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The historic Borough of Pemgton is a wholesome and family
oriented small town with attractive neighborhoods, kaghality
schools, a notable heritage, friendly merchants, and considerable
visual charm. It provides opportunities for shopping and dining,
services to residents, trdees, students, businesses, and visitors
alike, along with a host of community activities.



Introduction

The Economic Development Commission was created in 1997 to
promote the economic wdbleing of the Borough. In 2006 the
Commissiorbecame increasingly concerned that the appearance
and the economic vitality of the Borough were declining. Retail
vacancies in the downtown, increased competition for businesses
throughout the Borough, a deteriorating infrastructure, and a tired
looking dreetscape were some of the major issues.

To begin to address these problems, the Commission decided to
engage in a Market Analysis. The purpose of this study was to
compile useful information so that Pennington Borough businesses
and all community stakelders could make informed decisions
about the future. The Commission was assisted in this project by a
student team from the Small Business Institute at Rider University.

The Economic Development Commission contributed several
items to the Market Analys It described the context of the study

(a short history of the Borough, a map, a Business Directory,
demographic and economic data) and a depiction of the current
business environment (the general appearance of businesses, the
most prominent businességpe of businesses, etc). It created two
surveys: a Business Owner Survey which members of the
Committee conducted, and a Customer Survey which the Rider
students used.

The student team focused on three aspects of the Market Analysis.
Starting in Janugr2007, it investigated the trade area for current
Borough businesses and the competing trade areas. It analyzed
who the customers of Borough businesses are by studying mail
surveys, by telephone surveys, and by interviewing customers on
the street. Then collected and analyzed the data, reporting the
findings, and making specific recommendations in May 2007.



This report presents objective and subjective data on the Borough
of Pennington, summarizes the findings of the surveys conducted,
and reviews thanalyses and recommendations which arose from
the study. Retaining and strengthening existing businesses,
encouraging appropriate action by property owners and municipal
agencies, attracting new customers and new businesses, and
improved marketing strategg are expected outcomes.
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1. THE CONTEXT

GENERAL INFORMATION ABOUT THE BOROUGH OF PENNINGTON

A. History

The current Borough of Pennington is comprised of an area approximately one square
mile and is a small suburban community. The Borough is located in the west central
portion of New Jersey, in the northwest portion of Mercer County.

Penningta Borough is surrounded by Hopewell Township, which was deeded to English
immigrants by the Lenape Indians in 1688. The approximate settlement date of record for
Pennington is 1708, a mere eigfiitye years after the very first New Jersey settlement by
theDutch in 1632. Originally named Queenstown in honor of the English Queen Anne,
the settlement was initially about a mile and theeghths from north to south, and
approximately two square miles from east to west.

According to deeds and wills, the naofeQueenstown was changed to Pennington as

early as 1747. Legend has it that the name was a derivation of the former title of

Pennytown. That name was supposed to have been given by a traveler, who applying for

a nightoés | odgi ng asachargedapéenmyn i n the village,

For more than a century and a half, homes and lands beyond the present Borough limits
were considered part of Pennington. It was not until 1890 that the borough as such came
into being. That legal action, fortunately, did not severrtiationship with those outside

the political boundaries and many citizens beyond the Borough limits proudly consider
themselves Penningtonians.

Because of its centralized location between New York and Philadelphia, Pennington was

the site of some actioduring the Revolutionary War. In 1776, General Cornwallis and a

group of British and Hessian soldiers occupied Pennington after chasing Washington and

his army across New Jersey. The Presbyterian Church became a barracks for the soldiers

who were said thiave used the pews for chopping meat. The area at the northern end of

t own, presently known as fAHessian Hill, o0 got
there.

After the Revolutionary War, Pennington began to flourish with the establishment of
businesses hurches, and educational institutions. By the early 1800s the mills located on
Stony Brook played a prominent role in the economic development of Pennington. This
continued until 1941 when the last mill was torn down. By 1883, tw&Rtgommercial
establshments, three churches, and three seminaries were located in Pennington and by
1895 the population exceeded 1000 people.



One very important institution established in th& &éntury was the Pennington
Seminary. In 1838 Pennington was selected asitbdor the Methodist Male Seminary

because it was believed the rural setting wa

for males only, the school became a pioneer for educating both sexes in 1853 when it
became coeducational. It became all makaragm 1910 and then coeducational again in
1972. Today that seminary is known as The Pennington School. It remains one of the top
college preparatory schools in the state of New Jersey and a historical landmark in the
Borough of Pennington.

After the Civl War, railroads played a large part in the development of Pennington. The
Mercer and Somerset Railroad operated from 1870 until 1876 and then the Reading
Railroad laid its own tracks, built its station, and started service on what is now known as
the Wes Trenton Line. In the early 3century, 50 trains a day stopped at the

Pennington station. Although passenger service no longer exists, the station building still
stands and is listed on the National Register of Historic Places.

Throughout the twentth century, Pennington continued to grow. The automobile and
expanded road systems brought considerable suburban development. Many new homes
were added to the Borough with accompanying businesses, social organizations and
recreational facilities. Closer the present day, the introduction of corporate centers
nearby prompted even greater housing expansion and economic development.

