NOTICE AND AGENDA
ECONOMIC DEVELOPMENT ADVISORY COMMISSION
WILL MEET FOR A REGULAR MEETING
Thursday, January 13, 2022- 8:00 a.m.
155 NORTH TEGNER STREET
WICKENBURG, ARIZONA 85390
Brenda Crissman, Vice Chairperson
Jon Heidrich, Commissioner
Connie Jenson, Commissioner
Royce Kardinal, Commissioner
Ron Klaphake, Commissioner
Jacqueline Miller, Commissioner
Dwight Zemp, Commissioner
Kristi Henson, Council Liaison
Pursuant to A.R.S. § 38-431.02, notice is hereby given to the members of the
Economic Development Advisory Commission (EDAC) and to the general public
that the EDAC Commission will hold a meeting open to the public on the above
date, time, and location. Minutes of its proceedings shall be taken and filed with
the Town Clerk for Public Inspection. Members may attend the meeting
telephonically occasionally.
ACTION MAY BE TAKEN BY THE COMMISSION ON ANY ITEM LISTED ON THIS
AGENDA. Revisions to the agenda can occur up to 24 hours prior to the meeting.
The Commission may decide to change the order in which items are heard at the
meeting.
Accessibility
To better serve the citizens of Wickenburg and others attending our meetings, the
Council Chambers are wheelchair and handicapped accessible. Persons with a
disability may request a reasonable accommodation by contacting the Town within
48 hours of the scheduled meeting at 928-684-5411 (Voice & TTY).
A.

CALL TO ORDER

B.

ROLL CALL

C.

CALL TO THE PUBLIC - At this time, members of the public may comment on

C.

CALL TO THE PUBLIC - At this time, members of the public may comment on
matters not on the agenda. Public Comments may only address issues that
pertain to the Economic Development Commission. The open meeting law
limits the commission’s comments to: responding to criticism, asking staff to
review a matter or asking that a matter be placed on a future agenda.

D.

ITEMS OF BUSINESS
1.

Introduction of New Member - Jon Heidrich

2.

Discussion and Action Regarding Selection of a New Chair Person and Vice
Chair Person

3.

Consideration and Action to Approve the Minutes of the Regular Meeting of
October 14, 2021

4.

Discussion Regarding Wickenburg Chamber of Commerce Report

5.

Discussion Regarding Workforce Development Report

6.

Discussion Regarding Strategic Planning

E.

COMMUNICATION
1.

Staff Updates which may include brief updates on current events, new
businesses, building reports and/or workforce development

F.

SCHEDULING OF FUTURE AGENDA ITEMS & UPCOMING MEETINGS

G.

ADJOURNMENT

Posted on January 6, 2022, by 6:00 p.m. at the following locations:
Town Hall
Website
155 N. Tegner, Suite A
www.wickenburgaz.org
Amy Brown, Town Clerk

Economic Development Advisory
D. 3.
Commission
Meeting Date:
01/13/2022
Item Requested By: Amy Brown, Town Clerk
Staff Contact:
Amy Brown
Contact Phone Number: 928-668-0517
Agenda Item Type:
AGENDA ITEM:
Consideration and Action to Approve the Minutes of the Regular Meeting of October 14,
2021
BACKGROUND INFORMATION:
Please find the minutes from the October 14, 2021 meeting.
SUGGESTED MOTION:
I move to approve the minutes of October 14, 2021.
Attachments
Minutes 10/14/21
Form Review
Form Started By: Amy Brown
Final Approval Date: 01/05/2022

Started On: 01/05/2022 09:38 AM

MINUTES
ECONOMIC DEVELOPMENT ADVISORY COMMISSION
REGULAR MEETING
Thursday, October 14, 2021 - 8:00 A.M.
155 N. TEGNER - COUNCIL CHAMBERS
WICKENBURG, ARIZONA 85390
A. CALL TO ORDER – Chair Keen called the meeting to order at 8:07 AM
B. ROLL CALL
Dave Keen
Brenda Crissman
Royce Kardinal
Ron Klaphake
Jacqueline Miller
Dwight Zemp
Connie Jenson
Kristi Henson
Staff Present
Tim Suan
Davis Coughanour
Tamara Garro
Julie Huston

Chair
Vice Chair
Commissioner
Commissioner
Commissioner
Commissioner
Commissioner
Council Liaison

Present
Absent
Absent
Absent
Present (via ZOOM)
Present
Present
Present

Deputy Town Manager
Planner 1
Administrative Assistant
Workforce Coordinator

Present
Present
Present
Present

C. CALL TO THE PUBLIC – None
D. COMMUNICATION
1. Board Chair update which may include a brief update and report of initiatives of the
Economic Development Advisory Board – Presentation Only
Chair Keen reminded everyone that this is his last meeting being a part of this
commission. He said that it has been about ten years and he said that he is excited about
one of the later agenda items - strategic planning. He shared that he has enjoyed
working with this commission. He thanked Cindy Logan and shared that he invited her to
this meeting and believes she would be a good person to reach out to for her perspective
around strategic planning.
2. Staff Updates which may include brief updates on current events, new developments,
workforce, and/or economic development related reports – Presentation Only
Deputy Town Manager Suan shared that the current cadence at which boards and
commissions meet is quarterly but it has been pitched if we can meet more frequently.
Manager Suan said that the commission can meet more than once a quarter should there
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be a specific need or topic for a special meeting. It would be dependent on staff
availability as well as the commissioners’ schedules. He shared a recent example where
our Library Advisory Board just held three special meetings to go through their mission,
vision, goals and objectives as well as board purpose statements which he said were
really successful.
Workforce Coordinator Julie Huston shared some additional details around the metrics in
her recent report. She shared that hiring events have been created and held throughout
the year with the first in person job fair on September 27, 2021.
Executive Director of the Chamber of Commerce, Sheila Goode shared that Julie Brooks
retired in July and that they’ve recruited Katie Davidson back as an Office Coordinator.
The Visitor Center is opened back to full time Monday through Friday 9:00 AM to 5:00 PM
and Saturday and Sunday 10:00 AM to 2:00 PM. She said they’ve added a Visitor Center
coordinator as well.
Manager Suan said that staff is looking into tourism, transportation, zoning, downtown,
water, waste water, and the airport as part of our mid-range planning. He said we are
looking into outside funding as well. He stated that commercial development is lacking
on a regular basis and that is allowing us to streamline the development process which
will allow for a quick technical review within a couple of weeks and then a full review
within forty-five days.
E. OLD BUSINESS
1. Approval of the Minutes of June 10, 2021
MOVED BY Member Zemp to approve the minutes of June 10, 2021
SECONDED BY Member Jenson
VOTE: 4 – 0 (Yes – Vice Chair Keen, Members Jenson, Miller and Zemp) (Vice Chair
Crissman, Members Kardinal and Klaphake - Absent)
E.1 was discussed with D. 2.
F. New BUSINESS
1. Discussion regarding Wickenburg Chamber of Commerce Update
2. Presentation and possible discussion regarding housing in Wickenburg. Tim Suan will
present the current status of housing in and around the community as well as an update
of Town efforts related to workforce-level housing.
Manager Suan shared that homelessness is something that is part of housing stock and
looking at rentals here there is nothing for rent under $1,200. He shared that he is
working on a housing symposium with the first step being a housing plan. He said that
not all plans are the same. Manager Suan said he has met with the leading economy
groups within the state to provide a gap projection and housing trend analysis. He shared
that we are exceeding an all-time residential permit number for the year. He said that in
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addition he is working on the final scope and going to RFP (request for proposal) for the
housing study and working with additional organizations including Newtown. Manager
Suan said the last piece of the puzzle is that we have an opportunity to leverage funding
sources to quantify and justify best practices. He said that the price of materials is going
up and attainment is becoming difficult as well. Manager Suan said that he will be
meeting with development groups over the next couple of months to look at other
strategies.
Member Zemp stated that the key to getting affordable housing is to recruit new builders
to the area and then asked if there were any other ideas.
Manager Suan shared that sub-contractors are far and few and our housing stock is in a
deficit. He said he is in conversations with developers both local and regional.
Member Zemp asked if there are any incentives for a contractor to choose us over
others. Manager Suan said that our building process is smoother. Member Zemp
clarified that he is talking about monetary incentives like a tax break. Manager Suan said
no, but we can take a look at that as part of the master plan development and possibly
through grants.
Chair Keen said an idea is assisting people in trades to have home grown businesses,
and a training pipeline where future contractors can come from.
Member Zemp said the problem with small start-ups is connecting them with finance. He
said they can partner with the Chamber of Commerce or the Town of Wickenburg.
Manager Suan said he has been working with Executive Director Goode as we don’t
have a local SBDC (Small Business Development Center). He said they are working with
Yavapai County to get one. He said having a local SBDC would also provide access to
SBA loans and we’re also looking at a grant to fund a local SCORE representative.
Member Miller wanted to share her perspective on trends locally. She shared an
example of a local landscaping crew that broke off to start his own business and is
looking to pay staff $20 an hour to just show up but it has been difficult to find workers.
She said that the problem equates to a lack of help. She asked whether our local
business have enough employees and how do we stop some of the small start-ups?
Council Liaison Henson said that small start-ups should connect with Coordinator
Huston.
Member Zemp asked if we have a temporary staff service for day laborers. Coordinator
Huston said no we don’t but that some employers reach out to her.
Council Liaison Henson suggested that Coordinator Huston reach out to new businesses
that pull licenses with the town. She suggested that she get the word out that she is a
resource if you need employees to get the business off the ground. She also suggested
regular plugs in the newspaper would be helpful.
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Manager Suan shared that we have a toolkit for new business that come to town. He
shared that when new business come in that our Finance department asks standard
questions as part of issuing licenses which leads to the next step of business attraction
and retention. He said we are taking a look at offering things like financing, employment
and marketing tools.
Member Zemp said he hired his first employee on a temporary basis with the ability to
convert to full time
3. Presentation and possible discussion regarding annexation in the greater Wickenburg
Area. Davis Coughanour will present the fundamentals of annexation as it pertains to the
Town and the Economic Development Advisory Committee.
Planner 1 – Code Enforcement Officer, Davis Coughanour presented the below
information to the commission.
∑

Why should the Town of Wickenburg annex an unincorporated area?
o Manage beneficial growth
o Incorporate desirable territories
o Public desires
o Protect future plans

∑

What is the annexation process?
o Is the territory proposed to be annexed contiguous?
o Application
o Blank petition filed with County Recorder (30 day waiting period)
o Publication of Notice published in newspaper
o Posting of Notice in three conspicuous public places in the area
o Mailing of Notice to owners within the area
o Public hearing held within the last 10 day of the 30 day waiting
period
o Petition mailed to owners for signatures
o Petition with signatures filed with County Recorder
o Annexation ordinance adopted by Town Council (30 day waiting
period)

∑

Benefits of Annexation
o Lower taxes
o Public safety services
o Building permits
o Ability to serve on commissions and boards
o Your vote counts

Council Liaison Henson said that the race is on to get to I 74 and HWY 60. She would
like to reach out to areas around Surprise and Buckeye. Planner Coughanour said that
legally we can only go so wide. He said we can only go double the length and that we
also need to be cautious as we need the ability to provide them with services. Council
Liaison Henson said with leakage to the valley we should identify areas we could then
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reach out to help get the process started. Chair Keen said this can be a future agenda
item, if EDAC is the appropriate place for this.
4. Presentation, discussion, and possible action regarding Strategic Planning of the
Economic Development Advisory Commission. Tim Suan will present the current status
of board strategic planning. Possible discussion on future strategic planning of the
Economic Development Advisory Board.
Manager Suan said that town staff is busy and Planner Coughanour is busy with planning
and code compliance. He shared that in January, staff time has been freed up for a once
a month cadence to dive in based on the commission’s desire. He reminded
commissioners that they are advisory and serve at the will of council. He said that this
advisory commission has a role and we need to look at how it fits in the grand scheme of
things. Manager Suan said there is quite a bit of time with the holidays and suggested
that if you are able to meet one on one in person or via phone he would like to
understand individual priorities to be ready for January and encourages those meetings.
Chair Keen mentioned that per the approved minutes of the last meeting he would like to
see us go back to monthly meetings versus quarterly.
Manager Suan said our next meeting is in January regarding strategic planning. He said
we can call a special meeting every three to four weeks if there is a need to meet and
there is an appetite to do so.
Chair Keen said expectations around meeting dates for next year are better to get on the
calendar now and we can remove later, if needed. He would really like to see monthly
meetings. He said the commission needs to remain engaged to be useful. He told
Manager Suan he would like to push him to get this decided sooner rather than later.
Member Zemp shared his thoughts are that this commission should be driven by the
expectations of council and he would like to better understand our role.
Member Miller thought that every other month would be good. She would like to better
understand the processes of staff and what work is going into continuing expansion and
avoiding re-visiting the same topics.
Manager Suan said that the role is to provide knowledgeable advice and
recommendations to council.
Council Liaison Henson said she didn’t think that meeting four times a year was
adequate. She said with all of the experience of the current commission members we
need to know where we can go and what we can do to help as a group. The role of the
Commission is to give recommendations to Council. She said that during the busy
season we should meet every month and then move to every other month. She said that
every three months is too long of a lull and we don’t want to miss an opportunity.
Chair Keen said that the physical settings for meetings makes a difference. He said free
flowing conversations are not conducive in the council chambers due to the changes in
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elevation. He asked if there are any other alternatives for the strategic planning
sessions. He said that diversity of this commission is important as well for healthier
discussions. He said commissioners tend to be business owners and he is interested in
having an employee on the commission to share their perspective. He asked that in
terms of recruiting future commissioners who has responsibility for that.
Manager Suan said that it is all of our responsibilities to recruit.
Member Miller asked if there is an informative packet to provide prospective
commissioners. Manager Suan shared that we have that information on our website and
that commissioners’ experience speaks volumes.
G. SCHEDULING OF FUTURE COUNCIL AGENDA ITEMS – The next scheduled meeting is
January 14, 2022 @ 8:00 AM.
Member Jenson said that with the shortage of commissioners here tonight it is a little
difficult to schedule future special meetings until we have more feedback. She said that
we don’t have enough commissioners here to decide on scheduling but does agree that
we need to schedule some special meetings to discuss strategy. She asked if maybe we
can reach out to commissioners for scheduling something in early 2022.
Manager Suan said that November and December are particularly hard to schedule with
everyone. He said he had annexation and housing jotted down for the next meeting along
with strategic planning. He said that as individuals get back to him and hold their
one:one sessions there will be further discussions as to where we lead from that.
Chair Keen thanked the Town of Wickenburg and his fellow commissioners for leading
the charge.
H. ADJOURNMENT
MOVED BY Member Jenson to adjourn the meeting at approximately 9:33 AM
SECONDED BY Member Zemp
VOTE: 4 – 0 (Yes – Vice Chair Keen, Members Jenson, Miller and Zemp) (Vice Chair
Crissman, Members Kardinal and Klaphake - Absent)

Brenda Crissman, Vice Chair
ATTEST:

Tamara Garro, Administrative Assistant
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Meeting Date:
01/13/2022
Item Requested By: Amy Brown, Town Clerk
Staff Contact:
Tim Suan
Contact Phone Number: 928-668-0522
Agenda Item Type: Presentation without
Action
AGENDA ITEM:
Discussion Regarding Wickenburg Chamber of Commerce Report
BACKGROUND INFORMATION:
Please find the Chamber of Commerce report attached.
SUGGESTED MOTION:
No action required
Attachments
Chamber Report
Form Review
Form Started By: Amy Brown
Final Approval Date: 01/06/2022

Started On: 01/06/2022 04:05 PM

REPORT TO EDAC – JANUARY 2021
Since October 2021, 17 new businesses have joined the chamber. Chamber staff have been busy,
ensuring support and promotion of these new members.
The following of been selected as businesses of the month:
November – Vulture City Ghost Tours
December – Farm Bureau Financial Services
January – Desert Cypress Mobile Home & RV Park
Chamber staff and partners are now full steam ahead in planning to produce the 73rd Gold Rush Days
events, that is scheduled to take place from February 11th through February 13th, 2022. Grand Marshal,
Dave Turin from the Discovery Channel’s ‘Gold Rush’ will not only take poll position in the ‘Reboot in
2022’ parade. Dave will also make an appearance at the opening ceremonies and be at the Gold
Panning following the parade on Saturday. Brown’s Carnival will once again produce this year’s carnival
and Honeycutt rodeo will produce the NSPRA rodeo.
Also in February the Chamber will once again roll out the LOVE LOCAL social media campaign, that
includes Valentine’s Day and three opportunities for merchants to promote their business. Shop Local
Heart postcard for customer testimonials, Videos and Bingo cards which will also have cash awards.
The placement of advertisement to promote Wickenburg as a Destination and event specific continues
and can be found in a variety of publications from digital social media campaigns, to print and starting
this week another digital messaging board within the ‘Legends, Entertainment District’. Also, as a
highlight, Wickenburg will once again feature in February editions of True West magazine.
The Chamber has partnered with Honeycutt Rodeo to introduce an additional event to the calendar. On
April 2nd – 3rd, the PRCA (Professional Rodeo Cowboys Association) will be back in Wickenburg. It’s
anticipated that this evet will not only add an additional rodeo to the PRCA’s calendar but drive some
positive economic impact to the Wickenburg community.
If you should have any questions regarding this report, please do not hesitate to call or email me.
Sheila Goode
Executive Director
Wickenburg Chamber of Commerce
216 N. Frontier St.
Wickenburg, Az 85390 928-684-5479

sgoode@wickenburgchamber.com
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Meeting Date:
01/13/2022
Item Requested By: Amy Brown, Town Clerk
Staff Contact:
Tim Suan
Contact Phone Number: 928-668-0522
Agenda Item Type: Presentation without
Action
AGENDA ITEM:
Discussion Regarding Workforce Development Report
BACKGROUND INFORMATION:
Please find the new Workforce Development Report.
SUGGESTED MOTION:
No Action Required
Attachments
Workforce Report
Form Review
Form Started By: Amy Brown
Final Approval Date: 01/06/2022

Started On: 01/06/2022 04:20 PM
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Commission
Meeting Date:
01/13/2022
Item Requested By: Amy Brown, Town Clerk
Staff Contact:
Tim Suan
Contact Phone Number: 928-668-0522
Agenda Item Type: Presentation without
Action
AGENDA ITEM:
Discussion Regarding Strategic Planning
BACKGROUND INFORMATION:
Attached are historic documents regarding Wickenburg economic development.
SUGGESTED MOTION:
Discussion Only
Attachments
ED General Plan 2013
Strategic Plan Summary 2015
Visitor Study ASU 2014
Focused Future Plan 2010
Downtown Heritage Plan ASU 2014
Council Strategic Plan 2020
Form Review
Form Started By: Amy Brown
Final Approval Date: 01/06/2022

Started On: 01/06/2022 03:37 PM

R-11) Consider incentives for LEED-certified buildings (e.g., density
bonuses, reduced fees, priority or expedited permitting).
R-12) Agree to undertake an assessment of available energy resources,
together with analyses of future energy demands and costs of
alternative supplies to meet heating, cooling, electricity and
transport demands. The assessment should include the potential
for renewable energy projects based around services provided and
facilities managed by the Town of Wickenburg.
R-13) Evaluate

renewable

energy

resources

policies

of

leading

municipalities and determine whether similar benefits could accrue
to the Town of Wickenburg.
R-14) Determine if the deployment of renewable energy technologies is
supported by Wickenburg citizens and local businesses.

The

personal benefits that would result for individuals and businesses
need to be identified and disseminated.
R-15) Encourage an energy consumption audit of all town facilities.

F.

Economic Development Element

1.

OVERVIEW
The Town of Wickenburg takes pride in its natural beauty, friendly attitude,
and Old West culture.

Town residents support maintaining separation

from the Phoenix metro region, both geographically and philosophically, in
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The Town envisions a strong and sustainable economy through the
expansion and diversification of small- to medium-sized retail, tourism and
entertainment venues, clean industry facilities, and health-care and
education campuses.
The Town of Wickenburg held a Town
24, 2011, and a companion Public Forum exercise on March 15th. From the
comments elicited during these forums, this Vision Statement (above) was
formulated.
The statement clearly identifies those values and goals held sacred by the Town
of Wickenburg.

The Economic Development Element expands upon this

strong, vital community moving into the second decade of the millennium.

2.

EXISTING ECONOMIC CONDITIONS

At the time of this Update, Arizona is in an economic funk. Beginning in 2007,
the state of Arizona became the posterinto recession. Having for decades been in first or second place nationally for
growth and economic vitality, the state now finds itself mired in the economic
crises that surround the country

and the globe.

Economists are divided regarding an end to the Great Recession. At publication
of this General Plan 2025, it is difficult to anticipate at what point commercial and
industrial enterprise will resume
momentum only as the general economy allows. In the meantime, however,
through this General Plan document, preparations can be made for opportunity to
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be met as soon as it becomes available.
3.

ECONOMIC

DEVELOPMENT

GOALS,

OBJECTIVES,

AND

RECOMMENDATIONS
The

goals,

objectives

and

recommendations

of

the

Economic

Development Element act to organize principles and policies that will be
utilized by the Town of Wickenburg in making decisions regarding the
economic welfare of the community. The goals and objectives have been
extracted from citizen input from the Wickenburg Focused Future Action
Team, the Downtown Revitalization Advisory Commission (DRAC),
attendees at the joint meeting of the Town Council, Planning and Zoning
Commission and Economic Development Advisory Committee, and citizens
who participated in the General Plan Public Forum, as well as personal
interviews with major stakeholders.
Goal A: Community Livability and Sustainability -- Build upon
community assets to become recognized as a model for sustainable
communities and as a town that is economically aligned with a
strong community vision.
comparison to other cities within the Phoenix Metropolitan Area.

This

slower growth rate has allowed the town to keep up with the provision of
lack of a diversified employment base and retail services. Wickenburg,
like many communities today, is trying to balance service to existing
residents with the attraction and retention of industry and development. If
not be negatively
impacted by automobile congestion, pollution, sprawl, and neighborhoods
that hinder pedestrian movement.
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maintaining its unique community environment while incorporating
population growth and its accompanying demand for housing, jobs,
services, and infrastructure.
Objective 1: d

kenburg that captures the essence

of everything the community has to offer.
Objective 2: increase community involvement in local planning and
decision-making.
Objective 3: c
community.
Objective 4: expand and update infrastructure needs in future economic
growth areas of the town.
Objective 5: continue to develop multiuse trails and trailheads throughout
the community.
Goal B: Business Diversification

--

economic and community assets and infrastructure that make the
community attractive for new investment and diversification.

diversify its economic base by developing an industrial airpark to attract
manufacturing firms. Nine light industrial users occupy parts of the park.
The Municipal Airport/Wellik Field is owned and operated by the Town of
Wickenburg. The Town is the fixed base operator for daily operation of
the airport including fuel sales and line services. The airport serves local
guest ranches and medical treatment facilities. Business diversification is
critical for attracting full time and year round high quality jobs to the area
so that resident
Objective 1: p
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Objective 2: move forward with the proposed rail park Forepaugh
development and improvements, which includes solidifying
commitments from rail end users, creating a mix of
businesses, and developing a marketing plan to attract new
business to the park.
Objective 3: continue to plan, fund and implement capital improvements
to support economic development.
Objective 4: continue use of creative financing: Federal and state grants,
Wellik Foundation, and private investments.
Objective 5: pursue annexation of additional developable commercial and
industrial land.
Objective 6: continue to monitor and support planning and development
of passenger rail.
Objective 7: complete the Airport Master Plan and move forward with
airport expansion to assist in attracting new business
investment.
Objective 8: continued expansion of the airport infrastructure, funding and
services.
Objective 9: improve the Wickenburg business park by working closely
with landowners and coordinate strategy development to
strengthen the park as an economic engine.
Goal C: Retail, Hospitality & Entertainment -character as an asset to expand opportunities to capture the
authentic western experience.
Mountains along the banks of the Hassayampa River and its western
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heritage has been assets that have attracted visitors, residents, and
access to year round outdoor recreation and venues such as the museum
has the ability to draw people year round. Many of the retail businesses
are geared to the passengers traveling through the area as well as those
that are attracted to the area as a tourist.

The oldest town north of

Tucson, it boasts a rich Western history which is evident today.

The

Wickenburg area features a wide range of outdoor, recreational, and
historic attractions, including the Vulture Mine, which produced $30 million
in gold as well as the Hassayampa River Preserve with over 280 species
of birds. Hiking, jeep tours, and equestrian activities are available locally.
The Desert Caballeros Western Museum showcases an acclaimed
collection of Western art and artifacts, park to be enclosed and used as
gallery area.

Downtown Wickenburg includes many restored historic

buildings making it attractive to visitors.
Wickenburg has a long history of festivals and events that bring visitors to
the community. The completion of the new bypass bridge has provided
further opportunity for the remaining eastward-bound bridge.

The

downtown pedestrian bridge will become the only pedestrian and nonmotorized access across the Hassayampa River. Enhancements to this
bridge, including a decorative asphalt deck; benches, bike lanes; bike
racks, protective bollards and electrical supply lines will create a venue

Wickenburg has a higher than average share of its employment base in
retail trade and services, with much of it currently geared to tourists.
Wickenburg currently has a base of retailers, restaurants, a museum,
several historic buildings, two non-profit musical organizations, a movie
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theatre, a performing arts center and a community center that serves the
local community as well as visitors.

The three segments combined

comprise a substantial base of employment as well as sales tax
generation.
The purpose of this goal is to expand and diversify available retail,
hospitality, and entertainment, and make Wickenburg a destination point
for day trips and weekend visits.
Objective 1: capture appropriate share of tourism dollars flowing through
the state, as well as a greater percentage of the disposable
income of Town residents being spent in metro Phoenix.
Objective 2: conduct Retail Assessment that identifies potential retail
establishments that Wickenburg can support.
Objective 3: review and monitor retail sales tax revenue trends in historic
Downtown

Wickenburg

and

along

other

commercial

corridors.
Objective 4: update the Facility Needs Assessment that addressed local
conference resources and implement a strategy to attract
more conferences and workshops.
Objective 5: develop new programs to maximize utilization of the rodeo
grounds and other community venues/facilities.
Objective 6: designate a new corridor along Highways 60 and 93 for
compatible retail development to diversify the tax base and
increases sales tax revenues.
Objective 7: strengthen permanent, year-round, climate-friendly tourism
destinations by supporting venues such as the Desert
Caballeros

Western

Museum

and

develop

additional

permanent destination tourism attractions such as multiuse
trails.
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Objective 8: position Wickenburg as a destination spot for day trips and
weekend visits by expanding upon events such as Cowgirl
Up, Del Webb Fringe Festival, along with other creative
ideas for hospitality assets.
Objective 9: Capitalize on the rodeo grounds and nearby Wickenburg
Club by encouraging activities and events;
perhaps, sometimes integrating with western-themed retail
or concert events, or Desert Caballeros Western Museum art
exhibitions.
Objective 10: continue to identify ways to maximize and integrate all
community events throughout Wickenburg.
Objective 11: continue to pursue the formal Central Business District
designation for Downtown Wickenburg.

Goal D: Medical and Behavioral Health Care Cluster -- Expand and
attract medical facilities and services to the area.
Industry clusters are collection of
firms that locate together because
they realize operational savings and
benefit from a large pool of skilled
labor when they congregate in a
single

area.

Wickenburg

is

recognized world-wide for its behavioral modification medical facilities and
services cluster. Facilities such as Remuda Ranch Center, The Meadows,
and Rosewood Ranch, all call Wickenburg home. Wickenburg gets added
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benefits from the families that visit patients at these facilities.

These

medical facilities and services have been attracted to the area because of
metropolitan area. The jobs created as a result of this cluster are high
paying career positions. Additionally,
the

economic

impact

of

the

Wickenburg Community Hospital is
over $12 million a year. The objective
is to expand these services but also
work to attract these professionals to
choose Wickenburg to live and not just for employment.
Objective 1: meet with existing facility staff to understand the existing
needs of their facilities and identify strategies to meet those
needs.
Objective 2: prepare an inventory of medical assets.
Objective 3: develop a research study to determine hospital and medical
leakage for services that Wickenburg could be providing and
determine reasons for the leakage.
Objective 4: identify gaps in service and implement a strategy to address.
Objective 5: identify potential support businesses and consulting needs
that are not currently being addressed and pursue
recruitment.
Objective 6: implement a targeted recruitment program geared at
expansion opportunities for assisted living and behavioral
facilities.
Goal

E:

Educational

Opportunities

--

Attract

educational

opportunities to serve community & business development needs.
The Phoenix Metropolitan Area has 108 public and private post-secondary
colleges currently. Of those, 76 are private institutions. However, only 26
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of the colleges are located west of I-17. This represents 24 percent of the
total institutions while 36 percent of the population lives west of I-17. For
Wickenburg, attracting educational and community learning opportunities
and institutions would create high quality jobs and compliment the
Objective 1: initiate a research study to ide
secondary

or

technical

post-

educational

institutions

and

specialized training opportunities.
Objective 2: identify and explore all public/private funding options and
partnership opportunities to assist in the development of
niche educational institutions such as veterinarian medicine,
equine

sciences,

environmental

science

(using

the

Hassayampa River Preserve), and green technologies such
as solar energy.
Objective 3: develop a system for providing specialized education to the
community (online/distance learning and technical training).
Goal F: Telecommunications Infrastructure -- Develop communitylong-term competitive position.
According to a recent study completed by the U.S. Department of
Agriculture (USDA), rural areas across the U.S. that embraced broadband
development at the start of this decade enjoy access to more jobs than
those that did not. Their residents also make more money than their less
connected counterparts.

Businesses large and small require fast and

consistent telecommunications infrastructure to be successful in the global
marketplace.

While

Wickenburg

has

had

less

than

sufficient

telecommunications infrastructure, there are encouraging trends to
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improve the overall system.
Objective 1: pursue state and federal grants to improve local broadband
capabilities and other leading-edge telecommunications
infrastructure.
Objective 2: strengthen

the

relationship

with

Telecommunication

providers to encourage local improvements.
Objective 3: Develop a telecommunications plan that includes an
inventory

of

existing

telecommunication

infrastructure,

identifies gaps in service, explores relationships with other
potential

providers,

and

includes

a

comprehensive,

prioritized improvement strategy.
Recommendations
R-1)

Establish a professionally produced Brand and Marketing Plan for
the Town of Wickenburg.

R-2)
materials for the collective downtown area and for its individual
businesses.
R-3)

Capitalize on potential of Desert Caballeros Museum events and
Del E. Webb Center for the Performing Arts performances by
staging concurrent downtown activities

and through cross-

marketing promotional materials.
R-4)

Explore revenue streams to fuel economic development programs
for the Town.

R-5)

Vigorously explore all realistic avenues to capture available
resources to improve Downtown, including a business improvement
district (BID).

R-6)

Assist small downtown businesses, the arts, and events in
obtaining financial assistance for operating capital, and interior and
exterior improvements.
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R-7)

Explore financing programs currently available to existing business
owners.

R-8)

Identify absentee owners and encourage their active participation in
revitalization, redevelopment and development activities.

R-9)

Identify vacant and underutilized parcels for appropriate retail,
commercial and mixed-use development.

R-10) Perform a Retail and Hospitality Gap Analysis and recruit specific
businesses that match the To

demographic profile.

R-11) Identify retail space that can currently be offered downtown, either
separately or as a package.
R-12) Recruit venues and activities for overnight stays, including a
potential downtown hotel.
R-13) Encourage the creation of a Downtown Merchants Association, and
enlist the assistance of the Wickenburg Chamber of Commerce, the
(potential)

, to implement the

Marketing Plan.
R-14) Monitor vacant and commercial buildings that are no longer
economically viable and encourage the owner to redevelop the site
or renovate the building.
R-15) Refine and coordinate retail attraction and retention efforts in the
downtown area.
R-16) Establish and maintain a weekly open air marketplace to encourage
destination activity for tourists.
R-17) Encourage a vertical mix of uses, with pedestrian-oriented uses
located on the ground floor and a mix of residential and nonresidential uses on the upper two floors.
R-18) Increase application of unique art creations such as the DeVore
Statues to emphasize the historical downtown area.
R-19) Encourage the use of the design standards to promote the
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historical, western/southwestern character of the Downtown.
R-20) Create and maintain an up-to-date database and email list of the
downtown businesses and property owners.
R-21) Arrange for periodic contact with downtown businesses and
property owners.
R-22) Seek cooperation from downtown business owners to coordinate
store hours.
R-23) Implement a business owner- and merchant-training program to
improve business management skills.
R-24) Encourage individual merchants to establish a maintenance
program for their businesses.
R-25) Facilitate a round-table discussion among downtown retailers to
provide and share insight on counteracting the risks of bypass
effects.
R-26) Encourage implementation and coordination of themed sales days.
R-27) Explore the possibility of an equestrian business downtown to
provide goods and services, and to promote
heritage.
R-28) Consider opportunities to relocate non-tourism/cultural, municipal,
entertainment, and office uses to sites adjacent to the Downtown.
R-29) Offer support to local entrepreneurs wanting to start up a business
in downtown.

G. Growth Areas Element
1.

OVERVIEW
The Growth Areas Element of the General Plan 2025 is mandated by the
Arizona State Legislature's Growing Smarter Act, passed in 1998. The
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STRATEGIC PLAN SUMMARY 2015—ECONOMIC DEVELOPMENT
Key Results from the 2015 Town hall – Dave keen presentation to council
1. Embrace “everything matters!”
2. Protect existing strengths that make Wickenburg an attractive place to live, work and have a
business.
3. Shore up weaknesses (e.g. high-speed internet, labor force and higher education, workforce
housing)
4. Sustain attractiveness to retirees/second homeowners
5. Improve attractiveness of Wickenburg area to young people who work here
6. Strengthen Wickenburg as a vibrant arts, shopping and dining destination
7. Sustain and build equine activities
8. Support local manufacturing that is consistent w/ our strengths

Summary of actions recommended from the Town Hall
1. Change will happen – we need to plan for it to protect existing community strengths
2. Wickenburg, especially the historic downtown, can further build itself into a vibrant arts
shopping and dining destination
3. There is a need for renewed focus to address weaknesses affecting our economy
4. We have a number of opportunities for action, but need to learn more as a first step
5. Attracting and retaining manufacturing jobs is important to our community and needs local
support
6. We need to be careful about how we communicate the strengths of our community to many
different audiences
7. Current resources in our community are not sufficient to accomplish these objectives

Town Hall recommendations to Wickenburg Town Council
1. The town Council, staff, and EDAC must play a leadership role in partnership with other
community institutions.
2. The town should build an internal economic development component requiring budgeting for
hiring an ED professional for 2015/2016 and beyond
3. The town should aggressively pursue new tools, financial resources and partnerships to
accelerate how we pursue opportunities and address community weaknesses
4. The town should immediately lead a broad effort to integrate Wickenburg Ranch residents to
the “fabric of the local community.”
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EXECUTIVE SUMMARY
This study offers a comprehensive view of visitor markets and their economic impact in
Wickenburg, Arizona. The aim of the project is to provide information about the visitors/tourists to
popular events and attractions, identify distinct market segment profiles, and present a
comprehensive analysis of the economic impact generated from visitor expenditures in the
community in terms of total output, full-time equivalent jobs, and state and local tax revenue. The
project involved 1,490 on-site surveys of visitors during 2014 and the first quarter of 2015. Also,
semi-structured interviews were conducted with different area businesses/stakeholders in tourism to
obtain their perceptions of the social and environmental impacts of tourists to the town of
Wickenburg. Additionally, a purposive sample of 23 residents was surveyed to elicit their
perceptions of the social and environmental impacts of festivals and one-day events on Wickenburg.

Economic Impact
This study conducts economic impact analyses to measure how the visitor spending circulates
through local economies, contributing to output or sales (dollar value of total industry’s
production), value added (total of employee compensation or labor income, proprietary income,
other property type income and indirect business taxes such as excise taxes, property taxes, licenses
and sales taxes), labor income (a sub-component of value added but presented separately because it
represents the total payroll costs), and tax revenues (collected by federal, state and local
governments). The software used does not break out state taxes from county taxes in a region but if
the impact region is local, then state/local tax implies local tax contributions and jobs.
Analysis of data for the year 2014 and the first quarter of 2015 shows that visitor spending in
Wickenburg supports a considerable amount of economic activity within Wickenburg itself and
extends to Maricopa County more broadly. A summary of the key results is offered below:
● Wickenburg received 252,322 visitors in 2014. These visitors generated approximately $34.7
million in Wickenburg in terms of direct visitor spending. Contribution of overnight visitors was
$6.17 million in direct expenditures. The highest spending level is noted in the VFR (visiting
friends and relatives) lodging category, followed by shoppers at grocery stores and antiques and
art pieces. Visitors in the VFR category incur miscellaneous expenditures on items such as
shopping, golf, etc. The total economic contribution of this spending in Wickenburg is $25
million in output, $16.6 million in gross regional product (value added), $11.7 million in labor
income, 336 jobs, $2.1 million in federal taxes and $2.4 million in state and local taxes. The top
five industries significantly impacted by visitor spending in terms of value added and labor
income are: wholesale trade businesses, retail stores (food & beverage), hotels and motels,
equipment rental companies, and miscellaneous retail stores.
● Approximately 111,600 visitors were received in the first quarter of 2015. Total visitor
spending generated $20.3 million. Contribution of overnight visitors was $.92 million in direct
expenditures. Once again, the highest spending level was in the VFR category followed by
groceries, and shopping of antiques and art pieces. Total economic contribution of this spending
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in Wickenburg was $13.4 million in output, $8.98 million in gross regional product (value
added), $6.53 million in labor income, 190 jobs, $1.33 million in federal taxes and $1.15 million
in state and local taxes. The top five industries significantly impacted by visitor spending in
terms of value added and labor income are: miscellaneous store retailers, full service restaurants,
retail food and beverage stores, and real estate.
● Key findings associated with economic impact of visitors to attractions, festivals and one-day
events:














Visitors to attractions in 2014 generated a total of $24.36 million in visitor expenditures.
Total economic contribution of this spending is $16.56 million in output, $11.17 million in
gross regional product (value added), $8.10 million in labor income, 225 jobs, $1.45 million
in federal taxes and $1.67 million in state and local taxes.
Visitors to attractions in the first quarter of 2015 generated a total of $1.42 million in
expenditures. Total economic contribution of this spending is $8.77 million in output, $6.03
million in gross regional product (value added), $4.55 million in labor income, 128 jobs,
$.78 million in federal taxes and $.92 million in state and local taxes
Gold Rush Days festival in 2014 generated a total of $9.23 million in direct visitor spending.
Overnight visitors generated $5.4 million in direct expenditures. Total economic contribution
of this spending is $7.68 million in output, $4.92 million in gross regional product (value
added), $3.31 million in labor income, 101 jobs, $.62 million in federal taxes and $.69
million in state and local taxes. Retained spending by 28% of the local visitors to the festival
(it was noted that 28% of the locals would have traveled out of Wickenburg to attend a
similar festival if the Gold Rush Days was not happening) was $ .08 million. Total economic
contribution of this retained spending is $.02 million in labor income, $.03 million in
regional gross product and $.06 million in output.
Gold Rush Days festival in 2015 generated $5.8 million in visitor spending. Contribution of
overnight visitors was $3.72 million in direct expenditures. Total economic contribution of
this spending is $4.38 million in output, $2.79 million in gross regional product (value
added), $1.87 million in labor income, 59 jobs, $.35 million in federal taxes and $.38 million
in state and local taxes
Blue Grass festival in 2014 generated a total of $.44 million in visitor spending. Overnight
visitors contributed $.009 million in direct expenditures. Total economic contribution of this
spending is $.33 million in output, $.21 million in gross regional product (value added), $.14
million in labor income, 5 jobs, $.26 million in federal taxes and $.28 million in state and
local taxes
One-day events in 2014 generated a total of $.55 million in visitor spending. Overnight
visitors contributed $.26 million in direct expenditures. Total economic contribution of this
spending is $.38 million in output, $.24 million in gross regional product (value added), $.16
million in labor income, 5 jobs, $.31 million in federal taxes and $.34 million in state and
local taxes
Snowbirds in 2014 generated a total of $.10 million in visitor spending. Total economic
contribution of this spending is $.08 million in output, $.05 million in gross regional product
(value added), $.04 million in labor income, 1 job, $.007 million in federal taxes and $.007
million in state and local taxes.
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Snowbirds in the first quarter of 2015 generated a total of $.22 million in visitor spending.
Total economic contribution of this spending is $.25 million in output, $.16 million in gross
regional product (value added), $.11 million in labor income, 3 jobs, $.02 million in federal
taxes and $.02 million in state and local taxes

Social and Environmental Impact
The social impact analysis reveals that most respondents agree that festivals and events in
Wickenburg boost the image of the town and that it is good for the community. While most
respondents are willing to pay a higher admission fee if needed to support the festivals, they are not
supportive of increased taxes to support festivals and events. Most respondents feel that festivals
and events enhance the town’s image and are an integral part of its economy and assist to enhance
and preserve Wickenburg’s western image while bringing in more visitors. With regard to
environmental impacts, most local respondents agree that tourism generates significant
environmental impact on the town. Current environmental impacts associated with the events are
associated with the rodeo grounds in the form of grading and water usage.

Marketing Profile
Wickenburg is popular for its heritage (including art and culture) and nature-based resources. Its
location and accessibility for day-trippers makes it unique. Most drive their own vehicle to the town.
Visitors seek educational and relaxing experiences. Most visitors to attractions are repeat visitors,
whereas annual festivals continue to draw new visitor markets. Overall, the visitors are well
educated with some college or higher degree, and they earn an annual household income of above
$60,000. The average age is between 60 and 65 years. While the majority of study participants are
European-Americans (Caucasians), there is a modest representation of other races and ethnicities in
the study.
● Key findings with regard to the marketing profile from the visitor survey:
o Attractions 2014: The primary purpose of visitors to attractions was leisure and day
trips. The most popular activities are culture, arts and heritage related. Also,
walking/hiking was found to be a popular activity. Top experiences sought are
educational, relaxation, and nature appreciation. Approximately 72% of respondents
are repeat visitors, and 60% come to Wickenburg because of its attractions.
Wickenburg is the primary destination for almost 70% of respondents, and 72% of all
visitors are day-trippers. The overall satisfaction rating is high and indicates that
visitors are highly satisfied with their trip. The most important motivations for visiting
the attractions are to learn, experience a new place, and experience nature.
Approximately 80% of visitors use their own vehicle, and most visitors travel with
their family and friends. The primary information source used to obtain information on
Wickenburg is word-of-mouth and internet. In the ‘other’ category, Wickenburg
Chamber of Commerce is a popular source of information. Average age of visitors is
63 years old, and most of them are White. Most have a college degree or higher and
almost half of them earn more than $60,000 in annual household income.
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o Attractions 2015: The primary purpose of visitors to attractions was leisure and day
trips. The most popular activities are culture, arts and heritage related. Also,
walking/hiking was found to be a popular activity. Top experiences sought are
educational, relaxation, and nature appreciation. Approximately 62% of respondents
are repeat visitors, and 59% come to Wickenburg because of its attractions.
Wickenburg is the primary destination for almost 70% of the respondents, and 82%
of all visitors are day-trippers. The overall satisfaction rating is high and indicates
that visitors are highly satisfied with their trip. The most important motivations for
visiting the attractions are to experience a new place and nature. The location of
Wickenburg is also a motivating factor. Approximately 83% of visitors use their own
vehicle and most visitors travel with their family and friends. The primary
information source used to obtain information on Wickenburg is word-of-mouth and
internet. In the ‘other’ category, Wickenburg Chamber of Commerce is a popular
source of information. The average age of visitors is 62 years old, and most of them
are White. Most have a college degree or higher and almost half of them earn more
than $60,000 in annual household income.
o Gold Rush Days festival 2014: The primary purpose of visitors attending the Gold
Rush Festival is the festival itself and visiting friends and relatives. The most popular
activities include entertainment (theatre/play), attending art shows, visiting museums,
and antique shopping. Approximately 58.2% of respondents are repeat visitors, and
60.9% came to Wickenburg because of the festival. Overall satisfaction is high,
indicating that visitors are highly satisfied with their visit to Wickenburg. The most
important motivations for attending the festival are to enjoy the festival mood, be
with friends, the variety of things to see and do, and to spend time with
family. Around 89% of visitors use their own vehicle and most visitors travel with
their family and friends. The primary means of obtaining information about the Gold
Rush Festival are friends, newspapers and radio. The average age of visitors is 58
years old, and most of them are White. Around 40% of them have a college degree or
higher, and almost half of them earn more than $80,000 in annual household income.
o Gold Rush Days festival 2015: The primary purpose of visitors to attend the Gold
Rush Festival was the festival itself, followed by a general day trip, seasonal
visitation and leisure. The most popular activities include attending an art show,
visiting a museum, antique shopping, and entertainment (theatre/play). Half of
respondents are repeat visitors, and 69.4% come to Wickenburg because of the
festival. Overall satisfaction rating is high indicating that the visitors are very
satisfied with their trip. The most important motivations for attending the festival are
to enjoy the festival mood, the variety of things to see and do, and to be with
friends. Approximately 78% of visitors use their own vehicle and most travel with
their family and friends. The primary sources of information about the Gold Rush
Festival were the internet, friends, newspapers, and word-of-mouth. The average age
of visitors is 63 years, and most of them are White. Approximately 43 % of them
earned a college degree or higher, and almost 38% of them earn more than $80,000 in
annual household income.
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o Blue Grass festival 2014: The primary purpose of visitors was to attend the festival
itself. The most popular activities include entertainment (theatre/play),
walking/hiking, antique shopping, and visiting a museum. Approximately 47.7% of
respondents are repeat visitors and 85.5% came to Wickenburg because of the
festival. Overall satisfaction rating is high indicating that the visitors were highly
satisfied with their visit. The most important motivations for attending the festival
include to enjoy the festival mood, to be with friends, and to be with people with the
same interests. Approximately 71.4% of visitors use their own vehicle and most
visitors travel with their family and friends. The primary sources of information for
the Bluegrass Festival were the internet, newspapers, word-of-mouth and
friends. The average age of visitors is 62 years and most of them are White. Almost
53% of them have a college degree or higher, and 60% of the visitors earn more than
$60,000 in annual household income.
o One-day events 2014: The primary purpose of their visit to Wickenburg includes
seasonal visitation, visiting friends and relatives, day trip, and leisure. The most
popular activities include attending a museum, entertainment (theatre/play), and
antique shopping. Approximately 48.7% of the respondents are repeat visitors, and
61% come to Wickenburg because of the one-day events. Overall satisfaction rating
is high suggesting that the visitors are very satisfied with their trip. The most
important motivations for attending the event are to enjoy the festival mood, view
local community/culture, and the variety of things to see and do. Approximately 81%
of visitors use their own vehicle and most visitors travel with their family and friends.
The primary sources of information about one-day events include newspapers,
internet, word-of-mouth, and the Wickenburg Chamber of Commerce. The average
age of visitors is 64 years and most of them are White. With regard to education,
almost half of them are in the college degree and above category. Approximately
40% of them earn more than $80,000 in annual household income.
Please note that with regard to primary purpose, seasonal visitation might in some circumstances,
include snowbirds. Where it is necessary to distinguish between snowbirds and other seasonal
visitors, the differences have been noted. Although certain categories, such as “day trip” and
“leisure”, may overlap in some cases, these categories were used owing to their predominance in
similar studies in other communities, and they present additional options for study participants to
choose from. With regard to the question on source of information, although friends as sources of
information might in general be considered a form of word of mouth, in this study, word of mouth
refers to sources of information besides friends as noted by study participants. As mentioned above,
the VFR spending category refers to all the other miscellaneous expenditures of visitors staying with
their friends or relatives besides items listed in the survey and could include such things as cinemas,
bowling, mall shopping, etc.

Limitations
Like all studies, this study is also subject to logistical and methodological limitations. The
economic impact does not include retained spending of local visitors to all festivals, one day
events and attractions. It can be argued that spending of residents who would have gone to a
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substitute attraction, festival or one day event (outside of Wickenburg if they had not been
happening inside the town), is retained spending. Due to budget and time constraints, retained
spending of local visitors was computed only for the Gold Rush Days festival in 2014. As the
results show, retained local visitors also contribute to local economy in terms on labor income
and gross regional product. Moreover, admission fees are not factored into the economic impact
analyses. Dollars spent by visitors in the form of admission fees are forwarded to relevant
management and do not directly enter the local economy through visitor spending. It is likely that
the economic impact is underestimated because it did not include admission fees in the model.
Also, this study did not incorporate retained local spending for all festivals and one-day events.
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INTRODUCTION
Wickenburg is located 54 miles northwest of Phoenix in Maricopa County. The town has a population of
6,604 according to the 2013 census. It was established in 1863 and spans an area of 24 square miles.
According to the 2013 census, the total number of households is 3,173 and the median household income is
$40,574. Wickenburg is a historic town and occupies an important place in framing the history of Arizona
and the West. It is one of Arizona’s most traditional “western” communities and connects visitors to a
different time and place.

Tourism is an integral part of the Wickenburg economy. The Wickenburg Chamber of Commerce
plays a key role in promoting the community as a tourism destination and is making committed
efforts to boost local economic development. The data were collected to gather information from
visitors to understand travel and recreation motivations, travel and visit behavior, activity
preferences, spending and satisfaction levels. This information will assist the Wickenburg Chamber
of Commerce in identifying current and potential target markets and their travel behaviors and
preferences so that appropriate marketing strategies can be designed. The economic impact analysis
uses spending and travel behavior data to ascertain visitor spending in Wickenburg, generating
revenue for local businesses, supporting local jobs and increasing incomes.
A key purpose of this study was to document the economic impact of visitors to Wickenburg. The
data-collection method was based on surveys of visitors to four key attractions, one-day events and
annual festivals. Four attractions were surveyed every month on midweek days and on weekends. These
are: Desert Caballeros Western Museum, Del E. Webb Center for the Performing Arts, Hassayampa River
Preserve, and the Vulture Mine. The total attraction count includes visitors to the Friends of the Music
Concert, other concerts, and school assemblies. One-day events included: Guys Who Grill, Fiesta,
Wickenburg Tour of Homes, the 26th Annual Cowboy Christmas Poetry Gathering, and the 19th Annual
Christmas Parade of Lights.

