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O FOR YOUR INFO COVID-19 Annapolis Non-Emergency: 410-260-2211 Mon - Sun 8 a.m.-5 p.m August 11th - West Annapolis Master Plan Workshop

Create an Account - Increase your productivity, customize your experience, and engage in information you care about,

Home » Government » Departments and Offices » Planning & Zoning » Divisions » Comprehensive Planning » 2020 Comprehensive Plan

Frequently Asked Questions

Outreach and Engagement

Latest Information on the Plan

West Annapaolis Plan B ® ; __ - :-' x
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Media Coverage Annapolis Ahead. Bridging Barriers. Connecting Communities. Welcome to the ABCs of planning in Annapolis. The City of

Working Groups

Annapolis Plan, serving as the 2020 update to the City's comprehensive plan, will focus on protecting and enhancing

Data and Demographics neighborhood health, supporting economic growth and diversity, and ensuring that the local environment is resilient.

Goals & Strategies

Roctiirss What is a Comprehensive Plan?

@ Annapolis Comprehensive Plan 2020
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Roundtable introductions (3 min)
Overview of the project scope and timeline (2 min)

. Objective of the workshop (5 min)

Annapolis Ahead

ANNAPOLIS COMPREHENSIVE PLAN 2020 . Polling: Topic #1 Household

Fresentafion — The New Normal / Setting the Stage (20 min)
1. Planning for the post-COVID era

Demographics

Economy

Technology

Gand A {5 min)

Workshop Agenda

Presentation — Placemaking / West Annapolis Overview (20 min)
1

. Mobility & fransportation
Farks & open space
Buildings & land use
Gand A {5 min)

. Goals and a Vision for West Annapaolis
Housing (10 min)
= Polling: Topic #2 Housing
Retail & Shopping {10 min)
= Polling: Topic #3 Retail & Shopping
Transportation & Mobility (10 min)
= Polliing: Topic #4 Transportation & Mobility
Parks & Open Space (10 min)
s Polling: Topic #5 Parks & Open Space

Q and A (15 min)

Wrap-up and Next Steps (5 min)




“North
America Is a
suburban
continent wit
an urban
population”

sallyedelsteincollage.com
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America is a
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A note about planning after COVID-19




The NE€W horm 101.

demographics, knowledge
economy, mobility
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 Demographics:

AN URBAN
OPPORTUNITY
 knowledge economy

e mobility




Families with kids dominated US growth for
decades




For the next 2 decades ~80% of net new
households will be singles and couples




AN URBAN
OPPORTUNITY The US is growing rapidly older
shaped by two

decades of ’
unparalleled

demographic 1990-2010 2010-2030
change

35to65 | under35 | over65




Traditional single-family market—two The US is under-supplied
parents with kids—is shrinking with MF housing

Adult
singles
and
couples

Single
parent w/
children

62%
of US household stock
Is single family

Two
parents
with
children

1970 2015 2025



More affluent households College-educated 26 to 49-
are moving to cities year-olds are moving to cities

2000-2016
1STDECILE Less than 4 years of More than 4

ND college years of college

3RD
O

@
- <T®>
6TH

H 26-49 year olds
Suburbs (2000-2014) Urban Core

8TH
9TH

10TH
-15%  -10%  -5% +5%  +10% +15%
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IMPERATIVE
e mobility




A GROWING The US is adding fewer new workers...and
the share of net new jobs requiring higher

KNOWLEDGE education now tops 90%

WORKER i et ey 8

SHORTAGE

driven by a surging

knowledge

economy and

slowing workforce r 2020-30

growth

2000 2005 2010 2015 2020 2025 2030
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The Joys bf Urban Tech

- Goodbye, office parks. Drawn by amenities and talent, tech firms are opting for cities

| R R R e - ] __
i SR Urban office rents rising faster

Rent/SF
$40/SF

$30/SF

$20/SF ------Il-llllll
||

Suburbs:
+20%

$10/SF

Marcus and Millichap

2018



RAPID RETAIL
DISRUPTION OF
TRADITIONAL
RETAIL

driven by digital
retail competition
fr\m and stagnant
iIncomes for 70%
of Americans

Online share of retail sales

Percent Of Retail Sales Attributable To Online In
Selected Merchandise Categories (us) Media, sporting

-~ hobby goods

__- Electronics, appliances
BI INTELLIGENCE

Home furnishings
Clothing

Health, personal care

Food, beverages

THE WALL STREET JOURNAL.

Retail Rents Decline in Big U.S. Cities as
Landlords Succumb to the Retail Storm
Landlords...once considered immune from
downturns are having to adjust their lease
pricing



 demographics
 knowledge economy
 Mobility:
A NEW URBAN
CONTEXT
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Thresholds for success:

leadership, engagement, partnership, transformative
planning, authenticity
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AUTHENTICITY
Celebrate communities’ stories and living culture

-

eﬁ%'AR

e
T,

™

-
T

NG

1' V PARK]

=:3

—
J."__
-

il: Belmar, Lakewood, CO

-
-

,,-.DESIB

; ':.___ : ' s

Water Street Tampa FL
_ "'i?' |

—_
o S




Downtown Memphis, TN




Placemaking
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Key Placemaking Characteristics
= Walkability

= Connectivity

= Multi-layered public realm

» Diverse mix of choices

= Authenticity









Getting started can be an incremental process—
driven my market opportunities

Dayton Mall, OH
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West Annapolis
Transportation

Bikeway

" Sidewalks
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West Annapolis -
Parks & Open Space
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