serse of Plce
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Figure 535 Streencape Concept A

Figure $-40 Streeticape Concept A - Furnabingy Jone Section Figure S-41: Streetscape Concept A - Dinang Tone Jecton

HEIDT & ASSOCIATES. INC. Seme of Place
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Figure S-42: Streetscape Concept B

Figure S-43 Streetscape Concept B - Furnchings Zone Secoon Frgure 5-44: Streetscape Concept B - Dimng Jone Section

GHEIDT & ASSOCIATES. INC. Sense of Place
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Quadrant Individuality

The four quadrants of St. Armands Circle serve as a basis
for physical and menral mapping reference points. Stores,
restaurants, and features arc repeatedly referenced by
location within a specificquadrant. St. Armands inhabitants
and patrons commonly associate direction with reference
1o quadrant color rather than geographical space. The St.
Armands Circle Association maps illustrate store locations
through a color-coded map. Kiosks displaying the map are
located at north and south surface parking lots and on cach
quadrant near the inner circle, To assist with wayfinding,
respective color-coded banners garnish the streetlights.
These banners in association with the St. Armands Circle
Associanion maps assist with individual's understanding of
physical space and community layout and ease navigation
through the space.

Quadranes  differ additionally through  architecrure,
landscape, and hardscape treatment. These elememts
evoke various sparial feclings and define user experience.
Quadrants offer different spatial relationships in terms
of scale and massing. Sidewalk corridors may be covered
by awnings in some areas and completely open in others,
giving variations in sun, shade, and temperature. Types
and amounts of vegetation present along walkways offer
pedestrian  exposure in mrnc spaces :md concealment
in others. While each N individual
chatacteristics, the many differences are often distracting.
The Design Guidclines Chaprer of this document addresses
strategics to make the Circle cohesive as one entity through
unified elements withous sacrificing character.

Mcmhanuluv:moppmmnuymmpcm:midm

that would bring i and identity to each
quadrant. These opportu nities cmld indude coordination
of features such as | café spaces, café

furniture, building colors, :uclmm name signs, to name
a few. Further quadranc identification and individuality
could be expressed through subtle changes in streetscape
design. Subtle changes may mchlde altmunm in plant
materials and colors. Repeati  may
be individually catered © exh qmdmt.

PURPLE
QUADRKANI

H g Prmay Gutrsay Locatmm

o (1 Duenct focsd Pewny
e Lavdscape Cun Tome
m Lindieape Tanuses Toee
w  Merchunt Lok

@  Prdeiras Dwecrory

o Tehecdar Dwrciory

— Improved Medan
- lmproved Sereetscape
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Approach and Gateway

Traversing the John Ringling Bridge provides a striking
view across the blue waters of Sarasora Bay with occasional
pauses of stately Medjool Palms. Continuing a sequence
of events from the bridge, across Bird and Coon Keys, and
into the Circle would heighten this spatial experience. A
clear arrival point is essential to create decisive entry inro
the St. Armands District. Proposed transition and cue
zones across Coon Key, paired with an entrance feature
provide rhythmic clements that assist in navigation.
Elements should be properly scaled o address both drivers
and pedestrians.

The Project Team has developed a gateway concepr
illustrated below. This coneept propeses a center median
tower with hints to the eclectic architecture of St. Armands
Circle. The Mediterranean archirectural fearures such as
the archway and decorative iron detail are reminiscent
of the Ci [YZan. The use of Key West architectural
features is illustrated through use of sloping metal roofs,
wall ventilation, and dormers and suggests the tropical
location of St. Armands Key. The archway is repeated on
cach side of the street to provide appropriate scale and
pedestrian entrances. The feature as a whole provides a
distinct entrance into (and exit from) St. Armands Circle.
Proposed crosswalks allow pedestrians to cross beneath

the tower and also provide opportunities for imbedded
plaques or other features that narrate the rich history
of St. Armands Circle. The proposed gateway feature
would be located in the median at the i tion of
John Ringling Boulcvmi and Washington Drive, This
location provi cment to the approach of
an area where spetd.s should be reduced, pedestrians may
be present, and important information is posted. Spatial
rthythm leading towards and away from the arrival point is
a key to establish conscious entrance to a place. Repeating
hardscape clements and roadway pavers combined with
median landscape across Coon Key will also signal change.
‘This scenario provides ample room to cuc drivers across

Coon Key as well as create transition arcas between the
arrival point and the District edge, marked by decorative
pavers spanning the intersection. Similar treatment could
be added where North Adams Drive intersects North
Boulevard of the Presidents. A scaled down version of this
feature would address the secondary entrance to the Circle
from Longhoat Key.

