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Key Findings

• FINDING #1:  There are not enough nearby residents with sufficient 
resources to sustain an active, amenity rich downtown.

• FINDING #2:  The downtown workforce represents an incremental 
market opportunity but does not have enough critical mass to sustain 
a larger restaurant district.

• FINDING #3: Reaching into the suburbs provides more residents with 
enough income to support a destination dining district.

• FINDING #4: The dining district needs to be located in an area with 
“good bones” to reduce the risks and costs associated with 
implementation.

• FINDING #5: Redevelopment of these buildings will require support to 
offset the financing gaps during this “Catalyze the Market” phase. 

• FINDING #6: Given the need to attract suburban customers, car 
accessibility, navigation & pedestrian safety perceptions will need to 
be addressed.
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The number of households in Springfield’s core
market is fairly large but substantially poorer than
the benchmark communities. Within a 10 minute
drive-time resides 53,000 people. However,
median income for these residents is about 19%
lower than the next lowest community
(Providence). The 25-34 yr old group which has the
highest propensity for eating out, also has lower
incomes in Springfield than any of the other cities
Moreover almost 50% of the city’s households
make $25,000 or less in annual income.

FINDING #1:  There are not enough 

nearby residents with sufficient 

resources to sustain an active, 

amenity rich downtown.
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The additional housing in the Worthington
St Plan adds between 578 to 743 people
to downtown and translates to roughly
$6.4 to $8.2 million dollars of disposable
(non-housing/transportation/healthcare)
spending power. Approximately ½ of this
is food spending (grocery and dining
out). For purposes of scale a typical
Panera generates approximately $2.8m
in annual sales.

It’s a start, but not critical mass to support
a substantial amount of neighborhood-
type retail and dining. More will need to
be done to increase amount of
disposable income into this location.
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There are approximately 16,000 workers within 1/2 mile
of downtown (8,700 within 1/4 mile and another 7,400
within the next 1/4 mile). However, only a subset of
these workers have the time, resources, and inclination
to be “regular” customers for lunch and/or after work
in a destination-type environment. This subset is the
addressable target market.

Analysis of occupational and demographic data
suggests a core market size of 5700 people. A
potential 7500 employees exist who may use the
downtown for dining and shopping more episodically.
Based on national benchmark spending data a
potential for $12.5 million annually in retail and
restaurant spending by office workers in Springfield.

Hourly employees with 
typically 30 minute 

lunch breaks – if they 
go out its “grab & go” 

offerings

Time limitations & 
location impact lunch; 

work dress limits 
immediate after work

Addressable lunch 
market

TARGET LUNCH MARKET EXAMPLE

The table below illustrates a segmentation of the current 

workforce to understand the likely lunch market.

Occupational Mix % of workforce

16000 Total 

Estimated 

Employees

Management 8.6 1376

Business and Financial Operations 7.7 1232

Computer and Mathematical 2.9 464

Architecture and Engineering 1.0 160

Life, Physical, and Social Science 1.0 160

Community and Social Services 2.1

Legal 3.7 592

Education, Training, and Library 1.7

Arts, Design, Entertainment, Sports, 

and Media
3.2 512

Healthcare Practitioners and Technical 13.9

Healthcare Support 2.1

Protective Service 3.5

Food Preparation and Serving Related 3.7

Building and Grounds Cleaning and 

Maintenance
7.8

Personal Care and Service 2.9

Sales and Related 6.1

Office and Administrative Support 14.7

Installation, Maintenance, and Repair 5.1

Production 1.8

Transportation and Material Moving 3.5

Unclassified 3.3

FINDING #2:  The downtown 

workforce represents an 

incremental market opportunity but 

does not have enough critical mass 

to sustain a larger restaurant district.
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However, disposable median income increases as
distance from the downtown increases, more so than
any other benchmark community. Median income
increases by 40% at 20 minutes from the downtown.
At 30 minutes incomes increase by 50%. By
comparison communities such as Northampton and
Portsmouth, incomes decline or barely change from
the core market.

FINDING #3: Reaching into the 

suburbs provides more residents 

with enough income to support a 

destination dining district

Downtown Springfield needs to attract a population
beyond its core residents and consequently must have
the amenities attractive to those people who live on the

urban periphery and in more suburban locations.

Within this broader geography it is important to identify
who is most likely to be interested in a more urban living.
Psychographics – a common tool for understanding
people’s attitudes and preferences - can reveal
characteristics that indicate a population’s propensity
to support a more urban lifestyle. This project used ESRI
Tapestry, which assesses a variety of household
characteristics in combination with income information.
(More information on Tapestry is located in the Report
Appendix.)
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Based on analysis of Tapestry data, within 10 minutes of
downtown Springfield only 4.4% of all households –
approximately 2100, have both a propensity for urban
lifestyle and sufficient disposable income to support
more upscale amenities. At 20 minutes outside
downtown, that percentage of total households jumps
to 7.9% and at 30 minutes outside it rises to 14.5%.
However, if you include households with a suburban
lifestyle propensity these numbers roughly double.

