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Introduction

Study Overview
In April 2013, the City of Providence Department of Planning &
Development (DPD) selected an interdisciplinary team led by NBBJ
Architects to create a plan for the development of Thayer Street in
the College Hill area of Providence. Thayer Street is the major
retail corridor in the area, and is directly adjacent to Brown’s main
campus.
As part of this team, HR&A Advisors conducted the economic and
market analysis presented in this report in order to identify viable
uses for Thayer Street as well as strategies for diversifying and
enhancing its retail character.
This study was developed in collaboration with NBBJ’s physical
analysis, as well as guidance from DPD. HR&A also presented
interim findings and received feedback from key stakeholders,
including the Thayer Street District Management Authority (DMA),
Brown University, merchants along Thayer Street, the College Hill
Neighborhood Association, the Providence Preservation Society,
and private property owners and residents. HR&A also presented
at two public meetings run by DPD in April and June 2013.
HR&A analyzed neighborhood context and socioeconomic trends,
including an analysis of the current retail conditions on Thayer
Street. HR&A utilized demographic characteristics of nearby
students, residents and workers to conduct a retail gap analysis
estimating Thayer Street’s uncaptured market potential, while
taking into account competitive supply of other retail clusters in the
city. HR&A also conducted a high-level real estate market scan with
a focus on retail, multifamily residential, hotel, and small office uses.

HR&A Advisors, Inc.
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Introduction

Study Overview
This analysis was supplemented by case studies of vibrant and successful,
university-proximate retail corridors in order to identify those elements that help
to attract diverse retailers, restaurants and customers. These include:
1. Non-retail uses which bring in a diverse customer base
2. A physical environment that supports a vibrant and walkable retail street
3. Adequate access by car and public transit to attract customers from
outside the immediate area
4. A strong marketing strategy led by a management entity that provides
services and promotes the district
These findings were synthesized in order to develop recommendations for short
and long-term interventions, including regulatory changes, image improvements,
real estate development, and marketing strategies.
Second Time Around, Thayer Street

Andreas, Thayer Street
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Providence Context

Population and Economic Trends
Providence has seen modest population growth, primarily concentrated in Downtown. Between 2000 and 2010, the population of
Providence grew by 2.6%, 86% of which was in Downtown. The population of College Hill, on the other hand, declined slightly during the same
period by 4.8%, or about 500 residents.
The Providence economy has made a modest recovery since the recession. While the economy was hit hard, between 2011 and 2012 the
City added 7,000 jobs. A significant driver of this growth was due to the “Eds and Meds” sector which, as of 2012, represented 112,000 jobs.

College Hill
Downtown

HR&A Advisors, Inc.

Thayer Street Planning Study – Market Analysis & Marketing Strategies | 7

Providence Context

Planning Efforts
The planning study for Thayer Street follows several planning efforts recently
completed in Providence, including the Providence 2020 Master Plan as well as
the Providence Downtown and Knowledge District Plan. Brown University also
completed a master plan and has made significant investments, especially in the
Jewelry District. Currently, the Rhode Island School of Design (RISD) is
developing its first master plan since the 1990s.
Providence 2020
In 2006, Sasaki prepared the “Providence 2020” plan, a master plan for the
City. Major goals of this plan include improving access to open space and the
City’s waterfront, harnessing and improving the “knowledge” industries in
Providence, and redeveloping the Jewelry District.
Providence Downtown and Knowledge District Plan
In 2012, the Providence Department of Planning & Development released the
Providence Downtown and Knowledge District Plan, which envisions a vibrant
mixed-use district that includes retail, office, residential, and institutional space.
The relocation of Interstate 195, completed in 2012, united the Jewelry District
with Downtown and created 35 acres of land, with 20 acres set aside for new
business development and the remainder for parks and open space, focused
along the waterfront.

.
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Providence Context

Planning Efforts
Providence Downtown and Knowledge District Plan (con’t)
Broadly branded as the Providence Knowledge District, the area has been
undergoing a transformation as more educational and knowledge economy uses
come to the area. The vision for the Knowledge District is to house growing
knowledge industry companies, mainly in tech and the life sciences, that will be
attracted to Providence’s seven universities, comparatively lower costs of
business, and position as a revitalized urban center. The area is now home to
Brown’s new medical school facility housed in a former jewelry factory, new
offices, and some small startups in existing buildings.
Brown University Institutional Master Plan
In 2011, Brown University released its Institutional Master Plan, which oulines the
University’s needs for more research space and possible undergraduate and
graduate housing. The Thayer Street District Management Authority was one of
the many groups that provided input to the plan.
Providence Downtown and Knowledge District Plan, by Perkins + Will

HR&A Advisors, Inc.
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Providence Context

Development Trends
As economic conditions have improved, development in Providence has been
concentrated in Downtown and in the Jewelry District.
Downtown
Downtown has seen modest growth in new multifamily residential development,
with 500 units coming online since 2000. Notable projects include the
Westminster Lofts (200 units, completed in 2006), Providence G (50 units,
completed 2013), and the Arcade (a recently opened, mixed-use, 48-unit
microloft development). New office space has not been developed, but market
trends indicate that occupancy and rents are rising in an increasingly healthy
Class A office market.
Jewelry District
The Jewelry District has seen an upswing in new knowledge industry businesses.
Additionally, Hasbro expanded and added offices in the District. Restaurants,
including The ROI and CAV, have also begun to open in the area, making it an
upcoming dining destination.
Brown University has been an important institutional participant in the
revitalization of the District, investing over $200 million in the area to date. In
June of 2013, Brown announced plans to lease and convert the South Street
Power Station into a mixed-use building which it will share with the University of
Rhode Island and Rhode Island College. The space will include a nursing center,
administrative offices, retail space, and graduate student housing.

Plan for the Knowledge District

Westminster Lofts

College Hill and Thayer Street
College Hill and Thayer Street have seen few major investments in recent years.
The one notable project in the area is the current private-sector development of
a multifamily residential building at 257 Thayer Street that will primarily cater
to undergraduates.
HR&A Advisors, Inc.
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Thayer Street Existing Conditions
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Existing Conditions

Thayer Street Overview
Thayer Street is located in College Hill, adjacent to Brown
University’s main campus. Adjacent to the campuses of Brown
and RISD are student-oriented housing and historic, single-family,
detached housing, the latter of which attracts a largely affluent
demographic to College Hill. Although adjacent to Downtown
Providence, College Hill and the Thayer Street corridor are
physically disconnected from the Downtown by steep topography
and the Providence River.
Thayer Street has long been one of the denser shopping
districts in Providence. For many years, tenants on Thayer Street
catered to nearby residents and Brown University students, faculty
and staff. In recent years, as families moved away from the area
and single family homes were reconfigured to accommodate
multiple student dwellings, the mix of tenant on Thayer Street
changed as well. Gradually, many neighborhood services that
once existed in the area, such as a hardware store and a
children's clothing store, have been replaced by low-priced,
casual restaurants and bars. As a result, the area has become less
attractive to diners who are looking for an evening out and
shoppers who are looking for clothing and accessories, and more
attractive to students and young adults.
Local residents, Thayer Street business owners and DPD agree
that the attractiveness of the corridor has declined, citing that
safety concerns and the proliferation of litter have deterred
visitors from coming to the quirky shopping district.

