MADRAS REDEVELOPMENT COMMISSION

125 SW “E” Street  Madras, OR 97741
Phone: 541-475-2344 Fax: 541-475-7061

|
Agenda
City Hall December 2, 2015
Council Chambers 5:30 P.M.

1. Call to Order

2. Consent Agenda

A. Adoption of Agenda
B. Approval of the November 2015 MRC Vouchers

3. Visitors Comments:

4, Annual Audit Presentation FY 2014-15

Brenda Bartlett, SGA CPA'’s (Auditors will provide a verbal and written report
at the meeting)

5. Urban Revitalization Action Plan Project Update (Video Conference)

Nicholas Snead, Community Development Director
Lorelei Juntunen, EcoNorthwest
Emily Picha, EcoNorthwest

6. Adjourn

Pursuant to ORS 192.640, this agenda includes a list of the principal subjects anticipated to be
considered at the above referenced meeting; however, the agenda does not limit the ability of the
Madras Redevelopment Commission to consider additional subjects. Meetings are subject to
cancellation without notice. This meeting is open to the public and interested citizens are invited
to attend. This is an open meeting under Oregon Revised Statutes, not a community forum;
audience participation is at the discretion of the Madras Redevelopment Commission. Anyone
wishing to address the Commission will need to register prior to the meeting. The meeting
will be audio taped; minutes of this and all public meetings are available for review at the Madras
City Hall. The meeting place is handicapped accessible; those needing assistance please
contact the City of Madras Community Development two (2) days in advance of the meeting.

December 2, 2015
Madras Redevelopment Commission Meeting
An Equal Opportunity Provider
Page 1 of 1



DISBURSEMENTS LIST-November 2015

Madras Redevelopment Commission

Review and Approval
Date Vendor Description Amount
11/11/2015 Coriant LLC 700 Urban Growth Plan Mailers $ 433.35
11/24/2015 ECONorthwest Madras Urban Revitalization Action Plan $ 18,494.68
11/27/2015 Mail Copies and More Foam Board for Open House 3 63.00
11/2/2015 Safeway Open House URAP Snacks $ 19.97
11/2/2015 Erickson's Open House URAP Snacks $ 6.99
11/2/2015 Erickson's Open House URAP Beverages $ 20.38
11/2/2015 Madison Coffee House Open House URAP Meal $ 250.00
11/3/2015 Erickson's Open House URAP Snacks $ 6.99
11/10/2015 SGA Consultants MRC Audit Payment $ 2,000.00
11/18/2015 Great Earth Café Madras Action Plan Survey Gift Card $ 25.00
[Total $ 21,320.36 |

** Committee Review and approval of checks cut in the previous month**




City of Madras Check Register - MRC Mtg report Page: 1

Check Issue Dates: 11/1/2015 - 11/30/2015 Nov 25, 2015 08:20AM
Report Criteria;
Report fype: Summary
Bank.Bank number = 2
GL Check Check Description Check
Period Issue Date Number Payee Amount
1115 11/11/2015 192 CORIANT LLC Urban Growth Plan Postcards- 700 count 433.35
11716 11/24/2015 1203 ECONorthwest Madras Urban Revitalization Action Plan 18,494.68

Grand Totals: 18,928.03

M = Manual Check, V = Void Check



1¢:9v:01 S¢-L1-GL0C

0¢ 0 G

SOA

uswiwo) jdiasay
snje)s jdiesay

16'8¢C
-¢0.42-0¢S-0€0-€0S

16°GS
-€022-025-L01-208

00°Sy
-€0¢2-029-101-¢08

86701
-0182-025-0€0-€09

00°€9
-10¥2-02S-10.L-10L

66'GL
-L0¥Z-0259-G0S-S0S

soChL
-10S2-0¢9-G09-G0S

19°/86
-¥021-025-101-208

¥6°8S
-90%1-029-901-10L

18’882
-20.42-025-0€0-€0S

86Vl
-90¥%1-02S-901L-L0L

fe301 w3y
uogeuIqWod 9 Wy

sai|ddns pue

Jnoues|d James aseydind - IHVMALVYH STIHd

FHAVYMALVH STIHd

uoIssag 0ax3

‘[eA3 enuuy lWes “UlWPY - VZZId SOYVOId

YZZId SOYVOId

xoog 196png - IONVNI4 LNIJWNHIAOD
JONVNI4 LINIJANIIAOD

9SIN07 J|09) 398 YSEM SUBd 9SOH - 3OV

FAYMAHVYH STIHd

9snoH

usdQ Jo} pJeog weod - IHON B S3AIJOD TIVIN
0771 IHON # S31dOD TIVIN

AeQ

Aunwwog Jo} Jeded - IHON @ STIHOD TV
077 IHON @ S3AIdOD TV

9je|d SWeN Od - FHON ® S3IdOD TIVIN
071 3HON B S3IdOD TIVIA

(1390100) seoinieg AlYoN - I T3SV

ERRERS) fo]

beg Jeso |eonoe | Apesy |oned

STV

juswaoeldsy 61T JIMMN - O1¥1O3 73 JA0D
"ONI “0I¥10373 IA0CD OS

wooJ Buluiely ul sexoq s|qed Al ||eisul 0} bnidwig

FHVYMAAVYH STIHd

uondiiosag waj}
awep JOpusp

uebs|y ‘ussueH

SL0c/6c/0l
S10¢/Le/ol

S102/62/0l
gloze/Lze/ol

§10¢/6¢/0L
§l0z/L2/01

§10¢/62/01
sLoz/Le/ol

Sl0c/e6c/0lL
§i0¢/Le/ol

§loz/62/01
S10z¢/Le/ol

SlLoz/ee/0lL
sloz/Le/ol

§102/82/0}
glLoe/ie/olL

§10¢/8¢/01
sloe/Le/ol

S102/82/01
sLoz/Lz/ol

§10zZ/82Z/01
§10zZ/92/0L
Buipiodas 6601
sjeq 3sod
3jeq aseyaind



LZ:9v:0L G2-11-GL0C

auoyd sy} JeAo uonoesues]

ON

juswwo? jdiessy
snje}g jdieoay

og 0 0l

00°682
-€022¢-0¢4-101-¢08

00°ss¢
-€2¢1-025-101-208

(06'69)
-10t¢-02S-101L-208

L6'61
-€02¢-025-104-10L

L8°LLL
-¢0.2-025-902-90¢2

Sk'ie
-¢0.2-025-020-209

86'G01
-0182-0259-0€0-€0S

06°L6
-€00€-025-060-60G

LL9C
-L0¥-025-0€0-€0S

90°0S
-L0¥1-02S-0€0-€0S

ceclee
-1091-0¢G-10}-508

ejo] way)

uoneuiquwoy 9O way

MeT Jloiked :uosajquo] “H-40gvT 40 NY3dNg
06€8 HO4V1 40 NV3dnd

80O SIOABJN 10} JOYUL SSSIIM - LNYNIAOD
1N10S ADOTONHOIL LNYNIAOD

uaiey)
10} s1emol4 UpalD - AN3IH JOHS LdI1D SHOS

aN39 dOHS 1419 SHOS

dvdn 8snoH uado- IHOLS AVMILVS
709610003401S AVMILVS

sbej4 MOd [euowspy
suessjoA- HANNVE ANV OV SH3NT3

77 H3INNVE ANV OV1d SH3INT3

JebueH
BlIM 0} duD pIoD GL 1L - O1YLOF T3 LLVd

GL1 O1¥L0313 Livid

(roN
-00) S82IMIBG JUBIOWT JOM3S - YNITAYNLNID

ANITAYNLNID

(AON-100) seoIMeg Hodily - NYEAVYOXEaN3g
¥O ‘aN3g aNVEavoyaan3d

|19saipoig VO ¥1 - 1O NOSHVO
¥0D - ONI 09 110 NOSHVYD

[esaipolg VO S¢ - 1O NOSHVO
¥OD - ONI “09 110 NOSHVO

papus|g [oueyig UON VO 00} - 110 NOSHVO
¥0D - ONI “00 110 NOS¥VO

uondiiosaq wsajj
Awep JOpusap

uebaspy ‘uesueH

SL0Z/v0/L L
S10z/€0/LL

SLog/vO/LL
S102/20/L1L

SL0Z/v0/LL
SLoc/ie/olL

GL0e/vo/LL
S102/2o/L1

SL0C/vO/LL
S102/20/L 1

SL0C/vOrLL
SlLoc/e0/L L

SLoc/vo/LL
S102/e0/L 1

SL0Z/v0/L L
§102/c0/L L

SL02/vo/LL
SL0z/eo/L

SL02/v0/L 1
S102/20/L1

SLOZ/HO/LL
SL0Z/20/LL
Burpodai 6601
ajeq i1sod

ajeq aseyaind



LE:91:01 G2-11-SL0C

juswiwo?) 3diasay
snjejg 1di2oay

o€ 10

Ll

0cov
-¢0.¢-0259-902-90¢

0z9
-€022-025-901-10}

95°LS
-L06¢-025-101-508

8€°0¢
-€02¢-025-104-1L0L

00°ee
-100€-0¢S-201-10}

9L'le
-L0¥1-025-902-90C

§g'8sz'e
-L0¥1-029-0€0-€0G

6l8l¢
-¥082-025-0¥0-¥02

oL’le
-10¥1-025-902-90C

0schi
-LOL1-025-10L-+08

66'9
-€02¢-02S-104-10L

[ej01 way
uoneuIqWoY 19 ws)

