SECTION 3

Market Analysis
A compilation of tourism and
market data to identify Ankeny’s
bicycle tourism market potential.

MARKET
ANALYSIS
A focus on bicycle tourism is a shift for the City of
Ankeny. Tourists will not flock to Ankeny without
some level of investment from the city, coordinated efforts to market the area, and relationship building with local and regional individuals
and organizations. As with any new venture, the
City of Ankeny needs to know if it can expect a
return on its investment of money and time. The
community wants reassurance, too. During the
stakeholder interview process, the team received
questions such as, “Why should we invest in bicycle tourism?” and “Is this a smart investment?”
Based on the results, the team’s answer is yes.
With a structured program, bicycling and bicycle
tourism in Ankeny can be a powerful economic
driver. This chapter digs into the details of Ankeny’s bicycle tourism potential.

IS THERE A MARKET?
Section One highlights the impact of bicycling
in Iowa. The Iowa studies show bicycling’s positive economic impact on the state. However, the
studies represent a point in time; they do not
show trends over time. A key challenge regarding
bicycle tourism and the size of the market is the
lack of an existing and consistent dataset that
captures bicycle tourism participants. Once a
year, the Outdoor Industry Association (OIA) reports the participation rate and economic impact
of 40+ outdoor recreation markets, including
bicycling.7 OIA’s data provides a positive outlook
for the bicycle tourism market.
Bicycling Participation Rate: According to OIA’s
2007 - 2017 data, each year an average of 2.7%
of the US population participates in mountain/
non-paved surface activities and 13.7% engage
in road/paved surface bicycling activities. The
percent of US mountain bikers rose from 2.4% in
2007 to 2.9% in 2017 - there were 9 million moun-

Table 4: OIA Bicycle Related Expenditures

YEAR

GEAR, ACCESSORIES
& VEHICLES

2017

$13,857,894,195

$82,864,146,456

$96,722,040,651

2012*

$10,538,970,178

$70,781,975,693

$81,320,945,871

31% / 6.2% annual

17% / 3.4 % annual

19% / 3.8% annual

% Increase
*Adjusted to 2017 Dollars
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tain bikers in 2017. Road/paved surface fell from
14.1% to 13.0%, for a total of 38 million bicyclists
in 2017.
Benchmarked With Other Activities: Between
2007 and 2017, bicycling maintained its position
as a top US outdoor recreation activity. Rankings
between 2007 and 2017 place bicycling as the
third most popular outdoor recreation activity
in the US. Running/Jogging and Fishing top the
list. Camping ranks fourth behind bicycling. While
this study’s focus is bicycling, Ankeny’s trail network attracts runners and running events. Many
of the principals that apply to bicycle tourism
also apply to running tourism.

Bicyclist Spending: Nationally, the bicycling
community spent $13.7 billion on bicycling gear,
accessories, and bicycles. More impressive, bicyclists spent $82 billion on bicycle travel in 2017,
up from $70.8 billion in 2012.
Summary. Bicycling is a popular activity for
many Americans and it is a steady segment of
the outdoor recreation market. Revenue from,
and the economic impact of, bicycle travel has
expanded year over year. The stability of the
bicycling market is an indicator that the City of
Ankeny’s investment in bicycle tourism is likely
to produce returns.

BICYCLE INDUSTRY HIGHLIGHTS
• Mountain bike sales are growing at the expense
of road bikes (up 3% between 2016 and 2017;
road bike sales declined by 12%).
• The fastest-growing bicycle type in the market is
the electric sector. ($77.1 million in 2017, up 91
percent from 2016).
• The gravel bike market is growing, however the
bicycle industry classifies gravel bikes as “other”
and therefore does not have associated growth
figures.
• Mountain and e-bikes are selling at higher price
points: “Higher price bands are growing; new,
fashionable brands are emerging; and innovations...are taking place. These bikes also enable
riders to feel young, regardless of generation;
mountain bikes open doors to adventure, and
e-bikes with higher price points are largely being
purchased by Boomers wanting a new ride experience.”