HR&A Advisors, Inc.
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Study
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Downtown

Jewelry
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Exacerbating the situation is the fact that restaurants, particularly those that
serve liquor, can afford to pay rents that are significantly higher than those
which can be justified by retail businesses. Thus, when retail spaces become
vacant, they are most often re-leased to food tenants with bars.
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Existing Conditions

Thayer Street Context
Students, residents, and workers represent the customer base
for shops and restaurants on Thayer Street. The primary
trade area for Thayer Street represents consumers who are
most likely to patronize businesses regularly, and who reside,
work, or go to school within a 1/2-mile radius of the study
area. Within this area, students represent almost half of the
customer base.
Primary trade area: ½ mile radius
Students*
Undergraduate
8,105
Graduate
2,370
Residents
2,740
Workers
10,900
Total shoppers
24,115
*Student counts include total student body, and not just those
who live within the area. This includes 6,133 undergraduate
and 1,947 graduate Brown students, as well as 1,972
undergraduate and 424 graduate RISD students.

RISD

Study
Area

Brown

College Hill
Source: 2010 Census, Brown University, RISD
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Existing Conditions

Area Demographics
Because of its large student population, the demographics of
the primary trade area differ from the demographics of
Providence as a whole:
Residents are mostly students.
1/2 mile radius:
Providence:

63% students
16% students

Residents are younger.
1/2 mile radius:
Providence:

22.4 median age
28.5 median age

There are fewer family households.
1/2 mile radius:
Providence:

31% families
56% families

Despite a large student population, the area is more
affluent overall.
1/2 mile radius:
Providence:
The population is denser.
1/2 mile radius:
Providence:

$56,364 median income
$34,753 median income

52,121 people/sq mi
9,676 people/sq mi

Source: 2010 Census; Median Income from ESRI BAO 2012
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Existing Conditions

Thayer Street Study Area
Thayer Street is characterized by a dense cluster of ground floor
retail space that is adjacent to Brown University’s main campus. The
broader study area defined by DPD is bounded by Waterman Street
to the south, Lloyd Avenue to the north, Hope Street to the east, and the
Brown campus to the west.
• Along Thayer Street, there are approximately 80 retail businesses.
This estimate excludes ground floor office uses.
• There is an estimated 165,000 SF ground floor retail space along
this five block area.
• There is a range of store sizes, with the majority of stories under
10,000 square feet.
• < 2,500 SF
33%
• 2,500-10,000 SF
58%
• 10,000 SF+
9%
• Thayer Street has very low retail vacancies and high rents.
• Other uses in the study area include institutional, student-oriented
rental housing, and a small amount of office space. The Avon Theater
is a cultural institution that appeals to a broader customer base.

HR&A Advisors, Inc.
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Existing Conditions

Retail Composition
Thayer Street is perceived to be primarily a food- and studentoriented district, but in fact the Street has other offerings.
• Approximately 50% of the storefronts in Thayer Street study area
are food and beverage, with most serving fast, casual fare at low
price points. Because many of these tenants are clustered in
concentrated areas along Thayer Street, they are perceived to
constitute the majority of storefronts along the street.
• Non-food retail comprise approximately 25% of the tenants on
Thayer Street, while personal service businesses comprise the
remainder. Fashion and accessories at varying price points represent
the largest category of non-food retail. These tenants are
predominantly local merchants, with some national brands. Despite a
significant portion of the tenants being non-food related, the
scattering of these tenants along Thayer Street dilutes their impact on
the character of the street.

HR&A Advisors, Inc.
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Existing Conditions

District Character
The current character of Thayer Street limits its appeal to a broad
customer base. Issues include:
• The cluttered appearance of the streetscape, which is exhibited by
unnecessary signage, exposed dumpsters and overhead utility lines.
• Narrow sidewalks that are further reduced by seasonal outdoor
seating.
• The state of disrepair of some buildings and storefronts, which, due
to high rents and low vacancies, have little incentive to improve.
• The corridor's current reputation as an active nightlife hub that is
characterized by late-night noise and public safety concerns.
• The lack of an overall brand and identity.

HR&A Advisors, Inc.
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Existing Conditions

District Rents and Vacancy
Thayer Street’s captive student and residential audience drives high rents
and retail revenues.
• There is very little vacancy on Thayer Street. Thus, Thayer Street commands
the highest retail rents in Providence, ranging from $30 to $75 per square
feet. Between Meeting and Waterman Streets, average rents are estimated
to be $40-50 per square foot. High rents on Thayer Street have created
barriers to entry for many retailers.
• In comparison, retail rents in Downtown Providence are between $20 and
$25 per square foot. The significantly lower rents in Downtown, coupled with
a vacancy rate of 20-25%, have made the area affordable for new retail
and restaurant concepts to enter the market.

Thayer Street

• Other popular and competitive retail clusters in Providence, such as Wayland
Square, Wickenden Street, and Hope Street, also command lower rents and
have more space available to lease.
• Real estate values are accordingly high on Thayer Street. Recently, several
properties were purchased on Thayer Street, including 213-221 Thayer,
across from the future streetcar station, and 249 Thayer. The former was
purchased for $2.8 million, the highest per square foot real estate sale on
record for the City, while the latter was purchased for $2 million.

Downtown

• Because of the high rents and lower vacancies on Thayer Street, there may be
little economic incentive for changing the existing retail mix or improving
physical conditions.

Wayland Square

HR&A Advisors, Inc.
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Retail Demand and Supply
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Retail Demand and Supply

Primary and Secondary Retail Trade Areas
The primary demand for Thayer Street retail comes from
consumers in a ½ mile trade area. This demand is
supplemented by shoppers from within 1 mile of the area.
Primary trade area: ½ mile radius*
Students
Undergraduate
8,105
Graduate
2,370
Other residents
2,740
Workers
10,900
Total shoppers
24,115
Secondary trade area: 1 mile radius
½ mile shoppers (above)
24,115
½-1 mile residents
18,440
Total shoppers
42,555
*According to the U.S. Census, total residents in the primary
trade area, including students, is 10,240. However, this trade
area accounts for all Brown and RISD students, not just those
living within 1/2-mile of the study area; therefore, when
combined, the number of students and residents is higher.
Students belong in the primary consumer group because,
although they may not live in the 1/2-mile radius, they spend
substantial amounts of time on campus.

