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The Office of Planning (OP) is excited by the concept of establishing a Koreatown
and a master plan for the development of a Koreatown. However, we must oppose this

resolution, which (as of April 9, 2012, 4:00 p.m.) is similar to HCR169, HD1 Proposed;

HR61, HD1 Proposed; and HCR87, HD1 Proposed.

First, in order for the legislature to ensure successful completion of the tasks assigned
to OP in the subject resolution, the legislature must provide adequate staff and/or funding.

To begin preparing an adequate plan, OP would need approximately $250,000 to $400,000 to



)

hire a consultant. Even if adequate staff and funding were provided, the time for deliverables
is not practicable. At least two years would be required to complete the recommended

deliverables.

Second, the City and County of Honolulu (City) would be the proper entity for
carrying out such a task. They engaged a consultant for similar work, which resulted in the
attached report entitled, “Rediscovering Chinatown Honolulu.” In addition, most of the area
slated for Koreatown is within a half-mile of the planned Ala Moana Center rail transit
station. This is prime area for transportation oriented development (TOD). The City is
currently engaged in establishing Neighborhood Transit-Oriented Development Plans, which
is part of the City’s TOD planning process. The planning proposed in the subject resolution

is premature, if not duplicative, of the City’s efforts.

Third, OP’s limited resources are currently fully employed. Although tﬁe Office of
Planning’s resources have diminished, OP has leveraged its resources to conduct
comprehensive, long-range and strategic planning. As an example, OP sought federal funds
to help offset the 30% general fund budget reductions in 2009. However, federal funds have
constraints. These funds must be used for purposes of the grant and usually have matching
requirements. About 50% of OP’s staff is federally funded and the remaining staff provides
a portion of the one to one match requirement for these funds.

In addition to the projects and programs discussed in our recent Fiscal Year 2010 ~
2011 Office Of Planning Report to the Twenty-Sixth Legislature Regular Session of 2012
(available at http://hawaii.gov/dbedt/main/about/annual), I would like to highlight the

following projects.
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Climate Change Adaptation Policy

OP worked with numerous stakeholders to develop a climate change
policy to be included as a Priority Guideline in Part ITI of the Hawaii State
Planning Act, HRS ch. 226. (SB 2745 and HB 2483 Relating to Environment)
A Framework for Climate Change Adaptation in Hawaii, was prepared in
November 2009. This was a collaborative effort of the Ocean Resources
Management Plan Working Group with the assistance of the University of
Hawaii, Center for Islands Climate Adaptation and Policy. OP is working
with the Ocean Resources Management Plan Policy and Working Groups,
University of Hawaii Center for Island Climate Adaptation and Policy, U.S.
Army Corps of Engineers, and other stakeholders on issues pertaining to
climate change adaption. This work is made possible through federal Coastal
Zone Management Act grant funds and matching OP services-in-kind.

National Ocean Policy

Governor Abercrombie designated the Director of OP as his
representative for initiatives of the National Ocean Council (NOC) and the
designated US Pacific Islands region (American Samoa, Guam, CNMI, and
Hawaii). OP through.its Coastal Zone Management Program received a
$250,000 competitive grant award from the National Oceanic and
Atmospheric Administration (NOAA) to strengthen the Ocean Resources
Management Plan and implement the National Ocean Policy.

Ocean Resources Management Plan (ORMP) Update

An update of the ORMP is underway. The ORMP sets forth guiding
principles and recommendations for the State to achieve comprehensive and
integrated ocean and coastal resources management. HRS §205A-62 charges
the Coastal Zone Management (CZM) Program with the review and periodic
update of the ORMP, as well as coordination of the overall implementation of
the plan, The ORMP is an integrated, place-based approach to management
of ocean resources in the islands, based on recognition of the ecological
connections between the land and sea, the link between human activities and -
its impacts on the environment, and the need for improved collaboration and
stewardship in natural resources governance.

Charged with coordinating meaningful interagency and multi-sectoral
engagement for plan implementation, the CZM Program established an
ORMP Policy Group and an ORMP Working Group. These groups have been
meeting consistently since they originated in 2007, and have continuously
reached out to new partners and grown stronger as it becomes more evident
that collaborative governance is essential for effective natural and cultural
resource management. (CZM Federal funds; matched by OP services-in-kind)
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Sustainability 20350

OP worked with the UH Public Policy Center for the passage of Act
181 (2011), which made the Hawaii 2050 Sustainability Plan a Priority
Guideline under the Hawaii State Planning Act. OP coordinated and
facilitated the two-day workshop by the Governors’ Institute on Community
Design to allow Administration decision-makers to consider how to
implement sustainability under the New Day agenda, Hawaii 2050
Sustainability Plan, and State Planning Act.

OP, in coordination with the Governor’s office and the Chief
Information Officer, are working on an interagency, statewide strategic plan to
further these objectives and make that information available online. OP is
also working on securing potential funding to support the Administration’s
planning efforts in the urban core.

2010 Hawaii Statewide Comprehensive Economic Development Strategy
(CEDS)

Accepted in March 2011 by the United States Economic Development
Administration (EDA), the 2010 CEDS (Report) is an economic development |
strategy document for the State of Hawaii to increase Hawaii’s economic
competitiveness. The Report supports key industry clusters through proposed
strategies and projects for implementation. Completion and acceptance of the-
Report demonstrates that the State of Hawaii has gone through a deliberative
and thorough planning process to provide a framework for recommending
projects for EDA funding. A CEDS is a precondition to obtain funding under
most EDA grant programs.

The 2010 CEDS was a collaborative effort with OP, the State
Department of Business and Economic Development and Tourism (DBEDT);
the Economic Development Alliance of Hawaii (EDAH); Enterprise
Honolulu; Economic Development Boards; County Economic Development
Agencies; community, business, non-profit and other organizations; and the
public. ($133,360 EDA Federal Funds; match provided by services-in-kind
by OP and economic development agencies and organizations).

Planning for Rural Economic Development

Planning for Rural Economic Development (Rural Report), 2010,
examines rural economic development in Hawaii. Prepared by SMS
Marketing and Research Services, Inc., the Rural Report defined “rural”,
identified rural communities statewide, and developed a baseline of socio-

" economic conditions of rural communities. Best practices were then
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identified through a nationwide and statewide review of rural communities
who have successfully integrated economic development while maintaining
rural character. Lastly, recommendations to support rural economic
development in Hawaii were provided ($100,000 EDA Federal Funds;
matched by OP services-in-kind).

