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OVERVIEW

Beginning in the Fall of 2015, the Portland De-
velopment Commission, Civilis Consultants, and 
Walker Macy began studying a roughly two mile 
stretch of N Lombard St (from N Chautauqua 
Blvd to N Vancouver Ave) with the goal of putting 
together an investment strategy for Lombard.  
The role of Civilis Consultants in this strategy was 
to consider how to improve economic perfor-
mance and identity in the district using the assets 
already present on the street.

In order to gather information about the district 
and quantify how it was functioning for consum-
ers, landlords, and business owners, we dis-
covered the vertical markets present in the area, mapped the district for active uses, con-
ducted small format group interviews with owners, businesses, and residents, and held a 
community identity building workshop where participants fleshed out the story framework 
for the N Lombard St study area.  

The culmination of this project was a Findings and Recommendations presentation that 
was held at De La Salle High School on April 28, 2015 for interested community members.  
(The photograph above right shows some of the attendees chatting after the event.)  This 
memo is a condensed summary of the content covered in the Findings and Recommenda-
tions presentation.
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FINDINGS AND RECOMMENDATIONS

Key Findings
The study area of N Lombard Street, shown below, features a wide variety of infrastructure, 
uses, buildings types, and businesses.  Generally, the study area breaks up into the follow-
ing types of zones, shown below:  residential, commercial, and arterial.  

It is best when trying to improve an arterial to work within the authentic identity of its ex-
isting zones, rather than try to fight them or change them.  If it is a residential area, make 
it the best, most fantastic residential area, and don’t worry that it might be bracketed by 
commercial uses on either side.

The map above also is color coded for activity, where the blue buildings are active, the red 
buildings are inactive from the street, and the green buildings are vacant.  As you can see, 
there are few vacancies in the Lombard study area, but there are very few good runs of ac-
tive, outwardly engaging businesses, which will be an area for focused improvement in the 
future.  

The last task with the mapping was to identify nodes for future streetscape investment.  It’s 
not possible with small investments to improve a corridor all at once, so one of the best 
ways to approach investment is to phase projects, focusing on nodes where there is inten-
sity—intensity of activity (uses that can be outward facing), intensity of small business, and 
intensity of small buildings/spaces.  We want buildings and businesses that are right next 
to each other, and as close to the sidewalk as possible.

Three nodes on the street were identified as having potential for intensity, and they are 
shown below.  The top two nodes are the neighborhood commercial node and the street-
car commercial node (named for its proximity to historic streetcar infrastructure).

Study Area Zones

Study Area Nodes
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Additional findings:

⪢⪢ The road is having a big 
impact on the district.  It 
is negatively affecting the 
ability of businesses to be 
successful, it is separat-
ing neighborhoods to the 
north and south because 
no one wants to cross the 
street, and it is creating an 
environment that people 
do not relate to—both 
for residents and those 
passing through.  These 
impacts are represented in the word cloud from the marketing workshop shown 
above right. (The larger the word, the more frequently it was said. The smaller 
the word, the less frequently it was mentioned).  

⪢⪢ There is tremendous community spirit along N Lombard St.  We heard moving 
stories, from immigrant business owners who were wholly embraced by their 
neighbors, to businesses locating in this district because they fell in love with the 
people.  There is pride, passion, and commitment to be tapped into amongst 
the business and residential population of the study area.

⪢⪢ The retail experience 
happens long before 
a customer walks 
in a door, and right 
now, N Lombard St 
is not executing on 
creating that district-
wide experience. This 
is evidenced in the 
answers to the ques-
tion we asked at the 
identity workshop:  If 
North Lombard Street 
was a person, based 
on everything it pres-
ents to the world right now, what is that person feeling?  The reason we ask this 
question is because the answers are the way consumers feel when they are on 
the street.  And, as is shown above, N Lombard St is not generally providing an 
atmosphere that lends itself to feeling happy, making connections, and spending 
money!

What Words Describe N Lombard St Today? 

If N Lombard St Was a Person, 
How Is that Person Feeling Right Now?
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There Are a Great Collection of Businesses on N Lombard St!

Recommendations
 
In order to improve district experience, increase sales, and create connection on corridors, 
we take a four-pronged approach: leveraging adjacencies, working with existing buildings 
to tell a better story, introducing sidewalk dialog, and looking at how we might be able to 
change the road.  We are going to organize recommendations for Lombard around these 
four approaches.

