A VISION FOR

DOWNTOWN WATERLOO
2018 Downtown Market Analysis

Acknowledgements

This report was made possible by funding through the New York State Office of Community Renewal and the
leadership of the Village of Waterloo.

This report was produced by

In partnership with

In.Site.Architecture

Downtown Waterloo Market Analysis - 2

Table of Contents
Executive Summary ................................................................................................................................................................................... 4
Visual Concepts for Downtown Waterloo ......................................................................................................................................... 10
Attachment A : Tapestry Segment Definitions.................................................................................................................................54
Appendix B: Vision Statement .............................................................................................................................................................. 57
Appendix C: Building Reuse Analysis.................................................................................................................................................. 59
Appendix D: List of Prior Planning Materials .................................................................................................................................... 69

Downtown Waterloo Market Analysis - 3

Executive Summary
The Village of Waterloo is a historic outpost along the Erie Canal that has been actively working towards
revitalizing their downtown. Known as the “Four Corners,” the intersections of Main St. and Virginia St. form the
nexus of the village’s once bustling commercial hub. Today, there is less activity; however, several recent
development projects have catalyzed further discussion about the future of Waterloo and how the Village can
work with private, public, and non-profit partners to reinvigorate the physical appearance of properties and
boost economic activity.
The Village retained Camoin Associates to complete a downtown market analysis to assess existing and future
potential for commercial and residential space, recognizing the need to understand how Waterloo fits within
the regional context of market demand. On top of studying market potential, Camoin Associates partnered
with In.Site:Architecture to determine which downtown properties are appropriate for specific market uses.
Aligning physical resources with market feasibility will prepare the Village to strategically continue on their
downtown revitalization by leveraging their local assets, while also drawing on regional strengths for maximum
impact.

Waterloo Downtown Market Overview


Consumers increasingly want to live in small-scale urban
communities – Nationwide, there has been a return of people to
urban environments. Consumers are looking for small-scale
communities that are walkable, offer a range of amenities in the form
of services and goods, and offer an authentic “sense of place.”
Waterloo has the benefit of an urban fabric that can offer these
elements and stand out from its peers.

What is Sense of
Place?
Sense of Place refers to the
feeling of belonging brought
about by an area’s unique
social, cultural, and
environmental features.
Towns and cities with a
strong sense of place have
their own distinctive qualities
that make residents feel like
they couldn’t see themselves
anywhere else. Public art,
distinct architecture, and
local food and drink options
all contribute to a location’s
own sense of place.



The residential market will be the catalyst for downtown
revitalization – Waterloo will need to push the market beyond its
current offerings and be proactive in developing second- and thirdstory apartment units that are unique to Waterloo. The current rental
market in the Village is untested but nearby communities have been a
catalyst for redevelopment. More downtown residents with disposable
income will drive commercial activity in existing downtown businesses
and encourage further business development.



Waterloo’s target markets are young singles/couples (aged 25-39)
and empty nesters (55+) – The Village’s downtown revitalization
efforts hinge on attracting these two demographic cohorts to
downtown residential units.



Low rental rates – Residential rents are currently low, but there is room for significant increases over
time if the target market is enticed to desirable properties.



Limited population growth and an aging population – A decline in population over the last decade
has translated to limited demand for new housing units in Waterloo. Therefore, appealing to new
residents and new businesses will be important.
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Regional hotel market is saturated – Waterloo could likely not support a hotel in the short to
midterm. With a diverse range of options within a 10-mile radius, there is intense competition in the
local trade area. To attract a hotel development, Waterloo will first need to establish a clear value
proposition for how it is different from the other tourist locations in the Finger Lakes Region, offer
unique retail, entertainment and event offerings, and prove the viability of flows of people that could
eventually induce enough demand to support a hotel.



Established developer interest – The Village has already attracted two developers who have invested
millions of dollars into downtown Waterloo. This is a significant benefit to the Village, which already
has the development community interested in enlivening downtown with residential and commercial
uses. This fact is not necessarily well understood outside of Waterloo and could, if disseminated, attract
other investors.



Vacant buildings and poor property maintenance – While there have been efforts to mitigate poor
property maintenance, there are still prominent downtown buildings that create the perception of an
unsafe or unseemly environment. The Grange Block on Virginia Street is particularly distressed and
needs immediate attention.



Regional economic renaissance – Waterloo is at the nexus of a regional economic renaissance. From
the City of Geneva receiving $10 million from the Downtown Revitalization Initiative and the new
visitor center opening, small towns and cities have proven that they are powerful economic drivers that
can leverage their assets to produce regional impacts.
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Building Reuse Analysis Updates:
Four buildings that were previously studied in Building Reuse Analyses between 2013-2016 were updated to
reflect changes in construction cost, on-the-ground realities, and the findings of the Market Analysis/Vision
Statement. These buildings were established as priorities to advance Waterloo’s vision.

1 East Main Street

1. WHAT?
Commercial:
a. First Floor, 2 tenants: Deli /
Bakery & Oﬃce /
Professional
b. Second Floor, 1 to 3 tenants:
oﬃces such as Lawyer,
Accountant, Engineer, etc.
2. WHY?
a. This catalytic, four-corners
property has a prospective
bakery tenant and is currently
in the process of being sold.
b. It has been long-vacant and is in
need of complete renovations.
3. HOW? This property is well suited to private ownership and tenant build-outs.
4. COST?
a. In 2013, we estimated an order-of-magnitude, construction cost range, for
commercial build-outs (inclusive of bakery-deli finishes, but exclusive of kitchen
equipment and dining furniture) plus the necessary storefront and facade
renovations and the NYS code-required accessibility improvements (such as a lift
for upper floor tenants) of $252,000 to $314,000.
b. When taking into account inflation, changes in the construction climate, and
continued disrepair and disinvestment, we have increased the range to
$330,000 to $400,000.
5. MARKET?
a. Specialty food services are identified in the Market Analysis, as well as mixed-use
and service-oriented development, with an emphasis on the historic buildings at
the four-corners intersection.
6. RESOURCES?
a. See Appendix D for the Virginia Street Study, which included a detailed
condition report and proposed floor plans.
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1 West Main Street
1. WHAT?
Mixed Use:
a. First Floor, 2 to 3 tenants: oﬃces,
retail and other
service/commercial tenants.
b. Second & Third Floor, 4 to 6
residential units: market-rate,
~750 to 1,000 SF, with in-unit
amenities and if financially
feasible, an elevator providing
senior / convenience access to the
ground level, rear entry at parking.
2. WHY?
a. This catalytic, four-corners property
was recently purchased and is entirely
vacant except for a temporary tenant.
b. The upper floors have been long
vacant and need a complete gut.
3. HOW?
a. This property is large enough that it could function as an LLC, though it is
entirely feasible as a single-entity ownership as well.
b. Potential cost-prohibitive elements include the elevator that would truly
attract high rents from the 55+ demographic.
4. COST?
c. In 2016, we estimated an order-of-magnitude construction cost range, for
commercial and residential build-outs, of $800,000 to $1,050,000.
d. When taking into account inflation, changes in the construction climate,
continued disrepair and disinvestment, as well as the desired elevator, we
have increased the range to $950,000 to $1,264,000.
5. MARKET?
a.
The data points to a high need for market-rate units, ranging from 750 to 1,000
sf and with in-unit amenities and services to attract professionals who could
purchase a home but would rather not - either in the 30+ demographic,
because they want to remain mobile, or in the 50+ demographic, because they
are downsizing.
6. RESOURCES?
a.
See Appendix D for a complete feasibility study produced for Waterloo
Restoration & Redevelopment, LLC as well as a revised, LLC-focused study
produced for the Village of Waterloo.
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The Grange Block
1. WHAT? Mixed Use:
a. 29 & 31 Virginia Street: single-story,
commercial / service / professional spaces.
b. The Grange
First Floor: Restaurant, Gift Shop, Art Gallery.
Second Floor: Theatre - use as
event space with adjacent catering space – for
concerts, business conferences, weddings, and
everything in between.
c. 35 & 37 Virginia Street: Two-story, mixeduse.
First Floor: commercial / service / professional
/ restaurant.
Second Floor: residential or commercial,
mixed.
2. WHY?
a. This highly visible block on Route 96 is in
danger of being lost to demolition by
neglect, and has experienced a mix of
under-utilized or long-vacant occupancies.
b. It was awarded Restore NY grant funding for
complete renovations.
3. HOW?
a. This block is currently held in single-entity ownership, and the available grant funds
have a sunset date. Progress on rehabilitation must be made soon.
b. It is most realistic that the vision for a Finger Lakes Arts & Cultural Center would
require both a visionary director, an eﬀective board, and community engagement thus, it may be the best suited for the broad-based, Community LLC model.
4. COST?
a. In 2016, we estimated an order-of-magnitude construction cost range, for only the
Grange and 35-37 Virginia Street, of $1,130,000 to $1,146,000.
b. When taking into account inflation, changes in the construction climate, continued
disrepair and disinvestment, as well as the additional two buildings, we have
increased the range to $1,800,000 to $2,000,000.
5. MARKET?
a. The study finds that a regional draw can be supported in Waterloo if there is suﬃcient
attraction, and that it must serve a multi-generational, high-quality, local- product market.
6. RESOURCES?
a. See Appendix D. This block of buildings was initially reviewed in the Virginia Street Study,
then looked at in greater detail during the development of the Restore NY Grant funds
application - floor plans, cost estimates, facade recommendations and a brief outline for
the Finger Lakes Arts & Cultural Center (FLACC) are all available.
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22 Locust Street

1. WHAT?
Commercial: Must be a regional draw for events, tourism, residents. Likely 2 to 3 tenants which could
include a mix of:
a. Production of Finger Lakes Craft Beverages - brewery, cidery, distillery, etc.
b. Consumption of FLX CB’s - tasting room with restaurant, events.
c. Market - local goods, along with small convenience items not currently available in
downtown.
2. WHY?
a. This is the ‘obvious’ location for enticing an events / draw / tourism tenant - it is one of
the few downtown spaces with suﬃcient square footage and parking to succeed, yet it is
easily connected to the ongoing revitalization of the Main Street properties.
b. It also takes advantage of rear parking lot improvements, such as those to Vern’s Way,
and of the new farmers’ market.
3. HOW? This property is well suited to private ownership or smaller LLC in partnership with a
specifically recruited group of tenant / entrepreneurs and key investors.
4. COST?
a. In 2015, we studied preliminary designs for a range of uses similar to the above
program. We did not, however, complete cost estimates at that time.
b. With 16,300 SF, facade and base-build out alone could be in the range of $875,000 to
$1,200,000.
5. MARKET?
a. As highlighted above, there is demand for experiential, walkable, events- and
region-oriented service, retail and food in Waterloo.
b. The regional Finger Lakes Craft Beverage Industry has been growing for over 30 years,
initially with wines that are now viewed as world class, and more recently with distilleries,
breweries and cideries.
6. RESOURCES?
a. See Appendix D for preliminary studies commissioned by the current property
owner.
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Visual Concepts for Downtown Waterloo
In.Site:Architecture developed concept renderings that are a market-driven representation of what the future of
Downtown Waterloo could be. The concepts consider the desire to generate economic activity and provide for
citizens, as well as the market realities determined in the aforementioned analysis. The full-size images are
presented on the following pages. The full vision statement can be found in Appendix B.

Downtown Waterloo is:

Friendly, welcoming,
diverse.

A vibrant mix of
residential, retail and
services.

A walkable and safe
environment.



A multi-generational hub.
Home to local and
regional producers who
showcase their goods in
retail stores.
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Recommendations
The following recommendations layout actions that the Village can take, partnerships they should pursue, and
further advisement on how the Village can realize the visions demonstrated in the renderings on the previous
pages. These recommendations reflect the current situation in Waterloo, however, circumstances can change from
year to year and actions should be revisited often to adjust for market demand, policy updates or additional
stakeholders entering the conversation.

Energizing Downtown Commercial Real Estate and
Business Development
Fill vacant store fronts with art or other materials to keep
streetscape lively and inviting. The Village and some property
owners have already done just this, filling storefronts with art or
messages of local community groups. While the goal is to
attract occupants to the space, when the units are still in
transition, they can be utilized to communicate upcoming
events and ongoing projects by the Village. Storefronts could
also be used for “pop-up” activities or stores. Small businesses
in Geneva or Seneca Falls who may not be able to find
affordable space in those locations could be attracted to
commercial units in Waterloo, where they are still close to their
customer base at a more affordable rate. The Village and
property owners should work in collaboration to market
commercial spaces for flexible, productive uses that show
residents that there is growing activity downtown.
Continue microenterprise businesses assistance. There are
several businesses already approved under the Village’s
Microenterprise program. These businesses range from a bakery
and deli to an acupuncturist, among others. This program is
crucial to enabling small businesses and entrepreneurs to get
their business off the ground, improve existing products, or test
the market with their goods and services.

What Does Successful
Retail Look Like in 2018?

Retail must be a sensory experience: Brick
and mortar can still be desirable for
customers by adding an experience that
cannot be replicated online. Tasting rooms
for wines, olive oils, and cheeses provide a
unique experience and support the local
food movement and local producers in the
surrounding area. Visitors need to be able
to taste, touch, and feel products in-store.
The need to embrace technology is
inevitable: This means that including
mobile pay options, maintaining a presence
on social media, and keeping customers
informed of new products and sales is
increasingly essential.
Explore the sharing economy: New and
small businesses can get a leg up with the
creation of shared kitchens, co-working
spaces, tool libraries, and pop-up retail
space. Each of these provide low-cost ways
to share otherwise costly resources among
small businesses.

Communicate with the public regarding new stores that are
open and other downtown activity As the Microenterprise
programs make their debut in Waterloo, it is just as important
Match the neighborhood’s scale: Chain
for local and regional residents to know that there are new
retailers typically want a space with a larger
businesses in town and what goods and services they offer.
footprint, whereas Waterloo’s downtown is
While each business will likely have their own marketing
more suited to boutique-style retail that
materials, the Village should also participate in celebrating each
goes beyond fulfilling a to-do list and
business and communicating with residents on the new
instead offers a distinct community space.
additions to the village. The Village should use its website, other
digital and social media, as well as issue press releases to local papers and blogs. To complement these efforts,
the Village could initiate a “buy local” program to highlight downtown vendors. Resources from the American
Independent Business Alliance can help facilitate start up with tasks and materials.
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Offer incentives to fill first-floor commercial spaces. Property owners should consider renting commercial
space below cost to improve streetscape environment. This short-term revenue loss may be necessary to shift
perceptions of downtown, while also supporting start-up businesses that may otherwise not be able to afford
commercial space for their endeavors.
The Village should host community events downtown to showcase revitalization progress and utilize
available spaces. Resident surveys demonstrated that residents did not frequent downtown because they did not
feel like there were many activities. Making a concerted effort to attract residents to events held downtown is
necessary to begin shifting residents’ perception of the area. The Village can take advantage of existing activities,
like the Waterloo Rotary Farm Market, to direct people’s attention to other activities occurring or new businesses
on Main Street. The Village could host an outdoor concert in Dempsey Park to coincide with the Saturday Farm
market, drawing people out of the parking lot behind Village Hall and up to downtown. Businesses could offer
specials only on Saturday’s to take advantage of the farmer’s market patrons. People can be hesitant to venture
out beyond their intended destination, but if presented with a specific reason for visiting a restaurant or store,
they are more likely to take the chance and try the business.
Foster relationships with specialty producers in the region. Waterloo is situated among world-renowned
tourism assets in Seneca County and the wider Finger Lakes Region. From wineries and breweries, to
agribusinesses to casinos, Waterloo’s downtown could be a nexus for the diverse range of offerings in the region.
An updated general store that sells local goods along with other specialty items for residents could be a way to
capitalize on local products and create a reason for visitors to stop in the village. The Community Store in Saranac
Lake has proven successful in the Adirondacks, where 600 investors committed to opening a store that could meet
the needs of the local community, who had just lost their local department store, while also adapting to the
changing retail landscape.