& HEIDT & ASSOCIATES, INC.

Figure 5-47: Proposed Gateway and Approach Plan
Sense of Place
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

The feasibility of these improvements first requires
implementation of other Master Plan components, and
phases. Figures 5-49 and 5-51 provide an alternative
pateway concept that proposes to enhance the existing
“The Three Graces” sculprure. Addition of landseape
would provide emphasis to the statue through contrasts
i color and texture. Adding a raised pedestal beneath
the statue and increasing the wall height could increase
prominence of the feature. A sheeting wall of water behind
the sculprure would add texture and visual entrance, and
create a unique backdrop to highlight “The Three Graces.”
This option may be carried over to South Boulevard of
the Presidents, ar the Marzocco sculpture, to create a
gateway ar the secondary entrance from Long Boat Key.
‘The opportunity exists to make the gateways at the above-
identified locations different from each other, or use a
combination of cach.

The recently improved medians serve as District focal
points ar the intersections of John Ringling Boulevard
and Adams Drive, North Boulevard of the Presidents
and Madison Drive, John Ringling Boulevard and South
Washingron Drive, and South Boulevard of the Presidents
and Monroe Drive. These Distrier edge features include
statues paired with lush landseaping. The recent bulb-outs
and landscape improvements establish a palette for further
Improvements,

Frgure 549 Enhanced Gateway at Joha Rimghng Bodevard

Frgure 5-51: Emhanced Gateway at South Boulevard of the Presidents

HEIDT & ASSOCIATES, INC.
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Figure 5-52: Proposed Directional Signage

Signage

The abundance and frequency of existing directional
signage provides an overload of informarion for a driver
entering and passing through St. Armands. This siruation
reduces the effectiveness of signage, especially for drivers
facing distractions of a new environment. Fewer sources
of information in a prominent format are proposed in
Figure 5-52. Signs with multi-pancls would conswlidate
sources of information and assist drivers in understanding
the layout of St. Armands. With this technique, sources
of information become more recognizable and better
serve their function. Improved signage aesthetics would
also be a positive impact on the visual appearance of the
community.

Figute 5.53: Proposed Pedestnan Signage and Directory

Pedestrian signage directs pedestrians to nearby areas, such
as Lido Beach, Harding Circle, destination stores, or the
City of Sarasota Multi-Use Recreational Trail (MURT).
Current directories show only the St. Armands Circle
Association maps. Additional pedestrian signage is needed
to direct pedestrians throughout the Circle. Directonies
should be located along pedestrian paths and at each
entrance to the Circle from parking areas. Pedestrian
signage should be accessible ro all able-bodied and disabled
users. Considerations for brail lettering, hearing impaired
aid, and kiosk height should be incorporated into new
signage systems so that St. Armands has a pedestrian-
friendly environment for all. ‘The proposed’ concept in
Figure 5:53 offers an option for two-sided signs that blend
with the existing lighting £ d the Circle.

Figure §-54: Proposed Decoratree Street Signage

Standard sureet signs may be aesthetically improved

for decorative signage should be integrated with other
; street furnishings and existing cle such as

lighting, as outlined in an adopted design manual.

_ - HEIDT & ASSOCIATES. INC.

