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TThe Developers' Forum

Share a little about myseli and how! I connect to a Tirails
\Viaster Planning Process

Look atiMammuoth Lakes from a Developers
Perspective as one: lviasierplan: ValuerAdded

DISCOVErR Whal Ul PEER eSS have IRl common Wiih

ViammetiaranaiwnherelvViammothamay be lacking

Share how: Martini & Associates, evaluated trails on oul
ewn 00 unit preject In the Central Valley,

Share the lViasterplanning eliorts o Peer Resorts
Iihe Urkgency oi'the Iails Viasterplanning precess
ihe Commoen theme In presentation:




Randy Martin - Professional Background

General Contactor 1990
Reall Estate Broker, Califernia and Nevada
11985-1999 Construction: Project: Management
2000-2007 Martin and Associates
Sequoia Ranch-Springville, CarAARC 805 units
Eriant Ranch-Eresno, Ca AAREC 2500 Units

Viarket Researnch and Strategic Planning for Laingl Luxury. IHemes,
Base Price and Premiun Analysis




Randy Martin - Recreation Background

Skil Instructor Snow Summit=-Squaw. Valley: 1976-1962

Skied VMlammoth a couple times: per year 1972-19895,
then moeved (e

Northerm Califomia.

Began Vieuntain Biking in 19605 Santa Cruz, AubUrn,
llahnoee

MAMMOTH




Randy Martin - Professional Related to Trails

Trails are a key part of our development projects in Springville
and Fresno

While researching Bridges and Trail costs met Reger Bell, Tirails
Builder, whoe invited me to speak at the National Trailf Builders
Assocliation meeting in Rene

Vet Jehn Wentwerthiwhe thought | may have semething te add to
the Trails Masterplan Discussion in Mammoth




Masterplan Developer’'s Perspective: Opportunities
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Connecting Real Estate With Amenities

Birding
Bow: Hunting

. f_:._jf-' ':Camping
Climbing

Equiesifian

BT OHV
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‘Road Biking

Trail running
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| Fishing‘
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Peer Resort - Sun Valley - Ski Resort
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Peer Resort - Sun Valley - Trails

= S i
nordic skiing * baseball * biking ¢ hiking
snowshoeing * track & field * swimming
gymnastics ¢ volleyball =+ soccer * dance
nature walks * basketball * trail system

wildlife walks * summer day camp
youth center * after-school programs




Peer Resornt - Jackson Hole - Ski Resort
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Peer Resort - Jackson Hole - Trails
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eer Resort - Park City - Ski Resorts
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Peer Resort - Park City - Trails

MOUNTAIN TRAILS




Peer Resort - Whistler - Ski Resort

BLACKCOMB MOUNTAIN WHISTLER MOUNTAIN




Peer Resort - Whistler - Trails
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Mammoth Lakes - Ski Resort
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Mammoth Lakes - Trails

Variety...?

Slgnage and Wayfmdmfg.ﬁ. ’?

9% ”.._ "

MaX|m|zed Value
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Mammoth Lakes - With Trails

= Jralsirepresent a
s:gn/f/cant eppPoLNIty to

\eudlvalue torany

velopment project in
Nammothr LaKes.




Mammoth Lakes - With Trails

Birding ) Backcountry Snowboarding
Bow, Hunti% ' Backeountry SKiing
& Camping . B Dog Sledding
& Climbing (s Kicker Zone
S Disc Golf : Nordic Skiing
Equesj(ri%an - . OSV
Yo ) '
filein) ' PetiPlay
Snow: Play
Snewshoeing
[ce Climbing
Road Biking (EaVing
Trail running Fishing
Vistas Wildflowers
Bouldering Fall Colors




Buyer Preferences - Trends

Differences Between
2000 and 2005 Findmgs, Source American Lives




What do we mean by “Trails® ? - Trends

Ehe New fork Eumes Fashion & Stvle

WORLD | U8 | NY. / REGION | UUSINESS | TECHNowo | scrcrt | ie T SATURDAY/SUNDAY, SEPTEMBER 24 - 2005 THE WALL STREET JOURNAL,

FASHION 3 STYLE TINING 2 WiE S PRNRiE Y RﬁE( REA ‘ION

— ‘A == Take a Hike

From Kitchen to the Wild in 30 Seconds

This fall, cities and conservation groups are bringing nature close to home. Ellen Gamerman
and Jess McCuan find the best new options for hiking, biking and more—just a short drive away