Source: U.S. Census 2010, American Community Survey Estimates 2005-2009, Brown University, RISD
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Retail Demand and Supply

Trade Area Demand
Students, residents, and workers within a 1/2-mile of Thayer Street
represent a $121M market for goods and services. Those within in a one
mile radius represent another $146M of spending potential, for a total
of $267M. However, Thayer Street merchants currently capture only
$69M in sales.

Analysis indicates that, while there is substantial retail spending
potential, consumers go elsewhere to shop and dine. Although it is
unrealistic to expect that all of this spending could be captured on
Thayer Street, this analysis confirms a weakness in Thayer Street’s
offerings and a need to diversify them.

$300 M

$250 M

$146M
spending
potential
between 1/2
mile and 1 mile

$200 M

$150 M

$198M
spending
potential going
elsewhere

$100 M

$50 M

Shoppers go elsewhere for:

½ mile market area
Undergraduates
$40.0M
Residents
$23.6M
Workers
$57.6M
Total
$121.2M

•
•
•
•
•

Grocery
Home furnishings
Electronics
Personal care
Department stores/general
merchandise

½ mile to 1 mile market area
Residents
$146 M
TOTAL

$121M
spending
potential within
½ mile

Retail spending potential

$267M

$69M
existing sales

$0 M
Retail spending potential

Thayer Street retail sales

Source: U.S. Census 2010, American Community Survey Estimates 2005-2009, ESRI Retail Marketplace Profile 2012, HR&A Advisors Analysis

HR&A Advisors, Inc.
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Retail Demand and Supply

Competitive Retail Supply
Providence has numerous retail clusters that provide diverse and
popular offerings within 1 mile of Thayer Street. These other districts
capture much of the customer base spending of those who reside within
Thayer Street’s primary and secondary trade areas. While Thayer
Street cannot be a substitute for national and regional retail
destinations such as Providence Place Mall, it can emulate more diverse,
smaller scale neighborhood retail districts and restaurant clusters.
National and Regional Retail
Providence Place Mall has many national chains and some upscale
retail options. The Mall also contains some higher price point dining
options and an IMAX theater.
North Main Street is a wide, auto-oriented corridor. Tenants are
primarily national, big-box retailers and supermarkets with some fastfood establishments and a few locally-owned businesses.

Study Area

DownCity has seen increasing diversity in its retail base in recent years,
with new independent restaurants and shops moving into the area.
There is a mix of locally- and nationally-owned ground floor businesses,
most with large office spaces above. Nevertheless, the area currently
has a relatively high ground floor retail vacancy rate.
More Local/Neighborhood Retail
Hope Street is a small district with retail offerings geared toward area
residents. There are some locally-owned food and beverage options
and retailers. While the street is more walkable than other areas of
Providence, the area is still primarily auto-oriented.

More National and Regional Retail
More Local/Neighborhood Retail
Restaurant Cluster

HR&A Advisors, Inc.
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Retail Demand and Supply

Competitive Retail Supply
South Main Street is home to locally-owned, high-end retailers
and some food and beverage options. The street has the
character of a classic “small-town” main street with its mixed uses
and small retailers.
Wayland Square is an upscale retail cluster situated in a higherincome Providence neighborhood. It has a mix of tenancies, with
locally-owned retail, some office space, and a Whole Foods.

More national and regional retail

Restaurant Clusters
Federal Hill, sometimes referred to as “Little Italy,” is best known
for its dining options and its historic landmark, the Arch at Atwells.
Despite somewhat narrow sidewalks, the area is pedestrianfriendly. The dining options on Federal Hill are priced higher than
those offered on Thayer Street.
Jewelry District has been undergoing a transformation since the
relocation of the highway, which created stronger connections to
Downtown and new available land. Real estate investments in the
district have included Brown's medical school, new office tenants
and several new restaurants, such as The ROI and CAV.
Wickenden Street, like Thayer Street, is a popular student
destination. With a less active nightlife than Thayer Street,
Wickenden offers dining options for a range of price points,
locally-owned retail and residential uses.

HR&A Advisors, Inc.
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Retail Demand and Supply

Thayer Compared to Nearby Retail Districts
Demographic comparisons show that areas with similar
demographics can support a more diverse retail mix.
Residents on both Thayer and Wickenden Streets are close in
median age and comprise similar percentages of family
households, yet restaurants and retail offerings on Wickenden
Street are more upscale than those on Thayer Street. Despite
having a lower income, Wickenden’s retail options have a
wider variety of price points, and may be a model for Thayer
Street.
Median Age
% Family Households
Population Density

Thayer
Street
22.4
31.3%
52,529

Wayland
Square
32.1
34%
32,070

Wickenden
Street
24
25.90%
38,732

Residents near Wayland Square have higher incomes that
support higher-end retail options. The demographics of
Wayland Square attract and support higher-end retail that is
not supported on Thayer Street.

Median Income

Thayer
Street
$55,891

Wayland
Square
$61,981

Study
Area

Wayland
Square

Wickenden Street

Wickenden
Street
$40,901

Source: 2010 Census; Median Income from ESRI BAO 2012
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Retail Demand and Supply

Potential Retailers and Restaurants
Based on the retail gap analysis, competition with other
retail nodes, and the need for price point diversification as
well as a desired mix of retail and restaurants, certain types
of tenants should be considered for Thayer Street. It should
be noted that, while many of these tenants are national brands,
they are meant to be illustrative of the quality of merchandise
and food, as well as price that would be attractive to a
broader customer base. In many cases, these are tenants that
have locations in university-related retail districts.

