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M ar ket Performanceto Date

TheHigh Market Acceptance of the Franklin Business Par k

The marketplace regards the Franklin Business Park positively.

It is a quality business park, with strong design standards, good infrastructure and wide roads. It
filled an important void in the Milwaukee County marketplace.

The city positions the park appropriately in terms of types of users.
The price is competitive

Timing has been excdlent, filling a market void during the longest period of economic boom in
American history.

Brokers and developers regard the city’s attitude and service positively. The city elected to work
with the Mooney LeSage Group in marketing the property, but it maintains a reputation for working
well with the entire brokerage community.

Developers build speculative manufacturing and distribution buildings in the Park, an important
added market appeal to corporate end users.

Franklin companies, the ultimate Park customers, report that the City of Franklin is very easy to
work with in terms of permitting and regulation.

Historic Franklin Business Park Absorption

Since opening the Park in March 1994, Franklin has sold 221 acres. (For detailed information see Table
1: Franklin Business Park: Historic Land Absorption on the following page.)

Land sales started dowly, reaching only 26 acresin the first two years.

In the three years from March 1996 through 1999, demand rose to 59 acres per year, peaking at 69
acres in the March 1997-1998 period.

The best years of land absorption included larger parcel sales to Gardetto’s (now Baptistas) and
Harley Davidson. The largest single individua sale has been 26 acres.

Many users have been small. The average parcel size has been around 5 acres.
Although land sales were down significantly in 1999, Barry Chavin with MLG indicated that there

was a concentration of closing before year-end in 1998-99 and that current activity on the park is
also very strong.

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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Table 1. Historic Land Absorption: Franklin Business Park

Y ear # of Total Average Revenue: Average $ per
(March) Sales Acres # of Acres Land Sales Acre
1994-95 6 17.71 2.95 $761,125 $42977
1995-96 2 8.35 417 $410,089 $49,112
1996-97 10 5441 544 $1,948,349 $35,808
1997-98 10 69.38 6.94 $2,840,944 $40,948
1998-99 10 5191 5.19 $2,632,533 $50,713
1999-00 5 19.52 39 $946,828 $48,505
TOTAL 43 221.28 - $9,539,778 -
ANNUAL 7.2 36.88 5.1 $1,589,963 $43,112
AVERAGE

Smdler and medium industrid and digtribution operations from within metropolitan Milwaukee have been
the park’s predominate marketing niche. The Park has gained strong acceptance among Milwaukee area
firms, especially expanding firms aready located in the southside market.

Community leaders and Franklin citizens express interest in attracting more office development to
Franklin. This is logica, because office development typicdly yields the highest tax base per acre and
because Franklin has a rapidly growing white-collar population.  The metropolitan Milwaukee
broker/devel oper community does not perceive Franklin as an office market.

= They cite the difficulties encountered in filling the speculative office space that has remained vacant
in the Franklin Business Park for several years.

= They still perceive Franklin as a blue-collar area, despite significant demographic shifts.

= Office operations typicaly expand near their existing operations. This pattern biases development
away from Franklin.

= Office operations typically locate near support services such as restaurants, hotels and shopping.

Changing the image of Franklin over time will be important in order to attract office operations
over time.

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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I1. The External Busness Attraction Market

Although the 1992 Franklin Economic Development Strategy prepared by Fantus Consulting anticipated
that the mgjority of Business Park land absorption would come from companies outside of metropolitan
Milwaukee rather than those within, the opposite has been true. But only one Park tenant, EIgin Molded
Plastics, has come from beyond the metropolitan area.

This heavy redliance upon the interna economy is the typica pattern for other Milwaukee-area
communities and for most of Wisconsin. Kenosha County, which is part of the Chicago market, and St.
Croix, Pierce, and Dunn Counties, which are part of the Twin Cities markets, are mgor exceptions.
Larger economic development organizations serving mid-sized Wisconsin regions, such as Wausau, Beloit,
Fond du Lac, or Appleton, have occasiona success at external business attraction, bringing in a new
company every second or third year.

A loose consortium of players, including Milwaukee and Racine Counties, the City of Milwaukee, severa
metropolitan area communities, the Metropolitan Milwaukee Association of Commerce, and Wisconsin
Electric Power participate in REP, the Southeastern Wisconsin Regiona Economic Partnership. They
have a brochure, sponsor a reception for Chicago-area commercia and industria real estate brokers, and
make episodic marketing trips to metropolitan Chicago to call on site selection consultants, brokers, and
interested companies, but neither REP s budget or its results indicate strong market success.

Forward Wisconsin, a statewide marketing partnership supported by both the state and the private sector,
provides sustained business attraction marketing that might potentially impact Franklin.

= |t has an economic development recruitment professona in its Milwaukee office, who
concentrates on the metropolitan Chicago market. She maintains a second office in the Loop, cdls
frequently on Chicago area site consultants, brokers, and target companies.

» Forward aso maintains a regular marketing program through trade shows and direct mail to target
companiesin target industries.

= Ladtly, Forward serves as the information fulfillment arm and site tour coordinating point for out-
of-state prospects considering location in Wisconsin.

Although it has a very small staff and budget compared to most other state marketing functions, Forward's
track record aso points out the limitations of the external marketplace.

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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Table 2. Forward Wisconsin's Southeast Wisconsin M arketing Results

Y ear Company L ocation Jobs

1999 American General Milwaukee 300
Sungtrand Pleasant Prairie 0
Rockwell International Milwaukee 150
Eco-Tech Burlington 30

1998 Elgin Molded Plastics Franklin 12
Interstate Glass & Metal Kenosha

1997 ARTE, Inc. Williams Bay 5
Asyst Technologies Kenosha 65
Cherry Electric Pleasant Prairie 700
Midwest Auto Clubs Milwaukee 45
R&L Spring Lake Geneva 78

The one maor Southeast Wisconsin success story

in terms of external business attraction has been

Lakeview Corporate Park. This 1,650-acre WISPARK development focuses upon the Lake County and
greater metropolitan Chicago marketplace, taking strong advantage of its border location, approximately 20
miles south of Franklin, right on 1-94. Its marketing staff, which includes the former head of economic
development for Wisconsin Electric’'s economic development department, conducts a significant level of
proactive business recruitment marketing.

= Lakeview has absorbed 800 acres since 1990, averaging 89 per year.

= Tenantsinclude 52 companies, creating 5,500 jobs and constructing more than 5.6 million SF.

= 33 of these companies have come from Illinois and 6 from other states beyond Wisconsin.

Franklin First: Phasel, Office/l ndustrial Market Analysis
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1. Summary of Key Competitors

Note: The Summary of Key Competitors section was compiled in August-September, 1999 and is
current as of thistime.

South Milwaukee County

Within the Milwaukee County Market, brokers and developers identify the southside of Milwaukee as
a potential competitor, if the city and private developers ever organize to redevelop large tracts of land.
They identify Oak Creek as Franklin's primary competitor.  Brokers quickly note however, significant
differences in both the product and service available in the communities.

Oak Creek provides the natural advantages of rail access, close proximity to the airport and good access
to 1-94. But because the city developed its industrid parks many years ago, design standards and the
qudity of the roads are significantly lower in Oak Creek than in Franklin, placing Oak Creek in a different
market niche.

=  Only relaively smdl parcels of land remain available for industria development (less than 40
acres), representing only a small percentage of all industrial land in Oak Creek.

= New developments are not therefore unable to overcome the dominant market impression crested
by older stedl buildings, loading docks facing the main road, and other design standard issues.

If alarge tract of land becomes available for redevelopment in the community, and if the city chooses to
participate aggressively in redevelopment for a quality business park, Oak Creek could become a more
serious competitor.

Table 3. South Milwaukee County Inventory and Absor ption (Fall, 1999)

Average Years
Inventory | AcredYr. | Remaining
*
Oak Creek Commerce and Business Center 38 acres New
Oak Creek — Northbranch 100 acres NA
Oak Creek — Southbranch 60 acres NA
Oak Creek — Liberty Woods 15 acres New
Franklin Business Park 124acres 37
Cudahy - Mitchell International 22 acres 21
Total 337 acres 58 NA
Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
Prepared in association with Economic Development Services Page 5
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Near by West Suburban

Within the nearby West Suburban market New Berlin and Muskego compete most directly with
Franklin. Brookfield's substantial office market and significantly higher land prices are part of a different
real estate market than Franklin’s.

Recent developments in New Berlin adjacent to 1-43 are mixed use projects including some office, hotels,
and restaurants. The current inventory in the West Suburban area provides only a two-year supply of land.
A proposed 650-acre development in Muskego faces many challenges, but could relieve pressure in the
West Suburban market and could compete with Franklin for some projects.

Table 4. Nearby West Suburban Inventory and Absor ption (Fall, 1999)

Average Years
Business Park Inventory | Acres/ year | Remaining*
New Berlin - Westridge (Wispark) 19 acres 25
New Berlin - Westridge (Towne Redlty) 20 acres 20
New Berlin - Lincoln expanson 20 acres New
Brookfield - Gateway West 40 acres 37
Pewaukee - Ridgeview 90 acres 20
Hartland - Cottonwood 32 acres 18
Total 221 acres 120 2years

* At historic absorption rate

M uskego hasonly 1 acre of land remaining in its existing business parks. The community twice defeated
referenda to provide tax increment financing (TIF) support for a proposed 650-acre business park
development aong the northern boundary of the city at Moorland Road. If this 650-acre parce of land
remains in the comprehensive plan as a business park, it is likely to develop exclusively with private funds
and price is likely to differentiate it from developments in Franklin. Franklin should watch this situation
closdly.

New Berlin achieved striking success with the development of Westridge near the intersection of 1-43
and Moorland Road. Two private devel opers sold over 180 acres of land zoned for manufacturing in a 4-
year period. The areais nearly sold out, with only 3 Sites, totaling 27 acres, remaining. Key advantages of
this site include access to the interstate, restaurants, hotels, shopping and daycare. The City isin the early
stages of a 200-acre expansion of the Lincoln Business Park between -94 and 1-43; however, sewer and
water will serve only 20 acres. The 180-acre area will have rail access. The city sold its sewer capacity
to other communities; thiswill limit development of additiona industrid land in New Berlin for 5 years.

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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A dgnificant office market dominates the character of Brookfield (6 million square feet of office
compared with 3.8 million square feet of manufacturing). Gateway West, a private development, has 40
acres available a the community’s western boundary. At $90,000 per acre, pricing on industrid land is
sgnificantly higher than in Franklin (currently $59,900 per acre). The community may redevelop a 100
acre private airport at Capitol and Gamina, in the northern part of Brookfield) for light industrial/office.
The project will not be developed for at least 5 years because the airport is likely to operate for severa
more years and because the site involves annexation and significant utility extensions.

Racine and K enosha Counties

Chicago is the primary influence on the Racine and Kenosha County market, causng higher land
prices and wage rates and even lower rates of unemployment.

WISPARK is a formidable Northern Illinois marketing presence, and Lakeview is certainly the premier
Wisconsin business park in the mind of the Chicago site selector or commercial and industria rea edtate
broker.

Few Chicago area companies, however, have forgone the advantages of proximity to 1-94, O'Hare, and
customers and suppliers to leapfrog over Kenosha or Racine Counties. A substantial nine-year inventory
of land exists in the 1-94 corridor (within two miles of the Interstate within Racine and Kenosha Counties),
with even more property scheduled to come on line in the future. Long term, developments in communities
such as Mukwanago, Elkhorn and Waterford will become a more significant force in the South Suburban
market; a 430 acre business park opens soon in the Mukwanago area. As a result, there will be even
more devel opments to intercept 11linois companies seeking to expand within the broad 1-94 corridor.

In the future, older Racine County companies may look to Franklin for expansion due to pressures created
by the Chicago market.

Table 5. Racine and Kenosha County Inventory and Absor ption (Fall, 1999)

Business Park Inventory Average Acres/ Years
Year Remaining*

LakeView 800 acres 89

Kenosha 150 acres 14

Grandview 70 acres 14

Total 1020 acres 117 9vyears

* (At historic absorption rates)
Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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V. Planning for the Future

Forecasting Future Business Park Demand

Although the past is not a perfect predictor of the future, there are a number of important reasons to
believe that Franklin will be able to sustain agood level of demand for business park land.

Milwaukee area market studies indicate the market is characterized by a shortage of industria land. MLG
Commercid, initsIndustrial Market Review, Survey and Analysis of Milwaukee’s Industrial Market,
1999, notes thet, “While new industrial and building parks have come online, the ability to get zoning and
other agpprovals necessary for development has limited the availability of new industrid stes” This
concern is echoed by Polacheck, in its 1999 Market Survey, “Currently, the problem is a shortage of
wdll-located, improved industrid land. With a finite supply of developable land along maor highways and
interchanges, this trend will continue.”

Franklin is positioned to provide large tracts of land for development of well planned business parks with
good access to the production workforce, the airport and the interstate system. Franklin does not always
provide the best access to each of these critical site location factors;, but when balancing al factors
together, the community can successfully compete for many companies.

A number of trends in the metropolitan market will support Franklin's success. Qudity sdlls.

= |t is difficult for many communities or developers to assemble large parcels of land; this factor
works to Franklin's advantage.

= Airport access times from the western suburbs are getting worse; this can be an asset for Franklin
in positioning and marketing future business parks.

= Franklin has proven its podtion itsdf in the metropolitan market as a location for high quality
manufacturing and warehouse/distribution operations.

= Franklin has proven its ability to support business location through speedy regulatory approvals.
= The mgority of Franklin's future business park companies will be smal-to-medium-sized firms

from the metropolitan Milwaukee area. But present (and recommended future) business park
design meets the standards of larger companies and institutional investors as well.

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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Remaining Land in the Franklin Business Park

With 119 acres ill available within the Franklin Business Park, Franklin is running out of Business Park
land. If it does not set plans in mation to plan for and acquire the next primary business park, it runs a high
risk of running out of land and losing market momentum before a new park can come on line. This could
set tax base development back for severa years.

= Using historic absorption rates of 37 acres per year, the city can expect to sell the remaining land in
just over 3 years.

= Using the rate of 59 acres per year that Franklin averaged for 3 of the last 4 years after the dow
start-up period, the city can expect to run out of ready to go business park land in 2 years.

= Even using the more conservative assumption of half the blended aggressive and historic rates, 25

acres per year, less than a 5-year supply of land remains in the Franklin Business Park.

Table 6: Franklin Business Park
Land Absorption Assumptions (February, 2000)

Assumption: Years
Acreslyear Remaining
Conservative 25 4.8
Historic 37 3.2
Aggressive 59 2.0

As a park matures, the inventory of parcels declines. Typically less visible or desirable parcels remain. To
provide an array of sites with strong market appeal, the Franklin should have the new business park on the
market before it sells al the sites in the current Franklin Business Park.

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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V. Recommendations

Begin Now to Develop 400+ Acres Additional Primary Business Park Land Linked to the
Current Franklin Business Park

Clearly the City should take action on a new primary business park now, building on its past
success. Development of a new site requires public approvals, land acquisition, infrastructure planning,
financing, and construction—a process that could easily take three years to complete.
Phased devel opment of 400 or more acres has many advantages.

= |t ensures proper land supply for long-term tax base development.

= There are strong economies of scale in developing parcels of 300 acres or more.

= There are strong marketing advantages to larger Sites.

There are adso important marketing advantages to physicaly linking the new primary business park to the
current Franklin Business Park. It will help to set qudity and establish identity.

Access Deter mines L ocation

Businesses seek ready access for employees and easy ability to receive supplies and ship product. From a
market perspective, Franklin should seek a location for new primary business park land as close as
possible to the interstate.

Major arteriad road service to the park, suitable for efficient car and truck traffic to 1-94, is aso critical to
efficient business operations within the park. It is aso important to the community to avoid burdening
neighborhoods and creating poor access situations like Blue Mound Road in Brookfield.

Market Nicheand Primary Park Characteristics

We believe that growing smaler and medium industrial and distribution operations from within metropolitan
Milwaukee will continue to be Franklin's strongest marketing niche.

Land sdes in the Franklin Business Park ranged from 1.5 to 26 acres. Parcel sizes typically range from
3- 7 acres. Future development of the extension of the primary business park should emphasize lot sizes
of 2.5 6 acres. Specific areas of the park should be reserved for larger lots or the assembly of severa
smaller parcels to meet the needs of users requiring larger sites.

Physical development

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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It is critically important in today’s marketplace to set high design standards and covenants to attract the
types of companies and uses that Franklin wants, and to creste a business park compatible the
community’s quality of life goals.

Notwithstanding this, the City of Franklin overbuilt certain features of the Franklin Business Park to make
a statement and change the image and perception of the community. In future parks, the city could scale
back features such as the entry monument, boulevards and lighting. Wide streets in a grid pattern, instead
of curvilinear streets, better meet the needs of most industries, creating a more efficient use of land and
higher tax density per acre. Changing the design standards in this way will not undermine the quality of
uses that Franklin can attract.

If the city integrates office development into future business park expansion, the location should be
carefully planned. Office users prefer higher visibility locations, and amenities such as ponds and views of
woods and open space. They typicaly do not want to look at the rooftops or loading docks associated
with manufacturing facilities.

Pricing

The City sold Franklin Business Park land for $54,900 per acre in the summer of 1999, though it has now
increased the price to $59,900 per acre.

= The price of land in smaller business parks in Oak Creek and the Mitchell International Business
Park in Cudahy is similar. Infill sites in older industrid parks in Oak Creek sdl for $25,000 —
50,000 per acre.

= Paks with lower pricing are located a significant distance from Milwaukee and/or allow metal
buildings. The Business Park of Kenosha, which alows some meta buildings with masonry face,
sls land for $43,560-46,173 per acre. A new private development in East Troy will list for
$40,000 per acre.

» Business parks located in the West and South Suburban markets list prices from $65,000 —108,000
per acre.

There appears to be room for some price increases for the Franklin Business Park and future
developments in Franklin—a current price of $64,900 seems reasonable. The sampling of companies
located in the park that we interviewed for this project are more quality sensitive than price sensitive.

Because land and development costs will be somewhat higher in the future than they were in the past,
somewheat higher land prices for the new primary park land will be a necessity.

Rationale for Secondary Business Park Development

The City should develop areas for smaller facilities to encourage more efficient use of the land. Sites of
only 1-2.5 acres can accommodate facilities of less than 20,000 square, with room for expansion. Setback
requirements appropriate for manufacturing buildings 40,000 square feet and up do not work well for small
users. The setbacks purchasing a significant amount of land that will never be used, lowering the tax base
dengity the city can achieve. The Franklin Business Park lot coverage ratio for small facilities (less than
20,000 sguare feet) averages 10%. The lot coverage ratio for facilities over 20,000 square feet was 20%-
-amore efficient land use in a primary business park and a better financia rate of return.

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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Table7. Lot Coverage Ratios, Small and Large Users
Coverage
Sq. Feet Acres Ratio
Small users
Gdo 14,992 24580 14%
Magnum Screw Product 14,280 2.3860 14%
Precision Color Graphics 17,067 3.9360 10%
Custom Mold 15,520 3.1000 11%
Pen & Inc. 17,148 2.6000 15%
Ritt, Beyer & Weir 7,786 2.1000 Po
Mayhar 16,420 24036 16%
ECS| 6,275 4.7050 3%
WFA Asset Management 7,500 2.8300 1%
Megal 8,276 3.2800 4%
Harter and Marshall 12,095 2.5883 11%
Foodstaff 10,000 1.6500 14%
Franklin State Bank 7,500 2.5010 7%
CEL Inc. 11,355 3.5520 ™%
166,214 40.0899 10%
LargeUsers
Franklin BusinessCntr | & |1 79,700 7.5230 25%
Franklin Corp. Center 59,700 4.4300 31%
Tree Manufacturing 41,475 5.2590 18%
Center Point - Gen Thermo 123,200 9.0800 31%
Batista's 133,800 26.0000 12%
Stout 109,162 7.7500 32%
Troyk 31,826 5.9400 12%
Premier 32,485 40231 19%
Harley Davidson 248,777 25,0000 23%
Cincas Corp 51,000 5.9000 20%
Contract Furnishings 22,710 3.0200 17%
Megal 22,000 4.2330 12%
Hinz 24,788 3.0100 19%
Franklin Industrial Center 1 155,274 12.7200 28%
Opus 80,000 6.0223 30%
Welsch 72,878 7.9233 21%
1,288,775| 137.8337 21%

In addition, small users often prefer to locate where larger facilities do not dwarf their buildings.
Historically, small users have annually accounted for 8 acres of the Franklin Business Park’s 37-acre
absorption. Other small office/warehouse or office/showroom type operations would also choose such a
setting, if it is made available, instead of taking potential retail space aong the city’s major arteries.

Annual absorption of small user space is estimated to range from 10-14 acres, with historic average recent
absorption at 12 acres per year.

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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Office Development
The City will continue to find developing significant office space in Franklin very chalenging.

= Back office or regiona operations are more likely to locate in the community than corporate
headquarters, which require a higher local amenity leve then is currently available.

= Smadler floor plate, class B buildings with 2-3 stories typicaly lead office development activity.
Single users typically come before multi-tenant users because they want land, quickly and
inexpensively. Multi-tenant facilities need more drive-by exposure.

Following these principals may enable Franklin to develop a more significant office component. However,
the perceptions of the brokerage community are very powerful, and they clearly do not consider Franklin
to be an office market. The metropolitan demographic and spatial structure currently clearly favor
continued office development in the Western 1-94 suburbs rather than South suburbs..

Office development is most likely to succeed longer term, as the community’s demographics and image
change, and as absorption of other sites in the metropolitan area occurs. Redevelopment of the quarry site
may provide a good setting and good timing for a mixed-use development in which office buildings could
be successful long into the future.

Workforce |l ssues

The Franklin Economic Development Commission (EDC) can support companies in their efforts to attract,
retain, train and retrain workers through a variety of actions.

= The new business park should have as many features as possible that are attractive to the
workforce. It needs to be located so the workforce can readily access it.

= The City should be aggressive in local and regiona transportation planning efforts and securing
funds to provide efficient workforce access. This ranges from the timing of stoplights during rush
hour to securing funding for highway upgrades. Transit is helpful, but it needs careful planning and
aggressive management to address the needs in a suburban industria park.

=  Workers find convenience retail, restaurants, daycare and amenities such as jogging and walking
trails or fitness clubs attractive.

= The location of a technica college or training facility near an industrial park, and a strong
collaborative relationship between training ingtitutions and area businesses has proven to be a very
strong magnet to manufacturing operations.

= At minimum, the EDC should continue to survey park tenants about their workforce needs, serve
as a go between for Franklin companies and the community/technical college system, and look for
opportunities to inform Franklin companies of potentia workforce recruitment and development
solutions.

Franklin First: Phasel, Office/l ndustrial Market Analysis March, 2000
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Name

L ocation

| Total Acreage | Available Acreage | Absor ption

Milwaukee County

A. Franklin Business Park Franklin — Ryan Road 420 135 204 acresin 5.5 years

B. Oak Creek Business & Commerce | Oak Creek - SE Corner of Howell & 38 acres 3 Just coming onto market

Center Rawson

C. Northbranch Oak Creek — North Central area 1300 acres L essthan 100 Park 20 years +

D. Southbranch Oak Creek - E of 1-94, S of Ryan 250 acres 60 acres Park 20 years +

E. Liberty Woods Oak Creek - S. of General Motorson rail 15 acres 15 acres On market-October 1999
west of Howell

F. Mitchell International (Wispark) | Cudahy —Grange and Pennsylvania (by | 43 2 Just opening - streets not in yet
airport)

West Suburban

G. Westridge — Wispark New Berlin—Moorland and I-43 120 acres 19 acresin 2 parcels 1995-97: 75 acre Phase |

1997-99: 26 acre Phase ||

H. Towne Realty New Berlin —Moorland and 1-43 100+ 20+ 80 acresin 4 years

| . Moorland/ MSI/ Lincoln New Berlin—Moorland and Lincoln 1000 200 —only 20 w/ sewer | Just coming onto market

Business Park expansion & water

J. Gateway West Brookfield - Capitol and Springdale 115 acres 40 75 acres since 1997

Franklin First: Phasel, Office/lndustrial Market Analysis March, 2000
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Name L ocation Total Acreage | Available Acreage | Absorption
K. Bishop’s Wood Brookfield just off 1-94 a YY (new 40 acres) 30 10 acres since Spring 1998
L. Ridgeview Business Park Pewaukee 1-94 and 164 190 20 100 acres since 1994
M. Cottonwood Business Park Hartland — Cottonwood and Co Hwy KE | 43 32 9 acres since July 1999
N. East Troy Business Park East —1-42 & Hwy 120 146 120 Just opening
Racine & Kenosha Counties
O. Grandview Hwy. 20 & 1-94 — Racine County 140 acres 70 70 acres since 1994
P. Lakeview Pleasant Prairie 1,600 acres 800 800 acres since 1990
Q. Business Park of Kenosha Kenosha 220 acres 150 70 acres since 1994
Franklin First: Phasel, Office/lndustrial Market Analysis March, 2000
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Owner- | Dominant Use | Priceper acre | Interstate Comments
Name ship Access
Milwaukee County
A. Franklin City Light industrial $55,000 — 60,000 34 miles Mostly precast
B. Oak Creek Business | Private Industrial $80,000 frontage on | Excellent — Road not in; TIF involved
& Commerce Center Howell; $57,500 about 1 mile
interior
C. Northbranch City Industrial $25,000—50,000 Adjacent Old park, mixed finishes, some docksin front
D. Southbranch City Industrial $25,000 — 50,000 Adjacent Old park, mixed finishes
E. Liberty Woods City Industrial $52,000 1-2 miles Low visihility
F. Mitchell Wispark Industrial $55,000 5miles Immediately east of airport. 1-794 (Lake arterial) opens
International And next week will terminate %2 mile from site and eventually
County terminate at site
West Suburban
G. Westridge— Private Mixed Use $65,000 industria Adjacent Masonry/brick; last diamond interchange W of Milwaukee
Wispark Business Park - on [-43; City sold sewer capacity to other cities; no
capacity for 5 years; City
conservativeon TIF
H. Westridge—Towne | Private Industrial $87,500 Adjacent Masonry/brick

Realty

Franklin First: Phasel, Office/lndustrial Market Analysis
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Owner- | Dominant Use | Price per acre Inter tate Comments
Name ship Access
I. New Berlin/ MSI/ NA Industrial NA 2milesto1-94 NA
Lincoln Business Parks 3.5 milesto 43
J. Gateway West Private Light industrial/ Industrial - $90,000 10 minutes No TIF, masonry/brick; some decorative block and half
Office Office- $150,000 + block panels
K. Bishop’s Wood Private Office $150,000 — 200,000 5 minutesto 1-94 | Pricing may be slowing development;
Office Park
L. Ridgeview Private Mixed — office, Industrial - $80,000 + | Adjacent Industrial is pre-cast with some smaller buildings—
industrial, medical, | Office—upto decorative block.
hotel $250,000
M. Cottonwood Private Light industrial $65,000 4 miles Precast, brick, glass. Maximum of 35% decorative block
N. East Troy Private Light industrial $40,000 Adjacent to Mostly precast
1-43
Racine & Kenosha Counties
O. Grandview Private Light mfg./ $71,874—-100,188 Adjacent Pre-cast, some masonry; full freeway interchange
Distribution
P. Lakeview Private Heavy mfgr. $87,120— 108,900 Adjacent Higher amenity level; precast and masonry; institutional

investment quality

Franklin First: Phasel, Office/lndustrial Market Analysis

Appendix prepared by Economic Development Service, September, 1999
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Owner- | Dominant Use | Priceper acre | Interstate Comments
Name ship Access
Q. Bus Park of City & Heavy mfgr. $43560— 46,173 Yamile Smaller local firms; some metal allowed with masonry face
Kenosha Partners

Franklin First: Phasel, Office/lndustrial Market Analysis

Appendix prepared by Economic Development Service, September, 1999

March, 2000
Page 18




Appendix Table 2: Future Development Plans

TICKNOR

& ASSOCIATES

Community L ocation Sze Ownership Anticipated opening Market position
1. New Berlin Moorland Road 40 acres Private 1-2 years
2. Brookfield (annex part of Capitol and Gamina 100 acres | ??possible TIF | Atleast 5 years out Light industrial, some office
township)
3. Brookfidd Blue Mound and Calhoun 40 acres Private Considering additional Office
interchangeto allow
maximum build-out
4. Brookfield 4 small locations along About 5-7 | Private various Office— 30,000 — 35,000 sf.
Capitol Drive acres floorplate
5. Muskego Moorland Road at HH 650 acres | Private Unknown - Two TIF Business Park w/ emphasis on
referendumsfailed; will need | light industrial
to be private
6. Oak Creek S. 13" St. — Y% mile south of 18 acres Private 2000 Manufacturing
Ryan Road
7. Pleasant Prairie Across|-94 from LakeView | 267 acres | Wispark Wispark still has 800 acres Similar to LakeView

available east of 1-94. No
infrastructure near term.

Franklin First: Phasel, Office/lndustrial Market Analysis
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I ntroduction

McComb Group, Ltd. was engaged to conduct market research on severa development areas located in
Franklin, Wisconsin. These development areas, conceptualy delineated by Franklin City Staff for further
refinement by the consulting team, are currently being considered for severa possible commercia uses.
Our goa was to determine which of these sites were best suited for retail development and the level of
development that would be feasible. Work tasks conducted during this engagement are summarized
below:

= Each of the twelve development sites was visited and inspected to evaluate its potential for retail
development. Factors studied include, but were not limited to: site configuration and size, access,
ingress and egress, traffic counts, vehicular patterns, visibility, accessibility, and relationship to
commercia and residential usesin the vicinity.

= Competitive retail shopping centers and retail clusters serving the area surrounding Franklin were
inspected and evaluated to determine their competitive position in relation to the potentia
locations in Franklin.  Principal competitive shopping centers were evaluated for tenant and
merchandise mix, size and price orientation.

= Once initid trade area analysis was complete, those development areas with significant retail
potential were selected. A primary trade area was delineated for each and market research
conducted.

= Demographic anaysis was completed and trade area population, households, age distribution,
income levels, and other pertinent data were assessed.

= Retall purchasing power and sales potential within each trade area were estimated by merchandise
category for the period 1997 through 2010 and in 2020, as most Franklin trade areas will be near
full household build-out in that year.

= Conclusions were presented as to future retail development in each trade area. Estimates as to the
amount of land needed to accommodeate future retail growth are aso included.

This report contains the primary information needed to support principal conclusions, findings, and
recommendations. However, in areport of this nature, it is not possible to include al of the information
that was developed and evaluated. Any additiona detailed information will be furnished upon request.

Report Purpose

This report was prepared in accordance with our proposa dated February 24, 1999, with the
understanding that our report would be used by the client to assist in land planning in the City of Franklin.
Our report was prepared for that purpose and is subject to the following qualifications.

= QOur analysis did not ascertain the legal and regulatory regquirements applicable to this project,
including current zoning, other state and local government regulations, permits, and licenses. No
effort was made to determine the possible effect of present or future federa, state, or local
legidation, or any environmental or ecological matters.

Franklin First. Phasell: Retail Development Potential December, 1999
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= Qur report and its analysis was based on estimates, assumptions, and other information devel oped
from research of the market, knowledge of the retail industry, and discussions with the client.
Some assumptions will inevitably not materialize and unanticipated events and circumstances may

occur; therefore, actual results achieved will vary from the anaysis.

Our report is intended solely for the purpose described above and should not be used for any other
purpose without our prior written permission. Permission for other use of the report will be granted only
upon meeting the company standards for the proposed use.

Franklin First. Phasell: Retail Development Potential December, 1999
Prepared by McComb Group, Ltd.
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|. Franklin Retail Environment

The City of Franklin engaged Ticknor & Associates to identify development potentia for twelve areas
within the community. These areas are shown on Map 1 and labeled A through L. McComb Group, Ltd.
evaluated the retail potential of each of these areas as part of the Ticknor consultant team. This report
evaluates retail potentia in Franklin.

Retail Areas

Franklin contains three major shopping areas. 27" Street north of Rawson (27" and Rawson); east of
Loomis on Rawson (Franklin Corners, A); and Highway 100 south of Hales Corners (Whitnal View, J).
A fourth area, which is referred to as the Crossroads (H), lies at the intersection of Highway 100 and
Loomis Road. This area contains a new Walgreen's Drug store.

Shopping center and retail development in the Franklin area has evolved over the last decade to include a
number of major retail stores and shopping centers. Maor retailers located in Franklin include Wal-Mart,
Sam’s Club, Home Depot, Gander Mountain store, and a planned ShopKo. There are also a number of
convenience-oriented retail establishments, which include Sentry Foods, Pick-N-Save, and Walgreen's;
all of which have multiple locations in or around Franklin. Franklin retail areas’ estimated gross leasable
area (GLA) and anchor stores are listed in Table 1. Descriptions of different types of shopping centers
are contained in Appendix A.

Rawson & 27" contains the largest retail concentration with roughly 924,000 square feet of GLA
divided between four communities. Those cities include Franklin, Oak Creek, Greenfield, and
Milwaukee. This area extends from Rawson to north of College Avenue. The Franklin portion
contains about 60 percent of this space or roughly 548,000 square feet. Magjor retailers are listed
below by community.

Franklin: Wal-Mart, Sam’'s Club, Home Depot, Jewel/Osco, and Gander Mountain. A
ShopKo and Staples are planned.

Oak Creek: Aldi Grocery, Menards, Pick-N-Save, as well as a Vaue Cinema.
Greenfield: Drug Emporium and Sears Hardware.
Milwaukee: Walgreen's.

Rawson and 27" has many smaller specialty retailers. Severa automobile dedlers are located
north of Ramsey Avenue.

Franklin Corners, with about 236,000 square feet, is the largest neighborhood shopping node in
Franklin. This areaincludes the Orchard View Mall, Franklin Center, and the Franklin Village Mall.
Anchor stores include Sentry Foods, Walgreen's, Ace Hardware, and Pick-N-Save. This is the magjor
convenience goods shopping area in Franklin. There are about 45 retail or service establishments
located in the Franklin Corners area.

Franklin First. Phasell: Retail Development Potential December, 1999
Prepared by McComb Group, Ltd. Page 1
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Map 1

CITY OF FRANKLIN
CONCEPTUAL DEVELOPMENT AREAS

(Note: This Map is not available electronicaly.
Hard copies are available at the Franklin City Hall
and the Franklin Public Library.)

Source: City of Franklin

Franklin First. Phasell: Retail Development Potential December, 1999
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Tablel
FRANKLIN SHOPPING AREAS

Totd
SHOPPING AREA GLA Anchors
Rawson Ave. and 27th St.
Franklin Portion 548,100* Wa-Mart, Sam's Club, Home Depot, Jewel/Osco
ShopKo (Planned)
Oak Creek Portion 270,800 Aldi Grocery, Menards, Pick-N-Save,
Vaue Cinema
Greenfield Portion 85,000 Drug Emporium, Sears Hardware
Milwaukee Portion 20,000 Walgreen's
Total 923,900
Franklin Corners
Orchard View 110,000 Sentry Foods, Walgreen's, Ace Hardware
Franklin Center 95,000 Pick-N-Save
Franklin Village Mall 31,000
Total 236,000
Whitnall View
Garden Plaza 80,000 Pick-N-Save
Crossroads
Walgreen's 24,000 Walgreen's

* Doesnot include 170,000 S.F. Riverwood Plaza.
Source: McComb Group, Ltd.

Whitnall View includes the Garden Plaza Shopping Center and two auto dedlers. This neighborhood
shopping center contains 80,000 square feet of retail space and is anchored by Pick-N-Save with 13
other retail or service establishments. The Whitnall View extends south from College Avenue.

Crossroads is anchored by a recently opened Walgreen's store.  Other retailers include a restaurant
and small convenience store with gasoline.

In addition to the shopping areas mentioned above, there are numerous smaller retail establishments and
convenience shopping areas located in and around Franklin.

Franklin 1992 Retail Sales

Retail sales in Franklin and Milwaukee County reported in the 1992 Retail Census data are shown in
Table 2 along with the 1990 population. Each mgjor retail category is listed along with the number of
establishments, retail sales in dollars, and portion of retail sales that occur in Franklin as a percent of
Milwaukee County retail sales.

Franklin First. Phasell: Retail Development Potential December, 1999
Prepared by McComb Group, Ltd. Page 3
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Table2
FRANKLIN SHARE OF MILWAUKEE RETAIL SALES: 1992

Milwaukee
Franklin County
Merchandise Category Stores Number/Sales Percent Number
Population 1990 21,855 2.3% 959,275
Convenience Goods
Food Stores 8 $19,039 E 1.5% $1,292,260
Drug 1 E 0.6

Subtotal 9 $21,319 1.3% $1,659,819

Shopping Goods
General Merchandise 2 $57,250 E 6.6 % $869,054
Apparel & Accessories 1 E 0.2
Furniture & Home Furnishings - -0- -0-

Subtotal 3 $57,93C 34% $1,702,453
Eating & Drinking K74 $9,542 1.2% $773,320
Gasoline Stations 7 $12,344 0.9% $1,438,851
BuildingMaterials 9 $17,712E 52% $342,426
Automotive Dealers 4 $72,605 E 5.0% $1,438,851
Miscellaneous Retail Stores 10 $9,275 1.2% $763,159
TOTAL 74 $200,727 25% $8,118,879

E: Estimated.
Source: Retail Census.

The 1990 U.S. Census reported 21,855 people in Franklin or about 2.3 percent of Milwaukee County’s
population. In those retail categories where Franklin's retail sales are above 2.3 percent of Milwaukee
County’s sadles, the community is benefiting from import retail sales. Where Franklin’s share of retail
salesis below 2.3 percent, the City’s residents are exporting sales to other communities. For example, in
the food stores category, Franklin captured 1.5 percent of Milwaukee County retail sales, but because
Franklin contains 2.3 percent of the population it is concluded that a significant portion of Franklin's
population purchased groceries outside of Franklin in 1992. Franklin experienced export sales in about
half of the categories; including food stores, drug stores, eating and drinking, gas stations and
miscellaneous retail stores. Categories where Franklin experienced import sales were shopping goods,
building materials and automotive dealerships. These categories experienced import sales due to the type
and size of magjor retailers located in Franklin. For instance, the shopping goods category was supported
by the general merchandise subcategory that includes Sam’'s Club and Wa Mart. Building materials was
supported by the old Menards location, which was on the Franklin side of 27" Street. The automotive
category was also well represented aong Highway 100 in northwest Franklin.

Franklin First. Phasell: Retail Development Potential December, 1999
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Sawer Service Area

Retall potentia in southern Franklin is affected by boundaries of the sewer service area. The sewer
sarvice area boundary currently crosses Franklin in a step-like pattern from west to east, as shown in Map
2. The area located outside the service area comprises about one quarter of Franklin's land area, mostly
located in the southwestern portion of the city. This area is expected to remain agriculturally orientated
and therefore only a small number of new housing units will be added over the next decade. This reduces
future retail sales potential and retail development in the southern and southwestern portions of Franklin.
Development areas most effected by the non-sewered area include the Crossroads (H) as well as areas D,
E,F, G, ladL.

Franklin First. Phasell: Retail Development Potential December, 1999
Prepared by McComb Group, Ltd. Page 5
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Map 2

CITY OF FRANKLIN
SEWER SERVICE AREA

(Note: This Map is not available electronicaly.
Hard copies are available at the Franklin City Hall
and the Franklin Public Library.)

Area A: Inside Sewer Service Area
Area B: Outside Sewer Service Area
Source: City of Franklin

Franklin First. Phasell: Retail Development Potential December, 1999
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1. Competitive Retail Areas

Severa competitive shopping areas are located in communities surrounding Franklin, as shown on Map 3.
These retail areas range from small neighborhood and convenience centers to a large super regional mall.
Retail stores sprawl along the maor north-south arterials with concentrations of shopping and

convenience goods shopping clusters separated by other strip commercial uses. This chapter will focus
on the shopping and convenience goods clusters.

Regional Shopping Areas

Southridge Center is the only super regiona shopping center located in the southern portion of the
Milwaukee metro area. It is located two miles north of Franklin Corners in Greendae and Greenfield
north of Grange, east of 76" Street. Thisis the major shopping goods node in the area.

Southridge Mall opened in the early seventies and became the focal point of a mgor shopping node,
which includes Southridge Plaza, Spring Mall, Stein Mart Plaza, Greendale Village Center, as well as
Layton Plaza as shown in Table 3. In addition, Circuit City, Best Buy, Barnes & Noble, Office Depot,
Kids R Us, HomelL ife, Pier 1 Imports, Men's Warehouse, JoAnn Fabrics, and Famous Footwear occupy
freestanding stores in the area. These stores and shopping centers are generally located along 76™ Street
between Grange Avenue and 1-42.

SouthridgeMall is a super regional center containing 1.2 million square feet of GLA. Anchors
include Boston Store, JC Penney, Kohl’s Department Store, Sears, and Y onkers. Southridge Mall
serves a large trade area, which includes a portion of the southern metropolitan area and extends
well into the southern and southwestern suburbs of Milwaukee.

Southridge Plaza (80,662 square feet) is a neighborhood shopping center anchored by a Kohl’'s
Food.

Spring Mall (180,188 square feet) is a neighborhood shopping center, anchored by Pick-N-Save,
Walgreen's, TJ Maxx, and a Fashion Bug.

Stein Mart Plaza (251,066 square feet) is a community center anchored by Stein Mart,
Sportmart, and a Drug Emporium.

Other malls located in the Southridge area include Greendale Village Center and Layton Plaza.
Community and Neighborhood Shopping Areas

Other competitive shopping areas are located in Hales Corners, Muskego, South Milwaukee, and Oak
Creek.

Franklin First. Phasell: Retail Development Potential December, 1999
Prepared by McComb Group, Ltd. Page 7
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Table3
COMPETITIVE SHOPPING AREAS
Total Category

SHOPPING AREA GLA Anchors Killers
Greendale/Greenfield

Southridge Mall 1,264,062 Boston Store, JC Penney, Kohls, Sears, Y onkers Circuit City, Best Buy, Barnes & Noble,

Southridge Plaza 80,662 Kohls Food Office Depot, Kids R Us, Homelife

(Sears),

Spring Mall 180,188 Pick-N-Save, Walgreens, T.J. Maxx Pier 1 Imports, Men's Wearhouse,

Stein Mart Plaza 251,066 Stein Mart, Sportmart, Drug Emporium Joanne Fabrics, Famous Footwear

Greendale Village Center 50,000 Value Care Pharmacy

Layton Plaza 40,000
HalesCorners

Country Fair Shopping Ctr. 125,000 Kmart Wal-Mart

Hales Corners Mall 85,000 Kohls Food, Menzer Drug
Oak Creek

Oak Creek Centre 77,666 Sentry Super Saver, Walgreen Drug

Tower Square 45,922 Piggly Wiggly

Pick-N-Save "MegaMall" 107,500 Pick-N-Save

Kohls 50,000 Kohls Food
South Milwaukee

Grant Park Plaza 182,000 Kohls Food, Walgreen's
Muskego

Muskego Mall 75,000 Sentry Foods,

Pick-N-Save Mall 75,500 Pick-N-Save, Walgreen Drug

Lincoln Point Mall 70,500 Piggly Wiggly

* Includes new addition.
Source: McComb Group, Ltd.

Franklin First. Phasell: Retail Development Potential
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Map 3

COMPETITIVE RETAIL AREAS
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Hales Corner Highway 100 retail area extends from Janesville Road north to Cold Spring Road
and contains two shopping centers. Country Fair Shopping Center and Hales Corners Mall.
These mdls are anchored by Kmart, Kohl’s Foods, and Menzer Drug. Wal-Mart anchors the
north end of this commercia strip. There is a New Market supermarket and many other small
specidty and service-oriented establishments located along Highway 100 in Hales Corners and
Greenfield.

Oak Creek includes four shopping centers: Oak Creek Centre, Tower Square, Pick-N-Save
“Mega Mdll,” and Kohl’s Mdll. All of these retail concentrations are located along Howell
Avenue except for Tower Square, which is located to the east at Rawson Avenue and
Pennsylvania Street. Anchor stores include Sentry Supersaver, Walgreen's, Piggly Wiggly, Pick-
N-Save, Kohl's Foods, and a Fashion Bug. Kohl's Department store recently opened a store
south of Puetz Avenue.

South Milwaukee contains Grant Park Plaza. Anchors include Kohl’s Foods and a Walgreen's.
There are several vacant spaces at Grant Park Plaza including a large space formerly occupied by
Kohl’s department store.

Muskego includes three grocery-anchored shopping centers, Muskego Mall, Pick-N-Save Mall,
and Lincoln Point Mall. These malls include a Sentry Foods, Pick-N-Save, Walgreen's, and a
Piggly Wiggly. Parkland Mdll is currently vacant and dated for demolition and redevel opment.

These represent the significant shopping areas that are competitive to retail areas in Franklin. The
distribution of anchor stores and category killers limits and creates opportunities in Franklin, depending
on store locations.

Franklin First. Phasell: Retail Development Potential December, 1999
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[11. Trade Areas

Four of the study areas have retail development potential. These include Whitnal View (J), Franklin
Corners (A), Crossroads (H), and Civic Center (1). Rawson and 27" Street is Franklin's largest retail
area, but is not a study area. Retail development opportunities in Franklin cannot be evaluated without
considering the potential for this area. The primary trade area for each retail node was delineated based
on the location of competitive shopping centers, anchor store locations, the existing road network, as well
as current and future growth patterns in the Cities of Franklin, Muskego, and Oak Creek.

Trade areas for each of the retail areas are shown in different colors on Map 4. The retail area location
dot is the same color as the line delineating the trade area (the black line delineates the Franklin Corners
power center trade area). Each of these trade areas is delineated on the assumption that 85 percent of the
convenience goods sales will be derived from residents within the trade area, and 70 percent of the
shopping goods sales will be derived from residents within the trade area. This map demonstrates that
trade areas for the Franklin shopping areas overlap each other, and represent the real world situation
where retailersin one trade area compete with those in others.

Franklin First. Phasell: Retail Development Potential December, 1999
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Map 4
FRANKLIN PRIMARY TRADE AREAS
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Population and Household Growth

Current and future population and household growth in Franklin and surrounding communities is based
on demographic data from the 1990 U.S. Census as well as estimates and projections prepared by
Geographic Data Technology (GDT). Building permit data and 1990 land use datistics from
Southeastern Wisconsin Regiona Planning Commission (SEWRPC) were used to estimate current and
future growth in Franklin and surrounding areas.

Growth rates from 1990 to 1998 were calculated from actua building permit data. This provided a
baseline growth rate at which the communities in the southwestern portion of the Milwaukee metro area
grew throughout the nineties. Future household growth rates and full build-out estimates were cal cul ated
using a combination of current growth rates and land use data. Methodology used for determining these
estimates is contained in Appendix B. These estimates are contained in Table 4 for Franklin and each
trade area.

Table4

HOUSEHOLD GROWTH ESTIMATES 1990 TO 2020 AND FULL BUILD-OUT
CITY OF FRANKLIN AND FRANKLIN RETAIL TRADE AREAS

Full
Trade Area 1990 1997 2002 2007 2020 Build-Out

Franklin City 7,434 9,784 11,931 13,419 16,380 17,000
Trade Areas

Rawson & 27th 30,232 36,829 42,468 49,088 52,750 54,100

Franklin Corners 12,968 15,960 18,543 21,430 22,000 22,300

Franklin Corners Power Center 20,129 24,773 28,783 33,264 36,360 37,300

Whitnall View 10,938 12,642 13,848 15,151 21,350 21,900

Crossroads 2,366 3,145 3,797 4,466 5,320 5,600

Civic Center 4,907 6,589 7,920 9,271 13,300 14,000
Growth Rates

Franklin City 4.00 % 4.05 % 2.38 % 155 %

Rawson & 27" 2.86 2.89 2.94 055

Franklin Corners 3.01 3.05 294 0.20

Franklin Corners Power Center 3.01 3.05 294 0.69

Whitnall View 2.09 184 181 2.67

Crossroads 415 384 3.30 1.36

Civic Center 4.30 375 3.20 2.81

Technical Note: All estimates and projections are based on the current sewer service area.
Source: McComb Group, Ltd.

Franklin and the trade areas are experiencing rapid growth. Household growth estimates indicate that full
build-out development will be achieved shortly after 2020 at anticipated growth rates. Household
estimates for 2020 will be used to estimate future retail potential at each location.

Franklin First. Phasell: Retail Development Potential December, 1999
Prepared by McComb Group, Ltd. Page 13
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Population and households in each trade area determine the amount of retail space that can be supported
within each retail area. Sales potential estimates are based on households, rather than population, because
households are the consuming unit. Estimated population, households, and other demographic
characteristics are contained in Table 5. This table aso contains household estimates for 2020 from Table
4, which are assumed to represent full build-out potential for each trade area.

Retail development potential for each shopping areais based on trade area househol ds, average household
income, and future household growth. Methodology for estimating future development potentia is
described in Appendix B. Comparable data for Milwaukee MSA indicates that households in Franklin's
retail trade areas are growing five to ten times faster than metropolitan Milwaukee households.
Household income in the Rawson and 27" trade area is similar to the metro area, while the other trade
areas are 20 to 30 percent higher.

Tableb

TRADE AREA POPULATION, HOUSEHOL DS, AND INCOME
ESTIMATED 2002 AND 2020

Rawson Franklin Corners Whitnall Civic Milwaukee
& 27th Neighborhood Power View Crossroads Center MSA
2002
Population 109,142 51,179 78,865 37,667 11,375 22,969 1,492,995
Households 42,468 18,543 28,783 13,848 3,797 7,920 561,035
Families 29,055 13,049 20,105 9,980 2,736 5,708 383,784
Average Household Size 2.57 2.76 2.74 2.72 3.00 2.90 2.61
Trends
Population 273 % 2.82 % 2.90 % 1.62 % 3.78 % 3.61 % 0.36 %
Households 2.89 3.05 3.05 1.84 3.84 3.75 0.38
Families 1.76 2.40 241 1.14 3.13 3.04 0.27
Household Income
Median Household Income $60,713 $ 71,035 $68,663 $72,720 $ 68,663 $72,199 $ 55,127
Average Household Income $61,837 $ 75458 $72,034 $78,130 $ 75,348 $74,365 $ 60,859
Households Above $75,000 (%) 33.9 % 424 % 40.5 % 46.6 % 420 % 429 % 31.6 %
2020
Households 52,750 22,000 36,360 21,350 5,320 13,300 NA
Percent Growth 24.2 % 18.6 % 26.3 % 54.2 % 40.1 % 67.9 % NA %

Source: McComb Group, Ltd.

Retail Development Potential

Development potentia in each of the retail areas is based on sales potentia that is available from trade
area households and inflow sales.

Retail sales potential is based on estimated purchasing power and market share that can be achieved from
each primary trade area. Retail sales derived from residents living outside the primary trade areas are
inflow sales. Purchasing power estimates are calculated with McComb Group’s proprietary purchasing
power model, which is based on retail saes in the Milwaukee MSA and retail sales by store type as
reported by the Census of Retail Trade in 1987 and 1992. The Census of Retail Trade is conducted every

Franklin First. Phasell: Retail Development Potential December, 1999
Prepared by McComb Group, Ltd. Page 14
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five years. The retail sales for 1993 through 1998 were estimated using information from the U.S.
Department of Commerce. Future growth in purchasing power is estimated by McComb Group, Ltd.,
based on anticipated inflation and real income growth. Household growth is based on estimates contained
in this report. Inflation in retail sales is estimated at two percent and real income gains are estimated at
one percent annually.