Families consistently cite the small town atmosphere, the hrghdg school system, the
parks and natural areas nearby, treladvantageous location as primary reasons for
living in Pennington Borough. Throughout its history, Pennington has evolved into

todaydés borough with its mix odfwnedodern and h

businesses, and attractive neighborhoadsddition, the sense of history and community
spirit which have been evident in Pennington Borough for its first 300 years continue to
sustain its residents.

B. Transportation

The Borough is located in a major transportation area. State Highway &b, bdnders

the borough on its western side, is a major connection between Interstate 95/295 to the
south and Interstates 78 and 80 to the north. Within a short distance are access points to
U.S. Routes 206, 130, 1, and the N.J. Turnpike.

TrentorrMercer Arport, about a ten minute drive from the Borough, offers flights to a
variety of East coast destinations. Princeton Airport is located about 10 miles away and
offers corporate commuter flights, charter and helicopter service. International airports in
Phi adel phia and Newark are each about an

houl



Railroad access is also nearby. Conrail currently operates a freight line which crosses
through the Borough. Reestablishing passenger service on this track is under
consideration byNew Jersey Transit. Commuter rail service to the Philadelphia area is
available from the West Trenton SEPTA station. Amtrak and New Jersey Transit provide
commuter transportation along the Northeast Corridor with nearby stations at Princeton,
Hamilton, anl Trenton.

New Jersey Transit provides bus service between Pennington and Trenton via Route 31.

Downtown Pennington may be linked to the LawreRiopewell Bicycle Trail in the
near future.

C. Utilities

Public Service Electric and Gas Co. provides teetac service to the Borough.
Elizabethtown Gas Co. provides natural gas. Potable water supplies, wastewater
collection and transmission are provided by the Boremghed Dedicated Water and

Sewer Utility in conjunction with the Stony Brook Regional Seethority. The

wastewater treatment plant which services Pennington is currently at capacity. Plans for
plant expansion are underway with an anticipated completion by 2012. Only limited
development is allowed until then.

D. Newspapers
Two local newspagrs have significant circulation in the Borouglwe Pennington Post
andThe Hopewell Valley New®ther major newspapers are published in Trenton,

Philadelphia, Newark, and New York.

(See Appendix 1 for a map of Pennington Borough)
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DEMOGRAPHIC AND ECONOMIC DATA

The following material presents certain economic and demographic information of
the Borough of Pennington:

Population
The Borougho6s popul ation has increased 30. 68
summary of population changes the Borough, County and State.
Pennington Mercer
Borough County New Jersely
Year % % %
Population| Change| Population| Change| Populationl Change
200d 2,694 6.279 350,761 7.65% 8,414,350 8.859
199( 2,531 20.299 325,824 5.83% 7,730,188 4.969
198( 2,109 -1.959 307,863 1.23% 7,365,001 2.709
197( 2,151 4.269 304,116 14.16% 7,171,112 18.209
196( 2,063 22.659 266,392 15.93% 6,066,782 25.489

Selected Socideconomic Data

Pennington Mercer
Borough County New Jerse!

Median Household Income $90,366 $56,612 $55,146
Median Family Income $107,089 $68,494 $65,370
Per Capita Income $45,843 $27,914 $27,006
Mean Value of Owner Occupied Home $283,800 $147,400 $170,800
Median Age (Years) 41.3 36 36.7

Educational Attainment-Population
Age 25 and Over
High School of Higher 97.20% 81.90%  82.10%
Bachelor's Degree or Higher 69.60% 34.00% 29.80%

Source: State of New Jersey, Department of Labor, Office of Research and Planning.
Based on the 2000 Federal Census.
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Employment and Unemployment Comparisons

For the years 1997 to 2002, the New Jersey Department of Labor reported the following
annual average employment information for the Borough of Pennington, County of
Mercer and State of New Jersey:

Total Labor| Employed Total Unemployment|
Force Labor Forcel Unemployed Rate
Borough of Pennington
200 1,443 1,416 27 1.9%
200 1,431 1,413 18 1.3%
200 1,396 1,381 15 1.1%
199 1,331 1,312 19 1.4%
199 1,291 1,271 20 1.5%
199 1,315 1,293 22 1.7%
Counter of Mercer
200 187,520 178,041 9,479 5.1%
200 183,800 177,601 6,199 3.4%
200 174,334 169,023 5,311 3.0%
199 171,660 164,960 6,700 3.9%
199 166,650 159,779 6,871 4.1%
199 170,306 162,515 7,791 4.6%
State of New Jersey
200 4,367,800, 4,112,000 255,000 5.8%
200 4,305,000, 4,124,600 180,400 4.2%
200 4,288,600 4,128,600 160,000 3.7%
199 4,205,500, 4,012,200 193,200 4.6%
199 4,144,300, 3,953,000 191,300 4.6%
199 4,016,000 3,976,900 215,400 5.1%

Source New Jersey Department of Labor
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Largest Taxpayers