Personal Care
• Origins
• Blue Mercury
• Lush

Jewelry/Accessories
• Something Silver (silver
jewelry)
• Vix Emporium - Philadelphia

Apparel
• American Apparel
• Life Is Good
• Athleta (yoga and workout
clothes)
• Jack Wills

Restaurants
• Five Napkin Burger
• Flour Bakery + Café Boston
• Cook & Brown Public House
- Providence
• Farmstead, Inc. - Providence

Home Furnishings/Gifts
• Urban Outfitters (home
goods department)
• Kitchen Kapers

HR&A Advisors, Inc.
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Case Studies
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Case Studies

Overview
HR&A studied other university-related retail districts to
understand the challenges and opportunities presented in
serving the needs of students, faculty, staff, and nearby
residents. HR&A chose the following four case studies based
on their representation of vibrant retail districts near
universities. Despite their location and primary audience, these
districts appeal to a customer base beyond just students and
compete with other retail destinations in their cities, yet are still
successful. This section explores why and how these areas have
become vibrant districts.
These case studies include:
• Palmer Square, Princeton University
• University City, University of Pennsylvania
• Davis Square, Tufts University

University City, Philadelphia

• The Delmar Loop, Washington University, St. Louis

HR&A Advisors, Inc.
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Case Studies

Lessons Learned
With the right interventions, Thayer Street can have stores and restaurants that appeal to a broader base of customers. Other universityproximate districts have been able to offer a wide range of retail and dining options. Critical actors vary in each case, with transformation led by
strong BIDs and management authorities, universities, private developers, and municipal government. However, HR&A identified the following
components as common keys for building successful university districts.
1. Non-retail uses which bring in a diverse customer base
Diverse uses such as office, higher-end multifamily residential, hotels, and even hospitals bring non-students to the area. These uses help to
support more diverse retail and food and beverage offerings at a range of price points.
2. A physical environment that supports a vibrant and walkable retail street
The district must be walkable in order to attract customers. Walkable streets are generally those that are clean and safe. Further efforts
include façade, streetscape, and public realm improvements.
3. Adequate access by car and public transit to attract customers from outside the immediate area
Parking management and public transit help to make an area accessible to those who do not live within walking distance. This is a crucial
asset for diversifying customers in university-proximate districts, as a large portion of those who live within walking distance are students.
Making the area more accessible to customers from outside the area helps to support retail that caters to a wider customer base.
4. A strong marketing strategy led by a management entity that provides services and promotes the district
While some case studies have stronger examples than other, the most successful districts have a strong entity that manages and coordinates
marketing and various other on-going district efforts. This includes:
• Marketing and special events that help build and support a district’s brand.
• Providing “clean and safe” services.
• Creating and supporting a district brand through marketing to consumers, brokers, and tenants.
• Working closely with major stakeholders to solicit direct or indirect investments in the district.

HR&A Advisors, Inc.
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Case Studies

The Delmar Loop, Washington University, St. Louis
The Delmar Loop contains a range of restaurants and bars, small boutiques
and live entertainment venues. The area serves students, local residents,
and visitors to St. Louis.
Background

•

•

The area declined in the 1970s, having a poor
reputation and lacking clean and safe initiatives.
Due, for the most part, to one property owner’s
investments, the area has improved significantly.
Today, local boutique retailers have been joined by
some regional and national retail and restaurant
brands, but the mix is balanced and price-points
varied.
Then 2011 WashU Retail Plan and Development
Strategy recommended creation of a retail
recruitment strategy, a community improvement
district and redevelopment of land near the
MetroLink Stations.
A University-owned mixed-use student apartment
development, including a mid-sized grocer, will be
completed 2014, adding to a diversity of uses.
Competing retail areas include the St. Louis Galleria.

Retail Mix

•
•
•

Primarily local retail
Mix of national and local restaurants
Vibrant nightlife for students and local residents

Non-Retail Uses

•
•
•
•
•

Boutique hotel
Movie theater
Live performance venue
Historic attractions
Cultural Uses

•

•

•

HR&A Advisors, Inc.
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Case Studies

The Delmar Loop, Washington University, St. Louis: Governance
Governance Entity

•
•

The Loop Special Business District, founded in 1980,
has led change, with active involvement from
WashU.
Current budget is approximately $100,000,
funded through tax on area businesses, but Wash U
supplements this for special studies and projects.

Programming

•

Many community events, including an Ice Carnival in
the winter that draws 10,000 visitors.

Marketing

•

A website called Lease the Loop was created to
market the area to real estate brokers and tenants.
Advertising done by a part-time marketing
employee, which includes a brochure and online
marketing.
The District is now in communication with the St.
Louis Convention and Visitors Commission, which
helps to advertise the area to tourists.

•
•

Physical
Environment

•

The Special Business District invested in streetscape
improvements and security cameras.

Access

•
•

Light rail connects to downtown St. Louis.
A parking structure exists, but is underutilized
because of good street parking.

HR&A Advisors, Inc.
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Case Studies

University City, University of Pennsylvania
University City is a secondary retail destination largely serving students,
hospital visitors, and some Philadelphia residents.
Background

•

•
•
•
Retail Mix

•
•
•

Non-Retail Uses

HR&A Advisors, Inc.

•
•
•

In the 1990s, University City was becoming more
dangerous for students. As a result, UPenn started
the West Philadelphia Initiatives. These focused on
“clean and safe,” real estate development, and
education.
In 1998, UPenn financed construction of a
complex that houses a hotel, bookstore, and many
of the national retailers now found in the area.
In 2000, University partnered with a grocer to
construct new grocery store.
Today, competing retail areas include Center City
Philadelphia and King of Prussia Mall.
Primarily national retail brands
Mix of quality and brands for food & beverage.
Some national fast-food, but also high-end,
celebrity chef restaurants.
Area surrounding retail and restaurants does not
have an active student nightlife.
Two national flag hotels
Movie theater
Large grocery store
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Case Studies

University City, University of Pennsylvania: Governance
Governance Entity

•

•
•

Institutional participation has been key. The
University City District (UCD) partnership was
created in 1997 through Penn’s West Philadelphia
Initiatives.
Today, the District also includes Drexel University,
Penn Presbyterian Hospital, residents, and
businesses.
The UCD receives its funding from the institutions
and businesses.

Programming

•

UCD hosts events, like farmers markets, but most do
not occur near retail.

Marketing

•

The UCD advertises its events and retail options
online.

Physical
Environment

•

The area has become more pedestrian-friendly as
UPenn has built more street-facing buildings.
The University City District implements streetscape
improvements, including pop-up parks and parklets.

•
Access

•

The area contains parking garages, as well as
regional rail, subway, and bus access.

UCD Sponsored Miniature Golf Course

HR&A Advisors, Inc.
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Case Studies

Nassau Street, Princeton University
Nassau Street is the primary shopping district in Princeton, serving
students and Princeton residents alike.
Background

•
•

•
Retail Mix

•
•
•

Non-Retail Uses

HR&A Advisors, Inc.

