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Planning Commission

October 10, 2019
City Hall, Council Chambers
749 Main Street
6:30 PM

For agenda item detail see the Staff Report and other supporting documents
included in the complete meeting packet.

Public Comment will be limited to three (3) minutes per speaker.
Call to Order

Roll Call
Approval of Agenda

w0 DnPF

Approval of Minutes
a. September 12, 2019 Minutes
Public Comment on Items Not on the Agenda

o

6. New Business — Public Hearing Items

a. Speedy Sparkle PUD Amendment: A request for approval of a Planned
Unit Development Amendment to allow sign design waivers for 1414 and
1408 Hecla Way and 1712 Plaza Drive. (Resolution 14, Series 2019)

= Applicant: Speedy Sparkle Car Wash — Louisville, LLC
= Case Manager: Rob Zuccaro, Director of Planning and Building Safety

b. The Business Center at CTC GDP Amendment G, The Business
Center at CTC Replat | Final Plat and Final PUD: A request for an
amendment to The Business Center at CTC General Development Plan, a
request for a Final Plat and Final Planned Unit Development to allow the
construction of an office building and associated site improvements at
1411 S. Arthur Avenue. (Resolution 17, Series 2019)

= Applicant: Andy Johnson, DAJ Design
= Case Manager: Lisa Ritchie, Senior Planner

c. The Business Center at CTC Replat J Final Plat and Final PUD: A
request for approval of a Final Plat to consolidate two lots into one, and
approval of a Final Planned Unit Development to allow construction of a
structure and associated site improvements at 1875 Taylor Ave.

City of Louisville
Department of Planning and Building Safety
749 Main Street Louisville CO 80027
303.335.4592 (phone) 303.335.4550 (fax)  www.louisvilleco.gov
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(Resolution 18, Series 2019) REQUEST TO CONTINUE TO NOVEMBER
14, 2019
= Applicant: RVP Architecture
= Case Manager: Harry Brennan, Planner Il
7. Planning Commission Comments
8. Staff Comments
9. Items Tentatively Scheduled for the regular meeting November 14, 2019:

= The Business Center at CTC Replat J Final Plat and Final PUD —
Continuance

= Moxie SRU

= Parcel O GDP Amendment

10. Adjourn



E Clty(y .
Louisville
COLORADO - SINCE 1878
Planning Commission
Meeting Minutes
September 12", 2019
City Hall, Council Chambers
749 Main Street
6:30 PM

Call to Order — Chair Brauneis called the meeting to order at 6:30 PM.
Roll Call was taken and the following members were present:

Commission Members Present: Steve Brauneis, Chair
Tom Rice, Vice Chair
Keaton Howe
Jeff Moline
Dietrich Hoefner
Debra Williams

Commission Members Absent:  None.

Staff Members Present: Lisa Ritchie, Senior Planner
Harry Brennan, Planner Il
Kathleen Kelly, City Attorney
Shaida Libhart, TEI Consultant
Amelia Brackett Hogstad, Planning Clerk

APPROVAL OF AGENDA
Howe moved and Williams seconded a motion to approve the September 12", 2019
agenda. Motion passed unanimously by voice vote.

APPROVAL OF MINUTES
Moline moved and Williams seconded a motion to approve the August 8", 2019
minutes. Motion passed unanimously by voice vote.

PUBLIC COMMENTS ON ITEMS NOT ON THE AGENDA
None.

NEW BUSINESS - PUBLIC HEARING ITEMS
Speedy Sparkle PUD Amendment Continuance July 11, 2019: This application will
be heard at a later Planning Commission meeting following new public notice.

LMC Amendment: Oil and Gas Operator Registration: An ordinance amending
Chapter 17.68 of the Louisville Municipal Code to require Oil and Gas Operator
Registration. (Resolution 16, Series 2019)

e Applicant: City of Louisville

e Case Manager: Lisa Ritchie, Senior Planner

City of Louisville
Department of Planning and Building Safety
749 Main Street  Louisville CO 80027
303.335.4592 (phone)  303.335.4550 (fax) www.LouisvilleCO.gov
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All required notice was met.

Ritchie presented the proposed ordinance, which will comply with the new state
regulations for S.B. 19-181, “Protect Public Welfare Oil and Gas Operations,” allowing
for greater local control. There are no current drilling activities or actively-producing
wells within the city and no active permits have been filed with the state since 1999. The
intent of this ordinance is to require a 30-day notice for oil and gas operator registration,
which includes the following:

e Good faith estimate on number of well sites and wells within 5 years
Map showing locations
Well estimates
Information demonstrating capability to meet requirements
Requirement to update information as necessary
e Requirement to reapply after 5 years if no application has been submitted

Staff recommends approval of Resolution 16, Series 2019.

Rice disclosed that his wife is an executive with a large oil and gas company, but he did
not consider it a conflict of interest since that company was not doing in business in
Boulder County and likely not doing business anywhere in Colorado.

Howe asked about the moratorium.

Kelly replied that the draft proposed a 6-month moratorium, though staff was also
presenting a draft to Council without a moratorium. Updating the regulations would be
an expensive and long process and there had been some discussion about the
relevance of making those updates, given how much staff time would be needed and
the possibility that the ordinance may no longer be up-to-date by the time an application
came through. The moratorium would allow for a timely review of regulations. Council
had talked through scenarios in which the 6-month timeline would not be long enough or
the Council would not be able to secure a super majority if there were any absent
council members when an application came through. Therefore, the language meant
that a filing would trigger the moratorium.

Howe asked if 6 months was an adequate amount of time.

Kelly replied that the courts view temporary moratoria as legitimate means to update
ordinances. When you push it to a year, it starts looking like a ban on the activity. If the
City found that it needed more than 6 months while it was actively working on its
regulations, it could choose to extend a moratorium.

Moline asked if this would apply to properties that the City had an ownership share in
but that were outside the City limits.

Kelly replied that it would not.

Williams asked what the ramifications would be if there were a ban.
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Kelly replied that the City was not authorized to ban oil and gas operations. She noted
that it was not a bright line and there were some jurisdictions that had enacted 12-
month moratoria. A 6-month moratorium also created a record of the City’s efforts in
those times in case of the need for an extension.

Brauneis asked about the language that referenced Boulder County.

Kelly replied that it was based on a provision from Boulder County’s language to
preserve the public’s health and welfare.

Brauneis asked about the well permit filed in 1999.

Kelly and Ritchie explained that there was property that was rezoned and intended for
drilling but that was never fulfilled.

Brauneis asked about the 1995 update to the Municipal Code, which allowed drilling in
all zones.

Kelly replied that that period of time there were a few significant court decisions that
dealt with “operational preemption” and the limits of what a local government could
regulate. That ordinance change was in response to the authority change in the courts,
such that the City was no longer allowed to limit drilling to agricultural zones.

Moline asked if directional drilling would change those regulations and allowances.

Kelly responded that they would learn more about the breadth of authority in SB if it got
tested in the courts. She noted that directional drilling and other technological changes

could allow a surface location within the City of Louisville to be directionally drilled to a

reservoir outside of the City.

Brauneis asked about the setbacks.

Kelly replied that they corresponded to the existing ordinance.

Williams asked if the buffer could change once staff reviews the ordinance in the future.
Kelly replied that there were no plans to change the regulations in the future. The
operator registration was intended to trigger a review of the ordinances. There was no
telling when, if ever, that would happen.

Brauneis asked for public comment.

Ron Spaulding, 597 Casper Drive in Lafayette, stated that his family lived in Louisville
and he encouraged the Commission to endorse this proposal. A few localities have
enacted stricter legislation, but he did not think the City needed to go there yet. The

moratorium was a good, preemptive tool. He noted that it did take quite a bit of time and
effort to rework regulations.
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Deb Fahey, 1118 West Enclave Circle in Louisville, stated that the proposal was a good
first step and she would like to see it a bit stronger. Broomfield is planning on drilling
very close to the City’s southeast border and she asked if Louisville setback
requirements would affect their drilling.

Brauneis asked about the ability for someone to drill sideways into City limits.

Kelly replied the City of Louisville did not have authority if the surface site of the drilling
occurred outside its limits.

Brauneis asked what would happen if there was something that was up against the city
line.

Kelly confirmed that the City could not do anything in that case since it was outside city
limits.

Brauneis closed the public hearing and opened commissioner discussion.

Rice noted that the question tonight was limited to the registration amendment and that
the City could not legislate for other jurisdictions. He thought it was a reasonable
change to the ordinance and not overly burdensome to those who might apply.

Hoefner agreed with Commissioner Rice that it seemed like a common-sense first step
that did not do too much too fast, especially considering there was no current
development.

Howe agreed.

Williams stated that she liked the idea that they were not needlessly tapping into staff
resources.

Moline agreed with his fellow commissioners about the proposal. He added that the
community should address the issues that come with the production of the minerals. If
we were going to use oil and gas resources in Louisville, and they weren’t going to be
found here, they would have to be found somewhere else. So to be good neighbors we
should limit our use of the resources.

Brauneis was in favor and asked for a motion.

Moline moved to approve Resolution 16, Series 2019. Williams seconded. Motion
passed unanimously by roll call vote.

DISCUSSION
Draft Transportation Master Plan
Ritchie noted that staff had presented the draft for the first time last year and tonight’s
draft included community feedback. She requested thoughts, ideas, and uniform
consensus in situations where the Commission wanted to change the plan.
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Shaida Libhart presented the Transportation Master Plan, or TMP, which she explained
was meant to function as a blueprint for transportation project development and to
identify funding needs and priorities. There were further details to figure out and studies
to conduct after the completion of the TMP.

Libhart explained that the TMP had received over 1,500 comments and hundreds of
map ideas and that, overall, substantial community involvement helped shape the plan.

The TMP contained 4 key policies:
1. Great Streets: Street design coordinated with community needs and land uses.
2. Walkable/Bikeable Places: Network connectivity and accommodations.
3. TOD Guidelines: Opportunities to leverage investments, increase economic
development, and support sustainability.
4. Applications for Technology: Utilize technology to increase equitable mobility
options and improve efficiency of the network.

The TMP contains many projects that fall into the following categories, all of which are
meant to work together and focus on safety:

1. Corridor improvements

2. All ages and abilities bicycle network

Libhart explained that this category emphasizes safety and connectivity using low-
volume, low-speed streets where possible. The plan divides streets into larger streets
and neighborhood streets, which allows staff to make sure that neighborhood streets
maintain their low-speed, low-volume character.

3. Connectivity and safety improvements
4. Downtown connector trail
5. Transit vision and service needs

Brauneis asked if there was an overlay that would help determine the routes students
take between home and school.

Libhart replied that they did not have specific information on where students live, but
they tried to look at where the schools are and look at the primary trails and corridors
nearby to create safe routes to schools. She added that there was a program to create
safe routes to school in the plan.

Libhart noted that intersections were the places with the most crashes and the TMP
identified the safety hotspots to focus on, particularly school intersections, key
destinations in the city, and trail crossings. The TMP also identified potential underpass
locations.

Brauneis asked if the TMP gave staff enough to make any aspect of this plan a reality.
Ritchie replied that planning staff had spent hours and hours with other department

staff, talking about feasibility in these specific places and the plan represented a good
collaboration with an outside consultant.
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Moline asked if the Plan would unwind some of the legacy of the automobile- and
suburbanization-history of the city.

Libhart replied that the plan included a set of best practices for future design.

Moline observed that it sounded like the plan included retrofitting streets that were
meant for automobiles and adding in safety for bikes and pedestrians.

Libhart added that the recommended reference materials contained the most up-to-date
best practices on how to make those transformations.

Moline noted that Boulder had more people biking than Louisville, probably because of
some of the improvements there.

Howe asked if the research had found any underused pedestrian crossings.

Libhart replied that they did not have additional pedestrian counts to gather that
information. They did provide a basis for staff to look at the intersections critically based
on primary destinations and safety.

Howe wondered if people avoided some crosswalks because of the safety factor, and if,
in that case, it may be better to remove those crosswalks than to enhance them.

Libhart replied that she thought the plan provided the tools and resources to help the
City make those decisions.

Howe asked if it was possible to make things safer by making them simpler rather than
adding things, in some instances.

Williams explained that the bike system in Vancouver was completely separate from
other traffic systems in the city, making cyclists feel safe by being apart from other types
of movement. She noted that there were some streets in Louisville that would not work
for that type of plan, but some streets could.

Libhart replied that a lot of the design treatments for the neighborhood streets were
taken from places like Vancouver in creating safe biking spaces.

Williams asked if the TMP took into account surrounding municipalities’ transportation
plan.

Libhart replied that they had met with Superior and their staff said that the
recommendations were aligned with what their plans, as well. They had not discussed
specifics since those were still in flux.

Ritchie added that early in the development, staff met with Boulder County, Superior,
Broomfield, and Lafayette. Staff had also met with school board and individuals schools.
They didn’t want to do anything in the TMP that would conflict with other jurisdictions.
Boulder County sent robust comments on the plan, as well. There was also a map that

8
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showed projects by priority and funding scenarios. She noted that this plan was not
100% funded.

Brauneis noted that there were students who moved between Lafayette and Louisville
to go to school.

Howe asked about the delineation among walking, biking, and driving in the plan.

Libhart replied that it depended on street usage, surrounding land uses, the context of
the area, safety, and speed.

Libhart explained that transit had to be coordinated with RTD and Via, but the plan
presented a vision for transit development, including recommendations to serve the
CTC, the hospital, and schools, and accommodate future higher-capacity options. She
explained that the plan also contained 10 different programs that the City could
implement to support the recommended projects.

Break around 8 PM. Reconvened after 5 minutes.
Howe asked what the biggest feedback points were from the community.

Libhart replied that there was a desire for separation among different types of
transportation.

Moline noted that one of the graphs showed that around 43% of respondents never
walked and that part of the challenge was creating programming to get people out,
since there were certainly some unsafe places but there were already a lot of safe ones.

Libhart showed a walk-shed map how far people can walk within different time
constraints. She added that some people shared that they did not have anything to walk
to.

Moline suggested getting people familiar with the resources we already have, like other
RTD buses besides the Flatiron Flyer.

Libhart observed that the goals for this plan were broad, but the plan identified
performance metrics and targets that linked back to the goals.

Ritchie explained that the GIS map on the screen provided different ways to visualize
funding information. Staff would like feedback on prioritization of the downtown
connector as a less expensive or a more involved system; ideas in the interim before re-
striping Pine Street; and short and long term goals for the downtown connector project.

Williams cited a bike plan in Boulder on Folsom Street that included a barrier between
the bike and the traffic that ended up being a nuisance and scarier as a driver than as a
cyclist. In Vancouver, they painted concrete barriers, which looked better.

Libhart noted that Calgary also had a protected bike network using barriers as a pilot for
a year to get feedback before finalizing the whole plan.

9
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Brauneis noted that opportunities like needing to repave Pine Street were great times to
take advantage of other improvements. He suggested prioritizing safety where we know
things are unsafe and increased connectivity.

Rice noted that sufficient parking in the downtown area may come into conflict with
some of the multi-modal goals of the Plan.

Ritchie replied that there had been a lot of discussion about the parking impact.

Rice added that from a planning perspective, the Commission would prefer a higher
level of facility save for the budget issues, which were not the Commission’s bailiwick.

Moline recommended pursuing scenario 3.

Hoefner stated that the report was organized by priority, but he did not have a sense of
cost-benefit ranking among the different projects with their vastly different costs.

Libhart replied that cost-benefit analysis was very complicated but she thought the
comment was important. She noted that scenario 3 would fund everything except that it
did not factor in transit.

Williams asked about how to increase CIP funding, for example, were there
conversations about increasing taxes or having specific taxes for transportation. She
also asked about outside funds.

Libhart replied that there would be additional funding mechanisms, but what they
budgeted into the plan anticipated grant funding. Some of the costing involved
budgeting for different levels of local involvement based on the availability of other funds
for certain projects, like Highway 42. The cost also used a higher amount for grant
funding than the City was currently receiving.

Moline asked about the transportation service fee in scenario 3.

Libhart replied that there would have to be nexus study, but there was a possibility to
use a system would be a fee-accessed to contribute to maintenance funding, which
would free up the CIP for more capital, which could also be leveraged for more grant
funding as well.

Brauneis asked what level of feedback Council wanted from the Commission.

Ritchie suggested noting any concerns with the plan or any recommendations for top-
priority projects.

Hoefner recommended keeping the Commission’s input at a high level.

Ritchie added that Council may appreciate specific feedback on policy.

10
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Hoefner noted that walking and biking and safety were the most important community
issues but the highest dollar amounts were going to road-widening projects and he
wondered whether the financial priorities matched the input from the community. He
asked if the reduction of a 3-minute delay was worth $25 million.

Moline noted that some road projects included multi-modal elements, as well.

Ritchie noted that the cost of that project would not be borne entirely by the City. The
City had funding to do additional study for the Highway 42 in partnership with Lafayette
and Boulder County.

Libhart noted that the ones that are high-priority and short-term could be completed in 5
to 10 years, such as roadway crossings, intersection improvements, small trail
additions, and bikeway network enhancements.

Moline stated that there were two new signals at Highway 42 and Dillon Road to which
C-DOT was contributing zero dollars and the state did not have funding to take care of
state roads. A robust transportation network is within the purview of the Planning
Commission to emphasize and prioritize.

Rice commented on the Highway 42/96™ Street issue, observing that 96" was an entry
point for Louisville but it was a blighted area. There should be some priority given to that
project for the gateway reason so it could look the way we wanted it to for the
community.

Moline asked if Libhart ever saw that residents in mixed use and downtown residential
developments walked more.

Libhart replied that they had not looked at that in Louisville, but nationally in similar
communities with destinations and connectivity, there were significant increases in the
number of people who were using walking and biking.

Brauneis noted that he wanted all the projects and since the Commission could leave
worrying about the budget to the Council, he thought that the commissioners could feel
good about saying that they valued all the projects.

Williams noted that it was important to focus on multi-modal projects to get the biggest
bang for our buck and leverage the most funds. Another priority was to finish trail
connections for walking and biking. There were a lot in the city that were disjointed and
not completed and finishing those might be faster and cheaper than other projects.

Williams asked why you wouldn’t pick scenario 3.
Rice stated that the Commission should endorse the report and that the policies,
projects, and programs were all appropriate and that the Commission could go further

and say that they support scenario 3. The reality of budgeting was a City Council
function.

11
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Libhart added that the funding scenarios were meant to help the City with budgeting and
practicality conversations in the future.

Moline liked that the approach to funding was good in the plan because it looked at
different funding avenues. He suggested to Council that they consider different ways to
fund these improvements.

Williams added that Moline’s suggestion also allowed the plan to spread out the pain
and not overtax any one area.

Howe noted that the downside of scenario 3 might be limited flexibility in the future.

Ritchie replied that the Plan was meant to be updated over time as needed,
approximately every 5-8 years.

Rice quoted from the staff report:
It is important to note that the plan reflects a particular moment in time. The
TMP should provide guidance, but City priorities may change over time and
transportation decisions will need to reflect these updated community
needs, opportunities and priorities. The City should update the TMP
periodically to ensure consistency with changing conditions.

Williams added that the TMP was like the Comp Plan in that way.
Moline added that the CIP planning horizon was approximately 5 years as well.

Ritchie noted that Council would take the TMP into account among all the other funding
demands of the City.

Libhart noted that scenarios 2 and 3 provided more flexibility to the City with how the
implement the plan.

Howe observed that it was important to understand that the Commission thought the
plan was important to invest in. He noted that while the community wanted to prioritize
biking and walking, 93% of people who work in Louisville commute from elsewhere and
efficiency in auto movement was still important, as was making streets more efficient
overall. He recommended looking at the high crash locations to guide future
conversations. Safety should be a priority and policy 4 could improve safety. There were
also a lot of collisions on South Boulder Road and the corridor going downtown and
looking at that area should be a priority. He also noted that consistent signposting
across the city would help make the system less confusing. He agreed with the
importance of separating bikes and cars, taking into account where people are coming
from and where they’re trying to get to.

Libhart noted that commute trips in Louisville were significant, but about 60% of all trips
were not commute trips.

Howe responded that making the streets more efficient would also help people who
were moving across town.

12
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Moline liked the Level of Concern (“LOC”) designation because it allowed for a
distinction between streets for cars and streets not for cars, increasing separation and
efficiency. He also wanted to make sure the plan included the latest safety data,
including the fatality.

Libhart noted that the safety data on the newest draft would be 2015-2017, not 2013-
2015 as it was in this draft.

Brauneis recommended a sidebar in the report to acknowledge the fatality on Highway
42.

Libhart asked Commissioner Howe if he was referring to the Long-Term Vision for
South Boulder Road as far as efficiency and separation.

Howe confirmed.

Hoefner made a motion to endorse the report with its policies and projects,
recommending scenario 3, and recognizing that the Planning Commission did not have
to consider budget. Rice seconded.

Brauneis asked for public comments.

Fahey asked the Commission to consider that there were specific needs for seniors,
which was an exploding population and in the next 10-15 years the percentage of
seniors was going to be huge, and they would not be driving. There were some people
who suggested having golf carts on some of the neighborhood street or on part of the
trail system.

Spaulding stated that this plan was well-done. He was formally of the Maryland
Department of Transportation and he had never seen a local plan with such detail. He
was supportive of the work and the conversation among the commissioners.

Brauneis returned to consideration of the motion. Approved unanimously by voice vote.

COMMISSIONER COMMENTS

None.
STAFF COMMENTS

Ritchie explained that Council withdrew the Parcel O GDP Amendment with the hopes
that discussions with the property owners could continue at the staff level and there
would be no special meeting later in September. The Development Review Audit was
proposed for spring and she requested commissioner comment on how to make the
audit more productive.

General agreement that it was worthwhile to travel around together for the audit.

Brauneis thought it was unfortunate that the Commission had to discuss the Parcel O
amendment as though the church had no plans at the point and he hoped the next
conversation could be more grounded in current reality.

13
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ITEMS TENTATIVELY SCHEDULED FOR OCTOBER 10™, 2019

e Moxie Special Review Use
e 1875 Taylor PUD

e Business Center at CTC Replat | GDP Amendment, Plat and PUD

Adjourn: Rice moved and Howe seconded a motion to adjourn. Adjourned at 9:05 PM.

14
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ITEM:

PLANNER:
OWNER:

REPRESENTATIVE:

EXISTING ZONING:

LOCATION:

TOTAL SITE AREA:

REQUEST:

PUD-0222-2019; 1414 Hecla Way; 1408 Hecla Way and 1712 Plaza
Drive - Planned Unit Development Amendment Addressing Sign
Design Waivers

Rob Zuccaro, AICP, Planning and Building Safety Director
Car Wash 2, LLC

Chip Weincek

CW Associates, PLLC
672 W. Pine Street
Louisville, CO 80027

Planned Community Zone District — Commercial (PCZD-C)

1414 Hecla Way; 1408 Hecla Way; and 1712 Plaza Drive (Lot 6,
Louisville Plaza Filing 2 and Lots 1 and 2 Louisville Plaza Filing 3)

90,682 Square Feet

Approval of Resolution 14, Series 2019, a resolution recommending
denial of an amendment to the PUD addressing sign design and
waivers for the properties at 1414 Hecla Way; 1408 Hecla Way and
1712 Plaza Drive
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SUMMARY:

The applicant, Speedy Sparkle Car Wash — Louisville, LLC, requests approval of an amended
Planned Unit Development (PUD) to modify the sign allowance for their property at 1414 Hecla
Way and modify the joint monument sign facing South Boulder Road that also serves 1408
Hecla Way (Jiffy Lube) and 1712 Plaza Drive (King Soopers Fueling Center) (see Attachment 2
for application materials). More specifically, the proposal includes the following:

Modification to the existing shared monument sign to remove the Speedy Sparkle sign
face. Thisis noted under Keynote No. 1 on Sheet A1.0 of the proposed PUD
amendment. The note does not specify if the sign panel would be permanently
restricted to include a blank sign panel, the color, material or opacity of such blank sign
panel, if the sign panel would continue to be illuminated or if a new sign face could be
added at a later date for any property owner. Staff requested clarification on this
element of the proposal and the applicant has declined to provide clarification. Because
the City does not control content of sign panels, without a formal restriction, a sign for
any of the three current property owners that share the sign, including Speedy Sparkle,
could add copy to the sign panel.

KEYNOTES:

(1) EXISTING SOUTH BOULDER ROAD MONUMENT SIGN, EXISTING
SPEEDY SPARKLE CAR WASH SIGN FACE WITH BE REMOVED.

Designated by application for
removal. Clarification needed
on potential restriction or use.

Speedy Sparkle PUD Amendment Page 2 of 13
PC — October 10, 2019
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¢ In addition to the existing shared monument sign, the application proposes adding a
second monument sign facing South Boulder Road that would serve as a stand-alone
monument sign for Speedy Sparkle. The proposed sign has an unfinished concrete
base, metal panel frame on the sides, three separate sign panels, is 9’-6” tall and has a
sign area of 47.5 sq. ft. The panel is internally illuminated. The areas of the panel that
are translucent and opaque are not specified. Staff requested this information and the
applicant declined to provide it. Thus, staff assumes the entire panel is translucent.
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¢ A monument sign facing Hecla Way. This replaces the design of a previously approved
monument sign facing Hecla Way that was never constructed. The proposed sign has a
short unfinished concrete base, metal panel frame on the side, three separate sign
panels, is 5’- 8” tall and has a sign area of 26 sq. ft. The panel is internally illuminated.
The areas of the panel that are translucent and opaque are not specified. Staff
requested this information and the applicant declined to provide it. Thus, staff assumes
the entire panel is translucent.
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Speedy Sparkle PUD Amendment Page 3 of 13
PC — October 10, 2019
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¢ Two menu board sign on the north side of the building. The signs are on a short dual-
pole mounted based, are 8'-3” tall and 27 sq. ft. in sign area. The sign cabinets are
internally illumined. The areas of the panel that are translucent and opaque are not
specified. Staff requested this information and the applicant declined to provide it.
Thus, staff assumes the entire panel is translucent.
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e There is an existing wall-mounted sign extending over a canopy on the south side of the
building. This sign is not noted as an existing sign on the proposed PUD. Staff
requested it be added as an existing sign on the PUD so that the context of all signs on
the property could be considered. The applicant declined to add the sign to the PUD.
The sign does not comply with the CDDSG because it projects more than 8” from the
face of the building. The sign includes individual, 24” internally illuminated letters, is 14’
wide and has a sign area of 28 sq. ft.

e Lo Tt g ..
Speedy Sparkle PUD Amendment Page 4 of 13
PC — October 10, 2019
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e The applicant proposes an easement on their property to cover a portion of the shared
monument sign. The current sign was designed to straddle both properties at 1414 and
1408 Hecla. Staff is not aware of any easements for this sign on either property. Any
such easement needs to be dedicated through separate instrument and recorded. Staff
requested a copy of the easement for review. The applicant declined to provide a draft of
the proposed easement.

(1) NEW ACCESS EASEMENT FOR KING SOOPERS AND JIFFY
LUBE TO ALLOW THEIR PORTION OF SIGN ON THE SPEEDY
SPARKLE CAR WASH PROPERTY AND FOR MAINTENANCE
OF THEIR MONUMENT SIGN. EASEMENT ALLOWED TILL
SIGN IS REMOVED.

— T Tz

B

SR
|
I

10

10'

Application Authorization

Because the proposal modifies and potentially restricts the existing shared monument sign
facing South Boulder road, authorization from all three property owners is required. The
application form submitted to the City notes that application is for an “Amendment to correct and
update signage. For site and neighboring properties.” The initial application submitted in
February this year included authorization letters from the other two property owners. The letters
specifically reference approval of the sign design proposed at that time, which included a major
modification to the existing monument sign substantially different from what is now proposed
(see Attachment 3 for old authorization letter). The application has been substantially modified
since that time and staff has requested that new authorization letters be provided reflecting the
new proposal and signature blocks be added for all property owners. Staff has consulted with
the City Attorney and she concurs such authaorization letters and signatures on the PUD should
be required. The applicant declined to provide updated letters of authorization or add approval
signatures for the other property owners to the PUD.

BACKGROUND:
Several previous PUDs were approved for the subject properties addressing signage. These
are summarized below:

e Black Diamond Car Wash and Lehrer Flowers PUDs, 2000. These two PUDs were
approved in 2000 and established a joint monument sign facing South Boulder Road for
the Black Diamond Car Wash and Lehrer’s Flowers. The Lehrer's Flowers property was
later split into two lots that are now the 1408 Hecla (Jiffy Lube) and 1712 Plaza Drive
(King Soopers Fueling Station). The sign included two panels for each business. The
PUDs also allowed separate monument signs for both the car wash and Lehrer’'s
Flowers facing Hecla Way. The PUD does not show the existing car wash wall sign on
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the south side of the building. The staff report noted that the two applicants “have
worked together to develop a sign program that minimizes the impact of signs in this
suburban-rural setting of the City while recognizing the needs of the businesses.” The
subject properties are located directly across the street from the Harney Lastoka Open
Space adding to the rural context of the area.

/r-— FROFERTT LINE B

Bxlé SCARED TO B —— o OROER OF BUSINESS NAMES

FACE COPCRETE BLOCK | . |BI, A{"K numnnn MLL BE RE

[ ]
FETH CAST CaF THE WEST ELEWSTICN

2
)

FLASSTONE RET. HALLS
T MATCH CITY OF LoulisvILLE
STANDARD DESIGH FOR

SATEHATS

{2} SROMD

MOUNTED LIGHTS

TS MATSH LOUISVILLE
PLAZA FiLiNs 2, LOT 8

f LEHRER'S PUD.
FLANTING BED
MITH PLASSTONE
CRAIMNASE SHALE BoRDER

e Lehrer’s Flowers and Jiffy Lube PUD, 2005. This PUD, and accompanying plat, split the
Lehrer’'s Flowers lot to allow the Jiffy Lube development. Wall signs for each building
were approved and a note was included stating:

An existing monument sign is currently located on the east property line at the
SE corner of the Site. This monument sign will be shared between Black
Diamond Car Wash, Lehrer’'s Flowers and Jiffy Lube. A revised drawing will be
submitted at a later date.

e King Soopers Fueling Center PUD, 2010. This PUD allowed the redevelopment of the
Lehrer’s Flowers property to the King Soopers Fueling Center and included sign
allowances for that property as well as modifications to the shared monument sign facing
South Boulder Road. This PUD outlines the currently allowed sign design for the shared
sign.

e 100" 14"

'l > KingSoopers

UNLEADED MiD-GRAD‘E DJESEL INTEGRALLY COLORED, GROUND FACE

o CAP BLOGK TO MATCH ADJACENT EING
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eccEN‘i TDmgA'ch ADJAGENT KING SOOPERS

B BLACK DIAMOND | o courmol o
MRENES CAR WASH R s
i /. N
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B-6°t

—

~CAST METAL COVERED, GFI, W.P., RECEPTACLE.

=T~ COORDINATE SIZE, QUANTITY AND LOCATION OF
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SIGN WITH SIGN. MANUFACTUR
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I
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PLANNING COMMISSION REVIEW - JULY 11, 2019:

The Planning Commission reviewed a previous version of this proposal on July 11" and tabled
the hearing so that staff and the applicant could work on revisions (see Attachment XX for
minutes). The proposal included modification of the existing South Boulder Road monument
sign to combine the lower panel for Jiffy Lube, adding a second South Boulder Road monument
sign to the east, which included a variable message panel (where “Free Vacuums” is shown).
The same menu signs as currently proposed were also included.

Signs Proposed on July 11,
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& KingSoopers
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B ) 75°0.35° 253

Original Submittal in February

For additionalcontext and background, the applicant’s original submittal that was not
reveiwed by the Planning Commission included an expansion of the existing monument
sign that was over 17 ft. tall with 120 sq. ft. of sign area. This is double the allowed sign
area in the code of 60 sqg. ft. This sign would have been amongst the largest signs in
the City for any development and the individual sign panels would have been signficanly
larger than any individual sign panel on a multi-panel sign in the City. The sign also
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included a variable message panel, which would have been the only commercial

variable panel in the City outside of schools, which are not subject to City zoning.
100"

. f —0
I @ KingSoopers ¥ [

=
UNLEADED MID-GRADE DIESEL '<'r

@ 225923592539

12'-0"

/

f’; SB ROAD MONUMENT SIGN

.i-—_ (OGOS WILL FILL COMPLETE
SCALE: 11210 SIGN BOX AREA PER SIGN

MANUFACTURE

Following the July 11™ Planning Commission meeting, staff met with the applicant to discuss
alternative proposals. Staff recommends, as one potential alternative, expanding the sign
panels at the base of the sign into either 2’ x 10’ or 4’ x 5’ panels. These two panels could be
used for the Speedy Sparkle and Jiffy Lube properties, would adhere to the original agreement
and intent for a joint monument sign, and double the sign size for each property. This would
also provide each business with what is among the largest individual sign panels for any
business in the City that has a multi-panel joint sign. Overall, this would result in a total sign
area of 80 sq. ft., and still requires a waiver to exceed the 60 sqg. ft. maximum currently allowed
in the CDDSG.

Staff Alternative 1 Staff Alternative 2

Existing Sign
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To better understand the scale of the panel size in the alternatives, staff has provided on the
following page scaled comparisons of a 2’ x 10’ sign panel with other multi-panel signs in the

City.
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ANALYSIS:

Sign design is subject to LMC Chapter 17.24 and Chapter 7 of the Commercial Development
Design Standards and Guidelines (CDDSG). The CDDSG includes “standards” that must be
met and “guidelines” that are preferred design elements. Any proposal that does not comply
with LMC Chapter 17.24 or a CDDSG “standard” must receive a waiver through the Planned
Unit Development (PUD) process.

The Goal statement from the CDDSG for signs is the following:

Signs should be consistent with project and overall development design but
should be subordinate to architectural and landscape elements. Signs serve to
identify, inform, direct, regulate and interpret. Each commercial building or group
of commercial buildings should have a consistent and comprehensive sign
program from project identification at the street through individual tenant suite
identity. Placement, scale, and readability should be considered in developing a
sign package

Waivers needed for current proposal:
¢ Number of Signs Allowed. CDDSG Sec. 7.2.B.1) states: “One monument sign is allowed
per free standing building.” The proposal includes two individual stand-alone signs for
Speedy Sparkle, including a stand-along sign facing South Boulder Road, a stand-alone
sign facing Hecla Way. Staff is not clear on how to categorize the existing sign panel on
South Boulder Road and must assume any of the three existing property owners could
utilize that sign panel with the proposed note on the PUD, including Speedy Sparkle.

e Sign illumination. CDDSG Sec. 7.4.E. states: “When using an internally illuminated sign
cabinet, only that portion of the sign face dedicated to the trademark or characters may
be translucent. The balance of the sign face shall be opaque.” The proposed panels do
not specify what portions are opaque and translucent. Staff has requested this
information on multiple occasions and the applicant has declined to provide
specifications. Thus, staff assumes the cabinets are fully translucent.

e Sign Cabinet. CDDSG Sec. 7.5.A.5) states: “All monument signs using a sign cabinet
design shall have an architectural border that integrates a minimum of two sides of the
sign cabinet into the base.” The proposed stand-alone monument signs have a sign
panel that extends outside of the proposed border (see oval panel with “$4” copy).

e Sign Material. CDDSG Sec. 7.5.A.5) states: “The architectural base and border shall be
consistent with and/or compliment the building materials.” The proposed bases for the
new stand-alone monument signs are proposed to be unfinished concrete and the side
panels painted to match a building material. Staff finds the unfinished concrete base
does not meet the criteria of a building material that is consistent with or compliments
the building materials. Staff also finds that just by painting the frame panels to match the
paint of the I-beams on the building does not meet the meaning and intent of this
requirement.

The criteria to waive any of these above requirements is found in LMC Sec. 17.28.110, which

states “requirements may be waived or modified through the approval process of the planned
unit development if the spirit and intent of the development plan criteria contained in Sec.

Speedy Sparkle PUD Amendment Page 10 of 13
PC — October 10, 2019

24



17.28.120 are met and...that the modification or waiver is warranted by the design and
amenities incorporated into the development plan.”

PUD Waiver Criteria — Waiver Warranted by Design and Amenities

In consideration of what would constitute a sign design that would justify a waiver based on this
criteria, staff utilized the following sign design concepts. These concepts are often thought of as
best practice when designing and regulating signs and can have an important impact on
maintaining standards that promote high quality commercial areas.

Sign Clutter. This is a concept of having too many signs located in proximity to other
signs leading to signage that is not affective in wayfinding, signage that may distract
drivers creating unsafe environments, and signage that detracts from a quality built
environment.

Staff finds that the proposal adds unneeded sign clutter to the South Boulder Road
frontage. The existing and proposed sign would be located in close proximity and
separate signs are not needed to accommodate adequate signage for all properties
involved. The intent of the four previously approved PUD sign plans for this group of
properties was to have a single shared sign on South Boulder Road in order to reduce
sign clutter, but still accommodating the needs of the businesses. Allowing an enlarged
sign panel on the existing sign, as suggested by staff, would reduce sign clutter while
continuing to accommodate business needs. Staff’s alternative proposal would allow a
sign panel larger than any other business sign panel on a multi-panel sign in the City.

In addition, staff finds the oval panels and lower panels on both the South Boulder Road
and Hecla Monument signs are not needed for adequate wayfinding and add to sign
clutter.

Proportionality of the sign area to the development, the lot area and lot frontage.

Staff finds that adding an additional monument sign on South Boulder Road in such
close proximity to the existing and for a relatively small lot area and frontage is
excessive in proportion to the lot area and frontage. Although all businesses are on
individual lots and have their own buildings, it is common to have joint signs for multiple
lots throughout the City. The Goal statement of the CDDSG also states that “Each
commercial building or group of commercial buildings should have a consistent and
comprehensive sign program [emphasis added] ...’

Quality sign materials and design. Best practice in sign design is matching sign
materials to building materials, and the incorporation of a substantial base and
architectural frame.

Staff finds that the sign material and design for both the South Boulder Road and Hecla
Way monument signs does not meet the minimum requirements of the CDDSG. To
meet the waiver criteria, sign materials and design should exceed minimum standards
and exemplify best practices on incorporating materials and elevated design. An
example of best practice in incorporating sign material and design is the recently
constructed McCaslin Marketplace sign. This sign includes a substantial base, frame
and cap that matches the building material. Multiple materials are used and vary
throughout the sign to provide interest and texture to the design.
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In addition, staff finds that a restricting blank sign panel on the existing monument sign
will detract from the design of that sign and negatively impact the character of the area.
It will appear as if the development has a vacancy and staff is unclear based on the
information proposed what would material would be used to cover or replace the sign
panel and if it would continue to be illuminated.

McCASLN & “1 7 o
. AT TENANT

MARKETPLACE

¢ Visibility needs for the sign. Understanding that setbacks for the sign, and sign and logo
copy height play into visibility for drivers, minimum sign areas to allow good visibility are
important for wayfinding.

Staff finds that a separate monument sign on South Boulder Road is not needed for
adequate visibility. Staff's alternative to allow sign panels at 2’ x 10’ or 4’ x 5’ would
allow text and logos up to 18-20” in height. Color contrast and fonts used in a sign play
a big role in sign visibility. If a sign is designed well, based on a “Letter Visibility Chart”
commonly used in sign design (developed by Penn State University, Pennsylvania
Transportation Institute, and United States Sign Council), letter heights of 18” will start to
be visible and legible from as far as 750’ away. As you move closer to the sign its
readability will increase and “maximum impact” will occur at 180’. The images below
show a 750’ distance and 180’ distance from the existing sign. In addition, two signs in
such close proximity will detract from each other and the existing monument sign will
block the new monument sign from the view of eastbound traffic from some angles.
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Consistent with Spirit and Intent of Approval Criteria in Sec. 17.28.120
Sec. 17.28.120.A.1. states that an application must have “An appropriate relationship to the
surrounding area.” Staff finds this to be the only relevant criteria for this application.

Staff finds that the proposal does not have an appropriate relationship to the surrounding area.
Specifically, the original intent of having a joint monument sign was to limit the impact of
signage on the rural-suburban character of the area. The property is located directly across the
street from the Harney Lastoka Open Space, which is preserved agricultural and open space
property jointly owned by Boulder County, Lafayette and Louisville. There is also a trail corridor
immediately to the east of this property connecting to the North End development and larger
City trail system. Allowing additional monument signs on South Boulder Road and allowing
signs with minimal architectural features to compliment the development adds to sign clutter and
detracts from community character, especially in this location.

STAFF RECOMMENDATON:
Based on the analysis of the PUD waiver criteria discussed above, staff recommends adoption
of Resolution 14, Series 2019, recommending denial of the application to City Council.

ATTACHMENTS:
1. Resolution No.14, Series 2019
2. Application Materials
3. 1408 Hecla Way and 1712 Plaza Drive Authorization Letters
4. Black Diamond Carwash PUD
5. Lehrer’s Flowers PUD
6. Lehrer’s Flowers and Jiffy Lube PUD
7. King Soopers Fueling Center PUD
8. July 11, 2019 Planning Commission Minutes
9. Chapter 7, CDDSG - Sign Regulations
10. Public Comments
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RESOLUTION NO. 14
SERIES 2019

A RESOLUTION RECOMMENDING DENIAL OF A REQUEST FOR A PLANNED
UNIT DEVELOPMENT AMENDMENT ADDRESSING SIGN DESIGN WAIVERS FOR
1414 HECLA WAY; 1408 HECLA WAY; AND 1712 PLAZA DRIVE (LOT 6,
LOUISVILLE PLAZA FILING 2 AND LOTS 1 AND 2 LOUISVILLE PLAZA FILING 3)

WHEREAS, there has been submitted to the Louisville Planning Commission an
application for approval of a request for a Planned Unit Development Amendment to
allow design changes to the signs on the subject properties that required waivers from
Louisville Municipal Code (LMC) Chapter 17.24 and the Commercial Development
Design Standards and Guidelines (CDDSG); and

WHEREAS, the City Staff has reviewed the information submitted and found that
the application does not comply with applicable PUD waiver criteria in LMC Sec.
17.28.110 as described in the Louisville Planning Commission Staff Report dated
October 10, 2019; and

WHEREAS, the Planning Commission has considered the application at a duly
noticed public hearing on October 10, 2019, where evidence and testimony were
entered into the record, including the findings in the Louisville Planning Commission
Staff Report dated October 10, 2019.

NOW THEREFORE, BE IT RESOLVED that the Planning Commission of the City of
Louisville, Colorado does hereby recommend denial of a request for a Planned Unit
Development Amendment to allow changes to the signage that include waivers from the
adopted City standards for properties at 1414 Hecla Way; 1408 Hecla Way and 1712
Plaza Drive.

PASSED AND ADOPTED this 10" day of October, 2019.

By:

Steve Brauneis, Chairperson
Planning Commission
Attest:
Debra Williams, Secretary
Planning Commission
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& &tlfigvill o Department of Planning and Building Safety

COLOHADG -SINCE 1878 749 Main Street + Louisville CO 80027 + 303.335 4592 + www.louisvilleco.gov
LAND USE APPLICATION CASE NO.
APPLICANT INFORMATION TYPE (S) OF APPLICATION
i O Annexation
Firm: Speedy Sparkle Car Wash - Louisville, LLC___ QO Zoning

Contact: Robert Keamey
Address: 1414 Hecla Way
Loulsvilie, CO 80027
Mailing Address: 549 N 4th Street
Berthoud, CO B0513
Telephone: {970) 532-4243
Fax: (970) 532-3603
Email: robart@coloansonline.com

OWNER INFORMATION

Firm: Car Wash 2, LLC
Contact: Robert Keamey
Address: 549 N. 4th Street
Berthoud, CO 80513
Mailing Address: 549 N. 4th Street
Berthoud, CO 80513
Telephone: (870) 532-4243
Fax: (870) 532-3603
Email: robert@coloansonline.com

O Preliminary Subdivision Plat
O Final Subdivision Plat
0 Minor Subdivision Plat
Q Preliminary Planned Unit Development
(PUD)
Q. Final PUD
>if,arnanded PUD
O Administrative PUD Amendment
Q Special Review Use (SRU)
O SRU Amendment
O SRU Administrative Review
QO Temporary Use Permit:
O CMRS Facilty:

O Other. (easement / right-of-way, floodpiain;
variance, vested right, 1041 permit; oil / gas
production permit)

REPRESENTATIVE INFORMATION

Firm: CW Associates, PLLC
Contact: Chip Weincek
Address: 672 W. Pine Street
Louisville, CO 80027
Mailing Address: EO. X ?-'? 103 3
LoVt (o gooz™
Telaphone: (303) 666-6941 |
Fax:
Email: chip@cwa-architect. com

PROJECT INFORMATION

Summary; -See Attached-
Amendment to comrect and update signage.
For site and neighboring properties.

Current zoning. PUD Propm/sg zoning: PUD

PROPERTY INFORMATION

Common Address: 1414 Hecla Way

Legal Description: Lot __6, Blk
Subdivision Louisville Plaza Filing #2

Area: 44026 Sq. Ft.

CITY STAFF USE ONLY
0 Fee paid:
Q Check number:
O Date Received:
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HECLA WAY

SOUTH BOULDER ROAD

1 )SITE PLAN b

PLANNED UNIT
DEVELOPMENT P.U.D.
AMENDMENT #3

KEYNOTES: CWA

W ASSOCIATES, PLL
® BASTNG SOUTH BOULDER ROAD MONUNENTSGi. 45TNG| | |GV ASSOC P,a:mngg
SPEEDY SPARKLE CAR WASH SIGN FACE WITH BE REMOVED. ‘

Development Services

Project Data

IONING:

LEGAL:
COUNTY:

PROJECT:

P.U.D. AMENDMENT - SITE SIGNAGE MODIFICATIONS
PLANNED COMMUNITY COMMERCIAL

LOT SIZE = 45,687 SF

USE: CAR WASH

LOT 6, LOUISVILLE PLAZA SUBDIVISION, FILING No. 2
LOUISVILLE, COLORADO

BOULDER COUNTY

Project Team

OWNER:

ARCHITECT
PLANNER:

SURVEY:

PLANNING:

ROBERT KEARNEY

SPEEDY SPARKLE CAR WASH - LOUISVILLE
549 N. 4fh STREET

BERTHOUND, COLORADO 80513
970-532-4243 - phone
robert@speedysparklecanwash.com

CWA - CW ASSOCIATES, PLLC
672 WEST PINE STREET
LOUISVILLE, COLORADO 80027
303-666-8941 - phone
CONTACT - CHIP WEINCEK, AIA
chip@cwa-architect.com

FLATIRONS, INC.
BOULDER, COLORADO
303-936-6997 - phone

CITY OF LOUISVILLE

PLANNING DEPARTMENT

749 MAIN STREET

LOUISVILLE, COLORADO 80027
303-335-4594 - PHONE

CONTACT - FELICITY SELVOSKI, PLANNER
fselvoski@louisvileco.gov

Signatures

SCALE: 1/11

SCREENED SITE PLAN IS IMPORTED FROM THE 2017 PUD
ADMINISTRATED AMENDMENT #2 DOCUMENTS AS PROVIDED BY
THE OWNER AND ON FILE WITH THE CITY OF LOUISVILLE, CO.
KEYNOTE ITEMS ARE THE ONLY PROPOSED CHANGES WITH THIS
2019 PUD MODIFICATION,

by gt
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Vicinity Map

N PROPERTY
@ LOCATION

(@ EXISTING/PROPOSED MENU SIGNS. REFERENCE THE

SIGN DESIGN.
(® AS-BUILT EXISTING CURB LOCATION.
(® PROPOSED HECLA WAY MONUMENT SIGN. REFERENCE
DETAIL 1/A2.2 FOR THE APPROVED SIGN DESIGN AND
NEW PROPOSED SIGN DESIGN.
(3 10" UTILITY EASEMENT - SEE SURVEY.
(®) 20 DRAINAGE EASEMENT AND ACCESS EASEMENT -
SEE SURVEY.
(@ UTILITY EASEMENT - SEE SURVEY.
(&) UTILITY AND DRAINAGE EASEMENT - SEE SURVEY.
(®) NEW SPEEDY SPARKLE CAR WASH SOUTH BOULDER
MONUMENT SIGN. SEE DETAIL 1/A2.1. REMOVE ONE
EXISTING BUSH FOR NEW SIGN.
NEW ACCESS EASEMENT FOR KING SOOPERS AND JIFFY
LUBE TO ALLOW THEIR PORTION OF SIGN ON THE SPEEDY
SPARKLE CAR WASH PROPERTY AND FOR MAINTENANCE
OF THEIR MONUMENT SIGN. EASEMENT ALLOWED TILL
SIGN IS REMOVED.

ATTACHED DETAIL 2 & 20/A2.1 FOR THE EXISTING/PROPOSED Ty e

672 West Pine Street

27
303-666-8941, fax 303-665-3020)
ww.cwa-architect.com
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NoDate| Revisions

NOTES:

1. PLANNED UNIT DEVELOPMENT [P.U.D.] CAR WASH HISTORY:

BLACK DIAMOND CAR WASH PUD
5 SEPT 2000

RES. 55 SERIES 2000

RECEPTION NO. 2126651

BLACK DIAMOND CAR WASH ADMIN PUD
30 MAY 2001
RECEPTION NO. 2160401

BLACK DIAMOND CAR WASH ADMIN 2 PUD
28 SEPT. 2017
RECEPTION NO. 03617546

2. PLANNED UNIT DEVELOPMENT (P.U.D.) KING SOOPERS
FUELING STATION: PUD APPROVAL - OCTOBER 2010. FOR
SOUTH BOULDER MONUMENT SIGN.

3.THESE ARE PLANNING DOCUMENTS. CONSTRUCTION
DOCUMENTS NOTINCLUDED.
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S.B.MONUMENT SIGN

KEYNOTES:

CWA

(@ NEW SPEEDY SPARKLE CAR WASH SOUTH BOULDER
MONUMENT SIGN.

(@ EXISTING KING SOOPERS/JIFFY LUBE SOUTH BOULDER
MONUMENT SIGN.

(3) 550' SIGHT LINE FROM NORTH LANE OF SOUTH BOULDER
ROAD. THE NEW SPEEDY SPARKLE SOUTH BOULDER
MONUMENT SIGN SHOWS NO INTERFERENCE WITH THE SIGHT
LINE VISION TO THE EXISTING KING SOOPERS/JIFFY LUBE
MONUMENT SIGN.

CW ASSOCIATES, PLLC
Architecture, Planning &
Development Services
672 West Pine Stieet
Louisville, Colorado 80027
303566-8941. fax 303.665-3020
i cwa-architect com
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WITH SIGHT LINE TO EXISTING KING SOOPERS/JIFFY LUBE SOUTH
BOULDER MONUMENT SIGN.

NOTES:

1. SIGN MANUFACTURE WILL BE RESPONSIBLE FOR FINAL SIGN
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" SIGNAGE PROVIDED BY THE OWNER
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DESIGN BY SCHLOSSER SIGNS, INC
LOVELAND COLORADO 80538
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KEYNOTES:
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@NA

@NA

(D) METAL PLATE WITH FULL COVER PRINTED GRAPHICS

(® SIGN BOX - ILLUMINATED.

() STEEL I-BEAM SUPPORTS PAINT TO MATCH METAL ON
BUILDING.

@ NA

METAL CABINET SIGN BOX WITH FULL COVER PRINTED
SPEEDY GRAPHICS, BACK-LIT WITH LED LIGHTS.

@ NA

METAL BASE PLATE

(i) CONCRETE BASE CAP.

@NA

(@ POURED CONCRETE FOUNDATION.

(@ PLATE METAL BASE BOX WITH ADDRESS.

() PLATE METAL BASE BOX.
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Louisvile, Colorado 50027
303°666-8941, fax 3036653020
waw.cwa-architect.com

INoDate| Revisions
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HECLA WAY MONUMENT SIGN
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SCALE: 1/2" = 10"
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HECLA WAY MONUMENT SIGNAGE IS IMPORTED FROM THE 2001 PUD
DOCUMENTS AS APPROVED BY THE CITY AND ON FILE WITH THE CITY OF
LOUISVILLE, CO. NEVER BUILT AT THE SITE.

PRIOR PUD

KEYNOTES:
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(D) METAL PLATE WITH FULL COVER PRINTED GRAPHICS

(® SIGN BOX - ILLUMINATED.

