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

 

Downtown Dallas 360 Plan 
adopted by Dallas City Council in 
April 2011
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DART Light Rail 
and Streetcar 
Network
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Main Street 
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Lamar Street 
CorridorUnion Station

Transit Corridors 
and Key Focus Areas

Downtown 360 Plan


 

Strong emphasis on transit- 
oriented economic development
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Downtown 360 Plan


 

Provides a comprehensive 
and strategic planning 
framework for the 
Downtown Dallas area
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Reform the 
Approach to 

Parking

Downtown 360 Plan 
TRANSFORMATIVE STRATEGIES 
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

 

Parking is important and 
complex enough in its own 
right to warrant singular 
focus

Downtown 360 Plan 
TRANSFORMATIVE STRATEGIES 

REFORM THE APPROACH TO 
PARKING



 

Parking should be seen within 
the context of a larger 
“integrated community 
access strategy”
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Downtown 360 Plan

Downtown Parking Study


 

Downtown-wide update of 
supply and demand



 

Development of Tool Kit 
and Strategic Plan with 
menu of implementation 
recommendations



 

Prioritized analysis and 
recommendations for 
Focus Areas
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Downtown Parking Study



 
Led by Downtown Dallas Inc. (DDI) in 
collaboration with City of Dallas



 
DDI sponsored Stakeholder Committee 
provided input and guidance



 
Focus on providing a strategic framework for 
action
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International Parking Institute Survey 2011
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International Parking Institute Survey 2011
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Existing Parking in Downtown Dallas
27% of land area is dedicated to off-street parking

CURRENT PARKING 
CONDITIONS

Total spaces = 68,000
• Structured spaces = 50,000
• Surface spaces = 16,000
• On-street spaces = 2,000
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Publicly Available vs. Private 
Parking Supply

• 70% of all parking is 
available to the public in 
some form (monthly 
permit, transient or valet)

CURRENT PARKING 
CONDITIONS 12



On-Street Parking Map Time Limits

• 2,000 on-street spaces
• Varied time-restrictions 
and rate structures

CURRENT PARKING 
CONDITIONS 13



PARKING DEMAND MODEL



 

Dynamic user 
interface with GIS 
output



 

Land-use and 
parking data



 

Multiple demand 
scenarios run on 
Parking Analysis 
Zones based on 
Downtown 360 
districts

B

A

14





 
Normal Weekday Scenario: Downtown-wide parking 
surplus with some localized deficit (Main Street District)

PARKING DEMAND 
MODEL
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Downtown 360 Plan 
TRANSFORMATIVE STRATEGIES 

REFORM THE APPROACH TO PARKING

PARKING DEMAND 
MODEL



 
Major Convention Scenario: Some notable “Hot Spots” with 
deficit conditions (Main Street District; Union/Reunion District) 16



PARKING DEMAND 
MODEL



 
Combined Theater Performance Scenario:


 
Large surplus due to unused office tower parking


 
Significant supply issues will occur in Arts District with loss of the 
surface lots from anticipated South Arts District (Spire) development
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PARKING DEMAND MODEL



 

An Arts District specific 
event modeling tool 
needed to facilitate event 
based management



 

This will be more 
important with anticipated 
loss of the large surface 
lots from the South Arts 
District (Spire) 
development

Level A Event Parking Plan

Level B Event Parking Plan

Level C Event Parking Plan

Level D Event Parking Plan
Level E Event Parking Plan

18



Key Parking Analysis 
Findings


 
The key parking problem is not one of 
availability, but one of accessibility:


 
Lack of consistently managed “publicly 
available” parking to promote ease of use



 
Lack of way-finding to available parking



 
In highest demand areas there is least 
“publicly available” parking



 
Lack of a convenient circulator system and 
other mechanisms to promote sharing of 
parking between areas of surplus and areas of 
deficit
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Downtown 360 Plan 
TRANSFORMATIVE STRATEGIES 

REFORM THE APPROACH TO PARKING

ISSUES 
IDENTIFICATION



 
Multiple user groups interviewed


 
Key issues defined and categorized
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Overarching Goal: Improve 
the Downtown Experience


 
Create a New Focus on 
Economic Development – 
Concentrate on objectives that 
contribute to economic development 
and city building


 

Be Customer Service 
Oriented – Make parking 
interactions a positive aspect of the 
Downtown experience



 
Be Innovative and Creative – 
Develop new solutions

PARKING STRATEGIC PLAN 
BROAD OPERATING GOALS
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Strategic Plan Action Items

Strategic Plan 
Primary Action Items

Strategic Plan 
Additional 

Recommended  Action 
Items

Primary Action 
Items

Secondary Action 
Items 23





 

Establish a new parking 
management collaborative (DDI, 
City of Dallas and private owners)



 

Invest in parking management 
expertise
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Primary Action Items 

Create a “Vertically Integrated”
 Parking Management Organization

Develop a parking management district and parking 
management agreement

Work towards a goal of becoming a self-supportive 
enterprise
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Primary Action Items 

Use Parking as an Economic 
Development Strategy
Establish parking policies directly linked to economic 

development goals
Make limited, strategic investments in off-street “public 

parking” developments to leverage desirable private 
development
Promote infill, adaptive reuse and historic preservation

Use creative strategies to unlock private parking for after- 
hour use
Eg: Long Beach “I-Parq” model
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Parking is the “first and last impression” of the thousands 
of downtown patrons that drive each day


 

Expand the Downtown Safety Officers Program to include 
parking ambassadors



 

Make parking payment easier


 

Consider parking fine forgiveness for first time offenders


 

Enhance way-finding and navigation


 

Voluntary standards for parking facilities


 