SEARCH of a great afternoon’s

Benefits of Trails and Greenways
Hosted by AmericanTralls.ora
Trails in New Developments: a case study

With the grow: wgality of government funding for trails, private developers can be
significant par, { w public trail systems.
From the | [ the magazine of American Trails

By Roger Bell, Bellfree Contractors, Inc.
Photos by George Kopf

nents is a di

RUN IN THE PARK t Danlop L "Trails are pments abut

increasingly part of
the infrastructure.”
WHEN Heath Adeock, a trail run
Denver area o few years ago, he

hig \ 8 t
content to be just within driving « olve new dey kil xclusively design/build
wanted to put on his shoes and b projects in my area, where o ove § ply our trade, B l Iye r D e l I I a I I d
in no time. One example of thi "

sroject whi s engaged my company ’ X %
over a year. Near to and partly within a high-

riced ed community , CA, this

= Recreation and Exercise

pproval, which today probably would

“m ’ y urred due to

such hillside areas e
Either because of, or as a b o J CIOS‘; to I IOIII‘;
approval, one provision wa: he developer .
rrounding the

i property. The trail would then become primarily
a city responsibility. This is preferred by Trails are seen as part of the essential

developers as It shifts llability, maintenance, amenities of new home developments T .
i [AdnSporiaton

Access to dirt tralls — not just bicyele Llanes or sidewalks

s 0 priority for so many runners ke Mr, Adeock that "
housing developers are inereasingly carving miles of paths A I te rn a t I Ve S

Entsge Thes Image

Safe Routes to Schools




What do we mean by “Trails™ ?

Trrails are not only a conduit to activities,
they are a conduit for value...

Meet the $730 Billion Active Outdoor
Recreation Economy

LS

. wb Active Outdoor ==p Retail Sales = Ripple Effect $379 Billion

Eﬁ?ﬁg&?ﬂtgﬂ Trips $243 Billion SUFPLIERS, INTERMEDAARIES, AND EMPLOTEES
. + O HROUGH THE ECOMOMTY, G
Active Outdoor J a CIRCULATE MONEY THROUGH THE , MIATIPLIING THE

5 . . K, INITIAL EXPERDITURE (N OUTDOOR RECREATION TRIPS,
Recreation Participants e
EICYCLIRG 50 WILLION, CAMPIRG 45 MLLON, FISHING 20 MLLOY

HUMTING 12 RILLIC, PADDLING 24 SHOW SPORTS 16 ML,
TRAIL S5 WLLIOR. WILDILEFE VEEWIN i ML

== Active Outdoor == Retail Sales Ripple Effect $62 Billion -
@ Recreation Gear m Billion SUFPLIERS, INTERMEDMARIES, AND EMPLOYEES

CIRCALATE WONEY THRDUGH THE GCOMOMY, MULTIFLYNG
- APPAREL, FOOTWERF, EQUSPMENT, THE INITIAL EXPENDITURE I GODES: ASD SERVICES,

OUTDOORINDUSTRYFOUNDATION.ORG FALL 2008

The Active Outdoor Recreation Economy

A $730 BILLION ANNUAL CONTRIBUTION TO THE U.S. ECONOMY

AL D U

$622 Billion

Total Economic
Contribution
$108 Billion

2NnaREsnn

Total National
Economic
Contribution
$730 Billion

o ef 143 (ke




Trails and Real Estate

Canyons resort, is right outside your door.“‘\s winter gives way to spring and

' summer, endless hiking and biking trails emerge to create the perfect year-round

', retreat. At The Colony you will find a true sense of belonging in a home set at

an elevation that matches your standards. Sales in 20035 surpassed all records,

For finding thi
from incredible hiking and

U THTECOLONY

NEVER COMPROMISE.

.+ PERFORMANCE DRIVEN

Choose the most established real estate
company in the Park City area
Prudential Utah Real Estate has been the
market léader since it was founded as

Coleman Land Company in 1976,

‘2§ Pradential
_ Utah Real Estate
Pa e, S oot Mo -y <%

200 PhxiAvenor, Burosis |0 Fagx Ciry, ORKSS060 3¢

(435) 64907171 1 (SOONSS3- 1086 -

Ann Mac -z «....%..

