ORDINANCE NO. 02-93 AC CMS

AN ORDINANCE ADOPTING THE FIRST AVENUES, {LC., MARKET STUDY
FOR DOWNTOWN OBERLIN, OHIQ, AND DECLARING AN EMERGENCY

WHEREAS, Main Street QOberlin has been working on o Market Study for the
downiown with First Avenues this year, and | T

WHEREAS, Main Street Oberlin/Oberlin Areq Chamber of Commerce has
endorsed the findings of the Market Study and has adopted the same: and

WHEREAS, a Market Study must be In place and formally adopted by
Council in order for the Clty to submit Community Development Block Grant

(CDBG) Downtown Revitallzation Applicalion to the State of Chio by September
12, 2002,

NGW, THEREFORE, BE IT ORDAINED by the Council of the City of Oberlin,
Counly of Lorain, Chio, five-sevenths (5/7ths) of all members elected thereto
concuring:

SECTION 1. That the Market Study, completed by First Avenues, LLC., as
previously submitted, a copy belng on file with the Clerk of Council; is hereby
formally adopted by Oberlin City Council. _

SECTION 2. It is hereby found and determined that all formal actions of this
Council conceming or relating to the adoption of this Ordinance were adopted
in ah open meeting of this Council, and that all deliberations of this Council and
of any of its committees that resulted in such formal action, were in meetings
open fo the public in compllance with ali legal requirements, including Section
121.22 of the Chio Revised Code.

SECTION 3. That this ordinance is hereby declared to be an emergency
measure necessary for the preservation of the public peace, heglth and safety of
the citizens of the City of Cberlin, Ohio, to wit:

“in order to allow for the timely application for sald CDBG Downtown
Revitalization program grant funding in accordance with all applicable
procedures”, and shall foke effect immediately upen passage.

PASSED: 1¢ Reading - Septemnber 3, 2002 (E)
2rd Reading -
3 Reading -
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ATIEST: ,
/gﬁﬁﬁax_, f' /tﬁ—'ﬁ— L N(%v—g_qquw
CLERK Q;/coum:u. ' CHAIR OF COUNCfL &

POSTED: 9/4/02

EFFECTIVE DATE: 9/3/02

O ORDOZ2-923Marketudy
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REPORT

City Manager's Office
To: Chair and Members of City Council
From: Rob DiSpirito, City Manager Rﬁg’

Subject: Marketing Study
Date: Aungust 27, 2{1!:}2

City Council will recall that a “Marketing Strategy for Downtown Oberlin, Ohio™ was prepared in
1998 by the consulting firm Main Street Connections. That consultant was requested 1o assess
downtown apd to develop a marketing sirategy that the community could use to begn the process

of strengthening downtown. That strategic vision secks to achieve four (4) primary objectives.

1. preservation and enbancement of downtown Oberlin’s economic viability (for
merchatis in termos of increased sales and profits; for property owners n terms of
increased rents and retumn on iInvestment);

2. creation of a positive irpact on Oberlin’s image and on the quality of life for
Oberlin residents, workers. students and visilors;

3. preservation and ephancement of downtown'’s unique charm and historic
architecture; and

4, promation of susiainable quatity, long-term development and growth in downtown
Oberlin.

That study has served as a useful blueprint for the community’s approachto downtown
revitalization and to acl as a catalyst for change within the communmity. The value of this approach
was particularly evident through the restructuring of the Oberlin Area Chamber of Commerce and
the egtablishment of a Main Street Program, The Main Street Program has subsequently led io
Oberlin being formally recognized by Downtewn Ohio, Inc. asa “Main Street Community.”

In order to further pursue downtown iImprovement efforts, the Chamber/Main Street Board has
moved 1o support the City’s suhmission of a graot application to the State under the Community
Development Block Grant Downtown Revitalization Prograr. ‘Under the requirements of that
program, the State vequires that a communily have a “current” marketing study m place. The
State’s definition of “current” means a study that has been prepared within the last three (3) years.
Since the above-referenced 1998 study is shightly older than three (3) years, the Charaber has
entered into a coniract with First Avenues, L.L.C., {or the preparation of updated marketing
information in order to meet that Stale requirement.



Chair and Members of City Couneil
Marheting Study

August 27,2002

Page 2 of 2

- First Avenues has prepared a first draft of that «marketing strategy”, and a copy of that draft is
attached to this report for your consideration. )

Since the State requires that Council adopt a “marketing strategy”, legislation has been prepared
for your consideration at your meeting on September 3, 2002,

Should you have any questions conceming this matter, please do pot hesitate to contact us.
Thank you for your considerations of 1his matter.
kil

ec: . Boyle, Planning Director
K. Reagun, Director, Chamber/Main Street y

a
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First Avenues, LLC Oberlin Market Study

Project Background

First Avenues, LLC, formerly Main Street Connections, was hired by The Oberlin
Area Chamber of Commerce and Main Street Program in February of 2002 to
complete elements of a Comprehensive Market Study for downtown Oberlin.
Tasks to be conducted in this initial phase included:

a

o

NOACA Data Analysis — Use data from the recently completed NOACA
Retail Survey to summarize retail businesses in and arcund Oberlin.
Shopper Intercept Survey — Design and oversee a survey to he conducted
by the Lorain County Community College’s Joint Center for Policy
Researchin doewntown Oberlin.

Focus Group Surveys — Conduct survevs, with the assistance of Oberlin
Design Initiative, with groups of businesses and property owners.
Complementary Use Analysis - Conduct a supply-side analysis of potential
complementary uses for downtown properties, including office and high-
density residential uses.

Wark Planning — Work with the four standing committees of the Oberlin
Main Street Program to refine and/or revise their work plans for 2002,

July 2002 Page 4



First Avenues, LLC ' Oherlin Market Study

Summary Observations

NOACA Retazl Survey

Very low retail vacaney compared to Lorain County as a whole.
Significantly higher percentage of office space located in retail areas.

Very few small retail spaces available (under 1,000 square feet).

Average store sizes are generally smaller than the average for the county as
whole.

o Retail in Oberlin is corcentrated on East College and South Main with
some dispersed retail on Lorain Street and further south on South Main,

OO0

Work Plan

First Avepues provided some initial assistance to the {our standing committees
regarding their work plans but additional assislance criginally envisioned was
postponed to allow the committees to take advantage of assistance to be provided
by Downtown Ohio, Ine. (DOI) as a result of Oberlin Main Street Program'’s
selection as a Main Street Community by DOL.

Shopper Survey — Executive Summary

The Joint Center for Poliey Research of Lorain County Community College was
commissioned by First Avenues of Worthington, Ohio on behalf of the Oberlin
Area Chamber of Commerce and Main Street Program to coordinate and analyze
the results of intercept surveys conducted within downtown Oberlin. Ateam of7
Oberlin College students and staff members completed a total of 108 surveys over
a three-day period in December, 2001, Project objectives for the intercept
surveys were as follows:

1. Findings are influenced heavily by the fact that 37% of respondents were
Oberlin College studenis and 38% were between the ages of 18 and 24.
Inferences regarding downtown development should be made within this
context. For example,

a) Studying was identified as the third most commeon pasl time.

19 Eating/dining is the second most common reason individuals visit
Oberlin, but at least half are Oberlin College students

c) Half of all research subjects would eonsider living downtown but
50% are college students who would spend an average of $335.00
per month.

2, Oberlin shoald market the small town atmosphere, aesthetic appeal, and
arts/cultural component for atiraction purposes. The College Town image
comes primarily from persons 45 years of age and older but it is not known
whether this is perceived as a positive, negative, or more neutral attribute.

July 2002 ' ‘ T Page 5



First Avenues, LLC Oberlin Market Study

3. People visit downtown Oberlin primarily for shopping (persons of all
ages). Food, coffee, and cigarettes comprised the greatest share of
merchandise purchased, followed by hooks and magazines (persons of all
ages but 37% are College students), and general household and hardware
jtems. Clothing was the fourth highest type of merchandise drawing
female shoppers into Oberlin.

4. An overall average of $29.00 was spent by research subjects the day they .
were interviewed. Spending on food averaged $8.33 per person.