The ten largest real estate taxpayers in the Borough of Pennington and their 2002
assessed valuation are listed below:

Taxpayers Description Assessed Valuatior
1. Pennington Courte Mixed Use Office/Retall $2,373,500
2. Straube Center Office Complex $2,264,800
3. Mercer Mutual Insurance $2,116,600
4. NJ Bell Utilities $2,176,522
5. James McNulty Shopping Center $1,956,300
6. First Union Banking $1,845,800
7. ECS Holdings Real Estate $1,800,000
8. Hitton Realty Real Estate $1,124,300
9. Commerce Bank Banking $1,101,900
10. Pennington Place AssociatesResidential Complex $690,000

Source: Office of the Borough Tax Assessor

Buildin g Permits

Year | Number of Permits | Value of Construction
2002 258 4273897
2001 177 4791644
2000 215 5212227
1999 170 3690964
199§ 198 979267

Source: Office of the Borough Code Official
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Census Data for Geographic Area: Pennington

Data Source: US Census Bureau

Subject Number | Percent
EMPLOYMENT STATUS
Population 16 years and over 1,985 100.9
In labor force 1,338 67.4
Civilan labor force 1,338 67.4
Employed 1,303 65.6
Unemployed 35 1.8
Percent of civilan labor force 3 X)
Armed Forces - -
Not in labor force 647 32,6
Females 16 years and over 1,032 100.0
In labor force 625 60.6
Civiian labor force 625 60.6
Employed 616 59.7
Own children under 6 years 207 100.9
All parents in family in labor force 134 64.7]
COMMUTING TO WORK
Workers 16 years and over 1,294 100.0
Car, truck, or van - - drove alone 1,023 79.1
Car, truck, or van - - carpooled 71 5.5
Public transportation (including taxicab) 41 3.2
Walked 82 6.3
Other means 2 0.2
Worked at home 75 5.8
Mean travel time to work (minutes) 25 X)
Employed civilian population16 years and over 1,303 100.9
OCCUPATION
Management, professional, and related occupations 837 64.2
Service occupations 60 4.6
Sales and office occupations 315 24.2
Farming, fishing, and forestry occupations - -
Construction, extraction, and maintenance occupations 43 3.3
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Census Data for Geographic Area: Pennington

Data Source: US Ceus Bureau

Subject Number Percent
INDUSTRY

Agriculture, forestry, fishing and hunting, and mining - -
Construction 39 3.0
Manufacturing 133 10.2
Wholesale trade 48 3.7
Retalil trade 86 6.6
Transportation and warehousing, and utilities 38 2.9
Information 95 7.3
Finance, insurance, real estate, and rental and leasing 143 11.0
Professional, scientific, management, administrative, and waste

management services 175 13.4
Educational, health and social services 319 24.5
Arts, entertainment, recreation, accommodation and food services 47 3.6
Other services (except public administration) 40 3.1
Public administration. 140 10.7]
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2. THE BUSINESSES
THE CURRENT BUSINESS ENVIRONMENT

The Borough, mostly residential, has a surprising number of businesses for its small area
(just about one square mile). Over 150 businesses exist in seven areas:vidownto
Pennington, Howe Commons, Toll Gate School area, Straube Center, Brookside Ave.,
Route 31 north of W. Delaware Ave, and West Delaware Ave. The major concentrations
are Downtown Pennington, Straube Center, and Howe Commons. Part of the Pennington
Quality Market stands in Pennington Borough. There is very little space left in the
borough for new commercial development.

Personal and professional services are the large majority of businesses, primarily located

in small offices in the Howe Commons and Stea@enter. Almost all of the retail

businesses exist in the Downtown area, W. Delaware Ave, and Route 31 north of W.

Del aware. The big Adrawso for customers are
food and beverage establishments in the Downtown and \&@wBee areas. Pennington

also has a concentration of beauty salons and nursery schibele are three traditional

nursery schools, one nursery school with before and after school programs and one

nursery school which provides fidlay day care service3hese schools, with a total

student population of approximately 500, bring a steady customer set of parents and

caregivers. Five fulservice beauty salons, a day spa, nail salon, barber shop, yoga

studi o and womeno6s gym dndbeautysavicgsThpexterp | e 1 n f
of homebased businesses is unknown.

There are many positives in the Pennington Borough economy. Signage for the
businesses is very visible and there is some commonality in design in the Downtown
area. The businesses aldRgute 31 are very noticeable to car and truck travelers, of

which there are many. There is some joint advertising by the Borough businesses and
there is a Pennington Business and Professional Association. Community events
(Pennington Day, Memorial Day, samer concerts, December Holiday Walk, house

tours), bring visitors and residents into the town several times a year. The Borough is
easily accessible by car, NJ Transit busses, bicycles, and pedestrians. The Pennington
School, located on W. Delaware Avestasubstantial number of students and

employees who utilize nearby businesses. Also, students and staff at the Hopewell Valley
Central High School, located just outside the borough, can easily access the businesses.
Borough Hall and the Pennington Pulllibrary are in the Downtown area. Finally, two

| arge corporate centers exist just outside t

The appearance of some business areas, however, could use improvement. In the
Downtown area, sidewalks are bumpy and cracked, several buidiades are tired
looking, curb and street paint is worn, utility lines are very noticeable, bike racks and
benches are old, curbing is crumbling in places. Eight news racks are positioned at the
crossroads which gives that area a cluttered appearaloceg the south side of

