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Final Recommendations

Recommendations Adopted January 8, 2002 by Downtown Task Force
Report Prepared by:  John Gardner, City of Stevens Point
Brian Doudna, Portage County Business Council

Purpose

The Central Business District of Stevens Point is a healthy commercial area that has been
impacted recently by several factors that has led to a higher percentage of vacancies than
previously experienced. The Portage County Business Council and City of Stevens Point agreed
to collaborate on a joint planning process that would involve a public/private partnership in
planning and implementing a future direction for downtown.

The City and Business Council staff identified four specific areas of focus to seek outside
technical assistance. These areas include: Market Data, Best and Highest Use of Downtown
Real Estate/Sites, Parking and Traffic Management, and Urban Design.

The Downtown Directional Study has been designed to provide future guidance to the City,
private developers, business owners, associations and community groups. The
recommendations of the report will provide the City and Business Council a working framework
that will provide community direction as various development opportunities present themselves
in the future.

Process

The Downtown Directional Study started with a submission of a grant in the fall of 2000. Upon
receiving funding for the project from the Wisconsin Department of Commerce — Community
Based Economic Development Program, the Business Council and City of Stevens Point started
the process of creating a taskforce to serve as the steering committee of the Downtown
Directional Study. This process started in March of 2001. Downtown consultants were selected
and eight Focus Groups were conducted of various groups including demographic ranges from
high school students to area retirees. In addition, the Business Council and City held listening
sessions on each component of the downtown directional study to gain local input prior to an
outside consultant coming into the downtown to review and make recommendations on that
particular area of the Directional Study.

The Parking and Traffic Management section required that a Parking Study be completed prior to
the consultant on-site visit. This was completed in May of 2001. The site visit of the parking
and traffic management report was conducted in June of 2001 to allow this input to be submitted
to the Urban Design and Real Estate Consultants prior to their on-site visits. A separate report is
available on just the parking and traffic management recommendations without taking into
consideration the other components of the Downtown Directional Study.





The on-site visits by the real estate, urban design and general downtown professionals were
conducted in late August. During their visit, a public meeting was held after their community
tour to provide public input directly to the consultant’s prior to their working on any
recommendations. After three full days of meetings and research, the consultants presented
their base recommendations at a public presentation. A question and answer session was held
following the presentation to clarify recommendations and address specific questions.

The Downtown Task Force took these recommendations and reviewed them to place local value
judgments on the recommendations based on their understanding of downtown issues and the
general public input. The downtown taskforce took several meetings to define and clarify the
recommendations prior to voting on which recommendations should be implemented. After the
taskforce identified recommendations for implementation, the staff of the Business Council and
City gave presentations to the general public, downtown merchants, downtown business
association, Business Council Board of Directors, large employers in the downtown area, city
and county representatives during the months of November and December 2001. During this
process, several recommendations that had been supported by the Taskforce were deemed
negatively during these the presentation reviewing the Downtown Directional Study’s
recommendations to be submitted to the City of Stevens Point. The Taskforce met in January of
2002 to review the feedback received during the community presentations. The taskforce
reconsidered these recommendations and modified the Downtown Directional Study’s
recommendations to prepare for the presentation to City committees. Since the beginning of
the project, the Taskforce has met 14 times to discuss and develop a new direction for downtown
Stevens Point.

Introduction to Taskforce Recommendations

The Downtown Task Force, working with the Portage County Business Council, would like to
submit this Report to the Stevens Point Common Council for their adoption and implementation.

The Business Council retained Downtown Professionals Network to prepare a series of
recommendations for the improvement of Downtown Stevens Point. The Task Force prioritized
the consultant recommendations. These recommendations were presented to a series of
stakeholders including: the public, key property owners, City staff, County staff, County elected
officials and the Portage County Business Council Board of Directors. Input from these
stakeholders was reviewed to determine the amount of support, feasibility of implementation,
cost, and implementation time frame. The Task Force made the final recommendations included
in this report after considering all input. This report is being submitted to city committees and
the city council for review and approval. This will start the implementation phase of the
Downtown Directional Study.

The Task Force chose to retain all the consultant recommendations in the report submission. This
provides the current and future readers the ability to understand all of the urban design and
parking management projects that were being proposed by the consultants. Even though the
downtown taskforce may not support these recommendations today, future downtown
development groups may deem a recommendation/project appropriate and seek to implement
based on future community and stakeholder support.





Final Recommendations are divided into the following principles:
. Access and Mobility in the Downtown

. Link to the Riverfront

. Integrate underdeveloped and vacant sites into downtown

. Beautify Main Street & Downtown

. Secure Downtown Employers

. Parking

Access and Mobility in the Downtown

The Consultant team and downtown taskforce observed that access to the downtown is difficult.
Centerpoint Dr. is an effective bypass of the downtown. The Main St. and downtown is hidden
behind the generally blank walls of the Centerpoint Marketplace and Shopko. The Task Force
members and consultants want to make visual access of the downtown better and
vehicle/pedestrian/bicycle access to the downtown easier.

The consultants also observed that the vehicle circulation in downtown is difficult. Main St. is
one-way, Clark St. is one-way, Strongs Ave. is one-way. Vehicles are prevented from leaving
Main St. to go south on Water St. Task Force members want to make vehicle circulation within
the downtown easier, this will reduce a resident or visitor’s confusion in navigating a maze of
one-way streets and allow them easily to get back to open parking stalls or their final destination.

Recommended by Task Force

A. Open Main St on the East. Open the east end of Main St. at the Centerpoint Dr.
juncture as a means of making downtown easier to access. This would give the downtown a
straight access route from Hwy 10 W instead of having to take several turns to get to Main St.

B. Open Main St. to Water St. Construct a full intersection between Water St. and Main
St. This action would allow vehicles to travel south on Water St. from the downtown. Currently,
vehicles wishing to travel south must use Strongs Ave. or make several turns using a
combination of Clark and Third Streets to leave the downtown.

C. Make Strongs Ave. Two-way traffic between Arlington and Main St. The creation of
two-way traffic will make it easier for cars to move within the downtown. Approximately eight
pakring stalls may be lost due to this modification. The City should attempt to limit the amount
of parking lost due to this change. This will also require the installation of new traffic signals at
the intersection of Strongs and Clark Streets.

D. Narrow Water Street Northbound. The Taskforce felt that to increase the pedestrian
and bicycle access between downtown and the riverfront, Water Street should be narrowed. This
street is not part of Highway 10 and doesn’t require the same width and lane capacity of the
Highway. The City should work with adjacent property owners and other parties to implement
this recommendation.





Recommended by Consultant but not supported by Task Force for immediate

Implementation. Action may be revisited at a more appropriate time,

A. Main St. two-way traffic. The consultant recommended making Main St. two-way
traffic between Water St. and Prentice St. as a means of improving circulation within the
Downtown. Task Force members did not support the recommendation. Business owners and
residents expressed concerns throughout the public input process. These some of theses
concerns included: the width of the street, confusion such a change would create for the driver,
and the conflicts between circulating traffic and vehicles unloading wares.

B. Loading zones on Main St. Not necessary if Main St. remains one-way. Third Court is
already designated as an area for this activity.

C. Extend Briggs St. to meet Third St. Not necessary unless Centerpoint Dr. is relocated
to Portage St.

D. Extend Main St. west of Water St. to Wisconsin River. Benefits did not exceed costs.
Also, the taskforce didn’t want to promote commercial development on the west side of Water
Street.

E. Extend Third Court thru Centerpoint Marketplace to Centerpoint Dr. Benefits did not
exceed costs. This project would disrupt Centerpoint Marketplace.

Strong Link to Riverfront

The Wisconsin River is the city’s great attraction and powerful feature. Providing a better
connection between the downtown and the River should be a priority.

Recommended by Task Force

A. Wisconsin Public Service site used as a park and parking lot. Expansion of Pioneer-
Pfiffner Park onto the WPS land was supported. This also would be similar to the Riverfront
plan adopted by the City in the 1990’s.

Recommended by Consultant but not supported by Task Force for immediate

implementation. Action may be revisited at a more appropriate time.

A. Extend Main St. west of Water St. to Wisconsin River. Recommended as a means to
connect downtown to Riverfront. Benefits did not exceed costs.

B. Convert bank building along riverfront to a different, more public oriented use.

C. Establish retail, cultural/entertainment, and restaurant opportunities west of Water St.
and east of Crosby Ave. as a means of ensuring activity on the river and create an extension of
the downtown. Task Force members did not support “selling” off the Riverfront to private
sector. The Task Force felt and public input confirmed that the Wisconsin Public Service site and
the Crosby Ave. parking areas should be kept free of buildings to afford the public a view of the
Wisconsin River from Water St.





Integrate underdeveloped and vacant sites into downtown

The presence of vacant sites and underutilized parcels is a negative image for the
downtown and for the entire community. Those parcels are not contributing fully to the
tax base. The challenge is to find a way for these sites to evolve so that they are a benefit
to the entire downtown and integrate into the existing fabric of the downtown.

Recommended by Task Force

A. Rezone industrial-zoned properties to compatible zoning districts. Uses
allowed on the sites currently zoned industrial are not compatible with the goals of
downtown renovation or with the commercial and residential uses adjacent to the parcels.
Down zoning these parcels will prevent these incompatible uses from being built.

B. Create residential development at the edges of downtown and upper floors of
commercial properties. An active downtown results from a mix of uses. New
development should offer street level retail, office, restaurants and entertainment uses
with the upper floor providing housing. Residential uses will provide a 24-hour use of the
downtown. New housing must address the amenity expectations plus parking
requirements in order to be successful.

C. Redevelop Lullaby and Portesi Blocks. Redevelopment of these blocks will
add to the tax base and add activity to the downtown. Redevelopment should be in a
manner that is consistent with downtown; small setbacks, contiguous buildings, and
multi-story.

D. Re-align Centerpoint Dr. to bring vacant industrial sites into the downtown.
Re-aligning Centerpoint Dr. to Portage St. will allow expansion space for the downtown.
Moving Centerpoint Dr. north will allow the Penney’s and former Stage stores to expand
and still have parking adjacent to their store fronts. Moving Centerpoint Dr. will allow
the new street to be constructed as a parkway; a narrower street than it currently is with
provisions made for sidewalks, boulevards, and a large number of street trees. A narrower
street will allow for better pedestrian connections between the housing to the north and
the downtown. The now-vacant industrial sites should be developed in a pattern that is
consistent with downtown; small setbacks, contiguous buildings and multi-story. The
street grid with the newly relocated Centerpoint Dr. and Briggs, Union, Meadow, Third
and Second Streets should be re-established, consistent with parking needs of existing
and future Marketplace stores. This development pattern will increase activity and
investment downtown while creating a connection from the downtown with the
residential housing to the north.

E. Acquire former gas station on SE corner of Clark and Third St. Remove
abandoned building and combine space with parking to the south to create an efficient
parking lot available to the public.

F. Redevelop former gas station on NE corner of Water St. and Clark St. into a
higher use with better visual impact at the entrance to downtown. Due to existing tenant
parking needs, additional landscaping could provide a visually pleasing entrance to the
downtown while also enhancing this site.

G. Develop a parking structure to allow redevelopment of surface parking lots
near retail and major employers. Implementation will be dependent upon demand and
partnering the costs in an effective manner.





H. The Fox Theater is a building of physical and symbolic significance to the
Main St. The Task Force recommended that the City, Business Council and Arts Council
work with the Fox Theater owners in an effort to get the marquee operational and use it
as a community sign.

Recommended by Consultant but not supported by Task Force for
immediate implementation. Action may be revisited at a more appropriate

time.

A. Convert city parking lot west of Water St. and north and east of Crosby Ave.
to multi-story businesses and residential development. Task Force members felt the view
to the Wisconsin River and public ownership were of primary importance and should not
be changed.

B. Relocate leased public parking from “library lot” to former Clark St. gas
station, SE corner of Clark and Third St. Some members felt the parking in the library lot
should be reserved for customers and the current all-day leased parking consumed
valuable customer spaces. Others felt the leased parking was critical to the operation of at
least some of the businesses in the block.

Beautify Main Street & Downtown

Traditional downtown districts are necessarily places of pedestrian experiences. The
physical environment should be one of the highlights of that pedestrian experience. To
facilitate pedestrian activity, the downtown should be a beautiful place complementing
the downtown architecture, the attractiveness of the river and the vitality of its
commercial enterprises.

Recommended by Task Force

A. Create street edges by use of trees. Trees will help separate traffic from
pedestrians. They will also add a “ceiling” to the pedestrian space creating a more
human-scaled environment and will provide relief from the hard surfaces of a downtown.
The Community Foundation may be a resource for assisting in implementing future
plantings.

B. Institute a public art program. Public art in the downtown can add interest and
highlight local culture. Public art may take many forms including the usual statues and
paintings. Or it could be applied to necessary physical elements such as decorative man-
hole covers.

C. Update downtown benches

D. Update downtown trash receptacles

E. Remove existing kiosks.

F. Implement new directional signs in the entire city including the downtown.
This program would be intended to improve the visibility of sites of community-wide
interest such as the hospital, ice arena, library, downtown, visitor center, and other sites.
The current signage program is outdated and too small to be effective.





G. Enhance low interest loan program. A low interest loan program currently
exists for downtown properties. Better marketing of that program may increase the
number of properties that use the program.

H. Create a design assistance program that would provide technical assistance to
property owners who wish to renovate their building. Many renovations are completed
using contractors with limited design skills. The idea is to retain a designer who has
training in historical projects. This design professional would be available to property
owners at a reduced fee to help them realize the potential of their building. This would
improve the value of the building and improve the historic character of the downtown.

I. Create street edges by use of pedestrian scale historic lighting on Main St. and
Clark St. Pedestrian scale historic lighting brings the lighting element to a human scale
compared to the 30 ft tall street lights. It also adds a decorative element to the street.
Main Street would be the first priority. Clark St. the second priority. Church St. the third
priority. Strongs Ave. the fourth priority.

J. Improve parking lots by enhancing the interior plantings and edge plantings.
The current parking lot plantings have degraded over the years. Better maintenance and
replacement of plants is warranted.

K. Redevelop the Market Square as a European plaza. The current market square
is a parking lot with one quarter dedicated as open space. The open space area is visually
separated from the remainder of the square by parked cars and by the canopy over the
farmer’s market area. While the open space is pleasant when a user is in it, the visual
separation makes it difficult to see the farmer’s market and to see the open space. A new
design concept emphasizing the pedestrian qualities and the function of the farmers
market and while slightly de-emphasizing the parking function would be an
improvement. Parking is a necessary function for both the farmers market as well as the
retail functions of the square area.

L. Reconstruct the public space near the bus transfer station at Strongs Ave. and
Main St. The existing trees have not grown as expected. There is not enough seating area.
A better design that reinforces the neighboring restaurants, bus transfer function, and
improves the esthetics would be an improvement.

Recommended by Consultant but not supported by Task Force for
iImmediate implementation. Action may be revisited at a more appropriate

time.

A. Humanize parking lots by increasing the number of buildings along the edges
of the ShopKo parking lots. The consultant had observed that parking lots lost the sense
of building-next-to-sidewalk that downtowns are noted for. He recommended that new
buildings be constructed next to sidewalks in areas where parking lots abutted sidewalks.
The Task Force was concerned that the loss of parking spaces and the lack of visible
parking would offset the advantages of more building space and reconstruction of the
downtown facade. Replacement parking would need to be ramp parking, which is more
expensive than surface parking.

B. Re-implement a fountain in the Market Square area. While a nice feature, the
Task Force did not consider this a high priority. Concerns were expressed about the long-
term maintenance of this type of improvement.





C. Create a public square near the River on Main St. next to the Arts Center. This
recommendation is in conjunction with extending Main St. west to the river. The Task
Force did not support the extension of Main St. to the Wisconsin River. The creation of a
new square fell to a lower priority after the negative recommendation for the road
extension. This area already has founders point and has been enhanced by the location of
the Art Center.

D. Convert a portion of the Sentry Insurance parking lot bounded by Ellis,
Strongs, Arlington, and Church Streets to a Court House Square. Parking is of prime
concern to employers. Replacement of this parking was estimated to exceed $3,000,000.
The Task Force felt this recommendation was very expensive to accomplish compared to
the benefit of keeping existing parking for a major employer in downtown.

E. Create a Square atmosphere at Third St. and Briggs St.  The Task Force was
supportive of square concept. However, due to Third St not being extended through
CenterPoint Marketplace and the unknown configuration and space needs of future
developments located on the currently zoned industrial zoned properties and Centerpoint
Marketplace, the project was viewed as a low priority.

Secure Downtown Employers

One of the keys to the long-term health of any downtown is the presence of a workforce
that can populate the area during the day. Stevens Point is fortunate to have Sentry
Insurance, Noel Group, Associated Bank, Blue Cross/Blue Shield, and the County and
City workforces already located in the downtown. One of the most important actions that
the city can undertake is to ensure that they remain a part of the downtown.

Recommended by Task Force

A. Secure downtown employers and encourage the expansion of their operations
in the downtown. The Task Force felt that ongoing contact should be maintained between
the major employers and the city and the Business Council and between the employers
themselves. Issues of common concern can be discussed and addressed.

B. Develop parking, including a parking structure if necessary, to serve major
employers and the growth of businesses. Parking is the key to employee development and
recruitment. Contacts should be developed to quantify the need for parking, identify the
timing of that need, and to develop strategies to satisfy that need.

C. Advocate the continued presence of the county justice system in the
downtown. The Task Force is aware of concerns about the expansion of any jail in the
downtown area. The relocation of the jail and the potential to relocate the entire county
government function away from the downtown was not viewed favorably acceptable. The
Task Force advocated that the parties meet to seek solutions to the location of an
expanded jail and courtroom facilities in the downtown area.





PHASED APPROACH TO
DOWNTOWN STEVENS POINT
DIRECTIONAL STUDY PROJECTS

DIRECTIONAL STUDY STRATEGIES

2. Establish a strong link to the riverfront.
4. Beautify Main Street and downtown
6. Intensify development in downtown.

1. Facilitate access to and mobility within downtown.
Integrate underdeveloped and vacant sites

3.
5. Secure downtown employers
7. Keep downtown compact.

COST

A. $0 to $10,000

B. $10,001 to $50,000
C. $50,001 to $250,000
D. $250,001 +

TASK/ACTIVITY COST LEAD ENTITIES FUNDING OPTIONS
PHASE 1 2002 — 2003
Open Main St. on East end C City, DOT, ADB, PCBC City
Strongs Ave. — two way traffic from Main to Arlington B City, ADB City
Street
Create street edges by use of trees. Work with Community | A Foundation, Private City Private Sector Donations,
Foundation Forester City
Institute Public Art program A Art Council/John Jury City — Donations
Update downtown benches - enhance historic atmosphere | A DT Community Foundation | DT Business Donations
Update downtown trash receptacles A DT Community Foundation | DT Business Donations
Remove existing kiosks and replace signage (Theater as B City ADB City
flyer location)
Implement a new directional signage program B Municipal — CIEC Gov’t Funding — Spec
Enhance low interest loan program for facade A City & PCBC City
enhancements — Brochure
Wisconsin Public Service site used as park and parking lot | D City and PCBC Private Donation, City Parks
Research potential of narrowing Water St. near Main and C City City
Centerpoint Drive to enhance pedestrian crossing
Rezone industrial properties in downtown to compatible A City/Gardner N/A
zoning districts
Create residential development at edges of downtown and | A City & PCBC, Apartment N/A
the upper floors of commercial buildings Owners
Acquire Gas Station on corner of Third St. and Clark St.to | C City City
implement comprehensive parking. Optimize permit
parking from Library parking lot to area.
Secure downtown employers through encouraging A PCBC N/A
expansions of their operations in downtown
Advocate county justice center expansion downtown A ABD — Business Owners Private Sector
Fox Theater — Signage operational A Private Owners, City, Private & special events
PCBC
Design Technical Assistance Program A Historic Commission City — matching funds






TASK/ACTIVITY COST LEAD ENTITIES FUNDING OPTIONS
PHASE 2 2004 - 2007
Open Main Street on West end (both directions) D City City
Create street edges by use of pedestrian scale historic C ADB, City, Private Private Sector, City
lighting on Main St.
Humanize parking lots by enhancing the interior B Master Gardeners, CIEC City
plantings and edge plantings
Create street edges by use of pedestrian scale historic B City Private City Private
lighting on Clark St.
Create street edges by use of pedestrian scale historic B City-Private City Private
lighting on Church St.
Create street edges by use of pedestrian scale historic B City-Private City Private
lighting on Strongs Ave.
Create street edges by use of pedestrian scale historic B City-Private City Private
lighting on other streets in the downtown area
Market Square re-developed as European plaza D City City
Construct a public square near the bus depot C City City Private TIF
TASK/ACTIVITY COST LEAD ENTITIES FUNDING OPTIONS
BASED ON PRIVATE SECTOR INVESTMENT
Provide space for the expansion of the J.C. Penneys and B Dial Properties/City TIF — Private Sector
the vacant Stage stores Developer
Relocate Centerpoint Dr. to Portage St. to incorporate the D City TIF
Lullabye and the Portesi Block into the downtown fabric
Develop Lullabye and Portesi blocks and lots in a D Private Sector, City, Dial City, TIF, Private
downtown building manner, not a suburban mall manner.
This would promote first floor retail/office and upper story
residential use.
Consider a parking structure to allow redevelopment of D City, Business Owners City, Private
surface parking lots near retail and major employers
Redevelop the former gas station on corner of Water and D Private
Clark St. into higher use with visual impact at entrance of
downtown.
Develop a parking structure to serve major employment D PCBC County, Private Sector, City

area and growth of businesses (Arlington)






RECOMMENDATIONS NOT IMPLEMENTED

COST

Main Street — two way traffic

Not implementing due to
concerns by business and
community during comment
period

Loading zones for truck delivery on Main St. A
Extend Main St. to the river and connect to Crosby Ave. D
Extend Briggs St. to meet Third St. and Water Street D
Extend Third Court to Third Street (thru mall) D
Convert river bank facility into different use (cultural D
center)

Along Main St. extended near existing Bank One, permit D
buildings and businesses that entertain and attract people

City parking lot west of Water and north of Crosby Ave.to | D
be partially converted in to multi-story business and

residential development

Humanize parking lots by increasing the number of C
buildings along the edges of the lots

Re-implement a fountain in the Market Square area as C
public art program

Create a public square near the river on Main St. (Where D
Crosby and Main St)

Convert portion of Sentry Ins surface parking lot into a D
courthouse square.

Create a square atmosphere at Third St and Briggs St. D
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Introduction

Scope of Work

The Central Business District of
Stevens Point Wisconsin -
Centerpoint — is a healthy commercial
area. It hosts numerous small
retailers, as well as a large national
chain store, several interesting dining
establishments, various professional
and financial institutions, government
offices, cultural and religious
institutions, and residential facilities.
It enjoys local support from three
important market segments: college
students and faculty; a large
downtown employee base; and senior
citizens. In an effort to retain its
vitality, community leaders
commissioned a study to maintain the
current level of prosperity and provide
future direction.

Prior to beginning this planning effort,
a task force comprised of downtown
“share holders” was established by the
City of Stevens Point and the Portage
County Business Council. The task
force, with technical assistance from
the organizing entities, served as an
advisory committee and provided
initial citizen input to identify key
issues and the needs of Centerpoint.

Phase I included a limited, demand-
side, market assessment that included
the convening of various segmented
focus groups and the analysis of
current demographic and
psychographic data obtained from
Claritas, Inc. Phase II consisted of
two components: urban design and
real estate development options.

Page 1
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Phase |

Market Analysis Component
by Dale Helmich, CMSM, Dale Helmich, Ltd.

Following is a summary of significant findings derived from the various Claritas reports obtained for the Stevens
Point trade area. Copies of the complete Claritas reports are included in the addendum to this document.

Claritas

Claritas is a division of VNU Marketing Information, Inc., one of the nations leading providers of geodemographic
commercial marketing and business information. For over 20 years, their data has been considered among the most
comprehensive, reliable, accurate and up-to-date available.  Their expertise lies in the depth and quality of
integrated marketing databases they are able to supply their clients. Claritas is a valuable resource in performing all
types of market analysis. Their numerous sources allow them to report, geographically, on business establishments
by SIC, consumer demographics and psycho-graphics, crime indexes, healthcare, GIS, educational enrollment,
actual and projected sales, development patterns and sites, direct mail criteria, competition analysis, and tracking,
estimating and projecting target markets. They have over 60 databases composed of thousands of variables.

Stevens Point Retail Trade Areas

Information was acquired to perform certain Phase I Market Analysis services based on lists of ZIP codes generated
by the Portage County Business Council (please see addendum for numerical code listings and digital maps). The
geographic trade area is described, generally, as: all, or a portion of, three counties in central Wisconsin approximate
to the Wisconsin River. Its configuration is that of a polygon in nature. Both primary (core) and secondary (band)
were identified. The primary core being the distance shoppers come from on a frequent basis to purchase necessary
and basic goods and services - groceries, dry-cleaning and gasoline. The secondary band is the greater distances the
consumer will travel to do comparison shopping - clothing, shoes and computers (see addendum for ZIP code list
and maps).

Downtown Professionals Network

Page 2





Centerpoint Directions Plan

Stevens Point « Wisconsin

Claritas Market Trend Report

The Market Trend Report is a compilation of detailed population, income and household (HH) information in the
given aggregate trade area. Current year estimates, historic and five-year projections are given on most data. Table
and graph formats are utilized.

Primary Trade Area (core):

Population and Household Trend - The current estimated population of the primary trade area is 110,189
living in 41,445 households. Average HH size is estimated at 2.57. The population is expected to remain
stable the next five years while HHs will increase by 3.5%. The average family size will continue to shrink
very slightly to 2.53.

Income Trend - The current estimated per capita income is $20,415 and is expected to continue to increase
to $25,598 in 2005. Average HH incomes are currently estimated to be $53,587 and are likely to increase
to $66,043.

Household Income Distribution Trend - The percent of HH income in the category of $5000-$9,999 are
estimated to continue to decline while those in the upper ranges, above $50,000, have and some will
continue to grow on the average of 2.9%.

Age Distribution Trend - The current estimated median age is 34.5. In five years it will increase to 35.5.
The bulk of the population are, and will be, 5-14 years and 16-65 years in fairly even age range
distribution.

Population by Age and Sex Trend - The genders of the total populations are relatively equal with males at
49.4% and females at 50.6%. Approximately one third of the population is 1-14 years and 35 to 49 years.
Historic through projected data indicate very little change has or will occur.

Female Population Trend and Male Population Trends - This data follows that for the general population.
Even distribution patterns with the smallest age groups 5-17 years and 60+ years.

1990 Household Income by Age of Householder - Median HH incomes rose steadily with age from
$15,490 (15-24 years) to $42,919 (45-54) then steadily dropped to $10,911 (55-85+.)

2000 Household Income by Age of Householder - The same patterns as above are true for the current
estimates. Median HH income has risen from $28,868 to a current estimate of $42,262. The 55-64 age
brackets have retained larger HH incomes longer.

2005 Household Income by Age of Householder - Projections anticipate the same patterns to continue and
the median HH income to continue to rise to $48,789 in 2005.

Population by M.A.R.S. Race and Hispanic Origin - 97% of the population is and will continue to be
White. The growth of Black, Hispanic and Native American peoples in the population is not significant at
3.5%.

Census Race and Hispanic Origin - Less than 2% of the population are estimated and are projected to be of
Asian origins.
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Claritas Market Trend Report

Secondary Trade Area (band):

Population and Household Trend - The current estimated population of the secondary trade area is 101,003
living in 38,392 households. Average HH size is estimated at 2.55. The population is expected to remain
stable the next five years while HHs will increase by 4.4%. The average family size will continue to shrink
very slightly to 2.53. Housing units will be developed at a more rapid rate than in the primary core trade
area at 5.0% compared to 3.3% respectively.

Income Trend - The current estimated per capita income is $19,780 and is expected to continue to increase
to $24,668 in 2005. Average HH incomes are currently estimated to be $50,461 and are likely to increase
to $61,875. The same figures are slightly higher for the primary core area.

Household Income Distribution Trend - No brackets of HH income are estimated to decline however, those
in the upper ranges, particularly the $60,000-$99,999 ranges will continue to grow at the 10+% rate in the
next five years.

Age Distribution Trend - The current estimated median age is 37.6. In five years it will increase to 38.6.
The bulk of the population are, and will be, 5-14 years and 25-65 years in fairly even age range
distribution. The impact of college students in the primary market area is demonstrated here.

Population by Age and Sex Trend - The genders of the total populations are absolutely even with both
males and females at 50%. Age and gender categories are very similar to those in the core trade area.
Historic through projected data indicate very little change has and will occur.

Female Population Trend and Male Population Trends - As in the primary core area, this data follows that
for the general population. Even distribution patterns with the smallest age groups being 15-24 years and
65+ years.

1990 Household Income by Age of Householder - Median HH incomes rose steadily with age from
$20,781(15-24 years) to $38406 (45-54) then steadily dropped to $10,992 (55-85+.) The HH incomes
started higher at an early age but ended almost the same in the 85+ bracket as the primary trade area,

2000 Household Income by Age of Householder - The same patterns as above are true for the current
estimates. Median HH income has risen from $27,052 to a current estimate of $38,981, The 55-64 age
brackets have retained slightly larger HH incomes longer. Median HH incomes are slightly lower in the
secondary trade area than in the primary trade area.

2005 Household Income by Age of Householder - Projections anticipate the same patterns to continue and
the median HH income to continue to rise to $44,047 in 2005. This is approximately $4,500 lower than in
the future primary market.

Population by M.A.R.S. Race and Hispanic Origin - 98% of the population is White and is projected to
remain stable. The growth of Black, Hispanic and Native American peoples in the general population is
not significant at less than 2%.

Census Race and Hispanic Origin - Less than 2% of the population are estimated and are projected to be
of Hispanic origins. Asians will continue to be less that 1% of the general population.

Downtown Professionals Network

Page 4





Centerpoint Directions Plan

Stevens Point « Wisconsin

Claritas PRIZM Report

Using complex statistical techniques that employ U.S. census data as well as consumer data, Claritas has determined
that every community in the United States may be accurately assigned to one, or several, of the 62 PRIZM clusters.
This report provides counts and percentages for both population and households. Each cluster represents a unique
consumer type with its own lifestyle and consumer behavior patterns. Cluster nicknames are intended to capture
each cluster’s essential characteristics.

Factors used in determining PRIZM assignments include social rank, household composition, mobility, ethnicity,
urbanization and housing. The 62 clusters are distributed among 15 Social Groups. Counts for the Social Groups
are provided along with the Social Group name, followed by the counts for the specific clusters that make up that
Social Group.

