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SECTION 1: INTRODUCTION

What will the Village of Cooperstown look like ten years from now? What steps does the

community need to take to make life in Cooperstown the best it can possibly be? The
Comprehensive Plan is a vehicle through which a community can respond to these questions.
It enables residents to set a vision for their community’s future and then outline the policies
and projects required to achieve that vision. It includes any and all aspects of community life.
Through its policy recommendations, it can foster new ways to make a living, protect open
space, and revitalize neighborhoods.

What is a Comprehensive Plan?

Comprehensive plans are one tool municipalities can use to set a course for the future, by
addressing a variety of aspects of community life. Specifically, a comprehensive plan:

e Provides an occasion to formally consider the need for village-wide changes in
development patterns on a community-based and community-driven basis;

e Systematically identifies and creates a public record of community assets,
opportunities, and needs;

e Produces a vision for the future of the community that is shared across a variety of
community perspectives, including neighborhoods, businesses, institutions, and
environmental interests;

e Outlines specific actions to achieve that shared vision; and,

e Establishes a framework for community-wide collaboration on plan implementation.
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The most recent Comprehensive Plan for the Village of Cooperstown was adopted in 1994. The plan included a historic overview of the Village,
detailed community characteristics, including demographics and community resources, and provided plans for economic stability, the
environment, government operations, infrastructure, planning and communication, and quality of life. Its adoption by the Board of Trustees
established the document as the first official “Comprehensive Plan” for the Village under Section 7-722 of New York State Village law.

The purpose of this current plan is to update the 1994 Comprehensive Plan by recommending specific actions or policies that the Village should
pursue related to neighborhoods, recreation, business and economic development, infrastructure, the environment and sustainability,
government, and Doubleday Field.

How the Comprehensive Plan was Developed

In 2014, the Village of Cooperstown, in partnership with Otsego Now, undertook the process of updating its Comprehensive Plan and preparing
a Downtown Revitalization Strategy. This project was completed in two phases. Phase |: Project Organization and Public Outreach was
designed to gather community input on issues, concerns, and desires for the future. This phase of the project included extensive public
engagement activities designed to give residents and visitors an opportunity to share what they like about Cooperstown, what issues or
concerns they have, and what they would like the Village to be like in ten years.

Phase Il of the project built on the information collected during the first phase. The committee of volunteers that directed this plan continually
sought input and advice from all segments of the community. Every recommendation was carefully reviewed and extensively discussed by the
committee. The resulting plan will not be a panacea for all of the challenges facing Cooperstown in the future. However, the plan does
represent a community-wide effort to identify and address critical issues and opportunities facing the Village at this point in its history. At its
core, this plan is intended to be a useful guide to public and private actions taken on behalf of the Village. The plan attempts to honor the
community’s legacy while embracing the changing opportunities that shape the character of Cooperstown.
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SECTION 2: PUBLIC ENGAGEMENT

During Phase Il of the planning process, the public was provided a number of opportunities to

stay involved with the project. The Steering Committee hosted two Open Houses and
maintained a project website to provide those with busy schedules and/or limited mobility an
opportunity to stay involved .

Open House #1

On June 11, 2015, the community came together for a day-long open house at the
Cooperstown Fire Hall. Representatives of the Steering Committee and Elan Planning and
Design were on hand for the entirety of the day, helping guide participants through the
various stations set up around the room. The Open House event had over 75 participants visit
the 18 different stations set up throughout the room. Stations were set up in a fashion that
moved participants through the room to learn some facts and figures about the Village and,
more importantly, to share their thoughts and ideas about the future of Cooperstown.
Stations were organized by topic areas including Housing & Neighborhoods, Recreation &
Environment, Business & Economic Development, Sustainability, and Places & Spaces. The
Places & Spaces stations asked participants for their thoughts about the revitalization of
Railroad Avenue, Lakefront Park, and Doubleday Field.

A summary table of the most common themes identified during the Open House is presented
on the following three pages.
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Category Community Feedback

Housing and Neighborhoods Affordable year-round housing needed

Lack of long-term leases

Need for senior housing, universal design or aging in place housing
Village is walkable, safe, good place to raise a family

Hospital parking is problematic, Basset needs more parking

Recreation and Environment Promote lake to visitors before they get here

Improve lake access and visibility

Need access to the lake for non-boaters, lake access for swimming, walkable from Village
Upgrade Village docks, more public lake access docks, boat rentals (non-motor boats)
Bike racks, bike lanes, bike trails, make it a bicycle friendly community

Promote environmental education

Implement green infrastructure

Business and Economic Development | Need businesses that serve basic needs

Encourage economic activity outside tourist season, some year round industry needed!
Get back the movie theater

Better internet service, need high speed affordable internet access

Love to see our “coolness” factor increase, diversify options, more variety in restaurants
Microbrewery, food hub

High tech center with space for rental for individuals

Non-baseball stores

Phase Il: Comprehensive Plan & Downtown Revitalization Strategy
Village of Cooperstown, New York



Category Community Feedback

Sustainability Education of residents and visitors to environmental issues

True community garden—not kid garden at school

Alternative transportation—bike racks and lanes, more bicycle and pedestrian friendly
Explore alternative/renewable energy options—solar, hydropower

Reduce pesticide use

Recycling

Community composting

Places and Spaces—Railroad Avenue |Hotel, restaurant, business space (professional)

Mixed use— retail with apartment housing above

Find use for Agway building

Hotel

Relocate Farmers’ Market here

Apartments

Need to bring foot traffic from Main Street to Railroad Avenue

Places and Spaces—Lakefront Park Public dock, public access, access for swimming from Village
Public pier with benches, rental canoes/paddle boats
Landscaping—prune shrubs and trees to open up view to Lake
Walking trail along the Lake that connects Village parks

Plant more trees to address “sogginess”

Install boat wash station

Add educational/interpretive signage
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Category Community Feedback

Places and Spaces—Doubleday Field | Facility improvements needed—restore grandstand, improve bathrooms, and lights

Need clearly marked pedestrian walkways, improve entrance from Main St. (pedestrian path)
Replace ugly parking lot with an inviting area to approach the field, green entry to Doubleday Field
Plant shade trees, turn completely into grassy park

Create historical “room” to provide info on history of the field for visitors

Improve pedestrian crossing at nearby Main and Chestnut Streets

Creative and Open Thinking Restore 22 Main Street—needs attention

Music venue/performing arts center

Parking (employee, tourist, resident)

Make Cooperstown a Village for residents again!