For contrast, within 10 minutes of Northampton’s
downtown 56% of its residents have a propensity for
urban lifestyle and income levels able to support an
active, amenity rich downtown. This translates to
approximately 6200 households. Northampton with
1/5 of the core market total population (52,000 versus

11,000) has 3x the number of consumers with sufficient
disposable income levels.

This local market capacity, a compact downtown area
combined with Northampton having emerged as a
regional dining destination has led to Northampton’s
downtown having food density nearly 2x the next
largest community.
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The project hosted a series of focus groups to understand 

how Springfield’s downtown is viewed by the market 

segments most likely to support urban amenities. The 

following themes and comments emerged from these 

discussions 

• I feel safe after leaving dinner.

• You’re pretty safe until after 10-11pm.

• More people on the street would make it feel safe.

• Some of the streets are very dark even with the 

Christmas lighting.

• Not visually appealing.

• The empty storefronts are creepy.

• Media overhypes the story and makes it seem like 

random people are shot or stabbed at any time of day.

• Not enough restaurants. 

• A coffee shop.

• Housing too expensive especially for what you get.

• Not enough housing options.

Considering these sentiments plus a series of street level 

analyses, there are a few locations where the hurdles to 

overcome (empty lots, vacant storefronts, poor building 

conditions) are lower than other parts of the Worthington 

St area.  

Finding #4: The dining district 

needs to be located in an area 

with “good bones” to reduce 

the risks and costs associated 

with implementation
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The prime location in Springfield to create this downtown
product is the “Taylor Bridge” quadrangle because:

• Existing Activity:  It has existing restaurants such as 
Theodores, Adolfos, Student Prince

• Place-making Potential:  Stearns Square and the 
pedestrian mews present opportunity to create 
enhanced sense of place 

• Proximity:  It is walkable to downtown and emerging 
residential areas;

• Less Vacancy:  While there are vacant storefronts there 
are fewer “missing teeth” than other areas of the 
District;

• Site Control:  Several major buildings have been 
acquired by partners

• Existing  Investment:  There is  existing investment in key 

buildings like 1537 Main
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Finding #5: Redevelopment of 

these buildings will require 

support to offset the financing 

gaps during this “Catalyze the 

Market” phase 

To gain a better understanding of the economics of
redevelopment a series of case studies were
developed based on prior experience and market
interviews to identify the magnitude of financing
gaps. The details are in the appendix.

These numbers reflect the present market
conditions. Improving market conditions, namely
demand, will reduce the gaps as rents increase.
Tax stabilization can also help reduce this gap.

Another major cost driver is whether the buildings
are acquired versus the present owner deciding to
undergo a major rehabilitation.

Case Study A – Major “Gut” Rehab
Major rehab could show a 49% funding gap before tax
stabilization but netting out use of historic tax credits as
well as use of proposed development finance support
programs. Without the tenant subsidy programs
funding gap increases to 55% or approximately $1m.

Case Study B – No major rehab 1st floor restaurant
Repositioning with a restaurant shows a funding gap
between 25% to 32% - a $350k to $500k gap. The gap
depends on the availability of historic tax credits. With
restaurant support and storefront grants the gap is
reduced to approximately 18%.

Note these analyses also exclude any programs
offered by MassDevelopment.
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Finding #6: Given the need to 

attract suburban customers, car 

accessibility, navigation & 

pedestrian safety perceptions 

will need to be addressed

The one way street set up surrounding the district
poses some potential navigation issues and
accessibility for cars requiring significant loops
around the district to reach nearby parking
locations

Car Access

From South and East: Unless you come to the
district via Main Street, the other access requires
navigating Chestnut Street and making a series
of turning decisions including from Harrison
Avenue, Bridge Street and Taylor Street

From West and North: Dwight Street is the easiest
access point with access to a number of parking
facilities without any major navigation required.

Coming from Main Street to access Taylor Street
garage requires a turn at Lyman then Kaynor or
heading north on Worthington Street, leaving the
district, to Chestnut and then coming down
Taylor. Most of the available future parking will
be on the Bridge Street edge of the district.

To assist with navigation short of conversion of the one-
way streets into two-way streets, district badging and

wayfinding will be required to assist in navigating people
into the dining district.
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Walkshed to Restaurants

The dotted lines represent 4-5 minute walksheds 
from the farthest practical parking options for the 
restaurant district after housing location 
development.  

• Parking garage on Dwight Street (green)

• Parking Garage on E. Columbus  Street 
(yellow)

Walksheds from closer parking spots were also 
identified.

