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1) ExecutiveSummary:

Goals and Objectives The overall goal is to take thgreliminary planning developed imn the
2013 HarborPointe Redevelopment Plao the next step towards implementation. To this end,
the objective is to provide a more detailed market based anatisisincludes:

1 An updated market overview

1 A more detailed analysis of the program and phasing of development

1 An preliminary impact@alysis

1 An overview of comparable success stories

Economic and Market Analysis Finding&enerally the market findings have not changed
significantly since 2013. The demographics have continued to decline in terms of population
slippage. However, thargeted handson approach oMVRDGuggests futur@pportunities and

the job dataalreadyindicates a significant increase in new jobs in the market afgfgher than

State averages for first half of 2014)

In terms of real estate, the multfamily housing marketremains tight with high demand and little
new product to meet the demand, especially the future demand expecteoetareated by new
workers in moe high skilled tech jobs in the region. Over 320 new units are supportable by the
market anddemographics. Additional units are also supported, about 150 per 1500 new jobs
created.

The office markethas weak demand but the inventory is typically not Class A and not in synch
with the demands of new and growing companies. Therefore, while theresk due to tepid
demand, the inventory mismatch suggis that new product may lease despite large vacancies

in the inventory. Caution would be suggested in terms of the quantity of product introduced into
the market. Long term, 140,000 SF of offie@ be supported, but it is tied to new jobs created
and is notrecommendedo be speculative.

The hospitlity market is also weakno additional inventory is guportable especially sinca
private developer(Pavia) already tsaa projectapproved for deelopment.(Fairfield Inn)

Retail is an interesting category. While malls are not in demand, specialty venues can be very
successful. The recommended product is to develop lenilestination attraction that leverages

the naturalattraction of the water and the high visibility and access of the oveHalrbor Point

site. Approximately 135,000 SF of targeted retail and restaurants is supportable.

Impact Findings Based on the square footage of the real estate supportable by the market, an
estimate of some of the positive quantitative impacts to Utica and the State was developed. The
impacts covered full time jobs, property taxes, retail supportable and retaik 4abe generated
during construction and long term.



The objectives to offer an estimate of the potential scope of quantitative impacts that could be
seen. Of course changes to the master plan, phasing market conditions and property tax breaks
could ctange the estimates dramatically. However, most significantly, is that at the current levy,
the property taxes would bring in an additiond2Million annually, which iapproximatelyl0% of

the municipal tax levy and therefore very important to the CityJtica. The overall scale of the
redevelopment is at least $101Million and creates over 600 full time jobs during construction. The
countrysales tax generated during construction is ove2¥illion.

Over the long érm, at least 355 new full timpbswould be created from the new development
not including maritime jobs, museujabs, eventandsports.
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CAYRAY3a | yTRe cahiept@ togrdadeanythe development as funding is available and as
each critically sized phase is occupied. It is essential that phase has a critical mass and be
Themedto create excitement and a marketable concept to developers, investors and users.
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visitors arriving by car or watlg or boat. The idea is to create a node of activity that is hip a

fun yearround and can create interest in the site without creatingnagainvestment project.
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multi- faceted and open all yeaound. It can include gifts shops highlighting local crafts and
ethnic foods that carbe purchased or consumed at -@ite restaurants. The building can be
heated and cooled using green techniques that will cater to the young and hip clientele that is
moving to the region. It is assumed that the Fairfieldwnihbe up and running with this phase.
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with dueling bars in the Canal Building, a museum af Eanal history and the first phase of full
time residents and a some office. The residents can help fuel the retail amenities which need
people 24/7 to survive.
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phasell and lin order to attract tenants. This can increase the residential component with slightly
higher end units with significant amenities. This area is sited between the panhandle and the Erie
Canal.

Componentf the mast plan Option A bydh include:

Real Estate
Supportable in SF
or units Phase | Phase Il Phaselll Total
Housing--hip empty 250 plus 70 units
Nester upper end supprotable 150 units per 1500 jobs
Farmers Market Food F
and Q-aft Emporium year
Retail round 60,000 70,000 130,000
food and drinking 2,000 2,000 2,000 6,000
Tourism related Retail 1,000 1,000
Support Retail 19,000 20,000 " 39,000
Soort Center Indoor critical mass est. 70,000 4 =
in conjunction with F
expansion with Felds MFresidential and
and more attraction retail 50,000 50,000
Office and Live work 12,500 55,000 75,000 142,500
new rooms (NICthose
Hospitality planned by Pavia) 200 rooms




Phase |

Theme:6Food,Cdzy | YR CNRf AO¢

Concept program: Bars, restaurants4 season farmers market with crafts, shops and full
array oflocal originated stores and products.

Location South of the base of the panhandteGenesecstreet

Timing:year 1 to 4

The Harbor and marina

The 33 BuildingSF??)

The Terminal BuildinggF??7?)

Events and concerts

Needs a critical mass of 60,000 to 70,000 SF to garter attention from visitors and locals
and create a destination
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Phase Il
Theme:éWork,] A @S | yR tfl &¢
Concept program: Bars, restaurants4 season farmers market with crafts, shops and full
array oflocal originated stores and products.
Location Eastthe panhandleto GeneseeStreet
Timing:year3 to 6

The Harbocompletion

MixedUsea establish residential and some commercial

More bars and restaurants to create energy and amenities for residents and tourists
Sustainable Design
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Phase Il

Theme:d ¢ KS vdzA SG / 2 NY SNE

Concept program:Low rise residential,asne office and possibly @&hole golf course as an
amenity

Location North/Eastthe panhandleto the Erie Canal

Timing:year5 to 10



2) Understanding of theSituation:

The Phase | Mastd?lanningstudy by Elan (including TWG as market-sabsultants) has been
completed. Thistudyproposed an outline for development of the Harbor PeifSite including:
1 Bubble map ofcomponent development ranging frm water baseddevelopment to
commercialdevelopment and residential development
1 AMasterPlan (4/29/2014) that includes proposed development of the site and a summary
of uses for each new building and those to be maintairi€gtion A aad Option B)
TheMarket analysis for Phase | of the professiosabpe included list of uses and approximate
program sizes that arsupportablebased on the demographic and real estate market as well as
the understanding oforojections of new jobs in the region and includestimatesof the real
estate supportable bal on the projected new jobs and the types of jobs created.

