HEARINGS, MEETINGS, LICENSES
10/24/16



Market Analysis &
Business District
Assessment

1
f
= |

Downtown

Middleborough

e
Fise |
T

|4
¢
0 s
{
| =
‘|
||
4
fEEE
| =

~ Prepared for :

Town of Middleborough

Office of Economic and Community
Development

FinePojnt
AssociateslLic
Prepared by Peg Barringer

FinePoint Associates
www.FinePointAssociates.com

Sponsored by: MA Dept. of Housing & Community
Development, MA Downtown Initiative Program




Contents

Project Scope, Purpose and Study Area

Part I. Analysis of the Potential Market

A. Overview of Potential Market Segments

B. Resident Market Segment
1. Trade Area Delineation

2. Trade Area Consumer Characteristics

3. Market Demand and Sales Leakage
(including Summary of Trade Area Demographics, Expenditures and Sales Leakage Data Charts)
C. . Sub-segments and Non Resident Market Segments

Part I1. Assessment of Business District Conditions and Commercial Mix

A. Real Estate Overview
Establishment Characteristics

B
C. Business District Composition Assessment
D

Comparative Business Mix Analysis

Part ITI. Recommendations for Consideration

Acknowledgements

----------------------------------------------------------------

---------------------------------------------------------------

--------------------------------------------------------

This project was conducted by FinePoint Associates, Peg Barringer, Project Director, in collaboration with the
Middleborough Downtown Working Group, comprised of Town Staff and community representatives. We also
received information and input from several business owners, property owners, institution representatives and
residents that graciously agreed to be interviewed and 126 employees that responded to our survey. Thank you to
everyone that contributed time, information and insights to this project.

Thank you for the guidance and sponsorship of MA Dept. of Housing & Community Development, MA Downtown
Initiative Program, Emmy Hahn, Coordinator.

Downtown Working Group and Contributors

Town Staff

Robert Nunes, Town Manager
Jane Kudcey, Director, Office of
Economic and Community
Development

Working Group & Community Input
Coordinatot

Ginny Landis

Input, Information and

Interviews

Arhur Battistini
Judy Bigelow-Costa
Leslie Corsini
Mary Dawson
Willy Duphily

Lisa Dymond
Valerie Glynn
Peg Holzemer
Paulette Lilla
Jane Lopes
Regina Moriarty
Meri Mizaras

And, thank you to everyone that responded to the
Downtown Employee Survey.

Kostas Palailogos

Wayne Perkins

Cindy Phillips

Paul Provencher

Joe Ramano

Diane Stewart, Selectman
Douglas Walo

Fi ne*Poin

AssociatesfLic



List of Tables and Figures

Figures

Figure 1. Regional Context

Figure 2. Downtown Study Area Map
Figure 3. Location of Surrounding Commercial Facilities

Figure 4. Drive Time

Figure 5. Trade Areas
Figure 6: Summary of Trade Area Demographics, Expenditures & Sales Leakage
Figure 7. Downtown Employee Survey Results (Residency, Patronage & Satisfaction

Figure 8. Downtown Employee Survey Results (Desired Businesses)
Figure 9. Bstablishments by Size
Figure 10. Commercial Tax Rate Comparison

Figure 11. Downtown Sub Areas

Figure 12.
Figure 13.
Figure 14.
Figure 15.
Figure 16.
Figure 17.

Tables

Ownership Characteristics

Establishment Operating Hours

Composition of Uses

Commercial District Business Mix

Compatison with Shopping Centers and Commercial Districts

Comparison with Other Commercial Centers (Selected Categories)

Table 1. Resident Annual Expenditures

Table 2. Sales Leakage in Selected Categories (millions)

Table 3. Eating and Drinking Places Sales Leakage Analysis

Table 4. Additional Demographics Data

Table 5. Estimated Employee Work Day Food Purchases and Market Opportunity
Table 6. Commercial Units & Establishments by Sub Area

Table 7. Establishment Type by Number znd Square Footage

Table 8. Top Ten Most Frequently Found establishments

Table 9. Eating & Drinking Establishment Types

Fi nePoint

AssociatesfLLc






Project Scope, Purpose and Study Area

Figure 1. Regional Context

B R S S s

Scope: To work collaboratively with a small working group
and the Ditector of Economic and Community
Development to conduct a matket analysis and assessment
of the real estate, business conditions and commercial mix
in Downtown Middleborough.

PUI‘pOSEZ To provide foundational reseatch that will help
to identify obstacles and assess opportunities that will

inform possible future actions with regatd to downtown
vibrancy-maintaining strategies.

i

orough .

Stu dy Area: Middleborough is located approximately 40
miles south of Boston surrounded by the towns of Taunton,
Plymouth, Wareham, Catver, Lakeville, Halifax, Rochester
and Plympton. (see Figure 1). The downtown business
district study atea extends between Cambridge Street/the rail
line and the Nemasket River. Businesses ate predominantly
located along Center Street, Main Street, Wateham Street.

r
Figure 2. Downtown Study Area Map
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Middleborough Downtown Business District

Part I. Analysis of the Potential Market

A. Overview of Potential Market Segments

Businesses located in the Downtown Middleborough have the opportunity to serve several potential market segments:

= Residents of the Surrounding Area

= Resident Sub-segment — Oak Point 55+ Community

= Employees Working in and Nearby Downtown

= Massasoit Community College Students

= Visitors/Users/Attendees of Nearby Attractions and Events

Residents of the Surrounding Area

The major potential customer base for the Downtown is the adjacent residential population. The identified primary trade
area (where most of the repeat business is expected to be derived) is a 3-mile radius containing approximately 22,600
residents. The secondary trade area is identified as the 6-mile radius, containing approximately 44,800 residents. The
rationale for the trade area delineation and the demographic and consumer characteristics of the population in each

trade area are is described in detail later in this report.

Resident Sub-Segment - Oak Point Residents

The residents of Oak Point represent a sub-segment of the surrounding resident market with a concentration of newer
residents. This master-planned community within Middleborough, dedicated to people 55 and over, contains over 900
offers newly built custom manufactured homes in a 1,000 acre wooded setting,

Employees of Area Businesses

In addition to the residential customer base, thete are over 500 employees who work in the 146 establishments within
close proximity to the business district. This segment represents an opportunity for meal and snack purchases as well as
other convenience goods and services purchased before and after work. A few large employers located nearby include:
High Point Treatment Center (over 200 employees), the Town (approximately 75 employees including Town departments
and Library) and Massasoit Community College (approximately 50 employees).

Massasoit Community College Students
A satellite location of Massasoit Community College is located right in the Downtown. The college has approximately
500 students with a growing enrollment.

Visitors/Users/Attendees of Nearby Atiractions and Events
People are drawn to events and attractions that bring them into or within very close proximity to downtown. This
creates potential opportunities for downtown restaurants, retailers and service providers. Market segments include:

= Visitors to Burt Wood Performing Arts School and Alley Theater
= Visitors and Users of the Downtown Athletic Fields
= Visitors to the Historic/Cultural Sites (Middleborough Historical Museum, Robbins Museum of Archaeology)

These market segments will be described in more detail in the following sections of this report.

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtown Middleborough Working Group
www.FinePointAssociates.com



Middleborough Downtown Business District Market Analysis (cont'd)

B. Resident Market Segment

1. Trade Area Delineation

Defining the trade area is the first step in determining market potential for a commercial district. Once the trade area is
defined, we can quantify the amount of potential customers that live within the area as well as examine their
characteristics and purchasing habits to provide a picture of the potential matket.

The term retail trade area refers to the geographic area from which a retail entity generates its sales. The primary trade
area for a commercial center, such as a downtown, business district or shopping plaza is the area from which most of the
steady, repeat business is derived (typically, where 65-80% of the total sales are generated). A combination of factors
determines the size and boundaries of the primary trade area: travel time and distance for shoppers, travel patterns,
location of competing commercial centers, physical barriers that might effect access, socio economic characteristics, and
the size and scope of the commercial center itself. (Generally, the larger the variety, breadth and uniqueness of the
merchandise offerings, the greater distance customers are willing to travel, and therefore, the larger the trade area will

be.)

The competing commercial facilities surrounding Downtown Middleborough are identified on the following page (see
Figure 3). (Note that this map is intended to be illustrative of key competitors; not all commercial facilities are shown.)
The competition becomes greater beyond a 4-mile radius from the center of Downtown.

Figure 4 shows computer-generated drive times. The 4-mile radius is roughly equivalent to an 8-10 minute drive time.

After discussing consumers patterns with local business owners and residents and reviewing the location of existing
commercial facilities, travel times and circulation routes, it was determined that the likely potential Primary Trade Area
for the Business District is 2 4-mile radius (see Figure 5).

There may also be potential to attract some customers from a Secondary Trade Area, the area included in a §-mile
radius from the District (see Figure 5). This secondary trade area was identified because it represents a relatively
reasonable travel time to acquire goods and services. However, it is expected that capture rate would be significantly less
than in the primary trade area and would depend on the uniqueness and quality of the merchandise or services being
offered.

The demographic and consumer characteristics of the population in these trade areas are described throughout the
following section.

Sources: The Nielsen Company, U.S. Census, InfoUS.A, American Community Survey, Primary Data Collection, FinePointAssociates

Prepared by: Peg Barringec, FinePoint Associates, in collaboration with the Downtown Middleborough Working Group
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Middleborough Downtown Business District Market Analysis (cont'd)

Figure 3.
Locaiion of Surrounding Commercial Facilities

e

@ Regional Malls (apparel, home goods, restaurants, etc.) Downtown/Village Center Business Districts

M Kingston Collection Taunton Downtown
M Silver City Galleria ' Downtown Bridgewater
Lifestyle Centers (restautants, entertainment, appatel, Downtown Plymouth
home goods, specialty chains, in open-air, town center-like Downtown Middleborough
setting, etc.)
Downtown Taunton

Colony Place

@ M Wareham Crossing

=~ Performing Arts Theatres/Companies
Applause Academy
M Burt Wood School of Performing Arts/Alley

Other Commetcial

Small Shopping Plazas (few stores, typically
Matshalls, T.J. Maxx)

¥/ Walmart, Walmart Supercentet

Theatre/Nemasket River Productions = Major Supermarkets
M BSU Theater ¢
Kreative Kidz Theatre == = 4 Mile Radius

M Rogue Theatre Company/Roseland Ballroom

Spite Centet for Petforming Note: This listing and map is intended to be illustrative

not exhaustive. All commetcial facilities are not shown.
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Middleborough Downtown Business District Murkel Anulysu (conl d)

Figure 4.
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Middleborough Downtown Business District Market Analysis (cont'd)

B. Resident Market Segment (cont'd)

2. Trade Area Consumer Characteristics

Primary Trade Area (TAT)

There are approximately 22,601 people living within the primary trade area. The population is predominantly White
with average or above average income. Educational attainment rate is similar to the United States but lower than
Massachusetts. The estimated median household income for 2015 is $71,541, which is 5% higher than the statewide
median. There is a significant upper income segment — 31% of the households earn over $100,000 per year. The
population is predominantly white (95%), with a small portion comprised of Asians (1%), Black/African Americans
(1%) and other races. Only 2% of the population is Hispanic compared to 11% in the State. The most significant
cultural concentrations are Irish (21%) Italian (15%), English (11%) and Portuguese (6%0) and compared concentration
in the United States of 7%, 4%, 5% and <1% respectively. Approximately 35% of the population over the age of 25
has at least an Associates Degree ot higher (compared to 47% in Massachusetts and 37% in the United States).

Compared to Massachusetts overall, the primary trade area population, on average, is older, more likely to be married,
have children under 18 in the household, own their home and have a car. The median age is 43.3, about 9% higher than
in Massachusetts and 14% higher than in the US. 19% of the population is 65 years of age or older compared to 15% in
the state and the U.S. The population is comprised predominantly of family households (71%s), meaning more than one
person in the household related by blood or marriage, with an average percentage of single parent households. 34% of
the households contain children under 18 compared to 31% statewide and 33% in the U.S.

About 22% of the households contain only one person, compated to 29% statewide. Homeownership is significantly
higher —76% of the occupied homes are owner-occupied compared to 62% statewide. The vast majority of the market
is mobile with access to a private vehicle for acquiting goods and services. Only a very small portion of households
(4%) do not own a vehicle and therefore represent a market segment dependent on public transportation or walking to
acquire goods and services. In fact, two-thirds of the households have 2 cars or more.

Projected Growth - The population and the number of households in the Primary Trade Area has been growing at a
substantially higher rate than Massachusetts overall. Between 2000 and 2010, population grew by 15% and the number of
households grew by 20%, compared to statewide rates of 3% and 4%. According to projections obtained from Nielsen,
between 2010 and 2020, the population is expected to grow annually by approximately .91% and the number of
households by 1.0%, while the statewide projections are .67% and .74%. These projections are based on data from the
American Community Survey (conducted more frequently than the decennial census), data from the United States Post
Office, new construction data, and the Nielsen Master Address File.

Secondary Trade Area (TA2)
There are approximately 44,761 people living within the secondary trade area. 'The characteristics of this population are
fairly similar to the primary trade area, however median household of $78,597 is about 10% higher.

A summary analysis of primary and secondary trade area consumer characteristics, expenditures and sales leakage is
presented in the following sections of this report.

Sonrces: The Nielsen Company, U.S. Census, InfoUS.A, American Community Survey, S ocial Explorer

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtowan Middleborough Working Group
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Middleborough Downtown Business District

B. Resident Market Segment(coni'd)
3. Market Demand and Sales Leakage

Market Demand - Trade Area Resident Expenditures
Given the demographic, lifestyle and other consumer characteristics of the trade area population (presented in the
previous section), their total annual expenditures for a variety of retail goods and services can be estimated.

Resident Annual Expenditures

Table 1 represents the annual
retail market demand by
category.

Note: These expenditures are
currently being made by
residents at a vatiety of
locations both inside and
outside of the identified trade
areas.