•
•
•

Plans to revitalize Nassau Street were completed
in the late 1970s, and driven by private
investment.
Private investment transformed the area, and
include expanding the Nassau Inn, adding senior
housing, and constructing two parking garages.
All of these interventions helped to bring more
non-students to the district.
Competing retail areas include the Princeton
Shopping Center and the Mercer Mall.
Mostly national retailers with some small
boutiques
Higher-end tenants than area mall
Some high-end restaurants, few national food
chains
Boutique hotel
Movie theater
Small offices
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Nassau Street, Princeton University: Governance
Governance Entity

•

•

There is no special business district or association,
but Palmer Square Management is a private
company that owns real estate on Nassau Street
and makes efforts to maintain the district.
Palmer Square Management has invested in a
range of office, retail, hotel, and residential uses,
and manages programming and marketing.

Programming

•

Community events hosted in Square

Marketing

•

Advertising of community events and businesses
through website.

Physical
Environment

•

The area is walkable with high-quality
streetscaping, including landscaping.

Access

•

The area contains two parking garages and
street parking.

HR&A Advisors, Inc.
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Davis Square, Tufts University
Davis Square is a small bar and restaurant destination with a few boutique
shops that caters to students from Tufts, Harvard, and MIT, Somerville
residents, and some greater Boston residents.
Background

•

•
•

•
Retail Mix

Non-Retail Uses

HR&A Advisors, Inc.

•

New Red Line stop opened in 1984. Davis
Square Task Force, comprised of residents and
businesses, worked with the City to create the
Davis Square Action Plan to shape development.
Over time, more residents and businesses moved
into the area, revitalizing retail.
Today, there is no unified governance entity, but
residents and businesses participate in a variety
of task forces. Overlap indicates a unified
organization might be more effective.
The area competes with Downtown Boston and
Harvard Square.

•

The area has an active nightlife, with a variety of
dining price points and a few national brands.
Retail is primarily boutique shops.

•
•

Movie theater
Bowling alley
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Davis Square, Tufts University: Governance
Governance Entity

•

There are multiple entities with overlapping
missions and participants:
− Davis Square Task Force - started in
1980s, led area revitalization effort
− Davis Area Resident/Business Initiative
(DARBI) - markets area businesses and
supports community events
− Davis Action Group - created in response
to recent hotel proposal
− Somerville Chamber of Commerce advocates to City on behalf of
businesses for policies that help to attract
businesses that create a vibrant district

Programming

•

Davis Square hosts many community events. These
events are funded by City and occasionally some
businesses. No single entity plans events.

Marketing

•
•

Advertising businesses on DARBI website
The Somerville Chamber of Commerce advocates
on behalf of businesses for the City to establish
policies that support and grow businesses, as well
as respect residents.

Physical
Environment

•
•

The City is planning streetscape improvements.
A square serves as a central meeting place that
accommodates events.

Access

•
•

Davis Station Red Line Subway opened in 1984.
Green Line extension to open in 2018.

HR&A Advisors, Inc.
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Interventions and Opportunities

Thayer Street Interventions
This section will address the first three of the four lessons
learned from the case studies discussed in the previous section:
1. Non-retail uses that attract a diverse customer base
2. A physical environment that supports a vibrant and walkable
retail street
3. Adequate access by car and public transit to attract customers
from outside the immediate area

HR&A Advisors, Inc.
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1. Bring in Non-Retail Uses to Diversify Customer Base
While Thayer Street has sufficient ground floor space to support a thriving retail district, adding office, residential, and hotel uses will
bring higher-spending consumers. Below, HR&A estimates the impact that hypothetical additions of office, residential, and hotel uses could
have on converting some existing retail and restaurants uses into more upscale uses. An analysis of the potential for new office, residential,
and hotel uses on Thayer Street follows. For example:

700 SF

100
new office workers

supports

of more upscale retail and
restaurants

Office

200

supports

new residents

2,000 SF
of more upscale retail and
restaurants

Residential

150
new hotel rooms

supports

3,700 SF
of more upscale retail and
restaurants

Hotel
HR&A Advisors, Inc.
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Office Market
Downtown Providence, the City’s established office cluster, is in
recovery.
• The Class A office market is recovering from the economic downturn.
Today, vacancy rates are below 10% for the first time since 2004.
There is approximately 1 million square feet of available space
Downtown, including 150,000 square feet of Class A office space.
• The Class A market, when compared to Class B, has been driven in
part by a “flight to quality,” in which tenants with expiring leases
have sought newer space in more efficient buildings.
• The Class B/C office market is not faring as well, with a 19%
vacancy rate Downtown. The Downtown Class B/C office market has
experienced an average annual net absorption of 22,400 square
feet, and negative space absorption of 120,000 square feet in
2012.

Shepard Building

• Average lease rates range from $31/SF in Capital Center to
$19/SF on Westminster and in the Jewelry District.

Providence Skyline

HR&A Advisors, Inc.
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Office Development Trends
The majority of the development of new office space has been
concentrated Downtown and in the Jewelry District.
• While employment in Providence is slowly recovering from the
recession, the market is driven by the growth of “Eds and Meds.”
Much of this development has occurred in the Jewelry District, which
includes Brown’s new medical school facility. With employment
growth dependent upon “Eds and Meds,” it is expected that this
sector will be a catalyst for future development.
• Providence has also attracted some major corporate offices in recent
years. One of the most significant new developments is Blue Cross &
Blue Shield of Rhode Island’s new office building in Downtown
Providence, completed in 2010. Hasbro has also recently expanded
to Providence, and chose to do so in the Jewelry District because
young employees in its gaming division “preferred an attractive,
urban environment.”

Source: New York Times, “Providence Puts Focus on Making a Home for
Knowledge,” HR&A Advisors Analysis
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Blue Cross & Blue Shield of Rhode Island
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Potential for Office Space on Thayer Street
Brown tenancy would be key for new office development.
Opportunities
• Brown may have a need for additional administrative space.
• Organizations with relationships to Brown could co-locate.
• Freelancers may be attracted to shared, affordable office space.
Constraints
• Established office clusters Downtown, with substantial available
space.

Brown Continuing Education’s new offices, 200 Dyer Street

• Some Brown uses may require institutional zoning. Brown would need
to be a tenant as private office ownership is needed to generate
real estate taxes.
• Brown has focused much of its expansion and development in the
Jewelry District and may not be able to expand in multiple districts
at once. Brown recently announced its plans to renovate the South
Street Power Station in the Jewelry District for administrative and
educational office uses.
Benefits
• Can attract new Thayer Street visitors and customers.
• Good use for upper floors if density is increased.

The Design Office, coworking space in Downtown Providence

HR&A Advisors, Inc.
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Multifamily Residential
Residential growth is strongest in Downtown.
• 86% of Providence’s population growth occurred in Downtown, coinciding
with new residential development.
• Multifamily residences in Providence have high occupancy rates; new
buildings Downtown have over a 90% occupancy rate and rents are the
highest in the region.
There is an ample supply of lower-rent multifamily housing stock in College
Hill and the East Side.
• Lower budget renters, such as undergraduate and graduate students, live
throughout the East Side. Vacancy rates are relatively high.
• Faculty who live in College Hill tend to occupy the area’s higher quality
single family housing stock.
• Further impacting demand for multifamily housing, College Hill’s overall
population declined by nearly 5% between 2000 and 2010.