CORRIDOR REVITALIZATION

 ➢ Leverage Adjacencies

 ➢ Existing Buildings

 ➢ Sidewalk Dialog

 ➢ Role of the Road

 

Leverage Adjacencies

The term adjacencies comes from retail theory, and it is essentially the science of what 
merchandise you set next to other merchandise in a store so that everything sells better. 
Every district should be in the business of creating as many adjacencies as they can, which 
requires that businesses know each other and work together toward common goals.  So 
recommendation number one for adjacencies is to form a business association!

There are two types of adjacencies to consider in a district: physical and emotional.  
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Physical Adjacencies

At their core, physical adjacencies have to do 
with leveraging anything that is physically near a 
business.  And make no mistake, everything that 
is next to a business is impacting that business.  
Physical adjacencies should never be ignored. 

There is a great example of a dentist creating 
physical adjacencies on N Lombard happening 
right now that perfectly illustrates how to execute 
on the concept. Edelweiss Dental, pictured to 
the right, is located adjacent to a bus stop, and 
the dentist has wired his office to be able to pipe music to the exterior for people 
waiting at the bus stop.  The biggest challenge is that traffic noise (due to speed of 
traffic, not so much volume), often drowns it out.  

But the dentist doesn’t stop there.  One of the closest commercial uses to this 
practice is a bar.  Most people would think it impossible to create a physical adja-
cency between a dentist and a bar, but Edelweiss Dental proved up to the chal-
lenge! He figured out that bars need coasters, and he provided free coasters with 
funny advertising and a coupon to his alcohol serving neighbor.  GREAT example of 
a physical adjacency.  (Please see the two photos below for coaster examples.)  We 
need to see much more of this interconnection on N Lombard St.

Dentist Pipes Music out to the Bus Stop 

Front of the Coaster

Back of the Coaster
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Emotional Adjacencies

Emotional adjacencies are 
the concepts/passions/verti-
cal markets that you might be 
able to interconnect within a 
district, even if they are not 
immediately next to each 
other.  For instance,  I once 
worked in a district that had 
a wedding planner, a high-
end stationary store, a jewelry 
store, a caterer, and one of 
the largest ballroom dance 
floors west of the Mississippi.  None of them were working together or knew each 
other, but there was a very natural emotional adjacency around the vertical market 
of weddings.  

Events are good examples of something that creates emotional adjacencies.  Only 
two events, the UP Pub Crawl and Santa Con, were mentioned as favorites in the 
study area.  These create an emotional adjacency between the bars on the street.  

In order to explore ways to create emotional adjacencies on Lombard, it is best 
to start from a place of authenticity, drawing out elements of existing identities.  In 
the word cloud above are the answers to a question about how the area around N 
Lombard St might be described, and there is this wonderful tension between in-
dustrial/blue-collar and green/nature.  So let’s look at how Lombard might express 
these two characteristics using emotional adjacencies:  

Car Crazy!  In descriptions of the Peninsula we heard words like blue collar 
and industrial.  When we asked who related to Lombard, we heard words 
like commuters and driver.  When we asked how people perceived of Lom-
bard in the city and state, it’s auto role as a highway was frequently men-
tioned.

So how can we leverage this as an emotional adjacency?

First, if each auto business actually put a great example of a tricked out ride 
in front of the building along Lombard that showed what type of work they 
were capable of, it would create an emotional adjacency throughout the dis-
trict that would be pleasant to look at and cement the street as “the place to 
go” to get your car fixed.  It could become a draw in and of itself.  

What Words Describe the Environment Around N Lombard St?
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Second, the schools could partner with the auto focused businesses to 
have internships and classes for everything from in-depth auto repair to how 
to change a tire.  This would create emotional adjacencies between all the 
schools in the district and the car focused businesses.  

Third, you could create a N Lombard St event that was focused on cars.  
Everyone has a street fair.  Forget that.  Have an American Graffiti weekend.  
People could cruise with their cool rides.  Parking lots could be filled with dif-
ferent themed cars—classics to modern.  Bars could serve retro drinks and 
food.  And, there could be outdoor sixties dances in the parking lots as well.