Purchasing power is based on the number of primary trade area households adjusted to reflect income
characterigtics. Purchasing power, for the purpose of this anaysis, includes retail categories that are
characteristic of tenants that could be located at any one of the Franklin retail areas. Estimated market
share for each retail category is applied to purchasing power, and inflow sales are added, to determine
saes potential. Sales potentia is then divided by typical sales per square foot productivity for each retail
store type to determine the amount of retail GLA that can be supported in each area. The existing retail
GLA is deducted from supportable GLA to determine the additional retail development potential. Future
retail development potential is expressed as arange: high, mid-range, and low.

Estimates of development potential were prepared for 2002 and 2020, which represents the likely amount
of GLA that can be supported in each retail area, based on trade area household growth.

Development potential estimates identify categories of potential retail opportunity in Franklin. The
majority of retail sales will be derived from convenience and shopping goods establishments. These
categories, along with food service and personal services, are expected to comprise most of the tenantsin
these shopping areas. Purchasing power, sales potential, and supportable retail GLA estimates for each
retail area are located in Appendix D.

Sales potentia estimates by major store category, for each retail area, are shown in Table 6 for 2002 and
2020. Sales potentia estimates for 2020 are expressed in constant 2002 dollars to diminate the effect of
inflation. These estimates reflect purchasing power as reduced by market share, plus inflow sales.

Franklin First. Phasell: Retail Development Potential December, 1999
Prepared by McComb Group, Ltd. Page 15
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Table6
FRANKLIN PRIMARY TRADE AREAS

2002 AND 2020 RETAIL SALESPOTENTIAL
(In Thousands of 2002 Dallars)

Franklin Corners

27th St. & Rawson Neighborhood Power Whitnall View Civic Center Crossroads
Retail Segment 2002 2020 2002 2020 2002 2020 2002 2020 2002 2020 2002 2020
Convenience Goods
Supermarkets $104,774 $133,471 $49,780 $59,865 $75,919 $100,134 $37,643 $59,531 $15,105 $26,70C $7,277 10,732
Other Food 3922 4,403 1,642 1,975 2,505 3304 1,242 1,964 317 493
Drug 27,121 34,54¢ 12,88t 15,49¢ 19,652 25,92C 9,744 15,41C 4,692 8,29 2,260 3334
Liquor 5,958 7,590 2,831 3404 4,317 5,694 2,144 3,385 802 1417 336 570
Florists 1,306 1,664 620 746 946 1,248 469 742 176 311 85 125
Hardware 4772 6,079 2,267 2,727 3458 4,561 1,715 2,712 642 1,135 309 456
Subtotal $147,853 $187,756 $70,025 $84,213 $106,797 $140,861 $52,957 $83,744 $21,734
Shopping Goods
Discount/Department $75,452 $96,118 $35,848 $43,112 $54,673 $72,111 $21,108 $42,871 $10,878 $19,228.. $5,24C $7,72¢
Variety/Dollar 2,453 3124 1,165 1,401 1777 2,344 831 1,3% 248 438 119 176
Misc. General Merchandise 11,48¢ 14,634 5458 6,564 8,324 10,97¢ 4127 6,527 1,159 2,049 559 824
Apparel & Accessories 13,49C 17,184 6,409 7,708 9,775 12,892 4,847 7,665 1815 3,208 874 1,290
Furniture Home Furnishings 11,37z 14,48¢ 5403 6,497 8,240 10,86¢ 5107 8,076 2,295 4,057 1,106 1,631
Equipment 25,565 32,56¢ 12,147 14,608 18,52 24,432 11,481 18,157 5,160 9121 2,486 3,666
Other Shopping Goods 10,78z 13,73 5123 6,160 7,812 10,304 3874 6,126 2,176 3,847 1,048 1,546
Subtotal $150,602 $191,849 $71,553 $86,050 $109,126 $143,931 $51,425 $90,816 $23,731 $41,948 $11,432 $16,862
Eatingand Drinking $30,233 $38,514 $9,57¢€ $11,516 $14,605 $19,263 $10,862 $17,178 $6,10z $10,787 $2,94C $4,33€
Building M aterials
Home Centers $40,041 $51,008 $9,512 $11,439 $14,507 $19,134 $14,38€ $22,751 $3,23¢ $5,714 $1,557 $2,297
Retail Nurseries 2,881 3,670 1,369 1,646 2,088 2,753 1,035 1,637 465 822 224 331
Other 1,675 2,134 79% 957 1,214 1,601 602 952 271 478 130 192
Subtotal $44,507 $56,812 $11,677 $14,042 $17,809 $23,483 $16,023 $25,340 $3,969 $7,014 $1,911 $2,820
Convenience/Gasoline $14,038 $17,883 $6,67C $8,021 $10,172 $13416 $5,044 $7,97€ $1,417 $2,504 $682 $1,007
TOTAL $387,323 $492,814 $169,501 $203,842 $258,509 $340,959 $136,311 $225,054 $56,953 $100,603 $27,436 $40,44C
Source: McComb Group, Ltd.
Franklin First. Phasell: Retail Development Potential December, 1999
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Rawson and 27" Street

The Rawson and 27" Street trade area is rectangular and slightly lopsided due to the location of General
Mitchell International Airport. The trade area occupies roughly one half of the City of Franklin and about
one half the City of Oak Creek, as well as parts of Greendae, Greenfield and Milwaukee (as shown on
Map 5). This trade area is roughly eight miles from north to south, six miles wide at the southern end,
and about four miles wide at the northern end.

Rawson and 27" has the largest number of households in its trade area, with 42,500 in 2002 as shown in
Table 5. It dso has the smallest average household size (2.57) and the lowest median ($60,713) and
average ($61,837) household income. This is due to the older profile of trade area residents. About 34
percent of the households have incomes above $75,000. Households are estimated to increase by 24
percent to 52,750 in 2020.

Franklin First. Phasell: Retail Development Potential December, 1999
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Map 5
RAWSON AND 27th PRIMARY TRADE AREA
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Table7

RAWSON AND 27™ STREET PRIMARY TRADE AREA

EXISTING AND SUPPORTABLE SQUARE FOOTAGE, 2002 AND 2020
(In Thousands of Squar e Fest)

Supportable Square Feet Existing 2002 2020
Convenience
Supermarkets 128 215 272
Other Food -0- 14 18
Drug 40 90 115
Liquor -0- 21 26
Florists -0- 6 7
Hardware 30 26 33
Subtotal 198 371 472
Shopping Goods
Discount/Department * 214 290 370
Variety/Dollar -0- 18 23
Misc. General Merchandise 130 46 59
Apparel & Accessories -0- 61 77
Furniture Home Furnishings -0- 72 91
Equipment -0- 85 109
Other Shopping Goods 30 48 61
Subtotal 374 620 790
Eating and Drinking 20 86 110
Building Materials
Home Centers 272 211 268
Retail Nurseries -0- 29 37
Other -0- 7 9
Subtotal 272 247 314
Convenience/Gasoline 15 35 45
Other 45 60 75
Total Sqg. Ft. Potential 924 1,420 1,806
Less: Existing 924 (924) (924)
Potential New Development 496 882

* Includes ShopKo
Source: McComb Group, Ltd.

Existing retail GLA in the Rawson and 27" Street retail areais estimated at 923,900 square feet as shown
in Table 7. Retail development potentia indicates that the area could support about 1.4 million square
feet in 2002 or an additional 500,000 square feet. By 2020, Rawson and 27" retail area could potentially
support 1.8 million square feet or about 880,000 additional square feet than exists today.

Franklin First. Phasell: Retail Development Potential December, 1999
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Franklin Corners Neighborhood Center Primary Trade Area

The Franklin Cornersis located at the confluence of three roads: Loomis Road, Rawson Avenue, and 76"
Street as shown on Map 6. The Franklin Corners trade area is roughly six miles from east to west and
five miles from north to south. The trade area occupies the northern two-thirds of the City of Franklin as
well as part of Hales Corners and Greendale.

The Franklin Corners trade areas are the second largest trade areas in Franklin. The neighborhood center
trade area has 18,500 households in 2002, as shown in Table 5. It has the second highest average
household income ($75,458) and the third highest median household income ($71,035). Average
household size ranked in the middle with 2.76 persons per household. About 42 percent of the
households have incomes above $75,000. Households are estimated to increase by 18 percent to 22,000
by 2020.

Franklin First. Phasell: Retail Development Potential December, 1999
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Map 6
FRANKLIN CORNERS NEIGHBORHOOD CENTER PRIMARY TRADE AREA
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FRANKLIN CORNERS NEIGHBORHOOD CENTER RETAIL AREA

EXISTING AND SUPPORTABLE SQUARE FOOTAGE, 2002 AND 2020
(In Thousands of Squar e Fest)

Supportable Square Feet Existing 2002 2020
Convenience
Supermarkets 95 102 122
Other Food -0- 7 8
Drug 12 43 52
Liquor -0- 10 12
Florists 2 3 3
Hardware 16 12 15
Subtotal 125 176 212
Shopping Goods
Discount/Department -0- 138 166
Variety/Dollar -0- 9 10
Misc. General Merchandise -0- 22 26
Apparel & Accessories 3 29 35
Furniture Home Furnishings 3 34 41
Equipment -0- 41 49
Other Shopping Goods 4 23 27
Subtotal 9 295 354
Eating and Drinking 29 27 33
Building Materials
Home Centers -0- 50 60
Retail Nurseries -0- 14 16
Other -0- 4 4
Subtotal -0- 67 81
Convenience/Gasoline 4 17 20
Other 70 75 100
Total Sg. Ft. Potential 236 657 800
Less: Existing 236 (236) (236)
Potential New Development 421 564

Source: McComb Group, Ltd.

Currently there is about 236,000 sguare feet of existing retail space in the Franklin Corners retail area, as
shown in Table 8. Estimates conclude that a neighborhood center will have a potentia for 657,000 square
feet of retail space by 2020, an increase of 421,000 square feet. By 2020, there will be potentia for
another 143,000 sguare feet of retail GLA, bringing total neighborhood center potential to roughly

800,000 square feet.

Franklin First. Phasell: Retail Development Potential
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Franklin Corners Power Center

The possibility of locating a power center at the Franklin Corners site was aso evauated. Its trade area
would encompass al of northern Franklin, parts of Hales Corners and Greendade, as well as a portion of
Oak Creek as shown on Map 7. This trade area is roughly ten miles from east to west and about five
miles from north to south.

The Franklin Corners power center concept has the second largest number of households in its trade area
with 28,800 in 2002, as shown in Table 5. Both average ($72,034) and median ($68,663) household
income are below that of the Franklin Corners neighborhood center due to the portions of Milwaukee and
Oak Creek that are included. Average household size is dightly below that of the neighborhood center
trade area with 2.74 persons per household. It is estimated that 40.5 percent of the households have
incomes above $75,000 per year. The power center trade area is expected to increase to over 36,300
households by the year 2020.

Franklin First. Phasell: Retail Development Potential December, 1999
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Map 7
FRANKLIN CORNERS POWER CENTER PRIMARY TRADE AREA
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Table9

FRANKLIN CORNERS POWER CENTER RETAIL AREA

EXISTING AND SUPPORTABLE SQUARE FOOTAGE, 2002 AND 2020
(In Thousands of Squar e Fest)

Supportable Square Feet Existing 2002 2020
Convenience
Supermarkets 95 155 204
Other Food -0- 10 13
Drug 12 66 86
Liquor -0- 15 20
Florists 2 4 6
Hardware 16 19 25
Subtotal 125 268 34
Shopping Goods
Discount/Department -0- 210 277
Variety/Dollar -0- 13 17
Misc. General Merchandise -0- 33
Apparel & Accessories 3 44 58
Furniture Home Furnishings 3 52
Equipment -0- 62 82
Other Shopping Goods 4 35 46
Subtotal 9 239 592
Eating and Drinking 29 42 55
Building Materials
Home Centers -0- 76 101
Retail Nurseries -0- 21 28
Other -0- 5 7
Subtotal -0- 103 135
Convenience/Gasoline 4 25 4
Other 70 75 100
Total Sg. Ft. Potential 236 752 1,270
Less: Existing 236 (236) (236)
Potential New Development 517 1,035

Source: McComb Group, Ltd.

As with the previous Franklin Corners analysis, there is currently 236,000 square feet of existing GLA, as
shown in Table 9. With a larger trade area and increased pulling power of the power center, supportable
square feet in 2002 is estimated at 752,000, an increase of 516,000 square feet. By 2020, supportable
GLA is expected to increase to over 1.2 million square feet.

Franklin First. Phasell: Retail Development Potential December, 1999
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Whitnall View

The Whitnall View trade area is centered on the Hales Corners speedway sSite located in northwest
Franklin as shown on Map 8. The site lies between Forest Home Avenue on the west, and State Highway
100 on the east. The Whitnall View trade area extends roughly seven miles from east to west, and six
miles north to south. The trade area encompasses the northwest quarter of Franklin and the northeast
quarter of Muskego, as well as some of Greenfield, and Greendale, and all of Hales Corners.

Whitnall View has over 37,500 households in its trade area in 2002, as shown in Table 5. Average
household size (2.72) is about the average for the six trade areas. Both average ($78,130) and median
($72,720) household incomesin the Whitndl View trade area are higher than any other trade area. Thisis
due to the higher income households that are attracted to the large residential lots available in this area.
About 46 percent of the households have household income above $75,000. Households are expected to
increase by about 54 percent to 21,350 by 2020.

Franklin First. Phasell: Retail Development Potential December, 1999
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Table 10

WHITNALL VIEW RETAIL AREA

EXISTING AND SUPPORTABLE SQUARE FOOTAGE, 2002 AND 2020
(In Thousands of Squar e Fest)

Supportable Square Feet Existing 2002 2020
Convenience
Supermarkets 50 7 121
Other Food -0- 5 8
Drug 13 32 51
Liquor -0- 7 12
Florists -0- 2 3
Hardware -0- 9 15
Subtotal 63 133 210
Shopping Goods
Discount/Department 100 104 165
Variety/Dollar 8 7 10
Misc. General Merchandise -0- 17 26
Apparel & Accessories 11 22 A
Furniture Home Furnishings 6 32 51
Equipment 3 33 61
Other Shopping Goods 35 17 27
Subtotal 161 237 374
Eating and Drinking 23 31 49
Building Materials
Home Centers 25 76 120
Retail Nurseries -0- 10 16
Other -0- 3 4
Subtotal -0- 89 140
Convenience/Gasoline 4 13 20
Other 10 20 30
Total Sqg. Ft. Potential 261 522 824
Less: Existing 261 (261) (261)
Potential New Development 261 563

Source: McComb Group, Ltd.

Existing retaill GLA is estimated a 261,000 square feet in the Whitnall View retall area, as shown in
Table 10. Household growth is expected to double the amount of supportable retail space to 522,000
square feet by 2002. Supportable retail space is expected to increase by about 300,000 square feet to over
800,000 square feet by 2020.

Franklin First. Phasell: Retail Development Potential December, 1999
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Crossroads

The Crossroads trade area is centered at the intersections of State Highway 100 and Loomis Road in
Franklin. The trade area, as shown on Map 9, is trapezoidal due to competitive impact of Franklin
Corners and unsewered areas in the Cities of Muskego and Franklin.

The Crossroads trade area is partly located outside the City of Franklin sewer service area.  This fact
limits this trade area growth in the long term. The Crossroads trade area is the smalest of the six trade
areas with only 3,797 households, however it has very high average ($75,348) and median ($68,663)
household income figures. It aso has the highest average household size with 3.13 persons per
household. About 42 percent of the households have income above $75,000. Even with most of the trade
area lying outside the sewer service area, the number of households is expected to increase by 40 percent
to over 5,300 by 2020.

Franklin First. Phasell: Retail Development Potential December, 1999
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Table11

CROSSROADSRETAIL AREA

EXISTING AND SUPPORTABLE SQUARE FOOTAGE, 2002 AND 2020
(In Thousands of Squar e Fest)

Supportable Square Feet Existing 2002 2020
Convenience
Supermarkets -0- 15 22
Other Food -0- 1 1
Drug 13 6 11
Liquor -0- 1 2
Florists -0- -0- 1
Hardware -0- 2 2
Subtotal 13 24 39
Shopping Goods
Discount/Department -0- 20 30
Variety/Dollar -0- -0- 1
Misc. General Merchandise -0- 2 3
Apparel & Accessories -0- 3 6
Furniture Home Furnishings -0- 6 10
Equipment -0- 8 12
Other Shopping Goods -0- 4 7
Subtotal -0- 44 70
Eating and Drinking 8 8 12
Building Materials
Home Centers -0- 4 12
Retail Nurseries -0- 2 3
Other -0- 1 1
Subtotal -0- 7 16
Convenience/Gasoline 3 1 3
Other -0- 5 10
Total Sg. Ft. Potential 24 90 149
Less: Existing 24 (24) (24)
Potential New Development 66 125

Source: McComb Group, Ltd.

Existing retail GLA at the Crossroads retall areais estimated at 24,000 square feet, as shown in Table 11.
Sales potentia indicates that an additional 66,000 square feet of retail space could be added by 2002,
bringing the total to 90,000 square feet. Supportable retail GLA is expected to increase too roughly
149,000 square feet by 2020. This forecast is based on the assumption that there will be only minimal
growth in the areas outside the sewer service district, which comprises a good portion of the trade area.

Franklin First. Phasell: Retail Development Potential December, 1999
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Civic Center

The Civic Center trade area is based at the intersection of Church Street (also known as Drexel Avenue)
and State Highway 100 in Franklin as shown on Map 10. The Civic Center trade area is trapezoidal in
shape, extending roughly four miles from north to south and five miles from east to west.

The Civic Center trade area is about double the size of the Crossroads trade area with 7,900 households in
2002, making it the second smallest trade area. Both average ($74,365) and median ($71,189) household
incomes are high, asis average household size with 3.04 persons per household. Almost 43 percent of the
households in this trade area have household incomes above $75,000 in 2002. This trade area is expected
to grow by nearly 68 percent, bringing total population to about 13,300 by 2020.
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Table12

CIVIC CENTER RETAIL AREA

EXISTING AND SUPPORTABLE SQUARE FOOTAGE, 2002 AND 2020
(In Thousands of Squar e Fest)

Supportable Square Feet Existing 2002 2020
Convenience
Supermarkets -0- 31 54
Other Food -0- 1 2
Drug -0- 13 28
Liquor -0- 2 5
Florists -0- 1 1
Hardware -0- 2 6
Subtotal -0- 50 97
Shopping Goods
Discount/Department -0- 42 74
Variety/Dollar -0- 1 3
Misc. General Merchandise -0- 5 8
Apparel & Accessories -0- 7 14
Furniture Home Furnishings -0- 13 26
Equipment -0- 17 30
Other Shopping Goods -0- 8 17
Subtotal -0- 92 173
Eating and Drinking -0- 17 31
Building Materials
Home Centers -0- 9 30
Retail Nurseries -0- 5 8
Other -0- 1 2
Subtotal -0- 15 40
Convenience/Gasoline 5 3 6
Other -0- 5 20
Total Sqg. Ft. Potential 5.0 182 367
Less: Existing 5.0 (5.0 (5.0
Potential New Development 177 362

Source: McComb Group, Ltd.

Currently there is only a gas/convenience store (estimated at 5,000 square feet) located in the Civic
Center retail area, as shown in Table 12. Based on population growth trends, there will be enough
consumer demand to support about 182,000 square feet of retail GLA in 2002, increasing to 367,000
square feet by 2020.
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V. Supportable Retail Space

From a retail perspective, Franklin is divided into two geographic areas. one served by sanitary sewer;
and the southwestern portion, which is not planned to have sanitary sewer service. Due to these
geographic distinctions, most retailers will prefer to be located in the northern portion of Franklin in the
area generaly adjoining or north of Rawson Avenue. Retail potential diminishes in the southern portion
of the City due to lack of present and future population density.

Supportable square footage estimates in Chapter |11 resulted in low, mid-range and high estimates of retail
space potential for each retail area. These estimates include convenience goods, shopping goods, eating
and drinking establishments, building materials, convenience/gasoline, and other (which includes
sarvices). This chapter discusses retail potential for each retail area, and the types of retailers that are
likely to be located there.

Anchor Store Analysis

Shopping centers of the type likely to be developed in Franklin are typically anchored by larger stores.
Neighborhood centers, such as Orchard View Mall, generally include convenience goods retailers such as
drug, liquor, hardware stores, and services. Community centers include both convenience and shopping
goods stores such as nationa department and discount stores, and category killers. Category killers, due
to their size, selection and depth of inventory, achieve higher market share than do smaller speciaty
stores in the same retail category, which results in greater sales potential. This makes it possible for some
of these stores to locate in Franklin. Anchor stores, category killers and other large stores operating in the
Milwaukee metropolitan area are shown in Table 13. Few of these stores are currently located in
Franklin. Many of these stores, however, are located in the Southridge Mall area, two miles north of
Rawson Avenue on 76" Street. While some of these stores are also located in competitive shopping
areas, some of the Franklin retail areas could tap new markets for these stores.

Supportable Retail GLA

Retail potential for each of the Franklin retail areas could include stores that currently operate in the
Milwaukee market as well as stores that may be new to the market. Supportable retail square footage and
types of tenants appropriate for each retail area are discussed in the following pages.

Rawson and 27"

Rawson and 27" is the largest retail concentration, however, it is divided between four communities:
Franklin, Oak Creek, Greendadle, and Milwaukee. This area is likely to continue to be the largest retall
concentration in Franklin. It currently has about 924,000 square feet of retaill GLA with the potentid to
amost double to 1.8 million square feet in 2020. Thisis the ultimate estimate of retail potential.

Based on anchor store locations and competitive shopping concentrations, this area is likely to
accommodate an additional 150,000 to 250,000 square feet of GLA by 2005. Rawson and 27" is
evolving as a combination convenience goods and big box power center shopping area with a strong
orientation toward general merchandise (discount stores) and hard goods.
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Stores

Supermarkets
Jewel Foods
Kohl's Foods
Pick N Save
Sentry Foods

Drugstores
Osco Drug
Walgreen's

General Merchandise
Kmart

Kohl's Dept. Store
Sams

ShopKo

Stein Mart

Target

Wal-Mart

Category Killers
Barnes & Noble
Best Buy

Circuit City

Famous Footwear
Gander Mountain
Home Depot

JoAnn Fabrics
KidsR Us

Mens Wearhouse
Michael's Arts & Crafts
Office Depot

Office Max

Old Navy

Petco

Pier One Imports
Sportmart

Stein Garden & Gifts
TJMaxx

ToysR Us

P: Planned
Source: McComb Group, Ltd.

ANCHOR STORE LOCATION DISTRIBUTION

Table 13
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Metro Oak Greenfield/ Hales South
Stores Franklin Creek Greendale Corners Milwaukee

5 1 1
32 1 1 1
32 2 2 1

21 1 1

20 1

64 2 1 2 1 1
10 1 1

11 1 1

4 1

1 P

3 1

7 1

6 1

5 1

6 1

3 1

10

2 1

2 1

8 1

3

4

3

6 1

5

1

4

6

2

8

4

3
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Table 14

SUPPORTABLE SQUARE FEET AND ADDITIONAL LAND AREA
2002 AND FULL BUILD-OUT POTENTIAL

Rawson & Franklin Corners Whitnall Civic
27th Street Convenience Power View Crossroads  Center
2002 Estimate
Square Foot Potential 1,420 657 752 522 91 182
Less: Existing (924) (236) (236) (261) (24) 5)
496 421 517 261 67 177
Additional Square Footage
High 496 421 517 261 67 177
Mid 200 235 320 70 40 45
Low 150 200 250 40 30 35
Land Area: (Acres)
High 50 42 52 26 7 17
Mid 20 24 32 7 4 5
Low 15 20 25 4 3 4
2020 Estimate
Square Foot Potential 1,806 800 1,270 824 149 367
Less: Existing (924) (236) (236) (261) (24) 5)
882 564 1,035 563 125 362
Additional Square Footage
High 882 564 1,035 563 125 362
Mid 465 340 650 330 100 165
Low 375 280 450 250 70 100
Land Area: (Acres)
High 88 56 104 56 12 36
Mid 47 A 65 33 10 17
Low 38 28 45 25 7 10

Source: McComb Group, Ltd.

Based on individua retail categories and competitive factors, the amount of additional space that could be
developed at Rawson and 27" could range from 375,000 to 500,000 square feet, sightly more than the
mid-range of about 465,000 square feet, as shown in Table 14. This area could accommodate an
additional supermarket and department store such as Stein Mart, and other category killers seeking to
capitalize on the trade area's location in the southeast metropolitan area.  The retail stores can be
complemented by additional shopping goods stores, restaurants and fast food establishments.

McComb Group experience indicates that it takes about one acre of land to support 10,000 square feet of
retail space. This suggests that between 37 and 50 acres of additional land could be developed for retail
purposss in the Rawson and 27" retail area  This development could occur in the form of new
development, renovation or demolition, and new development on existing retail parcels within the area,
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which include Franklin, Oak Creek, Greenfield and Milwaukee. The most likely path of development is
south along 27" Street past Rawson Avenue.

Franklin Corners

Franklin Crossings is solidly established as a convenience goods neighborhood shopping destination
anchored by two supermarkets, and contains an estimated 236,000 square feet. This area could continue
to expand as a convenience goods shopping area.  Sales potentia analysis indicates that each of the
supermarkets may want to expand as trade area population increases, and Walgreen’s may choose to build
a freestanding store. Over the short term (2005) the major anchor store potentia is for a discount store
such as Target. Total GLA could expand by 200,000 to 230,000 over the next six to seven years. Full
build-out potential would be 500,000 to 600,000 square feet or an additional 275,000 to 350,000 square
feet of GLA. Thiswould require about 30 to 35 acres of additional land.

Based on trade area population growth, competitive shopping areas and anchor store locations, Franklin
Corners has the potential to increase its trade area.  This larger trade area could support both a power
center and an entertainment center.

The power center could include an additional supermarket, discount store, and junior department stores
(such as Kohl’s and Stein Mart). This center could include category killers that would like to be located
in the area. This power center could range in size from 200,000 to 350,000 sgquare feet depending on
tenant demand.

The entertainment center would be anchored by a multiplex theater of 12 to 14 screens, complemented by
entertainment-type retailers, restaurants, and fast food. Tenants for this concept include bookstores,
music, sporting goods, and other entertainment-related tenants. Store types could include big boxes and
small stores. If developed in a main street environment, this center could accommodate small, unique
retailers that could benefit from the draw of the movie theater, restaurants, and entertainment retailers.
This concept, including the movie theater, could range from 200,000 to 300,000 square feet.

Franklin Corners can accommodate 450,000 to 650,000 square feet of additiona retail GLA over the long
term. Thiswould require 45 to 65 acres of additional land.

Whitnall View

Whitnall View is currently a neighborhood shopping area anchored by a supermarket and drug store
complemented by two automobile dealerships. This area can evolve into a community shopping area with
an additional supermarket and potentially a discount store. Based on trade area population and growth
potential, expansion of the Whitnal View shopping area could occur in the 2005 to 2010 time period.
This area will be able to support additional retail stores, services, restaurants, and fast food
establishments. Potential additional retail GLA ranges from 250,000 to 350,000 square feet, which would
require 25 to 35 acres.
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Crossroads

Crossroads development potentia is limited by low density housing to the south due to the absence of
sewer service. Its location at the intersection of Highway 100 and Loomis creates exceptionaly strong
drive-by potential indicating support for convenience retailers such as Walgreen's and automobile-
oriented retail establishments. Full build-out retail GLA is estimated at 70,000 to 100,000 square feet of
GLA, which would require seven to ten acres of additiona land. Retail potentia of this area would be
enhanced by extended sewer service to the south. Should this occur, Crossroads has the potentia to
evolve as a neighborhood shopping area, which could include a supermarket.

Civic Center

The intersection of Drexel and Highway 100 has the potential to evolve as a neighborhood shopping
concentration anchored by a supermarket. This supermarket could avoid competition at Whitnall View
and Hales Corners and capitalize on nearby residential development in the area. Retail potentia at this
location ranges from 100,000 to 165,000 square feet in 2002 with services and restaurants complementing
convenience goods retailers. The land arearequired for this development would be 10 to 17 acres.

Other Areas

Market research has identified retail potentia for four of the twelve development areas. The eight areas
with limited development potential are discussed briefly below.

Area B is limited due to its location near the Quarry and lack of strong north-south arterials to
supplement traffic on Rawson.

Area C in the vicinity of Drexel and 27" Street has potential for destination-type retailers such as
auto dealerships and furniture stores. This area appears to be too far south of Rawson and 27" to
become part of that retail concentration.

The intersection of Ryan and 27" in Area D has potential for convenience retailing to serve drive-
by traffic, nearby residents, and employees located in the area.

Area E has limited retail potential due to its proximity to the Franklin Business Park, adjacent
park areas, and the correctional facility. Residential development is limited and the area does not
have a high volume, arteria cross-street to supplement Ryan Avenue.

Area F can evolve as a convenience shopping node capitalizing on nearby residents and drive-by
traffic on Highway 100 when development occurs.

Area G has limited retail potential other than for business establishments seeking to
capitalize on drive-by traffic.

Area L has limited retail potential other than for convenience retail establishments seeking to
capitalize on nearby residents and drive-by traffic.

Area K has limited retail potential. Possible retail uses would be convenience establishments
seeking to capitalize on drive-by traffic or overflow retail establishments from Whitnall View.
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Retail development potential is strongest in the northern portion of Franklin as shown by the preceding
anadysis. Franklin has the opportunity to increase its convenience goods retailing and generate inflow
salesin that category. In the shopping goods category, export retail sales can be reduced by development
of community centers, power centers, and an entertainment center.
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Appendix A: Shopping Center Definitions

Shopping centers exist in a wide variety of sizes and types, each fulfilling a different role in providing
retail goods and services to consumers. Retail stores tend to fall in three categories. convenience goods,
shopping goods, and other stores including destination retailers. Destination stores are retailers that tend
to be the focus of a particular shopping trip such as building materials, automobiles, furniture, etc.
Shopping centers, depending on their type, generally contain convenience goods stores, shopping goods
stores, destination retailers, or acombination of all three types.

Convenience goods stores offer merchandise where convenience and proximity to home or work are the
primary considerations. Shopping goods stores sell merchandise where comparison-shopping is the
paramount consideration, and they are generally clustered in locations where consumers can visit severa
stores to compare merchandise and prices. Shopping goods stores are generally located in shopping
centers or downtown retail districts.

Within each of these retail store categories, there are varying price points ranging from budget to
expensive. Industry terms for these price points are “budget, moderate, better, bridge, and designer.”
These price point categories intersect with another merchandise concept generally called “value’. Stores
in this category have lower operating costs or purchase goods at lower costs, and are able to offer
attractive prices for retail goods due to those factors. These stores include discount stores such as Kmart,
ShopKo, Target, and Wa-Mart, as well as stores such as Old Navy, Best Buy, and TJ Maxx.

Retail stores generally position themselves to offer a particular type of product at a price point targeted at
their core customer. Thisresultsin awide variety of retail stores selling a broad array of merchandise and
providing a wide variety of choices to consumers. Shopping centers generaly fal into one of the
following categories.

Convenience Centers typically contain tenants offering convenience goods and personal services

similar to those of a neighborhood center. Convenience centers typically have gross leasable area

of less than 30,000 sguare feet and range from 9,000 to 27,000 square feet. A convenience center

may be anchored by a convenience store or restaurant. Franklin Village is an example of a
convenience center.

Neighborhood Centers provide for the sale of convenience goods (food, drugs, hardware, and
personal services) to meet the day-to-day needs of nearby residents. These centers were typically
anchored by a supermarket and contain gross leasable area of 30,000 to over 100,000 square feet.
Two recent trends in retailing have changed the neighborhood centers. Supermarkets have
increased to 50,000 to 65,000 square feet and some drugstores prefer to not be located next to
supermarkets. As aresult, supermarkets may now anchor larger centers and drugstores are going
to freestanding sites. Drugstores can serve as one anchor for a smaller neighborhood center.
Orchid View and Garden Plaza are examples of neighborhood centers.
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Prepared by McComb Group, Ltd. Page 1



TICKNOR

& ASSOCIATES

Community Centers contain a wide range of retail stores and can include stores selling both
convenience and shopping goods. Anchor stores can include a junior department store and a
supermarket. Community centers range in size from 100,000 to 300,000 sguare feet or more.
Grant Park Plaza Shopping Center is an example of a community center.

Power Centers are alarger version of a community center and range in size from 250,000 square
feet to over 500,000 square feet. They contain multiple anchor stores ranging in size from 25,000
to 150,000 sguare feet selling convenience and shopping goods and, in some cases, building
materials. Vaue is the dominant merchandising position of a power center. The Rawson and 27"
areais evolving as a power center area based on its anchor store mix.

Regional Malls are smaller versions of super regiona malls and offer the same variety of
merchandise. They typically include one or two full-line department stores of generally more
than 75,000 sguare feet. Size may range from 250,000 to more than 900,000 square feet. Bay
Shore Madll isaregiona mall.

Super Regional Malls contain an extensive variety of shopping goods including general
merchandise, apparel and accessories, furniture and home furnishings, other speciaty stores, as
well as avariety of services and entertainment. They typically contain three or more full-line
department stores and range in size from 600,000 to more than 1.5 million square feet.
Southridge Mall is a super regiona mall.

These are the normal ranges of shopping centers found in most areas. Two newer variations of shopping
centers include specialty centers and entertainment centers.

Specialty Centers contain a variety of small stores selling primarily shopping goods, restaurants
and, in some cases, acinema. Specidty centers range in size from 50,000 to 200,000 square feet.
Many speciadty centers were developed in older manufacturing buildings, while others are
contained in new buildings.

Entertainment Centers are aform of specialty center and are anchored by a multiplex cinema of
20 to 36 screens and include restaurants, refreshment places, large video game arcade, and a mix
of entertainment-related retailers selling books, records, and other shopping goods.

Viditor destinations or highways leading to visitor destinations have become popular locations for factory
outlet stores. As the outlet industry grew, outlet shopping centers evolved and spawned a close relative:
the off-price center. Each of these centersis described below.

Outlet Centers contain multiple tenants, the majority of which are factory outlet stores or a store
that is a direct outlet for one or more manufacturers. These stores sell manufacturers surplus
goods, merchandise returned by retailers and out-of-season merchandise, and selection may be
limited. Some manufacturers produce goods to be sold only at their factory outlet stores. An
outlet center may include off-price stores as part of its tenant mix. Outlet centers serve a very
large market area, much larger than aregional mall.

Off-Price Shopping Centers contain multiple tenants selling name brand goods a 20 to 60
percent off normal retail prices. Off-price centers may include retail close-out stores for national
and regional chains. These stores sall out-of-season merchandise from their store. Some retailers
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also offer lower quality merchandise (less expensive) specificaly produced for their off-price
stores. This type of center may include some factory outlet stores as part of its tenant mix. An
off-price center has a smaller market area than an outlet center and tends to focus on a community

or regional market.

Outlet and off-price shopping trends combined with consumers search for value has resulted in the
evolution of the “mills’ type center: a large value oriented center that can range from 900,000 to 1.5
million square feet in size. These centers contain factory outlets, off-price stores, value retailers, services,
restaurants and a multiplex cinema.  Mills type centers have evolved into mgor shopping destinations.
Gurnee Millsis a smaller mills center.

Franklin First. Phasell: Retail Development Potential December, 1999
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Appendix B: Full Build-out Household Estimates

To caculate the number of households at full build-out in each trade area, MGL utilized 1990
land use statistics provided by SEWRPC. These data were organized by cities, towns and
villages as shown in Table B-1. These political divisions were used to calculated the amount of
land designated as agricultural and woodlands in 1990 (areas which could be used as residential
land in the future). It was determined that 56 percent of all urban land in the southwestern
Milwaukee metro area was designated residential. This average was then applied to the tota
land available for development in each political division to determine the maximum amount of
land expected for residential use. To determine the estimated number of housing units in a
particular area, 2.5 units per acre was utilized in sewered areas, and 1.0 unit per ten acres was
used in unsewered areas (this is dightly more than the 1990 average for Franklin's unsewered
areas). This analysis provides the estimated number of housing units at full build-out for each
city, town and village.

Estimated full build-out by trade area was calculated by determining the area (in acres) of each
trade area using Geographic Information System software. Currently, each trade area is made up
of a combination of uses (residential, recreational, agricultural, utility right-of-ways, etc.). If it
were assumed that all agricultural and woodlands were converted to urban land, then an estimate
as to the number of households that area could support could be assessed. Using the above logic,
MGL has estimated the total number of households possible at full build-out. This number may
or may not be reached but gives MGL the ability to estimate the maximum number of
households in a specific trade area. In turn, this information used in conjunction with a
proprietary purchasing power model, enables MGL to evaluate the maximum amount of retail
space that could be supported in a particular trade areain the future.

According to the 1990 Census the City of Franklin had 7,434 households. Using building permit
data, it was estimated that by 1997 there were 9,784 households in Franklin, an increase of 4.0
percent per year. Households are expected to increase at a decreasing rate over the next two
decades. Full build-out in Franklin, except for infill parcels, is expected to occur in the 2020 to
2025 period, based on current trends. Full build-out is estimated at about 16,400 households.
Growth rates vary dlightly depending upon the trade area characteristics. Trade area household
estimates and growth rates are discussed in greater depth in Chapter I11.



Table B-1
SOUTHWESTERN MILWAUKEE SUBURBAN LAND USE INVENTORY, 1990

(In Acres)
Hales New Oak SW Suburbar
Region Franklin Greendale Greenfield Corners Muskego Berlin Creek Total

Residential 198,451 3,600 1,467 3,326 1,114 3,324 6,227 2,436 21,494
Commercial 15,827 229 137 426 104 143 364 266 1,669
Industrial 16,747 182 47 19 4 87 586 709 1,634
Infrastructure 110,031 1,365 545 1,519 334 1,002 2,061 2,197 9,023
Government 19,794 292 171 458 55 193 422 289 1,880
Recreational 27,132 753 249 125 156 406 384 212 2,285

Total Urbanized 387,982 6,421 2,616 5,873 1,767 5,155 10,044 6,109 37,985
Agricultural 893,025 9,969 - 147 11 9,596 6,817 7,117 33,657
Wetlands 171,963 1,842 298 164 75 2,806 2,323 1,094 8,602
Woodlands 118,954 1,369 266 118 111 1,140 1,283 908 5,195
Surface Water 49,228 213 13 9 6 2,802 128 39 3,210
Other 100,054 2,383 374 1,083 83 1,519 2,997 2,929 11,368

Total Non-Urbanized 1,333,224 15,776 951 1,521 286 17,863 13,548 12,087 62,032
TOTAL 1,721,206 22,197 3,567 7,394 2,053 23,018 23,592 18,196 100,017
Estimated Future Household Inventory at Full Build-Out
Woodlands 1,369 266 118 111 1,140 1,283 908 5,195
Agricultural 9,969 - 147 11 9,596 6,817 7,117 33,657

Subtotal 11,338 266 265 122 10,736 8,100 8,025 38,852
Less: Area Outside Sewer* 4,800 - - - 7,680 6,400 1,280 20,160

Total Available Land 6,538 266 265 122 3,056 1,700 6,745 18,692
Residential @ 56% 3,661 149 148 68 1,711 952 3,777 10,468
Units @ 2.5/Acre 9,153 372 371 171 4,278 2,380 9,443 26,169
Add: HH Outside Sewer @ 0.1/Acre 480 - - - 768 640 128 2,016
Add: 1990 Occupied Units (Census) 7,434 5,575 13,785 3,063 5,563 11,695 7,081 54,196

Total Units @ Full Build-Out 17,067 5,947 14,156 3,234 10,609 14,715 16,652 82,381

* Estimated using SEWRPC 2020 Sewer Service Area Map.
Source: SEWRPC and McComb Group, Ltd.



Appendix C: Retail Development Potential M ethodology

Retail development potential for each Franklin retail area is based on estimated sales potential
derived from trade area residents and inflow sales. The methodology is described below for
2020 using the Rawson and 27" trade area as an example. This analysis, when evauated in
relation to competitive shopping areas and store locations, provides an analytical framework for
determining retail development potential.

Retail development potential is based on the year 2020 to provide an indication of ultimate retail
potential. Retail sales potential for 2020 is shown in Table 1. Supportable square feet of retail
GLA iscontained in Table 2. Existing retail space is shown in Table 3 along with the potential
supportable space in 2020.

Median store size, as derived from Dollars & Cents of Shopping Centers published by the Urban
Land Institute, is shown to provide an indication of typical store size. In each category, stores
will be either larger or smaller depending on the individual merchant’s desires.

Market share estimates vary by retail category as shown in Table 1. Convenience goods includes
supermarkets, drug and liquor stores. Convenience goods are purchased closer to home than
shopping goods. Supermarkets are the magjor convenience goods store type. Market share for
grocery stores is estimated at 35 percent and trade area sales are estimated at 85 percent,
resulting in total estimated sales potential of $133.5 million. Estimated retail sales are divided
by average sales of $490 per square foot to determine that about 272,000 square feet of
supermarket space can be supported at Rawson and 27" as shown in Table 2. This estimate may
overstate supermarket potential, since the Rawson and 27" trade area is larger than the trade area
that would exist for atypical supermarket.

Rawson and 27" currently has three supermarkets with an estimated 128,000 square feet of
space, indicating potential for an additional 150,000 sguare feet. A third supermarket may
choose to locate in the areain the future, or an existing store may decide to expand.

Table 2 shows a median grocery store size of 42,228 square feet, which is the store size reported
by Dollar & Cents of Shopping Centers. Supermarkets in the Franklin area range from 50,000 to
60,000 square feet. New supermarkets in other areas range in size from 60,000 to 90,000 square
feet. Many factors determine how many grocery stores will locate in an individual retail area.
These factors include, but are not limited to: the number of competitors in the market, average
store size, and amount of available land.

In the eating and drinking category, market share is estimated at 15 percent divided between fast
food establishments and restaurants as shown in Table 1. Trade area residents are estimated to
generate 70 percent of the retail sales.

In the shopping goods category, market share is estimated at 35 percent for department stores
and 30 percent for variety stores and miscellaneous general merchandise stores. In the apparel



RAWSON AND 27th STREET PRIMARY TRADE AREA

Table1

ESTIMATED FULL BUILD-OUT RETAIL SALES POTENTIAL, 2002 DOLLARS
BY MERCHANDISE CATEGORY

(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 324,144 35.0% $ 113,451 85% $ 20,021 $ 133471
Meat and fish (seafood) markets 4,064 25.0% 1,016 85% 179 1,195
Retail bakeries 6,858 25.0% 1,714 85% 303 2,017
Fruit and vegetable markets 2,071 25.0% 518 85% 91 609
Candy, nut, and confectionery stores 1,809 25.0% 452 85% 80 532
Dairy products stores 170 25.0% 42 85% 7 50
Drug and Proprietary Stores $ 83,905 35.0% $ 29,367 85% $ 5182 $ 34,549
Liquor Stores $ 21,506 30.0% $ 6,452 85% $ 1139 % 7,590
Florists $ 4,714 30.0% $ 1,414 85% $ 250 % 1,664
Tobacco Stores and Stands $ 385 30.0% $ 116 85% $ 20 % 136
Hardware Stores $ 17,225 30.0% $ 5,167 85% $ 912 % 6,079
Eating and Drinking Places $ 179,734 15.0% $ 26,960 70% $ 11554 $ 38514
Eating Places 119,822 7.5% 8,987 70% 3,851 12,838
Fast Food 59,911 7.5% 4,493 70% 1,926 6,419
Shopping Goods
General Merchandise Stores
Department Stores $ 192,237 35.0% $ 67,283 70% $ 28836 $ 96,118
Variety stores 7,290 30.0% 2,187 70% 937 3,124
Miscellaneous general merchandise stores 34,146 30.0% 10,244 70% 4,390 14,634
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 10,204 15.0% $ 1,531 0% $ 656 $ 2,187
Women's clothing stores 26,416 15.0% 3,962 70% 1,698 5,661
Women's accessory and specialty stores 3,122 15.0% 468 70% 201 669
Family clothing stores 20,076 15.0% 3,011 70% 1,291 4,302
Children's and infants' wear stores 2,417 15.0% 363 70% 155 518
Miscellaneous apparel and accessory stores 2,945 15.0% 442 70% 189 631
Men's shoe stores 0 15.0% 0 70% 0 0
Women's shoe stores 5,160 15.0% 774 70% 332 1,106
Children's and juveniles shoe stores 0 15.0% 0 70% 0 0
Family shoe stores 9,853 15.0% 1,478 70% 633 2,111
Furniture and Home Furnishings Stores
Furniture stores $ 32,290 20.0% $ 6,458 0% $ 2,768 $ 9,226
Floor covering stores 11,953 20.0% 2,391 70% 1,025 3,415
Drapery, curtain, and upholstery stores 466 20.0% 93 70% 40 133
Miscellaneous homefurnishings stores 5,993 20.0% 1,199 70% 514 1,712
Household appliance stores 5,720 20.0% 1,144 70% 490 1,634
Radio, television, computer and electronics 56,421 20.0% 11,284 70% 4,836 16,120
Computer and software stores 40,637 20.0% 8,127 70% 3,483 11,611
CDs, records and tapes stores 8,300 20.0% 1,660 70% 711 2,371
Musical instrument stores 2,909 20.0% 582 70% 249 831
Other Shopping Goods
Sporting goods and bicycle shops $ 14,399 150% $ 2160 0% $ 926 $ 3,086
Book stores 4,941 15.0% 741 70% 318 1,059
Stationery Stores 588 15.0% 88 70% 38 126
Jewelry stores 15,080 15.0% 2,262 70% 969 3,231
Hobby, toy, and game shops 10,638 15.0% 1,596 70% 684 2,280
Camera and photographic supply stores 1,894 15.0% 284 70% 122 406
Gift, novelty, and souvenir shops 9,426 15.0% 1,414 70% 606 2,020
Luggage and |eather goods stores 377 15.0% 57 70% 24 81
Sewing, needlework, and piece goods stores 3,564 15.0% 535 70% 229 764
Pet shops 3,190 15.0% 478 70% 205 683
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 71,411 50.0% $ 35705 70% $ 15302 $ 51,008
Paint, glass, and wallpaper stores 5,976 25.0% 1,494 70% 640 2,134
Retail nurseries, lawn and garden supply stores 10,276 25.0% 2,569 70% 1,101 3,670
Gasoline Service Stations $ 125183 100% $ 12,518 0% $ 5365 $ 17,883

Source: McComb Group, Ltd.



Table 2

RAWSON AND 27th STREET PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY

(2002 Dollars)
Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 133,471,254 $ 490 272,390 42,228
Meat and fish (seafood) markets 1,195,289 275 4,347 1,800
Retail bakeries 2,017,059 210 9,605 1,750
Fruit and vegetable markets 609,165 245 2,486 1,500
Candy, nut, and confectionery stores 532,010 440 1,209 1,050
Dairy products stores 49,932 245 204 1,500
Drug and Proprietary Stores $ 34,549,054 $ 300 115,164 11,153
Liquor Stores $ 7,590,309 $ 290 26,173 2,648
Florists $ 1,663,589 $ 225 7,394 1,600
Tobacco Stores and Stands $ 135,972 $ 300 453 995
Hardware Stores $ 6,079,396 $ 185 32,862 7,857
Eating and Drinking Places $ 38,514,354 $ 350 110,041 NA
Eating Places 12,838,118 275 46,684 2,913
Fast Food 6,419,059 300 21,397 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 96,118,434 $ 260 369,686 77,687
Variety stores 3,124,327 135 23,143 17,260
Miscellaneous general merchandise stores 14,633,961 250 58,536 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 2,186,531 $ 250 8,746 3,082
Women's clothing stores 5,660,597 190 29,793 3,616
Women's accessory and specialty stores 669,054 250 2,676 2,298
Family clothing stores 4,302,068 240 17,925 5,775
Children's and infants' wear stores 517,860 210 2,466 2,665
Miscellaneous apparel and accessory stores 631,117 310 2,036 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 1,105,813 270 4,096 2,401
Children's and juveniles' shoe stores 0 250 0 1,173
Family shoe stores 2,111,280 220 9,597 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 9,225,734 $ 170 54,269 7,471
Floor covering stores 3,415,108 120 28,459 2,545
Drapery, curtain, and upholstery stores 133,056 210 634 1,400
Miscellaneous homefurnishings stores 1,712,377 220 7,784 4,821
Household appliance stores 1,634,149 275 5,942 4,200
Radio, television, computer and electronics 16,120,423 275 58,620 3,013
Computer and software stores 11,610,591 375 30,962 2,130
CDs, records and tapes stores 2,371,427 250 9,486 2,900
Musical instrument stores 831,243 225 3,694 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 3,085,560 $ 211 14,624 4,100
Book stores 1,058,842 240 4,412 2,905
Stationery Stores 126,064 225 560 4,344
Jewelry stores 3,231,354 400 8,078 1,263
Hobby, toy, and game shops 2,279,538 210 10,855 2,740
Camera and photographic supply stores 405,780 300 1,353 1,200
Gift, novelty, and souvenir shops 2,019,760 175 11,541 3,000
Luggage and |eather goods stores 80,754 243 332 2,398
Sewing, needlework, and piece goods stores 763,792 125 6,110 10,254
Pet shops 683,488 210 3,255 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 51,007,855 $ 190 268,462 120,000
Paint, glass, and wallpaper stores 2,134,413 225 9,486 3,533
Retail nurseries, lawn and garden supply stores 3,670,063 100 36,701 25,000
Gasoline Service Stations $ 17,883,244 $ 400 44,708 2,508

E = Estimated
Source: McComb Group, Ltd.



Table 3

RAWSON AND 27TH STREET RETAIL AREA
EXISTING AND 2020 SUPPORTABLE SQUARE FOOTAGE
(In Thousands of Square Feet)

Retail Store Type Existing 2020
Convenience
Supermarkets 128 272
Other Food -0- 18
Drug 40 115
Liquor -0- 26
Florists -0- 7
Hardware 30 33
Subtotal 198 472
Shopping Goods
Discount/Department * 214 370
Variety/Dollar -0- 23
Misc. General Merchandise 130 59
Apparel & Accessories -0- 77
Furniture Home Furnishings -0- 91
Equipment -0- 109
Other Shopping Goods 30 61
Subtotal 374 790
Eating and Drinking 20 110
Building Materials
Home Centers 272 268
Retail Nurseries -0- 37
Other -0- 9
Subtotal 272 314
Convenience/Gasoline 15 45
Other 45 75
Total Sg. Ft. Potential 924 1,806
Less: Existing 924 (924)
Potential New Development 882

Additional Square Footage

High 882

Mid Range 465

Low 375
Land Area: (Acres)

High 88

Mid Range 47

Low 38

* Includes ShopKo
Source: McComb Group, Ltd.



and accessories and other shopping goods categories, market share is estimated at 15 percent
since many of these purchases occur at regional malls and other large shopping destinations.
Furniture and home furnishings market share is estimated at 20 percent since many of these
stores have a stronger destination characteristic. Trade area residents are estimated to generate
70 percent of the sales in the shopping goods category, reflecting that these stores have greater
destination quality and will result in larger inflow sales.

A similar approach was used for other retail categories. In the department store category for
example, market share is estimated at 35 percent with 70 percent of the sales being derived from
the primary trade area. This results in a total retail sales estimate of about $96.1 million.
Estimated sales of $260 per sguare foot indicate supportable square footage of about 370,000
square feet of GLA. Rawson and 27" will contain about 214,000 square feet of discount store
space including the proposed ShopKo store. In the near future it is unlikely that a third discount
store would choose to locate at Rawson and 27", given the locations of existing discount stores
and other potentia retail areas in Franklin.

