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EXECUTIVE SUMMARY

This report summarizes the findings aedommendations for the revitalization of the
Broadway Market in Buffalo. To spur the rkat’s continued expansion, this achievable
strategic plan calls for both a#gd re-investment and creatimgw market attractions with
the specific objective of eating financial self-suffieincy, innovative and quality
merchandising, and a renewed sense of plagged®ifor Public Spaces, Inc./Public Market
Collaborative (PPS/PMC) has determined Biatadway Market is an undervalued
community institution with great potential tmce again become a vibrant economic and
social center for the region.

One of the largest and oldest public marketheUnited States, Broadway Market -- at the
heart of the Broadway-Fillmore neighborhood 1dd years -- is in need of significant
maintenance and capital improvements to entigenarket to compete effectively and to
become, once again, an attractive and vialdegfor vendors and customers alike. While
the market is slowly losing market share, iwésy much alive. It must attract new shoppers
who have never frequented the market wimdback those customers who have stopped
coming -- or who only visit the market duritfte Easter season when the market does the
bulk of its annual sales.

The spirit of the market is thankfully irga although hobbled. The market is a revered
institution treasured by its loyalientele. The history of the meet is strong and future plans
must be sensitive to preserve its special character while enhancing its competitiveness. For
the long term, the market cannot rely on it$ cdharms alone, however, and must take bold

and decisive steps to ensure its vitality into the future.

Realizing the untapped potented Broadway Market, the Badway Market Management
Corporation selected PPS/PMC to assessubent problems anagpportunities for the

market and develop a strategic plan to guiisleevitalization. Over the past 20 years PPS
has worked with nearly 700 communities thrbagt the United States and abroad to help
make their public spaces more active, ativacttcomfortable, usable and economically
viable. PPS formed the Public Market Colledttve in 1987 to furthethe preservation and
establishment of public markets through research, education programs, and assistance to
communities in market development, renewal and operations.

Buffalo is part of a nationatomeback for public markets igeneral. Public markets in
Philadelphia, Baltimore, Seattle, Lancaster (Rmjl Los Angeles arelaxamples of market
halls and districts largely buittver 50 years ago which areeperecently redesloped and are
thriving today. New market halls have bedveloped in Vancouver (B.C.), Toledo (Ohio),
Portland (Maine), Moné&al, Nashville, Little Rock- and are soon to op&m Asheville (N.C.)
and Burlington (Vt.). Historic markets in Sfouis, Rocherster (N.Y.), and Detroit are both
planning major redevelopment programs.

The reasons for the renségice of markets, one of the old@stl most universéorms of retail
trade, are diverse. Public rats are valued becseithey create common ground in the
community, where people feel comfortableriix, mingle, and enjoy the serendipitous



pleasures of strolling, socializing, people-watghand shopping in a special environment.
Moreover, public markets are an effectivep@ support local ecmmic development and

small businesses in their citAs a means for the distributiai needed goodsnd services,
market merchants and vendors provide farm frastsfand vegetables, ethnic foods, crafts, and
personal services that are oftemavailable elsewhegd the same el of quality variety, and
price. Public markets, witimeir emphasis on ¢ally-grown, locally-mad, and locally-owned
businesses, accentuate the qualitiesrirake their community special.

The goals of this plan are to make Broadway Market:

To

Financially self-sufficient into the foreseeable future for its operations;

A centerpiece for local economic demeient in the neighborhood and the city;

A more attractive shopping destination whaan perform effectivgland creatively in
today’s competitive food-buying environment;

A public place that accommodates the diversitthe Buffalo population and reflects its
unique cultural identity; and

A source of new jobs for city residents ar&lv businesses sellingclally made products.

achieve these goals, Broadwayrktt Managment Corporation should:

Expand the reasons for peoplectame to Broadway markePriority should be given to
taking advantange of the 100,000 squaredéspace in the market and building on its
Easter tradition. The market should coafige in May with spring flowers and bedding
plants; in the summer and fall with the FamMarket; and at Christmas with Buffalo’s
best holiday market. New permanent tenahtsuld be recruited for the market as well,
including more vendors selling produce, @megd foods, and ethnic foods, as well as
more busineses doing on-site productionooitf products (as some vendors already do)
for wholesale as wieas retail trade.

Improve the design and appearance of the markete market does not need a complete
renovation, but does require substantial improvements to make it competitive with local
Buffalo supermarkets which are investing millions to improve their displays and appeal.
To improve the visibility and merchandisiagBroadway Market, design enhancements
— lighting, signage, displays, etc. — are rezktb give sparkle and drama to market
businesses and the market building as a &hadlhe layout of the market should be
modified to cluster food and non-food businasaed to make better connections between
the new Save-A-Lot Supermarket — @sessful new venture in the market.

Create a Market Square on Broadway:he vast parking lot in front of K Mart has
potential to be a community square, anddove as the site farnew outdoor farmers
market. Enhancements to Broadway will give market greater visibility and a stronger
connection to the neighborhood.

Change market operating practicesthis report presents numerous recommendations
with regard to leases andhetr operating practices that aéways to increase market
icome without being a burden to existing tesantMarket hours should be expanded. To



stretch the marketing budget, the market sthoplen to outside users as a promotional
venue, so that profit and non-profit growed tap into their own budgets and
supplement the publicity of the market.

Establish the Broadway Market Foundatiomhe market needs a fundraising arm, a type
of “friends” group, which can sponsor everits)draisers and a h&ge center at the
market — building on the considerable goatl the market has in the community.

Expand the market’s role meighborhood revitalizationThe market can play a key role
in economic development and housing ren@mratind expansion in the neighborhood, as
well as leverage its management expettsendertake basic maanance activities in

the Broadway Fillmore district. The marketuld be the heart of a “new” neighborhood:
Broadway Market Village. A Business pmovement District, with a modest budget,
should be investigated, as well as a partmpraith the NFTA, Bufélo’s transit agency,

to see if a transhub could be created at the market.

Broadway Market Managment Corporation carextomplish this alone, however, but must
involve other key players:

The City of Buffalg as owner of the building, shausupport capital improvements,
recognize the role that BMMC can plenyboth the city’sand the neighborhood’s
revitalization, and work witBMMC to modify the market'¢ease, as suggested in this
report;

Market tenantsshould work with BMMC to upgragsignage, produdines, lighting,

and displays at their stalls, be open to meays of doing business, and become stronger
partners in the promotion of the market; and

Broadway Fillmore neighborhoahould solidify itspartnership wit BMMC to enhance
the safety and attractivenesfsthe neighborhood and to bringw housing development.

The basic ingredients for the revitalizationBybadway Market are already in place — a

committed management team, an established location, a base of loyal customers and vendors,
and a neighborhood working actively to improve its quality of urban life. What is needed is a
capital budget to address the physical needlseofarge market, creative merchandising to

serve the needs of a diveysifg population, and entrepren&aimanagement to pull it all

together.

While this report is comprehensive in scopetifer development is necessary to prepare a
final design and merchandising plan for the markThis work should include developing a
construction estimate, as wellfasancing and phasing plan.



INTRODUCTION

This document summarizes the findiraggl recommendations for the continued
revitalization of the Broadway Market in Buffalo. To splue market’s expansion, this
achievable strategic plan calls for both calpié-investment and creating new market
attractions with the specifmbjective of creating financial Besufficiency, innovative and
guality merchandising, andranewed sense of place.

The Broadway Market is the only remaining indpablic market in the City of Buffalo, and
has been at the heart of the Broadway-Fillmore neighborhood for 111 years, providing the
area with food, culture, entertainment, and sgras a community gathering place. The
100,000 square foot market — one of thedatgndoor public markets in the country —
houses nearly 50 businesses is the region’s fblargest shopping center. The market
functions both as the social and econooenter of the Broadway-Fillmore neighborhood.

Due to changing demographics and deficreanagement, the market sustained over a
decade of operating deficits during the 1980’s and early 1990’s. Currently managed by the
Broadway Market Manageme@orporation (BMMC), a 50{c)4 corporation with a
professional staff of eight full time peopléhe market has made considerable progress in
recent years. Vacant space has been leagestnotably to the Save-A-Lot supermarket;
maintenance has been improved; the BMMCrdeas been restructured; and the Easter
season has continued to grow in popularity al@es in management also resulted in the
trimming of operational costs,flecting the decline in daily aiomer traffic over the past

few years. To cover operating costs, the market was forced to allow a number of non-food
vendors, for example, to the market floorigéhdetracts from the traditional food buying

focus of the market. Today, the market is $jolesing market sharand must attract new
shoppers who have never frequented the mank@to win back those customers who have
stopped coming — or who only visit the market during the Easter season when the market
does the bulk of itannual sales.

A beloved Buffalo institution, Broadway Markistin need of sttagic repositioning to

enable the market to compete effectively amtlecome, once again, an attractive and viable
place for vendors and customers alike. Rewdjithe potential of Broadway Market, BMMC
asked Project for Public Spaces, Inc./ Pullarket Collaborative (PPS/PMC) to assess the
current problems and opportunities for the madget develop a strategplan to guide its
revitalization. Over the past 20 ye®BS has worked with nearly 700 communities
throughout the Unites States and abroad lp make their public spaces more active,
attractive, comfortable, usalded economically viable. PPS formed the Public Market
Collaborative in 1987 to further the presergatand establishment of public markets through
research, education programs, and assistance to communities in market development,
renewal and operations.

The goals of this plan are to make Broadway Market:

e Financially self-sufficient into the foreseeable future for its operations;



e A centerpiece for local economic despinent in the neighborhood and the city;

e A more attractive shopping destination which can perform effegtavad creatively in
today’s competitive food-buying environment;

e A public place that accommodates the diversitthe Buffalo population and reflects its
unique cultural identity;

e A source of new jobs for city residents ar&lv businesses sellingclally made products.

This plan is a result of site and documeneagsh as well as meetings and interviews with
members of the BMMC staff and board.

Public markets, once a dominant forceand distribution, have much greater competition
today and must be able to compete vigoroustia efficient and effective operations. In
times past, markets were practically guagadta steady stream of customers. Today,
however, the competition for the food dollar iteimse. A public market has an inherent
competitive edge with its ability to providenade array of specialty food products, personal
service and an atmosphere tlwinviting and exciting.

Under this plan, Broadway Market will agairopide a positive attraction for neighbors, city
residents, suburbanites and visitors. Markeg¢sone of the few places where people of all
backgrounds come together and share a conaxparience. Properly positioned, the market
experience is one of the great joys of urli@n The success of the market will naturally

lead to increased renewal of the region’s central urban core and the Broadway Fillmore
district in particular.

The basic ingredients for the revitalizationBybadway Market are already in place — a

committed management team, an established location, a base of loyal customers and vendors,
and a neighborhood working actively to improve its quality of urban life. What is needed is a
capital budget to address the physical needlseofarge market, creative merchandising to

serve the needs of a diveysifg population, and entrepren&aimanagement to pull it all

together.



ECONOMIC POTENTIAL

What is the potential for Brolsvay Market to capture addtial food sales to support its
revitalization plan? This ggéon is obviously critical tainderstanding how to increase
income for the market to undertake the strategpositioning described in this report.