Marketing the Village of Waterloo
Direct market to local developers and real estate professionals. Use the newly developed vision statement,
market analysis and financial feasibility figures to gain local developer and commercial real estate attention. The
Village should use multiple distribution channels, digital, print and in-person to disseminate the vision for
downtown revitalization.
Promote the Village’s 15-year vision to residents and regional community. The Village needs to build support
and buy-in for its downtown vision. This means having joint conversations with residents in multiple settings,
sharing the market analysis components with the public, and even meeting with neighboring municipalities like
Geneva and Seneca Falls or the Finger Lakes Regional Economic Development Council. While Waterloo is in the
process of downtown revitalization, it needs to build on other regional wins, while showcasing the unique
opportunities that exist in Waterloo to compliment other success stories.
Downtown Waterloo needs a stronger brand and message. Downtown needs a specific message to convey to
residents and visitors. It could be “Walkable Waterloo” or something that conveys a distinct sense of place. There
has been a desire to bring an arts and culture venue to Waterloo, to leverage the cultural significance of the
history entrenched in Waterloo’s story. To further pursue this concept, Waterloo needs to first reach out to
regional arts and culture organizations to understand more about the needs of the community, and how this
demand could align with the availability of space and talent in Waterloo.
Publish Good News Waterloo. Good News Waterloo is a newsletter publication that has gone out periodically to
residents through the water bill. This newsletter is an opportunity for the Village to showcase ongoing projects,
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communicate new business openings and otherwise update residents on the substantial efforts that have been
behind downtown revitalization over the last five years.
Strengthen partnership with Seneca County Chamber of Commerce and other regional tourism
organizations. While Waterloo is a unique entity among the other villages, towns and cities of Seneca County,
leveraging the expertise and name recognition of the larger region will help Waterloo increase its own visitor
traffic. Working with the Seneca Chamber County to hold events in Waterloo, showcase businesses and otherwise
promote the village’s historical legacy will help advance Waterloo’s vision regionally.
Modernize the Village’s website to improve communication with residents. The internet is a critical tool to
communicate to residents and visitors. Improving the functionality and the content of the Village’s website will
also help to drive home the ongoing work the Village has undertaken in revitalization efforts and create a buzz
about new events like the Waterloo Rotary Farm Market.
Use physical elements of the streetscape to strengthen Waterloo’s
brand. The Village should continue to foster a sense of place using signage,
banners and sidewalk planters that represent the Village’s historical legacy,
while also creating a welcoming environment for residents and visitors. The
IIP is currently working on concepts to incorporate the bunting into
crosswalks on Main Street. The gateways to the Village are particularly
important, as this is a resident’s or business’s first impression of Waterloo.
Both gateways, from the east or west on Main Street, should be priorities
for establishing a recognizable image of Waterloo.

What is a Gateway?
A Gateway refers to an area
that marks the entry and exit
from a given corridor and is
often the “first impression”
that gives visitors an idea of
the corridor’s culture and
environment.

Funding and Other Resources
Follow through on outstanding state grants. It is critical that outstanding grants progress in a timely manner
and are completed at the standard expected by the granting agencies to remain in good standing. Several
downtown properties are associated with open grants including: Restore New York (the Grange Block) and New
York Main Street (3 & 5 West Main Street).
Leverage additional local, state and federal funding opportunities as they align with development
opportunities. There is an array of public funding opportunities to help villages and towns with downtown
revitalization efforts. In addition to funding that can be obtained through the Consolidated Funding Application
(CFA) on an annual basis, like New York Main Street grants and Empire State Development or Local Waterfront
Revitalization Program funds, there are other tools available to private property owners and the village.




IDA tax abatements – Payment-In-Lieu-of Tax (PILOT) agreements or tax exemptions for certain
materials.
Section 485(a) – Can alleviate property tax for a period of twelve years after a property has been
redeveloped into a commercial or mixed-use.
Restore NY – Specifically designed to help communities demolish, rehabilitate, or reconsruct distressed
buildings.

Land Use Policy and Planning
Ensure that updated zoning regulations promote activities and businesses that will support Waterloo’s
overall vision. As Waterloo undertakes a comprehensive review of local zoning codes, this is an opportune time
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to complement efforts of the market analysis with land use planning regulations. While the market will dictate
what will succeed economically in Waterloo, it is important that zoning aligns with market demand to facilitate
desired development. Exploring zoning options like form-based code can help to foster desired development
without overly burdensome requirements for the private sector. Transitioning from traditional zoning bylaws to
form-based code can be an intense process but can yield significant results. The zoning review should take the
following into consideration.





Updating square footage requirements of residential properties to match market demand.
Design guidelines that outline consistent requirements for commercial units.
Flexible regulations surrounding in-home professions that are appropriate to a downtown context.
Expand, enhance and make building guidelines as visual as possible.

Preserve historical elements of buildings where it is reasonable in redevelopment efforts. Waterloo’s unique
architectural elements showcase its historic charm. Preserving these elements where it is possible will help to
strengthen the village’s authentic character. Some buildings or elements of buildings may be beyond repair and
prove to be safety hazards. In this case, every effort should be made to replicate or replace items with modern
materials that maintain the character of the building.
Enforce all New York State building inspection guidelines to guarantee clean, safe, and attractive property
for businesses and residents. While historic buildings foster downtown’s character, some buildings have been
vacant for quite some time and may no longer be functional or safe spaces for occupants. While the County is
responsible for matters surrounding demolition and building permitting, the Village still can, and should, enforce
NYS building codes.
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Appendix A – Market Analysis
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Market Analysis Summary
The Draft Market Analysis is designed to highlight key issues, trends, and other findings of data collection for the
Village of Waterloo. The results will be used to steer further discussion with Village officials, local developers and
other relevant stakeholders. This report is divided into the three market categories of retail, housing, and
accommodations. A socioeconomic profile precedes the market data to provide context on the demographics of the
Village of Waterloo and its surrounding area. The key findings of the analysis are described below by section:

Demographics









The Village of Waterloo population was just over 5,000 in 2017, and is projected to decrease slightly by
2022 by 2%. This population decrease is slightly more rapid than that of Seneca County, which is projected
to decline by 1.4% by 2022.
While the population in most age cohorts will decrease, those aged 30 to 39 and those 70 to 79 are
expected to increase. The younger cohort will increase by 13% from 2017 to 2022 and the older cohort by
17%.
The median household income within the village was lower when compared against the county; $44,000
compared to $49,000. The county’s median income is expected to increase 3.6% from 2017 to 2022 whereas
the village’s median income is expected to increase only 1.2%, or $1,000, over the same time frame.
About 64% of the village’s population aged 16 and over is in the workforce, and 4.5% of this group is
unemployed but actively looking for work.
The majority of employees working in the village live outside Waterloo and commute in for work, nearly
2,100 people; this is compared to about 1,800 people who live in the village and commute outside of the
village for work. Waterloo, Geneva, and Seneca Falls represent the top three places of residence for village
workers and top three destinations of work for village residents.

Retail Market Analysis






The local area is currently served by national chain stores including the Waterloo Premium Outlets, Walmart
Super Center, and Aldi discount grocery.
A retail leakage analysis demonstrates that spending dollars are leaving the village in the following
categories: Gas Stations, Other Motor Vehicle Retailers, Furniture Stores, Home Furnishing Stores, and
Specialty Food Services.
While these categories demonstrated retail leakage, further analysis determined that there was not enough
regional demand for any of these businesses to locate in the village.
A healthy, dynamic retail environment in Waterloo’s downtown core will require Waterloo to create a
stronger brand and develop retail offerings that support that brand. With people shopping more often
online, a creative approach to filling commercial vacancies is necessary. There needs to be new and
innovative strategies employed to create more experiential opportunities for consumers. These experiences
could draw on the surrounding Finger Lakes craft beverage industry, local historic features or regional arts
and cultural.

Housing Analysis





Compared to Seneca County, the Village of Waterloo has a building stock that is almost occupied to
capacity. The Village has 92% occupied units with only 8% vacancy whereas the County has an 82%
occupancy rate with 18% of units vacant.
Over two-thirds of all occupied housing units in the Village of Waterloo are owner-occupied properties. The
remaining third on renter-occupied.
Over the last seven years, the number of vacant units in the Village of Waterloo has increased nearly 40%, or
51 units. This trend is projected to continue over the next five years. Mitigating the number of new vacant
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units and making sure that existing vacant units are put into productive use will be key to revitalizing the
village’s downtown and generating economic activity.
There has been very little housing built in both the county and village since 2010, presumably due to a
declining population and little demand. Developing housing options that appeal to a targeted demographic
will be vital to attracting residents and spending power to the village.

Hotel Feasibility










Of the 14 hotels that participate in the STR surveys, seven were built in the last 25 years, five within 30 to 50
years and two are over 95 years old.
Both the supply and demand in the 10-mile area around Waterloo have increased in the last six years,
supply by 19% and demand by 23%.
Occupancy rates have increased two percentage points over the last six years.
The month of August has the highest occupancy rate at 83%, whereas January has the lowest at 31%.
Revenue trends over the last six years indicate a 7% increase in the average daily rate from 2012 to 2017. By
month, August brings the highest average daily rate at $122 per night and January the lowest, at $80 per
night.
Trends in visitation over the last three years indicate slightly increasing travel during the weekends, when
tourists are more apt to travel, and slightly decreasing travel during the work week, indicating a slight
reduction in stays for business.
Based on the data findings, Waterloo could likely not support a hotel. With a diverse range of options within
a 10-mile radius, there is intense competition in the local trade area. Waterloo will need to establish a clear
value proposition for how it is unique to the other tourist locations in the Finger Lakes Region. This will first,
attract additional visitors to patronize unique retail activity and event offerings, and then could eventually
induce enough demand to support a hotel in the village.

General Market Opportunities










Historic legacy – From Memorial Day to Women’s Rights, Waterloo played a critical role in local and
national history. These are stories that are embedded in the Village’s fabric and making sure that new
development efforts reflect these stories in their physical outputs, storytelling elements, or other creative
alternatives will be important to building the Village’s vision.
Positive private sector/public sector relationship – The Village has a strong working relationship with
many of the businesses in the downtown district. From agreements on shared usage of privately owned
spaces to collaborating on events, this willingness to find solutions between the private and public sectors
will continue to benefit both parties by creating opportunities with shared resources that may otherwise not
exist.
Streetscape and roadways – The Village has already begun to take proactive steps to render their streets
and pedestrian walkways more conducive to foot traffic. The addition of bike lanes promotes multi-modal
transportation options across the Village and reducing Main Street traffic from four lanes to two lanes
produces a traffic calming effect that makes the downtown more desirable for pedestrians, curbs noise for
patrons on restaurant patios, and overall contributes to building quality of place.
Public sector leadership – Village leaders have been actively pursuing and securing grant funding,
coordinating with small businesses, and working with developers to revitalize downtown Waterloo.
Managing different stakeholders and responding to the desires of residents is a challenging role and the
ambition to continue progressing forward takes an explicit desire to move beyond status quo.
Interest from the development community – The Village is currently working with developers to realize
the community’s vision. Often, a community may have the best vision and strongest data, but are not able
to attract a developer to realize their concept. With developers already in place for a significant swath of
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downtown properties, it will be crucial for the Village to utilize the findings of the market analysis to drive
downtown revitalization.
Drawing on regional strengths – Waterloo, Seneca Falls, and Geneva are a “unit” in terms of commute
patterns. Taken as a group, these three communities represent the top three places of residence for village
workers and top three destinations of work for village residents. Along Route 20 and within 11 miles of each
other, it suggests a regional approach could benefit all three communities equally. While municipal
boundaries and funding mechanisms may suggest individual approaches, in rural communities where
populations are declining, a regional approach to pool finite resources, target industries, and increase
prosperity for all residents can be mutually beneficial.

General Market Challenges






Lack of pedestrian traffic downtown – While downtown typically has streetscape elements, such as wide
sidewalks, that are desirable for encouraging walking traffic, a recent village-wide resident survey noted that
poor sidewalk conditions and a lack of options to visit were cited as primary reasons for not venturing
downtown. Downtown revitalization relies on reigniting commercial activity and offering unique experiences
that will pique the interest of individuals across generations. This will be achieved through increasing
residential density by constructing apartments that meet market demand on the second and third stories of
appropriate buildings, and also encouraging existing residents beyond the borders of downtown to come
and frequent businesses. This can be a monumental effort, to shift the perception of what exists already
downtown, and to offer an alternative for what downtown could become. Waterloo is already on its way to
communicating next steps in downtown revitalization to the public and this study can be used as a
communication tool moving forward.
Deviating from the norm – While consumer data and an understanding of the regional residential market
indicate that high-quality, second- and third-story apartment rentals could be successful in Waterloo, there
remains an element of uncertainty because these units will be unique from current offerings. Forging ahead
with the first project will be challenging, but will ultimately help the Village’s vision gain momentum.
Communicating progress – There has been notable progress in downtown revitalization efforts over the
last several years; however, sometimes the “small wins” can be difficult for the average citizen to
acknowledge in the larger context of the Village’s planning efforts. Communicating ongoing efforts and
future plans for the Village and revitalization efforts will be crucial for gaining the interest and support of
the community. Using a multi-pronged approach to communication, reaching people digitally, in-person,
and in-print will ensure several markets are targeted and more importantly, will help collect genuine
feedback that will in turn help developers and the Village create a downtown that is functional as a multigenerational environment.
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Introduction
Downtowns are vital to the fabric of a community, and the Village of Waterloo is in an opportune location for
downtown revival. The Village of Waterloo is actively planning for their community, delving into recent development
interests, a new casino, and the village’s rich historical assets. To support and guide future revitalization plans the
Village of Waterloo commissioned a market analysis. This Downtown Economic Market Analysis focuses on
revealing opportunities surrounding retail/commercial development, downtown housing and adaptive reuse, and
hotel/waterfront development.
This market analysis will guide the Village in determining growth opportunities that are in concert with major
recreation and commercial activity in the area, including the Finger Lakes Wine Country and del Lago Resort and
Casino. In addition, Waterloo stands to capitalize on its historical roots as the “Birth Place of Memorial Day” and a
significant place of women’s history. These attributes, in addition to an architecturally intact downtown and prime
location between Seneca and Cayuga Lake and along the Cayuga-Seneca Canal position the village to build its
downtown with a focus on tourism and the waterfront.
Ultimately, the Village wants to know, “What do we do with our downtown?” Using clear economic data, past
studies, and input from the community, Camoin answered this question. Moreover, this market analysis provides the
village with the recommendations to propel development opportunities identified throughout this process. Our
hope is this document energizes the Waterloo community and policymakers and entices developers with a specific
path ahead.