Supportable sgquare footage estimates for 2020 by major retail category are compared with
existing GLA and shown in Table 3 for Rawson and 27'" retail area. Tota supportable space is
estimated at about 1.8 million square feet of retail GLA in 2020. Reducing this amount by the
existing retail space (estimated at 924,000 square feet) results in potential additional space of
882,000 sguare feet. This is the ultimate estimate of retail potential. Based on individual retail
categories and competitive factors, the amount of additional space that could be developed at
Rawson and 27" could range from 375,000 to 800,000 square feet with a mid-range of about
465,000 square feet. This analysis, taking competitive conditions into consideration, indicates
that the amount of additional retail space for Rawson and 27" ranges from 375,000 to 500,000
square feet. This estimate reflects not only square footage potential, but also professional
judgments as to the number and type of stores that are likely to locate within the area.

McComb Group experience indicates that about 10,000 square feet of retail space can be
supported by an acre of land. Therefore, between 37 and 50 acres of additional land could be
developed for retail purposes in the Rawson and 27" retail area. However, because additional
development may be accomplished from renovation or demolition or from aready existing retail
parcels within the area, it is possible that not all additional retail space will be located on vacant
land.

Sales potential and supportable retail GLA estimates are contained in tables on the following
pages.



Table C-1

RAWSON AND 27th STREET PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT RETAIL SALES POTENTIAL, 2002 DOLLARS
BY MERCHANDISE CATEGORY

(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenjence Goods
Food stores
Grocery stores $ 324,144 3.0% $ 113,451 85% $ 20,021 $ 133,471
Meat and fish (seafood) markets 4,064 25.0% 1,016 85% 179 1,195
Retail bakeries 6,858 25.0% 1,714 85% 303 2,017
Fruit and vegetable markets 2,071 25.0% 518 85% 91 609
Candy, nut, and confectionery stores 1,809 25.0% 452 85% 80 532
Dairy products stores 170 25.0% 42 85% 7 50
Drug and Proprietary Stores $ 83,905 35.0% $ 29,367 85% $ 5,182 $ 34,549
Liquor Stores $ 21,506 300% $ 6,452 8% $ 1,139 $ 7,590
Florists $ 4,714 30.0% $ 1,414 85% $ 250 $ 1,664
Tobacco Stores and Stands $ 385 30.0% $ 116 8% $ 20 $ 136
Hardware Stores $ 17,225 30.0% $ 5,167 85% $ 912 $ 6,079
Eating and Drinking Places $ 179,734 15.0% $ 26,960 70% $ 11,554 $ 38,514
Eating Places 119,822 7.5% 8,987 70% 3,851 12,838
Fast Food 59,911 7.5% 4,493 70% 1,926 6,419
Shopping Goods
General Merchandise Stores
Department Stores $ 192,237 35.0% $ 67,283 70% $ 28,836 $ 96,118
Variety stores 7,290 30.0% 2,187 70% 937 3,124
Miscellaneous general merchandise stores 34,146 30.0% 10,244 70% 4,390 14,634
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 10,204 15.0% $ 1,531 70% $ 656 $ 2,187
Women's clothing stores 26,416 15.0% 3,962 70% 1,698 5,661
‘Women's accessory and specialty stores 3122 15.0% 468 70% 201 669
Family clothing stores 20,076 15.0% 3,011 70% 1,291 4,302
Children's and infants' wear stores 2,417 15.0% 363 0% 185 518
Miscellaneous apparel and accessory stores 2,945 15.0% 442 70% 189 631
Men's shoe stores 0 15.0% o 0% 0 0
Women's shoe stores 5,160 15.0% 774 70% 332 1,106
Children's and juveniles shoe stores 0 15.0% 0 70% 0 0
Family shoe stores 9,853 15.0% 1,478 70% 633 2,111
Furniture and Home Furnishings Stores
Furniture stores $ 32,290 20.0% $ 6,458 70% $ 2,768 $ 9,226
Floor covering stores 11,953 20.0% 2,391 70% 1,025 3,415
Drapery, curtain, and upholstery stores 466 20.0% 93 70% 40 133
Miscellaneous homefurnishings stores 5,993 20.0% 1,199 70% 514 1712
Household appliance stores 5,720 20.0% 1,144 70% 490 1,634
Radio, television, computer and electronics 56,421 20.0% 11,284 70% 4,836 16,120
Computer and software stores 40,637 20.0% 8,127 70% 3,483 11,611
CDs, records and tapes stores 8,300 20.0% 1,660 70% 711 2,371
Musical instrument stores 2,909 20.0% 582 70% 249 831
Other Shopping Goods
Sporting goods and bicycle shops $ 14,399 150% $ 2,160 0% % 926 $ 3,086
Book stores 4,941 15.0% 741 70% 318 1,059
Stationery Stores 588 15.0% 88 70% 38 126
Jewelry stores 15,080 15.0% 2,262 70% 969 3,231
Hobby, toy, and game shops 10,638 15.0% 1,596 70% 684 2,280
Camera and photographic supply stores 1,894 15.0% 284 70% 122 406
Gift, novelty, and souvenir shops 9,426 15.0% 1,414 70% 606 2,020
Luggage and leather goods stores 377 15.0% 57 70% 24 81
Sewing, needlework, and piece goods stores 3,564 15.0% 535 70% 229 764
Pet shops 3,190 15.0% 478 70% 205 683
Building Materials and Supply Stores
Lumber and other building materials dealers $ 71,411 50.0% $ 35,705 0% % 15,302 $ 51,008
Paint, glass, and wallpaper stores 5,976 25.0% 1,494 70% 640 2,134
Retail nurseries, lawn and garden supply stores 10,276 25.0% 2,569 70% 1,101 3,670
Gasoline Service Stations $ 125,183 10.0% $ 12,518 0% % 5,365 $ 17,883

Source: McComb Group, Ltd.



TableC-2

RAWSON AND 27th STREET PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY

Category

Convenience Goods

Food stores
Grocery stores
Meat and fish (seafood) markets
Retail bakeries
Fruit and vegetable markets
Candy, nut, and confectionery stores
Dairy products stores

Drug and Proprietary Stores
Liquor Stores

Florists

Tobacco Stores and Stands
Hardware Stores

Eating and Drinking Places
Eating Places
Fast Food

Shopping Goods
General Merchandise Stores

Department Stores
Variety stores
Miscellaneous general merchandise stores

Apparel and Accessories Stores
Men's and boys' clothing and accessory stores
Women's clothing stores
Women's accessory and specialty stores
Family clothing stores
Children's and infants’ wear stores
Miscellaneous apparel and accessory stores
Men's shoe stores
Women's shoe stores
Children's and juveniles' shoe stores
Family shoe stores

Furniture and Home Furnishings Stores
Furniture stores
Floor covering stores
Drapery, curtain, and upholstery stores
Miscellaneous homefurnishings stores
Household appliance stores
Radio, television, computer and electronics
Computer and software stores
CDs, records and tapes stores
Musical instrument stores

Other Shopping Goods
Sporting goods and bicycle shops
Book stores
Stationery Stores
Jewelry stores
Hobby, toy, and game shops
Camera and photographic supply stores
Gift, novelty, and souvenir shops
Luggage and leather goods stores
Sewing, needlework, and piece goods stores
Pet shops

Building Materials and Supply Stores
Lumber and other building materials dealers
Paint, glass, and wallpaper stores
Retail nurseries, lawn and garden supply stores

Gasoline Service Stations

E=Estimated

Source: McComb Group, Ltd

(2002 Dollars)

Estimated

Sales Sales Supportable Median
Potential Per Sqg. Ft. Square Feet Store Size

$ 133,471,254 $ 490 272,390 42,228
1,195,289 275 4,347 1,800
2,017,059 210 9,605 1,750
609,165 245 2,486 1,500
532,010 440 1,209 1,050
49,932 245 204 1,500

$ 34,549,054 $ 300 115,164 11,153
$ 7,590,309 $ 290 26,173 2,648
$ 1,663,589 $ 225 7,394 1,600
$ 135,972 $ 300 453 995
$ 6,079,396 $ 185 32,862 7,857
$ 38,514,354 $ 350 110,041 NA
12,838,118 275 46,684 2,913
6,419,059 300 21,397 4,278

$ 96,118,434 $ 260 369,686 77,687
3,124,327 135 23,143 17,260
14,633,961 250 58,536 80,000

$ 2,186,531 $ 250 8,746 3,082
5,660,597 190 29,793 3,616
669,054 250 2,676 2,298
4,302,068 240 17,925 5,775
517,860 210 2,466 2,665
631,117 310 2,036 2,790

0 250 0 2,210

1,105,813 270 4,096 2,401

0 250 0 1,173

2,111,280 220 9,597 3,150

$ 9,225,734 $ 170 54,269 7,471
3,415,108 120 28,459 2,545
133,056 210 634 1,400
1,712,377 220 7,784 4,821
1,634,149 275 5,942 4,200
16,120,423 275 58,620 3,013
11,610,591 375 30,962 2,130
2,371,427 250 9,486 2,900
831,243 225 3,694 1,585

$ 3,085,560 $ 211 14,624 4,100
1,058,842 240 4,412 2,905
126,064 225 560 4,344
3,231,354 400 8,078 1,263
2,279,538 210 10,855 2,740
405,780 300 1,353 1,200
2,019,760 175 11,541 3,000
80,754 243 332 2,398
763,792 125 6,110 10,254
683,488 210 3,255 2,933

$ 51,007,855 $ 190 268,462 120,000
2,134,413 225 9,486 3,533
3,670,063 100 36,701 25,000

$ 17,883,244 $ 400 44,708 2,508



RAWSON AND 27th STREET PRIMARY TRADE AREA

TableC-3

ESTIMATED FULL BUILD-OUT RETAIL SALES POTENTIAL, 2002 DOLLARS
BY MERCHANDISE CATEGORY

(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 324,144 35.0% $ 113,451 85% $ 20,021 $ 133471
Meat and fish (seafood) markets 4,064 25.0% 1,016 85% 179 1,195
Retail bakeries 6,858 25.0% 1,714 85% 303 2,017
Fruit and vegetable markets 2,071 25.0% 518 85% 91 609
Candy, nut, and confectionery stores 1,809 25.0% 452 85% 80 532
Dairy products stores 170 25.0% 42 85% 7 50
Drug and Proprietary Stores $ 83,905 35.0% $ 29,367 85% $ 5182 $ 34,549
Liquor Stores $ 21,506 30.0% $ 6,452 85% $ 1139 % 7,590
Florists $ 4,714 30.0% $ 1,414 85% $ 250 % 1,664
Tobacco Stores and Stands $ 385 30.0% $ 116 85% $ 20 % 136
Hardware Stores $ 17,225 30.0% $ 5,167 85% $ 912 % 6,079
Eating and Drinking Places $ 179,734 15.0% $ 26,960 70% $ 11554 $ 38514
Eating Places 119,822 7.5% 8,987 70% 3,851 12,838
Fast Food 59,911 7.5% 4,493 70% 1,926 6,419
Shopping Goods
General Merchandise Stores
Department Stores $ 192,237 35.0% $ 67,283 70% $ 28836 $ 96,118
Variety stores 7,290 30.0% 2,187 70% 937 3,124
Miscellaneous general merchandise stores 34,146 30.0% 10,244 70% 4,390 14,634
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 10,204 15.0% $ 1,531 0% $ 656 $ 2,187
Women's clothing stores 26,416 15.0% 3,962 70% 1,698 5,661
Women's accessory and specialty stores 3,122 15.0% 468 70% 201 669
Family clothing stores 20,076 15.0% 3,011 70% 1,291 4,302
Children's and infants' wear stores 2,417 15.0% 363 70% 155 518
Miscellaneous apparel and accessory stores 2,945 15.0% 442 70% 189 631
Men's shoe stores 0 15.0% 0 70% 0 0
Women's shoe stores 5,160 15.0% 774 70% 332 1,106
Children's and juveniles shoe stores 0 15.0% 0 70% 0 0
Family shoe stores 9,853 15.0% 1,478 70% 633 2,111
Furniture and Home Furnishings Stores
Furniture stores $ 32,290 20.0% $ 6,458 0% $ 2,768 $ 9,226
Floor covering stores 11,953 20.0% 2,391 70% 1,025 3,415
Drapery, curtain, and upholstery stores 466 20.0% 93 70% 40 133
Miscellaneous homefurnishings stores 5,993 20.0% 1,199 70% 514 1,712
Household appliance stores 5,720 20.0% 1,144 70% 490 1,634
Radio, television, computer and electronics 56,421 20.0% 11,284 70% 4,836 16,120
Computer and software stores 40,637 20.0% 8,127 70% 3,483 11,611
CDs, records and tapes stores 8,300 20.0% 1,660 70% 711 2,371
Musical instrument stores 2,909 20.0% 582 70% 249 831
Other Shopping Goods
Sporting goods and bicycle shops $ 14,399 150% $ 2160 0% $ 926 $ 3,086
Book stores 4,941 15.0% 741 70% 318 1,059
Stationery Stores 588 15.0% 88 70% 38 126
Jewelry stores 15,080 15.0% 2,262 70% 969 3,231
Hobby, toy, and game shops 10,638 15.0% 1,596 70% 684 2,280
Camera and photographic supply stores 1,894 15.0% 284 70% 122 406
Gift, novelty, and souvenir shops 9,426 15.0% 1,414 70% 606 2,020
Luggage and |eather goods stores 377 15.0% 57 70% 24 81
Sewing, needlework, and piece goods stores 3,564 15.0% 535 70% 229 764
Pet shops 3,190 15.0% 478 70% 205 683
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 71,411 50.0% $ 35705 70% $ 15302 $ 51,008
Paint, glass, and wallpaper stores 5,976 25.0% 1,494 70% 640 2,134
Retail nurseries, lawn and garden supply stores 10,276 25.0% 2,569 70% 1,101 3,670
Gasoline Service Stations $ 125183 100% $ 12,518 0% $ 5365 $ 17,883

Source: McComb Group, Ltd.



TableC-4

RAWSON AND 27th STREET PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY

(2002 Dollars)
Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 133,471,254 $ 490 272,390 42,228
Meat and fish (seafood) markets 1,195,289 275 4,347 1,800
Retail bakeries 2,017,059 210 9,605 1,750
Fruit and vegetable markets 609,165 245 2,486 1,500
Candy, nut, and confectionery stores 532,010 440 1,209 1,050
Dairy products stores 49,932 245 204 1,500
Drug and Proprietary Stores $ 34,549,054 $ 300 115,164 11,153
Liquor Stores $ 7,590,309 $ 290 26,173 2,648
Florists $ 1,663,589 $ 225 7,394 1,600
Tobacco Stores and Stands $ 135,972 $ 300 453 995
Hardware Stores $ 6,079,396 $ 185 32,862 7,857
Eating and Drinking Places $ 38,514,354 $ 350 110,041 NA
Eating Places 12,838,118 275 46,684 2,913
Fast Food 6,419,059 300 21,397 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 96,118,434 $ 260 369,686 77,687
Variety stores 3,124,327 135 23,143 17,260
Miscellaneous general merchandise stores 14,633,961 250 58,536 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 2,186,531 $ 250 8,746 3,082
Women's clothing stores 5,660,597 190 29,793 3,616
Women's accessory and specialty stores 669,054 250 2,676 2,298
Family clothing stores 4,302,068 240 17,925 5,775
Children's and infants' wear stores 517,860 210 2,466 2,665
Miscellaneous apparel and accessory stores 631,117 310 2,036 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 1,105,813 270 4,096 2,401
Children's and juveniles' shoe stores 0 250 0 1,173
Family shoe stores 2,111,280 220 9,597 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 9,225,734 $ 170 54,269 7,471
Floor covering stores 3,415,108 120 28,459 2,545
Drapery, curtain, and upholstery stores 133,056 210 634 1,400
Miscellaneous homefurnishings stores 1,712,377 220 7,784 4,821
Household appliance stores 1,634,149 275 5,942 4,200
Radio, television, computer and electronics 16,120,423 275 58,620 3,013
Computer and software stores 11,610,591 375 30,962 2,130
CDs, records and tapes stores 2,371,427 250 9,486 2,900
Musical instrument stores 831,243 225 3,694 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 3,085,560 $ 211 14,624 4,100
Book stores 1,058,842 240 4,412 2,905
Stationery Stores 126,064 225 560 4,344
Jewelry stores 3,231,354 400 8,078 1,263
Hobby, toy, and game shops 2,279,538 210 10,855 2,740
Camera and photographic supply stores 405,780 300 1,353 1,200
Gift, novelty, and souvenir shops 2,019,760 175 11,541 3,000
Luggage and |eather goods stores 80,754 243 332 2,398
Sewing, needlework, and piece goods stores 763,792 125 6,110 10,254
Pet shops 683,488 210 3,255 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 51,007,855 $ 190 268,462 120,000
Paint, glass, and wallpaper stores 2,134,413 225 9,486 3,533
Retail nurseries, lawn and garden supply stores 3,670,063 100 36,701 25,000
Gasoline Service Stations $ 17,883,244 $ 400 44,708 2,508

E = Estimated
Source: McComb Group, Ltd.



TableC-5

FRANKLIN CORNERS NEIGHBORHOOD CENTER PRIMARY TRADE AREA
ESTIMATED 2002 RETAIL SALES POTENTIAL
BY MERCHANDISE CATEGORY

(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 120,893 35.0% $ 42,313 85% $ 7,467 $ 49,780
Meat and fish (seafood) markets 1,516 25.0% 379 85% 67 446
Retail bakeries 2,558 25.0% 639 85% 113 752
Fruit and vegetable markets 772 25.0% 193 85% 34 227
Candy, nut, and confectionery stores 675 25.0% 169 85% 30 198
Dairy products stores 63 25.0% 16 85% 3 19
Drug and Proprietary Stores $ 31,293 35.0% $ 10,953 85% $ 1933 $ 12,885
Liquor Stores $ 8,021 300% $ 2,406 85% $ 425 $ 2831
Florists $ 1,758 30.0% $ 527 85% $ 93 % 620
Tobacco Stores and Stands $ 144 30.0% $ 43 85% $ 8 3 51
Hardware Stores $ 6,424 30.0% $ 1,927 85% $ 340 $ 2,267
Eating and Drinking Places $ 67,034 100% $ 6,703 70% $ 2873 $ 9576
Eating Places 44,689 5.0% 2,234 70% 958 3,192
Fast Food 22,345 5.0% 1,117 70% 479 1,596
Shopping Goods
General Merchandise Stores
Department Stores $ 71,697 35.0% $ 25094 70% $ 10,755 $ 35,848
Variety stores 2,719 30.0% 816 70% 350 1,165
Miscellaneous general merchandise stores 12,735 30.0% 3,821 70% 1,637 5,458
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 3,806 150% $ 571 0% $ 245 % 815
Women's clothing stores 9,852 15.0% 1,478 70% 633 2,111
Women's accessory and specialty stores 1,164 15.0% 175 70% 75 250
Family clothing stores 7,488 15.0% 1,123 70% 481 1,605
Children's and infants' wear stores 901 15.0% 135 70% 58 193
Miscellaneous apparel and accessory stores 1,098 15.0% 165 70% 71 235
Men's shoe stores 0 15.0% 0 70% 0 0
Women's shoe stores 1,925 15.0% 289 70% 124 412
Children's and juveniles shoe stores 0 15.0% 0 70% 0 0
Family shoe stores 3,675 15.0% 551 70% 236 787
Furniture and Home Furnishings Stores
Furniture stores $ 12,043 200% $ 2,409 0% $ 1032 $ 3441
Floor covering stores 4,458 20.0% 892 70% 382 1,274
Drapery, curtain, and upholstery stores 174 20.0% 35 70% 15 50
Miscellaneous homefurnishings stores 2,235 20.0% 447 70% 192 639
Household appliance stores 2,133 20.0% 427 70% 183 609
Radio, television, computer and electronics 21,043 20.0% 4,209 70% 1,804 6,012
Computer and software stores 15,156 20.0% 3,031 70% 1,299 4,330
CDs, records and tapes stores 3,096 20.0% 619 70% 265 884
Musical instrument stores 1,085 20.0% 217 70% 93 310
Other Shopping Goods
Sporting goods and bicycle shops $ 5,370 150% $ 806 0% $ 345 % 1,151
Book stores 1,843 15.0% 276 70% 118 395
Stationery Stores 219 15.0% 33 70% 14 47
Jewelry stores 5,624 15.0% 844 70% 362 1,205
Hobby, toy, and game shops 3,968 15.0% 595 70% 255 850
Camera and photographic supply stores 706 15.0% 106 70% 45 151
Gift, novelty, and souvenir shops 3,515 15.0% 527 70% 226 753
Luggage and |eather goods stores 141 15.0% 21 70% 9 30
Sewing, needlework, and piece goods stores 1,329 15.0% 199 70% 85 285
Pet shops 1,190 15.0% 178 70% 76 255
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 26,634 25.0% $ 6,658 0% $ 2854 3% 9,512
Paint, glass, and wallpaper stores 2,229 25.0% 557 70% 239 796
Retail nurseries, lawn and garden supply stores 3,833 25.0% 958 70% 411 1,369
Gasoline Service Stations $ 46,688 10.0% $ 4,669 70% $ 2001 $ 6670

Source: McComb Group, Ltd.



Table C-6

FRANKLIN CORNERS NEIGHBORHOOD CENTER PRIMARY TRADE AREA
SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY, 2002

Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 49,779,635 $ 490 101,591 42,228
Meat and fish (seafood) markets 445,797 275 1,621 1,800
Retail bakeries 752,285 210 3,582 1,750
Fruit and vegetable markets 227,195 245 927 1,500
Candy, nut, and confectionery stores 198,419 440 451 1,050
Dairy products stores 18,623 245 76 1,500
Drug and Proprietary Stores $ 12,885,466 $ 300 42,952 11,153
Liquor Stores $ 2,830,893 $ 290 9,762 2,648
Florists $ 620,454 $ 225 2,758 1,600
Tobacco Stores and Stands $ 50,712 $ 300 169 995
Hardware Stores $ 2,267,380 $ 185 12,256 7,857
Eating and Drinking Places $ 9,576,247 $ 350 27,361 NA
Eating Places 3,192,082 275 11,608 2,913
Fast Food 1,596,041 300 5,320 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 35,848,472 $ 260 137,879 77,687
Variety stores 1,165,254 135 8,632 17,260
Miscellaneous general merchandise stores 5,457,903 250 21,832 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 815,492 $ 250 3,262 3,082
Women's clothing stores 2,111,185 190 11,111 3,616
Women's accessory and specialty stores 249,531 250 998 2,298
Family clothing stores 1,604,506 240 6,685 5,775
Children's and infants' wear stores 193,142 210 920 2,665
Miscellaneous apparel and accessory stores 235,382 310 759 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 412,426 270 1,528 2,401
Children's and juveniles shoe stores 0 250 0 1,173
Family shoe stores 787,426 220 3,579 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 3,440,843 $ 170 20,240 7,471
Floor covering stores 1,273,704 120 10,614 2,545
Drapery, curtain, and upholstery stores 49,625 210 236 1,400
Miscellaneous homefurnishings stores 638,651 220 2,903 4,821
Household appliance stores 609,475 275 2,216 4,200
Radio, television, computer and electronics 6,012,297 275 21,863 3,013
Computer and software stores 4,330,303 375 11,547 2,130
CDs, records and tapes stores 884,451 250 3,538 2,900
Musical instrument stores 310,022 225 1,378 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 1,150,795 $ 211 5,454 4,100
Book stores 394,907 240 1,645 2,905
Stationery Stores 47,017 225 209 4,344
Jewelry stores 1,205,170 400 3,013 1,263
Hobby, toy, and game shops 850,180 210 4,048 2,740
Camera and photographic supply stores 151,340 300 504 1,200
Gift, novelty, and souvenir shops 753,293 175 4,305 3,000
Luggage and |eather goods stores 30,118 243 124 2,398
Sewing, needlework, and piece goods stores 284,865 125 2,279 10,254
Pet shops 254,915 210 1,214 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 9,511,982 $ 190 50,063 120,000
Paint, glass, and wallpaper stores 796,054 225 3,538 3,533
Retail nurseries, lawn and garden supply stores 1,368,792 100 13,688 25,000
Gasoline Service Stations $ 6,669,761 $ 400 16,674 2,508
E = Estimated

Source: McComb Group, Ltd.



TableC-7

FRANKLIN CORNERS NEIGHBORHOOD CENTER PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT RETAIL SALES POTENTIAL, 2002 DOLLARS

BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 145388 35.0% $ 50,886 85% $ 8980 $ 59,865
Meat and fish (seafood) markets 1,823 25.0% 456 85% 80 536
Retail bakeries 3,076 25.0% 769 85% 136 905
Fruit and vegetable markets 929 25.0% 232 85% 41 273
Candy, nut, and confectionery stores 811 25.0% 203 85% 36 239
Dairy products stores 76 25.0% 19 85% 3 22
Drug and Proprietary Stores $ 37,634 35.0% $ 13172 85% $ 2324 $ 1549
Liquor Stores $ 9,646 30.0% $ 2,894 85% $ 511 % 3,404
Florists $ 2,114 30.0% $ 634 85% $ 112 $ 746
Tobacco Stores and Stands $ 173 30.0% $ 52 85% $ 9 3 61
Hardware Stores $ 7,726 30.0% $ 2,318 85% $ 409 % 2,727
Eating and Drinking Places $ 80,615 100% $ 8,062 0% $ 345 $ 11,516
Eating Places 53,744 5.0% 2,687 70% 1,152 3,839
Fast Food 26,872 5.0% 1,344 70% 576 1,919
Shopping Goods
General Merchandise Stores
Department Stores $ 86,223 35.0% $ 30,178 70% $ 12934 $ 43112
Variety stores 3,270 30.0% 981 70% 420 1,401
Miscellaneous general merchandise stores 15,315 30.0% 4,595 70% 1,969 6,564
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 4,577 150% $ 687 0% $ 294 % 981
Women's clothing stores 11,848 15.0% 1,777 70% 762 2,539
Women's accessory and specialty stores 1,400 15.0% 210 70% 90 300
Family clothing stores 9,005 15.0% 1,351 70% 579 1,930
Children's and infants' wear stores 1,084 15.0% 163 70% 70 232
Miscellaneous apparel and accessory stores 1,321 15.0% 198 70% 85 283
Men's shoe stores 0 15.0% 0 70% 0 0
Women's shoe stores 2,315 15.0% 347 70% 149 496
Children's and juveniles shoe stores 0 15.0% 0 70% 0 0
Family shoe stores 4,419 15.0% 663 70% 284 947
Furniture and Home Furnishings Stores
Furniture stores $ 14,483 20.0% $ 2,897 0% $ 1241 % 4,138
Floor covering stores 5,361 20.0% 1,072 70% 460 1,532
Drapery, curtain, and upholstery stores 209 20.0% 42 70% 18 60
Miscellaneous homefurnishings stores 2,688 20.0% 538 70% 230 768
Household appliance stores 2,565 20.0% 513 70% 220 733
Radio, television, computer and electronics 25,307 20.0% 5,061 70% 2,169 7,230
Computer and software stores 18,227 20.0% 3,645 70% 1,562 5,208
CDs, records and tapes stores 3,723 20.0% 745 70% 319 1,064
Musical instrument stores 1,305 20.0% 261 70% 112 373
Other Shopping Goods
Sporting goods and bicycle shops $ 6,458 150% $ 969 0% $ 415 % 1,384
Book stores 2,216 15.0% 332 70% 142 475
Stationery Stores 264 15.0% 40 70% 17 57
Jewelry stores 6,764 15.0% 1,015 70% 435 1,449
Hobby, toy, and game shops 4771 15.0% 716 70% 307 1,022
Camera and photographic supply stores 849 15.0% 127 70% 55 182
Gift, novelty, and souvenir shops 4,228 15.0% 634 70% 272 906
Luggage and |eather goods stores 169 15.0% 25 70% 11 36
Sewing, needlework, and piece goods stores 1,599 15.0% 240 70% 103 343
Pet shops 1,431 15.0% 215 70% 92 307
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 32,030 25.0% $ 8,007 0% $ 3432 $ 11,439
Paint, glass, and wallpaper stores 2,681 25.0% 670 70% 287 957
Retail nurseries, lawn and garden supply stores 4,609 25.0% 1,152 70% 494 1,646
Gasoline Service Stations $ 56,148 100% $ 5,615 0% $ 2,406 $ 8,021

Source: McComb Group, Ltd.



TableC-8

FRANKLIN CORNERS NEIGHBORHOOD CENTER PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY

(2002 Dollars)
Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 59,865,494 $ 490 122,174 42,228
Meat and fish (seafood) markets 536,120 275 1,950 1,800
Retail bakeries 904,706 210 4,308 1,750
Fruit and vegetable markets 273,227 245 1,115 1,500
Candy, nut, and confectionery stores 238,621 440 542 1,050
Dairy products stores 22,396 245 91 1,500
Drug and Proprietary Stores $ 15,496,192 $ 300 51,654 11,153
Liquor Stores $ 3,404,460 $ 290 11,740 2,648
Florists $ 746,165 $ 225 3,316 1,600
Tobacco Stores and Stands $ 60,987 $ 300 203 995
Hardware Stores $ 2,726,775 $ 185 14,739 7,857
Eating and Drinking Places $ 11,516,491 $ 350 32,904 NA
Eating Places 3,838,830 275 13,959 2,913
Fast Food 1,919,415 300 6,398 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 43,111,736 $ 260 165,814 77,687
Variety stores 1,401,346 135 10,380 17,260
Miscellaneous general merchandise stores 6,563,730 250 26,255 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 980,719 $ 250 3,923 3,082
Women's clothing stores 2,538,932 190 13,363 3,616
Women's accessory and specialty stores 300,089 250 1,200 2,298
Family clothing stores 1,929,595 240 8,040 5,775
Children's and infants' wear stores 232,274 210 1,106 2,665
Miscellaneous apparel and accessory stores 283,073 310 913 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 495,987 270 1,837 2,401
Children's and juveniles shoe stores 0 250 0 1,173
Family shoe stores 946,967 220 4,304 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 4,137,993 $ 170 24,341 7,471
Floor covering stores 1,531,769 120 12,765 2,545
Drapery, curtain, and upholstery stores 59,679 210 284 1,400
Miscellaneous homefurnishings stores 768,048 220 3,491 4,821
Household appliance stores 732,960 275 2,665 4,200
Radio, television, computer and electronics 7,230,449 275 26,293 3,013
Computer and software stores 5,207,666 375 13,887 2,130
CDs, records and tapes stores 1,063,650 250 4,255 2,900
Musical instrument stores 372,835 225 1,657 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 1,383,958 $ 211 6,559 4,100
Book stores 474,919 240 1,979 2,905
Stationery Stores 56,543 225 251 4,344
Jewelry stores 1,449,350 400 3,623 1,263
Hobby, toy, and game shops 1,022,435 210 4,869 2,740
Camera and photographic supply stores 182,003 300 607 1,200
Gift, novelty, and souvenir shops 905,918 175 5177 3,000
Luggage and |eather goods stores 36,221 243 149 2,398
Sewing, needlework, and piece goods stores 342,582 125 2,741 10,254
Pet shops 306,563 210 1,460 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 11,439,206 $ 190 60,206 120,000
Paint, glass, and wallpaper stores 957,343 225 4,255 3,533
Retail nurseries, lawn and garden supply stores 1,646,123 100 16,461 25,000
Gasoline Service Stations $ 8,021,122 $ 400 20,053 2,508
E = Estimated

Source: McComb Group, Ltd.



Table C-9

FRANKLIN CORNERS POWER CENTER PRIMARY TRADE AREA
ESTIMATED 2002 RETAIL SALES POTENTIAL
BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 184,375 35.0% $ 64,531 85% $ 11,388 $ 75,919
Meat and fish (seafood) markets 2,312 25.0% 578 85% 102 680
Retail bakeries 3,901 25.0% 975 85% 172 1,147
Fruit and vegetable markets 1,178 25.0% 295 85% 52 346
Candy, nut, and confectionery stores 1,029 25.0% 257 85% 45 303
Dairy products stores 97 25.0% 24 85% 4 28
Drug and Proprietary Stores $ 47,725 35.0% $ 16,704 85% $ 2948 $ 19,652
Liquor Stores $ 12,233 30.0% $ 3,670 85% $ 648 $ 4,317
Florists $ 2,681 30.0% $ 804 85% $ 142 3 946
Tobacco Storesand Stands $ 219 30.0% $ 66 85% $ 12 3% 7
Hardware Stores $ 9,798 30.0% $ 2,939 85% $ 519 $ 3,458
Eating and Drinking Places $ 102,233 10.0% $ 10,223 0% $ 4381 $ 14,605
Eating Places 68,155 5.0% 3,408 70% 1,460 4,868
Fast Food 34,078 5.0% 1,704 70% 730 2,434
Shopping Goods
General Merchandise Stores
Department Stores $ 109,345 35.0% $ 38271 70% $ 16,402 $ 54,673
Variety stores 4,147 30.0% 1,244 70% 533 1,777
Miscellaneous general merchandise stores 19,422 30.0% 5,827 70% 2,497 8,324
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 5,804 150% $ 871 0% $ 373 % 1,244
Women's clothing stores 15,026 15.0% 2,254 70% 966 3,220
Women's accessory and specialty stores 1,776 15.0% 266 70% 114 381
Family clothing stores 11,419 15.0% 1,713 70% 734 2,447
Children's and infants' wear stores 1,375 15.0% 206 70% 88 295
Miscellaneous apparel and accessory stores 1,675 15.0% 251 70% 108 359
Men's shoe stores 0 15.0% 0 70% 0 0
Women's shoe stores 2,935 15.0% 440 70% 189 629
Children's and juveniles shoe stores 0 15.0% 0 70% 0 0
Family shoe stores 5,604 15.0% 841 70% 360 1,201
Furniture and Home Furnishings Stores
Furniture stores $ 18,367 20.0% $ 3,673 0% $ 1574 % 5,248
Floor covering stores 6,799 20.0% 1,360 70% 583 1,943
Drapery, curtain, and upholstery stores 265 20.0% 53 70% 23 76
Miscellaneous homefurnishings stores 3,409 20.0% 682 70% 292 974
Household appliance stores 3,253 20.0% 651 70% 279 930
Radio, television, computer and electronics 32,093 20.0% 6,419 70% 2,751 9,169
Computer and software stores 23,115 20.0% 4,623 70% 1,981 6,604
CDs, records and tapes stores 4,721 20.0% 944 70% 405 1,349
Musical instrument stores 1,655 20.0% 331 70% 142 473
Other Shopping Goods
Sporting goods and bicycle shops $ 8,190 150% $ 1,229 0% $ 527 % 1,755
Book stores 2,811 15.0% 422 70% 181 602
Stationery Stores 335 15.0% 50 70% 22 72
Jewelry stores 8,577 15.0% 1,287 70% 551 1,838
Hobby, toy, and game shops 6,051 15.0% 908 70% 389 1,297
Camera and photographic supply stores 1,077 15.0% 162 70% 69 231
Gift, novelty, and souvenir shops 5,361 15.0% 804 70% 345 1,149
Luggage and |eather goods stores 214 15.0% 32 70% 14 46
Sewing, needlework, and piece goods stores 2,027 15.0% 304 70% 130 434
Pet shops 1,814 15.0% 272 70% 117 389
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 40,619 250% $ 10,155 0% $ 4352 $ 14,507
Paint, glass, and wallpaper stores 3,399 25.0% 850 70% 364 1,214
Retail nurseries, lawn and garden supply stores 5,845 25.0% 1,461 70% 626 2,088
Gasoline Service Stations $ 71,204 100% $ 7,120 0% $ 3052 $ 10172

Source: McComb Group, Ltd.



Table C-10

FRANKLIN CORNERS POWER CENTER PRIMARY TRADE AREA
SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY, 2002

Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 75,918,950 $ 490 154,937 42,228
Meat and fish (seafood) markets 679,885 275 2,472 1,800
Retail bakeries 1,147,310 210 5,463 1,750
Fruit and vegetable markets 346,496 245 1,414 1,500
Candy, nut, and confectionery stores 302,609 440 688 1,050
Dairy products stores 28,402 245 116 1,500
Drug and Proprietary Stores $ 19,651,631 $ 300 65,505 11,153
Liquor Stores $ 4,317,396 $ 290 14,888 2,648
Florists $ 946,255 $ 225 4,206 1,600
Tobacco Stores and Stands $ 77,341 $ 300 258 995
Hardware Stores $ 3,457,983 $ 185 18,692 7,857
Eating and Drinking Places $ 14,604,739 $ 350 41,728 NA
Eating Places 4,868,246 275 17,703 2,913
Fast Food 2,434,123 300 8,114 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 54,672,526 $ 260 210,279 77,687
Variety stores/ Dollar 1,777,129 135 13,164 17,260
Miscellaneous general merchandise stores 8,323,852 250 33,295 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 1,243,707 $ 250 4,975 3,082
Women's clothing stores 3,219,769 190 16,946 3,616
Women's accessory and specialty stores 380,560 250 1,522 2,298
Family clothing stores 2,447,032 240 10,196 5,775
Children's and infants' wear stores 294,561 210 1,403 2,665
Miscellaneous apparel and accessory stores 358,982 310 1,158 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 628,991 270 2,330 2,401
Children's and juveniles shoe stores 0 250 0 1,173
Family shoe stores 1,200,904 220 5,459 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 5,247,632 $ 170 30,868 7,471
Floor covering stores 1,942,526 120 16,188 2,545
Drapery, curtain, and upholstery stores 75,683 210 360 1,400
Miscellaneous homefurnishings stores 974,006 220 4,427 4,821
Household appliance stores 929,510 275 3,380 4,200
Radio, television, computer and electronics 9,169,357 275 33,343 3,013
Computer and software stores 6,604,148 375 17,611 2,130
CDs, records and tapes stores 1,348,877 250 5,396 2,900
Musical instrument stores 472,814 225 2,101 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 1,755,078 $ 211 8,318 4,100
Book stores 602,273 240 2,509 2,905
Stationery Stores 71,706 225 319 4,344
Jewelry stores 1,838,006 400 4,595 1,263
Hobby, toy, and game shops 1,296,610 210 6,174 2,740
Camera and photographic supply stores 230,809 300 769 1,200
Gift, novelty, and souvenir shops 1,148,847 175 6,565 3,000
Luggage and |eather goods stores 45,933 243 189 2,398
Sewing, needlework, and piece goods stores 434,448 125 3,476 10,254
Pet shops 388,770 210 1,851 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 14,506,730 $ 190 76,351 120,000
Paint, glass, and wallpaper stores 1,214,062 225 5,396 3,533
Retail nurseries, lawn and garden supply stores 2,087,545 100 20,875 25,000
Gasoline Service Stations $ 10,172,056 $ 400 25,430 2,508
E = Estimated

Source: McComb Group, Ltd.



Table C-11

FRANKLIN CORNERS POWER CENTER PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT RETAIL SALES POTENTIAL, 2002 DOLLARS

BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 243182 35.0% $ 85114 85% $ 15020 $ 100,134
Meat and fish (seafood) markets 3,049 25.0% 762 85% 135 897
Retail bakeries 5,145 25.0% 1,286 85% 227 1,513
Fruit and vegetable markets 1,554 25.0% 388 85% 69 457
Candy, nut, and confectionery stores 1,357 25.0% 339 85% 60 399
Dairy products stores 127 25.0% 32 85% 6 37
Drug and Proprietary Stores $ 62,948 35.0% $ 22,032 85% $ 3,888 $ 25920
Liquor Stores $ 16,134 30.0% $ 4,840 85% $ 854  $ 5,694
Florists $ 3,536 30.0% $ 1,061 85% $ 187 3 1,248
Tobacco Storesand Stands $ 289 30.0% $ 87 85% $ 15 % 102
Hardware Stores $ 12,923 30.0% $ 3,877 85% $ 684 $ 4,561
Eating and Drinking Places $ 134,841 10.0% $ 13,484 0% $ 5779 $ 19,263
Eating Places 89,894 5.0% 4,495 70% 1,926 6,421
Fast Food 44,947 5.0% 2,247 70% 963 3,211
Shopping Goods
General Merchandise Stores
Department Stores $ 144221 35.0% $ 50477 70% $ 21633 $ 72111
Variety stores 5,469 30.0% 1,641 70% 703 2,344
Miscellaneous general merchandise stores 25,617 30.0% 7,685 70% 3,294 10,979
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 7,655 15.0% $ 1,148 0% $ 492 % 1,640
Women's clothing stores 19,818 15.0% 2,973 70% 1,274 4,247
Women's accessory and specialty stores 2,342 15.0% 351 70% 151 502
Family clothing stores 15,062 15.0% 2,259 70% 968 3,228
Children's and infants' wear stores 1,813 15.0% 272 70% 117 389
Miscellaneous apparel and accessory stores 2,210 15.0% 331 70% 142 473
Men's shoe stores 0 15.0% 0 70% 0 0
Women's shoe stores 3,872 15.0% 581 70% 249 830
Children's and juveniles shoe stores 0 15.0% 0 70% 0 0
Family shoe stores 7,392 15.0% 1,109 70% 475 1,584
Furniture and Home Furnishings Stores
Furniture stores $ 24,225 20.0% $ 4,845 0% $ 2076 $ 6,921
Floor covering stores 8,967 20.0% 1,793 70% 769 2,562
Drapery, curtain, and upholstery stores 349 20.0% 70 70% 30 100
Miscellaneous homefurnishings stores 4,496 20.0% 899 70% 385 1,285
Household appliance stores 4,291 20.0% 858 70% 368 1,226
Radio, television, computer and electronics 42,329 20.0% 8,466 70% 3,628 12,094
Computer and software stores 30,487 20.0% 6,097 70% 2,613 8,711
CDs, records and tapes stores 6,227 20.0% 1,245 70% 534 1,779
Musical instrument stores 2,183 20.0% 437 70% 187 624
Other Shopping Goods
Sporting goods and bicycle shops $ 10,803 150% $ 1,620 0% $ 694 $ 2315
Book stores 3,707 15.0% 556 70% 238 794
Stationery Stores 441 15.0% 66 70% 28 95
Jewelry stores 11,313 15.0% 1,697 70% 727 2,424
Hobby, toy, and game shops 7,981 15.0% 1,197 70% 513 1,710
Camera and photographic supply stores 1,421 15.0% 213 70% 91 304
Gift, novelty, and souvenir shops 7,071 15.0% 1,061 70% 455 1,515
Luggage and |eather goods stores 283 15.0% 42 70% 18 61
Sewing, needlework, and piece goods stores 2,674 15.0% 401 70% 172 573
Pet shops 2,393 15.0% 359 70% 154 513
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 53,574 250% $ 13394 0% $ 5740 $ 19134
Paint, glass, and wallpaper stores 4,484 25.0% 1,121 70% 480 1,601
Retail nurseries, lawn and garden supply stores 7,709 25.0% 1,927 70% 826 2,753
Gasoline Service Stations $ 93,915 100% $ 9,392 0% $ 4,025 $ 13416

Source: McComb Group, Ltd.



Table C-12

FRANKLIN CORNERS POWER CENTER PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY

(2002 Dollars)
Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 100,133,763 $ 490 204,355 42,228
Meat and fish (seafood) markets 896,738 275 3,261 1,800
Retail bakeries 1,513,252 210 7,206 1,750
Fruit and vegetable markets 457,012 245 1,865 1,500
Candy, nut, and confectionery stores 399,128 440 907 1,050
Dairy products stores 37,461 245 153 1,500
Drug and Proprietary Stores $ 25,919,639 $ 300 86,399 11,153
Liquor Stores $ 5,694,456 $ 290 19,636 2,648
Florists $ 1,248,069 $ 225 5,547 1,600
Tobacco Stores and Stands $ 102,010 $ 300 340 995
Hardware Stores $ 4,560,928 $ 185 24,654 7,857
Eating and Drinking Places $ 19,263,010 $ 350 55,037 NA
Eating Places 6,421,003 275 23,349 2,913
Fast Food 3,210,502 300 10,702 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 72,110,662 $ 260 277,349 77,687
Variety stores/ Dollar 2,343,955 135 17,363 17,260
Miscellaneous general merchandise stores 10,978,795 250 43,915 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 1,640,395 $ 250 6,562 3,082
Women's clothing stores 4,246,734 190 22,351 3,616
Women's accessory and specialty stores 501,942 250 2,008 2,298
Family clothing stores 3,227,528 240 13,448 5,775
Children's and infants' wear stores 388,512 210 1,850 2,665
Miscellaneous apparel and accessory stores 473,481 310 1,527 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 829,611 270 3,073 2,401
Children's and juveniles shoe stores 0 250 0 1,173
Family shoe stores 1,583,939 220 7,200 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 6,921,396 $ 170 40,714 7,471
Floor covering stores 2,562,107 120 21,351 2,545
Drapery, curtain, and upholstery stores 99,822 210 475 1,400
Miscellaneous homefurnishings stores 1,284,672 220 5,839 4,821
Household appliance stores 1,225,983 275 4,458 4,200
Radio, television, computer and electronics 12,093,980 275 43,978 3,013
Computer and software stores 8,710,581 375 23,228 2,130
CDs, records and tapes stores 1,779,109 250 7,116 2,900
Musical instrument stores 623,621 225 2,772 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 2,314,871 $ 211 10,971 4,100
Book stores 794,372 240 3,310 2,905
Stationery Stores 94,577 225 420 4,344
Jewelry stores 2,424,249 400 6,061 1,263
Hobby, toy, and game shops 1,710,172 210 8,144 2,740
Camera and photographic supply stores 304,427 300 1,015 1,200
Gift, novelty, and souvenir shops 1,515,279 175 8,659 3,000
Luggage and |eather goods stores 60,584 243 249 2,398
Sewing, needlework, and piece goods stores 573,018 125 4,584 10,254
Pet shops 512,771 210 2,442 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 19,133,740 $ 190 100,704 120,000
Paint, glass, and wallpaper stores 1,601,295 225 7,117 3,533
Retail nurseries, lawn and garden supply stores 2,753,381 100 27,534 25,000
Gasoline Service Stations $ 13,416,496 $ 400 33,541 2,508
E = Estimated

Source: McComb Group, Ltd.



Table C-13

WHITNALL VIEW PRIMARY TRADE AREA
ESTIMATED 2002 RETAIL SALES POTENTIAL
BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 91,419 35.0% $ 31,997 85% $ 5646 $ 37,643
Meat and fish (seafood) markets 1,146 25.0% 287 85% 51 337
Retail bakeries 1,934 25.0% 484 85% 85 569
Fruit and vegetable markets 584 25.0% 146 85% 26 172
Candy, nut, and confectionery stores 510 25.0% 128 85% 23 150
Dairy products stores 48 25.0% 12 85% 2 14
Drug and Proprietary Stores $ 23,664 35.0% $ 8,282 85% $ 1,462  $ 9,744
Liquor Stores $ 6,065 30.0% $ 1,820 85% $ 321 $ 2141
Florists $ 1,329 30.0% $ 399 85% $ 70 % 469
Tobacco Stores and Stands $ 109 30.0% $ 33 85% $ 6 3 38
Hardware Stores $ 4,858 30.0% $ 1,457 85% $ 257 % 1,715
Eating and Drinking Places $ 50,691 15.0% $ 7,604 70% $ 3259 $ 10,862
Eating Places 33,794 7.5% 2,535 70% 1,086 3,621
Fast Food 16,897 7.5% 1,267 70% 543 1,810
Shopping Goods
General Merchandise Stores
Department Stores $ 54,217 35.0% $ 18,976 70% $ 8133 $ 27,108
Variety stores 2,056 30.0% 617 70% 264 881
Miscellaneous general merchandise stores 9,630 30.0% 2,889 70% 1,238 4,127
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 2,878 150% $ 432 0% $ 185 3 617
Women's clothing stores 7,450 15.0% 1,118 70% 479 1,596
Women's accessory and specialty stores 881 15.0% 132 70% 57 189
Family clothing stores 5,662 15.0% 849 70% 364 1,213
Children's and infants' wear stores 682 15.0% 102 70% 44 146
Miscellaneous apparel and accessory stores 831 15.0% 125 70% 53 178
Men's shoe stores 0 15.0% 0 70% 0 0
Women's shoe stores 1,455 15.0% 218 70% 94 312
Children's and juveniles shoe stores 0 15.0% 0 70% 0 0
Family shoe stores 2,779 15.0% 417 70% 179 595
Furniture and Home Furnishings Stores
Furniture stores $ 9,107 250% $ 2,277 0% $ 976 $ 3,252
Floor covering stores 3,371 25.0% 843 70% 361 1,204
Drapery, curtain, and upholstery stores 131 25.0% 33 70% 14 47
Miscellaneous homefurnishings stores 1,690 25.0% 423 70% 181 604
Household appliance stores 1,613 25.0% 403 70% 173 576
Radio, television, computer and electronics 15,913 25.0% 3,978 70% 1,705 5,683
Computer and software stores 11,461 25.0% 2,865 70% 1,228 4,093
CDs, records and tapes stores 2,341 25.0% 585 70% 251 836
Musical instrument stores 821 25.0% 205 70% 88 293
Other Shopping Goods
Sporting goods and bicycle shops $ 4,061 150% $ 609 0% $ 261 $ 870
Book stores 1,394 15.0% 209 70% 90 299
Stationery Stores 166 15.0% 25 70% 11 36
Jewelry stores 4,253 15.0% 638 70% 273 911
Hobby, toy, and game shops 3,000 15.0% 450 70% 193 643
Camera and photographic supply stores 534 15.0% 80 70% 34 114
Gift, novelty, and souvenir shops 2,658 15.0% 399 70% 171 570
Luggage and |eather goods stores 106 15.0% 16 70% 7 23
Sewing, needlework, and piece goods stores 1,005 15.0% 151 70% 65 215
Pet shops 900 15.0% 135 70% 58 193
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 20,140 50.0% $ 10,070 0% $ 4316 $ 14,386
Paint, glass, and wallpaper stores 1,686 25.0% 421 70% 181 602
Retail nurseries, lawn and garden supply stores 2,898 25.0% 725 70% 311 1,035
Gasoline Service Stations $ 35,306 100% $ 3531 0% $ 1513 $ 5044

Source: McComb Group, Ltd.



Table C-14

WHITNALL VIEW PRIMARY TRADE AREA
SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY, 2002

Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 37,643,148 $ 490 76,823 42,228
Meat and fish (seafood) markets 337,109 275 1,226 1,800
Retail bakeries 568,875 210 2,709 1,750
Fruit and vegetable markets 171,804 245 701 1,500
Candy, nut, and confectionery stores 150,044 440 341 1,050
Dairy products stores 14,083 245 57 1,500
Drug and Proprietary Stores $ 9,743,934 $ 300 32,480 11,153
Liquor Stores $ 2,140,709 $ 290 7,382 2,648
Florists $ 469,185 $ 225 2,085 1,600
Tobacco Stores and Stands $ 38,348 $ 300 128 995
Hardware Stores $ 1,714,583 $ 185 9,268 7,857
Eating and Drinking Places $ 10,862,276 $ 350 31,035 NA
Eating Places 3,620,759 275 13,166 2,913
Fast Food 1,810,379 300 6,035 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 27,108,462 $ 260 104,263 77,687
Variety stores/ Dollar 881,160 135 6,527 17,260
Miscellaneous general merchandise stores 4,127,243 250 16,509 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 616,671 $ 250 2,467 3,082
Women's clothing stores 1,596,469 190 8,402 3,616
Women's accessory and specialty stores 188,694 250 755 2,298
Family clothing stores 1,213,320 240 5,056 5,775
Children's and infants' wear stores 146,053 210 695 2,665
Miscellaneous apparel and accessory stores 177,995 310 574 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 311,874 270 1,155 2,401
Children's and juveniles shoe stores 0 250 0 1,173
Family shoe stores 595,448 220 2,707 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 3,252,439 $ 170 19,132 7,471
Floor covering stores 1,203,962 120 10,033 2,545
Drapery, curtain, and upholstery stores 46,908 210 223 1,400
Miscellaneous homefurnishings stores 603,681 220 2,744 4,821
Household appliance stores 576,103 275 2,095 4,200
Radio, television, computer and electronics 5,683,092 275 20,666 3,013
Computer and software stores 4,093,196 375 10,915 2,130
CDs, records and tapes stores 836,022 250 3,344 2,900
Musical instrument stores 293,046 225 1,302 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 870,226 $ 211 4,124 4,100
Book stores 298,627 240 1,244 2,905
Stationery Stores 35,554 225 158 4,344
Jewelry stores 911,345 400 2,278 1,263
Hobby, toy, and game shops 642,902 210 3,061 2,740
Camera and photographic supply stores 114,443 300 381 1,200
Gift, novelty, and souvenir shops 569,637 175 3,255 3,000
Luggage and |eather goods stores 22,775 243 94 2,398
Sewing, needlework, and piece goods stores 215,414 125 1,723 10,254
Pet shops 192,765 210 918 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 14,385,841 $ 190 75,715 120,000
Paint, glass, and wallpaper stores 601,973 225 2,675 3,533
Retail nurseries, lawn and garden supply stores 1,035,075 100 10,351 25,000
Gasoline Service Stations $ 5,043,645 $ 400 12,609 2,508
E = Estimated

Source: McComb Group, Ltd.



