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Releasing the
Parking Brake
by Engaging the
Customer

DENNIS BURNS, CAPP
Kimley-Horn

Harnessing Parking to Create
Competitive Advantage
Through Vibrant Arrival and
Departure Experiences

VANESSA SOLESBEE, MA
Kimley-Horn
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Practitioner Panel Introductions

e Lisa Harmon
Downtown Billings Alliance, Billings, MT

« Susan Pollay
Downtown Development Authority, Ann Arbor, Ml

e Karen Sander
Downtown Boise Association, Boise, ID
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Presentation Overview — Key Concepts

Creating Competitive Advantage .

t's an Experience Economy .
Parking as "Preshow” .
Know the Main Stage .
Know Your Audience

Set the Stage
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Script the Pre-Show
Scripting Is Critical
Stage the Encore

Concepts in Action —
Practitioner Panel

From Invisible to Extraordinary!
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.
Everyone has a parking story SR

(and few are positive...)

EXCEPT WHEN

* For years parking was viewed as a potential s s
- 1 +
drag on business. 7 | =252

d=DAY OF MONTH

« Parking conjured memories of strange
smells, creepy corners, arbitrary rules, and
aggressive enforcement.

« Our main goal? Remove negative cues
and make parking invisible.
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We need to make smart investments.

« Parking Guidance <« Wayfinding

TDM
Lighting
Automation
Placemaking

 Amenities
* Valet
« Loyalty Programs
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Which strategies will
my customers or
client reward me for?

What strategies will
provide a competitive
advantage?




Resources for continued learning:
« Competitive Advantage: Creating and Sustaining Superior Performance, Porter + CREATING »
. iy , COMPETITIVERR COMPETITIVE
Creating Competitive Advantage, Smith ADVANTAGE ADVANTAGE
* “Blue Ocean Strategy,” Harvard Business Review, Kim & Mauborgne SUPLRION PERFORMANS
Michael E.

Porter

Key Concept:
Create Competitive Advantage
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How do businesses gain competitive advantage?

Achieved when a business differentiates itself from the
competition by creating a favorable impression regarding:

The
Competitive

Advantage
Process:

|dentify the
decision-
makers

BRIDGE THE GAP

Environment

Quality
Cost

Delivery (service)

|dentify one or Focus on
more of their consistently
needs/priorities and uniquely
that you can meeting the

address need(s)
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Customers Reward Need-based Differentiation

Differentiated Relevant to
COMPETITIVE NEEDS OF
POSITION CUSTOMERS
Undifferentiated Irrelevant to
PRICING
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Example: Women as a Targeted Demographic

« Statistics: Women account for 85%  « |mportance: American women

of consumer purchases including spend about $5 trillion annually—
everything from autos to healthcare: over halve the US GDP
* 91% of New Homes

 Opportunity: Women have very
specific concerns related to
downtown parking. What if we
designed our programs specifically
to address these concerns?

* 66% PCs

« 92% Vacations
* 80% Healthcare
« 65% New Cars

« 89% Bank Accounts
Source: She-conomy.com // New book by David Feehan: “Design Downtowns for Women —
« 93% Food Men Will Follow”
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Maslow’s Hierarchy of [Parking] Needs

Parking is fully-integrated with, positively reinforces, and
Self- extends the consumer’s experience
Actualization
Extraordinary service helps the customer feel
appreciated and valued
Love and Belonging Inviting & engaging spaces help the customer
feel welcomed and appreciated
Clean and safe facilities help the
Safety .
customer feel secure and confident
Physiological Proximate park_lng me_e_ts the
customers basic mobility need
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Most Customers View Parking as a Commodity

As a result, competitive advantage is often based solely on:
* Price (diminishes profits)
 Location (inflexible and typically diminishes profits)
* Avoidance of negative cues (limited opportunity)
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The “Blue Ocean Strategy”