Edible Street!  In the study area, there 
aren’t a lot of areas represented by the 
words park and green.  So looking at 
the strong sense of community, the 
passion for green and gardening, and 
all of the schools and combining that 
with the very wide sidewalks (espe-
cially wide for an arterial), N Lombard 
St could become an edible street, with 
community serving edible food grown 
on the street. 

If Seattle can have an edible park.  If 
LA can pass a law to make it legal to 
plant food on sidewalk islands. Why 
couldn’t N Lombard St become known 
as an edible street?  A project like this 
is green, sustainable, community build-
ing, hearkens back to the apple orchards that used to be here, could involve 
the schools, would leverage volunteer hours, could be started small, would 
create an attractive and appealing environment that people would want to 
visit, and if it becomes large enough, might become a draw.  

Existing Buildings

Every building should be telling a great story from the street, contributing to district identity 
and showing us who they are, what they are about, and giving us an idea as visitors what 
sort of experience we might have in their store.  There is an easy formula for tackling build-
ings:  Introduce color, highlight buildings details, make the windows great, and make it 
dramatic with some exterior lighting.  

Church’s Edible Front Yard
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COLOR IS THE CHEAPEST AND EASIEST WAY TO INTRODUCE VIBRANCY

Recommendations for Lombard’s existing buildings include:

Existing Buildings Recommendations

Color!
• Three- and four-color paint schemes on every building.
• Ban Beige!  Businesses should be trying to get people’s attention, not make 

themselves invisible!
• Color is the cheapest and easiest way to introduce district vibrancy.

Building Detail
• Every building has something physically interesting about it, so highlight all 

building details.  It can be trim, molding, texture differences, grain, patterns, 
shapes, etc.

Transparency
• Uncover windows that are blocked by posters/curtains/blinds.
• Remove awnings/restore transom windows.
• Remove dark U/V window coatings that turn windows into mirrors.
• Light the inside of windows so they are transparent during the day.

Exterior Lighting

• Storefront windows should be amazing at night and make the sidewalk 
engaging, even though businesses are closed.

• Introduce building lighting, tree lighting, sconce lighting, gooseneck lighting, 
decorative lighting—these are the things that tell us a place is open for busi-
ness and safe for customers at night.

MOST BUSINESSES DO NOT HAVE WINDOW TRANSPARENCY ON LOMBARD
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Sidewalk Dialog

The identity of a district entirely comes from what con-
versations are happening at the sidewalk. This is true 
whether a business is located in a building built up to 
the sidewalk, or whether it is located in a recessed 
building.  The only difference is that in a recessed build-
ing, businesses have two sidewalks to engage: the ones 
right in front of their building, and the ones next to the 
street.  

Why do conversations on the street matter?  Why does 
sidewalk dialog have an impact economically?  Because 
happenings on the sidewalk draws people, are visually engaging, encourage exploration 
and cross pollination between businesses, slow traffic (which makes businesses more 
visible), and make consumers happy, priming them for commerce.  Areas to consider on 
Lombard for sidewalk dialog include:

Sidewalk Dialog Recommendations

Know Your Zone!

• Know your Sidewalk Zones!  
The Store Zone is the area immediately in front of stores facing the side-
walk.  Each ground floor business should SHOW what sort of experience 
and products a shopper can expect from that store or restaurant or lawyer 
or accountant or bank.  
The District Zone is next to the curb of the sidewalk.  This is the place 
where you focus on building a consistent district identity with street fur-
nishings, trees, landscaping, benches, lighting, garbage cans, etc.

And remember, the Store Zone can invade the District Zone, but generally 
speaking, the District Zone should not invade the Store Zone.

More Outdoor Seating

• Take off-street parking spaces close to the street and turn them into outdoor 
seating areas.

• More attractive tables, chairs, and umbrellas on Lombard.  Even if no one 
sits in them, it becomes a visible reminder of the restaurant offerings on the 
street.

Show, Don’t Tell!

• Make sure a person driving in a car tell what each business does in just a 
few seconds.  (Hint: they aren’t going to read a sign.)

• Merchandise and light windows so it’s a great part of the experience of being 
on the street.

• Put product outside.
• Showcase people.  Humans are pack animals and are hard wired to go do 

and see what they observe other people doing and seeing.

