
Downtown Eugene 

On The Bright Side 
A talk with Ray McIver 
by Sonja Ungemach 

Downtown Eugene has seen its 
share of economic problems. 
Faced with the competition of 

Valley River Center and other 
suburban shopping centers, along 
with the persistent downturn in 
the local economy, many down- 
town merchants and professionals 
have moved out, leaving store 

fronts gaping. In spite of the pleas- 
ant park-like atmosphere of the 
mall, plus the many interesting 
and unique shops and restaurants 
which are still there—and thriv- 

ing—the downtown as a whole 
has definitely seen better times. 

Perhaps no one is more aware 
of the situation than Ray McIver 
who has served as Executive Di- 
rector of the Eugene Downtown 
Association for the past eight 
years. At the end of this month, 
Ray will be leaving his position 
with EDA to go into private prac- 
tice as a marketing and promo- 
tions consultant. As part of that 

practice, he will continue to work 
with EDA, as a consultant, help- 
ing association members collec- 

tively work out appropriate mar- 
keting plans. 

Correct marketing is, according 
to McIver, the key to downtown 
economic success. Downtown 
does not have to wait for the large 
major department stores to locate 
here in order to draw the shop- 
pers, as some have maintained. In 

fact, says McIver, this "shopping 
center concept"—of having one 
or two "anchors" with a chain of 
smaller shops in between—is not 
necessarily right for a downtown. 
And consumer trends indicate a 

moving away from the shopping 
center towards the specialty 
atmosphere typical of down- 
towns. So, the marketing of 

downtown should be custom 

designed for the independent busi- 
nesses which exist there. 
"Downtown businesses can at- 

tract a reasonable number of peo- 

ple if they will depend on their 
own advertising and marketing, 
and therefore are guiding their 
own destiny. . . . Then when the 
anchors show up, they'll be strong 
and supported because they've 
already made a dent in the aware- 
ness of people by doing their own 
marketing." 
McIver sees himself the as 

"cosmic glue" that could bring 
together the varied entrepreneurs 
downtown with the skills they 
need to market their own bus- 
nesses. "I don't want to be an 

advertising agency. . . . We have 
an abundance of advertising agen- 
cies, yet they're not structured to 
help the mom & pop situations 
that need their help the most. I'd 
like to offer a new process where 
mom and pops can tap into really 
professional services but not have 
to pay the tariff themselves. Well, 
the only way I know to do that is 
through some sort of collective." 
Ray has already done a lot for 

downtown. Under his direction, 
EDA has sponsored or supported 
numerous projects designed to 

bring people downtown—the 

pushcart program, street per- 
formers, summer theatre on the 
mall, bedraces, the Imagination 
Celebration, and support for the 
Hult Center, to name a few. "I’m 
Santa Claus, the Easter Bunny and 
bedraces," quips Ray. 
McIver admits to being an opti- 

mist, with ultimate faith in cap- 
italism—"if done the right way"— 
and in the independent entre- 

preneur. 'These people are really 

heroes. They've chosen the tough- 
est. route of all which is to be 

physically, mentally, totally 
responsible for their lives in own- 
ing their own businesses. . . . 

They're totally invested. Well, I 

happen to believe that total con- 
tribution is what makes the differ- 
ence—that's what makes things 
happen." 
McIver also favors some degree 

of management downtown. If 

shopping centers can be likened to 
well-manicured gardens, down- 
towns tend to be meadows— 
where nature just runs its course. 
Some place between the two is 
where this downtown ought to be, 
says McIver. 'Maybe you need a 
'master gardener' in this down- 
town—not to destroy the entre- 
preneurial spirit and take over, 
but to be an assistance so that 
when people land, they land right 
—the seed falls in the right place." 
The City of Eugene, also a ma- 

jor downtown player, has this 

year created the position of 
Downtown Manager, launching a 
new level of public/private part- 
nership with downtown busi- 
nesses. On Saturday, that joint ef- 
fort will be recognized and cele- 
brated with a day of festivities 
downtown—music, theatre, crafts, 
food, wine tasting, and an unveil- 
ing of a new downtown logo. The 
event is called "All Dressed Up 
and Some Place to Go!" See ac- 

companying article and schedule 
for details. 
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EUGENE PRINT 

20 E. 13th • 484-2601 

the 1985 CENTURION 
‘Le Mans’ . 

Introductory price— I 
- $299.50 - 

“Best Handling Bike in 
its Class” —Bicycling Magazine, Dec. ’84 

See the line-up of Centurion and Fuji bicycles 
for touring, racing, commuting and all-terrain. 
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STU’S BIKE SHOP 

8th & Monroe • 344-2175 
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collective 

454 willamette st. 
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• Spring Hours • 
11am-9 pm M-F 

am-9 pm Sat. & Sun. -- 
closed Tuesda 

THE KIVA 
BOOKSELLERS, GROCERS 
and WINE MERCHANTS 

•Specialty Foods 
•Fresh Local Produce 
•Vitamins & Bulk Foods 

•Cheese, Beer & Wine - 

Imported & Domestic 
•Gourmet Coffees 

125 West 11 tn Avenue 
free parking 

OPEN 10-7 MON-SAT 
342-8666 

We’ve just returned from Anatolia with a spectacular col- 
lection of tribal and village carpets. Our Spring Sale will be 
Sat. & Sun., May 18 & 19, between 10 AM & 6 PM. 
We have antique investment quality carpets as well as 

the very best new handwoven village rugs at the lowest 
prices this side of Istanbul. 

If you missed our Benefit Sale at the U of O Museum of 
Natural History in February, come this weekend and see our 
magic carpets. You'll be glad you did. 

551 Centennial Blvd, at the Centennial Shopping Ctr„ 
2 miles east of Autzen Stadium 

00 REYNOLD STAFFEL ORIENTAL RUGS K 
747-4181 

LET YOUR IMAGINATION RUN WILD AND WIN 
A GIFT CERTIFICATE FROM PRINCE PUCKLER’S 

3RD ANNUAL 

it Great Create YourOwn 
ICECREAMCONTEST 
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HERE’S WHAT YOU CAN WIN: 
In each age group there will be 14 prizes. First Prize ($15 gift 
certificate), Second Prize ($10 gift certificate), Third Prize 

($5 gift certificate), and Best Original Name ($5 gift 
certificate). There will also be ten Honorable 
Mentions for each age group. They will win 

free sundaes. Deadline is June 1. 

ENTRY BLANK *** 124 UNDER 
OVER 12 • 

(NAME OF YOUR FLAVOR) 
INGREDIENTS FOR YOUR FLAVOR (LIMIT 3): 
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FCKLETS 
EUGENE’S OWN 

GOURMET ICE CREAM 
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SEND OR BRING ENTRIES TO: 

PRINCE PUCKLER’S ICE CREAM 

861 WILLAMETTE, EUG. 97401 OR 686 E. 13th, EUG. 97401 