Brookside Ave. there are several buildings and yards in need of care.
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There are some other hindrances to the Borough economy. Several Downtown retail

spaces are empty. Only about 10 Borough businesses are open on Sunday. Tiere are

signs on Route 31which identify and point the way to Downtown businesses. Also, the

signs to the free parking lot in the Downtown area are hardly readable. The U.S. Post

Office is now on the outskirts of the borough and lighting at night in the Dowrdozen

is scarce. Also, new retail and commercial development along Rt. 31 in Hopewell
Township on Tree Farm Road has drawn some bu
Downtown.Right now there is no recruitment of new businesses other than the property

owners and 1@ estate agents.

Happily, new construction and renovation are occurring in several areas. The Pennington
Borough Economic Devel opment Commi ssion arra
in 2006 through private sponsorships. The Shoppes at Pennington en32aatently

opened with new retail and commercial spaces. The very visible building at the

Downtown crossroads is undergoing expansion and renovation. And Howe Commons is

adding a new building to its campus.
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LIST OF PROPERTYOWNERS (as of 2006)

Owner Name

10 S. Main LLC

BHCH Properties LLC

Blackwell Brothers, LLC

Casano Management LLC
Castaldo, Donald J. & Josephine M
CKMM LLC

Curlis Center, LLC

DiCocco Properties, LLC

Eaton, Peter B

First States Inv, Burr Wolff LP
Graywacke LLC

Harbat, Erwin E

Helene Fuld Med Center c/o Keefer B
Koeppel, John L

KZ Property Ventures LLC

Lehigh Gas Corporation
McDougal, Letitia

McManimon, Tracy
McNulty, James E & Nancy L
Montpen SC LLC

Morrison, Dean

Peacock Inn Assoc Inc, c/o Walker
Pennington Court Co Inc
Pennington Furnace Supply Inc.
Pennington Place Associates
Saums, Robert C & Wanda D
Spadaccini, Anthony & Gina

Straube Center, LLC

Van Fleet, Richard

Willever, Richard W & Nancy R
Blackwell / Et Al

Harbat, Erwin E & Henry E #1
Partners

Blackwell Albert L & Milfred F
Weidel, Richard A. Jr.

Wenzel, John & Shirlee J

B & H Associates c/o J Henderson
ECS Holding LLC

Property Location
10 S. Main St

40 Knowles St.
Brookside Ave

2 N. Main St

8 N. Main St

245 S. Main St
250 S. Main St

20 W. Franklin Ave
10 N. Main St

2 Route 31 North
19 Brookside Ave
1 Main St

105 W. Franklin Ave
41-43 S. Main St
11 N. Main St

State Highway 31

18 South Main St, Ste 301

23 W. Delaware Ave, Rear Unit
4

State Highway 31
W. Delaware Ave

21 W Delaware Ave, Unit 1
32 N. Main St

18 South Main St, Ste 102
6 Brookside Ave

12 N. Main St

17-19 Burd St

W. Delaware Ave

W Franklin Ave

44 S Main St
145 S. Main St
N. Main St

14 N. Main St.

W. Delaware Ave

238 E. Delaware Ave.
230 W. Delaware Ave
228 W. Delaware Ave.
65 S. Main St.
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LIST OF BUSINESSES (as of 2006):

Business Name

2nd Time Around

Agabiti's Pennington Cobbler
Agrain Inc.

All Creatures Great and Small
AMAworks.com

Amber Spa

Ambridge Partners, LLC
American Cash Exchange

American Home Staffing
Andreas & Associates.

Angela DiDolce, MSW LCSW

Anthony DiCocco Jr. Building Contractor
Applied Automated Engineering Corporation
Around the Table

Artistic Designs

Ashton-White

Avanti

Backes & Backes
Blackwell Memorial Home

Bodylogic Massage

Bread and Breakfast
Cheng's Kitchen

Christine T. Danser, CNM MS
Christopher Kazior, DMD

Clare O'Brien Doyle, LCSW
Clock Shop of Pennington

Commerce Bank, NA
Comprehensive Mental Health Services

Compton Lane Homes
Country Farms Market
Creations

Creative Media Works
Cup of Joe

Curcio Webb

Curves

Street #
12
14
278

65
16
65
12

114

114

106
20
65
20

250
23

12
21

114

12

112
245

114
21

100

114

145
44
20

108

110

Street Name
N. Main St.