Bicycling Growth Rate: The number of people
who bicycle grew by 1% per year between 2007
and 2017. Many outdoor activities far exceed
bicycling’s growth rate, however the fastest
growing activities do not have bicycling’s market
share. For example, triathalon, adventure racing,
and telemark skiing have the highest growth
rates. However, in 2017, combined participation
for the three activities totaled 6.9 million. With a
large participant base and a steady growth rate,
bicycling is a stable market.

• Other market highlights: BMX is experiencing a
resurgence, up 27% between 2016-2017. Sales
growth for components and accessories sales
have been mixed - growth is in components,
wheels, forks and suspension, and lights. Service
and repair sales are up by 3%.
• Small bicycle retailers continue to face steep
competition from large and online retailers;
many small shops are expanding offerings and
services to carve a niche in the market.

Table 5: OIA Bicycling Impact

YEAR

RETAIL
SPENDING

JOBS

FEDERAL
TAXES

INCOME**

STATE &
LOCAL TAXES

2017

$96,722,040,651

847,559

$28,543,151,818

$7,000,352,726

$6,270,032,370

2012*

$93,218,439,558

772,146

$41,261,977,186

$5,524,003,709

$5,951,627,803

% Increase

4% / 1% annual

10% / 2% annual

--

27% / 5% annual

5% / 1% annual

*Adjusted to 2017 Dollars, **2012 data includes salaries, wages and business profits, 2017 does not include business profits.
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Tourism in
Iowa

Figure 4: Travel Iowa Statewide Travel-generated Expenditures

Iowa’s domestic tourists spent $8.5 billion on
tourism related expenditures in 2017. Accounting for 70% of all visitor spending, the top visitor expenditures are auto transportation, food
service, and lodging. The recreation ($886 million)
and retail categories ($626.4 million) comprised
18% of visitor spending.
Of Iowa’s 99 counties, Polk County “led all counties in domestic traveler expenditures, payroll
income and jobs directly generated by these
expenditures in 2017.” Polk County visitors spent
more than $2 billion, accounting for 23.8 percent
of all expenditures across the state.
TOURISM PROMOTION IN IOWA
Travel spending in Iowa is due in part to the
efforts of Travel Iowa, the state’s tourism promotion organization, and local tourism promotion
organizations, such as Catch Des Moines. The
consulting team interviewed representatives
from Travel Iowa and Catch Des Moines to better
understand state and local tourism trends.
Travel Iowa Market. Travel Iowa’s target market includes Iowa and the surrounding states of
Illinois, Kansas, Minnesota, Missouri, Nebraska,
South Dakota, and Wisconsin, and the region’s
larger cities such as Chicago, Minneapolis, Kansas
City, and Omaha. Travel Iowa reported that its
main paid target market is “social moms” - those
who make a family’s vacation plans. Travel Iowa’s
2018 Marketing Follow-Up Survey, shown on
the following page, provides a good overview of
Iowa’s travel trends.
32 | ANKENY BICYCLE TOURISM PLAN

Travel Iowa and Bicycling Promotion. One of
the first things a visitor sees on Travel Iowa’s
landing page is a link highlighting Iowa’s Bike
Trails. One click and visitors are directed to a
menu of Iowa’s bicycling resources. If a visitor
were to use a search term similar to “Ankeny +
Bicycle”, the delivered results would provide very
little beyond Ankeny’s connection to the High
Trestle Trail / Bridge and Firetrucker Brewery.
Catch Des Moines (CDSM) Market. CDSM’s
broad target market is similar to Travel Iowa’s surrounding states and larger cities. In addition
to attracting the general tourist, CDSM also
promotes the Des Moines metro as premiere
destination for sporting and conference events.
Based on CDSM web traffic data from January
2016 - November 2018, the top three cities for
traffic to the website are Des Moines, West Des
Moines, and Omaha.