The economic impact study examines the direct, indirect and induced economic effects of visitor
expenditures in Wickenburg. Visitors/tourists are broadly categorized as non-local day-trippers and
overnight visitors. With regard to marketing, information was sought on the following: preferred
activities/events, trip motives, popular attractions, sources of information, nature of visit, party size,
mode of travel, primary destination or passing through, psychographic characteristics, and general
visitor profiles. Additionally, a purposive sample of local residents was taken to elicit their views on
the social and environmental impacts of tourism in Wickenburg.
IMPLAN modeling software was used. It is currently the most commonly used software to
determine economic impacts of recreation and tourism activities in the United States. It uses an
input/output modeling technique to understand how a local economy functions and the economic
benefits of tourism and recreation activities/facilities. The currently available IMPLAN Version 3
modeling system uses 440 distinct sectors and can offer a summary of economic impacts in the
county in terms of changes in jobs, household income, tax impacts, and gross regional product as
new expenditures are injected into the economy. It is used to measure the impact of visitor
expenditures on local economies in terms of output, value added, labor income, federal and
state/local taxes. Please see Tables 1 and 2 in Appendix for explanation on federal and state and
local taxes.
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Overview of Economic Effects Analyses
Visitors to Wickenburg attractions, events and festivals spend money in local gateway
regions, and these expenditures create ripple effects and facilitate economic production within
host economies. Several research studies confirm that cultural and natural resource-based
attractions are significant contributors to local economies (Alves, Cerros and Martins, 2010;
Crompton, Lee, and Shuster 2001; Greenwood and Vick 2008; National Resource Report
2012; Warnick, Bojanic and Xu 2013)
The economic impact of visitor and retained local expenditures in recreation and tourism comprise
direct, indirect and induced effects. Direct impact refers to whatever money a tourism enterprise
receives directly through user fees, its souvenir or gift shop, its own snack shop sales, etc. It is in
essence the money directly spent by the tourists in the destination. Indirect impact happens when
an attraction uses the direct money it receives to buy other goods to operate its attraction. For
example, souvenirs purchased from another company, food and beverage or office supplies
purchased from other companies or shops, building/site maintenance or operation expenses (tools
purchased from outside the attraction), etc. This means then that an attraction generates indirect
benefits for other suppliers. If these suppliers belong to the local region, then the secondary/indirect
expenditures accrue to the local region. If suppliers are based outside the local or host region, then
most of the money will be leaked out. This leakage is captured by multipliers where the higher the
multiplier the lower the leakage and vice versa (Gunthar, Parr, Graziano & Carstensen 2011; Munn,
Hussain, Spurlock & Henderson 2010; The Trust for Public Land 2010). Induced impact happens
when the attraction hires employees through the direct (or indirect) economic benefits, and these
employees spend their income in the local region, such as on groceries, housing, utilities, sports,
etc. While these induced jobs and earnings are not ‘directly’ earned from tourism, they are
somehow and at least in part earned ‘because’ of the ripple effects of tourist attraction earnings
somewhere down the line.
Next are economic impacts of ancillary/support sectors. These support services are the other supply
side components that help make tourism happen. Local attractions, festivals and one-day events
need transportation, food providers, lodging, shops, and even other nearby attractions (as
sometimes visitors like to visit other places along with the primary visit to the main attraction) to
make tourism happen (Crompton 2010). If visitors spend money on these support services, similar
kinds of economic impacts (direct, indirect and induced) will be expected from each of the support
sectors and this will indicate that the heritage attraction is producing economic impacts of its
support sectors (Chhabra 2006; Crompton 2010; Munn et al. 2010).
Multipliers capture indirect and induced effects. Higher multiplier values (normally range from
1:00 to 3:00) generate higher economic benefits. Higher multipliers mean goods are not imported
from outside the area and are being produced locally (Crompton 1999, 2011; Chhabra 2006); in
other words, there is less leakage or less money leaves the local region. Use/non-use of an
attraction or service implies the measurement of a person’s willingness to pay even if one does not
use it. In the latter case, a person may value different attractions, events and festivals in their mind
and believe they provide benefit for the local community. It makes them feel nice to know it is
there, so there is a value for them even if they may never visit (Timothy & Boyd 2003). If a person
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has a non-use value, then he/she might not be willing to pay for the use of local attractions,
festivals and events.

Types of Economic Effects Measured
The economic effects of visitor spending on local economies are estimated by multiplying visitor
spending by regional economic multipliers. Five types of economic impacts are calculated:
1. Output: can be described as the total value of production.
2. Employment: refers to annual average jobs. This includes self-employed and wage and
salary employees, and all full-time, part-time and seasonal jobs, based on a count of fulltime/part-time averages over twelve months.
3. Value Added: is the combination of labor income, other property type income and
indirect business taxes. Other property type income includes corporate profits, interest
income and rental payments. Value added accounts for all non-commodity payments
associated with an industry’s production.
4. Labor Income: is composed of two components. These are employee compensation and
proprietor income. Employee compensation is total income to the labor factor of
production. From the point of view of a business, employee compensation is the total cost
of labor including wages and salaries, other labor related income like health and
retirement benefits, and both employee and employer contributions to social security.
Proprietor income is the total income to a sole proprietor or self-employed ‘employee.’
4. Indirect business taxes: are taxes collected by businesses on behalf of the government.
These include sales tax, excise tax, property tax, fees, fines, and licenses.

Tax Impacts
These belong to the fifth category of impact and are categorized as federal and state/local. The tax
impact report provides information on tax collection by state/local and federal governments. The
software used does not break out state taxes from county taxes in a region but if the impact region
is local, then state/local tax implies local tax contributions and jobs. Table 1 (Appendix A) offers
descriptions of tax types for state and local governments. Table 2 (Appendix A) describes tax
types for federal governments.

Economic Region
Appropriate study area is mapped to calculate economic impact of visitors to Wickenburg. This
area is referred as the gateway region and comprises two zip codes: 85358 ad 85390.

DATA SOURCES AND METHODS
Marketing profile and visitor expenditures were acquired from onsite surveys of visitors at
different events, festivals and key attractions. A total of 666 surveys were collected in 2014 and
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824 surveys were collected in the first quarter of 2015. Views on social and environmental impacts
were obtained through semi-structured interviews with key stakeholders. Additionally, a purposive
sample of local residents was surveyed. Approximately 23 responses were received.
The local resident questionnaire comprised three sections. Views of option (to visit in the future),
bequest (save it for future generations), and use (current) values were elicited. Willingness to pay
was measured in the form of proposed fee increase to support the festivals. Open-ended questions
regarding value and image of Wickenburg were included. A Likert scale (strongly agree – strongly
disagree) was used and participants were asked about their level of agreement on a list of social and
environmental impact items gleaned from research literature. These included local sense of pride for
tourist attractions, events and festivals, social interaction and recreational and cultural exchange
opportunities. The Likert scale also asked for level of agreement on impacts associated with traffic
congestion, noise pollution and strain on existing resources. Perception were also sought quality of
local infrastructure, benefit to the local economy due to increase taxes generated from visitor
spending, and enhanced employment opportunities. A survey administrator was positioned at the
entrance of the two local attractions and approached visitors as they entered. Local residents were
approached during morning and afternoon hours at local events and in other public places.
With regard to visitor spending, three key pieces of information are required to estimate economic
impact: number of visitors who visit each setting, visitor spending patterns in Wickenburg, and
regional economic multipliers that describe the economic effects of visitor spending in the local
area. The data sources and methods used to estimate these inputs and the resultant economic
effects are described below:
A party is defined as a group that is traveling together and sharing expenses (e.g. family). Party
days/nights are defined as the number of days (for day trips) and the number of nights (for
overnight trips) that parties spend visiting Wickenburg. Wickenburg visitors are split into the
following two distinct visitor segments to help explain differences in spending across user groups.



Non–local day-trippers from outside of Wickenburg
Overnight visitors from outside of Wickenburg

Visitor spending is broadly broken into twelve eight spending categories:
 Lodging: RV
 Lodging: Motel and Bed and Breakfast Inn
 Lodging: Visiting Friends and Relatives
 Admission fees
 Food/restaurants
 Grocery
 Gas
 Car rental
 Vehicle repair
 Shopping/art/antiques
 Entertainment
 Other
4

Items not included in the visitor economic impact analyses are admission fees, as these are
forwarded to the attractions, festival and event managers. They do not directly enter the local
economy through visitor spending. Also, the other category of spending could not be factored into
the economic impact models because it was found to be highly fragmented.

IMPLAN
IMPLAN software is to date the most commonly used software to determine economic impacts
of recreation and tourism in the United States. The IMPLAN software system was created by
MIG inc. and uses an input/output modeling technique to understand how a local economy
functions and the economic benefits of Maricopa County’s parks and recreational facilities.
Additionally, it makes use of an input/output modeling technique focused on social accounting
matrices, multipliers, and trade flows. More information on these terms is offered below
(Greenwood & Vick 2008; IMPLAN 2007; 2014):
SAMs: Social Accounting Matrices take into account real dollars of all business transactions
happening annually in the economy as reported by businesses and governmental agencies.
SAMs also factor in ‘non-market’ transactions such as taxes and unemployment benefits. This
type of analysis provides an in-depth look at the economic impact of visitor expenditures on the
local economy and can identify different types of industries and households that benefit the
most from the economic impact analysis (IMPLAN 2007).
Multipliers: help to show direct, indirect and induced impacts as a result of visitor spending based
on 440 different industries. Multipliers improve the accuracy of economic impact studies by
calculating how the initial expenditures injected in the region can spur additional/indirect
purchases of goods and services to meet demand for tourism products.
Direct effects: are determined by the initial visitor expenditures injected into the economy. The
indirect effects relate to additional spending incurred by tourism businesses in the region to
produce/supply the tourism products. Examples include expenditures incurred by restaurants on
groceries, services, other supplies and labor. Finally, the induced effect measures the money
that is re-spent in the study area as a result of employee spending (drawn from income earned
as a result of direct and indirect effects).
Trade Flows method: helps to capture regional purchase coefficients and can perform a multiregional analysis to show an organization’s product is capable of generating additional effects in
the surrounding areas.

5

FINDINGS
This chapter is divided into two main sections: economic impact and marketing profile. Tables 1 and 2
present a breakdown of survey responses collected in 2014 and the first two months of 2015. A total of 989
surveys were collected in 2014 and 501 surveys were obtained in the first quarter of the year 2015. The
approximate response rate was 88% in 2014 and 93% in 2015. Four attractions were surveyed every month
on mid-week days and weekends. These are: Desert Caballeros Western Museum, Del E. Webb Center for the
Performing Arts, Hassayampa River Preserve, and Vulture Mine. The total attraction count includes visitors
to the Friends of Music Concert, other concerts, and school assemblies. One-day events surveyed by the team
are: Guys Who Grill, Fiesta, Wickenburg Tour of Homes, 26th Annual Cowboy Christmas Poetry Gathering,
and 19th Annual Christmas Parade of Lights.

Table 1 Data Collection from Attractions
Month
January 2014
February 2014
March 2014
April 2014
May 2014
June 2014
July 2014
August 2014
September 2014
October 2014
November 2014
December 2014
January 2015
February 2015
Total

Responses
70
33
61
62
19
24
9
16
33
30
50
91
112
56
666

Table 2 Data Collection from One-Day Events and Festivals
Event
Responses
One Day Events- Year 2014
93
Gold Rush- Year 2014
196
Blue Grass- Year 2014
202
Gold Rush- First Quarter of Year2015
333
Total
824
Total responses in years 2014 and 2015: 1490
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Economic Impact
The economic impact section is divided into visitor spending and the multiplier effects of visitor
expenditures. Tables 3-13 present visitor spending results. Tables 14 to 33 present the economic
impact of visitor spending. A marketing profile section follows the economic impact section. Figures
1-17 present highlights of the economic impact analyses.

Visitor Spending
Key highlights of total visitor spending in 2014 and 2015 are presented in Figures 1 and 2. Table 3
offers a breakdown of total visitor expenditures incurred at the festivals, one-day events, attractions
and snowbird spending for 2014 and 2015. Total number of visitors to Wickenburg in 2014 are
estimated to be 252,322. Visitor spending for 2014 was approximately $34.6 million. For the first
quarter of 2015, total visitors are estimated to be 111,600. Visitor spending is reported to be
approximately $20.3 million. Please note that snowbird expenditures for 2015 need to be treated
with caution as median number of nights computed from collected data was 57.5 compared to
median number of nights (112) for 2014. As Figure 1 shows, 70.3% of the spending contribution
came from popular attractions followed by the Gold Rush Days festival (26.6%), one day events
(1.56%), Blue Grass festival (1.26%) and the snowbirds (.29%).
Figure 1 Visitor Spending in 2014

Visitor Spending Breakdown in Year 2014
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Figure 2 Visitor Spending in 2015

Visitor Spending Breakdown in Year 2015
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Table 3 Total Visitor Expenditures ($) in 2014 and the first Quarter of 2015
Total Visitors- Total Visitors- 2014
2015
2014
2015
Attractions*
177,772
59,100
24,364,707.9
14,209,163.03
One Day Events
5,550
525,701.8
Gold Rush
66,000
52,500
9,230,782.0
5,821,562.2
Blue Grass
3,000
437,103.8
Snowbirds*
5,500
4,000
101,585.0
224,400.0
Total
252,322
111,600
34,659,880.5
20,255,125.23
*Snowbird counts are included in attractions, one-day event and festival responses
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Figure 3 presents a visual illustration of visitor spending per expenditure item. Table 4 presents a
detailed breakdown of these expenditures per spending item. As shown in table 4, maximum
spending was reported on item- visiting friends and relatives (VFR). Groceries for general visitors
followed next. The third highest spending was incurred on shopping for antiques and art pieces
followed by lodging at a motel or bed and breakfast. Attractions triggered the highest visitor
spending, followed by the Gold Rush festival and one-day events.
Figure 3 Total Visitor Spending in 2014

Itemized Expenditures- Year 2014
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4,000,000.00
2,000,000.00
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Table 4 Total Visitor Expenditures ($) in Year 2014
Expenditure Items
RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shopping/
Antiques
Entertainment
Car Rental
Vehicle
Repair
Total

Attractions
1,135,630.3
2,271,260.7
10,141,400.3
1,041,598.7
1,778,008.85
3,128,804.4
2,102,474.7
2,765,529.9

Gold Rush
Blue Grass One-Day
SnowTotal
%
Festival
Festival
Events
birds
Expenditure
421,344
23,563.7
19,425.0 29,645.0
1,347,504.9
3.26
1,584,000
26,809
77,700.0
7,755.0
4,524,488.6 10.95
2,539,655
103,113.7
31,080.00
8,085.0 11,591,350.9 28.06
436,824.6
380,91.7
61,913.0
1,595.0
2,832,136.7
6.86
829,206.8
39,553.8
66,777.0
5,390.0
4,044,007.8
9.79
1,010,250.7
47,508.8
84,503.5 21,560.0
6,026,899.7 14.58
525,300.3
41,838.1
66,777.0
6,050.0
4,067,511.5
9.85
939,948.2
47,508.8
78,310.0
5,390.0
5,103,360.8 12.35
944,398.2

24,364,707.8

9,230,782.0

69,116.2

295,898.4

39,216.0

525,701.5

5,390.0

1762428.3

4.27

8,085.0
2,640.0

8,085.0
2640.0

0.02
0.01

101,585

41,310,414.2

100
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Figure 4 offers a visual illustration of itemized visitor spending in 2015. Table 5 presents a detailed
breakdown of visitor spending per item for year 2015. Maximum spending was generated by
attractions followed by the Gold Rush festival in the first quarter of 2015. Akin to year 2014,
visiting friends and relatives triggered the highest spending followed by groceries and shopping of
antiques and art pieces.
Figure 4 Visitor Spending per Expenditure Item in 2015

Itemized Expenditures- Year 2015
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Table 5 Total Visitor Expenditures ($) Breakdown in First Quarter of Year 2015
Expenditure
Items
RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shopping/
Antiques
Entertainment
Car Rental
Vehicle
Repair
Total

Attractions
158,665.9
269,732.12
8,340,278.8
580,088.3
869,721.4
1,529,142.7
1,156,888.1
1,304,645.5

Gold Rush
SnowTotal
Percentage
Festival
birds
Expenditure
196,880.0
43,480.0
399,025.90
1.97
450,855.2 100,880.0
821,467.32
4.06
1,322,389.3
43,480.0
9,706,148.10
47.92
314,990.7
1,040.0
896,119.00
4.41
431,674.7
8,680.0
1,310,076.10
6.47
1,164,377.8
13,920.0
2,707,440.50
13.37
392,298.7
3,480.0
1,552,666.80
7.67
785,860.7
3,480.0
2,093,986.20
10.34
762,235.1

14,209,162.8

5,821,562.2

3,480.0

765715.1

3.78

0.0
2,480.0

0
2480

0
0.01

224,400.0

20,255,125.02

100.0

Table 6 further presents a breakdown of visitor spending per item at the attractions in 2014. VFR
followed by groceries were the highest spending expenditure items. Total number of visitors to
attractions in 2014 is noted to be 172,772; day-trippers: 81.22%; non-local day-trippers: 99.73%;
overnight visitors: 18.78%. Median party size for non-local day-trippers was 3. Median party size
for overnight visitors was 2 and median number of nights was 2. Figure 5 offers a visual
presentation of results.
Figure 5 Visitor Spending per Expenditure Item-Attractions
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Table 6 Visitor Expenditures at Attractions in Year 2014
Expenditure Items

RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shopping/Antiques
Total

Non local
Day tripper
per person

66.67
6.67
10.00
20.00
10.00
16.67
130.01

Overnighter Expenditure
Expenditure –
Total
per person
Non-local
Overnight
Expenditures
per night
Day Tripper
visitors
35.00
1,135,630.36
1,135,630.36
70.00
2,271,260.71
2,271,260.71
25.00
9,330,235.81
811,164.54 10,141,400.35
3.33
933,443.42
108,155.27
1,041,598.69
11.67
1,399,465.39
378,543.45
1,778,008.85
10.17
2,798,930.79
329,873.58 3,128,804.375
21.67
1,399,465.39
703,009.27
2,102,474.67
13.33
2,332,908.82
432,621.09
2,765,529.91
190.17 18,194,449.64
6,170,258.27 24,364,707.90

Table 7 presents a breakdown of visitor spending per expenditure item in the first quarter of 2015.
The highest spending item was VFR followed by groceries and shopping. Total visitors during the
first quarter of 2015 are reported to be 95,510 out of which 88.7% are day-trippers and 13.3% are
overnight visitors. Non-local day-trippers are 99.3%. Median party size for non-local day-tripper is 2
and it is 2 for overnight visitors. Median number of nights for overnight visitors is reports as 2.
Figure 6 offers a visual presentation of results.

Figure 6 Visitor Spending per Expenditure Item-Attractions
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Table 7 Visitor Expenditures ($) at Attractions in Year 2015
Item

Non local
Day tripper per
person (median)

RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shoppingantiques
Total

100.00
6.67
10.00
16.67
13.30
15.00

Overnighter per
Expenditure
Expenditure –
Total
person
Non-local
Overnight
Expenditures
per night
Day Tripper
visitors
(median)
12.5
158,665.99
158,665.99
21.25
269,732.18
269,732.18
9.38 8,221,215.89
119,062.96
8,340,278.85
2.50
548,355.10
31,733.20
580,088.30
3.75
822,121.59
47,599.80
869,721.39
12.50 1,370,476.69
158,665.99
1,529,142.68
5.00 1,093,421.71
63,466.39
1,156,888.11
5.63 1,233,182.38
71,463.16
1,304,645.55

161.64

72.51 13,288,773.37

920,389.66

1,420,9163.03

Table 8 presents visitor spending per item at the Gold Rush Days festival in 2014. The festival
triggered approximately $7.5 million in visitor spending in Wickenburg. Maximum spending was
incurred on lodging (motel or bed and breakfast) followed by VFR and groceries category. Figure 7
offers a visual presentation of key highlights. Retained local spending was $.08 million.
Approximately 28% of the locals were retained visitors.
Figure 7 Visitor Spending per Expenditure Items- Gold Rush 2014
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Total visitors to the Gold Rush Days festival in 2014 were 66,000, out of which 52% were daytrippers and 48% were overnight visitors. Median party size for non-local day-trippers and overnight
visitors was 3 and 2 respectively. Median number of nights for overnight visitors was 4.
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Table 8 Visitor Expenditures ($) at the Gold Rush Days Festival in Year 2014
Item

Non local
Day tripper per
person
(median)

RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shoppingantiques
Entertainment
Total


41.5*
6.7
13.3
6.7
10
16.7
21.7
116.6

Overnighter per Expenditure
Expenditure – Total
person
Non-local
Overnight
Expenditures
per night
Day Tripper
visitors
(median)
13.3*
421,344
421,344
50.0
1,584,000
1,584,000.0
37.5
1,351,655
1,188,000
2,539,655
6.9
218,219
218,592
436,824.6
12.5
433,181
396,000
829,206.8
25.0
218,219
792,000
1,010,250.7
6.3
325,700
199,584
525,300.3
12.5
543,919
396,000
939,948.2
7.5
171.5

706,769
3,797,662

237,600
5,433,120

944,398.2
9,230,782.0

Item response for RV and VFR expenditures was poor. Based on meta-analysis of RV and VFR
expenditures at other festivals, estimates are used for this festival.

Table 9 (also see Figure 8) presents visitor spending spurred by the Gold Rush Days festival in
2015. As the table shows, maximum spending was incurred in the VFR category followed by
groceries and shopping of antiques. Total visitors to the festival was 52,500, out of which 62.5%
were day-trippers and 37.5% were overnight visitors. Approximately 98.5% of the day-trippers were
non-local. Median party size for non-local day-trippers and overnight visitors was 3 and 2
respectively. Median number of nights for overnight visitors was 4.
Figure 8 Visitor Spending per Expenditure Items- Gold Rush 2015
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Table 9 Visitor Expenditures ($) at the Gold Rush Days Festival in 2015
Expenditure
Item

Non local
Day tripper per
person
(Median)

RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shoppingantiques
Entertainment
Total

33.3
6.7
8.3
25.0
8.3
16.7
16.7
115.0

Overnighter per
Expenditure
Expenditure – Total
person
Non-local
Overnight
Expenditures
per night
Day Tripper visitors
(Median)
10.0
196,880
196,880
22.9
45,0855.2
450,855.2
12.5
246,100
1,076,289.3
1,322,389.3
5.0
98,440
216,550.7
314,990.7
8.3
163,410.4
268,264.3
431,674.7
18.1
356,352.8
808,025
1,164,377.8
6.3
124,034.4
268,264.3
392,298.7
12.5
246,100
539,760.7
785,860.7
11.3
106.9

222,474.4
210,4647.2

539,760.7
3,716,915.0

762,235.1
5,821,562.2

Table 10 shows visitor spending per expenditure item in Wickenburg because of the Blue Grass festival. As
the table reveals, maximum spending was incurred on the VFR item followed by entertainment. Total number
of visitors to the festival was 3000 out of which 53% were day-trippers and 47% were overnight visitors.
Non-local day-trippers were 94%. Median party size for non-local day-trippers was 2 and it was also the same
(2) for overnight visitors. Median number of nights for overnight visitors was 3. Key highlights are presented
in Figure 9.

Figure 9 Visitor Spending per Expenditure Items- Blue Grass Festival 2014
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Table 10 Visitor Expenditures ($) at the Blue Grass Festival in Year 2014
Item

Non local
Day tripper per
person
(Median)

RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shoppingantiques
Entertainment
Total

50.0
18.0
17.5
22.5
20.0
22.5
37.5
188

Overnighter per
Expenditure- ExpenditureTotal
person
Non-local
Overnight
Expenditures
per night
Day Tripper visitors
(Median)
16.7
23,547
23,563.7
19.0
26,790
26,809
16.7
79,500
23,547
1,031,13.7
6.7
28,620
9,447
38,091.7
8.3
27,825
11703
39,553.8
8.3
35,775
11,703
47,508.8
7.1
31,800
10,011
41,838.1
8.3
35,775
11,703
47,508.8
6.7
97.8

59,625
298,920

9,447
137,898

69,116.2
437,103.8

Table 11 presents a breakdown of visitor spending at one-day events in year 2014. Total number of visitors to
one-day events was 5550 out of which 72% were day-trippers and 28% were overnight visitors.
Approximately 79% of the day trippers was non-local. Median party size for non-local day-trippers and
overnight visitors was 2. Median number of nights for overnight visitors was 2. Figure 10 presents a visual
illustration of results

Figure 10 Visitor Spending per Expenditure Items- Blue Grass Festival 2014
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Table 11 Visitor Expenditures ($) at One-Day Events in 2014
Expenditure
Item

RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shoppingantiques
Entertainment
Total

Non local
Day tripper per
person
(Median)

0
15
15
20
15
12.5
7.5
85

Overnighter per
Expenditure
Expenditure – Total
person
Non-local
Overnight
Expenditures
per night
Day Tripper visitors
(Median)
12.50
19,425.0
19,425.0
50.00
77,700.0
77,700.0
20.00
31,080.0
31,080.0
9.37
47,352.0
14,561.0
61,913.0
12.50
47,352.0
19,425.0
66,777.0
13.75
63,136.0
21,367.5
84,503.5
12.50
47,352.0
19,425.0
66,777.0
25.00
39,460.0
38,850.0
78,310.0
10.00
165.62

23,676.0
268,328.0

15,540.0
257,373.5

39,216.0
525,701.5

Figures 11 and 12 offer a visual illustration of key highlights from snowbird expenditures in 2014
and the first quarter of 2015. Tables 12 and 13 present detailed spending breakdown per expenditure
item by snowbirds for 2014 and the first quarter of 2015. Total number of snowbirds in 2014 were
5500. During the first quarter of year 2015, total number of snowbirds were 4000. As table 12
shows, maximum spending in 2014 was incurred on RV followed by groceries. For the first quarter
of 2015, maximum spending was incurred on motel/bed and breakfast followed by RV and
groceries. Median number of nights spent in Wickenburg were 112 in 2014 and 57.5 in 2015.
Median party size in both years was 2.
Figure 11 Visitor Spending per Expenditure Items- Snowbirds 2014

Itemized Expenditures- Snowbirds 2014
30,000
25,000
20,000
15,000
10,000
5,000
0

17

Table 12 Snowbird Expenditures ($) for Year 2014
Expenditure
Item
RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shoppingantiques
Entertainment
Car rental
Vehicle repair
Total

Overnighter per person Total Expenditures
per night (Median)
5.39
29,645
1.05
7,755
1.47
8,085
.29
1,595
.98
5,390
3.92
21,560
1.10
6,050
.98
5,390
.98
1.47
.48
18.47

5,390
8,085
2,640
101,585

Figure 12 Visitor Spending per Expenditure Items- Snowbirds 2015
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Table 13 Snowbird Expenditures ($) for First Quarter of Year 2015
Expenditure
Item
RV
Motel/BB
VFR
Admission
Restaurant
Groceries
Gas
Shoppingantiques
Entertainment
Car rental
Vehicle repair
Total

Overnighter per person
per night (Median)
10.87
25.22
10.87
.26
2.17
3.48
.87
.87

Total
Expenditures
43,480
100,880
43,480
1,040
8,680
13,920
3,480
3,480

.87
0.0
.62
56.10

3,480
0
2,480
224,400

Economic Impact of Visitor Spending
Figures 13-14 present key highlights of economic contributions of visitor spending in 2014.
Tables 14-16 offer a detailed breakdown of results. As Figure 13 shows, attractions made 67.3%
contribution towards gross regional product followed by the Gold Rush Days festival (29.6%).
Figure 13 Economic Contribution 2014--Gross Regional Product
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Figure 14 Economic Contribution 2014--Labor Income
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Attractions also made the highest contribution in terms of labor income. As tables 14-16 show,
visitor spending in 2014 contributed $25 million in total output, $16.6 in value added and $11.7
in labor income. Approximately 336 jobs were generated and visitor spending produced $2.4
million in state and local taxes, and $2.1 million in federal tax.
Table 14 Total Economic Impact of Visitor Spending, 2014
Event
Attractions
Gold Rush Days
Blue Grass
One-Day Events
Snowbirds
TOTAL

Jobs

Labor Income

Value Added

Output

224.8
101.1
4.7
4.9
0.9

8,101,335.30
3,314,960.20
140,268.7
161,025.0
36,863.6

11,174,889.20
4,922,125.10
208,985.1
240,576.9
52,425.9

16,560,546.70
7,679,121.00
332,392.0
380,289.5
77,254.9

336.4

11,754,452.80

16,599,002.20

25,029,604.10

Table 15 Economic Impact Breakdown, 2014
Jobs
Direct
Indirect
Induced
TOTAL

Labor Income
281.8
22.7
31.9
336.4

9,353,086.80
1,010,355.60
1,391,010.50
11,754,452.80

Value Added
12,272,458.20
1,695,132.60
2,631,411.50
16,599,002.20

Output
18,110,357.90
2,794,174.30
4,125,071.80
25,029,604.10
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Table 16 State/Local and Federal Taxes, 2014
Tax Category
Total State and
Local Tax
Total Federal Tax

Employee
Compensation
$14,356.00

Proprietor
Income
0

Tax on
Production
$2,201,833.00

$1,096,100.00

64,934.00

$333,127.00

Households

Corporations

Total

$205,103.00

$11,264.00 $2,432,556.00

$540,288.00

$103,587.00 $2,138,036.00
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Economic Impact 2015
Figures 15-16 present key highlights of economic contributions of visitor spending in the first
quarter of 2015. Tables 17-19 offer a detailed breakdown of results.
Figure 15 Economic Contribution 2015--Gross Regional Product
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Figure 16 Economic Contribution 2015--Labor Income
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As tables 17-19 show, visitor spending in 2014 contributed to 13.4 million in total output, $8.98
in value added and $6.5 in labor income. Approximately 190 jobs were generated, and visitor
spending produced $1.33 million in state and local tax, and $1.15 million in federal tax.

Table 17 Total Economic Impact of Visitor Spending, 2015
Jobs
Direct
Indirect
Induced
TOTAL

Labor Income

Value Added

Output

161.1
11.9
17.4

5,233,613.50
526,694.30
774,554.10

6,599,377.30
921,304.40
1,465,132.00

9,584,489.30
1,513,068.30
2,303,279.00

190.4

6,534,861.90

8,985,813.70

13,400,836.50

Table 18 Economic Impact Breakdown, 2015
By
Event/Attraction
Attractions
Gold Rush Days
Snowbirds
TOTAL

Jobs

Labor Income
128.3
59.5
2.6
190.4

4,551,034.80
1,875,501.30
108,325.80
6,534,861.90

Value Added
6,031,183.50
2,790,075.60
164,554.60
8,985,813.70

Output
8,768,278.10
4,382,359.40
250,199.00
13,400,836.50

Table 19 Taxes 2015
Tax Category
Total State and
Local Tax
Total Federal Tax

Employee
Proprietor
Compensation
income
$561,951 .00 $43,509.00
$18,811.00

310.00

Tax on
Production
$200,000.00
$1,184,885.00

Households

Corporations

Total

$298,791.00

$46,543.00 $1,150,794.00

$117,640.00

$6,470.00 $1,328,116.00

Detailed Economic Contributions of Visitor Spending (based on attractions,
festivals, and events)--2014
Table 20 presents a breakdown of direct, indirect and induced impacts in terms of output, full-time
jobs, labor income and value added (gross regional product) for the attractions in 2014. Top ten
industries impacted by economic impact are also listed. Visitor expenditures generated a total of
$16.56 million in total output, approximately 225 jobs, $8.10 million in labor income and
approximately $11.17 million in gross regional product. Taxes are presented in Table 21.
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Table 20 Local Economic Contributions and Impacts of Visitor Spending--Attractions
Jobs

Spending Category

Labor Income

Total Value
Added

Output

Direct Effects
Retail - Miscellaneous
store retailers

110.5

3,743,638.9

4,318,966.6

5,835,491.3

Full-service restaurants

34.0

830,721.9

1,006,174.6

1,814,148.8

Hotels and motels,
including casino hotels

21.1

881,159.0

1,475,095.2

2,244,140.0

Retail - Food and
beverage stores

12.3

449,407.6

678,276.1

960,594.8

Other accommodations

11.8

599,614.1

801,817.8

1,103,175.2

Real estate

5.2

98,292.5

499,898.0

690,125.9

Retail - Gasoline stores

2.9

127,972.1

180,365.0

257,248.7

Limited-service
restaurants

1.3

38,157.1

58,424.0

86,717.3

Employment services

1.2

43,559.3

52,481.5

62,830.0

Hospitals

1.0

76,858.9

79,168.4

143,425.7

188.8

6,506,094.2

8,284,991.5

11,948,371.4

Indirect Effects

14.0

635,975.9

1,075,281.7

1,767,509.6

Induced Effects

22.0

959,265.3

1,814,616.0

2,844,665.7

224.8

8,101,335.3

11,174,889.2

16,560,546.7

Total Direct Effects

Total Effects

Table 21 Local Impacts of Visitor--Federal and State/Local Taxes
Tax Category

Employee
Compensation

Total State and
Local Tax

$9,678.00

Total Federal Tax

$738,902

Proprietor
income

$48,289

Tax on
Production

Households

$1,513,893.00

$141,616.00

$6,489.00

$229,045

$373,049

$59,679

Corporations

Table 22 presents a breakdown of direct, indirect and induced impacts in terms of output, full-time
jobs, labor income and value added (gross regional product) for the Gold Rush Days festival in
2014. The top ten industries impacted by economic impact are also listed. Visitor expenditures
generated a total of $7.68 million in total output, approximately 101 full-time jobs, $3.31 million in
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labor income and approximately $4.92 million in gross regional product. Taxes are presented in
Table 23. Economic impact of retained local spending is $.02 million in labor income, $.03 million
in regional gross product and $.06 million in output.
Table 22 Local Economic Contributions and Impacts of Visitor Spending--Gold Rush Days
Jobs

Spending Category

Labor
Income

Output

Value Added

Direct Effects
Retail - Miscellaneous
store retailers

29.9

1,012,000.3

1,167,525.9

1,577,480.9

Performing arts
companies

16.4

222,936.0

466,021.7

928,243.8

Full-service restaurants

15.8

385,934.2

467,445.4

842,811.6

Hotels and motels,
including casino hotels

14.6

610,466.4

1,021,945.0

1,554,738.6

Other accommodations

4.4

222,477.4

297,501.8

409,315.7

Retail - Food and
beverage stores

4.1

149,260.0

225,273.3

319,038.7

Real estate

2.3

44,095.1

224,259.9

309,598.3

Retail - Gasoline stores

0.8

34,841.6

49,106.1

70,038.4

Employment services

0.7

24,355.3

29,343.9

35,130.1

Limited-service
restaurants

0.6

15,901.9

24,348.1

36,139.2

84.3

2,583,754.1

3,619,205.0

5,586,474.9

Indirect Effects

7.8

339,401.7

561,688.9

930,693.2

Induced Effects

9.0

391,804.4

741,231.2

1,161,952.9

101.1

3,314,960.2

4,922,125.1

7,679,121.0

Total Direct Effects

Total Effects

Table 23 Local Impacts of Visitor--Federal and State/Local Taxes--Gold Rush Days
Tax Category
Total State and
Local Tax
Total Federal
Tax

Employee
Compensation
$4,236.00
$323,416

Proprietor
income

$15,257

Tax on
Production
$625,903.00
$94,696

Households

Corporations

$57,621.00

$4,324.00

$151,787

$39,763
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Table 24 presents a breakdown of direct, indirect and induced impacts in terms of output, full-time
jobs, labor income and value added (gross regional product) for the Blue Grass festival in 2014. The
top ten industries impacted by economic impact are also listed. Visitor expenditures generated a total
of $.33 million in total output, approximately 5 jobs, $.14 million in labor income and approximately
$.21 million in gross regional product. Taxes are presented in Table 24.
Table 24 Local Economic Contributions and Impacts of Visitor Spending--Blue Grass Festival
Spending Category

Labor
Value Added
Income

Jobs

Output

Direct Effects
Retail - Miscellaneous
store retailers

1.3

43,774.6

50,502.0

68,234.8

Performing arts
companies

1.2

16,297.5

34,068.0

67,858.2

Full-service restaurants

0.8

18,336.2

22,208.9

40,043.0

Hotels and motels,
including casino hotels

0.3

10,501.2

17,579.5

26,744.6

Other accommodations

0.2

12,440.5

16,635.7

22,888.2

Retail - Food and
beverage stores

0.2

6,909.8

10,428.7

14,769.4

Real estate

0.1

2,114.9

10,756.0

14,849.1

Retail - Gasoline stores

0.1

2,501.2

3,525.1

5,027.8

Promoters of
performing arts and
sports and agents for
public figures

0.0

385.5

642.2

1,694.2

Employment services

0.0

1,192.1

1,436.3

1,719.5

Total Direct Effects

3.9

108,528.2

151,827.7

240,800.4

Indirect Effects

0.4

15,156.6

25,783.7

42,410.0

Induced Effects

0.4

16,583.9

31,373.7

49,181.5

Total Effects

4.7

140,268.7

208,985.1

332,392.0
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Table 25 Local Impacts of Visitor--Federal and State/Local Taxes--Blue Grass Festival
Tax Category
Total State and
Local Tax
Total Federal Tax

Employee
Compensation
$177.00

Proprietor
income

$13,531

$679

Tax on
Production
$25,102.00

Households

$3,798

Corporations

$2,441.00

$194.00

$6,429

$1,786

Table 25 presents a breakdown of direct, indirect and induced impacts in terms of output, full-time
jobs, labor income and value added (gross regional product) for the one-day events in 2014. The top
ten industries impacted by economic impact are also listed. Visitor expenditures generated a total of
$.38 million in total output, approximately 5 jobs, $.16 million in labor income and approximately
$.24 million in gross regional product. Taxes are presented in Table 27.
Table 26 Local Economic Contributions and Impacts of Visitor Spending- One Day Events
Spending Category

Jobs

Labor
Income

Value Added

Output

Direct Effects
Full-service restaurants

1.3

30,629.9

37,099.1

66,890.2

Retail - Miscellaneous
store retailers

0.9

31,948.6

36,858.5

49,800.6

Hotels and motels,
including casino hotels

0.7

29,945.0

50,129.1

76,264.1

Performing arts
companies

0.7

9,262.5

19,362.1

38,566.4

Retail - Food and
beverage stores

0.3

11,837.6

17,866.1

25,302.5

Other accommodations

0.2

10,257.0

13,715.9

18,870.9

Real estate

0.1

2,144.5

10,906.8

15,057.2

Retail - Gasoline stores

0.1

3,898.9

5,495.1

7,837.4

Employment services

0.0

1,163.9

1,402.3

1,678.8

Limited-service
restaurants

0.0

775.6

1,187.6

1,762.7

Total Direct Effects

4.1

125,113.8

176,806.8

277,865.9

Indirect Effects

0.4

16,901.8

27,805.2

46,046.1

Induced Effects

0.4

19,009.4

35,964.9

56,377.6

Total Effects

4.9

161,025.0

240,576.9

380,289.5
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Table 27 Local Impacts of Visitor--Federal and State/Local Taxes--One-Day Events
Tax Category
Total State and
Local Tax

Employee
Compensation
$214.00

Total Federal Tax $16,375

Proprietor
income

$599

Tax on
Production
$30,717.00

$2,789.00

$216.00

$4,647

$7,346

$1,982

Households

Corporations

Table 28 presents a breakdown of direct, indirect and induced impacts in terms of output, full-time
jobs, labor income and value added (gross regional product) for the snowbirds in 2014. Top ten
industries impacted by economic impact are also listed. Visitor expenditures generated a total of
$.77 million in total output, approximately1 full time job, $.37 million in labor income and
approximately $.52 million in gross regional product. Taxes are presented in Table 29.

Table 28 Local Economic Contributions and Impacts of Visitor Spending--Snowbirds
Spending Category
Direct Effects
Other accommodations

Jobs

Labor
Income

Total Value
added

Output

0.3

15,646.1

20,922.4

28,785.9

Retail - Miscellaneous
store retailers
Full-service restaurants

0.1

3,969.3

4,579.3

6,187.3

0.1

2,569.2

3,111.8

5,610.6

Retail - Food and
beverage stores
Hotels and motels,
including casino hotels
Automotive repair and
maintenance, except car
Realwashes
estate

0.1

2,996.2

4,522.0

6,404.2

0.1

3,026.1

5,065.8

7,706.9

0.0

1,710.1

1,819.8

2,799.6

0.0

368.6

1,874.8

2,588.2

Retail - Gasoline stores

0.0

397.1

559.7

798.3

Limited-service
restaurants
All other food and
Totaldrinking
Direct Effects
places
Indirect Effects
Induced Effects
Total Effects

0.0

175.0

268.0

397.8

0.0
0.7
0.1
0.1
0.9

159.6
29,596.5
2,919.6
4,347.5
36,863.6

226.7
39,627.2
4,573.1
8,225.7
52,425.9

475.8
56,845.3
7,515.4
12,894.1
77,254.9
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Table 29 Local Impacts of Visitor--Federal and State/Local Taxes--Snowbirds
Tax Category
Total State and
Local Tax
Total Federal Tax

Employee
Compensation
$51.00

Proprietor
income

$3,876

$110

Tax on
Production
$6,218.00

Households

$941

Corporations

$636.00

$41.00

$1,677

$377

Economic Contributions of Visitor Spending--First Quarter of 2015
Table 30 presents a breakdown of direct, indirect and induced impacts in terms of output, full-time
jobs, labor income and value added (gross regional product) for attractions in 2015. The top ten
industries impacted by economic impact are also listed. Visitor expenditures generated a total of
$8.77 million in total output, approximately 128 jobs, $4.55 million in labor income and
approximately $6.03 million in gross regional product. Taxes are presented in Table 31
Table 30 Local Economic Contributions and Impacts of Visitor Spending at Attractions
Spending Category
Retail - Miscellaneous
store retailers
Full-service restaurants

Jobs
82.5

Labor
Total Value
Income
Added
2,846,897.7
3,284,412.9

Output
4,391,763.6

16.7

416,027.8

503,895.0

911,007.3

Retail - Food and
beverage stores
Real estate

6.1

226,065.0

341,192.5

478,208.0

3.1

59,059.3

300,365.0

417,722.8

Hotels and motels,
including casino hotels
Other accommodations

2.7

113,185.3

189,476.7

291,318.0

1.7

85,507.0

114,341.9

158,984.9

Retail - Gasoline stores

1.6

71,206.6

100,359.2

141,658.1

Limited-service
restaurants
Employment services

0.7

21,106.4

32,317.0

48,098.1

0.6

23,541.0

28,362.9

34,106.8

Hospitals
Total Direct Effects
Indirect Effects
Induced Effects
Total Effects

0.6
109.1
7.1
12.1
128.3

43,175.6
3,690,286.9
320,776.2
539,971.7
4,551,034.8

44,473.0
4,438,234.1
571,599.8
1,021,349.6
6,031,183.5

81,314.3
6,228,489.7
934,141.7
1,605,646.8
8,768,278.1
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Table 31 Local Impacts of Visitor--Federal and State/Local Taxes
Tax Category
Total State and
Local Tax
Total Federal Tax

Employee
Compensation
$5,015.00

Proprietor
income

$382,903

$34,005

Tax on
Production
$833,493.00

Households

Corporations

$80,053.00

$2,539.00

$210,879

$23,347

$126,104

Table 32 presents a breakdown of direct, indirect and induced impacts in terms of output, full-time
jobs, labor income and value added (gross regional product) for the Gold Rush Days festival in
2015. Top ten industries impacted by economic impact are also listed. Visitor expenditures
generated a total of $4.38 million in total output, approximately 59 jobs, $1.87 million in labor
income and approximately $2.79 million in gross regional product. Tax contributions are presented
in Table 33

Table 32 Local Economic Contributions and Impacts of Visitor Spending--Gold Rush Days
Spending Category

Jobs

Direct Effects
Retail Miscellaneous store
Performing
arts
retailers
companies
Full-service
restaurants
Retail - Food and
beverage stores
Hotels and motels,
including casino
Other
hotels
accommodations
Real estate
Retail - Gasoline
Employment
services
stores
Promoters of
Total
Directarts
Effects
performing
and
Indirect
Effects
sports and agents for
Induced
Effects
public figures
Total Effects

Labor
Income

Total Value
Added

Output

18.1

624,198.7

720,126.5

962,919.5

13.2

183,222.1

383,004.3

763,492.7

8.2
4.4

205,258.0
163,805.7

248,609.6
247,226.5

449,468.9
346,507.2

4.3

180,831.5

302,719.1

465,426.9

2.0
1.4
0.6
0.4
0.4
49.9
4.6
5.0
59.5

105,955.9
27,830.6
24,955.2
15,048.5
4,421.7
1,458,378.
195,313.3
9
221,809.1
1,875,501.
3

141,686.7
141,541.5
35,172.1
18,130.9
7,365.4
2,036,837.5
333,623.5
419,614.6
2,790,075.6

197,006.1
196,844.2
49,645.8
21,802.6
19,536.6
3,171,020.2
551,697.8
659,641.4
4,382,359.4

Table 33 Local Impacts of Visitor--Federal and State/Local Taxes
Tax Category
Total State and
Local Tax
Total Federal Tax

Employee
Compensation
$2,343.00

Proprietor
income

$178,898

$9,504

Tax on
Production
$348,182.00
$52,678

Households

Corporations

$32,663.00

$2,505.00

$86,043

$23,041
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Table 34 presents a breakdown of direct, indirect and induced impacts in terms of output, full-time
jobs, labor income and value added (gross regional product) for the snowbirds in 2015. The top ten
industries impacted by economic impact are also listed. Visitor expenditures generated a total of
$.25 million in total output, approximately 3 jobs, $.11 million in labor income and approximately
$.16 million in gross regional product. Tax contributions are presented in Table 35.
Table 34 Local Economic Contributions and Impacts of Visitor Spending--Snowbirds
Labor
Income

Jobs

Spending Category
Direct Effects
Hotels and motels,
including casino hotels
Other
accommodations
Retail - Miscellaneous
store retailers
Full-service
restaurants
Retail - Food and
beverage stores
Performing arts
companies
Real estate
Automotive repair and
maintenance, except
All
other food and
car washes
drinking places
Limited-service
Total
Direct Effects
restaurants
Indirect Effects
Induced Effects
Total Effects

Total Value
Added

Output

0.9

39,409.2

65,972.5

101,431.9

0.5

23,603.6

31,563.3

43,886.7

0.4

14,089.9

16,255.3

21,735.8

0.2

4,427.1

5,362.2

9,694.4

0.1

2,474.6

3,734.8

5,234.7

0.1

853.2

1,783.5

3,555.2

0.1

1,036.6

5,271.7

7,331.5

0.0

1,908.0

2,030.3

3,136.3

0.0

615.3

874.2

1,839.8

0.0
2.1
0.2
0.3
2.6

530.4
84,947.7
10,604.8
12,773.3
108,325.8

812.1
124,305.7
16,081.1
24,167.8
164,554.6

1,208.7
184,979.4
27,228.8
37,990.8
250,199.0

Table 35 Local Impacts of Visitor--Federal and State/Local Taxes
Tax Category
Total State and
Local Tax
Total Federal Tax

Employee
Compensation
$11,453
$150.00

Proprietor
income
$310

Tax on
Production
$3,210
$21,218.00

Households

Corporations

$4,924

$1,426

$1,869.00

$155.00
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Social and Environmental Impacts
With regard to socio-demographic characteristics of respondents, 65% are female and 35% are male
with a median age of 53 years. Most are high school graduates with an annual household income of
$20,000 - $39,999. Descriptives are used to analyze the survey responses. Frequencies for
categorical responses are presented. When asked the reason Gold Rush Days and Blue Grass
Festival are valued, almost half of the respondents perceive that the festivals boost the image of the
town and that it is good for the community because of its social and economic benefits. Figure 17
presents the results.
Figure 17 Why are Festivals Valued?

Why are Festivals Valued?

9%
17%
52%
22%

To assess resident support for the festivals, the following questions were asked: are you willing to
accept an increase in taxes to support festivals? Do you think that festivals are integral to the
Wickenburg economy? Do these festivals enhance Wickenburg’s image? As Figure 18 illustrates,
while many agree that festivals do enhance the town’s image and are an integral part of its economy,
and they enhance and preserve Wickenburg’s western image while bringing in more visitors, most
are not willing to support the festivals through an increase in taxes. That said, most are willing to
pay an increase in admission fees of $1.00 - $6.00 to support the festivals. See Figure 19.
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Figure 18 Support for Wickenburg Festivals

Support for the Festivals

20%
38%

42%

Figure 19 Willingness to Pay an Increase in Admission Fee

Willingness to Pay Increase in Admission Fee

14%
43%

43%

33

In addition to these, respondents were also asked to place a monetary value on the festivals’
opportunities for cultural enrichment and education for the local community. Many struggled to
answer this question as some simply feel they did not “know” how much value will justify the
benefits provided by the festivals. Of the few who answered this question, three responses included a
value of $800,000; $100,000; and $100 dollars.
Similar views were elicited on one-day events such as Cowboy Poetry, Fiesta de Sieptembre, and
Guys who Grill. Tables 36-37 present values and perceptions of one-day events. An analysis of
views of one-day events shows that there are many similarities between festivals and one-day
events. As illustrated in Figure 20, approximately 80% of respondents did not support an increase in
support through tax dollars, and the majority felt that events are integral to the economy while
enhancing the local image. Like festivals, preservation of the “old west” image is of great
importance to respondents.
Figure 20 Support for One Day Events

Support for One Day Events

20%
38%

42%

Social and Environmental Impacts
A Likert scale was used to evaluate potential social and environmental impacts. Most agreed that
the festivals offered social and education opportunities while providing a sense of pride and
preservation for local culture. Most also agreed with the economic benefits of the festivals, although
few disagreed that the festivals increase employment and improve quality of infrastructure. Most
are concerned about the environmental impacts of festivals such as increased traffic congestion,
noise pollution, and increased strain on resources. For a more detailed breakdown, see Table 36.
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Table 36 Social and Environmental Impact Perceptions of Festivals
Item
Sense of Pride
Opportunity for Social
Interaction
Increase Recreation
Opportunities
Cultural Exchange
Preservation of Local
Culture
Increased traffic
Increased Noise
Pollution/Strained
Resources
Increased Quality of
Infrastructure
Economic stimulation
Increased employment

Strongly
Agree
38%

Agree

Neutral

Disagree

48%

13%

0%

Strongly
Disagree
0%

61%

35%

4%

0%

0%

13%

61%

22%

4%

0%

22%

39%

35%

0%

0%

57%

35%

9%

0%

0%

52%

30%

13%

4%

0%

30%

30%

22%

17%

0%

13%

30%

30%

17%

0%

35%
26%

35%
17%

13%
26%

9%
30%

0%
0%

A Likert scale also elicited views on one-day events. Like festivals, one-day events have similar
responses in each category. Most agree that one-day events bring a sense of pride and provide
educational and cultural exchange opportunities to the local community. However, there seems to
be a slight disagreement on the infrastructure item (see Table 37).
Table 37 Social and Environmental Impact Perceptions of One-Day Events
Item
Sense of Pride
Opportunity for Social
Interaction
Increase Recreation
Opportunities
Cultural Exchange
Preservation of Local
Culture
Increased traffic
Increased Noise
Pollution/Strained
Resources
Increased Quality of
Infrastructure
Economic stimulation
Increased employment

Strongly
Agree
39%

Agree

Neutral

Disagree

43%

9%

0%

Strongly
Disagree
0%

48%

35%

4%

0%

0%

22%

39%

17%

9%

0%

22%

52%

13%

0%

0%

35%

43%

9%

0%

0%

52%

30%

13%

4%

0%

22%

35%

13%

17%

0%

13%

30%

9%

30%

0%

22%
13%

52%
26%

9%
26%

4%
22%

0%
0%
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Throughout the data collection process, respondents expressed their concern regarding festivals and
one-day events. These are mostly associated with leakages due to outside vendors. Respondents
mentioned that many vendors at these events are not local. Respondents feel that because outside
vendors are used, many people to do not bother to go into downtown and use local businesses.

Environmental Impacts
Four questions were developed based on a review of existing research on environmental impacts
(Andersson and Lundberg, 2013; Choi and Sirakaya 2005; Crompton, Lee, and Shuster 2001;
Warnick, Bojanic and Xu 2013): What environmental impacts of festivals and events in the region have
been identified by the Wickenburg community? What measures or indicators does the Wickenburg
Chamber of Commerce use to measure these impacts? What plan is in place for the reduction of
these impacts to the community’s natural environment? Does the Wickenburg Chamber of
Commerce have memberships/partnerships with local, national, or international environmental
conservation groups?
It was found that the largest environmental impact occurs at Constellation Park during both Blue
Grass Festival and Gold Rush Days (Wickenburg Chamber of Commerce 2015). Grading of the
land for RV and general parking was seen as a large impact on the natural environment, although no
foliage is removed or damaged in this process. There is an increase in water usage during Gold Rush
Days; non-potable water is used to water the rodeo ground to reduce dust and maintain a cushion for
rodeo participants. According to the Wickenburg Chamber of Commerce, the chamber is mindful of
the gallons of water used during annual festivals and events. The interviews also reveal that many of
the impacts of general tourism to the area are managed through partnerships with the Bureau of
Land Management (BLM). Additionally, the Chamber of Commerce partners with the Arizona
Department of Game and Fish to minimize impact on wildlife. Coordination to minimize impacts is
also sought with the Nature Conservancy and the Wickenburg Conservation Foundation.
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Marketing Profile
Attractions 2014
With regard to purpose of visit to attractions in 2014, as Figure 21 shows, the most important reason
is leisure, followed by day trip, visiting friends and relatives and seasonal visitation. In the other
category, concert or show, birding, live here, and Webb Center were most frequently noted.

