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THANK YOUI!

Angie Lokotz
John Wolters
6th Avenue Business frst Board and General Members

2802 6th Avenue
Tacoma, WA 98406

Dear Angie, John, 6ABD Bodlembers, and General Members,

We want to thank you all for working with us throughout this semester. When we started this
LINE2SOG> ¢S RARYQUO (1y26 6KIFG 6S g2dz R 0SS 221
information, and primed for research. Your reception of our ongoing consutaervices and
willingness to meet and work with us on different topics has been so instrumental to our ability
to provide your organization with what we hewill be an effective report.

Through a myriad of meetings with City of Tacoma represemsfivoard meetings, client
meetings, team sessions, and long hours in the library, we have compiled a final report that we
0StASOPS (G2 06S (GKS 0Said NBLNBaSyualaazy 2F gKI
Y2y (GKad 2SQ@S &2 Nk WitRon& andther aido ptbide fydu all2vishlthé
best portfolio of strategic initiatives possible. The importance of 6th Avenue to the community
has always been readily apparent to us, but this project has shown us the true gravity of impact
that 6th coud have on the City of Tacoma.

This project has been an invaluable learning experience for all three of us and we will carry
the knowledge we have gained this semester through the rest of our lives. We ask that you read
this report with anopenmink S FSSt O2yFARSY (O Ay GKS 2LIiA2ya
excited for you all to read them. We want to wish you all the best of luck, and that 6th Avenue
may experience the success and prosperity we knowajolo be so passionate about.

With high hopesand warm regards,

Sincerely,
Edrick Wang, Nicholas Setting, and David Teskey

University of Puget Soundtrategic Management and Consulting 2018
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EXECUTIVESUMMARY

Our first exercise as a team was spent walking up and down 6th Avenue on a chilly early
morning. We directly observed and evaluated conditions of the built environment, during which
a situational picture began to emerge. From crumbling and uneven sidewalkgyh amounts

of littering, to homeless individuals actively following us down the Avenue, we were compelled
to develop an evolved strategy that might address the entirety of issues plaguing the Ave, not
just low impacting singularities.

Through theifst client meetings with our contacts John Wolters and Angie Lokotz, we

established their perceptions of the built environment issues and goals of the 6th Avenue

Business District (6ABD). Following those meetings we designed and emailed an online survey

2N 6KS ¢! .50a YSYOSNR (2 KSfL) dza ARSYy(dATe 4GKI
6th Avenue and within the business district. Our team also generated and emailed out a

separate online survey designed to analyze the organizational health of th&a6®a . 2 NR | y |
leadership. While both surveys received extremely low response rates from the recipients, we

still gained some understanding of the current atmosphere surrounding the 6ABD. Our team

then conducted interviews with various city government @fls/representatives, business

owners, university students, and 6ABD Board members. The purpose of these interviews was to
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obtainamultiF  OSGSR dzy RSNBUOFYRAYy3a 2F GKS ¢! .5Q0a NBf
whole. One of our team members also attend@dard meetings to hear discussions occurring

within the leadership of the 6ABD, as well as to meet and speak with the Board members
themselves about our ideas for possible proposed initiatives. Throughout our discovery process,
frequently recurring critial factors and barriers to implementation began to present

themselves. At the core of these elements were the relationships within the internal and

external environments and their declination over time. This demonstrated a greater need for

the built envirmment than any individual improvement could remedy. These included a lack of
engagement with core business and property owners in the 6ABD corridor, suboptimal
2NBIF yAT FGA2y Il KSFEGK 2F GKS ¢! .50a fSIRSNARKA
found many individuals on both sides disenfranchised.

A holistic strategy seemed necessary in order to impact development anddomg

sustainability of the built environment. After extensive research and collaboration, our team
was able to brainstorm nesures that we believe will help to address or redress many of the
issues surrounding the built environment, as well as measures for overcoming numerous
barriers to implementation created by poor relationships. These measures span various levels
of difficulty and time to repair and develop relationships with businesses and property owners,
to help reduce current barriers facing built environment planning and implementation, and to
improve the overall community outreach.

The first initiative proposes shifiinthe current 6ABD mission and values to better clarify and
unify the direction of the 6ABD. This will position the 6ABD towards fostering ideal business
development and property owner collaboration and cooperation, as well as internalize and
focus futureefforts towards the main initiative of eventually establishing a 6th Avenue Business
Improvement Area (BIA).

Next, our initiatives propose the installation of public art along the 6ABD. These include murals
and sculptures designed to improve the overattattiveness of 6th Avenue, create interaction
and social media attention for developing business, and provide an avenue of approach for
developing property and business owner relationships to promoteibwn the future
establishment of a BIA.