Catch Des Moines and Bicycling Promotion.
While not featured as prominently as Travel Iowa,
the CDSM website has a catalogue of bicycling
information. For example, the site has Central
Iowa Trails Network maps and links, and itineraries for themed rides and walks around the City
of Des Moines. There is very little Ankeny specific
information, bicycling or otherwise.
Summary. Tourism is big business in Iowa; particularly in Polk County. Both Travel Iowa and CDSM
recognize the potential bicycling has for tourist
attraction. However, connections to and from
Ankeny do not feature prominently with either
group. With little effort and expense, the City of
Ankeny can work with Travel Iowa and Catch Des
Moines to improve Ankeny’s site presence (in
general) and craft messaging to promote Ankeny
as a destination for bicycle tourists.

Figure 5: (left) Travel Iowa’s home page invites
visitors to explore Iowa’s bike trails

Figure 6: (right) Travel Iowa’s “Get Inspired” web
articles highlights Ankeny’s Firetrucker Brewery as
number 7 of Iowa’s “12 Patios Worth the Pedaling”
Figure 7: Detailed Graphics from Travel Iowa’s 2018 Marketing Follow-Up Survey
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High Trestle
Bridge Visitors
Beyond anecdotal evidence, Central Iowa Trails
Network stakeholders have collected little data
about the home location of trail users. This is because location data is difficult to get. Most organizations do not have the resources to conduct
periodic trail user intercept surveys. The Ankeny
Bicycle Tourism Plan tests the use of mobile
device location data to identify trail user trends,
including a visitor’s home location.
The consulting team elected to use a data set
that captured information from trail users who A)
visited the High Trestle Bridge between October
2017 and October 2018, B) opted in to location
sharing on their device, and C) whose device
“pinged” while in the study area. While the sample
size is small compared to the overall number of
trail users captured by installed counters, the
team believes the conclusions drawn from the
data are valid. The Appendix contains a summary
of the data used, its strengths, and its limitations.
WHAT WE LEARNED
Based on the location data and findings from
the intercept survey*, High Trestle Bridge (HTB)
visitors are:
Out-of-State Travelers. Based on the location
data 18% of HTB visitors are out-of-state travelers. Five percent (5%) of trail users captured
through the intercept survey live out of state.
Iowa Travelers. Based on the location data gathered for this project, 82% of High Trestle Trail
Bridge visitors live in Iowa. For comparison,
95% of trail users captured during the intercept
survey are Iowans.
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To be captured in the data, a trail user had to
enter this area using a device with location
tracking enabled.

HIGH TRESTLE BRIDGE

Figure 8: High Trestle Bridge Polygon

Guthrie, Dallas, Polk, Jasper, Madison and Warren
Counties comprise the Des Moines Metropolitan
Statistical Area (Des Moines Metro, or Metro). Excluding the City of Ankeny, 44% of in-state HTB
visitors are from the Des Moines Metro; 24% of
intercepted trail users are from the Metro.
Thirty-four percent (34%) of HTB visitors live
beyond the Metro, Ames, or Ankeny, compared
to only 15% of the trail users that completed the
intercept survey.
The remaining percentage of HTB visitors live in
Ankeny (8% of in-state visitors) or Ames (10%
of in-state visitors). More than half (53%) of intercepted trail users live in Ankeny whereas only
5% call Ames home.

ANKENY IMPLICATIONS
The phrase “more heads in beds” is a common
goal for tourism development entities. Tourism
efforts make an economic impact when out-oftown visitors stay overnight. They spend more
money on hotel rooms (generating tourism development taxes) and food and drink compared
to day-visitors.
Heads in beds is a primary outcome of Ankeny’s
bicycle tourism strategy. However, much of the
trail market lives close to Ankeny, meaning they
can ride bikes all day and still make it home to
put their head in their own bed.

*The HTT Intercept Survey was conducted toward the end of the season on a cold weekend.

