
C  I  V  I  C  V  I  S  I  O  N  SE  R  A

Z O N I N G   C O N C E P T S

• Structured parking 
wrapped with retail or 
residential

• Shared parking 

• No additional curb-cuts or 
drive-through uses

Reduced Parking Requirements

• Residential 1.5/unit

• Hotel 1/room

• Retail/restaurant 3.5/1000 sf

• Office 3.0/1000 sf
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Streamlined Review/Implementation

• Avoid conflicting requirements

• Reflect conditions on the ground in 
Bryn Mawr (parcel size, etc.)

• Reflect market realities 

• Flexibility for changing future
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all at once
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Bryn Mawr TRID Planning Workshops 

Two Bryn Mawr TRID Planning Workshops were held in April 2007 to fulfill part of the 
community outreach required by the TRID planning legislation. The workshop information is 
used to inform the planning team to consider how TRID and zoning might benefit the 
community. More than a year has passed since the Masterplan Charette’s community 
outreach process. Gathering community information is an on-going process and must be 
up-to-date to be effective. Workshops are a method of eliciting individual voices about 
how people perceive aspects of Bryn Mawr’s identity. Forty-five people participated in 
the workshop process. 

Civic Association Workshop April 9, 2007 

Participation 

There were twenty-seven Civic Association workshop participants. They primarily 
represented two neighborhood groups: The Bryn Mawr Hospital neighbors and the 
Baldwin School neighbors. It was noted that these two neighborhoods were sites of 
community advocacy formed against the expansion of these two institutions. While the 
information gathered represents the opinions of those participating it would fair to say 
that this represents the Civic Association but unfair to say this represents all of Bryn Mawr 
since: 

>The representation of the Civic Association participants was limited to two 
neighborhoods; 

>The Civic Association was responsible for inviting participants. There is no public 
link or contact information listed on the Lower Merion website for community 
organizations to broaden the participation. 

Process: Maps 

Participants were first asked to draw a map of what they do on typical “Saturdays” (or 
days off when they have free choice about where they go). They were asked to indicate 
destinations and how they traveled to get there. 

This kind of map is called a “cognitive map.” Its importance is not in its accuracy, way 
finding or artistic composition but rather in how it represents the mental conception of how 
people organize information about their environment, the spatial patterns of how people 
construct their lives and the destinations noted. 

The maps revealed: 

1. Lancaster & Montgomery Avenues are prime organizers of how people see the place 
whether going to national chains, big boxes or small local stores. 

2. Very few represented Bryn Mawr as the cross roads of Bryn Mawr Avenue and 
Lancaster Avenue. The continuous linear order of Lancaster Avenue prevailed. 

3. People live regionally by the car: east to Ardmore and west to Wayne and King of 
Prussia. 

>Driving is the primary mode of transportation. 

>Some showed a combination of driving and walking from home to Lancaster 
Avenue destinations in Bryn Mawr. 
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>Very few used the train but many organized their world by destinations defined 
by the station stops. 

4. An assessment of the convenience of parking and traffic is noted as destination criteria 
on one map: 

>Good parking available in Wayne, at Spread Eagle Village and the Wayne 
Farmers market; 

>Bad traffic in Bryn Mawr—avoid; 

>Impossible to get into the parking lot at Starbucks in Bryn Mawr. 

This tells us that convenience, ease of trip and time expended to get there are important 
aspects of what makes a good destination. 

5. Destinations ranged from national chains, big boxes and small local stores to civic 
amenities such as the library, churches, bank and post office. 

>The Bryn Mawr Film Institute was a common downtown Bryn Mawr destination but 
none of the stores represented in the business workshop appeared on the Civic 
Association maps. 

>Food is the destination that cuts across all demographics. This appeared as 
grocery stores: Food Source, Acme, Whole Foods and Farmer’s Markets but not as 
restaurants. 

6. Other destinations included regional shopping such as Suburban Square, King of Prussia 
and downtown Philadelphia. One map noted New Jersey and New York city. 

7. Local institution campuses were noted as leisure amenities, valued for open space, 
recreation, walking and tennis but the questionnaires also noted that these same institutions 
were viewed as expansion threats. 

