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I NTRODUCTION
The City of Kingman and surrounding region has had a strong industry presence as far back as World War II.
The U.S. Army Air Force’s airfield training base was in Kingman as were automotive proving grounds, copper
mines and manufacturing. Today there is a blend of manufacturing, health care, hospitality, recreation, and
retail services.
Unfortunately, the Kingman area has not recovered from the recession as well as other areas in Arizona.
While the unemployment rate has gone from a high of 12.4% in 2010 down to 6.5% in 2017, the 2017 unemployment rate is still higher than Mohave County (5.9%) and the State of Arizona (4.7%) (Appendix 1, Economic Scan)
However, Kingman is well-positioned for manufacturing industries and the expanding the logistics and distribution industry sector given the network of Interstate, U.S. State Highways, and rail lines that traverse
through the city. There is also potential to capture more visitors by attracting the I-40 through traffic by giving
them more reasons to stop and enjoy Kingman.
After several years of a modicum economic development effort, in
2017 the City of Kingman recognized it was time to invest and renew
its efforts to plan for its future and to affect economic revitalization.
An economic development department was established and staffed
with two experienced professionals. The City then began working on
an economic development strategic plan.

FIGURE 1. THE INTEGRATION OF
ECONOMIC DRIVERS

APPROACH
The City of Kingman has three distinct industry sectors driving its economy—traded, population-serving, and visitor-serving.
 The traded sector are those businesses that provide goods and
services to customers outside of the region; they export goods and
import dollars. Typically, they are part of an industry supply chain,
a producer or supplier. Businesses in the traded sector provide the
highest economic impact to a community.
 The population-serving sector is made up of businesses that provide goods and services to residents, e.g. medical care, groceries. Because it is a circulation of the same
dollars (earned and spent), the economic impact of these businesses is much smaller than those in the
traded sector, but very important to the local economy and quality of life.
 The visitor-serving market consists of venues and businesses that attract or serve visitors to the community; e.g. hotels, destination attractions. For Kingman, visitor spending could be substantial in boosting
the local economy and supporting local businesses. The economic impact of this sector is increased
when visitors stay longer and spend more.
Because each sector has a unique and important role to play in Kingman’s economic future, the consulting
team conducted the investigation and interviews specifically for each economic driver. While many of the
activities and priorities of the three economic sectors overlap and are complementary, goals, objectives, and
strategies are prepared for each.
This document is the culmination of the collaborative endeavor to identify the City of Kingman’s assets and
challenges and create strategies for mitigating challenges and taking advantages of opportunities. Each strategy contains actions to be undertaken to accomplish the objectives and a recommendation on the group that
is best positioned to champion the implementation with support of additional volunteers and organizations.
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The strategies go beyond the traditional recruitment, expansion, retention, and tourism activities and instead
first consider the city’s readiness for marketing, visitor and business attraction. The City of Kingman is fortunate to have many assets for each of the industry sectors, but because of a lack of investment, limited resources, and conflicting priorities these assets have not been leveraged as well as they could be and subsequently are not serving the City, its residents, businesses or workers well.
The consulting team recognizes that the City’s economic development staff is new and many of the challenges
noted here are on their radar to address. However, each is just one of many other priorities. Kingman current
economic development staff is highly experienced but stretched thin. They are catching up from several years
of no economic development investment, are serving as manager of several departments and in May 2018
assumed responsibility for the Kingman Airport and the Airport Industrial Park. These two individuals have
insufficient time to effectively implement a multi-pronged economic development strategy, an active business retention and expansion program (BRE), consistent marketing and messaging for business attraction.
Some strategies are clearly the responsibility of the City, some need to be carried out collaboratively, and
others partner organizations can take on independently albeit with the City’s support and leadership. With
the strategies presented in this plan accomplished, the City's economic development efforts can become
more competitive, aggressive, and targeted.
The strategies presented in the following sections are intended to provide a pathway to economic revitalization through a collaborative approach and shared resources.

Assessment of Kingman’s Competitive Position
A review of information gathered from interviews, observations, and materials collected during the consulting team’s community visit form the basis of the assessment presented below. Considerations common to
site selection projects are presented and Kingman’s standing on each is reviewed.

WORKFORCE AND EDUCATION
Businesses evaluate locations on many different factors. In today’s market the primary factor is workforce.
Location investigations start with verifying that a sufficient labor market exists and that businesses will be
able to attract the talent they need now and in the future; then they drill down into specific skills.
Competitive communities offer:
• A supply of workers with industry-specific skills and a work ethic
• An education system adept at producing workers that have skills aligned with industry needs and the
needs of a rapidly changing global economy
• Documentation of a good pipeline of new workers, e.g., population growth, age distribution, graduates
from two- or four-year colleges, training programs and high schools
Kingman’s offering:
• Population growth has been slow, less than two percent a year; population and job growth numbers
suggest that Kingman businesses are importing workers from outside the city
• The talent pipeline (15 to 22 age group) has been declining since 2010 and about 32% of the population
is at or nearing retirement (51-74 age group)
• Arizona has a reputation of under-investing in education
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REAL ESTATE
Generally, companies prefer sites or buildings that are shovel- or move in-ready. Realistically, the availability
of market-ready property is a long-term endeavor. Therefore, as communities work on preparing properties,
they must be ready to provide sufficient details on the current priority properties in an effort to make them
attractive to business prospects.
Competitive communities offer:
• An inventory of available industrial buildings ranging from 5,000 square feet industrial condos to
100,000+ square feet standalone buildings; development-ready commercial and retail sites in a variety
of sizes and configurations
• High profile sites visible from major roadways that are available for end-users requiring public exposure
and advertising appeal
• A comprehensive property profile that includes interior and exterior photos, maps, full description of the
site or building, ownership info, lease or sale cost, location of and current capacity and planned upgrades
to all infrastructure, utilities, roadways with ingress and egress; an overview of the development process
and costs; neighboring uses, and any environmental concerns
• Property that is free of hazardous wastes or other incompatible previous uses, incompatible up-wind
land uses, other manmade adverse conditions; free of flood plains, wetlands, endangered species, poor
soil conditions, and other natural conditions that may pose risk
• Industrial parks, business parks, and retail centers that have a positive modern image that is maintained
through design controls, e.g. building materials, landscaping, signage, lighting and setbacks
• Neighboring development that does not detract from the image and operating environment of industrial
park, office park, or retail uses
• Fire station(s) in proximity to real estate that are equipped and trained to meet the needs of target industries; and fire water that is delivered at high pressure, looped water lines
• Real estate that is in proximity to employee amenities such as shopping, restaurants, trails and recreational facilities, and other activities that help attract and retain employees
• Zoning codes and/or covenants in place to prohibit development that could deliver unwanted elements
neighboring properties
Kingman’s offering:
• Kingman’s inventory of industrial, commercial, and retail sites and buildings does not fully meet the real
estate needs of the industries being targeted for attraction
• The Kingman Airport Industrial Park, downtown center are significant assets that could be better leveraged; the City has made several improvements to both employment centers
• Interest from developers and businesses is an excellent sign of the marketability of the Kingman area

INFRASTRUCTURE
Companies look for sites that currently have adequate capacity to accommodate their current business needs
and growth, and a demonstration that the community has planned for and prepared to make investments
required to expand systems and keep systems up-to-date.
Competitive communities offer:
• Modern utility infrastructure with capacities that exceed near-term needs
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• Water service and wastewater service that is reliable, redundant, of high-quality and reasonably priced
• Water and wastewater systems with sufficient capacity to support industrial water and discharge needs
• Electric power that is reliable, redundant, of high-quality, and reasonably priced
• Natural gas that is reliable, redundant, high-quality, and reasonably priced enough capacity to meet industrial needs
• Broadband telecom services able to meet significant data transfer requirements available to the specific
sites and buildings being marketed
Kingman’s offering:
• Citywide water, sewer, and telecom systems are meeting basic needs however, expansion and system
upgrades expected in progressive communities are not apparent
• Kingman’s Hill Top wastewater plant is now discharging 1 million gallons per day of gray water; this is an
asset that could support job creation

TRANSPORTATION AND MARKET ACCESS
Efficient movement of goods and people are another factor on which companies evaluate communities. This
includes a network of highways and arterial roads that connect sites to workers, customers, and vendors.
Competitive communities offer:
• Highway access to and from industrial parks and employment centers that includes at least two routes
for trucks and employee vehicles
• Access routes that are free of traffic flow impediments such as bridges, tunnels, rail crossings and areas
of traffic congestion
• No time-of-day restriction on site ingress or egress for trucks, employees, or visitors
• Commercial airport within a 60- to 90-minute drive
• Rail cargo service and ocean ports as necessary
• Pedestrian-friendly downtown, commercial and retail centers; local roadways that connect residents and
visitors to amenities and recreational opportunities
Kingman’s offering:
• Roads and highways generally serve the Kingman community well; a traffic bottleneck at I-40 and Andy
Devine Avenue will be addressed through a major Arizona Department of Transportation (ADOT) interchange project
• Except for downtown, commercial and retail centers are focused on auto traffic vs. pedestrian

BUSINESS CLIMATE
A major objective for business is to avoid risk; they seldom want to be the first of their industry sector to
locate in a region. The primary focus of a site location assessment is to identify any potential “red flags.”
Competitive communities offer:
• The ability to address doubts, convey an understanding of the industry and their real estate, infrastructure, transportation and workforce needs
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• The ability to demonstrate a clear development process, streamlined permitting process, time and cost
estimates
• Investment of time and money to understand their own community strengths and weaknesses and develop plans to mitigate shortcomings and that yield an alignment with investment opportunities
• A local government that supports local employers through an active and collaborative business retention
and expansion program, is attuned to the needs of business and partners with a coordinated network of
organizations that provide a comprehensive array of assistance, workforce training, financing, etc.
• Stakeholders and economic development partners that present continuity in messaging (e.g. everyone
has an elevator pitch for selling the community)
Kingman’s offering:
• Elements of mistrust and lack of cooperation that have seeds in every community are apparent in Kingman; corporate investigators are likely to discover the disfunction and downgrade Kingman accordingly
• Economic development stakeholders do not appear coordinated in how they present themselves and
the community
• Kingman and Mojave County government offer few constraints to urban sprawl; sprawl promotes vacant
buildings which in turn discourage people and companies from locating in a community
• Kingman does not have curbside recycling; companies from communities that aggressively adhere to
recycling may seek a location with similar programs; workers who comply with environmental programs
are sometimes built into a company’s corporate culture