RECOMMENDATIONS
Therefore, Ankeny’s bicycle tourism and economic development
marketing strategy should:
• Entice out-of-state visitors and in-state travelers from the more
distant corners of Iowa to stay overnight in Ankeny;

Figure 9: Visitor Home Location - Iowa Focus

ALL LOCATION
POINTS
ALL IOWA
POINTS

• Encourage day-trippers to visit Ankeny at the beginning, middle,
or end of their trail excursion, and
• Strengthen connections between Ankeny’s bicycling citizens,
local businesses, and the development community.

82% FROM WITHIN IOWA

AREAS IN IOWA

The following sections provide snapshot level data intended to guide
marketing strategies tailored to Ankeny’s three markets: Ankeny’s local market, the Des Moines Metro, and out-of-state and distant Iowa.

44%
DES MOINES
METRO

39%
IOWA
OTHER

Map 7: HTT Visitor Home Base, Des
Moines Metro View
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Market Potential
Introduction
The assessment of Ankeny’s market potential
relies on data from Esri Business Analyst, Esri
Tapestry Segmentation, UberMedia data, the
Intercept Survey and local interviews, and other
sources as noted.
This page provides a brief explanation of the
data points used throughout the section.

ESRI TAPESTRY SEGMENTATION
AVERAGE HOUSEHOLD BUDGET INDEX
Esri’s Household Budget Index compares the
average amount spent on a market area’s
household budget for items such as housing,
food, or apparel. The average amount spent
by all US households has an index of 100 is
average. An index of 120 shows that average
spending by consumers in a market is 20
percent above the national average.
UP AND COMING FAMILIES

MARKET POTENTIAL INDEX

While this classification scheme can miss important differences between neighborhood
residents, the data is useful for businesses
and marketers seeking to target groups that
may be potential customers.
Tapestry segments are based on two specific
groupings:

Esri’s MPI (Market Potential Index) is a measure
of demand. It is an index of the likelihood that
adults or households in the trade area will exhibit
a consumer behavior or purchasing pattern compared to the U.S. An MPI of 100 represents the
U.S. average.

Fourteen LifeMode groups that each represent markets that share a common experience—born in the same generation or
immigration from another country—or a
significant demographic trait, like affluence.
RETAIL SPENDING
PATTERNS
Esri Business Analyst allows
one to drill down on household spending patterns,
demographics, and other
data. For example, the
image to the left depicts
counties with households
that spend more on recreation and entertainment
than the average US household.
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Tapestry segmentation is a data set maintained by Esri that classifies neighborhoods
into 67 unique segments based on demographics and socioeconomic characteristics.8
Each segment is given a descriptive name
such as Soccer Moms or Heartland Communities.

Six Urbanization summary groups that
classify markets by urban from, ranging from
dense cities to rural areas.
More Information: http://bit.ly/2Gn9WkW

Ankeny
Market

Figure 10: A Sample Tapestry Description

BOOMBURBS
Annual Income: $113,400

SOCCER MOMS
Annual Income: $90,500

BRIGHT YOUNG PROFESSIONALS
Annual Income: $54,000

ENTERPRISING PROFESSIONALS
Annual Income: $86,600

Data from the intercept survey, local interviews,
and the location data all reveal that Ankeny has a
strong local market for bicycling and trail activities - while locals are not tourists, local bicyclists
support Ankeny’s economy.
TAPESTRY SEGMENTATION
Tapestry Segmentation for the City of Ankeny
shows a strong customer base for activities
that also appeal to tourists. However, Ankeny’s
businesses, such as food and drinking places
and retail establishments, can count on Ankeny’s
citizen’s all year. Figure 11 presents all Tapestry
segments within Ankeny while Figure 10 provides the Budget Index for each of Ankeny’s top
five most prevalent segments, to which 71% of
the city’s households belong.
Ankeny’s:
• Households have a higher than average
household income. The median income for
the US is $56,100. Only the Bright Young
Professionals fall below the US median
income.