* Competing in Red Ocean Versus Blue Ocean Strategy | |

ove rcrOWded The imperatives for red ocean and blue ocean OCE N —
indUStrieS iS no Way strategies are starkly different. STRATEG 7
to sustain high —
Red ocean strategy | Blue ocean strategy
performan Ce . . .. W. CHAN KiM | RENEE MAUBORGNE
Compete in existing market space. | Create uncontested market space. (——
¢ The real OppOrtunlty Beat the competition. Make the competition irrelevant.
- 111
IS tO Create blue Exploit existing demand. Create and capture new demand.
OceanS” Of Make the value/cost trade-off. Break the value/cost trade-off.
uncontested market Align the whole system of a com- | Align the whole system of a company’s
pany’s activities with its strategic activities in pursuit of differentiation
. choice of differentiation or low cost. | and low cost.
Space hoice of differentiati | dl
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Resources for continued learning: 5 JOSEPH PINE Il & KIN C. KORN
« The Experience Economy, Pine & Gilmore : il

" g infinite

Authenticity, Pine POS %BILITY

» Infinite Possibility: Creating Customer Value on the Digital Frontier, Pine & Korn

CREATING CUSTOMER VALUE
ON THE DIGITAL FRONTIER

1"_».\',"(?'1‘('11((‘

I?'((UIUI}I,\'
Key Concept: %
it

It’s An Experience Economy
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The Experience Pyramid

Opportunity

Remember Maslow?

* Our potential business
reward grows as we
move beyond being a
commodity to addressing
higher level consumer
needs.

* EXxperiences typically
target needs for love,
belonging, and esteem.

P55

$$5$
$$3
$$

$
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Business Strategy

\

Determine and Guide Transformations

_/
N\

Depict and Stage Experiences

_/

=
Devise and Deliver Services

7
N\

Develop and Make Goods

Discover and Extract Commodities




“Experientializing” Goods and Services

Three Opportunities
 Embedding

How do we make parking an extension of the broader experience the customer
has come to enjoy?

« “Sensorializing”

How do we use sight, sounds, and smells to create
a positive and memorable experience?

 Goods Clubs

How do we leverage parking to provide a sense of exclusivity that feeds the need
for belonging or esteem?
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“Experientializing” Goods and Services

Five Key Experience-Design Principles
1. Theme the Experience

Harmonize Impressions with Positive Cues I
Eliminate Negative Cues E

Mix In Memorabilia
Engage All Five Senses

ok W
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Resources for continued learning:

« Service Design: From Insight to Implementation, Polaine, Lovlie, & Reason

SERVICE DESIGN
From Insight to Implementation
by ANDY POLAINE, LAVRANS LOVLIE,

Key Concept:
Embedding Parking as Preshow

R Rosenfeld
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Parking as a Support Function

* Pine and Gilmore argue that
“Work is Theatre and Every
Business a Stage”

« Think of parking as the “House
Management”; we own the pre-
show and the post-show or
everything that happens before
the curtain rises and after it falls.
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Key Concept:
Know the Main Stage Show
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Know the Main Stage Show

Planning your preshow
starts with understanding
what you're warming up
the audience for.

Entertainment




Know the Main Stage Show

Entertainment Education

EXPERIENCE TYPES

Aestheticism
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Resources for continued learning:
« Buyer Personas, Revella

So What? How to Communicate What Really Matters to Your Audience,
Magnacca

Key Concept:
Know Your Audience
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Conduct an Audience Analysis

N e @
« Who makes the decisions?