() STEEL I-BEAM SUPPORTS PAINT TO MATCH METAL ON
BUILDING.

@ NA

METAL CABINET SIGN BOX WITH FULL COVER PRINTED
SPEEDY GRAPHICS, BACK-LIT WITH LED LIGHTS.

@ NA

METAL BASE PLATE

(i) CONCRETE BASE CAP.

@NA

(@ POURED CONCRETE FOUNDATION.

(@ PLATE METAL BASE BOX WITH ADDRESS.

() PLATE METAL BASE BOX.
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PANEL DESIGN, PERMIT AND CONSTRUCTION.

I
n
<§E
T 3
3528
032
W% |w
s 80
<83 3
£.05
T
[0}
o=
n"a
=}
> 3
()
L
L
o
n
w
=
=
eI o
T

Sheet:

A2.2

33



CWA

28 August 2019

Mr. Rob Zuccaro

Director of Planning & Building Safety
749 Main Street

Louisville, CO 80027

RE:

Speedy Sparkle Car Wash
PUD Amendment #3 - Signage
CWA #18021

Dear Mr. Zuccaro,

As we understood at the 7-11-19 Planning Commission meeting, the Planning
Commission granted Speedy Sparkle Car Wash a continuance to the 9-12-19 hearing
date to modify the PUD Amendment #3 - Signage proposal to reflect discussions we
had at this meeting. The following is a brief summary of our understanding of the
Planning Commission meeting discussions:

1.

2.

0 0 N O

Speedy Sparkle inherited the existing 10 sf of monument signage area that
currently exists at the existing joint South Boulder Road monument sign.
Generdlly, the Planning Commission agreed the current 10 sf of signage for
Speedy Sparkle is not adequate signage for this small business. Businesses need
signage to stay in business.

Speedy Sparkle inherited the prior PUD conflict. This conflict consists of the
existing South Boulder Road Monument Sign being built over the property line
between Jiffy Lube and Speedy Sparkle. In which the King Soopers PUD granted
an off-site monument sign and readjusted the allocation of sign areas. The
original Car Wash PUD allocated a 50/50 shared sign area. The King Soopers PUD
provide for an allocation of the shared sign area at 67% King Soopers, 16.5% Car
Wash and 16.5% Jiffy Lube. Thus a 33.5% reduction of sign area for the Car Wash
from their original PUD.

Speedy Sparkle has the largest property (between Speedy Sparkle, King Soopers
Fueling Station and Jiffy Lube properties) with the smallest sign area allocated.
Speedy Sparkle should be allowed fair and equitable sign area.

LED messaging signage is not allowed.

Hecla Way monument sign height is too high at the proposed 9'.

Menu signs as presented are "Ok" with the Planning Commission and City Staff.
The Planning Commission generally agreed the steel beams presented as
supports for the monument signs match the architectural features of the existing
building architecture.

. This PUD Amendment #3 - Signage will follow the current sign code (CDDSG -

Commercial Development Design Standards and Guidelines) since the new sign
code was not adopted at the time of application. General review of the new
draft sign code should be considered.

CW ASSOCIATES PLLC
ARCHITECTURE « PLANNING ¢« DEVELOPMENT SERVICES
P.O. Box 271033 » Louisville, Colorado » 80027
303-6646-8941 « chip@cwa-architect.com » www.cwa-architect.com 34
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The applicant has met with the City Staff and discussed the following:

1. The applicant is disappointed the Planning Directors limited meeting times during
the continuance time frame, didn’t allow the applicant time to meet the
resubmittal continuance schedule for the 9-12-19 hearing date. The Planning
Director has continued the Planning Commission hearing to the 10-10-19 hearing
date. Reference the attached City Review Comments document. The applicant
started discussions with the City on this PUD Amendment #3 — Signage just over
(1) year ago.

2. South Boulder Monument Sign discussions:
o Staff - Speedy modify their existing sign panel from 10 sf to 15 sf.

o Speedy Sparkle - King Soopers existing two monument signs = 70 sf
(property size is less then haft of Speedy Sparkie). Staff's
recommendation for an extra 5 sf of sign area is not fair and
equitable sign area for Speedy Sparkle. Staff contends that Gas
stations are allowed larger sign areas than other businesses — the
applicant sees no reference to this claim within the CDDSG -
Commercial Development Design Standards and Guidelines.
Reference the attached City Review Comments document. Also
reference the attached City proposed signage study survey where
the public preferred commercial monument signs to have a
moderate increase in sign area and height above the 60 sf area
and 12' height per the CDDSG.

e Staff - Speedy gets their own monument sign to the east on their own
property but needs to move the existing monument sign further west.

o Owner - this current PUD Amendment #3 - Signage modification
does not include any sign modifications for Jiffy Lube or King
Soopers monument sign. Speedy Sparkle will grant Jiffy Lube and
King Soopers a 10" easement around the existing South Boulder
Monument Sign to resolve the existing PUD conflict and remove
their existing sign panel. The City confirmed with the owner that
this easement grant is the legal and appropriate solution to resolve
the existing PUD conflict. Speedy Sparkle does not have the legal
right to force other property owners to move their existing sign.

e Staff - Speedy gets their own monument sign to the east on their property
but leave the existing sign where it is. (not supported by the City)

o Owner - with these current PUD modifications Speedy Sparkle has
reduced their proposed-on property monument sign from the
original proposed 48 sf to 40 sf and has removed the LED message
panel. A concrete base was also been added. This monument sign
is modest in size and is less than allowed in the CDDSG -
Commercial Development Design Standards and Guidelines
section 7.2.C.1 which allows for monument signs not to exceed
60 sf. Reference the drawings sheet A2.0 for confirmation the new
Speedy Sparkle monument sign has no interference with the
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existing King Soopers/Jiffy Lube monument sign with a site line of
550'. This drawing also shows no sign clutter on South Boulder Road
with this new proposed Speedy Sparkle monument sign.

3. Hecla Way Monument Sign discussions:
* Staff —sign should be the max. height of the original PUD monument sign
at 5'-2".
o Owner - Lowered the original proposed sign height from 9' to the

City requested 5'-2" height and decreased the sign area from the
original proposed 22.5 sf to 17 sf. The building address numbers
were added. This sign is located at the primary entry to the business
and provides individual business identification and building
address, per the CDDSG — Commercial Development Design
Standards and Guidelines 7.5.A.2.

4. Menu Signs discussions:
e Staff - no discussions since the Planning Commission, Staff and applicant
all indicate they are OK with the original proposed signs.

Staff has concerns that the community is not interested in Speedy Sparkle's two new
proposed monument signs, one at South Boulder road and the other at Hecla Way.
Thus, Speedy Sparkle took a survey sampling of their customers to determine what their
thoughts are on the proposed signs. 203 customers responded in support of the
proposed Speedy Sparkle monument signs. Please reference the attached survey
description and the support of 203 customers for the proposed Speedy Sparkle signs.

Please reference the attached drawings reflecting the applicant’s sign modifications
proposal as referenced above.

With the above comments the applicant has addressed the Planning Commission and
Staff discussions. The applicant believes their proposed business signage conforms with
the City of Louisville middle of the road-built sign environment sign sizes and meets the
current City sign code in the CDDSG - Commercial Development Design Standards
and Guidelines. This current family of signs proposed for Speedy Sparkle are consistent
and serve to identify, inform and direct the public to this business.

We believe this current PUD Amendment #3 - Signage modifications provide fair and
equitable sign sizes for Speedy Sparkle Car Wash and request approval by the Planning
Commission.

Sincerely,

Robert Kearney Chip Weincek, AIA LEED AP
Owner Principal Architect/Planner
Speedy Sparkle Car Wash - Louisville CWA

attachments
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203 Signatures in Support of Speedy Sparkle Car Wash Signage

For a few hours on several days between July 28 and August 7, my daughter and | asked our customers if
they supported additional signage for Speedy Sparkle Car Wash.

The overwhelming result was 203 signatures supporting our request. The support requested:

“I support Speedy Sparkle Car Wash'’s sign request with the City of Louisville as shown on the attached
sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper, just
like big businesses require adequate signage.

Small businesses should receive fair treatment in their sighage requests.”
A scan of the laminated sheet is attached.

The response was dramatic a mere handful of customers declined to sign the sheet, usually due to time
constraints. This response is a clear indication that consumers doing business in Louisville appreciate
adequate signage. Some commented that Google or another app did not do a great job of helping them
navigate directly to the car wash’s entrance on Hecla Way. Others noted South Boulder Road as
requiring better signage and still others noted uncertainty as to how to enter the car wash facility.

This appreciation of how signage helps was reflected in the research done by the City on the upcoming
sign code update...consumers appreciate good signage and agree that bigger signs are helpful. No
comments were made regarding too many signs or sign clutter.

We are providing these signatures and the address information to the City for sharing with the staff,
Planning Commission and City Council. We respectfully request that these signature pages NOT be
made public or posted on the internet as part of public disclosure documents. This request is to protect
the privacy and security of our customers and their participation in the signing.

The point is that a small sample of our customers over a handful of days brought very strong support to
signs, sign sizes and our designs that are dwarfed by the very large number and size of those King
Soopers has on its tiny gas station plot. The support is for signs larger than our amended application
includes. We submit this as evidence of need, support and interest in the community.
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I support Speedy Sparkle Car Wash's sign request with the City of Louisville as shown on the

——

Z

Speedy Sparkle Car Wash - Louisville Signage Support

attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,

just like big businesses require adequate signage.

7

< Small businesses should receive fair treatment in their signage requests.
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Speedy Sparkle Car Wash - Louisville Signage Support

| support Speedy Sparkle Car Wash's sign request with the City of Louisville as shown on the
attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.
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Speedy Sparkle Car Wash - Louisville Sighage Support

I support Speedy Sparkle Car Wash's sign request with the City of Louisville as shown on the

d

sheet.

The'rgquest is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.
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| support Speedy Sparkle Car Wash's sign request with the City of Louisville as shown on the
attached sheet.

Speedy Sparkle Car Wash - Louisville Signage Support

The request is for 50% as much signage as King Soopers Fuel Station currently has.

I believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.
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oA
I support Speedy Sparkle Car Wash’s sign request with the City of Louisville as shown on the
attached sheet.

Speedy Sparkle Car Wash - Louisville Sighage Support

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their sighage requests.
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Speed‘? Sparkle Car Wash — Louisville Signage Supgort

I support Speedy Sparkle Car Wash'’s sign request with the City of Louisville as shown on the
attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper

’

just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.
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Speedy Sparkle Car Wash - Louisville Signage Support

| support Speedy Sparkle Car Wash's sign request with the City of Louisville as shown on the
attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.

Date Print Name Street Address City Signature
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Speedy Sparkle Car Wash - Louisville Signage Support

I support Speedy Sparkle Car Wash'’s sign request with the City of Louisville as shown on the
attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.

Date Print Name Street Address City Signature
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N Speedy Sparkle Car Wash - Louisville Signage Support

| support Speedy Sparkle Car Wash’s sign request with the City of Louisville as shown on the
attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.

Date Print Name Street Address City Signature
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Speedy Sparkle Car Wash — Louisville Signage Support

| support Speedy Sparkle Car Wash’s sign request with the City of Louisville as shown on the
attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.

Date Print Name Street Address City Signature
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| support Speedy Sparkle Car Wash's sign request with the City of Louisville as shown

fc/t.\

Speedy Sparkle Car Wash - Louisville Signage Support

attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

oRthe

.Y

| believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.
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Speedy Sparkle Car Wash - Louisville Signage Support

I support Speedy Sparkle Car Wash's sign request with the City of Louisville as shown on the
attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,

just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.
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Speedy Sparkle Car Wash — Louisville Signage Support

| support Speedy Sparkle Car Wash’s sign request with the City of Louisville as shown on the
attached sheet.

The request is for 50% as much signage as King Soopers Fuel Station currently has.

| believe local small businesses require adequate signage to serve our community and prosper,
just like big businesses require adequate signage.

Small businesses should receive fair treatment in their signage requests.
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CITY REVIEW COMMENTS:

From: Rob Zuccaro <rzuccaro@louisvilleco.gov>

Sent: Thursday, August 22, 2019 4:29 PM

To: Robert <robert@speedysparklecarwash.com>; 'Chip Weincek' <chip@cwa-architect.com>; 'Robert
Kearney' <robert@coloansonline.com>; Stan Zemler <szemler@louisvilleco.gov>

Subject: RE: PUD re-submittal

Robert,

| understand this was confusing. There was discussion at the meeting on whether to continue
to a date certain or to table for a future date. We typically continue to a date certain only if
more information or time is needed. If the proposal itself is amended, we need to advertise the
public notice again and hold a new public hearing.

Since we didn’t know at the hearing if you wanted to amended your proposal, the Commission
continued to September in case you chose not to amend your proposal and wanted to
complete the hearing that was already started. Again, because you are amending your
proposal, this will be a new hearing with a new public notice requirement.

If you have additional questions please let me know.
Thanks,

Rob

Robert Zuccaro, AICP

Planning & Building Safety Director
rzuccaro@louisvilleco.gov
303-335-4590 (direct)
303-335-4592 (office)

R City,
E L(l)lﬁgville

COLORADO -SINCE 1878

From: Robert [mailto:robert@speedysparklecarwash.com]
Sent: Thursday, August 22, 2019 4:10 PM
To: Rob Zuccaro <rzuccaro@Ilouisvilleco.gov>; 'Chip Weincek' <chip@cwa-architect.com>; 'Robert
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Kearney' <robert@coloansonline.com>; Stan Zemler <szemler@louisvilleco.gov>
Subject: RE: PUD re-submittal

Gentlemen:

Thanks for this information. It was my clear understanding from the Planning Commission folks at the
meeting that a continuation of the hearing would not require new advertising or notice, since it is the
same hearing and was so noted by the Planning Commission as being continued.

All the best,

Robert

Speedy Sparkle Car Wash
Loveland and Louisville, Colorado

Robert E Kearney
Cell 303-902-9100
Business Office:

549 N 4" Street
Berthoud, CO 80513

(970) 532-4243
Fax (970) 532-3603

www.speedysparklecarwash.com

From: Rob Zuccaro <rzuccaro@Iouisvilleco.gov>

Sent: Thursday, August 22, 2019 11:50 AM

To: Chip Weincek <chip@cwa-architect.com>; 'Robert Kearney' <robert@coloansonline.com>; Stan
Zemler <szemler@louisvilleco.gov>

Cc: 'Robert Kearney' <robert@speedysparklecarwash.com>

Subject: RE: PUD re-submittal

Hello Chip,

With a resubmittal we will need to publish an additional round of public notice for the next
meeting. The deadline to meet public notice requirements for the September meeting has
passed. Here is a recommended schedule:

Submit revisions by August 30.

Staff will provide review comments by Sept 6.
Provide revisions, if any, by Sept. 20",

Publish Public Notice on Sept. 25

Planning Commission Hearing on Oct. 10.



Thanks,

Rob

Robert Zuccaro, AICP

Planning & Building Safety Director
rzuccaro@louisvilleco.gov
303-335-4590 (direct)
303-335-4592 (office)

B Cityo
LL LoJisville

COLORADO - SINCE 1878

From: Chip Weincek [mailto:chip@cwa-architect.com]

Sent: Tuesday, August 20, 2019 10:53 AM

To: Rob Zuccaro <rzuccaro@louisvilleco.gov>; 'Robert Kearney' <robert@coloansonline.com>; Stan
Zemler <szemler@Iouisvilleco.gov>

Cc: 'Robert Kearney' <robert@speedysparklecarwash.com>

Subject: RE: PUD re-submittal

Hello Rob,
Please, let us know the City schedule for our granted PC 9/12 extension track?
Thank you,

Chip Weincek, AlA, LEED AP
Principal Architect/Planner

CWA

GCW ASEOCTATES PLLEE
ARCHITECTURE = PLANNING * DEVELOPMENT SERVICES
P.C. Box 271033 » Louisville, Colorado « 80027
303-466-8941

chip@cwa-architect.com

www.cwa-architect.com

"Crafting Spaces, Achieving Sustainability and Creating Value"

From: Rob Zuccaro <rzuccaro@Ilouisvilleco.gov>

Sent: Tuesday, August 20, 2019 8:48 AM

To: Chip Weincek <chip@cwa-architect.com>; 'Robert Kearney' <robert@coloansonline.com>; Stan
Zemler <szemler@Iouisvilleco.gov>

Cc: 'Robert Kearney' <robert@speedysparklecarwash.com>

Subject: RE: PUD re-submittal
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Chip,

Let me know when you plan to submit revised plans and I'll put together the review schedule
from that date forward.

Thanks,

Rob

Robert Zuccaro, AICP

Planning & Building Safety Director
rzuccaro@louisvilleco.gov
303-335-4590 (direct)
303-335-4592 (office)

R City,
LL L(I)Jigville

COLORADO - SINCE 1878

From: Chip Weincek [mailto:chip@cwa-architect.com]

Sent: Monday, August 19, 2019 12:37 PM

To: Rob Zuccaro <rzuccaro@louisvilleco.gov>; 'Robert Kearney' <robert@coloansonline.com>; Stan
Zemler <szemler@louisvilleco.gov>

Cc: 'Robert Kearney' <robert@speedysparklecarwash.com>

Subject: RE: PUD re-submittal

Hi Rob,

Yes, we plan to revise the application. Please let us know the schedule.
Thank you,

Chip Weincek, AlA, LEED AP
Principal Architect/Planner

CWA

CW ASSOC!ATES PLLC
ARCHITECTURE » PLANNING « DEVELOPMENT SERVICES
P.O. Box 271033 + Louisville, Colorado « 80027
303-666-8941

chip@gwa-architect.com

www.cwg-architect.com
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"Crafting Spaces, Achieving Sustainability and Creating Value"

From: Rob Zuccaro <rzuccaro@Iouisvilleco.gov>

Sent: Friday, August 16, 2019 9:41 AM

To: Chip Weincek <chip@cwa-architect.com>; 'Robert Kearney' <robert@coloansonline.com>; Stan
Zemler <szemler@Iouisvilleco.gov>

Cc: 'Robert Kearney' <robert@speedysparklecarwash.com>

Subject: RE: Meeting times the week of August 5

Chip and Robert,

I'm sorry we didn’t have a more productive meeting this week, but we still need to determine how you
would like to move forward. Do you want to make any updates to your application or come back to
Planning Commission with the same proposal? If you want to make some amendments let me know
and | can provide a schedule for review of those changes.

Thanks,

Rob

Robert Zuccaro, AICP

Planning & Building Safety Director
rzuccaro@louisvilleco.gov
303-335-4590 (direct)
303-335-4592 (office)

R Citv,
I e

COLORADO -SINCE 1878

From: Stan Zemler <szemler@louisvilleco.gov>

Sent: Tuesday, August 13,2019 11:21 AM

To: Chip Weincek <chip@cwa-architect.com>; 'Robert Kearney' <robert@coloansonline.com>

Cc: 'Robert Kearney' <robert@speedysparklecarwash.com>; Rob Zuccaro <rzuccaro@louisvilleco.gov>
Subject: RE: Meeting times the week of August 5

Robert

I’'m concerned that | may have not been accurate in representing an option yesterday.

For discussion today:

1. You modify the existing sign as has been represented by Planning.



2. You get your own sign to the east but move the existing sign further west.

3. You get your sign to the east but leave the existing sign where it is. (not supported by the City).
Also your sign Hecla would be the as previously recommended by planning.
Stan Zemler

From: Rob Zuccaro <rzuccaro@louisvilleco.gov>

Sent: Friday, July 26, 2019 12:20 PM

To: Chip Weincek <chip@cwa-architect.com>; robert@speedysparklecarwash.com
Subject: Speedy Sparkle Sign Follow Up

Chip and Robert:

As you have requested I’'m looking to set up two meetings next week. One is to meet with the
City Manager to discuss your concerns with the current sign PUD that includes the South
Boulder Road sign. The second is to continue our discussion on the sign design proposal with
your PUD application. I’m hoping we can schedule these two meetings back to back so that we
can all make the best use of our time.

Options next week include:

7/30 3-4 with City Manager and 4-5 to discuss sign design

8/1 3:30-4:30 with City Manager and 4:30 — 5:30 to discuss sign design

8/2 10-11 with City Manager and 11-12 to discuss sign design; 2-3 with City Manager and 3-4 to
discuss sign design.

I am also recommending that you consider an amendment to your application based on the
feedback I provided today. Here are just a few signs that I think provide good examples of
multi-panel and stand-alone signs that provide guidance on sign size. These signs provide good
visibility based on road speeds and distance.

Safeway Sign Panel — Dillon Rd, 12 sq. ft. 97 letter height 11 logo height

Alfalfas Sign Panel, 8.25 sq. ft. 7” Letters

Alfalfas Stand Alone Sign, 10.5 sq. ft. 10 letters

Centennial Pavilions Shopping Center sign panels, 5 sq. ft. up to 10" letters.

Great Western Bank Stand Alone, 24 sq. ft. and 13" text

The Shops and Centennial Valley, 5 sq. ft. and 7” letter and 9” logo

1* National Bank Stand Alone, 25 sq. ft. and 8” letter and 18” logo

Based on these examples, only 1% National had a sign panel height greater than 2’ and is a stand-
alone sign set back further from the road than your sign. I would recommend a 1.5’x10’ panel
for your sign, which would accommodate sign text and logo heights up to 12”, which is larger
than most signs I’ve noted as comparable. It also allows you to continue to use the existing sign
base. In addition, based on sign industry standards would provide a visible sign from up to 525
and maximum impact visibility at 120" which provides drivers significant time to view and react
to the sign. We also discussed up to a 2°x10” panel at our meeting. 1 am happy to have further
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discussions on the possibility of this size sign if you believe it makes the sign more desirable and
is part of a comprehensive sign plan. Please note that a 2’x10” would be amongst the largest, if
not the largest multi-panel sign panel we have on South Boulder Road if you exclude gas station
signs. While I understand you may disagree, gas station signs are traditionally larger than other
signs based on the gas price component of the sign that is unique to that industry. For the Hecla
sign I recommend not exceeding 5’ in height considering the nearby residential area.

Please let me know if any of these times noted above work for a meeting.

-Rob

Robert Zuccaro, AICP

Planning & Building Safety Director
rzuccaro@louisvilleco.gov
303-335-4590 (direct)
303-335-4592 (office)

B City,
I LY e

COLORADO - SINCE 1878
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Commercial monument sign
area preference

e] 2 4 [ g 1w
na change
moderate change
Current: Maoderately increase sign area Significantly increase sign area
maximum sign area 60 sf
signdicant change
Comments;
* Consider increase and decrease in standards
othar * Unknown-depends on building/location
*t's a waste of time and resources to have continuous waivers
. . S
Commercial monumnet SIgn " -
height preference : '
[1] 1 2 3 4 5 [ 7
na change
moderate change Current: Moderately increase sign height Significantly increase sign height
LB e S e L) maximum sign haight 12 ft

significant change

Comments
*to reduced

31
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Date:
Project:
CWA No:
Prepared By:

Speedy Sparkle Car Wash

D

1414 Hecla Way
Louisville, CO 80027

3 December 2018. Rev. 12/11/18
Speedy Car Wash, Louisville, CO
18021

CWA cwa-architect.com
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Monument Signs

v S P W

" @ KingSoopers
M|D.GRADE UNLEADED F T
12§ ————

DIESEL

Shared Monument Sign = 60 sf
Speedy Sign Area = 10 sf
S. Boulder Rd.
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Monument Signs

King Soopers Gas Monument Sign = 29 sf Louisville Car Wash Monument Sign = 77 sf
Corner Plaza/Helca Cannon Cir.

CWA
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Monument Signs

Atomic Carwash Monument Sign = 21 sf Atomic Carwash Menu Sign = 8.5 sf
West Dahlia West Dahlia

CWA
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Monument Signs

8z reaL EsTATE (i
% i

Christopher Plaza (Total = 197 sf)

Monument Signs — (2) at 73.5 sf each = 147 sf
One each at Hwy 42 & S. Boulder

Epower Yoga, etc. Monument Sign = 50 sf

Office Evolution (Total = 105 sf)
Monument Sign 1 =92.5 sf
Monument Sign 2 =12.5 sf
McCaslin Blvd.

CWA
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Monument Signs

CENTENNIAL
MARKET 4+ PLACE

KOHLS

+" Domino's
« Dry Ceoners

Centennial Market Place (Total = 270.5 sf)
(3) Monument Signs at 70 sf = 210 sf
Chase Monument Sign = 30 sf
Paul’s Coffee Monument Sign = 30.5
McCaslin/Cherry/Dillon
CWA
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Monument Signs

V Boulder Valley School District

Louisville Middle School
LED Sign Screen on Monument Sign
Main Street

CWA
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Menu Signs

Speedy Sparkle Car Wash (Total = 70.5 sf)
Menu Signs —(2) at 30 sf each =60 sf
Pay Machine — (2) at 4.5 sf each = 9 sf
Fast Pass — (2) at .8 sf each = 1.5 sf



Menu Signs

Conoco Car Wash (Total = 70.75 sf)
Enter Sign = 19.5 sf

Wall Signs Menu/Instructions = 18 sf
Pay Machine/Caution Signs = 7.75
Enter Sign = 7.5 sf

Menu Sign = 18 sf

McCaslin Blvd.

CWA
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Menu Signs

McDonalds (Total = 131 sf)

Menu Signs —(2) at 52 sf each = 110 sf
Order Machine — (2) at 4 sf each = 9 sf
Lane/Logo/Drive Thru = 12 sf

Dillon Rd.

CWA
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Menu Signs

AMAD =
@ greens

Eat Better

O DRIVE-THRU©

Burger King (Total = 72.5 sf)
Menu Sign = 41.5 sf

Pole Sig.n =7 sf Mad Greens (Total = 69 sf)
Order Sign = 24 sf Menu Sign = 38 sf
S. Boulder Rd. Picture Sign = 9.5 sf

Order Sign = 9.5 sf
Direction Sign = 12 sf

McCaslin Blvd. CWA
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Speedy Hecla Way
Monument Sign

Location of Proposed Speedy Sparkle Car Wash
Hecla Way Monument Sign

Location of NAPA Auto Location of King Soopers
Hecla Way Monument Sign Fueling Station
Hecla Way Monument Sign
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MEMO

Date: 2 January 2018

To: City of Louisville, Colorado

From: Robert Kearney, Owner

Project: PUD Amendment #3 - Signage

Re: Speedy Sparkle Car Wash, Jiffy Lube and King Soopers Fuel Station — Signage
History

The original PUD for the Black Diamond Car Wash provided for a shared monument sign. This PUD
allocated % the space to the car wash and % the space to the property which now includes Jiffy Lube and
King Soopers Fuel Station.

Upon King Soopers’ development of its site a PUD was required by the City and included the same
monument sign on S Boulder Road, however, the sharing of the sign was dramatically changed,
providing the bulk of the space to King Soopers’ gas prices.

In addition, the signage allocated to the car wash property along Hecla Way was never installed. The
super small face of the sign probably made it unreadable and therefore, ineffective information for a
passing motorist. Speedy Sparkle proposes a solution in the same footprint as the original sign, butin a
format that can be read by a Hecla Way Motorist.

Issues and PUD Conflicts

Recorded PUD Conflict Resolution Agreeable to All parties:

The City of Louisville approved the same sign to be shared in a different manner during two different
PUD submissions and did not obtain a signature consent from Black Diamond Car Wash on the PUD
document filed for the King Soopers Sign PUD document.

In the case of the King Soopers sign, it is both an “off premises” sign and in conflict with the original
PUD. It violates the use of the sign according to the Black Diamond Car Wash signage portion of the
PUD, which was recorded against both properties.

The opportunity is to rectify the conflict between the two PUD documents, one covering both properties
and the other only affecting the King Soopers/lJiffy Lube property and violating the PUD for the Car Wash
property.

None of the parties’ benefits from the PUD conflict and now have an opportunity to bring the signage up
to modern standards agreeable to all parties with both adequate size space for the signage and LED
informational screens, which allow varied messages of interest to consumers.

71



-2-

Owner Proposes a Winning Solution for All

There are a number of solutions available for correcting the conflict between the separately recorded
PUD’s and their treatment of the signage. Fortunately the PUD process allows the flexibility to resolve
this conflict created by the old PUD. The goal is to minimize the disruption, expense to each of the three
businesses, resolve past PUD conflicts and to improve the visibility of the signage for the businesses
along S. Boulder Road.

Kroger/King Soopers, the Jiffy Lube franchisee and Speedy Sparkle Car Wash - Louisville all encourage
the City to support our plan to resolve this issue by increasing the size of the allowed sign on South
Boulder Road, which will resolve the issue/conflict and allow all of us better exposure to the traffic.

The mock up attached shows an allocation of the space equitably to each of the three businesses,
maintains a single monument sign, improves the visibility of the signage improving traffic safety,
provides LED gas price readout screen and allows an LED option on the sign face for any of the three
parties who may choose to adopt this modern technology. This solution also allows Kroger/King Soopers
to retain its gas price sign (we all support this outcome), rather than forcing them to reduce their sign
area and deal with off premises sign issues. ).

By resolving the problems of conflicting signage allowances under the PUD we will see that not one of
the three businesses is shortchanged.

Catch Up Signage Issues for Speedy Sparkle Car Wash — Louisville:

Confusion regarding the menu boards for customers to select a wash in advance of the payment
terminals lead to us not including them in the original administrative PUD amendment. Graciously,
Louisville’s staff simply asked us to deal with these on this PUD Amendment #3 — Signage.

First, the payment terminal menu signs are shown on an attached site plan. They are a vital and
fundamental part of the customer service process. We would like to include them on this PUD
Amendment #3 that will be required above, resolving the PUD conflict.

Second, the original sign along Hecla Way was probably never installed due to its size and
extraordinarily small size. We have an alternative which will have the same footprint and
location, but will be taller, allowing a readable sign along the access road. This allows use of the
sign space originally allocated to signage in a way that will be helpful to motorists and the
business. This Speedy Hecla Way monument sign’s small footprint remains much smaller than
all the signage on the adjacent fuel center or the NAPA store, but we feel fits adequately for this
roadway and provides visibility from Plaza Drive roadway.
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Hey, Chip,
Here is my last official act before vacation.

You have the studies and reports regarding signage. Here are a few excerpts, which may prove useful and
illuminating to some of the folks down at Louisville City Hall:

Federal Highway Administration studies indicate that 41% of accidents occur due to lack of adequate signage. The
most important element identified by the FHWA is the distance between the sign and the viewer. Of course, we
are not putting in roadway control signs, but the idea of having easily readable signs within the cone of vision of
drivers is important to road safety.

DSD —is the Decision Sign Distance is the time to read, react, and take safe action.
Minimum sign legibility to meet the DSD is one inch of letter height per 40 feet of distance.

Manual on Uniform Traffic Code Devices For design purposes, considers the cone of vision, which is narrow for
drivers, which means sign proximity to the roadway, size and legibility are fundamentally important to safety.

Sign Quality affects ability to attract shoppers —

54% of shoppers failed to find a business in 4 year study due to small or unclear sign!

38.5% of shoppers make quality assumptions about a business based on clear and attractive signs!
Consumers’ Issues with signage —

83% say letters too small

71% identify poor sign placement

64% find illumination inadequate at night

53% indicated digital sign messages change too fast

Digital Signage and Traffic Safety study - Statistical Analysis of the Relationship between On-Premise Digital
Signage and Traffic Safety - from the Texas A&M Civil Engineering Department in December 2017.

The largest study of digital signage impacts on safety undertaken to date in the USA.

Conclusion — There is no statistically significant change in crashes due to on-premises digital signs. Zero.
Value of On-Premise Signage — from the Economics Center of the University of Cincinnati

This was a National Business Survey of sign changes —

60% of businesses reported a sales increase of greater than 10%

Higher sales lead to employment increases

Signage particularly important to smaller companies’ success in local market

Electronic Message Boards Impact on Sales — University of Cincinnati Economics Center

Across multiple industries, message boards lead to an average sales increase of 2.1%

73



Shopper Perceptions of Electric Message Boards —

Detracts from community attractiveness? 7% Yes 81% No
Shows store cares about community 55% Yes 10% No
Message Board should have community messages 67% Yes 11% No

Iltem and Price messages generate 55% more sales of that item than Item only messages
tests.

| hope some of these are helpful to educate the staff, commission and council.
All the best, | will be back in the office June 24™.
Thank you so much!

Robert

....in controlled
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The Economic Impact of

Exterior Electronic Message Boards

Prepared for The Signage Foundation, Inc.

By the University of Cincinnati Economics Center

April 2014
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Electronic message boards are increasingly used by businesses as exterior on-premise signage. Are these
signs, which allow businesses to communicate more information at a lower cost, associated with better
store performance? This research provides new insights into the benefits of investing in electronic
message boards, based on the latest performance metrics from a major retailer.

| The analysis used data from 19 stores which implemented an electronic message board
sometime between July 2010 and February 2012. During this period, each of the test stores

went from having either no message board or a manual message board to an LED message
board.

| By using a control-treatment store methodology, the Economics Center found a 2.1 percent
increase in weekly store sales in the first year after installing an electronic message board.

| Theincrease in store performance from the electronic message board was consistent across
various measures including: weekly store sales, weekly transactions, and transactions for both
convenience sales and destination sales.

| Based on these estimates, the break-even figure for an electronic message board installation
may be as low as 3 months and as high as 15 months — depending on labor capacity and other
fixed costs. Therefore, in most cases, the installation of such a sign generally pays for itself in
less than a year and contributes positively to the business bottom line for the remainder of its
life cycle.
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Certain types of retail businesses prefer high-traffic locations. Such businesses have long used
supplemental message boards to inform prospective customers about their location and products.
Businesses like gas stations and banks regularly provide information about the availability and price of
particular items, such as gas, convenience items, loans, and savings certificates. The display of this
information plays a central role in these companies’ business strategies for increasing traffic and sales.
Indeed, the value of a corner or other highly-visible location rests largely on the ability to use signs to
inform passers-by about the availability of a business’ goods and services.

One particularly important characteristic of these supplemental message boards is that they provide key
information to consumers, thus lowering their cost of finding products they want to buy. This function
has benefits for businesses, consumers, and the communities in which they are located (Rexhausen et
al, 2012).

The subject of this case study is one of the largest retailers in its industry, with hundreds of locations
across the country. It offers its customers a broad range of merchandise that includes both convenience
and destination-type consumer products. This large retail chain operates in a highly competitive
industry, where nearly all of the goods and services offered by its stores are also available from other
retail establishments. In this environment, providing information to prospective customers about the
availability of its products is essential to maintain profitability. Stores are situated in high-traffic
locations, with good visibility that enables the company to employ a variety of signage strategies to
drive foot traffic and sales.

At most locations, the subject retailer has at least three types of on-premise signage. First, the one or
two most visible sides of the building receive standard branding and descriptive wall signage. Second,
pylon and/or monument signage with the company’s branding is employed along the major
thoroughfare. Third, a two-sided electronic message board is placed below the largest corporate logo
on a pylon or monument sign.

For the subject retailer, these signs were historically manual message boards, with plastic letters that
were changed by store personal to convey new information. These messages were occasionally
disrupted by windy weather and vandalism, and repairs or message changes were time consuming.
Message consistency across the chain was also difficult to maintain. In recent years, the subject retailer
has incorporated electronic message boards as part of its exterior signage program.! These electronic
message boards are a key element in informing customers about things such as sales on particular
products and the availability of new items. The electronic boards can be centrally controlled to ensure
proper messaging, while simultaneously being customizable at the store level to provide information of
value to the local community.

L LED signs are the most common type of variable-message electronic signs, which are sometimes referred to as
digital signs.
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Ina 2011 report on “EMC and Digital Sign Issues,” Freeborg, Moeller, and Drury identified a range of
business and community impacts that may constitute reasons for expanding the use of electronic
message boards. For businesses, these benefits include an enhanced ease of changing the sign message,
which creates an opportunity to more effectively respond to the needs of potential customers, and the
potential for including images, all of which lead to increased sales.

For communities, the benefits are even more numerous. Increased sales for businesses lead to
increased tax revenues. By improving business viability, these signs can also reduce vacancies and blight
in commercial areas. Such signs can also serve community interests by improving sign visibility,
readability, and attractiveness, and by communicating public service messages. In addition, fears about
safety issues appear to be misplaces, because five major studies between 2007 and 2010 found no
statistical relationship between vehicular accidents and digital billboards. (Freeborg, Moeller, and Drury,
2011).

In his research, Hendrikus E.J.M.L. van Bulck (2011) surveyed 36 business establishments in Sumter SC, a
dataset believed to constitute the majority of electronic sign users in the city. Van Bulck collected data
on business and sign characteristics as well as attitudes about the potential benefits of these signs.
Using factor analysis, van Bulck found two dimensions that underlie respondents’ attitudes about their
electronic signs. The first factor — Cost-Effective and Easy — reflects their views about the cost of such
signs and the low level of effort required for updating their messaging. The second factor — Helps
Customers — captures their attitudes about the value of electronic signs for enhancing the visibility of
their businesses. Van Bulck also found that two sign characteristics were significantly related to
respondents’ perceptions of the signs’ effectiveness. His most significant finding was that signs with
one-line or three-line messages were considered less effective than signs of other lengths. He also
determined that two-sided signs were seen as significantly more effective than one-sided signs (van
Bulck, 2011).

Hawkins, Kuo, and Lord (2012) have studied the relationship between the installation of on-premise
digital signs and traffic accidents. Through extensive research, Hawkins and his colleagues were able to
identify 135 locations with accident data available, and where new digital signs were installed in either
2006 or 2007. Examining this multi-state dataset, which contained 12 times as many sites as the
combined count in all related studies in the previous ten years, they found that the installation of these
digital signs had no effect on the number of traffic accidents within a tenth of a mile of the sign
locations. These findings held for both single-vehicle and multi-vehicle crashes.

In a 2012 study on “The Economic Value of On-Premise Signage,” Rexhausen, Hildebrandt, and Auffrey
included two case studies that considered the effects of electronic message boards. The first case study
examined data from roughly 170 locations of an extended-stay lodging chain. Those with electronic
signs had higher average occupancy rates than those with plastic signs, and this difference was most
pronounced in the bottom quartile of locations. The study notes that “the performance gain from the
use of electronic signs was in the range of one to two percent in the top three quartiles, but in jumps up
to a ten percent advantage in the lowest quartile.”
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The second case study concerned the installation of a pylon video board to promote a car dealer’s
service business. Positive metrics for the sign change included an increase in the number of customers
in the first ten months that averaged 4.5 percent every two months, an overall year-over-year increase
of 6.5 percent, and a service revenue growth of 10.8 percent, compared to a 5.5 percent increase in a
related national indicator.

Page |6

In the course of implementing its conversion to electronic message boards, the retailer conducted exit
surveys with shoppers to gain a better understanding of their views about message boards. As shown in
the tables below, shopper perceptions of message boards were positive overall, and their awareness of
electronic message boards was greater than for manual boards.

Table 1
Shopper Perceptions
Yes No
Message board detracts from community attractiveness 7% | 81%
Message board shows store cares about community 55% | 10%
Message board should have community messages 67% | 11%
Table 2
Shopper Awareness
Electronic | Manual | Gain
Read the sign 41% 28% +13%
Remember the message 21% 10% +11%

Overall, 30 percent of exiting shoppers read the sign, but the rate was nearly 50 percent higher among
those using a store with an electronic board. Among demographic groups, the sign was more likely to
be noticed by parents, African Americans, and frequent shoppers. In addition, consumers indicated a
preference for monument message boards in suburban settings.

This corporate research also revealed that customers are selective about their use of these electronic
signs: they report that such signs are ignored when consumers don’t have any interest in store offerings
or when the street has congested traffic conditions. Conversely, the messages receive attention when
the prospective customer wants the information — at the point of decision about whether to stop at the
business.

Finally, it was determined that prospective shoppers want timely messages about “mass appeal”
products, and that “item and price” messages have a greater impact on customers. In a controlled test,
such a message produced 55 percent more sales than a message that only named the item, with no
price information.

UNIVERSITY OF l({

Cincinnati
80



L] o
“f T - . B
v[- A " y }y - K% N | 4
i /‘l/;.,ﬁ‘.s ! ‘ (il
I ECOI IOI I IlCS ‘»2»?"»":._-,[] LL,:.(_\;_ .J Page | ;

The analysis conducted in this paper utilizes data from 19 test stores (i.e., stores which received a new
electronic message board) and 55 control stores (i.e., stores which were similar to the test stores in
demographics and sales, but did not undergo a sign change). The test stores did not undergo complete
signage makeovers; changes only affected the message boards, which generally represent less than one
fourth of a store’s total signage area.

The data in this sample ranged from July 2009 through June 2013 and was aggregated on a weekly basis.
During this time period, each of the test stores went from having either no message board or a manual
message board to an electronic message board. Of the sample of 55 control stores, 22 had electronic
message boards and 23 either had a manual message board or no message board.

Weekly data for test stores and their corresponding control stores were normalized relative to the week
in which the test store had an electronic message board installed. The week of the installation was
denoted as week zero (0). For the analysis, weeks prior to the installation where denoted and -1, -2, ...
relative to week zero (0) and weeks following the installation were denoted 1,2,... relative to week zero
(0). No other normalization techniques were utilized. Each test store was matched with an appropriate
control store. For example, for a test store located in an area where residents earn only $30,000 a year,
the residents’ incomes for the matching control stores were nearly identical.

No data was available on a number of other factors that could affect store performance. Competition,
site characteristics, management, and temporary factors such as road construction were not included in
the analysis.

The performance variables examined in this analysis include:

e Total Store Sales

Total Store Transactions

Convenience Sales (All sales excluding destination sales)

Convenience Transactions (All transactions excluding destination transactions)
Destination Transactions
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Table 3
Variable Test Stores (Avg.) Control Stores (Avg.)
Weekly Store Sales* 96 100
Weekly Store Transactions* 96 100
Median Age 34 34
Median Income $62,851 $63,370
Percent White 77% 74%
Percent African American 12% 15%

* For confidentiality reasons, the control store sales and transactions data has been normalized to an index of 100.

In developing our methodology, the Economics Center utilized an approach similar to a Differences-in-
Differences model. In this model, we compared the performance of a test store which installed an LED
message board across outcome variables for differing time periods relative to one or more control
stores. The differences between the performance of the test store relative to the control store(s) was
then measured and tested for statistical significance.

Identifying comparable stores to use in the analysis was an essential preparatory step in this study. The
research team determined that a multi-faceted set of criteria offered the greatest potential for matching
test stores to appropriate control stores. The criteria for identification of control stores are divided into
two equally weighted categories: market area characteristics and store performance metrics.

Market area characteristics consisted of income, race/ethnicity, and geographic region. The retailer
created a category known as “Demographic Peer Group,” which combines all three of these
characteristics, and this was given a weight of 0.35. Some examples of peer groups are:

o “Above Average Income ($60-80K), White (>80%), Midwest”
° “Average Income ($40-60K), White (15-40%), African American (15-40%), Hispanic, (15-40%),
East.”

In addition, the Economics Center decided to place greater emphasis on income compared to other
demographics, so median income was given a weight of 0.15.

Store performance metrics (prior to test store changes) account for the other half of the criteria
weights. In this case, we used “Weekly Total Convenience Sales” for the 2009 calendar year because
this was the last full year prior to the sign changes at any of the test stores. This sales figure was given a
weight of 0.35. In addition, we used customer traffic, measured as “Total Transaction Count” for the
2009 calendar year, which was given a weight of 0.15.
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Control Store Pairings
Test stores were paired against control stores in three distinct approaches.
One: The sales of each of the three control stores for each test store were averaged together. This

control store average was then paired with a corresponding test store for analysis. A test store
was paired with the average of the control stores. Two individual underlying control stores
were part of the average of multiple control stores.

Two: The Economics Center created a new set of control stores by modifying Approach One above
and adding the criteria that the underlying control stores must also currently be stores with an
LED message board installed. Besides adding this additional criterion, the approach is the
same as in Approach One. One control store was excluded since it had a manual message
board.

Three: By using the same three underlying control stores as in Approach One as a basis for each test
store, the Economic Center created a set of test-control store pairs based on which underlying
control store had the highest total store sales correlation during the 52 weeks prior to the sign
change at the test store. For instance, test store “B” was paired with control store “B2”
because its correlation, 0.667, was the highest. Detailed correlations are found below.

Table 4

Result details from all three approaches can be
made available upon request. The article will Test Store Control Store  Correlation

focus on results from approach one since the A 1 0.685
findings are similar across all three approaches. B ) 0.667
C 3 0.651
Time-Frames Modeled D 1 0.771
E 5 0.615
Outcome variables were analyzed across two F 6 0.800
different time frames: G 7 0.762
1. A 4 week duration after the sign change H 8 0.715
relative to a 4 week duration before the sign ' 9 0.894
change J 10 0.596
K 11 0.569
2. A.52 week duration afte.r the sign chang.e L 12 0746
relative to a 52 week duration before the sign
change M 13 0.578
N 14 0.718
o] 15 0.668
P 16 0.692
Q 17 0.786
R 18 0.646
S 19 0.693
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Analysis of an Initial 4-Week Time Period

As shown in the second data column, the average performance of test stores relative to control stores
showed positive results across all outcome variables except destination transactions. However, the p-
values in columns 3 and 4 indicate that these results were not statistically meaningful.?

Table 5
Performance Variable Average Difference P(T<=t) One-Tail | P(T<=t) Two-Tail
Between Test Store and
Control Store
Total Sales 1.05% 0.335 0.669
Convenience Sales 1.49% 0.382 0.763
Total Transactions 1.42% 0.305 0.609
Convenience Transactions 1.74% 0.301 0.603
Destination Transactions -0.02% 0.494 0.988

Possible reasons that we find statistically insignificant results from these early returns include: a time
period too short for customers to change behaviors and/or an insufficient sample size. In addition, the
time of the year when the electronic message board was installed might contribute to the lack of a
significant finding. Suppose the electronic message board was installed when there were no major
holidays or events upcoming for which consumers would increase their shopping behavior or look for
bargains. Accordingly, in the given four week period, the consumer might not notice a new electronic
message board. However, consider a period in which the electronic message board is installed just prior
to a major holiday sales rush. In this case, consumers might be particularly alert to signage that might
offer a bargain to the consumer. While the results of our model are robust given the scope and
parameters of our analysis, possible future analysis with a larger dataset and more parameters could
provide additional insights into the impact of electronic message boards over shorter durations of time.

2 The p-value for a one-tail test is the probability that the performance measure (e.g., an increase in sales or
transactions) is not greater than 0, which means that a low p-value tells us this probability is low. The p-value for a
two-tail test is the probability that the true performance measure is equal to 0, which means that a high p-value
tells us there is no difference between the test and control groups.
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Analysis of 52-Week Tests
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The results of our statistical analysis are more revealing when comparing performance in the year after
the electronic message board installation relative to the year prior. Table 6 below shows that one year
after installing an exterior electronic message board, stores sales increased by 2.12 percent on average.
This increase in store performance holds across total sales, convenience sales, total transactions,
convenience transactions, and destination transactions. The p-values for the one-tail t-test are
approximately 0.2 or lower. With these results, a business owner should feel reasonably confident
(about 80%) of the claim that a store’s sales performance will improve after installing an exterior
electronic message board, and even more confident (85-90%) that the other performance measures will

improve.

Table 6

Performance Variable

Average Difference
Between Test Store and
Control Store

P(T<=t) One-Tail | P(T<=t) Two-Tail

Total Sales 2.12% 0.203 0.405
Convenience Sales 1.95% 0.141 0.282
Total Transactions 1.97% 0.117 0.234
Convenience Transactions 1.58% 0.137 0.275
Destination Transactions 3.22% 0.112 0.223
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Total store sales for test stores relative to their paired control stores increased an average of 2.12
percent. Of the 12 test stores whose market area median income was between $35,000 and $75,000,
nine of these test stores experienced relative gains in their total store sales, year-over-year, relative to
their control stores’ average. Of the seven test stores outside this income range, only two test stores
outperformed their control store pairing. While this evidence is merely anecdotal, it would suggest that
further research in the future should closely consider the impact of electronic message boards with
respect to median income.

Table 7

Store Difference-in-
Differences
-4.06%
1.66%
2.61%
3.28%
11.37%
4.84%
-4.55%
-0.12%
1.87%
3.84%
3.21%
-3.16%
-0.04%
-1.87%
-1.67%
-1.46%
6.21%
2.43%
15.9%
Average 2.12%
P(T<=t) one-tail: 0.2027
P(T<=t) two-tail: 0.4054

wlm|O|O|oIZIZ|rR|«|—|T|O|M|M|T|O|m|>

Table seven shows that while the average sales lift was 2.12 percent, there is considerable variability
across each store. Some stores saw a slight decline, while other stores saw double-digit increases. The
advantage of using a difference-in-difference model is that the idiosyncratic difference of each control-
treatment store pair should produce the correct estimate on average.
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Figure 1
Total Store Sales
Difference Between Test Stores and Average Control Stores
52-Weeks After versus 52-Weeks Before Sign Change
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Total weekly transactions for test stores relative to their paired control stores increased an average of
1.97 percent. Of the 12 test stores whose market area median income was between $35,000 and
$75,000, nine of these test stores experienced relative gains in their total store transactions, year-over-
year, compared to their control store. Of the seven test stores outside this income range, only three test
stores outperformed their control store pairing. The statistical significance testing is improved for
transactions data relative to sales data. With a p-value of 0.12, business decision makers should feel
confident about the ability of an electronic message board to improve weekly store transactions.

Table 8

Store Difference-in-Differences
-2.05%
-0.21%
5.12%
1.81%
9.06%
2.11%
-0.60%
-0.19%
1.97%
1.63%
1.04%
1.33%
-1.22%
-0.20%
0.98%
-1.06%
5.85%
5.40%
6.70%
Average 1.97%
P(T<=t) one-tail: 0.1168
P(T<=t) two-tail: 0.2336
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Figure 2
Total Store Transactions
Difference Between Test Stores and Average Control Stores
52-Weeks After versus 52-Weeks Before Sign Change
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Convenience transactions include every type of purchase outside of destination purchases. Examples of
these items include personal care, food, and household products. These purchases could be considered
as “impulse” purchases, in that a consumer might be more likely to respond to an electronic message
board advertising a price reduction in milk. Convenience weekly transactions for test stores relative to
their paired control stores increased an average of 1.58 percent. Of the 12 test stores whose market
area median income was between $35,000 and $75,000, nine of these test stores experienced relative
gains in their convenience store transactions, year-over-year, compared to their control stores. Of the
seven test stores outside this income range, only four test stores outperformed their control store
pairings. With a one-tail p-value of 0.14, a decision maker should feel confident about the ability for an
electronic message board to marginally improve convenience transactions.

Table 9

Store Difference-in-Differences
-2.91%
-0.94%
4.91%
1.01%
8.34%
2.85%
0.11%
0.18%
1.36%
0.36%
-0.09%
2.04%
-3.05%
-0.12%
1.14%
-1.46%
6.08%
6.15%
4.09%
Average 1.58%
P(T<=t) one-tail: 0.1374
P(T<=t) two-tail: 0.2748
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Figure 3
Convenience Transactions
Difference Between Test Stores and Average Control Stores
52-Weeks After versus 52-Weeks Before Sign Change
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Finally, we present results for destination transactions. These are not “impulse” purchases; consumers
will go to a particular retailer to purchase these items. A consumer who makes one of these purchases
likely planned the trip and its subsequent purchases in advance. Weekly destination transactions for
test stores relative to their paired control stores increased an average of 3.22 percent. The increase in
destination transactions is likely due to the retailer advertising destination services on the exterior
electronic message boards. The lift in convenience sales transactions is likely driven by the
advertisements of convenience sales products, but there is an additional benefit to a retailer with the
additional destination sales. These customers are likely a repeat and more valuable customer,
suggesting that advertising convenience sale products can generate ancillary benefits.

