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The Downtown Alliance, presents Downtown the Magazine. Downtown
the Magazine tells the story of the people, businesses and events
contributing to a dynamic urban center.
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Downtown the Magazine is an important tool in reaching your
customers through cost-effective advertising, targeted to thousands
of downtown employees, locals across the Wasatch, visitors and
conventioneers. In addition, Downtown the Magazine is also delivered
to local residents that frequent downtown for their dining, shopping and
entertainment needs. This guide is designed to attract the attention and
interests of those who like to engage in Utah’s capital city.
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Downtown the Magazine will feature profiles on the people who live,
work and play in Downtown SLC.

UTAH JAZ

STARTUPS

NTOWN

FLOCK DOW

ND
DINE O’ROU
FOR

E
A DINING GUID BEST FLAVORS
S
DOWNTOWN’

THREE
LEGACY
RA
UTAH OPE
PHONY
UTAH SYM
T
BALLET WES

EXPANDED
DISTRIBUTION

240,000
120,000 Spring / Summer
120,000 Fall / Winter
• Deseret News
• The Salt Lake Tribune
• Hotels & Visitor racks
• Utah Business
• Affluent and targeted
downtown patrons

PREVIOUSLY FEATURED EDITORIAL TOPICS

COVER_to

April 2016

press.indd

E

GUIDE & MOR

AM
8/24/15 8:57

1
with any character,” Reid said. “Our move
to the suburbs created a culture void for
us. Ultimately it wasn’t aligned with the
values of the workforce we need to be
successful.”

STORY BY JASON MATHIS | PHOTOS BY DAVID NEWKIRK AND BRENT UBERTY

Eventually separation anxiety for the
urban core and a set of concrete business
calculations led Mastery Connect back
downtown. A year after they invested in
new office space, they left their new digs
and came back to the city center, taking
up an entire floor in the 222 Building on
Main Street.

PERSONALITIES

Workforce
of the Future
Salt Lake City has become a magnet
for the creative class and continues to
top national rankings of places that
developers, designers and artists want
to live. A vibrant arts scene coupled
with relatively low cost-of-living and
a business-friendly environment has
made Utah’s capital city a draw for tech
entrepreneurs. In the past few years,
downtown has attracted companies like
Domo, WorkDay, Disney Interactive,
EA, InsideSales and Experticity, a
high tech marketing company that takes
up three floors in the Boston Building
on Main Street.

“Down to Business”, Six Women Changing
Downtown

LEFT TO RIGHT: Leadership at Mastery Connect include: Trenton Goble, chief learning officer; Doug Weber, CTO and Cory Reid, CEO.

Techtopia

“Techtopia”,Startups Flock Downtown
“Ring Around the Rose”, Six Performers Storm

W

hen software development company Mastery
Connect grew from a few developers to a few
dozen a couple of years ago, they knew it was
time to find a bigger home.
Mastery Connect is a Utah startup that develops technology
for the classroom. Started in 2009, the company software
shows real-time understanding of specific concepts, helping
teachers personalize the learning experience for every
student. Like most startups, Mastery Connect began with
humble beginnings and humble office space.

the Stage

In 2011 they surveyed the local office market and the
suburb’s siren call was hard to resist. The company picked
up their operation from cheap Class C office space and
headed south to a shiny new suburban location. But the
move was not to last.

InsideSales decided to open an urban
location on Broadway just off Main Street

“When we got there we realized a few things,” said
president and CEO Corey Reid. Although the company
made significant investments in their new space, “You can
make the inside of your office reflective of your corporate
personality. It’s expensive, but you can do it.”

to capitalize on our capital city’s many
amenities. The Utah startup makes sales
teams more efficient and productive by
helping them identify who to call, when
to call or email, and what to say to make
the sale.
“Our office in downtown Salt Lake City
brings us great benefits, including access
to a high-quality talent pool (stretching
all the way into Davis County), thanks to
its central location and convenient mass
transit,” said InsideSales president and
founder Ken Krogue. “It also provides
visiting customers and prospects easy
access to our office because downtown
SLC is so close to the airport.”
Krogue says the downtown location has
been helpful in achieving staffing and
sales objectives for the growing company.
“It has given us access to a large, growing,
diverse talent pool,” he said. “Working in
downtown SLC appeals to a wide range
of employees because of its convenient
location and big-city amenities.”
Indeed, as savvy employers know, a
company will only be as creative and
entrepreneurial as its employees. Among
the top concern for growing creative
enterprises: attracting an innovative and
diverse workforce. An urban location is
increasingly recognized as a top selling
point for young, educated workers who
want a dynamic work experience in
addition to a paycheck.
Working downtown was important to Aria
Irani who graduated from the University
of Utah’s Business School with an
operations management degree in 2014.
“Coming out of college I had offers with
other companies with offices outside of
downtown,” Irani said. “It was exciting