Corporate sponsorship program for parking garage interior 
public art
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Primary Action Items 
Improve the Customer 
Experience
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Approach parking enforcement with an 
attitude that reinforces the overall goal of 
“improving the downtown experience”

Create a friendlier “On-Street 
Personality”

Assess parking fine structure – focus on 
solving the real problem

Web-based citation management and 
payment options
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Primary Action Items 
Reassess On-Street Parking and 
Parking Enforcement Policies and 
Regulations
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Manage on-street spaces to achieve 15% availability
Evaluate Performance Parking Pricing Strategies

Consider a data driven Dynamic Pricing Pilot program for on- 
street parking

Adjust pricing policies for time of day and day of week

Maintain the proper relationship of on-street and off-street 
parking pricing
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Primary Action Items 
Develop an On-Street Parking Rate 
Evaluation and Adjustment Strategy 

28





 

A comprehensive approach to 
developing a retail parking support 
strategy:

On-street strategies
Off-Street strategies
Overall program strategies



 

Consider “First-Hour Free” and 
“Shopper Zone” programs in 
CityPark facilities



 

Adopt consistent valet parking 
standards
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Primary Action Items 
Improve  Short-term and Retail 
Parking
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Rebrand the “CityPark” system and create a consistent 
theme for Downtown public parking

Develop an 18 month initial parking program advertising 
campaign to change perceptions

Provide enhanced website and/or mobile device 
accessibility for downtown parking way-finding
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Primary Action Items 

Develop a New Parking Brand and 
Strategic Communications Program
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Utilize new 
technologies to better 
direct downtown 
patrons to available 
parking resources and 
transportation 
alternatives
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Primary Action Items 

Improve Signage, Way-Finding and 
Special Events Parking / Transportation 
Coordination
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Smart management and practical, customer focused 
applications to maximize the benefit of the investments


 

Stimulate revenue increases 


 

Improve customer payment options


 

Reductions in operating costs


 

Enhance operational efficiencies

Eg: Multi-space meters, cell phone payment options
Technology is also key to improving way-finding
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Primary Action Items 
Leverage New Technology / 
Enhance Operational Efficiency 
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Integrate parking decisions with on-going 
transit, bike and pedestrian related plans 
and actions

Integrate smart travel demand 
management (TDM) into parking 
planning decisions

Promote alternative energy use


 

Solar powered meters


 

Charging stations for hybrid/electric 
vehicles

33

Primary Action Items 

Create a Defined Program of Parking 
Related Sustainability Initiatives 
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Combat the tendency to put parking and 
transportation in separate silos by building a broader 
vision of improved community access

Develop creative strategies to support travel demand 
management (TDM) programs


 

Downtown circulator system


 

Bike Share programs


 

Collaborative car sharing programs


 

Unbundled monthly parking scratch cards
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Primary Action Items 

Enhance Support for Multi-Modal & 
Sustainable Access Strategies 
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Downtown 360 Plan 
TRANSFORMATIVE STRATEGIES 

REFORM THE APPROACH TO PARKING
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

 
Identifying strategies to 
achieve experience 
changes often can solve 
multiple problems in a 
single stroke



 
Example: New Meter 
Technology & Pay-By-Cell 
Phone Option

Enhanced Customer Experience 
• Multiple payment options (not longer cussing because 

they don’t have change for the meter)
• The option to get a receipt
• Customers can receive a text notifying them that their 

meter is about to expire and giving them the option to 
add more time via cell phone from the coffee shop 
where they are sitting.

• If all the meters are networked, a patron can add time 
from any meter if needed, not just the one by their car 
(pay-by-space option)

• Image of new technology

Improved Urban Streetscape
• Reduced streetscape clutter (one meter per block vs. 8 

meters)
• Reduced signage

Improved Operating Efficiency
• Enforcement officers go to one machine or receive text 

messages about over-time stays
• Meters hold more coins, equating to less frequent visits to 

empty
• Wireless notification of when a meter is approaching 

“full” allows for “Just in time” collections and thus 
improved efficiency

Enhanced Revenue
• Generally speaking multi-space meters, primarily due to 

credit card acceptance, can generate approximately 
15% - 30% in increased revenues on the same number of 
spaces

Sustainability
• Solar powered meters
• Reduced VMT from “parking cruising”

IDENTIFICATION OF 
SYNERGISTIC 
STRATEGIES
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PARKING MANAGEMENT & DESIGN BEST PRACTICES



 

Nearly 300 Parking 
Management Best Practices

Strategic Plan Implementation Tool Box
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Parking Action Plan Implementation 
Integrated with 360 Plan Implementation

38



Council Transportation and 
Environment Committee Briefing

June 13, 2011

39


	ADP1EF7.tmp
	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Downtown 360 Plan
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Strategic Plan Action Items
	Primary Action Items �Create a “Vertically Integrated” Parking Management Organization
	Primary Action Items�Use Parking as an Economic Development Strategy
	Primary Action Items�Improve the Customer Experience
	Primary Action Items�Reassess On-Street Parking and Parking Enforcement Policies and Regulations���
	Primary Action Items�Develop an On-Street Parking Rate Evaluation and Adjustment Strategy ��
	Primary Action Items�Improve  Short-term and Retail Parking
	Primary Action Items�Develop a New Parking Brand and Strategic Communications Program��
	Primary Action Items�Improve Signage, Way-Finding and Special Events Parking / Transportation Coordination��
	Primary Action Items�Leverage New Technology / �Enhance Operational Efficiency ��
	Primary Action Items�Create a Defined Program of Parking Related Sustainability Initiatives ��
	Primary Action Items�Enhance Support for Multi-Modal & Sustainable Access Strategies �
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39