Sources: The Nielsen Company, U.S.
Census, InfoUS. A, American Community
Survey, Social Explorer

Furniture & Home Furnishings Stores-442
Furniture Stores-4421
Home Furnishing Stores-4422
Electronics & Appliances Stores-443
Building Material, Garden Equipment Stores -444
Building Material & Supply Dealers-4441
Lawn/Garden Equipment/Supplies Stores-4442
Food & Beverage Stores-445
Grocery Stores-4451
Specialty Food Stores-4452
Beer, Wine & Liquor Stores-4453
Health & Personal Care Stores-446
Pharmacies & Drug Stores-44611
Cosmetics, Beauty Supplies, Perfume Stores-44612
Optical Goods Stores-44613
Other Health 8 Personal Care Stores-44619
Clothing & Clothing Accessories Stores-448
Clothing Stores-4481
Shoe Stores-4482
Jewelry, Luggage, Leather Goods Stores-4483
Sporting Goods, Hobby, Book, Music Stores-451
Sporting Goods, Hobby, Musical Instrument Stores-4511
Book, Periodical & Music Stores-4512
General Merchandise Stores-452
Department Stores, Excluding Leased Departments-4521
Other General Merchandise Stores-4529
Miscellaneous Store Retailers-453
Florists-4531
Office Supplies, Stationery, Gift Stores-4532
Used Merchandise Stores-4533
Other Miscellaneous Store Retailers-4539
Eating & Drinking Places-722 (not including special foodservice)
Full-Service Restaurants-7221
Limited-Service Eating Places-7222
Drinking Places -Alcoholic Beverages-7224

Market Analysis (cont'd)

TA1
$8,211,036
$4,349,534
$3,861,502
$7,395,629
$44,482,758
$38,184,169
$6,298,590
$53,576,669
$34,939,719
$4.306,150
$14,330,800
$22,311,639
$17,758,918
$1,538,727
$1,032,313
$1,981,681
$19,188,533
$10,021,328
$1,432,896
$7,734,309
$7,191,194
$6,229,749
$961,445
$47,757,421
$20,014,298
$27,743,123
$11,415,680
$435,228
$5,287,302
$817,445
$4,875,705
$44,949.710
$20,308,655
$17,893,081
$1,824,918
$261,557,213

Prepared by: Peg Barringes, FinePoint Associates, in collaboration with the Dowatown Middleborough Working Group

www.FinePointAssociates.com

TA2
$16,022,583
$8,504,618
$7,517,965
$14,348,371
$86,740,886
$74,400,752
$12,340,154
$101,229,145
$66,075,392
$8,156,934
$26,996,819
$41,960,549
$33,514,860
$2,882,999
$2,043,850
$3,718,840
$57,858,210
$19,781,848
$2,813,260
$15,263,102
$14,129,626
$12,232,607
$1,897,020
$91,794,998
$38,874,691
$52,920,308
$21,821,673
$845,773
$10,205,203
$1,611,766
$9,158,932
$85,514,169
$38,660,245
$34,021,300
$3,466,742
$502,054,329

10



Middleborough Downtown Business District Market Analysis (cont'd)

B. Resident Market Segment (cont'd)

Sales Leakage Analysis - General

A sales leakage analysis estimates the amount and type of annual purchases that residents are currently making outside of
the trade area. If the analysis shows significant leakage within certain retail categories, it might point to possible
opportunities for new or existing businesses within those categories. 4

= More than 22,000 residents live within the 4-mile primary trade area (T'A1) and they spend over $262 million per year at
stores and restaurants. Currently, mote than $94 million (36%0) is being spent outside of the primary trade area. There is
sales leakage in most categories, the most significant sales leakage is in the following categories: Specialty Food Stores,
Liquor, Sporting Goods/Hobby, Gifts/Novelty, Other Misc. Stores (pets/supplies, art, other) and Electronics.
For the purposes of this analysis, “most significant” is defined as the categories in which a 60% market capture in the
trade area would be sufficient to support at least one new business. There is no sales leakage in the categories of Drug
Stores, Clothing, Limited Service Restaurants, Furniture, Jewelry and Florists. Noze: In categories showing little or no leakage, it
does not necessarily mean that there is no apportunity, however, success world depend heavily on the ability to attract expenditures from non-
resident market segments and/ or overtake trade from existing competition within the trade area by offering more desirable products or services.

= Close to 45,000 residents live within the 6-mile trade area (TA2); these residents spend over $502 million per year at retail
stores and restaurants. Currently, more than $150 million (30%) is being spent outside of the trade area. A smaller
potential market capture would be expected within this secondary trade area, however, depending on the uniqueness of
the offering, there may be some opportunity for capturing expenditures especially for specialty retail or services.

4 Sales Leakage in Selected Categories (millions)

TA1 TA2 The presence of sales leakage indicates a retail
Other General Merchandise Stores-4529 $25.65 $43.68  gap and a geographic advantage for new
Department Stores Ex Leased Depts-4521 $20.01 $18.25  businesses within TA1 (as residents are
Supermarkets, Groc. (Ex Conv)-44511 $13.28 $12.66  currently traveling significant distances to
Beer, Wine and Liquor Stores-4453 $9.88 $19.13 acquire goods and services). However, some
Electronics and Appliance Stores-443 $5.49 $10.70  caveats should be noted as follows. 1) The
Sporting Goods, Hobby Stores-4511 $5.21 $983  potential for new businesses in downtown to
Specialty Food Stores-4452 $4.26 $5.03  capture this sales leakage would be dependent
Hasdware sl $2.68 $446  oq their ability to offer comparable quality
" mef’”“g Stomsf4422 #2405 ke goods, services and shopping environment to
Office Su.pphes and Stationery 45321 $2.58 $3.72 cha_nge i tmg consumer patterns. 2) Sopie
Full-Service Restaurants-7221 $2.49 $10.19

businesses (e.g, shoes/clothing/accessories) do

Other Miscellaneous Store Retailers-4539 $2.39 $5.82 2

Gifi, Novelty and Sotvesis Stoces-45322 $1.97 ss03 Vel when they ace clustered with related
Drinking Places- Alcoholic Beverages-7224 $1.82 goz  Dusiesses thatoffer companative snd/or
Cosmetics, Beauty Supplies-44612 $1.40 $2.50 crossgver op tions fo:t C.Onsumem; therefore if
Shoe Stores-4482 $1.06 s210  thereis no existing similar or related

Book, Periodical and Music Stores-4512 $0.96 s1.84  establishments already in the district to build
Convénience Stores-44512 $0.81 §121  on, there might be less potential to recruit these
Optical Goods Stores-44613 $0.51 $135  types of businesses. 3) Although, there may be
Used Merchandise Stores-4533 $0.43 $1.14  leakage in certain categories, there might not be
Paint and Wallpaper Stores-44412 $0.40 $0.78  adequate footprint or infrastructure (e.g,

Other Health/Personal Care Stores-44619 $0.01 -$1.32 parking) to support the type of store in the
Florists4531 $0.00 $0.23  business district. This might include stores
Jewelry Stores-44831 -$1.97 $235  such as department stores, large electronic
Furniture Stores-4421 -$2.21 -$0.87  stores or supermarkets.

Limited-Service Eating Places-7222 -$3.63 -$1.90

Clothing Stores-4481 -$6.41 -$3.27 Sources: The Nielsen Company, U.S. Census, InfoUSA,
Pharmacies and Drug Stores-44611 -$26.91 -$35.15 American Community Survey, Sovial Explorer

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtown Middleborough Working Group
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Middleborough Downtown Business District Market Analysis (cont'd)

B. Resident Market Segment (cont'd)

Sules Leakage Analysis - Eating and Drinking Places

® Restaurants are typical recruitment targets for downtown business districts and therefore worthy of special attention.
Residents within 4 miles of downtown spend over $40 million per year at eating and drinking places while residents
living within 6 miles spend over $76 million.

= The sales leakage estimates for full service restaurants, limited service restaurants and bars are provided in the Table 3.
Category definitions ate provided below. (However, it should be noted that the distinctions between categories are not
always consistently applied.)

= There is at least $2.6 million of unmet demand for Full Service Restaurants in the 4-mile trade area and $10.2 million in
the 6-mile trade area. As noted, there is no leakage in the Limited Service Category.

*Note: The projected expenditures used to analyze sales leakage do not account for potential demand from non-resident
market segments such as employees or visitors and therefore underestimate the unmet demand, especially in categories
such as restaurants.

Eating & Drinking Places

Sales Leakage Analysis

Annual Resident Expenditures Sales Leakage
) TA1 TA2 TA1 TA2
TetlEataga Do xing Flacs §40,026,654 $76,148,288
Full-Service Restavraats $20,308,655 $38,660,245 $2,485,141 $10,188,702
Limited-Secvice Eating Places $17,893,081 $34,021,300 -$3,627,905 -$1,897,619
Drinking Places $1,824,918 $3,466,742 $1,824,918 $810,380
=]

Definitions

Full Service Restaurant: This industry group comprises establishments primarily engaged in providing food
services to patrons who order and are served while seated (Le,, waiter/waitress service) and pay after eating.
Establishments that piovide these types of food services to patrons with any combination of other services, such
as takeout services, are classified in this industry.

Limited Service Restaurants: This industry group comprises establishments primarily engaged in providing food
services where patrons generally order or select items and pay before eating. Most establishments do not have
waiter/waitress service, but some provide limited service, such as cooking to order (i.e., per special request),
bringing food to seated customers, or providing off-site delivery.

Drinking Places: This industry group comprises establishments primarily engaged in preparing and serving

alcoholic beverages for immediate consumption.
A summary of trade area demographic characteristics and consumer patterns follows..
Sonrces: The Nielsen Company, U.S. Census, InfoUS.A, American Community Survey, Social Explorer

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtown Middleborough Worsking Group
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Middleborough Downtown Business District Market Analysis (cont'd)

B. Resident Market Segment (cont'd) . »,) - - ®
Figure 6: 21 @ s a5 |
Summary of :§ | 7 L2 & Mgl

g A= ton

Trade Area Demographics, Expenditures & Sales Leakage

Residents living in the surrounding area represent the major
market opportunity for the business district. After discussing
consumers patterns with local business owners and residents,

3 i,
and reviewing the location of existing commercial facilities and I l
circulation routes, it was determined that a 4- mile radius and i 3
6-mile radius represent the market areas most accessible for AV, € R, . -
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i s " %, W/ AockyGiper |
’ N Yol o 'Wﬂ“ et
The following presents an analysis of the market population :; 3 o s 3 8- # «i "4@ .
living within two trade areas: b i iﬁ ‘ - 2 ﬁg 3 ‘:‘
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Retail & Restaurant Opportunity GROWING MARKET
2 3 ) 2015 Household Income
Trade Area 1 (TA1) = 4 Mile Radius 2015 Population 2015 Households Median Average
Residents TPel.tld 22,601 8,506 $71 ,541 $85,039
i~ 262 million
o 5 per year at stores & Population Households Dusing 2010-2020, the
Testantants 24,000 population is expected to
grow by 9% and the
Opportunity: number of households by
. . . 22,000 = 11%, higher than the
Over $94 Million being spent outside TA1 statemide projectivaof
close to 7% for both.
20,000 500 H = ;
Z—) Million spent at non-store retailers 2010 2020 2010 2020 Source: Nielsen Company
2015 Household Income
2015 Population 2015 Households Median Average
Trade Area 2 (TA2) = 6 Mile Radius ) " 15459 -
Residents spend 445761 > $789597 35915752

7 502 million
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%—_ i restaurants® 48,000 17,000 population is expected to
F 46.000 grow by 7% and the
: ’ : 16,000 : number of households by
Oppoztuniy: 44,000 L 10%, compared to the
Over $150 Million being spent outside TA2 42000 ° a g 15000 = stbenile prjEctionof
’ ' x close to 7% for both.
40,000 h*= 14,000 . -
= 2010 2020 2010 2020 Source: Nielsen Company

== Million spent at non-store retailers
* Bxcclydes motor vehicle and gas station purchases. ** All data is 2015 estimates unless noted.,
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Middleborough Downtown Business Disirict Market Analysis (cont'd)

Figure 6 (cont’d): HTA1l BTA2 OUS Population by Ag
Summary of Demographics, Expenditures & Sales Leakage w0 = TOpeRrony AeE
. Median age is 43.3 in TA1 and 42.9 in TA2 30%
Re Sldents compared to 39.7 statewide and 37.9 in U.S, 0%

10%
71 %TEFilies % 34% of households in TA1 and 30% in

TA2 contain children compared to 31% 0%
66% in US. statewide and 33% US. 0-14 1524 25-44 45-64 65+
35
& Cultural Concentration/Ancestry TA1 TA2 US
Race & Ethnicity TA1 TA2 MA )
. _ Lish 21%  20% 7%
_ White Aloge 95%  94% T79% Ttalian 15% 1% 4%
] Black/African American 1% % 1% English 19 10% 5%
. Asian 1% 1% 6% Porstuguese 6% % 1%
Other/More than 1 Race 3% % 8% ’
= @ 6% of TA1 and 7% of TA2 residents speak a
_ Latino/Hispanic 2% % 11% language besides English at home
Asian/Pacific Island Language: 1%, Indo/European
Language: 4%, Spanish: 1 - 2%, Other: <1%
° Persons per Household in TA1 and 2.7
]-—Jlfes t y 16 in TA2 compared to 2.5 statewide Households by Income
$150,000 + £ e s
76% Homeowners in TA1, 82% in TA2, 62% in MA $100 - $149,999

$75-$99,999 T
Foot Traffic M .. 4% car-free households in TA1 and o 57459 I

3% in TA2 -- these residents are likely to shop dose to home
$25 - $49,999

<$25,000

Households by Composition

Married couple | 4
BTA1 BTA2 Households notin TA1 Thougansds
Single parent §
Married couple
b Borlly -é 3 1988 households in TA1 have income > $75,000; Median
:-f household income is $71,541 and $78,597 in TA1 & TA2;
One person [ $67,928 statewide, $53,706 in US.
Dther nonfamily

7 of TA1 and 38% of TA2 residents have

B 1,000 2,000 3,000 4000 5000 6,000 W L Associates Degree or higher; 47% statewide,
BTA1  BTA2 Households notin TA1 ~ 37% in the US.

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Dowatowa Middleborough Working Group
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Middleborough Downtown Business District

Figure 6 (cont’d):
Summary of Demographics, Expenditures & Sales Leakage

Market Analysis (cont'd)

Local Demand Compared to Local Business Sales

“n 3

.'_-.__:J-

i

- =
[EsiRna ey =t natar]

Expenditures
TA1 TAZ Furniture & Home Fornishings
8.2 516.0
§ $ Electronics & Appliances
§74 §14.3 Bldg. Materials, Garden Equip. & Supply*
§44.5 $86.7 Food & Beverage Stoses
= $53.6 $101.2 pr— »
& Personal Care Stores
E $223  $42.0 © -
- n Clothing & Accessories
g, $19.2 $37.9 '
e Sporting Gds., Hobby, Books, Music ..
=] $7.2 $14.1
5 $47.8 $91.8 General Merchandise ..
o2 ) .
ol $11.4 $21.8 Misc. Store Retailers
$40.0 $76.1 Food Sesvice & Drinking (excl. spec. foodservices)
$ millions dTA1 4TA2

] The most significant TA1 sales leakage is in the
following categories: Specialty Food Stores, Beer/Wine/
Liquor, Sporting Goods/Hobby, Gifts /Novelty, Other
Miscellaneous Stores and Electronics.

Opportunity Gap (Sales Leakage)

The retail categories with high sales leakage may suggest
opportunity for local businesses (existing and/or new
businesses). To determine the feasibility of capturing the
leakage, it is necessary to evaluate the strength of the
competing businesses outside of the trade area that are
currently attracting resident expenditures.

In categories showing little or no leakage, it does not
necessarily mean that there is no opportunity. There might be
opportunity depending on the ability of local businesses to
attract expenditures from non-resident market segments (Le.,
employees and visitors) and/or overtake trade from existing
competition by offering more desirable products or services.

Negative Sales Leakage (Surplus)

Categories with negative sales leakage indicate that businesses
are currently meeting more than just local demand.
Businesses in these categories are generating sales from
customers that live outside of the identified trade area which
may include employees of nearby businesses or visitors
travelling into the district from beyond the immediate area
because of attractions or destination businesses.