to imagine the start to my career in the
center of the city where everything is
happening.”
Irani chose WorkDay, an enterprise
software company that expanded to
downtown Salt Lake City in 2011.
WorkDay delivers HCM and financial
software through the cloud. Irani turned
down offers from suburban employers
because he wanted an urban experience.
“I chose WorkDay over those other
companies because I knew working
downtown would open opportunities
that I couldn’t find elsewhere,” he said.
“WorkDay is all about great work culture.
The company is headquartered in the Bay
Area and that fun, tech culture can be felt
in the Salt Lake City office. It’s a fantastic
company,” he said.
His job as an analyst at the cutting
edge company keeps him busy, but he
credits the company’s downtown location
as a source of ongoing enthusiasm. “I
get to come to an office in an exciting
environment,” he said. “It keeps me
passionate about what I do and motivated
to do bigger things.”

Regional Draw:
The Secret is Out
With nearly a quarter of new hires
coming from outside of the Beehive State,
the intangible qualities that come with
Mastery Connect being downtown become
even more important.
“Utah hasn’t always been on the top of
people’s minds,” said Reid, “but the secret
is out and we have a fantastic talent pool
and a strong tech presence. Downtown is
served by great public transportation. It

In the end, it wasn’t enough. After a few months, the
company started questioning their suburban choice.
“In a suburban environment, you’re kind of isolated,” he
said. Employees missed the vibrancy of downtown streets,
the convenience of TRAX, GREENbike and the diversity of
experiences and people that can only be found downtown.
“We were very much in a suburban culture, and it was hard
to walk any place other than 7-Eleven. You could get any
kind of fast food you wanted at lunch, but there was nothing
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Mastery Connect offers work and play amenities to stimulate employees’ creativity, morale and teamwork.
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James
Goodman

Urban Campus

25, UTAH VALLEY
UNIVERSITY
MAJOR: BUSINESS
MANAGEMENT

A growing population of students
are choosing to live in the heart of downtown.

“Urban Campus”, Students Living in Heart of SLC

James Goodman loves Utah
Valley University, but he
says he wanted to live in
downtown Salt Lake.
“I grew up in Orem but
moved downtown five years
ago,” he says. “I just love
it, and it’s worth it to me to
drive or take the train so I can
live here.”

STORY BY JEREMY PUGH | PHOTOS BY DAVID NEWKIRK

A

“At Home in City Creek Center”, Conversation with
Linda Wardell

mid all the business types bustling around Salt Lake’s urban center, a growing population of students
are choosing to live in the heart of the city. When they are not studying hard, they are playing hard
downtown and bringing a young, ambitious vibe to Utah’s urban center.

Florence Hernandez

Kris Bowser

19, NEUMONT UNIVERSITY
MAJOR: COMPUTER SCIENCE

36, UNIVERSITY OF UTAH
MAJOR: COMMUNICATION AND GENDER STUDIES

Florence Hernandez moved to Salt Lake City sight unseen
from Forth Worth, Texas, to pursue her computer science
degree at Neumont University’s Main Street Campus. And
although she most likely has no idea who Mary Tyler Moore
is, the vivacious 19-year-old certainly had her “Mary Tyler
Moment” twirling in the streets of her new city streets last fall.

Kris Bowser took the long way towards finishing her degree.
After high school in Ogden, she started at Weber State
University, but realized she just wasn’t ready or focused
enough to pursue school seriously. And that’s how Kris
Bowser approaches everything: seriously. So she got a job
working for international hotel company Wyndham and saw
the world, traveling constantly for work. After spending her
20s in a corporate life on the road, she hung it up and took a
year off to play.

“It was so clean and it was colder than where I’m from,”
she says. “It felt so invigorating, like a breath of fresh air.
Everything was so bright and roomy, I loved the energy. I
really felt like I was starting my life.”

“Mid-Century Modern”, Buildings to Bar Carts

Hernandez, who was a standout student back home, always
knew she was going to leave Texas and says she chose
Neumont because of its tech emphasis and accelerated threeyear program. She loves her school and quickly got involved,
becoming Neumont’s first ever female student body president
and quickly made friends.