Figure 21 Purpose of Visit

Purpose of Visit
50%
40%

13%
1%

5%

3%

3%

15%
8%

The next question asked visitors to indicate the type of activity they have participated in or plan to
participate in during their visit. As Figure 22 illustrates, the top activities include culture/art/heritage
related, walking/hiking, nature, historic walking tour and entertainment (theater/play). Other
comparatively less popular activities include horseback riding, adventure, and business/convention.
In the other category, dining out, golf, and shopping are frequently detailed.

37

Figure 22 Popular Activities

Popular Activities
53%
42%
32%

27%

21%

19%

15%
8%

16% 15%

7%
0%

Respondents were asked to check the type of experience they are seeking during their visit to the
attractions. Educational, relaxation, natural, cultural and social are indicated as the top experience they
are seeking. See Figure 23 for an itemized breakdown.

Figure 23 Tourism Experience Sought

Tourism Experience Sought
42%

40%

41%
32%

32%
28%
22%

22%
16%
7%

14%

20%
13%
4%
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Approximately 72% of respondents are repeat visitors; some 28% indicate that this is their first visit
to Wickenburg. The majority of respondents came to Wickenburg this time because of the attraction
(62%). On average, people travelled 218 miles to come to Wickenburg. Given the fact that snowbirds
usually travel much farther than in-state visitors, the median is more reliable value to measure distance
traveled. Median distance traveled is 45 miles.
Wickenburg is the primary destination for more than 70% of visitors. For those who indicate that their
primary destination is somewhere else, Sun City (West), Phoenix, and Surprise are most frequently
stated. Moreover, most respondents (81.3%) are day-trippers and they spent approximately 4.7 hours
on average in Wickenburg. Overnight visitors comprised 18.3% and the mean and median of nights
spent in Wickenburg were 6.3 and 5 respectively. Overall, respondents are satisfied with their trip to
Wickenburg (Mean=1.32, where 1=very satisfied and 5=very dissatisfied). See Figures 24-27 for a
visual presentation.
Figure 24 Is This Your First Visit to Wickenburg?

First Time Visitors

Yes
28%

No
72%
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Figure 25 Is the Attraction Main Reason for Visiting?

Attractions-Main Reason for
Visiting

No
38%
Yes
62%

Figure 26 Is Wickenburg Your Primary destination?

Primary destination- Wickenburg

No
29%

Yes
71%
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Figure 27 Time Spent in Wickenburg

Time Spent in Wickenburg

19%

Day trip
Overnight

81%

Visitors’ motivation was measured on a 5-point Likert scale, where 1=strongly disagree, 5=strongly
agree. As Table 38 shows, respondents were motivated by both pull and push factors, such as to learn,
experience a new place, experience nature, location and weather. They are less motivated by factors
such as well known, sense of belonging and obligated to visit.
Table 38 Travel Motivations
Item
Experience a new place
Experience nature
To learn
Sense of belonging
Weather
Well known
Location
Obligated to visit
Other

Mean
3.55
3.53
3.65
2.39
3.17
2.70
3.29
1.75
3.16

Median
4
4
4
2
3
3
3
1
4
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Regarding the mode of transportation respondents used to visit Wickenburg, the majority drove their
own vehicle (80.8%); 8.6% of visitors used a rental car. Only 3.7%, 0.4% and 0.4% used their own
RVs, rental RVs and motor coach or bus respectively. The average size of the travel party is 4.9
persons and consists of 2 women and 1 man and no children. As Figure 28 illustrates, most visitors
travel with their family and friends; only 5.4% indicate that they are traveling alone.
The next question was how they heard about the attractions. As Figure 29 shows, most visitors knew
about it through word-of-mouth, followed by the internet, newspapers, and magazines. See the full
list of responses to follow.
Figure 28 Who are You Traveling with?

Who are your Traveling with?

2%
0%

6%
8%
27%

36%
21%

Figure 29 Source of Information

Source of Information
44%
36%
26%
12%
1%

6%

1%

3%
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The final section of the survey elicited information on respondents’ socio-demographic characteristics.
As shown in Table 39, the proportion of female visitors is significantly larger than male visitors. On
average, visitors are 63.07 years old, significantly older than the average age of 2010 Arizona visitors
statewide (46.8 years). The majority of respondents are well-educated with a degree from a college
(32%), postgraduate school (31.6%) or some college/technical school (27.3%). Almost 70% of
respondents earn more than $60,000 in annual household income.
Table 39 Socio-demographic Characteristics
Gender
Male
Female
Age
Education background
Some high school or less
High school graduate
Some college/technical school
College graduate
Post graduate school
Income level
<$20,000
$20,000-39,999
$40,000-59,999
$60,000-79,999
$80,000-99,999
$100,000-199,999
$200,000-299,999
$300,000 and above
Ethnicity
White
Black
Asian
Native Hawaiian
or other pacific islander
American Indian, Alaska Native
Other
Place of origin (based on zip code)
Wickenburg
Out of Wickenburg within
Arizona
Out of Arizona

Count
185
307
Mean= 63.07
Count
6
39
133
156
154
Count
11
37
71
58
67
122
14
15
Count
432
6
5
0
5
24
Count
17
269
189

Percentage
37.6
62.4

Median= 65
Percentage
1.2
8.0
27.3
32.0
31.6

Percentage
2.8
9.4
18.0
14.7
17.0
30.9
3.5
3.8

Percentage
91.5
1.3
1.1
0
1.1
5.1

Percentage
3.6
56.6
39.8
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Gold Rush Days Festival (2014)
When asked to characterize the primary purpose of their visit to Wickenburg, the most important
reason was the Gold Rush Festival, followed by visiting friends and relatives, leisure and day-trip.
Those who visited Wickenburg due to a seasonal visitation opportunity, climate, weekend trip, and
passing through are comparatively less. Some other reasons such as performance at the theater and
Webb Center are also listed.
Figure 30 Purpose of Visit

Purpose of Visit
50.0%

14.7%

13.1%

GOLD RUSH
FESTIVAL

VISITING FRIENDS
AND RELATIVES

8.1%

8.1%

DAY TRIP

LEISURE

OTHER

The next question asked visitors to indicate what activities they had participated in or planned to
participate in during their visit. The top activities include entertainment (theatre/play), attending an
art show, visiting a museum, and antique shopping as shown in Figure 31. Other comparatively less
popular activities include horseback riding, historic walking tour, birding and business/convention.
Other activities also referred to Wild West culture, rodeo and Gold Rush parade.
Figure 31 Popular Activities

Popular Activities
36%
26%

26%
23%

21%
16%

Entertainment

Attending art
show

Museum

Antique shopping Walking/hiking

Other
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Information was also elicited on travel behavior. As Figures 32 and 33 illustrate, more than 50% are
repeat visitors, and Gold Rush Days festival is the main reason to visit Wickenburg for the majority
of the visitors. Median distance traveled to Wickenburg is 40 miles and the average is 264 miles.
Given that snowbirds usually travel much farther than in-state visitors, the average value is skewed.
Wickenburg is the primary destination for the majority of visitors. Furthermore, most respondents
are day-trippers and spent around 5.88 hours on average in Wickenburg. Approximately 29.4% of
respondents are overnight visitors. Average and median number of nights were calculated to be 6
and 4 respectively. Almost all respondents were satisfied with their visit to Wickenburg.

Figure 32 Is this Your First Visit to Wickenburg?

First Time Visitors

42%
58%

Visitors with a final destination other than Wickenburg included Peoria, Yuma, Phoenix, Aguila,
Yarnell and Sun City.
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Figure 33 Is Gold Rush Days the Main Reason for Visiting Wickenburg?

Gold Rush Days- Main Reason for Visiting

39%

61%

Motivation of visitors was measured on a 5-point Likert scale, where 1=strongly disagree,
5=strongly agree. The respondents were motivated to visit based on both pull and push factors. As
Table 40 shows, top motivation items are to enjoy the festival mood, escape from routine life, be
with friends and family, and view local community/culture.
Table 40 Travel Motivations

To enjoy the festival mood
To satisfy my curiosity
To relieve stress
To escape from routine life
To be with friends
To spend time with family
To view local community/culture
Variety of things to see and do
It is part of my heritage
Be with people of same interests
To purchase arts and crafts

Mean
3.74
3.26
2.70
3.32
3.71
3.54
3.56
3.66
2.33
2.37
2.99

Median
4.00
3.00
3.00
4.00
4.00
4.00
4.00
4.00
1.00
2.50
3.00
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With regard to mode of transportation used, most respondents drive their own vehicle (88.8%); only
7.7% and 3.5% used their own RVs and rental cars respectively. The average size of the travel party
is 5.9 persons, consisting of 2 women, 1 man, and 2 children. Median party size is 5. Most people
travelled with their family and friends, and only 4.6% indicated that they travelled alone (see Figure
35). The next question asked visitors how they heard about the Gold Rush Festival. As Figure 36
illustrates, many found out of the festival from friends and newspapers, followed by the internet and
word of mouth.
Figure 34 Mode of Transportation

Mode of Transportation
89%

4%
OWN VEHICLE

RENTAL CAR

8%
OWN RV

Figure 35 Who are You Traveling with?

Who are You Traveling With?
5%
40%
38%

17%
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Figure 36 Source of Information

Source of Information

25%

23%

22%
19%
15%

FRIENDS

NEWSPAPER

ONLINE/WEBSITE

WOM

OTHER

The final section in the survey elicited information on socio-demographic characteristics. As shown
in Table 41, the number of female visitors is significantly larger than that of males. Average age of
visitors to the festival is 58 years. The majority of respondents are well-educated, with a degree from
some college/technical school, college or postgraduate school.
Almost half of the respondents earn more than $80,000 annually, and only 5.8% of the respondents
earn annual household income below 20,000. With regard to ethnicity, the majority of the
respondents are White.
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Table 41 Socio-demographic Characteristics
Gender
Male
Female
Age
Education background
Some high school or less
High school graduate
Some college/technical school
College graduate
Post graduate school
Income level
<$20,000
$20,000-39,999
$40,000-59,999
$60,000-79,999
$80,000-99,999
$100,000-199,999
$200,000-299,999
$300,000 and above
Ethnicity
White
Black
Asian
Native Hawaiian or other
pacific
islander
American Indian, Alaska Native
Other

Count
55
105
Mean=58.21
Count
4
24
65
33
32
Count
8
20
24
18
35
28
3
1
Count
140
0
0

Percentage
34.4
65.6
Median=63
Percentage
2.5
15.2
41.1
20.9
20.3
Percentage
5.8
14.6
17.5
13.1
25.5
20.4
2.2
.7
Percentage
93.3
0.0
0.0

0

0.0

2
8

1.3
5.3
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Blue Grass Festival 2014
As Figure 37 illustrates, the most important reason for people to visit Wickenburg is the Bluegrass
festival. Those who visited Wickenburg due to other factors such as visiting friends and relatives,
weekend trip, leisure and passing through are few. Another reason was snowbirding.
Figure 37 Purpose of Visit

Purpose of Visit
83.6%

4.1%
ATTRACTION_FESTIVAL PASSING THROUGH

5.6%

6.7%

4.6%

WEEKEND TRIP

VISITING FRIENDS AND
RELATIVES

LEISURE

Visitors were also asked about the activities they had participated in or planned to participate in
during their visit. As presented in Figure 38, the top activities include entertainment (theatre/play),
walking/hiking, antique shopping and visiting a museum. Less popular activities included historic
walking tour, horseback riding, and birding. In the other category, the most frequently listed activity
is dining.
Figure 38 Popular Activities

Popular Activities
40.0%
27.7%
19.5%
11.8%
MUSEUM

8.7%

4.6%
HORSEBACK
RIDING

ENTERTAINMENT WALKING/HIKING

HISTORIC
WALKING TOUR

2.6%
ANTIQUE
SHOPPING

BIRDING

With regard to travel behavior, almost half the respondents were first time visitors. See Figure 39.
The majority of respondents came to Wickenburg this time because of the Bluegrass Festival. On
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average, people travelled 252 miles to arrive at Wickenburg. Given that snowbirds usually travel
much further than in-state visitors, the indicator of median is more reliable; it was 60 miles.
Furthermore, Wickenburg is the primary destination for the majority of visitors (88.3%). For others,
the final destination includes Las Vegas, Surprise, Tucson, Phoenix and Apache Junction .
Approximately half of visitors are day-trippers who spend around 7 hours on average in
Wickenburg. Almost 49.7% of respondents are overnight visitors and the mean and median number
of nights are 7 and 3 respectively. Overall, respondents are satisfied with their visit to Wickenburg
(mean=1.49, where 1=very satisfied and 5=very dissatisfied).
Figure 39 Is This Your First Visit To Wickenburg?

First Time Visit

48%

52%

Figure 40 Is the Festival Your Main Reason for Visiting?

Blue Grass Festival:
Main Reason for
Visiting

15%

85%

51

Visitors’ motivation for visiting is measured on a 5-point Likert scale, where 1=strongly disagree,
5=strongly agree. The respondents were motivated by enjoying the festival mood, being with
friends, and being with people with the same interests. For more details, please see Table 42.
Table 42 Travel Motivations

To enjoy the festival mood
To satisfy my curiosity
To relieve stress
To escape routine life
To be with friends
To spend time with family
To view local
community/culture
Variety of things to see and do
It is part of my heritage
Be with people of same
interests
To purchase arts and crafts

Mean
4.21
3.27
3.04
3.27
3.82
3.31

Median
4.00
3.00
3.00
4.00
4.00
4.00

3.40

4.00

3.42
2.19

4.00
1.00

3.51

4.00

2.53

2.00

With regard to travel behavior, as Figure 40 shows, the majority drove their own vehicle. Around
26% of the visitors used their own RVs. Only 2.6% used rental cars. The average size of the travel
party is 3.9 persons, consisting of 1.9 women, 1.8 men, and 0.14 children.
Figure 41 Mode of Transportation

Mode of Transportation
26%

3%
71%
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Figure 42 presents the type of party visitors are traveling with. Most people travel with their family
and friends. The next question asked visitors how they heard about the Bluegrass Festival. Many
visitors learned about it through the internet, followed by newspapers, word-of-mouth and friends.
See Figure 43 for a detailed breakdown.
Figure 42 Who are You Traveling With?
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Figure 43 Source of Information
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The final section of the survey elicited information on socio-demographic characteristics. As shown
in Table 43, the number of female visitors is significantly higher than that of males. The average age
is 62.38 years. The majority of respondents are well educated, with some college/technical school or
graduated from college or postgraduate school. More than 60% of the respondents earn more than
$60,000 in annual household income. The majority of visitors are White.
Table 43 Socio-demographic Characteristics
Gender
Male
Female
Age
Education background
Some high school or less
High school graduate
Some college/technical school
College graduate
Post graduate school
Income level
<$20,000
$20,000-39,999
$40,000-59,999
$60,000-79,999
$80,000-99,999
$100,000-199,999
$200,000-299,999
$300,000 and above
Ethnicity
White
Black
Asian
Native Hawaiian or other pacific
islander
American Indian, Alaska Native
Other

Count
85
107
Mean=62.38
Count
3
19
66
52
47
Count
11
16
30
30
22
29
0
6
Count
177
0
0

Percentage
44.3%
55.7%
Medium=66.00
Percentage
1.6%
10.2%
35.3%
27.8%
25.1%
Percentage
7.6%
11.1%
20.8%
20.8%
15.3%
20.1%
0.0%
4.2%
Percentage
97.3%
0.0%
0.0%

2

1.1%

0
3

0.0%
1.6%
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One Day Events- 2014
Respondents were asked to provide the primary purpose of their visit to Wickenburg. Figure 44
shows that seasonal visitation, visiting friends and relatives, day trip, and leisure are the most
important reasons for visiting one-day events in Wickenburg. In the other category, reasons include
shopping, beer drinking, team roping, and riding a motorcycle.
Figure 44 Purpose of Visit
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The next question asked visitors about their participation in relevant activities during their visit. The
top activities included visiting a museum, entertainment, and antique shopping as illustrated in
Figure 45. Approximately 10.4% pursued the following activities: nature, adventure and attending
an art show. The other category included shopping and dining.
Figure 45 Popular Activities
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With regard to travel behavior, almost half the surveyed population are repeat visitors (see Figure
46). More than 60% of respondents came to Wickenburg because of a one-day event. The average
distance traveled was 212 miles, and median distance of 40 miles, with the latter value offering a
more precise calculation given the outlier effects of snowbirds. Wickenburg is the primary
destination for most of the respondents. Most respondents are also day-trippers, and the average
number of hours spent in Wickenburg is 5.4. Approximately 28% of the respondents stay overnight
in Wickenburg, and the mean and median number of nights are 25.9 and 2, respectively. Mean value
is skewed because of length of stay reported by snowbirds. Overall, one-day event visitors are highly
satisfied with their visit to Wickenburg.
Figure 46 Is This Your First Visit to Wickenburg?

First Time Visit

49%
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Figure 47 Is the One-Day Event Main Reason for Visiting?

One Day Event:
Main Reason for Visiting
19%

81%
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For visitors with a final destination other than Wickenburg, the following places were listed:
Congress, Surprise, Goodyear, Mexico, Peoria, Phoenix and North Ranch.
Visitors’ motivation was measured on a 5-point Likert scale, where 1=not important, 5=extremely
important. The visitors are significantly driven by pull factors, such as to enjoy the festival mood, to
view local community/culture, and the variety of things to see and do. For more details, please see
Table 44.
Table 44 Travel Motivations

To enjoy the festival mood
To satisfy my curiosity
To relieve stress
To escape routine life
To be with friends
To spend time with family
To view local community/culture
Variety of things to see and do
It is part of my heritage
Be with people of same interests
To purchase arts and crafts

Mean
3.93
3.13
2.18
2.95
2.99
2.90
3.57
3.57
2.15
2.95
2.50

With regard to mode of transportation, as shown by Figure 48, the majority of visitors drove their
own vehicle. The average party size is 2.57, and most parties consist of one woman, one man, and
one child.
Figure 48 Mode of Transportation
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Most attended the events with their family and friends as illustrated in Figure 49. The next question
asked visitors how they heard about the one-day event. As presented in Figure 50, the primary
channels include newspaper, internet, word-of-mouth and Wickenburg Chamber of Commerce.
Figure 49 Who are You Traveling With?

Who are You Traveling With?
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Figure 50 Source of Information
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The final section of the survey elicited information on socio-demographic characteristics. As
revealed by Table 45, female visitors accounted for more than males. The average age of
respondents is 64 years. Nearly half the number of visitors have earned a college degree and/or
above and approximately 60% earned more than $ 60,000 in annual household income. See the
details in Table 45.
Table 45 Socio-demographic Characteristics
Gender
Male
Female
Age
Education background
Some high school or less
High school graduate
Some college/technical school
College graduate
Post graduate school
Income level
<$20,000
$20,000-39,999
$40,000-59,999
$60,000-79,999
$80,000-99,999
$100,000-199,999
$200,000-299,999
$300,000 and above
Ethnicity
White
Black
Asian
Native Hawaiian or other pacific islander
American Indian, Alaska Native
Other

Count

Percentage

46
57
Mean=63.88
Count
4
15
35
26
27
Count
5
11
18
16
9
19
2
3
Count
91
2
0
0
2
7

44.7
55.3
Median=67
Percentage
3.7
14.0
32.7
24.3
25.2
Percentage
6.0
13.3
21.7
19.3
10.8
22.9
2.4
3.6
Percentage
89.2
2.0
0.0
0.0
2.0
6.9
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Attractions 2015
With regard to purpose of visit, the majority of respondents chose day trip and leisure. Figure 51
presents a detailed breakdown. Less influential factors include climate and passing through. In the
other category, shopping, trade shows, and dining out are most frequently reported.
Figure 51 Purpose of visit
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Visitors were asked to indicate what activities they had participated in or planned to participate in
during their visit. The top activities are cultural/arts/heritage related, walking/hiking, historic walking
tour and nature-based activities (29.8%). For more details, please see Figure 52.
Figure 52 Popular Activities
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With regard to the type of experience sought at the attractions, Figure 53 shows that education, is
indicated as the most important experience sought followed by relaxation, natural experiences, cultural
experiences and social experiences.
Figure 53 Tourism Experience Sought
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Next, an effort was made to understand visitors’ travel behavior. Figure 54 reveals that more than half
the respondents are repeat visitors to Wickenburg’s attractions. Also, for the majority of respondents,
the attraction was the main reason for visiting as illustrated in Figure 55. The average distance people
travelled was 163.08 miles, and the median distance was 50 miles.
Figure 54 Is this Your First Visit to Wickenburg?

First visit
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Figure 55 Are Attractions the Main Reason for Visiting Wickenburg?

Attractions: Main Reason Reason for Visit

No
40%
Yes
60%

Wickenburg is the primary destination for almost 70% of the respondents. For those who indicate that
their primary destination is somewhere else, Sun City (West), Phoenix, and Buckeye were frequently
mentioned. Almost 87% of the respondents are day-trippers and spent around 4.5 hours on average in
Wickenburg. Overnight visitors are 13% and the mean and median number of nights spent are 4.63
and 2.5 respectively. Overall, respondents are highly satisfied with their trips to Wickenburg (with a
mean of 1.33 on a 1-5 Likert scale where 1=very satisfied and 5=very dissatisfied).
Respondents were asked about what motivates them to visit the attractions and Wickenburg on a 5point Likert scale. Respondents were highly motivated by items such as experience a new place, to
learn, to experience nature and location. For more details, see Table 46.

Table 46 Travel Motivations

Experience a new place
Experience nature
To learn
Sense of belonging
Weather
Well known
Location
Obligated to visit
Other

Mean
3.77
3.46
3.67
2.29
2.98
2.64
3.26
1.73
3.35

Median
4
4
4
2
3
3
3
1
4
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With regard to travel behavior, the majority of respondents drove their own vehicles. The average
party size is 3.4 persons. Most parties consist of 1 woman, 1 man, and 2 children. Most visitors travel
with their family and friends as illustrated in Figure 56.
Figure 56 Who are You Traveling With?

Who are You Traveling With?
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With regard to sources of information, the primary channels were word-of-mouth, the internet and
magazines. For a more detailed breakdown, see Figure 57.
Figure 57 Source of Information
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The final section of the survey elicited information on socio-demographics. As Table 47 on the next
page shows, the average age of visitors is 62 years. Almost 92% of them have at least earned some
college/technical degree. More than half of the visitors have an annual income of above $60,000 and
most are White.
Table 47 Socio-demographic Characteristics
Gender
Male
Female
Age
Education background
Some high school or less
High school graduate
Some college/technical school
College graduate
Post graduate school
Income level
<$20,000
$20,000-39,999
$40,000-59,999
$60,000-79,999
$80,000-99,999
$100,000-199,999
$200,000-299,999
$300,000 and above
Ethnicity
White
Black
Asian
Native Hawaiian or other pacific
islander
American Indian, Alaska Native
Other
Place of origin (based on zip code)
Wickenburg
Out of Wickenburg within
Arizona
Out of Arizona

Count
76
89
Mean= 62.35
Count
0
13
41
64
42
Count
7
13
15
27
25
37
5
5
Count
153
0
0

Percentage
46.1
53.9
Median= 65
Percentage
0.0
8.1
25.6
40.0
26.3
Percentage
5.2
9.7
11.2
20.1
18.7
27.6
3.7
3.7
Percentage
96.2
0.0
0.0
0.0

0
2
4
Count
2

1.3
2.5
Percentage
1.2

49
110

30.4
68.3
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Gold Rush 2015
With regard to the primary purpose of visit, the majority of respondents selected Gold rush festival,
followed by day trip, seasonal visitation and leisure. For a more detailed breakdown, see Figure 58.
Other reasons include attending art-related activities, concerts and rodeos.
Figure 58 Purpose of Visit
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Visitors were asked to indicate what activities they had participated in or planned to participate in
during their visit. The top activities are attending art show, museum, and antique shopping. See
Figure 59.
Figure 59 Popular Activities
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In the other category, the most frequently listed activities are Wild West culture, rodeo, Gold Rush
Parade, shopping, golf, roping, visiting family and friends, and food and beverage.
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With regard to travel behavior, half the visitors are first time visitors and for the majority, the Gold
Rush Days festival is the main reason for visiting Wickenburg. Average distance travelled is 481.24
miles, with the median value being 60 miles.
Figure 60 Is This Your First Visit to Wickenburg?

First Time Visit

50%

50%

Figure 61 Is the Gold Rush Days Main Reason for Visiting?

Gold Rush Days: Main Reason for Visiting

31%
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Wickenburg is the primary destination for almost 70% of the respondents. For those who indicated
that their primary destination was not Wickenburg, places mentioned included Buckeye, Congress,
Cottonwood, Goodyear, Sun City, Yuma and Phoenix. Almost 82% of the respondents are day66

trippers and spent around 6.4 hours on average in Wickenburg. Approximately 18% of the visitors
stayed overnight; mean and median number of nights is 11.38 and 4 respectively. Overall,
respondents are highly satisfied with their trip to Wickenburg (with a mean rating of 1.43 where
1=very satisfied and 5=very dissatisfied). With regard to motivation, as Table 48 illustrates, the
visitors are highly motivated by items such as enjoying the festival mood, variety of things to see
and do, and to be with friends.
Table 48 Travel Motivations
Motivation
To enjoy the festival mood
To satisfy my curiosity
To relieve stress
To escape routine life
To be with friends
To spend time with family
To view local
community/culture
Variety of things to see and do
It is part of my heritage
Be with people of same interests
To purchase arts and crafts

Mean
3.88
3.19
2.64
3.24
3.54
3.36
3.55
3.64
1.97
2.94
2.68

The majority of the visitors drove their own vehicle (see Figure 62). Average party size is 6.26
persons. Most visitor parties consist of 2 women, 2 men, and 2 children.
Figure 62 Mode of Transportation

Mode of Transportation
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Most people travel with their family and friends, and very few went with an organized group or
traveled with business associates (see Figure 63). Regarding information sources, the primary
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information channels of the festival are internet (34.4%) and friends (32.9%), followed by
newspaper (29.3%) and word-of-mouth (24.2%). The full list of responses follows.
Figure 63 Who are You Traveling with?
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Figure 64 Source of Information
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The final section in the survey elicited information on socio-demographics. The results are presented
in Table 49. The average age of visitors is 63 years. Nearly 78% of respondents have earned a
degree from some college/technical school or graduated from college or postgraduate school.
Almost 45% of the respondents have an annual household income between $40,000 and $ 79,999.
Table 49 Socio-demographic Characteristics
Gender
Male
Female
Age
Education background
Some high school or less
High school graduate
Some college/technical school
College graduate
Post graduate school
Income level
<$20,000
$20,000-39,999
$40,000-59,999
$60,000-79,999
$80,000-99,999
$100,000-199,999
$200,000-299,999
$300,000 and above
Ethnicity
White
Black
Asian
Native Hawaiian or other pacific islander
American Indian, Alaska Native

Count

Percentage

169

53.1

149
Mean=63.41
Count
3
68
108
81
56
Count
14
29
52
64
47
38
3
10
Count
290
1
3
0
1

46.9
Median=67.00
Percentage
0.9
21.5
34.2
25.6
17.7
Percentage
5.4
11.3
20.2
24.9
18.3
14.8
1.2
3.9
Percentage
95.4
.3
1.0
0
.3
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APPENDIX
Table 1 Definition of Tax Types for State and Local Governments
Transaction Type

Social Insurance Taxes:
Employee Contribution

Description
State and local government dividends refers to investment-based
dividends paid by corporations to government.
The social insurance contribution is paid by state employees
towards State sponsored pensions instead of social security.

Social Insurance Taxes:
Employer Contribution

The social insurance contribution is paid by the State towards State
sponsored pensions instead of social security.

Indirect Business Tax:
Sales Tax

Sales taxes payment to State and Local government.

Indirect Business Tax:
Property Tax

Levied on Real Estate, property taxes are paid by corporations to
State and Local governments. Due to the special situation associated
with Sector 361, this category involves payments of property taxes
based on homes.

Indirect Business Tax:
Motor Vehicle

Taxes levied by State and Local governments on motor vehicle
license.

Indirect Business Tax:
Severance

Taxes imposed by a State on extracting natural resources.

Indirect Business Tax:
Other taxes

Other taxes collected by State and Local governments, such as
business licenses, documentary and stamp taxes.

Dividends

Corporate Profits Tax

This category consists of fines (such as parking and speeding
tickets), fees (State and County park passes or day fees) and
donated funds.
Corporate profits taxes paid to State and Local governments.

Personal Tax:
Income Tax

Individuals' income taxes payments to State and Local Government
through withholding, declarations and final settlement, less refunds.

Personal Tax:
Non-tax (fines and fees)

Household personal non-tax paid to State and Local Governments,
including fines, donations, passport and immigration fees, and
migratory bird-hunting stamps.

Personal Tax:
Motor Vehicle Licenses

Household personal motor vehicle fee paid to State and Local
governments.

Personal Tax:
Property Taxes

Household personal property tax paid to State and Local
governments. Dividend, interest, and rental income of persons with
capital consumption adjustment sometimes fall under the category of
property income.

Personal Tax:
Other Taxes
(fishing/hunting)

Other miscellaneous fees and licenses paid to State and Local
governments, such as hunting and fishing licenses, marriage
licenses, registration of pleasure boats, and licenses for pets.

Indirect Business Tax:
S/L Non-taxes

Source: IMPLAN (2014)
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Table 2 Definition of Tax Types for Federal Government
Transaction Type

Indirect Business Tax:
Excise Taxes

Description
The employee paid portion for Federal social insurance, including
payments by employees, the self-employed, and other individuals
who take part in the government programs of hospital insurance,
supplementary medical insurance; old-age, survivors, and disability
insurance (social security, FICA); unemployment insurance,
railroad retirement; veteran’s life insurance, and temporary
disability insurance.
The employer paid portion for Federal social insurance, including
social security, unemployment insurance, medical and retirement
plans
Excise taxes collected by Federal government on alcohol, tobacco,
telephones, coal, fuels, air transportation, vehicles, and so on.

Indirect Business Tax:
Custom Duty

This category refers to gross collections net refunds.

Indirect Business Tax:
Non-Taxes

This category includes petroleum royalties, fines, regulatory fees,
forfeitures and donated funds.

Corporate Profits Tax:
Personal Tax:
Income Tax

Corporate profits tax payment to Federal governments.
Individuals' income taxes payment to the Federal Government
through withholding, declarations and final settlement, less refunds.

Social Insurance Taxes:
Employee Contribution

Social Insurance Taxes:
Employee Contribution

Source: IMPLAN (2014)
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Attractions Survey
WICKENBURG CHAMBER OF COMMERCE
Marketing Profile and Economic Impact of Visitors to Wickenburg
Thank you for agreeing to participate in this survey. Knowing about your travel and spending behavior
will help us determine marketing profile of visitors to Wickenburg and their economic impact. This
questionnaire should not take more than eight minutes of your time to complete. Your response is very
important to the success of this study.
We understand that privacy is of utmost importance to you. Your participation is voluntary. You can
choose not to participate or to withdraw from the study at any time. Your responses will be kept
confidential and only used in an aggregate form. If you have any questions concerning the research study,
please contact Deepak Chhabra, School of Community Resources and Development, Arizona State
University at 602-496-0172; deepak.chhabra@asu.edu.
Sincerely
Deepak Chhabra
Associate Professor, ASU


Section I: Purpose of visit and preferred activities
1) What is the primary purpose of your visit? (Please check one or more of the following)
 Leisure
 Business/conference
 Climate
 Passing through
Day Trip
 Weekend trip
 Visiting friends and relatives
 Seasonal visitation
 Other, please describe:



2) Please check each listed activity you have participated in or plan to participate in during your visit:
 Cultural/arts/heritage related
 Nature-based
 Horseback riding
 Entertainment (theater/play)
 Walking/Hiking
 Adventure
 Attending Art Show
 Business/convention  Historic walking tour

Antique shopping
 Birding
 Other, please describe:
3) Is this your first visit to Wickenburg?

 Yes

 No

4) Was this attraction the main reason for visiting this town?

 Yes

 No

5) Distance traveled to the Hassayampa River Preserve: _________(miles- one way)
6) Is Wickenburg your primary destination?
If no, your final destination is: _______

 Yes

 No
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7) How much time are you planning to spend in Wickenburg?  Day trip  Overnight
If day tripper, number of hours: ____
If overnight, number of nights______

Section II: Trip motives
8) Please indicate the importance of each motivation in influencing your decision to visit
Wickenburg:

Experience a new place
Experience nature
To learn
Sense of belonging
Weather
Well known
Location
Obliged to visit
Other, please describe

Not
Important

Slightly
Important

Moderately
Important

Very
Important

Extremel
y
Important

1
1
1
1
1
1
1
1
1

2
2
2
2
2
2
2
2
2

3
3
3
3
3
3
3
3
3

4
4
4
4
4
4
4
4
4

5
5
5
5
5
5
5
5
5

Section III: Travel Behavior in Wickenburg
9) What mode of transportation did you use to arrive here? (Please check one)
 Own vehicle
 Rental RV
 Rental car
 Own RV
Motorcoach or bus
 Other, please describe:



10) How many people are in your party? Number of women: ____ Number of men:____ Number
of children:__________
11) Who is traveling with you? (Please check one of the following)
 Family and Friends
 Friends only
 Family only
Organized group
 Traveling alone
 Business Associates
Other, please describe:




12) What sources did you use to obtain information on the Hassayampa River Preserve and
Wickenburg (Please check all that applies to you)?
 Newspaper
 Radio
 Online/Website
 Word-ofMouth
 Magazine
 TV  Social networking sites
 Other, please describe:
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13) During the course of your visit, what is the approximate amount you or your immediate group
has spent or plans to spend in each of the following categories? (Please do your best to provide an
estimate because your responses are very important for us to determine economic impact of tourism).
Item
Lodging

Already spent ($)

Total Plan to spend ($)

Motel
RV
B&B
Visiting Friends & Relatives
Other, please specify
Admission and fees
Restaurants
Grocery
Gas
Shopping/art/antiques
Other, please specify
14) What type of experience are you seeking during your visit? (check all that apply)
 Social
 Good service
 Nostalgia
please describe:

 Spiritual
 Educational
 Relaxation
 Shopping
 Family fun
 Cultural
 Authentic high desert

 Entertainment
 Natural
 Western hospitality
 Other,

15) What is your overall satisfaction level of this visit to Wickenburg?
 Very satisfied
 Satisfied
 Somewhat satisfied
 Neutral
 Somewhat dissatisfied
 Dissatisfied
 Very
dissatisfied
 Other, please describe:
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Section III: User Profile
16) What is your gender?

 Male

 Female

17) What year were you born? __________
18) Which of the following best describes the highest level of education you have completed?
 Some high school or less
 High school graduate
 Some
college/technical school
 College graduate
 Post graduate school
19) What is your zip code? ________
20) What is your approximate household income before taxes?
 < $20,000
 $20,000 – 39,999
 $40,000 – 59,999
 $60,000 – 79,999
 $80,000 – 99,999
 $100,000 – 199,999
 $200,000 – 299,999
 $300,000 and Above
21) What is your ethnicity? (Please check one)
 White
 Black
 Asian
 Native Hawaiian or Other Pacific Islander
 American Indian, Alaska Native  Other, Please describe:
Thank You
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Gold Rush Days Festival 2014 Survey
WICKENBURG CHAMBER OF COMMERCE
Marketing Profile and Economic Impact of Visitors to Wickenburg
Thank you for agreeing to participate in this survey. Knowing about your travel and spending behavior
will help us determine marketing profile of visitors to the Gold Rush Days festival and Wickenburg and
assess their economic impact. This questionnaire should not take more than eight minutes of your time to
complete. Your response is very important to the success of this study.
We understand that privacy is of utmost importance to you. Your participation is voluntary. You can
choose not to participate or to withdraw from the study at any time. Your responses will be kept
confidential and only used in an aggregate form. If you have any questions concerning the research study,
please contact Deepak Chhabra, School of Community Resources and Development, Arizona State
University at 602-496-0172; deepak.chhabra@asu.edu.
Sincerely
Deepak Chhabra
Associate Professor, ASU


Section I: Purpose of visit and preferred activities
1) What is the primary purpose of your visit? (Please check one or more of the following)
 Gold Rush Days
 Business/conference
 Climate
 Passing
through
 Day Trip
 Weekend trip
 Visiting friends and
relatives
 Seasonal visitation
 Leisure
 Other, please describe:
2) Please check each listed activity you have participated in or plan to participate in during your visit
in addition to attending the Gold Rush festival:
 Cultural/arts/heritage related
 Nature-based
 Horseback riding
 Entertainment (theater/play)
 Walking/Hiking
 Adventure
 Attending Art Show
 Business/convention  Historic walking tour

Antique shopping
 Birding
 Other, please describe:
3) Is this your first visit to the Gold Rush Days festival?

 Yes

4) Was this festival the main reason for visiting Wickenburg?
a. If no, are you extending your stay because of the Gold Rush Days?

 No
 Yes
 Yes

5) Where are you coming from? ______________
Distance traveled to the Gold Rush festival: _________ (miles- one way)
6) Is Wickenburg your primary destination?
If no, your final destination is: _______

 Yes

 No
 No
a.

 No
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7) How much time are you planning to spend in Wickenburg?  Day trip
 Overnight
a. If day trip, number of hours: ____
If overnight, number of nights: ______
b. If overnight, are you staying in Wickenburg?  Yes
 No
8) How many times have you been to Wickenburg? ___________
9) If local resident, please answer this Q. (otherwise move to Q. 10): If the festival was not happening, would
you have traveled out of town to attend another event?  Yes
 No

Section II: Trip motives
10) Please indicate the importance of each motivation in influencing your decision to attend the Gold Rush
Days festival:

To enjoy the festival mood
To satisfy my curiosity
To relieve stress
To escape from routine life
To be with friends
To spend time with family
To view local community/culture
Variety of things to see and do
It is part of my heritage
Be with people of same interests
To purchase arts & crafts
Other, please describe

Not
Important

Slightly
Important

Moderately
Important

Very
Important

Extremel
y
Important

1
1
1
1
1
1
1
1
1
1
1
1

2
2
2
2
2
2
2
2
2
2
2
2

3
3
3
3
3
3
3
3
3
3
3
3

4
4
4
4
4
4
4
4
4
4
4
4

5
5
5
5
5
5
5
5
5
5
5
5

Section III: Travel Behavior in Wickenburg
11) What mode of transportation did you use to arrive here? (Please check one)
 Own vehicle
 Rental RV
 Rental car
 Own RV
Motorcoach or bus
 Other, please describe:
12) How many people are in your party? Women: ____ Men:____ Children:__________



13) Who is traveling with you? (Please check one of the following)
 Family and Friends
 Friends only
 Family only
 Organized group
 Traveling alone
 Business Associates
 Other, please describe:
14) What sources did you use to obtain information on the Gold Rush Days festival and Wickenburg (Please
check all that applies to you)?
 Newspaper
 Radio
 Online/Website
 Word-of-Mouth

Magazine
 Friends
 Social networking sites  TV
 Other, please describe:
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15) During the course of your visit, what is the approximate total amount you or your immediate group has
spent or plans to spend in each of the following categories at the festival and in Wickenburg in general (if
visiting from out of town)? (Please do your best to provide an estimate because your responses are very
important to determine economic impact of tourism).
Item (please answer in $)

Already spent
outside Wickenburg

Total plan to spend
at festival site

Total plan to spend in Wickenburg
outside the Gold Rush Days site

Lodging
Motel
RV
B&B
Visiting Friends/Relatives
Other, please specify
Admission fees
Food/restaurants
Grocery
Gas
Car Rental
Vehicle repair
Shopping/art/antiques
Entertainment
Other, please specify
16) What type of experience are you seeking during your visit? (check all that apply)
 Social
 Spiritual
 Educational
 Entertainment
Natural
 Relaxation
 Shopping
 Western hospitality
 Good service
 Family fun
 Cultural
 Stimulating & Exciting
 Nostalgia
 Authentic high desert
 Novelty
Other, please describe:
17) What is your overall satisfaction level of this visit to Wickenburg?
 Very satisfied
 Satisfied
 Somewhat satisfied
Neutral
 Somewhat dissatisfied
 Dissatisfied
dissatisfied
 Other, please describe:

 Very






18) Will you return to Wickenburg to visit other attractions/events?  Yes  No
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Section III: User Profile
19) What is your gender?

 Male

 Female

20) What year were you born? __________
21) Which of the following best describes the highest level of education you have completed?
 Some high school or less
 High school graduate
 Some
college/technical school
 College graduate
 Post graduate school
22) What is your zip code? ________
23) What is your approximate household income before taxes?
 < $20,000
 $20,000 – 39,999
 $40,000 – 59,999
 $60,000 – 79,999
 $80,000 – 99,999
 $100,000 – 199,999
 $200,000 – 299,999
 $300,000 and Above
24) What is your ethnicity? (Please check one)
 White
 Black
 Asian
 Native Hawaiian or Other Pacific Islander
 American Indian, Alaska Native  Other, Please describe:
Thank You
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Blue Grass Festival 2014 Survey
WICKENBURG CHAMBER OF COMMERCE
Marketing Profile and Economic Impact of Visitors to Wickenburg
Thank you for agreeing to participate in this survey. Knowing about your travel and spending behavior
will help us determine marketing profile of visitors to Annual Wickenburg Bluegrass Festival and
Wickenburg and assess their economic impact. We understand that privacy is of utmost importance to
you. Your participation is voluntary. You can choose not to participate or to withdraw from the study at
any time. Your responses will be kept confidential and only used in an aggregate form. If you have any
questions concerning the research study, please contact Deepak Chhabra, School of Community
Resources and Development, Arizona State University at 602-496-0172; deepak.chhabra@asu.edu.
Sincerely
Deepak Chhabra
Associate Professor, ASU


Section I: Purpose of visit and preferred activities
1) What is the primary purpose of your visit? (Please check one or more of the following)
 Bluegrass Festival
 Passing through
 Day Trip
 Weekend trip
 Visiting friends and relatives
 Leisure
 Other, please describe:
2) Please check each listed activity you have participated in or plan to participate in during your visit
in addition to attending the Bluegrass Festival:
 Museum
 Horseback riding
 Entertainment
 Walking/Hiking
 Historic walking tour
 Antique
shopping
 Birding
 Other, please describe:
3) Is this your first visit to the Bluegrass Festival?

 Yes

 No

4) Was this festival the main reason for visiting Wickenburg?

 Yes

 No

a. If no, are you extending your stay because of the Bluegrass Festival?  Yes  No
b. If you have been coming for more than 10 years, indicate how many:____________
5) Where are you coming from?

______________
a. Distance traveled to the Bluegrass Festival: _________ (miles- one way)

6) Is Wickenburg your primary destination?

 Yes

 No

If no, your final destination is: _______
7) How much time are you planning to spend in Wickenburg?  Day trip

 Overnight

a. If day trip, number of hours: ____
If overnight, number of nights: ______
b. If overnight, are you staying in Wickenburg?  Yes
 No
8) How many times have you been to Wickenburg? ___________
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9) If local resident, please answer this Q. (otherwise move to Q. 10): If the Bluegrass Festival was not
happening, would you have traveled out of town to attend another event?  Yes
 No

Section II: Trip motives
10) Please indicate the importance of each motivation in influencing your decision to attend the
festival:

To enjoy the festival mood
To satisfy my curiosity
To relieve stress
To escape from routine life
To be with friends
To spend time with family
To view local community/culture
Variety of things to see and do
It is part of my heritage
Be with people of same interests
To purchase arts & crafts
Other, please describe

Not
Important

Slightly
Important

Moderately
Important

Very
Important

Extremel
y
Important

1
1
1
1
1
1
1
1
1
1
1
1

2
2
2
2
2
2
2
2
2
2
2
2

3
3
3
3
3
3
3
3
3
3
3
3

4
4
4
4
4
4
4
4
4
4
4
4

5
5
5
5
5
5
5
5
5
5
5
5

Section III: Travel Behavior in Wickenburg
11) What mode of transportation did you use to arrive here? (Please check one)
 Own vehicle
 Rental RV
 Rental car
 Own RV
 Other, please describe:
12) How many people are in your party? Women: ____ Men:____ Children:__________
13) Who is traveling with you? (Please check one of the following)

 Family and Friends
 Traveling alone

 Friends only
 Other, please describe:

 Family only

 Organized group

14) What sources did you use to obtain information on the Bluegrass Festival & Wickenburg (Check
all that applies to you)?
 Newspaper
 Radio
 Online/Website
 Word-ofMouth  Magazine
 Friends
 Social networking sites

TV
 Wickenburg Chamber of Commerce
 Other, please describe:

82

15) During the course of your visit, what is the approximate total amount you and/or your immediate
group plans to spend in each of the following categories at the festival and in Wickenburg in general
(if visiting from out of town)? (Please do your best to provide an estimate. Your responses are
important to calculate economic impact).

Item (please answer in $)

Total plan to spend at the
Bluegrass Festival

Total plan to spend in Wickenburg outside
the Bluegrass Festival

Lodging
Motel
RV
B&B
Visiting Friends/Relatives
Other, please specify
Admission fees
Food/restaurants
Grocery
Gas
Car Rental
Vehicle repair
Shopping/art/antiques
Entertainment
Other, please specify
16) What is your overall satisfaction level of this visit to Wickenburg?
 Very satisfied
 Satisfied
 Somewhat satisfied
 Somewhat dissatisfied
 Dissatisfied
 Very dissatisfied
describe:

 Neutral
 Other, please

17) Will you return to Wickenburg to visit other attractions/events?  Yes  No
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Section III: User Profile
18) What is your gender?

 Male

 Female

19) What year were you born? __________
20) Which of the following best describes the highest level of education you have completed?
 Some high school or less
 High school graduate
 Some college/technical school
 College graduate
 Post graduate school
21) What is your zip code? ________
22) What is your approximate household income before taxes?
 < $20,000
 $20,000 – 39,999
 $40,000 – 59,999  $60,000 – 79,999
 $80,000 – 99,999
 $100,000 – 199,999
 $200,000 – 299,999
 $300,000 and Above
23) What is your ethnicity? (Please check one)
 White
 Black
 Asian
 Native Hawaiian or Other Pacific Islander
 American Indian, Alaska Native  Hispanic
 Other, Please describe:
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Gold Rush Days Festival Survey 2015
WICKENBURG CHAMBER OF COMMERCE
Marketing Profile and Economic Impact of Visitors to Wickenburg
Thank you for agreeing to participate in this survey. Knowing about your travel and spending behavior
will help us determine marketing profile of visitors to 67th Annual Gold Rush Days Festival and
Wickenburg and assess their economic impact. We understand that privacy is of utmost importance to
you. Your participation is voluntary. You can choose not to participate or to withdraw from the study at
any time. Your responses will be kept confidential and only used in an aggregate form. If you have any
questions concerning the research study, please contact Deepak Chhabra, School of Community
Resources and Development, Arizona State University at 602-496-0172; deepak.chhabra@asu.edu.
Sincerely,
Deepak Chhabra
Associate Professor, ASU


Section I: Purpose of visit and preferred activities
1) What is the primary purpose of your visit? (Please check one or more of the following)
 Gold Rush Days Festival
 Business/conference
 Climate
 Passing through
 Day Trip
 Weekend trip

Visiting friends and relatives
 Seasonal visitation
 Leisure
 Other, please describe:
2) Please check each listed activity you have participated in or plan to participate in during your visit
in addition to attending the Gold Rush Days Festival:
 Museum
 Nature-based
 Horseback riding
 Entertainment (theater/play)
 Walking/Hiking
 Adventure
 Attending Art Show
 Business/convention  Historic walking tour
 Antique shopping
 Birding
 Other,
please describe:
3) Is this your first visit to the Gold Rush Days Festival?

 Yes

 No

4) Was this festival the main reason for visiting Wickenburg?

 Yes

 No

 Yes

 No

a. If no, are you extending your stay because of the festival
5) Where are you coming from?

______________
a. Distance traveled to the Fiesta: _________ (miles- one way)

6) Is Wickenburg your primary destination?

 Yes

 No

If no, your final destination is: _______
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7) How much time are you planning to spend in Wickenburg?  Day trip

 Overnight

a. If day trip, number of hours: ____
If overnight, number of nights: ______
b. If overnight, are you staying in Wickenburg?  Yes
 No
8) How many times have you been to Wickenburg? ___________
9) If local resident, please answer this Q. (otherwise move to Q. 10): If the Gold Rush Days Festival
was not happening, would you have traveled out of town to attend another event?  Yes
 No

Section II: Trip motives
10) Please indicate the importance of each motivation in influencing your decision to attend the fiesta:

To enjoy the festival mood
To satisfy my curiosity
To relieve stress
To escape from routine life
To be with friends
To spend time with family
To view local community/culture
Variety of things to see and do
It is part of my heritage
Be with people of same interests
To purchase arts & crafts
Other, please describe

Not
Important

Slightly
Important

Moderately
Important

Very
Important

Extremel
y
Important

1
1
1
1
1
1
1
1
1
1
1
1

2
2
2
2
2
2
2
2
2
2
2
2

3
3
3
3
3
3
3
3
3
3
3
3

4
4
4
4
4
4
4
4
4
4
4
4

5
5
5
5
5
5
5
5
5
5
5
5

Section III: Travel Behavior in Wickenburg
11) What mode of transportation did you use to arrive here? (Please check one)
 Own vehicle
 Rental RV
 Rental car
 Own RV
 Motorcoach or bus
 Other, please describe:
12) How many people are in your party? Women: ____ Men:____ Children:__________
13) Who is traveling with you? (Please check one of the following)
 Family and Friends
 Friends only
 Family only
 Organized group
 Traveling alone
 Business Associates  Other, please describe:
14) What sources did you use to obtain information on the Gold Rush Days Festival & Wickenburg
(Check all that applies to you)?
 Newspaper
 Radio
 Online/Website
 Word-ofMouth  Magazine
 Friends
 Social networking sites

TV
 Wickenburg Chamber of Commerce
 Other, please describe:
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15) During the course of your visit, what is the approximate total amount you and/or your immediate
group plans to spend in each of the following categories at the festival and in Wickenburg in general
(if visiting from out of town)? (Please do your best to provide an estimate. Your responses are
important to calculate economic impact).

Item (please answer in $)

Total plan to spend at the Gold
Rush Days Festival

Total plan to spend in Wickenburg
outside the Festival

Lodging
Motel
RV
B&B
Visiting Friends/Relatives
Other, please specify
Admission fees
Food/restaurants
Grocery
Gas
Car Rental
Vehicle repair
Shopping/art/antiques
Entertainment
Other, please specify
16) What is your overall satisfaction level of this visit to Wickenburg?
 Very satisfied
 Satisfied
 Somewhat satisfied
 Somewhat dissatisfied
 Dissatisfied
 Very dissatisfied
describe:

 Neutral
 Other, please

17) Will you return to Wickenburg to visit other attractions/events?  Yes  No

87

Section III: User Profile
18) What is your gender?

 Male

 Female

19) What year were you born? __________
20) Which of the following best describes the highest level of education you have completed?
 Some high school or less
 High school graduate
 Some college/technical school
 College graduate
 Post graduate school
21) What is your zip code? ________
22) What is your approximate household income before taxes?
 < $20,000
 $20,000 – 39,999
 $40,000 – 59,999  $60,000 – 79,999
 $80,000 – 99,999
 $100,000 – 199,999
 $200,000 – 299,999
 $300,000 and Above
23) What is your ethnicity? (Please check one)
 White
 Black
 Asian
 Native Hawaiian or Other Pacific Islander
 American Indian, Alaska Native  Hispanic
 Other, Please describe:
Thank You
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STR ATEGIC PL AN FOR COMMUNIT Y & ECONOMIC DEVELOPMENT

“Your legacy should be that you made it
better than it was when you got it.”
—Lee Iacocca

Economic development is the process
to create a self-sustaining community
that supports existing businesses while
attracting new business and quality jobs
that enhance Wickenburg’s community
character and quality of life.
—Wickenburg Focused Future Action Team

INTRODUCTION
In March 2010, Wickenburg initiated the APS-sponsored Focused

The Wickenburg Strategic Plan for Economic Development is

Future Strategic Plan for Economic Development. The program

intended to improve prosperity by ensuring that the economy

is a community-driven planning process that developed a

expands in such a way that local businesses are strengthened, the

comprehensive analysis of the economy and a snapshot of

community retains and creates quality jobs, and new investment

Wickenburg as well as a list of strategies for the community to

occurs. The economy impacts everyone, every day. It creates

address. The outcome of the process is this Plan, which outlines

community wealth that allows public facilities, services, and

economic development goals, strategies, and responsibilities for

quality of life improvements to be made to meet residents’ needs.

implementation. The intent is to have a cohesive plan with all
residents, businesses, organizations, and stakeholders working
together to accomplish economic diversification and sustainability.

