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Historic fabric. The scale and quality of historic buildings reflect century-old conditions.

D Street. D Street’s fabric remained largely intact as
the highway and economic change shifted to E Street.
Many motorists on SR 20 & 70 are not aware of this
extraordinary street.

Tale of Two Bridges. The bridge across the Feather
River used to cross at D Street with its remants in
distant construction of the E Street bridge deprived D
Street of prior activity.



Introduction

Purpose

New Reasons for Vitality

The recent history of central Marysville has seen prolonged
weakening of its economy. Multiple forces have been at work.
Small town central business districts have generally been in
decline across the nation as economic activity has become
increasingly auto-centric. Furthermore, Marysville’s fixed
geographic boundaries have limited growth, while Yuba City’s
expansion has allowed it to capture the latest commercial
formats.

Marysville advantages were once pre-eminent, as the north-
ernmost point accessible by paddleboat on a route between San
Francisco and Sierra gold fields. The local economy boomed

as goods critical for mining moved from river to road, fuel-

ing banking and provisioning. Post-paddleboat, investment
and boosterism sustained Marysville until post World War
highway expansion dispersed economic activity. For decades,
Marysville has struggled to adapt to this new economic reality.

Today, Central Marysville must remake itself to become a vi-
brant city center, but in new ways.

The Bounce Back Initiative was initiated to address this chal-
lenge, with this “Vision and Implementation Plan” as its
cornerstone. The Initiative targets five districts in central
Marysville, which have experienced decline but also present
extraordinary opportunities. The area’s unique advantages
include, but are not limited to:

o Marysville’s small town lifestyle and sense of place;

« alarge calendar of events and strong potential for cultural
tourism;

 high traffic volumes on SR70 & SR20;

« large employers, such as Rideout Medical Center and Cal-
trans;

» extraordinary recreational resources;
« easy access from Yuba College and Beale Air Force Base;
« connections to surrounding agriculture;

« continuing recognition as a center of culture and govern-
ment; and

o motivated citizens, merchants and community leaders.

Introduction

Marysville Hotel. The size of
Marysvillle Hotel speaks of boom-
times that have passed.

E Street. While some historic build-
ings remain, E Street has become in-
creasingly oriented to motor vehicles.

E Street. Arrival from the south
greets visitors with a largely strip
commercial experience and hides
from view Marysville’s historic main
street.
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Economic Challenges. Retail va-
cancy rates increased as new retail
formats grew in other locations.

Guardian angels. Central Marys-
ville's revitalization is a shared com-
munity aspiration.

Building on Prior Efforts

The Vision and Implementation Plan builds on and integrates
relevant prior studies and plans. The 2004 “Downtown Eco-
nomic Development Strategic Plan” illustrated how new real
estate investments properly configured might stimulate revi-
talization, with a strong emphasis on “catalyst” development
projects and streetscape improvements. But while some street
improvements have been made, most catalyst projects have
largely remained unrealized because of insufficient market
support. Still, the 2004 Strategic Plan offers a noteworthy vi-
sion comprised of the following elements.

Downtown Marysville celebrates its historic character,
provides a unique sense of place, and reflects the needs of
both local residents and visitors.

o Downtown is active throughout the day and evening with
a wealth of cultural venues and entertainment activities....

o [Marysville] ... draws visitors to the area and makes the
Downtown hub easy to navigate.

o Attractive tree-lined streets, well-defined sidewalks, and
calmed traffic make the area a pleasant place to walk and
bike.

o Trail linkages and pedestrian-friendly streetscape connec-
tions to Ellis Lake [and other] ... nearby open space.

o Mixed uses ... support 24-hour vitality[,while new] hous-
ing for professionals, families and seniors creates a true
“neighborhood ambiance.”

o A strong core of civic and hospital-related uses supports
meaningful employment opportunities ....

« People who live and work in Downtown take pride in their
community and actively participate in decision-making
efforts to shape the City’s future.

The 2005 Downtown Marysville Marketing Plan promoted
downtown by recommending resources and strategies orga-
nized around seven principal goals:

o Increase awareness of Downtown as a visitor’s destination

o Improve the image or community perception of Down-
town
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o Strengthen existing businesses and recruit new ones to
develop a viable economic base in Downtown.

o Consistently promote Downtown to attract consumers to
enhance economic activity.

« Improve Downtown’s visibility.
o Build a stronger business network.

« Improve organizational activity and operations within the
Downtown business community.

Prior plans have also focused on pedestrian safety, such as the
“Pedestrian Safety, Mobility and Context Improvement Study”
for State Routes 20 and 70, and the “Marysville Safe Routes to
School Plan.”

Community Process

The Bounce Back Vision and Implementation Plan was de-
veloped with extensive community input. Two intensive
community workshops, or “charrettes,” were held. The first
charrette asked participants to explore strengths and weak-
nesses in each District and explore possible directions for their
revitalization. A second charrette introduced draft goals and
themes, and asked participants to help identify potential ac-
tions for their implementation.

A Steering Committee met eight times to guide the develop-
ment of the Plan. Committee membership included diverse

3

interests and perspectives. The committee began by consider- Small town feel. Marysville’s unique

ing challenges and opportunities associated with each District.  historic charm has remained in large
Subsequent meetings , developed a clear vision by examining part and distinguishes it from other

what Bounce Back areas should ultimately become. Strategies places.

and paths to implementation were developed next, followed by
review and recommendation of a draft Plan.

Finally, City Council considered the draft Plan and the Steer-
ing Committees recommendations. After making refinements,
City Council adopted the Plan in ### 2015.
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Lake Ellis Park. Marysville parks
present important assets, as lifestyle
choices increasingly influence where
people chose to live and work.

Center for the Arts. By building
existing initiatives, Marysville can
become an even more attractive
cultural destination.

Access to open space. Central
Marysville is surrounded by scenic river
edges and recreation opportunities.

Medical Arts District. Rideout
Medical Center continues to invest in
Marysville and can be capitalized on
for growth of related uses.

Linking Vision and Implementation

Five Districts

This Plan goes beyond prior plans in that it presents a com-
prehensive vision for central Marysville’s “five districts,” and
connects the vision to realizable strategies and implementation
measures. The five districts include:

Downtown, including the historic D Street and Chinatown
commercial areas, along with a mix of uses to the east;

E Street Corridor, a defining feature for over thirty thou-
sand motorists each day, which divides the community but
presents untapped commercial opportunities;

Medical Arts District, which focuses on Rideout Medical
Center and complementary new uses;

Lake District, which is centered on Ellis Lake Park but also
includes opportunities for reuse and redevelopment west
of the Park and along B Street; and

River and Recreation District, including Riverfront Park,
the Levee, and associated trails and recreational amenities.

The Bounce Back Vision and Implementation Plan has been
conceived to fully leverage the economic and social potential
of these districts. As a “vision” the Plan is aspirational and
sets a framework for understanding opportunities, setting
sights on goals, and linking goals to implementation. The
Plan’s goals describe desired “end states” as summarized here.
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Summary of Goals

General Goals

« A strong revitalized commercial destination.

e A vibrant culturally-rich attraction and place.

e A unique desirable lifestyle choice for residents and employers.
o Growing numbers of residents and employees.

o Clear convenient access to destinations.

« Economic growth.

o Coordination and accountability.