QUALITY OF PLACE
Nearly every community can boast that it “is a great place to live and raise a family.” Competitive communities set themselves apart by providing evidence of the necessary amenities that will help employers attract
and retain skilled workers and management.
Competitive communities offer:
• Investment to provide for the safety, health, education, and welfare of its citizens
• Lifestyle, cultural, and recreational amenities that make it a desirable place to live
• Documentation of affordability (cost of living index), safety (crime rate), health care (doctors per population and specialties), schools (test scores), housing (supply mix, cost), well maintained parks system,
range of recreational opportunities, lodging options, well-funded institutions and active arts and entertainment programs
• Community pride and a clear articulation of the community’s vision, economic development goals, and
consensus on economic growth
Kingman’s offering:
• Kingman’s historic roots gives the community a true sense of place; the distinctive desert environment
is attractive for an array of people and companies that may consider a move
• Investments have been made in the parks, trails, and other lifestyle facilities and today they are being
maintained; any expansion is subject to funding ability
• Urban sprawl and “leapfrog” development, driven in part by over-investment in retail, have contributed
to blight and a lever for lower property values.
• Consensus and coordination between public and private stakeholders on a path forward are not evident
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DATA
Corporate real estate executives and site location consultants for all industry sectors are trained to make
quick assessments of communities. The typical site selection process can start with looking at dozens of communities and often in a short period. These professionals evaluate communities on the highest standards and
demand the most from local economic development professionals and local governments. Because of their
experience with hundreds or thousands of communities, they can evaluate and eliminate locations very
quickly often based on information included in a proposal—or information not included (see Appendix 2,
Ideal Site Selection Proposal).
Competitive communities offer:
• Demonstration that they understand the project requirements and the prospect’s industry, can articulate
how and why the community is a good match, and can provide examples and testimonials of successes
• Documentation of workforce availability and skills, e.g. labor shed map, commuting patterns, occupations and wages, training programs, directory of local employers and hiring history, testimonials
• Detailed information about properties that are deemed most appropriate for proposed project
• Detailed information about the community, its history and its vision, quality of life and amenities for
workers and residents
Kingman’s offering:
• A detailed assessment of the City of Kingman’s data or marketing materials was not conducted but there
is little evidence of collateral material that presents or supports Kingman’s value proposition
• The economic development website has little to offer or initiate interest from a company
• There are multiple visitor websites and social media outlets
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The Kingman Economic Development Plan
For economic development to be successful in Kingman, like many other small communities, the city must
focus on what is achievable, what will have the greatest impact, and use multiple approaches that engage
community partners who have a vested interest and are dedicated to the initiatives.
GOALS








Sustained funding that supports a collaborative and aggressive economic development program
A well-educated workforce and talent pipeline with the skills today’s and tomorrow’s employers need
A diverse employment base of employers that pay well, thereby reducing poverty in Kingman
An energetic entrepreneurial culture (downtown as the hub)
A successful downtown that serves as a hub for the arts, entertainment, and community activities
A community where people want to live, and visitors want to return
Recognition of Kingman as the center of outdoor recreation in Northern Arizona

PRIORITY STRATEGIES















Establish economic development vision and goals.
Establish and empower Action Teams for each strategy.
Strengthen communications with community.
Institute leadership and team building training for economic development.
Present a positive first impression by eliminating derelict properties (code enforcement).
Implement a business retention and expansion program.
Strengthen the economic development team.
Prioritize available sites and buildings for near-term retail development.
Coordinate marketing and communications to targeted audiences.
Implement a retail market business retention program.
Formalize the Main Street organization.
Brand Kingman as Kingman ― Your Basecamp for Northern Arizona Travel and Adventure (Route 66)
Consolidate tourism marketing and initiatives under a single entity.
Implement a community-wide Hospitality program.

LONGER-TERM STRATEGIES












Update zoning and development code.
Increase City revenues.
Expand economic development staff and marketing budget.
Prepare Kingman’s real estate.
Grow the talent pipeline with skills that will support Kingman’s economic future.
Implement a consistent, focused, well-funded marketing and business attraction program.
Cultivate a strong entrepreneurial ecosystem.
Actively pursue retail attraction.
Develop and implement a Hotel Operator Business Retention Expansion (BRE) program.
Continue to implement the 2003 Kingman Wayfinding Plan.
Identify the top five visitor infrastructure projects to move forward (downtown public realm).
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1. O RGANIZE AND P REPARE FOR
E CONOMIC D EVELOPMENT
The City of Kingman must be proactive in its efforts to guide and shape the economic
future and opportunities for its residents. Without commitment and leadership there will
continue to be false starts and more plans sitting on shelves.
This chapter presents strategies for enhancing the physical attributes of Kingman and ensuring the City of
Kingman Common Council, staff, advisory commissions, and community partners are all heading in the same
direction; that there is consensus on vision, priorities, and that all are prepared to implement.

1.1. Current Conditions
• Kingman is a gridlocked community. Over the last decade several studies and plans have been prepared
by and for the city (Appendix 7). Many of the recommendations made in these documents—recommendations that are still valid today—have not been acted upon or have not been successfully completed.
The failed attempts are likely due to a lack of funding, limited staff, divisiveness, no leadership assigned
to initiatives, or a combination of these and other obstacles.
• The Kingman Common Council has not adopted economic development goals.
• The community lacks a shared vision and coordinated effort. People’s ability to take collective action
depends on having a common vision and stated goals.
• Many people and groups are working independently to promote Kingman’s visitor and business assets.
The chance of everyone’s success can be increased by joining forces, working collaboratively with identified roles, responsibilities, and a shared purpose.
• The City has limited human and financial resources to implement new economic development strategies.
The City recently made great strides towards its commitment to economic development by re-establishing the economic development department and staffing it with an experienced and professional team.
However, the economic development staff is working beyond their capacity on multiple priorities.
• Placemaking in Kingman is important to its economic development efforts for several reasons. Like people, businesses are attracted to communities that are well-cared for, forward thinking, and have amenities that make it a desirable place (for their workers) to live. Several population-based factors are working
against Kingman’s attractiveness as a place to locate a business: (1) Kingman’s prime working age group
(23 to 38 years) has not grown much since 2013; (2) the talent pipeline (15 to 22 year age group) is
steadily declining; (3) there has been no substantial improvement in the population’s educational attainment; (4) the approaching retirement of those in the 51+ age group, and soon after the experienced
workforce (39 to 50 age group), will make the ability to attract and retain workers to Kingman even more
critical to its economic stability (Appencix 1, Economic Scan)
• Derelict or nuisance commercial properties and buildings exist throughout Kingman and are detractors
from the overall community’s appeal.

C I T Y O F K I N G M A N 20 19 E C O N O M I C D E V E L O P M E N T S T R A T E G Y

PAGE 9

1.2. Organizational and Preparation Strategies
The following strategies are intended to provide a framework to help the City prepare for economic development and organize for strategy implementation.
1.

Establish economic development vision and goals.

2.

Establish and empower Action Teams for each strategy.

3.

Strengthen communications with community.

4.

Institute leadership and team building training for economic development.

5.

Present a positive first impression by eliminating derelict properties.

6.

Update zoning and development code.

7.

Build a tax base to ensure long-term fiscal stability to meet City’s capital needs and provide quality services to residents.

8.

Expand staff and supplement economic development and marketing budget.
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1.2.1. Priority Strategies
The following strategies are the consulting team’s recommended priorities—the strategies and actions that
can be implemented soon and can be expected to have a near-term impact. The City of Kingman along with
its economic development partners needs to consider capacity and available resources when adopting priorities and specific timelines.
ADOPT CITY VISION AND ECONOMIC DEVELOPMENT GOALS
Expected
Outcomes

A shared vision for the future leads to culture of collaboration and cooperation and
builds community capacity.
Specific and measurable economic development goals to guide the City’s immediate
and long-term planning and capital investment

Why it is
Important

Revitalizing a community, downtown, industrial park, or any area depends on having a
clear vision of where you want to be. Consensus on Kingman’s vision for the future—
everyone on the same page—will support the city and its economic development partners in working together to achieve the ultimate outcome.

Actions

Hold a council work session to adopt a vision and economic development goals.
 Revisit the vision in the 2007 Economic Development Plan—adopt as is, or revise.
“The City of Kingman in twenty years is envisioned to be a prosperous, vibrant and
economically diverse community centered on the attainment of sustainability
through active and effective participation in public and private partnerships.”
 Adopt (or revise) the economic development goals presented in this document.

Recommended
Implementing
Team

City Common Council (Lead)
Economic Development and Tourism (ED/T) Advisory Commission

Initiate

January 2019

Resources

If necessary, funding for a paid facilitator for one-day council work session

Economic Development Staff and Partners
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ESTABLISH AND EMPOWER ACTION TEAMS FOR EACH STRATEGY
Expected
Outcomes

City staff, partner organizations, and volunteers working together to jointly implement
the priority economic development strategies as adopted by the City of Kingman.

Why it is
Important

Moving these strategies forward and achieving community revitalization is time-intensive for an already-busy city staff. The dedicated participation of partner organizations
and community volunteers will be critical to initiating the strategic plan and keeping it
going until additional human and financial resources can be committed to the City’s
economic development department.
Confusion regarding roles, responsibilities, priorities, and timelines among collaborating organizations can impede progress, create conflict, and stall momentum. Avoid this
by publicly acknowledging and empowering the Implementing Lead and Team members/organizations to take active responsibility.

Actions

 Contact each group suggested as the Implementation Team Lead for their agreement to participate.
 Request each Action Teams submit to Common Council more specific timelines,
milestones, meeting schedule, and task assignments.
 Recognize the ED/T Advisory Commission as the primary information conduit, e.g.,
keeping the elected officials, city and county staff, Implementing Teams, partner organizations and the general public informed of the progress being made on the strategic plan.
 Create a regular agenda item on the ED/T Advisory Commission for receiving reports from each Implementing Team regarding status, accomplishments, challenges, obstacles and possible solutions.
 Publicly promote task accomplishments, resource mobilization, program implementation.
 Establish a Funding Resources Team to help monitor funding sources for each Implementing Team and assist with grant writing.