Master Plan for Agricultural Resources at Hoea

Master Plan for Agricultural Resources at Hoea (Master Plan), July
2011, is comprised of an environmental assessment and a site plan for the
development of an agricultural resource center and processing facility in
North Kohala, Island of Hawaii. The Master Plan provides the basis for
moving forward with land acquisition, design, and construction of this facility.
It will help the residents of North Kohala move closer to their goal of
strengthening this rural area’s local economy.

The resource center envisioned in the plan will support small farmers
and ranchers to ensure the future of agriculture and ranching in the region.
Kahua Paa Mua, Inc. and the Hawaii Future Farmers of America Foundation
prepared the plan for OP and County of Hawaii ($20,000 EDA Federal Funds;
matched by in-kind services from OP, Department of Research and
Development, County of Hawaii, Hawaii Future Farmers of America
Foundation and Kahua Paa Mua, Inc.).

Food Self-Sufficiency Strategy

OP was awarded a federal grant of $100,000 from EDA to develop a
strategic plan to increase food security and self-sufficiency in Hawaii. The
Special Plans Program has begun work on the development of this plan in
cooperation with the State Department of Agriculture.

Natural Disaster Economic Recovery Strategy

The goal of this grant is to improve economic recovery after natural
disasters. OP will prepare a Natural disaster economic recovery strategy as a
supplement to the CEDS to address pre-disaster continuity planning and post-
disaster recovery actions for both public and private sectors. OP will work
closely with State Civil Defense on this project ($150,000 EDA Federal
Funds; matched by OP services-in-kind).

Economic Development Strategy for Native Hawaiian Communities

The goal of this grant is to prepare an economic development strategy
for native Hawaiian communities in cooperation with the Department of
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Hawaiian Home Lands ($150,000 EDA Federal Funds; matched by OP
services-in-kind).

Coastal Nonpoint Source Pollution Control Program (CNPCP)

OP through the Coastal Zone Management Program is working to

reduce polluted runoff into our ocean and streams. Hawaii Watershed

Planning Guidance 2011 was created to help local community organizations

understand and prepare watershed plans in compliance with EPA guidelines

for funding through Section 319 of the Federal Clean Water Act and serve as a

means to reintroduce all CNPCP management measures, The Guidance

presents a user friendly, step by step guide to ensure that as watershed plans

are developed and updated in Hawaii, appropriate CNPCP management

measures will be considered to achieve water quality improvements. The

program is conducting training to government and other organizations on

reducing coastal nonpoint source pollution. This work is made possible

through federal Coastal Zone Management grant funds and matching OP

services-in-kind.

In addition to the above specifted projects, which leverage general funds for
additional federal funding support, OP has updated its Web site to provide agencies and the
public with better access to information about our programs and services. We provide
planning expertise and support to various state agencies and programs and coordinate with
county and federal agencies on initiatives of statewide concern. For example, these activities
include, but are not limited to, membership on the Oahu Metropolitan Planning Organization
(OMPO) Advisory Committee, the City’s Transit Oriented Development (TOD) Advisory
Committee, the Pacific Regional Ocean Partnership, and interactions with military planning

officials.

Thank you for the opportunity to provide testimony on these measures.
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April 12, 2012

The Honorable Donovan M. Dela Cruz, Chair
and Members of the Committee on Water,
Land, and Housing

The Honorable Donna Mercado Kim, Chair
and Members of the Committee on Tourism

The Honorable J. Kalani English, Chair
and Members of the Committee on Transportation
and International Affairs

State Senate

State Capitol

Honolulu, Hawaii 86813

Dear Chairs Dela Cruz, Kim, English and Committee Members:

Subject: SCR 174 and SR 104, Proposed SD1
Establishment of Koreatown

The Department of Planning and Permitting opposes the Proposed SD1 for SCR 174 and
SR 104, based on home rule and the City and County of Honolulu’s role in the development of
community-based plans. This resolution would direct the Office of Planning to develop a master
plan for “Koreatown”, in coordination with our department, for the area generally defined by Census
Tracts 36.01 and 36.02.

The City and County of Honolulu has prepared many neighborhood plans. We have found
that one of the prerequisites for a successful plan — one that moves beyond the planning phase
and into implementation — is community support. While we are aware of the label Koreatown, we
are not aware of a strong desire to introduce Korean archjtecture and urban design to the
Keeaumoku Street area.

Further, “specialized design plans” would imply special design regulations. We are not
aware that residents and businesses in the proposed area, whether connected to Korean culture or
not, desire Korean designs. More importantly, additional permits and reviews will be required to
develop such a character.

We also note to be done well, with good community participation, neighborhood plans need
significant planning support. Given our limited staffing, our planning efforts will depend on
consultant services. We would recommend funding this effort with about $400,000.




The Honorable Donovan M. Dela Cruz, Chair
and Members of the Committee on Water,
Land, and Housing

The Honorable Donna Mercado Kim, Chair
and Members of the Committee on Tourism

The Honorable J. Kalani English, Chair
and Members of the Committee on Transportation
and International Affairs

State Senate

Re: SCR 174 and SR 104, Proposed SD1

April 12, 2012

Page 2

In 2007, we prepared a needs assessment and conceptual design study for a Korean
Cultural and Community Center, working with an advisory committee made up of Korean-American
leaders and others. We completed the task and the community leaders were able to proceed with
fundraising for the project, including land acquisition.

Lastly, we are beginning the planning process for the area around the Ala Moana rail transit
station. It will include the area referenced in these resolutions. We expect to hold the first
community meeting this summer. If the residential and business communities raise the desire of
developing a Koreatown character to the area, we are willing to consider it as part of our transit-
oriented development plan.

In short, this resolution is not justified given the limited resources at both the state and city
levels of planning. Rather than encouraging inter-governmental coordination and maximizing use
of scarce government resources, it is redundant with ongoing city work and infringes on home rule.
Thank you for this opportunity to testify.