Frgure §-57: Exnong Merchant Direcory
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Additional Opportunities

While the techniques described above improve wayfinding
and build a basis for idennry, St. Armands has much more
to offer. With irs rich history, programs may be adopred
to increase these opportunities. The walking sculprure
tour should be embraced, as it has taken large steps w0
reestablish the historical context of St. Armands. Currendly,
several statues are inaccessible and can only be viewed ara
distance. Appreciation of the “Save our Statues™ tour could
be enhanced by provision of walkways and access 1o the

starues.
Examples of additional programs:

=Histoncal facts rour could tell the story of St
Armands and inchude “fun facts” like arcus elephants
bult the first causeway and the park 15 named after
President Harding, Tour may include a brochure
with histoncal photographs and a map, with relevant
locanons, and markers within St. Armands.

"Boramcal tour could mclude plant idennficanon
plaques for tropscal and natve flora May include
brochure with plant images and facts. Opportunity
exist (o educale on INVasive species.

St. Armands could become equally as important as a
culrural destination as it is a shopping destination through
adoption of these programs. In addition, they would give
St. Armands an identity unique from other places and
reach the wayfinding goal 1o assist visitors recognizing and
remembering St. Armands as a distinee place.

Serse of Place
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

OVERVIEW

Design guidelines will provide a baseline for adapting and
enhancing redevelop in St. A ds. The di
range of storefronts contributes to the idenrification and
uniqueness of St. Armands Circle. While it is essential
1o preserve the eclectic image of the circle, it is also

which results in a lack of balance and no canopy coverage
to provide shade for users. 1n addition, the lack of plant
material results in an insufficient buffer berween the
pedestrian and roadway as well as insufficient screening for
outdoor dining. The placement or arrangement of plant
material appears to only relate to cach individual storefront
rather than 'Ilw Circle as a whole.  Variation is important

important to im:gntt a system of unifying cf 5 o provid b variation coupled with
Through the develop and impl of design unifying elements results in 2 harmonious relationship.
guidelines, the unifying aesthetic a]:mmr_x will define the The sel of plant ial correlates to the function

St. Armands brand and reinforce a harmonious “sense of
place”. Consistency, unity, and flexibility within Design
Guidelines should encourage creativity among developers,
designers, and the City in redevelopment or renovation of
propertics within the Circle,

Some of the unique qualities of St. Armands Circle are the
historical features, eclectic ambiance, hardscape elements,
and tropical landscape. There is an opportunity to berrer
enhance these qualities, ‘and enhance less attractive
design elements in an effort ro achieve a finer level of
sophistication.

Consistency of hardscape and architectural elements is
lacking in areas of St. Armands Circle. Hardscape features
that appear to be lacking uniformity are paving, site

and placement. While it 1s essential to develop a palette
nf plants centered on Icmg-t:rm sustainability, it is also

1o ¢ g design principles such as,
color, form, texture, balance and scale.

With the adoption of Design Guidelines, St. Armands
Circle will be provided with a framework for streetscape
design, fagade tion, infill redevelog creating
a sense of place, and general improvements. They will
provide for design consistency that will be implemented
with high quality marerials. Through the visual imagery
adapted by St. Armands Circle, a compatible theme will
create a sense of place tor the Circle. The use of common
design clements such as street and pedestrian lighting,
particular colors of paving surfaces, or fencing materials
contribute to the unity of the Circle as a whole without

furnishings, and their arrangement. The paving d
tend to relate more with cach building entrance rather
than connect to the district as a whole. As the user travels
along the walkway, varying designs and schemes interrupt
the pavement resulting in an incongruent thythm.

addition to the pavement patterns, the paving marerials
appear to differ from cach store resulting in a disjointed
theme and often found in front of one store. Site
furnishings are ial for ace dating users. It is
evident that furnishings such as benches, waste receptacles,
and lighting have been standardized in some arcas of St.
Armands Circle, which tend to be prominent over the

g ipping it of unig
IMAGE
Building Facade
The ob}rcnvc fnr b g facade g is not to
create h vi en buildi buttum:au:v:su:]

and spatial mtc:r.u through :.rdme:ture A minimum
requirement for new construction and building renovation
that is consistent is able to brand a place through proper
maagc Scnse of entry and rhythm is expressed through

non-conforming areas. Formally adopting a standard for
site furnishings, such as street lighting, waste receptacles,
seating, newsstands, bicycle racks, raised planters, exc. will
offer a more unified theme.