5. Ben Franklin, Gibson's Food Mart, the College Bookstore, and Watson’s
Hardware were the primary locations shopped. Nearly three-quarters of
shoppers at Gibson’s, however, were age 18-24 and also Oberlin College
Students.

6. Dining and banking were the other two Primary reasons people come 1o
downtown Oberlin. About one-half of individuals there to eat/dine were
Oberlin College students. Banking appears to bold its strongest attraction
among African Americans and older adults (65 years plus).

7. While not specifically stated as a reason they visit downtown Oberlin, arts
and crafts might be an attraction for older adults given the frequency it
was reported as a pastime or hobby.

8. Similar to the primary reasons for visiting Oberlin, the primary areas seen
needing improvement were related to shopping and dining. Lack of store
variety (24%) and lack of restaurant variety (13%) were cited most
commonty. :

G. About half of all research subjects indicated they would consider Tiving in
downtown Oberlin, approximately one-half of whom were (Oberlin College
students and renters. Primary attraction is the convenience/accessibility
this provides to students. The primary reason people would prefer to live
elsewhere is preference for current residence or another desired location,
In general, homeowners and persons 55 years of age and older are
deterred from living downtown by their preference for rural settings or
homes with yards and gardens.

Foeus Groups

Faollowing is a summary of the results of three focus group surveys conducted
with the assistance of Oberlin Design Initiative:

Sales have generally trended up modestly over the past two to three years.
Critieal economic development challenges:

_  lack of retail basics in downtown

_ Lack of a cohesive plan and effort

. Challenges related to the purchase and redevelopment of existing buildings

July 2002 Page 6



irst Avenues, LLC Oberlin Market Study

Needs of existing businesses:

More collaborative relations with the city (regarding existing and new
husinesses)

More consistency in store hours, cleanliness, etc.

More joint promotion

Current image of Downtown:

Retail — not enough of what people want

Office — nice; need to move from prime first floor retajl space

Housing — attractive for students; need for more and better

Oberlin Inn — older clientele, poor service and food

Parking —problems with lot maintenance, college use of public spaces; nead
better management and signage

Traffic — okay except for trucks

Selected other comments:

Community resistant to change

Need update of comprehensive plan

Need more and more effective promotion; need map/directory of downtown
Maore consistent hours; evening hours

Desire for better communication and collaboration within and between City
and downtown businesses and properly owners

Desire for increased availability of financial assistance for businesses and
Property owners




T

HERET OF DU LCOsURITIZS

RESTORNG TIE

=4

E
H
v

£y
(Y]

YSsis

Retail Anal

ok

Foira

" Qo vy

Ve e h

...ﬂnﬂlmmu ...|..f L

T A A

WA -.....T.._.p.uhuk..mwr

:ﬁ.:. ﬂaﬁﬁ.fwﬁlﬁ
y

e

4




First Avenues, LLC

Oberlin Market Study

NQACO Retail Analysis
Retail Analvsis — Type of Business: Lorain County and Oberlin
Type of Business Lorain County: [ Oberlin
Number | Percent | Number | Percent
Supermarket 27 0.7% 2 1.9%
Other Food 186 5.0% 4 3.8%
Food Service 501 13.6% 14 153.2%
Drugs 44 1.2% 1 0.9%
Other Convenmence Goods 314 8.5% 13 12.3%
Convenience Services abb6 9.9% 10 9.4%
Department Stores 6 0.2%
Other General Merchandise 53 . 1.4% 6 5.7%
Clothing and Shoes 81 2.2%
Other Shopping Goods 152 5.2% 3 2.8%
Furniture 147 4.0% 3 0.9%
New Auto Sales 38 1.0%
Used Auto Sales 52 1.4%
Auto Parts Sales 7 1.5% 1 0.9%
Auto Repair 204 5.5% 2 1.0%
Gas Stations 127 3.4% 5 4.7%
Lnclosed Amusements 60 1.6% o 1.9%
Sorcial Halls 70 1.9% 1 0.9%
Hotels and Motels 27 0.7% 1 0.9%
Funeral Homes 29 0.8% 1 0.9%
Animal Hospitals 17 0.5% |
Training Schools 15 0.9%
Business Services 22 0.6%
Unidentified 125 2.4% 2 1.9%
Existing Vacant 404 10.9% 3 2.8%
Incomplete Vacant 12 0.3%
Loeal Office 496 13.4% 34 32.1%
Tutal 3.002 100.0% 106 100.0%
July 2002



FFirst Avenues, LLC

Oberlin Market Study

Retajl Analvsis — Size of Establishment: Lorain County and Oherlin

Establishment Size (sq. ft.) Lorain County | Oberiin
Number | Percent | Number | Percent

1— 1,000 5q. 1. 509 13.8% 3 2.8%
1,001 — 2,000 =q. fi. 1,117 20.3% 20 18.0%
2,001 — 3,000 s5q. ft. 621 17.1% 19 17.G%
3,001 — 4,000 sq. ft. 377 10.2% 5 4.7%
4,001 = 5,000 sq. ft. 256 0.9% 14 13.2%
5.001 — 6,000 sq. ft. 166 4.6% 3 7.5%
6,001 — 8,000 sq. ft. 167 4.5% 6 5.7%
8,001 - 13,000 $q. fi. 102 2.8% 5 4.7%
10,001 — 15,000 &5q. fi. 148 - 4.0% 4 2 8%
15,001 — 20,000 s4q. ft. 64 1.7% 4 2.8%
20,001 — 30,000 sq. ft. 55 1.5% 2 1.9%
20,001 — 40,000 54. ft. 10 0.8%

40,001 — 50,000 89, ft. 10 0.2%

50,001 — 60,000 sq. ft. g 0.2%

60,003 — §0,000 sq. ft. 8 0.2%

80,001 — 100,000 s¢. ft. 6 0.2%

100,001 = 150,000 sq. ft. ] 0.2%

150,001 — 200,000 5q. ft. 5 " 0.1%

Data Not Available i) 0.6% 16 15.1%

Tedal 3,602 | 100.0% 106 100,0Y%
July 2002 Page 10



First Avenues, LLC

Oberlin Market Study

Averace Size of Est

Type of Business Average Size (sq. ft.)
' Lorain County Oberkin
Supermarket 24,992.63 8q. L. 13,306.00 sq. ft.

Other Food

3,472.48 sq. ft.

311,518.25 sq. it.

Food Service

2,601.12 5q. ft.

4,331.79 sq. ft.

Drugs

8,124.09 sq. it

5,300.00 sq. ft.

Other Convenience Goods

5.943.01 5q. ft.

3,499.54 5q. ft.

Convenience Services

1.842.88 sg. L.

2,810.30 sq. ft.

Department Stores

115,936.83 sq. fi.

Oiher General Merchandise

20,232,265 5q. ft.

6,701.83 sq. ft.

(MNothing and Shoes 2,754.01 5q. fl.
Other Shopping Goeds 4,572.01 5q. L. 3.,157.32 sq. ft.
Furniture 5,092.80 sq. ft. n,612.00 5q. it

New Auto Sales

17,215.24 sq. ft.

Used Aulo Sales

2,730.45 8q. It.

Aulo Parts Sales 5,053.86 sq. ft. 4,464.00 sq. ft.
Auto Repair 4.429.09 sq. ft. 5,581.00 sq. L.
(3as Stations 2,038.47 5q. ft. 2,163.40 5q. ft.
Enclesed Amusements 15,600.48 sq. ft. 7.922.50 5q. ft.

Social Halls

£,048.76 sy. ft.

1,896.00 5q. ft.

Hotels and Motels

27,163.67 sq. ft.

4,742.00 5q. fi.

Funeral Homes

7,236.28 5q. fi.

2,410.00 5q. ft.

Animal Hospitals

3.006.76 5. fi.

Training Schools

2,395.69 sq. ft.

1 Buginess Services '

1,750.14 sq. ft.

Unidentified 6,551.56 o ft. 4,401.50 sq. ft.

Existing Vacant 4,920.90 sq. ft. 9,122.67 sq. fl.

