Downtown Now!
Derby’s Blueprint for Progress

LEARN MORE AT DERBYCT.GOV
Community Voices Workshop
DPZ PARTNERS, LLC
IN CONSULTATION WITH:
CDM SMITH NEW HAVEN
THE WILLIAMS GROUP
URBAN 3
GIANNI LONGO & ASSOCIATES
GOOD EARTH ADVISORS
ROBERT ORR & ASSOCIATES

part 1: presentation
•
•
•

team introduction
what we believe in
what we heard so far

part 2: small group activity
•
•
•

strong places weak places
opportunities for a better downtown
reporting and comments

agenda

Part 1: Presentation

Marina
Khoury

IMPLEMENTABLE | FEASIBLE | DIVERSE |
AWARD-WINNING PROJECTS

DPZ

Xavier
Iglesias

Mike
Weich

Gianni Longo

For the past three decades, Gianni Longo has pioneered the integra

SITE/ENVIRONMENTAL/
TRANSPORTATION
Joe Balskus
Partner, CDM Smith
● Assess existing environmental
conditions
● Assess transportation options

COMMUNITY
OUTREACH
nity engagement
with physical planning.
Gianni
Longo
In 1984 he conceived and developed Vision 2000, a program of com
Principal,
setting GLA
in Chattanooga, Tennessee. This program, at the time the fir
had apublic
profoundengagement
impact on the city’s economy, environment, and so
● Lead

had a transformative impact on the city’s physical environment and
Vision 2000 attracted private and public investments that made Ch
an attractive and vibrant community.

Subsequently, Gianni has assisted dozens of communities
throughout the country in developing their visions of place and com

MARKET STUDY
David Williams & Sue Olivier
Partner, The Williams Group
● Analyze what is market supportable,
developable and thus financeable

In 2002 Mr. Longo conceived and led Imagine New York: Giv
People’s Visions, a intensive program of community meetings and w
vision the rebuilding of lower Manhattan, following the World Tr
edy. The
American Planning Association acknowledged Imagine Ne
LOCAL
LIAISON
the Top 25 Planning Stories Worldwide and awarded it its first Na
Val Ferro
Vision Award.

ROBERT ORR,

Susan A. Olivier
Principal

ECONOMIC ANALYSIS
Joseph Minicozzi
Principal, Urban3
● Provide land value economics
● Calculate property tax implications of
plan options
David E. Williams
Principal

Principal, Good Earth Advisors
The following projects document the depth and breadth of Gian
● Local outreach
t Opt-In, a seven-county land use and transportation regional
with economic development /P3
● Assist
F A initiatives
I Awestern
, LNorth
E ECarolina;
D®
t NextGeneration NYCHA, a vision for adding new affordable h

New York City Housing Authority’s developments;
t Imagine Lubbock Together, a city-wide vision, charrette, and
Lubbock, Texas;
t Vision 2020, OBERT
an economic development
RR vision for Northeast Indi
Indiana;
t Nashville: Naturally! the vision component for Metropolitan N
Plan;
LOCALSpace
ARCHITECT
/ PLANNER
t Kona Community Development Plan, the vision and pub
Robert methodology
Orr
for the County of Hawai’i;
Principal,
ROA
t Ada Village Design Plan and Guidelines, vision and charrette
marketAda
real
plan
options
● Test downtown
Village,
Michigan;
t Rockville’s
Corridor and
Neighborhood Vision and Plan, a p
● Provide
CTPike
planning
guidance
suburban Rockville Pike into a multi-way boulevard, Rockville,
t Community Legacy Revitalization Plan, a strategic plan for Hyatt
t Blueprint Plus, Downtown Vision and Plan, Fort Wayne, Indiana
t Growing Together, the largest multi-municipal comprehensive p
strategy, adopted by 11 jurisdictions in Lancaster County, Pennsy
Mr. Longo is an architect by training and has been published
charter member of the Congress for the New Urbanism and a b
CNU’s New York Chapter.

Publications by Gianni Longo include
Visioning and Visualization: People, Pixels
and Plans, which was named one of the top
ten books for 2009 by Planetizen. The books
provides a toolbox of techniques to integrate
visualizations and digital technology into the
visioning process and enable participants to
make informed decisions.