Primary Trade Area (core) Target Market Segments:

Exurban Blues - Red, White and Blues / Small Town Blue-Collar Families (Cluster percent: 15.8) (Degree
of affluence: 35 - Middle) Great Lakes, the Appalachians, and the Western highlands, these folks love the
outdoors. (Age Group: Mixed) (Predominately White)

Heart landers - Agri-Business / Rural Small Town and Ranch Families (Cluster percent: 11.6) (Degree of
affluence: 45 - Middle) Famous for very large families with lots of kids, countless animals, apple pie, and
fishing, this cluster stretches from Lake Michigan to the Pacific. Occupations are farming, forestry,
fishing, ranching, mining, and other blue-collar employment. Most of this cluster’s individual are high-
school graduates and have attended college. (Age Groups: Under 18, 45-64) (Predominately White)

Landed Gentry - Big Fish, Small Pond / Small Town Executive Families (Cluster percent: 11.3) (Degree of
affluence: 18 - Upper Middle) Married couples with or without children dominate this conservative, family
oriented cluster. Most are high school graduates and have taken some college classes. These captains of
local industry enjoy investing in their homes and vacationing by car in the United States. (Age groups: 45-
55, 55-64) (Predominately White)

Working Towns - Mines and Mills / Older Families, Mine and Mill Towns (Cluster percent: 9.8) (Degree of
affluence: 56 - Poor) As this clusters name implies, the folks in this cluster live in scenic splendor and work
in America’s mines and mills, Mining and Mills are in the Appalachians, across the Ozarks to Arizona, and
up the Missouri River to Montana coal fields. The population is older and mostly single with few children.
(Age Group: 65+) (Predominately White)

Country Families - Big Sky Families / Midscale Couples, Kids and Farmland (Cluster percent: 7.2)
(Degree of affluence: 23 - Upper Middle) Well-paid craftsmen, and builders who live in scenic locales in
New England, the Tidewaters, the Great Lakes region and the Rockies comprise this cluster. Their family-
centered lifestyles focus on hobbies, hunting, and boating. Most are high school graduated or have
attended college. (Age Groups: Under 18, 35-64) (Predominately White)

2" City Center - Towns & Gowns / College Town Singles (Cluster percent: 6.9) (Degree of affluence: 31-
Lower Middle) Many towns and university campus neighborhoods are divided into locals and students.
This cluster is primarily 18-24 year-olds on limited budgets and highly educated, but perhaps underpaid,
professionals. Both of these groups have a taste for prestige products that are beyond their means. (Age
groups 18-24, 25-34) (Predominately White, High Asian)

Country Families - River City, USA / Middle Class Rural Families (Cluster percent: 6.6) (Degree of
affluence: 34 - Middle) These solid, blue-collar folks in New England and the Mohawk Valley through the
corn, grain, and dairy belts to the Pacific orchards are raising their children in single-family homes. Fourth
of July parades and front porches are important to River City USA. Most are high-school graduates and
have attended college. (Age Groups: Under 18, 45-54) (Predominately White)
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Claritas PRIZM Report

Secondary Trade Area (band) Target Market Segments:

Rustic Living - Rustic Elders / Low Income, Older Rural Couples (Cluster percent: 18.6) (Degree of
affluence: 48 - Lower Middle) This cluster is the oldest cluster in the U.S. and has a low incidence of
children. It is concentrated in the Great Plains and along the West Coast. Although life for folks in this
cluster is pure country, there is a surprisingly high index for health, walking, golf, boating, and volleyball.
(Age groups 55-64, 65+) (Predominately White)

Heart landers - Agri-Business / Rural Small Town and Ranch Families (Cluster percent: 11.9) (Degree of
affluence: 45 - Middle) Famous for very large families with lots of kids, countless animals, apple pie, and
fishing, this cluster stretches from Lake Michigan to the Pacific. Occupations are farming, forestry,
fishing, ranching, mining, and other blue-collar employment. Most of this cluster’s individuals are high-
school graduates and have attended college. (Age Groups: Under 18, 45-64) (Predominately White)

Country Families - Shotguns & Pickups / Rural Blue-Collar Workers and Families (Cluster percent: 9.6)
(Degree of affluence: 43 - Middle) Found in the Northeast, the Southeast, the Great Lakes, and the
Piedmont industrial regions of the United States, this cluster is least affluent of their Social Group and leads
it in blue-collar jobs. Most are married with school-age children. They are churchgoers who also enjoy
hunting, bowling, sewing, and attending auto races. (Age Group: Mixed) (Predominately White)

Heart landers - Grain Belt / Farm Owners and Tenants (Cluster percent: 8.1) (Degree of affluence: 57 -
Middle) Centered in the Great Plains and South Central section of the United States, life for Grain Belt
folks is tied to the land and ruled by the weather. Mostly self-sufficient, family- and home-centered, these
families are poor only in money. (Age Group: Under 18, 35+) (Predominately White. High Hispanic,
Some Native American)

Exurban Blues - New Homesteaders / Young Middle Class Families (Cluster percent: 6.4) (Degree of
affluence: 26 - Middle) More highly educated than the other clusters in their Social Group, the New
Homesteaders professionals and executives work in local service fields of administration, communications,
health, and retail. The younger married couples have children. Life is Homespun with a focus crafts,
camping, and sports, (Age Groups: 35-44, 45-54, 65+) (Predominately White)

Country Families - River City, USA / Middle Class Rural Families (Cluster percent: 6.3) (Degree of
affluence: 34 - Middle) These solid, blue-collar folks in New England and the Mohawk Valley through the
corn, grain, and dairy belts to the Pacific orchards are raising their children in single-family homes. Fourth
of July parades and front porches are important to River City USA. Most are high-school graduates and
have attended college. (Age Groups: Under 18, 45-54) (Predominately White)

Exurban Blues - Red, White and Blues / Small Town Blue-Collar Families (Cluster percent: 6.2) (Degree of
affluence: 35 - Middle) Great Lakes, the Appalachians, and the Western highlands, these folks love the
outdoors. (Age Group: Mixed) (Predominately White)

Landed Gentry - Big Fish, Small Pond / Small Town Executive Families (Cluster percent: 6.0) (Degree of
affluence: 18 - Upper Middle) Married couples with or without children dominate this conservative, family
oriented cluster. Most are high school graduates and have taken some college classes. These captains of
local industry enjoy investing in their homes and vacationing by car in the United States. (Age groups: 45-
55, 55-64) (Predominately White)
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Claritas Consumer Spending Report

The Consumer Spending Patterns Report presents summary tables of weekly and annual expenditures for various
consumer product categories. The data provided in this report are drawn from historical information (Consumer
Expenditure Survey - CEX) and consumer survey projections The CEX is conducted by the Bureau of the Census
based on a survey of some 23,000 households nationwide. Claritas then estimates the U.S. consumer expenditures
and blends the information with the CEX data.

Annual estimates of the average consumer expenditure per household for each variable are combined with updated
demographic information to calculate the U.S. average. These estimates are then validated against the U.S. total
consumer expenditures supplied by the trade, business, and commercial organizations, as well as the Census of
Retail Trade Merchandise Line Sales.

No assumptions can be made based on this data as to the location, inside or outside of the trade area, concerning
these purchases. Qualification needs to be made in reference to catalogue and Internet sales as these venues are not
reportable in several states. To determine leakage / surplus retail sales for Stevens Point, sales tax revenues,
collected by the State of Wisconsin for the same time period, can be compared to the information contained in these
reports. Wisconsin Department of Revenue information was not supplied for this study.

Primary Trade Area (core):

= QGenerally, categories of average weekly HH expenditure in the primary trade area fall within 10 points, on
either side, of the national average.

= Indexes for the Travel and Floor Covering categories fall further below national averages than indicated by
the above statement. This could be an indication of a lower frequency of purchases or lower price range
availability.

= Conversely, Smoking Products & Supplies are the highest expenditure index at 108.6. This may be a sign
of more purchases or a higher price range.

= The index for Prepared Foods (105.7) may be indicative of a propensity to purchase deli food stuff while
Bakery Products at 100.8 may show an opportunity for a unique bakery.

= The indexes for apparel of all types would evidence a healthy, moderate market in the primary trade area.
Checking with the Centerpoint employee base, as to need, interviewing current apparel providers in the
Centerpoint, and local dry cleaners will assist further in determining potential development of this category
of business.

=  Consumers either are potentially paying low to moderate wages for Household Services (Index 55.6) or
they plan to do a large portion of their own household work.

=  Consumers in the primary trade area, like consumers elsewhere in the upper Midwest, have and plan to
continue to pay a high price for Gasoline this year.

= Rented Vehicles (index 85.1) may be related to Travel (83.9).

=  Expenditures for Tuition & School Supplies (index 89.0) is surprisingly low for a college town. However,
remember that data is not included in these reports for Group Quarters.

=  Consumers appear to expend a fairly large amount on their pets.
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Claritas Consumer Spending Report

Secondary Trade Area (band):

The ranges for all categories of annual and weekly expenditure indexes continue to remain close to national
averages with slightly lower degrees of point change.

Expenditures for Smoking Products & Supplies and Prescription Drugs increase over that in the primary
trade area.

Generally, expenditures for Food Away From Home, Alcoholic Beverages Away From Home, Home
Computer Hardware & Software, Transportation, Apparel and Entertainment decrease in the secondary
trade area.

The greatest HH expenditures are for Food, New & Used Automobiles, Automotive Repairs, Gasoline and
Cash Contributions.

Household Services expenditures are comparable to those in the primary trade area and well below the
national average at 52.4.
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Claritas Retail Trade Potential Report

The retail trade potential sales have been grouped into 12 major store types according to the Standard Industrial
Code (SIC). The report, based on trade area historical (surveys done every five years by the Census of Retail Trade)
and consumer planning data collected by Claritas, indicates the amount of sales store categories in the trade area
might expect to generate in the current calendar year.

“Total retail sales” is the potential of establishments primarily selling merchandise to customers for personal,
household, and farm use. This category includes many retail species not included in any of the twelve basic store
types. Thus figures for it will be greater than the sum total for the twelve other categories.

Specialty shops (such as book, photo, stationary, game, pet and gift & novelty) are not included in any of the twelve
major categories.

Claritas created the twelve potential estimates by utilizing four data sources:
=  Census of Retail Trade
= (laritas current-year demographics

= Monthly and Annual Survey of Retail Trade
=  Current-year national sales forecast

Primary (core) and Secondary (band) Trade Areas:

= Total potential retail sales for the Stevens Point trade area are estimated to be $2,641,878,000 for the
current year.

=  Consumers living in the primary trade area are expected to spend 30% more than consumers living in
the secondary trade area for apparel..

=  Consumers living in the primary trade area are expected to spend 13% more than those living in the
secondary trade area in the eating & drinking places category.

= Consumers living in the primary trade area are expected to spend 29% more than consumers living in
the secondary trade area in the furniture / home furnishing stores category.

=  Consumers living in the primary trade area are expected to spend 10% more than consumers living in
the secondary trade area in general merchandise stores.

= All other store categories’ potential sales are equal relative to their trade area populations.

Downtown Professionals Network

Page 9





Centerpoint Directions Plan

Stevens Point « Wisconsin

Focus Groups

Focus groups were arranged through the auspices of the Portage County Business Council, Stevens Point,
Wisconsin. One-hour sessions were conducted on May 9 & 10, 2001 with eight groups who represented various
components of the local market. The groups were broad-based in terms of age, gender, and occupation. The
discussions were structured in a consensus-building format with a facilitator, scribe, group dialogue and priority
voting. Participants were encouraged to be candid and creative, drawing on their own knowledge, opinions and
experiences to respond to the following questions:

Assessment — Strengths, Weaknesses, Opportunities & Threats (SWOT)

1. What are Centerpoint’s greatest current assets?

Top Priority Response: The Centerpoint’s proximity to the Wisconsin River and the riverside park.

Second Priority Responses: The unique collection of independent, locally owned, specialty shops and
restaurants. The “sense of charm” created by the historic architecture and the strong consumer core of
Centerpoint employees.

Third Priority Responses: The compact, “walkable” streetscape with its trees and flowers and the public
library.

2. What are Centerpoint’s greatest current liabilities?

Top Priority Response: The lack of an economically healthy business mix due to unsuccessful business
retention and recruitment - especially the complementary retail, and fragmented promotional efforts.

Second Priority Responses: The lack of public-private sector maintenance and aesthetics, enforcement of
vandalism, pride in property, and a general perception of eminent Centerpoint failure.

Third Priority Responses: The lack of convenient parking and confusing traffic patterns.

Fourth Priority Response: Because of the numerous vacancies and lack of eating choices in the Center
Point Market Place, there is concern for its long-term success.

3. What are Centerpoint’s greatest opportunities in the future?

Top Priority Response: Business enhancement through the retention of existing businesses, the
development of new ones, and an improved mix. A great deal of optimism was expressed concerning the
new Center Point Market Place ownership.

Second Priority Responses: Real estate development by expanding Centerpoint to the north and west for
commercial or residential uses (but definitely not industry) was considered feasible. Innovative green
spaces such as an outdoor market and second floor residential development were also suggested.

Third Priority Responses: Aesthetics improvements like the renovation of historical buildings and more
trees and plants. In particular, the preservation of the Fox Theater through a new use seemed important to
the focus groups.

Fourth Priority Responses: There was interest in a parking ramp expressed and a less confusing way to
enter and navigate the Centerpoint. Perhaps less dependence on fossil fuel modes of transportation, for
example a campus-to-Centerpoint bicycle path, and the proverbial discussion of the advantages and
disadvantages of a pedestrian mall occurred.

Fifth Priority Response: Development of a Wisconsin River marina complex was a popular concept. A
waterfront restaurant and an improved swimming area were felt to be activity generators that would attract
boat people to the Centerpoint area.
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Focus Groups

4. What are Centerpoint’s greatest threats in the future?

Vision

Top Priority Response: Continued, uncontrolled sprawl to the east along Highway 10 was the “walk away”
choice of all focus groups. The results of this occurring were all discussed - more store closings, eventual
neglect and building deterioration, and the ensuing loss of creative, cooperative business owners and
managers.

Second Priority Responses: The potential for a Highway 10 bypass of the community, the loss of major
employers in the Centerpoint, and the slowdown of the National economy were “also rans.”

5. What would you like Centerpoint to be known for in the future?

Top Priority Response: The vast majority of responses described opportune consumer activities. Unique,
quality, specialty shops not found elsewhere versus chain stores. “Not a typical mall or downtown
experience.” Art galleries and businesses representing cultural diversity were given as examples.

Second Priority Response: To less of an extent than the above response, groups discussed the entertainment
aspects of the future Centerpoint. They saw the central business district as being known for having
nighttime activity, affordable family-oriented venues; theater, dance clubs and outdoor eating places.

6. As you visualize Centerpoint in the future, how will it look, feel and function?

Top Priority Response: The majority of comments had to do with how the future Centerpoint would
function. A mix of people, age groups, uses, events and activities. A community gathering place that
demonstrates fun, accessibility, prosperity and has an easy link to the riverfront.

Second Priority Response: The focus groups described, in detail how they would like the future Centerpoint
to appear - green, clean, and of a human scale, comparable to Red Wing, Minnesota.

7. What would you like the younger generations to remember about the Centerpoint?

Top Priority Response: A fun, positive experience with lots of things to see and do.

Second Priority Response: A quality physical environment that was friendly and safe.
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Specific Issues

8. What are your perceptions or experiences concerning parking in Centerpoint?

=  Top Priority Response: There are an inadequate number of spaces, particularly for the Centerpoint
employee base but also for customers of businesses along Main Street. Some parking lots are considered
inconvenient, difficult to find and hard to utilize.

=  Secondary Priority Response: A number of responses indicated that people did not have any problems in
general with the Centerpoint parking situation. It has problems relative to the time of day. The “library
lot” was actually termed as “good.”

9. How does Centerpoint work now - access, egress, vehicular, pedestrian, signage, aesthetics?

= Top Priority Response: Most of the responses given pertained to the need for a comprehensive master
program for the entire Centerpoint. More “green living things,” creative links between the Centerpoint and
the River, controlled development of the riverfront, an enforceable sign ordinance to eliminate visual
pollution, and a maintenance plan are all desired components of the program that should be outlined.

= Second Priority Response: Along with the reiteration of inconvenient Centerpoint parking, the “disjointed
traffic pattern” was of major concern. No direct path to the Centerpoint is an issue and the opening up of
Main Street should be addressed.

10. What types of businesses would you patronize if they were located Centerpoint - on the average, how
often and how much?

= Top Priority Response: Twelve subcategories of food and restaurants were suggested by the focus groups.
Venues such as outdoor, with live entertainment, fast, evening dining, cafeteria and Internet were
described. A gourmet deli with bakery and a fast-food offering in the Center Point Market Place appear to
be suggested as the most lucrative ventures.

= Second Priority Response: Fourteen types of specialty retail shops were thought to have potential by the
focus groups. Books, hardware and sporting goods seem to be estimated as the most likely to succeed.

= Third Priority Response: Women and children’s apparel. Working attire and young peoples usual wear
were thought to be profitable lines because of the proximity of their respective market segments to the
Centerpoint.
11. What “burning issues” should be dealt with in Centerpoint?
= The utilization of the “Castle.”
=  The lack of strong participation in the redevelopment process from business owners.
=  The improvement of second floor window treatments.

= More activities for teenagers like Reflection’s in Marshfield.
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Phaselll

Urban Design Component
by Michael Schroeder, RLA, Hoisington Koegler Group, Inc.

Context

Stevens Point’s central business district — Centerpoint — is not a blank slate. Conditions exist that will either limit
development opportunities or the enhancement of the public realm — or that will encourage improvements. The key
is to understand how those constraints and opportunities can be shaped (or re-shaped) to reflect desired patterns for
Centerpoint, making the experience of Centerpoint better than what is found today. Important factors include:

Vacant Sites

Non-contributing Sites

Difficult access to riverfront

=

Barrier of “Center Point Marketplace” and
Centerpoint Drive

Downtown Professionals Network

Vacant Sites

Areas near Centerpoint that are empty present the
opportunity for new development, but it is critical to
consider how those sites can be made a part of
Centerpoint — rather than simply making something
happen there. It is important to note that patterns that
reflect suburban development do not belong here.

Non-contributing Sites

The “Castle” and the Fox Theater — are treasures and
need to be brought back to the life of Centerpoint.
Others are simply wunderutilized, have uses
inappropriate to the district, or used for parking.
Reconsideration of these sites is just as important as
creating new uses on vacant sites.

Difficult access to riverfront

The natural highlight of Centerpoint is the Wisconsin
River, but it is virtually cut off from the district by
Water Street. Logical and safe connections to the
river should be a priority for the evolution of
Centerpoint.

Barrier of “Center Point Market Place” and
Centerpoint Drive

The north side of the Center Point Market Place is
essentially a blank wall several hundred feet long;
Centerpoint Drive and Water Street feel like a “race
track” around the district. Neither adds to the
experience of Centerpoint, and in fact, they limit the
experience by cutting off views and access to Main
Street and severing connections to the neighborhood
to the north.
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Context

Limited access to Main Street

For Centerpoint to achieve the desired level of
vibrancy, people have to be able to easily get into the
district. Today, there are only a few places to get to
Main Street, when in fact the edges of Centerpoint
should be so permeable that just about any route one
would pick would lead naturally to Main Street.

Aesthetics of Main Street

While Main Street has a streetscape, it feels dated
and has not received the level of care that people in
the community desire. Other streets in Centerpoint
do not even have the level of enhancement that is
evidenced along Main Street, even though they are
important to the fabric of Centerpoint.

Aesthetics of Main Street Aesthetics and supply of parking

Parking overwhelms parts of Centerpoint and
1 1 severely limits the pedestrian experience. The
P ' amount of parking would seem to be adequate to
serve existing uses in most areas, but other areas are
under-served due to the high number of daytime
employees.

Vandalism

Aesthetics and supply of parking Centerpoint business owners are reluctant to invest in
their storefronts due to vandalism. Whatever the
causes of illegitimate activity in Centerpoint, it must
be reduced (and preferably eliminated) to encourage
the kinds of investment that will be required to keep
Centerpoint vibrant.
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Concept

Several key ideas wunderlie a
concept for the evolution of
Centerpoint. ~ Taken separately,
they will accomplish little; in
aggregate, they offer the ability to
create the kind of Centerpoint that
has been articulated by the
community and  Centerpoint
interests.

Keys

= Compact district Centerpoint cannot sprawl and maintain a pedestrian scale.
Definition of a boundary for Centerpoint based on how far people
walk will be critical to planning Centerpoint’s future.

=  Public spaces Centerpoint depends on the public realm — its streets and spaces
meant for public gathering. A concept for Centerpoint should
focus on the creation of a series of engaging public spaces that
occur throughout Centerpoint.

=  Connection to the riverfront The Wisconsin River is Centerpoint’s great natural feature, but it is
hard to get to from Centerpoint. Any concept for Centerpoint must
forge a strong connection to the river — not just as a visual link or a
physical connection, but also as an extension of Main Street.

=  Evolution in increments It has taken years of change for Centerpoint to get to where it is
today. It is illogical to believe it can change overnight. It is
important to allow Centerpoint to evolve in smaller increments,
over a longer period of time. Change cannot be put off, but it
cannot happen in one step; allow time for change to proceed, and it
will more directly reflect the desires of the community.

=  Vandalism Vandalism cannot stand in the way of Centerpoint’s future, but it
will not simply go away. The presence of police — on foot — in
Centerpoint will help in important ways: they may be a deterrent to
vandalism, but the ability to create a personal relationship between
Centerpoint businesses and officers assigned to Centerpoint results
in a direct line of communication which may be even more
important. It is also important that the results of vandals are
corrected as soon as possible — broken windows and graffiti only
stand as an advertisement for subsequent acts.
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A range of strategies and supporting action can be defined to move Centerpoint toward the vision articulated in the
preceding concept description. What is important to recognize is that each action is associated with a cost, many
might be seen as controversial, and some may require re-thinking investments that have been made (and paid for).
Strong partnerships will be necessary — with private sector entities, local businesses, new investors, and public
agencies.

As the community considers these actions, others will surface that are seen as important. In order to maintain
coherency in the efforts to set a strong direction for Centerpoint, new actions must have their basis in a concept first,
and then bear some relation to one of the larger strategies framed below.
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Strategy One
Facilitate access to and mobility within Centerpoint

The long-term viability of Centerpoint depends, to a significant degree, on access to Centerpoint. Quite simply, if it
becomes difficult for people to drive into Centerpoint, they will find other choices for the shopping and
entertainment activities. At the same time, once a driver gets into “Centerpoint” it should be easy to move about —
in a car and on foot. Pedestrian mobility is relatively good; a one-way Main Street causes confusion and frustration
for drivers.

1.1

1.2

1.3

1.4

Establish two-way traffic on Main Street

People should be able to navigate Centerpoint on its primary street, even if it means traffic moves slowly
and has to wait to move around an occasional delivery vehicle. Centerpoint Drive and Clark Street should
be used for movement; Main Street should be a place of local activity, and the presence of two-way traffic
will enhance it as a place for people.

Open Main Street at the east end of Centerpoint

It is necessary to facilitate access into Centerpoint, and the previous closure of Main Street at its east end
should be “undone” with the primary goal of inviting easy access into the heart of Centerpoint.

Create full access at the west end of Centerpoint

Access at the west end of Centerpoint is limited due to the one-way configuration of Main Street, and
movements out of Centerpoint are made difficult because of the lack of left turn movements. Creation of a
full-access signalized intersection will allow for direct access into Centerpoint and clarify movements out
of Centerpoint. In addition, a full access intersection will allow for a direct link to the riverfront for
vehicles and pedestrians.

Re-establish street grid along Third Street

By re-establishing Third Street north of Main Street and “through” the Center Point Market Place, a new
access to Centerpoint is created and the Center Point Market Place is provided with a street front presence.
The continuity of a Centerpoint street grid helps to “fit” Center Point Market Place into the context of
Centerpoint, making it more of a Centerpoint building than a suburban mall dropped into the middle of the
traditional central business district. = A Third Street extending north from Main Street links the
neighborhood to the north to Centerpoint (which had been largely cut off by the Center Point Market Place
in the past).

Downtown Professionals Network

Page 17





Centerpoint Directions Plan

Stevens Point « Wisconsin

Strategy One
Facilitate access to and mobility within Centerpoint - continued

= Third Street looking south from
Frontage Street

= Apartments over retail storefronts
= Narrow downtown street
= Renovated Eagle Plumbing building
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Strategy Two
Establish a strong link to the riverfront

The Wisconsin River is Centerpoint’s great attraction and a powerful feature. Providing a better connection between
Centerpoint and the river should be a priority. Development near the river should be an attraction as well, and as
opportunities present themselves, the chance to establish public uses and unique proposals should be pursued.

2.1 Create a full access intersection with traffic signals at Main Street and Water Street

The natural and logical connection to the riverfront from Centerpoint is along Main Street. The creation of
a true intersection at Main Street and Water Street not only facilitates a connection to the Wisconsin River;
it creates a new access into Centerpoint.

2.2 Expand cultural offerings and establish retail opportunities west of Water Street

Development on the riverfront should create a strong public presence on the Wisconsin River, extending
and expanding the park and trail links already established on the river. Cultural uses, such as history, arts
or performance spaces, with an orientation to the river, will create a significant attraction. New retail,
restaurants and entertainment uses, in smaller scale buildings, will ensure that activity on the riverfront is a
true extension of the activity in Centerpoint.
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Strategy Three
Integrate underdeveloped and vacant sites - and Center Point Market Place - into Centerpoint

The presence of vacant sites and underutilized parcels is a negative image for Centerpoint and for the Stevens Point
community. In addition, those parcels are not contributing fully to the tax base of the community. The real
challenge for these sites is to find a way for them to evolve so that they are a benefit to Centerpoint — revitalizing
Centerpoint as new uses are introduced.

3.1

32

3.3

34

Re-align Centerpoint Drive to bring vacant industrial sites into Centerpoint

The ability to unite Centerpoint with vacant industrial sites depends on the ability to “bridge” Centerpoint
Drive. With a re-alignment of Centerpoint Drive one block further north and the re-establishment of Briggs
Street, the current industrial sites are united with existing patterns of development in Centerpoint.

Redevelop industrial sites with uses complementing Centerpoint

The urban patterns of Centerpoint suffer from the imposition of a suburban use into its fabric. As industrial
sites are redeveloped, it will be important to have the patterns relate to Centerpoint; free-standing buildings
surrounded by parking, pad development, big boxes and other suburban patterns are not a good fit. Patterns
that feel like Main Street should be the model.

Encourage mixed-use development on redevelopment sites, especially street level retail and upper-story
residential

The sense of an active Centerpoint results from the mix of uses that occur there. New development on
redevelopment sites should offer this kind of mix to the greatest degree possible, with street level retail,
restaurants and entertainment uses and office and housing on upper floors. Housing, especially, must be
considered on these sites, and the ability to offer more unique housing opportunities and their proximity to
Centerpoint attractions and employment uses will help to market the new units

Consider structural changes to the Center Point Market Place that result in a better “fit” between a
“suburban-style” shopping center and a small downtown

The establishment of Center Point Market Place in Centerpoint was a good idea; it brought retail activity
back to the center of the community. Unfortunately, it was a “suburban” idea imposed on a traditional
downtown setting — it simply failed to recognize its unique context. In order to establish a proper fit
between a large building and a small-scale downtown development pattern, the mall must be “broken” into
more appropriately scaled buildings. The re-establishment of Third Street essentially breaks the Center
Point Market Place at a point where a street-front can be established; cutting through the Center Point
Market Place at Strongs Avenue might offer similar benefits.
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Strategy Four
Beautify Main Street and Centerpoint

Traditional downtown districts are necessarily places of pedestrian experiences. The success of Centerpoint will
rely in part on the activities that occur there; the environment should be one that highlights activities of pedestrians.
To facilitate pedestrian activity, Centerpoint should be a beautiful place — building on Centerpoint’s architecture, the
power of the river, and vitality of its commercial enterprises.

4.1 Enhance and/or screen the north side of the Center Point Market Place

Simply adding more landscaping will not reduce the monotony of the north wall; more significant changes
are necessary. The re-alignment of Centerpoint Drive and the development of new buildings along the re-
established Briggs Street will offer the best opportunities for “screening” the Center Point Market Place on
its north side.

4.2 Establish “streetscape” at parking lot edges

Drive aisles along buildings should recall the streetscape development along Main Street and, in the future,
along other Centerpoint streets. Street trees, pedestrian-scale street lights and other elements added to these
areas will make them feel more a part of Centerpoint.

= Shopko “streetscape” and walk along building face
=  Windows, new entrances and building-mounted
lighting at building
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Strategy Four
Beautify Main Street and Centerpoint - continued

43

44

4.5

Plant Centerpoint Drive to create a “parkway”

The re-alignment of Centerpoint Drive presents the opportunity to create a proper environment for a street
that brings people into Centerpoint. Extensive plantings along a properly sized street will lead to the sense
of a parkway (as opposed to the arterial feel the road currently has). Two traffic lanes, parallel parking at
both sides, and boulevards and walks on both sides of the street are the appropriate configuration for the
new Centerpoint Drive.

Institute a program of public art throughout Centerpoint

Art can be used to create highlights in the fabric of Centerpoint, but it can also be used to tell a story about
the Stevens Point community that is “read” by users of Centerpoint. The direction of a public art program
in Centerpoint might focus on more “representational” works (rather than abstract pieces) and might be
incorporated more directly into the functional elements of Centerpoint. Benches might be art benches,
manhole covers in sidewalks might recall important events in community history, and street signs might
reflect important cultural, economic and natural elements of the community.

Enhance “terminal” views

The ways in which streets in Centerpoint terminate is important to the Centerpoint experience. When
streets end, there should be a highlight — something that attracts one to that point. The extension of Main
Street to the riverfront as a street offers a dramatic event; the termination of Strongs Avenue, which could
be an elegant street as it reaches southward out of Centerpoint, could be greatly enhanced with a more
exciting Center Point Market Place entrance and Shopko storefront.

= Strongs Avenue and new retail development
leading to Shopko
=  Pines at “Bus Stop Square”
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Strategy Four
Beautify Main Street and Centerpoint - continued

4.6 Create a series of public squares in Centerpoint to complement Main Street

Market Square has become almost unrecognizable in the fabric of Centerpoint, when, in fact, it should be a
highlight and a point of reference. At the riverfront, another public square might be developed to celebrate
Centerpoint’s connection to the Wisconsin River. Squares, some large, some small, should be distributed
throughout Centerpoint to enhance the public realm of the city beyond streetscapes and parks.

= Market Square as a public space (not a
parking lot)

= Enhanced landscape at edges with cars
parking between trees

= Pavement color, texture and pattern used
to define drive areas and pedestrian areas

4.7 Update streetscape furniture on Main Street

The elements that make up the streetscape along Main Street feel dated. The introduction of new benches,
trash receptacles and information kiosks will bring a new sense of life to the street. Over time, these

elements should be extended (although it may be at a lesser intensity) to all the street of Centerpoint to
create a continuous pedestrian experience.
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Strategy Four
Beautify Main Street and Centerpoint - continued

4.8 Enhance lighting at a pedestrian scale

Streetlights of a pedestrian scale along the entire length of Main Street are important to the character of
Centerpoint; they will be more in scale with the buildings of Main Street and will be a more recognizable
piece of the pedestrian environment. As with streetscape furniture, pedestrian-scale lights should extend
throughout Centerpoint.

4.9 Humanize parking lots with landscaping

Once a driver sets foot outside of a car in a parking lot, they become a pedestrian. The expanse of asphalt
in a downtown environment, open to the sky and without a real sense of scale, becomes imposing to the
pedestrian experience. The introduction of more extensive landscaping — especially trees — will humanize
parking areas, making them more comfortable for people (without cars) and giving them a scale more
fitting for Centerpoint.
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Strategy Five
Secure Centerpoint employers

One of the keys to the long-term health of Centerpoint is the presence of a workforce that can populate the area
during the day. Stevens Point is fortunate to have Sentry Insurance, Noel Group and the city and county
administrative facilities in Centerpoint; one of the most important actions that the city can undertake is to ensure that
they remain a part of Centerpoint.

5.1

52

53

Create a shared and structured parking solution for Noel Group, Sentry Insurance and city/county uses

The foremost priority for these entities is parking; anecdotal evidence suggests that their retention or
expansion can only occur if their parking needs are satisfied. A shared parking facility will allow for
expansion of office uses without consuming land for parking; it will allow for expansion of those entities
over a period of time, and it will permit the opportunity for reducing parking supply by recognizing
potentially off-setting peak demand.

Encourage corporate and office development

By creating a shared parking structure, ground space currently occupied by parking lots can be put to a
higher use. These parking lots should be seen as opportunities to create new corporate and office uses,
expanding the Centerpoint work force and building the community’s tax base from its center.

Create a signature amenity

Buildings in this part of the district could overwhelm the sense of scale of Centerpoint. The creation of a
“Courthouse Square,” building upon the strategy of creating a series of Centerpoint squares, will provide
human scale to development and provide an exterior space that can be shared by employees and visitors of
development in the area.
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Strategy Six
Intensify development in Centerpoint

The most intensively developed place in a community should be its central business district. The activity that lends
a sense of vitality to Centerpoint will be its mix of uses — with people coming to Centerpoint to work, shop, live and
be entertained. As the area evolves, expanses of surface parking should be considered potential development sites
and a focus should be placed on the creation of Centerpoint housing opportunities.