Incomplete Vacant 4,602.75 sq. ft.

Local Office 2,966.4G 5q. ft. 3,320.56 5q. ft.
Average for All Businesses . 4.,885.40 sq. fi. 4,354.47 8q. ft.

July 2002 Page 11
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First Avenues, LLC

Oberlin Market Study

Annual Retail Spending Estimates By Market Segment

Estimated Total Annuaal

Feimated Downlowil

Oherlin College Market (35% of total) Betail bxpenditures Annual Retail Sales Dovntown Market Share?
1. Students (2,000] $14.500,000.00 $d.400,000.00 B5%
a_Faculiy/Staff Daytime Opemng (o) 41 200,000.00 SH09.100.00 0%
3. Oherlin College (1.£2.) 514,700, MHIE.H) $5,000.000.00 3446

Oberlin Resident #arket {(33% of to1al)

Estumated Total Anoual
Ketail Expenditu es

Estimated Prowntown
Anpual Retail Sales

Downlown Market Share®

4. Nunstudeni Households, Zip Cude 44074 (3,604 $45.200,000.00

54,800.000,00

1%

5, Oberhn Macket (5.+4.) $57.000, 0000 $u.800,000 00 16-17%
visitor Murket {32% of Lolal) -
6. Tourisis and Visilors NiA % 4,800,000.040 "|NA
Tatal (3. +4.+6.) NiA $14,4010, 06100 N/A
July 2002 Page 12
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First Avenues, LLC . Oberlip Market Study

Additional Retail Uses in Downtown Oberhn

MERCHANDISE PRIMARY TARGET MARKET(S) .
Group/Line Students Emplovees Residents Visilors

CONVENIENCE GOODS &

SERVICES

+Health foods /herbs/
vitamins/juices

+Ethnic/International/Deli/
Specialty Food

«Quick Copy/Printing

«Perfume/Cosmetics/Bath
Soaps/Gels

+Shoe Repair

Pharmacy

Mop MM M
PR
e b

Y

MERCHANDISE PRIMARY TARGET MARKET(S)
Group/Line Students  Emplovees Residents Visitors

HOME GOODS
«Discount Accessories/
Fuarnishings X
«More Antiques X X
+Household Decorations/
More Crafted Items X X

FASHION GOODS

+Youth-Oriented Apparel/
Shoes/Used Jeans

+More Crafted Jewelry X

»Children’s Apparel/Shoes

+Fashion Eyewear X

P4 e
4 P4
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First Avenues, LLC

Dberlin Market Study

MERCHANDISE

PRIMARY TARGET MARKEL(S)

Students Emplovees Residents Visitors

Group/Line

LEISURE GOODS

«Used Compact Discs

«Used Books

«Musical Instroments --
Wew and Used

=-Bicycles/Roller Blades/
Skate Boards

+More Fine Art Galleries

sMore Crafls/Pottery

+«Compuler Software

DINING & ENTERTAINMENT
-Fine Dining Restaurant w/Wine
«Morc Ethnie Restaurants
«Microbrewery

-Bagel Shop

ST S T

3 b A

P

RVEVEY

P4

wd

pd pd M A
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First Avenues, LLC

Obetlin Market Study

Oberlin Retail Analysis
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First Avenues, LLC {berlin Market Study

Oherlin Downtown Retail Analysis
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First Avenues, LLC Oberlin Markel Study

Merchant Focus Group Summary
Diowntown Oberlin, Ohio

Daie; Januaty 5. 2002

Location: Oberlin Public Library

Attendants: Over the course of three sessions, twenty downtown merchants were
asked a variely of questions to gain a better understanding of the issues they feel
have the greatest impact on the city’s central business district (CBD). The
following is a summary of the key issues raised ai these forums.

Parkin
Participg:mts in each of the focus groups showed some concern abowt downtown
parking. The key concerns were:

« Not enough parking

» Public parking behind the stores needs to be more visible,

e Lot maintcnance must be improved. The lois are currently in a deteriorated
copdition.

s Oberlin College faculty, siaff, and students are occupying too many
downtown parking spaces. The college should provide more of its own off-
street parking.

s Parking is privately owned which creates bitrerness.

Needs of existing and potential businesscs located in the downiown

This section addresses the many needs of downtown merchants. While most
businesses reported a slight increase in sales in recent years, Oberlin’s merchants
feel that many relatively simple acts could further boost this risc:

¢ Ohberlin needs to develop and promote a unified vision.

» The unique quelities that help to form Oberlin’s identity should be
markeied to bring more business downtown.

» Effort should be made to increase summer sales. Such efforts could include
mote special evenis in Tappan Square as well as more summer workshops
at the college.

e Taurs of the Oberlin College campus should include a tour through the
downtown,

Relationship between the city government and businesses

One recurring theme from all of the merchants interviewed made reference to
difficulties working with city officials. The following is a list of '
complainis/suggestions direcied toward the city:

July 2002 Page 18
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Storeowners (ee) that the city js anti-growih/anti-business.

The ity should actively recruit new businesses.

There is a perception that the city gets in the way of business rather than
helping.

The city should put together a welcome packet for new businesses as well
as a checklist of things that must be done o meet city codes and
reguialions.

City officials should show some appreciation towards 1he business owners.

Other Thoughts
Tn addition to the key concerns already mentioned, Oberlin’s merchants had many
ofber concerns and opinions on a wide range of topics:

Oberlin’s stores have become too specialized with many stores offering the
same goods and services. For exarple, {here are three dry cleaners located
downtown. '

There is Jitlle interest in Oberlin’s Chamber of Commerce.

Tt is too difficult to buy a building downtown. Twe of the merchants have
been trying to buy a building for many years.

Too much money is being exported from the city. In order for the
downtown to thrive it will be necessary to figure out a way 10 keep Oberlin
dollars inside the city limits. : -

Oberlin rents in the CBD are too high as are utility costs.

July 2002 ‘ Page 19
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Shopper Intercept
Survey Findings
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The Jnint Center for Policy Research of Lorain County Communiry College was commussiomed by First
Avenues of Worthmgion, Ohic on behalf of the Oberlin Arca Chamber of Commerce and Main Street
Proaram to coordinuie and analyze the results of intercept surveys conducted within downtown Oberlin,
A ream of 7 Oberlin College students and staff members completed a tota) of 108 surveys over a throc-
day period in Decamber, 2001. Projust objectives for the intercept surveys were as follows.

1. Finelings are influcnced heavily by the facl that 37% of respondents were Oberlin College
students and 38% were berween the wges of 18 and 24,  Infuremces regarding downtown
developmunt should be made within this context  For example,

a) Studying was identified as the third most commun past time.

1) Eating/dining is the second most comumon reason mdividuals visit Oberlin, but at leasd
_ half are Oberlin Collegs students

c) Half of all rescarch subjects would consider living downtown but 50% are college

students who would spend an average ol $339.00 per month,

2 Oberlin should markal the small town atmosphere, aesthetic appeal. and arts’cullural component
[or atraction purposes. The College Town imaye comes primarily frum persons 45 years of age
and older but 1t is not known whether this is perceived as a posilive, negative, or more neulral
attribute.

People visit downtown Oberlin primarily for shopping (persons of all ages}). Food, coftee, and
cigareties comprised the grealest share of merchandise purchased, followed by books end
mapazines (persons of all ages but 37% arc College students), and general househeld and
hardware ilems Clothing was the fourth highest type of merchandise drawing female shoppers
into Oberlin. -

L

4, A overall average of $29.00 was spent by research subjeets the Jay they werc interviewed,
Spending on food averuged 58,33 per person.

5. Ben Franklin, Gibson’s Food Mart, lhe College Bookstore, and Watson's Hardware were the
- primary locations shopped Nearly three-quarters of shoppers at Gibson'’s, however, were apt
18-24 and also Oberhin College Students,

6. Dining and banking were the other two primary 12asons people come o downfown Oberlin,
About one-half of individuals there 1o eat/dine wers Oberlin College students. Banking appears
to hold its strongest attraction among African Americans and older adults (65 ycars phus).