The share of the total food sales that Biwway Market does anchn attract depends upon
many factors. These factarelude, but are not limiteat the amount of product offered,
how accessible the market istte consumer, and how well the market promotes itself.
Unfortunately, comparable market shares fiathrer public markets are not well documented
because vendors at most markets througth@ucountry do not report sales volumes.
Nevertheless, PPS/PMC can estimate a margetantial using sophisticated probability
modeling to predict sales. This model estesawhat share the Broadway Market has the
potential to obtain considerirgiher choices people withthe trade area have for buying
food.

Broadway Market’s Primary Trade Area

Based on examination of the population densitresraatural features in Buffalo such as the

road system and major train yards, PPSIPi¢lieves that the three-minute drive time,

which is about a one mile radius, will represent the 60 percent trade area for the market. This
area is also confirmed with oanalysis of 163 “raffle ticks” where people wrote their

addresses: 60% of those who filled out couporediiwithin a three-minetdrive time of the

market.

PPS/PMC believes that the five-minute drive ticoatour represents a trade area reflecting
where 85 percent of the regular customers wiél.li The five-minute drive time represents a
two to three mile radius from the market. lingortant to note, howev, that from surveys

of market customers during Easter, the BraaglMarket draws people from a much larger
area. Indeed, half of its cashers come from beyond the city limits. (See appendices for the
1998 Broadway Market Easter Shoppers Survey.)

For purposes of our analysis, we have used& mmnservative trade area to estimate sales
potential based on the “everyday” use of the market.

Demographic Analysis of the Broadway Market Trade Area

As part of this study, key demographics of ttaele area have been examined. This analysis
includes population density, @sage household income dibtition, aggregate income and
estimated change in future buying power.e3dfindings, which are presented below in a
series of maps, show that the future incomeegeimg potential within the trade area is very
limited — and if Broadway Market is togsper, it must expand this trade area.



Population Density

The first map shows the distribution of pogtibn density around thearket. Population
densities of more than 2,500 people per sgjudle are considered urban. Population
densities of around 7,500 people per squake ane usually highrugh to support such
urban services such as buses. Whensities reach 15,000 people per square mile, many
believe that this is sufficient to support retail at the pedestrian level.

The areas immediately westtbe market have high urban densities equivalent to 15,000
people per square mile and muadtthe area within a two-min@tdrive time of the market
has a high urban density. Within the threigute drive time contour, the Broadway Public
Market has 47,278 people living in 20,667 householghin a five-minute drive time, we
found 129,249 people living in 55,900 households.

Aggregate | ncome

Aggregate income is a measure of buying poavet reflects populatiodensity and average
household income. Because of high urban itiesssome areas around the market rank in
the top fifth of Buffalo metropolitan area buying power. However, the highest
concentrations of buying power are found aloregehst side of Buffale outside the five-
minute drive time.

Average Household I ncome

The average income within the three-mandtive time is below $25,000 and the average
income within the five-minute drive time is about $30,000. This is considered low income.
The federal government defines low income as 80 percent of the median metropolitan area
income, or $35,500.

Projected Change in Buying Power

Retailers want to be in area$ere they expect to see grovithboth income and population.
Areas that decline in buying power are areas Will likely see commercial blight. Urban
Decision Systems (UDS) projects that withie five-minute drive-time this area will see a
decline in buying power over the next five yeaMost of the area within the five-minute
drive time, except for the areas southeast @htlarket, are also pegjted to decline in
buying power. Within the three-minute dritmne contour, UDS expects the buying power
between 1998 and 2003 to decline by $2.1 million and within the total five minute drive
times, UDS expects buying power to decline by $1.9 million. The major cause of this
projected decline will be a result of bgibpulation and household loss within these areas.

Race and Ethnicity

Race and ethnicity do not affect buying powart they do reflect food tastes. The
demographic data based used for this amatyacks only Black, Hispanic Asian, American



Indian and White races, so we do not haveraprehensive analysis of all ethnic groups. In
mapping the Black population, we found that BroagwWlarket is at te edge between areas
that are more than 50 percent Black andeftbat have fewer thapercent Blacks.
Although the Asian and Arab population are m@dly growing, demographic companies
have not yet been able to count thesmigs. The 2000 Census will provide the first
opportunity to quantify their presence in Buffalo.

Sales Potential Estimate

PPS/PMC used a spatial interaction gravitydeldo estimate the sales potential of the
market. This model allocates a market sha@ltarge food stores within the primary trade
area of Broadway Market. diso accounts for the limited howasd days of operation for the
market and adjusts for food sales that occunoatsupermarket locations, including “corner
stores.” The market share allocation is bagsuh the size of the comjitéon (i.e., its variety
of offering or choices) and the distances eaddfalternative is from the centroids of areas
equivalent to census block groups (i.e., thevenience of the food store). The model then
applies the market share a&gion to the amount spent bguseholds on fresh food items
that public markets typically sell.

Based on this model, REPG estimates thaBtimadway Market has the potential to capture
more than $10 million in sales.

Implications for the Strategic Plan

Currently, Broadway Market has approximat2,000 gross square feet devoted to fresh
food items, excluding the Save-A-Lstiore of 16,300 square. Iretimodel, when the size of
the fresh food component was increased,nbdel did not forecast any additional sales
from the primary two-minute drive time tradesa. This means that the market at 25,000
square feet reaches its maximumepial for the primary trade area.

In order for Broadway Markeb increase its sales it must be able to establish a larger
primary trade area. This means that the Bnay Market needs to establish a new broader
constituency than just seng as a neighborhood grocery store.

It is important to note that éhsupermarket competition in Buiifais growing more intense.
Indeed, a new Wegman'’s on Alberta DriveAimherst is designed to look like a public
market, has a “European style” market cafefessional chefs giving out advice, and many
specialty food products and take home prepaesds. Tops Supermarkets are also planning
more smaller stores, with prepared foadsl upscale food products, and is planning on
spending some $50 million on its Buffalo-area stores in the next two years.

One of the major hurdles to broadening thenpry trade area are the limitations placed by
the geographical boundariasound the present trade area.e Tail yards to the south and
west provides a significant psydbgical barrier. The existingtreet system in Buffalo does
not make traveling north and south easy, adsare designed to move traffic to and from
downtown with radial streetsahprimarily run east and west.



One opportunity is to look at the areas nattthe market following Humboldt Parkway. The
areas along Humboldt Parkwagpeear to be under-served ahe Broadway Market has the
potential to increase its salestitan be successful in broadegiits appeal to this area.
Selecting merchants that meet this popatdt needs, providing signage from the Parkway,
and advertising in this areae ways to achieve a matiey niche with this broader
constituency. As recommended in this stratqu@n, it is also impdant to establish new
attractions — such as a greatly expanded fasmmearrket at Broadway Market — to provide
unique offerings that arnot now available.



ABOUT PUBLIC MARKETS

Public markets are -4n general -- making a comeback American and Canadian cities.
.Markets in PhiladelphjeBaltimore, Seattld, ancaster (Pa.), and Lésgeles are examples of
market halls and districts largely built over yars ago which are beescently redeveloped
and are thriving today. New market hallsséddeen developed in Vancouver (B.C.), Toledo
(Ohio), Portland (Maine), MontreaNashville, Little Rock — andre soon to open in Asheville
(N.C.) and Burlington (Vt.).Historic markets in St. Louis drDetroit are both planning major
redevelopment programs.

At the same time, public maets in the open-air, includingnany farmers markets and craft
markets, have sprung up in ctithroughout the country, atttexg people back to the public
spaces of their downtowns and neighborhodisether in the form ofveekly outdoor markets

that convene only in the warmonths, indoor market halls thaperate every day year round,
or entire market districts, aumber of American cities arfnding that public markets are

providing an effectivstrategy for revitalizig urban communities.

The reasons for the renaissancenafkets, one of the oldesticamost universal forms of retail
trade, are diverse. Cities loogirto bring consistent activity ttheir public spaces are using
regularly scheduled markets to transform strg@#teas, and parking lots into bustling "people
places," alive with vitiity and commerce. ublic markets are valuebecause they create
common ground in the camunity, where people feel comfdsta to mix, mingk, and enjoy the
serendipitous pleasures strolling, socializing, people-watching, and shopping in a special
environment. Others see public marketsaas effective way tosupport local economic
development and small businessetheir city. As a means fdine distribution of needed goods
and services, market merchants and vendors provide farm fresh fruits and vegetables, ethnic
foods, crafts, and personal seescthat are often unavailables@ihere at the same level of
quality, variety, and price. People are redisdogethat public marketsyith their emphasis on
locally-grown, locally-made, and locally-ownédisinesses, accentuate the qualities that make
their community special.

What is a Public Market?

The term "public mark&thas changed in meang over time and still diffrs between places.
Traditionally, in the United &tes, a public market has bedgfined as a municipally-owned
and operated building where vemd sell fresh food from open stalls. While some public
markets still match this definitionpublic markets nowome in many shapesd settings, offer

a wide range of different products, ande anwned and operated by various types of
organizations, not just city governments. dddition to the old-fashioned public market
buildings, public markets alsmbrace many farmers marketsaft markets, and even some
flea markets. Public market districts, whichn incorporate the elentenof these types of
markets along with more traditidmfarms of retailing, are a partitarly exciting type of public
market, as well.

What distinguishepublic markets from other types of redd retail activityare the following
three characteristics:



e Most importantly, publicmarkets must have public goalf2ublic goals give a defined
economic or social developmentrpase to the market activity.

e Secondly, public markets arechited on and/or create an palspace in tB community.
This is the visible aspect ofraarket: the creation of an inviting, safe, and lively place that
attracts a wide range of people. As an d¢ifeqplace where people rjipublic markets can
become the heart and soul of a comnynis common ground, a place where people
interact easily and a seitj where other community activities take place.

¢ Finally, public markets are made of independent businesdbat are operated by their
owners, unlike the ubiquitous franchisesttldominate retailing today. These business
owners are locally or regionally based. ik not unusual for sne farm-based business
owners to travel one or more hours to tged market. These coup farmers and seasoned
producers provide a ready soumfevendors that work well with local entrepreneurs and
start up ventures.

A public market ca only achieve stabilityral provide sigriicant benefits ovetime, however,

if it is operated in a business-like manner angsgdar the full cost obperation within the first
several years of start-up. Beesa of their focus on fulfillingoublic goals, public markets
typically require assistance to cover the costtart-up or capitaedevelopment.

This emphasis on the business aspects of developing and running a public market should not
diminish the importance of community benefitg practice, the market sponsor must artfully
blend the economic imperativesthvthe greater good. Market magers face the difficult task

of balancing the market's publgoals with the hardosed economic retés of developing a

viable, competitive, and self-supporting busmectivity. In general, social benefitsmfblic

markets come from economicesgth, not the other way around.

A market that succeeds financially amdich is pumping money into a neighborhood
achieves these public benefits by creating:

e local business staup opportunities;

e local jobs;

e regular commercial activity making a neighbood more conducive to doing even more
business;

e a safer environment and a social center of the community;

e business opportunities for others whould like to locate near the market;

All of these benefitshelp to stabilize and enhaneeighborhood commercial districts,
helping them to regain their historic role as community centers and reinforcing broad
revitalization goals.

Note: This section was adapted from Projmt Public Spaces' book, Public Markets and
Community Revitalizatignpublished in 1995 witthe Urban Land Institute.