Table C-15

WHITNALL VIEW PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT RETAIL SALES POTENTIAL, 2002 DOLLARS

BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 144575 35.0% $ 50,601 85% $ 8930 $ 59,531
Meat and fish (seafood) markets 1,813 25.0% 453 85% 80 533
Retail bakeries 3,059 25.0% 765 85% 135 900
Fruit and vegetable markets 924 25.0% 231 85% 41 272
Candy, nut, and confectionery stores 807 25.0% 202 85% 36 237
Dairy products stores 76 25.0% 19 85% 3 22
Drug and Proprietary Stores $ 37,423 35.0% $ 13,098 85% $ 2311 $ 15410
Liquor Stores $ 9,592 30.0% $ 2,878 85% $ 508 $ 3,385
Florists $ 2,102 30.0% $ 631 85% $ 11 8 742
Tobacco Stores and Stands $ 172 30.0% $ 52 85% $ 9 3 61
Hardware Stores $ 7,683 30.0% $ 2,305 85% $ 407 % 2,712
Eating and Drinking Places $ 80,165 15.0% $ 12,025 0% $ 5153 $ 17,178
Eating Places 53,443 7.5% 4,008 70% 1,718 5,726
Fast Food 26,722 7.5% 2,004 70% 859 2,863
Shopping Goods
General Merchandise Stores
Department Stores $ 85,742 35.0% $ 30,010 70% $ 12861 $ 42,871
Variety stores 3,252 30.0% 975 70% 418 1,394
Miscellaneous general merchandise stores 15,230 30.0% 4,569 70% 1,958 6,527
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 4,551 150% $ 683 0% $ 293 % 975
Women's clothing stores 11,782 15.0% 1,767 70% 757 2,525
Women's accessory and specialty stores 1,393 15.0% 209 70% 90 298
Family clothing stores 8,954 15.0% 1,343 70% 576 1,919
Children's and infants' wear stores 1,078 15.0% 162 70% 69 231
Miscellaneous apparel and accessory stores 1,314 15.0% 197 70% 84 281
Men's shoe stores 0 15.0% 0 70% 0 0
Women's shoe stores 2,302 15.0% 345 70% 148 493
Children's and juveniles shoe stores 0 15.0% 0 70% 0 0
Family shoe stores 4,394 15.0% 659 70% 283 942
Furniture and Home Furnishings Stores
Furniture stores $ 14,402 25.0% $ 3,601 0% $ 1543 % 5,144
Floor covering stores 5,331 25.0% 1,333 70% 571 1,904
Drapery, curtain, and upholstery stores 208 25.0% 52 70% 22 74
Miscellaneous homefurnishings stores 2,673 25.0% 668 70% 286 955
Household appliance stores 2,551 25.0% 638 70% 273 911
Radio, television, computer and electronics 25,165 25.0% 6,291 70% 2,696 8,988
Computer and software stores 18,125 25.0% 4,531 70% 1,942 6,473
CDs, records and tapes stores 3,702 25.0% 925 70% 397 1,322
Musical instrument stores 1,298 25.0% 324 70% 139 463
Other Shopping Goods
Sporting goods and bicycle shops $ 6,422 150% $ 963 0% $ 413 % 1,376
Book stores 2,204 15.0% 331 70% 142 472
Stationery Stores 262 15.0% 39 70% 17 56
Jewelry stores 6,726 15.0% 1,009 70% 432 1,441
Hobby, toy, and game shops 4,745 15.0% 712 70% 305 1,017
Camera and photographic supply stores 845 15.0% 127 70% 54 181
Gift, novelty, and souvenir shops 4,204 15.0% 631 70% 270 901
Luggage and |eather goods stores 168 15.0% 25 70% 11 36
Sewing, needlework, and piece goods stores 1,590 15.0% 238 70% 102 341
Pet shops 1,423 15.0% 213 70% 91 305
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 31,851 500% $ 15,925 0% $ 6,825 $ 22,751
Paint, glass, and wallpaper stores 2,666 25.0% 666 70% 286 952
Retail nurseries, lawn and garden supply stores 4,583 25.0% 1,146 70% 491 1,637
Gasoline Service Stations $ 55,834 100% $ 5,583 0% $ 2393 $ 7,976

Source: McComb Group, Ltd.



Table C-16

WHITNALL VIEW PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY

(2002 Dollars)
Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 59,530,975 $ 490 121,492 42,228
Meat and fish (seafood) markets 533,124 275 1,939 1,800
Retail bakeries 899,650 210 4,284 1,750
Fruit and vegetable markets 271,701 245 1,109 1,500
Candy, nut, and confectionery stores 237,288 440 539 1,050
Dairy products stores 22,271 245 91 1,500
Drug and Proprietary Stores $ 15,409,602 $ 300 51,365 11,153
Liquor Stores $ 3,385,437 $ 290 11,674 2,648
Florists $ 741,995 $ 225 3,298 1,600
Tobacco Stores and Stands $ 60,646 $ 300 202 995
Hardware Stores $ 2,711,538 $ 185 14,657 7,857
Eating and Drinking Places $ 17,178,209 $ 350 49,081 NA
Eating Places 5,726,070 275 20,822 2,913
Fast Food 2,863,035 300 9,543 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 42,870,835 $ 260 164,888 77,687
Variety stores/ Dollar 1,393,515 135 10,322 17,260
Miscellaneous general merchandise stores 6,527,053 250 26,108 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 975,238 $ 250 3,901 3,082
Women's clothing stores 2,524,745 190 13,288 3,616
Women's accessory and specialty stores 298,412 250 1,194 2,298
Family clothing stores 1,918,812 240 7,995 5,775
Children's and infants' wear stores 230,976 210 1,100 2,665
Miscellaneous apparel and accessory stores 281,491 310 908 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 493,216 270 1,827 2,401
Children's and juveniles shoe stores 0 250 0 1,173
Family shoe stores 941,675 220 4,280 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 5,143,588 $ 170 30,256 7,471
Floor covering stores 1,904,012 120 15,867 2,545
Drapery, curtain, and upholstery stores 74,182 210 353 1,400
Miscellaneous homefurnishings stores 954,695 220 4,340 4,821
Household appliance stores 911,081 275 3,313 4,200
Radio, television, computer and electronics 8,987,558 275 32,682 3,013
Computer and software stores 6,473,208 375 17,262 2,130
CDs, records and tapes stores 1,322,133 250 5,289 2,900
Musical instrument stores 463,440 225 2,060 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 1,376,224 $ 211 6,522 4,100
Book stores 472,266 240 1,968 2,905
Stationery Stores 56,227 225 250 4,344
Jewelry stores 1,441,251 400 3,603 1,263
Hobby, toy, and game shops 1,016,722 210 4,842 2,740
Camera and photographic supply stores 180,986 300 603 1,200
Gift, novelty, and souvenir shops 900,855 175 5,148 3,000
Luggage and |eather goods stores 36,018 243 148 2,398
Sewing, needlework, and piece goods stores 340,667 125 2,725 10,254
Pet shops 304,850 210 1,452 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 22,750,572 $ 190 119,740 120,000
Paint, glass, and wallpaper stores 951,993 225 4,231 3,533
Retail nurseries, lawn and garden supply stores 1,636,925 100 16,369 25,000
Gasoline Service Stations $ 7,976,302 $ 400 19,941 2,508
E = Estimated

Source: McComb Group, Ltd.



Table C-17

CROSSROADS PRIMARY TRADE AREA
ESTIMATED 2002 RETAIL SALES POTENTIAL
BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 24,742 250% $ 6,185 85% $ 1092 $ 72717
Meat and fish (seafood) markets 310 10.0% 31 85% 5 36
Retail bakeries 523 10.0% 52 85% 9 62
Fruit and vegetable markets 158 10.0% 16 85% 3 19
Candy, nut, and confectionery stores 138 10.0% 14 85% 2 16
Dairy products stores 13 10.0% 1 85% 0 2
Miscellaneous food stores 154 10.0% 15 85% 3 18
Drug and Proprietary Stores $ 6,404 30.0% $ 1,921 85% $ 339 % 2,260
Liquor Stores $ 1,642 20.0% $ 328 85% $ 58 $ 386
Florists $ 360 20.0% $ 72 85% $ 13 3 85
Tobacco Stores and Stands $ 29 20.0% $ 6 85% $ 1 $ 7
Hardware Stores $ 1,315 20.0% $ 263 85% $ 46 $ 309
Eating and Drinking Places $ 13,719 150% $ 2,058 0% $ 882 $ 2940
Eating Places 9,146 7.5% 686 70% 294 980
Fast Food 4,573 7.5% 343 70% 147 490
Shopping Goods
General Merchandise Stores
Department Stores $ 14,673 250% $ 3,668 0% $ 1572 $ 5240
Variety stores 556 15.0% 83 70% 36 119
Miscellaneous general merchandise stores 2,606 15.0% 3901 70% 168 559
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 779 100% $ 78 0% $ 33 % 111
Women's clothing stores 2,016 10.0% 202 70% 86 288
Women's accessory and specialty stores 238 10.0% 24 70% 10 34
Family clothing stores 1,532 10.0% 153 70% 66 219
Children's and infants' wear stores 184 10.0% 18 70% 8 26
Miscellaneous apparel and accessory stores 225 10.0% 22 70% 10 32
Men's shoe stores 0 10.0% 0 70% 0 0
Women's shoe stores 394 10.0% 39 70% 17 56
Children's and juveniles' shoe stores 0 10.0% 0 70% 0 0
Family shoe stores 752 10.0% 75 70% 32 107
Furniture and Home Furnishings Stores
Furniture stores $ 2,465 20.0% $ 493 0% $ 211 % 704
Floor covering stores 912 20.0% 182 70% 78 261
Drapery, curtain, and upholstery stores 36 20.0% 7 70% 3 10
Miscellaneous homefurnishings stores 457 20.0% 91 70% 39 131
Household appliance stores 437 20.0% 87 70% 37 125
Radio, television, computer and electronics 4,307 20.0% 861 70% 369 1,230
Computer and software stores 3,102 20.0% 620 70% 266 886
CDs, records and tapes stores 634 20.0% 127 70% 54 181
Musical instrument stores 222 20.0% 44 70% 19 63
Other Shopping Goods
Sporting goods and bicycle shops $ 1,099 150% $ 165 0% $ 1% 236
Book stores 377 15.0% 57 70% 24 81
Stationery Stores 45 15.0% 7 70% 3 10
Jewelry stores 1,151 15.0% 173 70% 74 247
Hobby, toy, and game shops 812 15.0% 122 70% 52 174
Camera and photographic supply stores 145 15.0% 22 70% 9 31
Gift, novelty, and souvenir shops 719 15.0% 108 70% 46 154
Luggage and |eather goods stores 29 15.0% 4 70% 2 6
Sewing, needlework, and piece goods stores 272 15.0% 41 70% 17 58
Pet shops 243 15.0% 37 70% 16 52
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 5,451 20.0% $ 1,090 0% $ 467 % 1,557
Paint, glass, and wallpaper stores 456 20.0% 91 70% 39 130
Retail nurseries, lawn and garden supply stores 784 20.0% 157 70% 67 224
Gasoline Service Stations $ 9,555 50% $ 478 0% $ 205 % 683

Source: McComb Group, Ltd.



Table C-18

CROSSROADS PRIMARY TRADE AREA
SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY, 2002

Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 7,276,978 $ 490 14,851 42,228
Meat and fish (seafood) markets 36,494 275 133 1,800
Retail bakeries 61,584 210 293 1,750
Fruit and vegetable markets 18,599 245 76 1,500
Candy, nut, and confectionery stores 16,243 440 37 1,050
Dairy products stores 1,525 245 6 1,500
Miscellaneous food stores 18,103 225 80 1,500
Drug and Proprietary Stores $ 2,260,376 $ 360 6,279 11,153
Liquor Stores $ 386,242 $ 375 1,030 2,648
Florists $ 84,654 $ 225 376 1,600
Tobacco Stores and Stands $ 6,919 $ 300 23 995
Hardware Stores $ 309,357 $ 185 1,672 7,857
Eating and Drinking Places $ 2,939,774 $ 350 8,399 NA
Eating Places 979,925 350 2,800 2,913
Fast Food 489,962 440 1,114 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 5,240,467 $ 260 20,156 77,687
Variety stores/ Dollar 119,239 250 477 17,260
Miscellaneous general merchandise stores 558,500 250 2,234 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 111,264 $ 310 359 3,082
Women's clothing stores 288,046 220 1,309 3,616
Women's accessory and specialty stores 34,046 265 128 2,298
Family clothing stores 218,916 310 706 5,775
Children's and infants' wear stores 26,352 275 96 2,665
Miscellaneous apparel and accessory stores 32,115 310 104 2,790
Men's shoe stores 0 325 0 2,210
Women's shoe stores 56,271 350 161 2,401
Children's and juveniles shoe stores 0 300 0 1,173
Family shoe stores 107,435 235 457 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 704,194 $ 190 3,706 7,471
Floor covering stores 260,673 150 1,738 2,545
Drapery, curtain, and upholstery stores 10,156 210 48 1,400
Miscellaneous homefurnishings stores 130,705 240 545 4,821
Household appliance stores 124,733 275 454 4,200
Radio, television, computer and electronics 1,230,461 275 4,474 3,013
Computer and software stores 886,228 375 2,363 2,130
CDs, records and tapes stores 181,009 250 724 2,900
Musical instrument stores 63,448 225 282 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 235,519 $ 235 1,002 4,100
Book stores 80,821 310 261 2,905
Stationery Stores 9,622 225 43 4,344
Jewelry stores 246,647 430 574 1,263
Hobby, toy, and game shops 173,996 225 773 2,740
Camera and photographic supply stores 30,973 300 103 1,200
Gift, novelty, and souvenir shops 154,167 275 561 3,000
Luggage and |eather goods stores 6,164 300 21 2,398
Sewing, needlework, and piece goods stores 58,300 200 291 10,254
Pet shops 52,170 175 298 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 1,557,358 $ 350 4,450 120,000
Paint, glass, and wallpaper stores 130,335 225 579 3,533
Retail nurseries, lawn and garden supply stores 224,107 100 2,241 25,000
Gasoline Service Stations $ 682,508 $ 500 1,365 2,508

E = Estimated
Source: McComb Group, Ltd.



Table C-19

CROSSROADS PRIMARY TRADE AREA

ESTIMATED FULL BUILD-OUT RETAIL SALES POTENTIAL, 2002 DOLLARS

BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 36,490 250% $ 9,123 85% $ 1610 $ 10,732
Meat and fish (seafood) markets 457 10.0% 46 85% 8 54
Retail bakeries 772 10.0% 77 85% 14 91
Fruit and vegetable markets 233 10.0% 23 85% 4 27
Candy, nut, and confectionery stores 204 10.0% 20 85% 4 24
Dairy products stores 19 10.0% 2 85% 0 2
Drug and Proprietary Stores $ 9,446 30.0% $ 2,834 85% $ 500 $ 3,334
Liquor Stores $ 2,421 20.0% $ 484 85% $ 85 $ 570
Florists $ 531 20.0% $ 106 85% $ 19 3 125
Tobacco Stores and Stands $ 43 20.0% $ 9 85% $ 2 3 10
Hardware Stores $ 1,939 20.0% $ 388 85% $ 68 $ 456
Eating and Drinking Places $ 20,233 150% $ 3,035 0% $ 1301 $ 4,336
Eating Places 13,489 7.5% 1,012 70% 434 1,445
Fast Food 6,744 7.5% 506 70% 217 723
Shopping Goods
General Merchandise Stores
Department Stores $ 21,641 250% $ 5410 0% $ 2319 $ 7,729
Variety stores 821 15.0% 123 70% 53 176
Miscellaneous general merchandise stores 3,844 15.0% 577 70% 247 824
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 1,149 100% $ 115 0% $ 49 % 164
Women's clothing stores 2,974 10.0% 297 70% 127 425
Women's accessory and specialty stores 351 10.0% 35 70% 15 50
Family clothing stores 2,260 10.0% 226 70% 97 323
Children's and infants' wear stores 272 10.0% 27 70% 12 39
Miscellaneous apparel and accessory stores 332 10.0% 33 70% 14 47
Men's shoe stores 0 10.0% 0 70% 0 0
Women's shoe stores 581 10.0% 58 70% 25 83
Children's and juveniles' shoe stores 0 10.0% 0 70% 0 0
Family shoe stores 1,109 10.0% 111 70% 48 158
Furniture and Home Furnishings Stores
Furniture stores $ 3,635 20.0% $ 727 0% $ 312 % 1,039
Floor covering stores 1,346 20.0% 269 70% 115 384
Drapery, curtain, and upholstery stores 52 20.0% 10 70% 4 15
Miscellaneous homefurnishings stores 675 20.0% 135 70% 58 193
Household appliance stores 644 20.0% 129 70% 55 184
Radio, television, computer and electronics 6,352 20.0% 1,270 70% 544 1,815
Computer and software stores 4,575 20.0% 915 70% 392 1,307
CDs, records and tapes stores 934 20.0% 187 70% 80 267
Musical instrument stores 328 20.0% 66 70% 28 94
Other Shopping Goods
Sporting goods and bicycle shops $ 1,621 150% $ 243 0% $ 104 % 347
Book stores 556 15.0% 83 70% 36 119
Stationery Stores 66 15.0% 10 70% 4 14
Jewelry stores 1,698 15.0% 255 70% 109 364
Hobby, toy, and game shops 1,198 15.0% 180 70% 77 257
Camera and photographic supply stores 213 15.0% 32 70% 14 46
Gift, novelty, and souvenir shops 1,061 15.0% 159 70% 68 227
Luggage and |eather goods stores 42 15.0% 6 70% 3 9
Sewing, needlework, and piece goods stores 401 15.0% 60 70% 26 86
Pet shops 359 15.0% 54 70% 23 77
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 8,039 20.0% $ 1,608 0% $ 689 $ 2,297
Paint, glass, and wallpaper stores 673 20.0% 135 70% 58 192
Retail nurseries, lawn and garden supply stores 1,157 20.0% 231 70% 99 331
Gasoline Service Stations $ 14,092 50% $ 705 0% $ 302 % 1,007

Source: McComb Group, Ltd.



Table C-20

CROSSROADS PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY

(2002 Dollars)
Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 10,732,441 $ 490 21,903 42,228
Meat and fish (seafood) markets 53,823 275 196 1,800
Retail bakeries 90,827 210 433 1,750
Fruit and vegetable markets 27,431 245 112 1,500
Candy, nut, and confectionery stores 23,956 440 54 1,050
Dairy products stores 2,248 245 9 1,500
Drug and Proprietary Stores $ 3,333,713 $ 300 11,112 11,153
Liquor Stores $ 569,649 $ 290 1,964 2,648
Florists $ 124,851 $ 225 555 1,600
Tobacco Stores and Stands $ 10,205 $ 300 34 995
Hardware Stores $ 456,255 $ 185 2,466 7,857
Eating and Drinking Places $ 4335722 $ 350 12,388 NA
Eating Places 1,445,241 275 5,255 2,913
Fast Food 722,620 300 2,409 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 7,728,896 $ 260 29,727 77,687
Variety stores/ Dollar 175,859 135 1,303 17,260
Miscellaneous general merchandise stores 823,703 250 3,295 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 164,098 $ 250 656 3,082
Women's clothing stores 424,825 190 2,236 3,616
Women's accessory and specialty stores 50,212 250 201 2,298
Family clothing stores 322,868 240 1,345 5,775
Children's and infants' wear stores 38,865 210 185 2,665
Miscellaneous apparel and accessory stores 47,365 310 153 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 82,991 270 307 2,401
Children's and juveniles' shoe stores 0 250 0 1,173
Family shoe stores 158,450 220 720 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 1,038,579 $ 170 6,109 7,471
Floor covering stores 384,453 120 3,204 2,545
Drapery, curtain, and upholstery stores 14,979 210 71 1,400
Miscellaneous homefurnishings stores 192,769 220 876 4,821
Household appliance stores 183,963 275 669 4,200
Radio, television, computer and electronics 1,814,743 275 6,599 3,013
Computer and software stores 1,307,053 375 3,485 2,130
CDs, records and tapes stores 266,961 250 1,068 2,900
Musical instrument stores 93,577 225 416 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 347,354 $ 211 1,646 4,100
Book stores 119,198 240 497 2,905
Stationery Stores 14,192 225 63 4,344
Jewelry stores 363,767 400 909 1,263
Hobby, toy, and game shops 256,617 210 1,222 2,740
Camera and photographic supply stores 45,680 300 152 1,200
Gift, novelty, and souvenir shops 227,373 175 1,299 3,000
Luggage and |eather goods stores 9,091 243 37 2,398
Sewing, needlework, and piece goods stores 85,983 125 688 10,254
Pet shops 76,943 210 366 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 2,296,867 $ 190 12,089 120,000
Paint, glass, and wallpaper stores 192,224 225 854 3,533
Retail nurseries, lawn and garden supply stores 330,523 100 3,305 25,000
Gasoline Service Stations $ 1,006,596 $ 400 2,516 2,508
E = Estimated

Source: McComb Group, Ltd.



Table C-21

CIVIC CENTER PRIMARY TRADE AREA
ESTIMATED 2002 RETAIL SALES POTENTIAL
BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 51,356 250% $ 12,839 85% $ 2266 $ 15,105
Meat and fish (seafood) markets 644 10.0% 64 85% 11 76
Retail bakeries 1,087 10.0% 109 85% 19 128
Fruit and vegetable markets 328 10.0% 33 85% 6 39
Candy, nut, and confectionery stores 287 10.0% 29 85% 5 34
Dairy products stores 27 10.0% 3 85% 0 3
Miscellaneous food stores 319 10.0% 32 85% 6 38
Drug and Proprietary Stores $ 13,294 30.0% $ 3,988 85% $ 704 % 4,692
Liquor Stores $ 3,407 20.0% $ 681 85% $ 120 % 802
Florists $ 747 20.0% $ 149 85% $ 26 $ 176
Tobacco Stores and Stands $ 61 20.0% $ 12 85% $ 2 3 14
Hardware Stores $ 2,729 20.0% $ 546 85% $ 9% $ 642
Eating and Drinking Places $ 28,476 150% $ 4271 0% $ 1831 $ 6102
Eating Places 18,984 7.5% 1,424 70% 610 2,034
Fast Food 9,492 7.5% 712 70% 305 1,017
Shopping Goods
General Merchandise Stores
Department Stores $ 30,457 250% $ 7,614 70% $ 3263 $ 10878
Variety stores 1,155 15.0% 173 70% 74 248
Miscellaneous general merchandise stores 5,410 15.0% 811 70% 348 1,159
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 1,617 100% $ 162 0% $ 69 % 231
Women's clothing stores 4,185 10.0% 419 70% 179 598
Women's accessory and specialty stores 495 10.0% 49 70% 21 71
Family clothing stores 3,181 10.0% 318 70% 136 454
Children's and infants' wear stores 383 10.0% 38 70% 16 55
Miscellaneous apparel and accessory stores 467 10.0% 47 70% 20 67
Men's shoe stores 0 10.0% 0 70% 0 0
Women's shoe stores 818 10.0% 82 70% 35 117
Children's and juveniles' shoe stores 0 10.0% 0 70% 0 0
Family shoe stores 1,561 10.0% 156 70% 67 223
Furniture and Home Furnishings Stores
Furniture stores $ 5,116 20.0% $ 1,023 0% $ 439 % 1,462
Floor covering stores 1,894 20.0% 379 70% 162 541
Drapery, curtain, and upholstery stores 74 20.0% 15 70% 6 21
Miscellaneous homefurnishings stores 950 20.0% 190 70% 81 271
Household appliance stores 906 20.0% 181 70% 78 259
Radio, television, computer and electronics 8,939 20.0% 1,788 70% 766 2,554
Computer and software stores 6,438 20.0% 1,288 70% 552 1,840
CDs, records and tapes stores 1,315 20.0% 263 70% 113 376
Musical instrument stores 461 20.0% 92 70% 40 132
Other Shopping Goods
Sporting goods and bicycle shops $ 2,281 150% $ 342 0% $ 147 3 489
Book stores 783 15.0% 117 70% 50 168
Stationery Stores 93 15.0% 14 70% 6 20
Jewelry stores 2,389 15.0% 358 70% 154 512
Hobby, toy, and game shops 1,685 15.0% 253 70% 108 361
Camera and photographic supply stores 300 15.0% 45 70% 19 64
Gift, novelty, and souvenir shops 1,493 15.0% 224 70% 96 320
Luggage and |eather goods stores 60 15.0% 9 70% 4 13
Sewing, needlework, and piece goods stores 565 15.0% 85 70% 36 121
Pet shops 505 15.0% 76 70% 32 108
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 11,314 20.0% $ 2,263 0% $ 970 % 3,233
Paint, glass, and wallpaper stores 947 20.0% 189 70% 81 271
Retail nurseries, lawn and garden supply stores 1,628 20.0% 326 70% 140 465
Gasoline Service Stations $ 19,834 50% $ 992 0% $ 425 % 1,417

Source: McComb Group, Ltd.



Table C-22

CIVIC CENTER PRIMARY TRADE AREA
SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY, 2002

Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 15,104,816 $ 490 30,826 42,228
Meat and fish (seafood) markets 75,751 275 275 1,800
Retail bakeries 127,830 210 609 1,750
Fruit and vegetable markets 38,606 245 158 1,500
Candy, nut, and confectionery stores 33,716 440 77 1,050
Dairy products stores 3,164 245 13 1,500
Miscellaneous food stores 37,576 225 167 1,500
Drug and Proprietary Stores $ 4,691,861 $ 360 13,033 11,153
Liquor Stores $ 801,722 $ 375 2,138 2,648
Florists $ 175,716 $ 225 781 1,600
Tobacco Stores and Stands $ 14,362 $ 300 48 995
Hardware Stores $ 642,133 $ 185 3,471 7,857
Eating and Drinking Places $ 6,102,086 $ 350 17,435 NA
Eating Places 2,034,029 350 5,812 2,913
Fast Food 1,017,014 440 2,311 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 10,877,632 $ 260 41,837 77,687
Variety stores/ Dollar 247,504 250 990 17,260
Miscellaneous general merchandise stores 1,159,278 250 4,637 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 230,951 $ 310 745 3,082
Women's clothing stores 597,897 220 2,718 3,616
Women's accessory and specialty stores 70,668 265 267 2,298
Family clothing stores 454,404 310 1,466 5,775
Children's and infants' wear stores 54,699 275 199 2,665
Miscellaneous apparel and accessory stores 66,661 310 215 2,790
Men's shoe stores 0 325 0 2,210
Women's shoe stores 116,801 350 334 2,401
Children's and juveniles shoe stores 0 300 0 1,173
Family shoe stores 223,003 235 949 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 1,461,695 $ 190 7,693 7,471
Floor covering stores 541,078 150 3,607 2,545
Drapery, curtain, and upholstery stores 21,081 210 100 1,400
Miscellaneous homefurnishings stores 271,303 240 1,130 4,821
Household appliance stores 258,909 275 941 4,200
Radio, television, computer and electronics 2,554,066 275 9,288 3,013
Computer and software stores 1,839,543 375 4,905 2,130
CDs, records and tapes stores 375,721 250 1,503 2,900
Musical instrument stores 131,699 225 585 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 488,866 $ 235 2,080 4,100
Book stores 167,759 310 541 2,905
Stationery Stores 19,973 225 89 4,344
Jewelry stores 511,965 430 1,191 1,263
Hobby, toy, and game shops 361,162 225 1,605 2,740
Camera and photographic supply stores 64,290 300 214 1,200
Gift, novelty, and souvenir shops 320,004 275 1,164 3,000
Luggage and |eather goods stores 12,794 300 43 2,398
Sewing, needlework, and piece goods stores 121,013 200 605 10,254
Pet shops 108,290 175 619 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 3,232,606 $ 350 9,236 120,000
Paint, glass, and wallpaper stores 270,536 225 1,202 3,533
Retail nurseries, lawn and garden supply stores 465,178 100 4,652 25,000
Gasoline Service Stations $ 1,416,681 $ 500 2,833 2,508

E = Estimated
Source: McComb Group, Ltd.



Table C-23

CIVIC CENTER PRIMARY TRADE AREA

ESTIMATED FULL BUILD-OUT RETAIL SALES POTENTIAL, 2002 DOLLARS

BY MERCHANDISE CATEGORY
(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Category Power Share Sales Percent Shoppers Sales
Convenience Goods
Food stores
Grocery stores $ 90,781 250% $ 22,695 85% $ 4005 $ 26,700
Meat and fish (seafood) markets 1,138 10.0% 114 85% 20 134
Retail bakeries 1,921 10.0% 192 85% 34 226
Fruit and vegetable markets 580 10.0% 58 85% 10 68
Candy, nut, and confectionery stores 507 10.0% 51 85% 9 60
Dairy products stores 48 10.0% 5 85% 1 6
Drug and Proprietary Stores $ 23,499 30.0% $ 7,050 85% $ 1,244  $ 8,294
Liquor Stores $ 6,023 20.0% $ 1,205 85% $ 213 % 1,417
Florists $ 1,320 20.0% $ 264 85% $ 47 8 311
Tobacco Stores and Stands $ 108 20.0% $ 22 85% $ 4 3 25
Hardware Stores $ 4,824 20.0% $ 965 85% $ 170 8 1,135
Eating and Drinking Places $ 50,337 150% $ 7,551 70% $ 3236 $ 10,787
Eating Places 33,558 7.5% 2,517 70% 1,079 3,596
Fast Food 16,779 7.5% 1,258 70% 539 1,798
Shopping Goods
General Merchandise Stores
Department Stores $ 53,839 250% $ 13,460 70% $ 5768 $ 19,228
Variety stores 2,042 15.0% 306 70% 131 438
Miscellaneous general merchandise stores 9,563 15.0% 1,434 70% 615 2,049
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 2,858 100% $ 286 0% $ 122 3 408
Women's clothing stores 7,398 10.0% 740 70% 317 1,057
Women's accessory and specialty stores 874 10.0% 87 70% 37 125
Family clothing stores 5,623 10.0% 562 70% 241 803
Children's and infants' wear stores 677 10.0% 68 70% 29 97
Miscellaneous apparel and accessory stores 825 10.0% 82 70% 35 118
Men's shoe stores 0 10.0% 0 70% 0 0
Women's shoe stores 1,445 10.0% 145 70% 62 206
Children's and juveniles shoe stores 0 10.0% 0 70% 0 0
Family shoe stores 2,759 10.0% 276 70% 118 394
Furniture and Home Furnishings Stores
Furniture stores $ 9,043 20.0% $ 1,809 0% $ 775 $ 2,584
Floor covering stores 3,348 20.0% 670 70% 287 956
Drapery, curtain, and upholstery stores 130 20.0% 26 70% 11 37
Miscellaneous homefurnishings stores 1,679 20.0% 336 70% 144 480
Household appliance stores 1,602 20.0% 320 70% 137 458
Radio, television, computer and electronics 15,802 20.0% 3,160 70% 1,354 4515
Computer and software stores 11,381 20.0% 2,276 70% 976 3,252
CDs, records and tapes stores 2,325 20.0% 465 70% 199 664
Musical instrument stores 815 20.0% 163 70% 70 233
Other Shopping Goods
Sporting goods and bicycle shops $ 4,033 150% $ 605 0% $ 259 % 864
Book stores 1,384 15.0% 208 70% 89 297
Stationery Stores 165 15.0% 25 70% 11 35
Jewelry stores 4,223 15.0% 633 70% 271 905
Hobby, toy, and game shops 2,979 15.0% 447 70% 192 638
Camera and photographic supply stores 530 15.0% 80 70% 34 114
Gift, novelty, and souvenir shops 2,640 15.0% 396 70% 170 566
Luggage and |eather goods stores 106 15.0% 16 70% 7 23
Sewing, needlework, and piece goods stores 998 15.0% 150 70% 64 214
Pet shops 893 15.0% 134 70% 57 191
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 20,000 20.0% $ 4,000 0% $ 1,714  $ 5,714
Paint, glass, and wallpaper stores 1,674 20.0% 335 70% 143 478
Retail nurseries, lawn and garden supply stores 2,878 20.0% 576 70% 247 822
Gasoline Service Stations $ 35,059 50% $ 1,753 0% $ 751 $ 2504

Source: McComb Group, Ltd.



Table C-24

CIVIC CENTER PRIMARY TRADE AREA
ESTIMATED FULL BUILD-OUT SUPPORTABLE RETAIL GLA BY MERCHANDISE CATEGORY

(2002 Dollars)
Estimated
Sales Sales Supportable Median
Category Potential Per Sg. Ft. Square Feet Store Size
Convenience Goods
Food stores
Grocery stores $ 26,700,432 $ 490 54,491 42,228
Meat and fish (seafood) markets 133,903 275 487 1,800
Retail bakeries 225,963 210 1,076 1,750
Fruit and vegetable markets 68,242 245 279 1,500
Candy, nut, and confectionery stores 59,599 440 135 1,050
Dairy products stores 5,594 245 23 1,500
Drug and Proprietary Stores $ 8,293,693 $ 300 27,646 11,153
Liquor Stores $ 1,417,186 $ 290 4,887 2,648
Florists $ 310,608 $ 225 1,380 1,600
Tobacco Stores and Stands $ 25,387 $ 300 85 995
Hardware Stores $ 1,135,083 $ 185 6,136 7,857
Eating and Drinking Places $ 10,786,516 $ 350 30,819 NA
Eating Places 3,595,505 275 13,075 2,913
Fast Food 1,797,753 300 5,993 4,278
Shopping Goods
General Merchandise Stores
Department Stores $ 19,228,138 $ 260 73,954 77,687
Variety stores/ Dollar 437,507 135 3,241 17,260
Miscellaneous general merchandise stores 2,049,229 250 8,197 80,000
Apparel and Accessories Stores
Men's and boys' clothing and accessory stores $ 408,247 $ 250 1,633 3,082
Women's clothing stores 1,056,890 190 5,563 3,616
Women's accessory and specialty stores 124,919 250 500 2,298
Family clothing stores 803,239 240 3,347 5,775
Children's and infants' wear stores 96,690 210 460 2,665
Miscellaneous apparel and accessory stores 117,836 310 380 2,790
Men's shoe stores 0 250 0 2,210
Women's shoe stores 206,466 270 765 2,401
Children's and juveniles' shoe stores 0 250 0 1,173
Family shoe stores 394,197 220 1,792 3,150
Furniture and Home Furnishings Stores
Furniture stores $ 2,583,804 $ 170 15,199 7,471
Floor covering stores 956,452 120 7,970 2,545
Drapery, curtain, and upholstery stores 37,264 210 177 1,400
Miscellaneous homefurnishings stores 479,577 220 2,180 4,821
Household appliance stores 457,668 275 1,664 4,200
Radio, television, computer and electronics 4,514,764 275 16,417 3,013
Computer and software stores 3,251,718 375 8,671 2,130
CDs, records and tapes stores 664,153 250 2,657 2,900
Musical instrument stores 232,802 225 1,035 1,585
Other Shopping Goods
Sporting goods and bicycle shops $ 864,157 $ 211 4,096 4,100
Book stores 296,544 240 1,236 2,905
Stationery Stores 35,306 225 157 4,344
Jewelry stores 904,989 400 2,262 1,263
Hobby, toy, and game shops 638,419 210 3,040 2,740
Camera and photographic supply stores 113,645 300 379 1,200
Gift, novelty, and souvenir shops 565,664 175 3,232 3,000
Luggage and |eather goods stores 22,616 243 93 2,398
Sewing, needlework, and piece goods stores 213,911 125 1,711 10,254
Pet shops 191,421 210 912 2,933
Building M aterials and Supply Stores
Lumber and other building materials dealers $ 5,714,203 $ 190 30,075 120,000
Paint, glass, and wallpaper stores 478,219 225 2,125 3,533
Retail nurseries, lawn and garden supply stores 822,284 100 8,223 25,000
Gasoline Service Stations $ 2,504,234 $ 400 6,261 2,508
E = Estimated

Source: McComb Group, Ltd.



Appendix D: McComb Group, LTD. Purchasing Power Model

Retail purchasing power estimates used in this report are calculated using the firm’s proprietary
financial model that utilizes retail sales data for 1987 and 1992 obtained from the U.S.
Department of Commerce. Retaill sales reported to the U.S. Census of Retail Trade for
Milwaukee-Waukesha MSA were used because they provided the greatest detail by store type.
Retail sales for 1993 to 1998 were estimated using information available from the U.S.
Department of Commerce. Future growth in purchasing power was estimated by McComb
Group, Ltd. based on anticipated inflation and real income growth. The base model for the
Milwaukee-Waukesha MSA was used to calibrate a purchasing power model for each of the
Franklin trade areas. Inflation in retail sales is estimated at two percent, and real income gains
are estimated at one percent annually.

Purchasing power is based on the number of primary trade area households adjusted to reflect
income characteristics. Purchasing power, for the purpose of this analysis, includes retail
categories that are characteristic of tenants that would be located in each of the Franklin retail
areas. Estimated purchasing power summary tables for each of the retail trade areas for 1997
through 2010 are contained in Tables D-1 through D-6 attached to this appendix. These estimates
represent the potential dollar sales for a broad range of retail stores generated by residents of the
primary trade area.

A demographic and income snapshot for each trade area precedes the purchasing power tables.



B E 8 MecComb
oog Group, Lid. DEMOGRAPHIC AND INCOME SNAPSHOT
Geographic Area: Rawson and 27th Street Primary Trade Area 3/2/00
SNAPSHOT 1990 Census 1997 Estimated 2002 Projected 2007 Projected
Population 79,510 95,388 109,142 124,685
Households 30,232 36,829 42,468 49,088
Families 21,857 26,626 29,055 32,835
Per Capita Income $ 16,801 $ 21,324 $ 25914 $ 30,912
Median Household Income $ 36,806 $ 50,395 $ 60,713 $ 68,919
Average Household Income $ 40,635 $ 51,621 $ 61,837 $ 72,797
Average Household Size 2.63 2.59 257 254
Annua Percent Change
TRENDS 1990 - 1997 1997 - 2002 2002 - 2007
Population 2.64 % 273 % 2.70 %
Households 2.86 2.89 2.94
Families 2.86 1.76 248
Median Household Income 459 3.80 257
Average Household Income 3.48 3.68 3.32
1990 Census 1997 Estimated 2002 Projected 2007 Projected
HOUSEHOLDSBY INCOME Number  Percent Number  Percent Number  Percent Number  Percent
Less than $15,000 4,746 15.7 % 3,766 10.2 % 2,742 6.5 % 2,452 5.0%
$15,000 - $24,999 4,616 15.3 3,745 10.2 4,073 9.6 3,923 8.0
$25,000 - $34,999 5,506 18.2 3,678 10.0 3,912 9.2 3,731 7.6
$35,000 - $49,999 7,937 26.3 6,861 18.6 5,975 141 5,360 10.9
$50,000 - $74,999 5,004 16.6 10,551 28.6 11,387 26.8 11,413 233
$75,000 - $99,999 2,114 7.0 5,362 14.6 7,509 17.7 9,668 19.7
$100,000 - $149,999 190 0.6 2,240 6.1 5,336 12.6 9,584 195
$150,000 + 119 0.4 626 17 1,533 3.6 2,958 6.0
POPULATION BY AGE Number  Percent Number  Percent Number  Percent Number  Percent
0-4 4,965 6.2 % 5,764 6.0 % 5,934 54 % 6,348 51%
5-13 9,166 11.5 11,527 12.1 13,679 12.5 15,867 12.7
14-20 6,923 8.7 7,724 8.1 6,749 6.2 6,811 5.5
21-24 4,594 5.8 4,644 49 4,878 45 5,042 4.0
25-34 13,769 17.3 14,439 15.1 20,351 18.6 23,743 19.0
35-44 12,364 15.6 16,486 17.3 21,111 19.3 25,666 20.6
45-54 9,174 11.5 13,137 13.8 11,683 10.7 13,113 10.5
55- 64 8,382 105 9,394 9.8 9,444 8.7 10,094 8.1
65-74 6,214 7.8 6,983 7.3 8,638 7.9 9,968 8.0
75-84 3,071 3.9 3,993 4.2 5,037 4.6 6,025 4.8
85+ 887 1.1 1,296 14 1,639 15 2,008 16
RACE AND ETHNICITY Number  Percent Number  Percent Number  Percent Number  Percent
White 76,386 96.1 % 89,367 93.7% 97,513 89.3 % 100,055 80.2 %
Black 1,241 16 3,489 3.7 7,846 7.2 17,945 144
Native American 395 0.5 515 0.5 620 0.6 740 0.6
Asian/Pacific |lander 879 11 1,278 13 1,942 18 3,337 2.7
Other Races 609 0.8 739 0.8 1,220 1.1 2,607 21
Hispanic (Any Race) 1,964 25 2,906 3.0 3,933 3.6 5,235 4.2

Source: U.S. Census, GDT and McComb Group, Ltd.




Merchandise Category

Shopping Goods
General Merchandise
Dept. Stores
Other
Subtotal

Apparel & Accessories
Furniture & Home Furnishings

Other Shopping Goods
Subtotal

Total Shopping Goods
Eating & Drinking

Convenience Goods
Food
Drug
Hardware
Liquor
Florist
Subtotal

Total

Source: McComb Group, Ltd.

1997

$101,726
22,570
$124,296
$43,680
58,972
34912
$137,564
$261,860

97,898

$185,809

$255,175

$614,933

1998

$109,441
24,281
$133,722
$46,993
63,444
37,560
$147,997
$281,719

105,323

$199,901

$274,527

$661,569

1999

$117,742
26,123
$143,865
$50,557
68,256
40.409
$159,222
$303,087

113,311

$215,063

$295,348

$711,746

Appendix Table D-1

RAWSON AND 27th STREET PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

2000

$126,671
28,104
$154,775
$54,391
73,433
43,473
$171,298
$326,073

121,905

$231,373

$317,748

$765,726

$136,278
30,235
$166,513
$58,516
79,002
46,770
$184,288
$350,801

131,149

$248,920

$341,845

$823,796

2002

$146,606
32,527
$179,133
$62,951
84,989
50,315
$198,255
$377,389

141,089

$267,786

$367,754

$886,231

2003

$157,783
35,007
$192,790
$67,750
91,469
54,151
$213,370
$406,159

151,845

$288,201

$395,790

$953,794

2004

$169,811
37,675
$207,486
$72,915
98,441
58,279
$229,635
$437,121

163,421

$310,170

$425,961

$1,026,503

2005

$182,755
40.547
$223,302
$78,473
105,945
62,721
$247,139
$470,441

175,878

$333,813

$458,430

$1,104,749

2006

$196,685
43,638
$240,322
$84,454
114,020
67,502
$265,976
$506,299

189,283

$359,257

$493,372

$1,188,954

2007

$211,675
46,963
$258,638
$90,891
122,710
72,647
$286,248
$544,886

203,709

$386,638

$530,975

$1,279,571

2008

$227,807
50,542
$278,349

$97,818
132,062
78,183
$308,063

$586,412

219,234

$416,103
102,345
21,011
26,232
5.749
$571,440

$1,377,087

2009

$245,167
54,394
$299,561

$105,272
142,126
84,141
$331,539

$631,100

235,941

$447,813
110,144
22,612
28,231
6.188
$614,987

$1,482,027

2010

$263,848
58,539
$322,387

$113,294
152,956
90,552
$356,802

$679,189

253,919

$481,936
118,537
24,335
30,382
6.659
$661,848

$1,594,957



Shopping Goods

General merchandise stores
Department stores (incl. leased depts.)
Department Stores (excl. leased depts.)
Variety stores
Miscellaneous general merchandise stores

Apparel and accessory stores
Men's and boys' clothing and accessory stores
Women's clothing stores
Women's accessory and specialty stores
Family clothing stores
Children's and infants' wear stores
Miscellaneous apparel and accessory stores
Men's shoe stores
Women's shoe stores
Children's and juveniles' shoe stores
Family shoe stores

Furniture and homefurnishing stores

Furniture stores
Floor covering stores
Drapery, curtain, and upholstery stores
Miscellaneous homefurnishings stores
Household appliance stores

Subtotal
Radio, television, computer and electronics
Record and prerecorded tape stores
Musical instrument stores

Subtotal

Other Shopping Goods
Sporting goods and bicycle shops
Book stores
Stationary stores
Jewelry stores
Hobby, toy, and game shops
Camera and photographic supply stores
Gift, novelty, and souvenir shops
Luggage and leather goods stores
Sewing, needlework, and piece goods stores
Pet shops

Total Shop. Goods

1997

$124,296
104,708
101,726
3,971
18,599

43,680
5,558
14,388
1,701
10,935
1,316
1,604
0
2,811
0

5,367

58,972
17,588
6,511
254
3,264
3,115
30,732
22,134
4,521
1,585
28,240

34,912
7,843
2,691

320
8,214
5,794
1,031
5,134

205
1,941
1,737

$261,860

1998

$133,722
112,650
109,441
4,272
20,009

46,993
5,979
15,480
1,830
11,765
1,416
1,726

0
3,024
0
5774

63,444
18,922
7,004
273
3,512
3,352
33,063
23,813
4,864
1,705
30,382

37,560
8,438
2,896

345
8,837
6,234
1,110
5,523

221
2,089
1,869

$281,719

Appendix Table D-1 (Continued)

RAWSON AND 27th STREET PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010

(In Thousands of Dollars)

1999 2000 2001 2002 2003
$143,865 $154,775 $166,513 $179,133 $192,790
121,193 130,385 140,273 150,904 162,409
117,742 126,671 136,278 146,606 157,783
4,596 4,945 5,319 5,723 6,159
21,527 23,160 24,916 26,804 28,848
50,557 54,391 58,516 62,951 67,750
6,433 6,921 7,446 8,010 8,621
16,654 17,917 19,276 20,736 22,317
1,968 2,118 2,278 2,451 2,638
12,657 13,617 14,649 15,760 16,961
1,524 1,639 1,763 1,897 2,042
1,857 1,998 2,149 2,312 2,488
0 0 0 0 0
3,253 3,500 3,766 4,051 4,360
0 0 0 0 0
6,211 6,683 7,189 7,734 8,324
68,256 73,433 79,002 84,989 91,469
20,357 21,901 23,562 25,347 27,280
7,536 8,107 8,722 9,383 10,098
294 316 340 366 393
3,778 4,065 4,373 4,705 5,063
3,606 3,879 4,173 4,490 4,832
35,570 38,268 41,170 44,290 47,667
25,619 27,562 29,652 31,900 34,332
5,233 5,629 6,056 6,515 7,012
1,834 1,973 2,123 2,284 2,458
32,686 35,165 37,832 40,699 43,802
40,409 43,473 46,770 50,315 54,151
9,078 9,766 10,507 11,303 12,165
3,115 3,351 3,606 3,879 4,175
371 399 429 462 497
9,507 10,228 11,003 11,837 12,740
6,707 7,215 7,762 8,351 8,987
1,194 1,284 1,382 1,486 1,600
5,942 6,393 6,878 7,399 7,963
238 256 275 296 318
2,247 2,418 2,601 2,798 3,011
2,011 2,163 2,327 2,504 2,695
$303,087 $326,073 $350,801 $377,389 $406,159

$207,486
174,789
169,811
6,628
31,047

72,915
9,278
24,019
2,839
18,254
2,197
2,678
0
4,692
0

8,958

98,441
29,359
10,868
423
5,449
5,200
51,301
36,949
7,547
2,645
47,141

58,279
13,092
4,493
535
13,711
9,672
1,722
8,570
343
3,241
2,900

$437,121

2005

$223,302
188,113
182,755
7,134
33,413

78,473
9,985
25,849
3,055
19,646
2,365
2,882
0
5,050
0

9,641

105,945
31,597
11,696

456
5,865
5,597

55,211
39,765
8,122
2,847
50,734

62,721
14,090
4,835
576
14,756
10,410
1,853
9,223
369
3,488
3,121

$470,441

2006

$240,322
202,451
196,685
7,677
35,960

84,454
10,746
27,820
3,288
21,143
2,545
3,102
0
5,435
0

10,376

114,020
34,006
12,588

490
6,312
6,023

59,419
42,796
8,741
3,064
54,601

67,502
15,164
5,204
620
15,881
11,203
1,994
9,926
397
3,754
3,359

$506,299

2007

$258,638
217,881
211,675
8,263
38,701

90,891
11,565
29,940
3,539
22,754
2,739
3,338
0
5,849
0

11,167

122,710
36,597
13,547

528
6,793
6,482

63,948
46,058
9,407
3,297
58,763

72,647
16,320
5,600
667
17,091
12,057
2,146
10,683
427
4,040
3,615

$544,886

2008

$278,349
234,485
227,807
8,892
41,650

97,818
12,446
32,222
3,808
24,489
2,948
3,592
0
6,295
0

12,018

132,062
39,387
14,580
568
7,310
6,977
68,821
49,568
10,124

3,549
63,241

78,183
17,564
6,027
718
18,394
12,976
2,310
11,497
460
4,348
3,891

$586,412

2009

$299,561
252,354
245,167
9,570
44,824

105,272
13,395
34,677

4,099
26,355
3,172
3,866

0
6,774
0
12,934

142,126
42,388
15,691
611
7,868
7,508
74,066
53,345
10,896

3,819
68,060

84,141
18,902
6,487
772
19,795
13,965
2,486
12,373
495
4,679
4,187

$631,100

2010

$322,387
271,583
263,848
10,299
48,240

113,294
14,415
37,319

4,411
28,363
3,414
4,161
0
7,290
0

13,919

152,956
45,618
16,886
658
8,467
8,080
79,710
57,410
11,726

4,110
73,246

90,552
20,343
6,981
831
21,304
15,029
2,675
13,316
532
5,036
4,506

$679,189



Appendix Table D-1 (Continued)

RAWSON AND 27th STREET PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

Convenience Goods 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010
Food stores $185,809 $199,901 $215,063 $231,373 $248,920 $267,786 $288,201 $310,170 $333,813 $359,257 $386,638 $416,103 $447,813 $481,936
Grocery stores 176,557 189,946 204,353 219,851 236,524 254,450 273,849 294,725 317,190 341,367 367,384 395,382 425,512 457,936
Meat and fish (seafood) markets 2,214 2,381 2,562 2,756 2,965 3,190 3,433 3,695 3,977 4,280 4,606 4,957 5,335 5,741
Retail bakeries 3,735 4,019 4,324 4,651 5,004 5,383 5,794 6,236 6,711 7,222 7,773 8,365 9,003 9,689
Fruit and vegetable markets 1,128 1,214 1,306 1,405 1,511 1,626 1,750 1,883 2,027 2,181 2,347 2,526 2,719 2,926
Candy, nut, and confectionery stores 985 1,060 1,140 1,227 1,320 1,420 1,528 1,645 1,770 1,905 2,050 2,206 2,375 2,555
Dairy products stores 92 99 107 115 124 133 143 154 166 179 192 207 223 240
Miscellaneous food stores 1,098 1,181 1,271 1,367 1,471 1,582 1,703 1,833 1,973 2,123 2,285 2,459 2,646 2,848
Drug and proprietary stores 45,702 49,168 52,897 56,909 61,224 65,865 70,886 76,290 82,105 88,363 95,097 102,345 110,144 118,537
Liquor stores 11,714 12,602 13,558 14,586 15,693 16,882 18,169 19,554 21,044 22,649 24,375 26,232 28,231 30,382
Florists 2,567 2,762 2,972 3,197 3,439 3,700 3,982 4,286 4,612 4,964 5,342 5,749 6,188 6,659
Tobacco Stores and Stands 210 226 243 261 281 302 325 350 377 406 437 470 506 544
Hardware stores 9,382 10,094 10,859 11,683 12,569 13,521 14,552 15,662 16,855 18,140 19,523 21,011 22,612 24,335
Total Convenience Goods 255,175 274,527 295,348 317,748 341,845 367,754 395,790 425,961 458,430 493,372 530,975 571,440 614,987 661,848
Eating and drinking places 97,898 105,323 113,311 121,905 131,149 141,089 151,845 163,421 175,878 189,283 203,709 219,234 235,941 253,919
Eating Places 65,265 70,215 75,541 81,270 87,433 94,060 101,230 108,947 117,252 126,189 135,806 146,156 157,294 169,280
Fast Food 32,633 35,108 37,770 40,635 43,716 47,030 50,615 54,474 58,626 63,094 67,903 73,078 78,647 84,640

Source: McComb Group, Ltd.