6.1

6.2

6.3

Consider structured parking to serve Main Street

Eventually, the ability to create a parking structure may be critical to Centerpoint’s future. Without it,
surface parking could dominate, and the pedestrian environment would be severely diminished. As
businesses prosper and new development opportunities are sought, a parking structure will be useful in
maximizing those opportunities.

Redevelop parking expanses with new Centerpoint uses

As parking is concentrated into parking structures, the opportunity for new development that is not limited
by the need for on-site parking is eliminated (or at least greatly reduced). Parcels currently occupied by
parking should be considered for new development that matches patterns of street-facing development
typically found along Main Street.

Encourage residential development at the edges of Centerpoint and in upper floors along Main Street

A great opportunity for enhancing the life of Centerpoint is the creation of housing. Housing in
Centerpoint should be different than housing found in other parts of the community: apartments over
storefronts (especially in new buildings); row houses and urban lofts are all appropriate to Centerpoint and
will likely fill a niche in the local housing market.

Strategy Seven
Keep Centerpoint compact

While active storefronts, buildings that address the street, and interesting streetscapes are necessary components of a
good pedestrian environment, the relationship between pedestrian-orientation and the size of Centerpoint is critical.
If Centerpoint sprawls, pedestrians will not populate the district; if it is kept reasonably compact, people will find
the public spaces of Centerpoint to be a vibrant place and will find excuses to stroll through Centerpoint.

7.1

Respect a five-minute walk radius as a boundary for Centerpoint

One of the basic elements of a small central business district is walkability. When the size of Centerpoint
extends beyond the distance a person can walk in five minutes, people most often will not walk. By
establishing a five-minute walk radius from the center of Centerpoint as the boundary for Centerpoint, the
pedestrian nature of Centerpoint can be ensured.
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Phase Il
Real Estate Development Options Component
by Terrance S. Rathbun, CCIM

Highest and Best Use

Definition — That reasonable, probable, possible and legal use that is financially feasible that when capitalized
results in the highest land value. It is a study that determines that use, from among alternative uses, that is found to
be physically possible and appropriately supported. It is not to be construed as feasibility, nor marketability, study
that addresses investor criteria. It is important to note that implied within this definition are:

= The recognition of that specific use which contributes to the community environment.
=  Wealth maximization for the property ownership.

= Highest and best use is not a fact to be found but a subjective judgment leading to an opinion.
Investment Climate in Centerpoint

In determining highest and best use, it is necessary to reflect on the strengths and weaknesses of any potential
investment. More particularly for this assignment, it is necessary to assess the general health of Stevens Point’s
Centerpoint. The purpose is to sensitize oneself as to why investment is or is not presently occurring. Each day, all
occupants of any commercial district make a conscious or unconscious decision to remain or relocate. To some
degree, retailers and property owners are continually in a state of reassessing their alternatives. As a location,
Centerpoint is a quantified plus - it is economically diverse and growing. Observations concerning specific strength
and weakness variables are:

= Vacancy Rate: 11-15 percent - plus +

= Appearance: dirty to clean, fair public spaces - minus -

= Economic Activity: retail, service, office, financial and residential - plus +
= Health of Businesses: stable to strong - plus +

=  Centerpoint Orientation: Vehicular and pedestrian - plus +

=  Parking: See Edward’s Report - plus and minus +/ -

= Change: stable to increasing vacancies and rents - plus and minus + /-

= Available Financing: moderate to high - plus +

Determining the Use When the Use Is Not Obvious

Very specific steps are taken to most accurately reflect on highest and best use of land. They are as follows:

= Market analysis that determines the land supply in the given area. It is broad in nature and includes several
real estate variables.

=  Site study that determines the specific conditions of given parcels.

=  Preliminary highest and best uses that are possible, probable, and legal.

=  An examination of the alternatives within the various potential zoning categories.

=  Trade area analysis of demographic, psychographics, opinions and needs of consumers.

= Demand & supply factors study which is a test for market balance of real estate investors and potential
uses.

=  Marketability and capture, which takes a very specific, narrow, look at use feasibility for any investor or
one specific investor.

= Financial feasibility study, which determines investor criterion based on a specific proposal. Pro forma
analysis is often used.

=  Final highest and best use analysis and indication.
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Characteristics of Property Classes as Related to Point Center

This study focuses on the most probable categories of zoning for selected sites in Centerpoint. While it is not with
in the confines of this report to detail the complexities of each zoning classification, a brief narrative of Stevens
Point zoning and its intent is offered. The consulting team focused on uses ranging from multiple family districts to
light industrial. The intents studied would provide medium-density, mixed-residential use, a transition between
lower-density, detached housing areas to more intense non-residential land use, and light industrial zoning which
would establish manufacturing (or other industrial uses) having the least obnoxious nuisance affects.

General Use Observations Regarding Centerpoint

Centerpoint rates as a moderately favorable to good investment opportunity for real estate development.
Centerpoint rates high for smaller local investors and strong for larger corporate investors.

Centerpoint properties differ in size and improvements to the land.

Building code compliance was not reported to be restrictive or ruinous to investment.

Zoning was not detrimental, nor does it seem to be enhancing, to Centerpoint properties.

Asking prices for undeveloped vacant properties are based on commercial sales and subjective adjustments
made for waste contamination.

Retail Commercial - Districts that are established to provide a single contiguous use encompassing the central
business district or downtown area which encourage primarily retail and a variety of supporting uses.

Centerpoint specialty shop profit margins are squeezed by general merchandisers and ‘big box” retailers
east of town.

Local appraiser interviewed did not encourage “big box” development for any of the subject sites in the
team’s scope of work.

Properties are exposed to the market place as light industrial.
No transactions on study sites have taken place to date.

Department stores typically have low-percentage leases in place versus specialty shops that usually have
high-percentage leases. Center Point is primarily specialty shops with the exception of Shopko.

Parking issues - see Edward’s Report in addendum to this report.
Limited financing does not appear to be a problem for Centerpoint merchants and businesses.

No tenant pass-through appears to exist out of the ordinary.

Office Space - Provision for this type of use is found in a variety of Stevens Point zoning classifications.

High lease rates due to high construction costs tend to be the rule in most developments of this type. This
may apply to Center Point.

Net rentable square footage appears low as taken from exterior measurements.

Parking inefficiencies see Edwards parking study report.

Typical three to five year leases appear to exist in Point Center.

Nationally speaking, operating expenses create high cost escalators in office building leasing.

Stevens Point has an ample inventory and a high vacancy rate of office space.
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Hotels and Convention Centers - Mentioned by one person interviewed as a potential use, it is briefly discussed
but not considered an option for Centerpoint by the consulting team. Information is briefly included in this report
which, when discussed by the team, led the team in other directions. Provision for this type of use is found in a
variety of Stevens Point zoning classifications as either a permitted or a conditional use.

=  While hotels may offer the highest profit potential, expenses are commonly considered high to gross
income.

= Hotels are labor intensive. This could have economic impact on Stevens Point, particularly concerning
college students.

= Hotel development can have an escalating rate potential.
= Parking issues can be intensified by demand for parking.

= Land requirements are smaller and therefore can have a more workable foot print on a traditional
downtown.

= Financing- expensive

=  Franchise considerations
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Site Analysis

This section of the report is dedicated to a discussion of selected sites in Centerpoint that the team was asked to
consider for study. Descriptions, observations and recommendations are given. (Note to reader: Land costs in
commercial activities are generally quoted on a dollar per square foot basis. Commercial use typically sells at the
highest rate, followed by other classes of zoning. Adjoining property will influence value and use.)

The sites selected for study were analyzed from the following perspectives:

=  Topography and vegetation

=  Size and configuration of site

= Zoning and conditional uses

=  Soil composition and drainage

= Availability of utilities (assessments)

= Accessibility - ingress and egress

= Property history and ownership

= Legal status

= Consumer behavior and purchasing power

=  Demand - perceived and actual
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The “Lyllaby” Site / Robert Berand Property

The subject site is a 4.04-acre parcel (174,848 square feet) currently zoned light manufacturing. The site is bordered
by Center Point Market Place / US Hwy 10 to the south, Portage Street to the north, Union Street to the east, and
Third Street to the west. An exacting legal description was not available. Asking price is $475,000. ($2.69 per
square foot.)

=  Commercial activity takes place to the east, west, and south.
=  Neighboring apartments (35 units,) in adjacent vicinity, have a low vacancy rate.

=  There are low-rise or freestanding units separating apartment rental units and residential property on
Portage Avenue.

=  The light industrial zoning is incompatible with the desired future of Center Point, as expressed by the local
citizenry.

=  Competitive parcels / sales have been offered / executed below the asking price of this property at several
alternative locations in Stevens Point.

= [tis the opinion of a local appraiser that “big box” retailers are not interested in site.

The “Lyllaby” Site Recommendation
A blend of multi family and limited retail uses with an R-5 zoning is recommended.

= This zoning category is established to provide a mixed use district of high-density living that permits hi-rise
housing and allows for a variety of non-residential office types or professional service uses. It is intended
that this district will generally be acceptable as a buffer use between lower density residential and
commercial industrial uses, and in areas capable of handling heavier traffic volumes. See specific code for
permitted and conditional uses,

=  Plan a blend of rental units and deeded units should be created with small units of retail as compared to
residential. A blend of three to four store rentals with one to one and half story housing units.

= Exercise the above recommendation with the completion of a housing study relative to confirming needs
and determining the purchasing power of insurance company personnel. Conduct a feasibility study on the
planned improvement.

=  The City should negotiate for an option or a first right of refusal on the property.

= After final acquisition of the land, market it to a developer that would be willing to adhere to the
development plans as outlined herein.

=  Exercise the project to phase with Centerpoint’s larger development plans.
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Wisconsin Public Service (WPS) Site

The legal description for the subject property taken from the appraisal completed by Barnard and Associates reads:
Lots 60,61,62 Block 19, and Block 19 and Block 14, S. E.&O Addition, part of Government Lot 1, Section 32,
Township 24 Range 8 also vacated improved River Street, owned by Wisconsin Public Service Excluding parts sold
in 110/137,112,227 and 121/404, City of Stevens Point, Portage County, Wisconsin.

The parcel size is 2.93 acres (27,631 square feet.) The asking price is $200,000. ($1.56 per square foot.) The
appraised value is $235,000 (assumes a 25 percent discount for contamination.) No contaminated site support.

=  The property is in an excellent location with waterfront availability.
=  The property was a contaminated site and it has been reclaimed to Environmental Protection Agency (EPA)
standards.

= [t is currently zoned in the B-5 category.

Wisconsin Public Service Site Recommendation

The City should acquire the land and dedicate it as a public park with the transitional hope of locating a cultural arts
center there. Further, the public park should be used in conjunction with developing the City-owned parking lot to
up-scale residential units.

= Negotiate for a first right of refusal (or a $1.00 option) on the land pending a housing study and a project
feasibility study. Previous to the housing study agree to construct a parking ramp to retain the insurance
companies work force in the Centerpoint district.

= A deed restriction to prohibit development of the parcel should be executed to provide indemnity to the
WPS against any future waste claims.

The “Castle” Property

The following information is based on a verbal report obtained through an on-site interview with the property
ownership. The property contains thirteen to fourteen student-type residential units. There are eight off-street
parking spaces on the site. Gross income is reported to be approximate $50,000 (net income is approximately
$30,000). The asking price is $295,000 (subject to revision to reflect recent improvements).

= The location of the property is at the eastern entrance to Main Street (should the street be reopened to two-
way traffic.)

=  The historic structure has expansion potential on the third floor.

=  Ward Wolf is the assigned selected realtor for the property (extended listing period).

The “Castle” Property Recommendation
If the community desires to make changes to this current use, negotiate for a first right of refusal or make an offer
based on the review of financial information and inspection.

=  Reserve the right to assign to a developer” in the agreement documentation.
= Request and review financial information and personal income tax returns relating to the property.

= Evaluate each unit, conduct an analysis of each lease, and have a professional property inspection
completed.

= Review (and create if necessary) the available “gap” incentive resources available to a future developer of
the site.
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Bank Parking Lot (directly across from the “Castle “ property)
The consulting team conducted no interviews. The parcel was investigated and, reportedly, the land was acquired
specifically for parking purposes.

= The site is improperly zoned.

Bank Parking Lot Recommendation
Attempt to obtain the right of first refusal or an option on the property and combine the site with the future
development of the “Castle” property.

Fox Theater

The following information is based on a verbal report obtained through an on-site interview with the property
ownership. The property is in compliance with all building codes. It is not for sale. Leasehold interest only is
available.

=  The property has motivated and willing ownership.

= Ownership is willing to consider a lessee offer and to invest effort to construct a marketing plan to attract a
suitable tenant (preferably a movie theater lessee).

= Ownership is willing to participate in leasehold development by abating rent (abatement period subject to
negotiation).

=  Ownership is willing to consider adjusting rent to accommodate cash flow of Lessee (subject to
negotiation).

= Ownership is willing to provide for all mechanicals - upgrades and maintenance.

= Ownership is willing to “brush up” their front elevation to better posture themselves to attract a tenant.

= Ownership is agreeable to restore the marquee, with assistance from the city or PCBC, for mutual benefit.
=  Ownership is most genuine and displayed a high degree of pride for their property and Centerpoint.

= Ownership displayed no animosity and was encouraged by the consulting team’s effort to engage in dialog.
They were appreciative and motivated to respond to consulting team’s problem solving recommendations

= The solutions for problem properties usually exist in transaction problems or marketing problems.
Regarding transaction problems, the owners expressed abundant flexibility to negotiate with prospective
lessees. Regarding marketing problems, owners were eager to revisit current marketing procedures and
plans.

Fox Theater Recommendation
Reinforce the good will communicated by the City and PCBC contacts thus far.

= Offer to participate in a marquee maintenance and lighting project.

= Offer to contribute to the efforts to create a marketing plan that identifies prospects and their information
needs.
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General Practices for Study Recommendations

Regarding offers to purchase -

Meet the asking price as stated above.

Set closing date thirty-six months from the date of purchase agreement to allow for development phasing,
financing, and marketing efforts.

Make offer subject to acceptable housing and feasibility studies.
Rezone property after acquisition to avoid oppositions to change.
Provide for sellers to retain earnest moneys if sale does not close.

Provide for assign ability to developer acceptable to City to implement Centerpoint development plans.

Regarding Options to Buy -

Meet option prices and exercise as above.
Negotiate three-year terms.
Rezone after the option is exercised

Provide for assign ability to acceptable developer as above.

Regarding First Right of Refusals -

Negotiate for the privilege to meet or match any bona fide offer to purchase, no contingencies (this action
provides for less security to the City, however, it typically requires less earnest money).

Corporate Disposal of Property

It was reported to the consulting team that the sale of the Center Point Market Place is in escrow and the closing is
pending lien releases. According to representatives of each party, they foresaw no reasons why the sale would not
close and transfer ownership.
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Strategic Plan Outline

Responsibilities, time lines and costs must be determined in order to complete this outline. Staff and task force
members are the obvious technicians to address and complete these details following the determination of the
priorities set through the public process currently underway.

Goal: To forge a stronger link between the riverfront and Centerpoint
Objective: Access and signalize Main Street at Water Street.
Objective: The City should acquire the WPS site and dedicate it as a public park

Objective: Expand cultural offerings and establish retail opportunities west of Water Street

Goal: To integrate underdeveloped and vacant sites and Center Point Market Place into Centerpoint
Objective: Re-align Centerpoint Drive to bring vacant industrial sites into Centerpoint

Objective: Consider structural changes to the Center Point Market Place that result in a more compatible
look between a suburban-style shopping center and a traditional Centerpoint

Objective: Redevelop parking lots with higher Centerpoint uses

Goal: To encourage a variety of housing opportunities adjacent to Centerpoint
Objective: Respect a five-minute walk radius as a boundary for Centerpoint planning

Objective: Encourage mixed-use development - upper-story residential and street level retail on the
“Lyllaby” Site

Objective: Develop the City-owned parking lot (adjacent to the WPS site) for up-scale multi-family
residential units

Objective: Construct apartments over current retail establishments
Objective: Construct live-work spaces (Portesi Pizza area)

Objective: Construct row houses (north side of Portesi Pizza area)

Goal: To retain the Centerpoint employee base

Objective: Conduct a Centerpoint employee survey to determine needs, use and perceptions of
Centerpoint

Objective: Create a shared structured parking to meet Sentry Insurance, Noel Group, and City-County
needs

Objective: Encourage corporate office development as a higher use for vacated surface parking lots

Objective: Create a signature amenity - “Courthouse Square”
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Strategic Plan Outline - continued

Goal: To undertake traffic changes to facilitate access to Main Street and restore the street grid
Objective: Create full access to Main Street at the east end of Centerpoint
Objective: Establish two-way traffic on Main Street
Objective: Open Main Street at the west end of Centerpoint
Objective: Re-establish the street grid along Third Street

Goal: To encourage beautification of the Centerpoint area
Objective: Remove kiosks and update street furniture and amenities on Main Street
Objective: Install lighting to a pedestrian scale along Main Street (see Clark Street Bridge)
Objective: Restore Market Square

Objective: Create a “public square” at the riverfront and others, large and small, at various locations
throughout Centerpoint

Objective: Enhance and or screen the north side of Center Point Market Place.
Objective: Plant Centerpoint Drive to create a “parkway”

Objective: Institute a program of public art throughout Centerpoint

Objective: Enhance street terminations in Centerpoint

Objective: Stepped-up police protection to prevent vandalism and property damage
Objective: Control weeds and graffiti

Objective: Enhance the safety and security of walk-through corridors

Goal: To enhance the use of Centerpoint area public and private parking lots

Objective: Consider structured parking to serve Main Street at the east end of Centerpoint (Shopko
parking lot)

Objective: Humanize existing surface parking lots with landscaping

Objective: Establish “streetscape “ at parking lot edges

Goal: To encourage the upkeep of the historic character of Centerpoint buildings
Objective: Create additional incentives - low interest loans
Objective: Educate property and business owners as to historic district design guidelines

Objective: Reinforce the thus far communicated good will (by the City and PCBC contacts) with the Fox
Theater ownership

Objective: Make an offer, or negotiate for first right of refusal, on the “Castle” property

Objective: Attempt to obtain the right of first refusal, or an option, on the bank parking lot property and
combine the site with the future development of the “Castle” property
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Closing
Beyond the Scope of Work

The DPN consulting team, in the performance of this study, was made aware of issues outside of the scope of work
established for this project. In an effort to save time and frustration on the part of the generous people who took
time to provide input to this report, the consulting team recorded the following observations that might serve as a
point of reference for local leaders, as well as consultants who might work with Centerpoint in the future.

A need exists to organize a unified, comprehensive marketing plan for Centerpoint. Public relations strategies that
include education and advocacy, as well as standard vehicles for marketing and promotion, should be utilized. Main
Street merchants (ADB) and Center Point Market Place retailers are the lead players for such an effort. At the
appropriate time, other entities and aspects of the community should be drawn in to the process of developing a plan
- i.e., tourism, PCBC, the Tavern League, etc.

Care should be taken during the process to acknowledge the similarities and differences of the various retail types in
Centerpoint. An experienced facilitator should be enlisted to manage the process in a way that builds consensus.
The process should include the identification of Centerpoint’s position, an evaluation of current activities, the
creation of an annual calendar, and the development of a monitoring system by which a review of the effectiveness
of the program can be done periodically.

Another immediate need concerns business mix and active recruitment. Efforts should be taken to fill “gaps™ in the
market analysis, to match available properties with business concepts, and to develop creative, targeted incentives
that will attract desirable businesses. It will be important to carry out the effort keeping in mind that economic
sustainability — versus “quick fixes” — is the goal.

Retailers in Centerpoint are smart, enthusiastic, skilled merchandisers. They do, however, appear to be frustrated.
There is little faith that their concerns will go beyond discussion. It is hoped that this study will mark the beginning
of an ongoing effort to develop a Centerpoint plan that will lead to an economically healthy investment for the City,
consumers, businesses and property owners in the near future.
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Addendum

Exhibit A:
Trade Area Maps and ZIP Code Lists

Information was acquired to perform certain Phase | Market Analysis services based on lists of
ZIP codes generated by the Portage County Business Council. The geographic trade area is
described, generally, as: all, or a portion of, three counties in central Wisconsin approximate to
the Wisconsin River. Its configuration is that of a polygon in nature. Both primary (core) and
secondary (band) were identified. The primary core being the distance shoppers come from on
a frequent basis to purchase necessary and basic goods and services - groceries, dry-cleaning
and gasoline. The secondary band is the greater distances the consumer will travel to do
comparison shopping - clothing, shoes and computers
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Trade Area ZIP Codes and Claritas Tiger Site Maps

Primary (core) Trade Area ZIP Codes:

Almond 54909
Ambherst 54406
Amberst Junction 54407
Bancroft 54920
Coloma 54930
Custer 54423
Hancock 54945
Iola 54945
Junction City 54443
Milladore 54454
Nelsonville 54458
Plainfield 54966
Plover 54467
Rosholt 54473
Rudolf 54475
Stevens Point 54481
Wisconsin Rapids 54494
Wisconsin Rapids 54495

Secondary (band) Trade Area ZIP Codes:

Adams 53910
Arkdale 54613
Arpin 54410
Auburndale 54412
Blenker 54415
Friendship 53034
Galloway 54432
Grand Marsh 53936
Hewitt 54441
King 54946
Marshfield 54449
Mosinee 54455
Nekoosa 54457
Ogdensburg 54962
Pittsfield 54466
Port Edwards 54469
Scandinavia 54977
Vesper 54489
Waupaca 54981
Wautoma 54982
Westfield 53964
Wild Rose 54984
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Market Trend Report

PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

8/22/01

AGGREGATED ZIP CODES

Study Area Summary
Weight: 100.00

1980 1990 % Chg 2000 % Chg 2005 % Chg
Universe Census Census 1980-90 Estimate 1990-00 Projection 2000-05
Population 08,052 103,524 4.6% 110,189 6.4% 111,793 1.5%
Households 32,980 37,318 13.2% 41,445  11.1% 42,755 3.2%
Families 24,450 26,541 8.6% 28,648 7.9% 29,131 1.7%
Housing Units 36,708 41,373  12.7% 46573 12.6% 48,094 3%
Grp. Qrt. Pop 4,143 3915  -55% 3,631 -7.3% 3,647 0.4%
Housshold Size 2.87 2.67 -7.2% 257  -37% 253  -1.6%

gk Income Trend

1979 1989 % Chg 2000 % Chg 2005 % Chg
Income Census Census 1979-89 Estimate 1988-00 Projection 2000-05
Aggregate ($Mil.) $647 $1,270 96.3% $2,250 77.2% $2,862 27.2%
Per Capita $6,536 $12,2711  B7.7% $20415 66.4% $25588  254%
Avg. Household $19,317 $33,652 74.2% $53,587 59.2% $66, 043 23.2%
Median HH $16,954 $28,868 70.3% $42,262 46.4% $48,78% 154%
Avg. Family HH $22,255 $39126 75.8% $62,505 59.8% $76,830 229%
Med. Family HH $20,314 $35,037 72.5% $52,583 50.1% $60547 151%
Avg. HH Wealth $172,103 $203429 182%
Med. HH Wealth $79,276 $93,463 17.9%
Population Trend Income Trend

120,000 $100,000
100,000 4 $80,000 4

80,000 A $50,000

60,000

40,000 { - o - 0,000 15

20000 A——* * » $20,000 - -

0 T T $0
1580 1990 2000 2005 1979 1989 2000 2005
--¢— Population —— Households —&— Per Capita —— Avg HH

—a&— Families

—>— Housing Units

—d&— Median HH

—»— Avg. Fam HH

~—¥— Medlan Fam HH

NOTE: When the median household wealth for an area is less than $25,000 it will be listed on this report as $24,999. Data on income are
expressed in "current" dollars for each year. Decennial Census data reflects prior year income.

1980-00 change of 20% gmater () orless { 4) than nationa average

2000-2005 change of 20% greater ( [> ) orless { <1) than natlona average
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Market Trend Report 6/22/01

PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

AGGREGATED ZIP CODES

Study Area Summary
Weight: 100.00

| Household Income Distribution Trend

Household income 1990 Census 2000 Estimate 2006 Projection

Total Households 37,318 100.0% 41,445 100.0% 42,755 100.0%
Less than $5,000 1,333 3.6% 857 2.1% 679 1.6%
$5,000 to $9,999 4 4267 114% 2,010 4.8% 1,666 3.9%
$10,000 to $14,999 3,579 8.6% 3,283 7.8% 2,533 5.9%
$15,000 to $18,899 3,482 8.3% 2,892 7.0% 2,822 8.6%
$20,000 to $24,899 3,480 8.3% 2,735 6.6% 2,734 6.4%
$25,000 to $28,899 3,201 8.6% 2,608 68.3% 2,444 57%
$30,000 to $34,998 3,049 8.2% 2,677 6.5% 2,387 56%
$35,000 to $39,999 3,225 8.6% 2,382 57% 2,378 5.6%
$40,000 to $44,899 2,692 7.2% 2,352 57% 2,200 51%
$45,000 to $49,899 2,015 5.4% 2,042 4.9% 1,874 4.4%
$50,000 to $59,999 2,962 7.9% 4,197 10.1% 3,713 8.7%
$60,000 to $74,999 | 4 2,194 5.9% 5454 13.2% 5069 11.9%
$75,000 to $99,999 | 4 1,114 3.0% 4,489  10.9% 5972 14.0%
$100,000 to $124,999 b 344 0.8% 1,725 4.2% 2,977 7.0%
$125,000 to $149,992 > 112 0.3% 6186 1.5% 1,219 2.9%
$150,000 to $249,999 | 179 0.5% 831 2.0% 1,370 3.2%
$250,000 to $499,998 > 73 0.2% 206 0.5% 546 1.3%
$500,000 or More f g% 17 0.0% 79 0.2% 185 0.4%

Household Income Distribution Trend
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Market Trend Report 8/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

AGGREGATED ZIP CODES

Study Area Summary
Weight: 100.00

Age Distribution Trend

Age 1990 Census 2000 Estimate 2005 Projection
Total Population 103,524 100.0% 110,189 100.0% 111,793  100.0%
Under 5 7378 71% 7,461 6.8% 7,290 8.5%
5t09 8108  7.8% 8,283  7.5% 7907  7.1%
10to 14 7582  7.3% 8120  7.4% 8,047  7.2%
15t0 17 4201 4.1% 4803  42% 4756  4.3%
18 to 20 6465  6.2% 6331 57% 6642  59%
21t0 24 7566  7.3% 7104  6.4% 7371 66%
25t0 29 8195  7.9% 6689  6.1% 6533  58%
30to 34 8366  8.1% 7147  65% 6,630 5.9%
35to 39 7,897  7.6% 8159  7.4% 7095  6.3%
40 to 44 8,741  65% 8381  7.6% 8007  7.2%
45 to 49 5303 51% 7844  7.1% 8250  7.4%
50 to 54 4622  4.5% 6,680  6.1% 7668  6.9%
55 to 59 4108  4.0% 5178  4.7% 8479  5.8%
60 to 64 4202 4.1% 4397  4.0% 4990  45%
65 to 69 3833  3.7% 3,741  3.4% 4043  36%
70 to 74 3198  3.1% 3473 3.2% 3309  3.0%
75t0 79 2,659  2.6% 2,833  26% 2849  25%
80 to 84 1,700  1.6% 1,901 1.7% 1996  1.8%
85+ 1,399  1.4% 1,855  1.7% 1,931 1.7%
Median Age 31.4 34.5 35.5
Age Trend
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Market Trend Report 6/22/01

PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

Population by Age and Sex Tr‘enéf

1980 Census 2000 Estimate 2005 Projection
Age Male Female Male Female Male Female
Total Populaticn 49.5% 50.5% 49.4% 50.6% 49.4% 50.6%
Under 5 3.7% 3.4% 3.4% 3.3% 3.3% 3.2%
5t09 4.0% 3.8% 3.8% 3.7% 3.6% 3.5%
10 to 14 3.7% 3.6% 3.8% 3.6% 3.7% 3.5%
1510 17 2.1% 2.0% 2.2% 2.0% 2.2% 2.1%
1810 20 3.1% 3.1% 2.9% 2.8% 3.0% 3.0%
211024 3.8% 3.5% 3.4% 3.1% 3.5% 3.1%
2510 29 4.0% 3.9% 3.1% 3.0% 3.0% 2.9%
30 to 34 4.0% 4.1% 3.2% 3.2% 3.0% 2.9%
35t0 38 3.8% 3.8% 37% 3.7% 3.2% 3.2%
40 to 44 3.3% 3.2% 3.7% 3.9% 3.6% 3.6%
45 tp 49 26% 2.6% 3.5% 3.6% 3.6% 3.8%
50 to 54 2.3% 2.2% 3.0% 3.0% 3.4% 3.5%
55 to 59 1.8% 2.0% 2.3% 2.4% 2.9% 2.9%
60to 64 2.0% 2.1% 2.0% 2.0% 2.2% 2.3%
65 to 69 1.7% 2.0% 1.6% 1.8% 1.8% 1.8%
70to 74 1.4% 1.7% 1.4% 1.7% 1.3% 1.6%
751079 1.0% 1.5% 1.1% 1.5% 1.1% 1.4%
80 to B4 0.6% 1.0% 0.7% 1.4% 0.7% 1.1%
85+ 0.4% 0.9% 0.5% 1.2% 0.5% 1.2%
Median Age 304 32.3 334 356 342 36.8
2000 Age by Sex Distribution
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Market Trend Report 8122101
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

Female Population Trend

Age 1980 Census 2000 Estimate 2005 Projection
Total Females 52,325 100.0% 55749 100.0% 56,582 100.0%
Under 5 3,566 6.8% 3,690 6.6% 3,596 8.4%
5t09 3,951 7.6% 4,094 7.3% 3,021 6.9%
10to 14 3,738 7.1% 3,958 7.1% 3,951 7.0%
15to 17 2,030 3.9% 2,230 4.0% 2,302 4.1%
18to 20 3,229 6.2% 3,140 5.6% 3,307 5.8%
21to 24 3,650 7.0% 3,409 6.1% 3,510 6.2%
251029 4,045 7.7% 3,261 5.8% 3,201 5.7%
30t0 34 4,221 8.1% 3,567 6.4% 3,247 5.7%
3510 39 3,923 7.5% 4,050 7.3% 3,529 6.2%
40 to 44 3,322 6.3% 4,253 7.6% 4,011 7.1%
4510 49 2,657 5.1% 3,944 7.1% 4,202 7.4%
50to 54 2,275 4,3% 3,323 6.0% 3,884 6.9%
55 to 59 2,111 4.0% 2,645 4.7% 3,258 5.8%
60 to 64 2,159 4.1% 2,201 3.9% 2,558 4.5%
65 to 69 2,054 3.9% 1,960 3.5% 2,078 3.7%
70t0 74 1,784 3.4% 1,897 3.4% 1,802 3.2%
751079 1,596 31% 1,637 2.8% 1,613 2.9%
80 to 84 1,040 2.0% 1,172 2.1% 1,237 22%
85 + 974 1.9% 1,318 2.4% 1,375 2.4%
Median Age 32.3 356 36.8
Female Age Trend
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Market Trend Report 6/22/01

PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

Male Population Trend

Age 1980 Census 2000 Estimate 2005 Projection
Total Maies 51,199 100.0% 54,440 100.0% 55211 100.0%
Under 5 3,812 7.4% 3,771 8.9% 3,694 6.7%
5109 4,158 8.1% 4,189 7.7% 3,986 7.2%
10to 14 3,844 7.5% 4171 7.7% 4,096 7.4%
15to0 17 2,171 4.2% 2373 4.4% 2,454 4.4%
18to 20 3,236 6.3% 3,11 5.9% 3,335 6.0%
21t0 24 3,916 7.6% 3,695 6.8% 3,861 7.0%
251029 4,150 8.1% 3428 6.3% 3,332 6.0%
30tc 34 4,145 8.1% 3,580 6.6% 3,383 6.1%
351039 3,974 7.8% 4,109 7.5% 3,066 6.5%
40 to 44 3.419 6.7% 4,128 7.6% 3,006 7.2%
4510 49 2,646 5.2% 3,900 7.2% 4,048 7.3%
50 to 54 2,347 4.6% 3,357 6.2% 3,784 6.9%
55to 59 1,997 3.8% 2,633 4. 7% 3,221 5.8%
60 to B4 2,043 4.0% 2,196 4.0% 2,432 4,4%
65 to 69 1,779 3.5% 1,781 3.3% 1,965 36%
70t0 74 1414 2.8% 1,576 2.9% 1,507 2.7%
75t0 79 1,063 21% 1,198 22% 1,236 2.2%
80to 84 660 1.3% 729 1.3% 759 1.4%
g5 + 425 0.8% 537 1.0% 556 1.0%
Median Age 30.4 334 34.2
Male Age Trend
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Market Trend Report 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00
X

1990 Household Income by Age of Householder

1990 Households by Age of Householder

1988 Income Total 16 -24 25-34 35-44 45 - 54 55-59

Totat Households 37,318 2,612 8,002 8,072 5,520 2,330
Under $5,000 1,333 247 271 122 120 52
$5,000 - $9,899 4,267 564 638 394 197 144
$10,000 - 14,999 3,579 460 658 358 243 194
$15,000 - $24,999 6,962 715 1,639 1,120 860 425
$25,000 - $34,909 6,250 349 1,909 1,484 736 350
$35,000 - $49,999 7,932 206 1,943 2,356 1,523 588
$50,000 - $74,099 5,158 83 747 1,690 1,475 412
$75,000 - $99,999 1,114 4 130 353 341 97
$100,000 - $149,992 456 1 28 130 164 42
$150,000 - $249,999 179 2 24 43 46 18
$250,000 - $499,999 73 1 14 16 21 6
$500,000 or More 17 0 1 8 4 2
Median Income $28,868 $15,490 $29,164 $38,553 $42.919 $34,999

60 -64 65 - 69 70-74 75-79 80 -84 85 +

Total Households 2,433 2,341 2,141 1,828 1,210 829
Under $5,000 59 79 73 141 102 67
$5,000 - $9,999 162 379 366 654 440 320
$10,000 - $14,999 218 384 362 334 217 151
$15,000 - $24,9899 478 632 657 359 220 157
$25,000 - $34,999 362 402 359 140 103 56
$35,000 - $49,999 564 297 255 100 68 32
$50,000 - $74,999 438 108 114 54 28 29
$75,000 - $99,899 g8 27 26 18 10 10
$100,000 - $149,999 42 14 14 18 11 4
$150,000 - $249,999 11 12 11 8 2 2
$250,000 - $499,999 1 5 3 4 2 0
$500,000 or More 0 2 1 0 0 1

Median Income $33,273 $20,198 $19,838 $11,781 $11,244 $10,911

1990 Household Income by Age of Houssholder
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Market Trend Report 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

2000 Household Income by Age of Householde]

2000 Households by Age of Householder

2000 Income Total 15 - 24 26-34 35-44 45 - 54 55-59

Total Households 41,445 2,747 7,017 8,989 8,121 2,971
Under $5,000 857 183 145 70 70 29
$5,000 - $5,999 2,010 288 224 1468 93 56
$10.000 - $14,959 3,283 502 438 280 217 153
$15,000 - $24,099 5,627 736 1,047 728 503 337
$25,000 ~ $34,999 5,285 465 1,318 982 6830 335
$35,000 - $49,999 8,776 295 1,500 1,842 1,264 490
$50,000 - $74,999 8,651 199 1,500 2,772 2,741 822
$75,000 - $99,999 4,489 53 562 1,283 1,428 415
$100,000 - $149,999 2,341 9 170 655 818 228
$150,000 - $249,999 831 8 75 175 278 77
$250,000 - $499,999 206 6 28 38 58 20
$500,000 or More 79 2 9 18 21 9
Median Income $42,262 $20,428 $38,355 $54,027 $61,706 $52,600

60 -64 65 -69 70-74 78-79 80 -84 85+

Total Households 2,601 2,297 2,313 1,832 1,304 1,183
Under $5,000 27 51 51 28 70 63
$5.000 - $9,999 64 160 170 345 242 221
$10,000 - $14,999 135 286 314 406 285 256
$15,000 - $24,9989 325 528 538 308 264 223
$25,000 - $34,999 319 399 377 198 143 119
$35,000 - $49,999 405 358 331 133 87 71
$50.000 - $74,999 723 279 280 146 80 89
$75,000 - $99,999 356 103 111 &8 50 50
$100,000 - $149,999 183 55 61 77 43 37
$150,000 - $249,999 49 51 56 3 20 "
$250,000 - $498,099 13 12 10 10 3 8
$500,000 or More 2 5 4 2 2 5
Median Income $50,882 $27,845 $27,215 $17.240 $17,083 $16,637

2000 Household Income by Age of Householder
3,000

2,500 -
2,000 -
1,600 4 -
1,000 -
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<§15K $15-25K $25-35K $36-50K $50-75K §75-100K  Over §100K

Households
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Market Trend Report 8/22/01

PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

| 2005 Household Income by Age of Householder

20056 Households by Age of Householder

2005 Income Total 15-24 25-34 35 -44 45 - 54 55-59

Total Households 42,755 2,890 6,696 8,250 8,953 3,744
Under $5,000 679 141 106 48 67 37
$5,000 - §9,999 1,666 261 186 126 86 683
$10,000 - $14,999 2,533 369 312 195 174 134
$15,000 - $24,989 5,556 763 885 588 521 376
$25,000 - $34,999 4,831 513 974 690 563 374
$35,000 - $49,999 6,452 417 1,398 1,365 1,121 544
$50,000 - $74,999 8,782 261 1,460 2,225 2,346 857
$75,000 - $99,999 5,979 104 791 1,521 1,894 632
$100,000 - $149,999 4,186 46 414 1,051 1,447 481
$150,000 - $249,999 1,370 8 101 309 492 172
$250,000 - $499,999 546 5 48 103 189 59
$500,000 or More 165 2 21 29 53 15
Median Income $48,789 $23,834 $44,496 $62,508 $70,721 $60,035

60 -64 65 - 69 70-74 75-79 80 - 84 85+

Total Households 2,967 2,500 2,214 1,969 1,377 1,205
Under $5,000 27 40 31 78 55 49
$5,000 - $9,999 56 137 118 265 188 180
$10,000 - $14,999 114 233 216 332 240 214
$15,000 - $24,959 323 536 493 458 325 280
$25,000 - $34,999 324 425 364 259 191 154
$35,000 - $49,999 435 415 354 174 129 100
$50,000 - $74,999 656 352 301 144 101 79
$75,000 - $99,999 499 174 160 93 60 51
$100,000 - $145,999 372 99 98 90 44 54
$150,000 - $248,998 114 43 39 49 27 16
$250,000 - $499,999 38 33 30 17 12 12
$500,000 or More 9 13 10 2 5 3]
Median Income $57,793 $32,153 $31,841 $21,678 $21,323 $20,500

2005 Household Income by Age of Householder
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Market Trend Report w22
'PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

1+ Population By M.A.R.S. Race and Hispanic Origin

Race and Hispanic Origin 1990 Census 2000 Bstimate 2005 Projection

Total Population 103,524  100.0% 110,189  100.0% 111,793 100.0%
White 101,511 98.1% 107,325 97.4% 108,514 97.1%
Black > 200 0.2% 310 0.3% 366 0.3%
Am Indian / Eskimo / Aleut 591 0.6% 670 0.6% 711 0.6%
Asian / Pacific Islander 1,222 1.2% 1,884 1.7% 2,202 2.0%

Hispanic 2 923 0.9% 1,560 1.4% 1,875 1.7%

ML.A.R.S. Race and Hispanic refers to race data from the "Modified Age/Race/Sex" files, in which persons who identified themselves on
the census as "Other race" were reclassified to specified race categories such as White, Black, American Indian or Asian. The Census
Bureau made these modifications to bring the 1990 data into conformity with race definitions established for government use by the Office
of Management and Budget (OMB). Although Hispanic ethnicity was not subject to direct modification, the M.A.R.S. procedures resulted
in occasional minor changes in the Hispanic count, so occasional but minor discrepancies with the original Hispanic counts may be
observed.

Census Race and Hispanic Origit|

Race and Hispanic Origin 1990 Census 2000 Estimate 2005 Projection
Total Population 103,524 100.0% 110,189 100.0% 111,793 100.0%
Hispanic | g 923 0.8% 1,560 1.4% 1,875 1.7%
Non-Hispanic 102,601 99.1% 108,629 98.6% 109,918  98.3%
White 100,676 97.2% 105,019 96.1% 106,831  95.6%
Black | 4 192 0.2% 260 0.2% 308 0.3%
Am Indian / Eskimo / Aleut 537 0.5% 558 0.5% 614 0.5%
Asian / Pacific Islander 1,174 1.1% 1,766 1.6% 2,032 1.8%
Other Race » 22 0.0% 126 0.1% 133 0.1%

2000 Pop. by Census Race and Hispanic Orlgin ; 2 e A -
0 26 1!:/.; B d Hispanic Origin is considered an ethnicity, not arace.

100% Hispanic and race counts are derived from separate census
questions, and persons of Hispanic ethnicity can be of any

80% ; ;
u" race. The term "Non-Hispanic" refers to persons who
60% indicated that they are not of Hispanic ethnicity. The sum
40% of Hispanics, White (Non-Hispanic), Black
20% . . 1.8% . {Non-Hispanic), American Indian (Non-Hispanic), Asian
0% 1.4% i 0.5% 0% {Non-Hispanic), and Other (Non-Hispanic) equals "All
N Persons."
g z E: E & £
g s @ = 5 5
T . - <
Non Hispanic
1880-00 change of 20% gmeater( )+ ) or less { 4 ) than nationd average 2000-2005 change of 20% greater ([> ) orless ( <1) than nationa average
Claritas Inc.
=W Market Trend Report (MTR) Sales: B00-234-5973
LARITAS copyright Claritas Inc. Support: 800-780-4237
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Market Trend Report 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

AGGREGATED ZIP CODES Study Arsa Summary
Weight: 100.00

.‘ !':.E'r Population and Household Trend

1980 1990 % Chg 2000 % Chg 2005 % Chg
Universe Census Census 1930-90 Estimate 1990-00 Projection 2000-05
Population 86,143 02,224 7.1% 101,003 9.5% 103,875 2.8%
Households 29,531 33,008 14.8% 38,392 13.2% 40,065 4.4%
Families 22,532 24,952 107% 27,431 9.9% 28,212 2.8%
Housing Units 38,819 44349  142% 51,651 16.5% 54,247 5.0%
Grp. Qrt. Pop 2,573 2,787 8.3% 2,970 6.6% 2,986 0.5%
Household Size 2.83 2.64 -8.8% 2.55 -3.2% 2.52 -1.4%
1979 1989 % Chg 2000 % Chg 2005 % Chyg
Income Census Census 1979-89 Estimate 1989-00 Projection 2000-05
Aggregate ($Mil.) $543 $1,113 105.0% 51,998 79.5% $2,562 28.2%
Per Capita $6,301 $12,070 91.6% $19,780 63.9% $24,668 24.7%
Avg. Household $18,102 $32,011 76.8% $50,461 57.6% $61,875 22.6%
Median HH $15,789 $27,057 71.4% $38,981  44.1% $44,047  13.0%
Avg. Family HH $20,698 $37,029 78.9% $58,767 58.7% $71,830 22.2%
Med. Family HH $18,563 $32,382 74.4% $47.964  48.1% $54,135 12.9%
Avg. HH Wealth $167,184 $106,064 17.3%
Med. HH Wealth $80,790 $92767 14.8%
Population Trend Income Trend
120,000 ! $80,000
100,000 - : , $70,000 1
,_,————0'/"—_—_. $60,000 -
80,000 - + = $50,000 -
60,000 - m. - $40,000
S I ot T $30,000 -
' $20,000 -
20,000 1 $10,000 :
0 T T T $0 T T :
1980 1980 2000 2005 1979 1688 2000 2005
—e— Population —&— Households —— Per Capita —— Avg HH
—&—Median HH —*— Avg. Fam HH
—ik— Families —— Housing Units —¥— Median Fam HH

NOTE: When the median household wealth for an area is less than $25,000 it will be listed on this report as $24,999. Data on income are
expressed in "current” dollars for each year. Decennial Census data reflects prior year income.

1890-00 change of 20% gmeater{ » ) or lass ( 4 ) than nationd average 2000-2006 change of 20% gmater {{> } orless ( <1) than nationd average
Claritas Inc.

“H  Market Trend Report (M7TR) Sales: 800-234-5973
LARITAS copyright Claritas Inc. Support: 800-780-4237
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Market Trend Report 6/22/01

PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

§ Household Income Distribution Trend

Household Income 1990 Census 2000 Estimate 2005 Projection

Total Households 33,906 100.0% 38,392 100.0% 40,065 100.0%
Less than $5,000 1,208 3.6% 825 2.1% 666 1.7%
$5,000 to $9,999 3792 11.2% 2,053 5.3% 1,834 4.6%
$10,000 to $14,999 3588 10.6% 3,167 8.2% 2,561 6.4%
$15,000 to $19,999 3586 10.6% 2,901 7.6% 2,825 7.1%
$20,000 to $24,992 3,390 10.0% 2,885 7.5% 2,887 7.2%
$25,000 to $29,999 3,060 9.0% 2,848 7.7% 2,681 6.7%
$30,000 to $34,999 3,082 9.1% 2,500 6.5% 2,738 6.8%
$35,000 to $39,999 2,845 8.4% 2,277 5.9% 2,117 5.3%
$40,000 to $44,999 2,118 6.2% 2,194 5.7% 2,023 5.0%
$45,000 to $49,999 1,683 5.0% 1,804 4.7% 1,829 4.6%
$50,000 to $59,999 2,592 7.6% 3,792 9.9% 3,372 8.4%
$60,000 to $74,999 b 1,487 4.4% 4,447  11.6% 4288 10.7%
$75,000 to $99,998 | 4 781 2.3% 3,974 104% 5,007 12.5%
$100,000 to $124,999 > 286 0.8% 1,195 3.1% 2,630 6.6%
$125,000 to $149,999 4> 147 0.4% 412 1.1% 885 2.2%
$150,000 to $249,999 184 0.5% 760 2.0% 1,086 2.7%
$250,000 to $499,999 » 56 0.2% 200 0.5% 502 1.3%
$500,000 or More p> 11 0.0% 58 0.2% 134 0.3%

Household Income Distribution Trend

4
%
=
b =
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Household Income
01990 Census W 2000 Estim ate 2005 Projection |
1980-00 change of 20% greater { b ) orless ( 4) than nationa average 2000-2005 change of 20% greater ( [> ) orless ( <) than nationd average
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Market Trend Report 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

Age Distribution Trend

Age 1990 Census 2000 Estimate 2005 Projection
Total Population 92224 100.0% 101,003  100.0% 103,875 100.0%
Under § 6,497 7.0% 6,714 6.6% 6,708 6.5%
S5to 9 7,170 7.8% 7,415 7.3% 7.261 7.0%
10to 14 7,039 7.6% 7,593 7.5% 7.590 7.3%
15t0 17 3,878 4.2% 4,332 4.3% 4,366 4.2%
1810 20 3,284 3.6% 3,428 3.4% 3,837 37%
211024 4,204 4.6% 4,535 4.5% 5,054 4.9%
2510 29 6,993 7.6% 6,377 6.3% 5,968 5.7%
30to 34 7,612 8.3% 6,291 6.2% 6,562 6.3%
3510 39 7,064 7.7% 7,327 7.3% 6,343 6.1%
40to 44 6,323 6.9% 7,765 7.7% 7,276 7.0%
45 to 49 4,887 5.3% 7,071 7.0% 7,689 7.4%
50 to 54 4,273 4.6% 6,504 6.4% 7,086 6.8%
55 to 59 3,962 4.3% 5128 51% 6,495 6.3%
60 to 64 4,412 4.8% 4 681 4.6% 5,641 53%
65 to 69 4,298 4.7% 4,038 4.0% 4,378 4.2%
70to 74 3,698 4.0% 3,022 3.9% 3,660 3.5%
75t0 79 2,947 3.2% 3,351 3.3% 3,234 3.1%
80 to 84 1,873 2.0% 2,243 2.2% 2,398 2.3%
85+ 1,820 2.0% 2,287 2.3% 2,429 2.3%
Median Age 346 3786 38.6
Age Trend
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Market Trend Report
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

6/22/101

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00
| Population by Age and Sex Trend
1990 Census 2000 Estimate 2005 Projection
Age Male Female Male Female Male Female
Total Population 50.0% 50.0% 50.0% 50.0% 50.1% 49.9%
Under 5 37% 3.4% 3.4% 3.3% 3.3% 3.2%
5t09 4.0% 3.8% 3.7% 3.86% 3.6% 3.4%
10to 14 3.9% 3.7% 3.9% 3.6% 3.7% 3.6%
16t0 17 21% 21% 2.2% 21% 2.2% 2.0%
18 to 20 1.8% 1.7% 1.7% 1.6% 1.9% 1.8%
21to 24 2.3% 2.2% 2.3% 2.2% 2.5% 2.3%
251029 3.8% 3.8% 3.3% 3.0% 3.0% 2.7%
301to 34 4.2% 4.0% 3.2% 3.0% 3.3% 3.0%
3510 39 4.0% 3.6% 3.7% 3.6% 3.1% 3.0%
40 to 44 3.6% 3.3% 3.9% 3.8% 3.5% 3.5%
45 to 49 27% 2.6% 3.6% 3.4% 3.7% 3.7%
50 to 54 2.4% 2.3% 3.3% 3.2% 3.5% 3.4%
55 to 59 21% 2.2% 2.5% 2.5% 3.1% 31%
60 to 64 2.4% 2.4% 2.4% 2.3% 2.7% 2.7%
65to 69 2.2% 2.4% 2.0% 2.0% 2.1% 2.1%
7010 74 1.9% 2.1% 1.9% 2.0% 1.7% 1.8%
75t0 79 1.5% 1.7% 1.5% 1.8% 1.4% 1.7%
80to 84 0.8% 1.2% 0.9% 1.4% 0.9% 1.4%
85+ 0.7% 1.3% 0.7% 1.5% 0.8% 1.6%
Median Age 34.0 35.3 366 386 37.3 40.0
2000 Age by Sex Distribution
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Market Trend Report 8/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

Female Population Trend

Age 1990 Census 2000 Estimate 2005 Projection
Total Females 45,070 100.0% 50,466 100.0% 51,872 100.0%
Under 5 3,097 6.7% 3,300 6.5% 3,308 6.4%
5t09 3,474 7.5% 3,633 7.2% 3,553 6.8%
10to 14 3,442 7.5% 3,647 7.2% 3,712 7.2%
15t017 1,900 41% 2,108 4.2% 2,083 4.0%
18to 20 1,603 3.5% 1,666 3.3% 1,862 3.6%
211024 2,067 4.5% 2,175 4.3% 2,411 4.8%
251029 3,518 7.6% 3,066 6.1% 2,821 5.4%
30to 34 3,730 8.1% 3,024 68.0% 3,132 6.0%
35t0 39 3,352 7.3% 3,637 7.2% 3,071 5.9%
40to 44 3,045 6.6% 3,870 1.7% 3,652 7.0%
4510 49 2,392 5.2% 3,449 6.8% 3,887 7.5%
50 to 54 2,090 4.5% 3,214 6.4% 3,491 6.7%
55 to 59 1,986 4.3% 2,570 5.1% 3,249 6.3%
60 to 64 2,234 4.8% 2,293 4.5% 2,753 5.3%
65 to 69 2,248 4.9% 2,029 4.0% 2,146 4.1%
70t0 74 1,971 4.3% 2,048 4.1% 1,890 3.6%
75t0 79 1,604 3.5% 1.823 3.6% 1,733 3.3%
80 to 84 1,148 2.5% 1,377 2.7% 1,471 2.8%
85 + 1,169 25% 1,539 3.0% 1,647 3.2%
Median Age 353 386 40.0
Female Age Trend
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Market Trend Report 62201
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

Male Population Trend

Age 1990 Census 2000 Estimate 2005 Projection
Total Males 46,154 100.0% 50,537 100.0% 52,003 100.0%
Under 5 3,400 7.4% 3,414 6.8% 3,400 6.5%
509 3,696 8.0% 3,782 7.5% 3,708 71%
10 to 14 3,597 7.6% 3,946 7.8% 3,878 7.5%
15t0 17 1,878 4.3% 2,224 k 4.4% 2,283 4.4%
18 1o 20 1,681 6% 1,762 3.5% 1,975 3.8%
21to 24 2,137 4.6% 2,360 4. 7% 2,643 51%
251029 3,475 7.5% 3,311 6.6% 3,147 6.1%
30to 34 3,882 8.4% 3,267 6.5% 3,430 8.6%
3510 39 3712 8.0% 3,690 7.3% 3,272 6.3%
40 to 44 3,278 7.1% 3,895 7.7% 3,624 7.0%
45 1o 49 2,495 5.4% 3,622 7.2% 3,802 7.3%
50 to 54 2,183 4.7% 3,290 6.5% 3,585 6.9%
55 to 59 1,866 4.3% 2,559 5.1% 3,248 6.2%
60to 64 2178 4.7% 2,388 4.7% 2,788 5.4%
65 to 62 2,050 4.4% 2,009 4.0% 2232 4.3%
70t0 74 1,727 3.7% 1,876 3.7% 1,770 3.4%
7510 79 1,343 2.9% 1,528 3.0% 1,501 2.9%
80toc B4 725 1.6% 866 1.7% 927 1.8%
85 + 651 1.4% 748 1.5% 782 1.5%
Median Age 34.0 366 373
Male Age Trend
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Market Trend Report 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

1990 Household Income by Age ofHouseholde:{‘

1990 Households by Age of Householder

1989 Income Total 15 - 24 25 -34 35-44 45 - 54 55 - 59

Total Households 33,006 1,493 6,802 7,075 5,031 2,132
Under $5,000 1,208 122 183 111 1156 78
$5.000 - $9,999 3,792 178 415 308 228 162
$10,000 - $14,999 3,588 191 526 369 310 194
$15,000 - $24,999 6,976 442 1,510 1,108 737 445
$25,000 - $34,999 6,162 338 1,753 1,353 836 432
$35,000 - $49,999 6,646 148 1,569 2,094 1,275 397
$50,000 - $74,999 4,079 62 708 1,299 1,104 287
$75,000 - $99,999 781 <] 81 225 206 74
$100,000 - $149,999 433 5 29 140 140 40
$150,000 - $249,999 184 1 22 &5 55 19
$250,000 - $499,999 56 0 6 12 22 4
$500,000 or More 11 0 0 4 3 1
Median Income $27,057 $20,781 $29,375 $37,088 $38,408 $29,352

60 - 64 65 -69 70-74 75-79 80 -84 85+

Total Households 2,465 2,505 2,328 1,957 1,217 901
Under $5,000 92 113 93 143 89 71
$5,000 - $9,999 196 447 435 658 424 341
$10,000 - $14,999 236 454 431 418 265 194
$15,000 - $24, 999 539 732 683 388 232 162
$25,000 - $34,099 488 337 312 148 99 56
$35,000 - $49,999 457 250 219 126 66 45
$50,000 - $74,999 307 116 a8 52 27 19
$75,000 - $99,999 88 33 32 18 10 8
$100,000 - $149,999 43 14 13 5 2 2
$150,000 - $249,099 13 7 8 1 2 1
$250,000 - $499,999 5 2 4 0 0 1
$500,000 or More 1 0 0 0 1 1
Median Income $28,473 $18,258 $18,001 $12,123 $11,802 $10,992

1990 Household Income by Age of Householder
3,000

2,500 4
2,000
1,500 4
1,000 4
500 +
0 4

Households

<§15K $15-25K $25-38K $35-50K $50-75K $75-100K  Over $100K

Age: | m15t034 MW35to44 D45to54 M5E5to64 EE5to74 l75+—|
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Market Trend Report 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

| 2000 Household Income by Age of Householder

2000 Households by Age of Householder

2000 Income Total 15 - 24 26-34 35-44 45 - 54 55-59

Total Households 38,392 1,755 6,147 7,796 7.526 2,801
Under $5,000 825 98 93 54 78 54
$5,000 - $9,999 2,053 130 178 119 122 94
$10,000 - $14,909 3,167 1687 352 255 246 164
$15,000 - $24,999 5,786 440 893 699 611 375
$25,000 - $34,999 5,448 386 1,224 1,041 773 391
$35,000 - $49,999 6,275 257 1,335 1,632 1,306 480
$50,000 - $74,999 8,239 195 1,364 2,246 2,255 654
$75,000 - $99,999 3,974 55 485 1,127 1,269 331
$100,000 - $149,999 1,807 20 143 437 546 135
$150,000 - $249,999 760 5 55 222 235 96
$250,000 - $499,999 200 1 22 49 66 21
$500,000 or More 58 0 3 15 19 6
Median income $38,981 $26,075 $38,747 $52,204 $56,951 $45,078

60 - 64 65 - 69 70-74 75-79 80 -84 85 +

Total Households 2,658 2,389 2,456 2,197 1,430 1,237
Under $5,000 54 72 83 116 72 70
$5,000 - $9,998 93 200 201 404 269 243
$10.000 - $14,999 183 332 387 455 303 273
$15,000 - $24,999 395 634 644 485 333 277
$25,000 - $34,909 386 364 375 238 164 105
$35,000 - $49,999 465 253 267 173 115 92
$50.000 - $74,999 602 273 287 176 892 g5
$75,000 - $99,999 280 117 129 83 45 53
$100,000 - $149,999 121 59 57 47 19 23
$150,000 - $249,999 65 23 28 15 10 8
$250,000 - $4599,999 10 9 13 4 5 1]
$500,000 or More 4 3 5 0 3 0
Median Income $42,032 $23,525 $23,960 $17,546 $17,132 $16,173

2000 Household Income by Age of Householder

2,500

20004 .. ...
1,500 -

1,000 -

Households

600 4 |

<$16K $15-28K $25-36K $35-50K $50-75K $75-100K  Over $100K

A99=|!15toa4 W35to44 [O45t05¢ MWS55to64 H6E5to74 u75q
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Market Trend Report Gizaind
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary
Weight: 100.00

B 2005 Household Income by Age of Householder

L 2005 Households by Age of Householder

2005 income Total 15-24 25-34 35-44 45 - 54 55 -59
Total Households 40,065 1,958 6,115 7,061 8,240 3,581
Under $5,000 666 77 75 51 65 54
$5,000 - $9,999 1,834 125 160 102 139 100
$10,000 - $14,999 2,561 152 259 175 215 164
$15,000 - $24,999 5,712 388 795 579 608 447
$25,000 - $34,999 5,419 397 a71 785 732 470
$35,000 - $49,999 5,068 361 1,242 1,144 1,106 551
$50,000 - $74,999 7,660 263 1,383 1,721 1,984 739
$75,000 - $99,999 5,007 120 732 1,222 1,532 499
$100,000 - $149,999 3,515 50 369 868 1,249 346
$150,000 - $249,999 1,086 13 84 266 389 124
$250,000 - $499,999 502 2 36 118 172 73
$500,000 or More 134 0 9 30 49 14
Median Income $44,047 $30,718 $44 632 $60,089 $65,814 $50,152

60 - 64 65 - 69 70-74 75-79 80 -84 85+

Total Households 3.187 2,611 2,318 2121 1,635 1,340
Under $5,000 44 58 44 79 63 56
$5,000 - $9,999 107 192 167 ap2 227 213
$10,000 - $14,899 172 304 274 351 257 238
$15,000 - $24,999 440 844 575 517 375 334
$25,000 - $34,999 428 a77 428 324 231 176
$35.000 - $48,999 502 323 297 201 138 104
$50,000 - $74,099 660 273 240 172 125 100
$75,000 - $99,089 404 1M 132 85 51 59
$100,000 - $149,999 283 104 90 63 a7 46
$150,000 - $249,599 90 36 41 22 8 13
$250,000 - $499,999 49 18 19 5 10 0
$500,000 or More 8 11 9 0 3 1
Median Income $47,027 $27,254 $27,290 $21,354 $20,880 $19,880

2005 Heusehoid Income by Age of Househoider

Households
e
]

L1

<§18K $15-26K $25-35K $35-50K §50-78K $75-100K  Over $100K

Age: | m45t034 M35to44 [145to54 M55to64 ME5to74 ms+J

Clartas Inc.
W Markst Trend Report (MTR) Sales: 800-234-5973
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Market Trend Report 6/22/01

PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

AGGREGATED ZIP CODES Study Area Summary

Weight: 100.00

B Population By M.A.R.S. Race and Hispanic Origi{_i

Race and Hispanic Origin 1990 Census 2000 Estimate 2005 Projection

Total Population 92,224 100.0% 101,003  100.0% 103,875 100.0%
White 90,852 98.5% 99,151 98.2% 101,793  98.0%
Black 480 0.5% 585 0.6% 630 0.6%
Am Indian / Eskimo / Alsut 426 0.5% 497 0.5% 524 0.5%
Asian / Pacific Islander 466 0.5% 770 0.8% 928 0.9%

Hispanic 4 895 1.0% 1,490 1.5% 1,801 1.7%

M.AR.S. Race and Hispanic refers to race data from the "Modified Age/Race/Sex" files, in which persons who identified themselves on
the census as "Other race” were reclassified to specified race categories such as White, Black, American Indian or Asian. The Census
Bureau made these modifications to bring the 1990 data into conformity with race definitions established for government use by the Office
of Management and Budget (OMB). Although Hispanic ethnicity was not subject to direct modification, the M.A.R.S. procedures resulted
in oceasional minor changes in the Hispanic count, so occasional but minor discrepancies with the original Hispanic counts may be
observed.

ll Census Race and Hispanic Origin

Race and Hispanic Origin 1990 Census 2000 Estimate 2005 Projection
Total Population 92,224 100.0% 101,003 100.0% 103,875 100.0%
Hispanic | 4 895 1.0% 1,490 1.5% 1,801 1.7%
Non-Hispanic 91,329 99.0% 99513  98.5% 102,074 98.3%
White 90,033 97.6% 97828 96.9% 100,202  96.5%
Black 436 0.5% 482 0.5% 488 0.5%
Am Indian / Eskimo / Aleut 395 0.4% 394 0.4% 417 0.4%
Asian / Pacific Islander 448 0.5% 689 0.7% 826 0.8%
Other Race | 4 17 0.0% 120 0.1% 141 0.1%

2000 Pop. by C Race and Hispanic Origl . s e oo : i
R0 Pop.ysConsus Face P Origin Hispanic Origin is considered an ethnicity, not a race.

o
100% 96,93k Hispanic and race counts are derived from separate census
80% questions, and persons of Hispanic ethnicity can be of any
(] 1 3 it
. race, The term "Non-Hispanic" refersto persons who
80% indicated that they are not of Hispanic ethnicity. The sum
40% of Hispanics, White (Non-Hispanic), Black
20% o . o {Non-Hispanic), American Indian {Non-~Hispanic), Asian
0% 18 5% 04% s 01% {Non-Hispanic), and Other (Non-Hispanic) equals "All
e o x s C e Persons."

s| E § = ¢ £

2 S o = 8 3

£ . & <

Non Hispanic

1880-00 change of 20% gmeater { B ) orless ( 4 ) than nationd average 2000-2005 change of 20% greater ( > ) orless ( <1) than nationa average

Claritas Inc.
Sales; 800-234-5973
Support: 800-780-4237
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PRIZM Distribution Report 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US TOTAL Weight: 100.00

2000 PRIZM Distributioh

2000 PRIZM Distribution

Social Study Area Study Area Base Area Households
Group 19_._ PRIZM Cluster Nickname Population Percent Households Percent Percent *Index
Elite Suburbs 0 0.0% 0 0.0% 9.4% 0.0
S1 1 Blue Blood Estates 0 0.0% o] 0.0% 1.2% 0.0
S1 2  Winner's Circle 0 0.0% 0 0.0% 2.2% 0.0
S1 3 Executive Suites 0 0.0% o 0.0% 1.2% 0.0
S1 4 Pools & Patios 0 0.0% 0 0.0% 1.9% 0.0
S1 5 Kids & Cul-de-Sacs 0 0.0% 0 0.0% 3.0% 0.0
Urban Uptown 0 0.0% 0 0.0% 5.5% 0.0
u1 6 Urban Gold Coast 0 0.0% 0 0.0% 0.6% 0.0
u1 7 Money & Brains 0 0.0% 0 0.0% 1.1% 0.0
U1 8 Young Literati 0 0.0% 0 0.0% 0.9% 0.0
Ut 9 American Dreams 0 0.0% 0 0.0% 1.4% 0.0
u1 10 Bohemian Mix 0 0.0% 0 0.0% 1.5% 0.0
2nd City Society 128 0.1% 58 0.1% 5.8% 1.7
C1 11 Second City Eiite 0 0.0% 0 0.0% 1.9% 0.0
C1 12  Upward Bound 0 0.0% 0 0.0% 1.8% Q.0
C1 13 Gray Power 128 0.1% 58 0.1% 2.2% 45
Landed Gentry 16,845 15.3% 5922 14.3% 6.9% 207.2
™ 14  Country Squires 0 0.0% 0 0.0% 1.4% 0.0
T 15 God's Country 3,773 3.4% 1,255 3.0% 2.6% 115.4
T 16 Big Fish, Small Pond 13,072  11.9% 4667 11.3% 1.4% 807.1
T4 17  Greenbelt Families 0 0.0% 0 0.0% 1.5% 0.0
The Affluentials 0 0.0% 0 0.0% 7.9% 0.0
S2 18 Young Influentials 0 0.0% 0 0.0% 1.3% 0.0
s2 19 New Empty Nests 0 0.0% 0 0.0% 2.2% 0.0
S§2 20 Boomers & Babies 0 0.0% 0 0.0% 1.0% 0.0
s2 21  Suburban Sprawl o] 0.0% 0 0.0% 1.4% 0.0
S2 22  Blue-Chip Blues 0 0.0% 0 0.0% 2.0% 0.0
Inner Suburbs 0 0.0% 0 0.0% 6.0% 0.0
S3 23  Upstarts & Seniors 0 0.0% 0 0.0% 1.4% 0.0
S3 24 New Beginnings 0 0.0% 0 0.0% 1.2% 0.0
83 25 Mobility Blues 0 0.0% 0 0.0% 1.5% 0.0
S3 26 Gray Collars 0 0.0% 0 0.0% 2.0% 0.0

* The Index compares the Study Area's percent of households, by PRIZM Cluster, to that of the Base Area. An index of 150.0 indicates
the percent of PRIZM Cluster households in the Study Area is 50% greater than that of the Base Area. An Index of 50.0 indicates the
percent of PRIZM Cluster households in the Study Area is 50% less than that of the Base Area.