ISSUES AND OPPORTUNITIES

The repositioning of Broadway Magkrequires modifications to all aspects of its facility
and management:

Merchandise Mix

Design and Layout
Marketing and Promotion
Market Operations
Neighborhood Revitalization
Lease Agreements

Each is described in ddétm the sections below.
MERCHANDISE MIX
Issues

Broadway Market is a very laggacility especially comparealith other public markets in
the U.S. With 100,000 square feet of greigace and about 48,00§usire feet leasable
space, the market — especially given the deapigcs of its trade area — is faced with a
unique challenge for filling up the space. Cutiygrabout 15% of the leasable space, or
7,000 square feet, is vacant.

Only during the two weeks prior to Eastethe market full to cagrity. Buffalo police
estimated that the market attracted 600 $idfppers in Easter, 1998. During this period,
temporary vendors fill the spaces that are mtise vacant or underutided the rest of the
year.

Given the size of the facility, BMMC has takan aggressive approach to leasing space.
When the Tops Supermarket that had locateétle market for yearclosed in 1997, BMMC
recruited Save-A-Lot, a discouspecialty supermarket that drawnegionally, to the market,
leasing about 16,500 square feet of spacee iMipact of Save-A-Lot, which opened in late
August of 1998, has been positive, althoughotberlap between market vendor and Save-A-
Lot customers has not been strong due tddtation of Save-A-Lot’s entrance, different
operating hours, and thadk of joint promotions.

A large amount of market space ( about 10,0048ased to neighborhood retail and banks,
and other non-food uses, primarily along the Braagivontage. This helps create a critical
mass of retail for the neighborhood, while contributing to the market’s bottom line.
However, the identity of the market sufférsm the Broadway entrance, since fresh food
vendors are not directly visib&ather to the street or em after entering the market.

While the market’s current square footagaded to fresh food (approximately 25,000 square
feet) is about the right sizé fnight eventually increase #s market trade area expands),
the merchandising mix needs to be strengthenedder to create a singer critical mass of



food tenants. Butchers and to a lesser extemrbaare the anchorsut others (especially
produce, fish, poultry, and deli items as welpaspared foods) are weak In a survey of
market shoppers during Easter, 1997, two thirdb@khoppers surveysdid that they came
to the market for meats, poultry, and bakedds; in the 1998 surye70% purchased meat,
65% baked goods, and 34% candy.

The food mix does not reflect tigeowing ethnic diversity of #ncity. For example, there
has been an influx of Asians into thegtgiorhood (including Vietnamse who are building a
Buddhist Temple a block from the market), yetrthare no stalls selfjnrAsian products. In
the Easter, 1997, survey, over 40% of shopgaicthat differentypes of ethnic foods
(Italian, Mexican, German, and Chinese) woulkenthey come to the market more often.

Many vendors at Broadway Market run both redsitl wholesale trade. Given the amount of
space in Broadway Market, encouraging additional wholesale-retail ventures will help
broaden the mix and attraction of the markaprove the economics of running a stall, fill
space that is difficult to lease, anepide business incub@ opportunities.

Farmers selling what they grow directlydostomers are key anchors of most successful
public markets. Farmers markets create@ngtattraction for customers in the summer and
fall, and often farmers also sell flowers anddieg plants in the spring as well. In the 1998
Easter shopper survey, 37%regpondents said that a farmerarket would make them visit
the market more often. The farmers markd@ratadway Market has declined to the point
where it is down to two farmers. BMMC fiaeen actively explorg the potential of
reactivating the market, and possibly relocatirig the K Mart lot on Broadway, and has
received considerable interest from farmers.

Non-food vendors are mixed in with food vendorsuitng in a lack otlarity for shoppers.
In addition, many vendors do not carry autheataft, or products #it they themselves
make.

Outside of the main market ground floor, othegéasections of the market are vacant or
underused, including the cellar, parking garagd, raof. The cellar has several full rooms of
dead storage from defunct city agencies. féking garage is used only to capacity during
Easter, and the top floor is closexkcept during that period. Mgseople park on street level.
While elevators would be required, developing leasable uses for these spaces over time
would help the market’'s bottom line. For exde, it is technically feasible to enclose a
portion of the 2nd floor (with itbow ceiling) by running mech&al equipment on the roof.

Opportunities

Broadway Market has a sigrifint base upon which to expand its merchandise mix. Easter
is still strong and can be built upon, and therket should consider working with vendors
who wish to lease during Eastercommit to space at othemigs of the year as well.

BMMC has already encouraged vendors to usgdfas a “start ugderiod to generate

income to invest in permanent stalls. Ancterants are committed to the market, and could
potentially expand into other missingweak merchandise components.
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The following food categories shoubé strengthened at the market:

Produce

Deli

Fish

Prepared Foods
Ethnic Foods

To expand the mix of fresh food products, BMMC should:

e Tap Buffalo’s ethnic populations, who produtieerse food products for the city’s many
ethnic festivals;

e Focus on food products which are made in Buffalhach could be featured at the market
(cheese, condiments, and even Buffalo wings);

e Create a major farmers market, preferdbtated on the K Mart lot, and operating
Saturday and perhaps other days of thekwa® well. Another option for expanding the
produce/flower component would be woperate with the Clinton Bailey outdoor
wholesale/retail market, whiaghay be looking for a new home;

e Encourage on-site production of fresh fooddarcts, which can be sold wholesale as well
as retail. This would be along the same as EM Chrusicki Bakery and Famous
Horseradish are currently doingthe market today. Oth&vholesale/retail/producers
could include catering kitchens, barbequealtry and meats, coffee roasters, pickle
makers, tortilleria, fortune cookie makers and other small scaeiadfy producers that
could have a retail component that would strengthen the market.

e Expand prepared foods, but to maintain a@aso that the market does not become a
food court — either by restriofy the total number of prepat food vendors or by limiting
the amount of prepared foods any one vendor can sell; and

e Upgrade the restaurant space into a facility tisats the fresh food from the market in its
menu, with special focus on creating the bestaikfast in Buffalo — an attraction in itself
on Saturday mornings.

In order to create a balance of food and famd uses, it is important to cluster non-food
vendors in special areas of the market. Thefood-uses are also an opportunity to create
vending spaces for residents of the markeghi®orhood. In general, an emphasis on locally
produced goods and crafts should be pursueds Wik add to the uniqueness and interest in
the market as a destination td gangs you cannot find elsewhere.

To explore alternatives foréhupper and lower levels, BMMC should retain an architect to
conduct a feasibility study of convertj the cellar and a portion of th& floor to

community office space, cold and dry storage foates, or other uses, and to determine the
cost for installing an elevator and mechangyatems. Given thengineering of the roof
structure, it may be also possible to consalevof-top garden/nurseto grow specialty

items for sale in the market or create Esenergy system for hot water for the market.
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To attract these users, the market will needeteelop a leasing recruitment program geared
to each category of tenant (farmer, resdat, temporary interior vendors, permanent
vendors, etc.) Incentives, whithe market is already ugj in many cases, should include
build-out of space, rent concemss, and stall design assistance.

The new "Farm to City Project” initiated by BMME an excellent pregt to take a regional
approach to food production and consummptincreasing food choice for low income
residents, while recruiting famns and other local producers to the market. The market can
also work with urban dwellers in using vacarislto grow fresh food fosale at the market,
creating a new network of “urban farmersihese urban farmers can focus on specialty
products, including organically grown produead can use innovative methods such as
hydroponics. Vendors at the Clinton Bailelpalesale/retail market should also be
approached about relocating to Broadwayhég with the incentig of creating a new

facility for this market. (See appendices fieemo about starting a farm market program.)

Another opportunity is tareate an identity for the markdiring all seasons, building on the
Easter tradition. The markshould come alive in Mayith spring flowers and bedding
plants; in the summer and fall with the Farmdesket; and at Christmas with Buffalo’s best
holiday market.
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DESIGN AND LAYOUT
Issues

Broadway Market has many assets from a demnghfacility point of view. Aside from its
sheer size, there is an enormous amoupadfing --930 spaces in the Building, plus the K
Mart lot across Broadway, theweésave-A-Lot lot, and on-s#et spaces. The market was
extensively renovated in the 1980’s, althougims@spects of the renovation need redoing,
or were not handled well (e.g.,a®/ing stucco on the exteriory iandling units, rest rooms,
and some of the plumbing systems.) Most major supermarkets and retailers undergo
renovation every five or six yearsy Broadway Market is defite overdue for a “facelift.”

Design and merchandising go hand in hand, andrnttisis aspect that the market needs
considerable improvement. From the algsiBroadway Market does not look like a
market, conveying little sense of the variety andlity of its interior. A customer entering
from Broadway (through what was once a ditarcade that was removed in the 1980’s)
faces a confusing array of némed tenants and neighborhood seeg, and no elar direction
to the fresh food vendors.

Across the street, on a site of a former departretre, K Mart butla suburban style store
with an enormous parkingtléacing Broadway. This gap makes cross-shopping between K
Mart and the Broadway Market nearly impossilthes parking lot itself if never filled to
capacity even during the Christmas shoppiragsa. The portion of the lot closest to
Broadway Market offers potential, if reusedaitt as a bridge betweéme two main anchors

of the Broadway Fillmore commercial district.

Broadway itself is also a barrier. With ftaur traffic lanes and tw parking lanes, it is
difficult to cross. Streetscape improvements (essy planters with tees) also do little to
enhance the environment, and create obeteolr merchandising on the sidewalks. An
enormous flagpole in front of the market Ipagential, however, as a short term identity
feature for the market.

All of the sides of the marketwith extensive blank walls — agll other entrances to the
market are rather uninviting. The main antre to the market, from the “back door” facing
the covered parking lot is dark and also lacksalisxcitement of the interior. There is an
abundance of blank walls, both herelaon the market’s street facades.

On the interior of the marketendor stalls also needhe upgraded. Although there are
examples of stalls thaiave effective signage and digmamost vendors could use help in
improving their merchandising skills. In patiar, lighting is inadequate for effective
displays at stalls, and genklighting tends to make the interior too uniform as well.

From an overall layout perspective, the inteabthe market has considerable flexibility.
However, the location of Save-A-Lot and otlises (market office, etc.) located on the sides
of the market have created some recesssasarhich are ideal locations for wholesale
components of retail stalls. Save-A-Lot ifgglesents a long, blank wall to the market,
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which potentially could be used for merchamtisand displays with a different layout for
the market. As noted under the merchandiseajion of this report, non-food vendors and
food vendors are mixed in the market, and nadtention needs to be given to clustering
uses.

The market is an important social center, but there is no one central area where these
activities can be focussed. Seating is lataiteoughout the marketnd the skylit escalator
area — which is a natural locatioha social center — is not designed to effectively serve this
function. Infrastructure toanveniently stage events (ranging from cooking demonstrations
to performances) is also ad hoc.

Opportunities

Broadway Market needs to undergo a sesfesapital improvements to upgrade its
underlying infrastructure (mechanical systemst reoms, etc.), as well as to improve its
overall merchandising and connectioritie surrounding neighborhood. A design master
plan should be created to further developrdemmmendations of this report and develop a
new layout for the market which:

e Clusters food and non-food uses, a#l @& neighborhood services — with non-food
located nearer to Broadway — but with a chdaw corridor to theeentral food area of the
market from the Broadway entrance. Th&amce itself should be flanked by food uses;

e Infills recessed areas on the market perimeter with on-site production space and uses
Save-A-Lot wall space for displays. Colddadry storage shouldsa be located around
the market perimeter;

e Creates a new open air market facilitytba K Mart lot, with comfortable and
convenient pedestrian access across Broadway;

e Assesses the re-use potential for the cellar and upper levels of the market for alternative,

income producing activities;

e Creates a new “social” centfr the market in and around the skylight/escalator area
with seating, stage, lighting, and infragture for events and mobile cooking
demonstration kitchen.

