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In April 2015, the Town of Granite Quarry hired a team of consultants led by Arnett Muldrow &
Associates to develop a revitalization plan for the town’s core area along US 52. This project, entitled
the Downtown Granite Quarry Community Plan, was built on a six month-long timeline and a
planning process designed to elicit frequent and substantial community input (and buy-in). This
document describes the community engagement process and outcomes for this planning process, and
shows how local stakeholder input informed the consultant team’s recommendations in the following
strategic areas: Economic Development; Planning and Design; Marketing and Branding; and
Organization and Partnerships.

The Project Team for the Downtown Granite Quarry Community Plan are as follows:

* Arnett Muldrow & Associates of Greenville, South Carolina provided market-based master
planning, economic development, market analysis, and project management services for this
project. Tee Coker led the Arnett Muldrow team and served as co-project manager.

* Community Design Solutions of Columbia, South Carolina provided photo-rendering and
public realm architectural design services.

* Mahan Rykiel Associates of Baltimore, Maryland provided master planning, urban design,
development site vignettes and public realm design services.

The Project Team would like to thank the members of our Steering Committee for their insight and
guidance throughout the planning process. These individuals are:

* Gary Mattingly, Chair

* Mike Brinkley

* Barbara Brown

* Susan Closner

» Phil Conrad

* William Feather, Mayor

* Lonnie Goodman

» Bill Ketchie

* John Linker

* Sandy Moore

* Doug Shelton

* Randy Welch

*  Mike West

e Arin Wilhelm



The Downtown Granite Quarry Community Plan is
rooted in community participation. A “by-the-
numbers” look at the planning process
demonstrates a wide variety of participation from a
variety of community stakeholders:

e Seven Roundtable Meetings with
approximately sixty individual stakeholders;

e Two Town Hall Meetings with
approximately fifty and thirty in attendance,
respectively;

o Over forty ZIP Code surveys distributed to
local businesses;

e An online Consumer Survey that yielded
input from over one hundred respondents;
and

e A charrette presentation with over forty in
attendance and over one hundred views on
YouTube.

The Project Team worked with Town staff to
actively advertise and promote all public meetings
throughout the planning process.

During the tirst site visit, the Project I'eam took notes throughout the seven Roundtable Meetings.
Stakeholder responses are organized below into the following categories: “strengths,” “weaknesses,”
“challenges,” and “opportunities.” A summary of these responses are as follows:
o Strengths: Stone House Museum; Old Stone Winery; Granite Lake Park, Centennial Park, Civic
Park.; strong advocate and partner in F&M Bank; retail market extends southward along NC
52; community has many essential services, including medical; relatively high median
household income; Granite Industrial Park; in-town neighborhoods, sidewalks, etc. make for a
livable community; location: accessibility to larger communities without clutter and sprawl;
community pride and positive energy from town leadership; strong residential growth, relative
to rest of Rowan County; nearby High Rock Lake
o  Weaknesses: perception—not reality—re: school district quality; town perceived as a pass-
through; no sense of arrival for visitor; no clear sense or projection of community identity; no
grocery store; lack of other key retail offerings (Salisbury, Rockwell have these); noise, safety,
and speed problems along key roadways; handful of derelict properties; many facades require
improvements; streetscape along NC 52 is lacking; lack of in-town commercial and industrial
development; lack of critical mass along NC 52; GQ is officially designated a “food desert”;



many suburban residents who simply live in Granite Quarry but are otherwise tied to Salisbury,
Charlotte, etc.

*  Challenges: Marketing; manpower/resources; lack of focused approach to development; many
residents are disengaged from the town; how to foster shared sense of identity, vision; relatively
small tax base limits town’s ability to invest, spend; retailers and restaurants in Salisbury and
Rockwell have absorbed much of the demand from Granite Quarry; how to leverage active rail
line; lack of interest and vision by those who are disengaged; many needed improvements will
be costly, require significant public/government funding; uncertainty as to who will take the
place of older leaders who are aging out

*  Opportunities: improve community marketing efforts; leverage RCCC and TDA resources;
implement planned improvements to Stone House Museum and property; tourism—trolley
tour market; harness NC 52 traffic; focus on old Kepley’s Garage property and block as a
revitalized gateway; build infrastructure and market for Carolina Thread Trail; consider
potential baseball/softball complex; reuse/redevelop old Winn-Dixie property and surrounding
area; proposed major proposed residential development (Farmstead) adjacent to industrial
park; fact that recruitment of new businesses to Granite Industrial Park will increase local tax
base; potential for new programming, events, sports in parks; connect parks via trails and
greenways; recruit grocery store to town; clean up public spaces, streetscape, commercial
facades on NC 52; create rail-with-trail adjacent to Norfolk-Southern rail line; effectively
leverage winery, quarries (scuba), Dunn’s Mountain, other unique assets; tap in High Rock
Lake market; invite food trucks to spur activity at key locations; capitalize on the town’s unique
name

During the first site visit, the Project Team took notes during the first Town Hall Meeting. Participant
responses are organized below into the following categories:

* Favorite Things in Granite Quarry: quiet, small, nice parks, sense of community, convenience,
safe, family-friendly.

* Least Favorite Things in Granite Quarry: no grocery store, unsafe traftic on NC 52,
unattractive properties, lack of sports and activities for children, lack of events and
programming, difficulty in obtaining and distributing information re: community happenings.

* Changes to Improve the Look and Feel of the Community: reuse/redevelop old gas station
property, consider undergrounding utilities, improve building facades, schedule and promote
music and activities in town parks.

* Projects to Improve the Quality of Life: develop a multisport complex, improve relationship
with town and Rowan County School District (re: events), continue to develop industrial park
(to increase town’s tax base), hire town activities director, create a community center, address
speeding and safety issues on roadways, promote existing assets and activities, focus on youth
and elderly (re: shopping, activities), improve social media presence.

* Granite Quarry is Like: an empty nester with loads of untapped potential, who is vital but
could use a makeover.