Appendix Table D-1 (Continued)

RAWSON AND 27th STREET PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Other Misc. Retail $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0
Building materials and supply stores 47,749 51,370 55,266 59,458 63,967 68,815 74,061 79,707 85,783 92,321 99,357 106,930 115,078 123,847
Lumber and other building materials dealers 38,896 41,846 45,020 48,435 52,108 56,057 60,331 64,930 69,879 75,205 80,937 87,105 93,743 100,886
Paint, glass, and wallpaper stores 3,255 3,502 3,768 4,053 4,361 4,691 5,049 5,434 5,848 6,294 6,774 7,290 7,845 8,443
Retail nurseries, lawn and garden supply stores 5,597 6,022 6,478 6,970 7,498 8,067 8,682 9,343 10,056 10,822 11,647 12,535 13,490 14,518
Gasoline service stations 68,185 73,356 78,920 84,905 91,344 98,267 105,759 113,821 122,497 131,834 141,882 152,694 164,330 176,852
Automotive 231,110 248,637 267,495 287,783 309,607 333,072 358,464 385,790 415,198 446,844 480,901 517,550 556,990 599,432
New and used car dealers 206,938 222,632 239,518 257,683 277,225 298,236 320,973 345,441 371,772 400,109 430,603 463,420 498,734 536,738
Used car dealers 6,148 6,615 7,116 7,656 8,237 8,861 9,536 10,263 11,046 11,888 12,794 13,769 14,818 15,947
Subtotal 213,087 229,247 246,634 265,339 285,462 307,097 330,509 355,704 382,818 411,996 443,397 477,188 513,552 552,684
Auto and Home supply stores 9,876 10,625 11,431 12,298 13,230 14,233 15,318 16,486 17,743 19,095 20,550 22,116 23,802 25,616
Boat dealers 3,436 3,697 3,977 4,279 4,603 4,952 5,330 5,736 6,173 6,644 7,150 7,695 8,281 8,912
Recreational vehicle dealers 754 811 872 938 1,010 1,086 1,169 1,258 1,354 1,457 1,568 1,688 1,816 1,955

Motorcycle dealers 3,958 4,258 4,581 4,928 5,302 5,704 6,139 6,607 7,110 7,652 8,235 8,863 9,538 10,265



B E 8 MecComb
oog Group, Lid. DEMOGRAPHIC AND INCOME SNAPSHOT
Geographic Area: Franklin Corners Neighborhood Center Primary Trade Area 3/2/00
SNAPSHOT 1990 Census 1997 Estimated 2002 Projected 2007 Projected
Population 36,570 44,528 51,179 58,718
Households 12,968 15,960 18,543 21,430
Families 9,811 11,589 13,049 14,677
Per Capita Income $ 16,801 $ 21,324 $ 25914 $ 30,912
Median Household Income $ 47,665 $ 59,631 $ 71,035 $ 84,193
Average Household Income $ 49,627 $ 63,093 $ 75,458 $ 88,439
Average Household Size 2.82 2.79 2.76 274
Annua Percent Change
TRENDS 1990 - 1997 1997 - 2002 2002 - 2007
Population 2.85 % 282 % 279 %
Households 3.01 3.05 2.94
Families 241 2.40 2.38
Median Household Income 3.25 3.56 3.46
Average Household Income 3.49 3.64 3.23
1990 Census 1997 Estimated 2002 Projected 2007 Projected
HOUSEHOLDSBY INCOME Number  Percent Number  Percent Number  Percent Number  Percent
Less than $15,000 1,514 11.7% 1,310 8.2% 957 52 % 875 4.1 %
$15,000 - $24,999 1,518 11.7 1,273 8.0 1,302 7.0 1,214 5.7
$25,000 - $34,999 1,923 14.8 1,272 8.0 1,400 7.6 1,290 6.0
$35,000 - $49,999 3,266 25.2 2,518 15.8 2,293 124 1,993 9.3
$50,000 - $74,999 2,738 211 4,603 28.8 4,732 255 4,537 21.2
$75,000 - $99,999 1,544 11.9 2,695 16.9 3,531 19.0 4,453 20.8
$100,000 - $149,999 255 2.0 1,552 9.7 2,939 15.8 4,753 22.2
$150,000 + 210 1.6 736 4.6 1,390 75 2,315 10.8
POPULATION BY AGE Number  Percent Number  Percent Number  Percent Number  Percent
0-4 2,375 6.5 % 2,800 6.3 % 2,882 5.6 % 3,095 5.3 %
5-13 4,606 12.6 5,768 13.0 6,753 13.2 7,813 13.3
14-20 3,402 9.3 3,790 8.5 3,254 6.4 3,269 5.6
21-24 2,033 5.6 2,093 4.7 2,239 4.4 2,333 4.0
25-34 6,277 17.2 6,789 15.2 9,685 18.9 11,398 194
35-44 6,488 17.7 8,708 19.6 10,980 215 13,349 22.7
45-54 4,521 12.4 6,441 145 5,675 111 6,349 10.8
55- 64 3,509 9.6 4,008 9.0 4,108 8.0 4,426 75
65-74 2,199 6.0 2,567 5.8 3,378 6.6 3,977 6.8
75-84 942 2.6 1,254 2.8 1,752 34 2,128 3.6
85+ 216 0.6 309 0.7 472 0.9 580 1.0
RACE AND ETHNICITY Number  Percent Number  Percent Number  Percent Number  Percent
White 34,894 95.4% 41,380 929 % 45,346 88.6 % 46,748 79.6 %
Black 900 25 2,046 4.6 4,144 8.1 8,915 15.2
Native American 132 0.4 189 0.4 245 0.5 319 0.5
Asian/Pacific Islander 491 1.3 701 1.6 1,026 2.0 1,687 29
Other Races 152 0.4 211 0.5 418 0.8 1,050 18
Hispanic (Any Race) 562 15 829 1.9 1,146 22 1,556 2.6

Source: U.S. Census, GDT and McComb Group, Ltd.




Appendix Table D-2

FRANKLIN CORNERS NEIGHBORHOOD CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

Merchandise Category 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010
Shopping Goods
General Merchandise
Dept. Stores $47,929 $51,650 $55,661 $59,982 $64,639 $69,655 $74,961 $80,672 $86,817 $93,429 $100,544 $108,201 $116,439 $125,305
Other 10.634 11.459 12,349 13.308 14,341 15.454 16.631 17.898 19.262 20,729 22,307 24,006 25,834 27.801
Subtotal $58,562 $63,109 $68,010 $73,290 $78,981 $85,109 $91,593 $98,570 $106,078 $114,157 $122,851 $132,207 $142,273 $153,105
Apparel & Accessories $20,580 $22,178 $23,900 $25,756 $27,755 $29,909 $32,188 $34,640 $37,278 $40,117 $43,173 $46,460 $49,998 $53,804
Furniture & Home Furnishings 27,785 29,942 32,267 34,772 37,472 40,380 43,456 46,766 50,329 54,162 58,287 62,725 67,501 72,641
Other Shopping Goods 16.449 17.726 19,103 20,586 22,184 23,905 25,727 27,686 29.795 32,065 34,507 37,134 39,962 43,004
Subtotal $64,814 $69,846 $75,270 $81,114 $87,412 $94,194 $101,370 $109,092 $117,402 $126,344 $135,966 $146,319 $157,461 $169,449
Total Shopping Goods $123,376 $132,956 $143,279 $154,404 $166,392 $179,303 $192,963 $207,662 $223,480 $240,501 $258,817 $278,526 $299,734 $322,555
Eating & Drinking 46,125 49,706 53,566 57,725 62,207 67,034 72,141 77,636 83,550 89,913 96,760 104,129 112,058 120,589

Convenience Goods

Food $87,545 $94,342 $101,667 $109,561 $118,068 $127,229 $136,922 $147,352 $158,576 $170,654 $183,650 $197,635 $212,684 $228,877
Drug 21,533 23,204 25,006 26,948 29,040 31,293 33,677 36,243 39,003 41,974 45,171 48,610 52,312 56,295
Hardware 4,420 4,764 5,134 5,532 5,962 6,424 6,914 7,440 8,007 8,617 9,273 9,979 10,739 11,557
Liquor 5,519 5,948 6,409 6,907 7,443 8,021 8,632 9,289 9,997 10,758 11,578 12,459 13,408 14,429
Florist 1.210 1.304 1.405 1514 1.631 1.758 1.892 2.036 2,191 2.358 2.538 2,731 2.939 3.162
Subtotal $120,227 $129,561 $139,621 $150,462 $162,144 $174,725 $188,037 $202,361 $217,774 $234,361 $252,209 $271,415 $292,081 $314,320
Total $289,728 $312,223 $336,467 $362,591 $390,743 $421,062 $453,140 $487,659 $524,804 $564,775 $607,787 $654,070 $703,873 $757,464

Source: McComb Group, Ltd.



Shopping Goods

General merchandise stores
Department stores (incl. leased depts.)
Department Stores (excl. leased depts.)
Variety stores
Miscellaneous general merchandise stores

Apparel and accessory stores
Men's and boys' clothing and accessory stores
Women's clothing stores
Women's accessory and specialty stores
Family clothing stores
Children's and infants' wear stores
Miscellaneous apparel and accessory stores
Men's shoe stores
Women's shoe stores
Children's and juveniles' shoe stores
Family shoe stores

Furniture and homefurnishing stores

Furniture stores
Floor covering stores
Drapery, curtain, and upholstery stores
Miscellaneous homefurnishings stores
Household appliance stores

Subtotal
Radio, television, computer and electronics
Record and prerecorded tape stores
Musical instrument stores

Subtotal

Other Shopping Goods
Sporting goods and bicycle shops
Book stores
Stationary stores
Jewelry stores
Hobby, toy, and game shops
Camera and photographic supply stores
Gift, novelty, and souvenir shops
Luggage and leather goods stores
Sewing, needlework, and piece goods stores
Pet shops

Total Shop. Goods

1997

$58,562
49,334
47,929
1,871
8,763

20,580
2,619
6,779

801
5,152
620
756

0
1,324
0
2,528

27,785
8,287
3,067

120
1,538
1,468

14,479

10,429
2,130

747

13,305

16,449
3,695
1,268

151
3,870
2,730

486
2,419

97
915
819

$123,376

Appendix Table D-2 (Continued)

FRANKLIN CORNERS NEIGHBORHOOD CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010

(In Thousands of Dollars)

1998 1999 2000 2001 2002 2003 2004
$63,109 $68,010 $73,290 $78,981 $85,109 $91,593 $98,570
53,164 57,292 61,741 66,534 71,697 77,159 83,037
51,650 55,661 59,982 64,639 69,655 74,961 80,672
2,016 2,173 2,341 2,523 2,719 2,926 3,149
9,443 10,176 10,967 11,818 12,735 13,705 14,749
22,178 23,900 25,756 27,755 29,909 32,188 34,640
2,822 3,041 3,277 3,532 3,806 4,096 4,408
7,306 7,873 8,484 9,143 9,852 10,603 11,410
863 931 1,003 1,081 1,164 1,253 1,349
5,552 5,983 6,448 6,949 7,488 8,058 8,672
668 720 776 836 901 970 1,044
815 878 946 1,019 1,098 1,182 1,272
0 0 0 0 0 0 0
1,427 1,538 1,657 1,786 1,925 2,071 2,229
0 0 0 0 0 0 0
2,725 2,936 3,164 3,410 3,675 3,955 4,256
29,942 32,267 34,772 37,472 40,380 43,456 46,766
8,930 9,623 10,371 11,176 12,043 12,960 13,948
3,306 3,562 3,839 4,137 4,458 4,798 5,163
129 139 150 161 174 187 201
1,657 1,786 1,925 2,074 2,235 2,406 2,589
1,582 1,705 1,837 1,980 2,133 2,296 2,471
15,604 16,815 18,121 19,528 21,043 22,646 24,371
11,238 12,111 13,051 14,065 15,156 16,311 17,553
2,295 2,474 2,666 2,873 3,096 3,331 3,585
805 867 934 1,007 1,085 1,168 1,257
14,338 15,452 16,652 17,944 19,337 20,810 22,395
17,726 19,103 20,586 22,184 23,905 25,727 27,686
3,982 4,291 4,625 4,984 5,370 5,780 6,220
1,367 1,473 1,587 1,710 1,843 1,983 2,134
163 175 189 204 219 236 254
4,170 4,494 4,843 5,219 5,624 6,053 6,514
2,942 3,170 3,417 3,682 3,968 4,270 4,595
524 564 608 655 706 760 818
2,607 2,809 3,027 3,262 3,515 3,783 4,071
104 112 121 130 141 151 163
986 1,062 1,145 1,234 1,329 1,431 1,540
882 951 1,024 1,104 1,190 1,280 1,378
$132,956 $143,279 $154,404 $166,392 $179,303 $192,963 $207,662

2005

$106,078
89,362
86,817
3,389
15,873

37,278
4,743
12,280
1,451
9,333
1,123
1,369
0
2,399
0

4,580

50,329
15,010
5,556
216
2,786
2,659
26,228
18,890
3,858
1,352
24,101

29,795
6,694
2,297

273
7,010
4,945

880
4,381

175
1,657
1,483

$223,480

2006
$114,157
96,168
93,429
3,647
17,082

40,117
5,105
13,215
1,562
10,043
1,209
1,473
0
2,582
0

4,929

54,162
16,153
5,980
233
2,998
2,861
28,225
20,329
4,152
1,455
25,937

32,065
7,203
2,472

294
7,544
5,322

947
4,715

189
1,783
1,596

$240,501

2007

$122,851
103,492
100,544
3,925
18,383

43,173
5,493
14,221
1,681
10,808
1,301
1,586
0
2,778
0

5,304

58,287
17,384
6,435
251
3,227
3,079
30,375
21,877
4,468
1,566
27,912

34,507
7,752
2,660

317
8,118
5,727
1,019
5,074

203
1,919
1,717

$258,817

2008

$132,207
111,373
108,201
4,224
19,782

46,460
5,912
15,304
1,809
11,631
1,400
1,706
0
2,990
0

5,708

62,725
18,707
6,925
270
3,472
3,314
32,688
23,543
4,809
1,686
30,037

37,134
8,342
2,863

341
8,736
6,163
1,097
5,461

218
2,065
1,848

$278,526

2009

$142,273
119,853
116,439
4,545
21,289

49,998
6,362
16,470
1,947
12,517
1,507
1,836
0
3,217
0

6,143

67,501
20,132
7,452
290
3,737
3,566
35,177
25,336
5,175
1,814
32,324

39,962
8,977
3,081

367
9,402
6,632
1,181
5,876

235
2,222
1,989

$299,734

2010

$153,105
128,978
125,305
4,891
22,910

53,804
6,846
17,723
2,095
13,470
1,621
1,976
0
3,462
0

6,610

72,641
21,664
8,020
312
4,021
3,837
37,855
27,265
5,569
1,952
34,785

43,004
9,661
3,315

395

10,117
7,137
1,271
6,324

253
2,391
2,140

$322,555



Convenience Goods

Food stores
Grocery stores
Meat and fish (seafood) markets
Retail bakeries
Fruit and vegetable markets

Candy, nut, and confectionery stores

Dairy products stores
Miscellaneous food stores

Drug and proprietary stores
Liquor stores

Florists

Tobacco Stores and Stands
Hardware stores

Total Convenience Goods
Eating and drinking places

Eating Places
Drinking places

Source: McComb Group, Ltd.

1997

$87,545
83,185
1,043
1,760
532

464

44

517

21,533
5,519
1,210
99
4,420
120,227

46,125

30,750
15,375

Appendix Table D-2 (Continued)

FRANKLIN CORNERS NEIGHBORHOOD CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010

1998

$94,342
89,644
1,124
1,897
573

500

47

558

23,204
5,948
1,304
107
4,764
129,561

49,706

33,138
16,569

=
=)
©
©

$101,667
96,605
1,211
2,044
617

539

51

601

25,006
6,409
1,405
115
5,134
139,621

53,566

35,711
17,855

N
=]
1]
]

$109,561
104,105
1,305
2,203
665

581

55

647

26,948
6,907
1,514
124
5,532
150,462

57,725

38,483
19,242

(In Thousands of Dollars)

2001 2002
$118,068 $127,229
112,188 120,893
1,407 1,516
2,374 2,558
717 772
626 675
59 63
698 752
29,040 31,293
7,443 8,021
1,631 1,758
133 144
5,962 6,424
162,144 174,725
62,207 67,034
41,471 44,689
20,736 22,345

N
=]
=]
(=]

$136,922
130,103
1,631
2,753
831

726

68

809

33,677
8,632
1,892
155
6,914
188,037

72,141

48,094
24,047

$147,352
140,014
1,755
2,962
895

781

73

871

36,243
9,289
2,036
166
7,440
202,361

77,636

51,757
25,879

N
=]
=]
5

$158,576
150,679
1,889
3,188
963

841

79

937

39,003
9,997
2,191
179
8,007
217,774

83,550

55,700
27,850

N
=]
=]
=3

$170,654
162,155
2,033
3,431
1,036
905

85

1,008

41,974
10,758
2,358
193
8,617
234,361
89,913

59,942
29,971

N
=]
S
<

$183,650
174,505
2,188
3,692
1,115
974

91

1,085

45,171
11,578
2,538
207
9,273
252,209
96,760

64,507
32,253

N
=]
=]
&

$197,635
187,793
2,354
3,973
1,200
1,048
1,168
48,610
12,459
2,731
223
9,979
271,415
104,129

69,419
34,710

N
=]
=]
©

$212,684
202,093
2,534
4,276
1,291
1,128
106
1,257

52,312
13,408
2,939
240
10,739
292,081
112,058

74,705
37,353

2010

$228,877
217,479
2,727
4,601
1,390
1,214
114
1,353

56,295
14,429
3,162
258
11,557
314,320
120,589

80,393
40,196



Appendix Table D-2 (Continued)

FRANKLIN CORNERS NEIGHBORHOOD CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Other Misc. Retail $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0
Building materials and supply stores 22,497 24,244 26,126 28,155 30,341 32,695 35,186 37,866 40,751 43,854 47,194 50,788 54,655 58,816
Lumber and other building materials dealers 18,326 19,749 21,283 22,935 24,716 26,634 28,663 30,846 33,196 35,724 38,444 41,372 44,522 47,912
Paint, glass, and wallpaper stores 1,534 1,653 1,781 1,919 2,068 2,229 2,399 2,581 2,778 2,990 3,217 3,462 3,726 4,010
Retail nurseries, lawn and garden supply stores 2,637 2,842 3,063 3,300 3,557 3,833 4,125 4,439 4,777 5,141 5,532 5,954 6,407 6,895
Gasoline service stations 32,126 34,620 37,308 40,205 43,326 46,688 50,245 54,073 58,191 62,624 67,393 72,525 78,047 83,989
Automotive 108,888 117,343 126,454 136,273 146,853 158,248 170,304 183,277 197,237 212,259 228,424 245,819 264,536 284,677
New and used car dealers 97,500 105,070 113,228 122,020 131,494 141,697 152,492 164,108 176,608 190,059 204,533 220,109 236,869 254,903
Used car dealers 2,897 3,122 3,364 3,625 3,907 4,210 4,531 4,876 5,247 5,647 6,077 6,540 7,038 7,573
Subtotal 100,397 108,192 116,592 125,645 135,400 145,907 157,022 168,984 181,855 195,706 210,610 226,648 243,906 262,476
Auto and Home supply stores 4,653 5,014 5,404 5,823 6,275 6,762 7,278 7,832 8,429 9,070 9,761 10,505 11,304 12,165
Boat dealers 1,619 1,745 1,880 2,026 2,183 2,353 2,532 2,725 2,933 3,156 3,396 3,655 3,933 4,233
Recreational vehicle dealers 355 383 412 444 479 516 555 598 643 692 745 802 863 928

Motorcycle dealers 1,865 2,009 2,165 2,334 2,515 2,710 2,916 3,139 3,378 3,635 3,912 4,210 4,530 4,875



B E 8 MecComb
oog Group, Lid. DEMOGRAPHIC AND INCOME SNAPSHOT
Geographic Area: Franklin Corners Power Center Primary Trade Area 3/2/00
SNAPSHOT 1990 Census 1997 Estimated 2002 Projected 2007 Projected
Population 56,361 68,373 78,865 90,477
Households 20,129 24,773 28,783 33,264
Families 15,118 17,849 20,105 22,619
Per Capita Income $ 16,984 $ 22,011 $ 26,739 $ 31,851
Median Household Income $ 44,423 $ 57,976 $ 68,663 $ 80,453
Average Household Income $ 47,018 $ 60,022 $ 72,034 $ 84,739
Average Household Size 2.80 2.76 274 272
Annua Percent Change
TRENDS 1990 - 1997 1997 - 2002 2002 - 2007
Population 2.80 % 2.90 % 279 %
Households 3.01 3.05 2.94
Families 2.40 241 2.38
Median Household Income 3.88 3.44 3.22
Average Household Income 3.55 3.72 3.30
1990 Census 1997 Estimated 2002 Projected 2007 Projected
HOUSEHOLDSBY INCOME Number  Percent Number  Percent Number  Percent Number  Percent
Less than $15,000 2,463 122 % 2,061 8.3% 1,468 5.1 % 1,307 39%
$15,000 - $24,999 2,578 12.8 2,128 8.6 2,261 7.9 2,117 6.4
$25,000 - $34,999 3,223 16.0 2,061 8.3 2,252 7.8 2,171 6.5
$35,000 - $49,999 5,380 26.7 4,083 16.5 3,550 12.3 3,080 9.3
$50,000 - $74,999 3,941 19.6 7,358 29.7 7,572 26.3 7,214 21.7
$75,000 - $99,999 2,022 10.0 4,091 16.5 5,556 19.3 6,932 20.8
$100,000 - $149,999 292 14 2,079 8.4 4,326 15.0 7,353 221
$150,000 + 231 11 912 37 1,797 6.2 3,091 9.3
POPULATION BY AGE Number  Percent Number  Percent Number  Percent Number  Percent
0-4 3,697 6.6 % 4,346 6.4 % 4,473 57% 4,802 53%
5-13 7,006 124 8,808 129 10,390 13.2 12,044 13.3
14-20 5,160 9.2 5,756 8.4 4,982 6.3 5,019 5.5
21-24 3,287 5.8 3,369 49 3,577 45 3,715 4.1
25-34 9,981 17.7 10,706 15.7 15,217 19.3 17,873 19.8
35-44 9,484 16.8 12,762 18.7 16,276 20.6 19,833 21.9
45-54 6,798 121 9,711 14.2 8,629 10.9 9,680 10.7
55- 64 5,518 9.8 6,260 9.2 6,392 8.1 6,874 7.6
65-74 3,397 6.0 3,936 5.8 5,193 6.6 6,109 6.8
75-84 1,583 2.8 2,097 3.1 2,877 3.6 3,488 3.9
85+ 450 0.8 622 0.9 859 1.1 1,039 11
RACE AND ETHNICITY Number  Percent Number  Percent Number  Percent Number  Percent
White 54,094 96.0% 63,983 93.6% 70,389 89.3% 72,555 80.2 %
Black 1,039 1.8 2,678 3.9 5,853 7.4 13,186 14.6
Native American 224 0.4 309 0.5 393 0.5 499 0.6
Asian/Pacific Islander 698 1.2 999 15 1,488 1.9 2,500 2.8
Other Races 307 0.5 405 0.6 741 0.9 1,738 1.9
Hispanic (Any Race) 1,063 1.9 1,503 2.2 2,022 2.6 2,679 3.0

Source: U.S. Census, GDT and McComb Group, Ltd.




Merchandise Category

Shopping Goods
General Merchandise
Dept. Stores
Other
Subtotal

Apparel & Accessories
Furniture & Home Furnishings

Other Shopping Goods
Subtotal

Total Shopping Goods
Eating & Drinking

Convenience Goods
Food
Drug
Hardware
Liquor
Florist
Subtotal

Total

Source: McComb Group, Ltd.

1997

$73,021
16,201
$89,221

$31,354
42,331
25,061
$98,746

$187,967

70,273

$133,377
32,805
6,735
8,408
1.843
$183,168

$441,407

1998

$78,706
17.462
$96,168

$33,796
45,627
27,012
$106,434

$202,602

75,744

$143,761
35,360
7,259
9,063
1.986
$197,430

$475,776

Appendix Table D-3

FRANKLIN CORNERS POWER CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

1999 2000 2001 2002 2003 2004 2005
$84,835 $91,441 $98,561 $106,231 $114,347 $123,083 $132,486
18,822 20,288 21,867 23,569 25,370 27,308 29,394
$103,657 $111,728 $120,428 $129,800 $139,717 $150,391 $161,881
$36,427 $39,264 $42,321 $45,614 $49,099 $52,851 $56,888
49,180 53,009 57,137 61,583 66,288 71,353 76,804
29,115 31,382 33,826 36.458 39,244 42,242 45,469

$114,722 $123,655 $133,284 $143,656 $154,632 $166,445 $179,161
$218,379 $235,383 $253,712 $273,456 $294,349 $316,837 $341,042

81,642 88,000 94,852 102,233 110,044 118,452 127,501

$154,956 $167,022 $180,027 $194,037 $208,862 $224,820 $241,995
38,113 41,081 44,280 47,725 51,372 55,297 59,521
7,824 8,434 9,090 9,798 10,546 11,352 12,219
9,769 10,530 11,349 12,233 13,167 14,173 15,256
2,141 2.308 2.487 2.681 2.886 3.106 3.344

$212,803 $229,374 $247,234 $266,474 $286,834 $308,748 $332,335

$512,825 $552,757 $595,797 $642,163 $691,226 $744,036 $800,877

2006

$142,607
31,640
$174,247

$61,234
82,671
48,943
$192,847

$367,094

137,241

$260,481
64,068
13,153
16,421
3.599
$357,722

$862,057

2007

$153,500
34,056
$187,557

$65,911
88,986
52,681
$207,578

$395,135

147,724

$280,378
68,962
14,157
17,676
3.874
$385,047

$927,906

2008

$165,225
36.658
$201,883

$70,946
95,783
56,705
$223,434

$425,316

159,007

$301,794
74,229
15,239
19,026
4,170
$414,458

$998,782

2009

$177,845
39,458
$217,302

$76,365
103,098
61,036
$240,499

$457,801

171,152

$324,844
79,899
16,403
20,479
4.488
$446,113

$1,075,066

2010

$191,427
42,471
$233,898

$82,197
110,972
65,697
$258,867

$492,765

184,223

$349,654
86,001
17,655
22,043
4.831
$480,184

$1,157,172



Appendix Table D-3 (Continued)

FRANKLIN CORNERS POWER CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

Shopping Goods 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010
General merchandise stores $89,221 $96,168 $103,657 $111,728 $120,428 $129,800 $139,717 $150,391 $161,881 $174,247 $187,557 $201,883 $217,302 $233,898
Department stores (incl. leased depts.) 75,161 81,013 87,322 94,121 101,450 109,345 117,699 126,692 136,370 146,788 158,000 170,069 183,058 197,039
Department Stores (excl. leased depts.) 73,021 78,706 84,835 91,441 98,561 106,231 114,347 123,083 132,486 142,607 153,500 165,225 177,845 191,427
Variety stores 2,850 3,072 3,311 3,569 3,847 4,147 4,463 4,804 5171 5,567 5,992 6,449 6,942 7,472
Miscellaneous general merchandise stores 13,350 14,390 15,510 16,718 18,020 19,422 20,906 22,503 24,223 26,073 28,065 30,208 32,516 34,999
Apparel and accessory stores 31,354 33,796 36,427 39,264 42,321 45,614 49,099 52,851 56,888 61,234 65,911 70,946 76,365 82,197
Men's and boys' clothing and accessory stores 3,990 4,300 4,635 4,996 5,385 5,804 6,247 6,725 7,238 7,791 8,387 9,027 9,717 10,459
Women's clothing stores 10,328 11,132 11,999 12,934 13,941 15,026 16,174 17,409 18,739 20,171 21,712 23,370 25,155 27,076
Women's accessory and specialty stores 1,221 1,316 1,418 1,529 1,648 1,776 1,912 2,058 2,215 2,384 2,566 2,762 2,973 3,200
Family clothing stores 7,849 8,461 9,119 9,830 10,595 11,419 12,292 13,231 14,242 15,330 16,501 17,761 19,118 20,578
Children's and infants' wear stores 945 1,018 1,098 1,183 1,275 1,375 1,480 1,593 1,714 1,845 1,986 2,138 2,301 2,477
Miscellaneous apparel and accessory stores 1,152 1,241 1,338 1,442 1,554 1,675 1,803 1,941 2,089 2,249 2,421 2,606 2,805 3,019
Men's shoe stores 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Women's shoe stores 2,018 2,175 2,344 2,527 2,723 2,935 3,160 3,401 3,661 3,940 4,241 4,565 4,914 5,289
Children's and juveniles' shoe stores 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Family shoe stores 3,852 4,152 4,475 4,824 5,200 5,604 6,032 6,493 6,989 7,523 8,098 8,716 9,382 10,099
Furniture and homefurnishing stores 42,331 45,627 49,180 53,009 57,137 61,583 66,288 71,353 76,804 82,671 88,986 95,783 103,098 110,972
Furniture stores 12,625 13,608 14,667 15,810 17,041 18,367 19,770 21,280 22,906 24,656 26,539 28,566 30,748 33,097
Floor covering stores 4,673 5,037 5,429 5,852 6,308 6,799 7,318 7,877 8,479 9,127 9,824 10,575 11,382 12,251
Drapery, curtain, and upholstery stores 182 196 212 228 246 265 285 307 330 356 383 412 443 477
Miscellaneous homefurnishings stores 2,343 2,526 2,722 2,934 3,163 3,409 3,669 3,950 4,252 4,576 4,926 5,302 5,707 6,143
Household appliance stores 2,236 2,410 2,598 2,800 3,018 3,253 3,502 3,769 4,057 4,367 4,701 5,060 5,446 5,862
Subtotal 22,060 23,777 25,629 27,625 29,776 32,093 34,545 37,184 40,025 43,082 46,373 49,915 53,728 57,831
Radio, television, computer and electronics 15,888 17,125 18,459 19,896 21,446 23,115 24,881 26,781 28,827 31,030 33,400 35,951 38,697 41,652
Record and prerecorded tape stores 3,245 3,498 3,770 4,064 4,380 4,721 5,082 5,470 5,888 6,338 6,822 7,343 7,904 8,507
Musical instrument stores 1,138 1,226 1,322 1,424 1,535 1,655 1,781 1,917 2,064 2,222 2,391 2,574 2,770 2,982
Subtotal 20,271 21,849 23,551 25,385 27,361 29,490 31,744 34,169 36,779 39,589 42,613 45,868 49,371 53,142
Other Shopping Goods 25,061 27,012 29,115 31,382 33,826 36,458 39,244 42,242 45,469 48,943 52,681 56,705 61,036 65,697
Sporting goods and bicycle shops 5,630 6,068 6,541 7,050 7,599 8,190 8,816 9,490 10,215 10,995 11,835 12,739 13,712 14,759
Book stores 1,932 2,082 2,245 2,419 2,608 2,811 3,025 3,256 3,505 3,773 4,061 4,371 4,705 5,065
Stationary stores 230 248 267 288 310 335 360 388 417 449 484 520 560 603
Jewelry stores 5,896 6,355 6,850 7,383 7,958 8,577 9,233 9,938 10,697 11,514 12,394 13,341 14,360 15,456
Hobby, toy, and game shops 4,159 4,483 4,832 5,208 5,614 6,051 6,513 7,011 7,546 8,123 8,743 9,411 10,130 10,904
Camera and photographic supply stores 740 798 860 927 999 1,077 1,159 1,248 1,343 1,446 1,556 1,675 1,803 1,941
Gift, novelty, and souvenir shops 3,685 3,972 4,281 4,615 4,974 5,361 5771 6,212 6,686 7,197 7,747 8,339 8,976 9,661
Luggage and leather goods stores 147 159 171 185 199 214 231 248 267 288 310 333 359 386
Sewing, needlework, and piece goods stores 1,394 1,502 1,619 1,745 1,881 2,027 2,182 2,349 2,529 2,722 2,930 3,153 3,394 3,653
Pet shops 1,247 1,344 1,449 1,562 1,683 1,814 1,953 2,102 2,263 2,436 2,622 2,822 3,037 3,269

Total Shop. Goods $187,967 $202,602 $218,379 $235,383 $253,712 $273,456 $294,349 $316,837 $341,042 $367,094 $395,135 $425,316 $457,801 $492,765



Appendix Table D-3 (Continued)

FRANKLIN CORNERS POWER CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

Convenience Goods 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010
Food stores $133,377 $143,761 $154,956 $167,022 $180,027 $194,037 $208,862 $224,820 $241,995 $260,481 $280,378 $301,794 $324,844 $349,654
Grocery stores 126,735 136,602 147,240 158,705 171,062 184,375 198,462 213,624 229,944 247,509 266,416 286,765 308,668 332,242
Meat and fish (seafood) markets 1,589 1,713 1,846 1,990 2,145 2,312 2,488 2,678 2,883 3,103 3,340 3,595 3,870 4,165
Retail bakeries 2,681 2,890 3,115 3,358 3,619 3,901 4,199 4,520 4,865 5,237 5,637 6,067 6,531 7,029
Fruit and vegetable markets 810 873 941 1,014 1,093 1,178 1,268 1,365 1,469 1,581 1,702 1,832 1,972 2,123
Candy, nut, and confectionery stores 707 762 822 886 955 1,029 1,107 1,192 1,283 1,381 1,487 1,600 1,722 1,854
Dairy products stores 66 72 7 83 920 97 104 112 120 130 140 150 162 174
Miscellaneous food stores 788 850 916 987 1,064 1,147 1,234 1,329 1,430 1,539 1,657 1,783 1,920 2,066
Drug and proprietary stores 32,805 35,360 38,113 41,081 44,280 47,725 51,372 55,297 59,521 64,068 68,962 74,229 79,899 86,001
Liquor stores 8,408 9,063 9,769 10,530 11,349 12,233 13,167 14,173 15,256 16,421 17,676 19,026 20,479 22,043
Florists 1,843 1,986 2,141 2,308 2,487 2,681 2,886 3,106 3,344 3,599 3,874 4,170 4,488 4,831
Tobacco Stores and Stands 151 162 175 189 203 219 236 254 273 294 317 341 367 395
Hardware stores 6,735 7,259 7,824 8,434 9,090 9,798 10,546 11,352 12,219 13,153 14,157 15,239 16,403 17,655
Total Convenience Goods 183,168 197,430 212,803 229,374 247,234 266,474 286,834 308,748 332,335 357,722 385,047 414,458 446,113 480,184
Eating and drinking places 70,273 75,744 81,642 88,000 94,852 102,233 110,044 118,452 127,501 137,241 147,724 159,007 171,152 184,223
Eating Places 46,848 50,496 54,428 58,666 63,235 68,155 73,363 78,968 85,000 91,494 98,483 106,005 114,101 122,816
Drinking places 23,424 25,248 27,214 29,333 31,617 34,078 36,681 39,484 42,500 45,747 49,241 53,002 57,051 61,408

Source: McComb Group, Ltd.



Appendix Table D-3 (Continued)

FRANKLIN CORNERS POWER CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Other Misc. Retail $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0
Building materials and supply stores 34,275 36,944 39,820 42,921 46,263 49,863 53,673 57,774 62,187 66,938 72,051 77,554 83,478 89,853
Lumber and other building materials dealers 27,920 30,094 32,438 34,964 37,686 40,619 43,722 47,063 50,658 54,528 58,693 63,176 68,001 73,195
Paint, glass, and wallpaper stores 2,337 2,519 2,715 2,926 3,154 3,399 3,659 3,939 4,240 4,563 4,912 5,287 5,691 6,126
Retail nurseries, lawn and garden supply stores 4,018 4,331 4,668 5,031 5,423 5,845 6,292 6,772 7,290 7,847 8,446 9,091 9,786 10,533
Gasoline service stations 48,944 52,755 56,863 61,291 66,063 71,204 76,645 82,500 88,803 95,587 102,888 110,747 119,206 128,310
Automotive 165,894 178,811 192,735 207,743 223,918 241,344 259,784 279,631 300,993 323,987 348,735 375,372 404,042 434,900
New and used car dealers 148,543 160,109 172,577 186,015 200,499 216,102 232,613 250,384 269,512 290,101 312,261 336,112 361,783 389,414
Used car dealers 4,413 4,757 5,127 5,527 5,957 6,421 6,911 7,439 8,007 8,619 9,278 9,986 10,749 11,570
Subtotal 152,956 164,866 177,704 191,541 206,456 222,522 239,524 257,823 277,520 298,720 321,538 346,098 372,532 400,983
Auto and Home supply stores 7,089 7,641 8,236 8,877 9,569 10,313 11,101 11,949 12,862 13,845 14,902 16,041 17,266 18,585
Boat dealers 2,466 2,659 2,866 3,089 3,329 3,588 3,862 4,158 4,475 4,817 5,185 5,581 6,007 6,466
Recreational vehicle dealers 541 583 629 677 730 787 847 912 982 1,057 1,137 1,224 1,318 1,418

Motorcycle dealers 2,841 3,062 3,301 3,558 3,835 4,133 4,449 4,789 5,154 5,548 5,972 6,428 6,919 7,448



B E 8 MecComb
oog Group, Lid. DEMOGRAPHIC AND INCOME SNAPSHOT
Geographic Area: Whitnall View Primary Trade Area 3/2/00
SNAPSHOT 1990 Census 1997 Estimated 2002 Projected 2007 Projected
Population 30,517 34,766 37,667 40,755
Households 10,938 12,642 13,848 15,151
Families 8,538 9,430 9,980 10,602
Per Capita Income $ 16,801 $ 21,324 $ 25914 $ 30,912
Median Household Income $ 46,814 $ 61,033 $ 72,720 $ 85282
Average Household Income $ 51,091 $ 65,000 $ 78130 $ 91,895
Average Household Size 2.79 275 272 2.69
Annua Percent Change
TRENDS 1990 - 1997 1997 - 2002 2002 - 2007
Population 1.88 % 1.62 % 1.59 %
Households 2.09 1.84 181
Families 143 114 122
Median Household Income 3.86 3.57 3.24
Average Household Income 3.52 3.72 3.30
1990 Census 1997 Estimated 2002 Projected 2007 Projected
HOUSEHOLDSBY INCOME Number  Percent Number  Percent Number  Percent Number  Percent
Less than $15,000 1,040 9.5 % 765 6.1 % 517 3.7% 439 29 %
$15,000 - $24,999 1,367 125 872 6.9 763 5.5 651 4.3
$25,000 - $34,999 1,427 13.0 1,025 8.1 951 6.9 765 5.1
$35,000 - $49,999 2,954 27.0 1,780 14.1 1,684 12.2 1,372 9.1
$50,000 - $74,999 2,303 21.1 3,889 30.8 3,479 25.1 3,004 19.8
$75,000 - $99,999 1,452 133 2,250 17.8 2,791 20.2 3,302 21.8
$100,000 - $149,999 179 16 1,428 11.3 2,467 17.8 3,661 24.2
$150,000 + 216 2.0 633 5.0 1,195 8.6 1,956 129
POPULATION BY AGE Number  Percent Number  Percent Number  Percent Number  Percent
0-4 1,991 6.5 % 2,183 6.3 % 2,103 5.6 % 2,130 52 %
5-13 3,915 12.8 4,567 13.1 5,045 134 5,491 135
14-20 2,712 8.9 2,852 8.2 2,320 6.2 2,208 5.4
21-24 1,453 4.8 1,390 4.0 1,417 3.8 1,391 3.4
25-34 4,917 16.1 4,938 14.2 6,651 17.7 7,370 18.1
35-44 5,301 174 6,629 19.1 7,991 21.2 9,167 225
45-54 3,744 12.3 5,046 145 4,299 114 4,575 11.2
55- 64 3,149 10.3 3,369 9.7 3,281 8.7 3,347 8.2
65-74 2,015 6.6 2,172 6.2 2,590 6.9 2,848 7.0
75-84 998 3.3 1,205 35 1,471 3.9 1,663 4.1
85+ 321 1.1 416 12 499 13 566 14
RACE AND ETHNICITY Number  Percent Number  Percent Number  Percent Number  Percent
White 29,992 983 % 33,599 96.6 % 35,281 93.7% 35571 87.3%
Black 58 0.2 548 1.6 1,484 3.9 3,608 8.9
Native American 60 0.2 81 0.2 104 0.3 140 0.3
Asian/Pacific |lander 303 1.0 400 11 553 15 875 2.1
Other Races 104 0.3 138 0.4 246 0.7 561 14
Hispanic (Any Race) 318 1.0 443 13 591 16 765 1.9

Source: U.S. Census, GDT and McComb Group, Ltd.




Appendix Table D-4

WHITNALL VIEW PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

Merchandise Category 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010
Shopping Goods
General Merchandise
Dept. Stores $38,385 $40,893 $43,565 $46,412 $49,444 $52,673 $56,085 $59,719 $63,587 $67,706 $72,091 $76,760 $81,732 $87,024
Other 8,516 9.073 9.666 10,297 10.970 11.686 12,443 13.249 14,108 15.022 15,995 17.030 18,133 19.308
Subtotal $46,901 $49,966 $53,231 $56,709 $60,414 $64,359 $68,529 $72,968 $77,695 $82,727 $88,086 $93,791 $99,865 $106,332
Apparel & Accessories $16,482 $17,559 $18,706 $19,929 $21,231 $22,617 $24,082 $25,643 $27,304 $29,072 $30,955 $32,960 $35,095 $37,367
Furniture & Home Furnishings 22,252 23,706 25,255 26,905 28,663 30,535 32,513 34,620 36,862 39,250 41,792 44,499 47,381 50,449
Other Shopping Goods 13,174 14,034 14,951 15,928 16.969 18.077 19,248 20,495 21,823 23,237 24,742 26,344 28,050 29.867
Subtotal $51,908 $55,300 $58,913 $62,763 $66,863 $71,229 $75,844 $80,757 $85,989 $91,559 $97,489 $103,803 $110,526 $117,683
Total Shopping Goods $98,810 $105,265 $112,144 $119,471 $127,278 $135,588 $144,373 $153,725 $163,684 $174,286 $185,575 $197,594 $210,391 $224,015
Eating & Drinking 36,941 39,354 41,926 44,665 47,584 50,691 53,975 57,471 61,194 65,158 69,378 73,872 78,656 83,750

Convenience Goods

Food $70,113 $74,694 $79,574 $84,774 $90,313 $96,210 $102,443 $109,080 $116,146 $123,669 $131,679 $140,208 $149,288 $158,956
Drug 17,245 18,372 19,572 20,851 22,213 23,664 25,197 26,829 28,567 30,418 32,388 34,485 36,719 39,097
Hardware 3,540 3,772 4,018 4,281 4,560 4,858 5,173 5,508 5,865 6,244 6,649 7,080 7,538 8,026
Liquor 4,420 4,709 5,017 5,344 5,694 6,065 6,458 6,877 7,322 7,796 8,301 8,839 9,412 10,021
Florist 969 1.032 1.099 1171 1.248 1.329 1415 1.507 1.605 1.709 1.819 1.937 2.063 2.196
Subtotal $96,287 $102,578 $109,281 $116,421 $124,028 $132,127 $140,687 $149,801 $159,505 $169,836 $180,837 $192,549 $205,019 $218,296
Total $232,037 $247,197 $263,350 $280,558 $298,889 $318,406 $339,034 $360,997 $384,382 $409,280 $435,790 $464,015 $494,065 $526,061

Source: McComb Group, Ltd.



Shopping Goods

General merchandise stores
Department stores (incl. leased depts.)
Department Stores (excl. leased depts.)
Variety stores
Miscellaneous general merchandise stores

Apparel and accessory stores
Men's and boys' clothing and accessory stores
Women's clothing stores
Women's accessory and specialty stores
Family clothing stores
Children's and infants' wear stores
Miscellaneous apparel and accessory stores
Men's shoe stores
Women's shoe stores
Children's and juveniles' shoe stores
Family shoe stores

Furniture and homefurnishing stores

Furniture stores
Floor covering stores
Drapery, curtain, and upholstery stores
Miscellaneous homefurnishings stores
Household appliance stores

Subtotal
Radio, television, computer and electronics
Record and prerecorded tape stores
Musical instrument stores

Subtotal

Other Shopping Goods
Sporting goods and bicycle shops
Book stores
Stationary stores
Jewelry stores
Hobby, toy, and game shops
Camera and photographic supply stores
Gift, novelty, and souvenir shops
Luggage and leather goods stores
Sewing, needlework, and piece goods stores
Pet shops

Total Shop. Goods

1997

$46,901
39,510
38,385
1,498
7,018

16,482
2,097
5,429

642
4,126
497
605

0
1,061
0

2,025

22,252
6,637
2,457

96
1,232
1,176

11,596
8,352
1,706

598

10,656

13,174
2,959
1,016

121
3,099
2,186

389
1,937

7
733
656

$98,810

=
o
©
3

$49,966
42,092
40,893
1,596
7477

17,559
2,234
5,784

684
4,396
529
645

0
1,130
0

2,157

23,706
7,070
2,617

102
1,312
1,252

12,354
8,898
1,817

637

11,352

14,034
3,153
1,082

129
3,302
2,329

415
2,064

83

780
698

$105,265
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WHITNALL VIEW PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010

1999

$53,231
44,842
43,565
1,701
7,965

18,706
2,380
6,162

728
4,683
564
687

0
1,204
0
2,298

25,255
7,532
2,788

109
1,398
1,334

13,161
9,479
1,936

679

12,094

14,951
3,359
1,153

137
3,518
2,481

442
2,199

88
831
744

$112,144

2000

$56,709
47,772
46,412
1,812
8,486

19,929
2,536
6,565

776
4,989
601
732

0
1,282
0

2,448

26,905
8,024
2,970

116
1,489
1421

14,021

10,099
2,063

723

12,884

15,928
3,578
1,228

146
3,747
2,644

471
2,342

94

886
793

$119,471

2001

$60,414
50,894
49,444
1,930
9,040

21,231
2,701
6,994

827
5,315
640
780

0
1,366
0

2,608

28,663
8,549
3,164

123
1,587
1,514

14,937

10,758
2,197

770

13,726

16,969
3,812
1,308

156
3,992
2,816

501
2,495

100

944

844

$127,278

(In Thousands of Dollars)

2002

$64,359
54,217
52,673
2,056
9,630

22,617
2,878
7,450

881
5,662
682
831

0
1,455
0

2,779

30,535
9,107
3,371

131
1,690
1,613

15,913

11,461
2,341

821

14,622

18,077
4,061
1,394

166
4,253
3,000

534
2,658

106
1,005

900

$135,588

2003

$68,529
57,729
56,085
2,189
10,254

24,082
3,064
7,933

938
6,029
726
884

0
1,550
0

2,959

32,513
9,697
3,589

140
1,800
1,718

16,944

12,203
2,493

874

15,570

19,248
4,324
1,484

177
4,528
3,195

569
2,831

113
1,070

958

$144,373

$72,968
61,469
59,719
2,331
10,918

25,643
3,263
8,447

998
6,420
773
942

0
1,650
0

3,150

34,620
10,325
3,822
149
1,916
1,829
18,041
12,994
2,654
930
16,578

20,495
4,604
1,580

188
4,822
3,402

606
3,014

121
1,140
1,020

$153,725

2005

$77,695
65,451
63,587
2,482
11,626

27,304
3,474
8,994
1,063
6,835

823
1,003
0
1,757
0

3,355

36,862
10,994
4,070
159
2,041
1,947
19,210
13,836
2,826
991
17,652

21,823
4,903
1,682

200
5,134
3,622

645
3,209

128
1,214
1,086

$163,684

2006

$82,727
69,691
67,706
2,643
12,379

29,072
3,699
9,577
1,132
7,278

876
1,068
0
1,871
0

3,572

39,250
11,706
4,333
169
2,173
2,073
20,454
14,732
3,009
1,055
18,796

23,237
5,220
1,791

213
5,467
3,856

686
3,417

137
1,292
1,156

$174,286

2007

$88,086
74,205
72,091
2,814
13,181

30,955
3,939
10,197
1,205
7,750
933
1,137
0
1,992
0

3,803

41,792
12,464
4,614
180
2,313
2,208
21,779
15,686
3,204
1,123
20,013

24,742
5,558
1,907

227
5,821
4,106

731
3,638

145
1,376
1,231

$185,575

2008

$93,791
79,011
76,760
2,996
14,034

32,960
4,194
10,857
1,283
8,252
993
1,211
0
2,121
0

4,050

44,499
13,271
4,913
191
2,463
2,351
23,190
16,702
3,411
1,196
21,309

26,344
5,918
2,031

242
6,198
4,372

778
3,874

155
1,465
1,311

$197,594

2009

$99,865
84,128
81,732
3,190
14,943

35,095
4,465
11,560
1,366
8,786
1,058
1,289
0
2,258
0

4,312

47,381
14,131
5,231
204
2,623
2,503
24,691
17,784
3,632
1,273
22,689

28,050
6,301
2,162

257
6,599
4,655

829
4,125

165
1,560
1,396

$210,391

2010

$106,332
89,576
87,024
3,397
15,911

37,367
4,755
12,309
1,455
9,355
1,126
1,372
0
2,405
0

4,591

50,449
15,046
5,570
217
2,793
2,665
26,290
18,935
3,868
1,356
24,159

29,867
6,710
2,302

274
7,027
4,957

882
4,392

176
1,661
1,486

$224,015



Convenience Goods

Food stores
Grocery stores
Meat and fish (seafood) markets
Retail bakeries
Fruit and vegetable markets

Candy, nut, and confectionery stores

Dairy products stores
Miscellaneous food stores

Drug and proprietary stores
Liquor stores

Florists

Tobacco Stores and Stands
Hardware stores

Total Convenience Goods
Eating and drinking places

Eating Places
Drinking places

Source: McComb Group, Ltd.