Sub-consultants

R
O is a 7th gener
chitect and planner present
grounds for the New Urba
with Andrés Duany and Eliz
1982 was honored by Time
sign achievement of its era a
Robert and his firm furnish
sated and pro-bono services
and New Orleans followin
Seaside Institute, a think-ta
ment, Robert also serves o
ganizations in Florida, New

Downtown Kendall

Liberty Harbor

Aqua

As Planned

As Built

DPZ: Quality design of urbanism

EXISTING
CONDITIONS
RETAIL & HOUSING GROWTH
PROJECTIONS

PHYSICAL ANALYSIS & DOCUMENTATION

ECONOMIC DEVELOPMENT
ECONOMIC DEVELOPMENT

EXISTING CONDITIONS

SALES VOIDS

EXISTING STUDY AREA

Sales void
analysis
measures the difference between meaning, typically, that residents are shopping in other
HOUSING
DEMAND
the amount
money
that residential
residents of
a given
area are
and/or
online. Ait positive
represents
Basedofon
Bethel’s
growth
trends
of thecommunities
past 15 years,
we believe
is likely value
that the
likely tocommunity
spend on products
and an
services,
based
their
a sales
surplus
– meaning,
typically,isthat
shoppers
who
can support
average
of 50on
new
housing
units
annually.
This projection
based
on
demographic
and the sales that busi- live outside the given area are making purchases within
several characteristics,
factors:
nesses within that given area are attracting. Generally that area.
speaking,
negative 2000-2014,
value represents
leakage
• aBetween
Bethelsales
gained
1,011–new residents, an annualized growth rate of 0.40
percent. But between 2010-2014, Bethel’s annualized growth rate accelerated a bit, to 0.66
percent. It is realistic to expect that, if conditions remain unchanged, Bethel would absorb new
housing units at a rate somewhere between these two growth rates. But the TOD development
outlined in this plan will likely solidify Bethel’s attractiveness to new residents, particularly to
those looking for walkable, transit-accessible places to live and work, pushing the likely housing absorption rate closer to 0.66 percent annually, or around 46-50 new housing units annually
for each of the next 20 years.
TABLE 12: Retail sales voids in Bethel.
• Bethel’s current household size has decreased very slightly since 2000 and is virtually unchanged
since 2010, even though the household sizes of bothSupply
Fairfield County
and the overall Void
NAICS
Store Category
Demand
state have grown. So, it is realistic to assume that Bethel’s new residential growth will translate
441
Motor
Vehicles
& Parts one
Dealers
$6,031,000
$25,135,000 -$19,104,000
into
demand
for roughly
new housing unit per 2.6 – 2.7
new residents.
442

Furniture & Home Furnishings Stores
$411,000
$3,165,000
-$2,754,000
In terms of the types of housing units for which demand is likely to exist, several factors offer guid443 ance: Electronics & Appliance Stores
$258,000
$3,930,000
-$3,672,000
median
age of Bethel’s
residents
(42.3) Stores
is slightly older
than that of $4,079,000
the County (39.6)
or
444 • The
Building
Materials,
Garden Equip
& Supply
$6,215,000
$2,136,000
state (40.3).
445
Food & Beverage Stores
$18,808,000
$27,016,000
-$8,206,000
• Bethel is relatively affluent, with a 2014 median household income ($83,483) far outpacing that
ofHealth
the state
($67,740)
andStores
nation1 ($53,482).
446
& Personal
Care
$88,353,000
$11,524,000
$76,829,000
•
More
than
four
percent
of
Bethel’s
working residents work$2,476,000
from home-based
businesses -$7,802,000
– not
447
Gasoline Services
$10,278,000
a huge number, but one that has grown by more than 17 percent since 2010 and is likely to
continue
growing
in
the
years
ahead,
given
national
trends
towards
independent
work
and
448
Clothing & Clothing Accessories Stores
$1,982,000
$9,692,000
-$7,710,000
increased entrepreneurship.
451
Sporting Goods, Hobby, Book & Music Stores
$3,019,000
$3,089,000
-$70,000
• Bethel’s existing housing stock consists largely of detached units, and they tend to be somewhat
larger
than the state
and2 national norms – but, with
its median household
size declining
452
General
Merchandise
Stores
$19,952,000
$15,372,000
$4,580,000
and its median resident age increasing, it is likely that demand for smaller housing units will
3
grow.
And, with improved
transit
accessibility, improved walkability,
stronger downtown
453
Miscellaneous
Store Retailers
$1,900,000and a$3,907,000
-$2,007,000
business mix, it is very
likely that demand will grow for housing closer to the downtown core,
4
454
Nonstore
Retailers
$21,157,000
$9,242,000
$11,915,000
with demand for both detached and attached units.
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The TOD area indicating plot lines, streets,
rights-of-ways, wetlands, existing buildings
and large treed areas.