The Project Team developed four “emerging themes” that encapsulate “what we heard” during the first
site visit. These are as follows:

Build on Current Enthusiasm: The Project Team was impressed by the level of excitement for
this project and for the future of Granite Quarry in general. This overall attitude can be
maintained if we can secure a handful of “quick wins” in plan implementation.

Focus on Improving Communication: Across the board, stakeholders told the Project Team
that communication is a big problem. Whether town-to-community or internal
communication (i.e. neighbor-to-neighbor), a lack of effective communication tools and efforts
have had a negative impact on the vibrancy of Granite Quarry.

Create a Focused Development Strategy: The Project Team learned that there is no shortage of
visionary projects for the future of Granite Quarry. This being said, the town faces a
combination of a small budget and small tax base. This means the town must adopt a targeted
investment strategy to maximize its limited resources.

Maintain and Expand Community Partnerships: For a town its size, Granite Quarry is
exceptionally fortunate to have to the existing and potential partnerships it has. The question
for the town is how to better leverage existing partnerships (for example, F&M Bank and the
Rowan County Tourism Development Authority) while cultivating new ones (for example,
Rowan-Cabarrus Community College and new potential industries). The issue of community
partnerships also begs the question of who will serve as a plan implementation coordinator at
the conclusion of this planning process.

The Project Team crafted a statement to encapsulate “what we heard” in terms of the values,
opportunities, goals and vision of the Granite Quarry community. This Community Vision Statement,
which sets the stage for the recommendations to follow, is as follows:

Granite Quarry is a quiet, small Carolina town with a safe, family-friendly atmosphere. It is a
place where residents enjoy a high quality of life with nice parks, good schools, and a convenient
location with access to larger markets.

Granite Quarry is a community that is enthusiastic about its future. It is a place with successful
local businesses and bustling activity. It is a place where community partners are coming together
to create a focused strategy to develop a downtown environment for residents and visitors to

enjoy.

Granite Quarry is committed to a shared vision for its future and is prepared to work diligently to
reach its vision and to foster community pride, economic development, and quality of life over the
coming years.





















Trade Area Definitions

In order to determine trade area geographies, each ZIP Code and their customer visits must be
compared in context with their geographic size and population. In other words, market
penetration cannot be determined simply by the total number of visits but by visits in relation to
population. The table below shows customer visits per 1,000 residents for each of the highest
representative ZIP Codes.

Visits/1000

ZIP Code Area 2010 Pop Visits Pop
28071 Gold Hill 2,803 140 49.95
28146 Granite Quarry 28,975 1270 43.83
28138 Rockwell 10,489 386 36.80
28159 Spencer 2,981 49 16.44
28144 Salisbury 28,757 204 7.09
28147 Salisbury 28,491 161 5.65
28137 Richfield 3,318 15 4.52
28023 China Grove 14,284 29 2.03
28125 Mount Ulla 2,728 4 1.47
27054 Woodleaf 2,487 3 1.21
28071 Gold Hill 2,803 3 1.07
28124 Mount Pleasant 6,934 5 0.72
27013 Cleveland 6,141 4 0.65
27299 Linwood 4,939 3 0.61
28127 New London 7,920 4 0.51
28083 Kannapolis 21,748 9 0.41
28001 Albemarle 27,188 11 0.40
28128 Norwood 7,484 3 0.40
28027 Concord 55,500 13 0.23
28146 GQ-IN 2,930 496 169.28
28146 GQ-0UT 26,045 686 26.34

Figure 11: Primary and Secondary Trade Areas. Visits per 1,000 population

When comparing visits per 1,000 population in relation to the time frame in which the survey
was conducted, breaks in the visits per 1,000 will begin to emerge. Whenever these breaks
become significant, this determines the differences in trade areas.

By this measure, Granite Quarry’s Primary Retail Trade Area (PTA) is defined as the three ZIP
Codes of Granite Quarry (28146), Gold Hill (28071), and Rockwell (28138). Customers from
these ZIP Codes represented 70% of the total visits during the survey period. The secondary
trade area is made up of just the Spencer ZIP code (28159).

13



All told, 72% of all Granite Quarry customers reside in the primary and secondary trade areas
defined above. Figure 12 illustrates the trade areas for Granite Quarry. The primary trade area is
shown in orange, and the secondary is shown in purple.

Figure 12: Granite Quarry PTA (orange) and STA (purple) trade areas

The map also shows that nearly 15% of customers reside in the three ZIP Codes of Salisbury
(28144, 28147) and Richfield (28137). This tertiary trade area is shown in light blue above.

Granite Quarry has a geographic market that is primarily local. Approximately one-fifth of all
customers live in Granite Quarry while 88% live in Rowan County. This is common in small
towns like Granite Quarry. It should be noted that even the most visitor-oriented
communities have customer bases that are mostly local.

Salisbury likely affects Granite’s market in multiple ways. On the one hand it provides
Granite Quarry and its local trade areas their primary commercial needs, potentially drawing
customers away from Granite. On the other, Salisbury is a major retail and employment
center, and Granite Quarry benefits from customers traveling through town on Highway 52
north to Salisbury. Convenience businesses likely see a direct benefit from this commuting
traffic, while other businesses have the opportunity to tap into this pass-through market.
This pass-through traffic, coupled with destinations like Old Stone Winery and the Old Stone
House, bring to Granite a broad market base from which local businesses can build
customers.

Only about 5% of all customers could be considered “visitors” living outside the surrounding
five-county region.
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3.3.3 Retail Market Study

This section presents current year and projected retail needs for Granite Quarry’s growing
market. All data shown is based on Granite Quarry’s primary and secondary trade area
identified earlier in this report.

Retail Leakage Analysis

“Retail Leakage” refers to the difference between the retail expenditures by residents living in a
particular area and the retail sales produced by the stores located in the same area. If desired
products are not available within that area, consumers will travel to other places or use different
methods to obtain those products. Consequently, the dollars spent outside the area are said to be
“leaking.” If a community is a major retail center with a variety of stores, it will be “gaining”
rather than “leaking” sales. Even large cities may see leakage in certain retail categories.