Methodology
Our recommendations are based on a comprehensive analysis of existing conditions in the Village of Waterloo and
the region, with comparisons to the Seneca County as necessary. Data were gathered for demographic, economic,
and real estate trends, and informed by insight gained through a tour of the village, meetings, discussions with the
Village of Waterloo, and interviews with stakeholders from business and the community.
Findings from this analysis were used to develop recommendations for this project, revealing existing strengths,
identifying opportunities, and highlighting areas where the community’s goals and vision are well-supported by
demographic, economic, and real estate trends. The detailed data and analysis presented here support these
findings.
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Study Areas
For the demographic analysis, the Village of Waterloo municipal boundary was used as our primary study
geography. Seneca County and the Finger Lakes Region was used as comparison regions to determine if trends we
observed were regional or isolated within the village.

Figure 3: Seneca County

Figure 3: Village of Waterloo

Source: Esri

Figure 3: Finger Lakes Region
Source: Esri

Source: Esri
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Waterloo’s Past Planning Efforts
The Village has a deep body of work that guides this market analysis, including (but are not limited to) the following
documents:
Figure 4: Village of Waterloo 2017

Village of Waterloo Comprehensive Plan DRAFT (2017) This
Draft Comprehensive Plan
document provides an analysis of all of the Village’s operations, and
includes a downtown analysis that focuses to seek funding to assist
downtown property owners improve their buildings, improve
connectivity, and support a healthy and diverse downtown economy.


Virginia Street Study (2015) Prepared by In Site: Architecture (ISA),
this study provides a detailed analysis of buildings in the area and
concepts for how they can be rehabilitated. They include conceptual
plans for four key buildings of Waterloo’s downtown and provide
information on existing use, proposed use, history of the property,
and general cost estimating.



Village of Waterloo Downtown Needs Assessment (2012) Focusing
specifically on the downtown area, this study completed by THOMA
Development Consultants prioritized five priority projects for the
area, being 1) provide incentives to downtown property owners to
rehabilitate commercial and residential space; 2) develop a
downtown business organization, 3) update land use and zoning in
the Central Business District; 4) improve the condition of rear facades on Main Street and improve the
condition of the municipal parking lot; and 5) make physical changes to route 5/20 through the village to
slow traffic.



Canal Corridor Economic and Market Analysis (2003) This market analysis focused on the canal corridor
from Seneca Lake to Cayuga Lake, bordering the City of Geneva and passing through the Village of
Waterloo and the Hamlet of Seneca Falls. While completed 15 years ago, it does propose new business
opportunities that are relevant today such as attractions that cater to an older population, bed and
breakfasts, as well as bicycle and boating rentals. The Canal Corridor Economic and Market Analysis
recommends creating and marketing a brand for this region.

Taken together, these documents relay the condition of the Village of Waterloo’s downtown and provide
recommendations on a regional, municipal, and site-specific scale. As some recommendations and data in previous
reports were outdated, we have updated information and incorporated concepts from these plans where it most
benefits Waterloo’s downtown.
In addition to this list, the architecture firm In Site: Architecture (ISA) has worked with the Village to produce
numerous design drawings and site-specific plans related to downtown revitalization via the Main Street School and
streetscape improvement. Additionally, ISA assisted with community volunteers and committee organization and
building re-use analysis.
Looking to regional planning efforts allows us to see industry focus and how Waterloo might align with plans for
redevelopment. Specifically, the Finger Lakes Regional Economic Development Council’s 2015 Upstate Revitalization
Initiative Plan outlines industries to target for job creation and growth: optics, photonics and imagine; agriculture
and food production; and next generation manufacturing and technology. Targeting these areas of regional growth
in Waterloo – in a big an innovative way – may spearhead something unique region-wide.
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Demographic Analysis
Demographics examine the characteristics of people living and working in the community. This section presents
data on the Village of Waterloo and Seneca County to identify trends and characteristics that will help inform and
focus recommendations for the revitalization of downtown Waterloo.

Key Findings








The Village of Waterloo population is approximately 5,000, and is projected to decrease 2% slightly to 4,900
by 2022. The population of Seneca County is also projected to decline, but at a lower rate of 1.4% by 2022.
While the population in most age cohorts will decrease, those aged 30 to 39 and those 70 to 79 are
expected to increase. The younger cohort will increase by 13% from 2017 to 2022, and the older cohort by
17%.
The median household income within the village is slightly lower than the county, at $44,000 and $49,000
respectively. The county’s median income is expected to increase 3.6% from 2017 to 2022 whereas the
village’s median income is expected to increase only 1.2% over the same time frame.
About 64% of the village’s population aged 16 and over is in the workforce. Of these, 4.5% are unemployed.
The majority of employees working in the town live outside the village and commute into the village for
work, nearly 2,100 people; this is compared to about 1,800 people who live in the village and commute
outside of the village for work. The Village of Waterloo, Geneva, and Seneca Falls represent the top three
places of residence for village workers and top three destinations of work for village residents.

Population and Age
The population of both the Village of Waterloo and Seneca County is decreasing, and is expected to continue
declining through 2022. A declining population indicates the birth rate is slower than the death rate, and/or that
people are moving out of the area. While a declining population is seemingly a region-wide issue, the Village of
Waterloo’s rate of decrease is slightly larger than the county, 2.0% comparted to 1.4% from 2017 to 2022. Similar to
overall population change, households are also declining. The Village of Waterloo households are declining at a
slightly faster rate than the county, 1.7% from 2017 to 2022 compared to 1.1% county-wide.
Table
2: Comparison
of Population
Change, 2010-2022
Comparison
of Population
Change

2010
Village of Waterloo
Seneca County

2017

%
%
Change Change
2010-2017 2017-2022

2022

5,171

5,028

4,929

(2.8%)

(2.0%)

35,251

34,881

34,388

(1.0%)

(1.4%)

Source: Esri

Table
1: Comparison
of Household
Change, 2010-2022
Comparison
of Household
Change
2010
Village of Waterloo
Seneca County
Source: Esri
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2017

2022

%
%
Change Change
2010-2017 2017-2022

2,039

1,997

1,963

(2.1%)

(1.7%)

13,393

13,361

13,209

(0.2%)

(1.1%)

Examining the population by age cohort allows
us to understand what age brackets are
declining or increasing over time. While the
overall population is declining from 2010 to
2022, there are certain age cohorts that are
increasing, particularly those aged 30 to 39 and
those aged 70 to 79, increasing at a rate of 13%
and 17%, respectively. An increase in the
number of older individuals is on target with the
rest of the country as the Baby Boomer
generation ages. The increase in those aged 30
to 39 may be due to people coming “back
home” after going away for college, or people
and young couples looking for a small-town
atmosphere prior to starting a family.

Table 3: Distribution of Population by Age, 2010-2022

Age Bracket

2010

2017

2022

%
%
Change Change
2010-2017 2017-2022

Age 0-4

306

282

274

(7.8%)

(2.8%)

Age 5-9

290

287

281

(1.0%)

(2.1%)

Age 10-14

327

267

293

(18.3%)

9.7%

Age 15-19

347

266

254

(23.3%)

(4.5%)

Age 20-24

314

295

236

(6.1%)

(20.0%)

Age 25-29

274

346

309

26.3%

(10.7%)

Age 30-34

268

292

343

9.0%

17.5%

Age 35-39

312

261

283

(16.3%)

8.4%

Age 40-44

324

271

250

(16.4%)

(7.7%)

Age 45-49

361

303

266

(16.1%)

(12.2%)

Age 50-54
345
340
301
(1.4%)
(11.5%)
The age of a community’s residents is a critical
Age
55-59
341
349
321
2.3%
(8.0%)
factor in identifying demand for housing, goods
Age 60-64
311
329
330
5.8%
0.3%
and services, and recreation, since preferences
233
302
308
29.6%
2.0%
as well as needs change as people age. Based on Age 65-69
Age
70-74
178
238
270
33.7%
13.4%
this information, we can gather there may be a
200
182
222
(9.0%)
22.0%
need for increased senior housing. This is in part Age 75-79
194
172
161
(11.3%)
(6.4%)
being met through the Main Street School being Age 80-84
Age
85+
246
244
230
(0.8%)
(5.7%)
renovated to create additional senior housing.
Source: Esri
The increase in the age cohort of individuals
ages 30 to 39, but not an increase in those aged 0 to
14 indicate that this increase may be comprised of
Table
4: Comparison
of Median
Comparison
of Median
AgeAge, 2010-2022
single individuals or those in partnerships not
2010
2017
2022
choosing to have children. It is possible that those
Village of Waterloo
42.3
44.0
43.9
aged 30 to 39 may desire apartment living and
Seneca
County
41.0
42.2
42.8
downtown amenities.
Finger Lakes Region
39.6
40.7
41.4
Upon comparing the median age for the Village of
Source: Esri
Waterloo, Seneca County, and the Finger Lakes
Region, we observe that all geographies are generally
increasing in age. The Village of Waterloo currently
Table
5: Comparison
of Medial
Household
Income, 2017-2022
Comparison
of Median
Household
Income
has a median age of 44 while Seneca County and the
Finger Lakes Region are slightly younger at 42 and 41
%
years old respectively. This is in line with the general
2017
2022
Change
aging trend of the national population.
2017-2022

Income

Village of Waterloo

$

44,444 $

44,994

1.2%

Table 5 illustrates median household income for the
Village of Waterloo and Seneca County. The median
household income for the village is roughly $44,000

Seneca County

$

49,120 $

50,900

3.6%

Finger Lakes Region

$

54,500 $

57,283

5.1%
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Source: Esri

and is expected to rise 1.2% to $45,000 by 2022. Median household income for the county is $49,000 and is
expected to rise 3.6% to $51,000 by 2022. The Finger Lakes Region has higher median household incomes and
growth rates compared to the other geographies. Median household income in the Finger Lakes Region is expected
to grow 5% from $54,500 in 2017 to $57,300 in 2022.
The proportion of households within each earnings group is largely similar between the village and the county. The
village has a higher proportion of households earning $49,999 or less (55% versus 51% in the county). Both the
county and the village have the highest proportion of households earning between $50,000 and $74,999, at 21%
each.
Figure 5: Distribution of Income, 2017

Labor Force Participation
Village residents over the age of 16 who are currently employed or looking for work make up the village’s
workforce. Approximately 64% of the village’s population 16 and over is in the workforce, and 4.5% of this group is
unemployed but actively looking for work. This is a relatively low unemployment rate. While being employed is not
indicative work satisfaction, low overall unemployment is generally reflective of positive economic conditions in the
region.
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Table
6: Labor
Participationand
and Unemployment
Rates,Rates,
2016
Labor
ForceForce
Participation
Unemployment

2016

Number

Percent

Population 16 Years and Over

4,122

-

Population in Workforce
Population Employed (proportion of workforce)

2,643

64.1%

2,524

95.5%

119

4.5%

Population Unemployed (proportion of workforce)
Estimates include population 16 years of age and over.
Source: 2016 American Community Survey, US Census

Educational Attainment
The county and village have similar educational attainment levels. Within the Village of Waterloo, 90% of residents
have a high school diploma and 20% have a Bachelor’s degree or higher. Among Seneca County’s residents, 86% of
residents have a high school diploma and 21% have a Bachelor’s degree or higher. Additionally, 17% of Village of
Waterloo residents have an Associate’s degree compared to 13% at the county level. This could be an indication of
specific training certificates obtained by residents. Increasingly, employers value specialized training over a 4-year
college degree.
Figure 6: Educational Attainment, 2017
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Commute Patterns
How residents move around a region is important
when analyzing workforce characteristics, employment
locations, shopping for daily necessities, and leisure
and entertainment. It can also be an important
component of regional culture, covering how
residents move around, how far they need to travel to
find work suitable for their skills, and how far they are
willing to travel for entertainment.
Table 7 and 8 show the top 10 places of work for
Village of Waterloo residents, and the top 10 places of
residence for Village of Waterloo workers. Geneva is
the most common commute destination for village
residents, with 14% of residents traveling to Geneva
for work. Just 282 village residents also work in the
village (12% of all workers and 13% of all residents).
Together, the top 10 places of work account for just
over half of all commute destinations, indicating
people travel to a diverse set of locations for work. It
is also notable that New York City was a top
destination. At over 270 miles away, it may be an
indication the village provides a unique atmosphere
desired by NYC workers (or, perhaps more likely, NYC
provides the kind of income that makes it worth it to
travel). Regardless, there may be opportunities for the
Village to capitalize on the increasing trend to work
remotely. Since many people who live in Waterloo like
to stay at home (see tapestry segmentation analysis,
page 39) it may give rise to creating more “third
space” options where remote work can happen
including conference calls, video conferencing, etc.

Table
PlacesofofWork
Workfor
forWaterloo
WaterlooResidents
Residents
Top 107:Places
Place of Work

Number of
Residents

Percent of
Residents

Geneva, NY

293

13.8%

Waterloo Village, NY

282

13.3%

Seneca Falls, NY

170

8.0%

Auburn, NY

81

3.8%

Newark, NY

67

3.2%

New York City, NY

58

2.7%

Clifton Springs, NY

46

2.2%

Syracuse, NY

45

2.1%

Lyons, NY

26

1.2%

Canandaigua, NY

22

1.0%

Total (Top 10)

1,090

51.5%

Total (All Places of
Work)

2,116

100%

Source: US Census 2015 OnTheMap

Table108:Places
PlacesofofResidence
Residentsfor
for Waterloo
Waterloo Workers
Workers
Top
Place of Residence

Number of
Workers

Percent of
Workers

Seneca Falls, NY

284

11.7%

Waterloo Village, NY

282

11.6%

Geneva, NY

119

4.9%

Auburn, NY

59

2.4%

Clyde, NY

35

1.4%

Newark, NY

17

0.7%

Rochester, NY

17

0.7%

Syracuse, NY

17

0.7%

Canandaigua, NY

14

0.6%

Lyons, NY

14

0.6%

Total (Top 10)

858

35.4%

2,425

100%

Total (All Places of
Residence)

Twelve percent (12%) of people who work in
Waterloo live in Seneca Falls; 12% are residents of the Source: US Census 2015 OnTheMap
village and 5% live in Geneva. Collectively, the top 10 places of residence for Village of Waterloo workers account
for only 35% of all workers, indicating that the commute shed for in-commuters is geographically more dispersed
than that of out-commuters.
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Retail Market Analysis
A retail market analysis examines the area that residents of a community travel to purchase goods and services. The
following retail market analysis examines where village residents go to meet these needs, which in turn inform what
opportunities there are for new and existing downtown businesses. However, understanding the shifting nature of
retail is imperative to having success as a downtown business.