7. While not specifically stated as a reason they visit downtown Oberlin, arts and erafts might be an
attraction for older aduls given the frequency 1t was reported as a pastime or hobby.

8. Similar to the primary reasons for visimng Oberlin, the primary areas seen needing iniprovement
were related 10 shapping and dining. Lack of store variely (24%) and lack of restaurant variety
{13%) were cited most commonly.

9. About half of all 7esearcch subjects indicated they would consder living in downiown Oberlin,
approximatcly one-half of whom were Oberlin College students and renters. Primary attraction is
the convenience/aceessibility this provides to studems. The primary reason people would prefer
io live elsewhere is preference for current residence or another desired locatinn. In general,




homeawners and persons 55 vears of age and older are deterred from living downtown by Lheir
preference for rural settings or homes with yards and aaidens.
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‘I'he Joint Center far Policy Research of Lorain County Conumunity College was commissioned
by First Avenues of Worthington, Obio on behalf of the Oberlin Area Chamber of Commerce
and Main Street Program to courdingte and analyze the results of intercept sun eys conductad
within downtown Oberlin A icam of 7 Oberlin College students and stafl members completed a
total of 108 surveys over a three-day period in December, 2001, Project objectives for the
inlercept surveys werc as follows.

¢ TUndersiand what brings people to downtown QObcrlin,
e Undersiand shopping pattermns and spending behaviors of dowatown visitors

» Gauge posilive and negauve images of downtown Oberlin.

e Identify attitudes related 1o living in downtown Oberlin.
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Respondents wele 65 percent female, 35 percent SN L|ie A3
male, and predominantly While (86%). Those Mok S fere &a0%
reporting themselves as *Other’ (7%) constituted the Nk ol
second largest proportien of respondents in terms of el AricnATENGT 1%
racefethnicity, followed by Asian/Pacific Tslander o AsavEnficliady 4%
(5%}, and African American (2%). Only 4 percent ] L
of those surveyed were of Hispanic Origin. 3%
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respondents (44%) reporied having some
eollege butl no degree. In fact, 37 percent of
those

Respondents were nearly
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Respondents also revealed relatively hiph
levels of educational atfainment.
percent reported helding graduale deprees
and anotber 4 rcported some graduate school
cxperience.

Over 20
As would be expeciced in a town with a larpe
poputation, a plurality of

surveyed were Oberhn  College
students. Owly 14 percent reported their

highest level of educationa) aliamment as
high school graduate while only 2 percent
reported it 10 be less than high school.

equally

e I Bk Th

Individuals surveved were elatively
affluent, with nearly one-third (29%)
reportmg household incomes greater
than $75,000 per ycar. Another 28
percent  of respondents  reported
income between $50.000 and $74,999

per year.© Ouly 14 percent of
respondents had income below

$25,000 per year. Eight percent (8%)
of respondents declined 1o provide
this mformation. There were no
statistically  significant  1ncome
differences among respondents based
on gender, race/ethnicity, or Hispanic
Origmn.

Edhicational Aftannernt

Hehahd
Lastteritig
o M
s

Chi Square tests revealed no statistically significant differences in educational attainment by
gender, race, Hispanic origin, or income.

only.

As might be expected, persons m&mﬁ&xﬁ“j"’
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divided beiween those -who own (47%) RO &

and those who rent (48%) therr homes. X .ft;&;ﬁ‘.} E Mg o e vt 65 ol
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{Chi Squarc analysis of renters’ and ks ;ﬁ i
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significant differences based on age TP | 0% | 0C6 | 0% | 0% | OCa
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25 vears of age and older were more
likely {0 be homeowners.



C. Years Lived in Northeast Ohio
Rescarch subjects were also asked the number
of years they have lived in the Northeast Ohio
area. Responses ranged frotn 6 montbs o 87
years, and averaged 21 years. Nearly one-half
(46%) of respondents have lived in Northeast
Obio for less than 5 years, while nearly one-
1hird {29%) have lived in the area for 36 years
Of ThUTE,

According to the zip code data, over two-thirds
of individuals surveved (69%) reporied their
present address to be within the Oberho arca.
Another 15 percent of respondents live in
Amherst, Flyria, Kipton, Wakeman, and
Lorain.

Years Lived in Northeast Ghio
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The map below displays the zip code locations of 93 respondents living in the Lorain County
repion.  Three (3) lodividuals residing in other parts of Ohio are cxcluded. For 10 respondents

zip code dala was nol available.

Zip Code Distribution
{n = 95)
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Respondents werc asked to stale lhe mmagpe or images thal come to mind when ihinking of
Oberlin. Respopses werc coded by inmerviewers according ko categorics that had cmerged when a
similar question was asked of Oberlin residents by J CPR during the 1998 Lorain County Attitude
Survey. A brel summary of all categories is reported below:

College Town:
Small Town Atmesphere:
Arts/Culiure:

Beautification/Aesthefies:

Eccentricities:
History:
Liberal/Radical:

Quict/Peaceful:

Diversity:
Storcfronts/Cafes/Shops:
Home/Family:

White/Diversity:

Oberlin College, college town, education,
campus, academic sctting, educated people, ete.

Atrnosphere, quaint, churming, cozy,
friendly/sociable people, ete.

Concerts, mussums, musie, films, art, palleries,
poctry, creativity, and entertsinment, ele.
Vigual atractiveness, nice looking, prefty,
suenery, attractive archilceture, green spaces,
parks, elc.

Eceentric dress and behavior, makeup, jewelry,
tartoos, elc.

Civil war and the underground railroadd, 1 Oth
century, historical homes aod building, elc.

_ Activist o controversial politics, radicalism,

coumter-culture, eic.
Screnity, guiet, peacelnl sefting, etc.

Racial, cultural, and socio-economic diversity,
intermnational studenty, variety of races, etc.

Srores, restaurants, shopping, dining, cofiee
houses, elc.

Personal connecrions to Oberlin through friends,
family, home, church, work, ete.

Lack of diversity, all Whits, ctc.
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The chart at right displays the
percentages of all respondcnts
who shared comments within
each of the above categories.
Because multiple responses were
permitted, a total of 176 images
were recorded for the 108
individuals responding.

Those who made references to

Oberlin’s small town
atmosphere  constituted  the
largest single category of

respondents (57%), followed by

those refermning to college town

(32%), aesthctics (18%), and
arts and culiore (15%).
Calegorics of responses
mentioned least frequently were
diversity (5%), history (4%), and
ccceniricitics (3%).

Six image categories (small
town atmosphere, college town,
arts/culture,
beautification/aesthetics,
quict/peaceful, and stores/shops)
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accounted for 82 percent of all responscs. In order to examine subgroup differences, respondents
were sclected out of the larper data set based on the images they reported. Respondents who
reported each of these images respectively were compared to those who did not and results

analyzed using the Chi Square statistic.

reporting images in these calegorics are compared and reported below:

Small Town Atmosphere

The demographic characteristics of respondents

There were no statistically significant differences between those who did and those who did not
refer to Oberlin’s small town atmosphere in terms of gender, race, Hispanic origin, educational

attainment, age, status as an Oberlin college student, or home ownership.
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College Town

There  were no  statistically e St e ORI e )
significant dlﬁerepcgs basr::d on fi: | pag rase s aas;, dSse - ee) sgg:
gender, racc/ethnicity, Hispanic . RN ARSI L g

origin, educational  attainment,
income, or home ownership between
those who made reference to Oberlin
as a college town and those who did
not. There were differences based
on age and on status as an Obetlin
College student. Intcrestingly, the
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. Beautification/Aestheticy

1n comparing those who described their image of Oberlin in terms of visual aesthetics and those
who did not, there were no statistically significant diffcrences based on gender, race, Hispanic
origin, cducational attainment, agc, income, or status as an Oberlin College student.

