CITY COUNCIL REGULAR MEETING
Clearlake City Hall Council Chambers
14050 Olympic Dr, Clearlake, CA
Thursday, March 04, 2021
Regular Meeting 6:00 PM
On March 12, 2020, Governor Newsom issued Executive Order N-25-20, which allows Council
Members to attend City Council meetings telephonically. Please be advised that some, or all, of the
Clearlake City Council Members may attend this meeting telephonically.
Furthermore, on March 17, 2020, Governor Newsom issued Executive Order N-29-20, which waives
the mandate of public, in-person accessibility to Council meetings provided there are other means for
the public to participate. Effective immediately and continuing only during the period in which state
or local public health officials have imposed or recommended social distancing measures, the
Clearlake City Council meetings will be viewable via livestreaming on the City of Clearlake’s YouTube
Channel https://www.youtube.com/channel/UCTyifT_nKS-3woxEu1ilBXA and the public may
participate through Zoom at the link listed below.
Balancing the health risks associated with COVID-19, while appreciating the public’s right to conduct
the people’s business in a transparent and open manner, the City wants you to know that you can
submit your comments and questions in writing for City Council consideration by sending them to the
Administrative Services Director/City Clerk at mswanson@clearlake.ca.us. You can also visit our Town
Hall
site
and
submit
written
comments
through
our
portal
at
https://www.opentownhall.com/portals/327/forum_home. To give the City Council adequate time to
review your questions and comments, please submit your written comments prior to 4:00 p.m. on the
day of the meeting.
This meeting, and any future meetings while under a declared emergency, will not be viewable in
person. You may view the meeting live on YouTube at the City of Clearlake’s YouTube Channel
(https://www.youtube.com/channel/UCTyifT_nKS-3woxEu1ilBXA) or “Lake County PEG TV Live
Stream” at https://www.youtube.com/user/LakeCountyPegTV/featured.

AGENDA
MEETING PROCEDURES: All items on agenda will be open for public comments before final action is
taken. Citizens wishing to introduce written material into the record at the public meeting on any item
are requested to provide a copy of the written material to the Administrative Services Director/City Clerk
prior to the meeting date so that the material may be distributed to the City Council prior to the meeting.
Speakers must restrict comments to the item as it appears on the agenda and stay within a three minutes
time limit. The Mayor has the discretion of limiting the total discussion time for an item.
AMERICANS WITH DISABILITY ACT (ADA) REQUESTS
If you need disability related modification, including auxiliary aids or services, to participate in this meeting, please
contact Melissa Swanson, Administrative Services Director/City Clerk at the Clearlake City Hall, 14050 Olympic
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Drive, Clearlake, California 95422, phone (707) 994-8201, ext 106, or via email at mswanson@clearlake.ca.us at
least 72 hours prior to the meeting, to allow time to provide for special accommodations.
AGENDA REPORTS
Staff reports for each agenda item are available for review at www.clearlake.ca.us. Any writings or documents
pertaining to an open session item provided to a majority of the City Council less than 72 hours prior to the
meeting, shall be made available for public inspection on the City’s website at www.clearlake.ca.us.

Zoom Link: https://clearlakeca.zoom.us/j/91885808820
ROLL CALL
PLEDGE OF ALLEGIANCE
INVOCATION/MOMENT OF SILENCE: The City Council invites members of the clergy, as well as interested
members of the public in the City of Clearlake, to voluntarily offer an invocation before the beginning of
its meetings for the benefit and blessing of the City Council. This opportunity is voluntary and invocations
are to be less than three minutes, offered in a solemn and respectful tone, and directed at the City Council.
Invocational speakers who do not abide by these simple rules of respect and brevity shall be given a
warning and/or not invited back to provide a subsequent invocation for a reasonable period of time, as
determined appropriate by the City. This policy is not intended, and shall not be implemented or
construed in any way, to affiliate the City Council with, not express the City Council's preference for, any
faith or religious denomination. Rather, this policy is intended to acknowledge and express the City
Council's respect for the diversity of religious denominations and faith represented and practiced among
the citizens of Clearlake. If a scheduled invocational speaker does not appear at the scheduled meeting,
the Mayor will ask that the City Council observe a moment of silence in lieu of the invocation. More
information about the City's invocation policy is available upon request by contacting the Administrative
Services Director/City Clerk at (707) 994-8201x106 or via email at mswanson@clearlake.ca.us.
ADOPTION OF THE AGENDA (This is the time for agenda modifications.)
PRESENTATIONS
1.

Presentation of a Proclamation Declaring March 2021 as March For Meals Month

PUBLIC COMMENT: This is the time for any member of the public to address the City Council on any
matter not on the agenda that is within the subject matter jurisdiction of the City. The Brown Act, with
limited exceptions, does not allow the Council or staff to discuss issues brought forth under Public
Comment. The Council cannot take action on non-agenda items. Concerns may be referred to staff or
placed on the next available agenda. Please note that comments from the public will also be taken on
each agenda item. Comments shall be limited to three (3) minutes per person.
CONSENT AGENDA: All items listed under the Consent Agenda are considered to be routine in nature and
will be approved by one motion. There will be no separate discussion of these items unless a member of
the Council requests otherwise, or if staff has requested a change under Adoption of the Agenda, in which
case the item will be removed for separate consideration. Any item so removed will be taken up following
the motion to approve the Consent Agenda.
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2.

Warrants
Recommended Action: Receive and file

3.

Continuation of Declaration of Local Emergency Issued on October 9, 2017 and Ratified by
Council Action October 12, 2017
Recommended Action: By motion, keep declaration of emergency active and set next review
for the next Council meeting

4.

Continuation of Declaration of Local Emergency Issued on March 14, 2020 and Ratified by
Council Action March 19, 2020
Recommended Action: By motion, keep declaration of emergency active and set next review
in sixty days

5.

Clearlake Waste Solutions Annual Report
Recommended Action: Receive and file

BUSINESS
6.

Receive Presentation on Downtown Strategic Vision and Consideration of Contract with
Downtown Strategies for Implementation of Various Recommendations (Downtown
Implementation Proposal)
Recommended Action: Approve Clearlake’s Downtown Strategic Vision and Authorize the City
Manager to Execute a Contract with Downtown Strategies Consistent with the Downtown
Implementation Proposal

7.

Consideration of a Facility Use Agreement with Adventist Health Clear Lake for Use of the
City's Shower Trailer
Recommended Action: Approve agreement and authorize the City Manager to sign

8.

Measure V Committee Discussion Regarding Responsibilities
Recommended Action: Provide Direction to Staff

9.

Consideration of Appointments to the Measure V Oversight Committee
Recommended Action: Appoint three members to the Committee by Vice Mayor Perdock,
Councilmember Claffey, and Councilmember Overton, one member per Council Member;
Resolution No. 2021-13; and by motion, approve the Mayor's appointment of a chairperson of
the Committee

10. Discussion Regarding Abandoned Vehicles, Approval of the Sole Source Purchase of K-Rail
Concrete Barrier from Eiffel Trading and Adoption of the 9th Amendment to the FY 2020-21
Budget; Resolution No. 2021-14
Recommended Action: Adopt Resolution
11. Consideration of an Updated Special Event Fee Waiver Policy
Recommended Action: Approve updated Special Events Policy authorizing the City Manager to
approve waiving fees for certain special events
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PUBLIC HEARING
Notice to the Public:
The City Council, when considering the matter scheduled for hearing, will take the following actions:
a) Open the Public Hearing
b) Presentation by Staff
c) Presentation by Applicant or Appellant (if applicable)
d) Accept Public Testimony
e) Applicant or Appellant Rebuttal Period (if applicable)
f) Close the Public Hearing
g) Council Comments and questions
h) Council Action
Once the hearing is closed, no further public comment will be taken. If you wish to challenge in court
any of the matters on this agenda for which a public hearing is to be conducted, you may be limited to
raising only those issues which you, or someone else, raised orally at the public hearing or in written
correspondence received by the city at or before the public hearing.
Public hearings listed for continuance will be continued as noted and posting of this agenda serves as
notice of continuance. Any matter not noted for continuance will be posed separately.
12. Public Hearing to Consider Projects and Authorize the Application for Funding through the
Community Development Block Grant Mitigation and Disaster Recovery Program
Recommended Action: Adopt Resolution 2021-13 Approving an Allocation of Funding and an
Application for Funding and the Execution of a Grant Agreement and any
Amendments Thereto from the CDBG-DR Program and/or the CDBG-MIT Program
CITY MANAGER AND COUNCILMEMBER REPORTS
FUTURE AGENDA ITEMS
CLOSED SESSION
(13) Pursuant to Government Code Section 54957: Public Employee Performance Evaluation: Title:
City Manager
(14) Pursuant to Government Code Section 54956.8: Conference with Real Property Negotiations:
Property: 14141 Lakeshore Drive, Clearlake; Agency Negotiation: City Manager Alan Flora;
Under Negotiation: Price and Terms of Payment
ANNOUNCEMENT OF ACTION FROM CLOSED SESSION
ADJOURNMENT
POSTED: March 1, 2021
BY:
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Melissa Swanson, Administrative Services Director/City Clerk
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Item 1.

March For Meals Month
WHEREAS, on March 22, 1972, President Richard Nixon signed into law a measure that amended the Older
Americans Act of 1965 and established a national nutrition program for seniors 60 years and older;
WHEREAS, the Meals On Wheels Association of America established the National March For Meals Campaign
in March 2002 to recognize the historic month, the importance of Older Americans Act Senior Nutrition
Programs and raise awareness about senior hunger in America;
WHEREAS, the 2021 observance of the March For Meals campaign provides an opportunity to support Senior
Nutrition Programs that deliver vital and critical services by donating, volunteering and raising awareness
about senior hunger;
WHEREAS, volunteer drivers for Meals On Wheels programs in Clearlake are the backbone of the program and
they not only deliver nutritious meals to homebound seniors and individuals with disabilities, but also caring
concern and attention to their welfare; and
WHEREAS, Senior Nutrition Programs provide nutritious meals to seniors throughout the city and help them to
avoid premature or unnecessary institutionalization;
WHEREAS, Senior Nutrition Programs also provide a powerful socialization opportunity for millions of seniors
to help combat loneliness and isolation;
WHEREAS, Senior Nutrition Programs in Clearlake deserve recognition for the contributions they have made
and will continue to make to our local community.
NOW THEREFORE, the City Council of the City of Clearlake does hereby proclaim March 2021 as March For
Meals Month and urges every citizen to take time this month to honor our Senior Nutrition Programs, the
seniors they serve and the volunteers who care for them. Our recognition and involvement of the national
2021 March For Meals campaign can enrich our entire community and help end senior hunger in America—so
no senior goes hungry®.
Dated this 4th day of March, 2021
Dirk Slooten, Mayor
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Check Register

Packet: APPKT00473 - 2/18/21 AP Check Run AA

Clearlake, CA

By Check Number
Vendor Number
Vendor Name
Bank Code: AP-Accounts Payable
000085
ARAMARK UNIFORM SERVICES
001397
AT&T CALNET 3
VEN01084
AT&T MOBILITY
000068
BOB'S JANITORIAL
2404
CALTRONICS
001293
CDW GOVERNMENT
002370
CODE PUBLISHING CO
001977
CONCENTRA
000160
DEPT OF JUSTICE
000073
EASTLAKE SANITARY LANDFILL
000120
FED EX
000118
FOUR CORNERS
001336
GO FOR IT JANITORIAL
VEN01124
GOKEYLESS
002269
LAKE COUNTY CHAMBER
000144
MENDO MILL
001489
NAPA AUTO PARTS
001392
OFFICE DEPOT
002242
PARODI INVESTIGATIVE SOLUTIONS
001843
PG&E CFM
001298
QUACKENBUSH MRRCF
002391
R & R PACIFIC CONSTRUCTION
002355
RAINBOW AG
002031
REDWOOD COAST FUELS
001538
REGIONAL GOVERNMENT SERVICES
001550
RICOH USA, INC.
002382
ROSS RECREATION EQUIPMENT
001812
SUTTER HEALTH
001876
SYAR INDUSTRIES INC
000099
U.S. CELLULAR
001540
US BANK CORPORATE PMT. SYSTEM

Payment Date

Payment Type

02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021
02/18/2021

Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular

Discount Amount
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00

Payment Amount Number
49.31
71.65
83.72
95.97
454.11
12,042.56
83.40
124.00
175.00
74.44
31.83
60.00
1,195.00
400.00
105.00
181.01
55.58
248.67
300.00
597.03
15.00
116,853.07
4.89
1,604.06
2,487.50
803.17
448.85
911.00
1,558.38
1,126.73
542.59

10320
10321
10322
10323
10324
10325
10326
10327
10328
10329
10330
10331
10332
10333
10334
10335
10336
10337
10338
10339
10340
10341
10342
10343
10344
10345
10346
10347
10348
10349
10350

Bank Code AP Summary
Payment Type
Regular Checks
Manual Checks
Voided Checks
Bank Drafts
EFT's

2/18/2021 5:25:36 PM

Payable
Count
50
0
0
0
0

Payment
Count
31
0
0
0
0

Discount
0.00
0.00
0.00
0.00
0.00

Payment
142,783.52
0.00
0.00
0.00
0.00

50

31

0.00

142,783.52
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ItemRun
2. AA
Packet: APPKT00473-2/18/21 AP Check

Check Register

Fund Summary

2/18/2021 5:25:36 PM

Fund

Name

Period

Amount

999

Pooled Cash

2/2021

142,783.52
142,783.52
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Item 2.

Check Register

Packet: APPKT00484 - 2/24/21 AP Check Run AA

Clearlake, CA

By Check Number
Vendor Number
Vendor Name
Bank Code: AP-Accounts Payable
001911
ADAMS ASHBY GROUP INC
001138
ADVENTIST HEALTH
002254
AMERICAN PACE SETTER SYSTEMS
000085
ARAMARK UNIFORM SERVICES
001397
AT&T CALNET 3
001397
AT&T CALNET 3
001397
AT&T CALNET 3
VEN01084
AT&T MOBILITY
000068
BOB'S JANITORIAL
002162
CALIFORNIA ENGINEERING
001811
CALIFORNIA EXTERMINATORS ALLIA
000024
CLEARLAKE POLICE ASSOCIATION
000548
COMPUTER LOGISTICS
000077
COUNTY OF LAKE RECORDER
002010
DIEPENBROCK & COTTER LLP
000073
EASTLAKE SANITARY LANDFILL
2431
FREVVO
000096
GOLDEN STATE WATER COMPANY
000158
LAKE COUNTY SPECIAL DISTRICTS
000158
LAKE COUNTY SPECIAL DISTRICTS
000158
LAKE COUNTY SPECIAL DISTRICTS
000158
LAKE COUNTY SPECIAL DISTRICTS
000158
LAKE COUNTY SPECIAL DISTRICTS
000158
LAKE COUNTY SPECIAL DISTRICTS
000158
LAKE COUNTY SPECIAL DISTRICTS
000158
LAKE COUNTY SPECIAL DISTRICTS
000158
LAKE COUNTY SPECIAL DISTRICTS
000158
LAKE COUNTY SPECIAL DISTRICTS
001489
NAPA AUTO PARTS
000026
NATIONWIDE RETIREMENT SOLUTION
001392
OFFICE DEPOT
000016
PARSAC
001536
PRECISION WIRELESS SERVICES
002376
ROBERT DEWALT
002375
THOMAS DEWALT
000099
U.S. CELLULAR
001540
US BANK CORPORATE PMT. SYSTEM
**Void**
**Void**
**Void**
000708
VALIC LOCKBOX
002264
WEX BANK

2/25/2021 9:17:06 AM

Payment Date

Payment Type

02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021
02/25/2021

Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular
Regular

Discount Amount
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00

Payment Amount Number
5,375.00
216.00
645.28
49.31
45.29
196.75
815.27
612.82
82.60
2,736.31
200.00
1,500.00
450.00
8,255.41
2,963.37
19.97
2,878.20
332.38
116.38
331.36
17.44
248.26
133.82
116.38
252.10
133.82
750.60
116.38
24.58
906.86
196.76
3,009.21
10,000.00
200.00
800.00
1,020.35
17,839.92
0.00
0.00
0.00
695.00
8,312.14

10351
10352
10353
10354
10355
10356
10357
10358
10359
10360
10361
10362
10363
10364
10365
10366
10367
10368
10369
10370
10371
10372
10373
10374
10375
10376
10377
10378
10379
10380
10381
10382
10383
10384
10385
10386
10387
10388
10389
10390
10391
10392

Page 1 of 4

9

ItemRun
2. AA
Packet: APPKT00484-2/24/21 AP Check

Check Register
Vendor Number
VEN01094

Vendor Name
US BANK CLK TAX WIRE

Payment Date
02/24/2021

Payment Type
Bank Draft

Discount Amount
0.00

Payment Amount Number
199,906.26 DFT0000618

Bank Code AP Summary
Payment Type
Regular Checks
Manual Checks
Voided Checks
Bank Drafts
EFT's

2/25/2021 9:17:06 AM

Payable
Count
105
0
0
1
0

Payment
Count
39
0
3
1
0

Discount
0.00
0.00
0.00
0.00
0.00

Payment
72,595.32
0.00
0.00
199,906.26
0.00

106

43

0.00

272,501.58
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ItemRun
2. AA
Packet: APPKT00484-2/24/21 AP Check

Check Register
Vendor Number
Bank Code: PY-Payroll
000025

Vendor Name

Payment Date

Payment Type

CALIFORNIA PUBLIC EMPLOYEES

02/22/2021

Bank Draft

Discount Amount
0.00

Payment Amount Number
39,780.72 DFT0000617

Bank Code PY Summary
Payment Type
Regular Checks
Manual Checks
Voided Checks
Bank Drafts
EFT's

2/25/2021 9:17:06 AM

Payable
Count
0
0
0
4
0

Payment
Count
0
0
0
1
0

Discount
0.00
0.00
0.00
0.00
0.00

Payment
0.00
0.00
0.00
39,780.72
0.00

4

1

0.00

39,780.72
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ItemRun
2. AA
Packet: APPKT00484-2/24/21 AP Check

Check Register

All Bank Codes Check Summary
Payable
Count

Payment
Count

Discount

Payment

Regular Checks

105

39

0.00

72,595.32

Manual Checks

0

0

0.00

0.00

Voided Checks

0

3

0.00

0.00

Bank Drafts

5

2

0.00

239,686.98

EFT's

0

0

0.00

0.00

110

44

0.00

312,282.30

Payment Type

Fund Summary

2/25/2021 9:17:06 AM

Fund

Name

Period

Amount

999

Pooled Cash

2/2021

312,282.30
312,282.30
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Item 3.

CITY OF CLEARLAKE
CITY COUNCIL STAFF REPORT
MEETING OF: March 4, 2021
Agenda Item No.
Subject:

Continuation of Declaration of Local Emergency Date: February 26, 2021
Issued on October 9, 2017 and Ratified by Council
Action October 12, 2017
Reviewed & Approved:

From:

Melissa Swanson, Administrative Services
Director/City Clerk

Recommended Action:

By motion keep declaration of emergency active and set next review
for the next Council meeting

ISSUE STATEMENT AND DISCUSSION:
On October 9th, 2017, former City Manager Folsom, as the Director of Emergency Services for the
City of Clearlake, declared in a Proclamation by the Director of Emergency Services Declaring a
Local Emergency:
“That conditions of extreme peril to the safety of the persons and property have arisen
within the City of Clearlake caused by the wildfire on October 9th, 2017.”
According to California Government Code Section 8630:
(a) A local emergency may be proclaimed only by the governing body of a city, county, or
city and county, or by an official designated by ordinance adopted by that governing body.
(b) Whenever a local emergency is proclaimed by an official designated by ordinance, the
local emergency shall not remain in effect for a period in excess of seven days unless it
has been ratified by the governing body.
(c) The governing body shall review the need for continuing the local emergency at least
once every 30 days until the governing body terminates the local emergency.
(d) The governing body shall proclaim the termination of the local emergency at the
earliest possible date that conditions warrant.

1
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Item 3.

On October 12th the Council ratified the Proclamation of the Local Emergency by adoption of
Resolution No. 2017-78. The Council must continue the Proclamation every 30 days or terminate
the local emergency.
It is recommended that the City Council again continue the Proclamation of Emergency ratified
in Resolution No. 2017-78 and review the status of the Proclamation again within 30 days.
FINANCIAL AND/OR POLICY IMPLICATIONS:
There is potential for recovery of costs by the City due to the declared state of emergency.

2
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Item 4.

CITY OF CLEARLAKE
CITY COUNCIL STAFF REPORT
MEETING OF: March 4, 2021
Agenda Item No.
Subject:

Continuation of Declaration of Local Emergency Date: February 26, 2021
Issued on March 14, 2020 and Ratified by Council
Action March 19, 2020
Reviewed & Approved:

From:

Melissa Swanson, Administrative Services
Director/City Clerk

Recommended Action:

By motion keep declaration of emergency active and set next
review in sixty days

ISSUE STATEMENT AND DISCUSSION:
On March 13, 2020 City Manager Flora, as the Director of Emergency Services for the City of
Clearlake, declared in the attached Proclamation by the Director of Emergency Services
Declaring a Local Emergency due to the state and federal declaration of the COVID19/Coronavirus pandemic:
“That conditions of disaster or extreme peril to the safety of the persons and property
have within the City that are likely to be beyond the control of the services, personnel,
equipment, and facilities of the City”
According to California Government Code Section 8630:
(a) A local emergency may be proclaimed only by the governing body of a city, county,
or city and county, or by an official designated by ordinance adopted by that governing
body.
(b) Whenever a local emergency is proclaimed by an official designated by ordinance,
the local emergency shall not remain in effect for a period in excess of seven days unless
it has been ratified by the governing body.
(c) The governing body shall review the need for continuing the local emergency at least
once every 30 days until the governing body terminates the local emergency.

1
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Item 4.

(d) The governing body shall proclaim the termination of the local emergency at the
earliest possible date that conditions warrant.
On March 19th, 2020, the Council ratified the Proclamation of the Local Emergency by adoption
of Resolution No. 2020-10. The Council must continue the Proclamation every 60 days or
terminate the local emergency.
It is recommended that the City Council again continue the Proclamation of Emergency ratified
in Resolution No. 2020-10 and review the status of the Proclamation again within 60 days.
FINANCIAL AND/OR POLICY IMPLICATIONS:
There is potential for recovery of costs by the City due to the declared state of emergency.

2
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Item 5.

February 25, 2021
Alan Flora, City Manager
City of Clearlake
14050 Olympic Drive
Clearlake, CA 95422
RE:

2020 Annual Solid Waste & Recycling Report

Dear Mr. Flora:
Pursuant to the Franchise Agreement between Clearlake Waste Solutions (CWS) and the City Of
Clearlake, an annual report to the City is due by March 1st of each year. We are pleased to submit the
attached report for 2020 that summarizes CWS activities during the previous calendar year.
As we noted in last year’s report, California’s recycling rate was moving in the wrong direction and had hit
an all-time low. Just days after we shared this information with the City, a shelter in place was ordered in
CA in light of the pandemic and now a struggling recycling industry faces a new crisis with coronavirus.
The impacts of COVID-19 on the waste industry are significant.
The price of oil dropped to a record $0 trading price, making it more cost effective for manufacturers to
use virgin PET plastic instead of recycled material in their products. Concerns about virus transmission
increased the use of single-use plastics by both business and consumers – a product that struggles to
find a market. Supply chain interruptions began and continue, creating real-time complications from
procuring equipment to shipping material.
Under these uncertain and challenging conditions, CWS continued to provide reliable service to the City.
We implemented stringent safety protocols to protect the health of our employees and in turn, the public
health of our customers. While in-person contact was limited, we focused on providing education and
outreach through our website, ClearlakeRecycles.com, social media outlets and customer calls. CWS,
as always, remains a partner with the City and civic organizations to the betterment of our community.
As always, we are proud to serve the City of Clearlake. If you have any questions, please don’t hesitate
to call Bruce, Linsey or myself at 707-234-6400.

Sincerely,

Kristyn Byrne, Clearlake Waste Solutions
Attachments:
CWS Spring and Fall 2020 Newsletters
ClearlakeRecycles.com Quarterly Reports
Residential Customer List - CONFIDENTIAL
Commercial Customer List - CONFIDENTIAL

Clearlake Waste Solutions
P.O. Box 60 / Ukiah, CA 95482
Phone 707-234-6400 / Fax 707-234-6404 / www.candswaste.com
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Item 5.

Clearlake Waste Solutions (CWS)
2020 Annual Report
HIGHLIGHTS
v Since Clearlake City Ordinance #198-2017 for Universal Garbage Service went
into full implementation and enforcement. Participation has continued to
increase. CWS now serves 5121 residential customers (an increase of 153
customer in 2020) and 243 commercial customers.
v Year over year we continue to see an increase in traffic to the online
interactive recycling guide that CWS launched www.ClearlakeRecycles.com in
coordination with www.LakeCountyRecycles.com to educate residents and
businesses about recycling, contamination and waste reduction (see attached
reports from 2020).
v 352 items were collected in 2020 through the bulky item collection
program. This is a 56% increase from total items collected in 2019. CWS
provides outreach about this program in our new customer packets as well as
on our quarterly invoices, bi-annual newsletters and website.
v CWS continues to work with CalRecycle staff year-round, responding to their
requests for information about the City’s solid waste and recycling activities.
v In July 2020, CWS prepared the City’s 2018 Electronic Annual Report (EAR) for
CalRecycle. This comprehensive report provides a status report on each of
Clearlake’s programs related to recycling and waste reduction so that
CalRecycle can confirm the City’s compliance with AB939 and other regulations.
v As required by the City’s Mandatory Commercial Recycling (MCR) Plan for
compliance with AB341, CWS monitored the qualifying businesses and
apartment complexes that do not subscribe to recycling collection service,
contacted them to inform them about the AB341 requirement to recycle,
discussed recycling opportunities, and reported this information to CalRecycle.

Clearlake Waste Solutions
P.O. Box 60 / Ukiah, CA 95482
Phone 707-234-6400 / Fax 707-234-6404 / www.candswaste.com
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v In the spring and fall of 2020, color newsletters were included with the billing
statements mailed to all residential and commercial customers
v At service sign-up, new customers continue to receive comprehensive written
and verbal information about CWS services - including full-color recycling and
green waste guides - to provide education on proper recycling and how to avoid
contamination and overfill charges.
v For the 4th year, CWS provided Citizens Caring 4 Clearlake (CC4C) with free
hauling services on a regular basis.
v Drivers and operational staff routinely check customers recycling carts for
contamination. When contamination is discovered, CWS calls the customer and
mail them a recycling information packet.
As required per the Franchise Agreement, the current customer list with addresses is
enclosed. Please note the customer lists are confidential from third parties.