E Street Corridor
« A strong sense of arrival and gateway to destinations.

o A pedestrian-friendly district that knits the community together.

Downtown

« A popular and thriving retail-entertainment “main street.”

» Best use of Downtown’s largest opportunity site.

o Recognized destination known for its unique history and culture.

o Downtown housing,.

Medical Arts District

« A thriving medical and employment center with complementary
uses and amenities.

« A residential neighborhood housing local health care workers
and professionals.

Lake District

e An active welcoming Ellis Lake Park with a notable identity.
e An active mixed-use B Street boulevard.

« Residential and employment west of Lake Ellis.

» An ecologically healthy lake.

River and Recreation District
« Widely-used and well-promoted riverfront features and events.

e An attractive levee as edge to urban districts and Riverfront Park.
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Using the Plan

Guidance

The Vision and Implementation Plan provides a road map for
setting City policies and actions, and for encouraging coopera-
tion and engagement of merchants, property owners, commu-
nity members, and other stakeholders.

The Plan is comprised of three levels of guidance.

Vision statements describe future “end state” aspirations

Strategies suggest general paths for action without pre-
suming specific tools for implementation.

Implementing measures describe programs, improve-
ments, and other tools for realizing strategies and the com-
munity’s vision.

Outline of the Plan

The Vision and Implementation Plan follows the following
outline:

General Goals contains vision statements, strategies and
implementing measures, which are overarching and apply
to all five districts;

District-specific provisions include vision elements, strate-
gies and implementing measures for each of the five dis-
tricts: E Street Corridor, Downtown, Medical Arts District,
Lake District, and River and Recreation District;

Priorities emphasizes those strategies and measures that
have the potential to accelerate revitalization by leveraging
change while recognizing limits on available resources;
and

Implementation Programs pull actions together within
functionally related domains addressing: Commercial
Revitalization, Cultural Marketing, Private Development,
Parking, Street Improvements, and Parks and Trails.

The Plan also includes two appendices containing notes from
the two major community workshops, or “charrettes”, that
were held.
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Regional context map. Marysville lies at the center of the Yuba-Sutter metropolitan area and at the intersection
of two State highways.
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General Goals

The General Goals section contains vision elements, strategies and
implementing measures, which apply to all five districts. General
Goals include broad overarching concepts that are foundational.

A strong revitalized commercial destination.

Increase Marysville’s relevance in the regional marketplace
by acknowledging demographic realities and targeting under-
served submarkets in the trade area.

GG-I

New submarkets. Target prevalent submarkets within
Marysville’s trade area, with a special focus on submar-
kets that do not appear to be adequately served by the
current retail mix. While individual consumer submar-
kets will typically patronize many of the same stores as
the general population, they often also exhibit certain
tastes and preferences specific to their respective back-
grounds, lifestyles and sensibilities. Promising sub-
markets are described below. See IP-1 through IP-14.

Notable Ethnic Groups. Latinos comprise 17% of
Marysville’s population and over 50,000 Latinos

in the trade area as a whole. In addition, the Yuba
City has become a hub of one of the nation’s largest
Sikh communities. In addition, while the number
of Chinese-American residents of Marysville is
relatively small, Sacramento and Bay Area metro
regions are home to large Chinese-Americans, who
may be drawn to Marysville’s Chinatown and Gold
Rush history, particularly during each year’s Bok
Kai Festival.

Lifestyle Submarkets. Lifestyle submarkets find
interest in vibrant places with restaurants, live
entertainment, cafes, and retail shops. Yuba-Sutter
lifestyle submarkets like Yuba College students and
Beale Air Force Base singles and families now have
few options. Marysville’s daily workforce repre-
sents another important lifestyle submarket to tar-
get and includes Rideout Medical Center, Caltrans,
County Courthouse, and other major employers.

Gateway to the Sierras. Students and visitors to
Chico, Grass Valley and other destinations pass
through Marysville in large numbers. Consider the
demographic characteristics of motorists and target
these submarkets.

General Goals 9

Small town charm. Marysville of-
fers a unique sense of place com-
municated through its small shops,
historic architecture, porchfront
homes, tree-lined streets, and easy
access to riverfront recreation.

Lifestyle Submarkets. Lifestyle
amenities appeal to demographic
submarkets from around the region.

Motorists passing through. Motor-
ists who travel on Route 20 and

/70 represent potential commercial
patrons.
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Retail Clusters. Retail clusters allow
comparison shopping among multiple
stores with similar retail offerings,
such as antiques or western wear.

GG-2

GG-3

« Youth. Children and young adults presently have
few shopping and entertainment options. Recruit
a cluster of youth-oriented attractions, such as a
game arcade, youth-oriented café, artificial rock
climbing wall, or skate park. Improve transit op-
tions to and from Yuba College and Marysville
High School.

o Greater Bay Area Region. Targeted itinerary based
marketing beyond Sacramento could represent a
significant visitor base that is currently untapped
and have expressed a willingness to travel up to
two hours for a unique experience around the cul-
tural and historical attractions and themes previ-
ously outlined.

Value-Oriented Retail. Target value-oriented retail
that features low-to-moderate pricing. The median
household incomes in both Marysville and Yuba-Sutter
are quite modest, and the affluent households are con-
centrated far away in Yuba City’s northwestern quad-
rant, suggesting a retail mix that is primarily oriented
towards low or moderate pricing. This would not
preclude, however, concepts specializing in “affordable
luxuries” that cost relatively little to the consumer (on
a per-unit basis) yet provide high margins (and hand-
some profits) to the merchant, such as discount variety
stories, sports equipment, pet supplies, and family
clothing stores.

Retail Anchors and Clusters. As a general rule, re-
cruitment efforts should build on Marysville’s existing
strengths. Review sales tax data to identify high-
performing categories and businesses that could then
be leveraged to attract complementary tenancies, such
as existing “retail clusters” where multiple businesses
have come together to create a retail destination for
comparison shopping, such as with antiques, art galler-
ies, jewelry, and western wear.

Actively support and recruit complementary new retail.

GG-4  Retail Recruitment. Actively recruit retail to: promote

Marysville as a cultural and recreational destination,
draw from demographic submarkets, capitalize on
regional thru-traffic, complement Marysville’s small
town character, etc. See IP-1 through IP-14.



Maintain active, safe, and inviting shopping streets.

GG-5 Retail Presentation. Maintain and further enhance a
high-quality sidewalk shopping experience for resi-
dents and visitors along “Pedestrian-Oriented Retail
Streets”. See “Priority Corridors Diagram” and IP-17
through IP-22, IP-69 through IP-74

Communicate and reinforce Marysville’s historic and human-
scaled ambiance.

GG-6 Please refer to related goals and strategies throughout
this document.

Encourage Marysville as a recreation destination.

GG-7 Bicycle Hub. Establish Marysville as a “bicycle hub.”
Make improvements and promote Marysville as a “bi-
cycle hub” for touring clubs, bicycle races, bike rallys,
and other bike-related activities. See IP-100.

River-Oriented Recreation. Support use of the Yuba
and Feather Rivers for watersports, and market the
availability of these activities. See RD-1 — RD-4; IP-109.

Tournament Sports. Consider upgrades to Riverfront
Park playing fields, which would allow them to be used
for tournament level sports. Once established, encour-
age tournament participants and spectators to patron-
ize Marysville businesses and lodge overnight in town.