While the lush tropical plantings found on St. Armands
Circle add an aesthetic quality: the function, placement,

such as height, scale, massing,
dtrectmnaliry, platforms, and bases,

Diverse building facades provide an eclectic ambiance,
which provides a sense of separation and individuality.

and selection of plant material tend 1o lack
many locations around the Circle, plant material has been
installed and impairs visibility 1o store fronts. Conversely
there are locations where plant material is non-existent,

Although the uniq of the building fagades adds
character as a whole, several hu:ldmg facades, and
ifc y. In fe create distraction by

agnormg d!e historical context and existing building
styles of the Circle. The varying architectural sryles leads

Figure &I lrg Weit H‘;I! Architecture Figure §-1: Outdoor Dining Frgure &-&: Archutecrural Detad

=S

Fipure &-3: Archtectoral Detad Fagure §-4: Aceess to Second Floor Shops Frgure §-8: Street lned wth Pantens Frgure &9 Flasten ca Sidewalk

Frgure &-10: Existing Merchant Directory

Frgure §-5: Exnting Directional i.ignlge
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

10 a2 competition of style. Architectural guidelines serve
as a controlling device to guide future development and
1, 1, nt d L] hasildi

& -3 &

Building Style

The ambiance of a street is characrerized through s
architecrural character. The original architecture of
Ringling’s vision has faded with the passing of time.
Remnants of what once was remain, New construction
and renovation have an opportunity to caprure the unigue
architectural style of St. Armands and create a strong sense
of place.

Roadway Signage and Directional Signage

Roadway signage and directional signage will augment
existing signage and should be constructed to meet the goal
of superior signage design. Itis rec ended that standard
roadway signs include a decorative pole standard to match
the character of decorative light posts in the Circle. The
sign faces and sign heights must meet standards set forth
by Florida Department of Transportation (FDOT). The
sign face may be inset into an FDOT approved decorative
frame. Directional signage will be consolidated into
prominent sign structures, with FDOT approved sign
faces. Signs and other hardscape elements locared within
an FDOT right of way must be structurally designed to
meet FDOT requirements. Non-standard signage will
require a maintenance agreement with FDOT,

Information Kiosks and Pedestrian Signage

The design of informational kiosks and pedestrian signage
should correspond with the St. Armands image through
martching posts. The sign design presented in the Sense
of Place portion of this document suggests embellishing

Varying Sidewalk Width Treatment

Where distances berween the circulation zone and
building face vary, consi ials and colors should
be used. To distinguish entrances and special areas such
as newsstands, or pedestrian nodes, paving patterns may
differ or concrete banding may be used. Paving marerials
throughout the Circle should be similar colors, textures,
and styles with only slight variation allowed to designate
special zones.

Furnishings / Theming

‘Themingand branding for St. A ds may be contributed
to by selection of site furnishing: i furnishings
L TI d* cilde N st. & PO ) 1, ) -ﬂd

connect quad through ! Selection

of site furnishings includes the following:

. B_endicﬁ

= Trash Receptacles

* Planters

*Tree Cirates
=Bollards / Pedestman Lighung

= Plant Materal Palette

* Surface Matenals — Matenals and P

Three concepts have been provided for streerscape
theming, Coneepr A identifies modern  elements;
Concept B embraces traditional elements; and Concepr C
employs artistic elements. Ideas from each of these may
be incorp d into each. Historical, identificarion, and

information kiosks and pedestrian signage with hanging

planters ar the post tops and potted plants at the base.
Banner Program

Banners affixed o existing streetlights identfy quadranis.
The Circle may employ the option to interchange or add
banners for St. Armands scasonal or special events. Durable
fabrics and connecting devices are essential for the long-
term durability of the banners. Adjustable brackets may
be added 1o accommodate temporary banners or various
sized banners.

wayfinding elements may be incorporated into rree grates,
medallions, benches, or pedestrian lighting. Quad

individuality may be exp d through colors and styles
of ported planters, and a plant palette. These subtle
vartances should complement ud'l other so that thythm
and ¢ lities are present throughout the Circle.
Possibilities and combinations of el are endless,
furnishings plan should be well thought, and incorporated

into all strectscape improvements.