JopIoH

yseq ‘subig wojsnd - IHON B S3IOD TIVIN
077 340N ® S31d0D TIVIN

Juo) Buliold JepuiayQ xes - isepealg
O NODIHO 0€€0L# SMONGHVLS

Jano abueyo aln JSUIAN
€1L00# aYMHOS S31

sabelonag asnoH uado dvdn - SNOSMOINT
SVHAVIN ML SNOSHOINT

Buiues|n wonun
SHYINVITO SMONS

(10)

C# IN0g-B-punoy MOLEA - D14 10373 TVILIN3D
ONI 009 21410373 TVHLNIO

(100) Aemuny poomboq - D140 T13 TVHLNIOD
ONI 002 J1H103 13 TVHINID

(100) 917 - O1YLO3T3 IVHLINID
ONI 00D J1¥.LO3 T3 TVHLNID

(100)

nog-e-punoy MoLEA - O1J10373 TYHLINIO
ONI 00D O1d10373 TVHLIN3O

Bunsa exenp yued - O1Y L0313 SOHE AQMOD
ONI O1dL0373 SOdg AOMOD

doeug asnoH uadO dvdn - SNOSHMOINE
SYHAVIN ML SNOSMOIMI

uonduasaqg wajj
awepN Jopuap

uebsyy ‘uasueH

SL0z/vo/LL
S1L02/20/L 1

SLog/vo/LL
GLOZ/E0/ L1

S102/¥0/L 1L
S1L0z/e0/Ll

SLog/vo/LL
SL02/eo/L L

S1L0c/vo/LL
SLoc/eo/L

S102/¥0/L1
S102/€0/L 1

SL02/vo/LL
SLoc/eo/t L

SL02/v0/L1
S10c/eo/L

SL0C/v0/LL
S1L0c/e0/LE

SLoc/vorLl
S102/e0/L 1L

SLOZ/Y0/LL
S102/20/LL
Buppodai 6601
ajeq isod
ajeq aseysand



L2:9%:0L Se-L1-GL0C

JuswWo?) 3diasay
snjejg jdisaay

1A 4
-€02¢-0¢5-901-101

00729l
-9021-025-0€0-€0S

007001
~€052-025-505-50S

00°0S2
~€02¢2-02¢S-104-10L

092
-0182-025-0€0-€0S
0L’
-€022-02¢S-901-10)
0005
-€062-025-901-10L
86°L
-€02¢-02S-901-10)
18858}
-€0%1-025-101-508

¢8004
-L0¥Z-025-L01-€08

000}
-¢0.¢-02¢S-020-20S

1230 w3y
uoneuIqWIo) T Way

1uoD Buljold JepuayQ Xag - jsepjealq
O NO93HO 0€E0L# SHONGHVLS

L2100 SSL
pue gog @seydind - ONI TvOILATVYNY 3903

ONI TVOILATYNY 3903

SSed sng "d 9oy-1ISNV¥L 1SV S3AVOSYI
/LISNVYL 1SV S3AVOSYO

[ealy @snoH uado dvdn - 334409 NOSIavin
3SNOH 334400 NOSIavA

9si1no)
109 © Jemoyy ybnoy Joj aill - GYMHOS S31

€100# aVMHOS S31

Juo Buiold Japusyo Xas e youn)
¥2880€00 AVMENS

OSOr 0} Od 20lyel | Olpey Jo} Hod Jusey)a
NOLLYDINNNINOD NNLNYND NI

20uaIauo) Buljyold J8puUsLO X8S
Y92 1# V39 YHINVYd

87,01 od 68 #Jop pue siiedal H3IMOd D1410Vd
dNOYD HIMOJ JIdI0vd

(300) sardog s3i0M 21aNnd - ONI ‘YSN HOOIY
ONI ‘'¥YSN HOOIY

alog Bumi- 1 - SYHAVYIN VLN L3TINd
SVIAVIN TVIN3Y 1377N4

uondisosag waj|
SwepN JOpuaA

uebayy ‘uasuey

S1L02/S0/L1
SL0C/Yo/LL

§L0Z/s0/LL
S1L02/v0/L L

SL02/So/LL
SLoe/vo/LlL

S102/¥0/LL
SL0e/eo/Ll

SL0Z/v0/LL
GL0e/e0/L L

Lo/ OrLL
S1L02/eo/LL

S102/vorLlL
SLoc/eo/LL

SLoZ/Yo/LL
S102/e0/L 1L

SL0c/v0/LL
SlL0c/e0/L L

SL0c/vo/LL
SLoz/eo/L

S102/v0/LL
S102/€0/L1
Buiodal 6601
ajed 3sod
a)eq aseyaind



129701 G2-L1-SL0C

0g o ¥i

juswwio) jdiesay
snjejs 3diaoay

VA4S
-¢0.2-0¢S-0¥0-¥0C

09°L2
-€022-025-101-208

[A%:13
-€0%1L-025-L01-508

6669
-018¢2-025-0€0-€0S

Lv8L
-001-029-101-508

z26'7P9'L
-€0¥7L-025-101L-508

99°€6
~€02€-025-020-20S

66'9
-€0¢¢-025-104-10L

S8'8L
-¢0.2-025-0%0-¥02

L¥'965°C
-¢04¢-0¢S-0v0-¥0C

oLevl
-¥0Z1-025-901-10}

lejo] wisj)

uoyeuIqUIOY D WY

JBUBSI0 MOPUIM oni}- JHVMAHVH STIHd
FAVYMAHVH STIHd

Sy3d B3N
Bulutel] :eaWEND "g/uoss|qwo] Y - S0D3Id

NIHOLM LIbIdS sO93id

sued 0Sz4 PI0d S9#-QHO4 S B SL
adod s ® sl

(neq) Aunosg doys J109 -LaV
JNOH ¥NOA 10310dd-Lay

Ja)sN|D Juswingsu| soejday
gdo4ds@®sL

dsul
jopx sitedas 12,01 od 68 # YIMOJ O1410Vd
dNOY¥D YIAMOJ DI410Vd

Pl| Xoq I8jaw 8seyaind - AN3g-ddNS TOSNOD
aN38-ddNS TOSNOD

lesiy
Hodiiy Je malns)u| Jopjoyadels - SNOSMOIYI

SYHAVIN ML SNOSMOIH3

Jdoams sanolb - SYHAVYIN TVLNIY 137INg
SYHAVIA TVINTY 1371N4

SH[BMSS0I)
‘IS g 10} dNise|d [eulsy L 'ONIAVE.L LNITS

"ONI ‘ONIQVHL LNIT4

S30IMBS AON - ANVEAVYOJgdN3g
{0 ‘N39 aNVEavoydganN3d

uondirosaq way)
SwieN JOpusap

uebapy ‘uasueH

S102/90/1 L
S1L02/v0/L 1

S102/90/L L
S102/v0/L1L

G102/90/L L
G10e/so/L L

S102/S0/11
SLoc/eo/L

S102/S0/L L
S1L02/e0/L 1

S102/S0/1 1
S102/v0/LL

G102/s0/L
GL02/v0/tL

S102/S0/1 1
S1L02/e0/L 1

G10eg/so/i L
S1L02/v0/LL

§102/S0/11
S102/v0/L1

GL0Z/S0/L1
GL0Z/E0/ L)
Buipodai 6601
8jeq 3sod
ajeq aseyaing



L2:9¥:01 S2-L1-GL02

0g Jo €z

0c'L8
-10¥7¢-0¢S-101-208

€9°0¢
-€0%}-025-101-508

009
-#001-02S-101-508

000002
-£001-025-10.-10.