>Note that if institutions are considered part of the quality of life for a community 
then they have to remain vital and be able to change and grow in response to 
their peer groups or they will become less competitive and decline. 

Summary: What we learned from the maps: 

1. Lancaster Avenue (and to a lesser extent Montgomery Avenue) organizes life; 

2. People live regionally by car: east to Ardmore, west to Wayne & King of Prussia; 

3. Institution campuses are leisure amenities, valued for open space recreation, 
walking, tennis while viewed as expansion threats; 

4. Food shopping most common destination: Acme, Food Source, Whole Foods, 
farmers markets, liquor store; 

5. Bryn Mawr common destinations: BMFI, post office, bank, library, Suburban 
Hardware.  Shops of business owners group did not show up on maps. 

Process: Bryn Mawr’s Audiences 

To understand a place it is important to understand its present audience and the audience 
that it wants to attract as it evolves. While demographic information may provide 
quantifiable information, how a place works to support desirable lifestyles or detracts 
from them and, how a place is perceived by insiders as well as outsiders are equally 
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important to building knowledge about an area. There are a lot of different groups that 
make up a community. Sometimes they are defined by the institution they are part of such 
as Bryn Mawr of Baldwin or where live or work or by interests they share. This is a 
perception, not necessarily fact. 

Participants answered a series of questions. The first group of questions revealed how 
they perceived the audience types that Bryn Mawr attracts. These were very generally 
described as: 

>Students 

>Middle-aged, educated, wealthy professionals 

>Main Liners 

>Locals 

>Shoppers 

>Civic institution-goers 

While the groups noted are all part of Bryn Mawr’s demographics the descriptions were 
more stereotypical and not nuanced. By contrast, see the way the business owners 
described Bryn Mawr’s audiences. 

Process: Bryn Mawr’s Strengths/Weakness/Threats/Opportunities 

Places can be seen from the inside with informed, nuanced understanding or from the 
outside with broad-stroked clarity that highlights the obvious. Key strengths and 
weaknesses, opportunities and threats were grouped into broad categories that describe 
the perceptions about Bryn Mawr noted by workshop participants. 

>More weaknesses were noted than strengths. 

The categories are described separately: weaknesses on the left; strengths on the right. 
The comments are excerpted from the questionnaires. 

Qualities of Place: Perceived Strengths 
Walkability/Transit/Convenience: 67% 

Walkable, walkability, wonderful places to walk and bike 
Trains, easy commute, R-5 going east & west, transportation, easy access to train 
& Philadelphia, good location 
Convenience to Center City via car & train 

 
Good Environment: 67% 

Small Scale, easy access to stores, banks, restaurants, easy access to particular 
types of shopping 
Residential town center, quiet residential neighborhoods 
Density, density of population 
Size, little village feel, residential village, low-rise, small town feeling, centralized 
commercial district, shopping area in walking distance, central location of post 
office, library, banks, Septa 
Beautiful community (trees & housing), homes, residential areas 
Closeness/proximity 
Mixed use 
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History 
Convenience 
Mixture of architecture 
Major trees 
Sidewalks, gazebo 
Great township services 
Great school district 

 
Qualities of Place: Perceived Weaknesses 
Traffic/Roads: 33% 

Major Highway through town 
Traffic Volume 
Noise 
Route 30 is much too narrow  
Too much pavement; not enough green 
Traffic 
Busy traffic on Lancaster Avenue 
Finite/condensed road network 
Too many cars 
Crowded streets: poor road condition 
Too much car traffic 

 
Lack of Parking: 30% 

Parking in shopping area 
Insufficient parking for shop owners 
Parking 
Not enough off-street parking 
Lack of parking closer to shops 
Not enough parking to attract shoppers 
Perceived lack of cohesive planning structure for traffic & parking 
Too much traffic flow 
Lack of parking spaces 
Not adequate parking 

 
Poor Streetscapes: 19% 

Lack of cohesive streetscape identity 
Lack of sidewalks in areas to walk safely 
Lack of building maintenance by building owners 
Poor walking design 
Absence of sidewalks 
Narrow sidewalks 