Table 10

Store Difference-in-Differences
1.01%
1.59%
4.56%
2.81%
10.34%
0.94%
-2.77%
-3.01%
4.44%
5.15%
6.23%
-5.15%
4.37%
0.01%
0.43%
0.52%
5.47%
3.36%
20.93%
Average 3.22%
P(T<=t) one-tail: 0.1115
P(T<=t) two-tail: 0.2230
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Figure 4
Destination Transactions
Difference Between Test Stores and Average Control Stores
52-Weeks After versus 52-Weeks Before Sign Change
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Based on conversations that the Economics Center conducted with sign installation companies, the
average cost of a new electronic message board is approximately $13,000. Using the point estimate for
our 52 week finding, for a store with annual sales of $10 million, the increase in sales would be close to
$212,000. Using the retailer industry’s gross margins and operating margins, the break-even for an
electronic message board installation may be as low as 3 months and as high as 15 months — depending
on labor capacity and other fixed costs. Consequently, in nearly all cases, the installation of such a sign
pays for itself in less than a year and contributes positively to the business bottom line for the
remainder of its life cycle.
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Figure 5
Performance of Test Stores
Best, Worst, and Average Change
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The chart above illustrates the improved sales performance from implementing electronic message
boards. While the average point estimate across all measures is positive (and the majority of stores saw
a positive increase), there is still considerable variability in store performance. Table 11 shows that 3 of
the stores saw an increase in sales greater than 5 percent while no stores saw a decrease greater than 5
percent. The strongest increase in sales was over 15 percent in one store while the worst-performing
store actually saw a decrease in sales of 4.5 percent after implementing the electronic message board.

Table 11
Total Total Convenience Destination
Sales Transactions Transactions Transactions
Large Increase ( > 5%) 3 5 3 5
Moderate Increase (2% to 5%) 6 1 4 5
Little or no change (-2% to 2%) 7 12 10 6
Moderate decrease (-5% to -2%) 3 1 2 2
Large decrease (below -5%) 0 0 0 1

These findings illustrate a potential limitation to the difference-in-differences methodology. The

methodology assumes that in the absence of implementing an electronic message board, the growth
trajectory of the treatment store would be the same as the matched control store. If a negative event

happened at a particular store, it may inadvertently affect the results. For example, suppose that road
construction occurred over an extended time period at a particular store and subsequently reduced
store traffic or a new competitor moved into the market area. The decline in sales observed in the data,
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despite the introduction of an electronic message board, may then be due to the road construction and
not the message board. Unfortunately, the Economics Center was not able to control for all of these
potential effects that may affect the store performance. Some aspects were controlled: stores were
selected from metropolitan areas in the Midwest and South, and test and control stores were matched
on the basis of particular market area demographics and similar store performance before the sign
change. On the other hand, we had to take what was available: sign changes occurred over a period of
nearly two years, in all different seasons, and under varying economic and business competitiveness
conditions.

There are a variety of factors that have the potential to affect store performance, in addition to market
demographics, including: store and site characteristics, competition, management, seasonality, and
temporary factors such as weather and road construction. Unfortunately, we lack data on the degree to
which these other variable may explain store performance. However, with a large enough sample of
stores, the positive and negative “noise” in the data should cancel out and produce an unbiased
estimate of the effect of an electronic message board. Future research might focus on what particular
components of an electronic message board drive improved performance (e.g. the frequency of
message changes, which products are featured, etc.) None of these characteristics were available to the
Economics Center at the time of the study.

In conclusion, exterior electronic message boards offer business a lift in store sales performance and
generate a relatively quick return on investment. While the overall 2.12 percent lift in sales is modest, in
a high-volume store with low installation costs, the investment returns to using this technology can be
significant.
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ABBREVIATIONS

The abbreviations shown below are used in this report.

AADT Annual Average Daily Traffic

ADT Average Daily Traffic

AASHTO American Association of State Highway and Transportation Officials
AIC Akaike Information Criterion
ANOVA  Analysis of Variance

BIC Bayesian Information Criterion
CEVMS  Commercial Electronic Variable Message Signs
CG Control Group

DF Degrees of Freedom

EB Empirical Bayes

EBB Electronic Billboard

FHWA Federal Highway Administration
HSIS Highway Safety Information System
HSM Highway Safety Manual

LCD Liquid Crystal Display

LED Light-Emitting Diode

MS Mean of Sum of Squares

MSE Error Mean Square

MST Treatment Mean Square

RTM Regression to the Mean

SAR Spatial Autoregressive Model

SEM Spatial Error Model

SFI Signage Foundation, Inc.

SPF Safety Performance Function

SS Sum of Squares

SSE Sum of Squares for Error

SST Total Sum of Squares

TTI Texas A&M Transportation Institute
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EXECUTIVE SUMMARY

The use of digital on-premise signs, which are typically business-related signs that have the
ability to change the displayed message, has increased significantly in recent years. On-premise
digital signs are located on the same property as the businesses they promote, and some part —
or a significant part in some cases — of the sign contains a digital display that can be
programmed to change the message at pre-set intervals. Because the use of these signs has
increased, jurisdictions have used local sign codes or ordinances to regulate the manner in which
digital messages are displayed. Jurisdictions typically justify these regulations by citing traffic
safety impacts. However, no comprehensive and scientifically based research efforts have
evaluated the relationship between on-premise digital signs and traffic safety.

In this study, researchers collected large amounts of sign and crash data in order to conduct a
robust statistical analysis of the safety impacts of on-premise digital signs. The statistical tools
used the latest safety analysis theory developed for analyzing the impacts of highway safety
improvements. The research team acquired the crash data from the Highway Safety Information
System, which is a comprehensive database of crash records from several states. One of the
advantages of these data is that they also include information about roadway characteristics, such
as the number of lanes, speed limit, and other factors. The research team then acquired
information about the location of on-premise digital signs from two sign manufacturing
companies. Through significant effort by the researchers, these two datasets were merged into a
single dataset that represented potential study locations in California, North Carolina, Ohio, and
Washington. Of the initial set of over 3,000 possible sites, the research team was able to identify
135 sign locations that could be used for the safety analysis. Potential sites were eliminated from
consideration due to any of the following factors:

e The sign location was not on a roadway that was included in the crash dataset; only major
roads were represented in the crash data.

e The sign location provided by a sign manufacturing company could not be verified
through online digital images of the location.

e Only signs installed in calendar years 2006 or 2007 could be included in order to have
adequate amounts of crash data before and after the sign was installed.

The research team then used the empirical Bayes method to perform a before-after statistical
analysis of the safety impacts of the on-premise digital signs. In a before-after study, the safety
impact of a treatment (in this case, the installation of an on-premise digital sign) is defined by the
change in crashes between the periods before and after the treatment was installed. However,
simply comparing the crash frequencies (known as a naive before-after analysis) is not adequate
to account for factors such as regression to the mean (a statistical concept that explains why after
data can be closer to the mean value than the before data) and to provide a means of controlling
for external factors that can also cause a difference in crash frequencies. The empirical Bayes
method represents the recommended procedure for evaluating the impacts of safety treatments
because it overcomes the deficiencies of the naive method. The safety impacts are represented by
the safety index, which is indicated by the symbol 6. In simple terms, the safety index represents
a ratio of safety in the after period compared to safety in the before period, although it is not as
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simple as dividing the crashes in the after period by the crashes in the before period. A safety
index greater than 1.0 indicates an increase in crashes in the after period, and a value less than
1.0 indicates a reduction in crashes in the after period. However, because of the variability in the
crash data, the analysis must have statistical validity. Statistical variability is established by
defining the 95 percent confidence interval for the safety index, which is based on factors such as
sample size and the variability of the data. If the 95 percent confidence interval includes the
value of 1.0, then there is a 95 percent chance that there is no statistically significant change in
crashes between the before and after periods.

The results of the statistical analysis are presented in Figure 1. This figure shows that the safety
index for all of the states was 1.0 with a 95 percent confidence interval that ranged from 0.93 to
1.07. This indicates that, for the 135 sites included in the analysis, there was no statistically
significant change in crashes due to the installation of on-premise digital signs. The same can
also be said about the results for each of the four states on an individual basis because the
confidence interval for safety index for each state includes 1.0. The larger confidence intervals
for some of the states are due to greater variability in the data and/or smaller sample sizes. The
researchers also analyzed single-vehicle and multi-vehicle crashes and found the same result of
no statistically significant change in crashes. Finally, the researchers performed an analysis of
variance for the sign factors of color, size, and type of business and found no statistically
significant differences in the mean safety index values for individual factors.
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Figure 1. Summary of study results

The results of this study provide scientifically based data that indicate that the installation of
digital on-premise signs does not lead to a statistically significant increase in crashes on major
roads.
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CHAPTER 1:
INTRODUCTION

For many generations, most signs — including both traffic and business signs — were static.
They displayed only one message that did not change with time. Advances in information
display technologies in recent years have led to an increase in the use of many types of digital
signs, particularly in the area of on-premise and off-premise business signs. On-premise digital
signs provide the ability to communicate a wide variety of messages and to change the manner in
which the message is presented over time. As such, these digital signs represent a significant
advancement in communication technologies and the ability to deliver valuable marketing
information to potential customers. However, some groups have raised questions related to the
traffic safety aspects of business signs that change messages on a frequent basis. The traffic
safety concerns are often related to issues of potential driver distraction from the roadway due to
the dynamic nature of these signs. These safety concerns are sometimes addressed through local
regulation of these types of signs, which may prohibit or limit the use of on-premise digital signs.
These regulations tend to be developed at the local level and do not have a significant level of
scientific, nationally based research supporting the regulations.

The traffic safety concerns associated with on-premise digital signs have existed for some time,
but there has been little research, particularly on a national level, that directly addresses the
safety impacts of on-premise digital signs. In part, this is due to the fact that the use of such signs
has grown only in the last 5-10 years. The research described in this report was conducted to
provide a scientifically based, national analysis of on-premise digital signs so that the traffic
safety impacts of such signs can be better understood.

RESEARCH APPROACH

The basic research method used in this study is a before-after statistical analysis of the change in
traffic crashes at locations where digital signs were installed. The research team used digital sign
installation information provided by sign manufacturers to identify locations in selected states
where digital signs had been installed in the 20062007 time frame (this time frame was selected
to provide adequate numbers of crashes in both the before and after periods). The analysis
locations were limited to California, North Carolina, Ohio, and Washington because these states
are part of the Federal Highway Administration (FHWA) Highway Safety Information System
(HSIS). The HSIS is a database of crash records that includes detailed information about the
roadway and crashes, including such factors as the number of lanes, the speed limit, crash
severity, and other factors. The researchers then mapped the sign sites to the crash datasets to
identify locations with crashes. These locations were then analyzed to compare the crashes
before installation of the digital sign to the crashes after installation of the sign using statistical
analysis procedures.

DESCRIPTION OF ADIGITAL SIGN

For the purposes of this study, a digital sign is defined as a sign that uses an electrical display,
such as a liquid crystal display (LCD) or light-emitting diode (LED), to provide changeable
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messages or graphics. There are several types of digital signs, including digital billboards, indoor
video advertisements, and street-level advertisements (such as LED signs on bus shelters). For
this study, the researchers focused only on on-premise digital signs, which are signs located on
the same property as the business with which they are associated. The research effort did not
include or address off-premise signs or billboards.

RESEARCH ACTIVITIES AND REPORT ORGANIZATION

There were five major activities associated with this research effort. The study began by
reviewing and evaluating previous research on the safety aspects of digital signs and the
statistical methods that other researchers have used to evaluate the safety aspects of signs.
Chapter 2 describes the results of the review of background information. The researchers then
began to collect information related to digital signs and crash data in the selected states. The sign
information included the location and date of installation, and the crash data included the
location and date. The researchers then devoted extensive effort to matching the locations and
dates of the signs and crash datasets. Chapter 3 describes the sign and crash data and how the
two datasets were merged together. Once this was accomplished, the next step was to develop a
valid and scientifically based statistical analysis procedure to determine if there were any
statistically significant changes in crashes after installation of digital signs. Chapter 4 describes
the development of a statistical methodology, including a comparison of the advantages of the
different options for conducting the statistical analysis. Finally, the research team used the results
of the statistical analysis to define the key study findings, which are described in Chapter 5.
Chapter 6 presents the conclusions and recommendations for the research study.
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CHAPTER 2:
BACKGROUND INFORMATION

This chapter provides a review of the literature related to on-premise digital signs and their
impacts on traffic safety. The review also includes a summary of statistical methods that can be
used for evaluating the safety effects for these types of signs. Although the majority of the work
has been related to off-premise digital signs, key studies associated with off-premise signs are
nonetheless briefly discussed here. It should be pointed out that compared to other types of
roadway-related operational and design features, such as access point density on urban arterials
or on-street parking designs, the number of documents that are related to either on- or off-
premise signs is relatively small.

On-premise signs are signs that are located on the same property as the activity described in the
sign, while off-premise signs are located away from the activity identified in the sign. Off-
premise signs are also known as third-party signs or outdoor advertising, and the most common
example is a billboard. In general, off-premise signs have a larger visible area, which is
attributed to the fact that these signs usually have greater surface areas and have higher mounting
heights than on-premise signs. Furthermore, off-premise signs have a larger viewership because
they are usually located adjacent to freeways and major highways with higher traffic volume. On
the other hand, on-premise signs are installed on private property where a company conducts its
business, and most are located along urban streets or local roadways. According to The Signage
Sourcebook (U.S. Small Business Administration, 2003), the viewing opportunities for outdoor
advertising (typically 333,350 cars per day) are much greater than those for an on-premise sign
(30,000 cars per day).

The literature review is divided into two sections. The first section summarizes studies related to
on-premise digital signs. The second section presents the summary of two key studies associated
with off-premise digital signs.

ON-PREMISE DIGITAL SIGNS

This section describes the characteristics of the studies that have examined the relationship
between safety and on-premise digital signs. To the knowledge of the authors, only two studies
have investigated this relationship. It should be pointed out that the safety relationships identified
in these research documents were not based on crash data but more on opinions and hypotheses,
which limits their value as a direct measure of on-premise sign safety. The first study was
conducted by Mace (2001). This author performed a literature review and listed two hypotheses
about how on-premise signs can influence crash risk. The first hypothesis states that on-premise
business signs distract drivers’ attention from their primary driving tasks, resulting in higher
crash risks. The second hypothesis asserts that on-premise business signs may mask the visibility
of regulatory and warning road signs, which also can negatively influence crash risk.

On the other hand, Mace (2001) noted positive effects associated with commercial signs. He

reported that commercial signs could reduce unnecessary traffic exposure by providing adequate
navigation information for drivers, such as providing restaurant information for hungry drivers.
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However, only measuring the frequency and duration of drivers’ distraction may not represent
the safety impacts of on-premise signs because a study published earlier showed that half of the
objects that drivers see are not related to driving tasks (Hughes and Cole, 1986). In other words,
besides on-premise signs, other roadside features may also distract drivers. The possible solution
to minimize the negative effects of an on-premise sign, but still keep its positive effects, is to
separate the sign’s content to primary (navigation) and secondary (commercial) information.

Although, in the past, on-premise signs and off-premise signs were treated as distinct signage,
they are becoming more homogeneous in terms of characteristics. In the second study, Wachtel
(2009) mentioned that more roadside businesses, especially those with multiple users (e.g.,
shopping centers, auto malls, sports complexes, and entertainment places), now install larger-
sized on-premise digital signs because of the lower cost and better performance of the LED
display. Wachtel indicated that the largest digital advertising sign in the world is an on-premise
sign in New York City. This sign is 90 ft tall and 65 ft wide, and is mounted on a 165-ft-tall steel
post on the roof of the warehouse. The visible distance is over 2 miles. Wachtel also suggested
that some on-premise signs affect traffic safety more than some off-premise digital signs because
the locations and elevations of on-premise signs might be closer to the road users. In addition,
the angles of on-premise signs may be out of the cone of vision and require extreme head
movements to read.

In summary, these two studies showed more research is needed for understanding the
relationship between on-premise digital signs and crash risk.

OFF-PREMISE DIGITAL SIGNS

This section is divided into two parts. The first part describes two key studies that have examined
the safety effects of off-premise digital signs. The second part covers methodologies that have
been used for estimating these effects.

Safety Effects

There are two reports that provide reviews of the findings, methods, and key factors related to
the safety effects of off-premise digital signs. The first systematic study related to the impacts of
off-premise signs was conducted 11 years ago by Farbry et al. (2001). Their study reviewed
earlier reports and analyses (including those about electronic billboards and tri-vision signs) and
provided the foundation for the second study written by Molino et al. (2009). In the second
report, Molino et al. (2009) reviewed 32 related studies, which included those initially reviewed
by Farbry et al. (2001), and noted that the majority of studies reported a negative effect between
digital billboards and traffic safety. Although the number of studies that showed harmful impacts
is five times more than the number of studies that showed no harmful impacts, the authors
suggested that this ratio may not be strong evidence to prove the negative effects linked to
electronic billboards (EBBs). The individual studies considered by these researchers had very
different study methods and statistical powers, which can have a significant effect on the quality
and results of the research.
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Another important finding in the Molino et al. (2009) report is that drivers usually have spare
attention capacities, and they can be distracted from their driving tasks by roadside objects (such
as EBBs). However, these distractions may be riskier when the driving demands increase, such
as in fixed hazard areas (e.g., intersections, interchanges, and sharp curves), in transient risky
conditions (e.g., adverse weather, vehicle path intrusions, and slow traffic), or when other
important information is processed at the same time (e.g., an official traffic sign). In other words,
not only will the sign’s internal characteristics (overall size, legend size, color, contrast,
luminance level, etc.) affect crash risk, but so will external environmental factors (type of road,
speed, weather conditions, time of day, etc.). Hence, Molino et al. list all possible key factors and
suggest further studies to examine how they could influence safety. These factors are categorized
into two groups: independent and dependent variables. The independent variables are separated
by subject into five subgroups: billboard, roadway, vehicle, driver, and environment. It should be
noted that the relationship between EBBs and on-premise signs is discussed in the environment
subgroup, and dynamic factors of on-premise signs, such as change rate, motion, video, and
sound, are listed as extremely important. The dependent variables are separated into vehicle
behavior, driver/vehicle interaction, driver attention/distraction, and crash categories. Since there
are hundreds of related key factors, the authors claimed that “No single experiment can provide
the solution” and suggested future research programs to address the following topics: (1)
determining when distraction caused by commercial electronic variable message signs
(CEVMS:s) affects safe driving, (2) investigating the relationship between distraction and various
CVEMS parameters, and (3) examining the relationship between distraction and safety surrogate
measures, such as eye glance and traffic conflicts.

Table 1 summarizes the literature review results from these two reports. This table shows that the
results of crash studies are not consistent, and most studies have some important weaknesses,
such as neglecting biases related to the regression to the mean (RTM) (discussed below) and site-
selection effects (using the naive method), low statistical power, and analysis results based on
erroneous assumptions. It should be noted that only post-hoc crash studies are listed here because
this study focuses on the change of crash rate caused by on-premise digital signs.

As mentioned, Table 1 shows that the results related to the safety effects of off-premise signs are
inconsistent. The inconsistencies can be fully or partly attributed to various study limitations. For
instance, the studies in the Wachtel and Netherton report (1980) and Wisconsin Department of
Transportation report (1994) both used a naive before-after study methodology (methodology
approaches are described in Chapter 4), and they did not account for the RTM bias, which may
change their estimates of crash rate and safety effects of signs. The general idea of RTM is that
when observations are characterized by very high (or low) values in a given time period and for a
specific site (or several sites), it is anticipated that observations occurring in a subsequent time
period are more likely to regress toward the long-term mean of a site (Hauer and Persaud, 1983).
Also, these studies should provide the variance of estimators (that is the uncertainty associated
with the estimator) for judging the statistical significance of their results. Moreover, grouping
studies where the objectives or types of signs are different is not appropriate. For example, the
goal of the report prepared by Tantala and Tantala (2007) was to study the safety impacts caused
by converting traditional billboards to digital billboards, while other studies focused on the safety
impacts after installation of new digital billboards. Those are two distinct effects that are
examined and should not be grouped together to evaluate the safety effects of on-premise digital
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signs. Wachtel (2009) also noted other limitations in Tantala and Tantala’s study, such as a lack
of adequate before-after and comparison group data; no clear definition and reasonable
calculation of the visual range and legibility range of EBBs; and no crash data related to adverse
weather, impaired drivers, and interchanges.

Table 1. Safety effects of off-premise digital signs

Study Methods Data Type Results Location SaSriT;Ele
Wachtel and Naive before- Crash The crash reduction of target area was Tele-Spot Not
Netherton after stud frequenc 10% less than the overall reduction sion. Boston | orovided
(1980) y d y (after the installation of the signs) gn, p
Crash rate (eastbound): all crashes
increased 36%, sideswipe crashes
Wisconsin . Crash increased 8%, and rear-end crashes
Department of | Naive before- rAeil,gf:gg’ increased 21% Milwaukee, )
Transportation | after study daily traffic Crash rate (westbound): all crashes Wisconsin
(1994) (ADT) increased 21%, sideswipe crashes
increased 35%, and rear-end crashes
increased 35%
Downtown intersection sites: no
Before-after | Crash frequency, | . . .
significant change in crash rate
study ADT, safety . o Toronto,
. (all crashes increased 0.6%, 3
(empirical performance | . . . M Canada
. Bayes) function injury crashes increased 43%, and
Sm(léf(:)}(’)g al. Y rear-end crashes increased 13%)
Before-after Crash Rural sites: no significant change in
frequency, Toronto,
study | crash rate based on most compared 1
(control group) ADT, contro sites Canada
group
Tantala and | Naive before- . . Cuyahoga,
Tantala (2007) |  after study Crash frequency, | No significant change in crash rate Ohio 7
Tantala and | No desorinti control group, Caveh
antala an o description ADT L . uyahoga,
Tantala (2009) | of the method No significant change in crash rate Ohio 7

The second shortcoming in Tantala and Tantala (2007) is that they used a simple correlation
analysis between sign density and crash rate to examine safety effects of billboards. Using this
approach, they found that the correlation coefficients among the scenarios analyzed were very
low (around 0.20), indicating that the installation of billboards did not increase the number of
crashes. This may well be true, but they did not use the right analysis tool. For investigating the
relationship between sign density and the number of crashes, it is more appropriate to develop
one or several regression models since the safety analyst can have a better control over other
factors that can influence the number and severity of crashes (Lord and Mannering, 2010). In a
regression model, several independent variables can be included, which is better to estimate the
variable of interest (such as the installation of digital signs). However, it should be pointed out
that the before-after study, as performed in this study, still remains the best methodological
approach for estimating the safety effects of an intervention.

Among all studies in Table 1, Smiley et al. (2005) provides the more reliable results since they
used a before-after method using a control group (CG) and empirical Bayes (EB) approach. The
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only limitation is related to the small sample size. The authors of the study only evaluated three
sites. Even with a small sample size, the EB method can still be successfully used to evaluate the
safety effects of an intervention, as was done by Ye et al. (2011). Ye et al. (2011) used the EB
method to estimate the safety impacts of gateway monument signs, which can be categorized as
one type of off-premise sign. Gateway monuments are roadside structures used to introduce a
city or town. These monuments usually have the name of the city or town and are located at the
city limits.

According to Wachtel et al. (2009) and Farbry, (2001), using crash data might not be a precise
method because crashes usually have multiple causal events, which are difficult to extract from
crash datasets. For example, they noted that sign internal variables (such as size, brightness,
viewing angle, etc.) might play main roles in drivers’ distraction or ignoring of official traffic
signs, while other external factors affect conflicts and crash risk. Although those reasons may be
legitimate, utilizing crash data is still the best approach for evaluating the safety effects of
interventions as well as those associated with operational and design features (Hauer 1997). As
stated by Hauer, “It follows that, in the final account, to preserve the ordinary meaning of words,
the concept of safety must be linked to accidents.” Furthermore, using crash data have other
advantages: lower cost and fewer artificial errors. Firstly, the cost of conducting a before-after
crash study is much lower than human-centered methods because the researchers do not need to
purchase equipment and hire participants for conducting driving tests. Secondly, crash data are
based on crash reports, which can provide a more accurate measure of safety than surrogate
measures such as speed, driver behavior, or other measures. Only by conducting a before-after
crash study can one provide results that combine multiple casual variables in the real world.
Other methods cannot displace the above advantages, which explain why the research team
selected the before-after methodology for estimating the safety effects of digital signs.

Characteristics of the Evaluation Methods Used in Previous Studies

This section describes the characteristics of other methods used in previous studies for
examining the safety effects of off-premise digital signs. In addition to a crash before-after study
approach, the most common study methods that have been used for examining the safety impacts
of off-premise signs include eye fixations, traffic conflicts, headways and speeds, and public
surveys. Most studies used one or more of the above methods to examine the impacts of off-
premise signs (Molino et al., 2009). For instance, Smiley et al. (2005) used four different
methods (eye fixation, conflict study, before-after crash study, and public survey) for examining
a video sign located in Toronto. On the other hand, Lee et al. (2007) used eye fixations and a
questionnaire for their study. It should be noted that the results from multiple measurements are
usually inconsistent.

Briefly, the eye fixation study method uses an eye-tracking system to record drivers’ eye
movements. The results (e.g., eye glances and durations) can provide direct evidence of where
drivers are looking while driving, leading to assumptions as to whether drivers are distracted
when they are driving near or toward a sign (or at other roadside features). Traffic conflicts,
often referred to as surrogate measures of safety, can be used for identifying risky driving
behaviors, such as braking without good reason, inappropriate lateral lane displacement, and
delays at the start of the green traffic signal phase. Headways and vehicle speed can be used to
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assess distracted drivers since those drivers tend to have shorter headways and higher speed
variances.

Most details about experiment design, such as the participant number, study site size, driving
route length, and experiment duration can be found in Appendix B of the report prepared by
Molino et al. (2009). In the current study, the researchers focus the discussion on the before-after
crash data study method for two reasons. First, Molino et al. (2009) did not provide a detailed
experimental design for using crash data, and some studies were criticized for inappropriate
methodology (Tantala and Tantala, 2007; 2009). Second, the costs associated with other
experimental methods are significant and are greater than the resources that were allocated for
the current research study. According to Molino et al. (2009), the budgetary costs to conduct
research using other experimental methods vary between $0.4 million and $0.8 million for using
on-road instrumented vehicles, $2 million and $4 million for conducting a naturalistic driving
study, and $1 million and $3 million for using an unobtrusive observation approach.
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CHAPTER 3:
STUDY DATA

To conduct the safety analysis, the research team had to develop plans for collecting the
necessary data, manipulating the data into a format that could be used for the safety analyses, and
then conducting the statistical analysis to identify the safety impacts of on-premise digital signs.
The success of this project relied upon the ability to acquire two distinct sets of data and the
robustness of the individual datasets. The two datasets needed for the analysis included (1)
information regarding the location and installation dates for on-premise digital signs, and (2) data
regarding crash histories on the roadways in the vicinity of the on-premise digital signs. The
latter also included information about operational (e.g., traffic flow and speed limit) and
geometric (e.g., functional class and lane width) design features located at and adjacent to the on-
premise digital signs. From the beginning of the project, the research team expected to use the
HSIS crash data for the crash history dataset. The real challenge of this project was identifying
specific information about on-premise digital signs for the states represented in the HSIS, and the
researchers encountered numerous challenges in acquiring this information. Once the data for
both groups were acquired, the researchers had to overcome differences in the datasets so that the
data could be merged into a single dataset for analysis. The activities associated with the
acquisition of the crash data, acquisition of the sign data, and the merging of the two datasets are
described in this chapter.

CRASH DATA

The HSIS is operated and maintained by the FHWA, and is widely used for safety research
programs that provide input for public policy decisions. The HSIS is a multistate relational
database that contains crash, roadway, and vehicle information. Crash information/files contain
basic crash information, such as location (based on reference location or mile-point), time of day,
lighting condition (e.g., daylight, dark and no lighting, dark and roadway lighting, etc.), weather
conditions, crash severity, the number of related vehicles, and the type of crash (e.g., head-on,
right angle, sideswipe, etc.). Each row in the spreadsheet file contains crash information for
individual crashes and a unique ID number, and each column represents a variable. The roadway
information/files provide traffic and geographic information for each roadway segment, such as
annual average daily traffic (AADT), speed limit, beginning mile-point, end mile-point, number
of lanes, lane and median width, shoulder width and type, rural or urban designation, and
functional classification. The vehicle information/files contain driver and vehicle information,
such as a crash identification number, driver gender, driver age, contributing factor (possible
casual factor), vehicle type, and others. These individual file types can be linked together as a
whole dataset. For example, crash files and road files can be linked by their location information
(route number and mileage), or crash files and vehicle files can be linked together by their crash
identification number.

Currently, there are seven states that actively participate in the HSIS: California, Illinois, Maine,
Minnesota, North Carolina, Ohio, and Washington. However, the HSIS has an upper limit on the
amount of data that can be requested by researchers (including the number of states, the request
area, and total variables). To maximize the value of the crash data that they could request, the
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research team held discussions with the research advisory panel to identify the states (from the
list of seven HSIS participating states) where there would be higher concentrations of on-premise
digital signs. Based on this input, the research team requested HSIS data for California, North
Carolina, Ohio, and Washington in order to get a maximum number of study sites. All crash
datasets were downloaded from the HSIS website and stored in a spreadsheet format. The
definitions for the variables in a state’s crash data were found in the HSIS guidebooks. It should
be noted that each state has its own guidebook and data record format. In other words, one
specific variable might be available for some states, but this variable may have different
meanings or category types, or even be unavailable for other states. The inconsistent definitions
among different states’ crash datasets can affect the quality of analysis and results when selecting
specific variables for identifying target crashes (such as rear-end crash) needed for more
advanced analysis. The differences between states also create challenges when trying to merge
data into a single dataset for analysis.

Although the HSIS dataset provides the most comprehensive crash data from different states, the
HSIS has some limitations. First, the HSIS only includes crashes that occur on major roads, such
as interstate highways, U.S. highways, and state highways. The HSIS dataset may not include
crash-related data for secondary roads in rural areas or city streets in urban areas, including
arterial streets that are major roads in a city but are not on the state highway system. Table 2
identifies the level of crash coverage and roadway length for each state selected for the analysis.

Table 2. HSIS crash coverage and roadway length by state
1. More than 500,000 crashes occur each year; HSIS includes about 38% of those crashes.

California 2. HSIS includes 15,500 miles of mainline (non-ramp) roadways.
North 1. About 230,000 crashes occur each year; HSIS includes 70% of those crashes.
Carolina 2. Of the 77,000 miles of roadway on the North Carolina state system, approximately

62,000 miles are included in the database.

—_—

. About 380,000 crashes occur each year; HSIS includes 40% of those crashes.
Ohio 2. In Ohio, about 116,000 miles of highway in total; HSIS includes approximately
19,500 miles of roadway.

1. 130,000 crashes occur each year; HSIS includes 37% of those crashes.

Washington 2. HSIS contains 7,000 miles of mainline (non-ramp) roadway.

Another limitation of the HSIS data is that the dataset is not continuously updated. The HSIS
data represent the final crash datasets from each state after the state has processed the crash data.
As a result, the HSIS dataset may not include the last several months or more of crash data from
a state. Currently, the most updated HSIS crash data are through 2009 (California is updated to
2008), so the most recent one or two years of crashes are not included in the HSIS data. Also, the
oldest HSIS crash data extend back only through 2004. Limiting crash data to the period from
2004 to 2009 was a significant consideration in this research project because the large growth of
on-premise digital signs is relatively recent, having mostly grown since the mid- to late 2000s.
The lack of data for the last two to three years created challenges with respect to developing a
robust statistical analysis procedure. For a comparison of safety impacts of a treatment (such as
installation of a digital sign) to be meaningful, both the before and after analysis periods need to
be about equal and as long as possible. This meant that, to have two-year analysis periods (two
years before and two years after) in the safety analysis, on-premise digital signs needed to be
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installed in either 2006 or 2007. In order to focus the safety analysis on the long-term impacts of
on-premise digital signs, the researchers did not include the calendar year of installation of a sign
in the analysis. For example, if a sign was installed in 2006, the before period was calendar years
2004 and 2005, and the after period was calendar years 2007 and 2008.

An additional limitation of the HSIS crash data is that the crash location within the HSIS is
identified to the nearest 0.1 mile (528 ft) on the roadway. This required the safety analysis to be
conducted for the tenth of a mile length of roadway that a sign was located within. The level of
accuracy is the primary reason that 0.1 miles was chosen as the effective area of the sign.

The researchers viewed the limitations mentioned above as minor and ones that had minimal
impact on the study results. There are no comparable crash datasets available to researchers that
could be used for a similar type of analysis of crashes. The only alternative available to the
researchers would have been to try and obtain crash data from individual agencies where on-
premise digital signs have been installed. Such an approach may have provided more specific
data about individual signs and site characteristics, but would have resulted in an extremely
small dataset. The researchers felt that such small sample sizes would not provide sufficient
robustness for statistical analysis and that the approach using the HSIS data provided greater
scientific validity and robustness, as discussed in the previous chapter.

SIGN DATA

With the acquisition of the HSIS data, the research team had information to analyze crashes but
had no idea about where to conduct the analysis. Determining the location for the crash analysis
required information regarding the location of on-premise digital signs. Furthermore, due to the
date limitations of the HSIS data, only sign sites where the sign was installed in 2006 or 2007
could be used for the crash analysis. So the research team began the process of identifying
locations in California, North Carolina, Ohio, and Washington where on-premise digital signs
had been installed on major roads in 2006 or 2007.

Initial attempts to identify sign locations focused upon getting information from the Signage
Foundation, Inc., (SFI) research advisory panel. However, the results did not provide a large
enough sample size for a robust statistical analysis. The research team began to contact sign
installation companies but encountered challenges in acquiring the large amount of data needed
to conduct the research. The primary challenge associated with contacting sign installation
companies (which are the same companies that market the signs to individual businesses) was
the proprietary nature of the business information the research team was requesting. Another
challenge was the large number of individual companies that needed to be contacted to develop a
robust sample size.

Because of the challenges of working with sign installation companies, the research team shifted
the focus to sign-manufacturing companies. Eventually, the research team was able to work with
two electronic sign-manufacturing companies to get a list of on-premise digital signs installed in
any of the four study states during 2006 or 2007. Each of the two lists was converted into
datasets for use in the research effort. The first dataset (dataset #1) contained 2,953 sign sites and
27 variables, which included the characteristics of signs and roads, such as sign order date, sign
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address (road, county, and state), the nearest cross street and its distance from the sign, the
nearby cross street with the highest volume and its distance from the subject intersection, and
traffic volume on the subject road. The research team did not use the road information from
dataset #1, relying instead upon the road data in the HSIS crash dataset. This ensured consistency
in the approach with the different sign datasets. Also, the sign installation date was considered to
be the sign order date plus two weeks. This assumption was based on input from the sign-
manufacturing company. Since the entire year that the sign was installed was excluded from the
analysis, this was considered not to be a critical issue.

The second dataset (dataset #2) had 63 site addresses and 10 variables. Unlike the first dataset,
most variables in dataset #2 were related to product information, such as installation data, sales
representative, product name, matrix, color, customer ID (address), and status of signs.

For the analysis, these two datasets were combined as one for use in analyzing the crashes by
individual state. The combined dataset was further refined by removing all sign locations that
were not installed in either 2006 or 2007. The calendar year that a sign was installed was treated
as the construction year, and the crashes that occurred in that year were removed from the
analysis. The entire calendar year was removed from the analysis due to uncertainty over the
actual installation date of the sign since the data provided only the order date for the sign.
Removing the entire calendar year associated with installation also eliminated the novelty effect
associated with implementing a new feature. The second variable, the sign installation address,
was used to select related crashes by the sign’s location and default sign-effective areas. For
example, the researchers defined the crashes located within 0.1 miles from the target signs as
related crashes. In reality, the effective area could be larger or smaller depending upon the sign
size. The procedure used for this analysis did not adjust the effective area based on sign size or
other factors. Overall, significant effort was put into ensuring the accuracy of the sign datasets
because the quality of the data had a huge impact on the precision and accuracy of the analysis.

DATA-MERGING PROCEDURE

The previous sections explain how the researchers obtained their study data (the sign dataset and
the crash dataset) and the characteristics of each dataset. This section gives more details about
the dataset-merging procedure. Several steps were involved in merging the crash and sign
location datasets into a single dataset that could be used for statistical analysis. The early steps
focused on confirming that the digital sign was still in place and near the road that it is related to.
This was needed because a site could have an address on one road but have the sign facing traffic
on another road bordering the site property. The later steps focused upon converting the street
address of the sign location to a route and milepost value that could be used with the crash
dataset. This complex effort was necessary due to the fact that the sign and crash datasets used
different location methods. The sign dataset was based on the site address, while the crash
database was based on route number and milepost. For example, a location in the sign dataset
would record a location with “1234 North Highway 101, Anytown, WA 98584,” but the HSIS
would show the same location as “route number = 23101 and “mile post = 335.72.” In order to
define the related crashes that were adjusted to the target signs, the researchers needed to transfer
sign locations into the HSIS location system. The basic steps are described below and illustrated
in Figure 2.
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Sign Dataset
(From SFI)

Do signs have

enough information?
1. Address
2. Installation date

Are signs digital
and on-premise?
(Use Google Maps
to check)

Use Google Earth to measure Crash Dataset
milepost from county boundaries (From HSIS)

Are crashes related

totarget signs?
Use route # and milepost to check

Target crash
dataset

Figure 2. The flow chart for data collection and merging procedure

For each record of the combined sign dataset (3,016 total records), the research team
evaluated the location information (typically a street address) and the sign order date.
Records with missing or incomplete location information or with assumed sign
installation dates that were not in 2006 or 2007 were deleted from the dataset.
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2. Research team members then verified the location of the sign using the site address in the
sign dataset and taking the steps listed below. Figure 3 shows an example table that the
researchers used for the above data collection, including screenshots of Google Maps and
Google Earth (Google Earth, 2008). Columns 1-3 are the address information given by
the sign companies. Columns 4—7 are determined through Google Maps, and Columns
8—11 are determined through Google Earth.

a. The sign was located in Google Maps using the site address.

b. Using the Street View feature of Google Maps, a member of the research team
identified the sign on the site or deleted the record with a note that the on-premise
digital sign could not be identified. There were some challenges associated with
finding digital signs using the Street View pictures from Google Maps, including
fuzzy pictures with low resolution, which made it difficult to evaluate some signs,
and digital signs that were not obvious during the daytime (Street View provides only
daytime pictures).

c. The screen image of the subject sign was saved, and basic sign characteristics were
identified and/or estimated. Examples include sign color, size, and business type.

d. An initial determination was made as to whether the sign was located on a major road
that would be part of the HSIS crash dataset. If the road was not expected to be a
major road, the record was deleted from the dataset.

3. The sign location was entered into Google Earth to determine the county in which the
sign was located and the mileage from the county border. This included identifying the
county identification code in the appropriate HSIS manual for a given state. This
provided the milepost location information needed to relate the sign location to the
location information in the crash dataset. Defining the milepost information required
doing the following:

a. Identifying the neighboring county, which was used to determine in which direction
the mileposts were increasing.

b. If the county had mileposts restarting at zero at the county borders, determining in
which direction they were increasing, based on the number of lanes at the borders. If
the direction could not be determined, a general rule of increasing from west to east
or south to north was used.

c. Using the path tool in Google Earth to measure the distance from the county border to
the sign. This distance and the beginning milepost at the county border established the
milepost of the sign.

An example (using the above procedure) can be founded in Appendix A. After target sign
locations were transferred into the HSIS locating system, a statistics software package, “R,” was
used to select the related crashes among the whole HSIS dataset.
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CHAPTER 4:
STUDY METHODOLOGY

Evaluating the effects of treatment on the number and severity of crashes is a very important
topic in highway safety. For the last 30 years, various methods have been proposed for
evaluating safety treatments (Abbess et al., 1981; Danielsson, 1986; Davis, 2000; Hauer, 1980a;
Hauer, 1980b; Hauer et al., 1983; Maher and Mountain, 2009; Miranda-Moreno, 2006; Wright et
al., 1988). The methods are classified under two categories: the before-after study and the cross-
sectional study. In a before-after study, the safety impacts of an improvement or treatment at a
given location are determined by comparing the change in crashes before and after the
improvement/treatment was installed. In a cross-sectional study, crashes or crash rates on two
different facilities with similar characteristics except for the improvement of interest are
compared. The before-after study is typically more desirable because it provides a more direct
evaluation of the safety impacts. Although they have been used by some researchers (Noland,
2003; Tarko et al., 1998), cross-sectional studies are more difficult to conduct because different
facilities are rarely identical in all features except the one of interest. Hence, the cross-sectional
approach was not used in this research. The before-after type of study can be further divided into
several types:

naive before-after study,

before-after study with control group,
before-after study using the EB method, and
before-after study using the full Bayes approach.

The before-after study using the full Bayes approach is a more recent development in statistical
safety analysis, developed and used by several noted safety researchers (Hauer and Persaud,
1983; Hauer et al., 1983; Hauer, 1997; Li et al., 2008; Persaud and Lyon, 2007). The advantages
and disadvantages for each of the above before-after methods are described in more detail in this
chapter.

A BEFORE-AFTER STUDY AND A CROSS-SECTIONAL STUDY

As mentioned previously, observational crash studies can be grouped into two types: the before-
after study and the cross-sectional study. The selection of the study type is based on the
availability of historical crash data, traffic volume, or the comparison group. The following
sections provide details about the before-after methodology.

The Before-After Study

The before-after study is a commonly used method for measuring the safety effects of a single
treatment or a combination of treatments in highway safety (Hauer, 1997). Short of a controlled
and full randomized study design, this type of study is deemed superior to cross-sectional studies
since many attributes linked to the converted sites where the treatment (or change) was
implemented remain unchanged. Although not perfect, the before-after study approach offers a
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better control for estimating the effects of a treatment. In fact, as the name suggests, it implies
that a change actually occurred between the “before” and “after” conditions (Hauer, 2005).

As described by Hauer (1997), the traditional before-after study can be accomplished using two
tasks. The first task consists of predicting the expected number of target crashes for a specific
entity (i.e., intersection, segment where an on-premise sign was installed, etc.) or series of
entities in the after period, had the safety treatment not been implemented. In other words, the
before-after approach described by Hauer compares the expected number of crashes in the after
period with the treatment installed to the expected number of crashes in the after period had the
treatment not been installed. The calculation for each expected number of crashes is based on
numerous factors, including the actual number of crashes in the before condition, the actual
number of crashes in the after period, and incorporation of site-specific and statistical
considerations. The symbol 7 is used to represent the expected number of crashes in the after
period (a summary of all statistical symbols used in this report are presented in Appendix B).
The second task consists of estimating the number of target crashes (represented by the

symbol A) for the specific entity in the after period. The estimates of 7 and A are 7 and p)
(the caret or hat represents the estimate of an unknown value). Here, the term “after” means the
time period after the implementation of a treatment; correspondingly, the term “before” refers to
the time before the implementation of this treatment (an on-premise digital sign in this study). In

most practical cases, either 7 or A can be applied to a composite series of locations (the sum of
I’s below) where a similar treatment was implemented at each location.

Hauer (1997) proposed a four-step process for estimating the safety effects of a treatment. The
process is described as follows (see also Ye and Lord, 2009):

e Step l:Fori=1, 2, ..,n,estimate A(i) and 7(i). Then, compute the summation of the
estimated and predicted values for each site i, such that 4 = Z A(i) and 7 = Zfz(i) :

e Step2:Fori=1, 2, .., n, estimate the variance for each, Var{A(i)} and Var{#(i)}. For
each single location, it is assumed that observed data (e.g., annual crash counts over a
long time frame) are Poisson distributed and (i) can be approximated by the observed
value in the before period. On the other hand, the calculation of Var {7 (i)} will depend on

the statistical methods adopted for the study (e.g., observed data in naive studies, method
of moments, regression models, or EB technique). Assuming that crash data in the before

and after periods are mutually independent, then Var{i} = ZVar {A(i)} and
Var{z} =) Var{z(i)} .

e Step 3: Estimate the parameters 0 and &, where S=r-1 (again, referring to estimated
values) is defined as the reduction (or increase) in the number of target crashes between
the predicted and estimated values, and 0= A/7# is the ratio between these two values.
When 6 is less than one, the treatment results in an improvement in traffic safety, and
when it is larger than one, the treatment has a negative effect on traffic safety. The term
0 has also been referred to in the literature as the index of effectiveness (Persaud et al.,
2001). Hauer (1997) suggests that when less than 500 crashes are used in the before-after
study, @ should be corrected to remove the bias caused by the small sample size using
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the following adjustment factor: 1/[1+Var{z}/7#>]. The total number of crashes was

over 500, but the adjustment factor had to be applied when subsets of the data, such as
single- or multi-vehicle crashes, were analyzed.

e Step 4: Estimate the variances Var {5} and Var {0} . These two variances are calculated

using the following equations (note: Var{@} is also adjusted for the small sample size):

¢ Var{d} =Var{i}+Var{#} (Eq. 1)
v Var{) = 92[(Var{/1}//12)jr(Vfizf{fz}/ffz)] (Eq. 2)
[1+Var{z}/7°)]

The four-step process provides a simple way for conducting before-after studies. Three common
before-after methods will be introduced in the following sections. All three methods use the
same four-step process.

COMMON METHODS FOR CONDUCTING A BEFORE-AFTER STUDY

Having selected the before-after study approach, the research team then needed to decide which
specific before-after method would be the most appropriate for analyzing the safety impacts of
on-premise digital signs. This section of the report describes the methodologies and data needs
associated with three before-after study types: naive before-after studies, before-after studies
with a CG, and the EB method.

Naive Method

Among all the before-after methods, the naive method is the simplest. The estimation of 0 is
simply equal to the ratio between the number of crashes in the after period and the number of
crashes in the before period (which is used to predict the number of crashes in the after period if
the treatment was not implemented). Equation 3 illustrates how the index of safety effectiveness
is calculated. This method is very straightforward, but it is seldom used in the current safety
study because it does not account for the RTM bias. Not including the RTM bias could
overestimate the effects of the treatment or underestimate the safety impacts. The naive method
does not account for external factors that occur at the local or regional level, such as changes in
weather patterns or economic conditions.

_ ZinzlztjleiJT2
=
Zi=12j=1NiJTl

~

naive

§>|§J>

(Eq. 3)

Where
0..ive = the estimate of safety effectiveness by using the naive method,
7 = the predicted number of crashes for the treatment group in the after period,

A = the estimated number of crashes for the treatment group in the after period,
n = the sample size,
t = the time period,
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N J , = the observed response for site i (T = treatment group) and year j (in the before period),
and
N J , = the observed response for site 1 (T = treatment group) and year j (in the after period).

The result can be adjusted when the traffic flow and time interval are different between the
before and after periods. It is adjusted by modifying the predicted number of crashes as shown in
Equation 4:

n t
7T =141 Zilej:l \M (Eq. 4)

Where
I, = the ratio of the duration between the after and before periods, and

r, = the ratio of the traffic flow between the after and before periods.

Control Group Method

The CG method can be used to help control for external factors. The number of crashes collected
at the control sites is defined as p (before) and v (after). The adjusting factor, the ratio of v to p,
is used to remove the effects caused by other external factors from =« in the theorem. Equation 5
illustrates how to adjust the naive estimate. It should be pointed out that the RTM could
technically be removed if the characteristics of the control group are exactly the same as those of
the treatment group. However, getting control group data with the exact same characteristics may
not be possible in practice, as discussed in Kuo and Lord (2012). Collecting control group data
usually adds extra cost and time compared to the naive method since more data needs to be
collected.

Ous = = (Eq. 5)

Where
éCG = the estimate of safety effectiveness by using the control group method,

o

= the estimated number of crashes for the treatment group in the after period,
7 = the predicted number of crashes for the treatment group in the after period,
v = the estimated number of crashes for the control group in the after period,

[t = the estimated number of crashes for the control group in the before period,
NiJT " Ni(j:1 = the observed responses for site i (T = treatment group and C = control group) and
year j (in the before period), and
N”T - Nijc2 = the observed responses for site i (T = treatment group and C = control group) and
year j (in the after period).
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Empirical Bayes Method

The EB method is recommended in the Highway Safety Manual (HSM), published by the
American Association of State Highway and Transportation Officials (AASHTO) and approved
for use by the FHWA (AASHTO, 2010). The HSM is a recent document that defines
standardized procedures for conducting safety analyses of highway safety improvements. The

EB method combines short-term observed crash numbers with crash prediction model data in
order to get a more accurate estimation of long-term crash mean. The EB method is used to
refine the predicted value by combining information from the site under investigation and the
information from sites that have the same characteristics, such as range of traffic flow, number of
lanes, lane width, etc.

As an illustration, Hauer et al. (2002) use a fictional “Mr. Smith” to illustrate use of the EB
method: Mr. Smith is a new driver in a city. He has no crash records during his first year of
driving. Based on past crash histories for the city, a new driver in that city has 0.08 accidents per
year. Based only on Mr. Smith’s record, it is not reasonable to say that he will have zero
accidents or have 0.08 accidents for the next year (based on the average of all new drivers but
disregarding Smith’s accident record). A reasonable estimate should be a mixture of these two
values. Therefore, when estimating the safety of a specific road segment, the accident counts for
this segment and the typical accident frequency of such roads are used together.

The index of safety effectiveness is illustrated in Equation 6. With the EB method, the analyst
first estimates a regression model or safety performance function (SPF) using the data collected
with the control group. Then, the model is applied to the sites where the treatment was
implemented to get a preliminary predicted value for the after period. The EB method is then
used to refine the estimate to account for the RTM bias and the external factors. It is possible for
the EB method to be biased if the characteristics of the treatment and control groups are not the
same (Lord and Kuo, 2012).

n t
_ Zi:le:lNiJTZ
Zinzlztj:lM iL

A~

EB —

(Eq. 6)

§>|§>>

Where

éEB = the estimate of safety effectiveness based on the EB method;

7 = the predicted number of crashes for the treatment group in the after period,;
A = the estimated number of crashes for the treatment group in the after period;
M, = the expected responses for site i for the EB method,

t
Miﬂ = WX(Al) +(1_W)X(2Nijl) 5
j=1
W = the weight for sites for the EB method, W = A;A ;
1+ A, xa
Al = the estimate for the average number of crashes of all sites in the before period; and

a = the estimate of the dispersion parameter.
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Al and & can be estimated using two different approaches (Hauer, 1997). They can be estimated

based on a regression model or the method of moment. Both are calculated using data collected
as part of the control group. For this research, the average number of crashes and dispersion
parameter were estimated using a regression model.

CALCULATION PROCEDURES AND EXAMPLES

The EB before-after method was applied to this study with the regression models or SPFs
selected from the HSM (AASHTO, 2010), which includes road types from two to five lanes. As
for sites located on wider roads (six lanes and eight lanes, which are not covered in the HSM),
the researchers used the SPFs from a Texas A&M Transportation Institute (TTI) study
(Bonneson and Pratt, 2009). The number of crashes in each year during the before period (A, )

was estimated using the regression model shown in Equation 7:
A; =exp(a+bLn(AADT,)+ Ln(L,)) (Eq.7)

Where

A, = the estimator for the average number of crashes per year for site i,
a,b = the coefficients in the regression model,

AADT, = the average daily traffic volume for site 1,

L, = the road length for site i, and

Ln = natural logarithm.

Table 3 shows the regression coefficients (a, b) used in Equation 7 for multi- and single-vehicle
crashes.

One of the sign sites in Ohio provides an example of the detailed calculation of M ¢ . This site

is on an urban 4-lane divided highway segment in Allen County. As shown in Table 3, its
intercept is -12.34 for multi-vehicle crashes and -5.05 for single-vehicle crashes, while the
coefficients for the AADT are 1.36 and 0.47, respectively. For the analysis used in this report, a
multi-vehicle crash is one involving two or more vehicles in the same collision.

Using the EB method, the analysis procedure to get the expected number of crashes in the before
period has the following steps:

1. Identify the route number and milepost by the site’s address. More specifically, the
address of the example site is “1234 ABC St, Name of City, Allen County, OH.” Follow
the data analysis procedures discussed in Chapter 3 to identify that the route number is
657676309 and the milepost is 7.58.
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Table 3. Coefficients for multi and single-vehicle crash regression model

Regression Coefficients ) )
Crash Type Road Type* Dispersion Parameter (a)
Intercept (a) | AADT (b)

2U —15.22 1.68 0.84

3T -12.4 1.41 0.66
Multi- 4U ~11.63 133 1.01
vehicle

4D —12.34 1.36 1.32

5T -9.7 1.17 0.81

2U =547 0.56 0.81

3T =5.74 0.54 1.37
Single- 4U ~7.99 0.81 0.91
vehicle

4D —5.05 0.47 0.86

5T —4.82 0.54 0.52

Note: *U = undivided road, T = road with two-way left turn lane, D = divided road.