0911
-€02¢2-0¢cS-101-€08

009
~#001-02S-101-G08

009
-¥001-025-101-508

ve'LL
-10L1-025-1L0L-¥08

0006
SOA -€022-02s-10L-208

95°LS
-,L062-0¢5-101-508

42514
-10¥2-025-101-208

juswiwo?) jdiesay [ejo] way)
snjejs jdiscay uoyeuIqWo) 19 way

18101 ‘S|PMO1 - A1ddNSBYIAdVd H3JINNP
AlddNS®H3dVd d3dINNP

Yolms osjenbe z/ # D3 TVHINID
00 LNINWdIND3 TVI3AN3IO

Usem 1eQ 209 USA
2201200 NOJAIHD

juswAheq
Ipny OH - SINVLINSNOD SYdO VOS

SINVLINSNOD SVdO VOS

Buiuiesy Josiasedns
8SBYoINd - 13 LOH SY3IHLVYId NIAIS

13LOH SY3HLV3d NIASS

Usem 1ed 00l USA
2201200 NOYAIHO

ysem 1ed |09 YA
2201200 NOYUAIHO

(noN) sao1ag JEIN JajemalseAn - NINIT NOISSIN

N3NIT NOISSIN

asdijo3 Jejog :Buies|y youn - AYMENS
12891100 AVMENS

JanQ 9buey) saull JBJUIM LOL YSA
€L00# 9VMHOS S31

suad

‘sadip X0I0]D ‘XBUSIY H00IS PIeD - STIdVLS

1034Ia S31dV1S

uondiosaqg waj|
awepN Jopusap

uebay ‘ussuey

sLocreL/Ll
SLOZ/LL/LL

Slocrel/Ll
SLOC/Ok/LL

SLocrel/vl
S102/0L/LL

sLocrelivk
SLoc/oL/LL

SLocreL/Ll
S1L0c/0L/LL

SLocreL/Ll
SLOZ/0L/LL

SLozreL/LL
SLOZ/0L/LL

SLog/LLLL
SLog/oL/LL

SLOZ/LL/LL
S1L0c/60/1 1

SLOZ/LL/LL
SLoz/oL/LlL

SLOC/LL/LL
SLOZ/oL/LL
Buipodal ge0L
@jeq 3sod
ajeq aseyoand



Le:9v:01 G2-L1-GL02

juswwo?) 3dieday
snjejs jdieday

0 0 L2

0098}
-¥021-025-060-60S

958’9
-L0¥2-025-101-€08

€L°119
-1091-0¢5-L01-508

08’61
-0182-025-0€0-€0S

09'vS
-€02¢-025-505-G0S

00°se
-€022-0¢5-104-10L

6.6/
-81¢1-0¢5-L02-202

S0'LL
~10¥2-025-101-208

L9°18¢
-€0¢2-0¢S-L01-€08

00°c6lL
-902}-02S-020-205

6e°L)
-€0¥1-025-101L-508

[ejoy way
uoneuIqWoY T WAy

sauoUd $$9[pI0D HodilY - STIdVLS

103410 S31dV1S

slesel3 aseig Aig - S31dV.LS

10310 s3dV1S

[ouey)3 uoN

O 00L/1es3lpolg © €61 ‘€180 Od - 110 NOSHVD

110 NOSHVYD dd0d

8SIN0J J|09 10} YsBM MOPUIM - OLNY SYHAVIN
S1¥vd O1LNY SYHavin

A3( OIWOU0oT

191804 "IN /M BYA YoB L - HLYVYE LYIHO
HUVN ANV 34VD HLYVYT LY3HO

pied

W9 Asning ueld Uonoy Sselpei - H1MVY 1V3IHO
MHVYN ANV 34VD HLYVY3 LY3HO

1003 AepljoH

:panolddy 1ouno) :smog umojumoq - NOZVINY
SL1IANd 3OVIdIIN NOZVINY

s1spjoypse) pue piekuer] - XyINIOI440
68ZSB6EHNI LD XVINIOIS-H0

spionsad

:Buibpo Bulutes] :jjeyaIng °r - GQYVALYNOD

AAOTT QAVALINOD

Jarep Bunjuld v/d 1A - YNOJINN
ANVJINOD HOYY3ISTY YNOdNIN

aNN ¥3dv3dds 109 66 # OLNY SYHAVIN
S14Vd OLNY SYdavin

uondiosaqg wisy|
swe) JOpuap

uebapy ‘uasuen

Sioc/oc/Ll
sLoc/eL/LlL

§102/02/L1L
glLoc/el/Li

sLoz/eL/LL
SLoz/8L/LL

sloz/el/LlL
SLoc/8L/LL

siLoc/eL/Ll
SL02/8L/LL

sLoz/ieLiLlL
glLoc/8L/LL

SiLoc/eL/Ll
SL0c/8L/LlL

Sloc/el/Ll
SLoz/8L/LL

SLoc/6L/LL
GL0c/8L/L1

SLoc/eL/LL
SL0c/8L/LL

SLOZ/6L/LE
GLozZ/8L/LL
Buipodal 6601
aje( jsod
ajeq aseyaind



Madras Action Plan Update

Madras Redevelopment Commission
December 2, 2015

ECONorthwest

ECONOMICS « FINANCE « PLANNING




SEPT OCT NOV DEC JAN

Gather Investment Prioritize Projects and B
Input on Framework and Confirm Investment Ar?' t a|r=‘>| A
Priorities Project List Framework LG

A refined, targeted list

A big list of projects...

TECHNICAL
ANALYSIS

PUBLIC
OUTREACH

ADVISORY
COMMITTEE

Cost Analysis of projects...

2006
Progress
Report TIF _
Generation
Retail Needs Analysis
Analysis
Public and Public
Stakeholder Outreach For each project,
Outreach Investment (Nov refined:
(interviews) Framework and Workshops) Name
Guiding Principles Description
Rationale
Advisory Advisory Partn_ers
Committee Committee Phasing
Input Input Cost Estimate

Funding Sources
Next Steps



 Public Outreach

— Interim survey results draft urban design framework
(have these from WM)

— Qutreach with Hispanic community

* |nvestment Framework, refined

— Development opportunities (WM content)
— Criteria

* |nitial results of the baseline financial analysis
* Refined, prioritized list of projects



Remaining Public Outreach

e Qutreach with Hispanic community
* Diversity coalition meeting (mid December)

e Surveys:
— Community survey: 90 responses
— Employee survey: 70 responses

— Spanish-language survey (close date end of
December)



Community Survey

How long have you lived in Madras?

Less than two
90 responses as years

%

of Nov. 20 2-5 years

12%

20+ years
38%

6-20 years
43%



Community Survey

What describes you most?

Work in Madras 76

Live in Madras

Shop in Madras




Community Survey

What services would you most like to see?

Repair shops I 25

Health services (doctor, dentist, vision) | N RNRNRNRNEGEGEE 3
Lodging NN 15

Financial Services I

Laundry/Drycleaning M 6

Salon/Spa 1M 5

Pack/Mail W 2

Other — 43




Community Survey

What food businesses would you most like to see?

prewery/ — 51

Distillery

Restaurant [ S0
Cafe/Deli [N 50
Grocery Store | 00
Butcher [N 18
Market NN 16

Other _ 22




Community Survey

What types of retail would you most like to see?

Brewery/ Distillery — 51

Restaurant [ 50
Cafe/Deli [N 50
Grocery Store | 00
Butcher [N 18
Market N 16

Other _ 22




Community Survey

What entertainment options would you like to see?

Concerts/Live Music

Active entertainment
(bowling, arcade)

Outfitters/Rentals

Other - 9




Community Survey

What do you like most about Madras’?
trlomls

8 oo
(2 4 place I
o ﬁ“%ﬁ‘“ %00"' £

"”}t

flrews

i o
ami A& S Madras® °‘°‘%
i e,ﬁ o, Redmond (o %y,

b iy O v



Community Survey

Three words that describe Madras today?

?&% o

%oy, %
" shabby""’ busmfessegI »«\,S g
663 s« lost riendly 4 ‘{’%

o G Q 9 b ° ey
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Community Survey

What three words you would like to describe Madras?
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Madras Employee Survey

70 responses as

of Nov. 20
| work in
_ Madras, but
I II_Ve and work don't live there.
in Madras. 48%

52%




Where do you work?

St Charies N

School District __ 6
Warm Springs Academy __ 5
Madras High School _- 3
Madras Primary Elementry _- 2
Metolius Elementary _- 2

Jefferson County ESD Il 2

Jefferson County Middle School F 2



How long have you lived here?

20+ years 11
6-20 years | 14
2-5 years

Less than two years




What influenced your decision to live

outside of Madras?

Availability of shopping

Closer to the natural amenities | care about
Quality of housing stock

Quality of schools

Wanted to live in a bigger city

Moved elsewhere before employed in Madras
Closer to family/friends

Spouse works elsewhere

Works elsewhere

Other

Likes living elsewhere

Likes being removed from work




How long is your daily commute?

Longer than 30
minutes

20-30 minutes

10-20 minutes - 3
Less than 10 minutes - 4




How often do you come to Madras on weekends?