Recommended
Implementing
Team

ED/T Advisory Commission (Lead)
City staff and Common Council

Initiate

60 days from adopting the economic development strategy

Resources

Time

Appendix 3

Volunteer database from the Arizona Town Hall meeting

Partner organizations and agencies

Pledge forms
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STRENGTHEN COMMUNICATIONS WITH COMMUNITY
Expected
Outcomes

A well-informed, engaged, and supportive community who understands that quality of
life and public services are directly dependent on a strong local economy.

Why it is
Important

Economic development does not occur in a vacuum. Kingman needs the support of the
community in terms of forming a vision for the future and shaping that vision by participating in these initiatives, ensuring funding is sufficient for city services, development
is welcomed, educational options are available, and much more.

Actions

 Start a monthly e-Newsletter (email distribution list, Facebook, Twitter, other social
media outlets) with information and messages from the Mayor, City Manager, Department Heads, and Advisory Commissions. Potential subject matter:
- the City’s fiscal stability is directly linked to a strong economy and quality of life,
amenities, and services.
- robust business activity creates the revenues to fund local services.
- businesses have many location alternatives to make investment; competition is
strong and successful communities are those that are prepared and aggressive.
- the economic contributions of local businesses and visitor spending.
- accomplishments and status of the economic development strategies.
 Start an informal monthly 30-minute Coffee with the Council. One or two council
members would be scheduled to attend each and chat with attendees. Staggering
attendance puts less pressure on an already busy Mayor and Council members.
 Prepare an Annual Report each year that showcases accomplishments and status of
projects and activities throughout the community. Include and give credit to partner
organizations and collaborations. This annual report can also be used very effectively as a marketing tool.
 Create a section on the City’s economic development website to keep the public informed and up-to-date on the progress of the strategies, tactics, meeting and event
dates, etc. Generate interest and excitement, celebrate the successes, recognize accomplishments, commitment and community spirit.
 Include a Call to Volunteers section that advertises where help is needed. Section
should include a “contact us” form where interested people and organizations can
volunteer to help, provide their contact information, areas of interest, and level of
commitment (i.e. perhaps number of hours a month, or indicate they are available
for short-term projects, one-time jobs, or longer-term activities).

Recommended
Implementing
Team

City/County Public Information Officer (Co-Leads)
Advisory Commissions and Strategy Implementing Teams

Initiate

2Q2019

Resources

Location and supplies for Coffee with the Council

PIO/Marketing Intern

Time to schedule and promote meetings and to coordinate and publish e-Newsletter
RPAS (regional impact model)
Appendix 4

RPAS product information
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LEADERSHIP AND TEAM-BUILDING TRAINING FOR ECONOMIC DEVELOPMENT
Expected
Outcomes

A pipeline of leaders to continue working on the strategies and towards the vision, expanding Kingman’s capacity for economic development, creating momentum, and
achieving results.

Why it is
Important

Strong leaders make a difference, inspire success and motivate others to get engaged.
More effective and well-run community organizations make the community as a whole
stronger and more vibrant.
Besides benefiting companies and community organizations, graduates of leadership
training courses improve their professional and interpersonal skills which, in turn, adds
to the appeal of the Kingman workforce.

Actions

 Offer leadership training through the US Chamber of Commerce or other organization to board members and volunteers.

Recommended
Implementing
Team

Kingman Chamber of Commerce (Lead)

Initiate

1Q2019 (the Winter Institute is planned for January 2019 in Tucson)

Resources

U.S. Chamber of Commerce Institute for Organizational Management

All implementing partners and volunteers
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IMPROVE FIRST IMPRESSIONS BY ELIMINATING NEGLECTED PROPERTIES
Expected
Outcomes

More appealing city entrances and thoroughfares for visitors and local residents.

Why it is
Important

Protects the public health, safety and welfare of Kingman residents and visitors. Protects property values and quality of life

Actions

 Contact property owners notifying them of the City’s intent to fully enforce Chapter
7, Article IV. Section 7-165 of the City’s Code of Ordinances; and requesting they remove debris, weeds, outdated signs, etc. by a certain date

Recommended
Implementing
Team

City of Kingman Code Enforcement (Lead)
City of Kingman Fire and Police Departments

Initiate

1Q2019

Mohave County Environmental Health Department
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1.2.2. Longer Term Strategies
UPDATE ZONING AND DEVELOPMENT CODE
Updated zoning and development codes reflect what the community wants their city
to look like; the type of development that is wanted and not wanted. Zoning codes
and/or covenants can direct investment that is desired by the community and prohibit
development that could deliver unwanted elements to neighboring properties.
Prospective businesses will perceive up-to-date and strong codes as another way competitive communities are working to reduce the risk of new investment.
 Commission a qualified consultant to conduct a comprehensive review of the City’s
Zoning Ordinance that includes public engagement
 Assess how well the ordinance reflects the community vision and goals; make recommended changes
 Package the new information in such a way that requirements, timelines, and costs
are clearly communicated and can be easily presented to prospective businesses
INCREASE AND STABILIZE THE CITY’S REVENUE BY BUILDING A TAX BASE
Sales tax as a land use planning policy tends to create sprawl and blight and is an inefficient use of resources as it increases the need for infrastructure investments. Revenue
rides up and down with economic activity making it difficult for the City to consistently
deliver services.
Property taxes provide a reliable and equitable approach to delivering services. The majority of companies looking at Kingman are coming from areas with property taxes and
other fees. California companies in particular are accustomed to paying high taxes, high
fees, and a high price for regulatory compliance. A modest property tax in Kingman
would not discourage most companies from locating in Kingman. To the contrary, improved quality of services supported by property taxes would make Kingman more attractive.
 Consider establishing a mechanism to that captures revenue; e.g. property tax, special district(s), tax sharing agreement with Mohave County for airport properties
 Commission a study to determine potential revenue under different options
 Determine the optimum solution for Kingman and implement
EXPAND STAFF AND SUPPLEMENT ECONOMIC DEVELOPMENT AND MARKETING
BUDGET
A successfully aggressive economic development strategy relies on a purposeful and
intentional approach, which in turn requires a well-staffed organization that is able to
focus on moving initiatives forward.
 Expand the City’s internal economic development team and dedicate staff to: 1) an
active business retention and expansion visitation program; 2) a consistent marketing and messaging campaign; 3) a progressive business recruitment program; and 4)
oversight of the collaborative economic development strategy
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2. T RADED S ECTOR
Traded sector companies are those that sell many of their products and services to people and businesses outside the region, nationally and globally. Examples include most
manufacturing and many professional and business service companies as well as smaller
craft businesses with local and global customers. Traded sector businesses may be headquartered elsewhere, many are locally owned and can be small, medium, or large employers. Traded sector
businesses have the power to drive and expand the Kingman economy by:
• selling to people and businesses outside the region thereby bringing new money into the region; concentrating on traded sector businesses helps to improve the Kingman economy by creating wealth at a
higher rate than non-traded sector businesses
• keeping local money at home; through import substitution, which is when residents and businesses purchase locally-produced products instead of importing goods and services, the money that local people
earn is kept in the local economy
• improving economic equity; traded sector businesses tend to offer higher wages and can anchor the
city’s middle-class employment base by providing stable, living wage jobs for residents
Figure 2 illustrates the importance of traded sector companies to building and strengthening Kingman’s economy. The chart on the left shows the predicted additional (indirect) jobs that could be generated from just
ten new (direct) jobs in each sector. The chart on the right shows the direct personal income that could be
generated from just these ten new jobs and the indirect income that would be generated in each sector.
For every ten manufacturing jobs, six other jobs are created compared to four for distribution centers, and
two for retail. Personal income and economic output are likewise stronger for manufacturing compared to
distribution and retail (see Appendix 4).
FIGURE 2. COMPARISON OF THE IMPACT OF NEW JOBS AND INCOME IN THREE TRADED SECTORS. (SOURCE: APPLIED
ECONOMICS LLC, PHOENIX, AZ)
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FIGURE 3. CAPTURING TRADED SECTOR INVESTMENT