Primary Trade Area
2015 population of 42,807
Stores existing in Granite’s PTA sold $210 million in merchandise in 2014.
Residents who live in Granite’s PTA spent $675 million.
Therefore, Granite Quarry’s PTA leaked $465 million last year.
Secondary Trade Area

* 2015 population of 2,981

» Stores existing in Granites STA sold $39 million in merchandise in 2014.

* Residents who live in Granite’s STA spent $89 million.

* Therefore, Granite Quarry’s STA gained $50 million last year.

The combined $415 million in leakage in Granite’s trade areas is a tremendous amount of
demand, particularly for a trade area population of 45,000 people. This is not unexpected
however, particularly since Granite is directly adjacent to the retail magnet in Salisbury, as well as
the Greater Charlotte metro. For example, if you look at the retail sales within a 30-minute drive
time from downtown Granite Quarry, it amounts to $4.6 billion in sales.

Granite will always have to contend with the fact that much of the needs of its citizenry will be
accommodated within a short 5 to 10-minute drive to Salisbury. However, the $415 million in
leakage is real demand based on true consumer buying habits. In point of fact, this demand
equates to an opportunity for Granite Quarry to grow its commercial needs in a manner that
complements, rather than competes, with the offerings in Salisbury and greater region.

The table beginning on the following page details the consumer expenditures, retail sales, and
inflow/outflow of dollars by individual retail category within the local trade areas.

The numbers on the following pages account for all retail business sales and consumer buying
power within Granite Quarry’s trade areas. This includes demand for those establishments that do
not currently exist in Granite Quarry. In some cases, there may be only one store of that category in
a community. If this is the case, Claritas does not disclose that information because it is considered
proprietary trade information for an individual business.
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The Town of Granite Quarry leaked about $41 million in sales in 2014. More importantly, its
combined trade areas leaked about $415 million.

This leakage translates to demand, but the close proximity of Salisbury as a retail center means that this
demand is likely inflated due to:

» The fact that Salisbury is so close to Granite and likely serves the needs of Granite residents in
many commercial categories. For example, the Salisbury Wal-Mart exists outside of the
Granite Quarry trade area, but is less than a 10-minute drive from downtown Granite Quarry.
[tis safe to say that Salisbury serves many of Granite’s leaking categories, even if only a portion.

* Most of the residents of 28146 actually live between downtown Granite and Salisbury. While
the demand numbers above reflect their buying power, they are more likely to go north to shop
in the Salisbury retail cluster rather than in Granite.

We therefore conducted a very conservative capture scenario that looks at capturing just a portion of
those sales leaving Granite’s trade areas. This equates to a demand potential of around 99,794 square
feet of retail space, including:
* Grocery - 8,377 square feet of demand. Unfortunately, even with the closing of Winn Dixie in
Granite Quarry, there is little demand for a new conventional grocery store in town, which can
average around 45,000 square feet.

Aldi and Food Lion both exist
just three miles north of
downtown Granite in the Innes
Street Market development.
They likely accommodate most
of the grocery needs of the
residents of Granite Quarry’s
trade areas.

With demand approaching

10,000 square feet currently,

there are certain grocery

products that develop small

format grocery stores that

may be relevant to Granite. This includes Aldi, Trader Joes, Publix, and others. For the most
part however, these small format stores exist enly in urban markets.

A real possibility in terms of product and scale would be Piggly Wiggly. These independent
grocers are as small as 15,000 square feet, and currently do not exist in the immediate market.
Another alternative would be to expand or recruit an additional specialty grocer such as the
existing Patterson Farms in downtown.
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the potential for multiple new restaurants.

* Other categories showing varying demand potential include:

»  Furniture & Home Furnishings - 5,800 sq. ft.

*  Consumer Electronics — 4,900 sq. ft.

* Health & Personal Care — 7,900 sq. ft. — This demand is based on 2014 numbers, so
Price Pharmacy likely absorbed some of this demand.

* General Merchandising — 8,100 sq. ft. — Similarly, the new Family Dollar absorbed all
of this demand.

* Clothing - 10,300 sq. ft. - Demand is primarily in Family Clothing, but also
includes Women’s specialty and shoes.

» Jewelry — 3,000 sq. ft. — There is a surprising lack of supply of jewelry stores in the
expanded market.

* Sporting Goods & Hobby - 4,734 sq. ft. - This could perhaps suggest an expansion to
the existing outfitter in town.

*  Gifts - 1,800 sq. ft. of demand.

It should be noted that just because there is demand for a certain category does not mean that just any
business can locate in Granite Quarry and be successful. Most importantly, any new retail should have
an effective business plan. It should also complement regional retail offerings found in the greater
Salisbury area.

3.4.1 Short-Term Recommendations: 2016

Actively pursue desired business types, including a full-service grocer. This report outlines
many retail categories in which new or expanded businesses can tap into unmet demand in the
Granite Quarry market. Of primary importance, of course, is a full-service grocery store, which
should be pursued aggressively by local leaders. One way to start the recruitment process
would be for the town to host an open house to provide information to potential business
owners, connect them with property owners, and provide them with information on programs
such as Small Business Administration loans and Small Business Development Center services.

Create a “Go Team” for business recruitment. Granite Quarry should be poised to have a
development team in place that involves the town, business association, county economic
development staff, and others as needed. This group should also be charged with actively
marketing Granite Industrial Park as well.

Pursue Downtown Associate Community Program designation. The North Carolina Main
Street Center's newest initiative, the Downtown Associate Community Program, is designed to
assist small communities with organization, design, promotion and economic restructuring.
Additional details about the program are available at: https://www.nccommerce.com/rd/main-
street/downtown-associate-community-program

24



3.4.2

3.4.3

Medium-Term Recommendations: 2017-2019

Review and streamline administrative processes for investment and development. As the
downtown revitalization process shifts into a higher gear, it would be prudent for the town to
review and revise, if necessary, its development and business-related processes to ensure ease of
investment and responsiveness to business owners and potential investors.