7/

Park City’s Prem

4 (
2004 Sales Fhocess i o

On-Site Concterge Service with Slopeside Transportation Service
Adjacent Trail System, including Private Trails and Lookouts

One minute from Silver Lake Village and Skiing




Park City Developer Comments - Trails

“t”'s a huge selling point.”

“...buyers see trails as a benef t”
“...trails are avery positive amenity."
“Jrails are a great value.”

“Definitely the cheapest amenity - in terms ofi hard
dollarsi and space usedi - a developer cani provide.”

...the enhanced quality of lifie enhances property
values::

SAbsolutely anamenity that helps sellflots.




Maximizing Value - Sequoia Ranch Trails

= [he primary decision to be
made Is, shall we expand! the
trail network south of the
Middle Fork of the Tule River?




Sequoia Ranch - Local Natural Trails (North Area)

Tthese trails will'previde a 15
minute to 1 hour daily: walk directly;
adjacent te a resident’'siheme.

Iirails like these woeuld be a core
part ofi the amenity: package, but
may not be eneugh tormaximize
the marketing| draw.

Tjotal natural trails approx 5.5
miles.

Cost Estimates
Paved irail $205000/mi (P&P)
DG TraillCost $50,000/mi (P&P)

Natural Trail $6000-515,000/mi
(Nerthi Ferk Assoeciates)




Sequola Ranch - Open Space Trails

m Access to a remote presenve of trails that will provide
steeper terrain andl distance that will appeal te the more
rebust hiker, walker or runner or cyclist te capiure a
preader market.

A totallof 14" miles;oft trailsiwill eptimize marketing) draw.
(6 mi North, 8 mi South)

Provides al betier eppontunity ter advestise intwalkingiand
fitness, publications;.

WillFfenalblerusito connect ter the:walkingl/ fithness: trends:

Willfprevide an immediate amenity: While clulbhieuseis
being constructed.

aerobic

walking
the weight-loss exercise




Key Question: Is the incremental benefit of 8 miles
of trails worth the resources expended?

Research Synopsis
Human Powered Sports Survey
February 17 , 2006

In a continuing effort to better understand customer behavior in the “human-powered SpOI’tS” darena, Ovation

Marketlng recently conducted a nationwide online survey to its own database of survey participants to assess:
Purchase behavior

Preferred information sources

Preferred advertising mediums

Growing customer segments

Overall Findings

By human-powered sports, we mean those sports enjoyed in the outdoors, individually or with others, without the aid of engines, motors,
similar machinery or firearms. We also looked at sports that typically would require the purchase of sporting goods or specific apparel in
order to effectively participate in them. So, what are these 3500-plus respondents saying about their participation in human-powered
sports? Do their attitudes about their human-powered sports of choice lend a positive or negative outlook? From the survey results, we
conclude that the marketplace is relatively healthy and we see several key opportunities for marketers of sporting goods to fine tune and
improve their efforts in this highly competitive arena.

The fOur highest preferred human-powered outdoor activities were fishing,
camping, hiking and bicycling.
33% said that they are involved in participating in their sport(s) of choice regularly. Seven percent reported activity seven or more times

per week. We call these the “die-hards.” 26% said they participate three to six times per week. We call these
the serious enthusiasts.

30% of men and 23% of women said they will travel an hour or more to
participate in their sport of choice.

We asked the participants what really motivates them to participate? The top four reasons were
a feeling OF relaxation, a way to relieve stress, a stay physically fit and a way to

connect with nature. This information is critically valuable to marketers of equipment for these sports as they craft their
advertising messages. Remember, on the surface you may be selling accurate-casting graphite fishing rods, high performance bikes

and lightweight, waterproof tents, but what you’re really helping YOUT customer achieve is a feeling of
relaxation and/or a stress-relieving experience in the outdoors.




A very large percentage (86%) of the respondents said their purchases of sporting goods equipment are either planned
purchases or a planned purchase more than an impulse purchase. It follows then that it's important to understand how they
research their purchases and what the key influencers are. While flip-flopped for men and women, word-of-mouth and a store
visit were number one and two. From a marketing perspective, this points out just how critical and important both packaging and
point-of-purchase messaging is. It also should be a challenge to sporting goods manufacturers to produce advertising that
creates word-of-mouth “buzz.”

