3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

1

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

110

POLICE

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000281 RACOM CORPORATION

I-DB123163

001-5-110-1-67270

PD - SERVICE LABOR

01-000281 RACOM CORPORATION

I-DB124927

001-5-110-1-63320

PD - CONNECTORS/LABOR

1,162.50

01-000283 ALLIANT ENERGY

I-02.2017 STATE

001-5-110-1-63710

POLICE

429.95

01-000283 ALLIANT ENERGY

I-02.2017 STATE

001-5-110-1-63710

WIFI

157.08

01-000353 WELLMARK BLUE CROSS & B I-01.2017

001-5-110-1-61500

PD - FLEX ADMIN FEES

141.22

01-000479 VERIZON WIRELESS

I-9780517867

001-5-110-1-63730

PD - CELL PHONE- 5804

87.53

01-000479 VERIZON WIRELESS

I-9780517867

001-5-110-1-63730

PD - CELL PHONE- 2918

77.54

01-000479 VERIZON WIRELESS

I-9780517867

001-5-110-1-63730

PD - MODEM - 4635

40.01

01-000479 VERIZON WIRELESS

I-9780517867

001-5-110-1-63730

PD - PHONE - 3278

40.01

01-000479 VERIZON WIRELESS

I-9780517867

001-5-110-1-63730

PD - PETWAVE 2 - 3257

40.01

01-000479 VERIZON WIRELESS

I-9780517867

001-5-110-1-63730

PD - PETWAYVE 4 3808

40.01

01-000479 VERIZON WIRELESS

I-9780517867

001-5-110-1-63730

PD

40.01

01-000529 TAUKE MOTORS

I-C170737

001-5-110-1-63320

PD - OIL CHANGE

01-000660 COMPUTER DOCTORS INC

I-95885

001-5-110-1-67273

PD - COMPUTER

01-000903 CENTURY LINK

I-1401260408

001-5-110-1-63730

POLICE- LONG DISTANCE

7.45

01-000984 UNITED PARCEL SERVICE

I-00005065E0087

001-5-110-1-65060

PD - SHIPPING

9.08

01-001075 CASEY'S GENERAL STORE I I-02.2017

001-5-110-1-63310

POLICE

954.05

01-001319 GALLS / QUARTERMASTER

I-007035251

001-5-110-1-61805

PD - UNIFORMS

120.84

01-001323 RECKER CONSTRUCTION

I-02.26.17

001-5-110-1-65407

PD - REPLACE DOORS/GUTTERS

365.00

01-001390 WATCH GUARD VIDEO

I-ACCINV0010329

001-5-110-1-65407

PD - SHIRT CLIPS

195.00

01-001390 WATCH GUARD VIDEO

I-BCMINV0002570

001-5-110-1-67270

PD - BODY CAMERAS

01-001429 RELIANCE STANDARD

I-03.2017

001-5-110-1-61500

POLICE - INSURANCE

01-001482 MURPHY, BRIAN

I-02.2017

001-5-110-1-64316

PD - CLEANING

38.55

- PETWAVE 0417

DEPARTMENT 110

POLICE

38.94

1,041.00

9,439.00

127.43

30.00

TOTAL:

14,622.21

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

2

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

150

FIRE

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000002 ACE HOMEWORKS

I-178784

001-5-150-1-65407

FD - CONNECTORS

01-000051 FANGMAN, ROBERT

I-02.04.17

001-5-150-1-62300

FD - FIRE INSTRUCTOR - MEALS

58.00

01-000059 CARQUEST AUTO PARTS

I-4986-215749

001-5-150-1-65407

FD - POLISH

14.62

01-000059 CARQUEST AUTO PARTS

I-4986-216985

001-5-150-1-63320

FD - EXHAUST FLUID

32.40

01-000092 CRESCENT ELECTRIC SUPPL I-S503184952.002

001-5-150-1-63180

FD - DIMMER CONTROLS

01-000092 CRESCENT ELECTRIC SUPPL I-S503203598.001

001-5-150-1-63180

FD - COOPER CRUZ FIXTURES

01-000092 CRESCENT ELECTRIC SUPPL I-S503241276.001

001-5-150-1-63180

FD - CONNECTORS/FPLP RED

117.04

01-000092 CRESCENT ELECTRIC SUPPL I-S503245062.001

001-5-150-1-63180

FIRE - CONNECTOR/CABLE

163.82

01-000139 SPRING GREEN

I-02.2017 FIRE

001-5-150-1-63180

FIRE - SNOW REMOVAL

150.00

01-000168 JOHN DEERE FINANCIAL

I-4082139

001-5-150-1-65407

FD - CABLES/CAULK/BOX

22.46

01-000241 MEYER MECHANICAL CONTRA I-C71578

001-5-150-1-63180

FD - CABLE/STRAPS/COVERS/BXS

40.60

01-000464 SCHERBRING, TONY

I-02.04.17

001-5-150-1-62300

FD - FIRE INSTRUCTOR - MEALS

58.00

01-000545 OSTERHAUS, KURT

I-02.04.17

001-5-150-1-62300

FD - FIRE INSTRUCTOR - MEALS

58.00

01-000583 DEMOSS, COREY

I-02.28.17

001-5-150-1-62300

FD - HAZMAT RETEST - MEALS/MI

99.55

01-000618 DEUTMEYER, TIM

I-02.04.17

001-5-150-1-62300

FD - FIRE INSTRUCTOR - MEALS

58.00

01-000903 CENTURY LINK

I-1401260411

001-5-150-1-63730

FIRE - LONG DISTANCE

01-001013 THREE RIVERS FS COMPANY I-01.2017 FIRE

001-5-150-1-63310

FD - GAS/DIESEL

01-001193 TAUKE, MATT

I-02.28.17

001-5-150-1-62300

FD - FFI - HOTEL/MEALS/MILES

293.70

01-001234 IOWA STATE UNIVERSITY

I-000694

001-5-150-1-62300

FD - INSTR 1 REGISTRATION

150.00

01-001358 REINERT, TONY

I-02.04.17

001-5-150-1-62300

FD - FIRE INSTRUCTOR - MEALS

DEPARTMENT 150

FIRE

7.68

53.30
3,627.00

9.22

44.64

58.00

TOTAL:

5,116.03

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

3

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

180

MISC. COMMUNITY PROTECTIO

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

ITEM #

BANK: ALL

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000283 ALLIANT ENERGY

I-02.2017 1021

001-5-180-1-63710

PW - ELECTRICITY

18.94

01-000283 ALLIANT ENERGY

I-02.2017 STATE

001-5-180-1-63710

COMM PROTECT 30%

1,862.16

DEPARTMENT 180

MISC. COMMUNITY PROTEC TOTAL:

1,881.10

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER
ACCOUNTS PAYABLE

4

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

210

TRANSPORTATION

VENDOR

PAGE:

ITEMS PRINTED: PAID, UNPAID

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000002 ACE HOMEWORKS

I-178550

001-5-210-2-65407

PW - FASTENERS/FITTING

22.81

01-000002 ACE HOMEWORKS

I-178613

001-5-210-2-65407

PW - DRILL BITS

10.79

01-000168 JOHN DEERE FINANCIAL

I-4078298

001-5-210-2-65407

PW- ANTIFREEZE

34.47

01-000168 JOHN DEERE FINANCIAL

I-4078709

001-5-210-2-65407

PW - CLAMPS/ANCHOR/ADHESIVE

37.63

01-000168 JOHN DEERE FINANCIAL

I-4079058

001-5-210-2-65407

PW - BATTERY CABLES

25.98

01-000168 JOHN DEERE FINANCIAL

I-4081317

001-5-210-2-65407

PW - GREASE/ORING/LUBRICANT

55.17

01-000203 CITY LAUNDERING CO.

I-1247223

001-5-210-2-61805

RECKER

11.66

01-000203 CITY LAUNDERING CO.

I-1247223

001-5-210-2-61806

RAUSCH

10.61

01-000203 CITY LAUNDERING CO.

I-1247223

001-5-210-2-61807

MAAHS

10.61

01-000203 CITY LAUNDERING CO.

I-1248850

001-5-210-2-61805

RECKER

11.65

01-000203 CITY LAUNDERING CO.

I-1248850

001-5-210-2-61806

RAUSCH

10.61

01-000203 CITY LAUNDERING CO.

I-1248850

001-5-210-2-61807

MAAHS

10.61

01-000203 CITY LAUNDERING CO.

I-1250485

001-5-210-2-61805

RECKER

11.66

01-000203 CITY LAUNDERING CO.

I-1250485

001-5-210-2-61806

RAUSCH

10.61

01-000203 CITY LAUNDERING CO.

I-1250485

001-5-210-2-61807

MAAHS

10.61

01-000203 CITY LAUNDERING CO.

I-1252117

001-5-210-2-61805

RECKER

11.65

01-000203 CITY LAUNDERING CO.

I-1252117

001-5-210-2-61806

RAUSCH

10.61

01-000203 CITY LAUNDERING CO.

I-1252117

001-5-210-2-61807

MAAHS

10.61

01-000241 MEYER MECHANICAL CONTRA I-73042

001-5-210-2-67270

PW - WATER HEATER

01-000283 ALLIANT ENERGY

001-5-210-2-63710

STREETS

217.39

01-000353 WELLMARK BLUE CROSS & B I-01.2017

001-5-210-2-61500

PW - FLEX ADMIN FEES

141.22

01-000413 NAPA AUTO PARTS

I-096552

001-5-210-2-65407

PW - FILTER/DRIVER SET

01-000413 NAPA AUTO PARTS

I-096815

001-5-210-2-63320

PW - FUSES

01-000445 QUIK N HANDI II

I-02.2017

001-5-210-2-63310

STREETS

01-000479 VERIZON WIRELESS

I-9780517867

001-5-210-2-63730

PW - CELL PHONE - 8775

97.53

01-000479 VERIZON WIRELESS

I-9780517867

001-5-210-2-63730

PW - PETWAVE 1 - 3256

40.01

01-000479 VERIZON WIRELESS

I-9780517867

001-5-210-2-63730

PW - PETWAVE 4 3251

51.64

01-000658 NEW VIENNA METAL WORKS

I-70950

001-5-210-2-65407

PW - GALV STRIP/LABOR

60.60

01-000703 CMA WELDING LLC

I-0007270

001-5-210-2-65407

PW - PLATE

15.00

01-000903 CENTURY LINK

I-1401260410

001-5-210-2-63730

PW - LONG DISTANCE

I-02.2017 STATE

1,310.00

17.93

9.38

267.88

7.45

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

5

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

210

TRANSPORTATION

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-001016 AMERICAN BACKFLOW PREVE I-02.2017

001-5-210-2-62300

PW - REGISTRATION

80.00

01-001075 CASEY'S GENERAL STORE I I-02.2017

001-5-210-2-63310

STREETS

49.03

01-001138 ELLIOTT EQUIPMENT COMPA I-138965

001-5-210-2-63320

PW - INSTALLED NEW CURTAIN

01-001323 RECKER CONSTRUCTION

I-02.26.17

001-5-210-2-65407

PW - REPLACE DOORS

01-001429 RELIANCE STANDARD

I-03.2017

001-5-210-2-61500

PW - INSURANCE

001-5-210-2-67618

PW - 3RD ST STORM SEWER

01-001499 TOP GRADE EXCAVATING IN I-3202

DEPARTMENT 210

TRANSPORTATION

3,079.09

365.00

20.11

17,700.00

TOTAL:

23,847.61

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

6

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

410

LIBRARY

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000018 AMERICAN TRUST & SAVING I-03.2017 A

001-5-410-4-63730

LBRY - INTERNET/PHONE

01-000203 CITY LAUNDERING CO.

I-1247223

001-5-410-4-65060

LIBRARY

8.97

01-000203 CITY LAUNDERING CO.

I-1250485

001-5-410-4-65060

LIBRARY

8.97

01-000283 ALLIANT ENERGY

I-02.2017 STATE

001-5-410-4-63710

LIBRARY

845.03

01-000353 WELLMARK BLUE CROSS & B I-01.2017

001-5-410-4-61500

LIBRARY - FLEX ADMIN FEES

141.22

01-000984 UNITED PARCEL SERVICE

I-00005065E0087

001-5-410-4-65060

LBRY- SHIPPING

01-001429 RELIANCE STANDARD

I-03.2017

001-5-410-4-61500

LBRY - INSURANCE

100.33

01-001487 SINGSANK, TIM

I-02.23.17

001-5-410-4-64322

LIBRARY - WK OF 2/17 TO 2/23

150.00

01-001487 SINGSANK, TIM

I-03.02.17

001-5-410-4-64322

LIBRARY - WK OF 2/25 TO 3/2

150.00

DEPARTMENT 410

LIBRARY

183.16

70.21

TOTAL:

1,657.89

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

7

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

430

PARKS

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000139 SPRING GREEN

001-5-430-4-64322

WD SCHOOL - SNOW REMOVAL

94.00

01-000147 JAM SYSTEMS & MIDLAND D I-74850

001-5-430-4-63321

PARKS - GATE REPAIR

33.88

01-000241 MEYER MECHANICAL CONTRA I-73042

001-5-430-4-65407

PARKS - WATER HEATER

01-000283 ALLIANT ENERGY

I-02.2017 STATE

001-5-430-4-63710

PARKS

01-000479 VERIZON WIRELESS

I-9780517867

001-5-430-4-63730

PARKS - CELL PHONE - 2372

01-000550 TREASURER, STATE OF IOW I-02.2017

001-5-430-4-64180

PROGRAM SALES TAX

115.00

01-000550 TREASURER, STATE OF IOW I-02.2017

001-5-430-4-64181

PROGRAM LOCAL TAX

19.00

01-000660 COMPUTER DOCTORS INC

001-5-430-4-65060

ADMIN ASSIST - COMPUTER347

347.00

01-000735 BSN SPORTS/COLLEGIATE P I-98768300

001-5-430-4-65411

PARKS - BALLS/BASES

967.12

01-001429 RELIANCE STANDARD

I-03.2017

001-5-430-4-61500

PARKS - INSURANCE

16.37

01-1

I-2000352.002 HAAS

001-5-430-4-64800

PARKS - REFUND

30.00

HAAS, LAINA,

I-02.2017 WD

I-95845

DEPARTMENT 430

1,310.00

391.22

PARKS

43.76

TOTAL:

3,367.35

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

8

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

445

AQUATIC CENTER

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000283 ALLIANT ENERGY

I-02.2017 STATE

001-5-445-4-63710

POOL

34.79

01-000479 VERIZON WIRELESS

I-9780517867

001-5-445-4-63730

POOL - CELL PHONE - 2372

43.77

01-000550 TREASURER, STATE OF IOW I-02.2017

001-5-445-4-64180

AQUATIC SALES TAX

10.00

01-000550 TREASURER, STATE OF IOW I-02.2017

001-5-445-4-64181

AQUATIC LOCAL TAX

2.00

01-000660 COMPUTER DOCTORS INC

001-5-445-4-65407

ADMIN ASSIST - COMPUTER347

347.00

01-000704 IOWA DEPT OF PUBLIC HEA I-02.2017

001-5-445-4-62100

POOL- REGISTRATION

105.00

01-001429 RELIANCE STANDARD

001-5-445-4-61500

POOL - INSURANCE

I-95845

I-03.2017

DEPARTMENT 445

AQUATIC CENTER

16.37

TOTAL:

558.93

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

9

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

460

COMMUNITY CENTER

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

ITEM #

BANK: ALL

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000203 CITY LAUNDERING CO.

I-1247224

001-5-460-4-65407

SOC CTR - MATS

23.18

01-000556 SINGSANK, TIM & JOYCE

I-02.16.17

001-5-460-4-64322

SOC CTR - 2/10 TO 2/16

99.75

01-000556 SINGSANK, TIM & JOYCE

I-02.23.17

001-5-460-4-64322

SOC CTR - 2/17 TO 2/23

71.25

01-000556 SINGSANK, TIM & JOYCE

I-03.02.17

001-5-460-4-64322

SOC CTR - 2/24 TO 3/2

71.25

01-000797 LECHTENBERG JANITORIAL

I-23307

001-5-460-4-65407

SOC CTR - MOP REFILLS

29.90

DEPARTMENT 460

COMMUNITY CENTER

TOTAL:

295.33

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

10

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

610

MAYOR, COUNCIL & CITY ADM

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

ITEM #

BANK: ALL

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000353 WELLMARK BLUE CROSS & B I-01.2017

001-5-610-6-61500

P & A - FLEX ADMIN FEES

01-001429 RELIANCE STANDARD

001-5-610-6-61500

P & A - INSURANCE

I-03.2017

DEPARTMENT 610

MAYOR, COUNCIL & CITY

141.22

76.23

TOTAL:

217.45

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

11

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

620

CLERK, TREAS & FINANCE

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

ITEM #

BANK: ALL

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000018 AMERICAN TRUST & SAVING I-03.2017 A

001-5-620-6-65060

CITY - CHANNEL 8 - ADAPTER

41.99

01-000033 SECRETARY OF STATE

I-02.2017

001-5-620-6-65060

P & A - NOTARTY RENEWAL MJG

30.00

01-000136 DYERSVILLE COMMERCIAL

I-161915-1702

001-5-620-6-65060

CITY - ADMIN ASSIST AD

72.75

01-000168 JOHN DEERE FINANCIAL

I-4082957

001-5-620-6-65060

CITY - GORILLA GLUE

01-001371 COMPLETE OFFICE OF WISC I-765749

001-5-620-6-65060

CITY - PAPER

55.98

01-001371 COMPLETE OFFICE OF WISC I-765749

001-5-620-6-65060

CITY - PENS

11.89

01-001453 RK DIXON CO

001-5-620-6-65060

COPY MACHINE - CONTRACT RATE

I-1675823

DEPARTMENT 620

CLERK, TREAS & FINANCE TOTAL:

4.49

154.07

371.17

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

12

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

650

CITY HALL & GEN BLDGS

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

ITEM #

BANK: ALL

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000203 CITY LAUNDERING CO.

I-1247223

001-5-650-6-63100

MATS

01-000203 CITY LAUNDERING CO.

I-1248850

001-5-650-6-63100

CITY HALL MAT

01-000203 CITY LAUNDERING CO.

I-1250485

001-5-650-6-63100

MATS

01-000203 CITY LAUNDERING CO.

I-1252117

001-5-650-6-63100

CITY HALL MAT

01-000283 ALLIANT ENERGY

I-02.2017 STATE

001-5-650-6-63710

P & A

01-000479 VERIZON WIRELESS

I-9780517867

001-5-650-6-63730

ADMIN - CELL PHONE - 4221

97.53

01-000479 VERIZON WIRELESS

I-9780517867

001-5-650-6-63730

CLERK - CELL PHONE- 4040

97.53

01-000479 VERIZON WIRELESS

I-9780517867

001-5-650-6-63730

CITY - 0416

40.01

01-000479 VERIZON WIRELESS

I-9780517867

001-5-650-6-63730

CITY - PETWAVE 3440

51.64

01-000660 COMPUTER DOCTORS INC

I-95424

001-5-650-6-64322

CITY - REMOTE SUPPORT TOOLS

360.00

01-001081 WELLS FARGO LEASING

I-5003741475

001-5-650-6-64322

CITY HALL - COPY MACHINE LEAS

131.59

01-001482 MURPHY, BRIAN

I-02.2017

001-5-650-6-64322

CITY HALL - CLEANING

670.00

DEPARTMENT 650

51.62

2.80

51.62

2.80

429.95

CITY HALL & GEN BLDGS

TOTAL:

1,987.09

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER
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ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

001

GENERAL FUND

DEPARTMENT:

670

OTHER GENERAL GOVT

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

ITEM #

BANK: ALL

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000136 DYERSVILLE COMMERCIAL

I-161960-1702

001-5-670-6-64020

CITY - LEGAL NOTICES

423.08

01-000285 IOWA CODIFICATION INC

I-2017-IC-0061

001-5-670-6-64316

CODE OF ORDINANCE UPDATE

789.00

01-000660 COMPUTER DOCTORS INC

I-95845

001-5-670-6-67250

ADMIN ASSIST - COMPUTER347

347.00

01-001107 NET-SMART INC

I-32058

001-5-670-6-62100

WEBSITE HOST CHARGE

DEPARTMENT 670

OTHER GENERAL GOVT

25.00

TOTAL:

1,584.08

------------------------------------------------------------------------------------------------------------------------------------

FUND

001

GENERAL FUND

TOTAL:

55,506.24

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

14

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

110

ROAD USE FUND

DEPARTMENT:

180

MISC COMMUNITY PROTECTION

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

ITEM #

BANK: ALL

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000283 ALLIANT ENERGY

I-02.2017 STATE

110-5-180-1-63710

ROAD USE - 70%

DEPARTMENT 180

MISC COMMUNITY PROTECT TOTAL:

4,345.02

4,345.02

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

15

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

110

ROAD USE FUND

DEPARTMENT:

210

TRANSPORTATION

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000030 BARD MATERIALS

I-258331

110-5-210-2-67621

PW - SHOULDER ROCK

1,170.68

01-000030 BARD MATERIALS

I-258716

110-5-210-2-67621

PW - SHOULDER ROCK

327.26

01-001323 RECKER CONSTRUCTION

I-02.26.17

110-5-210-2-64170

PW - REPLACE SNOWGUARDS

300.00

01-001429 RELIANCE STANDARD

I-03.2017

110-5-210-2-61500

PW - INSURANCE

110-5-210-2-67679

PW - 2ND ST EXCAVATION

01-001499 TOP GRADE EXCAVATING IN I-3201

DEPARTMENT 210

TRANSPORTATION

66.10

9,250.00

TOTAL:

11,114.04

------------------------------------------------------------------------------------------------------------------------------------

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER
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ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

110

ROAD USE FUND

DEPARTMENT:

250

SNOW REMOVAL

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000139 SPRING GREEN

I-02.2017 CITY

110-5-250-2-64170

PW - SNOW REMOVAL

DEPARTMENT 250

SNOW REMOVAL

510.00

TOTAL:

510.00

------------------------------------------------------------------------------------------------------------------------------------

FUND

110

ROAD USE FUND

TOTAL:

15,969.06

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER
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ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

301

CAPITAL PROJECTS FUND

DEPARTMENT:

723

CAPITAL PROJECTS

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

ITEM #

BANK: ALL

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000273 IIW ASSOCIATES P C

I-68433

301-5-723-8-64063

N UTIL - CONST ADMIN

DEPARTMENT 723

CAPITAL PROJECTS

7,342.00

TOTAL:

7,342.00

------------------------------------------------------------------------------------------------------------------------------------

FUND

301

CAPITAL PROJECTS FUND

TOTAL:

7,342.00

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

18

ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

600

WATER FUND

DEPARTMENT:

810

WATER

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000002 ACE HOMEWORKS

C-178793

600-5-810-9-67811

WTR - SUPPLIES RETURNED

01-000002 ACE HOMEWORKS

I-178779

600-5-810-9-67811

WTR - HOSES/HANGER/FITTING/VA

103.68

01-000002 ACE HOMEWORKS

I-178788

600-5-810-9-67811

WTR - WELL 4 SUPPLIES

101.87

01-000002 ACE HOMEWORKS

I-178877

600-5-810-9-67811

WTR - WELL 4 SUPPLIES

182.90

01-000030 BARD MATERIALS

I-258332

600-5-810-9-63325

WTR - MAIN REPAIR - ROCK

175.85

01-000049 HOLIDAY INN DES MOINES

I-376123

600-5-810-9-62300

WTR - MEETING

217.28

01-000203 CITY LAUNDERING CO.

I-1247223

600-5-810-9-61809

MENSEN

11.66

01-000203 CITY LAUNDERING CO.

I-1248850

600-5-810-9-61809

MENSEN

11.66

01-000203 CITY LAUNDERING CO.

I-1250485

600-5-810-9-61809

MENSEN

11.66

01-000203 CITY LAUNDERING CO.