The large, diverse, and growing economy in the western United States is both a magnet for inward investment
and itself spawns new ventures. Throughout the west, cities large and small have experienced explosive
growth as thousands of manufacturing plants, distribution centers, data centers, and a myriad of other economy transforming investments have selected the region. Prosperity has not been realized everywhere, however. More communities than not experience mediocre success, economic stagnation and even decline.
The dilemma is why Kingman, a community with significant local assets and centrally situated in a robust
economic region, has not been more successful at growing jobs and retaining talent.
The answer is not complex. Kingman’s assets are not properly positioned to take advantage of investments
that are occurring in the region. Light manufacturing, warehousing/distribution, fulfillment centers, and service centers makeup a large percentage of projects locating in the region, they are bypassing Kingman for
other places.
Corporate Site Selection
Corporate site selection is a process of elimination. When a city, such
as Kingman, is being considered as a location for a traded sector investment, corporations investigate the community to determine if facility operating requirements can be met. The investigation concentrates on identifying fatal flaws and other community shortcomings,
not on positive attributes. The community with no fatal flaws and the
fewest shortcomings typically wins the projects.
While facility operating requirements vary from industry to industry
and from company to company, there are common threads that guide
corporate location decisions. One-time costs, operating costs, and
risks differ from community to community. Decision makers study these threads and compare the results to
identify the best location.
Decades ago finding the lowest cost community (e.g. one-time startup cost and ongoing operating costs) was
the number one driver for most corporate location decisions. Corporate decision makers now balance costs
against ever increasing levels of risk. Lowest cost locations are often not selected in favor of a community
that offers a stable and predictable operating environment.
The corporate focus on risk management is motivated by the volatile
and fast-paced nature of the global economy. Changes in raw material supplies, labor availability, product and production technologies,
competitor actions, natural and manmade disasters, and government
regulations all contribute to uncertainty.
To manage uncertainty, decision makers now use a more stringent
criteria in community and property selection. Criteria looks at
measures of community readiness that are both tangible and intangible that are equally impactful in positioning a community for economy shifting investments.
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2.1. Current Conditions
Presented in this section is a discussion of Kingman’s readiness and real estate offerings for the identified
industry targets: aviation, energy, manufacturing, transportation and logistics.
• The target industries are reasonable given Kingman’s regional location, current assets, and assets that
can be enhanced. Other industries and facility types that are also well-suited for Kingman are: 1) light
manufacturing, e.g., furniture, packaging, consumer goods; 2) heavy industry, e.g., metal fabrication; and
3) services, e.g., shared services, data centers, machine repair
• Kingman’s current real estate offerings are oriented to heavy industrial operations and other facilities
that may be constrained by operating characteristics like outside storage, noise, odor, or heavy traffic.
This does not preclude less obtrusive facilities from locating in Kingman but given the heavy industrial
setting of local industrial real estate, clean operations are less likely to locate
• Kingman’s industrial real estate offerings are not readily found on property databases that are often
visited by site selectors and corporate managers. A search of Mohave County economic development
property database turned up four properties in the Kingman area—one each in Golden Valley and
McConnico, and three in Kingman; sites range in size from 10 to 74 acres; a search of the statewide
property database maintained by Arizona Public Service (APS), in collaboration with the Arizona Commerce Authority, turns up five properties including retail
sites; no properties were listed in the Airport Industrial FIGURE 4.
Park, if properties are not shown, searchers go somewhere KINGMAN AREA INDUSTRIAL REAL ESTATE
else
• There are competing plans for building freeway interchanges and associated land development, Kingman Crossing, Sunbelt Development, and Airport Phase I. These are
all plans with merit and should be pursued. However, the
urgency is to get something done quickly. Consequently,
one project should be selected for immediate support
• Kingman real estate offerings are highly constrained in
terms of meeting the needs of modern distribution, light industrial, and service companies; therefore, investment opportunities are bypassing the area for other locations as
companies are looking for real estate and supporting attributes that meet their needs
• Greater Kingman’s heavy industrial real estate offerings for
traded sector projects fall into two general categories: 1)
large tracts of land with minimally developed or undeveloped infrastructure located in county jurisdiction along I-40
southwest of the City of Kingman; these land tracts are in
proximity to McConnico and Griffith I-40 interchanges; and 2) a handful of industrial park sites ranging
in size from a few acres to 100+ acres are scattered across the Kingman Airport Industrial Park. The Airport Industrial Park is also located outside the City of Kingman
• The Kingman Airport Industrial Park is 40 years old and has served Kingman well, providing jobs and
economic stability to the community; the park has appealed to an array of heavy industry facilities; unfortunately, the park is now nearly full; the Airport Master Plan, now being prepared, could open 1,400+
acres for industrial development; below is a discussion of the Airport Industrial Park strengths and weaknesses)
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FIGURE 5. KINGMAN AIRPORT INDUSTRIAL PARK STRENGTHS AND WEAKNESSES

Strengths

Weaknesses

 The airport’s runway, tarmac, terminal, and support activities are assets able to support a broad
range of aviation airside and outside-the-fence
activities

 The Airport Industrial Park has only one way in
and one way out; this is a deal-killing risk factor
that will deter many companies from investing;
the park is desperately in need of a secondary
entrance

 Recent upgrades to the park entrance make for
an attractive and welcoming exterior appearance
 BNSF and short line provider Patriot Rail team to
provide excellent rail service to numerous sites
in the park
 The addition of attractive and useful wayfinding
signage improves access and park image
 Electric power service to the park is undergoing
a major capacity upgrade
 Natural gas service to the industrial park has the
capacity to meet anticipate future requirements

 Telecommunication (broadband), water, and
wastewater infrastructure are reported to need
modernization
 Stormwater management infrastructure in the
park is not apparent
 Poor working relations with BNSF Railroad have
stalled upgrades to park infrastructure and public and private economic development authorities seem resigned to BNSF’s stubborn opposition to improvements
 The park’s interior road infrastructure is in poor
condition
 There is acknowledged existence of unknown infrastructure and contamination that makes land
development unpredictable and risky
 The Airport Master Plan is out of date (2006),
however work on a new plan has begun
 The database of available properties and park
tenants is out of date
 The park does not enforce building codes which
creates the risk of conflicts between incompatible operations

FIGURE 6. ATTRACTIVE ENTRANCE, LANDSCAPING, AND SIGNAGE
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2.2. Traded Sector Strategies
The following strategies are intended to prepare the City of Kingman for the competitive field of industrial
business attraction, retention, and expansion.
9.

Implement a business retention and expansion program.

10. Strengthen the economic development team.
11. Prepare Kingman’s industrial real estate.
12. Grow the talent pipeline with skills that will support Kingman’s economic future.
13. Implement a consistent, focused, and well-funded marketing and business attraction program that is
supported with the necessary data, tools and materials.
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2.2.1. Tactical Execution of Priority Strategies
The following strategies are the consulting team’s recommended priorities—the strategies and actions that
can be implemented soon and can be expected to have a near-term impact. The City of Kingman along with
its economic development partners needs to consider capacity and available resources when adopting priorities and specific timelines.
IMPLEMENT A BUSINESS RETENTION AND EXPANSION PROGRAM
Expected
Outcomes

An established relationship with existing businesses which provides an early warning
system and the opportunity to offer solutions and assist as needed.
Local businesses staying and expanding in Kingman.
Ability to demonstrate to business attraction prospects that the City of Kingman continues to care about their business’ success after the Grand Opening.

Why it is
Important

Local businesses are another community’s business attraction target. If local businesses
do not believe they are appreciated and that the City and other partner organizations
are not readily available and able to help them, the City risks that they will start looking
elsewhere for expansion or to relocate.

Actions

 Create a database of traded sector employers (Airport Industrial Park), contact information, product or service, employment level and skills
 Set up a visitation schedule to meet personally with three employers per month to
discuss their hiring or training needs, regulatory issues, other services and programs
that may assist the company
 Make any necessary referrals to partner agencies
 Follow up to ensure the employer is satisfied

Recommended
Implementing
Team

Economic Development/Tourism Commission (Lead)
A collaboration of business specialists to participate as needed in business visits or
providing services, e.g. workforce development, elected officials, city planning staff,
SBDC, Mohave Community College, financing institutions

Initiate

1Q2019

Resources

Consider a CRM for scheduling, maintaining and sharing notes and follow-up items.
Executive Pulse Business Retention and Expansion system www.executivepulse.com
Tucson, Pima County, Yuma County and Prescott Valley are all current users.
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STRENGTHEN THE ECONOMIC DEVELOPMENT TEAM
Expected
Outcomes

A strong, collaborative, “no wrong door” approach to economic development.
A well-informed economic development team who is able to efficiently and effectively
present resources, prove the benefits, thereby minimizing the risk of an unknown (and
possibly unproven) workforce.
More productive outreach to business prospects and more effective messaging resulting in more employers using services.

Why it is
Important

Kingman’s economic development stakeholders do not appear coordinated in how they
present themselves and the community. For example, utility service providers and education representatives interviewed during the site visit came unprepared to clearly
define their offerings; this is likely the result of a lack of understanding of responsibilities and expectations when selling the Kingman to prospective employers.
Nearly every region in the nation offers similar services (employee training, recruitment, screening, financing, and incentives). However, employers do not always
know about these services or how to access them.

Actions

 Kingman can make a difference by going beyond telling prospects about the resources but showing exactly how they can benefit by having ready: case studies,
testimonials, cost, ROI, and detailed program information.
 Establish a regular monthly no-host breakfast and roundtable discussion open to all
economic development partners to share information on existing and new programs, activities, new partnering opportunities, data and trends of interest, etc.

Recommended
Implementing
Team

City of Kingman (Lead)
All collaborating partners

Initiate

2Q2019

Resources

Time, meeting location
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2.2.2. Longer Term Strategies
PREPARE KINGMAN’S INDUSTRIAL REAL ESTATE (FIGURE 7)
Kingman’s economic viability depends on readying land as soon as possible. Until development-ready land is available, Kingman is certain to lose local business retention
and expansion opportunities and the attraction of companies from outside the area.
 Work with local developers and brokers to define the real estate requirements for
the targeted industries as a first step in Kingman’s investment strategy
 Document the infrastructure, transportation and other improvements necessary for
marketability
 Select the land readiness project(s) that can be accomplishment sooner than later
and will help to meet the requirements of target industries
 Incorporate a secondary Airport Industrial Park access road in the project selected
 When ready, promote the completion of the Airport Master Plan, a signal of the
City’s commitment to economic development
 Complete the Airport Phase II land release as soon as possible
 Continue to work closely with Sunbelt Development to realize Phase II of the 1,000+
acre development which depends on the construction of an I-40 interchange and
extension of Santa Fe Parkway north to the Sunbelt property
GROW THE TALENT PIPELINE WITH SKILLS THAT WILL SUPPORT KINGMAN’S
ECONOMIC FUTURE (FIGURE 8)
 Start serious discussions with representatives from state, regional, and local public
and private workforce training representatives to begin a coordinated approach to
addressing Kingman’s workforce deficiencies; for example, aviation is a targeted industry and an important part of the current employment base, local companies include Kingman Airline Services, Straubes, and Brackett Equipment, yet Mohave
Community College has no aviation related training program
 Engage the local employer membership group (KaMMA), they have the potential to
be an important conduit for identifying workforce and other needs and securing resources for training, internships, etc.
 Improve educational attainment and skills by broadening and enhancing career K-12
exploration and planning. Encourage employers to participate in work-based learning opportunities.
 Encourage K-12 to develop and publicize industry-informed career pathways that
prepare students for jobs needed by Kingman employers.
 Promote the benefits and opportunities of manufacturing careers to parents and
students through multiple media outlets e.g. billboards, newsletters, websites, public speaking, bylined articles, and hosting teachers, parents, counselors and students
at employer sites.
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IMPLEMENT A FOCUSED, WELL-FUNDED MARKETING AND BUSINESS ATTRACTION
PROGRAM THAT IS SUPPORTED WITH THE NECESSARY DATA, TOOLS AND MATERIALS
(FIGURE 9)
 Create Kingman’s value proposition and key message platform that answers the
question, “Why my business should locate in Kingman instead of anywhere else.”
The key message platform includes, for each industry target: value proposition, key
messages and fact-based proof points
 Refresh the Kingman Economic Development website with images, features, and information critical to the site selection process. Keep in mind the amount of work
that businesses and site selectors do on the road. Make sure the website and data
downloads are optimized for use on mobile devices
 Create print and electronic materials to support Kingman’s messaging and marketing efforts, extend and reinforce Kingman’s value proposition: maps, property profiles, proposal response content, development and operational cost analysis/comparison, business case for each target industry