 
Poor Infrastructure: 7% 

Drainage, Sewage 
Water run-off at intersections 
Dirty, clogged gutters 
Poor storm water design 
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Commercial Amenities/Development: Institutions:  Perceived Strengths 
Good Retail: 19% 

Little family-owned businesses, good services, some interesting & unique shops, 
great specialty shops, good restaurants, variety of stores & restaurants, unique 
retail mix: major fashion, violin maker, rare books, historic paint conservator  

 
Commercial Amenities/Development: Perceived Weaknesses 
Lack of Retail: 22% 

Need more retail 
Need more office development 
Need more restaurants (often go to Philadelphia to eat) 
Not enough magnets & anchors like Bryn Mawr Film Institute 
Needs more big stores to attract shoppers (this will help small business) 
Needs more restaurants (please look into Panera) 
Small & limited grocery stores 
Too much of potential first floor retail is banks, offices, medical facilities, nail 
salons 
Not enough stores and area devoted to retail goods and services 
Lack of music venue (The Point) 

 
Under-development: 11% 

Underutilized center of town (Lot 7, please!) 
Not enough space for needs of various institutions 
Existing structures do not fit market demand 

 
Over-development: 7% 

Too many Strip Centers 
Too much overbuilding changing community character  

 
Lack of Employment: 4% 

Not enough places to get decent job that goes with educational background 
 
Institutions: Perceived Strengths 
Strengths 
Cultural Destinations:  30% 

Community Film Institute, Library, Bryn Mawr College, Bryn Mawr Presbyterian 
Church, Bryn Mawr Redeemer Church 

 
Institutions 30% 

Colleges, many educational institutions, good colleges, Shipley & Baldwin, great 
school district, Bryn Mawr Hospital (good doctors), 
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Institutions: Perceived Weaknesses 
Hospital Growth:  4% 

Overbearing sense of importance of Bryn Mawr Hospital in entire scheme of things 
(without town where is hospital?) 

 
Residents: Perceived Strengths 
Residents: 33% 

Affluent Community 
Intelligent neighbors 
Safe community 
People in the community, interesting people, diversity in ages, lifestyles (many 
students) 

 
Residents: Perceived Weaknesses 
Lack of affordable housing:  15% 

Lack of affordable housing 
High real estate values--lack of affordable housing 
South of tracks not quite living in a neighborhood; feels like place where Suburban 
Water could just take over 

 
Residents:  11% 

Too many college students 
Weak business association: limited membership, limited funds 
Shop owners lack time & interest in total community concept (only interested in 
10am-5 pm) 
Absentee landlords 

 
Economic Conditions:  11% 

High Cost structure 
Insufficient investment financially and personally 
Real estate taxes rising too rapidly as result of new high school building project 

 
Like the strengths and weaknesses categories, there were more threats noted than 
opportunities. The categories are described separately: threats on the left; opportunities 
on the right. The comments are excerpted from the questionnaires. 

Commercial Amenities/Development: Institutions:  Perceived Opportunities 
Improve Commercial: more/better stores & restaurants:  41% 

Excellent commercial opportunities 
Keep businesses healthy 
Small Business friendly 
Retail 
Better restaurants & shops 
Increased retail/commercial 
Shops 
Movie theater 
Can own a business in a well-known town 
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Improve range of businesses/services 
Attract new stores & shops especially with larger variety of merchandise for young 
adult & teen shopping 
Benefit of Lancaster Avenue traffic passing by stores 
Make shopping area more attractive with awnings & greenery & large flower 
pots 
Fill every vacant store 
Do a better job of marketing the business opportunities 
Plan more event days & activities 

 
Improve Culture: live music & entertainment:  19% 

Cultural, movies, art, theater, entertainment, fashion 
Good eating, film institute, library, hospital/doctor offices, First Fridays 
Live music & entertainment 
Outdoor entertainment 
Bryn Mawr twilight concerts 
Bring back The Point 
Health care, education, entertainment 

 
Develop Lot 7, Verizon lot, station, village: 15% 

Parking Lot 7 & whole area around: old village style; green space & plantings 
Parking Lot 7 
Corner of Bryn Mawr & Lancaster Avenue 
Better ways to use Lot 7 
Train station 
Development of village 
Verizon Lot development 