When asked what is the one advertising medium mostly likely to influence their purchase of equipment for human-powered
activities, point-of-purchase and television were in a virtual dead heat at the top. Once again, the power of the in-store
experience is emphasized with these results. Perhaps as important, is the third most influential advertising medium and that is
the Internet. We already know that these outdoor enthusiasts plan and research their purchases. In every study we conduct, we
see the Internet consistently ranked as the fastest-growing or the most-preferred “research” medium. Every sporting goods
marketer's goal should be that of a fully functional, content-rich and easy-to-navigate web site for their customers.

We asked the 3500-plus respondents if they had increased or decreased their level of participation in human-powered sports
over the past two years.

This question was
followed up with an open-ended question as to why they feel their activity had increased. The largest response was from young
families who are now enjoying their children being old enough to participate in the family’s outdoor activities of choice. Certainly,
these young families are a logical target for marketers, since so many human-powered sports can be enjoyed by children.

But, we also heard from the 45-year-old-plus “boomers” speaking with answers such as:
“Children have graduated from college. Time and money are now more available.”

“The older | get the more exercise | feel | need, and | enjoy the relaxation.”

“The older | get the more | feel the need to be outdoors. | appreciate it more.”

There is a clear opportunity here. The 45-plus “boomers” sit with the largest “bucket”

of discretionary spending money of any consumer group. These outdoor enthusiasts are telling us they have more time on their
hands as they become empty-nesters. Plus, we know from other studies that they see themselves as still very active in life with
strong desires to explore new passions. Sporting goods equipment companies are in a position of strength if they can avoid the
mistake of thinking their core market is the 18- to

35-year-old male when in fact the “boomers,” both male and female, are a huge target for most companies. (Naturally, there will
be exceptions to this based on the sport and the specific product or line being sold.)




Other
Considerations:

-Envirenmentaltlimpacts

-Gradingl Permits
-Blidge Pemiiting
-Olherusestieriana
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Southern Trails Estimated Financial Impact

Unit
Cost Cost Total
Trails Construction $20,000 | $160,000
100' Bridge $1,000 | $100,000
Design $25,000
Contingency $50,000

Revenue
Increase in Base Prices| 1.5% | $300,000

Other Financial Benefits

A 15% Velocity increase would significantly effect IRR for the Builder which
directly effects land value

*Christine Smith Realtor Springville would add $ more for extended trails

Kelly Garcia, Top Realtor in Auburn would add $ to a home with close access to a significant
trail network.

Mike Reese, builder, developer, broker add for access to extensive trails




Association Fee Impact

Item

Value

Total Per
Year

Total Per
Unit Per
Month

Bridge Maintenenance

100,000

$ 4,000

0.42

Trail Maintenance

6,336

$ 6,336

0.66

Lease (To Family)

24,000

$ 24,000

2.50

Insurance*

2,000

$ 2,000
$ 36,336

0.21
3.79

*Labarre/Oxnee Insurance

Trail maintenance assumes no volunteer labor.

minimize in early years.

Lease assumes a recurring payment to landowner & could be phased in to




Estimated Conservation Easement VValue if
Implemented

Total
Estimate of "Future Value Per @ Estimated

Development™ Areas Acre Value

AF Zone South $20,000 $1,400,000
PDF Zone South $100,000 $4.000,000
PDF Zone North $100,000 $4.000,000
Conservation Easement

Estimate of Value $9,400,000

Notes:

Areas must be zoned for development and
owner must be able to prove the land has
“public benefit”.

These estimates are very rough but are an
indication of potential.




Summary

Allewing trails, souths of Middle Fork will support land
sale, home salesand inerease residuallland value.

Increased likeliheod ol higher sales, velocity: fer
pullder (more value)

Permitting iImpact will-likely e low: te: mederaie
Liability willfloe covered by asseciation's Insurance

Association fee impact istless than $4/monthlper
ramily

Minoer efiiect on iiuttre USe: of Property




Residual Land Value




Residual Land Value

25% Land Value Increase




Trail Survey at RSM

Question: What do you like about this section of the path?