How Your Local Economy Works

Wickenburg has a long history of community and economic
development, including three economic summits all leading to this
strategic planning effort.
At the heart of the process was a broad-based community group
called the “Wickenburg Action Team.” This Team of citizens,

Basic Activity:
Brings new dollars into
the community

$

$

$

$$

$

$

$

$$

purpose was to work with APS and their consultants to complete

$

$

$
$

Economic Leakage:
Dollars leaving the
community

business owners, elected officials, and stakeholders met nine
times over a six-month period to create the Plan. The Team’s

$

Non-Basic Activity:
Keeps dollars circulating
within the local economy

the project.
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W ic k en b urg T oday
ECONOMIC OVERVIEW
Population Growth 2003-2009

Population

Population Growth 2003–2009

Wickenburg’s population has grown relatively slowly since 2003,
with the exception of a noticeable increase in 2004 and 2006.
Given the small base, annual growth rates fluctuate but the
community has grown more slowly than the state since 2007.
On average, Wickenburg’s population has grown at a rate of 2.2
percent compared to the state average of about 3.1 percent. The
share of the population over age 64 is significantly above the state

7,000
6,500
6,000
5,500
5,000
4,500
4,000
3,500
3,000
2,500
2,000

8%
7%
6%
5%
4%
3%
2%
1%
0%
-1%
-2%
2003

average, at about 29 percent versus 13 percent. Public school

2004

2005

Total Population

enrollment increased by about 10 percent over the three-year

2006

2007

2008

2009

Wickenburg Growth Rate

period, compared to a 13 percent increase in total population.

Population Comparison
Town of Wickenburg

2003

2004

2005

2006

2007

2008

2009

5,700

5,990

5,940

6,285

6,380

6,442

6,451

State of Arizona

5,642,725

5,845,250

6,077,740

6,305,210

6,500,194

6,629,455

6,683,129

Wickenburg Index*

100.0

101.4

96.8

98.7

97.2

96.2

95.6

Town of Wickenburg

3.6%

5.1%

-0.8%

5.8%

1.5%

1.0%

0.1%

State of Arizona

3.1%

3.6%

4.0%

3.7%

3.1%

2.0%

0.8%

Annual Growth Rate

Source: Arizona Department of Commerce. *Wickenburg compared to Arizona in 2003 = 100.
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Labor Force and Unemployment Trends 2003-2009

Labor Force and Unemployment Trends 2003–2009

Labor Force and Unemployment
Wickenburg’s unemployment rate declined steadily from 2003

3,000

4.5%

to 2007, reaching a low of 1.4 percent. Since the onset of the

2,500

4.0%

recession it has increased to 3.8 percent, but is still well below the

2,000

state average. Labor force has been slow and has slightly lagged

1,500

population growth. Labor force participation has remained steady

1,000

at about 41 percent compared to 47 percent statewide, due to the

3.5%
3.0%
2.5%
2.0%

500

1.5%

0

1.0%

larger retirement population in Wickenburg. Over the entire five-

2003

year period, labor force growth was only about 75 percent of the

2004

2005

Total Population

state growth rate given the community’s limited economic base.

2006

2007

2008

2009

Wickenburg Growth Rate

Labor Force and Unemployment
2003

2004

2005

2006

2007

2008

2009

2,334

2,399

2,486

2,577

2,633

2,647

2,600

Labor Force
Wickenburg
State of Arizona

2,728,952

2,788,563

2,867,030

2,969,051

3,036,011

3,132,667

3,142,641

Wickenburg Index*

100.0

100.6

101.4

101.5

101.4

99.3

96.7

2.1%

2.8%

3.6%

3.7%

2.2%

0.5%

-1.8%

Annual Growth Rate
Wickenburg
State of Arizona

2.0%

2.2%

2.8%

3.6%

2.3%

3.2%

0.8%

Wickenburg Index*

100.0

121.4

122.7

97.9

91.7

19.0

-203.7

2.3%

2.0%

1.8%

1.6%

1.4%

2.3%

3.8%

Unemployment Rate
Wickenburg
Sate of Arizona

5.7%

4.9%

4.6%

4.1%

3.8%

5.9%

9.1%

Wickenburg Index*

100.0

102.1

103.9

106.1

107.1

103.3

96.3

Source: Arizona Department of Commerce. * Wickenburg compared to Arizona in 2003 = 100.
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Economy

2009
45% Distribution of Employment by Industry

Wickenburg has a significantly higher-than-average share of its

40%

employment base in retail trade and services and a much lower

35%

share in manufacturing and government than the State as a whole.

30%

However, unlike some communities a sizeable portion of the

25%

retail base is tourist-serving and can actually be considered a

20%

basic industry. Basic industries, those that bring in wealth from

15%

outside the area, comprise only 6 to 7 percent of Wickenburg’s

10%

employment base, excluding tourism-oriented retail and services.

5%

Wickenburg

Arizona

Industry Employment
2003

2004

2005

2006

2007

2008

2009

2,912

2,982

3,441

3,293

3,360

3,667

3,686

510

532

540

552

580

647

605

Town of Wickenburg

181

186

209

211

228

255

260

Basic Industry Share

6.2%

6.2%

6.1%

6.4%

6.8%

7.0%

7.1%

Wickenburg Index*

100.0

88.4

98.5

102.2

101.6

101.9

94.4

Total Industry Employment
Town of Wickenburg

Total Establishments
Town of Wickenburg
Basic Industry Employment

Source: Arizona Department of Commerce. * Wickenburg compared to Arizona in 2003 = 100.
*Wickenburg compared to arizona in 2003 = 100. **Basic sectors include agriculture,mining, and manufacturing.
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Government

Services

FIRE

Retail Trade

Wholesale Trade

TCPU

Manufacturing

Construction

Mining

Agriculture

0%
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Retail Sales

Econimic Indicators 2003–2008

Sales tax collections in Wickenburg rose steadily from 2003 to

$3,590,000

2007, increasing by 167 percent during this period. There have

$3,090,000

been declines in construction, retail and restaurants, and hotel/

$2,590,000

motel revenues in 2008 and 2009, although overall collections

$2,090,000

have not dropped significantly. The level of retail sales per capita
is about 90 percent greater than the statewide average. This is
largely due to significant sales generated by tourists. Generally,
sales tax collections from establishments other than retail

$20,000
$18,000
$15,000
$12,000

$1,590,000

$8,000

$1,090,000

$6,000

$590,000

$3,000

$90,000

represent about 45 percent of sales in the Town. Sales taxes

$500
2003

generated from new construction currently represent about 12

2004

2005

Taxable Sales (000)

2006

2007

2008

2009

Retail Sales per Capita

percent of total taxable sales, with no significant decline. However,
FY2009-10 will likely show a drop in construction sales tax.

Economic Indicators
2003

2004

2005

2006

2007

2008

2009

$1,154

$1,794

$2,110

$2,496

$3,359

$3,147

$3,082

Total Tax Collections (000)
Town of Wickenburg
Non-Retail Share

31.6%

37.5%

39.1%

45.6%

45.6%

42.6%

44.3%

Growth Index**

100.0

155.4

182.8

216.3

291.0

272.6

267.0

$8,147

$11,019

$12,726

$12,705

$16,844

$16,491

$15,643

Retail Collections per Capita
Town of Wickenburg
State of Arizona

$8,163

$8,487

$8,937

$9,846

$9,837

$9,396

$8,270

Wickenburg Index*

100.0

130.1

142.7

129.3

171.6

175.9

189.5

Source: Arizona Department of Revenue. * Williams compared to Arizona in 2003 = 100. **County growth rate compared to Arizona.
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Construction

Construction Activity

The total number of permits issued annually in Wickenburg is down

200
180
160
140
120
100
80
60
40
20
0

from previous years, but still above 2003 and 2004. It is important
to note that total permits include additions and alterations as well
as new structures. Despite the drop in number of permits from
2007 to 2008, value increased in 2008, but dropped off significantly
in the past year. The total value of permits issued has fluctuated
from a high of $17.7 million in 2008 to a current low of $2.8 million.

2003

The number of new housing units peaked in 2005 at 85 then

2004

2005

Total Permits

declined sharply to 5 in 2009. Although growth all but disappeared in

2006

2007

2008

2009

New Housing Units

the past year, Wickenburg did not have the dependence on growth
that many urban areas did.

Construction Activity
2003

2004

2005

2006

2007

2008

2009

Total Permits

113

83

122

114

185

154

133

Total Permits Value (000)

$8,128

$6,896

$14,610

$9,899

$7,432

$17,704

$2,781

New Housing Units

52

63

85

60

51

7

5

Source: Town of wickenburg economic advisory commission and cafr 2008-09; ASU college of business.
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Assessed Value

Assessed Value
Total assessed value in Wickenburg has risen steadily, increasing
by 179 percent from 2003 to 2009. Statewide assessed value
increased 112 percent during this record-setting growth period.
About 48 percent of the growth in Wickenburg was from
residential property, 19 percent from commercial/industrial, and
the remainder from other types of property. Residential values

$110,000
$100,000
$90,000
$80,000
$70,000
$60,000
$50,000
$40,000
$30,000
$20,000

$12,000
$10,000
$8,000
$6,000
$4,000
$2,000
0
2003

continue to represent about 50 percent of the total assessed

2004

2005

2006

Net Assessed Value (000)

value. The average value of homes increased in Wickenburg as

2007

2008

2009

Nonres. Value per Employee

Res. Value per Capita

it did elsewhere in Arizona, with per capita residential valuation
increasing 142 percent from 2003 to 2008, then dropping in
2009. The commercial/ industrial assessed value per employee
has fluctuated somewhat since 2000, but the 2008 level is up 53
percent over 2003, compared to a 50 percent increase statewide.

Assessed Value
2003

2004

2005

2006

2007

2008

2009

Total Net Value (000)

$38,316

$44,142

$50,632

$63,283

$87,620

$101,100

$107,033

Growth Rate

6.9%

15.2%

14.7%

25.0%

38.5%

15.4%

5.9%

Wickenburg Index*

100.0

105.8

110.3

124.0

130.0

125.1

131.9

Residential Net Value (000)

$20,226

$21,978

$28,045

$33,704

$46,699

$55,228

$53,240

Per Capita Value

$3,548

$3,669

$4,721

$5,363

$7,320

$8,573

$8,253

Wickenburg Index*

100.0

99.4

115.8

124.4

152.9

119.2

121.5

Comm/Ind Net Value (000)

$11,881

$14,377

$14,294

$17,057

$19,697

$20,653

$25,115

Per Employee Value

$5,211

$6,113

$5,856

$6,723

$7,590

$7,986

$10,042

Wickenburg Index*

100.0

109.0

99.5

105.9

131.7

102.0

111.8

Source: Arizona Department of Revenue, Abstract of the Assessment Role, 2003-2009. * wickenburg compared to Arizona in 2003 = 100.
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Municipal Revenues

Total and Per Capita General Fund Revenues

Total general fund revenues increased steadily from 2003 to 2008,

$8,000,000

dropping in 2009. Local tax collections grew significantly, with a large

$7,000,000

jump from 2006 to 2007 with the introduction of a bed tax. Only 25

$6,000,000

percent of the decline in general fund revenues in 2009 is due to

$5,000,000

declines in local taxes. Sales taxes represent 75 percent of total local

$4,000,000

tax collections but only 47 percent of general fund revenues, which is

$3,000,000

$1,300
$1,100
$900
$700
$500
2003

below average, particularly for a community with a sizeable tourism

2004

2005

Taxable Sales (000)

economy. Overall, local tax collections have increased 188 percent

2006

2007

2008

2009

Retail Sales per Capita

over the six-year period. General fund revenues grew by 109 percent
over the same period. Per capita general fund revenues increased
85 percent overall, indicating that general fund revenue growth has
greatly exceeded population growth.

Municipal Revenues
Local Tax Collection (000)

2003

2004

2005

2006

2007

2008

2009

$1,429

$2,126

$2,461

$2,919

$4,463

$4,327

$4,116

Annual Growth

-4.3%

48.8%

15.8%

18.6%

52.9%

-3.1%

-4.9%

Growth Index

100.0

148.8

172.2%

204.3%

312.4%

302.8%

288.1

General Fund Revenues (000)

$3,150

$4,228

$5,836

$5,983

$6,952

$7,433

$6,595

Annual Growth

-4.5%

34.2%

38.0%

2.5%

16.2%

6.9%

-11.3%

Growth Index

100.0

134.2

185.3

189.9

220.7

236.0

209.4

Per Capita GF Revenue

$553

$706

$983

$952

$1,090

$1,154

$1,022

Annual Change

-7.9%

27.7%

39.2%

-3.1%

14.5%

5.9%

-11.4%

Growth Index

100.0

127.7

177.8

172.3

197.2

208.8

185.0

Source: Town of wickenburg, cafr 2008-09 and 2009-10 budget; az dept of revenue.
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COMPETITIVE ANALYSIS
When examining the Town of Wickenburg one must look at it like
a product or as an industry or business might look at it as a place

“If you want truly to understand
something,try to change it.”
—Kurt Lewin

to do business. The question that must be answered is - What
does the community need to do to make Wickenburg attractive to
business and new investment? According to ESI, Corporation, the
following are the factors that businesses look for in a location.

TALENT POOL (35%)

BUSINESS DRIVERS (30%)

OPERATIONS COSTS (20%)

EASE OF LIVING (15%)

Unskilled Labor

Accessibility

Labor

Cost of Living

Technical Labor

Customer Demand

Real Estate

Economics

Vocational Labor

Cost Reduction

Corporate Taxes

Lifestyle

Administration Labor

Expansion

Utilities

Climate

Research Labor

Efficiency

Suppliers

Recreation

Costs – Salaries & Benefits

Change

Transportation

Commute

Education Programs

Regulations

Graduate Programs
Source: ESI, Corp.
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Following is an analysis of Wickenburg’s competitiveness

The area’s terrain makes it difficult to extend infrastructure

in relation to business location factors.

improvements to potentially developable land. The Town of
Wickenburg owns 80 acres of industrial-zoned land located

Labor

approximately 13 miles west of it.

Availability of labor is often and increasingly the most important
factor of production. Other things being equal, firms want

Local Infrastructure

productivity, in other words, labor output per dollar. Productivity

An important role of government is to increase economic capacity

can decrease if certain types of labor are in short supply, which

by improving the quality and efficiency of infrastructure and

increases the costs by requiring either more pay to acquire the

facilities, such as roads, bridges, water and sewer systems, airport

labor that is available, recruiting labor from other areas, or using

and cargo facilities, energy systems, and telecommunications.

the less-productive labor that is available locally.

Wickenburg Today. Availability of telecommunication

Wickenburg Today. The Town of Wickenburg has a lack of

infrastructure is a challenge for the Town as it strives to diversify

available labor within its boundaries though it is within close

its local economy. The transportation infrastructure is very

driving distance to a vast labor force in the Phoenix metropolitan

good and the airport is a tremendous asset. Access to rail is

region. Additionally, Yavapai County to the north is also a potential

an asset that can pay off as the community further strengthens

labor force draw area. Those in the labor force have limited skill

its economic position.

levels. However, the medical industry has successfully attracted
professional-level employees who travel daily to Wickenburg to

Access to Markets

work. Availability and affordability of housing is a growing concern

Though part of infrastructure, transportation merits special

for the community to attract a strong labor force.

attention. Firms need to move their product, either goods or
services, to the market, and they rely on access to different

Land

modes of transportation to do this. While transportation has

Demand for land depends on the type of firm. Manufacturing

become relatively inexpensive compared to other inputs, and

firms need more space and tend to prefer suburban locations

transportation costs have become a less important location

where land is relatively less expensive and less difficult to

factor, access to transportation is still critical. That long-run trend,

develop. Warehousing and distribution firms need to locate close

however, could shift because of decreasing funds for highway

to developed transportation systems.

construction, increasing congestion, and increasing energy prices.

Wickenburg Today. The lands surrounding the Town of Wickenburg

Wickenburg Today. Wickenburg is ideally located on state highway

are primarily owned by State and Federal agencies. Major land

transportation corridors that connect the Phoenix Metropolitan

owners include state trust lands, Bureau of Land Management

Area to Las Vegas another fast-growing region. The community

(BLM) lands, and private owners. Maricopa County and the Parks

is also in close proximity to the corridor that connects the area

and Recreation Department also have minor land holdings. BLM

to Southern California. The community is located on an active

lands account for 43.4 percent of land within the Town’s planning

rail line. The Municipal Airport has a paved and lighted 6,000-foot

area, while state trust land and private holdings account for 39

runway, paved parking, hangars, fuel (regular/jet), repair services,

and 17.5 percent respectively. County and Parks and Recreation

and UNICOM radio. Additionally, Wickenburg is within one hour

lands account for less than 0.1 percent of the total lands. Private

of Sky Harbor International Airport in Phoenix.

land holdings are principally within or adjacent to the Town itself,
extending to the northwest and southeast along the U.S. 93 and

Materials

U.S. 60 corridors, respectively. (Source: Wickenburg General Plan)

Firms producing goods, and even firms producing services, need

There are some large parcels of land but they lack readily available
infrastructure. Wickenburg does have an industrial park with
limited infrastructure. The Town of Wickenburg owns 40 acres
of land near the airport.

10 Wickenburg Focused Future

various materials to develop products that they can sell. Some
firms need natural resources; a manufacturing sector like lumber
needs trees.
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Wickenburg Today. Due to the excellent transportation system

Quality of Life

and the community’s location close to the Phoenix Metropolitan

A region that features many quality amenities, such as good

Area, access to materials that industries might need would

weather, recreational opportunities, cultural venues, low crime,

be easily obtained.

good schools, and a clean environment attracts people simply
because it is a nice place to be. A region’s quality of life attracts

Government Impact on Business

skilled workers, and if the amenities lure enough potential workers

The intent of regulations is to protect the health and safety of

to the region, the excess labor supply pushes their wages down

a community and help maintain the quality of life. However,

so that firms can find skilled labor for a relatively low cost.

simplified bureaucracies and straightforward regulations can help
firms react quickly in a competitive marketplace. Firms also tend to
seek locations where they can optimize their after-tax profits. But
tax rates are not a primary location factor; they matter only after
corporations have made decisions on labor, transportation, raw
materials, and capital costs. Governments offer firms incentives to
encourage growth. Generally, economic research has shown that
most types of incentives have had little significant effect on firm

Wickenburg Today. The Wickenburg area offers a wide range of

recreational opportunities within a beautiful natural environment.
The community has a low crime rate, cultural amenities, good
schools, and quality medical services. The historic downtown
serves as a regional center attracting people from surrounding
areas. Housing affordability and availability is an obstacle to new
business development.

location between regions. However, for manufacturing industries
with significant equipment costs, property or investment tax credit
or abatement incentives can play a significant role in location
decision. Incentives tend to be more effective at redirecting
growth within a region than they are at providing a competitive
advantage between regions.
Wickenburg Today. The Town is business-friendly and has

been historically supportive of new business development and
expansion. The community is dedicated to preserving its unique
quality of life and encourages business development or expansion
that is aligned with that vision.
Industry Clusters
Firms tend to locate in areas where there is already a
concentration of firms like their own. The theory works in practice
because firms realize operational savings and have access to
a large pool of skilled labor when they congregate in a single
location or region.
Wickenburg Today. Wickenburg has become home to world-

renowned medical and behavioral modification facilities. People
come from all over the world to receive medical services in a
setting that is conducive to healing. This cluster of businesses
creates high-paying, professional jobs and supports businesses.
photo courtesy of Wickenburg Chamber of Commerce
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SWOT ANALYSIS
The SWOT Analysis provides information that is helpful in matching
the community’s resources and capabilities to the competitive
environment in which it operates. It is intended to direct and
impact strategy development by evaluating Wickenburg in
relationship to its community strengths (S), weaknesses (W),
opportunities (O), and threats (T). The analysis determines issues
to build upon “Strengths and Opportunities” and issues that
need to be addressed “Weaknesses and Threats.” “Strengths
and Weaknesses” are considered “Internal” or those items that
Wickenburg has some direct control over, while “Opportunities
and Threats” are “External” or those that the community does not
have control over but must recognize and respond to or position
the community to either minimize the impact of the threat or take
advantage of the opportunity. It answers the first fundamental
question that the Wickenburg Focused Future process was
designed to address: What are Wickenburg’s opportunities
to successfully strengthen and expand the local economy?
The analysis considered Wickenburg’s attributes including
existing assets, natural resources, current business climate, and
demographics, such as educational attainment levels of workers
in the region. Additionally, existing infrastructure (physical,
virtual, governmental, and educational) and cultural nuances
(collaboration, innovation, and entrepreneurship) that will be
critical to success should be evaluated.

photo courtesy of R.D. Prideaux, Wickenburg Chamber of Commerce
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STRENGTHS (direct control)

WEAKNESSES (direct control)

Zoning Code

Telecommunications system

Access to transportation systems

Labor market

Labor market

Communications within community

Our history

Housing mix

Scenery

Lack of higher education opportunities

Volunteers, active seniors

Population demographics, young people leave (but this is improving)

Arts community

Lack of availability of land within the town

Retiree incomes

Political in-fighting

Minimal red tape to get things done

Lack of a common vision for the future

Pedestrian-friendly downtown

Lack of economic diversification

Fiscally conservative town government

Apathy of residents

Highly educated people; many retirees

Retail leakage

Airport

Resistance to change attitude

Good planning; best general plan

Limited land at the airport for development

40 acres near the airport is city owned

Local drug problem as found in many communities

Slice of Americana

People reluctant to annex and expand city

Equestrian-oriented community
Recent downtown improvements

OPPORTUNITIES (no control)

THREATS (no control)

Climate (draws winter visitors)

Climate (summer heat; people leave, businesses close)

Proximity to Phoenix

AZ’s school structure and financing system

History

Lack of regional investment in telecommunications

Rehabilitation centers

Overall state and national economy; condition of the state budget

Tourism to Arizona and Wickenburg

Adjacent communities (e.g. Surprise, Buckeye)

Outdoor recreation and the quality of recreational opportunities

Future water supply uncertainty

Arizona’s population growth

National security

Green movement

Urbanization (loss of rural character)

Night skies

Illegal immigration

Topography

Flooding

Access to rail

National fiscal policy, expanding debt

Growth in Yavapai County as a market

Bypass causing people to bypass the town

Improvements made to the bypass and lack of trucks now rolling

In Maricopa County though we are often forgotten

through downtown
Potential Arizona State Land Department changes in policies and

Lack of Arizona State Land Department policy changes that allow

the potential for joint efforts

for quality development on state lands

Large number of people that come through Wickenburg that

Isolation and the impact that has on attracting labor and services

represent a potential market
Spillover impact of mining to the north in Bagdad; people stay in

Drug problems throughout Arizona

Wickenburg and the town becomes a regional hub
Water-based recreation
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W ic k en b urg S trategic F ramewor k

Retail, Hospitality & Entertainment

The Town of Wickenburg is one of Arizona’s finest small towns

Goal: Maximize Wickenburg’s character as an asset to expand

on the edge of one of the country’s fastest-growing regions—the

opportunities to capture the authentic Western experience.

Phoenix Metropolitan Area. Wickenburg has small-town America
charm and the Southwestern ambience that attracts visitors

Telecommunications Infrastructure

to stay awhile and residents to stay a lifetime. The purpose

Goal: Develop community-wide telecommunications infrastructure

of the Wickenburg Strategic Framework is to position the

to strengthen Wickenburg’s long-term competitive position.

community for economic prosperity as the region and the Sun
Corridor Megapolitan continues to evolve. It answers the second
fundamental question that the Wickenburg Focused Future
process is designed to address: What are the appropriate strategic
initiatives for economic development?
The Strategic Framework presents the opportunities for
Wickenburg to diversify its local economy, strengthen its existing

Community Livability & Sustainability
Goal: Build upon community assets to become recognized

as a model for sustainable communities & as a town that
is economically aligned with a strong community vision.
The six Catalytic Strategic Directives are organized in the following
manner and are not listed in any priority order.

business base, and attract quality jobs for residents while

Goal is a fundamental direction or broad course of action;

enhancing the community’s quality of life. Wickenburg’s assets

desired achievement.

are many and serve as the springboard for taking advantage of
potential opportunities. The framework focuses on “Six Catalytic
Strategic Directives” that will contribute to the development of a

Discussion explains Wickenburg’s position in relationship to the

Catalytic Strategic Directive.

vibrant economy. These six directives are the “game changers”

Assets/Challenges are community strengths and weaknesses that

that will promote innovation and guide targeted economic

should be addressed.

investment. These focus areas act as a catalyst to spur or

Strategies are specific tasks in no particular order that will

stimulate new private investment. These Catalytic Strategic

implement the goal.

Directives require a collaborative effort both within Wickenburg
as well as externally with regional public and private partners. The
community recognizes that it operates within and is closely tied

Business Diversification

to the broader regional context. Therefore, collaboration is critical.

Goal: Strengthen Wickenburg’s economic and community assets

and infrastructure that make the community attractive for new

Six Catalytic Strategic Directives
Business Diversification
Goal: Strengthen Wickenburg’s economic and community

assets and infrastructure that make the community attractive
for new investment.

investment and diversification.
Discussion
Wickenburg’s principal economic activities traditionally were
tourism, cattle ranching, and agriculture. In the mid 1960’s the
community began to diversify its economic base by developing
an industrial airpark to attract manufacturing firms. Nine light

Educational Opportunities

industrial users occupy parts of the park. The Municipal Airport/

Goal: Attract educational opportunities to serve community

Wellik Field is owned and operated by the Town of Wickenburg.

and business development needs.

The Town is the fixed base operator for daily operation of the
airport including fuel sales and line services. The airport serves

Medical and Behavioral Health Care Cluster

local guest ranches and medical treatment facilities. Business

Goal: Expand & attract additional medical facilities

diversification is critical for attracting full-time and year-round

& services to the area.

high-quality jobs to the area so that residents’ quality of life
is enhanced.
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Educational Opportunities

Assets/Challenges
ASSETS

CHALLENGES

Goal: Attract educational opportunities to serve community and

Wickenburg Municipal Airport

Lack of developed rail to

business development needs.

support industrial development
Undeveloped industrial land

Discussion

(Forepaugh)

The Phoenix Metropolitan Area has 108 public and private post-

Access to rail infrastructure

Competition from other cities

secondary colleges currently. Of those, 76 are private institutions.

Potential for inland port

Infill of existing business park

Industrial/business park

sites
Land designated for business

One acre parcels at existing

development

industrial park are privatelyowned

Strategies
1. Pursue the development of a “green industry recruitment
strategy” that includes solar and recycling industries that are
compatible with Wickenburg’s vision.
2. Move forward with the proposed rail park Forepaugh

However, only 26 of the colleges are located west of I-17. This
represents 24 percent of the total institutions, while 36 percent
of the population lives west of I-17. For Wickenburg, attracting
educational and community learning opportunities and institutions
would create high-quality jobs and complement the community’s
quality of life.
Assets/Challenges
ASSETS

CHALLENGES

Location off Grand Avenue/US

Wickenburg’s current

60 is attractive for educational

demographics may be a

institutions

challenge in attracting an
educational institution

development and improvements, which includes solidifying
commitments from rail end users, creating a mix of businesses,

Market available west of I-17

Competition from other

and developing a marketing plan to attract new business

communities within the region

to the park.

focused on this strategy

3. Continue to plan, fund, and implement capital improvements to
support economic development.
4. Pursue creative financing—USDA, Tiger II Grant, Wellik
Foundation, and private investments.
5. Pursue annexation of additional developable industrial land.
6. Continue to monitor and support planning and development
of passenger rail.
7. Complete the Airport Master Plan and move forward
with airport expansion to assist in attracting new
business investment.
8. Continued expansion of the airport infrastructure, funding,
and services.

Quality of life and character

Lack of capital to fund public

attractive to niche institutions

or private institutions

Strategies
1. Initiate a research study to identify potential “niche” postsecondary or technical educational institutions and specialized
training opportunities.
2. Identify and explore all public/private funding options and
partnership opportunities to assist in the development of niche
educational institutions such as veterinary medicine, equine
sciences, environmental science (using the Hassayampa River
Preserve), and green technologies, such as solar energy.
3. Develop a system for providing specialized education to the
community (online/distance learning and technical training).

9. Improve the Wickenburg business park by working closely with
landowners and coordinate strategy development to strengthen
the park as an economic asset.
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Medical and Behavioral Health Care Cluster
Goal: Expand and attract medical facilities and services

6. Implement a targeted recruitment program geared at expansion
opportunities for assisted living and behavioral facilities.

to the area.

Retail, Hospitality and Entertainment

Discussion
Industry clusters are collections of firms that locate together
because they realize operational savings and benefit from a
large pool of skilled labor when they congregate in a single
area. Wickenburg is recognized world-wide for its behavioral
modification medical facilities and services cluster. Facilities
such as Remuda Ranch, The Meadows, and Rosewood all call
Wickenburg home. As an example of the economic impact,
Remuda Ranch opened in 1990 and has 313 employees in
Wickenburg with an annual payroll in excess of $15 million.
Wickenburg gets added benefits from the families that visit
patients at these facilities. These medical facilities and services
have been attracted to the area because of the remote, rural
setting that is “close but far enough away” from the metropolitan
area. The jobs created as a result of this cluster are high-paying
career positions. Additionally, the economic impact of the
Wickenburg Community Hospital is over $12 million a year. The
objective is to expand these services but also work to attract
these professionals to choose Wickenburg as a place to live and
not just for employment.

Goal: Maximize Wickenburg’s character as an asset to expand

opportunities to capture the authentic Western experience.
Discussion
Wickenburg’s unique environment in the foothills of the
Bradshaw Mountains along the banks of the Hassayampa River
and its Western heritage have been assets that have attracted
visitors, residents, and businesses to the community. As a result
of Wickenburg’s location and access to year round outdoor
recreation and venues such as the museum, has the ability
to draw people year-round. Many of the retail businesses are
geared to the passengers traveling through the area as well as
those who are attracted to the area as a tourist. The oldest
town north of Tucson, it boasts a rich Western history, which
is evident today. The Wickenburg area features a wide range
of outdoor, recreational, and historic attractions, including the
Vulture Mine, which produced $30 million in gold, as well as
the Hassayampa River Preserve, with over 220 species of birds.
Hiking, jeep tours, and equestrian activities are available locally.
The Desert Caballeros Western Museum showcases an acclaimed
collection of Western art and artifacts and offers downtown

Assets/Challenges
ASSETS

CHALLENGES

Peaceful, serene environment

Lack of an adequate labor

in Wickenburg

force to support industry

visitors a landscaped park and rest area with public art. Downtown
Wickenburg includes many restored historic buildings, making it
attractive to visitors.

expansion

Wickenburg has a long history of festivals and events that bring

Cluster already exists with

Employees working at these

visitors to the community. Wickenburg has a higher-than-average

medical facilities and services

facilities do not live in town

share of its employment base in retail trade and services, with

available

much of it currently geared to tourists. Wickenburg currently
has a base of retailers, restaurants, a museum, several historic

Strategies
1. Meet with existing facility staff to understand the existing needs
of their facilities and identify strategies to meet those needs.

buildings, two non-profit musical organizations, a movie theatre,
a performing arts center, and a community center that serves the
local community as well as visitors. Given the current economic
conditions and a recently built bypass, these businesses are at

2. Prepare an inventory of medical assets.

risk. The three segments combined comprise a substantial base

3. Develop a research study to determine hospital and medical

of employment as well as sales tax generation. While we cannot

leakage for services that Wickenburg could be providing and

change the national economy or the bypass, we do have the

determine the reasons for the leakage.

opportunity to develop creative and cohesive marketing to capture

4. Identify gaps in service and implement a strategy to address.
5. Identify potential support businesses and consulting needs that
are not currently being addressed and pursue recruitment.
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our share of the tourism dollars that still flow through the state –
as well as a percentage of the disposable income being spent in
the metro Phoenix market.
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The purpose of this Catalytic Strategic Directive is to expand and

Destination

diversify the retail, hospitality, and entertainment industry and

1. Pursue the development of a truck stop for large rigs traveling
through the area.

make Wickenburg a destination.

2. Develop new programs to maximize utilization of the rodeo

Assets/Challenges

grounds and other community venues/facilities.

ASSETS

CHALLENGES

Community entertainment

Large volumes of traffic on

venues such as the rodeo

the SR 60/93 not coming into

compatible retail development to diversify the tax base and

grounds, Desert Caballeros

downtown

increase the sales tax revenues.

Western Museum, Community

3. Designate a new corridor along Highways 60 and 93 for

4. Implement improvements on the pedestrian footbridge,

Center, and Del E. Webb

strengthening our gateway.

Performing Arts Center
Successful Chamber-produced

Local retail niche not fully

festivals and events that bring

developed and seasonal

visitors to the area
Local Western heritage

Retail leakage to the Valley

Large traffic volume travelling

Lack of an adequate labor pool

through town

5. Strengthen our only permanent, year-round, climate-friendly
tourism destination by supporting venues such as the Desert
Caballeros Western Museum and develop additional permanent
destination tourism attractions such as multiuse trails.
6. Develop Wickenburg as a destination location for day trips as
well as extended stays by developing events such as Cowgirl

Access to outdoor activities

Lack of walking bridge across

Up Month, and other creative ideas that include local retail,

such as desert trails, arts,

Sol’s Wash

entertainment, and hospitality assets.

equestrian trails, etc.
Top-rated golf courses

Lack of workforce housing

Gateway to public open lands

Lack of coordinated marketing
efforts and cohesive
community brand

Potential increase of traffic due

Lack of trail connectivity

to the bypass of the Hoover

7. Continue to identify ways to maximize and integrate all
community events throughout Wickenburg.
8. Continue to pursue the formal historic designation for
Downtown Wickenburg.
Promotion
1. Continue to aggressively promote a Shop Wickenburg

Dam Bypass
Limited parking downtown

advertising campaign.
2. Expand and add information to the Wickenburg audio tour

Strategies
Research
1. Conduct Retail Assessment that identifies potential retail
establishments that Wickenburg can support.
2. Review and monitor retail sales tax revenue trends in historic

project under development to include retail establishments
along the walk to discuss the historic buildings.
3. Create a directional signage program around town and an
informational program promoting the Wickenburg bypass
corridor.

Downtown Wickenburg and along other commercial corridors.
3. Update the Facility Needs Assessment that addressed local
conference resources and implement a strategy to attract more
conferences and workshops.
4. Complete the Northern Arizona University Tourism Visitor

Telecommunications Infrastructure
Goal: Develop community-wide telecommunications infrastructure

to strengthen Wickenburg’s long-term competitive position.
Discussion

Study and implement a targeted marketing strategy based

According to a recent study completed by the U.S. Department

on the study.

of Agriculture (USDA), rural areas across the U.S. that embraced
broadband development at the start of this decade enjoy access
to more jobs than those that did not. Their residents also make more
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money than their less-connected counterparts. Businesses large and

employment base and retail services. Wickenburg, like many

small require fast and consistent telecommunications infrastructure

communities today, is trying to balance serving existing residents

to be successful in the global marketplace. While Wickenburg has

while attracting and retaining development and jobs. However,

had less-than-sufficient telecommunications infrastructure, there are

if not managed effectively, Wickenburg’s quality of life will be

encouraging trends to improve the overall system.

impacted, leading to automobile congestion, pollution, pedestrianhostile neighborhoods, and sprawl. Livability and sustainability

Assets/Challenges

means accommodating population growth and the demand
for housing, services, and infrastructure without upsetting the

ASSETS

CHALLENGES

Federal funds are available

Reliability of local

for telecommunications

telecommunications

infrastructure development

infrastructure is a concern

ASSETS

CHALLENGES

State of Arizona recognizes

Telecommunications

Natural setting and access to

Housing availability and

the needs for improved

infrastructure coverage is

recreational amenities

affordability

telecommunications

inadequate

Historic downtown

Providing a full range of retail

qualities that make Wickenburg a great place to live and work.
Assets/Challenges

infrastructure statewide

and services to support
residents’ needs

Strategies

Excellent surface roadway

1. Enforce town codes and implement impact fees dedicated

network

Lack of public transit

to improving telecommunications infrastructure within

Outstanding medical services

Subpar infrastructure in

Wickenburg.

and facilities locally

outlying areas

Overall quality of life

Lack of adequate parking

2. Pursue state and federal grants to improve local broadband
capabilities and other leading-edge telecommunications
infrastructure.

especially during events
Multiuse trails and walkability
of Wickenburg

3. Strengthen the relationship with Qwest, Cox, and Blue Wire to
encourage local improvements.
4. Develop a Communications Strategic Plan that includes an
inventory of existing telecommunications infrastructure,
identifies gaps in service, explores relationships with other
potential providers, and includes a comprehensive, prioritized
improvement strategy.

Strategies
1. Complete the update of the Wickenburg General Plan.
2. Develop a “brand” for Wickenburg that captures the essence
of everything the community has to offer.
3. Increase community involvement in local planning and
decision-making.
4. Create a “community digest” to inform residents about

Community Livability and Sustainability
Goal: Build upon community assets to become recognized as

a model for sustainable communities and as a town that is
economically aligned with a strong community vision.

the community.
5. Expand and update infrastructure needs in the Town’s future
economic growth areas.
6. Continue to develop multiuse trails and trailheads throughout

Discussion
The Town of Wickenburg’s population has grown relatively slowly
in comparison to other cities within the Phoenix Metropolitan
Area. This slower growth rate has allowed the Town to keep
up with the provision of public services. Residents love the
community’s quality of life despite the lack of a diversified

18 Wickenburg Focused Future
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I mplementation

local economy and quality of life. They are also the best source

A plan is only as good as the implementation effort and the

of business expansion and local job growth.

accomplishments made over time. The Wickenburg Focused
Future Strategic Plan for Economic Development is intended to

•

be a living, evolving document that should be regularly reviewed

protecting the natural environment, and providing workers with

and updated to respond to the changing economy. As with the

good pay, benefits, and opportunities for upward mobility, within

plan’s development, implementation will require broad community

a healthful working environment.

participation to ensure the plan’s implementation. There is a role
for everyone to play.

•

life-long skills and learning opportunities by investing in

question that the Wickenburg Focused Future process was

excellent schools, post-secondary institutions, and opportunities

designed to address: How should Wickenburg organize

for continuous education and training that are available to all.

to be successful in implementing the initiatives?

The Strategic Plan is based on creating and maintaining
a sustainable standard of living and high quality of life for
Wickenburg. Following is a list of success objectives that will assist
in implementation. Many of these objectives are similar to The
Ahwahnee Principles for Smart Economic Development created
by the Center for Livable Communities in Sacramento, California.
They are:
•

Roles and Responsibilities
The Town of Wickenburg is the only agency directly responsible
to the community’s citizens. However, day-to-day activities
related to economic development are shared by a variety of
groups and individuals in the community. Without these partners,
Wickenburg will not be successful in implementing its economic
development strategies.
According to the International Economic Development Council,

Coordinated Approach —All entities involved in economic

there are five key elements to organizational effectiveness.

development must work together to achieve mutually

They are:

agreed-upon goals to ensure a sustainable effort.
•

•

Regional Collaboration —A comprehensive understanding of

capable individuals who are knowledgeable about the
community and are action-oriented should be involved in all

throughout the region (e.g., federal agencies, incorporated

phases of the program.

communities) is critical.
Smart Growth —The regional environment is a tremendous

•

important to define the exact role organizations and individuals

development reasons. The community must take great strides

play in economic development.

in addressing resource issues, such as water, to ensure

•

•

development today requires strong financial support.

shot activity. Success requires long-term investments (e.g.,
•

professionals are found in all but the smallest communities.

Existing Business Support —The community’s focus is on

supporting existing enterprises while looking at diversifying

Professional Staff —The need for professionalism in economic
development has never been greater. Economic development

focused effort and evaluation.
•

Adequate Funding—Funds must be provided to accomplish an

organization’s objectives. The level of competition in economic

Long-Term Efforts —Economic development is not a one-

infrastructure and telecommunications) as well as continued

Clearly Defined Purpose —An organization cannot succeed

without a clear understanding of its purpose and functions. It is

asset that should be protected for community and economic

long-term sustainability.

Capable Leadership —Qualified leadership is important to any

economic development organization’s success. Responsible,

the region and a commitment to collaborating with entities

•

Human Investment—The human resources are so valuable

in the information age and Wickenburg will strive to provide

The Implementation section answers the third fundamental

Objectives for Success

Corporate Responsibility —Wickenburg encourages enterprises

to work as civic partners, contributing to the community,

•

Sound Organizational Structure —The economic organization

the economic base. Existing businesses are Wickenburg’s most

must be structured to meet local needs and to mobilize critically

valuable assets because they are already contributing to the

needed human and fiscal resources.
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The Action Team identified the following organizations as “Primary
Economic Development Organizations,” which means that these
groups are specifically responsible for implementing significant
economic development strategies. The Primary Economic
Development Organizations are:

•

APS and other utilities

•

State agencies (Tourism, Commerce, ADOT)

•

Local businesses

•

Western Maricopa Coalition (WESTMARC)

•

Maricopa Association of Governments

•

Town of Wickenburg

•

Wickenburg Chamber of Commerce

•

Wickenburg Economic Development Partnership (WEDP)

responsibilities of the Primary Economic Development

•

Greater Phoenix Economic Development Corporation (GPEC)

Organizations. The purpose of delineating these roles and

The following chart provides a summary of the roles and

However, it is important to recognize that the above organizations
cannot achieve success without support from “Economic
Development Partners.” These organizations might get involved
in economic development on a very specific strategy and must
be supportive of the primary organizations’ activities. These
partnering organizations may include the following. However,
it is important to note that this list may not be all-inclusive.
•

Wickenburg School District

•

Maricopa County

responsibilities is to ensure good communication, coordination,
and improved relationships. The intent is to be truly inclusive
of the different groups within Wickenburg and their role in
strengthening the local economy. The chart identifies “primary”
responsibilities as well as other supportive activities. When a
“primary” responsibility is indicated the intent is that the particular
organization will take the lead on the strategy listed. Part of this
“lead” responsibility is to coordinate and communicate with all
other appropriate economic development organizations.

Primary Economic Development Organizations
Roles and Responsibilities

Chamber of

Town of Wickenburg

WEDP

GPEC

Business education

Expedite permitting

Local organization

Regional organization

programs, seminars,

process; provide

for attraction of

for attraction of

& counseling Business

information on

businesses to the

businesses to

Tools for Success

local zoning &

Town. Assist & work

the region Assist

Program Provide

inspection services

with the Town of

members in

assistance to retail

& requirements;

Wickenburg EDAC

their economic

prospects

communicate

in their economic

development goals

“business friendly”

development goals

Commerce

Business Development

atmosphere; very low
property tax
Business Retention & Expansion

Regular meetings

Include business goals

Provide support

Support to business

(BR&E)

& surveys with

in planning; expedite

where needed to

expansion efforts

businesses to

understandable

Chamber & EDAC

understand issues &

permitting process for

needs Implementation

expansion

of BR&E survey
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Chamber of

Town of Wickenburg

WEDP

GPEC

Advertising & events

Open lines of

No significant role

No significant role

to draw customers.

communication so

FAM tours & works

retail inquiries are

with writers Annual

shared

No significant role

No role

Commerce

Retail & Hospitality

shopping & dining
guide as well as other
visitors & hospitality
publications
Special Events

Conducts annual

Continue working with

successful events

event holder to make
a more successful
event; this means
making some public
facilities available with
a contract

Business Advocacy

Branding & Promotion

Review & make

Create a business-

Significant role

Significant role

recommendations on

friendly environment

in advocating for

in advocating for

regulations & projects

business development

business development

impacting businesses

at the state & federal

at the state & federal

levels & private sector

levels

Promotion, advertising Funding and

Develop marketing

GPEC plays a role in

& marketing

participation in

materials to attract

branding & promoting

branding & promotion

businesses Active

the region

participation in
branding & promoting
the region impacts
attraction of new
industrial businesses
Economic Foundation Development

Support for identifying

Support EDAC and

Provide support

Support to members

& building community

Partnership

to local EDAC

regarding economic

regarding economic

development needs

assets

development needs
Downtown Redevelopment

•

•

Support role to the

Ensure that all public

Support the Town of

Town of Wickenburg

properties downtown

Wickenburg & Staff if

& staff

are well maintained

needed

No significant role

Continue to meet
with downtown
property owners
to understand &
address issues

Tourism Development

Primary responsibility

Historical Walking Tour No significant role

for tourism promotion

Guide

No role

and film development.
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Strategic Wickenburg Action Team

Strategic Plan Evaluation and Update

The original Wickenburg Action Team was appointed to develop

Implementation in whole or in part is the measure of the plan’s

this Economic Development Strategic Plan. A similar type of

success. The Wickenburg Focused Future Strategic Plan for

Action Team will be formed to oversee the implementation of

Economic Development serves as a guide for achieving respective

the Plan. The Town Council should initiate the implementation

plans, goals, and objectives for Wickenburg’s local community and

process by forming the Strategic Wickenburg Action Team (SWAT)

economic development efforts. However, it is critical to monitor

similar to the original team with citizens representing the broader

how the Strategic Plan is put into action. The Town of Wickenburg

community and many of the civic organizations. SWAT will be

in collaboration with its partners is responsible for monitoring the

responsible for ensuring that the Strategic Plan is being monitored

implementation of the Strategic Plan. Following are the specific

and implemented. It is anticipated that SWAT will meet quarterly

steps to ensure the plan is implemented.

or more often depending on the work projects. Following are
SWAT’s responsibilities:

Adoption —All local entities involved in the strategic planning

process shall adopt or accept the Strategic Plan.

Responsibilities

Community Communication —The Wickenburg Focused Future

Oversight —SWAT will coordinate with the various Wickenburg

process involved a tremendous amount of public participation.

entities responsible for playing a role in the Plan’s implementation.

Community communication about the Plan and progress is critical.

The oversight might entail receiving status reports and

Upon adoption of the Plan, the specific goals and strategies should

coordinating projects between various organizations.

be communicated to the public and the Plan made available

Monitor —SWAT will be responsible for monitoring the

to anyone for review.

implementation of the Strategic Plan and providing a status report

Plan Distribution and Presentations —There are many different

to the Town Council on accomplishments. The SWAT will develop

organizations that can support and assist Wickenburg in

performance measures to monitor the success of the Plan’s

implementation of the Strategic Plan. It is very important for

implementation and track those measures over time.

Wickenburg to announce to these agencies (Greater Phoenix

Review and Update —SWAT will be responsible for organizing the

Annual Economic Summit in collaboration with the other primary
economic organizations. The purpose of the Summit is to review
the accomplishments made on implementing the Strategic Plan,
discuss the changes in the local and regional economy, and

Economic Council, APS, Arizona Department of Commerce,
Arizona State Land Department, and Governor’s Office) that the
Plan is in place. These groups must understand the community’s
vision for the future and how they can assist the community
in meeting its goals.

discuss potential updates to the Plan in terms of strategies or new

Formation of the Wickenburg Strategic Action Team (SWAT) —

focus areas. SWAT would be responsible for making any changes

Action Team comprising key staff members from the primary

to the Strategic Plan and ensuring that all the entities accept

economic development organizations and any other key groups

the changes.

will be organized. The SWAT will meet quarterly to oversee the

Engage Broad Community Participation —SWAT should ensure

Plan’s implementation.

that it seeks out broad community participation to assist in the

Implementation through Work Programs —Following adoption/

Plan’s implementation. The participation should go beyond the

acceptance of the Focused Future Strategic Plan for Economic

traditional community and economic development organizations

Development, all entities should examine and align the strategic

that typically are involved in this type of effort. Implementation

plan with each entity’s organizational strategic plan. Once

can serve as an opportunity to educate more residents about

completed, and/or updated, these plans will be exchanged with

economic development and build new community leadership.

the SWAT members to ensure good coordination. The SWAT will
use these strategic plans to monitor the implementation of the
Focused Future Strategic Plan.
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Keeping Score Annually —Wickenburg should evaluate the

progress it has achieved on each of the Catalytic Strategic
Directives. The purpose of “Keeping Score” is to measure the
success the community is making toward implementing the

“It’s easy to make a buck.
It’s a lot tougher to make a difference.”
—Tom Brokaw

Strategic Plan. The SWAT will prepare a summary report and
present the results at an Economic Summit.
Annual Economic Summit Annually —Wickenburg will conduct

an Economic Summit to discuss, modify, and update the Focused
Future Strategic Plan for Economic Development. The Summit
will review accomplishments, changes in the local economy, and
recommended changes to the Plan. Changes made to the Plan will
be presented to the various entities adopting the original plan for
discussion, alignment, and possible inclusion in their organizational
strategic plan. The SWAT will be responsible for organizing and
conducting the annual Economic Summit.
Work Program Funding Each of the entities shall develop one-year
budgets to fund and implement the work program. Annual budget
requests shall be based on the strategies to implement the
Strategic Plan.

photo courtesy of Wickenburg Chamber of Commerce
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A P P E N D I X A – Glossary of Terms
Action Team

The Wickenburg Action Team was

Focused Future

A community and economic strategic

appointed by the Town of Wickenburg

development planning process that

Council to develop the Wickenburg

was developed by APS.

Focused Future Strategic Plan for
Economic Development. An Action

Focus Areas

Strategic initiatives that the

Team comprising the various key staff

community will address when

members from the primary economic

working toward implementing

development organizations will be

Wickenburg’s vision.

responsible for monitoring the Plan’s
implementation.

Goals

Describe a fundamental direction
or broad course of action; desired

B3

achievements.

(Also called Building Bridges to
Business) A survey instrument tool
to get a handle on business needs

Infrastructure

The fundamental public facilities such

within the community. The program is

as roads, water and sewer systems,

sponsored by APS.

power and phone lines, and airports
that transform raw land into a quality

Basic Industry

place to live and do business.

Business activities that bring new
dollars into the community.
Leakage

Business Retention

The amount of revenues leaving

An activity that works with existing

the community due to the lack of

businesses to keep them a viable and

services and retail being provided

growing part of the community.

locally. Residents go to the Valley to
purchase goods and services and

Creative Class

Those individuals who think for a

those communities receive the sales

living (e.g., scientists, lawyers, artists,

tax revenues.

designers, and architects) and are
attracted to an area that offers a

Vision

An ideal and unique image of the

variety of economic opportunities,

future state of the community. It

a stimulating environment, and

incorporates a view of the future

amenities for every possible lifestyle.

condition that is better in some
important ways than what now exists.

Community Indicators

Quantitative measures of activities
that are important to Wickenburg.