« What need are they trying to fulfill? SOCIAL
SUPPORT &

« Are age, experience, INFLUENCE

socioeconomic, or other - -

demographic information factors
. PERCEIVED
to consider? RISKS
« Develop personas to test
experiences.
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Developing Your Staging Plan

Develop Customer Profiles Visitors
. . « One-time or frequent + Male or female
Informatl_on to matCh parl_<er * Hourly / Transient * Length of stay
needs with services provided ~ Short-term * VIPs
— All day
 Understand the wants and — Multi-day
' — Week or more
desires of your custom(_ers * Individuals with disabilities
 What role do they play in the Internal Customers
market? - Boards * Principals
« Senior management < Middle management
« Staff * Clerical
* Front-line
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Resources for continued learning:

Making Business Districts Work, Feit & Feehan
Life Between Buildings, Jan Gehl

Street Design — Dover & Massengale

Key Concept:
Set the Stage
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We have all the tools
of the theatre.

Use them to set
your stage.




We have all the tools
of the theatre.

Use them to set
your stage.
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We have all the tools
of the theatre.

Use them to set
your stage.
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Test Your Set Design

 Different characteristics
are attractive
to different parker groups

* Develop a profile for each
facility

 List the characteristics of
each facility

» Test your facilities using
your “Customer Personas’




Resources for continued learning:

The Disney Way, Capodagli & Jackson

Disneyv

Way

Harn he “;ln wnl

. = e -
Secrets of Disney
in Your Company

Bl Capodaghi and Lynn Jackson

Key Concept:
Script the Preshow
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|\[conFuSSED §) Looxing I |
=5 Fol Directions |

Script the Preshow

« Use storyboarding or
flowcharting to script the
user experience.

« Test experience with using
consumer personas

 Integrate into training

* Improvisation within a
framework

IHOWs AVAILAGBLE YNN“"“A“‘ASLE |
spAcEs § alows users to boo
Heir desited spacc.

e .




Resources for continued learning:

Hiring for Attitude, Murphy

Disney U, Lipp

The Talent Management Handbook, Berger & Berger

Talent: Making People Your Competitive Advantage, Lawler & Ulrich

Key Concept:
Casting is Critical
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Directors Don’t Cast from Resumes

* Does the body language match the words?

* Ask that candidates “show,
don’t tell.”

« What happens when the consumer goes
off script? Test critical thinking and the
ability to co-create the experience.

» Experience at the job tasks matters little
when the job Is in service versus production.
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Key Concept:
Stage the Encore
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Stage the Encore

Use sensory cues to extend
the experience

Cobranded memorabilia

Extend an invitation to return
« Thank you with verbal invitation
* |ncentive to return

BRIDGE THE GAP:--#IDASF

CREATIVE

Thank you

Dear Denis,
We hope you had a fantastic time at Roy's, and we can't wait to create
another exceptional experience for you soon.

You can be among the first to hear about exciting and exclusive Roy's news
and specials if you join our online family. Escape the ordinary. Eat creative.

T.]. Sieker, Managing Partner, Roy's Chandler

Join Our Ohana Make a Reservation




Concepts in Action

Practitioner Case Studies / Lessons Learned.

r’[ﬂ_f'\.I'L - Downtown
DDA ANN ARBOR
———

RUUNTOWNBOISE  Starts here.




Ann Arbor, Ml BDRASE ANN ARBOR

All are parking “users”, even those without cars.
Redefine the parking system: everyone Is a pedestrian.




Ann Arbor, Ml *mmm

Rethink the design of parking facilities from the
perspective of humans, not cars.




Boise, ID

« Wayfinding experience from
beginning to end

* Quick access to parking
Information online and on-
street

* |Include parking messaging in
all marketing
« “Don’t forget your first hour is free!”




Boise, ID

* Encourage pre-payment option for
events

* Promote parking alongside events
— reinforce the “how to get there”
message

« Work with merchants to include
parking information on their
websites
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Billings, MT /@'

Starts here.

Land use drivers, cultural
amenities, regional
economy, oh my!
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Billings, MT /@'

Starts here.

« Stakeholder Concerns & Questions
o Need for a shared vision
o Parking viewed as a major obstacle
o Too expensive
o Intimidating
o Complex — not user friendly

o Where will money for parking
development/improvement come from?

o Negative parking perception
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Billings,

. Downtown
MT / g

Starts here.

