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Section 1

INTRODUCTION

Purpose

The purpose of the Tourism Development Strategy for the City of Metropolis
recognizes existing needs, challenges and conditions of the City while planning
for future tourism needs and opportunities. This strategy is a guide for the City
and its citizens, business leaders, administrators, boards, and elected officials.
This plan is intended as a first step to assist in day-to-day decisions made on
issues concerning tourism development and future growth of the City of
Metropolis. In general, the purpose of the Tourism Development Strategy is to
provide the City with a document identifying planning, financing, management
techniques and implementation alternatives. These initiatives will promote the
optimum use of the areas’ natural and manmade assets and assure the best
possible results for all Metropolis’ citizens and visitors and will provide the
guidelines to assist the future development of Metropolis as a leisure-time
destination.

The Planning Area

The planning area affected by this Tourism Development Strategy includes all
the land within the corporate limits of Metropolis and, in some cases,
consideration of annexation of additional areas. Using the Ohio River as the
southern boundary of the planning area, Metropolis is in a very unique and
envious position to use the river and its assets for future planned amenities to
include entertainment and leisure-time development. Such assets include using
the river as a recreation and visual/scenic resource and as a focus of historic
development (pre-rail and auto superhighway), transportation and commerce.

Reasons for Adopting a Strategy

Over the past several years, the City of Metropolis has experienced a declining
population base. The City has lost much of its economic activity — loss of
industrial companies and a major decline in retail trade. Considering this
downturn in economic activity, the community leaders have made the decision to
develop a Tourism Development Strategy. This analysis is designed to establish
an effective planning framework to guide future growth of tourism-related
development in the community. Tourism is the fastest growing market worldwide
and Metropolis has several potential community assets that could make the City
a popular tourism destination.



The intent of this study is to assist decision-makers, both public and private
sectors, in understanding issues that can lead to maximum results from a
cooperative effort in the development of the City’s tourism potential.

Planning is an endless process. It is important to continually review and question
what changes are being made or need to be made. The endless planning
process to develop Metropolis’ steady climb to become a tourism destination will
guide and maintain orderly growth and development for the City of Metropolis.

If this process results in a realistic vision for an achievable initial and long-range
plan for development of a portion of existing City land areas within the context of
community objectives, it will represent time and resources well spent. Those
objectives can only be fulfilled if they are consistent with the internal and external
financial resources of the City. Finally, the ultimate level of success will be
determined by the excellence of implementation of the underlying vision.

History of the City of Metropolis:

Metropolis’ history is rich and colorful. During its 164-year existence, the town
has repeatedly undergone periods of great economic promise as well as painful
economic distress. Compared to other communities in Southern lllinois, the City
of Metropolis possesses a set of unique advantages because of its location,
which should serve the City well in this new millennium.

Due to its riverside location, the area has played key roles in America’s evolution,
from pre-history, to exploration, to expansion.

While historical details are lost to time and hearsay, it is believed that Native
Americans originally populated this area, taking advantage of its natural benefits.

Other historical highpoints are:

e Spanish explorers may have sheltered in the area as early as 1540

e A French trading post was located at this site in 1702

e The French established Fort Massac during the French and Indian War

e The Fort was rebuilt in 1778 during the Revolutionary War

e General George Washington ordered Fort reconstructed in 1794

e The Fort served as a minor post in the War of 1812

e The Fort was abandoned in 1814, and its timbers scavenged by local

settlers, leaving behind little of its original construction



e The Fort was used as a military training camp during the early years of the
Civil War

All of these historical factors give the area a great heritage.

1839 marked the year of the original platting of the town of Metropolis, situated
about one mile west of Fort Massac. Hoping it would become a major city, the
founders named it Metropolis.

In 1843, the lllinois Legislature formed Massac County. In 1908, Fort Massac
was officially decreed as lllinois’ first state park.

Metropolis, and its Ohio River locale, has played an important part in American
history — from its use of mills and steamboats to its current use as a purveyor of
coal and a hub for river barge transportation.

Metropolis is the County Seat of Massac County and is nestled between the Ohio
River and Shawnee National Forest. The current population of Metropolis is
approximately 7,600 people. Massac County has approximately 15,000
residents.

The only city in the United States named Metropolis, the City has adopted
Superman as its favorite son and is know as the “Home of Superman”. Several
annual special events are centered on the Superman theme.

Fort Massac State Park has also been a great attraction for the City of Metropolis
and its annual Encampment is the largest attended special event in Southern
lllinois.

Metropolis has several regional state parks, attractions and special events that
make Metropolis the centerpiece of Southern lllinois’ activities.

In 1993, a riverboat casino was opened in Metropolis and is the only riverboat
casino in Southern lllinois. Now owned by Harrah'’s, the riverboat draws some
1,500,000 visitors to its location. As the casino prospers, so does the City of
Metropolis as the City receives $1.00 admission fee per guest and a percentage
of revenue on an annual basis.

Compared to other communities in Southern lllinois, the City of Metropolis
possesses a set of unique advantages because of its location, which should
serve the City well in this new millennium. The challenge ahead lies in sensibly
directing future tourism growth that will produce overnight visitors.



Steps Leading to Current Planning Process

Development of a casino on the City’'s waterfront has proven to be a mixed
blessing so far, generating relatively large volumes of day visitors, significant and
welcomed tax revenues, but limited overnight tourism. Visitors from distant
markets that do stay overnight often complain about the lack of quality
restaurants and other entertainment. Day trip gaming visitors are not supporting
other elements of the community because there are no cohesive entertainment
venues available outside the casino.

In a somewhat incongruous parallel, the City of Metropolis and the private sector
therein has been increasingly focused on the comic book lore of Superman, a
fictional character identified with the City’s name. A 15-foot statue of Superman
adorns the entry to the City’s courthouse on Superman Square.

Almost ignored in all of the recent hoopla of gaming and comic book identity is
the fact that Metropolis has historically been an important part of the river-based
commerce and recreation of mid-America. The Ohio River is a most important
and functional part of the Mid-West commercial transportation system.

The government and business communities of Metropolis recognized that they
must take a proactive approach to maximize the benefits that a casino, the
Superman phenomenon and the Ohio River environment offer. In this light, the
City established an advisory committee to evaluate past trends and potential
future development of tourism in the City.

The City retained Whittington Associates to evaluate the opportunities for future
projects that could maximize tourism economic development through a planning
process for leisure time activities and entertainment related projects. The first
stage was an overview of the potentials — accomplished in 1996. Phase two was
a planning charrette session conducted with civic and business leaders to define
the issues in more concrete terms.

After a six-year hiatus, that step was repeated, but with a more open agenda.
The planning charrette was conducted on August 8-9, 2002, and included many
of the earlier participants, along with many other Metropolis business leaders and
community-minded citizens attending, resulting in a unanimous vote to proceed
with analysis of opportunities for future development of a destination resort
environment based on the intrinsic qualities of the area as they have been
supplemented by the artificial values of gaming and Superman.

Given the fortunate advantage of a major gaming facility and the Superman sub-
theme, the obvious question became, “what other elements can be built to
generate additional tourism, particularly overnight visitors?”



The continued Phase 2 charrette focused on those opportunities. The conclusion
of the charrette, in terms of development of primary opportunities, are stated as
follows, but not in order of priority:

Marina Resort Town Center District
Superman Museum Family Entertainment Center
River Walk Park Community/Conference Center
Recreation Vehicle Resort Outlet Mall

Golf Resort Hotel with Indoor Water Park
River Cruises and Rental Concessions Festivals and Events

Fort Massac State Park Shawnee National Forest

The City of Metropolis retained the services of Fred Cochrane, Cochrane
Consulting Services, David Price, AlA, David A. Price and Associates, and John
Whittington, Whittington Associates, to prepare a tourism development strategy
and community planning recommendations for tourism-oriented development
projects for the City. The assignment involves integrating concept design with
market and economic feasibility considerations. John Whittington is the Project
Manager for the study and will prepare the final report.

Metropolis’ governmental, business and community leaders have come together
to request the consultants develop an action plan that would provide guidance
and momentum to a community effort toward revitalizing the City to become a
tourist destination over the next several years. The tourism development project
objectives for this study are outlined below.

Tourism Development Project Objectives

e Review the history of tourism/entertainment activities of the area.

e Assess the overall tourism potential of the area.

e Examine current infrastructure and how it relates to tourism development.

e Assess the current and future tourism market as it relates to the people
currently coming to the area and to people that may be attracted in the future.

e Assess existing entertainment/leisure-time mix in the Metropolis area and how
it relates to future development.

e Recommend the types of entertainment/leisure-time elements that would be
most appropriate for this market.

e Recommend the strategic locations that would be most appropriate for

development.



e Identify and prioritize key steps or activities necessary to attract tourism

development.

The consultants wish to thank the members of the Metropolis City Council, City
Council Industrial and Commercial Committee, City Administration, Economic
Development Coordinator, State of lllinois Agencies, the Community Advisory
Committee Task Force, and the many other private citizens and business
representatives of the community, who have taken time out of their busy
schedules, for their contributions to this task.



Section 2

TOURISM INDUSTRY OVERVIEWS

Overview of Tourism Industry and Development Suitability for Metropolis

In the early 1990s, the World Tourism Organization predicted that tourism would
be the number one industry in the world by the end of the decade. In 1997,
according to their statistics, tourism become the number one industry three years
ahead of their original prediction. In that same year in the United States, tourism
was the number one industry in 15 states and the number two or three industry in
27 others.

Countries around the world, who twenty years before gave little attention to
marketing tourism as an economic product, now boast multi-million dollar
budgets for the sole purpose of trying to attract visitors, and the dollars they
spend. Competition of tourists in the cities and states in the United States has
become a race to see who can attract the most and highest quality visitors. The
one reason for this is to enhance the economic vitality of the area through
injection of tourist dollars.

The interest in the tourist dollar grew for good reason. As high-paying industrial
jobs have become harder and harder for a community to keep or attract, jobs in
the service sector and the tourism industry have become plentiful. And, contrary
to common belief, not all jobs created by the tourism industry are low-end, entry-
level positions.

A healthy visitor environment attracts owner/investors to communities as well as
creating opportunities for managers, marketing specialists, economic developers,
planners and promoters. It is also perceived as a benefit for a community that
the tourism industry is the single largest employer of teenagers and college-age
students, single mothers returning to the work force, and senior citizens on fixed
incomes.

Tourism can be a real source of community pride and adds to the quality of life.
When new amenities such as restaurants and recreation facilities are added to
attract more overnight visitors, local citizens also have access to these facilities.
Beyond that, the dollars a visitor spends in a community add needed tax revenue
to the local economy and works as a “trickle up” effect that creates the needs for
more goods to be produced and therefore more jobs created. Real economic
impact from tourism can do more that just add tax dollars to a community. There
are a number of economic theories that stated how much impact a visitor actually
has on a community.



If Metropolis could attract large numbers of overnight visitors per day, the
ultimate employment impact would be significant in the community. Every dollar
an overnight visitor spends, the impact of the dollar "turns over" several times
(commonly referred to as a "multiplier effect”). Even a multiplier effect of two
would have an important impact from each dollar spent by overnight visitors in
the community.

In the tourism industry of 2003, communities that want to adequately compete for
visitor dollars must do more that merely hang out a sign that says, “Metropolis,
Home of Superman.” Even though Metropolis has Harrah’s Casino, already a
good draw of visitors, the City must take inventory of its strengths and
weaknesses, then try to build on its strengths and mitigate the weaknesses.

The City must constantly be aware of threats that might negatively impact its
image or product. Metropolis must develop its tourism products with the visitor in
mind, then package it and market it, just like any other product on the shelf in a
grocery or clothing store. Every community must specialize in what they offer.
Metropolis, lllinois cannot be all things to all potential visitors, but the City can
develop specific niches (targeted markets) for the visitor products developed.
The words niche and segmentation (dividing a market into smaller targets)
should be part of the strategy that defines what Metropolis has to sell to visitors
and to whom the City is going to sell it to.

Besides Harrah’s Casino and Fort Massac, Metropolis has not developed any
high-quality tourism products that are currently of interest to prospective visitors,
which create the climate for overnight stays. The key for Metropolis in the early
part of the 21°% Century is to define and develop the tourism product offerings and
then develop ways to set the community apart from all the clutter and competition
that currently exist in lllinois and the surrounding states of Kentucky, Missouri
and Tennessee.

Why the Need for Tourism Development for Metropolis
There are several positive effects tourism might have on Metropolis:

e Tourism can be an important source of income, jobs and tax revenue for
Metropolis.

e Tourism is a labor-intensive industry. It usually creates a large number of
jobs per dollar invested compared to other industries.

e Tourism tends to be an efficient use of government investment, creating
more revenues than expenditures. Also, public funds spent on tourism
promotion are normally recouped through good tourism marketing
practices. Example — motel/hotel tax used for marketing community
tourism attractions and events.



e Tourism can stimulate other economic sectors such arts and agriculture
by providing direct markets for local goods and services made available
to the visitors in the community.

e As previously mentioned, tourism has a multiplier effect. Money spent
by a visitor that remains in the community is spent again and again by
community residents and merchants — thus magnifying the economic
effect.

e The long-term prospects for tourism in lllinois and the United States are
excellent. Though tourism can be affected by uncontrollable outside
forces, the basic cause related factors of tourism are continuing to rise or
at least remain stable. Tourism in lllinois will definitely be a growth
industry in the next several years.

e Tourism can provide a valuable element of diversity to Metropolis’
economic base. An economy comprised of light industry, tourism, some
manufacturing, marine businesses and agriculture is likely to be able to
withstand the ups and downs of a regional economy.

e Tourism can serve as an important rationale for conserving natural and
cultural resources. Tourism can help maintain and rejuvenate cultural
heritage in an area by emphasizing and preserving those resources as a
visitor attraction.

e On the other hand, tourism development can distort cultural patterns in a
community. Often there is a temptation to change elements of a
community to make them more attractive to visitors so that they can be
more easily “consumed” by them. Metropolis must never lose its sense
of place.

e Tourism can be a constructive use of leisure time. In a community like
Metropolis, with relatively high average age of its citizens, working in the
tourism industry can be a useful and fulfilling enrichment experience of
one’s self-esteem.

e Finally, tourism development can help provide recreational and cultural
opportunities for community residents. A well-designed tourism
development plan will definitely add to the quality of life of the citizens of
Metropolis.