*Note: Sales leakage calculations include all businesses in the
trade area, not just the business in the commercial district.

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtown Middleborough Working Group
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$ millions
Est. Sales Leakage - Select Categories ~ TA1 TA2
Furniture Stores-4421 (82.21) (80.87)
Home Furnishing Stores-4422 $2.65 $1.79
{ Electronics and -Appliance Stores-443 $5.49 $10.70_|
Paint and Wallpaper Stores-44412 $0.40 $0.78
Hardware Stores-44413 $2.68 $4.46
Supermarkets, Groc. (Ex Conv)-44511 $13.28 $12.66
Convenience Stores-44512 $0.81 $1.21
Specialty Food Stores-4452 $4.26 $5.03
Beer, Wine and Liquor Stores-4453 $9.88 $19.13
Pharmacies and Drug Stores-44611 ($26.91)  ($35.15)
Cosmetics, Beauty Supplies-44612 $1.40 $2.50
Optical Goods Stores-44613 $0.51 $1.35
Other Health/Personal Care Stores-44619 $0.01 (81.32)
Clothing Stores-4481 (86.41) (83.27)
Shoe Stores-4482 $1.06 $2.10
Jewelry Stores-44831 (81.97) $2.35
[Sporting Goods, Hobby Stores-4511 $5.21 $9.83 |
Book, Periodical and Music Stores-4512 $0.96 $1.84
Department Stores Ex Leased Depts-4521 $20.01 $18.25
Other General Merchandise Stores-4529 $25.65 $43.68
Flogists-4531 (§0.00)  $0.23
Office Supplies and Statiopery -45321 $2.58 $3.72
{Gift, Novelty and Souvenir Stores-45322 $1.97 $4.03 |
Used Merchandise Stores-4533 $0.43 $1.14
{ Other Miscellaneous Store Retailers-4539 $2.39 $5.82 |
Full-Service Restaurants-7221 $2.49 $10.19
Limited-Service Eating Places-7222 (83.63) (81.90)
Drinking Places- Alcoholic Beverages-7224 $1.82 $0.81
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Middleborough Downtown Business District

Table 4. Additional Demographics Data

Market Analysis (cont'd)

Avo. Length of Residence (Years

Est. Population _ TA1 TA2 MA Us
by Age LAl Homeowaess 17 11 19 17
_ 22,601 % 44761 % % % Renters 8 8 9 8
Age0-4 1,197 5 219 5 5 6
e 30 s zior s PR
P T e
Age15-17 944 4 1907 4 4 4 Eaglored 6 61 61 58
Age18-20 815 4 1685 4 5 4 Self-employed 9 10 - 9 10
Age21-24 990 4 2144 5 6 6 Unemployed 7 6 6 6
Age 25-34 2340 10 4833 11 13 13
ATEL P o mm B B
Age 45 - 54 355 16 7,601 17 15 14 Y /Bngincer TAl'u/l" m'o/: N mu/; g n/;
Age 55- 64 3050 13 6457 14 13 13 Arts/Bitectain/Sposts 1 2 2 2
Age 65-74 2641 12 4603 10 9 8 Building Grounds Maiat 3 3 3 4
Age 75 -84 1,120 1,800 4 4 Knisiness/Binancial Cps 6 6 6 5
Age 85 and over 48 2 766 2 gzz;;“t’:/yl( {s:; = ; 1 i ‘2
R ITo ehalas Construction/Extract 6 6 4 5
by-Size Edu/Tr'..xi.u.ing/Libmry 6 6 7 6
Farm/Fish/Forestry 0 0 0 1
7 8,506 % 15,459 % Y% % Food Prep/Serving 7 6 5 6
1-persons 1,911 22 2,986 19 29 27 Health Practitioner/Tec T 7 7 6
2-persons 2946 35 5191 34 32 32 Fliiace Soppout 2 3 ? 3
3-pessons 153 18 2904 19 16 16 iﬂ;:ltcnancelkpm g ‘: : i
4-persons 1,256 15 2,614 17 14 13 Life/Phys/Soc Scieace 1 1 2 1
5-persons 570 7 1,191 6 6 Managemeant 9 10 11 10
6 o ma0%e 286 3 574 4 3 5 Office/Admin Support 13 13 13 14
Production 6 5 4 6
Protective Svcs 4 3 2 2
Est. Households by Sales/Related 10 10 10 1
Income LAl Pecsonal Care/Svc 3 4 4 4
< $15,000 647 8 99 6 12 13 Transportation/Moving 7 6 4 6
$15,000 - $24,999 474 6 803 5 9 11
$25,000 - $34,999 576 7 915 6 8 10
$35,000 - $49,999 905 11 1,491 -10 1 14 stV RS BAYE I.;ns
$50,000 - $74,999 1,916 23 3,160 20 16 18 Tesi ik Ok goade 3 3 5
$75,000 - $99,999 1,327 16 2531 16 13 12 Spime High Scoal 5 6 6
£100,000 - $124,999 981 12 1,963 13 10 8 High School Grad/GE) 36 34 26 28
$125,000 - $149,999 750 9 1499 10 7 5 Some College, no degree 21 20 17 21
$150,000 - $199,999 576 7 1311 8 8 5 Associate Degree 10 10 8 8
$200,000 - $249,999 176 2 403 3 3 2 Bachelor's Degree 17 19 22 18
$250,000 - $499,999 157 2 341 2 4 2 Master's Degree 6 7 12 8
$500,000+ 21 0 46 0 2 1 Professional School Degree 1 1 3 2
Med, Hotsehold Tacome 71541 78,597 67,928 53,706 Daeiorate Degroe 0 a = 1

Prepared by: Peg Barringes, FinePoint Associates, in collaboration with the Downtown Middleborough Working Group
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Middleborough Downtown Business District Market Analysis {cont'd)

Table 4. (cont'd) Additional Demographics Data

Est. Hispanic Est. Population

Population by Origin by Ancestry
_ 22601 % 44761 % % % . 2601 % 44761 % % %
NotHispanic orLatino 22151 98 43571 97 8o sz 2mb s 08 M4y 42
. ] Czech 0 00 11 00 01 03
_Hispanic or Latino: 450 2 1,19 3 11 18 Danish 0 00 3 00 01 02
Mexican 72 16 140 12 6 63 Dutch 32 01 143 03 03 08
Puerto Rican 204 45 424 36 42 9 {English 2,544 113 4,593 103 63 55|
Cuban 28 6 4 4 2 3 French (exc. Basque) 1,067 4.7 2,089 4.7 47 1.6
French Canadian 813 3.6 1,449 32 28 05
Gaie s 2 =3 Cerraan 1,094 48 1982 44 33 104
For PopibalanAsan Greels 57 03 164 04 10 03
R e Huagarian 11 0.0 11 00 02 03
o ish 4758 211 9,118 204 161 6.8
s 22,601 % 44761 % % % @n 3,290 14.6 5918 132 101 4,.4
Not Asian Alone 22383 99 44,330 99 94 95 Lithuanian 150 07 268 0.6 05 0.1
g Norwegian 53 02 116 03 03 09
Taiwanese 14 6 52 12 35 22 Polish 756 33 1358 30 32 20
Filipino - 3 - ﬁ‘om.lg‘ucsc 1314 58 3090 69 37 03|
Russian 170 0.8 344 08 13 06
Japanese 11 31 2 5 Scottish 419 19 89 19 13 11
Asian Indian 28 13 57 13 21 19 Scotch-Irish 69 03 322 07 05 08
Korean 3 2 37 9 7 10 Slovak 0 00 0 00 01 01
. Subsaharan African 208 0.9 377 0.8 1.7 09
Metpens 7 &8 231 B Swedish 32 16 778 17 10 08
Cambodiaa 2 1 57 15 8 Swiss "4 02 8 02 01 02
Hmong 2 1 3 1 0 Ukrainian 0 00 7 0.0 03 02
Taotian 0 0 1 0 1 Welsh 0 00 5 00 02 03

: ‘West Indian (exc
Ded ¥ # ¢ . i Hisp groups)( 52 02 283 06 17 08
Other 8 4 44 10 9 10 Other ancestries 2214 98 5205 11.6 263 40.7

D = Cultural Concentrations

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtowa Middleborough Working Group
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Middleborough Downtown Business District Market Analysis (cont'd)

(. Subsegments and Non-Resident Market Segments

The Downtown has several other potential market segments that offer opportunities for downtown businesses. The

working group collaborated with FinePoint to obtain information about these segments and discuss potential
opportunities.

1. Employees of Area Businesses A

In addition to the residential customer base, there is a daytime population of employees who work in close proximity to
the business district. This segment represents an opportunity for meal and snack purchases as well as other convenience
goods and services purchased before and after work. This segment might be interested in goods and services such as
dry cleaning, tailoring, hair and nail services, dental services, banking services, coffee, snacks, breakfast, lunch, prepared
foods, cards & gifts, etc.

We estimate there are over 500 employees working in the downtown area. Some of the larger employers include: High
Point Treatment Center, the Town (government, police, library, etc.) and Massasoit Community College. It should be
noted that High Point has an internal cafeteria which may compete for meal and snack purchases.

We surveyed downtown employees and received 126 responses. The results are summarized in the following charts. A
few highlights are included below.

= 40% of employees go to Downtown establishments several times per week. 28% go once per week and 28% go less
than once per week. The most frequently visited establishments include restaurants, Benny’s and the Post Office.

= The respondents were least satisfied with the physical appearance of Downtown and the goods and services available.

= Respondents offered up a long list of establishments they would like to see in Downtown. The most frequent
response, by far, were restaurants, followed by gift/card shops, entertainment & recreation establishments (movie
theater, bowling, yoga, arcade, live music, fitness), bookstores (books, comics), clothing & accessories stores and
more. Respondents that cited restaurants often indicated they were looking for more variety in dining options. They
most frequently mentioned “sit-down”, “nice” restaurants, and also often cited fast casual restaurants (soup,
sandwich, salad), Asian restaurants (Chinese, Thai), coffee shops and pub style establishments.

» Based upon survey responses concerning consumer behavior, it appears that employees in the downtown area may be
spending over $1.5 million per year on coffee and meal purchases, during and after their work day. However, they are
currently making the vast majority of these purchases elsewhere (not at downtown establishments) which could

represent a potential market opportunity. Plus, employees might increase their meal purchasing if more options were
available.

Table 5. Estimated Employee Work Day Food Purchases and Market Opportunity (Based on Survey Results)

Estimated Employee Spending at Restaurants and Carryout Opportunity
Places Before, During or After Work

Current Annual Estimated Work Day Estimated % Being Spent ~ Estimated $ Being
Expenditures by Downtown Area Employees Elsewhere (Not at Spent Elsewhere (Not at

_ i (assuming 500 employees) 1 Downtown Businesses) , Downtown Businesses) :
Breakfast/Coffee _ $311,760 69% $215,114

Lunch _ $446,457.50 74% $330,379

Dinner _ $750,476.25 83% $622,895

Total $1,508,694 77% $1,168,388

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtown Middleborough Working Group
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Middleborough Downtown Business District Market Analysis (cont'd)

|
Where Employees Live % of Employees that Have Visited
: Establishments (within last 3 months)
0% 20% 40% 60% 80% 100% |
E n I
Eating & Drinking Places [ |
Plymouth (restaurants, coffee/donut |
2% |
Brockton ‘
3% Benny's
Lakeville
5% -
Bridgewater Post Office
5%

Convenience/Food Stores

Banks
Frequency of Downtown Patronage
50% Libracy
40%
=y
30% Bakery
20% Hais Skin or Nail Secvice [y
10% -~ i (salon, barber, tanning, tattoo.
0% E ==
Several  About 2to3 Onceper Less than Gift Shop, Jewelry Stores E
Times per Once per Times per Month Once per

Week Week Week Moath

Employee Satisfaction Level with Downtown Attributes

0% 10%  20%  30% 40%  50% 60%  70%

I feel businesses, goods & services available in Downtowa -
Middleborough are adequate to meet the type of purchasing, services
& other ecrands I would like to do before, during or after work. —
I find that Dowatown Middleborough businesses and establishments — -
are open the hours that meet my needs.

I am aware of all the businesses, goods and services that Downtown
7 Middleborough has to offer.

1 find access and parking in the Downtown to be adequate.

1 am satisfied with the physical appearance of Downtown
Middleborough.

T Strongly Disagree/Disagree S Neither Agree or Disagree B Agree/Strongly Agree

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Dowatown Middleborough Working Group
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Middleborough Downtown Business District

Market Analysis (cont'd)

Businesses that Employees would Like to See in
Downtown — Most Frequent Responses
(open-ended question)

Restaurant

Gifts & Cards

Entertainment/Recreation (movies,
bowling, yoga, arcade, music)

Bookstore (books, comics)

Clothing & Accessories

Discount Department Store (Target,
Walmart, Job Lot)

Fruit & Vegetable Market/Stand

Specialty Food (butcher, bakery,
candy)

Drugstore

Grocery (Market Basket, Trader
Joes, Whole Foods)

Office Supply
Sporting Goods

Arts & Craft

Teens & Children Classes/
Entertainment

Flower Shop
Bank
Department Store
Dry Cleaner

Pet Supply

0%

mmmmmmmumnllllllﬂﬂﬂm

Desired Restaurants Cited
by Employees — Most Frequent Responses
(open-ended question)

0% 5% 10% 15% 20% 25%
F o

Sit-down Restaurant [N ]
Restausants - General

Fast Casual, Soup,
Sandwich, Salad

Asian (Chinese, Thai)

Coffee Shop, Bagel,
Donuts

Pub (Irish Pub, Brew
Pub)

Subs, Pizza

Ice Cream/Frozen
Yogust

Mexican

Other Ethnic (Indian
Greek, Mediteranean)

Fast Food

==
==
:“;.‘

| ep———

=

=

=

=

B

Smoothie/Juice

Specific Restaurants Mentioned: Panera Bread,
Dunkin Donuts, PE. Chang’s, Mary Lou’s Coffee,
Extreme Pita, Cosi, Sub Galley (Abington),
Maria's (Scituate), Mamma Mia’s, Marcello’s,
Venus Café, KFC, Wendy’s, Taco Bell,
Cheesecake Factory, and Emma’s.

Prepared by: Peg Barringes, FinePoint Associates, in collaboration with the Downtowa Middleborough Working Group
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Middleborough Downtown Business District Market Analysis (cont'd)

C. Sub-segments and Non-Resident Market Segments (cont'd)

2. Massasoit Community College Students

Massasoit Community College (MCC) has 500 students with enrollment growing each semester. Daytime students
comprise the largest group with classes from 9am until 2pm., mostly 18 — 22 year olds. Evening students attend classes
from 5:50pm until 10 pm. This group is mostly adult learners who work full time with a small portion of daytime
students taking an occasional evening class. Most drive, but there are a few who walk, bike or take the Gatra bus.
According to MCC representatives, this population likes cheap and fast food, because they do not have a lot of
expendable income, and are very busy.