Clearlake Waste Solutions
P.O. Box 60 / Ukiah, CA 95482
Phone 707-234-6400 / Fax 707-234-6404 / www.candswaste.com
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DATA: RECYCLING, DISPOSAL & DIVERSION
Curbside recycling and overall disposal figures for the City of Clearlake over the last
eleven (11) years reveal that curbside recycling has increased during this period as
follows:
Chart 1
Curbside Recycling & Green Waste, 2009-2020
City of Clearlake

Recycling Collection
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Over the last eleven years, City residents and businesses have increased the amount
of material recycled at the curb from 2,390 tons/year to 3,974 tons/year. From 2019 to
2020 alone we saw a combine 13% increase in curbside recycling.
Chart 2
Per Capita Disposal Rate, 2007-2019
The most important number to CalRecycle is the Per Capital Disposal Rate, measured
Clearlake Waste Solutions
P.O. Box 60 / Ukiah, CA 95482
Phone 707-234-6400 / Fax 707-234-6404 / www.candswaste.com
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in pounds per person per day (ppd). The City of Clearlake has a target per capita
disposal rate of 4.3 ppd.
City of Clearlake
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Chart 3. Diversion Rate, 2007-2019
As the per capita disposal rate decreases, the landfill diversion rate increases as shown
in the chart below.
City of Clearlake
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HOUSEHOLD HAZARDOUS WASTE
In partnership with the County of Lake Public Services Department we continue to offer
Household Hazardous Waste (HHW) collections that are also benefitting Clearlake
residents:
v Total number of cars for the 2020 Clearlake collections was 780
v Outreach provided in spring newsletter to customers as well as County
advertising on the radio and their website
v Residents no longer have to wait for HHW events for Paint Recycling since
disposal has been available free of charge during regular operating hours at
Eastlake Landfill and at our facility, Lake County Waste Solutions Transfer
Station, in Lakeport.
v Since 2014, the County has been sponsoring free disposal of sharps. Sharps are
accepted during regular operating hours at Eastlake Landfill and Lake County
Waste Solutions Transfer Station in Lakeport.
v Through the County of Lake’s successful tire amnesty program as well as their
appliance program both materials continue to be accepted for the majority of the
year free of charge to residents at the Lake County Waste Solutions Transfer
Station in Lakeport.
v Over 8,900 gallons of latex paint was collected and processed for free reuse by
City and County residents.

Clearlake Waste Solutions
P.O. Box 60 / Ukiah, CA 95482
Phone 707-234-6400 / Fax 707-234-6404 / www.candswaste.com
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CITY OF CLEARLAKE
CITY COUNCIL
MEETING OF: March 4, 2021
Subject:

Receive Presentation on Downtown Strategic Date: February 26, 2021
Vision and Consideration of Contract with
Downtown Strategies for Implementation of
Various
Recommendations
(Downtown Reviewed & Approved:
Implementation Proposal)

From:

Alan D. Flora, City Manager

Recommended Action:

Approve Clearlake’s Downtown Strategic Vision and Authorize the
City Manager to Execute a Contract with Downtown Strategies
Consistent with the Downtown Implementation Proposal

BACKGROUND:
In 2019 the City of Clearlake began a relationship with Retail Strategies for retail business
recruitment. The foundation of Retail Strategies is based on a data-driven approach and utilizing
existing relationships with national retailers to bring new business to Clearlake. Much of the
current emphasis is based on attracting new businesses to the Highway 53 corridor. Both the
City and our partners at Retail Strategies are sensitive to the need to attract mor business activity
into the “downtown” area of Clearlake, however this takes a different approach to be successful,
in large part due to Clearlake not offering a traditional downtown environment. Further, what is
considered the downtown area struggles from a lack of adequate infrastructure, particularly
pedestrian and multi-model transportation amenities, and many, many buildings that are
suffering from a lack of investment.
The City discovered that Retail Strategies created a new sister company that focused on this very
thing, while utilizing a similar data driven approach. The City entered into a contract with
Downtown Strategies to develop a Downtown Strategic Vision that built upon previous studies
that have been completed and created a path forward that was implementable rather than just
a dream. In October of 2020 Downtown Strategies hosted a Stakeholder Input Session which was
attended by various business owners and other interested parties within the community.
1
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At this time Downtown Strategies has completed the Strategic Vision and will present an
overview of their recommendations.
Further, staff have asked Downtown Strategies to provide a proposal for a further relationship
on which items from the Vision they can assist the City with implementing. This proposal is
included as well.
Funding for both the Strategic Vision and Implementation Proposal are covered with state funds
already appropriated in the City’s budget.
RECOMMENDED ACTION:
Approve Clearlake’s Downtown Strategic Vision and Authorize the City Manager to Execute a
Contract with Downtown Strategies Consistent with the Downtown Implementation Proposal
ATTACHMENTS:
1. Downtown Strategic Vision
2. Downtown Implementation Proposal
3. Downtown Strategies Implementation Contract

2
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2021

Downtown
Strategic
Vision
Strictly Private & Confidential

Clearlake, California

retailstrategies.com

|

[205] 314-0386

|

info@retailstrategies.com

2200 Magnolia Ave South, Suite 100 Birmingham, AL
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Dear Alan,
Through our Downtown Strategic Visioning process, we assessed the five pillars of Clearlake’s Downtown mix:
Market Analysis, Design, Tourism & Promotion, Economic Vitality and Policy & Administration, to provide a true
roadmap to revitalization.
For the City of Clearlake, CA, we identified and
created a tailored strategy to enhance, revitalize, and
mobilize this community’s efforts. When properly
fueled, this Downtown can be a powerful economic,
tourism, and quality of life engine and our team of
professionals was honored to help you define this
potential and empower this community to achieve it.

Downtown Strategies exists to assist
communities in taking the next, or first,
step in their Downtown’s journey.

Downtown Strategies’ Strategic Visioning process operates on three key tenets: utilizing asset-based methodology
based on the community’s existing strengths and potentials, holistically evaluating the community’s Downtown
potential, and creating implementable strategies for continued success..
The holistic approach utilized in our process included varying degrees of emphasis on the five pillars:

•

Market Analysis to uncover and define the
economic potential in your Downtown area

•

Policy & Administration to ensure the recommendations
of the plan include a road map to turn them into reality
by creating a strong foundation for a sustainable
revitalization effort

•

Design to support a community’s transformation by
enhancing the physical and visual assets that set the
commercial district apart,

•

Tourism and Promotion to position your downtown as the
center of the community and hub of economic activity,

•

Economic Vitality to assist new and existing businesses,
catalyze property development, and create a supportive
environment for entrepreneurs and innovators that drive
local economies.

Jenn Gregory, President
Downtown Strategies
Retail Strategies

We appreciate the opportunity to partner with you and your team, and we look forward to continuing a strong and
productive relationship as you all embark on this revitalization journey.
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DOWNTOWN STRATEGIES

Your Team
Jenn Gregory
President
Downtown Strategies

Jenn founded a consulting firm specializing in solutions for community development, downtown
revitalization, retail recruitment, non-profit board development, governmental relations, and public
affairs, where she has represented clients in Alabama, Arkansas, Mississippi, and South Carolina.
jgregory@retailstrategies.com | [662] 617-1711

Elliott Cook
Retail Development Coordinator
Retail Strategies

As Retail Development Coordinator, Elliott specializes in retail recruitment and focuses on the
identification of companies to fill the product and service gaps within each city’s trade area.
elliott@retailstrategies.com | [205] 314-0384

Laura Marinos
Director of Client Services
Downtown Strategies

As the Director of Client Services for Downtown Strategies, Laura is the senior point of contact for
day-to-day management and implementation of services for new and existing clients for the
Downtown Strategies platform.
laura.marinos@retailstrategies.com | [205] 314-0386

Ryder Richards
Creative Director
Retail Strategies

Ryder specializes in design and web development. Developing marketing materials and all forms of
digital or new media his role allows for a unique combination of a creativity and technical wizardry.
Yes, that’s right, Ryder is a wizard.
rrichards@retailstrategies.com | [806] 790-5508

Charlene Capps
Director of Research
Retail Strategies

As a Director, Research & Analytics for Retail Strategies, Charlene increases efficiencies by
creating standardized practices. She finds best ways to tell the story through numbers and datadriven insights that assist with deal making decisions.
ccapps@retailstrategies.com | [205] 905-5708
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SUMMARY
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$ NOW
no cost

1

Serve as a conduit between small
businesses and available resources
amidst COVID-19.

2

Work with existing property owners
with vacancies in the Downtown area
to explore these creative strategies
for activating vacant space and
supporting entrepreneurship.

3

Continue to pursue Clearly Creative
public art plan in partnership with
Lake County Arts Council, prioritizing
nodes, and paying homage to
Clearlake’s significant cultural and
diverse history.

4

Assemble a prospect list for
recruiting local and regional based
retail. restaurants, and developers
according to categories identified in
report.

5

Partner with the Lake County Arts
Council to implement a storefront art
initiative.

6

Engage a consultant to facilitate a
branding exercise for the City of
Clearlake, establishing a strong, clear
brand for the city and its path
forward.

7

Encourage the Chamber of
Commerce, or create a small
business development committee, to
hold merchant training and
workshops to encourage local
Clearlake business owners to
increase their level of operations,
modernize their reliance on
technology, and implement new and
savvy ways to reach customers of all
generations.

35
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1

Immediately prioritize the public
investment of infrastructure through
a Complete Streets approach.
Utilizing the Lakeshore Drive plan as
a starting point, engage an
engineering/design firm to update
the plans and begin construction
incrementally, beginning at Austin
Park.

2

Utilizing gateway design treatments,
begin to position each node in
Downtown Clearlake as a distinct,
unique area with specific entry points
and specific characteristics. Each
gateway into each node should have
branded signage and an obvious
transition from existing design
conditions into Downtown specific
design conditions.

3

List the Downtown district on the
National Register of Historic Places,
then promote the benefits of state
and federal tax credits to property
owners in Downtown Clearlake and
support rehabilitation and
redevelopment of historic properties
in the Downtown area.

4

Branded wayfinding signage should
be strategically implemented to
provide directional navigation to and
from key destinations such as each
Downtown node, City Hall, and other
key city locations.

5

Hire a local architect to create a
speculative walk-up window
restaurant build-out design to share
with popular restaurants and
property owners in the area.

$ YEAR 1-3
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1

Engage a consultant to create a
“Design Guidelines” booklet to
incorporate preferred and
recommended styles of façade
and design elements within the
Downtown district.

2

Invest in streetscape amenities
to enhance pedestrian space of
redeveloped properties within
corridor.

3

$

YEAR 3-5

4

5

5

Order and install wayfinding
signage, featuring new
brandmarks, to provide
directional navigation to and
from key destinations Austin
Park, Highlands Park, Redbud
Park, the Airport development,
Hospital, public parking, and
other key locations.
Once sidewalk and bike lane
infrastructure is constructed,
develop a bike and scooter
rental program hubbed at Austin
Park to promote Downtown as a
recreational destination and hub
for the City of Clearlake.
Partner with the local school
district or Lake County Arts
Council on the design and
construction of a collection of
artistic bike racks to be placed in
pivotal locations throughout the
City and Downtown for
enhanced connectivity and
cyclist experience.
Enhance the existing bus service
by adding a Downtown specific
trolley bus. Over time, federal
funds can be applied for
building a streetcar light rail
system in the Downtown area.
See the Congressional Research
Service FAQ document on your
flash drive for best practices and
opportunities for funding.
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2

MARKET
ANALYSIS

We begin by assessing your consumers from multiple geographies.
Using our advanced analytics and proprietary tools, we uncover and
define the economic potential in your Downtown area based on a
custom trade area derived from mobile data tracking.

38
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MARKET ANALYSIS

Our Research
Memberships, Subscriptions & Customized Reports

Downtown Strategies is proud to be a
member of Main Street America and
the International Downtown Association.

Research Partners & Geographic Information Systems

39
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MARKET ANALYSIS

Our Research

Where does all this information come from?
Here are a few of the demographic data sources used:

40
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MARKET ANALYSIS

Mobile Data Tracking
Mobile data tracking uses data collected from mobile phone users who have agreed within
their apps and phone settings to enable location information. This technology includes
mobile phone data with latitude and longitude points that are accurate to approximately
20 feet. Data inputs are updated as quickly as every 24-hours.
The data shown includes shoppers who visited the defined location during a 1-year time
period. This tool allows us to identify where consumers are actually coming from to shop
in your market (Custom Trade Area) using actual data. This information is used to optimize
your trade area, analyze business locations, compare frequency of visitors, and more
accurately predict business success.
This data is intended to support the trade area but does not solely define the trade area.

The location tracked: Walmart

January 2020 – January 2021
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MARKET ANALYSIS

Our Research

State of California
Population – 39.78 Million

Clearlake, CA (CTA)
Population – 46,024
*The following demographics reflect the
Custom Trade Area (CTA) and not
geographic community boundaries.
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MARKET ANALYSIS

Our Research
POPULATION

46,024
2020 estimated
population

11.0%

51,080

projected growth rate
2020-2025

projected 2025
population

43

45

male avg. age

female avg. age
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MARKET ANALYSIS

Our Research
CURRENT YEAR ESTIMATED
POPULATION BY RACE
Asian
1%

Black
2%

Other
5%

Latino
19%

Race
Asian
Black
Latino
White
Other

White
73%
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MARKET ANALYSIS

Our Research
CURRENT YEAR ESTIMATED
HOUSEHOLDS BY HOUSEHOLD SIZE

6,921

25,101

5,577

number of households

$43,689

median
household
income

2,665
1,987

991
406

329
37%
30%
14%
11%
5%
2%
2%
1-person 2-person 3-person 4-person 5-person 6-person 7 or more
household household household household household household person
household
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MARKET ANALYSIS

Our Research
2020 ESTIMATED HOUSING UNITS
BY TENURE
20,000

18,877
18,000

$504,435

16,000

14,000

12,424

average housing unit value

12,000

Vacant Housing Units
10,000

Occupied Housing Units
Owner-Occupied
Renter-Occupied

8,000

6,453

6,225
6,000

4,000

2,000

0

Vacant Housing Units Occupied Housing
Units

Owner-Occupied

Renter-Occupied
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MARKET ANALYSIS

Our Research
CURRENT YEAR ESTIMATED
HOUSEHOLD BY TYPE

9%

Nonfamily Households

6%

No own children under 18 years

2.41

8%

With own children under 18 years

14%

Female Householder: no husband present:

people per household
No own children under 18 years

3%

With own children under 18 years

3%

6%

Male Householder: no wife present:

28%

No own children under 18 years

13%

With own children under 18 years

41%

Married-couple family

61%

Family Households

30%

1 Person Households
0

2,000

4,000

6,000

8,000

10,000

12,000

14,000
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MARKET ANALYSIS

Our Research
DAYTIME POPULATION
Children at home

Retired/Disable persons

Homemakers

Work at Home

Employed

Unemployed

Student Populations

5%

25%

20%

7%

16%

8%

19%

39,087

daytime population
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MARKET ANALYSIS

Our Research
EMPLOYEMENT TYPE
Military
0%

Unclassified
1%

White Collar
36%

Blue Collar
63%

White Collar

Blue Collar

Military

Unclassified

49

Downtown Strategic Vision for Clearlake

19

Item 6.

MARKET ANALYSIS

Our Research
CURRENT YEAR ESTIMATED POPULATION
AGE 25+ BY EDUCATIONAL ATTAINMENT

Doctorate Degree

161

Professional School Degree

Master's Degree

Bachelor's Degree

446

1,143

3,193

Associate Degree

3,679

Some College, no degree

9,733

High School Graduate (or
GED)

10,028

Some High School, no
diploma

Less than 9th grade

2,885

1,922
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MARKET ANALYSIS

Our Research
OPPORTUNITY GAP (SHORTAGE)
$54,867,323

Grocery Stores

$47,086,681

Gasoline Stations

$42,819,469

Other General Merchandise Stores
$27,920,904

Clothing Stores
Health & Personal Care Stores

$23,349,860

Limited-Service Eating Places

$23,125,879
$19,499,266

Full-Service Restaurants

$18,252,557

Department Stores

$12,387,582

Building Material & Supplies Dealers

$11,044,308

Electronics & Appliance Stores

$6,752,553

Special Food Services

$5,498,164

Beer, Wine & Liquor Stores
Shoe Stores

$4,797,417

Sporting Goods & Hobby

$4,576,896

Specialty Food Stores

$4,385,521
$1,680,680

Office Supplies, Stationery & Gift Stores
Automotive Parts, Accessories, & Tire Stores

$981,949

Bars/Drinking Places (Alcoholic Beverages)

$778,334
$0

$10,000,000 $20,000,000 $30,000,000 $40,000,000 $50,000,000 $60,000,000
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MARKET ANALYSIS

Our Research
DOWNTOWN BUILDING INVENTORY
For your Downtown, assessing your consumers from multiple geographies is key.
Using our advanced analytics, and proprietary tools, we help you uncover and
define the economic potential in your Downtown area.

52

Downtown Strategic Vision for Clearlake

22

Item 6.

MARKET ANALYSIS

Our Research
COMMUTE PROFILE
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MARKET ANALYSIS

Tapestry Segmentation Profile
Tapestry Segmentation classifies neighborhoods into 67 unique segments based not only
on demographics but also socioeconomic characteristics. It describes US neighborhoods
in easy-to-visualize terms, ranging from Soccer Moms to Heartland Communities.
Tapestry gives you insights to help you identify your best customers, optimal sites, and
underserved markets by understanding customers' lifestyle choices, what they buy, and
how they spend their free time.

68

54

Downtown Strategic Vision for Clearlake

24

Item 6.

MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Walkability Assessment
What’s your Community’s Walk Score?
A community’s walk score is determined by analyzing 3 factors: walkable distance between
boundaries, presence of a comprehensive network of pathways designed for pedestrians and
cyclists, and variety of restaurants, retailers, and service providers necessary for regular life.
This assessment shows your Downtown with boundaries notating a 5, 10, and 20-minute
walk. A walk time from one Downtown boundary to the next that exceeds 20 minutes is not
considered walkable.

59
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MARKET ANALYSIS

Walkability Assessment
A community’s walk score is determined by analyzing 3 factors: walkable distance
between boundaries, presence of a comprehensive network of pathways designed for
pedestrians and cyclists, and variety of restaurants, retailers, and service providers
necessary for regular life.

1

Walkable Distance Between Boundaries
Clearlake’s Downtown boundaries fall outside of a 1-mile radius
or a 20-minute walk time from center point to end of the area.
A 20-minute walk is considered extremely walkable from a
distance perspective, so Downtown Strategies recommends
focusing downtown revitalization efforts first on the Austin Park
node (referenced in this report,) incrementally extending efforts
to the rest of the corridor.

2

Presence of a Comprehensive Network of Pathways
Clearlake’s Lakeshore Drive infrastructure plan should be
pursued to focus on creating a comprehensive network of
pathways through the corridor connecting with adjacent artery
roads. Sidewalks, curb cuts, and bike lanes are important
infrastructure elements for a walkable Downtown area.

3

Variety of Restaurants, Retailers & Service Providers Present
In addition to infrastructure, the greatest amount of potential
lies with identifying more qualified restaurant and retailer
prospects and matching those with available real estate in the
Downtown area to improve the business offerings. Downtown
Clearlake has the potential to be a true destination for
residents and visitors.
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Walkability Assessment
The following demographics represent the population of residents within a 20 minute walk time
of the Downtown Study Area. Keep these figures in mind when imagining the possible
economic impacts of developing your Downtown into a walkable destination.
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Mobile Tourism Summary

The location tracked: Austin Park

January 2020 – January 2021
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Mobile Tourism Summary
Location Information

Visit Summary

Location Name

Austin Park

Address

14135 Olympic Dr

City, State

Clearlake, CA
Museums, Historical Sites, and Similar
Institutions

Category

Nature Parks and Other Similar
Institutions

Sub Category

Captured Annual Visitors

1,272

Tourist Visitors

6.3%

Captured Out of Country Visitors

68

Median Dist. Travelled

0

2.37 mi

Median Dwell Time

17 min

Visitor Type by Month (US Residents)
Local Shoppers
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% by Mileage
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Cumulative
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30%

20%

20%
10%

10%
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80%
50%
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10-20
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Mobile Tourism Summary

The location tracked: The Spot

January 2020 – January 2021
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Mobile Tourism Summary
Location Information

Visit Summary

Location Name

The Spot

Address

14625 Lakeshore Dr

City, State

Clearlake, CA

Category

Restaurants and Other Eating Places

Sub Category

Full-Service Restaurants

Captured Annual Visitors

524

Tourist Visitors

19.4%

Captured Out of Country Visitors

68

Median Dist. Travelled

0

18.87 mi

Median Dwell Time

53 min

Visitor Type by Month (US Residents)
Local Shoppers

20%
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10%
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3

RESPONDING TO
COVID-19

With Small Businesses suffering now more than ever in the midst
of COVID-19, cities should prioritize support of entrepreneurs
and encourage creative strategies for property owners to backfill
current or forthcoming vacancies.
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COVID-19

Resources for Small Businesses &
City Leaders
Serve as a conduit between small businesses and
available resources
Small businesses are overwhelmed, and information from the
Federal government is constantly changing and updating.
Support the community by serving as a local expert and conduit
between these small businesses and resources included within
this report.

Main Street America recently surveyed 1,600 Downtown commercial districts,
comprised of over 300,000 small businesses. According to their forecasts released
in April 2020, approximately 3.5 million businesses are in danger of permanent
closure over the next two months, while 7.5 million are in danger of closing over
the next five months as a result of the COVID-19 crisis.
Similarly, depending on geographic location, anywhere between 50-75% of
businesses responding indicated that they did not have a digital commerce presence
prior to COVID-19.

Your team at Downtown Strategies has created the following resources that will
equip you with fresh and creative strategies and solutions and encourage you to
take inspiration from best practices other communities have implemented to create
a recovery and rebuild plan of your own:
• 2021 Coronavirus Response and Relief Supplemental Appropriations Act Summary
• 2020 CARES Act Summary
• Top Questions Answered: City Management & Funding
• Navigating COVID-19 for Small Businesses
• Small Business Financial Resources
• Plan Ahead: Start Today to Ensure Your Community is “Open for Business” Tomorrow
• Community to Community: Knowledge Sharing Platform
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Coronavirus
Response & Relief
Supplemental
Appropriations Act
Summary
December 2020
Subject to Change
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COVID-19

Coronavirus Response and Relief
Supplemental Appropriations Act
On December 21, 2020, Congress passed the Coronavirus Response
and Relief Supplemental Appropriations Act, 2021 (H.R. 133) to
provide more than $900 billion in emergency assistance for
individuals, families, non-profits and businesses impacted by the
COVID pandemic.
President Trump signed the bill into law on December 27, 2020,
allowing relief funding to begin to be distributed across the United
States.

Direct Payments
Includes another round of stimulus checks of $600 for individuals who make up to
$75,000 and $1,200 for couples who make up to $150,000, as well as an extra $600 per
eligible dependent. The payments will be based on income from 2019 and could arrive as
early as the first of January 2021.

Rental Assistance
Creates an emergency federal rental assistance program run by the Treasury Department
and administered by state and local governments, based on population. Includes $25
billion in funding for the program, which will provide targeted assistance to renters
impacted by the pandemic. Eligible renters will be able to use this assistance for past due
rent, future rent payments, as well as to pay utility and energy bills and prevent shutoffs.
The eviction moratorium was also extended through the end of January 2021.

Universal Charitable Deduction
Includes an extension of the $300 universal charitable deduction for non-itemizers
through 2021 and doubles the cap to $600 for joint filers.
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Coronavirus Response and Relief
Supplemental Appropriations Act
Small Business Support
$325 billion allotted to help small businesses includes $284 billion for first and second
forgivable Paycheck Protection Program loans and expands eligibility for local
newspapers and TV and radio broadcasters. The bill also includes $20 billion for
Economic Injury Disaster Loans.
The bill requires the Small Business Administration (SBA) to establish regulations on
small-business support no later than 10 days after the legislation is signed into law, which
would be Wednesday, January 6.
Businesses that received PPP loans would be able to take tax deductions for the
expenses covered by forgiven loans –

Paycheck Protection Program
Included are several provisions for first – and second – PPP applicants:
• Loans are available until March 31, 2021 (i.e., deadline to apply for PPP.)
• The loan forgiveness process is simplified for loans of $150,000 or less.
• Organizations with 300 or fewer employees that can demonstrate a revenue
decline of at least 25 percent in any quarter in 2020 over the same quarter
in 2019 can receive a second PPP loan of up to $2 million.
• $35 billion of PPP funds are reserved for first time loan recipients.
• Forgiven PPP loans will not be classified as income and tax deductions are
now allowed for expenses paid with proceeds of forgiven PPP loans.

Economic Injury Disaster Loans (EIDL)
Additional $20 billion added to the EIDL Program. These loans provide
eligible applicants with favorable 30-year loans accompanied by forgivable
grants, as an advance, of up to $10,000. Payments on these loans are deferred
for a year. Applicants must employ 500 or fewer employees and demonstrate
a working capital loss due to COVID.
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Coronavirus Response and Relief
Supplemental Appropriations Act
Small Business Support
Non-Profit Eligibility
Beginning early 2021, 501(c)(6) nonprofits can apply for PPP loans under the
following criteria:
• The organization does not receive more than 15 percent of receipts from
lobbying activities.
• The lobbying activities do not comprise more than 15 percent of total
activities
• The cost of lobbying activities of the organization did not exceed
$1,000,000 during the most recent tax year that ended prior to February
15, 2020; and
• The organization has 300 or fewer employees

Payroll Tax Deferral
Employers that utilized the payroll tax deferral executive order issued in
September would now have until the end of 2021 to pay back deferred taxes,
rather than the end of April.

Employee Retention Tax Credit (ERTC)
Extends the refundable tax credit starting January 1, 2021 through July 1,
2021 and significantly expands access:
• Increases the limit on per-employee creditable wages from $10,000 for the
year to $10,000 for each quarter;
• Increases the credit rate from 50 percent to 70 percent of qualified wages;
• Expands eligibility by reducing the required year-over-year decline in gross
receipts from 50 percent to 20 percent.
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Coronavirus Response and Relief
Supplemental Appropriations Act
Small Business Support
Other Tax Provisions
Temporarily extends tax breaks for renewable energy, including incentives for
wind energy and carbon capture and includes deductions for business meals.
Lower excise taxes on beer, wine and spirits that were set to expire Dec. 31
will be permanently extended, and tax incentives for investing in low-income
areas and hiring workers from disadvantaged groups would be extended for
five years.

Health & Vaccines
$69 billion for vaccines, testing, tracing, and to support community health and health
care providers.

Child Care and Development Block Grants (CCDBG)
$10 billion in federal grants to provide childcare subsidies for low-income families with
children under age 13. The CCDBG also allows for flexibility to pair state and federal
funds to improve the overall quality of childcare available to families within existing state
and local systems. This includes $250 million for the Head Start program.

Banks
$12 billion in support to small lenders focused on low-income and minority communities.

Entertainment Venues
$15 billion for independent movie theaters, live entertainment venues and cultural
institutions.
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Coronavirus Response and Relief
Supplemental Appropriations Act
Farms
$12 billion to crop farmers, cattle ranchers and rural communities. This includes funds to
growers that may sell goods at local farmers markets.

Postal Service
$10 billion forgivable grant to the United States Postal Service, and previous conditions
imposed by the Treasury in the CARES Act would no longer apply.

Other
•
•
•
•
•

Transportation: $45 billion
Education: $82 billion
Nutrition and agriculture: $26 billion
Community development: $12 billion
Broadband access: $7 billion

2021 COVID-19 Relief Bill Allocation
350
300
250
200
150
100
50
0

Select Relief Categories (in
billions)
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CARES Act Economic Relief Plan
Overview
Congress' $2 trillion coronavirus stimulus package is the rare
bipartisan legislative agreement that will have an immediate and
lasting impact on ordinary citizens around the country.
Thousands of dollars in direct payments to most Americans, as well as a
huge loan package designed to help keep small businesses afloat as Main
Street struggles through what could become the worst recession in
American history will soon be available.

Direct Payments
Americans will receive a one-time direct deposit of up to $1,200, and couples will receive
$2,400. The payments will be phased out based on income levels, before ending for
those earning more than $99,000 annually. Families receive an additional $500 per child.