3) Goals and Objectives:

The goals and objectives provide direction for the scope and approach. The overall goal is to
develop a scope that would:

1 Provide developers and investors with a targef@dgram that is linked to market based
economic, demographics and real estate market dat@nparableprojects and images;
detailed programghat havemarket support including théocation sites for each program
sizeof the target market, and amenities;

1 Assist in the overall implementation, development and long term success of the
redevelopment of Uticadarbor,

1 Provide analysis and information to aide the City with obtaining additional funds and
provide community support.

Another objectivess to provide alimited impact analysis of the mastgalan includingbut not
limited to:

1 Constructionand permanent jobs created

1 Retail taxegrom spendingon site; and

1 New housing units and overgiopertytaxescreated at current mill rates

The last bjective is to provide the reader witbomparablesuccesstories and their images that
will help envision thémaginefor the implementation

4) Scope and Approach:

The scope to achieve the goals arabjectiveswill include a detailednarket andprogramming
analysis. Thisanalysigncludes adetailed program for the harbor that is liell to the master plan

and to theupdatedmarket based data. The program would aide in the phasing and development
of distinct real estate types that have marketpgort and work in synergy with one another. In
addition, the analysis will be utilized tsupport the project phasingnd implementationin order
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to support project success.

1 Residential program, including unit size, target market, amenitiegutit phasng and
image, rental structure;

1 Retail programming including types of retail, mix of retail, target mankkasingncluding
food services, marketplace, amenity retail, entertainment retail, sports and tourism based
retail and link to residential implenmtation and market based rental structure;

1 Commercial real estate programming including detapealgram forstart cups, incubators,
support commercial and other commercial designated by the master plan;

1 Other programming that would support a critical madsmixeduse real estate including
components that would be complementary to hospitality, touriamd specificaudiences
including workers and residents brought in thought new tgaibs.

5) Market Analysis:
a) Economic Update:
National Economic Outlookffecting New York State and Utica:

Every four to six years, the U.S. experiences an economic slowdown. In 2014 Q1, the US Gross
domestic product (GDP) was essentially flat. Housing may be the one bright spot, but even that
sector is fragile at best.

TheCongressional Budget Office (CBO) expects the U.S. economy in 2014 to remain moribund and
for unemployment to remain near eight percent. It also projects that both actual and potential
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2007, when the U.S. housing bubble burstsTdent the dominos tumbling, and the United States
entered an economic meltdown in 2008. Despite government intervention, the economy has
made only slow gains over @year period. When the financial crisis began in 2008, the U.S.
national debt stood at@®H (GNAEff A2y d . FaSR 2y (GKS 2KAGS |2
reach $20.0 trillion by the end of this decadabout 140% of our current GDP.

The U.S. is not alone. Government debt in advanced economies has climbed to its highest level
since Wrld War Il. Gross debt levels in many nations, including Japan, Greece, lItaly, Portugal, and
Ireland, are all above 100%.
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untapped demands of an increasingly challenging global environment.

Economic growth stalled in the first quarter of 2014 after a very cold and disruptive winter, but it
was followed ly strong secondjuarter rebound. "The weakness in growth we saw in the first
guarter is not indicative of what is going on in taeonomy The fundamentals continue to look
pretty good,the economy has momentum,” said Gus Faucher, senior economi¥i @t Financial
Servicessroup.

By 2Q, 2014, the government actions finally appear to be having aicagifpositive impact.
According to Reutefdy Q2 2014, there are signs of economic change and solid improvement.
U.S. consumer spending recorded its largest gain in more thbi2 4ears in March 2014 and
factory activity accelerated last month, reanting views theeconomywas regaining steam.

Consumer spending increased over 1% percent in March 2014 after rising by 0.5 percent in
February, the Commerce Department said. March's) geas the biggest since August 2009 and
beat economists' expectations for a 0.6 percent rise. Consumer spending accounts for more than
two-thirds of U.S. economic activity. When adjusted for inflation, it increased 0.7 percent in March
after advancing 0.¢ercent in FebruaryThat was also the largest gain since August 2009 and put
consumer spending on a strong upward trajectory heading into the second quarter.

In a separate report, the Institute for Supply Management said its index of national factoryyact
rose to 54.9 last month, up from 53.7 in March. A reading above 50 indicates expansion in the
nation's factories.  Manufacturing activity has now accelerated for three consecutive months and
last month's gains were driven by a pickup in employmexport orders and inventories. New
orders, however, were unchanged.

Other recent positive news, the government reported on May 2, 2014 that nonfarm payrolls
AYONBIIAaSR 6@ umnzInnn f1Fad Y2yaGK FFAOGSNI NARaAy3
The jobless rate is forecast falling et@nth of a percentage point to 6.6 percent. (The highest rate

was 10% in October 2009 and the lowest was 4.4% in late 2006). By September 2014, the rate was
reported at 6.1%.

Second quarter 2014, consumer spendwas buoyed by a 1.4 percent surge in goods purchases.
Spending on services also increased by a solid 0.7 percent, reflecting increased demand for utilities
and healthcare servicedAn improving job market and increasing factory production by start of 2Q
contributed to a jump in the U.S. index of leading indicators that signals the pace of economic
growth is poised to snap back.
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http://www.reuters.com/finance/economy?lc=int_mb_1001
http://www.reuters.com/finance/stocks/overview?symbol=PNC&lc=int_mb_1001
http://www.reuters.com/finance/stocks/overview?symbol=PNC&lc=int_mb_1001
http://www.reuters.com/finance/economy?lc=int_mb_1001
http://www.reuters.com/sectors/industries/overview?industryCode=154&lc=int_mb_1001
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Thefewest firingssince before the last recession is helping lift consumer confidence this month,
which probably means recent gains in spending can be sustained. Higher consumer confidence
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continues to thaw, making it more likely that the rebound in housing, which has showed signs of
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streak since October, amid signs of improving corporate earnings.SERe 500 climbed 0.4
percent to 1,871.89 at the close iINew York By early September 2014, the S&P500 was
2,003,250 and rising almost steadilys@rMay, which is a positive sifpr the economy.

By endof August 2014, unemployment had dropped to 6.1%. Most new jobs of the 142,000
added were in professional and business services and health care. Hourly wsgsiggidly and

retail declined, which is not positive and suggests some reduction in speadithgconsumer
confidence. In addition, according to the New York Times on Sept 3, 2014, the Federal Reserve
also reported that tourism strengthened. While there is no signs of inflation, it is however,
expected that the Federal Reserve sees enough drawat interest rates may being to climb
slightly in the near future.

All'in all, after 2014 started on a rocky note, the economy appears to be steadily strengthening on
all fronts, jobs, stock market, tourism, spending and production.

In conclusion, the ational economic gains bode positive for individual states. Thosdestavith
diversified industriesand businesdriendly tax structures that trade with other strong economies
are positioned to emerge more quickly from the long deep recession

New YorkState Economic Update:

Within the United States, New York is ranked as tffel@gest economy, behind Texas and
California (#1). Its major agricultural exports are nursery stock and dairy. In terms of industrial
output, they are toped by printing adublishing, scientific instruments, electric equipment and
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$30B of NY Exports) followed the United Kingdom at about 3%, Japan, Israel, and Switzerland.
bSg , Rrydstindports are oil and electricity, and lumber. Natural gas used to be a large

import but that is changing more recently with the locally found deposits.