Village needs a full time Planner to implement the Comprehensive Plan
Acknowledge and celebrate the Clark Family

Accept the reality of tourism and find a balance

From the Kids Need a public playground

Better winter activities

More nightlife opportunities for teens
Non-baseball kid’s stuff
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Open House #2

On April 5, 2016, a second Open House was held at the Village Fire Hall. Community members were asked to reflect and provide feedback on
the draft Vision Statement, Goals, and Recommendations. Attendees were invited to use colored dots, markers, pens, and post-it notes to
indicate approval or disapproval of the draft recommendations and provide the Committee with additional feedback and ideas. As a result of
the information provided at the Open House, a number of the Plan’s goals and recommendations were modified. Approximately 80 residents,
business owners, and organization representatives attended the event.
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SECTION 3: DOWNTOWN REVITALIZATION STRATEGY

As part of the planning process, a Downtown Revitalization Strategy was prepared to analyze
retail conditions and performance, identify retail development opportunities, and suggest
strategies to strengthen and expand downtown Cooperstown’s retail foundation. To
accomplish this task the following steps were taken:

e Site visit: The consultant team, hosted by members of the Steering Committee,
participated in a day-long tour of the community, the downtown district, and nearby
commercial centers.

e Demographic analysis: Demographic information from the 1990-2010 US Census and the
current American Community Survey was collected and analyzed to identify trends and
characteristics likely to affect retail demand and consumer preferences.

e Business mix analysis: An inventory of businesses in the 13326 zip code was organized
using the North American Industry Classification System (NAICS) to identify
concentrations and gaps.

e Estimates of consumer buying power and retail sales voids: Using data from the ESRI,
New York State, and the US Bureau of Labor Statistics, the retail buying power of
Cooperstown residents, regional residents, downtown workers, tourists, and other
relevant groups was assessed and compared with estimates of current actual sales in the
13326 zip code to identify sales leakages and sales surpluses. This helped identify product
and service categories in which downtown Cooperstown might be able to expand retail
sales, both by strengthening existing businesses and by developing new ones.
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¢ Identification of potential business and economic development opportunities: Based on the research collected, specific business and
economic development opportunities that might exist for downtown Cooperstown were identified. In addition, strategies for integrating
economic development opportunities into the revitalization process for downtown Cooperstown were identified.

Site Visit

On June 3, 2016, the Cooperstown Community Engagement Committee hosted a site visit for the consultant team. In addition to meeting with
the Committee, the team met with several small business owners to discuss their experiences operating a business in Cooperstown.
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Demographic Characteristics and Trends

A variety of demographic data was assembled by a research intern at the SUNY College at Oneonta’s Center for Economic and Community
Development in 2011 and this data is included in the Phase | report for this assignment. Rather than duplicating this data, we have updated

and highlighted some of the data particularly relevant to the development of retail and other businesses. Of particular interest:

e Between 2010-2014, growth in median household income in Cooperstown outpaced that of Otsego County, increasing by 12 percent
(versus a 5.5 percent increase in New York State and a 15.7 percent decrease in Otsego County). In most instances, household income is
the most significant factor determining the amount of demand generated by residents for retail products and services.

Cooperstown Otsego County New York

2010 2014 % ch 2010 2014 % ch 2010 2014 % ch
Population 1,852 1,856% 0.2% 62,259 61,778 -0.8% | 19,378,102 | 19,594,330 1.1%
Households 930 9322 0.2% 24,620 23,798 -3.3% | 7,317,755 | 7,255,528 -0.9%
Median age 47.1 52.7 11.9% 40.9% 41.2% 0.7% 38.0 38.1 0.2
Average household size 1.97 1.99 3.0% 2.31 2.36 2.2% 2.57 2.62 1.9%
Median household income 549,419 55,417 12.1% 56,797 47,884 -15.7% 55,603 58,687 5.5%
Percent living in poverty 17.1% 13.1% -23.4% 14.9% 16.4% 10.1% 14.2% 15.6% 9.9%

TABLE 1: Miscellaneous demographic characteristics of Cooperstown, Otsego County, and New York State (sources: 2010 Census of Population,

2014 American Community Survey).

! Population for the Village of Cooperstown in 2014 has been estimated based on the number of new building permits issued for housing units, less
demolition permits, due to a data reporting error in the US Census Bureau’s American Community Survey for 2014.
%Similarly, the number of households in the Village of Cooperstown in 2014 has been estimated based on net housing permits.
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e Cooperstown has issued only a handful of building permits for new housing units since the 2010 Census of Population, and one residential
demolition permit, meaning that the Village’s population has been relatively stable over the past five years.

e Cooperstown’s households became almost negligibly larger between 2010-2014, growing from an average of 1.97 persons per household
to 1.99 persons in 2014. Average household sizes in the County and State also grew at modest rates.