Claritas Inc,
" 2000 PRIZM Distribution Report {PRI) Sales: 800-234-5973
LARITAS copyright Ciaritas Inc. Support: 800-780-4237
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PRIZM Distribution Report S/22101
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US TOTAL Weight: 100.00

2000 PRIZM Distributio

2000 PREZM Distribution

Social Study Area Study Area Base Area Households
Group No. PRIZM Cluster Nickname Population Percent Households Percent Percent *Index
Urban Midscale 0 0.0% 0 0.0% 6.4% 0.0
U2 27  Urban Achievers 0 0.0% 0 0.0% 1.6% 0.0
U2 28 Big City Blend 0 0.0% 0 0.0% 1.1% 0.0
U2 29 Old Yankee Rows 0 0.0% 0 0.0% 1.3% 0.0
U2 30 Mid-City Mix 0 0.0% 0 0.0% 1.1% 0.0
U2 31 Latino America 0 0.0% 0 0.0% 1.3% 0.0
2nd City Center 16,570 15.0% 5956 14.4% 7.4% 194.6
c2 32 Middleburg Managers 3,004 2.7% 1,305 3.1% 1.8% 172.2
Cc2 33 Boomtown Singles 1,872 1.4% 676 1.6% 0.9% 177.8
c2 34 Starter Families 853 0.8% 341 0.8% 1.5% 533
Cc2 35 Sunset City Blues 1,752 1.6% 780 1.9% 1.7% 111.8
Cc2 36 Towns & Gowns 9,389 8.5% 2,854 6.9% 1.4% 4929
Exurban Blues 18,057 16.4% 7,009  171% 6.1% 280.3
T2 37 New Homesteaders 1,323 1.2% 546 1.3% 1.7% 76.5
T2 38 Middie America 0 0.0% 0 0.0% 2.3% 0.0
T2 39 Red, White and Blues 16,734  15.2% 6,553 15.8% 1.8% 877.8
T2 40 Military Quarters 0 0.0% 0 0.0% 0.4% 0.0
Country Families 18,550 16.8% 6639 16.0% 6.1% 262.3
R1 41 Big Sky Families 8,680 7.9% 2,996 7.2% 1.5% 480.0
R1 42 New Eco-topia 0 0.0% 0 0.0% 0.9% 0.0
R1 43 River City, USA 7,336 6.7% 2,731 6.6% 1.8% 366.7
R1 44  Shotguns and Pickups 2,534 2.3% 912 2.2% 1.9% 115.8
Urban Cores 0 0.0% o} 0.0% 5.1% 0.0
u3 45 Single City Blues 0 0.0% 0 0.0% 1.7% 0.0
u3 46 Hispanic Mix 0 0.0% 0 0.0% 1.5% 0.0
U3 47  Inner Cities 0 0.0% 0 0.0% 1.9% 0.0
2nd City Blues 3,513 3.2% 1,500 3.6% 7.2% 50.0
C3 48 Smalltown Downtown 2,750 2.5% 1,160 2.8% 1.8% 155.6
Cc3 49 Hometown Retired 763 0.7% 340 0.8% 1.3% 61.5
c3 50 Family Scramble 0 0.0% 0 0.0% 2.1% 0.0
Cc3 51 Southside City 0 0.0% 0 0.0% 1.9% 0.0

* The Index compares the Study Area's percent of households, by PRIZM Cluster, to that of the Base Area. An index of 130.0 indicates
the percent of PRIZM Cluster households in the Study Area is 50% greater than that of the Base Area. An Index of 50.0 indicates the
percent of PRIZM Cluster households in the Study Area is 50% less than that of the Base Area,

Claritas Inc.
=S 2000 PRIZM Distribution Report (PRI) Sales: 800-234-5973
LARITAS copyright Claritas Inc. Support: 800-780-4237
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PRIZM Distribution Report 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area; AGGREGATED ZIP CODES Study Area Summary
Base Area: US TOTAL Weight: 100.00
W 2000 PRIZM Distribution _
S - 2000 PRIZM Distribution
Suclall Study Area Study Area Base Area Households
Group No. PRIZM Ciluster Nickname Population Percent Households Percent Percent *Index
Working Towns 12,383 11.2% 5449 13.1% 7.0% 187.1
T3 52 Golden Ponds 1,781 1.6% 783 1.9% 1.7% 111.8
T3 53 Rural Industria 1,353 1.2% 587 1.4% 1.6% 87.5
T3 54 Norma Rae-ville 0 0.0% 0 0.0% 1.4% 0.0
T3 55 Mines and Mills 9,259 8.4% 4,079 8.8% 2.3% 426.1
Heartlanders 17,268 15.7% 6,081 14.7% 3.7% 397.3
R2 56 Agri-Business 13,980 12.7% 4,824 11.6% 1.5% 773.3
R2 57 Grain Belt 3,288 3.0% 1,257 3.0% 2.2% 136.4
Rustic Living 6,865 6.2% 2741 6.6% 9.6% 68.8
R3 58 Blue Highways 3,423 31% 1,306 3.2% 1.9% 168.4
R3 59 Rustic Elders 3,082 2.8% 1,290 3.1% 2.0% 155.0
R3 60 Back Country Folks 102 0.1% 39 0.1% 2.2% 4.5
R3 61 Scrub Pine Flats 0] 0.0% 0 0.0% 1.5% 0.0
R3 62 Hard Scrabble 258 0.2% 106 0.3% 2.0% 16.0
XX 63 Non-Residential 0 0.0% 0 0.0% 0.0% 0.0
XX 64 Not Classified 0 0.0% 0 0.0% 0.0% 0.0
Total 110,189 100.0% 41,445 100.0%

2000 Study Area Households by Social Group
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* The Index compares the Study Area's percent of households, by PRIZM Cluster, to that of the Base Area. An index of 150.0 indicates
the percent of PRIZM Cluster households in the Study Area is 50% greater than that of the Base Area. An Index of 50.0 indicates the
percent of PRIZM Cluster households in the Study Area is 50% less than that of the Base Area.
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PRIZM Distribution Report 8/22/01

PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US TOTAL Weight: 100.00

Cluster Base **Index

Gr No PRIZM Cluster Name Percent Percent *Index 0 50 100 150 200 250 300 350 400
51 1 Blus Blood Eslates 0.0% 1.2% 0.0 =
st 2 Winmer's Circle 0.0% 2.2% 0.0
51 3 Executive Suites 0.0% 1.2% 0.0
51 4 Pools & Patios 0.0% 1.9% 0.0
51 5 Kids & Cul-de-Sacs 0.0% 3.0% 0.0
m 8 Urban Gold Coast 0.0% 0.6% 0.0
wm 7 Money & Brains 0.0% 1.1% 0.0
w8 Young Literati 0.0% 0.9% 0.0 = =
n o Amarican Dreams 0.0% 1.4% Q.0
Ui 10  Bohemlan Mix 0.0% 1.5% 00
¢t 11 Second City Elite 0.0% 1.9% 0.0 =
c1 :]g Upward Bound 0.0% 1.8% 00
C1 Gray Power 0.1% 2.2% 45 i == i
T1 14  Country Squires 0.0% 1.4% 0 —
T 15  God's Country 3.0% 2.68% 115.4 =
T1 16  Big Fish, Small Pond 11.3% 1.4% 807.1
T 17 Greanbelt Families 0.0% 1.5% 0.0
82 1B Young Influentials 0.0% 1.3% ¢.0 - -
$2 19 NewEmpty Nests 0.0% 2.3% 4.0
§2 20 Boomers & Babiss 0.0% 1.0% 9.0
§2 21 Suburban Sprawl 0.0% 1.4% Q.0
32 22 Biua-Chip Blues 0.0% 2.0% 0.0 o
S3 23 Uipstarts & Saniors 0.0% 1.4% 0.0 T
53 24 New Beqinnings 0.0% 1.2% 0.0
S3 25  Mobility Blues 0.0% 1.5% Q.0
83 28 Gray Collars 0.0% 20% 0.0 o ——]
U2 27  Urhap Achievers 0.0% 1.8% 0.0
U2 28  Biq Citv Blend 0.0% 1.1% 0.0
. U2 29 Old Yankee Rows 0.0% 1.3% 0.0
U2 30 Mid-City Mix 0.0% 1.1% 0.0
Tuz¥ Latine America 0.0% 1,3% 0.0
€2 32  Middisbura Managers 3.1% 1.8% 1722
C2 33  Boomtewn Sindles 1.6% 0.9% 177.8
C2 34  Starter Families 0.8% 1.5% 533
C2 35  SunsetCity Blues 1.9% 1.7% 111.8
C2 38 Towns & Gowns 6.9% 1.4% 492.9
T2 37 New Homesleadsrs 1.3% 1.7% 766 ——
T2 38  Middis America 0.0% 2.3% 00 ey
T2 39 Red White & Blues 15.8% 1.8% 877.8 —— -tE =)
T2 A0 Mbitary Quarters 0.0% 0.4% 00 e
R1 41  Blg Sky Families 7.2% 1.5% 480.0
R1 42  New Eco-topia 0.0% 0.9% 00
R1 43 River City, USA 8.6% 1.8% 368.7
R1 44  Shotquns & Pickups 2.2% 1.8% 1168 Ja—
U3 4%  Sinale Citv Plues 0.0% 1.7% 0.0
U3 48  Hispanic Mix 0.0% 1.6% 0.0
Uz 47  Inner Cities 0.0% 1.8% 0.0
C3 48  Smalltown Downtown 2.8% 1.8% 165.8 ey
C3 49 Hometown Retired 0.8% 1.3% 61.5 =
C3 50  Famlly Scramble 0.0% 24% g0 mm—=—————wm=wn]
3 Southside Ciy 0.0% 1.8% 00 e
T3 52 Golden Ponds 1.9% 1.7% 111.8 l
T3 53 Rural Industria 1.4% 1.8% 87.6 -
T3 54 Norma Rae-villa 0.0% 1.4% 0.0 ————
T3 &5 Minas and Mills 8.8% 2.3% 4261
L
R2 &8 Agri-Business 11.6% 1.5% 773.3
R2 57  Grain Belt 3.0% 2.2% 1368.4 =
R3 58  Blue Highways 32% 1.9% 166.4
R3 59  Rustic Elders 31% 2.0% 155.0
R3 B0 Back Country Folks 01% 2.2% 4.5
R3 61 Scrub Plne Flats 0.0% 1.5% 0.0
R3 62 Hard Scrabble 0.3% 2.0% 16.0
XX 63  Non-Residential 0.0% 0.0% 08 =
XX 64  NotClessified 0.0% 0.0% 00

*The Index compares the Study Area's percent of households, by PRIZM Cluster, to that of the Base Area. An index of 150.0 indicates
the percent of PRIZM Cluster houscholds in the Study Area is 50% greater than that of the Base Area. An Index of 50.0 indicates the
percent of PRIZM Cluster households in the Study Area is 50% less than that of the Base Area

* An Index greater than 400, on this graph, is represented by an open-ended bar,

Claritas Inc,
| 2000 PRIZM Distribution Report (PRI) Sales: 800-234-5973
LARITAS copyright Claritas Inc. Support; 800-780-4237

Page: 4 of 4





PRIZM Distribution Report
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

6/22101

Study Area: AGGREGATED ZIP CODES
Base Area: US TOTAL

2000 PRIZM Distribution '

Social
Group _[l_g._
Elite Suburbs
S1 1
S1 2
S1 3
S1 4
S1 5
Urban Uptown
U1 6
U1 4
U1 8
U1 9
U1 10
2nd City Soclety
C1 11
C1 12
C1 13
Landed Gentry
T1 14
T 15
T1 16
T 17
The Affluentials
S2 18
S2 19
52 20
s2 21
s2 22
inner Suburbs
S3 23
S3 24
s3 25
S3 26

2000 PRIZM Distribution

Study Area Summary
Weight: 100.00

Study Area Study Area Base Area Households

PRIZM Cluster Nickname  Population Percent Households Percent Percent *Index
0 0.0% 0 0.0% 9.4% 0.0
Blue Blood Estates 0 0.0% 0 0.0% 1.2% 0.0
Winner's Circle 0 0.0% 0 0.0% 2.2% 0.0
Executive Suites 0 0.0% 0 0.0% 1.2% 0.0
Pools & Patios 0 0.0% 0 0.0% 1.9% 0.0
Kids & Cul-de-Sacs 0 0.0% 0 0.0% 3.0% 0.0
0 0.0% 0 0.0% 5.5% 0.0
Urban Gold Coast 0 0.0% 0 0.0% 0.6% 0.0
Money & Brains 0 0.0% 0 0.0% 1.1% 0.0
Young Literati 0 0.0% 0 0.0% 0.9% 0.0
American Dreams 0 0.0% 0 0.0% 1.4% 0.0
Bohemian Mix 0 0.0% 0 0.0% 1.5% 0.0
1,760 1.7% 758 2.0% 5.8% 34.5
Second City Elite 0 0.0% 0 0.0% 1.9% 0.0
Upward Bound 0 0.0% 0 0.0% 1.8% 0.0
Gray Power 1,760 1.7% 758 2.0% 2.2% 90.9
10,694 10.6% 3,596 9.4% 6.9% 136.2
Country Squires 827 0.8% 248 0.6% 1.4% 429
God's Country 0 0.0% 0 0.0% 2.6% 0.0
Big Fish, Small Pond 6,601 6.5% 2,308 6.0% 1.4% 4286
Greenbelt Families 3,266 3.2% 1,042 2.7% 1.5% 180.0
0 0.0% 0 0.0% 7.9% 0.0
Young influentials 0 0.0% 0 0.0% 1.3% 0.0
New Empty Nests 0 0.0% 0 0.0% 2.2% 0.0
Boomers & Babies 0 0.0% 0 0.0% 1.0% 0.0
Suburban Sprawl 0 0.0% 0 0.0% 1.4% 0.0
Blue-Chip Blues 0 0.0% 0 0.0% 2.0% 0.0
0 0.0% 0 0.0% 6.0% 0.0
Upstarts & Seniors 0 0.0% 0 0.0% 1.4% 0.0
New Beginnings 0 0.0% 0 0.0% 1.2% 0.0
Mokility Blues 0 0.0% 0 0.0% 1.5% 0.0
Gray Coliars 0 0.0% 0 0.0% 2.0% 0.0

*The Index compares the Study Area's percent of households, by PRIZM Cluster, to that of the Base Area. An index of 150.0 indicates
the percent of PRIZM Cluster households in the Study Area is 50% greater than that of the Base Area. An Index of 50.0 indicates the
percent of PRIZM Cluster households in the Study Area is 50% less than that of the Base Area.
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PRIZM Distribution Report 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area; US TOTAL Weight: 100.00

2000 PRIZM Distribution

2000 PRIZM Distribution

Social Study Area Study Area Base Area Households
Group No. PRIZM Cluster Nickname Population Percent Households Percent Percent *Index
Urban Midscale 0 0.0% 0 0.0% 8.4% o.C
uz 27 Urban Achievers 0 0.0% 0 0.0% 1.6% 0.0
U2 28 Big City Blend 0 0.0% 0 0.0% 1.1% 0.0
u2 29 Old Yankee Rows 0 0.0% 0 0.0% 1.3% 0.0
U2 30 Mid-City Mix 0 0.0% 0 0.0% 1.1% 0.0
U2 31 Latino America 0 0.0% 0 0.0% 1.3% 0.0
2nd City Center 0 0.0% 0 0.0% 7.4% 0.0
cz2 32 Middleburg Managers 0 0.0% 0 C.0% 1.8% 0.0
c2 33 Boomtown Singles 0 0.0% 0 0.0% 0.9% 0.0
c2 34 Starter Families 0 0.0% 0] 0.0% 1.5% 0.0
Cc2 35 Sunset City Blues 0 0.0% 0 0.0% 1.7% 0.0
c2 36 Towns & Gowns 0 0.0% 0 0.0% 1.4% 0.0
Exurban Blues 12,419 12.3% 4,856 12.6% 8.1% 206.6
T2 37 New Homesteaders 6,009 5.9% 2,489 6.4% 1.7% 376.5
T2 38 Middle America 0 0.0% 0 0.0% 2.3% 0.0
T2 39 Red, White and Blues 6,410 6.3% 2,387 6.2% 1.8% 344.4
T2 40  Military Quarters 0 0.0% 0 0.0% 0.4% 0.0
Country Families 20,844 20.6% 7410  19.3% 6.1% 316.4
R1 41 Big Sky Families 3,642 3.6% 1,306 3.4% 1.5% 226.7
R1 42 New Eco-topia 0 0.0% 0 0.0% 0.9% 0.0
R1 43 River City, USA 7.554 7.5% 2412 6.3% 1.8% 3500
R1 44  Shotguns and Pickups 9,648 9.6% 3,692 9.6% 1.9% 505.3
Urban Cores 0 0.0% 0 0.0% 5.1% 0.0
U3 45  Sirgle City Blues 0 0.0% 0 0.0% 1.7% 0.0
u3 46 Hispanic Mix 0 0.0% 0 0.0% 1.5% 0.0
U3 47 Inner Cities 0 0.0% 0 0.0% 1.9% 0.0
2nd City Blues 0 0.0% 0] 0.0% 7.2% 0.0
c3 48  Smalltown Downtown 0 0.0% 0] 0.0% 1.8% 0.0
Cc3 43 Hometown Retired 0 0.0% 0 0.0% 1.3% 0.0
C3 50 Family Scramble 0 0.0% 0 0.0% 2.1% 0.0
Cc3 51 Southside City 0 0.0% 0 0.0% 1.9% 0.0

*The Index compares the Study Area's percent of households, by PRIZM Cluster, to that of the Base Area. An index of 150.0 indicates
the percent of PRIZM Cluster households in the Study Area is 50% greater than that of the Base Area. An Index of 50.0 indicates the
percent of PRIZM Cluster households in the Study Area is 50% less than that of the Base Area.

Claritas Inc.
" 2000 PRIZM Distribution Report (PRI) Sales: 800-234-5973
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PRIZM Distribution Report 6/2201
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US TCTAL Weight: 100.00
2000 PRIZM Distribution
2000 PRIZM Distribution
Soclal Study Area Study Area Base Area Households
Group No. PRIZM Cluster Nickname Population Percent Households Percent Percent *Index
Working Towns 9,922 9.8% 4,629 12.1% 7.0% 172.9
T3 52 Golcen Ponds 2,841 2.8% 1,286 3.3% 1.7% 194.1
T3 53 Rural Industria 2,085 2.1% 932 2.4% 1.6% 150.0
T3 54 Norma Rae-ville 0 0.0% 0 0.0% 1.4% 0.0
T3 55 Mines and Mills 4,996 4.9% 2,411 6.3% 2.3% 273.9
Heartlanders 22,652 22.4% 7672 20.0% 3.7% 540.5
R2 56 Agri-Business 13,436 13.3% 4 564 11.9% 1.5% 793.3
R2 57 Grain Belt 9,218 9.1% 3,108 8.1% 2.2% 368.2
Rustic Living 22712  225% 9471 24.7% 9.6% 257.3
R3 58 Blue Highways 2,446 2.4% 926 2.4% 1.9% 126.3
R3 59 Rustic Elders 16,901 16.7% 7,130 18.6% 2.0% 830.0
R3 60 Back Country Folks 1,361 1.3% 532 1.4% 2.2% 63.6
R3 61 Scrub Pine Flats 0 0.0% 0 0.0% 1.6% 0.0
R3 62 Hard Scrabble 2,004 2.0% 883 2.3% 2.0% 115.0
XX 63 Non-Residential 0 0.0% 0 0.0% 0.0% 0.0
XX 64 Not Classified 0 0.0% 0 0.0% 0.0% 0.0
Total 101,003 100.0% 38,392 100.0%

2000 Study Area Households by Social Group

Percentage of Households
I3
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* The Index compares the Study Area's percent of households, by PRIZM Cluster, to that of the Base Area. An index of 150.0 indicates
the percent of PRIZM Cluster households in the Study Area is 50% greater than that of the Base Area. An Index of 50.0 indicates the
percent of PRIZM Cluster households in the Study Area is 50% less than that of the Base Area.
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PRIZM Distribution Report 8/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US TOTAL Weight: 100.00

Cluster Base **ndex
Gr No PRIZM Cluster Name Percent Percent *Index 0 150 200 250 300 350 400

L=
th
o
i
L=

81 1 Biue Blood Estates 0.0% 1.2% 0.0

51 2 Winner's Clrcle 0.0% 2.2% 0.0

81 3 Exacuiive Suites 0.0% 1.2% 0.0

S1 4 Pools & Patlos 0.0% 1.9% 0.0

S 5 Klds & Cul-ds-Sacs 0.0% 3.0% 0.0

U1 B Urban Gold Coast 0.0% 0.6% 00 3

Ui 7 Maney & Brains 0.0% 1.1% 0.0

1 8 Young Literatl 0.0% 0.9% 0.0

w9 American Draams 0.0% 1.4% 0.0

U1 10 Bohemian Mix 0.0% 1.5% 0.0

C1 11  Second City Elte 0.0% 1.9% 0.0

c1 :Iz Upward Bound 0.0% 1.8% 0.9

c1 3 Gray Power 2.0% 2.2% 90.9

Tt 14 Country Squires 0.8% 1.4% 429

T1 18  Gaod's Country 0.0% 2.6% 0.0

T1 16 Big Fish, Small Pond 6.0% 1.4% 4286 = - -

T1 i7 Greenbeil Families 2.7% 1.5% 180.0

§2 18 Yaung Influantiais 0.0% 1.3% .0

52 19  New Emply Nests 0.0% 22% a.0

82 20 Boomers & Babies 0.0% 1.0% 0.0

82 21 Suburban Sprawl 0.0% 1.4% .0

S2 22  Biue-Chip Blues 0.0% 2.0% 00

83 23 Upstarts & Seniors 0.0% 1.4% 0.0

33 24 New Beginnings 0.0% 1.2% 0.0 -

S3 25 Mobility Blues 0.0% 1.5% 0.0

83 26 Gray Collars 0.0% 20% 0.0

Uz 27  Urban Achievers 0.0% 1.68% 0.0

uz2 28 Blg City Blend 0.0% 1.1% 0.0

Uz 20  QldYankes Rows 0.0% 1.3% 0.0

U2 30 Mid-City Mix 0.0% 1.1% 0.0

U2 3 Latino America 0.0% 1.3% 0.0

C2 32  Middleburg Managers 0.0% 1.8% 00

C2 3  Boomiown Singles 0.0% 0.9% 00

C2 34  Starter Families 0.0% 1.56% 09

C2 35  Sunsat City Blues 0.0% 1.7% 0g

C2 368 Towns & Gowns 0.0% 1.4% 040

T2 37 New Homesteaders 68.4% 1.7% 376.5

T2 38 Middls America ¢.0% 2.3% 04

T2 39 Red, White & Biues 6.2% 1.8% 344.4 as

T2 40 Military Quarters 0.0% 0.4% 0.0 —

R1 41 Big Sky Familiss 3.4% 1.5% 228.7

R1 42 New Eco-topia 0.0% 0.8% 0.0 |

R1 43 River City, USA 8.3% 1.8% 350.0

Rt 44 Shokguns & Pickups 8.6% 1.8% 505.3 = =g

Uz 45  Sinale City Bluss 0.0% 1.7% Q.0

Us 46 Hispanic Mix 0.0% 1.5% Q.0

y3 47  Inner Cities 0.0% 1.8% 0.0

C3 48  Smalltown Downtown 0.0% 1.8% 0.0

C3 4% Hometown Retired 0.0% 1.3% 0.0 e —

C3 50  Family Scramble 0.0% 2.1% 0.0 —

C3 51 Southslde Clty 0.0% 1.9% 0.0
1

T3 52 Goldan Ponds 3.3% 1.7% 184.1 e

T3 &3 Rural Industia 2.4% 1.6% 160.0 p—

T3 54 Noma Ras-vile 0.0% 1.4% 0.0

T3 55 Minss and Mills 8.3% 2.3% 738 .

RZ 56  Ami-Business 11.9% 1.5% 793.3 & =

R2 &7 Grain Belt 8.1% 22% 368.2 F

R3 48  Biue Highwavs 2.4% 1.9% 126.3

R3 89  Rustic Elders 18.8% 2.0% 830.0

R3 60  Back Country Folks 1.4% 2.2% 836

R3 &1  Scrub Pine Flats 0.0% 1.6% 0.0

R3 62  Hard Scrabble 2.3% 2.0% 116.0

XX 63  Non-Residential 0.0% 0.0% 0.0 q

XX 64 Not Classified 0.0% 0.0% 4.0 g

* The Index ¢compares the Study Area's percent of households, by PRIZM Cluster, to that of the Base Area. An index of 150.0 indicates
the percent of PRIZM Cluster households in the Study Area is 50% greater than that of the Base Area. An Index of 50.0 indicates the
percent of PRIZM Cluster households in the Study Area is 50% less than that of the Base Area

** An Index greater than 400, on this graph, is represented by an open-ended bar.

Claritas Inc.
% 2000 PRIZM Distribution Report (PFRI) Sales; 800-234-5973
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2000 Consumer Spending Patterns 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US Total Weight: 100.00

2000 Consumer Expenditures

Weekly Expenditures

Annual *index
Average Per Average to Base
Household Aggregate Capita Household Area
Grocery and Other Misc. Expenses
Total Food Expenses 8,838.54 7,044,489 66.11 169.97 99.3
Food at Home 4,618.89 3,681,345 34.55 88.82 97.6
Cereal Products 266.09 212,080 1.89 5.12 a7.7
Bakery Products 513.97 408,645 3.84 9.88 100.8
Meats £63.25 448,924 4,21 10.83 82.0
Poultry 238.22 188,870 1.78 4,58 79.7
Seafood 77.41 61,697 0.58 1.49 85.4
Dairy Products 519.73 414,233 3.89 9.99 98.5
Fruits & Vegetables 523.44 417,189 3.92 10.07 91.3
Juices 114.83 91,525 0.88 2.21 83.9
Sugar & Other Sweets 372.62 296,988 2.79 717 109.8
Fats & Oils 44.29 35,298 0.33 0.85 97.3
Nonalcoholic Beverages 631.52 503,331 4.72 12.14 102.7
Prepared Foods 753.51 600,566 5.64 14,49 105.7
Food Away From Home 4219.65 3,363,144 31.56 81.18 101.2
Other Miscellaneous Expenses
Housekeeping Supplies 296.16 236,044 222 570 8.5
Alcoholic Beverages at Home 665.22 530,195 4.98 12.79 98.4
Alcoholic Beverages Away from Home 758.32 605,150 5.68 14.60 103.7
Over the Counter Drugs 166.21 132,473 1.24 3.20 99.1

The daia contained on this page of the Consumer Spending Patterns Report are from Claritas' Consumer Buying Power database, derived
using information from the Consumer Expenditure Survey (CES), which is conducted by the Bureau of Labor statistics.

The Per Capita data presented on this page is the weekly Aggregate divided by the total household population for the area. The Average
Household is the weekly aggregate divided by the total number of households. The Annual Average Household Expenditure reflects our
estimate of annual expenditures for all households in a geograply, divided by the number of households in the geography.

* Index to Base Area identifies how the 2000 Average Household Expenditures for the Study Area compare to the 2000 Average
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area.

" Claritas Inc.
_ W0 2000 Consumer Spending Patterns (CSP) Sales: 800-234-5973
CLARITAS copyright Claritas Inc. Support: 800-780-4237
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2000 Consumer Spending Patterns 62201
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US Total Weight: 100.00

2000 Consumer Expenditures

Annual Expenditures

Waeekly *Index

Aggregate Per Average Average to Base
(in $000s) Capita Household Household Area
Miscellaneous Personal Items
Smoking Products & Supplies 32,485 305 784 15.07 108.6
Personal Care Sarvicas 31,308 295 758 14.57 94.3
Household Equipment
Household Textiles 21,503 202 519 9.98 95.5
Furniture 26,748 251 645 12.41 96.2
Floor Coverings 1,432 13 35 0.66 77.9
Major Appliances 13.871 130 335 6.44 97.4
Small Appiiances & Houseware 24 432 229 5390 11.34 98.1
Miscellaneous Household Equipment 22,758 214 549 10.56 105.0
Home Computer Software & Access. 1,783 17 43 0.83 93.3
Home Computer Hardware 13,643 128 329 6.33 105.0
Apparel
Women's Apparel 47,873 449 1,155 22.21 a5.8
Men's Apparel 29,623 277 712 13.70 97.4
Girls' Apparel 10,808 102 263 5.06 995
Boys' Apparel 8,655 a1 209 4.02 98.9
Infants’ Apparel 4,817 45 116 2.24 92.8
Footwear 17,293 162 a17 8.02 97.4
Other Apparel Products & Services 32,610 306 787 15.13 90.1
Entertainment
Sports & Recreaticn 44,137 414 1,065 20.48 94.3
TV, Radio & Sound Equipment 60,495 568 1,460 28.07 96.4
Reading Materials 20,980 197 506 9.74 101.3
Travel 48,198 452 1,163 22.36 838
Photegraphic Equipment 8,916 84 215 414 985

The data contained on pages 2 and 5 of the Consumer Spending Patterns Report are from Claritas' Consumer Buying Power database,
derived using informeation from the Consumer Expenditure Survey (CES)

On pages 2 and 5, the Weekly Average Household Expenditure is obtained by dividing the Annual Average Houschold Expenditure by
52. The Annual Aggregate s used to obtain the Per Capita and the Average Household data by dividing the aggregate by the
corresponding total household population and total houscholds, respectively.