I-1252117

600-5-810-9-61809

MENSEN

11.66

01-000241 MEYER MECHANICAL CONTRA I-73042

600-5-810-9-67272

WTR - WATER HEATER

01-000241 MEYER MECHANICAL CONTRA I-C71575

600-5-810-9-67811

WTR - WELL 4 SUPPLIES

01-000283 ALLIANT ENERGY

I-02.2017 STATE

600-5-810-9-63710

WATER

2,824.20

01-000315 KRAPFL INC, F L

I-1578

600-5-810-9-63325

WTR - MAIN REPAIR - 2ND AVE E

2,938.78

01-000315 KRAPFL INC, F L

I-1579

600-5-810-9-63325

WTR - MAIN REPAIR - 13TH AVE

3,464.97

01-000353 WELLMARK BLUE CROSS & B I-01.2017

600-5-810-9-61500

WATER - FLEX ADMIN FEES

141.24

01-000413 NAPA AUTO PARTS

I-096552

600-5-810-9-65407

WTR - FILTER/DRIVER SET

17.93

01-000445 QUIK N HANDI II

I-02.2017

600-5-810-9-63310

WATER

60.74

01-000479 VERIZON WIRELESS

I-9780517867

600-5-810-9-63730

WTR - PETWAVE 3 3254

51.64

01-000550 TREASURER, STATE OF IOW I-02.2017

600-5-810-9-64180

WATER SALES TAX

3,496.00

01-000550 TREASURER, STATE OF IOW I-02.2017

600-5-810-9-64181

WATER LOCAL TAX

583.00

01-000660 COMPUTER DOCTORS INC

600-5-810-9-67250

WTR - COMPUTER

01-000946 WATER & RESOURCE RECOVE I-WRRC002129

600-5-810-9-64317

WTR - MAIN TESTING

42.00

01-000949 MENSEN, KEITH

I-02.23.17

600-5-810-9-62300

WTR - IRWA MEALS/MILES

74.88

01-000971 KEYSTONE LABORATORIES

I-1A01265

600-5-810-9-64317

WATER - RADIUM TESTING

210.00

01-000971 KEYSTONE LABORATORIES

I-2A00413

600-5-810-9-64317

WATER - TESTING

I-95885

- ROOM

19.57CR

1,310.00

235.69

1,041.00

48.00

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER
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ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

600

WATER FUND

DEPARTMENT:

810

WATER

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-001075 CASEY'S GENERAL STORE I I-02.2017

600-5-810-9-63310

WATER

01-001383 HAWKINS WATER TREATMENT I-4024923

600-5-810-9-65407

WATER - BULK LIQUID

01-001429 RELIANCE STANDARD

600-5-810-9-61500

WATER - INSURANCE

I-03.2017

DEPARTMENT 810

51.33

WATER

968.75

58.73

TOTAL:

18,427.53

------------------------------------------------------------------------------------------------------------------------------------

FUND

600

WATER FUND

TOTAL:

18,427.53

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER
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ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

610

SEWER FUND

DEPARTMENT:

815

SEWER

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000168 JOHN DEERE FINANCIAL

I-4079012

610-5-815-9-65407

W/W - GUAGE/CLIPS/CLAMP/TUBIN

24.78

01-000203 CITY LAUNDERING CO.

I-1247223

610-5-815-9-61810

LANSING

11.65

01-000203 CITY LAUNDERING CO.

I-1248850

610-5-815-9-61810

LANSING

11.66

01-000203 CITY LAUNDERING CO.

I-1250485

610-5-815-9-61810

LANSING

11.65

01-000203 CITY LAUNDERING CO.

I-1252117

610-5-815-9-61810

LANSING

11.66

01-000218 HACH COMPANY

I-10335016

610-5-815-9-65407

W/W - AMMONIA PROBE

01-000241 MEYER MECHANICAL CONTRA I-73042

610-5-815-9-67272

W/W - WATER HEATER

01-000283 ALLIANT ENERGY

610-5-815-9-63710

SEWER

192.14

01-000353 WELLMARK BLUE CROSS & B I-01.2017

610-5-815-9-61500

SEWER - FLEX ADMIN FEES

141.24

01-000413 NAPA AUTO PARTS

I-096552

610-5-815-9-65407

W/W - FILTER/DRIVER SET

17.93

01-000479 VERIZON WIRELESS

I-9780517867

610-5-815-9-63730

W/W - PETWAVE 2 3380

51.64

01-000507 MOTION INDUSTRIES

I-IA18-507669

610-5-815-9-63320

W/W- REPAIR/INSPECTION

01-000550 TREASURER, STATE OF IOW I-02.2017

610-5-815-9-64180

SEWER SALES TAX

1,200.00

01-000550 TREASURER, STATE OF IOW I-02.2017

610-5-815-9-64181

SEWER LOCAL TAX

200.00

01-001429 RELIANCE STANDARD

610-5-815-9-61500

W/W - INSURANCE

60.66

I-02.2017 STATE

I-03.2017

DEPARTMENT 815

SEWER

683.00

1,310.00

409.05

TOTAL:

4,337.06

------------------------------------------------------------------------------------------------------------------------------------

FUND

610

SEWER FUND

TOTAL:

4,337.06

3/03/2017 11:47 AM
VENDOR SET:

01

PACKET:

03406

FUND

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER
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ITEMS PRINTED: PAID, UNPAID

03.06.17 BILLS

:

670

SOLID WASTE FUND

DEPARTMENT:

840

SOLID WASTE

VENDOR

PAGE:

ACCOUNTS PAYABLE

NAME

BANK: ALL

ITEM #

G/L ACCOUNT

DESCRIPTION

CHECK#

AMOUNT

====================================================================================================================================
01-000353 WELLMARK BLUE CROSS & B I-01.2017

670-5-840-9-61500

SOLID WASTE- FLEX ADMIN FEES

01-000754 BI-COUNTY DISPOSAL INC. I-362506

670-5-840-9-64316

SW - GARBAGE COLLECTION -

01-001429 RELIANCE STANDARD

670-5-840-9-61500

SW - INSURANCE

I-03.2017

DEPARTMENT 840

141.24

18,971.55

7.02

SOLID WASTE

TOTAL:

19,119.81

------------------------------------------------------------------------------------------------------------------------------------

FUND

670

SOLID WASTE FUND

TOTAL:

19,119.81

REPORT GRA TOTAL:

120,701.70

3/03/2017 11:47 AM

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

PAGE:
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------------------------------------------------------------------------------------------------------------------------------------

YEAR

**

G/L ACCOUNT TOTALS

**

=========LINE ITEM=========
ANNUAL
ACCOUNT

2016-2017 001-5-110-1-61500

NAME

AMOUNT

BUDGET

BUDGET

ANNUAL

BUDGET OVER

AVAILABLE BUDG

BUDGET

AVAILABLE BUDG

GROUP INSURANCE

268.65

96,483

001-5-110-1-61805

COSSELMAN UNIFORMS

120.84

600

192.07

001-5-110-1-63310

GAS/ETHANOL/DIESEL

954.05

25,000

11,664.74

001-5-110-1-63320

VEHICLE REPAIRS

77.49

7,500

1,915.85

001-5-110-1-63710

ELECTRICITY

587.03

6,800

1,013.04

001-5-110-1-63730

TELEPHONE

372.57

12,500

4,547.91

001-5-110-1-64316

CONTRACTS

30.00

14,300

11,505.40

001-5-110-1-65060

OFFICE SUPPLIES

2,608.97

001-5-110-1-65407

DEPARTMENT SUPPLIES

41,862.07

001-5-110-1-67270

NEW EQUIPMENT

001-5-110-1-67273

OTHER EQUIPMENT

001-5-150-1-62300

MEETINGS/TRAINING

001-5-150-1-63180

BUILDINGS/GROUNDS MAINTENA

001-5-150-1-63310

GAS/ETHANOL/DIESEL

001-5-150-1-63320

VEHICLE REPAIRS

001-5-150-1-63730

TELEPHONE

001-5-150-1-65407

DEPARTMENT SUPPLIES

001-5-180-1-63710

ELECTRICITY

001-5-210-2-61500

9.08

5,000

560.00

7,000

1,975.74

10,601.50

2,000

40,414.31-

1,041.00

20,000

18,317.40

833.25

12,400

7,143.33

4,151.76

9,000

7,686.20-

44.64

2,700

1,953.23

32.40

2,200

884.65

9.22

3,450

1,372.53

Y

Y

44.76

8,150

4,951.95

1,881.10

25,000

5,688.12

GROUP INSURANCE

161.33

0

319.57-

Y

001-5-210-2-61805

RECKER UNIFORMS

46.62

250

146.27-

Y

001-5-210-2-61806

RAUSCH UNIFORMS

42.44

250

110.74-

Y

001-5-210-2-61807

MAAHS UNIFORMS

42.44

250

110.74-

Y

001-5-210-2-62300

MEETINGS/TRAINING

80.00

1,500

001-5-210-2-63310

GAS/ETHANOL/DIESEL

001-5-210-2-63320

VEHICLE REPAIRS

001-5-210-2-63710

1,131.00

316.91

20,500

9,190.00

3,088.47

8,300

17,693.17-

ELECTRICITY

217.39

5,300

3,614.17

001-5-210-2-63730

TELEPHONE

196.63

4,000

1,008.61

001-5-210-2-65407

DEPARTMENT SUPPLIES

645.38

14,500

586.68

001-5-210-2-67270

NEW EQUIPMENT

1,310.00

15,000

8,441.16

001-5-210-2-67618

STREET RECONSTRUCTION

17,700.00

20,000

2,210.48

001-5-410-4-61500

GROUP INSURANCE

241.55

19,800

8,439.09

001-5-410-4-63710

ELECTRICITY

845.03

14,500

3,461.99

001-5-410-4-63730

TELEPHONE

183.16

2,100

649.14

001-5-410-4-64322

CONTRACTED SERVICES

300.00

8,200

2,580.00

001-5-410-4-65060

OFFICE SUPPLIES

88.15

18,500

7,684.44

001-5-430-4-61500

GROUP INSURANCE

16.37

9,188

1,017.53

001-5-430-4-63321

EQUIPMENT REPAIR

33.88

100

66.12

001-5-430-4-63710

ELECTRICITY

391.22

9,000

4,693.08

001-5-430-4-63730

TELEPHONE

001-5-430-4-64180

SALES TAXES PAID

001-5-430-4-64181

43.76

3,600

840.60

115.00

700

472.00

LOCAL OPTION SALES TAX PAI

19.00

100

61.00

001-5-430-4-64322

CONTRACTED SERVICES

94.00

45,000

21,916.12

001-5-430-4-64800

REFUNDS

001-5-430-4-65060

OFFICE SUPPLIES

30.00

100

347.00

2,000

=======GROUP BUDGET=======

OVER

51.00691.67

Y

Y

3/03/2017 11:47 AM

YEAR

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

**

G/L ACCOUNT TOTALS

PAGE:

**

=========LINE ITEM=========
ANNUAL
ACCOUNT

NAME

001-5-430-4-65407

DEPARTMENT SUPPLIES

001-5-430-4-65411

BASEBALL PROGRAM SUPPLIES

001-5-445-4-61500

GROUP INSURANCE

001-5-445-4-62100

DUES/SUBSCRIPTIONS

001-5-445-4-63710

23

BUDGET

=======GROUP BUDGET=======

OVER

ANNUAL

BUDGET OVER

AVAILABLE BUDG

BUDGET

AVAILABLE BUDG

AMOUNT

BUDGET

1,310.00

8,000

3,391.73-

967.12

2,500

1,532.88

Y

16.37

9,188

1,017.53

105.00

1,000

895.00

ELECTRICITY

34.79

9,000

977.97

001-5-445-4-63730

TELEPHONE

43.77

1,500

523.55

001-5-445-4-64180

SALES TAXES PAID

10.00

5,000

1,614.00

001-5-445-4-64181

LOCAL OPTION SALES TAX PAI

2.00

1,500

936.00

001-5-445-4-65407

DEPARTMENT SUPPLIES

347.00

8,500

3,454.16

001-5-460-4-64322

CONTRACTED SERVICES

242.25

12,000

4,857.57

001-5-460-4-65407

DEPARTMENT SUPPLIES

53.08

6,500

5,254.95

001-5-610-6-61500

GROUP INSURANCE

217.45

5,771

1,701.45

001-5-620-6-65060

OFFICE SUPPLIES

371.17

3,500

001-5-650-6-63100

BUILDING MAINTENANCE

108.84

15,000

7,253.39

001-5-650-6-63710

ELECTRICITY

429.95

6,800

2,605.51

001-5-650-6-63730

TELEPHONE

286.71

8,000

3,145.57

001-5-650-6-64322

CONTRACTED SERVICES

1,161.59

25,000

2,895.44-

Y

001-5-670-6-62100

DUES/SUBSCRIPTIONS

25.00

6,300

2,021.13-

Y

001-5-670-6-64020

PUBLICATIONS

423.08

5,000

921.53

001-5-670-6-64316

CONTRACTS

789.00

7,500

1,254.07-

001-5-670-6-67250

OFFICE EQUIPMENT

347.00

5,000

3,295.00

110-5-180-1-63710

ELECTRICITY

4,345.02

57,000

15,973.57

110-5-210-2-61500

GROUP INSURANCE

66.10

27,280

7,372.62-

110-5-210-2-64170

WINTER STREET MAINTENANCE

300.00

2,500

721.00

110-5-210-2-67621

STREET REHABILITATION

1,497.94

50,000

47,557.06

110-5-210-2-67679

STORM SEWER IMPROVEMENTSON

9,250.00

30,000

20,750.00

110-5-250-2-64170

WINTER STREET MAINTENANCE

510.00

35,000

301-5-723-8-64063

ENGINEERS FEES

7,342.00

0

600-5-810-9-61500

GROUP INSURANCE

199.97

43,156

600-5-810-9-61809

MENSEN UNIFORMS

600-5-810-9-62300

MEETINGS/TRAINING

600-5-810-9-63310

GAS/ETHANOL/DIESEL

600-5-810-9-63325

WATER MAIN MISC REPAIRS

600-5-810-9-63710

ELECTRICITY

2,824.20

600-5-810-9-63730

TELEPHONE

600-5-810-9-64180

SALES TAXES PAID

600-5-810-9-64181
600-5-810-9-64317

571.26-

Y

Y

Y

9,768.31
137,124.18-

Y

15,026.09

46.64

250

292.16

1,500

146.44128.36

112.07

2,500

1,609.72

6,579.60

15,000

1,744.61-

52,600

8,001.57

51.64

1,000

692.76

3,496.00

35,100

3,455.00

LOCAL OPTION SALES TAX PAI

583.00

5,850

575.00

TESTING

300.00

3,000

914.00

600-5-810-9-65407

DEPARTMENT SUPPLIES

986.68

24,000

2,418.80-

600-5-810-9-67250

OFFICE EQUIPMENT

1,041.00

2,000

947.10

600-5-810-9-67272

NEW EQUIPMENT

1,310.00

10,000

3,441.16

600-5-810-9-67811

WELL REPAIRS

604.57

2,500

438.21

610-5-815-9-61500

GROUP INSURANCE

201.90

43,156

15,008.94

610-5-815-9-61810

LANSING UNIFORMS

46.62

250

610-5-815-9-63320

VEHICLE REPAIRS

409.05

5,000

146.272,662.50

Y

Y

Y

Y

3/03/2017 11:47 AM

YEAR

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

**

G/L ACCOUNT TOTALS

PAGE:

**

=========LINE ITEM=========
ANNUAL

BUDGET

ANNUAL

BUDGET OVER

AVAILABLE BUDG

BUDGET

AVAILABLE BUDG

NAME

AMOUNT

BUDGET

610-5-815-9-63710

ELECTRICITY

192.14

45,500

15,478.39

610-5-815-9-63730

TELEPHONE

51.64

4,500

1,262.95

610-5-815-9-64180

SALES TAXES PAID

1,200.00

11,000

712.00-

Y

610-5-815-9-64181

LOCAL OPTION SALES TAX PAI

200.00

1,700

253.00-

Y

610-5-815-9-65407

DEPARTMENT SUPPLIES

725.71

18,000

6,633.90-

Y

610-5-815-9-67272

NEW EQUIPMENT

1,310.00

17,000

10,160.65-

Y

670-5-840-9-61500

GROUP INSURANCE

148.26

8,228

2,890.35

670-5-840-9-64316

CONTRACTS

18,971.55

217,600

46,745.35

2016-2017 YEAR TOTALS

=======GROUP BUDGET=======

OVER

ACCOUNT

**
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120,701.70

------------------------------------------------------------------------------------------------------------------------------------

**

DEPARTMENT TOTALS

**

ACCT

NAME

AMOUNT

001-110

POLICE

001-150

FIRE

001-180

MISC. COMMUNITY PROTECTIO

001-210

TRANSPORTATION

001-410

LIBRARY

1,657.89

001-430

PARKS

3,367.35

001-445

AQUATIC CENTER

558.93

001-460

COMMUNITY CENTER

295.33

001-610

MAYOR, COUNCIL & CITY ADM

217.45

001-620

CLERK, TREAS & FINANCE

001-650

CITY HALL & GEN BLDGS

1,987.09

001-670

OTHER GENERAL GOVT

1,584.08

14,622.21
5,116.03
1,881.10
23,847.61

371.17

------------------------------------------------------------------------------------001

TOTAL

GENERAL FUND

110-180

MISC COMMUNITY PROTECTION

110-210

TRANSPORTATION

110-250

SNOW REMOVAL

55,506.24

4,345.02
11,114.04
510.00

------------------------------------------------------------------------------------110

TOTAL

301-723

ROAD USE FUND

CAPITAL PROJECTS

15,969.06

7,342.00

------------------------------------------------------------------------------------301

TOTAL

CAPITAL PROJECTS FUND

7,342.00

3/03/2017 11:47 AM

DIRECT PAYABLES DEPARTMENT PAYMENT REGISTER

**

ACCT

NAME

600-810

WATER

DEPARTMENT TOTALS

PAGE:

**

AMOUNT

18,427.53

------------------------------------------------------------------------------------600

TOTAL

610-815

WATER FUND

18,427.53

SEWER

4,337.06

------------------------------------------------------------------------------------610

TOTAL

670-840

SEWER FUND

4,337.06

SOLID WASTE

19,119.81

------------------------------------------------------------------------------------670

TOTAL

SOLID WASTE FUND

19,119.81

------------------------------------------------------------------------------------** TOTAL **

NO ERRORS

** END OF REPORT **

120,701.70
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CHAPTER 1:

Forward Crete
Downtown lies at the heart of any community
as a reflection of heritage, pride, values, and
aspirations for the future. The City of Crete
elected to examine this resource with the
help and support of stakeholders to develop
a plan to restore vitality and pride to the
heart of the community. This document is
the plan to move the downtown forward.

1
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WHY A PLAN?
Downtown is a collective resource
for all residents of Crete. It
represents more than brick and
mortar. It is a civic, recreational,
and commercial space that plays a
central role in the tourism, quality of
life, and overall economic strength
of the community. This plan seeks
to explore and expand each of these
roles for the best future of the Crete.
The improvement of the community
core, if consistent with the collective
values and vision of residents and
business owners, will help create
pride and momentum that will carry
through to the community as a
whole to create a stronger future.
The vision for a more vibrant business
district is realistic and obtainable
through patient, strategic, and
sustained efforts and partnerships
as outlined in this plan.

ROLES OF DOWNTOWN

Civic. The traditional heart of
civic life over the past century.
Downtown is the place for city
business and community events.

Recreation. With its rich public
realm, the downtown is a place for
festivals, gatherings, and leisure.

Commercial. The original center of
all commercial life, the downtown
is a place with timeless architecture
and character which pays homage
to Crete’s rich history.

Tourism. Crete is visited often for
school, university, and community
events. The lingering impression
of a community comes from its
central business district and a good
impression creates return visits.

Quality of Life. Residents and
prospective residents view a
community as a collection of
its amenities and features. A
vibrant downtown makes a good
impression, supports community
pride, and reinforces other
community features.

Economic Development. Often
under-appreciated, downtown
plays a major role in economic
development. In addition to
offering a natural advantage for
small business entrepreneurs,
the condition and character of a
downtown district helps attract
visitors and new businesses.
- 8 -

A COMMUNITY BUILDING PROCESS
The planning process is a conversation about the future, the development
of a common vision, and the creation of a practical implementation strategy
to generate obtainable outcomes. The process recognizes that every
resident and stakeholder has a valuable perspective and also the ability
(and responsibility) to help create the future of their community. Further
underscored in the philosophy of this plan is the fact that more can be
accomplished together, through partnerships, than would be possible
independently.

STEERING COMMITTEE

From the onset of the project, it was recognized that the local knowledge,
insight and guidance would be essential to deliver a plan that truly represents
the aspirations of Crete for its downtown district. To achieve this level of
local participation, a group of representative stakeholders was assembled
to guide the process, to provide direction, and to help engage the diverse
stakeholder groups. The group was comprised of a number of business
owners, community leaders, city staff, and local heritage experts. The
steering committee met throughout the process and was essential to the
creation of this downtown plan.

FOUNDATIONAL DOCUMENTS

This plan builds on a strong foundation of past plans and community outreach
initiatives. Foundational documents include: the Comprehensive Plan (2014);
Housing Study (2014); Labor Study (2015); Downtown Visioning Session (by
UNL); 2015 Community Survey; and 2015 Intensive Level Survey of Downtown
Crete. Together these resources form a solid foundation of study and public
engagement that the downtown plan builds upon.

OWNER AND TENANT INTERVIEWS

The planning team visited with building and business owners at their
properties to better understand the challenges and opportunities facing those
most directly involved in the downtown. The purpose of the door-to-door
interviews was to gain a better understanding of their unique perspectives
including those of Hispanic business and property owners. Over the course
of the day, the planning team met with more than 16 representatives and
gained invaluable input.

STAKEHOLDER MEETINGS

The planning team held a series of stakeholder group discussions to explore
the opportunities and challenges facing the district and the community.
These discussions presented an opportunity to learn from residents, share
experience from other communities, and to begin formulating the ideas
presented in this plan. The discussions focused on issues related to downtown
and its role in the community.

- 9 -

COMMON THEMES:
•• Create a unified business
district
•• Improve the appearance of
downtown buildings
•• Bring more patrons into
downtown
•• Engage Doane University
in the downtown and the
community
•• Better connect
the downtown to
neighborhoods and
community features
•• Provide a welcoming
green space to celebrate
downtown
•• Preserve the character of
the downtown and share
the history of Crete

1
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DESIGN WORKSHOP

On April 27-29, the planning team hosted a community design workshop to:
1. Delve into potential design solutions
2. Facilitate conversation around physical improvements to the downtown
3. Build partnerships and consensus for the vision of downtown
The design workshop produced the initial concepts for a number of catalyst
projects designed to create momentum and capacity for the implementation
of revitalization plans.

OPEN HOUSE

The public was invited to an open house designed to allow the planning
team to share progress, refine ideas and concepts, and gather feedback to
improve the plan. The open house engaged more than 30 participants in
a lively, positive, and constructive discussion toward creating the future of
downtown.

PUBLIC PRESENTATION AND PUBLIC HEARING

The process was capped by a public presentation of the Downtown
Revitalization Plan and the public hearing session. At this time, residents,
stakeholders, and community leaders were invited to review, comment, and
offer their input on the plan, its content, and its implementation strategy. The
presentation also highlighted a number of catalyst projects that could be
submitted for financial assistance from the State of Nebraska.

THE PLAN
PHILOSOPHY

Leon Krier's words illustrates the intentional nature of cities and the ability
of all residents to impact the present and the future of their surroundings
for the better. Crete’s founders sought to design a distinct place that met
their needs while representing their values, heritage, and aspirations. Today,
it is the responsibility of residents and leaders to honor the heritage of their
community while designing their own future.
The role of this plan is to examine current conditions (people, places,
and economics), to create a practical vision that both unites and activate
stakeholders, and most importantly seeks to guide investment and initiatives
to realize the future of their community and the downtown district.