Pursue grants for economic development and community improvement projects. This report
includes dozens of recommendations that will require millions of dollars to complete. The
town and its partners should explore grant opportunities through the follow (just to name a
few) entities: Appalachian Regional Commission; US Department of Agriculture; and
Community Development Block Grants. (The Project Team will provide a list of additional
funding sources and their applicability as a supplemental guide to this report.)

Consider a market analysis update. The market data in this report show a snapshot of
consumer activity that should remain relevant for the next two to three years. Once
revitalization efforts start to reshape the economic landscape of Granite Quarry, these data
should be updated to reflect new opportunities. This report can serve as a baseline for these
future updates.

Consider a Municipal Service District (MSD) for the downtown core. This financial and
administrative tool would establish a self-taxing entity that would be empowered to make
certain investments within the district. (The creation of an MSD would require an affirmative
vote by property owners in the defined district.) These investments could include capital
investments as banners, planters, sidewalk improvements, signage and facade improvements as
well as services such as additional landscape maintenance, marketing and advertising, and
event-related services.

Explore a development corporation model for redevelopment efforts. As the “low hanging
fruit” are picked and redevelopment projects become increasingly complex and costly, it may be
advantageous for the town to consider the formation of a development corporation to facilitate
real estate development projects that improve the town’s tax base and generate additional
development.

Long-Term Recommendations: 2020 and Beyond

Revisit the community plan. Once Granite Quarry and its partners have achieved the
economic development recommendations in this plan, it will be necessary to develop new
objectives for the community to pursue.
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The Town of Granite Quarry and its partners have the following design and planning goals:

4.2.1

Build a unique character and strong sense of place;

Improve the physical environment of the town’s core;

Focus on improvements to specific properties and buildings; and

Create a connected community by growing the existing pedestrian and trail amenities in town.

Short-Term Recommendations: 2016

Work with property owners to invest in fagcade and architectural improvements. These
various recommendations, which are detailed in Figures 34 to 50, should be pursued when
financially feasible. Some recommendations should be implemented in conjunction with
recommended streetscape improvements to US 52.

Engage DOT to address streetscape improvements. The Project Team heard from community
stakeholders—and observed firsthand—the many traffic, speed, and safety issues related to US
52, which runs through downtown Granite Quarry. In the medium term, recommended
streetscape improvements should be pursued. In the short term, however, the town should
approach and engage DOT engineers and representatives to get Granite Quarry “on the radar”
and to kick-start the improvement process, which will require time and considerable expense to
implement.

Figure 24: Proposed streetscape planning area
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Install branded pole-mounted banners on US 52. Once the new brand identity for the town is
developed (in conjunction with the Rowan County Tourism Development Authority), it should
be rolled out in a variety of ways. One of the most impactful and affordable ways to do this is to
fabricate and install banners along US 52.

Figure 25: Street pole banners concept

Plan for infill development to meet existing demand. In some cases, property consolidation
may be required for to meet the appropriate size, scale, parking, and landscaping requirements
for new downtown commercial development. In Granite Quarry, many key downtown
properties are owned by a handful of private parties. In many instances, it may be feasible to
strike an arrangement—a property sale, land swap, and so on—to make new infill development
possible. In the short term, these parties should, at the urging of local leaders, consider the
market-based opportunities presented in Chapter 3 of this report.

Kick-start improvements to Centennial Park. In the coming years, an expanded Centennial
Park has the potential to become a showpiece for the town. In the short term, the town and its
partners should explore ways to improve the trail conditions, visibility, safety, and
attractiveness of the park. To this end, the town should reach out to potential partners—such
as Boy Scouts, civic groups, high school service clubs, and regional trail associations—to pursue
such projects. In this way, park improvements can be implemented in an affordable, cost-
effective way that also drives community pride and buy-in to the larger plan.
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4.2.2 Medium-Term Recommendations: 2017-2019

e Implement US 52 streetscape plan. As shown in Figure 26, streetscape enhancements for US 52
include crosswalks, sidewalks, medians, trees, planters, and other features designed to increase
the attractiveness, safety, and economic potential of the corridor. This project must be
implemented with the cooperation of the Department of Transportation. A detailed cost
estimate worksheet for this and other public realm projects is included as an appendix to this
report.

Figure 26: Highway 52 Streetscape Recommendations

e Make improvements to gateways and signage. In conjunction with streetscape improvements,
the town should explore a fresh approach to its downtown gateways. In addition to
landscaping improvements, the town should revisit its existing polished granite gateway signs,
and consider a composition of that shows off the natural character of the granite.

Figure 27: Downtown gateway concept
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Transform the F&*M Bank ATM site into a public plaza. This plaza would connect Centennial
Park to US 52 and serve as a public gathering space as part of the transformation of US 52 from
a high-speed corridor to a place where people are welcomed and able to safely enjoy downtown
Granite Quarry.

Figure 30: F&M Bank plaza site

Consider a fagade grant program. Two types of facade grant programs should be considered
for downtown Granite Quarry are component facade grants and overall fagade grants.

Component Fagade Grants

Since many building owners are intimidated by overall fagade renovations coupled with a grant
process, the Town or Main Street program might consider simplifying the initial phases of the
facade grant program and focusing solely on individual fagade elements—or components, such
as signs, awnings, paint, etc.—instead of expensive, overall fagade improvement approaches. In
other words, consider conducting a facade component grant program such as an awning grant
program, or a paint program, or a slipcover removal program, or a signage grant program in
the initial phases of this incentive. Once property owners become familiar with individual
facade component programs and the process of improving one’s building is demystified, then
consider moving on to entire-facade-based grant programs.