A P P E N D I X B – Acronyms
ADOT
APS

Arizona Department of Transportation
Arizona Public Service Company—the largest
energy provider in Arizona

B3

Building Bridges to Business Program

CIP

Capital Improvement Plan
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FY

Fiscal year (ends June 30 of the year)

NACOG

Northern Arizona Council of Governments

SR

State Route

USD

Unified School District

USFS

United States Forest Service
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A P P E N D I X C – Organizations
Town of Wickenburg

Wickenburg Chamber of Commerce

Town Council

Board of Directors

Airport Advisory Commission

Ad Hoc “Talent Pool”

Arts Advisory Commission

Ambassadors Committee

Board of Adjustment

Contractor’s Task Force

Building Code Ad-Hoc Committee

Community Development Committee

Economic Development Advisory Commission (EDAC)

Education Committee

Finance and Audit Committee (F&A)

Film Commission

Library Board of Trustees

Medical Services Committee

Parks and Recreation Advisory Commission (P&R)

Promotional Activities

Planning and Zoning Advisory Commission (P&Z)
Personnel Committee
Public Safety Personnel Retirement Board (PSPRB)—Police
Public Safety Personnel Retirement Board (PSPRB)—Fire
Public Safety Personnel Retirement Board (PSPRB)—Dispatch
Recycling Ad-Hoc Committee
Rodeo Ground Ad-Hoc Committee
Safety Committee
Trails Advisory Commission

•

Fall Horse Thieves Market

•

Spring Fling

SCF Safety Committee
Special Events Committees
•

3rd of July Fireworks and Family Fun

•

Bluegrass Festival and Fiddle Championship

•

Christmas Parade of Lights

•

Cowboy Christmas Poets Gathering

•

Fiesta Septiembre

•

Fly-in and Classic Car Show

•

Gold Rush Days

•

Out Wickenburg Way Street Dance and BBQ

Telecommunications Task Force
Tourism Authority
Transportation & Trails Committee
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Goal

Strengthen
Wickenburg’s
economic and
community assets
and infrastructure that
make the community
attractive for new
investment.

Catalytic
Strategic
Directive

Business
Diversification

W or k S h eets

Wickenburg Economic
Development
Partnership (WEDP)

WEDP

Town of Wickenburg

Chamber of
Commerce, Town of
Wickenburg
Town of Wickenburg
Town of Wickenburg
& Chamber of
Commerce
Town of Wickenburg

Town of Wickenburg
Town of Wickenburg

2. Move forward with the proposed
rail park Forepaugh development
and improvements, which includes
solidifying commitments from rail end
users, creating a mix of businesses,
and developing a marketing plan to
attract new business to the park.
3. Continue to plan, fund, and
implement capital improvements to
support economic development.
4. Pursue creative financing – USDA,
Tiger II Grant, Wellik Foundation, and
private investments.
5. Pursue annexation of additional
developable industrial land.
6. Continue to monitor and support
planning and development of
passenger rail.
7. Complete the Airport Master
Plan and move forward with airport
expansion to assist in attracting new
business investment.
8. Continued expansion of the airport
infrastructure, funding, and services.
9.Improve the Wickenburg business
park by working closely with
landowners and coordinate strategy
development to strengthen the park as
an economic asset.

Responsibility

1. Pursue the development of a “green
industry recruitment strategy” that
includes solar and recycling industries
compatible with Wickenburg’s vision.

Strategy

Short Term
& Ongoing
1-2 yrs.

Mid Term
2-3 yrs.

Long Term
3-5 yrs.

Status

Goal

Attract educational
opportunities to
serve community and
business development
needs.

Expand and attract
additional medical
facilities and services
to the area.

Catalytic
Strategic
Directive

Educational
Opportunities

Medical &
Behavioral Health
Care Cluster
Chamber of
Commerce
Hospital

WEDP

WEDP

WEDP

2. Prepare an inventory of medical
assets.
3. Develop a research study to
determine hospital and medical
leakage for services that Wickenburg
could be providing and determine the
reasons for the leakage.
4. Identify gaps in service and
implement a strategy to address.
5. Identify potential support businesses
and consulting needs that are not
currently being addressed and pursue
recruitment.
6. Implement a targeted recruitment
program geared at expansion
opportunities for assisted living and
behavioral facilities.

Town of Wickenburg,
Chamber of
Commerce & School
District

3. Develop a system for providing
specialized education to the
community (online/distance learning
and technical training).
Chamber of
Commerce

WEDP

2. Identify and explore all public/
private funding options and
partnership opportunities to
assist in the development of niche
educational institutions such as
veterinary medicine, equine sciences,
environmental science (using the
Hassayampa River Preserve), and
green technologies, such as solar
energy.

1. Meet with existing facility staff to
understand the existing needs of their
facilities and identify strategies to
meet those needs.

WEDP

Responsibility

1. Initiate a research study to identify
potential “niche” post-secondary or
technical educational institutions and
specialized training opportunities.

Strategy

Short Term
& Ongoing
1-2 yrs.

Mid Term
2-3 yrs.

Long Term
3-5 yrs.

Status

Goal

Maximize
Wickenburg’s
character as an
asset to expand
opportunities to
capture the authentic
Western experience.

Catalytic
Strategic
Directive

Retail, Hospitality
& Entertainment

Chamber of
Commerce

Chamber of
Commerce

WEDP

3. Update the Facility Needs
Assessment that addressed local
conference resources and implement
a strategy to attract more conferences
and workshops.
4. Complete the Northern Arizona
University Tourism Visitor Study and
implement a targeted marketing
strategy based on the study.

Destination

Town of Wickenburg
& Chamber of
Commerce
Town of Wickenburg

Town of Wickenburg

2. Develop new programs to maximize
utilization of the rodeo grounds and
other community venues/facilities.
3. Designate a new corridor along
Highways 60 and 93 for compatible
retail development to diversify the
tax base and increase the sales tax
revenues.
4. Implement improvements on the
pedestrian footbridge, strengthening
our gateway.

1. Pursue the development of a truck
stop for large rigs traveling through
the area.

Town of Wickenburg

Town of Wickenburg
& WEDP

Responsibility

2. Review and monitor retail sales tax
revenue trends in historic Downtown
Wickenburg and along other
commercial corridors.

1. Conduct Retail Assessment
that identifies potential retail
establishments that Wickenburg can
support.

Research

Strategy

Short Term
& Ongoing
1-2 yrs.

Mid Term
2-3 yrs.

Long Term
3-5 yrs.

Status

Goal

Develop
community-wide
telecommunications
infrastructure
to strengthen
Wickenburg’s longterm competitive
position.

Catalytic
Strategic
Directive

Telecommunications
Infrastructure

Town of Wickenburg,
WEDP & Chamber of
Commerce

Town of Wickenburg
& Chamber of
Commerce

Town of Wickenburg
& Chamber of
Commerce
Town of Wickenburg

Chamber of
Commerce

5. Strengthen our only permanent,
year-round, climate-friendly tourism
destination by supporting venues such
as the Desert Caballeros Western
Museum and develop additional
permanent destination tourism
attractions such as multiuse trails.
6. Develop Wickenburg as a destination
location for day trips as well as
extended stays by developing events
such as Cowgirl Up Month, Nonprofit and for profit events and other
creative ideas that include local retail,
entertainment, and hospitality assets.
7. Continue to identify ways to
maximize and integrate all community
events throughout Wickenburg.
8. Continue to pursue the formal
historic designation for Downtown
Wickenburg.

Promotion

Town of Wickenburg

Town of Wickenburg

3. Create a directional signage program
around town and an informational
program promoting the Wickenburg
bypass corridor.

1. Enforce town codes and implement
impact fees dedicated to improving
telecommunications infrastructure
within Wickenburg.

Wickenburg Cultural
Organization

2. Expand and add information to
the Wickenburg audio tour project
under development to include retail
establishments along the walk to
discuss the historic buildings.

1.Continue to aggressively promote
a Shop Wickenburg advertising
campaign.

Responsibility

Strategy

Short Term
& Ongoing
1-2 yrs.

Mid Term
2-3 yrs.

Long Term
3-5 yrs.

Status

Goal

Build upon community
assets to become
recognized as a
model for sustainable
communities and
as a town that
is economically
aligned with a strong
community vision.

Catalytic
Strategic
Directive

Community Livability
& Sustainability

Town of Wickenburg
& Chamber of
Commerce
Town of Wickenburg
Town of Wickenburg

Town of Wickenburg

Town of Wickenburg

3. Increase community involvement in
local planning and decision-making.
4. Create a “community digest” to
inform residents about the community.
5. Expand and update infrastructure
needs in the Town’s future economic
growth areas.
6. Continue to develop multiuse
trails and trailheads throughout the
community.

Town of Wickenburg,
WEDP & Chamber of
Commerce

4. Develop a Communications Strategic
Plan that includes an inventory
of existing telecommunication
infrastructure, identifies gaps in
service, explores relationships
with other potential providers, and
includes a comprehensive, prioritized
improvement strategy.

2. Develop a “brand” for Wickenburg
that captures the essence of
everything the community has to offer.

Chamber of
Commerce

3. Strengthen the relationship
with Qwest, Cox, and Blue Wire to
encourage local improvements.

Town of Wickenburg

Town of Wickenburg

2. Pursue state and federal grants
to improve local broadband
capabilities and other leading-edge
telecommunications infrastructure.

1. Complete the update of the
Wickenburg General Plan.

Responsibility

Strategy

Short Term
& Ongoing
1-2 yrs.

Mid Term
2-3 yrs.

Long Term
3-5 yrs.

Status
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Executive Summary
demographics, development history, transportation, downtown
amenities, regulatory documents, plans, and other materials
related to Wickenburg. The Economic Development Strategies
chapter reports on a business analysis conducted on downtown
Wickenburg and lists specific business strategies the Town and
potential partners may implement. The Design Guidelines chapter
establishes design guidelines for downtown development, urban
form, and streetscape. The Funding & Implementation Strategies
chapter provides a roadmap to implement the economic
development recommendations within the Plan. This includes
funding opportunities, timelines, and partnerships the Town can
make to move forward with downtown development. The final
chapter, Redevelopment Opportunities & Design Concepts,
identifies specific sites in downtown Wickenburg for potential
redevelopment and provides design examples for each piece of
land in accordance with the Economic Development Strategies
and Design Guidelines.
The business analysis, public
participation process, site maps, and final public presentation are
included at the end of the Plan as Appendices A-C.

The Town of Wickenburg partnered with the School of
Geographical Sciences and Urban Planning at Arizona State
University through the spring of 2014 to develop a plan to direct
the future of downtown Wickenburg. Graduate students in the
Urban and Environmental Planning program worked with Town
staff, elected officials, and the public to address some of the
economic, environmental, aesthetic, and development issues in
Wickenburg’s downtown area.
The Wickenburg Downtown
Heritage Plan identified these concerns and established practical
solutions to help improve downtown economic development,
urban design, and quality of life.
Town staff identified economic development, urban design, and
implementation strategies as the major focus areas for downtown
Wickenburg.
These concerns guided the structure of the
Downtown Heritage Plan, which includes the following chapters:
1.
2.
3.
4.
5.

Community Profile
Economic Development Strategies
Design Guidelines
Funding & Implementation Strategies
Redevelopment Opportunities & Design Concepts

Overall, the Downtown Heritage Plan creates an innovative vision
for downtown Wickenburg to strengthen the economy, design,
aesthetics, and urban form of downtown, while improving the
“Wickenburg experience” for residents and visitors alike.

The Community Profile chapter details an in-depth look at the
Town of Wickenburg, specifically socioeconomic conditions,

ii
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Introduction
This chapter provides an overview of the Town of Wickenburg’s
historic growth. The topics covered include demographics,
socioeconomics, transportation infrastructure, development
regulations, and amenities to establish a contextual background
for an in-depth study of the downtown area. This chapter also
defines the boundaries of the Wickenburg Downtown Heritage
District. The information in this chapter will assist local leaders,
business owners, and concerned citizens, in making the most
informed decisions regarding the future of downtown Wickenburg.

Physical Location and Development History
The Town of Wickenburg was founded in 1863 and incorporated
as a town in the Arizona Territory in 1909. The Town traces its
roots back to the western gold mining boom of the mid-19th
century. The first official population was recorded in 1864, which
included the Town surrounding the gold mine and local ranch
operated by Henry Wickenburg, with a total population of seven.
The Town grew around mining, agriculture, and the Santa Fe
Railroad’s Arizona to California line, which was built in 1905.
During the post-Depression years, Wickenburg gained a
reputation as the “Dude Ranch Capital of the World,” a popular
winter retreat, and highway tourist destination.

Its separation from the Phoenix Metropolitan Area prevented
significant population growth in the Post-war boom years, as seen
in other Phoenix-area communities. The current incorporated
limits of the town include 19.4 square miles on the border of
Maricopa and Yavapai Counties. The climate of the area is typical
of the Sonoran Desert highlands, which experiences slightly
cooler summer and winter temperatures than those seen in the
Phoenix area, especially during the night. The Town is located
along the Hassayampa River and between the Weaver and
Vulture Mountains; the topography of the region has shaped the
development patterns and channels it along the washes and
flatlands.
The Town is located approximately 50 miles northwest of Phoenix
at the intersection of US Highways 60 and 93 between Phoenix,
Arizona and Las Vegas, Nevada. The original incorporated limits
developed at the intersection of these highways and development
since the early 1900s has continued to expand as follows: to the
west along US Highway 60, to the south along US Highway 60
toward Morristown, Arizona, and to the north along US Highway
93 towards the intersection with State Highway 89.
This
development growth is seen in Figure 1-1 on page 1-2.
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Figure 1-1

Wickenburg Growth Stages

SOURCE : TOWN OF WICKENBURG GENERAL PLAN 2025
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Community Background

The Wickenburg Downtown Heritage area was defined in the
Wickenburg Downtown Report of June 2005. This area is
comprised of 64 acres at the crossroads of US Highway 93 and
US Highway 60. The area is defined by the Sols Wash to the
north, Hassayampa River to the east, the BNSF Railroad to the
west, and Coconino Street to the south. The businesses west of
the railroad between Yavapai Street and Center Street are also
included on the western edge of the downtown area.
This area encompasses the historic intersection of the two major
northwestern travel routes in Arizona as well as the area’s rich
western heritage in the shops, restaurants, and businesses
located there. The district includes many of the Town’s municipal
services and continues to function as the heart of the Town of
Wickenburg. This district is a valuable regional asset for visitors
and tourists.

SOURCES: TOWN OF WICKENBURG GENERAL PLAN 2025; YAVAPAI COUNTY
BOARD OF SUPERVISORS ’ HEARING MINUTES FROM JANUARY 2, 2007

Demographic Analysis
Population

The Town of Wickenburg has experienced steady growth since its
incorporation as a town in 1909. This growth has become more
pronounced in recent years as development from the Phoenix
Metropolitan Area continues northward and reduces the distance
between Wickenburg and suburban communities on the edge of
the greater Phoenix area. This has resulted in tremendous growth
since the 1990s due to the outward sprawl towards Wickenburg,
as demonstrated in Figure 1-2 below.
Figure 1-2

Wickenburg Population Growth, 1920 – 2010

7,000
6,000

Population

The area adjacent to the US Highways 60 and 93 includes large
amounts of commercial development, particularly at the
intersection of these two highways and along the US Highway 93
in the northern stretch of the town. The areas on the current
edges of the Town’s development are primarily zoned for single
family residential development, resort health facilities, or as
environmentally sensitive areas.
A proposed subdivision
development five miles to the north of downtown will add several
thousand homes to the Town’s inventory, and would considerably
increase the Town’s population if annexed. The inclusion of
commercial zoning in the proposed development may, although
not certain at this time, affect existing businesses in the downtown
area.

1
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SOURCE: US CENSUS, 1920-2010
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Population projections provide policymakers and stakeholders
with vital information on community growth which may assist them
in making informed decisions on future growth patterns,
infrastructure needs, and the demographic makeup of the
community. The Maricopa Association of Governments (MAG)
prepares population growth estimates for all local jurisdictions
within the county. This MAG projection assumes Wickenburg will
continue to experience a higher growth rate based on recent
greater population growth trends. Figure 1-3 estimates the 2020
population of Wickenburg to be 8,400, and nearly 10,700 by 2025.

Population Pyramid for Wickenburg, 1990
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48.1

Year
SOURCES: MARICOPA
PROJECTIONS , 2013

ASSOCIATION

OF

GOVERNMENT

POPULATION

This projected growth represents significant opportunities and
potential challenges for the Town of Wickenburg, as the Town
must decide the method of land use conversion, transportation
infrastructure, and other public services for the area. Furthermore,
1-4

Figure 1-4

Wickenburg Population Projections, 2011 – 2025

2011

Population

Figure 1-3

the population increase also brings a change in the traditional
demographic makeup of the town.
The median age in
Wickenburg has increased from 48.1 years old in 1990 to 52.7
years old in 2010. This change outpaces the increase in median
age for Maricopa County, which went from 32.0 to 34.6 during the
same time period. An analysis of the age distribution shows that
the Town has experienced an increase in the median age of
residents, as shown in Figures 1-4, 1-5, and 1-6 below.

Demographic Analysis | Wickenburg Downtown Heritage Plan
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Figure 1-5

Population Pyramid for Wickenburg, 2000

48.4

SOURCE: US CENSUS BUREAU, 2010
The growth in population in Wickenburg has been accompanied
by an increase in the median income, home value, and age. An
understanding of the influence of an older population in
Wickenburg will help guide the development of a successful
downtown. Median incomes continue to rise in Wickenburg, as
shown in Figure 1-7 below; however, they continue to remain
below the Maricopa County median income levels.
Figure 1-7

Wickenburg Median Income, 1990-2010
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$50,410
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$40,000

SOURCE : US CENSUS BUREAU, 2000
Figure 1-6
Population Pyramid for Wickenburg, 2010
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SOURCES: US CENSUS BUREAU, 1990-2010
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Figure 1-8

Wickenburg Ethnic Composition, 1990-2010
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SOURCE : US CENSUS BUREAU, 1990-2010

Ethnic Composition

According to the United States Census Bureau, the population of
the Town of Wickenburg largely identifies as white. The ethnic
distribution is shown for the years 1990 through 2010 in Figure 18. While the population growth suggests a slight increase in other
ethnic groups in the past ten years, the primary ethnic makeup of
the Town remains the same. The overwhelming presence of a
single ethnic group may influence the use of the downtown,
including the area’s design, attractions, or the preferences of the
local populace. However, it may be important for the Town to
expand the current population base and promote the
diversification of the community.

Education

The Town of Wickenburg is served by the Wickenburg Unified
School District #9. The schools in the district include two
1-6
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elementary schools, Festival Foothills Elementary School and
Hassayampa Elementary School; one middle school, Vulture Peak
Middle School; one high school, Wickenburg High School; one
preschool through 12th grade school, Wickenburg Christian
Academy; and one alternative learning school, Wickenburg Digital
Learning Program. Additionally, Estrella Mountain Community
College holds classes at Wickenburg High School for those who
are enrolled. The Del Webb Performing Arts Center is located
adjacent to Wickenburg High School and offers facilities to be
used by students in the district and other community residents.
The Hassayampa Elementary School is located immediately south
of the downtown commercial area.
The US Census estimated that in 2010 the largest proportion of
students was enrolled in 1st through 8th grade, a total of 40% of
total enrollment. This is down from roughly 48% in 2000. The total

Community Background
student enrollment was approximately 1,550 at the start of the
2013-14 school years. In the decade between 2000 and 2010, the
population of Wickenburg achieved increased levels of education.
The proportions of residents that had obtained a high school
diploma or less had increased slightly, as had those with some
college. In addition, the percentages of residents with an
Associate’s, Bachelor's, or Graduate or Professional Degree had
all increased from 2000 to 2010, indicating higher levels of
educational attainment across the population, as shown in Figure
1-9. The change in education levels that often accompany a
higher skilled workforce may bring demand into Wickenburg for
new preferences or lifestyles which the downtown area can work
to accommodate.
SOURCES: WICKENBURG UNIFIED SCHOOL DISTRICT HOMEPAGE , ACCESSED
JANUARY 2014; TOWN OF WICKENBURG HOMEPAGE , ACCESSED JANUARY
2014; US CENSUS BUREAU, 2000 AND 2010, WICKENBURG UNIFIED SCHOOL
DISTRICT #9 HOMEPAGE , ACCESSED FEBRUARY 2014

Employment
The Town of Wickenburg has experienced tremendous growth,
since its founding as a mining town at the turn of the century. The
region has been driven by a number of important industries,
including outdoor recreation, tourism, and medical services.
Furthermore, the changing demographics of the town have
brought a new set of economic drivers and necessary services to
the area. The major industry sectors are outlined by their
employment in the North American Industrial Classification
Sectors listed in Figures 1-10 on page 1-8.
When the major employment sectors for the Town of Wickenburg

1

are compared to Maricopa County, the major employers and
significant trends of the Town become evident. The result shows
that education, healthcare, and social assistance represent a
significant percentage of the total employment for the Town of
Wickenburg. In addition, arts, recreation and accommodation,
and retail trade represent significant industries in the Town. The
future policies for downtown development should seek to solidify
the strength of these industries, while exploring alternatives for
developing emerging industries.
The major employers in
Wickenburg are given in Table 1-1 on page 1-9.
Figure 1-9

Wickenburg Education Attainment, 2000-2010
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Figure 1-10

Industrial Composition by Sector, 2000 – 2010

35%
30%
25%
20%
15%

Public administration

Other services

Arts, recreation,
accomodation, food
services

Education, health care,
and social assistance

Professional &
management

Finance, insurance, real
estate, rental & leasing

Information

Transportation & utilities

Retail trade

Maricopa County 2000

Wholesale trade

Wickenburg 2010

0%
Manufacturing

5%
Construction

Wickenburg 2000

Agriculture & mining

10%

Maricopa County 2010

SOURCE : US CENSUS BUREAU, 2000-2010
Local employment is bolstered by the healthcare, accommodation,
and retail trade industries. Medical services and healthcare, in
particular, represent a growing industry in the local economy. The
Wickenburg Community Hospital and multiple treatment centers in
the region are significant sources of employment in the local
community; policies strengthening the position of these industries
could benefit downtown development by proving steady
employment to local residents. In addition, local government
institutions, such as the Town of Wickenburg and the Wickenburg
School District represent a major source of reliable employment
for the Town.

1-8
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Furthermore, the legacy dude ranch industry in and around
Wickenburg remains an important source of tourism, employment,
and economic activity for the Town. Many of these facilities began
to emerge during the 1930s through the 1970s and provided
patrons with opportunities to explore western culture and outdoor
activities in a myriad of social environments and activities. These
attractions brought a significant number of travelers through
Wickenburg; a number of these facilities remain in operation
today, including the Rancho de los Caballeros, the Flying E
Ranch, the Kay El Bar Guest Ranch, and Rancho Casitas. While
the nature and facilities at these ranches may evolve over the
years to accommodate changing tastes and preferences, these

Community Background

1

attractions remain a significant draw for visitors to Wickenburg.
Table 1-1 Major Employers in Wickenburg, 2013
Full Time
Employers
Employees
Wickenburg School District
185

Part Time
Employees
69

The Meadows
Wickenburg Community
Hospital
Rosewood Treatment Center

162

35

144

36

160

0

Remuda Ranch

111

30

Rancho de los Caballeros

140

0

Safeway

85

0

Town of Wickenburg

77

11

Basha’s

60

0

Anita’s / Nana’s Restaurants
26
0
SOURCE : TOWN OF WICKENBURG HOMEPAGE , ACCESSED JANUARY 2014
The downtown plays an important host to these visitors and can
benefit greatly from the continued operation of these facilities.
According to the 2010 US Census, 1,930 people commute from
outside the Town of Wickenburg to work, while 1,743 live within
Wickenburg but work outside the Town. About 642 people both
live and work within the Town, as seen in Figure 1-11. The
influence of Wickenburg both as a regional source of employment
and part of the commuter-shed to the Phoenix Metropolitan area is
an important aspect of the economic vitality of the community.
The low rate of residents who both live and work in the Town of
Wickenburg can present challenges to long term economic
Figure 1-11 Wickenburg Employment Inflow-Outflow, 2010

SOURCES: US CENSUS BUREAU, 2010
development as the community lags in the creation of well paying,
long term employment opportunities for most of its work-aged
residents. The Town of Wickenburg has been faced with a recent
unemployment rate higher than the rest of Maricopa County. This
has been exacerbated by the recent national recession, and
Wickenburg continues to struggle with a high unemployment rate.
The unemployment rates for the Town of Wickenburg and
Maricopa County are given in Figure 1-12 on page 1-10.
The Town of Wickenburg created the Forepaugh Industrial Rail
Park to serve as a strategic inland port to connect the Southern
California, Las Vegas, and Phoenix metropolitan areas. The area
currently includes 130 acres of industrial property, with an
additional 640 acres available for development. The site provides
both rail and highway access to promote industrial development in
the region.
The industrial park is operated through the
Wickenburg Regional Economic Development Partnership. This
Wickenburg Downtown Heritage Plan | Employment
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industrial area represents a significant investment by the Town to
bring more jobs to Wickenburg, while moving the employment
center away from the downtown area.
Figure 1-12

Wickenburg Unemployment Rates, 1990-2010
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SOURCES: US CENSUS BUREAU, 1990-2010
Wickenburg’s important location at the crossroads of the major
highways in northwestern Arizona makes it an important regional
economic driver and source of employment. These impacts were
explored in the Wickenburg Downtown Report completed in 2005.
The report extends Wickenburg’s influence all the way west to
Salome, north towards Congress, and south to Morristown. This
region of influence is seen in Figure 1-13 on page 1-11.

1 - 10
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Figure 1-13

1

The Wickenburg Economic Region of Influence

SOURCE : TOWN OF WICKENBURG DOWNTOWN REPORT , 2005
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Figure 1-14

Housing
The number of housing permits issued by the Town is often
indicative of the overall economic success and growth of the area.
Figure 1-14 shows a rapid growth in new home construction in the
early 2000s followed by a severe drop in construction. This trend
was similarly seen in the Phoenix Metropolitan Area as a result of
the nationwide economic recession. These permits represent a
significant growth and decline in single family housing, with a lack
of multi-family housing and more dense residential land uses.
This reflects the Town’s planning goals to maintain the rural
nature of Wickenburg, which is significant for the image of the
downtown area.
Wickenburg Ranch is a proposed residential development located
approximately five miles north of downtown Wickenburg at the
intersection of US Highway 93 and State Route 89. The
development proposes nearly 3,000 housing units of varying
density, both attached and detached structures. This has the
potential to nearly double the total population of Wickenburg and
may have significant impacts on the availability and affordability of
housing in the area.
The Town has experienced a substantial increase in the median
value of homes in recent years, which may also impact the overall
availability and affordability of housing in Wickenburg. The Town
has also seen an increase in the number of owner-occupied
dwellings, which may represent a greater number of permanent
residents in Wickenburg; a trend which may be the result of an
older and less mobile population moving into the area. Housing
indicators for the Town of Wickenburg and a comparison in
Maricopa County are given in Table 1-2 on page 1-13.
1 - 12
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Wickenburg Housing Permits, 2000-2012
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Current zoning patterns discourage residential development in the
downtown area. The vast majority of downtown is currently zoned
for commercial and public facilities, which reflects a decades-long
trend of pursuing more intense uses downtown. Currently, a
limited number of single family residences exist in the downtown
commercial areas that predate current policies for the downtown.
The areas along Jefferson Street and southwest of the
Hassayampa Elementary School are currently single family
residential neighborhoods. Limited multi-family residential, such
as apartments and condominiums, border the downtown area.

1
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Table 1-2 Housing Indicators for Wickenburg and Maricopa County, 1990-2010
Town of Wickenburg
Housing Indicators
1990
2000

Median House Value
Available Dwelling Units
Owner-Occupancy Rates

$75,200
2,595
50.9%

$150,100
2,691
64.9%

2010

1990

$173,100
3,619
69.1%

$84,300
952,041
53.7%

Maricopa County
2000

$129,200
1,250,231
67.5%

2010

$180,800
1,640,448
63.1%

SOURCES: US CENSUS BUREAU, 1990-2010

Transportation
Highways

The Town of Wickenburg lies at the intersection of several
important highways in northeastern Arizona. US Highway 93 and
US Highway 60 are significant sources of visitors who provide
commercial revenue, especially to the downtown area. The
highway can be a major source of noise pollution from the heavy
semi-truck traffic, as the highway is a main route for freight
movement associated with the North American Free Trade
Agreement (NAFTA) corridor through the western states.
Increased freight traffic and congestion in the downtown area
prompted the construction of the US Highway 93 Bypass, which
was constructed in 2013. This has alleviated a significant amount
of the freight traffic in the downtown area. The intersection of US
Highway 60 and US Highway 93 form the downtown commercial
district. The major highways and interstates in the Wickenburg
area can be seen in Figure 1-15 below. Furthermore, the
projected growth in travel on these highways can be seen in Table
1-3 on page 15.

Rail Lines

The Town of Wickenburg is serviced by the Arizona and California
Railroad (ARZC). This heavy rail line transports approximately
12,000 carloads of goods a year, primarily petroleum gas, steel,
and lumber. The line runs from Cadiz, California through
Wickenburg to connect to other major lines to the south in the
Phoenix Metropolitan Area. In addition, the Burlington Northern
Santa Fe (BNSF) Railway passes through Wickenburg. The
Forepaugh Industrial Rail Park is located in the Town adjacent to
the rail lines. Wickenburg does not currently receive service from
passenger rail services; however, the Town’s General Plan and
MAG both support the development of rail services, including
access to the BNSF rail line and a commuter rail line extending
from Wickenburg to the Phoenix Metropolitan Area.

Airports

The Wickenburg Municipal Airport is a publicly-owned airport with
a 6,100 foot runway which supported 36,030 flight operations in
2011-2012. Most of the aircraft based at the airport are privatelyowned single engine aircraft.
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Figure 1-15

Regional Highway System around Wickenburg

SOURCES: TOWN OF WICKENBURG PLANNING DEPARTMENT .
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Downtown Traffic Patterns

The two key gateways into the Wickenburg Heritage District are
arterial roadways which are heavily trafficked by vehicles passing
through downtown to the rest of Wickenburg. The first is
Wickenburg Way, the local name for US Highway 60 as it passes
east-west through downtown. This road has four lanes connected
to the roundabout located at the eastern entrance of Wickenburg.
The street heads southwest from there and curves west to the
western edge of Wickenburg. The major arterial intersecting
Wickenburg Way is Tegner Street, a two-lane road with on street
parking on both sides through downtown. Tegner Street travels
northwest and becomes a four-lane road from the Wickenburg
Heritage District to northern Wickenburg where Wickenburg
Community Hospital is located. Nearly all intersections in the
downtown area are controlled with stop signs. Traffic counts for
the major roadways through Wickenburg are available in Table 13 below. The Town of Wickenburg currently supports limited

transit infrastructure. The Valley Metro Route 660 offered
commuter bus service between Wickenburg and Peoria along US
Highway 60 from 2003 until 2011. The current General Plan does
not outline specific transit development goals for the downtown
area.
Downtown Wickenburg area currently supplies nearly 337 onstreet and 582 off-street parking spaces to accommodate daily,
weekend, and event parking demand.
Parking remains a
significant issue for annual events held in Wickenburg, particularly
the annual rodeos. This is further strained by the seasonal
population increase during the winter months when approximately
4,000 additional residents are in Wickenburg. Daily traffic patterns
currently support the demand for parking, which at this time is free
to all patrons.

Table 1-3 Traffic Counts in the Downtown Wickenburg Area, 2010
Highway

US 60
US 60
US 60
US 60
US 60
US 60
US 93
US 93

Segment

Aguila to Wickenburg Airport
Wickenburg Airport to Vulture Mine
Road
Vulture Mine Road to US 93
US 93 to Mockingbird Road
Mockingbird Road to SR 74
SR 74 to Wittmann
SR 89 to Vulture Mine Road
Vulture Mine Road to US 60

*ADT: Average Daily Traffic

Yearly Growth
Rate

Classification

2010 ADT*

2031 ADT*

Rural Highway

1,500

2,630

Rural Highway

4,000

6,300

2.20%

Major Arterial
Major Arterial
Major Arterial
Major Arterial
Major Arterial
Major Arterial

13,000
15,500
11,500
8,300
10,500
9,400

18,330
21,830
19,640
20,490
12,750
11,950

1.60%
1.60%
2.60%
4.40%
0.90%
1.10%

2.70%
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SOURCE : ARIZONA DEPARTMENT OF TRANSPORTATION 2011; HASSAYAMPA
FRAMEWORK STUDY, 2011; MARICOPA ASSOCIATION OF GOVERNMENTS
COMMUTER RAIL STRATEGIC PLAN, 2008; TOWN OF WICKENBURG GENERAL
PLAN 2025, TOWN OF WICKENBURG HOMEPAGE , ACCESSED JANUARY 2014;
VALLEY METRO PRESS RELEASE, OCTOBER 2011

Land Use and Planning Framework
Wickenburg General Plan 2025

Adopted on April 1, 2013, the Wickenburg General Plan 2025 acts
as an update to the 2003 General Plan to ensure compliance with
Arizona’s Growing Smarter 1998 statutes (A.R.S. 9-461.05) and to
respond to changes in growth patterns and community character.
Planning decisions made in the General Plan are based upon the
strong traditions formed as a mining and ranching town in
Wickenburg’s early history and includes citizen-identified planning
goals throughout. It is important to note that the plan lies strongly
within the context of the Town’s historical development as Henry
Wickenburg’s “rancho,” which constituted the town’s first
population of seven people. This rancho eventually became a
mercantile district that served the mining population and afforded
protection from outside threats. The land uses for the downtown
area as delineated in the current General Plan are given in Figure
1-16 on page 1-17. Major elements of the General Plan include:
Land Use Element
This element includes the current and future land uses, and land
use goals, objectives, and recommendations. The goals clearly
state the desire to remain independent from the Phoenix
Metropolitan Area; the desire to remain tourism-oriented; the need
for the provision of housing in all income ranges; and the need for
the development of community appearance standards.
Recommendations support the goals stated in the Plan.
1 - 16

Transportation Element
This element includes existing conditions for transportation in
Wickenburg, primarily as it relates to street transportation. Street
system improvements are predicted based upon projected land
use patterns, and include recommendations for improvements of
major roadways, both arterial and local. Proposed restriction of
access along US-93 stems from forecasts showing increased
density of residential and commercial development along the US93. Interstate 11 is mentioned in passing, but ramifications of the
I-11 are not considered. Recommendations for trails and bikeways
are made based upon a staff questionnaire completed in 2010,
and these trails have been envisioned as multi-use pathways to
include access for pedestrians, bicycles, and equestrians. An
example of a multi-use pathway in Wickenburg is given below.
Transit options are explored in brief and recommendations are
made for carpooling and vanpooling. Rail and air are both briefly
mentioned, with the recommendation to improve both as viable
options for transportation.
A multi-use pathway in Wickenburg

SOURCE: TOWN OF WICKENBURG HOMEPAGE , ACCESSED FEBRUARY 2014
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Figure 1-16
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Wickenburg Existing Land Use Map

SOURCE : TOWN OF WICKENBURG DOWNTOWN REPORT , 2005
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Open Space and Trails Element
The Open Space and Trails element details the existing open
spaces and “outdoor living” spaces, including the Town’s rodeo
grounds, parks, museums, and other public facilities.
Recommendations are made to increase trail connectivity through
linkages around the Town. These recommendations include the
requirement that open space standards are integrated into the
planned community. Retaining scenic vistas are extremely
important to the Town, which is reflected in the zoning code
through strict height limitations, especially in the Heritage District.
Water Resources Element
The Water Resources element details the existing water situation,
which is that the Town has adequate water supplies for the
foreseeable future. The municipal and private wells are identified
and detailed, most of which derive water from the groundwater
flow of the Hassayampa River aquifer. Water consumption has
actually decreased as the Town’s population has increased. The
Town’s water supply is currently only being utilized to about 24%
capacity and projected demand does not exceed the potential
supply for the foreseeable future. Groundwater quality is very high
and recommendations are made to ensure that the quality
remains at this level.
Environmental Planning Element
This element addresses the desert environment that Wickenburg
is set in. The Plan mentions that the community places a premium
on the preservation and enhancement of this natural environment.
The community also values its access to outdoor recreation and
trails. The Plan’s recommendations are to protect the natural
environment, promote human scale development, encourage
sustainable design and construction, and require subdivisions to
preserve the high desert.
1 - 18

Economic Development Element
This element focuses on the Town’s strengths as an independent
community, not influenced by the Phoenix Metropolitan Area. The
Town envisions an expansion and diversification of small and
medium sized retail, tourism and entertainment, as well as a
diversified employment base including clean industry facilities,
health care, and education. According to the Plan, Wickenburg’s
current conditions are economically unstable. The Town’s General
Plan envisions a future for Wickenburg that is livable and
sustainable; has diverse businesses that make the community
attract new investment; and increases retail, hospitality, and
entertainment opportunities.
Growth Areas Element
The Growth Areas element of this Plan clearly states that
Wickenburg would like to maintain selectivity regarding the type,
quality, intensity, and siting of future development. Identified
growth areas within the municipal boundaries of Wickenburg are
the downtown area, through both development and infill
opportunities, the West Side expansion, Airport Environs, Monte
Vista, and the US-93/Vulture Mine. Growth areas beyond the
municipal boundaries have also been identified in accordance with
Wickenburg’s annexation strategy. These areas include the
potential Hassayampa Freeway corridor to the west of town limits,
in conjunction with the proposed route of the future Interstate 11 to
the west of Wickenburg; development areas to the north of Town,
such as Wickenburg Ranch; and Town-owned property near
Forepaugh. Other growth areas are identified, but the goals,
objectives and recommendations strongly support the
aforementioned growth areas identified in the Plan.
Cost of Development Element
This element is included in order to respond to new development
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by ensuring that economically feasible infrastructure is provided
by the Town. Existing conditions include underserved areas due to
inadequate capacity or a lack of services in certain areas. Many
areas within Wickenburg are underserved in terms of water,
sewage collection, wastewater treatment, and some roadways are
under-maintained. There is significant concern that development
may outpace the provision of services in Wickenburg, and goals
have been developed to ensure a “fair-share” of development
costs are borne by those demanding new infrastructure
developments.

Hassayampa Framework Study for the Wickenburg
Area 2011

This report was prepared by MAG for the Town of Wickenburg as
an inventory of existing transportation infrastructure in terms of
existing and future conditions, environmental considerations, and
other significant findings. The Plan provides alternative framework
plans to deal with population growth and development in
Wickenburg in conjunction with long range planning efforts. The
study identifies transportation mobility alternatives which include
several bypass options to increase highway traffic flow around
Wickenburg. In addition, the financial feasibility of the explored
options is outlined. These studies provide valuable insight into
potential future regional transportation developments in the
Wickenburg area, especially with the development of the
Interstate 11 corridor to the west of Wickenburg.

Wickenburg Zoning Ordinance

Adopted on October 4, 2010, the zoning ordinance is an integral
tool in controlling future development in the Town of Wickenburg.
The study area for this project is the Heritage District, within the
Central Business District in Downtown Wickenburg. Zoning within
the Heritage District is primarily C-2, but with other zones

1

dispersed throughout. C-2 zoning is described by the zoning
district as follows:
C-2 Business District: The purpose of this zoning district is
to provide for shops and services in convenient locations to
meet the daily needs of families in the immediate
residential neighborhoods. Principal uses permitted in this
zoning district include food markets, drugstores and
personal service shops.
The principal uses permitted within this zoning district are retail
and personal service shops based upon the business inventory
described in Chapter 2 and included in detail in Appendix A. The
current uses are engaged primarily in interacting with tourist and
visitor groups to the town through uses such as restaurants,
antique stores, and other guest services. This orientation toward
tourists does not fulfill the purpose of the zoning district, and this
may be a point to examine further.
Generally, the zoning code is in conformance with the General
Plan; however, there are occasional conflicts between goals in the
General Plan and the Zoning Ordinance. In addition, Planned
Area Development (PAD), currently included in the Zoning
Ordinance, is a zoning tool that the Town could employ to allow
mixed density residential development with dispersed commercial
buildings. PAD zoning in the Heritage District may also lend to
affordability for future housing options.

Wickenburg Downtown Report 2005

This report, published in June 2005, highlights the strengths of
Wickenburg’s Downtown and establishes a baseline condition of
the downtown area. Included in the report is a map of
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Wickenburg’s Market Trade Area (MTA), which is determined by
the market influence of Wickenburg’s economy, attractions, and
the surrounding area’s assets and amenities. This map, included
on page 1-11 in Figure 1-13, shows the economic influence of
Wickenburg throughout the area.
This report also includes maps depicting circulation and downtown
land use patterns as well as a proposed circulation and land use
concept plan. The Town’s current zoning pattern in downtown
reflects this proposed concept plan; however, some of the
proposed land uses have not yet been realized.

Wickenburg Strategic Plan 2013

The Wickenburg Strategic Plan was adopted in February 2013
and delineates five priority areas with goals, objectives, and
initiatives to promote the downtown as “the best Western town in
Arizona and one of America’s best places to live, raise a family, do
business, and enjoy an outdoor lifestyle.” The five priority areas
include economic development, downtown, public safety, youth &
families, and natural resources & recreation.
Elements of the plan particularly beneficial to the project include
goals to improve business activity in Wickenburg through
regulatory measures, downtown infrastructure investment, and the
marketing of growing economic activity to the Phoenix
Metropolitan Area. These goals can be strengthened through the
downtown economic development study.

I-11 and Intermountain West Corridor Study

Prepared for Nevada and Arizona Departments of Transportation
(NDOT and ADOT, respectively), this study, which was published
August 21, 2013, proposes a corridor for the Interstate 11
freeway, which would connect Phoenix and Las Vegas. The
1 - 20

significance of I-11 on Wickenburg’s economy and future
development may be large. Though the ramifications are not
specifically studies in the I-11 and Intermountain West Corridor
Study, it is important to note that the I-11 has the potential to
either draw significant traffic away from Wickenburg or
substantially affect the Heritage District by drawing away tourism
revenue.
SOURCES: ARIZONA DEPARTMENT OF TRANSPORTATION I-11 CORRIDOR STUDY
(2013); TOWN OF WICKENBURG DOWNTOWN REPORT , 2005; TOWN OF
WICKENBURG GENERAL PLAN 2025; TOWN OF WICKENBURG ZONING
ORDINANCE 2010; TOWN OF WICKENBURG ZONING ORDINANCE MAPS, 2010

Defining the Downtown Heritage District
The Wickenburg Downtown Heritage District encompasses the
blocks immediately surrounding the intersection of US Highway 60
and US Highway 93. This area includes many businesses, town
services, and some residential structures. The boundaries are
thus defined we follows:






North: The Sols Wash from the northwestern intersection
of the Gold Mine Village rodeo grounds at the BNSF
railroad line to US Highway 93 to the east.
East: US Highway 93 above the intersection with US
Highway 60; the Hassayampa River below this
intersection, including the old US Highway 60 bridge.
South: From the western edge of the Hassayampa River
along the southern edge of the Hassayampa Elementary
School to the southern end point of Frontier Street. The
southern border west of Frontier Street extends in a line
west from Coconino Street to the intersection of Jefferson
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Street and Park Street.
West: The intersection of Frontier Street and Coconino
Street to the properties south of the intersection of Frontier
Street and Rosebank Way. The western border west of
the BNSF railroad follows Jefferson Street between Santa
Cruz Street and Park Street. The border follows the
western edge of the BNSF railroad between Sols Wash
and Santa Cruz Street.

This area is illustrated in Figure 1-17 on page 1-22. This area
includes all of the streets, easements, and lots within these
boundaries.
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Figure 1-17

The Wickenburg Downtown Study Area

SOURCE : THE TOWN OF WICKENBURG PLANNING DEPARTMENT , 2014
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Downtown Amenities
The downtown area creates a unique arena for visitors and
residents to enjoy the historic western culture of Wickenburg. The
urban design characteristics portray this quality and craft a unique
character for the downtown and neighboring areas. The built
environment of the area utilizes multiple design elements to create
this atmosphere, including specific architectural styles, signage,
informational displays, shade, lampposts, and colors. In addition,
green spaces, rest areas, artwork, historic displays, and wide
sidewalks encourage pedestrian activity throughout the downtown
area. These features create linkages among the amenities, public
facilities, and businesses located in downtown Wickenburg.

The downtown area contains numerous historic landmarks and
structures, site-seeing destinations, museums, and other points of
interest. These sites are important cultural amenities for the
community.
The public facilities provided by the Town of
Wickenburg including the library, town offices, and community
center are valuable assets to the local community. A cursory
inventory of these amenities helps to establish a baseline
understanding of the existing conditions in the downtown area.
These elements will be important in crafting comprehensive
strategies to encourage economic development in the downtown
area. Further design guidelines will be established in Chapter 3.

Parks and Open Space

Coffinger Park
Coffinger Park is located in a residential neighborhood on the
northern edge of the downtown area along the Sols Wash.
The municipal park includes open fields, the municipal pool, a
covered picnic structure, tennis courts, a skate park,
playground equipment, and recreation building. The site is
also the location of the Parks Department office.
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Wishing Well Park
This park was created when the US Highway 93 bypass was
completed in February 2010. The park features the old
highway crossing over the Hassayampa River which has been
converted into a pedestrian bridge. A wishing well and plaza
are located at the western terminus of the bridge and serve as
an entryway into the downtown area.

Cultural and Historic Assets
Gold Mine Village
One of three private roping grounds in Wickenburg, the Gold
Mine Village is located in the northern edge of downtown. This
site is reminiscent of the Town’s rodeo heritage. The Gold
Rush Days Celebration and Rodeo takes place each year,
which draws nearly 30,000 visitors to the downtown area. The
event first began in 1948 and has become a significant annual
event for the Town of Wickenburg.

The Desert Caballeros Western Museum
This privately owned and publicly funded museum was
founded in 1960. The museum includes a wide range of
artifacts and exhibits which portray the western heritage of
both the Town of Wickenburg and the Arizona Territory. The
current larger facility is a reconstruction of the previous
museum which was destroyed by fire in 1972.
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Wickenburg Art Center
The Wickenburg Art Center on Tegner Street was purchased in
2001 by leaders of the Wickenburg Art Club, and now serves
as the organization’s main facility. The Wickenburg Art Club,
which was formally organized in 1964, remains an active part
of the local Wickenburg culture and heritage. Among their
activities are an open studio on Tuesdays, a clay group,
photography group, the Fine Arts Festival, and a youth
education program.

Garcia Little Red Schoolhouse
The schoolhouse was built in 1905 on land donated by Don
Ignacio Garcia, and was the first educational structure built in
Wickenburg. The building is located next to the Bashas’
shopping center on Tegner Street at the north end of the
downtown area and was donated to the Wickenburg Children’s
Cultural Organization in 2003. Today, the Garcia Schoolhouse
operates as an exhibit of early education in Wickenburg. It
also serves as the organization’s offices and hosts a music
program offered to local children. It has been listed on the
National Register of Historic Places.
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Hassayampa Building
Also listed on the National Register of Historic Places, the
Hassayampa Building was constructed in 1905 to house the
Vernetta Hotel. The owner was a black businesswoman, Mrs.
Elizabeth Smith, one of the first African American female
entrepreneurs in the state. The Vernetta Hotel catered to
overnight railroad passengers and tourists to the area, and
became the finest dining and sleeping establishment in
Wickenburg. The Great Depression and racial tension led to
the hotel losing business, and upon Smith’s death in 1935, the
Vernetta Hotel was closed. Now known as the Hassayampa
Building, it is currently occupied by Remuda Ranch, an eating
disorder treatment center.

Santa Fe Depot
The Santa Fe Depot was the primary station along the
Wickenburg section of the Santa Fe Railroad during the 1920s.
The station fell out of use when the Santa Fe Railroad
discontinued service between Phoenix and Williams Junction
in 1969. The structure was added to the National Register of
Historic Places in July 1986, and today serves as the
headquarters for the Wickenburg Chamber of Commerce.
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Old Town Hall
Originally built in 1909 to serve as the town hall, this structure
has filled many purposes over the years, including a town hall,
jail, fireman’s hall, and senior citizen center. The structure is
currently used by the Wickenburg Volunteer Fire Department.

Municipal Services

Wickenburg Public Library
The current Wickenburg Public Library has approximately
150,000 circulation transactions per year and three staff
members to serve the local community. The library provides
printed materials, multimedia, and internet connections for use
by local residents.
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Wickenburg Community Center
The Wickenburg Community Center is a publically owned
venue with an auditorium and banquet hall to accommodate
local events such as weddings, seminars, receptions, and
meetings. The 4,012 square foot auditorium includes a stage,
outdoor patio, and kitchen. The multi-use banquet hall is over
1,450 square feet, which is used to support local venues such
as public auctions and gun shows.

Hospitality

Best Western Rancho Grande
The Best Western Rancho Grande Hotel is the only hotel
located within the downtown area. The remodeled structure
incorporates elements of the downtown’s western heritage
design. The hotel accommodates traffic along the US Highway
60 which runs through the center of Wickenburg. Its close
proximity to the downtown makes it an important amenity for
visitors staying in Wickenburg.

PHOTO SOURCES: ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
SOURCES: ARIZONA DEPARTMENT OF TRANSPORTATION HOMEPAGE , ACCESSED FEBRUARY 2014; ARIZONA EDUCATION BUG HOMEPAGE , ACCESSED FEBRUARY 2014; DEL
E. WEBB HOMEPAGE , ACCESSED JANUARY 2014; TOWN OF WICKENBURG HOMEPAGE , ACCESSED JANUARY 2014; WICKENBURG ART CLUB HOMEPAGE , ACCESSED
JANUARY 2014; WICKENBURG CHILDREN’S CULTURAL ORGANIZATION HOMEPAGE , ACCESSED JANUARY 2014; WICKENBURG CHAMBER OF COMMERCE HOMEPAGE ,
ACCESSED J ANUARY 2014; WICKENBURG CHAMBER OF C OMMERCE WALKING T OUR BROCHURE , 2013
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Introduction
This chapter outlines economic development strategies for the
Town of Wickenburg in order to strengthen the economy of the
Downtown Heritage District. These strategies are categorized in
the following groups: Business Development, Quality of Life, and
Marketing Strategies. Business Development focuses on ways to
help new and existing businesses be successful. Quality of Life
provides insight into improving the overall well being of Town
residents and visitors. This includes downtown amenities such as
water fountains, lighting, security, art, shade, and public space. It
is through these enhancements that patrons will be attracted to
the area. Finally, Marketing Strategies are included as ways that
the Town can market itself and the amenities that do and will exist.
Proposed recommendations in this section will lead to a
successful and vibrant Downtown Heritage District with a thriving
business atmosphere.
The economic development strategies outlined in this chapter
were developed through a process of identifying current economic
trends in the downtown, conducting comparable case study
research, identifying relevant aspects of successful approaches,
and tailoring development to the needs of the study area. The
strategies recommended describe actions that the Town can take
to expand economic activity in the downtown through tested
economic activities customized specifically for the needs and
opportunities of Downtown Wickenburg. This chapter is organized
in the following way:





Strategies are grouped into three major themes;
Each strategy is accompanied by specific
recommendations; and
A rationale is provided to clarify each purpose.

This is intended to give Town staff, elected officials, and civic
organizations a clear picture of the needs of the downtown area.
It is assumed that the Town government will hold the lead role in
each strategy unless stated otherwise.

Business Analysis
An analysis of current economic activity in the downtown was
performed. This was accomplished through a survey of existing
businesses in the downtown from Chamber of Commerce and
Town of Wickenburg data sources. This analysis presents the
predominant industries located downtown.
The results are
provided in Figure 2-1.
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Figure 2-1 Downtown Wickenburg Business Composition, 2014
Health Care,
3.8%
Auto
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Recreation,
2.8%

Non-Profit,
5.7%

Housing,
1.9%

Retail, 32.1%

Finance, 8.5%

Restaurant,
11.3%
Services,
13.2%

Professional
Services,
15.1%

SOURCES: TOWN OF WICKENBURG, 2014; WICKENBURG CHAMBER OF
COMMERCE , 2014

in the development of an economic development plan for
downtown.
A small amount of recreation-based retail activity currently exists
downtown. There may be an opportunity to exploit this rich local
asset through some of the recommendations given in this chapter.
In addition, the expansion of housing opportunities in the
downtown area may also contribute to diversified economic
activity.
As previously stated, the successful implementation of the
economic development strategies in this chapter may help to bring
more visitors downtown and promote further economic growth in
the area.

Economic Development Strategies
Table 2-1 on the following page outlines the economic
development strategies the Town of Wickenburg may adopt with
recommended actions and rationale for each strategy.

Retail, professional services, other services, and restaurants play
a significant role, comprising over 70% of the total businesses in
the downtown area. These establishments are able to support the
growing number of tourists and visitors drawn to the downtown
area. A detailed list of businesses located downtown can be
found in Appendix A.
This finding is supported by the results of multiple site visits,
discussions with community members, and community surveys.
Knowledge of the current economic activities is an important step

2-2
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Table 2-1 Economic Development Strategies.