2. Based on the route number and milepost obtained above, use R statistical software to
select the related crashes and road files from the HSIS dataset, which includes (1) the
observed crashes near the target sign site, (2) the observed crashes in the control group
sites (10 sites, which are adjusted to the target sign site on the same road), and (3) the
target road file, such as traffic volume, the number of lanes, and median type. For
example, the number of observed crashes at the example site is 1 in 2004, and the crash
counts of the related 10 control group sites are 0,0, 1, 1,0, 0,0, 0, 1, and 1. The AADT
of the site is 19,753 (vehicles/day), and it has four lanes.

3. Use Equation 9 to predict the crash number of the example site:

~

Ay, = exp(a+b(Ln(AADT))+ Ln(L)
Asgpamas = €Xp(=12.34+1.36x Ln(19753) + Ln(0.2)) = 0.61
Asoossnge = €XP(=5.05+0.47x Ln(19753) + Ln(0.2)) = 0.13

~

Asoos = Nogos i + A2004,single =0.74 (crashes/year)

The estimated crash counts of the site and its control group sites are 0.74 and 6.64,
respectively (the estimated multi-and single crash counts of its control group are 5.36
and 1.28).

4. Due to using the SPFs from the HSM instead of the local SPFs from any existing studies
conducted in the same study area, it is necessary to multiply the results by a calibration
factor to adjust the prediction value (refer to Appendix A in the HSM for more details).
The calibration factor of single-vehicle crashes at the example site in 2004 is 3.13, which
is equal to the ratio of observed crashes in the control group divided by the predicted
crash number in the control group (3.13 = (1x4+0x6)/1.28). By multiplying the above
calibration factor, the final crash number estimation for the example site in 2004 should
be 0.42 (=0.13%3.13). A calibration factor was calculated for each site and each year
included in the study.
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. Repeat steps 3 and 4 to get the final prediction crash number for the example site for each
year in the before period. By doing so, the estimated multi- and single-vehicle crash
counts of the site in 2005 are 4.65 and 0.21, respectively. Using the summary of this
prediction crash number and dispersion parameter (obtained from Table 3) results in the
weights (W) for this site for the multi- and single-vehicle crashes, which are 0.07 and
0.65, respectively:

W= Al
l1+A, xa
Wois = 1 = 1 =0.07,
1+(5.43+4.65)x1.32  1+10.08x1.32
1 1

Wsin e — = =0.65
£ 1+(0.42+0.21)x0.86 1+0.63x0.86

. Because traffic volume and other explanatory variables may change between the before
and after periods, the researchers used one factor to account for this difference. The crash
counts of the example site in 2007 and 2008 can be estimated by repeating steps 3 and 4.
The estimated multi- and single-vehicle crash counts of the site in the after period are
0.84 and 0.67, respectively. Factors are estimated by:

r= Aaﬁer/‘;\before
s = (12.76/3)/(10.08/2) = 0.84
[ onge = (0.63/3)/(0.63/2) =0.67

Also, if the time periods (Y) of the before and after periods are different, one factor is
needed to adjusted it. Here, the before and after period are both two years:
t' = Yi,after /Yi,before = 3 / 2 = 15

. Using the EB method, the expected total number of crashes that would occur during the
after period had the on-premise digital sign not been installed was 2.63:

t
M = WX(A1)+(1_W)X(ZNij1) XTI xt

J=1

M, s =[0.07x10.08+(1-0.07)x0]x0.84x1.5=1.14
M, giers = [0-65%0.63+(1-0.65)x3]x0.67x1.5=1.49
M, s =1.14+1.49=2.63

. The variance of the EB estimate at the example site is calculated by:
Var(Ml,EB) =(1-W)x M, gg X1, X,

Var(M, i) = (1-0.07)x1.14x0.84x1.5 = 1.31
Var(M, ,gom) = (1-0.65)x1.49%0.67x 1.5 = 0.54
Var(M, ) = 1.31+0.54 =1.85

. The safety index of the example site is:
A n toNT

é _i_ Zi:le:lNijz _ 9
Vs

A YIS M, 268

j=1 1 1
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10. The 95 percent confidence interval of the example site is given as.

6+7,,, Var(M, ) = 3.43£1.96x/1.85 | =[0.76,6.10]

The same method was applied to other locations using the appropriate SPFs. The next chapter
provides the final results of the completed safety analysis.
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CHAPTER 5:
RESULTS

The previous chapter explained why the research team chose to use the EB analysis procedure
and provided an example of how the EB analysis was conducted. The first section of this chapter
provides the results of the before-after study for each state and all the states combined. The
second section provides more details about how digital on-premise signs impact traffic safety for
multi-vehicle and single-vehicle crashes. The third section provides a description of an analysis
of variance of the means of the safety index (0) among the different sign characteristics such as
sign color, sign size, and type of business.

INDIVIDUAL AND COMBINED RESULTS

As described in Chapter 3, the research team acquired the sign dataset from sign manufacturers.
However, many signs were excluded from the analysis because of missing information in the
dataset provided by the sign manufacturers or limitations in the HSIS crash dataset. The
researchers retained only sign sites satisfying the following conditions:

1. the sign was located in Washington, North Carolina, Ohio, or California;
the sign was installed in 2006 or 2007 in order to have adequate time in both the before
and after analysis periods to compare crash histories; and

3. the sign was located on a major road because the HSIS crash dataset usually does not
include crashes that are located on minor roads or private driveways.

Table 4 shows the progression in sample sizes based on sites meeting the conditions identified
above. For example, the original dataset for Washington included 413 site addresses that might
have an on-premise digital sign. In order to make sure there was an adequate before-after crash
data period for further analysis, the researchers had to filter these site addresses. The first filter
excluded sites where the sign was not installed in 2006 or 2007, which was needed so that there
was adequate time before and after the sign was installed to perform the safety analysis. About
40 percent of the Washington sites (159 sites) met this criterion. Then, the research team used the
Street View function in Google Maps to double-check whether a digital sign was present at the
given addresses and whether the sign was on a major road since the HSIS crash dataset only
included crashes on major roads. Only 33 sites fit this criterion. The result was that in
Washington, the research team was able to use about 33 of the 400 original sites, giving an

8.0 percent yield on the raw data.

Chapter 3 mentions that the main advantage of this study is the large sample size of data and
advanced statistical methods that provide more accurate results than in similar studies. Figure 4
shows the sample size of this study in relation to other published papers and reports. This study
has 135 sites from four states, a number much higher than the sample size of other similar
studies. Hence, the results of this study are more robust and accurate.
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Table 4. Sign site sample size yield

Number of Sites California Nort.h Ohio | Washington Al
Carolina States
Included in original list from sign manufacturers 86 249 372 413 1,120
Sign installation time between 20062007 27 94 178 159 458
Digital signs & located on major roads 6 40 73 34 153
With HSIS crash data (all crashes) 6 33 63 33 135
Data yield rate 7.0% 13.3% | 16.9% 8.0% 12.1%
With HSIS crash data (multiple-vehicle crashes) 6 31 61 33 131
With HSIS crash data (single-vehicle crashes) 6 32 63 33 134
140 133
120
100
g
7 80
E,[I
Zz 60
40
20 =
._1_
0
Smiley et al. (2005) Tantala & Tantala Current Study (2012)
(2007)

Figure 4. A comparison of sample sizes from similar studies

Table 5 presents the before-after results from the EB and the naive statistical analysis methods.
The naive method results are provided only for comparison purposes as the naive analysis
method does not provide as meaningful results as the EB method. The results are also presented
graphically in Figure 5. A safety effectiveness index (0) of 1.0 indicates that there was no change
in crashes between the before and after conditions. An index greater than 1.00 indicates that
there was an increase in crash frequency in the after condition, while a value less than 1.00
indicates a decrease in crash frequency. The upper and lower bounds indicate the limits of
statistical significance. If the value for 0 is between the upper and lower bounds, then the change
in crashes is not statistically significant at a 95 percent confidence level. A larger sample size
usually leads to a smaller difference between the upper and lower bounds, but this may not
always be the case since it is also governed by the variability observed in the data.
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Table 5. Results of statistical analysis of before-after crash condition

EB Method Naive Method
State Lower Bound | © | Upper Bound | Lower Bound | 6 | Upper Bound
California 0.00 1.25 2.53 0.28 0.85 1.41
North Carolina 0.87 1.14 1.41 0.88 1.13 1.39
Ohio 0.89 0.97 1.05 0.95 1.05 1.15
Washington 0.88 1.01 1.15 0.79 0.90 1.01
All states™ 0.93 1.00 1.07 0.93 1.00 1.07
Notes:  *“All states” represents the combined data of the four states.

Naive method values provided for comparison purposes only.
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Figure 5. The safety effectiveness index and the 95 percent
confidence interval for each state (all crash types)

The overall results show that there is no statistically significant increase in crash frequency after
installing the on-premise digital sign because the safety effectiveness index (0) for the entire
dataset (all states) is 1.00, and the 95 percent confidence interval is 0.93—1.07 (which includes
the index value of 1.00). The results for individual states are similar: no statistically significant
safety impacts were observed after the installation of digital signs. In addition, one can see the
width of the 95 percent confidence interval is largest for the California data. This is due to the
variability of the California data and the small size of the sample set (only 6 sites). Comparing
the width of the confidence intervals, from the widest to narrowest, the order is California >
North Carolina > Washington > Ohio > All States.
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RESULTS FOR CRASHES RELATED TO MULTIPLE AND SINGLE VEHICLES

The next analysis effort evaluated the possible safety impacts of on-premise digital signs on
different types of crashes. There are several common methods to group crashes into different
categories, such as the number of related vehicles, the injury levels, the collision types, and so
on. Such groupings may provide some insight into the safety impacts of specific crash types, but
the estimated impacts might not be precise because of a smaller sample size.

The additional analysis separated crashes into two subgroups: single- and multi-vehicle crashes.
All calculations and notations were the same as used previously. By using the EB method to
analyze crash data related to multiple vehicles, the researchers determined that the safety
effectiveness index is equal to 1.00 for all states, and the 95 percent confidence interval varies
between 0.96 and 1.21. Because the confidence interval of the safety effectiveness includes 1.00,
there is no statistically significant change in crash frequency after installing the on-premise
digital sign. Figure 6 graphically illustrates the results for multi-vehicle crashes. The 95 percent
confidence intervals are slightly larger in this figure than in Figure 5.
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Figure 6. The safety effectiveness index and the 95 percent
confidence interval for each state (multi-vehicle crashes)

The results for single-vehicle crashes are presented in Figure 7. The overall results are the
similar: there are no statistically significant safety impacts from digital signs, except for
California. The California results for single-vehicle crashes indicate a statistically significant
decrease in crash frequency in the after period. Although the before-after results of California
show a decrease in the after period, it does not affect the overall result because the low sample
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size (6 sites) makes it more difficult to establish statistical significance in the analysis results. It
is also worth noting that the North Carolina data has the largest confidence interval, due to the
variability in the North Carolina single-vehicle crash data.
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Figure 7. The safety effectiveness index and the 95 percent
confidence interval for each state (single-vehicle crashes)

RESULTS FOR CRASHES RELATED TO DIFFERENT TYPES OF SIGNS

The research team also conducted an analysis to investigate the impacts of specific on-premise
digital sign characteristics on the safety impacts of those signs. Specific sign characteristics that
the research team evaluated included color (single or multi-color), size (small, medium, or large),
and type of business. The research team used the analysis of variance (ANOVA) analysis method
to evaluate whether the means of the safety index (0) among the different characteristics of signs
are equal.

An ANOVA is one of the most common statistical methods used to compare two or more means
in the analysis of experimental data. In short, ANOVA provides a statistical test of whether or
not the means of multiple groups are all equal, while a t-test is suitable only for the two-group
case because doing multiple two-sample t-tests would increase the risk of a Type I error (for
datasets containing more than 30 observations). In addition, when there are only two means to
compare, the t-test and the ANOVA are equivalent. As a result, the research team chose the one-
way ANOVA as the study tool to simplify the methodology, although some digital sign
characteristics, such as sign color, have only two subgroups (i.e., single color and multi-color).
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The theory of an ANOVA test is to separate the total variation in the data into a portion due to
random error (sum of squares for error [SSE]) and portions due to the treatment (total sum of
squares [SST]). Table 6 shows the typical form of a one-way ANOVA table. If the calculated F
value (= treatment mean square [MST] / error mean square [MSE]) is significantly larger than F
(k-1, N-k), the null hypothesis is rejected. F (k-1, N-k) is the critical value when the means of
each group are equal. Most statistic software will also provide the corresponding p-value for
researchers making their decisions in different confidence intervals.

Table 6. The typical form of a one-way ANOVA table

Source SS DF MS F P(>F)
Treatments SST k-1 SST / (k-1) MST/MSE

Error SSE | N-k | SSE/(N-k)

Total (corrected) SS N-1

Notes: SS = sum of squares, DF = degrees of freedom, MS = mean of sum
of squares, F = F-distribution (because the test statistic is the ratio
of two scaled sums of squares, each of which follows a scaled chi-
squared distribution), P(>F) = the p-value when the F value (=
MST/MSE) is larger than F (k-1, N-k), k = number of treatments,
and N = total number of cases.

There are three data assumptions for applying the ANOVA method:

1. Independence: The study data are independently, identically, and normally distributed.
Normality: The distributions of the data or the residuals are normal. This assumption is
true when the sample size is larger than 30.

3. Homogeneity of variability: Equality of variances — the variance of data between groups
— should be the same.

If the above conditions do not exist, the ANOVA results may not be reliable. However, if the
sample size of each group is similar, one can usually ignore independence and homogeneity
problems. Or statisticians may transform data (such as into the logarithmic form) to satisfy these
assumptions of the ANOVA.

Based on the existing sign dataset, the research team focused on three digital sign characteristics:
color (single color or multi-color), sign dimension (small, medium, or large), and business type
(restaurants, pharmacies and retail stores, hotels, gas stations, auto shops, or others). The
definitions of sign dimension level are based on the balance principle (making the sample size of
each group equal). Figure 8 shows the distribution of signs as a function of different dimensions,
and the research team defined signs with an area less than 10 ft* as small signs. The medium sign
size had an area of at least 10 ft* but no more than 15 ft*, and the large sign size had an area
greater than 15 ft*. The sign size represents the area of the electronic display, not the overall size
of the complete sign. It was estimated from the Street View image in Google Maps and may not
be an accurate assessment of the sign dimensions.
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Figure 8. The histogram of digital signs for each sign dimension

Using the ANOVA method to analyze crash data related to specific design characteristics of the
sign led to the conclusion that there is no statistically significant difference among the population
means of the safety effectiveness index. The following descriptions provide more detail for each
of the digital sign characteristics:

Color: According to images obtained from the Street View feature of Google Maps, 89
signs are single-color signs, and 37 signs are multi-colored signs. Table 7 shows the
ANOVA results. The test statistic (F value) is 2.07, and its p-value is 0.1527. Because the
probability is larger than the critical value (0.05 for 95 percent confidence interval), the
null hypothesis of equal population means cannot be rejected. In other words, the
ANOVA table shows no significant difference between the mean of safety index

(Bgp = crash mean in the before period/crash mean in the after period) among signs
having a single color or multiple colors.

Table 7. Analysis of variance table (color)
Df | SumSq | Mean Sq | F value | Pr(>F)

Group 1 4.464 4.4640 2.0704 | 0.1527
Residuals | 124 | 267.352 | 2.1561

Sign dimensions: In the final sign dataset, 36 signs have a sign area less than 10 ft, 56
signs have a sign area 10—15 ft, and 34 signs have a sign area greater than 15 ft*. In
Table 8, the F value is 0.7767, and its p-value is 0.4622. Because the probability is larger
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than the critical value (0.05 for 95 percent confidence interval), the null hypothesis of
equal population means cannot be rejected. Accordingly, researchers conclude that there
is no (statistically) significant difference among the population means.

Table 8. Analysis of variance table (sign dimension)
Df | SumSq | MeanSq | Fvalue | Pr(>F)

Group 2 3.39 1.6950 0.7767 | 0.4622
Residuals | 123 | 268.43 2.1823

e Business type: In the final sign dataset, 7 signs are for restaurants, 18 for pharmacies and
retail stores, 3 for hotels, 3 for gas stations, 7 for auto shops, and 84 for other business
types. Based on Table 9, the F value is 0.5401, and its p-value is 0.7455. As with the
above types, the null hypothesis of equal population means cannot be rejected because
the p-value is much larger than the critical value (0.05). The sample size of some
business type groups is less than 30, so the research team combined all categories of
business types with less than 20 samples into one large group, the “other” category. The
resulting ANOVA analysis (Table 10) provides similar results: there is no significant
difference among the population means.

Table 9. Analysis of variance table (six business types)
Df | SumSq | MeanSq | Fvalue | Pr(>F)

Group 5 5.983 1.1966 0.5401 0.7455
Residuals 120 | 265.833 2.2153

Table 10. Analysis of variance table (two business types)
Df Sum Sq Mean Sq | Fvalue | Pr(>F)

Group 1 0.728 0.7289 0.333 0.5649
Residuals 123 271.088 2.18619

IMPACT OF SIGN HOLD TIME

As an additional effort for this research effort, the research team worked with members of the
SFI advisory panel to identify the potential impact of hold time on the relationship between on-
premise digital signs and traffic safety. One of the advantages of digital signs is the ability to
change the displayed message. The minimum length of time that a message must be displayed is
often an element of local sign codes because some believe that frequent changing of sign
messages can increase driver distraction and lead to increased crashes. Because the researchers
were working with a large number of individual sites and crash records for the after period that
spanned two years, it was not possible within the available resources of this project to determine
what message(s) were displayed at the time of a crash or the hold time used at a particular site at
the time of a crash.

As a surrogate for including hold times as part of the individual site characteristics, the research
team acquired information for the hold time regulations in the jurisdictions where the signs were
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located. The 135 sign sites were located in 108 jurisdictions. A member of the SFI advisory
panel contacted these jurisdictions and was able to identify hold time regulations for 66 of them.
The hold time regulations of these 66 jurisdictions are summarized in Table 11. Input from the
advisory panel indicated that when a jurisdiction has no statutory language regarding digital sign
hold times, it most often means that sign users are able to program their sign to change messages
as often as they see fit. In some cases, it could mean that the state standard for digital signs
applies, which ranges from 6 to 8 seconds in the four states included in the analysis.

Table 11. Summary of sign hold times

Minimum Hold Time Number of Jurisdictions
2-6 seconds 14
7-10 seconds 12
20 seconds 3
1-60 minutes 2
24 hours 2
Variance required* 4
No specific restriction 29
Total 66

* Hold times were established by variance on a case-by-case basis.
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CHAPTER 6:
SUMMARY AND CONCLUSIONS

While there have been significant amounts of research devoted to the safety impacts of geometric
design features and other aspects of the publicly owned transportation infrastructure, the same
cannot be said about research on the safety impacts of privately owned signs that are directed to
users of public roads. This research effort focused on addressing the safety impacts of on-
premise digital signs. Previous research by others has documented the safety effects of on- and
off-premise digital signs and their potential influence on crash risk to some extent. However, the
results of recent crash studies are not consistent, and most studies have some important
weaknesses, such as neglecting biases related to the regression-to-the-mean effects, low
statistical power, and analysis results based on erroneous assumptions. In addition, Molino et al.
(2009) report that the results from these studies are not comparable because of their different
study methods, statistical powers, and cares of execution, which affected the quality of the
research.

The research effort described in this report examined the safety impacts of on-premise digital
signs using a large sample size of data and advanced statistical methods that provide more
accurate results than previous studies. With the help of sign data provided by sign-manufacturing
companies and crash data obtained from the Federal Highway Administration Highway Safety
Information System, the research team obtained extensive datasets for signs and crashes in four
states. The research team began the safety analysis with 1,120 potential study sites, but only 135
sites were usable due to limitations related to the individual signs or the related crash data.
Although the yield of usable data was only 11.3 percent, the final sample size of 135 sites was
much higher than the sample size of other published papers and reports related to on- and oft-
premise signs, indicating the results of this research are more robust and accurate.

The research team used the empirical Bayes (EB) statistical analysis method, which is the
method recommended in the Highway Safety Manual, to conduct the safety analysis described in
this report. The Highway Safety Manual is a recently published document that is recognized
within the transportation profession as the authoritative document for analyzing the safety
impacts of various transportation improvements or treatments. The EB analysis procedure uses a
before-after approach, with the before and after values modified to address local safety
characteristics, regression to the mean, and other factors. The EB method reports the safety
impacts through the use of a safety index indicator (represented by 0). A value greater than 1
indicates an increase in crashes, and a value less than 1 indicates a decrease in crashes from the
before to the after period. However, for the results to be statistically significant, the 0 value must
be outside the limits of the 95 percentile confidence interval.

For the entire sample size of 135 sites, the results from the EB method show that there is no
statistically significant change in crash frequency associated with installing on-premise digital
signs because the safety effectiveness index (0) is determined to be 1.00, and the 95 percent
confidence interval is equal to 0.93 to 1.07 (which includes 1.00, indicating no statistically
significant change). The research team also conducted the analysis for each of the four individual
states and obtained the same results: there are no statistically significant safety impacts from
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installing on-premise digital signs. In addition, the researchers analyzed the safety impacts
related to both single- and multi-vehicle crashes. The results for these analyses were also the
same: there is no statistically significant increase in crashes associated with the installation of on-
premise digital signs. Chapter 5 includes plots that illustrate the safety index values and
confidence intervals for all of these results. As a final analysis, the research team performed an
ANOVA to evaluate whether the means of the safety index (0) varied as a function of sign
factors (color, size, and type of business). The color analysis evaluated whether there was a
difference in the means of the safety index for single- and multi-colored signs, and the results did
not find a difference. The size analysis divided the signs in the study into three categories

(<10 ft?, 1015 ft*, and >15 ft*), and the results did not find a difference. Signs were also
categorized by the type of business (restaurants, pharmacies and retail stores, hotels, gas stations,
auto shops, and others). Once again, there were no differences in the means. Overall, the
ANOVA analysis did not identify any factor that led to an increase or decrease in traffic safety
for the subcategories evaluated in the ANOVA.

Based on the analysis performed for this research effort, the authors are able to conclude that
there is no statistically significant evidence that the installation of on-premise signs at the
locations evaluated in this research led to an increase in crashes.
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APPENDIX A:

STEP-BY-STEP INSTRUCTIONS FOR STUDENTS TO RECORD SIGN DATA

Open one SFI sign dataset (e.g., “Washington 2006-2007.x1Is’). This dataset includes
about 150 signs located in the state of Washington during 2006—2007.

Input the address information (such as Primary Street Address, City, ZIP Code, County
Name, and State) of each sign in Google Maps and use the Street View function to
identify the target signs. Please see this link,
http://maps.google.com/help/maps/starthere/index.html#streetview&utm_campaign=en&
utm_medium=et&utm_source=en-et-na-us-gns-svn&utm_term=gallery, for a demo about
how to use the Street View. If you did not find any on-premise digital signs near this site,
please make a note in Table 12. Check the characteristics of each sign (including colors,
dimensions, and business types) and fill out Table 12. Then, use the “Print Screen” button
to copy each sign’s picture, and paste it in this document (such as Figure 9). The different
business types are classified as (1) Restaurant, (2) Pharmacy and Retail Store, (3) Hotel,
(4) Gas Station, (5) Auto Shop, and (6) Other.

Table 12. Example work table of site data collection procedure

Sign
ID

Google Maps Google Earth

Address Installation . Cplor Dimension |Business| County | Route | .. Mile- | Note
Date  |Picture| (Single/ . Distance
Multi.) (Estimated)| Type ID # post

79016

19330 N US |2006/9/15 |Fig2 |S 3ftx6ft |6 Mason (101 19.3 335.72
HIGHWAY (23)
101 Shelton
98584
Mason
County, WA

Then, use Google Earth to determine the county and route number, and to measure the
distance between the closet county boundaries and sign location along the route (recorded
in the distance column). The corresponding ID for county and route number is based on
the HSIS data manual (file name: guidebook WA[1].pdf). Then, estimate the milepost
value of the sign by the distance and the milepost of the route in the boundaries (based on
the HSIS road file, such as wa04road.xls). Take Figure 10; for example, the end mile
point of Highway 101 in the county boundary is 355.18, and the distance between the
sign and the county boundary is 19.3; so, the milepost of our sign is 335.72. Generally,
the milepost value increases from south to north and from west to east. However, the best
way to check it is to compare the value of the milepost of adjusted counties. For example,
the milepost of US 101 in Mason County is 313.96~355.18, and the milepost of US 101
in Thurston County (located south of Mason) is 355.18~365.56. So, it is known that the
mileposts increase from north to south in Mason County. The above variables will be
used in the R software to select target crashes from HSIS crash datasets.

Write down any questions or comments in the note column. Feel free to ask us if you
have any questions.
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APPENDIX B:
STATISTICAL SYMBOLS

The following statistical symbols are used throughout this report.

0 = the safety effectiveness, 0 < 8 < 1 (can be theoretically higher, but not in this study).
n = the sample size.

o = the dispersion parameter (of the negative binomial model).
t = the time period.

écs = the estimate of safety effectiveness by using the CS method.

D>

naive — the estimate of safety effectiveness by using the naive method.
é’CG = the estimate of safety effectiveness by using the control group method.
éEB = the estimate of safety effectiveness by using the EB method.

A = the estimated number of crashes for the treatment group in the after period.

7 = the estimated number of crashes for the treatment group in the before period.

v = the estimated number of crashes for the control group in the after period.

[t = the estimated number of crashes for the control group in the before period.

NiJT " Nijc1 = the observed responses for site i (T = treatment group and C = control group) and
year j (in the before period).

Nijc2 = the observed responses for site i (T = treatment group and C = control group) and
year j (in the after period).

M, = the expected responses for site i for the EB method,

NT

ij2°

M, = WX(AI) +(1—W)X(ZNU‘1)
=
1

~

W = the weight for sites for the EB method, W = —.
I+ A xa

/A\1 = the estimate for the average crash rate of all sites in the before period.

a = the estimate of the dispersion parameter (from the negative binomial model).
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The Economic Value of On-Premise Signage

University of Cincinnati

Executive Summary

Businesses of all sizes and types use on-premise signs to communicate with their
customers. It has been suggested that on-premise signs and the regulations that
limit them can significantly impact the performance of some types of businesses, yet
there has been limited recent research to inform decisions about sign investment or
regulation.

To provide more current insight, researchers at the University of Cincinnati
conducted a national survey of businesses and a series of case studies. The purpose
was to assess how changes in on-premise signage affect business performance. This
report provides details about that research’s approach and results. Business owners
responding to the national survey reported that additional and improved signs are
associated with increases in their revenues and profits. The case studies suggest that
signage visibility and conspicuousness are especially important, and that signage
plays an important role in a business’ overall branding and marketing strategy.

This research indicates that appropriately designed and located on-premise signage
can be an important factor for retail business success. The implication of these
results is that on-premise signage indirectly influences the vitality of a community
and the quality of life of consumers by providing information about the availability
of goods and services.

Examination of one field of economic theory - search theory — and application

of this concept to the subject of signage presents a new explanation for why on-
premise signs have positive economic impacts, not only for businesses, but also for
consumers and communities: namely, signs make it easier for shoppers to obtain the
information they need to make a purchase.

A national survey asked businesses about sign changes and the impact of those
changes on business performance. In addition, detailed questions inquired
about the nature of the business and the use of signs. The survey produced some
significant findings regarding both economic impacts and sign preferences.

« Sign changes generally had significant, positive impacts on sales, number of

transactions and profits. Roughly 60 percent of businesses reported
increases averaging about 10 percent.
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+ Sign changes also led to small positive impacts on employment. Nearly a
quarter of respondents reported hiring more people.

«  While most single establishments and small firms have either wall signs or
pole signs, most large companies have both. In general, larger companies
tend to have more types of signs.

+ Helping customers find their location was the most important purpose for
respondents. Legibility is the most important characteristic of signs across
all sizes of companies.

+ Business logos and the size and location of the signs were more important
for companies with more establishments, for whom branding is presumably
more important, compared with single establishment companies.

Among the case studies, positive business performance was generally associated
with greater use of on-premise signage and better quality signs, as the following
results indicate.

« The national lodging chain case study found that the use of a digital
electronic sign to display pricing was associated with increased average
occupancy rates. The impact appeared to be especially strong for properties
with lower occupancy rates.

« The national retail banking business case study found that pylon signs were
strongly associated with high visibility, monument signs were moderately
associated with high visibility, and wall signs contributed to identity but
not visibility. In addition, pylon signs were associated with significantly
more teller transactions.

« The specialty store small business case study demonstrated the need
for signage to reaffirm the value offered by a niche retailer. Sign design must
be sensitive to community and customer expectations, and able to reinforce
the brand of a small business. The signage should communicate
a “promise” of value for a product and/or service that is not commonly found
elsewhere.

+ The car dealership small business case study found that the addition of
a video sign board was associated with increases in both service department
revenue and customer traffic. An added benefit was the “goodwill” and
reputational gain associated with using the video board for community-
related public service messages.

Given the economic importance of signs, regulations should balance community
design objectives with full knowledge of how sign design and location impact
businesses success. Business success is important because of its impact on a
community’s tax base, and it ultimately leads to the availability of greater fiscal
resources to provide needed community services.
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l. Introduction

Communication is perhaps the single most important activity for the success

of human societies (Richmond & McCroskey, 2009). Signs are among the most
important elements of visual communication. The visual communication provided
by signs on our streets and highways is essential for an effective transportation
system to aid in getting us where we want to go. Similarly, the visual communication
provided by on-premise business signage is essential for the efficient function of
our system of commerce and the success of many businesses. Effective signage can
drive job creation, generate tax revenues, and provide quality access to goods and
services.

Communities depend on clear, legible and conspicuous signs for direction, safety
and information. Businesses have a long established history of using signs to
announce their products and services. On-premise business signs are especially
important within the context of our highly mobile society where we frequently
venture to unfamiliar areas. On-premise signage allows a business to cost-effectively
communicate with potential customers who are moving through its trade area.
The wayfinding, identification and marketing information provided by on-premise
signage is essential for assisting existing and potential customers in finding the
goods and services they seek. This connection between customers and businesses
is crucial for business success, and the local governments that depend on the
employment and tax revenues which businesses generate.

On-premise signs are a potentially powerful medium for commercial
communication. Frequently, on-premise signage is a key element, which is often
used with other media, to develop and maintain a business brand. The more
consistently that brand is communicated, the greater the likelihood that existing
and potential customers will associate it with specific expectations for price, product
brand, or service quality at specific locations.

On-premise signs that are designed well and properly located are especially
important for generating impulse sales. While some goods and services are primarily
purchased on the basis of careful consideration and forethought, many others are
impulse purchases. Indeed, impulse sales generate an important part of revenue

for a wide variety of retail businesses. One study (Conroy 2004) found 68 percent of
purchases during major shopping trips were unplanned, and 54 percent on smaller
shopping trips. In these cases, on-premise signage is critical.
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This study provides current analysis of how on-premise signage is linked to
business success. A California study from the 1990s indicated that changes to

the number and location of on-premise signage can have a direct impact on
business performance (Ellis, Johnson & Murphy, 1997). That study — which used
statistical analysis of signage, business performance and location-specific data

for two business chains — found that an increase in the number of on-premise

signs at a particular site had a significant and positive impact on sales, number of
customer transactions, and the amount of the average transaction. Case studies
also have been used extensively in the small business and signage trade literature
to document the impact of signage on the economic performance of businesses.
For example, the New York State Small Business Development Center (Conroy

2004) details a number of case studies. One case, based on the experience of a

car wash, documents the association of improved sign legibility and visibility with
higher sales, as well as suggesting that the introduction of message boards can lead
to increased sales. Another case, based on the experience of a small restaurant,
documents the association of improved sign visibility and conspicuousness with
increased sales. While these case studies do not provide conclusive evidence of the
economic value of on-premise signage, they do provide insight to specific causal
mechanisms that may be useful for interpreting the statistical analyses of the survey
data.

For decades, alancing the signage needs of individual businesses with the broader
concerns of communities has been a concern of local officials, the sign industry, and
planning and design professionals. Funding for essential local government services
such as police, fire, roads, and education often depend on the success of local
businesses. This linkage between on-premise signage, business success, and local
government revenues (and the public services they fund) highlights the need for
sign regulation process to be informed by research such as is being conducted here.
Signs regulations can and should promote designs that promote business success
while meeting appropriate local standards.

The impact of on-premise signage is dependent on visual elements that may
interact with and complement a business’ marketing and branding strategies. Visual
characteristics and perceptual concepts related to signs, symbols, semiotics, and the
built environment have been addressed in Berger’s Seeing is Believing (2007) and the
two groundbreaking treatises by Tufte (Envisioning Information (1990) and Visual
Explanations (1997)). An appreciation for the layering of economic and marketing
roles together with a visual identity program becomes important for understanding
the contribution of on-premise signage within a comprehensive marketing strategy.

The research presented in this report provides an analysis of the economic effects
of signage within a context of varied scales and types of business. The objective

of the study is to provide an updated assessment of the impact of signage on
businesses and communities. Several earlier publications have identified key issues
and economic factors associated with on-premise signage, with “The Economic
Value of On-Premise Signage”, “The Signage Sourcebook”, and”What's Your Signage”
providing reference and guidance for much of the past two decades. Except for the
recent work of Taylor (2010; Taylor, Sarkees & Bang, 2012), the value of signage has
lacked recent rigorous analysis.
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This study uses survey data and case studies to bring the economic impact of on-
premise signage into a clearer focus within prescribed theoretical frameworks and a
diversity of sign applications. Venturi and Brown in “Learning from Las Vegas” (1971)
analyzed the Las Vegas strip, its sign/buildings relationships, and their impact within
our urban / suburban environment. Their study systematically assessed the visual
impact of signs within a concentrated market area with ever-changing views from
the automobile. Venturi was the first to connect on-premise signage to commercial
symbols that contained economic value in their meanings beyond the direct
communication objective and architectural product. Berger, Tufte, and others have
provided additional understanding to advance the symbolic meanings contained in
signage and signs. It is within such a broader framework that this research utilizes
case studies in combination with economic data to bring the value of on-premise
signage into a clear focus. Case studies are used for illustrating the diverse sign
typologies and as an analytical interface with communities, brand identity, and the
“marketing functions” of signs (Taylor, 2010).
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Il. Context

A.The Problem

The success of local retail businesses is important for creating jobs, generating tax
revenues, and providing access to goods and services in communities both large
and small (Blakely & Leigh, 2010). For most businesses, but especially those that
sell retail goods and services, on-premise signs can be an important mechanism for
attracting new customers and providing wayfinding for returning customers. This
is especially true for businesses such as fast food restaurants, convenience stores,
and gas stations for which impulse sales represent a substantial proportion of their
total revenue (Conroy, 2004). Consequently, for a variety of economic and quality-
of-life reasons, it is critical for the signage industry, businesses, and government
agencies to maintain a current and nuanced understanding of how on-premise signs
contribute to business performance.

B. Research Challenge

The primary research challenge has been to gather sufficient signage and business
performance data to be able to reach conclusions about the effectiveness of on-
premise signage. The need to collect both signage and performance data from a
wide range of businesses, and draw from businesses’ own experiences became clear
from understanding the strengths and limitations of previous studies. A two-stage
online survey model was designed and implemented with an initial survey, coupled
with an opportunity for approaching self-identifying businesses to participate in
follow-up, in-depth case studies.

Despite the relatively large number of survey respondents that we contacted, few
businesses were willing to share detailed information about their signage and
business performance. Assurances were given that proprietary information would
be kept confidential and, where requested, names of businesses would not be used
in any study disclosures. Ultimately, after persistent pursuit of leads from a variety
of sources, three national/regional businesses agreed to share the necessary signage
and performance data.
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C. Previous Research

Research assessing the impact of signage on business performance must begin
with an understanding of the fundamental purpose of on-premise signage:
communicating with potential customers about where the business is located
and the nature of its product or service. As such, signs may serve to establish or
fortify a consistent business brand or image (Conroy, 2004). For some businesses,
multi-media branding strategies may involve static on- and off-premise (billboard)
signs, as well as television, radio, newspapers and flyers. Few small businesses can
afford or justify such strategies, and rely on their on-premise signs for much of their
marketing, particularly if communicating with potential customers is simply about
identifying their product or service and location. New technology is expanding the
sign choices available to businesses for communicating with potential customers.
Electronic messaging and video displays on signs are becoming increasingly
common, especially for businesses whose brand or image requires that they are
perceived as cutting-edge in the quality of their products or services (Post & Pfaff,
2007).

On-premise signage is one of the most basic and yet complex forms of visual
communication. Signage serves as a multi-purpose media that can identify an
organization, business or place while at the same time marketing an idea, service,
or product. There are a number of factors that should be considered in choosing a
design and location for an on-premise sign because of the different communication
purposes and audiences. For example, businesses seeking to capture impulse sales
along a major highway will need different types of signage to be successful than
those located in a pedestrian-oriented business district (Conroy, 2004).

Previous research has established the importance of well-designed and
appropriately-placed signage for generating business revenue and associated

tax dollars (Ellis et al., 1997). The exhaustive literature review and annotated
bibliography by Christadoulou (2009) is the most comprehensive assessment of the
recent signage research literature, containing 227 citations. Edelman (2009), in his
presentation of Christadoulou’s work, organized the literature into six areas: Business
& Marketing, Graphic Design & Architecture, Engineering & Technology, Planning &
Urban Design, Law and Psychology. Among these he found extensive overlap that
made it difficult for researchers to organize the literature in a meaningful way.

Local governments recognize that sales, property, and income tax revenue are
closely linked to the success of their businesses. In part to fortify arguments that
signs are important for business success, seminal research was conducted to assess
the impact of on-premise signage on the performance of a Southern California

fast food restaurant chain and a national specialty import retailer (Ellis et al., 1997).
The research used cross-sectional and time-series regression analyses to predict

the impact of sign changes on site performance. For the fast food chain, a cross-
sectional analysis estimated the effect of sign characteristics and control variables on
sales revenue, number of transactions, and average amount per transaction. Among
the variables included in the models, various signage improvements were the best
predictors for all three outcome variables. For the specialty import retailer, multiple
regression and time-series analysis estimated that sign specific changes or addition
were associated with significant increases in sales revenues.
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While the Southern California studies focused on fast food and specialty import
chains, it has been argued that on-premise signage is likely to be even more
important for small non-chain businesses (Conroy, 2004). Many small businesses do
not have the relatively large marketing budgets and shared electronic media buys
of national franchises. These small businesses are more likely to be dependent on
their signage for most of their communication with potential customers.

Because the seminal investigation of the economic impact of signage used data
from two chains, additional research is needed to determine if similar results extend
to a broader range of retail businesses. Subsequent studies have contributed
important and useful research in this area, yet none have estimated the economic
value of on-premise signs across diverse business and local government contexts
(Conroy, 2004). Consequently, important decisions about signage by businesses
and local governments are frequently based on limited or no research because

the results of existing studies are not adequately disseminated or are simply
inapplicable. Indeed, local governments may impose stringent signage regulations
based on vague aesthetic concerns, making it difficult for businesses to be creative
and effective with their signage as a means of communicating with potential
customers and without appreciating the potential economic and fiscal impacts of
the restrictions. When a business depends on potential customers from outside of
their community, effective signage becomes especially important. In such cases,
signage location, visibility, and design are particularly critical. Equally critical is that
local sign regulators recognize the need for creative approaches to signage for both
business and community success (Blakely and Leigh, 2010).

The idea of communicating a coordinated visual message is important for business
performance. A consistent approach to visual communication supports the
branding of place by giving it a consistent identity. Businesses are working to sell
their image, and local communities are doing the same but on a much larger scale.
The ability of a business to successfully market itself is critical for the local economy.
Branding serves to establish a base of customers, whether for a business or a
community. When a sign is serving a community to its highest potential, such that it
is visually appealing and noticed, it also seems to brand the business or organization
that it represents. Eventually this image will be a familiar element for its viewers and
they may want to know more about it (Heather, 2003). For both businesses and
local governments, effectively designed and located signage is an essential part of a
branding strategy (Heather, 2003).
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D. Research Approach

Given the limitations of the earlier work, there is a clear need for an updated,
rigorous study of the economic value of on-premise signage to guide both business
and public policy decision-making. The purpose of this research is to address that
need.

At the beginning of this project, the research team developed a conceptual
framework for identifying possible relationships between on-premise signs and
various economic impacts. The left side of this figure illustrates the complexity of
on-premise signage. Research must consider more than just the size, number, and
placement of signs; other signage and site characteristics can also play significant
roles. On the right side, the listing of possible economic impacts suggests that signs
may generate economic benefits not only for businesses but also for customers and
communities.

Conceptual Framework for Economic Impacts of On-Premise Signs

Signage Economic Impacts
Sign features Impact on Businesses
lighting - Increased sales
size Additional employment

design elements
Number and placement of signs

Message center and business signs

Site context / characteristics - Increased tax revenue

Impact on Customers
Customer satisfaction and shopping costs
More purchases from local retailers v. online

.

Impact on Communities

More robust commercial areas

Figure 1: Conceptual Framework for Economic Impacts of On-Premise Signs

While no single research project can examine all of these elements and their
interrelationships, this study attempts to move beyond the basic considerations

that have characterized most previous research. Toward this end, a multi-faceted
approach was selected, which includes applying elements of economic theory,
developing and implementing a survey of sign users, and conducting case studies of
a diverse set of businesses.

It is clear that on-premise signage is identified as a critical element for retail business
and service industry providers for success, and it is also seen as indirectly influencing
the vitality of the community. Therefore, this analysis takes a broad approach to
considering the economic value of on-premise signage. This study is designed to
appeal to a wide audience by attempting to use a common vocabulary to facilitate
discussion of these findings among design professionals, regulatory professionals,
and the sign industry.
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[ll. Economic Theory and On-Premise Signs

Consideration of how signs benefit customers is an often overlooked, but a highly
important dimension of the impact of on-premise signs. The recipients of the 2010
Nobel Prize in Economics were recognized for work in the area of search theory

- a field that recognizes that information is not perfectly available, and obtaining

it often requires time and other resources. Consequently, buyers often cannot
purchase what or as much as they would like, nor can sellers meet these market
demands efficiently. This research has implications for the sign industry because the
principal purpose of on-premise signs — to provide information to potential buyers -
is an area where this theory can be applied effectively.

The most fundamental sign message is typically about a) the existence of willing
sellers and b) the types and prices of the items for sale, thus providing the most
significant information that customers typically want. To the extent that signs
effectively communicate the information sought by prospective customers, they
reduce costs for consumers; conversely, when signs fail to communicate this
information, they fail to reduce search costs of the consumers, businesses and
communities. For businesses, a sign is often the primary way for the consumer to
learn that the business even exists (Taylor, 2010). Significant economic research in
this field continues today.

Customers’search costs include the value of the additional time spent searching for
goods and services that match their wants. The consumer must make a decision—
informed by any available signage—about the shopping potential of the store
versus the option of continuing to search for other potential opportunities. For

this section, we use this well-developed search theory to explain the process of a
consumer evaluating prospective stores. This theory can help researchers better
understand the effect of information on consumer behavior, such as the impact of a
more visible sign on “downstream” businesses. The theory can also help researchers
better understand how quality signage can lead to less total driving, increasing
safety and reducing travel costs.
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This figure provides an overview of the implications of applying search theory to the
field of business signage. Just as good signage has a series of three consequences
that produce positive economic impacts, impaired signage has a comparable series
of three adverse consequences that produce negative economic impacts.

Impacts and Economic Theory: What Search Theory Tells Us

Good Signage Impaired Signage

1. Proper signage yields informationto 1. Inadequate information has costs
potential buyers, reduces transaction for both sellersand buyers.
costs, improves well-being.

2. Better information allows buyers 2. Consumers are less well-off
and sellers to find each otherfora because of higher search costs.
transaction.

3. Sign information moves markets 3. Internet sellers gain at the expense
toward an efficient outcome. of other sellers and the communities
where those sellers are located.

Figure 2: Impacts and Economic Theory: What Search Theory Tells Us

Most students of economics are taught the basic model in which consumers enter a
market, a price is determined, and then a subset of these consumers will complete
transactions with producers if that price jointly suits them. This outcome depends
on a set of assumptions that lead us to a familiar conclusion: that a single price
will be established, allowing potential buyers and sellers to choose whether they
will take part in a transaction, and leading to determination of how much of the
product will be sold. One of these simplifying assumptions — that information is
freely available to everyone —does not reflect the realities of imperfect and costly
information that business owners and consumers face on a daily basis. In reality,
perfect information rarely exists, which often leads to many different prices for the
same product.

Economists in the middle of the 20th Century sought to reconcile the theoretical
prediction of the basic model with the variation in prices observed all around us.

It became clear that adjustments to the basic model would be necessary to gain
understanding of a world in which transactions for the same good were being
completed at quite different prices, or in which inferior goods were bought and sold
for the same price as superior ones.
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B. Relevance of Search Theory to On-Premise Signage

Toward this goal, search theory, which examines how people make choices with
limited information was pursued most famously by economists George Stigler and
John McCall. In order to properly study information, its costly' nature had to be
recognized. Search theory was originally applied to labor markets in the 1970s

by Dale Mortenson and Christopher Pissarides. In 2010 the Royal Bank of Sweden
chose to honor Professors Mortenson and Pissarides with a Nobel Memorial Prize in
Economic Sciences?. In recent years, mainstream circles are recognizing the work
that had already been scrutinized and affirmed by numerous scholars and graduate
students for a generation.

In the work of Mortenson and Pissarides, search theory considers the employment
decision of a job-seeker comparing an offer in hand against the “shadow of the
future.” The certainty of the offer on the table must be balanced against the prospect
of continuing his job search into the future to seek potentially an even greater wage.
Continuing the search is risky, and takes time. Because any other offer would begin
at a later time, it would have to be at a more lucrative wage to match the value of
the offer in hand; and there is always the possibility that future job offers might be at
lower wages, not higher.

A well-known finding from search theory is that more uncertainty about the future
causes a delay in the searcher’s commitment. In other words, an offer in the present
may be less attractive compared to a better offer that might occur if the search
should continue. The job-seeker balances that potential upside gain by preparing
to decline offers that are seen as unfavorable in comparison to anticipated future
options.

Thus, in search theory, the searcher — whether a job seeker or a shopper — compares
the value of the known alternative against the potential costs and benefits of
continuing to search. Itis clear that better information about these options makes
it easier for searchers to form expectations about the unknown alternatives and
whether or not to continue searching, assisting in producing a better match.

In order to connect search theory with signage, suppose that the person is a
prospective buyer driving down the street in search of a gift for a friend. She
encounters a series of stores that may or may not sell an acceptable item. If business
signage is inadequate, learning about a price and other qualities of a potential
purchase may involve a costly decision to enter a store, requiring expenditures

of both time and travel. Itis in this situation that information -- not just about
pricing but also about the quality and nature of the goods on sale -- will be useful

in sharpening the perception of the future that enables a purchase to take place. In
such a situation, higher quality signage reduces these information costs, making
buyers and sellers better off.

' Economists use the term “scarce” to recognize something that is inherently limited in quantity, and
therefore deserving of a price; information represents different tiers of cost, with some of it being
readily available and easily processed, and some being only one of those or neither.

2 Peter Diamond also shared in the Nobel Memorial Prize in Economics in 2010.
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Signs provide signals to consumers. A store’s sign may signal price, quality,
convenience, and/or reliability. This signaling is illustrated by competing gas stations
that post their prices immediately next to each other. Other information on their
signs may help them to compete on other factors, all of which assist the purchaser
by providing information that reduces consumer uncertainty. This sign information
not only helps stores compete with each other but also with internet retailers, who
generally have a large advantage over store retailers in providing information to
consumers.

Search theory also provides insights about businesses that are trying to complete a
transaction with a searcher. In the labor market application of search theory, making
a job offer is costly to the employer because he must invest time, first in finding and
screening job candidates and then in training a new employee. Because of these
costs (and the risk of entrusting key business elements to a new employee whose
competence is uncertain), the employer is highly motivated to find effective means
in searching for prospective employees. This is comparable to the circumstances

in which business owners compete for customers. Although stores and other
businesses are searching for customers and clients rather than employees, many
forms of advertising -- television, radio, celebrity endorsements -- represent costly
signals because advertising space is scarce. Among these, outdoor signage ranks
favorably in terms of effectiveness according to surveys of consumers (Kellaris, 2011).

James Kellaris, who holds the Gemini Chair of Signage and Visual Communications in
the University of Cincinnati’s Carl H. Lindner College of Business has illustrated how
good signs reduce search costs by making information more available to consumers.
Utilizing data collected in a 2011 survey of over 100,000 North American shoppers,
Kellaris found that:

« Shoppers associate sign quality with store and product quality (34%); and
« Shoppers make store choices based on the information communicated by
store signs (29%).

Potential customers often lack significant pieces of information. Even when
businesses attempt to convey this information through their on-premise signage,
characteristics of those signs and the surrounding environment, as well as other
impediments, often inhibit the communication of this information. Kellaris also
found that nearly half (49.7%) of American consumers have driven by a desired
business without finding it because of insufficient signage.

There are significant anecdotal examples where the loss of good signage caused
measurable decreases in the value of businesses. When one motel that had a
highly visible sign moved to a less conspicuous location, it found that occupancy
rates decreased 36 percent, which reduced its $960,000 value by 42 percent (Bass,
2010). Furthermore, the loss of a sign can have consequences that extend to
surrounding businesses and the larger community. Real estate appraiser Richard
Bass documented the case of a business on the back side of a Florida mall that lost
the pylon sign that gave it visibility. The loss of customers eventually led to closing
the store. Because surrounding mall businesses relied on the traffic generated by
that store, they also closed.
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Search theory has explained the role of information and how higher costs of
obtaining information reduces the welfare of both the consumer and the producer.
For job seekers, lower search costs allow them to be more selective, implying
greater productivity shared between worker, firm, and (ultimately) the consumer.
For consumers, improving information through better signage will decrease the
time and resources needed to investigate another vendor. Reducing information
costs effectively makes everyone better off.

By facilitating less costly sales, better information through signage can positively
affect the broader community through economic growth (especially through
increased employment and wages) and a stronger base for sales, income and
property taxes. While others may focus on the intangible impacts on communities
of quality signage, such as their contributions to a sense of place and identity, as
well as building social capital and community pride, we emphasize that search
theory explains the economic benefit of signage.
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IV. National Survey

A. Survey Approach

To gain a broad perspective about a variety of on-premise signage considerations,

a survey was prepared and distributed to all types of businesses in the US that use
signs. The survey provided businesses the option of responding either online or by a
mailed response. Questions were asked about sign changes and the impact of those
changes on business performance. In addition, detailed questions inquired about
the nature of the business and the use of signs (number, size, location, type).

Respondents were initially solicited by email, post cards and personal contacts. Also,
newspaper and newsletter articles about the survey included information about

the survey’s Internet address and asked businesses to complete the survey online.
An effort was made to gain responses from a geographically diverse cross section

of the different types of large and small businesses that use signs to attract and
retain customers. This approach was used in order to collect responses from a wide
range of such businesses rather than to produce a random national sample. While
the objective of employing this method was to collect data from respondents who
have greater awareness of on-premise signage issues, responses did not indicate a
response bias toward heavy signage users; in fact, one third of respondents reported
no sign changes in recent years.

B. Survey Results

A total of 225 businesses responded to the nationwide survey of business sign
users. Of these, 213 were usable responses. Of these respondents, 70 percent had a
single establishment, while the remaining 30 percent were classified as either small
(2-10 establishments) or large companies (more than 10 establishments). Single
establishment businesses are more common among retail trade respondents (84%),
and comprise about half of respondents in the accommodation and food service
industry (52%).
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The following table shows that, as large as these proportions are among survey
respondents, single establishment businesses are even more common nationally,
based on a census of U.S. businesses. However, these proportions are sufficiently
comparable to be able to draw conclusions from the survey about general use of
business signage.