Arts/Culture

There were no statistically significant

differences based on gender, T T T
race/ethnicity, Hispanic origin, educational S/ Rest0miE B et
attainment, or income between those who = -7 * Cw-ard o] Cbenin Cilege Studen,
described their image of Oberlin in terms | ¢ #; /- LeE e TN ¢ e Mol
of arts and culture and those who did not. oIy —— . — | o ey
'I"he. Chi Sq}lare statistic did revea{ Not Arts/Odiire v - et %% v
significant  differences in  terms  of — PN
respondents’ Oberlin  College student R D Ll NI Y osen s SRR ORe

status.  Interestingly, Oberlin College
students are not as likely to associate
Oberlin with arts and culture as are non-students.

Quiet/Peaceful

In comparing those who described Oberlin as quiet and peaceful and those who did not, thcre
were no statistically significant differences based on gender, race, Hispanic origin, educational
aliainment, age, income, status as an Oberlin College student, or home ownership.

Storefronts/Shops/Cafes

In comparing those who described their image of Oberlin in terms of shopping and dining and
those who did not, there were no statistically significant differences based on gender, race,
Hispanic origin, educational aitainment, age, income, status as an Oberlin College student, or
home ownership.
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e
Student Not Student &
Ny Column %  Column % F
Q10a. Collego town 16.2% 409%
Q10b. Small town atmospher( 70.3% 50.0%
Q10c. Arts/Culture 5.4% 19.7%
Q10d. Beautification/Aesthoti 18.2% 18.7%
Q10e. Eccentricities 2.7% 3.0%
Q10f. History 2.7% 4.5%
Oberlin image - i
Q10g. Liberal/Radical 2.7% 9.1% Zy
S
Q10h. Quist/Peaceful 5.4% 10.6% by
Q10i. Diversity 27% 81% @
Q10j. Storefronts/Cafes/Shop;  8.1% 9.1% 5:3
Q10K. Home/Family 0% 7.6% {“S‘
Q101. White/No Diversity 16.2% | f3
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TV, ACTIVITIES, HOBBIES, AND PASTIMES . T

Respondents werc asked: “What
kind of activity, hobby, or pastime
occupies most of your free time?”
Reading and wriling  was the
activity mentioned by the largest
proportion of respondents (24%),
followed by arts, crafts and

photography  (16%); walking,
running and swimming (10%); and
studying  (10%). - Activities

mentioned by only small pumbers
of respondents were animals and
pets (3%); cards, chess, and
puzzles (3%); and dance (2%).

Interestingly, when the identical
question was asked of 1,050
Oberlin residents during the 1998
Attitude  Survey, sporis and
exercise was specified by nearly
one-half (46%) of all respondents.
The percentage who specified
rcading as a pastime was similar
(25%).

Although it is possible to compute
the frequencies of responses among
subgroups, multiplc  responses

"What type of activity, hoppy, or pastime ooccupies
most of your free time?"

Reding Witing 64
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across the activity categories prevent separating respondents into discrete groups to test for

statistically significant differences.

A simple comparison of frequencies can be problematic

becausc of the possibility that apparent differences may have occurred within the sample by
chance alone and therefore might not necessarily reflect true differences in the population. This
is an especially important consideration given the relatively small numbers of African Amcrican

and Hispanic individuals surveyed.

It is possible, however, to compare and analyze groups bascd on the hobby/activity they did or

did not report. For example, the 24 pe
writing can be compared to all respon

rcent of respondents who made references to rcading and

dents who did not refer to this activity. Using the Chi

Square statistic, apparent differences can be tested to determinc the probability that they do

reflect actual diffcrences in the popu

lation. Four activities (reading and writing; arts, crafts and

photography; walking, running and swimming; and studying) accounted for 45 percent of all

%
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catcgories are compared and repuried below:

Readipg and Writing

There were no  slatistically
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significast  differences based on
gender, race/ethnicity, Hispanic
oripin, educational atlainment, or
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and those who did mot
Respondents did differ significantly based
on age and status as an Oberlin College
student. While reading and writing are
pastimes for people of all ages, the profile of
those who did not specify readmgfwriting
reveals that 46 percenl arc age 18 10 24,
Only 16 percent of those individuals who
read and write as a pasume were Oberlin
College students.

Arts, Crafts & Photography

There were 1o  stolistically”
significant differences based on
gender, race, Hispanic origin,
educational attainment, 01 ncome
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between those who engage in arts,

crafts, and pholography as a
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hobby and those who did not
Respondents did differ sigmficantly by age
and Oberlin College studenl status. Ameong
those who reported anis, crafls, and
pholography as their primary pastime. 88
percent were aged 43 and older.  Least
likely to engage in arls and crafis were
individuals aged 18 10 24 year as well as
Oberlin College sindents.

Studyirng
Individuals who cited studying
as thewr primary pastme
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identify studying as a pastime were 18-to-24 vear-olds. As mmglt be expected. over 90 percent of
those who cifed studying as a primary pastime were also Oberlin College students.

Walking, Running, Swimming

There were no statistically significant 3:5155‘ $S
differences based on gender, race, —=
Hispanic origin, age, income, or Oberlin A%
College student status between those who 2t
yun, walk, Or Swirm as 4 primary pastime @ars
and thuse who do not. ‘ T

Oberlin Cullege Student Summary Tuble 2
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) Children, Family Activity 0% 1e% B
: Dancs 2.6% 15% 5
¥ Television, Flims 7% B.0% E‘E
[ Gardening, Yard Work % 6.0% _@
Golf, Bowling, Team Spons| 15 4% 4.5% E:é

Hunting, Camping, Fishing 0% 7.5% -i-l

Hobly or paslime occupying most free t] Music Listening T 7% 7.5% ”
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Muosical Instrument, Singing 5.1% 0%
Animals, Pets 0% A_5% )
Readlng, Writing 10 3% 3% i
Public Evants, Theater 2.6% 10% E%
Socializing 10 3% 1.5% %
Studying 25.6% 8% &
Charties, Volunteering 12.8% 0% :"J;
Walking, Running, Swimms  10.3% 4%
5% o
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V. VISITS TOOBERLIN 55 i3

A. Number of Visits te Oberlin in the Previous Year

When asked: “How many limes have vou visited downtown Oberlin in the past year,” 86 percent
reported having done so 10 or more times. Another 5 percent visited berween 5 and 10 times.
Nime percent (9%) of respondeits reported between 1 and 4 visits dunng the past year.

There were no statisticatly significant differences in
the number of visils 1o downlown Oberhin based on
sender, race. Hispanic origin, income, or age.
However, while 95 perceni of Oberlin College
stuwdents reported visiting the downtown area 10 or
more limes dunng the past year, frequent visits by
non-students was also guite high, Over 86 percent of
non-Oberlin College studenis reported visiting 1be
downtown-area 10 or more times.

\isits to Cherlin in the Fast

B. Reasons For Visiting Oberlin in the Previous Year

Respondents were  asgked:
“For whal reason(s) have you
visiled downtown Obezlin in
the past year?” [nterviewers
recorded responses according
o a lisl of 10 general
cateyones, Responscs not on

"For what reasory’s have you visited dowrtown
Cherlin in the past year?'
s R, ¢
7 o N

mtervicwers'  Jists wee By -_ B
recorded separatcly and later Vierle _- T
coded for analysis resuliing in +
P . R Triagh g #L.0
a final total of 15 calegones, ¢ +-
hueTre IR 754

Because muliiple responses
were possible, a iotal of 265
responses were recorded,

Over 80  percent  of
respondents reported
shopping as a 1eason for
visiting downlown Oberlin
Nearly  two-thirds  (65%)
visited Oberlin to dine, and
another 37 percent did so for
banking.
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As in the previous scelions, data was analyzed for statistically significant differcnces in each of
the lop ihree response categories. Dining, shopping, and banking accounted for nearly three-

fourths (73%)} of all 265 responses.

Shopping

L here were no statistically sipnificant differences between those who visiled Oberlin to shop and
those who did based on gender, race, Hispanic origin, educational ataimmend, age, income, status
ag an Oberlin College student, or home ownership.

Dining

Respondents who visited Oberlin 1o dine
differed from those who did not only m
ierms of Oberlin College student status.
Approximately 45 percent of respondents
who visited the downown Oberlin area
for dining n the past year were Oberlin

College students,

Bankisig

‘There were no staiistically sigpnificant differcnces between
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those who visited Oberlin to bank in

the previous year and those who did nol based on gender, race, Hispanic origin, educational
attainment, age, status as an Oberlin College student, or home ownership.