Cooperstown Otsego County MNew York State

Year Pop. % change Pop. % change Pop. % change
1920 2,725 46,200 10,385,227

1930 2,909 6.8% 46,710 1.1% 12,588,066 21.2%
1940 2,599 -10.7% 46,082 -1.3% 13,479,142 7.1%
1950 2,727 4.9% 50,763 10.2% 14,830,192 10.0%
1960 2,553 -6.4% 51,942 2.3% 16,782,304 13.2%
1970 2,403 -5.9% 56,181 8.2% 18,236,967 8.7%
1980 2,342 -2.5% 59,075 5.2% 17,558,072 -3.7%
1990 2,180 -6.9% 60,517 2.4% 17,990,455 2.5%
2000 2,032 -6.8% 61,676 1.9% 18,976,457 5.5%
2010 1,852 -8.9% 62,259 0.9% 19,378,102 2.1%

TABLE 2: Population of Cooperstown, Otsego County, and New York State, 1920-2010 (sources: Censuses of Population).

e The percentage of residents living in poverty declined by 23.4 percent in Cooperstown between 2010-2014, although the percentage of
residents living in poverty increased in both Otsego County (by 10.1 percent) and New York State (9.9 percent).
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e The number of Cooperstown residents employed in retail trade more than doubled between 2010-2014, vastly outpacing the rate of
growth in retail employment in Otsego County (1.2 percent) and New York State (3.7 percent) during that time period. By contrast, the
numbers of Cooperstown residents employed in the arts, entertainment, recreation, accommodation and food services industry grew by a
modest 3.7 percent, and Otsego County actually lost workers in this category (a decrease of 8 percent).

% change, 2010-2014

Cooperstown Otsego Co. | NY State
Industry 2010 2014 % change
Agriculture, forestry, fishing, hunting, mining 0 3 n/a -7.3% 0.4%
Construction 14 17 21.4% -6.0% -4.9%
Manufacturing 31 44 41.9% 14.8% -8.0%
Wholesale trade 11 3 -72.7% -53.1% -10.2%
Retail trade 64 134 109.4% 1.2% 3.7%
Transportation + warehousing; utilities 9 26 188.9% -13.3% -3.4%
Information 10 14 40.0% -35.7% -6.3%
Finance +insurance; real estate + rental + leasing 50 55 10.0% 6.3% -4.1%
Professional, scientific, and mgmt.; admin. + waste mgmt. services 90 51 -43.3% 3.5% 5.4%
Educational services; health care + social assistance 408 520 27.5% -5.2% 4.3%
Arts, entertainment, recreation; accommodation + food services 135 140 3.7% -8.0% 9.9%
Other services, except public administration 26 52 100.0% -12.9% 2.0%
Public administration 12 14 16.7% -24.3% -3.5%

TABLE 3: Industries in which working Cooperstown residents 16+ years of age were employed in 2010 and 2014, with comparisons to Otsego

County and New York State (sources: 2010 Census of Population, 2014 American Community Survey).
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Business Mix

An inventory of business entities®> within the 13326 zip code area (which includes
Cooperstown and some nearby areas) was compiled and organized by their North American
Industry Classification System two-digit code number.

As of July 2015, there were 632 business entities in the 13326 zip code area, employing a total
of 7,645 people. A few highlights:

e “Healthcare and social assistance” is the largest business sector — and also the largest
employer — accounting for 25.2 percent of all businesses and 33.2 percent of all jobs.4

e Retail trade accounts for the next largest business sector (13.4 percent of businesses),

responsible for 7.3 percent of jobs.

“Business entities” includes public agencies and nonprofit organizations as well as for-profit

businesses.
* Data was verified with Basset Healthcare’s Human Resources office that approximately 2,000 of its
workers are based in Cooperstown.
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MAICS Industry group % of businesses % of workers

11 Agriculture, forestry, fishing, and hunting 1.4% 0.4%
21 Mining, quarrying, and oil/gas extraction 0.2% 0.0%
22 Utilities 0.2% 0.0%
23 Construction 3.5% 1.0%
31-33  Manufacturing 1.3% 0.9%
42 Wholesale trade 0.9% 0.7%
44-45  Retail trade 13.4% 7.3%
48-49  Transportation and warehousing 1.4% 3.5%
51 Information 1.4% 0.8%
52 Finance and insurance 4.0% 1.5%
53 Real estate and rental and leasing 3.3% 1.3%
54 Prof., scientific, and technical services 4.9% 1.7%
55 Mgmt. of companies and enterprises 0.2% 0.3%
56 Administration + support; waste mgmt. + remediation services 1.7% 6.4%
61 Educational services 2.1% 8.0%
62 Health care and social assistance 25.2% 33.2%
71 Arts, entertainment, and recreation 2.2% 3.8%
72 Accommodation and food services 12.2% 11.8%
81 Other services (except public administration) 7.8% 5.4%
92 Public administration 12.2% 12.1%
99 Not classified 0.6% 0.0%

TOTALS: 632 7,645

TABLE 4: Businesses in the 13326 zip code area, grouped by two-digit North American Industry Classification System code number (source:
InfoUSA).
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Competitive Retail Context

There are six shopping centers (one regional mall and five neighborhood business district (nbd) centers) within 30 miles of downtown

Cooperstown, with a total of 599,914 square feet of commercial space.

In addition, there are numerous big-box stores and freestanding retail shops and restaurants— particularly in Oneonta, including Walmart (in

Oneonta, Herkimer, and Cobleskill), BJ’s Wholesale Club (Oneonta), Home Depot (Oneonta), Lowe’s (Oneonta, Herkimer), Sears Hometown

Store (Oneonta), Dick’s Sporting Goods (Oneonta, New Hartford), Petco (Oneonta), Kmart (Herkimer), Best Buy (New Hartford), and many

more. Utica is just a few miles further, with at least a million additional square feet of retail space, and Albany and other major population

centers are within easy reach.