Key pedestrian improvement zones including 
wayfinding and safety/lighting enhancements 
include:

• Mews between Worthington and Taylor Streets

• Main Street

• Dwight Street

• Barnes Street/ Hillman Street

• Worthington Street extending south of Main 
Street
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Implementation Plan
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Strategy Action
Parties Responsible

Timeframe
Lead(s) Support(s)

S
A

F
E

T
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 &
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E
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R
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Y

V
is

ua
lC

ue
s

Improved Lighting, including alleys City WMECO 12-24 months
Vacant Storefront Utilization BID Owners 12-24 months
Navigation / Wayfinding City BID 12 months
Hardscape Softening City BID 6-9 months
Design Guidelines (see retail) City BID
Increased Active Programming BID TDI 6-12 months

In
te

rv
en

tio
ns Homeless Outreach City BID/Social Service 12-24 months

Ambassadors/Guides Street Presence BID TDI 6-12 months
Increase Awareness of Safe Walk on Call Service BID SPA 90 days
Blue Light Call Box City Police 24 months

F
R

O
N

T
A

G
E

 

D
E

V
E

LO
P

M
E

N
T

R
et

ai
l

Retail Design Standards/Guidelines (tied to $) BID MDFA 6-12 months
Fit Out Programs DS Mass Mutual 12-24 months
Retail Incubators BID / DS Mass Mutual 12-24 months
Pop Up/Mobile Retail City /BID Mass Mutual 6-12 months

R
es

ta
ur

an
t Start Up Permit Packages City 6-9 months

Outdoor Dining / Parklets BID City 90 days
Restaurant Incubator DS MDFA 6-12 months
Pop Up/Food Truck Program BID City 6-12 months

B
U

IL
D

IN
G

R
E

D
E

V
E

LO

P
M

E
N

T

Upper Floors Financing Program City / DS BID 12-24 months
DIF District City MDFA 12-24 months
Safety / Access /Enviro Gap Financing City / DS MDFA 24 months+
“Patient” Equity Fund Mass Mutual 12-24 months

IMPLEMENTATION PLAN SNAPSHOT
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STRATEGY: FAST START

ACTION:  5 SIMPLE FIRST STEPS

• Aesthetic improvements to Stearns Square Park, and 

increase its programming at both Stearns Square and 

Tower Square

• Low cost streetscaping and paint treatments to “test” 

Utile concepts for Stearns Square area pedestrian 
environment

• Launch “brand the district” competition

• Develop guest chef program

• Institute some temporary lighting solutions where feasible

• Pilot outdoor parklet / dining
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STRATEGY:  SAFETY SECURITY VISUAL CUES

ACTION:  NAVIGATION & WAYFINDING

RATIONALE

The need to draw from the suburbs means 
navigating to the dining district and a high quality 
pedestrian experience will be essential especially in 
the initial stages of development of the district.

The mapping conducted during this study identified 
a number of navigational and wayfinding 
challenges including the one way street dynamics 
and how it impacts travel and navigation. 

TO DO LIST

• Traffic model to determine feasibility of the one 
way to two way conversions

• Wayfinding / signage competition to brand district 
and develop signage

EXAMPLES

Lowell Two Way Street Conversion 
http://www.lowellma.gov/dpd/Pages/Two-Way-
Traffic.aspx

IMPLEMENTATION PLAN

Operational Lead: City of Springfield / BID / SPA

Timeframe: 12 months

Resources: 

 Staff time

 $28,000 for traffic model

 Prize for competition

 Signage and wayfinding deployment dollars
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STRATEGY:  SAFETY SECURITY VISUAL CUES

ACTION:  STOREFRONT DESIGN AND OPERATING  GUIDELINES

RATIONALE

Well maintained, brightly lit, open and active 
storefronts can contribute to a positive perception of 
safety. It can also act as a deterrent. 

Instituting design and operating standards tied to 
receive city, state and TDI partners assistance is a 
vehicle through which these standards can be 
implemented .

TO DO LIST

• Review existing zoning and other licensing 
requirements that may pertain to design and 
operations to ensure that existing regulations are 
not contradictory to intent of guidelines

• Identify existing design guideline precedents that 
can be adapted to Springfield, specifically related 
to exterior lighting, window transparency and 
related pedestrian / site interfaces such as 
hardscapes (parking lots / garages)

• Determine which financial assistance programs 
and design guidelines should be linked

• Hire graphics support to develop visual guides for 
the standards.

EXAMPLES

Iowa City Retail District Design Guidelines 
http://downtowniowacity.com/pages/the-
district/documents-materials.php

Ann Arbor Downtown Design Guidelines 
http://www.a2gov.org/departments/planning-
development/planning/Documents/MasterPlans/Dow
ntown%20Design%20Guidelines%2002-07-11.pdf

IMPLEMENTATION PLAN

Operational Lead: City of Springfield / BID / SPA

Timeframe: 12 months

Resources: 

 Staff time

 $50-$100,000 to support development of written 
guidelines with visual guides
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STRATEGY:  RETAIL FRONTAGE DEVELOPMENT / SAFETY VISUAL CUES

ACTION:  ENCOURAGE POP UP RETAIL / STOREFRONT UTILIZATION

RATIONALE

Pop Up and mobile retail is an increasing trend to 
take advantage of seasonal shopping patterns and 
retailers desire to reduce their fixed cost exposure in 
a rapidly changing shopping environment.  These 
types of approaches to retail can also serve as low 
risk ways to test a market before making a major 
investment commitment.   Given the present 
dynamics of Springfield’s downtown market, flexible 
approaches will provide the opportunity to prove 
the market. 