Recessed Buildings Have Two Sidewalks
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Role of the Road

Now we are coming full circle, back to the word cloud at the beginning of this report.  It’s 
inescapable that the road is playing a big role in everyone’s mind, and not in a good way— 
disjointed, traffic, busy, congested, potholes, fast, dangerous.  Also in the workshop, when 
we asked who didn’t relate to the street, the biggest answer was cyclists.  (Caveat: people 
did not say they wanted bike lanes, that was not part of any discussion.  But people were 
very clear that Lombard is not a great place for cyclists, either for biking on the street, or 
trying to get across the street.)

In the small format group interviews, businesses were adamant that the fast traffic, the lack 
of street parking, and the generally unattractive street identity were having a negative im-
pact on commerce.  Most characterized the study area of N Lombard St as being a place 
that people put their heads down and drive through as fast as possible.  

One interviewee believed the Lombard experience to be sufficiently negative that they actu-
ally direct their clients to their Lombard location via Rosa Parks Blvd because it’s a much 
more enjoyable trip.  

Residents mentioned time and again that N Lombard St acts as a sort of dividing line 
between north and south, severing the connection between neighborhoods because it 
creates a boundary that everyone dislikes, that people avoid, and especially that everyone 
does not like crossing.

Tigard: Sidewalk Dialog Before

Tigard: Sidewalk Dialog After
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And lastly, the least favorite place on Lombard also has to do with the road, it is the inter-
section of N Lombard St and N Interstate Ave.  It was talked about a lot in interviews as 
the most avoided spot on Lombard for pedestrians and for auto traffic, and was by far the 
clear winner for the most unpopular portion of the study area in the marketing workshop, 
as shown in the word cloud below.

In the short term, focusing on ways to improve crossings, lower the speed limits, and nar-
rowing the vista of drivable pavement by striping on-street parking would help address 
some of Lombard’s challenges.

Over the long term, the street is ripe for a road diet because of its traffic counts, potentially 
going to a 2 lane, or 3 lane configuration with amenities like narrower lanes, on-street park-
ing on both sides of the street, and crossing sanctuaries for pedestrians.  Another reason 
to be organized as a business association is that lobbying for these kinds of street changes 
requires an organized and vocal presence for a period of years.

A good example of a 5 lane to 2 lane conversion with similar traffic counts occurred on La 
Jolla Blvd in San Diego, pictured below.  Images courtesy of Dan Burden, Director of In-
novation and Inspiration at Blue Zones, LLC.

What is Your Least Favorite Area of Lombard?

La Jolla Blvd Before La Jolla Blvd After

Images Courtesy of Dan Burden, Consultant that Helped Visualize and Implement These Changes
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CONCLUSIONS

When we asked the community what words they 
wanted to see describe N Lombard St in the fu-
ture, their answers are shown to the right.  

Stakeholders want the community to remain 
diverse, which requires keeping the wide array of 
cultures represented in the business ownership on 
the street vibrant and healthy in the years ahead.  
Retail and restaurant are about reinvention, so 
banding together as a business district and help-
ing each other to find new adjacencies and new 
ways to be economically successful will be an im-
portant part of maintaining cultural exchange and 
diversity in the neighborhoods, and on Lombard.

Stakeholders want a street that is a destination, 
that is inviting, and that reflects their community 
spirit.  The recommendations around improving 
district experience will help meet those goals.  The 
more all groups can work together to create an outward-facing, well lit, interconnected 
business district, the more welcoming it will be.  

And lastly, more than anything, stakeholders want a street that is safe, pedestrian-friendly 
and walkable.  That is achievable, and can start with short-term projects like speed limits 
and more sidewalk engagement.  But, over the long-term, it will also require organizing and 
consistent lobbying on the local and state level to achieve the changes that will truly make 
it a neighborhood serving street while also fulfilling its role as a high and wide freight cor-
ridor.  

N Lombard St is the spine of the Peninsula, and with a little work, it can go from being 
an invisible pass-through place to a street that loudly, and proudly, shows the world how 
much the Peninsula has to offer.

What Words Do You Want to Hear 
Describe N Lombard St in the Future?
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APPENDIX A: WORD CLOUDS

Included in this appendix are the word clouds that came out of the marketing workshop.  
This data was transcribed from flipcharts collected during the marketing workshop.  In 
these word clouds, the more frequently a word was mentioned, the larger it appears.  The 
less frequently it was mentioned, the smaller the word.
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