A vibrant culturally-rich attraction and place.
Capture and communicate Marysville’s unique themes and advantages.

GG-8 Cultural Themes and destinations. Promote Marys-
ville by using narratives that describe Marysville’s
unique cultural themes and destinations. Principal
themes include:

« living history — authentic intact historic sites,
buildings, heritage, cultural traditions, craftsman-
ship, and festivals — the history of Marysville is the
history of California;

o unique cultural traditions — with a centuries of
Chinese-American and Hispanic history and rela-
tively recent emergence of Sikh and other ethnic
populations in the region;

General Goals
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Living history. Unique cultural traditions.

The arts. Agricultural hub.

The great outdoors.

L. (TUTTERAL S

S~

INSIDE

.................

Health and lifestyle. The American est



GG-9

General Goals

« aplace for art — home to a burgeoning art scene as
artists recognize the value of authentic places early
on, and to encourage cultural events, particularly as
they appeal to college students, Beale AFB house-
holds, hospital employees, and area residents;

 agricultural hub - surrounding orchards, vine-
yards and farmlands offer scenic panoramas and
“farm-to-fork” programs, including tours, retail
and a taste of Marysville;

+ the great outdoors — access to unparalleled recre-
ational and natural assets, including fishing, boat-
ing, trails, fishing, a lake, a motocross, soccer fields,
archery, and many other things to do;

¢ the American West — a culture rooted in local ro-
deos, western wear stores, saddle-making artisans,
Central Valley ranchlands, and historic connections
to mining; and

o health and lifestyle — a small town lifestyle offer-
ing healthful connections to urban amenities, good
food, exceptional recreation, and sense of commu-
nity, where residents stroll along the lake, see farm-
lands and the hills, enjoy minor league baseball, jog
along scenic levees, and bird watch.

Marysville is also home to extraordinary cultural at-
tractions that should be emphasized through cultural
marketing. Cultural attractions include but are not
limited to:

o Mary Aaron Museum (www.maryaaronmuseumn.
com). The museum of the town’s namesake Mary
Aaron, the sole survivor of Donner Pass, reveal
much about the town’s history, and pictures and
artifacts with in the home communicate a personal
sense of family and connect to the present day.

¢ Chinese American Museum of Northern Califor-
nia (www.chineseamericanmuseum.com). Marysville
boasts the last Chinatown of California’s Gold Rush
era, and includes the oldest Buddhist temple in
America, a historic Chinese school building, three
Chinese associations, and Marysville’s annual Bok
Kai festival. The museum describes the unique
history of Chinese immigration to and settlement
of the Central Valley, and showcases a fascinating
intact settlement-era interior that reveals the story
of Chinese-Americans in California.

13
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Arts and entertainment. Marysville
is a home to several museums and
theaters, and can continue to grow
as a cultural attraction.

o Packard Library of Yuba County. Housed in a
grand historic building, the Packard Library fea-
tures The California Room, a unique and extensive
collection of books and documents about the state’s
history.

« Heritage Architecture. Marysville’s heritage archi-
tecture and historic buildings add visual cues to
Marysville rich past. Central Marysville also has
notable cultural landmarks, such as the Bok Kai
Temple, the Silver Dollar Saloon and Victorian-era
buildings.

o Artand Entertainment. Marysville has hundreds
of artists represented in exhibitions per year, a sig-
nificant number of which are from the Community
College. Several art venues are concentrated along
E Street, such as the Yuba Sutter Arts Council and
“420 E Street” art community. Encourage live music
and performance as both commercial and cultural
uses. See IP-1 — IP-14.

« Farm-to-Fork. Sacramento has begun a regional
campaign to brand the Central Valley as “America’s
Farm-to-Fork Capital.” Marysville is in the heart of
a region that produces a cornucopia of wine, olive
oil, peaches, walnuts, honey, dates, and almonds.
See IP-1 — 1P-14.

Maintain an engaging events calendar with diverse local themes.

GG-10 Marketing Events. Maintain Marysville’s impressive

calendar of events, and encourage tours, museum vis-
its, and other forms of cultural tourism. Connect visi-
tors and residents to traditions, skills, and past-times
which small town life and Marysville’s living history.
See IP-41 — IP-46.

Accommodate overnight stays with diverse lodging options.

GG-Il Hotel Recruitment. Encourage visitors to stay over-

night by providing quality accommodations. Recruit a
hotel (tourist-class or better) that targets cultural tour-
ists and hospital-related visitors, as well as SR 20/70
motorists. Encourage Rideout Medical Center to par-
ticipate and possibly lead in recruitment efforts. Gather
information on hotel demand, such as the leakage of
hotel business to surrounding communities. Assign
responsibility for hotel recruitment to a recruitment
manager. See [P-23 — IP-27.
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Work with owners of parcels suitable for a hotel. Along
E Street, a hotel would benefit from visibility and prox-
imity to Rideout Medical Center. In the Downtown,
encourage adaptive reuse of historic buildings, such

as the Marysville Hotel and Silver Dollar — a former
brothel well-suited to become a tourist attraction and
possible hotel.

GG-12 Bed & Breakfasts. Promote new bed & breakfasts
(including new “airbnb” formats) to increase lodging

options. Continue to streamline the approval process
for bed & breakfasts.

A unique desirable lifestyle choice for
residents and employers.

Reinforce Marysville’s appealing human-scaled and pedestrian-
oriented environments.

GG-I3 Form-Based Development. Maintain Marysville’s tra-
ditional pattern of street-oriented pedestrian-friendly
buildings. See IP-56.

GG-14 Patterns of Development. Ensure that all new develop-
ment reinforces Marysville’s historic walkable street
network and traditional street-oriented buildings.
Ensure that new development within the Bounce Back
Districts gives priority to the pedestrian experience. See
IP-55 — IP-59.

Limited lodging options. Large numbers of motorists and visitors suggest demand for a tourist class hotel.
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GG-I5 Pedestrian Priority. Maximize walkability in central
Marysville by giving pedestrians priority generally
and especially along Priority Corridors indicated in
“Priority Corridors Diagram” and IP-70 — IP-76.

Provide easy access to local open space, recreation
and amenities.

GG-16 Complete Streets. Establish a connected network of Pedestrians crossing crosswalks.
“complete streets” for pedestrians and bicyclists link- With street improvements, heavy

ing neighborhoods, commercial nodes, parks, and ;rsgzcngg Erjiger;itaaggrfiéc \ffg:ﬁt
trails. See IP-67 — IP-74.

walking Downtown.

GG-17 Recreation Facilities. Improve and maintain parks
and trails to be more active and attractive by making
improvements and increasing wayfinding. Create a
continuous interconnected trail network for hiking and
bicycling. Provide significant opportunities to see and
enjoy the natural environments associated with the
Yuba and Feather Rivers. See IP-91 —IP-98.

Pedestrian connections. Store- Bicycle connections. By capitaliz-
fronts, street trees, and canopies ing on its existing trails and street
are among ways to make side- network, Marysville can become

walks pedestrian-friendly. an extremely “bikeable” place.



I8 Marysville Bounce Back Vision & Implementation Plan

Promote Marysville as a healthful and advantageous place to
live and work.