FIGURE 7. BEST PRACTICE - BUSINESS PARK DEVELOPMENTS

Missing from Kingman’s real estate inventory are planned office/light industrial/distribution parks like the
ones shown below. The example on the left is from the Sycamore Canyon Industrial Park in Riverside, California. This is one of dozens of similar parks in California’s Inland Empire. Developers of these parks follow a
careful formula that incorporate the property attributes listed above.
The example on the right is from Henderson, Nevada and, like the first example, is a type of development
that is replicated dozens of times across the greater Las Vegas market. Without these parks, both the Inland
Empire and Las Vegas economies would be very different.
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FIGURE 8. BEST PRACTICE - ROCHESTER REGIONAL HEALTH, ROCHESTER MINNESOTA

This region’s largest health care employer, Kingman Regional Medical Center along with partners like Mayo
Clinics and other employer partners helped shape pathways and various programs to meet their workforce
needs. The first program within the pathway, the Minnesota FasTRAC Pathway program, trained participants
to become Advanced Hospital Certified Nursing Assistants (C.N.A.). A staff person called a “navigator” provided guidance, helped participants get the support they need (e.g. child care, transportation, financial aid),
thereby mitigating non-academic barriers so that participants could complete their education and secure
employment.
From there participants entered Rochester Community and Technical College to begin their training and pursue an Advanced Hospital C.N.A Credential. Once that credential is acquired, the main exit point from the
Minnesota FasTRAC Pathway program is an Advanced Hospital C.N.A job with one of the several employer
partners. Becoming a C.N.A. is just the first step. The partners have also created seamless transitions into
subsequent career programs. Credits earned in Minnesota FasTRAC count toward these pathways.
Results: From 1999 to 2012, out of the 3,385 people entered the FasTRAC program, 88% completed industryrecognized credentials and/or credits toward those credentials; 69% attained employment and/or continued
education in the new career pathway.
FIGURE 9. SAMPLE MARKETING COLLATERAL (L TO R): FEATURED PROPERTIES, MARKET AREA
DEMOGRAPHICS, BUSINESS CASE FOR LOGISTICS INDUSTRY, AND REGIONAL LABOR MARKET MAP
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2.3. Performance Metrics, Traded Sector
• New public investment in the Kingman Industrial Park
• New private investment by traded sector businesses (new locations, expansions, hires)
• Number of new inquiries / prospects for industrial development
• Number of market-ready industrial acres
• Number of jobs in the traded sector
• Wages / Median household income
• Percentage of households in poverty
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3. P OPULATION S ERVING
Population serving businesses are those that provide goods and services to the residents,
e.g. medical care, groceries, dry cleaning, etc. The economic impact of these businesses
is much smaller than the traded sector business, but important to the local economy. A
healthy supply of retail goods and commercial services including comprehensive medical
service is key to retaining local wealth, keeping resident dollars circulating at home, generating tax revenue and contributing to a desirable quality of life. These community amenities are also critical
to attracting quality business prospects to Kingman. For Kingman, retail sales tax is the principal source of
local government funding—making retail development strategies importance.

3.1. Current Conditions
• Kingman has eight main shopping centers, including Downtown, totaling approximately three million
square feet. These centers serve primarily a local market. They are at least 90% occupied and anchored
by discount department stores and grocery. Retail lease rates are relatively low in Kingman, averaging
between $16 and $18 per square foot. This figure no doubt reflects the limited Class A retail space available in Kingman.
• Since 2013, both residential and commercial permits in the City of Kingman have steadily risen, peaking
in 2017 at 287 new residential units (valued at $46.8 million) and five new commercial permits totaling
$7.7 million). As of September 2018, eight commercial permits have been approved totaling $8.6 million.
Planet Fitness is the largest project.
• The commercial multiple listing service (MLS) listed approximately 70 acres of general commercial space
available equating to approximately 250,000 square feet of development if built out.
• Kingman serves as a regional shopping and medical hub and has a market area of approximately 73,000
people. The existing retail base serves Kingman’s lower middle market population very well with a large
volume of discount retailers, including 10 “dollar” stores.
• Resolution 5129 enables the City to waive development fees for commercial projects to help Kingman
be competitive for store sitings.
• Slow population growth (0.7% per year) and low incomes mean fewer people with expendable incomes
and less buying power. Kingman’s median household income is reported at $39,600 which is low compared to $61,000 for the State of Arizona.
• Ten “dollar” stores in the community reflects a very cost-conscious population.
• While many Kingman business leaders expressed interest in higher-end retail options, Kingman’s upper
income consumer base is small and unlikely to attract a significant amount of upper-end apparel or specialty retail. Only 32% or about 3,500 Kingman households have incomes above the State median.
• Except for Downtown, commercial/retail development patterns are auto-centric, intensely concentrated
along thoroughfares and somewhat congested. The absence of greenscape contributes to an overall lack
of appeal. Walkable neighborhood centers do not exist.
• Alternative, unpredictable retail/restaurant formats are in demand by consumers. Places like food carts,
pop-up marketplaces or indoor/outdoor dining space are very limited in Kingman. The Downtown brewpubs are examples of popular venues and styles.
• The community is well-served with mid-market retail chains but somewhat lacking in unique locally
owned retail and restaurant businesses. This was the number one interest of local visitors as relayed by
hoteliers.
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• Retail leakage in the greater Kingman market area is $145.6 million or the equivalent of an estimated
589,000 square feet of commercial space (source: Kingman Crossing Market Potential, 2017).
• With a limited supply of specialty retail and one-of-a-kind restaurants, there is potential to diversify the
retail market with unique small businesses.
• Freeway interchange developments present critical opportunities to pilot an updated development format, neighborhood-serving retail, and possibly reduce traffic pinch points on major road arteries.
• Developable commercial acreage for sale or lease appears in good supply as observed through a windshield survey. However, a true inventory should be prepared.
• New City economic development and Chamber of Commerce staff may provide an opportunity to coordinate and create unified commercial marketing efforts.

3.2. Strategies for Population-Serving Sector
14. Prioritize currently available commercial sites and buildings for near-term retail development.
15. Coordinate marketing and communications to targeted audiences.
16. Implement a retail market business retention program.
17. Cultivate a strong entrepreneurial ecosystem.
18. Actively pursue retail attraction tactics.
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3.3. Tactical Execution of Population-Serving Sector
Strategies
The following strategies are the consulting team’s recommended priorities—the strategies and actions that
can be implemented soon and can be expected to have a near-term impact. The City of Kingman along with
its economic development partners needs to consider capacity and available resources when adopting priorities and specific timelines.
PRIORITIZE CURRENTLY AVAILABLE SITES AND BUILDINGS FOR NEAR-TERM
RETAIL DEVELOPMENT
Expected
Outcomes

A centralized database of properties and sites that can be used in marketing to retail
developers and businesses.
Sufficient information on each property for prospects to evaluate the readiness suitability of properties.
An established working relationship with brokers and property owners with an understanding of their intent.

Why it is
Important

Having an inventory of ready-for-market properties contributes to a coordinated approach to commercial development that is parallel to industrial development and it
provides you the ability to match properties to market opportunities, and to cluster
retail uses to optimize and auto and foot traffic.

Actions

 Identify key locations and spaces to be prioritized for marketing.
 Assess the condition (readiness and marketability) of properties.
 Prioritize the properties based on readiness, best-options for use (retail, medical,
service, etc.), neighboring uses, and cluster.
 Identify target business prospects suitable for each location.

Recommended
Implementing
Team

Economic Development Staff (Lead)
Brokers, Shopping Center Managers, Main Street staff and Volunteers
AmeriCorps (real estate intern to complete)

Initiate

1Q2019

Resources

Placemaking as Key to Retail Development (Urban Land Institute)
Commercial and Retail Development Council (Urban Land Institute)
Effectively Marketing Commercial Property (Smart Business Network)
Local First Arizona Foundation

Appendix 5

Property Evaluation Worksheet
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COORDINATE MARKETING AND COMMUNICATIONS TO TARGETED AUDIENCES
Expected
Outcomes

Optimized ability to grow Kingman’s retail and service base.
Stronger relationship with area brokers for information sharing and partnerships
thereby enabling city staff to be more responsive to market opportunities.
More active management of the retail pipeline.

Why it is
Important

City staff and resources are limited; they cannot and should not be expected to “do it
all.” A strong partnership with and marketing to property owners and brokers will help
to ensure possible retail opportunities are captured.
Making the most of the on-the-ground knowledge, experience, and insights of these
critical players and deal makers will aid in Kingman’s commercial success.

Actions

 Hold quarterly commercial broker breakfast roundtables with the top ten most-active commercial brokers in the Kingman area
 Discuss the key properties they represent, best methods to share information, potential ‘carrot and stick’ tactics to encourage property redevelopment, their specific
needs (information, assistance, etc.)
 Identify top projects for new or redevelopment that may be opportunities for public-private collaboration.
 Provide a broker packet including: fact sheet market data, status of interchange
projects, property inventory, targeted/preferred retailers, maps of key sites, future
development projects, and shopping center locations
 Engage all key partners, e.g. shopping center managers, area brokers, Chamber of
Commerce, Main Street, and SBDC
 Involve brokers and other key stakeholders in developing Kingman’s business case
as a retail location; a business case highlights the assets and selling points with facts
and should be embedded in all marketing collateral
 Continue communications and information sharing between meetings to ensure
there is ongoing collaboration and consistent messaging

Recommended
Implementing
Team

Economic Development staff (Lead)

Initiate

3Q2019

Resources

Staff time; $5,000 (food, PR, mailing, materials)

Chamber of Commerce, Main Street, Brokers
Marketing / real estate intern or staff
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IMPLEMENT A RETAIL VISITATION PROGRAM
Expected
Outcomes

A stronger relationship with Kingman’s retailers and shopping center management.

Why it is
Important

As in an industrial business visitation program (Strategy 9), regular contact with local
business owners and managers provides an early warning system and the opportunity
to offer solutions and assistance as needed.

Actions

 Meet annually with the City’s top 20 retail sales tax generators. This can be easily
accomplished by sectioning the City’s retail and commercial centers and scheduling
a day to “drop in” visit each section
 Meet quarterly with shopping center managers to discuss trends and issues; get
ahead of any changes that may impact city revenue and retailers’ ability to operate
successfully
 Make any necessary referrals to partner agencies
 Follow up to ensure the employer is satisfied

Recommended
Implementing
Team

Economic Development Staff (Lead)

Initiate

2Q2019

Resources

Consider a CRM for scheduling, maintaining and sharing notes and follow-up items (see
Strategy 9).

