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The Destination Tulsa2025 process of 
research, stakeholder engagement and 
workshops was designed to identify and 
define a competitive identity that can unite 
efforts to market the region to attract more 
talent, tourism and investment to Tulsa.

A competitive identity is a positioning 
strategy developed by identifying the 
intrinsic strengths and differentiating 
characteristics of a community, city or 
region. Stakeholder interviews, focus groups, 
surveys and research informed a series of 
workshops focusing on Tulsa as a place to 
live, work and visit during which participants 
identified a wide variety of opportunities and 
challenges for Tulsa. This process uncovered 
common threads from all three workshops 
and identified six key characteristics 
that shape Tulsa’s competitive identity: 
Entrepreneurial, Creative, Vibrant, Active, 
Family-Friendly and Historic.

Ideas and opportunities to reinforce and 
develop these characteristics were generated 
in the workshops and are presented in the 
recommendations that follow. They are 
based on input from participants in the three 
workshops and seek to differentiate the Tulsa 
region by enhancing certain characteristics 
of the region and enriching some of its 
experiences in order to make it more 
appealing to visitors, talent and investment.

Lastly, a positioning statement is presented 
that could be used in a coordinated 
marketing campaign to promote the region 
in the years to come.

Introduction
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Historically, the wealth of cities and 
nations has been determined primarily 
by geographic factors – climate, access 
to resources, ports and proximity to 
other centers and points of trade. But as 
developed economies have shifted from a 
manufacturing orientation to services and 
technology, it is increasingly quality of place 
that determines where talent, capital and 
tourism flows.

Developing a strong identity and 
positioning for a city that communicates 
its differentiating characteristics and 
competitive advantages is key to attracting 
that talent, capital and tourism.

While the central business district plays a 
critical role in shaping the perception of a 
city, it is the collection of activities, people, 
institutions, businesses and experiences in a 
metropolitan region that defines the overall 
positioning and perception of a city.

It is in this sense and in this regard that 
Destination Tulsa is defined as a “place” that 
doesn’t easily correspond to neatly drawn 
lines on a map, separating one municipality 
from another. Instead, Destination Tulsa is a 
collection of communities, neighborhoods and 
people who share a collective desire to grow 
Tulsa’s regional prosperity and well-being.

As such, the research, analysis, 
recommendations and identity that follow 
are focused on Destination Tulsa, which 
represents the City and County of Tulsa, 
as well as key communities in northeast 
Oklahoma located within the 11-county area 
surrounding Tulsa.

Destination Tulsa
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For centuries, the luck of the geographic 
draw attracted capital and investment, 
created jobs and generated economic 
growth and prosperity. But as developed 
economies have shifted rapidly from a 
manufacturing orientation to services and 
technology in the latter half of the 20th 
century, geographic factors have become 
less important in determining the economic 
success of cities, states and countries. Today, 
it is increasingly perceived quality of place 
that determines where talent, capital and 
tourism flows.

But what is it that attracts people to 
one place versus another? Research by 
Resonance Consultancy and others has 
shown that in addition to employment 
and housing affordability, what attracts 
companies and people to places is 
increasingly aligned with the very same 
factors that make places attractive to visit. 
Among them: the quality of the natural 
environment, parks and open spaces; the 
diversity of people; the variety of restaurants 
and nightlife; and the quality of arts and 
culture. These assets, and many others, 
shape the perception and identity of places 
in the minds of people as they consider and 
evaluate places to live, visit or invest.

Destination Development Planning is about 
taking a strategic, rather than organic, 
approach to defining an overarching vision 
and competitive positioning for a city or 
destination in order to attract specific types 
of talent, tourism and capital investment to 
their community.

Resonance Consultancy has developed 
a unique approach and methodology to 
benchmarking cities on a qualitative basis to 
help them understand their key competitive 
advantages – and weaknesses – in order 
to create market moving positioning 
strategies that inform the planning, product 
development, programming, policy and 
promotion of a city or destination. Defining 
the competitive identity of a city such as 
Tulsa should also be informed by a thorough 
analysis of the fundamental and underlying 
economic drivers of the region in order to 
also define an innovative niche economic 
development strategy that is aligned /
complements this positioning strategy. 
Furthermore, the competitive identity and 
economic development strategy for the 
region should help inform and guide an 
overarching vision for urban design in the 
city with specific conceptual placemaking 
initiatives identified that support the 
development of the community’s competitive 
identity and its economic development 
strategy moving forward. By creating this 
common vision and positioning that informs 
the marketing, planning and economic 
development of the destination, a city can 
maximize its investments and opportunities to 
realize its full potential, thereby enhancing the 
prosperity and well-being of its community.

Destination Development Planning 
and Competitive Identity
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This project was a unique opportunity 
to bring together the development of 
Tulsa’s competitive identity, economic 
development strategy and urban planning in 
order to create a series of interrelated and 
interdependent strategic recommendations 
that define:

1. Tulsa’s unique essence, community DNA 
and competitive identity

2. A business strategy for achieving 
leadership that drives economic impact

3. A vision for how Tulsa should shape and 
plan its physical / geographical assets to 
create a stronger sense of place

In order to create these deliverables, 
Resonance Consultancy undertook a multi-
stage process made up of:

Research & Analysis

a) Secondary Research

Survey of publicly available secondary research 
to identify and categorize the universe of 
opportunities and issues that are impacting 
Tulsa now or could do so in the future.

b) Stakeholder Engagement

Strategic leadership consultation to enlist city 
leaders and stakeholders into the discussion 
about destination strengths, weaknesses, 
opportunities and threats. More than 500 
people contributed to one-on-one or group 
interviews and focus group discussions.

c) Community Engagement

To understand the aspirations of the local 
community with respect to how Tulsa is 
perceived and positioned as a destination to 
live, work and play Resonance developed an 
online survey to identify and gauge residents, 
visitors and stakeholders perceptions on a 
variety of key characteristics with respect to 
livability, culture, economy and sense of place.

d) Competitive Analysis

In order to understand the competitive 
context within which the Tulsa region’s 
identity and business strategy is developed, 
Resonance investigated similar jurisdictions 
which were seen as competing destinations 
in the eyes of potential residents, businesses 
and visitors. In this case, Resonance utilized 
its proprietary Place Equity Index® database 
of 125 U.S. cities that monitors and analyzes 
core statistics and social media reviews and 
ratings of city attractions and experiences 
that most commonly influence the perception 
and identity of a city or destination.

e)  Economic Development Ecosystem 
Assessment

Industry Cluster Analysis: Resonance 
conducted a time-series industry cluster 
analysis that summarized Tulsa’s industry 
clusters (strengths, emerging, and retracting).

The Process
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Human Capital and Occupational Cluster 
Evaluation: Resonance formulated a time-
series study of Tulsa’s talent pools paired 
with an industry evaluation to provide an 
assessment of Tulsa’s skills to determine 
business development strategies that are 
consistent with the area’s human capital pools.

f) Urban Planning Review

Resonance collected and reviewed current 
official community plans, studies and 
research to understand and document key 
constraints, issues and opportunities with 
respect to land use, zoning, transportation 
and placemaking.

Situational Analysis
Upon completion of the Research, 
Stakeholder Engagement, Community 
Engagement, Competitive Analysis, 
Economic Development Ecosystem 
Assessment and Urban Planning Review, 
Resonance prepared three Situational 
Analysis reports that analyzed Tulsa as a 
place to live, a place to work and a place to 
visit. The Situational Analysis reports were 
an important milestone in the process that 
provided a snapshot of “where we are today” 
with insights collected from stakeholders 
with respect to motivating characteristics 
and differentiators of the region and insights 
developed through the research that could 
shape the competitive identity, business 
strategy and placemaking for the city.

The Situational Analysis reports documented, 
discussed and summarized, a customized list 
of issues and opportunities for marketing, 
economic development and planning 
in Tulsa, key assets and characteristics, 
stakeholder aspirations and potential 
positioning opportunities for the community 
versus its competitive set. Highlights from 
the three Situational Analysis reports follow 
in the next section of this Final Report.

Opportunities Analysis
Over a two month period, Resonance led 
a series of three community visioning and 
strategy workshops factoring in the research 
and expert facilitation to help stakeholders 
create rich, detailed visions of what the 
future could be like for Destination Tulsa.

This process put Destination Tulsa under a 
strategic microscope, utilizing the research, 
competitive benchmarking and economic 
analysis to conduct a SWOT analysis with 
stakeholders to identify where the Tulsa 
region is competitive, where it’s deficient 
and identify opportunities to differentiate 
the region from that of its competitors. 
The workshops then identified ideas and 
opportunities as to how that positioning can 
inform the city’s economic development and 
placemaking strategy.

The Process (cont’d)
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The Place to Visit workshop was led by 
Resonance Consultancy President, Chris 
Fair and Executive Vice President, Richard 
Cutting-Miller

The Place to Work workshop was led 
by Steven Pedigo, Director of the NYU 
School of Professional Studies Initiative 
for Creativity and Innovation in Cities and 
a clinical assistant professor for economic 
development at the NYU School of 
Professional Studies.

The Place to Live workshop was led by Brent 
Toderian who has successfully led city, town, 
and community-scaled planning + design 
exercises for cities in the United States, 
Canada, Europe, Australia, New Zealand, 
South America and Asia.

Results from the three visioning and strategy 
workshops follow in the next section of this 
Final Report.

Recommendations 
& Review
Following the workshops, Resonance 
prepared and hosted an Open House 
presentation, that summarized the input 
and ideas collected in the workshops, 
coupled with its emergent findings and 
recommendations with respect to:

• Consensus summary of key strengths, 
weaknesses, opportunities and threats 
concerning Tulsa’s community identity, 
economic prosperity and sense of place 
in the decade ahead.

• Prospective ideas and positioning 
strategies to express Tulsa’s community 
DNA and competitive identity.

• Potential innovative niche economic and 
business development strategies for 
consideration.

• Possible urban design and placemaking 
initiatives and concepts to help develop 
and foster a unique and compelling sense 
of place

This presentation was also distributed to key 
stakeholders in an electronic PDF document.

The Open House and PDF document were 
used in conjunction with an online survey 
to answer questions and collect input 
with respect to preferences and priorities. 
These results have been used to inform and 
generate this Final Report.

The Process (cont’d)
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Research & Analysis
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The Destination Tulsa - A Place to Visit 
Situational Analysis document set forth 
Resonance Consultancy’s summary of travel 
and tourism related issues and opportunities 
for Tulsa to be explored, discussed, debated 
and prioritized in the development of a 
Destination Development Strategy.

This phase of the Destination Development 
Strategy gave the project team an 
opportunity to review and understand the 
history, current results, future plans and target 
market of Tulsa tourism within the context of 
the broader economy, economic development 
and quality of life, and to embark on a 
detailed examination of its characteristics, 
visitors, profile and market prospects.

This Situational Analysis was the first step 
in the effort. To produce it, we interviewed 
some 100+ destination stakeholders to 
understand their issues and opportunities; 
surveyed 800+ visitors to understand their 
perspective on Tulsa as a place to visit and 
how it compares to the competitive set; 
and dove-deep into all types of secondary 
research. From there, we developed a 
SWOT Analysis (Strengths, Weaknesses, 
Opportunities and Threats) that were 
considered in a community workshop 
prioritization exercise.

Specifically, as the first deliverable of this 
Destination Development Strategy, this 
Situational Analysis included:

• A review of national and international 
consumer and tourism trends research 
and the implications of these trends 
for Tulsa;

• A review of the Tulsa market, visitor and 
economic research to discern historical 
and future trends;

• Identification of situational issues that 
may be inhibiting tourism development 
and identifying potential growth 
opportunities;

• A product assessment, or supply-
side analysis, of existing tourism 
infrastructure, product and services in 
Tulsa and comparison of the same with 
Tulsa’s competitive set to identify gaps 
and opportunities on the destination 
asset side; and

• Stakeholder input about destination 
strengths, weaknesses, opportunities 
and threats.

1. Destination Tulsa - A Place to Visit
Situational Analysis
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Although there were a large number of 
Strengths, Weakness, Opportunities and 
Threats listed in the stakeholder SWOT 
Analysis, the following conclusions from 
this Situational Analysis are singled out for 
special attention and focus as a result of the 
research conducted to date. 

Family Attractions and Experiences

One of Tulsa’s market segment strengths is 
the Family-oriented Frugals, while one of its 
weaknesses as a destination is in the number 
and variety of family- oriented attractions 
and amusements, with the exception of the 
Tulsa Zoo and the Oklahoma Aquarium.

Generation Next

The Millennial visitor market (ages 18 to 
33) is the next big opportunity for many 
destinations, including Tulsa. In general, 
Millennials are active visitors and tend to 
engage with their destinations in a more 
vigorous way, which has a number of 
implications for existing and future tourism 
product development in Tulsa.

Riverfront Development

The Arkansas River connects towns and 
neighborhoods as it flows through Tulsa, 
and future plans for the Gathering Place 
have highlighted what a vibrant, active, 
connected, and programmed riverfront can 
do for tourism development and resident 
quality of life.

Active Adventurers

In the competitive assessment, Tulsa’s nature 
and parks ranked as a real competitive 
advantage. Plus, Tulsa’s current market 
segmentation shows signs of strength in the 
Active Adventurers category, which has a 
great interest in engaging with nature and 
participating in outdoor sports. They want to 
explore new things and be active.

Recreational Events

Many of the visitors surveyed for this project 
indicated that recreational events were 
particularly important criteria for visiting 
Tulsa. Events like Tulsa Tough highlight the 
real impact that these events can have for 
tourism-related businesses such as hotels, 
restaurants, shopping, etc.

Destination Tulsa - A Place to Visit
Key Research Takeaways
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Equestrian Events

Tulsa is one of the premier destinations for 
equestrian events in the USA with Expo 
Square serving as the host venue for a 
large number of regional, national and 
international equestrian events. However, 
Expo Square is limited in serving the full 
range of equestrian competitions and events 
that are held throughout the world and 
which bring major economic impact to those 
destinations that can accommodate them.

Food & Drink

Although Food & Drink rate high on the scale 
of surveyed visitors’ criteria for deciding to 
visit Tulsa, the competitive analysis shows 
that the ranking for Tulsa restaurants is 
certainly a good result for Tulsa, but not 
necessarily strong enough to identify as a 
key strength.

Art Deco and World Heritage Status

Tulsa is home to a collection of Art Deco 
architecture and design that is world class, 
yet hardly known or promoted for tourism 
development benefit.

Route 66

When international visitors to the United 
States are surveyed about the key places 
they want to visit, Route 66 is often at the 
top of their list.

Downtown Development

The geographic spread of Tulsa makes 
tourism and the visitor experience 
particularly difficult for visitors.

Destination Tulsa - A Place to Visit
Key Research Takeaways (cont’d)
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Destination Tulsa - A Place to Visit
Workshop Results

The Tulsa Destination2025 Tourism 
Workshop, held January 27, 2016, reviewed 
the Destination Tulsa - A Place to Visit 
Situational Analysis and agreed prospective 
ideas, positioning strategies and priorities 
to express Tulsa’s community DNA and 
competitive identity.