Answers:
Paved Section
It's good for rollerblading and bicycle riding.
It's safer for bike riding because you get better traction.
It trims my dog’s toenails

DG Section

| don’t know, it just seems more natural.

It kind of feels like I'm on a farm.

It's cooler in summer and better for my dog'’s feet.
It's easier on my legs.

| like the wildlife that crosses the natural path.

It's better for running.
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Snyderville Basin Special Recreation District

Trails Planning - Park City
Table 2: Walking/Biking Issues List

Type Issue Location

] i The following activities were included in the Public Involvement The Action Plan includes a recommended Project List that is

1.0 Executive Summary Plan: “doable”, in light of resources that are likely to be available, and
without major shifts in public funding policy, the recommended

The purpose of this study is to p o -andiiadian A telephone survey; Project List focuses on comprehensive improvements 1o make

s ARK CITY TRAILS MASTER PLAN UPDATE AND WALKABLE/BIKEABLE NEIGHBORHOOD STUDY

Park City. The intent is to esta

projecls.lhat wig irr'\'prpve pgdt;s

connectivity and efficiency in P; \ < biking in Park City. The stud i iki:

; A4 4 . ly assesses walking and biking 3.1 Planning Process
addresses walking and biking ir A ’ within the urban environment of the city, as opposed to the 9

lp’:gfcoeusih public involvement pr p g o 3 surrounding system of off-road and backcountry trails. The planning process was thorough and comprehensive,

PARK CITY TRAILS MASTER PLAN
UPDATE AND WALKABLE/BIKEABLE
NEIGHBORHOOD STUDY

The Planning |
incorporating t

Docume
Public Ir’
Assessr
Facilities
Identific:
Issues;
Identific:
Standar
Recomn
Compar.
Level of
7 Nathral Surface Proposed

8-foot Urban Soft Surface Proposed |

Hard Surtsce Proposed
— Propased Oft-Grade Crossing

Off-Grade Crossing

Boardwalk

Swaner Nature Preserve

Round Valley

SBSRD Open Space
71 sBsro Boundary

j Treiheads
B Ssnydendlle Rec. District Faciities

Budgetary/Maintanance Tosues 2, g . - ? 5 - @ Swaner Nature Prosarve

* Solid Lines Denote Exisitng Trals

Adopted December 1, 1997
Revised January 3, 2006

TEAM




Trails Planning in Whistler

Cycling Trails Master Plan ETr Ay Loaic
Existing and Potential New Trails ot e s s

Full site coming soon.

TRAIL TYPES

TYPE M1

MANAGEMENT GUIDELINES
ll‘ﬂ.lﬂl.s “'~"M" o] CONSTRUCTION

MOUNTAIN BIKE TRAIL DIFFICULTY LEVELS s g - 6 g pact to
TRAN TYOE N ey o O e of il . - - - wring v . he | e MB ",» dy ‘7 s 4 5 ::. e E(_',N

ngth of Stay: 8
p Motivation: M

L MAINTENANCE * Destination Ridership: 63

o . * Likelihood to Return: 8

an be gg for your reading

nttp:/ fwww whistiergravitylogic com/ Page 103

: TRAIL STANDARDS
EXVIRENMENTAL AND TECKNICAL TRAIL FERTORES

I

WHISTLER Closs

4323 DLACKCOMD WAY, WRISTLER DC CANADA YON 184 Clame +
TELEPHONE (604) 932-3538 FACSIMILE (604) 935-8109 Clam 1

o st v/ o Clome s
[ RESORT WONIGIPALITY OF WAISTLER | 71847 1171164 ]
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Jackson Hole Community Pathways @“&
&
Cultural and Gradait
Historic Sites Teton = ‘ ¥ Teton

National ;| National

rails Planning - Jackson Hole

Teton County Map Legend
Park

1. PROJECT OVERVIEW, PURPOSE, AND NEED
FUNDING SOURCES

1.1 Overview
Jackson Hole Pathways Table 8. Potential Pathways Funding Sources

The 2006 Jackson Hole 5 , : | Example | Likely Annual Funds Pros and Cons.
isadocument thatwillp  25-Year County Grand” 3 Grand

pcd:strian, and suppora Sy Annual appropriation fram Town of Jackson and Teton | Currant lavels do not support [ Most likely revanue source without spacial |
> 3
thared-ase pad‘s Sl Pathways V|S|on Teton & ; Teton general funds. County budget cyche | preposed sysiem ballot, fundraising effort, ete.
1S, s, ¢
Cammunities are increasingly sirapped for

clements that compnise | P National “w Nati | ravenue and trals may fall to a lowar
transportation system i Grapd Targhee S ationa priariy posmion, I8ading to chronic under-
o A e e Park 4 funding.