Chamber of Commerce
Main Street organization
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3.3.1. Longer-Term Population-Sector Strategies
CULTIVATE A STRONG ENTREPREURIAL ECOSYSTEM THAT ENCOURAGES
LOCAL START-UPS
Often communities’ most-beloved, loyal and involved businesses are those started by
local residents. Locally-owned stores and locally-made products are a draw for visitors
as well—they want to see/buy something they cannot get at home.
 Form a Kingman Entrepreneurs Network or a Young Entrepreneurs Group to offer a
range of technical assistance, resource support and promotion
 Periodically conduct a shopper opinion survey to uncover the key retail goods and
services that local shoppers are eager to see and would support if located in Kingman. Use the results to guide the messaging and commercial attraction campaigns,
and to inform local entrepreneurs on market demand.
ACTIVELY PURSUE RETAIL ATTRACTION
 Prepare commercial marketing campaign materials for specific property(ies) or target businesses (independents and chains) that might be interested in Kingman.
 Work closely with brokers on designing and implementing effective strategies to
promote Kingman as the regional shopping destination. This will drive more foot
traffic to existing retailers and encourage more demand for the anticipated retail
development at new interchanges.

FIGURE 10. BEST PRACTICES AND RESOURCES FOR ENTREPRENEURIAL COMMUNITIES

Frisco Chamber, Young Entrepreneurs Academy (YEA)
Center for Rural Entrepreneurship
Oregon RAIN
Creating Entrepreneur-friendly Communities
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4. H ISTORIC D OWNTOWN
Downtown districts are key destinations for residents and visitors alike and are also viewed as an important
selling point for industrial business attraction. Downtowns offer consumers an experience unlike other shopping and business districts. A downtown’s history, cultural amenities and easy access to transportation make
them a special place to shop, work and gather. Downtown Kingman is a critical link to heritage tourism and
to the community’s unique identity. It is the walkable business district that offers original businesses, a distinct sense of place, entertainment and culture that all demographic groups—local residents and visitors
alike—crave.

4.1. Current Conditions
• With over 20 historic buildings, downtown Kingman is the historic hub of the community.
• Economically, it is Kingman’s civic center. City hall, county offices, post office, and historic courthouse
are among the anchors.
• Downtown also serves as Kingman’s cultural and entertainment district with museums, an up- and-coming theatre, arts events and venues, and multiple food and bar establishments that are open into the
evening.
• The Powerhouse, adjacent to Downtown, is by far the number one visitor attraction in Kingman proper.
Over 16,000 guests register each year.
• Downtown is on an uptick economically and as a community and visitor destination.
• Several new businesses have opened in the last year and Downtown Kingman is home to over a dozen
young entrepreneurs whose energy, creativity and commitment are making a new buzz downtown.
• Downtown is the creative hub of Kingman; an estimated eight art and/or art-related venues and unique
start-up businesses are operating downtown.
• Businesses report that at least 30% of their customer traffic is from visitors—a significant portion for any
small community.
• A Main Street organization is forming based on the 2015 downtown visioning and subsequent work planning.
• Several business clusters are laying the foundation of a healthy business mix including: restaurants and
pubs (12); antique, vintage, and thrift stores (11); event spaces (4); arts and entertainment locations (8);
and specialty shops (6).
• Vacancies on Beale Street and side streets may impede pedestrian flow and business activity. They should
be inventoried and actively promoted to target businesses.
• Several vacant or underutilized properties (between 1st and 3rd Streets off Beale) need a redevelopment
game plan to inspire rehab and readiness for business location.
• Many downtown stakeholders repeatedly noted that there are several factions and working together is
a challenge. Some people “get fed up and quit.” Others keep their head down and move projects along.
Personality conflicts may dominate.
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• High curbs are challenging and have created public safety concerns. Though they may be needed for flash
flood events, it is still possible to add steps or ramps in strategic locations or use other tactics to reduce
the steep sidewalk access.
• At present the downtown organization is in its infancy without even 501c3 status and there is not
enough City or other staff to both encourage new
initiatives, make new work plans and follow
through.
• Currently, there are ten ground floor vacancies in
the core blocks of downtown. While they may deter
shopper traffic, they also provide opportunities to
influence and strengthen the business mix.

“There is a sense of isolation, we’re all doing our
own thing. We have grand plans but if we’re all
doing one room, will the house look cohesive?
We’re at a point where it is not going to thrive
on bake sales, raffles; all be part of the program
without losing our autonomy with support of
city.” —Focus Group Attendee

• With the strong entrepreneur base, Downtown Kingman has multiple promotion opportunities that will
build on and to grow its identity as a one-of-a-kind experience and a shopping and entertainment destination that visitors and locals desire. A series of stories about new entrepreneurs could be developed
and promoted for both customer attraction and new business development.

• The downtown theatre revitalization is an exciting future destination for a wide range of events for locals
and visitors. Imagine weekly movies and performances, special events, and running historic movies during peak visitor season.
• Downtown is ready to leverage its recent momentum by fully embracing the Main Street program—a
comprehensive, clearly defined approach to downtown revitalization with built-in access to the success
stories and best practices of hundreds of other Main Street communities across the US.

4.2. Downtown-Specific Strategy
19. Formalize the Main Street organization and hire a professional manager who will focus on economic
vitality activities.
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4.3. Tactical Execution of Downtown Strategies
The following strategy is a recommended priority by the consulting team because the actions can be implemented soon and can be expected to have a near-term impact. The City of Kingman along with its economic
development partners needs to consider capacity and available resources when adopting priorities and specific timelines.

FORMALIZE THE MAIN STREET ORGANIZATION
Expected
Outcomes

A strong business district association that actively encourages and assists 1) local entrepreneurs, 2) property improvements, and 3) cultural and destination developments,
e.g., art, culture, entertainment districts, etc.

Why it is
Important

Main Street is a tried and true model for improving economic vitality in downtowns. In
its quest to be a Main Street organization, the Downtown Kingman group is either on
the verge of great success or a tepid effort that will engage only some of the key stakeholders. Kingman has a prime opportunity now to make this program a success, but it
will take a concerted effort, dedicated staff, and a smart funding development.

Actions

 Hire an Arizona Main Street consultant to create funding plan, develop workplan
(see Figure 11) for organization and at least two committees.
 Provide hands-on assistance directly and through the Arizona Main Street program
(consultant) to design and implement the program.
 Hire a professional manager with skills in organizational start-up, grant writing, fund
raising, budgeting, marketing, and economic development; someone who can bring
economic vitality to the organization and to downtown.
 Obtain a three-year funding commitment from private and public sponsors to ensure program lift-off and stability.
 Engage downtown and community stakeholders in working committees (promotion, economic vitality, design) with specific projects, timelines and leaders.

Recommended
Implementing
Team

City, Consultant, Main Street organization (Lead)
Community Volunteers

Initiate

2Q2019

Resources

Staff, Volunteers, Funding of $50,000 annually
The National Main Street Model and organization offers every possible guidebook, templates and case studies for a successful program.

Appendix 6

Budget trends from Main Street America
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FIGURE 11. PROPOSED WORK PLAN PRIORITIES FOR KINGMAN MAIN STREET

 Identify spaces that can be used for and temporary (pop-up) spaces that will encourage start-ups by
reducing costs.
 Support and build the capacity of local entrepreneurs and small businesses. Implement tactics identified in Population-serving section. Focus first on a program to get start-ups into storefronts, e.g.,
Garage to Storefront program.
 Target and encourage experience-based retail/restaurant businesses in downtown.
 Prepare a market opportunity factsheet for business development that answers the question, “why
locate in Downtown Kingman?” Among the assets to highlight: entrepreneur and restaurant cluster,
visitor and local traffic, regular events and head counts, retail market opportunities/target niches,
downtown employment base, spaces for rent and downtown’s role as the community entertainment center.
 Increase downtown promotion with a downtown event calendar, downtown business testimonial/storytelling, brochure on downtown restaurants and events.
 Get the Kingman Historic Theatre fully functioning with year-round programming and professional
management. It has strong potential to serve not only as a downtown anchor but a significant community entertainment anchor that cuts across all ages and interests (Best Practice: Iowa Main Street
Theater).
 Promote event and meeting spaces as a package that includes space rentals to catering and other
amenities.
 Actively cross-promote with Powerhouse, hotels, etc. Develop specific tactics on how to move visitors from these locations into downtown.
 Develop a streetscape concept plan for long-term implementation. This will create a unified design
of any street enhancements, parking, street furniture, landscape design, street and building signage, traffic flow and more. Avoid tackling these integrated elements of a high functioning downtown on a piecemeal basis.

4.4. Performance Metrics for Population Sector
• Number of established retailers visited
• Retail space occupancy
• Public investment in commercial property improvements
• Private investment in commercial property improvements
• Retail sales tax revenue to City
• Amount of funding committed for Main Street organization
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5. V ISITOR M ARKET
Visitor businesses are those that attract or serve visitors to the community, e.g. hotels,
restaurants and destination attractions. For many communities, visitor spending can be
substantial in boosting the local economy and supporting local businesses. The impact of
these businesses is increased when visitors stay longer and spend more. Overnight visitors spend three times what day visitors or pass-through tourists do and hence, the emphasis on extending
the stay.
For the City of Kingman, retail and room taxes are a revenue lifeline and a significant contributor to the business and employment base. Also, of importance to Kingman is the fact that presently visitor attraction is
largely tied to the nostalgia of America’s main street, Route 66 and the preservation of the community’s
cultural heritage, historic buildings and pride in its roots as a pioneering western town. The history of Kingman
gives the town its character and uniqueness which has powerful appeal across the globe.