Wetlands
Tree line

$170,562,000

$126,429,000

$44,133,000

722 RETAIL
Food
Services & Drinking Places
$14,981,000
$14,855,000
$126,000
DEMAND
Based on our analysis of unmet market demand in Bethel, we believe that, conservatively, existing
TOTAL
RETAIL
& FOOD/DRINK
$141,284,000
$44,259,000
businesses
within
the TOD
area can absorb $150,000 of new$185,543,000
sales and that existing
restaurants
can
absorb an additional $3,036,000 in new sales right now. Doing so would require only some relatively
Sources: ESRI, US Census Bureau, US Bureau of Labor Statistics, CLUE Group.
modest changes in merchandising, visual merchandising, and store hours.
1 The “Health and Personal Care Stores” category includes drug stores and pharmacies, optical goods stores, health
As Bethel’s population grows, demand for retail goods and services will grow, also. In current year
supplement stores, and stores that sell cosmetics and beauty supplies. It also includes specialized health-related retail
dollars, we anticipate demand for an additional 47,400 square feet of retail space and 4,700 square
stores, such as hearing aid stores, prosthetics stores, and convalescent supplies and equipment. In addition to including
feet of restaurant space from new residents. Assuming the TOD area succeeds in attracting non-resfreestanding retail pharmacies, the category also includes institutional pharmacies.

ident visitors and workers, demand for retail products and services would also increase.

The “General Merchandise Stores” category includes department stores, discount department stores, warehouse clubs,
supercenters, variety stores, dollar stores, general stores, and catalog showrooms.
2

TOD area Boundary (268.7 ac)

Restaurants

Metro North Rail Line

Retail

2013

2014

The ”Miscellaneous
includes
used merchandise
office supply
stores,
Time frame Store Retailers”
New hsg
units florists,
Demand
Eststores,
SF pet stores,
Demand
Est
SF gift and
souvenir stores, art dealers, tobacco stores, and mobile home dealers.
3

5 years

230

$ 527,000

1,100

$ 3,954,000

11,300

The ”Nonstore Retailers” includes businesses that sell products and services via venues other than traditional stores,
10 years
467
1,070,000
2,300
8,027,000
22,900
such as by mail order, door-to-door sales, in-home demonstrations, or vending machines, or by making direct deliveries,
as is the15
case
with home-delivered newspapers
oil.
years
712 or heating
1,631,000
3,400
12,237,000
35,000
4

20 years
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2,211,000

4,700

16,583,000

47,400
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Responsiveness to existing conditions

Downtown housing + retail + office =
Derby economic development
● Housing Opportunities--Opportunity for
new but sensitive housing
● Demographics facts
● TOD has potential
● Derby Business Facts
● Office Opportunities
Largest!Employers
Sikorsky!Aircraft
Coviden
Bic!corp!and!schafer!pens
Peoples!bank
Dianon!systems
Transwich!system
Latex!international
Corporate!management!solutions
Childbirth!center!at!Griffin
Yale
Yale!new!Haven!Health
Southern!CT!State!University
VA!Medical!Center
Stop!and!Shop!

#!employees
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 8,300
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 2,800
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 11,100
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 750
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 385
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 220
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 210
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 200
over!500
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 11,500
over!5000
over!1000
over!1000
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 14,000

location

description

Strafford
North!Haven
Shelton
Bridgeport
Shelton
Shelton
Shelton
Shelton
Derby
New!Haven
New!Haven
New!Haven
West!Haven
North!Haven

Helicopters
medical!devices
Pens!and!paper!mill
bank!hqr
lab!testing
Semiconductors
latex!rubber!products
software!development
maternity!center
University
university
University
Hospital
grocery

Market Analysis: TWG

Municipal Fiscal Health: Urban3

Months 1 - 4
July - November

Month 4
November

Months 4 - 8
November - March

I
Stakeholder
& Technical
Data

II
Conceptual &
Detailed
Community
Plans

III
Revitalization &
Redevelopment
Plan

• Existing conditions

study & technical
analysis
• Conceptual Planning
and Public Input

• 4 - 5 day public
charrette for
conceptual
community plans
• Ongoing public
feedback loops

• Creation of Design

Guidelines
• Final Report and
developer RFP

Project Tasks by Phase
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OPPORTUNITIES

CHALLENGES
•
•
•
•
•
•
•

•
•
•
•
•
•
•

Currently isolated
Challenged access
Site’s history
Surrounding thoroughfares
Visually unappealing, now
Sewage
plant
N
Multiple ownership