As of the middle of August 2014, the private sector in NY grew by 0.2% per month. The
unemployment was 6.6%, which is the lowest level since 2008. It was the@@secutive math

of jobs gain, a record since 1990. Most jobs added were in education and health services, followed
by Professional and business services, then trade haete hospitlity. Manufacturing as lost

over 9000 jobs in the past 12 months.

In terms of the evesowatched manufacturing industry in thestate, August2014 was mixed
news® Business conditionsmproved for a 4 consecutive month for many New York
manufacturers but it was less widespread than previously reported. Despite the pullback in most
survey indexes, the current conditions were optimistic for the near future.

Change in Jobs by Major Industry Sector,

July 2013 July 2014

Sectors With Job Gains:

Educational & Health Services* +53,400
Professional & Business Services +30,600
Trade, Transportation & Utilities +28,200
Leisure & Hospitality +22,200
Construction +8,400
Other Services +5,800
Financial Activities +500
Information +400
Natural Resources & Mining +300
Sectors With Job Losses:

Manufacturing -9,200
Government* -6,200
*Educational and health services amethe private sector.
Government includes public education and public health services.

According to the Bureauof Labor Statistics data extracted Septemberb5, 2014, the
unemployment ratefor the state was 6.6% in July and is declining at about 0.1%/month, which is
promising. Since January 2014, #amm jobs have increased by over 60,000 an annual growth
rate of 1.3%

4 Empire State Manufacturing Survey, August 2014, Federal Reserve Bank of New York
11



Utica Economic Indicators from (Rome Utica regional data):

Utica is leated in the RomdJticaSyracuse Economic area and lies in the center of the Mohawk
Valley. As with the state, the local unemployment rates continue to drop, at very high rates.
Current July 2014 unemployment is recorded at 6.3% from a high of 8.1%4nJafAtary. Total
non-farm jobs increased by 4000 since January 2014, which is very strong for the region.

Key to the success of the region is the Mohawk Valley Regional Economic Development Council,
which was established almost 4 years ago. It hasdiegmmmunities and businessattract over
$200Million in sate funding’ Significanachievementsnclude:

1 Growing the foundation for Nanscience, engineering and manufacturing in the Valley
through the support of the Center of Computer Chip Commereiddia, a cleanroom
facility as well as support for the Marcy Nano Center, a 400 acres greenfield site that is
being prepared to host high tech manufacturing in the regio

1 Supporting opportunities of the thriving agsusiness sector thru MV agriculturaigolucer
with local and local food manufacturers

Training and education is key to allowing theses higtkdredjobs to find a suitable environment
in the Valley.

Top Valley Employers are:

Oneida Indian Nation (casino) 4600
Mohawk Valley Healtlsystem 4200
WalMart Store 3200

Upstate Cerebral Palsy 2150

Mary Imogen Bassett hospital 2150
Resource Center for independent Living 1690
Utica National Insurance Group 1325
St. Mary Health care 1300

MetLife Inc. 1100

SUNY Oneonta 1100

Remington Arms Compg

= =4 8 4 -8 -9 _95_4_°_2._-2

These employer cover a board variety of industries, key which are:
Computer and Electric manufacturing

Agriculture and food manufacturing

Computer design and Scientific research

Advanced manufacturing

Government

Retail

= =4 4 4 -8 -

®2014 Action Plan, Mohawk Valley Regional Economic Development Council, Sustaining Momentum
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Art, entertainment

Tourism

Finarce and insurance
Transportation and warehousing
Construction

Wholesale trade

= =4 -8 4 -8 9

Per EMSI Strategic Advantage Model, the fastest growing industries in the Valley are:
Leather and Allied product manufacturing

Warehouse and storage

Wood product manufacturing

Fabricated metal

Nursing and residential care facilities and

Food manufacturing

= =4 4 -4 -8 -

Key strategic investments in programs include the construction of the Nano Utica Quad C that will
create up to 1500 jobs focusing on packaging and 3d intercorteebhologies. The Marcy Nano
cent campus nearly will support semiconductor manufacturing and up to 5000 tech jobs.

As the economy shifts from old line manufacturing to more advanced manufacturing high tech and
more sustainable businesses, education id @l be critical. As will be noted in the demographic
analysis, the educated and skilled workforce is improving, but may be more in synch with the
needs of the most dominant businesses

In conclusion, the goal would be to continue to support EDGE lagid positive efforts to create

jobs and attract advanced and high tech manufacturing. In addition, supporting theirsafibint
education linked to retooling the local labor based and supporting the local high school graduates
is essential.

Overall, tke businessthat have opportunity to support the developmentof new spaceare by
creating clusters that support the St&eand the regiof fastest growingndustriesthat include
but are not limited to:

1 Technology

1 Established and growing sectors of maamitiring

1 Food and agricultural production

1 Food manufacturing and innovative food products

1 Loally derived concepts and stamps

b) Demographic Update:

13



Demographid®verview Overall the demographics of themile, 1 mile and 5niles radiiaround
the Harbor Poirg Site, which would be the market area, have not changed significantly since the
previous report waprepared 1Q013.

However there are a few data points that are worth discussifige changes and trends noted are
all relatedto the Q5-Milesradius around the site.  Thelaritasdata isconstantlybeingrevised
based on the Census, and a faateworthy changes are significant.

1 While inearly 2013, the population was growing at a very slight r&t€4%, it is now on
the decine at a rate 0f-0.86% The average age has shot up to 45.6 years from 41.5 years.
This indicates that young people are leaving the downtown are near the site. They are
leaving most likely due to crime and job opportunities elsewhere.

1 The average houseld income has dropped from $28,000 to just under $24,000. Again,
indicating thathigher payingobs are not in thislowntown area

Therefore, there are noindications that anynew development hasaltered the negative
demographidrends;in fact the negtives trends have only increased.

In 2013 the general demographic outlook indicated that three were:

1 Unmet demand meetinthe housingneeds of Empty nester populatipn
1 Issues linking education, graduate retention and cluster development
1 Real estate Opgrtunities related to growing ethnic populations and food/retail/dining.

The new data indicates that while the samérige of 2013, the urgency of implementing a master
plan to secure the downtown andaterfront and provide real estat®pportunitiesto ebb the
outflow of the populationis needed more than ever.