Among the key strengths and features of 
Tulsa as a place to visit, the workshop agreed 
that Tulsa’s DNA and competitive identity is 
best represented by its:

• Festivals & Events

• Art Deco Heritage and Architecture

• Parks and Outdoor Activities

• Entrepreneurial Attitude and Atmosphere

• Route 66 History and Geography

• Expo Square Facilities and Events

• Downtown Development

The workshop also agreed that Tulsa’s 
primary weaknesses and limitations as a 
place to visit include: 

• Public Transportation / Connectivity

• VisitTulsa Funding / Collaborative 
Marketing

• Major League Sports

• Arkansas River

• Major Convention Hotel
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Quality Of Place As It Relates To 
Destination Development

There are numerous aspects of economic 
development, tourism, and civic identity 
that are strongly influenced, both positively 
and negatively, by “quality of place.” In turn, 
quality of place as an umbrella concept is 
strongly influenced by the visions, policies and 
processes of city-building and place-making.

Despite this, it is relatively rare for economic 
development or tourism strategies to consider 
with any depth the many important elements 
of creating and valuing quality of place. Quality 
of place is increasingly being recognized as 
one of the single most important sources 
of civic satisfaction. As a concept, it can be 
interpreted in both specific and far-reaching 
ways relating to how we build cities.

The related term “place-making” usually relates 
to the multifaceted and multi-disciplinary 
planning, designing, building and management 
of public spaces of every type, including city 
streets. However, to ensure that our work is 
not too specifically focused on public spaces 
alone, the broader term “city-building” is also 
being used to describe larger efforts, from 
the private, public or community sectors, that 
seek to make the city more livable, healthy, 
inclusive, vibrant, sustainable and successful.

The Destination Tulsa - Place to Live Situational 
Analysis contains TODERIAN UrbanWORKS 
(TUW) and Resonance Consultancy’s 
summary of city-building and place-making 
related issues and opportunities for Tulsa, as 
an important component in the development 

of a Destination Development Strategy.

In this phase of the Destination Development 
Strategy work program, the project team 
drew from in-depth interviews with key 
figures involved in Tulsa’s land development, 
city planning, business, and community /
stakeholder advocacy sectors. Interviews 
involved dozens of stakeholders who were 
asked to speak candidly regarding issues and 
opportunities. This work also took advantage 
of existing data and information comparing 
Tulsa to similar municipalities. From these 
information sources, we developed a SWOT 
analysis (strengths, weaknesses, opportunities 
and threats) to be further considered and 
discussed during the Place to Live workshop.

Specifically, as part of the first package of 
deliverables for this destination development 
strategy, this City-building Situational 
Analysis included the following:

1. A review of national and international 
city-making and place-making trends and 
the implications of same for Tulsa;

2. Identification of situational issues related 
to city-building and place-making that 
may be inhibiting opportunities for smart 
and strategic place making activities;

3. Summary of stakeholder input from 
interview meetings regarding the 
strengths, weaknesses, opportunities and 
threats regarding city-building and place-
making; and

4. Identification and explanation of five 
“Development Opportunities” through 
which the quality of Tulsa city-building 
and place-making can be enhanced.

2. Destination Tulsa - A Place to Live
Situational Analysis
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Destination Tulsa - A Place to Live
Key Research Takeaways

Research for this section included a survey of 
nearly 800 residents from the greater Tulsa 
regional community.

Research for this section also included 
a Quality of Place Index to quantify and 
benchmark the relative quality of Tulsa to 
other places to live. The Quality of Place 
Index considered 14 indicators grouped into 
7 categories.

Residents Like Best

When asked what words describe Tulsa best, 
respondents said Friendly, Beautiful, Home, 
Family, Small Town, Growing, Community, 
Affordable and Green. Respondents 
indicated that the best things about living 
or working in Tulsa are: friendly people, 
affordable housing, good area and location, 
good place to raise a family, and family / 
friends live here.

Residents Like Least

Respondents reported that “Roads / Street 
Quality” was at the top of their LEAST  
liked list for Tulsa, followed by Public 
Education, Crime, Transportation and  
Politics / Local Government.

Quality of Place Summary

Tulsa ranks 6th in the Quality of Place Index, 
in front of regional cities including: Oklahoma 
City, Wichita, Kansas City, Dallas-Fort Worth 
and Shreveport.

Top cities for quality of place include 
Colorado Springs, Lincoln and Austin, 
while Memphis, Wichita and Indianapolis 
underperform.

Quality of Place Rankings

• Housing affordability is a competitive 
advantage for Tulsa.

• Tulsa scores in the top tier in both 
the quality of its built and natural 
environment.

• The city ranks average in safety, 
cityscape, parks and recreation.

• Tulsa scores average in walkability and 
bikability.

• Tulsa’s public transport is a major 
challenge. Tulsa is car dependent.

Finally, research for this section included 
small focus group meetings with 
stakeholders representing business, 
community, architecture, urban planning, 
land development and other related fields /
sectors regarding the strengths, weaknesses, 
opportunities and threats facing the 
processes of place-making and city-building 
in Tulsa.
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Destination Tulsa - A Place to Live
Key Research Takeaways (cont’d)

Conclusion
Based on this analysis we identified five 
key development opportunities that reflect 
authentic opportunities for change around 
quality of place.

A.  Creation of parks  
and people places

This includes more traditional “green” park 
space, but also a significantly broadened 
understanding of what is commonly referred 
to as the “public realm,” particularly in urban 
settings – plazas, squares, parklets and 
other vibrant and lively gathering places for 
diverse people.

B.  Transformation of streets as 
people places

As mobility is reconsidered to make walking, 
biking, and public transit more attractive, 
streets are also reconsidered (in both 
purpose and design) to be not simply spaces 
to move cars, but places for people to walk, 
eat, people-watch and linger.

C.  Rethinking neighborhoods  
and urban centers

In both the inner-city and suburbs, 
opportunities for well placed, strategic mixed 
use infill projects with lively commercial 
activities, are key development opportunities 
in order to support more “complete 
communities” in all contexts.

D. Connectivity within the city

As the city grows, how do opportunities 
to get around and connect with business 
opportunities, destinations, neighbors and 
friends in new ways also grow? This involves 
safe and delightful opportunities for walking, 
biking in transit as quality of life choices, 
and improving the quality of connections 
between neighborhoods and places.

E.  Programming and public 
engagement

How do we improve how our spaces 
and places are programmed, managed 
and enjoyed? How do we create a 
sense of passion and ownership in our 
neighborhoods, streets and places? How do 
we improve and expand our ongoing public 
conversation about city-making?
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Destination Tulsa - A Place to Live
Workshop Results

The Place to Live Workshop was held 
on February 19, 2016, following a public 
presentation on Smart City-Making the 
evening before. Its purpose was to review 
with stakeholders the Quality of Place 
Situational Analysis, and to prioritize the 
strengths, weaknesses opportunities and 
threats relating to city-building and place-
making at both their broadest and most 
detailed levels.

Among the key strengths and features of 
Tulsa from a quality-of-place perspective, the 
workshop participants agreed that Tulsa’s 
DNA and current competitive identity is best 
represented by:

• Recreational opportunities, abundant 
green spaces, and an active lifestyle.

• Entrepreneurship and positive business 
climate.

• Housing affordability and generally 
affordable cost-of-living.

• Entertainment, cultural programming and 
amenities, a growing arts scene, and a 
vibrant local music scene.

• Authentic architecture and art-deco 
heritage.

• Low levels of traffic congestion.

• A strong & diverse religious community.

• A friendly “small town” feel with a strong 
sense of community, combined with “big 
city amenities.”

The workshop also agreed that Tulsa’s 
primary weaknesses and limitations relating 
to quality-of-place include the following:

• Low quality public education (both real 
and perceived).

• A downtown with a low population 
density, and an absence of quality public 
spaces.

• A lack of a unique and consistent brand / 
identity for Tulsa, and a lack of awareness 
/ communication of Tulsa’s advantages.

• The absence of a unified vision across 
government bodies involved with quality 
of place.

• Limited public transportation and /
or low emission mobility options, 
poor accessibility, and general car 
dependency.

• A lack of diversity, tolerance and 
inclusivity.
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3. Destination Tulsa - A Place to Work
Situational Analysis

This Destination Tulsa - A Place to 
Work Situational Analysis examined the 
place assets of the regional community 
and outlines economic development 
opportunities for Tulsa in an increasingly 
knowledge-driven economy.

Our research has been informed by 
the significant research and economic 
development planning that has already 
been done in Tulsa to date. The City of 
Tulsa and the Tulsa Regional Chamber 
of Commerce have invested significant 
resources in these studies, including Tulsa’s 
Future, the region’s ongoing public- private 
economic development strategy. This work  
is to be commended.

“Tulsa’s Future,” an ongoing economic 
development strategy prepared for the  
Tulsa Regional Chamber, can be found at 
www.growmetrotulsa.com

Tulsa’s Future III was last updated in 2014 
by Market Street Services. Tulsa’s Future 
III creates a competitive dashboard that 
ranks Tulsa on a variety of metrics against 
nine other metro areas: Dallas, Indianapolis, 
Kansas City, Little Rock, Louisville, Oklahoma 
City, Omaha, Shreveport and Wichita. A 
series of reports compares Tulsa’s economic 
performance, workforce competitiveness, 
innovation and entrepreneurship, business 
environment, and quality of life compared to 
the other nine benchmark metros.

The goal of our research was not to recreate 
or duplicate the work already done by Market 
Street Services and others. Instead, we 
wanted to understand how Tulsa’s economy 
was performing in the Creative Age.

To do so, we used the Market Street 
study as a starting point. We then added 
three additional growing metros to 
the benchmarks used in Tulsa’s Future: 
Portland, Nashville and Austin. We updated 
the dashboard to include 50 additional 
metrics of economic development and 
competitiveness, and we developed an 
occupational analysis to truly understand 
Tulsa’s skills and capabilities.

Finally, we aggregated a number of datasets 
to analyze how well the Tulsa region and 
the benchmark metros compare on the 
four drivers of creativity: innovation, human 
capital, inclusion and quality of place.

To supplement our literature review, 
initial interviews and data collected from 
the updated benchmarking analysis, we 
conducted several focus groups with 
individuals across industries, including 
academia, technology, non-profit 
organizations, arts and culture, government 
and various other stakeholder groups. 
Focus groups were held in November and 
December of 2015.
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Destination Tulsa - A Place to Work
Key Research Takeaways

Key research takeaways from the metro 
benchmarking included:

The Numbers

• Tulsa’s population growth has been 
slower than other metros.

• Tulsa’s workforce of 444,000 represents 6.4% 
growth between 2010 and 2014, putting 
it in the middle of benchmark metros.

• While Tulsa ranks near the bottom in 
median household income ($49,255), 
it ranks 4th in terms of income growth 
(+5.9%) between 2010 and 2014.

• Tulsa’s GRP ($56bn) is smaller than many 
of its peer metros, but its GRP growth 
rate (20.2%) puts Tulsa in the middle of 
the pack.

Innovation Economy

• Many focus group members were quick 
to describe Tulsa as a productive city, but 
not one that is particularly innovative.

• Some of Tulsa’s brightest entrepreneurs 
remain hesitant to give up their six-figure 
IT jobs to pursue their ideas in earnest, 
which has created an atmosphere of part-
time innovation.

• There are only 69,000 freelancers in 
Tulsa, a number that has grown just 1.4% 
between 2009 and 2013.

• Tulsa was one of only four benchmark 
cities to experience a decline in the 
number of its business establishments 
(-0.6%).

• The city does not even rank among the top 
144 cities in the U.S. for venture capital.

Human Capital

• The slow growth of Tulsa’s knowledge 
economy can largely be attributed to 
the area’s educational attainment.

Creative Class

• For more than a century, Tulsa has been a 
place that makes things with 26.5% of the 
workforce in the Creative Class, 45.5% 
in the Service Sector and 27.9% in the 
Working Sector.

• Tulsa’s Creative Class is 7% smaller than 
the national average, but earns more than 
many of the creative workers elsewhere.

• Tulsa’s creative strengths are a reflection 
of its production-based past and its 
robust export clusters today.

The Working Sector

• The Tulsa region is one of only a handful 
of American metros that still makes and 
exports goods. Its 119,400 employees 
represent 27.9% of Tulsa’s workforce, a 
whopping 20% larger than the national 
average for a metro the size of Tulsa.
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Destination Tulsa - A Place to Work
Key Research Takeaways (cont’d)

Inclusion

• Though Tulsa has been slower than some 
of it peers in attracting foreign-born and 
immigrant populations, it still proves to 
be an inclusive place for people of all 
racial and socioeconomic backgrounds.

• In contrast to Oklahoma more generally, 
Tulsa stands out as an open, artistic 
enclave.

Quality of Place

• The cost of living in Tulsa is nearly 14% 
lower than the U.S. average, and ranks 
lowest among all benchmark cities.

• Tulsa has a very short commute time.

• As of 2013, Tulsa had 286 Arts 
and Recreation Establishments - a 
concentration that is a little less than the 
national average.

Key research takeaways from the stakeholder 
engagement included:

Tulsa is a workforce-readiness university 
town that excels in providing the skills and 
training necessary to prepare graduates 
for the jobs that industry partners deem 
in highest demand; and it does so at an 
incredibly low cost compared to the colleges 
and universities in coastal cities.

Most of the innovation in Tulsa today is 
concentrated in three core industries: 
aviation, energy and information technology. 
Outside of these industries, Tulsa’s startup 
scene lacks a critical mass. As a result, 
Tulsa has mostly part-time entrepreneurs 
and many otherwise promising startup 
companies fail to get off the ground.

Though the Tulsa metro’s creative workforce 
has grown 10% since 2010; this segment of 
knowledge workers is still 7% smaller than 
the national average.

Tulsa’s strong arts and cultural foundation 
has served as a catalyst for its growth and 
revitalization. From its many live music 
venues to the Tulsa Ballet, from art galleries 
to Art Deco architecture - there are endless 
ways for creatives to find inspiration.
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Destination Tulsa - A Place to Work
Workshop Results

Tulsa Destination2025’s last workshop, on 
the subject of A Place to Work, was held on 
March 22, 2016 at the Cyntergy AEC. The 
objective was to understand the Tulsa region’s 
economy and identify how it can better 
attract and retain a knowledge class for the 
future to become a “brain gain” community.

Steven Pedigo, director of cities and advising 
for the Creative Class Group, gave a keynote 
on the power of creative communities and 
why place matters to Tulsa. For Pedigo, 
creativity and innovation are the drivers of 
our new economy.

The Situational Analysis report for the event 
included innovation and human capital 
metrics to measure the state of the creative 
economy in the region. The study revealed 
that the Tulsa region is making steady 
economic progress relative to its peers, but 
needs to strengthen its innovation ecosystem 
and capitalize on the investments being 
made by the Tulsa Regional Chamber and 
other organizations.

During the workshop, the Tulsa region’s 
economic progress relative to its competitive 
set was discussed. Then stakeholders, 
cluster representatives and community 
leaders identified and prioritized by vote 
Tulsa’s economic assets and positioning as a 
creative city. The top choices included:

• Re-developing the downtown area,

• Embracing and supporting local artists 
and Tulsa’s “maker” culture,

• Retaining and attracting talent within the 
region,

• Improving public transit and 
infrastructure for pedestrians and bikes,

• Encouraging innovation by introducing a 
creative district / hub, and

• Re-branding Tulsa as a vibrant and 
creative city.