Small Businesses
Small businesses will receive $367 billion to keep making payroll while workers have to
stay home. Companies with 500 employees or less that keep paychecks steady could get
up to $10 million each in forgivable small business loans. Federally guaranteed loans will
provide eight weeks of assistance for qualifying employers who maintain payroll. Those
who meet requirements would have costs such as utilities, mortgage interest and rent
forgiven.
* On Friday, April 24, the President signed a $484 billion bill, which largely replenishes
this fund for Small Businesses.

States and Local Governments
States and local governments will receive $150 billion, with $8 billion set aside for tribal
governments.
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CARES Act Economic Relief Plan
Overview
The Unemployed
The program's extended unemployment insurance program ensures laid-off workers, on
average, will receive their full pay for four months. It also allows furloughed workers to
stay on as employees, so that when the crisis ends they can quickly resume work. The
deal extends to gig economy workers, such as Uber drivers as well.

Hospitals and Health Care Workers
The deal injects $100 billion into hospitals and the nation's health system, and billions
more into providing personal and protective equipment for health care workers, testing
supplies, and increased workforce and training.

Industry
Big businesses like airlines and others will receive $500 billion in loans, which would
ideally help stave off layoffs for employees in these industries.

Payroll Taxes
The measure enables individuals to defer payment of their 2020 payroll taxes until 2021
and 2022.

*There are a multitude of other provision for various programs within government and
the private sector. For the full text of HR 458, please visit www.congress.gov.
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City & State Funding Opportunities
Coronavirus Relief Fund
• Creates a $150 billion fund to provide direct assistance to states and localities to
use for expenditures incurred due to the public health emergency with respect to
COVID-19 in the face of revenue declines, allocated by population proportions,
with a minimum of $1.25 billion for states with relatively small populations. 55% to
states; 45% to localities. Localities eligible for direct assistance include: a county,
municipality, town, township, village, parish, borough, or other unit of general
government below the State level with a population that exceeds 500,000.
• The language states that a State, Tribal government, and unit of local government
shall use the funds provided under a payment made under this section to cover
only those costs of the State, Tribal government, or unit of local government
that—‘‘(1) are necessary expenditures incurred due to the public health
emergency with respect to the Coronavirus Disease 2019 (COVID-19); ‘‘(2) were
not accounted for in the budget most recently approved as of the date of
enactment of this section for the State or government; and ‘‘(3) were incurred
during the period that begins on March 1, 2020, and ends on December 30, 11
2020.
• In addition to federal aid, states also have the option to access their own
emergency reserves called rainy day funds, which are intended to help fill budget
gaps and allow states to respond to unexpected events like the coronavirus
outbreak. Overall rainy day fund balances are at an all-time high, but spending
levels are still not back to their pre-2008 levels and budgets have become more
rigid as fixed costs (like Medicaid) have ballooned; this means that despite recordhigh levels of emergency cash, states may not have enough on hand to endure a
prolonged economic downturn.

Department of Commerce
• Economic Development Administration (EDA) – The bill provides $1.5 billion for
economic adjustment assistance, which can be used to help rebuild impacted
industries such as tourism or manufacturing supply chains, capitalize local funds to
provide low-interest loans to businesses of all sizes, and support other locallyidentified priorities for economic recovery.
• Support for Manufacturing – $50 million is provided for the Manufacturing
Extension Partnership to help small- and medium-sized manufacturers recover.

78

Downtown Strategic Vision for Clearlake

48

Item 6.

COVID-19

Small Business Funding Opportunities
The Senate’s plan currently supports American small businesses in the
following ways:

• A 50% refundable payroll tax credit on worker wages will further incentivize
businesses, including ones with fewer than 500 employees, to retain workers
• Looser net operating loss-reduction rules that will allow businesses to offset more
• A delay in employer-side payroll taxes for Social Security until 2021 and 2022
• Sole proprietors and other self-employed workers could be eligible for the
expanded unemployment-insurance benefits the bill provides
• A portion of the $425 billion in funds appropriated for the Federal Reserve’s credit
facilities will target small businesses
The Small Business Administration, under the stimulus package, will oversee the Paycheck
Protection Program, which will distribute $350 billion to small businesses that can be
partially forgiven if the companies meet certain requirements. The loans will be available
to companies with 500 or fewer employees.
Businesses can receive loans up to $10 million, based on how much the company paid its
employees between Jan. 1 and Feb. 29. The loans will carry an interest rate up to 4%. The
bill provides for an expedited origination process.
If the business uses the loan funds for the approved purposes and maintains the average
size of its full-time workforce based on when it received the loan, the principal of the loan
will be forgiven.
** Since the original allotment of $350 billion was allocated, Congress passed a
replenishment of funding totaling $320 billion specifically for the Paycheck Protection
Program, that was signed into law on April 24, 2020 by President Trump.
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Retailer Funding Opportunities
Hotels
The majority of U.S. hoteliers qualify as businesses with fewer than 500 employees, making less than
$35 million in annual revenue, and therefore, qualify for the $350 billion in loans and grants for small
businesses. Language was included in the bill that defines each individual hotel as its own business.

Retailers
Retailers won a correction that was already in the works to a drafting error in the 2017 Tax Cuts and
Jobs Act that required them to expense property improvements over 39 years, instead of in the first
year as was initially intended. Because of the mistake, retailers, along with restaurants and hotels
that made such improvements over the last two years, overpaid their taxes by as much as $30
billion. The bill allows that money to flow back to these companies. This was far less than many
national retailers lobbied for.

Restaurants
For restaurants, a range of operations are set to be eligible for small-business loans. Previous
versions of the loan provision had capped the employee head count at 500, smaller than many
franchised operations. Now, most franchisees should qualify for the program.

Small Businesses
The bill allows businesses and non-profits with up to 500 employees in a single location to apply
through qualifying banks for loans backed by the Small Business Administration. The loans would
convert to grants that don’t have to be repaid for amounts spent on items such as payroll, rent or
utilities, with the grants reduced when workers are laid off. The loans will be capped at $10 million
and cover wages up to $100,000 a year.

Other Community Development Opportunities
Farmers
The bill directs more than $48 billion to agriculture and nutrition programs, with $9.5 billion
specifically to support producers of specialty crops, livestock and dairy, as well as those farmers who
supply farmers markets, restaurants and schools.

Music
The bill provides expanded unemployment and small-business loans to independent contractors and
sole proprietors. Charitable organizations affiliated with the music business could receive grants
from the new funding for the National Endowment of the Arts.
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Top Questions Answered:
City Management & Funding
How do I recoup lost sales tax revenue due to Covid-19
related closures, cancelled events, and lack of tourism?
Unfortunately, there is not a direct provision in the CARES Act that reimburses
municipalities or stimulates the economy to recoup this revenue. However, the
following provisions exist that other entities in your community may be eligible
for that would indirectly provide support and enhancement:
Department of Commerce
Economic Development Administration (EDA) – The bill provides $1.5 billion for economic
adjustment assistance, which can be used to help rebuild impacted industries such as
tourism or manufacturing supply chains, capitalize local funds to provide low-interest loans
to businesses of all sizes, and support other locally-identified priorities for economic
recovery.
Support for Manufacturing – $50 million is provided for the Manufacturing Extension
Partnership to help small- and medium-sized manufacturers recover.

Department of Housing & Urban Development (HUD)
Community Development Block Grant (CDBG) is a flexible program that provides
communities and states with $5 billion in funding to provide a wide range of resources to
address COVID-19, such as services for senior citizens, the homeless, and public health
services.

Department of Agriculture
$9.5 billion total allocation with partial funding allocated specifically for specialty crops,
producers who supply local food systems and farmers markets, restaurants and schools,
livestock producers, (e.g. cattlemen and women, and dairy farmers).
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Top Questions Answered:
City Management & Funding
How do I support small businesses in my community?

2 Today, you can support small businesses by connecting them with local banks that are
certified lenders of the Paycheck Protection Program grants and loans through the Small
Business Association and the CARES Act. Time is of the essence, and these resources can
help your small businesses survive through the next 8 weeks. Tomorrow, your small
businesses will need a resurgence of consumers and activity in your Downtown or town
center.
Events, festivals, retail promotion events, farmers markets and art programs will reintroduce
your residents back to these key areas of your community. Developing your roadmap now
will pay dividends when the crisis is over.

I’m hearing that my small businesses are having trouble
accessing the Paycheck Protection Program funds from our
local lenders. What should I tell them?
The $349 billion allocated to this program in the CARES Act has all been claimed; however,
Congress has replenished the fun with an additional $320 billion for PPP.
Businesses can apply for PPP funding through any existing Small Business Association (SBA)
7(a) lender or through any federally insured depository institution, federally insured credit
union, and Farm Credit System institution that is participating. SBA offers a handy
tool where small businesses can find eligible lenders near their geographic location.
However, most lenders are prioritizing current clients. If a small business can’t get traction
with their existing banker, encourage them to try reaching out to credit unions or more
community-based banks that may be more incentivized to participate in this program.
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Top Questions Answered:
City Management & Funding
What do I do if a business closes?
First, you need to expect businesses to close. Retailers and restaurants run on a very thin
margin and disruptions such as this will cause many to close. Following this crisis, the
businesses and entrepreneurs who weathered the storm will have the ingredients for
expansion: lower real estate values, lower cost of capital, and lower construction prices.
Second, when a business closes ideally you already understand the type of property that is
now available, the prospective tenants who can occupy the space, and have inroads with
expanding businesses that want to be in your market. If you have this knowledge base and
relationships – leverage them.
If you do not have that information, the best thing you can do to reach out to the property
owner or broker to identify how the City can assist.

3

The BOTTOM LINE
We understand that in times like these there are more questions than answers. Our team is
still working hard and welcome to opportunity to provide answers to your questions. At the
end of this crisis we know that communities’ strategic priorities will include:
•
•
•
•

Creating jobs
Bolstering sales tax revenues
Ramping up quality of life and sense of place
Enhancing and supporting small business efforts
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Small Business Financial Resources

Main Street America conducted an online survey to assess the impact
of COVID-19 on small businesses and help us better understand what
kinds of support programs will have the most impact. The findings are
sobering: Nearly 7.5 million small businesses may be at risk of closing
permanently over the coming five months and approximately 35.7
million Americans employed by small businesses appear to be at risk of
unemployment. These resources are available immediately to assist.

Small Business Administration Loan Programs
The Paycheck Protection Program is designed to provide a direct incentive for small
businesses and nonprofits to keep their workers on the payroll. SBA will forgive loans
if all employees are kept on the payroll for eight weeks and the money is used for
payroll, rent, mortgage interest, or utilities. Economic Injury Disaster Loans provide
small businesses and nonprofits with working capital loans of up to $2 million for vital
economic support. Be sure to check out the National Trust Community Investment
Corporation's highlights of SBA resources that could help small businesses and
nonprofits in this recap, as well as their summary of the Paycheck Protection Program.

Facebook is offering $100M in cash grants and ad credits through their Small
Business Grants Program. Applications become available April 22. Learn more. They
also set up a Business Resource Hub.

The Save Small Business Fund, a new grantmaking initiative from the U.S.
Chamber of Commerce Foundation, is offering short-term relief for small employers in
the United States and its territories. Funded by corporate and philanthropic partners,
the Save Small Business Fund is a collective effort to provide $5,000 grants to as many
small employers as they can.
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Small Business Financial Resources

ioby has launched a new match grant opportunity: National COVID-19 Community
Response and Recovery Match Fund. Wherever you are in the United States, when you
crowdfund for a project that responds to COVID-19 in your community, they'll waive
their fiscal sponsorship and platform fee, and double your donations dollar-for-dollar up
to $8,000.

JPMorgan pledged $50 million global philanthropic commitment to support
communities and people hit hardest by this public health crisis, including $2 million to
existing nonprofit partners and $8 million to assist small businesses.

The James Beard Foundation is launching a fund that will be gathering support
from corporate, foundation, and individual donors to provide micro-grants to
independent food and beverage businesses in need.
MainVest, a crowdfunding platform, announced its new Main Street Initiative: a
$2,000, zero-interest, 120 day loan for restaurants or other brick and mortars affected
by the shutdown.

Opportunity Fund, which specializes in money lending to small businesses owned
by women, immigrants and people of color, is collaborating with investors and
nonprofits to put together a coronavirus relief fund that will provide grants and lowinterest rate loans.

The Go Fund Me Relief Initiative is intended to support our local businesses
facing financial loss. Make a difference today by donating or starting a fundraiser.
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Ensure Your City is “Open for
Business” Tomorrow
During this pandemic it is important to be intentional with your time
allocation dedicating a portion to the immediate tasks of today and a
portion to prepare for the future. Life will go back to a new type of normal
and we all have the responsibility to do what is right for today and the
opportunity to prepare for our future.
Even as cities focus on a full-out mobilization of required health and
medical resources to cope with the first phase of the COVID-19 pandemic,
it is important to be prepared safely and securely for the future, too.

In this resource, we’ll identify steps your team can take now to prepare for getting back to
business breaking it down between economic development, healthcare and city-wide
initiatives.
Rethinking Public Facilities
Prepare City Hall and other city-owned offices where the public frequently visits by adding
painted lines on floors and stanchions to promote adequate social distancing in waiting
areas, as well as providing masks and hand sanitizer.
Think of assets in your community where large groups gather – stadiums, performing arts
centers, schools – pandemic-proof these assets as much as possible. Work with operators
of these facilities to talk about their plans for reopening, opening up discussions around
limiting the size of future crowds, temperature checks upon entry, and signage to leave
seats open in between guests.

Talent Recruitment
In the midst of a nationwide work from home experiment, this is certainly something that
will likely be supported by more companies in the future. Take advantage of this movement
by luring new residents to move to your community. The city of Tulsa, Oklahoma
implemented the Tulsa Remote program offering remote workers $10,000 and free desk
space to move to the city. Northwest Alabama and Topeka, Kansas have followed suit with
similar programs.
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COVID-19

Ensure Your City is “Open for
Business” Tomorrow
Economic Development
Conduct market research on your own market, including downtown and other
commercial corridors. Strong restaurant and retail companies are looking at this
uncertain time as an opportunity to enter markets that they normally couldn’t afford or
to find ideal real estate in markets that were previously overpriced or occupied.
Community leaders that are equipped with the right information, tools, and resources
will be in a much better position once things get back to “normal”.

Invest in downtown to make sure Main Street survives. Mom and pop businesses are the
fabric that make your community truly unique. Capital investment in the restaurants,
coffee shops, galleries, retail establishments, and bars are critical for survival, but so is
promotional help from the city. Provide ongoing advice, marketing support, and
guidance to businesses downtown to mitigate future loss of these businesses.

Focus on placemaking. Consumer behaviors will change coming out of this shelter-inplace period and people will desire common places to take their families and connect
with others. Placemaking capitalizes on your community’s assets, inspiration, and
potential, with the intention of creating public spaces that promote people’s health,
happiness, and well-being. Identify areas in your community where you can invest
resources to create these needed common places.

Economic development teams need to assess the clusters of industry that currently make
up the area. Connect with local business leaders across different sectors to discuss ideas
and create a plan to diversify industries to plan for future economic challenges and the
hopeful reshoring of new industry.
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Community to
Community:
Knowledge Sharing
Best Practices & Strategies from other
Partner Communities

retailstrategies.com

|

[205] 314-0386

|

info@retailstrategies.com

2200 Magnolia Ave South, Suite 100 Birmingham, AL
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COVID-19

Community to Community:
Knowledge Sharing
At Retail Strategies, we’re fortunate to work hand-in-hand with city
leaders from communities of all sizes across the country. As a partner of
these communities, we’ve curated examples to promote knowledge
sharing of what cities have put into place to market local restaurant and
retail businesses, provide financial assistance, and encourage community
collaboration.
We understand how important it is to support your local business
community and hope you’ll find these examples helpful as you continue
to evolve your strategy.

Community Collaboration & Business Impact Surveys
Promoting collaboration within community businesses and getting a pulse for what
small business owners are facing is another trend that we are hearing from client
communities.

Tullahoma, Tennessee
The city joined a county-wide Community Collaboration initiative to promote a single
website for citizens looking to support the local business community, people seeking
employment, financial resources and more.

Phelps County, Nebraska
The Phelps County EDC created a program called the Magic Multiplier gift card
program, encouraging citizens to support local businesses by purchasing gift cards, and
matching the purchase dollar-for-dollar.

Fayetteville, North Carolina
Many communities are trying to get a handle on economic impact due to COVID-19.
The Cool Spring Downtown District in Fayetteville put together a business impact
survey for local business owners.
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Community to Community:
Knowledge Sharing
Financial Assistance
To assist the local business community, Peachtree Corners, GA has implemented a 60-day
deferral period on all business license fees. The annual fees, normally due by March 31,
are now due May 31. There will be no penalty fees assessed during this period. The city is
also temporarily waiving the convenience fees charged for online and/or internet
transactions and deferring payment of alcohol excise tax for 60 days. No penalty fees will
be assessed during this period.

In Buda, TX, A Hotel Occupancy Tax Payment Emergency Deferral + Forgiveness
Program was created to provide a 60-day deferral of tax payments requiring applying
hotels to submit a written employee retention plan to receive the deferment.

In Lincolnton, NC, The Lincolnton Small Business Emergency Loan Program is providing
assistance to locally-owned, non-franchise businesses located within the Lincolnton
corporate limits. Eligible businesses may receive up to $5,000 per month for up to three
months.

In Newport, AR, he Newport Micro-Business Bridge Loan is a joint project of the Newport
Area Chamber of Commerce and the Newport Economic Development Commission. The
Bridge Loan, a one-time loan of $1,500, is designed to help self-employed individuals,
sole proprietors or sole member LLC or S Corporation that meet certain criteria including:

• Businesses required to close by the State including barbers, beauty shops, massage
therapists, nail salons, etc
• Must operate within the county
• The Qualified Business Owner will be filing an unemployment claim with the State
• The Qualified Business has determined that the SBA PPP Act loan and the SBA EIDL loan
are unavailable to them, or unfeasible for their situation, and that they will not be
applying for these loans
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Community to Community:
Knowledge Sharing
Restaurant Guides & Promotion
Seabrook, TX
The city is running a shop local promotion where they will award gift card prizes
to individuals that spend the most money at local restaurants until the end of the
month. Contest participants scan and submit their receipts. Gift card prizes
range from $500-$15.

Rosemount, MN
During a month-long restaurant promotion, the city encouraged residents to
play Restaurant Takeout Bingo with restaurants that have remained open for togo orders and delivery.

Retail Strategies has created a Dining in
Place template that you can use and
customize, detailed on the next 3 pages,
that is included on your flash drive.
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Community to Community: Knowledge Sharing
Restaurant Guides & Promotion
Seabrook, TX
The city is running a shop local promotion where they will award gift card
prizes to individuals that spend the most money at local restaurants until the
end of the month. Contest participants scan and submit their receipts. Gift
card prizes range from $500-$15.
Rosemount, MN
During a month-long restaurant promotion, the city encouraged residents
to play Restaurant Takeout Bingo with restaurants that have remained open
for to-go orders and delivery.

Retail Strategies has created
a Dining in Place template
that you can use and
customize, detailed on the
next 3 pages, that is included
on your flash drive.
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Mellow Mushroom Pizza

The Woolworth

(205) 212-9420

(205) 518-6311

1200 20th St S #100, Birmingham, AL 35205

1006 20th St S, Birmingham, AL 35205

www.mellowmushroom.com

https://woolworthbham.com/

Delivery Options: Uber Eats, curbside pickup

Delivery Options: curbside pickup only

Gift Cards Available? Yes

Gift Cards Available? Yes

Restaurant Name

Restaurant Name

Phone Number

Phone Number

Address

Address

Website Link

Website Link

Delivery Options: takeout, delivery app, curbside
pickup

Delivery Options: takeout, delivery app, curbside
pickup

Gift Cards Available? Yes or No

Gift Cards Available? Yes or No

Restaurant Name

Restaurant Name

Phone Number

Phone Number

Address

Address

Website Link

Website Link

Delivery Options: takeout, delivery app, curbside
pickup

Delivery Options: takeout, delivery app, curbside
pickup

Gift Cards Available? Yes or No

Gift Cards Available? Yes or No

Restaurant Name

Restaurant Name

Phone Number

Phone Number

Address

Address

Website Link

Website Link

Delivery Options: takeout, delivery app, curbside
pickup

Delivery Options: takeout, delivery app, curbside
pickup

Gift Cards Available? Yes or No

Gift Cards Available? Yes or No
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4

POLICY &
ADMINISTRATION

Policy & Administration involves creating a strong foundation
for a sustainable revitalization effort, including cultivating
partnerships, community involvement, and resources for the
district.

101

Item 6.

POLICY & ADMINISTRATION

Activating Vacancies with Art
Reimagining how vacant storefronts are viewed by the pedestrian,
such as by installing public art in windows or painting boarded up
windows with murals, residents and visitors begin to view the block
or Downtown area as interesting, rather than dead.

Storefront Art Programs
During the Great Recession, as the U.S. retail economy suffered the effects of the
market collapse and rising unemployment, public officials and arts administrators
in cities around the country noticed a problem on their streets: empty storefronts.
And many of those leaders, in an attempt to bring attention and activity to
darkened windows and shuttered spaces, decided to fill the vacancies with art.
The concept wasn’t new: Retailers have always displayed their wares creatively in
shop windows, artists and arts organizations had used storefronts as their canvas in
the past, and more commercially focused pop-up shops had been a trend for
nearly a decade by the time the recession hit. Not all of the vacancies were new,
either: Many storefronts programs targeted spaces that had sat empty for years or
even decades, in neighborhoods that had already been struggling before the
economy dealt an additional blow. But fueled by the recession, art in storefronts
proliferated in the late 2000s and early ’10s, in cities big and small.
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POLICY & ADMINISTRATION

Activating Vacancies with Public Art
Unanticipated Effects

Recommendation
Consider amending the City of Clearlake’s Vacant Commercial Building
Ordinance to include opportunities to activate ground floor vacant
space with public art and partner with the Lake County Arts Council to
implement a storefront art initiative.

Unanticipated effects of a storefront art program is the sense of community
created in the spaces where art is installed.
Projects such as this not only provide artists and other relative entrepreneurs with
critical business and retail experience through public art and pop-ups, but the
locations can become a ‘hang out’ space in the best sense of the phrase.
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Activating Vacancies with Art

Site-specific Causes for Vacancies

Knowledge gap
Smaller, independent property owners may lack an understanding of appropriate
asking rents for a commercial tenant, the best way to market their space to
prospective tenants, or how to assist tenants with occupying the space effectively.
This is further exacerbated when property owners employ non-local real estate
agents that may not be adept working within the Cambridge market and are not
privy to the unique character of each sub district and their respective customer
bases. Still other property owners may not be able to afford traditional brokerage
services and will attempt to go it alone instead.

Tax write-off
Institutional investors with large real estate portfolios may benefit from keeping
certain commercial properties vacant as part of a larger strategy to claim tax
write-offs on passive income. This scenario not only creates a disincentive to the
owner to find a long-term tenant, but also temporary users like pop-ups.

Tenant attraction strategy
Property owners may have a deliberate plan to attract a specific tenant to
complement the larger retail mix. In several instances, it was found that property
owners had turned down offers from credit-worthy formula retail tenants offering
more competitive rents and elected instead to wait for a particular operator
perceived to better complement neighboring uses.
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Activating Vacancies with Art

Site-specific Causes for Vacancies
Development/lease negotiation
Some vacancies are the result of owners seeking to develop or rehabilitate
properties. During this period, the space may or may not have a committed
tenant, though lease negotiation can also contribute to prolonged vacancy.

High asking rents
Property reappraisals may increase real estate tax obligations to property owners,
wherein they pass the additional expense on to their tenants through higher rents,
thereby contributing to turnover/vacancies.

Speculative rents
Property owners located in central locations of high-demand may feel justified
holding out for high rents, believing the long-term benefit outweighs short term
losses.

Disinterested owner
Property owners in peripheral commercial areas may be less beholden to the
community or feel less compelled to activate their space than those located in
areas like Harvard Square and Central Square.

Community opposition
In instances where a property owner procures a tenant, but the community
opposes the use/operator, it can delay occupancy.
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5

DESIGN

Thoughtful design supports a community’s transformation by
enhancing the physical and visual assets that set the
commercial district apart.
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History of America’s Downtowns
As we seek to redevelop and revitalize our Downtowns to their
original vitality and significance, it’s important to recognize how
Downtowns functioned decades away, and how we got to this shift
in perspective and priority.
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History of America’s Downtowns
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History of America’s Downtowns
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History of America’s Downtowns
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Walkable Communities
Walkable communities are urban places that support walking as an important
part of people’s daily travel through a complementary relationship between
transportation, land use and the urban design character of the place.

In walkable communities, walking is a desirable and efficient mode of
transportation. Although nearly every human environment can accommodate
some degree of walking, walkable communities give additional value and support
to make walking an enjoyable experience.
Walkable communities have the following characteristics:
• A mix of land uses in close proximity to one another
• A mix of density including relatively compact developments (both residential and
commercial)
• Building entries that front directly onto the sidewalk without parking between entries
and the public right of way
• Building, landscape and thoroughfare design that is pedestrian-scale – in other words,
that provides architectural and urban design features scaled and detailed to be enoyed
and appreciated by those who are traveling slowly and observing from the sidewalk at
street level
• Thoroughfares designed to serve the activities generated by the adjacent context in
terms of the mobility, safety, access and placemaking functions of the public right of
way
• A highly connected, multimodal circulation network, usually with a fine “grain” created
by relatively small blocks providing safe, continuous and balanced multimodal facilities
that capitalize on compact urban development patterns and densities.

These principles and characteristics are the qualities found in urban places where
development patter, intensity and design combine to facilitate frequent walking and transit
use. These same techniques and patterns can be applied to rural or non-urban contexts
with adjustments of policy and perspective.
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Gateways & Corridors
Begin to develop three specific nodes within Downtown Clearlake: Austin Park
node, Highlands Park node, and Redbud Park node. Each node has a distinct
east/west gateway that leads into the main Downtown thoroughfare of Lakeshore
Drive.
Each node has the opportunity to evolve as its own mini-district with unique
design treatments, public art installations, and signage iterations.

Austin Park
Node

Highlands
Park Node

Redbud
Park Node
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Austin Park Node
Austin Park Master Plan

Austin Park is primely located and has already undergone renovations and
improvements. Continue prioritizing implementation of the Austin Park Master
Plan, as this area will act as a catalyst for activity, safe gathering, and vitality.
Also focus on gateway treatments, public art, walkability, and safety measures such as
lighting, security, and crosswalks.
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Highlands Park Node
Highlands Park Master Plan

There is increased interest and commitment to revitalization around the Highlands
Park Node. Potential developments such as the brewery and the implementation
of this Master Plan are idea additions to this node. While Austin Park is more of an
active play type of park, Highlands Park should be positioned as a passive play
location with amenities nearby such as restaurants and areas to enjoy the view.
After prioritizing development at and around Austin Park, revitalization will
naturally trickle to this next walkable destination.
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Redbud Park Node
Complete Streets Design Diagram

Since Redbud Park is not a walkable destination from Austin Park, prioritizing
Redbud Park as a travel and tourism destination is ideal. Since the boat launch is
found here, parking, amenities for fishermen such as bait shops, tackle, and
restaurants, and even overnight short-term lodging should be identified.
Branding this park and node as such will foster growth in the desired way and
provide amenities to support the travel and tourism already taking place.
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Gateways & Corridors
Enhancing Downtown Gateways
Gateways define the edge and entryways into a city or Downtown and create a theme or
signature element to notify travelers of this change.
Gateway elements should identify key entries into the Downtown, convey a sense of
identity for the community, and provide information to the public.
Gateway treatments can be provided in a variety of styles and can vary at each entry
point. Large monuments or signage can be used to indicate entry into the Downtown, or
treatments as simple as signage or changes to the roadbed, such as stained and
stamped crosswalks, street art, or a road diet.
Landscaping and plantings, structures, or lighting can also be used to provide visual
transition points within the Downtown as well as with adjacent or interior districts.