BMMC should create a “Model Stall” program to upgrade the displays, signage, and lighting

of 2-3 existing vendors. Thestalls should serve as inspimtito other tenants, as well as
assist in recruiting new tenants. This effdrould be complemented by merchant seminars
on displays, as well as a low interest Igaogram for tenant improvements. (See also
section on Tenant Design Criterimder “Lease Agreements,” below.)

Lighting and utilities also nedd be evaluated in terms ofetin condition and distribution as
related to any new merchandising schemeghdsed program should also be developed to
redo the lighting in the market, including coelmorrected overhead lighting as well as stall
lighting, allowing more &xibility in displays and spotdhting of merchande, rather than
uniform lighting of the entire interior.
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The successful interior repainting effort oétimarket should be continued. BMMC should
also consider refinishing thearket floor and restaining it.

On the market exterior, a facade enhancement program is needed to make the market more
visually attractive and ehtifiable. This can be done wiignage (a bold Broadway Market

sign visible from the surrounding neighborhasdiefinitely needed), graphics,
murals/community art projects, lightingnldscaping (vines), awings, as well as by

clustering market-type uses (e.g, a flower shop and cafe) at entrances. A graffiti-resistant
exterior treatment should also be applied. #padtention needs to hgaid to the entrances
themselves, as well as improvinghting in the parking area.

The K Mart lot should be redgned as a kind of public square, with space for the new
farmers market (preferably in a shed struefupublic events, and possibly even a transit
center (see below.) This will require makingdifizations to Broadway itself to make it
easier to cross the street, to make left turmaddket parking, and to reduce traffic speeds in
front of the market.

Finally, a traffic analysis of Broadway should be conducted teraene if the road could be
narrowed in front of the market, at least otusdays (i.e., with diagonal parking, etc.), to
facilitate pedestrian crossing®©ne option for the farmers nka&t, or related outdoor vending
area, is to park trucks at the curb anglalr merchandise on the sidewalk under colorful
umbrellas and canopies. This would allawmaller number of vendors to “open” the
farmers market and create a visible market aphere at the main entrance (important for
arriving shoppers to see) wighsense of critical mass. time future, the vendors could move
to the K Mart lot.
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MARKETING AND PROMOTION
Issues

In general, public markets cannot eventtrgompete with supermarkets in terms of
advertising budgets and promotions. Howevecduse of their unique public appeal, public
markets have the capacity to create free pitplior the market that can help increase
business.

The $50,000 annual advertising budget is strasdlgi spent on a mixture of media and
events. This budget should be leveraged ntmegever, to achieve greater visibility for the
market.

Currently, Easter, with its extensive media cogerajives the highestgiile to the market.
In addition, the market produces some §pots and places ads on billboards and buses
during this period and other holidays. le turvey of market®ppers during Easter, 1997,
over 40% of the shoppers were made awataeMmarket through television — and 17% of
the shoppers were first time visitors.

In 1997, the Tourism Advisory Group of tlieater Buffalo Convention and Visitor’s
Bureau made suggestions about how to at&raaore “tourist friendly” environment in the
market. Many of their recommendaticaqgply to all type®f customers.

Opportunities

At a basic level, there is a need for identi§ signage coming off the Thruway and Route 33
— to make it easy for people to get to the ragri&specially considieig security concerns

that many have. Signhage from Humbolt Parkvgagiso important to increase the draw from
that key neighborhood. The recommendations presented above to make the market more
visible and attractive from the exterior @lso important in marketing the market.

BMMC should continue to use Easter dsage for attracting customers year round.
Developing a mailing list of Easter visitoend sponsoring specigtomotions, can make
once a year customers awaretifer attractions. This shoub@ combined with a seasonal
approach to promoting the market, highligigtispring flowers in May, farmers in August,
and holiday gifts between Thanksgiving andi€imas. Each should feature appropriate
anchor markets as well as related events, music, activities, etc.

The market should also promote its histond &ultural significanceA permanent display of
market history should be prominently locateth addition, a Broadway Market Foundation
should be considered to draw on the considergbod will the market has in the community.

The Foundation can raise funds for the market by assisting with a major capital campaign. In
addition, the foundation can sponsor special events, suchitian/only fundraisers at the
market, which can help build visibility ateétsame time. The Foundation will also make the
market eligible for all types of foundation gtamas well as encouragprivate, charitable
contributions and bequests.
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The best way to stretch the marketing budg#d igpen the market to outside users as a
promotional venue. The groups (profit and moafit) will tap intotheir own budgets and
supplement the publicity of the market. The atiseg budget of the market could also be
supplemented with capital funds to maintausiness continuity, mitigate disruption and
promote the improvements being made.

Finally, tenants can b@paroached about supplementing #dvertising budget with more
money. This could be administer by the tenants themselvegehilled by the market itself.
Broadway Market Management @oration needs to be carefuldiarify that the advertising
line item is finite and if tenants want matellars spent they need to agree on some
assessment in addition to whaalready being spent.
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MARKET OPERATIONS
Issues

The organizational structure of the markas recently been redone to allow more
independent management. The new team dyraatake on new challenges and has done a
solid job of getting the market moving in a postidirection. This should continue and long
term strategic planning put in place to maintéi@ direction and positive momentum that has
already begun.

The market staff is adequate for today, buy maed to have be increased for maintenance
and janitorial duties as thearket gets busier.

Specific areas that need to be addressed are:

e Security: There is only one foot patrol foetantire business district. The fate of the
market is inextricably linked to the fatetbie business districtf the district has a
security problem, the market has a secipityblem even if it has adequate security
inside the market building. The securitgus is likely affecting new tenants and
businesses locating in the market as wepatential customers. Most large urban
markets have their own security guards egig on the municipal forces for backup and
emergencies. While there does not appedaeta significant security 'problem’ the
perception of the area among potential customers and tenants iseat@&sweeds to be
factored in to future planning.

e Trash removal: The market currently picks upders trash and takégo the fenced in
area behind the market. The vendors are cdytaapable of hauling their own trash and
should realize that janitor's time is better spmmoverall market issues of cleanliness.
The market’s trash disposal system in also dated.

e Hours: In the 1998 Easter survey, 25%p@nded that Sunday hours would make them
return more often, with suburban and holigapppers most in favor of Sunday hours.
24% also said that evening hours wouldkenthem shop more frequently, including
neighborhood, Buffalo city, and suburbdmppers. Vendors are resistant to changing
hours, or opening Sunday. Existing hoursweli enforced and most vendors were gone
at least 15-30 minutdsefore closing.

e Quality control of vendors: The vendorsdatheir products, displays, personalities and
overall appearance make up the 'market egpee’ which is the greatest advantage the
market has over its competitors. Managetshould work closely with tenants to
monitor their display and quality of mercidise. In addition talaily troubleshooting,
management should work with and encouragents to innovate and think objectively
about their business from a customer point of view.

Management and operations are also discussedre detail in the following sections.
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Opportunities

BMMC should work with Buffalo police to increa security presence around the market. A
police substation or satellite stat should be provided in thearket, if the police agree to
operate it. This would lend a degreeseturity that is presently lacking.

Operating procedures should be changed aoviindors remove their own trash, freeing up
maintenance workers for other activities. Thekat could also use a new trash system with
a compactor unit, floor dmaiand a baler for cardboard.

Hours of the market should be expandedveekends, and experimentation should be done
to see if opening and closing later in thg deeates additional business. BMMC should
continue its working with vendsron product, lighting, signagdisplay, pcing, physical
appearance, etc. It is important to worlsaly with every tenant and make sure their
business is healthy and not staticstale. Many things can blene just by acting differently
and not just spending money. idtoften easier to work with new tenant and have them set
some new standards that the other vendors caalpcsee. This learning by example can be
very effective. Food stylists can be hiredaork with individual tenants to rethink their
displays and put some filegess into their appearance.
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NEIGHBORHOOD REVITALIZATION

Still one of Buffalo’s largest retail districtie Broadway Fillmore district has declined
significantly in recent decades, as the derapQgics of the neighborhood have changed and
overall income level dropped. Some essentialisesysuch as dry clears have left. The
once thriving retail strip has been replacedlhyodgepodge of rent-to-own companies, dollar
stores, beauty salons, and churchese Adighborhood police precinct closed due to
consolidation, and the Post Office has bakkmwed to slide intaleterioration.

As the perception of neighborhood crime haseased, the market itself has suffered and
lost customers, a particular worry during ttrucial Easter shopping period. The whole
relationship between the market and the neigidimd has, indeed, never been more critical
and it is essential that the market incragspresence and impact to prevent further
deterioration. A strong, healthy market lizes potential to contoute greatly to the
neighborhood business revitalizatjgarticularly as it work& expand its trade area on a
year round basis.

The market is located within the New York State Economic Development Zone, and is
adjacent to the Federal Enterprise Comityufione. In 1998, the market retained a
consultant to do basic research on possilalgs to enhance and coordinate business
recruitment and preservation both in the neddnd in the surrounaly business district.
Based on this program, the City of Buffdlommded a new business directory, creation of a
commercial district vacancy data base, and lessiseminars on financial assistance efforts.
In addition, the revived Broadwairea Business Association hastalled attractive banners
on Broadway. This initiative is an excellergsto furthering the role of the market in
neighborhood revitalization.

Outside of the business district, neighborhood imguis also declining and many units are
simply being abandoned. The market reliemeighborhood shoppers, so this should be an
important concern. The market can dsmefit from the community development
organizations which are re-organizing thelwse to build new housing around the market.
Churches have also indicatedtlhey are keenly interested in playing a role. The market
itself, of course, remains an importamchor for attracting new residents.

Maintenance of surrounding distri(including both kiter removal and tree planters) remains
a problem, as there is no one group respémsithe Broadway Area Business Association
also does not have the capaddyaddress security, mainterca and promotional needs of
the district in a comprehensive way

Although most customers to the market walk, drovetake a taxi, there is an opportunity to
increase transit access to the market ablfiEA, Buffalo’s transit agency, reorganizes its
services by creating transit “hiibs These hubs, one of wiicould potentially be at the
market, allow riders to conveniently transfeand potentially shogt the market.
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Opportunities

One of the key ways that the market can increase its impact on the neighborhood is for it
“break out of the box” and develop the farmerarket square on the K Mart lot. The first
step to increasing foot traffic on Broadwayasncrease pedestrian activity outside the
market. The market square should alsalésigned to accommodate a wide range of
community activities and events, as wadlpossibly serve as a transit center.

Beyond this goal, the market has the po#drtt act as a pro-active force in the
neighborhood, using existing staff and expagdiervices by creating a small Business
Improvement District (BID). Because theoBdway Market staff can expand oversight of
operation to a broader distrietith additional financial support, a BID could have a
relatively low overhead and use its income ryain the provision of services. For the
market, this overhead contriboti could be significant in tersrof the bottom line of BMMC.
The market should also continue to seadm@enic development grants, welfare to work
programs, or youth development progetd further stretch dollars.

BMMC should continue to work with NFT# improve transit access to the market, and
should explore the feasibility afeating a transit hub at the matk Construction of shelters

and amenities for transit riders could also serve as market sheds for the farmers market, and
S0 joint development opportunities should be explored.