Very truly yours,

David K. Tanoue, Director
Department of Planning and Permitting

DKT:jmf
scr174SR104ProposedSD1-Koreatown-ks.doc
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TESTIMONY IN SUPPORT OF S.C.R. No.174 (The Establishment of Koreatown and Master Plan
for the development of such)

Honorable Chair Dela Cruz and members of the Senate Committee (Water, Land and Housing):

My testimony has four parts: The origin of Koreans to Hawaii, the effect of Hallyu (Korean
wave) on other ethnic groups in the isles, the significance of a Koreatown situated in Honolulu,
and the importance of promoting a win-win situation for our State.

Resolution SCR 174 aptly describes the arrival of Koreans to Hawaii in 1903, primarily as
prospective sugar plantation workers. Hence reiteration of known details is unnecessary.
However, the not as well-known information is that, unlike the Japanese and Chinese workers
who remained faithful to the sugar industry, many of the Koreans left the plantations within
two decades. Many Koreans who left their homeland came from urban settings rather than
farm lands. They found physical labor in the sugar fields demanding and strenuous. Those who
left worked for companies and retailers, or set up small businesses (e.g. neighborhood stores,
tailor shops, laundry). Their children, the second generation, bettered themselves in the
academics and entered the professional fields or became white-collared workers.

(I'am a product of two Korean immigrants whose purposes for coming to Hawaii were different.
Mother came as a single (unmarried) young teen-ager during World War |, 1917, for an
American education. This was a rarity for those times! Father arrived a year earlier to assist a
business friend who sponsored him. My parents were married a few years after arriving in
Hawaii.

(I was with the Department of Education for over 30 years as a teacher, Intern Teacher
Supervisor, State Speech Program Specialist. Upon the demise of my bedridden mother, | went
to Stanford University and obtained a Master’s Degree in Educational Administration. My last
position with the D.O.E. was Administrator, Communication Arts Section, State Office.)

My mother laid a very positive foundation in me...that with a solid education, good character
traits, and enough “get-up-and-go,” | or anyone else can become successful. But with success,
she admonished, also comes a sense of responsibility to oneself, to others, including the
environment in which [ live.

Hawaii is my total environment. More Koreans have entered Hawaii as contrasted to my
growing up years. Korean culture, history and traditions were once least known as contrasted
to that of the Japanese and Chinese. The Korean War made more of the world cognizant that
such a country existed. In recent years , Hallyu (the Korean Wave) sent ripples around the
globe. Hawaii’s people were into things Korean.

As for other ethnic groups, fortunately on Oahu there is the Japanese Cultural Center, the
Okinawan Center, Chinatown, and the Waipahu Filipino Community Center as examples. To
establish a Koreatown would add color and vibrancy to our environment for islanders and
visitors, and would positively impact the economy of our State.



Lastly, to promote a win-win situation for Koreatown and the State, we in the Korean
community need to alert and educate Korean businesses and all others among us that the
establishment of Koreatown brings with it responsibility. The idea of give-and-take must be an
inherent part of Koreatown. Businesses need to make money. But, as an integral part of the
Hawaii community, giving and helping for the betterment of community causes and projects
should be par for the course. Positive behavior and action by Koreans and all other ethnic
groups can continue to make Hawaii a viable State, an exemplar melting pot of races.

Thank you!

a

Barbara Kim-Yamashita
1296 Kapiolani Bivd. #4108 Honolulu, Hawaii 96814
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Rediscovering Chinatown Honolulu

*How can we fmprove our place? Thers are so many sestrictions and
canstruction costs are increasing.”

“1 am just trying to make a better life
for myself and my family.”

*There's no parking.”

»4 like doing ail of my grocery shopping there.”

Before you read on...

Here you will find some of the many comments aboat
Honellns Chizatown. Some of them reflecs real condi-
tions based on real experiences. Others reflect percep-

" tions based on individual preferances or biascs, or third-

party confnents. Interestingly enongh, not moch has
changed since the inceprion of Chinatown in the mid-to-
late 1800s. Many of the problems of the past continne
to plague cur’ Chinatown today and ot.hnr Chinatawns *
across the country.

‘Whatever the views may be, positive or negative, real -
or perccived, they have helped to shape Chinatown into
what it is today. And that’s where wed like to begin...
because this book is about rediscovery.

Redi i1eg Chi

e

*Why can't they do something about the homeless?
They make the place look and feel bad.”

“} go there for kniclkiinacks...l love it

down there.”

“jt's where all of the Chinese peopie hang out...that’s

what attracts the locals to Chinatown.”

“It's so dirty and it smelis.”

“'s not safe, especiaily at night.”

| can't afford to five in & house or apartrment. Plus, there isn't
enough available affordable housing and the waiting list is so long.”

'To rediscover is to sec something as if for the first dme.
Many of os visit or Chinatown often, Bt many times we
came with preconctived ideas and impressions-collected
from our awn and others’ past expericnces. Th rediscover
Chinatown means fp;r us to sea with new cyes, remogying
the blindcrs and seeing 21l that is in the peciphery, If we
are open 1o considering new points of view frotn differ-
ent customer groups, we can rediscover the unigneness of
Chinarewn and easure its survival,

The “customer” is our hroad term for any person who
comes into conract with Chinatown. Customers can

be those who come to visit, to shop, to dine, and to be
cntermined here. ‘They can bz visitors from abroad, local
residents, or even residents of Chinarown. .Customers can
also be mezchants, landowners, organizations, employecs,
or members of the arts conununity: As we walk in theic
shoes, we begin to understand them in a holistic way=
what they see, what they feel, what they smell, what thcy
enconnter... what they experience. :

This book has been formed and informed by looking
through the customers’ eyes. From the first chapter, yon
will not only see the people of Chinatown, bur also catch
a glimpse of their lives. You will see beyond the everyday
transactions, and uncover the gems as you follow the cus-
tomer on their journey throngh Chinatown.

Through the cyes of the customer, you will sec new op-
portunitics-opportnnites that will canse you ta rediscor-

er Chinatown and see i, 25 if for the Arst time.

Enjoy your jonrney!

“Vegetables are freshegf | feel they are

organically grown.”

Bedrock shaping customer experiences



Rediscovering Chinatown Hdnqlulu

+ Dreatns xn exeeutive ummary.