Goods/services of potential interest if available Downtown:

= Place to buy books for classes and Massasoit swag such as t-shirts, etc. (Massasoit Brockton uses Barnes & Noble,)
= Local gffordable, guality sandwich/sub shop

= Entertainment (bowling, Dave & Buster-type)

= Downtown Food Court with 3-4 options and free wifi

= Food Truck Rotation in the Town Hall Parking Lot

Ideas to capture more of the College Student market segment include:

= Massasoit Student Incentive Program — Students receive discounts or special student coupons for their patronage
when they present their Massasoit 1D

= Market Saturday Farmer’s Market to Massasoit Saturday students.

= Distinctive environment, more social gathering spots/atmosphere.

= Direct marketing efforts

3. Visitors/Users/Attendees of Nearby Attractions and Events

People are drawn to events and attractions that bring them in or within very close proximity to downtown. This creates
potential opportunities for downtown restaurants, retailers and service providers. Matket segments are described below.

Attendees of Performances af the Alley Theater

Two local theater companies perform at the Alley Theater along with comedy and musical acts, fundraisers and student
productions. Nemasket River Productions puts on 3 shows per year (7 performances) and Theater One Productions also
puts on 3 shows per year (2 weekends each). A representative from Theater One indicated that 40% of the audience
comes from out of town and most attendees go out to dinner before or after the show (not necessarily in Middleborough)
and close to 100% of the actors and crew go out after each show (often at Central Café or The Hideaway).

Visitors fo the Robbins Museum of Archeology and the Middleborough Historical Museum

The Robbins Museum is open Wednesdays and Saturdays (in addition to events) and hosted close to 1,000 visitors last year
with an estimated 80% from outside of Middleborough. The Middleborough Historical Museum is open seasonally from
July to September (Wednesdays and Saturdays) and had 245 visitors last year, about 35% were from out of town.

Users of the Downtown Athletic Field/Pierce Playground

The Middleborough Cobras, a semi-pro football team, play about 7 games per year at Battis Field, typically at 7:30 on
Saturday evenings. The athletic fields and playgrounds are also actively used by 10-20,000 children and parents each year
during daytime and some evening hours throughout the week. Attendees of the football games as well as the young
families might be potential customers for Downtown eating and drinking establishments.

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtown Middleborough Working Group
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Middleborough Downtown Business District Market Analysis (cont'd)

C. Sub-segments and Non-Resident Market Segments (cont'd)

Ideas to capture more of the Visitor/Attendee market segment include:

= More eating establishments

= Restaurant guide/marketing material

= Better way-finding signage for patking and directory of businesses

= TImprove the lighting so the downtown looks more vital and safer during evening (stores with lights on)
= Advertise with the Parks department

= Promotion (Yankee magazine, AAA newsletter)

4.  Resident Subsegment - Ock Point Residents

The residents of Oak Point comprise a sub-segment worth noting because this “Over 55” community contains a somewhat
homogeneous concentrated population of about 1,400 residents, (about one-half are in their 70s and one;quarter are in
their 60s). Many residents moved from other communities as they approached or entered retirement and may still have
consumer patterns associated with their previous location. Representatives of this population indicate this group shows 2
preference for name-brand restaurants (e.g, Applebees, Olive Garden, Dunkin Donuts, McDonalds) and it takes referrals
from friends and neighbors to get new residents to try local spots. The residents currently patronize some downtown
businesses such as the Post Office, Benny’s, The Hideaway, Egger’s Furniture and hair salons. Many were loyal customers
of Maria’s gift shop and miss that type of store now that it has closed. This customer group would like to see a wider
variety in the businesses in downtown in order to give them more options.

Ideas to capture more of this market segment include:

* Driving at night is an issue so early bird dining specials may be appealing to this group

= Product demonstrations, classes, and pop-up sale events held at Oak Point to acquaint potential customers to businesses
(For example, a workshop on “Tips for Home Decorating” put on by The Custom Decorator or Egger’s Funiture,
pop-up sale booth featuring gifts by Dymond Treasures or demonstration by downtown hair salon.)

= Sponsorship or providing food for Oak Point events (e.g., charity events organized by residents, social events)

®  Providing additional services such as delivery and direct marketing for special in-store sales/events

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtown Middleborough Working Group
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Part Il. Analysis of Business Disirict Conditions and Commercial Mix

A. Real Estate Overview

In total, downtown Middleborough contains close to 738,000 Figure 9. Establishments by Size (s.f)
s.f. of commercial space “under roof”. To put this in

L}

perspective, this is more space than Wareham Crossing and 80 2 2 Other Flr.
about 28% less than Silver City Galleria in Taunton. 70 - e i

: s . 60 BE i <1 First Flr.

Approzimately three-quarters of the commercial space is 50 £ | Presence
located on the first floor. 40 Bt . }
30 S i

= There are 181 commercial units within the district; 167 have 20 ! i ] ===
B

i

a first floor presence and 14 are located entirely on other 10 = | ;
0 =N E ] e
<1,500 1,500 - 4,999 5,000-9,999  =10,000

floors. Median unit size is around 1,700 s.f.

= At the time of the inventory (July, 2016), approximately 19%  _
of the square footage and about 19% of the units were Vacant Properties on Center Street
vacant, including 31 units that contain first floor space and 4 —
units with no first floor presence. (Vacancy rates fluctuate and
can change quickly.) This includes 1 prime retail space at the
intersection of Main Street and Center Street which is not
available for lease but is not actively occupied. For many
years, a gift and card shop was operated at this location; since
then it was leased with plans for opening a children’s
consignment shop, however, after many months, the business
has not opened.

= We contacted Commercial Realtors and property owners to
get an understanding of the leasing environment. It appears
that commercial lease rates in Downtown are around $7 — 8
per square foot for most spaces and $10 per square foot for
newly renovated space. Owners appear to be willing to be
somewhat flexible in order to get tenants in.

®  When we asked about the obstacles to leasing space, we
heard the following:

— A large impediment to leasing space in Downtown is the
number of vacancies and how empty it currently looks.

— The Town is not perceived as business friendly. We heard
complaints about the time it takes to get all of the
necessary approvals (e.g., up to 6 months) and about the
lack of a “welcoming, how can we help you make this
work” attitude. One property owner said that, over the
past few months, at least six potential tenants have been
discouraged and lost interest after they approached
Middleborough Town Departments, and he does not
have this experience when leasing property in Bridgewater
which he perceives to be much more business friendly.

Prepared by: Peg Barringer, FinePoint Assodiates, in collaboration with the Downtown Middleborough Wocking Group
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= One Realtor indicated that lately there has been
interest from a few restaurants, specialty food,
catering, nail salons and a brewery. She leased space
to a flower shop that will open in October and is
currently working with a potential pub restaurant
tenant. And, on the bright side, this is the first time
in 7 years that 48 Center Street, a multi-tenant
building in the heart of the district has been fully
leased.

= The tax rate for commercial property in
Middleborough is $16.94 per $1,000 in valuation
which ranks close to the middle among the cities and
towns in Massachusetts. Compared to the
surrounding communities, Middleborough’s tax rate
is somewhat higher than most, except for Taunton.

s The District can be viewed as comprised of three
subareas — the Downtown Core Area, Western
Section and Eastern Section as illustrated by the
Downtown Sub Area Map. The Downtown Core
Area has the largest amount of commercial units. It
is the most compact, walkable node with the highest
commercial density. The Western Section contains
about one-third as many commercial units as the
Core Area, more sparsely located and mixed in with
residential units and churches. The Eastern Section
also contains about one-third as many units as the
Core and the uses tend to be more production ot
office spaces with less walk-in trade businesses along
Wareham Street and athletic fields and school
facilities on Jackson Street and North Main.

Leased but Inactive Storefront on Center Street

Business District Assessment (cont'd)

Figure 10. Commercial Tax Rate Analysis
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Table 6. Units & Establishments by Sub Area

Commercial Units Estabs

# Avg. sf Median sf Vacant #
Core 111 3757 1,765 19 92
Western 36 4994 1,807 10 26
Eastern 34 4144 1,600 6 28
A 181 4,076 1,700 35 146

Nofes: 1.) Square footage is etimated gross leasable area (GLA).
2.) Inventory results may be less conplete for commercial space and businesses not

Jocated on the first floor due io diffienlty obtaining data
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Middleborough Downtown Business District Business District Assessment (cont'd)

B. Establishment Characteristics

=  Downtown Middleborough is home to approximately

146 establishments including retail, restaurants,

services, contractors, public and non profit entities. For

the purposes of this study, we define “establishment” 70%
as any non residential entity. Some of the more well- 60% 3
known and high customer-count establishments
include: Massasoit Community College, Benny’s, 50%
Central Café, Hideaway Restaurant, Burt Wood School 40%

Figure 12. Ownership Characteristics

for the Performing Arts & Alley Theater, the Library, 30%
Post Office and Rockland Trust. 20 e o
0
= A few businesses are active in e-commerce. In fact at 10% = : =T l 503
least 2 businesses appear to sell exclusively online (e.g., 0% - - _
All Things Dutch, Jessa-Loop Designs). Single - Multi-Location, Non-Profit,
Location, Chain, Public Entity
= Most of the establishments (64%) are independently- Independent Franchise

owned, single location businesses. Chains and

franchises comprise about 10% of the establishment

mix including national multi-location businesses (e.g;, -
Rockland Trust, Santander Bank), regional chains (e.g,
Benny’s, Gas Depot), local chains (e.g,, Coffee Milano,
Savas Liquor) and franchises (e.g., Honey Dew

Donuts). About one-quarter of the establishments are Open after
public entities and nonprofits. S 6 PM (21

day)
27%

Figure 13. Operating Hours

Not Open

. . . ; fter 6 PM
= There is not much consistency in operating hours 2 67:30/
(1]

among the establishments. Closing times vary
substantially. Slightly over one-quarter are open after 6
PM (one or more nights per week). Many are closed on
Sundays as well as one or more weekdays (e.g:,
Monday/Tuesday). There ate a few businesses which
appear to be operating on a part-time basis and/or are
open by appointment only (e.g,, tattoo business, leather
goods shop).
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Middleborough Downtown Business District

= Most of the establishments are small with the median
size at around 1,600 s.£, however, downtown also
contains several large medical, financial and
community institutions.

Over 20,000/s.£.

High Point Treatment Center

Middleborough Early Childhood Center

Middleborough Public Library

15,000 —19.999 £

own Hall
Rockland Trust

Church of Our Saviour Episcopal

Massasoit Community College

Town Hall Annex

10,0000—14,999 s £

..Robbins Museum of Archaeology
-Mecting House Baptist Church
-Eﬂterpﬁse Design

-Eggcrs Furniture

-Firc Dept.

READS. Academy

_United Methodist Church

Business District Assessment (cont'd)

Table 7.

Establishment Type
Retail
Motor Vehicle & Parts
Furniture & Furnishings
Electronics & Appliances
Building Mat. & Garden Equip
Food & Beverage Stores
Health & Personal Care Stores
Gasoline Stations
Clothing and Accessories
Sporting Goods, Hobby, Books
General Merchandise Stores
Misc. Retail Stores
Eating, Drinking & Lodging
Arts, Entertainment & Recreation
Accommodation
Eating and Drinking Places
Services
Finance & Insurance
Real Estate and Rental/Leasing
Professional, Scientific & Tech.
Educational Services
Health Care & Social Assist.
Repair & Maintenance
Personal Care & Laundry
Relig., Grant, Civic, Prof. Orgs.
Other
Agric., Forest, Fishing, Mining
Util,, Const,, Mfg;, Wholesale
Transport, Postal & Warehouse
Information
Admin./Sup. & Waste Mgmt
Public Administration
Total

oo t; N
A0 YV N A O O N O = O DN WO WK O WL W

— \S)
Aa&8R

wmo= LN

146

49,500
1,626
12,421
2,000
5,186
5,150
3,692
5,611
13,814
38,876

22,653

16,223
368,258
26,790
11,114
13,013
90,863
80,456
9,595
24725
111,702
139,092
1,166
37,603
11,900
30,017
1,600
56,806
595,726

Figure 14. Composition of Uses (# of establishments)

Other
18% Eat, Drink,
Entertain
9%
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Middleborough Downtown Business District

Business District Assessment (cont'd)

Table 8.

(. Business District Composition Assessment

= More than one-half of the establishments (57%) in
downtown are services, 16% are retatlers, 9% are
restaurants and 18% other.

= The most represented industry subsectors (based on
the number of establishments include: 1)Personal
Care, 2)Religious, Grant, Civic & Professional
Organizations, and 3)Ultilities, Construction,
Manufacturing & Wholesale.

Creative Economy Cluster

There is a substantial cluster of arts and culture related
industries and facilities located in the dowatown.

Historic Sites/ Musenns
- Middleborough Historical Society Museum
- Robbins Museum of Archaeology

Performing Arts Theaters, Arts Instruction, Theater
Conpanies, Art Gallery, Artists

- Burt Wood School for the Performing Arts & Alley
Theater

- Town Hall Theater/Event Space
- Rachel Park Dance Studio
~ Theater One (performs at Alley Theater)

- Nemasket River Productions (performs at Alley
Theater)

- True Grit Art Gallery

- Otto's Underground (band & rehearsal studio)

- Blue Anchor Studios (artist shows work at True
Grit Art Gallery & hosts paint party nights)

- Jennifer Prisco Photography

— Captured Memories (photographer)

Artisan/ Craft Businesses
— Jessa-Loop Designs
- Monstor Kolor Studio

Rank Industry Subsector

1 Personal Care & Laundry

2 Religious, Grant, Civic & Prof. Organizations
3 Utlities, Construction, Mfg., Wholesale

4 Misc. Retail

5  Eating and Drinking Places

6  Educational Services (indl. arts education)

7 Professional, Scientific & Tech.

8  Health Care & Social Assist.
9  Real Estate and Rental/Leasing

10  Repair & Maintenance

Figure 15. Commercial District Business Mix

0
e
Motor Vehicle & Parts %
Furniture & Furnishings S
Electronics & Appliances

Building Mat. & Garden Equip ®

Food & Beverage Stores W
Health & Personal Care Stores

Gasoline Stations
Clothing and Accessories H8l
Sporting Goods, Hobby, Books
General Merchandise Stores ®
Misc. Retail Stores & Nonstore
Arts, Entertainment & Rec.
Accommodation
Eating and Drinking Places
Finance & Insurance
Real Estate and Rental/Leasing
Professional, Scientific & Tech.
Educational Services
Health Care & Social Assist.
Repair & Maintenance

Relig., Grant, Civic, Prof. Orgs.
Agric,, Forest, Fishing, Mining
Util, Const, Mfg., Wholesale
Transport, Postal & Warehouse ¥
Information ¥
Admin./ Sup. & Waste Mgmt .
Public Administration
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Middleborough Downtown Business District Business District Assessment (cont'd)

Retail Establishments

= The Downtown is home to 23 retail establishments.

= Benny’ is a well known regional chain general store offering home &
garden products, automotive supplies, hardware, toys and more.

= There are 3 furnishings stores including the long time Downtown
retailer, Egger;s Furniture, 2 window treatment store and a fairly recent
addition of a store that sells new, used and refurbished home
accessories (Dymond Treasures). There is also an auction house that
handles furnishings, as well as collectibles and other items. (During
auction events, bids are received from onsite customers as well as
online and telephone bidders.)