Westminster Lofts

The Arcade

HR&A Advisors, Inc.
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Multifamily Development Trends
Most multifamily development has been concentrated in Downtown,
with 500 units developed since 2000.
• The Westminster Lofts by Cornish Development was an adaptive
reuse of a historical building. The 200 unit building was completed in
2006.
• The Providence G, completed in 2013, is a new luxury mixed-use
complex that combines three renovated Downtown buildings. The
residential portion of this new development contains about 50 units.
• The Arcade Providence is a major renovation of the iconic Downtown
building opening this summer. The building will include retail space
and approximately 50 “micro-loft” residential units.
• As part of the Jewelry District redevelopment, Brown has entered an
agreement with the University of Rhode Island and Rhode Island
College to redevelop the South Street Power Station. This
development would include graduate student residences, as well as
office and retail space for the institutions.

903 Providence Place, Providence

College Hill has only seen one new multifamily development in
recent years.
• The Providence City Planning Commission approved plans for 257
Thayer Street in February 2013. This privately-developed four-story
building will have 95 apartments and will offer 2-3 bedroom suites
living likely to attract students.
• There seems to be an untested multifamily market for non-student
housing in the Thayer Street area.

HR&A Advisors, Inc.
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Potential for Multifamily on Thayer Street
Opportunities
• Brown graduate students, faculty, or staff desire housing near the
Brown campus and could constitute a new non-student market.
Constraints
• Challenge of appealing to more non-student residents given Thayer
Street image—may need to be located on side streets.
• Thayer Street market may not support new construction due to low
rents and high vacancy in multifamily properties in the area, as well
as new development in Downtown Providence.
• 257 Thayer Street density has been controversial.

Proposal for 257 Thayer Street

• Brown’s recent announcement of possible residential development in
the Jewelry District is intended for approximately 300 graduate and
medical students, absorbing potential demand.
• Parking may be required to attract residents.
Benefits
• Could attract new Thayer Street customers and a more diverse 24hour population.
• Good use for upper floors of potential new mixed-use buildings.

HR&A Advisors, Inc.
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Hotel Market
Hotels are concentrated in Downtown Providence in a market that
shows modest demand and growth.
• 10 hotels and 3 bed & breakfasts are within a mile of Thayer
Street, ranging from upper midscale to upper upscale class. Seven
hotels are located in Downtown.
• Occupancy rates increased from 63% to 68% between 2007 to
2012, despite two new hotels built since 2007.
• Average 68% occupancy could be adequate to support new hotel,
given an industry standard of 70%.
• However, the current average daily rate of $140/night has not
increased substantially in recent years, despite increases in
occupancy.

Average Daily Rate
(ADR)
$180
$160
$140
$120
$100
$80
$60
$40
$20
$2007

2008

2009

2010

2011

2012

Average Occupancy Rate by Month,
2007 - 2012
80%
70%
60%
50%
40%
30%
20%
10%
0%

Source: Smith Travel Research, HR&A Advisors Analysis
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Hotel Development Trends
Since 2007, two new hotels have been built, both in Downtown
Providence. This included 382 new hotel rooms, increasing the supply
from 1,913 to 2,295 rooms total:
• Renaissance Providence Downtown Hotel (2007)
272 Rooms
Average Daily Rate: $190 - $240
Upper Upscale Class
• Hampton Inn Suites, Providence Downtown (2009)
110 Rooms
Average Daily Rate: $160 - $180
Upper Midscale Class

Renaissance Providence Downtown Hotel

Hampton Inn Suites

HR&A Advisors, Inc.
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Potential for Hotel on Thayer Street
Brown and RISD could potentially provide market support to a hotel
near Thayer Street.
Opportunities
• Despite an increased supply of rooms, occupancy rates have been
increasing in Providence.

Hotels
Bed & Breakfasts

College Hill

Convention Center

• Visitors to Brown and RISD, such as alumni, scholars, and families,
must currently stay Downtown. Brown estimates that it had 120,000
visitors in 2011, a substantial number of which were from out of
town.*
• Preliminary conversations indicate that a hotel in College Hill would
be well-used by university guests, as well as by Brown, which has
indicated a potential need for conference space.
Constraints
• Occupancy, while rising, may not indicate adequate demand for new
hotel. The average daily rate has also not risen in recent years.
• Hotel demand citywide seems only mildly seasonal, indicating that
academic demand is not the only driver, and may not be adequate
to support a new hotel in College Hill.
• The hotel supply Downtown is not substantially distant from Brown, Benefits
but it is closer to RISD.
• A hotel could attract new Thayer Street customers at varying times of
day that have a higher spending potential than students.
• Given constrained zoning envelopes in the area, revenues may not
be sufficient to cover construction costs.
*Source: “The Economic Impact of Brown University,” http://brown.edu/about/reports/economic-impact/student-visitor

HR&A Advisors, Inc.

Thayer Street Planning Study – Market Analysis & Marketing Strategies | 48

Interventions and Opportunities

2. Environment Must Support a Vibrant and Walkable Retail Street
Improving the perception of cleanliness and creating an attractive public realm
are important first steps in a long-term strategy to market the area. Retailers
and restaurants that are looking for space have a number of choices in the
greater Providence market, so it is important that the physical environment on
Thayer Street is as attractive as competitive retail nodes. Similarly, potential
customers have other options for shopping that feel cleaner, safer and more
accessible, and Thayer Street must meet those standards.
A wide variety of physical improvements could be made, and should include
the following short- and long-term actions:

University City, Philadelphia

Immediate Actions
• Add additional trash cans where appropriate
• Add additional trash collection times when appropriate
• Explore shared dumpster usage to reduce number of dumpsters
Longer-Term Actions
• Streetscape improvements, including the maintenance of trees and tree beds
and the addition of flower beds
• The addition of wayfinding signage and the removal of non-essential
signage
• New lighting
• The addition of permanent street furniture and proper management of
temporary street furniture
• Design guidelines for improving and maintaining storefronts

Nassau Street, Princeton

Harvard Square, Cambridge

HR&A Advisors, Inc.
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Safety Improvements
In addition to creating a cleaner environment, retailers and customers want to
know that Thayer Street is a safe place in which to do business and shop.
Recent shootings and other disturbances, have left the impression that Thayer
Street is an unsafe place. While efforts should be made to increase the police
presence in the area, the DMA should explore the possibility of creating an
“Ambassador” program to add eyes and ears on the street.
Initially, the main function of the Ambassadors would be to provide a sense that
the area is being monitored. Wearing a uniform or DMA-branded shirts and
jackets, Ambassadors (who do not have any law enforcement authority) would
walk the street during designated hours (particularly in the evenings) and
report incidents and suspicious behavior to Police. Other responsibilities of the
Ambassadors would include welcoming and assisting pedestrians, and
providing information about retail shops and services.