figure &1 Farniskings Concept A

Figure &-11: Furnshings Concept &

¢ - HEIDT & ASSOCIATES, INC

Figure 13 Fornihings Concept €
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON 5T. ARMANDS KEY

IMPLEMENTATION
Design Review Board

Various rec dations could be proposed to assist in
the enhancement of historical features, eclectic ambiance,
hardscape elements, and landscape plantings. In an effore
achieve a more consistent image for St. Armands Circle we

advocate the following strategies:

Developing a brand for St. A ds Circle will imp

The Circle's image while establishing a unified theme.
Such branding will derive from features including an
historic mortif, cultural trair, environmental feature, or
a combination.  Upon the determination of a brand,
an iconic symbol will be developed and marketed as an
identification rool.

HEIDT & ASSOCIATES, INC.
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

OVERVIEW
The following tables identify improvement projects in
accordance with the recommendations for the St. Armands -
CT District, The projects are caregorized by the following Strategy
groups:
* Parking and Connectivity (PC)
* Redevelopment Opportunities (RO)
= Sense of Place (51) PCl 2
Understanding unforseen circumstances, the projects are
listed in the most probable sequential order per category, e
which is based primarily by scheduling and availabiliry of
funds.
1.
2
PC2 3
4.
5
6.
I;
&
PCl 3.
4.
-
6.
pCa L
2.
3.

1.

Project Name / Description

On-Street Parking Re-Capture Project
Survey S. Blvd. of the Presidents (between Monroe and S

Washington)
Re-striping and lane adjustments along S. Blvd, of
Presidents (between Monroe & S. Washington)

PC - Parking and Connectivity

Source of Identified Need /
Responsible Party

" Identified in the Master Plan and
supported during Workshop #2 /
LMR & City of Sarasota

Switching parallel to angled parking at selected locations

Surface Parking Improvement Plans
North (Gold) Quadrant Surface Parking Lot

Survey surface parking lot and service drive
Re-stripe as necessary

Improve aesthetics and safety

Improve landscaping & buffers

Improve connectivity to the Circle

Identified in the Master Plan as a
temporary measure until
redevelopment proceeds

Includes potential addition of public restroom faeilities

Surface Parking Improvement Plans
South (Aqua) Quadrant Surface Parking Lot

Survey surface parking lot and service drive
Re-stripe as necessary

Improve aesthetics and safety

Improve landscaping & buffers

Improve connectivity to the Circle

[dentified in the Master Plan as a
temporary measure until
redevelopment proceeds

Includes potential addition of public restroom facilities

Add Valet Parking/Hotel Loading Stations

Re-stnpe as necessary

Proper signage
Valet Kiosk

ldentified in the Master Plan and
supported during Workshop #1
& #2/
LMR & City of Sarasota

Relative Capital Cost / Potential Funding

Time Frame Sivees

. Consultant Fees - $21.5K
January '09 . Construction Cost — $15K
. Funding Source: City of Sarasota

. Consultant Fees - $TOK

Ifzzpo’g]_';{a,:’:; e Construction Cost - $995K
. Funding Source: City of Sarasota

If anplicable . Consultant Fees - $TOK

27%%_’;310 1 . Construction Cost - $1.25M
. Funding Source: City of Sarasota
. Consultant Fees — Included in PC2 and

for PC3
2009 . Construction Cost - S10K

. Funding Source: LMR & City of
Sarasota

HEIDT & ASSOCIATES, INC

Implementation
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

Strategy

RO1

RO2

RO - Rede

Project Name/ Description

Issue RFP for Construction of a Multi-level Structured
Parking on the North (Gold) Quadrant that meets present &
future parking needs (5 level 650 +/- spaces)

1. Includes appropriale strectscape improvements

2. Includes public restroom facilities

Provide Incentive Program for prospective developers. Issue RFP
for Public/Private Partnership for Redevelopment of the
South (Aqua) Quadrant.