The group discussed Tulsa’s entrepreneurial 
identity and agreed that in contrast to 
Oklahoma as a whole, “Tulsa stands out 
as an open, artistic enclave and should be 
promoted as such as the region continues to 
shapes its creative identity.” 
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Recommendations
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Key Characteristic #1: Entrepreneurial

1. Create a Tulsa Maker + Innovation District

2. Develop a Regional Tulsa Sprout Fund

3. Promote the Tulsa Region as a Living Lab

4. Create a “Startup Tulsa” Directory

5. Develop a “Campus Tulsa” Strategy

6. Create a “Maker-in-Residence” Program

7. Support a Culinary / Restaurant 
Incubator

Key Characteristic #2: Creative

8. Develop a Creative Class Ambassador 
Program

9. Create a Tulsa College of Arts and Design

10. Create a Music Incubator / Accelerator

11. Promote OK-Homegrown

Key Characteristic #3: Vibrant

12. Foster Downtown / Arena Entertainment 
District

13. Improve Center City Planning & 
Development

14. Explore a Parking Activation Program

15. Implement a Regional Transit Program 
- From Cars to Walking, Biking & Public 
Transit

16. Design Streets for People: “Sticky 
Streets”

17. Encourage a Regional Main Street 
Coordination Strategy

18. Establish a City Building Innovation 
Forum

Key Characteristic #4: Active

19. Build River + Riverfront Development

20. Create Oklahoma Horse Park

21. Re-invest in Tulsa’s Urban Wilderness and 
Recreation Parks and Trails

Key Characteristic #5:  
Family-Friendly

22. Attract an Amusement / Theme Park

23. Create a Central Public Market

24. Develop an Events & Festival Strategy

25. Build a Multi-Purpose Outdoor Stadium

Key Characteristic #6: Historic

26. Showcase Gilcrease Museum

27. Develop Route 66 Experience and More

28. Nominate Art Deco to World Heritage 
List

The following section of this report defines six key characteristics of Tulsa’s competitive 
identity and sets out the final 28 recommendations from this Destination Development 
Strategy project with illustrative examples of how these have been implemented in other 
destinations. Included at Appendix A is a priority analysis of the 28 recommendations to 
assist policy makers and industry leaders in setting forth their future priorities and plans.

Recommendations
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“We’ve got more than enough support 
structure for entrepreneurs… now we need 
to optimize it.”

A growing body of research confirms 
what economists have long proffered: 
technology is critical to economic growth. 
New software, robotics and life science 
discoveries are improving manufacturing 
processes and making the economy more 
efficient and productive. Not only does 
technology increase wealth and spur 
economic development, but it also attracts 
talent to regions.

Cities like Boston, San Francisco and Austin 
continue to prosper, in large part, due to 
the growth of their technology industries – 
nurtured by universities and industry alike 
– but also because of the creative workforce 
that gives these hot tech markets their life. 
Creative workers are increasingly drawn to 
communities with thriving entrepreneurial 
ecosystems, where the development of 
new ideas, innovations and inventions can 
be transferred into market products and 
scalable companies.

During our focus group conversations, 
stakeholders were quick to point out that 
while Tulsa is a productive region, it is not 
one that is particularly innovative. Data 
confirms this assessment. For example, when 
compared to other metro areas on the Milken 
Institute’s “Tech Pole” index, a measure of 
high-technology industry concentration and 
growth, Tulsa’s location quotient was just 
0.54, meaning that its high-tech GRP is half 
of the national average.

Tulsa’s entrepreneurial community lags, in 
many ways, because so many of its local 
entrepreneurs are hesitant to give up their 
well-paying 9-to-5 jobs to pursue their ideas 
in earnest. Transitioning these part-time 
entrepreneurs into full-time entrepreneurs 
will be key to the region’s future growth. 
Over the past five years, significant efforts 
have been undertaken to strengthen the 
social fabric that these entrepreneurs so 
desire; these efforts must continue. Social 
connections will be particularly important 
as companies try to scale their businesses 
from 2-3 employees into something more 
substantial. Otherwise, the Tulsa region will 
experience “brain drain” at a time when it 
needs just the opposite – “brain gain.”

The university system will be critical to 
both its “brain gain” and talent retention 
strategies. Already, Tulsa’s universities are 
home to nationally-recognized programs 
in petroleum, cyber security and advanced 
manufacturing. And although Tulsa lacks the 
Ivy League universities that have seeded so 
many of the nation’s leading R&D centers, 
its unique regional higher education system 
makes it possible to quickly adapt to industry 
needs and respond to disruptions and 
innovation. What’s more, Tulsa’s university 
system offers accessible on ramps, access 
and costs via the Tulsa Achieves initiative. 
Tulsa can leverage this distinctive university 
environment to attract and retain human 
capital and promote entrepreneurial growth.

Key Characteristic #1:

Entrepreneurial
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However, there are many reasons to 
be excited about the future of Tulsa’s 
entrepreneurial and innovation economy 
– including the fact that the region is 
steeped in a long history of innovation, from 
production in the oil and gas industries 
to new knowledge-based industries like 
aerospace and information technology. 
Tremendous opportunity exists to transfer 
the expertise in these industries to growing 
STEM (Science, Technology, Engineering and 
Mathematics) sectors.

As Tulsa tries to grow its innovation 
ecosystem, its arts and cultural assets 
will become all the more important. The 
way businesses make location decisions 
has fundamentally changed: no longer 
do firms move their headquarters based 
upon the cost of land, taxes or where the 
CEO lives. In today’s knowledge-based 
economy, companies are moving to where 
they can find access to highly educated 
and innovative talent – and that talent is 
clustering in vibrant, mixed-use districts 
where they can live, work and play in close 
proximity to other innovators. With strategic 
investments, Tulsa is well positioned to offer 
just that.
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Create a Tulsa Maker + 
Innovation District

1

Despite recent efforts to promote local 
entrepreneurship, Tulsa’s startup culture 
remains weak. Many entrepreneurs are 
hesitant to give up their six-figure IT jobs 
to pursue their ideas in earnest, which 
has created an atmosphere of part-time 
innovation. The entrepreneurship ecosystem 
is highly fragmented; resources are dispersed 
and connecting with like minds proves an 
ongoing challenge.

Creating a maker and innovation district 
in East Tulsa, a planned geographic 
concentration of resources, will help to 
address these challenges and grow Tulsa’s 
startup and maker community.

In 2010, the City of Boston intentionally 
renamed a portion of its waterfront (which, 
at the time was a desolate industrial area) 
as its “Innovation District” in an effort to 
attract firms who were otherwise being 
priced out of Kendall Square, the region’s 
hottest cluster of technology and life science 
firms. Doing so coincided with a downturn 
in the U.S. economy, in which many startup 

companies struggled to get by. Where others 
were frightened by a weak economy, Boston 
saw an opportunity and partnered with a 
local developer to provide no-cost space 
for MassChallenge, a now world-renowned 
business incubator. It was a win-win: the 
property would likely have sat vacant 
during this time period anyhow, and it drew 
entrepreneurs to an otherwise desolate area 
within the city. As these startup companies 
grew, they created a buzz that attracted 
other creative companies. In no time, 
Boston’s Innovation District became one of 
the city’s most desirable neighborhoods, 
one full of innovative companies that gather, 
create and share ideas with one another. 
Just recently, General Electric announced its 
intention to relocate its global headquarters 
to the Innovation District, citing Boston’s 
startup and entrepreneurial ecosystem 
as unparalleled. A district similar to this 
would prove a boon to Tulsa’s own startup 
economy.
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Develop a Regional 
Tulsa Sprout Fund

2

Unlike places that view art and culture as 
an amenity, Tulsa is forward-thinking in its 
approach to leveraging its creative capacity 
to promote economic development. 
Large-scale investments in projects like 
the BOK Center have led to significant 
business growth in the downtown district. 
Meanwhile, smaller-scale placemaking 
efforts through programs like Street CReD 
bring attention to Tulsa’s overlooked 
commercial corridors. Tulsa Young 
Professionals (TYPros) is already involved 
in many of these efforts, and in 2015 
launched the TYPros Foundation (TYPF) 
to amplify the group’s impact. TYPF’s 
mission is to cultivate new opportunities 
that bridge economic development and 
place creation by engaging young talent 
from across the region. Tulsa’s civic and 
business stakeholders should support the 
development and build-out of the Tulsa 
Sprout Fund, a funding mechanism that 
TYPF is developing to provide micro-grants 
and loans for community placemaking 
and engagement projects. This model 
has already proven effective elsewhere, 
particularly in Pittsburgh.

Pittsburgh Sprout Fund

The Pittsburgh Sprout Fund has a number 
of programs and activities to enable 
small investments in projects that have 
the potential to yield big results for the 
community. New initiatives, events and 
organizations are all eligible for funding as 
long as they show promise for enhancing 
the cultural vitality of the Pittsburgh region. 
For instance, funding through the Sprout 
Public Art project led to the creation of more 
than 50 works of high-quality public art, 
and “Hothouse” is an annual event where 
innovators and emerging leaders show off 
their current projects.

As TYPF has experienced first-hand through 
its funding of events like the Great Raft 
Race – once the largest maritime event 
in the state that lied dormant for nearly a 
quarter century – and various public arts, 
transportation and community projects, 
these small investments provide a platform 
for engaging diverse groups of knowledge 
professionals and inspiring others. 
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Promote the Tulsa  
Region as a Living Lab

3

Several have described Tulsa as more of a 
“company town” than a real entrepreneurial 
enclave because the founders of most 
startup companies are hesitant to pursue 
their ventures full time. Launching a new 
company can be gut wrenching as it is, but in 
Tulsa it’s even more nerve-wracking because 
of just how difficult it is to secure funding. 
This creates a dubious cycle: the weaker 
the startup culture, the fewer entrepreneurs 
there will be. If fewer startup companies 
grow and flourish, less venture capital will 
flow to the region. The less venture capital 
in the region, the weaker the innovation 
ecosystem will be, and so on. In order to 
break the cycle, Tulsa could offer itself up 
as a petri dish for tech companies, allowing 
them to prove their ideas and produce work 
in a low-risk environment, and then use those 
results to attract follow-on investment that is 
otherwise so difficult to secure.

Sommerville Green Tech

Sommerville, Massachusetts – a city of 
just under 100,000 that has long lived in 
the shadows of its neighbors, Boston and 
Cambridge – launched a pilot program in 
2014 in which it would allow energy-related 
startups to test their technologies on city 
buildings and vehicles. Somerville has 
an ambitious goal of becoming a carbon 
neutral city by 2050, and recognized these 
technologies might help them get there. 
The GreenTech pilot included allowing 
WrightGrid to install solar cell phone 
charging stations around town, and letting 
Understory install solar-powered weather 
stations on two Somerville schools to collect 
hyper-local weather data.
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Unlike many of its coastal peers, Tulsa does 
not have major research universities, health 
centers and R&D facilities that so often seed 
the local innovation economy. Nonetheless, 
there are plenty of entrepreneurs in the Tulsa 
region, full of ingenuity and ideas, many of 
whom go on to launch their own companies. 
Over the last five years, a number of efforts 
have put a spotlight on Tulsa’s most promising 
startup companies. Networking events, 
mentorship programs and other business 
support services are gaining popularity. 
Still, Tulsa’s innovation economy is still in its 
nascent stages; the startup community has 
not coalesced in one area yet, leaving most 
companies scattered throughout the metro 
region and unfamiliar with one another. As a 
region, Tulsa would greatly benefit from an 
entrepreneurial ecosystem mapping exercise 
and action strategy to better understand 
the “Who’s Who” of the Tulsa startup 
community – including what companies 
exist and the industries they occupy – and 
what regional assets exist to support their 
growth and development. By mapping its 
startup scene, Tulsa will make it easier for 
existing entrepreneurs to collaborate, and 
will make it more transparent and inviting for 
newcomers. Lowering the barriers to entry 
and connectivity will help Tulsa’s innovation 
economy grow.

Endeavor Insight

Endeavor Insight has been engaged to do this 
type of cluster mapping in a handful of places, 
including New York City. Endeavor culled data 
from AngelList, CrunchBase, and LinkedIn for its 
NYC project and combined data with interviews 
from nearly 700 local tech entrepreneurs. The 
mapping exercise was able to gauge things like 
the influence of universities, venture capitalists 
and incubators and accelerators. The data even 
identified “most inspirational founders” and the 
final dataset allows readers to sort for people 
and companies accordingly. Understanding 
the “who’s who” of NYC’s startup scene helped 
debunk myths like the notion that tech founders 
were young, tech gurus coming out of local 
universities (in reality, Endeavor found that the 
average NYC tech founder was 31-year-old 
upon founding their company, and nearly  
90% graduated from universities outside  
the area).

In his book Startup Communities, Brad Feld, 
co-founder of TechStars and Foundry Group, 
bluntly proclaims: “fragmentation kills local 
entrepreneurship.” He encourages a “philosophy 
of inclusiveness,” which he calls a key pillar of a 
vibrant ecosystem. In mapping its own startup 
scene, Tulsa will make it easier for existing 
entrepreneurs to collaborate, and will make it 
more transparent and inviting for newcomers. 
Lowering the barriers to entry and connectivity 
will help Tulsa’s innovation economy grow.

Create a “Startup  
Tulsa” Directory

4
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Develop a  
“Campus Tulsa” Strategy

5

Tulsa’s unique public higher education 
system, in which students attend a regional 
community college for the first two years 
before matriculating into the state university, 
means that many students don’t get the 
“traditional college experience”. A large 
proportion of students enroll only part-time, 
and most commute to school rather than 
live on campus. Despite its unconventional 
university model, Tulsa has molded itself into 
a region acutely focused on skill development 
and job placement. The problem is that too 
few businesses, prospective students and 
even the general public understand how the 
system works. As a result, many high school 
students opt to attend private colleges or 
leave town in search of more traditional 
collegiate experiences.

The region should consider launching an 
initiative or nonprofit organization that 
demystifies Tulsa’s higher-ed system, and 
encourages college students to stay in the 
region after graduation by creating pathways 
for them to engage with local employers and 
community- building organizations.

Campus Philly

Campus Philly has been doing this since at 
least 2010. The nonprofit organization aims 
to promote the Tri-State area as a welcoming 
place for students to learn, live, work and 
play. They recruit alumni to share their own 
experiences: What was it like to go to school 
in Philly? Was it hard to find a job after 
graduation? What does their social life look 
like today? Campus Philly is a three-pronged 
effort aimed at (1) increasing total enrollment 
at area schools; (2) boosting students’ 
fondness for the area by hosting events, 
festivals and internship fairs; and (3) retaining 
talent after graduation by connecting 
students to internships and job opportunities 
with employers like Amtrak, Comcast 
and GlaxoSmithKline. The organization is 
particularly adept at utilizing the social 
media outlets, like Twitter and SnapChat, that 
today’s tech savvy students are already using.

A similar initiative, inspired and delivered in 
conjunction with TYPros, could be aimed at 
students as early as freshman orientation 
in order to highlight Tulsa’s community 
assets, new developments, happenings and 
opportunities to connect.
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Create a “Maker-
in-Residence” 
Program

6

Tulsa’s regional community is awash with 
thinkers, inventors and creative people 
with a wide range of skills and talent. Many 
of these makers work by themselves – in 
their garage, a workshop or local café. As 
noted elsewhere, the majority are part-
time entrepreneurs who, with appropriate 
resources and support, have enormous 
potential to pursue their creative ideas 
full time.

Developing a “Maker-in-Residence” program 
would help lure the best and brightest 
makers out of the shadows and into Tulsa’s 
burgeoning innovation ecosystem. The 
Maker-In-Residence program might look 
similar to the Kaiser Foundation’s Tulsa Artist 
Fellowship program but with a focus on 
makers engaged in innovation.