* Index to Base Area identifies how the 2000 Average Household Expenditures for the Study Area compare to the 2000 Average
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area.

Clartas Inc.
2000 Consumer Spending Patterns (CSP) Sales: 800-234-5973
LAR ITA Copyrlght Claritas Inc. Support: 800-780-4237
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2000 Consumer Spending Patterns 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area; AGGREGATED ZIP CODES Study Area Summary
Base Area: US Total Weight: 100.00

2000 Annual Aggregate Expenditures

Food At Home

Food Aw ay From Home
Smoking Products & Supplies
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Household Textiles
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‘g Home Computer Hardw are
-g Women's Apparel
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TV, Radio & Sound Equipment
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Photographic Equipment
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2000 Consumer Spending Patterns Blazi]
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US Total Weight: 100.00

2000 index to Base Area

Food At Home | . o EE

Food Aw ay From Home :
Smoking Products & Supplies ;
Personal Care Products
Household Textiles
Furniture
Floor Coverings
Major Appliances

Small Appliances & Housew are

Miscellaneous Household Equipment

E Homea Computer Softw are & Accessories
§ Home Computer Hardw are
% Women's Apparel
g Men's Apparel
* Girls' Apparel
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Infants’ Apparel

Footw ear

Other Apparel Products & Services
Sports & Recreation

TV, Radio & Sound Equipment
Reading Materials

Travel

Phetographic Equipment
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82 4
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103
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121 4
124 4
127
130

3 8
S

Index to Base Area
{Base Avarage = 100)

* Index to Base Area identifies how the 2000 Average Household Expenditures for the Study Area compare to the 2000 Average
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area,
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2000 Consumer Spending Patterns 6/22/01

PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US Total Weight: 100.00

2000 Consumer Expenditures

Annual Expendituras

Weekly *Index

Aggregate Per Average Average to Base
($000s) Capita Household Household Area
Shelter and Related Expenses
Household Services 10,070 95 243 467 55.6
Household Repairs 34,625 325 835 16.07 958
Fuels 6,572 62 159 3.05 100.1
Telephone Service 28,960 272 699 13.44 926
Room & Board 3,597 34 87 1.67 91.0
Lodging Away from Home 9,740 91 235 4.52 91.8
Transportation Expenses
New Autos, Trucks & Vans 95,515 8986 2,305 44.32 100.6
Used Vehicles 92,880 872 2,241 43,10 113.0
Gasoline 55,258 519 1,333 25,64 118.3
Motor Oil 1,599 15 39 0.74 110.4
Automotive Repairs & Maintenance 61,705 579 1,489 28.63 105.5
Rented Vehicles 4,087 38 99 1.80 851
Health Care
Medical Services 47,982 450 1,158 22.26 98.2
Prescription Drugs & Medicine 42,225 396 1,019 19.59 103.5
Medical Supplies 6,903 65 167 3.20 96.2
Miscellaneous Items
Tuition & School Supplies 32,530 305 785 15.09 89.0
Pet Expenses 13,445 126 324 6.24 111.4
Day Care 8,000 75 183 3.7 93.49
Cash Contributions 54,785 514 1.322 25.42 380.76

* Index to Base Area identifies how the 2000 Average Houschold Expenditures for the Study Area compare to the 2000 Ayerage
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area.

Cladtas Inc.
% ¥ 2000 Consumer Spending Patterns (CSP) Sales: 800-234-5973
LARITAS Copyright Claritas Inc. Support: 800-780-4237

Page: 5of7






2000 Consumer Spending Patterns 8/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US Tctal Weight: 100.00

2000 Annual Aggregate Expenditures

Household Services
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2000 Consumer Spending Patterns 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT PRIMARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US Total Weight, 100.00

2000 Index to Base Area

Househokl Services
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Lodging Aw ay from Home

New Autos, Trucks & Vans

bl Used Vehicles ; :
& Gasoline

0

G Motor Oil

b=

,,E_ Automotive Maintenance & Repair

Rented Vehicles
Medical Services
Prescription Drugs & Medicines
Medical Supplies

Tuition & School Supplies

T 1
LI el

Pet Expenses
Day Care
Cash Contributions
III:IIIII L L . T PR | T
o W0 Qo W 9O W 9o W Qo W O W o u o ow oo 9wy

Index to Base Area
(Base Average = 100)

* Index to Base Area identifies how the 2000 Average Household Expenditures for the Study Area compare to the 2000 Average
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area.
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2000 Consumer Spending Paftterns 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US Total Weight: 100.00

2000 Consumer Expenditures

Weakly Expenditures

Annual *Index
Average Per Average to Base
Household Aggregate Capita Household Area
Grocery and Other Misc. Expenses
Total Food Expenses 8,575.38 6,331,267 64.58 164.91 96.3
Food at Home 4,564.06 3,369,679 34.37 87.77 96.4
Cereal Products 262.84 194,080 1.98 5.05 96.5
Bakery Products 507.03 374,346 3.82 9.78 99.5
Meats 561.97 414,907 4.23 10.81 918
Poultry 22963 169,538 1.73 4.42 76.8
Seafood 76.55 56,518 0.58 1.47 845
Dairy Products 514.84 380,109 3.88 9.80 97.6
Fruits & Vegetables 519.18 383,312 3.91 9.98 206
Juices 111.81 82,548 0.84 2.15 81.7
Sugar & Other Sweets 373.05 275,428 2.81 717 102.9
Fats & Qils 4522 33,389 0.34 0.87 99.3
Nonaicoholic Beverages 625.09 461,508 4.71 12.02 101.6
Prepared Foods 738.84 544 018 5.565 14,17 103.4
Food Away From Home 4,011.32 2,961,588 30.21 77.14 96.2
Other Miscellaneous Expenses .
Housekeeping Supplies 29509 217,868 2.22 5.67 98.2
Alcoholic Beverages at Home 634.62 468,541 478 12.20 93.8
Alcoholic Beverages Away from Home 701.41 517,859 5.28 13.49 95.8
Over the Counter Drugs 169.81 125,374 1.28 3.27 101.3

The data contained on this page of the Consumer Spending Patterns Report are from Claritas’ Consumer Buying Power database, derived
using information from the Consumer Expenditure Survey (CES), which is conducted by the Bureau of Labor statistics.

The Per Capita data presented on this page is the weekly Aggregate divided by the total household population for the area. The Average
Housshold is the weekly aggregate divided by the total number of households. The Annual Average Household Expenditure reflects our
estimate of annual expenditures for all households in a geography, divided by the number of households in the geography.

* [ndex to Base Area identifies how the 2000 Average Houschold Expenditures for the Study Area compare to the 2000 Average
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area.

Claritas Inc.
b, 2000 Consumer Spending Patterns (CSP) Sales: 800-234-59873
LARITAS Copyright Claritas Inc. Support: 800-780-4237
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2000 Consumer Spending Patterns 8/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US Total Weight: 100.00

2000 Consumer Expenditures

Annual Expenditures

Weekly *Index

Aggregate Per Average Average to Base
(in $000s) Capita Household Household Area
Miscellaneous Personal Items
Smoking Products & Supplies 30,782 314 802 15.42 111.1
Personal Care Services 28,048 286 731 14.05 90.9
Household Equipment
Household Textiles 19,120 185 498 9.58 91.7
Furniture 23,874 244 622 11.96 927
Floor Coverings 1,263 13 33 0.63 74.2
Major Appliances 12,758 130 332 6.39 86.7
Small Appliances & Houseware 21,992 224 573 11.02 95.3
Miscellaneous Household Equipment 21,015 214 547 10.53 104.7
Home Computer Software & Access. 1,636 16 40 0.77 86.7
Home Computer Hardware 11,452 117 298 5.74 95.1
Apparel
Women's Apparel 42,000 428 1,094 21.04 90.7
Men's Apparel 25,711 262 670 12.88 91.6
Girls' Apparel 9,672 99 252 4,84 95.3
Boys' Apparel 7,801 80 203 3.91 96.2
Infants' Apparel 4,301 44 112 2.15 B9.4
Footwear 15,276 156 398 7.65 92.9
Other Apparel Products & Services 28,338 289 738 14.18 845
Entertainment
Sports & Recreation 38,706 395 1,008 19.39 89.3
TV, Radio & Sound Equipment 52,740 538 1,374 26.42 90.7
Reading Materials 18,960 193 494 9.50 98.9
Travel 42,331 432 1,103 21.20 79.6
Photographic Equipment 7,868 80 205 3.94 93.9

The data contained on pages 2 and 5 of the Consumer Spending Patterns Report are from Claritas' Consumer Buying Power database,
derived using information from the Consumer Expenditure Survey (CES)

On pages 2 and 3, the Weekly Average Household Expenditure is obtained by dividing the Annual Average Household Expenditure by
52. The Annual Aggregate is used to obtain the Per Capita and the Average Household data by dividing the aggregate by the
corresponding total household population and total households, respectively.

* Index to Base Area identifies how the 2000 Average Household Expenditures for the Study Area compare to the 2000 Average
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area.

Claritas Inc.
2000 Consumer Spending Patterns (CSP) Sales: 800-234-5973
LARITAS cCopyright Claritas Inc. Support: 800-780-4237
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2000 Consumer Spending Patterns 6/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

Study Area: AGGREGATED ZIP CCDES Study Area Summary
Base Area: US Total Weight: 100.00

2000 Annual Aggregate Expenditures

Food Af Home

Food Aw ay From Home

Smoking Products & Supplies
Personal Care Products

Household Textiles

Furniture

Floor Coverings

Major Appliances

Smali Appliances & Housew are

Mis cellaneous Household Equipment
Home Computer Softw are & Access.
Home Computer Hardw are
Women's Apparel

Product Category

Men's Apparel

Girls' Apparel

Boys' Apparel

Infants' Apparel

Fooltw ear

Other Apparel Products & Services
Sports & Recreation

TV, Radlo & Sound Equipment
Reading Materials

Travel
Photographic Bquipment : _
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Claritas Inc.
2. 4 2000 Consumer Spending Patterns {CSF) Sales: 800-234-5973
LARITAS copyright Claritas Inc. Support: 800-780-4237
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2000 Consumer Spending Patterns
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

6/22/01

Study Area: AGGREGATED ZIP CODES
Base Area: US Total

2000 Index to Base Area

Study Area Summary
Weight 100.00

Food At Home

Food Aw ay From Home

Smoking Products & Supplies
Personal Care Products

Household Textiles

Furniture

Floor Coverings

Major Appliances

Small Appliances & Housew are

Mis cellaneous Household Equipment
Home Computer Softw are & Accessorles
Home Computer Hardw are
Women's Apparel

Men's Apparel

Product Category

Girls' Apparel

Boys' Apparel

Infants' Apparel

Footw ear

Other Apparel Products & Services
Sports & Recreation

TV, Radio & Scund Equipment
Reading Materials

Travel

Photographic Equipment
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* Index to Base Area identifies how the 2000 Average Household Expenditures for the Study Area compare to the 2000 Average
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area.

2000 Consumer Spending Patterns {CSP)

LAR |TA  Copyright Claritas Inc.
Page: 4 of 7

Claritas Inc.
Sales: 800-234-5973
Support: 800-780-4237





2000 Consumer Spending Patterns 8/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area; US Total Weight: 100.00

2000 Consumer Expenditures

Annual Expenditures

Weekly *Index

Aggregate Per Average Average to Base
{$000s) Capita Household Household Area
Shelter and Related Expenses
Household Services 8,787 g0 229 4.40 52.4
Household Repairs 31,467 321 820 15.76 93.9
Fuels 6,231 64 162 3.12 102.4
Telephone Service 25,938 265 676 12.99 89.6
Room & Board 3,180 32 83 1.59 86.8
Lodging Away from Home 8,680 89 228 4.35 88.3
Transportation Expenses
New Autos, Trucks & Vans 83,539 852 2,176 41.85 95.0
Used Vehicles 85,049 868 2,215 42.60 111.7
Gasoline 48,917 499 1,274 24 50 113.1
Motor Oil 1,477 15 38 0.74 110.1
Automotive Repairs & Maintenance 55,139 562 1,436 27.62 101.8
Rented Vehicles 3,380 34 88 1.69 76.0
Health Care
Medical Services 44 555 454 1,161 22.32 98.4
Prescription Drugs & Medicine 41,197 420 1,073 20.64 108.0
Medical Supplies 6,338 65 165 3.17 95.3
Miscellaneous Items
Tuition & School Supplies 27,457 280 715 13.75 81.1
Pet Expenses 12,194 124 318 6.1 109.0
Day Care 7,210 74 188 3.61 90.96
Cash Contributions 49,169 502 1,281 24.63 87.94

* Index to Base Area identifies howthe 2000 Average Household Expenditures for the Study Area compare to the 2000 Average
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area.

Claritas Inc.
| 2000 Consumer Spending Patterns (CSP) Sales: 800-234-5973
CLARITAS Copyright Clerites Inc. Support: 800-780-4237
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2000 Consumer Spending Patterns
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

6/22/01

Study Area: AGGREGATED ZIP CODES
Base Area: US Total

2000 Annual Aggregate Expenditures

Study Area Summary
Weight: 100.00

Household Services
Household Repairs

Fuels

Telephone Service

Room and Board

Lodging Aw ay from Home
New Autos, Trucks & Vans
Used Vehicles

Gasoline

Motor Qil

Automotive Repairs & Maintenance

Product Category

Rented Vehicles

Medical Services

Prescription Drugs & Medicines
Medical Supplies

Tuition & School Supplies

Pet Expenses

Day Care

Cash Contributions
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2000 Consumer Spending Patterns {CSP})

CLAR [TAS Copyright Claritas Inc.
Page: 6 of 7

Sales: 800-234-5373
Support: 800-780-4237





2000 Consumer Spending Patterns 8/22/01
PREPARED FOR: DALE HELMICH, LTD
STEVENS POINT SECONDARY TRADE AREA

Study Area: AGGREGATED ZIP CODES Study Area Summary
Base Area: US Total Weight: 100.00

2000 Index to Base Area

Household Services —

Household Repairs

Fuels

Telephone Service

Room and Board

Lodging Aw ay from Home

New Autos, Trucks & Vans

Used Vehicles
Gasoline
Motor Oil
Automotive Maintenance & Repair ;
Rented Vehicles :
Medical Services | i

-
—1
Prescription Drugs & Medicines F

Medical Supplies

Product Category

Tuiticn & School Supplies
Pet Expenses
Day Care
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Index to Base Area
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* Index to Base Area identifies howthe 2000 Average Houschold Expenditures for the Study Area compare to the 2000 Average
Household Expenditures of the Base Area. An index greater than 100 reflects an average expenditure higher than the Base Area.

Claritas Inc.
S 2000 Consumer Spending Patterns (CSP) Sales: 800-234-5973
LARITAS cCopyright Claritas inc. Support: B00-780-4237
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Account Number : 896605 Thursday June 21, 2001

2001 RETAIL TRADE POTENTIAL REPCRT
(CURRENT YEAR POTENTIAL SALES BY STORE TYPE)
BY CLARITAS INC 800-234-5973
PREPARED FOR
DALE HELMICH, LTD

STEVENS POINT PRIMARY TRADE AREA SITE: 1016873
STEVENS POINT, WI COORD: 0:00.00 0:00.00
DESCRIPTION TOTALS

POTENTIAL SALES BY CATEGORY (5000)

TOTAL RETAIL SALES $1,414,988
APPAREL & ACCESSORY STORES $45,851
AUTOMOTIVE DEALERS $330,101
AUTOMOTIVE/HOME SUPPLY STORES $10,203
DRUG & PROPRIETARY STORES $17,177
JATING & DRINKING PLACES $117,650
FOOD STORES $186,666
FURNITURE/HOME FURN. STORES $44,614
HOME APPLIANCE/RADIO/TV STORES 520,472
GASOLINE SERVICE STATIONS $93,998
GENERAL MERCHANDISE $245, 080
DEPARTMENT STORES $170,685
(INCL. LEASED DEPTS.)

HARDWARE/LUMBER/GARDEN STORES 592,718





Account Number : 8396605 Thursday June 21, 2001

2001 RETATIL TRADE POTENTIAL REPORT
(CURRENT YEAR POTENTIAL SALES BY STORE TYPE)
BY CLARITAS INC 800-234-5973
PREPARED FOR
DALE HELMICH, LTD

STEVENS POINT SECONDARY TRADE AREA SITE: 1016873
STEVENS POINT, WI COORD: 0:00.00 0:00.00
DESCRIPTION TOTALS

POTENTIAL SALES BY CATEGORY {5000)

TOTAL RETAIL SALES $1,226,890
APPAREL & ACCESSORY STORES $25,545
AUTOMOTIVE DEALERS $331,343
AUTOMOTIVE/HOME SUPPLY STORES $7,808
DRUG & PROPRIETARY STORES $20,527
ATING & DRINKING PLACES $90,372
FOOD STORES $163,025
FURNITURE/HOME FURN. STORES $24,116
HOME APPLIANCE/RADIO/TV STORES $19,816
GASOLINE SERVICE STATIONS $90,510
GENERAL MERCHANDISE $204, 957
DEPARTMENT STORES $157,752
(INCL. LEASED DEPTS.)
HARDWARE/LUMBER/GARDEN STORES $77,201
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Stevens Point - Wisconsin

Addendum

Exhibit B:
Claritas Reports

Claritas is a division of VNU Marketing Information, Inc,, one of the nations leading providers of
geodemographic commercial marketing and business information. For over 20 years, their data has
been considered among the most comprehensive, reliable, accurate and up-to-date available. Their
expertise lies in the depth and quality of integrated marketing databases they are able to supply their
clients, Claritas is a valuable resource in performing all types of market analysis, Their numerous
sources allow them to report, geographically, on business establishments by SIC, consumer
demographics and psycho-graphics, crime indexes, healthcare, GIS, educational enrollment, actual and
projected sales, development patterns and sites, direct mail criteria, competition analysis, and tracking,
estimating and projecting target markets. They have over 60 databases composed of thousands of
variables.

Downtown Professionals Network
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Stevens Point * Wisconsin

Addendum

Exhibit C:
Focus Group Transcripts

| Focus groups were arranged through the auspices of the Portage County Business Council,
Stevens Point, Wisconsin. One-hour sessions were conducted on May 9 & 10, 2001 with eight
groups who represented various components of the local market. The groups were broad-
based in terms of age, gender, and occupation. The discussions were structured in a
consensus-building format with a facilitator, scribe, group dialogue and priority voting.
Participants were encouraged to be candid and creative, drawing on their own knowledge,
opinions and experiences to respond to a series of questicns.

Downtown Professionals Network
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Focus Group Transcripts

Stevens Point, Wisconsin » Focus Groups Transcripts
9-10 May, 2001

1. What are Centerpoint’s greatest current assets?

Group One Responses

Priority Rating: ~ Comments;

Library/Lincoln Center

Proximity to River/Park/Art center

Institutional/Centerpoint businesses

Trees

Unique Eating Spots (i.e. Wooden Chair, Water Street Grill))
Government Center

Farmers Market

Theater/Architecture/Maintain Old Store Fronts

Central Location/Bus Exchange

Children’s Stores/Specialty Stores (i.e. Play ‘n Learn, Gepetto’s)
Whiting Place/Residential

— e R N WO B ) G0

Group Two Responses

Priority Rating: ~ Comments;

4 Unique Businesses (i.e. Play ‘n Learn, Gepetto’s)
4 Restored Buildings/Architecture “Sense of Charm”
2 Nice location to River
1 Variety of Services Available (i.e. Court House, Library, Post Office)
Diversity of Businesses (i.e. financial institutions, restaurants)
Group Three Responses
Priority Rating: ~ Comments:
2 Small Independent Stores
2 Streetscape (i.c. flowers/plants)
Shopko
Library
Bills Pizza

Group Four Responses

Priority Rating: ~ Comments:

Compact-walkable to live/work/play

01d Beautiful Buildings

The River

Trees/Brick

Number of restaurants

The Square (100 year old Farmers Market)
Safe (okay to go out at night)

Christmas Time is beautiful/parade

_—— ) W W Oh

Group Five Responses
Priority Rating:  Comments:
3 Friendly/Locally owned businesses
1 Architecture
1 Diverse Taverns (walking distance for night life)
1 Proximity to River adds beauty to Centerpoint
Farmers Market
City Government
Library

Downtown Professionals Network Centerpoint Focus Group Transcripts
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1. What are Centerpoint’s greatest current assets? — (Continued)

Group Six Responses

Priority Rating:

[JS I S - Y

Comments:

Unique combination of businesses/everybody has their specialty
Proximity to River/Park

Locally owned - commitment

Institutional/Government

Proximity to Senior Center

Architecture/Historic

Center Point Market Place as a draw

Group Seven Responses

Nice mall facility

Priority Rating: = Comments:
7 Uses (i.c. Banks, Services, Government, Library, Insurance)
7 Core employee consumers
Center Point Market Place
Construction and disruption complete
Highway 10 going through Centerpoint
Proximity to River/Park/Activities
Group Eight Responses
Priority Rating: =~ Comments:
7 Riverfront
5 Historic buildings
4 Nucleus of boutique type stores/restaurants
3 Library
2 Farmers Market
2 Financial Institutions/Government
2 Expansion Potential — all directions
1 Senior Center expanding
|
1

Employees

Reasonable parking

Streetscape

Good road with good access

Winter view of Centerpoint from the East
Centerpoint residents

2. What are Centerpoint’s greatest current liabilities?

Group One Responses
Priority Rating:  Comments:

e T LT I S S

Vacancies in Center Point Market Place and Main Street
No food in Center Point Market Place

Lack of parking in correct places
Seedy-Taverns/Tattooing

Need more destination types businesses

Center Point Market Place doesn’t enhance Centerpoint
Loss of convenience stores (i.e. Bakery)

Disruptive traffic patterns (delivery trucks)

Stores don’t complement each other

Downtown Professionals Network

Centerpoint Focus Group Tronscripts
Page 2





2. What are Centerpoint’s greatest current liabilities? — (Continued)

Group Two Responses
Priority Rating: = Commenis:
5 Empty Store Fronts/Good Businesses moving out
3 Less Desirable businesses coming in
1 Evening hours/everything closes early
1 Not enough people patronizing Centerpoint
1

Parking is needed during certain times of the day

Traffic patterns are confusing
Group Three Responses
Priority Rating:  Comments:
2 No youth hangouts/with no alcohol
2 Main Street entrance to Center Point Market Place is very dangerous, especially for younger children and
walkers
2 Too many empty buildings
| Streets are confusing
1 Roads and sidewalks are unsafe
Stores are expense
Buildings look rundown
Eating choices in Center Point Market Place are poor
Group Four Responses
Priority Rating:  Comments:
4 Empty Store fronts/Center Point Market Place is failing
3 Lack of parking
2 Illegal crossing to north side from 2nd Street to Smith Street
1 Centerpoint is 4 miles away from Express Way
1 Lack of community meeting space
1 Dirty (i.e. beer bottles, gum, etc)
Group Five Responses
Priority Rating: = Commenis:
2 Center Point Market Place vacancies and design
2 Business retention/less desirable businesses
1 Current and Ongoing Street construction
1 Sidewalks need to accommodate pedestrians/bike racks needed
Under-utilized lots
Group Six Responses
Prioril ting:  Comments:
6 Lack of convenient parking (especially for delivery trucks
4 Shabby amenities
3 Lack of retail
3 Shabby Infrastructure
3 Vandalism
2 Vacancies
2 Direction to Centerpoint/Need more signage
2 Snow removal and recycling
2 Structural damage due to skateboards (lack of enforcement)
2 Roof runners (lack of enforcement)
Downtown Professionals Network Centerpoint Focus Group Transcripts
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2. What are Centerpoint’s greatest current liabilities? — (Continued)

Group Seven Responses

Priori ting: Comments:

Traffic patterns are confusing

Center Point Market Place and Centerpoint vacancies
Lack of convenient parking

No police presence/too much graffiti

W W

Group Eight Responses

Priority Rating: = Comments:

Lack of ownership pride

Perception of Centerpoint failing

Lack of basic necessities (i.e. groceries)

Lack of cooperation between Center Point Market Place and Main Street (i.e. promotions)
Lack of green space and maintenance

No “gathering place”

Fox Theater

“No Man’s Land”

Employee verses customer parking

Limited use of Riverfront

Centerpoint cutoff from surrounding neighborhood
Traffic flow

Square seems to be failing

Lack of trash receptacles

Parking convenient to stores

Lack of directional signage

Fire hazard

2nd Floor Maintenance/Windows

—_— e = RN NN WWER A WL

3. What are Centerpoint’s greatest opportunities in the future?

Group One Responses

Priority Rating: =~ Comments:

Conversion of Center Point Market Place to youth center or offices
Adjacent areas to Centerpoint “upper-end” residential

Pedestrian mall on Main Street

Potential for Theater to become more useful

Opportunity to maintain historical image

River to attract boat people

New Qwnership of Center Point Market Place

et T L R |

Group Two Responses

Priority Rating:  Comments:

Utilize Riverfront, Green Circle, Recreational, Pleasant Area
Infusion of capital to renovate buildings (i.e. Castle & Theater)
Finding the mix of Retail and Service Businesses

Center Point Market Place and Specialty Stores

Venture Capital Group

More promotional activities (i.e. Crazy Days)

New Ownership of Center Point Market Place

Maybe aging population

— D W o Lh

Downtown Professionals Network Centerpoint Focus Group Transcripts
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3. What are Centerpoint’s greatest opportunities in the future? — (Continued)

Group Three Responses
Priority Rating: ~ Comments:
2 Increase nighttime activity for teens (i.e. dance club)
1 More advanced technology stores
Business Retention
Better swimming area and park on River

Group Four Responses
Priority Rating:  Comments:
4 Development of River/Marina (i.e. Waterfront restaurants)
Parking Structure needed
Expand Centerpoint to West (other side of river)
Second Floor Residential/More Residential
Lullaby Site Development (not industrial)
Small specialty shops — Business Recruitment
Clark Street has so much potential — but is so ugly

NRNN WW

Group Five Responses
Priority Rating: =~ Comments:
3 Citizens Mall — Outdoor Market on Square
1 Clear and visual understanding of busing to and from Centerpoint and Campus (UWSP). Pedestrian and bike
link between Campus and Centerpoint
1 Fix the Fox Theater
1 Car free Centerpoint (only have shoppers/walkers)
Safe “hang-out™ Place — year round/indoor outdoor
Vegetarian Restaurant

Group Six Responses

Priority Rating:  Comments:

Parking Ramp

More trees/plantings/maintenance

Full Center Point Market Place

Fox Theater — something done

More locally owned specialty shops

Positive attitude about Centerpoint from the general public

N NN WLk

Group Seven Responses

Priority Rating: = Comments:

Market vacant property (i.e. lullaby site)

Extend Riverfront by purchasing private property
Marina Complex

Reroute Hwy 10 to the North one or two blocks

10 Bypass could make it easier 1o get to Centerpoint
Fox Theater

Convention Center

—— D W W W N

Group Eight Responses

Priority Rating: =~ Comments:

Nucleus for a really good-looking Centerpoint
Growing “anti-box™

Riverfront development

New Center Point Market Place Ownership

No mans land development (but not industrial)

Well setup for pedestrian mall

To better maintain

That people take ownership and pride of Centerpoint
Fill vacant buildings

Traffic flow — safety improvement for bikers and pedestrians

_— N W W B

Downtown Professionals Network Centerpoint Focus Group Transcripts
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4. What are Centerpoint’s greatest threats in the future?

Group One Responses
Priority Rating: =~ Comments:

7 More store closings (drop property value)

4 Expansion of more commercial properties outside of City
3 Absence of creative/civic/business leaders

1 Loss of large offices/businesses

Group Two Responses
Priority Rating: =~ Comments:

5 Expansion to Highway 10 E (developer and business owner perceptions that South and East are better
2 Outside companies taking over (commitment to Centerpoint changing)
1 Retirement age of storeowners
1 Continued deterioration of buildings due to neglect
1 Current National Economic downfurn
Group Three Responses
Priority Rating:  Comments:
1 If Shopko would leave
1 Continued physical deterioration
Rent too high for businesses
Group Four Responses
Priority Rating: ~ Comments;
4 Uncontrolled sprawl to East/Hwy 10 Corridor
1 Continued business failure
1 Hwy 10 Bypass of the community

Loss of employment base through mergers

Group Five Responses
Priori ting:  Comments:
Continued sprawl
1 Potential Hwy 10 Bypass
Uncooperative businesses
Not enough money to fix buildings

Group Six Responses

Priori ting:  Comments:

Sprawl — Hwy 10 and Plover

High rents, “slum landlords”, poorly maintained buildings
Continued vacancies — reduced tax base

Image as a “party town”

—— O\

Group Seven Responses
Priority Rating: ~ Comments:

6 If Center Point Market Place Closes

4 Further development of Hwy 10E - Sprawl

4 Major employer leaves (i.e. Consolidated Papers)
Further development of competing communities
Hwy 10 Bypass
Major fire

Downtown Professionals Network
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4. What are Centerpoint’s greatest threats in the future? — (Continued)

Group Eight Responses

Priority Rating: ~ Comments:

Hwy 10 E Sprawl Development

Traffic Engineers as designers

Unplanned development

Lack of cooperation among business owners
Economic feasibility of rehabilitation of historic buildings
Recession — local economy

Nontenant landlords

Increasing land use for parking

Continued vandalism

Government buildings leaving or expanding
Bars — density
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5. What would you like Centerpoint to be known for in the future?