GG-18 Attractive Housing Options. Work with residential
developers to construct new housing in central Marys-
ville. Give special attention to housing demand as-
sociated with the following demographic groups, and
emphasize Marysville as a “lifestyle choice” that offers
walkable access to recreation, shops, cultural destina-
tions, and other amenities. Maintain flexible develop-
ment standards that allow for a range of possible hous-
ing types. See IP-56.

« Baby Boomers. Recognize that baby boomers re-
main the largest age cohort in America and that, as
they pass their childbearing years, large numbers
of baby boomers are giving up single-family homes
and moving to “in town” locations. As they retire,
baby boomers may find Marysville’s combination
of charm and affordability particularly attractive.

« Health Care Professionals. Nurses, doctors and
other health care workers generally work long
hours and are short on time. Decent housing op-
tions that are only a short walk from work may be
attractive to these individuals. Central Marysville
can also be presented as a healthful choice, as walk-
ability and access to recreation can to reduce rates
of obesity and mental stress.

; . , « Senior Housing. Senior citizens can remain in-

Housing options. Marysville can d dent1 . Ikable locati h

offer a range of attractive housing ependent longer 1n walkable locations where

options for people of different ages daily needs can be met on foot, such as in central

and incomes. Marysville. Furthermore, central Marysville offers
extraordinary access to medical care, making it an
advantageous location for assisted living apart-
ments and assisted care facilities.

o Beale Air Force Base. Marysville’s downtown
neighborhoods may also offer an attractive lifestyle
choice for single personnel, veterans, and families
living off-base. Subdivision communities currently
attract many airmen but offer none of the vibrancy,
independent retail, nightlife, and entertainment
choices that Marysville will increasingly offer.
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o Outreach. Educate demographic groups who may
be interested in housing on Marysville’s strengths.
Partner with Rideout Medical Center and Beale
AFB Housing Management Office to provide access
to Marysville housing listings, transportation op-
tions, and brochures on cultural and retail ameni-
ties to their workforce. Conduct surveys and focus
groups so the development community can better
understand needs and preferences of these impor-
tant demographic groups.

GG-19 Families and Youth. Emphasize central Marysville

as a family-friendly and youth-oriented community

by emphasizing and continuing to expand recreation,
commercial and cultural offerings. Encourage a
family-oriented waterfront restaurant adjacent to Ellis
Lake and the Gold Sox stadium. Make Downtown an
attractive place for youth by offering retail and food
options where students can study, gather and socialize.
Connect central Marysville to Yuba College and Marys-
ville High School, such as employing talents associated
with Yuba College’s Culinary School or young persons’
aptitude for website development and social media.
Sponsor events and classes of interest to youth, such

as photography, cooking or job skill building. Connect
youth to community partners to tap into their skills
and energy in marketing, volunteering, and assisting
with cultural events. Work with the transit agency to
increase transit service to Yuba College and Marysville
High School.

GG-20 Employer and Entrepreneur Attraction. Market

GG-2I

Marysville to medical-related and other employers.
Emphasize the lifestyle that it affords, access to cultural
and commercial amenities, housing affordability, re-
gional accessibility, and pro-business policies. Also rec-
ognize demand for shared work spaces by connecting
with small businesses, creative entrepreneurs, students,
and people who live locally but typically commute
long-distances to work. See IP-1 —IP-14; IP-23 — IP-27.

Healthy Community Networks. Solicit interest in
Marysville from government and non-government
agencies focused on building healthy communities.
Consider resources made available by the Local Gov-
ernment Commission (LGC), Congress for New Urban-
ism (CNU), Smart Growth America (SGA), and others
healthy community organizations.

19
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Public transit. Downtown can ben-
efit from more frequent and evening
bus service, as many Yuba College
students rely on transit to access
downtown.

Growing numbers of residents and employees.

Encourage infill development on underutilized land.
GG-22 See IP-49 — IP-54.

Clear convenient access to destinations.

Maintain an interconnected network of streets and enhanced
pedestrian-environments.

GG-23 See IP-70 — IP-76.

Highlight and guide people to major destinations.
GG-24 See IP-76.

Make parking convenient while maintaining pedestrian-
supportive environments.

GG-25 Parking Wayfinding and Management. Improve
signage to available parking. Make parking convenient
while recognizing that: the supply of public parking in
more intensely developed settings is typically limited;
parking demand varies by location, time, and price;
large parking lots can be detrimental to walkability;
and that parking garages are expensive to construct
and difficult to finance. See IP-61 — IP-68.

GG-26 Visual Impacts from Parking. Maintain attractive
pedestrian-supportive environments by screening
parking lots as seen from the street, such as with low
walls, landscaping, pop-ups, and concessions. See IP-61
and 1P-62.

Provide frequent reliable bus service for seniors and youth.

GG-27 Bus Service. Work with the local transit agency to
adjust bus service to better serve area youth, college
students and senior citizens — recognizing that these
groups are important patrons and/or employees.
Advocate for more frequent and evening bus service
between Downtown and Yuba College.

Shuttle Service. Explore creation of a lunch time shut-
tle bus that connects major employers, such as Rideout
Medical Center and Caltrans, to Downtown eateries.
Also consider shuttle and/or bus service providing
frequent trips between central Marysville and Beale
Air Force Base.
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Economic growth

Foster a dynamic and potent business environment through
coordination and entrepreneurship.

GG-28 Business Associations. Encourage and support the

GG-29

creation of business associations, which would coordi-
nate marketing efforts, promote business recruitment,
manage installations of “temporary” retail, and engage
in other economic development activities, in collabora-
tion with the City. [Maintain an online directory of
local and regional businesses. See IP-3 and IP-4.

Entrepreneur Space, Amenities and Support. Actively
support and recruit businesses (see IP-5 — IP-7) and pro-
mote adaptive re-use and construction of new urban
space. See IP-52 and IP-55. Encourage enhancements
and programs that add to Marysville’s amenities and
sense of place. Offer financial and technical assistance
to lower barriers-to-entry for fledgling retail entrepre-
neurs, making sure to provide for non-English speak-
ers as well.

GG-30 Public Investments. Recognize the role that public

investments, such as attractive pedestrian-oriented
streets, can make in strengthening Marysville’s busi-
ness environment. See IP-70 — IP-76 and IP-93 — IP-95.

Encourage redevelopment of underutilized private property.

GG-3l

Development Recruitment. Encourage development

as described in IP-1 — IP-31 and IP-49 — IP-54, including
adaptive re-use of existing buildings, and infill and re-
development of underutilized parcels. Continue to of-
fer low barriers to entry, as compared with other cities,
while exploring additional ways to minimize barriers.

21
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Development Opportunity Sites. With numerous "development op-
portunity sites," the planning area has the potential for significant infill
development -- and with it increased economic activity. Sites shown are
illustrative and include private sites (red) and publicly-owned sites (blue).

Leverage public assets.

GG-32 Underutilized Land Assets. Encourage redevelopment
of underutilized publicly-owned property. Implemen-
tation vehicles include developer “requests for propos-
als,” public-private partnerships, commercial conces-
sions, and/or sale to adjacent property owners. Allow
a range of land uses that respond to contemporary
investor preferences, while maintaining the traditional
pedestrian-friendly character of central Marysville, as
is provided under IP-49 — IP-60.