The Opportunity

Metropolis is now at a crossroads in planning its future. Metropolis can become
a tourist-oriented community. The City and its citizens are demonstrating their



commitment to the planning process, their willingness to provide the necessary
infrastructure and, in the future, to tolerate the problems associated with
concentrated tourism activity in exchange for the positive economic benefits it
represents. Metropolis should have as its planning goal - to promote, encourage
and accommodate tourism and related industry while conserving the City’s
heritage and natural environment. At the same time, the City should continue
protecting the residential and neighborhood environment, and continue to provide
an exceptional level of City services for permanent residents.

It's time for the community to work together, to focus on the tourism development
planning process and set priorities. Then — work the plan.

10



Section 3

MARKET ANALYSIS AND DEMOGRAPHICS

This section of the report contains definitions of the markets available to support
tourism infrastructure in Metropolis. Although not part of the overnight tourist
market, local residents represent the potential day visitor segment needed to
support most attractions and will contribute to the sizing and feasibility of each
component. Moreover, to the extent that Metropolis residents travel across the
Ohio River to Paducah, the Kentucky Lakes, etc., for recreation and
entertainment, they are exporting dollars to out-of-state enterprises. Stopping
that outflow is a significant motivation for development of improved entertainment
and recreation facilities in Metropolis. The local and regional resident markets
and the tourist markets are outlined below.

Resident Market

The local resident market is defined by radius bands of 0 to 10 miles, containing
Metropolis and part of Paducah, KY; 10 to 25 miles, which includes the
remainder of Paducah plus primarily rural portions of lllinois and Kentucky; and
25 to 50 miles, including small portions of Missouri and Tennessee as well as
additional sections of rural lllinois and Kentucky: A map of the area is shown in
Figure 3-1, data on population and demographics are shown in Table 3-1.
Highlights are:

- Populations of two inner rings are small, at 59,000 and 72,000 = 131,000.

- The 25 to 50 mile band contained 376,000 in 2002.

- Total population was 507,000 residents within 50 miles of Metropolis.

- Average household size was 2.43 persons, with those within 10 miles
somewhat smaller (2.27) than the average.

- Per household and per capita incomes are about 20 percent higher in the
urbanized areas (0 to 10 miles) compared to the more rural sectors.

- Itis a predominantly white population, with low Hispanic content.

Table 3-2 contains population and demographic data for the broader regional
resident market area, which contains a total of almost one million residents,
including those in the 50-mile radius. The Paducah-Cape Girardeau-Harrisburg-
Mount Vernon Designated Market Area (DMA -- as defined by Nielsen Media
Research based on TV viewing patterns), stretches into four states (see Figure
3-2). Important points are as follows:

- Per capita incomes of the Paducah region are only about 80 percent of the
number for country as a whole and are even less on a per household
basis.

- Paducah DMA data indicate mostly comparable characteristics to those of
the State of Kentucky, but much different from lllinois and the country in

11



Figure 3-1

METROPOLIS-PADUCAH AREA MAP
SHOWING POPULATION AND DEMOGRAPHICS WITHIN 50 MILES
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Table3-1

DEMOGRAPHICS OF THE RESIDENT MARKET

METROPOLIS, IL, 2002

Total
Radius Band (Miles) 0to10 10to 25 25 to 50 0to 50 DMA*
Population (000) 59 72 376 507 973
Households (000) 26 28 155 209 392
Avg Household Size 2.27 2.57 2.43 2.43 2.48
Median Hsld. Income ($) 36,193 34,616 30,306 31,612 31,403
Per Capita Income ($) 22,343 18,481 17,776 18,423 16,589
Median Age (Years) 39.9 38.78 37.8 38.2 38.1
Households by Income
<$25000 36% 37% 43% 41% 40%
$25,000 - $49,999 28% 30% 29% 29% 31%
$50,000 - $99,999 28% 26% 23% 24% 23%
>$100,000 9% 7% 6% 6% 5%
Population by Age
<15 21% 19% 21% 21% 19%
15-24 14% 14% 14% 14% 15%
25-44 32% 28% 30% 30% 27%
45 - 64 23% 24% 23% 23% 24%
>65 11% 14% 13% 13% 16%
Race and Ethnicity
White 85% 93% 90% 90% 91%
Black 13% 5% 7% 8% 7%
Asian/Pacific Islander 1% 0% 1% 1% 1%
Other Races 2% 2% 2% 2% 2%
Hispanic (Any Race) 1% 1% 2% 1% 1%

* Designated Market Area based on TV viewing patterns defined by A. C.Nielsen Co.

Source: 2000 Census of Population and Housing, Claritas, Inc. and Cochrane Consulting.
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Table3-2

DEMOGRAPHICS OF THE RESIDENT MARKET
PADUCAH-CAPE GIRARDEAU-HARRISBURG-MT VERNON DMA”

2001
Paduc-CG-
Harr-MtVern Kentucky lllinois United States
Population (000) 973 4,081 12,521 276,497
Households (000) 392 1,615 4,623 106,884
Avg Household Size 2.48 2.46 2.71 2.59
Median Hsld. Income ($) 31,403 32,612 45,718 41,368
Per Capita Income ($) 16,589 17,356 22,527 21,033
Median Age 38.1 36.2 35.0 35.6
Households by Income

<= $24,999 40% 39% 26% 30%
$25,000 - $49,999 31% 31% 28% 29%
$50,000 - $99,999 23% 24% 31% 29%
$100,000 => 5% 7% 15% 12%

Population by Age
< =14 19% 20% 22% 21%
15-24 15% 14% 14% 14%
25-44 27% 30% 30% 30%
45 - 64 24% 24% 22% 23%
65 => 16% 13% 12% 13%

Race and Ethnicity
White 91% 90% 74% 75%
Black 7% 7% 15% 12%
Asian/Pacific Islander 1% 1% 3% 4%
All Other 2% 2% 8% 9%
Hispanic (Any Race) 1% 2% 12% 13%

* Metropolis is part of the PADUCAH-CAPE GIRARDEAU-HARRISBURG-MT. VERNON
Designated Market Area (DMA).

Source: ESRI Business Information Systems and Cochrane Consulting.

14




Figure 3-2

NIELSEN MEDIA RESEARCH DATA SHOWING
POPULATION AND DEMOGRAPHICS OF PADUCAH-CAPE GIRARDEAU-HARRISBURG-MT. VERNON DMA
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terms of income and ethnicity. Non-Whites nationwide are 25 percent of the
population compared to 10 percent in the local region

There has been little population or economic growth in the Paducah DMA in
decades. Some locations and economic sectors have grown while others
declined, resulting in a flat profile. Thus, we will use a population of one million
residents in the area as a base for subsequent analysis.

Overnight Tourism

The potential day visitor market typically consists of residents from within 100
miles. In this circumstance, any increase in visits by residents of adjacent states,
particularly Kentucky just across the Ohio River, represents incremental out-of-
state visitor spending in lllinois. The flow is decidedly in the other direction at
present. However, the primary focus of this analysis is on drawing overnight
visitors from greater distances to increase support of an expanding base of visitor
infrastructure in Metropolis as a new component of the economy of the City and
area.

There are few reliable statistics available on overnight tourism to Metropolis or
Paducah, and no data was found on the proportion of visitors by purpose of visit.
The number of rooms in commercial accommodations is the only consistently
available starting point for estimating actual overnight visitors to any area. The
calculations are shown in Table 3-3 and involve estimation of total guests in
commercial accommodations based on occupancy, party size, length of stay,
plus addition for visitors staying in other accommodations such as campgrounds
or with friends, etc. Calculations for the Metropolis area are based on our
experience in a variety of environments and indicate that:

- 520,000 individual visitors spent almost 1.1 million visitor nights in area
hotels/motels.

- Visitors staying with friends, etc. added 130,000 individual visitors.

- The estimated total number of individual visitors was 650,000 in 2002.

Although many of those visitors are on business trips or other non-pleasure
travel, the variety of facilities being studied in this analysis warrant inclusion of all
visitors.

In recognition of two major generators of visitors, Harrah’s Casino had over 1.4
million visitors in 2001, but after an average factor of four visits per year for the
gambling public, it represents only about 350,000 individuals. If 20 percent stay
overnight, the number is about 70,000.

Fort Massac State Park claims to draw 1.5 to 2.2 million visitors annually.

However, 60 percent are locals so only about 750,000 arrive from beyond 50
miles. Assuming that among those visitors one-third each are repeat and day
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Table 3-3

ESTIMATED OVERNIGHT VISITORS TO METROPOLIS-PADUCAH AREA IN 2002

Metropolis Paducah Total
Number of Hotel Rooms 362 2,403 2,765
Available Room Nights 365 days of operation = 132,000 877,000 1,009,000
Occupied Room Nights 54% average occupancy = 70,884 470,949 541,833
Total Guest Nights 2.0 guests per room = 143,186 951,317 1,094,503
Individual Guests in Hotels 2.1 length of stay = 68,184 453,008 521,192
In Other Accommodations 25% camps, friends, etc. = 17,046 113,252 130,298
Total Overnight Visitors 85,230 566,260 651,490

Source: Chambers of Commerce and Cochrane Consulting.
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trips, plus a 10 percent double count between the two, the estimated maximum
number of overnight visitors drawn by this attraction is about 175,000. The
importance of these major attractions is that both will contribute to and benefit
from addition of other major tourism developments in the immediate area as a
critical mass of attractions and overnight accommodations is reached to form a
real destination.

Projecting the underlying base of overnight visitation to increase at four percent
per year results in an increase to 900,000 visitors in 2010 and 1.1million by 2015.

Total Market

The total underlying market is estimated at 1.65 million in 2002 and is projected
to grow to 1.9 million in 2010 and 2.1 million by 2015. New visitors drawn by new
major attractions and additional repeat visits drawn by the growing inventory of
facilities will be incremental to the base estimated here.
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Section 4

CONCEPTUAL SITE PLAN AND PROJECT ELEMENTS

The site planning concept and development program for the Metropolis
Downtown Redevelopment District responds to the City’'s desire to create a
unique town center environment attractive to families and visitors in a beautiful
riverfront setting. The essential form of the site plan concept is influenced by four
important factors:

1. Project Strategy and Objectives outlined in Section 1.
2. Tourism Industry Overview outlined in Section 2.
3. Market Analysis and Demographics presented in Section 3.

This section of the report deals in sequence with strategic planning objectives,
thematic orientation, a proposed concept plan, the interrelationship of project
elements, and a narrative description with illustrations of the proposed concept.

Strategic Planning Objectives

The project team recommends the following strategic planning objectives for the
Metropolis Downtown Redevelopment District taking into consideration the
findings of Sections 1 through 3:

1. Utilize development opportunities immediately below elevation 338'.
2. Establish a “Village” or “Town Center” theme in Metropolis when practical.

3. Maximize public access to the Riverfront grounds assuming that
necessary site improvements, public safety and operational issues can be
addressed appropriately.

4. Establish a pedestrian friendly environment that connects Metropolis’
riverfront “Town Center” with the City’s Uptown neighborhood.

5. Establish a network of existing and modified roadway alignments that
improve vehicular circulation and provide a more attractive arrival
experience for visitors and residents.

The urban village theme is conducive to creating a pedestrian oriented setting
that improves access in and around Metropolis. Public access improvements at
the Marina, Riverfront Park, Town Plaza, Ferry Street Promenade, and Uptown
can reinforce the connection between the proposed project elements. In
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addition, a reconfiguration and redesign of City streets including traffic flow and
function can create an enhanced pedestrian environment while also improving
vehicular traffic and parking.

Thematic Orientation

A thematic “hook” of special character is considered to be important in
positioning Metropolis in its marketplace. The thematic development of the
project needs to be strong, unique, aesthetically pleasing and appropriate to its
setting.  Articulating a strong theme and concept will heighten the image and
profile of Metropolis as a tourism destination.

To this extent, the development of a “Village” and “Town Center” design theme
for Metropolis can be a strong organizing principal for future enhancement of
downtown. An aggressive redevelopment enhancement effort in conjunction with
renewal and reinforcement of the riverfront could focus the “Urban Village” theme
of Metropolis. The theme can be further incorporated into a new Ferry Street
Promenade connecting Metropolis’ Uptown area to the Town Center, the
riverfront and Marina.

A unique sub-theme structure is proposed for Metropolis’s downtown
development. The themes are inspired by the unique environmental qualities of
the City's riverfront setting, and the proposed evelopment program. The
combination of a new attractive Town Center environment, expansive riverfront,
and local and regional cultural traditions creates a special backdrop for the
thematic development of the project.

A wealth of appealing and inter-connected themes is available to articulate
design treatment of the various recommended venues. Chief among these are:

e The history and traditions of Metropolis

e Riverfront commerce along the Ohio River.

e Boating and river cruises

e Harrah’'s Metropolis Casino

e Entertainment, nightlife and social activities appropriate for Metropolis and
surrounding communities.

e The history and continuing success of Fort Massac State Park.

e The history, nature and culture of the Shawnee National Forest.

Metropolis Downtown Redevelopment District (MDRD)

The proposed Metropolis Downtown Redevelopment District (See Figure 4-1) is
comprised of five planning areas as noted below:
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Uptown District (UD)

Ferry Street Promenade District (FSPD)
Village Housing (VH)

Waterfront District (WD / 108-Acres)
Parking District (PD)

abrwdE

The Uptown District (UD) is approximately 22-acres and is bounded by 8" Street
to the north, Pearl Street to the west, Ferry Street to the east, and 5" Street to
the south. The Ferry Street Promenade District (FSPD) is approximately 24-
acres and is bounded by 5™ Street to the north,

Market Street to the west, Metropolis Street to the east, and 2" Street to the
south. The Village Housing (VH) planning area is approximately 7-acres and is
bounded by 5" Street to the north, Pearl Street to the west, Market Street to the
east, and 3" Street to the south.

The Waterfront District (WD) is approximately 108-acres and generally includes
land areas that are located at or below elevation 338 feet along the northern
limits of the district. The other limits of the Waterfront District include: the C.B. &
Q. Railroad Bridge to the west; the Ohio River to the south; the TECO Barge Line
operations to the southeast, and Scott Street to the northeast.