Recommendation
Utilizing gateway design treatments, begin to position each node in
Downtown Clearlake as a distinct, unique area with specific entry points
and specific characteristics. Each gateway into each node should have
branded signage and an obvious transition from existing design
conditions into Downtown specific design conditions.
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Complete Streets
By planning, designing, and constructing Complete Streets,
communities of all sizes – whether rural hamlets, small towns, or
booming metropolises – are able to provide the quality access to jobs,
health care, shops, and schools their residents deserve, while also
achieving greater economic, environmental, and public health benefits.
A Complete Streets approach can provide a more effective and
balanced transportation system for the nearly 49 million Americans
who live in rural areas and small towns.

Complete Streets are important in helping town centers and Main Streets
thrive by improving street connectivity and allowing everyone, whether on foot,
bike, or public transportation, to reach community focal points. Many smaller
communities do not control their Main Streets; often, the state Department of
Transportation does. Construction or widening of Main Streets that function as
state highways takes its toll on pedestrian safety and can have a negative
impact on small-town economies. In these cases, Complete Streets policies at
the local level help communicate the community’s vision, and policies at the
state level ensure safe, accessible, and attractive streets. Creating Complete
Streets can facilitate reinvestment and economic development in the heart of a
small town.
Accommodate All Travel Choices
The needs of everyone are considered in the design of Complete Streets,
including children, older adults, and people with disabilities. Of Americans over
the age of 50, 40% report a lack of sidewalks in their neighborhoods, 55% say
there are inadequate bike lanes and paths, and 48% feel that there is no
comfortable place to wait for a bus. By adopting Complete Streets policies,
communities are better able to address the needs of all residents.
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Complete Streets
Are Good For Business
Adding a bicycle lane on San Francisco, CA’s, Valencia Street resulted in a 60%
increase in sales at local businesses. Providing better access to people who walk,
take transit, and ride bicycles means encouraging more people to visit and shop
on a street.
By making all travel options attractive, Complete Streets can help reduce
congestion costs, improve real estate values, and create more jobs.

Encourage Active Living
Active communities are healthy communities. On streets with sidewalks, 65% of
residents are more likely to walk for exercise or to nearby destination. Easy access
to transit and networks of connected bicycle lanes encourage physical activity and
can help reduce health care costs.

Save You Money
Of trips in urban areas that are under one mile, 65% are made using cars.
Approximately 18% of household incomes (and up to 20% in car-dependent
areas) are spent on transportation and much of this money goes directly to the
gas pump. By 2020, Americans will spend an estimated $260 billion on gasoline in
one year. Walking, bicycling, and taking public transit all help individuals save
money by reducing their dependence on gasoline.

Improve Your Community
Investments in walking, cycling, and transit projects attract new residents and
young professionals to communities. These projects improve public safety, reduce
carbon emissions, and help residents feel connected to their neighbors. Streets
that are designed around pedestrians can help reduce the risk of injury by as
much as 28%.
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Complete Streets
Complete Streets Design Diagram

Recommendation
Immediately prioritize the public investment of infrastructure through a
Complete Streets approach. Utilizing the Lakeshore Drive plan as a starting
point, engage an engineering/design firm to update the plans and begin
construction incrementally, beginning at Austin Park.
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Key Streetscape Amenities

Recommendation
As budget allows, incorporate enhanced streetscape elements into the
proposed Downtown area to improve pedestrian experience. Pitch
these projects to local civic organizations as funding/partnering
opportunities.

The key is to create and support people-oriented streets that mitigate suboptimal
development patterns and the need for expensive infrastructure, increase walkability,
and encourage investment and entrepreneurship, all with the goal of a harmonious,
safe, and cost-effective balance of people’s and vehicular needs.

Street Trees
Street trees and other landscaping not only provide aesthetic enhancements to a
street, but also help mitigate air pollution, provide shade and lower temperatures,
and provide opportunities for better stormwater control. Proper maintenance is
key to the success of planted areas. Opportunities for widening tree belts and
narrowing streets should be considered whenever roads are reconstructed.

Planters and Hanging Baskets
Plants add color and vibrancy to a streetscape, create insect habitats, and help
mitigate stormwater runoff. Incorporating edible plants can also make the
planters a source of fresh fruits and vegetables for local restaurants or residents.
Consult with botanists and gardeners in your community to help identify the
plants that will thrive in your climate and setting. Before planting, be sure to have
a maintenance plan in place and a dedicated agency or volunteer group who will
take care of the plants and flowers on schedule.

Street Lighting
Street lighting is a key organizing streetscape element that defines the nighttime
visual environment in urban settings. Street lighting includes roadway and
pedestrian lighting in the public right-of-way. Street light poles and fixtures can
also create a defining visual characteristic during daylight hours.
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Key Streetscape Amenities
Banners

Seating

Banners create visual interest in the
streetscape, help support the district’s
image and events, and promote
community pride. Banner design
should be consistent with your Main
Street brand and the overall design
vision for the commercial district to
create a consistent and cohesive
visual. To create an opportunity for
public engagement, you could install
temporary banners that have been
designed locally or voted on by
community members.

Benches and other outdoor seating options
not only provide resting places for people in
your commercial district while they socialize
or wait, but also offer a visual cue to drivers
and potential pedestrians alike that a street
puts people first. Bench placement is as
important as design—locate them at regular
intervals in places where people will feel
comfortable sitting on them (e.g. not next
to a trash can). Moveable seating options,
on the other hand, make it easier for people
to find their own perfect placement,
creating impromptu gathering spaces in
plazas or parks.

Public Art

Trash Receptacles

Artwork in public spaces can help create
a distinct sense of place and offer an
excellent opportunity to engage the
community and support local artists. In
some cases, they can even be a traffic
calming measure or “mental speed
bump,” as placemaking expert David
Engwicht1 describes them. Placement,
construction, and materials are crucial—
take time to think through what makes
the most sense for your district.

Well-maintained and well-placed trash
receptacles are essential to a clean and
attractive Main Street. If people have to walk
more than half a block to throw away trash,
most will not do it. Trash bags should be
simple for sanitation workers to remove yet be
secure and resistant to vandalism and wind.
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Key Streetscape Amenities
Water Features

Family Friendly Amenities

Fountains and other water features
can add interesting and engaging
visual elements to a public space.
They not only add a calming auditory
element to your streetscape but can
actually mask or cover up unwanted
noise.

Providing family-friendly amenities, such as
recreational facilities, playgrounds, and
splash pads, can make your commercial
district a fun and engaging place for all
ages. Providing pet-friendly amenities, such
as water bowls and connections to dog
parks or dog runs, can also encourage
people to stay and hang out.

Charging Stations &
Public Wi-Fi

Outdoor Dining

Offering free charging stations and free
WiFi is a good way to get people to
come and spend time in your
community’s public spaces. Providing
WiFi as an amenity can facilitate social
interaction during some solitary
activities, support communities during
disasters, promote tourism throughout
the town, and allow users to easily
research Main Street destinations and
access online services at all times.

One of the easiest ways the private sector can
contribute to creating a more vibrant
commercial district is by providing outdoor
dining options. Outdoor seating, tables, and
advertising (e.g. sandwich boards) give the
impression that something is going on in the
district, while providing an additional safety
measure by adding more eyes on the street.
When outdoor seating is allowed, seating
areas need to be wide enough to be
comfortable, while at the same time not
hindering the flow of pedestrian traffic.
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Design Guidelines
Design guidelines help strengthen the character of the built
environment and enhance property values by improving the quality of
development and by making Downtown a more desirable place to live,
work and play. Design guidelines help preserve a cohesive character and
also help clarify the community’s expectations for new development.
In many communities, Design Guidelines are codified and meant to
manage alterations and new construction in a Downtown area. For
Clearlake, we recommend first developing basic style guidelines to
provide direction and visual evidence of successful installation of
appropriate signage and awnings, provide a paint palette for unified
and cohesive color schemes for façade improvements, and suggest
appropriate use of potted plants and other storefront enhancements,
early, prior to development of new structures and places.
The following color scheme was derived from Clearlake’s existing and
historical inventory and natural resources and features historically
appropriate colors and tones.

Recommendation
Engage a consultant to create a “Design Guidelines” booklet to and
showcase preferred and recommended styles of façade and design
elements within the Downtown district. The Lakeshore Drive Design
Guidelines can serve as a starting point, but the document should be
more detailed and specific for modern purposes.
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Design Guidelines: Color Inspiration
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Design Guidelines:
Exterior Paint Palette

Really Teal
SW 6489

Accessible Beige
SW 7036

Rachel Pink
SW 0026

Feverish Pink
SW 6859

Luxurious Red
SW 6314

Lounge Green
SW 6444

Rookwood Shutter
Green | SW 2809

Butternut
SW 6389

Granite Peak
SW 6250

Tricorn Black
SW 6258

Cloudless
SW 6786

Extra White
SW 7006
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Historic Preservation
Recommendation
List the Downtown district on the National Register of Historic Places, then
promote the benefits of state and federal tax credits to property owners in
Downtown Clearlake and support rehabilitation and redevelopment of historic
properties in the Downtown area.

Benefits of being listed in the National Register include:
• Potentially stopping the damage or destruction of registered places by requiring
state or federally permitted/funded/licensed projects to examine alternatives
• Offering a federal income tax incentive for rehabilitating
income-producing places.
• Offering a property tax assessment freeze incentive for rehabilitating singlefamily, owner-occupied residences
• Increasing awareness and appreciation of registered places

Being listed in the National Register DOES NOT:
• Require private property owners to obtain prior approval to change their
property when using private, city or county funds
• Require private property owners to preserve or restore their registered place
• Block state or federally funded/permitted/licensed projects when these are
desired by the owner and shown to be in the public interest
Rehabilitation Tax Credits are dollar-for-dollar reductions in income tax liability for taxpayers
who rehabilitate historic buildings. Credits are available from the federal government and
incentives recently became available from the State of California. The amount of the credit is
based on total rehabilitation costs. The federal credit is 20% of eligible rehabilitation expenses.
It is anticipated that further information on California’s incentives will be available early in 2021
as regulations are developed for the program.
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Art in Public Places
Cities gain value through public art – cultural, social, and economic
value. Public art is a distinguishing part of our public history and our
evolving culture. It reflects and reveals our society, adds meaning
to our cities and uniqueness to our communities. It provides an
intersection between past, present and future, between disciplines,
and between ideas. Public art is freely accessible.

Cultural Value and Community Identity
American cities and towns aspire to be places where people want to live and want
to visit. Having a particular community identity, especially in terms of what our
towns look like, is becoming even more important in a world where everyplace
tends to look like everyplace else. Places with strong public art expressions break
the trend of blandness and sameness and give communities a stronger sense of
place and identity. When we think about memorable places, we think about their
icons – consider the St. Louis Arch, the totem poles of Vancouver, the heads at
Easter Island. All of these were the work of creative people who captured the spirit
and atmosphere of their cultural milieu.

Social Value and Placemaking
Public art activates the imagination and encourages people to pay attention and
perceive more deeply the environment they occupy. Public art stimulates learning
and thought about art and society, about our interconnected lives, and about the
social sphere as a whole. Public art is uniquely accessible and enables people to
experience art in the course of daily life, outside of museums or other cultural
institutions.

Recommendation
Continue to pursue Clearly Creative public art plan in partnership with Lake
County Arts Council, prioritizing nodes, and paying homage to Clearlake’s
significant cultural and diverse history.
127

Downtown Strategic Vision for Clearlake

97

Item 6.

6

TOURISM &
PROMOTION

Smart promotion initiatives position your Downtown or
commercial district as the center of the community and hub of
economic activity, while creating a positive image that
showcases a community’s unique characteristics.
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Wayfinding Signage
Wayfinding in Downtown landscapes proves to be critical beyond
basic navigation. Identification and information represented in
elements such as monuments, directional systems, directories,
interpretive and even regulatory signs enrich our experiences with
Downtown environments.

In order to create a successful wayfinding system, even in an age of smartphones
and GPS, physical wayfinding elements and systems strengthen brands by
improving the legibility, navigation, understanding, and accessibility of the
environment.

Wayfinding Signage Systems
•

Reinforce an area’s defining history, architecture, and landmarks

•

Give less prominent districts and destinations a much-needed boost

•

Help the public find parking, improve traffic flow and ease the transition
between car, pedestrian and transit use

•

Reduce visual clutter with clear, consolidated and on-brand information
and identity

The following is an example of a well implemented comprehensive signage
system:

Recommendation
In Clearlake, branded wayfinding signage should be strategically
implemented to provide directional navigation to and from key destinations
such as each Downtown node, City Hall, and other key city locations.
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Comprehensive Wayfinding Signage
Provided is an example of a comprehensive wayfinding signage system example. The
system begins with welcome signs at the edge of the municipality and follow thereafter
with large directional signs that reduce in size as the traveler’s speed reduces and as he
nears the interior of the community.

Example of well-designed comprehensive system
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Sign Consolidation
Recommendation
Replace and consolidate street signs throughout Clearlake with
ornamental posts and signs to enhance the aesthetic and
differentiate between other commercial areas of the City.

Before

After
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Encouraging Multi-Modal Transportation
Recommendation
Once sidewalk and bike lane infrastructure is constructed, develop a bike and
scooter rental program hubbed at Austin Park to promote Downtown as a
recreational destination and hub for the City of Clearlake.

Cities that incorporate bicycle routes have a higher percentage of bicycle
commuters. Studies have shown that even moderate increases in physical activity
can have a substantial effect on health. Bicycling to work or for pleasure has been
shown to decrease mortality by as much as 40%.
Bicycling also makes cities more attractive. The quality of air is better, and the
amount of noise is less. You're more likely to know your neighbors and stop for a
conversation when a culture of cycling is accepted and present.
The best bike-friendly cities feature built systems for cyclists such as pathways and
bike racks and also a riding culture that benefits everyone—from the child who
rides to school to the retiree who takes a weekend trip to the grocery store.
Safety, friendliness (how accessible the city is to riders of all ages,) energy
(measure of political climate regarding bikes,) and culture (shops, routes, and
attributes that make the city a great place to ride,) all contribute to bike
friendliness.
A bike share/rental program would encourage activity and breathe life into the
Downtown area as a hub for coming and going.
Also consider posting a downloadable City bike trail map so visitors can plan their
routes in advance of their rides.

See: City of Blue Ash, OH Bike Share Program
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Encouraging Multi-Modal Transportation
Bicycle parking should be located in an easily accessible area that is well-lit, secure,
and preferably sheltered. It should be placed as close to the building entrance(s) as
possible, or at least as close as the nearest car parking. When done well, bike parking
can enhance a space, make people with bikes feel welcomed, and even encourage
more people to ride. Custom bike racks can be fanciful and help identify stores,
neighborhoods, districts, and cities. The key to a successful custom rack is that it must
be functional as well.

Proposed locations for bike racks are Austin Park, Highlands Park, and Redbud Park, and
other highly trafficked locations that have connectivity to the Downtown area.

Recommendation
Partner with the local school district or Lake County Arts Council on the
design and construction of a collection of artistic bike racks, similar to
the fish bike rack at Austin Park, to be placed in pivotal locations
throughout the City and Downtown.
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Encouraging Multi-Modal Transportation
Transit stops are not just places for riders to get on and off the bus
or train. In recent years communities across the nation have begun
to recognize that transit, and the areas around transit stops, can
play a major role in revitalizing downtowns and neighborhoods and
enhancing the livability.
A 1987 study prepared by the Joint Center for Urban Mobility Research at Rice
University analyzed property values in transit areas in ten cities and found that in
many cases the increase in land value due to the introduction of rapid transit was
more than 100 percent of the total construction costs of the transit system
investment.

Transit as an Economic Engine
In Portland, Oregon a 1993 study found that the assessed value of different
station area properties had increased by 112% to 491% from 1980 to 1991,
compared to a national average increase of 67.5%. Portland’s transit agency, TriMet, estimates that its light rail line has generated over $1.2 billion dollars in
development exceeding ten million square feet, immediately adjacent to MAX, its
light rail line. Another $440 million worth of improvements are being planned.
And in Washington, DC, during the first three years of operation, the Metrorail
system attracted $970 million in new development to locations near transit stops.
This new investment yielded an increase of $50 million dollars in local tax revenues
in 1985 alone.
Pedestrian activity around transit stops is also a natural environment for retail
activity. Not only does this improve the viability of small businesses, but it also
translates into increased sales tax revenues for local governments.

Recommendation
Enhance the existing bus service by adding a Downtown specific trolley bus.
Over time, federal funds can be applied for building a streetcar light rail
system in the Downtown area. See the Congressional Research Service FAQ
document on your flash drive for best practices and opportunities for funding.
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Encouraging Multi-Modal Transportation
The J.G. Brill Company manufactured streetcars, interurban coaches, motor buses,
trolleybuses and railroad cars in the United States for almost ninety years; it was the
longest lasting trolley and interurban manufacturer. To remain in keeping with paying
tribute to the 1950s era of Clearlake as a resort destination, efforts to acquire a vintage
Brill trolley or to customize a new trolley with these same design elements would be
ideal.

J.G. Brill Vintage Trolley – 1950s
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Messaging & Branding
A strong place brand helps a place compete in the global marketplace.
A business or a potential resident or a visitor can go anywhere they
want today, so articulating differentiating and unique characteristics is
important to attracting investment, people and capital to your place. A
well-articulated place branding strategy strengthens a community’s
sense of place, because it creates alignment between the language
and messages created for and by business, community and visitors.
When those three are aligned, there’s true resonance.

Here are seven ways to start to define your city’s brand the right way and
put it on the map:
Inventory Your Assets
What makes your city distinct from anywhere else? Assets span the gamut
from signature foods like Chicago deep-dish pizza and Philly cheesesteak,
to historical and cultural sites like the Alamo or Graceland, to major
industries like the auto industry that gave rise to Detroit’s nickname as the
Motor City. Other important assets are unique annual events like Tampa’s
Gasparilla Pirate Festival, and even the vibe of your Downtown or
entertainment district, such as Miami’s famous South Beach.
Keep it Real
Branding is not about pretending to be something you’re not. It’s about
revealing, packaging and promoting awareness about what you
intrinsically are. Asheville and Santa Fe both have established their
positions as cities with a thriving and unique arts scene. Austin has staked
its reputation as the “Live Music Capital of the World,” and its nowfamous “Keep Austin Weird” slogan speaks to its eclectic mix of people,
culture and entertainment. Don’t try to be all things to all people. Put
your city’s real face forward, and those who want what you have to offer
will be drawn in.
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Messaging & Branding
Focus Your Message
Especially if you’re a small city, focus your energies on a single reason
to visit. It may be great hiking trails, a top bass fishing spot, the most
authentic Southern greens and grits, or a famously good Bluegrass
scene. This increases the chances that people who are interested in
that find you in a Google search. Mount Dora, FL is a great example of
a small city that draws visitors for its Craft Fair and then wins them
over with its other local charms.

Create a Sense of Place
Innovative communities are using placemaking to reimagine public
spaces in ways that promote cultural, social, behavioral and economic
connections. Bourbon Street and Times Square are quintessential
examples of placemaking, which help to define those cities’ brands.
But parks, town centers, outdoor markets, lakes and even streets can
have a powerful, positive placemaking effect. In Florida, the branding
of the City of Tavares as “America’s Seaplane City” has been an
economic and community-building success.

Deliver the Experience You Promise
Although a great slogan can help to focus and galvanize awareness of
what makes a city unique and exceptional, it would be a mistake to
think that branding is merely a slogan and a logo. Think of branding as
a promise that you deliver through an experience. What is the
experience of your city’s brand? Friendly? Relaxed? Bike-friendly?
Exciting? Eclectic? Easy to navigate? How can you add touch points
that make that experience more reliable?
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Messaging & Branding
Involve Your Community
A sustainable branding effort requires broad buy-in. Don’t create your
city’s brand in a vacuum or a boardroom. Create a process to involve
influential community leaders and residents at all levels, including
small business owners, and they will become enthusiastic brand
ambassadors. Look for and promote ways for all stakeholders to
benefit from tying into the city brand.
Give it Legs
Once you define your city’s brand, extend and support it with a
comprehensive, ongoing and multi-faceted strategy. Dallas’s “Big
Things Happen Here” campaign is a good example of a branding
effort with diverse and sustained components, from experiential
elements that citizens and visitors can interact with (physical displays in
which people form the “I” in “Big”) to live events and heavy social
media engagement to an online store that sells branded products to
live events.
A strong brand identity can yield a big and long-term return on
investment for a city. To ensure that kind of ROI, start by defining and
refining what makes your city the special place it is.

Recommendation
Engage a consultant to facilitate a branding exercise for the City of Clearlake,
establishing a strong, clear brand for the city and its path forward.
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Optimizing your Downtown’s Facebook Page
Should you be using Facebook to promote your
community to residents and tourists?
68% of U.S. adults use Facebook and 51% of them use it
several times a day.
The short answer? Yes. These tips and strategies will help you
get the most out of your Facebook marketing efforts.

Create a Captivating Profile
A profile picture is the first point of contact your audience interacts with on
your page. Easy recognition of the picture is key to being liked and found on
Facebook search. Cluttering a profile picture with slogans, contact details is
not recommended. Consistency with your branding is important for the
coherence of your image.
Cover photos are another element representing your brand and speak loud to
your customers as the first impression. Your cover photo should be high
quality, engaging and eye catching. Don’t clutter it with texts and be sure to
change it often or during your campaigns.

Craft a Complete ‘About’ Page
This is the most visited section of your Facebook profile and informs your
audience about your brand and values. Whenever visitors want to find out
more information about your business, they head to this section. It is
important to give them a clear and concise snapshot of what your brand is
about. Your mission, vision, your story, company information and any other
relevant details that best showcase your brand. Facebook allows you to
customize sections that record your milestones, awards, etc.
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Optimizing your Downtown’s Facebook Page
Customize the ‘Call to Action’ Button on your Page
A call-to-action button is what prompts people to take a certain action. The button
prompts things like ‘Sign Up’, ‘Call Now’, ‘Book Now’, ‘Watch Video’, etc. and users
are offered the possibility to customize it to different URL destinations they consider
pertinent. As a marketer, this gives you the opportunity to drive traffic from your
Facebook page to your site easily. This can be added by simply clicking on the page
and clicking on the ‘Add a Button’ box, choose which one you want to create and
insert the URL you want to direct visitors to. Facebook Insights will help you measure
and report the effectiveness of the CTA button.

Know your Audience
Facebook demographics are used to ensure you know your customer personas. They
are continuously evolving hence the need to have tools to help you measure, report
and keep track of the changes. Knowing your customers’ behaviors will help you tailor
your marketing campaigns and promotions to target them. The below questions can
help you better understand your ideal customers:

•

What is your brand user demographic? Their age, education background,
gender, income level, etc.

•

Which is the goal of your Facebook campaign? This helps you target the
right audience that has the highest chances of being interested in your offer.

•

Which is your competitive advantage? What differentiates you
from other Downtowns?

Create Engaging Content
One of the most important Facebook rules is creating content that probes your
audience to take action. Developing an engaging relationship with your followers is
what will determine their interaction with your brand. As content creator, you should
not just stick to general statements, opinions and facts but be bold and spice up your
content with some fun. Questions, photos that ask questions, and fill-in the blanks are
some examples of content that entice people to act.
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Optimizing your Downtown’s Facebook Page
Don’t Forget to Engage
Respond to conversations in the right rhythm and cadence, be responsive and
social. Going out of your way to make your audience feel important makes them
bond with your brand. Quick feedbacks on Facebook are highly appreciated
especially in the early stages of community building. This shows the brand
commitment to customer service and smooth communication with its customers.

Create a Balanced Posting Strategy
How frequent you publish posts and when you post them is vital for your Facebook
marketing activity. Posting too often might irritate your followers. On the other
hand, not posting frequently enough might reduce your chances of credibility and
authenticity. Striking a good balance between the two is the key to a strong brand
presence.
Facebook insights will greatly help with this as once you have observed the
performance of your previous posts you may customize the frequency, timing and
strategy as required. Here are some tips to help as you start off:

1•

Afternoons and evenings are the times of the day when most
people visit their Facebook account so post between 1 p.m.
and 4 p.m.
•

However, avoid being robotic by posting at the exact
time daily.

2•

Posting twice a day is adequate to create awareness and gain
post impressions. This ensures consistency and originality
without looking spammy.

3•

Always include images where possible.

There are apps and platforms that allow you to schedule posts in advance, so
you’re not on the clock 24/7.
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Mistakes to Avoid in Facebook Marketing
Facebook gives organizations a platform to showcase its
character, promote events, and connect with its users.
But with these benefits comes the potential for mistakes
that can damage your brand.

What Not to Do
1•

Never have a personal profile to represent a brand. Create an
authentic Facebook Business Page.

2•

Never publish personal content on your brand page. Always assign
page roles on need-to basis and post as a brand not as a private
person.

3•

Never spam your followers. Aim to be classy, yet perceptive.

It is of outmost importance for all brands to understand how to properly
manage a Facebook business page. The Facebook business page best
practices previously listed aid to tight the connection between communities
and brands. You get noticed, followed and engage with your target audience
creating a reliable pool for lead generation.
But as Facebook is continuously evolving, you need to be up to date and
willing to adapt and try different strategies to see massive success and
results for your business.
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Economic Vitality focuses on capital, incentives, and other economic
and financial tools to assist new and existing businesses, catalyze
property development, and create a supportive environment for
entrepreneurs and innovators that drive local economies.
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Retail & Restaurant Mix
Recommendation
Formulate a team to focus on recruiting retailers, restaurants, and
developers to the proposed Downtown Clearlake filling the
categorical gaps listed below.

People love a main street, but the tired, dated look and incomplete tenant mix
of many smaller downtowns—along with car-oriented streets—are a deterrent to
revitalization. Small-to-midsize downtowns represent some of the best
opportunities and biggest challenges for urban retail in the next decade.
Up to the 1950s, most Americans shopped, and sought services and
entertainment in downtowns—large and small. Then a succession of strip malls,
indoor malls, and big box stores captured most customers. Many middle-class
households moved to the suburbs and suburban malls benefited from a
coordinated tenant mix and management that downtowns lacked. The main
streets and downtowns lost up to 90 percent of their business in the latter half of
the 20th Century.
A return to urban living means that downtowns have an opportunity to regain
some of their market share, if positioned properly.
The following are categories of businesses that show a propensity for success
based on Market Analysis & Consumer Spending Patterns.
Clearlake should take steps to recruit these types of businesses from other areas
of the City or from neighboring communities for expansion:

health &
personal care

gas
station

grocery

clothing &
shoe stores

restaurant
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Recruiting Retail Downtown
Retail leads can be broken down into four general categories:
1

Existing Businesses within or
near the business district

2

Often the best leads are found near
home. Leads might include existing
businesses seeking more space or a
better location in the business district.
The district’s business owner survey as
well as ongoing conversations and
personal contacts of the recruitment
team, chamber of commerce and other
economic development professionals can
help identify these leads.

3

Existing Local or Regional
Businesses
Local or regional businesses, particularly
those that have branch stores and are ready
to expand, are often excellent prospects.
These business operators typically have a
good knowledge of the market area, and
may already have multiple stores. They are
often interested in expansion as a way to
improve their penetration of the market.
These leads can be identified through your
team’s knowledge of the business mix in
other communities in the region and
information collected from your local
consumer research. In addition, realtors,
commercial brokers, sales representatives
and supplies that work within the region can
be helpful. Sometimes ads in regional
business, real estate and regional lifestyle
periodicals can generate leads.