 
Improve offices/services: 7% 

Office development 
Hospital growth 
To become more developed as a center for services 

 
Commercial Amenities/Development: Institutions:  Perceived Threats 
Development as threat :  22% 

More development 
Overdevelopment 
More development & buildings especially if oversized structures 
Overdevelopment of business district encroaching on residential areas 
Imprudent re-zoning that does not adequately protect neighborhoods 
Overdevelopment 
More commercialization 
Becoming too commercial 
Commercial/Retail 
Too dense, too high 
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Institutional expansion:  22% 
Institutional expansion to detriment of residential communities 
Too much development by private schools and colleges overtaking neighborhoods 
Take over by hospital 
Overdevelopment of hospital 
Construction expansion of hospital 
Large operators (Water Company) will move in and destroy the character and 
traffic patterns making it impossible to get around 

 
Lack of development as threat:  11% 

Empty stores depressing 
Lack of mixed-use development 
Lack of retail 
Lack of businesses 
Business are moving out 
Lots of empty shops 
Lack of hotel for nearby colleges & schools 
Threat of remaining stagnant 
Needs growth to attract new vibrant businesses with aggressive forward thinking 
ownership 

 
Lack of Vision:  11% 

Philadelphia’s poor management 
Lack of vision 
Infatuation with grand, very large scale, massive projects 
Aging infrastructure 

 
Qualities of Place: Perceived Opportunities 
Walkability/Transit Access:  11% 

Walkability 
Parking signage 
Easy access to train 

 
Good Environment Assets: 11% 

To develop as a village in a residential context 
Sensitive revitalization 
Increase village look 
Not much opportunity because town is not very large 

 
Misc. Improvements: 11% 

Pocket parks  
Historic district 
Green Building 
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Qualities of Place: Perceived Threats 
Loss of Identity:  26% 

Itself 
Becoming too fashionable 
Loss of identity (Bryn Mawr is not Princeton Junction) 
Overspecialization: catering only to high-end interests 
Loss of community cohesion 
Not building from the strengths that exist 
Modern-looking structure invading old Bryn Mawr 

 
Threats from traffic/roads: 26% 

More traffic 
Route 30 
Traffic from hospital building & expansion 
Narrow sidewalks next to Route 30 
No speed controls on Lancaster Avenue 
Increased vehicular traffic 

 
Threats from lack of open space:  15% 

Not enough green 
Lack of open space 
Overdevelopment of remaining open space 
More impervious surface 

 
Residents: Perceived Opportunities 
Improve Residential realm:  15% 

Live/work units 
Home ownership 
Rental apartments 
Workforce housing 
Reach out to variety of residential groups 

 
Residents: Perceived Threats 
Threats from Resident Mix:  19% 

Cultural & economic diversity is disappearing 
Ethnic cleansing (may be forced to move) 
Lock of families 
Unruly students 
Too many college students 

 
Lack of Affordable Housing:  15% 

No affordable housing 
Loss of low income housing 
Lack of affordable housing 
Lack of rental and student housing 
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Economic Conditions:  7% 
Rising taxes from high school construction 
Lack of sources of employment 
Lack of building ownership by store owners 

 
The final set of questions tried to distill a direction for Bryn Mawr in a succinct, single 
statement of individual imagination about what changes might be desirable, what 
different audiences these changes might attract, how these changes might affect how Bryn 
is perceived and what Bryn might become. 

>Desire to have a vibrant community with increased amenities: retail and 
restaurants, was far greater than those who fear change. 

 

Business-Owners Workshop April 23, 2007 

Participation 

There were eighteen business-owners workshop participants. Two primary groups were 
represented: retail businesses and real estate businesses. While the information gathered 
represents the opinions of those participating it would fair to say that this represents 
primarily businesses in the 800 block of Lancaster Avenue but unfair to say this represents 
all of Bryn Mawr businesses. Restaurants and stores in newer retail forms such as strip 
centers were not represented. 