5.1. Current Conditions
• Kingman’s tourism industry is significant in traffic, contribution to city tax base, business success and
infrastructure development. Visitors provide a steady, year-round flow of traffic and are woven into the
daily rhythm of Kingman residents.
• In recent years, indicators of success are on the uptick and returning to at least pre-recession levels:
number of visitors to the Powerhouse is up; hotel occupancies and room tax revenue are up; Mohave
County visitor economic impacts are steadily increasing, over $585 million in 2017. With increasing foreign visitors and retiring U.S. baby boomers turning tourists, confidence in Kingman’s future as a destination is strong. One important indication is that two new hotels are in advanced planning.
• Kingman is at the heart of the longest, uninterrupted and most scenic section of Route 66 and hosts a
significant international market. Estimates are that 39% of visitors are international.
• The 33 hotel properties totaling 1,739 rooms is a very large number of rooms for a town of less than
30,000 population.
• The Powerhouse Visitor Center welcomes visitors seven days a week. The current staffing level is lower
than most regional visitor centers that operate at this level (63 hours a week). A staff of five, of which
three are part time (less than 19 hours a week), greet 125,000 to 150,000 visitors each year. So far in
2018 Powerhouse staff has tended to an average of nearly 500 people a day.
• During the first nine months of 2018 the Powerhouse Visitor Center staff has mailed over 15,790 brochures and sold $227,900 worth of merchandise which helps to offset operating costs.
• The City hosts several festivals and events throughout the year, the largest is Andy Devine Days with
about 6,000 people attending.
• Kingman has been a major softball and baseball tournament center but that has fallen off in recent years
and should be revisited. Tournaments generate overnight stays from teams traveling to the region
thereby generating additional sales tax revenue and business for local lodging, restaurants, and shops.
• Four unique museums promote the city’s strong history: Mohave Museum of History and Art, Arizona
Route 66 Museum (including electric car collection), Bonelli House Museum, and the Railroad Depot and
Museum.
• The city is at the center of at least 30 significant outdoor recreation destinations within a 60-mile radius
and can easily be considered a Recreation Basecamp.
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• Many organizations are currently using effective but simple marketing materials like the restaurant brochure that suggests coordination across the business community is possible. Albeit, in reality there are
more merchants that should be participating.
• First impressions of Kingman are fair to poor. Highway approaches and city entries have very limited curb
appeal, are lacking a sense of arrival and a welcoming feel. Nuisance properties contribute to that image.
• Community members and tourism representatives are all proud of the new archway sign in downtown
Kingman, which is a very good model of how to establish a sense of place. While the project took about
a decade to complete, it does demonstrate the willingness and perseverance of Kingman leaders.
• Wayfinding signage to key destinations like Downtown, shopping and the Powerhouse is limited and
uneven from one approach to the next. Related to that is the Route 66 signage which is inconsistent and
“tired” in appearance at various locations through town.
• The City of Kingman’s tourism Division—a staff of one—manages the Powerhouse Visitor Center, its staff,
website, marketing materials, and is also charged with implementing marketing tactics and coordinating
with the Arizona Office of Tourism Rural Marketing Cooperative.
• Other local organizations and for-profit businesses also promote
Kingman, Route 66, and other regional attractions. Lacking a coordinated effort, target audiences are hearing inconsistent messages, finding multiple visitor-oriented websites and social media
outlets. The risk is confusing your audience.
• At least three different websites were found that promote Kingman tourism—any one of which could be mistaken for the “official”
Kingman visitor site. Fortunately, the City’s site, www.GoKingman.com, consistently came up first in online searches.

“We need better coordination
and communication about
roles and responsibilities.”
“Let’s work together to support each other instead of
everyone for themselves.”
—Focus Group Attendee

• With the large influx of international travelers to the community,
there is surprisingly little effort to understand and welcome these diverse cultures and foster community
awareness and hospitality aside from international flags at the Visitor Center and translations of Museum
text.
• The City will soon initiate a Kingman branding process that can directly address some missing links with
the visitor market: 1) messaging around the Kingman experience and using Kingman as a Basecamp for
multiple day trips and thereby stay longer and spend more; and 2) signage and other design concepts for
Route 66 and wayfinding throughout the community.
• The Outdoor Recreation sector of tourism is fast-growing and a critical means for Kingman to attract a younger, active generation of
tourists with expendable income. Business owners interviewed
agree that “outdoor recreation is a premier opportunity.” Kingman
is perfectly situated at the intersection of two major interstates between possibly the two greatest visitor magnets in the Southwest—the Grand Canyon and Las Vegas/Hoover Dam. Further,
Kingman is in the middle of the Sun Corridor Trail (that links multiple regional trails) and will benefit from this large-scale marketing
initiative. Clearly, Basecamp Kingman is a viable marketing message.

“Sometimes we are not respectful of outsiders as a community and an industry”
“We need to learn how to
Show the Love to all the visitors to town, so they will give
us good referrals to friends
and family.”
—Focus Group Attendee

• Actively linking visitor needs and interests with population-driven
needs will be a win: win for the local economy. The top three requests of Kingman visitors according to local industry representatives are:

- More restaurant variety; steak houses, unique local places like what is available downtown.
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- Family/kid stuff; roller rinks, authentic Western adventures (see below).
- Engaging, authentic experiences; living history, Old West experiences from walking tours and storytelling to horseback trekking, mining/ghost town tours, culinary events, Native American traditional
ceremonies and rituals, and engaging activities like GPS treasure hunts or geocaching trails.

5.2. Visitor Market Strategies
20. Brand Kingman as Kingman ― Your Basecamp for Northern Arizona Travel and Adventure.
21. Consolidate tourism marketing and initiatives under a single public-private marketing initiative.
22. Implement a community-wide Hospitality Customer Service program.
23. Develop and implement a Hotel Operator Business Retention Expansion (BRE) program.
24. Continue to implement the 2003 Kingman Wayfinding Plan, making any necessary updates to branding
images and/or messaging.
25. Identify the top five visitor infrastructure projects to move forward.

“The strategic use of [public private]
partnerships can contribute significantly
to the development of a sustainable
tourism program and can be a part of a
broader strategy to facilitate tourist access, enhance quality and efficiency, and
improve the destination experience.
—PPP Knowledge Lab
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5.3. Tactical Execution of Visitor Market Strategies
The following strategies are the consulting team’s recommended priorities—the strategies and actions that
can be implemented soon and can be expected to have a near-term impact. The City of Kingman along with
its economic development and tourism partners needs to consider capacity and available resources when
adopting priorities and specific timelines.
BRAND KINGMAN AS Your Basecamp for Northern Arizona Travel and Adventure
Expected
Outcomes

Extended visitor stays, increased spending and local revenue.
A unified theme that is used consistently by all Kingman tourism stakeholders in marketing messages to visitors.
Comprehensive information on all attractions, venues, and amenities.

Why it is
Important

A consistent message used by tourism partners sends the message to visitors and tourists that Kingman is the center of an entire vacation experience with access to a wide
range of day-trip adventures.

Actions

 Attend the Arizona Marketing Summit, March 2019 to learn how to best-use your
brand and tell better stories
 Attend the July 2019 Arizona Governor’s Conference on Tourism
 Commission a professional team to create design elements for the brand

Recommended
Implementing
Team

City of Kingman Economic Development/Tourism Department (Lead)
Economic Development/Tourism Commission, Chamber of Commerce, Route 66 Association, Hoteliers Group, other visitor partners
Arizona Office of Tourism

Initiate

2019 calendar year

Resources

Estimate $50,000 to $100,000
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CONSOLIDATE TOURISM MARKETING AND INITIATIVES UNDER A SINGLE
PUBLIC/PRIVATE ORGANIZATION
Expected
Outcomes

More heads in beds, longer stays, increased tax revenues.
A one-stop source for visitor information.
A comprehensive and collaborative visitor marketing plan with clear leadership.
Improved collaboration and alignment among all local players in the tourism industry;
partners working together and moving in the same direction to achieve goals.

Why it is
Important

Visitor marketing is fiercely competitive and costly. Kingman will go farther faster if organizations and stakeholders collaborate. Throughout this strategy development, participants generated over 30 specific ideas to increase Kingman’s visitor base. Ideas
ranged from more ‘packages’ and tour groups to very specific marketing tactics. At present, marketing is fragmented and there is no coordinated group for channeling these
ideas and working collaboratively on new initiatives.

Actions

 Conduct an organizational review. Identify all the visitor-oriented groups, their missions, goals, activities, campaigns, budgets; who is doing what now, what is working, what is not about the current system; where are the organizational strengths?
 Decide on the best approach for Kingman to create a high-functioning visitor marketing organization. Examples include: 1) a new privately-funded organization; 2) a
city-led public-private group; 3) an expanded city tourism staff with strong leadership, collaboration, and marketing skills; 4) or another
 Prepare a three-year Kingman Visitor Marketing Plan with funding commitments,
detailed marketing strategies, tactics, tools, campaigns, budgets, task assignments
for staff and volunteers, and performance measurements
 Inventory and map all assets, attractions, and destinations within a two-hour drive;
e.g. outdoor recreation, nature sites, Route 66, Old West experiences, historic attractions
 Create a single consolidated website and other marketing channels to promote the
brand, Kingman, Your Basecamp for Northern Arizona Travel and Adventure
 Develop multi-channel campaigns for various target audiences (e.g., seniors, families, 20- or 30-somethings, international travelers, tour group operators)
 Subscribe to www.Destination Development.org for continuing education and industry best practices for the entire visitor team

Recommended
Implementing
Team

ED/T or Tourism consultant (Lead)
City, Route 66 Association, Hotel Group, Chamber of Commerce, Volunteers

Initiate

3Q2019

Resources

$25,000 for consultant facilitation and plan preparation
$395/year for subscription to Destination Development; allows ten participants access
to visitor best practices and webinars
$TBD visitor website and collateral materials
Arlington Marketing Partnership www.arlington.org/partner
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IMPLEMENT A COMMUNITY-WIDE HOSPITALITY CUSTOMER SERVICE PROGRAM
Expected
Outcomes

More visitors to Kingman staying longer and receiving exceptional service that generates “word of mouth” advertising and “top of mind” awareness.

Why it is
Important

People have a lot of choices when deciding where to go for an extended vacation, a
long holiday weekend, or just to get away for a day or two. One of the most important
and most difficult to plan aspect of the visitor experience is the overall level of hospitality offered throughout the city.