BMMC should continue to bactive with housing developmieand rehabilitation around the

market, possibly renaming the neighborhood'Bsoadway Market Village"- reinforcing the
market as the focal point of the neighborhood.
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LEASE AGREEMENTS

The lease agreements curremtlyuse are sound and functional. The lease between the City
and BMMC is comprehensive and has worked ¥eglthe market in recent years. The issue
of capital improvements versus operating expens clearly delineated and indicates an
understanding that the market (and this is fanenearly all publianarkets in the United
States) cannot pay for capital impgements out of operating revenues.

The lease between the market and the tenantsi@elli to be altered to address the issue of
rent and operating expenses and how theyednidled to allow the market to compete and
increase the level of servicesovided. The current rentel in the market, however, only
allows a minimum level of services which arat adequate to move the market forward and
increase sales. This section outlinesagiand recommendations for the market to
equitably pass through operating expgEnism the monthly rent charges.

In the appendices, a chart compares BroadWanket with other large urban markets in
North America, including population, size of markaverage rent levelsumber of staff,
number of vendors and advertising budgets. Thast gives some point of reference for the
findings and recommendations below.

LEASE AGREEMENT BETWEEN CITY AND BMMC
Issues

This lease is generally quite favorable in mespects and few changes if any needed at this
time. As is the case with most city owned mask#ie market is generally expected to be or
move towards operational self-sufficiency, witle city still providng assistance with long
term capital improvements. This is certainlg tase with the Broadwayarket and its lease
with the City reflects this underlying principle.

The lease document as written is sensitivihéoneeds and abilities of the market.
Furthermore, the city has a certain amountefday in determining ehcapital needs of the
market. The personal relationship affiective communication between BMMC
management and the City is paramount. The rii@ethe City is aware of the importance of
the Market and its role as an economic depeient tool, the more likely the Market is to
receive assistance to fulfill ifotential. The current management has done an excellent job
of working with the City and positioning tlearket as an important institution for the
neighborhood, city and region - and one ttegerves all the support documented in the
lease.

As owner of the Broadway Market, the CityRiiffalo has ultimate responsibility for the
property. The lease between the City anMBC implicitly acknowledges that BMMC

does not have the financial wherewithal to aaignificant capital expenses and as such is
only required to maintain a $25,000 reserve fund primarily for tenant needs. The City, as
outlined in section 6. (OBLIGATIONS OF THCITY) is responsible for major building
repairs and expenses. In section 4. (CARIRESERVE FUND) the lease delineates the
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financial responsibilities dhe BMMC and requires it tmaintain the $25,000 fund balance
to pay expenses needed ttyaatt or relocate tenants.

It would be very difficult tary and write anything more spedadfvis a vis the City's financial
obligations, than what is aldy in the lease agreement. The market's bottom line is not
sufficient to even pay its full sine of operating expenses, letra any major repair bills of
capital projects.

Without a specific and designated market tdpund (and there is no precedent of any
municipality maintaining anarket trust fund), the BMM@as to rely upon personal
relationships with City Hall to dehings done. It would hekecure the markets future if it
were able to begin to establish some reliaoha of additional support for market needs, such
as a Market Foundation.

The dollar-a-year lease rate beem BMMC and the city is dainly reasonable and should
remain so!

Opportunities

The lease, recently renegotiated and signadsisund document -- one that does not need
any significant changes. For the next rergvesiod, there are some issues that may be
considered for changes, such as the following:

Mission Statement

In addition to mandating sound legal and opereti and practices the City Lease might be
improved if there were a stromgetatement of purpose. Thisuld in fact be a Mission
Statement that would act as an overall géiededecision making and planning. If the market
is to indeed meet its potential as a pubigtitution and service the needs of the local
economy and residents, the goals of the etaskould be made clear to all parties.

Rebilling Clause

In Section 5e (OPERATION, BMMC'S OBLIGATIN) the language needs to be rewritten
to reflect the recommended changes inntfagket's system of rebilling for operating
expenses. The current language allows forséesy of some rebillingThis needs to be
clarified to correspond and nobntradict new policies.

Sublessee Terms

In the same section 5e, there is referenceriewal terms for anchor leases. This policy
seems inequitable and troublesome. For instance, suppose a smaller tenant wants to make
some major improvements and needs a longee leasrder to get a bank loan approved.

This clause would not permit such an extenédede. The language should be modified to
permit BMMC to use its discretion and gtd@ase terms based upon the mission of the

market and individual circumstances.
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Advertising and Promotion

Again, in section 5e, there is referencdBMMC submitting a marketing budget to the
Tenant's Association for approval. This langaaguld also need modification to reflect the
agreed upon system of rebilling operating expenses.

It is recommended that tenants get billecagreed upon sum into the market's advertising
fund in addition to their base rent. Ultimately, management is responsible for the scope and
method of the advertising campaign, whitlosld be so noted in the lease language.

Utilities

Section 7 addresses three amgfasity subsidy: water, elégc and trash. These subsidies
have helped the market sustain itself dgrinard times. Moving forward to a renewed
market and improved sales, the market shbalk as a goal financial self-sufficiency.
Utility and trash costs should be passed onaauger (vendor) and the city should be freed
of this obligation after the transitiongériod outlined in tis Strategic Plan.

This contribution from the city is significanbd represents dollars that would be better spent

on capital programs to improve the markets competitiveness and vitality. A subsidy

mentality is not healthy for the market overall and creates an artificial business landscape that
actually holds the market back from its potential.

Rental Rates For Subtenants

Section 10 states that rental rates will be determined at an "amount necessary to pay any and
all operating costs...". This allows the marketebill all necessary operating expenses to

break even. This language is actually goodigiten and could be expanded to reflect, in

detail, the recommended progranrelilling operating expenses outlined in the strategic

plan section of this report.

SUBLEASE BETWEEN BMMC AND MARKET TENANTS
Issues

The Broadway Market must embark on the road to economic self-sufficiency and institute a
new form of how tenants are rebilled. Markperations are presensgybsidized by the city
and should be phased out as the market's fortunes improve.

In effect, since the market carries no defat & not repaying any amortized expenses, the

rates rebilled to tenants are merely a pass through of operating expenses and do not constitute
“rent” in the conventional sense. Rentsash would not only cover complete operating

expenses but would include amortization & Hase building, capital improvements, loan
repayments and other normal expenses incumrédte maintenance of the physical facility

and operation of the project.
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Therefore, it is incumbent that the BMMC riélippropriately and hae the proper language
in the lease so that it carfill its obligation to manage and market the facility in a
competitive manner.

The current market sublease should be changestitute a clear-cytolicy for establishing
how tenants will be rebilled faheir share of operating expenses in addition to charges for
base rent, utilities and coolers.

Opportunities
Common Area Maintenance

Common Area Maintenance, referred to as “CAM,” allows the Landlord to pass through a
pro rata share of operating expenses to thenten&ome markets clyggr CAM for 100% of

all operating expenses which are passed througtettenants in addition to their base rent
and utility charges.

For BMMC to break out of aubsidize and beg (at City Hattycle, there needs to be a
mechanism to equitably distribute expensealittenants throughout the market. The CAM
method is standard in most multi-tenant retatllites. The approactvith public markets is
different, but the result is the same.

As part of the strategic plan, BMMC shduhstitute a Base Year operating budget. For
discussion purposes, say that the marBstse Year budget is 1999 and expenses total
$686,000. After 1999, the Base Year, all increase&eommon area maintenance expenses
are passed along to tenants on a pro rata b@ket is, each tenant, based on their square
footage, would be charged a percentagdefincrease in common area expenses over the
base year. The exact amount is estimatedivance at the beginnimg the budget year and
each tenant’s share is calculated proportionately.

There are several ways to spegfly calculate each tenanshare on an equitable basis.
The most common method is to determine thd tet#able square feet in the market and
each tenant’s percentage of that total, Whécused as the multiplier. Sample language
showing how this is done is included in the appendices.

Utilities

The language in Article 5 (Utilit®) is actually incorrect andhsuld be changed to reflect that
tenants get their electric hookups from thekag not from the utility company. BMMC
should submeter and charge tesdnt all utilities usage. Evamlly, all utility users, large
and small should have meters and be chargpppately. After tenant use is subtracted
from the overall market utility bill, the remainder can be rebilled on a pro rata basis and
passed through into the operat@xpenses rebilled to tenants.
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Repairs

The language in Section 6.1 regarding repairs s1ekdification. It is vague about who is
responsible for what type of reépaTypically, the tenant is sponsible for all repairs to the
leased premises and the Landlord is onlygalbed to provide and maintain utility
connections. Sample languagencluded in the appendices.

If tenants want the market staff to performimt@nance or repairs on their equipment, they
should be charged a separate fee based on the task. The stwatd not rely on the market
staff to perform these duties during market lspunless it is an emergency and should make
arrangements to have the work performed aftemntlarket is closed so the market staff is not
prevented from doing the normal work neddor the entire market facility.

Insurance

Consider adding the City of Buffalo as an additional insured on merchant policies. (Section
7e.)

Tenant Design Criteria

Add conformance to the Tenant Design Créaen Section 7.2 b. The current BMMC
Tenant Design Criteria should be reviewed apdated to keep the market looking fresh and
up to date. The current Tenddsign Criteria is also a lmwverdone and therefore does not
get used as often as it shouldm§ie criteria needs to be dslighed that tenants and farmers
can quickly understand and useaaguide, within which thegan still exercise their own
creativity. A sample Tenant Design Criteis included irthe appendices.

Rents

The rent rate is not addressed specificallthamlease and does not need to be, but BMMC
should institute a policy of diffent rental rates in the markeEvery tenant does not need to
pay the same rent. Differentiating the rentalctre is more fair, as different spaces have
different values and should be treated as such.

The issue of rent can easily get politicized #r@imore groundwork th# laid, the less this

is likely to happen. It is imperative that therket move its finances into a position where it
has the proper funds to operate and puslf itsto a stronger position. Tenants should know
that all “rent” is being recycled directhabk into the markets operations which will drive
everyone's success. It is simply a reinvestrpelicy that every healthy business needs to
follow.

Base rents can be differentiateddmnsidering a number of factors:

e SIZE: a larger space might pay less gguare foot thaa smaller space;
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e LOCATION: certain spaces are more valuathian others, i.e.: corners, high traffic
areas;

e PRODUCT: certain products are more prdfitathan others: value added products can
pay more rent and other products are nvaleable to maintaining the right mix;

e LEASE TERM: length of lease caffect lease terms; and

e INVESTMENT: tenant investmemhay be offset by lower rent.

BMMC needs to move towards operationdf-safficiency and must begin phasing in
increased base rents. Thare three determinants to follow:

1. Based on PPS/PMC'’s analysis, BMMC should fstablish a minimum Isa rent that is
needed from every tenant. BMMC may wedl losing money on rentals to tenants in
small spaces because of your staff time @rgthead: a small tenant takes as much time
to administer as a large tenant. Howevents should stay reasonable so as not to
discourage small entrepreneurs, but BMBEBIG2s need to recognize its costs.

2. Secondly, the square foot rent needs mirbenoving upward to reflect increased costs
and the need for the market to take the mtaidk a higher level of experience. Itis
management's responsibility to get out front on this issue, even though it will be
unpopular with tenants. The BMMC boambeCity Hall should be made aware of this
in advance, so they are informed of #rgrepreneurial reasons behind the decision.
Therefore, when resistance flares up, theeelogical and reamable explanation.

