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SECTION 1.0 — EXECUTIVE SUMMARY

This report presents specific strategy recommendations for downtown Rogers City, and practical
recommendations designed to add jobs for working families in the local market. The main emphasis is
on identifying market opportunities for new business, with specific strategies for helping strengthen the
downtown’s mix of businesses and shopping choices. A variety of related topics is also discussed in this
report, like marketing, best business practices for merchants, facade and store signage and building
formats.

If approved, the Wolverine Clean Energy Venture (WCEV) will serve as an economic catalyst by
providing 100 full time equivalent jobs, with trickle-through benefits that should help create an
additional 77 local jobs. However, the city’s economic future is not solely dependent on the plant’s
success, and the city should pursue a variety of initiatives designed to promote economic growth. This
includes having a clear plan for the traditional downtown district and for managing future growth
along the Highway 23 corridor.

Key recommendations are presented in graphical and tabular formats within the attached Section 2
(Strategy Tables, Brochures); and supplemental materials are provided in the attached Section 3
(Supplemental Strategy Materials). A summary of the most salient strategy recommendations is
provided as follows:

U Rogers City should focus on attracting a second grocery store to the market, which will offer
price competition and help intercept the export of expenditures to Alpena and Cheboygan and
encourage more cross-shopping among local stores and businesses.

U Rogers City should focus on attracting a several anchor-type stores that would add jobs, fill
some clear market gaps and also help intercept shopper export. These include with a full-line
family apparel store; craft/hobby/fabric store (like JoAnn Fabric or Ben Franklin Crafts); and
general merchandise (like Pamida or Big Lots).

U Other retail categories are also supportable in the market, including shoes, office supplies,
books, specialty wine/cheese shop, and appliance store. The majority should be filled by
independent merchants or local franchise operators. A list of supportable categories is provided
in Exhibit 2.2, attached.

U If logistically possible, Rogers City should focus on filling vacancies in Mariners Mall, recognizing
that unfavorable rent terms could make this difficult. Purchasing the mall is an alternative, but
that would also depend on cooperation from its owners.

U The city should focus all downtown investment as close to the Downtown Core as possible,
which is represented by the intersection Third and Erie Streets. Three properties should be
targeted, including a) securing tenants for Mariners Mall (see Exhibits 2.4 and 2.5); b)
redeveloping the vacant lot next to the Old Brooks Hotel (see page 19 of this report); and c)
restoring the Standard Station (page 20).

U After focusing on the Downtown Core, the city should continue with other initiates within the
Downtown Main Street district. Services occupying retail space originally intended for
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traditional merchants should be asked to relocate elsewhere within the downtown. The mix
should be improved with actual retail stores offering books, hobby shops, sports memorabilia,
and office supplies, etc (see Exhibit 2.6).

U Long-term retention of existing businesses should be addressed, and retail opportunities should
be filled by expansions among existing establishments wherever possible. Examples include
Rygwelski’s IGA and Port ‘O Call Party Store. Gauthier Spaulding could reopen a downtown
store and Nowicki’s could re-open with a counter in a new green grocery. Locally seeded
businesses like Craftsman Specialty Supply and Nature’s Echo Soap could open stores in the
downtown.

U The city should strive to connect traffic along Highway 23 with the downtown district by
directing visitors along Erie Street. This can be done by significantly improving the Highway 23 /
Erie Street Intersection and adding impactful wayfinding to direct traffic east toward the
waterfront (see Exhibits 2.1, 2.12 and 2.13). Future retail investment along both Highway 23
and Third Street should be focused as close to Erie Street as practical.

U A development plan should be prepared for key properties along Highway 23, particularly on
the west side of the street and north of the Lynch auto dealership. The plan should address the
long-term possibilities of interest from big-box retailers, national chain motel brands and fast
food restaurants. An attractive plan that accommodates stores like Pamida, Ben Franklin or
JoAnn Fabric could actually help the city attract them. The location is not preferred over
Mariners Mall, but is the next best viable solution (see Exhibits 2.9, 2.10 and 2.11 — Highway
23). Collaboration with Rogers Township is recommended in planning for the future along this
important commercial corridor.

U The city should consider purchasing the Vogelheim property and land-banking it for long-term
development of a) a community recreation center with a gym and pool; b) meeting space that
can accommaodate special events; and ¢) condominiums and private/public marina. This vision is
not an economic catalyst for the downtown, but is intended to ensure that this unique
waterfront property is developed to its highest and best use while remaining publicly
accessible(see Exhibits 2.15 and 2.16 — Waterfront Strategy).

U Local housing developers should diversify the mix of choices being made available to new
buyers and renters, and should consider multi-family formats in locations that can be directly
linked to Lake Huron (see Exhibit 2.17 — Urban Housing Strategy) and the non-motorized trail.

U Other economic growth and job opportunities not directly connected to the downtown are also
detailed in Exhibit 2.2, and include a) an age-in-place assisted living facility; b) seasonal outdoor
family fun center; c) day care center; and d) tourism-based R.V. Park.

Local stakeholders have demonstrated considerable enthusiasm for WCEV, and this energy can be
harnessed to help propel these other initiatives along. In following the recommended strategy,
stakeholders can help pave the way for future investment and transform Rogers City into an
economically viable community. However, this will also depend on collaboration with a positive team
spirit; conducting the necessary due diligence; and projecting a business and community atmosphere
that is clearly welcoming to visitors and outside investors.
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SECTION 2.0 — MARKET OVERVIEW

Rogers City is located in Presque Isle County in the northeast portion of Michigan’s mainland, and
along Lake Huron’s western shore. The city is mainly accessed by visitors from Highway 23, which also
connects the Sunrise Side region from East Tawas north to Cheboygan. Highway I-75 is the nearest
interstate, and is located about an hour (40 miles) to the west and accessed by Highway 68 through
Onaway.

The State of Michigan is currently struggling through a tough economy and striving to diversify from its
prior over-dependence on automotive related manufacturing. The entire United States recently
weathered an economic recession, with early signs of a slow recovery apparent in the last quarter of
2009. Unemployment rates in Michigan jumped from 7% between 2003 and 2008 to 15% by late 2009.
It took 18 months for unemployment to peak (see Exhibits H.5 and H.6), and will take two years before
it recovers to pre-recession levels. Future recessions are probable, following a roughly 10-year cycle.

In this environment, Presque Isle County’s largest employment sectors are retail trade,
accommodations and food service, health care, government, construction, and manufacturing (see
Exhibit H.11). Rogers City is dominated by Carmeuse Lime and Stone and related calcite and mining
operations (see Exhibit D.4). Unemployment rates fluctuate considerably between seasons, with
remarkable swings from about 7% in the summer of 2008 to 24% last winter (Exhibit H.10) and during
the worst of the recent economic recession. The market’s economic profile is addressed in more detail
toward the end of this narrative report.

Even with its tough economic climate, Rogers City offers its residents and businesses with an attractive
alternative to “downstate” big city life. In a recent open-ended, essay-style community questionnaire,
participants listed the area’s quality of life, scenic living and pristine environment among its most
valued attributes. The city’s recreational resources, and particularly the Huron-Sunrise Trail System,
also received high praise. Finally, having local acquaintances and the general friendliness of the local
population was also frequently mentioned (Exhibit E.8).

Although residents value the quality of life in Rogers City, they are unhappy with some of their
shopping choices. Local businesses are competing directly with Cheboygan to the north and Alpena to
the south, both of which are larger cities within a one-hour riving distance. Both cities pull Rogers City’s
shoppers to various regional malls, big-box stores and national chains stores, with Alpena being slightly
closer (38 v. 41 miles) and seeming to be the more popular destination. This report provides practical
strategies for adding local retail choices that will help intercept shopper export.
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SECTION 3.0 — GENERAL RETAIL CONCEPTS
Introduction

This section of the report addresses a few retail concepts that directly pertain to unique circumstances
in Rogers City. It includes a discussion of retail draw and the expected contributions by visitors and
tourists. It then explains how relatively small communities can compete with larger destinations. The
price v. value pendulum is explained to demonstrate the motives behind shopper export to Alpena and
Cheboygan. The concept of intercepting export by offering residents with more merchandise choice
and price competition is introduced.

These are all important when reviewing the following strategy recommendations presented in this
report. In particular, we are highly recommend that the city focus its recruitment efforts on attracting
another grocery store, plus other basics (apparel, office, and craft/hobby supplies) that will help

a) intercept shopper export; b) build local shopper loyalty; ¢) encourage local cross-shopping; d)
motivate price and merchandise adjustments among existing retailers; €) complement the established
retail mix without putting any valued merchant out of business; and f) develop a regional reputation as
a good shopping destination.

Market Draw

With that introduction, local residents should be expected to contribute an average 70 percent of retail
sales for local businesses and merchants, with some seasonal fluctuations. Visitors could represent as
little at 10% during months of little tourism activity, and as much as 40% of sales during the peak
tourism months. Visitors can be particularly important for entertainment venues (theaters, museums,
go-karts, mini golf, etc.); gift, art and novelty shops; traveler accommodations (motels) and
restaurants.

Destination stores in the automotive dealership and home furnishings categories could have a much
larger geographic draw throughout the year. In comparison, categories like home improvement are
more likely to rely on the resident population for the majority of sales. These market dynamics
between various retail categories were carefully considered in the analysis and development of the
strategy recommendations.
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Household, Business Basics

When developing market recommendations for relatively small, remote communities, we tend to focus
first on the wants and needs of their resident shoppers, and target visitor attractions only after local
needs have been met. We rarely recommend that downtown be comprised mainly of gift, art, jewelry
and novelty stores (hand blown glass, fudge, collectibles, etc.). Rather, we tend to emphasize the
importance of household and business basics, beginning with what is needed to cloth, feed and shelter
our families.

Small communities like Rogers City can compete by offering a high quality of life and traditional
downtown environments that are enjoyable; that convey a sense of arrival, place and community
identity; and that provide basics to support household and business needs. In larger urbanized
markets, shoppers are able to find all of the basic essentials for running a household or business, and
these essentials tend to fall into the categories of a) groceries; b) pharmacies; c) office supplies; d)
hardware and repair; and e) apparel. These categories are often missing in smaller markets,
particularly if shoppers are exporting their expenditures to larger retail destinations.

Balancing Price and Value

Consumers have specific expectations from the retailers and are constantly testing the price v. value
pendulum. If retailers have prices set too high and the values seem to low, and if they fail to correct
the pendulum to meet changing customer expectations, then sales can suffer.

It is not unusual to see a grocery store in a market that lacks competition to raises prices under the
assumption that local residents are captive customers. Of course, they may also feel that the higher
prices are justified to offset higher distribution costs to relatively remote locations. However, savvy
shoppers quickly notice the imbalance and begin seek alternative choices - even if it means long drives
to competing markets like Alpena and Cheboygan. Worse yet, they will decide to make other shopping
choices in that competing market, rather than return to their home town for other conveniences. For
Rogers City, gasoline purchases are the classic example.

Meanwhile, local residents might continue shopping the local grocery store, but the total ticket or cart
sale can be significantly less for each shopper visit. Over time, the grocery store may conclude that
there is insufficient market demand for the full spectrum of potential merchandise and stops stocking
its shelves, reduces staffing and postpones remodels, contributing to its own downward spiral.
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Inversely, if retailers have the price and value scale balanced property, and if they strategically
advertise coupons and bargains on few popular items (gallons of milk, bananas, fresh French bread,
etc.) while offering a broad spectrum of modern merchandise, then they can win the loyalty of local
residents. These residents become frequent shoppers and reward the store by purchasing more of
their household and business needs at the establishment, and total ticket or cart sale increases for
each shopper visit. Better yet, the shopper decides to stay in town for that entire day of shopping, and
cross-shops other local businesses and conveniences. Everyone wins, including downtown merchants.

Other Shopper Influences

Shopper choices and perceptions of value can also be heavily influenced by good service levels and
convenience. A variety of related factors include parking; illumination and perceptions of safety and
hours and seasonality of operation. In traditional downtowns particularly, shoppers might also seek
opportunities for social networking; pedestrian amenities and walk-ability; ambiance, sense of place
and arrival; and nostalgia with a sense of community history and pride. Retailers know that these are
important, so will deliberately choose locations that offer amenities.
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SECTION 4.0 — LOCAL MARKET CONSIDERATIONS
Introduction

This section of the report provides a brief summary of stakeholder input and explains the concept of
retail “need” when addressing the opportunity for a grocery store competitor. Other important topics
are also addressed that pertain directly to the unique Rogers City market, including the role of
government buildings in attracting businesses to the downtown; the importance of business retention;
and best business practices that should be followed by all businesses, including downtown merchants.

Stakeholder Survey Results

Rogers City’s businesses and merchants have received many compliments from survey participants on
friendliness (which parallels good service) and cleanliness; but many complaints about high prices,
poor merchandise selection, short hours of operation, and seasonality. The most commonly cited
complaints include a) inadequate merchandise selection; and b) high prices (see Figure E.6).

On the survey questionnaires and during two public meetings and phone interviews with key
stakeholders, planning-related concerns like parking, traffic, pedestrian access, wayfinding,
illumination and walk-ability, were seldom mentioned if at all. However, many of these same
stakeholders are already actively involved in the future of their community and may already be aware
of the city’s numerous initiatives to improve the local quality of life and downtown environment
(Figure 3.9).

Grocery Store “Need”

Results of a supply-demand and gap model indicated marginal opportunity for additional grocery
stores in Presque Isle County. However, the model is only one of several tests used to gauge the true
market opportunity, and we agree with local stakeholders that there is a real need for a second grocery
store in Rogers City, for several reasons:

U Local resident shoppers and stakeholders have consistently complained about Glen’s high
prices and poor choice in merchandise selection. A second grocery store is needed to
provide healthy competition and hopefully induce more competitive pricing and
merchandising throughout the market.

U Since local shoppers are not finding what they want and expect at Glen’s, they are making
more trips to Alpena and/or Cheboygan. A second grocery store in downtown Rogers City
would help intercept these trips, which in turn would encourage cross-shopping and ideally
build more loyalty to local stores.
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U Grocery store anchors can help attract complementary types of businesses like specialty
food stores and other conveniences. If another tenant is attracted into Mariner’s Mall by
the grocery store, then this would fill those vacancies, helping to reduce the perception of
retail fragmentation; strengthen the Downtown Core; and attract additional merchants.

In considering the possibilities for another grocery store in Rogers City, it is important to acknowledge
that Rygwelski’s IGA is located just a few blocks south of the Downtown Core. We do not want Rogers
City to lose this valued business to new competition, so are recommending that Rygwelski’s relocate
and expand into the Mariner’s Mall, filling that role and market need. Alternative brands could include
a Gordon’s Food Market, Aldi or Sav-A-Lot.

Government Buildings

The Presque Isle County and Rogers City Administration Buildings play important roles in attracting
business to downtown Rogers City, and their presence have helped fill professional space along Third
Street. Daytime workers at the county building enjoy the downtown’s restaurants and conveniences
like banks and insurance agencies. Other categories like attorney office, accounting services and title
companies have a more direct symbiotic relationship with county functions. In Rogers City, we noted
over 20 businesses along Third Street that fall outside the genre of traditional merchants, but
collectively benefit from the convenient locations near the county and city buildings:

Non-Retail Services Leveraged by Government Functions:
U Kowalski Insurance Agency

Heidemman Law Offices

Presque Isle Title Company

Burtch Attorney at Law

Vogler & Nelson Attorneys at Law

Rogers City Post Office

State of Michigan Dept. of Human Resources

State Farm Insurance

Calcite Credit Union

Independent Bank

Regal Financial Group

Kieliszewski, CPA

Presque Isle County Insurance

Great Lakes Realty

Presque Isle County Advance News

Probation & Parole Office

Thunder Bay Accounting

Edward Jones Financial Advisors

CcoCoCCoCoooooooooooCC
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U Rye Agency, Inc.
U Huron Shores Abstract & Title
U City Administration Offices

Numerous other cities throughout the U.S. have made the mistake of allowing county and/or city
functions to relocate out of the downtown core. They are usually tempted by the idea of having a
larger and more modern facility, and by the affordability of land in outlying locations. Unfortunately,
the loss of daytime workers, visitors and cross-over shoppers can be devastating for downtown
districts. For this reason, the county’s dedication to Rogers City, and the city’s loyalty to its own
downtown should also be valued and applauded.