Dist| Type

Name/address SF Representative tenants

4.0 Open-airnbdcenter
11.4 Open-airnbdcenter
18.4 Regional mall

22.4 Open-airnbd center
23.0 Open-airnbd center

29.6 Open-airnbd center

Cooperstown Commons 55,489  Family Dollar, Subway, NBT Bank
5 Commons Dr, Cooperstown

Price Chopper Plaza — Richfield Springs 51,900 Price Chopper, Subway

1 W Main St, Richfield Springs

Southside Mall 225,663 JCPenney, GNC, Cinema Theater, Office Max
5006 St Hwy 23, Oneonta

Palatine Center 61,150 Price Chopper

6025 Rt 5, Palatine Bridge

Price Chopper Plaza 110,932 Tractor Supply, T-Mobile, Subway, FedEx
795 E Main St, Cobleskill

Price Chopper Plaza 94,780  Price Chopper, Ace Hardware, Rite Aid

2 Main St (Rt 10), Delhi

599,914

TABLE 5: Shopping centers within 30 miles of downtown Cooperstown (source: International Council of Shopping Centers).
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Retail Sales Voids

Sales void analysis measures the difference between the amount of money that the residents of a given area are likely to spend on products
and services, based on their demographic characteristics, and the sales that businesses within that given area are attracting. Generally
speaking, a negative value represents sales leakage — meaning, for example, that residents are shopping in other communities or online. A
positive value represents a sales surplus — meaning, for example, that shoppers who live outside the given area are making purchases within

that area.
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Cooperstown Otsego County

NAICS Store category Supply Demand Void Supply Demand Void
441 Motor vehicle + parts dealers 26,450,000 5,011,000 21,439,000 | 189,291,000 121,582,000 67,709,000
442 Furniture + home furnishings stores 193,000 655,000 -462,000 | 10,404,000 13,722,000 -3,318,000
443 Electronics + appliance stores 0 869,000 -869,000 | 11,430,000 18,955,000 -7,525,000
444 Bldg mat’l, garden equip + supply stores 233,000 838,000 -605,000 | 31,826,000 19,591,000 12,235,000
445 Food + beverage stores 5,356,000 4,975,000 381,000 | 102,496,000 111,866,000 -9,370,000
446 Health + personal care stores 4,806,000 2,086,000 2,720,000 | 33,671,000 47,993,000 -14,322,000
447 Gasoline stations 510,000 2,224,000 -1,714,000 | 39,200,000 54,756,000 -15,556,000
448 Clothing + clothing accessories stores 621,000 1,998,000 -1,377,000 | 61,812,000 41,101,000 20,711,000
451 Sporting goods, hobby, book + music stores 104,000 559,000 -455,000 | 18,925,000 13,083,000 5,842,000
452 General merchandise stores 248,000 2,833,000 -2,585,000 | 133,007,000 63,768,000 69,239,000
453 Miscellaneous store retailers ° 2,359,000 775,000 1,584,000 | 21,319,000 18,505,000 2,814,000
454 Nonstore retailers © 2,356,000 3,055,000 -699,000 | 34,050,000 69,095,000 -35,045,000

TOTALRETAILTRADE 43,236,000 25,878,000 17,358,000 | 687,431,000 594,017,000 93,414,000
722 Food services + drinking places 8,331,000 2,874,000 5,457,000 | 76,430,000 60,441,000 15,989,000

TOTALRETAIL + FOOD/DRINK 51,567,000 28,752,000 22,815,000 | 763,861,000 654,458,000 109,403,000

TABLE 6: Retail sales void analysis for Cooperstown (the 13326 zip code area) and Otsego County (source: ESRI).

® “Miscellaneous store retailers” includes florists, used merchandise stores, pet stores, office supply stores, gift and souvenir stores, art dealers, tobacco
stores, and mobile home dealers.

6 . . . . . g .
“Nonstore retailers” includes businesses that sell products and services via venues other than traditional stores, such as by mail order, door-to-door sales,
in-home demonstrations, or vending machines, or by making direct deliveries, as is the case with home-delivered newspapers or heating oil.
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Not too surprisingly, the 13326 zip code area (which includes Cooperstown, plus some of the surrounding area) is experiencing sales leakages in
almost all store categories. If not for its large sales surplus in the “motor vehicle and parts dealers” store category (a category which, in
addition to car dealerships, includes boat dealerships and other recreational vehicle dealers, plus parts and accessories), the 13326 zip code
area’s overall retail and restaurant sales surplus would be just slightly more than $1.5 million. And, without tourists, whose presence is
particularly obvious in the village’s strong sales surpluses in the “food services and drinking places” and “miscellaneous store retailers” store
categories, the village would have a substantial overall sales leakage.

Otsego County fares slightly better. It also has significant sales leakages in many major store categories — but many of these are accounted for
by its $69 million surplus in the “general merchandise stores” store category, which has displaced sales from other store categories, thus
causing the apparent leakages store categories such as “furniture and home furnishings” and “health and personal care stores”.

In addition to looking at sales voids in the 13326 zipcode area and Otsego County, we also examined sales voids within 5-, 10-, and 15-minute
drive-times of the downtown information kiosk.

The drive-time sales void analysis shows that leakages persist — and increase — within 15 minutes of downtown Cooperstown, not yet absorbed
by stores and shopping centers in the Oneonta area.