In the following demographic chart, the data highlightedviellowpoints out the figures that are
outliers in the 4 categories, 0.3, 5 miles and the USA as a whole. For example, in thelé
radius, the dominant ethnicity istalian, whichis to be considered when planning retail and
restaurants. In education, at Griels radius only 6% of adults had a bachelor degrees compared
to 18% in the USA. This is low educational attainment @ndignificant when considering
targeting employers who need educated workers.
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0.5miles 1 mile 5mile
Population radius radius radius
2013 1601 11683 99727
2018 1608 11604 99407
Growth from 2013 to 2018 0.44% -0.68% -0.32%
Foeak Panish only at home
Speak English only at home
%female population
Average age 415 34 39
Race and Bhnicity
White alone 60% 40% 44%
Italian 13% 11% 20%
East European 4.50% 3.50% 10%
Foeak English at Home 59% 59.0% 80.0%
Foeak another indo Europe
Language at home 24.0% 17.0% 9.0%
Seak Joanish at home 13.0% 13.0% 5.0%
Age--empty nesters
Young graduates 21 to 34 years 17% 260.0 2,300
Aging boomers 12% 205 1,169
Older boomers 8% 168 689
Education
Bachelors or higher 6% 6% 13%
Some college 18% 19% 20%
High school graduate 27% 32% 21%
Less than high school 17% 17% 8%
Masters degree 5% 3% 6%
Professional or doctorate degree 0.70% 0.50% 2.7%
Income 0.5 miles 1 Mile 5 Miles
Average HHI $27,668.00 $30,234.00 $55,805
HH < $15k per year--poverty 41% 36% 17%
Household families
Average HH size 1.7 23 23
Vehicles
2 8% 15% 31%
3 1.6% 4% 9.00%
Workers 9
blue collar 22% 27% 18%
White collar 38% 42% 61%
Occupation
architect/ engineer 0.6% 0.7% 1.3%
arts/ sports 0.9% 1.0% 1.0%
building maintenance 11% 6% 3%
business and financial operations 1% 2% 5%
community and social services 50% 1% 2%
Computer and math 1% 1% 2%
construction 2% 3% 4%
education 3% 3% 7%
farm and related 0% 0% 1%
healthcare % 9% 10%
life and physical sciences 2% 3% %
Management 2% 2% %
office and admin support 18% 18% 16%
food preparation 12% 10% 6%
Legal 0% 0% 1%
protective services 5% 2% 3%
Sales % 9% 10%
personal care services 5% 6% 4%
Maintenance and production 10% 14% %
Transportation 8% % 5%
Housing
owner occupied housing 9% 25% 57%
1 unit detached 9% 16% 51%
year built 1950 1939 1950
Housing value $71,000 $69,000  $110,000
‘ﬁ@ﬁl tment-56-or-more 24% 13% 4%

USA
308,000,000
314,000,000

3.30%
10%
80%
51%
38.5

71%

15.6%
10%

17,900
12,259
8,271

$ 69,637

20%
60%

1.8%
1.9%
2%
5%
2%
3%
4%
6%
1%
8%
1%
10%
15%
6%
12%
2%
11%
4%
9%
6%

65%

62%

1970
$270,000

NAP

year 2014

0.5 Miles
560
564

-0.86%

45.6

61%)

$23,731

ShbAStasSy /tIFNARGFQA dzLIRFUGSR RSY23INIF LIKAO R4l |
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In 2013, TWGnterviewed many stakeholdersand learnedthat GlobalFoundries(near Saratoga
NY) was expanding and there were signifiagpportunitiesfor new jobs to beestablishedn close
proximity to Utica. Howeverjn order to assist withattracting the skilledworkers severalkey
ingredientswere needed in Utica;

1 New, and trendingurban housingthat matches theworkforce needs and includes the
expectedamenities Since most of the Utic K2 dzA Ay 3 ¢ | & s, themi$ liftle A y
to no product to meet this new demand

1 Quality of life issues need to be addrest By creating a large scale waterfront based
urban development with many amenities including retddpd, recreation and sports,
there is an a opportunity to creatan invigorating urban environment that is attractive to
existing empty nesters as well as the new workers expected to be within closienfiyoto
downtown Utica;

1 The added benefit is that large-scalemaster plan developmenthas the ability to provide
significantpositive impact to the City and the adjoiningeighborhood, which includes
downtown Utica.

In conclusion, the demographics indicate that the goal should be able to encouragemaeat

that helps the population grow and arrest the outflow of young people seeking opportunities
outside the County.This can be achieved by new development at Harbor Pointe that provides
jobs, supports new investment and attracts new employment oppaittes, and tourism.

c) Real Estat®larket AnalysidJpdate:

I. Office Market Update:

Overview 2014The overalbffice market remains very soft and does not show signs of supporting
significant new development at any time soomhis is essentially unchanged from the findings of
mid -2013.

1 From 2013 Market Report Presentation, there has been very little change

o Downtown Utica Office and Live/work Marké&icks inventory to meet growing
businesses
Almost noClass A space
Rents $12 to $1#Snet $5 PSF too low to support speculative development
o High vacancies, over 1590stly due to inventory of class C space that is not
desirable
0 Drivers for Demand:
A Attraction of new business based on existing clusters
A Need Home grown Bsinesses like Chobani or Aqua Vita

o O
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A New IT and related jobs
o Phased in approach to development
A 12 to BK SF of live/worknaximum, but analytically, no support at this time
for any substantial space unless demand is created.
A Ready to build as jobs come closeistart up
A More links to education would enhance support on site

In addition to the office market demand and suppligettrends in the office market areot in
synch with theavailableinventory of office product in Utica. New space absorption cammly be
accommodated with a different office product and tipeoduct must be tied to attracting new
jobs. The national trendsupport new officespace inmany struggling markets. Tispace needs
to match the work ethic, age of users, and the technologyheftenants. Newhip flexibleloft
like office spaceargets technology companies and has significant tax or other abatements that
would encourage long terms leases.  The original reported suggested camparablewhere
there was office space that basignificanimarket support includedhe followings:

1 Spacewith high access toery high speediata lines, common spaces, shared conferences

spaces and
1 Encouragedhew start up businessezs well as establishdalisinesses
1 This all requires the suppoof State fundng and sophisticated developers to implement.

Loopnet.com publishes listings of active offieaildingsfor lease. Overall the leasingrates
published danot support new construction For example:

1 1418GeneseeStreet, a newer LEED certified offiseilding about 0.5milesfrom the site
or less50% vacant, asking rent $12/SF for medical office. Thimesof the highest
published rents. IT is vedifficult to support newdevelopmentwith vacancies and low
rents as per this example

1 255 GeneseeStreet, 8 blocks from thédarbor Point Site is 50% vacant amdnts are
published at $6.5/SF, which is even léssto supportnew development

None of the above listingsndicatedthere was any significardhangein the office demand since
the previousyear.

The other key issue noted was the access to skilled and educated workforce in Utica. This is
important. Providing the on site post secondary educational support to create an educated
workforce to attract new bginesses is essential to the ultimate goal of filing office space

The chart below indicatethat clearlywhat the City needs to do is tcreate an atmosphere,
including amaster plan, that acouragesand attracs skilled workers to Utica. In addition, the
City needs to support theducationalinstitutionsto provide targeted skiltraining that create
the workforce in house.