The Parking District is defined as an overlay district accommodating surface and
structured public parking facilities within the MDRD planning area.

Recommended Concept Plan

The proposed concept plan (See Figure 4-2) is designed to create a unique
urban environment that invites residents and visitors for a variety of recreational,
entertainment, and community activities. Inspired by the theme of the river, the
marina, and the urban village, the Metropolis Downtown Redevelopment District
environment will provide settings that range from formal to the informal, from
places where the architectural framework will dominate, to public environments
designed to focus on certain views and key site features. Important components
of this environment associated with the Development Program include Uptown
and the new Community Center, the Ferry Street Promenade, Harrah’s Casino
and Resort Hotel, the Marina, a Town Center, the Water Park Hotel, an RV
Resort, and Riverfront Park.

The proposed development concept envisions an urban environment that offers a
concentration of activities combined with water themed settings for guests, with
options for lively social interaction, recreation and entertainment. Visitors will
enjoy an enchanting variety of water themed environments including: the marina;
fountains and interactive water sculptures located in plazas, courtyards, and
along the Ferry Street Promenade; special viewing stations overlooking the Ohio
River and Riverfront Park; and the Water Park Hotel.
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The concept is based on a layout that provides for activities in a social, urban,
and recreational environment. This way guests and visitors will enjoy a wide
variety of opportunities to seek out individual and family experiences, promising
excitement, rest or lively interaction, at will. The strength of the concept lies in
the proximity and interrelationship among the main activity centers, all combined
into a core recreational and social complex inspired by the unique setting. The
focus of recreational and entertainment activities will serve as natural spring-
points for scenic excursions and leisure recreation into the surrounding region.

A description of each of the Districts and their major project component is
outlined below along with Artist Renderings illustrating thematic design character:

Waterfront District
Town Center

The concept plan is anchored by the Town Center and Resort Hotel located in
the Waterfront District (See Figure 4-3). This area is arranged to provide
maximum accessibility to the Ferry Street Promenade and Uptown Districts to the
north; the Riverfront Park, RV Resort and Community Parks to the east; Harrah’s
Casino to the south; and the Marina to the west. The core activity area will also
be appropriately arranged to provide opportunities for special viewing of the
Marina and Ohio River.

The Town Center is envisioned as a mixed-use urban environment with 3-story
and above buildings. Ground level and second floor restaurants and cafes with
indoor, outdoor dining, and shops and galleries line the pedestrian friendly
concourses and plazas (See Figure 4-4). The upper floor levels also provide
office space and special hotel room accommodations. While some of the
buildings in Town Center define an inviting network of urban pedestrian streets,
others provide commanding views of the Marina setting.

A large urban plaza with a 300-foot long canal extends from the Marina to 2"
Street and the Ferry Street Promenade. The canal provides a fantastic fountain
display that draws visitors to Town Center. In addition, a picturesque footbridge
crosses over the canal adding to the thematic identity of Town Center. These
dedicated and themed environments are powerful tools that have the effect of
immersing the guest into a special place — what planners like to call “Places to
be”.

Resort Hotel
The concept plan shows the Resort Hotel located south of the Ferry Street
Promenade and north of Harrah’s Metropolis Casino. As with the Casino,

primary vehicular access to the Resort Hotel is from the north via Metropolis
Street. Visitors may also arrive from the east via Riverfront Drive — a new scenic
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riverfront road. Short-term parking for Hotel and Casino guests as well as bus
parking is conveniently located nearby. In addition, a multi-level public parking
garage is conveniently located nearby northeast of Metropolis Street and Front
Street.

The Hotel is envisioned as a multi-level structure affording spectacular views of
the Ohio River and downtown Metropolis The Hotel lobby, meeting rooms,
shops, and restaurants open onto gardens and poolside patios. Guests also
enjoy easy access to Town Center and its beautiful fountain plazas, the Marina,
Ferry Street Promenade, Uptown, the Riverfront and Community Parks and trails,
and the downtown special events amphitheater.

Marina

The concept plan shows the Marina located west of Town Center. The layout of
piers and fairways is intended to maximize access and visibility of the Marina
from Town Center. With that purpose in mind, covered berths are shown located
along the west side of the Marina while open berths for visitors are located close
to Town Center. In addition, boat berths are sized to accommodate a greater
number of large pleasure craft. A boat ramp along with other possible haul-out
boat systems is shown in the northwest corner of the Marina. The concept plan
also shows a new dry boat storage area located immediately west of the boat
ramp and the Railroad Bridge.

An illustration of the Marina and its relationship to the “Town Center” is shown in
Figure 4-5. It is a simulation of a European port town like Puerto Banus or
Portofino. The idea is to exploit waterfront ambience as has occurred in San
Antonio, Baltimore, Jacksonville, or Grandville Island Vancouver to name a few.
The illustration shows the Resort Hotel adjacent to Harrah’s Casino and Town
Center buildings overlooking the activities in the Marina. In addition, the
illustration shows water appearing to cascade down from the Town Center plaza
and canal above.

The proposed Marina reinforces Metropolis’ identity as a riverfront town. River
cruises and taxis use the Marina as an important stop along the Ohio River
bringing guests and visitors into Metropolis. The Marina also provides a fueling
station for visiting pleasure cratft.

In addition, Metropolis is provided with an important new community landmark —
the “Lighthouse” — located at the Marina entrance (See Figure 4-6). The
“Lighthouse” is an architectural icon that provides the residents of Metropolis with
a symbol that celebrates the City’s new spirit and vitality. The landmark is
illustrated as a 50-foot high steel tower situated atop a masonry base. Residents
and visitors enjoy walking out to the “Lighthouse” to view the activities occurring
along the Ohio River and in the Marina. An inscription at the base welcomes
guests to Metropolis and memorializes the City’s heritage. As the sun sets to the
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West, visitors to “Town Center” enjoy the colorful lights and structure of the
“Lighthouse” reflecting across water.

Marina Housing

The concept plan shows Marina Housing located along the northern boundary of
the marina immediately south of 3 Street and west of Town Center. This
special neighborhood of 3-story condominiums and apartment buildings provides
residents with a unique life-style setting that overlooks the activities of the Marina
and reinforces the urban nature of downtown. Residential units are located
above ground level parking structures for enhanced views and added protection
from high water flooding. A pedestrian concourse located between the housing
and the marina is also part of an area wide network of trails and walkways
serving downtown Metropolis and the Riverfront.

RV Resort

The concept plan shows a new RV Resort located within easy walking distance
from Town Center, the Casino, and other City attractions. The RV Resort
accommodates approximately 100-spaces and is centrally located to Riverfront
Park, which extends east and west along the banks of the Ohio River. Primary
access to the RV Resort is from Riverfront Drive, a new scenic road beginning at
5th Street west of the Laidlaw Corp. property and Fort Massac State Park, and
extending westward to the southern end of Metropolis Street.

Community Park

The Community Park is located east of the RV Resort and west of the Industrial
Riverfront District. Residential neighborhoods are located immediately north of
the park. The expansive Ohio River and Riverfront Park areas are located south
of Community Park. The concept plan shows soccer fields, a small par-3 Golf
Course, trails, picnic areas, and a Children’'s Playground located in the
Community Park. The design and thematic identity of the Children’s Playground
is illustrated in Figure 4-7 and is inspired by tugboats and the commercial activity
of the river.

Riverfront Park

Along with the Community Park, Riverfront Park provides an enchanting
environment that invites residents and guests to enjoy a variety of recreational
activities ranging from active to passive, formal to informal. In addition,
Riverfront Park is a special place to enjoy the sights and sounds of commercial
and industrial activities occurring on the Ohio River and along its embankments.
With its special viewing areas and network of trails, visitors can explore
Metropolis’ unique riverfront from Fort Massac State Park to the City’s new
landmark — the “Lighthouse” at the Marina entrance. Seasonal festivals, special
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events, and concerts take place at Riverfront Park against the backdrop of the
Ohio River, the Railroad Bridge and beautiful summer sunsets.

Ferry Street Promenade District

Where as the Town Center and Resort Hotel are key anchors to the Waterfront
District, the Ferry Street Promenade District provides a critical pedestrian link
between Metropolis’ new downtown and the existing Uptown District to the north.
The concept plan shows Ferry Street functioning as a pedestrian concourse,
accessible to public transit and emergency vehicles only. Vehicular travel in the
north/south direction would be diverted to Metropolis Street — Metropolis’ new
“Grand Boulevard” leading to the Casino and the Waterfront District — as well as
Market Street.  Vehicular traffic in the east/west direction through the Ferry
Street Promenade District would be handled by 2" Street, 3" Street, 4™ Street,
and 5" Street.

Parking within the District includes curbside parking along the east/west streets,
and a well-lighted public parking structure located along Market Street between
4™ Street and 3™ Street. The public parking garage provides convenient and
secure parking for people visiting and working in the District.

The Promenade

The concept plan shows the Promenade as a mixed-use urban village located
along a pedestrian friendly concourse extending from 5" Street to 2™ Street.
The Promenade is lined with trees, and interrupted with water fountains, kiosks,
street furniture, and special performance areas. The streetscape is lined with
buildings averaging 3-stories containing ground level restaurants and shops
opening onto the Promenade. Additional commercial and mixed-use space is
provided on the upper floors. The architecture is urban, evocative and inviting.

A key component of the Ferry Street Promenade is a Cineplex of six or more
screens. An illustrative sketch of the Promenade and Cineplex is shown in
Figure 4-8.

Because the Promenade will necessitate the rerouting of north/south traffic from
Ferry Street to Metropolis Street, careful attention is needed regarding marketing,
phasing, and implementation of this project. Nonetheless, the development of a
dynamic and attractive urban pedestrian environment along the Ferry Street
Promenade is seen as a vital link between Uptown and Metropolis’ Town Center
project.
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Water Park Hotel

The Water Park Hotel is also an important component to the Ferry Street
Promenade District. The concept plan shows the Water Park Hotel located on
the west side of the Promenade. Parking for Hotel guests and service areas are
located off of 3rd Street. Hotel guests arrive at the Hotel via a new roadway that
connects Market Street from the north to 2" Street to the east. This road is also
a key circulation element in the Town Center and Resort Hotel project areas.
The Water Park Hotel lobby and other ground level areas including restaurants
and shops open directly onto the Promenade.

The Hotel is distinguished by an approximate 1-acre Water Park, which is
enclosed under a 30 to 50-foot high structure and includes waterslides, lazy river,
activity pools, kiddy pools and adult spas. Upper level Hotel rooms look out onto
the Water Park as well as the surrounding Town Center and Promenade.

Uptown District

The Uptown is Metropolis’ historic downtown Commercial Business District
(CBD). It has also been somewhat separated from the activities and action
identified with Harrah’s Metropolis Casino. The concept plan reflects a conscious
effort to utilize the Ferry Street Promenade as a bridge linking the Uptown District
with the Waterfront District. This linkage occurs along pedestrian concourses
and sidewalks and is strengthened by more intensive development along Ferry
Street. In addition, the concept plan reflects an aggressive reinforcement of
Market Street, both as a central backbone road in the Uptown District, but also as
a roadway extension into the Waterfront District.

The key public building in the Uptown District is the Massac County Courthouse
located north of 5™ Street and south of upper Market Street. By scale and
tradition, the Courthouse and surrounding open space function as Uptown’s
Town Square. The civic and public nature of the Town Square is symbolized in
part by the presence of the Vietham Veterans Memorial and Metropolis’ other
noteworthy monument — the Superman statue. Visitors to the town are frequently
drawn to Uptown to visit the Superman statue and the Superman Gift and
Collector’s Store located immediately across the street.

The concept plan seeks to reinforce the unique urban setting and open space
defined by the Courthouse and Town Square and does so by a judicious
application of infill development, streetscape enhancement, and building
beautification. Suggested Market Street improvements in the Uptown District
include new street furnishings, the addition of thematic gas lamps and banners,
additional street landscaping and appropriate maintenance, a signage and
murals program, and sidewalk and paving enhancements.

34



Other important components of the Uptown District reflected in the concept plan
include a new Fire Station facility to be located northeast of Pearl Street and 7"
Street; the possible development of several small commercial pads along Ferry
Street in conjunction with new public parking lots; and the renovation and the
Theater Building (perhaps as a new Council Chamber, Community Meeting
Room, or City Department Offices).

In addition, the concept plan shows new public parking lots accessible from Pearl
Street and Ferry Street, which are located behind Market Street stores and
shops. These parking lots as well as other structured parking facilities could be
part of an overall Public Parking District serving Downtown Metropolis. Other
street improvements in Uptown include the closure of 6" Street between Pearl
and Ferry Street in order to accommodate new public parking lots as well as to
provide attractive pedestrian concourses leading to Market Street.

Perhaps one of the most significant influences on Uptown is the commitment by
the City of Metropolis to remain an active tenant and landlord within the Uptown
District. As City and public facility needs increase, opportunities for the
renovation of existing buildings and/or development of new facilities within
Uptown may provide an important catalyst for further improvements within the
District. A key component of the concept plan for the Uptown District is a
proposed Community Center as well as a possible Museum Store.

Community Center

The concept plan for the Uptown District is anchored by a new Community
Center located diagonally across the street from the Courthouse and Town
Square between Market Street and Ferry Street. The 6™ Street concourse (no
longer a street) is located on the north side of the Community Center. Public
parking accessed from Ferry Street is conveniently located behind the facility.
Additional curbside parking is also available along Market Street and around the
Town Square.

The development program for the Community Center is more akin to a
“Community Life Center” intended to reinforce the social nature of Uptown. In
addition to ground level Banquet Rooms, the Community Center includes a
Welcome Center for visitors and guests, a Food Court and Coffee House,
outdoor patios, Game Rooms and Lounges, a Chamber of Commerce Specialty
Store, and a corner plaza. The second floor level provides additional meeting
rooms and a small theater. In addition to usage fees for certain functions, some
of the uses at the Community Center may invite tenant sub-leases from
neighborhood friendly businesses such as a coffee house, hair salon, etc.,
wanting to operate within the facility.