Key Findings









A national shift in how people shop is transforming the retail industry. People shop more often online than
at big-box stores. Because of this, smaller-scale, boutique retail is shifting as well. There needs to be new
and innovative strategies employed to create more experiential opportunities for consumers.
The local area is currently served by national chain stores including the Waterloo Premium Outlets, Walmart
Super Center, and Aldi discount grocery.
The retail leakage analysis shows that there are several categories where spending dollars are leaving the
local trade area. These categories of retail include: Gas Stations, Other Motor Vehicle Retailer, Furniture
Stores, Home Furnishing Stores, Specialty Food Services.
Additional analysis calculating the square footage of retail that Waterloo could support demonstrates that
there is no retail category with enough demand in the local trade area to warrant establishing a store in
Waterloo. For retail to be successful in Waterloo, the village will need to take a creative approaching to
branding itself as a destination. Retail and food and beverage offerings must be unique to the village and
provide visitors with an experience they could not get elsewhere in the region.
A tapestry analysis shows that Waterloo residents live in low density neighborhoods, value time at home,
are mainly from the area or have lived here a long time, and are cost conscious.

The Shifting Nature of Retail
At one time, the Village of Waterloo’s downtown was bustling. People shopped, ate, and gathered on Virginia and
Main Streets. Where residents once met social and material needs downtown, preferences have shifted. Along with
many other small rural downtowns, the trend from downtown, main street retail has changed and shifted to bigbox, strip mall preferences and ecommerce.
While some would like things to go “back to the way things were” with the former hustle and bustle, the changing
nature of retail indicates that a modern approach to downtown retail in order to be successful. Brick-and-mortar
retail cannot compete with the convenience of purchasing goods online, delivered to your door within 24 hours, or
at large “one-stop” stores. The changing nature of retail needs to include more experiential opportunities, services,
and recreation in addition to being connected via online platforms. This shift should also provide opportunities for
culture and neighborhood vibrancy, practical workforce learning, and entrepreneurship.
As we work with many communities in a similar situation, we see the new face of retail including strategies that 1)
reach out to a global audience, 2) sell both online and at brick-and-mortar stores, 3) anticipate the shift to an aging
demographic, 4) provide an authentic local experience through products and services, and 5) embrace the sharing
economy.1 Overall, a broader approach integrating technology is imperative to successful main street businesses.

The Current State of Retail
We can better understand what opportunities exist in Waterloo by examining how and where moneys by residents
are currently spent. From this we can see where there may be opportunity for new and existing business to expand.
Like AirBnB and Uber, the sharing economy uses resources we already have for others’ benefit. Another example is a lending
library (for tools or toys).
1
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Using mapping and consumer spending data, we
can see how much village residents spend within
and outside of the village. To do this, we first
defined a local trade area. Since many consumer
needs can be met within short distance of the
village, we created a local trade area of a 10minute drive from the village center. In Figure 7:
Village of Waterloo 10-minute Drive Time the orange
section represents the 10-minute drive area. We
then examined what retail demand is being met
within and outside of this area. Industries where
retail demand is met outside of the area represent
potential business opportunities within the area
(or more specifically, within downtown Waterloo).

Figure 7: Village of Waterloo 10-minute Drive Time

(Yellow flags indicate major shopping centers.)

Currently, the local trade area is served by
national chain stores and restaurants located at
the Waterloo Premium Outlets to the north and a
Walmart Super Center and Aldi discount grocery
store just outside village limits to the east. With
additional national chain stores near Auburn,
many basic needs can be met within a short drive
outside the downtown.

Local Trade Area Retail Gap

Source: Esri

The following table contains a list of industry
groups sorted by 3 and 4-digit NAICS codes and includes figures for sales demand (estimated spending by local
trade area residents), sales supply (existing retail sales within the trade area), and retail gap (demand minus supply).
Retail categories with sales leakage are in green, and those with sales surplus are in red. There is a mix of retail
categories experiencing leakage and surplus in the local trade area.
Retail sectors that show leakage represent opportunities for new or expanding businesses. However, not all retail
categories that exhibit sales leakage within a particular trade area are a good fit for the region. Also note that any
new retail in these categories would have to be unique enough to draw customers from not only the local trade
area, but also from farther distances. Changes in consumer expectations and shopping habits have upended the
retail market, rendering the retail sector a challenging bid for any business. Finding the right retail mix and density is
essential for a community that seeks to create a sense of place that can provide services to residents and offer
interesting finds to attract visitors.
A sales surplus might exist for several reasons. The region might be a popular shopping destination for tourists and
other out-of-town visitors, or a cluster of competing businesses offering a similar product or service may be located
within the trade area, creating a specialty cluster. Alternatively, a sales surplus could be an indication of market
saturation.
Findings from this analysis indicate the following industries show the largest retail sales leakages, indicating
potential opportunities:
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Gas Stations
Other Motor Vehicle Retailer
Furniture Stores
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Home Furnishing Stores
Specialty Food Services

Table 9:
Retail
Gap,
Local
Trade Area
Retail
Gap,
Local
Trade
Area
NAICS
441

Industry Group

Demand
(Retail
Potential)

Supply (Retail
Sales)

Retail Gap

Number of
Businesses

Motor Vehicle & Parts Dealers

$30,916,158

$53,313,947

($22,397,789)

23

4411

Automobile Dealers

$26,146,048

$42,066,155

($15,920,107)

12

4412

Other Motor Vehicle Dealers

$2,429,699

$0

$2,429,699

0

4413

Auto Parts, Accessories & Tire Stores

$2,340,410

$11,221,260

($8,880,850)

11

Furniture & Home Furnishings Stores

$5,002,290

$679,637

$4,322,653

2

4421

Furniture Stores

$2,566,849

$230,171

$2,336,678

1

4422

Home Furnishings Stores

$2,435,441

$449,466

$1,985,975

1

Electronics & Appliance Stores

$5,096,359

$4,368,812

$727,547

5

442

443
444

Bldg Materials, Garden Equip. & Supply Stores

$9,267,486

$13,935,474

($4,667,988)

6

4441

Bldg Material & Supplies Dealers

$8,436,093

$13,816,787

($5,380,694)

5

4442

Lawn & Garden Equip & Supply Stores

445
4451

$831,393

$118,687

$712,706

1

Food & Beverage Stores

$25,194,271

$27,066,472

($1,872,201)

10

Grocery Stores

$21,630,501

$25,299,488

($3,668,987)

7

4452

Specialty Food Stores

$1,675,444

$464,779

$1,210,665

2

4453

Beer, Wine & Liquor Stores

$1,888,326

$1,302,205

$586,121

2

446, 4461 Health & Personal Care Stores

$12,635,171

$16,477,227

($3,842,056)

6

447, 4471 Gasoline Stations

$15,157,537

$7,819,420

$7,338,117

4

448

$10,731,940

$45,021,845

($34,289,905)

31

4481

Clothing Stores

$7,706,776

$27,244,628

($19,537,852)

21

4482

Shoe Stores

$1,265,850

$14,871,483

($13,605,633)

6

4483

Jewelry, Luggage & Leather Goods Stores

$1,759,314

$2,905,735

($1,146,421)

4

Sporting Goods, Hobby, Book & Music Stores

$3,988,489

$5,328,872

($1,340,383)

3

4511

Sporting Goods/Hobby/Musical Instr Stores

$3,353,323

$5,328,872

($1,975,549)

3

4512

Book, Periodical & Music Stores

$635,166

$0

$635,166

0

General Merchandise Stores

$16,826,647

$39,228,050

($22,401,403)

4

4521

Department Stores Excluding Leased Depts.

$10,249,755

$35,274,464

($25,024,709)

1

4529

Other General Merchandise Stores

$6,576,893

$3,953,586

$2,623,307

3

Miscellaneous Store Retailers

$5,575,654

$42,601,068

($37,025,414)

46

$475,770

$435,514

$40,256

3

$1,608,632

$642,709

$965,923

3

$642,710

$1,474,695

($831,985)

3

451

452

453

Clothing & Clothing Accessories Stores

4531

Florists

4532

Office Supplies, Stationery & Gift Stores

4533

Used Merchandise Stores

4539

Other Miscellaneous Store Retailers

$2,848,542

$40,048,150

($37,199,608)

37

Nonstore Retailers

$4,308,491

$3,015,605

$1,292,886

1

4541

Electronic Shopping & Mail-Order Houses

$3,563,670

$2,487,360

$1,076,310

1

4542

Vending Machine Operators

$75,491

$0

$75,491

0

4543

Direct Selling Establishments

$669,331

$0

$669,331

0

454

722

$14,656,101

$17,765,609

($3,109,508)

38

7223

Food Services & Drinking Places
Special Food Services

$667,532

$173,888

$493,644

1

7224

Drinking Places - Alcoholic Beverages

$807,877

$199,834

$608,043

2

7225

Restaurants/Other Eating Places

$13,180,693

$17,391,887

($4,211,194)

35

Source: Esri
Data Note: Supply (retail sales) estimates sales to consumers by establishments. Sales to businesses are excluded. Demand (retail potential) estimates the
expected amount spent by consumers at retail establishments. Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a
snapshot of retail opportunity. This is a measure of the relationship between supply and demand that ranges from +100 (total leakage) to -100 (total surplus).
A positive value represents 'leakage' of retail opportunity outside the trade area. A negative value represents a surplus of retail sales, a market where
customers are drawn in from outside the trade area. The Retail Gap represents the difference between Retail Potential and Retail Sales. Esri uses the North
American Industry Classification System (NAICS) to classify businesses by their primary type of economic activity. Retail establishments are classified into 27
industry groups in the Retail Trade sector, as well as four industry groups within the Food Services & Drinking Establishments subsector.
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Supportable Retail in Waterloo
Specifically looking within the village, Table 10 on the following page shows the supportable retail within the Village
of Waterloo. An explanation of this table follows:











Column A: NAICS (North American Industry Classification System) is the industry standard coding system
when explaining industries. Every business is coded under this system to help streamline data so it can be
used in analyses such as this.
Column B: The retail category associated with that particular NAICS code.
Column C: The retail gap is how much residents are spending outside of the village within each retail
category.
Column D: This is the amount we assume the village can recapture through expanding and creating
businesses. We assumed 15% in this scenario. This is purposefully low to not inflate the potential business
opportunity of downtown Waterloo.
Column E: Average sales per business is taken as an average of all businesses classified under that NAICS
code in Upstate New York (the 48 counties north of Binghamton).
Column F: By dividing the amount of sales the village can recapture by the average sales per business, we
get a sense of how many businesses the village can support.
Column G: Industry standards of average sales amount per square foot for each retail category.
Column H: Based on the amount of sales the village can recapture, we can divide this by the average sales
per square foot to assess how much additional square foot could be supported by retail category within the
village.

Table 10: Supportable Retail in the Village of Waterloo
A
NAICS

B
Retail Category

C

D

E

Retail Gap

15%
Leakage
Recapture

Average
Sales per
Business

F

G

Supportable Average
Businesses Sales per
(D / E)
SF

H
Supportable
SF
(D / G)

4421 Furniture Stores

$

904,504

$ 135,676

$

2,027,787

0.07 $

300

452

4422 Home Furnishings Stores

$

862,594

$ 129,389

$

1,184,166

0.11 $

300

431

4441 Bldg Material & Supplies Dealers

$ 2,964,787

$ 444,718

$

1,954,940

0.23 $

350

1,271

4442 Lawn & Garden Equip & Supply Stores

$

$

27,095

$

775,768

0.03 $

250

108

4451 Grocery Stores

$ 7,036,707

$ 1,055,506

$

6,091,584

0.17 $

500

2,111

4452 Specialty Food Stores

$

587,663

$

88,149

$

744,296

0.12 $

350

252

4453 Beer, Wine & Liquor Stores

$

232,388

$

34,858

$

1,066,298

0.03 $

350

100

4461 Health & Personal Care Stores

$ 3,576,572

$ 536,486

$

2,148,105

0.25 $

400

1,341

4481 Clothing Stores

$ 1,416,920

$ 212,538

$

1,204,111

0.18 $

300

708

4482 Shoe Stores

$

442,215

$

66,332

$

1,105,683

0.06 $

300

221

4483 Jewelry, Luggage & Leather Goods Stores

$

185,932

$

27,890

$

668,152

0.04 $

500

56

4511 Sporting Goods & Hobby Stores

$ 1,181,421

$ 177,213

$

1,201,866

0.15 $

250

709

4512 Book, Periodical & Music Stores

$

$

$

909,919

0.04 $

250

135

4521 Department Stores

$ 3,612,664

$ 541,900

$ 17,226,652

0.03 $

250

2,168

4529 Other General Merchandise Stores

$ 2,304,471

$ 345,671

$

3,236,651

0.11 $

500

691

4531 Florists

$

164,369

$

24,655

$

357,880

0.07 $

200

123

4532 Office Supplies, Stationery & Gift Stores

$

564,786

$

84,718

$

733,863

0.12 $

300

282

4533 Used Merchandise Stores

$

79,985

$

11,998

$

291,897

0.04 $

200

60

7224 Drinking Places - Alcoholic Beverages

$

167,514

$

25,127

$

299,624

0.08 $

250

101

$ 371,177

$

612,637

0.61 $

350

7225 Restaurants/Other Eating Places
Total Supportable Square Feet
Source: Esri, Camoin Associates
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180,634

225,170

$ 2,474,515

33,776

1,061
12,381

Given this analysis we see that the Village of Waterloo cannot support a full business in any retail category.
However, it is clear that additional retail space could be supported—approximately 12,400 square feet in sum. A
creative approach will be necessary to capture leaking retail dollars. Most simply, businesses could expand their
current offerings, moving to larger spaces. They could also add additional product lines not being met within the
village that incorporate new retail categories. Additionally, businesses could combine multiple retail categories for
multiple streams of income.

Retail Considerations for Downtown Waterloo
According to current retail supply and demand data, the Village of Waterloo local trade area is experiencing minimal
sales leakage. This indicates that residents’ retail needs are largely served by existing businesses in the area, and that
there is minimal need for additional retail.
While there is currently limited demand for “net new” retail in the Village of Waterloo, the infrastructure exists to
create a downtown atmosphere. Moreover, if new housing is developed on the upper floors of downtown buildings
as part of an overall redevelopment plan, demand for retail, restaurants, and services will arise as the downtown
population increases. The presence of non-retail anchors, such as athletic or entertainment facilities, and/or office
space may also drive traffic to and support retail businesses.
Retail activity is evolving every day and it can be a challenge for smaller towns to mitigate the challenges that retail
brick-and-mortar stores face. As ecommerce continues to gain retail market share, concern about “over-retailing”
and the “retail apocalypse” has pervaded communities around the country. To be successful, retailers are
repositioning themselves to navigate the changing shopping environment as retail becomes more “experiential” and
less transaction-based. With online shopping just a click away, consumers need a compelling reason to visit a
physical store. A critical mass of business is vital to draw people from the popular destinations outside of the village
center (the Waterloo Premium Outlets and del Lago Casino in particular). These busineses would have to be
specialty stores; traditional retail will most likely not work as there are options to meet these needs nearby. Working
regionally and ammasing the charm of the regions downtowns (Waterloo in partnership with Geneva and Seneca
Falls) with one unified voice will benefit the region as a whole and each downtown individually.

