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Section 1: Introduction

This section povides background information othe market analysis including the
purposeand components of the studgind a description of the downtown business
districts to be examined.

Project History

The rural setting and relative distance frommetropolitan areaspresents both
opportunities and challenges for South Douglas County communitie¥he steep decline
in the timber industry, changing population demographics, and absentemvnership
have resulted in their respective downtowns struggling with vacant storefronts,
frequent business turnover, and immense leakage of retail dollars to distant
commercial centers. In 2008, the communities danyonville,Myrtle Creekand Riddle
chose to enroll in the Oregon MairStreet programand to createa collaborative

network amongthe communities in order to effectively leverage knowledge and
resources to better their region.

In March 2009 community assessmerdg were performed by Marketek forCanyonville
and Myrtle Creek and by Lakota Tech for RiddleBased on the findings of the
assessment reportsthe need to diversify the local economic baseas identified. The
Al i1 OTEOEAOG - AET 300AAOTST x1 Gdedktd acthd OAT T DI Al
theserecommendationsand work toward downtown revitalization . In late March 2009
the associations jointlyapproached Umpgqua Community Development Corporation for
technical assistanceo perform a downtown economic opportunitiesanalysisin order

to determine what commercial business opportunitiesnay exist for the region The
market analysisproject commencedin October 2009 after being awarded a United
States Department of Agriculture Rural Business Enterprise Grant to hefpipport a
Resource Assistantd Rural Environments (RARE)/AmeriCorps participant to conduct
the study.

Study Purpose

Business retention, expansion and recruitment efforts require addressing the needs of
business operators, property owners and customers. At the same time, downtown
revitalization also requires educatingand building the capadiy of these stakeholders
along with policy makers and economic development organizations.

Given these objectives, the South Douglas County Economic Opportunities Analysis was
designed to provde market information needed for economic development efforts,

while also developing the capacity and knowledge of individuals and associations
engaged in downtown revitalization. Spedfic goals of the study includel:

A Determine the size and shape of therade areas; o o ] o
A %Al ETA OEA OOAAA AOAAOGSE OAOEAAT O AAIT COA
A Understand regional economic trends;
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Explore the needs and pespectives of business owners

Explore the needs and persectives of trade area consumers

Determine the retail and service business mixf comparable city downtowns;
Utilize the above and additional consumer demand and supply information to
study retail, service, and restaurant busines opportunities; and

Provide suggestions for a business retention angkcruitment plan.

> > > >

Accordingly, components of this market analysis include:

Section 1 z Introduction
Background information on the economic opportunites analysis, Study Purpose,
Business Districts and Maps

Section 2 z Size and Shape of Trade Areas

This section describes the size and shape of the trade area for businesses in the
primary and combined trade areas. It defines the boundaries that will serve as
the basis for further analysis in this report.

Section 3 z Demographic, Lifestyle and Spending An alysis

This section provides key economic, demographic and lifestyle data for the
combined trade areas as defined in Section ZThis data and the trends revealed
are important as they have a direct impact on the measurement of potential
sales of retail g@ods and services.

Section 4 z Economic Trends

This section summarizes keyegional economic data This information is
presented to provide background data on the health of the local and regional
economy.

Section 5 7z Needs and Perspectives of Business Owners and Operators

This section outlines the perspectives and insights from the downtown business
community. It analyzes downtown as a place to do business, and generates data
to support business retention, expansion and recruitment efforts.

Section 6 z Needs and Perspectives of Consumers

This section provides insights and input on the downtown business districts
fromthe AT T 001 A0S O mAnalgzeshbppartEridids@odmprove
downtown as a phce to live, workand play, and generates data to hig
businesses better understand consumer preferences.