= The district hosts 2 specialty food stores (a seafood store and a bakery)
along with a liquor store and convenience store. The bakery serves
coffee and tea in a café atmosphere, in addition to offering custom
baked goods, and is planning an expansion and move to a new site on
Wareham Street.

= The True Grit Art Gallery showcases original artwork.

= There are no clothing stores. There is a jewelry store (Gregory Scot
Jewelers) and a leatherworks store open part time that has some
custom products and also specializes in repair.

= 'The downtown has a small cluster of thrift and second time around
shops.

= Monster Kolor sells screen printed t-shirts and other apparel for
businesses, teams, schools, etc.

= There are two gift retailers which sell only online.

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Downtown Middleborough Wocking Group
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Middleborough Downtown Business District Business District Assessment (cont'd)

Restaurants, Enfertainment & Recreation

2 'There are 9 eating and drinking places in the district, ranging from
pizza and coffee shops to full service dining plus Battistini’s which
serves as a bakery and café. Except for a few pizza places, there is

no ethnic cuisine.

= There are only 2 “full service” restaurants where customers can
enjoy a meal with table service. 5 of the eating places offer more
casual dining options and fall into the category of “limited
service”, meaning that customers order and/or pay at a counter
rather than at a table.

= There are 3 establishments that serve alcohol, one that is primarily
a bar and 2 restaurants where customers have the option to get a
meal with a glass of wine or cocktail.

Tablfi 9.

_z{:_{g&@ﬁ'ﬁih. :

Full Service Restaurants 2

Limited Service Restaurants 5
Snack & Non-Alcoholic Beverage Bars 1
Bars (Alcoholic)

Establishments that Serve Alcohols 3

#  The Alley Theater associated with the (Burt Wood School of
Performing Arts) hosts many events (student performances,
comedy nights, fundraisers, etc)) and shows performed by two
Theatre companies (i.e., Theater One and Nemasket River
Productions).

s Tn addition, at least one restaurant occasionally offers live
music and entertainment (e.g,, Central Cafe).

@ With regard to recreation, there is a performing arts school,
dance school and 2 martial arts studios (categorized under
educational services) as well as Town recreational facilities and-
Parks Department programming. The downtown has no

fitness centers.
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www.FinePointAssociates.com 29



Middleborough Downtown Business District

Service Establishments

=

There are 84 service establishments in the business district
including a large array of personal services. In all, there are
19 businesses that offer hair, skin, massage and nail services
along with a laundry and tailor shop.

There are 9 gas and auto service businesses.

There is also a very strong compliment of professional
services including 2 major banks, 2 insurance agencies, 7 real
estate companies, 3 legal firms, 2 accounting/billing firms
and 3 others (photography, web design).

8 establishments offer healthcare services (e.g, dentist,
acupuncture) and social assistance (e.g;, autism services,
counseling, senior home care) plus the High Point Treatment
Center, an in-patient facility for the treatment of substance
abuse.

Downtown features a host of educational services including
Massasoit Community College, Middleborough Early
Childhood Center, and READS Academy. Other educational
services include tutoring, performing arts, dance, martial arts,
and driving,

Business District Assessment (cont'd)
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Middleborough Downtown Business District Business District Assessment (cont'd)

Community Institutions and Other Establishments

=  Downtown is home to several community institutions
and government offices including the Town Hall, Town
Hall Annex, Library, Post Office and several churches.

= There are many non-traditional uses in downtown
including 14 manufacturing enterprises, contractors or
wholesalers, 3 information related establishments, 2
transportation enterprises, 1 administration support and
1 agriculture enterprise.

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Dowatown Middleborough Working Group
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Middleborough Downtown Business District

Business Listing by Category

Furnishings & Furniture
Eggers Furniture
Dymond Treasures

The Custom Decorator

Food & Beverage
Battistini's Bakery
Mike Carver's Sea Food

Savas Liquor

Gifts

All Things Dutch
Jessa-Loop Designs

Clothing, Jewelry & Shoes
Gregory Scot Jewelers
Jen's Leatherworks

General Merchandise, Used Goods &
Other Retail

Benny's

Middleborough Smoke Shop
Monstor Kolor

Neatly New/Our Savior Thrift Shop
Sacred Heart Thrift Shop

True Grit Art Gallery

Twice As Nice

White's Auctions

Eating & Drinking Places
Crown Café

Ceantral Café

Coffee Milano

Hideaway Restaurant
Honey Dew Donuts

Lindo's Pizza

Main Drag Café
Middleboro House of Pizza

Pizza Pirate

Banks, Mortgage & Other Credit
Rockland Trust
RMS Mortgages
Santander Bank

Insurance & Real Estate
Roger Keith & Sons Insurance
AEC Property Management
Carey Real Estate

Chace Real Estate

Fieldstone Property Management
P&S Preferred Properties

T.M. Ryder Insurance Agency
Uptown Realtors

Value Tech

Legal Services

Adam Bond Atty. At Law

Decas Murray & Decas Atty at Law
Stewart Dube Atty at Law

Accounting, Tax & Other Services
Balanced Books Bookkeeping
Bridgewood, Benoit & Co., CPA
Captured Memories

EV Event

Jennifer Prisco Photography

Shot Gun Flat Studio

Academic & Other Educational
Massasoit Community College
Middleborough Early Childhood Center
R.E.A.D.S. Academy

T&C Driving School

Tutoring

Arts & Recreation Educational

Burt Wood School for the Performing Arts &
Alley Theater

Brazilian Jiu Jitsu
Rachel Park Dance Studio
Shaolin Martial Arts

Artists
Blue Anchor Studios
Otto's Underground

Museums
Middleborough Historical Society Museum
Robbins Museum of Archaeology

Business District Assessment (cont'd)

Healthcare Services

Brewster Ambulance

Family Acupuncture and Herbals
High Point Treatment Center
Peter Messier & Assoc., Dentistry

Hair, Skin & Nail Services
Anna & Company

Body Zonez massage
Center Street Tattoos
Corsini's Hair Salon
Crafty Cuts

Darkside Kustoms

David Alan Salon
Denny's Barber Shop
Head Quarters

Lucky Nails

Marra's

New Concepts Hair Salon
Old Ghosts Tattoos
Peaceful Escape

Pushin Ink Tattoo
Rachel's Hair

Salon Amour

Serenity Hair Salon
Sun-Sational Sun Tanning

Dry Cleaning, Laundry, Tailor
The Empty Hamper
Middleborough Alterations

Auto & Gas

AL Prime Gas
Gas Depot

Mattie Tire

Auto Glass Centre
Stop n Save
Willy's Auto Parts

Public/Government Institutions
Fire Dept.

Middleborough Public Library
Parks Dept./Town Pool

Police Station

Town Hall and Town Hall Annex
US. Post Office
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Middleborough Downtown Business District Business District Assessment (cont'd)

5. Business Listing by Category

Civic/ Community Organizations Willow Spring
American Legion Wood working & Re-wine it
Chuzch of Our Saviour Episcopal

Cranberry Country Chamber of Commerce

Elks Lodge

EMS Council

First Unitarian Universalist Church

Fr. Shea Community Center

Horizons for Homeless Children

Meeting House Baptist Chusch

Methodist Church Rectory

Middleborough VEW

Middleborough Youth Building

Nathan Hale Foundation

New Life Baptist Church

Ousr Savior Community Building

Sacred Heart Church

Sacred Heart Chusrch Rectory

Social Assistance
Associated Home Care
Middleborough Counseling
Piece of Mind Counseling
Piecing The Puzzle

Other

Winaetuxet Cranberry Co.
Abair Plumbing

AEC-PEM Manufacturing
Atlantic Carpentry
Automotion

Brian's Auto

Budge It Drains

City Wide Auto Glass

DMI Marine

Eggcc Funeral Home
Enterprise Design

Eric Guertin

Middleborough Electric Light Station
Northern Pine Woodworkers
RHS Roofing Systems

Safer Places

Sage Renovations

Under Pressure

Under Pressure Hood Cleaning

Verizon
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Middleborough Downtown Business District Business District Assessment (cont'd)

D. Comparative Business Mix Analysis

= A few downtown centers were used for comparison. When analyzing only the retail component (not including
professional office and other), downtown Middleborough has a slightly larger proportion of convenience goods
and personal services and a slightly smaller portion of comparison goods (such as apparel, furnishings, and
electronics) and eating, drinking entertainment and recreation compared to most of the other downtown
commercial centers.

= Compared to typical shopping centers, Downtown Middleborough has a much smaller portion of comparison
goods stores, and compared to typical lifestyle centers, a much smaller proportion of comparison goods stores
and eating places, entertainment and recreation.

= Figure 15 illustrates the number of establishments in selected categories among the downtowns selected for
analysis. A few significant differences are apparent. In comparison, downtown Middleborough has less of the
following:

— Health & Personal Care Stores

— Clothing and Accessories

- Sporting Goods, Hobby, Books

- Eating and Drinking Places

- Finance & Insurance

— Professional, Scientific & Technical Services
— Health Care

Figure 16.
Comparison with Shopping Centers and Commercial Districts (by number of establishments)

Retail Mix (*excludes professional services and other non-retail)

& Eating, Drinking
& Entertainment/
Recreation

& Comparison
Goods (General,
Apparel, Furniture
& Other - GAFO)

Establishments

= Convenience
Goods & Personal-
Services
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Middleborough Downtown Business District

(. Comparative Business Mix Analysis

Figure 17: . 441 - Motor Vehicle & Parts
Comparison with

Other Commercial 442 - Furniture & Furnishings
Centers (Selected

Categc?nes by Noumber of 443 - Electronics & Appliances
Establishments)

444 - Building Materials & Garden Equip

445 - Food & Beverage Stores

446 - Health & Personal Care Stores

447 - Gasoline Stations

448 - Clothing and Accessories

451 - Sporting Goods, Hobby, Books

452 - General Merchandise Stores

453/454 - Misc. Retail Stores & Nonstore Retail

71 - Axts, Entertainment & Recreation

721 - Accommodation

722 - Eating and Drinking Places

52 - Finance & Insurance

53 - Real Estate and Rental and Leasing

54 - Professional, Scientific & Technical Services

61 - Educational Services

62 - Health Care & Social Assistance

811 - Repair and Maintenance (incl. auto)

812 - Personal Care & Laundry Services

813 - Religious, Grantmaking, Civic, Prof. & Similac

Business District Assessment {cont'd)

50 60 70

A Downtown Middleborough
& Melrose Center

@ Downtown Wakefield

# Wellesley Center

# Downtown Greenfield
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Middleborough Downtown Business District

Part Ill. Recommendations for Consideration

Given the findings of the market analysis and business district assessment, we offer the following suggestions for
consideration. These are recommendations from the consultant and have not been sanctioned by any authority.

Overview
1. Designate/Establish an Entity to Focus on Revitalization of the Downtown with Dedicated Staff Assistance

2. Market the Downtown and Assist in Recruiting Businesses
= Create a marketing campaign and materials that focus on the advantages of Downtown as a business
location
=  Focus on expanding the existing creative economy cluster, restaurants, recreation/entertainment and other
targeted niches.
= Activate and improve the appearance of vacant properties in the short term with temporary uses.

3. Ensure that Middleborough is Business Friendly for Small and Large Businesses and Promote 2 Positive Image
= Assess and improve municipal approvals and permitting process.
= Create a “Middleborough Welcomes Business” or at least “For Businesses” page on the town website.
= Cultivate a cooperative partnership with downtown property owners and real estate brokers.
= Celebrate and promote the new quality tenants that landlords successfully sign.

4. Improve the Aesthetic Appeal of Downtown
= Implement a storefront improvement financing program.
= Develop incentive programs to promote redevelopment and renovation.

5. Increase Foot Traffic/Potential Customers in Downtown

6. Work with SRPEDD to Evaluate Potential Downtown Tools and Funding Sources

Recommendation #1: Designate/establish an Entity to Focus on Revitalization of the
Downtown with Dedicated Staff Assistance

There are several organizations that are involved in Downtown revitalization activities in some way (e.g;,
Middleborough on the Move, Middleborough Friends, Cranberry Chamber of Commerce, Toutism Committee,
Cultural Council, Middleborough Downtown Business Coalition, etc.), however, there does not appear to be one
Downtown committee/task force/organization that serves as a lead entity and coordinating body focusing
specifically on Downtown.

» Create/designate a single committee or task force with established leadership that can work to develop a
Downtown strategy and coordinate its implementation. This entity could include representatives from key
organizations, Massasoit Community College as well as business and property owners and should have a clear
specific mission.

= Middleborough’s Director of Community and Economic Development has recently left and the position has not
yet been filled. When this position is filled, the Town should dedicate a portion of the Director’s time specifically
to Downtown activities and to providing staff assistance to staffing this entity.
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Middleborough Downtown Business District Recommendations (cont'd)

Recommendation #2: Market the Downtown and Assist in Recruiting Businesses.

Create a marketing campaign and materials that focus on the advantages of Downtown as a business location.
Simple marketing materials can be provided to property owners and Realtors. The following represents five locational
advantages that could be promoted along with business recruitment goals, who to contact and other information.

o

Top 5 Reasons fo Locate your Business in Downtown Middleborough

1.

Gain Access to a Growing Resident Market with Above Average Incomes. 23,000 people live within a
4-mile trade area and the population is growing at a significantly higher rate than Massachusetts overall.
Median household income is above the statewide level, in fact close to one-third of the households earn
over $100,000 per year. Residents spend over $260 million per year at stores and restaurants.

Capitalize on the Opportunity to Serve Other Market Segments — Nearby Employees, College
Students & Visitors to Downtown Attractions. Downtown Middleborough has an estimated 600
employees that represent potential market for meal and snack purchases as well as other shopping before,
during and after work hours. Massasoit Community, located right in Downtown has 500 students with
enrollment growing each semester. There are also several attractions in Downtown that attract visitors to
the area including the Alley Theater with numerous musical, drama, comedy and student performances, two
museums and an athletic field that hosts a semi-professional football league as well as student teams.

Be Part of an Expanding Creative Economy Cluster. Join the many performing artists, visual artists,
art schools, musicians, craftsman and other creative professionals that have found a home in Downtown
Middleborough. Creative synergy abounds with a performing arts school, two theater companies, two
performance/event spaces, an art gallery, band rehearsal space, dance school, photographers, painter studio
and other artisan businesses.

Operate your Business in an Nationally Recognized Historic District. The Downtown Area is home
to many attractive historically significant structures and is listed on the National Register of Historic Places.
Qualifying rehabilitation costs may be eligible for Federal Historic Tax Credits.

Enjoy Lower Development and Utility Costs. All of the Downtown properties are serviced by Town
sewer and water eliminating the need for on-site waste water treatment. Municipally-owned gas and electric
make for lower utility costs.

Focus on expanding the existing creative economy cluster, restaurants, recreation/entertainment and other

targeted niches.

= Additional arts and culture establishments would help to build the cluster (e.g., art/artisan cooperative with locally
made products, artisan work space, etc.)

