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CCD started operating March 1991 = $6.5 million



Provide services to 220 blocks in CBD 
2019 budget = $26.5 million  



1991: CCD 1.0  
Started with the basics – comprehensive cleaning  



• 52 CSR’s
• 6 Supervisors
• 7 days per week

Public safety
Community Service Representatives
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Unique partnership with Philadelphia Police
Police & CSRs share facility; stand joint roll call;

Coordinate on-street deployment



CCD funds a combined outreach effort:    
Social service, police & CSRs working together: 5 days/week



CCD 2.0:  Improving the product 
1996: financed $26 million streetscape improvements



Installed & maintain:  800 trees; 72 planters
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Doubled nighttime illumination

2,900 Pedestrian-scale lights



Create  a sense of evening safety



Animate the city at night



Three major retail promotions each year  
Twice annual Restaurant Week



All summer weekly Happy Hour
Promote bars & outdoor cafes



Year-long Promotion of Center City shopping   



CCD 3.0: 2008 Placemaking & place management: 
Cret Park, our first park 



Built upon our clean & safe operating staff



Landscape maintenance capability



Events marketing capability



Focused them on our first park



Started with neglected empty space owned by City
Signed 20 year lease; 10 year renewal

Took on 100% of maintenance responsibilities



Raised revenue to renovate a triangular parcel



Designed, built and leased a cafe



Café revenue pledged to park maintenance
$100,000/year to maintain; café cover 60%



First of 5 parks we manage within our District
Prototype; but growing complexity



Collins Park, small pocket park donated by local foundation; 

CCD owns; modest operating costs= $78,000/year



Cover 30% with rental events & wine garden
RENTAL HIGHLIGHTS



2012: Sister Cities Park: added complexity 



Also located on Benjamin Franklin Parkway



Took a barren and forgotten space



And transformed it with a cafe



Into a place for families with children



Very successful water fountain



Took a solitary neglected statue



Wrapped a children’s garden around it



With a pond



And climbing mountain



Program with events



Focused on families with young children



Dilworth Park: 2012-2014; adjacent historic City Hall



2010: Existing conditions, failed urban renewal 1977



Raised $60 million   
Broad range of public, private & foundation funding   

Federal TIGER grant



Completely reconstructed two levels
+ accessibility to transit



Completed renovation in September 2014



Designed as a flexible space
120,000 sf + 40,000 subway concourse

Long term lease from City: all maintenance; keep all revenue



Goal: Create first-class gateway to transit



Café: at northern end



Multiple seating areas with moveable chairs & tables



Fountain that everyone loves in the summer







Flexible design: portions turn off for events



Movies



Parties & weddings



Convention events



Exercise classes



Location becomes winter ice rink
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Greenfield lawn on southern end; naming rights



Program movies & bocce



Recently added retail at southern end of the park



Started with just a rink in 2014



Added heated tent in 2015: Rothman Institute cabin





Food service and available for rental events



Added holiday markets in 2015



GGG

Added garden maze on lawn in 2016  





2017 added holiday light show



Full winter deployment



Marketing Department organizes major events



Draw crowds & attract sponsors



Parties, weddings & convention events



On-site activations: most lucrative



Commercial products pay for right to be in the park



Carefully limit the number & type of these we do



CCD programs a huge volume of events

2018
Dilworth Park: 319 events
Sister Cities Park: 98 events
Collins Park: 26 events
Total: 443 events

2019
Dilworth Park: 273
Sister Cities Park: 154
Collins Park: 26 events
Total: 453 events



On top of this are rentals & activations

Dilworth Park 2018
54 Total  Rental Events
22 Brand Activations
$636,494 total rental revenue  

Dilworth Park 2019 YTD
28 Total Events  
7 Brand Activations (one month long) 
$611,521 total rental rev for DP
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10.8 million visitors in 2018



Tracked with pedestrian counting technology



Operations: Clean & pressure wash all components   
of the park & underground concourse; 6 am-11 pm 



Community Service Representatives
Deployed 7 days/week; back-up from PPD



Staffed by CSRs by day; private security at night



Develop, post & communicate regulations
Bikes, smoking & managing dogs



Extensive landscape maintenance



Seasonal plant changes  



Maintenance of electrical systems supporting operations



Plumbing systems for fountain & landscaping



Beyond core CCD functions; augmented staff

Clean, safe, landscape maintenance & marketing

+

Facilities maintenance staff, business service staff
(events rental, sponsorship, activation, advertising & café leases)



Income side: cafes are more amenities



Real revenue comes from beer/wine sales at events



Rental events: fees + mark-up on tent rental & catering 



Self-imposed: Cap rental events at 5% of operating hours
Averaged 3.5%
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Income generation: Digital screens: 
80% arts, culture & non-profit on surface



Commercial advertising in the concourse



Rothman Ice rink admissions



Skate rentals: free promotions



Sponsorship income



Naming rights for the northern terrace
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Naming rights for Greenfield lawn



Goal: create a welcoming public place for all



You have to pay for the public life
Era when municipal revenues constrained, BIDs step forward



Goal: increasing self-sufficiency of the park
But without the BID standing behind the park….

Far fewer risks, less experimentation, less multi-year patience
Less quality maintenance



Operating support built into BID budget
Goal: steadily decrease BID subsidy



Five take-aways

(1) Intensively used public spaces 
are extraordinary expensive to 
maintain: average 30,000/day; 
60,000/day seasonal peaks

(2) You need to be prepared to 
subsidize them deeply in early years

(3) You can only learn by doing  & 
you are never done  with 
learning & improving

(4)  Significantly expand staff 
expertise

(5) Very hard work, but worth it



Assessed value of buildings facing park up 30% since 2012 

The investment comes back to the BID 
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