Consumer Characteristics
As the Village of Waterloo looks to bring additional businesses to downtown, understand the characteristics of its
consumers is vital to success. A market segmentation analysis provides insight into the likely preferences and
behaviors of a community’s residents, based on their demographic and economic characteristics. For the Village of
Waterloo, this analysis is used to understand what types of activities, shopping, dining, and experiences its residents
are likely to enjoy. Market segmentation is based on the concept that people with similar demographic
characteristics, purchasing habits, and media preferences naturally gravitate into the same neighborhoods.
Businesses utilize market segmentation to understand their customers’ lifestyle choices, purchasing preferences, and
how they spend their free time.
Esri’s Tapestry Segmentation System classifies US neighborhoods based on socioeconomic and demographic
composition. Descriptions of all tapestry segments listed below are included in Attachment B. Table 11 shows the
breakdown of the tapestry segments that make up the Village of Waterloo.
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Table 11:ofVillage
of Waterloo
Tapestry
Segments
Village
Waterloo
Tapestry
Segments
Tapestrey Segment

Households Percent

Median
Age

Median
Income

Median Net
Worth

Traditional Living (12B)

695

34.8%

35.5

$

39,300

$

Rustbelt Traditions (5D)

428

21.4%

39.0

$

51,800

$

98,100

Salt of the Earth (6B)

393

19.7%

44.1

$

56,300

$

167,700

Heartland Communities (6F)

392

19.6%

42.3

$

42,400

$

70,900

89

4.5%

54.6

$

38,700

$

112,300

Senior Escapes (9D)

33,900

Source: Esri

The five largest Tapestry segments present in the Village of Waterloo are described below:










Traditional Living is the largest group, making up over a third of the total population. Traditional Living
residents live primarily in low-density, settled neighborhoods. The households are a mix of married-couple
families and singles. Many families encompass two generations who have lived and worked in the
community; their children are likely to follow suit. The manufacturing, retail trade, and health care sectors
are the primary sources of employment for these residents. This is a younger market—beginning
householders who are juggling the responsibilities of living on their own or a new marriage, while retaining
their youthful interests in style and fun.
Rustbelt Traditions are the backbone of older industrial cities in a mix of married-couple families and singles
living in older developments of single-family homes. While varied, the work force is primarily white collar,
with a higher concentration of skilled workers in manufacturing, retail trade, and health care. Rustbelt
Traditions represents a large market of stable, hard-working consumers with modest incomes but an
average net worth of nearly $400,000. Family oriented, they value time spent at home. Most have lived,
worked, and played in the same area for years.
Salt of the Earth residents are entrenched in their traditional, rural lifestyles. Citizens are older, and many
have grown children that have moved away. They still cherish family time, tending to their vegetable
gardens, and preparing homemade meals. Residents embrace the outdoors; they spend most of their free
time preparing for their next fishing, boating, or camping trip. The majority have at least a high school
diploma or some college education; many have expanded their skill set during their years of employment in
the manufacturing and related industries. They may be experts with DIY projects, but the latest technology
is not their forte. They seek face-to-face contact in their routine activities.
Well settled and close-knit, Heartland Communities are semirural and semiretired. These older householders
are primarily homeowners, and many have paid off their mortgages. Their children have moved away, but
they have no plans to leave their homes. Their hearts are with the country; they embrace the slower pace of
life here but actively participate in outdoor activities and community events. Traditional and patriotic, these
residents support their local businesses, always buy American, and favor domestic driving vacations over
foreign plane trips.
Senior Escapes neighborhoods are highly seasonal, yet owner occupied. Many homes began as seasonal
getaways and now serve as primary residences. Nearly forty percent are mobile homes; over half are singlefamily dwellings. About half are in unincorporated and more rural areas. Nearly one-fifth of the population
is between 65 and 74 years old. Most are white and fairly conservative in their political and religious views.
Residents enjoy watching TV, going on cruises, playing trivia games, bicycling, boating, and fishing. They are
very conscious of their health and buy specialty foods and dietary supplements.
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Overall, the Tapestry analysis shows that a majority of Waterloo residents share important preferences. They:










Value time at home, working around the house and in the garden. They also enjoy spending time with
family, a spouse, or alone.
Mostly live in single family homes in semirural, low density neighborhoods.
See TV as the most trusted source of media.
Typically have one or two vehicles per household.
Are cost conscious and look to buy American where possible.
Quite possibly work in manufacturing, retail trade, or health care.
Are mainly from the area or have lived here a long time.
May draw from social security, public assistance or regiment accounts.
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Housing Analysis
In conjunction with drawing retail to downtown Waterloo, drawing new residents will activate the area. By looking
at the changing demographics and completing a housing analysis of the village, we gain insight as to the need,
desire and interest for housing specifically in the downtown area.

Key Findings








Compared to Seneca County, the Village of Waterloo has a building stock that is almost occupied to
capacity. The village has 92% occupied units with only 8% vacancy whereas the county has an 82%
occupancy rate with 18% of units vacant.
Over two-thirds, about 68%, of all housing units in the Village of Waterloo are rental properties. This figure
is larger in Seneca County, where rental units account for 72% of all housing units.
Over the last seven years, the number of vacant units in the Village of Waterloo has jumped nearly 40%, or
51 units. This trend is projected to continue increasing over the next five years. Mitigating the number of
new vacant units and making sure that existing vacant units are put into productive use will be key to
attracting new residents and revitalizing the village’s downtown.
There has been very little housing built in both the county and village since 2010, presumably due to a
declining population and little demand.

Housing stock

Table 12: Housing Occupancy Comparison, 2017

Compared to Seneca County, the Village of
Waterloo has a building stock which is
almost occupied to capacity. The village has
92% occupied units with only 8% vacancy
whereas the county has an 82% occupancy
rate with 18% of units vacant. About a third
of the village’s occupied housing stock is
rental properties, while 68% are owneroccupied units.

Housing Tenure Comparison, 2017
Village of
Waterloo
Occupied Units, % of total units

Seneca
County

92%

82%

Owner-Occupied, % of occupied units

68%

72%

Renter-Occupied, % of occupied units

32%

28%

8%

18%

Vacancy Rate, % of total units
Source: Esri

Table 13 shows trends in housing occupancy over time. There is a general downward trend of occupied units from
2010 to 2022. This is in-line with population decline in the same timeframe (see Demographic Analysis, page 6). And
while owner-occupied units are expected to decrease, the number of renter-occupied units are expected to stay flat
from 2017 to 2022. The Village of Waterloo is expected to gain 64 vacant units in the same timeframe. Overall, the
total housing units is expected to increase minimally at 1.4%.
Table 13: Housing Occupancy, 2010-2022

Housing Tenure, Village of Waterloo
2010
Occupied Units

2017

2022

Percent
Percent
Change
Change
2010-2017 2017-2022

2,039

1,997

1,963

(2.1%)

(1.7%)

Owner-Occupied

1,424

1,357

1,325

(4.7%)

(2.4%)

Renter-Occupied

615

640

638

4.1%

(0.3%)

125

176

240

40.8%

36.4%

2,164

2,173

2,203

0.4%

1.4%

Vacant Units
Total Housing Units
Source: Esri
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Table 14 below, shows the housing stock by type within the village and county. Both the village and county have a
majority of single detached units which comprise about 70% of their housing stock. The remainder, for the village, is
mostly two-unit and five- to nine-unit structures. This differs from the county, which contains more mobile homes
than the village.
Table
14: Housing
in Structure, 2017
Housing
by Unitsby
inUnits
Structure
Village of Waterloo
Number of Units in Structure
1 Detached Unit

Count

Seneca County

Percent

Count

Percent

1,468

69.1%

11,341

70.2%

21

1.0%

199

1.2%

240

11.3%

753

4.7%

3 or 4 Units

87

4.1%

722

4.5%

5 to 9 Units

173

8.1%

481

3.0%

10 to 19 Units

-

0.0%

107

0.7%

3.0%

182

1.1%

1 Attached Unit
2 Units

20 to 49 Units

63

50 or More Units

-

Mobile Homes

71

Boat/RV/Van

-

Total Housing Units

2,123

0.0%

13

0.1%

3.3%

2,359

14.6%

0.0%

4

0.0%

100.0%

16,161

100.0%

Source: Esri

The age of an area’s housing stock is an important indicator because it can provide a high-level estimate of the
quality of the housing stock. Although well-maintained older homes can contribute to the preservation of an area’s
local history and community character, older houses also tend to be costlier to maintain and have more structural
and environmental concerns. In many communities, substandard older housing is often occupied by those residents
that are least able to afford the regular maintenance that an older home requires.
The age of housing stock between the village and the county is somewhat similar, although the median age of
structures is 10 years older for the village. There has been very little housing built in both the county and village
since 2010, presumably due to a declining population and little demand.
Table 15: Housing by Year Built, 2015
Housing by Year Built

Village of Waterloo
Year Built
2010 or Later

Count

Seneca County

Percent

Count

Percent

6

0.3%

163

1.0%

2000-2009

154

7.3%

1,305

8.1%

1990-1999

115

5.4%

1,324

8.2%

1980-1989

178

8.4%

1,799

11.1%

1970-1979

86

4.1%

1,931

11.9%

1960-1969

91

4.3%

1,368

8.5%

1950-1959

409

19.3%

1,654

10.2%

1940-1949

171

8.1%

862

5.3%

1939 or Earlier

913

43.0%

5,755

35.6%

2,123

100.0%

16,161

100.0%

Total Housing Units
Median Year Structure Built

1949

1959

Note: Units built since 2010 are undercounted because 2015 ACS data is based on a sample taken between 2011 and
2015.
Source: ACS 2015 5-Year Estimates
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Rental Rates
Rental rates for renter-occupied units are examined to get a sense of the local rental market. Of the 627 rental units
in Waterloo, most pay between $550 and $699 per month (35% of renters). The next largest segment of renters pays
between $800 and $999, which comprises 26% of all rents paid. It is notable that 23 units pay $1,000 or over in
monthly rent. This indicates that for new rental units that come online, they may be able to garner premium rents if
amenities match or exceed existing market demand in the region.
After examining rental rates online, one-bedroom apartments in the area ranged from $525 to $725, two-bedrooms
from $650 to $825, and three bedrooms between $975 and $1,200.2 Those on the higher end offer amenities such as
hardwood floors and newer appliances. This is generally consistent with the data from the US Census American
Community Survey.
Table 16: Renter-Occupied Units by Rent, 2015
Number
Less than $100

-

0%

$100 to $149

-

0%

$150 to $199

44

7%

$200 to $249

9

1%

$250 to $299

34

5%

$300 to $349

16

3%

$350 to $399

27

4%

$400 to $449

17

3%

$450 to $499

13

2%

$500 to $549

7

1%

$550 to $599

66

11%

$600 to $649

124

20%

$650 to $699

22

4%

$700 to $749

31

5%

$750 to $799

-

0%

$800 to $899

89

14%

$900 to $999

76

12%

$1,000 to $1,249

13

2%

$1,250 to $1,499

10

2%

$1,500 to $1,999

-

0%

$2,000 to $2,499

-

0%

$2,500 to $2,999

-

0%

$3,000 to $3,499

-

0%

$3,500 or more

-

0%

No cash rent
Total
Source: ACS 2015 5-Year Estimates

2

Percent

Information obtained via Craigslist listings.
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29

5%

627

100%

Home Values and Affordability
The median home value is approximately $105,000 in the county and $88,000 in the village. Using these median
values, we calculated estimated mortgage payments and the household income threshold required to support the
mortgage payment. Within Seneca County, to reasonably afford a median valued home, a household would need an
income of over $30,000 to afford the $700 monthly mortgage payment. The median household income within the
county is currently about $49,000, indicating that households that are at the median household income level can
reasonably afford a median valued home.
Within the village, a household should earn $25,000 to reasonably afford a median valued home and support a
mortgage payment of about $600. The median household income within the village is about $44,000, indicating
village residents who are at the median household income level can reasonably afford a median valued home.

Table 17: Household Income Threshold
Village of
Waterloo
Median Price of Home

$

Seneca
County

88,111 $

105,175

10% Down Payment

$

8,811 $

10,518

Loan Amount

$

79,300 $

94,658

Avg Mortgage Payment, 30 Yrs. @5%

$

426 $

508

Est Additional Costs

$

173 $

194

Ave Mortgage Payment, 30 Yrs. @5% w/ Additional Costs

$

599 $

702

Household Income Threshold

$

25,671 $

30,086

Note: Estimated additional costs include private mortgage insurance, taxes, and insurance for comparable
priced houses within each region.
Source: Esri, Zillow, Camoin Associates

We expect that these numbers are conservative because they exclude other home-buying costs such as closing
costs, real estate agent costs, and legal fees. Because housing is largely affordable within the county and village, and
because home ownership is highly valued as an investment and wealth-building opportunity, the case for renting in
the village may be hard to make.
As nearby housing is a necessary component to revitalizing Waterloo’s downtown, there is question whether or not
there exists the population to fill upper story apartments in downtown area. The only growing segment of the
village’s population is those aged 30 to 39 and those 70 to 79. If marketed correctly, housing for these age cohorts
could be targeted.
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Expanding the Residential Market in Downtown Waterloo
The housing market has been largely stagnant over the last decade, a result of a declining population. To induce
housing demand and attract newcomers to downtown, Waterloo will need to push the market beyond its current
offerings and be willing to develop second- and third-story apartment units that are unique to Waterloo. More
downtown residents with disposable income will drive commercial activity in existing downtown businesses and
encourage further business development.
The movement to downtown districts continues among a range of demographics. Towns and villages that can offer
quality housing, amenities, and services within a walkable distance, as well as entertainment offerings, are attracting
individuals and couples who feel more comfortable renting than buying property. The Village’s downtown
revitalization efforts hinge on attracting two demographic cohorts to downtown residential units—those aged about
25-39 AND those 55+. Census projections show that these are the age groups that will grow in Waterloo, and in the
region. In the younger cohort, those aged 30 to 39, are expected to increase, but there is not a corresponding
increase in those aged 0 to 14, which indicates that this increase may be comprised of single individuals or those in
partnerships that are not choosing to have children.
This “older Millennial” generation is driving the demand for high quality apartment units that put them in the heart
of a downtown community like Waterloo. Because of financial realities, including tighter lending policies, high
student loan debt, and putting off marriage and children, a single-family home is unattainable or simply undesirable
for many individuals, even if they have decent full-time jobs.
Therefore, they are looking towards more affordable and realistic options, including apartments or condominiums.
They are willing to accept smaller living space as a tradeoff for greater access to amenities and services located in a
convenient geography, which fits well with the existing urban fabric of Waterloo and the greater downtown
revitalization plans. The same housing characteristics are also sought out by empty nesters looking to downsize and
eliminate property maintenance from their day-to-day, while also seeking a community that offers services and
goods within a walkable range.