UP AND COMING FAMILIES
Annual Income: $72,000

• Households spend more than the average
US Citizen on most household budget items.
Ankeny’s largest segment, Boomburbs,
spends 100% more on Entertainment and
Recreation than the average US Citizen.
• Segments value physical activity and spend
money on gym memberships, yoga, and
sporting activities and gear.
• Ankeny citizens are the demographic other
tourist destinations would like to attract.
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Figure 11: Ankeny’s Tapestry Segmentation

MARKET POTENTIAL INDEX
Ankeny’s households spend more than the average US household on retail goods, food and beverage, and recreation. Despite their higher than
average spending patterns, there is still demand
in market segments aligned with bicycling and
bicycle tourism.
Table 6: Ankeny Market Potential Index

Participated in bicycling (MTB) in last 12 months

4.7% of households

MPI: 116

Participated in bicycling (road) in last 12 months

12.0% of households

MPI: 119

Drank beer/ale in last 6 months

44.8% of adults

MPI: 106

Dined out in last 12 months
57.7% of adults

MPI: 119

Domestic travel in last 12 months
12.0% of households

MPI: 119

IMPLICATIONS FOR ANKENY
Section 4 outlines a phased strategy for Ankeny’s Bicycle Tourism Strategy. Catering to the
local market is an easy win on a quick timeline. As
Ankeny builds its policy and programs to attract
out-of-town tourists, the city can coordinate with
the private sector and the local bicycling community to bolster economic development efforts.
Sharing the results of this study and Ankeny’s
market potential is a good starting point.
Considering the spending patterns of Ankeny only, the market can support additional eating and drinking establishments.
The City should work with the private sector to locate establishments along the Ankeny Trail Network.
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Des Moines
Metro Market
The largest portion of HTB trail visitors live in the
Des Moines Metro (44% of all in-state visitors).
The Metro has more diversity in terms of demographics, incomes and spending patterns. This
is not surprising given the presence of rural and
urban households.

TAPESTRY SEGMENTATION
Map 8 codes the dominant tapestry segment
for each zip code in the Metro. Nearly all Ankeny
households are above the US median income
($56,100), whereas household incomes across
the metro vary from $39,300 (Traditional Living)
to $113,400 (Boomburbs) with a household median income of $63,705.

BOON E
AM E S

JE F F E R S O N

The area just beyond the Metro is relatively
homogeneous. The dominant tapestry segments
across sixty-five percent (65%) of the area are
Prairie Living, Heartland Communities, Green
Acres, and Salt of the Earth.

M AR SH AL L TO WN

Map 8: Des Moines Metro Tapestry Segmentation By Zip Code
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METRO MARKET POTENTIAL
The Des Moines Metro has the demand to support additional bicycle related business activity.
It should be noted that there is great diversity
across the region - market characteristics in
Downtown Des Moines vary greatly from those in
Western Guthrie County.
Table 7: Metro Market Potential Index

Participated in bicycling (MTB) in last 12 months

4.5% of households

MPI: 110

Participated in bicycling (road) in last 12 months

11.2% of households

MPI: 111

Drank beer/ale in last 6 months

43.5% of adults

MPI: 103

Dined out in last 12 months
53.9% of adults

MPI: 106

Domestic travel in last 12 months
54.7% of households

MPI: 105

IMPLICATIONS FOR ANKENY
Given the high number of visitors coming from
the Metro, Ankeny needs a market strategy that
caters to day-trip visitors. Variation across the
Metro Market means that no one message will
appeal to all segments. When Ankeny implements its marketing strategy, it should design
day-trip itineraries, routes, events, or incentives
tailored to specific segments such as families,
seniors, or young professionals. The Appendix
includes the full tapestry descriptions for the top
market segments in the Metro. The descriptions
can guide Ankeny’s future marketing messages.
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Many states, regions, counties, and a few cities provide bicycling routes and activities along the way as a tourism
promotion strategy. Several websites promote bicycling in Iowa, however, a visitor must piece the information
together; there is not one clear source of information linking people to Central Iowa. Ankeny and Central Iowa
have a variety of market segments to appeal to and will therefore need to design experiences attractive to many
audiences.