Providence Downtown Improvement District Ambassadors

Immediate Actions
• Contact an organization such as Block-by-Block, a national company that
creates such programs, to get an understanding of the size and cost of a
program for Thayer Street
• Determine essential hours for security and initiate program
Longer-Term Actions
• Expand hours for program
• Expand role of Ambassadors to provide information to shoppers and diners

HR&A Advisors, Inc.
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Regulatory Changes
Regulatory changes can be accomplished in the shorter term, and involve the coordination of
the DMA with numerous public agencies within the City of Providence:

Issue

Potential Interventions

Lead Actor(s)

Liquor

• Introduce new business hour regulations
• Liquor license restrictions

Licensing Board

Zoning

• Develop a district-wide zoning strategy
rather than spot zoning
• Create new design and streetscape
guidelines
• Restrict food and beverage on side streets
(especially if liquor license restrictions not
possible)

Dept. of Planning &
Development
Licensing Board
Zoning Board

Building
Conditions

• Enforce building standards
• Create façade improvement incentives

Dept. of Inspections &
Standards
Thayer Street DMA

Outdoor
Seating

• Require more efficient, less obstructive
layouts
• Revisit formula for allowable number of
seats

Dept. of Public Works
Dept. of Inspections &
Standards

Garbage &
Dumpsters

• Enforce penalties for trash on private
properties
• Enforce dumpster use regulations

Dept. of Public Works

HR&A Advisors, Inc.

Thayer Street

Thayer Street Planning Study – Market Analysis & Marketing Strategies | 51

Interventions and Opportunities

3. Access by Car and Transit to Attract a Broader Customer Base
Providing better access helps to draw customers to the area. Often, a large
proportion of residents within walking distance of university-proximate retail
districts are students. In order to encourage more non-student visitors, the district
must be accessible for those who live farther away. The following
transportation recommendations should be considered to improve access to the
study area:
•
•
•
•

A more effective parking management strategy.
Signage that indicates parking availability.
Accommodations for cyclists.
A convenient, visual and pedestrian connection to the street car terminus
proposed for Thayer Street between Angell and Waterman.

Downtown St. Louis Mixed-Use Parking Garage

Proposed Providence Streetcar

HR&A Advisors, Inc.
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Dedicated Management Entity
Special purpose entities can build a stronger district with a unified strategy
and identity.
• Organizations such as management authorities, merchants associations, and
Business Improvement Districts deploy a centralized strategy to implement
multiple initiatives, in coordination with businesses, residents, and municipal
stakeholders.
• Responsibilities often include district image improvement, marketing to
customers and merchants, programming, streetscape and façade
improvements, and cleaning and patrolling.
Thayer Street District Management Authority (DMA)
Thayer Street District Management Authority, the DMA, can adopt measures
taken by successful retail districts to bring positive change to the district. While
there is little vacancy on Thayer Street and rents in the area are the highest in
Providence, the DMA can still help to improve Thayer Street by attracting a
broader consumer base as well as a more diverse mix of retail and restaurant
tenants.
The DMA, a special tax district created by state law and city ordinance, began
in 2006 and had its first full year of operation in 2007. Thirty-eight properties
participate in the DMA, generating approximately $90,000 per year (which
has remained fairly constant over the years) in assessments, based on property
taxes.
As part of this study, HR&A examined the current role of the DMA and best
practices of other university-related retail districts to recommend short-and
long- term goals for the organization. HR&A conducted phone interviews with
Robin Remy, Executive Director of the DMA, and Al Dahlberg, Brown University
Director of State and Community Relations, who serves on the DMA board.

HR&A Advisors, Inc.

IMAGE
Davis Square Honk Festival
Like many business improvement districts around the country,
the primary mission of the DMA is to provide “clean and safe”
services which supplement sidewalk trash removal efforts that
are provided by the City. To this end, the DMA owns the trash
barrels on the street and contracts with a private cleaning
company to empty them. During the winter, the DMA removes
snow in public areas along Thayer Street and during the
summer it provides for mulch in tree wells.
In July of 2012, the DMA hired Robin Remy as its Executive
Director on a part-time basis.
A key priority for expanding the DMA’s role seems to be
strengthening its marketing, branding, safety, and
programming roles.
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Expand the Role of the DMA
Expanding the role of the DMA can greatly strengthen its impact. Interviews
and stakeholder meetings held over the course of several months indicate that
there are systemic issues that must be addressed in order to make Thayer
Street a place where area residents, visitors and new retailers and upscale
restaurants want to be, now and in the future. The DMA can play an active
role in addressing these issues. Equally as important, the DMA can take a
leadership role in actively promoting the resulting changes. As discussed in the
the previous section and in the following pages, HR&A recommends that the
DMA consider the following initiatives:
Short-term
• Improve physical conditions on Thayer Street
• Improve safety on Thayer Street
• Lead regulatory changes
• Brand the area
• Market Thayer Street
Longer-term
As part of this process, the activities of the DMA could also be expanded to
encompass some of the following:
• Hosting merchants seminars and networking events
• Recruitment of new businesses

Delmar Loop Ice Carnival Ad
HR&A Advisors, Inc.
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Branding
Creating a new image for Thayer Street is essential to attracting an additional
customer base and a more diverse retail and restaurant mix. Once there is
agreement on the target customer, the mix of retail and restaurants, price
points for merchandise and food, and potential new land uses, the vision needs
to be communicated.
To this end, there are a number of short and longer-term efforts that the DMA
can undertake to communicate that change is occurring including:
Immediate Actions
• Issue an RFP for a branding firm that will develop consensus for the Thayer
Street brand
• Retain a branding firm to design a logo which can be used on uniforms worn
by Ambassadors and cleaning personnel, on trash receptacles as well in all
print, web-based, banners, and social media marketing efforts
Longer- Term Actions
• Produce logoed-apparel for Ambassadors and cleaning personnel
• Produce decals for trash receptacles and dumpsters
• Create banners with logo to be placed in strategic locations