TO DO LIST

• Identify property owners willing to support a 
Pop Up program through short term leasing 
arrangements

• Create a preapproved (permitted for 
occupancy) set of sites to support pop up retail 

• Create a liability management structure for 
Pop Ups

• Identify streets for Mobile Retail 

• Suggest Main Street initially

• Begin recruitment marketing processEXAMPLES

Dayton Pop Up Retail Program  
http://www.activatedspaces.org/

Hartford iConnect
http://www.hartford.gov/meca/iconnect-
hartford

New Haven Project Storefronts 
http://www.projectstorefrontsnewhaven.com/

Mobile Retail 
http://americanmobileretailassociation.blogspot.
com/p/blog-page_15.html

IMPLEMENTATION PLAN

Operational Lead: City of Springfield / BID

Timeframe: 6 -12 months

Resources: 

 Staff time

 $100,000 for space clean up / preparation 
matching grants
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STRATEGY:  RETAIL FRONTAGE DEVELOPMENT

ACTION:  RETAIL FIT OUT SUPPORT GRANTS

RATIONALE

Retail fit out support helps encourage the 
development of non restaurant retail by reducing 
the initial capital outlays.  This program would be 
aimed at the interior of the buildings as a 
complement to the cities existing programs which 
are aimed at the street facing side of the buildings.  

TO DO LIST

 Determine eligibility (new, expansion, existing 
retailer) and type of retail (liquor/wine eligible?)

 For new retailer with no prior retail 
experience require participation in a 
mentoring program

 Determine costs eligible for reimbursement and % 
reimbursement of costs, and requirement for 
landlord participation

 Required to comply with certain design and 
operating requirements? 

 Raise the money

EXAMPLES

Raleigh Retail Fit Out Program 
http://www.godowntownraleigh.com/dtretail/dra-
retail-up-fit-grant

Houston Retail Incentive Program (being phased out) 
http://www.downtownhouston.org/retail/retail-grant-
program/

Madison (WI) Retail Grant Program 
http://www.cityofmadison.com/dpced/economicdev
elopment/downtown-retail-grant/1805/

IMPLEMENTATION PLAN

Operational Lead: BID / Develop Springfield

Timeframe: 12 months

Resources: 

 Staff time

 $200,000 to support 10-20 initial build outs.
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STRATEGY:  RETAIL FRONTAGE DEVELOPMENT

ACTION:  VIRTUAL RETAIL INCUBATOR 

RATIONALE

Retail development is an important part of creating 
a vibrant district. However, difficulties in attracting 
national and regional tenants suggest that as a first 
step developing a local retail entrepreneur group 
will help fill storefronts. Moreover such a program 
also serves a training and skill development program 
that can be accessed by the Springfield community 
in general. 

TO DO LIST

• Identify property owners within the Dining District 
willing to lease space as part of a virtual incubator 
program

• Develop a template master lease agreement for 
those property owners 

• Identify potential training and mentoring 
resources

• Create a retail business plan competition

• Create retailer development program including 

• Operating & financial disclosure 
requirements

• Rent subsidy

• Length of time

EXAMPLES

Detroit Retail Boot Camp   
http://techtowndetroit.org/entrepreneur/blocks/r
etail-boot-camp/

Sioux Falls Virtual Retail Incubator 
http://dtsf.com/doing-business-downtown/dtsf-
retail-incubator-program/

IMPLEMENTATION PLAN

Operational Lead: BID / Develop Springfield

Timeframe: 6 -12 months

Resources: 

 $150,000 for rent subsidies, training support, launch 
grant for 2-3 

 Will likely require additional staff support 21
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STRATEGY:  RESTAURANT DEVELOPMENT

ACTION:  OUTDOOR DINING

RATIONALE

Outdoor dining is an increasingly popular way to 
create additional activity in a retail district.  It 
increases capacity of restaurants and contributes 
to the visual place-making.

There are 3 forms of outdoor dining. Sidewalk 
cafes, parklets and open window counter-style 
seating.  Images of each example are provided on 
the next page.  Parklets provide outdoor dining 
capacity in areas with narrow sidewalks.

TO DO LIST

• Create Parklet Design manual or example (pilot is 
being proposed)

• Develop requirements and permits for sidewalk 
dining

• Sidewalk width requirements

• Scale & footprint

• Signage & physical structure 

• Food & alcohol requirements

• Go through ordinance process EXAMPLES

Boston Sidewalk  Outdoor Dining  
http://www.cityofboston.gov/publicworks/permits
/PrmSwkCafe.asp

Pittsburgh Sidewalk Café 
http://pittsburghpa.gov/dpw/sidewalk-cafe-
permit

Portland OR Outdoor Dining 
http://www.portlandoregon.gov/transportation/i
ndex.cfm?c=38718&a=82681

Grand Rapids Parklet Manual https://www.ida-
downtown.org/eweb/dynamicpage.aspx?webc
ode=GRParkletManual

IMPLEMENTATION PLAN

Operational Lead: City of Springfield

Timeframe: 90 days

Resources: 

 Staff time on permitting development

 Parklet design competition has been held
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STRATEGY:  RESTAURANT DEVELOPMENT

ACTION:  OUTDOOR DINING

Counter Seating on Sidewalk

Asheville NCNew Haven CT

Pittsburgh PAPark City UT

Parklets
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STRATEGY:  RESTAURANT DEVELOPMENT

ACTION:  RESTAURANT START UP PACKAGE

RATIONALE

Restaurant development crosses numerous city
agencies and requires a variety of approvals.
Establishing a comprehensive single package will
ease development the application and opening
process.