The space programming and design for the Community Center is described in
Figure 4-9. The architectural style of the Community Center is respectfully neo-

35



First Floor Saoond Floor Firat Fhoar
MUSELM STORE T @. COMMUNITY CENTER

e

|
i

SO0

L

&

N0 [Bdod

L

P -
e ——

R Tl

SITE PLAN s s m
Figure 4 -9

Tourism Development Study COMMUNITY CENTER

Metropolis, lllinois AND MUSEUM STORE

36

PROJECT DATA
W e S
Frl Fioar
Hirugrn 1,18 EF.
Shicmm FIg-
=] ST EF
Cive  Flamtrooime ¢ idsc ol EF
Sutwsad 1,114 BF
Sacond Flooe
] rEEF
Ciec. | Mt | idas 1874 & F,
Sudsicital BESmEF
ool (Fimi & Senond) 5T
Basarmael asilios Trid Floor [Dodional)
Aurhives  Baosage LIMEF
Toml i, FMSF

Second Floor

Feiml P
‘Wikosdra Cantis

1 BB EF
i T2 EF
19385 F
43855 F

E2FEF
1235 F
25ET5F
ARG F
ISP

S2TYAF
HIEF
18E5EF
=1 5F
1NSITEF

A3 TEEEF

ﬁmllﬂl_‘ﬁﬁhm Eﬂpﬂ:ﬂuﬂrﬂ Dinvict &, Prica Ausncialas

LI Fa T Ly Aewrsl

e 1M
Fam 4ITAH 8

e ]
Sare—
s 1HHAET

i LY
o | e W0 Tk Vam e
o) - a2 i-_u ram E-



traditional, yet contemporary, in order to further reinforce the unique character
and nature of the Town Square setting. An illustration of the Community Center
is shown in Figure 4-10.

The location of the Community Center reflects a critical commitment to Uptown.
While its intended users are primarily residents of the City, some patronage
maybe expected from visitors and Hotel guests.

Museum Store

Together with the Community Center, the concept plan shows a possible
Museum Store located across the street from the Courthouse and Town Square
on the site of the existing Superman Gift and Collector’'s Store. Whether it is the
existing Superman Gift and Collector's Store or a new and expanded Museum
Store, both seek to attract visitors and patrons to the Uptown.

The concept illustrated in Figure 6-10 envisions a “Gateway” development that
frames Market Street while also reinforcing a sense of containment to the Town
Square. The “Main Street” neo-traditional architectural style of the Community
Center on the east side of Market Street is contrasted on the west side with a
more evocative and contemporary style suitable for an attraction — the Museum
Store. The space programming and design for a possible Museum Store is also
shown in Figure 4-9.

Village Housing

An exciting and attractive downtown Metropolis would not be complete without
neighborhoods. The development of a higher density residential community
within the MDRD serves to promote and sustain the surrounding Districts —
Uptown, Ferry Street Promenade, and the Waterfront. The concept plan shows a
Village Housing District bounded by: Market Street to the east; 5" Street to the
north; Pearl Street to the west; 3" Street to the south.

The location of the Village Housing is well suited for its purpose. Residents of
the Village can enjoy immediate proximity to all parts of the MDRD. The
combination of Village Housing, Marina Housing, and surrounding neighborhoods
will help infuse the Metropolis Downtown Redevelopment District with the
creative energy of people.
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Section 5

RECOMMENDED TOURISM DEVELOPMENT PROJECTS
FOR METROPOLIS

This section of the report contains information on the projects determined by the
charrette participants to have potential merit for development of destination
tourism in Metropolis. Preliminary estimates of feasibility are included to better
define each element and order-of-magnitude estimates of development costs are
provided.

Reclaiming the Riverfront of Metropolis

Historically in America, waterfronts were devoted to commerce because
transportation by boat and barge was the most efficient means of moving people
and products prior to development of the nation’s railroads, super-highways and
air transport. Thus, navigable waterfronts throughout the country were largely
devoted to transportation and commerce, usually involving heavy industry.
Heavy industry remains, but with decreasing importance as alternative transport
modes evolve. The result is that for several decades, communities throughout
the country have been reclaiming portions of their waterfronts for recreational
and aesthetic purposes serving residents and tourists alike.

Riverfronts have presented a particular problem because extreme weather
conditions occasionally cause serious flooding conditions. Many communities
addressed the problem by building levees that would keep the flood waters out of
homes and businesses located near the river. Those barriers have been
effective in stopping the intrusion of occasional floodwaters, but they also create
visual and functional isolation of the river from the daily lives of residents and
visitors the vast majority of the year.

Past leaders of Metropolis chose to live with the fluctuations of the Ohio River
rather than build floodwalls. Whether that continuing decision was a conscious
judgment based on alternatives or a default based on lack of resources or other
factors is not important. The fact is that no barrier exists today in Metropolis.
However, there is also no vibrant and cohesive riverfront “Downtown”, as has
evolved in most protected urban environments. Instead, civic facilities and the
business district were developed on high ground, insulated from the vagaries of
the river.

Recognizing the potential of tourism as the fastest growing industry in the world,
and reinforced by the influx of visitors to Harrah’s Casino (floating on the Ohio
River), current civic and business leaders of Metropolis have focused on this
opportunity as a method of revitalizing their downtown area and creating a
tourism destination. The Ohio River is, at the same time, the greatest resource
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and the largest problem in realizing the goal of becoming a significant
destination.

Reclaiming the riverfront with public parks, entertainment, commercial
development, tourist-specific facilities and a residential village are the focus of
this study.

Marina Component

The proposed marina development is the most important component of the plan
to develop a destination complex in the City of Metropolis. A marina located
immediately west of Harrah’s Casino is the focal point of a proposed plan to
create an environment of entertainment and leisure time pursuits that will appeal
to visitors to the Harrah’s Casino and draw new visitors to Metropolis. Marinas,
with their tranquil water ambiance, have proven to be a catalyst for relaxation and
fun in countless locations blessed with the opportunity to support a significant
pleasure boating complex. The enjoyment is not limited to boating because
landside activities are enhanced by the visual impact of a water environment if
properly planned. Waterfront promenades with restaurants, shops and
entertainment are popular gathering places in many locations. Baltimore’s Inner
Harbor redevelopment is a prime example of transforming a shipping and
industrial district into a first-rate recreation destination for residents and ultimately
for tourists that had been noticeably absent previously. The recent
transformation of the waterfront of Newport, KY, a city of 17,000 people across
the Ohio River from downtown Cincinnati, OH, into a hotbed of entertainment for
the region has been accomplished without a marina. A marina adjacent to the
west Harrah’'s Casino will be a tremendous catalyst for development of a tourist
destination in Metropolis. No other location in the area could have such a major
impact on redevelopment of the downtown area and creation of an immersive
recreation environment.

Boating Statistics

Boating, fishing and other water-related leisure time activities are among the
most popular sports participated in by Americans:

- The National Sporting Goods Association estimates that 117 million
people over age 6 participate in boating and outdoor water sports
activities annually (excluding swimming, but including multiple
participation).

- According to the National Marine Manufacturers Association,

Americans own 17 million recreational boats and spend about $10
billion annually buying new boats and equipment.
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- The U.S. Coast Guard reports registration of 12.8 million recreational
boats in the United States in 2000. The top states are listed on Table
5-1. lllinois ranked #10, with 372,000. Approximately eight percent of
lllinois households owned a registered boat. The percentage of
households owning a boat is generally lower in states with large urban
population centers (NY; NJ; CA; PA; TX) than in those with a more
rural character (the high is 43 percent in MN — land of 10,000 lakes).

- Boat licenses issued by the lllinois Department of Natural resources
show a higher count than that of the Coast Guard by about nine
percent, at 405,000. Massac County had 1,116 licensed pleasure
boats in 2001 and another 2,322 were licensed to owners living in
nearby Pulaski, Johnson, Pope and Hardin Counties.

- Of the 3,438 boats licensed in the five counties, only 55 have a length
greater than 25 feet, which is considered to be the maximum trailerable
size. More than half (31) are less than 30 feet in length, 17 are in the
30 to 40 foot range and seven exceeded 40 feet. Thus, it is apparent
that most recreational boats are small enough to be pulled on a trailer
to the lake or river of choice. However, many owners of boats prefer to
keep their boat in an in-water slip at a marina during the boating
season as a matter of convenience. Others choose dry storage at a
marina rather than hauling their boat to and from their boating
destination, thereby creating strong demand for dry storage facilities.
Modern full-service marinas will fill the gas tank and put the boat in the
water for a scheduled arrival time, and provide similar service when the
boat is returned to the dock. This boating made easy service level is
recommended for Metropolis.

- Claritas, Inc. searched boat registration/license records by radius band
from Metropolis with the following result:

Radius Band Boats
0 to 10 miles 1,498
10 to 25 miles 2,540
25 to 50 miles 6,761

Total 10,799

This is not a large market, but most marinas in the region record a high
occupancy during the summer boating season, and almost all have
long waiting lists for slips of 40 feet or more.

Information on Selected Marinas

Golconda Marina is owned by the lllinois Department of Natural Resources and
was developed in 1988 at a cost of about $3 million. It is operated by a
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Table 5 -1

STATE RECREATIONAL BOAT REGISTRATION - 2000

States Boats Ranking Households Boats/Hsld.
(000) (000)

Michigan 1,000 1 3,786 0.264
California 905 2 11,503 0.079
Florida 841 3 6,338 0.133
Minnesota 812 4 1,895 0.428
Texas 627 5 7,393 0.085
Wisconsin 574 6 2,085 0.275
New York 525 7 7,057 0.074
Ohio 417 8 4,446 0.094
South Carolina 384 9 1,534 0.250
lllinois 372 10 4,592 0.081
Pennsylvania 359 11 4,777 0.075
North Carolina 350 12 3,132 0.112
Missouri 334 13 2,195 0.152
Georgia 323 14 3,006 0.107
Louisiana 314 15 1,656 0.190
Mississippi 292 16 1,895 0.154
Tennessee 270 17 2,233 0.121
Alabama 265 18 1,737 0.153
Washington 258 19 2,271 0.114
New Jersey 243 20 3,065 0.079
Subtotal - Top 20 9,465 76,596 0.124
Kentucky 170 28 1,591 0.107
Others 3,165 28,010 0.113
Total U.S. 12,800 106,197 0.121

Source: U.S. Coast Guard and Cochrane Consulting.
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concessionaire. The full service marina includes 206 slips, of which 90 are 20 to
24 feet long and 116 are over 30 feet. The larger slips operate at over 90
percent occupancy and the boats are left in the water through the winter by 75
percent of owners. There is some freezing weather but the boats are easily
protected. The smaller slips are mostly vacant in winter and fill up only during
the peak summer months. The concession building is open from March 1 to mid-
November. Slip rental rates are relatively low, with covered slips ranging from
$1,095 for a 24 footer to $3,275 for 60 feet. Twenty percent of slip renters live
beyond 50 miles distant. Management warns of high dredging costs due to river
fluctuations. Expansion is planned to add 30 slips of 40 feet and up. There is a
DNR campground adjacent, but no other landside facilities. A new pedestrian
bridge connects the marina to downtown Golconda, but there is no visual
connection. Dry storage is not provided. Golconda is about 25 miles from
Metropolis as the crow flies, but around 40 miles upstream as the river bends.

Alton Marina is owned by the City of Alton, IL, and is in the vicinity of St Louis,
MO. It is a modern, full-service facility that opened in 1996 and is managed by
Skipper Marine Development, which also designed and built the project under
contract with the city. It was originally built with 180 slips but has been expanded
to 249 slips at present, with more (40 foot and up) to come in the future. There
are about 75 transient slips included. Concierge-style services are provided.
The nearby Alton Belle Casino is similar in size to Harrah’s in Metropolis, and
part of the admission fees from the casino is devoted to cover marina and
downtown development bonds. The casino generates considerable transient
traffic that generates additional revenues. The combination of the casino, the
downtown redevelopment district and the marina are credited by city officials with
turning Alton into a boating and landside leisure time destination — as intended in
original planning. Covered slip rentals range from $2,650 for 30 feet to $5,515
for a 55-foot slip.

Cincinnati, OH, Area Marinas. Consulting team members visited three marinas
in the Cincinnati area to determine differences or similarities with the lllinois
markets. Rivertowne Marina has 126 wet slips and 350 dry storage spaces;
Watertown Marina is the largest, with 486 wet slips and 500 dry storage spaces,
with about 100 live-aboards; Four Seasons Marina has 486 usable slips.
Covered wet slips rent for about $90 to $100 per foot annually, which is
comparable to the Alton Marina, but about double the charges at Golconda.
Most larger boats remain in the water year round, but inside storage is available
for winter months. Dry storage is popular. Few transient slips are available.

City of Chicago Marinas. Westrec Marinas, the largest operator of marinas in the
world with about 15,000 wet slips and dry storage spaces under management,
took over management of Chicago Parks District in 1995 and has dramatically
increased operating performance. Operating profit increased to $9.8 million in
2002, or 63percent of revenues of $15.5 million. Westrec also provides
concierge-style service, rental prices are high and the marinas are near 100

43



percent occupancy during the boating season. Boats are moved to heated
storage in winter months due to the extremely cold weather.

Kentucky Lakes Marinas. The Kentucky Lakes represent a major boating
resource in the region with hundreds of miles of shoreline and numerous marinas
and sophisticated resort developments. Most boaters prefer the minimal water
level fluctuations in lake environments compared to the major changes that occur
on large rivers. The better marina/resort developments on the Kentucky Lakes
exhibit more extreme summer peaking of use and are priced at about $75 per
foot annually for large boat slip rental, the midpoint between public service
facilities on the Ohio River and the concierge-style facilities on the Ohio and
Mississippi Rivers and the Chicago area.

Recommended Marina Location and Capacity

The opportunity for marina development in downtown Metropolis is limited to a
relatively small area between Harrah’'s Casino and a railroad bridge across the
Ohio River. The area is about 14 acres and will accommodate roughly 141
boats, plus an docking area for large commercial riverboats. This is a relatively
small marina, although it could be expanded to the west if a channel can be cut
through the railroad right-of-way to pick up additional area west of the railroad
bridge, or possibly some expansion to the north into residential areas.

Table 5-2 contains information from a study of marinas by the International
Marine Institute, which represent averages for the industry that must be carefully
interpreted by anyone intending to be better than average in their new project.
The Table also includes preliminary estimates for a marina in the recommended
location in Metropolis. We have skewed the distribution of wet slips upward
compared to average marina and even compared to the top 25 percent of marina
performance. This is based on the desire to create a facility that will serve a
destination market and potential casino generated traffic.