Downtown Waterloo Market Analysis - 46

Downtown Hotel Feasibility
This portion of the market analysis studies the supply and demand of the hotel market in the region surrounding
Waterloo. To provide an understanding of the tourism market and potential for a downtown hotel, we examined
lodging rates using Smith Travel Research (STR), which collects hotel and lodging data directly from establishments
within defined market areas, including statistics on vacancy and occupancy, room rates, hotel rating, and revenue.

Key Findings







Of the 14 hotels that participate in the STR surveys, seven were built in the last 25 years, five within 30 to 50
years and two are over 95 years old.
Both the supply and demand in the 10-mile area around Waterloo have increased in the last six years,
supply by 19% and demand by 23%.
Occupancy rates have increased 2% over the last six years. The month of August has the highest occupancy
rate at 83%, whereas January has the lowest at 31%.
Revenue trends over the last six years indicate a 7% increase in the average daily rate from 2012 to 2017. By
month, August brings the highest average daily rate at $122 per night and January the lowest, at $80 per
night.
Trends in visitation over the last three years indicate slightly increasing travel during the weekends, when
tourists are more apt to travel, and slightly decreasing travel during the work week, indicating a slight
reduction in stays for business.

Hotel Market Area
Figure 8 displays the study area for this portion of the report, which is an area within a 10-mile radius of the center
of Waterloo.
Figure 8: Study Area for Downtown Hotel Feasibility Analysis

Source: Esri
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Village of Waterloo Hotel Demand Drivers
The area in and around Waterloo has historic significance, access to recreation, and is close to major destination
attractions (namely the del Lago Resort & Casino and the Waterloo Premium Outlets). However, this does not mean
that there is enough demand to support a downtown hotel in Waterloo. The casino has a 205-room hotel on site
and the outlet mall is within close proximity to Interstate 90 close to other lodging options. One clear next step for
the Village is to determine what it is that sets them apart that will draw people to the downtown.

Existing Supply
There are many hotels around the area in addition to the Del Lago Resort. Within village limits, there are two bed
and breakfasts. Right outside the village to the east are four nationally branded facilities which include a Holiday Inn,
Microtel Inn & Suites, Quality Inn, and Hampton Inn. While these four hotels are not located within the downtown
area, they are roughly two miles from the village center. Because of this existing supply, it suggests any additional
hotel must be created for an audience outside of those looking for a nationally branded hotel.

Area Hotel Room Overview: Supply, Demand, and Revenue
A supply and demand analysis for hotel rooms in the study area was performed using data from STR, formerly
known as Smith Travel Research. STR surveys hotels nationally and globally, some as frequently as every week,
collecting data on occupancy, average daily room rates, and revenue per room. We studied a Trend Report for 2012
through the most recent data available that included data from 14 hotels within the area that have participated in
the voluntary survey. Data from STR is aggregated, so individual hotel performance is not available. Table 18 lists the
hotels within the study area that participate in STR surveys. The total rooms within the 10-mile radius is 1,002 with a
median number of rooms being 69 rooms per facility. Note that only one of the Waterloo hotels participates in the

STR survey. Seven of these hotels are 25 years old or newer; five hotels are 30 to 50 years old; and two hotels over
95 years old.
Table 18: Village of Waterloo Area Hotels Participating in STR Surveys
Village of Waterloo Area Hotels Participating in STR Surveys
Name of Establishment

Location

Class Assigned by STR

Open Date

Rooms

The Gould Hotel

Seneca Falls

Upper Midscale Class

Feb 1920

48

Starlite Motel

Seneca Falls

Economy Class

Jan 1970

20

May 1999

69

Microtel Inn & Suites by Wyndham Seneca Falls

Seneca Falls

Economy Class

Hampton Inn Seneca Falls

Seneca Falls

Upper Midscale Class

Quality Inn Waterloo

Jul 2012

81

Mar 1975

147

Waterloo

Midscale Class

Americas Best Value Inn Geneva

Geneva

Economy Class

Jun 1976

68

Microtel Inn & Suites by Wyndham Geneva

Geneva

Economy Class

Dec 2009

69

Fairfield Inn & Suites Geneva Finger Lakes

Geneva

Upper Midscale Class

Jul 2016

84

Holiday Inn Express & Suites Geneva Finger Lakes

Geneva

Upper Midscale Class

Aug 2014

77

Geneva On The Lake

Geneva

Luxury Class

Jun 1911

29

Days Inn Geneva

Geneva

Economy Class

Mar 1988

60

Ramada Geneva Lakefront

Geneva

Midscale Class

May 1997

148

Belhurst Castle

Geneva

Upper Midscale Class

Jun 1975

47

Hampton Inn Geneva

Geneva

Upper Midscale Class

Jun 2005

Total Rooms
Median Number of Rooms
Source: STR
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55
1,002
69

Definitions
The following definitions are used by STR and in this analysis:






Supply (Rooms Available) - The number of rooms times the number of days in the period. For example,
annual supply would be number of rooms times 365.
Demand (Rooms Sold) - The number of rooms sold (excludes complimentary rooms). For example, annual
demand would be the number of rooms sold times 365.
ADR (Average Daily Rate) - Room revenue divided by rooms sold, displayed as the average rental rate for a
single room.
Occupancy - Rooms sold divided by rooms available. Occupancy is always displayed as a percentage of
rooms occupied.
RevPAR (Revenue Per Available Room) - Room revenue divided by rooms available.

Supply and Demand for Rooms
Between 2012 and 2017, demand outpaced supply
Table 19: Room Night Changes in Supply and Demand, 2012-2017
with supply increasing by 19% and demand
increasing by 23%. This may be a sign of too many
Year
Supply
Demand
total rooms for the market demand, given half of the
2012
306,601
170,170
hotels in the study area were built in the last 25
2013
315,428
174,470
years.
2014
318,746
178,480
Figure 9 shows that hotel demand in the area is
2015
335,070
180,379
strongest during the summer and fall months,
2016
350,526
199,908
peaking in August. Mostly tourism months, this may
2017
365,730
210,020
indicate families traveling for vacation. An increase
in demand during the September and October
% Change in Supply, 2012-2017
19%
“shoulder” season is a tourism industry plus, as these
% Change in Demand, 2012-2017
23%
visitors are often a higher-spending demographic,
Source: STR
for example recent retirees. Overall, there is more
demand by month when comparing 2012 to 2017.
Figure 9: Monthly Trends in Room Night Demand, 2012 vs. 2017
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Trends in Occupancy Rates
Occupancy has fluctuated over the past six year, but overall is up
from 2012 by 2%. For the study period of 2012 through 2017,
occupancy was highest at 57.4% in 2017, and lowest in 2015 at
53.8%.
Occupancy varies by month of the year, Figure 10: Average
Monthly Occupancy, 2012-2017 shows a pattern of occupancy that
rises from 31% in January to its peak at 83% in August, prime
tourist season, before dropping to an annual low with an average
of 31% in January. This is consistent with the data for demand,
which peaks during summer tourist season. Occupancy of 68% and
66% in September and October, respectively, are likely benefits
from autumn foliage tourism.

Table 20: Average Annual Occupancy, 2012-2017
Year

Occupancy

2012

55.5%

2013

55.3%

2014

56.0%

2015

53.8%

2016

57.0%

2017

57.4%

Change, 2012-2017

1.9%

Source: STR

Figure 10: Average Monthly Occupancy, 2012-2017

Table
21: Average
Daily Rate,
2012-2017
Average
Daily Rate,
2012-2017

Trends in Revenue
Room rates have been increasing during the study period, 2012
through 2017. The annual average daily rate, or ADR, has risen from
$100 in 2012 to $107 in 2017, a 6.7% increase. The addition of new
national chain hotel properties has likely contributed to increased rates,
as name recognition, well-understood service and quality levels, and
new facilities can give an operator greater pricing power.

Average Daily
Rate (ADR)

2012

$

100.43

2013

$

103.41

2014

$

105.41

2015

$

106.26

2016

$

105.36

2017

$

107.14

% Change, 2012-2017
Source: STR
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Year

6.7%

Not surprisingly, average cost per night is highest during peak tourism season at a high of $122 in August and a low
of $80 in January.
Figure 11: Average Daily Rate by Month, 2012-2017

Table
22: Average
RevPAR,
2012-2017
Average
AnnualAnnual
RevPAR,
2012-2017
Table 22 and Figure 12 show the average RevPAR values for the
study area. RevPAR measures the revenue generated by the hotel
per available room; it is total room revenue divided by the
number of rooms. All else being equal, higher occupancy rates
will increase RevPAR by generating more revenue. RevPAR will
also increase with higher room rates.
RevPAR increased from $56 in 2012 to $62 in 2017, a 10.4%
increase. RevPAR is highest during the months of July and
August; both room rates per night and occupancy are highest at
that time.

2012

$

55.74

2013

$

57.20

2014

$

59.02

2015

$

57.20

2016

$

60.09

2017

$

61.53

% Change, 2012-2017
Source: STR

Figure 12: Average RevPAR by Month, 2012-2017
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Average Annual
RevPAR

Year

10.4%

Traveler Trends
Data about weekday and weekend hotel visits can indicate differences between business and tourism use. Stays on
business days are more likely to indicate occupancy by a business traveler, and those traveling on the weekends are
more likely tourists. Growth over the last three years is slightly higher for weekend travelers but has overall
decreased for business travelers.
Occupancy rates increased for Thursday, Friday, Saturday, and Sunday night visits. Saturdays experience the highest
increase at 2.5%. Monday, Tuesday, and Wednesday visits are down from 1.0% to 1.5%. This indicates that, while
business travel is slightly decreasing, tourism travel is slightly increasing.
Table 23:
Three
Year Occupancy
(%)Night
by Night
of Stay
Three
Year
Occupancy
(%) by
of Stay
Sun

Mon

Tue

Wed

Thu

Fri

Sat

May 2015 - April 2016

38.6%

47.4%

53.0%

53.8%

52.1%

66.5%

73.9%

May 2016 - April 2017

41.5%

50.2%

56.4%

56.0%

54.2%

70.8%

78.7%

May 2017 - April 2018

40.9%

46.5%

51.8%

52.4%

52.2%

68.2%

76.4%

Change

2.3%

(1.0%)

(1.2%)

(1.5%)

0.1%

1.7%

2.5%

Source: STR

The Average Daily Rate for the last three years has declined for Sunday, Tuesday, Wednesday, and Thursday nights.
Average Daily Rate for these nights has decreased by 0.6% to 2.5%. During that same time, Monday, Friday, and

Saturday nights experienced increases in Average Daily rate, increasing by 0.7% on Mondays to 6.6% on Saturdays.
Table 24: Three Year Average Daily Rate by Night of Stay

Three Year Average Daily Rate by Night of Stay
Sun

Mon

Tue

Wed

Thu

Fri

Sat

May 2015 - April 2016

$ 100.89

$ 94.19

$ 95.55

$ 95.85

$ 98.24

$ 119.95

$ 121.81

May 2016 - April 2017

$ 97.73

$ 93.07

$ 94.21

$ 94.31

$ 95.72

$ 120.84

$ 125.38

May 2017 - April 2018

$ 98.35

$ 94.87

$ 94.92

$ 95.23

$ 96.40

$ 123.71

$ 129.91

Change

($2.54)

$0.68

($0.63)

($0.62)

($1.84)

$3.75

$8.10

% Change

(2.5%)

0.7%

(0.7%)

(0.6%)

(1.9%)

3.1%

6.6%

Source: STR

RevPAR, which factors in both occupancy and room rates, shows similar trends decreasing during the workweek and
increasing over the weekend. RevPAR is up 10.2% for Saturday nights, followed by 5.8% for Friday nights, and 3.3%
for Sunday nights. This is the result of both higher rates and higher occupancy, which together are a positive
indicator for more demand on the weekends.
Table 25: Three Year RevPAR by Night of Stay

Three Year RevPAR by Night of Stay
Sun

Mon

Tue

Wed

Thu

Fri

Sat

May 2015 - April 2016

$ 38.91

$ 44.69

$ 50.65

$ 51.59

$ 51.17

$ 79.73

$ 90.03

May 2016 - April 2017

$ 40.57

$ 46.75

$ 53.13

$ 52.77

$ 51.84

$ 85.60

$ 98.68

May 2017 - April 2018

$ 40.19

$ 44.10

$ 49.15

$ 49.87

$ 50.35

$ 84.38

$ 99.25

Change

$1.28

($0.59)

($1.50)

($1.72)

($0.82)

$4.65

$9.22

% Change

3.3%

(1.3%)

(3.0%)

(3.3%)

(1.6%)

5.8%

10.2%

Source: STR
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Data Sources
Proprietary Data Sources
Economic Modeling Specialists International (EMSI)
To analyze the industrial makeup of a study area, industry data organized by the North American Industrial
Classification System (NAICS) is assessed. Camoin Associates subscribes to Economic Modeling Specialists Intl.
(EMSI), a proprietary data provider that aggregates economic data from approximately 90 sources. EMSI industry
data, in our experience, is more complete than most or perhaps all local data sources (for more information on
EMSI, please see www.economicmodeling.com). This is because local data sources typically miss significant
employment counts by industry because data on sole proprietorships and contractual employment (i.e. 1099
contractor positions) is not included and because certain employment counts are suppressed from BLS/BEA
figures for confidentiality reasons when too few establishments exist within a single NAICS code.

Esri Business Analyst Online (BAO)
ESRI is the leading provider of location-driven market insights. It combines demographic, lifestyle, and spending
data with map-based analytics to provide market intelligence for strategic decision-making. ESRI uses proprietary
statistical models and data from the U.S. Census Bureau, the U.S. Postal Service, and various other sources to
present current conditions and project future trends. Esri data are used by developers to maximize their portfolio,
retailers to understand growth opportunities, and by economic developers to attract business that fit their
community. For more information, visit www.esri.com.