As jobs are created nearby or in the City itself, only then it is recommended thgtéar high
tech office space or R&D or associated incubator spacsipportedand developed.
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Regional High Growth Industries from Inc. 3000 list of 26Lbstate NI(
Rochester and Buffalo

GrowthSales
Name in%  Million Cluster Jobs Location
Systems Mad
Simple 388% $80.00IT services 345 Syracuse
Buffalo Filter 13% $4.50 Health 35 Lancaster
OptimaSystems  45%  $19.30 Manufacturing185  Ontario
Precision Pipelir New
Solutions 82%  $23.00 Energy 204  Windsor
Christmas Central 208% $13.00 Retail 60 Cheektowag
\Webucator 33% $4.00 Education 23 Jamesville
Chobani 2666% $633.0(Food 1133 Norwich

Space

Office Spac per jobTotal SpacHP Total
Supported Jobs inSF Needs CaptureCaptureSF

High  tech an

related new job

locally 500 125 62,500 20% 12,500
2,500 110 275,000 20% 55,000
5,000 100 500,000 15% 75,000

Total Long Tern

Supportable 142,500

In conclusion, based on the existing demand, whgmminimal, it is projected that a minimal

amount of space be developed as part of the Harbor Point plan, possibly 25,000 SF.

However, as high tech jobs are created, basedthe space required per worker, theup to
142,000 SF of new space is supporbeded on the information provided B¥DGE antMVRDC for

potential new jobs to the area.
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ii. Multi-family Update

Overall, there is minimal change from the demand and supply as of 2013. However, overall
national development trends are continually evolving, amdierstandingthe evolving product is
essentiato any new developmenib comeonline and be successful.

Recap of 2013 Multfamily market overviews:

1 Currentlythe marketcan support 250 new units based on unmet demand for high end
empty nester population young grads and baby boomers

1 Empty nester upper end/hip downtown waterfront units

1 150 Units for each 1500ew high skilled job&r youngprofessionals
The following chart was developed by TWG to estimate the units supportable based on income of
a typical new college graduate and a young IT professional that is expected to be part of this new
NANO industry aming to the region. Based on the income and population, TWG estimates how
many new housing using may be captured at Harbor Pointe and a what affordable rent (1/3 of
monthly income).

Baby Boomer Capture
Number of Households

Household Incomé3reakdown 0.5 M 1 Mile 5 Miles
Over $100,000 HHhcome 33 150 5000
Capture of Urban Empty Nester unii10% 7% 5%
Number of units supportable 3.3 10.5 250
Monthly Rent Supportable $2,750 $3,025 $3,438
Salay 1 Mile 5 Miles
Number of youngprofessionals NAP 260 2,300
IT professional rent affordable $71,000 $1,952.50 $1,952.50
Typical graduate affordable rent  $44,000 $1,210.00 $1,210.00
Capture 10% 3%
Number of Units supportable from capture 26 70
Number of New IT/HighTrech/ Life Science jobs 1500
Capture 10%
Units Supportable 150
Estimated Monthly Rent $1,952.50
Total High end units supportable in 2014 New units 320
For Each Additional 1500 jobs New Units 150
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Trends and specifics:

Avalon isone of the most forward thinking developers in tidorth East They surveyclientsand
prospective tenants andome up with new programi®r their rental properties

1 Gen Y survey says that they want: (age 29 to 34)

o Technology fast internet service, plug in faheir devices, and more

Plushand hiplobbies
Support areas common tech areas where people can work and socialize
Reasonableents
Sustainable imageincludingappliances, LEED ratings, zip cers,
Newestconceptis érovingkitchenislardé to save space
Urban location isiot with access taight life andtransportatior/
Walkabilityand Access to Bikesimportant
Savinghall spaceand makingfloors more inviting with smaller elevator lobbias
attractive
Qurface parking instead of aconcrete garage may save $it access to pblic
transportation is key to the age group, they prefer not to won a car

o0 Tech room common room that blurs between work gridy

o Fitness room
Yelp and Facebook are major forms of marketing
Loft stylehomebasedbusiness housing is alsaportant
Per Forbesthe 20to 34 age range wants to live close to work and {alk
Roof top decks and even gardens are becoming popular
Renters donot even mind a micro apartment in high cost areas, 400 SF units, as long as
there are lots of amenitiesncludingdog walking services and other human touches

O OO0 O0OO0OO0OO0OOo

o

= =4 -4 48 -4

1 Comparabls:
o Tortuga Poing, St Petersburg, EDeveloped by COR, whichas a presence orhé
East and West Coasts. As with the trends, amenities are high on the list including
BBQ areaWVi-Fi, onsite parking, fitness center, gardens and business center. While
it has a southern look, the massing and relationship with the water and
surroundingis similar to Harbor Poiet

7 Avalon Bay Sues Technology, Location to Appeal to Gen Y bgyllisakscs

BC2NDPS&as Wadz GA Tl YA-R0B0: iy 19f 2013 &yBH Gderld 2 NBE Ol a4 wHAamn
® Urban Land, Multifamily Housing Outlook by Ron Nyren, May 12, 2014
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Tortuga Pointe, by LDCR

0 AVA H Street iWashington D.C
This development is high lamenitiesandhasa Hip urban environment including:
A Washer and dryer in unit
Gourmet kitchen
Sliding wall to separate livirand sleeping space
Garage
Community events
Pet friendly
Sustainable design and appliances
Access to night life

> > > > > > >

AVA H Street Lobby
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For more comparables and success stories, see the section 6. Comparables.

1 Market Discussion: While higher rents are trickier to achieve, tlh#ica market has low
vacancies and totally lacks the type of units discussed above which are key to attracting the
type of workerghat companies in the high tech or advanced manufacturing want

LoopNetlists mostactiveapartmentsand condobuildings.

1 10 FoeryDriveis anolder building conversion(1980) It is close to downtown.
Pleasan-bedroomunit of 1200 SF that iseingused by a single person and has a
home office is listed at $122,0Dfor sales. If a prospective ownemwere to get a
typical mortgage the rate would be $609/month plus $230/mo. common fee.
While many young people mayOThave funds for a down payment, (which would
be $12,000, or even less), it is hard to justify bagdnew units where rents could
be significantly higher.  The only major drawback is that this building does not
KIFodS GKS FTYSYyAGASa GKFG FNB a2dAKaG | F3S

1 Crimeis an issue in downtown, therefe asecure;doorman building is needed to
attract higher rents. Theecentcrime incidentpostinglisted around ForeYrive,
amounted to approdnately 10 in the last 18 months, mostly violet, shooting and
stabbings

1 A 2005 Market PotentilaStudy prepared by Zimmerman/Ks Associates, Inc.
indicaed, in their opinion, that the residential market potential for units in Utica
would be 53% made up for younger singles and Couples and another 40% of empty
nesters and 6% to be nemaditional family households.