1997

$70,113
66,621
835
1,410
426

372

35

414

17,245
4,420
969

79
3,540
96,287
36,941

24,627
12,314

1998

$74,694
70,974
890
1,502
453

396

37

441

18,372
4,709
1,032
84
3,772
102,578

39,354

26,236
13,118
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WHITNALL VIEW PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010

1999

$79,574
75,612
948
1,600
483

422

40

470

19,572
5,017
1,099
90
4,018
109,281

41,926

27,950
13,975

2000

$84,774
80,552
1,010
1,704
515

450

42

501

20,851
5,344
1,171
96
4,281
116,421

44,665

29,777
14,888

(In Thousands of Dollars)

2001 2002
$90,313 $96,210
85,816 91,419
1,076 1,146
1,816 1,934
548 584
479 510
45 48
534 569
22,213 23,664
5,694 6,065
1,248 1,329
102 109
4,560 4,858
124,028 132,127
47,584 50,691
31,722 33,794
15,861 16,897

N
=]
=]
(=]

$102,443
97,342
1,220
2,059
622

543

51

605

25,197
6,458
1,415
116
5,173
140,687

53,975

35,983
17,992

$109,080
103,648
1,299
2,193
662

578

54

645

26,829
6,877
1,507
123
5,508
149,801

57,471

38,314
19,157

N
=]
=]
5

$116,146
110,362
1,384
2,335
705

616

58

686

28,567
7,322
1,605
131
5,865
159,505

61,194

40,796
20,398

N
=]
=]
=3

$123,669
117,511
1,473
2,486
751

656

62

731

30,418
7,796
1,709
140
6,244
169,836

65,158

43,439
21,719

N
=]
S
<

$131,679
125,122
1,569
2,647
799

698

66

778

32,388
8,301
1,819
149
6,649
180,837

69,378

46,252
23,126

N
=]
=]
&

$140,208
133,226
1,670
2,819
851

743

70

829

34,485
8,839
1,937
158
7,080
192,549

73,872

49,248
24,624

N
=]
=]
©

$149,288
141,854
1,778
3,001
906

792

74

882

36,719
9,412
2,063
169
7,538
205,019

78,656

52,437
26,219

N
=]
2
o

$158,956
151,040
1,894
3,196
965

843

79

939

39,097
10,021
2,196
180
8,026
218,296
83,750

55,833
27,917



Appendix Table D-4 (Continued)

WHITNALL VIEW PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Other Misc. Retail $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0
Building materials and supply stores 18,017 19,195 20,449 21,785 23,208 24,724 26,326 28,031 29,847 31,780 33,839 36,030 38,364 40,848
Lumber and other building materials dealers 14,677 15,636 16,658 17,746 18,906 20,140 21,445 22,834 24,313 25,888 27,565 29,350 31,251 33,275
Paint, glass, and wallpaper stores 1,228 1,309 1,394 1,485 1,582 1,686 1,795 1,911 2,035 2,167 2,307 2,456 2,615 2,785
Retail nurseries, lawn and garden supply stores 2,112 2,250 2,397 2,554 2,721 2,898 3,086 3,286 3,499 3,725 3,967 4,224 4,497 4,788
Gasoline service stations 25,729 27,410 29,201 31,109 33,142 35,306 37,593 40,028 42,621 45,382 48,321 51,451 54,783 58,331
Automotive 87,206 92,904 98,975 105,442 112,332 119,666 127,419 135,674 144,462 153,820 163,783 174,390 185,685 197,709
New and used car dealers 78,085 83,187 88,623 94,414 100,583 107,150 114,092 121,483 129,353 137,732 146,653 156,151 166,264 177,031
Used car dealers 2,320 2,472 2,633 2,805 2,988 3,184 3,390 3,609 3,843 4,092 4,357 4,639 4,940 5,260
Subtotal 80,405 85,659 91,256 97,219 103,571 110,334 117,482 125,093 133,196 141,824 151,010 160,790 171,204 182,291
Auto and Home supply stores 3,727 3,970 4,229 4,506 4,800 5,114 5,445 5,798 6,173 6,573 6,999 7,452 7,935 8,449
Boat dealers 1,297 1,381 1,472 1,568 1,670 1,779 1,894 2,017 2,148 2,287 2,435 2,593 2,761 2,940
Recreational vehicle dealers 284 303 323 344 366 390 416 442 471 502 534 569 606 645

Motorcycle dealers 1,493 1,591 1,695 1,806 1,924 2,049 2,182 2,323 2,474 2,634 2,805 2,986 3,180 3,386



B E 8 MecComb
oog Group, Lid. DEMOGRAPHIC AND INCOME SNAPSHOT
Geographic Area: Crossroads Primary Trade Area 3/2/00
SNAPSHOT 1990 Census 1997 Estimated 2002 Projected 2007 Projected
Population 7,145 9,448 11,375 13,334
Households 2,366 3,145 3,797 4,466
Families 1,847 2,346 2,736 3,125
Per Capita Income $ 16,801 $ 21,324 $ 25914 $ 30,912
Median Household Income $ 43,028 $ 59,561 $ 68,663 $ 80,799
Average Household Income $ 51,581 $ 63,455 $ 75,348 $ 87,857
Average Household Size 3.02 3.00 3.00 2.99
Annua Percent Change
TRENDS 1990 - 1997 1997 - 2002 2002 - 2007
Population 4.07 % 3.78 % 323 %
Households 415 3.84 3.30
Families 3.48 3.13 2.69
Median Household Income 475 2.89 331
Average Household Income 3.00 3.50 312
1990 Census 1997 Estimated 2002 Projected 2007 Projected
HOUSEHOLDSBY INCOME Number  Percent Number  Percent Number  Percent Number  Percent
Less than $15,000 147 6.2 % 185 5.9 % 161 4.2 % 159 3.6 %
$15,000 - $24,999 319 135 182 5.8 158 4.2 162 3.6
$25,000 - $34,999 382 16.1 294 9.3 259 6.8 192 4.3
$35,000 - $49,999 679 28.7 547 174 556 14.6 460 10.3
$50,000 - $74,999 506 21.4 993 31.6 1,067 28.1 1,055 23.6
$75,000 - $99,999 248 105 539 17.1 764 20.1 1,015 22.7
$100,000 - $149,999 46 2.0 268 8.5 591 15.6 1,012 22.7
$150,000 + 38 1.6 138 4.4 240 6.3 411 9.2
POPULATION BY AGE Number  Percent Number  Percent Number  Percent Number  Percent
0-4 475 6.6 % 606 6.4 % 641 5.6 % 700 53%
5-13 922 129 1,256 13.3 1,519 134 1,787 134
14-20 661 9.2 804 8.5 729 6.4 751 5.6
21-24 446 6.2 496 5.2 536 4.7 566 4.2
25-34 1,445 20.2 1,660 17.6 2,371 20.8 2,815 21.1
35-44 1,393 195 2,018 21.4 2,602 22.9 3,211 24.1
45-54 739 10.3 1,182 125 1,120 9.8 1,300 9.8
55- 64 582 8.2 744 7.9 819 7.2 913 6.8
65-74 345 4.8 455 4.8 656 5.8 800 6.0
75-84 115 1.6 185 2.0 304 27 387 29
85+ 23 0.3 41 0.4 79 0.7 103 0.8
RACE AND ETHNICITY Number  Percent Number  Percent Number  Percent Number  Percent
White 6,621 92.7 % 8,560 90.6 % 9,845 86.5% 10,410 78.1 %
Black 410 57 707 7.5 1,225 10.8 2,317 174
Native American 32 0.4 46 0.5 59 0.5 74 0.6
Asian/Pacific |lander 53 0.7 91 1.0 156 14 302 2.3
Other Races 29 0.4 44 0.5 90 0.8 231 1.7
Hispanic (Any Race) 124 1.7 196 21 276 24 370 2.8

Source: U.S. Census, GDT and McComb Group, Ltd.




Merchandise Category

Shopping Goods
General Merchandise
Dept. Stores
Other
Subtotal

Apparel & Accessories
Furniture & Home Furnishings

Other Shopping Goods
Subtotal

Total Shopping Goods
Eating & Drinking

Convenience Goods
Food
Drug
Hardware
Liquor
Florist
Subtotal

Total

Source: McComb Group, Ltd.

1997

$9,464
2,100
$11,564

$4,064
5,486
3.248
$12,798

$24,362

9,108

$17,287
4,252
873
1,090
239
$23,740

$57,210

1998

$10,272
2,279
$12,551

$4,411
5,955
3.525
$13,891

$26,442

9,886

$18,763
4,615
947
1,183
259
$25,767

$62,095

1999

$11,149
2474
$13,623

$4,787
6,463
3.826
$15,077

$28,701

10,730

$20,365
5,009
1,028
1,284
281
$27,968

$67,398

CROSSROADS PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010

2000

$12,101
2,685
$14,786

$5,196
7,015
4,153
$16,365

$31,151

11,646

$22,104
5,437
1,116
1,394
305
$30,356

$73,153

Appendix Table D-5

(In Thousands of Dollars)

$13,135
2914
$16,049

$5,640
7,614
4.508
$17,762

$33,811

12,640

$23,991
5,901
1,211
1,512
331
$32,948

$79,399

2002

$14,255
3,163
$17,418

$6,121
8,264
4.892
$19,278

$36,696

13,719

$26,038
6,404
1,315
1,642
360
$35,759

$86,174

2003

$15,390
3.414
$18,804

$6,608
8,921
5.282
$20,811

$39,615

14,810

$28,110
6,914
1,419
1,772
388
$38,604

$93,030

2004

$16,614
3,686
$20,300

$7,134
9,631
5.702
$22,467

$42,767

15,989

$30,346
7,464
1,532
1,913
419
$41,675

$100,430

2005

$17,935
3.979
$21,914

$7,701
10,397
6.155
$24,254

$46,168

17,260

$32,760
8,058
1,654
2,065
453
$44,989

$108,418

2006

$19,362
4,296
$23,657

$8,314
11,224
6.645
$26,183

$49,840

18,633

$35,365
8,698
1,786
2,230
489
$48,567

$117,040

2007

$20,901
4,637
$25,538

$8,975
12,117
7.173
$28,264

$53,803

20,115

$38,177
9,390
1,928
2,407
528
$52,429

$126,346

2008

$22,563
5,006
$27,569

$9,688
13,080
7.744
$30,512

$58,080

21,714

$41,212
10,137
2,081
2,598
569
$56,597

$136,392

2009

$24,356
5,404
$29,760

$10,458
14,120
8.359
$32,937

$62,697

23,440

$44,488
10,942
2,246
2,805
615
$61,097

$147,234

2010

$26,292
5,833
$32,126

$11,290
15,242
9.023
$35,555

$67,680

25,303

$48,024
11,812
2,425
3,028
664
$65,953

$158,936



Shopping Goods

General merchandise stores
Department stores (incl. leased depts.)
Department Stores (excl. leased depts.)
Variety stores
Miscellaneous general merchandise stores

Apparel and accessory stores
Men's and boys' clothing and accessory stores
Women's clothing stores
Women's accessory and specialty stores
Family clothing stores
Children's and infants' wear stores
Miscellaneous apparel and accessory stores
Men's shoe stores
Women's shoe stores
Children's and juveniles' shoe stores
Family shoe stores

Furniture and homefurnishing stores

Furniture stores
Floor covering stores
Drapery, curtain, and upholstery stores
Miscellaneous homefurnishings stores
Household appliance stores

Subtotal
Radio, television, computer and electronics
Record and prerecorded tape stores
Musical instrument stores

Subtotal

Other Shopping Goods
Sporting goods and bicycle shops
Book stores
Stationary stores
Jewelry stores
Hobby, toy, and game shops
Camera and photographic supply stores
Gift, novelty, and souvenir shops
Luggage and leather goods stores
Sewing, needlework, and piece goods stores
Pet shops

Total Shop. Goods

1997

$11,564
9,742
9,464
369
1,730

4,064
517
1,339
158
1,017
122
149

0

262

0

499

5,486
1,636
606
24
304
290
2,859
2,059
421
147
2,627

3,248
730
250

30
764
539

96
478

19
181
162

$24,362

1998

$12,551
10,573
10,272
401
1,878

4,411
561
1,453
172
1,104
133
162

0

284

0

542

5,955
1,776
657
26
330
315
3,103
2,235
457
160
2,852

3,525
792
272

32
829
585
104
518

21
196
175

$26,442

Appendix Table D-5 (Continued)

CROSSROADS PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

1999

$13,623
11,476
11,149
435
2,038

4,787
609
1,577
186
1,199
144
176

0

308

0

588

6,463
1,928
714
28
358
341
3,368
2,426
495
174
3,095

3,826
860
295

35
900
635
113
563

22
213
190

$28,701

2000

$14,786
12,456
12,101
472
2,213

5,196
661
1,712
202
1,301
157
191

0

334

0

638

7,015
2,092
775
30
388
371
3,656
2,633
538
189
3,359

4,153
933
320

38
977
689
123
611

24
231
207

$31,151

2001

$16,049
13,520
13,135
513
2,401

5,640
718
1,858
220
1,412
170
207

0

363

0

693

7,614
2,271
841
33
422
402
3,968
2,858
584
205
3,646

4,508
1,013
348
41
1,061
748
133
663
27
251
224

$33,811

2002

$17,418
14,673
14,255
556
2,606

6,121
779
2,016
238
1,532
184
225

0

394

0

752

8,264
2,465
912
36
457
437
4,307
3,102
634
222
3,957

4,892
1,099
377
45
1,151
812
145
719
29
272
243

$36,696

2003

$18,804
15,841
15,390
601
2,814

6,608
841
2,177
257
1,654
199
243

0

425

0

812

8,921
2,661
985
38
494
471
4,649
3,349
684
240
4,272

5,282
1,187
407
48
1,243
877
156
777
31
294
263

$39,615

$20,300
17,101
16,614
649
3,038

7,134
908
2,350
278
1,786
215
262

459
876

9,631
2,872
1,063
41
533
509
5,019
3,615
738
259
4,612

5,702
1,281

52
1,341
946
168
838
34
317
284

$42,767

2005

$21,914
18,461
17,935
700
3,279

7,701
980
2,537
300
1,928
232
283

0

496

0

946

10,397
3,101
1,148

45
576
549

5,418
3,902
797
279
4,979

6,155
1,383
475
56
1,448
1,022
182
905
36
342
306

$46,168

2006

$23,657
19,929
19,362
756
3,540

8,314
1,058
2,739
324
2,081
251
305

0

535

0
1,021

11,224
3,348
1,239

48
621
593

5,849
4,213
860
302
5,375

6,645
1,493
512
61
1,563
1,103
196
977
39
370
331

$49,840

2007

$25,538
21,514
20,901
816
3,821

8,975
1,142
2,956
349
2,247
270
330

0

578

0
1,103

12,117
3,614
1,338

52
671
640

6,314
4,548
929
326
5,802

7173
1,611
553
66
1,688
1,191
212
1,055
42
399
357

$53,803

2008

$27,569
23,224
22,563
881
4,125

9,688
1,233
3,191
377
2,425
292
356

0

623

0
1,190

13,080
3,901
1,444
56
724
691
6,816
4,909
1,003

351
6,264

7,744
1,740
597
71
1,822
1,285
229
1,139
46
431
385

$58,080

2009

$29,760
25,070
24,356
951
4,453

10,458
1,331
3,445

407
2,618
315
384

0

673

0
1,285

14,120
4,211
1,559
61
782
746
7,358
5,300
1,082

379
6,762

8,359
1,878
644
7
1,967
1,387
247
1,229
49
465
416

$62,697

2010

$32,126
27,063
26,292
1,026
4,807

11,290
1,436
3,719

440
2,826
340
415

0

726

0
1,387

15,242
4,546
1,683
66
844
805
7,943
5,721
1,168

410
7,299

9,023
2,027
696
83
2,123
1,498
267
1,327
53
502
449

$67,680



Convenience Goods

Food stores
Grocery stores
Meat and fish (seafood) markets
Retail bakeries
Fruit and vegetable markets

Candy, nut, and confectionery stores

Dairy products stores
Miscellaneous food stores

Drug and proprietary stores
Liquor stores

Florists

Tobacco Stores and Stands
Hardware stores

Total Convenience Goods
Eating and drinking places

Eating Places
Fast Food

Source: McComb Group, Ltd.

1997

$17,287
16,426
206

348

105

92

9

102

4,252
1,090
239

20

873
23,740
9,108

6,072
3,036

1998

$18,763
17,829
224

377

114

99

9

111

4,615
1,183
259

21

947
25,767
9,886

6,590
3,295

Appendix Table D-5 (Continued)

CROSSROADS PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010

1999

$20,365
19,351
243

409

124

108

10

120

5,009
1,284
281

23
1,028
27,968
10,730

7,153
3,577

2000

$22,104
21,003
263

444

134

117

11

131

5,437
1,394
305

25
1,116
30,356
11,646

7,764
3,882

(In Thousands of Dollars)

2001 2002
$23,991 $26,038
22,797 24,742
286 310
482 523
146 158
127 138
12 13
142 154
5,901 6,404
1,512 1,642
331 360
27 29
1,211 1,315
32,948 35,759
12,640 13,719
8,427 9,146
4,213 4,573

2003

$28,110
26,710
335

565

171

149

14

166

6,914
1,772
388

32
1,419
38,604
14,810

9,874
4,937

$30,346
28,835
362

610

184

161

15

179

7,464
1,013
419

34
1,532
41,675
15,989

10,659
5,330

2005

$32,760
31,128
390

659

199

174

16

194

8,058
2,065
453

37
1,654
44,989
17,260

11,507
5,753

2006

$35,365
33,604
421

711

215

188

18

209

8,698
2,230
489

40
1,786
48,567
18,633

12,422
6,211

2007

$38,177
36,276
455

767

232

202

19

226

9,390
2,407
528

43
1,928
52,429
20,115

13,410
6,705

2008

$41,212
39,160
491

829

250

219

21

244

10,137
2,598
569

47
2,081
56,597
21,714

14,476
7,238

2009

$44,488
42,273
530

894

270

236

22

263

10,942
2,805
615

50
2,246
61,097
23,440

15,627
7,813

2010

$48,024
45,633
572

965

292

255

24

284

11,812
3,028
664

54
2,425
65,953
25,303

16,869
8,434



Appendix Table D-5 (Continued)

CROSSROADS PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Other Misc. Retail $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0
Building materials and supply stores 4,442 4,822 5,233 5,680 6,165 6,691 7,224 7,798 8,419 9,088 9,811 10,591 11,433 12,341
Lumber and other building materials dealers 3,619 3,928 4,263 4,627 5,022 5,451 5,884 6,353 6,858 7,403 7,992 8,627 9,313 10,053
Paint, glass, and wallpaper stores 303 329 357 387 420 456 492 532 574 620 669 722 779 841
Retail nurseries, lawn and garden supply stores 521 565 613 666 723 784 847 914 987 1,065 1,150 1,241 1,340 1,447
Gasoline service stations 6,344 6,885 7,473 8,111 8,804 9,555 10,315 11,136 12,022 12,978 14,010 15,123 16,326 17,623
Automotive 21,501 23,337 25,330 27,493 29,840 32,387 34,963 37,745 40,747 43,987 47,485 51,260 55,335 59,733
New and used car dealers 19,252 20,896 22,681 24,618 26,719 28,999 31,306 33,797 36,485 39,387 42,518 45,899 49,547 53,485
Used car dealers 572 621 674 731 794 862 930 1,004 1,084 1,170 1,263 1,364 1,472 1,589
Subtotal 19,824 21,517 23,355 25,349 27,513 29,861 32,237 34,801 37,569 40,557 43,782 47,262 51,019 55,074
Auto and Home supply stores 919 997 1,082 1,175 1,275 1,384 1,494 1,613 1,741 1,880 2,029 2,190 2,365 2,553
Boat dealers 320 347 377 409 444 482 520 561 606 654 706 762 823 888
Recreational vehicle dealers 70 76 83 90 97 106 114 123 133 143 155 167 180 195

Motorcycle dealers 368 400 434 471 511 555 599 646 698 753 813 878 948 1,023



B E 8 MecComb
oog Group, Lid. DEMOGRAPHIC AND INCOME SNAPSHOT
Geographic Area: Civic Center Primary Trade Area 3/2/00
SNAPSHOT 1990 Census 1997 Estimated 2002 Projected 2007 Projected
Population 14,427 19,239 22,969 26,702
Households 4,907 6,589 7,920 9,271
Families 3,830 4,915 5,708 6,488
Per Capita Income $ 16,742 $ 21,309 $ 25934 $ 30,965
Median Household Income $ 43,028 $ 59,615 $ 72,199 $ 86,224
Average Household Income $ 50,467 $ 62,419 $ 74,365 $ 86,934
Average Household Size 294 292 2.90 2.88
Annua Percent Change
TRENDS 1990 - 1997 1997 - 2002 2002 - 2007
Population 4.20 % 3.61 % 3.06 %
Households 4.30 3.75 3.20
Families 3.62 3.04 2.59
Median Household Income 477 3.90 3.61
Average Household Income 3.08 3.56 3.17
1990 Census 1997 Estimated 2002 Projected 2007 Projected
HOUSEHOLDSBY INCOME Number  Percent Number  Percent Number  Percent Number  Percent
Less than $15,000 340 6.9 % 357 54 % 301 3.8 % 293 32%
$15,000 - $24,999 683 13.9 420 6.4 359 45 346 37
$25,000 - $34,999 754 154 613 9.3 550 6.9 425 4.6
$35,000 - $49,999 1,412 28.8 1,109 16.8 1,135 14.3 946 10.2
$50,000 - $74,999 1,052 21.4 2,074 315 2,175 275 2,120 22.9
$75,000 - $99,999 513 105 1,154 175 1,603 20.2 2,089 225
$100,000 - $149,999 89 18 601 9.1 1,300 16.4 2,160 233
$150,000 + 65 1.3 262 4.0 496 6.3 892 9.6
POPULATION BY AGE Number  Percent Number  Percent Number  Percent Number  Percent
0-4 961 6.7 % 1,230 6.4 % 1,286 5.6 % 1,392 52 %
5-13 1,837 12.7 2,515 131 3,023 13.2 3,526 13.2
14-20 1,321 9.2 1,621 8.4 1,456 6.3 1,488 5.6
21-24 835 5.8 938 4.9 1,012 4.4 1,063 4.0
25-34 2,771 19.2 3,214 16.7 4,579 19.9 5,391 20.2
35-44 2,732 18.9 3,987 20.7 5,134 224 6,285 235
45-54 1,537 10.7 2,470 12.8 2,331 10.1 2,686 10.1
55- 64 1,202 8.3 1,546 8.0 1,686 7.3 1,863 7.0
65-74 728 5.0 958 5.0 1,352 5.9 1,629 6.1
75-84 356 25 534 2.8 795 35 989 37
85+ 147 1.0 224 12 315 14 389 15
RACE AND ETHNICITY Number  Percent Number  Percent Number  Percent Number  Percent
White 13,530 93.8% 17,683 91.9% 20,280 883 % 21,561 80.7 %
Black 690 4.8 1,222 6.4 2,128 9.3 4,030 15.1
Native American 55 0.4 81 0.4 102 0.4 130 0.5
Asian/Pacific Islander 97 0.7 169 0.9 289 1.3 556 21
Other Races 55 0.4 85 0.4 170 0.7 424 16
Hispanic (Any Race) 230 16 375 1.9 527 23 707 2.6

Source: U.S. Census, GDT and McComb Group, Ltd.




Appendix Table D-6

CIVIC CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

Merchandise Category 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010
Shopping Goods
General Merchandise
Dept. Stores $19,710 $21,379 $23,189 $25,152 $27,282 $29,590 $31,919 $34,431 $37,140 $40,062 $43,214 $46,613 $50,279 $54,233
Other 4,373 4,743 5,145 5,580 6.053 6.565 7.082 7.639 8.240 8.888 9,588 10,342 11,155 12,032
Subtotal $24,083 $26,122 $28,334 $30,733 $33,334 $36,155 $39,000 $42,070 $45,380 $48,950 $52,801 $56,955 $61,434 $66,265
Apparel & Accessories $8,463 $9,180 $9,957 $10,800 $11,714 $12,706 $13,706 $14,784 $15,947 $17,202 $18,555 $20,015 $21,589 $23,287
Furniture & Home Furnishings 11,426 12,394 13,443 14,581 15,815 17,154 18,504 19,960 21,530 23,224 25,051 27,022 29,147 31,439
Other Shopping Goods 6.764 7.337 7.958 8,632 9.363 10,155 10.954 11817 12,746 13.749 14,831 15,997 17.256 18.613
Subtotal $26,654 $28,911 $31,358 $34,013 $36,893 $40,014 $43,164 $46,561 $50,224 $54,176 $58,438 $63,034 $67,992 $73,339
Total Shopping Goods $50,737 $55,033 $59,692 $64,746 $70,227 $76,169 $82,164 $88,630 $95,604 $103,126 $111,239 $119,989 $129,426 $139,605
Eating & Drinking 18,968 20,574 22,316 24,206 26,255 28,476 30,718 33,135 35,742 38,554 41,587 44,859 48,387 52,192
Convenience Goods
Food $36,002 $39,050 $42,356 $45,942 $49,832 $54,048 $58,302 $62,890 $67,838 $73,176 $78,932 $85,141 $91,838 $99,060
Drug 8,855 9,605 10,418 11,300 12,257 13,294 14,340 15,468 16,686 17,998 19,414 20,941 22,588 24,365
Hardware 1,818 1,972 2,139 2,320 2,516 2,729 2,944 3,176 3,425 3,695 3,986 4,299 4,637 5,002
Liquor 2,270 2,462 2,670 2,896 3,142 3,407 3,675 3,965 4,277 4,613 4,976 5,368 5,790 6,245
Florist 497 540 585 635 689 747 806 869 937 1,011 1,001 1176 1.269 1.369
Subtotal $49,441 $53,627 $58,168 $63,093 $68,434 $74,225 $80,066 $86,367 $93,163 $100,493 $108,399 $116,926 $126,122 $136,040
Total $119,146 $129,234 $140,177 $152,045 $164,917 $178,870 $192,948 $208,133 $224,510 $242,174 $261,225 $281,773 $303,935 $327,837

Source: McComb Group, Ltd.



Shopping Goods

General merchandise stores
Department stores (incl. leased depts.)
Department Stores (excl. leased depts.)
Variety stores
Miscellaneous general merchandise stores

Apparel and accessory stores
Men's and boys' clothing and accessory stores
Women's clothing stores
Women's accessory and specialty stores
Family clothing stores
Children's and infants' wear stores
Miscellaneous apparel and accessory stores
Men's shoe stores
Women's shoe stores
Children's and juveniles' shoe stores
Family shoe stores

Furniture and homefurnishing stores

Furniture stores
Floor covering stores
Drapery, curtain, and upholstery stores
Miscellaneous homefurnishings stores
Household appliance stores

Subtotal
Radio, television, computer and electronics
Record and prerecorded tape stores
Musical instrument stores

Subtotal

Other Shopping Goods
Sporting goods and bicycle shops
Book stores
Stationary stores
Jewelry stores
Hobby, toy, and game shops
Camera and photographic supply stores
Gift, novelty, and souvenir shops
Luggage and leather goods stores
Sewing, needlework, and piece goods stores
Pet shops

Total Shop. Goods

1997

$24,083
20,288
19,710
769
3,604

8,463
1,077
2,788
330
2,119
255
311

0

545

0
1,040

11,426
3,408
1,261

49
633
604

5,954
4,289
876
307
5,472

6,764
1,520
521
62
1,591
1,123
200
995
40
376
337

$50,737

1998

$26,122
22,006
21,379
835
3,909

9,180
1,168
3,024
357
2,298
277
337

0

591

0
1,128

12,394
3,696
1,368

53
686
655

6,459
4,652
950
333
5,935

7,337
1,648
566
67
1,726
1,218
217
1,079
43
408
365

$55,033

Appendix Table D-6 (Continued)

CIVIC CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

1999

$28,334
23,869
23,189
905
4,240

9,957
1,267
3,280
388
2,493
300
366

0

641

0
1,223

13,443
4,009
1,484
58
744
710
7,005
5,046
1,031

361
6,437

7,958
1,788
614
73
1,872
1,321
235
1,170
47
443
396

$59,692

2000

$30,733
25,890
25,152
982
4,599

10,800
1,374
3,558

420
2,704
325
397

0

695

0
1,327

14,581
4,349
1,610
63
807
770
7,599
5,473
1,118

392
6,982

8,632
1,939
665
79
2,031
1,433
255
1,269
51
480
430

$64,746

2001

$33,334
28,081
27,282
1,065
4,988

11,714
1,491
3,859

456
2,933
353
430

0

754

0
1,439

15,815
4,717
1,746
68
875
835
8,242
5,936
1,212

425
7574

9,363
2,103
722
86
2,203
1,554
277
1,377
55
521
466

$70,227

2002

$36,155
30,457
29,590
1,155
5,410

12,706
1,617
4,185

495
3,181
383
467

0

818

0
1,561

17,154
5,116
1,894
74
950
906
8,939
6,438
1,315

461
8,214

10,155
2,281
783
93
2,389
1,685
300
1,493
60
565
505

$76,169

2003

$39,000
32,855
31,919
1,246
5,836

13,706
1,744
4,515

534
3,431
413
503

0

882

0
1,684

18,504
5,519
2,043

80
1,024
978
9,643
6,945
1,419
497
8,861

10,954
2,461
844
101
2,577
1,818
324
1,611
64
609
545

$82,164

$42,070
35,440
34,431
1,344
6,295

14,784
1,881
4,870

576
3,701
446
543

0

951

0
1,816

19,960
5,953
2,204

86
1,105
1,054

10,402
7,492
1,530

536
9,558

11,817
2,655
911
108
2,780
1,961
349
1,738
69
657
588

$88,630

2005
$45,380
38,229
37,140
1,450
6,790

15,947
2,029
5,253

621
3,992
481
586

0
1,026
0

1,959

21,530
6,421
2,377

93
1,192
1,137

11,220
8,081
1,651

579

10,310

12,746
2,863
983
117
2,999
2,115
377
1,874
75

709
634

$95,604

2006
$48,950
41,236
40,062
1,564
7,325

17,202
2,189
5,666

670
4,307
518
632

0
1,107
0

2,113

23,224
6,926
2,564

100
1,286
1,227

12,103
8,717
1,780

624

11,121

13,749
3,089
1,060

126
3,235
2,282

406
2,022

81
765
684

$103,126

2007

$52,801
44,480
43,214
1,687
7,901

18,555
2,361
6,112

722
4,645
559
681

0
1,194
0
2,280

25,051
7471
2,766

108
1,387
1,323

13,055
9,403
1,920

673

11,996

14,831
3,332
1,143

136
3,489
2,461

438
2,181

87
825
738

$111,239

2008

$56,955
47,979
46,613
1,819
8,522

20,015
2,547
6,593

779
5,011
603
735

0
1,288
0

2,459

27,022
8,059
2,983

116
1,496
1,428

14,082

10,142
2,072

726

12,940

15,997
3,594
1,233

147
3,764
2,655

473
2,352

94
890
796

$119,989

2009

$61,434
51,753
50,279
1,963
9,193

21,589
2,747
7,112

841
5,405
651
793

0
1,389
0

2,652

29,147
8,693
3,218

125
1,613
1,540

15,189

10,940
2,234

783

13,958

17,256
3,876
1,330

158
4,060
2,864

510
2,537

101

960

859

$129,426

2010

$66,265
55,823
54,233
2,117
9,915

23,287
2,963
7,671

907
5,830
702
855

0
1,499
0

2,861

31,439
9,377
3,471

135
1,740
1,661

16,384

11,800
2,410

845

15,055

18,613
4,181
1,435

171
4,379
3,089

550
2,737

109
1,035

926

$139,605



Convenience Goods

Food stores
Grocery stores
Meat and fish (seafood) markets
Retail bakeries
Fruit and vegetable markets

Candy, nut, and confectionery stores

Dairy products stores
Miscellaneous food stores

Drug and proprietary stores
Liquor stores

Florists

Tobacco Stores and Stands
Hardware stores

Total Convenience Goods
Eating and drinking places

Eating Places
Fast Food

Source: McComb Group, Ltd.

1997

$36,002
34,209
429

724

219

191

18

213

8,855
2,270
497
a4
1,818
49,441
18,968

12,646
6,323

1998

$39,050
37,105
465

785

237

207

19

231

9,605
2,462
540

44
1,972
53,627
20,574

13,716
6,858

Appendix Table D-6 (Continued)

CIVIC CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010

1999

$42,356
40,247
505

852

257

225

21

250

10,418
2,670
585

48
2,139
58,168
22,316

14,878
7,439

2000

$45,942
43,654
547

924

279

244

23

271

11,300
2,896
635

52
2,320
63,093
24,206

16,137
8,069

(In Thousands of Dollars)

2001 2002
$49,832 $54,048
47,350 51,356
594 644
1,002 1,087
303 328
264 287
25 27
294 319
12,257 13,294
3,142 3,407
689 747
56 61
2,516 2,729
68,434 74,225
26,255 28,476
17,503 18,984
8,752 9,492

2003

$58,302
55,398
695
1,172
354

309

29

345

14,340
3,675
806

66
2,944
80,066
30,718

20,478
10,239

$62,890
59,758

1,264
382
333

31
372
15,468

3,965

869

71
3,176
86,367
33,135

22,090
11,045

2005

$67,838
64,460
808
1,364
412

360

34

401

16,686
4,277
937

7
3,425
93,163
35,742

23,828
11,914

2006

$73,176
69,532
872
1,471
444

388

36

432

17,998
4,613
1,011
83
3,695
100,493

38,554

25,703
12,851

2007

$78,932
75,002
940
1,587
479

419

39

466

19,414
4,976
1,091
89
3,986
108,399

41,587

27,725
13,862

2008

$85,141
80,901
1,014
1,712
517

451

42

503

20,941
5,368
1,176
96
4,299
116,926

44,859

29,906
14,953

2009

$91,838
87,264
1,094
1,846
558

487

46

543

22,588
5,790
1,269
104
4,637
126,122

48,387

32,258
16,129

2010

$99,060
94,127
1,180
1,991
601

525

49

585

24,365
6,245
1,369
112
5,002
136,040

52,192

34,795
17,397



Appendix Table D-6 (Continued)

CIVIC CENTER PRIMARY TRADE AREA PURCHASING POWER, 1997 TO 2010
(In Thousands of Dollars)

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Other Misc. Retail $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0
Building materials and supply stores 9,252 10,035 10,885 11,806 12,806 13,889 14,982 16,161 17,433 18,805 20,284 21,879 23,600 25,456
Lumber and other building materials dealers 7,536 8,174 8,867 9,617 10,432 11,314 12,205 13,165 14,201 15,318 16,523 17,823 19,225 20,737
Paint, glass, and wallpaper stores 631 684 742 805 873 947 1,021 1,102 1,188 1,282 1,383 1,492 1,609 1,735
Retail nurseries, lawn and garden supply stores 1,085 1,176 1,276 1,384 1,501 1,628 1,756 1,894 2,044 2,204 2,378 2,565 2,766 2,984
Gasoline service stations 13,211 14,330 15,543 16,859 18,286 19,834 21,395 23,078 24,894 26,853 28,965 31,244 33,701 36,351
Automotive 44,779 48,570 52,683 57,143 61,981 67,225 72,516 78,222 84,377 91,016 98,176 105,899 114,228 123,211
New and used car dealers 40,095 43,490 47,173 51,166 55,498 60,194 64,931 70,041 75,552 81,497 87,908 94,823 102,281 110,324
Used car dealers 1,191 1,292 1,402 1,520 1,649 1,788 1,929 2,081 2,245 2,421 2,612 2,817 3,039 3,278
Subtotal 41,287 44,782 48,574 52,687 57,147 61,982 66,860 72,122 77,797 83,918 90,520 97,640 105,320 113,602
Auto and Home supply stores 1,914 2,076 2,251 2,442 2,649 2,873 3,099 3,343 3,606 3,889 4,195 4,525 4,881 5,265
Boat dealers 666 722 783 850 922 999 1,078 1,163 1,255 1,353 1,460 1,574 1,698 1,832
Recreational vehicle dealers 146 158 172 186 202 219 236 255 275 297 320 345 373 402

Motorcycle dealers 767 832 902 979 1,061 1,151 1,242 1,340 1,445 1,559 1,681 1,813 1,956 2,110
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The following table summarizes the land use recommendations for balancing the tax base:

Areaswith Retail Commer cial Development Potential

Available
Developable
Area Acres

Year 2002 Year 2020
Supportable Supportable
Demand Demand

Area A Franklin Corners (Loomis & Rawson) 142 Acres

AreaC Rawson & 27" Street 67-145 Acres
AreaH Crossroads 33 Acres
Areal Civic Center 64 Acres
AreaJ Whitnal View 80 Acres

32-42 Acres 65-104 Acres
20-50 Acres 47-88 Acres
4-7 Acres 10-12 Acres
5-17 Acres 17-36 Acres
7-26 Acres 33-56 Acres

Note: The acreage demand range indicates the mid-case to high range for supportable retail
commercial development for the key emerging commercial districts based on the findings of
the Phase |1 Retail Development Potential report prepared by the McComb Group.

Available Developable Acres are for land suitable for retail commercial development only.

Area C range depends upon whether the 41 Twin site is used for retail, office/secondary

business park, or a mix.

Areaswith Business Park Development Potential

Available
Developable Site

Area Acres Suitability

Primary Business Park Site

AreaD Southeast Environs 440 Acres Primary Business Park
Alternative Secondary Business Park Sites

AreaC 41 Outdoor Twin Theater 78 Acres Secondary Business Park
Area E Ryan Road North 60 Acres Secondary Business Park
AreaF Town Centre (North) 78 - 174 Acres Secondary Business Park
Reserve for Future Business Park Sites

AreaG Southwest Environs 345 Acres Industrial Park
AreaF Town Centre (South) 49-147 Acres Secondary Business Park

Franklin First. Phaselll: Land Use Recommendations
Prepared by SmithGroup JJR

March, 2000
Page 1
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|. INTRODUCTION

The City of Franklin has established a goa of expanding the commercial, office and industrial tax base in
order to reduce the residential tax burden. As a preliminary target, the City has set the objective of
achieving 30 percent nonresidential tax. The current nonresidential tax base is approximately 17.6
percent.

On the basis of the exising Master Plan and the input of the Plan Commission, the Economic
Development Commission, City dstaff, and the Strategy Oversight Committee, the City preliminarily
identified twelve conceptual areas for analysis. Each has key parcels of land that are either currently
available or expected to be available for development or redevelopment within the next five years. The
City has considered each of these sites to have some commercial, office, or industrial development
potentia.

The City engaged ateam lead by Ticknor & Associates to study the overall market conditions for a broad
range of nonresidential uses and to evauate each of the twelve study areas with respect to their
nonresidential development or redevelopment potential. The team has had complete freedom to prioritize
the sSites, rearrange site boundaries, and add or drop sites from consideration.

The conclusion of the study is Phase IV, the City of Franklin Economic Development Strategic Plan.

This report focuses on land use issues as they relate to the analysis of the twelve study areas.

Franklin First. Phaselll: Land Use Recommendations March, 2000
Prepared by SmithGroup JJR Page 2
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II. Planning Background

City of Franklin Comprehensive Master Plan (1992)

The City of Franklin's Comprehensive Master Plan is the City’s primary land use planning policy
document. The plan was adopted in 1992. The plan is based on a projected year 2010 population between
28,500 and 32,800. The Comprehensive Magter Plan sets forth the land use objectives of the City and
conceptualy maps future land use districts and infrastructure for the entire City for a 20-year planning
time-frame.

The existing Comprehensive Master Plan places a strong emphasis on neighborhood-based residential
development. The mgjority of the undeveloped land in the northern two-thirds of the City is conceptually
laid-out for residential development.

One of the expected outcomes of the Economic Development Strategic Plan will be to revise digtrict plans
and neighborhood plans for those areas with significant economic development potential.  The objective of
the anticipated revisions of the Comprehensive Master Plan will be to achieve aland use and development
pattern that maximizes the opportunities for economic development.

Zoning Ordinance

The other primary land use regulatory tool is the zoning ordinance text and map. The zoning ordinance
regulates day-to-day land use and development permitting decisons made by the Plan Commission and
City Council. Effective August 1, 1998, the City adopted the Unified Development Ordinance, which
incorporates the zoning ordinance and other development-related codes. After adoption of the Economic
Devdopment Strategic Plan, it is anticipated that the City will be making changes in the zoning regulations
to reflect the recommendations contained in this report and the other economic studies.

Franklin First. Phaselll: Land Use Recommendations March, 2000
Prepared by SmithGroup JJR Page 3
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I1l. Summary Of Existing Commercial And Industrial Districts

Existing Retail Digtricts

South 27" Street Corridor

The South 27" Street commercial district includes the area on the northeastern edge of the City with
frontage on South 27" Street, which has been designated by WisDOT as State Trunk Highway 241. The
South 27" Street commercia area includes approximately 924,000 square feet of retail area The
commercia digtrict extends into four communities — Milwaukee, Greenfield, Oak Creek and Franklin.

The portion of the South 27" Street commercia district within the City of Franklin includes approximately
548,000 square feet of retail space located on the west side of South 27" Street between W. College
Avenue and Rawson Avenue. Mgor retailers in this area include Wal-Mart, Sam’s Club, Home Depot,
Jewel/Osco and Gander Mountain. Riverwood Plaza, a new 200,000 square foot retail center, is currently
under construction north of the intersection of Rawson Avenue and South 27" Street.

Franklin Corners (Loomis, 76", Rawson)

Franklin Corners, located at the intersection of Loomis Road (Highway 36) Rawson Avenue, and 76"
Street, is a grouping of neighborhood-scale shopping centers serving the surrounding residentia districts in
the north central portion of Franklin. There is a total approximately 236,000 square feet of retail space
located in three separate neighborhood shopping centers.  The shopping centers in the area include
Orchard View Mall, Franklin Center, and Franklin Village Mall. The primary anchor stores in the Franklin
Corners areaiinclude Pick’ N Save, Sentry, Walgreen's, and Ace Hardware.

Whitnall View Area (Lovers Lane Road — Forest Home Avenue)

The Whitnall View (Lovers Lane Road — Forest Home Avenue) areais a mixed-use district located in the
northeast corner of the City extending north from Rawson Avenue to the northern City limits. The areais
located south of Hales Corners. The Highway 100 and Forest Home Avenue corridors have historically
been auto-oriented commercid strips with a concentration of auto deadlerships, light semi-industrial uses,
and convenience business. The Hales Corners Speedway has been a prominent business in the area.

The Whitnall View area currently has approximately 261,000 square feet of retail space, most of that is
concentrated in Garden Plaza Shopping Center. Garden Plaza is anchored by a Pick-N-Save.

Franklin First. Phaselll: Land Use Recommendations March, 2000
Prepared by SmithGroup JJR Page 4
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Other Retail Areas

There is a scattering of retail businesses in a number of other areas throughout the City. Most of these
businesses are either smaller neighborhood convenience-oriented businesses, such as convenience stores,
egting and drinking establishments, persona services (e.g. beauty salons, barber shops) or repair
establishments.

There are numerous older motel properties located aong the maor highway corridors. Most of these

establishment are not well located in terms of attracting regional business and many of the motel sites are
suitable for redevel opment.

Existing Office and Medical Districts

Civic Centre Planning Area

The Civic Centre Planning District, which is located in the vicinity of the intersection of Loomis Road
(Highway 36) and Drexel Avenue, is emerging as an office, medical, financia, and institutional district.
The availability of good sites dong Loomis Road and Drexel Road and the proximity to the Franklin City
Hall contribute to making this area a strong mixed-use district with afocus on office, professional services,
medica and ingtitutional uses. Most of the structures are newer modern buildings.

Rawson Avenue and 76" Street

A number of medicd offices, financid ingtitutions, and offices are located in the vicinity of the intersection
of Rawson Road and 76" Street. While this area does not constitute a formal or distinct “office district”
the introduction of office, financia and medical uses is helping redevelop the Rawson Avenue corridor
east of 76" Street.

Existing Industrial Districts and Business Parks

The following digtricts or planning areas have a significant number of industria or semi-industrial uses.

Franklin Business Park

The City of Franklin Business Park, which is located south of Ryan Road (Highway 100) approximately
two miles west of 1-94, is the City’s primary economic development “success story.” The Franklin
Business Park area includes over 700 acres, including the older Franklin Industrial Park and the more
recently developed Franklin Business Park.

At the present time most of the more desirable larger lots in both phases of the Franklin Industria
Park/Business Park have been sold or committed. While there may be opportunities for business
expansons and limited infilling within the Franklin Business Park, the City needs to identify one or more
new areas for the creation of additiona primary business park land comparable in scale to the existing
Franklin Business Park.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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Forest Home Avenue Industrial Area

The Foret Home Avenue area corridor north of Rawson Avenue contains numerous smaller
manufacturers, contractors, distributors and other semi-industrial uses. This area was the original town
industrid area established before the City of Franklin was incorporated as a city. Many of the buildings
are older structures, some of which are in deteriorated condition. The area lacks the efficient layout and
design of modern business parks, but there are significant opportunities for redevel opment.

County Line Industrial Planning District

The County Line Industria Planning District is located in the southeast portion of the City bounded on the
north by W. Oakwood Road, on the south by W. South County Line Road, on the east by South 27" Street
(Highway 41) and on the west by the Root River Parkway. This area has direct access to 1-94 via the
South 27th Street (Highway 41) and Ryan Road (Highway 100) interchanges. Approximately 100 acresin
the County Line area are used for industrial or semi-industrial purposes. Trucking, waste hauling and
other lower-value uses currently dominate the area.

Landfill Digtrict

The southwest corner of the City of Franklin is characterized by a concentration of landfills and landfill-
related activity. The Waste Management Landfill, located on the east side of Highway 45 in the City of
Franklin, and the Superior Emerdd Park Landfill, located on the west side of Highway 45 in the City of
Muskego, are two of the largest landfills in the region. Both landfills accept waste from northeastern
lllinais, as well as from southeastern Wisconsin.  Both landfills are likely to be expanded both verticaly
and horizontally over the next severa years and will affect land usesin the genera area.

While the landfills will ultimately be closed and the land placed into conservancy status, this area is
expected to be an active landfill district for at least the next 20-year period.

Quarry District

A large area located south of Rawson Road between the Root River parkway and 51% Street is an active
mineral extraction site. There are aso a number of trucking and equipment firms and other companies
with significant outside storage requirements located in this general vicinity. It is anticipated that the
quarry will continue to be active for the foreseeable future.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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V. Emerging And Potential Business Districts

The generd locations described in this section are districts or areas within the City of Franklin that have
market conditions and available sites suitable for significant future economic development and tax base
enhancement.

The first category of sites include those areas with the potential for retail commercia development, based
on market factors and availability of suitable sites.

The second category of sites are those aress that have the potentia for light industrial, distribution, “flex-
space,” or office development. This category includes sites that could be acquired and developed by the
City of Franklin and/or private developers as future business parks.

Potential Retail Development Districts

The following are emerging retail development districts that have been identified in the Phase Il Retail
Development Potentia report prepared by the McComb Group as areas with the market potential for
additional retail development. All of the forecasts of retail space demand quoted in this section reflect the
‘mid-range” projections from the McComb Group report.

Franklin Corners—L oomis, 76" and Rawson (Area A)

The areawest of Franklin Corners at the interchange of Loomis Road and Rawson Road has the potential
to develop as a future Power Center district or community-scale retail district serving all of the City of
Franklin and portions of Hales Corners, Greendale, Greenfield and Oak Creek.

There are currently approximately 236,000 square feet of retail space in the Franklin Corners area. The
McComb Group report indicates that this general area could support an additional 235,000 square feet (24
acres) of leasable general retail space, or an additional 320,000 square feet (32 acres) of Power Center
development by 2002.

By the year 2020, the Franklin Corners area could support an additional 340,000 square feet (34 acres) of
leasable genera retaill space or an additional 650,000 sguare feet (65 acres) of Power Center
development. From both a tax development and a community center perspective, the Power Center
concept is preferable.

41 Outdoor Twin Theater - South 27" Street (Area C)

South 27" Street south of Rawson Avenue is expected to be influenced by “big box” or Power Center
retailers and other commerciad uses extending southward along the South 27" Street corridor.  This
commercia district could potentially extend as far south as the 41 Outdoor Twin Theater Site north of
Drexel Avenue.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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The McComb Group Retail Development Potentia report estimates that the area in the vicinity of the
intersection of Rawson Avenue and South 27" Street corridor could support an additional 200,000 square
feet (20 acres) of retail space by year 2002 and an additional 465,000 (47 acres) of leasable retail space
by year 2020.

Whitnall View Area (AreaJ)

The Whitnadl View Area is the third area in Franklin with the market potentia for significant retail
development. The McComb Group report indicates that by the year 2002 the Whitnall View area could
support an additional 70,000 square feet (7 acres) of leasable retail space. By the year 2020 the Whitnall
View area could support an additional 320,000 sguare feet (32 acres) of leasable retail space.

Civic Centre Area (Areal)

Currently, thereis lessthan 5 acres of retail development in the Civic Centre area.

The McComb Group report indicates that the Civic Centre area could support an additiona 45,000 (5
acres) square feet of new retail development by the year 2002 and an additional 165,000 sguare feet (17
acres) of leasable retail space by the year 2020.

Crossroads Area (Area H)

The Crossroads area is expected to evolve into a convenience and neighborhood-oriented retail district
serving the south central neighborhoods of the City. The recently constructed Walgreen'sis the “ pioneer”
retail business in the area and represents the first major redevelopment project in this part of the City. The
City daff and a private developer have been discussing the concept of neighborhood-oriented retail
development on the east side of Loomis Road that would become the primary convenience center for the
Forest Hills and Woodview Neighborhoods.

The McComb Group's Retail Development Potentia report indicates that the Crossroads Center Area
could support an additiona 40,000 square feet (4 acres) of leasable retail space by the year 2002 and an
additiona 100,000 square feet (10 acres) by year 2020.

Town Centre (Area F) and Ryan Road Corridor (Area E)

The City staff has asked the consultant team to consider whether the Town Centre (Area F) or Ryan
Road Corridor (Area F) could support retail commercial development.

The McComb Group report does not indicate a significant commercia retail demand in either Area E or
AreaF, primarily due to the lack of housing development to the south. These areas should not be targeted
as a neighborhood/community retail center site.  There may, however, be some potentia for limited
convenience commercial development fronting on Ryan Road at one or more key intersections. This could
include a convenience store, service station, and fast-food restaurants. There may aso be the potentia
for limited retail and office development ancillary to the Franklin Industria/Business Park. Ancillary uses
could include daycare, financial ingtitutions, copy shops, or mailing services. These opportunities and
potentially available sites are discussed in the following section.
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Potential Business Park Areas

The following section describes the genera areas in the City of Franklin identified by the consultant team
as having business park development potential.

Primary Business Parks

The City of Franklin should be seeking one or more sites with the potential for developing additiona
primary business park comparable in size and character to the existing Franklin Industrial Park. The
projected absorption rate for sites within a well designed and appropriately located business park in the
City of Franklin is 37 acres per year.

The general criteria for identifying sites as suitable for a primary business park development include:

Good to excellent access to Interstate 94 and other major regional highways

(5 minute travel time or less)

At least 180 acres of developable land; ideally 360 or more acres

Available public water supply and sanitary sewers

Relatively level stes with soils conditions and drainage suitable for construction of industria
buildings without incurring extraordinary construction costs

Separation from residential neighborhoods and other potentialy conflicting land uses

Secondary Business Parks

There is dso the market demand and potentia in the City of Franklin for one or more secondary business
parks that would be targeted toward smaller users, such as contractors, local distributors, and smaller
industries. Sites along major arterias or at the entrances to secondary business parks may be suitable for
limited convenience or ancillary retail and service businesses.