Business Retention

The market strategy emphasizes the importance of business retention in downtown Rogers City (see
Exhibit 2.1). This is the time to celebrate the efforts of businesses that have been loyal to the city and
its downtown, including:

U Independent merchants occupying traditional retail space, including Domaci Gallery, R.C.
Home Furnishings, Tradewinds Bakery, the Painted Lady, Plath’s, Hallmark, McLean’s
Pharmacy, Richard’s Clothing, Grulke’s Hardware, Rogers City Theater and a new Athletic
Center.

U Established national chain retailers that have been loyal to the Downtown Core, and
particularly Family Dollar, Hallmark and Radio Shack.

U Other brand name chains that have been loyal to the Third Street corridor and that help
draw traffic into the downtown, including the Chrysler-Plymouth-Dodge Dealership, Napa
Auto Parts, Culligan Water, Calcite Credit Union, and Independent Bank.

U Other local favorites on Third Street that also help generate repeat visits, including John’s
Plumbing, the Lighthouse Restaurant and Nautical Lanes, Karsten’s Restaurant, the
Driftwood Motel, Water’s Edge Restaurant and Black Bear Café.

U Non-retail destinations that are also demonstrating their support for the downtown,
including the county courthouse, city administration and police departments, public library,
post office, Advance newspaper, Maritime Lore Museum, Community and Senior Center,
and Habitat for Humanity.

For additional perspective, attached Exhibits E.1 through E.5 demonstrate the number of times that
specific retailers in Rogers City were mentioned during the community questionnaire. Among the
downtown merchants, the stores mentioned most often include the Painted Lady, Karsten’s
Restaurant, Black Bear Café, Lighthouse Restaurant, Water’s Edge Restaurant, Plath’s Meats, Grulke’s
Hardware, R. C. Home Furnishings, Radio Shack, Family Dollar, Richard’s Clothing, Domaci Gallery, R.C.
Theater and Hallmark Gifts. Again, it is important to acknowledge these stores and applaud their
success at winning the hearts (and hopefully the pocketbooks) of local shoppers.
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Best Business Practices

This brief section of the report simply explains that the occasional closure of a few downtown
merchants does not necessarily mean the that community has “failed”; that it isn’t successful; or even
that there isn’t sufficient demand or opportunity for a future business in that same category. As
merchants, running a small downtown business can be a challenging endeavor, and many variables can
influence their success. Here are just a few considerations:

U Some merchants are running businesses as little more than hobbies or pastimes, and may be
slack in maintaining reliable business hours, rotating merchandise or keeping up with
appearances.

U Some merchants simply are not good business managers, and may fail individually on financial
matters like tracking inventory, filling new orders, managing staff and balancing books.

U Some merchants may miss the mark on service levels and may alienate customers without even
realizing it.

U Some merchants might not understand the importance of cross-marketing, maintaining
customer lists, window displays and selling online.

U Some merchants may not be prepared to deal with life changing events that can take a sudden
and dramatic impact on their time and energy. Some may move away or relocate for personal
reasons.

U Some merchants are unable to adapt to changing trends and continue stocking out-dated
merchandise that does not meet the wants or needs of modern and savvy shoppers.

U Some merchants are more vulnerable to economic cycles and should be expected to contract
when unemployment rises, and expand when unemployment falls. Examples include fashion
accessories, home furnishings and novelty shops.

U Some merchants simply don’t consider the market gaps and opportunities before opening a
business that seems redundant in the market.

Any and all of these factors can contribute to turn-over in a downtown. After being vacated, available
tenant space should be property “staged” to attract a new merchant, similar to how residential
realtors recommend that houses be staged to help potential buyers visualize the space. Here are some
specific suggestions:

U Display windows should remain exposed with lights on and new fixtures (curtains, blinds);
The property should be maintained with sidewalks swept, windows washed, etc.;
All merchandise and obsolete equipment from the prior occupant should be removed;
The interior space should be spotlessly clean;
Signage from the prior tenant should be removed and replaced with a temporary but attractive
sign saying “Your Business Here”;
Attractive merchant props should be added to stage the area with chairs, rugs, tables and lamps
visible in front of the bay windows; and
U For-lease / for-sale signs should be clearly displayed with brokers readily available for showings.

cocc

c:
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In addition to these considerations, every merchant reading this report is asked to also review and
consider the attached Exhibit 2.10, which provides a summary of Best Business Practices. This is
followed by Exhibits 2.11 and 2.12, which present recommended marketing tasks for the county and
city leaders.

Economic Growth Initiatives

As summarized in Exhibit 3.9, the city has undertaken a variety of initiatives, with an emphasis on
economic growth, new business recruitment and incentives. To further address these needs, the
strategy recommendations presented in this study focus on identifying market gaps and opportunities
for attracting new retailers, businesses and services. We also considered the unique attributes of the
entire DDA, the Third Street commercial corridor; traditional Main Street District that pivots around
the intersection of Third Erie Streets; and the Highway 23 corridor.
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SECTION 5.0 — LOCATION STRATEGY

Introduction

This section of the report begins to focus mores specifically on recommendations that are geographic
and spatial, with considerations for site selection, location analysis and strategic considerations like
clustering, critical mass and adjacencies. Consciously or not, these factors can all be felt to varying

degrees by shoppers, visitors, developers, investors and tenants in the market.

The Role of Erie Street

The explanation of the optimal market strategy for Rogers City begins by highlighting the importance of
Erie Street in connecting Highway 23 with the Downtown, as highlighted in Exhibit 2.1. Erie Street is
important because of its following attributes:

Erie Street Attributes:

U Itis the physically the shortest route from Highway 23 to the downtown;

U Italready has stop lights at both Highway 23 and Third Street, which helps calm traffic and slow
passengers down for potential advertising exposures;

U Itis the focal point for most of the downtowns largest and most popular merchants, including
Family Dollar, Radio Shack, Tradewinds Bakery, the public library, post office, the Painted Lady,
Plath’s Meats, Black Bear Café, R.C. Home Furnishings and Hallmark;

U Itis the focal point for national chain retailers along Highway 23, including Glen’s Market, Do-It
Center, Dollar General, Ace Hardware, Lynch Ford-Mercury and Rite Aid, most of which help
generate repeat shopping activity;

U Itis the direct connector from Onaway via Highway 68; and

U It provides scenic views of Lake Huron for east-bound traffic headed into the downtown.

Erie Street Priorities

When considering the optimal land use strategy within Rogers City, it is important to understand the
role of Erie Street as a connector between the city’s two important shopping destinations. As a default,
commercial properties along Third Street, Highway 23 and Erie Street should take priority over others.
Furthermore, properties nearest to Erie Street should have priority over commercial properties in
relatively removed locations. The goal is to cluster new development as close to Erie Street as possible,
so it can be leveraged to draw cross-over business and shopper traffic into the downtown.
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Exceptions will arise, and some good judgment is needed when comparing these recommendations
with the city’s future land use and zoning maps. For example, an assisted living senior care facility
would be better located proximate to medical services; and construction, excavating and machining
types of business would be more appropriate in the industrial park.

The Downtown Core

The attached Exhibit 2.4 emphasizes the importance of the being able to identify a downtown “core” in
the shopping district, and a Main Street District. The core may also be described as the center of
gravity or pivot-point around which the largest and most popular merchants are clustered. It is usually
identified by the intersection of two most important access roads, and in the case of Rogers City, this
includes Third and Erie Streets. Third Street is the corridor that most downtown businesses face onto,
so should be an obvious choice. Erie Street has been identified for a number of reasons which were
explained earlier in this report.

Identifying a retail core is important for a number of interrelated reasons. First, it should be used to
help decide and manage the allocation of limited resources, time, human effort and energy,
particularly when trying to fill vacancies, recruit investment and catalyze new development. If Rogers
City is challenged in deciding how to allocate limited time and money and resources, priority should be
given to the projects that are most likely to benefit retailers clustered around the downtown core. To
be clear, splitting the pot between numerous project scattered along the length of Third Street would
be less impactful and less efficient.

Focusing on the downtown core also emphasizes the importance of synergies that can be realized from
clustering and critical mass. Businesses tend to thrive when they are clustered together with critical
mass and short walking distances that encourage cross-shopping. In comparison, businesses scattered
or fragmented along a longer commercial corridor are less impactful and more difficult to shop.

Focusing on the downtown core also recognizes that economic benefits from investment tend to
radiate outward. Businesses will naturally want to cluster as close to the successful core as possible,
and benefits from shopper traffic will percolate outward to adjacent properties, particularly along
Third and Erie Streets. In other words, investment and business recruitment should be physically
impactful and geographically concentrated. In comparison, if investment is scattered along a corridor,
then the results are not only less clear and impactful, but also less efficient.
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The Main Street Concept

With the concept of identifying and promoting a Downtown Core firmly in place, there are similar
benefits to delineating a clear Main Street District. A clear Main Street District for Rogers City is
particularly important because of the large physical size of its existing commercial corridor along Third
Street, which is fragmented by vacancies, curb cuts, private parking lots and houses originally intended
for families instead of businesses. Delineation of the Main Street District can be partly accomplished
with effective wayfinding and downtown brochures.

Main Street districts are usually identified by the physical attributes of existing structures, parking and
consistency in the built environment. In general, Main Street districts usually share these
characteristics:

u
G

5

They include traditional, historical buildings that are two-levels with brick exterior materials;
Physical fragmentation is minimal, meaning that there are few parking fields, curb cuts or
vacant lots between the buildings;

Buildings have a consistent set-backs from the street or sidewalk and vast majority are built
right up to the sidewalk;

The majority of buildings were originally constructed for retail uses at the street level, with very
few single-family houses included in the mix;

Buildings tend to mirror each other in height and scale on both sides of the main street, rather
than two-level buildings on just one side of the street; and

They include on-street parking, ideally angle parking where available, plus parking behind the
buildings.

For Rogers City, the Main Street District includes the following delineated area: south to include Rogers
City Home Furnishings (west side of the road) and Rye Agency (east side); and north to include Grulke’s
Hardware (west side) and the post office (east side). Excerpts from the city’s future land use maps
displayed in Exhibits 2.1 and 2.3, also demonstrate the approximate size of the Main Street District.
This district could contract or expand in any direction over time, depending on new investment and the
quality and types of new tenants.

After focusing on facilities and properties that clearly pivot around the Downtown Core, other
properties within this Main Street District should take second priority in the allocation of the city’s
limited time, money and other resources. To be clear, retail properties in the Main Street District take
precedence over new retail developments along a) Highway 23; b) other commercial segments of Third
Street; ¢) downtown side or perpendicular streets; d) the Lake Huron Waterfront.
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Most traditional merchants should be steered toward the traditional downtown district. The goal
should be to cluster all traditional merchants in the Main Street District as much as possible. Non-retail
categories of business and services should also be located along Third Street and may also be within
the Main Street District. They should not occupy traditional merchant space, and instead should be
steered toward the following:

U Upper level space above street front retail;

U Single-family detached house that have been zoned for commercial use; and

U Street front space that clearly has the format and style of professional offices and would not be

conducive to traditional merchants.

This approach will help minimize the risks retail fragmentation while helping traditional merchants
cluster together and leverage synergies from proximity and critical mass. For further clarification, the
inventory detailed in Attachment B identifies the buildings along the entire commercialized length of
Third Street that would be most appropriate for office space, non-retail professionals and services.

Focusing on the downtown core and Main Street district means that all space intended for traditional
merchants should not be occupied by services and other non-retail types of businesses. Specifically,
spaces currently occupied by Vital Care, Rye Agency, Wolverine Power Cooperative, Hospice of Rogers
City and the Presque Isle Title Company would serve the other downtown merchants better with stores
that encourage discovery types of shopping, like hobby and crafts, books, musical instruments, etc.
Additional recommendations for various facilities and properties along the entire Third Street
commercial corridor are provided in the attached Exhibits B.1 through B.13.
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SECTION 6.0 — GAP and OPPORTUNITY

Introduction

This section of the report hones in on the actual market and strategy recommendations for Rogers City,
and addresses the implications for specific geographic areas, including the Main Street District, North
Third Street, Highway 23 and the Lake Huron Waterfront. It is followed by a brief explanation of
supplemental strategy materials provided in Attachment 3 (Exhibits 3.1 through 3.13).

Gaps and Opportunity

Exhibit 2.2 is among the most important attachments to this report because it details the market gaps
and opportunities identified during the work. The table also lists the gaps by optimal location,
distinguishing businesses that would be most appropriate in the Main Street District from those that
would be better located elsewhere along North Third Street or on Highway 23. We also filtered out the
businesses that would most likely benefit from available space in a business incubator building.

Exhibit 2.2 also provides conservative estimates on the number of jobs that each business might
contribute to the market, with each small merchant assumed to add 2 full time equivalent jobs, and
smaller service-based businesses adding 1 job each. Market wide, the largest opportunities are among
general merchandise stores (like Pamida or Big Lots / Odd Lots); family apparel; and yarn, fabric and
crafts (like Ben Franklin Crafts or JoAnn Fabric). Along the Highway 23 corridor, the largest gaps suggest
opportunities for a new quality hotel; age-in-place and assisted living senior community; and
community recreation center and gym with meeting and event space. There is also a need for grocery
store competition, a topic that was also addressed earlier in this report.

Exhibit 2.2 is not intended to represent a near-term strategy that needs to be completely filled before
the city can declare a victory. Rather, if Rogers City can succeed in attracting a business that fills even
one of the gaps then it can legitimately declare a victory, and attracting each subsequent business is
another victory.

To demonstrate this further and make the actual strategy more clear, Exhibit 2.3 shows the number of
jobs that should be targeted under each of three distinct scenarios. The first scenario assumes the
status quo under current economic conditions, with a “jobless” recovery from the recession and no
Wolverine Power Plant. Under this conservative scenario, Rogers City could reasonably expect to
attract new businesses that would create a total of 14 jobs. These could generally fill any of the gaps
detailed in Exhibit 2.2, but ideally at least 6 of the new jobs would be within the Main Street District.
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Under a more favorable (but still conservative) scenario of an economic recovery that positively
benefits the local real estate market, unemployment rates, tourism and industry; and also assuming
that the city has achieved at some victories under the status quo scenario; then it becomes more
reasonable to attract additional new businesses, with a larger goal of 33 new jobs.

Under the stimulus scenario, it is assumed that the community’s hoped for Wolverine Power Plant is
approved and proceeds as initially planned, generating 6,000 single-year (i.e., temporary) positions
throughout the region over several years during the plant’s construction; 100 full-time and permanent
positions; and 77 positions elsewhere in the market by trickle-through. Under this favorable scenario,
the city should ramp up to fill those 77 positions, plus the 33 positions targeted under the growth
scenario, for a combined new target of 110 jobs.

Mariners Mall

Given its location at the northeast quadrant of the Downtown Core and the availability of large
vacancies, Mariners Mall warrants high consideration in the market strategy. The mall is currently
anchored on the western end (nearest Third Street) by Family Dollar, and the seasonal Black Bear Café
/ Gift Shop occupies 2,500 square feet of adjacent tenant space. The eastern end of the mall (farthest
from Third Street) includes two anchor spaces, with 14,000 square feet at the end and 6,000 square
feet in the middle.

In our view, the mall is not “abandoned” as some more pragmatic observers have described it in the
past. Given its ideal location and sizes of tenant spaces, it seems more likely that the lease options
simply are not favorable for the market. It is also possible that non-compete agreements held by
Family Dollar are preventing potential tenants from occupying the space.

The parking lot (which happens to be owned by Rogers City) contributes to retail fragmentation within
the Main Street District. The mall also lacks a real presence on Third Street, particularly for south-
bound traffic. Finally, the facility itself is not consistent with the traditional, historical character of the
downtown.

Even with its disadvantages, the large vacancies in Mariner’s Mall should be attractive to a variety of
potential retailers that could serve as anchors for the district. Options include a grocery store, gourmet
gift shop, full-line department store, discount or variety store. These possibilities are highlighted in
greater detail in the attached Exhibit 2.2 (brochure) and Exhibit 2.6 (table). The ideal tenant would be a
relocated and expanded Rygwelski’s IGA, but alternatives could include any of the following:
U Anindependently operated family apparel store that would complement Richard’s Clothing
while providing more choices, encouraging local residents to cross-shop locally rather than
making excursions to Alpena and/or Cheboygan.
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U A separate Gourmet Shoppe with specialty foods, ideally reintroducing some local favorites like
the Gauthier Spaulding Fish Market, Nowicki’s Sausages, along with an expanded and relocated
Port ‘O Call, but operating more as a wine boutique and liquor store combination than a party
store.