UticaexistingNeighborhoodbuildings

1 301ElizabethStreet AcademyApartments(1992x 44 units, 1 and ®edroomg rents are
subsidized by the NY®usingTrust Fund.Therentsare not market rate

1 Candlewyk Apartments, 31 Candlewyck Laned6 units of studios, one bed and 2
bedrooms The units in theomplex rent for $475 to $700/month for a edroom The
units aresmall with a Zbedroomat 890 SF. The building lacks agyget of personality or
image. Ithas a suburban setting. It also supdricomebasedhousing andherefore is
not a comparable marketates building While it is located near the site, it is almost on
Interstatel-90.

Recent Successes:
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1 TheUticaLlandmarcprojectt part of the Bagg Squamessociatiom was includedn a CFAIII
funding for 2013. lis an adative reuse of a bank into a mixageproject. Thirty () loft
spaces plus 20,000 SF of commercial are comghletelproposed a rooftop Bistro.

REIS report market updates:

1 REIReports follow manynulti- family submarkets. The clageVIF market toUticl Qreat
is followed is theSyracusemarket. As ofune2014, theaveragerents are ncreasingat a
rate of almost1% and have riseaveryyearsince 2010 This igositive news. Vacancy
rates areslightlyon the rise, up 20BP, but stékpectedto finish at 3.26, whichis very
tight.

1 The Averageental rates inSyracusdor units built after 2009 is $1198/moth. The rents in
Syracusere growing at about the same rates as the US as a whdlmfortunately, the
highest vacancy rates are in the néwildingswhich average rate at 15%. This could be
indicative of new productomingon the market. Thenarketindicatesthat new buildings
built from 2004 to 2009 havea vacancy rateaveragingt.6%, whichis still verytight. Most
of therental unitsare 2bedroomsunits. Typicallya concession igery low at less than 30%
2F Y2y (i.KQa NByila

From the perception of an owner ofa multi-family typicalbuilding expense averages 54% of
income As suchtheonly way to lower thisverages by increasing rents.

In terms of construction67 new units were built in Syracusan 2Q 2014 and of these 36 were
absorbed. In the last year, 248 nawmits were built, which indicates dairly active market and
includes e or two large new buildings. @feseunits, 164 have been absorbedready

While Syracuse is larger and more diverse than Utica, there are similarities, besides proximity of
30 miles. The populatiogrowth rate is flat, the average HHE declning and it lags both income
and growth when compared to the US asfaolez LISNJ a22 RéQa 902y 208 d02Y

Market Supportable product: TypicalUtica market supportablenits would bel or 2 bedroons,
or 2 bedroom lofts. Sizing,1000 SF is an optimum live warkit size with 25% circulation space
If new buildingswere 80 units eachand were built every 2 years for a total of 250 tmits, then
there would be &least3 phases of MF development. However, at least 80 waréneeded to
create a critical mass and support retail. Tai@ingper phaseis 100,0005quarefeet. Atotal of
320 unitsare estimated to be supportable, especially as new jobs are created in the area.

Multi-family MarketDemand:
Currently demandcan support 250 new units based on unmet demandiigh-end empty nester

populatiort young grads and baby boomers

Typical target residentE€mpty nester upper end/hip downtown waterfront units
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Phasing over and above current demad80 Units for each300 new high skilled job®r young

professionals

Baby Boomer/ Young Gen Y Captul
Number of Households

Household Income Breakdown 05M
Over $100,000 HH Income 33
Capture of Urban Empty Nester unit10%
Number of units supportable 3.3
Monthly Rent Supportable $2,750
Salary
Number of young professionals NAP
IT professional rent affordable $71,000
Typical graduateaffordable rent $44,000

Capture
Number of Units supportable from capture

Number of New IT/High Tech/ Life Science jobs

Capture
Units Supportable
Estimated Monthly Rent

Total High endunits supportable in 2014
For Each Additional 1500 jobs

1 Mile
150

7%

10.5
$3,025

1 Mile
260
$1,952.50
$1,210.00
10%

26

New units
New Units

5 Miles
5000

5%

250
$3,438

5 Miles
2,300
$1,952.50
$1,210.00
3%

70

1500

10%

150
$1,952.50

320
150
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iii. Hospitality:

In 2013 the hospitality market was already saturated, in the last 12 months, there have been no
significant jobs created dourism trend changes that would alter the market to the point where
new development could be supported by the market. In addition, there is already an
independent developer projected to a 200om Fairfield Inn abutting the site. This planned
developmaent should easily met any possible new demand for the next 5 years.

1 Existing market is saturated

1 New Supply in last 5 years has forced occupancy to drop

1 Currently tourism based demand

1 Need to wait untilmore businesslemand from new job creation to support more rooms

Utica Market by STR
2008 2009 2010 2011 2012
Supply 346,400 393,970 432,148 437,600 484,890
Demand 238,240 237,470 260,800 277,900 288,000
Occupancy % 60.0 55.0 59.0 63.0 59.0
ADR S 84.0 83.7 85.8 87.0 91.0
REVPAR 51 46 51 S55 S54
2012 Stats
Highest Demand August 77%
Lowest Demand December 42%
Highest ADR July $100
Highest RevPAR August S76
Utica Hospitality Market Trends
100.0
90.0 /_
80.0
70.0
60.0 —_VA_
50.0 esm»(Occupancy %
40.0 es=mADR $
30.0
20.0
10.0
2008 2009 2010 2011 2012
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iv. Retail/restaurantsand marketplaces

Discussion: There hamt been a significanemount of changein retail Basically, Utica is
surrounded by farms, has a significatmographicof mixed culture which includes foods,
religion, and associatesgports preferences As such, while there are traditional malls on the
outskirts of the city, a unique urban retail concept would provide an essential mixed in a-mixed
use program plan.

Market place: Since 2013TWGhas recommended a large all season farnmaesketplace Not a
typicalfarmers market on a day or 2 per week, but a 7 day/week year long, enaoadetplace
that is more akin to dood festival hall. It would be able to spport just about everything a
grocery store could provide, but everything would be locally made or growme concept is to
support local producers, incubate local crafts people detelopa concept that could be aull-
fledged regional destination and even a destination dr tourists. Giventhe proximity to the
interstate, there is no reason to double that this concept could be a huge succeBke
demographics have not really changed since 2013 and it was estinfaaedhe 5-mile radius
alone could spport 134,000 SF(at sales of $3300 PSé&f) food and retail grocery. Ordinary
grocery justcannot create adestination but the alreadyestablishedUtica farmef market is
sophisticated, offers great food and is even becoming a destination despitenisvghat difficult
to navigatelocation. A successful market needs to have plenty of parking for bciitovs and
farmersneeds to have easy access and needs to have strong visibility from roads and waterways.