= There appears to be some opportunity for additional eateries, illustrated by sales leakage within the resident market
segment (for full service sit-down restaurants) as well as the employee segment. In addition, 72% of the Employee
Survey respondents indicated they wanted to see more restaurants and a wider variety of dining options in Downtown.

= Other establishment categories which might make good business recruitment targeté (because they appear under-
represented compared to other commercial centers and/or show sales leakage) include: gifts, entertainment/recreation
including fitness facilities (yoga, gym), specialty food, sporting goods/hobby, pet grooming/supplies, additional health
care and additional professional office (professional, technical, financial services).

= Another potential opportunity uncovered during the market research was the need for a business that could take on
the role of a bookstore for Massasoit Community College handling the selling of textbooks as well as college t-shirts
and other items. At the Brockton Massasoit Campus, the local Barnes & Noble plays this role. Perhaps, a local artisan
cooperative could be developed to sell local products as well as play this role for Massasoit.
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Middleborough Downtown Business District Recommendafions (cont'd)

Activate and improve the appearance of vacant properties in the short term with temporary uses. Businesses,
especially restaurants, services and retailers, want to locate in a bustling Downtown. The large number of gbvious
vacancies in Downtown is impeding the attraction of new businesses. One Realtor called it the “ghost town™ effect.
Temporary uses could include exhibits, art displays, temporary pop-up retail businesses, anything that would bring
some vitality. In Turners Falls and other communities, temporary downtown at galleries have been set up using
empty store windows for displays of pottery, paintings and other creative exhibits. This could help build the brand
for Downtown as an arts and cultural center. Plus, it would give local residents and visitors (attending events held at
the Alley Theater or visiting museums) a reason to walk around downtown. Perhaps local art associations, Massasoit
Community College, Middleborough Tourism Committee or other cultural groups might be willing to curate exhibits.

Develop a business directory, map and kiosk. A kiosk in the the downtown with 2 map showing attractions such
as the two museums, Massasoit Community College, etc. and possibly including a business listing could help increase
the image of Downtown as a destination and awareness of the goods and service available in Downtown.

Recommendation #3: Ensure that Middleborough is Business Friendly for Small and Large
Businesses and Promote a Business Positive Image

Assess and improve municipal approvals and permitting process.

The amount of time and difficulty involved in receiving approvals needed to open a business in Middleborough was cited
as one of the obstacles to leasing space in Downtown. In particular, small independent businesses and start-up enterprises
like the kind that would be potential tenants for Downtown, are likely to need more assistance with navigating the
approval process. They also need to be assured that the process will be speedy, with clear rules and the outcomes easily
predicted. If business prospects are discouraged by initial encounters with Town regulatory entities ot if the outcomes are
very unpredictable, potential business owners may decide that pursuing the location is not worth the risk.

® Have a private sector panel review the approvals and permission process and make recommendations for
improvement.

= Designate a staff person that can serve as a business ombudsmen that can help shepherd potential businesses
through the process.

® Provide simple instructions regarding a list of permits and approvals that will be needed and information about
where to go and what to do to get them. Summarize this information in a simple, easy to follow document.

Create a “Middleborough welcomes Business” or at least “For Businesses” page on the town website.
Currently, the only information for businesses is a link to the Cranberry Chamber of Commerce and under
“Department Listing” there is a listing for Community Development but not Office of Economic and Community
Development. Provide information about doing business in Middleborough (requirements, obtaming approvals,
etc.), available business incentive and financing programs, relevant Town Departments, civic organizations, state
agencies and designated Downtown revitalization committee/task force along with other other helpful information.

Cultivate a cooperative partnership with downtown property owners and real estate brokers.

Convene a meeting(s) with downtown landlords and real estate professionals. Seek participation and cooperation
while reaching out to show that the Town is willing to help. Inquire about their goals and perceived obstacles in
recruiting quality tenants that would be good for the whole Downtown. Identify ways that property owners and
Middleborough’s Office of Economic and Community Development might work together.

Celebrate and promote the new quality tenants that landlords successfully sign.
Send a press releases to Middleborough Gazette and Wicked Local Middleborough online newspaper to get
publicity for new businesses and help to promote the Downtown to customers and prospective business tenants.
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Middleborough Downtown Business District Recommendations (cont'd)

Recommendation #4: Improve the Aesthetic Appeal of Downtown.

Implement a storefront improvement financing program. Many of the storefronts and facades in the downtown
appear tired looking or are in need of repair. Current conditions might be impeding the attraction of businesses and
customers. A storefront/facade improvement program that provides a matching grant or forgivable loan could help
entice property owners to make an investment that could benefit the entire area. This type of program might also serve
as an enticement for new businesses considering locating in the district.

Develop incentive programs to promote redevelopment and renovation.

Consider creating a redevelopment district in downtown and offer incentives for projects that will have significant
impact. Middleborough’s commercial tax rate is somewhat higher than most of the surrounding communities with the
exception for Taunton, tax incentives could help to motivate investment (e.g, stabilizing taxes for a period of time after
renovation, partial tax abatement for a specified period). Contact local banks to explore the potential for their
participation in creating special targeted financing programs to entice redevelopment. There appears to be interest
among at least one business owner to expand their business and redevelop an eyesore property. CDBG funding could be
explored to provide low interest loan in situations such as this.

Recommendation #5: Increase Foot Traffic/Potential Customers in Downtown.

Bringing more people into downtown helps existing businesses as well as increase the attractiveness of the area to new

businesses. Strategies could include the following;

= Continue to promote residential development in and near Downtown. More residents nearby will create additional
market potential for Downtown businesses.

=  Continue to sponsor existing events (e.g, Krazy Days, Ghost Tour, Holiday Pop-Up) and increase the amount of
events in the Downtown that attract customers for businesses and increase the awareness of goods and services
available in Downtown.

= Develop a historic walking tour in and around Downtown that shows historic sites and properties with basic
information and a map that could be reproduced in hard copy as well as posted online.

Recommendation #& Work with SRPEDD to Evaluate Potential Downtown Tools and
Funding Possibilities.

The Southeastern Regional Planning and Economic Development District (SRPEDD) has committed to provide
technical assistance as a follow-up to this Market Analysis and Business District Assessment. It would be very helpful if
one of the services provided by SRPEDD would be to provide a description and evaluation of various tools and
fanding programs that can be used to encourage reinvestment and attract businesses to downtowns, along with an
evaluation of appropriateness (pros and cons) for Middleborough. These tools and financing source might include the
following, as well as others:

= 40Q DIF (District Improvement Financing Tax Incentive)

= Pre-permitting properties

= 4(R development

= 43D Expedited permitting

= Urban Renewal District

= Cultural District Designation

= Community Benefit District

= Zoning Bonuses

»  Community Development Block Grant Funding

Prepared by: Peg Barringer, FinePoint Associates, in collaboration with the Dowatowa Middleborongh Working Group
www.FinePointAssociates.com 39






A hearing will be held in the Selectmen’s

Meeting Room at the Town Hall, 10 Nicker-

son Avenue, Middleborough, MA on Mon-

day, September 12, 2016 at 7:45 pm for

the purpose of discussing an application

filed by Foresite Engineering, Inc. on he-
half of the Brockton YMCA for an Earth -

Remaval Permit for property located 375

Wareham Street, Assessors Map 073, Lot

9813, Middleborough, MA. The reason for

this request is for the removal of approxi-

mately 20,000 to 25,000 cubic yards of

soil as shown on plan dated July 1, 2016,

prepared by Foresite Engineering, Inc.

Anyone desiring to be heard on this matter

should appear at the time and place desig-

nated.

Diane C. Stewart

Stephen J. McKinnon

John M. Knowlton

Leilani Dalpe

Allin Frawley

BOARD OF SELECTMEN

September 1, 2016

The Middleboro Gazette Newspaper

Conkinvad o Alsel e
. 0 O] 54 | 10




LD Atantic

DESIGN ENGINEERS, INC.

September 29, 2016

Board of Selectmen

Town Hall Building

10 Nickerson Avenue
Middleborough, MA 02346

Re:  Engineering Review
Earth Removal Permit Application
Camp Yomechas
375 Wareham Street — Middleborough, MA
ADE Project #2518.49

Dear Board Members:

Atlantic Design Engineers, Inc. (Atlantic) has completed our initial engineering review of the site plans
and application materials for the above-referenced project relative to an application for a permit under
the Earth Removal bylaw. The plans and application materials are dated 7/1/16 and are prepared by
Foresight Engineering, Inc. for Old Colony YMCA of Middleboro, MA.

We have the following comments for consideration of the Board:

1. The abutter’s names are not labeled on the site plans.

2. 100 foot buffers to property lines have not been provided.

3. The buffer adjacent to Lot 80-1093 is labeled as a vegetated buffer yet there is no existing
vegetation and no plantings are proposed.

4. The buffer adjacent to Lots 80-185, 80-931, and 80-938 is labeled as a vegetated buffer 50 feet
wide yet the existing vegetation is not 50 feet wide and additional plantings are not shown.

5. No improvements are shown at the entrance onto Rte. 28. The plans should demonstrate that
adequate width, radii, and site lines exist for the gravel removal truck traffic and show proposed
improvements as needed.

6. The plans show that the northwestern corner of the existing paved access road at the entrance to
Rte. 28 encroaches on the #373 Wareham Street property. This situation should be corrected.

7. Have the wetlands shown been flagged and surveyed? If not, they should be flagged and
surveyed to confirm the 100 foot and 25 foot buffer zones.

P.Q. Box 1051
Sandwich, MA 02563
{508) 888-9282 - FAX 888-5859
email: ade@atlanticcompanies.com
www.atlanticcompanies.com



Board of Selectmen

HP Initial Engineering Review

A tlc n tlc Earth Removal Permit Application
Camp Yomechas — Middleborough, MA

September 29, 2016 — Page 2

8. Grading is needed at the new access road off of the existing paved road. It appears this grading
may require adjustment to the limit of work/Erosion Barrier and may result in work within the
100 foot buffer zone.

9. No stormwater management measures are proposed.

10. The erosion barriers should be extended behind the New Horizon buildings.

11. The grading is incorrect and a 92 foot contour is missing at the Parking Lot/Gravel Road.

12. The proposed tree line is missing at the northeastern limit of work.

13. North arrows are missing on all sheets except Sheet 2.

14. The Construction pad detail should show the width to be the full width of the access road.

15. Show the proposed grading for Phase I.

16. Provide erosion control measures for all stockpile areas.

17. The contractor notes on Sheet 5 should include notification to the Board of Selectmen’s earth
removal agent for all inspections.

18. Show/label the distances from Wareham Street to the proposed work (200 foot minimum is
required).

19. Label the distances from the limit of excavation to the property lines of abutters.

20. The approximate volumes and truckloads for each phase are required on the Phasing Plan or in
the Project Plan.

21. Test pits indicate possible high groundwater at 30 inches. Proposed cuts are upwards of 8 feet.
Please provide dewatering methods and other means to control intercepted groundwater during
and after construction.

22. The project plan should indicate safety measures to be put in place as the access road is to be
shared by a day camp and the proposed gravel removal activities are immediately adjacent to a
day camp.

23. The SWPPP required for construction activities and compliance with the NPDES program, when
finalized, should be made a part of the permit conditions and should be provided to the Town.
Copies of all inspection/correction reports should also be provided to the Town.



Board of Selectmen

s Initial Engineering Review

A rla n rlc Earth Removal Permit Application
Camp Yomechas — Middleborough, MA

September 29, 2016 — Page 3

If you have any questions, please do not hesitate to call me at (508) 888-9282.

Sincerely,
ATLANTIC DESIGN ENGINEERS, INC.

Richard’]. Tabaczynski, P.E.
Vice President



From: Rich Tabaczynski

Sent: Friday, September 23, 2016 1:11 PM
To: Colleen Lieb

Cc: Selectman Diane C. Stewart

Subject: RE: Earth Removal - 375 Wareham

Colleen,
| have the plans and have started the review but will not have anything complete until early next week —
Tues/Wed.

Richard J. Tabaczynski, P.E.

Vice President

Atlantic Design Engineers, Inc.
P.0. Box 1051

Sandwich, Massachusetts 02563
P: (508) 888 — 9282

F: (508) 888 — 5859

C: (508) 274 - 1712
www.atlanticcompanies.com
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CONSERVATION COMMISSION

20 CENTRE STREET
PHONE: 1-508-946-
MIDDLEBOROUGH, MASSACHUSETTS 02346 FAX: 1—5823322388

MEMORANDUM

TO: Board of Selectmen (via email)
Ruth Geoffroy, Planning Director (via email)
Robert Whalen, Building Commissioner (via email)
Christopher Peck, DPW Superintendent (via email)

FROM: Patricia J. Cassady, Conservétion Agent/,/ /
RE: Earth Removal Application — YMCA — Camip Yomechas, 375 Wareham Street
(Map 73, Lot 5813)

DATE: September 2, 2016

This memorandum is in response to the earth removal permit that the above-mentioned applicant has
submitted to the Board of Selectmen.

I have the following comments regarding this site:

1) The area where the proposed earth removal is taking place is within a Zone II Wellhead
Protection Area. ‘

2) This area is not in a floodplain or mapped under the Division of Fisheries & Wildlife Natural
Heritage & Endangered Species Program.

3) There are bordering vegetated wetlands with a 100-foot buffer zone at the site on the other side of
the entrance road. These may be potentially far enough from the project however we would be
interested in how they will be protected during the removal of earth through truck traffic.

4) There are isolated wetlands near the proposed earth removal area and should be further examined
as they may be potential vernal pools and it should be determined through calculations if any of
them qualify as Isolated Land Subject to Flooding under the Wetlands Protection Act.

5) Iwould recommend that the applicant and their representative speak with the Conservation
Department prior to the commencement of any activity pertaining to the proposed earth removal.

If you have any further questions, don’t hesitate to contact the Conservation Office at 508-946-2406.

Thank you

pic



20 Wentre Street, Second Floor
Middlehorougl, Massachusetts 012346

Rabert 4. Whalen
Building Commissinner

Tel.
Fax

S08-946-2426
S08-494b-2305

September 7, 2016

Middleborough Board of Selectmen
Middleborough Town Offices

10 Nickerson Ave

Middleborough, MA 02346

RE: Earth Removal Permit for Brockton YMCA for a Special Permit located at 375
Wareham Street, Assessor’s Map: 073 Lot: 5813, Zoning District Residential Rural,
WRPD District Z2.

Honorable Board,

I have reviewed the plan submitted for Brockton YMCA designed by Darren
Michaelis of Foresight Engineering for an Earth Removal permit for the property located
on 375 Wareham Street. This property is the subject of a Special Permit from the
Middleborough Zoning Board of Appeals. The applicant would need to apply to the
Z.B.A. and receive approval before any of the proposed improvements take place.