Dremel

“Makers” might be the new buzz-word to 
describe those engaged at the intersection 
of art and ingenuity, but “makers” have been 
around for decades – and many “makers” 
have relied on Dremel tools to create their 
next innovation. In an effort to better 
connect with the makers who use their 
tools, the Dremel brand recently launched a 
“Maker-in-Residence” program. Their social-
media-driven contest sought to find makers 
who embodied the passion, enthusiasm and 
expertise of do-it-yourself projects. Selected 
Makers-in-Residence with a suite of Dremel 
tools and mentorship to help them grow their 
businesses and achieve their creative goals. 
Dremel would then highlight a portfolio of 
work created by these “Chief Makers” to 
show others what the “best of the best” 
could do with Dremel products; a similar 
initiative could highlight the capacity of 
Tulsa’s own maker community.
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Support a Culinary / 
Restaurant Incubator

7

Dining out is one of the top activities for 
U.S. travelers and an important quality of 
life activity for residents of most places, 
including Tulsa. The restaurant business is 
also an important contributor to job creation, 
especially for women, minorities and young 
people just starting out, and offers significant 
opportunities for entrepreneurs and 
independent business people. However, with 
that said, the industry isn’t without its risks 
from a culinary as well as business perspective.

Kitchen 66

To support and facilitate anyone aspiring to 
own a restaurant, manage a food truck, sell 
food products at a grocery store, open a 
catering company or to turn their ideas into 
sustainable businesses, the Lobeck Taylor 
Family Foundation’s “Kitchen 66” concept 
is designed to help. Tulsa should support 

Kitchen 66, which helps participants learn 
the foundations of launching a food business; 
developing product(s) in a commercial 
kitchen; and growing with the support of its 
network of mentors and partners.

Kitchen 66 is a 6-month intensive start-up 
program with weekly start-up workshops; 
developing product(s) in a commercial 
kitchen; growing with the support of its 
network of mentors and partners.

For participants that have a developed product 
and customer base, but are looking to grow 
or for already existing companies, Kitchen 66 
Kitchen provides rentable commercial kitchen 
space, as well as access to our community of 
shared resources and mentors.
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“Tulsa has its own thing…  
it’s more than unique.”

More than a century ago, the Tulsa region 
was awash with entrepreneurial excitement 
fueled by the massive oil fields nearby. An 
entire generation of corporations moved 
their headquarters to the “Oil Capital of 
the World,” and the industry’s self-made 
millionaires began to reshape the landscape 
of what was once a sleepy town on the banks 
of the Arkansas River. The production of 
natural resources drove Tulsa’s economy  
for decades.

Oil’s boomtown days may be a thing of 
Tulsa’s past, but production is still as 
important as ever—except today, the region’s 
ability to produce new ideas and harness 
human creativity will be the determining 
factor of how well Tulsa’s economy performs 
in the future.

The economy is in the midst of tremendous 
shift in the global economy: whereas access 
to natural resources or location to trade routes 
drove the rise of cities in the Agricultural and 
Industrial Ages, regional economic success 
now hinges increasingly upon the ability to 
attract and retain talent. Social and economic 
theorist Richard Florida has coined this new era 
the “Creative Age” because of its dependence 
on human creativity as the key indicator of 
economic growth. Creativity is what sparks new 
ideas and new commercial innovations. It leads 
to new businesses, new jobs, higher wages and 
economic growth. The “Creative Class” consists 
of those who work in today’s knowledge-based 
industries, like science and technology; arts 
and culture; business and management; and 
education. The Creative Class describes those 
whose primary function is to create new ideas, 
technologies and innovations.

Today, the Creative Class makes up more 
than 30% of the U.S. workforce – up from just 
10% a century ago and 20% three decades 
ago. It’s a demographic 42 million strong, 
a number that only continues to rise. This 
group of workers controls more than 50% of 
wages and income in the U.S. and more than 
70% of discretionary in spending. In Tulsa, 
there are nearly 114,000 creative workers 
– up almost 10% in the last five years. On 
average, a Tulsa creative class worker earns 
nearly $70,000 annually.

While the Creative Class does not share a 
collective identity, it does share a common 
ethos – one that embraces individuality, 
authenticity and merit. Paradoxically, while 
technology has made it easier for people to 
work from anywhere, creative workers are 
overwhelmingly choosing to concentrate in 
communities that value innovation, human 
capital and inclusion. Fostering these values 
is critical to a region’s economic success.

Key Characteristic #2:

Creative
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Already, creative industries like healthcare, 
aerospace and technology are helping to 
diversify and strengthen Tulsa’s traditionally 
production-based economy while adding 
to its creative and innovation capacity. 
Creative workers are drawn to Tulsa for job 
opportunities in these fields. They’re also 
lured to areas like the Blue Dome District 
where they can dine at trendy restaurants, 
drink craft beer at upscale pubs and shop at 
local boutiques; and the Brady Arts District 
where they can take in live music, theatrical 
performances and study art. Incredible 
investment, spearheaded largely by Tulsa’s 
philanthropic community, is steadily 
transforming the city into Oklahoma’s 
creative capital.

Despite Tulsa’s solid base of creative 
workers and industries, the region is not yet 
realizing its full creative potential. The Tulsa 
region needs to draw on its existing assets 
– including its arts, cultural and academic 
institutions – to establish itself as a destination 
for creative workers, particularly if it wants to 
compete with the likes of Portland, Nashville, 
Austin and Oklahoma City.

Tulsa’s low cost of living, easy commute, 
family-friendly atmosphere and abundance 
of year-round events and activities offer the 
city a tremendous value proposition when 
appealing to highly-skilled, highly-mobile 
creative workers. Indeed, Tulsa’s cost of living 
is so low that for many, moving to Tulsa is the 
equivalent of getting a 20% raise. Highlighting 
these features will help to attract, nurture and 
retain creative professionals.

To be sure, the regional supply of natural 
resources will remain a key driver of the local 
economy for the foreseeable future. Yet as 
Tulsa enters the Creative Age it will find there 
is no greater resource than the creativity, 
innovativeness and productivity of its people.
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Develop a Creative Class 
Ambassador Program

8

Although it has long been laying the 
groundwork for its knowledge-based 
future, for many outsiders, the thought of 
Tulsa conjures images of a conservative, 
production-driven town. Tulsa is still 
searching for ways to leverage its incredible 
investment in art, culture and downtown 
redevelopment to attract the knowledge 
workforce that’s so important in today’s 
modern economy. One “brain gain” 
approach Tulsa may consider is the launch 
of a systematic Creative Class Ambassador 
program that utilizes TYPro members as 
the spokespersons and representatives of 
Tulsa’s creative and professional workforce. 
The campaign could serve as an engagement 
mechanism for current Tulsa residents.

Converse Brand Ambassadors

Converse recently used brand ambassadors 
as part of its marketing campaign for its Jack 
Purcell sneakers. The company pinpointed 
Creative Class neighborhoods in cities across 
the U.S. and U.K. where data indicated 
market opportunities exist. Converse 

then handpicked local Jack Purcell brand 
ambassadors across key creative industries: 
design, entrepreneurs, technology, arts, 
cuisine and fashion. The goal was to position 
Jack Purcell sneakers as part of the “Creative 
Class” every day uniform.

While Converse’s brand ambassadors were 
part of a retail strategy, they can just as 
easily be deployed as part of Tulsa’s brain 
gain strategy; young creatives would be 
selected and tasked with telling the “Why 
Tulsa” value proposition from their own 
perspectives and in a way that appeals to 
their peers. Too often, efforts around talent 
attraction and retention are centered around 
CEOs, university presidents and chamber 
members touting why a region is a great 
place to live, work and play – but these 
messages often fail to resonate with the 
modern day creative workforce. This is an 
alternative way to showcase Tulsa’s pride.
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Create a Tulsa College
of Arts and Design

9

Tulsa’s rich oil and gas legacy helped 
build a strong foundation in production 
and industrial design. In the modern day 
economy, production is still as important 
as ever – though now it is the production of 
ideas and innovations that lead to prosperity. 
Better connection of Tulsa’s more traditional 
“producers” with today’s highly creative 
workforce would create new opportunities 
for people of diverse backgrounds to 
intermingle, share ideas and gather feedback 
from one another as they launch the next 
wave of marketable products, technologies 
and scalable companies. Investing in and 
developing a private college of arts and 
design would create the physical and social 
infrastructure to do just that.

Savannah College of Art & Design

The Savannah College of Art & Design 
(SCAD) is illustrative. A relatively young 
institution by university standards, SCAD 
was founded in 1978 and has been catalytic 
in revitalizing Savannah’s downtown. Many 
of the 12,000 students enrolled in SCAD 
stay in Savannah after graduation; some 
stay for the city’s low cost of living, others 
for the network and resources the college 
provides. SCAD’s open campus serves as 
an ever-changing public art gallery, and its 
film festival draws an audience from across 
the region. The Starland District – much 
like Tulsa’s Brady Arts District – has since 
taken on a life of its own, independent of 
the college, and provides a locus for a more 
diverse art scene, galleries, events and public 
spaces for the entire community to enjoy.
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Create a Music  
Incubator / Accelerator

10

Tulsa has already established itself as a regional 
hub for musical performances. Local music venues 
collectively sell almost one million concert tickets 
each year, while countless others sing and dance 
to the music of local artists at local pubs, outdoor 
events and festivals. Despite this solid foundation, 
there remains tremendous opportunity to 
commercialize Tulsa’s music industry.

Roundtable participants pointed to the large 
number of independent musicians in Tulsa, 
but also to the lack of recording studios, 
record labels and other resources that would 
help strengthen the local industry. Just as 
the Chamber is investing in an accelerator 
for tech startups, there is a need for business 
support programs for those in Tulsa’s music, 
entertainment and media industries. A music 
incubator or accelerator program such as this 
would help to inspire and grow Tulsa’s music 
businesses, including musicians, music-tech 
startups and recording industry-related entities. 
In Tulsa’s case, an independent facility or one 
that is housed within or connected to the future 
OKPOP museum, which includes a recording 
and production studio would be of particular 
value based upon feedback from local artists.

Project Music

Music technology startups from around 
the world are taking advantage of Project 
Music at the Nashville Entrepreneur Center. 
Companies engaged in social media, big 
data, content monetization, hardware, 
distribution and engagement are invited 
to apply for a three-month, high-intensity 
bootcamp where their ideas are enriched 
by traditional accelerator business services 
– such as education, mentoring, business 
plan development, shared workspace, pitch 
competitions and special events – except it 
is all tailored toward immersion in the music 
industry. Each startup company is granted at 
least $30,000 to seed their company for an 
exchange for an equity stake. Project Music 
not only provides valuable business support, 
but helps these companies make valuable 
connections to industry insiders, influencers 
and investors. The 2015 accelerator cohort 
resulted in the formation of eight new 
business ventures that have since collectively 
raised more than $2 million in funding.
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Create Promote 
OK-Homegrown

11

As a region, Tulsa has a robust collection of 
artists, craftsmen and other “makers” who are 
producing authentic and custom-made goods 
right in the community. Some are inspired 
by Tulsa’s rich Native American history; 
beadwork, leatherwork, pottery, rugs, basketry, 
jewelry and wooden furniture can be found 
in boutiques across downtown. Others are 
more focused on modern goods; art galleries, 
clothing stores and bakeries dot the landscape 
in places like the Blue Dome District. Shopping 
at these stores and buying locally-made 
goods helps to recirculate dollars throughout 
the community and can help spark new job 
creation. A marketing campaign that promotes 
and supports Tulsa’s artisans would help 
distinguish locally-made products and help 
to sustain Tulsa’s (and Oklahoma’s) creatives, 
entrepreneurs and makers. We suggest 
branding this initiative “OK-Homegrown”.

SFMade

For some, San Francisco conjures images of 
bicyclists in t-shirts and skinny jeans heading 
to work at their startup companies. Others 
think of San Francisco as a destination for 
tourism, world-class vistas and fine dining. 

Often overlooked is the city’s burgeoning 
manufacturing scene. That’s why San Francisco 
Made, better known as “SFMade,” launched 
in 2010. The nonprofit organization has 
received national attention for its efforts to 
brand and promote products made in the 
Bay Area. The vision of SFMade is to create a 
more diverse and sustainable local economy, 
where companies that design and manufacture 
products locally thrive – and in turn, create 
jobs for local residents. SFMade serves as a 
single point of contact for local manufacturing 
companies and provides a suite of customized 
services for its members, including access 
to their “Hiring Made Better” program which 
pairs employers with skilled workers. SFMade 
also helps its members find affordable space in 
areas that are appropriately zoned for industrial, 
and advocates for policies and programs that 
will contribute to the growth of the industry. 
Other cities have since followed suit: “We Are 
Made in NY” was an initiative of the Bloomberg 
Administration; “Made in DC” launched just 
last year; and internationally, “Fait a Montreal” 
and “CPHMade” offer similar services in 
Montreal and Copenhagen, respectively. “OK-
Homegrown” would build off this momentum, 
and leverage the growing demand for locally 
produced goods and products.
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A vibrant place is diverse and differentiated: 
welcoming to many kinds of people, varied 
in its architecture, activities and events, it is 
a place that invites people to engage with it, 
and it provides rewarding experiences for the 
effort: a vibrant place offers opportunities to 
gather in beautiful spaces, shows a unique 
cultural face – be that in arts, music or 
food – and feels healthy and alive. Vibrancy, 
in effect, is really the result of all the 
recommendations in this document: vibrant 
cities are the ones people want to live, work, 
play and invest in; they’re the places people 
are emotionally attached to and return to.

Tulsa’s vibrancy and character is the result 
of an organic and community initiative led 
by entrepreneurs, music lovers and artists. 
New restaurants, stylish cafés, street art, a 
music scene, concept stores and quirky bars 
sprinkled across different neighborhoods 
illustrate this creative momentum. Large-
scale investments in culture, the BOK Center 
and development of areas such as the Brady 
Arts and Blue Dome Districts are helping 
shape Tulsa’s identity.

However, connectivity and walkability remain 
a major challenge for Tulsa in comparison 
to other places. Current surface parking 
downtown limits pedestrian interactions, 
civic life and local retail development – and 
a lack of transit into and around Tulsa’s 
core is an impediment to accessibility and 
connectivity. By re-prioritizing infrastructure 
investments from a car-oriented approach 
towards walking, biking and transit, a 
changing urbanscape would position Tulsa 
as a modern and lively region, while adding 
economic and social value to striving 
neighborhoods and businesses.

Key Characteristic #3:

Vibrant
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Foster Downtown / Arena 
Entertainment District

12

Downtowns that die after business hours 
lose opportunities to retain both visitors 
and locals, while entertaining downtowns 
provide opportunities well into the night, 
with life on the streets, restaurants and 
diversions of many kinds. With the opening 
of the BOK Center and ONEOK Field, the 
resurgence of the Brady Arts and Blue Dome 
Districts, Woody Guthrie Center and Guthrie 
Green, major residential development, the 
future home of OKPOP and the soon-to-
be expanded convention center, Tulsa’s 
downtown is on target to become a major 
destination for residents, businesses and 
visitors alike.

Although the corner has been turned, 
Tulsa must continue to contribute to the 
planning, programming and development of 
downtown activities, events, entertainment, 
restaurants, retail and hospitality that serve 
visitors and residents alike and make Tulsa an 
important entertainment destination.

The Resonance Report on American 
Travelers shows that 67% of all U.S. travelers 
and 77% of Millennials are looking for 
nightlife as part of their vacation experience. 
Branding an area of downtown as an 
entertainment district builds awareness and 
helps guide the visitor experience.