N. Main St.

N. Main St.
Straube Center
Boulevard

S. Main St.

S. Main St.

S. Main St.

N. Main St.
Straube Center
Boulevard
Straube Center
Boulevard
Straube Center
Boulevard

W. Franklin Ave.
S. Main St.

S. Main St.

Rt. 31 North

S. Main St.

E. Delaware Ave.

E. Delaware Ave.
N. Main St.
Straube Center
Boulevard

S. Main St.

State Highway 31
Straube Center
Boulevard

S. Main St.
Straube Center
Boulevard

E. Delaware Ave.

Rt. 31 North
Straube Center
Boulevard
Straube Center
Boulevard

Rt. 31 North

S. Main St.

S. Main St.

N. Main St.
Straube Center
Boulevard
Straube Center
Boulevard
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Dahlia

Dana Funding, Inc.
Dana Peterson, LCSW
Daniel Lundquist, LCSW

Data Vision
Deborah Lehman Interiors

Dialogue Company, Inc.

Dr. Lise Deguire
Dr. Thomas Piepszak
Dresdner and Company, Inc.

Edward Jones
Emily's Café
European Plus

Executive Enterprise
Exxon

Four Winds Yoga

Frank F. Barr, Esq.
Gallup-Robinson

Global Excess Partners, LLC
Guthrie and Company

H. Rivkin & Co.

Harts Cyclery

Help U Sell McGann Advantage

Henderson Realty/Sotheby's International

Realty
Hill Group
Hindsight

Hopewell Country Day School
Icarus Productions

Jane Curran, PhD
Jann's Ice Cream Shop

JKM Video
Joanne Fuccello, MSW LCSW

John G. Hansbury

John Hutchinson, Architect

John Trask & Associates

Joseph Wolfson, DDS

K.A. Traul Pharmaceutical Consulting

114

106

114

114
250

106

114
65
65

100

88

114

114
65
24
65
65
12

114

19
32

104
65

114
155

114

106

108
65
65

245
65

Rt. 31 North
Straube Center
Boulevard
Straube Center
Boulevard
Straube Center
Boulevard
Straube Center
Boulevard

S. Main St.
Straube Center
Boulevard
Straube Center
Boulevard

S. Main St.

S. Main St.
Straube Center
Boulevard

N. Main St.

N. Main St.
Straube Center
Boulevard

Rt. 31 North
Straube Center
Boulevard

S. Main St.

N. Main St.

S. Main St.

S. Main St.

E. Delaware Ave.
Rt. 31 North
Straube Center
Boulevard

State Highway 31
Brookside Ave.
N. Main St.
Straube Center
Boulevard

S. Main St.
Straube Center
Boulevard

W. Delaware Ave.

Straube Center
Boulevard
Straube Center
Boulevard
Straube Center
Boulevard
S. Main St.
S. Main St.
S. Main St.
S. Main St.
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Kathy Ryan, LCSW
Kriegner Travel

Laurie S. Lurie, LCSW

Law Office of Nicholas Z. Hegedus

Law Offices of Robert P. Martinez
Lawrenceville Press

Learning Enrichment

Levin Limousine

Linda Flower, LCSW

Mackenzie Financial Services
Main Street Design
Mark McDonough, DMD

Material Selection Resources

Mercer Mutual Insurance Co.
Meredith Realty

Mertz Architects, PC
Metricon Corp

N.T. Calloway Real Estate

Nader Associates, Inc.
Orion Jewelry

Oryx Group

Paula Grasso Zollner, MD FAAP
Pennington Apothecary
Pennington Dental Associates

Pennington Electrolysis
Pennington Hardware
Pennington Italian Restaurant
Pennington Quality Market
Pennington Water Conditioning
Photo Haven

Potter's Alley

Princeton Center for Education Services, Inc.

Princeton Financial Care Services, LLC
Princeton Investment Partners, LTD

PrinCom
Queenstown Galleryt

Rae R. Federico, LCSW
Regeneco, LLC
Regent Floor Covering

Richard Monacchio, LCSW

106
11

106
65
65
65
65

142

106

114
32
245

114
PO Box
278
32
65
12
10

106

114
65

31

114
15

25

23

106

114
65
65
43

108
65

114

Straube Center
Boulevard

N. Main St.
Straube Center
Boulevard

S. Main St.

S. Main St.

S. Main St.

S. Main St.

W. Delaware Ave.

Straube Center
Boulevard
Straube Center
Boulevard

N. Main St.

S. Main St.
Straube Center
Boulevard

State Highway 31
N. Main St.

S. Main St.

N. Main St.

S. Main St.
Straube Center
Boulevard

Rt. 31 North
Straube Center
Boulevard

S. Main St.

N. Main St.

N. Main St.
Straube Center
Boulevard

E. Delaware Ave.
State Highway 31
State Highway 31
Rt. 31 North

Rt. 31 North

E. Delaware Ave.
Straube Center
Boulevard
Straube Center
Boulevard

S. Main St.

S. Main St.

S. Main St.
Straube Center
Boulevard

S. Main St.

Rt. 31 North
Straube Center
Boulevard
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Road Runner Cleaners
Robert S. Bennett

Russell & Co.
Salon 17
Salon Salon

Sara Holcombe, CMT
Serendipity
Shear Dezigns

Sherry Campbell, MS
Sondra's Skin and Body Care
Steven A. Maffei, DPM

Stony Brook Assisted Living

Straube Foundation, Inc.
Sumo Sushi

Sun Natioinal Bank
Susan Edwards, PhD

The Cambridge School

The Electrochemical Society
The Front Porch

The Gabrielson Group

The Law Office of David Perry Davis, PC
The Pennington Post
The Pennington School

Thompson & Pollock, LLC
Tina Montagna-Tate

TQM Property Management, Inc.
Transition Strategies Corp.
Triangle Art

US Dental Lab Inc.