The site

Gateway
River access
Greenway access
Proximity to train station
Walk to downtown
Reinvention / parcel size
A positive attitude

Vision Plan must:
• be technically
feasible
• be economically
defensible
• be publicly
acceptable
• lead to an engaged
developer with
equity and a proven
track record

Previous Proposals

CONCEPT VISION PLANS

ENVISIONED CHARACTER

MASTER PLAN

MASTER PLAN

ILLUSTRATIVE PLAN

BUILD A 'SKINNY' STREET
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A view down the proposed midblock pedestrian passage lined with
one-story incubator retail shops and
small restaurants. Envisioned as a
funky, lively passage, it connects two
main Town streets and dramatically
terminates onto the Municipal Center’s entry portico.

Municipal Center

This plan combines the most compelling ideas from the prior
sketch plans into one illustrative master plan.
General Design Goals:
• Work within existing plot lines to ensure each proposed
development can be developed independently.
• Incentivize small-scale, incremental development, in
keeping with the urban character, and market aspirations of Bethel.
• Leverage development around the train station in its
current location, as the most fiscally conservative,and
realistic option.
76 | A Plan for Bethel | Bethel, CT

N
•
•
•
•
•

Library

Pl

New Buildings
Existing Buildings
Open Space
Plazas
TOD Area Boundary
Metro North Rail Line

School St

Connect the wetlands to the trains station and downtown with a regional "bike destination and nature trail”.
Propose four at grade railroad crossings, two vehicular and two pedestrian ones, for necessary enhanced
street network.
Generally, infill buildings along streets to provide a
more consistent urban fabric along sidewalks.
“Implement a “Slow Zone” where cars will travel 20
miles per hour, slowed by a combination of placemaking, thoughtful street design, and traffic enforcement.”
Align public infrastructure improvements to public developments
return to TOC

d Ave

Greenwoo

N
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Developing a Vision Plan
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Intractable Before
Unimaginable After

Imagining Solutions to Intractable
Problems
Local & Lean: ROA

Imagining the birth of the city

Valley’s Past Provides Clues for Livable Communities
A future where communities:
• are multimodal/ provide transportation
choice
• provide “last mile” connectivity
• are walkable and bikable
• have lower traffic levels

Sustainable Infrastructure: CDM Smith

Waterbury

Innovative approaches to
implement contextual TOD:
Naugatuck

1. Low-cost, Complete Streets
strategies
2. A planning process that
measures market demand and
attracts investor interest
3. Quick wins and positive
incremental change
4. A sustainable future that
rediscovers the self-sufficient
structure of the Valley’s proud
communities
Shelton

Derby

Sustainable Future Built on Strong Past

STREET DESIGN

ECONOMIC RECOMMENDATIONS & ACTION ITEMS

INFRASTRUCTURE & TRANSPORTATION NEEDS

IMPLEMENTATION

STREET SECTIONS

Private

Associations

Public Utilites

Wtlnds Commission

P&Z Commission

Municipality

OSTA

ECONOMIC DEVELOPMENT
RECOMMENDATIONS / ACTION ITEMS

CTDOT

RESPONSIBLE / AFFECTED PARTIES

© 2016 DPZ Partners

7’

2’ 5’

bike lane

bike lane

parking lane

sidewalk
parking lane

8’

6’6”

2

Prioritize development of businesses (a) for which unmet market demand exists
and (b) that help expand and solidify the TOD area’s market position with regard
to one or both of these two strategies. Businesses that meet these criteria
include:
✦ High-quality restaurants that, together, offer a broad range of cuisines (e.g.,
seafood, Mexican, Thai, Indian, vegetarian, bakeries)
✦ Arts and entertainment-related businesses
✦ Apparel stores that offer products and services that are unique within the
region (e.g., that do not duplicate products available at national retail chains)
and that can therefore serve as regional destinations. Some examples of
apparel-related businesses that can function as regional destinations include:
✦ Unique and custom leather goods
✦ Custom-designed scarves and clothing accessories
✦ Fabric, yarn, and other supplies for making clothing
✦ Big and tall menswear
✦ Plus-size women’s wear
✦ Athletic clothing and accessories
✦ Infants’ and toddlers’ clothing and equipment re-sale and consignments
✦ Designer handbag sales and rentals
✦ High-end clothing re-sale
✦ Clothing made from hemp and other natural fabrics

3

Develop a comprehensive marketing campaign for each of these two strategies.