1. Alternate Use with Parking

2. Improved connectivity to the Circle

3. Adequate buffers and streetscape

4. Includes public restroom facilitics

P (;ppul
Source of ldentified Need/
Responsible Party (RP)

Identified in the Master
Plan’Merchants Association &
City of Sarasota

Identified in the Master Plan -
Market Analysis to add needed
parking and revitalize St.
Armands/LMR & City of
Sarasota

Time Frame

2009-2010

2009-2010

Relative Capital Cost/ Potential Funding
Sources

Construction Cost - S17K per space
Funding Source: City of Sarasota

. Funding Source: Private Development
Community & City of Sarasota (land
transfer)

G HEIDT & ASSOCIATES, INC
%

Implementation

Stratege Panning Group, Inc. T4 Lincks & Ausociates, he. gy
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MASTER PLAN OF THE COMMERCIAL TOURIST DISTRICT ON ST. ARMANDS KEY

SP - Sense of Place
; 3 . Source of Identified Need/ . Relative Capital Cost/ Potential Funding
Strategy Project Name/ Description Responsible Party (RP) Time Frame Sonrces
St. Armands Design Manual that accurately describes the 5t s
Armands “image” and controls future aesthetic improvements ;ﬂennﬁc:i :;Jnh: M\:rstl‘;sl’r:::::? . Consultant Fees - $75K
SP1 |. Establishes, supports, and protects the St. Armands Image pport g February '09 . Funding Source: Merchants Association
& #2/
2 : st ity
X e Lk iy s i
FDOT Regulatory Signage Study : 3 ’
1. Determine applicable regulatory signs ldentificd in the Master Plan’ v¢, o1 199 _june o Consultant Fees - $25K
se2 ’ Merchants Association & City of ; . ki )
2. Reduce sign clutter Sarasotd 09 . Funding Source: City of Sarasota
3. Implement changes identified
! i i " In coordination |
Burial of Powerlines on John Ringling Boulevard approaching 1ﬂcnl|f:3l g'ulnh: h::,;‘:;;'::::f with Strectscape ~ »  Construction Cost - §IM
SP3 Circle and North Boulevard of the Presidents, including necessary PO & %2 / Improvements | o Funding Source: City of Sarasota, LMR||
curbing of roadway i and Wayfinding and/or Grants
LMR & City of Sarasola Improvements.
Wayfinding Improvement Plan
I.  Survey applicable roadways, storefronts, streetscape, and  Identified in the Master Plan and Planning: . Consultant Fees - $140K
median apponcddueing Workihops 4] | Megen U8 - June | Construction Cost — TBD based on
2. Includes Gateway at John Ringling Boulevard and North & #2/ 09 Final Design
SP4 Boulevard of the Presidents LMR & City of Sarasota Construction: Fundi qg R R
3. Includes Directional Signs By Phase as " un 'Ibnlg T‘:"f“ 1,' ¥.0 I_?;?;.?.n E"
4. Includes Pedestrian Kiosks Includes Construction Funding is passie f’ “:l" Ing on
5. Includes Transition and Cue Zone Medians Documents and Permitting available paraons ol reagway
6. Ineludes Design Development drawings
Streetscape lmprovement Plan ; . o
. ADA Compliance Study Identified in t}!e Master Plan and i‘lanrnng. . Consultant Fees - $75K (Survey cost
2 Establish pedestri level of service supported during Workshops #1 July 09— included in SP4)
3I I; 'I!s dCS da'n ingc mn on't'ﬁ I i November 03 . Construction Cost — TBD based on
sPS 3 Inzrl.:::lgsl:::m?:trsidcwammgl:i;::pr:v;;lcnts MR &Ciyofleascts: || “Consmietan: Final Design
L s By Phase as b s
5. K::?;s“:tndsmpc- hardscape, and fumnishings along Includes Construction Funding is . ;u:gmi %;Eid(;:; :: ::}rDBs?}m and
6. Includes (4) District Medians Documents and Permitting available portions of roadwiy
7. Crosswalk improvements
£ HEIDT & ASSOCIATES. INC Implementation

© Strategic Panng, Group, Inc R Lincks & Assoctates, Ind.
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