Section 7 z Business Mix Comparison

This section analyzes the mix of retail and service businesses in Canyonville,
Myrtle Creek and Riddle and provides a comparison with eight other similar
communities located in Oregon and throughout the U.S. The analysis provided in
this section will be utilized later in this study as a part of the determination of
business expansion and recruitment opportunities.
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Section 8 z Analysis of Business Opportunities

This section provides detailed information on consumer demand and supply
(competition) for specific retail, service and restaurant business categories. The
purpose of this section is to identify potential market opportunities for business
expansionand/ or recruitment.

Section 9 z Conclusions and Recommendations

This section outlines action steps that can be takehuilding on the findings of
the market analysis to develop a coordinated business development strategy
Recommendations presented arbased on tre Fill-in-the-Blank Business
Recruitmentworkbook developed by theMain StreetCenter,National Trust for
Historic Preservaton.

Characteristics of the Business Districts

In order to gain an understanding oturrent economicand community attributes, the

following pages explorechallengesand opportunities gleaned fromhistorical data and

the March 2009 community assessment reports for edn community. Moreover,

Geographic Informdion Systems (GIS) analysis wastilized to illustrate several

measures & economic and business health in the Canyonville, Myrtle Creek and Riddle
downtown business districts, including property and land value and land classThe

property and land value and classlata wereD OT OEAAA AU OEA $1 OcCl AO
Office andreflects 2009 data.
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Canyonville z History and Attributes , Challengesand Opportunities

Canyonville, Oregoris the third oldest town in the state of Oregorand one of the

original towns along the Applegate Trail providing an importantsupply station for

travelers, fur traders and miners who later settled in the area Pioneers traveling the

Oregon Trailfirst visited Canyonville in 1828 and ly 1851 a small log cabin was built

where 5th Streetis located now. The cabibecame Canyonvih 8 O ZAEOOO OO1 OA x|
consisting of tobacco, overalls and whiskeyJesse Roberts purchased the business and

property in 1858 and plotted the town site, naming it Canyonville. He then constructed

a hotel and grist mill. Early inhabitants were drawn to the area for the same reasoas

Ol A Anbabitants z its natural attributes. Commercial development was tied to the

operation.

Today, dwntown Canyonville is coaveniently located adjacent to Interstate 5 at the
foot of the Cascade Mountains in a canyon with scenic hills as a backdrdpe decline of
OEA 11 AAl OEiIi AAO ET AOOOOU ET OEA pwymdO AT AI
and collectible stores.The Pioneer andindian Museum, established in 1969holiday
celebrationsand festivals,and Pioneer Park areattractions for locals and tourists.

Downtown is also within walking distance to the Seven Feathers Casino Resort, which

attracts 1.257 1.5 milionvE OEOT OO0 PAO UAAOS8 4ET OCE # A1 UI
relatively centrally located, Interstate 5 bisects the community separating key

community anchors such as the museum and senior apartment&leaned from the

initial community assessment report, ommunity members identified the following

priorities for improving downtown andthe community: create a bike/walking path

from downtown to the casino; improvesignageoff the freeway directing travelers to

town; diversify business base; encouragbusinessand private property owners to

maintain their properties; create a brand identity for Canyonville that promotes its

hometown appeal and personality; attract more businesses; promote and advertise to

customers outside of Canyonville; increase community pile; educate residents on

locally available goods and services; anditiate beautification projects. Business

owner and consumer input presented in Sections 5 and 6 also provide valualiesight

for ways to improve downtown Canyonville as a place to liveyork and play.

Downtown Canyonville Total Property and Land Value 2009

The downtown/Main Street business district as defined by the Canyonville Main Street
Association includes Main Street from %t to 5t and Canyon and Pine Streets located
one blockon either side of Main Street Businessslocated betweenthe GrossStreet
loop in the south to Long Streetn the north just before Seven Feathers Casino are also
included. Total property and land value (assessed valugand land class, are
categorizedbased on 2009 county property assessment data at the parcel level aauct
presented in Mags 1.1and 1.2 inthe following pages.
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Map 1.1 z Downtown Canyonville Total Property and Land Value 2009

Map 1.1 z Assessed Value, Canyonville
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