TO DO LIST

• Create Restaurant Development Simplification 
Committee

• Identify all the relevant forms, applications, 
permits & inspections

• Assemble, identify duplicate information across 
forms, simplify application process by 
standardizing redundant information

• Determine whether package will be paper-
based (pdf form) or web-based

• Paper-based, pdf form is a logical 
starting point  

 Appoint an Ambassador to assist with navigation 
and questions

EXAMPLES

Chicago Restaurant Web Tool 
http://www.cityofchicago.org/city/en/depts/bac
p/sbc/restaurantstartupprogram.html

Syracuse NY Starting a Restaurant PDF Package 
http://www.syracuse.ny.us/uploadedFiles/Depart
ments/Neighborhood_and_Business_Developmen
t/Content/Starting%20a%20Restaurant%20-
%20Permits%20and%20Licenses.pdf IMPLEMENTATION PLAN

Operational Lead: City of Springfield

Timeframe: 90 days

Resources: 

 Paper-based should not require money but will 
require city staff time

 Web-based will require some resources –
amount of resources will depend on site 
design. 24
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STRATEGY:  RESTAURANT DEVELOPMENT

ACTION:  RESTAURANT INCUBATOR
RATIONALE

Downtown Springfield has several established
restaurants. However, it also has a number of failed
restaurants and an income density that is not suggestive
of being able to support a range of restaurant concepts.
This perspective may be inhibiting the development of
additional dining concepts in the downtown area.
Therefore, a program that helps “prove” the market
through a model that reduces the risk for a potential
restauranteur may serve as a catalyst for the creation of
a destination dining district. The program should have
two components which may or may not launch at the
same time.

Component 1 should be a guest chef model of existing,
experienced restauranteurs with the goal being
recruitment and creation of a permanent restaurant to
kick start the initiative. Component 2 should be a startup,
incubator model development targeted to people with
no restaurant ownership experience to create a pipeline
of locally developed restaurant entrepreneur talent.

TO DO LIST

• Identify site for restaurant incubator

• Creation and development of a pre-permitted restaurant 
concept “Test Kitchen” and restauranteur development 
center

• High level sketch and analysis of physical capacity to 
understand how many test kitchens can fit, rough cut 
construction requirements for basic utility upgrades

• Create business plan and finalize programming 
concept

• Space plan and interior design

• Find facility operator

 Design start up competition for prospective incubator 
tenants

• Determine program and training support partner

• Financial resources and identify exit locations

 Generate initial list of potential existing restauranteurs with  
experience in multi-site locations (completed)

EXAMPLES

Chefs Club  http://www.chefsclub.com/

Wink & Nod http://winkandnod.com/menu/

Revolving Door http://revolvingdoorri.com/

Restaurant Incubator 
http://www.smallmangalley.org/

video & pics available of Smallman Galley

IMPLEMENTATION PLAN

Operational Lead: Develop Springfield

Timeframe: 120 days finalize base physical analysis 
and business plan

Resources: 

Restaurant incubator consultant such as Smallman or 
Eats Place with experience in incubator 
development
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STRATEGY:  RESTAURANT DEVELOPMENT

ACTION:  RESTAURANT INCUBATOR

Coffee Shop

Seating Area 1

Bar From Bar to Kitchen Area

Seating Area 2 to Kitchen Area

Smallman Galley – Pittsburgh

4 kitchens / 2 common dining areas / 1 Bar / 1 coffee shop

Kitchens rented by start up chefs, rest is owned by Incubator, wait staff 

work for incubator
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STRATEGY:  RESTAURANT DEVELOPMENT

ACTION:  RESTAURANT INCUBATOR – GUEST CHEF MODEL
PROGRAM DESIGN CONSIDERATIONS

A guest chef model is a way to recruit and develop
existing, experienced restauranteurs with the goal being
recruitment and creation of a permanent restaurant to
kick start the initiative.

Guest chef models use rotating chefs who plan new
menus. The cooking facilities, utensils, set up and tables
are provided by the facility. The facility also typically
owns and operates the liquor and beverage service,
and the wait staff and line cooks are part of the existing
facility.