1. Business Development
Strategy
1. Create and
strengthen
partnerships among
key stakeholders.

Recommended Actions
a. Strengthen economic ties with fellow cities in the region by creating
partnerships with their economic development departments and
working with other similar organizations, such as the Greater Phoenix
Economic Council (GPEC), the Greater Phoenix Chamber of
Commerce (GPCC), the Arizona Commerce Authority (ACA), and the
Maricopa Association of Governments (MAG) to encourage business
development at a regional level and harness the resources of these
organizations.

Rationale
Partnerships with existing
organizations increase the
amount of resources available
for business owners and
improve business retention.

b. Partner with the Wickenburg Chamber of Commerce to take a yearly
inventory of businesses in the downtown.
c. Work with the Small Business Development Center (SBDC) and the
Arizona Small Business Association (ASBA) to make entrepreneurship
classes available to small business owners in downtown Wickenburg.
d. The Town of Wickenburg’s Economic Development Advisory
Committee (EDAC) could partner with the Wickenburg Chamber of
Commerce to develop a Heritage District Business Alliance in order to
focus on all types of downtown business development, including the
retention and expansion of existing businesses and the creation of new
businesses.
e. Partner with Valley Metro to study the feasibility of restoring rural
express service to Wickenburg, as well as the possibility of establishing
a neighborhood circulator in the near future.
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Strategy

2. Provide resources
for emerging and
existing businesses
downtown.

Recommended Actions
a. Create a streamlined approval process for development downtown.
b. Provide an up-to-date database on the Town’s website and other
relevant sites that inventories open lots and storefront vacancies for
businesses interested in locating downtown.
c. Use a yearly inventory to identify and then attract industry sectors that
are needed to increase the diversity of businesses in the downtown.
d. Enhance the EDAC website for usability and incorporate social media
into the website.
e. Focus on the areas of accommodation, restaurants, and grocery in the
downtown. They are identified by the Wickenburg Tourism Study as
being the biggest areas of tourism expenditures for the whole Town of
Wickenburg.
f.

Create a plan that prioritizes maintenance and expansion of downtown
infrastructure and information technology services.

g. Create a downtown overlay that includes tax incentives to recruit new
and expand existing businesses, specifically businesses that provide
basic goods downtown (groceries, clothing and household goods).
h. Use research and data to develop an understanding of current
business performance in Wickenburg, which will guide decisions and
inform prospective regional investors.
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i.

Provide free membership to the Chamber of Commerce for the first
membership year of any new downtown business.

j.

Enact an ordinance that provides incentives to business owners who
adaptively reuse downtown buildings for target industries, including
restaurants and hospitality.
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Rationale
Providing resources that support
existing businesses and attract
new businesses to the
downtown will help maintain the
long-term economic vitality of
the Town. These new
businesses also contribute to the
creation of jobs within
Wickenburg. Furthermore, they
provide basic goods to residents
so that they do not have to drive
elsewhere to find these services.

Economic Development Strategies
Strategy
3. Utilize the Arizona
Motion Picture Tax
Incentive to promote
the Town as a viable
place to shoot
movies and
commercials.

Recommended Actions
a. Inform businesses catered to film production, such as building set
design, about the tax credit opportunities under the Motion Picture
Production Tax Incentives Program.
b. Reach out to college and university film departments to encourage
students to film in the area.
c. Offer tax incentives for filmmakers who use Wickenburg as a filming
location.

2

Rationale
Film production provides jobs to
local residents as well as
contributes to the local economy
and tax base through
consumption. Successful films
can expose Wickenburg to a
wider audience.

d. Partner with property owners in order to create a more “authentic”
western atmosphere for filming.

4. Partner with
educational
institutions to
provide additional
workforce education
or specialized
training.

a. Partner with a college or university to provide specialized workforce
training for the adolescent population in services that are necessary to
the base economy of downtown Wickenburg.
b. Leverage the existing partnerships with educational institutions to study
the economic condition of Wickenburg. This will provide student
learning opportunities and valuable information to the Town.
c. Create a public service internship program within the Town to provide a
direct line from university and college students to post-graduation
employment.

Workforce development
provides businesses with skilled
labor. The presence of higher
learning facilities could appeal to
young people who would have
had to leave Wickenburg to find
comparable opportunities
elsewhere.

d. Partner with local K-12 schools to integrate entrepreneurship principles
into the classroom.
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Strategy

5. Ensure a safe and
attractive business
environment.

Recommended Actions
a. Repair, maintain, and improve existing community assets, including
street furniture, fixtures, and landscaping.
b. Plan for adequate parking for businesses and customers.
c. Accommodate ADA accessible standards through universal design.
d. Adopt comprehensive design guidelines for a safe pedestrian
environment while simultaneously providing efficient traffic flow for
vehicles.

6. Promote outdoor
recreation-oriented
businesses.

a. Provide as many managed access points as possible to the
Hassayampa River, Sols Wash, and other multi-use trails.
b. Develop an outdoor information center that offers materials on trails,
access points, jeep and horseback rides, as well as gear, rentals and a
repair shop.
c. Engage in public-private partnerships to promote the development of
specific recreation-based industries in the area.
d. Acquire easements for additional trails and paths in downtown to
connect with the regional trail systems.
e. Extend the river wash trails for additional activities such as horseback
riding, biking, and hiking.
f.
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Design an environmental and historical hiking path that connects
natural and urban amenities.
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Rationale
Downtown’s streetscape should
reflect a sense of pride in a safe
and clean community. Creating
such a space could increase the
amount of visitors and provide
customers to local businesses.

Wickenburg has been identified
as an area for outdoor
recreation. Catering toward
outdoor recreation services may
lead to extra patrons for
restaurants and retail outlets.

Economic Development Strategies
Strategy
7. Coordinate with the
Wickenburg
Chamber of
Commerce to
expand events and
programming in the
downtown area.

2

Recommended Actions

Rationale

a. Expand existing events programming by encouraging participation from
local businesses with low cost advertising.

Programmed events are a key
source of outside visitors which
bring significant revenue to local
businesses. Current
programmed events have
attracted tens of thousands of
visitors and local residents have
shown support for an increase in
number of these events.

b. Develop a “First Friday”-like program to showcase local art and
amenities.
c. Develop a system for informing local businesses of upcoming events to
facilitate their involvement.
d. Utilize the historic US Highway 60 bridge as a venue to host public
events.
e. Expand events and programming throughout the day to support retail
activity after 5:00pm.
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2. Quality of Life
Strategy
1. Improve the
presence of arts and
culture in the
downtown.

Recommended Actions
a. Move forward with the development of the South Tegner District Arts
and Cultural Facilities.
b. Add a small music venue or amphitheater in the downtown.
c. Initiate activities that cater to young adults such as: entertainment, arts,
rodeo competitions, and sports tournaments.
d. Work with the local artists and business owners to set a monthly art
walk that would exhibit art collections and downtown entertainment
while allowing visitors to pass through local businesses and historical
sites.
e. Host seasonal food festivals that feature local producers and
emphasize southwestern food.
f.
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Establish a program to promote local artwork by providing public
spaces as a “canvas” for emerging artists. Potential locations include
parking spaces at public venues.
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Rationale
Arts and cultural programming
could bring people and activity to
the downtown. This will
enhance Wickenburg’s identity
as an exciting place to visit and
live.

Economic Development Strategies
Strategy
2. Increase the amount
of vegetation and
public open space in
the downtown area.

Recommended Actions
a. Provide unique amenities in the public space such as playgrounds,
workout stations, and splash pads.
b. Relocate the community garden to an area with more foot traffic,
thereby enhancing its presence in the downtown community.

2

Rationale
An increase in vegetation and
open space can create a more
enjoyable environment for
patrons in the downtown area.

c. Implement a community tree planting program to enhance community
involvement and provide more shade. This should also include
education outreach on plant and tree maintenance.
d. Conduct habitat restoration on Sols Wash for trails and leisure to be
connected to the downtown area.
e. Plant native vegetation within public spaces with information plaques
that inform pedestrians about each species and their significance as a
native plant.
f.

Improve the historic US Highway 60 bridge as a pedestrian and bicycle
corridor.
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Strategy

3. Improve the quality
of life in the
downtown area by
investing in public
infrastructure.

Recommended Actions
a. Improve pedestrian walkways and crossings downtown by adding
distinct pavement designs and crossing signs.
b. Repair existing drinking fountains and add new ones in key locations
downtown.
c. Pass an ordinance requiring increased shading in public areas and on
buildings in the Heritage District.

Rationale
Improved downtown conditions
could provide feelings of safety
and comfort which could
increase the amount of visitors
to downtown businesses and
services at all times of the day.

d. Add benches where needed and keep trashcans maintained.
e. Adopt the Heritage District Design Guidelines to help implement
stringent lighting and shading standards to create a sense of pedestrian
scale on downtown streets.
f.

Install high-intensity activated crosswalk beacons and pedestrian
signals at future traffic lights.

g. Use on-street parking as a buffer between pedestrian walkways and
vehicles on the road.
h. Make improvements to the Wishing Well Park to establish an attractive
gateway into the downtown area.

4. Increase public
participation and
strengthen the
collaboration
between the
Chamber of
Commerce, public
committees, and the
Town.
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a. Involve the community and address their concerns early in the planning
process to prevent frustrated citizens at later stages.
b. Encourage community involvement through activities such as the
recommended community garden and tree-planting programs.
c. Distribute surveys to gauge what the residents consider to be pivotal
areas of improvement in the downtown. Utilize the results to implement
necessary changes downtown.
d. Create a public committee with the mission of enhancing the quality of
life in the downtown.
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Involving the community in the
planning process ensures a
public voice in Wickenburg’s
future.

Economic Development Strategies
Strategy
5. Expand housing
options in the
Downtown Heritage
District.

Recommended Actions
a. Develop a housing policy that supports low and moderate-income
residents in the Downtown Heritage District.
b. Update the zoning code to allow for more residential and mixed-use
development.
c. Increase flexibility on building requirements for live/work establishments
downtown.

6. Preserve historical
sites to maintain the
character of the
downtown.

a. Establish a committee to identify and maintain a database of possible
historical sites that could be officially designated as such.
b. Improve signage marking historical sites in the downtown.
c. Improve the ‘Historic Walking Tour’ through downtown that includes
stops at each of the historical sites.

2

Rationale
Bringing more housing to
downtown increases foot traffic.
This will enhance commercial
activity and provide additional
opportunities for social
interactions.
Historic preservation helps
maintain the character, culture
and identity of the town. It is
these features that attract
tourism and instills a sense of
pride in its residents.

d. Maintain the appearance and infrastructure of historical sites to
lengthen their life span.
e. Adopt a Heritage District Overlay ordinance.
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3. Marketing
Strategy

Recommended Actions

Rationale

1. Downtown
Wickenburg should
be marketed as a
small town
destination,
specifically focusing
on its unique
attributes and
businesses.

a. Create and promote a rodeo museum that celebrates the history of the
sport.
b. Organize regional or national competitions in the existing rodeo arenas.
c. Use Wickenburg’s existing public facilities to enhance opportunities for
new artists or emerging artists from around the state to display their
work.
d. Partner with Local First Arizona to create a “Small Wonders” map that
identifies local businesses and attractions.
e. Design pedestrian way finding signage, especially for the new Arts
District.

The Town of Wickenburg has a
unique Old West character. This
enables it to be marketed as an
attractive tourist destination for
both local and out of state
visitors.

2. Marketing should be a. Create a brochure that markets outdoor activity packages as a full-day
or overnight experience with various activities to choose from, including
focused on attracting
food, hospitality, and retail.
day and weekend
visitors to downtown b. The Town should help facilitate a frequency shopping program as a
way to attract customers through rewards for shopping in the
Wickenburg from the
downtown.
Northwest Valley,
Phoenix and
c. Advertise at Sky Harbor International Airport to encourage out-of-state
visitors to make a visit to a truly authentic Arizona town.
Prescott areas.

Close proximity to the Phoenix
area creates an opportunity to
attract many out of town patrons,
therefore marketing to this group
could be the most efficient use of
marketing funds.

2 - 12
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Strategy
3. Downtown
Wickenburg should
utilize its marketing
resources to make
itself known in
relevant online and
print publications,
outdoor media, and
social media.

Recommended Actions
a. Market horseback riding, hiking, and local shopping through outdoor
media.
b. Create a website to list all outdoor activities for tourists to easily access.
c. Help businesses utilize websites such as Groupon, Yelp, and Trip
Advisor to increase interest in downtown businesses and bring new
visitors and spending.

2

Rationale
These forms of media represent
the most efficient marketing
tools. Specifically, social media
is a growing field of
advertisement, and a relatively
cheap initial investment.

d. Strengthen social network presence on websites such as Twitter,
Facebook, Instagram, and Pinterest to cheaply market downtown
activities, amenities and attractions.
e. Purchase advertising space in relevant publications, such as the
Arizona Highways Magazine that caters to Old West history, arts and
culture, outdoor recreation and unique retail and restaurant options.
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Introduction
This chapter presents the design guidelines for all current and
future development in the Downtown Heritage District.
Wickenburg’s historic western architectural styles and small-town
appeal are important to the overall character of the Town’s
downtown. New development, as well as redevelopment, should
reinforce these similar western architectural styles and small-town
urban form. The current Wickenburg Zoning Ordinance contains
design provisions for the entire Town. The relevant sections
include:






14-17 Off-street Parking and Loading Regulations
14-18 Sign Regulations
14-19 Landscaping, Irrigation and Lighting Regulations
14-21 General Additional Regulations
14-25 Development Review

The following design guidelines are thus intended to add an extra
layer of considerations for downtown development that
complement the existing Zoning Ordinance.

Purpose and Scope
The purpose of these design guidelines is to ensure that the
development in Wickenburg’s Heritage District is well designed
and compatible with the historic architectural character of the
community. In addition to preserving Wickenburg’s traditional

character that appeals to residents and visitors alike, these
guidelines also seek to reinforce the overall goal of providing a
pedestrian-oriented and multi-use environment. This will ensure a
safe and comfortable setting for local residents, businesses,
shoppers, and tourists, as well as provide a range of compatible
uses in downtown.
The Heritage District Design Guidelines apply in the Heritage
District as defined by the map in Figure 3-1. This area generally
follows the railroad tracks to the west, Sols Wash to the north, the
highway to the east and Hassayampa Elementary School to the
south.

Basic Design Principles
The basic design principles highlight the overarching design
concepts that will apply to the Heritage District. These principles
are the foundation for the Heritage District Design Guidelines, and
have been developed through discussion with the public, Town
staff, and elected officials. The following are the basic design
principles for the Heritage District Design Guidelines:


Design for Human Scale: Design buildings and
infrastructure to human scale to create a sense of
community and provide an interesting and comfortable
environment for walking.
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Community Focus: Create an identifiable commercial core
that provides a focal point where residents and visitors
want to gather.
Historic Design Reference: Provide guidance to owners,
architects, and designers in the application of
Wickenburg’s character as the means of providing a
unique and harmonious area.
Mixed Use/Multi Use: Design for a mix of residential and
commercial land uses to vitalize the community and
encourage people to live near their work.
Application of the Historic Design Theme: Recognize that
the southwestern theme has been accepted as the best
architectural style for the town of Wickenburg to maintain
design continuity in the core area.
Maintenance: Utilize construction materials that facilitate
short-term and long-term maintenance and security.

Other Architectural Styles
Wickenburg’s Zoning Code (Section 14-25-5) also allows for
several styles of architecture that are quite similar to that of the
Western style. These styles include Contemporary Spanish, Santa
Fe/ Pueblo Revival, Spanish Colonial and Mission Architectures’.
Continuing the use of these styles within the Heritage District will
be a simple yet efficient way to preserve the Southwestern Design
theme and the historical western splendor of the area.

Scale, Proportion, and Street Continuity

Heritage District Architectural Styles

The Heritage District is characterized by connected western style
structures fronting the street with most parking in the rear.
Keeping with this style, the majority of new buildings should be
attached to each other, forming a continuous pedestrian pathway
in the front of the buildings. Structures in the Heritage District area
should be three (3) stories or less, and should maintain a
rectangular shape.

Based on the previous design principles, the following themes will
guide downtown development:

Major Design Features

Western Style

The following features represent some of the major design
features, which should be replicated throughout the downtown to
promote a consistent western design theme:



Wickenburg’s unique western style architecture has roots dating
back to the mid 1800s when the Town was settled as a mining
and farming community. The Heritage District is rich with historical
western and southwestern architectural styles, which contribute to
the identity of Wickenburg. To keep Wickenburg’s historic western
character it is recommended that any new development or
redevelopment projects in the Heritage District adhere to similar
western architectural styles listed in Section 14-25-5 of the
Wickenburg Zoning Ordinance.
3-2








Zero front setback buildings;
Maximum height of thirty (30) feet;
Building materials should be wood or rock, stucco;
Rectangular doors and windows with vertical proportions;
Pedestrian amenities such as parks, shade, benches, and
planters along walkway; and
Signage should represent historic western characteristics.
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Figure 3-1 Map of Area Subject to Guidelines

SOURCE : THE TOWN OF WICKENBURG PLANNING DEPARTMENT
Wickenburg Downtown Heritage Plan | Major Design Features
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Design Review Process
The design review process, which is intended to be used to
ensure compliance with these design guidelines, will be
incorporated into the existing Development Review Process that
has been adopted by the Town of Wickenburg (refer to
Wickenburg Zoning Ordinance Section 14-25).
The Town,
through the Development Review Team, will determine when a
project complies with these design guidelines.
Whenever a conflict exists between the Wickenburg Zoning
Ordinance and the Heritage District Design Guidelines, the more
restrictive provision shall apply. A project is subject to the present
design review process and design guidelines when it is located
within the Heritage District, and if any of the following actions are
proposed:

3-4
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Undertake major alterations on an existing structure;
Undertake minor alterations, other than painting and
routine maintenance, on an existing structure;
Construct an addition onto an existing structure;
Add or remove decorative elements or light fixtures;
Remove or demolish part or all of an existing structure principal or accessory;
Build a new structure - principal or accessory; and/or
Perform exterior site work such as landscaping or
constructing a fences or retaining wall.

The design review process should be adopted as a part of the
existing development review process mentioned in section 14-25
of the Zoning Ordinance. The guidelines, if adopted, would be
required of all permit applicants within the Heritage District.

Design Guidelines
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Guidelines for the Heritage District
Accessibility
In order to allow everyone to enjoy downtown Wickenburg equally, ensuring
accessibility in all publicly open places is important. Although the American’s with
Disabilities Act (ADA) has certain requirements to ensure accessibility, downtown
Wickenburg should strive to go above and beyond in making certain that every
space downtown is accessible to everyone. In order to do this, the following
guidelines should be enforced downtown:






All buildings, walkways and public spaces should have a minimum of three
(3) feet of unobstructed turnaround radii for accessibility by wheelchair.
Accessible parking spaces should take precedence, even in small parking
lots and on-street parking.
Downtown signs should provide either Braille or audio recordings.
Ramps should be included in all new designs and incorporated in all
historic buildings.
Tactile paving and rubble strips should be added to all crosswalks to assist
the blind or visually impaired.

Art and Murals
Art has the ability to beautify urban areas and improve the aesthetics of buildings,
utilities, and streets. Art can be public or private, although to specifically benefit
downtown it should be publically accessible.





Public artwork should be located in any public space without obstructing
pathways for biking, driving, or walking.
Private artwork is encouraged and should be maintained regularly.
Public art should intend to improve public spaces, compliment the Heritage
District’s Western design, and be positioned for all to enjoy.
Murals, paintings, water features, landscaping, decorative architectural
elements, and open space are just some of the many encouraged forms of
artwork.
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Awnings
Awnings not only provide protection from the elements, they can also be a
significant part of a building’s façade and overall design. Awnings are thus
encouraged downtown, especially on the south facing side of buildings. Any
awnings downtown should follow these guidelines:




Awnings should provide at least 75% coverage of the public sidewalk.
A unique design for each building’s awning is encouraged.
Awnings should be part of the overall design of the building and should
complement the surrounding buildings and awnings.

Buildings and Structures
In order to promote walkability and pedestrian comfort, all buildings or structures in
downtown Wickenburg should be oriented towards the street. They should also
not be too small or too large, but conform to surrounding buildings and be located
adjacent to each other with small or no side-yard setbacks. The following
recommendations should be implemented for all downtown development:
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Parking should be on-street or located behind buildings.
Buildings should be located directly adjacent to the sidewalk (having a zero
setback).
Buildings and structures should maintain the size and scale of the existing
structures downtown.
Buildings and structures should be located close to each other to increase
connectivity.
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Building Entrances
The entrance to a building is one of the most important features, because it serves
as the primary sight for people entering. Due to this visual importance, the
entrances of buildings should be a focus of a building’s design. In order to ensure
a unique western theme, as well as maintain its practical use, the following
guidelines should be implemented in all new development downtown:





The historic context and design of the entrance should be maintained.
Renovation and restoration are encouraged over replacement for all
entrance materials.
New entrances should not be primarily made up of glass or metal.
All entrances are encourages to be ADA accessible.

Chain Retail Businesses
Chain stores create their own identifiable brand and try to ensure all of their stores
maintain this look and design. Although this can serve as a successful business
model, it can also diminish some of the primary downtown goals of Wickenburg,
such as walkability, western themes and uniqueness. Due to these issues, the
following guidelines should be applied to any chain stores that develop downtown:




All buildings should have a strong small-town, western theme.
Designs should be unique and not follow a predefined blueprint.
Adaptive reuse of buildings downtown is encouraged for chain stores.
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Colors
The use of a specific color palate can create a desired theme and improve the
overall aesthetics of an area. An earth tone color palate should be used in the
Heritage District to accomplish these goals.




An earth tone color palate includes tans, browns, greens, and warm grays.
Colors should resemble a native desert environment.
The use of any other colors is discouraged.

Doors
Doors play an important role in the overall design and effect of a building because
they are a gateway to what lies within the building. For this reason, the designs of
doors in the Heritage District should complement the Town’s western theme and
provide unique entrances to each building.
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Any historic doors should be preserved instead of replaced.
All new doors should be made of wood.
Door frames should be made of wood, bronze, or brown aluminum.
Door designs with multiple panels or panes of glass are encouraged
because they allow for natural lighting.
Doors made entirely of glass or metal are discouraged.
Automated doors are discouraged.
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Façades
The facade of a building is an essential component for creating the feel of a town.
Building façade elements for the Heritage District should be regulated to enforce
the western theme.



Facades should utilize brick, wood, exposed lumber, adobe, and/or stucco.
Large amounts of glass and steel are discouraged.

For more requirements, see Wickenburg Zoning Ordinance section 14-21.

Gutters and Downspouts
Most structures in the downtown area do not utilize visible gutters and
downspouts. Awnings are commonly used to divert rooftop water collection and
protect walkways and entrances from runoff. If gutters are utilized, the following
guidelines should apply:






Preserve and maintain historic gutters.
If gutters are missing or damaged beyond repair, use half-round gutters or
ogee gutters as replacements.
Gutters and downspouts should be constructed on materials reflective of
common local building materials .
Gutters and downspouts should be painted or designed to blend into local
features.
Downspouts should be located away from architectural features and on the
lowest public elevation in alleys or towards the rear of lots to reduce
surface water accumulation on public walkways and access areas.
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Historic Preservation
The preservation of historic buildings and features is an important part of
maintaining the character and culture of a downtown. Wickenburg has the benefit
of having many historic properties downtown. In order to protect these important
cultural resources, the following guidelines should apply:
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Historical sites should be preserved or given a new use that does not
greatly alter their original use.
Historical exterior features should be preserved.
Damaged or deteriorating features on historical buildings should be
repaired rather than replaced.
Additions to historical sites should not detract from the original historical
significance of the site.
Any modifications to a historical site should adhere to similar architectural
styles as the original site.
Historic buildings and eligible historic buildings are encouraged to display
their historic designation plaques (if applicable) on their front façade.
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Landscaping and Vegetation
Vegetation in the form of landscaping is an important component of any urban
setting. It has many benefits, including providing shade, cleaning the air, keeping
areas cooler and improving the aesthetics of urban areas. Due to these benefits,
vegetation and landscaping are encouraged in all downtown developments.







Tree should be placed to provide shading on walkways and gathering
places.
Plants should be utilized to screen unattractive features, such as utilities.
All new development should utilize native or drought resistant plants for
landscaping.
Plants should reflect the desert environment where possible and should
include cacti where appropriate.
Landscape buffers downtown should have one tree and four shrubs per
twenty feet.
Interior landscaped areas should have one tree and six shrubs per four
hundred square feet or a minimum of ten percent landscaping within the
interior of the site.


For more requirements, see Wickenburg Zoning Ordinance section 14-19.
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Lighting
Ensuring adequate lighting downtown provides safety and security for people to
enjoy nightlife and stay active during all times of the day and night. Lighting can
also be used to improve aesthetics, enhance commercial storefronts and keep
activity levels high in public spaces. Although lighting can serve these purposes, it
can also have negative impacts, such as making it difficult to see the night sky.








All lighting should follow the criteria set out in Wickenburg’s Western Sky
Ordinance (Section 14-19A).
Public and private lighting fixtures should contribute to the overall design of
downtown.
Adequate street lighting should be provided by public streetlights and
private storefronts.
Lights should be placed at a reasonable distance apart to ensure adequate
lighting for safety purposes.
All area lights, including streetlights and parking area lighting, should be full
cut-off fixtures and shall be ninety (90) degree or less cut-off type fixtures.
Streetlights should be high pressure sodium, low pressure sodium, or metal
halide
Lighting is encouraged along pedestrian pathways.

For more specific requirements, see Wickenburg Zoning Ordinance section 14-19.
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Mounted Equipment
Mounted equipment on buildings can include air conditioning units, solar panels
and satellite dishes, among other things. These pieces of equipment, although
necessary for the day-to-day operation of downtown, can have negative impacts
on aesthetics and overall building design. As such, the specific guidelines below
are recommended to ensure their use does not take away from downtown
Wickenburg’s character or design.





All mounted equipment should be placed in such a manner that it is not
clearly visible from the street. Buffers including vegetation, walls, and
fences may be used as long as they adhere to the guidelines.
If items must be placed where they are visible, measures should be taken
to screen them (art, vegetation, screens, etc.).
Solar panels are encouraged downtown, as they provide renewable energy
and have many benefits.
If possible, mounted equipment should be incorporated into the overall
design of a building, or at the very least, not take away from its historical,
cultural, or aesthetic qualities.

Wickenburg Downtown Heritage Plan | Guidelines for the Heritage District
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Parking
The design guidelines for parking space within the Heritage Design Area are
oriented towards the minimization of the negative impacts that parking lots have on
the urban form and the natural environment. In this perspective, the purpose of this
section is to integrate the needed parking space within the framework of a
pedestrian-friendly environment and a pleasant landscape. The following are
additional guidelines for parking and parking surfaces:





Parking should be limited, with on-street parking as the majority of
available spaces. Angled or parallel on-street parking is encouraged.
Pervious or semi-pervious parking area surfacing materials are
encouraged.
Dedicated asphalt lots should be avoided; however if they are necessary
they should include landscaping (specifically shade trees) and be oriented
away from the street or behind building.
The use of non-traditional and innovative paving materials for new public
and private development is encouraged. These include but are not limited
to: reflective coatings, porous pavements, and polymer-modified
pavements.

The parking requirements for land uses within the Heritage District are given on
page 3-15. For more specific requirements, see Wickenburg Zoning Ordinance
section 14-17.

3 - 14
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Use

Parking Guideline
Residential Uses

Use

3

Parking Guideline

Private clubs / Lodges

1 space per 600 sq. ft. of floor area

Bed and breakfast

1 space for every 1 guest rooms

Secondary and Post-Secondary
Educational Buildings

1 space per 3 employees + 1 space
per 10 students

Boarding and lodging houses

1 space per room

Theatres

1 space per 5 seats

Convalescent/Nursing home

1 space per 3 beds

Group home

1 space per 3 beds

Hotel, motel

1 space for every 1 guest room

Mobile home park

1 space per mobile home space

Kiosks and outdoor dining areas

0 spaces

Manufactured home subdivision

1 space per mobile home space

Restaurant and Bars

1 space per 300 sq. ft. of public floor
area

Recreational Vehicle park

1 space per RV

Other Commercial uses

1 space per 300 sq. ft. of public floor
area

Residential dwelling 0 - 2 bedroom

1 space per dwelling unit

Residential dwelling 3+ bedroom

2 space per dwelling unit

Commercial

Public Assembly
Funeral Homes

1 space per 600 sq ft. of floor area

Religious Assembly

1 space per 6 seats provided in
Main Auditorium / Sanctuary

Industrial
Industrial

1 space per 4 employees or 1 space
per 700 sq. ft. of floor area when total
number of employees cannot be
determined.

Accessory structures of 500 square
feet or less

0 space per structure

All other uses within the Permitted
Uses Matrix in Wickenburg Zoning
Ordinance (section 14-4-2)

1 space per 600 sq. ft. of gross floor
area.

Wickenburg Downtown Heritage Plan | Guidelines for the Heritage District
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Parks and Open Space
Parks and open space are valuable amenities. They provide numerous health
benefits and enhance the pedestrian experience in the Town.




It is recommended that public open space be kept in public plazas or parks.
Parklets are an exception and may be included as deemed appropriate.
The incorporation of design elements such as sculptures, fountains, public
art, architectural elements, or trees in courtyards and plazas is
encouraged.
To accommodate the needs of the elderly and people with disabilities, In
the process of planning new public or private development, renovations
and/or additions, the site design should take into account the presence or
absence of resting areas, such as benches, which in the Heritage District
should not be far from each other more than 330 feet.

Recycling and Trash
While the storage of recycling and trash is necessary, it should be done in a way
as to not distract from the overall appearance of the main building. An off-street
area is recommended to ensure removal of these functions from major streets.
Guidelines for location of trash collection are as follows:
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Trash and recycling receptacles should be hidden from view. Location in
the rear of buildings or alleyways is preferable.
Service and loading areas should be serviced from the rear of the building,
an alley, or a side street while mitigating odor and visual impacts to
pedestrian areas.
Trash container enclosures should be a minimum six (6) feet high and be
of the same or complementary materials as the main structure. Special
attention shall be given to door and enclosure hardware.
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Roofing
Roofs help define a building’s character, especially when historical period
materials are used. Maintaining a roof’s historic or western character is important
to the overall design of a building, as well as the building’s longevity.







Retaining the historic shape of roofs is encouraged.
Retaining and maintaining roof-related features such as parapet walls,
cornices, and chimneys is encouraged.
Modern roof elements and equipment are discouraged, but if desired,
should be hidden from view.
Maintain historic roof materials like slate and sheet metal.
Parapets, coping, and ornaments should contribute to historic character.
Differences between residential and commercial roofing should be taken
into consideration.

Wickenburg Downtown Heritage Plan | Guidelines for the Heritage District
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Setbacks
Setbacks in the Heritage District are intended to provide a separation between a
building and street for a pedestrian-oriented streetscape. Providing appropriate
setbacks in the Heritage District will produce a stronger nexus between buildings,
encourage pedestrian activity, and create a well-defined public realm.





Setbacks should contribute to a streetscape, not detract from it.
Setbacks, including side setbacks, should remain minimal or non-existent
in the Heritage District in order to reduce building isolation.
Applicants are encouraged to discuss setback variances for their property
in the Heritage District with Town staff.
Building setbacks for commercial establishments in the downtown area
should be large enough to allow for pedestrian traffic and activity on street
frontage, but small enough to prevent detraction from the urban form.

For more specific requirements, see Wickenburg Zoning Ordinance section 14-4-4
(Residential), section 14-11-4 (Commercial) and section 14-13-3 (MUDD).

3 - 18
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Sidewalks and Walkways
Sidewalks and walkways provide essential connectivity for non-motorized
transportation and recreation. Maintaining historic sidewalks and walkways while
integrating new designs and materials for new sidewalks will be important for
preserving the Heritage District’s historic character.





Sidewalks should be widened at street intersections in order to shorten the
distance required to cross streets.
Bricks, pavers, strained cement, and other appealing materials should be
used in order to beautify the pedestrian environment.
Sidewalks should be used to define street edges, encourage street-level
activity, and increase connectivity between streets and buildings.
Shared entry alleys with adjacent property are encouraged to allow for
pedestrian penetrations from parking located behind shops, to the main
sidewalk and shop fronts.

Signage
Signage is an important element in contributing to the western character of
downtown Wickenburg. Signage also attracts people to particular locations,
whether it is businesses, parks, or public buildings. It is important that signage be
coherent in design and not distract motorists, but must also catch the attention of
pedestrian passersby.





Signage should be oriented to the pedestrian environment.
Signage should utilize materials that are incorporated by buildings in the
Heritage district.
Lighting for signage should not detract from the ambiance in the Heritage
district, and should comply with the existing Western Sky ordinance passed
by the Town of Wickenburg.
Neon signs, backlit fiberglass, plastic signs, and “A frame” signs are
discouraged in the Heritage District.

For more specific requirements, see Wickenburg Zoning Ordinance section 14-18.
Wickenburg Downtown Heritage Plan | Guidelines for the Heritage District
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Streetscape
New streetscape elements should maintain compatibility with the downtown
elements that support the traditional character of the commercial area.






Maintain trees in the commercial area.
Utilize unique sidewalk materials, such as brick pavers.
Encourage bulb outs to promote pedestrian safety.
Murals should be utilized along any long or blank walls facing streets.
Encourage the incorporation of pedestrian infrastructure such as benches,
garbage receptacles, and water fountains.

Undesirable Uses
Although every Town requires many different land uses to support a diverse
economy, there are some uses that are undesirable in a downtown no matter how
they are designed. Specifically, uses that promote automobile use, decrease
walkability or are adult-oriented are not desired in downtown Wickenburg. The
following uses meet these definitions:
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Adult-oriented uses;
Automotive body shops, mechanics or repair;
Automotive dealerships or rental agencies;
Car washes;
Drive through restaurants; and/or
Gas or service stations.
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Utilities
Utility systems should be hidden from plain sight if possible.





Encourage placement of garbage receptacles behind buildings.
Encourage hidden mechanical systems behind or on top of buildings.
Meters, conduits, and other equipment should be on rear elevations.
If any utility systems are within view of the street, public art or decorative
fencing should be utilized to block their view.

Wickenburg Downtown Heritage Plan | Guidelines for the Heritage District
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Walls and Fences
Walls and fences are meant to add to a building and not detract. They can further
add to the western architectural features of a building and can provide protection
from outside hindrances or weather. Walls and fences can also shield the public
eye from obtrusive structures, provide boundaries, and noise buffering. No wall or
fence should be located within any required drainage or utility easement.
A. Walls
 Historic walls should be maintained.
 New walls should support the western historic character of the Heritage
District.
 Preferred materials include natural materials such as wood, brick, adobe,
mortar washed slump block, split face block, rock, and stucco or plaster
with a smooth or sand finish.
 Walls are required to screen the following: trash and refuse areas,
mechanical equipment, parking lots, and other uses specified.
 Screening walls should be constructed in accordance with the materials
and restrictions cited in section 14-25-6 of Wickenburg Zoning Ordinance.
 Refer to section 14-21-9 of the Wickenburg Zoning Ordinance for specific
dimensions of wall height.
B. Fences
 Historic fences should be maintained and preserved.
 New fences should support the western historic character of the Heritage
District.
 Preferred fence material: Smooth or sand finished stucco over concrete
masonry units (CMU), adobe brick, wood, stone, or wrought iron.
 The use of vegetation alongside fencing is encouraged.
 Refer to section 14-21-9 of the Wickenburg Zoning Ordinance for specific
types of fencing.
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Windows
The Downtown Heritage Area is pedestrian-oriented and should reflect that in the
design and dimension of windows. The scale of windows should align with
pedestrian height and provide ample viewing of inside businesses, while patrons
inside the building can observe the street, improving safety and surveillance.






Historic original windows, opening dimensions, and details should be
preserved and maintained.
Replacement windows are encouraged to match historic windows.
Windows should occupy a majority of the frontage of commercial buildings.
Buildings placed on corner lots are encouraged to have windows on
frontage and side wall fronting sidewalk.
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Introduction
The overall success of the Wickenburg Downtown Heritage Plan
rests in the Town’s ability to implement the recommendations and
guidelines from Chapters 2 and 3. This chapter provides the
information necessary for the Town to adopt the business
strategies and design guidelines previously outlined.
This Chapter also identifies challenges to implementation and
recommended solutions. A table is used to outline key strategies
and recommendations, potential agencies with which the Town of
Wickenburg may partner with to accomplish these tasks. A
timeline for implementation is also provided. This table is followed
by a discussion of the implementation of the design guidelines and
a list of potential funding sources the Town may employ to begin
these processes.

Challenges to Implementation
The purpose of this plan is to identify both the opportunities and
potential challenges the Town of Wickenburg may encounter, as it
seeks to direct the development of the historic downtown in the
coming years. Some of the potential challenges include:
 Responsibility: Which agency, department, or individual will
be responsible for each element, strategy, or tool of the
plan?
 Timeline: What is a realistic implementation timeframe for
tasks to be completed and when will follow up activities
occur?







Funding: Who will pay for the improvements, upgrades,
programs, or other responsibilities to support the
successful implementation of the plan?
Public Support: How does the plan represent the needs
and interests of the public? How can future concerns or
recommendations be addressed? How can the public be
kept informed of the progress of the plan’s
implementation? Is the public supportive of the plan?
Monitoring Progress: What mechanisms are in place to
measure progress towards successful implementation of
the tools, programs, and improvements outlined in the
plan?

The sections in this chapter address these key issues for the
successful implementation of this plan and the continued success
of the downtown Wickenburg area. Table 4-1 identifies potential
agencies with which the Town of Wickenburg can partner and
share of responsibility for implementing each strategy and
recommendation. These agencies were chosen to encourage
increased partnerships to benefit the downtown.
Local public support is also crucial to getting plans accomplished.
Securing funding is important in gaining public support, but other
crucial steps include consulting with non-governmental agencies,
the Chamber of Commerce, special interest groups, and other
citizen groups. Additionally, developing a vision for downtown,
Wickenburg Downtown Heritage Plan | Introduction
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following the vision, and making downtown a regular election
issue will also aid in garnering support from the public.
It is recommended that an annual review be conducted by the
Town staff and presented to council to follow up with the progress
of the implementation of the plan. The review will include a
progress report stating the current phase of implementation for
each strategy outlined in Chapter 2. Furthermore, the plan should
be updated every five to ten years to ensure the plan remains
relevant and applicable to the needs and interests of the
downtown area, business owners, the Town, and local residents.

Implementation Table
The Implementation Table in this chapter outlines the business
strategies and recommendations delineated in Chapter 2 of this
plan. Each recommendation is accompanied by a list of agencies
the Town should cooperate with to successfully implement these
strategies, a timeline that shows the estimated time commitment
to successfully implement the recommendations, and any
identified funding sources. The list of partner agencies is not

4-2
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exhaustive and does not preclude the involvement of other groups
or entities, but is intended to serve as a starting point in the
identification of potential stakeholders. The time horizons within
the table roughly follow the following time frames:





On-Going: Current policies or actions which should be
continued by the Town;
Short-Term: Policies or actions which the Town could
implement within one year of adopting this plan;
Mid-term: Policies or actions which the Town could
implement within one to five years of adopting this plan;
Long-Term: Policies or actions that the Town may need
more than five years to implement.

Below the implementation table, several funding sources are
identified for implementation of particular initiatives. These have
been numbered and are referenced a cell to the right of each
relevant recommendation in the Implementation Table. If the cell
is left blank, the Town will need to fund the project through local
taxes, bonds, or transfers from the General Fund.

4
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Table 4-1 Implementation Table
Implementation Timeline
No.

Strategy & Recommendations

Partner Agencies

OnGoing

ShortTerm

MidTerm

LongTerm

Funding
Source (#)

Business Development
1.1 Create and strengthen partnerships among key stakeholders.
a.

Strengthen economic ties with
neighboring cities and organizations.

Wickenburg Chamber of
Commerce, GPEC, GPCC, ACA,
MAG, SBDC, ASBA, EDAC

b.

Conduct a yearly downtown business
inventory.

Wickenburg Chamber of Commerce

c.

Provide business classes to downtown
business owners.

Wickenburg Chamber of
Commerce, SBDC, ASBA, ACA

d.

Develop a Heritage District Business
Alliance.

Wickenburg Chamber of Commerce

e.

Conduct a mass transit feasibility study
with Valley Metro.

MAG, Valley Metro

X

5

X

9
X

9
X
X

10

1.2 Provide resources for emerging and existing businesses downtown.
a.

Streamline development approval
process.

b.

Create an online inventory of
businesses, open lots, and vacancies.

Wickenburg Chamber of Commerce

c.

Increase business diversity.

Wickenburg Chamber of Commerce

X
X

9

X
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Implementation Timeline
No.

Strategy & Recommendations

Partner Agencies

OnGoing

d.

Enhance EDAC website and social
media.

EDAC

e.

Encourage business development as
outlined in the Wickenburg Tourism
Study.

Wickenburg Chamber of Commerce

f.

Create a plan to expand infrastructure.

Wickenburg Chamber of Commerce

g.

Create a downtown overlay for tax
purposes.

h.

Conduct continued research on
downtown business performance.

Wickenburg Chamber of Commerce

X

i.

Provide free membership to the
Wickenburg Chamber of Commerce.

Wickenburg Chamber of Commerce

X

j.

Enact an adaptive reuse ordinance for
the downtown area.

ShortTerm

MidTerm

LongTerm

Funding
Source (#)

X

X
X

3, 11

X

X

1.3 Utilize the Arizona Motion Picture Tax Incentive to promote the Town as a viable place to shoot movies and commercials.
a.

b.

4-4

Educate businesses regarding the
Motion Picture Production Tax
Incentives Program.

Arizona Film and Media Coalition,
Wickenburg Film Commission

X

Encourage student film production.

Arizona Film and Media Coalition,
Wickenburg Film Commission,
Arizona State University, University
of Arizona

X
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Implementation Timeline
No.
c.

d.

Strategy & Recommendations

Partner Agencies

OnGoing

ShortTerm

LongTerm

Funding
Source (#)

X

Offer tax incentives to filmmakers.
Partner with property owners to create
an “authentic” western atmosphere.

MidTerm

Wickenburg Chamber of
Commerce, Arizona Film and Media
Coalition, Wickenburg Film
Commission

X

6

1.4 Partner with educational institutions to provide additional workforce education or specialized training.

a.

Provide specialized workforce training.

University of Arizona Cooperative
Extension, Maricopa Community
Colleges, Arizona State University,
Wickenburg Unified School District

b.

Study economic conditions in downtown
Wickenburg.

University of Arizona Cooperative
Extension, Maricopa Community
Colleges, Arizona State University

c.

Create local internship positions.

University of Arizona Cooperative
Extension, Maricopa Community
Colleges, Arizona State University,
Wickenburg Unified School District

d.

Integrate entrepreneurship principles in
K-12 education.

Wickenburg Unified School District

X

X

9

X

X

1.5 Ensure a safe and attractive business environment.
a.

Repair, maintain, and improve existing
downtown amenities.

Wickenburg Chamber of Commerce

X
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Implementation Timeline
No.

Strategy & Recommendations

b.

Plan for adequate parking downtown.

c.

Accommodate ADA accessible
standards.

d.

Adopt design guidelines to create a
safer pedestrian environment.

Partner Agencies
Wickenburg Chamber of Commerce

OnGoing

ShortTerm

MidTerm

LongTerm

Funding
Source (#)

X
X
X

1.6 Promote outdoor recreation-oriented businesses.

a.

Provide access points to the
Hassayampa River, Sols Wash, and
other multi-use trails.

U.S. Army Corps of Engineers,
Arizona Department of
Transportation, Maricopa County
Department of Parks and
Recreation, Arizona State Parks,
U.S. Environmental Protection
Agency

b.

Develop an outdoor information center.

Wickenburg Chamber of Commerce

X

c.

Develop recreation-based industries.

Wickenburg Chamber of Commerce

X

Acquire easements for additional trail
paths.

U.S. Army Corps of Engineers,
Arizona Department of
Transportation, Maricopa County
Department of Parks and
Recreation, Arizona State Parks,
U.S. Environmental Protection
Agency

d.
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Implementation Timeline
No.

e.

f.

Strategy & Recommendations

Partner Agencies

Extend river wash trails for outdoor
recreation activities.

U.S. Army Corps of Engineers,
Arizona Department of
Transportation, Maricopa County
Department of Parks and
Recreation, Arizona State Parks,
U.S. Environmental Protection
Agency

Design hiking trails to connect urban
and natural amenities.

U.S. Army Corps of Engineers,
Arizona Department of
Transportation, Maricopa County
Department of Parks and
Recreation, Arizona State Parks,
U.S. Environmental Protection
Agency

OnGoing

ShortTerm

MidTerm

LongTerm

Funding
Source (#)

X

X

1

1

1.7 Coordinate with the Wickenburg Chamber of Commerce to expand events and programming in the downtown area.
a.

Expand existing events programming
with low cost advertising.

Wickenburg Chamber of Commerce

b.

Develop a “First Friday” program.

Wickenburg Chamber of Commerce

X

c.

Inform local businesses of upcoming
events to facilitate involvement.

Wickenburg Chamber of Commerce

X

d.

Utilize the old US Highway 60 as a
public venue.

Wickenburg Chamber of
Commerce, Arizona Department of
Transportation, U.S. Department of
Transportation

X

X
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Implementation Timeline
No.

e.

Strategy & Recommendations
Expand event programming to support
evening activities.

Partner Agencies

OnGoing

Wickenburg Chamber of Commerce

ShortTerm

MidTerm

LongTerm

Funding
Source (#)

X

Quality of Life
2.1 Improve the presence of arts and culture in the downtown.
Desert Caballeros Western
Museum, Wickenburg Art Club, Del
E Webb Center, Wickenburg Unified
School District

a.

Develop the South Tegner District Arts
and Cultural Facilities.

b.

Build an outdoor amphitheater venue.

c.

Encourage activities catered to young
people.

Wickenburg Chamber of Commerce

X

d.

Establish a monthly art exhibit.

Wickenburg Chamber of
Commerce, Desert Caballeros
Western Museum, Wickenburg Art
Club, Del E Webb Center

X

e.

Host seasonal food festivals.

Wickenburg Chamber of Commerce

f.

Establish public canvas spaces for local
artists.

Wickenburg Chamber of
Commerce, Desert Caballeros
Western Museum, Wickenburg Art
Club, Del E Webb Center

2.2 Increase the amount of vegetation and public open space in the downtown area.
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Implementation Timeline
No.

Strategy & Recommendations

Partner Agencies

OnGoing

ShortTerm

MidTerm

a.

Provide public space amenities for
outdoor activities.

Maricopa County Department of
Parks and Recreation, Arizona State
Parks, Wickenburg Chamber of
Commerce

X

b.

Relocate the community garden.

Wickenburg Chamber of Commerce

X

c.

Implement a community tree planting
program.

Wickenburg Chamber of Commerce

X

d.

Conduct habitat restoration and trail
establishment for the Sol’s Wash.

U.S. Army Corps of Engineers,
Arizona Department of
Transportation, Maricopa County
Department of Parks and
Recreation, Arizona State Parks,
U.S. Environmental Protection
Agency

X

e.

Plant native vegetation in public spaces. Wickenburg Chamber of Commerce

f.

Improve the US Highway 60 bridge as a
pedestrian and bicycle corridor.

LongTerm

Funding
Source (#)

1

1

X

U.S. Army Corps of Engineers,
Arizona Department of
Transportation, U.S. Department of
Transportation, U.S. Environmental
Protection Agency

X

2.3 Improve the quality of life in the downtown area by investing in public amenities.
a.

Improve pedestrian walkways.

Arizona Department of
Transportation, Wickenburg
Chamber of Commerce

X
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Implementation Timeline
No.

Strategy & Recommendations

Partner Agencies

Repair existing water fountains.

c.

Adopt an ordinance increasing shade in
the downtown area.

d.

Add benches and maintain trash cans.

e.

Adopt the Downtown Design
Guidelines.

f.

Install high-intensity activated
crosswalks and signals.

Arizona Department of
Transportation, U.S. Department of
Transportation, U.S. Environmental
Protection Agency

Maintain on-street parking.

Arizona Department of
Transportation, U.S. Department of
Transportation, U.S. Environmental
Protection Agency

Make improvements to the Wishing
Well Park.

Arizona Department of
Transportation, U.S. Department of
Transportation, U.S. Environmental
Protection Agency, Maricopa
County Department of Parks and
Recreation, Arizona State Parks

h.

ShortTerm

MidTerm
X

b.

g.

OnGoing

LongTerm

Funding
Source (#)
1

X
X

1
X

X

11

X

1

X

2.4 Increase public participation and strengthen the collaboration between the Chamber of Commerce, public committees, and
the Town.
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Implementation Timeline
No.

Strategy & Recommendations

Partner Agencies

OnGoing

ShortTerm

a.

Increase public involvement in the
planning process.

Wickenburg Chamber of Commerce

X

b.

Encourage community involvement in
Town-sponsored community activities.

Wickenburg Chamber of Commerce

X

c.

Utilize surveys to gauge public opinion
on downtown activities.

Wickenburg Chamber of Commerce

X

d.

Create a public committee to improve
the quality of life downtown.

Wickenburg Chamber of Commerce

X

MidTerm

LongTerm

Funding
Source (#)

2.5 Expand housing options in the Heritage District.
U.S. Department of Housing and
Urban Development, U.S.
Environmental Protection Agency,
U.S. Department of Transportation,
Arizona Department of Housing,
MAG

a.

Develop a mixed income housing
policy.

b.

Amend the zoning ordinance to
increase residential and mixed uses
downtown.

X

c.

Support live/work establishments
downtown.

X

X

1, 3

2.6 Preserve historical sites to maintain the character of the downtown.
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Implementation Timeline
Strategy & Recommendations

No.

Partner Agencies

OnGoing

ShortTerm

MidTerm

LongTerm

Funding
Source (#)

a.

Establish a committee to maintain a
database of historically designated
sites.

Wickenburg Chamber of
Commerce, Arizona State Historic
Preservation Officer

b.

Improve historical markers.

Wickenburg Chamber of
Commerce, Arizona State Historic
Preservation Officer

c.

Improve the “Historical Walking Tour.”

Wickenburg Chamber of
Commerce, Arizona State Historic
Preservation Officer

X

6

d.

Maintain historical sites.

Arizona State Historic Preservation
Officer

X

6

e.

Adopt a Heritage District Overlay
ordinance.

X

6

X

6

X

6

Marketing
3.1 Downtown Wickenburg should be marketed as a small town destination, specifically focusing on its unique attributes and
businesses.
a.

Promote a rodeo museum downtown.

Wickenburg Chamber of Commerce

b.

Organize national rodeo events.

Wickenburg Chamber of Commerce

c.

Utilize existing facilities for new artists.

Wickenburg Chamber of Commerce
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Implementation Timeline
No.

Strategy & Recommendations

Partner Agencies

d.

Partner with Local First Arizona to
identify local businesses.

Wickenburg Chamber of
Commerce, GPEC, GPCC, ACA,
MAG, SBDC, ASBA, EDAC

e.

Design pedestrian way finding signage.

Wickenburg Chamber of Commerce

OnGoing

ShortTerm

MidTerm

LongTerm

4

Funding
Source (#)

X
X

3.2 Marketing should be focused on attracting day and weekend visitors to downtown Wickenburg from the Northwest Valley,
Phoenix and Prescott areas.
a.

Create a brochure to market outdoor
activity packages.

Wickenburg Chamber of
Commerce, GPEC, GPCC, ACA,
MAG, EDAC

X

b.

Facilitate a frequency shopping
program.

Wickenburg Chamber of
Commerce, GPEC, GPCC, ACA,
MAG, SBDC, ASBA, EDAC

X

c.

Advertise at Sky Harbor International
Airport.

Wickenburg Chamber of
Commerce, GPEC, GPCC, ACA,
MAG, EDAC

X

3.3 Downtown Wickenburg should utilize its marketing resources to make itself known in relevant online and print publications,
outdoor media, and social media.
a.