Retail and tourismetail overview
1 Thereare sgnificant clusters of unmet demand
1 Locally basedetail can also encourage job development
1

Sustainable, farm to table, local, organic, ethnic are all strong dengarerators,
especially for professional, hip and tourism sectors
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2013Demand 2013 Supply Opportunity
(Consumer
Expenditures)

3,255,000 1,586,000 1,669,000

Retail Stores (Retail Sales)  Gap/Surplus

Total Retail Sale$ncluding Eating
and Drinking Places
Opportunity niches

Health gnd personal care |I1,573’0600 12,000 1,561,000
pharmacies

Sporting good 373,000 55,000 318,000
Grocery stores 2,810,000 1,493,000 1,317,000
General merchandise 2,900,000 1,800,000 1,100,000.0

Total retail supportable from O.

miles around site= downtown $300.00 Sales 19,883

5 miles arounc

Most undersupplied Harbor Point

Food and grocery 206,400,000 172,000,000 34,400,000
Food and Drinking places 165,000 112,000 53,000
thal R_etall Supportable from $300.00 SalesPSE 114,843
mile radius

Combined Retail Supportable SF 134,727

In addition to the large tourism and local attraction, the master plan program could also support
restaurants and resident supported retail. However, it should be noted that any retail tied to
residents, need$o be phased in as the multamily units are occupiediFrom the preceding chart
that analyzes capture from various radit an average sales of $300/Spproximatelyl35,000 SF

of targeted retail is supportable.

Real Estatéarket Overview Update Sumary: Generally the market findings have not changed
significantly since 2013.The demographics have continued to decline in terms of population
slippage. However, thkand on approach of EDGE and the MVRDC ofigpsrtunities and the
job datashowa sgnificant increase in new jobs in the market area.

0/ ¢ FNRGFQAa wSGFAfT 5SYIFYyRk3IFLI RFGF mMv HAMO
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In terms of real estate, the mulfamily housing market remains tight with high demand and little
new product to meet the demand, especially the future demand expecteoetareated by new
workers in moe high skilled tech jobs in the regioi®ver 320 new units are supportable by the
market and demographics. Additional units are also supported, about 150 per 1500 new jobs
created.

The office market has weak demand but the inventory is typically rass@\ and not in synch with

the demands of new and growing companies. Therefore, while there is risk due to tepid demand,
the inventory mismatch suggests that new product may lease up despite large vacancies in the
inventory. Caution would be suggestedterms of the quantity of product introduced into the
market. Long term, 140,000 SF of office can be supported, but it is tied to new jobs created and is
not suggested to be speculative.

The hospitality market is also weak so not additional inventorguiggested especially since
LINAR @I S RSQOSE2LISNBEQ ot @Al O | fNBFR& KI @S LINR2

Retall is an interesting category. While malls are not in demand, specialty venues can be very
successful. The recommended product is to develop e @ind destination attraction that
leverages the natural attraction of the water and the high visibility and access of the overall site.
Approximately 135,000 SF of targeted retail and restaurants is supportable.
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6) Comparablesind Success Stories
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Multi-family Comparable#l--! @A Sg 2F NBOSy (it & yidrSt  21dedlKNIRFS
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1 Urban Land Institute, Multi family outlook, &y 21, 2014 by Rob Noreen
12 Avalon at Mission Bay North, San Francisco, CA
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Multi -family comparable #2 Avalon at Mission Bay North, SaRrancisce- This is another
Avalondevelopment Avalon is strongnithe North EastUntied States and on the west ca They
target young professionalsand are verysuccessfulin this cohort This is a50unit rental
development. Hip and coglould be an understatementlt has amenities including:
Controlledaccess
Elevator access to limited unitskeyed
Hottub andspaand pool
. vQa
Basketbaltourts
Fitness center
Enhanced green anecycling
Assigned parkingpaces
Gourmetkitchens
EnergySTARppliances
Plannedcommunityevents
Residentdounge
Clubhouse
Concierge
LEED certification
Various sizednits from studio to 3 bedrooms
Onssite retall

= =4 -8 8 -8 _9_9_42_9_2_-2_2°_-2._-2._-2-2_-2_-1-°

Office Comparablelnnovative Flexspace: A Concept that has been used successfully to bring
SO2y2YAO RS@GSt2LIYSYyd YR ySg 220 aé tWiludesibigh S &
tenants, small tenants, executive office, Super cubes, and virtual spadbeine is flexibility.

You can start small and grow. If you need a meeting room, you can lease it for a daytemort
space can be provided for a growing company. All of the technological infrastructure is included,
phones, Internet, electrical It uses Smart technology so the buildings are Green and beautiful at
the same time. This is particularly attractive to fast growing companies that want effisiafet

hip and flexible spacewith significant amenities. Greenville, SC is currently usiveg Next
concept. Other partners include Clemson University,-fast SCLaunch, Upstate Carolina Angel
Network, for example.
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Next Innovation, Greenville, SC

Retail marketplacesFarmers markets arene of the fastest growing retail sectors. Th&S.
Department of Agriculture says urbdarmers markets have grown 02800 in year 2000 to over

5200 in 2009. It is green, sustainable, organic, and fun, and they are even becoming major tourist
FOGONF QGA2y @ %A GQ& NI (ySEhe hest BarketSsdogen Ml lyddds ®und A
and some stay open 365 days a years including Pennsylvania Lancaster Central Market. They
include vegetabls, fruits, home mad preserves, meats, cheeses, flowers, olive lmnd made

craft items, jevelry and aarge variety of stlown food venues including wood fire oven pizza and
more. It operates in summer and winter, so climate control is essential.

Green CityMarket in Chicago is open year round and expsital include and outdoor area until
October.
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The Ferry Plazmarket in San Francisco is an indoor/outdoor market, with the indoor vendors
occupying part of the iconic Ferry Building, located on the San Francisco Bay. The market is open
three days a week and each day features #pegendors and specialties; Tuesdays offer largely
organic

> (15 & ‘ ' % s
Povinltl & Ry A "‘Ogﬁter.com

" 2 )
© 20113 Oyster e Hotel Tell-All

Ferry Plaza Market

Comparable ConclusionOverall, the recommendation, based on comparables, is to support the
type of retail, housing and office development that attracts the visitors deggis and workforce

that meet the objectives of the master plan and assist with creating a revitalized harbor front that
support overall Utica downtown revitalization.

Sports Complex and Field HouseChelsea Piers Stamford, CT and New York City is a novel
concept of asset reuse. Bothcationstook advantage of underutilized large sized buildings and
converted them to state of the art field houses, idek, pools and the complete indoor sports
venue Theg offer membership options, team sports for all ages as well as parties and community
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events. Pricing is tied to cost of development, staffing and amenities. Retail space is included as a
means to subsidize the business.

1.

2.

Features and reuse: Theward winning adaptive reuse from former Clairplant

headquarters

Location: Stamford, @TCove Beach area
CPCT is a 400,08Gt sports facilitieencompassing 18ports.