Revenue model examples include:

 Private event leasing

 Food wine pairing sessions

 High end premium beer, wine, liquor tastings

 Cooking competitions

 Restaurant operations

 Cooking lessons

TO DO LIST

 Do some basic space planning and low cost interventions 
to increase attractiveness of space

 Decide issues such as owning a liquor license

 Determine program / event mix

 Determine if want to co-brand with a local / regional 
lifestyle and/or food media group 

 Chefs Club is tied to Food & Wine magazine

 Generate initial list of potential existing restauranteurs with  
experience in multi-site locations and markets like 
Springfield who are also recruitment candidates 
(completed in appendix)
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STRATEGY:  DEVELOPMENT GAP FINANCING

ACTION:  DOWNTOWN DIF DISTRICT

RATIONALE

Creating a Downtown and Riverfront DIF district
provides a vehicle for the city to capture a portion
of the new growth anticipated from the MGM
Casino as well as the efforts underway to
regenerate the downtown.

TO DO LIST

• Create the boundaries of district

• Capture as many empty lots as possible
as a hedge on Prop 2 ½ limitations

• Capture properties and adjacent lots to
several of the city’s potential growth
drivers – Union Station, Riverfront, Casino
area

• Early establishment creates a lower
baseline creating a bigger potential
increment over time

• Suggested boundary found on next
page with high level financial analysis

• Deeper investigation of the 23L provision (single
site / developer backed DIF) of the DIF legislation
with a formal legal interpretation of the following
option

• Use of 23L proceeds for internal building
improvements limited to mandatory
building code or environmental
compliance such as access, fire
suppression, lead and asbestos, etc.

EXAMPLES

Because Massachusetts DIF process is somewhat 
unique examples are not pertinent

IMPLEMENTATION PLAN

Operational Lead: City of Springfield / MassDev

Timeframe: 12-18 months

Resources: 

 Legal brief on 23L and potential transaction / 
use of proceeds model

TO-DO continued

• Policy decision regarding Prop 2 ½ impact on
building rehab / adaptive reuse

• Identify empty lots throughout the DIF
district and build-out potential based
on present zoning

• Incorporate meals tax and potentially
incremental parking revenue

• Explore hotel tax potential
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STRATEGY:  DEVELOPMENT GAP FINANCING

ACTION:  DOWNTOWN DIF DISTRICT

Suggested Border for “Downtown/Riverfront” DIF District
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STRATEGY:  DEVELOPMENT GAP FINANCING

ACTION:  DOWNTOWN DIF DISTRICT

High level Financial Analysis of DIF DISTRICT BASELINE

$399m

Non taxable 

properties 

assessed value 

Total Assessed 

Value of Proposed 

District

- $111m

$289m

Potential 

Assessed 

Value Pool

Value Subject to 

Tax Agreement 

(estimated)

- $70m

Potential

Eligible 

District Assessed 

Value

$229m

 Each 1% in assessed value growth is worth about $2.3m on current 
base

 This district may be able to generate $1.2m per year in increment 
with 3% base value growth assuming city  takes 83% of growth to 
fund budget but before netting out Prop 2 ½ impacts – key 
variable vacant property development versus existing property 
value growth – more work is required to understand this

 City generates $1.5m annually in meals tax revenue which may 
increase substantially with casino – this increment can also be 
used
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STRATEGY:  DEVELOPMENT GAP FINANCING

ACTION:  “PATIENT” EQUITY FUND

RATIONALE

The financial analysis suggests the need to increase
the amount of equity or convertible/forgivable debt
to support redevelopment in downtown Springfield.
The creation of local “patient” equity fund can help
fill the gap to catalyze and “prove” the local
market.

The focus of such a fund would be on development
of market rate projects.

TO DO LIST

• Identify priority projects

• Market rate housing should be priority

• Determine viability of organizing such a fund for 
Springfield 

• Fundraising feasibility test is suggested 
among “friendly” potential investors

• Develop a prospectus and Road Show document 
to solicit foundations, (corporate, community and 
family) endowments, high net worth individuals, 
financial institutionsEXAMPLES

Cincinnati Equity Fund 
http://www.3cdc.org/who-we-are/cnmf-and-
cef/

IMPLEMENTATION PLAN

Operational Lead: Mass Mutual

Timeframe: 18 months

Resources: 

 Target Fund Amount: $15-$20m (approximately 
4-6 projects)

 Staff time
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STRATEGY:  DEVELOPMENT GAP FINANCING

ACTION:  UPPER FLOORS / SAFETY / ACCESS / ENVIRONMENTAL GAP FINANCING

RATIONALE

Creating a gap financing program aimed at these
categories of need is suggested if a 23L DIF
(discussed previously) cannot be used to support
life safety, environmental remediation, or
accessibility.