GG-33 Rights-of-Way. Allow bay windows and balconies to
project into public rights-of-way, where no setback is
required. Allow colonnades (where balconies support-
ed with posts cover sidewalks) on shopping streets, if
signage visibility, utility access and other needs can be
adequately addressed. See IP-55 — IP-57.

GG-34 Streetscapes. Recognize street improvements and
other public amenities enhance real estate interest in
Marysville and can leverage development on adjacent
properties. See IP-68 — IP-74.

Coordination and accountability.

Develop and execute economic development programs re-
lating to cultural marketing, commercial revitalization, and
private development.

GG-35 Program Management. Assign a City staff manager
with developing and helping to execute implementa-
tion programs, in close consultation with Marysville
stakeholders. Manager domains include: cultural
marketing (see IP-32); commercial revitalization (see
IP-1); parking (see IP-61); and private development (see
IP-49). While multiple managers might be assigned

these domains separately, a single manager is preferred

to manage multiple programs to maintain a consistent
focus and integrate Plan goals, priorities, and imple-
menting actions.

GG-36 Outreach and Collaboration. The City should coordi-
nate with and actively enlist the support of Marysville

stakeholder including property owners, business own-

ers, residents, government agencies, and others. Com-
municate with and invite participation from groups
who have an interest in central Marysville but tend

to be underrepresented, such as area youth, seniors,
and ethnic minorities, such as Latino, Sikh, and Chi-
nese populations. Consider multilingual outreach and
literature to broaden participation and support entre-
preneurs who may fill the needs of underserved sub-
markets.

General Goals 23

2nd Street right of way just west
of E Street. This right of way has
little traffic and may be a candidate
for redevelopment.

Outreach and collaboration. Suc-
cess of the Plan must rely on coop-
eration among business owners, prop-
erty owners, residents, government
agencies, and other stakeholders.
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Diagram. A “Focus Area” indicates where resources
should be targeted in the near term. Also shown are priority street improvements, important pedes-
trian connections (as asterisks), and distinct subareas.



E Street Corridor & Gateway 25

E Street Corridor

“It all begins on E Street,” remarked one Bounce Back Steering Com-
mittee member. Not only is the corridor a defining feature for over
thirty thousand motorists each day, it is also the highly-visible gate-
way to Downtown and the whole of Marysville. Whether approached
from the south on the E Street Bridge or from the north on the 10th
Street curve, E Street needs to communicate that Marysuille offers
extraordinary cultural assets, small town charm, and urban vitality.
Special attention should be paid to making improvements and attract-
ing investments to the E Street “Focus Area” from 3rd Street to 5th
Street, which is highly visible, serves as a “gateway to businesses of
D Street, and contains intersections critical for easy pedestrian access
between the Medical Arts District and Downtown.

E Street Corridor. Historically, E Street was a center for community life --
as evidenced by the State Theater, Hotel Marysville and Hart Building. In
the last fifty year, much historic fabric has been removed for auto-oriented
businesses and highway improvements.

A strong sense of arrival and gateway to destinations.

Prioritize improvements within the E Street “Focus Area” with
an emphasis on high-impact “quick wins.”

ES-I  “Focus Area” Street Improvements. Target the E
Street “Focus Area” — between 3rd Street and 5th Street
— for near-term place-making and pedestrian safety
improvements. (The “Focus Area” presents unique ad-
vantages including: its visibility as a southern gateway,
a significant collection of historic urban buildings, the
4th Street connection between Rideout’s hospital and
Downtown, Yuba City traffic arriving on 5th Street,
and the major Habitat for Humanity redevelopment
opportunity at 3rd Street. See IP-80 — 1P-86.
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Architectural lighting. Dramatic
lighting can instantly draw attention
to a place. Architectural gems along
E Street could be showcased this way.

Roof-mounted lighting. Roof-
mounted lighting can communicate
“urban center” Such lighting should
be considered in and near the “Focus
Area” but not allowed elsewhere.

Canopy of lights. While ambitious,
extending a canopy of lights over E
Street would create a dramatic gate-
way and vibrant sense of place.

ES-2

ES-3

ES-4

Public Art. Organize and find sponsors for murals,
while recognizing that some mural locations may be
covered by future construction. Consider initiating
an annual art exhibit featuring large-scale sculptures.
Encourage other ideas for street art by asking for pro-
posals or a hosting a competition, such as for unique
bicycle rack designs, gateway art, etc.

Architectural Lighting. Solicit proposals for dramatic
lighting of E Street historic buildings, such as with col-
ored flood lights, projections and installations. Works
with property owners to allow installation and seek
funding as part of cultural marketing efforts. See IP-48.

Roof-Mounted Lighting. Allow and encourage roof-
mounted lighting in the Focus Area, for dramatic
visual impact and as an expression of a vibrant down-
town. See IP-57 and IP-58.

Leverage E Street’s traffic and visibility to attract food, enter-
tainment and lodging.

ES-5

Food, Entertainment and Retail Priority. Make E
Street a top priority for attracting attention-getting re-
tail, food and entertainment perspective, in recognition
of its high traffic counts and visibility — and its central
location between the historic Downtown and Medi-

cal Arts District. See IP-2. Encourage attention-getting
formats capable of drawing metro-area residents past
the commoditized offerings that already exist closer to
their homes, as well as prompting visitors and pass-
through motorists to reconsider their perceptions of
Marysville. Implement short-term lease and permit-
ting assistance for ‘pre-vitalization” efforts targeting
vacant and underutilized shopfronts and parking lots.
Limit ground floor land uses to commercial users that
support pedestrian activity throughout the Focus Area.
See IP-80 — IP-86.

In recognition of its high traffic counts and visibility
as well as its central location between the Downtown
core and Medical Arts District, the E Street Focus Area
should be the top priority for encouraging and attract-
ing retail — specifically, unique and attention-grabbing
food, drink and entertainment uses. Allow merchants
freedom to develop signage that is also visible to and
grabs the attention of motorists.
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ES-6  Lodging. Strive to diversify and upgrade lodging op-
tions along and near the E Street corridor that target
cultural tourists, hospital-related visitors, and SR 20/70
motorists. See GG-11 and IP-23.

Utilize Washington Square Park as attraction and gateway.

ES-7  Washington Square and 10th Street Curve Gateway.
Transform Washington Square Park into an active
attraction and distinct landmark seen clearly from
E Street and SR 70/SR 20. The “10th Street Curve” is
where SR 70 turns onto E Street and should be consid-
ered in tandem with Washington Square Park because
of limited access for motorists and pedestrians along
the curve. Identify and evaluate possible ways to re-
use the Park to create one or more attractions, such as
a permanent farmers market, a large signature play
area, a botanical garden, or weekly “music in the park.”
Consider private uses that would be viable given dif-
ficult access to the Park from some directions, as well
as quasi-public uses, such as a larger relocated YMCA.

See ES-7, Priority 7 and IP-106 — IP-108. Reuse and Family Restaurants. Prec-

edents exist for historic buildings and
gas stations re-used as restaurants.

Washington Square Park. Located on E Street and just one block from Ellis Lake, this park receives little use and
might be developed to create an attraction.
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ES-8

ES-9

Pedestrian-friendly frontage.
Walking feels safe and inviting when
sidewalks are lined with windows and
entrances rather than blank walls or
parking lots. Awning and street tree
canopies further enhance the pedes-

trian experience.
ES-10

ES-11

Planters. Planters placed over con-
crete increase greenery without much
expense.