Overall Fagade Grants

Once the methodology of applying for component facade grants is established and the Main
Street program has a proven track record for administering them, consider ‘graduating’ up to
overall facade grants that address the entire face of a building. This approach would be reserved
for more “troublesome” buildings that require far more physical enhancement than a singular

30



4.2.3

component approach could provide. However, this approach requires far more financial
capital and administrative oversight to execute than a component grant approach.

Continue to implement private sector projects. The annotated master plan, as shown in Figure
33, details a number of adaptive reuse and infill development projects that may be pursued by
private sector investors.

Long-Term Recommendations: 2020 and Beyond

Connect and link expanded parks to other existing assets. As the parks and green space
infrastructure for Granite Quarry develops, the town and its partners should explore ways to tie
in existing or new residential developments, including nearby subdivisions, established
residential streets, and outlying community assets, such as schools and community centers.

Explore catalytic infill and redevelopment opportunities. A catalytic project, such as the
multifamily residential units on Centennial Park shown in Figure 31, will complement other
projects, such as improvements to Centennial Park, the new plaza on US 52, pedestrian
connections across US 52 to new commercial development, and a potential Peeler Street
extension to Civic Park. Accomplishing such catalytic projects will require the active
coordination of public and private sector parties.

Figure 31: Downtown multifamily residential site plan

Consider a Peeler Street extension between US 52 and Civic Park. This project, which is
illustrated in Figure 32, would establish a stronger physical connection between a revitalized
downtown Granite Quarry and nearby Civic Park. This connection would provide for two
lanes of automobile traffic as well as pedestrian infrastructure. When negotiating with Norfolk
Southern and DOT, this project should be link to the idea of closing the existing Church Street
crossing in exchange for the proposed Peeler Street crossing.
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Figure 32: Peeler Street extension

Consider an expanded streetscape project along US 52. This plan recommends a streetscape
project for the US 52 corridor between Brown and Bank Streets. Once this project has been
successfully implemented, town leaders and staff should explore a new effort to extend the new
streetscape by one or more blocks in each direction along US 52.

Consider a rail-with-trail opportunity along the existing Norfolk Southern rail line that runs
parallel to Main Street. This is considered a long-term project because railroad companies are
typically wary to enter into discussions, much less negotiations, for such projects. Ultimately,
this project, if implemented, could become a showpiece for downtown Granite Quarry and
could tie together community assets from Granite Industrial Park to East Rowan High School.

Implement other recommendations in the illustrative master plan. See Figure 33 for

additional Project Team recommendations that should be considered by the town and its
partners.
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Figure 33: Illustrative Master Plan with Detailed Recommendations
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Marketing and branding goals for the Town of Granite Quarry and its partners are as follows:
e Develop strategic partnerships with outside resources for marketing initiatives;
» Focus on internal and external marketing for community events; and
* Build the Granite Quarry brand as physical revitalization efforts progress.

Marketing and branding recommendations for Granite Quarry and its partners are below and are
organized by timeframe: Short-Term (2016), Medium-Term (2017-2019) and Long-Term (2020 and
Beyond).

5.2.1 Short-Term Recommendations: 2016

e Embrace the Tourism Development Authority branding initiative. The Rowan County
Tourism Development Authority’s current branding initiative presents a “free” opportunity for
Granite Quarry to gain community branding deliverables that can be utilized in a variety of
ways, from marketing pieces and websites to banners and signage. Local stakeholders should
attend meetings, participate in discussions, and advocate on behalf of Granite Quarry with the
TDA to ensure that the community receives deliverables that will allow the town to better
promote itself and cultivate a renewed sense of identity.

» Embrace the town’s “Granite Character.” Granite Quarry’s unique and evocative name should
be celebrated in creative, artistic ways throughout public and private sector projects. As shown

in Figure 51, the town’s “granite character” should be displayed in features such as public art,
functional artwork, buildings, signage, and streetscape improvements.
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Figure 51: "Granite Character” ideas

*  Work on improving town-community communication efforts. Throughout the planning
process, a number of Granite Quarry residents told the Project Team that many of their
neighbors were disconnected from the town and in fact had stronger connections to Salisbury
or even Charlotte. Before a considerable amount of time and resources are spent on new
efforts, town staff should poll residents as to effective communication tools and channels, as
these potential tools are numerous: newsletters, signage, flyers, town website, social media,
press releases, newspapers, area publications, neighborhood associations, and so on. This will
likely require some experimentation and will take time to find the right toolkit and balance of
effort and awareness.

* Brainstorm ideas for events with community partners. For an event to be successful and
sustainable, it should draw upon local talent, knowledge, interest, and abilities. In the short
term, the town and its partners should conduct one or more roundtable meetings to discuss the
existing roster of events and to brainstorm ways to either improve upon these events or develop
new ones.

» Update the town’s website and digital presence. The town should pursue a website redesign
project and should reconsider its current hands-oft approach regarding social media. The
website redesign project could be pursued in conjunction with Rowan-Cabarrus Community
College or another affordable web developer. As for the town’s social media strategy, it can be
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difficult to actively update and manage the various channels that are part of a social media
presence. It would be advisable to engage other small communities that have wrestled with the
issue that social media presents.

Medium-Term Recommendations: 2017-2019

Capitalize on the Carolina Thread Trail in Rowan County. As streetscape and park expansion
projects move forward, Granite Quarry will be able to stake a claim as the home of the Carolina
Thread Trail in Rowan County. The town’s connection with the trail should be reflected in bike
lanes that incorporate the trail’s icon as well as trail-related infrastructure—such as bike racks,
benches, and maps—along the route. In the longer term, the idea of Granite Quarry as a trail
town dovetails with a potential rail-with-trail project on the Norfolk Southern line adjacent to
Main Street.

Promote GQ to residential realtors and commercial brokers. Realtors and brokers are the
front-line troops in business and residential recruitment. If these professionals become aware
of Granite Quarry’s shared vision, they will be able to share it with prospective residents and
investors. If the town’s goal is to attract new residents and businesses who are interested in
getting involved in small town revitalization—rather than only those interested in a quiet
subdivision or commercial strip anywhere in the region—so it is in the town’s best interest to
educate realtors and brokers about the plan and the community’s commitment to realizing its
vision.