Emerging Entrepreneurs
Downtowns and business districts are often
attractive to independent businesses.
Accordingly, leads might include home-based or
garage-based businesses seeking more fitting
space and a convenient location for their
customers. These leads might include managers
of existing businesses wishing to go into
business on their own. Commercial lenders,
business schools, Small Business Development
Center (SBDC) counselors, Main Street program
business specialists, Service Corps of Retired
Executives (SCORE), chamber of commerce and
other public or private small business
professionals should be asked to help identify
these leads.

4

National Chains
If local or regional businesses are not interested
in expanding, larger national chains can be
contacted. It is important to be realistic about
the kinds of chains that might be interested in a
small community as their market, store size and
parking requirements may preclude them from
considering your district. Leads can be identified
through directories and private databases listing
chain site selection criteria and contacts. In
addition, leads can also come from commercial
brokers, trade shows, “deal making forums,”
and conferences such as those offered by the
International Council of Shopping Centers.
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Trends in Successful Retail Businesses
Many examples of how retailers are innovating for success come from big box
retailers. While small business brick-and-mortars may struggle in the shadow
of Walmart and other big box stores, they can benefit from exploring actions
that many big box retailers are taking to innovate along with other strategies
specific to medium and small business. Successfully retail businesses exhibit
the following trends:

Integrate customer offerings across channels through
omnichannel retail strategies.
There is an increasing emphasis on the omnichannel experience as businesses look
for new ways to connect to customers offline and online. The rise of e-commerce
has been a notable trend, accounting for up to 12% of the retail market in 2020.
The omnichannel strategy relies on the concept of seamless shopping experience
in brick-and-mortar stores along with a variety of digital channels, which provides
the added value of both instore assets and online access. Walmart is looked to as
the prime example of an omnichannel retailer that has upgraded brick and mortar
stores resulting in increased foot traffic while also increasing its online offerings.

Make use of technology to strategically grow business.
Develop technological capacity where needed.
Successful retailers are adapting to increasing technology use by consumers and
using technology to streamline and create new ways of doing business. Large
retailers are looking to engage with technologies such as artificial intelligence and
virtual reality. A great challenge for small retailers is keeping up with the fast pace
of technological change. However, they can explore options, evaluate potential
returns on investment, and take strategic steps to technologically innovate. From
a customer-facing perspective, retailers can embrace mobile technology and
mobile payment methods, use video marketing, use social media, and offer sameday delivery options and “buy online pick-up in store” services. From an
operational perspective, businesses are anticipated to increasingly use POS (point
of sale) technologies, operate on the Cloud, and utilize other digital tools such as
Shopify and Comment Sold.
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Trends in Successful Retail Businesses
Build a strong digital presence as a touch point for initial and
recurring interaction with customers.
While not as widely noted as e-commerce as a trend, digital-first retail is arguably
more influential than e-commerce. Digital-first retail is the growing tendency of
consumers' shopping journeys to be influenced by digital channels, regardless of
where the ultimate transaction takes place. Leading brands, from Apple to Nike
to Walmart, are evolving into digital-first organizations. They're investing to
create product content that serves as the bridge between the online and offline
worlds, and helping consumers shop when, where and how they want. While ecommerce now accounts for approximately 12% of all retail sales, it’s projected
that web-influenced physical store sales are about five times online sales.

Invest in understanding the customer. One notable trend is
customer experience.
Retailers are doing more to understand and engage the customer. One important
trend is that customers are increasingly valuing experience. Customer experience
has been called the next competitive battleground. The success of Apple,
Lululemon, and Free People are attributed to creating a valued, personalized instore customer experience. Technology provides an opportunity for retailers to
understand and connect more directly with customers.

Strengthen brand engagement and build a base of loyal
followers.
Lululemon and Free People are commonly cited examples of companies that have
built strong brands based on quality and lifestyle. This branding has been
attributed to not offering products at a discount, whereas other companies have
trained customers to buy during regular product discount periods. However,
other off-price retailers such as Ross and TJ Maxx take advantage of culture of
bargain hunting and have survived their competitors. These retailers are examples
of brand identities that have found a niche in consumer preference.
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Trends in Successful Retail Businesses
Leverage consumer preference for uniqueness, authenticity
and local flavor. Explore submarkets and consider engaging
local institutions and community.
Consumer preference for uniqueness, authenticity, and local flavor is noted to be
on the rise. Brick-and-mortar retailers and those on main streets are poised to
capitalize on this trend. Related to this trend, local retail stores can benefit from
awareness of the resources and efforts of local institutions and building
relationships with local institutions and the community. Examples from cities
where local businesses and main streets are invigorated communities creating
strong local business associations; working with local agencies to support
walkability, streetscape improvements, and residential and commercial use;
renovating historical buildings in commercial districts; and attracting restaurants,
breweries, and shops that contribute to local personality.

Are strategic about innovating ways of doing business.
Across trends, successful retailers are strategic rather than reactionary in finding
innovative ways of doing business. They are evaluating business nuts and bolts
and opportunities unique to them, right-sizing brick-and-mortar stores, carefully
constructing brands, finding niche markets, finding new ways to serve the
customer, creating new partnerships and connecting with expertise and networks.
New technologies for most small businesses is not an either/or proposition. They
can adopt the use of new technologies and still rely on the tried-and-true ways of
doing business.

Recommendation
Encourage the Chamber of Commerce, or create a small business
development committee, to hold merchant training and workshops to
encourage local Clearlake business owners to increase their level of
operations, modernize their reliance on technology, and implement new
and savvy ways to reach customers of all generations.
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Creative Strategies for Backfilling
Vacancies
The good news about tough economic times is that they breed ingenuity.
Property owners and City Leaders need to think “inside the box” –- the
vacant storefront, the empty warehouse, or the small office building
abandoned by the busted start-up firm.
By thinking short-term instead of long-term lease, entertainment instead of
shopping, farmers market instead of vacant lot, that space –- particularly in
well located areas –- may be suited to new opportunities.

Short-term Leases
A short-term lease program activates vacant properties by introducing new,
creative, and temporary retail locations with visual aesthetic. These programs can
create an environment that engages customers and authenticates downtown as a
vibrant space, ready for long-term investment.
Pop-ups
One type of short-term lease is a pop-up, featuring leases that usually last between
six weeks and a year, with many non-seasonal retailers willing to sign month-tomonth leases that could result in long-term tenancy. Rents for pop-up shops tend to
be less expensive than those secured by traditional leases, sometimes by as much as
50% below lease value.
Of course, this concept works best when there is little or no space modification
necessary. Generally, just adding desks and chairs or some kind of display shelving
or fixtures is all that's required. And, these simple additions/changes can be easily
implemented or erected and then torn down. Modifications are usually not a
stumbling block because the tenant wants an easy move-in/move-out phase, and
the landlord wants little or no refit between tenants.
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Creative Strategies for Backfilling
Vacancies
Event Space
If the vacant space is located in a central area, property owners can rent the
commercial space for private events, until a suitable more permanent tenant is
located. In many communities, there’s a consistent demand for well-appointed venues
for parties and corporate events, and commercial space owners can meet that
demand. From fundraisers to art sales to parties to corporate events, vacant
commercial property landlords can market their space for a variety of purposes.

Subdividing Ground Floor Storefronts into Smaller Parcels
A smaller retail space means lower overhead costs and allows retailers to quickly
move inventory in and out of the store. It also ensures retailers keep their displays
fresh and continually try new merchandising tactics. With an initial build-out
investment, property owners can reimagine their existing storefront footprint, and
subdivide into more, lower square footage spaces, increasing the vitality of the
corridor, but also lessening the burden for entrepreneurs.

Reimagining Design of Vacant Space
A smaller retail space means lower overhead costs and allows retailers to quickly
Walk-up window restaurants feature no indoor dining space and facilitate a
pedestrian-focused grab-and-go style experience. Locating a walk-up window
restaurant adjacent to a parklet or a shared outdoor dining space is ideal for using
public space in a collaborative way. This technique also backfills vacant space on a
micro-level, while preserving non-storefront space for office space or other uses.

Vacancy Taxes
Local governments, wary of landlords who choose to keep their properties empty —
sometimes for months and years in the hopes of landing a deep-pocketed tenant —
can respond by enacting financial penalties against these proprietors. Arlington,
Massachusetts began its measure in early 2017. It requires landlords to register with
the city and charges them $400 annually for each vacant storefront. When the fees
were first levied, there were 17 empty storefronts in Arlington Center. Only six
remained by the end of the year.
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Creative Strategies for Backfilling
Vacancies
Next Steps
The lack of open stores in neighborhoods decreases property values, which has a
trickle effect of less foot traffic and even more vacancies. By keeping your storefront
active, even through a short-term commitment, the surrounding area (and rents) will
benefit as well.
Remember, recruiting new restaurants and retailers requires a holistic approach to
Downtown revitalization and placemaking. Entrepreneurs and expanding businesses
want to locate in neighborhoods with vitality and foot traffic. Residents and visitors
don’t often think to shop or dine in an area with shuttered retail and vacant
storefronts. Which comes first and where should community leaders begin?
It begins with a strategic vision to not only identify new prospects for your Downtown,
but to also address opportunities for expanding the aesthetic, vitality and vibrancy of
the area.

Recommendation
Work with existing property owners with vacancies in the Downtown
area to explore these creative strategies for activating vacant space and
supporting entrepreneurship.
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Popups
What makes a good pop-up?
Well managed pop-ups are thoughtfully designed spaces, that allow for customers to
interact with merchandise, try on options, and develop a connection with the brand.
Pop-ups should be beautiful, mobile extensions of the brand. They should house
remarkable experiences for customers, influencers, and employees.

Why are they effective?
They’re experiential – Experiential Retail is a strategy used in the retail landscape to
increase engagement, interest, and traffic in physical retail locations. It provides an
opportunity for brands to connect in one-on-one interactions with their customers.
Theoretically, these interactions happen in an environment where happy and powerful
memories are being made. While the experience can take many forms, experiential
retail usually includes some sensory, educational, and communal experiences with
emotional connotations. So, through your experience-driven retail strategy, the brand
becomes associated with those powerful memories.
They’re temporary – the temporary nature of pop-up shops is baked right into the
model. Temporary opportunities are often perceived as scarce and therefore develop
a sense of urgency in a customer base. That’s why big sales have a time limit.
Customers need to come in fast, regardless of the obstacles, to take advantage of the
sale. Pop-ups drive a similar phenomenon but instead of saving money, customers save
themselves from FOMO (the fear of missing out).
They’re inexpensive – When we talk about inexpensive options, we’re typically talking
about the total cost of ownership. The temporary nature of a pop-up means that you
aren’t paying the 10-year lease agreements common for most brick-and-mortar
retailers, you aren’t required to customize the space, and you aren’t tied down to a
single location. Beyond that, pop-ups are typically custom designs or DIY projects
which gives an entrepreneur or brand much more flexibility to play with design,
materials, and layout to value-engineer a budget.
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ECONOMIC VITALITY

Walk-up Window Restaurant Concepts
Recommendation
Work with a local architect to create a speculative walk-up window
restaurant build-out design to share with popular restaurants and
property owners in the area to activate existing structures and
encourage walkability in the proposed area.

Walk-up window restaurants feature no indoor dining space and facilitate a
pedestrian-focused grab-and-go style experience. Locating a walk-up window
restaurant adjacent to a parklet or a shared outdoor dining space is ideal for using
public space in a collaborative way.
This technique also backfills vacant space on a micro-level, while preserving nonstorefront space for office space or other uses.
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ECONOMIC VITALITY

Downtown Property Inventory
This data, included on your flash drive, can be used to better understand
Downtown assets and weaknesses; identify potential locations for technical
assistance; measure community achievements of recruitment and retention
RESOURCES
goals; development of a comprehensive kiosk map as part of your wayfinding
signage system; and to market, retain, recruit, and track development trends
within the downtown commercial area. It can also be used for:

Community Improvement Districts
A business improvement district (CID) is essentially a nonprofit organization that
manages a commercial area. They can provide a variety of services, like sidewalk
cleaning, capital improvements, security, parking and transportation management, and
social services. But they also work to market and promote an area, recruit new
businesses, and retain current businesses. CIDs are created by local governments and
are given the ability to raise funding through taxes on commercial property owners.
Knowing your Downtown’s tax revenue capabilities, property owners, and square
footage of buildings expedites the CID creation process.

Distribution of Space
Data can be extrapolated and categorized to determine use, such as: Consumer
Services, Retail, Food & Beverage, Government, Non-profit, Vacant, and Parking.

Historic Resources Survey
Historic resources surveys collect and record information about extant historic resources,
usually on a county-wide, community-wide, or neighborhood-wide basis. City or county
governments generally undertake surveys for their communities as a first step in
documenting historic resources for planning purposes.
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DOWNTOWN IMPLEMENTATION SUPPORT

About Us
Roadmap to Revitalization
Downtown Strategies exists to assist communities in taking the next, or first, step in their
Downtown’s journey. Through our Downtown Strategic Visioning workshop, we evaluated the five
pillars of your downtown’s mix: Market Analysis, Policy & Administration, Design, Tourism &
Promotion, and Economic Vitality and provided your roadmap to revitalization.
To take advantage of the momentum gained from community input and gathering, Downtown
Strategies can serve as an extension of your staff to assist in the implementation of key strategies
from your Strategic Vision deliverable.

discover

We are an investment for your community.
A thriving downtown enhances tourism, quality of life, and
bolsters your community’s culture and values.

connect

Downtowns are complex, and we can help.
We bring years of experience and diverse perspective to give
you implementable solutions and a roadmap to transform
your Downtown.

advance

We multiply and enhance your efforts.
Downtown Strategies is fully equipped with the needed
professionals, tools, and experience. What we deliver, you
can execute.
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DOWNTOWN IMPLEMENTATION SUPPORT

Our Approach
The 5 Pillars
Through our Downtown Strategic Visioning Workshop, we assessed the five pillars of your
downtown’s mix: Market Analysis, Policy & Administration, Design, Tourism & Promotion, and
Economic Vitality and provided your road map to revitalization.

Market
Analysis

Policy &
Administration

uncover and define
the economic
potential in your
Downtown.

set the
foundation for
smart growth.

Design

thoughtful design
supports a
community’s
transformation.

Tourism &
Promotion

Economic
Vitality

power your
economic engine.

creating
opportunity for
investment.

Existing Clients
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DOWNTOWN IMPLEMENTATION SUPPORT

Our Process
DAY 1 - 30
•
•
•

Kick-off Call
Strategic Visioning Workshop scheduled
Community provides requested materials

DAY 30 - 60
•
•
•
•

Market Analysis completed
Electronic community input survey created and circulated by City
In-Market Strategic Visioning Workshop
Walking and windshield tour of Study Area

DAY 60 - 120
Strategic Plan created and delivered
Includes:
•
•
•
•

Market Analysis
Building Inventory
Results from community input survey
Market driven and asset-based transformation strategies for
community partner

Next Steps:
Implementation

• Development & Implementation support of Work Plan

• Downtown Clearlake on National Register of Historic Places
• Comprehensive Marketing Plan including wayfinding signage
• Collaboration with outside consultants on gateway & corridor
branding & development and design guidelines

• Downtown Real Estate Analysis deliverable
• Monthly reports on implementation status and success
• Three (3) Strategy & Collaboration Sessions to revise and
troubleshoot implementation
• Data and analytics available upon request
159
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DOWNTOWN IMPLEMENTATION SUPPORT

Your Team
For our partnership we will dedicate a team of experts to serve as your day-to-day
points of contact. These professionals are supported by a full marketing team, research
staff, and executive oversight and support.
Most importantly, your team will build a relationship with you so that we can leverage
your local knowledge with our extensive experience to create the best possible
outcomes for your Downtown.

Primary Points of Contact

Jenn Gregory

Elliott Cook

Laura Marinos

Matthew Tate

Research & Marketing

Ryder Richards

Charlene Capps

Courtney Hall

Executive Support

Robert Jolly

Mead Silsbee

Lacy Beasley
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DOWNTOWN IMPLEMENTATION SUPPORT

Your Team
Jenn Gregory
President
Downtown Strategies

Jenn founded a consulting firm specializing in solutions for community development, downtown
revitalization, retail recruitment, non-profit board development, governmental relations, and public
affairs, where she has represented clients in Alabama, Arkansas, Mississippi, and South Carolina.
jgregory@retailstrategies.com | [662] 617-1711

Elliott Cook

Director of Real Estate
Downtown Strategies

As Director of Real Estate, Elliott specializes in retail recruitment and focuses on the identification of
companies to fill the product and service gaps within each city’s trade area.
elliott@retailstrategies.com | [205] 314-0384

Laura Marinos

Director of Client Services
Downtown Strategies

As the Director of Client Services, Laura specializes and assists in market research, market
development plans, project coordination, client communication, event management, and team
operations.
laura.marinos@retailstrategies.com | [205] 314-0386

Ryder Richards
Creative Director
Retail Strategies

Ryder specializes in design and web development. Developing marketing materials and all forms of
digital or new media his role allows for a unique combination of a creativity and technical wizardry.
Yes, that’s right, Ryder is a wizard.
rrichards@retailstrategies.com | [806] 790-5508

Charlene Capps

Director of Research
Retail Strategies

As a Director, Research & Analytics for Retail Strategies, Charlene increases efficiencies by
creating standardized practices. She finds best ways to tell the story through numbers and datadriven insights that assist with deal making decisions.
ccapps@retailstrategies.com | [205] 905-5708
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DOWNTOWN IMPLEMENTATION SUPPORT

Scope of Services
STRATEGIC VISION IMPLEMENTATION SUPPORT
• Development of work plans document dissecting all strategic recommendations from
Downtown Strategic Vision and providing step by step implementation plans to Client.
• Implementation support for 3-4 strategies in strategic plan, collaboratively identified,
and development of associated documents, collateral and resources necessary for
successful implementation.
• Monthly report to team to assess progress, troubleshoot roadblocks, and provide
accountability for implementation.
• Support via email to provide collaboration, answer questions, provide accountability
and to advance goals.

REAL ESTATE ANALYSIS
• Real Estate analysis deliverable identifying approximately 5 pieces of real estate prime
for adaptive re-use, infill, higher and better use, or new development.
• Analysis is provided via marketing flyers for each available or ideal site.

STRATEGY & COLLABORATION SESSIONS
• Three (3) Strategy & Collaboration Sessions where consultant meets with Client team
virtually to revise and review work plans and timeline, troubleshoot challenges or
roadblocks, and evaluate progress of Downtown Strategic Vision implementation
accordingly.

DATA & ANALYTICS
• Delivery of new and refreshed data and analytics. This includes commuter pattern
reports, office space feasibility numbers, and walkable demographics, plus more.

INVESTMENT ………………..……………………………………..……………………$25,000
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DOWNTOWN IMPLEMENTATION SUPPORT

Testimonials
Zachary, Louisiana
“Our community knew we needed to focus on our Downtown, but we weren’t
confident where to start. Hiring Retail Strategies to create a Downtown plan for
us gave us a path to follow and has jumpstarted private investment and
redevelopment in our Downtown area.”
David Amrhein, Mayor

Bowling Green, Kentucky
“The Downtown Visioning Workshop allowed for stakeholders, those most
invested in Downtown Bowling Green, to voice their vision for downtown as well
as having an open discussion about the challenges to achieving those visions.
Retail Strategies has shown to be a professional organization geared toward the
success of Bowling Green. They have demonstrated that they have the
relationships and expertise to produce positive results.”
Brent Childers,
Director of Neighborhood and Community Services

Starkville, Mississippi
“Jenn believes in the crucial nature of a vibrant Downtown to the viability of any
city and worked tirelessly and effectively to help us revitalize, rebrand, and
rejuvenate Downtown Starkville. Her efforts have yielded an incredible return as
our Main Street is currently booming with retailers, restaurants, condos, events,
public art, and the realization of a unique and special place in our community.”
Lynn Spruill, Mayor

Palmdale, California
“As many communities are spending the majority of their time discussing their
current COVID-19 actions, our team has been aggressive in making sure we are
implementing strategic efforts in maneuvering Palmdale to be better prepared
for the post-COVID-19 economic marketplace. That’s why we hired Downtown
Strategies.”
J.J. Murphy, City Manager
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retailstrategies.com
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|
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PROFESSIONAL SERVICES AGREEMENT TO PROVIDE
CONSULTING AND RELATED SERVICES
THIS AGREEMENT (the “Agreement”) is entered into by and between Retail Strategies,
LLC, an Alabama limited liability company (hereinafter referred to as “Consultant”) and City of
Clearlake, CA (hereinafter referred to as “Client”) on this the ______ day of _______, 2021, ( the
“Effective Date”) as follows:
WHEREAS, the Client desires to have Consultant perform those consultation services
identified on Exhibit A (“Downtown Strategic Vision Implementation Partnership”) (a copy of the
Exhibit is attached hereto and incorporated herein by reference); and,
WHEREAS, Consultant has agreed to provide professional consulting services to Client
as further set forth below.
W-I-T-N-E-S-S-E-T-H:
NOW, THEREFORE, this Agreement is made and entered into on the date first above
written by and between the Client and Consultant, by which Consultant will provide professional
consulting and related services to the Client as hereinafter specified:
1. SCOPE OF SERVICES
Consultant hereby agrees to provide professional services for Client in the form of
consulting and related services as set out in Exhibit A. These professional services are consulting
services and not that of a contractor or other provider.
2.

TERM
The Term of this Agreement shall commence upon the Effective Date and terminate upon

twelve (12) months after the Effective Date.
3.

COMPENSATION
As compensation for the consultation services provided herein by Consultant, Client agrees

to pay Consultant a total of Twenty-Five Thousand and No/100 ($25,000.00) Dollars. Consultant
will invoice Client immediately upon execution of the Agreement in the amount of $25,000. Client
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must remit payment within thirty (30) days of receipt of invoice. Compensation shall be fully
earned when paid and as such is nonrefundable.
4.

CLIENT RESPONSIBILITIES
In addition to paying Consultant for services according to the preceding paragraph, the

Client shall also provide Consultant access to its relevant personnel, facilities, and materials
including, but not necessarily limited to, those items specified in Consultant’s proposal to Client,
and such records, reports, and information as reasonably requested by Consultant and which is in
Client’s possession.
5.

INTELLECTUAL PROPERTY
The Client and Consultant, jointly and separately, acknowledge and agree that the

intellectual property of both parties shall remain owned by the respective party. With the exception
of Consultant’s periodic and final reports generated for performance of this Agreement to or for
the Client (which shall belong to Client), reports, memorandums, electronic mail, facsimile
transmissions and other written and prepared documents shall be owned by the party who authored,
generated or who originally possessed the same and nothing in this Agreement shall contravene
said rights. The Client acknowledges that all intellectual property developed during the course of
this Agreement by Consultant shall belong exclusively to Consultant; provided, however, the
Client may utilize any of the foregoing intellectual property for its internal operations; provided,
further, that Client must and will take all reasonable and necessary steps, as well as endeavor to
ensure that its employees and agents also comply, with respect to the use, copying, protection and
security of the Consultant’s intellectual property. Notwithstanding the foregoing, all strategic
plans and other materials delivered by Consultant to Client shall belong to and remain the
intellectual property of the Client.
6.

APPLICABLE LAWS
Consultant, in its role as a professional service provider of consulting services, shall abide

by all laws, rules and regulations applicable to such services, including the laws of the State of
Alabama.
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7.

INSURANCE
Consultant shall carry all appropriate and necessary insurance to be in compliance with

state and federal laws regarding the insurance coverage of its employees.
8.

DEFAULT AND TERMINATION
(a) Default Termination. In the event Consultant should violate any of the terms of this

Agreement, Client shall provide Consultant with written notice of such default. Consultant shall
have a period of thirty (30) days following such notice to cure any alleged default. Should
Consultant fail to cure such default in the time period provided, Client shall be permitted to
terminate this Agreement. All fees previously paid by Client to Consultant are understood to be
fully earned when paid and are not subject to refund following any termination hereunder.
(b) Automatic Termination. This Agreement shall automatically terminate twelve (12)
months after the Effective Date.
9.

NOTICES/PARTIES REPRESENTATIVES
All notices, bills, invoices and reports required by this agreement shall be sufficient if sent

by the parties hereto in the United Sates Mail, postage prepaid thereon to the addresses noted
below:
Client:

City of Clearlake, CA
14050 Olympic Drive
Clearlake, CA 95422
Attention: Alan Flora
707-994-8201
aflora@clearlake.ca.us

Consultant:

Retail Strategies, LLC
2200 Magnolia Ave. South, Suite 100
Birmingham, AL 35205
Email: sleara@retailstrategies.com
Fax: (205) 313-3677
Attention: Stephen P. Leara, Esq. EVP | General Counsel
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10.

INDEPENDENT CONTRACTOR
While Consultant’s role will be that of consultant to the Client, Consultant shall be and

remain an independent contractor and not act in the role of an agent or legal representative on
behalf of the Client. Consultant shall not have the authority to bind or obligate the Client, its
officers, agents or employees.
11.

MISCELLANEOUS
Third Party Beneficiaries: It is the intent of the parties hereto that there shall be no thirdparty beneficiaries to this Agreement.
Final Integration: This Agreement, together with any exhibits or amendments hereto,
constitutes the entire agreement of the parties, as a complete and final integration thereof
with respect to its subject matter. All written or oral understandings and agreements
heretofore had between and among the parties are merged into this Agreement, which alone
fully and completely expresses their understandings. No representation, warranty, or
covenant made by any party which is not contained in this Agreement or expressly referred
to herein have been relied on by any party in entering into this Agreement.
Force Majeure: Neither party to this Agreement shall hold the other party responsible for
damages or delay in performance caused by acts of God, terrorism, strikes, lockouts or
other circumstances beyond the reasonable control of the other or the other party’s
employees, agents or contractors.
Amendment in Writing: This Agreement may not be amended, modified, altered,
changed, terminated, or waived in any respect whatsoever, except by a further agreement
in writing, properly executed by all of the parties.
Binding Effect: This Agreement shall bind the parties and their respective personal
representatives, heirs, next of kin, legatee, distributees, successors, and assigns. If any
provision in this Agreement shall be invalid, illegal or unenforceable, the validity, legality
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and enforceability of the remaining provisions shall not in any way be affected or impaired
thereby.
Captions: The captions of this Agreement are for convenience and reference only, are not
a part of this agreement, and in no way define, describe, extend, or limit the scope or intent
of this Agreement.
Construction: This Agreement shall be construed in its entirety according to its plain
meaning and shall not be construed against the party who provided or drafted it.
Governing Law: This Agreement shall be construed under the laws of the State of
California.
Prohibition on Assignment and Delegation: No party to this Agreement may assign or
delegate its interests or obligations hereunder without the written consent of all other
parties hereto obtained in advance of any such assignment or delegation. No such
assignment or delegation shall in any manner whatsoever relieve any party from its
obligations and duties hereunder and such assigning or delegating party shall in all respects
remain liable hereunder irrespective of such assignment or delegation.
Waiver: Non-enforcement of any provision of this Agreement by either party shall not
constitute a waiver of that provision, nor shall it affect the enforceability of that provision
or of the remaining terms and conditions of the Agreement.
Agreement Date/Counterparts: The date of this Agreement is intended as and for a date
for the convenient identification of this Agreement and is not intended to indicate that this
Agreement was necessarily executed and delivered on said date. This instrument may be
executed in any number of counterparts, each of which so executed shall be deemed an
original, but all such counterparts shall together constitute but one and the same instrument.
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Brokerage Rights: Client acknowledges that affiliates of Consultant act in the capacity
of a real estate brokerage service business and may earn fees for services including
brokerage, development, leasing and management fees in the performance of such affiliates
services which may encompass a portion of the Project. In no event will the Client be
responsible for any such fees, to the extent they are earned pursuant to this paragraph.