= Comples and ctabaps all
previous prrenrch ad analyls

* Provides an everview of the
profeccthur far, swell 35
Surategles s potential actlong
Tar moving foromrd

+ Ethycates and [forms ndid -
alt of th project thus fag, and
providus refarence with
nupplemensal copten

Kay drivers

~Kay destination atiributes and

Qur intent in developing this book is to:

+ Understand the current situation holistica lly

* Encourtage opan communication among stakeholdets

* Define 2 process for prioritizing issues

* Qutline & plan for the creation and implementation of
solutions )

By establishing a common platform for all stakeholdezs

where perceptions can be managed through a

collaboration process, we can view the Chinatown

situarion holisticaily and from the custorer’s vantage

point, and seek viable solutions in an informed manner,

Qur recommendations came aut of a rigorous process
that ensured onr understanding of the people of
Chinatown. In additicw, we delved into the history and
the currenc simation, and studicd other Chinatowns.
Only through this bolistic view and strong updersmanding
of the people of Chinatown were we able to bring forth
new information. To the left is an abbreviated view of the
timeline and process.

Badrock shaping customer experiences
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Rediscovering Chinatown Honclulu

Executive Summary

1.0 Recommer;dations

1.1 Defiging Chinatown’s Character

1.2 Addressing the Isstcs

1.3 The Customer Journey (Experiencc)

2.0 Key Findings
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Teacking the Customer Journey
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34
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Bedrock shaping customer experlences



fediscovering Chinatown Honelulu

Executive Summary

A Different Approach

The Chinesc characters Torg Yan Gaar for “Chinatown™
have been chosen for the cover of this book. Torg Yan
Gagi mesns “China/Chinese,” “poople,” and “streer.”
The added element in this version of “Chinatown™ is the
Chinesc character for “people.”

So, why focus on people? There have been mauy studies
done of Chinatown, with the emphasis and effort placed
on preserving the aesthetic and historical featuras of the
buildings.. This stndy is different. Itis raken from the
pecspective and context of the “people.” At the heart of
Chiatown arc the people. Who are they? Why do they go
there? ‘What do they do? What would make them come
back?

To answer these questions, we conducted formal rescarch
facused on costeiner perceprions, including foens
groups, interviews, snrveys, a review of existing studics,
and research on other Chinatowns. Additionally, to
understand Chinatown's true potential, we not only
analyzed Chinatownt strengths and weakoesses but also
analyzed its opportunities for growth and the threats thar
conid cause disuption. This is where our process began.
Our project forused on uncovering, identifying and
assessing the perceptions people have of Chinatown. Our
goal for this projest was

-“to creqte a unified foundation and process plan for
Chinatonon and adjacert disiricts by anbancing the
overall customer experierice, increasing pedestrian
traffic, boosting conswmer spending, and encouraging
private itvestiment.”

We envision Honolulw’s Chinatown to be a “ons-of-a~
kind destination™ for Hawai'i’s residents and visitors—an
example for ather comnwunities here who, together, desice
to caprure and presecve the quality and distinctive lifestyle
of their community while envisioning and providing for
the futnre needs of their peaple.

Our study, “Rediscovering Chinmtown® through the
customers eyes, ensures that the plans we make today

will be in the best intcrest of Chinatawn's people, All
initiatives will be a delicave balance between preserving
the distinctive atrribntes of Honolnh Chinatown and
providing the economic and social taols necessary for a
prosperous futse, As we continue to build on new and
exciting experiences for Chinatown, we'll ueed to better
manage the basic needs of the community in order for the
proposed initiarives t be suceessful. s

Life is a josrncy of multiple experiences and as we plan
Jar incvitable changes, we will need to keep the peoples
heart and windt in the forefront of all discussions.

The journey doesn’t end bere...

Brdrock shaping customer experlences



Rediscovering Chinatown Honolulu Executive Summary

Qur journey beging with a bricf description of our key fndings.

‘The History of Chimatowz

The Chinatown of teday is a resnlr of the inany events and cirmmstances that occucred in its rocky past, It has
survived the fire in 1900, racial discrintinasion and regalations, gentrification and re-classification, and the constant
threat of extinction. The people of Chinatown, especially those who have lived through this, remember the hardships
and turmoil as they go theough their daily lives and rontines. More impormansly, it is through these lenses that they
respond to current jdeas for improvement. To dismiss chis nnderstanding of Chinatewn could be vicwed as a lnek of
tespect, which could cause a defensive posture, causs miscommunicarion, and annoy those with chat memory.

The People of Chinatown

The people of Chinatown have been the lifebleod of Chinatowns all over America. As the noir generation is born

as American citizens, they assimilate into society and move out of Chinatown. Although it is widely recognized thar
Chinatowns people arc of Asian descent, most don't nnderstand the reasons for which they immigrated to the United
States: freedoni, opportunity, and diversity. Oncc in America, howowr, many face the pressures from social and fegal
obstacles that were not a part of their nnderstanding of the “ American dream.”

Destination Drivers and Deterrents

Many of the issnes and challenges that face Chinatown sre well-known and have existed for goire some time.
Unfortunately, there has continued to be a strnggle to provide cnongh insight inte the issues to provide solntions. What
has diffceentiated onr process is the nnderstanding of what deives customers to Chinatownt and what deterrents-both
real and perceived would canse them not to retnm. More importantly, we need to recognize that the drivers and
dererrents are interrelated and affect one another.

'Tracking the Customer Journey

Once there is a basic understanding of the drivers and deterrents, it is absalntely crucial to consider the face that
people develop their perceptions of Chinatown based on their expericnces, and not in a vacuum, That is why it is

key to examine their journeys, understanding that the accumulation of those individual experiences which we call
touchpoinss, begins to formalate opinions in the minds of the people, In addition, it is imporrane ro realize thar people
view the touchpoints as a whole, adding onc to another like 4 simple math formula: bsd experience + satisfactory
cxpericnee = bad experience, or good experience + grear experience = grear expericnce.