Sales surpluses and leakages, while informing the overall economic picture, can be tricky data to act upon. For example, if a product category
shows a sales surplus, there might nonetheless still be opportunities to attract even more sales (and further increase the surplus) by drawing
more people to the community. Alternatively, while a sales leakage often highlights a potential business opportunity, there are many
circumstances that might make it difficult to pursue. Surpluses and leakages must be assessed within the context of the quality, selection, and
price of other stores in the area, and they must take into account customers’ preferences and established shopping patterns.
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Drive-time area (from downtown information kiosk)

NAICS Store category 5-minute 10-minute 15-minute
441 Motor vehicle + parts dealers 22,612,000 18,942,000 13,229,000
442 Furniture + home furnishings stores -406,000 -912,000 -1,525,000
443 Electronics + appliance stores -792,000 -1,601,000 -2,533,000
444 Bldg mat’l, garden equip + supply stores -116,000 -624,000 -1,390,000
445 Food + beverage stores 4,572,000 6,202,000 4,078,000
446 Health + personal care stores 3,410,000 2,125,000 -304,000
447 Gasoline stations -2,033,000 -4,155,000 -6,305,000
448 Clothing + clothing accessories stores -1,222,000 -2,971,000 -5,109,000
451 Sporting goods, hobby, book + music stores -369,000 -747,000 -1,264,000
452 Generalmerchandise stores -2,204,000 -4,416,000 -7,365,000
453 Miscellaneous store retailers ’ 1,690,000 1,192,000 466,000
454 Nonstore retailers'® 1,082,000 -247,000 -3,693,000

TOTALRETAILTRADE 26,224,000 12,788,000 -11,715,000
722 Food services + drinking places 5,634,000 5,657,000 5,156,000

TOTALRETAIL+ FOOD/DRINK 31,858,000 18,445,000 -6,559,000

TABLE 7: Retail sales void analysis for the areas within 5-, 10-, and 15-minute drive-times from downtown Cooperstown (source: ESRI).

"“Miscellaneous store retailers” includes florists, used merchandise stores, pet stores, office supply stores, gift and souvenir stores, art dealers, tobacco
stores, and mobile home dealers.
8 “Nonstore retailers” includes businesses that sell products and services via venues other than traditional stores, such as by mail order, door-to-door sales,
in-home demonstrations, or vending machines, or by making direct deliveries, as is the case with home-delivered newspapers or heating oil.
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Retail Buying Power of Cooperstown-Area Residents and Visitors

Using data from the US Census Bureau’s 2014 American Community Survey and from the US Bureau of Labor Statistics’ Consumer Expenditure
Survey, we estimate that the 7,645 people who work in the 13326 zipcode area spend approximately $40 million on retail products and services

annually.’

There is no precise estimate of the number of visitors Cooperstown attracts — but, with the Baseball Hall of Fame, Doubleday Field, the
Fenimore Art Museum, The Farmers’ Museum, The Glimmerglass Festival, and Otsego Lake attracting visitors from throughout the northeast
and, to a lesser extent, from throughout the nation and world, it is reasonable to assume that it attracts at least half a million visitors annually
(according to data provided by the National Baseball Hall of Fame, the Hall of Fame alone attracts roughly 300,000 visitors annually). For the
sake of illustration, we have used this number to estimate the retail buying power of Cooperstown-area visitors. We estimate that the retail
buying power of one-half million visitors is approximately $2.9 billion.*°

The $2.9 billion in retail buying power that Cooperstown-area visitors’ households represent is a very tempting number — but, realistically,
visitors are likely to spend most of this money closer to home. For example, while they might buy some specialty food products while visiting
Cooperstown, visitors are likely to buy almost all of their groceries from stores in their home communities. The $40 million that the
households of workers in the 13326 zip code area spend annually is, in many ways, a more obtainable target.

°The Consumer Expenditure Survey reports data on the expenditures of US households, rather than of individuals, as households make purchases in more
predictably similar ways. Based on Otsego County’s average household size of 2.36 persons, the 13326 zip code area’s 7,645 workers would represent 3,239
households. But because it is likely that some of these households consist of more than one person working in Cooperstown, we have conservatively
estimated that only 80 percent of these are unique households, for a total estimate of 2,592 households. We then based our estimates of these households’
consumer buying power on household income levels for Otsego County.

%\\/e have based this estimate on New York State’s average household size of 2.62 persons, meaning that one-half million visitors would represent 190,840
households.
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Retail buying power

Product/service category Workers Visitors
Food and beverages consumed at home S 7,861,000 $ 578,921,000
Food and beverages consumed away from home 4,529,000 333,467,000
Housekeeping supplies 1,156,000 85,146,000
Furniture and home furnishings 2,357,000 173,428,000
Apparel and footwear 2,929,000 215,733,000
Transportation 13,670,000 1,006,650,000
Medical supplies and equipment 1,322,000 97,294,000
Entertainment 4,649,000 342,418,000
Personal care 1,032,000 75,960,000
Reading materials 176,000 12,958,000
School and other education-related supplies 287,000 21,133,000
Tobacco products/smoking materials 40,000 2,936,000
TOTAL S 40,008,000 S 2,946,944,000

TABLE 8: Estimates of the retail buying power of Cooperstown workers and Cooperstown-area visitors (sources: US Bureau of Labor Statistics’

Consumer Expenditure Survey; CLUE Group).

Phase Il: Comprehensive Plan & Downtown Revitalization Strategy
Village of Cooperstown, New York



Year Attendance

2007 352,000
2008 301,755
2009 289,000
2010 281,000
2011 265,817
2012 262,000
2013 253,649
2014 294,435

TABLE 9: Visitors to the National Baseball Hall of Fame (source: Baseball Hall of Fame)
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Observations

STRENGTHS: Cooperstown has many assets of which most other communities would be envious.
e Cooperstown has a national reputation for its association with baseball and for being the home of the Baseball Hall of Fame.
e It also has a regional reputation for arts, culture, and its pristine environment.

e Downtown Cooperstown has a cohesive core of historic commercial buildings, a very important asset in differentiating the district from
other shopping and recreation options within the region and in creating/maintaining a distinctive visual identity for the community.

e Cooperstown conveys a high quality image in its architecture, urban design, natural environment, and businesses.

e The community’s substantial tourism base augments the buying power of local residents and offers the opportunity to support businesses
for which local market demand alone would not be sufficient.

e In addition to the substantial number of people who visit Cooperstown’s baseball-related attractions, the community attracts a significant
number of other visitors. The 13326 zip code area’s worker population is 3.5 times that of its resident population, for example, and Basset
clocks 470,000 outpatient visits annually. These groups represent a more solid opportunity for downtown Cooperstown to expand its sales
and broaden its business mix than tourists represent.

e The areas within five- and ten-minute drive times of downtown Cooperstown are experiencing overall retail sales surpluses, reflecting the
impact of visitors — but the area within a 15-minute drive time is experiencing an overall retail sales leakage, suggesting a potential
opportunity for Cooperstown businesses to attract new sales to regional residents.
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e Median household incomes are relatively high within the community and environs, suggesting that private capital might be available to
support and sustain new business development and expansion of existing businesses.

e There is an international pool of hundreds of thousands of people with an affinity for Cooperstown and its attractions, and it might be
possible to tap this pool for potential entrepreneurs.