A suggested use for some of the slips in the marina is to develop a yacht
club/timeshare program that would allow interested boaters the opportunity to
have partial ownership and use of a fleet of high quality pleasure craft at a
fraction of the time and monetary obligations of individual boat ownership. A joint
venture with Harrah’s may be appropriate for this operation.

In addition to the wet slips, we recommend 200 dry rack storage units on a site
west of the railroad bridge, out of sight of the main marina. This could be a
lucrative operation and the potential for outdoor storage on this low-cost, flood-
plane land should also be explored.

Revenues are estimated at $3,000 per wet slip annually and half that amount for
dry rack storage.
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Table5-2

MARINA PLANNING FACTORS

International Marine Institute Survey Data

Slip Length
20'- 30
30" - 40'
40' - 50
50' - 60
Over 60'

Slip Length
Less than 30'
30' - 40

40' - 50'

50' - 60'
Over 60'

Wet Storage Slips
Lineal Feet
Lineal Feet Per Slip

% w/Dry Rack Storage
Slips
Fee Per Lineal Foot

Occupancy Rate
Have Waiting List

Annual Revenue Per:
Occupied Slip
Dry Storage Unit
Lineal Foot of Moorage

Profitability:
Gross Profit Margin
Operating Profit Margin

Preliminary Estimates
For Metropolis

Revenues
All Private  Destination Top $800K to
Marinas Marinas Resort 25% 1.75 Mil.
Monthly Rate Per Lineal Foot
7.43 7.73 5.50 6.18
7.54 7.31 7.96 6.84
7.63 7.41 7.61 7.12
7.68 7.74 7.77 8.63
7.91 7.77 9.31 8.61
Percent of All Slips
34 43 39 25
32 27 32 35
19 14 13 28
9 9 9 7
6 7 6 5
398 310 380 374
13,862 8,687 8,750 14,715
35 28 23 39
66% 74% 75% 78%
225 251 155 195
$ 5.18 $ 529 $ 5.07 $ 5.31
84% 84% 79% 83%
40% 28% 17% 21%
$ 1,857 $ 1,798 $ 2,202 $ 1,693
$ 901 $ 931 $ 905 $ 787
$ 5332 $ 6416 $ 95.63 $  43.03
7% 71% 80% 78%
22% 19% 24% 29%

Percent

23%
35%
23%
13%

7%

100%

B H

Number
32
49
32
18
10

141
5,645
40

200
6.00

3,000
1,500
74.93
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Table 5 - 2 (continued)

COMPARABLE OPERATING DATA AND PRELIMINARY ESTIMATES FOR METROPOLIS MARINA

International Marine Institute Survey Data

Revenues
All Private Destination Top $800K to Preliminary Estimates
Marinas Marinas Resort 25% 1.75 Mil. For Metropolis Marina
Revenues:
Dockage 40.2 31.0 32.0 65.8 45.6 49.1% $ 423,000
Dry Storage/Launch 5.0 7.8 4.6 43 8.6 34.9% 300,000
Upland Storage 2.4 2.5 2.4 0.6 1.9 0.0% -
Restaurant/Concessions 5.9 24 8.7 5.6 1.9 3.0% 25,821
Fuel/Oil 10.1 14.2 10.9 4.9 12.1 5.0% 43,036
Ships Store 7.2 105 7.7 2.7 4.6 4.0% 34,429
Parking 0.7 0.3 15 0.3 0.1 0.0% -
Haul Out/Repairs 12.5 25.1 5.3 15 14.0 2.0% 17,214
Boat Launch Revenues 0.5 0.3 0.2 0.7 0.2 0.0% -
All Other 15.5 5.9 26.7 13.6 11.0 2.0% 17,214
Total 100.0 100.0 100.0 100.0 100.0 100.0% $ 860,714
Cost of Goods Sold:
Fuel Dock 7.4 10.6 7.5 37 8.8 3.6% 30,986
Ships Store 4.7 7.3 4.6 15 3.1 2.6% 22,379
Marine Repair Service 5.2 10.0 2.1 0.7 7.0 0.9% 7,746
All Other Direct Costs 4.6 6.4 6.1 0.4 4.2 1.0% 8,607
Total COGS 21.9 34.3 20.3 6.3 23.1 81% $ 69,718
Gross Profit 78.1 65.7 79.7 93.7 76.9 91.9% $ 790,996
Operating Expenses:
Labor Expense & Benef. 22.9 22.2 22.4 19.3 18.4 26.0% 223,786
Insurance 2.7 31 3.3 14 3.2 2.5% 21,518
Marketing 14 11 2.0 0.8 15 2.0% 17,214
Property Taxes 2.1 2.7 25 0.7 25 2.0% 17,214
Repairs & Maintenance 7.1 3.9 3.4 13.7 4.5 5.0% 43,036
Rent & Lease Expense 2.4 2.4 3.4 1.1 4.3 0.0% -
Utilities 3.9 31 4.6 4.6 45 5.0% 43,036
All Other 9.4 7.3 9.8 8.4 7.9 5.0% 43,036
Total 51.9 45.8 51.4 50.0 46.8 475% $ 408,839
Operating Profit 26.2 19.9 28.3 43.7 30.1 44.4% $ 382,157
Preliminary Estimated Cost at $25,000 Per Wet Slip 3,525,000
Bond Amortization at 8% Annual 282,000
Bond Coverage Multiplier 1.36

Source: Intrnational Marine Institute and Cochrane Consulting.
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Revenues are estimated at $860,000 for the marina operation, yielding $790,000
in gross operating revenues after cost of goods sold. Operating costs are
estimated at $408,000, leaving operating profit of $382,000 when the facility
reaches maturity in the second year of operation.

Development cost is estimated at $3.5 million at $25,000 per wet slip, but
detailed design will be required before actual costs can be determined more
definitively. Amortization of a revenue bond in that amount at 8% principal and
interest would provide coverage of 1.36 times the annual payment. If actual
development cost exceeds the estimate, additional coverage for the bonds could
be generated by increased property taxes on adjacent development, an
assessment district on those areas, or a special tax on food, beverage and retail
sales in the adjoining areas benefiting from the marina environment.

Conclusion

The marina should be self-supporting based on projected revenues, operating
and development costs. A more detailed analysis will be required to determine
the actual results of this development. However, potential revenue sources to
cover bond payments should be more than adequate to cover all costs.

Revitalizing Downtowns

Following World War I, widespread ownership of private automobiles and
improved local highways and arterial streets led to people fleeing to the suburbs
to raise their families in most urban centers in the country. Suburban shopping
malls and entertainment facilities followed the flight of people from many urban
cores and their downtowns, leaving downtown areas with skeletons of their
former economic and social function. As suburban development sucked people
and economic activity from the core, civic leaders attempted to spark
redevelopment by subsidizing land assembly and renewal efforts. Some of those
efforts met with success, but most often they did not live up to the hopes and
expectations city planners and their urban land planning consultants. The plans
were often based on zoning codes that insisted on separation of uses rather than
creation of a vibrant social and economic environment. Suburban development
and “new town” planners also emphasized separation of uses, resulting in a lack
of community identity. Enclosed malls became the town center, offering retail
outlets, services and limited entertainment.

In the past couple of decades another trend was occurring that would compete
with suburban malls as gathering places for urban populations and tourists. The
Rouse Company was a leader in development of “Festival Centers”, which
combined restaurants and entertainment venues with unique retail shops and
introduced street performers and festivals to a highly themed environment
(Harbor Place in Baltimore and Faneuil Hall in Boston are examples). In more
recent years, Urban Entertainment Centers (UECs) have become popular
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developments, as embodied by Universal City Walk developed between
Universal Studios Tour and an existing multiplex theater complex in Southern
California, and since replicated by Universal in Florida and by Disney and others
in various locations worldwide.

Many cities throughout the country have picked up on this trend as a method of
revitalizing their deteriorated downtown and nearby environments by providing an
attractive setting for social interaction, entertainment and commerce. Well
conceived public sector improvements can be leveraged by large multiples of
private sector investment to result in a win-win situation. For example, the City of
Santa Monica invested $13 million in streetscape improvements in the Third
Street Promenade District in 1986 and through 2000 the private sector had
invested more than $250 million — and still growing. The area has gone from a
second-rate downtown environment with low-quality tenants to the most popular
leisure time destination on the west side of Los Angeles County drawing 10
million visitors annually. Sales taxes alone exceeded $2.6 million in 2000, up 76
percent from 1995.

Oklahoma City decided to rejuvenate a run-down warehouse district as part of an
overall improvement plan called Metropolitan Area Projects (MAPS) which
funded $370 million in capital improvements for leisure time activities, mostly in
or near the downtown area. Voters passed a one percent increase in the sales
tax to support bonds for the MAPS program. In an attempt to emulate the
success of San Antonio’s River Walk, a canal was created at a cost of $23 million
(plus infrastructure costs) as a visual and entertainment focal point for Bricktown
and ultimately to be connected to recreation lakes on the nearby North Canadian
River formed by three new dams. The nine projects in the MAPS program were
completed between 1998 and 2002. The Bricktown area is expected to draw at
least seven million visitors annually and generate over $500 million in private
sector development over time. Much private investment has already been made
and Bass Pro Shops, Sega GameWorks and a multiplex theater complex are
currently planned.

Newport on the Levee and the Newport Aquarium (KY) has become, in a little
over a year, a hotspot of entertainment in the Cincinnati urban area. The UEC
includes a 20-screen AMC theater complex and an IMAX Theater, along with
restaurants, bars, nightclubs, GameWorks, a Barnes and Noble Books
superstore and specialty retail shops and quick food. The aquarium has been
popular with local families and tourists to the area. The vision for the project was
provided by a native son who convinced political leaders that such a project
would be feasible if done properly, talked the city into purchasing $10+ million of
downtown land next to the levee, and introduced them to the developer of Coco
Walk in south Florida, who agreed to develop the project. Facilitating the
feasibility was a Kentucky law that provides a 25 percent sales tax rebate for
projects serving interstate tourists. If recent history of similar projects repeats in
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Newport, the success of Newport on the Levee should spur private development
on nearby properties.

The above are but a few examples of the trend sweeping the nation to revitalize
downtown areas with an emphasis on mixed-use, 24-hour environments
including entertainment retail, residential and office uses.

Redevelopment and Repositioning of Downtown Metropolis

The City of Metropolis is blessed with several positive circumstances supporting
development of a destination tourist market that are available to few cities of its
size:

- The Ohio River is a major recreation resource, both for on-the-water
activities and visual appeal. It has been almost ignored as a resource
to date. A modern marina on the river in the downtown area will focus
attention on the river in terms of visitor appeal.

- The downtown area of Metropolis has not been isolated from the river
by flood walls so there are opportunities to creatively redevelop the
area while dealing with potential flood issues.

- The downtown area is so underdeveloped that most structures can be
replaced at a relatively small cost if the City or private sector investors
see a viable opportunity.

- Harrah’s Casino recorded 1,516,767 admissions in 2002, up 84,000 in
a year and continuing a trend since opening in 1993. Revenues to the
City amounted to $8,451,000 in 2002, an increase of more than a
million dollars over the previous year. It is a powerful resource in term
of both visitors and revenues.

It is assumed for the purposes of this study that soils excavated to create the
marina can be used to create building sites in the Waterfront District at elevations
of 338 feet, which is the FEMA designated 100-year flood plain plus one foot. If
those soils prove to be inappropriate for building sites, they can be used for the
park areas along the riverfront and usable soil will have to be imported.
Basically, the plan is to create a flood protected new shoreline to accommodate
development of the Town Center District with mixed-use development leading to
the Ferry Street Promenade and ultimately to the Uptown Business District. In
the spirit of “seeding” redevelopment by the private sector, the City must make
significant investment to create and promote a vision of a totally repositioned
downtown as a leisure time focal point. At the same time, zoning requirements
must be created that will encourage development of a vibrant, 24-hour urban
village that will be unique in the region.
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As a planning exercise, the consulting team had to deal with the entirety of the
waterfront and downtown areas as a single destination and at the same time
recognize the unique characteristics of sub-segments and their contribution to a
healthy whole. Thus, while we have identified specific areas with varying types
and intensities of development, all must fit together in a unified development
program to maximize results for businesses and residents located there as well
as visitors to the area. Table 5-3 contains data on gross land areas for sub-
districts of the downtown/waterfront area, which total approximately 135 acres.

Incremental developed over a 15-year period is based on the following
calculations:

- Approximate acreages of the identified districts in the
downtown/waterfront redevelopment area that will be subject to
development of commercial and residential construction are identified
approximate by gross acreage.

- A floor area ratio (FAR) is recommended that is very permissive to
encourage multi-story, mixed-use projects. The FAR range is 1.5 to
5.0.

- The maximum building space allowed is calculated by multiplying the
acreage by the FAR and then reducing the amount by 20 percent to
approximate net site areas. The areas were further adjusted to
subtract government properties that will not be subject to taxation or
assessments (33 percent in the Ferry Street Promenade District and
20 percent in the Uptown District.)

- The approximate of existing private buildings that would probably
remain in a vibrant village development environment was then
estimated at about 5 percent of the maximum building allowed. These
numbers are quite small and there are essentially no structures in the
waterfront district except the casino.

- The 15-year build-out is estimated at only 20 to 35 percent of the
allowable building footage.

- The increments are then calculated as net additions to the estimated
buildings to be retained.

- The Consulting Team concluded that development of approximately
two million square feet of new commercial and residential space is
reasonable.