Valley Contractors

Victory TaeKwonDo

Village Salon

Vine and Branches

Vito's Pizza

Vivian Greenberg, LCSW
Wachovia

Wharton Valuation

William and Geraldine Brennan
Wireless Zone

Young Nails

Za

Zoe Graphics

15
65

106
17
23

114
10
153

106
250
245
143

12

65

100
65
24
65

112
20
112

112

114

65
278
278
276

16

106

65
26

18
147
32

Rt. 31 North

S. Main St.
Straube Center
Boulevard

N. Main St.
Brookside Ave.
Straube Center
Boulevard

N. Main St.

W. Delaware Ave.

Straube Center
Boulevard

S. Main St.

S. Main St.

W. Franklin Ave.
Straube Center
Boulevard

S. Main St.

N. Main St.

S. Main St.
Straube Center
Boulevard

S. Main St.

S. Main St.

S. Main St.
Straube Center
Boulevard
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THE COMPETITION
(See Appendix 2 for Map of the Competition Radius for Pennington Borough)

Within 6 Mile Radius of Pennington

Lawrenceville Main Street is very similar
There aresveral small retailers and restaurants. It provides a great atmosphere where the
family can come and walk around for the day. Lawrenceville Prep School is also located
along this Main Street. This Main Street is a big competitor for Pennington because both
areas are very similar and are close together. Like most other down town areas, parking is
a problem in Lawrenceville. Pennington should target the customers who are shopping in
Lawrenceville.

Hopewel | Borough Main St r éain Streek Ittaolhaso s i mi
retailers and restaurants in a fardifiendly atmosphere. Hopewell Borough also has
many | ocal and national hi story exhibits,

Grave, and a town museum. Just like Lawrenceville ait@a is another big competitor to
Pennington due to the atmosphere and location.

Within 8 Mile Radius of Pennington:

Downtown Princeton is one of the hippest, trendiest towns around. It would be ideal for
Pennington to reproduce the attraction forabesumer as Princeton has done. Princeton
has a large variety of stores in walking distance and a very fdinghdly atmosphere. In

the area, there is also the Princeton Shopping Center which consists of about 50 different
businesses including shoppiagd dining. The businesses in this center vary from large
chains to small homegrown businesses. Princeton also includes a rich history, a local
college, and Palmer Square. Palmer Square consists of shopping, dining, office and
residence areas. There arifedlent parking options for this area, customers can either

park inside Palmer Square itself or they can park on the street (Palmer, 2007). Customers
who are looking for a more sophisticated shopping experience might go to Princeton
instead of Pennington.

Olden Avenue is a 3 mile long strip through Ewing that connects Rt. 31 to Rt. 1. Itis
lined with stores and restaurants. The only drawback is that there are some bad areas
along Olden Avenue.

Along Rt. 29 in Titusville there is the D&R Canal towpathere many people go to walk
and ride their bikes. Along this path are areas to picnic and swim in the river, small
country stores, and restaurants. These are not condensed together, but spread out
throughout Titusville. This area is more of a day toipation where the family can come
out and spend the entire day here because of the various activities.
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Within 10 Mile Radius of Pennington

Lambertville is a small town full of trendy stores. It has many specialty shops and
restaurants. There aaéso plenty of night life locations within walking distance of the
town.

New Hope is an area that is very similar to Lambertville except it is a bit larger. In the
warmer weather, New Hope draws in the biker crowd. New Hope is a very attractive area
becawse it is located along the Delaware River. There are also many activities that people
can partake in such as carriage and ferry rides, historic sites to visit along with shopping
(Information, 2007). There are about one hundred different shops in théikesmany

areas like this, there can be problems with parking.
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THE BUSINESS SURVEY

The Pennington Borough Economic Development Commission conducted a Business
Survey in the Fall of 2006. The first part of the survey ddkesinesses to identify
themselves and answer factual questions about the business. The second part asked for
opinions and it was submitted anonymously to encourage fully candid responses. (See
Appendix 3 for the surveys themselves.) Faright businesseresponded to part 1 and
forty-three to part 2.

Business Data Analysis: Part 1

The EDC broke down the various types of business in the Borough into 9 categories
which are retail, service, retail/service, food service, education, finance, professional
sewvices, medical, and real estate. Retail and professional services together make up the
greater portion of businesses in Pennington Borough, each represents 30% of businesses.
Retail/service and food service are the next two largest categories, repoe$htin

each. The remaining four categories, service, education, medical, and real estate each
represent just 5% of the businesses in the borough.