« Stakeholder Concerns & Questions Cont.

o Em
o Par

nloyee parking limited
King supply/availability

o Lac

K of enforcement and over enforcement are both issues

o Any parking plan and enforcement needs to be sensitive to
neighborhood/districts nuances

o Use the newly generated money to solve the parking problems
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Billings, MT /@'

Starts here.

 Time for Change!

o A more strategic approach to downtown parking management was
requested by the Downtown Billings Business Improvement District
Board of Directors.

o Plan was developed with input from a variety of sources:
v International Parking Institute
v'International Downtown Association
v'Progressive parking programs in Montana and other western states
v Support from industry experts
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From Invisible to Extraordinary!

Moving parking from “non-event” to competitive advantage.
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Branding and Image Management

A positive and brand -
image for your parking » Welcome to Easy

‘Go places and find spaces
program creates a

confidence in your
p ro g ra m a n d p ro m Ote S EasyGreenN EasyFlicks N EasyRiderN EasyAccess N Click hgf/e for parking lots and rates
EasyPark's @® 'shoo N » .

o bl Shooting a movie e EasyPark programs EasyPark’s easy
environmental Wl in Vancouver? for 2-wheelers. accessibility.
initiatives.

|} -

professionalism. @ o ark

Violation

Click here to dispute a violation.
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http://www.easyparkvancouver.com/easysearch.aspx
http://www.easyparkvancouver.com/easysearch.aspx
http://www.easyparkvancouver.com/easypay/index.asp
http://www.easyparkvancouver.com/easypay/index.asp
http://www.easyparkvancouver.com/easypay/EasyParkViolationDispute/violations_dispute.aspx
http://www.easyparkvancouver.com/easypay/EasyParkViolationDispute/violations_dispute.aspx
http://www.easyparkvancouver.com/easygreen.aspx
http://www.easyparkvancouver.com/easygreen.aspx
http://www.easyparkvancouver.com/easyflicks.aspx
http://www.easyparkvancouver.com/easyflicks.aspx
http://www.easyparkvancouver.com/easyrider.aspx
http://www.easyparkvancouver.com/easyrider.aspx
http://www.easyparkvancouver.com/easyaccess.aspx
http://www.easyparkvancouver.com/easyaccess.aspx

Retall Support

Strategies

* Lincoln’s “Shopper

Zones”

Reserving convenient off-
street spaces for retall.
Lincoln’s “Shopper Zones”

new level!

Shopper Zone

8am-5pm

3 Hour
Parking

| |
take this best practice to a
Shopper Zone
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Thanks for Shopping Downtown!

* Public Relations — "Meter Angels”

« Sometimes called the “Meter Angels”
program, The BID in Boulder used to add 15
minutes to customer’s meters and leave this
note on the customer’s windshield.

BRIDGE THE GAP:--#IDASF

‘Thanks |

for your business'




Centralized Downtown
How Easy Valet Parking Programs » Valet Stations:

» Between Houston’s & JohnMartin’s

Can We CASE S IUDY. sl In front of Tarpon Bend

Coral Gables, FL » Between Benihana & Ortanique
Miracle Mile
M ak e Shopping District
Parking? Watipage

¥

Next to Morton’s

¥

In front of Seasons 52

¥

Introduction: - e
» Don’t worry about a | ¢ s | o Conces. | e
looking for parking
or looking for spare
change and best of |
all, don’t worry
. Centralized Valet Parking on Miracle Mie
about parking
tckets. e
:::"-“- oo "'“» Price:
» Parking on Miracle Mile has become easier e 11am — 6pm: $7
then ever. How you ask? It's simple, use the pdpeailios After 6pm: $8
Centralized Valet Parking System on Miracle - o » ?j/lz':glz kag‘tgo's;ﬁ;or
; : phragr
Mile. Drop off your car at any valet station ey e e W e P

below and pick it up at the nearest valet
station.
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V- PSR
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BS DOWNTOWN BOULDER PARKING GUIDANCE SYSTEM