Explore electronic information sign for municipal building. One concept the Town should
explore is an electronic information sign to be located at or near the municipal building along
US 52. Itis important that any sign have design elements that are appropriate for a downtown
district and that lighting and architectural elements complement the high-quality
improvements planned for downtown Granite Quarry.

Consider conducting a community branding charrette. As Granite Quarry revitalizes itself over
the coming years, it may be appropriate to explore a community branding process that will
replace the Rowan County TDA branding with a customized toolkit. Travelers Rest, South
Carolina was six years into its downtown revitalization process before it engaged in a branding
process that yielded its current brand identity, which is based on a newly revitalized downtown
and outdoor-based economy.

Tell the GQ story to internal markets. A key long-term recommendation is to tell “the Granite
Quarry story” to external markets. In the medium-term, the town and its partners should
actively work to cultivate local awareness of the town’s vision and goals for downtown. This
effort should be coordinated among partner organizations and should leverage a variety of
media channels and marketing tools.
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5.2.3 Long-Term Recommendations: 2020 and Beyond

Consider a regional event. As downtown Granite Quarry becomes a potential visitor
destination, the town should partner with the Rowan County TDA and other entities such as
the Old Stone Winery to develop, manage, and market an event designed for a regional market.
The goal of this undertaking, from the town’s perspective, would be to host a showcase event
for a revitalized Granite Quarry.

Tell the GQ story to external markets. Articles in local newspapers, in regional magazines, and
other media is an affordable form of advertising. The town and its partners should consider a
media weekend when local writers are invited to learn about the remarkable improvements of
recent years and to experience Granite Quarry’s offerings.
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Organization and partnership goals for the Town of Granite Quarry and its partners are as follows:
*  Build a platform for community leaders to grow and thrive;
* Maintain and expand the town’s network of community partners; and
e Implement a shared community vision for the future of Granite Quarry.

Organization and partnerships recommendations for Granite Quarry and its partners are below and
are organized by timeframe: Short-Term (2016), Medium-Term (2017-2019) and Long-Term (2020 and
Beyond).

6.2.1 Short-Term Recommendations: 2016
o Adopt and promote the master plan. The town should officially adopt the downtown
community plan and post it on the town website. The town should use other official channels
to promote the shared vision and plan.

o Empower the Revitalization Team to serve as the plan implementation agent. One of the keys
to successful plan implementation is to have an individual, agency, organization, or partnership
that is dedicated to meeting the goals and recommendations of the plan. Even if this
responsibility shifts to another entity in the coming years, it is imperative that the Revitalization
Team become the owners, advocates, and champions of this plan.

o Leverage partnerships with institutional partners. As Granite Quarry focuses on internal
organization, the community should reach out to the Rowan County Tourism Development
Authority, Rowan-Cabarrus Community College, and other local and regional agencies and
organizations, many of which may offer free or discounted services to the town and its partners.
The town is currently taking this approach, which should be continued throughout the coming
years.

o Appoint key community representatives to local and regional boards and commissions. In
addition to actively participating in local and regional initiatives such as the countywide
branding project, the town should make sure it has a seat at the table in the various recreation,
transportation, and economic development-related boards and commissions in Rowan County
and the region.
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6.2.2

6.2.3

Medium-Term Recommendations: 2017-2019

Host an annual GQ Clean-Up Day. The town should host an annual volunteer-driven (and
organized) event to undertake needed clean-up projects and build community pride. This
event should be given a clever name and should include things such as free pizza and t-shirts to
make it a celebration, not an obligation. For this to become a sustainable event, it is important
to make sure volunteers are meeting real unmet needs, but not doing the kinds of tasks
(cleaning toilets at Granite Park, for example) that town employees or other staff typically
manage.

Engage the larger Main Street network. There is a large state- and national-level network of
Main Street communities and professionals who specialize in the various facets of downtown
revitalization. Granite Quarry should take advantage of opportunities for peer-to-peer
networking and education. A good place to start would be to send a delegation to the North
Carolina Main Streets Conference.

Create a platform for community volunteers. The sustainability of ongoing revitalization
efforts will depend on providing and maximizing grassroots volunteers. The town and its
partners should maintain a “what’s going on” calendar or newsletter for Granite Quarry
volunteer opportunities. Organizers will need to experiment and ask residents and other
potential volunteers about their interests and what kinds of tools are appropriate and useful for
engagement.

Host annual meetings and report to thank volunteers and celebrate success. Downtown
revitalization is not an easy undertaking. Therefore, accomplishments and milestones should
be celebrated with ribbon cuttings and annual awards such as volunteer of the year and citizen
of the year.

Long-Term Recommendations: 2020 and Beyond

Continue to organize for success. As revitalization efforts build a record of success and
community partnerships mature, it will be important to periodically evaluate the efficacy and
efficiency of organizational structures.

Consider a plan update. If all goes well, Granite Quarry could accomplish the
recommendations of this plan within the next ten years. If the town and its partners find
themselves reaching and exceeding the goals and recommendations of this plan, then it will be
necessary to update the plan to set new goals.
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Granite Quarry Downtown Community Plan: Implementation Strategy Board

Strategies First Steps 2016

Pursue desired business types, including
grocery store. (10)

Create a “go team” for business
recruitment. (1)

Pursue Downtown Associate Community
Program designation. (1)

Economic
Development

Work with property owners to invest in
facade and architectural improvements.
(2,4)

Engage DOT to address streetscape
improvements. (1)

Install branded pole-mounted banners on
US 52.(1,2,4)

Plan for infill development to meet
existing demand. (1)

Kick-start improvements to Centennial
Park. (1)

Design and Planning

Embrace the Tourism Development
Authority branding initiative. (10)
Embrace the town’s “Granite Character.”
&)