Table 1: Single-Establishment Businesses as a Proportion of All
Survey Respondents 2008 National Data’

All businesses 70% 90%
Retail trade 84% 90%
Accommodation and food services 52% 70%

In order to understand whether having multiple signs was important for their
perceived impact on business performance, respondents were asked about the
number of signs at a typical establishment. As shown in Table 2, over two-thirds
of respondents had only one or two signs, a little more than a quarter had three
to five signs, and only 4 percent reported 6 or more signs. Larger companies (10+
establishments) were far more likely to have more than 2 signs, with over half
reporting 3 or more signs at a typical establishment.

Table 2: Number of Signs at a Typical Establishment by Size of Company

All Single Small Large

(n=213) {n=150) {(n=35) (n=28)
1-2 signs 69% 72% 71% 46%
3-5 signs 26% 23% 26% 43%
6+ signs 5% 5% 3% 11%

(Small companies have <10 establishments, Large companies have 10 or more establishments]

Left: Oakley Pub & Grill; Right: Buca di Beppo

3These national figures come from the 2008 Statistics of U.S. Businesses (SUSB). The SUSB is an annual
series of national economic data by enterprise size and industry. SUSB covers most of the country’s
economic activity. The series excludes data on non-employer businesses, private households, railroads,
agricultural production, and most government entities.
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Questions about the types of signs were also included in the survey because this

is frequently an issue addressed as part of sign regulations. As shown in Table

3, among the types of signs at a typical location, wall and pole signs were most
common. While most single establishments and small firms have either wall signs
or pole signs, most large companies have both. In general, larger companies tend to
have more types of signs.

Table 3: Types of Signs at a Typical Establishment by Size of Company

All Single Small Large

(n=213) (n=150) {(n=28) (n=28)
Wall sign/s 60% 53% 54% 89%
Pole sign/s 53% 46% 49% 86%
Wall & pole signs 27% 19% 23% 75%
Monument sign/s 25% 15% 29% 71%
Other sign/s 30% 28% 31% 39%

(Small companies have <10 establishments, Large companies have 10 or more establishments)

Some of this variation in the amount of signage may be due to the different industry
mix among large companies, but even when restaurants are the only category
considered, large companies use more signs. This may be the result of a number of
factors, such as differences in types of location and different customer markets.

As part of the survey, respondents were asked to rate on a 0 (zero) to 3 scale --
with 0 being not at all important and 3 being extremely important -- the relative
importance of their signage for several common purposes of signs. Overall, the
two sign purposes with the highest scores are: 1) making their business stand out;
2) helping potential customers find their location. These two purposes received
generally high scores across all business size categories.

As shown in Table 4, the size of the company (and presumably access to multiple
marketing modes to facilitate “branding”) did make a difference. Companies

with more establishments perceived ‘brand reinforcement’ as relatively more
important compared to companies with a single establishment (Y = 0.73)* This
was reinforced when businesses were asked which purpose is the most important:
38 percent of large companies identified branding/image, compared to 14 percent
of small firms and just 3 percent of single establishments. Other sign purposes
showed measurable but weaker association with company size: compared to large
companies, single establishments tended to give slightly more weight to using signs
to inform about goods/services, and small companies generally use signs a bit more
to inform about promotions ( Y= 0.16, 0.25).

4 A commonly-used statistical test for measuring the strength of association between two variables
such as those used in this survey is Goodman and Kruskal’s gamma (Y ). Gamma measures the
proportional reduction in error; it identifies how much the error in predicting variable “y”is reduced by

taking variable “x” into account. In general, if 'Y = 0.60 or greater, the association is very strong, while a
figure of 0.30 reflects a moderate association; if ¥ =0.20, the association is weak.
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Table 4: Mean Scoresfor Perceived Importance of Signs for Common Purposes, by Company Size
{n = Number of Respondents)

All Single Small Large

(n=213) {(n=150) {n=35) {n=28)
Help customersfind location 2.73 2.75 263 2.79
Make business stand out 2.68 267 268 2.75
Reinforce branding/image 242 2.30 2.57 2.86
Inform about goods/services 2.23 2.28 217 204
Inform about promotions 1.76 1.71 203 1.64

(0=Not at all important, 1=Slightly important, 2=Moderately important, 3=Extremely important)

When data on sign types and purposes are compared, those reporting that the

sign purposes of “making their business stand out” and “reinforcing their branding/
image” are extremely important were slightly more likely to have pole signs ¥ =0.20,
0.31). Some of the survey’s findings about sign quality, number, and readability have
been replicated in a more recent survey (FedEx Office, 2012), which found that:

« About three fourths of consumers have entered a store or referred a friend
because of a sign that made the business stand out, and two thirds have
made a purchase as a result.

 Conversely, most consumers indicate that bad or no signage deters them
from entering a store.

- Sign readability is the most important sign factor in causing consumers to
try a store’s product or service.

Respondents also were asked to rate various signage characteristics in order to
determine which specific characteristics were perceived to be most important.

As shown in Table 5, among all companies, “being clearly readable” was the most
important characteristic. This was true across all sizes of companies. However, again,
the size of the companies did make a difference. Among companies with more
establishments, and for whom branding is presumably
more important, including their business logo was
reported as more important compared with single
establishment companies (¥ = 0.72). Compared to
other businesses, large companies also gave somewhat
greater weight to “size / location” (¥ = 0.51). Among
small businesses, including single establishments,
“conspicuousness” was the second most important
characteristic, rated considerably higher than‘size and
location’and “logo or branding” (7 =0.49, 0.31).

Table 5: Mean Scores for Perceived Importance of Sign Characteristics, by Company Size

All Single small Large

(n=213) {(n=150) {(n=35) (n=28)
Clearly readable 2.90 2.91 279 2.96
Conspicuousness 275 2.78 2.62 275
Size and location 264 265 243 2.86
lllumination 2.56 2.57 246 261
Logo or branding 243 2.30 2.60 2.86

(0=Mot at all im portant, 1=5lightly important, 2=Moderately important, 2=Extremely important
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Two of these sign elements were associated with signage types. Those businesses
reporting that the sign elements of being ‘clearly readable’ and ‘size/location’ are
“extremely important” were somewhat more likely to have pole signs (¥ = 0.48, 0.44).

In order to assess how actual changes in signage might be related to the perception
of the importance of signs, businesses were asked if they had made improvements

in their signage over the past five years and their perceptions of the impact the sign
changes had on four measures of business performance: (1) sales, (2) number of
transactions, (3) profits and (4) staffing. About two thirds (66%) of all respondents
reported one or more types of changes. Among the changes, as shown in Table 6,
seven in ten of these companies reported making changes in their sign design. More
than half (52%) improved sign visibility, while nearly half (47%) increased the number
of signs, and three in ten made the signs larger. Because almost all changes consisted
of more than one of these types of change, it was not possible to determine whether
one change produces greater impacts than another.

Table 6: Types of Changes Made to Signs Over the Past 5 Years

Changed the design of signs 70%
Enhancedthe visibility of signs 52%
Increased the number of signs 47%
Increased the size of signs 30%

Most of the companies reporting sign changes indicated that these sign changes had
large, positive impacts across three of the four measures of business performance,
with smaller but still positive impacts on the fourth measure. As shown in Table 7,
between 59 percent and 65 percent of the companies making sign changes reported
increases in profts, transactions and sales, with average increases of 9, 11, and 12
percent, respectively. These findings about the impact of enhancing on-premise
signage are consistent with findings recently reported by Dr. Charles R. Taylor, John
A. Murphy Professor of Marketing, and his colleagues at Villanova University (Taylor,
Sarkees & Bang, 2012).

Increases in staffing were reported by a smaller proportion of the companies (23%),
with an average increase of 6 percent. Employment growth may have been tempered
by the national economic downturn rather than representing a different type of
relationship with signage changes compared to sales, transactions and profits.

Table 7: Perceived Impact of Sign Changes on Business Performance

Performance Measure % Reporting Increase Average Increase
Sales 65% 12%
Transactions 62% 11%
Profits 59% 9%
Staffing 23% 6%
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Additional analysis of the relationship between business performance and various
signage factors revealed a number of sign characteristics that correlated with
positive economic impacts.

« Businesses emphasizing ‘conspicuousness’as a sign element were
somewhat more likely to report larger increases in store sales (¥ = 0.45),
and those giving a high priority to size/location were slightly more likely to
report larger increases in store sales (¥ = 0.28).

« Businesses with pole signs were somewhat more likely to report larger
sales gains (V= 0.42).

- Those that experienced gains in sales, customers, and profits were much
more likely to attribute those gains at least partially to their sign changes
(Y=0.80,0.74,0.75).

Some survey respondents included contact information with their surveys for
additional follow-up. Researchers were able to reach roughly one third of those

who provided this information (13 of 38), and they provided additional responses to
questions during a brief interview. Most of these businesses surveyed were single
establishments in free-standing structures or storefronts in a main business district .
They were located on a site either having 45-50 mph speed limits and far from curb,
or 25-30 mph and within 20ft of curb. Most interviewees indicated that 60 percent or
more of their revenues were obtained from regular/repeat customers.

Most of these interviewed businesses added electronic message signs, and they
indicated that their new signs had positive business impacts, but the results are
skewed by what they characterized as poor general economic conditions. All
affirmed that they had experienced an increase in business since they added new
signs, but most were not very significant. Three or four contacts reported vast
improvements (increases of over 40%) compared to business revenue prior to new
signs. When questioned about use of their new signs, these businesses generally
indicated that they had become more involved with sign “activities.” They referenced
very active updating information (a couple times a week), constant design change,
and posting community “reputation boosting” information. lllumination at night was
mentioned by customers as a great attention-getting advertisement while closed.
When asked what they would do differently or what they would do for their next
sign update, many said they wanted more electronic messaging capabilities, having
already witnessed the impact on business performance. Some wished for a video
board, feeling this would dramatically boost business, but couldn’t be justified with
current revenues and budget. These types of dialogues can serve as yet another
foundation for future research.
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This survey has generated numerous insights into how on-premise signage affects
the business performance of retailers, hotels and eating places in order to inform
important decisions about private signage investments as well as public discussions
about signage restrictions. This research would have been much easier, and perhaps
already completed, if the required data was available as part of public secondary
datasets. Unfortunately, this is not the case, and this research has been required to
rely on the cooperation of businesses to share proprietary data. Businesses agree to
share data, usually on the condition that the results are shared with them, because
they appreciate the need for this research for their own benefit as well as that of the
communities where they operate.

Given that this survey captured self-reported information about individual
businesses, questions may arise about its objectivity and validity. Fortunately, a body
of marketing research has established that the self-reports of business owners about
the factors that influence the performance of their business are highly correlated
with those factors that could be identified using independent, objective data (see
Robinson & Pearce, 1988; Venkatraman & Ramanuiam, 1986). Consequently, the
results here can be reasonably considered to reflect the role of on-premise signage
for a broad range of retail businesses.
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V. Case Studies

Four case studies, drawn from a wide range of business sizes and types, offer
detailed insights about the economic impacts that on-premise signage can have.
Among the case studies, positive business performance was generally associated
with greater use of on-premise signage and better quality signs.

A. National Lodging Chain - Value Place

Value Place is the largest economy extended-stay franchise in the country.
Founded in 2002, it opened its 100th location in 2008, and its 175th in 2010. All
properties have about 120 suites and are newly constructed.

According to the company’s website, its properties combine hotel convenience
and apartment essentials. Its
business model is designed to
appeal particularly to small and
mid-sized business owners and
families who are relocating to a new
community.

The company has specific signage
standards. The primary sign
requirements consist of a wall sign
with the company’s logo on at least
one side of the building, and a

pole sign that displays its logo and
pricing information.

The company also has several
location criteria for its properties.
The primary criteria are: interstate
visibility, or at least a location along
a primary arterial; a middle- to
moderate-income area; and strong
population density within a five-
mile radius. These characteristics
made it a useful case study.
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Value Place Sign Configurations: Benefit of an Electronic Sign

Value Place has developed a number of pole sign configurations to help it
communicate its message to potential customers. Its preferred arrangement
utilizes an LED-lit changeable electronic sign. Changeable electronic signs are
preferred because they can more effectively communicate multiple messages
and because they are considered to be better at attracting attention.

In those locations where sign regulations prevent the use of such signs, Value
Place uses signs with large plastic numerals, similar to those that gasoline
stations post to advertise their prices. Approximately 73 percent of all properties
have changeable electronic signs, while 26 percent use signs with plastic
numerals, and the remaining one percent lack any pricing signage.

How does the type of signage affect the performance of various properties?
For those with changeable electronic signs, 2010 occupancy averaged 11.2
percentage points above breakeven, while those with plastic signs averaged 9.5
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points above this threshold. However, further
analysis of this data shows that the advantage
attributable to changeable electronic signs is
predominately realized by properties in the
bottom performance quartile.

To perform this analysis, properties were first
divided according to the type of sign they use
to advertise their pricing. Next, each of these
two groups was divided into four quartiles,
based on their occupancy rates, and each
group was compared with the other on a
quartile-by-quartile basis.

As shown in the figure 3, in each quartile,
electronic sign properties had a higher average
occupancy rate than properties with plastic
signs, but the difference was small, except in
the lowest-performing quartile (Q4). This graph
omits the scale for occupancy rate figure to
protect the confidentiality of performance data
provided by the company.

Specifically, the performance gain from the
use of electronic signs was in the range of
one to two percent in the top three quartiles,
but it jumps up to a ten percent advantage

in the lowest quartile, as shown in figure 4.
This suggests that those locations that are
already performing well and have plastic signs
are likely to experience limited benefit from
the installation of an electronic sign. On the
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other hand, such a sign change is likely to produce a substantial boost to the
occupancy rates of properties that are currently struggling. This finding about
economic benefits is consistent with other research on changeable electronic
signs (van Bulck, 2011).

Signage with Price Information: Story of One Property

A second component of this case study involved a signage change at one
property. At one Value Place location where local officials prohibited any
pricing data on the property’s sign, occupancy rates were so low that it was, at
best, breaking even. After an extended period of discussions and negotiation,
the company reached a compromise with local officials that provided for a
multi-tenant sign that included space for Value Place, as the lead tenant in the
development, to post its pricing. The new sign was erected in late October of
2010, nearly three years after the property opened.

For this analysis, information provided by the company consisted primarily of
three years of monthly data on occupancy rates. Monthly data on posted and
actual charged weekly rates were also provided in order to demonstrate that only
negligible changes had occurred in prices.

The impact of the new sign has been significant. In the first nine months

after its installation, the property has experienced an average occupancy rate
that is 19 percentage points higher than the same nine-month period for the
two preceding years. As a result, the property has now become consistently
profitable, even in traditionally slower months. In addition, the property is now
projected to generate an additional $30,000 a year in hotel tax revenues.

B. National Retail Banking Business

A bank with more than 500 branches nationally, which we will call Secure Savings,
agreed to provide data about the use of signage as it pertains to Secure Savings’
branch characteristics and performance. Secure Savings requested that its identity
not be disclosed in the presentation of this case study.

The banking industry uses on-premise signage extensively and spends a great deal
of money on branding, design, placement, purchase, and maintenance of its signs.
Retail banking is a highly competitive industry, and branch visibility receives much
attention and investment.

Some of the operating characteristics in retail banking are similar to those in the
retail trade and accommodation/ food service industries. For example, in resource
materials prepared for its members, the Bank Marketing Association advises: “Banks
need to think more like retailers. Convenience retailers such as restaurants or gas
stations know the value of good visibility. If your customers can't see your sign or
find your building, they won't visit your branch” (Beery, 2002).
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Signage concerns begin at the site selection stage. Selection criteria for Secure
National Bank include visibility and convenience of access, along with population
density and size. “We need to be visible so that, when people need us, in their
minds, they know where we are," stated one of the bank’s real estate executives.

Case Study Approach and Data

Secure Savings has extensive data on its branches, which permit a more extensive
analysis that explores issues beyond the basic signage considerations that have
dominated previous research. As with the previous case study, this analysis focused
on 47 locations within a single metropolitan area, which serves to eliminate many
non-signage factors that would otherwise be difficult or impossible to control for.

The dataset for this analysis includes details about:

. Standard sign factors: number, type, size, height, design;

. Unique data on visibility and placement;

. Assessments of market factors for each branch location; and
. Business performance metrics.

Two types of analysis are described here. The first examines the relationship
between the sign packages for individual branches and an independently-
conducted evaluation of branch visibility. The second analysis examines the impact
of both of these dimensions on branch performance.

Comparing Signage to Banking Center Visibility

Using the data on these individual banking locations, it is possible to examine the
relationship between the visibility score assigned to the banks and their on-premise
signage characteristics. These scores were part of a broader six-factor assessment
of banking center conditions that was performed by an outside consultant. To
illustrate how scores were assigned to banking centers on these characteristics, the
description of the visibility categories is presented. For more detail on the remaining
categories please see the technical appendix.

The other five characteristics on which bank branches received a score from one to
five (with 5 being the best score) were: location, accessibility, and parking for the
banking center; and land use pattern (land use mix and density, traffic flow) and life
cycle (age and economic vitality) of the surrounding area.

Table 8. Banking Center Visibility Score Categories

5 4 3 2 i
Location 15 Location is |= wisible but no | partially visible from Building is easily
immediately visible immediately visible more or less than  the surrounding roadway missed when
from a great deal of and can be seen in surrounding dlthough obscured by driving by and is
distanceand is easily the traffic patterns competitors or impediment like likely whaolly or
found. with little difficulty. retailers. |andscaping or other partially obscured,
builging.
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Table 12 contains information on the proportion of banking centers in each score
category for the factors mentioned above. The great majority of banking centers
(nearly 80%) received a visibility score of 4 or better. On the other three banking
center characteristics - their location, accessibility and parking — the banking cen-
ters showed greater variation. The surrounding areas tended to receive average to
strong scores for land use patterns, indicating they generally would be expected to
give reasonable support to the bank branches, while life cycle showed greater varia-
tion.

Table 9. Banking Center Condition Scores

Scare Banking Center Characteristics Surrounding Area Characteristics
Visibility Location Accessibility Parking Land Use Pattern Life Cycle
5 36.2% 23.4% 17.0% 4.3% 40.4% 14.9%
4 48.9% 46.8% 38.3% 34.0% 25.5% 14.9%
3 12.8% 25.5% 40.4% 46.8% 27.7% A4 T%
2 2.1% &4.3% 4.3% 10.6% 5.4% 25.5%
1 0.0% 0.0% 0.0% 4.3% 0.0% 0.0%

The primary question is the extent to which sign characteristics of the banking
centers are related to the independently assigned visibility score. The table be-

low contains summary statistics on the sign characteristics of the banking centers,
grouped according to the visibility score. Generally speaking, banking centers with
higher visibility scores also tend to have more signage. In particular, pylon (or pole)
and wall letter signs are more prevalent among locations with the highest visibility
score. Across the 17 locations with a visibility rating of 5, there are 0.94 pylon signs,
on average. These locations also have substantially more square footage of signage,
226 square feet on average, than lower scoring locations.

Table 10. Banking Center Sign Characteristics by Visibility Score

Visibility MNumberof Average Mumber of 5igns Average
Score Banking Pylon Monument WallLetters Wall Letters  Sguare Feet
Centers (Vertical) (Other)
3 17 0.54 0.29 0.71 1.29 226
4 23 0.30 0.52 0.61 1,17 165
3 0.17 0.50 0.e7 1.17 108
2 1 0.00 1.00 1.00 1.00 105

The amount and type of signage are not the only factors that contribute to a
banking center’s visibility score; the characteristics of the physical location and
surrounding area also play a role. To examine this relationship, the Economics
Center analyzed a statistical model predicting the probability that a banking center
would have the highest visibility rating. The model calculated the probability that a
banking center location received a visibility level of 5 as a result of the following:

. the number of signs by type (pylon, monument, wall letters);
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. the total square footage of signage;
. other banking center characteristic scores (location, accessibility, parking);
. surrounding area characteristic scores (land use pattern, life cycle).

The modeling technique allows for estimating the impact that each included
variable contributes to the outcome of interest. Thus, by taking into account what is
known about the banking centers and the surrounding areas (condition scores), the
model permits an assessment of the added value of the included sign characteristics
on the visibility score. The table below contains the results.”

Table 11. Probability of Having the Highest Visibility Score

Explanatory Variable Impact on Statistically
Probability Different From
Zero
Numberof Signs, by Type
Pylon 0.91 Yes
Monument 0.23 Yes
Wall Letters Vertical 0.08 Mo
Wall Letters Other 012 No
Total Sguare Footage of Signage -0.003 Yes

Banking Center Characteristics

Location 0.42 Yes
Accessibility 0.08 No
Parking -0,08 No

Surrounding Area Characteristics
Land Use Pattern -0.06 No
Life Cycle 0.12 No

5 See the technical appendix for a table containing the full regression results.

28

179



Factors That Affect Bank Visibility

The statistical analysis indicates that three factors have effects of much greater
magnitude than the others. These three -location, pylon signs, and monument signs
— are illustrated in the figures 5 and 6.

Figure 5: lllustration of a Storefront with front exterior sign

Having the prime location in the market results in a 43% greater likelihood of receiving
the highest visibility score, compared to just a good and visible location.
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Figure 6: lllustration of a Storefront with front exterior sign, pole sign, and monument sign

The monument sign increases the probability of a maximum visibility score by 38%; the
pylon sign increases the probability by 91%.

As shown above, certain on-premise signage has the greatest impact on bank
visibility. The presence of pylon and monument signs increases the probability that
a banking center has the highest visibility rating, even after taking into account
other characteristics of the banking center and surrounding area. Specifically, each
pylon sign is estimated to nearly double the probability (91% increase) of a visibility
rating of 5, while a monument sign increases the probability by a little more than
one-third (38%). According to one bank executive, “Pylon is the first choice because
it can be seen from farther away.” Acknowledging that mature trees occasionally
block views of the signs, he observed that a pylon sign stands out more, which helps
customers locate and drive to the bank more easily and safely.

Among the factors included in the model, the only other one that appears to have a
significantly positive impact on visibility is one of the banking center characteristics
- location — which produces a 43 percent increase in the probability of a top visibility
score. The total square footage of signage is estimated to have a weak, negative
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relationship to the probability of having the highest visibility rating. Each additional
square foot of signage on premise is associated with a decrease of 0.3 percent in the
likelihood of the location having the highest visibility rating. This result may occur
because banking centers in poorer quality locations are compensating with more
signage.

Comparing Signage to Banking Center Performance

The second part of the analysis examines the impact of signage and other condition
characteristics on branch performance. The sample consisted of the same 47
banking locations previously analyzed. The outcome of interest was average
monthly teller transactions in 2011. This component of the analysis modeled

the incremental impacts of on-premise signage and condition characteristics on
the number of average monthly teller transactions. The model analyzed teller
transactions as a function of:

. the number of signs by type (pylon, monument, wall letters);
. other banking center condition scores (location, accessibility, parking); and
. surrounding area condition scores (land use characteristics, life cycle).

Table 16 contains the results of the model. The results indicate that, when taking
into account the other variables, a pylon sign is associated with 1.15 times the
average monthly number of teller transactions. The statistical significance of this
result is relatively weak, but the magnitude is roughly the difference between a
bank having 375 daily teller transactions and 325 transactions. This difference is a
considerable impact on monthly transactions, and no other signage characteristics
exert a statistically significant impact on the outcome of interest.

Not surprisingly, the rating given to banking center parking is the only other variable
that has an impact on teller transactions. As these transactions occur on-site, it

is reasonable that banking centers with more available and more easily accessed
parking would also tend to have more transactions.

¢ See the technical appendix for a table containing the full regression results.
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Table 12. Average Monthly Number of Teller Transactions

Explanatory Variable Impact on Statistically
Monthhy Different
Transactions From Zero
Mumber of Signs

Pylan 1.15 Yes

Monument 1.03 Mo

Wall Letters Vertical 1.09 No

Wall Letters Other 1.00 Mo

Banking Center Conditions

Location 0.93 Mo
Arccess 1.09 Mo
Parking Bt Yes

Surrounding Area Conditions
Land Use Characteristics 1.08 Mo
Life Cycle 1.83 No

This case study addresses a small business retail establishment in its expansion from
one store to four stores in a major Midwestern city. The study examines a local spe-
cialty store chain of four small stores specializing in running and walking shoes, ac-
cessories, and apparel. These niche specialty retail stores provide an ideal case study
for the effectiveness of signage and branding. The four retail outlets have a single
owner. The original store has been in business for 30 years, adding three stores over
the past several years. A program to refresh store signage in the context of an ex-
panded branding strategy has paralleled the company’s bricks-and- mortar growth.

The first Bob Roncker’s was established in 1981, offering industry-specific advice and
high quality running/walking products. This first store was located in an older street-
car suburb business strip on a busy commuter artery that leads to both the down-
town and a major university within the region. The regional trade area has about 1.2
million residents. Early in 2008, a second store was added in a similar, well-estab-
lished commuter suburb near the outer interstate beltway, a substantial distance
from the city core..Later in that year, a third store was opened in an historic suburb
located alongside a popular bike / running path. A fourth store opened in 2009 near
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a successful riverfront commercial development. All four stores are devoted to retail
sales of quality specialty running / walking lifestyle products.

This small specialty retail store case study offers insight into the role of on-premise
signs at several levels: as an element of communication within the context of a spe-
cific streetscape; as an element of a comprehensive branding strategy within a niche
market; and as reaffirming the stores’commitment to quality goods and services.
This study also demonstrates how a small retailer can use signage to target a specific,
narrow market within an upscale residential community with strict sign regulations.
The small retailer has fewer options for communicating with its existing and poten-
tial customers. This requires that signage and branding strategies be an integrated
package that is consistently applied.

Each of the four stores’ building configurations, architectural styles and signage
regulations present unique challenges for on-premise signage. Each requires site-
specific signage design while maintaining consistency in graphic communication.
Graphic composition and sign ‘appropriateness’ need to be balanced while maintain-
ing conspicuity and legibility.

Store One: The original store location

This two-story brick structure sits close to a major busy street in a small suburban
commercial district outside the urban core of a major river city. The modest face-
mounted sign has a distinctive logo and san serif calligraphic style typeface. The
clarity of the sign itself is due to the careful composition of elements - logo and
graphically-stylized business name. The clean design and signature-styled font let-
ters reflect the owner’s desire for straightforward business dealings, personal service,
and quality products. The well-designed painted sign is constructed and composed
to reflect the commitment to customer satisfaction and product quality rather than
conspicuity and over -powering visibility. Modesty and visual restraint set the theme
for all of the four store signs, allowing consumers to focus on quality and service of
their brand over expediency and budget.

Store One has four on-prem-
ise signs: a face-mounted
building sign on the second
floor facade, a small face-
mounted door sign providing
store hour information, a very
small bayonet mounted sign,
o —— and a sandwich curb sign for
‘l%bb 'E—wok special events and sale an-
RUNNING SFRT nouncements. Because of the
Walking : 10-foot sidewalk set back dis-
tance of the building and the
parallel curb parking, the two
small face-mounted signs are
only readable from directly
across the street. It is a direct

g

33

184



view perpendicular to the building’s brick facade. This doesn't allow visual access

to the sign from moving traffic in either direction. A moveable sidewalk sandwich
sign provides an opportunity to announce specials, but the curb parking and small
sidewalk trees obscure any chance for good readability to the fast moving traffic. The
bayonet sign is so small (approximately 9”x 20”) and placed under the awning as to
obscure the communication value to all but pedestrians within 10 to 20 feet of the
store entry.

The store has updated its awning and added a distinctive brand graphic logo and
descriptive stylized text that is located on the front of the awning's sloped surface
and fascia. The new awning design strategically plays off the color palette of the
city’s dominant university to reinforce the store’s local commitment to its customer
base. The awning is the best choice for added signage because regulatory codes
allow only limited signage development and is restrictive to face-mount signs. The
new awing signage has added a distinctive branding presence to the facade and a
new communication identity that the building’s other signs are unable to provide.
This signage addition also adds a ‘freshness’ to the facade and provides a point of
location for the fast moving traffic. Personal interviews with customers noted that
the new signage graphics have helped identify the store from the street and have
contributed to their interest in visiting.

Store Two: Expansion store 1999

The first addition to the store chain occurred in 1999. Following the precedent

of the original store, modest signs are placed more for communication with pedes-
trian and slow moving traffic. This attitude and restraint is a response to the context
of the small historic commercial district located within a quaint suburban neighbor-
hood. A tenuous free-standing sign and a small, stylized, bayonet sign identify the
store entry. Because of the building’s setbacks, curb parking, and adjacent buildings,
the store window displays and entry are hidden from street traffic. A sandwich sign
is also used to announce sales and events. The low-key signage attitude fits with the
community’s desire for residential scale and historic references to maintain the up-
scale historic subur-
ban lifestyle. Signage
here is only a re-
minder for the entry
and is not intended
to take on much of

a leadership role in
expanding the con-
sumer base. Other
branding means are
utilized. Signage is
down-played with
the bayonet-style
sign, adding to the
traditional small
town atmosphere.
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Store Three: Expansion store 2009

The established logo and stylized
type of the original store helps

the on-premise signs take a more
prominent role at the third location.
Located in a refurbished suburban
train station, the signage must reach
out to the community to pinpoint
the store’s location and attract new
customers. The abandoned railroad
tracks are now a popular biking and
running / walking route that gener-
ates many retail opportunities. This
location allows and requires the signs
to pull away from the building and be
located for vehicular traffic, bicyclists, runners and walkers. A prominent sign gives
motorists good viewing from adequate distances, and a temporary sandwich sign
adds to the attractiveness of a quaint business. The ambiance of the park-like setting
with generous entry distances allows the building’s face sign to be larger and out of
balance to the station’s low roof profile and large overhangs. This location tolerates
stronger on-premise signage with an increased scale. Conspicuity and readability
are balanced within the established sign composition that contains the store brand.
Impulse purchases happen often as the bike / running path attracts many consum-
ers that require replacement of their specialized running / walking appeal, or are
attracted to the new product availability.

Store Four: Expansion store 2009

The last expansion store is located within a revitalized urban setting near the down-
town area. A renovated building awning and logo bayonet sign announce the store
to pedestrians and vehicular traffic. Located in a popular evening entertainment
district, this running store attracts persons that would not be visiting the suburban
locations. A large wall sign that faces the active evening retail and entertainment
area also helps attract customers to
the store for impulse and special sales
buying.

The building integration is successful
in attracting retail sales in its enter-
tainment district location, with the
store offering expanded evening
shopping hours. The signs are well-
organized and the design quality
supports the clean, well-manicured
building. At this location the signage
supports an image and message of
quality retail products, and presents
a comfortable ‘fit’ with the adjacent
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businesses. As such, it demonstrates an inviting quality that supports its brand iden-
tity. Signage in this location has an opportunity to impact sales. Sales are reported
to be increasing, and this store and the original store generate the highest sales per
month of the four store chain. It is also important to note that other branding activi-
ties are utilized less in this location than in the other stores. It can be inferred that
the on-premise signage is a major contributing factor to the store’s solid sale perfor-
mance. On—premise signage is the most developed in this location, with the most
signs in number and size as compared to the other three locations.

Overall Assessment

At first glance, small specialty businesses such as Bob Roncker’s may not seem to
offer much in on-premise signage impact. Closer examination provides a greater
understanding of the complex variables in on-premise signage and provides a view
of a strategic approach to expansion and signage updating, which could be applied
to future research involving the analysis of chain retailers. This case study provides
a good illustration of how implementation of a branding plan and retail expansion
plan that includes on-premise signage can positively impact business performance.
According to the Bob Roncker’s business manager, Verne Johnson:

“One of our primary goals, since converting our Glendale shop from a New Balance
Concept store in 2008, has been on branding the Bob Roncker’s Running Spot name.
It continued to be a key element in our marketing and advertising programs as we
added stores in Loveland, later on in 2008, and Newport in 2009.

“Store signage has no doubt helped us in achieving that goal; improving the im-
age of the Running Spot brand / identity in the greater Cincinnati marketplace.
That, along with our continued focus on customer service and quality solution in
footwear, apparel, fitness training programs, and other associated running / walking
gear has helped us improve our sales performance at all store locations. This target
branding strategy has helped make the Running Spot a successful and profitable
business for over 30 years and has allowed the brand to expand into four complete
stores.”

These comments are consistent with the results of a recent national consumer sur-
vey that indicates that potential buyers take note of business signage, and make de-
cisions based on it. Nearly three-quarters of respondents reported that they entered
a business because signage caught their attention. Similarly almost 80 percent said
that they remembered a business later because of the signs. Seventy-five percent of
respondents also referred someone else to a business because of notable signage.
(FedEx Office, 2012).

Small businesses like the Running Spot depend upon on-premise signage because
of the communication value with potential customers. Better economic performance
was reported in stores having the most complete and prominent signage. All stores
are on healthy economic footing, with the original store and the store in the urban
entertainment district showing the best performance. These two stores have the
most complete signage package with fresh, legible signs placed in visible locations.
While location and signage differences among the four stores preclude a rigorous
statistical analysis of the role of on-premise signage in business performance, there
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does appear to be a general correlation between superior signage and superior per-
formance. This is also consistent with the business managers’ assessment that their
signage has resulted in positive performance because it is able to effectively com-
municate with large numbers of potential customers.

D. Small Business — Chuck Anderson Ford

Chuck Anderson Ford is located in Excelsior Springs MO, which is part of the Kansas
City metro area. The business is located within a typical commercial strip on an arte-
rial highway.

In March of 2011, owner Mike Anderson added a new pylon video board to the exist-
ing dealership signage, which includes a traditional Ford-logo pylon sign and other
business signage. This sign was added primarily as part of an effort to increase the
dealership’s service business. The new 30-foot pylon sign has a 96-square-foot full-
animation, electronic message center. Previously, that portion of the dealership was
identified by a 22-square-foot sign that read “Body Shop.”

The new sign was not only larger, but it offered better illumination and design, in ad-
dition to its messaging capabilities. The electronic sign draws much more attention
to Anderson’s business.

For example, in 2011, Anderson used the new sign to advertise a corporate tire sale,
and even though a Goodyear Tire Center is located directly across the street, Ander-
son Ford had the fourth-highest tire sales figure among US Ford dealers.
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Case Study Approach

To assess the economic impact of the new sign, Anderson Ford provided monthly
data on service department customers and sales for 2010 and 2011. To smooth out
monthly fluctuations, the chart below presents the data as two-month averages.
Using a base of 100 for the average monthly customer count during 2010, customer
figures during 2011 increased from an index of 90 in January and February (the two
months prior to adding the new sign) to 108 in the first two months after the new
sign and 119 at the end of 2011, showing an average gain of 4.5 percent every two
months.

Service Customers, 2010v. 2011
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Figure 7: Service Customers, 2010 v. 2011

In figure 7, note that 2011 showed an average year-over-year increase in the number
of service customers of 6.5 percent during the ten months after the installation of
the new sign.

Mike Anderson indicates that his current service clientele can be identified as 34
percent first-time/new customers and 66 percent regular/repeat customers. This
suggests that more customers are learning about his business, and it is reasonable to
assume that at least a portion of this new business is coming as a result of the new
sign.

A similar analysis was performed on the sales figures, but these numbers were
tracked against national auto parts store sales to account for the generally improving
national economy. This analysis avoided figures for the winter months (December,
January, February) because of the potential for weather-related distortions. Year-
over-year figures were compared for the March-to-November periods of 2010 and
2011. This also corresponded well to the introduction of the new sign at Anderson
Ford. While US auto parts sales for March-November 2011 were up 5.5 percent over
the previous year, Anderson Ford service revenue increased by 10.8 percent in this
nine-month period of 2011, compared to 2010. Overall, given the increase in busi-
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ness since the sign was installed, Mike has hired three new salespeople, two service
technicians and one body-shop person, increasing his employees from 28 to 34, and
his business is still growing.

As important as these sales figures are for the dealership, revenue doesn't tell the
whole story. The new sign has directly contributed to other positive impacts — on
the reputation/brand and visibility of the business. An estimated 30 percent of the
new sign’s message time is focused on community announcements and public ser-
vice messages. Examples include:

. Tornado-watch notices,

. The community’s annual Oktoberfest,
. A cancer walk-a-thon, and

. Local student recognitions.

These messages generate attention and positive feedback for the business. Accord-
ing to Anderson, “It's about goodwill and being a member of the community. The
sign has had a big impact on how we're perceived” When the company first decided
to add the new sign, it was seen as an innovative idea that would help to set it apart
for its competitors. Now, Anderson says, “The attention I've received has endorsed
my decision. The sign has helped us to communicate with the customer on a con-
tinual basis. We would for sure do it again!”
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VI. Summary of Research Findings

The research shown in this report indicates that appropriately designed and located
on-premise signage can be an important factor for retail business success. The
implication of these results is that on-premise signage indirectly influences the
vitality of a community though the availability of goods and services, jobs and public
services. Sign regulations should balance community design objectives with full
knowledge of how sign design and location impact businesses success. Business
success is important because of its impact on a community’s tax base and ultimately
leads to the availability of fiscal resources to provide needed services.

We began by providing an intellectual underpinning that uses economic theory
to present a new explanation for why on-premise signs have positive economic
impacts, not only for businesses, but also for consumers and communities. This
explanation can foster more well-informed discussions between sign vendors and
users and between sign users and regulators.

The following summarizes this study’s findings, based on a national business survey
and business cases studies assessing the impact of on-premise signage on business

performance.

The national business survey found:

. Legibility is the most important characteristic of signs across all sizes of
companies;
. Use of business logos, and the size and location of the signs were more

important for companies with more establishments, compared with single
establishment companies;

. Sign changes generally had significant, positive impacts on sales, number of
transactions, and profits;

. Sign changes had smaller positive impacts on employment.

Among the case studies, positive business performance was generally associated
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with on-premise signage changes as the following indicates:

. The national lodging chain case found that the use of a digital electronic
sign to display pricing was associated with higher average occupancy rates.
The impact appeared to be especially strong for properties with lower
occupancy rates;

. The national banking case study found that pylon signs were strongly
associated with high visibility; monument signs were moderately associated
with high visibility; wall signs contributed to identity but not visibility.

In addition, pylon signs were associated with significantly more teller
transactions;

. The small specialty store case study demonstrated the need for signage
to reaffirm the value offered by a niche retailer. Sign design must be sensitive
to community and customer expectations, and able to reinforce the limited
brand of a small business. The signage should communicate a “promise” of
value for a product and/or service that is not commonly found elsewhere;

. The car dealership case study found that the addition of a video sign
board was associated with large increases in both service department
revenue and customer count. An added benefit was the “goodwill” and
reputational gains associated with using the video board for community-
related public service messages.

While many of these findings are statistically significant, larger sample sizes

in surveys and case studies should be sought in future research. It is always
appropriate to exercise caution when interpreting case study findings because
results do not necessarily transfer from one industry or geographic setting to
another. While these case study findings about particular individual businesses are
not necessarily generalizable, they are important, particularly because the subject is
so complex that a comprehensive analysis covering all business types and signage
considerations is unlikely to be undertaken. Furthermore, the similarity of some
case study findings with survey results suggests that this study deserves careful
consideration by researchers, practitioners, and local officials.
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VII. Conclusion

The research presented in this report provides current information for better
understanding the economic impact of on-premise signage. The national business
survey results provide insight to how different types and sizes of businesses use
and value their signage. The survey results also provide details about the specific
aspects of signs that different types of businesses consider most important. The case
study results have reinforced the survey results and provide detailed examples of
improved business performance resulting from specific changes in signage.

The ultimate goal of this research has been to provide the signage stakeholders
with timely, relevant information to inform their decisions about using on-premise
signs to jointly serve the needs of both individual businesses and communities
where they are located. As we have attempted to convey, the impact of signage

on an individual business location is complicated by a number of factors related to
the specific physical, social, and regulatory context of that location, as well as the
specific customer base and product offered by the business. Our results suggest
that careful identification and consideration of those factors is likely to result in more
effective signage. The implication is that with respect to on-premise signage, one
size does not fit all, and that to maximize their effectiveness, different types and
sizes of business need tailor their signs to their specific needs. Most reputable sign
companies already know and appreciate this, though this may be new insight for
some businesses. Perhaps the stakeholders that can most benefit from our analyses
are some of the sign regulators.

Our work should not be interpreted to suggest that all sign regulations hinder
business performance. While this research has emphasized the important role

of successful businesses in a community’s overall quality of life, we recognize

that thoughtful signage design standards can accommodate both the needs of
businesses and communities. Indeed, it is clear from our work that sign regulation
incentivizing legible, visible, and conspicuous signs can boost business performance,
especially for the small businesses that can catalyze growth.

A. Implications for Businesses

Businesses make decisions about their signage within the context of their available
financial resources, target customer base, and location characteristics. The results
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presented in this report emphasize the importance of carefully assessing the role
signage plays in a business’ overall marketing and branding strategy given the
specific characteristics of a particular location. The specific sign designs and types
used to achieve these objectives will depend on multiple factors related to the
business location, including view distance, street/road curvature, number of traffic
lanes, speed limits, landscaping, building setback, and sightline obstructions from
other signs, buildings, poles and berms, and potentially many other factors. The
case studies reinforce the idea that particular signs may be effective for one type of
business but not be well-suited for another. Clearly the digital electronic signs that
work so well for the hotel chain would be ineffective for the specialty shoe store.
Likewise, the video sign that works well to enhance sales and community relations
for a single-establishment car dealer may be difficult for a banking chain to use at
neighborhood branches and integrate into their national branding strategy.

B. Implications for Communities

Both private and public decisions about signs can have important implications

for communities. As previously indicated, the results of this study show that signs
that are legible, visible, and conspicuous are important for retail businesses. The
implication is that sign regulations should balance community design standards
with site-specific technical requirements for promoting business success. The
alternative is that businesses are less successful and governments have less revenue
to support their services. Second, it is important for planners and local officials to
understand how the purposes and uses of signs differ for single establishments,
small companies, and larger companies. Sign regulations that constrain one purpose
may disadvantage the businesses that depend on it. This may be the case especially
for smaller, single establishments, which are frequently more dependent on signs

as a primary means of communicating their location and products or services to
potential customers. On the other hand, regulations that encourage quality signage
that communicates effectively at low cost may help small businesses. Given that
such small businesses frequently serve as engines of job growth, such policies can
be especially appropriate as part of neighborhood economic growth strategies.

C. Implications for Future Research

Taken together, the results of this research have significant implications for
businesses and communities, and they suggest important considerations to

guide future research in this area. Much of the work reported here is based on
data collected directly from businesses, which are an irreplaceable source of
information for signage research. Those who attempt to replicate this research will
find that most businesses, regardless of size, are hesitant to share such detailed
data about individual locations despite extensive assurances of confidentiality.
Because research in this field is important for informing business investments as
well as public policy, future research will benefit from efforts that would enable
business signage and performance data to be made more accessible to researchers.
Associations within the signage industry might be able to establish mechanisms or
protocols to facilitate data availability while ensuring confidentiality.
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This study can serve as a foundation and guide for practitioners and researchers
who want to contribute to the development of more effective signs and improved
signage practices. For those who are committed to this collaborative venture, new
questions will arise from their application of these research findings, and future
research will play a key role in the success of their efforts.
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Impact of On-Premise Signs

2. What do you consider the most important purpose of your on-premise signs?

Provide wvisual identity and uniqueness
Reinforce brand familiarity

Show location to potential customers

Provide infarmation about available goods and services

Impact of On-Premise Signs

1. Introduction

The Umiversity of Cincinnati 15 examining how differences or changes in on-premise
signs affect businesses.

We are using this brief survey, which you can complete in about 5 minutes, to
obtain infarmation about the views and experiences of sign users.

If you have any guestions or want to contact us regarding this research, please
email me at jeff.rexhausen@uc.edu.

Jeff Rexhausen, Associate Director of Research
Economics Center, Umiversity of Cincinnati

2. Purposes of Signs

Signs play an important role in contributing to business success. Their economic
value comes from the impacts they have on business activity. To produce these
effects, signs serve a variety of functions.

1. How important is each of these purposes for your on-premise signs?

. Moderately . ’
Extremely important Slightly important Not at all important

impaortant
Make your business
stand out from
others
Reinforce
brandingfimage
Help potential
customers find
your location
Inform about
available
goods/services
Inform about
promoticns (sales.
ake.)
Other [describe)

Other:
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Impact of On-Premise Signs

2. What do you consider the most important purpose of your on-premise signs?

Provide visual identity and uniqueness
Reinforce brand familiarty
Show location to potential customers

Provide information about available goods and services

3. How important are each of these elements in your sign?

xtr'ﬂl‘l‘lﬂ | rtant h im rtan N I I rtant
Y imparia i g Y Po at a |23

Conspicuous
("stands out”)
Clearly readable
Logo or branding

THurnination
(lightimg/brightneass)
Size and location

If you have more than one type of business, please limit your responses to the one
type for which signs are most important, You may also complete an additional
survey for a separate type of business.

To make it easier for you to respond, we encourage you to base answers on
estimates or your best recollections, if you do not have specific data at hand.

1. Which of these best describes your business?
Small business - ndependent
Small business - franchise of a chain
Large retailer (incl. food service and retail banking)

Other type of business

IF other, please specify

2. How many establishments (business locations) do you have?
{ number)
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Impact of On-Premise Signs

2. What do you consider the most important purpose of your on-premise signs?
Provide wvisual identity and uniqueness
Reinforce brand familiarity

Show location to potential customers

Provide infarmation about available goods and services

Impact of On-Premise Signs

3. If sales, staffing, and/or profits increased, what were the top 2 reasons for growth?
New or refreshed signs
Increased number of signs
Increased other advertising/marketing
Increased product/zervice offenings
Facilities renovated, refreshed, or expanded

Extarnal factors (the sconomy, competition, traffic/accessibility, oF temporary circumatancss)

If "external factors,” please speofy

4. Do you have any business locations at which there have been any of these reductions in
signs in the past 5 years? (check all that apply)

Temporary loss of a sign
Permanant loss of 3 sign
Reduction in sign size
Loss of sign visibility (obstructed, lowered, farther from street, etc.)
5. In connection with these sign changes, what business impacts did you experience?

Change %% change

Tatal sales volume e 7]
Number of | _;] |

transactions
Other I - |
If other, please spacify:

5. Other Information and Interest in Research Findings

A

<]
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Impact of On-Premise Signs

2. What do you consider the most important purpose of your on-premise signs?

Provide wvisual identity and uniqueness

Reinforce brand familiarty

Show locabion to potential customers

Provide information about available goods and services

Impact of On-Premise Signs

1. Please indicate what types of information you might be willing to share about your sign
changes. (check all that apply)

Details/stones about types of sign changes

Data on business impacts (data to be kept confidential; no reference to your business in the
stuay)

Data on business impacts (data to be kept confidential, but paming your business in the
study)

If you have information, please provide your phone number andfor email so that we may contact
you,

2. Would you like to receive a brief summary of the findings of this research project®

Yes

Mo

If "yes," please provide email address.

3. Thank you for contributing to this research. Please invite your business colleagues to also
participate. The more information we receive, the better the insights we will be able to
provide in our report.

Please go to "http:/ /business.uc.eduf uc-sign-survey-extra” to answer a few more
questions about sign impacts.

We also welcome your comments and suggestions.

1
|
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To examine the impact of signage and location characteristics on the visibility score,
a binary variable taking on a value of 1 if the location received the highest score,

and 0 otherwise, was constructed. Assuming that the probability of the outcome of
interest is normally distributed gives rise to a standard probit model. As the coeffi-
cients from a probit model are not directly interpretable they have been transformed
into marginal effects. The marginal effects displayed in the table below give the
change in the predicted probability of having the highest visibility rating for a given
one-unit change in the explanatory variable.

Dependent Variable: Visibility Score of 5

Explanatory Variable Marginal Effect Coefficient z-value of
Estimate Coefficient
Estimate
Murmber of Signs, by Type
Pylon 0.9 144117 1.99
Monument 0.38 6.0107 1.96
Wall Letters Vertical 0.08 1314 1.01
Wall Letters Other 0.12 1.950 142
Total Square Footage of Signage -0.003 -0.053 -1.749

Banking Center Characteristics

Location 043 6777 2.09
Accessibility 0.08 1318 1.15
Parking -0.08 -1.236 -1.09
Surrounding Area Characteristics
Land Use Pattern -0.06 -0.929 -0.85
Life Cycle 0.12 1.822 143
Intercept -35.0117 -1.87
Pseudo R? 0.7952

“**significant at the 1% level
** significant atthe 5% level
* significant atthe 10%level
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The measure of banking center performance selected for analysis was the number of aver-
age monthly teller transactions in 2011. Because the outcome of interest is a quantity that
takes on discrete, nonnegative values, a count regression assuming a negative binomial
distribution was used. The functional form assumed that the variance of the outcome was

a linear function of the mean. The coefficient estimates are not easily, directly interpretable.
The transformed impacts are the estimated change in the number of teller transactions for a
one unit change in the corresponding explanatory variable. The estimate for “alpha” appear-
ing in the table below is statistically significant, indicating that the conditional variance of
the dependent variable is over-dispersed relative to the conditional mean, confirming the
use of a negative binomial distribution as opposed to a Poisson distribution.

Dependent Variable: Number of Average Monthly Teller Transactions

Explanatory Variable Impact on Coefficient t-value
Manthly
Transactions
Mumber of Signs, by Type
Pylon 1.15 0144 1.73
Monument 1.03 0.027 0.2
Wall Letters Vertical 1.09 0.084 1.08
Wall Letters Other 1.00 -0.004 -0.09
Banking Center Characteristics
Location 0.93 -0.071 -1.03
Access 1.09 0.086 1.54
Parking 1.15 0.138" 2.1
Surrounding Area Characteristics
Land Use Pattern 1.08 0.081 125
Life Cycle 1.03 0.03 0.6
Alpha oo 4.91
Intercept 7981 21.02
Log-Likelihood -429.52

“significant at the 1% level
** significant at the 5% level

* significant atthe 10% level
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There are several important potential sources of biases that impact the reliability

of the results. As mentioned previously, the datasets analyzed were small and also
focused on a single type of business in one industry. The small number of observa-
tions may render the point estimates themselves inaccurate. Additionally, there may
be important variables that have been omitted from the analyses due to lack of data.
These omitted variables may be another source of inaccuracy. Itis possible that,
where data available, inclusion of these variables would change the sign, magnitude
or significance of the remaining variables. Finally, as the data were not a random
sample of businesses the results are not necessarily applicable to other industries or
indicative of the impacts of business signage generally.

Banking Center Condition Analysis Scorecard

Score Descriptions

5 4 3 2 1

Visibility Location isimme- Location isimme- lsvisible but no |5 partially visible Building is easily
diatelyvisible from  diately visible and more or less than from the missed when
agreat deal of can be seenin the  surrounding surrounding driving by and is
distance and is traffic patterns competitors or roachway although like by wholly or
easily found. with little retailers. obscured by partially obscured,

difficulty. impadiment like
land scaping or
cther building.

Location Banking Centeris Banking Centeris Banking Centeris Banking Center Immediate trade
inthe prime ingood and visible  serviceable. Its location is flawed area has moved
location withinthe  locationwithinthe  location isgener- in some way (e, awery from this
immediate tracle area, ally acce ptable poor tratfic location or
submarket or although it is not and wiould be patterns, deteriorated in
trade area. Easily on the prime easily found by development that it is not
accessible. Corner. those looking for mowving traffic servicing the

it. arery from site], customer base,

Access B s immediately B is accessible Isgenerallyacces  Has some., Accessis poor due
accessible from fram eitherdirec- sible, however is consistentoccess,  toconstant traffic
eitherdirection tion although may  susceptible to issues attributable  issues or shared
frorm the roadwey hawve shared traffic issues at to traffic or egress points that
for both entryand  easement with peaktimes. Tough  eassment points. are far ey from
exit. Traffic signal contiguous re- to moderate by Tough left, in or B location. No
at access. Easy tailer. Easy to tough left, inor out. left, in orout.
left, in & out. mode stly easy left,  out.

inorout,

Parking Immediate Parking is Parking is gznsr- Parking is tight Inadecuate or no
parking arcund plentiful. As long ally g, hioves- and at peak times designated
the banking center  asemployees park  everat peak times  itislikely parking.
isabuncdant. in designated customers pey customers have to
Plenty of parking spaces, there s hae to use sy walt on spaces,
evenat peak typically e nough rounding retail for
times. space s, cwve rflows parking.