The Overnight
Market

Map 9: US View of HTB Location
Data and the Overnight Market

The consulting team assembled a variety of data
layers to pinpoint the most promising market
from which Ankeny can attract out-of-town
visitors. Travel Iowa and Catch Des Moines target
residents in neighboring states and the cities
within a one day drive of the Des Moines Metro.
The team captured anecdotal information from
stakeholder interviews and the trail intercept
surveys. Finally, the team identified patterns from
the the HTB location data. The Overnight Market
(OM) is the result of the data layering.
The metropolitan areas that circle Ankeny and
are within one day’s drive include:
• Minneapolis and St. Paul, MN,
• Madison and Milwaukee, WI

= one cell phone

• Chicago and Bloomington, IL,
• St. Louis, Columbia, and Kansas City, MO,
• Lincoln and Omaha, NE, and

OVERNIGHT MARKET

• Sioux Falls, SD.
Due to the scale of the OM, this section does
not contain a Tapestry breakdown; however, it
does provide a composite of selected spending patterns to determine the OM’s top market
counties.
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M i c h i ga n
Map 10: Overnight Market with HTT Location Data
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M i c h i ga n

Map 11: Overnight Market - Drive Time
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Map 12: Overnight Market Spending Patterns
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OVERNIGHT MARKET POTENTIAL

IMPLICATIONS FOR ANKENY

Given the wide variation of demographics and
spending patterns across the Overnight Market,
Map 12 shows four selected spending factors
that may guide Ankeny’s future marketing efforts. The map sections represent counties that
spend more than the average US household on:

OM counties in Map 13 and Table 8 have the
highest market potential for bicycle tourism from this market is where Ankeny is most likely
to attract overnight visitors. The City will need a
detailed and targeted marketing strategy as it
develops its branding and marketing campaign.

A: Bicycles
B: Domestic Travel
C: Recreation
D: Recreation During Domestic Travel
Map 13 is a composite of factors A-D; households in these OM counties (also listed in Table 8)
spend more than the average US Household on
bicycles, domestic travel, recreation in general,
and recreation while traveling.
S o u th
D a k o ta
M i n n e s o ta

M in n eapol is
St Pau l

The target areas in the OM reflect the Travel Iowa
and Catch Des Moines markets. Both organizations provide travel and tourism marketing assistance that can benefit Ankeny’s bicycle tourism
efforts.
While the OM is the largest market, Ankeny and
Central Iowa attract many visitors from outside
of this region. Ankeny should not lose sight of
its potential to attract national and international visitors.
M i c h i ga n

Map 13: Counties with the
Highest Market Potential
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Table 8: Counties with the Highest Market Potential

Wi s c o n s i n

Siou x Fal l s

N eb raska

COUNTY

COMPOSITE SCORE

Lake County, IL

610

Carver County, MN

598

Scott County, MN

583

Washington County, MN

577

DuPage County, IL

567

Ozaukee County, WI

562

Johnson County, KS

541

Kendall County, IL

536

Waukesha County, WI

525

Dallas County, IA

523

Dakota County, MN

515

Will County, IL

504

Kane County, IL

500

McHenry County, IL

497

Hennepin County, MN

495

Olmsted County, MN

481

Lincoln County, SD

480

Platte County, MO

480

St. Charles County, MO

473

Wright County, MN

464

St. Louis County, MO

461

Anoka County, MN

459

Sarpy County, NE

458

St. Croix County, WI

456

Sherburne County, MN

455

Monroe County, IL

454

Dane County, WI

443

Washington County, WI

438

Cook County, IL

429

Warren County, IA

425

Chisago County, MN

420

Polk County, IA

418

Ramsey County, MN

410

Grundy County, IL

408
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Intercept Survey
Business Trends