Work on improving town-community
communication efforts. (1,2,4)
Brainstorm ideas for events with
community partners. (2,4)

Update the town’s website and digital
presence. (1)

Branding and
Marketing

Adopt and promote the master plan. (10)
Empower the Revitalization Team to
serve as the plan implementation agent.
()

Leverage partnerships with institutional
partners. (2)

Organization and
Implementation

local and regional boards and
commissions. (2)

Appoint key community representatives to

Next Steps 2017-2019

Review and streamline administra ive processes
for investment and development. (1)

Pursue grants for economic development and
community improvement projects. (10)

Consider a market analysis update. (10)
Consider a Municipal Service District for he
downtown core. (1)

Explore a development corporation model for
redevelopment efforts. (1)

Implement US 52 streetscape plan. (1)

Make improvements to gateways and signage.
(1,2)

Make architectural improvements to Municipal
Building. (1)

Expand Centennial Park to US 52. (1)
Transform he F&M Bank ATM site into a public
plaza. (1,9)

Consider a fagade grant program. (2,4)
Continue to facilitate private sector projects. (2,4)

Capitalize on the Carolina Thread Trail in Rowan
County. (2)

Promote GQ to residential realtors and
commercial brokers. (10)

Explore electronic informa ion sign for municipal
building. (2,10)

Consider conducting a community branding
charrette. (2)

Tell the GQ story to internal markets. (10)

Host an annual GQ Clean-Up Day. (1,4)
Engage the larger Main Street network. (1)
Create a platform for community volunteers. (1)
Host annual meetings and report to hank
volunteers and celebrate success. (10)

Long Term 2020-

Revisit he community plan. (2)

Connect and link expanded parks to other
existing assets. (1)

Explore cataly ic infill and redevelopment
opportunities.(2,4)

Consider a Peeler Street extension between
US 52 and Civic Park. (1)

Consider an expanded streetscape project
along US 52. (1)

Consider a rail-with-trail opportunity along the
existing Norfolk Southern rail line that runs
parallel to Main Street. (1)

Implement other recommendations in the
illustrative master plan. (1)

Revisit he community plan. (1)

Address Main Street streetscape. (1)

Consider a regional event. (2)
Tell the GQ story to external markets. (10)

Continue to organize for success. (2)
Consider a plan update. (10)

downtown district with new
shopping, dining, offices, and
residential options.

« Build a unique character
and strong sense of place;
 Improve the physical
environment of the town’s
core;

* Focus on improvements to
specific properties and
buildings; and

« Create a connected
community by growing the
existing pedestrian and trail
amenities in town.

 Develop strategic
partnerships with outside
resources for marketing
initiatives;

« Focus on internal and
external marketing for
community events; and

« Build the Granite Quarry
brand as physical
revitalization efforts progress.

* Build a platform for
community leaders to grow
and thrive;

* Maintain and expand the
town’s network of community
partners; and

 Implement a shared
community vision for the
future of Granite Quarry.

6.3 Strategy Board

Lead Organizations: 1-Town of Granite Quarry Staff; 2-Revitalization Team; 3-Community Plan Steering Committee; 4-Granite Quarry Business Association;
Rowan County EDC; 7-NCDOT; 8-Rowan-Cabarrus County Community College; 9-Private Developer; 10-Town Manager & Board

5-Rowan County TDA; 6-

50






Granite Quarry - Conceptual Cost Estimate Worksheet

28-Dec-15
Infill/New Development unit [ Quantity]  Low High Notes |
Site A - Church St./52
New Buildings sf 48,000 7,200,000 9,600,000 Assumes $150 - 200/sf. Mixed Use (Retail/Office/Apartments) 2 Story Building
Parking Lots space 106 424,000 477,000 Assumes $4000 - $4500 Per Parking Space
Walks sf 5,400 32,400 43,200 Assumes $6 - 8 per SF
Landscaping unit 37 27,750 27,750  Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape
Plaza Areas sf 5000 250,000 350,000 Assumes $50 - 70 per SF; includes Hardscape, Site Furnishings, & Lighting
Misc (Lighting/Site Furniture/Amenities, Etc.) Is 1 75,000 75,000  Lump Sum Allowance for Site Amenities
| 8,009,150 | 10,572,950 |
Site B - Brown Street Residential
New Buildings sf 8,000 1,520,000 1,840,000 Assumes $190 - 230/sf. Residential Construction; 2 Story Building
Parking Lots space 17 68,000 76,500  Assumes $4000 - $4500 Per Parking Space
Walks sf 2,280 13,680 18,240 Assumes $6 - 8 per SF
Landscaping unit 5 3,750 3,750 Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape
Misc (Lighting/Site Furniture/Amenities, Etc.) Is 1 50,000 50,000 Lump Sum Allowance for Site Amenities
| 1,655,430 | 1,988,490 |
Site C - Brown Street Residential
New Buildings sf 25,500 4,845,000 5,865,000 Assumes $190 - 230/sf. Residential Construction; 2 Story Building
Parking Lots space 53 212,000 238,500 Assumes $4000 - $4500 Per Parking Space
Walks sf 5,400 32,400 43,200  Assumes $6 - 8 per SF
Landscaping unit 16 12,000 12,000 Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape
Misc (Lighting/Site Furniture/Amenities, Etc.) Is 1 250,000 250,000 Lump Sum Allowance for Site Amenities (Pool etc)
| 5.351,400 | 6,408,700 |
Site D - Highway 52 Mixed Use Infill
New Buildings sf 6,500 975,000 1,300,000 Assumes $150 - 200/sf. Mixed Use (Retail/Office/Apartments); 2 Story Building
Parking Lots space 11 44,000 49,500  Assumes $4000 - $4500 Per Parking Space
Walks sf 1,080 6,480 8,640 Assumes $6 - 8 per SF
Landscaping unit 4 3,000 3,000 Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape
Misc (Lighting/Site Furniture/Amenities, Etc.) Is 1 10,000 10,000 Lump Sum Allowance for Site Amenities
| 1038480 | 1,371,140 |
Site E - Highway 52/Commercial Infill
New Buildings sf 6,500 747,500 845,000 Assumes $115 - 130/sf. ‘Shell Type Infill'; 1 Story Building
Parking Lots space 38 152,000 171,000 Assumes $4000 - $4500 Per Parking Space
Walks sf 1,500 9,000 12,000 Assumes $6 - 8 per SF
Landscaping unit 10 7,500 7,500 Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape
Misc (Lighting/Site Furniture/Amenities, Etc.) Is 1 2,500 2,500 Lump Sum Allowance for Site Amenities
| 918500 | 1,038,000 |
Site F - Highway 52 Commercial Infill
New Buildings sf 3,250 373,750 422,500 Assumes $115 - 130/sf. 'Shell Type Infill', 1 Story Building
Landscaping unit 1 750 750 Unit Cost Assumes Low Understory Planting Only
Misc (Lighting/Site Furniture/Amenities, Etc.) Is 1 2,500 2,500 Lump Sum Allowance for Site Amenities
| 377,000 | 425750 |
Site G - East Lyerly Street Commercial Infill
New Buildings sf 9,000 1,035,000 1,170,000 Assumes $115 - 130/sf. 'Shell Type Infill'; 1 Story Building
Landscaping unit 1 750 750 Unit Cost Assumes Low Understory Planting Only
Misc (Lighting/Site Furniture/Amenities, Etc.) Is 1 2,500 2,500 Lump Sum Allowance for Site Amenities