- 10 -

“A city is not an
accident but the
result of coherent
visions and aims.”
– Leon Krier

ROLE OF THE DOWNTOWN PLAN

CURRENT
CONDITIONS

A COMMUNITY
VISION TO UNITE
AND ACTIVATE

IMPLEMENTATION
ROADMAP

DOCUMENT APPROACH
The plan is organized to provide a rational context for how to most efficiently
and holistically strengthen the district within the physical, functional, and
economic realities of what is possible. The plan explores market realities
and physical conditions to establish a baseline of existing conditions. The
development plan and implementation strategy then identifies catalyst
projects, policies, and initiatives to address issues, create energy and
momentum for the revitalization of the district, in an incremental approach
designed to most efficiently strengthen the district.

MARKET ANALYSIS
The Market Analysis examines the economic realities of business in downtown
Crete. This section addresses factors that impact the market conditions of
Crete including population, demographics, employment characteristics,
spending patterns, and commute/travel patterns, and a discussion on
housing supply and demand.

DOWNTOWN TODAY
The Today section examines baseline conditions including the structure of the
community, themes emerging from the public engagement process including
perception issues, the performance of community components that influence
the condition and viability of the downtown, and the identification of priority
issues that will be addressed in the plan.

THE DEVELOPMENT PLAN
The Development Plan builds upon the foundation of public input, the
community’s vision, and existing conditions to identify strategies and
projects to address the issues facing the district and to create momentum
for its continued revitalization. This section outlines practical and integrated
strategies to incrementally strengthen the district and the community.

IMPLEMENTING THE PLAN
The plan outlines an incremental approach to achieving and sustaining the
recommendations of the development plan. The core philosophy of the plan
is to most efficiently apply financial and human capital to create the greatest
positive outcome for Crete. This philosophy mandates that catalyst projects
be designed for maximum impact and be implemented in a sequence to
create victories to build capacity and momentum.
This chapter also seeks to connect the various strategies, initiatives, and
projects recommended in the plan with champions, partners, resources and
potential funding mechanisms

- 11 -

CHAPTER 2:

Market Analysis
Downtown exists at the crossroads of a
number of economic system including a local
economy; a regional economy; and a visitor
economy for those drawn to Crete for events
and experiences. This chapter explores the
trends that influence the economic realities
of Crete.

2
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MARKET THEMES
This chapter reviews the diverse market conditions that influence the
economic realities and position of Crete and its downtown. The analysis first
explore the population and demographic conditions of Crete and its region
including historic population change, population projections, and conditions
such as household composition. The analysis next explores economic factors
and conditions such as retail spending patterns and demand, business and
employment conditions, and transportation patterns in the region. The
analysis then explores housing supply and demand in Crete.
From the analysis, the following conditions emerged as the landscape of
market conditions which will influence the future of Crete.

MARKET LANDSCAPE

Population Change and Population Projections. The 2014 Comprehensive
Plan developed population forecasts for how Crete can expect to grow.
•• Crete will continue to grow and will need to accommodate growth
•• By 2024, Crete will grow by 763 residents for a population of 7,959
•• By 2024, Saline County will by 573 residents for a population of 15,161
Housing. The 2014 Housing Study reviewed conditions of the housing
market and developed a plan and demand models for the amount of
housing that will be needed to accommodate future growth.
•• By 2024, Crete will need to add 314 new dwelling units including 24 units
in downtown
•• New Downtown Rental Units: 24 units including 12 units for the seniors
•• Encourage new housing adjacent to the downtown
Interactions. The U.S. Census Bureau collects information which compares
the location of a respondent's home and work location to provide an
understanding of population movement.
•• Approximately 5,576 employed adults interact with Crete’s economy
on a daily basis including 47% who travel into Crete for employment,
26% who live and work in Crete, and 27% who travel from Crete for
employment. This represents a direct opportunity to capture a greater
share of regional spending.
Primary Market. Crete should seek to serve the needs of its 7,247 residents
that live within its corporate limits and their commercial needs.
Secondary Market. Crete has the ability to serve a regional market
extending as far as 26 miles to the southwest for goods, and services. This
market represents a population of 16,350 residents.
Tertiary Market. Crete’s Tertiary Market represents the opportunity to draw
residents from as far as 60 miles for events, tourism, and niche businesses.
Business Opportunity. Based on retail spending patterns, there is
opportunity to capture a share of retail leakage and to expand upon market
strongholds.
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MARKET AREAS:
PRIMARY MARKET:
THE CORPORATE LIMITS OF
CRETE, NEBRASKA
The Primary Market is comprised
of the people who rely on the
goods and services available in
Crete for their regular needs. For
convenience they will typically
look first for goods and services
in Crete and only go elsewhere if
the product is not available, is not
competitively priced, or is otherwise
less convenient than an alternative
based on their personal situation.

Figure 2.1: Drive Time Analysis
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Figure 2.2: Secondary Market
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SECONDARY MARKET:

The area where residents likely
view Crete as the most convenient
population center for goods and
services. This area reaches up
to 26 miles from Crete with the
largest potential area extending
to the southwest. The Secondary
Market was derived by examining
transportation routes, drive times,
and distribution of population
centers.
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Figure 2.3: Tertiary Market Area
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TERTIARY MARKET:

The tertiary market area extends
beyond the secondary market
and represents the region from
which Crete may draw visitors for
special events, tourism, and niche
businesses. This region is a 60 mile
driving distance from Crete. An
interesting note is that the diamond
shape of the tertiary market arises
from the history of the Jeffersonian
Grid of 1785 which divided the
country into a strict grid of one
mile squares with roads running in
the cardinal directions (N, S, E, and
W). The result of this land division
is that travel is more efficient in the
cardinal directions and less direct
in intermediate directions (NW, SW,
SE, and NE).

- 19 -
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DEMOGRAPHICS
POPULATION TRENDS AND FORECASTS

This section describes the changing population, demographics, and other
characteristics in Crete and the region.

CRETE

Crete has grown steadily over its history fueled by a strong economy and
employment base. This pattern is forecasted to continue and Crete is
estimated to reach a population of approximately 7,959 by 2024. This growth
would add another 763 new residents in the next 8 years.
This positive forecast is based on the relatively young population, number
of young families, college students, and a strong employment base which
attracts new residents to Crete for work and home. This growth forecast is
dependent on the ability of the city to retain its population through quality
schools, adequate and attractive housing, and employment opportunities.

SALINE COUNTY

Since 1960 the population of Saline County has begun to stabilize and grow. It
is projected that Saline County will grow to a population of 15,161, an increase
of 573 new residents by 2024. When considering overall population growth,
it is important to note that the projected population gain in Crete exceeds
the total projected population gain in all of Saline County. This illustrates a
pattern that is occuring across the nation where urban areas, such as Crete,
are growing and the population in rural areas and smaller communities is
declining.

SECONDARY MARKET

Crete’s Secondary Market reaches up to 26 miles from the city center and
reflects the potential market for businesses operating in Crete. The 743
square mile area stretches farthest to the southwest and is comprised of
rural areas and small communities with a total population of 15,871 residents
including Crete’s population of 6,960.

FIGURE 2.4: Population Change and

Projections
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FIGURE 2.4: Demographic Character
2000

2010

POPULATION

6,028

6,960

MEDIAN
HOUSEHOLD
INCOME

34,098

39,576

MEDIAN AGE

30.3

28.5

PERCENT HISPANIC
ORGIN

13.5

35.7

SOURCE: RDG PLANNING & DESIGN; U.S. CENSUS BUREAU

FIGURE 2.5: Household Character
2000

2010

POPULATION

6,028

6,960

HOUSEHOLDS

2,078

2,199

PEOPLE/HOUSEHOLD

2.54

2.79

NON-HOUSEHOLD POPULATION (E.G. CAMPUS)

759

12.6%

833

11.9%

HOUSEHOLDS WITH INDIVIDUALS UNDER 18

754

36.3%

841

38.2%

HOUSEHOLDS WITH INDIVIDUALS OVER 65

579

27.9%

521

23.7%

SOURCE: RDG PLANNING & DESIGN; U.S. CENSUS BUREAU

FIGURE 2.6: Commuting to Work (16 and Older)
WORKERS 16 AND OLDER
CAR, TRUCK OR VAN (DRIVE ALONE)

2000

2010

2,961

3,110

1,994

67.3%

2,359

75.9%

CAR, TRUCK OR VAN (CARPOOL)

625

21.1%

386

12.4%

WALK

217

7.3%

266

8.6%

WORK FROM HOME

65

2.2%

84

2.7%

SOURCE: RDG PLANNING & DESIGN; U.S. CENSUS BUREAU
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BUSINESS AND EMPLOYMENT
This section explores the nature of business and employment in Crete and
in the Secondary Market area to provide insight into the workforce and
economy. The chart on the following page details the business employment
trends.

PRIMARY MARKET

Crete has a diverse business and employment landscape with major
employment in the service, industry, and retail market sectors. Reflecting and
validating this trend is the number of employers in Crete operating in these
same market sectors. Comparing the business and employment charts on the
following page illustrates the size of businesses and the number of employees
working in each market sector.

SECONDARY MARKET

Whereas Crete has a high level of diversity in terms of the number of
businesses operating and number of employees in each market sector, Crete’s
Secondary Market is less diverse. The Industrial market sector represents
31% of the total number of businesses operating in Crete’s Secondary Market
and this sector employs 60% of the total workforce. The service economy
is comprised of 30% of total businesses and employs 23% of the workforce.

FIGURE 2.5: Primary and Secondary Market Comparison
CRETE

SECONDARY
MARKET (EXC.
CRETE)

2015 POPULATION

7,247

8,624

2015 NUMBER OF HOUSEHOLDS

2,199

3,574

$52,040

$52,605

$114,435,960

$188,011,510

2015 AVERAGE HOUSEHOLD DISPOSABLE
INCOME
TOTAL DISPOSABLE INCOME
SOURCE: RDG PLANNING & DESIGN; ESRI; U.S. CENSUS BUREAU
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0%

6%

1%

6%
6%

6%

26%
26%
23%
23%

Figure 2.6: Primary Market: Employees

Figure 2.8: Secondary Market
(Excluding Crete): Employees
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Primary
Market:
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Market:
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Secondary
Market
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60%
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6% 6%
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3% 3%
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Estate
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Figure
2.7: Primary Market: Employees
Government
Government

Primary
Market:
Businesses
Primary
Market:
Businesses
Retail
Trade
Retail
Trade
(All)(All)
2%
2%
Services
(All)
Services
(All)
Unclassiﬁed
Unclassiﬁed
5% 5%

Figure
2.9:
Secondary Market
Government
Government
(Excluding Crete): Businesses

Primary Market: Employees

Unclassiﬁed
Unclassiﬁed
10%
10%

0%

15%15%

Secondary
Market
(Exclusive):
Businesses
Secondary
Market
(Exclusive):
Businesses
Retail
Trade
(All)
Retail
Trade
(All)
3%
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Services
(All)
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Services
(All)
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(All)(All)
Finance,
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Estate
Finance,
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RealReal
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(All)(All)
Government
Government
Retail Trade (All)

Industry
(All)
30%
Industry
(All)
30%
Industry (All)
Finance,
Insurance,
Real
Estate
(All)Ind
Finance,
Insurance,
Real
Estate
(All)
Finance, Insurance, Real Estate (All)
Fin
Government
16%
Government
16%
Government
Go
Retail
Trade
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Primary Market: Businesses

Government
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FIGURE 2.10: Business and Employment Analysis
PRIMARY MARKET
TOTAL ESTABLISHMENTS
(295)

%

TOTAL EMPLOYMENT
(3,621)

%

45

15.3%

958

26.5%

AGRICULTURE

5

1.7%

26

0.7%

CONSTRUCTION

13

4.4%

36

1.0%

MANUFACTURING

8

2.7%

550

15.2%

TRANSPORTATION

9

3.1%

256

7.1%

COMMUNICATION

3

1.0%

8

0.2%

UTILITY

1

0.3%

3

0.1%

WHOLESALE TRADE

6

2.0%

79

2.2%

76

25.8%

899

24.8%

HOME IMPROVEMENT

9

3.1%

69

1.9%

GENERAL MERCHANDISE STORES

3

1.0%

389

10.7%

FOOD STORES

10

3.4%

54

1.5%

AUTO DEALERS, GAS STATIONS, AUTO AFTERMARKET

15

5.1%

104

2.9%

APPAREL & ACCESSORY STORES

0

0.0%

0

0.0%

FURNITURE & HOME FURNISHINGS

5

1.7%

10

0.3%

EATING & DRINKING PLACES

17

5.8%

213

5.9%

MISCELLANEOUS RETAIL

17

5.8%

60

1.7%

32

10.8%

109

3.0%

BANKS, SAVINGS & LENDING INSTITUTIONS

11

3.7%

60

1.7%

SECURITIES BROKERS

5

1.7%

16

0.4%

INSURANCE CARRIERS & AGENTS

6

2.0%

14

0.4%

REAL ESTATE, HOLDING, OTHER INVESTMENT OFFICES

10

3.4%

19

0.5%

121

41.0%

1433

39.6%

HOTELS & LODGING

2

0.7%

13

0.4%

AUTOMOTIVE SERVICES

7

2.4%

23

0.6%

MOTION PICTURES & AMUSEMENTS

8

2.7%

33

0.9%

HEALTH SERVICES

21

7.1%

295

8.1%

LEGAL SERVICES

4

1.4%

15

0.4%

EDUCATION INSTITUTIONS & LIBRARIES

10

3.4%

720

19.9%

OTHER SERVICES

69

23.4%

334

9.2%

GOVERNMENT

16

5.4%

211

5.8%

UNCLASSIFIED

5

1.7%

11

0.3%

BUSINESS CATEGORY

Population: 7,247
INDUSTRY (ALL)

RETAIL TRADE (ALL)

FINANCE, INSURANCE, REAL ESTATE (ALL)

SERVICES (ALL)

PRIMARY AND SECONDARY

SECONDARY MARKET ONLY
TOTAL ESTABLISHMENTS
(427)

%

TOTAL EMPLOYMENT
(4,654)

%

Population: 9,103

TOTAL ESTABLISHMENTS
(722)

%

TOTAL EMPLOYMENT
(8,275)

%

Population: 16,350

134

31.4%

2802

60.2%

179

24.8%

3760

45.4%

36

8.4%

115

2.5%

41

5.7%

141

1.7%

33

7.7%

95

2.0%

46

6.4%

131

1.6%

9

2.1%

2150

46.2%

17

2.4%

2700

32.6%

36

8.4%

221

4.7%

45

6.2%

477

5.8%

2

0.5%

10

0.2%

5

0.7%

18

0.2%

3

0.7%

97

2.1%

4

0.6%

100

1.2%

15

3.5%

114

2.4%

21

2.9%

193

2.3%

69

16.2%

314

6.7%

145

20.1%

1213

14.7%

6

1.4%

16

0.3%

15

2.1%

85

1.0%

0

0.0%

0

0.0%

3

0.4%

389

4.7%

6

1.4%

39

0.8%

16

2.2%

93

1.1%

15

3.5%

67

1.4%

30

4.2%

171

2.1%

0

0.0%

1

0.0%

0

0.0%

1

0.0%

5

1.2%

9

0.2%

10

1.4%

19

0.2%

20

4.7%

120

2.6%

37

5.1%

333

4.0%

16

3.7%

62

1.3%

33

4.6%

122

1.5%

42

9.8%

124

2.7%

74

10.2%

233

2.8%

18

4.2%

63

1.4%

29

4.0%

123

1.5%

1

0.2%

1

0.0%

6

0.8%

17

0.2%

16

3.7%

45

1.0%

22

3.0%

59

0.7%

7

1.6%

15

0.3%

17

2.4%

34

0.4%

129

30.2%

1086

23.3%

250

34.6%

2519

30.4%

1

0.2%

8

0.2%

3

0.4%

21

0.3%

15

3.5%

40

0.9%

22

3.0%

63

0.8%

7

1.6%

24

0.5%

15

2.1%

57

0.7%

12

2.8%

331

7.1%

33

4.6%

626

7.6%

3

0.7%

11

0.2%

7

1.0%

26

0.3%

17

4.0%

334

7.2%

27

3.7%

1054

12.7%

75

17.6%

338

7.3%

144

19.9%

672

8.1%

43

10.1%

289

6.2%

59

8.2%

500

6.0%

11

2.6%

39

0.8%

16

2.2%

50

0.6%
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RETAIL PERFORMANCE
This section explores spending patterns in Crete’s Primary and Secondary
Market. The analysis compares actual spending to predicted spending in
order to identify the market sectors which attract spending to Crete and
the market sectors where spending is not being captured. Further this
section translates these gaps to determine whether spending could support
additional businesses in Crete.
This analysis is focused on exploring the opportunity for businesses that
are appropriate for a downtown scale. For this reason, the analysis does not
include gas, automobile dealers, or non-store retail sectors.

PRIMARY MARKET REVIEW

Crete has a strong retail and service economy which attracts more spending
than anticipated. The total adjusted retail sales was $89,374,000 compared
to a projected demand (expected expenditure) of $60,067,000. This means
that Crete is attracting spending from the surrounding region in the amount
of $29,307,000. The strength of the economy is reinforced by the opposite
pattern that exists in the Secondary Market (excluding Crete) which suggests
retail leakage of $61,704,000 from this area into Crete and other population
centers in the region.
The following categories report strong sales:
General Merchandise Stores ($49.8M Surplus). The greatest stronghold
in the Primary Market is in the General Merchandise Store category which
accounts for $64,883,000 (72.6%) of total adjusted sales in Crete. This
market sector includes the recently constructed Super Walmart Store and
other ‘big box retailers.’ While these stores are often blamed for the decline
in traditional downtowns it should be noted that this market stronghold
attracts a large number of visitors to Crete from long distances and is a
net-benefit to the community. To further reinforce this point. This market
sector attracts spending beyond the demand of the Secondary Market by
$41,077,000.
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Building Materials, Garden Equipment, and Supplies ($1.2M Surplus).
Spending in the building materials, garden equipment and supplies
category accounts for $4,810,000 (5.4%) of total adjusted sales in Crete.
The stronghold demonstrates that people are traveling to Crete to purchase
these products however, the secondary market presents an opportunity for
this category to capture additional demand in the Primary Market. Unlike
many communities that lost their downtown hardware store years ago,
downtown has an asset in Sack Lumber and True Value which occupy this
market category.
The following categories report significant leakage:
Food and Beverage Store (Possible Leakage). The food and beverage
store category includes grocery, specialty food stores, and beer/wine/
liquor stores and accounts for $6,699,000 (7.5%) of total adjusted sales in
Crete. Based on sale trends in the Primary Market, it is estimated that the
market is fulfilling less than one-half of the total demand. Crete has retained
a department style grocery store and a number of Hispanic grocery stores
in its downtown district. The leakage in this category is likely inflated by
overlap into this category by general merchandise category.
Health and Personal Services ($3.0M Leakage). The health and personal
services include pharmacies and service oriented businesses and accounts
for $2,079,000 (2.3%) of total adjusted retail sales. It is estimated that
Crete would support an additional $3,090,000 in retail sales. Crete Area
Medical Center has a regional presence which draws patients and visitors
into Crete which, in turn supports the health and personal service market
category. At the time of this report there are three pharmacies operating
in the primary market including two in the downtown core. While this is a
favorable trend, this leakage should be viewed cautiously as increasingly
this market sector is being impacted by ‘big box’ stores and mail-order
businesses.
Miscellaneous Store Retailers ($1.8M Leakage). The miscellaneous store
retail category includes florists, office supplies, used merchandise and
other retailers. This market category accounts for $1,415,000 (1.5%) of total
adjusted retail sales. The two subsections of this category that create the
leakage are office supplies and other miscellaneous retailers. This leakage
should be viewed cautiously and new businesses within this market sector
should be of a ‘destination quality’ to attract spending from throughout the
region by offering a superior product with exemplary service.
Sporting Goods, Hobby, Book, and Music Stores ($1.3M Leakage). The
category contains two distinct types of businesses: sporting goods, hobby
and music stores; and book, periodical, and music stores. This category
accounts for $1,063,000 (1.2%) of total adjusted retail sales. While this area
shows an estimated $1.3M in leakage, it should be viewed cautiously as the
national economy is changing rapidly due to internet sales, e-books, and
large retailers entering the market.
The following categories are otherwise notable:
Food Service, and Drinking Places ($667K Leakage). While this market
does not demonstrate a large amount of leakage, this market category
performs at a high level which meets the majority of demand generated
within the Primary Market. While the leakage from the Primary Market is
insufficient to support additional business, there is opportunity to attract
more spending from the Secondary Market.
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SECONDARY MARKET REVIEW

The Secondary Market is the area that uses, or could conveniently use, Crete
for its goods and services. Unless otherwise noted, this section will focus on
the total Secondary Market area which includes Crete. Oftentimes, it can be
beneficial to examine these trends both including and excluding the Primary
Market to gain a better understanding of where the dollars are actually being
spent. For example splitting out the Primary Market shows that the Primary
Market is meeting a demand within the Secondary Market.
The Total Secondary Market (including Crete) exports spending to areas
outside of its boundaries in the order of $32,397,000 in total adjusted retail
sales. Without including Crete, the Secondary Market Area has unmet demand
(leakage) of $61,704,000 in adjusted retail sales. By orienting business and
the business district to this regional market, the opportunity for downtown
Crete is made significantly greater.
The following category reports strong sales:
General Merchandise Stores ($41M Surplus). As discussed in the Primary
Market Review, General Merchandise is the greatest stronghold in both
the Primary and Secondary Markets. Comparing actual sales between
the Primary Market ($64.8M) and the Secondary Market including Crete
($79.9M), it is apparent that the majority of this demand is created and met
within Crete (81%). This market sector will continue to draw patrons into
Crete and the opportunity for the downtown district is to capture a share of
these visitors for additional shopping or tourism.
The following category reports significant leakage:
Food and Beverage Stores ($23.6M Leakage). At the Primary Market level,
Food and Beverage Stores present the greatest leakage and this trend
continues in the Secondary Market. The expanded market area provides
expected expenditures of $37,242,000 and increase of 2.67 times that of
the Primary Market alone. This leakage may be connected with commuting
patterns where a resident may make their purchases in this category while
in another population center for work.
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Food Service and Drinking Places ($7.6M Leakage). While the same
market sector shows a balance of demand and supply in the Primary
Market, the expanded market area has an expected expenditure of
$19,028,000 and increase of 2.46 times that of the Primary Market alone.
Sporting Goods, Hobby, Book, and Music ($5.2M Leakage). This market
category represents leakage from expected expenditures in both the
Primary and Secondary Markets. While the expanded market area provides
an increase of 2.76 times that of the Primary Market alone, this potential
should be viewed with caution as patrons are often loyal to a particular
store and may be willing to travel longer distances (to Lincoln or Grand
Island) to reach the store of their choice.

TRANSLATING SPENDING INTO OPPORTUNITY
Opportunities can exist in two forms from this type of gap-analysis: first, a
businesses can fill a gap to capture dollars that are currently leaking from
the market area; second, a business could reinforce an existing market
stronghold within Crete to become a destination for a certain category or a
series of complementary market sectors.

BUY
LOCAL!