These uses generdly requiring 5,000 to 35,000 square foot buildings (1 to 3 acre sites). This type of
business park would require less area than a primary business park, but would need to meet most of the
other site criteria. The acreage range for a site suitable for secondary business park development is 60 to
100 acres.

The following general areas meet some or most of the above criteria for either primary or secondary
business park devel opment:

Southeast Environs — 27”‘, Oakwood, County Line Area (Area D)

The County Line area is located in the southeast corner of the City south of Ryan Road, west of South
27" Street and east of the Root River Parkway. The existing industrial base in this area consists primarily
of businesses that require outside storage and have relatively low tax base value, such as trucking, waste
disposa equipment storage, and pallet manufacturing. These are not uses that the City should target for
the future.
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The County Line Industria Area has approximately 540 acres of land that are potentialy developable, of
which 100 acres are currently used for industrial or semi-industrial purposes. AreaD has direct access to
[-94 via either the Ryan Road or STH 241 interchange.

Because of the good access to 1-94 and the relative availability of land, Area D is potentidly the most
attractive location in the City of Franklin for a new primary business park. There is the potential to
connect a potential business park in the County Line area with the existing Franklin Business Park via
Oakwood Road. Thiswould create a continuous economic development zone in the southeastern quadrant
of the City and capitalize on the “brand equity” that has been created through the success of the existing
Franklin Business Park.

Because of the proximity to existing residences north of area D and at scattered points within it, there
would be a need for careful berming and/or screening to provide a buffers from the business uses. There
may also be opportunities to purchase some of the homes within the area, either now or in the future, with
the permission of the current homeowners.

Ryan Road North (Area E)

Sites on the north side Ryan Road near 51% Street have some limited potentia for a small secondary
business park and/or commercia uses ancillary to the Franklin Industriad Park. The primary drawback to
stes in Area E is the limited depth of the sites and the close proximity of residentia development to the
north.

Town Centre - Ryan Road Corridor (Areas F)

The second major area with business park potential is the area both north and south of Ryan Road
(Highway 100) west of the Franklin Industrial Park. With the planned improvement of Ryan Road to a
four-lane urban standard, this area will have improved access to 1-94. There is already a small cluster of
industrial and semi-industrial uses south of Ryan Road and west of 76" Street.

While there are a number of good individual development sites and Sites suitable for a secondary business
park, the site is not suitable for primary business park development.

= One fundamental drawback to developing a primary business park in Area F is the absence of a
single block of developable land large enough to accommodate large-scale industrial uses. Ryan
Road and 76th Street bisect the areas potentially most suitable for a business park.

= A second fundamental drawback is the area' s distance from [-94, the mgjor corridor for movement
of goods and workers to and from area businesses.

= There are adso numerous rural residences in the area that would either need to be acquired or
buffered from surrounding business and industrial devel opment.
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The former Highway 100 Outdoor Theater Ste, located north of the curve, is a large potentiadly
developable site.  Although the site has topographic characteristics that would make it suitable for
secondary business park development, the City’s adopted Comprehensive Master Plan identifies the site
as apotentid middle or high school ste. Given the proximity to a growing resdentia neighborhood, thisis
amore appropriate use for the site.

41 Outdoor Twin Theater Area (Area C)

The 41 Outdoor Twin Theeater Site has some attributes which qualify this area as a potential secondary
business park site with lots oriented towards smaller users, such as offices, contractors, distributors, and
start-up manufacturers. The 73-acre parcel is a level site available for redevelopment. There is an
additional 5 acres of potentialy developable former school property north of the 41 Outdoor Twin Theater
site that could be attached to the site.

The 41 Outdoor Twin Theater site could be developed by the City and/or a private devel oper as secondary
business park targeted to users requiring 5,000 to 35,000 square feet buildings (1 to 3 acre Sites).

Because of the proximity to both existing and planned residential neighborhoods west of the site along 35™
Street and south of Drexd Avenue there would be a need for careful berming and/or screening to provide
a buffer from the business uses.

Note: As noted in the previous section, the site is also likely to be attractive as a general retail or
Power Center site. This site would basically be an extension of the type of commercial
development that has already occurred along the South 27" Street corridor north of
Rawson Avenue.

Franklin First. Phaselll: Land Use Recommendations March, 2000
Prepared by SmithGroup JJR Page 11



TICKNOR

& ASSOCIATES

V. Analysis Of Specific Sites

The City of Franklin has asked the consultant team to analyze specific sites for the twelve generd
planning areas that may have nonresidential development potential. The following is a Ste-specific
description of the twelve planning areas as origindly identified by the City and subsequently modified by
the consulting team.

The attached conceptual maps illustrate the key potential development sites for each of the twelve
planning areas. It is important to realize that these are conceptual boundaries only for preliminary
tax development analysis. Actual site boundaries would depend upon further planning,
negotiations with land owners, decisions by the Plan Commission, and many other factors.

Genera conceptual street circulation patterns are identified in some of the planning areas with the greatest
nonresidential development potential. In severd cases, the City of Franklin Planning Department has
prepared more detailed conceptua site plans. Again, these are only illustrative.

Each map also illustrates existing Environmental Corridors, which we exclude from devel opment
and do not count as developable acres.

Area A Franklin Corners(Loomis, 76", and Rawson)
Site A-1

Developable Acreage: 43 acres
Access: Loomis Road and Rawson Avenue
Recommended Use:  Community Retail Center, Power Center

Comments.  Site A-1, which islocated in the southwest quadrant of the Loomis Road-Rawson Avenue
interchange, has been identified by the McComb Group as the most suitable site for large-
scale retail commercia development in the central portion of Franklin and in the Franklin
Schoal District.

Retail development of Site A-1 would require access from Rawson Road and access
from Loomis Road (Highway 36) south of the exit ramps to the Rawson Road
interchange.

Most of Site A-1 is currently planned for estate residentiad development and any
commercial development would require a revised plan designation and rezoning. There
would need to be extensive buffering on the west and north sides of Site A-1 to provide
separation from adjoining residentia areas. The berming and screening is indicated on
each conceptual map.
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Developable Acreage: 42 acres

Access:

Loomis Road and Rawson Avenue

Recommended Use: Community Retail Center

Comments:

Site A-3

Site A-2, which islocated in the southeast quadrant of the Loomis Road-Rawson Avenue
interchange, is aso one of the most suitable sites for retail development in the central
portion of the City. Site A-2 adjoins the existing Pick-N-Save site. 1t would be accessible
to a very limited extent from the Pick-N-Save parking lot and to a greater degree by
extending Terrance Drive extended westward. Development of Site A-2 would also
require direct access from Loomis Road south of the Rawson Road access ramps, which
would be at the same point on Loomis as accessto Site A-1.

Most of Site A-2 is currently planned for residential development and any commercial
development would require a revised plan designation and rezoning. There would need to
be extensive buffering on the east and south sides of Site A-2 to provide separation from
adjoining residentia neighborhoods.

Development of Site A-2 would require careful site planning around the delineated
Environmental Corridor adjoining the Site.

Developable Acreage: 40 acres (with potential expansion to the north)

Access:

Rawson Avenue and Old Loomis Road

Recommended Use:  Community Retail Center, Power Center

Comments:

Site A-3, which is located in the northwest quadrant of the Loomis Road-Rawson Avenue
interchange, is potentially suitable for retail commercia development. The eastern portion
of Site A-3is currently planned and zoned for recreation use as the Crystal Ridge Ski Hill.

Portions of Site A-3 were formdly a landfill site and there may be significant
environmenta limitations. The extent of potentid environmenta limitations are currently
unknown. If the environmental congtraints associated with the former landfill site could be
overcome, there would be additional potentill commercia expansion area extending
northeast of Crystal Ridge Ski Hill along the west side of 76™ Street. This area has not
been designated as a probable commercia site in the near future due to the environmental
uncertainties, but if these limitations could be overcome, the McComb group rates the
extended A-3 site with A-1 as the areas of highest appeal to mgor retailers. Magor
retailers are accustomed to working with sites with environmental challenges, since they
have great options regarding where to site their stores in relation to parking lots.
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Commercial development on Site A-3 would require buffering and screening along on the
southwest corner of the ste to provide separation from an adjoining residentia
neighborhood aong Hawthorne Court.

Site A-4

Developable Acreage:  Approximately 16 acres
Access: Rawson Avenue
Recommended Use:  Infill Commercial or Office

Comments:  Site A-4, is located east of 76™ Street along both the north and south sides of Rawson
Avenue. Site A-4 contains a number of potentid infill parcels ranging from 1 to 4 acres
sze. These stes have strong potentia for infill commercia, medica office, financia
ingtitution or professiona office development. None of the parcels in Site A-4 are large
enough to accommodate a Power Center or shopping center.
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Area B Quarry Environs

Site B-1

Developable Acreage: 43 acres

Access:

Rawson Avenue and 51% Street

Recommended Use:  Secondary Commer cial, Office, or Institutional

Comments:

Site B-2

Site B-1, islocated on the north side of Rawson Avenue approximately two miles east of
76" Street. The site is midway between the Franklin Corners retail area and the South
27" Street retail district.

The southern portion of the Site B-1 fronts on Rawson Avenue and is delineated as a B-3
Community Business Didtrict in the City’s Comprehensive Master Plan.  The northern
haf of Site B-1 is designated for ingtitutional use. The Polish Community Center is
currently planned to be constructed on portions of Site B-1.

Development of Site B-1 is likely to be incrementa as individua properties fronting on
Rawson Avenue are assembled. Site B-1 does not offer the opportunity for concentrated
retail center development, such as in Franklin Corners or South 27" Street corridor Sites,
but the areais suitable for a variety of service-oriented commercia business, convenience
retail, offices or ingtitutional uses.

Developable Acreage: 21 acres

AcCcess:

Rawson Avenue

Recommended Use:  Secondary Commer cial, Office or Institutional

Comments:

Site B-2 is located on Rawson Avenue east of the WEPCO maintenance facility at the
corner of 51% Street and Rawson. Approximately eight residences currently occupy the
21-acre site.

Devdopment potentia for Site B-2 is very similar to Site B-1. Site B-2 is likely to be
developed incrementdly as individuad properties fronting on Rawson Avenue are
assembled.

Site B-2 is designated as M-1 Limited Industrial Didtrict in the City’s Comprehensive
Master Plan. The City should consider redesigning the planned land uses in this site from
M-1 to B-3 or another comparable commercid district. Retaining the M-1 designation in
this area would continue to alow more industriad uses into a predominately residential
neighborhood and would potentidly devaue the adjoining land and impede higher vaue
future development.

Franklin First. Phaselll: Land Use Recommendations March, 2000
Prepared by SmithGroup JJR Page 16



TICKNOR

& ASSOCIATES

I EMVIRONMENTAL CORRIDORS
AREA B Quarry Environs JJR

Key Development Sites
Franklin, Wisconsin

Franklin First. Phaselll: Land Use Recommendations March, 2000
Prepared by SmithGroup JJR Page 17



TICKNOR

& ASSOCIATES

Area C 41 Outdoor Twin Theater Environs

SiteC-1

Developable Acreage: 32 acres

Access:

27" Street and Rawson Avenue

Recommended Uses:  Retail Commercial Redevelopment

Comments:

SiteC-2

Site C- is located on the southwest quadrant of the intersection of South 27" Street and
Rawson Avenue. Due to its location at the intersection of two major arteria streets and
excellent accessibility from 1-94, this area is one of the best commercia stes is the City.
Site C-1 is designated in the City’s Comprehensive Master Plan as a combination B-3 and
B-4 Commercia, B-6 Office, and I-1 Institutional.

The properties along Rawson Road west of 27" Street are mostly older residences.

Development of Site C-1 to its “highest and best” retail commercia use would require
assemblage of a number of smaler parcels and demolition of existing structures. The
McComb Group rates C-1 as the best of the three C sites from a retail market
perspective because it has the best market access and the best relationship to the existing
retail development north of Rawson.

Developable Acreage: 35 acres

Access:

27" Street

Recommended Uses: Retail Commercial Redevelopment

Comments:

Site C-2 is located South 27" Street north of the 41 Outdoor Twin Theater site. There
are existing commercial and ingtitutional uses along the South 27" Street frontage.

The portion of Site C-2 fronting on South 27" Street is designated in the City's
Comprehensive Master Plan asaB-4. The western half of the siteis planned for medium
density residentid development. The City should consider redesigning the planned land
usesfor al Sites C-2 to B-4 or another comparable commercia district.

Development of Site C-2 to its “highest and best” use would require assemblage of a
number of smaller parcels and demolition of existing structures.
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Site C-3 (Expanded 41-Twin Site)

Developable Acreage: 78 acres

Access:

27" Street and Drexd Avenue

Recommended Use:  Secondary Business Park or Retail Center (Alternative)

Comments:

Site C-3 is the former 41 Outdoor Twin Theater site and the former elementary school
site located on South 27" Street north of Drexel Avenue. Site C-3 is a uniquely valuable
site due to the fact that it is a large parcel requiring neither assemblage nor extensive
demolition and site preparation to create buildable land.

The 41 Outdoor Twin Theater site portion of Site C-3 is designated in the City's
Comprehensive Master Plan as a BP Business Park. The former school site is
designated B-4 Commercia. These are appropriate planned land use designations.

The City should consider either developing the 41 Outdoor Twin Thesater Site or partnering
with a private developer to create a secondary business park targeted for uses requiring
5,000 to 35,000 buildings (1 to 3 acre stes). These uses should not be located in the
City’s primary business parks, but should be located in planned business park settings
buffered from residential uses. Careful planning of the site with an internal roadway
would enhance access, minimize impact along 27" Street, and alow development of the
entire site for secondary business park purposes without any residential development.

Alternatively, the 41 Twin site could accommodate some retail development, though the
McComb Group analysis points to some limitations in terms of access and connectedness
to the existing retail district north of Rawson.

The proposed secondary business park located on the 41 Outdoor Twin Theater Site
would require extensive berming and screening from residential neighborhoods on the
south and west sides of the site. Deed restrictions and protective convenience should
regulate the appearance of the buildings and sites and should restrict outside storage.
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AreaD Southeast Environs

Site D-1

Developable Acreage: 42 acres

Access:

South 27" Street and Ryan Road

Recommended Use:  Convenience Retail Commercial Redevelopment

Comments:

Site D-2

Site D-1 is located on the southwest quadrant of the intersection of South 27" Street and
Ryan Road. Dueto its location at the intersection of two major arterial streets and direct
access from 1-94, this location is potentialy one of the best convenience retail sitesin the

City.

Site D-1 is designated in the City’s Comprehensive Master Plan as a combination B-2 and
B-4 Commercia and R-4 and R-5 Residential. There are existing business uses on the
portions of Site D-1 fronting on South 27" Street, but most of the non-frontage portion of
the Site is undevel oped.

Development of Site D-1 to its “highest and best” retail commercia use would require
assemblage of a number of smaller parcels and redevelopment of existing structures.

Developable Acreage: 128 acres

Access:

South 27" Street and Oakwood Road

Recommended Use:  Primary Business Park

Comments:

Site D-2 is located on South 27" Street north of Oakwood Road. Due to its good access
from 1-94, genera topography, and relatively large size, Site D-2 is one of the best
potential dtes, if not the single best potentia site for new primary business park
development in the City. The proximity Oakwood Golf Course and the Root River
Parkway would have amenity value for some types of businesses that would consider
locating in the park, including the office uses that many residents seek to attract.
Business Park development of D-2 would also help to pull new primary business uses
north from the existing less desirable truck terminal and outdoor storage uses along West
Elm and other areas within D-3.

With the exception of a limited amount of frontage development along 27" Street and
severa homes along Oakwood Road, Site D-2 is mostly undeveloped. The exact
boundaries of a D-2 business park would require adequate buffering from existing
residential areas and due consideration of the Oakwood Road homeowners.

The City should focus on reserving this area for primary business park use. The City
should work with the property owners to help develop this area as a master-planned
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business park, either through private or public development. Site D-2 is designated in the
City’s Comprehensive Master Plan and Unified Development Code as R-2 Residential.
The City should amend the Plan and Zoning Ordinance to designate this area as BP
Business Park.

The site plan for Site D-2 will require buffering and screening from remaining Oakwood
Road homes, Oakwood Park Golf Course on the west, and the residential neighborhood
on the north. Approximately 30 acres in the northwest quadrant are an upland woods and
part of the designated Environmental Corridor. The woods would provide and important
buffer to development north of Fitzammons Road.  The woods, adong with a bermed
corridor aong the south side of Fitzsmmons Road, should be preserved as a buffer
between the proposed business park and the resdentiad neighborhood north of
Fitzammons Road.

The City would also need to work with owners of existing homes within the D-2 area to
determine whether some or all wished to sl their property at fair market value to the
City, either now or when they wished to relocate a some time in the future.
Alternatively, the park could develop with buffering and screening for these homes.

The ste plan for a primary business park on Site D-2 will require maintaining an attractive
frontage along both 27" Street and Oakwood Road, which will serve as a secondary
access road and connector to the Franklin Industrial Park to the west. Conceptually, the
improvements along Oakwood Road should provide linkage with the Franklin Industria
Park.

Developable Acreage: 90-190 acres (90 core acres, plus 100 acres possibly available from the County)

Access:

(100 more acres of existing industrial development that may be subject to
redevelopment in the future, but it would be too expensive to redevelop in the
short term)

South 27" Street, Oakwood Road, and West Elm Road

Recommended Use:  Primary Business Park

Comments:

Site D-3 is located on South 27" Street south of Oakwood Road. Site D-3 possesses
many of the same genera locationa attributes as Site D-2, though without relation to
Oakwood Golf Course. However, approximately 100 acres are dready partiadly
developed. Most of this area is used for relatively low-intensity and low-value outside
storage. Some of the existing uses in Site D-3 constitute “NIMBY -types’ of uses that
have some nuisance characteristics and relate poorly to a primary business park.

Most of Site D-3 is designated in the City’s Comprehensive Master Plan M-1 Light
Industrial and has been conceptually platted in the plan for approximately 5 acre lots. The
existing land use designation should be retained, but the City should restudy the street and
lot layout in the update of the City’s Comprehensive Master Plan.
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The City should focus on reserving the undeveloped portion of Site D-3 for future
business park use. The City should also work with existing businesses in the area to
minimize their nuisance impacts and screen outside storage areas. If some businesses
relocate in the future, the City should consider acquiring their land.

The site plan for a business park on Site D-3 will require maintaining an atractive
frontage along maor arterials and screening or buffering some of the less desirable
existing industrial uses.

Note: It should be noted that the western portion of Ste D-3 includes
approximately 100 acres that are currently owned by Milwaukee County and
are managed as part of the Root River Parkway. The City should explore the
potential for acquisition of this land from the Milwaukee County for business
park development. The City should also investigate the potential for a land
exchange that would involve exchanging City-owned or acquired
conservancy land for developable portions of the Milwaukee County land in
Ste D-3.

The proposal for acquiring portions of the County-owned land applies only
to areas that are not delineated as Environmental Corridor by SEWRPC. The
Environmental Corridors, which include all wetlands, floodplains, and
mature woods should remain in County ownership and should continue to be
managed as permanent conservancy land. The only land acquired for
business park development should be unwooded uplands. The business park
should be designed to carefully avoid adverse impacts to the Root River
Parkway and the sites should be oriented and designed so that the
environmental lands and trail system are an aesthetic and recreational
amenity for the business park.

Developable Acreage: 122 acres

Access:

West EIm Road and County Line Road

Recommended Use:  Primary Business and Industrial Park Expansion Area

Comments:

Site D-4 is located on County Line Road south of Site D-3. This area should be reserved
for future expansion of the primary business park proposed for Sites D2 and D-3. Site D-
4 is designated in the City’s Comprehensive Master Plan as M-1 Light Industria and has
been conceptualy platted in the plan for approximately 5-acre lots.

The planning for a business park on Site D-4 will require careful screening and buffering
for portions of the site adjoining the Root River Parkway.
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Area E Ryan Road North

SiteE-1

Developable Acreage: 60 acres

Access:

Ryan Road and 51 Street

Recommended Use:  Ancillary Commer cial, Secondary Business Park

Comments:

Site E-1 is located on the north side of Ryan Road between the Root River Parkway and
46" Street.

Site E-1 is designated in the City’s Comprehensive Master Plan as a combination of B-1
Neighborhood Commercial and B-6 Business Park west of 51% Street and B-1
Neighborhood Commercial east of 51% Street.

The McComb Group Retail Development Potential report indicates that there is relatively
little demand for retail commercid development in this part of the City. However, with
the large employment base in the Franklin Business Park and the potential for additional
secondary business park development in the southern part of the City, there is likely to be
some market demand for convenience businesses and business services that would be
ancillary to the business park.

The portion of Site E-1 designated for BP Business Park would be suitable for some types
of ancillary commercia and office uses that do not require large lots. The Site is not large
enough to function as a primary business park, but may be a good site for either an office-
oriented secondary business park or individua business sites.

Development of Site E-1 is likely to occur incrementally as individua properties fronting
on Ryan Road are assembled. Any development within Site E-1 would need to be
carefully buffered and screened from the adjoining areas to the north, which are planned
for residential development.
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Area F Town Centre

SteF-1

Developable Acreage: 96 acres

Access:

Ryan Road and 76™ Street

Recommended Use:  Secondary Business Park, Ancillary Commercial

Comments:

Site F-2

Site F-1 is located on the north side of Ryan Road between the Root River Parkway and
76th Street. Much of Site F-1 consists of a former military installation, which is currently
owned by Milwaukee County. Site F-1 adjoins the Milwaukee County House of
Corrections site.

The portion of Site F-1 at the corner of 76" Street and Ryan Road is designated in the
City’s Comprehensive Master Plan as B-6 Professional Office. The portion of the site
owned by Milwaukee County is designated A-1 Agricultura District.

The City should re-designate al of Site F-1 as BP Business Park. The site would be
suitable for a secondary business park that would be targeted toward office users and
other businesses that do not require larger lots.

The City of Franklin should work closely with Milwaukee County to return the portions of
the site that are not needed for the correction facility to the tax base. The former military
ingallation Site is a potentidly valuable piece of development land. Unlike Site E-1, which
has many similar locational characterigtics, development of Site F-1 would not require as
much land assemblage and demolition and would be a superior secondary business park
ste. Site F-1 may aso be suitable for one or more single users with large area
requirements.

Developable Acreage: 78 acres

Access:

Ryan Road and 76™ Street

Recommended Use:  Secondary Business Park, Ancillary Commercial

Comments;  Site F-2 is located on the north side of Ryan Road west of 76" Street.
The southern portion of Site F-2 within 600 of Ryan Road is designated in the
Comprehensive Master Plan as B-1 Neighborhood Business. The northern portion of the
site is designated for residential devel opment.
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All of Site F-2, in combination with Site F-1, should designated for BP Business Park.
Site F-2 would be suitable for a secondary business park targeted toward uses that do not
require large lots. Site F-1 may aso be suitable for one or more single users with large lot
area reguirements.

Any nonresidentid development in the northern part of Site F-2 will require careful
screening and buffering to protect the residential development to the north.

Site F-3

Developable Acreage: 49 acres
Access: Ryan Road and 76™ Street
Recommended Use:  Possible Secondary Business Park, Light Industrial

Comments:  Site F-3 is located on the south side of Ryan Road east of 76™ Street.

The steis designated M-1 Light Industria in the City’s Comprehensive Master Plan. Soil
conditions and the floodplain for the Root River and Ryan Creek limit the development
potential of Site F-3. Sanitary sewer is projected for the area but not yet available.

The street circulation system, as shown on the site map, should be completed if there is
sufficient projected demand for F-3 as a secondary business park. However, once the
central street is congtructed the site will yield only a reatively smal number of usable
secondary business park lots.

Site F-4

Developable Acreage: 98 Acres (plus 40 acres of existing devel opment)
Access: Ryan Road and 76™ Street
Recommended Use:  Possible Secondary Business Park

Comments.  Site F-4 is located on the south side of Ryan Road west of 76™ Street. This area includes
the City of Franklin Public Works Facility and severa other semi-industria uses. Al
Souls Cemetery is located west of the Public Works Facility on Ryan Road. There are
numerous rural residences along 76" Street south of Ryan Road.

The portions of Site F-4 currently used for industrid and semi-industrid uses are
designated M-1 Light Industrial and I-1 Ingtitutional in the City’s Comprehensive Master
Plan. Most of the frontage along 76" Street south of Ryan Road is designated either
Rura Residentia or Agricultural Preservation.

A mgor limiting factor for development of Site F-4 is that a sSignificant portion of the Site
has been acquired for future expansion of All Souls Cemetery. Unless, the City or a
private business park developer is able to acquire the cemetery expansion ste, the
development potential of Site F-4 is severdly limited.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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Low conditions and floodplain for Ryan Creek aso limit the expansion potentia of Site F-
4. Future expansion to the southwest would be restricted by environmental conditions.
Sanitary sewer is projected for the area but not yet available.

Site F-5

Developable Acreage: 40 Acres
Access: St. Martins Road (Highway 100)
Recommended Use:  Institutional

The former Highway 100 Outdoor Thester Site is a developable parcel located north of the Highway 100
curve.

The City’ s Comprehensive master Plan identifies this Site as an Ingtitutional site, well-suited as a Site for a
future middle or high school. Given the proximity to severa expanding residential neighborhoods and the
good supply of aternative secondary industrial parcels, school use of the parcel would be more appropriate
than secondary business park development.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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Area G Southwest Environs

Site G-1

Developable Acreage: 119 acres

Access:

Loomis Road (Highway 36), Ryan Road, and 116" Street.

Recommended Use:  Holding District — Interim Agriculture

Comments:

Site G-2

Ste G-1 is located on either side of Loomis Road (Highway 36) southwest of the
Crossroads Area.

All of Area G is outsde the Sewer Service Area delineated by SEWRPC, but could
potentialy be serviced from the proposed force main connecting to the landfill areato the
southwest. In the City’s long-range planning, Area G has been reserved for rura
preservation and most of the area is designated in the City’s Comprehensive Master Plan
aseither A-1 or A-2 Agricultural.

Because of a combination of the absence of utilities and distance from 1-94, the consulting
team has viewed dl of Area G asa“holding district” to be retained as much as possible in
agricultural or very low dengity rural residential use.

At some point in the future Site G-1 will have significant development value as Loomis
Road continues to evolve as a corridor for residential development. The County may also
plan for an upgraded circumferal outer belt highway at some point in the future.

The area should not be prematurely subdivided for residentia or other uses until market
conditions and availability of utilities can support development of district, perhaps as an
indugtria park.

Developable Acreage: 216 acres

Access:

Loomis Road (Highway 36), Ryan Road, and 112" Street.

Recommended Use:  Holding District — Interim Agriculture

Comments:  Site G-2 is haslocationd attributes smilar to Site G-1 and should be maintained in interim
agricultura or very low-density rura residential use until market conditions and availability
of utilities make the area more suitable for higher density development.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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AreaH Crossroadsand Loomis Road Corridor

SiteH-1

Developable Acreage: 33 acres
Access: Loomis Road (Highway 36) and St. Martin's Road (Highway 100)
Recommended Use:  Neighborhood Commercial

Comments.  Site H-1 is a key commercia site located at the crossroads of the two major arterids in
the western portion of Franklin. The Crossroads has been designated in the City's
Comprehensive Master Plan as a neighborhood business district. The new Walgreen's is
the pioneer retail business at this location.

The McComb Group’s Retail Development Potentia report indicates that the Crossroads
area could support an additional 40,000 sgquare feet (4 acres) of convenience-oriented
retaill space by year 2002 and an additional 100,000 square feet (10 acres) by the year
2020.

As this area develops, the key issues will include assembling sufficiently large parcels to
create a cohesive development pattern and preserving the wetlands and environmental
corridors. Pedestrian and bicycle access to adjoining residential neighborhoods will be a
key design consideration in developing a neighborhood-oriented commercia center.

Franklin First. Phaselll: Land Use Recommendations March, 2000
Prepared by SmithGroup JJR Page 33



TICKNOR

& ASSOCIATES
SITE I-1
RESIDENTIAL—
COMMERCIAL
SITE I-3
COMMERCIAL/
OFFICE/
INSTITUTIOMNAL
SITE H-1
COMMERCIAL
@
L
I £NVIRONMENTAL CORRIDORS
AREA H&| Crossroads and Civic Centre JJR
Key Development Sites
Franklin, Wisconsin
Franklin First. Phaselll: Land Use Recommendations March, 2000

Prepared by SmithGroup JJR Page 34



TICKNOR

& ASSOCIATES

Areal CivicCentre

Sitel-1

Developable Acreage: 32 acres

Access:

Drexel Avenue and Lover’s Lane Road (Highway 100)

Recommended Uses; Residential

Comments:

Site -2

Site I-1 is a vacant developable site in the northwest quadrant of the intersection of
Drexel Avenue and Lover’s Lane Road.

The site has been designated in the City’s Comprehensive Master Plan as part of the R-
3E Edtate Lot Subdivision Didtrict.  The adjoining area to the east has been platted as
estate lots. This area has been one of the most successful residential districts in the City
with homes priced significantly higher than the median home valuesin Franklin.

There are large parcels in the Civic Centre area south of Drexel Road that are planned
for commercial development. These parcels are expected to be able to meet the market
demand for commercia land in this part of the City

The City should retain the existing estate |ot residential designation for Site I-1.

Developable Acreage: 40 acres

Access:

Drexel Avenue and Lover’ Lane Road (Highway 100)

Recommended Uses:  Neighborhood Retail Center, Commercial Services, and I nstitutional

Comments:

Site -2 is located aong the south side of Drexel Avenue between Lovers Lane Road and
Loomis Road.

Site 1-2 has been designated in the City’s Comprehensive Master Plan as a combination
of CC Community Centre and I-1 Ingtitutional. The plan aso indicates that a mixture of
neighborhood retail, office, medica and public uses would be appropriate for the area.

The McComb Group’s Retail Development Potentia report indicates that the Civic Centre
area could support an additional 45,000 square feet (5 acres) of retail space by year 2002
and an additional 165,000 square feet (17 acres) by the year 2020.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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Site |-2 is the best location within the Civic Centre area for a neighborhood-scale shopping
center. The site has excellent access from the mgor north-south arterial highways and
from Drexel Avenue, which is a mgjor east-west collector street. The ownership parcels
within Site I-2 are relatively large and the site would not require as much assemblage or
demolition as some of the other potential commercid sites in the City.

Site -3

Developable Acreage: 24 acres
Access: Loomis Road (Highway 36)
Recommended Uses:. Commercial Services, Institutional, and Office

Comments: Site -3 is located on the west side of Loomis Road, across the street from the municipal
government center.  Site I-3 is designated in the City’s Comprehensive Master Plan as a
combination of CC Community Centre, I-1 Inditutiond, and R-8 Multiple Family
Residentia Didtricts.

The frontage dong Loomis Road has excellent exposure for professiona offices, financial
services, and medicd clinics.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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AreaJ Whitnall View

Site J-1

Developable Acreage: 80 acres
Access: Lover's Lane Road (Highway 100) and Forest Home Avenue
Recommended Uses.  Retail Commercial

Comments.  Site J-1 (Hales Corners Speedway) is a key commercia redevelopment site located in the
northwest quadrant of the City. The sSite is accessible from Lover’s Lane Road and from
Forest Home Avenue.

The McComb Group’s Retail Development Potential report indicates that the Whitndll
View area could support an additional 70,000 square feet (7 acres) of leasable retail space
by the year 2002 and an additiona 330,000 square feet (33 acres) by the year 2020. The
Haes Corners Speedway sSite is the most suitable site in the area to support commercia
development of that scale within the Whitnall View area..

The ste is large enough to also support limited ancillary office development and perhaps
some office/showroom development as well.

The City’s Comprehensive Master Plan designates Site J-1 as a combination of M-1 Light
Industrial and BP Business Park. The redevelopment concept for the Hales Corners
Speedway site in the Comprehensive Master Plan shows the area divided into 2- to 4-acre
business and industria park lots.

The City should revise the Comprehensive master Plan to designate the Hales Corners
Speedway sSite as a retaill commercial ste. Commercia use of the site would be more
compatible with the overall resdentia character of this part of the City and would likely
yield a higher tax base for the City than industrial Sites.

Site J-2

Developable Acreage: 28 acres (mostly developed lots)
Access: Forest Home Avenue
Recommended Uses:  Light Industrial

Comments: Site J2 conssts of an older light industrid park located on Forest Home Avenue
southwest of the Hales Corner Speedway. Most of the lots are less than 3 acresin size.
The City’s Comprehensive Master Plan designates this are as M-1 Light Industrial.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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Thisindugtria digtrict is not well-located with respect to access to regional highways and
it is located in close proximity to predominantly residential districts. If the Site were
currently undeveloped, it would not be a prime candidate for a business park. However,
there are many successful small businesses in the area and the area provides relatively
low-cost industrial and warehouse space. Over along time-frame, the City should shift
manufacturing, industrid, and distribution uses to planned industrid or business parks with
better access to 1-94. However, for the foreseeable future Site J-2 is expected to remain
alight indugtria district.

Developable Acreage: 40 acres

Access:

Forest Home Avenue

Recommended Uses:  Residential, Ancillary Neighborhood Commer cial

Comments:

Site J3 congists of the southern portion of the Lover's Lane Planning Area fronting on
Rawson Avenue. Most of the site is undevel oped.

The City’s Comprehensive Master Plan designates the site on the corner of Forest Home
Avenue and Rawson Avenue as B-2 General Business District. The remainder of Site J-
3isplanned for residential use.

The designated uses in the City’s Comprehensive Master Plan are appropriate, although it
is questionable whether the commercia part of the site could support a significant retalil
development given the proximity to Franklin Corners and the Whitnall View area, which
are more likely to develop as retaill centers. There are aso reported to be some
environmental constraints on Site J-3 due previous uses of the site.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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Area K Sacred Heart Monastery

SiteK-1

Developable Acreage: 109 acres

AcCcess:

Forest Home Avenue and Rawson Avenue

Recommended Uses: Residential PUD

Comments:

Site K-1 is alarge vacant developable area formerly operated and managed as part of the
Sacred Heart Monastery. The area is expected to become available for redevel opment.

The City’s Comprehensive Master Plan designates the Sacred Heart Monastery site as a
future master-planned residential neighborhood or Planned Unit Development (PUD).
As an dternative, the City has been consdering the Ste as a potentia “high-vaue
business park.”

Due to the distance from 1-94 and other mgjor regiona highways, the consultant team
does not believe this site offers as much potential for business park development as sites
inAreasD, C, F, or E.

Site K-1 is an extremely attractive residentia development site may yield as much fiscal
benefit to the City if it were developed as a higher-value residentia neighborhood with a
combination of large single-family estate lots and condominiums and apartments targeted
toward empty-nesters or retirees. The site should be developed as a master-planned
PUD.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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ArealL Saint Matinsof Tours

SiteK-1

Developable Acreage: 135 acres
Access: Forest Home Avenue
Recommended Uses: Residential PUD

Comments.  Site L-1 is alarge vacant developable area owned by the Milwaukee Archdioceses. The
areais expected to become available for development in the near future.

This area is a very sengtive portion of the City that adjoins the historic traditiona village
of Saint Martin. Any development on the site should be compatible with the Milwaukee
Archdioceses future plansfor St. Matins of Tours Parish and the surrounding lands.

The City’s Comprehensive Master Plan designates most of Site L-1 as a master-planned
resdentia neighborhood or Planned Unit development (PUD) with a small B-1
Neighborhood Business District fronting on Forest Home Avenue.

Development within this area will require sendtivity to both adjoining land uses and the
extensive environmenta corridor in the area

The City should continue to maintain a planned residentia land use designation for Site L-
1

Franklin First. Phaselll: Land Use Recommendations March, 2000
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VI. Berming And Screening

One of the key issues associated with implementing the recommendations in this report is the adequate
screening and buffering between proposed economic development zones and adjoining residential districts.

Screening and buffering could consist of a combination of physical separation (i.e. buffer strips), berming,
fencing, and landscaping. Generdly these tools are used in combination to provide both an effective and
aesthetically pleasing buffer. Each site will merit a screening and buffering solution tailored to the specific
circumstances and conditions of the site. It is strongly recommended that the design of the buffering and
screening solutions for each site involve participation and review by adjoining property owners.

As part of the master planning for any business park undertaken by the City, buffering and screening need
to be factored into the both project design and budget. In the case of any business parks developed by
the City, the screening and buffering should be installed as part of the initial Site preparation.

The City’s Unified Development Ordinance and Comprehensive Master Plan should be amended to
include illustrated design guidelines and specifications for screening and berming to be ingtaled by private
developers when commercia or industria sites adjoin residentiad neighborhoods or planned residential
districts.

Franklin First. Phaselll: Land Use Recommendations March, 2000
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Executive Summary

Franklin’s Opportunity

The goa of Franklin First is to decrease the homeowner’s tax burden through quality non-residential
development.

Franklin has a unique opportunity today. It still has room to grow. It can still use proactive planning for
balanced tax development.

The Franklin City Council, Economic Development Commission, Plan Commission, and Community
Development Authority authorized Ticknor & Associates to undertake this project in July 1999 to
examine the following major questions.

= |sit possible through quality development to increase the non-residential share of Franklin’s tax
base from the present 17.6% leve to 30%?

=  What City business and commercia development policies are necessary to approach this goal?
In conducting this strategy, Franklin is building upon past success. It took a proactive role in developing
the Franklin Business Park. Since starting this process in 1993, the City has successfully acquired the
land, developed a high quality business park, established a strong marketing presence, and sold 221 acres

to develop the non-residentia tax base. The park is performing well above original projections in terms
of rate of absorption and tax base devel opment.

= |t has added more than $73 million to Franklin’s tax assessment base.
» |tispaying $4,476,973 in tota property taxes.

= Ehlers & Associates, and independent financia firm retained by the City to look at the impact of
the Business Park, estimates that the Park will add $128 million to the Franklin tax base by 2008.

Because rapid residentia growth over the next twenty years is certain, Franklin must find ways to
continue non-residentia tax base development beyond the Franklin Business Park if the City is to bring
the tax base into better balance.

= Current projections take the city’ s population from 28,000 today to more than 41,000 by 2020.

= This rate of growth would increase the number of Franklin households from 10,500 today to
nearly 14,500 in 2020.

With each continued year of rapid residential growth, achieving tax balance becomes more challenging.
Waiting even five years to implement this strategy is risky, because further residential development in
prime business and commercial areas will severely limit future non-residentia options.

This strategy istherefore critically important to Franklin’s identity, fiscal health, and quality of life.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Major Recommendations

Planning and Zoning

1

N

o U~ W

Amend the Comprehensive Master Plan, Zoning map, and Zoning district boundaries to fit the
Franklin First strategy.

Establish a holding district to reserve land for future economic development through zoning, land
options, and/or public land purchase.

Implement stronger devel opment controls for large parcels.

Adopt stronger design guidelines and architectural standards for economic sub-aress.

Develop illustrated guidelines for screening and buffering boundaries with residential aress.
Cooperate with existing homeowners and businesses in realizing business devel opment plans.

Business Par k Development

1

Plan, acquire, and develop 440 developable acres of primary business park land in the southeastern
section of the city to extend the Franklin Business Park (potential $119 million tax base addition).
Plan for and set high zoning and development standards for three secondary business parks to develop
over the next twenty years ($21 tax base addition).

Maintain high development, tax base, and buffering standards throughout.

Negotiate with Milwaukee County to acquire or hold key County-owned parcels.

Set aside land in the southwestern environs now for development after 2015.

Retail Development

1

2.
3.

Implement a proactive planning and marketing strategy to attract quality, well-planned retail
development to areas of highest retail potential.

Set high neighborhood buffering standards.

Focus first on Rawson Avenue, east and west of Loomis Road, which has $42 million additiona tax
base potentia.

The Benefits of Implementing Franklin First

Implementing these strategies will have many benefits for Franklin homeowners and for the City as a
whole. It will:

Add 18.4% to the 1999 City of Franklin tax base versus a do-nothing strategy, at little public service
cost.

Raise the non-residential share of Franklin's tax base from 17.6% to an estimated 24.6% by 2020.
Make non-residential development more predictable.
Set higher development standards.

Seek to develop amore integrated retail center.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Project Overview

Project Team Members

To meet the specific needs of this project, we brought together a project team of four key individuals from
four different specialized firms. Our respective project roles and key background experience follow.

Tom Ticknor, Ticknor & Associates, Winnetka, Illinois (Project leader, strategic planning)

20 years experience with adiverse international economic development practice.

Former national economic development practice leader at Fantus Consulting and member of the
Fantus Executive Committee.

Strong knowledge of community best practices in business attraction, business retention and
expansion, and public/private land devel opment.

Member of the National Council for Urban Economic Development Board of Directors from 1989-
1995 and the head of the American Economic Development Council’s Consulting Section since 1995.
Recent tax base development clients include Bloomington, Indiana; Hamilton County, Indiang;
Louisville/Jefferson County, Kentucky; the Southeast Chicago Economic Devel opment Commission.

Janna King, Economic Development Services, Minneapolis, Minnesota (Competitive analysis)

7 years consulting experience with a diverse set community economic develop clients including
Harrison County (IN), the PACE Group of Tupelo, MS, Red Wing Port Authority, Roseville (MN),
West St. Paul.

15 years direct development experience as Director of the St. Cloud Economic Development
Corporation/Downtown Development Corporation and CEO of the Midland, Texas Chamber of
Commerce.

Winner of national economic development marketing awards, strong experience with best community
development practices, and a Certified Economic Developer.

Jim McComb, McComb Group Limited, Minneapolis, Minnesota (Retail analysis and strategy)

30 years nationa experience with business and government in retail development, community retail
growth potential, economic analysis, market research, and government finance.

Former senior staff for Dayton Hudson.

Strong corporate, retail, government client experience, including Aetna Real Edtate, Carlson
Companies, CIGNA, Dayton Hudson, Homart Development Company, Opus Corporation, Trammell
Crow Co. the Trump Organization, and the cities of Batimore, Bloomington (MN), Rockford,
Shakopee (MN), Sioux Falls, and Wausau.

John Stockham, SmithGroup JJR, Madison, Wisconsin (Planning/zoning analysis, recommendations)

24 years experience, working extensively with local governments, private corporations, development
companies, and individual landowners.

Skilled at the interface between master planning, zoning, and development.

Strong Wisconsin and metropolitan Milwaukee planning & development knowledge. Recent clients
include Jefferson County, Manitowoc, Oshkosh, Platteville, Wisconsin Electric Power, and WisDOT.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Project Process

The consulting team engaged in an extensive process of research and analysis. Highlights included many
Site tours and visits, interviews with commercial brokers and developers, interviews with companies
within the Franklin Business Park, and interviews with the economic development professionds in
surrounding metropolitan communities, and study of existing land ownership, Master Plan, Zoning Map,
and Development Ordinance practices. We also utilized the expertise of Gene Haugland, the former
President, Opus Corporation, and Robert W. Thompson, former Fantus Executive Vice President and
head of the Midwestern industrial location practice as specia project resources to test our development
concepts.

We held: four publicly noticed Public Mesetings; six Oversight Committee planning sessions to which all
City Council, Economic Development Commission, and Plan Commission members were invited, with
each meeting noticed and open to the public. The project leader also made a public presentation at
Franklin High School on March 6, 2000 and two additiona public presentations on March 15 and 22.

This extensive input served to substantialy modify the parcd recommendations among the 12
preliminary conceptual development areas set by the Plan Commission and Economic Development
Commission and required for study in the project Request for Proposals.

It also alowed us to set priorities for primary and secondary business parks, business development
reserve land, and retail development areas for Power Center, neighborhood center, and convenience retail
devel opment.

Major project Phases and inputs were as follows:

Phasel: Analyze Office & Industrial Market

Local sitetouring & interviews

Data andysis

Anayze the competition

Expert and aly interviews

Noticed Public Meeting

Saturday Oversight Committee Retreat
Interim presentation and report

Phasell: Retail Market & Place Analysis

Site evaluation

Local businessinterviews

Competitor analysis

Trade area delineation

Voids anaysig/sales potential analysis

Relate retail/commercial potential to community planning areas
Noticed Public Meeting

Saturday Oversight Committee Retreat

Interim presentation and report

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Phaselll: Business Park and Planning Recommendations

Analyze internal, metropolitan, external market potential

Recommend type, size, and location of future business parks on a preliminary conceptua
bass

Look at revenue potential vs. goas, development and marketing costs

Examine alternative funding sources

Noticed Public Meeting

Saturday Oversight Committee Retreat

Interim presentation and report

Phase 1V: Planning, Zoning, and Development Capacity Strategy

Further review property options

Map major growth areas

Review local information systems, marketing activities, results
Consider regional, national best practices

Consider benefit/cost

Preliminary policy, program, staff, budget recommendations
Noticed Public Mesting

Two Saturday Oversight Committee Planning Meetings
Interim presentation and report

Phase V: Implementation Process (Ongoing)

Presentation on March 6 to the Committee of the Whole

March 15 and 22 Public Meetings

Review, acceptance, and ongoing decison making and implementation by the Economic
Development Commission, Community Development Authority, Plan Commission, and City
Council

Implementation will require moving from a conceptua definition of key development parcels
to amore binding form set down in the Master Plan and Zoning map.

This will require substantial neighborhood inpuit.

It will include full measures for buffering and screening business and retail development from
existing neighborhoods, since the plan recommends higher standards than are currently in
place.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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II. The Development Context

Franklin’s Changing Economic Function
Past
Franklin has undergone a rapid evolution over the past thirty years.
As recently as 1970 Franklin had only 12,247 people. It was a small, predominantly middle class
community at the metropolitan fringe. Average family income was below the County average. And the
community had significant levels of less desirable land uses, including the quarry, the Metropolitan
House of Corrections, the land fill, and a number of small industrial and transportation uses in unplanned
industrial areas.
Franklin had very little business and commercia tax base. Mgor devel opment characteristics included:

= Primary sector economic functions: Agriculture and the quarry

* Modest levels of light manufacturing

= County Uses. The Correctiona Facility, parks and golf courses

= Landfill & truck terminals

= Vevy limited neighborhood commercial functions with no central downtown

But Franklin was a wide-open environment with very ample open land.

Present

Since 1970, Franklin has seen mgjor growth and substantial change. Its population has increased rapidly,
reaching over 28,000. Average family income is now well above the County average. And a number of
multi-family housing developments and moderate and higher-end sub-divisons characterize recent
development.

In the face of a growing taxpayers revolt, City leaders have taken actions to broaden the non-residential
tax base:

=  The community has attracted and permitted stronger retail development, especialy in the College
Road and 27th corridor.

= |t has proactively sought and attracted stronger, higher quality industrial growth through the
development of the Franklin Business Park.

Now, however, development faces a major challenge in the desire to continue to develop non-residential
tax growth, because residential growth is beginning to restrict future non-residential options on a number
of key potential development Sites.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Key Questionsfor the Next 20 Y ears of Franklin’s Development

Residential

Are there feasible Slow Growth options?

What will be the residential growth pattern south of Ryan, and how does new state law effect
residential development potential outside of the sewer district?

What will be the City’s permitted mix of housing types and values, and what proportion of these
residences will be of sufficient value to pay for City and educational services that they require?
How will the City resolve and mitigate potential conflicts between residential and business and
retail growth through higher standards of buffering and screening and selective redevelopment
policies to buy out conflicting residences as they come onto the market?

Industrial and Business Park Growth

What should the City plan for when the Franklin Business Park runs out of land in approximately
three years?

Can the City attract more office and R&D functions?

Where should the next primary and secondary business park devel opments take place?

What planning, zoning, infrastructure, and land assembly initiatives are required?

What other economic development programs are necessary to support quaity future non-
residential growth?

Retail and Commercia Growth

Isit desirable to attain an integrated development concept that includes several quality department
stores, movie theaters, other related entertainment such as restaurant and a mgjor bookstore, and
specialty shops?

Where are the best areas for retail and commercia growth?

What planning, zoning, infrastructure, and land assembly initiatives are recommended?

What other economic development programs are necessary to support future non-residential tax
growth?

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Major Non-Residential Tax Base Development Strengths

Franklin possesses a number of important strengths that make it possible to achieve significant non-
residential tax base devel opment.

It till has much room to develop the non-residential tax base, if it acts now.

Good access of key potential Business Park sites to 1-94, Mitchell Field, and for a metropolitan
Milwaukee community, to O’ Hare airport and the magjor markets to the east and south.

Good ability to draw outside workforce, especialy to development sites near 1-94.

A retail trade area, especialy for the Loomis, 76", and Rawson and the 27" and College areas that
extends well beyond the city.

The well-established quality and track record of the Franklin Business Park.

A City government, including the Economic Development Commission and Plan Commission,
that has historically worked very well with new businesses building in the Franklin Business Park.

Ample Tax Increment Financing (TIF) capacity and good in paying down the Franklin Business
Park TIF bonds.

The wisdom to undertake this strategy while there is still time.

Major Non-Residential Tax Base Development Weaknesses

But it also faces a number of key weaknesses the will limit non-residential development, especidly if the
City does not set a proactive course.

Residential development, which requires high City and school expenses, is faster and easier to
achieve than business and commercial development, which provides added tax resources.

The 1992 Comprehensive Master Plan, which placed strong emphasis on neighborhood-based
residential development, is out-of-date from a tax base development perspective. Severa high-
potential business and retail areas are currently zoned residential, with strong residential potential.

The city’s location within metropolitan Milwaukee and lack of direct Interstate visibility limit its
office development potential.

Franklin has an outdated metropolitan Milwaukee image and no regiona or nationa image.

The Wisconsin business climate, the strength of intervening business parks in Kenosha and Racine
Counties, and the severe funding limitations of Forward Wisconsin severely limit growth potential
from beyond metropolitan Milwaukee.

The City lacks sufficient planning and zoning information, database, and mapping capabilities to
maximize its proactive development policies.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Major Tax Base Development Opportunities

Some anticipate future changes will help Franklin to achieve its non-residential tax development
objectives.

Building expansions from a number of Business Park tenants who have ample land to grow.
Moderately strong future business park and unredlized retail growth potential, including a high
likelihood of attracting an integrated department store, movie theater, entertainment, and speciaty
retail complex.

Potentia leadership and consensus from this strategy.

Ability to rezone key parcels.

Ability to selectively develop new business park land through a process similar to the Franklin
Business Park development process.

Ability to be more proactive in seeking quality retail development.

Ability to upgrade Franklin’s image within metropolitan Milwaukee.

Major Tax Base Development Threats

Other emerging trends will work against non-residential tax development.

Economic recession, ending the unparalleled period of economic expansion.
Other neighboring communities could become more organized for business devel opment.

The long-term aging of Franklin Business and Industrial Park buildings, requiring some future
company downsizing and City industrial redevelopment.

Eventually, the growth path will move beyond Franklin, especially along the I-43 corridor.

Without proper planning and concerted action, residential development will continue to encroach
upon sites with strong business park and retail potential.

Without proper planning and concerted action, the commercia and industrial share of the tax will
decline, significantly raising residential property taxes.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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I11. Franklin’s Major Business Development Sites: Summary

The following table summarizes our land use recommendations for balancing the tax base:

Table 1. Key Areaswith Retail Commercial Development Potential

Available
Developable
Area Acres

Year 2002 Year 2020
Supportable Supportable
Demand Demand

Area A Franklin Corners (Loomis & Rawson) 142 Acres

AreaC Rawson & 27" Street 67-145 Acres
AreaH Crossroads 33 Acres
Areal Civic Center 64 Acres
Aread Whitnal View 80 Acres

32-42 Acres 65-104 Acres
20-50 Acres 47-88 Acres
4-7 Acres 10-12 Acres
5-17 Acres 17-36 Acres
7-26 Acres 33-56 Acres

Note: The acreage demand range indicates the mid-case to high range for supportable retail
commercial development for the key emerging commercial districts based on the findings of the
Phase Il Retail Development Potential report prepared by the McComb Group.