Land Use Trade area is High de nsity and Trale area has Tradle ar=a is retail  Trode area is

Pattern strong mix of good traffic fows strong commuter destination spread out and
residential, retail howewver, iseither  traffic but is not location. not bucsed by a
and business. retail heawy or bucwyed by a Sometimes dominant strong
Marked by density  residential heavy. strong retail termed "Onan traffic path or
and high traffic. cluster. Sprawvling.  lsland”. retail de stination.
Compact.

Life Cycle Tradle area is Strong trade area. Mature trade area. Declining trade Trade area is

growing cuickly.
Expectations for
conside rable
amount of popu-
lation and retail
growth in the
immediate area,

Expectation for
mcle st growth
and improving
surrounding
development.

Grovwth has
plateaved due to
lack of space that

constrain further

development.

area.
Dermographics are
declining and
surrcunding retail
Vasancy s
increasing.

marked with high
vacancy of both
retail and

resicle ntial.
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Project Methodology

The goal of the Retail Signage: Practice to Increase
Return on Investment report is to further explore

the connection between high-level design practices
outlined in the Landmark Design Survey and Digital
Sign Design Survey developed by the Sign Research
Foundation in 2014 and successful strategies
developed by executives, consultants, designers, and
fabricators for employing signs to support business
success.

Interviews:

An initial survey group was selected across a
spectrum of disciplines to develop an overview of
sign best practices in two major areas:

Management

Executives in leading retailers and leading
consultants were selected after initial discussion with
the project team and a review of the business areas
where sign decisions were made.

Design Integration

After the initial interviews with executives these
participants were surveyed on the specialty areas
that were in the purview of sign and identity
practices. Architects, designers, retail specialists,
display specialists, and digital specialists were
selected based on this survey.

These survey subjects also recommended examples
that could be used in the summary of the report to
illustrate the practices.

The interview subjects were given access to the
Landmark Design Survey and Digital Sign Design
Survey to compare the leading sign practices with
standards for design excellence determined by the
research. They later used this information to help
support making selections of leading case studies.

Identification of Best Practice Case Studies

After the interview session determined the range of
best practices and a series of statistical approaches
for determining corporate success across a variety
of retail groups, the selection process for case
studies began. The process started by referencing
the practices outlined in the interviews with a report
published by the Design Management Institute of
leading retailers based on a dollars per square foot
(The most commonly used approach to determining
retail performance). While all these companies
exhibited the design attributes for success found in
the interviews and in the previous research surveys
the goal was to seek examples across a wide
spectrum of industries. Selected case studies were
based on research of leading companies across a
range of commercial building types followed by
recommendations from the steering committee
based on the overall best practices derived from the
interviews.

Report Content Summary

Introduction - ROl and Design Focused
Organizations

Case Studies - Leading Design Focused
Organizations

Management Strategies that Are Central to ROI
Case Studies - Leading Small Community Based
Organizations

Collaboration Strategies that are Central to ROI
Case Studies - Leading Collaborative Projects
including Convenience Stores, Historic Districts,
and Digital Signs

Restaurants

A review of the fastest growing new restaurant
chains in the last decade followed by
recommendations from the survey group.

Apparel

A review of the most successful retailers in the last
five years using dollars per square foot as a reference
followed by recommendations from the survey group.
Banks

A review of a publication on the leading community
banks in America using Return on Equity as a
reference followed by recommendations from the
survey group.

Convenience Stores

A review of the most successful retailers in the last
five years using dollars per square foot as a reference
followed by recommendations from the survey
group.

Strip Shopping Centers

A review of the literature of leading commercial
developments using lease rates as a reference
followed by a recommendations from the survey
group.

Downtown Districts

A review of the literature of leading commercial
developments using lease rates as a reference
followed by a recommendations from the survey
group.

Digital Signs

Recommendations from the survey group based on
successful new commercial developments utilizing
digital signs. These signs were too recent to provide
statistical background information.

Case Study Analysis

Case studies were analyzed by utilizing the
interview results and the results of the previous
research survey to determine best practices.
Descriptions were based on observation with follow-
up questions to the survey group. In some cases
executives, designers, and consultants for the case
study companies were added to the survey group
for follow-up questions and review. Statistical
information was also added to paint a picture of how
the profiled organizations perform relative to their
peers.




RETAIL SIGNAGE: PRACTICES TO INCREASE ROI

Introduction
ROI and Design Focused
Organizations

Organizations calculate return on investment (ROI)
when making investment decisions. Companies
establish their own benchmarks for ROl in order to
prioritize which media approaches should receive
greater investment based on an anticipated return.
Signs are physical elements that serve multiple roles
for a business. A sign can reinforce an organization’s
brand, communicate and inform customers, or
support an enriched customer experience. While
most organizational investment strategies are
proprietary, there are three common approaches that
companies utilize to integrate ROI in sign decisions:

Return Based on Sales in Dollars Per
Square Foot

Retailers make investment decisions based
on how much revenue they can generate

in a set footprint of space. Developers also
invest in properties based on how much they
can charge per square foot of space and the
entire building value is also based on how
much can be charged. Sign design decisions
can be extrapolated on how much it is felt
that the sign contributes to the retail layout
and location’s value. This metric used to be
more simply applied, but is now clouded by
other technological approaches to finding
destinations.

Brand Equity

Brand management has become a significant
metric on a company’s balance sheet for
measuring value, particularly if the company
is publicly traded. Signs reinforce the quality
of a company’s brand and have steadily
become a major part of a company’s overall
marketing strategy. Because of advances
made by branding firms, signs are often
integrated into architecture which increases
their overall aesthetic value.

Return Based on Experience Design Analysis
Experience Design is a relatively new
management approach, but plays an integral
role in the investment process of a company
who wants to establish close relationships
with its customers. In experience planning,
elements of the customer experience are
broken into touchpoints and measured.
Touchpoints most important to the customer
experience receive greater investment.

While companies use a combination of the
approaches profiled to the left, they all are unique
based on their strategy for achieving success. We
can analyze how successful companies integrate
signs in their value calculations by observing what
people consider effective signs and reviewing the
companies that employ those signs. In the Landmark
Design Survey and Digital Sign Design Survey
developed by the Signage Foundation Inc. in 2014,
a number of attributes were analyzed for their
effectiveness.

LEADING ATTRIBUTES INCLUDE

* Legibility *  Quality
e Enjoyable to View e Appropriately
e Informational Scaled

e Uniqueness

Fortunately many top companies incorporate
effective sign design approaches into their
development strategies. The Design Management
Institute, in its annual report on design-oriented
companies, has measured the returns on design-
oriented companies and have found they have
increased in value at a much faster rate than other
companies. In addition, many top retailers employ
effective sign strategies, allowing us to provide a
closer look at the effects of those strategies.

10-year stock return based on
a $10,000 investment in Design
Centric Firms Versus the S&P 500

Design
Centric
Firms

S&P 500

$17,000

LEADING RETAILERS IN TERMS OF ROI
BASED ON $ PER SQUARE FOOT IN
SALES (2013)

Apple Stores®
Tiffany & Co.®
lululemon athletica®
Coach®

Michael Kors®
Select Comfort®
True Religion®

Vera Bradley®

Birks & Mayors®
Fairway Market®




CASE STUDY - LEADING DESIGN FOCUSED ORGANIZATION

Buffalo Wild Wings

Summary

Buffalo Wild Wings is an owner, operator and
franchisor of sports-themed restaurants. Its
restaurants focus on creating a community around the
sports experience including watching sporting events
or other programs on its projection and flat screens,
competing in Buzztime Trivia, or playing video games.
The open layout of its restaurants offers dining and
bar areas that provide seating choices for sports fans
and families. The restaurants are spread through all
50 states.

Management Team

Buffalo Wild Wings boasts a strong internal design
team of in-house designers and architects with a
holistic approach to building design that touches
every aspect of the exterior and interior. Innovation
is led by the senior executives who manage the
complete visitor experience. The company works
with outside consultants and architects like Fitch on
guideline development, with a focus on creating a
vocabulary that can be integrated into every aspect of
the experience.

Key Design Success Attributes:

Slightly more than 40 percent of Wild Wings stores Buffalo Wild Wings utilizes a sign approach that
(485 of 1080) are managed internally, providing ample balances consistent branding adapted to unique
opportunities for experimentation. For franchisees,
the organization offers extensive design, permitting
and documentation support.

environments. Based on visitor research by the Signage
Foundation, Inc., as a part of Signs and the Downtown
Experience, this approach produces the highest score
across a range of design metrics including:
Architectural Integration:

Every Buffalo Wild Wings exterior is designed as a
complete building envelope. Signs and architectural
elements are designed together and adapted to
specific urban and suburban site conditions.
Legibility:

A focus on a diversity of brand elements ensures
recognition from a distance, even with relatively small
individual elements. A balance of symbol, color, type
KEY STATISTICS and pattern ensures the messaging is conveyed from
long distances.

Enjoyable to View:

The restaurant uses an ensemble of design elements

) ) and creates areas around crowd elements like outdoor
485 of the 1080 Buffalo Wild Wings seating and dramatic landmark entrance towers.
stores are owned by the company. Well Designed:

Buffalo Wild Wings offers a modern and fresh design
approach, focused on simple but effective messaging
integrated into the entire customer experience. The
Company Sales Growth in 2014 graphics apprgach shgres .similari.ties vvith the most
Owned recent design innovations in stadium design, seen

at the University of Phoenix Stadium (home to the
Arizona Cardinals) and MAPFRE Stadium (home to the
Columbus S.C. Crew) and others.

Industry Balanced lllumination:

A combination of internal illumination for tightly

7.7% ONS7%0 3.6% controlled messages and external illumination for
highlighting architectural elements.

Design Strategy

Buildings are developed to adapt to local conditions
based on a seven-year rolling plan for organic
expansion. The company has an anti-big box
approach focused on extensive repurposing of a wide
variety of building types at locations near commercial
concentrations of power centers, hospitals, movie
theaters and college campuses.

Franchise
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CASE STUDY

- LEADING DESIGN FOCUSED ORGANIZATION

H&M

Summary

H&M is one of the largest retailers in the world
with a focus on quality discount clothing and
accessories. Its key goal is to focus on quality,
value and sustainability. To meet these goals,

the company has an in-house product design
team to stay current and wring efficiency from
every level of the process. H&M also has a strong
partnership model employing a global supply chain
of manufacturers. The company has been on an
aggressive expansion strategy, with 400 stores
opening worldwide in 2015, mainly in the U.S. and
China. Most stores are owned by the company.

Based in Sweden, H&M has more than 3,500 stores
in 57 countries.

Management Team

Following its partnership approach from the
product side to the building sign design and
management team the company employs close
loyal partnerships that allow the company to
expand quickly and efficiently into new markets.
The central management team focuses extensively
on keeping costs down while encouraging creativity,
which results in extensive experimentation in new

materials and lighting technologies.

Strategy

In its global strategy H&M has focused on key urban
locations with a focus on architectural and interior
novelty and sustainable material approaches. Most
stores are leased instead of owned to provide
speed and flexibility when expanding into new
markets. The stores follow a transparent and

lean architectural model to keep a tight focus on
marketing new product rollouts, which are frequent
concentrations of power centers, hospitals, movie
theaters and college campuses.

KEY STATISTICS

o
#M

H&M
$600

400 New Stores planned for
2015. An 11% increase

Revenues in Dollars per
Square Foot

2014
ZARA ( )

Industry

Gap Corp. AV

$400

Key Design Success Attributes:

H&M has a highly successful formula, focused heavily
on anchoring its iconic brand name, integration of high-
quality architectural elements and dynamic changing
display.

Legibility

The H&M brand name is the only major element in the
store that utilizes the icon color and dimensionality,
which allows it to contrast starkly with the unique
interior and exterior environments. The signs are always
among the highest-quality elements and are often used
to both anchor building exteriors and serve as central
interior icons.

Architectural Integration

While graphics and signs follow a consistent approach,
the buildings and interiors are unique with specialty
fixtures and high quality materials. Most H&M buildings
are highly transparent to allow for the sign/graphic/
display vocabulary to be seen from multiple exterior
and interior vantage points.

Enjoyable to View

The key to H&M’s marketing strategy is the frequent
changing of products to reflect new fashion trends.
Sign graphics and displays support this dramatic
change and provide an exciting customer experience
by being refreshed often. Only a small palette of signs
stay consistent in the store including neon signs that
accent and support specific services.

Varied Illlumination

H&M stores utilize a variety of different lighting
approaches that liven the building facade including
channel letters, back lighting, spot lighting and faux neon.
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Management Strategies
that are Central to ROI

In interviews with leading executives, architects,
designers, consultants and retail industry specialists,
we are able to observe the management approaches
that companies, developers and even cities employ
to achieve greater returns on their investment in
design, planning and fabrication. In this report these
strategies will be divided into management and
collaborative methods.

Management

For signs to be part of a company’s value
proposition they need to be well integrated into an
organization’s management practices including the
executive level.

Leading Management Practices for Increasing ROI

- Making Sign Excellence a Strategy to Reward
- Integrating Signs into ROI Metrics

- Community Engagement
- Experience Designers Making Signs
Central to an Integrated Brand Strategy

Making Sign Excellence a Strategy

to Reward

Many companies with effective sign strategies
also have tight controls over design development.
Many of the leading companies have strong internal
staffs that manage and control store development
including signs. James Damian of Buffalo Wild
Wings® believes that rewarding strong sign and
building design through staff accountability,
rewards based on brand excellence, and executive
recognition leads to stronger sign and building
development practices. Many design-oriented
companies also collect extensive data on store
performance and conduct surveys on customer
satisfaction that are included in the compensation
process. This has driven many companies to take
control of top stores, with tight franchise controls
over the store development and approval process.

If you want design excellence you need
to reward it.
James Damia, CEO, Buffalo Wild Wings®

Integrating Signs into ROI Metrics

Most major retail companies have developed
elaborate metrics to determine ROI when investing
in retail developments. These ROI calculations are
based on the same metrics used for successful retail
development, dollars per square foot. Successful
companies usually rate elements such as identity
signs and wayfinding signs very high when making
ROI calculations.

Linda Lombardi, Head of Global Store Design for
Godiva®, explains that ROl metrics govern every
aspect of store investment. Better locations receive
more money for signs and design improvements
and lower revenue locations receive less investment.
This is often seen as a self-fulfilling prophecy as

the rich stores get richer and the poor are starved
of investment. Well-managed companies increase
store revenues by making calculated improvements
based on increasing ROI in underperforming space.

If you want to see innovation in signs
and brand design, observe how
companies expend their resources in less
conventional locations. This strategy if
improvement is a clue that the company
is serious about location as a key
revenue generator.

Linda Lombardi, Head Of Global Store
Design, Godiva®

Many of the companies that utilize sign best
practices often have tight controls over the design
program of their facilities, with many operating
internally or through strict franchise agreements.
Crate & Barrel is considered a leader in this area
with extensive design management control,
allowing for design programs that both flexibly
meet criteria in a variety of locations and also fulfill
specific standards for identity.
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RETAIL SIGNAGE: PRACTICES TO INCREASE ROI

Starbucks® is perhaps the most famous company to
upgrade its corporate brand through a deliberate sign
and identity strategy. In 2008, its store identity was
considered by many customers to be similar to fast
food restaurants. After overhauling the graphic and
sign identity as part of a unique store strategy, the
brand took off again.

Community Engagement

Successful companies have developed strong
community outreach strategies for new stores, but
less known is the impact on sign design strategy.
Christina Galgan, Design Services Manager at
Walgreens®, found companies following a strategy
focused on extensive community engagement
with local stakeholders develop unique design
concepts for store signs, which in turn increases
customer loyalty. This approach includes having
extensive, clearly designed community engagement
methodologies as well as a proactive approach

to sign design. This requires design standards

that are highly flexible and can be adapted to
circumstances on the ground. This approach is the
mark of communities that have pursued successful
design strategies in sign codes by offering stores
an approach to the sign development process that
reinforces creativity and unique solutions.

Once a company commits to a
sophisticated community participation
process design approaches grow
much deeper and unique since

a structured participation will

impact exterior, interior and even
merchandising standards.

Christina Galgan, Design Services
Manager, Walgreens

The mistake most designers and
customers make is looking at sign
or building ROl in isolation of the
entire customer experience. When
seen as a key touchpoint or as a
complement to other experiences
that support brand, the qualities
that make effective signs become
more apparent and its value

goes up.

Leonard Barzsap, Senior Associate,
Lippincott

Experience Designers Making Signs
Central to an Integrated Brand Strategy
All of the examples profiled had one major
characteristic in common. They all involved
experience design teams. Leonard Barzsap, Senior
Associate at Lippincott, defines these firms as
organizations that can conduct consumer research,
map complete customer experiences, and visualize
and implement solutions from management
improvements to complete design overhaul. The
rise of experience design firms like Prophet and
Lippincott, along with architectural firms that also
develop experience research like Gensler, FRCH
and Little have enabled retailers to integrate signs
into a larger branding approach that includes
advertising, architecture and digital initiatives.
These firms are also able to develop metrics to
measure the specific ROl effectiveness of different
aspects of the customer experience. Making signs
part of a holistic brand reinforces their importance,
both as conveyers of quality and as a complement
to a complete branding strategy. Experience
strategy is not just utilized by outside firms.
Companies have internalized these practices as
well with management teams organizing designers
and consultants

in-house.

-

Dairy Queen was a large company that
completely re-invented its brand through

an experience design process working with
Lippincott. Gourmet Burger Kitchen is a much
smaller company that also developed a complete
experience approach working with Prophet. Both
companies made identity signs a key part of the
overall strategy.




CASE STUDY - LEADING SMALL COMMUNITY BASED ORGANIZATIONS

Valley Green Bank,
Kens Market/Marketime Foods

Summary

Small neighborhood businesses today frequently
have undertaken major rebranding and redesign
approaches including signs in their best practices.
With architects, marketing professionals and
designers having access to many of the same
best practices used by larger organizations, these
businesses have been able to achieve many of
the same dramatic successes by employing sign
excellence in their strategies.

Valley Green Bank

Valley Green Bank opened in 2006 and expanded to
three banks in the city of Philadelphia. The bank has
a clear strategy of utilizing new bank branches as
part of its efforts to rejuvenate urban neighborhoods.
The small bank developed a strong brand early, hiring
professional branding company Spark5 Design &
Marketing to develop its graphic palette, website

and all print collateral. Metcalfe Architecture and
Design utilized the graphic palette when designing
new banks inside of renovated existing buildings,
with each of the three community banks reflecting
the unique neighborhood character. The bank was
purchased by a larger community bank in early

2015, which will utilize many of the design practices
developed by Valley Green Bank.

Marketime Foods

Ken’s Market/Marketime Foods Key Design Success Attributes:

Owned by one family, these two independent While reflecting different industries, both organizations
supermarkets are located in Seattle neighborhoods. are focused on creating environments that

The family grew the store organically over the years, complement their local communities.

with Marketime Foods being renovated by [-5 Design Unique

& Manufacture in 2008 and by LDG Architects in 2015 Both organizations have focused on ensuring

and Ken’s Market was renovated in 2010. Both stores each location has characteristics unique to the

have unique architectural and graphic approaches neighborhood in which it is located. Marketime
focused on complementing their communities. Foods and Ken’s Market each use distinct landmark

signs that match the character and scale of the
neighborhoods. Valley Green Bank utilizes a common

KEY STATISTICS graphic ﬁalette, but applies it to three distinct sign
approaches.
Valley Return on Equity (2014) Architectur_al Iptegration . - -
Green Average Both organizations take architectural integration of

Valley Green was 8th
in ROE of 4,000 U.S.
Community Banks

Bank Community

S signs and building very seriously by designing signs
an

into awnings, facades and fascia. Valley Green Bank
utilizes color and pattern extensively in its bank
designs along with opening up the storefronts with
Trader larger windows. Ken'’s Market/Marketime Foods

Joes utilizes awnings and overhangs as sign supports and
to tie its buildings together.

Graphic Integration

Both organizations incorporate extensive graphic
integration into their store design. Valley Green Bank
applies iconography as a graphic pattern in both large
format graphics and marketing materials. Marketime
Revenues in Dollars $1100 $1743 $600 Foods integrates large format graphics into awnings

per Square Foot and window displays.

B —— =0

Marketime
Foods

$29.25 [$26.00

Avg. Limited
Assortment
Markets




CASE STUDY- COMMERCIAL STRIP SHOPPING CENTER DEVELOPMENT

Shops Around Lenox, Classen
Curve and Nichols Hill Plaza

Summary

Shops Around Lennox and Classen Curve are strip
shopping centers that are part of much larger
shopping complexes that follow dramatically
different architectural and sign design strategies.
What they share is a desire to utilize sign innovation
to elevate traditional car-oriented strip shopping
centers into leading retail destinations.

Shops Around Lenox Design Approach

The shopping center was developed as part of a
$35 million renovation strategy in 2011 by Healey
Weatherholtz Properties. Adjacent to the Lenox Mall
in Atlanta, the center was renovated by design firms
ASD and Cooper Carry to raise the profile of the
aging shopping center which had a 40% vacancy
rate. The center is anchored by one key tenant, but
all the stores have distinct modern storefronts and
signs that share few consistencies beyond modern
design and quality materials. The one area with

the most consistency is the pylon sign where the
different brands utilize a similar background color.

Classen Curve and Nichols Hill Design Approach
Developed in Oklahoma City in 2010, the shops
utilize a distinctly modern approach with large areas
of glass and display surfaces. Mall tenants must
utilize a well-organized sign and display strategy
to be successful within the tightly consistent
architectural approach. Instead of a pylon sign that
communicates all the destinations in the complex,
one distinct gateway is utilized. WP Glimcher
purchased the retail complex in 2014 and sells the
location as a singular destination.

KEY STATISTICS

Shops )
AroE)nd Store Value in dollars per
Classen  Lenox square foot
Curve
Avg. High
End Strip
Center

$250

Shops Around Lenox

Classen Curve

Key Design Success Attributes:

Both developments are fundamentally different in
terms of design, planning and location, but they share
some of the fundamental best practices for achieving
high value utilizing signs and identity.

Legibility

Both complexes use dramatically different approaches
towards identifying stores that are equally acceptable.
Classen Curve uses only one iconic landmark gateway
sign with no support stores listed. The stores themselves
have iconic dimensional signs that pop off the high
contrast facades. Shops Around Lenox takes the opposite
approach. The pylon signs features all the stores but in a
consistent graphic approach while each individual store
receives its distinct architectural approach.

Quality Materials

Both developments treat signs as high-quality
elements that use strong materials, both for the
foreground icons and the sign backgrounds.
Architectural Integration

While both developments are fundamentally different,
they utilize clear standards for integration of
architecture and sign. Shops Around Lenox conceives
the sign and facade as one design while Classen Curve
has tight standards for integration of sign and facade
including illumination, size and placement.

Integration of Display

Both developments take display very seriously as
landmark elements that complement signs. Shops
Around Lenox utilizes distinct large windows across
all stores, even while each storefront has its own
individual architectural facade. Classen Curve has
consistent glass facades along with specific landmark
window elements that allow showcase displays to
stand in stark relief.
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Collaboration

Increased collaboration between designers and
contractors responsible for each area of the retail
development process has helped place signs as a
value generator. These groups—including architects,
visual merchandisers, marketers and fabricators—
are increasingly seeing the value of their work as
interrelated.

Leading Collaborative Approaches

- Architectural Integration

- Integration and Management of Sign, Print and
Display

- Cooperation between Retailer and Fabricator

- Careful Management of Digital Media Content

Architectural Integration

Advances in the integration of architecture,
landscape and signs has led developers and retailers
to value signs in development projects. Jan Lorenc,
Director of Design of Lorenc+Yoo Design believes
that this confluence of developers recognizing the
premium prices given to mixed-use developments
($100 or more per square foot) and the rise of
architecture firms with the ability to integrate signs,
graphics and architecture at a higher level has

made signs central to the development equation. In
addition, the shift of retail from internally focused
malls to exterior complexes has put signs at a
premium in new renovations. Alan Metcalfe, Principle
of Metcalfe Architect & Design, reinforced the idea
that retailer’s understanding the value of signs

as central to building investment has shaped the
structure of architecture firms, with even the smallest
companies having the ability to bring graphics and
architecture into the design process.

ASD | Sky specializes in upgrading retail strip
malls, enclosed malls and town centers with
integrated architectural facades, streetscape
elements, and signs. The close collaboration
between sign designer and architects has been
one of the major reasons that signs and graphics
are seen as fundamental to the improvements in
shopping centers.

Integration and Management of Sign,
Print and Display

Another new and important strategy that has led
to more effective signs is expanding the idea of a
sign to go beyond just one on-premise sign to a
complete strategy. Anne Kong, Professor of Visual
Presentation and Exhibition Design, Fashion Institute
of Technology, describes this practice as reshaping
sign, architecture and display. Retail buildings are
becoming much more transparent, making window
and fixture display part of the overall brand identity
development process. This also has made sign
quality important to the visual merchandising and
display teams that control how store design is
managed over time.

Signs today have become part of the
larger display environment which has
improved their value significantly. Sign
integrated into larger displays use
higher quality materials and have a
much more extensive use of creative
lighting including neon, marquees, and
dynamic LED.

Anne Kong, Associate Professor,

Fashion Institute of Technology

= i, ) il
Urban Outfitters® has developed a comprehensive
design management team that considers architecture,
signs and window display on projects. When a sign is
treated as part of a display, its value becomes more
multi-dimensional. The company has had an impressive
rate of return attributed to its overarching design
performance.

Developers now have clearer ROl metrics
on store improvements which has put the
integration of architecture and signs as a

significant strategy for mall and shopping
center renovations.

Jan Lorenc, Director of Design,

Lorenc + Yoo Design




RETAIL SIGNAGE: PRACTICES TO INCREASE ROI

Cooperation between Retailer

and Fabricator

Retailing is extremely cost sensitive and many retailers
and developers have been known to skimp on material
and illumination quality beyond a surface approach.
Leading companies are also cost sensitive but have

a more nuanced approach to balancing quality and
value by having a close relationships with fabricators,
who are asked increasingly to take a larger role in the
development process. Paul Dudley, President of id
Signsystems, believes that advances in the fabrication
and project management industry have raised the
value of signs as part of the store development
process. This includes taking a leadership role in
prototype development, value engineering, rollout
management and project management.

Transparent buildings have meant interior signs must
do double duty as key identity elements, raising both
their profile and the need of fabricators to coordinate
them closely with the store team.

Successful retailers usually look beyond
the race to the bootom approach for
sign pricing and implementation to take
a more balanced approach between
quality and pricing. This produces
incredible pressure on fabricators to
create value based quality solutions but
also has fueled innovation in the industry.
Paul Dudley, President, id Signsystems

Careful Management of Digital Media

Content

Gauging the effectiveness of digital media as a
complement or replacement to static signage is
still a complex evaluation. The biggest dilemma
according to Ben Barr, Sales Manager at Watchfire
Signs has been investing in both quality signs

and ongoing content. Successful retailers make
dynamic digital signs central to their marketing
and information strategy, with long-term content

] ] strategies and an eye-to-design quality equal to
Very few companies have closely integrated physical signs.

digital content into their signs, but a few
companies like Cumberland Farms have been
exceptions, experimenting in digital signs as a
key component of its marketing strategy.

The quality of digital signs and their content is so visible in the
environment it is dangerous to skimp on this investment.
Ben Barr, Sales Manager, Watchfire Signs




CASE STUDY - CONVENIENCE STORES

Wawa Convenience Stores,
Sheetz Convenience Stores

Summary

Over the last 40 years two convenience store
companies in the Mid-Atlantic and Northeast have
grown to dominate their local areas while setting a
standard for the convenience store industry. While
relatively small in the number of stores compared

to franchise chains like 7-Eleven, Wawa and Sheetz
stores are known for high performance, often
having five or more times the revenue of rivals. Both
companies also focus heavily on combining gas
stations with convenience stores for newer stores

to raise their visibility and allow for stores to grow.
Both stores are expanding beyond their current base
slowly while maintaining ownership.

Management Approach

Wawa and Sheetz are privately owned, and own

all their stores. This allows for both strong internal
design control as well as tight performance metrics
for each company. The management approach

has resulted in a tight expansion strategies; stores
maintain very similar customer experiences when
growing into new communities. Store layouts and
promotions also stay very consistent along with the
growth strategy.

Strategic Design Approach

Both organizations have dramatically different and
distinct store design while sharing a number of
consistencies when it comes to following design best
practices. Both organizations have been focused on
combining gas and building architecture in most of
their locations, with large distinct canopies for gas
and architecturally distinct buildings. Sheetz utilizes
a more graphically oriented approach, using red as a
key identifier for the larger monument structure and
building. Wawa utilizes a strong icon along with a
powerful architectural structure and gas canopy and
less obtrusive monument lighting.

KEY STATISTICS

Revenue in Dollars
per Square Foot (2014)*

Wawa

Sheetz
*Wawa and Sheetz

7-Eleven stores include gas

$3,500 B$SISO0N $950

Sheetz

Key Design Success Attributes:

While both stores have distinctly different design
approaches, they share similar design attributes
which have reinforced their success.

Legibility

Both stores utilize key brand elements that extend
beyond signs to reinforce their identity. This allows
the stores to be identifiable from long distances. For
Sheetz, it is the use of color while Wawa combines

a large logo identifier and consistent architecture.
Both stores minimize additional sign clutter by
having clear guidelines for the use of temporary
promotional signs.

Architectural Integration

Both organizations integrate sign design into their
architecture in distinctly different ways that are both
highly effective. Sheetz uses color on large surface
areas and particularly awnings and metal pylons
structures. Wawa uses a simple half arch and pitches
roof that is reconfigured for a variety of urban

and suburban conditions, and is also reflected in
monument and wayfinding signs.

Consistency

Both organizations have focused on simple consistent
messaging and tight controls of messaging on all

of their stores. Tight management control of stores
keeps the organization from having too many distinct
signs in terms of material, color or logo.

Illumination

Both organization use illumination in distinctly
different ways to highlight their identity. Sheetz
focuses on the illumination of their awnings and sign
canopies. Wawa focuses on internal and external
lighting of their key iconic elements.

- (TR s




CASE STUDY - HISTORIC DISTRICTS

Larimer Square,
Beale Street Historic District

Summary

Historic Districts must balance a careful respect for
historic architectural precedence with the need to
create a modern, business-oriented district. Historic
Districts also require a clear management approach
that integrates city guidelines with encouragement
of best design practices for revitalizing the
community. These two communities share the
exciting private and public best practices for the
development of signs in historic districts.

Larimer Square

A historic block in Denver that was saved from
destruction through the creation of the Larimer
Square Associates in 1963 to manage the properties
on the block. The block became a historic district in
1971 and was bought by a development company,
Larimer Associates, in 1993. The company has
encouraged the local stores and restaurants to take
modern and creative approaches to the design of
their stores. This is matched by progressive historic
district sign guidelines from the city which includes
best practices. The development company utilizes
lighting and street infrastructure to tie the eclectic
storefronts together.

Beale Street Historic District

The main commercial street for Downtown Memphis
had been in extreme disrepair with nearly every
commercial storefront vacant. Historic landmark
status was granted in 1966, but little change
occurred until the creation of the Beale Street
Development Corporation in the 1970s. The city
later developed sign regulations that address the
unique scale and characteristics of different districts
in downtown Memphis, which encouraged more
flamboyant and exciting sign design in the historic
district and surrounding sports and entertainment
area.

KEY STATISTICS

Leasing Price per
Square Foot (2014)
Larimer

Square Downtown
Denver

Vacancy Rate (2014)

Downtown
Memphis

Beale
Street

$29.25 [$26.00

Beale S tret H/stor/'c District .

Key Design Success Attributes:

Both historic districts represent the blend of
aggressive private investment and progressive city
codes and infrastructural support. This has resulted in
sign excellence in the following areas:

Experience

Both districts looked beyond just the historic
architecture of the district to envision how signs could
support a vibrant street life and to incorporate these
ideas into guidelines and best practices. For Larimer
Square, this includes creating a lighting structure that
spans and links the street, street-spanning banners
and signs that reinforce the major corners. For Beale
Street Historic District, this includes major investments
in signs for institutions including theaters and public
offices which support private sign investment.
Illumination

Both districts make illumination central to sign
strategy. For Larimer Square, this includes a more
restrictive approach, minimizing individual sign lighting
and maximizing streetscape lighting and interior
window lighting display. Beale Street allows for eclectic
and dynamic lighting approaches using neon and LED
light displays as well as projected lighting.

Graphic Display Integration

Both districts encourage the use of multiple graphic
approaches in addition to signs, including awnings,
window graphics, wall murals and object displays. These
practices are also part of the city guidelines for the
historic districts. In Larimer Square having more than
100 businesses in a small area requires diverse graphic
approaches for locations where large-scale traditional
projecting signs are not possible. For Beale Street
Historic District, painted building signs and murals with
projected lighting adds diversity and minimizes clutter

from the large-scale projected illuminated signs.
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CASE STUDY - DIGITAL SIGNAGE

Taphouse 23, Lit Brothers

Summatry

Digital signage is a new area where effective
practices are still being explored by leading
companies. While there is not yet easy to establish
return improvements for companies employing
successful digital signage, we can still identify and
analyze organizations that are utilizing the new
medium effectively.

Lit Brothers Design Strategy
In 2015 Brickstone Realty installed a large digital

billboard sign along the roofline of its Lit Brothers retail/
office building in Center City Philadelphia. The sign was
proposed based on guidelines established by the Market
Street East Advertising District which encourages more
vibrant signs in the area. In addition to make public
investments in return for the large sign, the company
had to show the sign was not a safety hazard through a
traffic study. The developers also had to show that the
sign would not take away from the historic nature of the
building, using a design approach in keeping with signs
placed on the building in the past. The sign itself was
developed using see through GKD media mesh which
complements the architecture of the historic building.
The company hired a digital media advertising company
to ensure that the digital content on the signs will be
interesting and reflects the potential of the technology.

Key Design Success Attributes

Architectural Integration
The developers worked with local community officials

to make sure the sign was in keeping with the historic
nature of the building while updating to a modern
commercial environment. The use of a more transparent
digital technology allows the sign to have a more
subtle presence on the building, and maintains a strong
appearance even when the sign turned off.

Legibility and Quality

Prototype testing produced a sign that would appear
highly legible from a distance and from multiple view
corridors and angles.

Content Management

Working with a specialized media advertising firm
succeeds in developing content that takes advantage
of the unique features of the sign. In addition the firm
develops scripted content when there advertising is not
active on the sign.

Taphouse 23 Design Strategy

Creating and managing digital signs are among the
most challenging developments for a small business.
Gary Johnson, the developer behind Taphouse 23 in
Bridgeport, Pennsylvania, focused on making digital
signs the cornerstone of the development of the
restaurant. The company went through a prototype
process with Watchfire Signs to select a digital display,
eventually going with a T0mm solution that would have
high resolution for both drivers and pedestrians. The
developer worked closely with Braun Signs to integrate
the digital sign both into a landmark sign pylon and
into the architecture of the building and outdoor patio.
The developer than worked with the manufacturer and
marketing company to develop templates for the digital
display that could be applied to concerts and special
events.

Key Design Success Attributes

Architectural and Landscape Integration

The digital display is integrated not just into the larger
sign, but also into the outdoor seating area of the
restaurant. This approach of considering both pedestrian
and vehicular users makes the sign a central part of the
visitor experience.

Legibility and Quality

Taphouse 23 made a significant investment in a state of
the art display to ensure that pedestrians and people
sitting in the outdoor areas of the restaurant would be
able to read the display at the same level of comfort as
a driver viewing from a distance. Creating templates in
advance also ensure a high quality and clear image.
Content Management

A formal content display approach utilizing
sophisticated templates that take advantage of the high
resolution screen keeps the display exciting. Frequent
content changes and an event driven approach ensures
that the digital sign keeps a central role in the success of
the bar.
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RETAIL SIGNAGE: PRACTICES TO INCREASE ROI
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From: Robert Kearney [mailto:robert@speedysparklecarwash.com]
Sent: Friday, May 31, 2019 7:01 PM

To: 'Aaron DeJong' <aarond@louisvilleco.gov>

Subject: RE: signage

Aaron,
Thanks, again!
I am attaching a small collection of sign research studies and digital message board studies,
which I found fascinating. Here are my five favorite takeaways:
1. FHWA studies confirm inadequate signage leads to 41% of accidents - must be important to
commercial signage, too!
2. 54% of shoppers failed to find business due to poor signage!
3. ZERO correlation between digital signage and traffic accidents!
4. 81% of consumers say Electric Message Boards DO NOT detract from community appeal!
5. Signage can generate more the 10% more sales and Digital signage adds an average of 2.1% to
sales - Plus, signage is particularly important to success of small businesses!
All the best to you, I will be out of the office for a while this month.
Robert
Robert E Kearney

Speedy Sparkle Car Wash
Loveland and Louisville, Colorado

Robert E Kearney
Cell 303-902-9100
Business Office:
549 N 4™ Street
Berthoud, CO 80513

(970) 532-4243
Fax (970) 532-3603

www.speedysparklecarwash.com

From: Aaron DeJong [mailto:aarond@louisvilleco.gov]
Sent: Thursday, May 09, 2019 3:51 PM

To: robert@speedysparklecarwash.com

Subject: signage

Robert,

I did finally get a chance to talk with my colleagues about your signage requests. One of the
options that we discussed that I think is a good option to request is for the car wash to be allowed
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to build its own monument sign on South Boulder Road at 40 sf. I think that is one of the
options we discussed. If you were to request that modification, it would be looked upon
favorably.

aaron

Aaron M. DeJong

Economic Development Director
City of Louisville, CO

749 Main Street

Louisville, CO 80027

Phone: (303) 335-4531
aarond@louisvilleco.gov
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Speedy Sparkle Car Wash - Louisville, LLC
1414 Hecla Way

Louisville, CO 80027

303-666-6696

Business Address:
o 549 N. 4™ Street

¢ Berthoud, CO 80513
970-532-4243

Januaryﬂ, 2019

Liz Harpole EMAIL to Liz.harpole@kingsoopers.com
Dillon Companies, LLC

dba King Soopers

65 Tejon Street

Denver, Colorado 80223

RE: PUD Signage Conflict Resolution — PUD Amendment
Dear Ms. Harpole:

We have started the process with the City of Louisville (the “City”) to amend the Speedy Sparkle PUD.
This amendment will include resolving the PUD signage conflict between the original Black Diamond
PUD and the King Soopers PUD.

The City has proven very receptive to the PUD amendment in our initial face to face meeting on
December 3, 2018.

The City has requested a letter indicating King Soopers’ consent and authorization to proceed with
official action under the application which will include increasing the size of the South Boulder Road
signage, while maintaining the existing King Soopers fuel sign. I have attached the PUD amendment
sheet showing the expanded sign with King Soopers placed at the top of the signage. The LED initiative
has been added since the December meeting with the City. We will present your desire for LED
illumination of King Soopers sign due to the advancement of technology, consumer appreciation, and
desire for variable information.

You may return this letter with a signature indicating King Soopers consent and authorization.

Thank you for your interest and assistance. My office number is shown above, my cell phone is 303-
902-9100 and my email is robert{@coloansonline.com.

Dillon Companies, LLC, a Kansas limited
liability company

Principal

G

oot

We recycle our water
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Speedy Sparkle Car Wash - Louisville, LLC
1414 Hecla Way

Louisville, CO 80027

303-666-6696

Business Address:
549 N. 4" Street
Berthoud, CO 80513
970-532-4243

December 6, 2018

Jiffy Lube Management
1408 Hecla Way
Louisville, CO 80027

RE: PUD Signage Conflict Resolution — PUD Amendment
Dear Sir or Madam:

We have started the process with the City of Louisville to amend the Speedy Sparkle
PUD. This amendment will include resolving the PUD signage conflict between the
original Black Diamond PUD and the Kroger/Jiffy Lube PUD.

The City has proven very receptive to the PUD amendment in our initial face to face
meeting on December 3, 2018.

The City has requested a letter indicating your agreement and authorization to proceed
with official action under the application which will include increasing the size of the
South Boulder Road sign, while maintaining the existing King Soopers fuel sign. I have
attached the Draft PUD sheets showing the expanded sign, which is the same as I sent
originally.

You may return this letter with a signature indicating agreement and authorization.

Thank you for your interest and assistance. My office number is shown above, my cell phone is
303-902-9100 and my email is robert @coloansonline.com.

%
L3 ey

Principal

Jiffy Lube - Louisville

Its: 6%%. M\-U\f—

QY

T4

We recycle our water
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LEHRER'S FLOWERS
PLANNED UNIT DEVELOPMENT

FOR

LOT 5, LOUISVILLE PLAZA FILING NO. 2
CITY OF LOUISVILLE, BOULDER COUNTY, COLORADO
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TYPICAL
SIDE
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LEHRER'S FLOWERS

TYPICAL WALL MOUNTED SIGN  14:= 10+

MNOTE: STYLE OF LETTERS MAY INFFER FROM THAT SHOWN
AND MAY VARY FROM TENENT TO TENANT

WALL MOUNTED
SIGN SCHEDULE

A MAXIMUM SIZE: 16" HIGH x 1907 LONG
AREA: 285 5F,
QUANTITY: |

B MAXIMUM SIZE: 16" HIGH x 22407 LONG
AREA: 33 8.F.
NTITY: |

C  MAXIMUM SIZE: 6" HIGH x 200" LONG
AREA; 30SF.
QUANTITY: §

D MAXIMUM SIZE: 16" HIGH x 190" LONG

REA: 285§ F,

QUANTITY: 1

E MAXIMUM SIZE: 167 HIGH x 260" LONG

UUA\ITIT\‘ 1

WALL MOUNTED
SIGN NOTES

TEMPORARY BANNERS WILL NOT BE ALLCY
2 NO WINDOW SIGNS SHALL BE VISIBLE FRO)! M

SBOULDER RD.
E REA.

3. GRAPHICAL LOGOS ARE LIMITED TO 20% OF THE SIGN A

WALL MOUNTED
SIGN SPECIFICATIONS

INDIVIDUAL "CHANNEL® LETTERS
MIN, %%J;L METAL RETURNS AND BACKS

5" DE!
INTERNAL NEON ILLUMINATION
TRANSLUCENT ACRYLIC FACES

NOTE: STYLE OF LETTERS MAY DIFFER
FROM THAT SHOWN.

TYP. ELEVATION
HECLA WAY SIGN

14" =1

T 2 }_f_aa‘

___*m K, BLANION
I.E“RIIII‘S FLOWE
- El

——
sipEALK— “%‘:'S {roy i Ay == T——, \

/R \ ey

ERgyes—

EAST ELEVATION
S. BOULDER ROAD SIGN

4= = 1-0"

MONUMENT SIGN
SPECIFICATIONS

SOUTH BOULDER ROAD SIGN AREA: 32 5F.
HECLA WAY SIGN AREA: 16 5.F.

u\l):\-'mUAL “CHANNEL" LETTERS
MIP« Jﬂ(!A METAL FRONTS, BACKS, AND RETURNS

EXTERNAL ILLUMINATION
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DETAILS
BIGN CRITERIA

SEP. 20, 2000
SCALE NOTED

A4

WALL MOUNTED SIGNS

MONUMENT SIGNS

(1) RTU SCREENING
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POLE LIGHT (P)
KIM LIGHTING AR ARCHETYPE
DESCRIPTION: ONE PIECE DIE-CAST ALUMINUM WITH

FPOWDER COAT PAINT.
LENS: CLEAR FLAT TEMPERED GLASS IN ONE-PIECE

MOUNTING:  ALUMINUA SUBPORT ARM WHTH IRTERNAL
© BRAN BOLTS. 25 SOUARE, RONZE POLE
ON CONCRETE BASI E EE DETAIL)
LAMP: AL IDE
COLOR: DARK BRONZE
QUANTITY: §

WALL MOUNTED FIXTURE (W)

KIM LIGHTING SWi SITE WALLFORMS
DESCRIPTION: %’5 PIECE ALUMINUM WITH POWDER
T PA.

LENS: CLEAR FLAT TEMPERED GLASS.
MOUNTING: CONCEALED BOLT ATTACHMENT TO WALL.
LAMP: ONE 50W METAL HALIDE

COLOR: DARK BRONZE

QUANTITY: 12

Moursing Plate, Glasiat
‘ac Rops Cand by Kim.

4 Octagonal -t n Wl (b ofers)

GROUND MOUNTED FIXTURE (G)

KIM LIGHTING EL205 SQUARE HOOD
DESCRIPTION: DIE-CAS'E ALUMINUM WITH POWDER

LENS: é‘LEa\.R TEMPERED GLASS,
MOUNTING: PORTABLE S}’EAR MOU'NT

LAMP:

COLOR: BLACK

QUANTITY: 4

BOLLARD (B)

KIM LIGHTING CB COMPACT BOLLARD

DESCRIPTION: ECT%% %‘5 ALUMINUM
: EL SCI!EWS A?Phﬂh'

POURED—]N I‘LA
e LAMP? ONE 50W METAL HA.LIDE
COLOR: DARK BRONZE
QUANTITY: 4

LIGHT FIXTURE DETAILS
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Moline moved and Howe seconded to continue the item to the August meeting.

Speedy Sparkle PUD Amendment: A request for approval of a Planned Unit
Development Amendment to allow changes to the signage at 1414 Hecla Way.
(Resolution 14, Series 2019)

e Applicant: Speedy Sparkle Car Wash — Louisville, LLC

e Case Manager: Felicity Selvoski, Planner/Historic Preservation

Rice asked for conflicts of interest. Hoefner stated that he was a customer at the
Speedy Sparkle but did not think that disqualified him.

All notices met as required.

Selvoski presented the request to amend the sign code for three properties at Speedy
Sparkle. The original PUD was approved in 2000 as the Black Diamond Car Wash with
two monument signs. In 2010, the King Soopers Fueling Center PUD included a shared
monument sign, as well. The PUD amendment included requests to modify and install a
monument sign along Hecla Way, bring the installed menu signs into compliance, and
build their own monument sign. This application did not include confirmation from the
other two properties that they are okay with these changes.

The sign architecture is proposed for steel I-beams, a metal base cabinet, and an LED
panel. The Hecla Way sign included the same steel I-beam architectural border. Staff
used the CCDSG to evaluate the proposed signs. The materials are supposed to be
compatible with the associated structure in terms of materials, color, and design, and
staff does not feel that the signs meet this criteria. The Speedy Sparkle building does
include steel I-beams, but staff did not find this to be a strong enough connection. This
application would also result in three monument signs on the Speedy Sparkle property.
Currently, the sign code allows for one and the original PUD allowed for two. The
monument signs along South Boulder Road greatly exceed the 60 square feet. The
proposed LED panel was not something permitted under the sign code. Finally, the
proposed sign designs did not provide information to determine which sides were
translucent and which were opaque and current sign code only allows the letters to be
translucent; the sign background coloration did not match coloration elsewhere on the
site; and the signs were not uniform in color, all of which is both are required in the
current sign code.

Staff also addressed the draft sign code, though they did not use it to judge the
application. One of the goals of the draft was to reduce sign clutter, which this
application did not achieve. Electronic message centers are allowed in the draft code if
there are exceptional circumstance and if they elevate the design. Staff did not feel they
had enough information to determine this. This application also has signs taller than the
maximum freestanding 5 feet height maximum on the existing PUD.

Staff recommends approval of the resolution, which would deny this application. The
proposed PUD amendment did not meet the intent and requirements of our current
design guidelines and any changes would need to be approved by the adjacent property
owners that would be affected.

270



Planning Commission
Meeting Minutes

July 11, 2019

Page 3 of 10

Rice asked if the current monument sign was at the maximum size or if it could be made
bigger.

Zuccaro replied that the sign was likely built to what was allowed but he would confirm.
He noted that at the time of the original PUD it made sense to combine the three signs
from the three properties even though it required a waiver from the sign program.

Rice asked about the menu signs.

Selvoski replied that they were put in without going through the PUD process or a
building permit and that they were not addressed under the current sign code.

Moline asked what it would take to modify the existing sign.
Selvoksi stated that it was already at the maximum size.

Zuccaro added that any change would require a PUD amendment because the sign did
not currently adhere to the code.

Rice invited the applicant to make his presentation.

Robert Kearney, 549 North Fourth Street in Loveland, asked for a show of hands to who
had been to the car wash and proceeded to hand out flyers. Vice Chair Rice informed
Mr. Kearney that the Commission could not receive anything from the applicant at a
public hearing. Kearney stated that the original PUD included all the property with the
three owners. Under that PUD, the car wash was entitled to half of the joint sign on
South Boulder Road. Speedy Sparkle occupied about half of the total property. The
King Soopers PUD used to have a different sign requirement, but their PUD never had a
signature from the car wash owner and the South Boulder Road sign is an off-premises
sign to King Soopers. He did not want to diminish that sign, but they were asking for half
of the signage space for Speedy Sparkle. He described that the other signs at King
Soopers were larger than those at Speedy Sparkle. He stated that 54% of customers in
a four-year study couldn’t find signs due to being too small and customers complain that
the lettering on signs was too small and that 81% of consumers appreciated LED signs.
He listed other percentages to show that signage is important to businesses big and
small. He and his business wanted to be treated fairly as King Soopers has been.

Chip Weincek from CWA Architecture described the history of the application, which
had been started in September 2018. He believed that the proposal responded to the
request to address the contextual built environment. They had had multiple meetings
and revisions to their submittals and had not had much feedback from staff. Weincek
proceeded to describe the application. The site plan showed that speedy sparkle was
the largest property on the site. The shared signage, which was never recorded with the
Speedy Sparkle property, was too small for the property. He showed that Speedy
Sparkle and Jiffy Lube had 10 square feet on the shared sign each and King Soopers
had 40 square feet. King Soopers also had a second monument sign for a total of 69
square feet. He showed the existing menu signs, reminding the Commission that the
menu signs were not addressed in the code and the owner of Speedy Sparkle thought
that that meant he could proceed to put them up. Weincek stated that the menu signs
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had been very helpful for business. At first, they had requested a 12-foot sign and staff
said that was too tall so they tried to lower it but thought that the 5-foot limit was too
small. He showed the need for a sign on Hecla Way where customers enter the
property. They were proposing to have Speedy Sparkle have its own monument sign,
Jiffy Lube have 20 square feet, and King Soopers remain the same. He thought there
was a good synergy of the owners in the area and they wanted to maintain that. They
were also proposing to convert the flip-over numbers to LED, which is what King
Soopers is doing for the fueling station. It was Weincek’s understanding that staff
supported turning the gas station numbers to LED. He stated that the code allows
individual property owners to have up to 60 square feet of signage under the new sign
code. He responded to staff’'s concerns about the architecture by pointing out that the
architecture matched what was originally approved along Hecla and that the main
architectural features of the Speedy Sparkle building was steel. He stated that the
CDDSG allowed for multiple signs at multiple entries for identifying businesses. He
noted that this was a critical part of the application, because the guidelines referred to
signs and entries in the plural. 12 feet in a retail zone for monument signs were also
allowed. Weincek showed a selection of other signs that had been approved under the
current guidelines.

Weincek asked if it was possible to continue the application based on the Commission’s
deliberation.

Rice suggested that they proceed as normal and the applicant can request a
continuance at the end if they chose.

Moline asked the applicant to walk through the incorporation of steel in the proposed
signs.

Weincek showed the elements on the PowerPoint.
Moline asked about the requirement to have one sign per structure.
Weincek replied that they believed that came from Section 7.5.

Kearney added that Speedy Sparkle had an access point on Hecla Way and a curb cut
between the car wash and the King Soopers fuel station.

Howe asked for clarification between the commercial and residential guidelines.

Zuccaro replied that the CDDSG applied to this property and this applicant was about
being allowed to vary from the CDDSG.

Hoefner asked about the conversations that went on among Speedy Sparkle, King
Soopers, and Jiffy Lube.

Kearney replied that the PUD addressed that shared sign, which was on the property

line between Jiffy Lube and Speedy Sparkle. He noted that the various PUDs were in
conflict. He and King Soopers were working together to try to fix this issues and as part
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of that cooperation, King Soopers wanted to have the LED signs included in the
amendment.

Hoefner asked how many monument signs they thought they were entitled to.

Chip replied that they thought they should be allowed one each for Speedy Sparkle,
Jiffy Lube, and King Soopers. He added that they should also be allowed signs for each
entry.