Group One Responses
Priority Rating: ~ Comments:
8 Variety (mix of day/night time activities/art/education)
Pride
Specialty Shops
“Centerpoint on the River”
Group Two Responses

Priority Rating:  Comments:

5 Continued quality and unique stores not found elsewhere
3 Exceptional customer service
2 Day and Night time activities
Group Three Responses
Priority Rating:  Comments:
1 Affordable activities (i.. Theater, dance clubs, art)
1 Affordable/Good Shopping
Safe activities for all people to do

Group Four Responses

Priority Rating:  Comments:

Businesses representing cultural diversity (i.c. arts, restaurants)
Unique specialty shops

Friendly/Familiarity

“Place on the River”

“White-collar™ employment opportunities/educated workforce

N W

Group Five Responses

Priority Rating; ~ Comments:
3 Environmental consciousness/historic preservation
2 Cultural activities — strong sense of local culture/farmers market venue for local produce
1 Partying
Great sense of community/friendly

Group Six Responses
Priority Rating;  Comments:

3 Accessibility/friendly
2 Prosperous
1 Well maintained infrastructure
| Stores other than chains
Comfortable/clean/quaint
Downtown Professionals Network Centerpoint Focus Group Transcripts
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5. What would you like Centerpoint to be known for in the future? — (Continued)

Group Seven Responses
Priority Rating:  Comments:
5 One stop shopping (get grocery store)
2 Safe Family Environment (something to bring families down)

Group Eight Responses

Priority Rating: ~ Comments:

Not a typical mall or downtown
Known for waterfront

“A place to visit”

Outdoor eating place

Historic

Evening Destination

A community center
Residential shopping place
Entertainment place

Known for being clean and well maintained
Vital

Family friendly

Recreation for all ages
Welcoming to youth

More beautiful/attractive

Easy to navigate

— e B WD LD G L2 Wt

6. As you visualize Centerpoint in the future, how will it look, feel and function?

Group One Responses

Priority Rating: ~ Comments:

5 Green (irees/space)
4 Diverse Age Group
3 Friendly/Safe/Clean
3 People/Money
1 Accessible (pedestrian & vehicle)
Group Two Responses
Priori ing: Comments:
3 Like Redwing Minnesota
1 Inviting to all ages — something for everyone
1 Bringing together aspects of Centerpoint and the river
Group Three Responses
Priority Rating:  Comments:
2 Centerpoint goods and services are comparable to local wages
1 Cleaner/more colorful — lighter colors
1 More street lighting

Smiling people having fun (shoppers)

Group Four Responses

Priority Rating: Comments:

Humane Scale/Main Street is not to wide/Pedestrian Main Street with brick streets and parking on perimeter

Outdoors Greener Environment — flowers and things

6
4 More Activity — something going on
1
i Smell Food

Downtown Professionals Network Centerpoint Focus Group Transcripts
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6. As you visualize Centerpoint in the future, how will it look, feel and function? — (Continued)

Group Five Responses
Priority Rating:  Comments:
2 Good public art
2 Cross section of entire community
2 Greenery
1 Peaceful
1 People/Place/Sounds (kids and adulis)
1 No sound or smell of cars

Smelling good

Group Six Responses

Priority Rating: ~ Comments:

6 Variety of people and events
4 Trees/Flowers/Plants
3 Clean storefronts and sidewalks

“In The Movies”
Outdoor Eatery — Bistro
Bagels/Coffee/Popcorn

Group Seven Responses

Priority Rating: =~ Comments:

Variety of shops and services

Preserve historic architecture

Fresh (aesthetically pleasing)

Secure

Parking is casily available and convenient
Adequate snow removal

Interesting

— W W W

Group Eight Responses

Priority Rating:  Comments:

Green Space

Community gathering place

Easy link between Riverfront and Centerpoint
Pleasant smell of food and coffee

Clean and well maintained

Mixed use in buildings

Street entertainment (i.e. promotional events)
Brick and flowers

Hear music and see kids ice-skating
Sidewalk full of people of all ages

Second Floor Utilization and Access

Ability to get to Centerpoint without a car
Wide pedestrian paths between buildings
Public Art Galleries

Summer Shade

—— e me RN W2 W W L LA DN
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7. What would you like the younger generations to remember about the Centerpoint?

Group One Responses

Priority Rating: =~ Comments:

4 Positive experiences — arts and education
3 “Neat” place to go and see
1 That it exists
Group Two Responses
Priority Rating: ~ Commenss:
3 Fun destination to go to
2 Friendly place to shop and participate in activities
Treated with respect
Group Three Responses
Priority Rating: =~ Comments:
Remember having safe/affordable fun with friends
Group Four Responses
Priority Rating:  Comments:
4 Always something going on
1 Saturday morning errands Centerpoint
1 Picturesque
Group Five Responses
Priority Rating: = Comments;
2 Going to fun events/activities that build tradition
2 Hangout time by the River
1 Safe kid destinations
1 Wasn’t boring
Family time
Group Six Responses
Priority Rating: =~ Comments:
3 Friendly, caring people with good values
3 Feel safe (no gangs hanging out)
1 Alive and thriving
Riverfront

Group Seven Responses

Priority Rating: = Comments:

Variety of shops and services

Preserve historic architecture

Fresh (aesthetically pleasing)

Secure

Parking is easily available and convenient
Adequate snow removal

Interesting

—_— W W B )
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7. What would you like the younger generations to remember about the Centerpoint? — (Continued)

Group Eight Responses

Priority Rating: = Comments:

Lots to see and do

Good shopping

Safe

Buildings

Quality Environment (i.e. air and water
Easy to get to on bike or foot

Places to learn

Place to gather with friends

Library

Playground equipment in parks of Centerpoint
Busy place

Fun place

RN R W W W AW

8. What are your perceptions or experiences concerning parking in Centerpoint?

Group One Responses
Priority Rating: = Comments:

6 Lot between Third Street and Strongs Avenue not large enough
5 Lack of adequate parking for employees

3 Delivery trucks blocking pedestrian and other vehicle traffic

1 Always find a place

Always patk in Center Point Market Place

Group Two Responses

Priority Rating; mments:
3 Lack of adequate parking for employees
3 Relocated businesses feel customers are happier with parking
2 Always find a place
2 Parking is situational (i.e. times and seasons)
Group Three Responses
Priority Rating:  Comments:
Crowded

Hard for big pickup trucks to park (parking spots are too small/sometimes two spaces are needed to park)
Handicap spots need to better painted/Some ADA signs get moved casily

Group Four Responses
Priority Rating: ~ Comments:
6 Difficult to find spots (i.e. Main Street)

Traffic patterns related to one-way streets
Get rid of metered parking and 2-hour parking restrictions

Group Five Responses
Priority Rating: mments:
2 Parking is okay
1 Center Point Market Place parking is not accessible to Main Street parking
Parallel parking
Group Six Responses
Priority Rating: ents:
6 Not close enough to destination
5 Not enough
2 Inconsistent (secasons and times)
1 Plenty of parking
Downtown Professionals Network Centerpoint Focus Group Transcripts

(AR AR RN RN R R R R R R L R R R R L R R R R RN R R N R AR RN RN Y] che ]'I





8. What are your perceptions or experiences concerning parking in Centerpoint? — (Continued)

Group Seven Responses

Priority Rating: ~ Comments:
Lack of convenient parking
Employee parking is difficult

Group Eight Responses

Priority Rating: ~ Comments:

Library lot is good

Long term parking on edge making it easy to use (i.e. Riverfront lot)
Provide better/closer parking for Centerpoint residents
Not a problem generally speaking

Get rid of Main Street parking

Hide the parking (i.e. underground)

Directional signage for parking — lots and streets
Parallel parking on move streets in Centerpoint
Parking Enforcement

Parking issues related to Castle

All parking on edge

— et o DD U2 WD D ON

9. How does Centerpoint work now - access, egress, vehicular, pedestrian, signage, aesthetics?

Group One Responses
Priority Rating:  Comments:
5 Cleaner streets are needed
5 Disjointed traffic patterns
2 HPC needs strength to enforce
Some buildings look rundown
2 Unoccupied Theater — eye sore
1 More visible directional sign age needed
Group Two Responses
Priority Rating: =~ Comments:
5 Need more “green living things™
3 Delivery vehicle by Coffee House at entrance to Center Point Market Place
2 Impression of down slide

Parking lot behind Jim Laabs Music is dangerous

Group Three Responses
Priority Rating: =~ Comments:
2 More appealing — less concrete
| Decorate more for different seasons
1 More plants
Pedestrian focal point

Older buildings on Clark Street need more landscaping (i.e. vines)

Group Four Responses
Priority Rating: ~ Comments:
3 Directional signs to Centerpoint — travelers need to know what’s Centerpoint
3 Centerpoint is hard to find — no direct path
Utilize Castle and Fox Theater

Downtown Professionals Network Centerpoint Focus Group Transcripts
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9. How does Centerpoint work now - access, egress, vehicular, pedestrian, signage, aesthetics? — (Continued)

Group Five Responses

Priority Rating:
2
1
|
1
1

Comments:

The Square has design flaws as a Farmers Market
Bland

Difficult to find for people unfamiliar to community
Cohesive advertising plan needed

Different modes of transportation — conflict at times

Group Six Responses

NN &L

Comments:

Traffic Flow — one-way streets

Enforce sign ordinance — visual pollution/maintain kiosks
Confining delivery trucks to specific times

Once you are parked Centerpoint is great

Group Seven Responses

Priority Rating:
)
7

Comments:

Traffic pattern is general (can’t get off Main Street/West end can’t go South)
Not attractive/not maintained

Remove Main Street parking

Congested and inconvenient

Group Eight Responses

Priority Rating:

- e BN W B N ON

Downtown Professionals Network

Comments:

Improve/Expand entrance and egress

Comprehensive landscape plan for entire Centerpoint
Create links to river to Centerpoint

Controlled development of Riverfront

Upgrade/rethink street furniture

Redesign of both Highway 10’s

Difficuit to “loop™

One-way streets make it hard to get where you want to go
In-fill on Clark Street and streetscape

Look at opening up Main Street by Castle

Unified design for Center Point Market Place and Centerpoint
Redesign of Shopko parking lot and transit center plaza
Crosswalks on Center Point Drive

Readable banners

Parking lot screening

Centerpoint Focus Group Transcripts
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10. What types of businesses would you patronize if they were located Centerpoint - on the average, how
often and how much?

Group One Responses
Priority Rating: ~ Comments:
5 Deli Gourmet/Soup & Sandwich
4 Women’s Apparel
3 Internet Café
3 Old Navy
3 Evening Dining
2 Party Supply
2 Cafeteria Buffet
1 Children’s Apparel
Kitchen Shop
Group Two Responses
Priority Rating: ~ Comments:
4 Another Department Store — Higher End
4 Specialty Sporting Goods
2 0O1d Navy-Youth Clothes
2 Specialty Gift Shops
2 Bakery
1 Ice-cream/Candy Shop
More major market stores in Center Point Market Place
Group Three Responses
Priority Rating;  Comments:
2 Hot Topic/Goth Items & Clothing
2 Good clothing for working people

Low to moderate offerings (i.e. off-brand clothing)
More diversified clothing (teen & adult)

Group Four Responses
Priority Rating; ~ Comments:
6 Specialty Stores (i.e. hat shop)
4 Ethnic Restaurant
4 Daytons/Younkers
3 Book Store
1 Businesses with longer hours
1 Hairdresser
Group Five Responses
Priority Rating: ~ Comments:
2 Vegetarian Restaurant
2 Health Foed Grocery Store
2 Locally owned Book Store
1 Second hand Store
i Hardware Store
1 Video Store
Group Six Responses
Priority Rating: ~ Comments:
6 Drug Store
4 Office Supply Shop
3 Women’s Apparel
3 Sport Shop
3 Fast Food Restaurant in Center Point Market Place
2 Children’s Clothing
Flower Shop

Downtown Professionals Network

(144yr @ $20)
(10/yr @ $200)
(96 times/year)
(12/yr @ $75)

(1 month @ $40)
(12/yr @ $15)
(48/yr @ $10)

(3/yr @ 30)

(36-60/yr @ $100+)

(24/yr @ $50-875)

(84/yr @ $100)

(12/r @ $25-$50)

(144/yr @ $5-$10)

(Summer 1/wk @ $10 — Winter 1/month @ $10)
(1/wk @ $50)

(24-48/yr @ 30)
(12-20/yr @ $80)

(12-24/yr @ $30)
(30/yr @ $5-810)
(24/yr @ $100)
(48/yr @ $20)

(12/yr @ $50)

(36/yr @ $8)
(60/yr @ $15)
(25/yr @ $10-$15)
(15Ar @ 8-$10)
(52/yr @ $25)
(52/yr @ $4)

(96/yr @ $10)

(©96/yr @ $20)
(36-40/yr @ $50)
(36-40/yr @ $25)
(144/yr @ $5-$7)
(36-40/yr @ $25-540)

(80)

Centerpoint Focus Group Transcripts
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10. What types of businesses wounld you patronize if they were located Centerpoint - on the average, how

often and how much? — (Continued)

Group Seven Responses

Priority Rating; ~ Comments:

Bakery Store

Dinner Restaurant

Specialty Stores (i.e. antiques)
Professionals (dentist, doctors)
Entertainment/Live Theater
Pet Store Service & Retail
Daycare

Abandon as Retail Center
Fast Food

Laundromat

_— W W W

Group Eight Responses
Priority Rating: =~ Comments:
3 Movies — Multiple Screens
2 Outdoor Café
2 Grocery Store
1 Hardware Store
Good Italian Food
Expanded Children’s Museum
Antique Cluster
Live Entertainment w/food venue
Classroom Training Center
Drug Store

11. What “burning issues” should be dealt with in Centerpoint?

Group One Response:
= Castle needs to be utilized

Group Two Responses:
= Lack of strong participation from business owners
= Second Floor window agsthetics are not great

Group Three Responses:
= More activities for teens
»  Look into “Reflections” in Marshficld

Group Four Response:
= Lack of things going on — not a big draw

Downtown Professionals Network

(184/yr @ $20)

(12/yr @ $30)

(12/yr @ $50)

Qfyr @ $75)

(12/yr @ $15)

(12/yr @ $35)

(1.2 child @ $500/month)

(50ryr @ $10)
4/t @ $15)

(4/yr @ $10)
(16/yr @ $20)
(50/yr @ $10)
(25/yr @ $10)
(4fyr @ $15)
(2/yr @ $0)

(2/yr @ $200)
(12/yr @ $20)

(50/yr @ $5-$10)

Centerpeint Focus Group Transcripts
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Centerpoint Directions Plan
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Addendum

Exhibit D:
Task Force Photos

The following images provide a pictorial demonstration of task force concerns. For the most part, they
capture maintenance concerns and needs for updating details for streetscape planning. The photos

were presented to the DPN consulting team as part of the background information provided in advance
of the Centerpoint directional study.

Downtown Professionals Network





Addendum
Exhibit D: Task Force Photos

The following images provide a pictorial demonstration of task force concerns. For the most part, they capture
maintenance concerns and needs for updating details for streetscape planning. The photos were presented to the
DPN consulting team as part of the background information provided in advance of the Centerpoint directional
study.
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Exhibit D: Task Force Photos

Downtown Professionals Network Task Force Photos
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Stevens Point Parking Study

Thursday, May 24, 2001

Weather conditions: Rain

On - Street Parking

Lot Parking {Private) Lot Parking (Public) eak Time
Zone/Location| #Spaces | Occuiped | % Occuiped| Parked Turnover | # Spaces | Occuiped | % Occuiped| #spaces | Occuiped |% Occuiped
Zone 1
Lot 6 35 8 22.9% 1:00 PM
Lot 2 202 47 23.3% {11:.00 PM
Lot 4 80 65 81.3% |11:00 PM
Lot G 40 17 42.5% 10:00 AM
Lot H 70 23 32.9% 10:00 AM
Zone 2
Lot 8 61 32 52.5% }11:00 AM
3rd Street 8 0 0.0% 0 0
Lot 10 19 11 57.9% | 9:00 AM
Portage St 10 5 50.0% 16 1.6 11:00 AM
Dunrite 7 2 28.6% 3:00 PM
Dun to Prof 19 6 31.6% 9:00 AM
Union - Center 31 17 54.8% 35 1.13 1:00 PM
Lot 11 78 33 42.3% }10:00 AM
Nat. Wellness 21 10 47.6% 10:00 AM
ED Jones 3 3 100.0% 8:00 AM
Frame Pres. 29 5 17.2% 9:00 AM
Post Office 31 31 100.0% 9:00 AM
Church St. 18 8 44 4% 24 1.33 11:00 AM
Wellness St 4 2 50.0% 3 0.75 4:.00 PM
Main St 8 6 75.0% 35 4375 9:00 AM
Smith St. 11 8 72.7% 21 2.454545 9:00 AM
Zone 3
Lot 16 258 79 30.6% Noon
Lot 15 114 58 50.9% | 2:00 PM
Zone 4
Lot 14 400 274 68.5% Noon
Zone 5
Lot A 73 71 97.3% 9:00 AM
Lot B 244 219 89.8% 10:00 AM






Stevens Point Parking Study

Thursday, May 24, 2001

Weather

conditions: Rain

On - Street Parking Lot Parking (Private) Lot Parking (Public) |Peak Time
Zone/Location] #Spaces | Occuiped |% Occuiped| Parked Turnover | #Spaces | Occuiped |% Occuiped| #spaces | Occulped | % Occuiped
Zone 6
MA&lI 41 24 58.5% 2:00 PM
Anderson Law 12 12 100.0% Noon
Modem Int. 7 4 57.1% 11:00 AM
Church (Clark - 8 3 37.5% 8 1 Noon
Clark (Chur -Str 16 14 87.5% 27 1.6875 11:00 AM
Clark (Str. - Elli 2 2 100.0% 4 2 9:00 AM
Clark (Ell. - 3rd) 19 12 63.2% 50 2.631579 Noon
3rd (Main - Clar 16 10 62.5% 63 3.9375 10:00 AM
Lot 12 141 99 70.2% | 1:00 PM
Near Cozy comn 9 6 66.7% 10 1.111111 10:00 AM
Main (Str. -3rd) 32 31 96.9% 241 7.53125 Noon
Main (str -Chur) 7 7 100.0% 41 5.857143 Noon
Zone 7
Strong (Ma - Cl 15 15 100.0% 75 5 Noon
Strong (Ell -Arl) 13 13 100.0% 25 1.923077 8:00 AM
Ellis (Str - Chur) 8 8 100.0% 9 1.125 8:00 AM
Ellis (Chur - str.) 10 10 100.0% 15 1.5 8:00 AM
Strongs (Cla- E 11 11 100.0% 17 1.545455 11:00 AM
Lot C 105 101 96.2% 8:00 AM
Lot D 177 177 100.0% 8:00 AM
Lot E 66 66 100.0% 8:00 AM
Lot F 23 15 65.2% 9:00 AM
Zone 8
Arlington Chu-st 14 5 35.7% 23 1.642857 10:00 AM
Strongs (Arl-Co 17 6 35.3% 37 2.176471 9:00 AM
Court (Sir- Chu 7 ] 42.9% 11 1.571429 10:00 AM
Church (Cri-Arl) 13 5 38.5% 23 1.769231 9:00 AM
Courthouse 107 68 63.6% 9.00 AM
Trininty Church 98 36 36.7% Noon
Pine (Ellis-Clark 23 9 39.1% 14 0.608696 10:00 AM






Stevens Point Parking Study

Thursday, May 24, 2001

Weather conditions: Rain

On - Street Parking Lot Parking (Private) Lot Parking (Public) eak Time
Zone/l.ocation| #Spaces | Occuiped |% Occuiped| Parked Turnover | #Spaces | Occuiped |% Occuiped] #spaces | Occuiped |% Occuiped
Zone 9
Lot 7 81 49 60.5% Noon
Main (2nd-Wate 12 6 50.0% 35 2.916667 10:00 AM
Main (3rd - 2nd) 11 8 72.7% 31 2.818182 Noon
Clark (3rd-2nd) 3 2 66.7% 7 2.333333 Noen
Clark 2nd - wate| 9 4 44 4% 6 0.666667 4.00 PM
Journal 0 0 31 27 87.1% 4:00 PM
Service Crt 6 4 66.7% | 4:00 PM
Private Lot 6 6 100.0% 11:00 AM
Lot 9 111 74 66.7% | 3:.00 PM
2nd St 4 3 75.0% 10 2.5 4:00 PM
Zone 10
NW Lot Water & Arlington 62 14 22.6% 8:00 AM
NE Lot Water & Arlington (City) 46 39 84.8% | 11:00 AM
Associated Annex Unpaved 45 35 77.8% Noon
Associated Annex Paved 70 85 78.6% 10:00 AM
County Annex 107 77 72.0% 3:00 PM
Lot 1 81 66 81.5% | 2:00 PM
Ameritech - Ellis St. Lot 30 7 23.3% 8:00 AM
Ameritech Drive Thru Lot 30 0 0.0% N/A
Professional Building 15 11 73.3% 3:00 PM
Clark Gas Station Thrid and Clark 14 11 78.6% 11:00 AM
Underground Lot 8 5 62.5% 5.00 PM
Glinski Lot - Third St. 12 4 33.3% Noon
Lincoln Center - SE Water & Arlington 54 33 61.1% 3:00 PM
Totals 369 239 64.8% 922 2.498645 1657 1175 70.9% 1713 938 54 8%
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Thursday, May 24, 2001

Duration of Parking

Street and Parking Lots
Hours Total Time Total

Zonef/Location 0-1 1- 2 Hours| 2-3 Hours | 3-4 Hours| 4+ Hours | Vehicles | Limit Spaces | Turnover
Zone 1
Lote 7 3 1 1 4 16 35 0.457
lot 2 3 19 7 3 44 76 202 0.376
Lot 4 15 2 4 3 52 76 80 0.950
LotG 1 2 A 7 15 26 40 0.650
Lot H 28 5 3 2 12 50 70 0.714
Zone 2
Lot 8 2 4 9 4 27 46 51 0.902
3rd Street 0 0 0 0 0 0 8 0.000
Lot 10 0 1 0 0 11 12 19 0.632
Portage St 1 3 1 0 0 15 10 1.500
Dunrite 5 1 0 0 0 6 7 0.857
Dun to Prof 2 1 2 0 4 9 19 0.474
Union - Center 7 7 8 3 12 37 25 1.480
Lot 11 28 10 11 4 20 73 78 0.936
Nat. Wellness 4 7 4 0 6 21 21 1.000
ED Jones 1 3 2 0 2 8 a 2.667
Frame Pres. 3 3 1 0 4 11 29 0.379
Post Office 3 20 3 13 17 56 31 1.806
Church St. 13 3 3 2 3 24 18 1:333
Wellness St 1 1 1 0 0 3 4 0.750
Main St 30 4 1 0 0 35 8 4375
Smith St. 21 5 1 0 0 27 11 2.455
Zone 3
Lot 16 192 48 13 12 35 300 258 1.163
Lot 15 121 26 15 8 28 198 114 1.737
Zone 4
Lot 14 391 88 60 73 172 784 400 1.960
Zone 5
Lot A 5 3 7 18 68 101 73 1.384
Lot B 79 31 33 65 137 345 244 1.414

Weather. Rain





Thursday, May 24, 2001

Duration of Parking
Street and Parking Lots

7Y 4}97‘:

Hours Total Time Total

Zone/Location 0-1 1- 2 Hours| 2-3 Hours | 3-4 Hours| 4+ Hours | Vehicles | Limit Spaces | Turnover
Zone 6
Mé&l 33 1 6 3 11 64 43 1.488
Anderson Law 5 3 2 0 10 20 12 1.667
Modem Int. 0 0 1 3 2 6 T 0.857
Church (Clark - Main) 3 2 0 2 1 8 8 1.000
Clark (Chur -Stro 5 3 4 4 11 27 16 1.688
Clark (Str. - Ellis) 1 1 1 0 1 4 2 2.000
Clark (Ell. - 3rd) 36 10 4 0 1 51 19 2.684
3rd (Main - Clark) 57 3 1 0 2 63 16 3.938
Lot 12 288 57 18 21 35 419 141 2972
Near Cozy corner 3 0 1 2 5 11 9 1.222
Main (Str. -3rd) 194 41 4 2 0 241 32 7.531
Main (str -Chur) 31 6 2 2 0 41 Fi 5.857
Corner Main &Church 2 2 0 0 1 5 4 1.250
Zone 7
Strong (Ma - Cla 47 16 10 2 0 75 15 5.000
Strong (EIl -Arl) 7 3 8 3 5 26 15 1.733
Ellis (Str - Chur) 0 0 0 1 8 9 14 0.643
Ellis (Chur - str.) 2 0 2 3 8 15 15 1.000
Strongs (Cla - El) 8 1 2 1 7 19 1 1.727
Lot C (Sentry net to Bldi 12 13 18 32 86 161 106 1.519
Lot D (Sentry Lot) 9 15 53 71 127 275 185 1.486
Lot E (Noel Lot) 10 3 11 10 62 96 67 1.433
Lot F (Noel Cust. Lot) 12 8 2 8 3 33 23 1.435
Zone 8
Arlington Chu-str 15 6 2 0 0 23 14 1.643
Strongs (Arl-Court) 27 6 3 0 0 36 17 2.118
Court (Str- Chu 4 5 2 0 0 11 7 1.571
Church (Cri-Arl) 22 0 1 0 0 23 13 1.769
Courthouse 17 26 20 29 45 137 97 1.412
Trininty Church 15 11 6 12 27 71 98 0.724
Pine (Ellis-Clark 3 2 1 1 7 14 25 0.560

Weather: Rain





Thursday, May 24, 2001

Duration of Parking

Street and Parking Lots
Hours Total Time Total

Zonel/Location 0-1 1- 2 Hours| 2-3 Hours | 3-4 Hours| 4+ Hours | Vehicles | Limit Spaces | Turnover
Zone 9
Lot 7 54 14 2 1 34 105 81 1.206
Main (2nd-Water) 18 4 2 1 1 26 11 2.364
Main (3rd - 2nd) 22 5 3 0 1 3 11 2.818
Clark (3rd-2nd) 7 0 0 0 0 7 3 2,333
Clark 2nd - water 4 0 0 1 1 6 9 0.667
Joumal 19 17 T 8 18 67 31 2.161
Service Crt 5 3 2 0 1 11 5 2.200
Private Lot 1 2 2 2 4 11 6 1.833
Lot @ 189 51 20 17 36 313 115 2,722
2nd St 8 2 0 0 0 10 4 2.500
Zone 10
NW Lot Water & Arlingto 6 2 1 4 12 25 62 0.403
NE Lot Water & Arlingto_ 5 3 5 5 35 53 48 1.152
Associated Annex Unpa 1 7 3 7 28 48 36 1.278
Associated Annex Paved 16 6 10 5 53 20 70 1.286
County Annex 37 12 13 14 70 146 108 1.352
Lot 1 5 13 16 10 55 89 82 1.207
Ameritech - Ellis St. Lot 3 0 1 4 4 12 30 0.400
Ameritech Drive Thru Lo 0 0 0 0 0 0 30 0.000
Professional Building 3 4 3 3 6 19 15 1.267
Clark Gas Station Thrid 1 3 3 3 10 20 14 1.429
Underground Lot 1 0 1 1 2 5 8 0.625
Glinski Lot - Third St. 0 0 0 0 4 4 12 0.333
Lincoln Center - SE Wat 31 29 11 4 12 87 54 1.611
Totals 2277 731 481 520 1523 5532 3739 1.480

Weather: Rain






APPENDIX "C"

Sketches of Parking Lots and Sites

31





S7.

C'H URCH

Ma/ ST
: ?TIH I # I
AS60CIATED 5”” ST ST 4 ufT 5
3AM 1& G0 - 8.5 SPACES.
552"-612. : m.” s BE b P‘ 27 H l,i ;
T % SR |
|
Assol
AN L[

Approy Sencie [ 100

DIRECTIONAL STUDY FOR DOWNTOWN STEVENS
POINT

Figure C-1

SUGGESTED REDESIGN/EXPANSION
ASSOCIATED BAK PARKING LOT

June 2001.
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John D. Edwards, P.E. Transportation Consultant, Inc
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Figure C-2

RECOMMENDED COMBINATION/REDESIGN

MUNICIPAL LOT # 1
John D. Edwards, P.E. Transportation Consultant, Inc

June 2001.
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Figure C-3

RECOMMENDED REDESIGN/EXPANSION
SENTRY INSURANCE PARKING LOTS

June 2001.
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Figure C4

ALTERNATIVE PARKING DECK SITE

John D. Edwards, P.E. Transportation Consultant, Inc

June 2001.
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Figure C-5
ALTERNATIVE PARKING RAMP SITE

John D. Edwards, P.E. Transportation Consultant, Inc

June 2001.
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ALTERNATIVE PARKING RAMP SITE

John D. Edwards, P.E. Transportation Consultant, inc

k June 2001.
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Addendum

Exhibit E:
Traffic and Parking Elements Study

A Traffic and Parking Elements Study was commissioned by the Portage County Business Council and

performed as an independent study by John D. Edwards, PE, Transportation Consultant. The study was

completed in advance of the DPN consulting team'’s site visit to complete Phase Il services - the Urban

Design and Real Estate components. The Parking & Traffic Study was considered by the DPN consulting
| team as a point of reference for various related actions and strategies proposed in this report.

Downtown Professionals Network
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INTRODUCTION

The City of Stevens Point, Wisconsin and the Portage County Business Council initiated a
strategic plan or vision for downtown Stevens Point in 1998. Titled the "Directional Study" for
Downtown Stevens Point, the plan is composed of four major elements:

. an Economic Analysis of the Downtown;
. the Best Uses for Downtown Real Estate;
. an Urban Design Plan; and

. a Traffic and Parking Management Plan.

This report is the fourth element in the Directional Study which will be followed by the Economic
Analysis and Urban Design Plan. While it is being undertaken early in the strategic plan process,
the traffic and parking analysis will provide valuable input into the other elements of the study.

In preparation for the traffic and parking analyses several study elements have been completed.
A pedestrian intercept study was done to determine the perception of downtown by customers. A
business survey and two focus groups to identify what the downtown stakeholders wish for the
future downtown was done as well.

In 1989 a Parking Study for the downtown Stevens Point was completed. The results and
recommendations of this study were also reviewed in preparation for the parking analyses and
recommendations which are included in this report.

Currently, a bypass of U.S. 10 is being planned for the Stevens Point area. While the specific
alignment is not currently known, traffic projections have been prepared for 2010. These
projections suggest substantial increases in east-west travel but not much increase in those streets
serving downtown Stevens Point, i.e., Center Point Drive and Clark Street. The current daily
traffic volumes of 10,000 - 12,000 vehicles per day (vpd) on each of the above sireets at the edge
of the downtown are likely to remain while in the mid portions of each route the volumes may
only be 7,500 to 9,600 vpd. This suggests considerable latitude in how we address the use of
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these streets.

The economic analysis, real estate market and the urban design plan are to be initiated in August
2001. During that process, the results of the traffic and parking analyses will be made available
and the resulting urban design plan will be reviewed by the Transportation Consultant for
concurrence.

The traffic and parking analyses and the resulting plans are presented in two stages: an immediate
action phase and a long range phase. The immediate action phase will include those things that
are relatively easy to accomplish such as pavement marking and signing, parking lot redesign,
additions to on-street parking and promotion. Long range projects are likely to include such
changes as rerouting of streets, street closures and "rationalization” of the street system as well
as recommendations for parking ramps.

Study Area

The study area is generally defined as the downtown of Stevens Point and extends from Center
Point Drive on the north to Arlington Place and Court Street to the south and east to Rogers
Street, although it is obvious that traffic issues outside this study area influence to some extent the
traffic volumes circulating within. Some parking areas are outside the above described boundary
but were included in the parking survey because they are a part of the parking issue. Figure 1
illustrates the parking survey boundary.
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EXECUTIVE SUMMARY

The following conclusions and recommendations are further detailed in the latter parts of the
report.

Conclusions
Stevens Point has 3,744 parking spaces of which 2082 are public (available to anyone) spaces.

Stevens Point has a very high percentage of off-street spaces 3378 or 90% of the total parking
supply of 3744. This compares to average totals of 60 - 65% off-street.

Stevens Point has a very high percentage of public off-street spaces, many of which are unlimited
in time restrictions. There are 1713 off-street public spaces.

Stevens Point has 156 spaces per thousand population which is double the average number of
spaces per 1000 (75/1000) for cities of this size.

The City of Stevens Point has been very active in providing adequate parking for downtown
stakeholders.

Peak use of parking for an average week occurs between 11:00 A.M. and 12:00 Noon with 2360
spaces occupied out of 3744 spaces. This represents an occupancy of 63 % which is relatively low
for a downtown of this size.

There is a disparity between the peak use of on-street parking (65 %), the off-street private use
(71%) and the off-street public lots (55%).

It is not normal for private off-street spaces to have a higher peak use than on-street spaces. This





Parking rates for leased parking are very low ($10 to $20 per month) and do not truly reflect the
cost of parking. At a land cost of $1000 per space, a maintenance cost of $100 to $200 per year,
and a capital cost of $2000 to $3000 per space for surface parking, a monthly charge of $30 - $40
is necessary to truly amortize the cost of a surface parking space.

Recommendations

. Remove all parking meters on street in the downtown area

. Convert Main Street to two-way operation from water street to Smith Street.

. Convert Strongs Avenue from one-way to two-way operation from Arlington Place to
Main Street.

. Install truck loading zones on Main Street.

. Widen Main Street from Water Street to Second Street from one lane with parallel parking
to two lanes with parallel parking.

. Reduce traffic to two lanes on Clark Street and add angle parking.

. Increase parking supply by the expansion and redesign of the Associated Bank Lot,
Municipal Lot # 1 and the Sentry Insurance Lots "C" and "D".