In areas where the combined Primary and Secondary Markets exhibit an
overall leakage, these areas represent an opportunity for a new or existing
business to fill the gap. In other words, a leakage means that a demand is
not being met and thus, residents are forced to travel for a specific good or
service.
This section converts the gaps identified in Figure 2.12 to the number of
square feet of floor area that the demand could support. The floor area
space is then converted to determine whether the gap is sufficient to fill a
storefront, an incubator space, or an alternative retail arrangement.
Realistically it should not be assumed that any market can capture 100% of
market demand and therefore, to ensure a realistic and sustainable projection
it is assumes that:
•• Primary Market Capture: 50% of Spending
•• Secondary Market Capture: 25% of Spending
•• Business Viability Threshold: $300 per Square Foot
•• Typical Storefront Size: 1,200 square feet

- 29 -

While a common
phrase, “Buy Local”
is not a feel-good
sentiment but rather
an economic principal
that is fundamental
to the commercial
viability of all small
towns across the nation.
Money spent at a local
establishment circulates
within the community
for wages, supplies,
and as disposable
income within the local
economy; compared to
money spent at national
chains, or in other
communities, where little
to no economic benefit
is returned to the local
community.
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FIGURE 2.11: Retail Expenditure Analysis
PRIMARY MARKET
2015 ACTUAL SALES

TOTAL RETAIL TRADE AND FOOD & DRINK

2015 EXPECTED

OPPORTUNITY

EXPENDITURES

(GAP/SURPLUS)

$116,030,257

$84,686,295

$31,343,962

TOTAL RETAIL TRADE

$108,961,755

$76,949,999

$32,011,756

TOTAL FOOD & DRINK

$7,068,502

$7,736,296

($667,794)

$89,374,429

$60,067,002

$29,307,427

ADJ RETAIL SALES (EXC OF AUTO, GAS, AND NON-STORE)
INDUSTRY GROUP
MOTOR VEHICLE AND PARTS DEALER
AUTOMOBILE DEALERS
OTHER MOTOR VEHICLE DEALERS
AUTO PARTS, ACCESSORIES & TIRE STORES
FURNITURE & HOME FURNISHING STORES
FURNITURE STORES

$18,873,750

$17,099,293

$1,774,457

$17,086,876

$14,223,672

$2,863,204
($1,554,819)

$0

$1,554,819

$1,786,874

$1,320,802

$466,072

$506,468

$1,694,878

($1,188,410)
($1,290,504)

$0

$1,290,504

HOME FURNISHINGS STORES

$506,468

$404,374

$102,094

ELECTRONICS & APPLIANCE STORES

$850,672

$4,682,445

($3,831,773)

BUILDING MATERIALS. GARDEN EQUIP. & SUPPLY

$4,810,044

$3,591,406

$1,218,638

BUILDING MATERIALS AND SUPPLIES DEALER

$4,607,850

$2,861,184

$1,746,666

LAWN AND GARDEN EQUIP. & SUPPLY STORES
FOOD AND BEVERAGE STORES
GROCERY STORES

$202,194

$730,222

($528,028)

$6,699,141

$13,961,957

($7,262,816)

$4,601,068

$12,172,502

($7,571,434)

SPECIALTY FOOD STORES

$880,036

$1,353,758

($473,722)

BEER, WINE & LIQUOR STORES

$1,218,037

$435,697

$782,340

$2,079,195

$5,169,193

($3,089,998)

HEALTH & PERSONAL SERVICES
CLOTHING & CLOTHING ACCESSORIES STORES

$0

$2,526,425

($2,526,425)

SPORTING GOODS, HOBBY, BOOK, AND MUSIC

$1,062,934

$2,405,699

($1,342,765)

SPORTING GOODS/HOBBY/MUSIC INSTRUMENT STORES

$924,613

$1,805,520

($880,907)

BOOK, PERIODICAL & MUSIC STORES

$138,321

$600,179

($461,858)

$64,882,846

$15,024,003

$49,858,843

$64,025,280

$12,512,879

$51,512,401

$857,566

$2,511,124

($1,653,558)
($667,794)

GENERAL MERCHANDISE STORES
DEPARTMENT STORES EXCLUDING LEASED DEPTS.
OTHER GENERAL MERCHANDISE STORES
FOOD SERVICE AND DRINKING PLACES

$7,068,502

$7,736,296

FULL-SERVICE RESTAURANTS

$4,228,074

$4,038,848

$189,226

LIMITED-SERVICE EATING PLACES

$2,620,795

$3,229,608

($608,813)
($159,442)

SPECIAL FOOD SERVICES
DRINKING PLACES - ALCOHOLIC BEVERAGES
MISCELLANEOUS STORE RETAILERS
FLORISTS

$0

$159,442

$219,633

$308,398

($88,765)

$1,414,627

$3,274,700

($1,860,073)

$246,034

$133,540

$112,494

OFFICE SUPPLIES, STATIONERY & GIFT STORES

$113,752

$610,905

($497,153)

USED MERCHANDISE STORES

$313,330

$180,637

$132,693

OTHER MISCELLANEOUS STORE RETAILERS

$741,511

$2,349,618

($1,608,107)

$7,782,078

$5,837,567

$1,944,511

$0

$1,682,433

($1,682,433)

MOTOR VEHICLE AND PARTS DEALERS

$18,873,750

$17,099,293

$1,774,457

GASOLINE

$7,782,078

$5,837,567

$1,944,511

$0

$1,682,433

($1,682,433)

PER CAPITA SPEND

GASOLINE
NON STORE RETAIL
ADJUSTED OUT

NON STORE RETAIL
PER CAPITA SPEND

NUMBER

ADJ SPEND

POPULATION

7,247

$89,374,429

$12,332.61

FAMILIES

2,268

$89,374,429

$39,406.71
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PRIMARY AND SECONDARY

SECONDARY MARKET
2015 EXPECTED

OPPORTUNITY

EXPENDITURES

(GAP/SURPLUS)

$54,396,431

$142,779,520

($88,383,089)

$170,426,688

$227,465,815

($57,039,127)

$50,088,528

$131,487,935

($81,399,407)

159050283

$208,437,934

($49,387,651)

2015 ACTUAL SALES

2015 ACTUAL SALES

2015 EXPECTED

OPPORTUNITY (GAP/

EXPENDITURES

SURPLUS)

$4,307,903

$11,291,584

($6,983,681)

$11,376,405

$19,027,880

($7,651,475)

$36,779,237

$98,483,406

($61,704,169)

$126,153,666

$158,550,408

($32,396,742)

$7,760,028

$31,088,110

($23,328,082)

$26,633,778

$48,187,403

($21,553,625)

$5,479,387

$25,262,849

($19,783,462)

$22,566,263

$39,486,521

($16,920,258)
($5,199,620)

$252,242

$3,897,043

($3,644,801)

$252,242

$5,451,862

$2,028,399

$1,928,218

$100,181

$3,815,273

$3,249,020

$566,253

$512,350

$2,526,536

($2,014,186)

$1,018,818

$4,221,414

($3,202,596)
($3,179,794)

$0

$1,889,290

($1,889,290)

$0

$3,179,794

$512,350

$637,246

($124,896)

$1,018,818

$1,041,620

($22,802)

$359,011

$7,010,981

($6,651,970)

$1,209,683

$11,693,426

($10,483,743)

$1,805,102

$6,798,696

($4,993,594)

$6,615,146

$10,390,102

($3,774,956)

$1,407,752

$5,295,424

($3,887,672)

$6,015,602

$8,156,608

($2,141,006)

$397,350

$1,503,272

($1,105,922)

$599,544

$2,233,494

($1,633,950)

$6,889,725

$23,280,504

($16,390,779)

$13,588,866

$37,242,461

($23,653,595)

$4,740,582

$20,389,573

($15,648,991)

$9,341,650

$32,562,075

($23,220,425)
($1,672,506)

$1,050,516

$2,249,300

($1,198,784)

$1,930,552

$3,603,058

$1,098,626

$641,632

$456,994

$2,316,663

$1,077,329

$1,239,334

$1,650,135

$9,505,996

($7,855,861)

$3,729,330

$14,675,189

($10,945,859)
($4,537,495)

$1,572,237

$3,583,307

($2,011,070)

$1,572,237

$6,109,732

$281,324

$4,231,900

($3,950,576)

$1,344,258

$6,637,599

($5,293,341)

$250,587

$3,415,717

($3,165,130)

$1,175,200

$5,221,237

($4,046,037)
($1,247,304)

$30,737

$816,183

($785,446)

$169,058

$1,416,362

$15,047,410

$23,829,462

($8,782,052)

$79,930,256

$38,853,465

$41,076,791

$14,995,997

$19,619,802

($4,623,805)

$79,021,277

$32,132,681

$46,888,596
($5,811,804)

$51,414

$4,209,660

($4,158,246)

$908,980

$6,720,784

$4,307,903

$11,291,584

($6,983,681)

$11,376,405

$19,027,880

($7,651,475)

$2,450,475

$5,820,266

($3,369,791)

$6,678,549

$9,859,114

($3,180,565)

$717,088

$4,836,963

($4,119,875)

$3,337,883

$8,066,571

($4,728,688)

$0

$248,360

($248,360)

$0

$407,802

($407,802)

$1,122,974

$385,995

$736,979

$1,342,607

$694,393

$648,214

$4,285,216

$6,424,441

($2,139,225)

$5,699,843

$9,699,141

($3,999,298)

$71,813

$238,603

($166,790)

$317,847

$372,143

($54,296)

$15,152

$992,950

($977,798)

$128,904

$1,603,855

($1,474,951)

-$2

$261,629

($261,631)

$313,328

$442,266

($128,938)

$4,198,253

$4,931,259

($733,006)

$4,939,764

$7,280,877

($2,341,113)

$9,857,166

$10,204,811

($347,645)

$17,639,244

$16,042,378

$1,596,866

$0

$3,003,193

($3,003,193)

$0

$4,685,626

($4,685,626)

$7,760,028

$31,088,110

-$23,328,082

$26,633,778

$48,187,403

-$21,553,625

$9,857,166

$10,204,811

-$347,645

$17,639,244

$16,042,378

$1,596,866

$0

$3,003,193

-$3,003,193

$0

$4,685,626

-$4,685,626

NUMBER

ADJ SPEND

PER CAPITA SPEND

NUMBER

ADJ SPEND

PER CAPITA SPEND

9,103

$36,779,237

$4,040.34

16,350

$126,153,666

$7,715.82

3,636

$36,779,237

$10,115.30

5,904

$126,153,666

$21,367.49
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FIGURE 2.12: Translating Gaps to Opportunity
PRIMARY MARKET
50% CAPTURE

SQUARE FEET
SUPPORTED
($300 PER SF)

TOTAL MARKET
25% CAPTURE

SQUARE FEET
SUPPORTED
($300 PER SF)

FURNITURE & HOME
FURNISHING STORES

$594,205.00

1,981

$800,649.00

2,500

Enhance furniture existing
store

ELECTRONICS & APPLIANCE
STORES

$1,915,886.50

6,386

$2,620,935.75

8,700

Unlikely to locate downtown

-

-

$943,739.00

3,100

Regional opportunity only.
Expand / enhance existing
hardware and lumber stores

$3,631,408.00

12,105

$5,913,398.75

19,500

Expand / enhance existing
grocery stores to capture
more market

BUILDING MATERIALS.
GARDEN EQUIP. & SUPPLY

FOOD AND BEVERAGE STORES

COMMENTS

GROCERY STORES

$3,785,717.00

12,619

$5,805,106.25

19,250

Expand / enhance existing
grocery stores. Leakage
is inflated by overlap by
General Merchandise
category

SPECIALTY FOOD STORES

$236,861.00

790

$418,126.50

1,350

A small storefront or
incubator space

HEALTH & PERSONAL
SERVICES

$1,544,999.00

5,150

$2,736,464.75

9,100

Expand / enhance existing
downtown pharmacy

CLOTHING & CLOTHING
ACCESSORIES STORES

$1,263,212.50

4,211

$1,134,373.75

3,750

Unlikely to locate downtown

SPORTING GOODS, HOBBY,
BOOK, AND MUSIC

$671,382.50

2,238

$1,323,335.25

4,400

Expand / enhance existing
sporting goods store

SPORTING GOODS/HOBBY/
MUSIC INSTRUMENT STORES

$440,453.50

1,468

$1,011,509.25

3,375

Expand / enhance existing
sporting goods store

BOOK, PERIODICAL & MUSIC
STORES

$230,929.00

770

$311,826.00

1,000

A small storefront or
incubator space

FOOD SERVICE AND DRINKING
PLACES

$333,897.00

1,113

$1,912,868.75

6,350

Regional opportunity only

-

-

$795,141.25

2,650

Regional opportunity only
Regional opportunity
only. Possible potential to
capitalize on Hispanic cuisine
and products

FULL-SERVICE
RESTAURANTS
LIMITED-SERVICE EATING
PLACES

$304,406.50

1,015

$1,182,172.00

3,900

SPECIAL FOOD SERVICES

$79,721.00

266

$101,950.50

340

$930,036.50

3,100

$999,824.50

3,300

A small storefront

OFFICE SUPPLIES,
STATIONERY & GIFT STORES

$248,576.50

829

$368,737.75

1,200

Insufficient demand

OTHER MISCELLANEOUS
STORE RETAILERS

$804,053.50

2,680

$585,278.25

1,950

A small storefront

MISCELLANEOUS STORE
RETAILERS
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Insufficient demand

COMMUTING CHARACTERISTICS

A primary feature of the market analysis is the comparison of home location
to the location of jobs. This analysis begins to indicate the number of people
commuting to and from Crete on a regular basis for employment and also the
population who live and work in Crete. A 10 year average of reports indicates
thata total of 5,576 employed adults interact with the Crete’s economy on a
daily basis as their home, their job, or both. Of this total, 47% travel into Crete
for their primary employment, 27% travel from Crete, and 26% both live and
work in Crete.
This illustrates an opportunity expand the level of exposure these individuals
have with the local economy and downtown business district to improve the
viability of the market and the image of the district.

Figure 2.9: Commuting Characteristics

2,623

1,446

Employed in Crete,
Live Outside

Employed and Live
in Crete

1,507
Employed Outside,
Live in Crete

SOURCE: U.S. CENSUS BUREAU (10 YEAR AVERAGE)
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HOUSING DEMAND
Earlier in the chapter a number of population growth projections were
presented and discussed. The ability of the community to provide quality
housing options is essential to the overall economic picture. The housing
market plays a major role in serving the existing population, retaining
residents, and attracting new residents to Crete. While housing is a large and
dynamic issue that is generally outside of the scope of this downtown plan,
housing contributes directly to the impression of a place and downtown can
play a role in improving the overall housing landscape in Crete.
A vibrant business district is one with regular activity throughout the
morning, day, and evening - this inherently requires that some residents call
the district “home” including those living above downtown in upper floor
units or in appropriately scaled units adjacent to the business district. These
residents bring value to the district in a number of profound ways: upper
story apartments maximize the value of property in the downtown; residents
living above storefront or in areas adjacent to the district become customers
and make downtown businesses more viable; and more “eyes on the street”
helps to keep downtown active and safe.
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Downtown apartments and housing units in close proximity to downtown
appeal to young professionals, millennials, and active seniors because these
types of units are low maintenance, convenient to stores, and support an
active lifestyle. A more complete housing picture is captured in the City’s
2014 Community Housing Study

CONCLUSIONS

•• Crete is projected to grow to 7,959 (by 763 residents) by 2024
•• Doane University enrollment is projected to grow, with the majority of
students living on campus
•• Existing and new businesses in Crete should orient themselves to
capture a share of the regional market
•• Approximately 24 new housing units should be added on the upper
floors of downtown buildings. These units should be oriented to young
professionals, young families, and active seniors
•• A share of the 314 new housing units that will be required by 2024
should be constructed in areas located adjacent or in close proximity to
the downtown district. These infill and redevelopment projects should
focus on townhome or other two-story formats. New development
should locate residents at a higher density within convenient walking
distance to the downtown core. The addition of higher density housing
surrounding the downtown will provide a smoother transition between
the urban core, urban edge, and the remainder of the community.

DOWNTOWN
HOUSING
HIGHLIGHTS
On new housing adjacent
to the downtown. “Housing
development efforts should
focus on the infill of vacant
lots and the condemnation
and demolition of dilapidated
houses to make lots available
in the central part of the
community.” – 2014 Crete
Housing Study
On housing demand by age.
“By 2024, the City of Crete
will need to develop up to
120 owner units and 85 rental
housing units for households,
age 18 to 54 years, and 64
owner and 45 rental units for
elderly households, 55+ years
of age.” – 2014 Crete Housing
Study
On adaptive reuse of
downtown buildings. “Several
Downtown commercial
buildings could be adaptively
reused for upper level housing,
to diversify the local housing
market and emphasize the
Downtown as a vibrant
commercial and residential
center. A total of 24 rental
units, should be developed in
Downtown Crete, by 2024.” –
2014 Crete Housing Study
On utilization. “An estimated
29,000 square feet of (upper)
floor space will be needed for
rental housing development in
the Downtown.”
On monthly rents. “Rental
using price products in Crete
should range in monthly rents
from $545 to $795, depending
on the size, number of
bedrooms and the household
income sector being served.” –
2014 Crete Housing Study
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CHAPTER 3:

Downtown Today
Downtown Crete is a functional and symbolic
place for tourism, business, and civic life.
Downtown is the icon and lasting impression
for visitors but also a place for residents and
visitors to shop, socialize, and celebrate. This
chapter examines the existing conditions
and opportunities for Crete’s central
business district. The district has many
distinctive features that create its sense of
place which ultimately defines the quality
of the community and the opportunities for
revitalization.
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COMMUNITY STRUCTURE
Crete was borne from its transportation routes – the pathways that first spark
growth and then support it. The community then built civic and educational
institutions that grew to foster pride and prosperity. For this framework, Crete
grew within over the next 145 years.
•• Burlington Northern Santa Fe
-- The Burlington Northern Santa Fe Railroad caused Crete to become
the place it is today by driving the economy for over a century. The
railroad runs along the north edge of the business district parallel
with the Highway 33. This stretch also delineates much of the 100 year
floodplain and floodway and its impact on the central business district.
•• State Highway 33
-- State Highway 33 is the primary route for traffic entering Crete from
the North, East, and West. This route provides a direct pathway from
the downtown toward Lincoln, the Interstate 80 Corridor via State
Highway 103, and Beatrice via State Highway 103 or Highway 77. As
State Highway 33 approaches downtown from each direction, the
roadway merges with 13th Street and assumes a more urban feel with
lower traffic speeds.
•• Doane University
-- Founded in 1872, Doane University is a liberal arts college with
enrollment of approximately 1,000 students on the Crete Campus.
The campus exhibits special beauty with rich woodlands and
architectural character. In addition to its physical presence in the
community, Doane also provides entertainment and cultural offerings
through their academic and sports programs to both students and
community members.
•• Civic Resources
-- City Hall
›› Located on East 13th Street east of Linden, City Hall is a historic
building constructed in 1939 as a Works Progress Administration
project. The building, coupled with the Public Library and the Post
Office, signifies the eastern edge of the downtown with its architecture
announcing the arrival or departure from a place of civic importance.

-- Public Library (Current Facility)
›› Located on East 13th Street immediately east of City Hall, the Public
Library is an original Carnegie Library built in 1914 with an addition
constructed in 1985. The scale, architecture, and symbolism of this
facility contributes to the character of the East 13th Street corridor. The
current facility no longer meets the needs of the library and therefore,
the library is seeking a new location. This relocation will make the reuse
of the existing library facility an important part of the overall plan
to revitalize downtown Crete and reinforce the character of the 13th
Street corridor.

-- Public Library (Proposed Facility)
›› Located one block east of Hawthorne / State Road 33 on 15th Street, the
library is exploring options for the reuse or redevelopment of the facility
which currently houses the Tabitha Center. This location presents the
opportunity for the library to better serve the needs of its users. While
the proposed facility is located outside of the downtown, it is possible to
connect the library to the downtown using signage and sidewalks.

-- Wanek’s Community Center
›› Located on Main Avenue north of 14th Street, Wanek’s Community
Center is a community gathering place in downtown Crete. Participants in
the stakeholder groups expressed that the facility has become dated and
requires attention, reinvestment, and additional programming to fulfill its
potential.
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•• Park Resources
-- City Park
›› City Park serves the role as the ceremonial green space for Crete
in much the same way as a court house square does in other
communities. This park resource anchors the civic core as a welcoming
public space with a playground, bandstand used for parties and events,
a veterans memorial, and shared areas for passive use. The integration
of City Park into the fabric of the downtown and the community is a
central feature of this plan.

-- Tuxedo Park
›› Tuxedo Park is a large public recreation area that hosts the Saline
County Fair, baseball and softball fields, and the Issak Walton League.
The park is located on Tuxedo Park Road across the BNSF Railroad and
can be accessed by car from 13th Street. In terms of this plan and how
this area can better support and benefit from downtown, the Crete
Historical Museum will be included in discussion on Tuxedo Park.

-- Rotary Park
›› Rotary Park is an active park located in close proximity to the southern
edge of the downtown district and the elementary school. Rotary Park
contains open space for passive use and two ball-diamonds for active
use. The close proximity of this park makes it an obvious complement to
the downtown district and the greatest barrier to integrating this park is
that it is hidden from its 9th Street access by three rows of parking.
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Figure 3.1: Sub Area Map and Community Components
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DEFINING DOWNTOWN

“The creation of a
lasting impression
begins at the first
exposure to a
community and the
gateway corridors
literally embody this
role.”

GATEWAY CORRIDORS

Gateway corridors play an important role in the function and impression
of the community to both residents and visitors. The creation of a lasting
impression begins at the first exposure to a community and the gateway
corridors literally embody this role. The function of these corridors is tied
directly to the perception and viability of downtown and the image of Crete
as a whole.
•• 13th Street / Hawthorne (State Highway 33)
This route is the primary pathway leading traffic to and through Crete.
The appearance of this corridor sets the stage for the experience and
impression a visitor will have in Crete.
•• Main Avenue
This route through the downtown district is heavily travelled by residents
of Crete, visitors, and those employed south of Crete. Due to the traffic
volume and the iconic character of this district, the appearance of this
corridor, streetscape, and adjacent buildings is important.

HERITAGE CORE

The heritage core is located at the center of the community along Main
Avenue with a rough boundary extending one block to the east and west
of Main Avenue and extending from 14th Street at the north to 11th Street
on the south. The buildings in this corridor are occupied by a mix of retail,
restaurants, office, and service businesses including a balance of Anglo and
Hispanic businesses.
The heritage core is comprised of buildings that are between one and twostories tall generally exhibiting commercial vernacular architecture of the
early 20th century, and built to the property line. The heritage core is the
heart of what most residents and visitors would consider ‘downtown’ and, by
this virtue, serves as the lasting icon of Crete for many residents and visitors.
While this district contains many of Crete’s most historic buildings, including
a sub-area being nominated as a Historic District on the National Register
of Historic Places, it is important to note that the concept of ‘downtown’ is a
living entity and not a museum to be frozen in time.

SOUTH ANCHOR

The south anchor is located at the south boundary of the district and includes
Sack Lumber, Food Mart, Shopko, True Value, and the 9th Street Mall. This
area is characterized by large retail facilities with parking areas located along
the Main Avenue frontage. As many communities have lost these types of
facilities long ago, this resource is of vital importance.
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Figure 3.2: District Map
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ENGAGEMENT THEMES
As described in the introduction to this plan, public engagement is
fundamental to the planning process; this phase is an opportunity to learn
and gain an intimate understanding of Crete and the downtown from those
who know it best. The process included stakeholder group discussions,
an online engagement survey, and door-to-door interviews. This section
explores themes that emerged from these engagement platforms.

STAKEHOLDER GROUP DISCUSSION

A fundamental component of this planning process is the insight gathered
from facilitated stakeholder group discussions. Over the course of three days
in April, the planning team facilitated a series of nine stakeholder groups and
hosted a large public open house on the future of downtown. In total, these
meetings engaged approximately 75 stakeholders in the planning process
and a number of themes emerged from these conversations.

PERCEPTION AND PRIDE

PA R T I C I PA N T
PROFILE

PROFESSIONS:
BUILDING/BUSINESS OWNER

L AN D LO R D

BANKING + FINANCE

G OVE R N M E NT
STUDENT

MEDICAL

EDUCATOR NON-PROFIT

APPROXIMATE AGES:

The ideas of perception and pride were viewed as a cause of disinvestment
and lack of financial viability for downtown. Moreover and perhaps more
importantly, the lack of pride and negative perception were often considered
a dark cloud that loomed over the district casting a feeling of depression about
the future. Participants often referred to how the downtown isn’t welcoming,
doesn’t have a unified appearance, or has lost too much of its character
over the years; each of these issues have both physical and psychological
implications which are explored in further detail in later sections.