A pedestrian-friendly district that knits
the community together.

Transform E Street into a boulevard that functions well
for pedestrians as well as motorists.

E Street Improvements. Make pedestrian-oriented and
beautification improvements along E Street from 3rd
Street to the Washington Square Park. See IP-80 — IP-86.

Pedestrian-Friendly Buildings. Encourage adaptive
re-use and infill development that lines E Street with
storefronts and active courtyards/forecourtes. See IP-
56. Consider concept plans for the State Theater and
Marysville Hotel described in the 2004 Downtown
Marysville Strategic Plan. Reduce visual blight where
parking lots and auto-oriented uses face E Street by
requiring low walls or landscaping at the edge of
sidewalks. See IP-57. Consider a program to offer low-
interest loans or tax abatements for retrofitting exist-
ing uses, provided that they line E Street with active
pedestrian-oriented uses. See IP-80 — IP-86.

Multimodal Access. Accommodate motorists” access
and ease of travel, but not at the expense of central
Marysville’s walkability and revitalization. Pair signifi-
cant pedestrian improvements and traffic calming with
technologies that help maintain motorists’ travel times.
Prioritize wayfinding signage on E Street. See IP-80 —
IP-86.

Precise Plans. Consider generating block or multi-
block urban design studies that show how pedes-

trian, motorist, and community preferences can be
addressed through comprehensive planning. Precise
plans should address the arrangement of buildings and
parking, and should target uses that are ready to be
received by the marketplace.



Downtown

Downtown includes Marysville’s historic D Street, a remarkably in-
tact historic “main street.” Along D Street buildings and storefronts
line the street and civic pride is evident from the extraordinary arches
at D Street intersections. One block to the east, Maryville’s City
Hall, Yuba County’s Courthouse and Library, and other civic uses
address C Street. The Downtown District also includes Chinatown,
where many commercial uses face First Street. The Downtown
contains a mix of commercial, civic uses and residential uses, and can
become a great place to live, as well as shop and work.

Popular and thriving retail-entertainment
”’Main Street.”

Expand and reinforce a retail mix on D Street that is clearly
differentiated from Yuba City’s Plumas Street

DT- Downtown Retail and Entertainment. Promote a
retail and entertainment mix that

 carves out a unique position in the regional market-
place and capitalizes on underserved submarkets;

o adds “mini-anchors” and other destination-type
uses capable of driving foot traffic to other nearby
businesses;

 builds on existing retail categories and niches;

o differentiates D Street from Plumas Street in the
minds of metro-wide consumers; and

« emphasizes Downtown’s history and ambiance.

Give special consideration to destination uses, “farm-
to-fork” venues, and live music and entertainment. See
IP-1 —IP-27.

Showcase Downtown as a pedestrian-friendly place.
DT-2  See GG-5 and IP-15 — IP-22.

Downtown District 29

Downtown cafes. Cafes offer
important focal points that generate
activity and support community life.
“The Brick” and its outdoor courtyard
are particularly notable.

Antique stores. Downtown Marys-
ville has a unique concentration of
antique stores.



30 Marysville Bounce Back Vision & Implementation Plan

Habitat for Humanity’s Restore.
While ReStore succeeded in giving
new life to a vacated Mervyn’s de-
partment store, it does not generate
high levels of use. Consider develop-
ment on its parking lots, especially
along D Street.

Historic assets. Downtown has nu-
merous historic assets that should be
preserved, while allowing reuse and
intensification.

Chinatown. Chinatown offers a
unique collection of buildings but
presently enjoys relatively little com-
mercial activity.

Best use of Downtown’s largest opportunity site.

Take advantage of and integrate the “Mervyn’s site” into the
fabric of Downtown.

DT-3

DT-4

Reuse and Redevelopment. Encourage development
of the Habitat for Humanity site as a mixed use project
that redevelops the entire site or only its parking lots.
Work with Habitat for Humanity to find an attractive
development program, which would provide signifi-
cant revenues and could advance the organization’s
mission, such as with the development of affordable
housing. New development should maintain a ground-
floor retail frontage along D Street, with an emphasis
on Downtown retail and entertainment types noted
above. See IP-10. Upper story uses like housing are en-
couraged. Consider a parking garage as part of redevel-
opment to take advantage of easy access from E St via
3rd St, if funding for construction has been identified.
See IP-62 — IP-65.

Public Art. Encourage art on the retail box facade fac-
ing E Street, such as with a mural, sculpture, or light
installation. Public art in this location could go a long
way towards way finding signage as motorists enter
Marysville on SR 70.

Recognized destination known for its unique
history and culture.

Strengthen Downtown as a cultural destination.

DT-5

Downtown Destinations. Downtown’s vitality benefits
from its many cultural destinations, including historic
D Street, Chinatown and Chinese Museum, the Mary
Aaron Museum, the Bak Kai and Buddhist Temples,
etc. See IP-32 — IP-40. Downtown is also home to many
houses of worship, which brings many people into the
area on Saturdays and Sundays.

Encourage multi-family housing in the Downtown area.

DT-6

See GG-18 — GG-21.
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Habitat for

Humanity
(Formerly
Mervyn’s)

Habitat for Humanity site proposal. As part of the 2005 “"Downtown Marysville Economic Devel-
opment Strategic Plan,” planning firm MIG illustrated one scenario for how this site might be redevel-
oped. In this scenario, the “big box” remains, while a new parking garage is built on 3rd Street and
lines D Street with retail. Ideally, building fronts would line as much of D Street as possible.
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Rideout hospital. Rideout Medical Center's new high-rise hospital will bring significant new activity to the area and
might leverage complementary real estate development
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Downtown District

Medical Arts District

Medical Arts District is focused on Rideout Medical Center, one

of Marysuville’s largest employer and perhaps its most promising
economic engine. A constellation of medical-related uses are possible,
such as labs, lodging, and research facilities, resulting in investment
and increased demand for retail and housing. The Plan focuses on po-
tential synergies within the District and among the “Five Districts,”
such as supporting E Street and Downtown vitality, increasing hous-
ing demand, and encouraging new lodging options.

A thriving medical and employment center
with complementary uses and amenities.
Encourage complementary medical-related uses and activities.

MD-I Medical-Related Employment. Recruit new medical-
related employment, such as medical office, R&D, and
laboratories, particularly through the redevelopment of
underutilized parcels. See IP-23.

MD-2 Comprehensive Master Plan. Develop a comprehen-
sive master plan illustrating what the Medical Arts Dis-
trict can become with short term and long term invest-
ment. Develop the master plan in consultation with
Rideout Medical Center, UC Davis, and other potential
development partners. Consider land use flexibility,
form-based standards, street improvements, deferring
taxes and/or fees, and other incentives.

MD-3 Places for Healing. Encourage the creation of places
that emphasize the healing mission of the Medical Arts
District, such as a healing garden for hospital patients
and guests, community gardens for residents, or other
contemplative places.

Encourage complementary commercial uses, while reinforcing
economic revitalization along E Street and in Downtown.

MD-4 Complementary Retail. Encourage retail uses that
cater to hospital guests and employees, such as quick-
service food and drink concepts, a florist/gift shop
and a dry cleaners. Such businesses, however, should
be steered towards retail spaces along the southbound
frontage in the E Street “Focus Area” (see ES-5), with
sufficient, readily visible off-street parking, so that they
could more easily capture the attention and patronage
of motorists.
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Sullivan development opportunity
site. Situated within an easy walk

of Rideout Medical Center, this site
offers a unique opportunity for new
housing or other complementary new
uses.