Understanding Ocher Chinatowns

Honoltlu Chinarown, the oldest Chinztowa in ¢he United States, s still in the early stagas of the planning process
compared to other, newer Chinatowns who have already begon the process of revitalizing their communities, The
advantage is that the Honolnlu Chinatown can learn from the other Chinatowns’ mistalkes and snecesses, Senc of the
issucs fo be consciousof are

» Prohibitive zegulations that don't allow for positive changes

» Gentrification due to tising property values

* Gentrification due to changes in industey and relevance of the indastry to the residents

* The prescrvation of people, place 2nd culture

» Considerations aboat name changes or utilizing differenr names

* Understanding the impacts of 2ssimilation

» Understanding the organic nature of Chinatawns

Key Findings

Asscssing the Opportunities

Before developing solutions, it is inportant 1o stress the oppnrrumm-.q thar make Cbmawwn a viable and hvely
communiry:

* Cross-cultural interactions tha: can create a tniqoe social and cu!:ural exXperitnce

* Being the first community to emphasize the cultural nature of Ihe ares

* Using its heritage to cater to specific cnstomer gronps

+ Chinatown rolc as a major element in O’ahu’ destination marketing

*» Chinatown conld become a place for-i mcrcasmg honsing snpplyfbusmes.s 1n:ubnnon

Assessing the Threats
Yex, as we look toward the futnre, we must be mindful of che threars which pertain go all customer groups:

* Misunderstanding or mismanagement of public perspectives threatens the viabijiry of Chinatown’s culturc and
lifestyle.

* Regulations, while necessary to encourage oxderly development and the presemnon of historic resonzces, can stifle
culmral resurgence and economic growth.

* Lack of imunigration can affect the viahility of the communiry and the anthenciciry of the experience,
* Lack of pride or carc of the environment allows the negative issucs and gnalities ro cmr.

» Cnrtent economie forces increase the threat of gentrificetion.. . :

Throogh sur cesenrch, interviews, and meetings with stakeholders, a unified dixcction was formed. ft was upen this
foundation that we developed the following process: .

* Customer Journey maps

« Key attributes + Basic needs
« Posjtive qualities « Recommendations - Touchpolnts
= History = Nextsteps » Stratagies
. = Other Chinatawns « Destination Drivers + Communleation
{banefits) = Priaritlas
= Destination Detersents
{challenges)

Bedreck shaping customer experiences



Rediscovering Chinatown Honolulu Executive Summary Chinatown’s Unique Character

- Relevant/Appropriate
[3 or move attributes)
DETERMINATION

FROPOSED : e

RECOMMENDATION o Hevisages o Inzppropriate
Authentic.-. . B (2 or fower attributes)

 eemilfae
example:
Cultiwal -
Creating a X f
visitor tenter Appeopriete

THE IMPORTANCE OF ATTRIBUTES

Developing a sct of attributes to describe Chinatown as a

destimation ensures the followiugz:

+ Addresses the emotional valre and impact on people
pereeption of Chinatown

+ Maintaims the “essence” and unmiqueness of Chinatown

* Provides a fileer for future actions and decisions

By uncovering and discovering the needs of the stakehold-
. ers {landowners, employees, rerailers, zesidents) and cus-
_tomers, we hegin defining the character, desired personal-
ity, qualitics, and vocabulary that describe the Chinatown
experience. Of pardeular imporrance is the 2bikity 1o
define Chinatawn’s key attribuves, or the positive qualities
that recommendations shonld be “fltered” through.

One list deseribes the “sense of place” for Chinatown—
what we wonld like to see and experience on a physical
and visaal level. The ather List, whar we call “emotive
attributes,” helps us to begin describing what we would
like our customers to feel and how we would Iike chem to
behave as they rediscover Chinatown.

USTNG THE FILTER:

Step 1: Ydentify the proposed recommendation,

Step 2: Determine which attributes, if auy, are represented
by the recommendarion.

Step 3: Based on that assessment, determine if the
recommendation is appropriate ox-mappropriate.

Assessment Ranking System;
3 or more anributes = approprizre/televaut
2 ar fewer anributes = inappropriate

Please review the example (below/lefr), it puts the pro-
posal of crearing a visitar center thraugh the fler. Since
it fulfills 3 of the 6 attributes, the action is decmed ap-
‘propriate—creating a visitor center will support cultaral
aspects throvgh exhibits and displays, as well as reinforce
heritage. Tt will also provide o Familiar place that will
bend with Chinatown’ landscape.

Bedrock shaping customer experiencas



Rediscovering Chinatown Honolulu

Executive Sumimary

A Winning Formula

As Issies come forth, we have decermined thoc there are
these prioritics that eeaate o winning formula for Chi-
natown: address basic uezds, emphasize and encourage
sustainabilicy, and improve communication. The result is
an improved customer experience with increased pades-
trian traffic, increased consumer spending, and increased
private invesoment.

 Priority #1: Address basic needs. These basic needs
come from out fndings, which reveal the nepative percep-
tions oz deterrents—the minitnum cequired for improving
the customer experience in Chinatown.

* Priority #2: Emphasize and envourage sustainabilicy.
Thiese positive qualitics, or destination drivers, become
opportunities for emphasizing Chinatown's historical, cul-
tural, and disdincrive values, to be leveraged and preserved
for economic development.

* Priority #3: Improving commumication. This is the
bridge that supports the first two priorities as both ater-
nal and external communication become crocial in unify-
ing all stakcholder and customer groups.

Bedrack shaping customer experiences
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Rediscovering Chinatown Honolulu Executive Summary

Recommendations:

s Redefine ond Rediseover .7
hmat.own s Historical S:gnh‘kanm

Priority #2: Emphasize and Encourage Sustainability

Free Entnrprisa Live/Work Lifestyle. Role ofthe strnet

Malntammg an [nviting
.§ Dastination
-‘ra' 4 Sl
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Rediscovering Chinatown Honolulu

Recommendations:

Exequtive Summary

Priority #3: Improving Communlcation

“Artions,
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Rediscovering Chinatown Honolulu

Executive Summary

The Customer Journey

Lity Properties
@ Multipla Owmership
B Gty Parks

3 Frimury Pa.rking

' @72 Pedustrian Mad

i Transpertrion Direction
© BusStep
+ » Walking Path

'The Customer Experience: Enhancing the customer experience reqnires a holistic view,
and our fndings and assessment culminate in a strategy for cconemic growth from an
all-encompassing culwural, sacial, eoviconmental and sustainable perspective. In addi-
tion to addressing the issues, we have mapped the existing customer jonrney-both the
positive and negarve “rouchpoint” experiences-by car, by bus, and by walking. These
“touchpoints” affect the senses: what people see, feel, smell, 2nd touch. As we begin
to overlay the morning, noon and evening journeys “through the costomer eyes,” we
develop a strategy that addresses the basic needs, the sostainabilicy of Chinavown and a
method for improving both internal and exterpal communication.  For more detailed
information and customer journey maps, please review the section called "Trackmg the
Customer Journey.”