Theoverall and final initiative suggests improvement of property and business ownenkay

establish a 6th Avenue Business Improvement Area. A BIA proposes a greater financial resource
for developing and improving upon the issues affecting the built enment, development,

and implementation. These issues include poor cooperation, crime, litter, graffiti, and

K2YSt SaaySaad .L! Qa aSNWBS y20 2yté G2 NBRdAzOS
values, development, and business revenue along 6th Avenue
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PROBLEMSTATEMENT

Declining engagement and relationships within the community have adversely impacted the

overall built environment of the 6th Avenue Business District. Lack of business and property

owner buyin, a deficient relationship with the City ®@acoma, and suboptimal organizational

health present themselves as the underlying critical factors affecting any implementation or
RSOSt2LIYSyid 2F GKS OdiNNByd odzAifld SYygANRYYSylo
6ABD do to redress those fact@sd holistically improve community relationships, encourage
engagement and development of the built environment, and better position the 6ABD for the

longi SNY 262SOGAGS 2F Syl OGAy3a | . dzAAySaa LYLNE

The graph below reflects the amount of &t6ABD members compared to the amount of 6ABD
O2NB 0dzAAYSaakLINRPLISNIé YSYOSNE 20SNJ GAYSZ 6KS
business/property owners who fall within the boundaries of the 6ABD itself.
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The graph below reflects the relationshiptween the percentages of total 6ABD membership
that can be considered a core business, and the total core businesses along 6th Ave that are
active members of the 6ABD. Please note that the yellow and blue lines are simply trend lines
provided for referece.
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STRATEGIARECOMMENDATIONSOR DEVELOPMENT

Portfolio of Initiatives

The Portfolio of Initiatives is designed to help organizations visualize and plan initiatives that
they identify as likely yielding a highward and needing both time and research to implement.
By familiarizing themselves with each initiative and thetipent time frame for execution,

leaders and followers alike are able to see what initiatives lay before them within the next year,
or on the longterm planning horizon. In this case, our team has identified that focusing the
6ABD mission and values isiaitiative that is both familiar to the 6ABD and can be undertaken
within one to three years, whereas the creation of the 6th Ave BIA would be a more uncertain
or unfamiliar initiative to be planned and executed in the next five to seven years.

;'_;‘ Mission
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! Scott Keller and Colin Price, Beyond Performance: How Great Organizations Build Ultimate Competitive
Advantage (Hoboken, NJ: Wiley, 201i)ps://ebookcentral.proquest.com/lib/upsdetail.action?locID=693653
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darification andAlignment ofthe 6ABD Mission and Values

hy GKS ¢! .5 $S0aAGS GKS OdaNNByG YAiaaizy adalrds
serves our members through organized collaborative efforts to promote our sustainable vibrant
communityF 2 2 G PLINK YEERBRAGAZ2Y S (KS GAarzy aidl GdSyYSyid NI
is the FUN destination to Live, Work, Eat, and Play thus empowering businesses and residents

G2 LINEDuin$indbews, these statements were seen as vague, mel@ssgand/or

unreflective of the current environment. A sheidrm task of low difficulty that the Board can

start with is the clarification and unification of these tenets. Gary Kirk and Beth Nolan Shabnam

of James Madison University articulate the imgornte of a quality mission statement for

nonprofit organizations in a study that measured the performance of different organizations

GAGK @FNBAY3I YAaarzy aidalaSyYSyd ljdztAdAaSad a¢K
more focused geographic goe were associated with lower overhead ratios. In contrast,

mission statements that identified more target client groups were associated with larger one
@SN AYONBLI &a8% yAyi KB2 il NI6@dzi 02 adE (1 KS NBt SGIF yi
targetedto increase contribution consist of potential core members who are currently

uninvolved in the 6ABD. Through a more unified mission and values system inclusive of both
business and property owners, the 6ABD would better position itself to increase core

membership and mobilize existing members towards greater {@ng goals.

ly 2ytfAYS adz2NBSe aSyd 2dzi oe (GKS | yAOSNARAGE 2
Board members asked questions to help us gain a better understanding of the organizational

heath, including perceptions surrounding the current mission and value statements of the

6ABD. Unfortunately, even after attempts to follow up with the Board members regarding this

5- to 8-minute survey, only four responses were received after three weeks.l@el of

response- as well as our three unmet requests of financial recorae indicators of lacking

engagement or communication levels within the 6ABD to implement substantial organizational

policy. There seems to be strikingly low property ownegagement, few accountability

measures, and a lack of clarity in expectations within the Board according to responses that

sSNE NBOSAQPGSR® ! . 2FNR YSYOSNIIftaz2z SELINBaaSR
meetings and in following up on delegateffcets.