. Relocate the parking permits in Municipal Lot # 12 to the expanded Municipal Lot # 1.

. Institute a record keeping system for overtime parking tickets and maintain a list of tickets
issued in the downtown area.

. Designate a night time residential parking zone in the Shopko Lot for second story

downtown residents.

. Prepare and circulate a parking map to all downtown merchants and property owners.
g Prepare articles on downtown parking availability for the local print media.
. Evaluate long range structured parking sites for public and private use on the south side

of the downtown area - a select one for implementation.





PART 1 - TRAFFIC AND PARKING ISSUES FOR DOWNTOWN

Early in the planning process input has been received from downtown stakeholders on their
perception of downtown problems and issues. This effort started with the Intercept Surveys and
Focus Groups and has continued with a series of meeting with downtown groups. These groups
are identified in Table 1 and represent a wide range of interests including City and County
governments, private businesses, merchants and major downtown property owners.

Table 1: Stakeholder Input to the Traffic and Parking Analyses

Groups Representatives # of Participants
Mayor's Task Force Councilperson, Task Force Members 5
Associated Bank Facilities Manager 1
Noel Group Sr. Vice President 1
Mayor, City of Stevens Mayor 1
Point

Dial Properties Telephone Interview 1
Retailers Mayors' Task Force, Business Leaders 8
Portage County County Commissioner, County Clerk 2
City Staff City Planner, Public Works, Parking i1

Enforcement, Police Chief

Sentry Insurance 1
Mall Tenants Mall Manager & Retailers 8






Parking issues identified throughout he various meetings and interviews are listed in Table 2.

Table 2: Major Issues

PARKING
Pedestrian walkways
Coordinated signage program
3-hour parking in the mall
Limited parking near major employers
Expansion of Lincoln Center

Increase on-street time limits

Perceptions of downtown workers

Expand parking for the mall

Will downtown be a retail center again?
Limited parking for Center Point MaketPlace

Truck loading on Main Street
Second story residential parking

TRAFFIC
Loading zones on Main Street?
Easy access to Downtown
More accommodation for bikes
Relocation of U.S. 10
Impact of the Bypass

Traffic flow issues - one-way streets
Improve directional signage

Improve access from State Route 5
Improve pedestrian flow - more crosswalks
Improve access from the north

Better traffic links to downtown
Should Main Street be opened?
Speed bumps on Main Street

The report is organized to address traffic and parking separately for simplicity, although parking
issues and traffic issues are interrelated. Changes made in parking and/or traffic will inevitably
affect the other.





PART II - TRAFFIC IN DOWNTOWN

Downtown Stevens Point is the focal point of traffic in Portage County. While streets downtown
no longer carry the highest volumes in the County (U.S. 10 at Interstate 39 carries the highest
volumes with over 33,600 vph) Within the study area the highest volumes occur on Clark Street
with 11,600 vpd east of Church Street. The most highly developed section of downtown between
Water Street and Church Street have traffic volumes considerably lower - 7,000 to 9,600 vpd on
Clark Street and Center Point Drive.

The intersection of U.S. 10 and Center Point Drive has over 25,100 vpd entering and the
intersection of Division Street (U.S. 51) and Clark Street (U.S. 10 East) has a total of 24,900 vpd
entering. The major north-south traffic flows are east of the downtown area and do not affect
downtown circulation. Both Division Street and Interstate 39 (U.S. 51) carry heavy traffic
volumes (well over 15,000 vpd) and; therefore, other north-south routes such as Water Street and
1st and 2nd Streets have volumes below 7,000 vpd.

Roadway Capacity and Volumes

Due to the major improvements on Center Point Drive in the 1980's and on Clark Street in the
year 2000, there is an ample supply of roadway capacity. The one-way system of Clark Street,
with 2 - 3 lanes eastbound; and Center Point Drive, with three lanes westbound, provide capacity
for 15,000 - 18,000 vpd' each. Therefore, no congestion exists and operating speeds are
relatively high (30 - 40 mph). It would be desirable to reduce operating speeds to 20 miles per
hour in the segments with high pedestrian concentrations between Water and Church Streets.

Main Street is a two-lane street with parallel parking, operated one-way westbound. Traffic
volumes are very low - 2400 to 4800 vpd - and access to Main Street at either end is limited. Due

'U_S. DOT, Highway Capacity Manual 1996 Edition
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to the restrictions on access to Main Street, coupled with the one-way operation of Strongs, Main
and Clark Streets, circulation for those unfamiliar with downtown is difficult.

I | Circulation Probl

While the one-way pair of Clark and Center Point Drive provide very adequate capacity and very
high levels of service, traffic circulation within the downtown area is not easy. In the many
interviews and through focus groups a number of comments were noted about the difficulty of
access and circulation within the downtown area. This is due to two primary causes:

(1) one way-streets and (2) the restrictive access to Main Street. Figure 2 illustrates one-way
streets in downtown.

One-way streets are "great" for moving traffic, or for preserving on-street parking while moving
traffic, but they are not great for providing convenient access to individual points or for being
"motorist friendly” for local circulation. Many one-way street systems were installed years ago
when downtown traffic was higher and there was a need for more capacity. With the exception
of east-west traffic flow on Clark Street and Center Point Drive, the other one-way streets are not
necessary and only frustrate motorists in the downtown area.

The second major impediment to circulation downtown is the access to Main Street. The closure
of Main Street at Rogers Street and the "right-turn only" at Water Street severely restrict the use
of Main Street and is confusing to motorists who are not downtown every day. The picture shows
what a motorist sees as he
approaches downtown from
the east. There is little
indication that a traditional
"Main Street" exists and for
the stranger or infrequent
visitor, one might miss
Main Street altogether.

ional Sien;

During the stakeholder
input sessions an issue that
was mentioned constantly
was the lack of "readable
signage" for the
MarketPlace and other
destinations downtown.
The need for better signage,
better direction and
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PART IIl - PARKING IN DOWNTOWN

Downtown parking is recognized by merchants, customers, employees and business owners as one
of the keys to success. Retailers are particularly sensitive to parking needs and parking is at the
"top-of-the-list" when needs are identified. In the intercept surveys of customers and business
owners 43% of the respondees reported they were "dissatisfied" or" very dissatisfied" with
parking. The focus groups also commented on the lack of parking for employees. While those
comments are helpful in gaging customer and business owner perceptions, one must evaluate
parking in a factual manner as well.

Parking Surveys
Three parking surveys have been conducted by the Portage County Business Council under the
direction of the Consultants. The surveys included: (1) an inventory of parking spaces; (2) a
parking occupancy survey; and (3) a parking turnover survey. The results of these surveys and
comparisons with national norms for cities of 25,000 population are discussed in the following

paragraphs.

Parking Inventory

The parking inventory is simply a count of the number of spaces by block by type. Typically, on-
street, off-street public and off-street private spaces are tabulated. Appendix "A" contains a

detailed breakdown of spaces by type and by block. Table 3 provides a summary of the
inventory.

Typically, downtowns have about 75 spaces per 1,000 population. Assuming a city population
of 24,200 persons - the expected range of spaces for Stevens Point would be 1800 to 1850 spaces.
One can readily see the Stevens Points with 3744 spaces is considerably above that number with
156 spaces per 1,000 population.

Another interesting statistic is the ratio of on-street to off-street spaces. For Stevens Point, over
90% of the downtown spaces are located off-street (see Table 3). This compares to a national
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average of 60 - 65% of the total spaces located off-street. Another interesting characteristic is
the number of off-street public spaces. There are 1713 off-street public spaces for general public
use which is very unusual for a town the size of Stevens Point. This is unusually high!

Table 3 - Downtown Parking Inventory

Type Space # of Spaces % of Spaces
On-street 369 10%
Off-street:

Public 1113 46 %

Private 1665 44 %

Off-street Sub-total 3378 90 %
TOTAL - ALL SPACES 3747 100%

Source: 1999 Parking Survey

Parking QOccupancy

The parking occupancy surveys were conducted on Wednesday and Thursday, May 23 and 24,
2001. These surveys include a count of every vehicle parked both on-street and off-street within
the survey area each hour from 8:00 A.M. to 4:00 P.M. The peak occupancy occurred at 11:00
A M. with 53% of the spaces occupied. On-street spaces experienced a much lower occupancy
than off-street public spaces, which is atypical - normally on-street spaces enjoy higher use
because those spaces are more convenient. The peak occupancy shown in Table 4 is low and
indicates that, overall, the number of spaces is adequate. There are a few blocks where
occupancies are over 70% but these are limited and always have adjacent blocks with low
occupancies. Appendix "A" includes block-by-block tabulation of spaces and occupancy.

Peak occupancy on-street and off-street is at 11:00 A.M. on a typical weekday with 239 spaces
occupied on-street and 2132 spaces occupied off-street. Most downtown parking facilities peak
at 11:00 A.M. - 1:00 P.M. during the day. Figure 3 illustrates all lots and block faces with
occupancies over 75%. Only eight block faces out of 54 exceed 75%, and all adjacent blocks
show low occupancies- meaning parking is available a short walk away. Not so common is the
extremely high usage of many private off-street lots - the M & 1 Bank, Associated Bank, Sentry
Insurance and Noel lots are heavily used - 90 to 100% during the peak hours - as is the Post
Office lot and, during court sessions, the County and City Hall lots. This points to the need for
additional convenient parking in the southeast sector of the study area.Clearly, there is no lack of
parking spaces overall.
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Table 4 - Peak Parking Occupancy
Type of Space Existing Spaces Peak Occupancy % Occupied
On-street 369 239 65 %
Off-street 3378 2132 63%
TOTAL 3747 2371 63%

Source: 1999 Parking Turnover Survey

Parking Turnover

Parking turnover is an important characteristic of parking usage since it is an indication of whether
valuable on-street spaces are being used efficiently. It may also be an indication of enforcement
activity of the time limit zones - low enforcement equals low turnover. Parking turnover is of
primary interest for on-street areas in the retail district since this is where one expects the majority
of short term parking ( 2 hours or less ) to occur. Good turnover on retail block faces should
exceed 5 vehicles per spaces per day. On other block faces a minimum of 3 - 4 vehicles per space
per day should occur.

It is interesting that only four block faces on Main Street have a turnover of 5.8 or greater. These
are in the area of predominant retail use. This factor indicates that there is healthy activity here,
but turnover rates on Clark Street are disappointingly low - 1.7 to 2.6 vehicles per space/day.
Overall, on-street spaces turned over 2.5 vehicles per space per day.

Parkding Durat
Parking duration indicates how long the on-street parker stays and is a prime determinant of
effective parking enforcement. The parking turnover survey allows one to calculate the percent
of the parkers staying for each of several time periods. Nationally, the division of parkers by time
limit is: 82% one hour or less; 10% one to two hours; 5% two to three hours; 2% three to
four hours; and 1% over four hours. The illustration that follows shows the duration of on-street
parkers in the Study Area as compared to the national average.

Typically, with on-street time limits there will be a higher proportion of short-term parkers and
a lower proportion of long-term (4 hours or over) parkers. Stevens Point has a higher proportion
of long-term parkers and a smaller proportion of short-term parkers (less than two hours). It is
apparent that long-term parking is occurring primarily on Clark, Strongs and Ellis Streets in the
2-hour time limit zone, but not on Main Street. An analysis of where the 2-hour violations are
occurring is depicted in Figure 4.

Time Limit Zones and Parking Violations
In order to pinpoint where overtime parking violations are occurring, it is necessary to know
where the time limit zones are. Figure 4 illustrates these areas. With the exception of a 15-
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minute time zone in front of the Post Office, the remainder of the time limits are two hour. The
parking violation rate for Stevens Point is 16% - well within acceptable limits,

Parking Enforcement

While it is important to have an adequate supply of parking uptown, it is even more important to
manage that parking well - and a very significant part of parking management is enforcement.
In Stevens Point the supervision of the police department. Enforcement of on-street parking is
done from 9:00 A.M. to 4:00 P.M. on weekdays.

One of the most abused and misunderstood parking regulations are time limits. Time limits are
necessary, particularly for on-street parking. Parking time limits and regular enforcement serves
to ration a scarce resource - convenient parking - and assures the maximum number of users
access to parking. Typically, a two-hour time limit is used which is the case in downtown Stevens
Point. Figure 5 illustrates the existing time limits in the study area. The best time limits are
consistent throughout the study area, so some revision in time limits will be recommended.

Consistency is important in parking regulation as well. The use of meters in only a few locations
causes confusion to shoppers and those using downtown streets just as short segments of one-way
streets cause confusion and frustration. We should strive to remove these frustrating factors.

ing E n

Time limits coupled with a regular, well structured enforcement program assures the maximum
number of happy parkers with the minimum number of tickets, The parking violation rate for the
time limit zone is 187 out of 1099 parkers daily or 16%. This violation rate is quite low and
indicates a good enforcement program.

One element of parking enforcement we were unable to evaluate is the number of overtime
parking tickets written. This information is important in determining the levels of enforcement
and the effectiveness of the enforcement program. Because enforcement personnel cover several
areas of the City, no separate breakout of the downtown area parking tickets or enforcement levels
was possible,

Promotion

There has been little promotion of the downtown parking system. We could find no newspaper,
newsletter or other articles covering parking issues.
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PART IV - RECOMMENDATIONS

Previous sections of this report have detailed background information on traffic and parking
including the perceptions of a variety of stakeholders, previous studies of the problems, and
research on current conditions. The last two parts of this report will present recommendations and
a schedule of short term and long term projects. While traffic recommendations are separated
from parking recommendations for clarity and ease of understanding, one must understand that
they are related.

Development Opportunities

Long range development opportunities in downtown Stevens Point are dependent on certain
changes in the traffic circulation system and the provision of parking. Perhaps the most pressing
needs are in the Clark Street corridor which has several significant office concentrations including
Sentry Insurance and Noel. While these major users can be a catalyst for development, what is
missing is a street that is inviting for pedestrian use and, therefore, retail use. High traffic speeds
coupled with a very wide pavement make this street uninviting to the pedestrian. The limited
amount of on-street parking is a further deferent.

The proposal to add angle parking on Clark Street will do several things: (1) it will slow traffic,
(2) it will add much needed on-street parking spaces, and (3) it will make the street more
pedestrian friendly. Slowing the operating speed to 20 mph is critical to encouraging pedestrian
interaction across the street. Angle parking will increase on-street spaces by 30+- and
encouraging retail development will stimulate pedestrian activity.

Another area of concern is the intersections of Center Point Drive and Second and Third Streets.
A considerable amount of valuable land has been taken for the intersection designs of these three
facilities. The interchanges are grossly "over-designed” based upon the traffic volume using these
facilities. Use of the south curb lane of Center Point Drive for parallel parking would slow traffic
and provide additional parking while the simplification of the Center Point/Water/2nd and 3rd
Street intersection areas could provide additional lands for development.
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Traffic Recommendations

As discussed in the review and analysis of background data, it is apparent that downtown is well
served by the combination of Center Point Drive, Clark Street and Division Street. It is very easy
to drive around the downtown area but no so easy to enter the heart of downtown particularly
from the east and southeast. Three projects are proposed to alleviate this problem.

eyver Miain § o the East Sid
It is proposed to open Main Street to westbound traffic. See Figure 6 . Main Street from Rogers
Street to Smith Street would remain one way to avoid creating a complicated intersection with
Rogers Street. Opening the east end would provide an opportunity for an entry feature, would
encourage more people to actually drive on Main Street and would expose more businesses to
traffic, thereby, improving the economic health of downtown.

The second major traffic change is to make Main Street two-way from Smith Street to Water
Street. This will necessitate widening a short block of Main street from Water Street to Second
Street. Changing from one-way to two-way will make traffic circulation in downtown easier to
understand, will improve the accessibility of individual businesses and will make Main Street more
active - perhaps increasing congestion (which would be a good thing!). There has been some
concern expressed about the loading issue and the fact that UPS, FedEX and delivery trucks
double park because they don't have a place to load off-street. To meet this need several loading
zones have been designated - one which is in the widened portion of Main Street and two which
already exist on Third Street Court but are marked no parking. These areas are already being used
for loading and so the change is a "formal” recognition of what is already happening.

The third change is the conversion of Strongs Avenue to two way from Main Street to Arlington
Place. This again addresses the confusion to motorists of the short segments of one-way streets
which make it difficult to circulate in downtown.

Angle Parking on Clark Street

Perhaps the most controversial change in traffic will be the addition of angle parking on Clark
Street from Water Street to Church Street (see Figure 7). There are several reasons to consider
this change: (1) operating speeds are too high on Clark Street and the angle parking will tend to
slow traffic down; (2) Clark Street is an important retail district that needs help - the addition of
angle parking will aid the development of retail businesses; (3) angle parking will provide
additional parking (as much as 30 additional spaces) in an area of high short-term parking demand.

Not everyone will support this change. Wisconsin DOT will likely oppose the change on the basis
that it will increase accidents; however, while some minimal increase in accident rates may occur
these are typically minor "fender-benders” and do not pose a serious threat. The reduction in
travel speeds will more that compensate for any potential accident increase. The increase in more
convenient parking will stimulate retail development on Clark Street. Furthermore, some increase
in congestion will be beneficial to the retail businesses on this street.
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Short Range Parking Recommendations

The parking recommendations are categorized in four parts: increasing parking supply; parking
permits and enforcement, residential parking, and promoting parking.

Parking Supply

While it is apparent that downtown Sevens Point has an ample parking supply overall, there are
some individual blocks that could use more parking. The most pressing parking needs are for long
term parking for employees. Therefore, most of the recommendations for additional parking
relate to long term users. Figure 7 shows areas where parking supply can be increased. Appendix
"C" contains more detailed sketches of individual lots. Each of the following paragraphs relate
to a specific user or block within the study area.

Associated Bank Lot - This is a major employer downtown that has two parking lots with 32
spaces. Recently a lot was acquired on Main Street with the intention of further expanding their
parking. A redesign of the Associated Bank lot with the newly acquired lot. The result is a 412
space lot with a net gain of 85 spaces (see Appendix "C."

Municipal Lot 1 - Currently, the City lot has 81 spaces. The acquisition of the service station
and the combination of the City and private lots would provide 198 spaces, a net gain of 117
spaces. Appenndix "C" contains a sketch of this lot.

Sentry Lot - The Sentry Insurance Company has two lots split by Ellis Street. Current plans by
the Insurance Company are to increase by 30 to 35 spaces the lot by expanding to the north in the
"park" and redesigning Ellis Street to allow parking within the public rights-of-way. Lot "C" and
Lot "D" contain 105 and 185 spaces respectively for a total of 290 spaces. A redesign of Sentry's
Lot "D" for 90° parking would provide 209 spaces and would close all driveways to Arlington
Street which would increase much needed on-street parking in front of City Hall. The
combination of the suggested redesign of both Lots "C" and "D" with parking allowed on Ells
Street could provide 30 to 40 additional spaces with no removal of the park (see Appendix "C").

Parking Permits - Currently, thirty parking permits for all day reserved parking have been issued
in Lot # 12. If the expansion and combination of Lot # 1 is achieved, we recommend the
relocation of permit spaces to this new location, thereby "freeing up" much needed short-term
parking in the Library block. In all cases, parking permits in municipal lots should be limited.

Parking Enforcement

Current parking enforcement appears to be adequate with about 16% of the time limit space users
in violation. This low rate may also be due to the plentiful parking available. As parking demand
increases, enforcement will need to be increased. It is important that record keeping be
streamlined - perhaps with the use of hand-held computers and that downtown tickets for overtime
parking be segregated from parking and traffic tickets issued in other areas of the City so that
progress in enforcement can be tracked and evaluated on a continuing basis.
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Residential Parki

One of the redevelopment goals is to have an active downtown at night. Downtown residential
uses on upper stories must be encouraged and developed. A barrier to this development is the lack
of parking for residents - particularly those living on upper floors in the eastern sector of
downtown. Provisions should be made to allow all night parking in the Shopko lot or some other
lot for upper story downtown residents.

Promoting Parking

One of the most discouraging facts of downtown parking is the lack of knowledge and
understanding by the general public of what is available. A recent nationwide survey indicated
that the fypical public's perception of downtown parking is: That there is not enough! Seventy-
five percent of the respondents to this national survey said there was a need for more parking;
yet in the vast majority of downtowns, there is an ample number of spaces. The public is simply
not aware.

Popular misconceptions from the survey include: (1) there is not enough; (2) parking is

inconvenient (not at the door); (3) it costs too much!; and (4) business owners and employees

are taking the convenient on-street spaces.

Most people who work and shop in Stevens Point are not aware that: (1) downtown has double

the number of spaces for towns of similar size; (2) only 63% of the spaces are occupied in the

peak hour; and (3) if employees park in off-street lots there will be more than enough spaces for

shoppers. We need to tell "the good news."

A series of articles on the positive elements of parking should be placed in the local print media.
. Stevens Point Has Over 3700 Downtown Parking Spaces - There Is One For You!

. Peak Parking Occupancies Are Low - Leaving Convenient Spaces For You - The
Customer!

. Time Limits Encourage Parking Turnover.

. Why Parking Enforcement Is Good.

. Getting Rid of the Parking Meters.

. New Parking Areas For Downtown Employees.

The recent article published in "FYI," the Uptown Lexington, Inc. North Carolina
Newsletter (see Figure 8) was well done and should be repeated in one of the local

newsletters and perhaps adapted to Stevens Point.
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To: Uptown Lexington Businesses
{Please share with your employees)

From: Uptown Lexington, Inc.

Date: December 22, 1998

or Your Information -
The Real Facts on Parking

PARKING - Parking is sometimes viewed as the key
to a revitalized business district. The truth is it will
not revitalize uptown Lexington, but it is a tool that
can encourage development if well managed. Man-
agement is the responsibility of everyone that works
uptown. It's ourjob to care enough about our clients
and customers, the ‘people that pay our wages, to
park in off-street spaces and leave the prime parking
to the people who are doing business with us.

Parking isimportant, but people don't come
uptown to park. They come uptown t0 do business
and if they can't find a parking space, then they won't
do business uptown. Remember, it's not just shop-
pers that are looking for parking, people visiting law
offices, banks, insurance agents, etc. all need to be
able to park too.

Uptown Lexington, Inc. is working towards
developing a long-term parking plan which can be
integrated into a business development and occu-
pancy plan, Our goal is simple - to develop retail
uses on the first floor to generate foot traffic, and to
develop service, professional, and residential uses
in the upper stories, These businesses don't depend
on foot traffic to stay in business, but they do desire
convenience, and easy access shopping and restau-
rants give them that convenience. Some believe that
in ten years, uptown Lexington will be all offices, If

Where are you y
parking today?

Your job depends on your customer,
And your custpmer expects convenient parking.

itis then uptown Lexington will be dead! Multiuse
(5 italize axi
Multiple uses creates multiple reasons for people to
come uptown. Itkeeps uptown alive and well.
Our parking goal is to manage parking for
the best development possible for Lexingtor and that
includes encouraging off-street parking for employ-
ees.
FACT: The parking spaces on the main streets
are the most frequently used in the city and are
turned over between 5 and 10 times per day. If
only five spaces are taken up by uptownemploy-
ees, this results in the displacement of 25 to 50
potential clients or customers each day. Please
leave those spaces for the people that ultimately
pay your bills and wages.

FACT: A recent study found that if a customer
came to town, parked for thirty minutes and
spent only $5.00, then left, and the stores were
open 40 hours a week, each parking space would
generate $17,000 a year in gross sales. Canyou or
your business afford to pay $17,000 a year for
ONE PARKING SPACE?

FACT: Customers today perceive aparking prob-
lem when they can not see their destination from
their parking space. We must all consciously
leave spaces open for our businesses and for our
neighbors business. Remember, the success of
your business is often influenced by the success
of your neighbors!

FACT: Customers and clients won't walk more
than two blocks, they'll just go elsewhere.

There will be a public hearing for the Parking
Ordinance to increase the parking fines from $2
to $5 on Monday, December 28, 1998 at 7:30 P.M.
in the City Council Chambers.

Uptown Lexington, Inc. ® P.O. Box 340 = Lexington, NC 27293-0340 « 336-249-0383

Figure &

PROMOTIONAL ARTICLE ON PARKING

Uptown Lexington Parking Management Study
John D. Edwards,P.E. Transportation Consultant





Another good resource for publicity on parking is the local governmental affairs public
access TV. Interviews with downtown officials relative to what is being recommended and
done on parking together with some "eye-catching” graphics could provide a greater
understanding of parking issues and solutions.

In conjunction with the newspaper and newsletter articles, a parking map should be
published which has shopper appeal and is devoted to telling the parking story. This map
should be printed in quantity and several copies supplied to downtown merchants and
employers for circulation to their employees and customers. A good example of a parking
map is shown in Figure 9.

Parking Marki { Signi

Another element of the promotions plan is the design and deployment of a parking sign
system. This system is composed of trail blazer signs which direct the motorist to off-
street lots, and site signs which are located on each off-street site or facility which tells the
potential parker the type of parking. Examples of good sign design are shown in Figure
10.

Long Range Parking R lati

Many of the parking recommendations in the previous section are low cost, east-to-do
projects. These projects will meet immediate needs and will stimulate short-term
development but may not meet major future needs such as long-term parking for Noel,
Court and employee parking for an expanded County and City Hall work force. Since
there is no open space except for parking lots on the south side of downtown, it will be
necessary to consider structured parking if major expansion of private and public activities
occur,

There are several opportunities for structured parking in the area. Figure 11 illustrates
potential sites. Site "A" is over the existing Sentry lot. This could provide 118 spaces per
level and would allow most of the existing parking to remain.

A second alternative, Site "B", may be a structured facility over the current City and the
County parking lots. This site will be more difficult to use but is still a viable alternative.

Site "C" is located immediately north of the County Annex over the County's parking lot
and also using part of the green space immediately north of that lot. This is a more
efficient design than the previous one and would allow 133 spaces per level.

With expansion of City, County and/or private office facilities, it is clear that additional

long-term parking will be needed to serve that parking demand.
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Addendum
Exhibit F: Sample Public Input Priority Ballot

Centerpoint (Downtown) Stevens Point, Wisconsin

August 2001
Please indicate your preferences as to initiatives:
High Prioril Low Priority
1. To forge a stronger link between the riverfront and Centerpoint. 1 - 2 - 3 - 4
= Access and signalize Main Street at Water Street
»  Expand cultural uses along the river front
2. To acquire properties to encourage new developments in Centerpoint. 1P - 2 - 3 - 4
= Public support of bonding issues
3. To encourage a variety of housing opportunities adjacent to Centerpoint. 1 - 2 - 3 - 4
= Apartments over retail
=  Live-work spaces
= Row-houses
4. To retain the Centerpoint employee base. -2 - 3 - 4
= Create structured parking to meet Sentry / Noel and City-County needs
= Expansion of employer parking Main & Smith Streets
5. To undertake traffic changes to facilitate access to Main Street Po- 2 - 3 - 4
and restore the street grid.
= Two-way traffic on Main Street
= Direct access from Center Point Drive to Main Street
= Two-way traffic on Strongs Ave. from Main to Arlington Place
6. To enter into partnerships which lead to consistent improvement and P - 2 - 3 - 4
maintenance of public spaces in the Centerpoint area.
»  Stepped-up police protection to prevent vandalism and property damage
= Weed and graffiti control
= Enhance the safety and security of walk-through corridors
7. To encourage beautification of the Centerpoint area 1 - 2 - 3 - 4
= Remove kiosks and upgrade street furniture and amenities.
= [nstallation of street lights to match Clark Street bridge
=  Farmer’s Market design improvements - canopy and furniture
= Additional landscaping elements to the Shopko parking lot
8. To enhance the use of Centerpoint area public and private parking lots 1 - 2 - 3 - 4

= Remove parking permits from the Library Lot and relocate to Lot #12
=  Combine and redesign public and private parking lots at Third and Water Streets
= Allow all-night parking for Centerpoint residents in the Shopko ot

9. To encourage the upkeep of the historic character of Centerpoint buildings 1 - 2 - 3 - 4
= Create additional incentive - low interest loans
= educate property and business owners as to historic district guidelines

10. To create a comprehensive, unified approach to marketing Centerpoint 1 - 2 - 3 - 4

=  Undertake public relations and image strategies
=  Establish and execute a calendar of retail sales, special events and celebrations

Thank you!

Downtown Professionals Network Sample Public Input Pricrity Ballot
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Centerpoint Directions Plan

Stevens Point * Wisconsin

Addendum

Exhibit G:
DPN and Team Member Profiles

The Downtown Professionals Network (DPN) is a consulting group and an umbrella firm for highly
experienced downtown management, development and redevelopment specialists. DPN consultants
collaborate to provide tailored services and results-oriented strategies that meet each community’s
1- needs and capitalize on its unigue opportunities.

Our innovative services and programs provide a canvas to create, a forum to dream, and a process to
think, plan and act strategically.

Downtown Professionals Network
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DPN Firm and Stevens Point Consulting Team Profiles

Downtown Professionals Network (DPN) is a Chicago area based consulting firm and umbrella organization for
highly experienced downtown management, development and redevelopment specialists. DPN consultants
collaborate to provide tailored services and resulis-oriented strategies that meet each community’s needs and
capitalize on its unique opportunities. DPN clients include local, state and national downtown and community
economic development organizations, non-profit groups and private businesses.

Dale Helmich, CMSM
Dale Helmich, Ltd.

Dale Helmich is a private consultant in economic and community development. She was formerly a senior program
associate with the National Trust for Historic Preservation’s National Main Street Center, Washington, D.C. She has
more than fifteen years of professional experience working and consulting with a wide variety of businesses and
development groups.

At the National Trust’s National Main Street Center, Dale Helmich assisted over ninety communities in nineteen
states and Puerto Rico. She also worked at the local level in Minnesota as a municipal director of development, a
community development specialist for a regional economic development corporation, a consultant to the Small
Business Development Center, and as a Main Street program manager. She served at the state level as a private
consultant in downtown revitalization and as interim state coordinator.

Dale Helmich holds a Bachelor of Arts Degree in Sociology and Psychology. She was the first to graduate from the
Main Street Certification Institute in Professional Downtown Management, part of the National Trust for Historic
Preservation's National Main Street Center in Washington, D.C.

Terrance S. Rathburn, CCIM, CRB
West Forty Realty

Terry Rathburn is the owner/broker of West Forty Realty in Rapid City, South Dakota. His real estate experience
has spanned twenty five years and has included experience in corporate investment acreage disposition; rural
property disposition; mineral property acquisition and consultation; surface water right acquisition and assemblage;
office building brokerage, leasing and management; real estate portfolio leasing and management; and real estate
investment analysis and appraisal for individuals and corporate clients. He has conducted appraisals for financial
institutions and attorneys and assisted in the rehabilitation of historically significant properties. He has served on
numerous Main Street program resource teams and technical visits.

Terry Rathburn has over 1,000 hours of professional classroom instruction experience in the field of real estate and
holds a Bachelor of Science degree from South Dakota State University. He is a designated Certified Commercial
Investment Member and a state certified general appraiser.

Michael Schroeder, RLA
Hoisington Koegler Group, Inc.

Michael Schroeder, Vice President of Hoisington Koegler Group Inc. (HKGi) is a Landscape Architect with more than
fifteen years experience on a wide range of projects, including community and urban design studies, streetscapes, master
planning, redevelopment planning and site design. His past work includes projects in the public and private sectors
throughout the Midwest and cities across the country.

In addition to his work with HKGi, Michael Schroeder is an active volunteer with the Minnesota Design Team. He has
served on more than twenty community visits, and as treasurer and chair of the organization. He served as project
coordinator for the development of the Design Team's Community Manual (used by communities as they prepare for the
Minnesota Design Team's community-based design process), which received a merit award from the American Society of
Landscape Architects in 1992.

HKGi was established in 1982 with a practice that focused on urban and regional planning. The firm has evolved to the
point where projects are balanced between the disciplines of planning, landscape architecture and urban design. HKGi
currently has a staff of ten landscape architects and two urban planners.

Downtown Professionals Network DPN and Consulting Team Member Profiles
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