Downtowns that offer a new, exciting district 
– even if it’s just a small area of a couple of 
blocks – provide residents with a reason to 
check out what is going on in the center 
of their community. A major upside of this 
strategy is that it can help to turn around the 
perceptions and reality of downtowns that 
are not vibrant.
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L.A. Live Entertainment District

L.A. Live is illustrative of a successful 
Downtown Entertainment District. L.A. LIVE 
is the sports, entertainment and residential 
district adjacent to the Staples Center and 
Los Angeles Convention Center, which is 
now undergoing a major renovation and 
expansion. The development started with the 
opening of the Microsoft Theatre in 2007. 
The complex features sports and music 
venues, night clubs, restaurants, a bowling 

alley, museum and movie theaters. L.A. 
LIVE is now the premier destination for live 
entertainment in Los Angeles, drawing an 
audience from across the region.
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Improve Center City 
Planning & Development

13

The center of any city is key to informing 
its identity, and Tulsa’s Center City has a 
collection of qualities and characteristics – 
visual, cultural, social, and environmental that 
make up its identity. Given the strong and 
growing strategic relationships between Tulsa’s 
downtown – and the ring of immediately 
adjacent inner city neighborhoods, 
where considerable revitalization and 
transformation has been occurring (including 
the Blue Dome District, the Brady Arts District 
etc) – Tulsa should consider focusing its 
improved policy, energy and action planning 
on a newly rebranded inner city planning 
area within the expressway system “ring”. 
Currently referred to rather un-dynamically 
as the inner dispersal loop or IDL, this area 
could be rebranded as “Center City” or 
something similar, which would clarify the 
difference between the downtown proper and 
the ring of neighborhoods / districts around it 
while embracing the greater synergistic whole.

As a first step, the previously considered 
policy overlay for the downtown should be 
revisited and either approved, or revised and 
approved. It is critical that improved policy 
and tools work together to position the heart 
of the city for success, while ensuring that 
better design and development outcomes 
are achieved.

Visioning and action planning should focus in 
particular on building new high density, high 
quality housing and supporting amenities 
within the Center City (including housing 
for families, with strategies for supporting 
amenities including quality schools and 
childcare). Such housing should emphasize 
walking, biking, transit and car-sharing as 
strategic marketing advantages, rather  
than car dependency with associated 
excessive parking.

Actions would also seek to attract both 
destination / anchor and local population-
supporting downtown retail, recognizing 
the “chicken and egg” nature of housing 
population and retail success. Such retailing 
should be designed and incorporated into 
buildings and blocks in an urban way, rather 
than through suburban approached such 
as single-storey buildings and large surface 
parking areas.

Design and infrastructure attention will 
focus on improving the quality / nature of 
connections and synergistic linkages, and 
way-finding, between areas within the 
Center City so that the well-connected and 
integrated whole is greater than the sum of 
the parts.
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Pittsburgh. Here + Now.

In 2012, the Pittsburgh launched a Downtown 
Action Strategy, to attract and retain retail 
businesses by revitalizing the city’s key 
corridors. The goal of the strategy was to 
make Downtown a “vibrant 24/7 destination” 
filled with boutique districts and unique 
and large-scale retail. The three-year plan 
to revitalize retail in Downtown Pittsburgh 
included streetscape improvements, a 
new marketing campaign and creation of a 
retailers association.

The development strategy gave a unified 
vision of what Downtown Pittsburgh could 
become, along with the marketing campaign 
centered around the slogan “Pittsburgh. 
Here + Now.” The first step was to invest in 
designing streets for people by adding trees, 
lighting and other amenities to improve 
street infrastructure for pedestrians and 
encourage more foot traffic in targeted 
areas. Another important step was the 
creation of a Downtown Retailers Association 
to encourage businesses to communicate 
and work together on joint marketing. The 
city also created a database of vacant and 
available parcels for redevelopment for use 
in efforts to recruit retailers; encouraging 
local restaurants and merchants to open 
locations Downtown.
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Explore a Parking 
Activation Program

14

Identified as the worst parking crater in 
America by Streets Blog, the surface parking 
sprinkled throughout Downtown Tulsa 
creates a patchwork of inconsistency in the 
pedestrian experience, which represents a 
significant impediment to Tulsa’s livability 
and character.

Tulsa should consider a parking activation 
program to revitalize and enliven all existing 
surface parking areas across the Center City. 
Proactive programs and incentives to redevelop 
surface parking lots into supportive urban 
blocks, with underground or shielded structured 
parking within mixed use developments, will 
accelerate Tulsa’s densification.

While policies are generally a long-term 
solution, introducing “pop up” activation 
initiatives along existing parking lot edges 
will create gathering places and activate 
empty parking spaces. A range of temporary 
installations developed with local institutions, 
such as art installations, food trucks and 
onsite retailing vendors, could support 
the transformation of Downtown surface 

parking. As surface parking lots go away, 
downtown will become much more inviting 
and walkable.

Develop a two-phased strategy to revitalize 
and enliven all existing surface parking areas 
across the Centre City. 

Phase 1 would involve the timely and 
strategic use of immediate / temporary “pop 
up” activation opportunities along existing 
parking lot edges, “tactical urbanism” 
approaches, and temporary installations. 
Partnering with community, institutional, 
educational, philanthropic, cultural and 
creative stakeholders, short term “gap 
filling” opportunities could include expanded 
use of food trucks / food carts; shipping 
container for retailing or services (designed 
in a way that enlivens street edges); pop-up 
retailing vendors; transformation of both on-
street parking spaces or off-street clusters 
of spaces at corners or key locations as 
“parklets;” public art installations; vertical 
murals on blank walls; horizontal painting on 
parking or street surfaces; and so on.
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Phase 2 would include proactive programs 
and incentives, and potentially the creation 
of new disincentives (ie property taxing for 
highest and best use for surface parking) to 
permanently redevelop / transform surface 
parking lots into supportive urban blocks in 
a timely and strategic way, with underground 
or shielded structured parking within mixed 
use developments. A key part of this strategy 
would be the approval of the previously 
considered downtown policy overlay.

It is recommended that this strategy include 
consideration of an arms-length development 
corporation model for the Center City, 
particularly focused on temporary and 
permanent transformation of excessive 
surface parking lot areas. Financial tools and 
techniques such as tax increment financing 
(TIF) and other innovative funding methods 
should be considered, recognizing the 
challenging retail sales tax-focused system.

In 2013, the influential online website 
Streetsblog held a “March Madness” style 
reader voting-based bracket process for the 
American city with the worst “parking crater” 
of surface parking in their downtown. After 
many eliminations, in the final match, Tulsa 
easily defeated Milwaukee to win the first 
ever “Golden Crater” Award. This dubious 
distinction let the city to undertake efforts 
to ban surface parking new surface parking 

lots. Planning to facilitate redevelopment 
has also occurred, however a more proactive 
and entrepreneurial approach to more rapid 
transformation of surface parking areas is 
considered necessary.

Denver Downtown Development

Much like Tulsa, Denver was a car-oriented 
city with as many parking craters Downtown. 
But, by changing the zoning codes, the 
City of Denver limited the development 
of parking lots Downtown, specifically 
eliminating surface parking as a use by right. 
The City also reduced parking requirements 
for both housing and offices to encourage 
the use of public transit Downtown.

Meanwhile, other city policies helped ensure 
many of those lots would be filled in by 
revenue-generating businesses. Denver 
leaders believed in simply helping create an 
attractive environment for investment, with 
small-scale amenities like transit, historic 
preservation and streetscape projects. As 
surface parking lots were re-developed, 
Downtown Denver evolved into a vibrant live, 
work and play district.
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Implement a Regional Transit 
Program - From Cars to 
Walking, Biking & Public Transit

15

Car-oriented infrastructure capacity in Tulsa is 
considerably over-built at present, especially 
in the Center City. Levels of car dependency 
are high, while access to public transportation 
or low-emission mobility options are limited. 
Therefore, current and future projects need 
to focus on making Tulsa a competitive 
destination regarding walking, biking and 
public transit through generous, enjoyable 
and safe infrastructure. Prioritization for 
investment in “Complete Streets”, including 
safe biking infrastructure, will support Tulsa’s 
objective to become the most bike-friendly 
place among its competitive set.

Configuring one way streets into two-way 
streets, and designing thinner carriage-ways 
for cars – allowing for more space for other 
modes of transport – would reduce traffic 
in certain areas and re-prioritize public 
space. The Regional Transit Program will 
dramatically improve connectivity between 
key neighborhoods, and emphasize the 
region’s sense of place both for locals and 
visitors. As a result, Tulsa will shift to a more 
healthy and more livable urban environment.

In Tulsa, projects that are still officially on 
the “books” that would add additional car 
capacity, including expressway links, road 
widening’s etc., should be reconsidered 
and re-prioritized, with both space and 
budgeting refocused on making more people 
places and emphasizing safe and attractive 
urban biking through safe infrastructure as 
both a method of healthy, affordable and 
sustainable mobility, and as a key strategic 
advantage in attractive talent, investment 
and tourism relative of similar competitive 
cities. This would continue to build on the 
work that has gone into Tulsa’s new bike 
master plan. The goal should be for Tulsa to 
become the most bike-friendly city among 
its competitor cities.



51

Reinvent Phoenix - Arizona

Considered as the lowest density, most-
spread out large city in the US, the 
transformation of Phoenix started in 2008 
with the development of a new light rail 
line that connects far-flung communities. 
By building a new mode of transportation, 
the city stated its desire to live differently. 
Reinvent Phoenix, carried out in consultation 
with the public, was intended to create an 
attractive investment environment for transit-
oriented development (TOD) projects along 
Phoenix’s light rail line. By 2014, Phoenix 
started to implement sustainability action 
plans for each of the areas adjacent to light 
rail stations. The city created a pedestrian-
priority street network and leveraged the 
light rail to support higher-density, mixed-
use, walkable development near the stops.

The TOD District Plan’s objective was 
to attract, guide and prioritize strategic 
investments in infrastructure, housing, 
business development and other projects 
designed to catalyze progress towards a 
more walkable and healthier community. All 
of the features were intended to get more 
people on the street and outside of cars. 
Ever since, the reaction of the business 
community to Reinvent PHX has been 
overwhelmingly positive.

Moreover, City officials saw transit-oriented 
community planning as key in obesity fight 
and community health. The city process led to 
a vision of a different place—much more urban, 
well connected, walkable, and human scale.

Reinvent Phoenix:  
reinventphx.org
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 Design Streets for People: 
“Sticky Streets”

16

Despite recent placemaking projects, 
Tulsa’s Center City vibrancy is limited by 
an absence of quality public spaces within 
key neighborhoods. Learning from Guthrie 
Green’s success in the Brady Arts District, 
each Center City neighborhood should have 
at least one defining gathering place of this 
type for people. Implementing a project for 
public spaces, based on an underdeveloped 
land-repurposing model, would create more 
people places in the Center City.

By not merely considering streets as places 
to move through, but also as places to linger, 
eat, people-watch, window shop and talk, 
‘people places’ initiatives will attract new 
retail, restaurants and bars to locate in such 
lively areas. The strategy would encourage 
and support improved window displays and 
storefront design, street fronting restaurant 
seating, interactive public art, murals and wall 
art, pop-up retailing and even laneway gathering 
initiatives. All new architecture will present an 
interesting, interactive and vibrant “face” to 
pedestrians, while enriching Tulsa’s character.

“Sticky Streets” is a term used to describe 
spaces where people, once experiencing 
the place, don’t want to leave. This is based 
on the realization that you can double the 
number of people enjoying public place by 
doubling the number of people who come, or 
by doubling how long people stay. The latter 
is easier than the former.

This recognizes that streets are not merely 
“sewers” for movement, but rather are 
complex places with many purposes, and the 
primary place for public life in the city. 

A key aspect of this strategy should be 
the achievement of significantly more 
street-fronting restaurant seating space 
- recognizing that currently Tulsa streets 
appear to have more side-building seating, 
often with fences that prevent such seating 
from assisting with the enlivening of the 
street. The city should establish both an 
overall and an annual target for additional 
street seating to be achieved. The strategy 
should include regulation review, the 
removal of barriers, and potentially the use 
of incentives (including expedited processes 
and even design assistance).

Elements of the strategy should ensure that 
all new architecture presents an interesting, 
interactive and vibrant “face” to pedestrians 
at the ground floor / eye level, with no new 
blank walls permitted. Similarly, strategies 
to creatively address all existing blank walls 
throughout the Center City, through the 
integration of new active street-edge uses 
where possible, or softening of impact 
through murals, landscaping or other 
techniques where it is not, should be included.
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Portland, Oregon

As one of the leading cycling cities, 
Portland’s progressive urban policies have 
inspired cities across the U.S. The City 
manages an Intersection Repair Program 
that allows community residents to apply 
for permits to paint intersections, as well 
as to install nearby benches, planters, 
arbors, signage, murals, street furniture and 
kiosks to make intersections community 
gathering places. Research conducted on 
these projects shows that they have been 
connected to enhanced sense of community, 
greater social interaction, and better 
reported general health.

Portland actively promotes neighbors 
organizing block parties as a way to better 
communities. Open Streets temporarily close 
streets to automobiles so that people may use 
them for healthy and fun physical activities 
like walking, jogging, biking and dancing. 
More than a street festival, Open Streets 
give residents an opportunity to explore their 
neighborhood and rethink streets as public 
space. The City also partners with community 
organizations and local artists to bring art to 
the city’s streets, with a range of programs 
that employ artists, in partnership with local 
organizations, to address community requests 
for site beautification.

San Francisco, California

The City of San Francisco has made the 
reclamation of public spaces for pedestrians 
a priority. Through its Pavement to Parks 
Program, the city has created six pedestrian 
plazas and more than 50 parklets that 
convert parking spaces to small park spaces. 
Restaurants, community groups and others 
can even apply to sponsor pedestrian plaza 
or parklet programs.

New York City, NY

In 2008, the New York City Department of 
Transportation launched its Plaza Program 
which has successfully transformed 
underused New York City streets into public 
spaces, as part of an initiative stating that 
all New Yorkers should have access to open 
space within 1/4 mile of their home.

Placemaking initiatives support innovation 
in the public way by opening streets, 
parking spots, plazas, and alleys to new 
programming and market opportunities. 
In addition to improving street safety and 
promoting walkable communities, this 
initiative supports economic development 
for local businesses.
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Encourage a Regional Main 
Street Coordination Strategy

17

A number of municipalities in the greater Tulsa 
regional area have been putting considerable 
effort into building on existing heritage or 
quality-of-place assets in order to develop 
their own downtowns or main streets into 
something special. Building on the momentum, 
the Tulsa Chamber should encourage a 
coordinated partnership approach – in 
the context of a greater Tulsa “Main Street 
Strategy” – to provide support for partner 
municipalities across the region seeking to 
build walkable mixed-use places. While also 
coordinating events and programming for 
synergy, a coordinated regional strategy would 
have the potential to grow opportunities for all, 
and support broader tourism and economic 
development aspirations.

Examples of the Tulsa region’s main streets 
include the Broken Arrow Main Street area 
and historical Main Street Claremore. Rather 
than seeing these areas as competitive with 
each other, they should be seen as partners 
in regional-scale efforts to bring tourism, 
investment and activity to greater Tulsa.
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Visit Philadelphia - Pennsylvania

Philadelphia has launched an important 
neighbourhood promotion campaign in 2013 
that offers valuable lessons. Philadelphia 
wanted to bring awareness to neighborhoods 
within a 15-minute walk or ride from city 
centre hotels and drive overnight visitation. 
The campaign uses Greater Philadelphia 
Tourism Marketing Commission’s proven 
website, social media assets and public 
relations to amplify the neighborhood 
message. The campaign’s main call to action, 
visitphilly.com/neighborhoods, serves as the 
go-to spot for visitors looking to plan their 
time in one of the 14 communities featured. 
The dynamic site features more than 600 
new attraction listings, along with itineraries, 
maps, videos and photos to provide a full 
view of the city’s happening neighborhoods.