Data in Table 5-4 distributes the new construction to various use types reflecting
the Consulting Team’s vision of a preferred mix to create a 24-hour village.
Generally, the program would encourage retail and entertainment on the ground
floor in the Ferry Street Promenade and Uptown Districts, with a mix of office,
residential and accommodations above. The largest components are
accommodations and residential uses at 600,000 to 700,000 square feet followed
by retail and entertainment at almost 400,000 square feet and offices at a little
less than 300,000 feet. The total is just short of two million square feet of new
private development.
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ANALYSIS OF DEVELOPMENT POTENTIAL IN DOWNTOWN/WATERFRONT DISTRICTS

Table5-3

Floor Maximum Approx.
Land Area Building Existing 15-Year Build Out - Sq. Ft. 15-Year Increment - Sq. Ft.
Planning Areas: Area Ratio Sq. Ft. * Sa. Ft. 20% 35% 50% 20% 35% 50%
(acres) (000) (000) (000) (000) (000) (000) (000) (000)

Uptown District 22 1.5 1,150 43 187 532 144 489
Ferry Street Promenade District 24 3.0 2,509 84 418 1,170 334 1,086
Village Housing District 7 3.0 732 - 146 366 146 366
Waterfront District: Total 82 2,683 - 537 939 1,342 537 939 1,342

Casino/Hotel 5 NA NA -

Marina 14 NA NA

Town Center 6 5.0 1,045 - 209 366 | 523 209 366 | 523

Resort Hotel 7 5.0 1,220 - 244 427 610 244 427 610

Marina Housing 4 3.0 418 - 84 146 209 84 146 209

RV Resort 11 NA NA**

Riverfront Park 18 NA NA

Community Park 10 NA NA

Par-3 Golf Course 7 NA NA
Parking District TBD NA NA
Totals 135 7,074 127 1,288 2,349 3,410 1,160 2,222 3,283

|Expected Development - 15 Years = 1,976 |

* Including parking structures.

** Assumed to remain an RV Park unless demand for additional riverfront development exceeds capacity of other designated areas.

:l Indicates expected level of development over a 15-year period.

Source: City of Metropolis and Consulting Team.
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Table5-4

ESTIMATED 15 YEAR BUILD-OUT OF NEW DEVELOPMENTS IN THE METROPOLIS DOWNTOWN AND RIVERFRONT DISTRICTS BY TYPE OF USE

Waterfront District

Estimated Development Uses:

Percent Allowed:
Retail and Entertainment

Office and Services
Residential (Apartment, Loft, Condo)
Hotel/Visitor Accommodation

Estimated 15-Year Result: (000 Sq. Ft.)
Retail and Entertainment

Office and Services

Residential (Apartment, Loft, Condo)
Hotel/Visitor Accommodation

Totals by Floor

Totals by District

Grand Totals

Ground Floor
Upper Floors

All Floors

659

1,316

1,975

Uptown District Ferry Street Prom. Village Housing Town Center Resort Hotel Marina Housing
Ground Upper Ground  Upper Ground Upper || Ground Upper || Ground Upper || Ground Upper
Eloor Eloors Eloor Eloors Eloor Floors Eloor Floors Eloor Floors Floor  Floors
70% 0% 80% 0% 0% 0% 100% 0% 0% 0% 0% 0%
30% 40% 10% 20% 0% 0% 0% 20% 0% 0% 0% 0%
0% 40% 0% 50% 100% 100% 0% 30% 0% 0% 50% 50%
0% 20% 10% 30% 0% 0% 0% 50% 100%  100% 50% 50%
74 - 189 - - - 122 - - - - -
32 84 24 95 - - - 49 - - - -
- 84 - 236 85 171 - 73 - - 14 28
- 42 24 142 - - - 122 81 162 14 28
105 211 237 473 85 171 122 244 81 162 28 56
316 710 256 366 244 84

Totals
385

283
692
615
1,975

1,975

Note: Assumes that the new projects will be developed to an average of three stories.

Source: City of Metropolis and Consulting Team.
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Converting those figures to private sector investment using very general
estimates of costs (including permanent interior finishes and fixtures) indictates
investment of $234 million as shown in Table 5-5.

Table 5-6 contains order of magnitude estimates to develop the exciting
streetscapes necessary to seed the private development. The total is $9.6
million.

Other Specific Tourism Elements Identified in the Charrette

During the charrette meetings with City representatives and business leaders,
several specific development projects were discussed that warrant individual
analysis even though some are included within the parameters of the
downtown/waterfront plan. Those elements are discussed in summary terms in
the following paragraphs.

Resort Hotel with Indoor Water Park

Hotels that incorporate an indoor water park creating a resort are increasing in
popularity. Born in the Wisconsin Dells during the 90s, the hotel/indoor waterpark
combination has grown to 18 resorts in The Dells today, and they are vastly
outperforming their competitors without indoor waterparks. By bringing the
waterpark indoors, these 18 hotel owners have extended their typical 100-day
season to 365 days. In fact, hotel/indoor waterpark duos are so successful as a
weekend room filler that the concept has spilled over into neighboring states.

Today, there are more than 50 hotel/indoor waterpark combinations in the USA.
Tying hotels and waterparks together indoors eliminates weather as a variable
and extends a short peak season to year round for both activities. The resorts
are very popular among families with children ages 14 and under. Visitors to
Wisconsin Dells increased 56% from 1.6 million in 1993 to 2.5 million in 2000.
Spectacular growth has occurred in the Thursday through Sunday and
September through April periods, which is directly attributable to having the dual
operations under one roof. Hotel properties that formerly operated 100 days or
less in summer only, now operate year-round, with annual occupancy rates as
much as 70 percent. There are 18 hotels in the Dells with indoor waterparks and
44 without indoor waterparks. Average hotel occupancy for 2001 in the Dells
was 54.8%. However, hotels with indoor water parks had an average occupancy
rate of 66.6%, while those without had a rate of 39.7%. Room rates have also
sky-rocketed, in some cases, adding a “premium” of $20.00 per occupied room to
the base rental rate. Waterpark resorts advertised rates starting at about $125
per night on off-season weekends and $350 up to $600 depending on the size of
the unit during the peak season of July and August. Those with waterparks
captured an average room rate of $114.24, while rooms-only facilities averaged
$44.82.
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Table5-5

ESTIMATED DEVELOPMENT COST OF NEW BUILDINGS
IN METROPOLIS DOWNTOWN AND RIVERFRONT DISTRICTS

15 YEAR PROGRAM

Type of Use

Retail and Entertainment
Office and Services
Residential (Apartment, Condo)

Hotel/Visitor Accommodation

Totals

New
Building
Footage

385,000
283,000
692,000

615,000

1,975,000

Prelim. Est.

Cost Per
Sq. Ft. *

$ 200
100
75

125

$ 118

Estimated
Total
Cost

$ 77,000,000
28,000,000
52,000,000

77,000,000

$234,000,000

* Includes basic structure and permanent interior finishes and fixtures.

Source: The Consulting Group
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Table5-6

PRELIMINARY ESTIMATE OF COST OF STREETSCAPE IMPROVEMENTS

Percent Square Feet of Cost Per
District Acres Streetscape Streetscape  Square Foot Total Cost
Waterfront Districts * 10 20% 87,120 $ 35.00 $ 3,049,200
Ferry Street Promenade 24 15% 156,816 35.00 5,488,560
Uptown District 22 8% 71,874 15.00 1,078,110
Total 56 13% 315,810 $ 30.45 $ 9,615,870

* Includes the Town Center and Marina Housing Districts only.

Harrah's Casino and Resort Hotel are excluded.

Source: The Consulting Group
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In winter, when it's snowing, people drive 200 miles or more to the Dells from
Chicago, Milwaukee and Minneapolis to enjoy a long weekend with their families
in the lodge and waterpark. The winter/spring season accounts for 21% of
traveler expenditures, and the fall season accounts for 17%. More than 50% of
all Wisconsin Dells visitors are from outside Wisconsin, and 58% of these
vacationers will return within a year; 80% are repeat visitors and 80% of Dells
visitors took an average number of seven trips to the Wisconsin Dells within the
last ten years.

Today, the Dells is a market of the “haves” and “have nots”. The haves account
for 57 percent of the Dells room supply and 85 percent of total revenues. As the
success of the hotels/indoor waterpark combination in the Dells area has become
more widespread, the concept has been introduced to other markets in the Upper
Midwest with similar success. The realization has now been reached by many
that the hotel/indoor waterpark resort is a valid concept that can be replicated in
many markets.

Estimates for a 250-room hotel with a 37,500 square foot waterpark are shown in
Table 5-7. Total project cost is estimated at $35.5 million and the cash-on-cash
return is estimated at 16.8 percent. It is recommended that this component be
located northwest of the intersection of Second and Ferry Streets and that it be
developed concurrently with the marina and Town Center District.

Harrah’'s Resort Hotel

Harrah’s Casino management has previously announced its intention to develop
a hotel to serve casino patrons preferring to stay overnight. Harrah’s has
expressed a desire to exchange property with the city to allow the hotel to be
located adjacent to the Casino. The consulting group agrees with that
positioning as a planning concept, and suggests replacement of the park with
large new parks on the riverfront east of the Casino.

Size of the hotel has not been determined, but it is likely to be of moderate room
count in the range of 200 to 300 rooms and suites. Harrah’s should be
encouraged by the City to build a hotel of any size appropriate to their needs and
the goals of the ultimate downtown redevelopment plan.

Upscale RV Park

There is a perceived demand for an upscale RV Park in the riverfront
development district to serve the needs of large RV owners who are not well
served by visitors to the area. The park should offer a high level of service to
visitors to the downtown Metropolis tourist destination and Casino. As shown in
Table 5-8, there Is room for about 100 spaces and revenues are projected at
$542,000. Operating profit is estimated at $325,000 before a land lease payment
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Table 5-7

PLANNING AND PRO FORMA FOR A HOTEL WITH INDOOR WATER PARK FACILITY

Description Calculation
Planning Factors
Suggested Number of Rooms 250
Available Room Nights (x 365) 91,250
Percent Occupancy 75%
Occupied Room Nights 68,438
Persons Per Room 34
Total Person Nights 232,688
Nights Stayed 2.1
Individual Visitors 110,804
Suggested Min. Indoor Waterpark Sq. Ft. 37,500
Operating Estimates:
Average Room Rate 135
Gross Revenues % of GR
Rooms 72.0% 9,239,063
Food & Beverage 12.0% 1,539,844
Rent & Other 16.0% 2,053,125
Total 100.0% 12,832,031
Cost of Goods Sold & Dept. Expenses
Rooms 11.5% 16.0% 1,478,250
Food & Beverage 9.8% 82.0% 1,262,672
Rent & Other 6.4% 40.0% 821,250
Total 27.8% 27.8% 3,562,172
Operating Revenues 72.2% 9,269,859
Operating Expenses
General and Administrative 6.0% 769,922
Marketing and Promotion 2.2% 282,305
Operation & Maintance 5.0% 641,602
Real Estate Taxes & Insurance 4.0% 513,281
Replacement Reserve 0.5% 64,160
Waterpark Operations 8.0% 1,026,563
Total 25.7% 3,297,832
Operating Surplus/Deficit 46.5% 5,972,027
Development Cost
Cost to build an indoor waterpark 10,500,000
Cost to build the hotel @ $100,000 25,000,000
Total 35,500,000
Cash-on-Cash ROI 16.8%

Source: Cochrane Consulting.
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Table 5-8

PRELIMINARY OPERATING RESULTS FOR A QUALITY RV PARK

Number of sites 100
Available site nights 36,500
Annual occupancy 60%
Occupied nights 21,900
Rate per night $22.50
Annual site rental revenues $ 492,750
Plus: Other revenues @ 10% 49,275
Gross revenues $ 542,025
Less: Operating costs @ 40% (216,810)
Operating profit $ 325,215
Less: Land lease @ 10% (54,203)
Net profit $ 271,013
Investment @ $14,000 per site $ 1,400,000
Cash-on-cash ROI 19.4%
City land cost (assumed to be 10 acres @ $20,000 each) $ 200,000
City return (lease less 10% administration) 24.4%

Source: Cochrane Consulting.
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to the City of 10 percent, or roughly $54,000. Investment by the lessee is
estimated at $1.4 million. The land is within the 100-year flood plain and should
be obtainable at $20,000 per acre or less.

Investment is relatively small, so the City should consider developing the
improvements and offering the park to a management company. It is possible
that the management company contracted to run the marina may also be
gualified to run the RV park. Harrah’s management has also expressed interest.

This can be treated as an interim use pending demand for a higher use that
could develop over time. Thus, the City should seriously consider owning these
facilities or at least limiting the lease term to 10 or 15 years.

Riverfront Park, Community Park and Par-3 Golf Course

These parks and the suggested par-3 golf course will cover 35 acres are, for the
most part, at elevations lower than the 338 foot, 100-year flood plain. The City
and BNSF Railroad own much of this property. These public parks should
become a major leisure time resource for both residents and visitors. An order of
magnitude estimate of development cost for these facilities is $4,375,000, based
on $125,000 per acre. These facilities should be among the first built as soon as
engineering studies of excavation of the marina are completed and the parks are
designed. This 35-acre area includes a par-three golf course that should
generate enough revenues to cover its own operating costs and pay for some of
the Riverfront and Community Park operating deficits.

Festivals and Events

Staging festivals and events is an important part of the tourism development plan
for Metropolis. The City and others in the region host a number of festivals and
events throughout the year including a Superman Celebration, Superman Jet
Rally (models), Fort Massac Encampment on the lllinois side of the Ohio River,
and The Quilt Show and Summer Festival in Paducah, KY. There are many
others nearby.

Festivals have long been used throughout the US to promote the cultural
heritage of an area to both residents and visitors. Table 5-9 lists successful
festival/event concepts staged in various areas. These are celebrations of things
historic, artistic, social, sporting, educational, etc., and sometimes just for fun.
Duration can be anything from a single day to a month or more depending on the
subject and the stamina of the organizers and volunteers. Some are staged to
make a profit for individuals, civic organizations or charities. Often they are not
designed to cover costs but simply to honor something worthy of serious
celebration or just fun. Costs to stage a festival or event can run from a few
thousand dollars to millions.
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Table 5 -9

LIST OF SUCCESSFUL FESTIVAL/EVENT CONCEPTS

Festival of Lights (Christmas)
Jazz/Music Festivals
Arts and Crafts Festivals
Fantasy of Trees
Bonfiring
Naturefest
Native American Heritage
Vehicle Meets/Shows
Classic Car Races
Hot Air Balloons
Fireworks/Laser Shows
Pageant of the Masters
Renaissance Fair
Battle of the Bands
International/Ethnic Festivals
Marathon/Triathlon
Spring Training

Rodeo

Source: Cochrane Consulting
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In festivals and events there is the opportunity to use tourism to generate
revenue, attract attention to causes, and to develop the community to everyone’s
advantage. Often festivals are drawing cards for people outside the local area
who might not otherwise visit the locale. In addition to promotion value, festivals
can generate real measurable economic impact and bolster revenues for a broad
range of businesses -- retailers, restaurants, hotels, vendors and sponsors.
Many contribute to helping the region compete on the national stage.