Aimost never [ 15
A few times a year _ 4
Once a month _ 4
A few times a month _ 14




What do you do when you come to

Madras on the Weekends?

shop I -

work N <
Event or restaurant __ 5
Movie __ 3
Drive through __ 3
Don't come __ 3

Other — 3




What businesses do you visit most in Madras?
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What would the City of Madras need to

do to attract families like yours?

More retail/lower prices — 12

Safety and Perception [ 11
Housing NG
Better Schools __ 5
Cleanliness/attractiveness I 3
More community events __ 2

Employment opportunities [l 1
Unsure N 5

Other — 5




What other improvements would you

most like to see in Madras? Please



What do you like most about living in

Madras?

Small town feel — 20
o o ke I
(aquatic center, walking
Close to natural amenities | M 18
Lower cost of living | 14
Welcoming atmosphere _6

Other _ 8




What do you like most about Madras?
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The Public Role

Current focus, as
opportunities arise

2006 Plan Projects

SUPPORT

CAT ALYZE

SET THE STAGE

Manage success

* Parking demand management
* Affordable housing

* Code enforcement

Public-Private Partnerships
Fund critical infrastructure projects
Provide incentives (abatements, loans, land
write-downs, etc.)

Recruit developers
Remove regulatory barriers

Foundational activities
Plan for infrastructure improvements and public
amenity (parks, streetscapes, etc.)
Develop incentive programs
Develop vision that reflects market reality
Support existing businesses

Greater
development
feasibility

Feasibility
hurdle

Less
development
feasibility



Action Plan Investment Framework

* Who: MRC and partners
 What: A 20 year vision for the future

* When: Focus on TIF generation and partner
projects in short term; longer-term
Investments in amenities/placemaking

 Where: Different strategies for different
areas

* Why/How: Objective and evaluation criteria




Who: MRC and Partners

_ Residents
Community\ .-

Downtown

Businesses

Ec Dev and
Tourism
Orgs



What: 20 Year Vision for Downtown

Downtown Madras is a recognizable, vibrant
destination with public and private investment
in small scale shops, a mix of restaurants, and
cultural amenities that reflect the area’s
diversity.

Madras’ position as the hub of River Canyon
Country attracts visitors and new residents
who appreciate the community’s commitment
to quality of life.



When: Prioritize TIF

Generate TIF, other goals
(support livability)

Now 5 years 10+ years



INVESTMENT

AREA
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How/Why: Draft Project Prioritization Criteria

e Generates tax increment

. * Supports development on an
~underutilized or vacant site

-~ . Likely to catalyze additional
~ redevelopment
! « Leverages partnerships

* Willing/interested property
owner

 Location in URA investment
core

* Opportunity to achieve
multiple goals
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Project Prioritization

e Surveyed preferences of community
members, business owners, and MRC

— Encouraging development
— Funding physical improvements
* Counted frequency with which different

Investment options appeared in top three
preferences

e Calculated and ranked the weighted
averages of counts



Encourage Development

Recruit department store or general merchandise store 2 1 2 1
Make improvements to storefronts 1 3 6 2
Recruit brewery and/or restaurants 4 2 2 3
Attract developer attention and provide financial support to developers 3 4 5 4
Create new downtown events in partnership with local community

groups 6 6 9 5
Acquire key properties in downtown for redevelopment 9 5 6 6
Support formation of a downtown business association that can

market downtown 5 8 9 7
Increase convenience for visitors by creating a “welcome center” with

clean restrooms, a place to walk dogs, etc. 8 7 11 8
Clarify development processes, including permitting process and

development fees 6 12 4 9
Other 10 11 1 10
Install public wifi 10 9 12 11
Explore possibilities for workforce and other housing in downtown 12 9 8 12
Physical Improvements

Develop new program to clean up downtown, led by local community

groups 1 1 4 1
Make repairs to sidewalks and complete sidewalk network 3 2 2 2
Make pedestrian safety improvements on Highway 97 2 3 8 3
Install street furniture and street trees 4 7 6 4
Install signage to help people find major attractions and promote

businesses 6 4 1 5
Expand downtown flower program, plant new trees, and develop

strategy to maintain downtown landscaping 5 6 4 6
Initiate mural program and other improvements to improve vacant lots

and buildings 7 5 6 7
Other 8 8 3 8




Project Prioritization

Encourage Development Ranking
Recruit department store or general merchandise store

Make improvements to storefronts

Recruit brewery and/or restaurants

Attract developer attention and provide financial support to developers

Create new downtown events in partnership with local community

groups 5)
Acquire key properties in downtown for redevelopment 6
Support formation of a downtown business association that can

market downtown 7

Increase convenience for visitors by creating a “welcome center” with
clean restrooms, a place to walk dogs, etc.

Clarify development processes, including permitting process and
development fees

Other

Install public wifi

Explore possibilities for workforce and other housing in downtown




Project Prioritization

Physical Improvements Ranking
Develop new program to clean up downtown, led by local community
groups

Make repairs to sidewalks and complete sidewalk network

Make pedestrian safety improvements on Highway 97

Install street furniture and street trees 4
Install signhage to help people find major attractions and promote
businesses 5

Expand downtown flower program, plant new trees, and develop
strategy to maintain downtown landscaping

Initiate mural program and other improvements to improve vacant lots
and buildings

Other




Madras Projects (Draft 11/24/15)

Type of Rationale Lead Potential Funding | Comm Meets
Project Partners Needed | Support | Short
Term
Criteria
Recruit department store or Redev Top community need, would help to catalyze other | MRC Edco $$$
general merchandise store to development in downtown
the City
Make improvements to Biz Top community desire, supports existing MRC Downtown biz $$
storefronts support | businesses and creates a feeling of “investment” owners,
in the area. Chamber
Recruit brewery and/or Redev Top community need, would help to catalyze other | MRC Chamber, biz $3$%
restaurants development in downtown owners,
farming comm.
Attract developer attention and Redev Creates a “business is open” climate and allows MRC Edco $$$
provide financial support to Madras to create relationships with local
developers when necessary development partners.
Create new downtown events in | Biz Supports local community and promotes Chamber Local comm $
partnership with local support | celebration of local assets. groups,
community groups (festivals, Chamber
multi-cultural events, etc.)
Acquire key properties in Redev The City can play a role of positioning properties MRC $$
downtown for redevelopment for redevelopment through marketing and
decreasing land costs.
Support formation of a Biz Creates a more cohesive downtown business MRC Local comm $
downtown business association | support | community that can co-market itself. groups,
that can market downtown Chamber,
RARE Program

Increase convenience for Ameniti | Promotes Madras as a good stopping place for OoDOT/ Central OR $$$
visitors by creating a “welcome es travelers with good amenities. MRC Visitors
center” with clean restrooms, a Association
place to walk dogs, etc.
Clarify development processes, | Redev Removes development barrier City Local None
including permitting process and developers
development fees
Install public wifi Ameniti | Increases amenities in downtown. City Local biz $$

es sponsors
Explore possibilities for Redev Creates opportunities for more customers of MRC Local housing $$$
workforce and other housing in downtown businesses, and allowing built form to nonprofits

downtown

look less “empty.”

ECONorthwest



Type of Rationale Lead Potential Funding | Comm Meets
Project Partners Needed | Support | Short
Term
Criteria
Develop new program to clean Placem | Promotes community ownership of downtown Comm. Local comm $ High High
up downtown, led by local aking/ maintenance, allows for creative solutions toward | groups groups
community groups Infra addressing blight in downtown.
Make repairs to sidewalks and Placem | Removes a development barrier and supports City Local comm $$ High Med
complete sidewalk network aking/ connectivity. groups, ODOT
Infra
Make pedestrian safety Placem | Supports pedestrian safety and allows for easier OoDOT ODOT, $$$ High Med
improvements on Highway 97 aking/ movement. Jefferson
(new crosswalks, traffic calming | Infra County
improvements, etc.)
Install street furniture (benches, | Placem | Creates a sense of amenity, especially when City Comm. groups | $$ Med
drinking fountains, etc.) and aking/ coupled with an active ground floor use.
street tree Infra
Install signage to help people Placem | Promotes downtown Madras as a cohesive Chamber Comm. groups | $$ Med Med
find major attractions and aking/ destination.
promote businesses Infra
Expand downtown flower Placem | Promotes downtown Madras as a cohesive City/MRC | Comm. groups | $ Med Med
program, plant new trees, and aking/ destination.
develop strategy to maintain Infra
downtown landscaping
Initiate mural program and other | Placem | Creates visual interest and supports local culture. | Comm. Comm. groups | $ Med
improvements to improve aking/ groups
vacant lots and buildings Infra
ECONorthwest 2
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Background and Purpose

Madras’ Urban Renewal Agency (the Agency) adopted the Madras Urban Renewal Plan in 2002.
The plan’s purpose is to eliminate blight in downtown Madras while supporting new
development through strategic investments. In 2006, the City developed the Madras Urban
Revitalization Action Plan to identify specific actions that would accomplish those goals.
Since 2006, significant progress has been made, and many of the actions in the 2006 Plan have
been completed. The Agency is now undertaking an updated look at implementation in the
Urban Renewal Area (URA), to prioritize incomplete projects and consider new actions that
can be taken to achieve the original plan’s vision and goals in the remaining years of the plan.
EXHIBIT 1 shows the action plan’s timeline.