U A variety store like Ben Franklin Crafts or JoAnn Fabric that would not compete with Family
Dollar and instead would draw shoppers from throughout the county and encourage cross-
shopping in the downtown district.

We understand that Rygwelski’s and several other tenants have inquired about the space in Mariner’s
Mall, but no leases have been signed. If the rents are too high, then there is a real risk that the stores
listed above could leap out to Highway 23. They would still benefit the downtown by intercepting
shopping excursions to competing markets, but the benefits would be greater if they could actually be
located in the downtown.

We suspect that success in securing new tenants in Mariners Mall will depend on favorable lease terms
offered for the space. The new tenant would be taking some risk in occupying space that has been
vacant for some time. They would also be taking a risk in a tough retail climate while the state is slowly
recovering from its recent economic recession. Under these market conditions, the leasing managers
are encouraged to consider the benefits of a rent-paying tenant over space that remains vacant
without any revenue generation. A combination of incentives, including reduced monthly rates
combined with percent rents, phased-in rent plans and exit options could help secure a quality tenant.
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Redevelopment Opportunities

Within the Main Street District, the city should take a critical and pragmatic look at any parcels that fail
to meet the criteria of a traditional downtown environment, or that are flanked on either side by other
uses that do meet those same criteria. Following this approach, the prime redevelopment site in
downtown Rogers City is between Hallmark and the former Old Brooks Hotel and Bar. It is currently a
vacant parcel that is now remaining after a building was destroyed by fire. Any new infill development
should be two levels with at least some brick exterior materials, as suggested by the following sample
photos.

Until that investment occurs, the property should be properly “staged” to attract a developer. This
includes removing the barricade, turfing and landscaping the space, white-washing the sides of the two
adjacent buildings, and perhaps even creating a temporary outdoor patio for public gathering and
social networking, as an incentive to attract a new restaurant, eating and drinking establishment into
the Old Brooks Hotel and Bar.
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Former Standard Station

The former standard station is also a potential candidate and important because of its location within
the Downtown Core and presence along Erie Street. Although the building is only one-level and set-
back from the road, it has a history with the Standard Oil Co. that offers some nostalgic value,
particularly for vintage car fans. The following photos show the existing facility with its identity with
Standard all but gone. Until a full renovation can be planned the building needs a fresh coat of paint
and signage, and the driveway needs repair.

Rather than razing this property and losing its history, we recommend that it be renovated into a
vintage gasoline style station without operational gas pumps. Photos below are intended to convey
some examples from other markets, including Sinclair Gas (left) and Standard Gas (right). After being
restored to a vintage character, the building could be subleased as a gift shop, book store, soda
fountain, neon sign company, furniture restoration, or any variety of traditional merchant space.
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SECTION 7.0 — NORTH THIRD STREET
Introduction

Other areas of importance include the smaller district created by Rogers City Screen Art, Maritime Lore
Museum, Light House Restaurant, Nautical Lanes; and other two-level buildings with brick exteriors,
including the Elite Salon & Spa and Jack’s Barbershop building; Rogers City Senior and Community
Center; and Preferred Medical, Inc./Elite (vacant). Most other vacant or under-utilized facilities and
properties should eventually turn-over in response to other market drivers, and should not be allowed
to distract city leaders from focusing on more pressing priorities.

Priority Vacancies

North Third Street also has several vacancies that contribute to retail fragmentation along the
commercial corridor and that should be addressed. We have identified three specific buildings that
warrant some attention, and two underutilized parcels with nonconforming uses, as detailed in the
attached Exhibit 2.9.

The County now owns the former Nowicki’s Sausage building, and should utilize the space as an annex
for its County Development Commission (CDC), Michigan State University — Extension, family services,
and/or related functions. The goal is to a) literally turn the lights on the building to convey some
activity and business, b) fill a vacancy and help reduce the perception of retail and business
fragmentation along the corridor; b) draw visitors to the annex along Third Street, with opportunities
for converting them into shoppers; ¢) convey the County’s support for downtown merchants and
businesses, who are collectively hoping for low vacancy rates; and d) help improve the value of nearby
properties.

We are less concerned about the Medical, Inc. / Elite building, and it should be attractive to a future
tenant, business or service. In comparison, the building located at the southwest quadrant of Third
Street and Larke Avenue needs attention to realize its full potential. Here is a summary of the
building’s advantages:
U Itis proximate to the county building;
It is across from the county annex;
It occupies a corner lot with exposure to two streets;
It is two levels in scale;
It has a brick fagade;
The building has good depth along Larke Avenue;
It has its own parking behind the building; and
It has been built up to the sidewalk.

cooocccCc
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Adding bay windows would help in converting the building into revenue generating space. The
following photos demonstrate the building’s existing appearance and recommended facade
improvements, which clearly would be significant. Given the building’s depth and rear parking, we
pondered the possibilities of a relocated and expanded Rygwelski’s IGA, but understand that its
shallow width and improvement costs could make this impractical. Alternative uses would include
other conveniences or services, perhaps complementing the established mix of hard-line businesses in
the vicinity (auto repair shops, A-P Super Service Used Cars, Grulke’s Hardware, etc.).

Current (left) and recommended (right) facades with front entrances and bay windows

Examples specialty food concepts: seafood market (left) and green grocer (right)
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SECTION 8.0 — HIGHWAY 23 CORRIDOR
Introduction

As already demonstrated through the prior discussion of Erie Street and the Downtown Core, the
success of Rogers City’s downtown merchants depends in part on pulling traffic off of the Highway 23
corridor. Highway 23 is the main route connecting local traffic to competing destinations like Alpena
and Cheboygan, and is also the main route that visitors use along the Lake Huron shoreline. Local
residents obviously know where the downtown district is, but it is less clear for to visitors driving along
Highway 23.

There are a number of commercial and retail businesses scattered along Highway 23, with the focal
point of retail being Glen’s Market, Rite Aid, Ace Hardware, Dollar General, the Lynch automotive
dealership and Do-It Center. Again, these are clustered near the important intersection of Highway 23
with Erie Street, which also provides the shortest connection into the downtown.

Opportunities

Along Highway 23, we have noted a number of parcels that warrant careful consideration for future
retail, commercial and/or mixed-use developments. These are identified on the attached Exhibits 2.9
and 2.10, and collectively total about 35 acres on the west side of the highway, and 3 acres on the east
side.

Given the large acreage of land available on the west side of Highway 23, it is certain to attract the
interest of national chains and big-box retailers like Motel 6, Days Inn, Wal-Mart, Pamida, Odd Lots /
Big Lots, Sav-A-Lot, and/or Aldi. They may not target the market under the near-term status quo
scenario, but at least some of them will consider the opportunities under the growth and economic
stimulus scenarios.

Near-term, the strategy should focus on smaller specialty stores like JoAnn Fabric, Ben Franklin Crafts,
grocery store competition, and/or family apparel stores. These categories are either viable based on
the results of the supply-demand analysis, or needed competition to provide local residents with
better merchandise choices and price points. Ideally, at least some of these stores would occupy space
that is already available in Mariner’s Mall, which would generate the best cross-shopping for
downtown merchants. However, if they find lease options in Mariner’s Mall to be too stringent, then
the Highway 23 corridor represents a viable alternative. The importance of being as close as possible to
Erie Street also deserves repeating here.
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Allowing specialty stores to develop along Highway 23 parcels would preempt the longer-term and
eventual development of deep discount department stores or other big-box retailers (like Target,
Kmart, etc.); membership warehouse clubs (like Costco, Sam’s Club, etc.); and/or mega home
improvement stores (like Home Depot, Menards, Lowes, etc.). To be clear, it is unlikely that these
brands would target Rogers City in the immediate future, but the city should decide its policy position
on the matter, and earlier than later. This also means considering the possibility of these stores leaping
outboard to Rogers Township. So, it is highly recommended that the city collaborate closely with
Rogers Township in deciding these policies and planning for future land use.

On the subject of land use planning, Exhibit 2.11 also presents some examples on the recommended
style, format, scale and amenities that should be targeted along Highway 23. The goal is to avoid
allowing the corridor to become just another commercial strip. Using a combination of its Master Plan
and zoning ordinance, the city can insist that future developers present plans projects that combine a)
density with b) land conservation to create compact, mixed-use and walk-able environments. Projects
should integrate shared parking, common access and plenty of public green space.

Traffic Related Considerations

The attached Exhibits 2.12 and 2.13 focus on the intersection of Highway 23 with Erie Street and offer
suggestions for shortening the perceived distance to the downtown district. A combination of traffic
calming tools (Exhibit 2.12), streetscapes and wayfinding (Exhibit 2.13) can help direct visitors into the
downtown.

Exhibit 2.14 presents ideas on an alternative truck route for hauling materials out of the Calcite quarry,
mainly so that trucks are not impacting shopper traffic in the Main Street District. Routing truck traffic
between Gilpin Field and the County Airport and through the industrial park would help. It would also
depend on improvements to Airport Road and Park Drive, and smoothing away the hard turns in the
left and right directions.

Truck traffic through the downtown currently makes only two hard turns to access Highway 68,
whereas truck traffic through the industrial park would currently need to make seven turns to arrive at
the same destination. This could be reduced to five turns if Park Drive and Airport Road are curved and
connected without any hard turns. It could be further reduced to four turns with modifications to Park
Drive at Calcite Road. With these improvements, the alternative route would offer fewer stop signs,
less traffic to navigate and therefore a quicker route with roughly the same distance.
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Huron Street Connector

Finally, we also considered the role of Huron Street in the strategy, and recognize that this side street
is often used by marina traffic and to guide shoppers to the farmer’s market. Future boat and trailer
traffic would probably appreciate this alternative route because it minimizes the number of hard turns
and also helps them avoid some of the shopper traffic near the Downtown Core.

However, non-boat and non-trailer traffic, including shoppers destined for the farmer’s market, should
still be directed into the downtown along Erie Street. Wherever practical, the goal is to maximize the
exposure of traffic to the Downtown Core and Main Street District, providing advertising opportunities
for the largest number of merchants and businesses.
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SECTION 9.0 - WATERFRONT STRATEGY

Introduction

In this section of the report, the strategy shifts to the last geographic area addressed in this narrative
report, with direct ties to the Lake Huron Waterfront. It is followed by a brief review of the residential

market strategy (see Attachment F) and county economic analysis (Attachment G.)

Recommendations

The former Vogelheim lumber yard located on the Lake Huron waterfront and just north of the City
Marina is an important parcel because it represents what could be the last development opportunity
on the city’s waterfront. It is reasonably proximity to the downtown; adjacent to the existing Lakeshore
Park and City Marina; and can be connected to the popular Huron-Sunrise Trail System.

If possible, the city should consider purchasing the Vogelheim property and designating it for future
mixed-use developments that could include public facilities (recreation center, public pool, meeting
and event space); seasonal boutique-style or kiosk retail (ice cream, swimwear, sunglasses, tackle,
etc.); multi-family condominiums behind or stacked above the public facilities; and longer-term, a small
port for a local cruise boat that can accommodate special charters, events, day cruises, dinner buffets,
mystery dinner theater, etc. Potential building formats are presented in the attached Exhibit 2.16.

Although we recommend that the city purchase the Vogelheim property, it must also be prepared to
“land bank” it until funds and resources are available for a meaningful redevelopment project.
Meanwhile, a cruise boat should not be viewed as a potential catalyst for economic growth, and it will
follow the Vogelheim project rather than support it.

Until the City is financially prepared to undertake a mixed-use waterfront development project, the
Vogelheim property should be “staged” in a way that would appeal to potential private investors,
developers and/or tenants. The site has already been neatly cleaned of its prior lumber yard uses, and
should now be cleared of all scrub vegetation; turfed with green grass and natural vegetation; and
enhanced with low-impact public amenities; including a boardwalk along the waterfront. Pedestrian
amenities, including benches and illumination, would also help enhance its lakefront attributes and
convey that it is ready for redevelopment (Exhibit 2.15).
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SECTION 10.0 — RETAIL MARKET ANALYSIS
Introduction

This section of the report provides a summary of exhibits in Attachment 3 (Exhibits 3.1 through 3.13)
and Appendix A (Exhibits A.1 through A.6). Exhibits in Attachment 3 are intended to provide the city
leaders and developers with some additional information that they should find helpful when
implementing the strategy recommendations. Appendix A provides some background information
supporting the retail supply-demand and gap model.

Supplemental Strategy Materials

Business, Developer Recruitment

U Exhibits 3.1 and 3.2 — Contact information for real estate representatives as key national chain
retail firms.

U Exhibit 3.3 — Graph demonstrating the median store size among typical tenants in
neighborhood and convenience shopping centers throughout the Upper Midwest states.

U Exhibit 3.4 — Graph demonstrating the median sales per establishment among those same types
of tenants.

U Exhibit 3.5 - Graph demonstrating the median sales per square foot among those same tenants

U Exhibit 3.6 — Graph demonstrating that the in the Upper Midwest, retail sales per square foot
have not increased measurably since 2001.

U Exhibit 3.7 — List of categories that are saturated in the Rogers City market, with little or no
opportunity for new businesses.

Marketing and Best Business Practices

U Exhibit 3.8 — List of potential market opportunities by manufacturing industry sector, based on
a direct comparison with neighboring Alpena County.

U Exhibit 3.9 — Summary of economic growth and funding initiatives already underway in Rogers
City.

U Exhibit 3.10 — List of Best Business Practices recommended for local businesses, particularly
downtown merchants.

U Exhibits 3.11 through 3.13 - Lists of marketing recommendations for Presque Isle County and
Rogers City.
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Retail Market Analysis

Exhibit A.1 — Demographic comparisons for Presque Isle County and other counties in the region, with
population and age profiles.

Exhibit A.2 — Demographic comparisons for Presque Isle County and other counties in the region, with
per capita income and total personal income, which is the primary basis for measuring resident
expenditure potential.

Exhibit A.3 — Graph comparing Total Personal Income for Presque Isle County with other counties in
the region.

Exhibit A.4 — Graph summarizing the next export of retail sales from Presque Isle County to
surrounding areas.

Exhibit A.5 — Table reporting 2002 Economic Census Data with the number of establishments and
combined sales by business category. The 2007 census data will be available in January 2010.

Exhibit A.6 — Table reporting the gap results from the 2002 Economic Census Data, and generally
supporting the strategy recommendations described in this report.

<Additional narrative may be provided with the final report.>
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SECTION 11.0 — RESIDENTIAL MARKET ANALYSIS
Introduction

In developing strategy recommendations for Rogers City, we also considered the opportunities and
need for additional housing units and traveler accommodations to meet the needs and expectations of
working families, seasonal residents and visitors. As with the study of businesses and retail, the
analysis of housing involves a number of inter-related tests that are considered in combination with
our market observations, experience and professional judgment to formulate practical
recommendations. Following is a summary of the analyses that we conducted, with most of the results
depicted in attached Exhibits F.1 through F.17.

Households v. Housing Units

Exhibits F.1 and F.2 — Household Income. We conducted an analysis of households by income bracket
for Presque Isle County; Exhibit F.2 (with comparisons to the state standard; Exhibit F.1). The exhibits
graphically demonstrate that incomes are considerably more moderate in the local market.

Exhibits F.4 and F.3 — Home Values. We conducted an analysis of housing units by value bracket for
Presque Isle County; Exhibit F.4 (with comparisons to the state standard; Exhibit F.3). The exhibits
graphically demonstrate that home values are relatively low in the local market. This is largely
attributed to a low cost of living, and does not necessarily mean that housing units are of a lower
quality than the state.

Exhibits F.1 through F.4 - Gaps. We compared households by income bracket and housing units by
value bracket for the county, and comparisons of the results to the state. A closer study of Exhibits F.1
through F.4, with a considerable amount of deductive reasoning, suggests that the lowest risk
opportunities for new housing units would be in the relatively affordable bracket of $100,000 to
$150,000. A smaller number of units would be supportable in the $150,000 to $300,000 brackets, but
only build-to-suit houses should be expected in the $300,000 and higher price brackets.

Developer Activity

Exhibit F.5 — Building Permits. We studied single-family building permits in Presque Isle County. Exhibit
F.5 demonstrates how building permit activity has fallen during the recent 2008 and 2009 economic
recession. With the eminent recovery, activity should return to the 2003 and 2004 levels, roughly 15
units per month during the peak season, and 5 units per month during the winter.