Actions

 Train all the front-line employees serving guests in Kingman including retail clerks,
hotel clerks, museum and destination attraction staff. Training should focus on
providing excellent service, local knowledge and information on culture, language,
foods, etc. and how to better serve Kingman’s diverse international market
 Work with Mohave Community College to design and offer customer service seminars and webinars
 Contact Lake Havasu City to discuss their successes, tips, and the possibility of sharing curriculum
 Consider contracting with the American Hotel & Lodging Educational Institute (AHLEI) to ensure a quality training and success

Recommended
Implementing
Team

Newly formed hospitality group (Lead)
Chamber of Commerce, Main Street, Local Merchants
Mohave Community College

Initiate

2Q2019

Resources

Location(s) for training, instructors, curriculum, outreach to business and community

MARKETING USED TO BE ADVERTISING.
Now, marketing is everything you do. And what you
do either adds to the experience or takes away from
it.

Seth Godin
Seth’s Blog, Nov 27, 2018
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5.3.1. Longer-Term Strategies
IMPLEMENT A BUSINESS RETENTION EXPANSION (BRE) PROGRAM FOCUSED
ON HOTELS
Hotel tax revenues contribute significantly to the City general fund.
Kingman’s 33 hotels are a critical part of Kingman’s visitor industry infrastructure and
ability to serve as a destination ‘Basecamp.’ Ensuring the hotels stay healthy and have
what they need from the City is an important function of economic development and
tourism.
 East year visit the top 10 to 15 hotel properties
CONTINUE TO IMPLEMENT THE 2003 KINGMAN WAYFINDING PLAN
The Wayfinding Plan completed for the City of Kingman by Destination Development
has dozens of excellent recommendations that remain important to Kingman’s visitor
market.
Review, refresh and prioritize the recommendations for implementation.
IDENTIFY THE TOP FIVE VISITOR INFRASTRUCTURE PROJECTS TO MOVE FORWARD
With the stakeholders of the Visitor Consortium/Marketing Team, identify top five visitor infrastructure projects that could be implement over the next five years (one per
year). Ideas generated during the consultant team site visit include:
 Complete Wayfinding/Directional signage program
 Develop visitor information kiosks in several high-foot traffic locations
 Develop bus/RV parking facilities
 Maintain and update the Powerhouse as the central visitor information center
 Provide a shuttle bus or trolley from Powerhouse to Downtown

5.4. Performance Metrics for Visitor Market
• Hotel occupancy tax revenues
• Website and social media visits
• Media coverage
• Tour bus stops
• Event/destination attraction attendance
• Numbers of visitors at key attractions
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6. I MPLEMENTATION G UIDE
The proposed timing of the strategies in this document is based on what the City of Kingman and economic
development partners may reasonably achieve given the human and financial resources available. The timeline may need to be adjusted throughout the life of this plan to accommodate the City’s and partner agencies’
work plans, funding, staffing capacity and other constraints that may arise.
The 120-day Launch Schedule on the following page is offered as a planning tool to help distill all the activities
and coordinate what should be done in 30-day increments to introduce the plan and initiate activities—organizing team leads, gathering resources, tools and staffing to accomplish the job.
If the Launch Schedule is managed and adhered to Teams
should find that by the end of 120 days plan activities will
begin to be engrained into the Teams’ everyday work
schedule without being an overwhelming task. It is also a
good tool to use to report back to the community, council,
and boards.
The final implementation management piece is the performance monitoring. An important component of
this strategy’s implementation is a plan to evaluate performance. By committing to the strategy, the City of
Kingman will be joining the ranks of other high-performing, competitive cities across the country that have
developed successful benchmarking systems to monitor their economic performance.
The performance measurements proposed in this plan are intended to demonstrate the positive results of
your efforts and build confidence among your constituents.
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LAUNCH SCHEDULE
ACTIVITY (RELATED STRATEGY)

RECOMMENDED LEAD

FIRST 30 DAYS
 Adopt the E.D. Plan, vision and goals (1)

Council

 Confirm commitment from groups suggested as Lead for each
strategy (2)

ED/T Commission

60 DAYS
 Formally recognize and empower Lead and Action Teams to implement (2)

ED/T Commission

 Begin promoting the plan, Action Teams, and implementation
timeline to community (2)

ED/T Commission

 Promote the opportunities for community involvement, committees, volunteers (3)

City/County PIO

90 DAYS
 Schedule status updates from each Action Team as regular
agenda item on ED/T Commission (2)

ED/T Commission

 Establish a Funding Resources Team (2)

ED/T Commission

 Begin visiting traded sector employers (9)

ED/T Commission

 Begin visiting retail sector employers (16)

ED Staff

 Identify currently available retail/commercial sites and begin assessment process (14)

ED Staff

120 DAYS
 Action Teams submit timelines, milestones, meeting schedule,
etc. (as appropriate) to Council (2)

ED/T Commission

 Promote plan accomplishments to date via City’s new e-Newsletter and Strategy section on website (3)

City/County PIO

 Schedule 2019 dates for Coffee with the Council (3)

City/County PIO

 Budget for an expanded economic development staff and activities (10)

Council

 Establish contact list to begin outreach to brokers (15)

ED Staff

 Begin work on establishing Hospitality Training (22)

Hospitality Group
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STRATEGIES

RECOMMENDED LEAD

INITIATE

ORGANIZING
1

Establish E.D. vision and goals

Council

1Q2019

2

Establish and empower action teams

ED/T Commission

1Q2019

3

Strengthen communications with community

City/County PIO

2Q2019

4

Institute leadership and team building training

Chamber

1Q2019

5

Eliminate derelict properties

Code Enforcement

1Q2019

6

Update zoning and development code

TBA

TBA

7

Build a tax base to ensure long-term fiscal stability

TBA

TBA

8

Expand staff and supplement E.D. budget

TBA

TBA

TRADED SECTOR
9

Implement a BRE program

ED/T Commission

1Q2019

10

Strengthen the economic development team

Council

2Q2019

11

Prepare Kingman’s industrial real estate

TBA

TBA

12

Grow the talent pipeline

TBA

TBA

13

Implement a business attraction program

TBA

TBA

POPULATION SERVING SECTOR
14

Prioritize sites and buildings for development

ED Staff

1Q2019

15

Coordinate marketing and communications

ED Staff

3Q2019

16

Implement a retail business retention program

ED Staff

2Q2019

17

Cultivate a strong entrepreneurial ecosystem

TBA

TBA

18

Actively pursue retail attraction tactics

TBA

TBA

Main Street Group

2Q2019

DOWNTOWN
19

Formalize the Main Street organization

VISITOR MARKET
20

Brand Kingman

ED/T Commission

4Q2019

21

Consolidate tourism marketing and initiatives

ED/T Commission

3Q2019

22

Implement a hospitality customer service program

Hospitality Group

2Q2019

23

Implement a hotel operator BRE program

TBA

TBA

24

Implement the 2003 Kingman Wayfinding Plan

TBA

TBA

25

Identify top visitor infrastructure projects

TBA

TBA
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PERFORMANCE
METRIC

BASELINE
(2019)

2020

2021

2022

2023

2024

New public investment in the Kingman
Industrial Park ($)
New private investment by traded sector businesses ($)
New inquiries / prospects for industrial
development (#)
Market-ready industrial sites (acres)
Jobs in the traded sector (#)
Median household income ($)
Households in poverty (%)
Retailers visited (#)
Retail space occupancy (%)
Public investment in commercial property improvements ($)
Private investment in commercial
property improvements ($)
Retail sales tax revenue to City ($)
Funding committed for Main Street organization ($)
Hotel occupancy tax revenues ($)
Website and social media visits (#)
Media coverage (column inches)
Tour bus stops (#)
Event/Destination attendance (#)
Visitors at key attractions (#)
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7. A BOUT THE C ONSULTING T EAM
VICKI DOLL, CHABIN CONCEPTS INC.
Vicki leads Chabin’s community assessment process, industry research, industrial and
downtown strategies, project management and technology tools for economic development offices. Having been a small business owner and having lived in both major urban
cities and rural settings, she enjoys the entrepreneurial and downtown development of
community strategies as well as the industrial development. Throughout her 32 years in
the for-profit and non-profit economic development industry she has written hundreds
of business retention and attraction strategies for both industrial and retail/commercial markets and downtowns, conducted feasibility studies, community assessments, industry and retail research and cluster analysis. Vicki is the lead contact for Chabin’s and its partners’ tools for economic and workforce development.

MARY BOSCH, MARKETEK INC.
Mary is a market analyst experienced in every facet of the business development process from the perspective of the entrepreneur to the developer and the economic development professional. Her core skills include: market feasibility analysis, strategic
planning, consumer research, retail analysis, neighborhood analysis/business development, economic development strategies, commercial assessments/ site analysis, marketing and business planning.
Through her 32 years of work on economic revitalization projects throughout the nation, Mary has acquired a strong understanding of what it takes to rebuild a community's retail and economic
base. In the downtown/neighborhood development arena, Mary has conducted assignments for well over
160 communities in 15 states on various aspects of economic development including retail market analysis,
business retention and recruitment, business district plans, and has led over 50 trainings on Market Analysis,
Business Recruitment/Retention and Business Plans for Business Districts for local and state Main Street organizations.

DON SCHJELDAHL, DSG ADVISORS
Don Schjeldahl is founder and principal at DSG Advisors, a consulting platform that harnesses expertise in corporate location selection and economic development best practices, and a co-founder of the Site Selectors Guild (www.SiteSelectorsGuild.com).
With more than 35 years’ experience in corporate consulting, Don is a leading expert in
corporate location strategy and community/property selection. He has led or directed
more than 300 location strategy assignments for clients in a variety of industries including: manufacturing, food processing, soft drink, bottle water, brewing, distribution centers, aviation facilities, research and development centers, newspaper plants, broadcast studios and information processing centers. He has worked in urban centers and rural areas throughout the United States,
Canada, Mexico, United Kingdom and Europe and is a frequent presenter at professional meetings and a
contributor to industry-specific publications and location selection journals including Area Development,
Business Facilities, Site Selection, and Solar Industry.
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8. A PPENDIX
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.

Economic Scan
Ideal Site Selection Proposal
AZ Town Hall documents; Volunteer database; Pledge forms
Regional Project Assessment System (RPAS) product information and impact reports
Property Evaluation Worksheet
National Main Street Budgeting Trends 2016 and 2017
Review of Kingman’s historic planning documents
The Role of Elected Officials in Economic Development, National League of Cities
Possible funding resources
Dirt is not a Site, Mark Sweeney, McCallum Sweeney Consulting
Consultants’ Report of Findings October 3, 2018
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