: : ; i m:ﬂw
. F Client Interface / ¢ McCain Backend Server DB} % »
a r I n g Management Application (MS SQL 2005 or 2008) %

. % ) gﬂﬁi@
GUIdance — | , %a o 8

: Published / Publicly McCain Central Software
i AccessibleData (Server)

NP 1213 -NICP Obiect & NICI 1206 - NTCIP Objet
ENNIIONS 10f BYNAMIC & 3 Definitions for Data Collection :
Message Signs (DMS) R 8 !

McCain Zoned Count System
Data Concentrators

/ARAPAHOE ST}
........ : S e
¢ Interface TBD Depending on : b
: Equipment Choice :

@ External Signs

Daktronics or Equivalent NTCIP Signs

‘ Sign 1 - Structure / Count Information ‘ ey :

: Loop Detectors or Alternativ
Count Mechanism

‘ Sign 2 - Welcome Message (Large Font) ‘

PICTOFORM | PV

and Associntes, e,
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Thank you!

After 4hrs $ 3/hr
Daily Max $6
Fri & Sat Eves Max $6
Sun -Thurs Eves Max S 2
Weekend Max Si5

Naito & Davis




Alignment With Community Goals

mEs= 6B K

Example:
111 r ; JJ
’ Walkin g Audits Welcomie to Inspire; Boulder.
. Coffee Shop R TIE v st cn oo Yo o

I a | kS f Connect with Facebook or Sign Up with Email

 Interactive
Social Media
Platforms




“Coff ith th
A n O t h er Ty p e O f P:rkeireIQWIG uy,, = » This simple, but effective outreach strategy

worked well in Winnipeg because of their smart
and savvy parking administrator.

| | | o =
& ‘Access I b I I It ) Ihe Wlnn!peg Downtgwn BIZ” sponsored » Discussion were lively and sometimes a little
Coffee with the Parking Guy™! intense. People can get passionate over

As a service to it's membership the BIZ parking.
would host monthly meetings connecting » But in the end, it was a valuable learning
retailers, restaurateurs and other downtown experience and the educational benefits went

business owners at a local coffee shop to in both directions.

° H ow aCCESS| b I e an d the Winnipeg Parking Authority’s chief
administrator (& IPI's Parking Professional of the

attentive are you to your earin 20100,
patrons?

* Listening and offering
flexible and creative
solutions can change
perception of your program
In a dramatic way.

Mr. David Hill, CAPP
IPI's 2010-“Parking Professional of the Year”

galrew



What Services Would Your Customers Value?

Possible Parking
Amenities

* Dry Cleaning Drop-
Off/Pick-up

 Loaner Audio Books

» Day Care Co-Located
with Parking
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Making Experiences Personal Calgary Parking Authority:

Customer Appreciation Day

* Look for ways to personalize
your day-today customer
Interactions

ABOUT US

Thank you for parking with us.

CUSTOMER

One of the ways we say thank you to our monthly and daily customers is to hold Customer
APPRECIATION DAY Appreciation Days each spring.

Here is the schedule for our parkades in 2015:

Lot 54 (Centennial Parkade) - Tuesday, June 2 from 3:30-5:00pm
Lot 36 (City Hall Parkade) - Wednesday, June 3 from 3:30-5:00pm
Lot 40 (James Short Parkade) - Thursday, June 4 from 3:30-5:00pm

Lot 28 (McDougall Parkade) - Tuesday, June 9 from 3:30-5:00pm
Lot 25 (City Centre Parkade) - Thursday, June 11 from 3:30-5:00pm

* Customer
Appreciation Days
* Free drinks & snhacks
* Prizes
* Win free parking!