Smith Travel Research
STR (formerly Smith Travel Research) collects hotel and lodging data directly from establishments within defined
market areas including statistics on vacancy and occupancy, room rates, hotel rating, and revenue. The
information is used to highlight market opportunities for future hotels or lodging businesses. For more
information, visit: http://www.strglobal.com/

Public Data Sources
American Community Survey (ACS), U.S. Census
The American Community Survey (ACS) is an ongoing statistical survey by the U.S. Census Bureau that gathers
demographic and socioeconomic information on age, sex, race, family and relationships, income and benefits,
health insurance, education, veteran status, disabilities, commute patterns, and other topics. The survey is
mandatory to fill out, but the survey is only sent to a small sample of the population on a rotating basis. The
survey is crucial to major planning decisions, like vital services and infrastructure investments, made by
municipalities and cities. The questions on the ACS are different than those asked on the decennial census and
provide ongoing demographic updates of the nation down to the block group level. For more information on the
ACS, visit http://www.census.gov/programs-surveys/acs/

OnTheMap, U.S. Census
OnTheMap is a tool developed through the U.S. Census Longitudinal Employer-Household Dynamics (LEHD)
program that helps to visualize Local Employment Dynamics (LED) data about where workers are employed and
where they live. There are also visual mapping capabilities for data on age, earnings, industry distributions, race,
ethnicity, educational attainment, and sex. The OnTheMap tool can be found here, along with links to
documentation: http://onthemap.ces.census.gov/.
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Attachment A : Tapestry Segment Definitions
The descriptions of each segment are based on comparisons with the US as a whole and reflect the
propensity of households within that segment to exhibit certain demographic, lifestyle, and consumer
characteristics relative to the overall population. The percentage following each segment represents the
proportion of that tapestry segment in the US. Age, income, and net worth, and household spending
habits are based on national statistics, and may vary from household to household or region to region
based on geographical or cultural factors. The purpose of this exercise is to compare local consumer
trends to those across the US so businesses and developers not familiar with the Village of Waterloo’s
character areas understand consumer demand in this area.

Segment 12B: “Traditional Living” (34.8%)
Residents in this segment live primarily in low-density, settled neighborhoods in the Midwest. The
households are a mix of married-couple families and singles. Many families encompass two generations
who have lived and worked in the community; their children are likely to follow suit. The manufacturing,
retail trade, and health care sectors are the primary sources of employment for these residents. This is a
younger market—beginning householders who are juggling the responsibilities of living on their own or
a new marriage, while retaining their youthful interests in style and fun.
Socioeconomic Traits:

Average household size is slightly lower at 2.51.


Homes are primarily single family or duplexes in older neighborhoods, built before 1940 (Index
228).



Most neighborhoods are located in lower-density urban clusters of metro areas throughout the
Midwest and South.



Unemployment is higher at 7.3% (Index 134); labor force participation is also a bit higher at
63.4%.



Almost three quarters of households derive income from wages and salaries, augmented by
Supplemental Security Income (Index 139) and public assistance (Index 152).



Cost-conscious consumers that are comfortable with brand loyalty, unless the price is too high.



Connected and comfortable with the Internet, they are more likely to participate in online
gaming or posting pics on social media.

Read More >> http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment57.pdf

Segment 5D: “Rustbelt Traditions” (21.4%)
The backbone of older industrial cities in states surrounding the Great Lakes, Rustbelt Traditions
residents are a mix of married-couple families and singles living in older developments of single-family
homes. While varied, the work force is primarily white collar, with a higher concentration of skilled
workers in manufacturing, retail trade, and health care. Rustbelt Traditions represents a large market of
stable, hard-working consumers with modest incomes but an average net worth of nearly $400,000.
Family oriented, they value time spent at home. Most have lived, worked, and played in the same area
for years.
Socioeconomic Traits:

Average household size is slightly lower at 2.47.
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They are movers, slightly more mobile than the US population (Index 109), but over 70 percent
of house holders moved into their current homes before 2010.



Most residents live in modest, single-family homes in older neighborhoods built in the 1950s
(Index 224).



Nearly three quarters own their homes; nearly half of households have mortgages.



A large and growing market, Rustbelt Traditions residents are located in the dense urban fringe
of metropolitan areas throughout the Midwest and South.



While most income derived from wages and salaries, nearly 31% of households collecting Social
Security and nearly 20% drawing income from retirement accounts.



Budget aware shoppers that favor American-made products.

Read More >> http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment19.pdf

Segment 6B: “Salt of the Earth” (19.7%)
Salt of the Earth residents are entrenched in their traditional, rural lifestyles. Citizens here are older, and
many have grown children that have moved away. They still cherish family time and also tending to their
vegetable gardens and preparing homemade meals. Residents embrace the outdoors; they spend most
of their free time preparing for their next fishing, boating, or camping trip. The majority has at least a
high school diploma or some college education; many have expanded their skill set during their years of
employment in the manufacturing and related industries. They may be experts with DIY projects, but the
latest technology is not their forte. They use it when absolutely necessary, but seek face-to-face contact
in their routine activities.
Socioeconomic Traits:

Due to their rural setting, households own two vehicles to cover their long commutes, often
across county boundaries.


Home ownership rates are very high (Index 133). Single-family homes are affordable, valued at
25 percent less than the national market.



Nearly two in three households are composed of married couples; less than half have children at
home.



Steady employment in construction, manufacturing, and related service industries.



Household income just over the national median, while net worth is nearly double the national
median.



Cost-conscious consumers, loyal to brands they like, with a focus on buying American.



Last to buy the latest and greatest products.

Read More >>http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment22.pdf

Segment 6F: “Heartland Communities” (19.6%)
Well settled and close-knit, Heartland Communities are semirural and semiretired. These older
householders are primarily homeowners, and many have paid off their mortgages. Their children have
moved away, but they have no plans to leave their homes. Their hearts are with the country; they
embrace the slower pace of life here but actively participate in outdoor activities and community
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events. Traditional and patriotic, these residents support their local businesses, always buy American,
and favor domestic driving vacations over foreign plane trips.
Socioeconomic Traits:

Distribution of household types is comparable to the US, primarily (but not the majority)
married couples, more with no children, and a slightly higher proportion of singles (Index 112)
that reflects the aging of the population.


Residents own modest, single-family homes built before 1970.



Retirees in this market depress the average labor force participation rate to less than 60% (Index
94), but the unemployment rate is comparable to the US.



The rural economy of this market provides employment in the manufacturing, construction,
utilities, healthcare, and agriculture industries.



Daily life is busy, but routine. Working on the weekends is not uncommon.



Residents trust TV and newspapers more than any other media.



Skeptical about their financial future, they stick to community banks and low-risk investments.

Read More >> http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment26.pdf

Segment 4A: “Senior Escapes” (4.5%)
Senior Escapes neighborhoods are heavily concentrated in the warmer states of Florida, California, and
Arizona. These areas are highly seasonal, yet owner occupied. Many homes began as seasonal getaways
and now serve as primary residences. Nearly forty percent are mobile homes; over half are single-family
dwellings. About half are in unincorporated and more rural areas. Nearly one-fifth of the population is
between 65 and 74 years old. Most are white and fairly conservative in their political and religious
views. Residents enjoy watching TV, going on cruises, playing trivia games, bicycling, boating, and
fishing. They are very conscious of their health and buy specialty foods and dietary supplements.
Socioeconomic Traits:

Neighborhoods include primary and second homes in rural or semirural settings.


More than one-third of the households are married couples without children; a third are singleperson households.



More than half the homes are single family; nearly 40% are mobile homes.



Three-quarters of all homes are owner occupied, and the majority own their homes free and
clear.



Still actively driving, most households have one or two vehicles



Labor force participation is low, but more than half the households are drawing Social Security
income.



They are limited by medical conditions but still enjoy gardening and working on their vehicles.



They only spend within their means, do their banking in person, and do not carry a balance on
their credit card.

Read More >> http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment43.pdf
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Appendix B: Vision Statement

Downtown Waterloo Market Analysis - 57

This is downtown Waterloo.
Steeped in history, Waterloo is a modern interpretation of a downtown.
Waterloo's eminent place in history as the Birthplace of Memorial Day and outpost on the Erie Canal is
evident in the banner that hangs from the downtown entry way on Main Street. The Memorial Day
Museum continues to engage and delight visitors to the village as they learn about the historical
significance of the village's past.
Downtown Waterloo, which converges at the intersection of Main Street and Virginia Street, offers a
complimentary mix of commercial and residential uses, creating a critical mass of activity that keeps the
village bustling from morning, when residents emerge to grab their morning coffee from the local bakery,
to the evening, when restaurants open their patios to patrons from the village and beyond.
The second and third floor residential apartments on Main Street house a multi-generational
demographic, who take advantage of the many outdoor recreational activities of the Finger Lakes on the
weekends. Young professionals relocate to Waterloo because they enjoy the genuine connections they
make with their neighbors and local businesses, as well as the reasonable commute to nearby
employment hubs. Empty nesters also appreciate the close-knit community and the ability to invite
friends and family to enjoy the sights and sounds of Waterloo. Each cohort specifically sought out the
apartment-lifestyle, liberating themselves from constant property upkeep and locating among other civicminded individuals.
The walkable scale of the neighborhood allows residents to find everyday goods and services within
walking distance of their apartments. They can frequent the local hair salon or acupuncturist and then
stop by the farmers market to pick up local produce from Finger Lakes farmers. The window displays of
commercial spaces on Main and Virginia Streets reflect a range of products that serve the residents of
downtown apartments; however, these stores also attract a clientele of regional visitors who travel from
across the state to discover the historic legacy of Waterloo and stay for the unique entertainment and
charming downtown stroll.
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Appendix C: Building Reuse Analysis
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A VISION FOR DOWNTOWN WATERLOO: Building Re-use Analyses
In partnership with the Village of Waterloo and Camoin Associates, we have studied the implications of Market Analysis findings for the adaptive re-use of key
buildings in Waterloo’s Four Corners downtown historic district.

C

NIA

Each building was previously selected by the Village for detailed “Full Feasibility Studies,” and they are major players in the perceptions and possibilities for
Waterloo’s downtown core. Two are located at the Four Corners where Virginia / Washington (Route 96) intersects with Main Street (Routes 5 & 20). A third
grouping is located on Virginia Street and highly visible to through-traffic from the region. The fourth is located in the rear parking lot of the West Main Block,
where pedestrian amenities improvements are already underway.

VIRGI

We looked to identify how each property could be catalytic in manifesting the findings of the Market Analysis, and bring Waterloo’s downtown statement from
Vision to Reality - with a vibrant, walkable downtown core that includes attractive amenities within the public realm, a high standard of property maintenance,
and a density-encouraging mix of “available, affordable, attractive” residential and commercial units. Our report indicates each building’s suitability for reuse and
redevelopment, including long-vacant upper floors. We have taken cues from the buildings themselves, in order to retain historic character, meet NYS building
code, and contribute to the complete portfolio of leasable residential and commercial units within the Four Corners.
Our past analysis of each building, completed between 2013 and 2016, included:
• Current physical condition and visual-only assessment of structural and historic integrity;
• Issues and constraints involved in NYS or local building codes and accessibility requirements, including occupant load, fire separation and egress (safe
exiting);

A
B

WEST MAIN

• Conceptual sketch layouts that are architecturally feasible in design, function and standards, making the “highest and best use” of each property from a
cash flow standpoint, while restoring historic elements interior and exterior that benefit the community as a whole. Such improvements are suggested
with an eye towards federal and state rehabilitation tax credits that would be available given that the buildings are contributing members of the District
listed on the National Register of Historic Places;

EAST M
AIN

• Facade recommendation sketches indicating improvements that would be historically suitable;

• Communication with current or prospective property owners and investors regarding their goals and capacities;
• Review of the implications of the study’s findings in regional residential and commercial markets, including where Waterloo is at now vs. where it could
head with appropriate tenant recruitment;
• Application of the revised Comp Plan, updated Building Code, IIP master plan and Resident Survey, as well as the Vision Statement developed by Camoin
Associates in partnership with the Village of Waterloo and citizen stakeholders.

D

WASHINGTON

Our 2018 updates have included:
• Updated review of physical condition and any tenant occupancies;

LOCUST STREET

• Preliminary, order-of-magnitude cost estimating that indicates the potential project cost range, as well as a number of factors or phases that may
influence the project’s financial feasibility.

Waterloo’s Four Corners Downtown Historic District

D: 22 Locust Street

A: 1 East Main Street

B: 1 West Main Street

C: The Grange Block

CATALYTIC PROJECTS: Building Rehabilitation + Tenant Recruitment

1 East Main Street

The Grange Block

• Four Corners,
• long vacant and blighting
• Private Investment already underway: anchor tenant + Micro
Enterprise Grant funds
• Ownership in transition

• highly visible, long vacant, and significantly
blighting, these buildings are in danger of
being lost to demolition by neglect
• there are currently Restore NY grant funds
available for complete rehabilitation

22 Locust
1 West Main Street
• Four Corners,
• long vacant uppers, temporary tenants on
first floor - significant space available
• new owner is utilizing NYMS grant funds to
transform adjacent 3 & 5 West Main

• shares the parking lot with the inprogress West Main Block - which is
also the site of significant public space
improvements and new events, such as
the Farmers’ Market
• is one of the few downtown spaces with
sufficient square footage and parking to
accomodate a major draw + production
tenant such as the Craft Beverage
Industry

VISION & REALITY: Moving Ever Closer Together

VISION

Steeped in history, Waterloo is a modern interpretation of a downtown.
Waterloo’s eminent place in history as the Birthplace of Memorial Day is
evident in the banner that hangs from the downtown entry way on Main
Street. The Memorial Day Museum continues to engage and delight visitors
to the village as they learn about the historical significance of the village’s
past. Downtown Waterloo, which converges at the intersection of Main Street
and Virginia Street, offers a complimentary mix of commercial and residential
uses, creating a critical mass of activity that keeps the village bustling from
morning, when residents emerge to grab their morning coffee from the local
bakery, to the evening, when restaurants open their patios to patrons from
the village and beyond.
The second and third floor residential apartments on Main Street house
a multi-generational demographic, who take advantage of the many
outdoor recreational activities of the Finger Lakes on the weekends.
Young professionals relocate to Waterloo because they enjoy the genuine
connections they make with their neighbors and local businesses, as well as
the reasonable commute to nearby employment hubs. Empty nesters also
appreciate the close-knit community and the ability to invite friends and
family to enjoy the sights and sounds of Waterloo. Each cohort specifically
sought out the apartment-lifestyle, liberating themselves from constant
property upkeep and locating among other civic-minded individuals.
The walkable scale of the neighborhood allows residents to find everyday
goods and services within walking distance of their apartments. They can
frequent the local hair salon or acupuncturist and then stop by the farmers
market to pick up local produce from Finger Lakes farmers. The window
displays of commercial spaces on Main and Virginia Streets reflect a range
of products that serve the residents of downtown apartments; however,
these stores also attract a clientele of regional visitors who travel from across
the state to discover the historic legacy of Waterloo and stay for the unique
entertainment and charming downtown stroll.

REALITY

There is a significant, negative difference between the *perceived* market in Waterloo’s
Historic Downtown Core, due to longstanding disinvestment, and the regional, data-supported
potentail market. People, Public and Private will all have to continue to come together and make
generational reinvestments in changing the experience of the Four Corners District.