Hoefner asked if electronic message centers (EMCs) were allowed under the code.

Weincek replied that he understood that they were not allowed. He stated that the City
needed to update its code on LED signs, because these were the future of commercial
signs.

Hoefner asked what would happen if the Planning Commission granted the
continuance, would the applicants be able to come to an agreement with smaller signs
and no EMCs.

Weincek replied that he wanted to hear what the Commission had to say about the
larger signs and the EMCs.

Kearney added that the original proposal tried to meet Director Zuccaro’s goal of having
fewer signs, but the signage was greater than 60 square feet. The applicants were
happy with that at the time, but later they found out that the application was no longer
acceptable. He believed that there was more than one way to make signage visibility
happen.

Rice asked if the 2011 PUD amendment predated the applicants’ ownership of the
property.

Kearney stated that he had not been the owner at the time and that he could not speak
to the original agreement among the property owners.

Zuccaro added that the boundary of the original PUD included all three of the properties
and appeared to be validly approved by the City and recorded.

Rice replied that he wanted to make sure it was understood that there was still one PUD
over the three properties.

Zuccaro replied that, as far as signage was concerned, yes.
Weincek stated that there was nothing about ownership of the current monument sign.

Rice replied that he did not think the Planning Commission could speak to property
disputes. He invited members of the public to speak.

Laura Chenerock 1459 Hecla Way in Louisville, stated that she lived in the townhouse
adjacent to the car wash and was a customer there. She stated that she represented
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the people living in her building and other people in the area, some of whom had written
to the Commission. She asked the Commission to consider the residential perspective,
noting that the examples used in the presentations of other monument signs had not
been near residential areas. She was concerned about the Hecla Way sign and thought
it was out of balance with the residential area, especially given its size and lighting. She
noted that the car wash stayed open after dark and their lights shined directly into her
living room. She added that the sign might also be disruptive to wildlife given the light
pollution. She appreciated the car wash’s efforts in trying to blend in already, including
planting trees.

Howe made a motion to include an email from the public in the record. Motion passed.

Zuccaro noted that the underlying code provided options to abandon the current sign
program and go back to individual signs for each of the businesses. However, the
applicants wanted to vary from the code. Staff therefore looked to the current policies on
signage. Zuccaro noted one specific policy in the CDDSG, Section 7.2: “The size of the
signs should be modest and provide businesses sufficient visibility and identification
without becoming a dominant part of the landscape.” When staff reviewed this outside
of the context of what was allowed in the code, staff had to consider what worked within
the context while also serving the business. Appropriate LED signs needed to be an
improvement on what would be there without LED, as well, though staff was not the
arbiter on what was appropriate for LED signs. Zuccaro also addressed Section 7.5 in
the CDDSG about the plural of the monument signs, noting that they were allowed one
monument sign per building. He explained that staff had view the Hecla Way sign in a
residential context and signs in that context needed to be an improvement on the code.
He concluded by stating that the Commission could approve, approve with conditions,
or deny. He noted that it would be helpful for the Commission to have a discussion
about their findings .

Hoefner asked for staff’s perspective on the applicant’s feeling that they had not
provided sufficient feedback.

Zuccaro repied that staff intended to provide feedback so that applications could be
ready to go before the Commission, but the applicant had to provide sufficient plans to
comment on. In some cases, the applicant and staff did not agree on certain elements
of the proposal, so staff was looking to the Commission to make those decisions.
Zuccaro added that staff did not make designs, but they did try to provide feedback on
proposals.

Hoefner asked about the allowance for one monument sign per building.

Zuccaro responded that with the existing PUD the car wash had received a waiver to
have two different signs in 2010. There were other waivers for other property owners, as
well. The property owners would have to abandon the PUD in order to have a
monument sign on one of their road frontages. He did not think that would work sign gas
stations and car washes would likely need sign frontage on South Boulder Road.

Hoefner asked about the initial iteration of the design where there were fewer, larger
signs.
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Zuccaro replied that the original proposal had a sign area of 120 square feet. Staff told
the applicant that something over 60 square feet might work, but 120 square feet was
too much.

Kearney stated that he appreciated staff’s time and that the King Soopers PUD was not
recorded on the car wash’s property. He described the main issue as a fundamental
matter of equity and following the code. King Soopers had many large signs, which the
car wash did not want for themselves. They wanted to have decent signage exposure.
He appreciated any direction from the Commission to work with staff to get decent
signage for his one-acre property. Having increased signage would make a big
difference for the business.

Rice asked for commissioner comments.

Howe appreciated Speedy Sparkle’s requests and agreed with the right to have decent
signage exposure. He saw the three different signs as three different matters. He
thought that they were entitled to have a sign on South Boulder Road based on Section
7.2B. However, the sign that was proposed — though they were entitled to it — did not
meet the guidelines as proposed due to its size and lighting. As for the menu signs, he
thought that there was no issue with them since they were not referenced. As for the
Hecla Way sign, Howe quoted Section 7.5, again finding that the applicant was entitled
to a sign there but it had to be responsive to the “family of signs” as described in 7.5.

Hoefner stated that he was sympathetic to the fact that the existing sign was very small.
He thought that the Commission needed to find a way to approve something bigger on
South Boulder Road, but he did not think that the proposed sign was it. He did not think
the Commission would approve an EMC and did not support it himself. He also thought
the proposed sign on Hecla was too big given the residential context. He did not see
any issues with the menu boards. As for the proposed materials for South Boulder, he
thought that the I-beams blended in with the building. He did not think that the PUD
issue was in the Commission’s wheelhouse and the applicant needed to resolve that
with King Soopers.

Moline stated that he wanted Speedy Sparkle to succeed and he hoped that they could
find a way to make it work. He thought that staff and the Commission had spent a
considerable amount of time reviewing the new sign code and had heard a lot of
feedback from the community, and the proposal was in a space where the Commission
was being influenced by community desires and the code that was being developed. He
thought it was helpful to look toward the future code in the case of a PUD amendment.

Rice stated that in his view it was not the Commission’s role to micromanage signs and
some of the criticisms of this proposal were micromanaging. He saw that the applicant
needed adequate signage. However, given the grouping of the signs, he thought they
should be treated together and he was concerned that the signs were being treated
piecemeal instead of with all the property owners. He thought it was doable to work with
all the property owners at once. He believed that Louisville should be a business-
friendly community with adequate signage. He stated that he thought that if there were
going to be menu signs, they should be approved by the City and so they should be
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addressed in the code. He noted that the Commission and the Council had not
approved the new sign code and it could not be acted upon based on this application
and he was therefore not prepared to approve any EMCs. He thought that a
continuance was a good way to handle this so staff and the applicant could take another
look at it. He was also sympathetic to the fact that it had already been a long process,
so it should be a priority for staff and the applicant. He asked for a motion.

Zuccaro recommended continuing it to a date certain and suggested asking the
applicant about a reasonable timeframe. The applicant agreed to a 60-day timeline.

Howe noted that there may be additional parties that might become involved in the
process.

Rice added that they might need to bring a totally new application and that would
require a new public hearing.

Zuccaro replied that the Commission could take no action if there should be a new
application.

Chip thanked everyone for their feedback and thought that the new information would
be helpful. He agreed that September 12" would be doable and that he did not want to
make a new application.

Zuccaro noted that the new sign code may come into effect and that might make the
process more complicated.

Rice stated that the Commission should continue it to September 12t and if any issues
come up staff and the applicant could deal with that at that time.

Hoefner made a motion to continue this application consistent with the discussion
tonight to September 12, 2019. Moline seconded. Voice vote. Motion carried
unanimously.

5-minute recess.

824 South Street/957 Street PUD Extension and SRU Amendment: A request for a
one-year extension to the 824 South Street/957 Main Street Planned Unit Development
and an Amendment to the Special Review Use for outdoor sales of retail goods and
eating and drinking establishments. (Resolution 15, Series 2019)

e Applicant: Hartronft Associates, P.C.

e Case Manager: Rob Zuccaro, Director of Planning and Building Safety

Public notice met as required.

Zuccaro presented two requests for 824 South. The applicant acquired the property in
2018 and was working with staff to make changes under administrative review, but the
change in the 2016 SRU and the extension had to go through a public hearing. The
applicant believed that the one-year extension would provide adequate time. To
evaluate the extension, staff considered what had changed from 2016 had found that
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7. Sign Design

Goal:

Signs should be consistent with project and overall
development design but should be subordinate to
architectural and landscape elements. Signs serve to
identify, inform, direct, regulate and interpret. Each
commercial building or group of commercial buildings
should have a consistent and comprehensive sign
program from project identification at the street
through individual tenant suite identity. Placement,
scale, and readability should be considered in
developing a sign package.

7.1 Sign Materials
Policy:

Design and construct signs of durable, high quality
architectural materials.

Standards and Guidelines:

A. The sign package must utilize materials, colors,
and designs that are compatible with the
associated structures. (S)

B. Sign materials must be of proven durability. (S)

7.2 Sign Number and Area
Policy:

The size of signs should be modest and afford
businesses sufficient visibility and identification
without becoming a dominant part of the landscape or
interfering with vehicular movement along the public
streets.

Standards and Guidelines:

A. Number of Signs - Commercial / Retail

1) The maximum number of building-mounted
signs allowed for freestanding buildings is
one per individual tenant building frontage,
not to exceed three signs. (S)

B. Number of Signs - Commercial / Office

1) One monument sign is permitted for each
freestanding building. (S)

2) Where a freestanding office building contains
multiple tenants, or multiple accesses off a
public right of way, an increase in the
number of monument-

Louisville Commercial Design Guidelines

BANKZONE

7.2A & B FLUSH MOUNTED SIGNS (SEE TEXT].

7.2B FREESTANDING SIGNS (SEE TEXT).

Sign Design 7-1
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7.3 B LOCATE MONUMENT SIGNS IN A PLANTER SETTING WITHIN A
LANDSCAPED AREA.

Louisville Commercial Design Guidelines

signs may be permitted in the planned unit
development plan process. (G)

3) Office building-mounted signs not exceeding
40 square feet of surface area each, and not
exceeding 100 square feet total, are
permitted. (S)

C. Area of Signs: Character Heights

1) Monument signs shall not exceed 60 square
feet per face in retail zones nor 40 square
feet in office zones. (S)

2) Maximum area of Commercial / Retail
building-mounted signs shall be 1 square
foot of sign area per linear foot of building
frontage of the individual business. No
individual sign shall exceed 200 square feet.
(S)

3) Projecting signs may not exceed 4 square
feetin area. (S)

4) Character heights for commercial retail and
office signs shall be limited to a maximum
height of 24 inches and a minimum height on
monument signs of 8 inches. (S)

5) Character heights may be further limited
through the PUD process based on
architectural compatibility and site
development context. (S)

6) Maximum area of commercial / office signs is
as set forth in subsection B.3 above. (S)

7.3 Location/Placement/Visibility
Policy:

Signs should be located with visability from streets
and paths without conflicting with safe vehicular
movement.

Standards and Guidelines:

A. Signs shall be sufficiently visible from public
streets so that site entrances can be readily
identified by both pedestrians and persons in
vehicles. (G)

B. Locate monument signs in a planter setting within
a landscaped area. (S)

C. Locate signs a minimum of 10 feet from the right
of way so as to not obstruct visibility at
intersections. (S)

D. The placement of signs on roofs is not allowed.

©)
7.4 Sign lllumination
Policy:
Sign illumination should complement, not overpower,

the image of the building and its immediate
landscaping.

Sign Design 7 - 2
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Standards and Guidelines:

A. Neon tubing is an acceptable method of sign
illumination. (G)

B. Flashing signs are not permitted under any
circumstances. (S)

C. The use of individually-cut, back-lit character
signs is strongly encouraged. (G)

D. When external light sources are directed at the
sign surface, conceal the light source from
pedestrians’ and motorists’ “lines of sight”. (S)

E. When using an internally illuminated sign cabinet,
only that portion of the sign face dedicated to the
trademark or characters may be translucent. The
balance of the sign face shall be opaque. (S)

F. As used in this Chapter 7, “character” means and
includes any graphic symbol used for sign text,
included but not limited to letters, numbers and
logos, provided that any character used for a sign
must be a part of the name, service mark or
trademark of the company or business.

7.5 Allowable Sign Types
Policy:

The type of sign used should reinforce the urban
environment of commercial developments. Signs
should be designed as a “family”, incorporating
similar, compatible materials that reinforce the design
and style of the project architecture. The following
standards and guidelines apply with regard to the
listed sign types.

Standards and Guidelines:

A. Monument Signs

1) For office zones project monument signs, if
authorized, may be located at the street or
primary entries to commercial developments
to provide the overall project identity. (G)
Such signs shall contain only the name of
the project which it identifies, and shall not
contain change, panels, advertising or
names of individual tenants. (G)

2) For retail zones individual monument signs
may be located at primary entries to free-
standing buildings to provide individual
business identifications and  building
addresses. (G) Such sign shall contain
only the name or trademark of the business
served, and shall not contain change panels,
advertising or names of individual tenants.
(S)

3) Affix monument signs to the ground in a
continuous connection. (S)

4) For multiple user projects such as shopping
centers or office buildings, project identity

Louisville Commercial Design Guidelines

SCREENED

s L IGHT SOURCE |
 He —

7.4 D EXTERNAL LIGHT SOURCES DIRECTED AT SIGNS SHOULD BE
CONCEALED FROM PEDESTRIANS' AND MOTORISTS' "LINES OF SIGHT".

7.5A MONUMENTSIGNS (SEE TEXT).

- . o
75A2 SMALLER SCALEMONUMENT SIGNS MAY BE LOCATEDATPRIMAF
ENTRIES TO PROVIDE INDIVIDUAL BUSINESS IDENTIFICATIONS AM
ADDRESSES.

Sign Design 7 - 3
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INGONSISTENT SIGN PATTERNS CREATE
ENPLDY A COMSISTENT 51GM PATTERN CONFUSION. SIGNS WITHIN OR ABOVE
ROOF AREA ARE PROHIBITED

7.58 LOCATE FLUSH-MOUNTED SIGNS ON BUILDINGS AT THE FIRST FLOOR
LEVEL ONLY FOR RETAIL USES.

7.58B FLUSH-MOUNTED SIGN AT THE FIRST LEVEL

7.5C PROJECTING SIGNS (SEE TEXT)

Louisville Commercial Design Guidelines

5)

6)

7

sighage requires additional variables that
must be considered. Conceptual designs for
signs serving these types of facilities must
be submitted to the planning department.
The total measured area of a sign shall be
measured using the smallest single square
or rectangle that includes the area of all
writing, representation, lines, emblems or
figures contained within all modules,
together with any air space, material or color
forming an integral part or background of the
display if used to differentiate such sign from
the backdrop or structure (S)

All monument signs using a sign cabinet
design shall have an architectural boarder
that integrates a minimum of two sides of the
sign cabinet into the base. The architectural
base and boarder shall be consistent with
and/or compliment the building materials. (S)
All individual tenant panels shall be of a
uniform size and a minimum of 5 square
feet.

All monument signs shall be constructed of
an opaque background and use a uniform
color.

Building-mounted Signs

1)

2)

Locate building-mounted signs at the first
floor level only for retail uses. (S) Building-
mounted signs shall identify the individual
business, building or building complex by
name or trademark only. (S)
Building-mounted signs may not project
more than 8 inches from the face of the
building. (S)

Projecting Signs

1)

2)

Signs that project perpendicular from a
building are allowed only for multi-tenant
retail and office uses within a predominantly
retail center. (S)

Projecting signs must be mounted above 7
feet from grade and may not project mdte
than 5 feet from the wall. (S)

Pole-mounted Signs

1)

2)

Pole-mounted signs are allowed only as
traffic regulation signs or to provide
appropriate directions to loading and
receiving areas, visitor parking, and other
areas within each development site. (S)
Pole-mounted signs may not exceed 4
square feet in area and 6 feet in height
measured from grade. (S)

Flashing or moving signs are not permitted. (S)

Sign Design 7 - 4
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Inserted Text
Goal:

Signs should be consistent with project and overall development design but should be subordinate to architectural and landscape elements.  Signs serve to identify, inform, direct, regulate and interpret.  Each commercial building or group of commercial buildings should have a consistent and comprehensive sign program from project identification at the street through individual tenant suite identity.  Placement, scale, and readability should be considered in developing a sign package.  
	

7.1  Sign Materials

Policy:

Design and construct signs of durable, high quality architectural materials. 

Standards and Guidelines:
   
A.	The sign package must utilize materials, colors, and designs that are compatible with the associated structures.  (S)
B.	Sign materials must be of proven durability.  (S)


7.2	Sign Number and Area

Policy:  

The size of signs should be modest and afford businesses sufficient visibility and identification without becoming a dominant part of the landscape or interfering with vehicular movement along the public streets.

Standards and Guidelines:

A.	Number of Signs - Commercial / Retail
	1)	The maximum number of building-mounted signs allowed for freestanding buildings is one per individual tenant building frontage, not to exceed three signs.  (S)
B.	Number of Signs - Commercial / Office
	1)	One monument sign is permitted for each freestanding building.  (S)
	2)	Where a freestanding office building contains multiple tenants, or multiple accesses off a public right of way, an increase in the number of monument 





















































	






























































signs may be permitted in the planned unit development plan process.  (G)
	3)	Office building-mounted signs not exceeding 40 square feet of surface area each, and not exceeding 100 square feet total, are permitted.  (S)
C.	Area of Signs: Character Heights 
	1)	Monument signs shall not exceed 60 square feet per face in retail zones nor 40 square feet in office zones.  (S)
	2)	Maximum area of Commercial / Retail building-mounted signs shall be 1 square foot of sign area per linear foot of building frontage of the individual business.  No individual sign shall exceed 200 square feet.  (S)
3)	Projecting signs may not exceed 4 square feet in area.  (S)  
4)	Character heights for commercial retail and office signs shall be limited to a maximum height of 24 inches and a minimum height on monument signs of 8 inches. (S) 
5)	Character heights may be further limited through the PUD process based on architectural compatibility and site development context. (S)
6)	Maximum area of commercial / office signs is as set forth in subsection B.3 above.  (S)


7.3	Location/Placement/Visibility

Policy:
  
Signs should be located with visability from streets and paths without conflicting with safe vehicular movement. 

Standards and Guidelines:
 
A.	Signs shall be sufficiently visible from public streets so that site entrances can be readily identified by both pedestrians and persons in vehicles.  (G)
B.	Locate monument signs in a planter setting within a landscaped area.  (S)
C.	Locate signs a minimum of 10 feet from the right of way so as to not obstruct visibility at intersections.  (S)
D.	The placement of signs on roofs is not allowed. (S)
	 

7.4	Sign Illumination

Policy:

Sign illumination should complement, not overpower, the image of the building and its immediate landscaping.




Standards and Guidelines:
 
A.	Neon tubing is an acceptable method of sign illumination.  (G)
B.	Flashing signs are not permitted under any circumstances.  (S)
C.	The use of individually-cut, back-lit character signs is strongly encouraged.  (G)
D.	When external light sources are directed at the sign surface, conceal the light source from pedestrians’ and motorists’ “lines of sight”.  (S)
E.	When using an internally illuminated sign cabinet, only that portion of the sign face dedicated to the trademark or characters may be translucent. The balance of the sign face shall be opaque. (S)
F.	As used in this Chapter 7, “character” means and includes any graphic symbol used for sign text, included but not limited to letters, numbers and logos, provided that any character used for a sign must be a part of the name, service mark or trademark of the company or business. 


7.5	Allowable Sign Types

Policy:

The type of sign used should reinforce the urban environment of commercial developments.  Signs should be designed as a “family”, incorporating similar, compatible materials that reinforce the design and style of the project architecture.   The following standards and guidelines apply with regard to the listed sign types.

Standards and Guidelines:

A.	Monument Signs	
	1)	For office zones project monument signs, if authorized, may be located at the street or primary entries to commercial developments to provide the overall project identity.  (G)  Such signs shall contain only the name of the project which it identifies, and shall not contain change, panels, advertising or names of individual tenants.  (G)
	2)	For retail zones individual  monument signs may be located at primary entries to free-standing buildings to provide individual business identifications and building addresses.  (G)  	Such sign shall contain only the name or trademark of the business served, and shall not contain change panels, advertising or names of individual tenants.   (S)
	3)	Affix monument signs to the ground in a continuous connection.  (S)	
4)	


For multiple user projects such as shopping centers or office buildings, project identity 

		signage requires additional variables that must be considered.  Conceptual designs for signs serving these types of facilities must be submitted to the planning department.
The total measured area of a sign shall be measured using the smallest single square or rectangle that includes the area of all writing, representation, lines, emblems or figures contained within all modules, together with any air space, material or color forming an integral part or background of the display if used to differentiate such sign from the backdrop or structure (S) 
5)	All monument signs using a sign cabinet design shall have an architectural boarder that integrates a minimum of two sides of the sign cabinet into the base. The architectural base and boarder shall be consistent with and/or compliment the building materials. (S)
6)	All individual tenant panels shall be of a uniform size and a minimum of 5 square feet.
7)	All monument signs shall be constructed of an opaque background and use a uniform color. 
B.	Building-mounted Signs 
	1)	Locate building-mounted signs at the first floor level only for retail uses.  (S)  Building-mounted signs shall identify the individual business, building or building complex by name or trademark only.  (S)
 	2)	Building-mounted signs may not project more than 8 inches from the face of the building.  (S)
C.	Projecting Signs
	1)	Signs that project perpendicular from a building are allowed only for multi-tenant  retail and office uses within a predominantly retail center. (S)
	2)	Projecting signs must be mounted above 7 feet from grade and may not project more than 5 feet from the wall.  (S)
D.	Pole-mounted Signs
1)	Pole-mounted signs are allowed only as traffic regulation signs or to provide appropriate directions to loading and receiving areas, visitor parking, and other areas within each development site.  (S)
2)	Pole-mounted signs may not exceed 4 square feet in area and 6 feet in height measured from grade.  (S)
E.	Flashing or moving signs are not permitted.  (S)



Felicity Selvoski

From: Lisa Ritchie

Sent: Monday, July 8, 2019 2:54 PM

To: Felicity Selvoski

Subject: FW: SPEEDY SPARKLE PUD AMENDMENT #3 - Hearing date 7/11/19

From: Mark Cathcart [mailto:m cathcart@yahoo.co.uk]

Sent: Monday, July 8, 2019 1:48 PM

To: Planning Commission <PlanningCommission@I|ouisvilleco.gov>
Subject: SPEEDY SPARKLE PUD AMENDMENT #3 - Hearing date 7/11/19

Planning Commissioners,

My name is Mark Cathcart, | live at 1763 Sweet Clover Ln, Louisville. For transparency, | am a member of the Louisville
Cultural Commission.

| am a regular customer at Speedy Sparkle Car Wash, | want them to be successful for both personal reasons, and for
what they contribute to the city of Louisville.

| have reviewed this PUD amendment as it relates to their requested changes, both against the existing City of Louisville
Sign Ordinance and the proposed, revised ordinance. While | don’t have your expertise or knowledge, it seems to me

this application, especially the sign proposed for Hecla Way meets neither version of the code.

The sign proposed for Hecla Way is also seriously out of character for a sign right on the transition between commercial
and residential. Therefore | request you reject the proposed amendment.

++Mark.

https://markcathcart.com/about/

281



Lisa Ritchie

From: Tzvetanka Gintchin <tagintchin@yahoo.com>
Sent: Thursday, July 4, 2019 9:17 AM

To: Planning

Subject: Re: Speedy Sparkle PUD Amendment

To Who It May Concern:
I am one of the residents of the 6 town homes across from Speedy Sparkle ad I am writing in opposition of the proposed new signage.
I ask that City of Louisville does not approve the Speedy Sparkle Signage application for the following reasons:

- It is a visual nuisance directly in the line of sight of our property and the additional homes that will be built. Such a sign will
definitely decrease the aesthetic appeal of the area and negatively affect the property values of adjacent properties.

- This is an already a mixed commercial/residential space, which actually attracted me to the area, but this goes too far by placing it
where proposed. An illuminated sign, especially will add unnecessary light pollution, considering the fact that we already have to deal
with their current lit menu signs, overhead lights and noise.

- It is out of character and proportion for the location, given the proximity to the current and proposed residential properties.

- This may discourage future residential prospects. The new development, when it happens, will be good for everyone as it will
increase property values and drive new traffic to the businesses, while a conspicuous and intrusive commercial sign will negatively
affect the overall feel and look of the neighborhood and drive away potential future residents while triggering discontent in current
residents.

-Finally, it will not be very effective because when the field is developed, the new buildings will block the sign. It will be much more
effective if placed closer to S Boulder Road.

Thank you very much for your time and consideration.
Sincerely,

Tzvetanka Gintchin
1491 Hecla Way
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Lisa Ritchie

From: Lazar Gintchin <lazar.gintchin@gmail.com>
Sent: Thursday, July 4, 2019 10:01 PM

To: Planning

Subject: Fw: Speedy Sparkle PUD Amendment

To Whom It May Concern:

I live on 1491 Hecla Way, Louisville CO and the purpose of this letter is to express my disagreement
with the proposed new signage by Speedy Sparkle Car Wash.

My request is that City of Louisville declines the application made by Speedy Sparkle based on the
following:

e Those of us who invested in a home in this neighborhood were attracted by the modern, high-class appearance
which the home builder has created. Having a 12 foot tall sign would definitely change the look and feel,
especially for those of us, who live directly across the street.

e | am not sure what value a sign adds, when placed in the middle between our street and S. Boulder Rd. Would it
not attract more customers if placed on S. Boulder Rd?

o A brightly lit sign of this size will be very noticeable and unpleasant to look at, given that our homes, porches, and
half of the balconies are facing in that direction. The carwash is noisy when operating, and it feels like too much to
add a big visual on top of it.

« More residential buildings are still planned to be built, right on the East side of the carwash. |
am concerned that potential buyers may be detracted from buying, resulting lowering of the
property values in our neighborhood.

Thank you in advance for your consideration.
Sincerely,

Lazar Gintchin

Lazar Gintchin
lazar.gintchin@gmail.com
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Felicity Selvoski

From: David Chernikoff <davidchernikoff@icloud.com>

Sent: Saturday, June 29, 2019 4:02 PM

To: Planning

Subject: residential comment: Speedy Sparkle PUD proposed sign
Follow Up Flag: Follow up

Flag Status: Flagged

To Whom it May Concern:

As one of the owners of a townhome at 1459 Hecla Way, which is located close to the Speedy Sparkle Car
Wash at 1414 Hecla Way, 1 want to express my opposition to the proposed new sign in their PUD Amendment
Application. The proposed sign will have a significant negative impact on the views from our building as well
as those from other buildings in our neighborhood. In addition, when future structures are built on the vacant lot
in accordance with current plans, these buildings will partially block the new sign that is being proposed and
decrease its usefulness.

If the intention of the business owner(s) of the car wash is to attract interest from traffic on South Boulder Road,
the proposed location will be of little value. The people living in the North End neighborhood will regularly
drive by the car wash and will not need a sign to alert them to the existence of the car wash. While I recognize
that we chose to buy a property that is located close to a business area and I accept the associated impacts on the
neighborhood, this proposed sign is unnecessary and unlikely to serve its intended function. It makes much
more sense for the car wash to attract business with additional signage that is closer to and clearly visible from
South Boulder Road.

I'm further concerned about light pollution, which is an increasing problem throughout the Front Range. If
Speedy Sparkle Car Wash is permitted to put up a new sign or to change their existing signs, 1 strongly oppose
signage that is illuminated.

Thank you for considering this request and for doing what you can to preserve the quality of life in the North
End neighborhood of Louisville.

Respectfully submitted, David Chernikoff
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Felicig Selvoski

From: Rob Zuccaro

Sent: Monday, July 1, 2019 8:41 AM
To: trudyturveypt@gmail.com

Cc: Felicity Selvoski; Lisa Ritchie
Subject: RE: Objection to Signage proposal

From: Trudy Turvey <trudyvturveypt(@gmail.com>
Date: June 29, 2019 at 12:41:21 PM EDT

To: CityCouncil@LouisvilleCo.gov

Subject: Objection to Signage proposal

I live on Hecla Way. Inasmuch as this is a residential area and signage that is proposed would
further destroy the ambiance (not to mention the noise levels and congestion) I oppose further
signage-the car wash gets plenty of business and it is VERY visible to motorists without further
making this area look like a trashy shopping center. It is not clear from the drawings (hard to
discern) if this would be a neon sign-I absolutely oppose this.

Trudy Turvey
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Felicim Selvoski

From: Laura Chernikoff <laurachernikoff@icloud.com>

Sent: Monday, July 1, 2019 12:14 PM

To: Felicity Selvoski

Ce: Planning

Subject: Re: Speedy Sparkle PUD Amendment - Resident Camment

Hi Felicity and the Planning Department,
Here are my revised comments based on the updated plan document:

I am a resident at 1459 Hecla Way, which is diagonally across from the Speedy Sparkle Car Wash at 1414 Hecla Way. |
oppose the new 9’ sign proposed in their PUD Amendment Application and | hope you will consider the perspective of
the residents in my building and the North End neighborhood. The proposed Hecla Way sign is out of character and
proportion for the location, given the proximity to the current and proposed residential properties. In particular, having
an illurninated sign creates a light pollution nuisance for our neighborhood.

The proposed location of the new sign would be a visual nuisance every time we enter our neighborhood-not only for
our 6 units, but also for the 12-unit condominium buildings nearby, and the future residences that are planned for the
vacant lot. This is a residential area that is in close proximity to commercial properties. We already dea! with the lit car
wash menu signs, overhead lights, sound of their vacuums, traffic from their customers during work hours and
employees before 7am and after 7pm every day. This proposed sign goes too far, particularly in scale and the proposed
design.

The Hecla Way location does not seem effective at increasing traffic to the car wash business. There is not significant
traffic heading east on Hecla Way, except the residents of the North End going to their homes. It's one thing to have
signs centered around the commercial intersection at Plaza and Hecla Way, but it’s another for these signs to be directly
at the entrance of our neighborhood. Anyone on Hecla Way, at the King Soopers Gas Station, or Napa Tires businesses
can already directly see that there is a car wash. It seems sufficient for the car wash to have the requested changes
made to the signage on South Boulder Road. However, if a sign on Hecla Way is allowed, it should be much more in style
with the other low-profile signs of the other businesses.

If the sign is allowed to be built, then | specifically strongly request that it not be lit or illuminated in any way as planned.
Light pollution is a serious problem. In the winter hours, the car wash stays open for several hours after dark. We
already have their illuminated menu signs and overhead lights shining directly at our homes in my building.

1 hope you will consider the negative impact this proposal would have on the residents of this neighborhood. | worry
that this unnecessary commercial encroachment would hurt our property values. This also could decrease the chances
of attracting residential and commercial customers to the planned development on the vacant lot. This new
development, when it happens, will be good for the neighborhood and will drive new traffic to the businesses.

Please confirm that you received this. | will also plan to attend the hearing on July 11.

Sincerely,

Laura Chernikoff
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Felicig Selvoski

From: Marsha McClanahan <marshamccl@icloud.com>

Sent: Monday, July 1, 2019 12:16 PM

To: Felicity Selvoski

Ce: Planning

Subject: Re: Speedy Sparkle PUD Amendment, residential owner input

Re: Proposed additional sign for Speedy Sparkle Car Wash on Hecla Way.

I have just received notice of the amended proposal for a 9 foot high sign on Hecla Way adjacent to the entrance
to my neighborhood. Both the location and the size of the sign are different than I previously understood so my
previous comments can be disregarded. I am a property owner at 1459 Hecla Way.

I am against the addition of this proposed sign because it is proposed to be a lighted sign which will add
additional light to the residential neighborhood, is out of proportion and very large for its parkway location and
is out of character with the other signs for businesses nearby on Hecla Way. Additionally, it seems an
unnecessary sign in that people going along Hecla either are already going to the carwash or are entering the
neighborhood. The resident’s in North End who drive regularly along Hecla Way certainly know from all the
other Speedy Sparkle signs that the car wash is there and no additional signs are needed for them. If people are
entering on Plaza to go to and leave the shopping center, they have already seen signs for the car wash.

Marsha McClanahan
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Felicig Selvoski

From: Brady <bradymtb@gmail.com>

Sent: Monday, July 1, 2019 1:31 PM

To: Planning

Subject: Speedy Sparkle car wash-Hecla way sign

Good afternoon,

| would like to object to a new sign on Hecla way. We already have enough light pollution coming from the car wash and
gas station. This sign would directly be visible from my living room, bedroom and balcony. There are new houses
planned to be built next to the car wash, any further signage for the car wash on Hecla way would reduce the value of
our homes and future homes. A sign on S. Boulder rd seems reasonable,

Brady Henderson
{(970)222-9474
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Felicity Selvoski

From: Tim Merkel <tim@bigcompass.com>
Sent: Monday, July 1, 2019 4:21 PM

To: Planning

Subject: Speedy Sparkle Signage

Dear Louisville Planning,

Thank you for the opportunity to comment on the proposed signage associated with the Speedy Sparkle PUD
Amendment. Unfortunately I won't be able to attend the July 11th meeting. I hope my comments here will be
taken into consideration,

The proposed 6' tall monument sign on Hecla way is completely out of character for this location. A sign of this
size and this much color right next to a neighborhood disrupts the transition from commercial/retail on Plaza
Drive. The previously approved sign that is smaller and constructed out of metal is a nice balance between the
big Napa and King Soopers gas signs adjacent to Plaza.

I urge the planning commission to reject this plan and ask the developer to use the previously approved
plans.

Many thanks,

Tim Merkel

Partner, Big Compass

{
BIG COMPASS

solution

tim@bigcompass.com | bingcompass.com

M:303-591-4371 O:720 -328-1669
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“ Cityof Planning Commission
L Louisville Staff Report
COLORADO - SINCE 1878 October 10, 2019

ITEM: ZON-0219-2019, PLAT-0218-2019, & PUD-0220-2019 —
Business Center at CTC General Development Plan
Amendment G, Final Plat, and Final Planned Unit
Development

PLANNER: Lisa Ritchie, Senior Planner
OWNER: CTC Gateway, LLC
REPRESENTATIVE: Andy Johnson

DAJ Design

EXISTING ZONING: PCZD-I - Industrial
LOCATION: 1411 and 1443 S Arthur Avenue
TOTAL SITE AREA: 5.47 Acres

REQUEST: Approval of Resolution No. 17, Series 2019, a request for a
General Development Plan Amendment regarding allowed
uses and development standards, a Final Plat to consolidate
lots, and a Final Planned Unit Development for Lot 2, The
Business Center at CTC Replat E and Lot 6, Block 1, The
Business Center at CTC ks
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SUMMARY:

The owner, CTC Gateway, LLC, represented by DAJ Design, requests approval of
General Development Plan (GDP) Amendment G regarding allowed uses and
development standards, a Final Plat, and a Final Planned Unit Development (PUD) to
allow the construction of an office building and associated site improvements.

BACKGROUND:

The City approved The Business Center at CTC plat in 1998. The City has approved a
number of replats to this subdivision since the original approval, including Replat E in
2005, which replatted the western of the two subject lots. Along with the first plat in
1998, the City also approved The Business Center at CTC GDP, which established the
zoning and development standards for the properties. The GDP was amended in 1999,
The Business Center at CTC GDP Amendment A, to add additional property into the
GDP. While the GDP was subsequently amended five additional times for other
properties over the years, Amendment A is the GDP currently in effect for the subject
properties.

Currently, GDP Amendment A has different allowed uses and development standards
for the two subject lots. Recently, both lots were purchased by the applicant and the
application proposes to amend the GDP to update the allowed uses and have
consistent allowed uses and design standards on both lots.

Figure 1: The Business Center at CTC Amendment A
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The Business Center at CTC GDP Amendment G, Final Plat and Final PUD
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AREA TO BE USED ONLY FOR JFFICEZ, INDUSTRIAL,
OR RESEARCH/OFFICE AND CJRPORATE USES.

IF OFFICE —= THE LOUISVILLE COMMERCIAL
DEVELOPMENT DESIGN STANDARDS AND
GUIDELINES SHALL APFPLY AS IN EFFECT FROM
TIME TO TIME. IF INDUSTRIAL — CTC , CITY OR
OTHER APPLICABLE INDUSTRIAL GUIDELINES
SHALL APPLY AS IN EFFECT FROM TIME TO TIME.

THE FOLLOWING USES ARE USES BY SPECIAL REVIEW
AND MAY BE PERMITTED, IF AUTHORIZED THROUGH THE
CITY SPECIAL. REVIEW USE APPLICATIGN PROCESS:

RESTAURANTS, INDODOR EATING AN DRINKING ESTAE=-
LISHMENTS, OUTDOOR DINING AND GTHER FOOD SERVICE
USES INCLUDING BUT NOT LIMITED TO: DELICATESSENS,
CATERING FACILITIES, BANQUET ROOMS, MEETING
ROOMS, AND

MEDICAL AND DENTAL CLINICS AND FINANCIAL
INSTITUTIONS, AND

STUDIOS FOR PROFESSIONAL WORK OR TEACHING OF
ANY FORM OF FINE ARTS, PHOTOGRAPHY, MUSIC,
ORAMA OR DANCE.

ALL OTHER USES BY SPECIAL REVIEW SHALL BE FROHIBITED,
NO DRIVE THRU FACILITIES FOR RESTAURANT OR FINANCIAL
INSTITUTIONS SHALL BE ALLOVWED IN THIS SUB AREA.

ALL SFPECIAL REVIEW USES IN THIS SUB AREA WILL

BE REQUIRED TO MEET THE (OUISVILLE COMMERCIAL
DEVELOPMENT DESIGN STANDARDS /ND GUIDELINEE

AS MAY BE AMENDED FROM TIME T2 TIME.

AREA TO BE IMDUSTRIAL = CTC, CITY

OR OTHER APPLICABLE INDUSTRIAL GUIDELINES
SHALL APPLY, AS IN EFFECT FROM TIME TO TIME.
SPECIAL REVIEW USE APPROVAL IS REQUIRED
FOR ANY USE IDENTIEIED IN THE LOWISVILLE
MUNICIPAL CODE AS A USE BY SPECIAL REVIEW
IN THE Ci™Y'S INDUSTRIAL (1) ZONE DISTRICT
REGULATICNS, AS IN EFFECT FROM TIME TO TIME.

As shown above, the GDP in effect requires one lot to develop under the Commercial
Development Design Standards and Guidelines (CDDSG) if it develops with office uses,
and the other lot to develop under the Industrial Development Design Standards and
Guidelines (IDDSG). Allowed uses also differ on the two lots.

In 2013, the City, CTC Metro District and CTC property owners conducted a feasibility
study for a new connection from the CTC to S. 96™ St. This study recommended a new

The Business Center at CTC GDP Amendment G, Final Plat and Final PUD
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street connection between these properties and the property to the south, 305 S. Arthur.
In 2016, the City approved a PUD for the property at 305 S Arthur, which was
accompanied by a dedication of half the width for right-of-way for the recommended
connection.

Figure 2: Recommended Alternative, 2013 CTC Connectivity Study

CTC Connectivity Study -> ¥ . May 2013
Louisville, CO Alternative 2

Sley Trall LLC

(RO143111) Leg
2.23Acres end

120" Single Lane
Roundabout

New at-grade
intersection

New property access
to Arthur Ave

New Arthur Ave
Alignment
(60' ROW)

PROPOSAL:

GDP Amendment

The applicant requests approval of The Business Center at CTC GDP Amendment G on
both lots. This amendment requires that both lots develop under the CDDSG, which
generally has higher quality architectural requirements more appropriate for office and
other commercial uses. The applicant also proposes to amend the allowed uses on
both lots to allow industrial, office, and limited commercial uses on both properties. The
properties will maintain the PCZD-I zoning.

Final Plat

The applicant also requests approval of The Business Center at CTC Replat | to
consolidate the two lots into one. The plat dedicates a 30-foot wide area along the
southwestern property line for the other half of the right-of-way needed to complete a
desired road connection between the CTC and S. 96™ Street. This right-of-way
dedication together with a pervious right of way dedication on the abutting property at
305 S. Arthur provides the needed right of way for the project. A previous City study on
how to improve transit access into the CTC (the CTC Connectivity Study) concluded this
connection would be beneficial. The connection is also included in the recently adopted
Transportation Master Plan. Staff notes the construction of the right-of-way
improvements are not currently within the CIP budget and timing is unknown. Additional
engineering is needed to finalize the road design prior to its construction.

The Business Center at CTC GDP Amendment G, Final Plat and Final PUD
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Figure 3: The Business Center at CTC Replat |
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Final PUD

Finally, the applicant requests approval of a Final PUD to allow construction of a
102,000 sf office building and associated site improvements. As noted above, the
associated request for the GDP Amendment requires development on this property in
conformance with the CDDSG.

The lot fronts the north side of S. Arthur Avenue. The northern property line abuts two
parcels in unincorporated Boulder County that are developed with single-family
residences. The east and southwestern properties are developed with light industrial
uses under the IDDSG, and the northwestern property line abuts S. 96" Street.

The applicant proposes a two-story U-Shaped structure on the western portion of the
property. This orientation allows for maximization of mountain views to the west and
visibility of the project from S. 96" St. Access to the site is from two drives off S. Arthur
Ave. Parking is located on the central and eastern portions of the property, as well as in
an underground garage below the structure.

The Business Center at CTC GDP Amendment G, Final Plat and Final PUD
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The interior of the building includes 33 separate condo office units, intended for use by
independent businesses. Some spaces within the building will be shared, including
conference spaces, restrooms, a kitchen and eating spaces, patios, and underground
bicycle and vehicular parking.

There is an existing sidewalk along the Arthur Ave frontage, and the site plan includes
two pedestrian walkways into the site. Throughout the site, there are sidewalks
providing pedestrian access from the parking areas to the entrances. A large plaza
area is located near the front entrance, and each condo office has a separate private
patio.

Emergency access meets requirements, however staff notes that a fire apparatus turn-
around is proposed on the property to the north that will be secured by an easement.
The Resolution includes a condition of approval requiring this easement be recorded
prior to recordation of this PUD.

The applicant proposes high quality site amenities and design, including a reflecting
pool on the west elevation, underground bicycle storage, underground parking, carports
with green roofs, and numerous gathering spaces for occupants of the property. The
site plan accommodates drainage through a series of connected detention ponds. The
landscaping plan meets the standards in the CDDSG, including street trees along the
newly dedicated CTC Connector right-of-way. A waiver for trees is required along a
portion of the northern property line due to the Northern Colorado Water Conservancy
District (NCWCD) easement that traverses the property.

The project architecture consists of cast-in-place concrete on the first floor, and a series
of cantilevered units clad in metal with a wood finish on the second floor. Large panes
of recessed glass and patios are provided on each elevation. The applicants request
approval of a waiver for the use of these materials, which are not permitted in the
CDDSG.

The CDDSG has a maximum height allowance of 35’ for buildings, and 42’ for
mechanical enclosures. For context, the surrounding properties developed under the
IDDSG, which allows structures up to 40’ tall. The applicants request approval of a
height waiver to allow the structure to be up to 40’-6” tall. All screening for rooftop
mechanical units is accommodated through the building design of the structure, and no
additional need for screening is anticipated.

Parking on the site is accommodated through an underground garage that can
accommodate 37 vehicles, and surface parking on a series of connected parking lots
with 158 spaces, for a total of 195 spaces or 3.2 spaces/1,000 sf. The CDDSG requires
a parking ratio of 4 spaces/1,000 sf for office uses, or 241 spaces for this site. Section
17.20.080 of the Louisville Municipal Code allows City Council to reduce the number of
required parking spaces if certain factors are met. The applicants included a letter of
request with the rationale to approve a reduction in parking based on the parking needs
of the property. Staff supports this request due to the unique design and operational

The Business Center at CTC GDP Amendment G, Final Plat and Final PUD
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intent of the property and believes the occupancy will be lower than a typical office
project.

An additional waiver is requested for relief from the parking setback along the northern
property line. A portion of the parking spaces encroach up to 1’-2” for a distance of
roughly 75’. This request stems from existing grades in this area, and the need to
maintain minimum ADA slopes in the parking lot while accommodating a drive ramp into
the underground garage along with adequate width for emergency access.

Figure 4: Project Rendering, view from S. 96" Street

Figure 5: PUD Site Plan
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Figure 6: Aerial View Looking West

ANALYSIS:

GDP Amendment

The GDP Amendment is subject to Section 17.72 Planned Community Zone District
(PCZD) of the Louisville Municipal Code. Any amendments to a PCZD are subject to
the same process and requirements as the initial approval. The purpose of the planned
community zone district in Section 17.72.010 includes the following statements that
apply to this application:

The Business Center at CTC GDP Amendment G, Final Plat and Final PUD
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e The purpose of the PCZD is to encourage, preserve and improve the health,
safety and general welfare of the people of the city by encouraging the use of
contemporary land planning principles and coordinated community design.

e The PCZD is created in recognition of the economic and cultural advantages that
will accrue to the residents of an integrated, planned community development of
sufficient size to provide related areas for various housing types, retail, service
activities, recreation, schools and public facilities, and other uses of land.

Section 17.72.030 includes the following applicability statement:

e The PCZD may be applied only to such land as the city shall determine to be
suitable for such a development.

Staff finds the application meets the purpose and applicability statements in Chapter
17.72 of the Louisville Municipal Code, and finds that the GDP Amendment encourages
coordinated community design by allowing higher architectural design on both lots.
Additionally, the amendment accommodates more land uses that may now be viable
due to the possible street connection between S. Arthur Ave and S. 96" St. The GDP
Amendment provides additional economic opportunity for this area of the CTC in an
integrated and coordinated manner.

Final Plat
The Final Plat is subject to the following standards in Section 16.12.075 of the Louisville
Municipal Code.

1. Whether the plat conforms to all of the requirements of this title;
e The application for The Business Center at CTC Replat | conforms in all
respects to the requirements of Title 16 of the Louisville Municipal Code.

2. Whether approval of the plat will be consistent with the city’s comprehensive
plan, applicable zoning requirements, and other applicable federal, state and city
laws;

o Staff finds this application is consistent with the city’s recently adopted
Transportation Master Plan because it facilitates the construction of a
connection into the CTC. It also facilitates a unique development concept
in the CTC, which meets one of the city’s comprehensive plan policies for
the CTC, which is to “maintain a high quality employment center that
responds to the needs of businesses.”

3. Whether the proposed subdivision will promote the purposes set forth in section
16.04.020 of this Code and comply with the standards set forth in chapter 16.16
of this Code and this title.

e The Final Plat promotes the purposes set forth in the LMC, including the
assurance that public services are available, that character and economic

The Business Center at CTC GDP Amendment G, Final Plat and Final PUD
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stability of the city is protected, that there is safe and efficient circulation of
traffic, pedestrians and bikeways, and provides appropriate regulation of
the use of land in the city.

Planned Unit Development
The PUD is subject to the CDDSG and Section 17.28.120 of the Louisville Municipal
Code.

CDDSG: 1. Site Planning

The application complies with the standards in this section, including all minimum
setbacks and building and site orientation standards, with noted waiver for the rear
minimum parking setback. The proposal includes two new pedestrian connections to
Arthur Ave, employee and visitor gathering areas, and appropriate screening of utilities.
The proposal meets the standards for site grading and drainage in the CDDSG.

CDDSG: 2. Vehicular Circulation and Parking

The site is adjacent Arthur Ave on the south, S 96" St on the northwest, and private
property on the north, east, and south. Access is accommodated through two drive aisles
to connecting to Arthur Ave. The drive aisles can accommodate access for fire and
service needs on the property. The parking lot meets design requirements, and is broken
up into a series of connected areas. Where parking spaces abut sidewalks, additional
width is provided to accommodate vehicular overhangs. As noted in the summary above,
the applicant requests approval of a reduction of the minimum parking requirement under
Sec. 17.20.080 of the Louisville Municipal Code.

CDDSG: 3. Pedestrian and Bicycle Circulation

The applicant proposes pedestrian connections and bicycle parking consistent with the
standards of the CDDSG. The application includes interior protected bicycle storage.
The plans include pedestrian access via two new sidewalks to S. Arthur Ave and
throughout the site. The parking lot design locates parking spaces adjacent to
sidewalks in some areas, however the sidewalks in these areas are at least 7-feet wide
so that there is adequate width for car overhang.

CDDSG: 4. Architectural Design

The PUD provides for appropriate building relationships and compatibility by including
landscaping and orientation that enhances the public areas of the site. The architecture
of the building includes exceptional articulation and material variation, and properly
locates entry and service areas. While the application includes the use of metal siding
and unfinished cast-in-place concrete, it is of high quality, low maintenance and durable.
The orientation of the building maximizes views to the west and appropriately screens
service entries. The proposal includes carports and canopies with green roofs to add
additional interest and meet sustainability goals.

The Business Center at CTC GDP Amendment G, Final Plat and Final PUD
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CDDSG: 5. Landscape Design

The application complies with standards in the CDDSG for perimeter landscaping
adjacent to abutting property (with noted waiver), parking lot landscaping, and building
and loading and service area landscaping.

CDDSG: 6. Screen Walls and Fences

The application includes rock walls for site interest and privacy for the private patios. A
wrought-iron fence is included near the rear of the property to enclose a small area for
use by the property owners.

CDDSG: 7. Sign Design
The application does not address signs, and the property owner intends to submit sign
permits in compliance with the draft Sign Code pending adoption this fall.

CDDSG: 8. Exterior Site Lighting

Staff finds the application complies with the CDDSG for the lighting design. The
application includes wall mounted and pole mounted full cut-off LED light fixtures that
will reduce light glare and safely light the property.

Waiver Compliance with 17.28.110
Section 17.28.110 of the Louisville Municipal Code sets forth the PUD waiver process
and criteria. The application includes the following waiver requests:

e CDDSG 1.2.C. requirement for a 10’-0” parking setback. The application
includes a request to allow a portion of the northern parking area to locate 8’-10”
from the property line. This request stems from existing grades on the site, and
the new grading associated with the underground parking garage and the need
to maintain minimum ADA slopes in the parking lot areas. The plans include
additional landscaping interest and buffering through shrubs in this area to
mitigate the impact of the waiver request. Staff finds there is no negative impact
to the spirit and intent of the development plan criteria, and that the waiver is
warranted by the design and amenities incorporated into the development plan.

e CDDSG 4.2 requirement for a maximum building height of 35’. As noted above,
the application requests approval of a waiver to allow a maximum building height
of 40’-6”. For comparison, the surrounding properties are subject to the IDDSG,
which allows a maximum building height of 40’ and the CDDSG allows a
maximum height for mechanical enclosures of 42’. The applicant believes
building design will screen any mechanical units and no additional height will be
necessary. Staff finds there is no negative impact to the spirit and intent of the
development plan criteria, and the waiver is warranted by the design of the
building and quality of the proposal that will improve that area of the CTC.

e CDDSG 4.5.1.H prohibition on the use of painted metal and unfinished concrete.
Staff finds there is no negative impact to the spirit and intent of the development
plan criteria, and the waiver is warranted by the exceptional design of the
building. Staff notes that the CDDSG has been in place for over 22 years, and
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architectural materials once considered inappropriate have improved in quality
and design and staff finds they are acceptable.

e CDDSG 5.2.A requirement for perimeter landscaping with 1 tree for every 40 feet
of property boundary. A portion of the north property line is within the NCWCD
easement area that does not allow trees. The application includes shrubs for
buffering within this area. Staff supports this request and finds there in no
negative impact on the spirit and intent of the development plan criteria and the
waiver is warranted by the landscape design and amenities incorporated
throughout the development plan.

Compliance with 17.28.120

Section 17.28.120 of the Louisville Municipal Code lists 28 criteria for PUDs that must
be satisfied or found not applicable in order to approve a PUD. Analysis and staff’s
recommended finding of each criterion is provided in the attached appendix.

STAFF RECOMMENDATION:

Staff recommends approval of Resolution 17, Series 2019 recommending approval of a
General Development Plan amendment, a Final Plat and a Final Planned Unit
Development, with the following condition:

1. Prior to the recordation of the PUD, the applicant shall record an easement
allowing emergency access onto the property to the north.