HR&A Advisors, Inc.
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Communications/Public Relations
Lessons learned from other communities show that change does not happen overnight, but rather is a process built on a number of small and
consistent successes. To this end, any positive steps that are undertaken by the DMA need to be communicated to the main stream media as well
as through the web and social media.
Because a number of studies have been conducted in the past, and few recommendations actually implemented, it will be important to announce
efforts that are actually contracted for, in process or completed (not studies). Examples of public relations opportunities include announcement of:
•
•
•
•
•
•
•

an Ambassador program
a “new” look for Thayer Street and the DMA showing the logo and its application on uniforms and trash receptacles
streetscape and lighting improvements
new retailers and restaurants
a Thayer Street website
special events
other positive changes on Thayer Street, such as “pop-up” stores for vacant spaces

Immediate Actions
• 257 Thayer Street Construction Fence Design. Contact Gilbane about the potential to host a “competition” for artwork that could be painted
on the construction fence at 257 Thayer. If they are receptive, there are a number of opportunities for positive press including: announcement
of the contest; announcement of a prestigious jury of art experts who would select the winner; exhibit of all entries to be held in a space on
Thayer Street; selection of the winner; progress reports on the installation; completed project.
• Identify source of funds to retain public relations firm to execute program
Longer Term Actions
• Identify entity that will execute public relations efforts and sources of funding for the program

HR&A Advisors, Inc.
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Marketing and Outreach
Marketing strategies that promote the Thayer Street brand can take a number
of forms. However, there are three basic tools that are most often utilized to
promote overall brands as well as area-specific attributes: printed media,
website and social media.
Printed Material
Printed brochures are typically used to support retail leasing, as well as
promote shopping and dining. Contents of the brochure should include a map
of the area with names of retailers in their locations; list of retailers by
category (restaurant, clothing, banks, etc.); overall information about Thayer
Street and its history; demographic information about consumers and their
spending potential; photographs of the street/interesting places including
Brown, Wheeler School, movie theater, outdoor dining, and interesting
storefronts.

Palmer Square, Princeton website

A separate pocket, located at the back of the brochure, could be designed to
include information about specific vacant stores or parcels of land that are for
sale/rent.
The map and other information should be designed in a way that they can be
included in a website, reproduced as a large stand-alone piece of
informational street signage, and included in smaller brochures (that could be
left on the counter of stores/restaurants in the area, distributed by
Ambassadors, available at Brown and RISD, included in brochure racks at
airports).

University City District, Philadelphia website
HR&A Advisors, Inc.
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Marketing and Outreach
Website
Websites have become an essential tool for providing information
about retail districts. Those that are successful provide a range of
information, are visually attractive, and are updated on a regular
basis. A website for Thayer Street should be designed to provide the
public with information such as:
•
•
•
•
•
•
•
•

Background/history of Thayer Street
Map of retail stores
Listing of retail stores by category
Specific discounts, coupons and offerings by retailers and
restaurants
Notice of upcoming special events/store openings
Information on vacant/available space
Information on any incentives available to retailers and building
owners
News and press releases

The website can be managed internally or through a third party.
However, typically the content would be provided by the DMA.
Social Media
Social media outlets, such as Facebook, Twitter, YouTube and Email,
provide a unique opportunity for the DMA to engage with the
community. The best social media strategies have clear goals and
metrics for success including the number of followers of website hits as
well as actions sourced from social media.

HR&A Advisors, Inc.

The DMA can engage the community via social media by:
• Producing quality content in variety of mediums such as video,
photo, text, and links in posts
• Creating and utilizing consistent hashtags, geotags, or phototags
• Utilizing a call to action (CTA) in all posts in order to create a
following, drive website traffic, receive feedback, crowd source
information and encourage sharing
• Engaging with local public officials and celebrities
• Interacting with local employees, community members, fans and
followers
• Highlighting companies, employees, events and deals within the
Thayer Street area
• Promoting open real estate/or business opportunities within the
Thayer Street area
Immediate Actions
• Task the DMA’s branding firm with developing printed marketing
materials and website.
Longer Term Actions
• Engage an intern or part-time employee to create and update a
Thayer Street Facebook page, blog, and develop messaging for
the Twitter account.
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Special Events
Special events have the potential to attract customers from outside Thayer
Street’s primary trade area. By managing event content, month of the year,
and time of day, events can be targeted to specific customers such as families
with children, “foodies,” art and culture enthusiasts, etc.
Among the types of events that should be considered are:
• Taste of Thayer Street Restaurant Event
• Weekly farmers markets
• Holiday markets/festival
• Family days/events during non-school weeks
• Art fairs (perhaps in coordination with Brown, RISD and local arts
organizations)
• City-wide events in which Thayer Street can participate, including lights and
decorations
Before announcing and hosting an event, it will be important to have adequate
security in place, additional trash receptacles and personnel to empty them,
sidewalks cleared of any obstacles, tree wells cleared of trash, graffiti
removed, etc. Publicity for the event should be targeted to those customers that
the DMA wants to attract. A photographer and videographer should be
retained in order to publicize the success of the event to local media outlets.

Delmar Loop Ice Carnival

Immediate Actions
• Identify a special event that could be held when Brown University is not is
session, such as a holiday market, that would be targeted to families and
other residents from outside the area
• Coordinate a Taste of Thayer Street event
Longer Term Actions
• Hire a part-time events coordinator to schedule and promote one special
event per month.
HR&A Advisors, Inc.

Logo for movie programming in DownCity, Providence
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Suggested Timeline
In order to attract new customers and potential new retail tenants to
Thayer Street, it will be important to create a solid foundation upon
which subsequent outreach can be built.
HR&A recommends that the following initial actions be taken in
marketing Thayer Street:

Months 4-6
• Launch Website and other social media venues
• Launch Ambassador program
• Identify one special event, such as Thayer Street Restaurant Week, to
be held when Brown is on a break, that can be marketed to residents
of the wider Providence area

Months 1-3
• DMA works with appropriate City agencies to identify key physical
interventions that can be implemented quickly. Focus on safety,
enforcement of existing regulations, removal of unnecessary signage

Months 7-12
• Create printed materials

• DMA retains a branding consultant to work confirm goals of the
branding program. Logo/typeface development along with website
development should be the priority.

• Solicit entity/person to run a Holiday Market who would help identify
potential sites; identify potential vendors (only dry goods and
packaged gift food products)

• DMA engages an intern or other personnel to begin writing blogs
about what is happening on Thayer Street, and identify content for
website

• Promote Holiday Market on website and in social media

• DMA discussed possibility of a competition for the design of artwork
for the 257 Thayer Street construction fencing

HR&A Advisors, Inc.

Ongoing
• Public relations outreach to mainstream media to promote positive
changes on Thayer Street
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