C. Reasons for Visiting Oberlin Today

Respondents were also asked: “What
brings you to QOberlin today?" The
top three responses werc similar jn
distribution 1o those given for
visiting in the past year with the
exception that diming and shopping
were reversed in order.  Dining
{43%), shupping (36%), and banking
(36%) were the calegories
menlioned by the largest percentapes
of tespondents, accounting for over
two-thirds (67%) of all responses.
Various types of personal and
commercial services (e.g., haircuts,
dry cleaning, etc.) constituted the 4th
highest percentage of respondents
(12%0).

"What brings you to Cherlin today?”
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Respondents who visited Oberlin for each of the 3 most common reasons were compared to
those who did not. The Chi Squarc statistic was used to test the probability that any apparent
demographic differences between respondents represented actual differences in the population.

With the exception of those banking the day they were interviewed, results were similar to the
former analysis of visits during the previous year: There were no statistically significant
diffcrences among shoppers, and approximaiely one-half (49%) of those visiting Oberlin to dine
were Oberlin College students.
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Bunking ——
Respondents who visited Oberlin for

banking purposcs the day they werc

interviewed differed from thosc who

did not only in terms of race/ethnicity

and age. Thirteen percent of those
banking in Oberlin were African pr
American. QOver one-third (38%) of |
thosc banking the day they were |

interviewed were aged 65 and older.

Ranki t'gr

|Not Banking |

T

Oberlin College Student Summary Table 3
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Qésb. Business 2.8% 1.5%
Q5c. Professional Services 0% T 4.5%
€ GSa. Banking 13.2% 18.7%
Q5c¢. Night Clubs/Bars 0% 0%
Q5f, Eat/Dine 57.8% 34.8%
. Q5g. Conforence/Meeting 0% 0%
Reasons visited Oberiin toda
Qsh. Museum/Historic Bldg., - 0% 0%
Q5l. Vishit Family/Friends 2.6% 12.1%
Qs). Passing Thru 2.6% 6.1%
QS5k. Shop 28.3% 40.9%
’ Qsl. Personall/commerclal servic 7.9% 13.6% —:ﬁ '
s Q5m. Post Office 2.6% 1.5% tg
Q5n. College activity 5.3%
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Oberlin College Student Summary Table 4
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3 . At 422, Oberlin college student :3
) s s Student | Not Student ;
- N I ¢ ! Column%  Column % 4
14 times 0% 147% R
Q4. How ofton visited in the past year_s-w times 5.0% 4.4%
10 or more times 95.0% 80.9%  }°
Q2a. Work ) 2.5% 16.7% yf
Q2b. Business 0% 12.1% E“'
Q2c. Professional Services 2.5% 7.8%
Q2d. Banking 42.5% 33.3% %
I"Qze. Night Clubs/Bars 7.5% e
Q2f, Eat/Dine T77.5% 57.6% A
Q2g. Conference/Mceting 0% .0% s
Roasons visited Oberlin in the past y¢ Q2h. Museum/Historic Bid .0% 4.5% :
Q21. Visit Family/Friends 2.5% 4.5%
» Q2j. Passing Thru 10.0% 10.6%
Qzk. Shop 85.0% 78.8%
3 Q2. Movic Theatre 12.5% 4.5%
Q2m. Post Offico 5.0% 4.5%
Q2n. Library 5.0% 3.0%
i Q20. Callage activity 0% 6.1%
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A. Typical Purchases

Respundents were asked: “What kimd
of merchandise do you typically shop
for in Oberhin.” Nearly 70 percent
reporied food, coffee and cigmetes
as items they lypically shop for in
Oberlin. Other caleguries  of
merchandisc cited by telatively larpe
proporiions of respondents were

books and magazines (44%),
household and  hardware  items
(32%), and clothing  (23%).

Merchandise mentioned by only a
spall numbers of respondents were
office supplies (2%4), flowers (2%),
and antiques (1%0).

[he top 4 calegories accounted for

73  percent of all  responses.
Respondents who mentioned cach of
the 4 mosi common types of
merchandise were compared to those
who did not using the Chi Sguare
slutistic,

Food, Coffee, and Cizarettex
There were no statistically sipnificant differcnces based on pender, tace, Hispamc orgn,
fur food, coffee, or

educatiopa! attainment, age. or income bstween those who 1ypically shop
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cigareties in Oberlin and those who do not.

Boeks ond Magazines
Respondents who reporied that

they typically shop in Oberlin for
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likely to mention this type of
merchandise.
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General Heweliold and Hardware fteins
There were no statistically significant differences based

on gender, ethnicily. Hispanic Qrigin,

educational attainment, age, wcome, student status, of home ownership between those who
Obetlin and those who do not.

typically shop for general household and hardware iteles in

Clathing
Respondents who 1eported that they {ypically shop 1

Oberlin for clothung differed from those who did not
only in terms of gender. Femalus are more likely than

males 1o shop for clothing in Oberlin.

B. Purchases Made Today

Respondenis  who  visited
Oberlin 1o shop were asked
10 describe the purchases
they made. Up 1o 4
responses were recorded by
imerviewers and the resulls
were Juler coded and
combined into lihe
Categories. Nearly one-
fourth (24%) of respondents
purchased books, magazines
and newspapers, and nearly
ope-fifih  (19%) purchased
snacks and groceries. Gifts
and cards were purchase by
14 purcent of respondents.
Other purchases mentioned
frequently included
gigarettes,
household/hardware  1tocm,
Christmas decorations. and
stamps apd money orders
(10% each).

"What kind of purchases did you make tockay?"
Frks e, s R =
suq e | =

s M

.l.

MneDETaiors — Q%
s a0 [N >
st i |

B

Crprdis aFk
Finy Aoongies I’ 7T
(ahrg = T

.i.

AfsE s — 7%

k
Boderrts Rpgr A5
Hamds 4%

Dy Gesig _'- 4%
L

Mdore !&Eﬁ
®6 Fh y =h e et
Ferer agpvitl et TG Blomiiey0Es

16

e




C. Spending on the Purchases Described

Spending on the purchases described ranged from $1.00 to $200.00 and averaged jusl over
$29.00 with a standard deviauon of $38.00. Analysis of Variance (ANOVA) revealed no
staustically significar differcnces in spending bascd on gender, race, Hispanic origin,
educational attainment, income, age, siatus as an Oberlin College studept, or home ownership.

D. Food Spending

Owver 58 percent of respondents purchased food in Oberlin the day of the intenview Spending on
food tanged (rom less than $1.00 to $60.00 and averaged $8.33 with & standard deviation of
$£9.56.

Analysis of Variance (ANOVA) revealed
no  slatistically significant  differences
among tespondents bascd on gender.
race, Hispanic origin, edocauional
aifmnment, ncome, age, or slais as an
Oberlin College students.  There were
diffcrences based on home ownership:
Average spending on food among home
owners ($12.11) was more than twice as
high as Lhat among reanters ($5.33) and
among respondents living in dormitories
{55.25).
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D. Stoies Frequently Shopped

Respondents  were  asked 10
identify 3 stores they "shop the
most in Oberlin” A tolal of 265
responses were recorded.  Nearly
two-thirds of respondents {59%%)
cited Ben Franklin's as one of the
three stores shopped the most.
Other stores mentioned by
rclatively large proportions of
respondents were Gibson’s Food
Mart (39%), and the College
Bookstore  {35%). Stores
mentioned by small pumbers of
respondents were  Uncommon
Ohyects, Siitch by Sttch, and
Mind Fair (2% cach). Rostaurants
and coffee shops aceounted for 17
percent of all responses.

Three stores, Ben Frankhn'’s,
Gibson’s Food Mart, and the
College Bookstore, accounted for
pearly one-half (49%) of all
1esponses.  Respondents citing
each of these slores  were
cxamined and compared to all
other respondents respeciively
and results were examined for

statistically significant
differences.