EXHIBIT 1. ACTION PLAN TIMELINE

H----

2002 2006 2015 2016
Downtown First Urban
urban renewal Renewal Action
area adopted an adopted Stakeholder s

interviews  >Y'V&Y  Open House

Project Ideas

Refined list of projects

The Madras Action Plan Update is an approximately six month-long process that will identify
and prioritize actions in the Madras Urban Renewal Area to catalyze new development. This
includes funding and financing techniques, public-private partnerships, and strategic
investment of urban renewal dollars. This report, which evaluates the market for commercial
development in the area and identifies potential opportunities for redevelopment in the URA,
is one input to that plan update. Specifically, it provides demographic, market, and land use
analysis to inform the priorities in the Action Plan document, with a focus on commercial
development opportunities.

As shown in EXHIBIT 2, the Plan area comprises 308 acres, with the northern boundary at NW
Lee Street and the southern boundary at SW Merritt Lane.

ECONorthwest



EXHIBIT 2. MADRAS URBAN RENEWAL AREA
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Supporting existing businesses and encouraging new commercial development will be key to
the success of downtown Madras. As such, the updated Madras Action Plan Update will
focus on how to: (1) incent private development or leverage public funding to support current
businesses, (2) add to the existing stock of commercial / retail space downtown, and (3)
generate tax increment finance revenues for the City of Madras. This report provides the
technical foundation for identifying and prioritizing related actions. This assessment is based
on existing research and new analysis, and describes the competitive advantages and
disadvantages of the area. The research and analysis will help identify strategies for
overcoming major barriers to the area’s redevelopment.

The report has three parts:

Part 1: Demographic and Employment Conditions

This section describes the demographic trends in the City of Madras that will affect market
feasibility for development in the study area. It defines the market segments that are likely
to generate demand for new commercial businesses and development.

Part 2: Market Conditions

Assesses current conditions within the City for commercial and residential development.

Part 3: Development Opportunities and Needs

Identifies a set of potential opportunity sites for further analysis through the action plan
process and outlines specific barriers that the City and local stakeholders need to address
before new development can happen in the area. This section then provides implications
for the next steps in the action plan process.

ECONorthwest



Part 1.
Demographic and Employment Conditions

This section provides an overview of major economic trends in the Urban Renewal Area, the
City of Madras, and comparator geographies. It includes information on who lives, works,
and travels through the City of Madras. The purpose of this section is to identify sources of
demand for future commercial development in the URA, and serve as the basis for the
recommendations for future development opportunities (both the types of development and
where that development would go).

Overall, the findings in this section imply that there is limited spending power for new,
higher-end retail businesses. However, more could be done to capture sales from: (1)
employees who do not live in the Madras; (2) residents of Madras or surrounding rural areas
who may shop elsewhere creating an untapped market; (3) drive-through traffic en route to
Bend, Portland, or other area destinations. Each of these demand segments has unique needs
and desires, as outlined in EXHIBIT 3 below.

EXHIBIT 3. MARKET SEGMENT NEEDS

Market What They Need Opportunities / Approach to Attracting

Segment

Residents Everyday services Support existing businesses, improve Latino biz support
Food Flex/maker space with retail

Merchandise
Entertainment

Employees  Everyday services Improved mix of merchandise and service offerings
Food
Merchandise

Visitors Services Diversify dining options (brewery)
(visiting Food General merchandise store
nearby Sundries Rental stores/outfitters
attractions)  Gifts Unique products
Entertainment
Visitors Food Diversify dining options (brewery)
(traveling Sundries Local points of interest to keep them in Madras longer
through) Unique products

Demographic Trends

This section provides an overview of major demographic trends in Madras, Redmond, Bend,
Jefferson County, and Oregon. These trends affect demand for different uses in the study area.
Unless otherwise noted, this section uses US Census On the Map data and US Census
American Community Survey (ACS) 5-year estimates (2009-2013) for all geographies.

ECONorthwest



21% of Jefferson County’s
population lives in Madras.

Madras’ population growth
is higher than that of
Jefferson County and
Oregon. However, population
growth in Madras is
significantly less than
Redmond (97%) and Bend
(50%).

Madras’ population is
younger than both
Jefferson County and
Oregon. Almost half of the
residents of Madras are
under 30 years old.

Madras has a higher
percentage of Hispanic or
Latino residents than
Jefferson County and
Oregon. Madras also has a
higher percentage of
Hispanic and Latino
residents than Bend (9%)
and Redmond (12%)

Madras has a higher
percentage of Native
American residents than
Oregon but lower than
Jefferson County. Madras
also has a higher percentage
than Bend (0.4%) and
Redmond (0.9%)

Population, 2013

6,263

Madras

POPULATION GROWTH, 2000-2013

23%

Madras

AGE, 2013
Source: 2009-2013 American Community Survey 5-Year Estimates

Madras 16% 14% 6% 7%
Jefferson
County 11% kL 13% | 10%
Oregon 14% 13% 11% = 10%
0% 20% 40% 60% 80% 100%
®10to0 19 20 to 29 ®30to 39 ®40t0 49
®50to 59 ® 60 to 69 ® 70 and over

PERCENT HISPANIC OR LATINO, 2013
Source: 2009-2013 American Community Survey 5-Year Estimates

34%

Madras

PERCENT AMERICAN INDIAN AND ALASKA NATIVE ALONE, 2013
Source: 2009-2013 American Community Survey 5-Year Estimates

10%

Madras
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Incomes are lower in
Madras compared to
Jefferson County, Oregon,
Redmond, and Bend. The
median household income in
Madras is $38,934, lower
than that of Oregon
($50,229) and Jefferson
County ($43,373).

More Madras residents
rent housing, as compared
to Jefferson County and
Oregon. 59% of Madras
residents rent housing, as
compared to 35% in
Jefferson County, 38% in
Oregon, 44% in Redmond,
and 42% in Bend.

HOUSEHOLD INCOME, 2013
Source: 2009-2013 American Community Survey 5-Year Estimates

36%
30%
25%
32%

Madras

Redmond

Bend

Jefferson County

Oregon 26%
0% 25% 50% 75%
W $24,999 or less $25,000 to $49,999
® $50,000 to $74,999 ®$75,000 to $99,999
®$100,000 or more
TENURE, ALL OCCUPIED HOUSING UNITS 2013
Source: 2009-2013 American Community Survey 5-year Estimates
Madras 59%
Redmond 44%
Bend 42%
Jefferson County 35%
Oregon 38%
0% 20% 40% 60% 80% 100%

® QOwner occupied Renter occupied
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Employment

Madras serves as a regional employment center; those employees present another potential
demand segment. This section provides a sense of the potential spending power for that
group, and also identifies growing industries that might demand space downtown.

The City of Madras has a total of 3,500 employees, according to Census data. The City of
Madras has a concentration of employees in the manufacturing sector (25% of total
employees) with an average annual wage of almost $39,000. Health care, social assistance, and
private education make up 14% of employment citywide and have an annual wage of $41,533.
Retail trade (13% of total) and accommodation and food services (10% of total) have lower
average annual wages, $23,531 and $14,966 respectively.

Overall, the people who live in Madras earn less than people who work in Madras, making
employees an important source of demand for commercial growth. EXHIBIT 4 shows a count of
employees in each industry in the Madras Urban Renewal Area, with corresponding payroll
and average pay per employee.

