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Economic principles like “market” and “product”
help city leaders prioritize, then justify, the
cost/phasing of services provided to citizens.
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¥ For example, some have argued for residential
street closures at the freeway on the grounds of
crime prevention (public safety is a major reason
people live in Bellaire). However, this would also
reduce highway access for residents (another top
survey answer). Prioritizing Bellaire’s products
(low crime vs. highway access in this case) will
add greater perspective to many such debates.

Understanding Bellaire’s community product lets
current and perspective residents validate the high
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time/financial investments of citizenship here.
When product (community amenities/assets) have
natural fit to market (resident desires), pride of
ownership and civic participation both increase.
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Location was discussed in 30% of answers to
this survey question (above right). However,
location is more than just Bellaire’s placement
on a map (right). 37% said good highway
access/quick commute defined location, prizing
time as well as short travel. 36% favored
Bellaire's central/convenient placement. 27%
like Bellaire because it is located in Houston, but
has an independent government, more appealing
character, and responsive public safety officers.
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 of the beholder problems by using an aesthetic infused with Bellaire’s DNA.

average percent of shopping in Bellaire
percent doing "some" shopping in Bellaire
percent doing over 25% in Bellaire

ilt (though possible) to represent with
e, “people” and “family” can be drawn,
AV .
[T keep current logo
usegold 3%

use blue 4%

0

use green 10%

strong Bellaire theme
new/updated logo
clean/simple

frequency of shopping ‘

over 70%

4 percent of

never 6%

609% 0 70% 4% household shopping in Bellaire
5 ’ note: percentages represent only those
50% t0 60% 4% done 1n Bellalre Stores responses that described their household’s

some- 8% frequency of shopping in Bellaire
times

40% t0 50% 18%

30% to 40%

I
S
Tl
()
=
<

38%

8

20% to 30%

10% to 20%

very little 48%

under 10%

18%

b174 financial shop in Bellaire

only when 9%

rank (by use) of current

attitude regarding shopping
Bellaire retail /service sectors

in vs. out of Bellaire

%
necessary

auto-

motive 7%
note: percentages represent only those note: percentages represent only those
} - quick 7% responses that discussed Bellaire’s responses that expressed an opinion on
d an aesthetic akeover for older errands current retail/service establishments Wil Vg shopping in vs. out of Bellaire

th replacement of stores not targeted [EEEEEY

. An intensification of retail in
Tiangle appears to be supported,
sed for expanded acreage :
expense of residential land.

g interest for high-end grocery
; retail, dining, family
pitality. Banks and gas L=

location

community

upscale .,
Safe enclav € parks

o Sﬂ:&; Zcardinal %"~ ﬁgg. something 9 = BI€EN ie!id'l}’i’fer = place - o
'] qbeautifuls.independent city
O S XV alkable bigeity families A e f h

wia calm oasis e, =~Clty of homes

engaged community i

Qecs family oriented recreation
“What themes small town life

best describe Bellaire?”

€8 The phrase “City of Homes” has become the de facto
slogan of Bellaire for more than a decade, though it
lacks any official status. The phrase itself was given as a
theme suggestion by a surprisingly small number of
survey participants (7%). Yet, related concepts “home,”
“family,” and “community” were mentioned in most
returned surveys, even or leading “safety” and “location.”
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#» Participants volunteered opinions on if and how a new logo
should be designed. Logo work was supported, but opinion
differed between replacement or updating the existing logo.
Use consistency was encouraged by many participants.
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@ Location is potentially easier to communicate through a
slogan, written theme, or nickname (compared to a
logo). “Great location” was a leading answer on its own
(11%). Location becomes even more prominent when
the answers “safe enclave,” “independent city,” and
“small town” are considered as location descriptions of
Bellaire within the wider Houston region.
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