DEADLINES

“In my first week, I just knew everyone was like me; they didn’t
know anybody either and I was just so excited and happy. I
think my enthusiasm helped me make a lot of friends,” she
says. “Back home, I was an outcast. My interests were so
different, but here there are lots of people who like the same
things I do.”

Space Reservation

“Experticity is focused on driving
innovation in all parts of our business,”
said CEO Tom Stockhan. “A key part of
achieving that DNA is a strong focus on
a great company culture. Our downtown
location plays a critical role in acquiring
the right talent and giving our employees
a workplace they enjoy.”

Attracted by downtown’s energy and
diversity, a wave of tech firms settle in
Utah’s urban core.
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Goodman lives near the
library and says it’s the
perfect neighborhood for
he and his husband, Jeff rey
Gomez.
“We just love walking over
the Les Madeleines or
stopping into Bar X. We can
go to all the festivals and
the Farmers Market, and the
Gallery Strolls are always
nearby,” he says.
Christmas in SLC is an
especially special time for
James and Jeff rey, who
celebrate their wedding
anniversary walking amid
downtown’s holiday lights.

“I decided I wanted to travel for myself and try new things,”
she says. “I needed that break.”

“It’s funny but when we
bought our condo, we
thought we didn’t want to
live in Utah forever. But I feel
completely differently now. I
could spend years here.”

Then she got serious and headed back to school with
a decade of practical work experience under her belt.
“The University of Utah is really good for non-traditional
students,” she says. “They don’t expect me to join sorority or
do a bunch of activities.”
During her previous life, she had lived near Trolley Square
but traveled so much that she never really got to know the
city. When she opted to resume her studies, she deliberately
chose to locate herself in the artsy Pierpont Area of
downtown.

Hernandez lives near 300 South and 600 East and loves
walking downtown to school every day, explaining that she
“grew up in this suburban area where it took a 30-minute
drive to get anywhere. I love using my legs.”

“I am such a city girl,” she says. “I love walkable
neighborhoods and I love the buzz. I walk to the Farmers
Market, to restaurants and like the sense of community
here. I like knowing the restaurant owners and people at the
businesses I frequent.”

When she’s not hard hitting the books, she’s exploring her
new city. “There is always something to do, always a new
place to discover, some little crevasse that becomes our new
hangout spot. It continues to blow my mind.”

“Most of my friends live between downtown and Sugar
House,” she says. “Everybody bikes to everything, and I just
love that there is this awareness towards greener healthier
lifestyles. I like that that’s the norm here.”
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Salt Lake’s open vibe suits
Jeff rey and James just
fine, and like many “new
urbanists,” he says they chose
to live an “experiencedbased” life.

LEFT TO RIGHT: Students James Goodman, Kris Bowser and
Florence Hernandez all love living the urban experience.

fall / winter 2015

“We’re not paying for a big
yard,” he says. “We’re paying
for being able to walk around
the corner to our favorite
store. I don’t want to spend
my time mowing a lawn or
cleaning a big house. We
want experiences.”
downtown the magazine
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FEBRUARY 29

Art Deadline
MARCH 4

STORY BY MELISSA FIELDS

EXPERIENCES
“The Community’s Place”, Utah JAZZ’s Home Court

COURTESY IMAGES. LEFT TO RIGHT: Utah Opera’s “Madame Butterfly,” Ballet West and Utah Symphony.

Reflecting what McBeth points out as a current industry
trend toward grand-scale productions, the Utah Opera’s
2015-16 season line up—Tosca, The Merry Widow, Aida
and The Marriage of Figaro—falls squarely in the greatest
hits category. “The complete season is ideal for both new and
veteran opera goers, but if I had to recommend two I’d have
to say Tosca, a famous, very realistic opera, written in a very
cinematic way, set to music that’s better than any film score.
It’s an ideal choice for those new to opera,” he says. “And Aida, a
very grand, over-the-top opera with big colorful sets with lots of
people on stage and a storyline that includes plenty of shock and
awe, will dazzle even the most experienced opera aficionado.”

Advantage
“The Legacy Three”, Three Performing Art Groups Thrive
The Legacy Three

“Street Art”, Mural Guide

Why the Utah Symphony | Utah Opera and
Ballet West have thrived in the best,
and worst, of times.