4

Create a TIF district in the TOD, using the revenues generated to support and
incentivize development of high priority businesses and buildings. Potential
business incentives that might be supported by TIF revenues include:
✦ A forgivable loan program for high-priority new businesses
✦ An annual business plan competition to encourage existing businesses to add
new product lines, develop an online storefront, or make other operational
improvements
✦ A pop-up program, with a dedicated storefront space for pop-ups and a small
amount of seed funding for competitively-selected pop-ups

5

Actively promote and encourage the retention of small, locally owned businesses
in the TOD area. Activities might include:
✦ Technical assistance to help interested businesses add a new sales
distribution channel (such as making deliveries, launching or improving an
online storefront, cross-merchandising with other TOD businesses, or
wholesaling products made by the business to other retailers)
✦ A business transition program to help business owners interested in selling
their businesses ﬁnd qualiﬁed new buyers

6

Encourage TOD businesses - particularly retail businesses - to remain open until
6pm on weeknights.

7

Allow pop-up retail shops and kiosks along the new pedestrian path. Consider
them as open air retail kiosks or food trucks for zoning and safety purposes to
encourage their use.

6’

sidewalk

7’

9’6”

Adopt two strategies to transform the economy of the TOD area and, in
particular, of the historic downtown core:
✦ Built-in market: Expand the built-in market of workers, nearby residents, and
commuters, and develop businesses and services that meet their daily
shopping, dining, and entertainment needs.
✦ “Made in Bethel”: Cultivate and expand businesses that make things in
Bethel, particularly small manufactures and crafts industries, and concentrate
them within the TOD.

sidewalk

drive lane

7’

9’6”

1
7’ 4’6” 6’

parking lane

9’6”

drive lane

8’

9’6”

7’

drive lane

6’6”

parking lane

sidewalk

6’

3’

bike lane

bike lane
sidewalk

5’ 3’

5’

parking lane

sidewalk

6’ 4’6” 5’

drive lane

Policy
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Implementation

A Plan for Bethel | Bethel, CT | 141

Lean Urbanism

• REMOVE BARRIERS TO BUILDING SMARTLY (incremental, incubate, flexible)
• BE COMPETITIVE (excellent public realm, preserve character of place)
• UNDERSTAND YOUR MARKET (affordability, lean choices and vitality)
• PLAN AT ALL SCALES (long term sustainability)
• BE INNOVATIVE (smart growth principles)

Revitalization in Practice

interviews, September 12 and 13
1.
2.
3.
4.
5.
6.
7.

downtown business owners
downtown and site property owners
realtors, developers, architects
town employees, State elected officials
community groups
downtown’s and Derby’s residents
not-for-profit representatives

Perceptions: What We Heard, So Far

•

the redevelopment site is a unique opportunity,
given the City’s limited land availability

•

there is universal support for redeveloping the area
south of Main Street in ways that benefit
downtown and the city as a whole

•

Derby is a natural transportation HUB and
strengthening that role is key to Derby’s future

•

the river and the greenway are great recreational
and natural assets that should be maximized

•

celebrating Derby’s history and character should
be central to the redevelopment effort

Strengths

•

•

•
•

there is recognition that more people living
downtown and south of Main will benefit Derby…
but there is fear that subsidized rents could bring
further disinvestment
the expansion of Route 34 (Main Street) is
welcomed… but should not become a barrier
dividing downtown from the site
upgrading conditions of the Waterbury Branch
should be a state priority
fragmented ownership of the redevelopment site
could impair the site’s redevelopment

Concerns

Part 2: Small Group Activity

• Strong Places
• Attractive
•

Desirable to visit

•

Unique in a positive way

•

Represent conditions
you’d like to see more
often in the community

• Weak Places
•

Eyesores

•

Undesirable to visit

•

Reflect poorly on the
community.

Part 1: Strong Places Weak Places

An at-a-glance Snapshot
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1. Derby Public Library
2. St Mary’s Church
3. Storm Engine Co.
4. United Methodist Church
5. Second Congregation Church
6. Sterling Opera House
7. Derby Green
8. Emanuel St James Church
9. Derby Police Department
10. City Hall
11. Derby Train Station
12. Greenway Trail Parking
13. First Congregational Church
14. St. Michael’s Church
15. Derby Fire Department
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The Map in Front of You: Downtown Derby

Opportunities for a Better Downtown

Reporting and Comments

Next Steps

•

be RESPECTFUL of people in your group.

•

listen to what other participants at your table are
saying.

•

be open to new concepts and ideas.

•

only one conversation at a time.

•

keep phones on silent or vibrate mode during the
session.

•

help the facilitator keep track of time.

Ground Rules

Let’s Start!