CLIENT:
CITY OF CLEARLAKE, CA
By _________________________________
Title _______________________________
Date ______________________________

CONSULTANT:
RETAIL STRATEGIES, LLC
By _________________________________
Title _______________________________
Date _______________________________
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EXHIBIT A
This section outlines the Services which Retail Strategies (the “Consultant”) will provide to the City of Clearlake,
CA (the “Client”).

STRATEGIC VISION IMPLEMENTATION SUPPORT





Development of work plans document dissecting all strategic recommendations
from Downtown Strategic Vision and providing step by step implementation
plans to Client.
Implementation support for 3-4 strategies in strategic plan, collaboratively
identified, and development of associated documents, collateral and resources
necessary for successful implementation.
Monthly report to team to assess progress, troubleshoot roadblocks, and provide
accountability for implementation.
Support via email to provide collaboration, answer questions, provide
accountability and to advance goals.

REAL ESTATE ANALYSIS
•
•

Real Estate analysis deliverable identifying approximately 5 pieces of real estate
prime for adaptive re-use, infill, higher and better use, or new development.
Analysis is provided via marketing flyers for each available or ideal site.

STRATEGY & COLLABORATION SESSIONS
•

Three (3) Strategy & Collaboration Sessions where consultant meets with Client
team virtually to revise and review work plans and timeline, troubleshoot
challenges or roadblocks, and evaluate progress of Downtown Strategic Vision
implementation accordingly.

DATA & ANALYTICS
•

Delivery of new and refreshed data and analytics. This includes commuter pattern
reports, office space feasibility numbers, and walkable demographics, plus more.
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CITY OF CLEARLAKE
CITY COUNCIL STAFF REPORT
MEETING OF: March 4, 2021
Agenda Item No.
Subject:

Consideration of a Facility Use Agreement with Date: February 26, 2021
Adventist Health Clear Lake for Use of the City’s
Shower Trailer
Reviewed & Approved:

From:

Melissa Swanson, Administrative Services
Director/City Clerk

Recommended Action:

Approve agreement and authorize City Manager to sign

ISSUE STATEMENT AND DISCUSSION:
Adventist Health Clear Lake, through community collaboration entitled the “Popup Care Shower
Project,” has expressed interest in providing showers for people currently experiencing
homelessness using the City’s recently installed shower trailer at the Clearlake
Senior/Community Center. The shower trailer would be provided at no charge to the staff of
Adventist Health Clear Lake and available Wednesdays and Thursdays for providing showers,
meals, and resources. The City will provide a site liaison (Facilities Coordinator Tina Viramontes)
to coordinate the use of the shower trailer but Adventist Health Clear Lake will manage the
project and the shower trailer usage by those in need.
Staff recommends approving the attached agreement and authorizing the City Manager to sign.
FINANCIAL AND/OR POLICY IMPLICATIONS:
There will be additional, unbudgeted costs for utilities, such as water and electricity, for the use
of the shower trailer.
Attachments:
Facility Use Agreement

1
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This agreement is made and entered into between the City of Clearlake ("City") and
Adventist Health Clearlake Hospital, Inc., dba Adventist Health Clear Lake (“Group”) for the
period effective the date signed by City and Group through the last date specified in Exhibit
A.
Group’s Contact information is as follows:
Contact Name: Marylin Wakefield
Street: 15090 Lakeshore Drive
City, State, Zip: Clearlake, CA 95422
Telephone: 707-995-4411

E-mail: wakefimo@ah.org

The City Contact for this agreement is Tina Viramontes, Facility Coordinator/Deputy City
Clerk, who may be contacted at 14050 Olympic Dr, Clearlake, CA 95422 or via e-mail at
tviramontes@clearlake.ca.us or via phone at 707-994-8201 x 131.
1.

This agreement applies to Group’s use of the shower trailer at the Clearlake Senior
Community Center located at 3245 Bowers Avenue, Clearlake CA 95422 (“Rental
Facility”) as set forth in Exhibit A. Exhibit A also lists Group’s equipment, supplies,
materials, and property being temporarily stored on City property.

2.

For use of the Facility and related City services, City has agreed to waive any Rental
fee and security deposit at this time. City reserves the right to reevaluate fees and
deposit in the future if necessary.

3.

The Term of the agreement shall initially be for one (1) year and may be extended
annually by the City Manager with a written notice.

4.

The agreement may be suspended or terminated with written notice from the City, for
reasons including but not limited to: if the facility sustains significant damage while
used by the Group, the Senior/Community Center is needed by the City for disaster
response, or other conflicting events that may arise.

5.

Group agrees to the Rules of Use set forth in Exhibit B.

6.

Group agrees to procure and maintain insurance as required by the provisions set
forth in Exhibit C. Certificates of such insurance and additional insured endorsements
shall be delivered to City before execution of this agreement by the City.

7.

Group and City agree to the general provisions set forth in Exhibit D, including but not
limited to the release of liability and indemnity provisions set forth therein.

8.

Group and City agree to the general provisions set forth in Exhibit E, Pop Up Shower
Care Project, as it specifically pertains to the Clearlake Senior Community Center
Shower Trailer operations and the use of City facilities.
Rental Application - Page 1
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Each of the exhibits listed in the Exhibit List below are a part of this agreement and
hereby incorporated herein.

The Group representative signing below hereby represents to the City that he/she is
Group’s authorized representative with full power and authority to bind Group to the terms
and provisions of this Agreement and certifies that (1) he/she has read and understands this
agreement and (2) Group’s use of the Facility will be in full compliance with this agreement.
IN WITNESS WHEREOF, the parties hereto have executed this Agreement as set forth
below.
City of Clearlake

Group

By:

By:

(Signature)

(Signature)

David Santos
(Printed Name)

Alan Flora
City Manager

President, AHCL

(Title or Position)

Date:

Date:

Exhibit List
Exhibit A – Dates and Times of Facility Use
Exhibit B -- Rental Group Use Rules of Use
Exhibit C – Insurance Requirements
Exhibit D – General Provisions
Exhibit E – Pop Up Shower Care Project

Rental Application - Page 2
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CITY OF CLEARLAKE FACILITY USE AGREEMENT
Exhibit A
Facility Dates and Times of Use

Name of Applicant: Marylin Wakefield

_

Date Submitted: 2/18/2021

Organization: _ Adventist Health Clear Lake

_

Cell Phone:

510-512-2525

Address: _ 15090 Lakeshore Dr, Clearlake, CA

__ Home/Work Phone:

707-995-4411

Type of Function: Providing Showers and Care Mgmt

_ Estimated Attendance: 25 per day

Facility
Day/Date
Set-up*
Shower Trailer at Senior Center Wed and Thurs 9 am

Start
9:30 am

End
2:30 pm

Clean-up*
3:00 pm

(every Wed and Thurs unless a holiday falls on one of those days)

* (The above times include set up and clean up time.)
No storage of additional materials is permitted without prior approval. Group agrees that
upon the expiration of the rental period it shall immediately vacate the premises and
remove all personal property, equipment, debris, rubbish, boxes, etc. and leave it in a
“stripped” clean and orderly condition and repair.

Exhibit A – Page 1
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Exhibit B
Rental Rules of Use
1.

Smoking is not allowed in the Facility, nor permitted within 20 feet of the Facility.

2.

Group shall maintain safe exit pathways at all times in the Facility. In particular, no
obstructions are allowed which will interfere or prohibit passage by occupants to the
“exit” doors in case of an emergency building evacuation. The number of people
present at the Facility shall not exceed the building capacity for the Facility.

3.

Group shall observe, obey and comply with all applicable City, County, State and
Federal laws.

4.

While using the Facility, User Groups shall report all maintenance problems (burntout light bulbs, faulty bathroom sinks, toilets, etc.) to the City Facilities
Coordinator/Deputy City Clerk via email at tviramontes@clearlake.ca.us or via phone
at 707-994-8201 x 131. Upon Group’s request or upon City inspection, the City shall
perform maintenance and repair work when staff are available. The Group shall not
perform maintenance work on the facility without written approval by the City. Group
will be charged a cost that is in accordance with the City’s direct cost rate for
applicable personnel at the time the service is provided. The City’s current direct cost
rates are available from City’s contact. Equipment damaged during use by the Group
shall be replaced by the City and charged to the Group.

Exhibit B – Page 1
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Exhibit C
Insurance Requirements
1.

Group shall procure and maintain insurance during the entire term of this Agreement
against claims for injuries to persons or damages to property which in any way relate
to, arise from, or are connected with use of the Facility and any acts or omissions of
Group. This insurance shall meet the following specifications, unless waived in
writing by the City’s Risk Manager:
a.

Group shall procure and maintain for the duration of the agreement insurance
against claims for injuries to persons or damages to property which may arise
from or in connection with the use of the Facility by Group or Group’s agents,
representatives, employees.

b.

Coverage shall be at least as broad as:

c.

(1)

Commercial General Liability (CGL): Insurance Services Office Form
CG 20 01 04 13 covering CGL on an “occurrence” basis, including
products-completed operations, personal & advertising injury, with limits
no less than $2,000,000 per occurrence.

(2)

Workers’ Compensation insurance as required by the State of
California, with Statutory Limits, and Employer’s Liability Insurance with
limit of no less than $1,000,000 per accident for bodily injury or disease.

(3)

Any deductibles or self-insured retentions (“SIR”) must be declared to
and approved by the City and shall not reduce the limits of liability.
Policies containing any SIR provision shall provide or be endorsed to
provide that either the named Insured or the City may satisfy the SIR.
The City may require the Group to provide proof of ability to pay losses
and related investigations, claim administration, and defense expenses
within the retention.

All policies are to contain, or be endorsed to contain, the following provisions:
(1)

The City, its officers, officials, employees, agents and volunteers are to
be covered as additional insureds with the maximum scope and amount
of overage available under the policy with respect to liability arising out
of activities performed by or on behalf of the Group including materials
and parts or equipment furnished in connection with such activity.

(2)

The Additional Insured coverage under Group’s policy shall be ''primary
and non-contributory" and will not seek contribution from
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the City’s insurance or self-insurance and shall be at least as broad as
CG 20 01 04 13.
(3)

For any claims related to this agreement, the Group’s insurance
coverage shall be primary insurance as respects the City, its officers,
officials, employees, agents and volunteers.

(4)

The Insurance Company agrees to waive all rights of subrogation
against the City, its elected or appointed officers, officials, agents and
employees for losses paid under the terms of any policy which arise
from activity of the Group.

(5)

Each insurance policy required by this clause shall be endorsed to state
that coverage shall not be canceled by either party, except after thirty
(30) days’ prior written notice (10 days for non-payment) has been
given to the City.

d.

The limits of insurance required in this agreement may be satisfied by a
combination of primary and umbrella or excess insurance. Any umbrella or
excess insurance shall contain or be endorsed to contain a provision that such
coverage shall also apply on a primary and non-contributory basis for the
benefit of the City (if agreed to in a written agreement) before the City's own
insurance or self-insurance shall be called upon to protect it as a named
insured.

e.

Insurance is to be placed with insurers with a current A.M. Best’s rating of no
less than A: VII, unless otherwise acceptable to the City. The City reserves the
right to obtain a full-certified copy of any Insurance policy and endorsements.
Failure to exercise this right shall not constitute a waiver of right to exercise
later.

f.

Group shall furnish the City with original certificates and amendatory
endorsements effecting coverage required by this clause. All certificates and
endorsements are to be received and approved by the City before work
commences. The City reserves the right to require complete, certified copies
of all required insurance policies, including endorsements affecting the
coverage required by these specifications, at any time. Failure to exercise this
right shall not constitute a waiver of right to exercise later.
City reserves the right to modify these requirements, including limits, based on
the nature of the risk, prior experience, insurer, coverage, or other special
circumstances. The City reserves the right to modify or waive insurance
requirements for certain low risk activities. Such modifications or waivers must
be in writing from the Risk Manager.

g.

Any available insurance proceeds broader than or in excess of the specified
minimum insurance coverage requirements and/or limits shall be available to
the City as an additional insured. Furthermore, the requirement for coverage
Exhibit C – Page 2
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and limits shall be (1) the minimum coverage and limits specified in the
Agreement; or (2) the broader coverage and maximum limits of coverage of
any insurance policy or proceeds available to the named insured; whichever is
greater.
h.

Group agrees to include with all contractors in their contracts the same
requirements and provisions of this agreement including the indemnity and
insurance requirements to the extent they apply to the scope of the
contractor's work. Contractors hired by Group shall agree to be bound to
Group and City in the same manner and to the same extent as Group is bound
to City under this Agreement. A copy of the indemnity and insurance
requirements from this agreement shall be furnished to all such contractors.
Group shall require all contractors to provide a valid certificate of insurance
and the required endorsements included in the agreement prior to
commencement of any work for Group and will provide proof of compliance to
the City.

i.

Notwithstanding anything to the contrary, City acknowledges that Group’s
participation in Adventist Health System/West’s program of self-insurance is
deemed to satisfy all insurance requirements as specified above.
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Exhibit D
General Provisions
1.

City agrees to provide Group use of the Facility and any related services described in
Exhibit A in accordance with this agreement, and Group agrees to use those facilities
and services in accordance with this agreement.

2.

It is understood and agreed that with respect to the Facility this is solely a use
agreement and that Group has not been given and is not given a lease of said
premises or any part thereof and acquires no easement, license, or other interest in
said property owned or constructed by City.

3.

The City shall provide property insurance coverage for the Facility on the same terms
that all other City property is insured. City shall not provide insurance of any kind for
any Group property, including the property listed in Exhibit A, nor will the City provide
insurance for any Group programs or activities. Group is solely responsible for
insuring Group property in the Facility and Group programs and activities.

4.

The City shall provide routine maintenance for the Facility similar to that provided for
all City premises.

5.

It is understood and agreed that Group shall use the Facility solely to conduct
activities described in this agreement and all times in accord with all applicable laws.
City may terminate this agreement at any time if it determines that Group is using the
Facility for any other purpose.

6.

Each party shall indemnify, defend and hold harmless the other party, its officers,
employees, and agents from and against any and all claims, demands, causes of
action, orders, decrees, or judgments for personal injury or death, damage to or loss
of property or any other damage and/or liability (including all costs and attorney's
fees incurred in defending any claim, demand or cause of action) occasioned by,
growing out of, or arising or resulting from any act or omission on the part of the first
party or any assistant(s) of the first party in connection with the Rental, except for any
liabilities or losses adjudicated to have proximately resulted from the sole negligence
or willful misconduct of the second party. This provision sets forth the exclusive
allocation of liability between the parties, and no other allocation, whether in law or
equity shall apply. This provision shall survive the termination of this agreement for
the full period of time allowed by law. The defense and indemnification obligations of
this agreement are undertaken in addition to, and shall not in any way be limited by,
the insurance obligations contained in this agreement.

7.

Group and Group's personnel shall comply with the City's policy of maintaining a
drug-free workplace. If Group or any of Group’s personnel is convicted or pleads nolo
contendere to a criminal drug statute violation occurring at such a Rental, premises,
or worksite, the Group, within five days thereafter, shall notify the City.
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8.

Group and any assistant(s) are independent Groups and not agents, sub-agents, or
employees of City. Group shall not have any claim under this agreement or otherwise
against the City of Clearlake for any social security, worker’s compensation, or
employee benefits extended to employees of the City.

9.

Group shall comply with all applicable Federal, State and local laws and ordinances,
including, but not limited to the Clearlake City Code, unemployment insurance
benefits, worker’s compensation, ADA compliance, and F.I.C.A. laws.

10.

Group may not assign any right or obligation under this agreement. Any attempted or
purported assignment of any right or obligation under this agreement shall be void
and of no effect.

11.

No officer, member or employee of City and no member of the City Council shall have
any pecuniary interest, direct or indirect, in this agreement or any proceeds related to
Group’s use of the Rental.

12.

Either party may terminate this agreement with or without cause by providing 10
days’ notice in writing to the other party. The City may terminate this agreement at
any time without prior notice in the event that Group commits a material breach of the
terms of this agreement. Upon termination, this agreement shall become of no further
force or effect whatsoever and each of the parties hereto shall be relieved and
discharged from the rights and obligations of this agreement, subject to payment for
use of the Facility prior to the expiration of the notice of termination. Notwithstanding
the foregoing and the term specified in Exhibit A of this agreement, the provisions of
this agreement concerning insurance (Exhibit C) and Indemnification, and this
section and the sections following shall survive termination or expiration of this
agreement.

13.

The parties shall make a good faith effort to settle any dispute or claim arising under
this agreement. If any litigation is commenced between parties to this agreement
concerning any provision hereof or the rights and duties of any person in relation
thereto, each party shall bear its own attorneys’ fees and costs.

14.

This agreement shall be administered and interpreted under the laws of the State of
California. Jurisdiction of litigation arising from this agreement shall be in that state
and venue shall be in Lake County, California. If any part of this agreement is found
to conflict with applicable laws, such part shall be inoperative, null and void insofar as
it conflicts with said laws, but the remainder of this agreement shall be in full force
and effect.

15.

Group understands and agrees that there is no representation, implication, or
understanding that the City will renew this agreement or authorize use of the Rental
under a new agreement following expiration or termination of this agreement. Group
waives all rights or claims to notice or hearing respecting any failure by City to renew
or extend this agreement or any other authorization to use the Facility.

16.

This agreement is entered only for the benefit of the parties executing this agreement
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and not for the benefit of any other individual, entity or person.
17.

The failure by the City to enforce any of Group’s obligations or to exercise City's
rights shall in no event be deemed a waiver of the right to do so thereafter.

18.

The provisions of this Agreement which by their nature should survive expiration or
termination of this Agreement, including but not limited to provisions regarding
indemnity and insurance shall survive such expiration or termination.
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EXHIBIT E
POP UP CARE SHOWER PROJECT GUIDELINES
All guidelines related to the Shower Project have been provided to the City in the form of the
document titled “Pop Up Care – Shower Trailer Project, Lake County, CA” with the date of
11/2020. (attached)
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The Popup Care Shower Project
enhances community wellness by
connecting our neighbors to essential
services with dignity and respect.

Pop Up Care
Shower
Project
Lake County, CA

11/01/2020
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Why We Need a Shower Trailer in Lake County
Community Wellness
With high rates of poverty and homelessness, Lake County (pop. 64,162) has been described as
the "Appalachia of the Northern California Coast." In the year 2019 22.82% of people living in
Lake County, California have been identified as living below the federal poverty level; more
than 1 out of every 5 of our neighbors. From a 2000 average of 7% unemployment, rates have
now grown to 11.2% in 2019.i
Lake County is ranked 57th out of 57 counties in California for Health Outcomes, Length of Life
and Premature Death; this while we have the cleanest air in the state despite our frequent
battles with wildfires.ii The American Lung Association reports Lake County to be among the top
15 in the nation for air quality.iii
Economic stresses provide a partial explanation for the many risk factors that affect the
county's health ranking and increased homelessness but it’s not the whole story.
In January of 2018 our local Continuum of Care partners were able to interview 612 people
living in Lake County who are currently homeless via the Point In Time “PIT” Count.iv Some of
these are chronically homeless, others made homeless by the recent series of fires that have
plagued our county. In all we have lost close to 2,000 homes due to wildfire in the last four
years. In 2018 Pacific Union College tabulated the results of the PIT interviews and we learned
that almost 70% of those interviewed have lived in Lake County longer than five years. Lake
County is home.
Poverty and chronic homelessness impact the health of individuals but also community
wellness as a whole as a small number become high utilizers of emergency systems.

Homelessness in Lake County
Our neighbors experiencing homelessness include veterans, former business owners, retired
civil servants, people with mental health issues, drug addiction and complex medical needs.
Some have wrestled with poverty their entire lives and others were brought to it by an
emergent health crisis. They include Americans of Caucasian, Latin, Native, and African descent.
There is no single expression that can fully describe the diverse paths that led these vulnerable
members of our community to being without shelter. Some of those experiencing
homelessness are employed.
One Neighbor’s Story
John (not his real name) sat down across the table from me looking tired and far older and
wearier than his twenty something years could account for. “I just need a shower,” he said. We
were at the Hope Harbor Warming Center which provided safe overnight accommodations for
140 people last winter (83 men, 55 women, 2 non-binary, and 5 children under the age of ten.
17 identified as veterans). Some guests stayed only one night while others returned night after
night. The Warming Center provided a total of 1,822 of meals. 19 guests were sustainably
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housed (including the children) by the end of the season. Hope Harbor helped with doctor
appointments, family reconnections and more. What they could not provide last season were
showers. He continued, “I have a part time job now, but my coworkers are going to notice I
haven’t showered and I will lose my job.” He needed the shower trailer right then and we
didn’t have it yet. And… the shower trailer project is about far more than “just a shower.” It’s
about whole person care, dignity and community wellness. How can a shower do all of that?
The Popup Care Shower Project enhances community wellness by connecting our neighbors to
essential services with dignity and respect.

Our Values
Our values are rooted in


the Mission of Adventist Health Clear Lake



the Vision of Lava Mae which is leading the mobile hygiene charge across the state, and



the Collaboration of the Lake County Continuum of Care for the Homeless.

AH Mission Statement: Living God’s Love by inspiring health, wholeness and hope.
At Adventist Health Clear Lake, we are focused on providing patients and their families with
holistic, compassionate care. We are part of Adventist Health, a nonprofit, faith-based medical
integrated health delivery system serving the West Coast and Hawaii. Our hospital offers costeffective and high quality healthcare close-to-home to an estimated 65,000 people in Lake
County. All of our services are driven by our mission to live God’s love by inspiring health,
wholeness and hope.
We hope to transform the healthcare experience by making it more personal and
compassionate. The Pop Up Care Shower Trailer was purchased with funds from the Adventist
Health 2018 Golf Tournament to increase our capacity to bring wellness services to our
neighbors without adequate shelter or full access to needed services, including hygiene.

LM Mission Statement: Transforming the way communities see and serve our unhoused
neighbors around the globe.
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Lava Mae brings critical services to the streets - delivered with Radical Hospitality ™ - to restore
dignity, rekindle optimism, and fuel a sense of opportunity. Their audacious goal is to unleash a
Radical Hospitality ™ Revolution around the world.
Mobile Hygiene: they bring showers and toilets on wheels to rekindle dignity for our unhoused
neighbors in the Bay Area and Los Angeles.
Pop-Up Care Villages: they host one-stop villages that bring dozens of partners to the street to
dramatically improve access to critical services.
Replication: they recruit, train and support people everywhere to launch new mobile hygiene
programs modeled after theirs. The Pop Up Care Shower Project in Lake County is modeled
after successful Lava Mae projects throughout California.

LCCOC Mission Statement: The Lake County Continuum of Care homeless coalition is a
coordinating group that aligns resources to facilitate solutions to end homelessness in our
community.
The LCCoC serves as the HUD-designed primary decision-making group whose primary
purpose and scope is to implement the Continuum of Care program. The LCCoC was
designed to assist homeless or at risk of being homeless individuals and families, in our region
by:


Assessing their needs



Providing affordable housing services



Developing and implementing a Continuum of Care Plan.

The specific purpose of the LCCoC is:


to promote communitywide commitment to the goal of ending homelessness.



to assist individuals and families who are homeless, at risk for homelessness, very
low, or low -moderate-income, to attain and maintain safe, decent, affordable
housing and supportive services.



to promote access to and effective utilization of mainstream programs by homeless
individuals and families.



to optimize self-sufficiency among individuals and families experiencing
homelessness.



to coordinate the census of homeless persons in the geographic areas, as required by
HUD, otherwise known as the Point in Time Count (PIT).
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The Interfaith Ad-Hoc Committee of the LCCOC is helping to coordinate the Pop Up Care
Shower Project Operations.

What values drive your participation in the Pop Up Care Shower Project?
Doniece Sandoval, founder and CEO of Lava Mae writes,
With your personal stories, you’ll share your vision, ignite people’s passion, and inspire action.
One of the most frequent questions I get asked is, “How did you come up with the idea for Lava
Mae?” My personal journey is part of Lava Mae’s spark. We build connections through the
shared humanity of our stories. This in turn connects funders, press and partners to their own
humanity, and separates us from the pack. These stakeholders will ask “why you?” but digging
into your personal analysis is not just about marketing or fundraising; it’s the roots of why you
are uniquely qualified to join this effort. On the good days, your story will be the key to
unlocking amazing opportunities. And on the hard days, it’ll be your fuel.v
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GETTING STARTED
Best Practices, Social Determinants of
Health and Purpose
As we begin our Shower Outreach in Lake County
we do not need to reinvent the proverbial water
wheel. Or as author Rick Warren says, “Life is too
short for you to make every mistake yourself.”
We will work together, we will train every
volunteer to the best of our ability and we will
still have failures. There will be, as Lava Mae has
discovered, busted hoses, angry neighbors and
stolen resources. We will keep working to bring
health, wholeness and hope to our community.
Understanding “WHY” we are doing what we are
doing, being driven by PURPOSE, is a best
practice and will keep us grounded on those days
when things seem to be falling apart.
In 2003 the World Health Organization (WHO)
began working with a new model for
understanding health and health systems. The
core of the theory centered on the dawning
understanding that health care did not equal
health in ways traditionally thought. They had
come to the knowledge that health care or
“clinical care” represented roughly only 10% of
the equation. Researchers Richard Wilkinson and
Michael Marmot noted, “While medical care can
prolong survival and improve prognosis after
some serious diseases, more important for the
health of the population as a whole are the
social and economic conditions that make
people ill and in need of medical care in the first
place.”vi These social and economic factors are
now commonly called Social Determinants of
Health (SDH). There is no single accepted list but
most lists are similar to Project Restoration’s 16
Domains of Care: Shelter, Transportation,
Advocacy/Activism, Mental Health,
Food/Nutrition, Substance Use Disorders, Legal,
Benefits/Entitlements, Health Management,
Family/Peer/Personal Relationships,

Lava Mae’s Build It

KEYS TO SUCCESS
1
COLLABORATION
2
EMBRACE FAILURE
3
TENACITY
4
OPTIMISM

5
COMPASSION
6
FLEXIBILITY
7
COMMITMENT TO LEARNING
8
HUMAN-CENTRICITY
http://buildit.lavamae.org/resource_topics
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Reproductive Health, Medical Supplies,
Education/Employment, Official IDs, Provider
Relationships, and Other.
As we work within these domains of care there are
two primary paths to aid our clients: 1) to identify
which determinants we can help them with so they
can achieve health, and 2) to empower them to
identify the transformations that must begin within
them. Whole person care requires we meet our
clients on both fronts but they frequently can’t address the inner transformative work if the
environmental determinant work hasn’t been done; for example the ability to shower, to have
housing and access to nutritious food. We can address substance abuse but if we don’t address
the despair that led to it, lasting health will be elusive. We can prescribe medication for
hypertension but if we do not also help them find shelter the pressure of living without
adequate housing will continue to contribute to heightening blood pressure. We can offer a
shower but we will also need to refer to additional services.