ATTACHMENTS:

Resolution No.17, Series 2019

Application Materials

The Business Center at CTC GDP Amendment G
The Business Center at CTC GDP A

Final Plat

Final Planned Unit Development

Parking reduction request

Applicant exhibits

N~ WNE
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APPENDIX: PUD Criteria Analysis — The Business Center at CTC Replat | PUD

Criteria 17.28.120 (A) Finding Narrative
1. An appropriate relationship to The use is appropriate for the area
the surrounding area. and permitted in the PCZD-I zone
Compliant district. The site and building
design are compatible with other
surrounding properties.
2. Circulation in terms of the
internal street circulation system, The application provides for
designed for the type of traffic adequate and safe internal
generated, safety, separation from circulation. The City’s engineering
living areas, convenience, access, | Compliant division and Fire District have
and noise and exhaust control. reviewed the parking circulation
Proper circulation in parking areas and driveway locations and have
in terms of safety, convenience, not objections to the proposal.
separation and screening.
3. Consideration and provision for | Not The property is zoned PCZD-I.
low and moderate-income housing | applicable Residential uses are not allowed.
4. Functional open space in terms
of optimum preservation of natural
features, including trees and Compliant, The PUD complies with landscape
drainage areas, recreation, views, | with waiver | requirements in the CDDSG.
density relief and convenience of
function
5. Variety In terms o_f_housmg Not The property is zoned PCZD-I.
types, densities, facilities and . . .
applicable Residential uses are not allowed.
open space
6. Privacy in terms of the needs of The PUD complies with site
individuals, families and neighbors . planning provisions in the CDDSG,
Compliant . . .
assuring appropriate privacy of
neighboring properties.
7. Pedestrian and bicycle traffic in The PUD complies with pedestrian
terms of safety, separation, and bicycle requirements in the
convenience, access points of CDDSG, ensuring adequate
destination and attractiveness Compliant pedestrian and bicycle access.
There are direct sidewalk
connections provided between the
building and adjacent public street.
8. Building types in terms of The building is 40’-6’ tall and while
appropriateness to density, site it requires a waiver from the
relationship and bulk Compliant, CDDSG standards, the application
with waiver | is compatible with surrounding
development and appropriate for
the CTC.
9. Building design in terms of Compliant, The PUD complies with the
orientation, spacing, materials, with waiver | architectural design and site
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color, texture, storage, signs and
lighting

planning requirements in the
CDDSG. The design incorporates
adequate articulation, building
materials and site configuration.

10. Landscaping of total site in
terms of purpose, such as

The PUD complies with landscape
requirements in the CDDSG

adequate design and study
approved specifically by the city.

screening, ornamental types used, | Compliant, . :
. : . . . ensuring adequate screening and
and materials used, if any; and with waiver . )
. o compatible landscaping for the
maintenance, suitability and effect
) CTC.
on the neighborhood
11. Compliance with all applicable
developmgnt design standqrds The PUD complies with all
and guidelines and all applicable . , .
. . Compliant applicable development design
regulations pertaining to matters o
. e standards and guidelines.
of state interest, as specified
in_chapter 17.32
12. None of the standards for .
. e - Not The property was annexed in
annexation specified in_chapter aoplicable 1976
16.32 have been violated P '
13. Services including utilities, fire
and pollce_ protection, _and other The Public Works Department and
such services are available or can . o . o )
i Compliant Louisville Fire District reviewed the
be made available to adequately ) ;
o PUD and meets their requirements.
serve the development specified
in the final development plan
Criteria 17.28.120 (B) Finding Narrative
1. Development shall be in
accordance with the adopted The PUD complies with the
elements of the comprehensive adopted elements of the
development plan of the city, and Compliant comprehensive plan, and the
in accordance with any adopted adopted development design
development design standards and standards and guidelines.
guidelines.
2. No structures in a planned unit
development shall encroach upon : .
. . ) The property is not located in a
the floodplain. Existing bodies of !
C . floodplain, nor are there any
water and existing stream courses | Compliant o . )
: existing bodies of water in the
shall not be channelized or altered
. ) area.
in a planned unit development
plan.
3. No occupied structure shall be
located on ground showing severe : :
) . : . There is no known subsidence on
subsidence potential without Compliant

the property.
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4. The proposal should utilize and
preserve existing vegetation, land
forms, waterways, and historical
or archeological sites in the best
manner possible. Steep slopes
and important natural drainage

The PUD is appropriate for the
context of the existing conditions of
the property. The site is relatively

system such that allows access to
adjacent parcels as well as to
parks, open space or recreation

systems shall not be disrupted. Compliant NN
. flat and is within a developed
How the proposal meets this . . .
L E i ) industrial park and not adjacent to
provision, including an inventory of .
L o any preservation areas.
how existing vegetation is
included in the proposal, shall be
set forth on the landscape plan
submitted to the city.
5. Visual relief and variety of
visual sitings shall be located
within a development in the overall The PUD complies with site
site plan. Such relief shall be planning requirements in the
accomplished by building Compliant CDDSG, ensuring proper building
placements, shortened or placement, vistas and access to
interrupted street vistas, visual open space.
access to open space and other
methods of design.
6. Open space within the project
shall be located in such a manner
as to facilitate pedestrian use and Compliant The PUD complies with
to create an area that is usable P requirements in the CDDSG.
and accessible to residents of
surrounding developments.
7. Street design should minimize
through traffic passing residential
units. Suggested standards with
respect to paving W|dth§, housing The PUD complies with
setbacks and landscaping are set . .
) : requirements in the CDDSG,
forth in public works standards of , . :
. . Compliant ensuring properly designed
the city and applicable A . .
) landscaping adjacent to public
development design standards
o streets.
and guidelines. The system of
streets, including parking lots,
shall aid the order and aesthetic
quality of the development.
8. There shall exist an internal
pedestrian circulation system The PUD complies with bicycle and
separate from the vehicular : pedestrian requirements in the
Compliant

CDDSG, ensuring adequate
pedestrian and bicycle access.

The Business Center at CTC GDP Amendment G, Final Plat and Final PUD
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facilities within the development.
Pedestrian links to trail systems of
the city shall be provided.

9. The project and development
should attempt to incorporate

The PUD proposes appropriate
use of water. The internal areas of

promote harmonious transitions
and scale in character in areas of
different planned uses, and shall
contribute to a mix of styles within
the city.

features which reduce the demand Compliant the lot include native seed mix for
for water usage. the landscape areas.
10. Landscape. plans shall attempt The PUD complies with landscape
to reduce heating and cooling . .
S requirements in the CDDSG,
demands of buildings through the - . :
: . providing for shading of parking
selection and placement of Compliant . .
) ) and pedestrian areas, and includes
landscape materials, paving,
) a green roof on the carport and
vegetation, earth forms, walls, :
) canopies.
fences, or other materials.
11. Proposed developments shall
be buffered from collector and
may be accomplished by eartper The PUD complies with the
y pil y requirements of the CDDSG and
berms, landscaping, leafing : . .
: Compliant includes adequate landscaping
patterns, and other materials. ) .
. L . and buffering from adjacent
Entrance islands defining traffic
: : streets.
patterns along with landscaping
shall be incorporated into
entrances to developments.
12. There shall be encouraged the
siting Of. lot arrangement, bqlldlng The PUD provides unshaded roof
orientation and roof orientation in :
: Compliant structures so that solar energy may
developments so as to obtain the - )
. be utilized in the future.
maximum use of solar energy for
heating.
13. The overall PUD shall provide | Not o
. . . Housing is not proposed.
a variety of housing types. applicable
14. Neighborhoods within a PUD
: . Not o
shall provide a range of housing . Housing is not proposed.
size applicable
15. Architectural design of
buildings shall be compatible in
d_e3|gn with t_he contours of th? The PUD proposes architecture
site, compatible with surrounding hat | ivle in desi ith
designs and neighborhoods, shall . that is compatible in design wit
’ Compliant the contours of the site, with

surrounding designs and
neighborhoods.

The Business Center at CTC GDP Amendment G,
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RESOLUTION NO. 17
SERIES 2019

A RESOLUTION RECOMMENDING APPROVAL OF A REQUEST FOR AN
AMENDMENT TO THE BUSINESS CENTER AT CTC GENERAL DEVELOPMENT
PLAN REGARDING THE ALLOWED USES AND DEVELOPMENT STANDARDS, A

FINAL PLAT TO CONSOLIDATE LOTS, AND A FINAL PLANNED UNIT
DEVELOPMENT FOR LOT 2, THE BUSINESS CENTER AT CTC REPLAT E AND
LOT 6, BLOCK 1, THE BUSINESS CENTER AT CTC, LOCATED AT 1411 AND 1443
S. ARTHUR AVENUE

WHEREAS, there has been submitted to the Louisville Planning Commission an
application for an amendment to The Business Center at CTC General Development Plan
regarding the allowed uses and development standards, a Final Plat to consolidate lots,
and a Final Planned Unit Development to allow construction of an office building and
associated site improvements.

WHEREAS, City staff has reviewed the information submitted and found that the
application complies with the Louisville subdivision and zoning regulations and other
applicable sections of the Louisville Municipal Code; and

WHEREAS, the Planning Commission has considered the application at a duly
noticed public hearing on October 10, 2019, where evidence and testimony were entered
into the record, including the findings in the Louisville Planning Commission staff report
dated October 10, 2019 ; and

NOW THEREFORE, BE IT RESOLVED that the Planning Commission of the City of
Louisville, Colorado does hereby recommend approval of a request for an amendment
to The Business Center at CTC General Development Plan regarding the allowed uses
and development standards, a Final Plat to consolidate lots, and a Final Planned Unit
Development to allow construction of an office building and associated site
improvements, with the following condition:

1. Prior to recordation of the Planned Unit Development, the applicant shall record
an easement on the property to the north securing emergency access.

PASSED AND ADOPTED this 10" day of October, 2019.

By:

Steve Brauneis, Chairperson
Planning Commission
Attest:
Debra Williams, Secretary
Planning Commission
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922A MAIN STREET
LOUISVILLE, CO 80027
T (3083) 5627-1100
INFO@DAJDESIGN.COM
WWW.DAJDESIGN.COM

DAJDESIGN

ARCHITECTURE+INTERIORS

June 6, 2019

Lisa Ritchie

City of Louisville

Planning & Building Safety
749 Main Street

Louisville, CO 80027

RE: Final PUD, GDP Amendment, Minor Subdivision for 1411 & 1443 S.
Arthur

Dear Ms. Ritchie,

CTC Gateway LLC is seeking approval to build a 100,013 sf, two-story office
building with a subterranean basement level at the referenced address in Colorado
Technology Center. The intent for the building is to house 32 individual executive
office condominiums that would be sold individually to separate companies. The
building amenities include a lobby area, fitness area, wine bar, 14,165 sf
subterranean parking garage, and landscaped property that includes patios and
common courtyard. All common building amenities are intended for building
occupant use only — no public access.

The ground floor will contain office condominiums, lobby, and wine bar. The
second floor will contain office condominiums and fitness area. All second floor
office condominiums have outdoor balconies of varying sizes. The subterranean
basement will contain 34 indoor parking spaces (32 standard spaces and 2
accessible spaces) with secured entry, 1000 sf of secure bike parking (20-40
spaces planned). An oversized elevator is planned to provide access to bike
parking, and to facilitate moving furniture in and out of the building. There is a
main entry off the courtyard that accesses the building’s lobby area, and there is a
secondary entry at the southeast corner of the building adjacent to the outdoor
covered parking.

The building is oriented to take advantage of the immediate and distant
surrounding views, and has a unique building footprint and shape with significant
surface articulation to promote a high degree of architectural interest. Materials
being used on the building include: exposed, natural gray concrete with panel-form
pattern, wood-grained aluminum plank siding (to authentically mimic wood siding),
clear glass windows and doors, clear glass railings, and a minimal use of pre-
finished flat metal panels for accents. Building heights range from 37°-6” at the
lowest point above grade and 43’-6” at the maximum point above grade for an
average height of 40’-6”. The CDDSG requires a maximum height of 35’-0” and
42’-0” to the top of mechanical screening. We are requesting a waiver through the
PUD process to allow a 40’-6” high building.

Green roofs are planned for the covered entry to the parking garage and for the
southeast covered parking spaces. Building setbacks, easements, site coverage,
water quality control, and grading are being maintained per the CDDSG guidelines
and standards.

PAGE -1
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922A MAIN STREET
LOUISVILLE, CO 80027
T (3083) 5627-1100
INFO@DAJDESIGN.COM
WWW.DAJDESIGN.COM

DAJDESIGN

ARCHITECTURE+INTERIORS

Parking for the property is split between a subterranean parking garage, as
mentioned above, and 150 outdoor, surface parking spaces for a total of 184
parking spaces. The CDDSG requires a parking ratio of 4:1000. The building area
used for the parking calculations is 58,079 sf after exclusions were removed, which
yields 232 required parking spaces. We are requesting a waiver through the PUD
process to reduce the required parking by 48 spaces for a total of 184 planned
parking spaces for a ratio of 3.17:1000. Bicycle and pedestrian circulation meet
the intent of the CDDSG.

The landscape design exceeds the CDDSG guidelines and standards.
Please contact me if you have any questions.

Regards,

Andy Johnson, AlIA

PAGE -2
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LAND USE APPLICATION

CASE NO.

APPLICANT INFORMATION

Firm: DAJ DESIGN, INC.
Contact: ANDY JOHNSON

Address: 922A MAIN STREET
LOUISVILLE, CO 80027

Mailing Address: (SAME)

Telephone: 303-527-1100
Fax: NA

Email: ANDY@DAJDESIGN.COM

OWNER INFORMATION
Firm: CTC GATEWAY LLC

Contact: JASON COLLIER
Address: 13907 BARBOUR STREET

BROOMFIELD, CO 80023
Mailing Address: (SAME)

Telephone: 720-308-6971

Fax: NA
Email: JASON.COLLIER@COLLIERHMG.COM

TYPE (S) OF APPLICATION

0O Annexation

X Zoning

O Preliminary Subdivision Plat

O Final Subdivision Plat

&l Minor Subdivision Plat

O Preliminary Planned Unit Development
(PUD)

® Final PUD

0O Amended PUD

O Administrative PUD Amendment

O Special Review Use (SRU)

O SRU Amendment

O SRU Administrative Review

QO Temporary Use Permit:

O CMRS Facility:

O Other: (easement / right-of-way; floodplain;

variance; vested right; 1041 permit; oil / gas

production permit)

REPRESENTATIVE INFORMATION
Firm: _DAJ DESIGN, INC.
Contact: ANDY JOHNSON

Address: 922A MAIN STREET
LOUISVILLE, CO 80027

Mailing Address: (SAME)

Telephone: 303-527-1100
Fax: NA

Email;: ANDY@DAJDESIGN.COM

PROJECT INFORMATION

Summary: FINAL PUD, MINOR SUBDIVISION PLAT,
AND GENERAL DEVELOPMENT PLAN
AMENDMENT FOR A NEW TWO-STORY, 97,894
SQ. FT. COMMERCIAL OFFICE BUILDING WITH
UNDER GROUND PARKING.

Current zoning: PCDZ-|I Proposed zoning: PCDZ-|

N T

PROPERTY INFORMATION
Common Address: 1411 & 1443 S. ARTHUR CT.

Legal Description: Lot LOT 2 & 6 Blk 1
Subdivision THE BUSINESS CENTER AT CTC

Area: 251,007 Sq. Ft.

Applican

Print: ANDYJO%

Owner: / /

Print: JASON Ct COLLIER m

Representativg:
Print: ANDY JOHNSON

CITY STAFF USE ONLY
O Fee paid:
QO Check number:
0O Date Received:




THE BUSINESS CENTER AT C.T.C.

GENERAL DEVELOPMENT PLAN AMENDMENT G
LOT 2, THE BUSINESS CENTER AT CTC REPLAT E & LOT 6, BLOCK 1, THE BUSINESS CENTER AT CTC

1411 S. ARTHUR AVE.

9224 MAIN STREET
LOUISVILLE, CO 80027

P. 303.527.1100
INFO@DAJDESIGN.COM

OWNERSHIP SIGNATURE BLOCK:
BY SIGNING THIS GDP, THE OWNER ACKNOWLEDGES AND ACCEPTS ALL THE REQUIREMENTS AND INTENT SET
FORTH IN THIS GDP.
WITNESS MY / OUR HAND(S) SEAL(S) THIS DAY OF ¥
OWNER NAME AND SIGNATURE
(NOTARY SEAL)
NOTARY NAME
NOTARY SIGNATURE

MY COMMISSION EXPIRES

CITY COUNCIL CERTIFICATE:
APPROVED THIS DAY OF .20

BY THE CITY COUNCIL OF THE CITY OF LOUISVILLE, COLORADO.

BY
MAYOR
BY
CITY CLERK
ORDINANCE NO, , SERIES

CLERK AND RECORDER CERTIFICATE:

(COUNTY OF BOULDER, STATE OF COLORADO)

IHEREBY CERTIFY THAT THIS INSTRUMENT WAS FILED IN MY OFFICE AT O'CLOCK M.
THIS DAY OF .20
/AND IS RECORDED IN PLAN FILE , FEE PAID, FILM
NO. RECEPTION
BY

CLERK & RECORDER
BY

DEPUTY

PLANNING COMMISSION CERTIFICATE:

APPROVED THIS DAY OF L0
BY THE PLANNING COMMISSION OF THE CITY OF LOUISVILLE, COLORADO.
RESOLUTIONNO.

SERIES

NORTHWEST § OF SECTION 16, TOWNSHIP 1 SOUTH, RANGE 69 WEST, 6TH PRINCIPAL MERIDIAN,
CITY OF LOUISVILLE, COUNTY OF BOULDER, STATE OF COLORADO

THE PURPOSE OF THIS GOP ANENDNENT IS TO REVISE THE ALLOWED
USES AND DEVELOPMENT STANDARDS ON LOT 1, BLOCK &, THE BUSINESS
CENTER AT CTC TO ALIGN WITH THE USES AND DEVELOPVENT
STANDARDS ON LOT 2.BLOCK 1. THE BUSINESS CENTER AT CTC.

REPLAT E SO THAT THE TWO LOTS MAY DEVELOP UNDER ONE PLANNED.
UNIT DEVELOPHENT.

DOWNTOWN
LOUISVILLE

ENPRERD

COMMUNITY PARK

ARTHUR AVE

TAYLORAVE

CHERRY ST

VICINITY MAP (N.T.S.)

UNPLATTED
CITY OF LOUISVILLE

UNPLATTED
CITY OF
LOUISVILLE

UNPLATTED
9710 EMPIRE ROAD

N

UNPLATTED
9750 EMPIRE ROAD

30' WATER PIPELINE EASEMENT

OUTLOT D
THE BUSINESS
CENTERAT CTC

THE BUSINESS CENTER
AT CTC REPLAT G

LOT 2

LAND USE SUMMARY

PROPERTY SUBJECT TO THIS GENERAL DEVELOPMENT PLAN
LOT 2, THE BUSINESS CENTER AT CTC REPLATE
LOT6, BLOCK 1, THE BUSINESS CENTER AT CTC

Lor2 Lors

PCZDISUBJECTTO | POZDI SUBJECTTO
PRESENT Z0NNG: THE BUSIESS CENTER | THE BUSINESS CENTER

AMENDENT A ANENDVENT A

PLARNED COMNUNITY | PLANNED COMMUNITY

PROPOSEDZONNG: | 70N DISTRICT (PCZD) | ZONE DISTRICT (PC2D)
LoTsizE 357 ACRES 219 AGRES
TOTAL AREA 576 ACRES

THE BUSINESS CENTER

AT CTC REPLATE
LOT 1,

\ SUBJECT TO GDP

\ AMENDEMENT A

\" THE BUSINESS

\\ CENTER AT CTC
| BLOCK1,L0T3
\

\
\

\ THE BUSINESS

TERPIPELIN

»
2
=
(A
o
z
m

CENTER AT CTC
\ BLOCK 1,LOT 2

L1

i

THE MOUNTAIN VIEW
CENTER CONDOS
AMENDED
PCZD-I

S. ARTHUR AVE.

THE BUSINESS CENTER

AT CTC REPLAT A
BLOCK7,LOT 3

THE BUSINESS CENTER
AT CTC REPLAT A

BLOCK7,LOT 2

THE BUSINESS CENTER
AT CTC REPLAT A
BLOCK 7,LOT 4

EN 3043d’S

AREATO BE COMNERCIAL - CTC, GTY, OR OTHER APPLICABLE
(COMNERCIAL GUIDELINES SHALL APPLY, AS IN EFFECT FROM TIE TO
TIIE. SPECIAL REVIEW USE APPROVAL IS REQUIRED FOR ANY USE
IDENTIFIED IN THE LOUISVILLE MUNICIPAL CODE AS A USE BY SPECIAL
REVEW INTHE CITY'S INDUSTRIAL () ZONE DISTRICT REGULATIONS, AS IN
EFFECT FROMI TIME TO TIE. NOTE: AUTONOBILE SERVICE STATIONS ARE
PROHEBITED

"THE DEVELOPVENT IN THIS GDP AMENDVENT SHALL BE SUBJECT TO THE.

‘COMNERCIAL DEVELOPHENT DESIGN STANDARDS AND GUIDELINES

THE FOLLOWING USES ARE PERMITTED, AS REFERRED TOIN

SEC. 17.12.00 OF THE LOUISVILLE MUNICIPAL CODE:

24 PERSONAL SERVICES, INCLUDING BUT NOT LINITED TO

BARBERSHOPS AND BEALTY SHOPS, DRY-CLEANNG
‘OUTLETS, SELF-SERVICE LAUNDRIES, SHOE REPAIR SHOPS
AND SIVILAR ACTIVITEES OR A FAGLITY OPERATED BY AN
ACCREDITED MASSAGE THERAPIST FOR THE PURPOSE OF
ASSAGE THERAPY AS DEFINED IN SECTION § 16010 ARE
PERMITTED FOR UP TO 20% OF THE GROS

REQURES APPROVAL OF A SPECIAL REVIEW USE

ESTABLISHNENTS FOR RETAING OF CONVENIENCE GOODS,
INCLUDING BUT NOT LIMITED TO VARIETY STORES,

FORUP T0.20% OF THE GROSS BUILDING AREA. ANY NORE
THAN 20% OF THE GROSS BULDING AREA REQURES
APPROVAL OF A SPECIAL REVIEW USE

29, VEDICAL AND DENTAL CLINICS, PROFESSIONAL AND
BUSINESS OFFICES, FINANCIAL INSTITUTIONS, SHALL ANIMAL
auNics

2. VEDICAL MARIJUANAINFUSED PRODUCTS NANUFACTURER

2 MEDICAL MARLUANA TESTING FACILITY

31 INDOOR EATING AND DRINKING ESTABLISHVENTS, OUTDOOR
EATING AND DRINKING ESTABLISHWENTS AND OUTDOOR
LES OF RETAL GOODS, FOR BUILDING OCCUPANTS OMLY.
4. GENERAL RESEARCH FACLITES
44 FACILITIES FOR THE MANUFACTURING, FABRICATION,
PROCESSING, OR ASSENBLY OF PRODUCTS; PROVIDED THAT
SUCH FACILIIES ARE COMPLETELY ENCLOSED AND
PROVIDED THAT NO EFFECTS FROM NOISE, SMOKE, GLARE.
VIBRATION, FUES OR OTHER ENVIRONMENTAL FACTORS.
ARE NEASURABLE AT THE PROPERTY LINE
525 RETAL MARWUANA PRODUCTS MANUFACTURNG FACLITY
520 RETAL MARUUANA TESTING FACILITY

59 HEALTH OR ATHLETIC CLUBS, SPAS, DANCE STUDIOS,
FITNESS STUDIOS

THE FOLLOWING USES ARE PERMITTED BY SPECIAL REVIEN:

9. PUBLIC AND PRIVATE SCHOOLS (OTHER THAN TEMSS 10, 11
AND 12FROM SEC. 17,1230}, STUDIOS FOR PROFESSIONAL
WORK OR TEACHING OF ANY FORM OF FINE ARTS,
PHOTOGRAPHY, MUSIC, DRAVA, BUT NOT INCLUDING A
‘COMMERCIAL GYMNASIUM

12 VOCATIONAL AND BUSINESS SCHOOLS
INDOOR EATING AND DRINKING ESTABLISHENTS, OUTDOOR
EATING AND DRINKING ESTABLISHWENTS AND OUTDOOR
SALES OF RETAIL GOODS, FOR THE PUBLIC

LEGEND

STE

EXISTING PC2D:

NEWPC2D:




EINAL PLAT SHEET 1 OF 1
—_—— - —_—— — —

[ ) THE BUSINESS CENTER AT C.T.C., REPLAT I

p— |
: | A REPLAT OF LOT 2, THE BUSINESS CENTER AT C.T.C., REPLAT E AND LOT 6, BLOCK 1, THE BUSINESS CENTER AT C.T.C. NOTES
| T | A SUBDIVISION OF A PART OF THE NW1/4 OF SECTION 16, T1S, R6SW OF THE 6TH P.M., ' E‘EE::"ES g‘iﬁ%ﬁ:%é&iﬁ:f:%;ﬁégi&é ASSUMETION. TuaT THE NoRT
| | CITY OF LOUISVILLE, COUNTY OF BOULDER, STATE OF COLORADO. 2 FOUD 5 REBAR WTH 2 INCH ALUNINUM OAP WARKED "CVILARTS L 24505° FLUH
| AREA = 5.762 ACRES, MORE OR LESS. w/ GRDA::;I; LEVEL WHERE NOTED “FND". DID NOT FIND OR SET A MONUMENT WHERE
" SscioRed Uiy e CUARAIEE CoupAvy COMTHENT 1o, Aszco7osss-.
| LR = | A EFFECTE DATE MAY 8, Z016. N0 ADDIIONAL RESEAROH WhS COMPLETED
! % : (BEBCATD BY SEPARATE Socy LEGAL DESCRIPTON IS ACCORDING TO THE TTLE COMMITMENT, EXCEPT “THE" WAS
| 4 £y i1 oy oF ouswuLe e C-E-W-NW1/256 COR. SEC 16 ADDED TO THE NAME OF THE SUBDIISION "THE BUSIESS CENTER AT C.1.C."
3 » FOUND #4 REBAR W,
| & | .. C—W-NWI/64 COR. SEC 16 WRD 4 zhsent ot Woove . I 4 FIELD WORK WAS CONPLETED ON APRIL 17, 2018,
3 ¥ N67'09'31"E T1S, R6OW, 6TH. PM. COND DL g 5. LINEAR DINENSIONS SHOWN ON THS NAP ARE U.S. SURVEY FEET.
| | 150.94' ) NOT FOUND G SET. e i | (sa51s, 0F BEARNO)
\ vONTY yee ) mw‘c’nﬁ’*‘ o2 e | @ N89'13'21"E 522.6229435
auton s ] -
N FOUTS 6 FEOAR — | NeSTI2VE | 12877 S — Ry Lo cxm 227,79 AT il F 8
o Len ers e B NG ) B B i
DEDICATION PLS 24305 FLUSH SEE DETAIL "X smoryny s —— — FOONG o T W/
KNOM ALL MEN BY THESE PRESENTS, THAT THE UNDERSIGNED, cTe W/GROUND LEVEL. ot oom R - MKD LS 2
GATEWAY LG, A COLORADO LIMITED LIABLITY' COMPANY FOUND #6 REBAR 4 FLUSH W/GROUND LEVEL.
CoLLER, BENG THE oW T o o LOCATED W W/l o P > FOUND #4 REBAR W/YPC
NW /s O SECTON us. ns. " o OITY_OF MKD “CIVIL ARTS-DRE: o P2 KD LS 28258
LOUSVLE, SOy OF ‘aliber, STATE of GoLORADO, AND. FENG s e Rk 0.2 ABDVE GROUND LEVEL.
UORE PARMGULARLY LSCRIBED AG FoLLOWS

W/GROUND LEVEL.

PARCEL A:
Lot

BUSINESS CENTER AT C.T.C. REPLAT E, COUNTY OF
BRULBR, STATE OF GOLORADG,

BLOCK 1, THE BUSINESS CENTER AT C.T.
BOULDER, STATE OF COLORADD,

AREA=251,014 SQUARE FEET (5.763 AGRES), MORE OR LESS.

HAVE LAID OUT, SUBDIVIDED AND PLATTED THE SAME INTO A LOT AS
HEREON UNDER THE NAME AND STYLE OF "THE BUSINESS

208,262 5
(5.469 ACRESH)

337.28

ELANNING COMMISSION CERTIFICATE
APPROVED THIS ___ DA 20, BY THE PLANNING GOMMISSION
SFTE G OF TOUISILE! COTORABS

RESOLUTION NO. SERIES

s\t

ITY_COUNCIL CERTIFICATE

FOUND #6 REBAR
W/2-1/2" ALUM. CAP
MKD "GIVIL_ARTS—DREXEL
PLS 24305" FLUSH
W/CROUND LEVEL

Lor UNE heResy APPROVED THS 20__ 8 THE aTY couNolL oF e
“-/EUWNMED CITY coune!

T OF LOUISLTE, GoLORAD

RESOLUTION NO. SERIES

Sros WE

VAYOR'S SIGNATURE

FOUND #5 REBAR

GITY GLERK SIGNATURE

SHALL NOT BECONE THE PROPERTY OF

FOUND 45 REBAR
e G o LaUsVLLE. caLoRabo.

19 oRaNAGE
VT EST
(e, Twz7ese)

OWNER: CTC GATEWAY LLC, A COLORADD LIMITED LIABILITY COMPANY N85'57'477w
B

OF CTC GATEWAY LLC, A COLORADD ) ) R B}

SESST4TE 33539

s
LUMITED LIABILITY COMPANY

10 DRANAGE
OWNER: JUSTN COLLER

VT -—
(e zreoe)
T0STN GOLLIER — 3
ACKNOWLEDGEMENTS — NOTICE
ACCORDING T0 COLORADO LAW YOU USL COMMENCE ANY LEGAL ACTION BASED UPON
STATE OF COLORADO ) ANl DEFECT IN TS, SURVEY WIHN. THREE VEARS AFTER Yo FIRST DISGOVERED Sl
CONTY oF BOULDER ) DEFEGT. N NO_EVENT ACTION BASED UPDN_ANY DEFEGT IN THIS SURVEY BE
THE FOREGONG INSTRUMENT WAS ACKNOWLEDGED BEFORE ME THIS SopGuoe MoRe il Vet e e S o i ke o
DAY OF 2
By 45 SURVEYOR'S CERTIFICATE
OF GTC GATEWAY LG, A GOLORADD LWITED LIABILTY GOMPANY
1 PEIER . STEGER, 4 DULY REGISTENED LAD SURIEIOR IN IHE STATE OF GOLORADO.
WITNESS MY HAND AND OFFICIAL SEAL T THIS MAP REFLECTS
iy RESPONSIBLE. CHARGE N ACCORDANGE. WY APPLICABLE  STANDARDS. OF PRACTICE:
AND IS TRUE AND CORRECT TO THE BEST OF NY KNOWLEDGE, INFORMATION, AND BELIEF.
-~ THS GERTIFICATION IS NOT A GUARANTY OR WARRANTY, EITHER EXPRESSED OR INFLIED.
FGTARY PUBLIC
MY COMNISSION EXPIRES
STATE OF COLORADO )
s
COUNTY OF BOULDER )
THE FOREGONG INSTRUNENT WAS ACKNOWLEDGED BEFORE ME THIS R SRR
2 DAY OF 2 GOLORAD FEGISTERED) PAGFESSIONAL
=
2| ev wsm cower oAt AUGUST 30, 2619
i
S| WITNESS MY HAND AND OFFICIAL SEAL
g
b DATE OF PREPARATION. LERK_AND RECORDER'S CERTIFICATE
& | oy poEne
2 &b W comission expires LEGEND JUNE 12, 2018 STATE OF COLORADO ;
g8 — ss
.8 AW ALUMINOM DATE OF REVISION COUNTY OF BOULDER )
o 0 ook
S LINE TABLE AUGUST 30, 2019 | HEREBY CERT\FY THAT THIS INSTRUMENT WAS F\LED IN MY OFFICE AT 0'CLOCK
e ——— = oo GOLORADO SURVETOR is __AND IS REGORDED AT
fS5 -~ UNE # [ DIRECTION | LENGTH SURVEYOR B A —
S Lot cor C—W-NW1/64 COR\ ESMT EASEMENT FEES PAD $.
=8 FOUND #4 REBAR W/YPC U | Nesn32i’E | 22.00 MKD MARKED CMLARTS, INC.
ES 4 REBAR W/YRC SEC 16 TS, RE9W, 1300 KasaS aveNuE, SUITe 2-
N . . PM. 2 [ssormarw]| 2.0 7o FAGE LONGNONT, CO' 505
L 0.2 ABOVE GROUND LEVEL. NOT FOUNG OR SET. 303-662-1131 LERK & RECORDER
8 | | 5 [vooovooe | som f WoRE OR 655 IRCHRD, stecen, pLs
22 [ L+ | weovoooe | 30.00 ReC RECEPTION 0.
B | Es SQUARE FEET
==
- e YELLOW PLASTIC GAP ENGINEERING £ 1500 Karsas e, Sute 2
&1 —1  |PROPERTY CORNER PLANNING Longmont, CO 80501
§ SURVEYNG ¢ PatsR21131
5 civiL Fe
T




THE BUSINESS CENTER AT C.T.C.

REPLAT |
1411 S. ARTHUR AVENUE
FINAL PLANNED UNIT DEVELOPMENT

DAJDESIGN

9224 MAIN STREET
LOUISVILLE, CO 80027

. 303.527.1100
INFO@DAJDESIGN.COM

OWNERSHIP SIGNATURE BLOCK:
BY SIGNING THIS PUD, THE OWNER ACKNOWLEDGES AND ACCEPTS ALL THE REQUIREMENTS AND INTENT SET
FORTH IN THIS PUD.
WITNESS MY / OUR HAND(S) SEAL(S) THIS DAY OF ¥
OWNER NAME AND SIGNATURE
(NOTARY SEAL)
NOTARY NAME
NOTARY SIGNATURE

MY COMMISSION EXPIRES

CITY COUNCIL CERTIFICATE:
APPROVED THIS DAY OF 20

BY THE CITY COUNCIL OF THE CITY OF LOUISVILLE, COLORADO.

BY
MAYOR
BY
CITY CLERK
RESOLUTION NO. | SERIES

CLERK AND RECORDER CERTIFICATE:

(COUNTY OF BOULDER, STATE OF COLORADO)
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THIS DAY OF .20
/AND IS RECORDED IN PLAN FILE , FEE PAID, FILM
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BY

CLERK & RECORDER
BY

DEPUTY

PLANNING COMMISSION CERTIFICATE:

APPROVED THIS DAY OF L0
BY THE PLANNING COMMISSION OF THE CITY OF LOUISVILLE, COLORADO.
RESOLUTIONNO.

SERIES

DOWNTOWN
LOUISVILLE

ENPRERD

COMMUNITY PARK

ARTHUR AVE

TAYLORAVE

CHERRY ST

VICINITY MAP (N.T.S.)

NORTHWEST § OF SECTION 16, TOWNSHIP 1 SOUTH, RANGE 69 WEST, 6TH PRINCIPAL MERIDIAN,
CITY OF LOUISVILLE, COUNTY OF BOULDER, STATE OF COLORADO

PROJECT DESCRIPTION:

OFFICE CONDOMINIUMS

WAIVER REQUESTS:

g

w

>

. CDDSG STANDARDS SECTION 1.2 C FOR 8-10" INTERNAL / COMMON PROPERTY

BOUNDARY PARKING SETBACK AT THE NORTH BOUNDARY

CDDSG STANDARDS SECTION 4.2 FOR 40-6" MAXIMUM AVERAGE BUILDING
HEIGHT

CDDSG STANDARDS SECTION 4.5.1 H FOR PAINTED METAL & PLAIN UNFINISHED
CONCRETE AS ACCEPTABLE MATERIALS

CDDSG STANDARDS SECTION 5.2 A FOR NO TREES IN THE NORTHERN
COLORADO WATER CONSERVANCY DISTRICT EASEMENT AREA

GENERAL NOTES:

~

w

THE CITY OF LOUISVILLE IS NOT RESPONSIBLE FOR DAMAGE TO OR REPAIR OF
MONUMENT SIGNS, PAVEMENT SURFACES, OR LANDSCAPING CAUSED DURING
REPAIR OR MAINTENANCE OF UTILITIES LOCATED WITHIN PUBLIC UTILITY
EASEMENTS

PROPERTY OWNER SHALL REPLACE EXISTING CURB AND GUTTER THAT HAS
SETTLED OR IS OTHERWISE DAMAGED ADJACENT THE SITE

PROPERTY OWNER SHALL MAINTAIN, REPAIR, AND REPLACE THE ADA RAMPS AT
THE S. ARTHUR AVE. DRIVE LOCATIONS, AS DIRECTED BY THE CITY

PROJECT DATA

OWNER INFO:

CTCGATEWAY LLC
13907 BARBOUR ST
BROOMFIELD, CO 80023

OWNERCONTACT:  JASON COLLER

20NNG:

23086671
JASON.COLLIERGCOLLIERHNG COM

PLANNED COMMUNITY ZONE DISTRICT - INOUSTRIAL ()
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APPROVED CODES: 2018 INTERNATIONAL BUILDING CODE
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LANDSCAPE REQUIREMENTS
TOTAL LOT SIZE. 251,007 |
TOTAL AREA NOT COVERED BY BUIDING, PARKING LOT OR PATIO 124,893 :
| REQUIRED PROPOSED |
TOTAL NUMBER OF PARKING STALLS - 167 surfce spaces LoT2 BLOCK 7 i
[ TOTAL NUMBER OF PARKING LOT TREES 21 292 THE BUSINESS :
TOTAL NUMBER OF STREET TREES 26 26 |
TOTAL NUMBER OF PERIMETER TREES 39 41 CENTER AT CTC i
[TOTAL QUANTITY OF PLANT MATERIAL ON SITE PLAN (TREES AND SHRUBS) 681 AT |
TOTAL QUANTITY OF SEEDED AREAS 58,473 REPLAT A }

TOTAL QUANTITY OF TREES AND SHRUB BEDS 67,641
[~ sce sheet #71 for full parking count |
\ | |
\
v |
A\ \ o 30 60 FT
\ ) |
’:} LANDSCAPE PLAN ii
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PLANT SCHEDULE - 9-98-19

|ABBREV: SCIENTIFIC NAME COMMON NAME SIZE Q1Y
CANOPY TREES:
ABM__ [ Acer remani Autumn Blze Autumn Blze Maple 25 ol B
GLL [ Tiacordsta Greenspire Greenspire Liteleaf Linden 25 al 5
HB___|Celis ocddentals Hadberry 2.5 al B
LLC[Populus x scuminats Lncled Cotonood 2.5 al 4
SHL | Gleditia tiscanthos var inermis ‘Shademaster_[Sh Honeylocust 9.5 al 7
SWO | Quercus bicolor Swamp White Oak 2.5 al 3
TOTAL 63
EVERGREEN TREES:
[P TPinus eduls Pinyon Pine [ oem | 16
[fotal [ 16

ORNAMENTAL TREES:

MBS [Amelanchier x grandiflora Autumn Brllance | Autumn Brllance Serviceberry bt Clomp |36

SSC_[Maus x 'Spring Snowt Spring Snow Crabapple 9 ol [

TCH |Cratoegus cus-gall inermis Thornless Codspur Hawthom 2l 0
TOTAL S8

AYJ [ Juniperus horizontalis 'Y oungstonwn' | Andorra Y oungstown Juniper 5 gal. 50
BJ Juniperus sabina * Buffalo™ Buffalo Juniper 5 gl 104
(&) Mahonia repens Creeping Mahonia 5 gal 36
DKL |Syringa meyeri Palibin’ Dwearf Korean Lilac 5 gal 7
DN Physocarpus opulifolius ‘Nanus' Duvarf Nincbark 5 gal 51
FCBS | Caaryopteris x dandonensis 'First Choice’ First Choice Blue Spirea 5 gal 8
GLS Rhus aromatica 'Gro-Low' Gro-Low Fragrant Sumac 5 gl 50
) Ligustrum vulgare Lodense’ Lodense Privet 5 gl 8
MWP__[Potentilla fruticosa 'McKay's White' Mckay's White Potentilla 5 gal 143
NFS___|Spiraca japonica ‘Neon Flash’ Neon Flash Spirea 5 gl 24
RKOR _|Rosa x "Radcor’ Rainbow Knock Out Rose 5 gal 79
T [Juniperus sabina Tamariscifolia Tammy Juniper 5 gal 3
[WSR Rosa Meidiland White White Meidiland Landscape Rose 5 gal 20
TOTAL 588
PERENNIALS, ORNAMENTAL GRASSES, VINES:
BABG _|Bouteloua gracilis 'Blonde Ambition' P.P.A.F. |Blonde Ambition Blue Grama 1 gal 212
BAG__|Helictotrichon sempervirens Blue Avena Grass 7 gl 174
CMG__|Miscanthus sinensis ‘Arabesque’ [Arsbesque Meiden Grass 1 gd 233
cSD |t ! x superbum 'Sibver Princess' Compact Shasta Daisy. 1 gl 90
DFG Pennisetum al Jes 'Hameln' Dwarf Fountain Grass 1 gal 171
FRG Calamagrostis x acutiflora * Karl Foerster* Foerster Feather Reed Grass 1 gal 92
PCF__|Echinacea purpurea Purple Coneflower 1 gl 74
TS Veronica lisanensis Turkish Speedwell 1 gl 348
TOTAL 1394
Native Seed Mix
Common Name Scientific Name /e
(PLS)"
Western wheatgrass Pascopyrum smithii 35
Slender wheatgrass Elymus trachycaulus 4]
Sideoats grama Bouteloua curtipendula 3
Blue grama Bouteloua gracilis 1
Little bluestem Schizachyrium scoparium 2
Needle and thread grass Hesperostipa comata 2
Sand dropseed Sporobolus cryptandrus 0.02]
Total 15.52]
* Please note that the pounds per acre are in PLS (Pure Live Seed) and must be
ordered that way
* This mix is based on 75 seeds/ square foot and is only calculated for one acre. This mix
is based on the contractor using a drill seed application. Contractor is responsible for
calculating the appropriate seed amounts to purchase. Mix should be doubled if hand
applied

PLANT NOTES:

REFERENCE: CITY OF LOUISVILLE, INDUSTRIAL DEVELOPMENT DESIGN STANDARDS AND GUIDELINES (IDDSG) , JANUARY, 2000.

GRADES SHALL BE SET TO ALLOW FOR PROPER DRAINAGE AWAY FROM ALL STRUCTURES. GRADES SHALL
MAINTAIN SMOOTH PROFILES AND BE FREE OF SURFACE DEBRIS, BUMPS, AND DEPRESSIONS.

9. REFER TO CIVIL ENGINEERING DRAWINGS FOR GRADING AND UTILITIES.

DEVELOPERS SHALL ENSURE THAT THE LANDSCAPE PLANS COORDINATED WITH THE PLANS DONE BY OTHER
CONSULTANTS SO THAT THE PROPOSED GRADING, STORM DRAINAGE, OR OTHER CONSTRUCTION DOES NOT CONFLICT
NOR PRECLUDE INSTALLATION AND MAINTENANCE OF LANDSCAPE ELEMENTS ON THIS PLAN.

4 DURING CONSTRUCTION, PREVENT CLEANING OF EQUIPMENT, THE STORAGE OR DISPOSAL OF WASTE BUILDING
MATERIAL (. E. PAINT, OILS, SOLVENTS, ASPHALT, CONCRETE, MORTAR) WITHIN THE DRIPLINE OF ANY PROTECTED TREE OR
GROUPS OF TREES.

SITE PREPARATION & ALL PLANTING MUST BE COMPLETED IN ACCORDANCE WITH CHAPTERS 1 & 5 OF 1DDGS.
PRIOR TO INSTALLATION OF PLANT MATERIAL, AREAS THAT HAVE BEEN COMPACTED OR DISTURBED BY CONSTRUCTION
ACTIVITY SHALL BE THOROUGHLY LOOSENED, ORGANIC AMENDMENTS SUCH AS COMPOST, PEAL, OR AGED MANURE
SHALL BE THOROUGHLY INCORPORATED AT THE RATE OF AT LEAST THREE (3) CUBIC YARDS OF AMENDMENT PER 1000
SQUARE FEET OF LANDSCAPE AREA.

ALL TREES & SHRUBS SHOWN AT APPROXIMATELY 'S OF MATURE SIZE.

CCONTRACTOR SHALL VERIFY ALL MATERIALS QUANTITIES PRIOR TO INSTALLATION. ACTUAL NUMBER OF
SYMBOIS SHALL HAVE PRIORITY OVER THE QUANTITY DESIGNATED.

LABELS THAT INDENTIFY THE BOTANICAL OR COMMON NAME WILL BE ON ALL TREES AT THE FINAL INSPECTION.

9v ALL PLANT MATERIALS WILL MEET THE FOLLOWING MINIMUM SIZES, AS NOTED IN SECT. 5.7:
- DECIDUOUS SHADE/CANOPY TREES: 2.5" CALIPER
. ORNAMENTAL: 2.0° CALIPER®
- EVERGREEN TREES: 6-8' HEIGHT (WITH A MINIMUM OF 25% 8' IN HEIGHT)
- MULTI-STEM ORNAMENTALS: 810" HEIGHT
- SHRUBS: 5 GALLON CONTAINER
- GROUND COVER/PERENNIALS: 214° POTS
. VINES: 1 GALLON CONTAINER

ALL PLANT MATERIAL SHALL MEET SPECIFICATIONS OF THE AMERICAN ASSOCIATION OF NURSERYMEN (AAN)
FOR NUMBER ONE GRADE. ALL TREES SHALL BE BALLED AND BURLAPPED OR EQUIVALENT.

DECIDUOUS TREES SHALL BE PLANTED A MINIMUM OF 5.FEET AND EVERGREEN TREES A MINIMUM OF 10-FEET
FROM PUBLIC UTILITIES AND PUBLIC SIDEWALKS, UNLESS MODIFIED BY PUD STREET TREE PLANS. TREE PLANTING SHALL BE
COORDINATED WITH PUBLIC SERVICE COMPANY. LOCATION OF ALL UTILITIES SHALL BE VERIFIED IN THE ﬂELD PRIOR TO
PLAN‘HNG /A HORIZONTAL DISTANCE OF 40' BETWEEN STREET TREE AND STREET LIGHT SHALL BE MAINT/

TEMPORARY MULCH WILL BE INSTALLED IN SHRUB, TREE, AND PERENNIAL PLANTING BEDS LINT\L ruu PLANT
covERAGE 1S ACHIEVED.

ERMANENT MULCH, ASPEN-PINE, 3* DEEP, WILL BE INSTALLED IN SHRUB, TREE, AND PERENNIAL PLANTING BEDS
WHERE THERE IS NO GROUNDCOVER SPECIFIED.
14, ‘THE PROPERTY OWNER IS RESPONSIBLE FOR PROVIDING, PROTECTING AND MAINTAINING ALL LANDSCAPING IN
A HEALTHY AND GROWING CONDITION, AND ADHERE TO ALL STANDARDS OF GUIDELINES OF SECTION 5.8 OF IDDSG. THE
PROPERTY OWNER WILL REMOVE AND REPLACE DEAD PLANT MATERIALS IMMEDIATELY WITH THE SAME TYPE, SIZE AND
QUANTITY OR PLANT MATERIAL AS ORIGINALLY INSTALLED, UNLESS MATERIAL IS DISEASED OR
INSECT-INFECTED.
1 ALL LANDSCAPE AREAS WILL BE IRRIGATED WITH PERMANENT AUTOMATIC IRRIGATION SYSI'EM DESIGNED TO
PROVIDE EFFICIENT IRRIGATION COVERAGE WITH MINIMAL OVER SPRAY ONTO NON-LANDSCAPED
16. /A SOIL SENSING DEVICE OR OTHER IRRIGATION MANAGEMENT SYSTEM WiILL BE INSTAU.ED FOR IRRIGATION

SYSTEMS IN TURF AREAS.
17, ALL SOD AREAS UNLESS OTHERWISE NOTED WILL BE SODDED WITH LOW-WATER DEMANDING BLEND. SEEDED
AREAS UNLESS OTHERWISE NOTES WILL BE SEEDED WITH DRYLAND / NATIVE SEED TO SUIT SPECIFIC SOIL CONDITION AND
MAINTANCE REQUIREMENTS.

2X2 FENCE
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e
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NON-RRIGATED TURF AREAS.

CUT AND REMOVE ALL OF THE WIRE
SASKET AND OTHER PROTECTIVE
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C DECIDUOUS TREE PLANTING & STAKING
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With Deep Root Control
NOTE: INSTALL ROOT BARRIER WHEN TREES ARE LESS THAN 5' FROM EDGE OF WALK OR CURBS

Without Deep Root Cortrol

EGA 2)(2 ZINC GALVANIZED HOG FENCE PANEI.S CUT TO 60 LENGTHS FASTENED TOGETHER

‘WITH TWISTED .106" ZINC-GALVANIZED STEEL WIRE AND REINFORCED EVERY 24" WITH METAL TIE

CORDS FILLED WITH 3-4" COBBLES. BOTTOM HOG-FENCE PANEL IS PINNED TO GROUND WITH
TWO #4 REBAR BENT TO U-SHAPE PIECES OVER 6" OF COMPACTED ROAD BASE.

O GABION WALL

Q ROOT BARRIER
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DA JDESIGN

ARCHITECTURE+INTERIORS

September 27, 2019

Lisa Ritchie

Senior Planner

City of Louisville

Department of Planning and Building Safety
749 Main Street

Louisville, CO 80027

RE: 1st Review Comments, Business Center at C.T.C. GDP Amendment G, Business Center at
C.T.C. Replat I, and PUD

Dear Ms. Ritchie,

Thank you for your consideration of the proposed parking for the CTC Office Condominium project. In the
construction of the new building, the owners have requested a reduction in the required parking that
includes surface parking and a subterrainean parking garage of 3.2/1000 from 4/1000.

The building's 33 office condos are designed and marketed as executive suites and have an estimated
average occupancy of 5 per unit. Many of the smaller units (<1,200SF) will have only 1-2 occupants. Itis
expected that the building will have approximately 165 daily condo occupants and a range of 15-30 guest
occupants throughout the day. Currently we are providing 187 parkings spaces between the subterranean
parking garage and surface parking. One parking space per condominium will be designated to each
condominium in the parking garage. Also included in the building is 1,000SF of secure, indoor bike
parking to accommodate a total of 50 bike parking spaces. We estimate that approximately 15% of the
building occupants will either carpool (10 occupants) or ride bikes (15 occupants) to work each day, which
reduces the overall parking need by 20 spaces (10 carpool (10/2=5) + 15 bikes = 20 total). Itis estimated
that only 150 parking spaces will be required on a daily basis.

Below is a table outlining the proposed parking conditions.

# of occupants 165
Traveling by single occupant vehicle 145
Carpooling (assume 2/vehicle) 10 (reduction of 5 spaces)
Bicycle 15

Required Parking Spaces 4:1000 235

Planned Parking Spaces 3.2:1000 187

Indoor Parking Provided 35
Surface Parking Provided 152
Bike Parking Provided 50 (1000sf)

We are requesting a parking reduction from the required 235 spaces to 187 spaces. Please feel free to
contact me if you have any questions. Thanks again for your consideration.

Regards,

Andy Johnson, AIA
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“ Cityof Planning Commission
L Louisville Staff Report
COLORADO - SINCE 1878 October 10, 2019
ITEM: PUPL-0229-2019, PUD-0230-2019

PLANNER: Harry Brennan, Planner Il

APPLICANT: Bob Van Pelt, RVP Architecture

EXISTING ZONING:

LOCATION:

TOTAL SITE AREA:

REQUEST:

VICINITY MAP

PCZD-I
1875 and 1923 Taylor Avenue
6.91 Acres

Approval of Resolution 18, Series 2019 recommending
approval of request for a Final Plat to consolidate lots and a
Final Planned Unit Development for Lots 18 & 19, Block 1 of
The Business Center at CTC. REQUEST TO CONTINUE TO
NOVEMBER 14, 2019

STAFF RECOMMENDATION:

Staff recommends that the Planning Commission continue the public hearing for a
request for a Final Plat and Final Planned Unit Development at 1875 and 1923 Taylor
Avenue to the November 14, 2019 Planning Commission meeting.
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