When we prompted Board members to rate their level of agreement with the statement,
GwS@ASsa 2F c! .5 LISNF2NMELY 00 UARIyRL €052 (1G2SNINISSCA(LARZ
gARStf @ FTNRY daidNRBy3Ite | AINBSE O 2preseRtbeivieehNE S¢ @ b

2"Ave info." 6th Avenue Business District, accessed April 14, 2018. https://on6thave.ogfaie
3 .
Ibid.
* Gary Kirk et al. "Nonprofit mission statement focus andriitial performance.Nonprofit Management &
Leadership 20no. 4 (Summer 2010): 4780, doi: 10.1002/nml.20006.
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overall enthusiasm, member loyalty, and competitive responsiveness in differing member

opinions on each subject. One respondent points to a highly negative perception of the 6ABD

among many business owners. The respondent further asérisd LISNOSLIIA2Y & a4
LI22NJ YSYOSNBRKALI FYR LI NGAOALI GA2YZEé YR GKI G

is a challenge to inform and persuade business to actively get involved with the district or its
FOGAQGAGASADPE | YRR KBNS NBRARNYRS VAIGIORSYSYy G a 23
RAFFAOMzZ G G2 Ff A3y 2dzNJ AaGNF GS3ITe G2 2dzNJ YAEA&AA?2
businesses and property owners within the 6ABD, the Board encounters could experience

extreme difficulty pasing policies or implementing productive actions, and could risk further

alienation of already disgruntled members in the 6th Ave commutiftyis is more reason for

the 6ABD Board to engage property owners towards gaining commitment anuh lmnythe

potential for growth and benefits of a Business Improvement Area.

To encourage a creative district with holistic development we believe that further decisions
made by the Board should be inclusive of both business and property owner input in order to
better facilitate greater future buyn, cooperation, and collaboration. A key start to this would
be to create a Mission and Values statement that accurately reflects those Values.

Opportunity ThroughPublicArt: Murals and Sculptures on 6th

The Value ofMurals...

Being an urban strip socially regarded as hip and destination HegtlyAvenue carries an
eclectic vibe. The variety of shops and niche businesses along the Ave make it colorful and
visually diverse. Through careful research it appears thainttpgementation of murals in

° Department for Communities and Local Government: London, "The Role of Property Owners in Business
Improvement Districts." December 2008ttp://webarchive.nationalarchives.gov.lk0120919191212
/http://www.communities.gov.uk/documents/localgovernment/pdf/1090883.pdf

® Sebastian Desmidt, "The Relevance of Mission Statements: Analysing the antecedents of perceived message
quality andits relationship to employee mission engagemeiublic Management Reviel8, no. 6 (June 2016):
894917, doi: 10.1080/14719037.2015.1051573.

""6th Ave." Travel Tacoma, accessed April 13, 2018. http://www.traveltacoma.com/regions/tacorrea/éth
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certain locations along the Ave could potentially increase foot traffic and attractiveness, all
GKAES FTEAIYAYI gAGK GKS [/ Ade 2F ¢ O02YF Qa OdzNN.
artistic reputation. Being large gxes of art, murals would tie into the existing artistic and

hipster reception of 6th Avenue. Artistic pieces not only improve the attractiveness of a public

aLJ OS> odzi GKS@Q@S faz2 o6SSy fAY{1SR (G2 AYLINBa
performance ad product sales. This mechanism through which art positively affects

surrounding products is articulated in a recent study conducted by Zachary Estes, Luisa Brotto,
FYR . Ndzy2 . dzal OOF 2F . 2002yA ! yAGSNEAGE Ay L
presence of art endows products with an image of luxury, which in turn improves evaluations of
GKS | &a&2 OAI® hStis apfheBd 1@ dtrOFABDPEne can reasonably consider the
odzaAySaasSa ft2y3 ciK ! @S G2 o0 Svorabke ercéptitBiR dzO G a ¢
these businesses will aid 6th Avenue in pursuing existing goals.

A number of blank walls on the sides of business along 6th Avenue provide perfect canvasses to
build momentum for the 6ABD and the communisge image aboveThe irtroduction of

Y2NB YdzNF £ & +Ff2y3 ciK ! @Sy dzS o 2-gerRtra@cprry | 1S 4
wi26 o0dAfR 2y ¢l O02YFIQa @GAaA2Yy YR @ fdzSa F2NJ
Iy R Odzf ( dZNAdditioaafyritieanmyddrdentation of a currently popular angel wing

8 Zachary Estes et al. "The value of art in marketing: An embtised model of how artworks in ads improve
product evaluations,Journal of Business Resea8&h (April 2018): 39405,
https://doi.org/10.1016/j.jbusres.2017.10.017.

9 ArtFull Tacoma," last modified July 19, 2016, http://cms.cityoftacoma.org/CEDD/TacomaCulturd/Arts/
ArtFullTacoma_16FullPlan.pdf, 7.
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