PURPOSE is Missing From the SDH List

Perhaps one of the first people to explore the connection of despair (a social determinant) to
disease was Søren Kierkegaard in his 1849 book The Sickness Unto Death. Kierkegaard believed
that not knowing your purpose was what led to despair and despair leads to death. This seems
particularly evident in rural America where “mortality rates for big diseases like HIV,
cardiovascular disease, and cancer are declining, but deaths by suicide, fatal drug overdoses,
and liver disease caused by alcohol abuse have increased significantly.”vii As Kierkegaard saw,
though he would not have used these words, knowing one’s purpose in life is a tool for
resiliency when many of the other social determinants are unmet especially when it comes to
“diseases of despair.”
A shower will not end the despair of a person living without shelter and it can be stepping stone
to health services. A shower is not equal to health, but good hygiene is a necessary component
of health. Providing a shower is not our purpose, it is a tool to create a culture of wellness in
our community beginning with the most vulnerable among us. We aren’t providing showers just
to make people happy. As Ralph Waldo Emerson once wrote, “The purpose of life is not to be
happy. It is to be useful, to be honorable, to be compassionate, and to have it make some
difference that you have lived and lived well."
As we continue to engage this work together, overcoming barriers to health (and happiness),
wholeness and hope, we must not lose sight of our larger purpose.

4 Questions to Help You Identify Your Purpose Within This Project
1. You may not be able to make the world perfect, but what would you like to do to make it
better? Consider how you can make a difference for others. How can participating in The
Pop Up Care Shower Project help fulfill what you believe the world needs right now?
2. What is worth struggling for? Every chick must struggle to hatch out of the egg, what is
Page | 7
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worth coming out of your shell for? What about the Shower Project makes it worth the
struggle?
3. What brings you joy? When have you felt most like the person you want to be? Can the joy
you have felt be a strength as you offer hope to others?
4. Who or what is worth doing the work for? Is it your family? Or community? Does your faith
motivate you? Is it love or justice? Perhaps your motivation is that every person is of sacred
worth and you believe a shower can be one step in the journey to restore a person’s dignity.

Our Model: What is Pop Up Care?

Pop Up Care refers to a community model for bringing health and wellness services into
neighborhoods thereby reaching people who may otherwise fall through the cracks. The
Shower Trailer is a draw to provide opportunities to access additional services identified as
social determinants of health.
When the shower trailer is in a neighborhood, guests may come and get a shower. While we
believe this will meet the needs primarily of our neighbors experiencing homelessness we know
there are people who have shelter, living in poverty in Lake County without running water,
electricity or adequate food, particularly among our senior citizens. They will also be able to
access services. Additionally, the shower trailer may be used in times of crisis and large scale
homelessness caused by disaster evacuation.
The trailer has two showers (one is ADA accessible) and an office. The office will be staffed by a
Community Health Worker. There will be times when we have nurses present from our back
pack nurse outreach. They will provide flu shots and other points of access for health care.
It is our strategy to create a schedule where different agencies serving vulnerable populations
can provide services which will be organized via a monthly schedule. Additional tables and pop
up tents can be set up as you might see at a health or wellness fair. For the pilot time we may
be in a community only once a month, ultimately the goal is once per week.

Site Selection: Location, Water & Waste, Technical Requirements, Meal Provision
Appropriate sites to host each Pop Up Care event must be identified in advance. Churches and
Senior Centers could be ideal and there may be additional agencies that have the required
facilities in terms of Water & Waste, Technical Requirements, and Meal Provision.
Location
The Shower Trailer will be in a different location each day. The trailer requires flat, paved
ground, such as in a parking lot. It requires 22 by 12 feet plus room for transport vehicle. It
must be scheduled to operate a minimum of 3 hours for a half day site and 6 hours for a full
day. It should be within walking distance of public transportation both for volunteers and our
guests.
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There must be space enough for additional tables and chairs to be set up outside if an inside
room is not provided for guests while they wait and for additional partners providing services.
Examples of partners who may set up a table to provide additional services include but are not
limited to: Mental Health, Veteran Services, Housing Programs, Animal Care, SUDS, free cell
phones etc. Any agency providing services to those living in poverty, experiencing homelessness
or at risk of homelessness would be welcome! Site partners are also encouraged, but not
required to host their own table.
Water & Waste
In 2014, when Lava Mae started operating their first shower trailers they mainly relied on fire
hydrants and city sewers to source and drain water for showers on the streets. This required
navigating permitting bureaucracies and outdated legislation. At one point they were told they
needed permits from at least three different agencies to start any new shower site, with
documentation requirements that were created for large-scale construction projects. This can
be avoided entirely by rotating locations, hooking up to simple garden spigots from our private
partners and eliminating black waste.
Each location will need a hook up for the trailer garden hose. Without this we can offer only 510 showers maximum. With eater access we can offer up to 20 showers in a 3 hour shit and up
to 40 for a full 6 hour day.
The trailer does not have toilet facilities so it is essential that the host site provide restroom
access. By using indoor restrooms we avoid the need to have specialized dump procedures and
can drain gray water into the local sewer.
Technical Requirements
The trailer requires three 20 amp grounded electrical outlets to plug into. It is important the
power supply is dedicated for each cord from the fuse panel as additional load could cause the
breaker to trip. It is not required that these be outside if there is a window to access power.
A representative from the host site must on site even if they are not volunteering with the
project. This representative must know where breaker panels are and have access to them.
Meal Provision
There must be space for additional tables near the trailer or space inside where guests may sit
down while they are served a meal. The host site does not have to serve the meal as we can
partner with other churches or non-profits if the meal is beyond capacity of host site. A sit
down meal is required as part of this outreach to provide nutrition and also for the guests to
have something to do while they are waiting. See more about Meal Provisio in the Volunteer
Section on page

Neighborhood Outreach

In the spirit of being good neighbors before we operate the trailer at any location we will plan a
community input event that is advertised at least one week in advance of shower trailer pilot.
Page | 9
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Suggestions from Lava Maeviii:
NIMBYism is the “not-in-my-backyard”
opposition that you may face as you
deploy your vehicle in new
neighborhoods. Even the most goodhearted residents and businesses may
YIMBY! (Yes In My Back Yard!)
have concerns about a homeless service
A gathering of community members, church members,
operating nearby. When these concerns
service providers and potential clients, “YES IN MY
escalate to anger projected onto you or
BACKYARD we want a Pop Up Care Shower Project.”
the people you serve, it can be quite
Coming to the Oaks beginning September 23 at 10am!
rattling. Get ahead of negative backlash
Mondays 10-3 at Big Oak Peer Support Center!
by seeding “YIMBYism.” We make the
effort to be a good neighbor by going door to door before we begin providing service. We shake
hands at local businesses and leave our information for owners to stay in touch. We drop flyers
under doors. We reach out to any and all neighborhood associations, and make presentations
wherever we can. It’s important for our neighbors to see that we genuinely want to work with
them and address any concerns. Getting to “Yes-in-my-Backyard.” The more people get to know
you and what you are doing, the more inclined they’ll be to support you.
Talking Points
Will this service attract more homeless people to this neighborhood?
The 2018 PIT Count showed that we already have people who are experiencing homelessness in
every community in Lake County. Of the 612 Total Counted – 504 Adults, 108 Children (1 Out of
6 Homeless People in Lake County is a Child!) here is the breakdown by community:


Clearlake/Clearlake Oaks/Lower Lake: 319 Total - 293 Adults, 26 Children



Kelseyville: 17 Total – 14 Adults, 3 Children



Lakeport : 76 Total - 54 Adults, 22 Children



Lucerne: 47 Total - 36 Adults, 11 Children



Middletown: 51 Total - 46 Adults, 5 Children



Nice/Upper Lake: 47 Total - 39 Adults, 8 Children

We don’t want to see people lining up in our neighborhood like at a soup kitchen.
Neither do we. When there’s a wait for the shower, we’ll provide a sit down meal for our guests
so they are not loitering.
We’re concerned about people leaving trash, waste and bugs behind.
We live and work in this neighborhood too and want to be good neighbors. This is our space
that we are operating in and we are committed to keeping clean for everyone.
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You’re making it easier for people to stay on the streets. By enabling them, you’re part of the
problem.
The vast majority of people are only temporarily homeless; they haven’t always been on the
streets, and they won’t be here forever. If they can’t get clean, how will they be able to get a
job or access to housing?
We have children participating in afterschool programs at our church and/or school. Does this
bring a danger to our children?
There will be both staff and volunteers to ensure orderly and peaceful operations of the shower
trailer. It should also be noted that 1 in 6 people identified as homeless in Lake County is under
the age of 18. Our commitment is to care for all.

OPERATIONS
Transporting the Trailer
The trailer requires a minimum of a half-ton vehicle with a 2-5/16 ball to pull it. The "halfton" description loosely refers to the truck's payload capacity. This means that the truck can
carry up to 1000 pounds (453.5 kg) of cargo and passengers in the cab and bed.
The vehicle must have an electric trailer brake. An electric trailer brake controller is a device
that installs in the cab of your tow vehicle and activates the trailer's electric or electric-overhydraulic brakes when you hit the brakes in your tow vehicle.
We have a tow vehicle dedicated to the Pop Up Care Shower Project, which will be driven
by an Adventist Health Community Health Worker for sites operating during business hours
Monday to Friday. The Health Worker will staff the office in the trailer and provide intake
services.
If a site would like to operate the Pop Up Care Shower Trailer outside of business hours they
must be able to provide a vehicle, driver with a California Driver’s License and insurance.
They must also be able to cover all staff and volunteer positions with their own volunteers.
Supplies & Storage
Clothing Provision
A host site may choose to offer a “clothing closet” or each cluster may choose an
exchange model where each guest is given a bag of clothing, for example one bag could
be everything needed for a man size medium or everything for a woman size small. The
clothing plan will be developed in each cluster group and need not be uniform across the
sites.
Shower Supply Provision
The trailer will have a number of hygiene kits available to each location. We do not have
sufficient storage to provide a constant supply. Each cluster (geographic area where the
Page | 11
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trailer will be operating and the leadership team for that area) is recommended to recruit
a Donations Manager to ensure sufficient supplies. Suggested items include:
 Large towels & Washcloths
 Hygiene kits (eg. Shampoo, Soap, dental)
Complete Individual Clothing Bags (each bag will have all items needed for a specific
gender and size, for example size XL female, pants, top, underwear and socks )
 Cleaning Supplies (gloves, bleach, mop etc)


 Gas cards for volunteers moving trailer if needed
 Gift cards for guests as available
Host site can provide volunteers to work the trailer but it is not required as we are able to
recruit from partners as well.
Staff & Volunteer Roles
Site liaison: This volunteer or staff person will be from the church or agency where the trailer
will be operating for the day. They must be present on the property during the entire hours of
operation. They must have keys to the property, access to the bathrooms and facility and have
emergency contacts for site leadership. They must be present when the trailer is hooked up to
power and water but they do not have to be at the trailer for further operations as long as they
are on site and accessible.
Care Coordinator: This role will be fulfilled by the Adventist Health Community Health Worker
who will be working out of the Pop Up Care Shower Project Office on any given day. They will
verify all positions needed to operate Project are covered for assigned site. They will work in
partnership with COC Interfaith Shower Team and the site liaison.
Intake: welcomes guests, manages wait list as needed, brief registration survey
HMIS/VI-SPDAT: a staff/volunteer person from an agency providing services trained in privacy
and security to complete HMIS/VI-SPDAT survey
Meals: provide a meal for guests while waiting for their shower, or if provided by other
agency/church/restaurant, serve meals
Hygiene: Shower stalls must be checked and cleaned between each guest
Laundry: Towels must be laundered at the end of each day
Donations Management: we have no storage space so cannot make a general plea for needed
items but each site is encouraged to store supplies for their site consistent with their outreach
and mission. If a site needs help recruiting supplies the Committee can recruit supplies to be
stored at the site.
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Safety & Risk Management
We work with a vulnerable population, in vulnerable conditions, but there are measures you
can take to secure your team and our guests from unnecessary risk. The following policies have
been tested and proven through Lava Mae and are adapted from their manual and best
practices.
Setting Boundaries
If a guest threatens the safety of anyone in our community, abuses our staff, or gets in harm’s
way, then we are prepared to turn them away. Here are some helpful phrases if a concern
arises with a specific guest.
“Today is not a great day for a shower. Try us again another day.”
 “I’m here to help but it’s very hard when you talk to me like that.”
 “We’ll need you to come back when you’ve sobered up.”


We have a zero tolerance for violence. If any violence occurs or a weapon is brandished, ask the
guest to leave immediately. If they refuse to leave you are encouraged to call the police
immediately. If something feels off or unsafe, confer with your teammates and strategize caseby-case.
Training
Generally, our guests are sleep and food deprived, which can lead to frustration, irritation and
complex reactions. When my children were little we called this state of being hungry and
frustrated at the same time “HANGRY.” It is not uncommon for people experiencing
homelessness to be hangry and some may also be in the throes of substance abuse or mental
illness. Be compassionate, clear and consistent in your welcome and treatment of our guests.
Participate in our training on Trauma Informed Care before volunteering to serve with the Pop
Up Care project.
Key Trainings include a combination of (or are similar to):






De-escalation
Behavioral management
Conflict Prevention
Overdose Prevention
Harm reduction

Trainings will be offered regularly. If a Pop Up Care Shower Project training is not available
when a new volunteer is ready to begin, trainings for Project Restoration, The Warming Center
or Hope Center will also cover the necessary elements.
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Partners
The Pop Up Care Shower Project operates through a partnership model: our shower service is
always operated alongside another service provider or supportive agency. Service partners are
critical to keeping the outreach stable, and provides additional services for a more significant
impact as we seek to provide whole person care.

Site Partners
If we were to operate in a city park or public space we would need a permit for each event or
location. By partnering with agencies who have a physical building out of which they already
serve or do business a permit is not needed for a Pop Up Care Project. Types of Site Partners
include but are not limited to: Churches, Drop-In/Resource Centers and other Non-Profit
agencies. They may offer services that ensure a built-in clientele and will have waiting space to
serve a meal and complement our mobile hygiene services.

Pop Up Care Partners
Community Health Care Workers, other homeless service providers and sidewalk hair stylists these are just a few of the partners who can join us in the parking lot alongside our showers.
Suggestions for additional partners are always welcome.

In-kind Partners
Contributions can be one-time or recurring, donated or discounted, and provide vital
necessities for our operation. We can use an ongoing supply of soaps, towels, and laundry
services in addition to parking spaces, clothing donations, food donations and pro bono
services.
To operate the Pop Up Care Shower Project we will utilize a combination of donations,
fundraisers and grants. Ongoing expenses include propane to heat the water, gas for the tow
vehicle, cleaning supplies and more. Donations will be gratefully accepted and are tax
deductible. Please make checks payable to “Adventist Health” with “Shower” on the memo line.
Financial Donations and Gift Cards can be sent to:
Integrated Care Office of Adventist Health
Mulberry Plaza location ONLY
15090 Lakeshore Drive Suite #A
Clearlake, CA 95457
Supply Donations we can accept:
Shampoo/Body Wash in large containers • Hygiene Kits •Anti Bacterial wipes • Yellow Cleaning
Gloves / Latex Gloves • Microfiber Cleaning Cloths • Hand Sanitizer • Toilet Paper • bleach •
we have an limited space for clothing, please call in advance.

Please call prior to dropping anything off – 707-995-4584.
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Data Collection and the Homeless Management Information System: HMIS
“The HEARTH Act, enacted into law on May 20, 2009, requires that all communities have an
HMIS with the capacity to collect unduplicated counts of individuals and families experiencing
homelessness. Through their HMIS, a community should be able to collect information from
projects serving homeless families and individuals to use as part of their needs analyses and to
establish funding priorities. The Act also codifies into law certain data collection requirements
integral to HMIS. With enactment of the HEARTH Act, HMIS participation became a statutory
requirement for recipients and sub recipients of CoC Program and Emergency Solutions Grants
(ESG) funds.”ix
Guests of the Pop Up Care Shower Project will be asked to complete HMIS registration. They
may choose to decline registration and will be allowed to shower, however we will not be able
to offer the full range of services available to those who register, for example partner referrals
and potential shelter.
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Forms & Checklists
Shower Trailer Operations Checklist

 Park the shower trailer within 5 feet of a sewer clean out.
o The trailer should be parked on level ground, cement is preferred.
 The trailer should be parked within 40 feet of an electrical outlet and a water spicket.
 Once the trailer is in position, apply the parking break in the tow van or truck and turn
off the engine.
IMPORTANT! Always place wheel chocks between the trailer wheels before
unhitching the shower trailer.
 Block the tires of the trailer so that the trailer will not roll.
 To Unhitch Shower Trailer from the van or truck. Open trailer hitch latch located just
behind the ball receiver on the tongue of the trailer.
 Place wooden block raisers directly under the tongue jack and operate the jack to lift
the tongue of the trailer above the ball hitch of the van or truck.
 Disconnect the electrical plug from the socket of the van or truck.
 Unhook the 2 safety chains and safety cable from the bumper of the van or truck.
 With everything disconnected from the truck or van, move the truck or van forward
away from the trailer and park it.
 Lower the tongue jack of the trailer so the front of the trailer is about level with the
back of the trailer.
 Open the utility closet and take out the large orange remote for the rear leveling jacks.
Operate the jacks in the down directions to lift the wheels of the trailer until the wheels
are almost off the ground.
 Go to the wheels and remove the leaf spring pins and pin keys. There are two leaf
spring pins on each side of the trailer.
 Make sure leaf spring pins are removed for both wheels, and for both sides of the
trailer. Place the pin key and the pins in the utility closet before lowering the jacks.
 Use the large orange remote to lower the back of the trailer until the back of the trailer
is about 2 feet off the ground.
 Go to the front of the trailer and use the tongue jack to lower the front of the trailer
until the trailer is about 6inches off the ground.
 While looking at the leveling bubble on top of the tongue jack, use the large orange
remote to lower the back of the trailer until the trailer is level. Check the bubble and
move the left jack or right jack until the bubble is in the center of the circle.
 Hook up the drain (clean out) hose to the shower trailer clean out connection near the
front of the trailer on the same side as the utility closet. The fitting secures by twisting
into place so the hose locks to the trailer.
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 Take the drain end of the cleanout hose and place it securely into the sewer clean out
hole. The sewer cleanout is usually closed with a concrete or metal lid, use a crowbar or
other good tool to open the cleanout by removing the cover.
 Make sure the clean out hose is securely attached at the trailer and in the clean out
drain. Open the trailer drain valve by pulling up on the black (T) handle
 Unlock the office door and the front shower door
 Lower the wheelchair ramp to the back shower by removing the railings from their
mounts. First remove the pins in the legs of each handrail. Place the handrails nearby
and out of the way of the ramp.
 WARNING, Ramp is heavy. With help, hold the weight of the ramp gently toward the
trailer and lift the latch with a spring to release the ramp. Then lower the ramp to the
ground being careful not to hurt your back.
 Unlock the door to the rear wheelchair access shower.
 Take at least 2 extension cords from the office or utility closet and connect the cords to
the outlets next to the utility closet door. Then plug the extension cords into an
available electrical outlet of a nearby building.
 Use Y adapter connecting the adapter to either of the two extension cords. Plug in the
third extension cord to the (Y) adapter and plug both the (Y) adapter end and the 3 rd
extension cord into the trailer.
 Get the garden hose from the office and connect the hose to the trailer next to the
utility closet.
 Connect the other end of the hose to the outdoor water spigot near the building where
the power cords are connected.
 Make sure the hose is securely connected then turn on the water valve at the building.
 Open each shower door and turn on the lights.
 Check to make sure water is running by turning on the shower. Then turn off the shower
but leave the light on.
 Open the office and turn on the lights.

Guest Service Checklist
Lava Mae Quick Tip for Radical Hospitality: Beautify!
 Takeout the folding table and chair and set up the table near the office door of the
shower trailer. When space allows set up Pop-Up tent.
 Place the outdoor rugs in front of each shower entry.
 Place the indoor bath mats in changing area and in shower stalls.
 Check Supplies
 Make sure the white bag of clean towels is full and near the door of the intake
table for easy access (guests will be given a towel AFTER they have checked in
Page | 17
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with minimum intake form completed). When we have colored towels that have
been donated, they may also be placed within easy access of shower entry but
must be kept separate from white towels.
 Place bin of hygiene kits, wash cloths, shampoos and soaps on table.
 Place BLUE bag for used white towels behind table and bin for used colored
towels.
 Make sure cleaning supplies ready for cleaning between each shower: Mop,
Squeegee, bleach, cleaning gloves, cleaning cloths
 Make certain trash can is available
 Have intake forms and pens ready
 Do all volunteers and staff know where the bathrooms are located to give easy
directions?
 Do all volunteers know when and where the meal will be served?
 Do all volunteers know when and what services will be offered by partners on
this day?
 Prepare spray bottle for cleaning if it is not already full. Ratio is 1 part bleach to 3
parts water. Add bleach FIRST to 3:1 line marked on bottle (in between the pink
labels). Add water AFTER up to fill line (above yellow sticker).
 Remind all volunteers to use AIDET when welcoming guests
 Acknowledge (Eye contact, greeting, welcome, glad you are here)
 Introduce (Hello, my name is…)
 Duration (Estimate how long it will take before they can take a shower)
 Explain (Explain that before shower each person must answer five basic
questions but they may choose to fill out the longer intake which can help us
determine what additional services they may need or qualify for. They can
answer the longer intake before or after their shower, before or after the meal.
Ask which they would prefer. You can also explain where they can eat and use
bathroom while they wait.)
 Thank (Thank them for being patient while they wait)

Intake Procedure
3 levels of intake
1)
Everyone must answer five basic questions, but the Intake worker should let the
guest know that in the future, they need only say they have completed this step
before and they will be able to give only name and birthdate. Please note: Guests do
not fill out questions (you do not need to embarrass anyone asking if they can read
or not). Volunteer asks questions and completes form. The questions are:
a.

Name
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b. Birthdate
c. How long have they lived in Lake County or considered Lake County home
d. Are they a Veteran
e. Would they like to complete the longer Intake (an additional 10 minutes) in
order to be connected to additional services, including health care, possible
shelter programs and other resources? Explain they can do this before or after
shower, before or after meal. They may shower without completing the longer
form but all guests must answer the five questions.
For Additional Services Guests may choose to answer questions for HMIS/VI-SPDAT
2) This will eventually be a specific HMIS form that all Lake County Continuum of Care for the
Homeless (COC) providers in the county use. It will include the VI-SPDAT. Because
the Shower Project is beginning operations before HMIS is up and running, it will be
only the VI-SPDAT for the first few months. Those who complete the VI-SPDAT will
be considered for housing vouchers although there is no guarantee. The
HMIS/VISPDAT volunteer should not be the same person as the 5 question minimum
intake person. See Warm Hand Off below. Again, the guest does not fill this out, the
volunteer/staff person asks questions and completes the form.
Clients may choose to complete Community Health Worker Intake
3) This will help identify if they can be assisted by Intensive Outpatient Case Management
(IOPCM) for Partnership Health/MediCal recipients or Integrated Care for those not
on MediCal. This takes place in the Pop Up Care Shower Trailer Office.
Now that you have an idea of the Intake flow, what does the Intake person need to do to set
up?
Intake person should find clipboard with five question survey
Place cup of pens on table
Know where additional forms are located, stock clipboards.
Be certain that tally sheet is used in addition to intake forms. Tally sheet tracks
number of volunteers each day, number of guests, number of showers and number of
meals served. This step is critical for funding. DO NOT SKIP!
 After a guest completes the 5 question intake, if they will be completing longer intake
hand initial form to next person when you introduce them. If they will not be answering
additional questions this day, put in Guest Binder, alphabetically by last name.
 WARM Handoff
 If guest is willing to complete the longer form, ask if they would like to do that
now or come back after shower or meal (especially if VISPDAT/HMIS volunteer is
busy at the moment). When they are ready to answer longer form hand them off
to community health worker in the office of trailer or other agency
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VISPDAT/HMIS volunteer. Introduce them to this person BY NAME. Hand the
Health Worker their initial short check in so these questions do not need to be
asked again.
If guest is not willing to complete longer intake, graciously say ok, and let them
know it will be offered to them in the future, encourage them saying “no” today
means they can’t be considered for additional services now but when they are
ready we’ll be happy to connect them. No pressure.
Let them know estimated wait to shower (based on ten minutes per person
before them) and ask where they will be waiting.
Add their name to Shower Trailer waitlist. Do this even if there is no wait. This is
a double check so we count all guests receiving services.
Announce close of daily shower list if/when there are seven people on waiting
list ONE HOUR before anticipated closing time.

HMIS/VI-SPDAT Procedure



Thank guest for trusting us with their time. We cannot promise a specific outcome but
we have had success in our various agencies of helping many people in sustainable
housing. Share that various partners who have helped guests find housing so far include:
Project Restoration, NCO, Lake County Behavioral Health, the VA and the Warming
Center. Are there any agencies they DO NOT want their questionnaire shared with?
WRITE exclusions at the top of their VI-SPDAT.
 Immediately after completing VI-SPDAT, HMIS/VI-SPDAT volunteer/staff must return
five question intake to Intake table to be put in book. Write VI-SPDAT or HMIS
completed on their five question intake, your name, agency and date. Give VI-SPAT or
HMIS form to AH Community Health Worker if guest will not be added to your case load,
waiting list or entered into HMIS by your agency. Your agency may keep the paper copy
if guest will be added to HMIS by your agency as part of your standard operating
procedures. If you will not follow up with guest, you must return the VI-SPDAT within
one week to Adventist Health Community Health Worker assigned to Pop Up Care
Shower Project.
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Cleaning Procedure
According to the EPA,
“The terms sanitizing and disinfecting are often used interchangeably which can cause
confusion when implementing hygienic practices in conjunction with the use of the
Environment Rating Scales (ERS). Confusion can lead to cleaning practices that are not
effective, resulting in the spread of germs in group care situations.”
Sanitizing (what we do between each client): Reducing germs on inanimate surfaces to
levels considered safe by public health codes or regulations. Requires 2 minutes of bleach
solution on surfaces.
Disinfecting (what we do at the end of each day): Destroying or inactivating most germs
on any inanimate surface. Requires 10 minutes of bleach solution on surfaces.
Between Each Guest
1) Keep it clean! We clean between every single use - it’s vital to keeping the facilities
sanitary for all. Check between showers EVERY SINGLE time. Wear gloves when
you clean.
2) Remove any trash from room. Remove any towels or clothing left in room and place
in laundry bin.
3) “Cleaning between uses” means: Spray curtains walls and floor with bleach
concentrate. In order to sanitize, the bleach/water solution must be on surface for a
full TWO MINUTES. Spray surfaces, time two minutes, then wipe down with mop or
cloth.
4) At the end of the day, “disinfect,” allow bleach solution to sit for TEN MINUTES
before wipe down. Wipe down with mop or cloth. Spray with additional disinfectant
(Lysol or equivalent) before closing and locking room.
5) White towels which have been used must be given to Adventist Health employee to
take to hospital.
6) Colored towels, wash cloth and bath mats must be given to laundry volunteer.

Laundry Procedure

White towels in BLUE bag should be returned to Adventist Health each day. Guests may
not keep white towels.
Colored towels should be washed, dried and taken to location for next day of service.
Guests may choose to keep colored towels if it is their preference.