Available Developable Acres arefor land suitable for retail commercial development only.

Area C range depends upon whether the 41 Twin site is used for retail, office/secondary business

park, or a mix.

Table 2. Key Areaswith Business Park Development Potential

Available
Developable Site

Area Acres Suitability

Primary Business Park Site

AreaD Southeast Environs 440 Acres Primary Business Park
Alternative Secondary Business Park Sites

AreaC 41 Outdoor Twin Theater 78 Acres Secondary Business Park
AreaE Ryan Road North 60 Acres Secondary Business Park
AreaF Town Centre (North) 78 - 174 Acres Secondary Business Park
Reserve for Future Business Park Sites

AreaG Southwest Environs 345 Acres Industrial Park
AreaF Town Centre (South) 49-147 Acres Secondary Business Park
The other dites of lower non-residentia tax base priority are discussed in Phase IllI: Land Use

Recommendations.

Franklin First: Phase 1V, Economic Development Strategy
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Table 3. Development Potential Summary, by Area
New Tax Key
Potential Est. Potential Likely Recommended
Site Developable | Demand to 2020 Development City Actions
Acres To02020 | ($ million) | Timeframe ThisYear *

Retail Sites
A. Franklin Corners 142 65 $42.25 | 2000-2020 Zone, plan, market
C. Rawson & 27" 67-145 47 $30.55 | 2000-2020 | Consider

redevel opment
H. Crossroads/L oomis 33 10 $6.50 | 2000-2020
I. Civic Centre 64 17 $11.05 | 2000-2020
J. Whitnall View 80 33 $21.45 | After 2005 | Plan

386-464 172 $111.80
Business Park Sites
D. Southeast Environs 440 440 $132.00 | 2000-2015 | Zone, plan, acquire
C. 41 Twin Environs 78 78 $23.40 | 2000-2020 | Plan, possibly acquire
F. 76" & Ryan-North 78-174 78 $23.40 | 2005-2020 | Plan, possibly acquire
G. Southwest Environs 335 80 $24.00 | After 2015 | Hold by zoning
F. 76" & Ryan-South 49-147 0 0| After 2015 | Hold by zoning
Franklin Business Park 119** 119 $35.70 | 2000-2003 | Continue to market
1099-1293 795 $238.50

Total 1485-1757 967 $350.30 | 2000-2020

* For primary development siteswithin area. See Phase I11 report.

** Remaining.
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V. Business & Industrial Tax Base Development Potential

Market Factors Require Action Now to Develop the Next Business Park
The market regards the Franklin Business Park positively.
= The quality park, characterized by large land development, level sites, strong design standards,
good infrastructure, wide roads, and strong covenants filled an important gap in the Milwaukee
County and Southside markets.
= The Park was well timed, well positioned, and competitively priced.

» Park residents range over awide range of industries, corporate size, and facility size.

= The location decisions of Harley-Davidson and Gardettos (now Batista's) helped to put the
Franklin Business Park on the map.

= Companies interviewed for this project were universally complementary of the design of the park
and the ability to bank land for their own future expansion.

= Companies reported that the City of Franklin, the EDC, and the Plan Commission have been
exemplary in their pro-business attitude.

= Mgagor corporate investment has occurred despite the comparative high property tax rates in the
areas of the park within the Franklin School District.

Absorption of the Franklin Business Park has proceeded well beyond origina predictions.
» The City has sold 221 acres over the past 6 years. Absorption has averaged 37 acres per year.

= 124 acres are still available—a supply that will be effectively absorbed by 2004 or before at current
rates of development.

Table 4. Projected Absorption of the Franklin Business Park

Growth Acres Years
Assumption Absorbed/Y ear Remaining
Conservative 25 4.8

Actual Historic | 37 3.2
Aqggressive 59 2.0

Due to the long planning and development horizon, the City must take action on a new business
park now so as not to run out of quality business park land.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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How Much Business Park Land Should Franklin Bring to Market?

The Competitive Environment

The competitive environment is generally favorable.

While Oak Creek offers rail access and closer proximity to Mitchell Field, design standards and
road quality are significantly lower. Because it only has small parcels of industria land to
develop, Oak Creek can not overcome the image created by its older style of industria parks.

New Berlin sold its sewer capacity to other communities, restricting its development for five years.

Muskego residents twice defeated a TIF referendum to support a 650 acre development, though
Muskego's new Master Plan does contain a business park

Business parks in Kenosha and Racine counties are higher priced and compete primarily for the
Chicagoland market. Milwaukee area companies seldom leapfrog over Franklin and the
Milwaukee County market to expand in Racine or Kenosha counties. Higher price and great |abor
scarcity within Kenosha County may lead to modest increases in Chicago-area companies
considering expansion in Franklin.

The 1994-2000 period has had no economic downturn. A recesson would temporarily sow
absorption.

The City’s tax base development goal precludes targeting high acreage/low investment functions
such as trucking terminals.

Other competitor developments outside of Franklin will eventually come to market.

Absorption will be faster in parcels near 1-94, dower for parcels further away. Site D, if properly
developed as a Primary Business Park, has potentia be even more atractive to the market than the
Franklin Business Park.

Franklin’sMarketing Niche

Franklin’s marketing niche should continue to be more business than office related.

Small and mid-sized light manufacturing, services, and distribution users will likely continue to
dominate Franklin's business park absorption.

As much as the City wishes to attract office users, the market does not view Franklin as an office
location. Office demand may come from back office users such as call centers or corporate
administrative offices, but corporate and regional headquarters and R&D centers are not likely to
locate in Franklin. This is so because of the relatively small number of executives within
commuting range and the relatively low level of amenities for office functions.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Primary Business Park Needs

Large Primary Business Parks have many marketing and devel opment advantages.

They create greater marketing presence and justify greater marketing expense.

They have more flexibility in types of users and compete more strongly in the metropolitan
marketplace.

They alow greater amenity.
They are more cost effective to develop.

They have greater potential to generate tax base.

Developing 440 acres of Primary Business Park land will provide an estimated additional 12-year
supply at current absorption rates.

Secondary Business Parks

Smaller Secondary Business Parks would also play an important role in Franklin.

A good number of Franklin Business Park users have only taken 1-3 acres. Many of these users
would prefer to be in a business park not dominated by larger users. They could also use sites
more effectively (and more densely for tax development purposes) in a smaler business park.

One or more secondary business parks could aso absorb smaller users, such as contractors or
office/showroom functions that currently are taking convenience retail sites along major arterial
roads.

Secondary business park development of sites such as the C-2 41-Twin site or the F-1 or F-2 or E
sites north of Ryan Road in the center of the city would alow development of entire sites, not just
the frontage parcels. At the same, interna circulation roads and a central point of ingress/egress
would create much more effective traffic circulation.

We edtimate that secondary business park absorption would average 8-12 acres per year,
depending upon the economic cycle and the proximity of the site to 1-94.

It would be advantageous for the City to have three 70-100 acre secondary business parks,
developed in sequencerather than smultaneoudy, over the next twenty years.

Franklin First: Phase 1V, Economic Development Strategy March, 2000

Page 14



TICKNOR

& ASSOCIATES

IsPublic-Sector Ownership And Development Necessary To Have New Business Parks?

Almost al Southeast Wisconsin primary business parks and many secondary parks require municipa Tax
Increment Financing (TIF) to acquire land and build infrastructure.

Cities can make business park developments work more effectively than private investors do for two
major reasons. First, their cost of capital is lower. Second, they can use increased tax collections as well
as land sales to make the project financidly feasible.

» Private development would not be on the scale that Franklin desires to maximize tax balance.

= Private development would not be as conscious of quality users as the City could be.

» Private development could less well afford the costs of high standards of buffering and screening.

= The City could likely engage Milwaukee County in negotiations regarding land purchases and/or
land swaps more readily than a private developer could.

Franklin Should Bank Land For The Future

Even if it develops 440 more acres, Franklin is projected to run out of primary business park land well
before 2020.

Setting aside additional future business park land, through zoning, options, our outright purchase, would
ensure the ability to continue proactive non-residential tax base development in the future.

Business Park Site Criteria

General Criteriafor Primary Business/Industrial Parks

=  Proximity to 1-94 and other major regiona highways for both transportation and labor
market access.

= At least 60 acres of developable land for secondary parks, ideally 360 acres or more for
primary parks.

= Available public water supply and sanitary sewers.
» Reatively level sites with appropriate soil and drainage conditions.
= Separation from residential neighborhoods and other conflicting uses.

» In all cases, we propose leaving the environmental corridors undeveloped, utilizing them
as much as possible to create buffers and natural amenities.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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There are strong advantages to linking the next Primary Business Park development to the
existing Franklin Business Park.

=  Market acceptance will be stronger.
= There will be marketing synergies.
= Ryan Road could continue to function as the major commercia artery.

= A southerly point of entrance to the new business park could link to a southerly entrance
point for the Franklin Business Park, helping traffic flow at both sites.

General Criteriafor Secondary Business/Industrial Parks

Secondary parks serve a dightly different market niche, and they are subject to different general
development criteria.

= They are targeted toward smaller users, such as contractors, local distributors, and
smaller manufacturing.

= Sitesalong maor arterials or near primary business parks are suitable.
= Development scale of 60 to 100 acres is usualy feasible and cost effective. Private

developers may be able to undertake secondary business park development with more
limited City financing than is necessary for most primary business parks.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Table5. Evaluation of Major Business Park Sites

Primary Business Park Sites
Area | Develop- 2020 Tax
& able Key Potential
Sites Acres Factors (million)
D 340-440 | Only feasible area with market potential for major primary business park $132.0
Total expansion. Total
Good proximity to 1-94 and fit with present Franklin Business Park.

D-2 128 Best business park expansion sitein Franklin. $38.4

Linch pin to entire D areasite.
Best as Phase | of D development.
Requires extensive birming, buffering, and work with neighbor residents.

D-3 90-190 | Non-County land would be part of Phasel. $27.0
Phase 11, an additional 100 acres, depends upon successful negotiationsto to $57.0
swap or purchase surplus County land now used for agriculture.

D-4 122 Potential Phase |11 development. $36.6

Secondary Business Par k/Ancillary Commercial Options
Develop- 2020 Tax
able Key Potential

Site Acres Factors (million)

C-3 78 Stronger market fit as a planned secondary business park, but it could also be a $23.4

retail site.
Careful planning would allow use of entire site for non-residential purposes.

F-2 78 Should be rezoned as BP Business Park for secondary business park $23.4

devel opment.

F-1 9% County owns much of site, so development depends upon successful negotiations $28.8

with the County.
County ownership may make this an excellent prospect for later devel opment.
Might also be prospective site for 1-2 larger business users.
E-1 60 Limited depth to site. Would require careful planning, probably mixed with $18.0*
commercial uses.
Near residential. Would need careful screening from residential areas.
L and to Reserve for Future Tax Base Development
Develop- 2020 Tax
able Key Potential
Site | Acres Factors (million)
F-4 98 Limited by Cemetery, soil conditions, floodplain, and no sewer.
Future use depends upon ability to purchase from archdiocese.
F-3 49 Small site, limited by soil conditions, floodplain, no sewer.
G 335 Needs sewer. $24.0
Total Hold by agricultural zoning for possible development after 2010 once sewer Total
is available and mor e peoplelive to south and west. Higher taxes after 2020. By 2020
G-1 119 Hold by zoning.
G-2 216 Hold by zoning.
* |t developed as secondary business park only. Mix with commercia could be higher.
Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Table 6. Recommended City Actions. Key Business Park Sites

Dev. Key Recommended
Site | Acres City Actions

D 440 | Develop D-2/3/4 as a new phase of the Franklin Business Park, beginning in 2000.

1. Plan areas D-2/4 as awhole entity, including detailed preliminary development and
financing plans and an overal acquisition strategy. Set development standards at or
above those of the Franklin Business Park, raising the standards for all areas
currently zoned M-1.

2. Create physical and transportation links with existing Franklin Business Park to
build on the success and marketing momentum of the current park.

3. Begin negotiations with the County to acquire or trade for devel opable County-
owned acreage now used for agricultural purposes within D-3.

D-2 128 | 1. Working with landowners and neighbors, rezone the site from R-2 to Business Park,
including provisions for buffering and screening from nearby residential uses.

2. Complete detailed site and infrastructure planning, including adequate buffering,
encouraging participation of area residents.

3. Make financing and marketing commitments, acquire and prepare the site in Phase
1 of primary business park extension.

4. Market the new business park acreage, holding to high standards of quality
development and tax base density.

D-3 90 |1 Rezonetheareafrom M-1 to Business Perk.

190 | 22 Complete detailed site and infrastructure planning, including adequate buffering
from the current lower end industrial and trucking users at EIm Road.

3. Make financing and marketing commitments, acquire and prepare the site in Phase
1 and/or Phase 2 of primary business park extension. Acquiring the County land
will likely be in Phase 2.

4. Market the new business park acreage, holding to high standards of quality
development and tax base density.

D-4 122 | 1. Rezonethe areafrom M-1/A-1 to Business Park.

2. Based on recent legal changes in Wisconsin, develop a strategy to reserve D-4 for
future expansion of the business park and avoid construction of residential with
septic.

3. If necessary acquire and hold.

4. Develop as Phase 3 of primary business park expansion.

E-1 60 | Develop asa Secondary Business Park/Ancillary Commercial Site.

1. Indiscussion with property owners, determine likely development timeframe and
potential for partnership or private development consistent with city goals.

2. Rezonethe areafrom R-8/M-1 to B-2.

3. Prepare preliminary development plans, including road, infrastructure, and buffer
for the residentia areato the north.

4. ldentify developer options, which may include the private sector, and define the
City role, ranging from infrastructure only to acquisition and development.

F 321 | Develop Area F north of Ryan Road as a Secondary Business Park.

Hold Area F south of Ryan Road for future development.

1. Encourage westward extension of Ryan Road upgrade to 76™.

2. Compete the sewer study projecting secondary business park development of the
four F Area sites.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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78

In discussion with property owners, determine likely development timeframe and
potential for partnership or private development consistent with city goals.
Rezone the area from B-3/R-3 to BP/PDD.

Prepare preliminary development plans, including road, infrastructure, and buffer
for residential areas to the north.

Identify developer options, which may include the private sector, and define the
City role, ranging from infrastructure only to acquisition and development.

Begin discussions with Milwaukee County regarding redevelopment of the areaas a
secondary business park, phasing devel opment/redevel opment with secondary
business park development of F-2 and C-3.

Prepare development plans, including site plan, infrastructure, and financial
projections.

Identify developer options, which may include the County or the private sector, and
define the City role, ranging from infrastructure only to acquisition and
development.

49

In discussion with property owners, determine likely development timeframe and
potential for partnership or private development consistent with city goals.

Pan sewer development to accommodate secondary business park use.

Seek to hold the parcel for future development though either agriculturd or
BP/PDD zoning.

Develop site and infrastructure as market conditions warrant.

F-4

Begin discussion with the archdiocese regarding future anticipated uses of the
cemetery site.

Plan sewer development to accommodate secondary business park use.

Seek to hold the parcd for future devel opment though either agricultura or
BP/PDD zoning.

Develop site and infrastructure as market conditions warrant.

335

Maintain Agricultural designation as holding situation for long term development.

G-1

119

Evauate utility extensions based on development environment, developer proposals.

G-2

216

Evaduate utility extensions based on development environment, developer proposals.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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V. Retail/Commercial Tax Base Development

Estimated Retail Market Potential, by Major Development Area

Franklin's future retail/commercial development potential is a direct function of:
= thegapsinthe current level of retail development in Franklin and surrounding communities,
= present and future transportation patterns, and
= future population growth.

The Phase Il Retail Development Potential analysis carefully measured each of these factors to reach the
following conclusions by major commercia area.

Table 7. Development Potential: Major Retail/Commercial Areas

Existing 1999 Projected New by 2020

Development - . .

Area Retail Potentially Retail 2020
Square | Developable | Square | Required | Tax
Feet Retail Feet New Potential
(000) Acres (000) Acreage | (million)

A. LoomisE & W of 76th 236 125 650 65 $42.3

C. Rawson & 27" 924 77-145%* 465 47 $30.6

J. Whitnall View/Speedway | 261 80 330 33 $21.5

H. Crossroads 24 33 100 10 $6.5

I. Civic Center 5 64 165 17 $11.0

Totals 1,450 1,710 172 $111.8

*  Shared potential with Oak Creek.
** 77 acresin sites C-1 and C-2, which would require redevelopment. 145 acres including the C-3/41 Twin siteis at
the far southern edge of this zone.
Some Sites will Develop Sooner and Better with City Planning I ntervention.
The City can follow of number of strategies to maximize quality retail development, such as.
= Creating proper zoning and concept designs in appropriate areas
= Sdlective Site redevel opment

= Creating a development concept, planning for necessary infrastructure, and marketing the concept to
retailers and devel opers.
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Table 8. Evaluation of Major Retail Development Areas

2020
Area Devel- Est. Key Tax
& opable 2020 Factors Potential
Sites Acres* | Demand (million)
A. Loomis 125 65 Highest new retail development potential. $42.25
E&W of 76th Areato link department stores, cinema, specialty stores.
City needs to zone land, develop concept, plan
infrastructure.
A-1 43 High visibility, good access.
Would require loop road.
Requires rezoning, extensive residential buffering.
A-2 42 Requires loop road extension of Terrance Drive to west.
Poor access from Pick-N-Save.
A-3 40 High visibility, good access.
Possible expansion of site on landfill to north.
Requires negotiations with County, ski hill operator.
C. 27"/Rawson 129 47 The retail market potential is best for C-1, closest to $30.55
Rawson, least for C-3, furthest from Rawson.
C-1 16 Redevel opment support would be required to assemble
the site.
C-2 35 Redevel opment support would be required to assemble
the site.
C-3* 78 Least desirable of the C Area sites from aretail market
perspective, but the easiest site to assemble.
Challenge isto develop the whol e site for non-residential
uses, which retail is not likely to accomplish.
Also consider as a secondary business park site.
J-1 80 33 Ultimate uses will justify Speedway relocation, either $21.45
Whitnall View/ publicly or privately.
Speedway May not develop asfast asarea A or area C-1 and C-2
under redevel opment.
Retail will not likely reguire the entire site.
H 33 10 Lower retail demand due to limited population density, $6.50
Crossroads lesser market access.
l. 64 17 Lower retail demand due to limited population density, $11.05
Civic Center lesser market access.
[-2 40 Place for neighborhood scal e shopping center.
Relatively large parcel ownership patterns.
-3 24 Loomisfrontage is good site for professional offices,
financial services, and medical clinics.
* Inmagjor retal sitesonly.
** Possible alternative secondary business park site.
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Table 9. Recommended City Actions. Major Retail Sites

Key Recommended
Site | Acres City Actions
A 125 | Move plansforward to achieve a coordinate, integrated department store,
cinema, entertainment, and specialty store complex.

1. Evauate adternative siteswithin Area A.

2. Work with landowners and neighbors to rezone land to B-3/PDD to fit with this
plan.

3. Develop aconcept plan to attract related department stores, a movie and
entertainment complex, and related specialty stores.

4. Pan for the required infrastructure.

5. Market this concept to appropriate retailers and developers.

A-1 43 | 1. Work with the state and County regarding extending Terrance Drive to loop
through A-1 and A-2, crossing Loomis Road with atraffic signal.

2. Work with landholders and neighbors to consider rezoning to B-3/PDD, making
provisions for adequate screening and buffering for the residential areato the
west.

3. Develop and market a concept plan for the area.

A-3 49 | 1. Work with the County regarding possible future retail development of the area.

2. Evauate the possibility of expanding the development site on the landfill area
northeast of A-3 and west of 76"

3. If feasible to develop this site, rezone the areato B-3/PDD.

4. |If feasible to develop this site, develop and market a concept plan for the area.

A-2 42 | 1. Work with the state and County regarding extending Terrance Drive to loop
through A-1 and A-2, crossing Loomis Road with atraffic signal.

2. Work with landholders and neighbors to consider rezoning to B-3/PDD, making
provisions for adequate screening and buffering for the residentia areato the
west.

3. Develop and market a concept plan for the area.

C 129 | Decide whether the City will assist with the redevelopment of areas C-1 and C-2
and work with the landowner to achieve maximum non-residential development

on C-3.

C-1 16 |1 Consider redevelopment support to assemble this site to sell to aretail user,
perhaps by providing Tax Increment Financing assistance.

2. Rezone the site to B-4 or to the South 27" St. Business District.

C-2 35 | 1 Consder redevelopment support to assemble this site to sell to retail
users/devel opers, perhaps by providing Tax Increment Financing assistance.

2. Rezonethe site to B-4.

C-3 78 | 1. Work with the landowner to achieve maximum non-residential development.

2. Consider providing aroad to alow the owner to utilize the whole site for
secondary business park purposes.

3. Rezone the site to B-4/BP/PDD.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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D-1 42 | 1. Becausethisisthe symbolic entryway into Franklin for many people, consider
whether to signa private developers that the City is prepared to provide TIF
assistance with redevelopment of deteriorated parcelsin this areafor uses such
as convenience retail and services for the business park.

2. Seek development of a proper entryway into Franklin on Ryan.
3. Rezonethe site to B-4.

J 80 | 1 Work with the landowner to maximize non-residential development on the site.
2. Rezonethe site to B-3/PDD.

H 33 | 1 Rezonethesteto B-1.

I 64

[-2 40 | 1. RezonethesitetoB-3/PDD.

-3 24 | 1. Rezonethe siteto B-3/PDD.
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V1. Strategic Tax Base Development Recommendations

The City Must Be Proactive to Maximize the Tax Base

The City of Franklin must be proactive if it isto maximize non-residentia tax base devel opment.

It will need to bring the Franklin Master Plan and Zoning Ordinance into compliance with the
economic development strategy.

It will need to play an active role in acquiring land and developing the next primary and secondary
business parks.

It will need to set a more active retail development strategy.

It will also need to act relatively quickly before residentia development fully builds up the city,
while the City dtill has options for non-residential tax base growth.

All this can be done while setting higher standards for development quality and for compatibility between
residential and non-residential aress.

Basis for Setting Priorities

The City should strongly consider the following factors as it sets priorities to encourage non-
residential development in future years.

Market opportunity to produce non-residential tax base.

Compatibility with Franklin’s self-image and desired community future.

Whether public sector intervention is required to maximize non-residential tax development.
Whether public intervention is cost effective.

School district impact. Note: The City is sill studying the relative impact, after adjustments in
the state school reimbursement formula, of non-residential tax base development in each school

district. We have recommended proactive development for each of the three school digtricts.

How to act in ways that recognizes and incorporate the needs of surrounding residentia
neighborhoods.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Land Use Recommendations

1

Amend the Didgrict Plans in the City's Comprehensve Master Plan to conform to the
recommendations of the Economic Development Strategic Plan.

Note: Itisour understanding that the City will be undertaking a complete revision of the
Comprehensive Master Plan following adoption of the Economic Development Strategic
Plan.

Amend the Zoning Map and Zoning District boundaries to conform to the recommendations of the
Economic Development Strategic Plan

Revise the text of the Unified Development Ordinance to require applicant submittal and City
approval of an overal master plan for ownership parcels over 40 acres in size prior gpproval of any
land divisions (either by CSM or Subdivision Plat).

Note: The current Unified Development Ordinanceis an extremely complex and difficult ordinance
to use. The City should consider simplifying the ordinance to make it more“ user friendly”
for both the Plan Commission and applicants

Adopt design guidelines and architectural standards for each of the key subareas identified in the
Economic Development Strategic Plan

Establish a“holding district” for lands that are to be reserved for future economic devel opment zones.

Develop an illustrated set of guidelines for screening and buffering boundaries between residential
and commercia and industria land uses.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Site Recommended Master Plan Zoning Recommended
Land Use Classification(s) District(s) Zoning
A-1 Retail Center R-2/R-3E R-3E B-3/PDD
A-2 Retail Center R-4/R7 R-6 B-3/PDD
A-3 Retail Center P-1 A-1 B-3/PDD
A-4 Residential B-3/R-7 B-3/R-6 R-8
A-5 Commercial/Office B-3 R-6/B-3 B-3
B-1 Commercial/Office M-1 M-1 B-3
B-2 Commercial/Office R-5 R-5 B-3
C-1 Retail Center R-6/B-4/1-1 R-6/B-4/1-1 B-4
C-2 Retail Center B-4 M-1/B-4/R-6 B-4
C-3 Retail Center/
Secondary Bus. Park B-4/BP B-4/BP B-4/BP/PDD
D-1 Commercial B-2/B-4 B-2 B-4
D-2 Primary Business Park R-3/R3E R-2 BP
D-3 Primary Business Park M-1 M-1 BP
D-4 Primary Business Park M-1 M-1 BP
E-1 Comm./Office/
Secondary Bus. PK. R-3/B-6 M-1/R-8 B-2
F-1 Secondary Business Park B-6/A-1 R-8/A-1 BP/PDD
F-2 Secondary Business Park B-1/R-5/1-1 B-3/R-3 BP/PDD
F-3 Secondary Business Park M-1 R-8/A-1 BP/PDD
F-4 Secondary Business Park M-UR-1/A-1 R-2/R-7/R-8/M-1 BP/PDD
F-5 Institutional -1 B-2 -1
G-1 Holding District — Interim Ag A-1/A-2 R-8/R-3/C-1 A-1
G-2 Holding District — Interim Ag A-1A-2 R-2/R-1/C-1 A-1
H-1 Commercial B-2/B-3/B-4 R-8/R-7/B-4/B-3/C-1 B-1
-1 Residential R-5 R-6 R-6
[-2 Commercial  CC (Civic Center) R-8/1-1 B-3/PDD
[-3 Commercial/Office I-1U/R-4/R-6 B-3/I-1U/R-7 B-3/PDD
J1 Retail Center BP/R-3 R-3/M-1 B-3/PDD
J2 Light Industrial M-1 M-1 M-1
J3 Neighborhood Comm/Res. B-2/R-3 B-2/R-4/M-2 B-1/R-4/PDD
K-1 Residential PUD B-3/R-4/R-5 R-3/R-7/R-8 R-4/PDD
L-1 Holding District — Res. PUD R-4/R-7/B-1/P-1 R-3/C-1 R-3/C-1/PDD
Franklin First: Phase 1V, Economic Development Strategy March, 2000

Page 26



TICKNOR

& ASSOCIATES

Business Park Development Recommendations to Balance the Tax Base

1. Acquire and develop 440 developable acres of site D as an extension to the Franklin Business Park.
This should include site D-2 north of Oakwood, which is currently the best business undevel oped
business park area within Franklin.

= Complete preliminary site plans to test development concepts and evauate land acquisition,
development and infrastructure costs, and TIF funding options. Provided that development will
be as successful as in the case of the Franklin Business Park, TIF financing will enable
development at no long-run cost to the taxpayer.

» Develop aland acquisition strategy. Enter into negotiations with the County to maximize the
effectiveness of developing Area D as a primary business park, including purchasing or swapping
land in order to acquire approximately 100 acres of County land now used for agricultural
pUrposes.

= Working with neighbors and existing area residents, rezone site D-2 for Business Park
development.

2. Support the development of a series of sequential 70+ acre secondary business parks in Areas C, E,
and/or F (north of Ryan).

= The City probably will not need to act as the owner/developer for secondary business parks, but it
should be prepared to encourage the private sector through zoning and possible selected
infrastructure assistance, such as internal road building.

=  Work with existing owners to create shared development plans and plan together for appropriate
rezoning.

3. Zone appropriate parcels of Areas G to preserve them for future large-scale business/industrial park
devel opment.

= Monitor whether it will be necessary in the future to option or purchase approximately 350-450
acres of land in area G to set aside for future industrial park devel opment.

= Monitor whether future secondary business park development will be feasible for Area F south of

Ryan.

4. Continue to hold to high standards of planned business park development, including buffering and
screening of neighboring residential areas and high levels of tax base development per acre.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Retail & Commercial Development Strategic Recommendations

1. Seek planned, synergistic power center retail development for Area A to maximize commercial tax
base development, since this is strong development site with exceptiona market potential.
Coordinated development may include two quality department stores, a cinema and related
entertainment complex, and related specidty stores.

= Working with present landowners, prioritize sites for development zone sites for the type of retail
development desired.

» Prepare conceptua site plans illustrating the type of development desired.

= Work with the County and the state to provide adequate traffic circulation with access to Loomis
Road.

=  Work with neighbors to provide for buffering and screening and traffic planning to alow
development without negatively impacting neighboring residential development.

= Be prepared to assist with the devel opment/redevel opment to achieve desired concept.
= Work through the Economic Development Commission to prepare a marketing plan and
marketing materials (demographic, site, and potential assistance information) to present the
strengths of the Franklin market, and actively market Franklin to retailers, developers, and
commercial brokersin order to achieve the quality retail development that Franklin deserves.
2. Support targeted quality retail redevelopment in area C.
=  Assgt with site assembly for sites C-1 and C-2.

* Investin creating a better aesthetic gateway to Franklin on Ryan Road.

3. Support quality retail development in areas J, H, and | through zoning enhancements.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Other Community Economic Development Strategies

1

Continue to build from the relationships and tremendous good will among companies newly located
in Franklin.

= Continue regular personal calling and networking.

» Enhance efforts to develop a virtual Business Park/Industria Park Manager’s Association through
at least annual meetings, continued labor surveys (in-person in 2000), and the development of a
quarterly business program, developing a Manufacturers Roundtable and participating actively in
the metropolitan personnel managers association.

= Continue to monitor the needs of local employers for day care and enhanced transportation
services within or near the Franklin Business Park.

= Support workforce development by strengthening the relationships between area businesses and
the Milwaukee Area Technical College and local high schools. Evauate the desirability of
facilitating the business/education partnership to enhance Education to Career programs in local
high schools. Look for opportunities to support Franklin companies through selective individua
or joint job fairs, including ways to recruit non-college bound students from area high schools.

Participate in the emerging metropolitan workforce recruitment efforts, including monitoring of
effective ways to encourage Franklin employers to post key openings on metropolitan and state
Internet recruitment sites.

Community Marketing

1

Prepare a marketing plan and basic marketing materials (executive print brochure replete with
testimonials, Inter-net site, commuting map, and direct mail pieces) to more effectively market
Franklin to business and industrial users.

Participate sdectively in Forward Wisconsin and Southeast Wisconsin Regional Economic
Partnership marketing events targeting metropolitan Chicago companies and commercia rea estate
executives.

Develop a metropolitan Milwaukee and Franklin public relations strategy to upgrade Franklin's
business and retail development image. This could proceed on a smaller scae, highly cost effective
basis by utilizing a regular community spokesperson, such as the Mayor. It could aso take a more
active form, utilizing public relations counsdl.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Does Franklin Need to Land Bank Business Park Land?

As was the case with the Franklin Business Park, it will be necessary for Franklin to play an active rolein
the zoning and land management process in the future. It will almost certainly need to acquire additional
primary business park land. It will need to look for ways through zoning and selective infrastructure
development to ensure both maximum non-residential tax base development and high quality
development on secondary business park and priority retail development parcels as well.

The City will aso need to create ways to hold land that will be important to business park and retail
development 10 years or more into the future from residential development.

There are several important ways to preserve land for future non-residential development:

Zoning or rezoning land for agricultural preservation and hold to this use until it is time for
significant non-residential devel opment.

Ingtitutional holding, by communicating and cooperating with the County and religious and other
institutions that may be willing to hold land until stronger non-residential opportunities exist.

Optioning land, if necessary. This works best when you are well ahead of competitive
development options, so that you do not need to exercise the option in the short term.

Buying land to hold for future development, if necessary.

Land banking through land purchase has some obvious advantages for holding land for future non-
residential development.

Land control is certain.
Rezoning for appropriate non-residential development isrelatively easy.
Increased land values from infrastructure investment ultimately accrue to the City.

There are no costs and political risks from having to remove homeowners who might otherwise
build on the land.

State taking laws, which would allow the City to take land, if necessary, to hold for future
business and industrial park development, might become less favorable.

This strategy maximizes tax development in the long term.

There are important disadvantages as well.

There are high up-front costs to acquire the land.
There is a potentialy long carrying period, involving carrying costs and risk.

Although some earnings are possible from leasing the land, the property goes off of the tax rolls.

Franklin First: Phase 1V, Economic Development Strategy March, 2000

Page 30



TICKNOR

& ASSOCIATES

VII. Can Franklin Reach 30% Non-Residential Tax Base?

Franklin's growing Business Park and retail functions have been responsible for significant progress in
balancing Franklin's tax base.

Non-residentia taxes have increased from 12.6 percent of the tax base in 1995 to 17.8 percent in 1999.

Note: All tax base calculations and future assumptions exclude commercial and industrial personal
property, which the legidature may exempt from taxation at some point in the future.

Table11. Tax Development Since 1995

Real Estate Fair Market Value % Non-
Scenario ($ million) Residential
Taxes
Ag. &
Residential | Commercial | Industrial Other
1995 Pre-Business Park $1,022 $101 $31 $15 12.6%
1999 $1,357 $191 $81 $21 17.8%

If the City chooses not to adopt this economic development strategy (The Do Nothing Scenario), we
estimate that the non-residential share of the tax base would decrease dightly from current levels,
dropping from 17.8 percent currently to 16.4 percent by 2020.

= As Franklin’s population increases from 28,750 to an estimated 41,000 and as the number of
dwelling units increases from 10,807 to an estimated 16,400, the residential component of the tax
base—and the high level of residential demand for public services—will significantly increase.

» Franklin’s retail/commercia tax base will not quite keep pace, however. It will not have enough
land correctly zoned for retail development in its prime retail development areas. It will not
proactively seek retail development. And it will be at risk of losing some of its fair share of retall
to surrounding communities.

» Failure to adopt this strategy will aso limit future business park taxes to absorption of the present
Franklin Business Park and scattered, less intense business development in areas C, D, and F.

Table12. A Do-Nothing Strategy L oses Ground

Estimated | Dwelling Real Estate Fair Market Value % Non-
Scenario Population Units ($million, in 1999 $) Residential
Taxes
Ag. &
Residential | Commercial | Industrial | Other
1999 28,750 10,807 $1,357 $191 $81 $21 17.8%
2020 Do Nothing 41,000 16,400 $2,059 $266 $134 $5 16.4%
See assumptions following Table 13.
Franklin First: Phase 1V, Economic Development Strategy March, 2000
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If the City does adopt this strategy, we estimate that by 2020 it can increase the non-residentia share of
the Franklin tax base from 16.4 percent in the Do Nothing Scenario to 24.6 percent.

» Adding 440 acres of developable primary business park land would increase the non-residential
share to 20.0 percent.

» Also adding three secondary business parks zoned to maximize tax base development wold
increase the non-residential share to 22.4 percent.

= Taking a full retail development strategy, in addition to adding the primary and secondary
business park land, holds the prospect of increasing the non-residential share to 24.6 percent.

Table13. Tax Balance Optionsfor 2020

Estimated | Dwelling Real Estate Fair Market Value % Non-
Scenario Population Units ($million, in 1999 $) Residential
Taxes
Residential | Commercial | Industrial | Ag. &
Other

Do Nothing 41,000 16,400 $2,059 $266 $134 $| 16.4%

New Primary Business Park 40,360 16,144 $2,027 $264 $237 $5 20.0%

Add 3 Secondary Parks 39,285 15,714 $1,973 $260 $303 $5 22.4%

Add Retail Development 38,705 15,482 $1,944 $325 $303 $| 246%

Assumptions:

1. All 2020 figures are in 1999 dollars. The values of all uses inflate at the same rate, based upon 1999 values and tax yields.
We expect that more expensive housing will enter the mix, but the tax yield per acre of industria and retail should also
increase.

2. Multi-unit rental residential assessments are counted in the residential, not the commercial values.

3. Personsg/dwelling units decreases from 2.66 in 1999 to 2.5 in 2020. 2020 population and number of dwelling units are
consistent with the current City Master Plan.

4. The City will be build out in 2020, except for redevelopment opportunities and land held in reserve in key economic zones.

5. Thevalue of the average dwelling unit, including apartments and condominiums, is $125,567.

6. Population decreases with each development scenario as land shifts from residential zoning, decreasing the number of
housing units.

7. Commercial acreage has the potential to increase by 155 acres in the major commercia areas, yielding tax assessment at
$650,000/acre. We estimate that commercia assessment outside of the major commercial areas will increase proportionate
to population.

8. The Do Nothing Scenario assumes that Franklin will capture only 33% of its new retail potential in the major commercial
areas. Three reasons explain this: limited retail zoned land now available in the prime retail development districts; areactive
City posture toward retail recruitment; and the likelihood of losing quality retail to neighboring communities.

9. Primary and Secondary Business Park development yields assessed value of $300,000 per acre, consistent with the Business
Park.

10. For the Do Nothing Scenario, business park absorption is limited to the remaining 124 acresin the Franklin Business Park at
$300,000/acre and 24 acresin Area C, 60 acresin Area D, and 20 acres in area F at $150,000/acre.

11. For the New Primary Business Park Scenario, absorption is 520 acres (present 124 plus 440 new acres in Area D less 10%
roads and contingency).

12. For the Primary plus Secondary Business Parks Scenario, absorption is 740 acres (present 124 plus 440 new acresin AreaD,
78in AreaC, and 78 in Area F, each minus 10% for roads and contingency, plus 80 acres in the Southwest environs.

13. Residential development will erode the agricultural tax base in al 2020 Scenarios.

It is difficult to precisely forecast Franklin’s development patterns past 2020, but certain factors could fall
in place to reach 30 percent non-residential development by 2040.
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= The city would need to set aside sufficient land for business and industrial park development

beyond 2020.

*» Resdentia development would need to stop (Franklin may be built out in terms of residential
development by 2020).

= Franklin would need to continue to attract business and industrial park users at just below the
pace of the past six years (35 acres per year from 2020 to 2040).

Table 14. Achieving 30% Non-Residential Tax Base by 2040

Estimated | Dwelling Real Estate Fair Market Value % Non-
Scenario Population Units ($million, in 1999 $) Residential
Taxes
Residential | Commercial | Industrial | Ag. &
Other
2020 Do Nothing 41,000 16,400 $2,059 $266 $134 $ | 16.4%
2020 Full Plan Acceptance 38,705 15,482 $1,944 $325 $303 | 24.6%
2030 38,705 15,482 $1,944 $325 $408 $5 27.5%
2040 38,705 15,482 $1,944 $325 $513 $| 30.1%

1. Assumes setting aside future business/industrial park land

assessed valuation per acre.

with the continued ability to absorb 35 acres annually at $300,000
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VIII. Plan Impact upon Local School Districts

Non-residential development anywhere within the city brings homeowner relief with regard to City of
Franklin taxes. But there is adso a strong desire to plan non-residential development, if possible, to bring
homeowner property tax rates in the three school districts within Franklin into greater balance.

The consultant project recognized this desire to maximize non-residential development within the
Franklin School District. We looked especially hard at the development potential within this area. But
we a so recognized that market forces drive an achievable development strategy. We recommend that the
City should not attempt to force non-residentia development where it can not readily occur, regardless of
school digtrict tax base issues. The Oversight Committee, comprised of members of the Common
Council, the Plan Commission, the Economic Development Commission, and the Community
Development Authority, concurred with this recommendation at the September 25 Planning Retredt,
which aso included a number of school officials and school board members.

The higher property tax rates are not, in and of themselves, a compelling deterrent to non-residential
development within Franklin School District boundaries.

*= The Franklin Industrial Park and most of the Franklin Business Park are in the Franklin School
Digtrict. The City has been able to sdll this land for non-residential development despite higher
property taxes. Businesses ook at the total rea estate and locationa fit, of which property tax is
but one component. Some were not even aware of the significantly lower taxes in the Oak Creek-
Franklin School district when they chose to build in Franklin. In our experience, companies most
sensitive to property tax differentials are those conducting multi-state locationa decisions that
involve a high level of tax incentives. Thisisasmall share of your market.

» Retail development will aso continue to occur within the Franklin School District as the local
market continues to grow, provided that the City has properly zoned and serviced sites for this to
occur.

Although taxes per se do not prohibit non-residentia development within the Franklin School District,
other market factors strongly oppose successfully developing the next primary business park within the
district.

= Land within the Franklin City boundaries but in the Franklin-Oak Creek School District has much
better access to 1-94. 1-94 is the predominant artery for workers commuting to Franklin or for
shipping product to market.

= |tispossibleto develop large, contiguous parcels in Area D, but no feasible sites exist for primary
business park development within the Franklin School District. Area E istoo small. Land south
of Ryan Road lacks sewer service. Area F, which is suitable for secondary business park
development, has mgjor physical constraints as a primary business park site. It is broken up by
wetlands. Ryan Road and 76" Street cut it into four parcels, thereby eiminating development
economies of scale. Further, All Souls Cemetery, which holds maor acreage within Area F, may
not wish to give up its land.

Franklin First: Phase 1V, Economic Development Strategy March, 2000
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Our team (which includes individuals highly experienced in business site selection and business park
development), metropolitan Milwaukee area developers, and magor businesses within the Franklin
Business Park all reach the same conclusion. Further primary business park development closeto 1-94 is
feasible. Primary business park development within the Franklin School district currently is not.

The City of Franklin would be unwise to take the high degree of financial risk required to finance primary
business park development within the Franklin Public Schools though Tax Increment Financing. Slow
absorption of this land could actualy increase City taxes in order to make bond payments, rather than
reduce taxes, as desired.

We believe that Franklin would be wise to promote policies to develop secondary business parks and to
reach its full retail potentia, regardliess of school district implications. The desire to add to the Franklin
Public Schools tax base, given the poor market potential for a primary business park within the district,
only reinforces these recommendations.

Critical factors for long-term tax development within the Franklin School Digtrict include:

= Master Plan and zoning changes to allow maximum feasible quality retail and secondary park
development;

» A retail recruitment strategy for Loomis, east and west of 76" Street;
= A secondary business park strategy for Area F and/or AreaE;
= A land banking and eventud industrial park development strategy for the Southwest Environs.

Full development of the Franklin First strategies would lead to an estimated additional $286 million
assessed valuation within Franklin by 2020 (conservatively stated in 1999 real estate values). Of this
amount, $105 million, equal to 36 percent, would fall within the Franklin School district.

Full development of the new Franklin First strategies plus absorption of the current Franklin Business
Park would lead to an estimated additional $323 million assessed vauation within Franklin by 2020
(conservatively stated in 1999 real estate values). Of this amount, $142 million, equal to 44 percent,
would fall within the Franklin School district.

One final word of caution isin order with regard to tax base development by school district. The impact
of development upon school taxes deserves serious further study. Preliminary findings by the financial
advisory firm of Ehlers and Associates indicates that because of the current nature of the state of
Wisconsin school funding formula, reductions in the state school tax contribution would undermine
potential advantages from non-residentia development in any of the three Franklin area school districts.
To the extent that this is true, concerns about placing the primary business park outside of the Franklin
School District area greatly reduced.
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Table 15. Full Strategy Scenario to 2020, by School District
Major Development Areas
(1999 $, in Millions)

School District
Development Strategy/Area Oak Total
Franklin Creak/ | Whitnall
Franklin
MAJOR RETAIL AREAS
76" & Loomis (Acres) 65
Rawson & 27" 30
Speedway 33
Crossroads 10
Civic Center 17
Total Acres 92 30 33 155
Assessed Value Increase ($650,000/A) $59.8 $19.5 $21.5 $100.8
Retail % Gain, Major Retail Areas 5% 19% 21%
NEW BUSINESSPARKS
AreaD 396
AreaC 70
AreaF 70
Southwest Environs 80
Total Acres 150 466 616
New Assessed Value ($300,000/A) $45 $139.8 $0.0 $184.8
Business Park % 24% 76% 0%
TOTAL, NEW STRATEGY AREAS $104.8 $159.3 $21.5 $285.6
Total % 36% 56% 8%
EXISTING BUSINESS PARK
Acres 124
Assessed Value Increase ($300,000/A) $37.2
TOTAL GAIN TO 2020 $142.0 $159.3 $21.5 $322.8
Total % 44% 49% %
Franklin First: Phase 1V, Economic Development Strategy March, 2000
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| X. Organizational I mplications of the Plan

Franklin's economic development structure has served the City reasonably well in the past, especidly
through the successful development of the Franklin Business Park. The basic development and planning
institutional structure is a sound foundation for future progress.

= The Plan Commission attends to master planning and zoning issues and to the approva of
individual projects.

=  The Economic Development Commission (EDC) markets Franklin and supports the expansion of
Franklin businesses.

=  The Community Development Authority (CDA) acquires and develops City-owned land and
oversees the issuance of Tax Increment Financing bonds.

Community volunteer appointees give considerable time and energy to the EDC, CDA, and Plan
Commission. Thereis agood blend of public/private leadership, which is essentia for achieving optimal
rates of non-residential tax base development. And to our observation through this process, the EDC,
CDA, and Plan Commission work well with City staff.

The Franklin First strategy calls for a new level of proactive economic development. Major initiatives
include:

= revisons in the Master Plan and zoning ordinance to set higher development standards and to
allow non-residential development in certain areas

= development of new primary business park land

= development of several secondary business parks

= retail recruitment for the Loomis Road area east and west of 76th Street

= holding land for future development

= aninterna and metropolitan Milwaukee devel op-oriented public relations strategy
= continuing to work extensively with businesses locating in Franklin

= working with the growing number of businesses aready located within the city regarding their
retention and expansion needs.

In aggregate, these initiatives will require considerable additional human resources. Sustained leadership
from the Mayor and Common Council are critical. Temporary additions to staff and the hiring planning,
retail development, and other outside specialists on a selective temporary basis will aso be necessary to
take a great leap forward in terms of non-residential tax base development. Tasks and projects that are
ongoing for severa years lend themselves best to additional staff. Important non-recurring tasks lend
themselves to outside consulting help. Because tasks are at a high level and they have very high potential
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revenue importance for the City, any new staff should have the appropriate degree of experience
necessary to be high contributors on an immediate basis.

We recommend that the City look at the total personnel and resource costs to achieve the Franklin First
plan and the necessary timing to best implement the plan. They should then set priorities based upon
overall benefit/cost.

The following lists mgjor Franklin First tasks by functional area.

Planning and Zoning

Primary planning and zoning responsibilities rest with the Plan Commission. Major tasks related to the
Franklin First strategy are:

Updating the comprehensive Master Plan in accordance with the strategy.

Rezoning key development parcels to alow for a more orderly and higher quality non-residential
development process.

Setting appropriate development standards for major non-residential development parcels.

Working with adjoining residents to set appropriate standards for buffering between residential
areas and major non-residential development areas.

Helping the CDA plan for appropriate infrastructure for new primary business park land and,
whert?1 appropriate, for secondary business parks and retail development at Loomis east and west
of 76"

Helping to create concept plans for primary and secondary business parks and for use in retail
recruitment.

Protecting land for future business devel opment through zoning and/or land banking.

Developing more sophisticated mapping and GIS capabilities to better support and monitor
development in the future.

These tasks predominantly fal in the 2000-2001 timeframe. They are not achievable without additional
human resources, though many could be provided by outside consultants hired on atemporary basis rather
than by full time staff additions.
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Economic Development Commission

Responsibilities to promote economic development within the city of Franklin rest with the Economic
Development Commission. Magjor tasks related to the Franklin First strategy are:

= Supporting metropolitan area marketing of primary business park land.
= Carrying out the retail recruitment strategy.

=  Working with the Mayor, who is the natural spokesperson for Franklin, to devise and implement
an internal and metropolitan area public relations strategy to raise Franklin’s image as a way to
encourage quality development.

= Continuing to support the expansion and retention of area businesses within the basic sector of the
economy (those that generate taxes by selling to customers beyond Franklin). Programs will
include continued informa and formal business outreach efforts, maintaining an association of
business park users, conducting biannual workforce surveys, and supporting the expansion and
retention projects for individua companies. This role will grow in the future as more companies
make Franklin their home.

= Continuing to assst businesses locating with Franklin with permitting, regulatory, and
infrastructure planning assistance.

= Continuing to work with economic development alies, such as Forward Wisconsin, the Wisconsin
Department of Commerce, and Wisconsin Electric Power, to support inquires from businesses
beyond the metropolitan area considering location within southeastern Wisconsin while modestly
increasing external recruitment efforts in cooperation with these alies.

= Supporting the Plan Commission in updating the comprehensive Master Plan in accordance with
the strategy and in its consideration of necessary zoning changes.

= Working with the Oversight Committee to update the market analysis that lies behind the Franklin
First strategy every two to three years, depending upon changes in market conditions.

Significant parts of these tasks fall within the 2000-2001 timeframe, though other aspects of marketing
the city and supporting existing businesses are ongoing.

Community Development Authority

Responsihilities to assemble land for maor non-residential development or redevelopment, design
community-developed business park land, and enable the issuance of Tax Increment Financing bonds to
purchase and develop land for key non-residential projects rests by statute with the Community
Development Authority. Major tasks related to the Franklin First strategy are:

= Conducting afeasibility study for developing significant additional primary business park land.
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= Provided that the feasibility study is positive, land assembly for additional primary business park
development.

= Design and infrastructure development of the new primary business park.

= Taking steps to either directly market the primary business park or to negotiate a marketing
agreement with a private commercia red estate firm.

= Conducting some or all of the same activities as for primary business park development, as market
conditions dictate, to develop secondary business parks and primary retail areas in ways that reach
full tax base potential.

= Keeping the Common Council and the public informed regarding the financial performance of
TIF-financed properties.

These activities should begin as soon as possible. Actions within the 2000-2004 timeframe will be
especialy intense, provided that the City develops additional primary business park land.

These important tasks are not achievable without additional human resources.

The Economic Development Commission and the Community Development Authority share the same
staff person, while recurring demands, especidly in the business retention and expansion area, will grow.
Many of the predevelopment and development steps for business park land will require adding outside
consulting expertise, as was the case in the development of the Franklin Business Park.
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X. Next Stepsto Implement Franklin First

There is much work to be done, now and in the future, to implement the Franklin First strategy. The
Economic Development Commission, Community Development Authority, Plan Commission, and City
Council must accept or modify the strategy’ s various components and move them forward.

We recommend the following key steps as critical first parts of along and continuous process.

The Common Council, with the continued assistance of the Franklin First Oversight Committee, should
direct the:

1. Community Development Authority to conduct preliminary design and infrastructure studies,
estimate the land and development costs, assess the financial feasibility, and investigate the legal
requirements for assembling land in area D to extend the Franklin Business Park.

2. Economic Development Commission to work with other functions of City government to develop the
planning and marketing components of a proactive retail recruitment strategy, starting with the
Rawson Avenue east and west of Loomis Road area.

3. Plan Commission to update the Master Plan and Zoning ordinance, including starting the rezoning
process for key Franklin First development parcels.

4. Mayor, with the support appropriate staff, the Plan Commission, and the Economic Development
Commission, to develop a plan to negotiate with Milwaukee County regarding key future Franklin
development parcels.

It is aso important that the Oversight Committee continue to work to further illuminate the tax impact of
this plan in two important aress:

= By school district, after adjustments in the state school aid formula.

= By net impact, after accounting for the significant differential levels of City services required by
commercia and business versus residential devel opment.

Conducting the Franklin First strategy gives the City of Franklin a foundation for building reasonable
consensus to balance the tax base. The City must act before additional residential development closes off
the best retail and business development options.

There are many further steps to refine and implement the Franklin First strategy. Because development
is such a complex process, there will aso be an annual need for the Economic Development Commission
to update and refine the strategy as the Franklin market continues to unfold.

Franklin can build on past success to achieve a more balanced tax base. At the same time, it can initiate
strategies to bring about quality non-residential development in a more predictable way.

To achieve these goals, Franklin must reach high, sustain the vision of tax balance, and implement this
strategy effectively.
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