3. Once the base rent is established, each tergittation should be computed based upon
the product line and profitability of the piarilar business. BMMC will need to have
frank discussions with the tenant abouttisailes levels in the market. Tenants are
reluctant to discuss this with any cand®he following chart can serve as a guide to
determining the amount of rent a busisean pay and is based on retail industry
standards developed from retail fées where sales by tenant are reported.

This chart shows that a prepdrfood vendor can afford to pay double the rent of a butcher,
for instance (9.0% vs. 4.5%). The base rdwtefore should cover the low end of this scale
and in the case of Broadway Market, therent $13.25 per square foot should be the base
rent, increasing from there.

Percent of Sales That a Tenantan Afford To Pay as Rent.

Bakery 6.0- 6.5%
Cheese 7.5- 8.0%
Coffee/tea 7.0-8.0%
Eggs/Dairy 5.0-6.0%
Flowers 7.5%
Meat 4.0-5.0%
Poultry 4.0-4.5%
Prepared foods 9.0%
Produce 5.0- 6.0%
Seafood 4.0- 4.5%
Daystalls 6.0%
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And again, some consideration should beesgito individual circumstances.
Comprehensive recommendations for rent @oerating expenses are presented in the
"Strategic Business Development Plan" below.
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STRATEGIC BUSINESS DEVELOPMENT PLAN

Currently, the Broadway Markeperations are subsidized btbity and supplemented with
grant monies. The market must plot its triosito become operationally self-sustaining and
regain strength and preeminence as a city institution.

A program of capital improvements tied intonarket revival strategy provides the natural
impetus to kick-start the market’s regeniena. The recommendations presented in this
report need to be compiled into an overall desigister plan for the market in order to set
priorities and develop implementation strategi@g¢hile currently the market funds capital
improvements with city bond fundather financing strategies shdde explored as well.

This Strategic Business Developmé&tan requires that the market be perceived not only as a
social and cultural institution, but more fundanadigtas a business that must be run more
aggressively, creatively and ezpireneurially to ensure it®tinuation and vitality and to
enhance the value tfe surrounding community.

Operating Expenses

The projected operating revenues and agpe for Budget Year 1999 are $668,660. The
1999 budget is 2% less than the 1998 budget.

Currently, rents do not cover expenses. Basedl total of 45,000 rentable square feet, this
amounts to a cost of $14.85 per rentable squertedf operating expensefurrent rents are
$13.25 per rentable square foot and Save-AHagsta long term lease that starts at $2 per
rentable square foot. It is important to nibtat the city provides trash removal services and
utility subsidies which, if removed immedady, would be a hardship on the market.

A sensible transitional strategy needs tdddewed to put the market on firm financial
footing that will enable it to move forwardtiv strength, able to attract new customers and
compete for a larger @ce of business. The competition the food dollar is more intense
than ever and the market must respond boldijre market must determine what it needs
operationally to increase sales. And theetondly, figure out how to get there.

The following is a itemized analysis of the market’s current operating budget and
recommendations for changes:

Marketing

The $50,000 advertising and marketing budget isadigt not out of linewith other public
markets. As noted in this report, marketsraat afford to have additional media campaign
like a supermarket. A market’s best strategyiposition itself as a cultural and social
institution and to sponsor promotions and evémas get free publicity As this is more of a
time issue and with the addition of a full tippesition to oversee promotions and leasing, the
existing marketing budget can be magnified.
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Merchant contribution to a septgadvertising fund can also vkato increase the marketing
budget. Some increase in the budget wouldg@opriate during thtwo year strategic
period to highlight improvemesitand help build momentum.

ADD: more money for promotiorgduring transition and improvements

COST: $20,000 (this money could betpaf a redevelopment budget, not
operations.)

Maintenance

The market needs to increase the geneval lef care and maintenance of the physical
facility to make it more attraete both inside and outside.

ADD: full time maintenance director position
COST: $28,000

ADD: one maintenance positions tsest with cleaning and as needed
COST: $10,000

Insurance

BMMC should continue to get quotes, amhtact the company that insures Pike Place
Market in Seattle that is lookirtg insure othepublic markets.

COST: potential savings
Management
Provide management personnel to guide market through renewal and maintain growth
strategy. Upgrade existing executive dioegtosition to include responsibility for
implementing strategic plan and overseeing redevelopment.

ADD: Increase level of compensation for executive director by $10,000. This should

come out of development funds, not m@ns. This will reflect time and

effectiveness of duties beyond therk&dt's day to day operations.

ADD: Second in command market manager who is responsible for leasing,

tenant relations and promotions. Tdwrent Small Business Coordinator fills

some of this role, but his funding expires in July.

COST:$30,000
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Summary of Additional Operating Expenses:

Marketing $20,000 [redevelopment budget]
Maintenance $28,000
$10,000
Management $40,000
Total $98,000

Market Revenues

There are a variety of options¢onsider when looking at how increase revenues. Again,
it is important to note that increasing metrkevenues is incumbent upon developing new
anchor attractions and thdaption of a capital program to ready the market for growth.
Also, since the market does not carry any debtwibrel “rent” really just refers to a rebilling
of operating expenses.

The idea of additional expenses is never papliut management, the city and the BMMC
must come to a consensus on this plan and work together to implement it. This is a
necessary step to reverse the declining fortunes of the market and neighborhood.

Ways to Increase Market Revenue
The following options are presented to shaifferent ways to increase revenues:

Base Rent and CAM Chargéhe market should initiai® common area charge to cover
needed increases in operating expenses anddsalgol begin raising éhbase rents to cover
added services which are necessary to pusimtirket forward and grow its customer and
vendor base. BMMC should consider begugrnwith a $1 CAM charge in 1999, with a $1
per square foot base rent increase. Thidd be followed by addition $1 increase in CAM
and base rents in 2000 and 2001. Howeverethar other ways to increase income other
than to raise rents and these neeHe explored as well.

Differentiation of Rents.All tenants do not need to payetekame amount of rent per square
foot. As outlined in the "Lease Agreementction of this report, rents can be set
according to the following criteria:

Size of space rented

Tenant investment into market business

Profit margin of business

Value of business to market's goals

Location; certain locations argore valuable than others
Term of lease
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There should be a minimum mabiyt base rent establishedny tenant, no matter how small
or large takes time to manage.

Square Foot SurveyThe market should embark on a thorough survey of all the rentable
spaces in the market, both occupied and vad#&et.e may be a significant amount of square
footage which is falling througtime cracks. The market canmdtord to lose revenue to
which it is entitled. This should be an immediate priority.

Coolers Coolers, if provided by the Landlord mmanagement should have all of the costs
passed through to the usé@rhese would include:

Equipment charge (farse of the cooler)
Utility charge

Base rent charge

Maintenance charge

The market should also consider whether ihtsdo remain in the cooler business and
provide maintenance services for the tenaiianany markets, the tenants are responsible
for supplying and maintaing their own coolers.

Utilities. First, all but the smallest users should have a meter and pay for utilities. BMMC
should investigate local rebilig regulations to see if you chny wholesale and sell utilities
at a retail rate. BMMC is responsible fmaintaining the overall system and handle
distribution and billing which theetically is what entitles tio recharge for utilities at a

higher rate. Secondly, BMMC should deterenthe amount of utility charges that are
common (i.e. aisles, bathrooms, escalator, HV&C,) and rebill this &k to the tenants.

Temporary Vendors While the revenue from Easter venslis significant, there is potential
to increase this income line even more e Titont area of the market, if fixed up and
promoted, could bring in more revenue.isTis also a nice place for members of the
community to participate in the market’'s econesn It is also a good place to incubate a
casual business that could eventualketa permanent space in the market.

Wholesale SpaceRent large areas on the perimeatethe market, basement and possibly
even upstairs in the future. Mezzanine usesooffice would make this space attractive to
potential users also and wouldn't incee#tseir square foaje requirements.

New Markets. The new markets suggested in this report — a spring flower market,
summer/fall farmers market, and an expanded ayplidarket — will bring new revenue to the
market after an initial start-ygeriod. Funding should be soudbtdefray start-up costs of
the first two years, as well &s cover capital costs (i.e,shed for the farmers). Some
markets rent bulk space out, for example, tcadt ecnarket organizer and they are responsible
for getting all of the vendomnd doing all of the promotion. The market charges for the
space and is spared the operational issuemglttse market as a kind of exposition center
could also create opportunities for other diffeérgpes of marketsuch as antiques and
collectibles, sports equipmehmputer equipment, music etc.
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2" | evel & Cellar Uses With a capital investmentn@luding an elevator), other
underutilized parts of the market can be coracemto income generators as well, whether
for tenant storage or new uses such asroanity offices. There is tremendous potential

here, with the right userTo get people thinking aboutistspace in a different way that
market could initiate (or could find a partneitwsome money) some events of promotions
such as a concert to get people into the sgamenstance, the upper parking area on the roof
is even large enough to have a drivers licenamgjtesting center. Be imaginative and open
to all possibilities!

Advertising A separate charge fadvertising can be addedddenants monthly bill.
Currently Broadway market tenants pay adviergisndirectly through tair base rent. If
tenants want to spend more, then they maregd to put more money into their advertising
fund. The landlord collects the money as pareot and executes the advertising plan.
Advertising costs can also loecluded as CAM charges.

Business Improvement DistricA BID, managed by market staff, would allow some
overhead expenses to be shared with the Broadway Fillmore district.

Fundraising and GrantsA market foundation is one opponity to encarage private

donations, building on the specadfection that many residenof Buffalo have for the

market. In Columbus, 1200 people attended North Market’s annual gala, raising significant
funds for the market. BMMC has alreadselm successful in obtaining various program
grants, and this strategic platentifies a number of new pragns which would be eligible

for grant funding from government and foundation sources.

Two Year Strategic Plan

Over the past two years, the Broadway Mahast made significant strides in improving the
market and stabilizing itfiancially. Over the next mwyears, Broadway Market
Management Corporation is excellently piosied to strategically revamp the market

1. Develop a design master plafhe purpose of this work is to refine and more fully
develop the design and other recommendawbnisis report and to develop a cost
estimate and phasing plan for improvementhéomarket structure itself. This should
include an evaluation of the want structural, mechanicahd architectural condition of
the market, expanding on existing informationisilwork will include a preferred leasing
plan for new vendor spaces and a model stall program as well.

2. Develop new merchandising opportunitidriority should be given to initiating the
farmers market, as well as the spring flwwnarket and expanded holiday market as
anchor attractions in order to build on thestéa tradition at the market and increase its
trade area. New permanent tenants shouletreited for the market as well. These
changes should netait for a design master planm be fully implemented.
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3. Change market operating practicesthe numerous recommendations in this report with
regard to leases, CAM charges, utilities, ate all ways to increase market income and
can be phased in so as not be a burden on tenants. If accomplished in connection with
design and merchandising improvements, incitabarges should not become an issue.

4. Establish the Broadway Market Foundatiomhe foundation, as noted, can become a
fundraising arm of the market, a type afiéhds” group, which can sponsor events and a
heritage center at the market.

5. Expand the market’s role imeighborhood revitalizationThe market can play a key role
in economic development and housing ren@ratind expansion in the neighborhood, as
well as leverage its management expettisendertake basic maanance activities in
the Broadway Fillmore district. A Bustss Improvement Distti, with a modest
budget, should be investigated to offset these costs.
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APPENDIX A. COMPARISON TO OTHER MARKETS

The following comparative information is offered as reference to gauge Broadway Market's
future strategies and plans against otherlampan markets. At nearly 100,000 sf, Broadway
Market is one of the largestdoor public markets in the United States. The Broadway
Market has one of the highestios of rental area to parg spaces in the United States.