25 years. This plan is the Tneek
that began in the late 19, ©™
system of muscle-power
mission of this plan 1s dc
proposals issued by the

Pathways Master Plan

THE TOWN OF JACKSON & TETON COUNTY, WYOMING

“The Pathways !
development, m:
future bicycle, p¢

Check Taton County tax basa to | May faciitate regonalzation” of the
& - Bridger-Teton | detorming potantial avaltable program for more eficient services and
transportaton in N é’l ions l‘ funding and elasticty equitadle funding
will ultimately be Eorest | Wtaxbasats stoqls and o Mgu e combined with an overall al.:'uils
: | poiiticaly accapted this wou and opens space Program o broadar
County/Jackson : f :’;’n,’, il / coiguansad ket
Transportation; : = | adequate kinding.

Chapter 8 modal

Would require voter approval and possible
| Verify Wyoming law on taxation | state enabling legislation. Canduct

| as appicable professional opinion Investigation to
determine political acceptance

Jackson Hole is an outd( s

approximately 18,000 ye mrx&,%ﬁb‘:
gateway to Grand Teton »
annual visitor/seasonal | )

Pathways Conceprual Pl U ML Elly

2

high quality Pathways sy i,

creating this new Pathw:
collection regarding the  Bridger-Te
in July 2005, and public

ton

implementation prioritie Natignal Forest

the future of the Pathwa
years.

1.2 Goals and !
The goals and objecaves

of the Pathways Master
vision of the Pathways F

Com

ity Pty

320South King St
Pt Ofice Box 1687
Sackson WY 83001

3077328573

PLANNING + DESIGN

May 2006

Might require & larer systerr o assure
broader pepulation base acceplance.

system, Ontario, | May prowide a portion of the
| revenue.

| May provide a portion of the
| “revenue®

Powntial susiainable source of funding,

Paid parking can be Inconvaniant and
hisve other adverse impacts.

Limited refiability and quality of service.
Requiras coordination.

| Provides s portion of the
| ravenue dependng on mileage
| passing through developmanis.

Potential sustainable source of funding.

May not be accopted by some
devalopments.

Tral must be open to the public to pass.
through davelopment

107

# Hoback Junction
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Trails Planning - Mammoth Lakes

Mammoth Lakes
Trail System Plan

May, 1991

Trail System Plan

Acting Recreation Director
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W OFFICE OF TOWN MANAGER
Rohert F. Clark, Town Manager
P.O. Box 1609, Mammoth Lakes, CA 93546

MEMORANDUM

To: ‘T'own Councilmembers 4
Planning Commissioners ! 4.
From:  Robert F. Clesk, Town Manager o \,/fi"l,
Karon Joh Sssistant Town Mank : e
Mark Wardlaw. Cammunity Development Director
Raymond Jarvis. Public Works Director
Bill Taylor, Deputy Community Dmlopmm Director
Subjest:  Council Commission Workshop
Date:  March 7, 2607

Over the next twelve months the Town Council and Pianning Conunission will be taking
action on the General Plan Update, constdering etever very significant entitloment
proposals, and approving a variety of foes and requirertents that ase attached to new
development. A key theme that carries through alt of these decisions is how the Town
“will work together with development community 1o provide the features, amenities and
orograms that will make Mammoth Lakes a livable community and a successful
destination resort.