The various different types of businesses in the Borough will have a lot to do with the

draw in the communhi y . People arent6t going to come
just a majority of medical or financial businesses. However, these types of businesses

can be a draw into the Borough. For example, someone may come to Pennington

Bor ough f cappoimtmedtoraa getthéirdaxes done, and then decide to shop in
Pennington since they are already in the area. So even though businesses like medical and
real estate are good and can be used as a draw, it is important for Pennington to have a
substantibretail, service and food service business presence in the Borough. People
arenét going to |l eisurely shop around the
accountant.

The next question in the survey is about ownership of the space in which business
conducted. Survey responses displayed that a third of the business owners own the
location of their business and the remaining-thiods rent their space. We think that it

is beneficial to the borough that twviloirds of the business population retitsir location

because it allows for flexibility. As market conditions change, turnover can be helpful as
spaces can be rented out to new businesses that will generate more interest and economic
growth in Pennington Borough.

The range in approximate sgadootage of each business space ranges widely from 200
square feet to 23,000 square feet. The relevance of space is unique to each specific
business and not particularly useful for this study. There is roughly a 50/50 split in
business size when categed as business with more or less than 1000 square feet of
space.
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The survey also questioned the number of years that each business has been operating at
its location. The number of years ranged from under a year to 172 years. We separated
year ramges into three categories; 5 years and und&b fears, and 16 years or more.

We found that 50% of the businesses have been operating between 6 and 15 years, 30%
for 16 or more years, and 20% for 5 years or under. From this data we can gather that
bushesses in the borough generally have staying power, in that 80% of these businesses
have been around for more than 5 years. This is a great marketing tool for drawing new
business into the area.

In a general view of the data on business operating howst business have typical

business hours of 9am to 6pm and all business seem to have the same peak business times
between the hours of 10am and 2pm. It can be assumed that during the lunch break time
those that work in the Borough have time to patrerie businesses in the Borough.

Store owners were asked to classify their customers by gender and age breakdown.
Females made up 63.7% of customers, while males made up the remaining Bbi8%.
can be useful information to the store owners when theeyrging to target segments of
the market for advertising.

When it came to age break downs, it seemed to be a bell curve peaking atlthpeds
old age group.The second highest age group was th&5@ear olds followed by the
25-34 year olds.This trend is consistent with the demographic information for the zip
code 08534, which has a median age of 42 years old, accordigfdotsusa.comThis
could indicate that a majority of consumers ghing in Pennington Borough are local
residents.

Customer6s incomes were also |l ooked at and i
high and fairly consistentThe two largest groups were income levels exceeding

$135,000 a year, and incomes betweerb1@- $135,000. Customers at this income

level are desirable because they have more disposable inddraenedian household

income for Pennington NJ is $90,366, compared to the national average of $41,994,

which would help to explain the larger repariacomes from shoppers in the Borough
(cityfactsusa.con2007).

Business owners were also asked if they knew where their customers were coming from.
Over 45% of all the customers for all businessegweming from within Mercer

County itself. A small percentage of customers were coming from unknown locations,
and one Pennington Borough business services only global customers.

If the historic area of Pennington businesses were to specify who theintciarget

mar ket was, they woul d specThkfemaewbuelmal e i n h
also be in the income range of $75,000 and up, and most likely live within the Mercer

County Area.This information could be different if advertising and steelection

changed, once a clearer picture of the market emerged.
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Business owners were also asked to evaluate where they thought that their competition
was located Many businesses were not able to come up with an answer, while others had
a more definive idea. When all the competition answers were taken into account, 25.3%
businesses did not know where their competitors were locatad.will be a major

problem for businesses, and will need to be resol¥athther large competitor that was
identified was the Route 1 area and the malls and stores that line it.

A large number of businesses depended solely on using the yellow pages for advertising,
while several other only used the newspaw.responding business had used any
television advertisenrmg, or signs on Route 31 or Route 9Bvo businesses have

designated a small portion of their advertising budget to radio, but the main choice of
advertising techniques included mailings and the internet.

Business owners were surveyed to find out howymaople they employ full and part
time. The same categories were created for botHifoé and partime employees.
Because there were so many businesses that have only etmadéubir paritime
employee, we created a category solely for that amolim.second category ranges
from 2-10 employees, the third category ranges fror23 Employees, and the fourth
category ranges from 280 employees.

Businesses which employ two to ten ftithe employees were found to be the highest
group at 48%. Busksses that have only one ftithe employee were found to be the

second highest group at 37%. The third group e2@® employees calculated to 12%
and the last group of 125 employees equals 3% of the responses.

There seems to be a similar patteithvthe amount of pattime employees vs. futime

employees. The key group again is businesses that employ two to ten employees which

is equivalent to 48% of those surveyed. The next group includes businesses that employ

only one partime employee 081% of the responses. However, the next categories

differ slightly from the previous. This time businesses that employ eleven to tfxanty

employees ranked third at 15% while the category eé2Z60 e mpl oyeesd comput
of those surveyed.