Trends emerging in these older markets include:

e a shift to more private style, entrepreneurial management;

e arenewed sense of local pride and acknowledye of the role that markets play in
developing local economies and places; and

e the cultural and social imp@nce of markets in cities

The following chart compares operational datan other urban, largely fresh-food public
markets across the US, many in lower inca@reas or serving lower income clientele.

36
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APPENDIX A, COMPARISON TO OTHER MARKETS

The following comparative information is offered as reference to gauge Broadway Market's
future strategies and plans against other large urban markets. At nearly 100,000 sf, Broadway
Market is one of the largest indoor public markets in the United States. The Broadway
Market has one of the highest ratios of rental area to parking spaces in the United States.

Trends emerging in these older markets include:

» ashift to more private style, entrepreneurial management;

» arenewed sense of local pride and acknowledgement of the role that markets play in
developing local economies and places; and

o the cultural and social importance of markets in cities

The following chart compares operational data from other urban, largely fresh-food public
markets across the US, many in lower income areas or serving lower income clientele.




BROADWAY MARKET
COMPARISONS WITH OTHER PUBLIC MARKETS
City
MARKET NAME - MKT. SIZE AVG. #OF #OF ADVERT.
Population) RENTS , STAFF VENDORS BUDGET

Buffalo

BROADWAY MARKET 100,000 sf $13.25 g 35 $65,000
410,000

Baltimore
LEXINGTON MARKET
736,000 150,000 sf $30 130 $200,000

Philadelphia
READING TERMINAL MARKET ' :
1,585,000 75,000 sf $3s 20 - 80 $100,000

St. Louis*
SOULARD MARKET
400,000 49,000 sf $12 4 77 $25,000

Cleveland*
WEST SIDE MARKET
505,000 41,700 sf $14 18 112 $25,000

Vancouver
GRANVILLE ISLAND
471,000 40,000 sf $100 12 40 $150,000

Toledo*
ERIE STREET MARKET
332,000 32,000 sf $i8 5 .30 $50,600

Portland, ME
PORTLAND PUBLIC MARKET
65,000 29,000 sf $30 10 30

Columbus*
NORTH MARKET
630,000 24,000 sf $18 8 36 $35.000

Little Rock*
RIVER MARKET
175,000 15,000 sf $24 ) 17 $30.,000

Seattle
PIKE PLACE MARKET
516,000 8.5 acres $7-528 35 300 $400.000

*indicates market with outdoor vending areas; sheds and openair
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APPENDIX C. FARM MARKET PROGRAM MEMO




MEMO TO: RODNEY HENSEL fax 716 893 2216
FROM: DAVID O’NEIL

OCTOBER 13, 1998

RE: FARM MARKET PROGRAM

Rodney, first of all, and I'm sure you know anyway, it usually takes more than a year
to get a farmers market up and running. The first year is really a trial and you assess
and build thereafter. So these recommendations are for funding to get you started
and through the ﬁrst critical year.

Points for your meeting and issues to consider for funding:

rs Market Developm ram

Establish Purpose
Type of market, i.e. farmers only, county grown only
Link urban residents with outlying county farmers
Fresher foods, higher nutrition
Nutrition education (this is a good funding area these days)
Build urban and rural microeconomies
Creates community gathering place
Helps stabilize and preserve small farms, selling retail farmers get more $
- Creates valuable amenity for urban residents

Builds awareness and vehicle for local self sufficiency and sustainability
Keeps dollars local

Hire Farm Coordinator
Full time person
Goal of opening market in 1999
Set up schedule, plan and operating budget with breakeven threshold

Farmers Market Advisory Committee
Bring neighborhood together to build consensus and support
What would neighborhood buy from farmers?
Build niche market opportunities
Take this info to farmers
Establish meeting schedule and responsibilities
Include niche market segments, new immigrants and existing residents
Is there a school connection, school lunches, education etc?




Organizational Policies
Set up program within BSM
Establish advisory committee
Establish relationships and recruitment strategy with farmers
Link with Coop extension, etc.
Legal issues; rules and regs, licenses, lease, insurance, rents
Schedule to open market
Site issues; structure, layout, amenities, lease
Establish feasible opening size and # of farmers to open market
Customer research, what do people want?

Farmer Qutreach
Establish database of farmers in county
Develop materials to contact farmer; market plan and schedule
Send questionairre; preferences for hours, day(s), products, setup, etc.
Personal visits
Market open houses for farmers (can get chefs and media involved for this)

Marketing and Promotion
Devise campaign and budget
Banners, market ‘look’, special events, tie-ins with other orgs., sponsorships
Tie in with BSM campaign

Implementation
Acquire market furniture; signs, trashcans, portapots,
Finalize site issues and regulatory issues
Space assignment policy
Staff or volunteer assistance (Friends of BSM might incubate here)
Schedule for farmer setup and customer sales
Clean up, assess and keep going
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EXHIBIT "E®
Camon Areas and Common Area Maintenance Costs

A.  Landlord shall make available within the Market "Common
Areas" as and to the extent Landlord shall alone from time to time

. riate. Common Areas shall be defined as including but
not limited to any driveways, service areas, aisles geating areas
sidewalks, fire corridors, meeting areas and public restrooms .
Landlord shall operate, manage, equip, light, repair, and maintain
sald Common Areas for the intended purposes in such a mammer as
Landlord shall in its sole discretion from time to time determine
ard may from time to time, change the size, location, nature,
and/or use of any Common Areas and make installations, structures.
booths, therein or thereon and move or remove the same and shall
have the right to retain reverue from income producing events
whether or not conducted for promoticnal purposes.

B. Tenant, its officers, employees, customers and invites
shall have the non-exclusive right in Common with Landlord and all
-others to whom Landlord has or may hereafter grant rights, to use
said Common Areas as designated by Landlord, subject to such rules
and regulations as Landlord may impose. Landiord may at any time
close any portion or all of Common Area to make repairs or changes
or to prevent the acquisition of public rights in such area.

C. ~Tenant shall, pay to Landlord a "CAM Charge" as ‘its
proportionate share of the cost and expenses to Landiord of
operating, maintaining and repairing said Common Areas (hereinafter
- sometimes referred to as "Common Area Maintenance Costs"). For
these purposes, the term "Common Area Maintenance Coste" shall mean
all suns incurred in a manner deemed by Landlord to be reasonable
and riate for the best interest of the Market in comnection
with the operation, maintenance asd repair of the Common Areas, and
shall include, but not be limited to, the costc of and expenses of
{the following paragraphs are for definition only and are not to be
construed so as to impose any obligations on Landlord):

(1) snow, ice, garbage, and trash removal; maintenance,
repair and replacement of service areas and courts, _including
cleaning, sweeping, painting, striping and repainting; maintenance,
repair and replacement of Market identification signs, and traffic
markers and signs; '

. (2)_ maintenance, repair, and replacement of the storm
and sanitary drainage systems; electrical, gas, water and telephone
systems; lighting a:gstems (including lamps, fixtures amd supports);
emergency water sprinkler systems; heating, ventilating, and
air conditioning systems for the entire market; and secur1t¥

stems, including any utility charges in comnnection with any o

e foregoing systems and further including the installation,
maintenance and operation of any computerized system for any of the
foregoing;
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: (3) maintenance, repair, and replacement of all portions
of the Market, both interior or exterior, {excluding the Premises
and premises leased to other tenants, including but not limited to
floors, floor coverings and finishes, ceilings, walls, roofs, and
roof flashings, canopies, skylights, signs, planters, benches,
elevators, and stairs, fire exits, doors and hardware, windows,
glass, and glazing; :

{4) premiums or contributions for insurance including
without limitation, liability insurance for personal injury, death,
and property damage; insurance against liability for defamation and
claims of false arrest occurring in and about the Common Areas;
workers's compensation; broad form peril insurance covering the
Common Areas in the Market which may include flood insurance,
earthquake insurance, boiler insurance and/or rent insurance (for
the purpose of this provision subsection (4) only, Common Areas
shall be deemed to include the Premises and the premises leased to
other tenmants); all personal property taxes and other charges
incurred in connection with such security devices, wachinery and
equipment; _

{5) personnel, including, without limitation, the Market
Manager and staff, security and maintenance persomnel of the Market
(including, without limitation, the payroll taxes and employee
benefits of such personnel).

D. Notwithstanding the foregoing provisions, Comvon Area
Maintenance Costs shall not include:

{1) depreciation;

{2) costs of repairing and replacing to the extent that
insurance cr condemnation awards are received thereof; or

(3) costs of a capital nature to the extent they improve
the Common Areas beyond their original condition or utility as they
may be put from time to time by Landlord.

E. Tenant's CAM charge shall be computed by multiplying the
total amount of the Common Area Maintenance Costs each year by &
fraction, the numerator of which shall be the Rental Area of the
Premises and the denominator of which shall be the average of the
39,400 square feet or the total repntable arsa of the Market.

F.  Tenant's CAM Charge shall be paid in monthly installments
on the first day of each month, in advance, in an amount estimated
full by Landlurd from time to time. Subseguent to the end of each
calendgr year or partial calendar year, Landlord shall notify
Tenant of Tenant's (AM Charge for such subsequent full calendar
year or partial calendar year. Landlord shall include in such
notice a statement in reasonable detail setting forth the Common
Area Maintenance Costs. Tenant's failure to object to any
statement, invoice or billing regdgred by Landlord within a pericd




of fifteen (15) days after receipt thereof shall constitute
Tenant's acquiescence with respect thereto and shall render such
statement, invoice or billing an account stated between Landlord
and Tenant. If the CBM Charge paid by Tenant pursuant to this
Article for any full or partial calendar year shall be less than
the actual amount due from Tenant for such year as shown on such
motice, Tenant shall pay to Landlord the difference between the
amount paid by Tenant and the actual amount due, within ten (10}
days after receipt of such notice. If the total amoumt paid by
Tenant for amy full or partial calendar year shall exceed the
actual amount due from Tenant for such full or partial calendar
¥ear, such excess shall be credited against the next payment due
rom Tenant to Landlord pursuant to this Article. If the
Commencement Date is a day other than the last day of the calendar
year, or if the Term of this Lease ghall end on a day other than
the last day of the calendar year, then Tenant's CAM Charge shall
be billed and adjusted on the basis of such fraction of a calendar

year.
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Tenant Design Criteria
Reading Terminal Market
Philadelphia

1  Introduction
1.1 History

The Reading Terminal Market traces its roots back to the trading that occurred on
the banks of the Delaware following confirmation of William Penn’s land grant
from Charles I in 1682, The first account of the marker is recorded in 1693 when
Markham’s Council (Markham was William Penn’s Lieutenant Governor) suggested
numerous regulations for the establishment and management of a market to be
located on High Street, later to be named Market Strect, after the Marker. In 1393
the Market opened at its present {ocation, having moved from Market Streer to
altow for subway construction. Today the Market is both the heart and soul of the
city, providing rich fare and a diverse regional and ethnic sampling of Philadelphia’s
raulti-faceted culrure.