Process: Bryn Mawr’s Audiences 

For retail businesses it is important to know the audiences attract (or that they want to 
attract) and then to assess how the present environment supports or detracts from this. 
Knowledge of the present audiences and the audiences that are desired can be important 
in framing how Bryn Mawr will evolve. The Civic Association described Bryn Mawr 
audiences as a perception, not necessarily fact. The business owners however have more 
specific knowledge of their actual customers and are based on actual experiences. Their 
answers reflected this in rich detail. 

The audiences were very generally described in similar categories to the Civic Association 
but the emphasis here is on the affluence and education of their customers and nuanced 
descriptions of their lifestyles. These descriptions are coincident with the demographic 
data of the Bryn Mawr area.  

From the discussion and questionnaires we learned that there are two primary categories 
of audience groups: 

>Bryn Mawr’s affluent educated households 

>College students & parents 

Two primary groups comprise the Bryn Mawr households: 

>Older, traditional Main Liners; 

>Younger (& older) Fashion-Forward Main Liners 
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These groups reflect the longstanding stores on Lancaster Avenue and the new stores that 
are locating there. To a lesser extent the other groups are “Culture–Oriented” and 
“Children with their Parent’s Resources.” 

Communities are complex mixes of multiple identity groups. We know that there are other 
groups in Bryn Mawr but they haven’t been identified and haven’t participated in the 
workshops. 

Process: Bryn Mawr’s Strengths/Weakness/Threats/Opportunities 

Looking at the Strengths/Weakness/Threats/Opportunities identified by the workshop, it 
was clear that the retail business owners had a different view than the real estate 
businesses. Their responses have been separated in the charts. Again, like the Civic 
Association, more weaknesses were noted than strengths. 

Business Owners Issues: Perceived Strengths 
Prestigious Name -- Business: 45%; Real Estate: 29% 

Name recognition 
Reputation 
Bryn Mawr’s history & Lancaster Avenue 
History 
Stability 
Prestigious name 
Strong traditional identity 

 
Location – Business: 36%; Real Estate: 57% 

Location:  
Location 
Great location 
Centrally located 
Resources/mix of services/housing 
Proximity to excellent neighborhoods/schools 
 

High income – Business: 36%; Real Estate: 29% 
The money power of local residents 
Broad range of customers 
Social economic status of residents 
High end specialty shops 
Income of residents 
Solid demographics 
 

Business Owners Issues:  Perceived Weaknesses 
Parking -- Business: 55%; Real Estate: 57% 

Parking 
Parking 
Parking 
Parking 
Parking, parking 
Parking meters & Meter Maids 
Inconvenient parking 
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Parking is a challenge 
Parking 
Parking 
 

Lancaster Avenue -- Business: 45%; Real Estate: 29% 
Lancaster Avenue 
4 lane highway running through 
High traffic speed on Route 30 
Bridge out at Merion Avenue 
Safety of pedestrians 
Overly linear town center up & down Lancaster Avenue 
No sense of place. Lancaster Avenue ruins the ambience/atmosphere 
Narrowness of Lancaster Avenue 
 

Attitude -- Business: 45%; Real Estate: 43% 
The ability to make the change from conservative to fashion 
No vibrant image 
Rundown 
Lack of creativity of shop owners 
Lack of progressive attitude 
Lack of planning--- current codes encourage suburban sprawl 
Currently no organization 
 

Vacancies, Low Foot Traffic -- Business: 45% 
Low pedestrian traffic 
Lack of open businesses 
Stores closing early 
Signage 

 
Property Owners-- Real Estate: 29% 

Too many property owners  
Property owners expect too much rental income 

 
Verizon Building/BMHs-- Real Estate: 29% 

Verizon Building 
Overwhelming presence of Bryn Mawr Hospital 

 
Business Owners Issues:  Perceived Threats 
Conservative Attitude-- Business: 36%; Real Estate: 57% 

Too conservative 
Old-fashioned + unfriendly 
People who don’t want change 
Doing nothing 
Complacency with the status quo and resistance to change 

 
Parking-- Business: 33%; Real Estate: 57% 

Loss of business due to parking 
Traffic 
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Traffic 
Lack of parking 
Inability to make left turns from Lancaster Avenue 
Traffic on Lancaster Avenue 
Mall shoppers having ample parking & safety 
Lack of real crossroads/4 corners 