Ben Franklin’s

There wore no  stafistically

significant difference based on
gender,
educatiopal aftainment, income,
age, student slatus, or hoine
owpership between those who
shop at Ben Franklin’s and those
who do not.

racefcthnicity,

What 3 stores do you shap the most in Chelin?”’
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Gibson's Food Mart

Respondents who shop al Gibson’s
differed from 1hose who do nol in
termis of age, status as an Obtilin
{Lollege  siudent, and home
ownership. Among  those
respondents who shop frequently at
Gibson's, nearly two-thirds {62%)
WETE aged 18 10 24
Approximalely 60 percent of (ibson’s shoppers
were Oberlin College students and over three-
fourths (76%) currently rent their homes.
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Oberlin College Student Summary Table 3
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Anuques 0% 17% q{"
ArUArt Supplies 5.7% 156% [
Books/Magazines 15.7% 43.1%
Clothing 14 3% 27e% 44
FoodiCoffes/Cigarettes BO % 653 A% .:'
Gonersl Household tems/Hartweg 34 3% 31 0% ‘E
Personal Cane Products/Madicing  20.0% £.B% "'%
Typlcal merchandisg 3
COs/Videos/Sheet Muslc “11 4% 5.2% Ea
Jewelry 0% 5.2% E
Glfis/Cards Ot 128% 3
Flawers 0% 314% ";
Offlce Supplies D% 24% E;
Hairculs 0% 4% ?
OtherfMisc. 57% 15.5% .,ng
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© Regpondents  were

asked to descmbe
things they dislike
about downtown
Oberlin - that  they
would hke to see

improved. Store
varieLy was
meplioned as A
cuncern by a
plurality of
fespondents  (24%).
Oiher CONCErns
meniioned Were

restaurant variety
(13%), parking and
traffic  restrichons
(12%), stores
closing 1loo early
{11%), and building
disrepair and liller
(10%0). Smail
percentages of
respundents referred
w the lack of a drug
siore, unfricndliness
and prejudice, lack
of public
transporiation, and
few  places to
congregate {(Z%
each).

“What, if anything, do you digike about dowrtown Cberlin that
you would like to see improved?”
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Overall, ubout 54 percent of respondents disliked something about downtown Oberlin that was
related to shopping or dining (variety, prices, store hours, ec.). Of the 119 total comments
shared by respondents, 53 (45%) were shopping related und 18 (15%) were dining rclated.

Shopping ‘
A comparison of respondents who indicated a shopping-related dislike with those who did not

revealed no statistically significant diffcrences based on gender, racc/ethnicity, Hispanic origin,
age, income, cducational attainment, Oberlin college student status or homeownership.

Dining
Respondents who indicated a dislike or need for TR
- ., 2 . 3 3 b LY k 15y -..Ig. > v ‘.. k’tf"%b. L é- .:‘%' e s '!.' ‘~ H
nmpw\-emen.t related to c.hmng were compared to ﬁvai&@“jﬁg‘? ‘Ej“.:%; ARSI
those who did not and differences were analyzed [ 3 2vs,

using the Chi Square siatistic. Only differences
bascd on student status, and home ownership

were revealed to be statistically significant.

Among those indicating a dishke of downtown

Oberdin rclated to dining, ncarly two-thirds

(65%) were Oberlin  College students.
Individuals indicating a dislike related
to dining were also more likely Lo be
renters.
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LIVING IN DOWNTOWN OBERLIN:

A. Who Would Consider Living Downtown?

Respondents were asked: “If you were
ever in the market for a new apartment or
condominium, do you think you would
ever consider downtown Oberlin?”
Respondents were nearly equally divided
between those who would (52%) and
those would not do so (48%).

Although  there  were  no
statistically significant
differcnces based on gender,

‘If you were ever in the market for a
new apartment or condominium, o
you think you would ever consider

racc/ethnicity, Hispanic origin, or

income, those who would and

oo
"N

would not consider living in
downtown -Oberlin did differ

Wouid Not ‘Consider

based on age, student status, and

home ownership. Among those

who would consider living in downtown
Oberlin, 54 percent were aged 18 to 24.
Respondents who would consider a
downtown Oberlin apartment  or
condominium werc equally divided betwecn
Oberlin College students and non-Oberlin
College students, and over one-half (59%)
currently rent their homes.
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B. How Much Would Respondents Spend for Housing?

When asked the most they would be willing to spend per month on an apartment or
condominium, responses ranged from $200.00 1o $2000.00, and averaged $546.00 with a

standard deviation of $312.49.

Analysis of variance (ANOVA) revealed no slatistically

significant differences among respondents based on gender, race, income, or Hispanic origin.
Respondents did differ bascd on educational attainment, age, and status as an Oberlin College

student.

Educational Attainment: Individuals with
some graduate school reported the highest
average spending-per-month  ($1,066),
followed by those who completed graduate
school ($722). Interestingly, respondecnts
with two-year degrees ranked 3rd among
respondents  in terms of the average
amount they would be willing 1o spend per
month on an apartment or condominium
($712). The average amount was lowest

among respondents with some college but
no degree ($379.)

Mt et [Rl menic | N[ gdDedation
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roagas R

Age: In terms of age, the average amount

Student Status: The amount they would be
willing to spend per month on housing was
considerably lower among Oberlin College
students ($697) than among non-Oberlin
College students ($339).

that respondents would be willing 1o
spend per month on an apartment Or
condominium was highest among those
aged 45 to 54 (§755) and lowest among
those aged 18 to 24 ($336). Individuals
aged 65 and older avcraged the second
lowest amount of spending-per-month
($599) among age groups.
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on an apartment or condominium,
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C. Positive Attitudes About Living Downtown

Respondents were asked to siate In their owa
words why they would or why they would not
consider an apartment or condominium ip

downtown Oberlin. Over one-hall’ (34%) of

respondents  ciled  reasons relaied o
convenience and accessibility 10 explain why
they would consider living in downiwwn
Oberlin.  Other pusitive reasons cited by
relatively large proporions of respondents
were related o aestheucs/charm (29%) and
the perception that downtown Oberlin would
offer a fun/[ashionable atmosphere (25%).

The top 3 calegories accounted for 79 percent
of all positive responses. Respondents who
cited each of the 3 rcasons respectively were
comparcd to those who did net and
ditferences analyzed using the Chi Square
slatistic.

Convenience aind Accessibility

RE.R‘]:'mndl..nlb who ciled reasons relaled 1o
convenience  and accesmbam} dulfercd
from those who did not only in temms of

Home Cwnership.  Homeowners ($745)
exceeded renters (§431) in the amount
{hey would be willing to spend per month

"Why woudd you consider Iving in

dowritowr: Oberlin?”
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Oberlin College student slatus and home
ownership. Among thosc who cited
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apartment or condominium, over

60 percent were Oberlin College
students and over 57 percent were
currently renting their homes.
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Avsthetivs and Charm
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There wore no statistically significant differences based on gendsr, racesethnicity, educational
aliainment, upe, Oberlin College student status and home ownership between those whu ciled
reasans related 1o aesthetics and charm for considering living in downtown Oberlin and those
who did not.
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Fun/Fashicnable Atmasphere

Respondenls who would
comsider living downtown

because ¢f its  fun,
{ashivnable atmosphere
differed from those who did
not only in terms of their
status as home owners.
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Over three-fourths {77%) of

respondents who said they would consider living downtown because of its fun/fashionable .
almosphere were currently renting their homes.

D. Ncpative Attitudes About Living Downtown

Among those who said they would not
consider an apariment or condotninium
m downtlown Oberlin, a plurality (40%)
cited reasons relating in a general sensc
10 simply prelemng 1o live elsewhere.
Lhese included references o specific
locations where respondents  were
already living, or to places (o which
they had already planned or hoped to

move. Another 29 percent of

respondenls said they would pof
consider downtown Oberlin  because
they prefer a more rural or suburban
setiing. Many of these respondenls
made Telerences 1o yards and gardens.
Eleven pereeat (11%) of respondents
felt that downtown Oberlin would be
oo loud or noisy 10 consider having an
apartment. Onty small percentages of
respondents teferred 10 Oberlin as
being unsafe, having poor schools, or
being inconvenient or far away (3%
cach).