EXHIBIT 4. CITY OF MADRAS EMPLOYMENT AND PAYROLL BY MAJOR INDUSTRY, 2014

Employees Payroll
Establish- % of Total Average Pay
Sector / Industry ments Number Emp. Total per Employee
Manufacturing 8 910 25% $35,453,887 $38,960
Government 22 706 20% $29,714,614 $42,089
Health Care/ Social Assistance/Private Education 29 494 14% $20,517,303 $41,533
Retail Trade 39 481 13% $11,318,606 $23,531
Accommodation and Food Services 29 368 10% $5,507,434 $14,966
Other Services 49 123 3% $2,023,695 $16,453
Construction and Wholesale Trade 15 104 3% $4,571,289 $43,955
Agriculture, Forestry, and Mining 4 91 3% $4,528,024 $49,759
Administrative and Support Services 8 78 2% $1,875,594 $24,046
Finance and Insurance 14 69 2% $2,615,443 $37,905
Professional Services / Management 16 48 1% $1,400,713 $29,182
Arts, Entertainment, and Recreation 5 40 1% $452,296 $11,307
Real Estate and Rental and Leasing 13 25 1% $589,863 $23,595
Information 4 22 1% $608,523 $27,660
Transportation and Warehousing and Utilities 3 14 0% $1,019,335 $72,810
Total 258 3,573 100%| $ 122,196,619 $ 34,200

Source: City of Madras Quarterly Census of Employment and Wages

EXHIBIT 5 and EXHIBIT 6 show employment information for the Urban Renewal Area.
Notably, none of the city’s manufacturing establishments are inside of the Urban Renewal
Area. EXHIBIT 6 shows retail trade, accommodation and food services, and government as top
employment sectors in the URA.
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EXHIBIT 5. MADRAS URA PERCENT OF TOTAL EMPLOYEES BY SECTOR, 2014
Retail Trade
Accommodation and Food Services

27%

Government

Health Care and Social Assistance and Private Education
Other Services

Finance and Insurance

Administrative and Support Services

Professional Services and Management of Companies
Construction and Wholesale Trade

Information

Real Estate and Rental and Leasing

Arts, Entertainment, and Recreation

0% 10% 20% 30%
Source: City of Madras Quarterly Census of Employment and Wages

EXHIBIT 6. MADRAS URA EMPLOYMENT AND PAYROLL BY MAJOR INDUSTRY, 2014

Employees Payroll

Establish- % of Total Average Pay per
Sector / Industry ments Number Emp. Total Employee
Retail Trade 28 340 27%|$ 7,550,681 $22,208
Accommodation and Food Services 21 294 23%| $ 4,487,030 $15,262
Government 8 214 17%( $ 9,671,174 $45,192
Health Care and Social Assistance and Private Education 13 120 9%|$ 4,180,771 $34,840
Other Services 20 67 5%|$ 1,246,332 $18,602
Finance and Insurance 10 55 4% $ 2,069,584 $37,629
Administrative and Support Services 3 52 A% $ 910,700 $17,513
Professional Services and
Management of Companies 14 49 4% $ 1,320,336 $26,946
Construction and Wholesale Trade 4 29 2%|$ 1,201,297 $41,424
Information 4 22 2% $ 608,523 $27,660
Real Estate and Rental and Leasing 5 17 1%| $ 345,766 $20,339
Arts, Entertainment, and Recreation 4 16 1%| $ 169,771 $10,611
Total 134 1,275 100%| $ 33,761,965 $26,480

Source: City of Madras Quarterly Census of Employment and Wages

The following section provides information on employees and businesses in the City of
Madras and the Urban Renewal Area.

Over 70% of Madras MADRAS INFLOW/OUTFLOW, 2013

employees live outside of
the city. Only 874 residents —_ B
of Madras work within City
limits. Workers commute
into Madras primarily from
within Jefferson County
(62%) and Deschutes county
(14%). Madras residents
who work outside of the City
primarily commute from
other cities, including

Redmond, Bend, Culver, and R

Prineville. Note:The dark green arrow shows people who live outside of Madras city limits but
commute into the city to work. The medium green circular arrow shows people who both
live and work within Madras city limits. The light green arrow shows people who live
within City limits but commute elsewhere for work.
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Over half of people who
work in Madras commute
less than 10 miles into
the City. However, 20% of
workers commute over 50
miles to Madras.

Most workers in Madras
are between 30 and 54
years old.

35% of workers in Madras
work in the Urban
Renewal Area. Half of all
establishments with
employees in Madras are in
the Madras Urban Renewal
Area.

Almost half of workers in
Madras earn between
$15,000 and $40,000 per
year. A higher percentage of

COMMUTE FROM HOME TO WORK, 2013

Greater than 50 miles

25 to 50 miles
10 to 24 miles
Less than 10 miles ! . . 53%
0% 20% 40% 60%
AGE OF WORKERS, 2013
55 or older 25%
30to 54 56%
29 or younger 19%
0% 10% 20% 30% 40% 50% 60%

NUMBER OF ESTABLISHMENTS, MADRAS URA AND UBG, 2014

Source: Quarterly Census of Employment and Wages

134

Madras URA

NUMBER OF EMPLOYEES, MADRAS URA AND UGB, 2014

Source: Quarterly Census of Employment and Wages

1,275

Madras URA

ANNUAL WAGE OF WORKERS, 2013

$40,000 or more

0,
Oregon residents earn over $15,000-$40,000 46%
$40,000 per year as $15,000 or less 349
compar Madras. ' : : : ' :
ompared to Madras 0% 10% 20% 30% 40% 50%
B Madras " Oregon
ECONorthwest 9



Compared to Oregon, a
greater share of workers in
Madras work in
manufacturing. Only 4% of
Oregon workers work in the
manufacturing sector,
compared to 25% in Madras,
or 910 workers.

Workers in the
Transportation,
Warehousing, and Utilities
sectors earn the highest
annual wages in Madras,
on average. Average annual
pay per employee ranged
from $10,611 for Arts,
Entertainment, and
Recreation to $72,810 for
transportation and
warehousing, and utilities.

PERCENT EMPLOYEES BY SECTOR, MADRAS OREGON, 2014

Source: Quarterly Census of Employment and Wages

Manufacturing

Government

Health Care and Social Assistance
Retail Trade

Accomodation and Food Services
Other Services

Construction and Wholesale Trade
Agriculture, Forestry, and Mining
Administrative and Support Services
Finance and insurance

Professional Services and

Arts, Entertainment, and Recreation
Real Estate and Rental and Leasing
Information

Transportation and

0,
Yo,
0%

2%

25%

0%

5%

B Madras

MADRAS UGB AVERAGE PAY PER EMPLOYEE BY SECTOR, 2013

Transportation and Warehousing
Agriculture, Forestry, and Mining
Construction and Wholesale Trade
Government

Health Care and Social Assistance
Manufacturing

Finance and Insurance
Professional Services and
Information

Administrative and Support Services
Real Estate and Rental and Leasing
Retail Trade

Other Services

Accommodation and Food Services

Arts, Entertainment, and Recreation

10%

Oregon

15%

20%

$49,759
$43,955
$42,089
$41,533
$38,960
$37,905
$29,182
$27,660
$24,046

$23,595

$23,531

$16,453

$14,966

$11,307

25%

30%

$0

$20,000 $40,000 $60,000 $80,000

$72,810
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Visitor Market

Understanding what brings visitors to Madras and Central Oregon now can help the City of
Madras boost its tourism in the future. Many studies have attempted to describe the Central
Oregon visitor market and visitor profiles, including Travel Oregon, the Central Oregon
Visitors Association.

EXHIBIT 7 provides an overview of marketable and non-marketable trips to Madras.
Marketable trips are taken by travelers that can be influenced by marketing efforts (e.g.,
international/national visitors, outdoor enthusiasts), whereas non-marketable trips are taken
by travelers influenced by something other than the destination itself (e.g. visiting
family/friends or business). Generally, non-marketable travelers are considered lower-value
travelers, as they will eat fewer meals in restaurants and may or may not stay in a hotel.

EXHIBIT 7. VISITOR MARKET SEGMENTS

Marketable Travelers Non Marketable Travelers
Share of 49% (about half of these travelers 51%
travelers are from Oregon)
What Travel influenced by marketing Little a destination can do to
influences efforts: influence, besides offering
them International/national tourism additional activities
Outdoor enthusiasts Visiting friends/family
Business
What they do | *«29% for outdoor rec * 7% business
*23% for touring * 42% family/relatives
* 18% special event
Wants *Stops on the tour *Things to do while there
*Qutdoor experience without risks * Generally a lower value traveller:
* “Unique” experiences Will eat two meals there a day at
$14-18, may or may not stay in a
hotel

Source: Longwoods, International. Oregon 2013 Regional Visitor Report, Central Oregon

Of all overnight trips to Central Oregon in 2011, about half were marketable trips, and many
visitors come from other areas of the Pacific Northwest. Of all marketable trips to Central
Oregon, 34% come from Portland, followed by Seattle and Eugene.! Most visitors to Central
Oregon are coming in the summer, as about fifty percent of annual Transient Room Tax, a
hotel tax, is collected July through September.

The main purposes of marketable trips to Central Oregon were outdoor recreation, touring,
special events, and resorts. When visitors were in Central Oregon, the most popular activities
included visiting historical places, shopping, hiking/backpacking, cultural activities and
attractions, visiting National and State parks, and camping.? Most non-marketable trips taken
to Central Oregon were to visit family or friends. Some non-marketable trips were business
trips.