CPA staff are on-site giving away free drinks and snacks and can help answer your questions or
concerns. Customers also have a chance to win some great prizes with our "spin-and-win" game.
Monthly customers can also enter to win a free month of parking by visiting us at a Customer
Appreciation event.

Have further questions about Customer Appreciation Days? Please contact us at
improveservice@calgaryparking.com or (403) 537-7000 .

Thank you for parking with us.




Park| ng Reta” Parking Offices as a
Retail Storefront?
Storefronts N
As the parking industry matures, our
. interface with our customers is evolving.
° C h an g I ng th e - ‘I‘\/Iost parkin;q offices had a distinctly
perception of parking e
operations begins with change everything!

hOW We InteraCt Wlth " » The examples to the right are:
our customers. gt

. Adopting a “retail TR
approach” is a growing
trend.
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Dark, Dull &
Dangerous

or Bright, Clean &
Welcoming

* The parking industry is in
the midst of a radical
transformation.

Positive first impressions
and improved patron
safety are becoming
paramount.
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Integrated
Parking/Access and
Downtown Marketing

 Linking access
strategies to dining,
shopping, events and
other attractions
highlights the
Importance of a positive
access experience.

Integrated Access and
Downtown Marketing

Downtown Long Beach Associates
(always at the cutting edge!) have
integrated Parking, Transportation and
Downtown Management in their new
“Ride-Park-Play” web page.

downtownlongbeach.org

BRIDGE THE GAP:--#IDASF

» The Innovative site features an
interactive parking and route planning
map as well as special links to:

» Downtown Long Beach Transportation
» Downtown Dining

» Downtown Shopping

» Downtown Attractions

» Downtown Calendar of Events




Design and
Placemaking
Matters!

When is a
bridge more
than a bridge?




Design and
Placemaking
Matters!

Or a parking
garage as more

than a place for
temporary
vehicle storage
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Incorporating Art as a Defined Program Element

* The Missoula Parking
Commission incorporated
a significant and
Interactive public art
element into their award-
winning parking structure
project.




First
Impressions
Matter!

.........

* Adopting the “30" Rule”
regarding faclility entrances
IS an effective strategy to
keep a focus on how your
program IS perceived.

“Where would
you rather
park?”

i




Simple Things Matter

 Attention to detall Is
a large part of
"Setting the Stage”.
« Small things like
rusting bollards can
ruin the image you
are trying to create.

BRIDGE THE GAP

Bollard Sleeves

Question: What is at the entrance
to almost every parking area?

Answer: Bollards!

Why not turn these ubiquitous elements
into an opportunity for advertising or
facility promotion?

-
N
o
P
8
K
)
N
G
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»

»

»

Eliminating unsightly rusted bollards used
to require regular maintenance and even
then was often unsuccessful.

Bollard sleeves are an inexpensive and
easy solution to the problem of rusted
bollards. Low-density polyethylene
thermoplastic sleeves slide over existing
guard posts for quick and easy
installation.

A new product (pictured above) includes
solar powered lights.




Parking Garages as a
Canvas for Creativity

* Level theming &
wayfinding are
Important functional
elements of parking, but
they can also be an
opportunity to engage
local artists and change
the perception of your
facilities.

Engaging Local Artists

Charlotte, NC (and Bank of America in
particular) has been a leader in
investing in creative level theming and
wayfinding as well as well as engaging
local artists.

7t Street Station
Garage, Charlotte,
NC




Dramatic Lighting

* The creative use of
lighting can be both a
dramatic and cost
effective tool for
“setting the stage” in
your facilities!
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In Summary

Parki ng iS U nique|y « Parking as pre- and post-show to help
.. _ maximize the customer experience.

pOSItIOne_d to prOVIde  Script a performance that is tailored to

competitive advantage to  your audience.

the businesses and * Know your audience(s).

communities we su pport. - Use the tools of theatre — sets, props,
costumes, and performers.
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Questions?
THANK YOU!
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