 
NIMBYs-- Real Estate: 29% 

Bryn Mawr Hospital 
Civic Association 
NIMBY-ism 

 
Zoning-- Business: 18%; Real Estate: 29% 

Loss of business due to zoning 
Zoning 
Lack of unity within town 
Very difficult / expensive to develop land: cost/time prohibitive 
Continued decline… 

 
Retail Mix-- Business: 18% 

Other neighboring towns 
Not attracting correct retail mix 
Stores closing 
Degradation of retail to cosmetics: nails 

 
Business Owners Issues:  Perceived Opportunities 
New Development—Business: 55%; Real Estate: 71% 

Rejuvenation 
Planned commercial development 
Development 
Development 
To build a retail strip  
Culture & restaurants 
Increased focus of township 
Better growth & tax base 
Bring community together for good of all business in the area 
Tremendous growth 
Central to Main Line 
A market for high-end luxury condominiums for empty nesters 
Lot 7 
Verizon lot 
Develop parking lot with retail and residential. Verizon lot. 
Establish Bryn Mawr Avenue from RR to hospital as new retail (a la North Avenue 
in Wayne) 
Ability to update itself as opposed to starting over 
With a facelift, infrastructure improvement and creation of destination, Bryn Mawr 
can be great. 
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Institutions—Business: 33% 
Hospital growth 
Film Institute 
College 
Great old buildings 

 
Process: Bryn Mawr’s Detractions/Solutions 
All businesses operate within a peer group that they compete with for customers and who 
represent potential sale losses. The environment of a store’s location can contribute to or 
detract from a store’s competitive edge. Responses to these questions identified two main 
categories that detract from a healthy retail environment: 

>“Parking, traffic, streetscapes” 
>“Dead town, rundown image, poor retail mix, no foot traffic, lack of top national 
brands, inconvenient to visit” 

Business owners made suggestions about how the problems could be solved: 
> “Solve parking, traffic, streetscapes” 
>“Attract high-end, creative, upscale retail & restaurants. Attract hotel, new 
commercial mix. Promote higher density, better zoning, apartments above stores, 
retail perpendicular to Lancaster” 

 
How Bryn Mawr detracts 
Parking, Traffic, Streetscapes—Business:  18%; Real Estate: 29% 

Parking deficiency 
Parking problems 
Pedestrian safety 
Perception that Bryn Mawr can be a very inconvenient place to shop. Hard to do 
an easy “in & out” 

 
What Bryn Mawr can do 
Solve the Parking, Traffic, Streetscape Problems-- Business: 36%; Real Estate: 100% 

Parking 
Longer timed meters 
Free parking days 
Create traffic calming techniques along Lancaster Avenue 
Create many small parking lots spread throughout town 
Slow traffic flow 
Increase municipal parking in central location 
Improve streetscapes 
Pedestrian friendly 
Sidewalk improvements 
Primary: increase store traffic 
Accessible but tasteful parking 
Green space 
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How Bryn Mawr detracts 
Dead town, Rundown Image – Business: 64%; Real Estate: 43% 

The town is dead. A nicer way of putting that is a lack of foot traffic. 
Need to be modernized, rejuvenated & visually enhanced 
Closed stores after 6 pm 
Empty stores 
Ugly signage  
Not enough other creativity 
Bryn Mawr doesn’t look like a top 100 Household income zip code 
Lack of really top flight/national retails 
 

What Bryn Mawr can do 
Focused Development—Business:  73%; Real Estate: 86% 

Create an overlay district for the main downtown area 
Create BID 
Promote higher density projects with larger residential components 
Hotel 
Facelift to retail corridor 
One solid block of retail perpendicular to Lancaster Avenue 
Encourage apartments above Lancaster Avenue storefronts 
No side yard setbacks, eliminate curb cuts, push storefronts up to sidewalk, move 
parking to rear 
Enhance visually 
New commercial (planned) development that is interesting, tasteful & draws 
residents, buyers 
More creative shops & restaurants 
More high-end neighbors 
Retail Mix that attracts new & different customers 
I think of the main drag in Georgetown as a good example of what Bryn Mawr 
could be: great store, hotels….very vibrant 
More upscale women’s stores & services 
More restaurants & culture (like BMFI) 
Hotel & mixed use on Lot 7 
Redo Bryn Mawr Avenue south of Lancaster 
Zoning needs to work with tenants to keep the old properties special·not turn 
them into boring vanilla boxes  