! Longwoods International, http://industry.traveloregon.com/content/uploads/2014/11/OR-Central-
Region-2013-Final-Report.pdf
2 Longwoods International
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EXHIBIT 8 shows key destinations from Madras as well as local community assets. Madras is
well positioned in between major visitor attractions in Central Oregon, some of which provide
annual visitor counts. Cove Palisades State Park, a 25-minute drive from Madras, 515,000
visitors in 2014.3 Smith Rock State Park, a 30-minute drive from Madras, reported around
650,000 visitors in 2014.* Kah-Nee-Tah Hot Springs and Family Resort, a 35-minute drive from
Madras, reported 69,000 visitors.®

EXHIBIT 8. MADRAS CONTEXT

/1

Second homes are also popular in Central Oregon. The American Community Survey
provides the number of homes that are vacant for seasonal, recreational, or occasional use.
According to the Census, this category is often referred to as vacation homes, but also
includes corporate apartments ad other temporary residences.® The percent of homes
identified as vacant for seasonal, recreational, or occasional use in Madras is 0.4% of total
housing units, suggesting there are more second/vacation homes in Jefferson County (11.1%

3 Cove Palisades State Park.
http://oregonstateparks.org/index.cfm?do=parkPage.dsp_parkHistory&parkId=24

* Smith Rock State Park,
http://oregonstateparks.org/index.cfm?do=parkPage.dsp_parkHistory&parkId=36

5 Oregon Rural Tourism Studio. River Canyon Country Rural Tourism Studio Baseline Assessment,
October 2012. http://industry.traveloregon.com/wp-
content/uploads/2012/10/1.3.6.1_RCCBaseline.pdf

¢ https://www.census.gov/prod/cen2010/briefs/c2010br-07.pdf, page 4

ECONorthwest 12



of total housing units) relative to the percentage of Oregon housing units (3.4%), but the
homes are located outside of the City of Madras.

Part 2: Market Conditions

In this section, we describe the existing conditions for residential, industrial, and commercial
uses in and near the study area. The analysis provides insight into existing supply and
potential demand for different land uses and redevelopment opportunities. Since the City
recently completed a Buildable Lands Inventory for residential and industrial/commercial
properties, this analysis focuses mainly on retail conditions in the area.

Real Estate Terms

Vacancy All the available space for lease divided by the total space in the defined

rate market. This gives a quick sense of whether it is a landlord or tenant’s market.
It is often an indicator for developers of when to enter or exit a market. Higher
vacancy rates means it takes longer for property owners to lease-up buildings.

Absorption The number of properties that have been leased or sold (absorbed) within a
defined period. The absorption rate divides available properties by the
absorbed properties.

Asking rent The dollar amount the lessor is asking for in order to lease their
building/space/land. It is represented as an annual or monthly amount
depending on the area where the property is located. Most markets reflect an
annual amount while some markets use a monthly amount.

Overall, the market for new development is likely to create feasibility challenges for new,
higher-end construction. For retail, the number and demographics of households within the
City creates challenges for the types of retail that are likely to locate in Madras, given the
existing competitive landscape. Office and industrial uses will locate in Madras if the City has
an advantage over other communities in Central Oregon. For example, some firms may be
attracted to Madras given its lower cost of living, closer proximity to the Portland metro area,
lower rents, or high quality water. Residential development continues to be challenged by the
lack of demand for new housing in the area.

Retail

Business Inventory

The State of Oregon Employment Department conducts the Quarterly Census of Employment
and Wages (QCEW). QCEW data provides data on employment and wages by industry, as
well as the number of businesses in each industry. There are 259 establishments with
employees in the City of Madras as a whole, and 134 establishments in the Madras Urban
Renewal Area.

EXHIBIT 9 shows the breakdown of business types by employment sector in the Madras URA
and the share of employees in each of those sectors. The area features a concentration of
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services and retail businesses (29 businesses, 27% of all employees), along with
accommodation and food service businesses (21 businesses, 23% of all employees). Over half
the URA’s employees work in these two business types.

EXHIBIT 9. ESTABLISHMENTS BY SECTOR, MADRAS URA, 2014
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Source” City of Madras Quarterly Census of Employment and Wages, 2014

Retail leakage analysis

“Retail leakage” occurs when community members spend money outside of their community. By
identifying what types of products residents are purchasing outside of Madras, a retail leakage
analysis can provide some limited information about the types of new businesses and services
the area could support.

ECONorthwest



EXHIBIT 10 and EXHIBIT 11 show the retail gaps for major industries in the City of Madras.
Retail gaps are calculated by subtracting total sales from local retail demand. A positive retail
gap shows local sales are lower than local demand and indicates that the industry may be
supportable in the City. The City’s retail gap is almost -$31 million, meaning residents spend
$31 million outside of Madras on goods and services.

Residents of the City of Madras spend about $41 million on retail goods and services, $46
million including food and drink. In the City of Madras, retailers have around $63 million in
sales and $77 million including food and drink sales. Industry groups in Madras with the most
sales include automobile dealers, auto parts, accessories, tire stores, gas stations, and grocery
stores.

ECONorthwest 15



EXHIBIT 10. CITY OF MADRAS RETAIL LEAKAGE

Retail Industry Sector Retail Gap
Motor Vehicle & Parts Dealers -$15,562,339
Furniture & Home Furnishings Stores $608,964
Furniture Stores $225,824
Home Furnishings Stores $383,140
Electronics & Appliance Stores $661,511
Bldg Materials, Garden Equip. & Supply Stores -$3,622,873
Food & Beverage Stores -$14,831,719
Health & Personal Care Stores $1,318,518
Gasoline Stations $184,718
Clothing & Clothing Accessories Stores $1,918,650
Clothing Stores $1,520,894
Shoe Stores $335,928
Jewelry, Luggage & Leather Goods Stores $61,828
Sporting Goods, Hobby, Book & Music Stores $373,344
Sporting Goods/Hobby/Musical Instr Stores $301,883
Book, Periodical & Music Stores $71,461
General Merchandise Stores $6,366,989
Department Stores Excluding Leased Depts. $2,788,366
Other General Merchandise Stores $3,578,623
Miscellaneous Store Retailers -$2,325,295
Nonstore Retailers $2,912,311
Electronic Shopping & Mail-Order Houses $2,534,079
Vending Machine Operators $52,309
Direct Selling Establishments $325,923
Food Services & Drinking Places -$8,884,152
Total Retail Trade and Food & Drink -$30,881,373
Total Retail Trade -$21,997,221
Total Food & Drink -$8,884,152
Source: ESRI Retail MarketPlace Profile, September 2015
EXHIBIT 11. RETAIL NEEDS
General Merchandise I

Clothing & Clothing Accessories .
Health & Personal Care .
Electronics & Appliance u
Furniture & Home Furnishings u
Sporting Goods, Hobby, Book & Music 1

Miscellaneous Store Retailers _—
Bldg Materials, Garden Equip. & I
Food Services & Drinking Places .
Food & Beverage I
Motor Vehicle & Parts Dealers .
-$20 -$15 -$10 -$5 $0 $5 $10
Millions

Source: ESRI Retail MarketPlace Profile, September 2015

However, there are several retail sectors with positive retail gaps. Notable industries with
deficits in Madras include general merchandise stores (these sell a number of lines of
merchandise such as dry goods, apparel and accessories, furniture and home furnishings,
small wares, clothing stores, electronic shopping and mail-order houses, and health and
personal care stores.
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Regional retail contributes to high leakage rates in many retail industry subsectors. When
deciding what retail would be best for downtown Madras, careful study of regional retail
competition for the intended use will be necessary.

According to local realtors, there seems to be available commercial space available for lease,
and there seems to be significant demand for more shopping (in particular, a clothing store) in
Madras. However, few inquiries have been made about leasing commercial space for retail.
Various explanations for the lack of retail include high City fees and the lack of households to
support it. There have been very few inquiries for restaurant space, but somewhat more
inquiries for general merchandise and grocery stores spaces.

According to Madras’ 2015 Economic Opportunities Analysis (EOA), increases of retail and
non-retail commercial employment will require 117 gross acres of commercial land in the City
of Madras. The City has enough vacant commercially zoned land in the UGB to accommodate
20 years of growth, with 26 acres of surplus land. The majority of Madras’ 28 vacant gross
acres of commercial land is zoned C-1 and CC, with concentrations in southern Madras along
Highways 97 and 26, and in the Middle of madras along Highway 97.

Office and Industrial

The EOA describes Madras’ industrial conditions. Madras’ industrial sector saw the largest
decrease in employment between 2004 and 2013, falling by 530 employees (34%)’. However,
companies have chosen to locate in Madras’ industrial areas, including Erikson Air Tanker
maintenance and manufacturing operations to Madras. Additionally, both Central Oregon
Seeds and Central Oregon Basalt have expanded facilities in Madras. Four companies have
investigated located solar arrays near Madras, both on city-owned land at the Airport and on
privately owned land.