The waterfront parks, marina, downtown and uptown sections provide ample
space for staging festivals and events. Under the recommended management
structure for the downtown districts there will be a promotions budget that can be
used to let the region know about these events and there should also be a full-
time employee to coordinate these activities as well as controlling street
performers and other “show” elements of the downtown/waterfront
redevelopment.

Multi-Level Parking Structure Downtown

Massive surface parking lots should be discouraged because they separate
activities and inhibit interaction among various parts of the “village”. Parking
should be in structures either under buildings or in multiple level structures
nearby. Zoning should allow for developers to choose to contribute their fair
share to the cost of a public parking structure in lieu of creating all required
structures on their own sites. Moreover, provision should be made for reduced
requirements when shared parking can be demonstrated to reduce total spaces
needed — for example, when office uses and residential uses are mixed, they are
counter cyclical.

It should be noted in this regard that we have assumed that the AmeriHost Inn
near the casino will be replaced by a parking structure as a part of negotiations
between the City, Harrah’'s and others. If that cannot be done, a structure could
be placed on the existing City Park site immediately to the west.

Superman Museum

There is apparently considerable community support for a Superman Museum in
the area. However, there is a serious legal question as to whether the City has
any legal rights to use the Superman image and story, which is the intellectual
property of DC Comics. That issue must be left to the attorneys to determine.

Few museums support their initial funding and operations based on earned
income (revenues from admissions, retail, food/beverage sales and incidental
visitor spending and facility rental, etc. As shown in Table 5-10, a study by the
American Association of Museum, for all museums, only 28.6 percent of
revenues came from earned sources with a high of .44.0 percent at Children’s
Museums. Moreover, with a few exceptions, museums attract limited numbers of
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Table 5-10

PROFILE OF MUSEUMS OF VARIOUS TYPES

Type of Museum

1999 Profile Art History Children's Specialized Science All
Sample Size 182 206 25 112 106 1,080
Average Attendance 143,839 73,502 129,132 94,262 243,913 116,077
Median Attendance 43,000 15,096 60,523 30,000 87,493 21,175
Median Adult Admission

Charge $4.00 $3.00 $4.00 $4.50 $5.00 $4.00
Median Number of Members 834 400 737 700 1,000 600

Percent of Museums with an
Endowment 83.4% 53.8% 58.3% 52.4% 65.1% 61.2%

Percent of Operating Income:

from Earned Sources 28.5% 25.9% 44.0% 32.8% 31.7% 28.6%
from Private Sources 32.5% 19.0% 37.8% 32.2% 31.4% 32.3%
from Investment/Endowment 17.6% 9.7% 3.6% 6.4% 7.6% 11.3%
from Government Sources 21.5% 45.5% 14.6% 28.6% 29.3% 27.9%

Source: American Association of Museums.
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visitors annually, although some of the larger and most spectacular museums
serve over a million guests per year. An estimate of attendance for a Superman
Museum in Metropolis is presented in Table 5-11.

Table 5-12 shows an estimate of earned income for a Superman Museum in
Metropolis based on attendance of 88,000 in today’s market of 1.65 million. It
could grow to about 100,000 by 2015. The facility is estimated to generate an
operating profit of about $257,000, which could support a bond issue of roughly
$2.5 million. Development cost is estimated at $3.5 millions, so private
donations, corporate sponsorships, or the City would have to contribute the
estimated $1.0 million difference.

Community Center

The proposed community center is a needed facility for numerous functions of
local residents. Presently a small space in the Uptown District is used for
community functions, but it is marginally functional and poorly equipped. It is of
no benefit to the hotel and tourism industry. At best, a new community center is
only marginally related to development of overnight tourism, which is the focus of
this study. To the extent that it will provide capacity for groups of up to 800
people, regional meetings held at the center will help to fill hotel rooms in
Metropolis. Moreover, it may encourage smaller lodging operators to generate
group business even though they lack on-site conference facilities. Nonetheless,
the Community Center is primarily for local resident use and the decision to fund
it should be based on those needs, not the minor benefit to tourism.

Murals Program

The small town of Chemainus on the east coast of Vancouver Island, BC,
Canada, with virtually no prior history of tourism, has generated visitation of over
400,000 annually by creating 33 history-based murals and 6 sculptures in an
otherwise undistinguished downtown area. The project started in 1982-83, with
murals completed as follows:

Year Murals Cumulative
1982 5 5
1983 7 12
1984 4 16
1985 0 16
1986 4 20
1987 1 21
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Table5-11

ESTIMATED ATTENDANCE FOR A SUPERMAN MUSEUM
IN METROPOLIS

Market Superman Museum
Market Definition Size Capture Attendance

Resident Market

0 to 10 miles 59,000 16.0% 9,440

10 to 25 miles 72,000 8.0% 5,760

25 to 50 miles 376,000 4.0% 15,040

Sub-total within 50 miles 507,000 6.0% 30,240

Remainder of DMA 468,000 2.0% 9,360

Total DMA Residents 975,000 4.1% 39,600
Tourist Market

Overnight Visitors 650,000 7.5% 48,750

Day Visitors In Above
Total Market 1,625,000 5.4% 88,350
Design Day @ 0.75% 663
On-Site Crowd 30.0% 200
Square Feet Per On-Site Visitor 50
Building Size - Square Feet 10,000

Source: Cochrane Consulting.
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Table5-12

ESTIMATED EARNED OPERATING REVENUE FOR SUPERMAN MUSEUM

Adult Admission $7.50
Estimated Per Capita Earned Revenue
Admissions $5.63
Merchandise 2.35
Food Service (net) ¥ 0.19
Memberships 0.60
Miscellaneous 0.50
Total $9.26
Projected Attendance (thousands) 88
Estimated Gross Earned Revenue (thousands) % of GR
Admissions 60.7% $495
Merchandise 25.4% 207
Food Service (net) 2.0% 17
Memberships 6.5% 53
Miscellaneous 5.4% 44
Total Gross Earned Revenue (thousands) 100.0% $815
Less: Cost of Merchandise Sold 11.4% 93
Net Earned Revenue (thousands) 88.6% $722
Operating Expenses (thousands)
Payroll 32.0% $ 261
Marketing 10.0% 82
Utilities 3.0% 24
General & Administrative 3.5% 29
Maintenance, Repair & Security 3.0% 24
Insurance 1.5% 12
Other 4.0% 33
Total 57.0% $ 465
Net Earned Income 31.6% $ 257
Required Minimum Building Size - Sq. Ft. 10,000
Development Cost Per Square Foot $350
Development Cost $ 3,500,000
Revenue Bond Potential (@1.3 coverage and 8% amortization, rounded) $ 2,500,000

1/ Based on an adult admission fee of $7.50 at an average yield of 70 percent.

2/ Assumes vending machine operation, with profit at 25% of gross sales accruing to museum.

Source: Cochrane Consulting.
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1988 3 24
1989 2 26
1990 0 26
1991 4 30
1992 2 32
1993 1 33

As can be seen from the above, 16 murals were created in the first three years of
the program, the reputation became established, and the pace of additions
slowed. By 1993, roughly $250,000 (Canadian) had been spent on the murals
project by individuals, corporations and all levels of government. The downtown
area has been rejuvenated, over 100 new businesses have been opened to
serve the visitors, and the 3,500 residents of the town have a new sense of local
pride.

The murals program was undertaken partly as an attempt to diversify an
economy that was dependent on a sawmill that was scheduled to close in 1983
(replaced in 1985). It worked. The murals program in Chemainus has received
international acclaim as a downtown redevelopment concept excellently
implemented.

Other areas have adopted the murals concept (usually with less organizational
and artistic success) as a way to beautify their city and attract new visitors. For
example, four nearby communities on the central California coast have
completed 26 murals in the past several years — Cayucas, 10; Morro Bay, 7;Los
Osos, 6; Cambria, 3. Just south of that region, Lompoc has created a similar
number of murals. Other areas in California jumping on the murals bandwagon
include Eureka, Quincy, Susanville, and Twenty-Nine Palms.

CC recommends a murals program for the Uptown District as an added incentive
for visitors to enjoy that area. The City has a rich history, particularly related to
the Ohio River. That history can be the basis of a quality murals program.
Paducah has a murals program, but it is concentrated on the flood-wall and does
not draw visitors back into the commercial area. In addition, all of the murals are
by a single artist, giving that person an unusually powerful authority to interpret
historic events. In contrast, Chamainus selected a different artist for each mural
and achieved a broad interpretation of history, and selected sites that caused
visitors to meander past the full array of shops and eateries in the downtown
area — a much more productive approach both artistically and commercially.

The arts/murals program is not a ticketed attraction. Visitors viewing the murals

are not charged for the experience. They may buy literature, souvenirs and
some food and beverages, but their contribution to the economy of the Uptown
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area will be limited unless additional artist studios, arts and crafts shops, antique
shops and other unique specialty shops are also developed to serve the guests.
It must be a quality program to be effective. The murals program should also be
accompanied by a community beautification program designed to foster
community pride and result in all properties visible to guests being well
maintained and attractive. That was the case in Chemainus.

The murals program is a form of cultural tourism that is gaining popularity among
educated Baby Boomers. With the resources available to Metropolis, it should
be possible to create a demand for at least 500,000 new visitors. These visitors
will be split between day trips and overnight visitors. These added visitors would
generate tax revenues estimated as follows:

Additional Visitors 500,000
Assumed Day Trips @ 40% 200,000
Assumed Overnight Trips — one-night stays @ 60% 300,000
Daily Spending Per Visitor — Day Trips $30
-- Overnight Trips $70

Expenditures — Day Trip Visitors $6.0 million
-- Overnight Visitors 21.0 million

Total 27.0 million
Sales and Related Taxes Generated @ 1.8% average $486,000

A budget of $500,000 to $1,000,000 should be anticipated for the murals
program, including some community beautification work. If the Chemainus
model is followed, the cost of some of the art work can be covered by
sponsorships/contributions by area businesses, individuals and government, thus
reducing the cost of creating the art to the Foundation formed to carry it out..
The annual tax revenues should return the investment in just a few years. If
overnight visitors drawn specifically by the murals program (including new arts
and crafts shops) stay for more than one night, a broader impact on area
businesses will be felt and higher tax revenues generated.

The above estimates deal only with new visitors. Because it is free, the total
number of people stopping to see the murals should be significantly larger. As a
side note, Santa Monica and Oklahoma City have included minimal murals
programs, but as an afterthought to a beautification effort instead of a feature.
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Family Entertainment Center / Amusement Park

There are two alternatives to developing a viable gated amusement attraction --
a large investment to create critical mass appropriate to available market size, or
starting with a nucleus and growing it into a significant attraction. Given the small
present size of the Metropolis market, the latter is the only practical approach.
Fortunately, there is a recent example in South Georgia.

Wild Adventures opened its gates for business about seven years ago as a small
animal farm turned amusement park virtually by accident. What evolved into
Wild Adventures started out simply as a gift by Kent Buescher of Valdosta, GA,
who bought horses for his wife and himself for Christmas. Then, needing
somewhere to board the horses, he bought 100 acres of farmland. For his next
birthday, friends bought him a goat as a gesture of good humor. Other friends
bought him sheep, a calf and some chickens. By the spring of 1992, he had
acquired an additional 70 acres with livestock, and had the nucleus of a petting
zoo of farm animals for Valdosta-area schoolchildren to learn about nature. The
facility welcomed about 7,000 to 8,000 visitors in 1992. To meet the demand, he
added restrooms, a picnic shelter, a playground, more animal pens and shelters,
and paved sidewalks.

With the success of the petting zoo, community leaders encouraged him to open
Liberty Farms Animal Park in May 1996 with 300 animals and several carnival-
style rides. Nearly 100,000 guests showed up that year. By Memorial Day 1997,
more animals, rides and shows were added, the name was changed to Wild
Adventures and a regional attraction was born. In 1998, with a $3 million
investment in the spiraling Boomerang roller coaster, the park's first thrill ride
aimed at older kids was launched. At $7 million, the head-over-heels Hangman
coaster was the costliest of 17 rides added through 1999.

Dubbed the “largest small park in the country” in 1999 by Amusement Business,
Wild Adventures followed with more investment since then, and recorded one of
the largest increases in attendance in 2002, a 20 percent jump from 2001,
reaching 1.25 million guests. The growth was attributed to new rides and
favorable word-of-mouth publicity. This is remarkable, considering that, overall,
amusement park attendance was down a little under one percent for the year.
The large increase in 2002 propelled the privately owned, admission-gated park
onto the Amusement Business Magazine Top Fifty list, tied for 48" with
Kennywood, a decades old park in Pennsylvania.

An unexpected success in a strategically unlikely place, the park draws crowds
from South Georgia, North Florida and South Alabama, but there are no major
population centers within 100 miles. The park features the strange mix of exotic
animals and thrilling rides: Giraffes, tigers, porcupines and elephants graze in
apparent happiness right next to the Inverter, the Sidewinder and the Tasmanian
River Rapids. The “Cheetah”, debuted in July 2001, brings the number of roller
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coasters to seven. Two additional coasters are slated for opening late in 2003.
With 54 rides, several daily shows, over 500 animals and over 30 concerts this
year, Wild Adventures has been classified as the fastest growing theme park in
the nation.

In 1999, Wild Adventures launched a five-year, $50 million expansion program to
add rides, shows and two new theme areas. The park will offer five themed
zones at completion of the plan -- an amusement park, an animal park, an
entertainment park, a challenge park and a water park.

The challenge park, Adventure Quest, is a five-acre family park featuring an 18-
hole mini-golf course, two go-cart tracks, an arcade and other challenge
activities. Splash Mountain, a 15-acre water park will have a rain-forest wet play
area, a lazy river with rapids, water slides and a wave pool. Opening is
scheduled for late spring 2003.

Major improvements scheduled for this year should spur further attendance
increases to 1.5 million visitors per year in the next couple of years

»Admission:$32.95 adults, $26.95 ages 3-9 and 55 and older; ticket can be validated for a
second day's admission at no additional cost if used within six days. Parking is $7 a day. The
Passport 2003, good for unlimited admission through December, is $54.95. Twilight Pass
$22.95.