Time nity
The estitlemnent process governs the ch of individual devel as well as the
community henefits provided by the development. The mgmﬁcme of having this large
aumber of emtittement decisions come forward ina compressed time frame is hard to
overstate, The decisions on design. density, confipuration and project fentures will set
the tone for what Mammoth I.;kes will bie for the next generation. Furthermare, the
ub'hty to address envirc ic and social i and obtain a fair share

ibution toward ity benefits is a one time oppoﬂ.nmty ¥ this oppertunity is
not atiained aow it wifl be lost forever.

for the
The Counail Cummlssmn Workshop pmvndes z good oppommuy for the members of the
two bodies to step hack from the detaifed nuances of various projects and poficics and to
consider some higher order questions about how to make sure that the decisions of the
coining year move the Town toward its vision of being a Jivable community and
successful destination resort. Staff has attempied to identify some of the higher ozder
issues and suggested follow up actions as guide for your discussion:

Trails Planning - Letters from the Town Manager

OFFICE OF TOWN MANAGER
Robert F. Clark, Town Manager
P.O. Box 1609, Mammoth Lakes, CA 93546

MEMORANDUM

To: Town Councilmembers
From: Roben F. Clark, Town Manager
Karen Johnston, Assistant Town Manager
Mark Wardlaw. Community Development Director
Raymond Jarvis, Public Works Director
Bill Taylor, Deputy Community Development Director
Dana Stroud, Director of Tourism and Recreation
Subject:  Council Commission Workshop
Date: March 20, 2007

Over the next twelve months the Town Council and Planning Commission will be taking
action on the General Plan Update, considering eleven very significant entitlement
proposals, and approving a variety of fees and requirements that are attached to new
development. A key theme that carries lhmugh all of these decisions is how the Town
will work her with devel y 1o provide the features, amenities and
programs that will make Mammolh Lakes a livable community and a successful
destination resort.

Council/Commission Workshop Results
This matter was introduced at a Council/C: ission Workshop on March 7%, Staff
gleaned two major results from the discussion at that meeting:

*  First, there is unanimous agreement that the GPU will not provide adequate
guidance to process the current applications, and that there is an urgent need to
develop a strategy fm pmcessmg lhe ele\ €N major projects.

Second, there is ion, and concern about particular
strategies that have been proposed.

In the stafT repont for the Council/Commission Workshop it was recommended that the

Council and Commission agree that proper processing of these current applications is the

most important task and highest priority of the Council, Commission and stafT over the

next twelve months. It was also recommended that the Town establish an open

participatory, community process to work together with the developers to identify

projecl specific uses, features and programs that are required to assure that each of these
lop makes M; h Lakes a better place to live and a better place to visit.




Trails Planning - The Clock is Ticking

“Is this truly: a watershed moment?

... According to the community development department there have
only been twelve ElRs inithe twenty three year history of the town
(Including the ElR for Eagle Lodge). Considering the current (eleven))
projects, the airport and the GPU itseli we are likely torequal or exceed
that numbEer infone year..."

‘IHewW.dees e flowinrenectively partiner Wit e
developrent ConmunILy7

... e Town has generally been willing te consider reliable alternaite
Waysi ol achieving community: benefits; other thani throughi the nermal
fees andl development requirements. liithe Tlown proceeds without
these we will have lost the opportunity to sustain a livable community.”

Robert . Clark, Town Vanager
Marenry, 2007
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A Trails Masterplan: Connecting Real Estate With Amenities
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Masterplan Developer's Perspective: Trails
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Planning Process: First Steps - MLTPA GIS Inventory

Partnering: NOVL and WVILTIPA




Planning Process: First Steps - MLTPA GIS Inventory

Do T e MLTPA GIS Inventory Contract: Identified Access Points Within

“ o O MOMA .

o [ e iA pa s Urban Growth Boundary for Public Review and Comment

Partnering: NOVIL and VIETIPA




What role should the play
Inialtralls planning effort in Mammoth Lakes?

v .Advocate for a Planning
Process

v Participate inia Planning
Process

v Partner and Help Eund a
Planning Process




Planning Together

MLTPA
Mammoth Trails

Public Agencies
Town
“'I-I.‘ cnu"w
US Forest Service
Galtrans

Trail
Community of e
Mammoth

Resarts
Business Partners

Organizations

Private Sector




The Developers' Forum

A Cooperative Effort or
“TThe Mammoth Lakes Chamber ofif Commerce”
and
“Mammoth Lakes Trails and Public Access Foundation”

Contact Randy Vartin:
randy@martin-associates.net

mank Youl

el Seer You: Out ©n e firails!

A Special hanks Tior Christian Pondella Photography:for permission: to Use his: ¢lassic images!

MLIPA

Chamber of Commerce MAMMOTH LAKES TRAILS - PUBLIC ACCESS