According to the EOA, increases in industrial employment (both general industrial and
airport-related industrial) will require 141 gross acres of industrial land in the Madras UGB.
The City has enough land for this industrial growth over the next 20 years, with 69 gross acres
of surplus industrially zoned land available. All vacant industrial land in Madras is located in
the northern part of the City, near the airport and along Highway 26. About two-thirds of the
vacant land is in two parcels, which would allow large industrial operations to locate in
Madras. Madras has a limited number of smaller general industrial sites, all of which are near
the airport. Industrial sites in Madras will continue to provide critical land for employment
uses within the City.

Future industrial sites will need to be a variety of sizes, and may need to rezone land in
Madras to meet the need for smaller industrial sites. Additionally, the owner of a large
industrial site may be unwilling to sell or lease the property, so the City must evaluate

7 City of Madras Economic Opportunities Analysis, pg. A-21.
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whether the other existing industrial land supply meets the City’s economic development
goals.®

Discussions with real estate agents indicated the Madras was most likely to continue to attract
industrial development over office development.

Residential

Total housing units in Madras have almost doubled since 1990, increasing from 1,374 to 1,927
(2010) to 2,569 units in 2010.° The City of Madras Housing Needs Analysis (HNA) identifies
that although Deschutes County has historically accounted for the majority of single-family
residential development in Central Oregon, Crook and Jefferson Counties are accounting for
an increasing share of single-family development.

Realtors in the City of Madras identified that a lack of shopping in Madras is an obstacle to
bringing people to Madras. In addition, perception of the local schools and a need to
accommodate the commuting needs of others in the household are key reasons why families
choose to live outside of Madras. As part of this project, the City has released a survey of
workers to determine how it could better attract more employees to live in Madras.

The HNA, completed in 2007, identified housing needs for 20 and 50-year population and
employment forecasts. According to the HNA, the City will need an additional 221 acres for
housing and associated public facilities in the 2007-2027 period and 1,997 acres for the 2007-
2057 planning period to accommodate the expected increase in households.!® Some of that
housing could take the form of multifamily development in the core of Madras.

Hotel

Madras has six hotels and motels. ECONorthwest did not complete a full market analysis for
hotels in Madras for the Action Plan Update, but has done recent analysis of hotel demand in
Central Oregon. The analysis showed that the high-end hotel market is tight in Central
Oregon, resulting from a long period with no added capacity paired with the surging Central
Oregon visitor market. Additionally, Madras will continue to see increased traffic on
Highway 97 as trucks seek alternate routes from I-5 and the Columbia Crossing. Half of hotel
business is driven by local population growth (the best indicator is personal income of the
area).

However, the existing seasonality of the Madras hotel market creates challenges for local
hoteliers. The peak season in Madras is from April to October, with much higher vacancies
during the slower winter months, when room rates decrease to up to $30 per night.!! All these
factors show that Madras is unlikely to support an additional hotel within the next five years,
even a limited-service mid-scale hotel.

8 Madras EOA

° Madras Urbanization Report, United States Census

10 ECONorthwest. City of Madras Urbanization Report, November 2007
11 Interviews with local hoteliers, November 2015
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Part 3: Development Opportunities

This section provides an overview of development opportunities in the area. These are the
sites that could accommodate additional commercial development that serves the market
segments defined in Part 1, given the market conditions described in Part 2. This analysis is
based on a technical analysis of development opportunities and conversations with area
stakeholders, real estate professionals, and City staff.

The area has many sites that would be suitable for redevelopment, many of which are located
in the core of the urban renewal area. However, some of these vacant sites are located within
the floodway and floodplain, which prevent development or add additional development
barriers.

Technical analysis

To get an overview of the sites that are most likely to redevelop within the URA,
ECONorthwest conducted a preliminary technical analysis of development opportunities in
the URA, using the City’s 2015 Buildable Lands Inventory layer and parcel data from the
Jefferson County assessor. EXHIBIT 12 provides an overview of findings. Of the parcel acres
within the district, 37% are vacant or partially or vacant and 19% are underutilized (meaning
that their land value is worth at least the value of the structure on the parcel).

EXHIBIT 12. DEVELOPMENT POTENTIAL WITHIN THE MADRAS URA

Acres Percent
Vacant & Partially Vacant 90.9 37%
Underutilized 45.9 19%
Developed 94.4 38%
Public 16.4 7%
Total 247.6 100%

Source: ECONorthwest, 2015

EXHIBIT 13 and EXHIBIT 14 show the Improvement to Land Value Ratio on parcels in the northern
and southern sections of the URA based on Jefferson County Assessor data. This ratio is the
assessed value of improvements divided by the assessed value of the land. This is a
commonly used indicator of potential for redevelopment when the ratio is low, although it is
not the only indicator.

In the northern section, 4% Street from A to E Streets have a number of underutilized and
vacant parcels, particularly at the intersection of 4" and C. There are also many underutilized
and vacant parcels at the northern tip of the boundary along Highway 97.

The southern section of the URA has many underutilized and vacant parcels. Vacant and
partially vacant parcels are prevalent along the southern portion of Highway 26, as well as
scattered along 4th Street between D to ] Street.

ECONorthwest
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EXHIBIT 13. DEVELOPMENT OPPORTUNITIES WITHIN}QRA, NORTH PORTION
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OUTH PORTION
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Implications for Action Plan

The analysis so far finds that: (1) the City can do more to attract unexploited demand
segments such as tourists and workers to the city’s retail offerings, (2) the development

market is challenged, and (3) there are many sites that could accommodate new development.
Given those findings, the Action Plan Update needs to take the following actions:

1. Address Market Barriers to Attract Appropriate Retail Development

This section provides a preliminary description of the “niche” for downtown Madras in a

regional context, and given findings from the research presented in this report. It also better
defines how the Action Plan should be shaped, given the findings in this analysis.

Market barriers: What is keeping this area from redeveloping?

Underused storefronts in Madras’ historic downtown. Madras does have a
concentration of downtown-scale retail and restaurants between B and E Street on
Highway 97, but the presence of underutilized storefronts in this area sends a signal
that the area cannot sustain retail. A critical mass of active retail is critical to retail
success, and fragmentation of retail districts is problematic.

Access to financial capacity among small businesses. Small and minority-owned
businesses often do not have the same access to traditional sources of funding or
investment as other businesses and could use technical support to obtain resources.

Relatively low buying power. About 6,300 people live in Madras, which could be
enough to support a small retail center if other factors align, such as business mix and
site desirability. However, demographics often drive the types of retail that can locate
in an area, and incomes and associated buying power in the area are relatively low.

Competing retail nodes. Madras faces competition in retail from Redmond and in
other regional destinations. The downtown also faces competition for retail from other
retail nodes in Madras.

How can Madras overcome these barriers?

Attracting the demand segments described in this report will require strategic additions to the

existing mix of businesses.

Madras should position itself to attract general merchandise stores that sell
everyday goods like clothes and other dry goods. With a combined retail gap for
general merchandise and clothing stores around $8 million, the national average of
$300 per square foot suggests that the City could accommodate roughly 25,000 square
feet of general merchandise space. With the high amount of retail leakage discussed in
Section 2, it is likely that general merchandise businesses will locate at the northern or
southern ends of the urban renewal area where access is easiest.

ECONorthwest
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* Madras would benefit from additional anchor restaurants and/or a brewery that can
attract visitor through traffic as well as serve a local market. There is already a good
set of restaurants in downtown Madras located along the couplet. However, the area
would benefit from the addition of a restaurant that specifically meets the needs of
tourists and marketable travelers, as detailed in EXHIBIT 3.

* There are likely properties in downtown Madras that can accommodate “flex” or
“maker space” with a retail component. This type of arrangement can buffer
businesses against retail seasonality by allowing the business to produce goods year
round.

* While demand is currently low for a new hotel in the City of Madras, future
investment in hotel capacity will likely be mid-scale and limited service in nature.

* This technical analysis can help to point toward general categories of retail demand,
echoed by community member needs. The City needs to be responsive to businesses
that emerge outside of the status quo, but that support the URA objectives.

2. Strategically Target Investment

Given the concentration of underdeveloped and vacant parcels in the URA and the
downtown, and the evaluation of demand segments presented in this document, the City’s
Action Plan should focus on near-term development opportunities and tenant attraction
strategies. Further, the Action Plan should seek to concentrate downtown-scale retail and
services in a smaller node that has some opportunity sites in it, and consider other kinds of
uses in other parts of the URA.

As the Action Plan is finalized and implementation begins, the City of Madras should be
prepared to be both proactive and responsive as development opportunities arise. Small,
main-street level improvements can invigorate the downtown and civic cores of the City, as
shown in EXHIBIT 15.

ECONorthwest
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EXHIBIT 15. CORE INVESTMENT AREA
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