Above all, the Philadelphia Council 
Event Strategy takes into consideration 
the Regional Events Calendar when 
programming events so as not to conflict 
with or duplicate events being held in 
neighboring municipalities. It also provides 
support of personalized experiences which 
aim to connect visitors to people and place. 
Regional events planning are centralized and 
promoted via the Visit Philadelphia website, 
offering a good understanding of the city’s 
events calendar.
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Establish a City Building 
Innovation Forum

18

Downtown Tulsa’s evolution into a vibrant 
live, work and play district will come with 
a conscious shift in urban practices. The 
Chamber should establish a permanent, 
regularly-meeting City Building Forum for 
government and development industry 
leaders to meet and candidly discuss city- 
building best practices and continuous 
improvement, while enhancing general 
communication and trust. A City Building 
Forum would represent an opportunity for 
leaders in the planning and development 
process of the Tulsa Region, both private and 
public, to openly learn and discuss issues 
of process, communication, city culture, 
urban practices etc. in order to promote high 
quality and strategic redevelopment across 
greater Tulsa.

Evidence and observation during this study 
suggests that the quality of communication, 
relationship and “interpretation of intentions” 
between those involved with planning 
and land development in the government 
and private sectors, would benefit from 
improvement. Both sectors are recommended 
to work together to establish a permanent 
/ ongoing format / opportunity for leaders 
in the planning and development processes 
at City Hall and INCOG, and selected 

representatives of the development industry, 
to candidly discuss issues of process, 
communication, culture, trust-building 
etc. outside of the umbrella of specific 
developments or plan-making exercises. 
Alternatively, the Chamber or other neutral 
party could facilitate this recommendation. 

This ongoing conversation opportunity 
should be candid enough for truth-telling to 
occur in a constructive way, while avoiding 
approaches, language etc. that reinforces 
an “us vs. them” mentality. Conversation 
should be “entrepreneurial” and proactive in 
nature based on a shared interest in seeing 
high quality & strategic redevelopment 
occur. A shared definition of success could 
be based on the realization that many / 
most of the recommendations and goals of 
this Destination Development Strategy will 
require activity and building by the private 
sector - thus it is in everyone’s interest for 
high quality development to occur. The 
City seeks to significantly raise the bar in 
the consistent quality of design and city-
building, in many cases in ways that support 
the recommendations and goals of this 
Destination Development Strategy. This 
aspiration should become a shared aspiration 
between the public and private sectors.
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SFU City Conversations - Vancouver

SFU City Conversations explores the major 
issues affecting local residents and our 
society. These are flagship series of free 
events that engage key federal, state and 
local stakeholders on significant issues 
at the global, national and city level. The 
series focuses on enhancing dialogue and 
debate, as well as providing accessible and 
relevant information about City initiatives. 
This stimulating program, featuring keynote 
speakers and a discussion panel, reflects the 
goals of Vancouver 2040 plan. With 

this initiative, the City of Vancouver aims 
to inspire, inform, educate and engage the 
community in an international dialogue to 
realize its 2040 vision.
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Active cities make it easy and inviting – at 
their best, the ‘activity’ is irresistible – to 
engage in physical activity. This can range 
from simple movement – walking from place 
to place in the urban core – to having access 
to bikes and parks and their recreation 
and activities, to, at the extreme end, 
opportunities for competitive athletics.

Research for this project indicates that the 
visitor psycho-demographic segment called 
Active Adventurers is an important market 
segment for Tulsa. Where this segment 
differentiates itself from other groups is in 
the activities they seek at their destinations. 
As their name implies, Active Adventurers 
have a great interest in engaging with nature 
and participating in outdoor sports. This 
group doesn’t see a vacation as a time to 
slow down or be indulgent; they want to 
explore new things and be, well, active. A 
whopping 91% participate in outdoor sports 
while at their destination.

This psycho-demographic segment is also 
reflected in Tulsa residents themselves, who 
have identified a number of outdoor activities 
in the Tulsa region as important to their quality 
of life. These include the beautiful geography, 
the bike trail system, parks / recreation, nature, 
urban wilderness, and of course the future 
Gathering Place. It’s also reflected in the Vision 
2025 “yes” vote to fill the river with water and 
create endless opportunities for water-related 
outdoor activities.

As a result, the focus of four major 
recommendations for this project have 
been to further engage and stimulate 
this important visitor market segment 
and resident group with outdoor-related 
infrastructure, activities and events that will 
keep them active.

Key Characteristic #4:

Active
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Build River + Riverfront 
Development

19

On April 5, 2016, voters in Tulsa agreed to 
the Vision 2025 package, which includes 
about $149 million to rebuild Zink Dam near 
31st Street, construct a south Tulsa / Jenks 
dam, and create parks and amenities around 
both dams. This money will be used to put 
“water in the river” and improve riverfront 
opportunities. In addition, a substantial 
portion of the river infrastructure plan will go 
toward regional parks, trails and the Turkey 
Mountain Urban Wilderness Area, as well as 
several new parks and trails along the river.

Although the Vision 2025 package is a major 
vote of confidence and will finally get the 
ball rolling, Tulsa must continue to support, 
facilitate and contribute to comprehensive 
plans for the ideation and development of 
Tulsa’s Arkansas River and riverfront that 
delivers a vibrant, active, connected, and 
programmed river and riverfront for future 
tourism development and enhanced quality 
of life for residents.

Tulsa World reported (Feb 16, 2016): The 
Vision 2025 plan for the Arkansas river 
development includes public access points 
and built-in water features, including 
a recreational flume and island to run 
alongside A Gathering Place for Tulsa, a huge 
park that is being built on Riverside Drive 
from 24th Street to 33rd Place.

A substantial portion of the river 
infrastructure plan actually will go toward 
parks, trails and the Turkey Mountain Urban 
Wilderness Area as well as several new parks 
and trails along the river. The south Tulsa / 
Jenks dam includes an east bank park, a boat 
dock, Vensel Creek Park and boat dock, and 
trails to connect several attractions.
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Vision2025 reports that the Arkansas River 
Corridor Master Plan has identified Sand 
Springs, Jenks / South Tulsa, and Bixby 
as the three high priority low-water dam 
locations to be initiated with Vision 2025 
funds. The Sand Springs Low-Water Dam, to 
be located downstream of the SH97 bridge, 
will form a river-lake about 5 miles long, and 
the Jenks / South Tulsa Low-Water Dam 
will be located downstream of the Creek 
Turnpike bridge and will form a river-lake 
approximately 2.5 miles long. Bixby’s will 
be located approximately 4000 feet east 
of the Memorial Drive bridge, with a river-
lake about 1.7 miles long. Zink Lake, after 
modifications to Zink Dam are complete, 
will be approximately 2.5 miles long. These 
low-water dams will enhance the Tulsa area’s 
most visible physical asset by creating a 
series of urban lakes within the river channel. 
The more consistent water levels in these 
river-lake areas will add to the river’s scenic 
beauty and diversity while also enhancing 
fishing and other water-based recreational 
activities. Vision 2025 funds will be used to 
match state and federal funds needed for 
project design, permitting and construction.

Pittsburgh Riverlife

Perhaps one of the most recent, successful 
and inspiring riverfront projects in the USA 
has been the redevelopment of Pittsburgh’s 
downtown riverfronts by Riverlife, which was 
formed in 1999 by community members who 
saw the opportunity to create a community 
plan for the redevelopment of Pittsburgh’s 
downtown riverfronts. Riverlife’s mission 
is simple: to reclaim, restore and promote 
Pittsburgh’s riverfronts as the environmental, 
recreational, cultural and economic hub for 
the people of this region and our visitors.

After conducting hundreds of public meetings 
and gathering the feedback of residents and 
visitors, Riverlife released a vision plan for 
the creation of a downtown riverfront park 
system called Three Rivers Park - A Vision 
Plan for Pittsburgh’s Riverfronts, which was 
the winner of the 2002 AIA Honor Award in 
Urban Planning and Design and the 2002 
Merit Award in Planning from the International 
Downtown Association.

Piece by piece, with the cooperation of 
land owners, developers, citizen groups 
and elected officials, the Three Rivers Park 
vision is being realized. Through Riverlife’s 
leadership, more than 80% of the 13-mile 
Three Rivers Park loop has been established 
and improved for public use. Key projects 
include the North Shore Great Lawn and 
riverfront trail; South Shore Riverfront Park 
at SouthSide Works; the renovation of Point 
State Park and its signature fountain; and 
numerous trail connections, boat landings 
and recreational amenities throughout the 
banks of the downtown three rivers.

The results of Pittsburgh riverfront 
development have been focused on the:

• Environment: Reclaiming Pittsburgh’s 
riverfronts from industry and pollution

• Economy: Riverlife’s work has led to over 
$4 billion in local riverfront investment

• Recreation: For Pittsburghers, it’s a 
quality of life issue

Source: Riverfrontpgh.org
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Create Oklahoma
Horse Park

20

For many years, Tulsa has been home and 
host to a number of regional and national 
equestrian events, including the US National 
Arabian and Half-Arabian Championship 
Horse Show, which garners an estimated 
175,000 attendees over nine days each 
October and delivering millions of dollars 
of economic impact to Tulsa’s regional 
economy. And while Tulsa boasts premier 
facilities at Expo Square, it still lacks 
the broader infrastructure and facilities 
necessary to accommodate the full range of 
equestrian events, which could deliver even 
greater economic impact to the region.

To build on Tulsa’s strategic position and 
excellence in delivering equestrian events, it 
should consider a permanent and dedicated 
home to all things “horse” similar to the 
internationally-known Kentucky Horse 
Park. It would have large, multi-use, state-
of-the-art facilities for competitors and 
their horses, spectators and visitors, all 
capable of attracting and producing even 
more regional, national and international 
competitors / competitions.

In May 2012, Mark Andrus, president and CEO 
of Expo Square, and Ray Hoyt, senior vice 
president of VisitTulsa and the Tulsa Sports 
Commission, announced that the Arabian 
Horse Association (AHA) penned a new 
five-year agreement with the two entities, 
extending the prestigious US National 
Arabian and Half-Arabian Championship 
Horse Show’s presence in Tulsa through 2017.

At the time they reported that the Tulsa 
region outperformed a number of competing 
cities hoping to host the event, boasting 
premier facilities at Expo Square and high-
quality services provided by VisitTulsa that 
assisted in keeping the $35.3 million annual 
economic stimulus in the local economy.
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The US National Arabian and Half-Arabian 
Championship Horse Show garners 
an estimated 175,000 attendees. This 
prestigious competition showcases the finest 
of the breed, highlighting the equestrian 
culture in multiple classes over an exciting 
nine days each October. The new agreement 
solidified the partnership for an additional 
five years, extending the original contract for 
a total of 10 years and garnering $350 million 
in total economic impact.

The recommendation is to create “The 
Oklahoma Horse Park” in Tulsa to serve as a 
permanent world class destination for horse 
people, residents and visitors, complete 
with a covered arena capable of seating 
thousands of spectators to allow for year-
round showing. Indoor polo, horse sales, 
equine-assisted activities for individuals with 
disabilities and other equine / equestrian and 
agriculturally related events.

The vision also includes regulation-size 
dressage rings to accommodate the needs of 
ridden and driven dressage competitions, a 
grand-prix jumping course, a cross-country 
course, a marathon course for driving 
competitions, a steeplechase course, warm 
up rings for outdoor arenas (some equipped 
with lighting for night showing) and 
trailheads or connections to existing trails in 
the area. Additionally, the vision is for a place 
where retired Thoroughbreds, Standardbreds 
and / or polo ponies will be housed. An 
equine sports medicine and rehabilitation 
center as well as a possible future connection 
with an educational institution for equine-
related studies could also be a part of the 
Oklahoma Horse Park’s offerings.
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Re-invest in Tulsa’s Urban 
Wilderness and Recreation 
Parks and Trails

21

Turkey Mountain, Tulsa’s premier urban 
wilderness area is now on its way to 
acquiring additional lands, improving 
facilities, expanding parking and preserving 
one of Tulsa’s greatest outdoor recreational 
treasures, thanks in part to Vision 2025 
funding. It’s also been designated a National 
Recreation Trail by the U.S. Dept of Interior 
and the National Park Service.

Next in line for attention is Chandler Park, 
a 192-acre hilltop park between Tulsa and 
Sand Springs that has suffered the ravages 
of time and neglect, but has the potential 
to serve as another important urban oasis 
to complement Turkey Mountain and 
other regional outdoor venues for outdoor 
recreation, sports, trails and nature for 
residents and visitors alike.

Recent plans announced by the Tulsa 
County Park Board propose to develop 
new and renovated Chandler Park camping 
and picnic facilities, a new playground 
and adjoining splash park, a bandstand, 
a realigned roadway and a second park 
entrance. All it needs now is the champion, 
support and big money to make it happen.
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Leon Day Park, Baltimore

The re-development of Leon Day Park, along 
with the Gwynns Falls Trail in Baltimore MD, 
was an important city initiative designed to 
enhance the quality of life of residents and 
encourage people to live and work in the 
neighborhood - at the time considered to be 
a neglected area for low income and working 
class families.

The re-development was initiated as part 
of a larger plan for the Gwynns Falls Trail, 
which had been underused and had fallen 
into decline since it was hit by Hurricane 
Agnes in 1972, and was part of a process to 
broaden the constituency for the Gwynns 
Falls Trail by developing active athletic and 
playground facilities along the trail. The main 
objective was to expand outdoor recreational 
experiences for people living in Baltimore, 
and included baseball diamonds, a football 
field, a bike path, a playground, picnic areas, 
and a concession stand. The goals were to 
increase activity, to create a safer setting for 
neighborhood use, to better integrate the 
park with the adjacent community center 
and connect the surrounding area to trails 
and outdoor experiences.

The project was organized by two non-
profit groups, the Trust for Public Land 
and the Parks & People Foundation and 
supported by the City of Baltimore, which 
engaged residents to identify desired 
park improvements and amenities. The 
engagement was an integral part of the 
success of Leon Day Park and resulted in 
park that provides a unique walk through 
a great urban greenway with many historic 
sites along route. In the end, the trail was 
aimed to strengthen not only park use, 
but also the health and revitalization of 
surrounding neighborhoods.
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Family-friendly cities take into account the 
desires and needs of many generations 
of residents now and in the future, as well 
as visitors. Family-friendly places offer 
attractions, from markets to parks to 
amusements, where the rhythms, activities 
and enjoyment of very young and very old 
are as considered as those in their youthful 
prime, resulting in events and gatherings 
with a universal appeal where everyone finds 
their place.

Research for this project indicates that the 
visitor psycho-demographic segment, called 
Family-Oriented Frugals, is an important 
market segment for regional Tulsa. Family-
Oriented Frugals are more inclined than 
others to choose a multi- generational 
vacation or a family vacation with the kids 
(32%). Their priorities are safety (71%), cost 
(52%) and good climate (51%). And, aside 
from dining (96%), Family-Oriented Frugals 
are most interested in fun attractions (93%).

