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“Unlike conventional beach resorts subject to the seasonal

variations of busy summers and slow winters, and unlike the

intense specialization of Las Vegas as a gambling strip, the

Atlantic City community desires to create a total and diversified

city for all seasons, for all ages, and all social classes.”

City of Atlantic City Vision

Source: Atlantic City Master Plan
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The mission of CRDA is to provide capital investment funds for

economic and community development projects that respond to

the changing economic and social needs. The CRDA seeks to

encourage business development and permanent job creation,

promote opportunities for business expansion, and commit to

facilitating a vibrant economic investment and employment

environment in Atlantic City.

CRDA Goals and Objectives

Source: CRDA RFP
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Create a vision master plan and strategy that:

…causes an expansion of Atlantic City’s tourism and economic bases.

…allows the City to gain economic strength, attract new corporate residents, develop 

new and expanded attractions or other physical improvements of the tourism district 

that will appeal to target markets and the Atlantic City community. 

…identifies zones, sub-zones or sub-districts within the Tourism District, which govern 

land use patterns, type and location of uses, guide pedestrian patterns, address 

parking and signage plan, and identify transportation improvements.

…recommend an implementation strategy for proposed development and public 

infrastructure for near term; two; five; and, over a ten year horizon.

Task of JLL Team

Source: CRDA RFP
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… Assess the problems of attracting visitors

… Conduct market and case study research

… Develop planning and content ideas

… Create a vision master plan

… Craft a recommended execution strategy 

Elements of the JLL Vision Plan
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… Young Singles: Not Married, 21-39

… DINKS: Married, No Kids, 21- 39

… Parents: Married but Leave Kids at Home, 21 - 64

… Boomer Empty Nesters: 40 - 64

… Retirees: 65+

… Meeting & Conventioneers

Targeted Tourism Market

Source: Chadwick Martin Bailey Report
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Brand 

Identity
[Marketing 

Campaign]

Visitor 

Experience
[Deliver on Expectations]

+
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… Safety perceptions dark and non-populated places

… Relocation of non-conforming uses

… Not clean, tired, disrepair, ugly; tacky; seedy

… Low visitor-ship during off-season week days

… Short dwell time (1.2 days average)

… Poor transportation to Atlantic City

… Dead areas in City particularly along Boardwalk

… Atlantic Av – disrepair, not a Main St, poor lighting, not touristic uses

… Pacific Av – uninviting, only parking structures, poor lighting, no uses

… City not green

… Dirty beach and not visible from Boardwalk 

… Poor non-casino attraction/entertainment offerings

… Little resident diversification (limited middle income population)

… Public transportation not inviting

… Not a resort or entertainment feeling

… Uses not consistent with resort destination

… Limited city-wide events

JLL Team Problems to Solve

Source: Stakeholder Input
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EXPERIENCE MAKES 

THE PLACE 
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