Market outdoor activities through
outdoor media.

Wickenburg Chamber of
Commerce, GPEC, GPCC, ACA,
MAG, EDAC

X

b.

Create a website to list all outdoor
activities for tourists.

Wickenburg Chamber of
Commerce, GPEC, GPCC, ACA,
MAG, EDAC

X
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Implementation Timeline
No.

Strategy & Recommendations

Partner Agencies

OnGoing

c.

Help businesses utilize marketing
websites.

Wickenburg Chamber of Commerce

X

d.

Strengthen Wickenburg’s online social
network presence.

Wickenburg Chamber of Commerce

X

e.

Diversify Wickenburg’s media
advertising.

Wickenburg Chamber of
Commerce, GPEC, GPCC, ACA,
MAG, EDAC

ShortTerm

MidTerm

LongTerm

Funding
Source (#)

X

Design Guidelines
4.1 Implement the downtown Wickenburg design guidelines.

X

4.2 Establish a Design Review Team to review design and development proposals
within the downtown area.

X

Implementation of Design Guidelines

Funding Strategies

The first step towards implementation is for the Town of
Wickenburg to create the Downtown Heritage District overlay with
the dimensions delineated in Chapter 1 of this plan. The Design
Guidelines in Chapter 3 can be adopted by the Town of
Wickenburg as design guidelines for the Downtown Heritage
District as an addendum to the requirements specified in the
Wickenburg Zoning Ordinance.

The funding opportunities listed below provide the Town of
Wickenburg with viable opportunities for federal, state, and local
funding to support many of the projects and programs
recommended in this report. The funding sources listed may be
available in the form of grants, loans, tax credits, or other payment
options to support local development, redevelopment,
transportation, education, or other projects that would greatly
benefit the Town. This section is intended to serve as a starting
reference for staff to support Town Council decisions on actions
for the downtown area. For example, other common sources for

4 - 14
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municipal funding, such as sales revenue, improvement districts,
and general obligation bonds, are also recommended though not
included in this section.

1. Arizona State Parks Grant Programs

The State of Arizona provides several sources of funding through
their State Parks Grant Programs. This includes the NonMotorized Project Grants of the Recreational Trails Program
(RTP), which offers as much as $80,000 for the creation of new
trails, maintenance or renovation of existing trails and supporting
facilities or signage. The State Parks RTP Trail Maintenance
Program offers $30,000 for maintenance and realignment of trails
only. Additional funding is available through the Growing Smarter
State Trust Land Acquisition Program and the Off-Highway
Vehicle Recreation Fund (Link).

2. Arizona Renewable Energy Tax Credit

The Arizona Renewable Energy Tax Credit was created to
promote the renewable energy industry through business
investment. The goal of the tax credit is to position Arizona as a
center for the production and use of renewable energy. This is
accomplished by offering two benefits: up to 10% in refundable
income tax credit and up to 75% off property taxes (Link).

3. Community Development Block Grant

Community Development Block Grants (CDBG) are provided by
the U.S. Department of Housing and Urban Development (HUD).
They are targeted toward providing affordable housing, services to
the most vulnerable and the creation of jobs through business
retention and expansion. Applicable program areas include:







4

State Administered CDBG: Also known as the Small Cities
CDBG program, this grant is administered by the State and
awards towns for engaging in community activities.
Section 108 Loan Guarantee Program: This program
provides federally guaranteed loans to assist in
redevelopment projects, particularly ones large enough to
impact entire neighborhoods.
Neighborhood Stabilization Program: Provides grants to
disadvantaged neighborhoods due to foreclosures and
delinquencies. The main goal is provide stabilization for
the community that has been lacking (Link).

4. Community Facilities Districts Bonds

The Arizona Community Facilities District Act was passed in 1988
to allow municipalities to use voter-approved bonds to finance
public projects.
Projects can include enhancements to
infrastructure or municipal services.
‘Districts’ have to be
identified as areas where the improvement will occur and also as
the source of funding (Link).

5. FY 2014 Economic Development Assistance
Program

The FY 2014 Economic Development Assistance Program is
provided by the Economic Development Agency (EDA) and the
US Department of Commerce and focuses on innovation. The
goal of this program is to create a competitive regional ecosystem
in economically depressed areas (Link).

6. Historic Preservation Grants for States

Since 1970, Historic Preservation Funds have been available
through State and Tribal Historic Preservation Offices. Funds can
be used for preservation studies, National Register nominations,
Wickenburg Downtown Heritage Plan | Funding Strategies
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and education, among others. At least ten percent of the funds
awarded to the State must be passed on Certified Local
Governments (Link).

have residents that would utilize public transportation. This
includes planning, capital, commute projects, as well as others.
Funding from this program has been received in the past (Link).

7. Low-Income Housing Tax Credits

11. Street Bonds

The Low-Income Housing Tax Credits (LIHTC) are provided by
HUD to assist in the acquisition, rehabilitation, or construction of
lower-income housing. State and local agencies are given roughly
$8 billion for these tax credits (Link).

8. National Endowment for the Arts

The National Endowment for the Arts (NEA) provides grants to
fund new and existing projects, events or activities. Projects can
be of any size, and are aimed at making a difference in the
community. The applicable matching grants include Art Works
and the Challenge American Fast-Track Grants (Link). Similarly,
the National Endowment for the Humanities (NEH) offers
Challenge Grants which can be used to support humanities
programs and resources (Link).

9. Planning Program and Local Technical
Assistance Program

The Planning Program and Local Technical Assistance Program,
administered by the EDA, provides up to $100,000 to local
governments and institutions for the purpose of stimulating
economic development in the region. Specifically, the EDA
provides support for the development and implementation of
comprehensive economic development strategies (Link).

10. Rural Transit Assistance Program (MAP-21)

The Rural Transit Assistance Program provides funding to assist
with transit operations in areas with less than 50,000 people that
4 - 16
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Similar to Community Facilities Districts Bonds, Street Bonds can
be issued to fund street improvement projects upon voter
approval. Street Bonds are being used in other municipalities
around the state as a form of economic development (Link).

5
Introduction
The Wickenburg Downtown Heritage District is a valuable
example of western culture and architecture in Arizona. Its
location on two major US Highways and proximity to the Phoenix
Metropolitan Area make it an important asset to the region’s
heritage. The downtown area has the unparalleled ability to
attract visitors with its well-defined examples of western
architecture, historic locations, desert scenery, and authentic
memorabilia of bygone days. Both of these are reminiscent of the
“Old West” of the 19th century and the highway road trip culture of
the mid 20th century. The Town’s ability to protect and enhance
this image is a powerful tool to attract the growing tourism industry
in the area.

developers, architects, business owners, town leaders, and local
residents as they consider the future uses and styles within the
downtown area.

This chapter presents sites located throughout downtown
Wickenburg which may be selected for enhancement to better
conform to the existing downtown style, provide more valuable
uses to attract business, and increase revenues in the downtown
area.
The sites were selected based on analyses of current land uses in
the downtown, the quality and state of structures, and
recommendations from public participation and Town staff. The
site recommendations outlined below are intended to begin a
dialogue to explore future development alternatives in the
downtown which conform to the design guidelines provided in this
document. These recommendations are to serve as models for
Wickenburg Downtown Heritage Plan | Introduction
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Figure 5 – 1 Potential Downtown Redevelopment Sites

SOURCE : ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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Please see next page.
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Existing Conditions of Redevelopment Sites in the Downtown Heritage District
1. Wickenburg Town Hall & Civic Center

2. Santa Cruz Extension

3. Sols Wash Restoration Area

4. Bashas’ Frontier Center

5. The Frontier Area

6. Wickenburg Town Park

7. Wickenburg Convention Center

8. Railroad Tracks

9. South Tegner Districts Arts & Cultural
Facilities

5–4
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Existing Conditions of Redevelopment Sites in the Downtown Heritage District
10. Roundabout Area

11. Downtown Coffee Shop & Corner
Market

13. Frontier Village Condominiums

14. Transportation & Streetscape
Enhancements

12. Infill Development
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Site 1: Wickenburg Town Hall & Civic
Center
Area: 644,039 ft.2 (approx. 15 acres)
Current Zoning: I-2 (Light Industrial)
Existing Land Use: Vacant (Seasonal Commercial)
Proposed Land Use: Public
Location: West of Tegner St. & south of Sols Wash

The current Wickenburg Town Hall & Civic Center site hosts
private roping events throughout the year and provides overflow
parking during the annual Wickenburg Gold Rush Days. These
events draw large amounts of people over a few days, however,
during the rest of the year the land is largely vacant. The property
follows the northern edge of the Santa Fe railroad line and
extends between the Sols Wash and Tegner Street. The railroad
line severely limits adequate pedestrian and vehicular access, and
the single point of entry is currently located on Tegner Street. In
addition, a small public easement exists for the Town’s wellhead
on the northern edge adjacent to the Sols Wash.
This area is largely underutilized considering its proximity to the
heart of downtown. Wickenburg residents and Town staff have
expressed support for the site to be considered for the
development of a new Town civic center. As future growth
requires larger Town Hall facilities to adequately serve the public,
residents expressed interest to relocate municipal facilities to the
periphery of the downtown area. This will also better utilize the
current Town Hall location for commercial and retail uses.
The site development proposal includes the following elements:
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Space for a new Town Hall with office space for all public
services and staff;
A new community center, youth center, and senior center;
New parking facilities to accommodate daily use and
special event overflow; and
Connectivity with the proposed downtown loop trail along
the railroad tracks and other public open space.
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Figure 5 – 2 Wickenburg Civic Plaza

SOURCE : ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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The site would be landscaped utilizing xeriscaping techniques,
with the portion along Sols Wash transitioning to riparian
landscaping along the proposed Sols Wash Restoration Area (Site
Development 3). The civic center will include permeable surface
walkways, parking lots, ample shade from trees and structures,
native vegetation, and a uniquely western design to conform to
other structures in the downtown area. A vehicular and pedestrian
at-grade crossing over the railroad at Mohave Street will connect
the new civic center with the community to the southwest.
Frontier Street will be straightened to provide additional access to
the civic center.
This redevelopment will greatly benefit the community and
downtown by combining Town departments and services into one
area. This can benefit the community by increasing government
efficiency and making services more convenient to access. The
design of the civic center would give residents new open space for
public gatherings and events. The upgraded facilities will be
better suited to host local or regional events and provide an
updated venue which the Town can make available for business
or organizations to rent. A sizeable parking lot will accommodate
the parking needs of the Town and large events without
interrupting the pedestrian orientation of downtown. Overall, this
will provide a more intense use of this piece of land and will allow
future redevelopment of the current civic offices in the business
district.

5–8
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Site 2: Santa Cruz Extension
Area: 111,566 ft.2 (approx. 3 acres)
Zoning: I-2 (Light Industrial)
Existing Land Use: Industrial; Office
Proposed Land Use: Public; Commercial
Location: Intersection of Frontier St. & Tegner St.
This site is currently utilized as a cement mixing plant and small
office spaces. This site is a unique shape because of the railroad
tracks and the crossing of Frontier Street on the south. Due to its
location, the site would be best served by utilizing a part of it as
the same civic center outlined in the Site 1 redevelopment plan.
The remaining portion will be used to continue the block structure
of small commercial buildings found on Tegner and Frontier
Streets.
Along with the possible realignment of Frontier Street suggested
in Site 1, it is proposed that Santa Cruz Street extend over the
railroad tracks to connect to Tegner Street. This will allow the
continuity of the block structure in downtown while increasing the
connectivity throughout downtown and the neighborhoods west of
the railroad tracks. The new parcels made available by this
realignment should be used for commercial and retail
development similar to other uses in the downtown area.
Industrial uses have been identified by Town staff as being
incompatible with the long-term nature of the downtown area.
Redevelopment can mitigate a less compatible land use and
provide greater development opportunities for land owners.

Wickenburg Downtown Heritage Plan | //Site 2: Santa Cruz Extension

5–9

5

Site Development

Site 3: Sols Wash Restoration Area
Area: 132,759 ft.2 (approx. 3 acres)
Zoning: R1-12 (Single-Family Residential)
Existing Land Use: Open Space; Environmentally
Sensitive Area
Proposed Land Use: Open Space; Environmentally
Sensitive Area
Location: South of River St.
The Sols Wash is currently an ephemeral waterway at the
northern edge of downtown Wickenburg. The wash is currently
inaccessible to the public from the north at Coffinger Park and the
south in downtown due to the retention walls which border the
wash. This limits accessibility between Coffinger Park and
downtown to the pedestrian walkway along the US Highway 93
bridge to the east or the Tegner Street bridge to the west. As the
wash is completely dry for most days of the year, very little
vegetation and wildlife is present.

protect the riparian area from flashfloods. Additional information
can be found at the City of Phoenix’s website (Link).
Similar improvements are proposed for Sols Wash for the portion
between the new civic center to the US Highway 93 bridge.
Native riparian plants and trees will be planted along the new trails
and the current wall will be replaced with sloping land containing
desert landscape. Access to the downtown trail will run the length
of the riparian area and alternate paths will connect downtown
with Coffinger Park. East River Street north of the wash will be
converted into desert landscaping that will serve as a transition
from the park to the riparian area.
These habitats support hiking, bird watching, equestrian activities,
and other outdoor activities. It will also provide a unique outdoors
experience integrated with other downtown activities and can
become an important attraction to the Wickenburg area.

The Sols Wash should be restored to a desert riparian habitat with
pedestrian trails connecting downtown, the new proposed civic
center, and Coffinger Park to serve as a greater natural amenity to
the urbanized area of Wickenburg. Similar restorations have
taken place in the City of Phoenix where the Salt River was
restored to create a vibrant riparian habitat. This was done by
pumping water to the surface and letting it flow to a designated
endpoint where it then flows back below ground. The area was
improved with the planting of native vegetation, the construction of
trails, paths, and bridges, and improved access points at key
locations. Small dams upstream of the restored area serve to
5 – 10
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Figure 5 – 3 Sols Wash Restoration Area

SOURCE : ARIZONA S TATE UNIVERSITY MUEP STUDENTS , 2014
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Site 4: Bashas’ Frontier Center
Area: 209,088 ft.2 (approx. 5 acres)
Zoning: C-2 (Central Business)
Existing Land Use: Commercial; Residential
Proposed Land Use: Mixed-use
Location: Intersection of Tegner St. and Yavapai St.
This site is currently utilized as a large retail shopping center at
the northern edge of the downtown area. Bashas’ Frontier Center
includes a Bashas’ grocery store, Ace Hardware, and other
smaller businesses. In addition, two single-family residences are
located on the northeast corner of the site along the Sols Wash.
Adjacent to the site is the Garcia Little Red Schoolhouse, which is
listed on the National Register of Historic Places, as well as other
redevelopment sites outlined in this chapter, including Sites 3, 6,
and 7. A large parking lot along Tegner Street and Apache Street
covers almost half of the site.
The redevelopment plan seeks to maintain Bashas’ and Ace
Hardware as important downtown commercial anchors while
redesigning the structures and layout to create a more congruent
design to the rest of the downtown area. This supports the goals
of enhancing pedestrian accessibility and safety while preserving
the unique character of the downtown.
A new Bashas’ store will be developed at the corner of
Street and Yavapai Street and a new Ace Hardware
developed at the corner of Tegner Street and Yavapai
These buildings will have zero setbacks along Yavapai
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Garcia
will be
Street.
Street,

shade awnings over pedestrian walkways, and pedestrian
entrances at the corners. The two anchors will be connected by
smaller venues for other retail, restaurant, or service businesses.
A small parking lot with approximately 100 spaces will be located
behind the buildings.
Multi-family residential structures, such as apartments or
condominiums, will be located along the western Sols Wash
boundary. This overlaps with Site 13 and will be discussed in
more detail later on this chapter. This design supports comments
made in public meetings to increase housing availability and
options in the downtown area through the building of apartments,
condominiums, or mixed-use structures. The requirements for
multi-family residential units similar to the Frontier Village
Condominiums are defined by the Wickenburg Zoning Ordinance
as RM-1 or RM-2 land uses. These apartments will provide
housing for all levels of income, with three residential buildings on
Tegner provided as mixed-use, and will be designed to support
greater walkability in the area while drawing on amenities such as
the proposed Sols Wash Restoration area.
This redevelopment provides numerous benefits to the downtown,
including:
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The rejuvenation of an outdated shopping center;
Increased pedestrian orientation and connectivity to
support a walkable downtown area;
The preservation of parking spaces and requirements;
Increased continuity with the historic downtown area;
Increased housing options and availability.

Site Redevelopment

5

Figure 5 – 4 Bashas’ Frontier Center

SOURCE : ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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Site 5: The Frontier Area

Figure 5 – 5 The Frontier Area

Approximate Area: 34,738 ft.2 (under 1 acre)
Zoning: C-2 (Central Business)
Existing Land Use: Commercial
Proposed Land Use: Commercial
Location: Intersection of Frontier St. & Tegner St.
This site encompasses the area south of the curve created by the
intersection of Frontier Road and Tegner Street. Several small
commercial buildings are currently located on the site, with
parking lots and vacant land occupying most of the surface area.
Site 5 does not include the two buildings and public space on the
corner of Tegner Street and Frontier Street. These currently
comform to the land use and design goals of the downtown area
and the Site 5 redevelopment plan will work towards greater
integration with these sites.
The proposed extension of Santa Cruz Street to Tegner Street will
remove the current segment of Frontier Street which bisects the
site to complete the block. This site will seek to continue the
business pattern seen along Frontier Street including retail,
commercial, and restaurant uses in the area. The design calls for
using minimal setbacks to conform to the current design patterns
in the downtown area.
The continued use of the block structure will greatly improve the
connectivity of this portion of downtown Wickenburg and provide
numerous places for economic development.
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Please see next page.
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Site 6: Wickenburg Town Park
Approximate Area: 86,438 ft.2 (approx. 2 acres)
Zoning: C-2 (Central Business)
Existing Land Use: Public
Proposed Land Use: Commercial; Open Space
Location: Intersection of Tegner St. & Yavapai St.
This site is located along Tegner Street in the geographic center
of the downtown area and includes the Wickenburg Town Hall, the
Old Town Hall building, a Town library and park. Town staff and
residents have mentioned a desire to relocate Town Hall to better
utilize the area for tourism-based services. The existing park
includes grass-covered open space, mature shade trees, and
picnic tables. Two small parking lots are accessible from Yavapai
Street while on-street parking completely encompasses the site.

facility. The portion of the site east of the Old Town Hall building
will be redeveloped into a public amphitheater, splash pad for
children, public restroom, and picnic areas. The amphitheater will
be available for food vendors, public events, and artistic
performances.
This site will expand business development opportunities on prime
retail space while improving pedestrian connectivity along Tegner
Street by strengthening the continuity of development. The park
and its amenities can become a notable downtown destination for
visitors and residents. Utilizing the amphitheater and park as
event space will help solidify this area as the heart of downtown.
Increasing public amenities can increase economic activity in
addition to improving the comfort level of visitors and visual
aesthetics of the downtown.

The proposed development of the Civic Center and new Town
Hall on Site 1 and Site 2 opens this site for redevelopment
opportunities. The proposal includes dividing the site into two
separate developments. The segment fronting Tegner Street
would be used for potential commercial development including
storefronts similar to shops located directly across Tegner Street
from the site.
The eastern area of the lot would be redeveloped to expand the
park and provide other public uses, including preserving the
historic Old Town Hall structure; supporting a more accessible
urban garden; amphitheater; green space; sports facilities; and a
playground.
In order to not compete with facilities at the nearby Coffinger Park,
this space will include different amenities than its neighboring
5 – 16
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Figure 5 – 6 Wickenburg Town Park

SOURCE : ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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Site 7: Wickenburg Convention Center
Area: 131,000 ft.2 (approx. 3 acres)
Zoning: R1-12 (Single-Family Residential)
Existing Land Use: Public
Proposed Land Use: Public; Hospitality
Location: Along Garcia St. at the terminus of Yavapai
St. & Valentine St.
This site is currently occupied by the Wickenburg Community
Center. The Community Center can be rented out by individuals,
businesses, or other organizations for public or private uses. The
Town currently rents parking spaces for recreational vehicles and
provides electrical and water hook-ups, although Town staff has
identified this as a less-than-optimal use of the space. The
current facility has many outdated features and rental fees do not
support operational costs.

The convention center will provide a modern rental space for
conventions and meetings to provide the Town with increased
opportunities to draw in new events and programming. The
placement of another hotel downtown would provide additional
rooms to serve conventions, downtown events, and additional
visitors. The proximity to downtown makes the site an attractive
option for guests and provides a convenient, walkable alternative
to visiting downtown. A rodeo museum would complement the
existing museum and art presence downtown, and become a
distinctive destination by itself.

This large site in the downtown area would be made available for
redevelopment with the implementation of the Site 1 plan for a
new civic center. Public comments supported the development of
a convention center and hotel in the downtown area, which is
proposed on this site. This site would also provide space for a
unique attraction, such as a cowboy and rodeo museum to
showcase elements of Wickenburg’s unique history and culture.
The redevelopment of this site would be improved by the
downtown loop trail with access to the Sols Wash Restoration
Area. The construction of this site would include infill of the
natural depression on this site, bringing the area to grade with the
rest of the downtown area and US Highway 93. The plan calls for
the protection of mature trees where possible.
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Figure 5 – 7 Wickenburg Convention Center

SOURCE : ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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Site 8: Railroad Tracks
Area: 270,735 ft.2 (approx. 6 acres)
Zoning: C-2 (Central Business)
Existing Land Use: Transportation; Open Space
Proposed Land Use: Transportation; Open Space
Location: Adjacent to Frontier St.
This redevelopment opportunity seeks to improve the corridor
along the right-of-way of the north-south running railroad in the
western area of the downtown. The line currently provides freight
service for the ARZC and the BNSF railroads. The right-of-way
currently has very little vegetation and poor pedestrian walkways
and crossings, aside from the improvements near the old Santa
Fe Railroad Depot / Chamber of Commerce building. Part of the
right-of-way is also utilized for on-street parking.
As an active railway, there is very limited redevelopment
opportunity for the track itself. The right-of-way provides a unique
opportunity to improve pedestrian connectivity and increase onstreet parking. An ideal use of this land would be to incorporate a
significant portion of the rail’s right-of-way into the downtown loop
trail along the northeast side of the tracks, running from the Sols
Wash Restoration Area to Rosebank Way. The creation of this
trail will be augmented by an intense native tree and vegetation
planting along the entire pathway and railway to create an effect
similar to the large shade trees planted along the line at the Cool
Water Lane crossing to the south. On-street parking on Frontier
Street would be expanded on each side of the road to increase
parking downtown without large surface lots and using parked
cars to provide a barrier between pedestrians and vehicle traffic.
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The loop trail would increase connectivity throughout downtown
Wickenburg and increase recreational opportunities for visitors
and residents. Mature shade trees would provide cover for both
pedestrians and on-street parking. Increased parking generated
here offset the need for dedicated surface parking lots in the
downtown, allowing more space for redevelopment and improving
pedestrian safety and comfort downtown.
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Figure 5 – 8 Railroad Tracks

SOURCE : ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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Site 9: South Tegner Districts Arts &
Cultural Facilities
Area: 73,640 ft.2 (approx. 2 acres)
Zoning: I-2 (Light Industrial); C-2 (Central
Commercial)
Existing Land Use: Commercial; Vacant
Proposed Land Use: Public
Location: Intersection of Tegner Street &
Wickenburg Way
This site, at the intersection of Tegner Street and Wickenburg
Way, is the historic center of downtown Wickenburg and where
the two US Highways intersect. The site is currently occupied by
an auto mechanics shop and a neighboring Town-owned parking
lot. The Desert Caballeros Western Museum is located on the
north side of Wickenburg Way. Town staff and community
members have noted that the auto body shop is an incompatible
use with the pedestrian-oriented downtown and that the adjacent
vacant areas are prime developable land.

future arts and cultural facilities with the remainder of the
downtown area. Potential steps towards further integration would
include improving pedestrian crossings on Wickenburg Way, from
the site to the downtown loop trail, and other pedestrian walkways.
This type of development will be highly successful in downtown
Wickenburg. There is robust public support and private funding
for expanded arts and cultural facilities downtown. This center will
help create regular events that will draw people downtown and
support local businesses. Arts and culture also improve the
quality of life of residents and improve the Town’s aesthetic
qualities. The center will also replace an incompatible use
downtown and help redevelop an underused parking lot and
vacant land.

The Town of Wickenburg is currently reviewing the feasibility of an
arts and cultural center on this property. The proposed center
would have space for stage performances, studios, art display
areas, and supporting office space. The Town has partnered with
the Desert Caballeros Western Museum and the Del Webb Center
for Performing Arts to fund the initial feasibility study and
conceptual plans.
This project represents a significant financial investment from the
Town and this site redevelopment plan seeks to incorporate the
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Figure 5 – 9 Roundabout Area

Area: 29,330 ft.2 (under 1 acre)
Zoning: C-2 (Central Commercial)
Existing Land Use: Vacant
Proposed Land Use: Commercial
Location: Yavapai St. adjacent to the US Highway 93
roundabout
This small, vacant parcel of land is located adjacent to the US
Highway 60 and US Highway 93 roundabout. This area is one of
the first sites seen when entering downtown from the east. The
parcel is also uniquely shaped, as its northern border is curved
and slopes downward from Wickenburg Way towards Apache
Street. These factors make it an important and somewhat difficult
site to redevelop.
This area presents significant opportunity for the Town of
Wickenburg to develop a visitor’s center to serve as an entrance
into the Wickenburg Heritage District. The site would greatly
benefit from the extension of Apache Street to the highway
roundabout interchange. The limited street frontage and proximity
to the intersection may make obtaining additional access on
Wickenburg Way difficult. It is proposed to utilize this area for
landscaping to serve as a gateway into the downtown and
pathway for pedestrians. The area may utilize desert landscaping,
historic monuments and other gateway signage, or a water feature
to attract attention to the area.

SOURCE: ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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Site 11: Downtown Coffee Shop & Corner
Market
Area: 19,615 ft.2 (under 1 acre)
Zoning: C-2 (Central Commercial)
Existing Land Use: Commercial
Proposed Land Use: Commercial
Location: Intersection of Tegner St. & Wickenburg
Way
Site 11 is a small, yet geographically significant site in downtown
Wickenburg. It occupies the northeast corner of Wickenburg Way
and Tegner Street, which serves as the center of pedestrian and
vehicular activity downtown. The site currently has a small Circle
K convenience store and gas station with accompanying parking
lot, as well as the historic Jail Tree. The gas station is
incompatible with a pedestrian-oriented downtown and provides a
poor use of the limited land located downtown. Another Circle K is
located under a half-mile down Wickenburg Way, just outside of
the downtown area.

a coffee shop with an outdoor seating area. This seating area and
the surrounding landscaping will seamlessly transition to the Jail
Tree public space, providing an integration of public and private
spaces.
The replacement of an auto-oriented land use with a mixed
pedestrian/automotive use will create a more successful corner lot
and serve both the heavy pedestrian traffic in downtown and the
busy vehicular traffic down Wickenburg Way. Developing the new
corner market as a curved, zero-setback building with a shaded
façade will help create a stronger pedestrian connection between
Wickenburg Way and Tegner Street, while also improving the
aesthetics of one of the most notable intersections in Wickenburg.
This site will also provide a place for pedestrians visiting the Jail
Tree to grab a cup of coffee or pick up a snack. It will also be a
great site for passersby, and with the development of Site 9, will
help complete the development of an important intersection in
downtown Wickenburg.

Due to its location on the corner of a major intersection, it is
important to design structures that promote connectivity. For this
reason, we propose removing the current gas station and utilizing
the parking lot to add a new building that will house a corner
market. The development of a corner market will replace the
convenience store aspect of the Circle K and will offer healthy and
local food options. There will be a small parking area between the
back of the corner market and the old Circle K building with the
only entrance coming from Wickenburg and exiting only on Tegner
Street. The existing Circle K building will be adaptively reused as
5 – 24
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Figure 5 – 10 Downtown Coffee Shop & Corner Market

SOURCE : ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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Site 12: Infill Development
Area: N/A
Zoning: C-2 (Central Business)
Existing Land Use: Vacant
Proposed Land Use: N/A
Location: Various vacant properties downtown

decrease overall connectivity and aesthetic qualities of the
downtown.

This redevelopment strategy encompasses multiple sites
throughout the downtown area. These sites have been grouped
together based on similar size and general characteristics. The
recommendations focus on broad land uses and design
recommendations to improve the use of these areas to make them
more compatible with the activities downtown.
These sites feature similar neighboring design characteristics:
one-story, western-themed commercial and office buildings. New
developments on these sites should seek to maintain this urban
form and complement existing structures and features. Potential
land uses should include other commercial or retail businesses,
such as restaurants, boutiques, or shops.
These sites are prime areas for temporary site improvements to
increase property values and the use of the sites. Examples of
potential temporary uses include food trucks, a farmer’s market,
pocket parks, outdoor restaurant seating, and additional parking.
Infill development contributes to a compact form of development
which fosters a more complete urban design, enjoyable pedestrian
experience, and additional business opportunities. Empty lots
between buildings create a patchwork of businesses and
5 – 26

Site 12: Infill Development | Wickenburg Downtown Heritage Plan

Site Redevelopment

Site 13: Frontier Village Condominiums

5

proximity to downtown and access to the Sols Wash Restoration
Area will make this an attractive place to live in Wickenburg.

Area: 61,929 ft.2 (about 2 acres)
Zoning: RM-2 (Multi-Family Residential)
Existing Land Use: Residential
Proposed Land Use: Residential
Location: Tegner St. adjacent to the Bashas’
Frontier Center & Sols Wash
The site currently occupied by the Frontier Village Condominiums
was considered for redevelopment after specific comments from
Town staff and local residents. The current condominiums include
nine separate buildings that surround a central shared pool. The
site is adjacent to the Bashas’ Frontier Center parking lots and
borders the southern edge of the Sols Wash.
In order to improve the existing housing stock in the downtown
area, it is recommended that eight new housing structures be
constructed. These buildings will be added in the current parking
lot and open space surrounding the development. Additional onstreet parking will be provided alongside the access road through
the development to accommodate the loss of surface parking from
these developments. These condominiums will overlap with Site 4
and share a common access point on Tegner and Garcia Streets.
Maintaining owner-occupied housing downtown will provide
diverse options to Wickenburg residents. Renovation may be a
more affordable means of supporting this diversification over new
construction. Additional residents can increase the amount of
people who are present downtown, specifically during the evening,
a key cliental business owners are seeking to improve. The
Wickenburg Downtown Heritage Plan | Site 13: Frontier Village Condominiums
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Site 14: Transportation & Streetscape
Enhancements
Approximate Area: Downtown Area
Zoning: N/A
Existing Land Use: N/A
Proposed Land Use: N/A
Location: All Downtown Streets
The recommendations in this section incorporate a combination of
improvements to existing streets and the addition of some new
streets to improve accessibility for vehicles, pedestrians, bikes,
and other modes of transportation in the downtown. These
additions seek to improve the overall “streetscape” which can
include landscaping, sidewalks, crosswalks, façades, public art,
lighting, bike lanes, medians, signage, and other design aspects
of the street.
Specific street additions have been identified in previous site
proposals, which include:
 Straightening Frontier Street to Site 1 along the BNSF
railroad tracks;
 Extending Mohave Street across the railroad tracks to the
new Frontier Street extension;
 Extending Santa Cruz Street across the railroad tracks to
Tegner Street; and
 Connecting Apache Street to the US Highway 93 and US
Highway 60 roundabout at the eastern entrance of
downtown Wickenburg.

5 – 28

A downtown loop trail, which has been mentioned in previous site
proposals, will be developed as shown in Figure 5 – 10. This trail
will be for pedestrians and bicyclists, beginning and ending at the
new civic center outlined in the Site 1 and Site 2 proposals. The
trail will head south from the civic center along the railroad tracks;
turn east on Coconino Street; head north on Kerkes Street and
join up with the new Hassayampa River access point; it will follow
Kerkes Street and cross Wickenburg Way, Site 10 and then Site 7
and join up with Sols Wash; the trail will then follow the south side
of Sols Wash until the new civic center is reached.
The proposed connection of Apache Street to the roundabout will
provide greater connectivity and access to downtown Wickenburg.
This additional access point will expose the properties south of the
interchange to vehicle traffic, providing opportunities for greater
economic development and a decrease of congestion on
Wickenburg Way.
The streetscape recommendations are broad and apply to all of
the streets in downtown Wickenburg. These include tree-lines
streets, public art and street pavers. Specific design guidelines for
the Downtown can be found in Chapter 3.
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Figure 5 – 11 Downtown Wickenburg Trail

SOURCE : ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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Figure 5 – 12 Full Downtown Redevelopment Map

SOURCE : ARIZONA STATE UNIVERSITY MUEP STUDENTS, 2014
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Please see next page.
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Downtown Business Inventory, 2014
Name
American Family Insurance
American Legion
Anita's Cocina family Restaurant
Arizona Legends Real Estate
Arizona Legends Realty LLC-Cindy Logan
Bashas
BC Jeep Tours
Bedoian's Baker and Bistro
Bedoian's Oriental Rugs
Ben's Saddlery and Shoe repair
Best Western Rancho Grande Motel
Candy Wagon Treats and Antiques
Carriage House Jewelry
Casa Bella Reality
Casa Ranchera
Chaparral Homemade Ice Cream
Children Cultural Organization
Circle K
Copper State Cowboy
Cowgirl Bling Bling
Craig Motorcraft/CMC Trucking
Crissman's Flower Barn
Danny's Jewelry
Desert Caballeros Western Museum
Devries Custom Coachworks
Dragon Legacy Kung Fu

Address
261 N Frontier Street
176 N. Frontier St.
57 N. Valentine
139 N. Frontier St.
139 N Frontier St
275 N Tegner St
295 E. Wickenburg Way
233 E. Wickenburg Way
233 E. Wickenburg Way
174 N. Tegner
293 E. Wickenburg Way
250 E. Wickenburg Way
164 N Tegner St.
20 E. Yavapia St.
134 N. Tegner
45 N. Tegner Street
245 N. Tegner Street
104 E. Wickenburg Way
240 E. Wickenburg Way
124 N. Tegner St.
12 S. Tegner
272 E. Wickenburg Way
164 N. Tegner
21 N. Frontier St.
176 N. Washington St.
24 E Yavapai St

Name
Edward Jones
Edward Jones Investments
Elks Lodge #2160
Farm Bureau Financial
Farm Bureau Financial Services
Farmers Insurance Group
Frontier Accounting
Frontier Street Dojo
Gold Nugget Restaurant
Hacienda Hair Salon
Hassayampa Elementary School
Hog Trough Smokehouse
John Schrolucke, O.D.
Johnson Lumber
Johnson's Dry Goods
Just for Kicks
Keen Independent Research LLC
Kokopelli Village Apartments
L&S Safety Solutions
La Cabana Saloon
Lanna Mesenbrink & Associates
Lazy D Rockin P Ranch Custom Carriage
and Wagon Rental
Lewis and Clark Tobacco
Linda's Collectibles
Long Horn Complex

Address
10 S. Kerkes Street Suite 1
10 S Kerkes St #1
123 N. Frontier Street
82 N Valentine St.
82 N. Valentine Street
167 N. Frontier Street
125 E Apache Street
222 E. Center
211 N Frontier Street
251 S. Tegner St.
169 E. Wickenburg Way
25 W. Yavapai St.
188 E. Yavapai Street
72 N. Tegner
58 S. Tegner St.
172 N. Washington
278 S. Tegner St.
132 E. Wickenburg Way
2 E. Apache St
275 N Tegner St. #4
260 E. Wickenburg Way
Frontier & Yavapai Streets
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Name
Massage by Hannah
McKeever's Ace Hardware
Mecca Restaurant
Miner's Creek
Museum Store
My Designing Daughters
Nana's Sandwich Saloon
Old Livery Mercantile
Peterson Agency
Pioneer Title Agency, Inc.
Pollay Electric
Pottery B
R & R Respite Care Center
Ranch Dressing Museum Store
Rancho Bar 7
Remuda Ranch Center
Reset Design
Riata Custom Saddlery
Rustic Barn
Saddle Up Realty
Saguaro Theatre
Salon 221
Serendipity Salon and Spa
Snyder Mini Storage
Soroptimist Thrift shop
Southwest Gas Corp
St. Anthony's Catholic Church
State Farm Insurance
Sweet Something n What Knots
Tapin2Freedom
Telescope Ranch
The Candy Wagon - Treats and Antiques
A-2

Address
108 N. Frontier St.
275 N Tegner Suite 2
162 E. Wickenburg Way
10 Kerkes St. #4
21 N Frontier St
162 E. Wickenburg Way, #4
48 N. Tegner
104 N. Tegner
178 E Wickenburg Way
510 N Tegner Suite B
520 N. Frontier St.
162 E. Wickenburg Way
246 N. Washington Street
18 N. Tegner
111 E. Wickenburg Way
1 East Apache Street
221 E. Wickenburg Way
70 E. Apache
28 N. Tegner Street
36 S. Washington St. Ste. B
176 E. Wickenburg Way
221 E. Apache St.
162 E Wickenburg Way
261 N. Frontier St.
74 W. Wickenburg Way
500 N. Tegner St.
232 N. Tegner
37 N. Jefferson Street
80 E. Apache St.
59 N. Jefferson
162 E. Wickenburg Way, #5
250 E. Wickenburg Way

Name
The Eclectic Elephant
The Gun Trader
The Horseshoe Café
The Refried Bean
The Wickenburg Sun
The Winter Range Gallery
Trails West Merchants
Twin Wheel Café and Old Time Photos
United Country Double Star Realty
Wells Fargo Bank-Bashas' Center
Western Gardens Apartments
Western Laundry
Wickenburg Antiques and Artisans
Wickenburg Dialysis
Wickenburg Family Dentistry
Wickenburg Feed Co. Bar and Grill
Wickenburg Home Interiors
Wickenburg Kwikprint
Wickenburg Legal Document Prep
Service
Wickenburg Legend and Ghost Stories
Tours
Wickenburg Motors
Winter Range Gallery
Wise Owl Senior Center
Yvonnes Hair Design
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Address
91 S. Valentine
36 E. Yavapai
207 E. Center
144 N. Tegner
180 N. Washington
260 E. Wickenburg Way
162 E. Wickenburg Way
172 E. Wickenburg Way
90 E. Apache St.
275 N. Tegner, Suite 3
90 W. Yavapai St.
211 N Frontier Street
278 E. Wickenburg Way
130 E. Yavapai Street, #3
107 E. Wickenburg Way
274 Wickenburg Way
10 S. Kerkes St. #3
23 S Tegner
416 Frontier St.
10 S. Jefferson
240 E. Wickenburg Way
255 N. Washington
275 N Tegner St

A

Appendices

Please see next page
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Public Participation
Introduction
Public participation is a cornerstone of the modern local
governance. It provides citizens the opportunity to be active
members in determining their own future by providing input,
comments, ideas and ultimately approval to a specific plan, action
or proposal. Since the Downtown Heritage Plan will guide future
economic development, design guidelines and site specific
development for downtown Wickenburg, public participation was
going to be an important aspect of the Plan. The following
Appendix outlines the initial public participation plan developed at
the beginning of the project, the results from the public
participation activities, the overall conclusions and how these
conclusions influenced the plan.

Methods
In order to achieve the inclusiveness and broad participation
called for in our goals, the following methods will be utilized to
garner input and comments throughout the planning process:




Public Participation Plan
Goals
The following goals will help guide the public participation process:
1) Inclusive: public participation should include all concerned
members of the public.
2) Broad: the more people who participate in the process, the
more likely it is to succeed.
3) Continuous: public participation does not stop during the
planning process.



Notifications: The notification of all public meetings will
follow the Town’s standard procedures. Social media,
where appropriate, will be utilized to notify the general
public of any related activities. Town staff all identified the
Town’s mailing list as a possible venue for reaching the
community, which could be useful for identifying and
contacting stakeholders. Other means of notification will
be utilized when necessary.
Community Workshop: A community workshop is a less
formal public meeting that differs from the traditional format
of ‘review and comment’. It focuses on getting the public
to interact with the plan and encourages the brainstorming
of new ideas.
This workshop will include a brief
introduction to the Downtown Heritage Plan, brainstorming
and group activities with the goal of defining the major
economic develop and design goals for downtown
Wickenburg.
Town Staff: Throughout the entire planning process we
will continually consult Town staff for their opinions and
expertise. They will be essential to ensuring a successful
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Plan because they are both residents of Wickenburg and
professionals with unique knowledge and skill set. These
discussions will include less formal interaction, such as
phone calls and emails, as well as formal meetings with
specific agendas and issues.
Town Council: As the governing body for the Town,
Council participation is essential to the development of a
successful plan. A total of two Council presentations are
planned; each one will provide Councilmembers an
opportunity to review the plan and provide comments,
suggestions and recommendations. It is the goal of our
team to provide a final draft for the Town Council’s
consideration at the last Council meeting.

Review
As part of the final Plan, a section will be devoted to the public
participation process. This section will outline all of the different
methods of public participation, the issues that were raised during
the process and a review of how successful the process was. It is
the hope of this team that all of the issues brought up during the
process will be addressed in the final Plan.

Staff Comments
Town staff was interviewed on two occasions to discuss the main
issues that the Town was facing. The first questions that were
asked were about what properties downtown they would like to
see maintained and which properties they would like
removed. Staff mentioned that most of the small commercial
buildings were solidified in the Town and recommended that they
be maintained. They also mentioned the old US 60 highway
bridge as a property that they were currently working on to
develop as a pedestrian crossing and gathering place. Staff did
B-2
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say that there were a few properties downtown that did not work
and should be removed at some point in the future. This included
the auto body shop on the corner of Wickenburg Way and Tegner
Street; the industrial uses on Frontier Street; Town Hall; the
condominiums on Tegner Street and the Bashas' Frontier
Center. The reasons cited for removing these properties were:
incompatible uses, age of the structures and the ability to develop
a better use on the land.
Further discussion led to some specific recommendations:
 Increase downtown connectivity
 Improve signage downtown
 Maintain arts and culture, as they are important to
Wickenburg residents
 Review the 2005 downtown Plan, MAG Framework Study
and the ASU Tourism Study
 Do not propose buildings taller than two stories
 Look to current commercial and retail buildings as a basis
for downtown design guidelines
 The Wickenburg Ranch development has the potential to
double the Town’s population and create a new residential
and commercial “downtown”
Town staff continued to be part of
entire development of the Plan.
provided technical feedback, as well
on draft presentations to the Town
project, they also reviewed the
suggestions and comments.

the process throughout the
They reviewed drafts and
as provided initial comments
Council. At the end of the
final draft and provided
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Town Council Meeting
A presentation was given at a Town Council meeting to help keep
the elected leaders of Wickenburg informed of the progress of the
Plan. This also provided the Town Council with the opportunity to
review and comment on the specific proposals. The meeting
provided the Town Council with an overview of the project, its
scope and the proposed schedule. At the final meeting, the Town
Council was provided with a final copy of the Plan for review and
comment and a presentation was given outlining the basic
proposals and recommendations.

The agenda of each meeting, as well as a short summary of the
comments received from the Town Council is provided below.
Council Meeting (February 18, 2014)
The Town Council only had a few comments after the
presentation. They wanted clarification of when and where the
public workshop was going to take place. They also thanked the
Team for coming up to Wickenburg, showing interest in their Town
and stated they looked forward to seeing the final plan.
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Public Workshop Results
An important part of public participation is meeting with residents
to discuss the issues. It was decided that due to the short time
frame of the project, a single public workshop would be held in the
Town. This workshop has held at the Wickenburg Community
Center on March 19, 2014. Fourteen Wickenburg residents and
one Town Councilmember participated in the workshop, which
consisted of four separate activities. Included below is the
workshop agenda, the presentation shown at the workshop and
the results of each activity.

B-4
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Workshop Agenda and Presentation Materials
Agenda
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Presentation
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Visual Preference Survey Results
The first activity of the public workshop was a Visual Preference
Survey. A Visual Preference Survey is a tool that is used in order
to determine public preference for certain elements of urban
design. The Visual Preference Survey given at the public
workshop consisted of 20 sets of two photographs for a total of 40
photographs. Residents were encouraged to make comments on
each picture and choose the picture that they preferred of the two.
A matrix of the exact responses received during the survey is
provided in the matrix below.
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Crosswalks 1
Left

Right

no preference

no preference

too "big city"

Safety aspects
Friendlier
pedestrian. Friendly

x

Traditional style seems more
appropriate - Wickenburg Way is
a state highway and won't
consider crosswalks
Prefer at intersection

Too urban

more of western feel
Like cobblestone
Cobblestone would match
existing streetscape

Prefer this - but at what cost?
Permanent look
Brick insert
Cobblestone enhances
atmosphere
Looks more friendly

Crosswalks 2
Left
no preference

B-8

Right
no preference

Off-Street Parking
Left
Right
Obvious use of green shade/less
Parking space is limited.
heat island
Greening is nice but, the trade off
is space
Like trees
Warmer
Like the planters (definitely need too “big city”
native vegetation or similar)
x
No trees, need room for big
delivery trucks

Maybe 4-6 cars between trees
instead of 2
Shaded parking is good for
Wickenburg
Screening walls and landscaping
Better visual but more
maintenance for town budget.
Tree growth damaged curbs
during growth
x
Green space at end vs. every 2
spaces

x
costs less to maintain?

All parking needs trees

On-street Parking 1
Left
Right
Slanted parking preferred, except Why not angle?
remember we are a retirement
community older residents have

Public Participation | Wickenburg Downtown Heritage Plan
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x

x (left is very ugly)
No name on crosswalk

challenges backing in
Prefer relationship to buildings
but perpendicular may be
preferred. Back-in angled may be
easier for one-way streets
x
No to back-in angled parking

Lettering too large for community
Neither
Less confusing
x
x (hate names on crosswalk)
x (left doesn't fit in small town,
strong negative)
Prefer plain

Angled but not back-in

Not good on both
Don't like either (too busy)

Not good on both
Don't like either (junky)

I like the street name in the cross
walk. But probably would not
work in a small town

x

Both
Like the angle - backing in would
eliminate backing out onto a busy
street
no preference

Neither
Too confusing

x
Casual style more suitable
Smaller is better
Enjoy structured area
x
Would be better for space
Dirt trails more western
x

No back-in whichever gives best
and highest count of spaces

x
Don't have any perp. On-street
parking, don't want it
Market here is too old for back-in
X easier to park

What we have now
x

Open Space 1
Left

B

Backing in on a busy street would
seem difficult
Both

no preference

On-street Parking 2

Right
More natural, friendly useable

Left
no preference

unrealistic

Both have a place

Right
x
no preference
Angled preferred
but we don’t have the room
x
x
More visible to street traffic
Both have a place
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x
Like small open space
Like large gravel walks
Small pocket parks adding
amphitheatre
Prefer plaza space if it ties spaces
- acts as a connector

too open

Combination of both
Like more pathways, more
skating opportunities

Open Space 2
Left
Right
Grass is soothing in the desert
x
Prefer, add seating
x
Grass is great but increased
Less water use is good but need
maintenance for Town
more plantings
Like hardscape with shade
Spaces have different feeling Landscaped plazas are also
grassy areas like the library are
needed
good
no preference
no preference
More of a community feel
x
actually, if this would have had
desert plants
desert vegetation rather than
grass, I would prefer
x
Needs more green (but preferred)

x

Setbacks
Left

Right
x (not even comparable)
Leave as is - don't waste space
Small setbacks
x
x

x
Downtown application
x
Need too much land for big
setbacks

This wouldn't work downtown

Give me grass! Tired of seeing
brown

B - 10

x
Not as difficult to park
x
Combination of both
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For downtown this is better
x
Unrealistic to go more than 2-3'
Bring building close to road for
the historic character of
Wickenburg. Left is more
suburban feeling
x
x

Appendix B Public Participation
Facades 1
Left
Downtown needs color
x (right is Too commercial)
More like Wickenburg or
historical or like Wickenburg Feel
x
Continue heritage design

Right

x

too modern
NO

Like different style roof lines
Appropriate for Wickenburg

Signs 1
Left
Right
Un-obstructive neon okay, right is x
"too cutesy"
Combo of both or either
good placement
Neon is great
wood is also fine

Don't like neon design, might
look better with better design
X
Business specific

Combo of wood and metal
X

x
Easily visible/more western
Historic look important

No way!

Color is in!
Like "period" façade
Ugly!

Both work in Wickenburg

Poor sign but applies to
Wickenburg's Style
so-so
For Wickenburg, this is best
Lighted but without neon is
preferred
Both work in Wickenburg

Like them both

Better for Wickenburg, but some
neon could be okay
x

Ugly!