To I

Too To Too Too T To Too To o

The Rinks

Aquatics Center Olympicsized pool, and 6,000 dtwater play area
Gymnastics Training Centef5,000 seft trampoline center
Baseball and Softball Training Factitywdoor turf infield batting cages
Field House Indoor 100yard turf and a 1/&mile track.

Squash Center

Tennis Center

Childcare facility and preschool

Food Service

BlueStreak Sports Training

Pro Shog; Onsite pro shop for equipment needs

5. Stamford Hospitat An 18,500 Sbranch for orthopedic/sports medicine

6. Flywheel Sports An intense, incredibly inspiring and empesng cardio cycling
experience

While Utica does not have the population density of New York of Connedir@sports program

and concept can be sized down to fit the population density and wealth.

Chelsea Piers Concept Images
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7) Impact Overview

Overview: Based on the square footagfethe real estate supportable by thearket, an estimate
of some of the positive quantitative impacts to Utidche County andthe State were estimated.
The impacts covered full time jobs, property taxes, retail sufgble and retail sales tax
generated during construction and long term.

A more detailed analysis can be viewed in the appendix. Assumptions were made for the cost or
future assessed value, which was based on estimated development costs. Ibenosted that

no detailed cost estimatesor design drawings have been prepared, so the estimates are very
budgetary in nature. The objecéivis simply to give an estimatef the potential scope of
guantitative impacts that could be seen. ©burse changes tthe master plan, phasing market
conditions and property tax breaks could change the estimates dramatically. However, most
significantly, is that at the current levy, the property taxes would bring in an additions $2Million
annually, which is approximated% of the municipal tax levy and therefore very important to the
City of Utica.

mmary Quantitative Impact for All Phases Harbor
Point (NICinfrastructure, outside developments and marina)

GCombined Short Term Impact From

Gonstruction Harbor Point

Total Value of devieopment al phases $ 101,600,000
Full time jobs created 636
Retail Taxes from FT local spending $ 162,080
S of Retail supported from Construction workers 11,374
Sate salestax generated $ 1,016,000
County salestax generated $ 1,206,500
Long Term Impact

$ spent by new Residents Annually $ 1,142,886
Total retail S=supportable form new residents 2,857
Annual salestax generated by new residents $ 54,287
Annual property taxesto Town $2,102,104
TO FTEworkers created 355
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8) Findings and Conclusions:

The concept is to phase in the development as funding is available and as eacHycsineal
phaseis occupiedlt is essential that each phasesa critical mass and be Themed to create
excitement and a marketable concept to developers, investors and users.

For example, Phase | hasedl &Foanl,Cdzy | YR CNRft A Oé Irgsenthancd G | N
visitorsarriving by car or walking or boat. The idea is to create a node of activity that is hip ad fun
year round and can create interest in the site without creatingnagainvestmentproject The

core of the concept is thbarandrestaurantsti K & I NB |t f K2dz2aSR Ay (K
this massiveF | NJY'rBarki: &hat is adestinationfor tourists and residents. The market will be

multi- faceted and open alearround. It can include gifts shops highlighting local crafts and
ethnic foods that can be purchased or consumed at on s#@staurants. The building can be
heated and cooled using green techniques that will cater to the young and hip clientele that is
moving to the region It is assumed that the Fairfield Invill be up ard running with this phase.

Phasel ¢ [ A @S> 2a KJ Atagkbbiie®f the master plan. ilicludes moreFood, Fun
and Frolicwith dueling bars in the Cah&uilding a museum of Erie Canal history and the first
phase of dill time residents and aosne office. The residents can help fuel the retail amenities
which need people 24/7 to survive.

Phase Ha 0 KS vdzA SG / 2NY SNE A ysthatdaedthe piedelopmeniaf NI Y
phasell and lin order to attract tenants. This can incredbe residential component with slightly

higher end units with significant amenities. This area is sited between the panhandle and the Erie
Canal. Componentf the master plan Option A byda include:
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2014 Program Update Phase |

Farmers Market Food ai
Craft Emporium year roun 60,000

Foodand drinking 2,000
Tourism related Retalil 1,000
SupportRetail

Indoor critical mass

Expansionwith Fields an
more

12,500

New rooms (IC thos
planned by Pavia) -

Phase Il

250 plus 70 unit
supportable

Phase Il

70,000

2,000 2,000
19,000 20,000
Est 70,000

In conjunction with M

residential an(

attraction retail 50,000
55,000 75,000

- 200 rooms

Total

150 units per 15000bs

130,000
6,000
1,000
39,000

50,000
142,500

Phase |

Theme:dFood,C dzy

YR CNERf AOE

Concept program:Bars, restaurants4 season farmers market with crafts, shops and full
array oflocal originated stores and products.
Location South of the base of the panhandie Genesecstreet

Timing:year 1 to 4

1 The Harbor and marina
The 33 BuildingSF??)
The Terminal BuildinggF??7?)

1
1
1 Events and concerts
1

and

Phase Il

Theme:dWork, Live and Play

create a

Needs a critical mass of 60,000 to 70,000 SF to garter attention from visitotecatsl

destination

Concept program:Bars, restaurants4 season farmers market with crafts, shops and full
array oflocal originated stores and products.
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Location Eastthe panhandleto GeneseeStreet
Timing:year3 to 6

The Harbocomgetion

Mixed Use establish residential and some commercial

More bars and restaurants to create energy and amenities for residents and tourists
Sustainable Design

= =4 -4 4

Phase Il

Theme:d ¢ KS v dzA SG / 2 Ny SNE

Concept program:Low rise residential, some office and possiblyf@@l golf course as an
amenity

Location north/Eastthe panhandleto the Erie Canal

Timing:year5 to 10

The Mo Stadium

Mixed Use residental/office

Harbor Walls

Sport Center in the Pantheon buildihge. field house, etc(this could be phased in
earlier if a sponsor exists)

= =4 -4 -

See attached Alt. A Master Plan by Elan

In conclusion, where there are some issues that need to be mitigated such as crime, skilled
workforce and image, overall there are many opportunities floe Harbor PointeSite Area.
Opportunities include a high demand for multi family housing targetiogng employ nesters,
primarily. There areffice flex opportunities especially catering to high growth sectors. There are
also significant retail opportunities including a year round marketplace that can be a regional
destination. Assuming that theiis no head on competition with the malls and their tenandys a
destination and local resident amenity, a year round sport complex is recommended that could
provide an outlet for the long cold winters and bring much anticipated visitors to the Harlar Po

Lastly, the program is based on market supportable components. As such, a quantitative impact
was estimated based on the market supportable program. This impact for Harbor Point provides
new property tax dollars, at fullssessed rate, amountingp t10% of the current budget.
Therefore this is a significant and important project for the City of Utica that can change the
image, assist with downtown revitalization and attract new residents and visitors that can bring
YIyeé | RRSR R2frompNE G2 | 0AO0FIQa SO2
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Appendix
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