Exhibit F.6 — Construction Costs. We evaluated average estimated developer construction costs per unit
among single-family building permit. Exhibit F.6 demonstrates how construction costs have increased
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for some comparison markets like Oakland, Kent (Grand Rapids) and Muskegon Counties, but have
remained relatively low in Presque Isle County. In general, most housing developers today will say
agree that building a house valued at less than $100,000 is not practical, because increasing
construction costs leave little or no room for profit margins.

Available For-Sale Choices

Exhibit F.7 — Foreclosures. We evaluated for-sale prices among foreclosures, bank-owned and/or short
sale properties for Presque Isle County, and comparisons to other counties in Michigan’s northern
mainland. Exhibit F.7 demonstrates that prices tend to cluster below $60,000 in Cheboygan, Presque
Isle, Alpena and Crawford Counties, and can be as low as $10,000 (probably undeveloped parcels.)

Exhibits F.8 and F.9 — Price per Square Foot. We conducted a regression analysis of price per square
foot versus unit size among selected larger cities and for multi-family units (Exhibit F.8) and single
family units (Exhibit F.9). In general, the data follows an inverse logarithmic relationship. In other
words, larger unit sizes generally have lower prices per square foot. Also, the change in price per
square foot declines at a decreasing rate with the increase in unit size. No observations were available
for Rogers City, suggesting an absence of advertised choices for buyers interested in a row house,
townhome or condominium style unit.

Gap and Opportunity

Exhibit F.8 — Multi-Family Opportunity. From a study of Exhibit F.8 and considerable deductive
reasoning, we have concluded that developers interested in testing the market for multi-family, owner-
occupied units should strive for the following:

U About $120 per square foot (psf) for new units with about 1,000 square feet (sf) or more and

for-sale prices of $119,900

U About $115 psf for new units with about 1,250 sf and for-sale prices of about $139,900

U About $100 psf for new units with 1,500 sf and for-sale prices of $149,900

U About $90 psf for new units with 1,750 sf and for-sale prices of $154,900

Exhibit F.9 — Single-Family Opportunity. From a study of Exhibit F.9 and again with considerable
deductive reasoning, we recommend that developers interested in testing the Rogers City market for
single-family, owner-occupied houses should strive for the following:

U About $120 per square foot (psf) for new units with about 1,250 square feet (sf) or more and

for-sale prices of $149,900

U About $107 psf for new units with about 1,500 sf and for-sale prices of about $159,900

U About $95 psf for new units with 1,750 sf and for-sale prices of $164,900

U About $85 psf for new houses with 2,000 sf and for-sale prices of $169,900
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Multi-Family Inventory

Exhibits F.10 through F.12 — Available Multi-Family Units. We also studied the number of multi-family
units available in selected markets and by for-sale price. The observations are differentiated by units
with one bedroom (Exhibit F.10), two bedrooms (Exhibit F.11), and three bedrooms (Exhibit F.12).
Again, we were not able to find any advertised observations in Rogers City, so an interested buyer
would probably have similar difficulty in finding any choices.

Of the markets tested (Traverse city, Alpena, Gaylord, Cheboygan and Mackinaw City), Traverse City
offers the best selection of multi-family, owner occupied product for buyers. Prices tend to hover
around $200,000 for one-bedroom units, but can reach $200,000 for two bedrooms and climb to
$350,000 for three-bedroom units. Developers interested in developing multi-family, owner-occupied
units in Rogers City should stay at the lower end of the price spectrum.

Single-Family Inventory

Exhibits F.13 through F.17 — Available Houses. Similar to multi-family units, we also analyzed the
number of single-family houses available in selected markets, for-sale price. Again, the observations
are differentiated by houses with one bedroom (Exhibit F.13), two bedrooms (Exhibit F.14), three
bedrooms (Exhibit F.15), four bedrooms (Exhibit F.16) and five bedrooms (Exhibit F.17).

The data shows very few choices in Rogers City among small, one-bedroom houses. Prices for two-
bedroom houses are generally in the range of $110,000 to $180,000. There are more choices available
among three-bedroom houses, but prices are not climbing above $200,000. There are relatively fewer
choices among four-bedroom houses, and the prices are still held at $200,000 or less. To be
competitive, developers of new single-family houses in Rogers City should not speculate on any houses
priced above $200,000.

Exhibit F.18 — Rents. Estimates for the average contract rent for 2010, with comparisons between
selected counties along Michigan’s Sunrise Side (Exhibit F.18), keeping in mind that this measure
excludes rent extras like pet fees, garage rental, utilities, cleaning deposits and other related expenses.

Exhibits 1.8 and 1.10 - Qualifying the Multi-Family Opportunity. We recommend that owner-occupied,
attached units be developed with no more than six private entrances along the face of any building,
and ideally no more than 6 units per floor. Larger buildings might strive for 12 units per floor, or more
than 6 entrances per face, but this style tends to take on the look and feel of apartments rather than
townhomes, so generally is not recommended.
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We also recommend that rent-to-own and renter choices should be included for inside units of each
building. Corner units with the best views should be reserved for buyers. To be clear, renter choices
should not be segregated into separate buildings from owner-choices. No more than one building
should be developed at any time, and construction on the second building should begin only after 75%
of the units in the first building are absorbed. Larger units should be tested after remarkable success is
made with from the smaller units.

Exhibit 2.8 - Qualifying the Single-Family Opportunity. The best market opportunity for developers in
Rogers City is among smaller houses with two bedrooms. We recommend that single-family houses be
developed at least two at a time to offer buyers with some choices. We also recommend that the
format and style be that of moderate prairie or lake breeze cottages that could appeal to seasonal
households as well as year-round working families. Target absorption rates can be improved by
providing and enhancing pedestrian linkages to local trail system and Lake Huron water front. The
optimal locations are identified in the attached Exhibit 2.10 (brochure.)
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Qualifying the Results

For all multi-family units, single-family houses and both renter and owner-occupied, each bedroom
must include a private bath, plus a % bath available for guests near the front entrance. Each unit
should include a utility room with washer and dry hookup, and basic appliance plans should be
included for options on ordering washers, dryers, stoves, dishwashers and refrigerators. Given the
market’s relatively remote location to major appliance stores, developers should not leave the
purchase of appliances entirely up to the home buyers.

Garages are not necessary with the smaller houses and townhomes, but should be attached if
included. Detached, canopied car ports are not recommended. On street parking should be available,
including guest parking.
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SECTION 12.0 — ECONOMIC ANALYSIS
Introduction

In developing the market strategy for Rogers City, its DDA district, commercial corridors and traditional
Main Street District, we conducted a number of tests to help us gauge local economic conditions. The
results were used to help qualify the results of the business, retail and housing analyses, and to qualify
the market gap, opportunity and recommendations.

Geographically, we also recognize that most workers in Rogers City would be happy for any good job,
even if involves commuting outside of the City limits. Similarly, local businesses would be glad for any
worker commuting into Rogers City, and the opportunity to convert them into shoppers. In fact, from
the perspective of jobs, workers, advanced education, medical services and other regional amenities,
the “market” is appropriately defined as including all of Presque Isle County, and not just Rogers City.
In conducting the economic analyses, we frequently compared Presque Isle County to State of
Michigan averages and even other states in the Upper Midwest, which was important to provide
relativities and perspective. Following is a succinct summary of the economic analysis.

Wolverine Clean Energy Venture (WCEV)

A potential Wolverine Power plant has been proposed for Rogers City and is a frequent topic of
conversation among local stakeholders. Most residents support the proposal because they want the
jobs, and some have expressed outright their belief that the local market’s potential for economic
growth depends on the success of that prospect.

For background, the power plant is forecast to generate 3,900 single year (i.e., temporary) jobs for
Presque Isle County residents over several years to construct the plant, plus 2,100 single-year jobs that
will be filled by non-county residents. Once completed, the plant is expected to provide only 100 full
time equivalent jobs at the plant. However, an additional 77 jobs would also be indirectly created. *

A number of jobs at the proposed power plant would probably be filled by new transients moving into
the area. These new residents, plus the salaries earned by existing workers, would certainly percolate
through the local economy, providing the necessary expenditures to support additional businesses,
retailers and services. However, the plant is by no means a certainty, and the community is wise to
consider other ways for achieving economic growth.

! Source: The Economic and Fiscal Impact of a Proposed Power Plant in Rogers City; Commissioned by the Wolverine Power Cooperative,
Rogers Township, City of Rogers City and Presque Isle County Economic Development Commission, May 2008.
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We also caution against aggressive “ramping up” on services along Highway 23 to meet the demands
of 6,000 temporary jobs, with particular caution in approving new services and conveniences like
motels, fast food restaurants, banks and convenience stores. After the plant construction is completed,
the plant will provide full time equivalent and permanent jobs for only 100 workers, so the market
must contract again and be prepared to justify the developed space in other ways.

Market Seasonality

The economic analysis includes a study of seasonality in the market and based on two measures,
including: a) seasonal occupancy among residential units, and b) month-to-month fluctuations in
unemployment. Results from the housing analysis are provided in the attached Exhibits G.1 through
G.6, with some of the more salient observations described below. Results from the analysis of monthly
unemployment are also addressed in the next section of this report.

Exhibits G.1 and G.3 — Vacancy Rates. For relativities and to develop perspective only, we first
considered the vacancy rates among residential units in Michigan compared to other states in the
Upper Midwest. As shown in Exhibit G.1, Michigan has had a slightly higher vacancy rate based on the
1990 and 2000 census, but vacancy throughout the region has generally been 10% or less. In
comparison, vacancy rates in Presque Isle County have approached 40% (Exhibit G.3).

Exhibits G.2 and G.6 — Seasonality of Vacant Units. To understand the Census designation of “vacant”
units better, Exhibit G.2 demonstrates that at least half of the vacant units in Michigan are actually
seasonally occupied. This distinction is important when considering vacancy rates for Presque Isle
County too. In fact, nearly 90% of the “vacant” units in Presque Isle County in 2000 were actually
occupied seasonally. Again, the high seasonality of the county was carefully considered when
conducting other tests and in formulating recommendations for Rogers City.

Market Size

Exhibits H.1 through H.3 — Market Size. We conducted a study of the size of the local Rogers City
market, and delineated five, ten, and fifteen mile rings around selected communities throughout the
region, and only to provide some perspective. The majority of comparison cities are located on one of
the Great Lakes, although Gaylord is also included because it an important gateway into Michigan’s
north woods.

The radii test was conducted to understand the role of population and income outside the
jurisdictional limits of Rogers City. Regardless of the size of the actual jurisdiction, it is the collective
population and income located within a reasonable driving distance that actually determines a
market’s capacity for business and retail.
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Expenditure potential on retail is measured by a combination of both population and income, which
together comprise “total personal income” (TPI) so we have used this variable in the radii test. As
shown in Exhibit H.1, Rogers City actually has a larger TPI within five miles than Mackinaw City. As
expected, it is considerably smaller than Cheboygan and Alpena.

The overall small size of TPI within 15 miles is important in understanding Rogers City’s near-term
opportunities. Going ten (Exhibit H.2) and fifteen miles (Exhibit H.3) out demonstrates how Rogers City
is really smaller than all other markets, and the populations and incomes around the City are not
sufficient in boosting the market’s capacity.

Meanwhile, future population and income growth within 15 miles of the Rogers City will be just as
important as growth within its own jurisdiction, at least in generating more capacity for new business.
In other words, any growth that occurs in Rogers Township and surrounding areas will be good for
Rogers City, too.

Unemployment Rates

Exhibits H.5 and H.6 — State Unemployment Trends. Again to provide perspective, Exhibit H.5
demonstrates the long-term unemployment trends for the State of Michigan, with comparisons to
other states in the Upper Midwest. The prior economic recession of 1983 is easy to identify on Exhibit
H.5, and we can see that the more recent 2008-2009 recession has followed a similar pattern.
Recovery should also be similar in its pattern. It took at least a year for us to climb into the recession,
and will probably take at least two years for us to climb back out.

Exhibit H.6 provides a closer snapshot of the data since 1990, and is usually the way that alarmists will
portray the data in an attempt to demonstrate just how badly unemployment has climbed. The data
also shows that a gradual recovery is now underway, beginning with the past three months and
Minnesota and Wisconsin faring better than Michigan and lllinois.

Unemployment Seasonality

Exhibits H.7 through H.10 — Unemployment Seasonality. Exhibit H.7 demonstrates that on average,
unadjusted seasonal unemployment rates for the State of Michigan do not fluctuate much. However,
the fluctuations are also muted by the large geography, and greater fluctuations should be apparent
when studying smaller geographies like counties.

Exhibits H.8 and H.9 demonstrate how unemployment fluctuates between months for Alpena,
Crawford, Otsego; and how these fluctuations are even more pronounced for Alcona, losco and Arenac
Counties. Finally, Exhibit H.10 provides a comparison of Presque Isle County to its closest neighbors,
Cheboygan and Alpena Counties. The results are remarkable, and demonstrate just how profoundly
seasonal Presque Isle County truly is.
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Employment by Industry Sector

Exhibit H.11 — Employment by Industry Sector. We next compared Presque Isle County to its neighbors
on the basis of employment by industry sector, and noted that distribution among the following
categories:

U Government, which again emphasizes the importance of county administrative functions

U Retail trade, including cashiers, entrepreneurs, merchants and store employees (see various
retail categories listed throughout attachment D)
Accommodations and food service, including motels (Exhibits D.27 and D.28) and restaurants
(Exhibits D.34 and D.35)
Finance, insurance and real estate (FIRE — see Exhibits D.19 through D.23)
Construction, with a wide range of small businesses (Exhibits D.6 and D.7)
Manufacturing, including tool and die companies, metal fabrication, etc. (see Exhibit D.5)
Transportation and warehousing (Exhibit D.13)
Mining and calcite operations (Exhibit D.4), including Michigan Limestone Operations
Agriculture, fishing and forestry operations (Exhibits D.1 and D.2)

c:

cococoac

Exhibits H.12 through H.15 — Change in Share by Industry. We also completed a more detailed analysis
of employment by industry sector, and specifically compared the change in share of total employment
over time. Results for Michigan (Exhibit H.12) are muted by highs and lows throughout the state, but
nevertheless shows that the Services, FIRE (finance, insurance and real estate) and Construction
categories had all been growing as a share of total employment, offsetting losses in the Manufacturing
industry sector. The construction industry has since declined with the soft housing and real estate
market, which are intertwined with the recent recession.

In Cheboygan County (Exhibit H.13), mining and agriculture (of which 90% is agriculture and 10%
mining) is gaining as a share of total employment, followed by FIRE and services, and again offsetting
loses in the manufacturing industry. When studying these results it is important to understand that
actual employment in mining and agriculture may not have increased very much, and that this industry
sector may not have added very man workers. A large portion of the change in share could be
attributed to job loses in other industry sectors.

With this perspective, Exhibit H.14 shows that the manufacturing industry sector is also losing ground
in Alpena County, and that FIRE and services again appear to be picking up the slack. In comparison,
Presque Isle County shows a very unique profile, with manufacturing staying strong, transportation and
utilities showing respectable gains, and services actually declining. Perhaps of most interest is the flat
profile for mining and agriculture, of which 75% is mining and calcite operations.
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These charts have been used to help us qualify the results from other analyses, particularly in
formulating recommendations that pertain to various business and service industries. In short, Roger
City should strive to leverage recent gains in the profile of FIRE related industries; recover in the
construction industries when the real estate market recovers; continue to grow its transportation and
utilities businesses; and strive for recoveries among services.

Worker Flow Analysis

Exhibits H.16 through H.20 — Worker Flow. The last series of exhibits in attachment F demonstrate the
results of a worker flow analysis, which compares a) the number of residents in Presque Isle County
who are working in some other county, and where they work; and b) the number of worker in Presque
Isle County who are living in some other county. The net results are provided in Exhibit H.20, with the
import of workers failing to fully offset export. This supports local observations that there is a real and
tangible need to create more local jobs.
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SECTION 13.0 - WORK APPROACH
Introduction

This section of the report describes the research and analytic tasks conducted during the work,
followed by an explanation of exhibits included as attachments to this document. For the sake of
brevity and ease of printing, not every copy of this report will include all attachments. If the reader is
interested in reviewing a complete report, then the following attachments should be obtained in
electronic format, either from the City or LandUse | USA:

Main Report and Attachments
1. Narrative Report
2. Strategy Tables, Brochures
3. Supplemental Strategy Materials

Appendices, Data and Analyses

Retail Market Analysis

Third Street Building Assessment
Available Commercial Space
County-Wide Business Inventory
Community Survey Results
Residential Market Analysis
Analysis of Housing Seasonality
County Economic Analysis

TOMMmMoowrx

Methodologies and Approach

Methodologies and Approach:

U We listened to what local stakeholders had to say during two public meetings, reviewed every
comment provided in 46 open-ended, essay-style questions in a community survey, conducted
a number of confidential phone interviews with stakeholders, and collected additional
observations during the field research and market tours (see Exhibits E.1 through E.16).