Respectfully submitted,

(Jes

Robert J. alen
Building Commissioner
Zoning Enforcement Officer

RIW/d
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BOARD OF SELECTMEN
APPLICATION FOR LICENSE (PLEASE TYPE OR PRINT CLEARLY)

oate 1215 —1E pld Colony \//W’ A~ Frank. e Dovald

NAME OF APPLICANT
ADDRESS OF APPLICANT (ol CER 3’"’ émf
ASSESSORS MAP & LOT ON3-5815

DAYTIME TELEPHONE 50 % -495% - Lo(ab?{ cell .509-941-13 90
T— QC‘E)D\/ l/ NCH - Camp éaf:}v\ahcu

OWNER OF PROPERTY TO BE LICENSED__/ Old (olany YN

ADDRESS OF PROPERTY TO BE LICENSED 3% 5 Waye? iham $ 4’
ASSESSORS MAP & LOT (73~ 5%i3

TYPE OF LICENSE REQUESTED (Check One)

24 Hand _ WRPD_
Class I Automobile Dealer License Earth Removal Permit X

Class II Automobile Dealer License Liquor License

Class 111 Automoabile Dealer License Junk Dealer

Entertainment Other

Anticipated Start Date for Business:_ e R &, 20/
Days & Hours of Operation: M~ - 5’ U MR

Has the applicant previously held a similar license in the Town of Middleborough or elsewhere?
If yes, explain: )
A e

£
i p \\ / 7, ( / yas
d Al / A1 -\ I /
Signature__ | ;”%Z”M\ < M Vg AL
v

DATE OF HEARING:

Please bring to the Treasurer/Collector’s office @ the Town Hall Annex, 20 Center Street,
3' floor to obtain confirmation/signature that no outstanding taxes/municipal charges exist.

Dear Treasurer/Collector:
Please inform this department as fo whether or not the above listed property

owner/applicant/petitioner owes the Town of Middleborough any outstanding taxes and/or
municipal charges that remain unpaid for more than one year.

Does Property Owner/Applicant/Petitioner owe Taxes/Munici

Charges? NO




@ofun of Middleborough
Massachusetts

BOARD OF SELECTMEN
APPLICATION FOR LICENSE (PLEASE TYPE OR PRINT CLEARLY)

oate 119 10 1 (olony Yine A= Fraak. e Dod

ADDRESS OF APPLICANT (ol CAST &(’ St
ASSESSORS MAP & LOT ON3-5% ‘%

DAYTIME TELEPHONE 50 %-45% - LolﬁLo;{ cell .50%-941-1390
NAME OF BUSINESS D]d Qd@n\/ l/ VV\Q{% Cﬁ@} }/0 mecha§

OWNER OF PROPERTY TO BE LICENSED [ ©Old (olany YMC

ADDRESS OF PROPERTY TO BE LICENSED 3% 5 Ja? haum snl-
ASSESSORS MAP & LOT 0 713-5%i3

TYPE OF LICENSE REQUESTED (Check One)

2“Hand ____ WRPD____
Class I Automobile Dealer License____ Earth Removal Permit )(
Class 1I Automobile Dealer License Liquor License____
Class 111 Automobile Dealer License Junk Dealer
Entertainment Other
-~ /). D ~ ) ~
Anticipated Start Date for Business: SEPeMB R & y 20/6

Days & Hours of Operation: M - . P-4 “n

Has the applicant previously held a similar license in the Town of Middleborough or elsewhere?
If yes, explain:

Signature AL/ Z/Lk K Z( L Vg, (C

DATE OF HEARING:

Please bring to the Treasurer/Collector’s office @ the Town Hall Annex, 20 Center Street,
3" floor to obtain confirmation/signature that no outstanding taxes/municipal charges exist.

Dear Treasurer/Collector:
Please inform this department as to whether or not the above listed property

owner/applicant/petitioner owes the Town of Middleborough any outstanding taxes and/or
municipal charges that remain unpaid for more than one year.

Does Property Owner/Applicant/Petitioner owe Taxes/Municipal Charges?



Engineerip

518 County Road
(Wishbone Way)
West Wareham, MA 02576
508-245-2148

July 1, 2016

Town of Middleborough
Board of Selectmen

20 Centre Street
Middleborough, MA 02346

RE: Project plan, 375 Warcham Street, Middleborough, MA

1. Purpose of Project: The proposed project will include widening of existing
gravel roadways within the camp, removal of gravel to create a level area for a
proposed baseball field, batting cages, basketball court, concession stand, gravel
parking area and spectator walkway surrounding the proposed sports complex
area.

2. Description of site prior to work: The property is located at 375 Wareham
Street in Middleboro and is the location of Camp Yomechas. This is a summer
camp ground and day camp for individuals and families. The septic system was
upgraded in 2001. The property abuts Tispaquin Pond to the North and East and
Residential properties to the South and West. The proposed work area is located
to the Southern portion of the camp and abuts residential homes located on
Wareham Street. This area is currently used for multiple camp functions and
activities. The area has recently been cut and partially cleared.

3. Reasons for Earth Removal Permit: The applicant, the Old Colony YMCA,
Middleboro Branch, is a non-profit organization that supports family and youth
activities in Middleboro. The Middleboro Branch has two main properties, the
main Branch at 61 E.Grove St., and Camp Yomechas at 375 Wareham St.. The
Middleboro Branch serves around 12,000 members a year, and Camp Yomechas
which serves approximately 1500 children throughout the summer. Between 500-
600 children attend camp on a scholarship. The earth removal permit applies to
the Camp Yomechas site and program. The current facilities at camp are very
outdated (basketball court), are not large enough or built according to official
specs (baseball/soccer fields), and/or don’t exist, e.g., track. The earth removal
would enable the Y to improve their program delivery and serve more campers,
members and community members, e.g., outreach programs with Middleboro
Schools. The earth removal permit would allow the Y to build a sports complex
that would feature a ballfield suitable for youth baseball and softball, two youth
sized soccer fields, an air-nasium, that is a seasonal steel building with a roof that



would have a rubber playing surface, large enough for high school basketball
court that would allow for basketball, volleyball, floor hockey, gymnastics, and
more. Lastly, there would be a track along the circumference of the sports
complex as well as a concession stand with bathroom(s) that campers, youth and
families could use. The earth removal project will be of no charge to the YMCA
as the removed soils will be sold to pay for the site work.

Describe past earth removal activities and compliance issues that may have
occurred: There have been no past earth removal activities on this site.

Project Phase Timelines: Please refer to Sheet 3 of 3 of the project plans for
detailed construction processes. Phase 1- Widening of existing gravel roads,
entrance pad construction, removal of stumps and brush.( one Week ) Phase 2-
Excavation of proposed work area and rough grading, relocation of utility poles,
and stock piling in proposed parking area.( two Weeks) Phase 3-All final grading
for all proposed projects. Planting of groundcover for all sloped areas.(two
Weeks) Phase 4- All final loam and seed spread. All sports areas are constructed
as shown on plan. Walkway is completed. Gravel parking area drainage
installed. Proposed Concession Stand and septic area are to be left undisturbed
until Concession Stand is constructed. (three Weeks). Total Project timeline =
24Months.

Time Duration Requested for Permit: The applicant is requesting a 3 year time
frame period for this permit. The applicant also understands that they may
request an extension for up to one year thereafter at the discretion of the Board of
Selectmen. The Earth Removal portion of this project is projected to take 12
weeks.

Contractor Goals:

A. Please refer to item 5 above for a description of the phases and associated
timelines. We have estimated 20,000 to 25,000 cubic yards of soil will be
removed to offsite locations. The loading and trucking of materials will be from
the site to various locations The truck types will vary from small dump trucks to
tractor trailers, and would use Wareham Street for access to the site. The daily
truck trips estimated for the project are 40-50 trucks per day maximum. This is
approximately 12 trucks entering and exiting the site per hour for an 8 hr work
day.

B. A minimum ofa 50 buffer will be maintained on all property boundaries
abutting the work area.

C. The only material to be stockpiled on site will be done so in the proposed
gravel parking area.

D. All proposed sloping on the southern property line is 2:1 and 3:1 as shown on
the plan.

E. Contractors shall take steps to minimize the amount of dust generated on the
site including those procedures contained below: the contractor shall ensure that
all surfaces to be excavated are wet prior to, and if necessary, during excavation.
Please refer to Sheet 2 of 3 for more procedures.

F. All disturbed areas are to be loamed and seeded as soon as possible to prevent
washout and erosion.

G. Screening Equipment will only be used for all soils to be removed.



H. Multiple pieces of equipment will remain on site daily. These vehicles are to
be left near the proposed parking area.

8. As- built plans will be submitted as Phase 4 comes to a completion.

We look forward to presenting the project to the Board and discus our application. If
you should have any questions, please contact my office.

Sincerely,

arren Michaelis
Design Engineer




Town of Middleborough, MA . July 2, 2016

LA IS
N2 e e
EE

v
Giarsis

72

Qs

S
PRSRNN

By

o

AR AR R
S

X

5
2.

3 U

3D

(x

e

AR

oAy

54
Bl Wi

0%

Property Information
Property 073-5813
ID

Location 375 WAREHAM ST
Owner BROCKTON YMCA

MAP FOR REFERENCE ONLY
NOT A LEGAL DOCUMENT

Town of Middleborough, MA makes no claims and
no warranties, expressed or implied, concerning
the validity or accuracy of the GIS data presented
on this map.

Parcels updated 9/1/2015
Properties updated 10/1/2015
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Map Theme Legends
Natural Resource Protection

NHERP Cerfified Yemal Puools
" :

NHESP Priciity Habitats of Rare
Species

NHE 3P Estimated Habitats of
Rare Wildlife

Areas of Critical Environmental
Concem

Massachusetts DCR, Natural Heritage and Endangered Species Program
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BOARD OF SELECTMEN

EARTH REMOVAL BY-LAW REGULATION ~ OUTSIDE CONSULTANTS

SECTION L.

SECTION 2.

SECTION 3.

SECTION 4.

The Board of Selectmen (hereafter the Board) may employ outside consultants
to assist the Board in carrying out its responsibilities under the Earth Removal
By-Law. The Board may require an applicant for an earth removal permit under
said By-Law to pay to the town reasonable fees for the employment by the
Board of outside consultants to assist the Board with respect to its
responsibilities under law and arising out of or in connection with an application
for an earth removal permit or the grant of an earth removal permit.

Upon receipt by the Board of an application for an earth removal permit, the
Board may send a bill to the applicant for the estimated cost of reasonable fees
for employment by the Board of outside consultants. The Board may send a bill
to the applicant for the cost of reasonable fees for employment by the Board of
outside consultants if the amount in a bill for the estimated costs is not sufficient
to pay for employment of outside consultants or if a bill for estimated costs has
not been sent by the Board. The applicant shall pay all bills sent by the Board
within thirty days of the date of the bill.

The Board shall notify the applicant in writing of the Board’s selection of each
consultant. The applicant shall have an administrative appeal from the selection
of any consultant. The appeal shall be to the Board. The grounds for such appeal
shall be limited to claims that a consultant has a conflict of interest or does not
possess the minimum required qualifications. The minimum qualifications shall
consist of either an educational degree in or related to the field at issue or three
or more years of practice in the field at issue or a related field. The required time
limits for action upon an application by the Board shall be extended by the
duration of an administrative appeal. In the event that no decision is made by the
Board within one month following the filing of an appeal, the selection made by
the Board shall stand. All appeals shall be in writing and filed with the Town
Clerk not later than fourteen days after the date of the notice to applicant of the
selection of a consultant.

The Treasurer shall establish a separate special account into which all fees
received from applicants with respect to consultants shall be deposited. The
special account including interest, if any, shall be expended at the direction of
the Board without further appropriation provided that such funds shall be
expended only in connection with carrying out the Board’s responsibilities under
law. Any excess amount in the account atiributable to a specific project
including accrued interest, if any, shall be paid to the applicant or to the
applicant’s successor in interest, if applicable, at the completion of the project.
The Board shall provide a final report of the account atfributable to the project to
the applicant or to the applicant’s successor in interest, if the successor in
interest is entitled to receive any excess, The Board may require proof that an
applicant’s successor in interest is entitled fo receive any excess amount before
authorizing payment of any excess to a successor in. interest.

AUTHORITY FOR REGULATION; General Laws, Chapter 122 of Acts of 2012

REGULATION ADOPTED BY THE BOARD OF SELECTMEN - September 10, 2012
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EXISTING PROCESS

General

Proponents of earth removal permits are required to submit an application form
through the Board of Selectmen's office that outlines the applicant's: name, address,
Owner of property; location of property by referencing the Assessor's map and page
number; number of acres of the property; and number of cubic yards of material to be
removed.

The reasons for the permit request are to be outlined, along with proposed traffic
route. Conservation Commission Order of Conditions are mentioned, along with
identification of the engineer whom prepares the plan; the expected date of project start
and completion and if this is a new application or renewal.

The earth removal application also requires listing of the abutter's property's
name, address and assessor's map and page number, Included in Appendix A is a

paper providing suggestions on how to be effective in dealing with Town Boards for your
use.

Earth Removal Bylaw and Amendment

The Town's Earth Removal Bylaw (ERB) outlines definitions and the scope of the
permitting process. The bylaw is provided in Appendix B. In order for a permit to be
issued by the Board of Selectmen (BOS), an application must be filed and a public
hearing conducted. Based on information provided, the Board of Selectmen may grant
or deny an application. The ERB was passed by Special Town Meeting in May,1970
and amended in 1992. The ERB amendment states that no ‘other' work can be

performed at the site, once the Earth Removal Permit Application has been submitted to
the Board of Selectmen.

Exemptions are provided from the ERB bésed on the volume to be removed, or
when a subdivision plan is reviewed and approved by the Town's Planning Board.

There is no time frame provided for when an ERB permit must be issued by the
Board of Selectmen in regards to the process of application, final approval or denial.

Rules and Regulations

Rules, regulations and forms utilized by the Board of Selectmen or their Agent

are provided in Appendix D that outlines site inspection review requirements and
guarterly fees.

Permitting Process

The present permitting process takes into account various reviews and approvals
that have been added by the BOS over the years. A review by the Conservation
Commission for site conditions that could impact water resource areas is required.

3



Conservation Commission

The Consetvation Commission is required by statutory law to review any
proposed work within one hundred feet (100 feet) of any water resource area. The
Town's Conservation Commission’s agent should be contacted and appropriate
documentation provided. An ERB permit will not be issued unless the required permit
application is submitted and approved.

Farm Plan

A farm plan outlines the property agricultural needs and can be prepared
professionally by a private, local, state or federal entities. It is recommended that the
applicant contact the Cape Cod Cranberry Growers. Association for guidance on
preparing a farm plan for submittal with the Middleborough Earth Removal request or
upon completion of the permitting and earth removal process to be submitted with the
Certificate of Completion or to be made part of the applicant's final package.

Town Taxes and Municipal Financial Obligations

The Town, through the Board of Selectmen and Town Tax Collector request an
update of tax debt, by a proponent, with the application process. Information regarding
the status of any existing property tax or other legal obligations to the Town monies that
may be owed on the property is required to be submitted.



APPLICATION PROCESS

General

The process for submittal of an application for an ERB permit is as follows:

1.

‘Applicant receives an application package from the BOS and is advised that the

complete process, if it includes Conservation Commission hearings, may take
up fo eight (8) weeks.

The application package is available through email, by the BOS’s Secretary.
Please contact the BOS office for email address.

Applicant is advised to prepare a civil engineering plan that meets with the ERB
permitting and project plan requirements fo the Conservation Commission, along
with Notice of Intent or other required forms. '

Conservation Commission hearings require notification of abutters.