CHALLENGES: Cooperstown’s dependence on tourism provides several substantial benefits — but also several substantial challenges.

e There are very few opportunities for local “comparison” shopping. The community’s businesses, as a group, either meet convenience needs
(groceries, pharmaceuticals, etc.) or serve as specialty and/or destination businesses.

e Visitors currently have a greater impact on shaping downtown Cooperstown’s retail mix than locals.

e Many of Cooperstown’s businesses — particularly its downtown businesses — are only open during baseball season, leaving very few off-
season shopping opportunities for area residents.

e Seven-day minimum-stay requirements from some lodging establishments and tourist accommodations discourage some would-be tourists
looking for shorter stays.

e The economic impact of the Baseball Hall of Fame is tremendous — but its exact impact is unknown. The Hall of Fame reports attracting
roughly 300,000 visitors annually, with an economic impact of $160 million, or approximately $533/visitor, attributable to the Hall of Fame
and Doubleday Field. However, a 2010 report by Tourism Economics, The Economic Impact of Tourism in New York: 2010 Calendar Year,
Central New York Focus, concluded that tourism contributed $148 million to Otsego County overall that year. The disparity between these
numbers makes it impossible to realistically assess what the impact of Cooperstown’s baseball-related attractions actually is.
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Recommendations

1.

Diversify downtown Cooperstown’s business mix. This is particularly important on Main Street because it is downtown Cooperstown’s
highest-visibility street.

The people who visit Cooperstown spend enough to support downtown Cooperstown’s baseball-oriented and baseball-themed businesses,
to the extent that the ground-floor businesses are able to generate enough rental income to make it possible for their commercial
landlords to sustain the buildings without much need for income from upper-floor uses.

This formula might work well enough for the property owners — but it does not work well for the overall district or for the community. As
many national surveys have concluded, people who visit historic communities like to patronize businesses that are popular with local
residents. Heritage visitors like to experience what it is like to live in and be part of a community with historic resources. But Cooperstown’s
Main Street offers very little to local residents, plus the relatively high percent of vacant and underused upper-floor spaces means that the
district lacks the support of district residents and workers that many comparable historic downtowns enjoy.

Somewhat ironically, the fact that Cooperstown attracts a large number of visitors means that the district could support many types of
businesses that resident sales alone could not otherwise support. Cooperstown is a small town and, collectively, its residents don’t
generate much demand for retail products and services. But, because its downtown businesses could sell products and services to
residents, visitors, and online customers, downtown Cooperstown could, with good management, support many businesses that local retail
demand alone could not support.
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We recommend prioritizing development or recruitment of these types of businesses:

Apparel-related businesses that function as destination businesses by offering products and services different from those available in
chain apparel stores

Home furnishings businesses that function as destination businesses

Additional coworking space , providing a shared work space and opportunities for collaboration to Cooperstown-area residents who
currently work from home offices, workshops or “a la carte” workspace

Small artisan manufacturers

Specialty foods and beverages

All of these offer products and/or services that would appeal to both locals and visitors.

In terms of price points, there appears to be unmet market demand for goods and services at moderate price points. There is some unmet

market demand for goods and services at higher price points. By augmenting sales to area residents and workers with sales to visitors,

downtown Cooperstown would be able to support businesses that its own residents alone would not be able to support.

We recommend using this litmus test for prioritizing and selecting new businesses:

Does it serve locals?

Will it fill in significant voids in the district’s retail and service offerings?

Can it operate year-round?

Does it offer an authentic experience?

Does it highlight aspects of Cooperstown’s history and culture other than baseball?

Does it offer something different within the region?
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2. Todo this, play an active, aggressive role in guiding retail development. There are essentially two ways to achieve this:

e By persuading downtown property owners to lease space to priority businesses, and/or

e By controlling downtown property.
Some specific recommendations:

a. Broadly distribute the downtown business development strategy: Ensure that everyone who might serve as a point of contact for a

potential new downtown business is familiar with the list of priority businesses and with the tools and incentives available to support
new business development. This list should include property owners, realtors, commercial building contractors, commercial lenders,
local and regional economic development professionals, and owners of existing downtown businesses.

b. Offer incentives for high-priority businesses: In particular, we recommend offering the following incentives:

e Forgivable loans: Forgivable loan programs help provide seed capital to new businesses, with loan repayment forgiven over a
period of several years. The forgivable loan program offered in downtown Waterville, Maine, for example, provides loans of up to
$50,000 to high-priority businesses. Interested businesses must match the forgivable loan on at least a 1:1 basis. Businesses that
are awarded forgivable loans pay interest only for five years, after which the loan principal is forgiven. The program is capitalized
by Tax Increment Finance funds and program-related fees (such as application fees) — but there are many potential funding sources
that could be used.

e Deferred loan repayment: Deferred loan repayment programs are particularly useful in attracting businesses with high start-up
costs (such as restaurants and others that need expensive equipment). By deferring loan repayment for two years, businesses are
able to establish themselves and build clientele without steep loan payments. For example, the deferred loan repayment program
in downtown Winston-Salem, North Carolina, which focuses on new restaurants, is administered by the City, which uses CDBG
funds to cover loan repayment to participating banks during the two-year deferment period; restaurants then repay those two
years of loans to the City at the end of the primary loan term. The Village could partner with Otsego Now to explore this idea.
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e Private investment and community capital: Many small businesses throughout the country have multiple owners, making it easier
to capitalize a business. With the advent of crowdfunding, tapping into community capital is becoming an even more practical
option for starting and sustaining downtown businesses. In some instances, businesses might operate as coops, with community
members paying annual membership fees in exchange for an annual dividend or periodic rebates on purchases. In other instances,
businesses might offer equity shares to community members — a practice that has grown quickly in the past several years due to
passage of the JOBS Act in 2012.