T

hough Friedrich Nietzsche’s timeless quote, “That which
does not destroy me makes me stronger,” has been
used countless times to describe struggles both large
and small by personalities ranging from G. Gordon Liddy to
Kanye West, there is likely no more apropos words to personify
Salt Lake City’s beloved pillar performing arts organizations:
Ballet West and Utah Symphony | Utah Opera.
While dwindling public and private support during the Great
Recession forced opera houses, ballets and symphonies across
the country—many larger than their Utah counterparts—to
close their doors permanently, Ballet West and Utah Symphony
| Utah Opera endured. Utah’s resilient economy and faithful
local audiences helped the Legacy Three survive the country’s
worst financial time since the Great Depression. But ask
representatives from each how their respective organization
managed to come out on the other side of those challenging
56
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times stronger and more popular than ever, and you’ll get the
same answer: an unwavering commitment to artistry.

Utah Opera utahopera.org
The pursuit of excellence by Salt Lake City’s youngest cultural
anchor—the Utah Opera (founded in 1978 by native Utahn Glade
Peterson)—is based in the presentation of carefully curated
seasons juxtaposing classic operas with more contemporary
works. “I’m known for taking artistic risks, but there’s a fine
balance when presenting new pieces,” says Utah Opera Artistic
Director Christopher McBeth. “On the micro level, we include
something recognizable within every season to help develop
new audiences. On the macro level, world premieres or newer
works are presented more strategically over the course of five
or more seasons.”
fall / winter 2015

Other ways the Utah Opera is maintaining its artistic relevancy
is by seeking out the next generation of singing actors. “To keep
the art form alive, we need to showcase new talent,” McBeth
says. To this end McBeth spends the off-season taking in
operatic performances and festivals across the country and
abroad looking for fresh talent, often casting singers right out of
conservatory. But that doesn’t mean he eschews the established
veterans. “We’ve found that the casts audiences enjoy the most
are those made up of both established and emerging actors,” he
says.
By combining old and new, both in terms of the operas selected
for production and the actors cast to bring those stories alive,
the Utah Opera treats audiences to a rare sense of discovery.
“Our audiences know that every time they come to the theater
they will not only get to see a high quality production, but they
will also—even if they are seeing an opera for the hundredth
time—get to experience something new,” he says.

past several years, a series of events—some intentional others
serendipitous—have heralded in an unprecedented era at the
Intermountain West’s preeminent dance company, high times
that even Christensen probably never dared to dream of.
Foremost in Ballet West’s recent emergence is Artistic Director
Adam Sklute, a 23-year veteran of the Joffrey Ballet, appointed
to his current post in 2007. Under Sklute’s direction Ballet
West has presented more than 55 world premieres, revived
lost elements of Christensen’s beloved The Nutcracker, and
introduced the wildly popular annual Innovations program.
The company has also pursued a very active touring schedule,
including two acclaimed runs of The Nutcracker at Washington
D.C.’s Kennedy Center for the Performing Arts in 2012 and
2014 and a March 2015 residency at New York City’s Joyce
Theater where the company performed the world premiere of
Helen Pickett’s Games.
Likely as a result of Sklute’s diligence in elevating Ballet
West’s national profile, in 2012 the company was featured
on The CW’s reality television series, Breaking Pointe. The
show, running for two seasons, made celebrities of its principal
dancers and brought unparalleled brand awareness to the
company, particularly in the social media realm.

Ballet West balletwest.org

And then in December 2014, Ballet West opened the longawaited, 55,000-square-foot, $22 million Jessie Eccles Quinney
Ballet Centre, an achievement Executive Director Scott Altman
called “a watershed moment” for the 52-year-old ballet company.
“Ballet West’s artistry has always been world class. Now that
the Centre is complete, we can build on all the remarkable work
that came before with the talent assembled in our development
in marketing teams and really take advantage of this new
invigorated moment in time for Ballet West,” Altman says.

Similar to its operatic counterpart, Utah’s second-oldest
Legacy Three performing arts organization, Ballet West,
was built on an artistic foundation spanning both classic
and new works. Hinged on founder Willam Christensen’s
interpretation of American classical ballet, the company
became a beloved fixture from its founding in 1963, particularly
for Christensen’s renowned The Nutcracker, which remains
a pillar of the company’s repertoire to this day. But, over the

The proof is in the numbers. Tickets sales for Ballet West’s
2014-15 season were up 16 percent overall and revenue at
the Ballet West Academy, one of the most renowned dance
education institutions in the country with eight studios at
three locations (downtown at the new Ballet Centre, at Trolley
Square and at Thanksgiving Point), was up 70 percent. Perhaps
the year’s most significant fiscal achievement, however, was
the elimination of the company’s 33-year operational debt.
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