| 1,038,250 | 1,173,250 |







Street Tree Planting unit
Bike Lane Striping If
Curb Cut Consolidation Is
Crosswalks sf
Paver Accent Areas sf
Ornamental Pedestrian Lights unit
Signage/Wayfinding/Banners Is
Misc (Lighting/Site Furniture/Amenities, Etc.) Is

5 - Peeler Street Walk & Streetscape

36
1,000

1,000
2,000
30

27,000
5,000
75,000
15,000
50,000
150,000
25,000
12,000

27,000
5,000
125,000
25,000
50,000
195,000
40,000
20,000

837,500 | 1,175,000 |

Walk Connection - New sf 2,000 12,000 16,000
Painted Crosswalk Is 1 500 800
Landscape unit 10 7,500 7,500
Signage/Wayfinding Is 1 2,000 4,000
22,000 | 28300 |
6 - Bank Street Streetscape
Walk Connection/parking Apron sf 3600 21,600 28,800
Landscape unit 14 10,500 10,500
Signage/Wayfinding Is 1 1,500 3,000
33600 | 42,300 |
7 - Downtown Plaza Opportunity
Demo Paving/Relocate ATM Is 1 30,000 60,000
Plaza Area sf 1,500 75,000 75,000
Plaza Feature Is 1 25,000 40,000
Landscape unit 6 4,500 4,500
Accent Landscape Is 1 2,000 3,000
Path Connections to Plaza sf 400 1,200 2,000
137,700 | 184,500 |
8 - Connecting Parks to Centennial Park
Site Prep - Pruning, Grading, Cleanup Is 1 30,000 60,000
Walk Trail/Connections sf 3,000 18,000 24,000
Landscape unit 16 12,000 12,000
Supplemental Landscape Is 1 8,000 12,000
Misc (Lighting/Site Furniture/Amenities, Etc.) Is 1 12,000 20,000
Signage/Wayfinding Is 1 6,000 8,000
Crosswalks (2) Is 1 600 1,000
86,600 | 137,000 |
9 - Centennial Park Expansion
Property Acquisitions, Grading, 200,000 600,000
Pruning, Landscaping, Signage,
Pathway
250,000 | 750,000 |
10 - Brinkley Center Parking/Site Enhancements
Plaza Area sf 1000 30,000 50,000
New Landscape Islands Is 1 3,000 5,000
Restriping Is 1 2,000 2,000
Trees unit 8 6,000 6,000
Supplemental Landscape Is 1 1,000 2,500
42,000 | 65500 |
11 - Highway 52 Streetscape Extension
Walk Connection - New sf 10,000 60,000 80,000
Landscape unit 30 22,500 22,500

Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape
Assumes $5 per LF

Detailed Study Needs to be prepared

Assumes $15 per SF for stamped Asphalt, $25 per SF for Pavers

Assumes $25 per SF - includes Hardscape only

Assumes $5,000 - 6,500 per Fixture at 60 - 80" o.c.

Lump Sum Allowance

Lump Sum Allowance for Site Amenities

Assumes $6 - 8 per SF

Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape

Assumes $6 - 8 per SF
Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape
Lump Sum Allowance

Detailed Study Needs to be prepared

Assumes $50 per SF - includes Hardscape, Site Furnishings, & Lighting

Lump Sum Allowance

Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape
Lump Sum Allowance

Assumes $3-5 per SF

Detailed Study Needs to be prepared
Assumes $6 - 8 per SF
Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape

Lump Sum Allowance for Site Amenities

Approximate Best Guess- Detailed Concept
Feasibility Study Needed

Assumes $30 - 50 per SF - includes Hardscape, Site Furnishings, & Lighting

Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape

Assumes $6 - 8 per SF
Unit Cost Assumes $750 per Tree including Additional Understory Site Landscape



Supplemental Landscape Is 1 10,000 20,000  Lump Sum Allowance
Signage/Wayfinding Is 1 6,000 8,000 Lump Sum Allowance
| 98500 | 130500 |

NOTE: The above cost estimates are conceptual in nature for assistance in order of magnitude and project

prioritization. Definitive site studies, feasibility analysis, and engineering plans should be prepared for each project to

provide definitive construction costs. The above estimates do not include real estate/property acquisition costs,
design/planning/engineering fees, permitting, utilities (new or relocated), stormwater or civil engineering requirements, or legal fees.