We recommend that businesses taking advantage of these incentives agree to follow certain guidelines:

e Operating throughout the year, not just during baseball season

e Maintaining business hours for at least 48 hours per week

e Changing storefront window displays at least once per month

Downtown business development incentives such as these could be administered by the Village, by a new nonprofit downtown

management organization (such as a Business Improvement District or Main Street organization), by a nonprofit development corporation
(see #c, immediately following), or by a coalition of downtown stakeholder organizations.
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c. Consider creating a non-profit development corporation to acquire, rehabilitate, and lease key downtown properties. By owning

downtown property, the development corporation would have direct control over building occupancy, ongoing maintenance, and
periodic rehabilitation. This could offer many other benefits, in addition to controlling occupancy. For example, by generating income
from upper-floor housing or office tenants, the development corporation could offer ground-floor space to high-priority businesses at a
discounted rate. And, the development corporation could create economic efficiencies by providing shared elevators for multiple
buildings, bundling properties together to make efficient use of federal and state historic rehabilitation tax credits, and reducing certain
rehabilitation costs. We recommend that the development corporation focus particular attention on buildings at intersections and
other high-visibility locations and on buildings whose rehabilitation and tenancy might offer maximum benefit for nearby buildings
(e.g., by providing a shared elevator, or by housing an anchor or catalyst business).

The development corporation might be structured and function much like a Community Development Corporation, but with a focus on
downtown building rehabilitation, building management, and leasing. Its administrative expenses would likely need to be covered by
contributions from key public- and private-sector entities for its first few years (the Village, County, Otsego Now, Chamber of
Commerce, financial institutions, regional foundations, etc.). After its first 3-5 years, it might be able to support itself in part or whole
through earned income (e.g., development fees) or through revenues from a downtown Tax Increment Financing district'’ or Business
Improvement District."

" Tax Increment Financing uses new property taxes generated by rehabilitated buildings and redeveloped land for activities needed to stimulate
rehabilitation and redevelopment. The amount of tax revenue that results from building improvements or infill development, above and beyond what the
municipality already collects, is the tax “increment”. It isn’t a new tax, or a higher tax rate; it’s simply that because the property’s value has increased due to
the improvements, the prevailing property tax rate generates more revenue.

2 gusiness Improvement Districts are districts in which a majority of property owners volunteer to pay an annual assessment to provide for certain services
above and beyond that normally provided by local government. Services might include marketing, security, parking management, business attraction, or
other related activities benefitting the overall district. Assessments are typically based on property value, street frontage, or other characteristics. Funds are
collected by local government on behalf of the Business Improvement District, which is managed by a board consisting of district property owners.
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In addition to acquiring, redeveloping, and leasing key downtown buildings, the development corporation could also serve as the entity
that administers the incentive programs mentioned above for high-priority businesses. It could also serve as a master developer,

working with other district property owners to redevelop and lease downtown space on a fee basis.

d. Protect the district from new commercial development large enough to displace sales from existing businesses. A small — but growing —

number of towns and cities have enacted ordinances that require developers of commercial properties over a certain size (typically
25,000 or 50,000 square feet) to demonstrate that there is sufficient unmet market demand to support a new commercial entity of that
size. Typically, local governments require that the developer covers the cost of an impact analysis for the proposed new development,
but the consultant who conducts the impact analysis is selected by the local government.

3. In the meantime, animate storefront display windows. During the months when seasonal businesses are closed, their vacancy creates the
illusion of an inactive district — which discourages shopping and window-shopping. We strongly recommend that the Village create an
ongoing program to animate downtown storefront display windows, particularly the storefront windows of vacant and seasonally-vacant
buildings. Animation might include displaying merchandise from one or more open, active businesses; artwork (see, for example,
downtown Evanston, lllinois’s “Art Under Glass” program); video displays; live theatre; etc. Cultural organizations, schools, and civic clubs

might all be good candidates for helping animate storefront windows.

4. And, help existing businesses — particularly those open year-round — expand their sales. As internet-based sales continue to grow, it is
increasingly imperative that downtown businesses use multiple channels to reach customers and make sales. Some examples:

e Online sales, through an online storefront (web-based services like Shopify.com and Volusion.com make it easy and affordable for

independently owned businesses to launch and manage online storefronts)
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e Online sales through sales platforms such as eBay and Amazon

e Renting a small amount of square footage inside a compatible business (either locally or in another community) and selling
merchandise there, with sales managed by the host business

e Offering local deliveries
e Mobile vending, via a kiosk, pushcart, truck, or even vending machine to reach customers in other communities
¢ Wholesaling a unique product to other retailers regionally or nationally

Cooperstown attracts hundreds of thousands of visitors each year and is known throughout the world. It has a unique opportunity to parlay
its visibility into ongoing commercial relationships with one-time and occasional visitors.