This psycho-demographic segment is also 
reflected in Tulsa residents themselves, who 
told us that Tulsa is a great place to raise a 
family. Residents definitely appreciate the 
cultural diversity, the people of Tulsa, its 
progressive and pioneering character and 
the fact that it’s a welcoming small city / big 
town kind of place.

With that said, stakeholders have suggested 
a few family-oriented activities that would 
definitely enhance the quality of life in Tulsa 
and keep children and adults entertained 
and engaged, including an amusement / 
theme park, a central public market and a 
new events and festival strategy focused on 
residents and visitors alike. It goes without 
saying that Tulsa residents and visitors are 
very much looking forward to the Gathering 
Place, one of the best new public spaces for 
families in the whole USA.

Key Characteristic #5:

Family-Friendly
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Attract an Amusement / 
Theme Park

22

As any parent knows, enduring amusement 
parks is as much a part of raising children as 
braces and funny haircuts. According to the 
Resonance Report on U.S. Travelers, 85% of 
families with children living at home currently 
enjoy theme parks while on vacation. In fact, 
a visit to a theme park is a quintessential 
part of any all-American summer, and 
destinations across the country are upping 
the ante with a host of new parks and 
attractions vying for a spot on thrill seekers’ 
must-ride lists.

Theme parks are also a growing industry, and 
one reason parks are multiplying so quickly 
is because they’re big business. Although 
Disney is the world’s largest operator of 
visitor attractions, there is a growing list of 
important entertainment companies like 
Cedar Fair, Ripley Entertainment, Merlin 
Entertainments Group, Six Flags Inc. or 
Legoland Parks that might be interested or 
attracted to serving the Tulsa resident and 
visitor markets.

The most recent example in this category is 
the first American theme park devoted to 
Thomas the Tank Engine and his locomotive 
friends, which opened August 2015 in 
Massachusetts, promising to be a popular 
attraction with the preschool set.

Thomas Land

The $25 million theme park is situated on 11 
acres within Edaville USA, an amusement 
park and railroad in Carver, Massachusetts. 
“Thomas Land” features 11 rides based on 
various Thomas characters, such as Bertie’s 
Bus Tours, Toby’s Tilting Tracks, as well as 
a 20-minute train ride around the Island of 
Sodor on a life-size Thomas train.

Edaville, already one of the town’s largest 
employers, is expected to triple its workforce 
from about 100 to 300 full- and part-time 
employees. The town will also benefit from 
the park’s spinoff business, as visitors eat at 
area restaurants and shop in local stores.
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Create a Central
Public Market

23

In 2010, the Tulsa Downtown Master Plan 
suggested the creation of a Downtown 
Farmers’ Market to serve residents, visitors 
and foodies alike. However, six years later, 
as residents and visitors continue to enjoy 
downtown activities and events, and as 
residential development continues to 
heat up, it’s still impossible to find food or 
groceries convenient to downtown Tulsa.

Certainly, in time, some bold entrepreneur could 
discover the area and open a market to serve 
residents and visitors. Or, thinking outside the 
box, Tulsa could use this opportunity to create 
a downtown Public Market, similar to West Side 
Market in Cleveland, Ohio, to serve as a destination 
for Tulsa foodies, as well as a daily draw with retail, 
events and activities for residents and visitors.

West Side Market

Today, West Side Market is home to over 100 
vendors of great ethnic diversity where you 
can find fine meats and fresh vegetables, 
fresh seafood, baked goods, dairy and 
cheese products, and even fresh flowers. 
Last year it is estimated that more than one 
million people visited the market.

With origins of the land dating back to 1840, 
the West Side Market is Cleveland’s oldest 
publicly owned market. Beginning as an open 
air marketplace on a tract of land donated 
by two Ohio City landowners, Josiah Barber 
and Richard Lord, at the corner of West 25th 
(Pearl) and Lorain, it has undergone much 
growth and many improvements to arrive at 
its current form. The centerpiece of the market, 
the yellow brick markethouse with an interior 
concourse, was designed by the architects 
Benjamin Hubbel and W. Dominick Benes 
who also designed other famous buildings in 
Cleveland, such the Cleveland Museum of Art 
and the Wade Memorial Chapel in Lakeview 
Cemetery. The markethouse was dedicated 
and opened to the public in 1912. Its 137-
foot clock tower has stood as a Cleveland 
landmark for over a century.

Tourists from all over the world tour the 
market every year drawn by television 
programs produced by the Travel Channel 
and Food Network featuring segments on 
the West Side Market. Whether as a day-tour 
destination or a weekly shopping experience, 
the West Side Market continues to be an 
interesting and historical Cleveland tradition.
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Develop an Events  
& Festival Strategy

24

In March 2015, Tulsa World reported that 
the February 2013 Bassmaster Classic at 
Tulsa was the largest event the region has 
ever hosted. And, with 106,850 people in 
attendance, the Tulsa event remains the 
second-most watched Classic in its 45-
year history. Kudos to the Tulsa Sports 
Commission for a job well done.

As this event has shown, Tulsa has performed 
well in sports events, yet it hasn’t fully 
tapped into the growing business of arts, 
culture and entertainment events. These 
serve to attract visitors and improve quality 
of life for local residents, and they also need 
to be incubated, developed, and facilitated 
to stimulate increased tourism attendance 
and spending. An expanded VisitTulsa events 
and festival initiative would invest in events 
/ opportunities that will drive visitation, 
animate Tulsa, leverage partnerships and 
media / PR to help Tulsa events become top 
of mind with visitors outside the region.

While Tulsa has performed well in the area 
of Sports, it should expand this success into 
other categories of events including music, 
arts, culture and entertainment.
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For example, music has always been 
important to Tulsa. Although the local 
music scene is steeped in country western 
tradition, focus group participants are quick 
to point out that Tulsa’s music should not 
be dismissed as the honky-tonk you would 
find in Nashville or Austin. Indeed, Tulsa’s 
country music is its own variety. The Woody 
Guthrie Center pays homage to the center’s 
namesake while allowing visitors to learn 
more about the creative process behind 
Woody’s Dust Bowl Ballads. Intimate venues 
like Cain’s Ballroom and the Brady Theater 
still attract country and western musicians 
today, while larger arenas like the 19,200-
seat BOK Center draw international acts 
from Paul McCartney to Coldplay. The region 
should leverage Tulsa’s built-in base of 
concerts, musical performances and related 
creative assets – especially with the recent 
acquisition of the Bob Dylan archives – to 
host an international music festival. The 
event could aptly be named “DylanFest” 
and could use the musician’s likeness to 
draw artists, creatives and innovators in 
celebrating the past, present and future of 
Tulsa’s decidedly unique music industry.

Events such as DylanFest would be 
incubated, developed, managed and 
facilitated to stimulate increased tourism 
attendance and spending. An expanded 
VisitTulsa events and festival initiative would:

• Invest in events / opportunities that will 
drive strong visitation

• Be on strategy with VisitTulsa’s business 
plan.

• Support events / opportunities that 
animate Tulsa

• Invest in events / opportunities that have 
the ability to draw a significant number of 
overnight stays and visitors beyond 100 
mile radius

• Leverage partnerships in the Tulsa region

• Leverage media and PR to help Tulsa 
become top of mind to consumers

 Art Basel Miami

Miami’s consistently warm weather and 
proximity to world-class beaches have 
always drawn tens of thousands of tourists 
each year. The introduction of Art Basel 
amplified that number, and encouraged 
people to visit for a new reason: to enjoy 
Miami’s vibrant art, culture, design and 
architecture scene. The contemporary art 
fair includes more than 1,000 galleries and 
exhibits from across the globe, and brings 
75,000 visitors along with it. Art Basel 
has sparked new business formation in 
downtown Miami, and led the City to adopt a 
Cultural Arts Neighborhood District Overlay 
that offers incentives for developers to 
create affordable housing and workspace 
for Miami’s Creative Class. Leveraging Tulsa’s 
own authenticity through DylanFest could 
have a similar impact on supporting and 
growing the region’s Creative Class.
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Build a Multi-Purpose 
Outdoor Stadium

25

The Resonance Report shows that 60% of 
all U.S. travelers enjoy watching live sports 
on vacation. In fact, 50% of U.S. Millennials 
regularly or occasionally watch Major League 
Soccer while on vacation – nearly as many as 
those interested in the NBA (58%) and the 
NHL (56%).

Also, according to a recent ESPN Sports 
Poll of 18,000 people, more than a third 
identified themselves as fans of Major League 
Soccer. Plus, MLS’ avid fan base is the fastest 
growing of any sport, outpacing all others 
in the ten-year period from 2002 to 2012, 
and is especially robust among Millennials 
and Hispanics, a key consumer market and 
steadily growing ethnic population in the U.S.

In response to the region’s demographics 
and the potential for attracting new and 
repeat visitors, Tulsa should champion 
and facilitate the development of a multi-
purpose, multi-sport outdoor stadium, 
concert and event venue, which could serve 
as a new home for the Tulsa Roughnecks, 
and be expandable at some future date in 
the hope for a potential MLS team.

Tulsa can stay ahead of the evolution of 
tastes in sports and continue to lead in 
providing professional sports entertainment 
by investigating the potential of professional 
soccer franchises.

In fact, it is along this line of thinking that 
a group of designers, a group of local 
architects and design consultants, in 
March 2015, presented their designs for 
a multipurpose facility to the Downtown 
Coordinating Council.

The general idea is to make it a ten to twelve 
thousand person stadium, and making it 
expandable to around eighteen to twenty 
thousand people in anticipation of an eventual 
MLS call up and larger concert venue.

In related news on the same issue, 
TurnPikeSoccer reported (April 2015) that, 
“The city of Tulsa is currently planning 
an outdoor venue as a new home for the 
Roughnecks. The plan is to put this new 
stadium downtown, exact location is still 
to be determined. But a general idea is 
to put it somewhere near either the Blue 
Dome District or the Brady District, similar 
to how OneOk Field is located. While this 
will generally serve chiefly as a new home 
for the Roughnecks, it is also being geared 
as an outdoor concert venue, something 
Tulsa desperately needs. With so many 
outstanding indoor venues (the Cain’s 
Ballroom, Brady Theater, and the BOK 
Center) it is past time Tulsa added a premiere 
outdoor stage.”
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Places that capitalize on their past make 
history a part of modern life, championing 
and honoring the past in ways that enrich 
the experience of the present. When you live 
in Tulsa or are just visiting, it’s impossible to 
miss or ignore the history of this historically 
textured place. From the land rush and the 
oil boom to the Art Deco skyscrapers and 
life along Route 66 to the American art 
collections and more, this place is full of 
history and stories.

In fact, stakeholders (residents, business 
people, government officials) who were 
engaged in this project made a major 
point of talking about the people, events, 
companies and institutions that helped 
shape the region and give it the character, 
values and opportunities that are relevant 
today. That said, it was also clear that 
pressures to develop, change, modernize 
and survive have sometimes left Tulsa’s 
history by the wayside – not lost entirely, 
but a little bit forgotten. As a result, the 
focus of three major recommendations for 
this project have been to capitalize on that 
history to re-engage with residents and 
visitors alike, and to give it the recognition 
and visibility that it deserves.

Key Characteristic #6:

Historic
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Showcase 
Gilcrease Museum

26

On April 5, 2016, Tulsa Voters approved the 
Vision 2025 funding proposal that included 
a transformational $65 million capital 
expansion project for Gilcrease Museum. This 
new funding, combined with an additional 
$50 million in expected private funding, will 
help to make it a premier destination that will 
showcase more of the museum’s legendary 
collection and larger traveling exhibits, 
attracting an additional 500,000 visitors to 
Tulsa each year and contributing significantly 
more sales tax, job creation and investment 
to the regional economy.

Longer term, this new funding promises to 
transform the Gilcrease Museum into one 
of the top museums in the world, able to 
showcase its magnificent collection, preserve 
and encourage study of American West art 
and artifacts, and serve as a signature Tulsa 
experience and attraction for residents and 
visitors from around the world.

Guggenheim Museum Bilbao

The Guggenheim Museum Bilbao was a 
key component of the Revitalization Plan 
for Metropolitan Bilbao. The new Museum 
symbolized the city’s commitment to 
enhance Bilbao’s economic standing and 
visibility as a cultural center in Europe. 

Overall, the project aimed to transform 
the city into a service metropolis within a 
modern industrial region. It was intended 
to transform the deteriorated and polluted 
industrial port site into a center of clean 
industries (service, financial and high tech) 
with important tourist and cultural offerings.

The new Guggenheim Museum has boosted 
the local economy, helping to create 3,800 
jobs and new tourism revenue (Bilbao 
Metropoli 30). Funding sources included 
a public-private partnership the Basque 
regional and Biscay provincial governments, 
the Spanish state, the European Community 
and local and private investors. The museum 
has been an economic success: attracting 
1.36 million visitors within a year of its 
opening, generating income in excess of 
its building cost, stimulating tourist visitor 
growth to the city and associated business 
opportunities and promoting the ‘place 
image’ of the city.

As a result, the museum boosted the 
international connectivity of Bilbao, 
putting a second-tier city on the global 
map of highly specialized international art-
destinations. As a result, the Guggenheim 
Museum Bilbao has been a continuing 
powerful global branding engine.
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Develop Route 66 
Experience and More

27

Route 66 holds a place deep in the heart of 
American and international travelers looking 
for the iconic road trip, historic Americana 
and nostalgia of days gone by. In fact, 
when asked what activities and attractions 
they most want to see in the United States, 
international visitors often site Route 66 
amongst their top choices.

Although Tulsa is just one part of the 8-state, 
2500-mile journey of Route 66, part of the 
original inspiration came from Tulsa native 
Cyrus Stevens Avery, known as the “Father of 
Route 66” and continues today through the 
Route 66 Alliance and their plans for a Route 
66 Experience – an interactive interpretive 
center and hospitality complex proposed for 
Southwest Boulevard and Riverside Drive. 
This Route 66 Experience has the potential 
to be an important destination and visitor 
center for Route 66 travelers, with dedicated 
and focused activities and events for the 
young at heart.

Recent efforts and initiatives associated 
with promoting Route 66 in Tulsa have been 
supported by The Route 66 Alliance, “a 501(c)3 
non-profit organization dedicated to the 
preservation, promotion, and enhancement of 
historic Route 66 – past, present, and future.”

The Alliance supports the efforts of 
organizations and people in each of the eight 
Route 66 states to preserve historic sites, 
architecture, institutions, merchants, and 
attractions that touch the lives of millions of 
people from around the world who travel the 
length of the historic highway. The Alliance 
also partners with the eight state associations 
to encourage tourism and economic 
development along the Route 66 corridor.

In May 2015, The Alliance announced the 
creation of a Route 66 Experience, an interactive 
interpretive center and hospitality complex.

The Route 66 complex will include a state-
of-the-art, immersive, hands-on interpretive 
center celebrating the influence of America’s 
most iconic roadway. The center will be 
the most comprehensive interactive and 
sensory experience about Route 66 in the 
world. The mixed-use development – which 
will also include space for restaurants and 
retail – will stand near the Cyrus Avery Route 
66 Memorial Bridge and the Cyrus Avery 
Centennial Plaza, located at Southwest 
Boulevard and Riverside Drive. The project is 
currently in the fundraising phase.



78

Nominate Art Deco
to World Heritage List

28

Tulsa is the proud home to a large number 
of Art Deco architectural treasures by world-
famous designers such as Bruce Goff, Francis 
Berry Bryne and Frank Lloyd Wright. It’s 
a collection of designs, styles, buildings 
and functionality that is unmatched and 
irreplaceable in the U.S. or around the world, 
generating pride among those who live here 
and inspiration for those who visit Tulsa. It’s 
also deserving of protection and conservation 
– and more importantly identification – as an 
example of outstanding universal value to the 
whole of humanity, which makes it eligible for 
World Heritage status.