The top 2 cateyories accounted for 66
pereent of all responses describing why

respondents would nol consider an apartment in downtown Oberlin. Respondents who cited each
of the 2 negative reasons respectively were compared to those who did not
siaustic was used 0 test the probability that any upparent demographic differences between
respondents represent actual differences in the population.
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Prefer to Live filsewhere

Tndividuals who stated that they would nul
consider downtown Oberlin  simply
beeause  they  would mpefer 10 bive A
elsewhere differed from those who did not GE“E’WEE,TE .a*?":'fe}::.‘;,, Y
only in terms of gender: Over 93 percent |2 m‘memtﬂh“&-ﬂme”‘. il 534%
of respondenis who prefer to live e S e |
clsewhere were female.

Prefer Rural/Subgrban, Yards, Gardeny
Respondents who would not consider living in downtown Oberlin because they prefer rural

setting, vards, or gardens differed from those who did ot cile these reasons in terms of age,
Oberlin student status, and home ownership.

Among thosu
respondents  who
ciled a desire to
have yaids,
gardens, or live in
a rural setting a5 a
reasen  for  not maﬂmw N T :-.-,.----
considenng .
downlown  Oberlin  apariment or
condomwnium, over 64 percent were aged
55 and older. WNo Oberlin College
students were among those who ciled a
preference for a rural sefting or {or yards
and pardens, nor did any respondenls S 2

currently  temtng  their  homes. W“‘*me Hﬂ' 5’“*“9’“‘5’@’*’"5 2% | BEa
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Oberlin Collcg,e Student §umman Table 10

O

3 5.16:._“‘;

-\WL 3&‘3’:; h

w22, Oberlin college student

Student Not Student ks
5
______ Column % | Column % g
70.0% a1.2% %
Q13. Conslder downtown Oberlin for apartment/cé 4
No 30.0% 58.8% g
R
Convenient/Accessible 60.7% 45.8% gj
Fashionablc/Fun Atmosphere]  28.6% 20.8% &3
i Aesthetics/Charm 21.4% 37.5%
E,é Why you would consider downtown Oberlin
-\ People/Family % 12.5%
N College 25.0% 83% 3
E“ | SaferQuict 0% 12.5% '_§’
Eﬂ Prefer Ejsewhere (Unspecific, 37.5% 40.0% 2
rg.; Too Loud/Noisy 12.5% 10.0% ﬁ
R A2
] “InconveniontFar Away .0% 3.3% ;ﬂ
i 73 .
:;1 Too Expensive 12.5% 3.3% 'i
t.;'“, Why you would not consider downtown Oberlin § Poor Schools 0% 3.3% "?
o
;,5 Poor Housing 12.5% 3.3%
3;_3 Too Small 25.0% 0%
23]
¥ Prefor RuralfYard/Garden 0% 36.7%
s
8.

31




| APPENDIX



—_—

-—

Interviewer MName: ) Date: ' Time:

Oberlin Market Asscssment
Shopper Intercept Survey

1. How often have yon visited downtown Oberzlin in the past year?
(1) 1-4 times

(2} 5-10 times

(3} 10 or more times

2. For what reason(s) have you visited downtown Oberlin in the past year?
[INTERVIEWERS. DO NOT READ CATEGORIES. ACCEPT MULTIPLE RESPONSES]

2a.
2b.
Ze,

-

AN

2Ze.

21

20.
Zh.

2i.
2.

2k.

2l

«Work

Businss with the City

I'rofessional services like accountams, lawyers NOTE:

Banking {(SKIF 7O QUESTION 5 IF
Visit night chubs/bars RESPONDENT DOES NOT
Euat/dine at restaurant INDICATE 2K “SHOT.]

Atlend a conlerence or meeting

Visit a museum or historical building
Visit family/friends

Just passing through

Shop
Other:

[IF SHOP. ASK #3 & #4]

3. What kind of werchandise do you typicaliy shop for in Oberlin?
[0 NOT READ CATEGORIES, RECORD ACCORDINGLY. ACCEPT UP TO 3
RESPONSES]

Anliques

Arl

Books/mayasmes

Clothing

Food/snacks/eotiee

General household iterms/hardware
Personal care products/medicines
Music edsfvideo 1apes

el S G

ALD CATEGORIES:

4. What three stores do you shop the most in Oberlin?
[ACCEPT U¥ TO 3 RESPONSES]




o

5. Vvhat brings you (o Oberlin today?
[INTERVIEWERS: DO NOT READ CATEGORIES, ACCEPT MULTIPLE ANSWERS]

Sa.
5b.
e,
5d
Se.
5t
5g.
5h.
51
5
Sk.
51

Work

Busincss with the Cily

Professional services like accoummants, lawyers
Banking,

Visit night clubs/bars

Eat/dine at resiaurant

Atend a conference or meeling

Visit a museurn ot historical building

Vst familv/ricnds '

Jusl passing hrough
Shop (I SHOP, ASk Q6 & Q7:]
Other:

6. What kind of purchases did you make teday?
[ACCEPT UP TO 4 RESPONSES]

7. About how much have you spent on purchases today?

8. Did you purchase anything to eat today in Oberlin?

1. Generally, when you think of Oberlin, what image or imagés.' come to your mind?

1. Yes
2. No
[IF YES, ASK (9]

9. About how much did you spend on food today?

[DO NOT READ CATEGORIES; ACCEPT MULTIPLE ANSWERS]

10a.
10%.
10c.
10d.

10z,

10,

10a.
10h.

10i.
10j.

College town
Small twn aimosphere (quaint, charming, cozy, friendly, *“Mark Twain” town})
Arts/Cultural

'Beautification & aesthetic appeal (pretty, scenery, visual aftractiveness, trees, flowers, parks.

fields, open spaces)

Eccenirioities (cecentric or cxotic dress and behaviors of people)
History (15th century, underground railroad, ete.)

Liberalfradical (le[l wing, controversial, counter-cullural, eic.)
Quiet, peacelul area

Divenity (farmers, college people, international students, ethnic)
Other: SPECIFY:

i
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11. What, if anything, do you gislike about downiown Oherlin that you would like to sce
imprwed?

12. Do'you own or rent your home?
3. Rent
2. Own

13. Tf you were ever in the market for 2 new apartment or condominium, do you think you would
ever consider downiown Obcrlin?

1.¥Yes
2. No

14. Why |OR] Why not?
15. What is the most you would spend pey month on aB apartment o7 condominium?

e ———

16. What type of activity, bobby, or pass jime ocenpics MOST of your frce time?

e

-

Just @ couple mMore questions we will nse for classification py FpOscs only.

" 17. Whal is the highest leved of education you completed? [READ CATEGORIES]

1, J.ess thap high sehool

». High school graduate

3. Some college, 0O degrec

4. Complered college, two year depree

5. Completed college, four year degree
6 Some gradusie school '
7. Completed gradaate school

ifi
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18. Which of the fullowing best describes how you clussify yourself? [READ CATEGORIES]

1. White
2. Afrcan American or Black
3. Asian
4. WNative American/American Indian
5. Other
19. Are you of Hispanic origin?
1. Yes
2. Nao

20. Please teil me the letter on this card that includes the total yearly income before laxes for all
members of vour fumily. [HAND RESPONDENT CARD)]. Just rcad the pumber please.
|[RECORD AS FOLLOWS]

1. Under $15,000
2. 15,000-24.999

3. 25,000-34,995

4, 35,000-49,999

5. 50,000-74,999
6. 75,000-92,999
7. 100,000 and over

21. Which of the following categories best deseribes your age?
[READ CATEGORIES]

. 18-24

25-34

35-44

45-54

55-64

65 or older

A S

22. Are vou a student at Oberlin Coilege?
1. Ycs
2. No

23. How many years have you lived in the Northeast Ohio arca?

24, What is your zip coede?

[RECORD BY OBSERVATION; DO NOT ASK]
1. Male
2. Fcmale

[RECORD LOCATION OF INTERVIEW]

v