POTENTIAL ACTIONS:

Teuchpoinr 1: Disconrage vagrants, caconrape landlord/tenant improvements and opening of
new busincsses, lncrease canopy lighting,

‘Touchpoint 2: Reduce vagrancy, especally when it is linked 1o illepal acdviry. C«l:a.mng and
maintenance is necessary in this gencral area.

‘Touchpoint 3: Improve the sense of arrival. Maunakea is the main street for Chinatowa and
- needs to look that way, Wock with landlords/tenanms to seck improvements
[better Jighting, nsc of eolor, bantiers, ete).

Touchpoint 4: Find tenants for vacant spaces. improve fagades.
Touchpoiut 5: tmprove wayfinding and signage.,

"Thuchpoint &: Building condition is of utmost importance. Encourage and support fandlosd/
tenant repair. Choose building color schemes carefully

Thuchpaint 7: Reduce vagrancy, cspecially in relaton o drug waffickers. Encournge ntw
tcnant mix throagh landlerd/City parmerships, use for streetscape fixeures
{benches, trash recepracles, etc.).

‘Touchpoint 8: Heighten sense of enry on MNu'uanu Avcaue, Inprove wayfinding-to find
parking. Improve lighting, especially around mid-block. Rednce vagrancy,

Touchpoint 9: Fu Dogs signify arrival, but don’t snggest o festive environment. Use more

color, clean up bird and tree droppings, and improve lighting to help enhance
the Chinatown expericnce.

Bedrack shaping customer experiences
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Rediscovering Chinatown Honolulu

"How can we improve our place? There are so many restrictions amd
constyuction costs are increasing.”

“] am just trying {o make a better life
for myself and my famiiy.”

“There’s no parking.”

4 like doing all of my gracery shopping there,”

Before you read on...

Heze you will find some of the many comments abont
Honolulnk Chinatown. Some of them reflect real condi-
tions bascd on real experiences. Others redlect percep-

" tions based on individual preferences or biasés, or third-

party comments, Interestingly cnongh, not much has
changed since the inception of Chihatown in the mid-to-
late 18005, Many of the problems of the past continue
to plague our Chinatown today and ur.hr:r Chinatowns -
across the country. .

Whatever the views may be, positivc or negative, real «
or perceived, they have helped to shape Chinatown into
whaz it is today. And thats where we'd like to begin,..
because this book is abour rediscovery.

Rediscovering Chinatotwn.

“Why can't they do something about the homeless?
They make the place look and feel bad.”

”I go there for knickknacks...! love it

down there.”

“¥’s where aill of the Chinese peopie hang sut...that's

what att_racts the locals to Chinatown.”

“It’s so dirty and it smelis.”

“1t's not safe, especially at night.”

| can't afford to five in a house or apartment. Plus, there isn't
anough available affordable housing and the waiting list is so fong.”

To rediscaver is 1o see soerhing a3 i for the first time.
Many of os visit or Chinatown ofccn. Bnt many times we
come with preconctived {dcas and impressipns-collected
from our ovn and others® past experiences. To rediscover *
Chinatowa means for us to see with new cyes, removing
the blinders and seeing 2l that is in the periphery: If we
are open to considering new points of vicw from differ-
ent customer groups, we can rediscover the vuigneness of
Chinatown and ensure its survival

The “customer”™ is our broad term for ary person who
comes mto contact with Chinatown. Customers can

be those who come to visit, to shop, ta dine, and to be
encermined here. They can be visitors from abroad, local
residents, or even residents of Chinarown. .Customers can
also be merchants, landowners, organizations, employees,
or members of the arts community. As we walk in theic
shoes, we begin to understand them in a holistic way—
what they sce, what.they feel, what they smell, whatthuy
enconnter...what they experience. .

This book has been formed and informed by looking
through the customers’ eyes. Prom the first chaprer, yon
will cot only see the people of Chinatown, buc also catch
a glimpse of their lives. You will see beyond the everyday
transacrions, and uncover the gems as you foltow the cus-
tomer on their journey throngh Chinatown.

Through the cyes of the custamer, you will sce new op-
portunitics-opportnnities thar will canse you to rediscou-
er Chiratown and see ir, as if for the frst ime,

Enjoy your jonroeyl

“Vegetables are freshef | feel they are

organically grown,”

Budrock shaping customer experiences



Rediscavering Chinatown Honolulu

Qur Process
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thonr praseras Snaingt from

retearth 1ot rrvommendstlphf for
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= Edttates and [véorme Tricthddu-
alr of the project thus far, and
proviing reference with
tupplemental contem

* Costomer Bxpationce Sirategy
Rlrence Guids

<Xay dosting tion drivers

wKay destnaion atteibutet sd

« Exxcutive rommary

Qur imtent in developing this book is to:

+ Understand the current situation holistically

* Encourage open communication among swkeholders

* Define a process for prioritizing issues

* Outline a plan for the ereation and implementation of
solutions

By establishing a common pletform for all srakeholders
where perceptions can be managed through a
collaboration process, we can view the Chinarown
situarion holistically and from the customer’s vantage
point, and seek viable solutions in an informed manner.,

Qur recommendations came out of a rigorous process
that ensured ont understanding of the pegple of
Chinatgwn. In addition, we delved into the history and
the current sinaation, and srudied other Chinatowns.
Qaly through this holistic view and strong gndecsmanding
of the peaple of Chinatown were we able to bring forth
new information, To the left is an abbreviated view of the
timeling and process.

Badrock shaping customer experiences
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Rediscovering Chinatown Honolulu

Executive Summary
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Redisgovering Chinatown Honolulu

Executive Summary

A Different Approach

The Chiness characters Tong Yam Gagi for “Chinatown™
have been chesen for the cover of this book. Tmg Yan
Gaal means "China/Chinese,” “people,” and “street.”
The 2dded element in this version of “Chinatown™ is the
Chinesc character for “people.”