TO PI C AR E A S:

The downtown represents the collective self-image of all residents of Crete
about their community. This negative perception and lack of pride has a
direct and negative influence on the condition of the district. A primary goal
of this plan is to identify a strategic and phased approach to incrementally
create belief in the fact that downtown is a place that Crete can, and should,
be proud of.

city + community leaders

18 - 75 years old
heritage preservation

BUILDING / BUSINESS OWNERS

DOANE FACULTY
+ STUDENTS
Crete Organizations

FINANCE

HOUSING REPRESENTATIVES

UNIFIED APPEARANCE
Participants desired downtown to look more uniform and more welcoming
expressing interest in a consistent color palette, awnings, signage, and
restoration to a certain historical era. Beyond improving the appearance
of the district, the more general goal was a desire for downtown Crete to
present itself as a unified marketplace which welcomes all patrons to shop,
linger, and gather in downtown.
It should be noted that a nomination is being submitted to designate a
portion of downtown as a Historic District on the National Register of
Historic Places; this designation would enable contributing properties to
access restoration and rehabilitation funds to improve historic buildings to a
viable use and historic appearance. Following the adoption of this plan, the
city should develop and adopt design guidelines to help owners understand
best practices for appropriate façade restoration techniques and signage
guidelines.

GREEN SPACE
Yet another reoccurring theme was a desire for more green space. Participants
spoke fondly of the beauty, vitality and quality of communities with traditional
court house squares in places such Wilbur or Seward. Participants explained
that these places lift the overall impression of the community by offering
a well-maintained, visible green space that is the site of active public life,
community events, and a display of civic importance and community pride.
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It is little known or little appreciated that Crete actually has a large city park
in the downtown district; City Park is 1.4 acres with a playground, veteran’s
memorial, bandstand, and fountain. When asked for their opinions on this
open space, participants expressed that the space does not feel like a single
park experience but rather a series of individual programs dropped into a
single geographic area, that the playground does not offer any shade in
the heat of the summer, and that the space does not feel like a celebration
of Crete. The enhancement of this park is a central component of the plan
and should connect this space to the heart of downtown. Additionally, the
features within the park should be improved to celebrate the spirit of Crete.
Rotary Park is also located in close proximity to south anchor of the
downtown district. This park is viewed as an underused and disconnected
resource by participants who opined that the park was difficult to find or not
viewed as a public space because it is located directly behind the Blue River
Family Resource Center. A number of participants questioned whether this
space was relevant to downtown based on its distance from the downtown;
in fact, Rotary Park is a mere four blocks from the heritage core but the
distance feels much greater due to the expanse of parking lots and poorly
defined pedestrian pathways. This perceived distance leads residents to
consider Rotary Park disconnected and irrelevant to the downtown district.
An improved connection to Rotary Park, and other community features, is
important for the future of downtown.

A CHANGING AND DIVIDED DISTRICT
Crete is changing. From the national trend toward e-commerce and online
shopping to the economy which continues to bring more Hispanic families
and businesses into Crete, the community is changing and the downtown is
changing with it. In conversations with stakeholders and downtown business
owners, the downtown seems to function as two separate business districts
with Anglo businesses frequented by the Anglo population and Hispanic
businesses frequented by the Hispanic population. This is not unique to
communities that are experiencing a demographic shift and this division is
fueled by a language barrier, or perceived language barrier, and that neither
population is entirely confident using stores that are different from their
norm.
Retail and service businesses have been standardized over the past 60 years
through the emergence of ‘big box’ and other chain stores which ensure
that the experience of a store in Crete, Nebraska will be no different than
one in Louisville, Kentucky or one in Orlando, Florida. While this uniformity
creates a level of comfort, it also removes the distinct experience of being
in a different geographic place with unique people, products, and cultures.
National retail and tourism trends indicate that consumers are increasingly
seeking authentic experiences for travel and tourism but also for places to
live and start their businesses. The combination of cultures and heritage
makes Crete an ideal candidate to embrace its authenticity and foster a new
level of community pride in the coming years
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DOANE CONNECTION
The potential role of Doane cannot be understated – the university brings
hundreds of new students to live in Crete on an annual basis and with these
students come their ideas, energy, and purchasing power. Each year at orientation
an event is held to expose new students to Crete organizations and businesses
in the community. This event is a strong attempt to integrate students into the
community however stakeholders and business owners expressed that only a
small percent of downtown businesses participate and even fewer benefit from
continued student patronage throughout the academic year.
The participating students and faculty expressed that they visit downtown
for restaurants, bars, and general shopping at Shopko, True Value, and Food
Mart. A number of these participants also mentioned that several classes
integrate experiential learning including an entrepreneurship program which
allows students to help develop a business plan for a downtown business and
a Spanish language ‘conversation circle’ at one of the Hispanic restaurants to
help students practice a second language in a real world setting.
A stronger connection between Doane University and the downtown would
make both entities stronger. The connection between the Doane community,
the Crete community, and the downtown district is a priority of this plan.

PUBLIC PERCEPTION AND SURVEY RESULTS

A large component of this plan is based on the physical characteristics of the
community and the downtown district, however, equally important is how the
district is viewed by residents, visitors, and other users. This understanding
of perceptions, challenges, and opportunities come from a multifaceted
public engagement strategy including a series of stakeholder meetings, open
houses, and an online survey. As discussed in the Stakeholder Discussion
section, overcoming pride and perception issues is a major priority for the
future of downtown Crete.

ON-LINE ENGAGEMENT
The survey engaged 455 respondents in the planning process from Crete and
throughout the region. The survey was designed to gauge a broader perspective
on the performance of different aspects of the downtown including the reason
and frequency of trips, the types of improvements that would encourage more
visits, perceptions of the district, and ideas for priority projects.

S U RVE Y P R O F I L E
CRETE RESIDENT?

67.5% - YES
35.5% - N O
DOANE AFFILIATION
(STUDENT OR FACULTY)

93% no
affiliation
TOP REASONS
for

DOWNTOWN
VISITS:

restaurants
or bars
75%
professional
offices
64.8%
FACTOR SATISFACTION:

MOST SATISFIED
availability of parking

RESPONSE DISTRIBUTION
For a community the size of Crete, 455 responses is very strong and provides
a good understanding of trends, users, and perceptions. In addition to the
number of responses received, the survey also solicited responses from
people connected to Crete but located from as far away as Hawaii. Figure
3.4 illustrates the distribution of where respondents identified as their Home
ZIP Code within the Midwest.

t r a ffi c c i rc u l a t i o n
business hours of operation

FACTOR SATISFACTION:

LEAST SATISFIED

music + entertainment options

tourism
visitor perception of downtown

TOP ACTIONS FOR

D OWNTOWN

MORE RESTAURANTS
+ ENTERTAINMENT
AT T R AC T I O N O F N E W
R E TA I L B U S I N E S S E S
MORE EVENTS + ACTIVITIES
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PERCEPTION ANALYSIS
Throughout the stakeholder conversations, steering committee meetings and
door-to-door interviews, many participants expressed a fairly low self-image
of how they view downtown and how they believe others view downtown
Crete. This trend was reinforced and validated by the Online Survey which
asked a series of questions to explore these topics.
The survey asked respondents to rate the downtown on a range of different
areas on a scale of 1 (poor) to 5 (excellent) for the “the experience of being
downtown,” “resident perception of downtown,” and “visitor perception of
being downtown.” For appropriate questions, a geographic component was
introduced to address the different perceptions about downtown Crete by
cross referencing with Home ZIP Code. While the average response indicates
the overall opinion, the average often misses the extreme positive and extreme
negative responses. Therefore surveys responses are examined in terms of
most prevalent responses. For example, an average response of three (the
most neutral response) could be comprised of all neutral responses or any
combination of positive, negative, and neutral responses which combine to
yield three as an average value.

Figure 3.3: Distribution of
Survey Respondents
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Figure 3.4: Survey Response for "Experience of Being Downtown"

- 47 -

3

CRETE DOWNTOWN REVITALIZATION | Downtown Today
EXPERIENCE OF BEING DOWNTOWN
This question is designed to solicit an impression of how users, potential
users, and visitors perceive the downtown district. The “experience of
being downtown” is a subjective question the answer to which may include
factors such as the amount of time spent in the district, the memories that a
respondent has had (or not had) in downtown, the type of visits that brings
them to downtown, and generally the type of trip that brings them to Crete
in general.

Experience of Being Downtown
2.05

Negative

(Less than 2.5)

Neutral

Positive

(2.5 - 3.5)

(Greater than 3.5)

•• Overall Average: 2.05
•• In the Crete Zip Code, more than 25% of the 282 respondents answered
that the experience of being downtown is between "good" and "excellent
"
•• In the Lincoln Zip Codes, more than 30% expressed that the experience
of being in downtown Crete was between "good" and "excellent"

Resident Perception of Downtown
2.07

Negative

Neutral

Positive

In the ZIP Codes to the East, South, and Northwest, the "fair" responses occupy
a larger share of total respondents. It is possible that this response is driven
by the type of trip, type and frequency of exposure to the downtown district.

(Less than 2.5)

The experience of being downtown is a subjective measure that is driven by a
number of factors; for example, a respondent who drives through downtown
everyday on their way to work without ever stopping in the district would
have an experience in downtown that is limited to interaction with the traffic
circulation, the appearance of the buildings at 30 miles per hour, and the
overall condition of the community. Changing the perception issue begins
with creating more reasons for residents and visitors to use the downtown
district.

Visitor Perception of Downtown
Experience
of Being Downtown
1.85

RESIDENT PERCEPTION OF DOWNTOWN
The survey asked residents of Crete how they view their downtown district.
This question incorporates a balance of factors that likely include function,
appearance, and overall image of the district.

(2.5 - 3.5)

(Greater than 3.5)

2.05
Negative
Negative

(Less than 2.5)

Neutral
(2.5 - 3.5)
Neutral

Positive
Positive

(Greater than 3.5)

(2.5Being
- 3.5)
(Greater than 3.5)
Experience of
Downtown

(Less than 2.5)

2.05
Commuting Characteristics

Resident
Perception of Downtown
Crete, Nebraska
Negative

(Less than2.07
2.5)

Neutral

Positive

(2.5 - 3.5)

(Greater than 3.5)

2,623

•• Overall Average. 2.07

1,446

Employed in Crete,Neutral
Negative

•• Crete Average. 2.09

(Less thanLive
2.5) Outside
(2.5 - 3.5) of
Resident
Perception

-- Excellent (5): 1.2%

Employed
Positiveand Live
in Crete
(Greater than
3.5)
Downtown

2.07

-- Very Good (4): 5.2%
-- Good (3): 21.7%

Visitor
of Downtown
NegativePerception
Neutral
Positive

-- Fair (2): 45.4%

(Less than 2.5)

(2.5 - 3.5)

(Greater than 3.5)

Negative

Neutral

Positive

1.85

-- Poor (1): 26.5%

VISITOR PERCEPTION OF DOWNTOWN
The survey asked respondents to rate a visitor’s perception of downtown.
For respondents who reported a Crete ZIP code, this question can suggest
the level of pride they would have sharing the downtown with a visitor. For
respondents reporting other ZIP Codes, this question should suggest how
residents of the region view downtown Crete.

(Less than 2.5)
(2.5 - 3.5)
(Greater than 3.5)
Visitor
Perception
of Downtown

1.85

Commuting Characteristics
Neutral
Negative

(Less
than 2.5)
Crete,
Nebraska(2.5 - 3.5)

•• Overall Average. 1.85
•• In Crete, less than 25% of the 282 responses answered that a visitor
would have a “good” to “excellent” perception of downtown Crete. For
Crete, this is the least favorable of the preceding questions which deal
directly with impressions and perception.
The negative perception in Crete drives a regional negative perception
spread through of attitudes and opinions. It is common for disinvestment to
accompany this type and level of negativity.
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PERFORMANCE - ISSUES AND OPPORTUNITIES
GATEWAY CORRIDORS
The appearance of gateway corridors is important because these routes
directly impact the experience of reaching the downtown and also
contributes to the overall impression of Crete.
From the east. There are three major segments as a visitor approaches
Crete from the east (west bound). First, a rural segment where the visitor is
greeted by an entryway sign, major employment centers, shopping centers,
and relatively attractive roadway. Second, at Boswell the roadway assumes
more of a community atmosphere with modern restaurants on the west and
a neighborhood on the east. Third, turning west bound on East 13th begins
an ‘old town’ segment with a concentration of churches, civic institutions,
and commercial buildings. At present, the intersection of 13th and Main
Avenue represents the primary opportunity to enter the downtown district.
An analysis of this gateway corridor follows.
•• Entry Signage. Yes. At Iris Avenue
•• Wayfinding. Individual business signs in NE-103 right of way. Standard
NE - DOR Wayfinding Signage
•• Attractive and well maintained. Yes
•• Improvement notes:
-- Enhance entry signage with landscaping
-- Enhance pathway with street trees from Boswell to East 16th Street
-- Acquire non-commercial or under-utilized properties in the East 13th
street corridor for future development.
-- Enhance sidewalks and street condition of East 13th Street to
reinforce connection to Doane University
-- Implement a banner program or a themed streetscape along East 13th
Street to reinforce the importance of the pathway
From the west. There are two segments as a visitors approaches Crete
from the west (east bound). First a rural segment which transitions almost
immediately to the intersection of 13th and Main Avenue. An analysis of this
gateway corridor follows.
•• Entry Signage. Yes. At Arizona Avenue
•• Wayfinding. No
•• Attractive and Well Maintained. Street cross section maintains a rural
highway width and character which detracts from the entry to the
community.
•• Improvement notes:
-- While this entry experiences significantly less traffic volume than the
eastern route, it serves as the primary gateway for traffic entering
Crete from the southwest. This is important because the majority of
the Secondary Market potential exists in the region to the South and
West of Crete.
-- Enhance gateway feature with landscaping to welcome visitors to
Crete
-- Explore the installation of a bike lane on 13th Street
-- Implement a banner program or a themed streetscape along East 13th
Street to reinforce the importance of the pathway
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From the south (rte 2250). Route 2250 is the primary employee route to the
Farmland Plant and its complementary businesses. The character of this route
between the plant and 3rd Street in Crete is a narrow rural road with beautiful
scenery. At 3rd Street the pathway transitions to a neighborhood segment
with a strong tree canopy. At 8th Street the street begins transitioning to a
more urban setting with multi-family apartment buildings before entering
the south anchor and then the heritage core. The strength of this corridor
is that its character portrays a strong sense of community with a gradual
transition toward the downtown. The primary challenge facing this corridor
is the peak traffic volume created when the shift changes at the Farmland
Plant. An analysis of this gateway corridor follows.
•• Entry Signage. No
•• Wayfinding. No. Direct route into downtown
•• Attractive and Well Maintained. Yes. A strong community character.
•• Improvement notes.
-- Install gateway feature with landscaping to welcome both residents
and visitors to Crete. This is an opportunity a create a sense of image
and pride for Crete because the route directly interacts with so many
residents and repeat visitors to Crete on a daily basis
-- Improve appearance of the south anchor to provide a stronger and
more welcoming edge to delineate the entry to the downtown district
From the south (NE-103). Nebraska 103 is the most direct route to Wilbur and
areas south of Crete. The character of this route is entirely that of a rural highway
with wide lane widths, a broad right of way, and high travel speeds. This route is
the primary truck access to the Farmland Plant while many employees opt for
the Route 2250 south from downtown. For truck traffic traveling northbound,
the route merges with 13th Street / NE 103 through Crete.
•• Entry Signage. No. Signage on 33/103 West of Arizona Avenue
•• Wayfinding. Standard NE-DOR wayfinding signage directing traffic ‘to
Crete.’
•• Attractive and Well Maintained. The rural highway segment is a clean and
predictable pathway with clear signage directing the visitor into Crete.
•• Improvement notes:
-- Coordinate with NE-DOR for the installation of Historic District
Wayfinding on NE 103 northbound.
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HERITAGE CORE

The heritage core sub-area contains much of the original history where the
first residents of Crete came to establish their lives, businesses, and futures.
This history and the character developed by these founders should be
celebrated, reinforced, and remembered in their stories, architecture, and
the legacies they left to Crete. While the downtown has changed over its
history as each generation left their own unique mark on the community, a
significant amount of ‘historic integrity’ remains and the heritage sub-area
is home to an area being nominated as a Historic District for the National
Register of Historic Places.
This historic integrity preserved in many buildings in downtown firmly
connects Crete with its history. A community that is able to preserve, through
its buildings, an understanding of its history is able to maintain an authenticity
that makes it an attractive place to be. The preservation of historic character
in old buildings is a proven formula for being able to stand the test of time –
economically, structurally, and aesthetically.
The idea of ‘historic integrity’ is often viewed through a lens that is too
narrow. In many ways, ‘historic integrity’ is a measure how similar a place
is today to how it was – 100 years, 75 years, or 50 years ago – and likeness
alone does not create a compelling place to be. The heritage core is a living
district that has hosted more than 145 years of residence, business, and civic
lives. The history of the district transcends the improvements made by the
original settlers, building owners, and the businesses that occupied each
buildings. It is the collective history that creates the most compelling story
of Crete history and the value for current and future generations.
This plan advocates for preservation as a way to preserve the character and
quality of downtown buildings and to maintain the connection with Crete’s
history. Further, plan advocates for avoiding construction and material trends
that often age poorly, aesthetically, even in the short term. This plan further
advocates for preservation as a way to align with funding mechanisms to
support the maintenance and restoration of the buildings that contribute to
the character of downtown Crete.

BUILDING USE
The heritage core contains a healthy mix of retail, service, office, and
restaurants integrated throughout the district. The ground floor vacancy
rate in the heritage core is approximately 11.4% which is a relatively low and
manageable percentage. Much of this vacancy is concentrated on the East
side of Main Avenue south of 13th Street.
Many of the buildings in the heritage core have upper floors above the main
level. Traditionally it was common for a shop owner to live above their store
in an upper story dwelling unit. Over the years, many of these spaces fell into
disuse and the apartments, office, and other uses became time-capsules to
the previous era. Several occupied apartment units exist on the upper floors
of downtown buildings.

BUILDING CONDITION
Based on a visual review of building conditions in the district there are few
apparent structural or building condition issues, however downtown buildings
often require additional analysis to identify structural defects. Within the past
10 years, the city inspected basement foundations throughout the district to
identify structural issues and the general condition was fairly positive with
few major issues identified.
It was noted that several awnings throughout the district appear to be
pulling away from the structure resulting in apparent structural deficiencies.
This condition should be evaluated and, when verified the offending awnings
should be removed and the structure repaired.
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STOREFRONTS
The greatest impact on the historic integrity of the district came in the form of
modifications to the storefronts, storefront windows, transom windows, and
awnings throughout the district. Many of the transom windows traditionally
located above the vertical storefront windows but below the second story of
the building have been removed, enclosed by another material, or covered
up by an awning. A number of the original storefronts have been replaced
by different material types including EIFS, stucco, or brick. Also many have
replaced original storefront windows to make the openings smaller, larger,
or otherwise different from the original. Many of the storefront awnings
are in poor condition or are historically inappropriate. In many cases,
these alterations detract from the overall appearance and character of the
downtown district.
Many participants in the stakeholder group discussions focused on the visual
impact of signage on the overall appearance of the downtown district. It
was noted that a number of abandoned or outdated signs are still posted for
businesses that no longer exist; these relics send a message of abandonment
which detracts from the overall appearance of downtown.
Other stakeholders noted the impact of businesses that fill their storefront
windows with product signage; these are typically Hispanic businesses and
this approach is intended to display as much product to the passing audience
as possible. However, many stakeholders noted that these signs obscure the
view into the establishment and actually make it less likely that they will enter
the business. This cultural divide will be narrowed with time, outreach, and
continued exposure to retailing to a broader audience.

STREETSCAPE & PUBLIC REALM
The streetscape and public realm in the district is generally attractive with
recent investment in banners, roadway improvements, painted crosswalks,
and colored concrete with the city’s logo stamped into the surface. The city
implemented a mural program in the 1990s which led to the installation of
public art throughout much of the heritage core; the murals generate extra
interest in aspects of the downtown but the paintings are beginning to show
their age. In several places, murals are used to disguise where windows or
other features have been removed.
A distinct component of Crete’s public realm is the prevalence of awnings
over the sidewalks. These awnings create an area of nearly continuous shade
over the sidewalk; while this may be attractive in the heat of the summer
this also creates a tunnel effect which disconnects the pedestrian from
the special architecture and character of the district. Further, many of the
awnings are deteriorating and should be removed for both structural and
aesthetic reasons.

TRAFFIC
Traffic was a reoccurring theme throughout the stakeholder group
conversations. Conversations on the issue were typically casual and revolved
primarily around simply knowing to avoid the downtown during shift-change
at the Farmland Plant which releases an uninterrupted flow of traffic headed
to and from the plant along Main Avenue and 13th Street. The primary issue
with traffic in downtown Crete is that traffic is not punctuated by any traffic
signals during peak times which makes it difficult for a pedestrian to cross
the street or a car to enter the stream of traffic.
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Figure 3.7: Current Building Use
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Figure 3.8: Downtown Historic District
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CIVIC CENTER

The civic center contains public facilities including the Public Library, City
Hall, the Post Office, and City Park. A major reoccurring theme in the public
engagement process was the desire for a strong green space, reminiscent
of a town square that inspires community pride where residents gather for
events or socialization. Few participants thought of City Park in this capacity.
Unlike a town square which offers a ‘formal front lawn’ for the community,
City Park is hidden behind public buildings and segmented into several areas
with no relationship to one another – a bandstand area, a playground area,
a veteran’s memorial area, and a fountain area – which creates a space with
functions rather than a space that functions as a community lawn.
The bandstand is frequently used for birthdays and private gatherings. The
playground receives a fair amount of use but many parents expressed that
they do not bring their children to the playground in the heat of summer
because the lack of shade causes the equipment to become too hot. The
fountain is a ceremonial structure with seating that is likely appreciated by
users of the park. While an initiative is underway to move and enhance the
veteran’s memorial, the current memorial is limited to a military tank situated
behind an ornamental fence.
The Public Library is currently fundraising to build or adapt a new facility at
the site of the Tabitha Home on East 15th Street. Once the Library relocates,
the current structure will be adapted for city use or another use.

SOUTH ANCHOR

The south anchor contains Sack Lumber, Food Mart, Shopko, and the
9th Street Mall. At the northwest edge of the south anchor is Glady’s Floral.
Unlike many communities that lost these types of businesses from their
downtowns many years ago, these still exist in this sub-area of downtown
Crete.
The physical appearance of this sub-area is auto-oriented and the vast
majority of physical space is paved and dedicated to parking lots for each
individual business operating in the area. The parking lots do not include any
markings or curbs to delineate internal circulation patterns and this results
in an inefficient parking pattern and an intimidating pedestrian environment.
The 9th Street Grill is configured as a park-once destination which enables a
patron to park their vehicle one-time to access all of the businesses using the
comfortable sidewalk with an overhead awning; it should be noted that many
of these features resemble the character and convenience of a traditional
downtown configuration within mere blocks of such a district. The integration
of this sub-area with the heritage core is a priority of the plan.
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CONCLUDING
DOWNTOWN TODAY

Downtown represents the historic
heart of the community – a place
created by the founders of Crete
and modified by its 145 years of
inhabitants. It forms the lasting
impression of visitors and a
representation of the level of pride
residents have in their community.
The district exists as part of a
greater system of economics,
demographics, travel patterns, and
public and private investments.
The experience of being downtown
includes the pathway used to reach
the district, the purpose of the visit,
and the mode of transportation
used to navigate the district.
For the purpose of this plan, the
study area is divided into three
distinct but complementary subareas; the heritage core which
exhibits the characteristics of a
traditional downtown; the civic
center which serves as the center
of civic life with public facilities and
the downtown park district; and
the south anchor which includes a
grocery store, hardware store, and
a small department store. Each
sub-area provides a distinct set
of challenges and opportunities.
Together, the sub-areas combine to
form a unique district with strong
potential to become a destination
district and a source of pride for all
of Crete.
The principle challenges facing the
district are those of: improving the
image and perception of the district
and the community; enhancing
the downtown greenspace, better
connecting community resources;
creating a unified marketplace; and
better integrating Doane University
into the community.
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CHAPTER 4:

Development Plan
A synthesis of ideas, market conditions,
stakeholder desires, and community assets,
the development plan builds upon previous
chapters to create a framework of issues,
priorities, opportunities and community
connections. From this framework, the
development plan seeks to ‘connect the dots’
to formulate an investment, partnership, and
policy roadmaps. The plan also identifies a
number of catalyst projects to initiate the
revitalization process.
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ORGANIZATION
This chapter is organized in four sections:
1. An Issue Framework summarizing the various challenges facing the
district as identified through stakeholder discussions or observations
2. An Opportunity Framework reviewing the various opportunities that exist
3. A Functional Framework assessing how the district operates and how it
could improve
4. The Development Plan melds these frameworks into a cohesive,
incremental, and obtainable roadmap for the future of downtown

ISSUE FRAMEWORK
The Issue Framework reviews and explores the various challenges facing the
district including those identified by the stakeholder group meetings, the
door-to-door interviews, and personal observations of the planning team.
The framework also seeks to identify strategies and actions to overcome,
address, or find potential opportunities to address challenges.