TO DO LIST

• Consider if the tax stabilization agreement 
length can be extended if developer agrees to 
participate in the various incubator / market 
creation projects discussed in this document

• Develop a fundraising prospectus 

• Identify potential sources of capital 

• Structure as subordinated debt with a cap of 
total project LTV cannot exceed 100%

• Identify potential linkage with MassDev financing 
program

EXAMPLES

Pittsburgh URA Vacant Upper Floors Program 
http://www.ura.org/pdfs/Downtown_Upstairs_Fun
d_Program_Guidelines_final.pdf

IMPLEMENTATION PLAN

Operational Lead: City of Springfield / Develop 
Springfield / MassDev

Timeframe: 18 months

Resources: 

 Staff time
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Appendix
Financial Case Studies
Larger Navigation Maps
Restaurant Target List
Tapestry Demographic Data
District Street Level Analysis
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Case 

Study A: 
Major 

Rehab
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Case Study A: 

Major Rehab
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Case 

Study A: 
Major 

Rehab

36



Case Study 

B: Building 
Reposition
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Case Study B: Building 

Reposition
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Case 

Study B: 
Building 

Reposition

39



Restaurant targets – initial list

Group Name # Restaurants Locations Restaurant Concepts Restaurant Brands Contact

Niche Restaurant 

Group –

Worcester

7
Worcester, Leominster,

Wellesley, Providence

Tapas, Latin/Mexican, Gourmet Burger, 

Classic American, Wine Bar

Bocado, Rye and 

Thyme Tavern

https://www.nichehospitality.com/

CEO Michael Covino

Mill Restaurant 

Group – South 

Windsor

6

South Windsor, Simsbury,

Bloomfield, West Springfield, 

Manchester

GastroPub, Contemporary American, 
Mill on the River, Cal’s 

Wood Fired Grille

http://millrestaurantgroup.com/blog/

Chow Fun –

Providence
6 Springfield, Providence

Gourmet Burgers, BBQ, Steak/Seafood,

Farm2Table Fusion, 

Ricks Roadhouse,

Luxe Burger Bar

http://www.chowfunfoodgroup.com/bios

.htm

CEO John Elkhay

Mezze 

Restaurant

Group -

Williamstown

2 Williamstown, Great Barrington Contemporary American, Bistro

Mezze Bistro, Allum http://www.mezzeinc.com/

MP Nancy Thomas

Max Restaurant 

Group
8

Springfield, Hartford, Avon, West 

Hartford, Glastonbury

Seafood, Contemporary American, Italian, 

Gourmet Burger, Steakhouse, Farm2Table, 

Fusion, 

https://www.maxrestaurantgroup.com/a

bout.php

MP Richard Rosenthal

Worcester 

Restaurant 

Group –

Worcester

3 Worcester Seafood, Italian, Steakhouse

111 Chophouse, Via 

Italian Table, Sole 

Proprietor Seafood

http://www.worcesterrestaurantgroup.c

om/

CEO Rob Ahlquist

Newport Harbor 

Corporation -

Newport 11

Burlington, Boston, Wellesley,

Providence, Newport, 

Framingham, Concord

Italian Contemporary, Seafood, 

Steakhouse, Fine Dining, Contemporary 

American

Papa Razzi, 

Hemenways, The 

Mooring

http://www.newportharbor.com/Contact-

Newport-Harbor-

Corporation/contact.php

Director of Biz Development Ken 

Cusson

Osaka 

Restaurant

Group
2

Northampton, Brookline Japanese SteakHouse Osaka http://www.osakarestaurantgroup.com/
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Dining district 

parking locations 

after housing 

location 

development

Worthington St Plan 

New Housing Locations
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Car access to Restaurant District

From South and East

Unless you come to Restaurant district via 

Main St, the other access requires navigating 

Chestnut and making a series of turning 

decisions

 Harrison Ave

 Bridge St

 Taylor St

From West and North

Dwight St is the easiest access point with 

access to a number of parking facilities without 

any major navigation required

Coming from Main St to access Taylor St 

garage requires a turn at Lyman then Kaynor

or heading north on Worthington St, leaving 

the District, to Chestnut and then coming down 

Taylor

Most of the available future parking will be on 

the Bridge St edge of the District 

Worthington St housing 

locations
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Walksheds to 

restaurants

The dotted lines represent 4-5 min 

walksheds from the farthest practical 

parking options for the restaurant district 

after housing location development

 Parking garage on Dwight St (green)

 Parking Garage on E. Columbus 

(yellow)

Key pedestrian improvements zones and 

safety/lighting enhancements are:

 Mews between Worthington & Taylor

 Main St

 Dwight St

 Barnes St / Hillman St

 Worthington St extending south of Main 

St
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ESRI TAPESTRY DATA

This project used pyschographic segments defined by ESRI 
Tapestry. ESRI has identified 67 segments, which are 
categorized into 14 LifeMode Groups (markets that share a 
common experience) and 6 Urbanization Groups (markets that 
share similar locales).

The following information provides descriptionsof the top 
segments at 10, 20 and 30 minute drive times from downtown 
Springfield*.  Also, it details the segments present in Springfield 
organized by their Urbanization Group. 