+Hours: 10 a.m.-10 p.m. daily through Aug. 10. The park is open year round, but times and days
vary. There are two seasonal holiday events: "Halloscream" in October and "Christmas
Wonderland" in December.

Wild Adventures is an example of what might be achieved in Metropolis over
time, but on a smaller scale. Table 5-13 provides an estimate of attendance for
an FEC and Table 5-14 illustrates the potential return and investment for an FEC
evolving to an amusement park in Metropolis.

Outlet Mall

An outlet mall was one of the visitor attractions suggested in the charrette. Outlet
malls are often developed in resort environments because vacationers have
abundant time available and shopping is one of the most popular activities in
most destinations. However, shopping usually scores very low among reasons
for visiting a specific destination. Thus, Metropolis can expect real interest on the
part of outlet mall developers once a significant volume of overnight visitors is
established. In the meantime, very little staff time and monetary expenditure
should be spent on attracting an outlet mall.

Fort Massac State Park and Shawnee National Forest
These two entities offer significant recreation resources for potential destination

visitors to the region. However, both are government bodies with their own
responsibilities, agendas and future capital spending programs. The most
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Table 5-13

ESTIMATED ATTENDANCE FOR
A FAMILY ENTERTAINMENT CENTER IN METROPOLIS

Market FEC/CEC
Market Definition Size Capture Attendance

Resident Market

0 to 10 miles 59,000 50.0% 29,500

10 to 25 miles 72,000 20.0% 14,400

25 to 50 miles 376,000 8.0% 30,080

Sub-total within 50 miles 507,000 14.6% 73,980

Remainder of DMA 468,000 3.0% 14,040

Total DMA Residents 975,000 9.0% 88,020
Tourist Market

Overnight Visitors 650,000 5.0% 32,500

Day Visitors In Above
Total Market 1,625,000 7.4% 120,520
Design Day @ 0.75% 904
On-Site Crowd 30.0% 40% 362
Square Feet Per On-Site Visitor 60
Building Size - Square Feet 21,694

Source: Cochrane Consulting.
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Table5-14

ESTIMATED OPERATING RESULTS FOR AN FEC/CEC

EXPANDING TO AN AMUSEMENT PARK

FEC/CEC Expanded FEC Amusement Park
Estimated Attendance (000) 121 300 500
Est. Per Capita Spending: ($)
Admissions 9.00 $ 12.00 $ 15.00
Food & Beverage 0.75 1.50 2.50
Merchandise 0.50 1.00 1.50
Total 10.25 $ 14.50 $ 19.00
Revenues: % of GR 000 % of GR (000) % of GR 000
Admissions 87.8% 1,085 828% $ 3,600 789% @ $ 7,500
Food & Beverage 7.3% 90 10.3% 450 13.2% 1,250
Merchandise 4.9% 60 6.9% 300 7.9% 750
Total 100.0% 1,235 100.0% $ 4,350 100.0% $ 9,500
Cost of Goods Sold:
Food & Beverage  (30%) 2.2% 27 3.1% $ 135 3.9% $ 375
Merchandise (40%) 2.0% 24 2.8% 120 3.2% 300
Total 4.1% 51 5.9% $ 255 7.1% $ 675
Operating Revenues 95.9% 1,184 94.1% $ 4,095 92.9% $ 8,825
Operating Expenses:
Payroll & Benifits 20.0% 247 25.0% $ 1,088 30.0% $ 2,850
General & Admin. 6.0% 74 7.0% 305 8.0% 760
Sales &Marketing 8.0% 99 9.0% 392 10.0% 950
Utilities 4.5% 56 4.5% 196 4.5% 428
Repairs & Maintenance 3.0% 37 3.0% 131 3.0% 285
Insurance 1.5% 19 1.5% 65 1.5% 143
Other 3.0% 37 3.0% 131 3.0% 285
Total 46.0% 568 53.0% $ 2,306 60.0% $ 5,700
EBITDA 49.9% 616 41.1% $ 1,790 32.9% $ 3,125
Investment @15% ROI 4,100 $ 11,900 $ 20,800

Source: Cochrane Consulting
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important thing Metropolis can do is to coordinate promotional efforts for the
region, thereby leveraging whatever each entity has to spend on attracting
visitors.

Summary of Potential Investments in Tourism Infrastructure in Metropolis

Table 5-15 includes a summary of the relative investments that are anticipated in
the City as a result of the recommendations made in this study. It is illustrative in
the sense that we have added investments by the City after opening major
venues to reflect constantly changing technologies and the need to upgrade and
renew as crowds grow. Not all of the facilities are designed to serve visitors.
Residential and office uses will satisfy local needs by creating a unique 24-hour
environment. A considerable portion of the mixed-use development is residential
and office, but those residents and workers are important to support the retail
and entertainment components during low tourist demand periods. The
projection is for the City to invest roughly $20 million initially (not including
parking structures), increasing to about $30 million over 15 years. The private
sector is projected to invest at least $27 million initially, or about 11 percent of the
$255 million projected for 15 years. This will be a highly productive outcome if
those goals can be met through sound management and creative marketing.

Note of Caution: The recently coined term 24/7 is almost over-used these days
to signify excellence of service to the customer. The term 24/6 does not have the
same ring to it — referring to the Sunday liquor sales prohibition in Metropolis.
That is particularly true for businesses serving guests in a destination tourism
location, which often get 40 to 50 percent (or more) of their visitor volume on the
weekends. Take half that peak demand away and operators of restaurants,
entertainment venues, hotels, etc. can become disenchanted with the market.
That issue then faces real estate developers who have to try to lease commercial
space to the operators. Even worse, if a significant number of would-be
overnight visitors decide to go elsewhere and exercise their right to consume a
cocktail or glass of wine with meals or during other leisure activities on Sundays,
even retailers and other non-beverage vendors are hurt. The results of the
analysis contained herein will be substantially reduced if alcoholic beverage
restrictions continue to be imposed in the downtown/waterfront districts on
Sundays.
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Table 5

-15

ILLUSTRATIVE CAPITAL INVESTMENTS BY THE CITY AND PRIVATE SECTOR

Marina *

Downtown/Waterfront Streetscape *
(Parking costs not included)

Upscale RV Park (owned) *
Riverfront/Community Parks *
Festivals and Events/Pre-Open
Superman Museum

Murals Program

Family Entertain. Center/ Amuse. Park

Totals

City of Metropolis

Private Sector

Initial 15 Year Initial 15 Year
($000) ($000) ($000) ($000)
3,525 5,288 TBD
9,616 14,424 23,000 234,000
1,400 2,100 TBD
4,375 6,563 - -
400 400 - -
Unknown Unknown
250 750 - -
- - 4,100 20,800
19,566 29,524 27,100 254,800

TBD means to be determined.

* 50 percent of initial cost added in varying increment as needed after opening.

Source: The Consulting Team.
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Section 6

FINANCING OPTIONS

Outlined below is a general overview summarizing some of the alternative ways
that the City of Metropolis can obtain funding for the tourism development
projects. Financial stability and sound financial planning are essential to
encouraging economic development and meeting the tourism development
needs of a community such as Metropolis.

Local governments face a constantly changing financial environment. It is
becoming increasingly more difficult and expensive for communities to raise
sufficient revenues to maintain public services and provide for needed capital
improvements. The tradition sources of revenue, such as the property tax and
sales tax, are generally less than adequate in meeting the needs of growing
communities. Municipalities must have the flexibility to borrow money to meet
their needs. In addition, cities must be able to incur future debt at the least
possible cost. The ability to borrow money at the least possible cost is related to
investor confidence in the financial stability of the community. The City of
Metropolis’ ability to meet growing infrastructure and project demands resulting
from growth is therefore tied to sound fiscal management policies and long-term
programming for City improvements.

There are several financial solutions the City could consider for development of
recommended projects to enhance its tourism development growth to give
Metropolis the freedom to fund or finance the new projects. The opportunity to
have the citizens of Metropolis decide which type of bonds for funding they want
is also available.

Metropolis should consider one or more of these options to address the
challenge of the recommended projects. The funding used on any individual
project may involve a myriad of sources to complete the project. The City should
make a habit of “leveraging” funding sources on projects whenever possible.

The following funding options are presented for consideration by the City:

e Revenue Bonds can be city issued and are usually controlled by a
separate non-profit Advisory Board appointed by the City Council. These
bonds are authorized by the city, pursuant to different sections of the city
code, depending on the facility or project(s) being financed. Revenue
bonds are payable solely from the net income derived for the operation of
a project(s) they finance. Revenue bonds must mature within the period
of usefulness of the project(s) determined by the city board. To issue
revenue bonds the Advisory Board must propose an ordinance providing
for the project(s) and the issuance of the bonds to the City Council for
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approval. Then, publish the authorizing ordinance and notice of intent
within 10 days in a local newspaper in the city. A referendum is not
needed. Also, pledged revenues should be equal to or greater than 110%
maximum debt service.

Business Improvement District (BID) may be formed as a special
improvement district by either a two-thirds vote of those living within the
district or by a petition signed by two-thirds of area property owners. The
establishment of a BID requires a relatively accurate estimate of the final
construction cost prior to the finalization of the BID formation. The
creation of a BID allows the issuance of Industrial Development Bonds
that would be paid off by a special assessment of the affected property
owners. This generally takes the form of a property tax similar to a
General Obligation Bond issue but is restricted to a specific area.

BIDS, having shown they can enhance property values and measurably
improve the quality of life in older commercial centers, are beginning to
exhibit growing pains. Typically providing marketing, cleaning, and
security services that supplement those provided by city governments,
BIDs are managed by commercial interests and are financed principally by
assessments on real property. Under the assessment concept, as
outlined above, only those who benefit, pay, and only those who pay,
benefit. Charges for Bids are low because all businesses in the district
pay their fair share.

As a tool for commercial area revitalization, BIDs are popular with public
officials because they bring private money into play. Perhaps equally
important, they bring private sector thinking into the decision making
process, benefiting areas where business activities predominate. Some
degree of simplicity is involved. The BID must be able to assume
authority and responsibility, and the local government must be willing to
yield some control to an agent whose decision-makers are not elected by
registered voters.

Tax Increment Financing (TIF) may be used by communities in areas that
have been declared blighted. The definition of blighted is an area that
would not be developed if the TIF funding were not available. A TIF
Commission is formed and Industrial Development Bonds are issued
without a vote of the people. The bonds are paid off with the incremental
increase in property tax between the developed versus undeveloped
property. In addition, up to 50% of any incremental sales tax generated by
the area may be used for the bond retirement. The local government must
carefully consider the effect a TIF will produce for school districts, fire
districts, etc.
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e Experience lllinois is a financial program designed to provide financial
assistance through short-term low-cost financing for developing or further
enhancing tourism-oriented projects with the strongest potential to
increase the economic impact, improve the well being and enhance the
cultural base of lllinois Communities. The program is available to help
fund projects designed to provide tourism destinations, restore historic
buildings, and rejuvenate tired public areas.

To qualify for funding through this program, the applicant must be an
individual, group or organization residing in or lawfully doing business in
lllinois, such as the following:

> An lllinois based not-for-profit corporation or organization.

» A local municipality, county government or other unit of government.

» An independent developer, joint venture association or corporation.

Funding request parameters are as follows:

Historic Preservation — loan applications have a minimum level of
funding of $25,000, maximum of
$2,000,000.

Tourism Development — load applications have a minimum level of
funding of $10,000, maximum of
$5,000,000.

Community Enhancement — loan applications have a minimum
level of funding of $10,000,
maximum of $2,500,000.

The TEA-21 Program is a federally-funded transportation enhancement grant
program. Funding availability is based on the allocations made by the US
Congress. TEA-21 projects must involve multi-modal (non-passenger car)
transportation improvements. Typical projects include walking and bike trails,
park and ride facilities, parking improvements, and transit system
improvements, etc.

The Boating Infrastructure Grant Program (BIG) is designed to encourage the
building of facilities for transient boating traffic, specifically for non-trailerable
boats 26 feet or larger. The grants, available from the U. S. Fish and Wildlife
Service, are for facilities that support recreational boat traffic that will boost
tourism and economic development around the Nation’s waterways.
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Other Funding Considerations

The City of Metropolis could consider funding some of the development costs
through a small percentage increase in sales tax. Any sales tax increase should
have a sunset provision. Placing a sales tax increase issue before the voters
with a sunset provision assures the community that the funds are being used for
the purpose intended. For example, the City could present to the voters a 1/8%
sales tax increase for a specific development project with a sunset for the tax to
cease after three years. Should the results be considered worthwhile, the voters
might be receptive to consider another vote for a three-year extension of the
1/8% sales tax for funding of other projects.

e The State of lllinois currently has a funding program, which might be
accessed by the City, involving a grant program for qualifying applicants
through the Department of Natural Resources.

e Another funding program — the “Revolving Loan Fund” — has already been
accessed by the City and continues to be a viable option for funding.

e The Federal Highway Administration annually provides funding in the amount
of $25,000,000, possibly more, from the Scenic By Ways Program. Over the
past few years, the State of lllinois has annually received approximately
$1,000,000 from this fund.

e Private developer participation should be a primary focus for the City when
evaluating project development needs. Frequently communities take on
unnecessary and unreasonable risk to provide development at all cost. The
City should always consider the entire cost of a project when deciding its level
of participation. It should consider its efforts as an investment. The
“investment” should provide a return for the risk.

The current Metropolis Motel/Hotel Tax of 3% is currently a funding source. The
use of these funds should be focused on marketing and promoting the
community as a tourist destination. Should future Motel/Hotel tax increases be
considered, it is suggested that these funds continue to be utilized for marketing
and promotions of the community for tourism.

With its strategic location along the Ohio River, Interstate 24 and Highway 45,
Metropolis could become one of the fastest growing tourism destinations in the
Midwest. This future growth will place increased demands on its funding abilities.

As growth does not pay for itself up front, the City must use caution to avoid
excessive future debt for project costs. The City must also maintain sufficient
levels of revenues to keep pace with rising operational costs and expenditures.
Growth will take place if the right funding sources for project improvements are
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used. The City has options and opportunities for funding of projects and should
investigate and examine funding options that would apply to its needs.
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