BUILDING APPEARANCE

The downtown contains a rich collection of historic buildings including a
district being nominated for the National Register of Historic Places. The
value of maintaining or restoring buildings to their original appearance lies in
its timelessness, durability, and the proven economic benefits of authenticity.
Over the years many changes have come to buildings in the district – paint,
the removal of historic elements, and the installation of new materials to
replace the original materials – while some of these modifications contribute
to the overall health of the district, many begin to show their age (era) within
only a few years of installation. Our nation’s relatively short experience with
historic preservation has shown that the craftsmanship, care, and aesthetic of
buildings that are true to their era present themselves with a certain dignity
that reinforces the quality and character of the place.
Comparatively, this same history shows that as humans we are subject to
trends, budgetary limitations, and other short term consideration that often
result in physical modifications to heritage buildings that quickly begin

Before Photo

After Rendition
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to show their age. Many stakeholders expressed that the appearance of
downtown does not inspire pride or make them want to spend time in the
district.
The recommendation of this plan, further supplemented by Downtown
Design Guidelines, is that investment in downtown buildings should respect
and maintain the historic characteristics of the structure and reinforce the
character of the district. The purpose of this recommendation is to encourage
downtown to re-establish itself as an authentic place which respects its
history while presenting a unified character to residents and visitors alike.
•• Action: Adopt Downtown Design Guidelines
•• Action: Continue Façade Improvement Incentives for projects consistent
with the Downtown Design Guidelines
•• Action: Evaluate and require structural improvements for properties
using Façade Improvement Incentives

BUILDING CONDITION

Any downtown with buildings between 75 and 125 years old should be
assumed to have some structural or condition issues. Stakeholders, business/
building owners, and city staff expressed concern over the quality of buildings
throughout the downtown district. The most common issues facing buildings
of this type and era exist in the following areas: roof condition; foundation
integrity; floor joist integrity; brick/block condition including the building
envelope; awning condition and supports; and the structural integrity of the
front façade.
•• Action: Evaluate and require structural improvements for properties
using Façade Improvement Incentives
•• Action: Explore the creation of an incentive program to provide
assistance to address the most common building condition issues
•• Action: Encourage reinvestment in downtown buildings to improve the
condition and stability of the overall building stock

FIGURE 4.1: Typical Building Details
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Window Lintel

Storefront Lintel
Transom Windows
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BUSINESS SIGNAGE

Signage is often considered a bigger-is-better proposition where each
business owner believes that their ability to capture a share of the market is
directly proportionate to the amount of signage they can display. This trend
is prevalent at all scales of commerce where signs - including billboards on
the highway landscape, tall post-signs along strip corridors, and downtown
buildings with roof signs, murals, or large awnings – are used to gain the
largest share of visibility possible. While this mentality has a certain level of
logic in a highway context where potential patrons are traveling at a high rate
of speed and need to make quick decisions on whether to stop at a certain
exit. However, this approach is destructive to the economy and appeal of
downtown business districts.
The abundance of over-sized signage, designed to capture the attention
of automobile traffic, clutters the streetscape which, in turn detracts from
the rich architecture and character of the downtown. Further, this mentality
reinforces the ‘every-man-for-himself’ mindset rather than marketing the
strength of the downtown district as a cluster of complementary businesses
which serve as a destination.
Throughout the engagement process, stakeholders expressed the desire
that downtown present itself as a ‘unified business district.’ This phrase can
be interpreted in several ways including a number that address signage
and marketing directly: (1) signage guidelines for downtown businesses for
exterior signage; (2) improve collective marketing efforts to raise awareness
for downtown as a destination district; (3) storefront guidelines on visual
merchandising techniques including recommendations on the level of
transparency from the street into the business; and (4) the improvement of
the public realm to make it more comfortable for patrons to walk to their
destination rather than requiring a parking space immediately in front of
their destination.
•• Action: Adopt Downtown Design Guidelines with a section of
appropriate signage
•• Action: Remove abandoned or antiquated signs throughout the
downtown
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COMMUNITY PRIDE

As a community, pride is earned.
Pride requires the creation of
positive energy and momentum to
demonstrate that good things are
happening in Crete. This principle is
fundamental to the plan which seeks
to build energy and a self-sustaining
momentum behind the revitalization
of the downtown. As more residents
and visitors witness the investment
and positive changes occurring in
the heart of the community, it is the
desire of this plan that the energy
carry over to create positive energy
in other aspects of the community.
Stakeholders noted that often
their opinion of downtown is
based on its appearance from a
vehicle rather than its function as
a business district. Participants in
the engagement process sought the
type of experiences that would bring
residents and visitors out of their
vehicles and into the community.
A high quality park space, a
welcoming business district, or a
distinct experience were seen as
features and qualities that would
attract patrons into the district.
Many of these desires are discussed
in
previous
and
forthcoming
sections of this plan, however,
targeted events are fundamental to
the creation of community, pride,
and engagement.

CASE STUDY:

HISTORY WALK THEATER
History Walk Theater is a fun
and effective way to engage
residents in the history and
heritage of their community.
The Theater is a progressive
walking tour with stations at
different locations throughout
the district hosted by individual
actors who tell “their” stories
of the unique happenings in
downtown Crete over the years.
Each year can be organized
around a common historical
theme, such as the prohibition
era, to provide an immersive
experience for its participants.

community to fill the roles.
The Wapello County Historical
Society, the City Historic
Preservation Commission,
and other long-time residents
collaborate with the Main
Street Organization to
assemble the history, to
craft the story, develop the
characters, and to create the
scripts. For Crete there is a
tremendous opportunity to
create a partnership with Doane
University's education, history,
and theater students and the
Historical Society.

For the five past years, Main
Street Ottumwa (Iowa) has
hosted a History Walk Theater
throughout its downtown
district. The event employs
volunteer actors from Indian
Hills Community College
and other thespians in the

Since its inception, participation
and enthusiasm has increased
to support the event, the
revitalization of downtown, and
the interest in the history and
heritage of the community.
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Contact: Main Street Ottumwa
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CASE STUDY:

UPSTAIRS
DOWNTOWN TOUR
As previously described in this plan, the upper
stories of downtown buildings are often timecapsules to history concealing, from all but the
owners, the rich history and experiences of past
residents, businesses, and interior architecture.
An Upstairs Downtown Tour is about exposing
residents to this aspect of downtown history and
to share the unique spaces and opportunities for
the spaces above the storefronts.
For the past six years, Main Street Ottumwa (Iowa)
has hosted an Upstairs Downtown Tour to share
the unique and forgotten spaces above downtown
storefronts. For a nominal ticket price, attendees
are given tours of between five and 15 buildings in
various arrays of condition and renovation – from
those ‘time-capsules’ to those recently converted
into high quality dwelling units – the dynamic
nature of these upper stories builds anticipation
and excitement for the continued investment in
downtown.
Contact: Main Street Ottumwa
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TRAFFIC AND CONGESTION

Highway 33 / 13th Street brings a large volume past the downtown district
on a daily basis with a share of this volume turning south on Main Avenue
to access the district, community resources, or employment centers south
of Crete. This traffic volume represents both an inconvenience and also an
opportunity; the inconvenience comes from the uninterrupted flow of traffic
at shift-change and the opportunity comes from the volume which represents
potential patrons for the downtown district. The plan seeks to slow this traffic
slightly to provide better exposure for the district and to punctuate traffic to
allow pedestrians and drivers to continue using the district at peak times.
•• Action: Install a traffic signal at 9th Street and Main Avenue that would
operate at peak times or when pedestrians are present
•• Action: Enhance streetscape in south anchor to calm traffic flow and create
a more functional and attractive transition to and from the downtown
•• Action: Study traffic patterns on Highway 33 / West 13th Street to
evaluate installation of a traffic signal

HOUSING MARKET

A number of stakeholder discussions turned to the topic of housing in the
overall community and its impact on how residents and visitors view Crete
as a community. The themes of this topic focused on the shortage of quality
rentals to attract and retain new residents and employees and a shortage
of quality ownership units to retain young families. For existing units in the
downtown, quality was seen as a concern, with few, if any, modern units that
would appeal to young professionals or empty-nesters/young retirees.
A healthy housing market should provide housing for all stages of life. At each
transition point if adequate housing is not offered, the city is taking the chance
that they will lose that household. For example a new professional hired in Crete:
•• Typically would want to try-out the community while living in a quality
rental unit before choosing to purchase a home. Many stakeholders
shared that quality rental options are limited in Crete and many
employees end up renting elsewhere. If unable to find a quality rental,
they will consider renting in Lincoln, Beatrice or Seward and commuting
into Crete. If they leave Crete at this phase, it is highly unlikely they will
be drawn back into the community as a resident in the future.
•• Over time they may be interested in purchasing their first home.
Most often, this segment of the market is interested in a small but
well-maintained home in a stable neighborhood. Many stakeholders
expressed that, while homes are available at a ‘starter home price’, many
of these units require major updates. If unable to find a quality starter
home, they will consider options outside of Crete. If they leave Crete at
this phase, again it is highly unlikely that they will be drawn back into the
community as a resident in the future.
This demonstrates the major role that housing plays in the lives of residents
and perspective residents and its immediate impact on attracting and
retaining new residents in Crete. The 2014 Housing Study explores strategies
for improving housing opportunities in Crete and these recommendations
should be implemented. The downtown has the potential to alleviate a share
of the housing demand through targeted actions.
•• Action: Explore a rental housing permit, inspection process, and permit
fee to improve the quality and condition of rental units while resolving
any life-safety issues that may exist.
•• Action: Support the creation of upper-story housing units in downtown
buildings. Explore the use of financial incentives to encourage downtown
housing as economic development. The 2014 Housing Study recommends
the creation of 24 upper-story units including 12 positioned for seniors.
•• Action: Assemble land and dilapidated properties adjacent to
downtown and redevelop these sites in medium density housing such as
townhomes or other 2-3 story configurations.
- 65 -
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FUNCTIONAL FRAMEWORK
The Functional Framework addresses all aspects of how the downtown
functions and how it should function in the future. This plan, with the help
of stakeholders, envisions a downtown district where people can live, visit,
and shop. The Functional Framework seeks to address barriers to creating
this future.

DOWNTOWN RESIDENTIAL DEVELOPMENT

Downtown housing options are often attractive for young professional and
active seniors due to the proximity to services, the unique character of these
urban spaces, and the low maintenance typically associated with these types
of units. In the context of downtown housing, there are two major types
proposed in this plan: (1) upper story apartment units; (2) townhome or other
medium density units adjacent to the downtown core.
In addition to providing quality housing units that serve a proven demand in
the housing market, the creation of second story housing or redevelopment
of sites surrounding the downtown is a direct investment in the value and
viability of the downtown district. The addition of quality rental and ownership
options near the downtown creates the following benefits for the district and
the community as a whole:
•• Recruit and Retain Residents. The ability to recruit and retain residents in
Crete has a direct positive benefit to the overall health of the community.
Much like the concept of leakage explored in the market analysis section
of this plan, a resident chooses to leave Crete to live elsewhere (while
working in Crete) or leaves to live and work elsewhere represents 100%
leakage – the direct loss of disposable income that would otherwise
recirculate in the local economy. It is advantageous for Crete to position
its housing market to meet the needs of its residents and prospective
residents.
•• Added Value in the Downtown. The core of downtown represents a
major investment in commercial infrastructure with a taxable value per
acre that is often higher than modern commercial development. The
creation of upper-story housing maximizes the tax base generated by
the district as more of its space is utilized and also provides additional
income for building owners to create a more robust and resilient
economy.
•• Added Patrons for Downtown. The creation of quality housing units
above storefronts and in areas adjacent to the business district
generates a built-in customer base which improves the viability of
downtown businesses while creating additional activity in the district.
The creation of downtown housing units is not without challenges. First, the
creation of upper story housing units is often expensive due to accessibility
requirements, fire codes, life-safety requirements, and other expenses.
Second, the process of adapting an old building is less predictable than new
construction often requiring a flexible approach and a higher than typical
contingency budget. Third, it can be complicated to provide convenient
parking, trash removal, and other features for residents.
•• Action: Revise parking requirements to allow downtown residents
to park their vehicles on side-streets or in designated parking areas.
Current regulations exempt the requirement that dwelling units provide
two parking spaces in the downtown, however the streets surrounding
the downtown district do not permit overnight, on-street parking.
•• Action: Create an Adaptive Reuse Guidebook to help building owners
navigate development regulations and building codes while highlighting
the benefits of creating upper story housing units.
•• Action Implement a demonstration project to illustrate the creation of
high quality upper story dwelling units and use the example project as a
‘how-to’ resource for other building owners or potential developers.
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A COMFORTABLE PLAYGROUND AND GREEN SPACE

A person’s perspective on what constitutes “quality of life’ often changes
with age and phase of life. For young families or seniors with grandchildren, a
major quality of life feature is whether the community provides a comfortable
and welcoming green space and play area. Quality public spaces provide a
destination, an entertainment area, and also a place for residents to engage
with their community.
As described in previous sections of this plan, stakeholders expressed a strong
desire for a high quality green space and playground for families and their
children to play but did not always associate City Park with the downtown.
For the park itself it was noted that the lack of shade in the playground area
makes the space unusable, or at least, unpleasant in the heat of the summer.
•• Action: Incorporate shade trees within the playground to provide shade
and make the playground more welcoming, functional, and intimate.
•• Action: Implement the park enhancement projects described later in this
chapter including the improvement of the playground area.

A BETTER IMAGE FOR CRETE

The downtown serves as a lasting image for the community as a whole. Many
residents and visitors interact with the downtown on a daily basis whether
that interaction is a specific shopping trip or a drive downtown Main Avenue
in route to work or another destination and each of these trips informs their
overall opinion of Crete. Functionally, the appearance of Crete and the desire
to improve the image of downtown Crete was a universal theme throughout
the engagement process.
The image that residents and visitors have of downtown Crete is generated
through the type of exposure they have to the district. Based on daily traffic
counts and employment trends in the area it can be assumed that a large
number of the total interactions with the downtown are limited to drivers
observing the district from their vehicles. The limited duration and high
frequency of this exposure means that a large number of potential patrons
will be able to follow and see improvements to the district.
•• Action: Through a public-private partnership with building owners,
complete a façade improvement program to install upper story windows,
remove awnings and antiquated signs, and improve the condition of
storefront elements. The visual enhancement of downtown buildings is a
highly public action that will display the commitment to improve the district.
Stakeholders expressed enthusiasm for the Pumpkin Festival, noted the
success of its inaugural year, and fondly recalled the event as a welcome
opportunity to gather as a community. The Pumpkin Festival is reported
to have brought more than 1,200 residents and visitors into the downtown
district. While it is unlikely that many of those attendees made purchases in
the downtown during the event, the value of this type of celebration is that it
exposes the district to more people. If the image of the district at this point
in time is positive, then they are more likely to return, shop, and explore
businesses in the district. A destination district must first be discovered in
order to create return trips and events, such as the Pumpkin Festival, expose
more people to the positive experiences in the downtown and what it has
to offer. However, if the exposure is not positive – if the district looks empty
or businesses do not look inviting – visitors are less likely to return. Events
combined with physical improvements to the district should work in tandem
to attract visitors to the district.
•• Action: Continue holding community events in the downtown district.
Events, such as the Pumpkin Festival, should feature local businesses
and restaurants to expose attendees to the unique businesses in
downtown Crete.
•• Action: Design events to share the unique history and stories of the
district and to engage a larger population base in the support of the
revitalization process.
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The complete history of downtown certainly contains a long list of compelling
themes and stories that are worth sharing. From the construction and
continued role of the mill to the first buildings erected in Crete’s downtown,
these stories often remain unshared and unknown to residents and visitors.
When a story isn’t shared, the importance of a place is left incomplete with
only the shadows that history has cast on the present day. It is important for
Crete to connect with its history and share its story.
•• Action: Install a heritage pathway to share the story of Crete through a
series of engaging storyboards and along a pathway through downtown
with high quality signage, seating where practical, and environmental
graphics to delineate the progression of the route. The various stops
should pay homage to their location, heritage, and stories of places
throughout the district; for example, the northern trailhead should pay
homage to the role of the Bungee Mill with a “hum to history” themed
storyboard.
•• Action: Hold events, such as a History Walk or Upstairs/Downtown tour,
to share the unique history and stories of the district and to engage a
larger population base in the support of the revitalization process.

OPPORTUNITY FRAMEWORK

The Opportunity Framework identifies the priority concepts that have the
ability to most directly advance the revitalization of downtown. These include
catalyst projects, quality of life elements, and other opportunities to better
integrate downtown into the fabric of Crete and to make downtown a vibrant
element of Crete for generations to come.

CONNECT COMMUNITY FEATURES
Throughout the entirety of this plan, the idea of increasing more meaningful
exposure to the downtown district for residents and visitors alike has been
promoted as an economic, quality of life, and social imperative. The heart
of this theme is to take advantage of Crete’s small-town size by making it a
community where it is easy to get from place-to-place; this small-town feel is
a distinguishing quality of life feature that makes small-cities more attractive
than metropolitan areas. However, many participants expressed that they do
not feel comfortable, and therefore do not, walk in Crete for transportation
due to its incomplete sidewalk system.
However it is important to note that the vast majority of Crete can be
reached within a one mile walk of downtown. By reinforcing direct routes
between community destinations with wayfinding signage and investment
to fill sidewalk gaps, it is possible to make Crete a much more walkable and
bikeable place to live.
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Figure 4.2: Walking Distance
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Figure 4.3: Bike and Pedestrian Connection Framework
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PHYSICAL CONNECTIONS. ORIGINS AND DESTINATIONS
A fundamental component of assembling a bicycle and pedestrian network
is to connect origins and destinations. The assets connected by the following
bicycle and pedestrian diagram include each of the following:
•• Downtown

•• Crete Elementary School

•• Wanek’s Community Center

•• Crete Middle School

•• Tuxedo Park

•• Crete High School

•• Rotary Park

•• Crete Area Medical Center

•• Wildwood Park

•• Nestle Purina

•• Doane University

•• Walmart

•• Library (Future)
The exact route of these pathways should be refined to connect each of
the assets identified in this section of the plan. The route aligns with a trail
(sidepath) that is currently under construction along Iris Avenue which will
connect with the community walking trail at the Crete Area Medical Center.
This system seeks to develop a pathway using a combination of existing
sidewalks, new sidewalks, trails, and on-street bike lanes that connect
features through the community with signage.
It is important to view bicycle and pedestrian infrastructure as a basic quality
of life feature that benefits all members of the community equally including
families, school children, college students, members of the workforce, and
those seeking to use the system solely for recreation. The targeted investment
to improve and identify these routes as pedestrian pathways represents
a limited scope and a significant opportunity to improve quality of life for
Crete residents.
•• Action: Adopt a bicycle and pedestrian connection plan to guide
sidewalk, bike lane, and mixed use path investments for targeted routes.

Figure 4.4: Omaha Trail System Signage
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INTEGRATE DOANE UNIVERSITY
Doane University is a major asset in Crete. Each year the University brings
hundreds of new students onto the Doane Campus to learn from the
institution, their peers, and their surroundings. Doane, like many universities
seeks to provide a rich campus environment with all of the goods, services,
and entertainment options to serve its population. In many ways, the purpose
of ‘community’ is to serve these same needs for their residents. Through
stronger cooperation and integration, it is possible for both Doane and the
City of Crete to better serve their constituents.
An increasingly common practice in education is the concept of an outdoor
classroom which provides the opportunity for students to learn through
hands on experience in the natural environment. Consider the concept of
a “downtown” or “community classroom” – a real world opportunity for
students to learn from and help their community as it relates to their area of
interest, study, or passion. This concept does not require a formal downtown
campus, which would be redundant to the offerings of the main campus,
but rather an intentional commitment to incorporate real-world, placebased learning into the curriculum of each area of study. The purpose of this
“community classroom” would be to make the community a better place to
live through the application of learning and practical experience.
At a limited scale, a number of programs are already attempting to incorporate
the community into their curriculum. An entrepreneurship/business program
recently assisted with the creation of a business plan for a local business
venture in downtown. A Spanish language program frequently brings their
study sessions off campus to local Hispanic restaurants to give the students
an opportunity to practice the language in a real-world scenario. Both are
examples of how Doane can integrate into the community for the benefit of
both institutions – the University and the City of Crete.
•• Action: Coordinate with Doane University faculty to provide meaningful
opportunities for academic programs to assist with the revitalization of
the community.
•• Action: Coordinate with Doane University for the creation of a
“community classroom” concept to formalize the integration of Doane
academics and civic involvement in community projects.
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Doane and its student body of more than one-thousand represents a large
market to support downtown businesses and entertainment venues. One such
venue of special note is the Isis Theater, a first-run movie theater at the heart of
the community in a historic building; it is uncommon for a community the size
of Crete to have a movie theater and this feature requires the support of the
community to continue operating. While Doane provides rich entertainment
and cultural programs to its student body on campus, the marketing and
support of local events and local businesses would contribute to making the
overall experience of attending Doane an even richer experience.
•• Action: Coordinate with Doane University to offer support to downtown
businesses through marketing efforts, student nights, or discounts
offered with student identification.
•• Action: Incorporate downtown activities, such as a movie at the Isis or a
business scavenger hunt, into the student orientation or in the beginning
weeks on campus to share and engage students in activities available in
Crete.
•• Action: Explore the possibility of implementing ‘downtown dinner days’
to allow a meal plan to be used at downtown businesses certain days of
the week or on specific weekends.
A stronger physical connection between the University, the downtown, and
other features in the community would help integrate the student body into
the community. This includes two primary elements:
1. The use of streetscape theming along 13th Street to signify the physical
and symbolic connection between the University and the community.
2. The installation of a bicycle and pedestrian connection system to
connection destinations with a functional piece of transportation
infrastructure.
The installation of the bicycle and pedestrian connections plan, as previously
discussed, would enable Doane students and faculty to experience better
access resources in Crete without needing to enter their vehicles; this ability
and freedom is a quality of life feature, a functional transportation element,
and an economic advantage.
When all transportation requires an automobile, it is too easy for a student
to simply default into leaving Crete in favor of Lincoln for the shopping,
entertainment, and recreation needs. When all transportation does not
require an automobile to access features within Crete, it becomes more
convenient to use Crete for goods, services, and entertainment. For this
reason, a bicycle and pedestrian network should be created to make Crete’s
assets more convenient for all users.
•• Action: Implement the bicycle and pedestrian connections plan
•• Action: Partner with Doane University to develop streetscape theme for
East 13th Street between the Doane University campus and downtown to
demonstrate a sense of unity, pride, and mutual support
At the beginning of each academic year, Doane University organizes an
event where new students learn about the community and participating
businesses. This is a strong initiative and a genuine attempt to strengthen
the student experience through connections to community businesses, civic
organizations, and volunteer opportunities. Stakeholders, including many
from Doane University, expressed that only a small share of downtown
businesses participant in the event.
There are several economic purposes of this event including: to increase
awareness for businesses, goods, and services available downtown; to create
a psychological connection between the product and the place where it is
available; and to reinforce the reasons a student would use the downtown.
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THE HISTORIC DISTRICT
is significant locally at the
transportation, commerce,
and ethnic heritage
levels. Transportation was
significant from the start
with the railroad and later
the state highways. The
transportation connections
brought people to
Crete and propelled
the development of the
district. As a regional
commercial hub, the
district met the retail,
lodging, and entertainment
needs of local and rural
resident along with
travelers. Finally, the
district is an expression of
the areas Czech, German,
and now Hispanic ethnic
heritages. These immigrant
groups have shaped
downtown Crete through
the operation of businesses
and the construction of
buildings.