Top Segments At 10  Minute Radius

The following three segments comprise approximately 50% of 
the population within a 10-minute drive of downtown:  

Fresh Ambitions :  These young families, many of whom are 
recent immigrants, focus their life and work around their 
children. Fresh Ambitions residents are not highly educated, 
but many have overcome the language barrier and earned a 
high school diploma. They work overtime in service, in skilled 
and unskilled occupations, and spend what little they can save 
on their children. 
Median Income:  $26,000

Front Porches: This segment blends household types, with 
more young families with children or single households than 
average. This group is also more diverse than the US. Friends 
and family are central to Front Porches residents and help to 
influence household buying decisions. 
Median Income:  $39,000

Parks  and Rec:  These practical suburbanites have achieved the 
dream of home ownership. They have purchased homes that 
are within their means. Many of these families are two-income 
married couples approaching retirement age; they are 
comfortable in their jobs and their homes, budget wisely, but 
do not plan on retiring anytime soon or moving. 
Median Income:  $55,000

Top Segments At 20  Minutes

While the top three segments remain the same other segments 
are more prevalent at this geograpahy including:

Comfortable Empty Nesters:  Residents in this large, growing 
segment are older, with more than half of all householders 
aged 55 or older; many still live in the suburbs where they grew 
up. Most are professionals working in government, health care, 
or manufacturing. These Baby Boomers are earning a 
comfortable living and benefitting from years of prudent 
investing and saving. 
Median Income:  $68,000

Midlife Constants: Residents are seniors, at or approaching 
retirement, with below average labor force participation and 
above average net worth. Although located in predominantly 
metropolitan areas, they live outside the central cities, in 
smaller communities. They are generous, but not spendthrifts. 
Median Income:  $48,000

Top Segments At 30  Minutes

Segments with increasing prominence include*:

Savvy Suburbanites:  Residents are well educated, well read, 
and well capitalized. Families include empty nesters and empty 
nester wannabes, who still have adult children at home. 
Located in older neighborhoods outside the urban core, their 
suburban lifestyle includes home remodeling and gardening 
plus the active pursuit of sports and exercise. They enjoy good 
food and wine, plus the amenities of the city’s cultural events.
Median Income:  $104,000

*All descriptions are excerpted from ESRI Tapestry Profiles.
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10 MINUTE RADIUS10 MINUTE RADIUS
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20 MINUTE RADIUS20 MINUTE RADIUS
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30 MINUTE RADIUS30 MINUTE RADIUS
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Storefront Activity

32%

17%

8% 8% 8% 7% 5% 4% 3% 2% 2% 2% 1% 0%
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Existing Storefront Analysis
“Stearns Square”

Storefronts % Frontage

 Roughly 60% of the storefronts are occupied
 Activities of concern represent 8% of the storefronts
 Vacant store fronts by contrast represent 1/3 of all storefronts
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Ground Floor Activity excluding surface parking & residential

Type of Business Bridge St Chestnut St Dwight St Kaynor St Lyman St Main St Stearns Sq Taylor St Worthington St Grand Total

Auto Repair 1 1 2

Bar 1 1

Beauty School 1 1

Billiard Hall 1 1

Church 1 2 1 4

Cigar Store 1 1

Clothing Store 2 1 1 4

Convenience Store 2 1 3

Dental Office 1 1

E-Cig and Vapor Lounge/Hookah 1 1 2

Entertainment 1 1

Florist 1 1

Govt 1 1 5 7

Hair care 1 3 1 5

Healthcare 1 1

Innovation 2 1 3

Jewelry Store 2 2

Law Firm 5 3 8

Liquor Store 1 1

Nightclub 3 3

office 1 1 1 5 1 9

Parking Garage 1 1

Pawn Shop 1 1 2

Real Estate 1 1 1 3

Restaurant 1 1 4 1 4 11

Retail 1 1

Service biz 2 1 3

Social services 2 3 1 6

Strip Club 2 1 3

Tattoo Parlor 1 1

Vacant 4 13 2 1 3 6 3 11 43

Grand Total 13 37 10 1 4 33 2 11 24 135
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However in terms of linear feet of frontage, surface parking 
plus empty lot frontage rival occupied frontage

42%

18%

32%

8%

0%
5%

10%
15%
20%
25%
30%
35%
40%
45%

Occupied
Frontage

Vacant
Frontage

Surface
Parking

Frontage

Empty Lot
Frontage

Worthington Corridor/District
Frontage

Streets

Total 

Usable 

Frontage 

FT

Occupied 

Frontage

Vacant 

Frontage

Surface 

Parking 

Frontage

Empty 

Lot 

Frontage

Worthington 3390 37% 18% 29% 16%

Taylor 3294 38% 21% 33% 8%

Lyman 2819 19% 33% 17% 31%

Dwight 2077 54% 3% 43% 0%

Spring 1984 43% 7% 43% 8%

Chestnut 1874 38% 29% 27% 6%

Winter 1638 14% 30% 55% 0%

Bridge 1561 47% 24% 29% 0%

Hillman 1316 52% 0% 48% 0%

Main 1207 67% 33% 0% 0%

Pearl 1174 44% 9% 48% 0%

Matoon 1097 87% 0% 13% 0%

Salem 617 94% 6% 0% 0%

Stearns 484 30% 7% 63% 0%

Kaynor 418 31% 19% 50% 0%

Harrison 333 67% 0% 33% 0%

Barnes 167 38% 9% 53% 0%
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