U We conducted field research, market tours and site visits on several occasions during the early
and late fall 2009; and photographed area amenities, marketing efforts, attractions, vacancies,
and evidence of commercial and real estate activity.

U We collected a detailed inventory of all business throughout Presque Isle County, and
catalogued them by community and industry sector (see Exhibits D.1 through D.50).

U We collected a generalized inventory of building occupancy along Third Street in downtown
Rogers City (see Exhibits B.1 through B.13).
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U We collected and summarized information about available commercial properties throughout
Rogers City (Exhibits C.1 through C.5).

U We conducted a supply-demand or gap analysis of retail categories as reported by the 2002
economic census (Exhibits A.5 and A.6).

U We considered the distribution of employment by industry sector (Exhibit H.11) and change in
employment by industry sector over time (Exhibits H.12 through H.16).

U We conducted a retail import-export analysis (Exhibit A.4) and worker flow analysis to
understand the influences of Alpena and Cheboygan (Exhibit H.16 through H.20).

U We conducted an analysis of supply and demand in the housing market (Exhibits F.1 - F. 17).

U We evaluated the seasonality of the local market by studying the status of housing units
reported by the census to be “vacant” (Exhibits G.1 through G.6); and the seasonality of
unemployment rates (Exhibits H.7 through H.9).

Additional analyses and were also conducted, and most of results are depicted graphically in
attachments to this report. We also relied considerably on our professional experience in the industries
of retail site selection and location analysis; land use economics; community and downtown planning;
real estate investment and development; human geography and demographics; and interrelated
topics. Finally, we also relied on sound professional judgment; experience in assisting other
communities of similar size throughout the Upper Midwest; and subjective observations during our
visits to Rogers City.

The quantitative and qualitative analyses were then considered collectively with a heavy dose of
creative and strategic thinking to formulate specific recommendations for Rogers City, its CDA and
Main Street District. These recommendations are presented in graphical and tabular formats within the
attached Section 2 (Strategy Tables, Brochures); and supplemental materials are provided in the
attached Section 3 (Supplemental Strategy Materials). These two sections are the focus of this
narrative report, and are described here in greater detail.

Strateqy Exhibits

Among all of the attachments included with this report, the most important figures are attached
directly behind this narrative report, as Exhibits 2.1 through 2.17. They begin with a graphical depiction
of the shortest distance between the Downtown Core and Highway 23 (Exhibit 2.1), followed by two
important tables that detail the total gap and opportunity among non-manufacturing industries
(Exhibit 2.2), and a phasing program for three alternative scenarios (Exhibit 2.3).

These are followed by Exhibit 2.4, which explains the concept of a Downtown Core and presents an
optimal tenanting strategy for Mariners Mall. Exhibit 2.5 also presents the optimal strategy for
Mariners Mall along with some alternatives.
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Exhibit 2.6 applauds businesses clustered near the Downtown Core, and identifies them as good
models for future businesses, with an emphasis on traditional merchants. Exhibit 2.7 identifies key
businesses within the Main Street District that are valued for contributing to the downtown’s draw,
although they may not necessarily have the format of traditional downtown merchants.

Exhibit 2.8 highlights three additional properties along North Third Street that warrant special
consideration, including a) the county annex (former Nowicki’s); b) a vacant building cross-corner from
the county building and across the street from the county annex; and c) the Advanced Medical, Inc. /
Elite building.

Exhibits 2.9, 2.10 and 2.11 shift over to the Highway 23 corridor and address a number of vacant
properties that have particular merit and that will eventually attract the attention of national chain
stores. The parcels addressed these exhibits are particularly attractive for a number of reasons,
including their a) adjacencies to each other; ¢) locations mirroring each other on both sides of the
highway; d) favorable terrain and visibility to traffic; e) collective acreage; f) existing low-impact uses;
and g) proximity to important intersection of Highway 23 with Erie Street.

Exhibits 2.12 and 2.13 explain how the intersection of Highway 23 at Erie Street is important to
connecting highway traffic with the downtown district, and present recommendations for drawing
traffic east along Erie Street. Finally, Exhibit 2.14 presents a possible alternative truck route for hauling
materials out of the Calcite Quarry and reducing heavy truck traffic through the downtown.

The brochures then shift over to the Lake Huron waterfront, and address the Vogelheim property with

near-term (Exhibit 2.15) and longer-term (Exhibit 2.16) recommendations. The final exhibit in identifies
the optimal locations for new single- and multi-family housing, with an emphasis on product types that
are clearly unique to the market (Exhibit 2.17).

This concludes the summary of the Economic Analysis conducted for The City of Rogers City’s
Downtown Market Strategy, and also concludes the narrative report for the project. Questions
regarding the findings, conclusions, recommendations, data, methodology and this report can be
addressed to:

Ms. Sharon M. Woods, Principal; LandUse |USA, LLC (SharonWoods@LandUseUSA.com).

Questions regarding the project status, progress and investment opportunities can be addressed to:
Mr. Mark Slown, Manager; City of Rogers City (MSlown@RogersCity.com)
Mr. James Przybyla, Chair; Community Development Authority (James@SpeedNetLLC.com)

- End of Narrative Report
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Exhibit D.25 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

ENTERTAINMENT and RECREATION (continued)

Business Name Category Community
Avenue of Flags / Michigan Avenue Educational Entertainment Rogers City
Michigan State Univerity Extension Educational Entertainment Rogers City
Harbor View; Rogers City Quarry Educational Entertainment Rogers City
Rogers City Area Senior, Community Ct Educational Entertainment Rogers City
Adams Point Wind Turbine Farm (propc« Educational Entertainment Rogers City
Hammond Bay Biological Station Educational Entertainment Rogers City
Presque Isle County Fair Educational Entertainment Millersburg
Alpena-Mackinac Trail; Forest City Spur  Outdoor Rec., some Parks Rogers City
Lakeside Park Outdoor Rec., some Parks Rogers City
P.H. Hoeft State Park Outdoor Rec., some Parks Rogers City
Seagull Point Nature Area Outdoor Rec., some Parks Rogers City
Herman Vogler Conservation Area Outdoor Rec., some Parks Rogers City
Huron Sunrise Trail, Non-Motorized Pai  Outdoor Rec., some Parks Rogers City
Onaway State Park Outdoor Rec., some Parks Onaway

Ocqueoc Outdoor Recreation Area Outdoor Rec., some Parks  Ocqueoc

Presque Isle County Sportman's Club Ranches, Sportshunting  Rogers City
Wagon Wheel Ranch Ranches, Sportshunting ~ Onaway

Black River Ranch Ranches, Sportshunting  Onaway

Lock Stock & Barrel Ranch Ranches, Sportshunting  Onaway

Painted Quarter Ranch Ranches, Sportshunting  Onaway

S KW Ranch Ranches, Sportshunting  Onaway

TLC Ranch Ranches, Sportshunting ~ Millersburg
Muy Grande Ranch Ranches, Sportshunting  Millersburg
TLC Ranch Sporthunting Ranches, Sportshunting ~ Millersburg

Note: Inventories are based on in-market field observations and some internet research.
Lists intended to capture at least 90% of all businesses, but may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.26 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

ENTERTAINMENT, RECREATION and EVENTS

Business Name

Rogers City Boat Harbor, Launch
Beaches

Driftwood Motel - Pool

Rogers City Marina and Boat Launch
Thompson's Harbor, Launch
Downriver Marina

Ocqueoc Falls

Hammond Bay Refuge Harbor, Launch

Rogers City Nautical Festival
Last Chance Salmon Tourn.
Rogers City Salmon Tourn.
Wooden Boat Show

Posen Potato Festival

Black Lake Shivaree

Fourth of July

NE Mich. Sportsmen's Show
Presque Isle County Fair
Grand Lake Fish Derby
Nordic Cross County Ski Race

Rogers City Video
Movie Time Video
Northern Lights Video

Category

Water, Beaches, Launches
Water, Beaches, Launches
Water, Beaches, Launches
Water, Beaches, Launches
Water, Beaches, Launches
Water, Beaches, Launches
Water, Beaches, Launches
Water, Beaches, Launches

Festivals
Festivals
Festivals
Festivals
Festivals
Festivals
Festivals
Festivals
Festivals
Festivals
Festivals

Video Stores
Video Stores
Video Stores

Community

Rogers City
Rogers City
Rogers City
Rogers City
Presque Isle
Onaway
Ocqueoc
Hammond Bay

Rogers City
Rogers City
Rogers City
Presque Isle Harbor
Posen

Onaway
Onaway
Onaway
Moltke Twp.
Grand Lake
Black Mountain

Rogers City
Onaway
Onaway

Note: Inventories are based on in-market field observations and some internet research.
Lists intended to capture at least 90% of all businesses, but may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.27 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

TRAVELER ACCOMMODATIONS

Business Name Category Community
Somewhere in Time B&B Bed & Breakfast Rogers City
Presque Isle Lodge B&B Bed & Breakfast Presque Isle
Stillmeadow B&B Bed & Breakfast Onaway
Elowsky Grist Mill B&b Bed & Breakfast Posen
Captain's Quarters Hi-Way Motel Motels, Cottages, Cabins  Rogers City
Cedar Cliff Cottage Motels, Cottages, Cabins  Rogers City
Deer Hunt Inn Motels, Cottages, Cabins  Rogers City
Driftwood Motel Motels, Cottages, Cabins  Rogers City
Family Inn Motels, Cottages, Cabins  Rogers City
Huron Shores Motel Motels, Cottages, Cabins  Rogers City
Kelly's Venture Inn Motels, Cottages, Cabins  Rogers City
Manitou Shores Resort; Motel, Cabins ~ Motels, Cottages, Cabins  Rogers City
Motel (vacant) Motels, Cottages, Cabins  Rogers City
North Star Motel Motels, Cottages, Cabins  Rogers City
Presque Isle Huron Shores Motel Motels, Cottages, Cabins  Rogers City
Rogers City Motel Motels, Cottages, Cabins  Rogers City
Birch Shore Resort Motels, Cottages, Cabins  Presque Isle
Cedar Lane Lakefront Vacation Home Motels, Cottages, Cabins  Presque Isle
Fireside Inn Resort Inc. Motels, Cottages, Cabins  Presque Isle
Grand Lake Motel Motels, Cottages, Cabins  Presque Isle
Grand Lake Resort Motels, Cottages, Cabins  Presque Isle
Grand View Resort Motels, Cottages, Cabins  Presque Isle
Neumann's Loafers Retreat Motels, Cottages, Cabins  Presque Isle
Northwood Shores Cabin Resort Motels, Cottages, Cabins  Presque Isle
Presque Isle Harbor Campers Village Motels, Cottages, Cabins  Presque Isle
Wishing Well Cottages Motels, Cottages, Cabins  Presque Isle
Grand Lake Motel Motels, Cottages, Cabins  Presque Isle

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.28 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

TRAVELER ACCOMMODATIONS

Business Name Category Community
Lyon's Motel Motels, Cottages, Cabins  Onaway
Rainy River Resort Motels, Cottages, Cabins  Onaway
Schell's Resort Motels, Cottages, Cabins  Onaway
Schell's Resort Motels, Cottages, Cabins  Onaway
Shaginapi Resort Motels, Cottages, Cabins  Onaway
Eagle's Nest Cabins Motels, Cottages, Cabins  Ocqueoc
Golden Beach Manor, Inc. Motels, Cottages, Cabins  Ocqueoc
Rosa's Squeeze Inn Motels, Cottages, Cabins  Ocqueoc
Shaginapi Resort by the Lake Motels, Cottages, Cabins  Ocqueoc
Millersburg Inn Motels, Cottages, Cabins  Millersburg
R & R Pine Lodge Motels, Cottages, Cabins  Millersburg
Wayside Cabins Motels, Cottages, Cabins  Millersburg
Falcoln Cove Resort Motels, Cottages, Cabins  Long Lake
Neumann's Loafers Retreat Motels, Cottages, Cabins  Long Lake
Jack's Landing Fishing Resort Motels, Cottages, Cabins  Hillman
Cobblestone at NettieBay Lodge Motels, Cottages, Cabins  Hawks
Mark F. Schuler Resort Motels, Cottages, Cabins  Hawks
Nettie Bay Lodge Motels, Cottages, Cabins  Hawks
NettieBay Lodge & Resort Motels, Cottages, Cabins  Hawks
Night Hawk Inn Motels, Cottages, Cabins  Hawks
NettieBay Lodge Motels, Cottages, Cabins  Hawks

P.H. Hoeft State Park Campgrounds Rogers City
Thompson's Harbor State Park Campgrounds Presque Isle
Ocqueoc Falls State Forest Campgrounds Onaway
Onaway State Park Campgrounds Onaway
Shoepac Lake State Forest Campgrounds Onaway
Tomahawk Lake State Forest Campgrounds Onaway

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.29 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

HARDWARE, HOME IMPROVEMENT

Business Name Category Community
Huron Country Outdoor Center Furniture Rogers City
Rogers City Floor Covering Furniture Rogers City
Rogers City Home Furnishings Furniture Rogers City
Rogers City Window Treatments Furniture Rogers City
Brewbaker's Furniture Co. Furniture Onaway
Ace Hardware, Lumber, Sheds Hardware Rogers City
Fixzit Man Builders Hardware Hardware Rogers City
Grulke's Sentry Hardware Hardware Rogers City
Posen Elevator & Ace Hardware Hardware Posen
Allan Bruder Carpentry Cabinets, Windows, Lumber Rogers City
Craftsman Specialty Supply Co. Cabinets, Windows, Lumber Rogers City
Nowak's Window, Door, Cabinet Cabinets, Windows, Lumber Rogers City
Rogers City Do-it Center Cabinets, Windows, Lumber Rogers City
Darga Forest Products Fence Cabinets, Windows, Lumber Rogers City
AB Windows, Ltd. Cabinets, Windows, Lumber Onaway
Ellenberger Lumber Co. Cabinets, Windows, Lumber Onaway
Doan Quality Interiors Cabinets, Windows, Lumber Onaway
KC Custom Cabinets Cabinets, Windows, Lumber Onaway
Ventaire Windows Cabinets, Windows, Lumber Onaway
Albert Ellenberger Lumber Cabinets, Windows, Lumber Onaway
Cedar Log & Lumber Co. (Siding) Cabinets, Windows, Lumber Ocqueoc
Chris Bedmark Siding & Windows Cabinets, Windows, Lumber Millersburg
Pine Lumber Co. of Millersburg Cabinets, Windows, Lumber Millersburg
McDade Fence Cabinets, Windows, Lumber Onaway

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.30 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

FOREST ACTIVITIES

Business Name Category Community
Air Park Grainery Forestry Rogers City
Darga Bros. Forest Products Forestry Rogers City
E. H. Tulgestka Forest Products Forestry Rogers City
Grossman Farm & Forest Products Forestry Rogers City
Hentkowski & Sons Forest Products Forestry Rogers City
Mamp's Sawmill Forestry Rogers City
NL Kowalski Forest Products Forestry Rogers City
Rhinold Schleben Forest Products Forestry Rogers City
Forest Management Systems, Inc. Forestry Rogers City
Baumgarten Forest Products Forestry Tower
Kroll Sawmill Forestry Posen
Michigan Bark Products Inc. Forestry Posen

R & R Forest Products Inc. Forestry Posen
Vroman Forest Products Forestry Onaway
Mike's Saw Shop Forestry Onaway
Don Willey Forest Products Forestry Millersburg
Global Forest Products Forestry Millersburg
K & K Sawmill Forestry Millersburg
R & JForest Products Inc. Forestry Millersburg
Prell's Sawmill Forestry Hawks

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.31 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