So, why focns on people? There have been mauy studies
done of Chinatown, with the emphasis and efforr placed
on preserving the aesthetic and historical features of the
buildings.. This stody is different. It is caken from the
pesspective and contox of the “people.” At the heart of
Chinatown are the people, Who are they? Why do they go
there? 'What do they do? What would make them come
back?

To unswer these guestions, we conducted formal rescarch
focused on customez perceprions, including focns
groups, interviews, snrveys, 2 revicw of existing scudics,
and research on other Chinatowns. Additionally, to
understand Chinatown’s trne potential, we not only
anmalyzed Chinatown' soengths and weaknesses bur also
apalyzed its opportunities for growth and the threats thar
contd cause disrupton. This is where our process began.
Qur project focused en uncoveriug, identifying and-
assessing the perceptions people bave of Chinatown. Qur
goal for this project was

“to creats a unified foundation and process plan for
Chinatown and adjacent districts by enbancing the
overall customer experience, incredsing pedestrian
traffic, boosting consumer spending, and encouraging
private investment.”

¥ ¢uvision Honolulus Chinstown to be a “one-of-a-

kind destination® for Hawai’i’s residents and visitors-an
examaple for other communities hare who, together, desire
to caprure and presecve the quality and distinctive lifestyle
of their community while envisioning and providing for
the futore needs of their people,

OQur stody, “Rediscovering Chinmtown™ through the
customer’s eyes, ensures that the plans we make woday

will be in the best interest of Chinatown’s people. All
initiatives will be a delicare balance between preserying
the distinctive anribares of Honolal Chinatewn and
providing the ecanomic and socisl tools necessary for &
prosperous future. As we continue to build on new and
cxciting experiences for Chinarown, we'll ueed 1o better
mmanage the basic nceds of the eommunity in order for the
proposed initiatives to be successful. .

Life is a joserncy of sultipie experiences and as we plan
for inevitable changes, we will need to keep the peoplek
beart and minds in the forefront of all discussions,

The joserney doesn’t end bere...

Bedrock thaping customer experiences



Rediscovering Chinatown Honolulu Executive Susmmary

Our journey begins with a brief deseriprion of our key Bndings.

The History of Chinatown

The Chinatown of today is a resnlt of the inany events and cirenmstances that eccurred in its rocky past. It has
survived the fice in 1900, racial discrimination and regnlations, geatrification and re-classification, and the constant
threat of extincrion. The people of Chinarpwn, especially those who have lived through this, remember the hardships
and murimoil as they go through their daily lives and rontines. More imporrantly, it is through these lenses that they
respond to current ideas for improvement. To dismiss this understanding of Chinatown could be viewed as a lack of
respect, which could cause a defensive posture, cause miscommunication, and annoy those with that memory

The People of Chinatown

The people of Chinatown have been the lifeblaod of Chinatowns all over America. As the nexr generation is born

as American citizens, they assimilate into society and move out of Chinatown. Although it is widely recognized thar
Chinatows’s people are of Asian descent, most don's nnderstand the reasons for which they immigrated to the United
States: freedom, opportunity, and diversity. Onee in America, however, tany face the pressures from social and legal
obstacles that were not a pare of their nndesstanding of the “American dream.”

Destination Drivers and Deterrents

Many of the issnes and challenges thar face Chinatown zre wellb-hmown and have exdsted for goite some time,
Unfortunatcly, there has conticued to be 2 strnggle to provide enongh insight inte the issucs to provide solntions, What
has diffeecntiated mer process is the noderstanding of what drives customers to Chinazown and what deterrents-both
real and perceived would cansc thera not to retnrn. More imporrantly, we need to recognize that the drvers and
deterzents ace interrelated and affect one another.

‘Tracking the Customer Jomrney

Quoce there is 2 basic understanding of the drivers and detercents, it is absolntely crucizl to consider the fact that
people develop their perceptions of Chinatown bascd on theic expericnces, and not in a vacuum. That is why it is

key to ocamine their journeys, understending thaz the accumnlation of those individual experiences which we call
touchpoints, begins to formnlate opinions in the minds of the people. In addition, it is important to realize that people
view the touchpoints as 2 whole, adding one to ancther like a simple math formula: bad experience + satisfactory
expericnee = bad experience, or good experience + grear experience = grear cxperience.

Understanding Other Chinatowns

Honolulu Chivatown, the oldest Chinatown in the United States, is still in the early stages of the planning process
compated to other, newer Chinatowns who have alteady begnn the process of revitalizing their communities, The
advantage is thar the Honolnlu Chinatewn can learn from the other Chinatowns’ mistakes and snccesses. Somic of the
issues to be consciousof are

+ Prohibitive regulations thet don't allow for positve dmnges

» Gentrification due to rising property values

* Gentrification due to changes in industry and zclevance of the industry to the residents

* The preservation of people, place and enlture

« Considerartions about name changes or utilizing different names

* Understanding the impacts of assimilarion .

* Understanding the organic natuze of Chinatowns

Key Findings

Asscssing the Opportunits

Before developing sofurions, it is bnportant to stress th= oppormmms that make Chmm:uwn a viable and Lively
communiry:

» Cross-cultural inreractions that can create a unigne gocial and cu!mrai experience

* Being the first community to emphasize the cultural narare of the area

* UJsing its heritage to catec to specific eostomer gronps

* Chinatown role as a major elentent in O*ahu’ destination markedag

» Chinatown conld become a place for-i murcasmg honsing snpp]yfbusmess mcubmon

Assessing the Threacs
Yet, as we look toward the fatmre, we must be mindful of the thecars which pertain o all customer groups:

+ Misunderstanding or mismanagement of public perspeetives threatens the viability of Chinztown’s calture and
lifestyle.

» Regulations, while necessary to encourage orderly development acd che preservation &f hisvoric resonrces, cai stifle
cultoral resurgence and economic growth. ’
» Lack of immigration ¢an affecr the viabiliry of the communiqr and the anthenticity of the experience,
# Lack of pride or carc of the covironment allows the negative issucs and gnalities to cxx.sr.

» Corrent economle forces increase the threat of gentrification..