Existing residential. Attractive resi-
dences occupy the neighborhood just
north of the Medical Arts District,
and should become increasingly at-
tractive to hospital staff and others.

MD-5 Lodging. Encourage a quality hotel in the vicinity of
the Medical Arts District, such as in the E Street “Focus
Area.” See GG-11.

MD-6 E Street Parking Strategy. Prepare a parking manage-
ment strategy for the Medical Arts District in col-
laboration with E Street property owners. Develop the
strategy in conformance with parking management
principles described in IP-61 — IP-68.

Improve walking and bicycle connections to urban amenities
in Downtown and recreation opportunities in the River and
Recreation District.

MD-7  See IP-69 — IP-76 and IP-93 — IP-101.

Strengthen walking connections between Medical Arts Dis-
trict, the residential neighborhood just north, and Downtown.

MD-8 See “Priority Corridors Diagram” and IP-70 — IP-76.

A residential neighborhood housing local
health care workers and professionals.

Promote residential development opportunities.

MD-9 Complementary Housing. Encourage construction

of new for-sale and rental housing north of 5th Street.
Identify development opportunities and solicit interest
by residential developers. Work with Rideout Medical
Center and developers to survey staff and profession-
als and conduct focus groups to understand residential
product preferences and build confidence. See IP-49 —
IP-54.

Strengthen walking connections between Medical Arts Dis-
trict, the residential neighborhood just north, and Downtown.

MD-10 See “Priority Corridors Diagram” and 1P-70 — IP-76.



Lake District

The Lake District is centered on Ellis Lake Park, an extraordinary
scenic and recreational resource in the heart of Marysville. This as-
set has the potential to better serve community members and visitors.
The Lake District also contains the B Street corridor, where vacant
and underutilized properties present opportunities for reuse and
redevelopment. West of Ellis Lake, housing, commercial and public
uses present synergies and possibilities for new investment.

An active welcoming Ellis Lake Park with a
notable identity.

Increase opportunities for Park use and modernize facilities.
LD-1  See IP-102 —IP-105.

Provide strong walking connections to Ellis Lake Park.

LD-2 B Street Improvements. Enhance pedestrian crossings
where across B Street. See IP-68 — IP-74.

LD-3 Washington Square Park. Enhance the pedestrian en-
vironment on 10th Street between Washington Square
Park and Ellis Lake Park. See IP-106 — IP-108.

Lake Promenade. A continuous necklace of lights and waterfront dining
opportunities would make Ellis Lake Park a more attractive destination.

Lake District 35

Ellis Lake Park. Ellis Lake Park
offers unique recreational amenities
-- and notable civic architecture - in
the heart of Marysville.



36 Marysville Bounce Back Vision & Implementation Plan

E 18th St
18th St

i

17th St
é& &
O Waterfr
& Improvements|
> =
& Ellis [ake C 16th S
£\ rfro 1 : Mixed-Use
o ing Opportunities
g _ goulevard
coents | "|Emphasis

Market
X Square

Pedestrian
Promenade

ente
identi
—r T 1 | °
Waterfront - Accent
Improvements
Ellis
Lake
Park
|Wat_erfront
olay’ | Dining
cent

/ A ew

Si
hb!

! oth St ‘
S| Calt
caim = || SIS t alans |

Lake District Diagram. Ellis Lake Park needs to be reinforced as a destination by transforming its
trail into an active promenade with better lighting, waterfront dining, and signature activities. Con-
nections to the Park are critical, such as where D Street crosses 9th Street. Development opportuni-

ties surround the park, including the possibility of outlet stores and other “production retail” along B
Street.




Lake District 37

LD-4 Connections to Downtown and Neighborhoods.
Improve pedestrian access to Ellis Lake Park by en-
hancing crosswalks across 9th Street and B Street, as
indicated in Figure ##, Priority Corridors. See also IP-70
— IP-76.

Enhance the real and perceived safety of Ellis Lake Park.

LD-5  See IP-102 — IP-105.

Signature attractions. Unique recreational destinations could dramatically increase use of the Ellis Lake Park,
such as climable mosaic art (upper left), a climbing tower (upper right), pedal boats (lower left), or castle-like climb-
ing structure. Such attractions would leverage tourism and development in the area.



38 Marysville Bounce Back Vision & Implementation Plan

B Street redevelopment and
reuse. The Bounce Back Plan
promotes revelopment of vacant and
reuse of underutilized parcels along
B Street.

Gold Sox stadium. Colusa Casino
Pack (the “Gold Sox” stadium) is
home to minor league baseball and
attract numerous people to the area.
These visitors should be encouraged
to stay dfter the game to enjoy Ellis
Lake Park, waterfront dining, and
local attractions.

An active mixed-use B Street boulevard.

Remake the B Street corridor through reuse, redevelopment
and street improvements.

LD-6

LD-7

LD-8

LD-9

B Street Boulevard. Note that B Street is a Priority Cor-
ridor slated for street improvements. See IP-70 and IP-78.
Consider near-term improvements to make the corri-
dor into an attractive “boulevard,” such as street trees
and pedestrian-scaled street lights. Make pedestrian-
oriented street improvements as developer interest in
redevelopment begins to be expressed.

Flex Use and Production Retail. Develop a strategy
for attracting production uses that also offer with retail
outlets, tasting rooms, or other visitor-oriented com-
mercial. Consider uses that can leverage B Street as a
“gateway” to Sierra agriculture and distinations. Also
capitalize on high traffic volumes and proximity to the
Gold Sox market. As reuse occurs, edge sidewalks with
low hedges or walls, and encourage street-facing build-
ing entrances to the extent possible.

Boulevard-Facing Redevelopment. Encourage new
street-oriented development on underutilized par-
cels. Establish flexible land use regulations and align
recruitment efforts to attract and support retail and
workplace uses along the ground floor while allowing
for residential uses on upper stories. At the same time,
establish site development guidelines to transform B
Street into a mixed-use boulevard. See IP-56.

Railroad Noise. Adopt construction techniques to miti-
gate noise near the railroad as needed. Avoid uses for
which noise may be difficult to mitigate.

Increase activity that complements the Gold Sox stadium.

LD-10 Gold Sox Synergies. Recruit one waterfront restaurant

LD-11

or food concessionaire adjacent to Ellis Lake and the
Gold Sox stadium, to cater to families and game goers.
Avoid direct competition with Downtown and E Street
restaurants.

Gold Sox Retention. Meet with Gold Sox management
regularly to consider issues associated with the sta-
dium’s setting and to encourage Gold Sox’ continued
presence in Marysville.



Residential and employment west of Lake Ellis.

Pedestrian-friendly mixed-use development.

LD-12

LD-13

Lake District Development. Allow a variety of uses
west of Ellis Lake, such as office uses, multi-family

and small-lot single-family residential, and live-work
townhouses and lofts. Encourage adaptive reuse of
architecturally noteworthy buildings. Maintain pedes-
trian-friendly street-oriented buildings with architec-
tural guidelines and form-based standards. See IP-56
and IP-57. Retail uses are discouraged west of the Lake
and north of 10th Street, to focus limited retail market
demand to E Street and Downtown.