 
What we learned: 
Residents and Business Owners both want: 

1. A better walking environment on Lancaster Avenue; 
2. Calmed traffic on Lancaster Avenue; 
3. Improved and more retail & restaurants to augment the existing specialty 

shops and cultural destinations. 
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CivicVisions 
 TRID Planning Workshops 

April 2007 
 

Business Workshop participants fear: 
Lack of action on key issues---poor retail mix, difficult parking & low foot traffic---will 
destroy their market.  
Some Civic Association Workshop participants fear: 
The potential of development to change their lifestyle. 
 
What we understand: 
Make Bryn Mawr a destination that is:  

>pleasurable and inviting to walk around; 
>convenient to drive into and to park. 

Make Bryn Mawr a destination that holds enough stores, restaurants, cultural outlets, etc. 
within that: 

>it is worth the time to take the train or drive to spend time in Bryn Mawr. 
Make arrival in Bryn Mawr obvious so that: 

>visitors are comfortable enough to park the car and walk around. 
 
TRID offers economic tools to: 

1. Improve infrastructure: streetscapes, traffic, signage; 
2. Focus development in central train station location; 
3. Increase and improve retail mix; 
4. Provide convenient & ample parking; 
5. Negotiate with PennDOT on Lancaster Avenue issues. 
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Bryn Mawr Master Plan / TRID

Z O N I N G   W O R K S H O P

C  I  V  I  C  V  I  S  I  O  N  SE  R  A

26 April 2007



C  I  V  I  C  V  I  S  I  O  N  SE  R  A

S C H E D U L E

• January 2007 Ad Hoc Committee:  Introduction of TRID

• February Ad Hoc Committee:  Boundary Rationale

• March Ad Hoc Committee:  Zoning Concept

• April Workshops with Civic Association and Business Owners

• April 26 Ad Hoc Committee:  Zoning Workshop

• May 17 Ad Hoc Committee:  Value Capture 

• May 21 Civic Association: Workshop results and TRID

• May 22 Business Association:  Workshop results and TRID

• June Ad Hoc Committee:  Zoning workshop update

• June Public Meeting:  TRID and Zoning

• Fall 2007 Board of Commissioners/Public Meeting:  TRID



C  I  V  I  C  V  I  S  I  O  N  SE  R  A

I M P L E M E N T A T I O N

Why are we here

• Lack of critical mass and mix of retail

• Vacant lots

• Lack of investment in existing commercial buildings

• Strip development character in places

• Challenging real estate economics

• Uneven streetscape character

• Poor distribution and duration of parking

• Traffic speed, congestion, and pedestrian conflicts



C  I  V  I  C  V  I  S  I  O  N  SE  R  A

I M P L E M E N T A T I O N

Master Plan Implementation

• Restaurant zoning adjustments 

• Retail strategy

• Retail coordinator

• Traffic improvement (traffic study)

• Public improvements (TRID funding strategy)

• Retail management (BID proposal)

• Infill development (zoning concept)

• Ludington Library expansion proposal



















C  I  V  I  C  V  I  S  I  O  N  SE  R  AZ O N I N G   W O R K S H O P   J U N E   0 7 

Criteria for Successful TRID Agreement

1. No eminent domain

2. Ad Hoc Committee support

3. No single purpose residential neighborhoods within boundary

4. Money generated must be worth new financial structure

5. Ability to finance projects the Village wants and needs:  train 
station improvements, parking decks, streetscape

6. Satisfactory definition of "transportation purpose"

7. Town definition of SEPTA-related benefits within the district (eg. 
train station improvements)

8. Ability to change Lot 7



C  I  V  I  C  V  I  S  I  O  N  SE  R  AZ O N I N G   W O R K S H O P   J U N E   0 7 

Criteria for Successful Village Zoning

1. Maintain village character

2. Traffic impacts addressed

3. Density added only in appropriate places (i.e. around station)

4. Ad Hoc Committee support