Meals

It is the responsibility of the Site Liaison to procure a Sit Down meal for guests at their
site. If they cannot find a meal partner they can alert Team Leader one week in advance
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and the team will work to find a meal partner. The Pop Up Care Trailer will not be
allowed to operate without a meal provision.
Meal partners should plan 20 meals for a 3 hour service and 40 meals for a 6 hour
service. This may be fewer in the early days of operation and required as we move
forward.
Additional snacks are welcome and appreciated, and the focus is on the meal.
Our insistence of a full meal is “grounded in research on the physical, mental and emotional
benefits of regular family meals. Some of the specific benefits of family dinners are:









Better academic performance
Higher self-esteem
Greater sense of resilience
Lower risk of substance abuse
Lower risk of teen pregnancy
Lower risk of depression
Lower likelihood of developing eating disorders
Lower rates of obesity”x
It has also been the experience of many homeless service providers that offering a meal,
rather than expecting guests to wait in lines, reduces anxiety and increases a sense of
community. A greater sense of community increases trust. A greater sense of trust
allows for the work of meeting our guests where they are at when they are ready to
seek help. Food builds community.
A University of Oxford Study noted, “‘We know from previous studies that social
networks are important in combating mental and physical illness. A significant
proportion of respondents felt that having a meal together was an important way of
making or reinforcing these social networks. In these increasingly fraught times, when
community cohesion is ever more important, making time for and joining in communal
meals is perhaps the single most important thing we can do – both for our own health
and wellbeing and for that of the wider community.”xi
Volunteers and staff are encouraged to sit and eat with guests whenever possible.
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If you are the TEAM LEADER for the day
For some sites the Site Liaison will be the team leader. In all sites the Adventist Health
employee will be willing to step into this roll if requested by the Site Liaison. The Team
Leader should go through this check list each day.
 Have all volunteers/staff completed a volunteer form? Have they signed into the
daily log?
 Has each volunteer either read the entire manual or received appropriate training?
 Has each volunteer been given the opportunity to read their job description from
the manual? These are located in the leader book.
 Has each job responsibility been assigned to a specific person?
1. Shower Trailer Operation Check List
2. Guest Service Check List
3. Intake
4. HMIS/VI-SPDAT
5. Cleaning Procedure
6. Laundry Volunteer
7. Meal provision
 Did you thank each volunteer for being part of this amazing project during the
operational day?
 At the end of the day was the propane refilled?
 Has the Shower Trailer been returned to Adventist Health or to the next location?
 Has the Team Leader Daily report been completed?
 Team Leader makes sure everything is put away safely.
 Team Leader does walk-around before moving vehicle.
 Person moving vehicle removes all hoses, and cords, placing the in the office space
pf trailer for next day of service.
 Team Leader may communicate supply needs.
 Team Leader dumps gray water or waits for dumping service.
 Team Leader may bring used towels to laundry service or assign to other volunteer.
 Team Leader does walk-around SITE before leaving premises.

Thank Yous

The Pop Up Care Shower Project would not be possible without the support of Adventist
Health, the Lake County Continuum of Care for the Homeless, Lava Mae, each of our Agency
Partners and YOU. Thank you.
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CITY OF CLEARLAKE
CITY COUNCIL STAFF REPORT
MEETING OF: March 4, 2021
Subject:

Measure V Committee Discussion Regarding
Responsibilities

Agenda Item No.
Date: March 1, 2021
Reviewed & Approved:

From:

Dale Goodman, Public Works Director

Recommended Action:

Provide direction to staff.

ISSUE STATEMENT:
Measure V is a one cent sales and use tax that approved by Clearlake voters in 2016. The proceeds
of the tax are to be dedicated solely to improving the roads in Clearlake. As part of the ordinance
which enabled the tax a Citizen Oversight Committee was to be established by the City Council.
Ordinance No. 189-2016, paragraph 3-7.14 [Measure V] Citizen Oversight Committee states:
“The City Council, by resolution, shall establish a five-member Citizen Oversight
Committee to meet annually to review expenditures and appropriations of the tax
revenues to ensure that all such revenues are spent or appropriated for the purposes and
uses set forth in the Expenditure Plan. Each member of the City Council shall appoint one
member of the Committee who shall have a term coinciding with the term of the
appointing Council member. Each Committee member shall be a resident of the City at
the time of appointment and shall remain a resident of the City while serving on the
Committee. The Mayor shall appoint the chairperson of the Committee subject to the
approval of the majority of the Council. The Committee shall receive the assistance of
City staff and shall undertake such additional duties* as the Council may designate.”
* Staff have reviewed previous discussion related to the Measure V oversight committee and
have confirmed that the City Council has never assigned “additional duties” to the Committee.
Two meetings of the Citizen Oversight Committee occurred in 2020 on:
1. July 30, 2020
2. October 22, 2020 (held after the year-end audit was complete)
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At both meetings staff shared information about the current year’s projects, and about the 5year Measure V plan, which was previously adopted by the City Council. Plans are created
through the combined efforts of the Public Works and Engineering staffs and are based on the
recommendations of the City’s Pavement Management Plan, which was most recently updated
in 2018.
The primary purpose of the October 22, 2020 meeting was for the Committee to review the FY
2019-20 Measure V Budget, Expenditures, and Appropriations, so that they could report back to
Council on whether the expenditures were spent according to the expenditure plan outlined in
Measure V.
The Measure V Committee submitted their report and resolution for the 2019-20 Measure V
Budget, Expenditures and Appropriations was received and filed by the Council on January 21,
2021.
The annual meeting of the Committee to review the 2020-21 Measure V Budget, Expenditures
and Appropriations is planned, but not yet scheduled for October 14, 2021.
The current committee process involves providing a year end revenue and expenditure report of
Measure V funds. In addition, this year staff also provided a revenue and expenditure report of
Gas Tax funds as an informational item. Staff then provide an overview of the projects completed
in the previous fiscal year and provide an overview of projects planned for the upcoming year.
Staff address any committee member questions and then the committee considers adopting a
resolution affirming the Measure V funds were spent according to the adopted expenditure plan.
The Expenditure Program in the Measure V Ordinance includes the following improvements:



















Annual grading and associated graveling on existing unpaved roads maintained by the City
Pothole and surface repair
Pavement dig outs & minor asphalt blankets
Drainage repairs/replacement
Minor chip seals
Crack filling
Shoulder restoration
Pavement grinding, removal & replacement
Chip seals, micro-seals and other surface treatments
Storm drain system improvements
Re-striping, painting and installation of pavement reflector markings
Maintenance of street signs
Asphalt pavement overlay and rehabilitation projects
Rock rip-rap protection
Bridget deck and railing replacement
Sidewalk restoration
Maintenance equipment lease, rental, or purchase
Sidewalk and bicycle facilities
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Bridge replacement/rehabilitation
Road construction equipment rental, lease purchase
Road construction equipment repair
Grant matching funds for street improvement projects

DISCUSSION POINTS:
1.
2.
3.
4.

What additional duties, if any, would the Council like to assign to the Committee?
How would new assignments improve the workflow?
How would new assignments improve the outcome?
How would new assignments improve the bottom line?

ATTACHMENT:
Measure V Ordinance (No. 189-2016)
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CITY OF CLEARLAKE
CITY COUNCIL STAFF REPORT
MEETING OF: March 4, 2021
Subject:

Consideration of Appointments to the Measure V Date: February 26, 2021
Oversight Committee
Reviewed & Approved:

From:

Melissa Swanson,
Director/City Clerk

Recommended Action:

Administrative

Services

Appoint three members to the Committee by Vice Mayor Perdock,
Councilmember Claffey and Councilmember Overton, one member
per Council Member; Resolution No. 2021-13 and by motion
approve the Mayor’s appointment of a chairperson of the
Committee

ISSUE STATEMENT AND DISCUSSION:
With the passage of Measure V, the Road Maintenance and Improvement Transactions and Use
Tax, the Council must make appoints to the Measure V Citizen Oversight Committee.
Pursuant to Section 3-7.14 of the Road Maintenance and Improvement Transaction and Use Tax
Ordinance No. 189-2016 (attached), the City Council shall, by resolution, appoint a five member
Citizen Oversight Committee to meet annually to review expenditures and appropriations of tax
revenues to ensure those revenues are spent or appropriated as set forth in the Expenditure
Plan.
Each Council Member shall appoint one Committee Member. The Committee Member’s term
coincides with the appointing Council Member’s term.
At the December 3rd Council meeting, three Councilmembers began new terms, leaving three
vacancies on the Measure V Oversight Committee. The Oversight Committee is currently made
up of the following individuals:
Sheryl Almon: Appointed by Councilmember Cremer
Bruno Sabatier: Appointed by Mayor Slooten
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It is the prerogative of each individual Council Member as to the decision on appointment.
However, all Committee Members must be a resident of the City at the time of appointment
and remain a resident while serving on the Committee. If a Council Member chooses an
individual without accepting applications, that person must fill out a committee application and
return it to the City Clerk for verification purposes (Council Norms and Procedures Section
5.2(e)).
Additionally, Section 3-7.14 states the Mayor shall appoint the chairperson of the Committee,
subject to the approval of the majority of the Council.
At the January 7th meeting, staff was directed to recruit for volunteers for the Committee. Staff
received one application from Jim Scholz.
FINANCIAL AND/OR POLICY IMPLICATIONS:
None.
RECOMMENDATIONS
It is recommended that the City Council adopt by motion Resolution No. 2021-13, A Resolution
of the City Council of the City of Clearlake Appointing Three Members of the Measure V Citizen
Oversight Committee and by motion approve the Mayor’s appointment of a chairperson of the
Committee.
ATTACHMENTS
Attachment A- Resolution 2021-13 Appointing Members
Attachment B – Ordinance No. 189-2016
Attachment C – Measure V Committee Application – Jim Scholz
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RESOLUTION 2021-13
A RESOLUTION OF THE CITY COUNCIL OF THE CITY OF CLEARLAKE
APPOINTING THREE MEMBERS OF THE MEASURE V CITIZEN OVERSIGHT COMMITTEE
WHEREAS, in November 2016, Measure V, the “City of Clearlake Road Maintenance and
Improvement Transactions and Use Tax” (Road Tax) was approved by Clearlake voters;
and
WHEREAS, Ordinance No. 189-2016 sets forth the procedure for implementation of the
Road Tax and the creation of a Citizen Oversight Committee consisting of five members,
appointed individually by the five Council Members; and
WHEREAS, on December 3, 2020, three Councilmembers were sworn into new terms
leaving three vacant seats on the Measure V Citizen Oversight Committee effective
immediately; and
WHEREAS, appointments to said Committee were made at a duly noticed Council
meeting on March 4, 2021.
NOW, THEREFORE, BE IT RESOLVED that the City Council of the City of Clearlake as
follows:
1.
Vice Mayor Russell Perdock hereby appoints ____________ as a Citizen
Oversight Committee Member;
2.
Council Member David Claffey hereby appoints __________ as a Citizen
Oversight Committee Member;
3.
Council Member Joyce Overton hereby appoints _____________ as a
Citizen Oversight Committee Member;
4.

This Resolution shall take effect immediately after its passage.

Passed and Adopted this 4th day of March, 2021 by the following vote:
AYES:
NOES:
ABSENT OR NOT VOTING:

ATTEST:

_________________________
Mayor, City of Clearlake

_______________________________
City Clerk, City of Clearlake
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Item 10.

CITY OF CLEARLAKE
CITY COUNCIL STAFF REPORT
MEETING OF: March 4, 2021
Agenda Item No.
Subject:

Discussion Regarding Abandoned Vehicles, Date: March 1, 2021
Approval of the Sole Source Purchase of K-Rail
Concrete Barrier from Eiffel Trading and Adoption
of the 9th Amendment to the FY 2020-21 Budget; Reviewed & Approved:
Resolution No. 2021-14

From:

Andrew White, Chief of Police/Interim Finance
Director

Recommended Action:

Adopt resolution.

BACKGROUND:
The City Council has requested staff present an update regarding abandoned vehicles in the City,
including a review of existing rules and regulations and enforcement efforts. At the mid-year
budget, the City Council also expressed interest in staff exploring efforts to prevent and mitigate
further accumulation of abandoned vehicles, including using technology.
ISSUE STATEMENT AND DISCUSSION:
Staff will present an update as requested at the City Council meeting. Staff will seek direction
from the City Council regarding existing regulations and whether modifications or additional
regulations should be sought to curb the presence of abandoned and inoperative vehicles in the
community.
Staff is recommending the City Council appropriate funding for the purchase of K-rail, including
rental of equipment to place the K-rail, and equipment and software to prevent and mitigate the
abandonment of vehicles in the City.
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K-Rail Purchase
In September 2020, the City Council authorized the purchase of concrete K-rail from Eiffel Trading
to be used to restrict access to certain areas in the City, particularly those used for the illegal
dumping of garbage and vehicles. The K-Rail has been effective in deterring this activity and
restricting access.
Staff recommends the City Council authorize the purchase of 3,000 additional lineal feet of used
K-rail from Eiffel Trading as a sole source purchase in the amount of $58,000 with up to 10%
contingency. The contingency may be necessary as the K-rail will likely require delivery to
multiple staging areas instead of a single staging areas was done in the past. Staff further
recommends an additional appropriation of $7,000 for the rental of the heavy equipment
necessary to place the K-rail.
The K-rail will be used to restrict access to additional roadways ordered temporarily closed in the
area of Clearlake Park known as the Gobi Desert as well as the recently leased property behind
Walmart and Tractor Supply. K-rail will also be strategically deployed to other locations in the
City where dumping and abandonment of vehicles are occurring, including areas in the Avenues
neighborhood. The funding source will be increased sales tax revenue.
Equipment and Software
With limited staffing resources and the high cost of abating vehicles, staff recommends that the
City Council appropriate $20,000 of funding to be used to acquire technology to assist in
mitigating and deterring the abandonment of vehicles. The technology may include, but is not
limited to, vehicle detection equipment, real-time video monitoring of locations, real-time
alerting, audio announcements, lighting, and other means to identify those responsible for
abandoning vehicles and deter others from engaging vehicle abandonment. Staff believes it is
important to explore several proofs of concept in various areas impacted as opposed to pursuing
a large-scale deployment of unproven technology.
FINANCIAL AND/OR POLICY IMPLICATIONS:
The proposed action would appropriate $85,000 of increased tax revenue.
The proposed action would support achieving the Council adopted goal: Make Clearlake a Visibly
Cleaner City and Improve the Image of Clearlake.
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RESOLUTION NO. 2021-14
ADOPTION OF 9TH AMENDMENT TO THE FY 2020-21 BUDGET (RESOLUTION 2020-27)
APPROPRIATING REVENUES FOR EQUIPMENT, EQUIPMENT RENTAL, SOFTWARE AND
SUPPLIES RELATED TO ABANDONED VEHICLES AND AUTHORIZING THE SOLE SOURCE
PURCHASE OF K-RAIL BARRIER FROM EIFFEL TRADING
WHEREAS, the City Council desires to appropriate unanticipated revenue to the General Fund to
be used for the purchase of equipment, rental of installation equipment and supplies related to
abandoned vehicles and the prevention thereof; and
WHEREAS, the City Council desires to authorize the City Manager to purchase 3,000 linear feet
of used K-rail from Eiffel Trading as a sole source purchase.
NOW, THEREFORE, BE IT RESOLVED by the City Council of the City of Clearlake:
Section 1. The FY 2020-21 Budget, adopted via Resolution 2020-27, is amended as follows:
Appropriations Adjustments
Fund

100
100
100

Fund
Name

General
General
General

Department

Account

Description

Public Works
100-3000-800-681 Equipment & Software - K-Rail
Public Works
100-3000-750-561 Contract Services-Misc - Lift Rental
Code Enforcement 100-2010-800-681 Equipment & Software - AV Techn

Total

FY 20-21 Budget

Adjustment

73,200
24,800
98,000

58,000
7,000
20,000
85,000

Revenue Adjustments
Fund

Fund
Name

Account

Description

100 General

FY 20-21 Budget

(1,958,682.00)
Total
(1,958,682)

Adjustment

FY 20-21
Amended
Budget

131,200
7,000
44,800
183,000

FY 20-21
Amended
Budget

(85,000.00) (1,873,682.00)
(85,000)
(1,873,682)

BE IT FURTHER RESOLVED that the City Manager of the City of Clearlake is authorized to purchase
3,000 linear feet of K-rail from Eiffel Trading in an amount not to exceed $58,000 plus 10% for
unforeseen contingencies; and
BE IT FURTHER RESOLVED that the City Council of the City of Clearlake hereby waives the
competitive formal bidding process pursuant to Clearlake Municipal Code Section 3-4.5 for the
purchase of K-rail.
PASSED AND ADOPTED by the City Council of the City of Clearlake, County of Lake, State of
California, on this 4th day of March 2021, by the following vote:
AYES:
NOES:
ABSTAIN:
ABSENT:
3
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ATTEST:______________________________
City Clerk

________________________________
Mayor
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INVOICE
INV-0485
Eiffel Trading, LLC
2500 Summer Street
Suite 3113
Houston, TX 77007
sales@eiffeltrading.com
Bill To:

Date:

Sep 4, 2020

Payment Terms:

Due on Receipt

Balance Due:

$57,681.00

The City of Clearlake
14050 Olympic Drive
Clearlake, CA 95353

Item

Quantity

2,040LF of Used K-Rail Barrier Wall Delivered to Clearlake, CA

2,040

Rate

Amount

$26.00

$53,040.00

Seller is facilitating a transaction for used Material (Material is defined as Precast Concrete Traffic Barrier) that was
inspected and accepted by Buyer. All Material is being purchased “AS-IS”. All sales are final. Buyer acknowledges and
agrees that Seller is not the manufacturer of the Material. Seller expressly disclaims any and all express and implied
warranties, including any warranties of merchantability and fitness for a particular purpose. Once the material is loaded
on the truck it is deemed accepted, Buyer may have a representative onsite to ensure quality.

Subtotal:

$53,040.00

California 875 (8.75%):

$4,641.00

Total:

$57,681.00

Terms:
-All equipment and material is sold as-is.
-No warranties of any type or kind are expressed or implied including warranties of merchantability or fitness for a
particular purpose.
-Buyer is responsible for any/all applicable use, sales and/or VAT taxes.
-Payment due prior to shipping.
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CCITY OF CLEARLAKE
CITY COUNCIL STAFF REPORT
MEETING OF: March 4, 2021
Agenda Item No.
Subject:

Consideration of an Updated Special Event Fee Date: February 26, 2021
Waiver Policy
Reviewed & Approved:

From:

Tina Viramontes- Deputy City Clerk

Recommended Action:

Approve updated Special Events Policy authorizing the City
Manager to approve waiving fees for certain special events

ISSUE STATEMENT AND DISCUSSION:
While COVID-19 has changed the way our community has interacted over the past year, the
City has adapted to the new normal, and large community events are also adapting to social
distancing and masking mandates. The success of the Lakeshore Lions July 4 th Celebration, as
well as last year’s Trunk or Treat event, has shown the resiliency of the community and the
ability to adapt events to the requirements.
The City of Clearlake is experiencing an increase in the number of catfish and bass fishing
tournaments held at Redbud Park. These tournaments not only bring the tournament
participants, but their families and friends as well. Typically, larger crowds generate more
revenue for local hotels, restaurants, and retail establishments. Currently, the City has received
nine applications fishing tournaments in the coming months. Staff has also reached out to
additional tournament providers to see if there is interest in holding fishing events here this
year.
To maintain a good business partnership with current eventholders and attract additional
events to the City when COVID-19 restrictions ease to allow more community events, staff
recommends authorizing the City Manager to waive fees for certain special events. The current
policy was adopted in 2009 and allows for waiving rental fees of the Senior/Community Center
and parks for non-profits who only charge to recover actual costs. Changing the policy to add
for-profit events and allowing non-profit eventholders fee waivers even if they are charging
overhead for events will hopefully bring more events to the community.
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If approved, staff will update event applications to include a fee waiver request for the
eventholder to complete.
FINANCIAL AND/OR POLICY IMPLICATIONS:
There will be a minimal decrease of revenue to the general fund if approved. Currently, fees are
not calculated to recapture all staff time and other costs associated with special events, such as
utilities, and use of the Clearlake Senior/Community Center, therefore there is minor impact to
the general fund costs of events with the waiving of fees.
Attachment:
Updated Special Event Fee Waiver Policy
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Waiver of the Clearlake Senior/Community Center and Special Event Fees
Council
March 4, 2021
Certain events, such as fishing tournaments and community parades, benefit the community by generating revenue
for local hotels, restaurants, and retail establishments.
The events that benefit the community the most are those that bring large numbers of visitors to the community.
These events bring money into the community that benefit the City, local businesses, and ultimately all the residents.
If the visitors enjoy their visit they will return and tell their friends.
Other events sponsored by local non-profits also benefit the community by raising money that will be given to
charitable or worthy causes.
The City Manager is authorized to waive fees for the use of the Clearlake Senior/Community Center and for special
event permits. The following are the policies for considering waiving the rental fees, including, but not limited to:
A.
B.

The cleaning deposit shall not be waived.

Eventholders must submit a Special Event Application or a Clearlake Senior/Community Center
application (whichever applies to the event) at least 30 days prior to the event in order to qualify for
consideration of a fee waiver.
C.
Eventholders must request a fee waiver by the City Manager no later than 30 days before the
event.
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CITY OF CLEARLAKE
CITY COUNCIL STAFF REPORT
MEETING OF: February 26, 2021

Agenda Item No.

Subject:

Public Hearing to Consider Projects and Authorize Date: March 4, 2021
the Application for Funding through the
Community Development Block Grant Mitigation
Reviewed & Approved:
and Disaster Recovery Programs

From:

Alan D. Flora, City Manager

Recommended Action:

1) Open the public hearing and receive public comment
regarding the Community Development Block Grant MITand Disaster Recovery programs and possible activities and
projects to be considered for funding under the upcoming
Notice of Funding Availability (NOFA) process; and
2) Adopt Resolution 2021-13 Approving an Allocation of
Funding and an Application for Funding and the Execution of
a Grant Agreement and any Amendments Thereto from the
CDBG-DR Program and/or the CDBG-MIT Program

ISSUE STATEMENT AND DISCUSSION:

As a result of the Sulphur Fire in 2017 the City of Clearlake is eligible for several funding programs
through the Community Development Block Grant (CDBG) 2017-DR & MIT programs. The Council
is aware of the allocation of approximately $1.1 million for multi-family housing. In addition, the
City is pursuing funds from the CDBG Disaster Recovery (DR) and Mitigation (MIT) programs. A
total of $162 million is available through DR and $88 million from the MIT program. As previously
discussed, we have submitted a notice of interest (NOI) for nearly $14 million (a combination of
DR and MIT infrastructure funds) in infrastructure projects under these combined programs.
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The DR-Infrastructure Program utilizes CDBG-DR funds to address two needs of Eligible
Applicants: 1.) providing support to disaster-impacted units of government and other eligible
entities with payment of their non-federal share (FEMA PA Match and FEMA HMGP Match)
requirement so that they can access other disaster recovery resources without incurring an
unexpected financial burden to address recovery needs; and 2.) providing funds to units of
government to develop “Stand-Alone” infrastructure projects, which can be funded with up to
100% CDBG-DR funding, that are necessary to address unmet disaster recovery needs from
impacts tied to DR-4344 and DR-4353. The City of Clearlake is eligible based on the Sulphur Fire
(DR-4344). The City is pursuing the “Stand-Alone” path.
Non-match, Stand-Alone CDBG-DR eligible infrastructure projects with a tie-back to the 2017
disasters that can be funded with up to 100 percent of CDBG-DR funding are eligible for the DRInfrastructure Program. These non-match, Stand-Alone Infrastructure projects are critical to
address identified unmet disaster recovery needs and increase the resilience of cities and
counties that are not funded by other federal recovery programs.
For the Stand-Alone and HMGP Match projects, the tie to the 2017 disasters is documented as
part of the NOI and application process and stored in the program file of Grants Network.
Documentation that can show a direct impact can include, but is not limited to, a damage
estimate prepared by city/county staff or contractor, reconstruction estimates for physical losses
by engineers or other similar professionals, insurance claims, or photographic evidence of the
physical impact of the disaster on the project with clear dates and timeline.
Eligible projects are roads and bridges, water control facilities, etc. Potential projects are
prioritized by HCD based on direct tie-back to a disaster as well as LMI (low and moderate income)
score. Further, projects are prioritized based on project readiness.
The City has been designing a road rehabilitation project in the Sulphur Fire area. This project
would include upgrades to 7.78 miles of roads (see attached map). The design work has been
completed and the bid package is being prepared to release by the end of March.
In addition to this project the City has also requested an allocation of funds to provide upgrades
to Arrowhead and Burns Valley Road. This would provide future resilience as an additional
ingress/egress point from the northern part of the City and Clearlake Park. Design of this project
would begin as a phase two if additional funds are allocated to the City above what is needed for
the Sulphur Fire project.
HCD is expected to release allocations to each jurisdiction that submitted an NOI in December
and this will initiate the application process.
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RECOMMENDED ACTION:
Adopt Resolution 2021-13 Approving an Allocation of Funding and an Application for Funding and
the Execution of a Grant Agreement and any Amendments Thereto from the CDBG-DR Program
and/or the CDBG-MIT Program
ATTACHMENTS:
1) Resolution 2021-13
2) Sulphur Fire Road Rehabilitation Project Map
3) CDBG-DR/MIT Project Overview Map
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RESOLUTION NO. 2021-11
A RESOLUTION APPROVING AN ALLOCATION OF FUNDING AND AN
APPLICATION FOR FUNDING AND THE EXECUTION OF A GRANT
AGREEMENT AND ANY AMENDMENTS THERETO FROM THE CDBG-DR
PROGRAM AND/OR CDBG-MIT PROGRAM
BE IT RESOLVED by the City Council of the City of Clearlake as follows:
SECTION 1:
The City Council has reviewed the State of California’s Community Development Block
Grant – Disaster Recovery (CDBG-DR) Action Plan for 2017 disasters and/or the State
of California’s Community Development Block Grant – Mitigation (CDBG-MIT) Action
Plan for 2017 disasters and hereby approves the execution of a Standard Agreement
(“Agreement”) between the City of Clearlake (“Subrecipient”) and the California
Department of Housing and Community Development (“HCD”).
The City Council agrees to perform activities, as further detailed in the Agreement, as a
means to facilitate the development of infrastructure pursuant to the 2017 Disaster
Recovery Infrastructure Program (DR-Infrastructure) Policies and Procedures and
Mitigation Resilient Infrastructure Program (MIT-RIP) Policies and Procedures
Addendum, as the same may be amended from time to time.
SECTION 2:
The City hereby authorizes and directs the City Manager, to enter into, execute and
deliver the Agreement and any and all subsequent amendments thereto with the State
of California for the purposes of the Grant.
SECTION 3:
The City acknowledges compliance with all state and federal public participation
requirements in the development of its application(s).
SECTION 4:
The City Manager is authorized to execute and deliver all project applications and any
and all related documentation required to effectuate the terms of the Agreement, and to
act on the City's behalf in all matters pertaining to all such applications and
documentation.
SECTION 5:

1
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If an application is approved, the City Manager, is authorized to enter into, execute and
deliver all Notice(s) to Proceed, and any and all subsequent amendments thereto, with
the State of California for the purposes of the Grant.
SECTION 6:
If an application is approved, the City Manager is authorized to sign and submit Funds
Requests and all required reporting forms and other documentation as may be required
by the State of California from time to time in connection with the Agreement for
purposes of the Grant.
PASSED AND ADOPTED at a regular meeting of the City Council of the City of
Clearlake, held on __________ by the following vote:
AYES: _____
ABSENT: _____

NOES: _____
ABSTAIN: _____

__________________________________
Dirk Slooten, Mayor
City of Clearlake

STATE OF CALIFORNIA
City/County of ________________
I, Melissa Swanson, City Clerk of the City of Clearlake, State of California, hereby
certify the above and foregoing to be a full, true and correct copy of a resolution
adopted by said City Council on this 4th day of March, 2021.
__________________________________________
Melissa Swanson,
City Clerk of the City of Clearlake, State of California
By: _____________________________________
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