The orientation event is an opportunity to strengthen the connection
between Doane and the community of Crete. A number of opportunities
exist to improve this event.
First, food has a power to overcome cultural barriers and ingrained patterns;
therefore, all restaurants operating in the downtown business district should
be encouraged to participate. This engagement, especially regarding Hispanic
restaurateurs, is especially difficult and requires a high level of trust which
will be addressed in the third element. The event should be organized in an
open festival format along Main Avenue with entertainment representing the
cultural diversity of the district with traditional Czech, German, and Hispanic
traditions and culture. This diversity is one of the elements that should be
celebrated through the power of food and festival.
Second, the location of the orientation is held in and around City Park
which provides a good venue for religious and not-for-profit ventures to
share their mission and role with students, however this location is currently
disconnected from the heart of the business district. The location of this
event should be oriented as a walking trail through City Park, the Parkway
Market (discussed later), and the heart of the downtown business district
with sidewalk displays, a high level of participation, and free samples in a
festival atmosphere.
Third, the participation of downtown businesses, especially restaurants, is
paramount to create the desired atmosphere from this event to generate
return trips into the downtown. As described previously in this plan, there
is a cultural divide amongst the downtown businesses. Overcoming this
divide and expanding participation in the festival will take trust. The Spanish
language program and clubs at Doane should take a leadership role to reach
out to the Hispanic businesses and encouraging their participation in the
festival.
•• Action: Tailor the event as a festival with an exhibition of the different
cultures that molded the community over its history and a taste (samples
from local restaurants) of each culture. This should be implemented as
a community event with collective leadership from the City and Doane
University
•• Action: Configure the event as a linear walking trail through City Park,
the Passageway Market (discussed later), and along the core of the
downtown business district
•• Action: Use student leadership (specifically Spanish and
entrepreneurship programs) to encourage downtown business owners to
participate in the orientation festival
•• Action: Explore a marketing/branding campaign for the festival to
transcend the narrow focus of introducing only new Doane Students
to downtown but rather to introduce/reintroduce all members of the
community to why downtown is a special place worth exploring

HERITAGE PRESERVATION, MARKETING, AND ECONOMIC
DEVELOPMENT
A section of the downtown district is being nominated as a historic district
for listing on the National Register of Historic Places.
The designation enables projects to access additional funding and tax credits
for qualifying projects which seek to restore or enhance historic properties
in the designated area.
•• Action: Encourage preservation or restoration projects in the district by
promoting the State and Federal Tax Credit Programs.
•• Action: Encourage the restoration of non-conforming buildings to a
more historic character.
•• Action: Translate the stories and history assembled for the district
nomination into content for a Heritage Trail, History Theater Tour, or
other events which share the significance of Crete’s history.
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Figure 4.5: Downtown Historic District
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DEVELOPMENT CONCEPTS

Over the course of developing this plan, an extensive public engagement
process drew attention to priority issues that impact the downtown. This
plan seeks to transition issues into opportunities for the overall health of
the district. While some issues can be addressed through policy initiatives,
financial incentives and support, or events and festivals, but these alone
will not generate the energy required to move the district forward under
its own momentum. The Development Concepts identified in this section
are designed to unite stakeholders behind brick-and-mortar projects to
construct catalyst projects which change the way the downtown functions
and how people view the downtown for the better.

The northern gateway is a functional
and symbolic pathway leading from
13th Street, along the west side of
City Hall, into City Park. The feature
is proposed to include an archway
over a pedestrian path. This entry
feature and pathway announces
the existence and celebration of
City Park as a community lawn to
passing motorists.

In many ways, these concepts represent a culmination and synthesis of many
of the ideas contained in the plan but are not an exhaustive resource, an
executive summary in design form, nor a silver bullet for the revitalization of
downtown Crete.

As a second phase of the project,
a Juniper connection is proposed
from the eastern extent of the park
to provide a formal connection
from Juniper Street into the park.
This connection would remove or
repurpose an existing carriage house
that has been converted into two
apartments to create a landscaped
entryway which celebrates the
Promenade into City Park and the
downtown district.

PARKWAY PROMENADE
City Park is a 1.4 acre resource located between East 13th Street (behind
City Hall, the Post Office, and the Public Library) and East 12th Street and
between Linden Avenue and Juniper Avenue. While this park resource
is approximately the size of court house squares so loved in small-town
Nebraska, this resource was not viewed as a functional green space, a source
of pride for Crete residents, nor as a downtown green space. The Parkway
Promenade concept is a reconfiguration and enhancement plan to make the
park more welcoming, more engaging, and a more connected resource for
the overall health of the downtown district and the community.
It was common to hear residents speak of City Park as a place with functions
(a playground, a bandstand, a fountain, and a military tank) rather than a
space that functions as a place that unites the community. Participants in
the engagement process did not feel that City Park served the role of a
downtown green space because of its disconnection to Main Avenue and
13th Street. Additionally, the lack of connections between its various uses
weakens its sense as a community space.
PRIORITIES:
•• Provide a gateway to announce the presence of City Park from 13th Street
•• Provide a coherent connection between City Park and the downtown
•• Create a linear connection from Juniper to Main Avenue
•• Enhance the function of all aspects of City Park
•• Activate more space in downtown as a welcoming public environment
•• Support the incubation and creation of local businesses
•• Celebrate the ceremonial and civic nature of City Park
FEATURES:
The Promenade
Defined as a stroll or walk, especially in a public place, as for pleasure or
display – the term “promenade” is used to invoke a sense of connection
with the community, a celebration of place, and a rich public environment.
The Promenade is a strong pedestrian pathway of brick or stone pavers
reinforced by the presence of lighting, art, gardens, and landscaping to create
a welcoming, comfortable, and intentional corridor for residents to saunter
as they experience the park and the pathway to downtown. The Promenade
is a celebration of City Park and what it represents to the history and its
connection to the heart of the business district.
Functionally, the Promenade is an 8 - 10 foot pedestrian path which runs east
– west through the park with a landscaped separation from the alley used to
access the civic buildings.
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From the western edge of the
existing park, a parkway extension
is proposed to cross Linden Avenue
leading into the alley located south
of Pinnacle Bank. The purpose of
this extension is to activate the alley
as an intimate public space with a
strong connection to a keystone
project of this plan – the Parkway
Marketplace.
The
Promenade
crossing is proposed as a ‘speed
table’
with
bump-out
which,
in combination, would elevate
the pedestrian crossing slightly
above the roadway announcing
the crossing as a place where
pedestrians are welcome. Further
reinforcing the welcoming nature
of the Promenade is the addition of
character lighting over the alley.
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Veteran’s Memorial
The enhancement of the existing
Veteran’s Memorial is a planned
project which will align effectively
with
the
reconfiguration
and
improvement of City Park as a
whole. Located at the corner of
Linden Avenue and East 12th Street,
the Veteran’s Memorial consists of
a military tank behind a decorative
metal fence. The reconfiguration
calls for the relocation of the tank to
the northwest quadrant of the park
to align diagonally from the fountain
with the addition of a seating area
for reflection and a donor tribute
features to enhance the experience
of the Memorial.
Playground
Addressing the chief concern of
parents and other stakeholders –
the lack of shade which makes the
equipment unwelcoming and unsafe
in the summer heat – the plan calls
for the addition of a grassy knoll
in the center of the playground
with mature trees to provide a
more intimate and welcoming
environment where parents and
children want to play, gather, and
socialize with their community. In
addition to the introduction of a
grassy knoll, the plan proposes the
creation of a shaded seating area
for parents to gather and watch
their children play. A playground
is an opportunity for families to
integrate into their community and
this enhancement would greatly
improve the use of the playground
area and the overall appeal of City
Park.
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Figure 4.6: Development Diagram
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The Parkway Market
The Parkway Market is the adaptive reuse of the vacant building on Main
Avenue to create a pedestrian passageway and three retail bays for businesses.
The passageway is an interior pathway which welcomes patrons of the park
to the downtown district using a portion of the converted building. The
spaces are designed to house and support new businesses and new ventures
that contribute to the livelihood and overall impression of the district.
The building is currently vacant and is owned by Pinnacle Bank and measures
approximately 3,344 square feet with 44 of street frontage and a total
depth of 76 feet. The building was constructed circa 1912 with the main floor
previously occupied by a bar and several apartments on the upper floor
constructed decades ago.
The building represents a number of issues that detract from the character,
condition, and authenticity of the business district including a structurally
deficient and historically inappropriate awning, a series of façade alterations
which reduced the size of the windows and added new brick to the
storefront. The upper story includes a number of minor conditional issues.
The rehabilitation and restoration of this building will be a highly visual
demonstration project.
Priorities:
•• Connect the Parkway Promenade to the downtown district
•• Create spaces for new businesses in the downtown
•• Create an engaging storefront presence
•• Incubate and support new downtown businesses
•• Improve the image of downtown through a demonstration project including ground level and upper level renovations
FEATURES AND CONCEPTS:
Parkway Market Storefront
The current storefront of the proposed facility represents the typical
modifications that have been made to many of the buildings throughout
the district – smaller storefront windows, removed transoms, the installation
of inappropriate awnings, and the introduction of inappropriate materials
– which detract from the overall character of the district. The reuse and
rehabilitation of the building is an opportunity to demonstrate what is
possible in the downtown.
In addition to demonstrating the implementation of the design guidelines,
the improvement of the façade will provide a highly visible project for all
residents, visitors, and other users of the district. Signage will proudly
pronounce the Parkway Market and its tenants, selected in part to create an
engaging storefront presence.
Promenade Parkway Market Passageway
The Parkway Market Passageway is the comfortable and welcoming interior
of the space that provides a front door to the businesses operating in the
Market and also a gateway between City Park and the downtown. The
intimate space of the Passageway and its businesses would offer patrons a
comfortable and welcoming environment including a respite from the heat of
the summer and the cold of the winter. The Passageway could also serve as
a rotating gallery for local artists.
The interior storefronts would be designed to secure the business spaces
after hours. The Passageway itself could maintain later hours to encourage
patrons of the downtown for entertainment, dinner or drinks to use the
Passageway and the Promenade.
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Parkway Market Rear Facade
The rear façade of the Parkway Market is equally as important because it
needs to welcome visitors from the Promenade as it enters the alley from
City Park. The façade and the approach to the rear passageway should
incorporate elements present in the Promenade to announce the Passageway
as an extension to the Promenade. The rear façade should incorporate
lighting, signage and transparency to denote the clear path for a patron to
circulate from the Park into the downtown using the Passageway.
Parkway Market Business Bays
The business bays in the Parkway Market are designed to provide appropriately
sized spaces for new businesses and ventures that support the overall vitality
of the business district. Each of the three business bays are approximately 25
feet by 34 feet for a total floor area of approximately 850 square feet. The
spaces are designed to be secured after their business hours.
The Parkway Market should follow several principles to maximize the impact
on the business district:
•• Market the Businesses and the Experience. The Parkway Market is
conceived as a microcosm of a downtown environment – a cluster of
small businesses in a park-once environment. This type of cluster is
designed to emulate the convenience and comfort that was the original
appeal of traditional downtown business districts
•• Tenant Selection and Mentorship. Selecting the right tenants is important
to the overall success of the operation and its role in the revitalization of
downtown. A professional business plan that demonstrates its viability
and marketing strategy should be required for placement in the Market.
Assistance and mentorship could be provided by Doane University, the
Small Business Association, or the local SCORE Chapter.
•• Tenant Recruitment and Placement. The most active or visually
intriguing venture should be located at the Main Avenue frontage to
attract potential patrons into the shopping district.

•• Allocating Retail Space.
Traditional downtown spaces
range between 1,200 to 2,400
square feet but, often this
amount of space far exceeds
the amount of space that a new
business actually needs; the
low concentration of business
activity spread across a large
business district creates an
area with too few destinations,
too limited attractions, and
too limited appeal to attract
a diverse consumer base. The
configuration proposed in the
Parkway Market is designed to
provide an appropriate amount
of space, approximately 850
square feet, for new business
ventures.
•• Align Hours, Marketing, and
Sales. The viability and impact
of the Market relies on the
clustering of complementary
businesses to attract patrons
into the facility and the district.
It is therefore essential that the
ventures coordinate hours and
marketing initiatives to create
a positive and united retailing
experience. This requires
the coordination of hours of
operation and sales in addition
to participation in marketing
initiatives to market the facility
as a whole.
•• Explore a Mix of Uses. While retail
and service businesses have the
greatest opportunity to capture
spending in Crete, there could
be an opportunity to incorporate
a gallery or event space. The
venture should be designed for
regular activities and an overall
benefit to the Market and the
district as a whole.
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CASE STUDY:

THE MARKET ON MAIN
The Market on Main in Ottumwa, Iowa is an example of a business
incubator with a focus on developing a diverse restaurant and arts culture.
Ottumwa created its incubator as a first phase of its revitalization process
- high vacancy rates as a result of poor building condition created an
environment where the community needed to help incubate and mentor
new businesses to create energy in an otherwise struggling district.
The Market on Main is a 14,000 square-foot incubator developed at a
cost of $1.6 million in 2013, which hosts approximately eight restaurants,
a farmers market, and a collective of artists.
While the facility continues to evolve, the concept has successfully
incubated a number of businesses that have since outgrown the walls of
the incubator and became a symbol for the revitalization process.
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SOUTH ANCHOR RECONFIGURATION
The south anchor is a feature that distinguishes Crete’s downtown from many
communities of similar size. Many communities lost their major retailers to
their highway corridors or to other cities. The south anchor contains Shopko,
True Value, and Food Mart which collectively draws residents and visitors
into the downtown district on a regular basis. In addition to the larger
retailers mentioned, the south anchor also includes Glady’s Floral and the
9th Street Strip Mall which are both configured to support a comfortable
pedestrian environments. However, there are several reasons that the current
configuration does not operate as effectively as it could.
PRIORITIES:
•• Introduce order to the business parking lots to increase efficiency,
improve the gateway to downtown, and make the sub-area more
pedestrian friendly
•• Provide a better transition between the downtown and the
neighborhood and vice versa
•• Reposition the south anchor as a park-once shopping experience
•• Improve the pedestrian connection between the south anchor and the
heritage core to better unify the district as a cohesive destination
•• Connect the business district to local features including Tuxedo Park,
Rotary Park, and Doane University
FEATURES AND CONCEPTS:
Parking Lot Order
It is well known through study and observation that a parking lot without
defined parking areas, drive aisles, and pedestrian ways is inherently
inefficient. The expanse of asphalt invites patrons to ‘make up their own
rules’ and the result is detrimental to the image and function of the district as
a whole. This atmosphere creates an image of disorder which carries through
the district and identifies the parking lots as a space that is unwelcoming to
pedestrians.

Figure 4.7: Aerial Courtesy of Google
Earth
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The reconfiguration of these parking areas to delineate the drive aisles, parking
areas, and pedestrian (patron) pathways would improve the function, efficiency,
and the experience of using the south anchor. The adjustment aligns the various
businesses in the sub-area to benefit from one another rather than compete for
parking, business, and customer trips.
The proposed reconfiguration relies on the realization that property lines are human
constructs which, unless reinforced by physical barriers, do not impact perception
of space or consumer behavior. The collective environment – materials, landscape,
and order – is what matters to a user and, at present, the public environment in the
south anchor is chaotic, unwelcoming, and inefficient. The reconfiguration should
treat all of the parking area as common space to maximize the overall use of the
area rather than seeking to divide the district using property lines.
The enhancement of the parking areas allow patrons and visitors to view the south
anchor as a unified shopping center in which they do not need to drive between
stores. The reconfiguration also allows for better collection of stormwater, a
growing regulatory concern for cities across
Circulation
Vehicle Movement
In the present configuration, the parking lots are accessed through a number
of curb-cuts from Main Avenue and from crossing streets. The sheer number of
accesses mandates that a higher than necessary amount of the total parking area
is consumed by drive aisles and this pattern is further evident and reinforced by
the duplicate entry points between the 9th Street Strip Mall and Food Mart. The
present vehicle circulation pattern allows a vehicle to enter virtually all of the
business parking lots from any direction and to leave in any direction.
The proposed reconfiguration takes the total parking area in the south anchor
and views it as a collective resource which, when reconfigured, will better serve
each business. The reconfiguration proposes that parking lots be accessed at
cross-streets with parking drive aisles orientated to run north and south.
Pedestrian Movement
The present configuration does not support intentional pedestrian circulation.
The sidewalk located along Main Avenue directs users along the street but does
not offer any direction to pedestrians seeking to enter Shopko, True Value, or
Food Mart. The 9th Street strip mall is closest to having a direct pathway from
the public sidewalk to the private sidewalk that is used to access each business
in the mall but the pathway is interrupted by landscaping which requires a patron
to enter the drive aisle before approaching the buildings.
The reconfiguration proposes an alignment between each business to create a
comfortable and intentional pathway between the various businesses in the area.
The alignment proposes a pedestrian refuge at the crossing of Main Avenue to
enable a patron to comfortably cross between businesses; this crossing could be
reinforced by a pedestrian activated stop light.

Connections
A challenge facing the district as a whole is that the south anchor insulates the
downtown from being comfortably accessed from the community by foot. The
intimidating and unwelcoming public realm creates a pedestrian barrier between
the southern neighborhoods and the downtown. The reconfiguration proposes
a strong trail connection which links the south anchor to Rotary Park which is
less than a full city block from the Shopko parking lot. In addition, a connection
is proposed to connect the south anchor to Tuxedo Park using the connections
plan shared previously.
The strongest connection proposed in the sub-area is one linking the south
neighborhoods, through the south anchor, to the heritage core. The connection
is implemented through the addition of street trees, the elimination of several
drive aisles which currently cross the sidewalk, and the overall improvement of
the parking areas.
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Figure 4.8: South Anchor Reconfiguration
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Gateway “Bridge” Features
A common theme throughout the engagement session and observations
of the planning team was a desire to better identity the downtown district,
where it begins and ends, and why it should matter. Downtown Crete is a
unique environment created by the unique influences of each resident,
owner, and visitors who left their mark on the district over the past 145 years.
Over the course of its history, Crete has been host and home to generations
of families coming to Crete from different places and backgrounds and each
had a distinct perspective on the community. This evolution continues today
with Hispanic cultural influences which meld with the Czech and German
influences that originally built the community.
The idea of “downtown” has always existed at the crossroads of these cultures
– a “bridge” to unite the various cultures in the pursuit of the "american
dream" through capitalism. This role of downtown as a bridge between
cultures continues today and the plan proposes the addition of gateway
elements to unify the district, delineate its boundaries, and welcome new
residents, businesses, and visitors into the heart of Crete.
The Gateway “Bridge” repurposes elements of the steel girder bridge which
crosses the Big Blue River into Tuxedo Park. For generations, the iconic
steel structure greeted attendees of the County Fair at Tuxedo Park and the
reuse of the structure for gateways features would pay homage to Crete’s
history and its future. The feature could be internally lit to create signature
entryways into downtown Crete.
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CHAPTER 5:

Implementation
The Crete downtown plan presents a
program for improving the heart of the
community including physical improvements,
partnerships, and policy initiatives. This
chapter considers several factors necessary
to implement the plan including:
• Organizational Structure
• Priority Criteria
• Opinion of Probable Cost and Schedule
• Funding Mechanisms

5
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FLEXIBILITY

ORGANIZATIONAL STRUCTURE

The plan and its scheduling will
inevitably
change
over
time.
Some projects may advance as
opportunities or demands emerge,
while others may appear less
important over time. The most
important pillar of this plan is its
implementation which requires an
approach which integrates physical
improvements, stronger partnership,
community connections, and policy
initiatives to support efforts to
revitalize downtown.

This section considers the organizational aspects of the business district
and offers recommendations that can strengthen the support structure
for downtown. Successful development structures require successful
organizations and public/private partnerships. The plan proposes having
three organizations to associate with one another to improve the district.

CITY OF CRETE

The City of Crete is a representative of its residents and is tasked with the
responsibility of providing the high quality services and infrastructure that
position Crete as a successful community for generations to come. The City
Administrator and Economic Development Director, working as liaisons to the
City Council and Planning Commission, should be responsible for overseeing
the overall administration and implementation of this plan. However, many
of the elements of this plan require strong partnerships and diverse skillsets
to implement and in these situations, the city should seek support and
leadership from its partner organizations.

PRINCIPLE RESPONSIBILITIES INCLUDE:
•• Oversee the implementation of the downtown plan
•• Managing downtown improvements
•• Preparing requests for proposals, policy revisions, and the creation of
financial incentive programs
•• Assembling financial and partnership packages for revitalization projects
•• Pursue a Certified Local Government designation and create a Historic
Preservation Commission

CHAMBER OF COMMERCE

The Chamber of Commerce is a member based organization with the
following mission: “To improve the business climate and quality of life for
the Crete area.” This mission aligns perfectly with the economic, social, and
quality of life roles of the downtown. The revitalization of downtown is an
opportunity for the Chamber to play a meaningful role in a legacy project
that will solidify downtown as a place that contributes to, and supports, the
economy of Crete and also the quality of life for all residents and visitors.
Principle responsibilities include:
•• Advocate for reinvestment in downtown for the overall benefit of the
community – all residents, business, and organizations
•• Design and support events in downtown to raise awareness for its
heritage, its businesses, and its revitalization
•• Provide business assistance and mentorship to support the long term
viability of new businesses

BUSINESS IMPROVEMENT DISTRICT (BID)

A type of special assessment district, a BID is an organization designed
around the primary goal of enhancing a defined geographic area. This type of
organization is an advocate, a development company, and an implementation
agent. The creation of a BID, or comparable organization, to represent and
advocate for the enhancement of downtown would be a valuable player and
partner in the revitalization process.
BIDs are petitioned and approved by property owners and created by the
City following a specific process established in the Nebraska State Statutes
and the district is administered by a board. While BIDs are a valuable tool, it
is important that assessments not be so large that they create a burden for
property owners. The financial support must be viewed as proportionate to
the value that participants receive from the district.
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DOANE UNIVERSITY

Doane is a major asset, player, and opportunity for the improvement of
downtown Crete. With a student body exceeding one-thousand students the
University represents a vast amount of energy, ideas, and economic power
with the potential to benefit the community in a profound way. However,
the downtown is also an opportunity for Doane to provide a more complete,
place-based education to its student population.
Doane University's mission is to provide an exceptional liberal arts education
in a creative, inclusive, and collaborative community where faculty and staff
work closely with undergraduate and graduate students preparing them
for lives rooted in intellectual inquiry, ethical values, and a commitment to
engage as leaders and responsible citizens in the world.
Principle responsibilities include:
•• Integrate place-based learning into program curriculum to integrate
students and faculty into the community, its people, and its future
•• Support local businesses and participation in community events
•• Be a partner in the downtown revitalization process

PRIORITY CRITERIA
The plan recommendations are diverse with many stretching beyond the
boundaries of the downtown district. Implementation is an incremental
process that requires partners to set priorities, completing foundational
steps, and evaluating new conditions as they arise.
The city and coordinating agencies should maintain a five-year plan to guide
actions and investment toward the implementation of certain priority areas
of the downtown plan. The action plan should be evaluated annually with the
following questions considered with regard to specific priorities and actions:
•• Does the project lay the foundation for the implementation of future
downtown revitalization initiatives?
•• Does the project respond to specific or high-profile community issues or
needs?
•• Does the project generate the maximum level of private market
response?
•• What is the project’s potential to transform the image of the area and
the community?
•• Does the project attract both local residents and visitors, increasing
business traffic and creating new reasons for people to be downtown?
•• Does the project support the growth of existing businesses?
•• Does the project capitalize on established, but unmet, market needs?
•• Can the project realistically be implemented within a reasonable time
frame with potentially available resources?
•• Does the project generate substantial community support or consensus?
•• Does the project incorporate and leverage outside funding sources,
such as state grants or charitable contributions, or engage new financial
partners?
The Downtown Plan is built of many individual projects, recommendation, and
actions that, over time, create an economically strong city center that offers
customers, residents, and visitors a diverse and attractive environment. However,
not everything can be done at once and downtown revitalization is a process that
moves forward in increments. The plan proposes several basic principles:
•• Public investments at the early phase of the project should create a
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CASE STUDY:

HASTINGS
An excerpt from the City Website.