Prefer animation of this façade

Facades 2
Left
Right
Like the building - more character Prefer open to street - animated
space
Historic preferred, like outdoor
x
dining
x
x
x
Buildings not comparable, place
for both in Wickenburg

x

B

Signs 2
Left
Like them both (neon is nice at
night)
x
x (right is ugly, cluttered)
Signs attached to building - no
more sidewalk signs
x
x (A-frames are ugly and too
cluttery)

Right
wood is nice also
Combo of both or either

too big city
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A bit of both
Prefer this, but with outdoor
dining
outside dining would be better
x
No either

A bit of both

X
x

nice outside eating area

Love the feel of this
Frees up sidewalk traffic
x
x
x

No either

SW type structure lends itself to
Wickenburg
Traditional is much better - I do
like the outdoor dining

Like the shingle feel (more
visible. (right gets in the way)

Building Heights 1
Left

Right
x
Both (like contemporary and
"aged"
Like apartments over stores
Like a combination of different
Like a combination of different
heights
heights
We have 2 story now, provides
extra space, lofts, apartments,
storage, etc.
x (Building design is more town)
Prefer lower scale with street used Materials, brick, height less than
for activity
30'
Higher height is fine for living
above
no preference
no preference
More adaptive to today's market.
Add patio
x
Both

Either building height would be
okay in Wickenburg
B - 12

HATE

Either building height would be
okay in Wickenburg

Signs 3
Left
Hate both, but shorter is preferred
Both poor for Wickenburg

Right
Both poor for Wickenburg

x
Better

too big for town

Shorter is better

x
x
x - too cluttered otherwise
No way! Not downtown
More suitable to walking
downtown
x
x

No way! Not downtown

NO

NO
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Like the façade and the height
Like higher buildings

x
Depends on where they are
located monument signs are nice
but hard to reading while driving

Building Heights 2
Left
x

x
Prefer Santa Fe style

Either is okay for various uses
New buildings should combine
new/old details
Both are good

Like 'em both

Left
More in character with
Wickenburg
Offers more information

Either is okay for various uses
x (left is too high)

both
x

Site Specific Activity Results
The second activity of the public workshop was an activity that
focused on specific sites in downtown Wickenburg.
The
participants were provided a handout that was a map with different
colors of transparent shading on specific sites that were identified
by Town staff or the Team as having the possibly of being

Depends on where they are
located monument signs are nice
but hard to reading while driving

Signs 4

Right
Scale is preferred has human
scale, left one is too grandiose
Grass = cooler temps (more
maintenance)
Structure historical
x

Both are good
x
like the façade
x
Like 'em both

B

x

Right
x
Few awnings in town
x
Prefer consistent signage size and
placement on building, awning
signage nice
both
Like awnings

x
Possibly both
x

Prefer awning signage
More of a western feel
Not enough exposure
x
Possibly both

redeveloped in the near future. The participants were told that if
they could do anything to these sites (e.g. redevelop, maintain
status quo, renovate, etc.), what would they do? The participants
were given 15 minutes to write down their ideas on the handout,
which were then collected. The results of this activity are provided
below.
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1. Rodeo Grounds (team roping area) (Downtown Arena)
• Downtown parking/rodeo grounds
• Keep as arena, add stables, keep as horse area
• Develop area for equestrian center/stables
• Strip center with popular stores, restaurants. 2 story with
loft, apartment suites housing upstairs
• New facility needed retail
• Like! Leave as is
• Update entrance
• Need downtown hotels
• Improve circulation
• Neighborhood center or downtown housing
• Expand Coffinger Park
• Aquatic center
• Community center
• Combine with industrial area (#2)
• Civic center-town hall
• Great spot for commercial development
3. Wash
• Needs to stay as wash, could add trails, bike paths
• Waterpark, specifically for young people
• Add walkway along wash
• Add bridge to connect park to community center
• Bike path/horse trail into river
• Equestrian trails system
• Wash or Riverwalk
• Pedestrian bridge crossing
• Crosswalk over, access from downtown to park
B - 14

Public Participation | Wickenburg Downtown Heritage Plan

2. Industrial Area
• Needs redevelopment
• Keep as is
• Forgotten area, no idea
• Strip center with office space
• New facility needed retail
• Change from industrial zoning if it is in that zoning
• Bring in residential
• Combine with rodeo grounds (#1)
• Move to industrial park out on W Wickenburg
• Add to frontier area, change street
• Eyesore now

4. Bashas’
• Could be redeveloped as park and new community center
• Total remodel of Bashas or a company willing to spend the
money to modernize
• Needs restoration
• Needs updating
• Better parking, too small
• Remodel building façade
• Shopping center with new grocery, small café
• The shopping center needs to be refurbished

Appendix B Public Participation
• Recreation zone, road biking, make it a feature
• Leave it/open space
• Redevelopment area
• Boutique shops, eateries, civic, etc.
• Bridge across in heritage style
• Walking trails along wash
• Pedestrian access into wash for horseback riding,
pedestrian walkway
• Walkways? What about flooding
5. Frontier area
• Needs new development, small scale
• Make office space to utilize area
• Keep as is
• Move the Meadows Downtown building here
• Needs reason for folks to get to that area
• New repair center, cap office
• Redevelop, bad location for retail, perfect for bed &
breakfast
• Business, no residences
• Redevelopment area
• Retail
• Park area
• Daycare
• New Senior Center complex
• Clean up, eye sore

6. Town hall
• Move it out west
• Retain but could be persuaded by arguments as a new
center for downtown
• Seems fine
• Keep as is
• New building or leave as is
• Amphitheater
• Fill it with great staff
• Like! Leave as is except move town hall out of downtown
• Can this become more of a core open space?
• Incorporate into redevelopment area
• Need a town square with bandstand
• Maybe open park meeting area
• Amphitheater park
• Like grounds, green space

7. Community center
• Move it out west
• Need to keep community center somewhere downtown

8. Railroad tracks
• Probably needs to remain as railroad tracks
• Would be great trail if it could be reformulated

B

• Update-Western theme
• Redevelop with some frontage on enhanced wash area
• Retail/residential
• Redevelopment area
• Needs to be cleaned up, although I love Johnson’s lumber
• Redevelop, shopping, retail
• New AJ’s, Bashas, café, public services
• Needs new store- I like the downtown Ace Hardware store

Wickenburg Downtown Heritage Plan | Public Participation
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• Parking doubles as event space, includes Gold Rush days
location
• Conference center
• More park, no RV’s, signage
• Make it the heart of Wickenburg
• Better signage
• Add electronic billboard to back of building towards
roundabout to announce upcoming events
• Leave structure
• Save use. Does there need to be that much parking?
• Needs expansion
• Additional parking
• 2 story convention center
• Functions now as large event space, should connect to
bridge (#14 and #10)
• Redevelopment area
• Bridge to Coffinger Park
• Mural on back of building
• Possibly change façade, expand upward with 2nd floor with
rooms for classes
• If the camping stayed there, then a restroom/showers need
to be built
• Downtown housing
• Needs to be remodeled, provides a very useful venue space
for a wide variety of events
9. Arts center (Auto shop)
• Arts center with performing arts and new museum facility
with community space
B - 16
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• Look at possibility of upgraded signal so that it could have
‘silent no horn’ traits
• Keep as is
• Take hint from Durango, CO, run historical trips
• Add parking
• Just try to deal with the Railroad
• Get railroad to spruce up landscape
• Leave
• Greenbelt
• Some parking
• Walking paths
• Leave it
• I would send them West of town out to I-11
• Parking
• Minimize industrial aspect of railroad equipment. Move it
out of town. It’s noisy, smoky, etc.

10. Roundabout area
• Access from roundabout or Apache would be good
• This space should tie into pedestrian bridge

Appendix B Public Participation
• Forget another arts complex, Wickenburg needs
entertainment and a reason to come here. It’s boring here!
• Arts Center-love this idea
• Expand art center
• Add gallery space like ‘the mecca’ for artists to rent
• Area for park concept, development
• Arts Center- great idea, add specialty shopping & dining
• Development
• Museum expansion
• Blackbox (theatre)
• Outdoor space
• Cultural center, arts, museums
• Downtown housing
• Would be a great idea for Performing Arts Center, more
museum space
• This space is way underutilized. Would make a great spot
for patio homes

• A waterpark
• Restaurant/not accessible from roundabout
• Wickenburg Ranch and welcome center
• Starbucks
• Pedestrian access to pedestrian bridge
• Wickenburg Ranch welcome center
• Starbucks
• Add bridge for pedestrians to access old road
• Historical shopping or business structure
• Park, signage about historic downtown Wickenburg
• Parking with attractive landscapes on building in Western
style
• Parking garage
• Useful park space as gateway to town, draw in visitors
• Expand to include entire block (I own it)
• Redevelopment area
• Expand businesses building in style like Texas Hotel
• Restaurant/retail
• Landscaped needs to be more inviting

11. Circle K
• Get this dump to clean it up
• Tear down and replace by pocket park or flex community
space
• This building constrains pedestrian access to Tegner from E
Wickenburg Way
• Circle K is good here but it could use a facelift as well
• Eliminate and update
• More green, seating area picnic style

12. Infill development
• Need to retain parking
• Large parking lot across from library now serves as
community space (blocked off for events)
• Smaller apartments (affordable)
• Eliminate office space downtown and make it exclusively
retail
• More restaurants with outdoor seating
• Build or redevelop area business/shopping
Wickenburg Downtown Heritage Plan | Public Participation

B

B - 17

B

Appendix B Public Participation

• Eliminate and add more downtown park area next to jail
tree
• Add picnic bench
• Remodel building
• Circle K ok
• Upgrade building, Santa Fe style
• Open space
• Park that ties in with new arts center
• Relocate Circle K
• Starbucks
• Needs to change façade, actually needs to be replaced
• Pocket park
• Outdoor dining
• Probably do a western theme facelift. Good facility for
walkers to get refreshments
13. Condo Complex
• Keep
• Update or remove and expand Bashas’ shopping area
• Eliminate and expand Bashas’ or add new tenants to mall
like area
• Clean up development
• Clean up/landscape
• Add to (Site #4)
• Renovate, does not tie in with town
• Add residential and mixed use
• Leave it
• Downtown housing
B - 18

Public Participation | Wickenburg Downtown Heritage Plan

• Building in some areas
• Use some as park- infill, housing, condos, patio homes
• Parking
• Need parking
• Need something for even young people
• Destination restaurants, destination shopping
• Encourage retail development
• Expand business uses
• Artists in residence
• Retail
• Any new buildings need to fit the historic downtown, I like
quaint
• Downtown retail/2 story
• Patio housing
• Shops with living space above
14. Miscellaneous ideas
• Look at existing place for pedestrian bridge (do something
with party bridge)
• Wickenburg needs a full on walking/skating path around
downtown
• Wickenburg needs to get younger with some vibrant life!
• Pedestrian bridge activities and more plantings
• Event signage and pedestrian friendly
• 4+ major events a year
• Pedestrian bridge- food, vendor carts, art shows, kids
contests, pet parkade
• Downtown cleanliness
• Keep Downtown with a Western feel

Appendix B Public Participation
• Shuttle services (cable car style), especially on weekends
• More lodging downtown
• Job opportunities, employment services
• Senior services
• If wash was developed these paces would be more
desirable

Strategy Boards Results
The third activity of the public workshop gave the participants the
opportunity to get up and move around. Five boards were put up
around the room and each participant was given a stack of sticky
notes. On four of the boards was a specific business strategy and
two columns, one for showing support and one for showing
opposition. Each participant was asked to read the strategies and

B

• Bridge development for activities, events, festivals
• Signage on bridge for businesses
• Valentine South of Wickenburg Way parking
• Keep Wickenburg western, strengthen signage code
• Restore/preserve old buildings
• Bridge needs to connect in some way to (#10) and rest of
town. Space needs to be animated and filled with
programming
• All need to connect with retail space
• Bring a community college or private college
• Bring back the ‘cowboy hat’ building
• Remove the by-pass
• Street level buildings with office space upstairs
• Hotel back as B&B (bed and breakfast)
• Garbage cans that match lights
• Murals on buildings, several towns in B.C. & Washington
have these and people come far and wide to visit
• Incorporate historical heritage design
• Relocate town hall to #1 or #9.
• Devote #6 to library space
place a sticky note on each board showing their support or
opposition to the business strategy. They were also told that they
could write any comments regarding the strategy or their opinion
on the sticky note. Lastly, the fifth board was empty; the
participants were told that they could write down and post any of
their ideas for the future of downtown Wickenburg. The results of
this activity are provided below.
Wickenburg Downtown Heritage Plan | Public Participation
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Strategy #1- Promote outdoor recreation oriented businesses
Yes (9)

•
•
•
•
•
•
•
•
•

No (5)

•
•

Hot-air ballooning
Gliders airport
Place for horses
Hitching posts
Equestrian/ATV
Hiking trails
Water park
Depends on the size of the building proposed, None
over 30,000 sq ft
Enhance carriage tour business

Not downtown (more retail)
Not downtown

Strategy #2- Focus on the rodeo presence and improve on Wickenburg’s title as the roping capital of the West
Yes (11)

•
•
•
•
•

No (2)

•
•

Equestrian community
Rodeo presence is good but congestion from rigs is bad
Team roping but not rodeo
Chamber is doing great job getting word out
Use the rodeo/western handle for creating and
identifying for Wickenburg

Too small a market, won’t support Downtown
No, they need more space

Strategy #3- Improve the presence of arts and culture downtown
Yes (13)

•
•
•
•
•
•
B - 20

No (1)

Great museum
Expand art culture
Lots of artists in area
Yes, attracts tourism
Music in park
Encourage arts/culture downtown for economic
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development
More arts & culture will attract more tourism
Arts & culture helps bring shoppers, small shops,
galleries
Make Wickenburg friendly and inviting to arts/retail

Strategy #4- Expand and promote the presence of health related businesses downtown
Yes (1)

•

No (15)

Senior focused facilities would be good

•
•
•
•
•
•
•
•

Displaces retail, ups rental cost
No, retail only
Need shops, not health care offices
No commercial office space downtown
Prime downtown spots occupied by non-retail
healthcare facilities leads to a dead looking downtown
Not in downtown
It will exist outside downtown
Get rid of ‘The Meadows’ taking up downtown space

Ideas for future of Downtown Wickenburg
•
•
•
•
•
•
•
•
•
•
•
•

Keeping the Western feel
Cowboy hats on top of light poles
Trolley on railroad
Keep Wickenburg western
Entertainment/arts district
Friendly and walkable
Amphitheater
Horses have right of way
Cave Creek example
Look for ideas like Williams, AZ
Events for every weekend to bring tourists
Parking

•
•
•
•
•
•
•
•
•
•

Consolidate space
More pedestrian friendly
Town hall relocation
Thriving cultural and arts mecca
Lively retail
Outdoor activity
No vacant buildings
Promotion of historic western theme with facades
Promotion of downtown retail
Downtown Wickenburg is a brand that aids the entire
region. Brand small, authentic Western town with
tangible ways to experience it
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•

Pedestrian friendly
More events
More housing
Destination
Less off-street parking

Group Discussion Results

of the Town. Due to the personal nature of the information, instead of
a transcript of this discussion, a summary of each person’s views and
points are provided below.

The final group exercise of the public workshop was an open-ended
discussion about the participants themselves. They were asked to
provide their name, connection to Wickenburg and their overall views

1. “It’s hard to believe that almost nothing positive can be done
in Wickenburg, it’s very challenging, people don’t want to see
change.”
Site 6 - consider that as heart of the downtown- Amphitheater or
lawn for events, that will attract people.
3. Focus more on downtown residential development and
keeping those neighborhoods nice.
Interested in quality of downtown residential neighborhoods

5. Town needs more multiuse or mixed use, more residential in
downtown for nightlife.
buildings/facilities are underutilized
Increase pedestrian friendliness

7. We have a walkable downtown, but would love to see more
B - 22

Need to preserve character
Eliminate conflicting uses & promote a cultural
experience

2. Would like to see a larger Convention Center. There is some
space at the conference center of “Los Caballeros”, but not
enough.

4. Dog parks
Downtown made progress over time
Downtown is pleasant to walk but it’s absolutely dead at night
after 8 pm
Remodel community center and facilities, though they are used
all the time for good deal of money.
Wants a remodeled community center with heavy usage.
6. Would like to see more marketing and more events for people
to come to the town.
Reasons to come to Wickenburg
People should come to discover Wickenburg
Expansion of Wickenburg (roping, Western town)
Large market in Surprise
Boutiques and all can bring more money.
8. There are no places to stay.
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infill housing. Townhouses, or studios above retail. We need
additional money to market the town. Refresh area
Infill downtown, studios above retail
Single family and studio above retail
market Wickenburg downtown as destination
Want a wonderful restaurant as a destination downtown.
Need $$ to market Wickenburg
destination restaurant
9. The downtown is unique. Downtown is an asset. Town is in
transition
Downtown is in the heart to bring people
What we can put in downtown to give it synergy and become a
destination?
Some experience that people can have, need visitor experience
(museum, art center, ect.)
destination restaurant/shops
Overnight stay
Day visit - not stopping for dinner
performing arts, more restaurants and destination shops
11. Historical preservation
Restoration of old buildings
Downtown should remain western.
Wickenburg is one of few small towns that has actual
Downtown (according to source)

13. Arts and culture in downtown required in order to make it
destination
Museum expansion
Del Web people come for event but leave without dinner

B

Bed and breakfast more
Office up and retail down
Bring bike on weekends.
Everything closes at 9 pm
Something for visitors from other state.
More hotels and drinking places at walking distance and not
driving distance.
Multi-use
Need more downtown vibe
10. Town joy and civic space away from downtown not near
retail. Town hall should not be downtown.
Community center, library not in downtown
separation from locals and tourists

12. Walks a lot around downtown. People with retail business
are depressed, no sale all day long
Residents go to Surprise, Peoria, etc. No business here has wifi!
No cars on tegner in summer
Make destination
More lights that draws people
People don’t spend money in Wick, they spend on Surprise.
Need draw to make Wickenburg a destination
14. As landscape Architect point of view, connection in
downtown is important and works as catalyst to development.
Making walkable downtown.
House for Artists
Wickenburg Downtown Heritage Plan | Public Participation
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15. Needs event every weekend
Roundabout adding lane idea good for her
Social business in January
People Riding carriage - customers come from surprise,
Prescott, not taking downtown heritage tour
No signage or support for people so they leave.
Theaters and other activities like shot out required.

17. Town has tremendous opportunity to grow.
Inclusiveness required
Depressed retail
Add energy in old buildings/longtime business owners
Bring in new energy

No health businesses shop front in downtown. Health offices are
increasing rent and small business owners can’t afford it.
Connection between destination and with downtown retail
Do something in the bridge!
Blackbox theater downtown?
16. pedestrian traffic
Lots of people come from valley
Too many empty buildings downtown (owners are sitting on
empty buildings)
Town needs good Restaurants with outdoor seating that you can
take your pets to.
There are many dog lovers, dog parks good idea.
Electronic billboard at roundabout / back of community center
area to announce events/activities and attract people i.e. site 7
What can be done for Youth.
18. Bike rallies

Community Survey Results
In order to reach a broader audience, as well as be able to collect
data-driven answers, an online survey was created and distributed
between the days of March 19 and March 31. This surveyed
asked specific questions for each chapter of the report and
provided a place for a final comment. The survey received 29
responses. The report of the results is provided below.
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On average, how often do you visit downtown Wickenburg?
Answer Options

Response Percent

Response
Count

Daily
1 to 3 days a week
Once a week
Once a month
Once a year

27.6%
44.8%
10.3%
3.4%
6.9%

8
13
3
1
2

Daily
1 to 3 days a week
Once a week
Once a month
Once a year

Almost never

6.9%

2

What is the main reason you visit downtown Wickenburg?
Answer Options
I live downtown
I own a business downtown
Shopping
Dining
Entertainment
Civic Services (Library, Town Hall, Community
Center, public parks, etc.)

Almost never

I live downtown

Response
Percent

Response
Count

0.0%
6.9%
24.1%
24.1%
6.9%

0
2
7
7
2

20.7%

6

I own a business downtown
Shopping
Dining
Entertainment

Other please specify)

17.2%

5
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How would you rate your overall satisfaction with downtown Wickenburg?

Answer Options:

Very good

Above Average

Average

Below Average

Not very
good

Rating Average

Response Count

3

11

11

4

0

3.45

29

12
10
8
6
4
2
0
Very good

Above Average

Average

Below Average Not very good

Overall Satisfaction
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What are the best aspects of downtown Wickenburg (select all that apply)?
Answer Options
Shopping
Dining
Entertainment
Public Spaces
History & Culture
Other (please specify)

Response Percent

Response Count

17.2%
44.8%
6.9%
34.5%
48.3%
24.1%

5
13
2
10
14
7

60%
50%
40%
30%
20%
10%
0%
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What aspects of downtown Wickenburg could be improved (select all that apply)?
Answer Options
Accessibility
Art & Culture
Dining Options
Nothing
Parking
Pedestrian
Walkways
Public Spaces
Retail Options
Shade
Streets
Vacant
Land/Buildings
Other (please
specify)

Response
Percent

Response
Count

0.0%
24.1%
41.4%
0.0%
31.0%

0
7
12
0
9

24.1%

7

6.9%
51.7%
13.8%
6.9%

2
15
4
2

20.7%

6

24.1%

7

60%
50%
40%
30%
20%
10%
0%

Is there adequate parking to serve downtown businesses throughout the year?
Response
Percent

Response
Count

Yes

55.2%

16

No

44.8%

13

Answer Options

B - 28
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How often do you travel outside of Wickenburg to shop?
Response
Percent

Response
Count

Daily

6.9%

2

2-3 days a week

20.7%

6

4-6 days a week

3.4%

1

Answer Options

Daily
2-3 days a week
4-6 days a week

Weekly

17.2%

5

2-3 times a month

20.7%

6

Monthly

17.2%

5

Less often than monthly

13.8%

4

Weekly
2-3 times a month
Monthly
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What type of goods or services do you purchase outside of Wickenburg? (Select all that apply)
Response
Percent

Response
Count

Groceries

55.2%

16

Household goods

72.4%

21

Clothes

75.9%

22

Business supplies

34.5%

10

Pet supplies

27.6%

8

Outdoor goods

51.7%

15

40%

Health supplies

37.9%

11

30%

Health services

58.6%

17

Automobile repair

34.5%

10

Professional
services (lawyers,
architects, etc.)

24.1%

7

Education

20.7%

6

Other (please
specify)

24.1%

7
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Education

Automobile repair

Health supplies

Pet supplies

Clothes

0%
Groceries

Answer Options
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What goods and services would you like to see offered in downtown Wickenburg? (Select all that apply)
Response
Percent

Response
Count

Groceries

17.2%

5

Household goods

37.9%

11

Clothes

48.3%

14

Business supplies

10.3%

3

Pet supplies

17.2%

5

Outdoor goods

24.1%

7

30%

Health supplies

13.8%

4

20%

Health services

10.3%

3

10%

Automobile repair

3.4%

1

0%

Professional services
(lawyers, architects,
etc.)

24.1%

7

Education

24.1%

7

Other (please specify)

27.6%

8

60%
50%
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Automobile repair

Health supplies

Pet supplies

Clothes

40%

Groceries

Answer Options
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Conclusions
The public participation plan was designed in order to be inclusive,
broad, and continuous. Different methods were incorporated into
the public participation process to ensure the inclusion of a broad
audience throughout the length of the planning process.

redevelopment options, and was attended by 18 residents and
staff. Lastly, the stakeholder survey was presented in an online
format, and was taken by 29 people, and gave an opportunity to
ask more data-driven questions about the current conditions and
future desires for the Heritage District.

Constant communication with Town staff gave the consultant team
insight into the local process and politics, and staff expertise
guided decisions made by the team. The Town Council meetings
were an opportunity to communicate with the Council regarding
the intent for the project and its progress. The first of these
meetings was used to present progress made and the scope of
work for the project, and the final meeting was used to present a
final copy to the Council and receive comments regarding
specifics. The public workshop served as an opportunity to obtain
direct input regarding design guidelines and proposed

Overall, the public participation process was successful.
Considering the size of Wickenburg and the condensed time
frame of the project, participation was both broad and inclusive.
Elected officials, Town staff, business owners, community leaders
and residents were given the opportunity to guide the
development of the Plan.
Multiple ideas from the public
participation effort were utilized throughout the Plan and led to a
publically supported downtown Plan. Lastly, the Plan outlines a
yearly review and a 10 year renewal effort that will allow the public
to continually determine the future of their downtown.
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Glossary
Adaptive Reuse: The reuse of existing structures for new uses or
purposes.
Amenity: A desirable feature, facility, or service that adds value to
a place.
Annexation: The formal incorporation of territory into the
corporate boundaries of the Town.
Banding: A decoration consisting of a strip of contrasting color or
material.
Building Module: The section of a building that is clearly
distinguished by use of design features.
Bulb-out: The extension of the sidewalk at intersections to
decrease the distance needed to safety cross the street and to
slow vehicular traffic.
Commute-shed: The potential area from which people commute
between their home and workplace.
Corbelling: A structural piece of stone, wood, or metal jutting
from a wall to carry an overlying weight.
Double hung: A window that has two vertically sliding sashes that
allows two different halves of the window to be open; a single
hung window only has one bottom sash that opens.
Dwelling: A place of residence.
Earth tones: A color scheme which utilizes natural colors,
including browns, greys, and greens. Wickenburg’s Zoning
Ordinance recommends a desert palette.

First Friday: A monthly event where artists display their work held
on the first Friday of the month.
General Plan: A planning document that guides the development
and manages growth of a jurisdiction by providing policies,
objects, and goals.
Gross Floor Area: The total floor area inside the building
envelope, including external walls and excluding the roof.
High-intensity Activated crossWalK (HAWK) beacons: A
pedestrian-activated signal to stop traffic to ensure a safer
crossing environment. These signals occur midblock or in high
volume traffic areas.
Historical markers: A plaque that marks a structure or location of
historical significance as identified by the National Register of
Historic Places.
Infrastructure: The basic physical and organizational structures
necessary for economic activity and daily life. Examples include
hard infrastructure (e.g. transportation, waste removal, energy
development, and communications) or soft infrastructure (e.g.
governance, financial, and social).
Mixed-use: Any development that utilizes two or more land uses
on the same property.
Mortar-washed slump block: A design technique of softening
the look of block by sandblasting the surface to be used for
exterior walls.
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Mullions: A heavy vertical divider between windows or doors.
Multi-Family Residential: Two or more connected dwelling units.
Municipality: A district, town, or city that holds corporate status
and operates a government.
Muntins: A secondary framing member to divide and hold the
panes of glass in a window or glazed door.
Neighborhood Circulator: A transportation system that utilizes
minibuses that travels through neighborhoods to connect
residents with major destinations. These systems have flag stops,
and do not necessarily follow main roads.
Ogee: A design feature which uses a double curve resembling the
letter S.
Open Space: Land that is developed (e.g. parks, golf courses,
pathways) or undeveloped (e.g. washes, trails, greenways) and is
free of structures.
Overlay: A defined geographic area that establishes additional
guidelines or regulations specific to that area.
Parklet: A small space serving as an extension of the sidewalk to
provide amenities and green space for people using the street.
Planned Area Development (PAD): An overlay zoning district
that provides flexibility in the number of land uses and design
standards. Property owners applying for a PAD are allowed to mix
uses and specify their own design standards, so long as they
meet or exceed the underlying zoning district(s) requirements.
Pedestrian Scale: A design method that emphasizes walking and
street-level interactions.
Pier: A vertical structural element, square or rectangular in crosssection.
Public Space: An area that is open for public use and freely
accessible.
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Rehabilitation: The process of returning a building to a functional
state through repairs and alteration.
Restoration: The process of returning a building to its original
state.
Roundabout: A multi-lane circular intersection where traffic flows
in one direction used to increase efficiency by maintaining
constant traffic flow.
Single-Family Residential: A home or dwelling unit that exists as
a single, detached structure.
Small Wonders Map: A pocket guide to main attractions, events,
and dining in an area.
Stakeholder: An individual or group with a vested interest in a
particular process, project, or area.
Streetscape: The physical design of roadways that impact the
movement and interaction of pedestrians and other modes of
transportation.
Tilt-up Concrete: Type of construction technique that uses
concrete poured horizontally until it is ready to be erected to form
a building structure.
Transoms: A window placed over a door/building entrance.
Wayfinding signage: A concept of creating maps, signs, and
other attractive markers to assist pedestrians and motorists in
navigating a designated area.
Zoning District: A district designated by the Zoning Ordinance
that allows a defined set of uses.
Zoning Ordinance: A legal document containing land use
regulations delineating uses for certain plots of land.
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Town of Wickenburg

Strategic Plan 2020-2021

Town Council
Rui Pereira, Mayor
Royce Kardinal, Vice Mayor
Chris Band, Councilman
Kelly Blunt, Councilman
Sam Crissman, Councilman
Kristy Bedoian, Councilwoman
David Stander, Councilman

Management Team
Vince Lorefice, Town Manager
Sherri Rollison, Town Magistrate
Steve Boyle, Community Development & Neighborhood
Services Director
Amy Brown, Town Clerk
Les Brown, Police Chief
Rosa Garcia-Marquez, Court Administrator
Herschel Workman, Public Services Director
Ed Temerowski, Fire Chief
Stephanie Wojcik, Finance & Technology Director
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Pamela Green, Economic Development Director

The Wickenburg Way
The Western Greet
Provide excellent customer service to all with a warm welcome and fond farewell. We give a firm shake, open doors,
wave as we pass and tip our hats.

Courteous Communication
Answer phones, written communications and voice mail messages promptly and with a friendly tone.

Hometown Pride
We take personal pride in our community and a job well done.
Cleanliness is everyone’s responsibility.

Experience!
Anticipate our guests’ needs, acknowledge all, respond timely
and welcome feedback.

Team Member Appearance
Smile and take pride in our appearance.

Mission Statement
The mission of the Town of Wickenburg is to
provide excellent customer service and a clean,
safe and vibrant Western community for the
benefit of all residents, businesses and visitors.

Vision Statement
Wickenburg will be known as the best
Western town in Arizona and one of
Arizona’s best places to live, raise a family,
do business and enjoy an outdoor lifestyle.

Guiding Principles

Priority Areas

The Town of Wickenburg...

•

Economic Development

•

Welcomes new opportunities while respecting
history

•

Downtown

•

Public Safety

•

Seeks to engage and build trust with its citizens

•

Youth & Families

•

Plans and invests for the future

•

•

Is an organization that strives for excellence

Natural Resources
& Recreation

3

Economic Development:

Make Wickenburg a destination for business.

Objective #1: Make it easy for businesses to start, locate and thrive in Wickenburg
Initiatives:
• Support workforce development efforts that enable Wickenburg employers to attract and retain top talent,
especially in partnership with Arizona@Work: Maricopa County, West-MEC, and the Wickenburg Unified School District.
• Partner with financial institutions, non-profit entities, and other government agencies to create a menu of options for small
business planning and financing.
• Identify and pursue options for financing needed telecommunications improvements in partnership with private
providers.
• Partner with transportation providers to broaden options for commuters and visitors to get to Wickenburg, including
through public transit and aviation.
• Work to streamline processes for developers of workforce-level housing. Conduct assessments and market research as
appropriate to support collaboration efforts that identify and drive expansion of workforce-level housing developments.
• Work with local businesses to explore how the Town of Wickenburg can assist in recruitment and retention efforts.

Objective #2: Promote sustainable growth of the 		
		
community while maintaining its
			high aesthetic value.

Objective #3: Strengthen partnerships and
		
communication between the Town 		
		
and the local business community.

Initiatives:

Initiatives:

•

Ensure all entry points to Wickenburg are aesthetically pleasing and
include appropriate functional and directional signage.

•

•

Pursue annexations along major highway corridors and in areas that add value and

By all means available, promote Wickenburg as the “Team Roping
Capital of the World” and a destination for outstanding arts and cultural amenities, special events, equestrian activities, and healthcare
services and careers.

•

Increase the frequency of two-way communication among the Town, economic

future economic potential, keeping in mind future service costs and infrastructure
needs.
•

development organizations, and local businesses, including updates on new

Actively engage in Interstate 11 corridor visioning and ensure plans are in place to

policies and resources and surveys to determine business needs.

support necessary annexations and economic development.
•
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Continue developing opportunities to work with other agencies to provide a safer
and cleaner experience for our residents and guests.

•

Work with local businesses to review and propose sign code modifications that
promote a professional and vibrant community.

Downtown:
Create a unique sense of place, energy and excitement in
				downtown Wickenburg.
Objective #1: Create a constant stream of activity in the downtown area.
Initiatives:
• Support Wickenburg’s expanding reputation as a destination for arts and cultural activities by increasing their presence and the overall number of events downtown.
• Encourage arts, dining, and retail businesses from other areas of Arizona to consider downtown
Wickenburg for future expansion, including through flexible Town codes, where necessary.
• Building on existing studies and plans, create a new downtown strategic and/or redevelopment plan
with input from a wide variety of stakeholders.
• Expand on current efforts with the “First Friday Free Concert Series” and expand partnerships to make
this monthly event even more impactful.

Objective #2: Continue investment in infrastructure, planning and
			
aesthetic elements throughout the downtown area.
Initiatives:
•

Recognize the unique nature of downtown structures and encourage businesses to occupy them
while maintaining high aesthetic design standards that promote Western culture.

•

Research, plan and implement parking improvements that maximize the use of space and allow
visitors easy access to downtown points of interest.

•

Eliminate unused, underused, and blighted property in the downtown area through cooperation
with property owners and economic development organizations and by regulatory means, where
necessary.

•

Solicit creative proposals for downtown redevelopment opportunities, including more lodging
and event space options.
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Public Safety: Establish Wickenburg as a safe, family-friendly community
				
by consistently providing one of the best public safety
				systems in Arizona.
Objective #1: Enhance the visibility and accessibility of Wickenburg’s 		
			
public safety and criminal justice departments and services.
Initiatives:
•

Aggressively address narcotics and traffic enforcement through creative deployment of
personnel, resources, and technology.

•

Provide regular updates to the Town Council, civic organizations, neighborhood groups, and
businesses about department activities, accomplishments, and trends.

•

Expand the frequency and scope of interactions with Wickenburg’s schools to promote safe
campuses and career options, including through Fire and Police Explorer programs.

Objective #2: Provide the necessary tools to strengthen Wickenburg’s
			
public safety operations and prepare for future population
			growth.
Initiatives:
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•

Develop plans and identify funding streams for new public safety facilities, including a police
headquarters and second fire station, that incorporate shared uses and serve as community
gathering places.

•

Continue efforts to modernize radio communications infrastructure and develop capital
replacement plans to ensure resources remain current.

•

Develop local regulations, adopt appropriate industry standards, and allocate adequate financial
and personnel resources to effectively deal with property maintenance issues, especially repeat
offenders and blight.

Youth & Families: Create a friendly atmosphere that encourages families to
					locate in the community.
Objective #1: Enhance Wickenburg’s appeal as a multi-generational 		
		
community with facilities, programs, and services
			
that attract all age groups.
Initiatives:
•

Leverage the Wickenburg Public Library & Learning Center as a downtown destination for
educational programming, including partnerships with higher education institutions and
“lifelong learning” opportunities.

Objective #2: Ensure that new development
			
meets the Town’s goal of
			
becoming a destination for
			youth and families.

Objective #3: Strengthen partnerships among service 		
			
providers in the Wickenburg area to
			
ensure that all youth have an opportunity
			
to engage in age-appropriate recreational
			and educational programming.

Initiatives:

Initiatives:

•

As appropriate, adopt regulations that require new
development to include family and recreational
amenities such as parks, playgrounds, schools, paths,
trails, and open space.

•

Engage existing youth groups, especially the Town’s Youth
Commission, to gain program ideas and promote current
Town-sponsored activities.

•

•

Seek partnerships and opportunities to address the
need for workforce-level housing, especially options
for teachers and other public servants.

Collaborate with area non-profit organizations, schools, and service clubs
to ensure that all youth have the opportunity to participate in Town
recreational programs, regardless of their financial resources.

•

Collaborate and support a scholarship program for youth activities.
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Natural Resources & Recreation: Establish outdoor recreation and
									natural resource preservation as
									hallmarks of the community.
Objective #1: Preserve, enhance, and promote Wickenburg’s natural resources.
Initiatives:
•

Ensure Wickenburg’s long-term water availability through the study of existing resources and
pursuit of new opportunities.

•

Pursue opportunities to reduce the Town’s consumption of finite resources and make use of new
technologies for energy efficiency.

Objective #2: Preserve, enhance, and promote Wickenburg’s recreational
resources.
Initiatives:
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•

Leverage public and private partnerships to develop and manage recreational assets within and
around Wickenburg, ensuring that natural resource areas remain open for public use.

•

Produce marketing materials, including a community guide, highlighting Wickenburg as a
destination for outdoor recreation and equestrian activities.

•

Emphasize connectivity in long-range planning to promote safety and recreation, including
sidewalks, cross-walks, multi-use paths, and trails.

People, Places & Projects
Human Capital:
•

Balance the need for increased staffing levels to address
the growing population with the responsibility to invest
in existing employees through compensation, training,
and promotional opportunities.

•

Plan for employee compensation demands outside the
Town’s control, including voter-mandated minimum
wage increases and changes in national health insurance
policy.

•

Increase the frequency of opportunities for citizens to
learn about and provide direction to their local
government through Council and staff listening events,
neighborhood programs, and public outreach.

Infrastructure:
•

Seek partnerships and funding to address the Town’s flood
control challenges, taking care to use drainage
improvements as opportunities for community and neighborhood enhancement.

•

Plan for Americans With Disabilities Act (ADA) related
improvements to address changing accessibility and legal
requirements.

9

Town of Wickenburg, Arizona
155 N Tegner Street, Suite A, Wickenburg, AZ 85390
Tel: (928) 684-5451

Fax: (602) 506-1580

www.wickenburgaz.org

Economic Development Advisory
E. 1.
Commission
Meeting Date:
01/13/2022
Item Requested By: Amy Brown, Town Clerk
Staff Contact:
Tim Suan
Contact Phone Number: 928-668-0522
Agenda Item Type: Presentation without
Action
AGENDA ITEM:
Staff Updates which may include brief updates on current events, new businesses,
building reports and/or workforce development
BACKGROUND INFORMATION:
Deputy Town Manager Suan will provide an update on current events, new businesses,
building permits and workforce development.
SUGGESTED MOTION:
Presentation Only
Attachments
Dec. New Business Licenses
Workforce Press Release
Dec. Building Permits
Form Review
Form Started By: Amy Brown
Final Approval Date: 01/06/2022

Started On: 01/06/2022 01:23 PM

Town of Wickenburg

Table Lists - New Businesses

Page:

155 N Tegner St Ste A
Account #

Business Name

Physical Address

Location City

Business Telephone 1

7820

Atlas Fire Company LLC

7615 N 75th Ave., Suite 101

Glendale

622-688-4964

7819

Cowboy Country

1020 W. Wickenburg Way, Suite 1

Wickenburg

530-218-3100

7826

David's Desert Chapel

325 W. Yavapai St.

Wickenburg

928-684-0710

7823

Motorola Solutions, Inc.

3332 E. Broadway Rd.

Phoenix

847-596-5000

7816

Shiner Equine LLC

1325 N. Tegner St.

Wickenburg

208-768-7333

7822

The Countertop Factory Southwest, LLC

5970 S. Palo Verde Rd.

Tucson

520-295-8925

7818

The Gypsy Wagon, LLC

4431 270th St.

Danbury

712-898-8691

7824

Tilerhub, LLC

30033 US Hwy 60/89 Lot #12

Wickenburg

928-231-2093

Grand Totals:
8

1

Jan 06, 2022 07:33AM

PRESS RELEASE
Contact Information
Contact Name: Julie Huston-Pellam
Phone Number: 928-668- 0540
Email Address: tforbrook@wickenburgaz.org, julie.huston@maricopa.gov
Date Submitted: 01/05/2022

DATE TO BE RELEASED: 01/12/22

Headline: Wickenburg Leads the Way with over 100 Job Placements
Wickenburg continues to lead the way as Maricopa County promotes workforce
opportunities across the region. This includes hosting job fairs throughout 2021 which
included 175 job seekers and 50 businesses. These services along with daily job seeker
contact have resulted in over 100 job placements for the local community in 2021.
Did you know you may be eligible for free education and training for sectors that include
construction, finance, healthcare, IT, manufacturing, and transportation? Many careers
provide free or paid training for new employees.
A recent jobseeker provided feedback by saying, “I walked into your office looking for a job,
either housekeeping or dishwasher. You helped me get a job. But you encouraged me to
attend a schooling program. After I graduated high school, I went ahead and enrolled. My
life has completely changed since I met you in a very good way! You are the support I had
always needed, and I am very grateful for you Julie.”
-MM
Don’t hesitate to reach out or visit Julie at the Workforce Development office to help you
find the right employees for your business or help you on your path to find a lifelong career.
Contact Julie by call or text at 602-733-2220, email at Julie.huston@maricopa.gov or stop by
the Wickenburg Public Library to start your quest today!

###

Wickenburg Monthly Building Permits
12/01/2021 - 12/31/2021

Permit
Issued

Permit #

Owner Name

Permit Type

Parcel Address

Parcel #

Description

Construction
Value

12/22/2021 20210917 Mark & Patricia Urlaub

Accessory Structure (501)

2705 W PALOMINO DR

505-40-218

Detached Garage

12/16/2021 20210909 Jeanne Aikens

Accessory Structure (501)

4620 Golden Eagle Ridge

201-31-650

Installation of a 2nd Ramada

12/22/2021 20210894 James & Brenda
Hershkowitz

Accessory Structure (501)

885 S 335TH AVE

505-40-004J Shop

12/20/2021 20210883 Chad & Karen Hammer

Accessory Structure (501)

2070 Blue Tank Trail

201-12-024S steel building with 400 amp service

12/9/2021 20210874 Lisa Hurlburt

Accessory Structure (501)

3005 Tapaderos Drive

201-03-187

12/6/2021 20210870 Bruce C. Martens

Accessory Structure (501)

1635 Cherokee Lane

505-03-012K 40' x 50' x 12' Steel Utility Building

12/7/2021 20210859 PATTY & BRENT BACHER

Accessory Structure (501)

4350 Copperhead Dr

201-03-176

32' x 8' detached pergola

12/7/2021 20210836 Michael & Betty Sealy

Accessory Structure (501)

965 Calle Azul

505-04-152

Garage

12/22/2021 20210921 Mitch Jackson

Fence/Sight Wall (506)

545 N JACKSON ST

505-31-017

Property Fence

12/14/2021 20210903 Remuda Ranch Company

Fire Suppression System
(506)

1245 JACK BURDEN RD

505-11-004E Remove and replace kitchen suppression
system with new one

10,000.00

201-11-005L Pre grade for all ten acres using existing
dirt and possibly having dirt hauled in.

5,000.00

12/2/2021 20210867 Travis & Patricia Grantham Grading (504)

Installation of a pergola.

3,500.00
60,000.00
175,000.00
4,000.00
65,000.00
5,000.00
60,000.00
5,000.00

12/21/2021 20210490 Wickenburg Development
Co, LLC

Improvement Plans (506)

Parcel H

12/22/2021 20210930 Shea Homes aka SHALC

Residential Building New
(501)

4014 Desert Moon Drive

201-02-677

7003 C/Left, 2 car garage, covered patio

341,900.00

12/22/2021 20210929 Shea Homes aka SHALC

Residential Building New
(501)

4020 Desert Moon Drive

201-02-676

7002 A/Right, 2 car garage cov patio

299,900.00

12/22/2021 20210928 Shea Homes aka SHALC

Residential Building New
(501)

4210 Cactus Blossom Road 201-02-704

5563 H/Right, 3 car garage, ext. cov.
patio

493,900.00

12/22/2021 20210927 Shea Homes aka SHALC

Residential Building New
(501)

3021 Prospector Way

201-03-511

1206 A/Right, 2 car garage, ext. cov.
patio

371,900.00

12/22/2021 20210926 Shea Homes aka SHALC

Residential Building New
(501)

4415 Copper Mine Court

201-03-503

1204 C/Left, 2 car garage w/ 4' ext., ext.
cov. patio

372,900.00

12/16/2021 20210915 Shea Homes aka SHALC

Residential Building New
(501)

4002 Desert Moon Drive

201-02-679

7004 C/Left 2 car garage, cov patio

355,900.00

12/16/2021 20210914 Shea Homes aka SHALC

Residential Building New
(501)

4008 Desert Moon Drive

201-02-678

7002 A/Right 2 car garage, cov patio

310,900.00

12/16/2021 20210913 Shea Homes aka SHALC

Residential Building New
(501)

4258 Cactus Blossom Road 201-02-700

5566 G/Right 2 car garage w/ 4' ext., cov
patio

519,900.00

12/16/2021 20210912 Shea Homes aka SHALC

Residential Building New
(501)

4298 Cactus Blossom Road 201-02-696

5563 F/Left 3 car garage w/ 4' ext., cov
patio

473,900.00
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100,000.00

0.00

12/16/2021 20210911 Shea Homes aka SHALC

Residential Building New
(501)

2976 Ironhorse Street

201-02-691

4082 H/Left 2 car garage w/ 4' ext., cov
patio

407,900.00

12/13/2021 20210890 Shea Homes aka SHALC

Residential Building New
(501)

3121 Prospector Way

201-03-521

1202 B/Left, 2 car garage, ext. covered
patio

346,900.00

12/13/2021 20210889 Shea Homes aka SHALC

Residential Building New
(501)

3131 Prospector Way

201-03-522

1206 B/Right, 2 car garage, ext. covered
patio

362,900.00

12/13/2021 20210888 Shea Homes aka SHALC

Residential Building New
(501)

4290 Cactus Blossom Road 201-02-697

4064 F/Right, 2 car garage, covered patio

373,900.00

12/13/2021 20210887 Shea Homes aka SHALC

Residential Building New
(501)

2993 Ironhorse Street

201-02-729

4064 G/Right, 2 car garage w/ 4' ext.,
covered patio

379,900.00

12/13/2021 20210886 Shea Homes aka SHALC

Residential Building New
(501)

3106 Prospector Way

201-03-417

1204 B/Right, 2 car garage, extended
patio

359,900.00

12/7/2021 20210880 Shea Homes aka SHALC

Residential Building New
(501)

4222 Cactus Blossom Road 201-02-703

5565 G/Right, 3 car garage w/ 4' ext.,
extended covered patio

549,900.00

12/7/2021 20210879 Shea Homes aka SHALC

Residential Building New
(501)

2966 Ironhorse Street

201-02-690

5563 F/Left, 3 car garage w/ 4' ext., ext.
covered patio and patio 2

473,900.00

12/7/2021 20210878 Shea Homes aka SHALC

Residential Building New
(501)

4282 Cactus Blossom Road 201-02-698

5565 F/Right, 3 car garage, ext. covered
patio

516,900.00

12/7/2021 20210877 Shea Homes aka SHALC

Residential Building New
(501)

4527 Charro Court

1202 A/right, 2 car garage w/ 4' ext., ext.
covered patio

344,900.00

12/7/2021 20210876 Shea Homes aka SHALC

Residential Building New
(501)

4125 Cactus Blossom Road 201-02-723

4064 F/Left, 2 car garage w 4' ext.,
covered patio

373,900.00

12/28/2021 20210862 Michael & Christine
Mattingly

Residential Building New
(501)

2345 W HIGHRIDGE RD

505-40-162

NEW CUSTOM HOME

250,000.00

12/28/2021 20210802 Ash-Dorn LLC

Residential Building New
(501)

4171 Copperhead Drive

201-03-056

SFR 2346 Farmhouse, Elevation B Right,
extended covered patio

347,208.00

12/28/2021 20210772 Ash-Dorn LLC

Residential Building New
(501)

4170 Copperhead Drive

201-03-157

SFR 1936 Prairie, Elevation C Left, ext
covered porch, bonus room ILO Tandem,
propane

333,648.00

12/28/2021 20210771 Ash-Dorn LLC

Residential Building New
(501)

4141 Copperhead Drive

201-03-064

SFR 2346 Prairie, Elevation C Right,
Propane

384,272.00

12/28/2021 20210758 Ash-Dorn LLC

Residential Building New
(501)

4060 Old Orchard Dr

201-03-083

SFR 1800, Farmhouse Elevation B Right,
2FT ext at owners suite and patio, 2FT
ext at bedroom 2, propane

330,512.00

12/13/2021 20210743 Ash-Dorn LLC

Residential Building New
(501)

4140 Copperhead Drive

201-03-151

SFR 1936 Ranch (A Elevation), Workshop
@ Garage, 2 FT ext at Bedroom 2,
propane

329,504.00

12/13/2021 20210742 Ash-Dorn LLC

Residential Building New
(501)

4159 Copperhead Drive

201-03-060

SFR 1936 Ranch (Elevation A), Extended
Covered Porch, 4 car tandem garage,
propane

360,416.00

12/13/2021 20210649 Ash-Dorn, LLC

Residential Building New
(501)

4310 Copperhead Drive

201-03-173

SFR 2346 Farmhouse, extended covered
patio, 4ft garage ext, Propane

411,824.00

12/13/2021 20210648 Ash-Dorn, LLC

Residential Building New
(501)

4114 Copperhead Drive

201-03-145

SFR 1936 Prairie C Elevation, 2FT ext at
Bedroom 2, 50FT RV garage, propane

410,144.00

12/16/2021 20210910 Earnest Leschner &
Deborah Thomas

Residential Electrical (503)

310 W Mohave Street

505-31-072

Install new dedicated 20amp circuit for
new GFCI
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201-03-429

1,500.00

12/6/2021 20210855 Kevin & Leah Armstrong

Residential Electrical (503)

880 W Palo Verde Drive

505-38-031B Panel Upgrade

3,000.00

12/7/2021 20210748 James & Brenda
Hershkowitz

Residential Electrical (503)

885 S 335TH AVE

505-40-004J To put current above ground electrical
underground

8,000.00

12/22/2021 20210925 Jonathan & Gail Evans

Residential Photovoltaic
(501)

2125 W Gold Dust Lane

505-04-048

install 11.68kW solar and 175A derate

40,881.17

12/22/2021 20210924 Michael Pierce

Residential Photovoltaic
(501)

2005 W Highridge Road

505-40-178

install 15.4kW solar and 225A mpu

76,295.82

12/22/2021 20210920 Wade Stalcup

Residential Photovoltaic
(501)

750 S 335TH AVE

505-40-028A install 15.400kW residential roof mounted
solar and 15.4

12/22/2021 20210919 Anthony Demarco

Residential Photovoltaic
(501)

3215 Huckleberry Way

201-31-501

The installation of a 4.070kw pv system

12/16/2021 20210916 Doris Roloff

Residential Photovoltaic
(501)

4335 Ponderosa Trail

201-03-402

SOLAR

27,750.00

12/13/2021 20210905 Jason Ellis

Residential Photovoltaic
(501)

3409 Phantom Street

201-31-546

Install an 8 kW photovoltaic system

24,436.00

12/13/2021 20210900 Linda Rexwinkel

Residential Photovoltaic
(501)

4420 Buffalo Ridge

201-03-031

The installation of a 10.360kw and a 200A
upgrade to a solar ready panel

13,053.60

12/13/2021 20210892 Anthony & Cheryll Dieli

Residential Photovoltaic
(501)

3175 Buckaroo Court

201-31-590

ROOFTOP SOLAR

17,991.00

12/13/2021 20210891 Steven & Marie Peetoom

Residential Photovoltaic
(501)

3214 Huckleberry Way

201-31-458

The installation of a 7.400kw pv system

9,842.00

Residential Photovoltaic
(501)

4694 Rattlesnake Way

201-31-561

Installation of 14.79 kW residential, roof
mounted solar PV system

35,700.00

12/9/2021 20210873 Dennis & Joann Lauterbach Residential Plumbing (519) 4060 Iron Ore Court

201-31-283

Installation of two gas lines.

800.00

12/9/2021 20210872 Peter & Valerie Slaviero

Residential Plumbing (519) 3996 Iron Ore Ct

201-31-287

Installation of two gas lines.

800.00

12/7/2021 20210860 Don Peters

Residential Plumbing (519) 4410 Bandana Court

201-03-010

Gas Line for BBQ

12/7/2021 20210838 Bradley & Sarah Krechel

Residential Plumbing (519) 4635 Tenderfoot Way

201-03-472

run gas line from stubbed 1/2 " line in
rear of the house to a barbecue and fire
pit

Residential
Remodel/Addition (501)

51 S Mariposa Drive

505-34-018

Remodel

Retaining Wall (506)

1051 S CAMINO DE
ALEGRE

505-43-006G 99' of new 6'8 retaining wall and 107' of
5'4 non-retaining block wall

Right of Way (506)

188 E YAVAPAI ST

505-15-013

Right of Way (506)

2820 Scenic Loop Road

201-08-001B Cox to bore 360' to place a new ped to
install cat conduit for a system tie.

Swimming Pool (506)

4160 Miners Gulch Way

201-31-271

IN-GROUND POOL & SPA W/ ASSOC
EQUIPMENT, 400K BTU NG HEATER,
125K BTU ELECTRIC HEATER
W/ELECTRICLINE, W/POOL W I FENCE
INSTALL

100,000.00

4020 Miners Drift Trl

201-31-321

IN-GROUND POOL W/EQUIPMENT, W I
FENCE & BLOCK WALL INSTALL

57,000.00

12/2/2021 20210869 Steve & Jodi West

12/14/2021 20210897 Shane & Wendy Schreyer
12/8/2021 20210861 Randy and Vicki Rabens
12/13/2021 20210902 Joseph Johnson

12/1/2021 20210882 Amerco Real Estate
Company
12/28/2021 20210933 Robert & Ellen Lee

12/13/2021 20210901 Bobby & Angelique Gardner Swimming Pool (506)
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JOB # N.927076 - ACCESS EXISTING MH
983 FOR SPLICING, BORE 441' AND
PLACE (1) NEW HH

44,522.00
9,483.00

1,500.00
500.00

45,000.00
16,500.00
0.00

0.00

12/13/2021 20210895 Sheldon & Lorie Mann

Swimming Pool (506)

3126 Prospector Way

201-03-415

POOL 22'X12', 264 SF; EQUIPMENT W/O
HEATER

35,200.00

12/9/2021 20210885 Christopher Cornell

Swimming Pool (506)

3757 Goldfield Court

201-02-331

POOL 61'X19'-6", 749 SF; SPA 6'-6"x10'6", 51 SF; EQUIPMENT W/ (2) ELECTRIC
HEAT PUMPS & ELECTRIC RUN

49,700.00

12/9/2021 20210884 Bill Holdampf

Swimming Pool (506)

4149 Cactus Blossom Rd

201-02-725

POOL 20'X12'-6", 230 SF; SPA 7'X7', 36
SF; EQUIPMENT W/400K BTU HEATER

33,200.00

Swimming Pool (506)

3236 Sparrows Creek Way

201-31-636

POOL 45'-2"x 13'-1", 528 SF, W/
HYDROSTRIDE WITH FASTLANE; SPA
7'x7', 49 SF; EQUIPMENT W/ 400K BTU
HEATER (GAS/PERMIT BY OTHERS) &
ELECTRIC HEAT PUMP WITH ELECTRIC
RUN

48,300.00

12/13/2021 20210815 Ann & Dan Vollumn

12,382,982.59
Total Records: 68
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