Tulsa should nominate its world class 
collection of Art Deco architecture and 
design for UNESCO World Heritage 
designation to establish Tulsa as an 
international destination for important 
architecture and design.

The World Heritage (WH) convention, 
established in 1972 by the United Nations 
Educational, Scientific and Cultural 
Organization (UNESCO), embraces the 
idea that the international community has a 
responsibility to cooperate in identification, 
protection and active conservation of 
cultural and natural heritage considered 
to be of outstanding universal value to the 
whole of humanity. As of March 2016, there 
are 1031 properties on the WH list, of which 
802 are cultural properties. The WH list 
includes unique and diverse sites such as 
Machu Picchu, the Pyramids of Egypt,  
Taj Mahal, etc.

In the United States there a number of 
National Parks on the list, but only a few 
cultural properties such as: Independence 
Hall, the Statue of Liberty, Monticello and 
the San Antonio Missions. Adding Tulsa’s 
Art Deco district to the list would be a 
significant accomplishment.
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To be included on the UNESCO World 
Heritage List, sites must be of outstanding 
universal value and meet at least one out of 
ten selection criteria. We believe that the Art 
Deco architecture in downtown Tulsa meets 
criteria number (iv) “to be an outstanding 
example of a type of building, architectural 
or technological ensemble or landscape 
which illustrates (a) significant stage(s) in 
human history.”

The United Nations Educational, Scientific and 
Cultural Organization (UNESCO) has declared 
that there are significant economic benefits to 
obtaining a World Heritage (WH) designation. 
Through an increase in tourism and global 
awareness, local economies surrounding 
cultural and natural sites should benefit from 
having a designation. Conventional wisdom 
is that as a WH designated site, there will be 
an increase in the level of public awareness, 
which would in turn spark an increase in 
visitation to the area.

Another benefit of being listed on the WH 
list is that each country pledges to conserve 
not only the World Heritage sites situated on 
its territory, but also to protect its national 
heritage. The States Parties are encouraged 
to integrate the protection of the cultural 
and natural heritage into regional planning 
programs, set up staff and services at their 
sites, undertake scientific and technical 
conservation research and adopt measures 
which give this heritage a function in the 
day-to-day life of the community. In this 
regard Tulsa’s Art Deco heritage could be 
forever protected and preserved.

Old Town Lunenburg,  
Nova Scotia

Lunenburg is the best example of a cultural 
UNESCO World Heritage site in North America.

Established in 1753, the British colonial 
settlement of Lunenburg has retained its 
original layout and overall appearance, and is 
authentic in location and setting, forms and 
designs, materials and substances, and uses 
and functions. The wooden architecture of 
the houses and public buildings constitute an 
excellent example of a sustained vernacular 
architectural tradition.

By capitalizing on its UNESCO World 
Heritage designation, Old Town Lunenburg 
has had a considerable economic impact on 
the city of Lunenburg and the surrounding 
area. In the first year of UNESCO 
designation, the number of people visiting 
Lunenburg increased by an estimated 6.2 
percent (Acadia University, 2009). Similar 
trends were observed for visitation numbers 
to Nova Scotia.

As a result of its designation, the historic 
site is protected under two key pieces of 
provincial legislation, which enable the 
municipality to create, land-use and heritage 
bylaws. Also, in order to better manage the 
community as a World Heritage property 
and ensure the continuing protection of 
the town’s heritage resources, the Town of 
Lunenburg Heritage Sustainability Strategy 
(2010) has been developed to guide its 
development, including the identification of 
heritage, culture and tourism prospects that 
should produce economic opportunities for  
the community.
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Positioning Strategy
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Competitive Identity  
& Positioning

A competitive identity is a distillation of 
the character, differentiators, opportunities 
and appeals of a place into an essence 
– a short phrase – that many different 
interests in a destination can call their own 
and use. Successful competitive identity / 
positionings offer a wide enough tent that 
a variety of organizations can find common 
ground within them, and specific enough 
that each group can apply proof points that 
will resonate with potential visitors, talent /
residents or investors. (A brief discussion 
of ONLYLYON, a successful competitive 
identity for a major city in France, follows the 
suggested positioning for Tulsa.)

The competitive identity / positioning forms 
the basis of a destination’s brand. The brand 
is composed of all the efforts made to draw 
attention to the destination, from resident-
facing ad campaigns to marketing directed 
at industry to outreach designed to attract 
more visitors.

The brand is best summarized, most easily 
understood and remembered when it is 
summed up in the form of a short phrase 
or tagline. The lack of a consistent brand 
and identity for Tulsa, as well as a lack of 
awareness and communication of Tulsa’s 
advantages, was remarked upon during 
the workshops. The competitive identity /
positioning is designed to address that, 
providing all stakeholders with a positioning 
tagline that sums up the essence of our 
learnings from this process and should prove 
useful in a wide range of communications.
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Positioning Statement

MAKE IT TULSA

Tulsa Is A Region Of Movers 
And Shakers, Doers  
And Makers.

We make art from oil. We make airplanes fly. 
We make places to meet and paths for bikes.

We make space for young guns. Who make 
things move. We make the future with hands 
and hearts.

We make music; we make and re-make the 
Tulsa sound; we make folksingers and other 
heroes feel at home.

We make it easy to live here. Or stay a while. Or 
start a company. We make everyone welcome.

We make breakfast, lunch and dinner. We make 
a mean cocktail. And a steak you won’t forget.

We make downtown come to life and we 
make nature part of life.

We make one tough bike race, and we make 
a big deal about that highway.

We make sense, make a scene, make up our 
own minds. We make friends, make it fun, 
make it possible, make it profitable, make it 
better, make it work, make it happen. MAKE 
IT TULSA.
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Make it Tulsa

MAKE IT TULSA is a call to action to choose 
Tulsa for audiences from convention planners 
to potential visitors to college grads looking 
to make a move. It’s a competitive identity 
that positions us as a destination that works 
both with its hands and its head, that’s 
dynamic, hard- working and diversified. Tulsa 
makes machines, art and music, makes things 
go and makes things happen. It doesn’t pin 
us to a single industry or resource; instead, 
it suggests we can make anything we decide 
to, from delicate aerospace parts to 3-D 
printed products to festivals honoring Bob 
Dylan to incubators hatching the next great 
Tulsa sound, to a connected downtown 
core and a recreational playground unlike 
anywhere else.

MAKE IT TULSA can act as a headline 
or tagline for an advertising campaign 
targeting visitors or potential investors. It 
can rally locals (I MAKE IT TULSA), be used 
as testimonials on different platforms (WE 
MADE IT TULSA), can provide information to 
interested parties: HERE’S HOW TO MAKE IT 
TULSA. MAKE IT TULSA is an exhortation to 
our own college grads to stay in town and to 
recruit others.

MAKE IT TULSA is a call to action that 
businesses, residents and industry can 
gather around, creating a big new dynamic 
story for Tulsa.

OnlyLyon

OnlyLyon is both the brand and the 
international marketing programme created 
in 2007 by the 13 institutional partners across 
the Lyon area of France who shared the 
same objective: to build Lyon’s international 
reputation. The OnlyLyon initiative is 
wide-ranging, both in terms of its fields of 
application (sectors, markets) and the kinds 
of activities it carries out (communications, 
press relations, etc.), its mission being to 
promote Lyon’s unique assets in order to: 

• Make Lyon better known

• Generate appreciation for Lyon

• Bring people to Lyon 

The challenge for the OnlyLyon program 
was to allow Lyon’s success to stand out on 
the world stage, to show the city’s many 
attractions to international visitors and to 
strengthen its economic sectors. 

The development of the OnlyLyon brand 
is the result of a partnership involving key 
economic and institutional stakeholders 
from the metropolitan region developed to 
streamline the city’s international marketing 
activities to attract students, businesses and 
visitors to the city.

The campaign was a collaborative 
approach that included all stakeholders 
from businesses to citizens, academics to 
institutions. The OnlyLyon brand invites 
businesses and institutions to become an 
ambassador of the city by sharing their 
identity under the OnlyLyon signature, 
symbolized by the Lion logo.

OnlyLyon has made Lyon a European model 
of best practice and has resulted in a number 
of top rankings: France’s no.1 city for culture 
after Paris, 1st smart city in France, 1st 
city in Europe for a “city break”, 15th most 
attractive cities for foreign investment …*.
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Open House Review 
and Feedback

Following the three Destination Tulsa2025 
workshops and the collective input and 
feedback they generated, Resonance 
Consultancy drafted a presentation of the 
competitive identity project, the process, 
six key competitive identity characteristics, 
27 recommendations and a positioning 
statement for review and feedback at an 
Open House event held at 36 Degrees North 
in downtown Tulsa on May 5th and 6th, 2016. 
An online survey of participants was also 
developed to obtain further feedback on the 
presentation to assess the level of agreement 
with the recommendations.

Finally, the presentation and the online 
survey were sent by email to hundreds of 
key stakeholders who may not have been 
able to attend the open house, but who had 
previously contributed to the process and 
were still interested to provide their opinions 
and feedback.

In the end, more than 100 key stakeholders 
contributed their opinions on the competitive 
characteristics, individual recommendations 
and the positioning statement. The results of 
the survey follow in the chart below. A score 
of 4.0 equals “Agreed”. A score of 5.0 equals 
“Strongly Agreed”.

Appendix A - Priority Analysis
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 “Entrepreneurial” is an important characteristic of Tulsa’s regional competitive identity

4. Create a “Statup Tulsa” Directory

1. Create a Tulsa Maker + Innovation District

5. Develop a “Campus Tulsa” Strategy

7. Support a Cullinary / Restaurant incubator

3. Promote the Tulsa Region as a Living Lab

2. Develop a Regional Tulsa Sprout Fund

6. Create a “Maker-in-Residence” Program

“Creative” is an important characteristic of Tulsa’s regional competitive identity

10. Create a Music Incubator / Accelerator

11. Promote OK - Homegrown

8. Develop a Creative Class Regional Ambassador Program

9. Create a Tulsa College of Arts and Design

“Vibrant” is an important characteristic of Tulsa’s regional competitive identity

12. Foster Downtown / Arena Entertainment District

15. Implement Regional Transit Program - From Cars to Walking, Biking & Public Transit

13. Improve Center City Planning & Development

16. Design Streets for People: “Sticky Streets”

14. Explore a Parking Activation Program

17. Encourage Regional Main Street Coordination Strategy

18. Establish City Building Innovation Forum

 “Active” is an important characteristic of Tulsa’s regional competitive identity

19. Build River + Riverfront Development

21. Re-invest in Tulsa’s Urban Wilderness and Recreation Parks and Trails

20. Create Oklahoma Horse Park

“Family-Friendly” is an important characteristic of Tulsa’s regional competitive identity

24. Develop an Events & Festival Strategy

23. Create a Central Public Market

22. Attract an Amusement / Theme Park

 “Historic” is an important characteristic of Tulsa’s regional competitive identity

28. Nominate Art Deco to World Heritage List

27. Develop Route 66 Experience and More

26. Showcase Gilcrease Museum

“MAKE IT TULSA” is a call to action that business, residents and inustry can gather around 

Open House Survey Results - Recommendations are Sorted from Highest 
Score to Lowest Score within each Characteristic Category

*Please Note: 25. Build a Multi-Purpose Outdoor Stadium has been added to the list of recommendations following the Open 

House survey.  As such, it has not been scored and is not included in this listing.

3.50 3.75 4.00 4.50 4.75 5.004.25
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Based on these results, four of the draft 
recommendations fell short of the 4.00 threshold 
score for general agreement. They include:

• Create a “Maker-in-Residence” Program 
(survey score of 3.96)

• Create a Tulsa College of Arts and Design 
(survey score of 3.85)

• Attract an Amusement / Theme Park 
(survey score of 3.67)

• Create Oklahoma Horse Park  
(survey score of 3.63)

All other characteristics, recommendations 
and the positioning statement achieved 
an average score of 4.00 or greater, which 
represents “Agreed” or better.

Based on verbal and written comments 
to the draft report, one additional 
recommendation has been added to 
this report, #25. Build a Multi-Purpose 
Outdoor Stadium, which is listed under Key 
Characteristic #5: Family Friendly. 

In order to prioritize the individual 28 
recommendations, they are itemized in the 
following table according to their Open 
House (OP) score, “order-of-magnitude” 
cost, visibility, impact and timing.

Color-coding is provided for rapid 
identification of preferential ranking:

• Dark Green: High OP Score,  
Low Cost, High Visibility, High Impact,  
or Short Timing

• Medium Green: Medium OP Score, 
Medium Cost, Medium Visibility, Medium 
Impact or Medium Timing

• Light Green: Low OP Score,  
High Cost, Low Visibility, Low Impact,  
or Long Timing

Please note that these rankings were 
assigned according to their “relative order 
of magnitude position” and do not reflect a 
detailed analysis of the actual or expected 
cost, visibility, impact or timing.

The priority scores have been calculated by 
summing the five categories, giving 3 points 
to dark green, 2 points to medium green and 1 
point to light green.
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Recommendations
Open 
House 
Score

Cost Visibility Impact Timing
Priority 
Score

3. Promote the Tulsa Region as a Living Lab Medium Medium High High Short 13

5. Develop a “Campus Tulsa” Strategy Medium Low Medium High Short 13

8. Develop a Creative Class Ambassador Program Medium Low High Medium Short 13

10. Create a Music Incubator / Accelerator High Medium High High Medium 13

11. Promote OK-Homegrown High Low High Medium Medium 13

13. Improve Center City Planning & Development High Medium High High Medium 13

16. Design Streets for People: “Sticky Streets” High Medium High High Medium 13

24. Develop an Events & Festival Strategy High Low Medium Medium Short 13

28. Nominate Art Deco to World Heritage List High Low High Medium Medium 13

1. Create a Tulsa Maker + Innovation District High Medium High Medium Medium 12

4. Create a “Startup Tulsa” Directory High Low Low Medium Short 12

14. Explore a Parking Activation Program High Medium High Medium Medium 12

23. Create a Central Public Market Medium Medium High High Medium 12

27. Develop Route 66 Experience and More High Medium High Medium Medium 12

2. Develop a Regional Tulsa Sprout Fund Medium Low Medium Low Short 11

7. Support a Culinary / Restaurant Incubator High Low Low Low Short 11

12. Foster Downtown / Arena Entertainment District High High High High Long 11

15.  Implement a Regional Transit Program -  
From Cars to Walking, Biking & Public Transit

High High High High Long 11

18. Establish a City Building Innovation Forum Medium Low Low Medium Short 11

19. Build River + Riverfront Development High High High High Long 11

25. Build a Multi-Purpose Outdoor Stadium Medium High High High Medium 11

26. Showcase Gilcrease Museum Medium Medium High Medium Medium 11

6. Create a “Maker-in-Residence” Program Low Low Low Medium Short 10

20. Create Oklahoma Horse Park Low High High High Medium 10

21.  Re-invest in Tulsa’s Urban Wilderness  
and Recreation Parks

Medium Medium Medium Medium Medium 10

22. Attract an Amusement / Theme Park Low High High High Medium 10

9. Create a Tulsa College of Arts and Design Low Medium Medium Medium Medium 9

17.  Encourage a Regional Main Street  
Coordination Strategy

Medium Low Low Low Medium 9
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