Throngh our research, interviews, and meetings with stakehalders, a unified direction was formed. It was upon this
formdarion that we developed the following process:

* Customer Journey maps

« Key attributes * Basle needs

= Pasltive qualities = Recommendations » Touchpoints

« History » Next steps * Strategies

= Other Chinatowns « Destination Drivars + Communication
{benefits} = Prioritles

« Destination Deterrents
{challenges)

Bedrock shaping customer experiences



Rediscovering Chinatown Honolulu Executive Summary Chinatown's Unique Character

By uncovering and discovering the needs of the stakeheld-
. ers (landowners, coployees, rerailers, residents) and cus-
_tomers, we hegin defining the character, dasired personal-
ity, qualities, and vocabulary that describe the Chinatown
experience, Of particular importance is the ability to
define Chinatown’s key auributes, or the positive qualities
that recommendations shonld be “filtered® threugh.

L Divergenl

Relevant/Appropriate
{3 or more attributes)
DETERMINATION

PROFOSED
RECOMMENDATION nsppropriste
(2 or fewer attributes)
Creating a .
visitor center Appropriate

S Famifioe -

THE IMPORTANCE OF ATTRIBUTES

Developing a sct of attributes to describe Chinatgem as a

destination ensures she following:

+ Addresses the emotional value and imyract on peoplek
pexeeption of Chinatown

» Maintains the “cssence” and uniqueness of Chinatown

+ Provides a filwer for fature actions and decisions

Qne kst describes the “sensc of place” for Chinatown—
whar we would like to see and experience on a physical
and visnal level. The other list, what we cali “emotive
atrributes,” helps us to begin describing whart we would
like qur custarers to feel and how we would like them to
behave as they rediscover Chinstown.

USING THE FILTER:

Step 1z Identify the proposed recommendation.

Step 2: Determine which attributes, if auy, are represented
by the recosmmendarion.

Step 3: Based on that zssessment, determine if the
recomnmendation is appropriate ordnappropriate.

Assessment Ranking System:
3 or more attribues = appropriate/relevant
2 or fewer arributes = inappropriate

Please review the example (below/lef), it puts the pro-
posal of creating a visicorcenter chrough the Bleer. Since
it fulfills 3 of the 6 artriboces, the action is deemed ap-
‘propriate-creating a visitor center will suppore eultural
aspects through exhibits and displays, as well as reinforce
heritage. It will also provide o familiar place chat wilt
blend with Chinatown’ landscape.

Bedrock shaplng customer experiences



Rediscovering Chinatown Honolulu

Executive Summary

A Winning Formula

As issucs come forth, we have determined that there are
three prioritics that create a winning formula for Chi-
nartown: address basic ueeds, ernphasize and encourage
sustainability, and improve cammunication. The result is
an improved customer expericnce with increased pedes-
trian traffic, increased consumer spending, and increased
private investment. .

* Priority #1: Address basic needs, These basic needs
come from our findings, which reveal the negative percep-
tions or deterrents-the minimom required for impraving
the customer experience in Chinatown.

* Priority #2: Emphasize and encourage sustainabilicy.
These positive qualitics, or destination drivers, become
opportunities for emphasizing Chinatown’s historical, cul-
tural, and distincrive values, to be leveraged aud peescrved
for cconomic development.

* Priority #3: Improving communication. This is the
bridge that supports the first two priorities as both izter-
nal and external communication become crncizl in unify-
ing all stakeholder and custemer groups.

Bedrack shaping customer experiences



Rediscovering Chinatown Honolulu Executive Surnmary ) Priority #1: Address Basic Needs

Reco mmendations:

-Cleanliness . - N B “f  Public Facifities " [ Atordatia Houst B Regulations and Ordinanees
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Rediscovering Chinatown Honolulu

Recommendations:

Executive Summary

Priority #2: Emphasize and Encourage Sustainability

-Famminkation o xobt i
aultural awseaiess,
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Rediscovering Chinatown Honolulu Executive Summary Priority #3: Improving Communlcation

Recommendations:
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Rediscovering Chinatown Honolufu

Executive Summary

The Customer Journey

55 Gty Properties
{A0) mutiiple Ownecship
R diypuks

@ Primary Parking

’ Pudustlan Mall

— Transportation Direction
O Bus5top

v + Walking Path

(_/

The Customer Experience: Enhancing the eustomier experience reqnices a holistic view,
and our findings and agsessment culminate in a steategy for economic growth from an
all-encompassing culwiral, social, environmental and sustainable perspective. In addi-
tion to addressing the issues, we have mapped the existing customer joncney-both the
positive and negative “rouchpoint” experiences-by car, by bus, and by walking. These
“rouchpoints” affect the senses: what people ses, feel, smell, and touch. As we begin
to ovazlay the morning, noen and cvening journeys “through the cnstomerk eyes,” we
develop a strategy that addresses the basic needs, the sostainabilicy of Chinarown and a
method for improving bath internal and external communication. For more detailed
information and customer journey maps, please revicw the section catled "’I‘mckmg the
Customer Jourpey™

POTENTIAL ACTIONS:

Touchpoinr 1: Disconrage vagrants, cncourage landlord/tenant improvements and opening aof
new bosinesscs, lncrease canopy lighting,

Touchpomt 2: Reduce vagrancy, espec.ml.!y when it is linked to illegal acdviry. Cl:anmg and
maintenance is necessary in this general area.

‘Thuchpoint 3: Imprave the sense of atcivel. Maunakea is the main street for Chinatown and
needs to ook that way. Wock with landlordsitenants to seck improvemenss
{betrer lighting, nsc of color, banners, etz.).

Touchpoint 4: Find tenants for vacant spaces. Improve fagades.

“Touchpoint 5: Improve wayﬁnding_ and signage.

']]mdlpomt 6: Building condition Is of utmost importaance. Encourage and sugport landlord/
tonant repair, Choose boilding color schemes carefully.

Thuchpoing 7: Reduce vagrancy, especially in relztion to drup waffickers. Encourape new
teaant mix chroagh landlord/City parmerships, use for sweetscape fixxures
{benches, trash recepracles, etc.).

‘Tanchpoint 8: Heighten sense of entry on Nu'uznu Avenue. Ioprove wayfindingto find
parking. Improve lighting, especially around mid-block, Rednce vagrancy.

“Touchpoint 5 Pu Dogs signify acrival, but den’t saggest 2 festive environmenr, Use more

color, elean up bird and tree droppings, and improve lighting to help enbance
the Chinatown experience.
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