STOVES, LAWN and GARDEN

Business Name Category Community
Burn Rite Stoves Stoves, Fireplaces Rogers City
Double L Tack, Inc. Fireplaces Stoves, Fireplaces Onaway
Nu-Way Stove Inc. Stoves, Fireplaces Onaway
Great Lakes Lawn & Yard Service Lawn & Garden Rogers City
Saile's Lawn Care Lawn & Garden Rogers City
Sunrise Garden & Grains Lawn & Garden Rogers City
White Pine Gardens Greenhouse Lawn & Garden Rogers City
Woodpecker Shop Bird Supplies Lawn & Garden Rogers City
Central Mulch, Inc. Lawn & Garden Rogers City
Maple Ridge Evergreens Lawn & Garden Posen
Netta's Plant Nursery Lawn & Garden Posen
Shafto Greenhouses & Nursery Lawn & Garden Posen
Earthscapes Landscaping Lawn & Garden Onaway
Eric's Lawn Care & Landscaping Lawn & Garden Onaway
McKenzie Tree & Stump Removal Lawn & Garden Onaway
LawnScaping by Mike Lawn & Garden Onaway
Mae's Country Greenhouse Lawn & Garden Onaway
Northern Landscaping Lawn & Garden Onaway
Shimel Excavating & Landscaping Lawn & Garden Onaway
VanHouten's Lawn Care, Plowing Lawn & Garden Onaway

D & L Greenhouse & Landscaping Lawn & Garden Millersburg
Four Seasons Landscaping Lawn & Garden Millersburg
TNT Lawn Care Lawn & Garden Millersburg
Scotty's Tree Clearing Lawn & Garden Hawks

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.32 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

CONVENIENCE

Business Name Category Community
Bayport Convenience Center Convenience Rogers City
Greka's Liquors Convenience Rogers City
Liquor Store No. 292 Convenience Rogers City
Citgo Gasoline Station Convenience Rogers City
Mobile Conv., Gas, Feeds Convenience Rogers City
Port of Call Party Store; Liquor Convenience Rogers City
Rogers City E-Z Mart Convenience Rogers City
Rygwelski's IGA Express Convenience Rogers City
Sunoco Gas Station Convenience Rogers City

Sassin Grocery

Convenience

Rogers City; Hoeft

Ideal Mini Mart, Gas (vacant) Convenience Rogers City
Portage General Store & Deli Convenience Presque Isle
E & T Party Store Convenience Posen
Jason's Posen Quick Stop Convenience Posen
Val-U-Mart Convenience Posen

211 Out Post Gas, Conv. Convenience Onaway
Alpena Oil - Shell Station Convenience Onaway
Black River Party Store Convenience Onaway
Bundy's Party Store Convenience Onaway
Sunny Days Party Store Convenience Onaway
Village Corner Party Store Convenience Onaway
Winterhawk General Store Convenience Onaway
Village Mini Mart Convenience Millersburg
Hawks Groceries Convenience Hawks
Hawks Mini Mart, Inc Convenience Hawks

T & B Country Market Convenience Hawks
Toby's, Inc. Convenience Hawks

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.33 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

GROCERY and SPECIALTY FOODS

Business Name

Glen's Market / Spartan Foods
Birch Hill Grocery

Sassin's Grocery

Meadow Sun Country Store
Metz Village Market

Posen IGA

Carter's Food Center

Ma & Pa's Country Corner
Tom's IGA Family Market

Catering Corner

Custom Catering
Gauthier-Spaulding Fish Market
Knaebe's Apple Farm & Cider Mill
Michael Flanagan Catering
Tradewinds Bakery

Nowicki's Sausage Shoppe (cl)
Plath's Meats Inc.

Super Scoop

White Pine Gardens Fresh Produce

Farmer's Market; Saturdays
The Konieczny Apple Orchard
Butcher Shop

Herb Produce

Jay's Farm Market

Melo Catering

Kandals Market

Category

Grocery
Grocery
Grocery
Grocery
Grocery
Grocery
Grocery
Grocery
Grocery

Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods

Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods
Specialty Foods

Community

Rogers City
Presque Isle
Presque Isle
Posen
Posen
Posen
Onaway
Onaway
Onaway

Rogers City
Rogers City
Rogers City
Rogers City
Rogers City
Rogers City
Roger<Lity
Rogers City
Rogers City
Rogers City

Rogers City
Metz
Posen
Posen
Posen
Posen
Hawks

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.34 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

RESTAURANTS and EATING ESTABLISHMENTS

Business Name Category Community
Chee Peng Chinese & Thai Restaurant ~ Restaurant and/or Lounge Rogers City
Family Dining Restaurant Restaurant and/or Lounge Rogers City
Gaslight Restaurant & Lounge Restaurant and/or Lounge Rogers City
Karsten's Luncheonette Restaurant and/or Lounge Rogers City
Kortman's Restaurant Restaurant and/or Lounge Rogers City
Light House Restaurant, Lounge Restaurant and/or Lounge Rogers City
Nautical Lanes - Restaurant, Lounge Restaurant and/or Lounge Rogers City
Roger's Ranch & Sportsman's Lodge Restaurant and/or Lounge Rogers City
Route 65 Diner & Lounge Restaurant and/or Lounge Rogers City
Water's Edge Rest. (seasonal) Restaurant and/or Lounge Rogers City
Roostertail Fine Food (vacant) Restaurant and/or Lounge Rogers City
Old Brooks Hotel, Bar (vacant) Restaurant and/or Lounge Rogers City
Big D's Pizza Restaurant - Limited Service Rogers City
Black Bear Café Restaurant - Limited Service Rogers City
Crystal Cafe' Restaurant - Limited Service Rogers City
McDonald's Restaurant Restaurant - Limited Service Rogers City
Painted Lady Café Restaurant - Limited Service Rogers City
Pavillon Grille Restaurant - Limited Service Rogers City
Pizza and Grinders Restaurant - Limited Service Rogers City
Spicy Bob's Italian Express Restaurant - Limited Service Rogers City
Subway Restaurant - Limited Service Rogers City
Pinewood Tavern Drinking Establishment, Grill Rogers City
Greka's Tavern Drinking Establishment, Grill Rogers City
International Sports Bar & Grill Drinking Establishment, Grill Rogers City
TayBeck's Restaurant, Bar Drinking Establishment, Grill Rogers City
Deer Hunt Bar Drinking Establishment, Grill Rogers City
TNT Bar Drinking Establishment, Grill Rogers City
Radio Tavern Drinking Establishment, Grill Rogers City

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.35 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

RESTAURANTS and EATING ESTABLISHMENTS

Business Name Category Community
Grand Lake Lounge Inc. Restaurant and/or Lounge Presque Isle
Parker House Restaurant Restaurant and/or Lounge Presque Isle
Portage Restaurant Restaurant and/or Lounge Presque Isle
Route 65 Diner Restaurant and/or Lounge Posen

211 at Black Lake Restaurant and/or Lounge Onaway
Stoney Creek Restaurant, Lounge Restaurant and/or Lounge Onaway
Wood Winds Restaurant & Pizza Restaurant and/or Lounge Onaway
Jolly Dutchman Restaurant and/or Lounge Ocqueoc
Neumann's Blind Pig / Metz Lounge Restaurant and/or Lounge Posen
Portage Pizza Shoppe Restaurant - Limited Service Presque Isle
Posen Pub Restaurant - Limited Service Posen
Bobby B's Pizza Restaurant - Limited Service Onaway
Country Café Restaurant - Limited Service Onaway
Dairy Queen Restaurant - Limited Service Onaway
Manzana's Deli Restaurant - Limited Service Onaway
Grand Lake Daily Limit Drinking Establishment ~ Presque Isle
Flying Duck Bar Drinking Establishment  Posen

New Bolton Inn Drinking Establishment ~ Posen
Night Hawk Inn Drinking Establishment ~ Hawks
Tower Tavern Drinking Establishment ~ Onaway
Miller Enterprises Drinking Establishment ~ Onaway
Hard Rock Bar & Grill Drinking Establishment ~ Onaway
Havel Northland Bar Drinking Establishment ~ Onaway
Northland Bar Drinking Establishment ~ Onaway
Onaway Bar Drinking Establishment ~ Onaway

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.36 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

LODGES, VARIETY and ELECTRONICS

Business Name Category Community
Masonic Lodge Lodges, Halls Rogers City
VFW Veteran's Memorial Building Lodges, Halls Rogers City
Knights of Columbus Hall Lodges, Halls Rogers City
VFW Hall Lodges, Halls Posen
Masonic Lodge Lodges, Halls Onaway
Dollar General Variety Rogers City
Family Dollar Variety Rogers City
Family Dollar Variety Onaway
Sisler Variety Store Variety Millersburg
Ameritec Paging Electronics Rogers City
J & L Camera & Electronics Electronics Rogers City
Lake Huron Internet Inc. Electronics Rogers City
Mendrick Electric; Westinghouse Electronics Rogers City
Radio Shack Electronics Rogers City
Rogers City Cellular; Nokia; Speednet Electronics Rogers City
Rogers City Repair, Appliances Electronics Rogers City
Mackinaw Software Solutions Electronics Rogers City
JR's Appliance Repair Electronics Posen

PC Advantage Computer Repair Electronics Presque Isle
Alltel Electronics Onaway
Gary Fagel Internet Services Electronics Onaway
Hobson Electric, Inc. Electronics Onaway

N. Michigan Long Distance Tele Electronics Onaway
Onaway Cellular Co. Electronics Onaway
Customized Computer Services Electronics Hawks
MNM Computers Electronics Hawks
Satellite Receivers Cash Depot Satellite, Cable Rogers City
Sunrise Communications Cable Co. Satellite, Cable Onaway
Heythaler & Heythaler Satellite Satellite, Cable Hawks

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.37 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

SPORTING GOODS, PETS, FITNESS and APPAREL

Business Name Category Community
Bike Shop Tour-America of RC Sporting Goods Rogers City
Deer Feed Unlimited Sporting Goods Rogers City
Dry Dock Sporting Goods Sporting Goods Rogers City
Adrian's Sports Shop Sporting Goods Rogers City
Necky Kayaks, rentals Sporting Goods Rogers City
Terry's Bait & Tackle Sporting Goods Rogers City
Parrott's Outpost Sporting Goods Onaway
Hammond Bay Trading Post Sporting Goods Millersburg
Ocqueoc Falls Archery Sporting Goods Millersburg
Wild Bill;s Bait & Tackle Sporting Goods Hillman
Chase Your Tail Grooming Pets, Pet Care Rogers City
Get Er Done Kennels Pets, Pet Care Rogers City
Huron Veterinary Clinic Pets, Pet Care Rogers City
Presque County Animal Control Pets, Pet Care Rogers City
Tina's Pet Parlor & Kennel Pets, Pet Care Onaway
Avent's Shearing Pets, Pet Care Hawks
Curves for Women Fitness Rogers City
Athletic Club (planned) Fitness Rogers City
Curves for Women Fitness Onaway
Richard's Clothing Apparel Rogers City
Nautique Fashions (closed) Apparel Rogers City
Clothing Boutique at Birch Hill Apparel Presque Isle
Cinderella's Closet Apparel Onaway

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.38 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

ART, CERAMICS and GIFT STORES

Business Name Category Community
Art Masters Gallery Art, Paintings & More Rogers City
Deborah Stiller, Artist Art, Paintings & More Rogers City
Domaci Gifts and Fine Art Art, Paintings & More Rogers City
Lakeshore Painting Art, Paintings & More Rogers City
Oil Artistry Company Art, Paintings & More Rogers City
Old Museum Art Supplies, Gifts Art, Paintings & More Rogers City
Susan Koch Paintings Art, Paintings & More Rogers City
Neslund's Northern Wildlife Art Art, Paintings & More Presque Isle
Flamingo's Studios Art Center Art, Paintings & More Onaway
Hammond Bay Art Studio Art, Paintings & More Ocqueoc
Old Museum - Used Books Book Stores Rogers City
Ceramics by Marilyn Ceramics Rogers City
Lakeside Ceramics Ceramics Rogers City
Richter Stone Pottery Ceramics Onaway
Har-Bon Ceramics Ceramics Presque Isle
Harbor Ceramics & Decals Ceramics Presque Isle
Fleming's Homemade Crafts, Jewelry Gift Stores Rogers City
Black Bear Gifts Gift Stores Rogers City
Anchor Bay Gifts Gift Stores Rogers City
Heller's Gift Shop, Cards, Candles Gift Stores Rogers City
Painted Lady Gifts Gift Stores Rogers City
Treasures Forever Gift Stores Rogers City
Jean's Hallmark Gold Crown Gifts Gift Stores Rogers City
Woodland Gift Shoppe Gift Stores Ocqueoc
Village Gift Shop Gift Stores Posen

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.39 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

HOBBY, FLORIST and TAXIDERMY

Business Name

Craftsman Specialty Supply Co.
Train Doctor Hobby

Sister's Stitch

Presque Isle Needleworks
Holiday Bows

Home Spun From Me To Ewe
Stabinski, William Hobby Shop

Le Fleur Boutique; Floral
Rogers City Flower Shop
Floral Expressions

Flower Box

Three Bears Florist
Flower Box

Village Flower & Gift Shop

Marsh's Taxidermy

3D Taxidermy & Wildlife Art
Northern Wildlife Art, Taxidermy
H & H Taxidermy

Antiques; yellow block building
Big North Antiques

Recycled Denim

Shelter, Inc.; Seconds on Third

Category

Hobby, Piece Work
Hobby, Piece Work
Hobby, Piece Work
Hobby, Piece Work
Hobby, Piece Work
Hobby, Piece Work
Hobby, Piece Work

Florist
Florist
Florist
Florist
Florist
Florist
Florist

Art, Taxidermy
Art, Taxidermy
Art, Taxidermy
Art, Taxidermy

Used Merchandise
Used Merchandise
Used Merchandise
Used Merchandise

Community

Rogers City; Hoeft
Millersburg
Hawks

Presque Isle
Posen

Posen

Onaway

Rogers City
Rogers City
Posen
Onaway
Onaway
Onaway
Posen

Onaway

Millersburg
Presque Isle
Presque Isle

Rogers City
Rogers City
Rogers City
Rogers City

Note: Inventories are based on in-market field observations and some internet research.

Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.

Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.40 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

PERSONAL CARE

Business Name

Mary Kay Cosmetics
Nature's Echo Soap
Arbonne-Swiss Skin Care
Mary Kay Cosmetics
Avon Products, Inc.
Mary Kay Cosmetics

Clipper Beauty, Electrolysis
Beauty Boutique Hairstyling
Nails in the Harbor

Elite Salon and Spa

Hair It Is Family Hair

Jack's Barber Shop
Sharon's Style Isle

Shear Harbor

Amy's Lakeside Salon

Clip Joint Beauty Salon

Cut and Curl

Judy's Hair-N-Kare

Main Street Hair Design
Clyde's Barber Shop

Doll House Beauty Salon
Ray's Barber Shop

Sally's Hair Styling
Victorian Rose Hair Styling
Sandpiper Lane Studio

Renee's Country Cuts, Tanning

Village Salon

Category

Personal Care, Beauty
Personal Care, Beauty
Personal Care, Beauty
Personal Care, Beauty
Personal Care, Beauty
Personal Care, Beauty

Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care
Hair and Nail Care

Community

Rogers City
Rogers City
Presque Isle
Posen
Onaway
Millersburg

Rogers City
Rogers City
Rogers City
Rogers City
Rogers City
Rogers City
Rogers City
Rogers City
Presque Isle
Presque Isle
Posen
Posen
Posen
Onaway
Onaway
Onaway
Onaway
Onaway
Ocqueoc
Millersburg
Millersburg

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.