ConCom may require at least twenty one (21) days from receipt of a notice to
schedule a hearing (recheck this out with Rosemary). And fourteen (14) days
after the hearing the Order of Conditions may be issued.

If there are not any Conservation Corimission requirements, proceed to No. 5.

Upon completion of required Conservation Commission public hearings and
issuance of any Order of Conditions or finding - proceed to No. &

Submit six (6) completed or revised plans, Project Plan and Qrder of Conditions
to the Board of Selectmen's office and request a public hearing, along with a

check for three hundred dollars ($ 300.00), made out o the Board of Selecimen
— Town of Middleborough.

Abutters are reqguired to be notified by registered mail by the proponent.

The Board of Selectmen will submit a form for sign off and review by the Town

Tax Collector/Treasurer for a check on whether property taxes, water, sewer or
other financial obfigations are current.

The BOS will review the application for completeness and advise that a public

hearing can be advertised. The applicant is responsible for costs associated with
advertisements.

A public hearing will be scheduled conducted by the Board of Selectmen at a
regularly or specially scheduled meeting.

The Board of Selectmen will complete the public hearing and provide an Order of
Conditions, if acted upon favorably no later than three (3) weeks after hearing.
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Checklist

The town's representative will conduct quarterly inspections of the project and
utilizes a checklist. This project checklist is included in the Appendix of this Application
Package.

Project Plan

As part of the Application Package submittal, a project plan is required. The
town's representative will review this proposed project schedule and work outline for
compliance. The applicant can review with the town's representative and adjust if
necessary - as site conditions warrant - with the expressed approval of the town's

representative. Approval of any change to the project plan will be noted on the quarterly
checklist, :



APPENDIX A

PROJECT PLAN



APPENDIX A
PROJECT PLAN

The purpose of the project plan is to provide a written description of the property,

Past activities, state permit requirements and how the project will move through
construction. The project proponent is encouraged to 'paint a picture' of how the project
will proceed over the requested permit time petiod. The following items must be
included in the project plan.

rPREN~

o o

Purpose of project
Description of site and prior work

‘Reasons for earth removal permit

Describe past earth removal activities and compliance issues that may have
occurred. :

How project will be constructed with phases and time lines provided

Time duration requested for permit

Describe:

The phases, associated time lines and anticipated (volumes, yardage and daily
truckloads) to be removed each year.

Describe the buffer zones that are to'be maintained from the site excavation or
pond limits to the property lines, keeping in mind that a treed buffer zone is | _
desired by the Board of 100 feet from individual property lines, and 200 feet from
town roadways.

Any specific site conditions that require special attention.

Proposed dewatering system for the area should include the abutters who have
overburden wells in the area (2000 feet in circumference).

Note that there may be a requirement of determining hydrological affects if
abutters complain of insufficient waters in their wells.

If ponds -reservoirs - tailwater recovery systems are to be constructed, please
utilize the Soil Conservation Service - Pond Specifications for Excavated Ponds,
contained in the Appendix as guidelines.

Estimated volume of material to be excavated and removed from site.
Estimated volume and site location of materials to be kept on sité

Maximum sloping

Show volume of pond required for bog size.



j- Criteria for excavation of ponds and water storage areas
k. Dust Control measures
l. Erosion Control measures

m.  Final fopsoil and plantings

n. Is there proposed rock crushing?
0. Is there proposed screening equipment?
p. lsthere additional equipment requested for the site?

8. Record Plans

Once the project is completed or permit times have been exhausted, the
approved applicant is required to submit Completed record plans to receive the Town's
Certificate of Completion and release any bond that has been secured for the project.




APPENDIX B

PLAN CHECK LIST
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APPENDIX B

PLAN CHECKLIST

e PLEASE COMPLETE CHECKLISTS FOR PLANS AND PROJEGT PLAN AND INITIAL:

PLANS Check
A, Cover page that shows:
1. Name of project: ot
2 General directional and town locus: X
. 3. Water Resource Protection District limits ¥
4, Engineering Firm Name and address %
5, Flood Map limits (if applicable) S
6. Zoning District limits X
B. Civil Drawing Sheet 1 - that show at a minimum:
1s Existing streets X
2. Property lines and names of adjacent propertxes/abutters 3
3. Existing tree lines be
4, Existing and proposed topographxcal contours X
(6' foot minimum)
5. Town roadways X
6. Proposed treed buffer zones between edges of excavation <
and abutters
7 Proposed buffer zones between property excavation and >
town street(s)
8 Distances of proposed reservoir or excavations from >
property lines of abutters.
8 Location and type of proposed excavation and work >
10.  Locations of stockpiling of materials o
11.  Proposed reservoir volume, slopes and bottom elevations 3\
12.  Sife of proposed dewatering pond, dlscharge and overflow N\
struciure
13.  Any proposed buildings, structures or utilities x
14.  Roadway systems and gates, and proposed paving areas X
15.  Proposed areas of agticuitural uses N%
16.  Indications of phased operations x
17.  Areas to be seeded _ X
18.  Existing and proposed slopes with limits of final grading <
19.  Locations of ditches @
20.  Wetlands and water resource areas =
21.  Elevations of water (high, low) as applicable >
22.  Drainage patterns with directional arrows showing flow o
23. Fencing
24.  Professional Engineers Civil stamp Y

11
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25.  Date of preparation

Other information ag appropriate to good engineering design

C.  Civil Drawing Sheet Numbet 2 (as applicable)
Pond specifications with-erosion controls

1.
2. Frosion controls
3 Side Flow Profile
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APPENDIX G

EARTH REMOVAL BYLAW (S)
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APPENDIX D

INSPECTION CHECKLIST
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EARTH REMOVAL PERMIT

INSPECTION CHECKLIST
PROJECT NAME: PROJECT #: PAYMENT RECEIVED:
EXP. DATE: YES NO,
' ‘ CHECK #
LOCATION:

—_—

1

(CIRCLE YES OR NO)
. Knowledge of Town Hall observed Holidays: Yes No

. Topsoil stockpile: Yes No
Bond or surety in place: Yes No
Standard highway signs in place:  Yes No

! _No refining or screening: Yes No
Provisions for dust control adequate: Yes  No
Depth and slope compliance: Yes No

. Drainage compliance: Yes No

. Warning signs along property line meet requirements:

Yes No

0. Special conditions (Specified Below): Yes No

Comments:

Comments:

Comments:;

Comments:

Comments:

Comments:

Comments:

Comments:

Comments:

Comments:

(ex: berm, 5 acre maximum, tree cutting, buffer, truck signs or assigned route, etc.)

General comments and observations:

Inspector's Signature



APPENDIX E

" TYPICAL ORDER OF CONDITIONS
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APPENDIX E
TYPICAL ORDER OF CONDITIONS

Board of Selectmen Conditions

1. Construction of the _ A Q’\’ Q,‘ (,} shall be as outlined in the
Project Plan required under Section C - Permit Conditions of this permit,
and approved by the Town's Agent.

2. Existing tree lines, natural land topography and vegetative buffer zones shall be
maintained, a minimum of one hundred feet (100 fi.) from all properly lines. In the
absence of treelines on the property(ies), then the natural vegetated buffer shall be
maintained for the same distances and trees planted.

3. A dewatering system, if required will be outlined in the Project Plan. Monitoring wells
may be required to determine groundwater levels that could impact adjacent residential
overburden and bedrock wells. Note condition 31, under Section C - Permit
Conditions.

If neighboring ‘overburden wells are determined to be potentially affected by the
dewatering operation, work will cease, monitoring wells shall be installed, and an
evaluation made from a qualified hydrologist on the dewatering operation, prior {o
commencement of work. The Town's Agent shall determine if work shall continue, after
consultation with the Board of Selectmen. '

4, The applicant has prepared OR WILL PREPARE a Farm Plan that meets standards
set forth from the United States government' s - Natural Resource Conservation District
(NCRS) and the Massachusetts Department of Food and Agriculture,

5., Blasting on site is discouraged. Speciél permission shall be provided by the
Board of Selectmen, prior to permitting application to the town Fire Department.

General Conditions

1.The Permitiee shall submit to the Board of Selectmen’s Agent and the Conservation
Commission Agent a written Project Plan that will outline the planned activities and
goals for each quarter of the Phase 1 construction work for each year of the permit, A
Construction Sequence plan has been submitted for review by the Board of Selectmen’s

Agent for review and concurrence. The following sections are applicable under this
permit:

General Conditions _
Standard Conditions and Site Requirements
Special Conditions

Inspection Fees and Bonding

oo

16



a, General Conditions

1, All Phase 1 work consisting of regrading shall be completed and any required
plantings shall be ‘growing' prior to any application for a future earth removal permit, No
cutting, clearing or grubbing of areas not included under this phase of the work shall be
done for any future work.

If any aforesaid described work is done in unpermitted areas, prior to submittal of an
earth removal permit then future earth removal requests may be forfeited. The Town of
Middleborough's Earth Removal Bylaw, as amended should be reviewed by the project
proponent.

2.This permit is valid for three (3) years OR for a lesser time approved by the Board of
Selectmen at the time of application and hearing - and may be renewed for up to one
(1) year thereafter at the discretion of the Board of Selectmen.

3. Hours of operation are limited from 7:30 A.M. to 4:30 P.M. Operation is allowed
Monday through Friday. Motors of earth removal equipment, including frucks hauling

material to and from the site, are not to be started or run until before 7:30 A.M and after
4:30 pm.

4. No operation is allowed on Saturday, Sunday or Town Hall observed holidays,
which are as follows:

New Year's Day l.abor Day

Martin Luther King Day Columbus Day
Presidents Day Veteran's Day
Patriots Day Thanksgiving Day
Memotial Day Christmas Day

independence Day

5, All excavated areas not part of the bogs will be topsoiled and planted per the
specification on the plan or at the direction of the Board of Selectmen or through their
Agent. All top and subsoil shall be stripped from the operation area and stockpiled for
use in restoring the area after the removal operation has ceased. minimum of four
inches of topsoil must be put back in place.

6. The permit holder is not permitted to spot excavate to remove better material here
and there on the site.

7. Excessive erosion is to be controlled as determined by the Board of Selectmen's
Agent or the Town's Conservation Commission's Agent.

8. No refining or screening of material is allowed on the permitted property except the
screening of sand and loam to be used for on-site cranberry bogs, gravel for on-site
roadways and loam for final on-site grading and seeding.

Any utilized screening plant shall be no larger than 150 to 200 yards per hour.
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The permit holder shall provide a written description, time frame and proposed volume
of material fo be screened for approval by the Town's Agent.

9. The permit holder is allowed use of an onsite screening facility for processing and
sorting out of materials for removal from the site.

b. Standard Conditions and Site Requirements

1. Standard highway signs warning of heavy trucks entering the street shall be erected‘
as directed by the Board of Selectmen or their Agent and be in place prior fo
commencement of removal operations.

2. The Board of Selectmen, Conservation Commission, Town Manager or their Agents
shall be free to inspect the premises at any time during normal wortking hours with or
without prior notice to the permit holder. '

3. The permit holder shall adhere to all State faws pertaining to covering loads and
weight loads.

4. Any spillage on public ways or private property shall be cleaned up immediately by
the permit holder or its agent.

5. The Board of Selectmen may, following a public hearing, revoke the permit, modify or
revise the conditions of the permit and/or impose a fine if they find that the permittee, or
any agent of the permittee violates any condition of this permit.

6. The Town Manager is authorized to act as the Board of Selectmen’s Agent in the
administration and enforcement of this permit.

7. All loaded vehicles must be covered to prevent dust and contents from spilling or
blowing from the property.

8. The haul road and loading area must be watered regularly fo keep dust from blowing '

from the property. Gravel may be required to be added to the haul road by the Board of
Selectmen’s Agent to assist in dust control.

9. This permit is not transferable, except by vote of the Board of Selectmen. Notice of a
pending sale or transfer must be provided to the board. The Board of Selectmen may,
in its discretion, hold a public hearing to consider the transfer of this permit to the
prospective buyer of the property.

10. During operations, where the excavation working face will have a depth of more

than 15 feet with a slope in-excess of 1:1, a fence at least three (3) feet high shall be
erected to limit access to that excavation.
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11. No area shall be excavaied so as to cause accumulation of freestanding water,
except in conjunction with a storage pond for cranberty bogs as shown on the record
plans. Permanent drainage shall be provided as needed in accordance with good
conservation practices. Drainage shall not lead directly into or from streams or ponds,
except as shown in the plans.

12. No excavation shall be closer than 200 feet to an existing public way unless
specifically permitted by the Board of Selectmen at a publicly scheduled hearing.
Natural vegetation shall be left and maintained on the undisturbed land for screening
and noise reduction purposes.

13. Bog pumps will be powered electrically, or in the alternative, mufflers will be
installed on pumps to reduce noise.

14. Gates will be Iinstalled on the haul road to prevent unauthorized access to the
property. '

15. Two by Three foot signs will be erected every 500’ along the propetty line. The signs
will display the permit number, the name and phone number of the permit holder's agent
and the name and phone number of the Board of Selectmen’s Agent, fogether with the
words “NO TRESPASSING-EARTH REMOVAL IN PROGRESS".

16. All trucks hauling from the site must display a sign on the rear of the fruck in an area
that will be unobstructed and clearly in view displaying the words “TOWN OF
MIDDLEBOROUGH PERMIT # 03 - __

17. A copy of this Earth Removal Order of Conditions shall be filed with the Registry of

Deeds by the Permit holder as a notice to all that these conditions restrict work on the
lot under the permit.

18, A Certtificate of Compliance will be issued by the Board of Selectmen when the.
project is completed. The Certificate of Compliance will operate to release the lot from
the conditions of the permit and terminate the permit. The Certificate of Compliance
must also be filed with the Registry of Deeds by the permit holder.

19, Monitoring well(s) for water levels, if required, are to be measured every seven (7)
days, and the results kept in a daily log.

20. The Plan shall be modified to include the general location (no survey required) of
the monitoring well.

21. No standing trees are to be cut, trimmed or removed from the site, except for those
areas shown on the approved plan. Violation shall result in a fine being imposed, in
accordance with Earth Removal Bylaw §6, and/or revocation of the Permit.

If any tree needs to be trimmed, cut or removed, prior approval shall be provided by the
Board of Selectmen's Agent.
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22. No rock crushing is authorized, Any proposed rock crushing may be authorized by
the Board of Selectmen following a public hearing on a request for an Earth Removal
Permit modification.

23. Excessive noise levels, as determined by the Board of Selectmen's Agent, shall
result in onsite equipment modification within one (1) week of notification.

24, De-watering operation plans shall be provided in the Project Plan. De-watering may
be fimited during the Summer months. Siltation barriers will be provided as required by
the Board of Selectmen's Agent.

[ Special Conditions

1.

2

d. Inspection Fees and Bonding

Inspection Fees

1. An initial review to confirm compliance with permit conditions and restrictions must be

performed by the Board of Selectmen’s Agent before the commencement of any earth
removal activities.

The fee for this review is $_600.00, due and payable at the time the permit holder
nofifies the Board of Selectm<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>