Create more workforce housing. Cooperstown is quickly becoming a community in which some of its workers cannot afford to rent or buy
a home. Fortunately, the upper floors of some downtown Cooperstown’s buildings — which appear to be underutilized — could provide
affordable workforce housing. And, by combining federal and state historic rehabilitation tax credits with federal low-income housing tax
credits, property owners and developers could recoup as much as 50 percent of their building rehabilitation costs in the form of federal and
state income tax credits (or, through partnership with an investor, in the form of project equity). Having multiple sources of rental income
from a downtown building also relieves financial pressure for the property owner to derive all of a property’s income from the ground-floor
tenant. And, developing upper-floor housing improves property value, which generates more property tax revenue for local government —
and without significant new infrastructure costs.

The process of creating workforce housing could be managed by a nonprofit development corporation, as suggested above, or it could be
managed by another type of downtown management entity (such as a Business Improvement District or Main Street program) working
with one or more consultants who could provide specialized expertise in tax credits.
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SECTION 4: VISION, GOALS & RECOMMENDATIONS

The Steering Committee prepared a vision statement for the Comprehensive Plan &
Downtown Revitalization Strategy based on input received at public workshops, stakeholder
interviews, and conversations with residents and business owners. The vision statement
summarizes the community’s ideal future—a future that focuses on enhancing the quality of
life for residents.

Vision Statement

Cooperstown is and will continue to be an attractive, vibrant, year-round community that
provides an excellent quality of life. The Village of Cooperstown is committed to:

e protecting its natural and cultural resources

e recognizing the important role that art, history, and tradition play in the community’s
character

e encouraging a range of housing options accessible to people of all ages, incomes, and
abilities
e continuing to improve, while preserving the authenticity of, neighborhoods, municipal

properties, infrastructure, and commercial districts

e attracting and retaining a diverse mix of year-round retail shops, businesses, and
restaurants that cater to both residents and visitors

e being a model for environmental sustainability, with a focus on energy efficiency,
renewable resources, alternative transportation, and reuse of historic properties

e fostering a climate in which local government is inclusive and responsive to the needs of
residents and businesses
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GOALS & RECOMMENDATIONS

To achieve this vision, the Steering Committee developed a series of Goals and

Recommendations for the following categories:

A.

Neighborhoods

Recreation

Business and Economic Development
Infrastructure

Environment and Sustainability
Government

Doubleday Field

The recommendations detail specific actions or policies the Village should pursue to

accomplish the plan goals. It should be noted that the recommendations are the

suggested method to accomplish the vision, but they may not be the only approach.

The intent is to provide the Village with options to address the issues and concerns

that were identified during the comprehensive planning process.
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NEIGHBORHOODS

Successful communities are populated by a variety of residents of different ages, economic situations, and
social needs who are at different stages in life and have different needs and desires. In order to
accommodate this variety of residents, a community must have and allow for a variety of housing types
within the community. Cooperstown is mostly composed of single-family homes and has a high rate of
home ownership. Seasonal homes are a common occurrence here, as the community serves as a vacation
and summer destination for people from many different areas.

During the public engagement process, many residents expressed concern over various housing issues.
Affordability of home ownership and year-round rentals, careful monitoring of conversion of year-round
residences to summer rentals, and reasonable housing options for young families and seniors were all issues
that the public wished to address during the comprehensive plan process. The recommendations in this
section are intended to assist the Village in remaining a community that can welcome all who hope to live
here while retaining the small town character that makes Cooperstown special.

Neighborhood recommendations are organized according to the following topic areas:

e Housing
e Community

e Historic Preservation
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Housing

Goal

Encourage a mix of year-round housing types in a variety of price ranges, including rental housing options, to meet the needs of a wide range of
Village residents, including families, seniors, and the workforce.

Recommendations

A.l Promote current property tax incentives for mixed-use development to encourage the rehabilitation of downtown buildings to
enhance upper-floor residential uses.

The presence of a mix of uses in the downtown is an asset and will ensure the long-term viability of the area. Allowing renovation and
re-use of structures for apartments, studio space, retail establishments, and other uses in underutilized buildings provides more
opportunities for different activities within the Village.

In 2013, the Village of Cooperstown adopted § 485-a of the New York State Real Property Tax Law. Benefits under this exemption
apply to non-residential real property that is converted to a structure used for both residential and commercial purposes.

A.2 Update zoning and planning regulations to ensure that a diversity of housing types is permitted within the Village.

The zoning ordinance is perhaps the most important land use tool available to a municipality. As such, many communities update
specific provisions within the ordinance on a piecemeal basis, in response to issues that arise periodically. However, this can result in a
confusing ordinance with many cross references and in worst-case situations can create conflicting regulations.

Cooperstown should perform a thorough review and revision of the zoning ordinance, so that it is consistent with the vision, goals, and
recommendations of this plan. This review would involve the following:
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e Review the Zoning Map: The village should review the Zoning map to ensure the Zoning Districts and District boundaries are
consistent with the goals of the comprehensive plan.

e Districts and District Purpose: Refine the “Purpose” of each Zoning District to be consistent with the comprehensive plan.

e District Uses: Refine and/or change the allowable/compatible uses for each district. Ensure that the ordinance adequately
addresses newer uses, such as alternative energy facilities, telecommunication towers, and related uses including associated
parking requirements.

e Review Procedures and Administration: Continue to regularly review the procedures and checklists for site plan review and special
use permits. The goal should be to ensure that the processes are easy to understand for applicants, while providing review boards
with the information they need to make informed decisions.

In addition, the ordinance should be reviewed to make it an organized, user-friendly document. Definitions should be examined to
make sure they are accurate and useful, and the language should eliminate unnecessary “legalese.” Copies of the final document,
including the zoning map, should be readily available on the Village’s website and /or at Village Hall.

A3 Enforce registration procedures for tourist accommodations and take violators to court, ensuring that short-term rentals do not
overrun residential options.

In 2014, the Village passed a local law regulating short-term tourist accommodations. The Tourist Accommodation Registrat