Exhibit D.41 Business Inventory by Category
City of Rogers City and Presque Isle County, Michigan

FUNERAL SERVICES and LAUNDRY

Business Name Category Community
A B Crow Memorials Funeral, Memorial Rogers City
Beck Funeral Home Funeral, Memorial Rogers City
Brietske Funeral Home Funeral, Memorial Rogers City
Hentkowski Funeral (pind.) Funeral, Memorial Rogers City
McWilliams Funeral Home Funeral, Memorial Posen
Posen Memorials Funeral, Memorial Posen
Chagnon Funeral Home Funeral, Memorial Onaway

A C Washes Inc. Laundry, Cleaning Rogers City
Express Drycleaning & Laundry Laundry, Cleaning Rogers City
Harbor Light Laundry/Linen Service Laundry, Cleaning Rogers City
Knight Cleaners Laundry, Cleaning Rogers City
LRD Cleaning Services Laundry, Cleaning Rogers City
Northland Cleaners Laundry, Cleaning Rogers City
Cleaning Unlimited Laundry, Cleaning Posen
Strzelecki Cleaning Laundry, Cleaning Posen

A Plus Cleaning & Restoration Services Laundry, Cleaning Onaway
Onaway Laundry Laundry, Cleaning Onaway
Cathy's House Cleaning Laundry, Cleaning Onaway

Note: Inventories are based on in-market field observations and some internet research.
Lists are intended to capture at least 90% of all businesses, so may not be all-inclusive.
Any omissions and imperfect designations of businesses are unintentional.
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! Mentioned as a destination or favorite store; Source: LandUse |USA, LLC; Fall 2009.
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Exhibit E.1 Local Eating, Drinking Establishment
Open-Ended Essay-Style Survey Questions - Rogers City, Ml
(39 Mentions from 46 Survey Respondents)
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Exhibit E.2 Local Grocery, Pharmacy, Gas, Convenience
Open-Ended Essay-Style Survey Questions - Rogers City, Ml
20 - (59 Mentions from 46 Survey Respondents)
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! Mentioned as a shopping destination or favorite store; Source: LandUse | USA, LLC; Fall 2009.
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Exhibit E.3 Local Hardline Retailers
Open-Ended Essay-Style Survey Questions - Rogers City, Mi
20 (47 Mentions from 46 Survey Respondents)
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! Mentioned as a destination or favorite store; Source: LandUse |USA, LLC; Fall 2009.
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Exhibit E.4 Local General Merchandise Categories
Open-Ended Essay-Style Survey Questions - Rogers City, Mi
(42 Mentions from 46 Survey Respondents)
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! Mentioned as a shopping destination or favorite store; Source: LandUse |USA, LLC; Fall 2009.



Exhibit E.5 Local Miscellaneous Categories
Open-Ended Essay-Style Survey Questions - Rogers City, Ml
20 - (23 Mentions from 46 Survey Respondents)
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! Mentioned as a destination or favorite business; Source: LandUse |USA, LLC; Fall 2009.
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Exhibit E.6 Local Retailer Shortfalls

Open-Ended Essay-Style Survey Questions - Rogers City, Mi
20 - (58 Mentions from 46 Survey Respondents)
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! Mentioned as a part of local shopping experience; Source: LandUse JUSA, LLC; Fall 2009.



Exhibit E.7 Non-Local Retail Destinations
Open-Ended Essay-Style Survey Questions - Rogers City, Ml

(64 Mentions from 46 Survey Respondents)
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Number of Times Mentioned

Staples

Ski Shops

Salvation Army

JoAnn Fabricks

Bed Bath Beyond

Restaurants, Taco Bell

Clothing, Apparel

Gasoline Stations

Kmart, Meijer, Target

Home Depot, Lowes,
TSC

Gordon's, Sav-A-Lot,
Grocery

JC Penney, Younkers,
Kohl's, Dept. Stores

Wal-Mart

! Mentioned as a destination or favorite store outside of Rogers City; Source: LandUse |USA, LLC; Fall 2009.

Exhibit E.8 Local Benefits, Assets, Amenities
Open-Ended Essay-Style Survey Questions - Rogers City, Mi

(134 Mentions from 46 Survey Respondents)
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Number of Times Mentioned

0
5
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Good Brand,
Reputation

Attractive Downtown

Good Festivals, Events

Good Products,
Choices

Entrepreurial, Hard
Working Spirit

Merchant Honesty,
Fairness

Cleanliness, Pride of
Ownership

Good Service Levels

Know People,
Acquaintances

Convenient, Fast

Scenic Living, Pristine
Nature

Recreation, Trails,
Hunting

Friendliness, Good
People

Quiet, Safe Quality of
Life

! Mentioned as local benefits, assets, amenities; Source: LandUse | USA, LLC; Fall 2009.



Exhibit E.9 Retail Wants or Needs
Open-Ended Essay-Style Survey Questions - Rogers City, Mi

(89 Mentions from 46 Survey Respondents)

25

20 ~

Number of Times Mentioned

Web Marketing
Services

Health Foods,
Vitamines

Computer Supply,
Repair

Arts, Crafts, Knitting,
Fabric

Appliance Store

Book, Music Store, E-
books

Gasoline Competition

Specialty Shops,
Other

Pet Supplies

Office Supplies

Lowe's, Menards, TSC

Café, Wi-Fi, Deli,
Rustic Breads

Shoe Store
Restaurants, Ethnic

Eateries

Clothing, Apparel,
Consignment

Grocery Store
Competition

! Mentioned as a desired retail wants or needs; Source: LandUse | USA, LLC; Fall 2009.

Exhibit E.10 Local Economic Initiatives, Wants or Needs

Open-Ended Essay-Style Survey Questions - Rogers City, Mi

(52 Mentions from 46 Survey Respondents)
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Number of Times Mentioned

0

Volunteers;
Community
Involvement

Wireless, Broadband
Coverage

Business Incentives
and Funding

Public Transp.,
Regional Linkages

Filling Business, Retail
Vacancies

Wolverine Power
Plant, Recruitment

Employers, Industry,
Manufacturing

Jobs, Good Pay, incl.
Jobs for Youths

! Mentioned as local economic initiatives, wants or needs; Source: LandUse |USA, LLC; Fall



Exhibit E.11 Entertainment, Recreation Wants or Needs

Open-Ended Essay-Style Survey Questions - Rogers City, Ml

(34 Mentions from 46 Survey Respondents)

Entertainment, Other

Athletic Club

Country Club Golf
Course

Bike Paths, Sidewalks,
etc.

Senior Programs,
Activities

Wine Bar,
Microbrewery, Live
Music

R.V. Park,
Campground,
Waterpark

Boat, Jet Skis,
Snowmobile Rental

Kids & Teen Programs,
Center

Recreation Ctr., Gym,
Pool

Tourism, Eco-Tourism,
Artst & Culture

| IR T T e

25 ~

20 ~

Lo o
— —

5,
0,

Number of Times Mentioned

! Mentioned as a desired new venue or attraction; Source: LandUse | USA, LLC; Fall 2009.

Exhibit E.12 Medical, Educational, Housing Wants or Needs

Open-Ended Essay-Style Survey Questions - Rogers City, Mi

(29 mentions from 46 Survey Respondents)

Resid: More Choice

Resid: Condos

Resid: Better
Apartments

Educ: Technical School

Educ: Community
College

Educ: Adults (Art,
Pottery, Dance)

Educ: Public Schools

Medic: Assisted Living
Facility

Medic: Emergency,
Urgent Care

Medic: Non-
EmergencyCare

25 ~

20 ~

T T T I
Lo o Lo o
— —

Number of Times Mentioned

! Mentioned as a desired medical, educational, housing wants or needs; Source: LandUse | USA, LLC; Fall 2009.
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30 - Exhibit E.13 Question: "What community do you LIVE in?"
Rogers City, Ml Community Questionnaire Participants
(45 Replies from 46 Survey Respondents)
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Source: LandUse | USA, LLC; 2009.

35 +
Exhibit E.14 Question: "What community do you WORK in?"
30 - Rogers City, Ml Community Questionnaire Participants
(46 Replies from 46 Survey Respondents)
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Source: LandUse | USA, LLC; 2009.
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Exhibit 3.15 Question: "How long have you lived in the area?"
30 - Rogers City, Ml Community Questionnaire Participants
(41 Replies from 46 Survey Respondents)
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Source: LandUse | USA, LLC; 2009.



Appendix E.16 Assessment of Local Gasoline Prices
Rogers City and other Communities in Michigan's Northern Mainland

Communities Generally Listed North to South, West to East:

Lowest Price Lowest Price Lowest Price

Community per Gallon Community per Gallon Community per Gallon

St. Ignace $2.69

Mackinaw City $2.69 Cheboygan $2.69
Petoskey $2.60 Indian River $2.58 [Rogers City $2.59
Boyne City $2.65 Gaylord $2.59 Alpena $2.52
Traverse City $2.59 Grayling $2.55 Harrisville $2.57
Kalkaska $2.45 Houghton Lake $2.48 East Tawas $2.52

Mt. Pleasant $2.52 Bay City $2.56
Assessment Steps:

a) 18 gallon tank; 3 gallons filled and 15 empty

b) Fuel in Alpena instead of Roger's City

¢) Savings after buying 15 gallons = $1.05

d) 76 mile round-trip distance Rogers City - Alpena
e) Average 23 miles per gallon fuel efficiency

f) Cost to travel to Alpena and back = $8.32

g) Net Trip Cost for Alpena v. Rogers City = ($7.27)

Additional Costs for travelers = 2 hours travel time, lost productivity
Additional costs for the local, global environment = air pollution; loss of natural resources

Additional Costs for Rogers City = cross-shopping to other stores; loss of other retail sales

Source: LandUse |USA, LLC; research results from various internet sources; December 26, 20009.



E.17 Rogers City and Presque Isle County Community Questionnaire

The sources of all responses are held confidential. These are open-ended questions;
please be positive but honest and elaborate wherever possible. Use the back side of
this form if you would like more space to write. Thank You!

1. a) What community do YOU LIVE IN7.....coiiiiiiiiiiieee e
b) What community do YOU WORK IN?.......ccveiieiieiie e
) How long have you lived in the area?............ccceeeevieeieiieeieece e

2. Tell us about your experiences with shopping and services in Rogers City in the past
year. What businesses have you visited, and how often have you gone back? What
did you enjoy most about shopping or doing business here?

MAIL IT BACK:

LandUse | USA, LLC
6971 Westgate Drive
Lake Victoria, M| 48848

DROP IT OFF:

Mark D. Slown

City Manager

193 E. Michigan Ave.
Rogers City, M1 49779

PHONE INTERVIEWS:

Sharon M. Woods
(517) 290-5531
8:00am - 8:00 pm
Through Dec. 2009

3. Please tell us about your experiences shopping or doing business in other destinations outside of
Rogers City. How often do you shop elsewhere and what are your favorite destinations? Where do
the other members of your family like to shop? Please list communities and/or store brands.

4. What other benefits, amenities and assets does the region offer to its residents? What makes the
area unique and special? What do you most enjoy about living and/or working in the area?

5. What other types of businesses, retailers or destinations would you like to see in the region?

Please elaborate as much as possible.

6. What do you think are the biggest challenges for the region going forward? Tell us what you think

about job choices, housing, resources, amenities and/or overall quality of life.
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40% -

Exhibit F.1 Households by Income Bracket - 2009

STATE OF MICHIGAN
35% ~

30% -

25% ~

20% ~

SP|OYasNOoH JO areys

15% -

10% +
5% -
0% : : : : . ‘ [ e

< $15,000 $15,000 - $25,000 - $35,000 - $50,000 - $75,000 - $100,000-  $150,000-  $250,000- > $500,000
$24,999 $34,999 $49,999 $74,999 $99,999 $149,999 $249,999 $499,999

Source: Claritas, Inc.; Analysis by LandUse | USA, LLC; December 2009.
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Exhibit F.2 Households by Income Bracket - 2009

Presque Isle County, Michigan
35% -

30% ~

25% ~

20% ~

SP|OYasNOH Jo ateys

15% -
10% -
5% - I
0% ‘ ‘ ‘ I ‘ | o

<$15,000 $15,000 - $25,000 - $35,000 - $50,000 - $75,000 - $100,000-  $150,000-  $250,000- > $500,000
$24,999 $34,999 $49,999 $74,999 $99,999 $149,999 $249,999 $499,999

Source: Claritas, Inc.; Analysis by LandUse | USA, LLC; December 2009.
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Exhibit F.3 Housing Units by Value Bracket - 2009
STATE OF MICHIGAN
35% ~

30% -

25% +

20% -

suun BuisnoH Jo areys

15% +

10% -
N II
0%.I | | | | | I-L

Lessthan ~ $20,000-  $40,000-  $60,000-  $80,000-  $100,000- $150,000- $200,000- $300,000- $400,000- $500,000 or
$20,000 $39,999 $59,999 $79,999 $99,999 $149,999  $199,999  $299,999  $399,999  $499,999 Higher

Source: Claritas, Inc.; Analysis by LandUse |USA, LLC; December 2009.
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Exhibit F.4 Housing Units by Value Bracket - 2009

Presque Isle County, Michigan
35% -

30% -
25% ~

20% -

15%
10%
B R R R R E - -

Less than $20,000-  $40,000-  $60,000-  $80,000- $100,000- $150,000- $200,000- $300,000- $400,000- $500,000 or
$20,000 $39,999 $59,999 $79,999 $99,999 $149,999 $199,999 $299,999 $399,999 $499,999 Higher

suun BuisnoH Jo aseys

Source: Claritas, Inc.; Analysis by LandUse |USA, LLC; December 2009.



257 Exhibit F.5 Number of Single Family Building Permits

Presque Isle County, Michigan
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g
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sHwIad Buipjing Jo JaquinN
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Source: U.S. Census, including reported permits plus estimates with imputation; analysis by LandUse | USA, LLC.
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$300,000 -

$250,000 -
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$200,000 -

$150,000 -

$100,000 ~

—&— Oakland Co.
—&— Kent Co.
—&— Muskegon Co.

—&— Presque Isle Co.
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St fup

$50,000 /[

Exhibit F.6 Average Construction Cost per Unit
Single-Family Building Permits
Selected Counties - Michigan
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Source: U.S. Census, including reported permits plus estimates with imputation; analysis by LandUse | USA, LLC.




Exhibit F.7 Listed For-Sale Price
Foreclosures, Bank-Owned and/or Short Sale
Selected Counties in Michigan's Northern Mainland

$500,000 - ®
. .
$450,000 - N ¢
*
*
$400,000 - * *
o *
$350,000 - ®
¢ .
g $300,000 - . . PN . . .
) * S
B $250,000 | i . 4 . ¢
=) DS * ¢ ¢
2 o ¢ * .
2 $200,000 - ¢ ¢
S . 3
b4 °
$150,000 . $ i $ ¢ $ ¢
*
3 ¢ 8 R Y S
$100,000 - 8 $ ‘ $ .
* .
* $ o ¢ 2
$50,000 : $ g
Pe ®
s D4 ]
$0 $
Grand Antrim  Charlevoix Emmet Cheboygan Presque Alpena Alcona losco Otsego  Crawford
Traverse Isle

Sources: Various broker listings on www.RealtyTrac.com and www.ForeclosureFreeResearch.com; analysis by LandUse | USA.
Graph is intended to demonstrate the range and distribution of for-sale prices only,
and may not be a realistic representation of the total number of available properties.
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Exhibit F.8 Price per Square Foot v. Unit Size
$550 - Multi-Family (MF) Units
Selected Markets in Michigan's Northern Mainland
$500 -
$450 -
.
$400 -
= -
g # NE Michigan MF
o $350 -
Q M Gaylord MF
Jd L 2
% $300 - ¢ & Traverse City MF
§ teo o ¢ . < Alpena MF
~  $250 + . * .
<o
o
o
$200 - . 2 ©
. .
$150 - o
wS"o e ¢
*» * . .
$100 - 0y Foe, 8 o o @
8 ¢ ©
$50 o e * M " ¢ o
[ |
$O T T T T T T T T T T T T T T T 1

250 500 750 1,000 1,250 1,500 1,750 2,000 2,250 2500 2,750 3,000 3,250 3,500 3,750 4,000

Square Feet

Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse | USA, LLC; October 2009.
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Exhibit F.9  Price per Square Foot v. Unit Size
5550 a Single-Family (SF) Units
| Selected Markets in Michigan's Northern Mainland
$500 - A A A Cheboygan SF
< A © Alpena SF
$450 -
A Presque Isle SF
o
- $400 - A A 4 A A Onaway SF
= L 4 A A O A
2 $350 4 o V'S A @ Ocqueoc, Millersburg, Hawks SF
@ A
L AA A @ Rogers City SF
5 $300 - A A A O
@ A A A
T A
S $250 -
$200 - L 2
$150 - o
A
$100 ~ A
A
$50 - A
A
$0 T T T T T T T T T T T T T T T 1
- 250 500 750 1,000 1,250 1,500 1,750 2,000 2,250 2,500 2,750 3,000 3,250 3,500 3,750 4,000

Square Feet

Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse |USA, LLC; October 2009.