CONDITION

VISION +
REALITY
(moving ever
closer together)

MARKET

IMAGE
CATALYTIC PROJECTS must begin with
beautification of the public realm and attraction
of new residentail tenants with disposable
income & a desire for community- and placemaking.
THEN, the entrepreneurs will start to come
around the same time that building owners can
afford to have all the facades and storefronts
“white shoe box” ready.

PUSHING FORWARD TOGETHER: Public + Private + People Partnerships

PUBLIC

VILLAGE OF WATERLOO

GRANTS + PUBLIC SPACE:
Gateways,
Pedestrian Pathway from West Main to Vern’s Way,
Creative Crosswalks,
Dempsey Park,
Waterloo Lane

PRIVATE

BUILDINGS + BUSINESSES:

PEOPLE

PUBLIC SPACE + BUILDINGS + BUSINESSES:

INDIVIDUAL OWNER-INVESTORS,
SUCH AS HOWARD FRIEDMAN,
LEE BIEBER, 2X4 (MAIN STREET
SCHOOL) AND NEW RECRUITS

CITIZEN STAKEHOLDERS WATERLOO, LLC

In Progress 		
3 & 5 West Main,
		
Main Street School
Catalytic 		
1 East Main,
		1 West Main

Recruitment + Funds Raising for Waterloo, LLC at
		
22 Locust Street 			
Finger Lakes Craft Beverages & Foods Market
		
Grange Block - mixed-use financial anchors + events social
			
anchor = Finger Lakes Arts & Cultural Center (FLACC)

1 EAST MAIN STREET

INTERIOR RENOVATIONS
OVERVIEW:

The Kending Block is a prominent and historically significant building located at the four
corners. It is highly visible to vehicular and pedestrian traffic. Constructed in 1815 as a
residence, it later served as a bank from 1834 to 1924, at which time it received the storefront
addition along Main Street. Listed on the New York State National Register of Historic Places,
it is a contributing member of the Four Corners Historic District. The two-story masonry
structure is approximately 5,200 square feet of long-vacant space. The first floor was most
recently occupied as a take-out restaurant, with the second floor containing historically
insensitive renovations that were utilized as a sub-par apartment. Because the building is
“landlocked,” with adjacent properties on the two rear corners, and because of the lack of
private parking but the advantage of high visibility, we reviewed the total number of potential
residential units in the Four Corners District against the findings of the Market Analysis and
concluded that recommending upper floor commercial tenancies is aligned with the highest
best use of the building, as well as supported by the regional data. Ownership is currently
in transition, and a local bakery is in the process of securing Micro Enterprise Grant funds to
establish a downtown presence.

OUR PROPOSALS:

All of our recommendations would be suitable for a New York Main Street Grant-funded
project, and have been developed with The Secretary of the Interior’s Standards in mind.
The existing first floor will be reconfigured to create (1) new bakery and (1) new commercial
tenant area, each with a shared, accessible entry and restroom. A new lift will provide access
to (1) to (4) “build to suit” commercial tenant spaces. The existing historic stair and Main Street
storefront will be restored.

2nd FLOOR

COST ESTIMATING:

In 2013, we provided order-of-magnitude construction cost estimates for the purposes of
determining general feasibility of the project, and for pursuing initial funding, tenant and
business-plan development.

CRITICAL ELEMENTS OF ONGOING SUPPORT

These were based on our own experience with a wide variety of recent rehab projects in
different markets, with different levels of restoration. They did not reflect direct owner
involvement and so are not specific in terms of the level of quality for interior and exterior
finishes.
Additional elements that can influence project cost include: construction climate, owner
schedule, pursuit of historic preservation tax credits, access to grant funding, etc.

• PRIVATE:
• base build-out for commercial tenants in the upper floors, and
• local food anchor tenant in the lower floor,
• including accessibility improvements and facade renovations

			
COMMERCIAL BUILD-OUTS: $182,000 - $234,000
(for 5,200 sf, including a bakery / deli and excluding kitchen equipment + dining furniture)
			
			

STOREFRONT AND FACADE WORK: $35,000 - $45,000
LIFT: approximately $35,000

In 2018, when accounting for inflation, changes in the construction climate, and continued
disrepair and disinvestment, we have increased the range to
$330,000 to $400,000

1st FLOOR

• PUBLIC:
• continued grant support from Micro-Enterprise and NYMS or
local facade funds
• PEOPLE:
• tenant recruitment, patronize businesses

INTERIOR RENOVATIONS

RES’L
C&D

OVERVIEW:

The Edmund Gay Block is a prominent and historically significant building located at the four corners.
It is highly visible to vehicular and pedestrian traffic. Constructed beginning in 1841 it has served as
commercial and mixed-use along Main & Washington since. Listed on the New York State National
Register of Historic Places, it is a contributing member of the Four Corners Historic District. The
three-story masonry structure is approximately 7,020 square feet, with long vacant upper floors and
temporary tenants in the first floor commercial space. Due to the configuration of adjacent buildings,
a large portion of the structure is exposed on all three sides, and the rear facade provides access to a
public parking lot with ample supply. In reviewing the Market Analysis recommendations for target
demographics, we recommend residential units on the upper floors, with the addition of an elevator
to attract the 55+ age group. Based on the regional trends in professional and retail spaces, we have
updated the first floor recommendations to include up to (3) commercial tenants. This mixed-use
approach will help stabilize the property and bring attractive residential tenants with disposable income
to the downtown core, thus making 1 West Main Street a catalytic project, especially considering its new
ownership by an investor currently making renovations to adjacent 3 & 5 West Main.

1 WEST MAIN STREET

RES’L
A&B

OUR PROPOSALS:

All of our recommendations would be suitable for a New York Main Street Grant-funded project, and
have been developed with The Secretary of the Interior’s Standards in mind. The existing first floor will
be reconfigured to create (3) new commercial tenant spaces, each with accessible entry on Washington
Street adjacent to on-street parking spaces. A new elevator and stair will provide accessible entrance to
the upper floors, with (2) “gorgeous, market rate” residential units per floor for a total of (4). In studying
the opportunity to fit more than (4) total residential units, we reviewed the findings of the Market
Analysis regional rent and apartment amenity study. While the building may be able to accomodate
up to 6 units ranging in size from 500 to 750 SF, the market indicates that 750 to 1,200 SF is more likely
to attract the desired tenants. Furthermore, the rental draw for units of all size is approximately $100 /
SF, and even the small units must include desirable amenities to achieve that. Thus, we find that more
units actually costs more (each has a kitchen and bath - some of the expensive build-out requirements)
without bringing additional revenue.

2nd & 3rd FLOORS

COMM’L
A

In 2016, we provided order-of-magnitude construction cost estimates for the purposes of determining
general feasibility of the project, and for pursuing initial funding, tenant and business-plan
development.

COMPLETE COMMERCIAL & RESIDENTIAL BUILD-OUT: $800,000 - $1,050,000
(for 7,020 sf, including up to 3 commercial units & 4 residential)
In 2018, when accounting for inflation, changes in the construction climate, continued disrepair and
disinvestment, as well as the desired elevator, we have increased the range to
$950,000 to $1,264,000

• PRIVATE:
• base build-out for commercial tenants on the first floor, and
• gorgeous, market-rate apartments with in-unit amenities
plus
• accessibility improvements and facade renovations

COMM’L
B

• PUBLIC:
• continued grant support from Micro-Enterprise and NYMS
or local facade funds

5 W. MAIN

These were based on our own experience with a wide variety of recent rehab projects in different
markets, with different levels of restoration. They did not reflect direct owner involvement and so are not
specific in terms of the level of quality for interior and exterior finishes.
Additional elements that can influence project cost include: construction climate, owner schedule,
pursuit of historic preservation tax credits, access to grant funding, etc.

CRITICAL ELEMENTS OF ONGOING SUPPORT

3 W. MAIN

COST ESTIMATING:

• PEOPLE:
• tenant recruitment, patronize businesses

COMM’L
C

1st FLOOR

INTERIOR RENOVATIONS
OVERVIEW:

22 LOCUST STREET

This former grocery store is located on Locust Street and shares the same
parking lot as the West Main Block, newly formed Farmers’ Market and Vern’s
Way trail to Oak Island park. It is one of the few properties in the historic
downtown core that can acommodate events in terms of parking and
occupant load. The Market Analysis indicates an opportunity for increased
food service, especially regional / local offerings, in both ‘consumption’
(restaurant / bar) and ‘purchase’ (shop) modes.

OUR PROPOSALS:

Our recommendations would be suitable for a New York Main Street
Grant-funded project. With this being the ‘obvious’ location for a enticing
an events / tourism / draw tenant, we propose a multi-pronged business
plan that utilizes the “Main Street, LLC” model which our firm principal, Rick
Hauser has spoken about across the North East, and for which preliminary
support has been indicated in Waterloo. A small-scale LLC, with a specifically
recruited group of tenant / entrepreneurs, and key investors, could
complete a project of this nature. Two to three tenants would include the
production and consumption of a Finger Lakes Craft Beverage, such as wine,
cider, spirits or beer. The tasting room could include events, concerts and
a restaurant. Separately, on Locust Street, a small market could provide
both “convenience store” items that are not readily available in the historic
downtown core, and more gourmet / local / farm-to-table offerings such as
those found in shops throughout the Finger Lakes.

COST ESTIMATING:

CRITICAL ELEMENTS OF ONGOING SUPPORT
• PRIVATE:
• base build-out plus
• accessibility improvements and
• facade renovations

In 2015, we studied preliminary designs for a range of uses similar to the
above program. We were not, however, commissioned to complete cost
estimates at that time. In 2018, facade & base build-out alone could be in
the range of:

• PUBLIC:
• continued support for RFP process and LLC
formations

BASE COMMERCIAL BUILD-OUT + EXTERIOR RENOVATIONS:
$875,000 to $1,200,000
(for 16,300 sf, including up to 2 commercial tenants plus a production space)

• PEOPLE:
• “put your time and money where your house is,” and
help form, fund and execute on the LLC, plus
• targeted recruitment for the visionary organizers,
crafters and events managers

INTERIOR RENOVATIONS

THE GRANGE BLOCK, VIRGINIA STREET

OVERVIEW:

OUR PROPOSALS:

All of our recommendations would be suitable for a New York Main Street Grant-funded
project, and have been developed with The Secretary of the Interior’s Standards in
mind. The Grange Hall would function as an events center, with first floor shop, gallery
and restaurant. The single-story properties at 29 & 31 are commercial units requiring
facade work. 35 & 37, as two-story buildings, have the potential for commercial first
floors and residential or commercial uppers. The project was awarded a $485,000
Restore NY Grant and the while the current owner has not been able to proceed ,
those funds remain available. The Finger Lakes Arts and Cultural Center (FLACC) would
require significant local support to succeed, and the project may be best suited to a
large-scale, broad-based, LLC with the current property owner retaining a share.

The Grange Block

STR

EET

Public Parking

INIA

Prominent and historically significant, they are visible to significant regional throughtraffic due to their location on the north-south route which continues to the NYS
thruway. The Grange Hall has been long vacant and is in a state of dire disrepair, while
the adjacent four buildings have suffered disinvestment and are under-utilized or
vacant, except for (1) unit with a new and vibrant tenant. Significant structural repairs,
facade renovations and build-outs are required.

Dempsey Pocket Park

VIRG

The Grange Block includes (5) buildings, from 29-37 Virginia Street. The eponimous
Grange Hall was relocated to this site in 1863 by Alonzo Towsley, who was responsible
for the Towsley Block at 2 West Main. Originally constructed in 1826, it has hosted
key historic events such as the 1888 speech by presidential hopeful Belva Lockwood.
The Grange is flanked on both sides by a pair of masonry, commercial buildings, with
single-story units to the south and two-story units to the north. The block as a whole is
bounded by the bank drive-thru on the south and by the Dempsey Pocket Park to the
north.

Future Waterloo Lane parking + parklet

MAIN STREET

COST ESTIMATING:

CRITICAL ELEMENTS OF ONGOING SUPPORT

In 2016, we provided order-of-magnitude construction cost estimates for the purposes
of determining general feasibility of the project, and for pursuing initial funding, tenant
and business-plan development.
These were based on our own experience with a wide variety of recent rehab projects
in different markets, with different levels of restoration. They did not reflect direct
owner involvement and so are not specific in terms of the level of quality for interior
and exterior finishes.
Additional elements that can influence project cost include: construction climate,
owner schedule, pursuit of historic preservation tax credits, access to grant funding,
etc.

COMPLETE REHABILITATION: $1,130,000 to $1,146,000

(for the Grange and 35-37 Virginia Street only)

In 2018, when accounting for inflation, changes in the construction climate, continued
disrepair and disinvestment, as well as the additional two buildings, we have increased
the range to $1,800,000 to $2,000,000

Public Parking

• PRIVATE:
• stabilize buildings before demolition by neglect occurs,
• commence with preliminary work to demonstrate grant progress
and retain funds
37 Vi
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,
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• PUBLIC:
• continued support for RFP process and LLC formations
• PEOPLE:
• “put your time and money where your house is,” and help form, fund
and execute on the LLC, plus
• targeted recruitment for the visionary organizers, crafters and events
managers

Appendix D: List of Prior Planning Materials
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Planning Documents and Programs

Village of Waterloo Comprehensive Plan DRAFT – June 2017

Village of Waterloo Downtown Needs Assessment – October 2012

Oak Island and NYS Department of Transportation Site Development Concepts – 2007

Canal Corridor Economic and Market Analysis – March 2003

Town & Villages of Seneca Falls and Waterloo LWRP – 2004
Public Space Documents

Crosswalk Design Concepts – June 2018

Bike Rack Locations – June 2018

Waterloo Lane Concept (24 Virginia Street) – April 2018

Proposed Wayfinding Signage – December 2017

Waterloo, NY Development Map – January 2016

Waterloo Context Map

Village of Waterloo Streetscape Enhancements Phase II

Village of Waterloo NYSM Streetscape Enhancements

Downtown Revitalization Map
Building Reuse Analysis

1 West Main Street – February 2017

33-37 Virginia Street Restore New York Grand Submission – October 2016

22 Locust Street Study – February 2016

1 East Main Floor Plan Options – February 2016

Virginia Street Study – May 2015

Bieber Properties (redevelopment recommendations) – April 2015
Building Façade Drawings

Waterloo, NY Development Map (overview of entire downtown) – April 2016

Waterloo Village Hall – February 2016

Art Boards (January 2016) with Façade Renderings of:
o West Main Street
o East Main Street
o LaGrange Block
o 22 Locust Street
o 38 Washington Street
o 14-18 East Main Street

3-11 West Main Street – August 2015

1 East Main Street (Bakery & Deli) – May 2015

7-9 West Main Street (Water Gallery & Bistro) – May 2015

29-31 Virginia Street – May 2015

35-37 Virginia Street – May 2015

33 Virginia Street – May 2015

7 East Main Street – May 2015

19 W Main Street – May 2015

Portfolio Map (overview of entire downtown) – May 2015

7 East Main Street (Stan’s) – March 2015

19 West Main Street (Café) – March 2015
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