			

BUSINESS IMPROVEMENT
DISTRICT
Visit downtown Hastings, and
you'll find a unique assortment
of niche shops, charming
restaurants, fun entertainment
spots, thriving offices, and
beautiful apartments. Mixing
Hastings' rich history with
an engaged business scene
has been the mission of the
Business Improvement District
(BID) since its creation in 1986.
The BID is charged with
enhancing the physical and
economic well-being of the
Central Business District,
which encompasses a
20-block area in the heart of
Hastings. Property owners
within the District provide
the funds needed to develop
public activities and events,
newsletters and promotional
materials, banners, and
physical improvements such as
lighting, landscaping, benches,
planters, trash receptacles,
signing and more.
Improving the environment
where people shop, live
and work creates a wave
of progress that extends
throughout the city, so the BID
engages in longterm strategic
planning, and anticipating the
needs of the downtown district
for years to come.”
Primary responsibilities include:
•• Represent the downtown
business district and
advocate on its behalf for
its continued enhancement
•• Support infrastructure and
economic development in
downtown through financial
and logistical support
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‘chain reaction’ – a strong
and desirable private market
response that leads to selfsustaining investment and
energy. Thus, the ability of
initial projects generate positive
momentum is very important.
•• Projects proposed in this
revitalization plan fall into
three categories: catalytic,
enhancement, and sustaining.
•• Different projects mature at
different times during the
downtown development process.
The implementation schedule is
based on this principle.

OPINION OF
PROBABLE COST
Financing
downtown
projects
typically requires both public
and private participation. This
section describes available funding
sources and techniques. Project
staging is also likely to manage
capital
requirements.
Opinions
exclude
property
acquisition
and relocation as well as utility
extensions and upgrades. Additional
study is required before project
development. For the purpose of
this plan, three catalytic projects are
identified.

FIGURE 5.1: Park Enhancement
Est. Quantity

Unit

Est. Unit
Cost

Est. Subtotal

PROMENADE LAMP (SINGLE)

7

EA

$8,000

$56,000

PROMENADE LAMP (DOUBLE)

6

EA

$10,000

$60,000

LANDSCAPE PLANTING

720

SF

$15

$10,800

SIDEWALK

825

SF

$5

$4,125

PATH PAVEMENT

15,250

SF

$20

$305,000

TREE (MATURE)

3

EA

$400

$1,200

KNOLL (GRADING)

1

EA

$20,000

$20,000

150

LF

$35

$5,250

1

EA

$15,000

$15,000

2,350

SF

$20

$47,000

240

SF

$120

$28,800

$550,000

$575,000

$55,000

$57,500

$605,000

$632,500

CURB
ART
VETERAN'S MEMORIAL PAD
PLAYGROUND SHELTER

ESTIMATED SUBTOTAL RANGE
CONTINGENCY (10%) RANGE

PARK ENHANCEMENTS
AND PROMENADE

ESTIMATED TOTAL

The scope of the project extends
from Juniper Street to the rear
property line of the Parkway Market
building with the city alley as the
north boundary and East 12th Street
as the south boundary. All costs are
approximate and are provided as
a range with a 10% contingency to
enable flexibility.
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FIGURE 5.2: Parkway Marketplace
Est. Quantity

Unit

Est. Unit
Cost

Est. Subtotal

PASSAGEWAY

795

SF

$90

$71,550

BUSINESS 1

850

SF

$100

$85,000

BUSINESS 2

850

SF

$100

$85,000

BUSINESS 3

850

SF

$100

$85,000

APARTMENT 1

1,115

SF

$90

$100,350

APARTMENT 2

1,115

SF

$90

$100,350

APARTMENT 3

1,115

SF

$90

$100,350

1

EA

$75,000

$75,000

$700,000

$775,000

CONTINGENCY (10%) RANGE

$70,000

$77,500

ESTIMATED TOTAL

$770,000

$852,500

FAÇADE

ESTIMATED SUBTOTAL RANGE

PARKWAY MARKET
REHABILITATION

The scope of the project includes
the properties described as 1230,
1232 and 1236 Main Avenue. The
cost estimate is based on the full
rehabilitation of the space and the
construction of the full program for
the property including the following
elements:
building
envelope;
façade; three business spaces;
the passageway; and three upper
story apartment units. All costs are
approximate and are provided as
a range with a 10% contingency to
enable flexibility.
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FUNDING
MECHANISMS
The following section identifies
different tools and techniques
for funding improvements in the
downtown. Some of these have
already been used by the city, others
may not be appropriate at this time
but should be kept in mind of future
projects.

LOCAL TOOLS AND
TECHNIQUES

•• Building Facade Grant Program
•• Business Improvement District
•• City General Revenues
•• Downtown Bond Issues
•• Estate Taxes
•• Land Sale Proceeds
•• Local Option Sales Tax (LB 840)
•• Private & Foundation
Philanthropy
•• Revenue Bonds
•• Revolving Loan Program
•• Tax Increment Financing

BUILDING FACADE GRANT
PROGRAM
Crete
currently
uses
LB840
funding to support building facade
improvements.
An
incentive
program should be continued to
support
facade
improvements
throughout the district.

BUSINESS IMPROVEMENT
DISTRICTS (BID)
Business Improvement Districts
(BID)
are
special
assessment
districts that permit businesses to
finance public capital improvement
projects and district management,
promotion, and maintenance. BIDs
are petitioned and approved by
property owners and created by
the City following a specific process
established by Nebraska State
Statutes Chapter 19 §4015 to §4038
and administered by a BID Board.
While BIDs are a valuable tool, it is
important that assessments not be
so large that they create a burden to
property owners.
This plan recommends that the city
adopt a policy of public financing of
major capital projects in addition to
allocating funding for maintenance,
district management, and promotion
which may include the creation of a
BID.

Facade Improvement Program: Before Photo

CITY GENERAL REVENUES
General revenues, appropriated
through the city’s annual budget
process, can finance services,
improvements,
facilities
and
development
projects.
These
appropriations are separate from
general revenues devoted to debt
service on bonds. Common uses
of general revenues in downtown
development
programs
include
funding staff and organizational
expenses, or projects that can be
divided into smaller phases.

DOWNTOWN BOND ISSUES
General obligation bond issues are
appropriate to finance major public
projects or improvements, and are
secured by general city revenues.
These revenues typically include
property taxes or, potentially,
local option sales taxes. General
obligation bonds require majority
voter approval. In the past, the city
has successfully used local option
sales tax to fund projects and
improvements.

ESTATE TAXES
Estate taxes are collected by the
county and may be used to help
finance
capital
improvement
projects for gateway and corridor
enhancements.

Facade Improvement Program: Potential After Rendition
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LAND SALE PROCEEDS

profit and non-profit organizations.

Proceeds from sale of land to
development projects could be
allocated back to central city
improvements and acquisition for
other redevelopment activities.

The City of Gothenburg established
a revolving loan program with a
starting capital of $100,000.

PRIVATE & FOUNDATION
PHILANTHROPY
The plan provides a variety of
opportunities for individual or
foundation contributions. Private
philanthropy,
with
appropriate
recognition and commemoration,
is a critical part of the downtown
implementation program, and is
especially appropriate for public
space projects like improvements to
the City Park.

REVENUE BONDS
Revenue bonds are debt instruments
that are repaid all or in part from
revenues generate by the project
or by other associated revenue
sources. Revenue bonds typically
are not secured by the credit of the
community.

TAX INCREMENT FINANCING
Tax Increment Financing (TIF)
permits the use of a portion of
local property and sales taxes to
assist funding the redevelopment
of certain designated areas within
your community. Projects pay their
entire established tax obligation.
However, taxes produced by the
added value of the property caused
by redevelopment or improvements
may be used to finance projectrelated improvements or other
public improvements in the district.
TIF may be used to pay certain costs
incurred with a redevelopment
project. Such costs may include, but
are not limited to:

REVOLVING LOAN PROGRAM
A downtown revolving loan program
could provide low-interest loan
funds granted by the city to cover
any portion of costs to convert
downtown buildings into more
marketable assets. Those eligible
to receive funds could include for-

Facade Improvement Program: Before Photo

•• Professional services such as
studies, surveys, plans, financial
management, legal counsel
•• Land acquisition and demolition
of structures
•• Building necessary new
infrastructure in the project
area such as streets, parking,
decorative lighting
•• Relocation of resident and
business occupants located in
the project area

Facade Improvement Program: Potential After Rendition
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STATE & FEDERAL

•• Community Development Block
Grants

a Phase II grant worth $350,000 to assist cities with costs for improving
downtown. The City of Crete anticipates receiving this funding to pursue
various projects identified in this downtown plan.

•• Phase II Financing

HISTORIC TAX CREDIT (FEDERAL)

•• Civic and Community Center Fund

The Historic Tax Credit program offers a 20% investment tax credit for
certified rehabilitation of National Register or National Register-eligible
buildings if:

•• Historic Tax Credits (HTC)
•• National Trust Main Street
Program & Loan Fund
•• Value Improvement Program (VIP)
•• ReTree Nebraska
•• Small Business Administration
•• Transportation Enhancements
•• USDA Grants
•• Business
•• Energy conservation and
renewable energy
•• Community Facilities
•• Rural Water and Waste

The building is used for income-producing purposes;
Rehabilitation work follows the Secretary of the Interior’s Standards for
Rehabilitation; and
The project receives approval from the National Park Service. Property
owners, developers and architects must apply for the tax credit through the
State Historic Preservation Office (SHPO) and are encouraged to work with
SHPO staff to ensure that rehabilitation measures are appropriate. The SHPO
then passes its recommendations on to the National Park Service for approval.

CIVIC AND COMMUNITY CENTER FINANCING FUND (CCCFF)
In 2013, the State Legislature amended the Civic and Community Center
Financing Fund Act. The Act’s purpose is to support the development of
civic, community, and recreation centers throughout Nebraska and to
support projects that foster maintenance or growth of communities.

COMMUNITY DEVELOPMENT
BLOCK GRANT - PHASE II
DOWNTOWN REVITALIZATION
FUNDS

The fund may be used for the creation of new civic and recreation centers
or the renovation or expansion of existing civic, community, and recreation
centers. The fund may also be used for preliminary planning related to the
development or rehabilitation of eligible projects.

The
Community
Development
Block Grant Program (CDBG) is
administered by the Department of
Economic Development.

Eligible projects include: civic centers; community centers; recreation
centers; and project planning.

The
Nebraska
Department
of
Economic
Development
offers

The maximum grant award for a community of less than 10,000 residents
ranges between 250,000 and $375,000 depending on the balance of the fund.
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HISTORIC TAX CREDIT (STATE)

RE-TREE NEBRASKA

The Historic Tax Credit program offers a 25% investment tax credit for
certified rehabilitation of National Register or National Register-eligible
buildings subject to operating procedures and the availability of tax credits.

ReTree
Nebraska
includes
a
variety of grant opportunities
to communities, related to the
protection and restoration of the
tree canopy. These opportunities
can be useful especially in partially
financing landscape improvements
in the public realm.

NATIONAL TRUST AND MAIN STREET PROGRAM & LOAN FUND
As a Main Street community, tax incentives may be available for restoration
projects from the Nebraska State Historic Preservation Office. The National
Trust Loan Fund (NTLF) has more than 35 years of experience in supporting
preservation-based community development projects across the country. As
a certified Community Development Financial Institution, it has a mission of
providing financial and technical resources to organizations that use historic
preservation to support the revitalization of under served and distressed
communities.
NTLF specializes in pre-development services, acquisition, mini permanent,
bridge and rehabilitation loans for residential, commercial and public use
projects. Eligible borrowers include not-for-profit organizations, revitalization
organizations or real estate developers working in certified Main Street
communities, local, state or regional governments, and for profit developers
of older and/or historic buildings.

VALUE INCENTIVE PROGRAM (VIP)
The Value Incentive Program (VIP) is a property tax preference for historic
building renovations. The VIP temporarily holds the taxable assessment at
the pre-renovation value for a period of four years. To be eligible for VIP,
the project must renovate a taxable historic structure to the specifications
established by the Secretary of the Interior and must follow all program
regulations.
Additional information
nebraskahistory.org/histpres/vip/
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For more information, visit:
nfs.unl.edu/ReTree/

RURAL LOCAL INITIATIVES SUPPORT CORPORATIONS (RURAL LISC)
The mission of the Local Initiatives Support Corporation (LISC) is to provide
assistance to community residents in transforming distressed neighborhoods
into healthy and sustainable communities of choice and opportunity. LISC
works to mobilize corporate, government, and philanthropic support to
provide local community development organizations with:
•• Loans, grants and equity investments
•• Local, statewide and national policy support
•• Technical and management assistance
LISC’s support is geared towards building sustainable communities through
the achievement of five goals in their support of local initiatives:
•• Expanding investment in housing and real estate
•• Increasing family income and wealth
•• Stimulating economic development
•• Improving access to quality education
•• Supporting healthy environments and lifestyles
For additional information visit: rurallisc.org

SMALL BUSINESS ADMINISTRATION
The Small Business Administration (SBA) has financial assistance program
which provide access to debt and equity primarily from banks or other
private sources.
SBA evaluates loan applications on two levels; the first is for eligibility, which
varies by industry and SBA program, and second on credit merits of the
application.
SBA programs and services support small business owners, connecting
businesses to loans, government contracting opportunities, disaster assistance,
and training programs to help your business succeed. For more information, visit:
sba.gov

TRANSPORTATION ENHANCEMENTS (TE)
The Transportation Enhancement (TE) program provides 80% federal
financing for such projects as enhancements to major transportation
corridors, trails and other non-motorized transportation projects, and the
preservation of historic transportation structures.
The program is administered by the Nebraska Department of Roads with the
assistance of a project review advisory committee.

USDA RURAL DEVELOPMENT PROGRAMS
Rural Development division has many programs for businesses, energy
conservation and renewable energy, housing, community facilities, and
rural water.
Business
•• Intermediary Relending Program (IRP) loans are made to public bodies
and non-profit community development organizations who then make
loans to businesses and communities with the ultimate goal of creating
and/or saving jobs. Individual businesses or communities can contact
IRP for a revolving loan.
•• Business & Industry Guarantee Loans (B&I) lenders (banks, etc.) apply
for a guarantee from Rural Development in order to make sizeable loans
to businesses (up to $25 million for a business, up to $40 million for
cooperatives).
•• Rural Economic Development Loans and Grants (REDLG) are distributed
to utility cooperatives who then can loan to businesses and/or
community projects.
•• Value-Added Producer Grant (VAPG) A farmer or producer group can
apply for a grant to fund their feasibility study or working capital to add
value to their raw goods.

Energy conservation and renewable
energy
•• The Rural Energy for America
Program awards grants and
loan guarantees to small
businesses for renewable energy
projects and energy efficiency
improvements.
Community Facilities
•• Loans and grants to nonprofits or public bodies such
as counties, cities, community
centers, day cares, senior
centers, homeless shelters, fire
halls, ambulances, fire trucks,
emergency equipment, and
more.
Rural Water and Waste
•• Loans and grants to help
cities replace or upgrade city
water, sewer and storm water
systems. For more information
visit: rurdev.usda.gov/mn/ or
contact the local USDA Rural
Development office.

FIGURE 5.1: Implementation Table
POLICY / ACTION / INITIATIVE

Continue Façade Improvement Incentives for projects consistent with the Downtown Design Guidelines
Evaluate and require structural improvements for properties using Façade Improvement Incentives
Explore the creation of an incentive program to provide assistance to address the most common building condition
issues
Remove abandoned or antiquated signs throughout the downtown
Revise parking requirements to allow downtown residents to park their vehicles on side-streets or in designated
parking areas
Create an Adaptive Reuse Guidebook to help building owners navigate development regulations and building codes
while highlighting the benefits of creating upper story housing units
Implement a demonstration project to illustrate the creation of high quality upper story dwelling units and use the
example project as a ‘how-to’ resource for other building owners or potential developers
Encourage preservation or restoration projects in the district by promoting the State and Federal Tax Credit Programs
Encourage the restoration of non-conforming buildings to a more historic character
Explore a rental housing permit, inspection process, and permit fee to improve the quality and condition of rental
units while resolving any life-safety issues that may exist
Support the creation of upper-story housing units in downtown buildings. Explore the use of financial incentives to
encourage downtown housing as economic development. The 2014 Housing Study recommends the creation of 24
Assemble land and dilapidated properties adjacent to downtown and redevelop these sites in medium density housing
such as townhomes or other 2-3 story configurations
Incorporate shade trees within the playground to provide shade and make the playground more welcoming, functional,
and intimate
Implement the park enhancement projects described later in this chapter including the improvement of the playground
area
Continue holding community events in the downtown district which feature local businesses and restaurants to
expose attendees to Crete businesses
Design events to share the unique history and stories of the district and to engage a larger population base in the
support of the revitalization process
Install a heritage pathway to share the story of Crete through a series of engaging storyboards and along a pathway
through downtown with high quality signage, seating where practical, and environmental graphics to delineate the
Hold events, such as a History Walk or Upstairs/Downtown tour, to share the unique history and stories of the district
and to engage a larger population base in the support of the revitalization process
Coordinate with Doane University faculty to provide meaningful opportunities for academic programs to assist with
the revitalization of the community
Coordinate with Doane University for the creation of a “community classroom” concept to formalize the integration
of Doane academics and civic involvement in community projects
Coordinate with Doane University to offer support to downtown businesses through marketing efforts, student nights,
or discounts offered with student identification
Incorporate downtown activities, such as a movie at the Isis or a business scavenger hunt, into the student orientation
or in the beginning weeks on campus to share and engage students in activities available in Crete
Explore the possibility of implementing ‘downtown dinner days’ to allow a meal plan to be used at downtown
businesses certain days of the week or on specific weekends
Tailor the student orientation event as a festival with an exhibition of the different cultures that molded the community
over its history and a taste (samples from local restaurants) of each culture. This should be implemented as a
Configure the student Orientation Festival as a linear walking trail through City Park, through the Passageway Market,
and along the core of the downtown business district

TYPE

IMPACT ON RESOURCES

TIME FRAME

LEADERSHIP

Policy, Financial

Medium

Ongoing

City

Policy

Low

Ongoing

City

Policy, Financial

Medium

Ongoing

City

Policy, Financial

Low

Short

City

Policy

Low

Short

City

Policy

Low

Short

City

Policy, Action

Medium

Medium

City, Owners

Policy

Medium

Short

City

Policy

Low

Medium

City

Policy

Medium

Medium

City

Policy

Medium

Medium

City, Owners

Policy, Financial

Medium

Short

City

Policy, Action

Medium

Medium

City, Philanthropy

Policy, Action

Medium

Medium

City, Philanthropy

Event

Low

Ongoing

Chamber, Doane, City

Event

Low

Ongoing

Chamber, Doane, City

Action

Medium

Medium

City, Owners, Historic
Preservation Commission

Event

Low

Ongoing

Chamber, Doane, City

Policy, Action

Short

Low

Doane, City

Policy, Action

Short

Low

Doane, City

Policy

Short

Low

Doane, City

Policy, Event

Short

Low

Doane, City

Policy

Medium

Medium

Doane, City

Policy, Event

Short

Low

Doane, City

Policy, Event

Short

Low

Doane, City

FIGURE 5.1: Implementation Table (continued)
POLICY / ACTION / INITIATIVE

Use student leadership (specifically Spanish and Entrepreneurship programs) to encourage downtown business
owners to participate in the Orientation Festival
Explore a marketing/branding campaign for the student Orientation Festival to transcend the narrow focus of
introducing only new Doane Students to downtown but rather to introduce/reintroduce all members of the community
Translate the stories and history assembled for the district nomination into content for a Heritage Trail, History
Theater Tour, or other events which share the significance of Crete’s history
Adopt Downtown Design Guidelines
Encourage reinvestment in downtown buildings to improve the condition and stability of the overall building stock
Adopt Downtown Design Guidelines with a section of appropriate signage
Complete a façade improvement program to install upper story windows, remove awnings and antiquated signs, and
improve the condition of storefront elements. The visual enhancement of downtown buildings is a highly public action
Partner with Doane University to develop streetscape theme for East 13th Street between the Doane University
Campus and downtown to demonstrate a sense of unity, pride, and mutual support
Install a traffic signal at 9th Street and Main Avenue that would operate at peak times or when pedestrians are present
Enhance streetscape in south anchor to calm traffic flow and create a more functional and attractive transition to and
from the downtown
Study traffic patterns on Highway 33 / West 13th Street to evaluate installation of a traffic signal
Adopt a bicycle and pedestrian connection plan to guide sidewalk, bike lane, and mixed use path investments for
targeted routes

TYPE

IMPACT ON RESOURCES

TIME FRAME

LEADERSHIP

Policy, Event

Short

Low

Doane, City

Policy, Event

Short

Low

Doane, City

Action

Medium

Medium

City, Owners, Historic
Preservation Commission

Policy

Low

Short

City

Policy, Financial

Medium

Ongoing

City

Policy

Low

Short

City

Policy, Action

Medium

Medium

City, Owners

Policy, Action

Medium

Medium

City, Doane

Policy, Action

Medium

Medium

City

Policy, Financial

Medium

Short

City, Owners

Policy

Low

Medium

City

Policy, Action

Medium

Medium

City
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DOWNTOWN REVITALIZATION
PUBLIC SUPPORT
RDG conducted a survey to engage residents, visitors, and others in the
planning process to gauge a broader perspective on the performance of
different aspects of the downtown. Overall, 455 respondents participated,
many of whom supported downtown revitalization efforts through facade
improvements.

SURVEY ANSWERS
HOW WOULD YOU RATE THE DOWNTOWN IN THE FOLLOWING AREAS USING A SCALE
OF 1 TO 5? (1 BEING "POOR" AND 5 BEING "EXCELLENT"

Negative
(1 & 2)

Neutral
(3)

Positive
(4 & 5)

Responses
(#)

THE EXPERIENCE OF
BEING DOWNTOWN

71.9%

20.7%

6.8%

367

RESIDENTS' PERCEPTION
OF DOWNTOWN

70.0%

21.5%

6.6%

363

VISITORS' PERCEPTION
OF DOWNTOWN

76.4%

16.3%

4.1%

368

CONDITION OF
BUILDINGS

65.3%

26.5%

7.7%

366

OVERALL APPEARANCE
OF THE DISTRICT

62.7%

26.9%

9.9%

365

STREETSCAPE AND
PUBLIC ENVIRONMENT

48.1%

34.4%

15.6%

366

PUBLIC INVESTMENT IN
DOWNTOWN

60.2%

28.3%

8.2%

364

PRIVATE INVESTMENT IN
DOWNTOWN

56.9%

30.5%

6.6%

364

65 PERCENT
OF RESPONDENTS
SAID THAT IMPROVED
APPEARANCE AND
BUILDING CONDITIONS
WOULD ENCOURAGE
THEM TO VISIT
DOWNTOWN MORE
OFTEN.

62 PERCENT
OF RESPONDENTS
ALSO SAID THAT
RESTORING HISTORIC
BUILDING FACADES
WAS IMPORTANT TO THE
FUTURE OF THE CITY.

FACADE RENDITIONS
BEFORE AND PROPOSED