1,000,000 -

Exhibit F.10 For-Sale Prices
Multi-Family (MF) - One Bedroom Units
900,000 - Selected Markets in Michigan's Northern Mainland
800,000 -
O Traverse City MF

700,000 -+ < City of Alpena MF
o
% 600,000 -
@D
=
@ 500,000 -
@

400,000 -

oo
oo
300,000 -
o
oo
oo
200,000 - oo
ool
oo
100,000 -
0 5 10 15 20 25 30 35 40 45

In Ranking Order, Lowest Price to Highest

Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse |USA, LLC; October 2009.
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1,000,000

900,000

800,000

700,000

600,000

500,000

($) 9911 9[eS-104

400,000

300,000

200,000

100,000

Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse | USA, LLC; October 2009.

Selected Markets in Michigan's Northern Mainland

Exhibit F.11 For-Sale Prices
Multi-Family (MF) - Two Bedroom Units

Counter in Ranking Order, Lowest Price to Highest

oo
oo O Traverse City MF
400 OO < City of Alpena MF
OO0 od
< City of Gaylord MF
OO0 goEoo0
OO0 < City of Cheboygan MF
DDDDDDDDDDDDDDDDDD y yg

OO goooBooHs _ .

poooooo0d 0 Mackinaw City MF
B

5 10 15 20 25 30 35 40 45 50 55 60 65 70

75



1,000,000 -

Exhibit F.12 For-Sale Prices
900000 - Multi-Family (MF) - Three Bedroom Units
Selected Markets in Michigan's Northern Mainland
800,000 -
700,000 -
Y
:(_? 600,000 - oo
o
= oo
@ 500,000 -
C
400,000 ~ O Traverse City MF
oo
o
oo o City of Alpena MF
300,000 - |:||:||:||:|DD
OO ggoo < City of Gaylord MF
200,000 1 JE© nooo _
O o0 8 < City of Cheboygan MF
OOOOQSSD
oo . O Mackinaw City MF
100,000 - @ Soo y
0 5 10 15 20 25 30 35 40 45 50

Counter in Ranking Order, Lowest Price to Highest

Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse | USA, LLC; October 2009.



1,000,000 -
Exhibit F.13 For-Sale Prices

Single-Family (SF) - One Bedroom Houses
Selected Markets in Michigan's Northern Mainland

900,000 -

800,000 -

700,000 +

600,000 -

500,000 + OO0

($) @011d 3[eS-104

< City of Alpena SF

o0
400,000 ~ < City of Cheboygan SF

L 2R 2

@ Rogers City SF
300,000 -

200,000 -

100,000 - 888800

0 5 10 15 20 25 30 35 40 45 50
Counter in Ranking Order, Lowest Price to Highest

Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse | USA, LLC; October 2009.



1,000,000 -

Exhibit F.14 For-Sale Prices
900,000 - Single-Family (SF) - Two Bedroom Houses
Selected Markets in Michigan's Northern Mainland
800,000 -
< City of Alpena SF
700,000 +
< Presque Isle City SF o

o 600,000 ~ < City of Cheboygan SF
&
= O Onaway, Hawks, Millersburg, Posen SF
® 500,000 - X0
E O Mackinaw City SF
& o

400,000 - = @ Rogers City SF

O *» e o
300,000 - |:|D oooo owoo
X0
0<>oo<><>° o0
O xR
200,000 58<><><>2<><><><><><>
100,000

0 5 10 15 20 25 30 35 40 45 50 55 60 65 70 75 80 85 90 95 100 105 110 115 120
Counter in Ranking Order, Lowest Price to Highest

Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse | USA, LLC; October 2009.
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100,000

Exhibit F.15 For-Sale Prices
Single-Family (SF) - Three Bedroom Houses
Selected Markets in Michigan's Northern Mainland

L 4 < City of Alpena SF
_ DD )
< Presque Isle City SF &
< City of Cheboygan SF
oo O Onaway, Hawks, Millersburg, Posen SF
1O O Mackinaw City SF é@@
# Rogers City SF o ©
o o & &
* &K% <55
1k :
L
O 2
/ \<<<<<<\<\<<<§§~<.<‘<«
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I ™ S
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(é“\\\\
0 25 50 75 100 125 150 175 200 225 250 275

Counter in Ranking Order, Lowest Price to Highest

Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse | USA, LLC; October 2009.
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] Exhibit F.16  For-Sale Prices
Single-Family (SF) - Four Bedroom Houses
: Selected Markets in Michigan's Northern Mainland &
X0
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00 O O Onaway, Hawks, Millersburg, Posen SF
O Mackinaw City SF
o y
i o & @ Rogers City SF
o O <
<o X0
%
1 & ©
O <o x &
1 0 XXX
SRR
<& <)0<>:
:ooooooodmooo
O

0 5 10 15 20 25 30 35 40 45 50 55 60 65

Counter in Ranking Order, Lowest Price to Highest
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Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse | USA, LLC; October 2009.
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Exhibit F.17 For-Sale Prices
Single-Family (SF) - Five Bedroom Houses
900,000 - Selected Markets in Michigan's Northern Mainland
800,000 ~
< City of Alpena SF
700,000 - < Presque Isle City SF
< City of Cheboygan SF
- 600,000 - _
o O O Onaway, Hawks, Millersburg, Posen SF
<t
= . .
5- 500,000 - o [0 Mackinaw City SF
,g @ Rogers City SF
=~ o0
400,000 + <
o0
<
300,000 ~ ood <
o OO
3 ®O0
200,000 + O o0
< o
60 OO0
Oso o8 PP
100,000 - OB o P
%330"””
0 5 10 15 20 25 30 35 40 45

Counter in Ranking Order, Lowest Price to Highest

Source: Real Estate Broker listings provided by RealtyTrac.com and Realtor.com; analysis by LandUse | USA, LLC; October 2009.



$700 1 Exhibit F.18 Average Contract Rent - 2010 (e)

Selected Counties in Michigan's Sunrise Side

$600

$500 -

$400 -

U8y 10e11U0Y) abeIoAY

$300 -

$200 -

$100 -

$O T T

MICHIGAN ALCONA CO. PRESQUE ISLE CO. ARENAC CO. I0SCO CO. CHEBOYGAN CO. ALPENA CO.

Source: 1990 and 2000 Census data used by LandUse | USA to develop 2010 forecasts; (e) indicates that the 2010 data are estimates.
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100%

90%
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Source: 1990 and 2000 U.S. Population Census; analysis by LandUse | USA, LLC, November 2009.

UNITED STATES

Exhibit G.1 Vacant for a Variety of Reasons

MINNESOTA

as a Percent of Total Units
Selected States - Upper Midwest

01990 % Vacant

WISCONSIN

[l 2000 % Vacant

I

ILLINOIS

MICHIGAN



100% -

Exhibit G.2 Percent of Vacant Units
Occupied Seasonally (i.e., not a primary homestead)

90% -| Selected States - Upper Midwest

80% -

70% -

60% - 01990 % Seasonal [ 2000 % Seasonal
= 50% -
(@]
2

40% -

30% -

20% -

10% -

0%
UNITED STATES MINNESOTA WISCONSIN ILLINOIS MICHIGAN

Source: 1990 and 2000 U.S. Population Census; analysis by LandUse |USA, LLC, November 2009.
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Exhibit G.3 Vacant for a Variety of Reasons

as a Percent of Total Units

Selected Counties on Michigan's Great Lakes

01990 % Vacant

2000 % Vacant

Alpena

Grand Traverse

Presque Isle

Charlevoix

Source: 1990 and 2000 U.S. Population Census; analysis by LandUse |USA, LLC.

Cheboygan

Emmet

Alcona
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JaquinN
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400 +

200 -

Exhibit G.4 Number of Transitional Units
For Sale or Rent; Recently Sold or Rented but not yet Occupied
Selected Counties on Michigan's Great Lakes

01990 For Rent, Sale, Vacant [ 2000 For Rent, Sale, Vacant

Alpena

Grand Traverse

Presque Isle Charlevoix Cheboygan Emmet Alcona

Source: 1990 and 2000 U.S. Population Census; analysis by LandUse |USA, LLC.
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losco



Exhibit G.5 Number of Vacant Units
Occupied Seasonally (i.e., not a primary homestead)
Selected Counties on Michigan's Great Lakes
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Alpena Grand Traverse Presque Isle Charlevoix Cheboygan Emmet Alcona Antrim losco

Source: 1990 and 2000 U.S. Population Census; analysis by LandUse | USA, LLC.



Exhibit G.6 Percent of Vacant Units
Occupied Seasonally (i.e., not a primary homestead)

Selected Counties on Michigan's Great Lakes
100% -

01990 % Seasonal 2000 % Seasonal
90% -

80% ~

70% -

60% -

50% ~

JUB2Iad

40% -

30% -
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0% ‘
Alpena Grand Traverse  Presque Isle Charlevoix Cheboygan Emmet Alcona Antrim losco

Source: 1990 and 2000 U.S. Population Census; analysis by LandUse |USA, LLC.



Rogers City, Michigan | Downtown Economic Growth Strategy

)
N
2
<
Z
<
O
=>
@)
Z
@)
O
LLI
>_
I—
Z
>
O
O
T




$1,000.0

Exhibit H.1 Total Personal Income - 2009

$900.0 - Within Five Miles of Selected Sunrise Side Communities

$800.0

$700.0

$600.0 -

$500.0

$400.0

(suolIAS) swoau| [euosiad [e1o0L

$300.0

$200.0

" --.. | | | | | |

Mackinaw Harrisville  Au Gres 5- Rogers City Indian River Pinconning Oscoda5- Tawas City Cheboygan Gaylord5- Alpena 5-
City 5-Mile 5-Mile Ring MileRing 5-Mile Ring 5-Mile Ring 5-Mile Ring Mile Ring 5-Mile Ring 5-Mile Ring MileRing  Mile Ring
Ring

Source: Claritas, Inc.; Analysis by LandUse |USA, LLC; December 2009.
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Exhibit H.2 Total Personal Income - 2009

$900.0 1 Within Ten Miles of Selected Sunrise Side Communities

$800.0
$700.0
$600.0 -

$500.0

$400.0 -
$300.0 -
$200.0 -
$100.0 - I I I I
$0.0 ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘

Mackinaw Harrisville Au Gres 10- Rogers City Indian River Pinconning Oscoda 10- Tawas City Cheboygan Gaylord 10- Alpena 10-
City 10-Mile  10-Mile Mile Ring 10-Mile 10-Mile 10-Mile Mile Ring 10-Mile 10-Mile Mile Ring  Mile Ring
Ring Ring Ring Ring Ring Ring Ring

(suolIAS) swoau| [euosiad [e1o0L

Source: Claritas, Inc.; Analysis by LandUse |USA, LLC; December 2009.
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Exhibit H.3 Total Personal Income - 2009

$900.0 - Within Fifteen Miles of Selected Sunrise Side Communities

$800.0

$700.0
$600.0 -
$500.0
$400.0
$300.0
$200.0
$100.0 I
$0.0 ‘ ‘ ‘ ‘ ‘ ‘ \ \ T T

Mackinaw Harrisville Au Gres 15- Rogers City Indian River Pinconning Oscoda 15- Tawas City Cheboygan Gaylord 15- Alpena 15-
City 15-Mile  15-Mile Mile Ring 15-Mile 15-Mile 15-Mile Mile Ring 15-Mile 15-Mile Mile Ring  Mile Ring
Ring Ring Ring Ring Ring Ring Ring

(suolIN$) Wwoou| [euoSIad [2101

Source: Claritas, Inc.; Analysis by LandUse |USA, LLC; December 2009.
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90% +
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60% -
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20% -

10% +

Exhibit H.4 Adult Educational Attainment - 2009
Selected Counties on Michigan's Sunrise Side

O No High School Diploma O High School Diploma Only B Some College; any Degree

0%

ALCONA CO.

PRESQUE ISLE CO.

ARENAC CO. I0SCO CO. CHEBOYGAN CO. ALPENA CO.

Source: Claritas, Inc.; Analysis by LandUse | USA; October 2009; represents share of adults 25 years or older.
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Exhibit H.5 Selected Upper Midwest States and the USA
Monthly Unemployment Rates, Seasonally Adjusted
1948 - Nov. 2009 (e)
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(e) Al numbers are seasonally adjusted; figures for November are preliminary estimates. All figures are percents of the total Labor Force Age 16+.
Source: Bureau of Labor Statistics - July 2009; Analysis by LandUse | USA, LLC.
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Exhibit H.6 Selected Upper Midwest States and the USA
28.0 - Monthly Unemployment Rates, Seasonally Adjusted
1990 - Nov. 2009 (e)
26.0
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(e) Al numbers are seasonally adjusted; November figures are preliminary estimates. All figures are percents of the total Labor Force Age 16+.
Source: Bureau of Labor Statistics - July 2009; Analysis by LandUse JUSA, LLC.
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Exhibit H.7 State of Michigan Unemployment Rates
28.0 - Seasonally v. Not-Seasonally Adjusted

1948 - Oct. 2009 (e)
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(e) October figures are preliminary estimates. All figures are percents of the total Labor Force Age 16+.
Source: Bureau of Labor Statistics - July 2009; Analysis by LandUse JUSA, LLC.
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Exhibit H.8 Selected Counties in Northern Michigan

28.0 Monthly Unemployment Rates (not seasonally adjusted)
1948 - Oct. 2009 (e)
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(e) October figures are preliminary estimates. All figures are percents of the total Labor Force Age 16+.
Source: Bureau of Labor Statistics - July 2009; Analysis by LandUse |USA, LLC.
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Exhibit H.9 Selected Counties on Michigan's Sunrise Side

Monthly Unemployment Rates (not seasonally adjusted)
1948 - Oct. 2009 (e)
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(e) October figures are preliminary estimates. All figures are percents of the total Labor Force Age 16+.
Source: Bureau of Labor Statistics - July 2009; Analysis by LandUse |USA, LLC.
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30.0 Exhibit H.10 Presque Isle and Adjacent Sunrise Side Counties
Monthly Unemployment Rates (not seasonally adjusted)
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(e) October figures are preliminary estimates. All figures are percents of the total Labor Force Age 16+.
Source: Bureau of Labor Statistics - July 2009; Analysis by LandUse | USA, LLC.



Exhibit H.11 Presque Isle, Cheboygan and Alpena Counties

Employment By Industry Category - 2007
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Source: Bureau of Economic Analysis, December 2009; Analysis by LandUse JUSA, LLC.



Exhibit H.12 STATE OF MICHIGAN
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Change in Share of Employment by Industry
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Source: Underlying data by the Bureau of Economic Analysis; Analysis by LandUse |USA, LLC; December 2009.
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4.00 - e Agriculture (90%), Mining (10%)

e Construction

Exhibit H.13 Cheboygan County, Michigan

Change in Share of Employment by Industry Manufactur
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Source: Underlying data by the Bureau of Economic Analysis; Analysis by LandUse |USA, LLC; December 2009.
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Exhibit H.14 Alpena County, Michigan

e Services Change in Share of Employment by Industry
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Source: Underlying data by the Bureau of Economic Analysis; Analysis by LandUse |USA, LLC; December 2009.
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Exhibit H.15 Presque Isle County, Michigan

Change in Share of Employment by Industry
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Source: Underlying data by the Bureau of Economic Analysis; Analysis by LandUse |USA, LLC; December 2009.
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60% - Exhibit H.16 Outflow Analysis - 2000 Census Year

Share of Employed Residents Working in Some Other County
Selected Counties in Northeast Michigan
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Source: 2000 Population Census; Analysis by LandUse |USA, LLC; December 2009.



20% - Exhibit H.17 Outflow Analysis - 2000 Census Year
Share of Presque Isle’'s Working Residents

18% | by Employing County (other than Presque Isle)
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Source: 2000 Population Census; Analysis by LandUse |USA, LLC; December 2009.



60% - Exhibit H.18 Inflow Analysis - 2000 Cenus Year

Share of Workers Coming From Some Other County
Selected Counties in Northeast Michigan
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Source: 2000 Population Census; Analysis by LandUse |USA, LLC; December 2009.



20.0% Exhibit H.19 Inflow Analysis - 2000 Census Year
Share of Presque Isle's Workers

18.0% - by Resident County (other than Presque Isle)
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Source: 2000 Population Census; Analysis by LandUse |USA, LLC; December 2009.
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Exhibit H.20 Net Worker-Flow Analysis - 2000 Census Year
Net = (Import of Workers) - (Export of Workers)

Selected Counties in Northeast Michigan
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Source: 2000 Population Census; Analysis by LandUse |USA, LLC; December 2009.
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