Street Improvements. Make pedestrian-supportive
street improvements generally but especially along
Priority Corridors. See “Priority Corridors Diagram” and
IP-70 — IP-76.

An ecologically healthy lake.

Promote Ellis Lake’s ecological health and value.

LD-14 Ecological. Enhance water quality and natural areas

associated with Ellis Lake. See IP-102 — IP-105.

Lake District 39

Adaptive reuse opportunity. The
Lake District has architecturally
notable buildings that make excellent
candidates for adaptive reuse, such
as for residential lofts.

Existing residential. The Lake Dis-

trict has numerous residential homes
with character but in need of repair

and reinvestment.

Lake ecology. Most of Ellis Lake
is lined by concrete “rip rap,” which
prevents the lake from supporting
greater biodiversity and negatively
effects water quality.
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River and Recreation District Diagram. The River and Recreation District offers extraordinary rec-
reational amenities and destinations, but it remains largely “out of site” because it is separated from

the town by levees and limited access points. Public information and visible “trailheads” are important
for increasing use.



River and Recreation District

The River and Recreation District includes Riverfront Park, open
fields, river levees, and associated trails. The District is already a
destination for many forms of recreation, including ballfields, an

amphitheatre, and motocross. The Yuba and Feather Rivers — and the

water sports that they afford — deserve special emphasis as activity
generators and as features that make Marysville truly unique.

Widely-used and well-promoted riverfront
features and events.

Take advantage of riverfront recreation opportunities, unique
attractions, and events.

RD-I

RD-2

RD-3

Attractive levee as edge to urban districts and

Park and Trail Access. Provide safe, convenient and
easy-to-find access to Riverfront Park, the Feather and

Yuba Rivers, and Marysville’s trail network. See IP-93 —

IP-95.

Attractions and Events. Enhance and promote Riv-
erfront Park attractions and events. River sports and
activities include fishing, boating, tubing, and com-
munity events like “regattas” and “rubber duck races.”
Active recreation can be expanded to accommodate
tournament play, such as for soccer, baseball, and ar-
chery. Riverfront Park is also a destination for passive
recreation, such as hiking, picnicking, and birding.
Continue and encourage music and theater perfor-
mances at Riverfront Park’s pavilion. Consider food
and other sorts of concessions during periods of high
use. See IP-109.

’

Illegal Camping. Continue to enforce municipal no
camping laws. Encourage Yuba County to adopt and
enforce no camping laws in river floodplains outside
of Marysville’s jurisdiction. Help connect homeless
persons to social services.

Riverfront Park.

RD-4 Levee Beautification. The edge of Marysville and the

edge of the River and Recreation District are formed by

levees. While some stretches of levee are landscaped,
others are barren. Beautify barren parts of the levee.
See 1P-100.

River District 41

Feather and Yuba Rivers. The
Feather and Yuba Rivers offer scenic
vistas and water sport opportunities.

Playfields. The River and Recreation
District includes numerous soccer
and baseball fields. Tournament-level
play could attract more visitors to
Marysville if investments in bleachers
and other facilities were made.
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Priority |

Priorities
Resources Readiness

As its name implies, the “Bounce Back” planning effort must
emphasize strategies and measures that accelerate revitaliza-
tion in central Marysville. The near-term priorities are based
on leveraging significant positive change while recognizing
limits on available resources. The first step is to capitalize on
existing resources, including;:

e cultural attractions and events;
« Downtown’s sense of place;
« large traffic volumes on SR70 & SR20;

 large employers (Rideout Medical Center, Caltrans and
government);

+ underserved consumer submarkets;
+ extensive calendar of events; and

« connections to recreation and agriculture.

Near-Term Priorities

Near-term priorities comprise a “must do” list that focuses on
catalyst projects necessary to set the stage for long-term eco-
nomic growth. Taken together, near-term priorities highlight a
“must do” list, which is limited in recognition of an old adage:
“if most things are a priority, then nothing is a priority.”

Near-term priorities should not to be confused with things
that could get started with relatively little effort (or may have
already gotten started). While every increment of improve-
ment is vital to success, near-term priorities describe what
should not be put off. This is not to diminish the importance,
however, of progress needed across all areas of concern.

Cultural Marketing. Marysville offers extraordinary cultural
themes that will be of interest to visitors from not only sur-
rounding communities, but also Sacramento and the Bay Area.
Articles, news releases, a website, social media, videos, and
itineraries should be developed to communicate Maryville’s
themes and assets. See IP-32 — IP-41. Materials should be
distributed to news organizations and tourist organizations
throughout California, as well as to organizations and media
outlets connected to the region’s most promising submarkets.
See IP-1, IP-3 and IP-4. Continue to host and advertise larger
events, and maintain a complete and regularly updated calen-
dar of events.



Priority 2

Priority 3

Priority 4

Priority 5

Priority 6

Priority 7

Priorities

E Street Corridor and Focus Area. As a heavily traveled gateway op-
portunity: make “Focus Area” Street Improvements, recruit a family-
style restaurant to E Street, and reduce vacant buildings and storefronts.
Improve E Street’s appearance, such as with public art and dramatic
architectural lighting. Install attractive but prominent directional signage
for D Street, Chinatown, Rideout Medical Center, and public parking.
Approach Caltrans about sharing the cost of improvements and mainte-
nance to mitigate increased traffic volumes. See IP-1 — IP-14, IP-77, IP-80
—IP-86 and IP-88.

Active Vibe. Promote frequent farmers markets, live music, art shows,
weekly or monthly food truck fairs, and sidewalk concessions, especially
when they reinforce Marysville’s connections to agriculture (such as with
local produce) and other themes. Encourage temporary use of vacant
storefronts and lots, and parking fields. Work with merchants to keep
display window lights on late and make display windows visually inter-
esting. Encourage evening entertainment and businesses to stay open
later. See IP-15 — IP-22.

Retail Recruitment. Retail recruitment activities should be initiated by
working closely with merchants, landlords and brokers, as a marketing
and recruitment manager is brought on board. The recruitment manager
should begin by engaging stakeholders to understand issues and con-
cerns, discuss strategies, and previewing recruitment ideas. Initial tasks
should also include development of an “information clearinghouse” and
a retail leasing brochure. A comprehensive suite of inducements and
incentives should also be developed. See IP-1 — IP-14.

Medical-Related Development. Actively recruit medical-related uses
and development to the Medical Arts District, in partnership with Ride-
out Medical Center and UC Davis. See IP-23. Develop a vision describing
what the District can become at “build out.” Focus on potential synergies,
near-term market opportunities, and street improvements to enhance the
area. See MD-1 — MD-9.

Habitat for Humanity Site. Encourage development of the Habitat for
Humanity site as a mixed use project that redevelops the entire site or
only its parking lots. Work with Habitat for Humanity to find an attrac-
tive development program, which would provide significant revenues
and could to advance the organization’s mission, such as with the devel-
opment of affordable housing. See DT-3 — DT-6.

Washington Square Gateway. Transform Washington Square Park into
an active attraction and distinctive landmark as seen from E Street and
10th Street. Allow for privately developed retail use, clearly visible from
SR 70/SR 20, for a portion of the park, as a way of activating the space and
paying for improvements. See ES-7 and IP-106-108.
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