1.2 Historical Requirements

Important historical artifacts have been idemtified in the Reading Terminal Market
Historical Survey prepared by the Reading Terminal Market Preservation Fund.
Items shown in that document may only be altered or removed with the written
consent of the Owner and concurrence of the Philadelphia Historical Commission.

1.3  The Market’s Future

As during the recent past, the Market’s furure sales will be balanced with 2/3 raw
food items intended for preparation beyond the Market and no more than 1/3
prepared and served food items intended for consumption within the Market, The
traditional close relationship between the merchant and customer that has
characterized the Market’s past is to be continued. The Tenant is encouraged to
develop bold and creative designs for his stand within a set framework that ensures
a lively but orderly character for the entire Market. The stand should allow open
and clear contact between merchant and customer and generous and auractive
display of alt pracucts.




2 Merchant Design Objectives
Tenant Design Criteria

2.1 General Character

The regulat layout of the Market’s streets and avenues and the open plan of the
stands are critical to easy orientation within the Market and clear accessibilicy to its
offerings. The stand of unpretentious design that acknowledges the tradition and
history of the setting has proven itself to be the greatest success for merchant and
Market alike, and is highly recommended.

2.2 Visibility and Open Plan

Much of the visual excitement of the Market depends on the openness of each
stand allowing simultaneous short and long views of the Market as a whole. Each
separate stand must be laid out so that it is both an attractive statement in itself
and a window providing views to the rest of the Market beyond.

2.3 Merchandising Objectives

The goal is the effective display of the full range of products, without clutter and
confusion, while maintaining casy but secure access for both customer and
merchant. The character of each stand should reinforce the basic product group it
offers. A good design allows the product 1o speak for itself.

2.4 Durability of Design and Materials

The long success of the Market is itself one of its greatest strengths. Only durable
design and materials will hold up under the high volume usage experienced on a
daily basis over the long term. Like any business investment, the stand should be
seen as a capital asset that will retain its value only if well planned and properly
maintained.

2.5 Relatiomship with Contiguous Scands.

The oprimum balance in the Market derives from individual stands that provide
unity 10 the site as a whole while semaining unique unto themselves. Compatil::ility
with adjacent counters, signage and presentation must be taken into consideration
and will be reviewed during the approval process.




3 Approval Process
Tenant Design Criteria

3.1  General Procedures

Each stand will be designed by the Tenant and is subject to the following approval
process directed by the General Manager. The General Manager may make an
exception to the Design Criteria for one party withour allowing any other exception
of a similar kind. Tenant design submissions and approvals will be required for the
following three phases.

3.2 Schematic Phase

The following must be submitted for review and approval by the General Manager:
A.  Wrinten Material: One page general description of the Tenant design,
matetials and approach to merchandising and how these complement the general
character and function of the Marker: '
B. Graphic Material: Plan of the Tenant premises and elevations of all aisle
frontage and significant interior construction at 12" = 1"-0". Throughout the
approval process drawings should include the first five feet of construction adjacent
to the premises.

3.3 Doesign Dwefopmeut Phase

Drawings at 172" = 10" scale representing each of the following disciplines shall
be submitted for review and approval by the General Manager:

A.  Architectural

B.  Structural

C.  Mechanical

D.  Electrical and Lighting

E.  Plumbing

Additional submissions include:

F.  Cuts of all lighting fixtures, including means of atrachment

G. A drawing of the sign at no less than 3" = 1"-0", including means of
attachment

H.  Samples of key materials such as tile and countertop




-3 Approval Process
Tenant Design Criteria

3.4 Construction Documentatioss Phase

Completed Construction Drawings noted sbove and Specifications musr be
submitted for review by the General Manager before being submitted for approvals
by the Department of Public Health and permits issued by the Department of
Licenses and Inspections,

3.5  Construction Phase

‘Before construction may begin the following documents must be submitted to the
General Manager: 1, A final set of drawings with all permits and approvals
affixed. 2. Approval by the Philadelphia Historical Commission. 3. Certificates of
Insurance for all trades. 4. A waiver of liens in recordable form from the general
contractor, or a bond in lieu thercof in the amount of the construction contract. §.
The riames and addresses of all contractors and subcontractors intended to be
employed by the Tenant. These contractors must be accepted in writing by the
General Manager. The Tenant shall not employ any person not qualified in the
work he is performing, or anyone required by any ordinance to be licensed who is
not, in face, licensed or any workman that is incompatible with the balance of the
work force, or who will cause labor disputes or work stoppages.




4  Design Criteria
Tenant Design Criteria

4.1 General Organization

The Design Criteria provide a framework within which the Tenant can plan and
design his premises.

4.2 There are four Design Control Zones measured vertically from the aisle floor;
A.  Lower Display Zone - From the floor to 42 inches above the floor and with
approval up to 56 inches above the floor: All permitted fixtures and equipment are
allowed. All aisle frontage must be used for product display or service activity,

with the exception of access openings. Goods within display cases should be
maintained as presentation {not storage.)

LOWER DISPLAY ZONE

B.  Upper Display Zone - There are rwo subdivisions within this zone;

1. Perimeter Upper Display Zone, from the lease line to 42 inches in from the Jease
line on the east/west zisles and from the lease line to the column line on
north/south aisles: no fixtures or equipruent allowed excepr approved refrigerated
display equipment. 2. Interior Upper Bisplay Zone; remainder of Upper Display
Zone, excluding Perimeter Upper Display Zone.
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4  Design Criteria
Tenant Design Criteria

C.. Signage Zone - From 86 inches to 116 inches above the floor and higher with
written approval of the General Manager : See: 4.6 Signage.

SIGNAGE ZONE

D.  Restricted Zone - More than 116 inches above the floor: Awnings, canopies
and ceilings are specifically prohibited in this zone or anywhere else.

4.3 Materials

All fixtures, equipment and construction materials must be durable, easy to
matntain and must comply with all codes and regulations.

A.  Construction materials used for vertical surfaces are limited o ceramic, stone
or carthen tile, glass and finished solid wood siding. Solid wood siding may only
be used in non-food aress. '

B.  Construction materials used for horizonral surfaces are limited to stainless
steel, natural butcher block, polyethylene curting board, glass, ceramic, stone and
earthen tile, marble and corian-type materials.

C.  Paruicle board, plywood and plywood paneling are prohibited anywhere in the
public view.

D.  Plastic laminates are not permitted and may not be used in work area
countertops of in high wear or high visibility areas.

F.  Steel or other hard metal corner guards are required at all intersecting aisles.




4 Design Criteria
Tenant Design Criteria

4.4 Floor

A.  Floors must be made of masoncy material with an epoxy or approved
industrial grade finish, durable trowelled synthetic resin materiat or wet laid tile
and should have a non-slip finish.

B.  Stall floors must be designed 5o as to be drained within their own area.

C.. No grey brick paver in the aisle may be removed or altered for any purpose.
No grey brick paver inside the lcase line may be removed or altered without written
approval,

D.  Raised floors are not permitted.

E.  Smooth, durable, cleanable surfaces are required between the floor and 4
inches above the floor. Wood, wood composite materials and non-factory painted
finishes are not permitzed in this area.

4.5 Signage

A.  Tenant must provide at least one permanent sign per stall, to be located
within the signage zone {see: 4.2 C, Signage Zone.) _
B.  Two types of permanent stand signage are permitted, all limited to the
signage zone: 1. Within and parallel to the lease line, nor to exceed 8 feet per panel
on large frontages, not to exceed 6 feet per panel on smaller frontages, and 2.
Projecting from the lease line, not to exceed one per tenant and nor to exceed four
square feet in area nor 3 linear feer in any one dimension.
C. Al permanent sigus shall contain only the store name and logo or a design
representing the goods or services offered for sale. No listing of merchandise or
services will be permitted unless it is part of the name.
D.  Pictographic, carved, neon and similar special signage types are encouraged.
E. No animated component, flashing light, fabric, canvas, formed plastic, back-
lit glass, plexiglass or injection molded signs are permitted.
F.  Temporary signs for the announcement of special, daily or seasonal items are
permitted with the following restrictions: 1. They should be used only for truly
ternporary purposes and not as a substitute for a permanent sign or menu board.
2. They are only permitted within the primary or secondary display zones and
should not be atrached to the permanent sign or menu board. 3. They are not to
exceed 100 square inches and are to be made of card stock or berrer marerial. 4.
They must be clean and orderly.




4 Design Criteria
Tenanr Design Criteria

4.5 Signage (continued)

G.  Permanent window signage for stands that are located at an exterior window
are permitted with the following restrictions: 1. One per window is allowed, not to
exceed 4 square feet, and with all applicable restrictions of permanent stand signage
noted above. 2, In addition, the sign is to be located 6 inches from the face of the
window, must be mounted on transparent material and hung with stainless steel or
stmilar cable.

4.6 Window Treatment

A.  Stands that are located at an exterior window must maintain those windows
as though they are presentation areas for theic stand and the Matket as a whole.
No storage or similar uses may be made of the window spaces.

4.7 Lighting

The Landlord will provide common area general illumination only. It is the
responsibility of the tenant to provide area and focus lighting within his premises.
Brightness of illumination is subject to landlord approval, Light sources creating
glare in the common area are not allowed. While general illumination may be used
in task areas, focus lighting with dramatic effect is encoutaged for display areas
within the primary and secondary display zones.

A.  Light sources must be equipped with baffles or diffusers to shield lamps from
view from the common area at 5'-6" eye level, unless otherwise approved by the
landlord.

B.  The Landlord reserves the right to adjust or call for baffles or diffusers after
fixture installation is complete.

C.  Light color should be as close to narural light color as possible. Fluorescent
lighting shall be deluxe warm white lamps only.

D.  No animated or flashing lighting may be used.




4  Design Criteria
Tenant Design Criteria

4.8  Storage

Experience shows that storage needs atc frequently underestimated and can become
a significant problem in the efficient operations of the stand if not properly
accommodated in the initial design. Two general locations for SIOrage are
permitted: 1. In-stand Storage - enclosed by cabinets within the stand. 2. Remote
Storage - located within designated areas in the Marker and leased to the Tenant
specifically foc the purpose. In both areas the apprapriate capacity should be
caretully determined in order that appearance and efficiency are maintained. Areas
for designated storage must appear on the submitted drawings and wilt be reviewed
for approval during the design process.

4.9 Unlities

The Landlord will provide at the Tenant's expense within the Tenant’s lease line the
utilities listed below. It is the Tenant’s responsibility to have related equipment
connected by installers licensed by the City of Philadelphia. All necessary permits
as required by the City of Philadelphia must be acquired in advance of construction
and be posted as mandated. All permits that are issuable after the completion of
the improvements must be obtained in a titnely fashion following completion of
construction.

A.  Electrical C.  Sanitary E.  Telephone
B.  Domestic Water D.  Sprinkler F. GCas

G.  Exhaust Ducts (may be supplied subject to constraints)

410 Todes

The Tenant has total responsibility for compliance with ali Federal. State and Local
Codes and Ordinances which relate to the use 2nd oc¢cupancy of his stand in the
Market,

A.  The following checklist is offered for general reference only and should not be
regarded as exhaustive: 1. State of Pennsylvania Uniform Construction Code. 2.
BOCA Basic Building Code. 3. National Electric Code. 4. Philadclphia Building
Code. . City of Philadelphia Public Health Department Regulations,

6. Philadelphia Plumbing Code.

B.  Alf Tenants selling food must submit drawings and equipment lists to the
Food Protection Services section of the Department of Public Health.
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