Map 14: Businesses Frequented Along Trail Network

During the trail intercept survey, the team asked
trail users to identify the businesses visited on
the day of the survey and how much they spent
during the visit. Restaurants, bars, and breweries
topped the list. Fast-food and retail establishments tied for second place and convenience
stores came in at third. Survey data, combined
with interviews and observations revealed the
following business use trends:
• Before a trail trip, users are more likely to
visit a quick grab retail or food establishment such as Casey’s for a donut or Kyle’s
Bikes for an inner tube.
• During a trail trip, eating and drinking
establishments are destinations. Travelers
use businesses to mark a turn around point
or a rest/refuel stop on a longer ride. For
example, the team intercepted a couple out
on a date night. They planned to ride from
Ankeny to Reclaimed Rails in Bondurant via
the Chichaqua Valley Trail as their destination and turn-around.
• At the end of a trip, trail users are more likely
to gather at a food/drink establishment for
a longer visit. Firetrucker Brewery is a popular post-ride gathering place.
• Along the trail, popular businesses (e.g. Nite
Hawk in Slater, Captain Roy’s in Des Moines)
are de facto trailheads. People park at or
near the business intending to end their trip
at the business.
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Number of
times a business
was mentioned
in the surveys.

BUSINESSES MENTIONED
Flat Tire
Night Hawk
Firetrucker
Hy-vee
Whistlin’ Donkey
Farmers Market
Captain Roy’s
Casey’s General
Store
Oktoberfest
Kue’d

Kyle’s Bikes
Yankee Clipper
Banking
Burger King
Costco / Trader
Joe’s
Des Moines
Fong’s Pizza
Gateway Market
Grocery in Slater
Hardee’s

Imperial RV
Kum & Go
Library
Main Street Cafe
Malo
McDonald’s
Motel 6
Reclaimed Rails
Subway
Tweedle Dee
Walmart

• Trail users expressed a desire for more
trailside businesses. One consistent theme
was the need for a place to stop between
Ankeny and the Oasis; a destination similar
to Firetrucker Brewery, Nite Hawk, Flat Tire,
or the Whistilin’ Donkey.
The intercept survey stations captured bicyclists
on the west side of Ankeny. Few trail users mentioned businesses along the Oralabor Gateway /
Gay Lea Wilson corridors - one exception being
the handful of bicyclists who commuted from
the Des Moines Metro to their place of employment near the airport.
BUSINESS LOCATION RECOMMENDATIONS

• The proposed Neal Smith / Ankeny Connector is an ideal location for a trail-oriented
business.
• Business near the trails in southeast Ankeny
(Oralabor Gateway to Gay Lea Wilson to
Chichaqua Valley) do not have trail-oriented
destinations. As gaps in Ankeny’s trail network close, this is a prime area for trail-oriented business development.

“Need more between Ankeny
and Slater, would have stayed in
Ankeny if there was a point.”

Advertising in Madrid along the High Trestle
Trail and the Flat Tire Lounge.

As trail-side businesses redevelop or new ones
arrive, owners should know what bicyclists need.
The intercept survey findings show Ankeny
should work with the business owners to:
• Locate quick grab bicycle friendly businesses near formal trailheads and parking areas.
Develop standards to allow for pop-up
business popular with trail users (e.g. food
trucks, ice cream stands, etc.).
• Along the HTT, there is a demand for a food
and beverage stop between Ankeny and
the Oasis.
• Work with trail-oriented / de facto trailhead
business owners to develop parking solutions.
• As new trails develop, ensure that trails travel through or connect to commercial areas
(that are ideally trail-oriented).
• Formalize a step in the development review
process to determine a project’s impact on
the trail network.

Business advertising along
the High Trestle Trail.

The seasonal nature of bicycling results in
businesses that close for the off-season.
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