Next, bisiness owners were asked to categorize where they get their supplies from. They
were to choose from Mercer County, New Jersey, out of state, or a foreign country.
Obviously some businesses get their supplies from a combination of different places, and
totals can be more than 100%. Mercer County ranked the highest at 76%. Business
owners who order supplies from out of state calculated to 61% while businesses that
order their supplies from New Jersey came in least at 38%.

The EDC is also interested in atitypes of businesses current owners would like to see
move into Pennington Borough. Of the eighteen that responded to this portion of the
survey, 14% of them would like to see more medical services in Pennington Borough.
Antique stores and bookstoreg éied at 9.5%. The remaining 67% of the businesses
surveyed suggested things such as a restaurant, toy storerdiatad store, supply

store, cleaner and a photography store.
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Business owners were asked to explain what keeps them in Pennington B@magh.

town aura and being close to home are the top reasons business owners choose to stay in
Pennington Borough. The next two reasons business owners remain in Pennington
Borough is due to the townédés history and al s
their business. Some of the miscellaneous responses include: to support local

businesses, already know the customers personally, good school system, love living

there, and area demographics.

The next survey question inquired about what businesgis believe is the biggest

attraction of Pennington Borough. 19% of the business owners believe the most

important attraction is the convenience of a small town. 9.5% of business owners believe

that the townsod rest aurhamaltewnauracequling9.58 at t r ac
as well. Some of the other responses included great customer service, location, the

Pennington School, and safety and cleanliness.

Employee and customer parking was another concern addressed on the business owner
surveyby the EDC. We are interested in knowing whether or not businesses have their
own parking spaces, if they currently rent them, or if they have any spaces at all. We
found that 66% have employee parking spaces while 28% do not. There was 6% that had
no response.

Forty-seven percent of businesses have parking for their customers and 52% of
businesses currently do not have parking for their customers. 43% of the parking spaces
were included in the purchase of their building. 29% of the businesses ompattéeng

spots while 4.7% rent their parking spaces.

Business Data Analysis: Part 2

The EDC also sent out an anonymous opinion survey to business owners throughout
Pennington Borough. The survey consisted of a series of questions which asked the
respoment to rate various aspects of the borough. The scale ranged from a se8re of 1
with 1 being good, 2 being fair and 3 being poor. As of last fall, 43 business owners, or
22.5%, have completed and submitted the survey. The results of the second jgart of th
Business Survey are as follows:

OPINION SURVEY SUMMARY RESULTS
AS OF 11/10/06

RESPONSES 43
RESPONSE RATE 22.5%

11S GOOD, 2 IS FAIR AND 3 IS POOR. THEREFORE, THE HIGHER THE MEAN OR
MEDIAN, THE POORER THE RESULTS.

1. HOW WOULD YOU RATE PENNINGTON BOROUGH FOR THE FOLLOWING?

MEAN MEDIAN RESPONSES
1.1 ATTRACTIVENESSS 1.27 1.0 41
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1.2CLEANLINESS 1.24 1.0 41

1.3 PARKING 2.05 2.0 40
1.4 TRAFFIC FLOW 1.85 2.0 41
1.5SHOPPING HOURS 1.69 2.0 39
1.6 FRIENDLY

SALESPEOPLE 1.25 1.0 40
1.7 SAFETY 1.15 1.0 41
1.8 VARIETY 1.98 2.0 41
1.9 PRICE 1.78 2.0 40
1.10 QUALITY 1.28 1.0 40
1.11 SPECIAL EVENTS 1.40 1.0 40

2. HOW HAS DEALING WITH THE FOLLOWING MUNICIPAL AND GOVERNMENTAL
AGENCIES BEEN FOR YOU?
MEAN MEDIAN RESPONSES

2.1 MAYOR/COUNCIL 1.69 15 16
2.2 BOROUGH CLERKS 1.30 1.0 27
2.3 HEALTH 1.44 1.0 16
2.4 CONSTRUCTION 1.95 2.0 21
2.5 PLAN/ZONE 1.86 2.0 21
2.6 SANITATION 1.67 2.0 21
2.7 POLICE 1.37 1.0 30
2.8 MERCER 1.75 2.0 12

3. IF SPACE SHOULD BECOME AVAILABLE IN THE FUTURE, WHICH NEW BUSINESS(ES)
WOULD YOU LIKE TO SEE COME TO PENNINGTON BOROUGH?

NUMBER % OF RESPONDENTS

3.1 ANTIQUES 13 37%
3.2 MUSEUM 8 23%
3.3 RETAIL CLOTHING 18 51%
3.4 LIQUOR 9 26%
3.5 SERVICE 5 14%
3.5 (ENTER SUGGESTION)

3.6 CHILDREN 11 31%
3.7 B&B 14 40%
3.8 FAST FOOD 3 9%
3.9 RESTAURANT 25 71%
3.10 OTHER 4 11%

3.10 (ENTER SUGGESTION)
Commentary:

The first question dealt with 11 different aspects of the borough itself. Such items
included were; attractiveness, cleanliness, parking, traffic flow, shopping hours, friendly
salespeople, safety, variety, price, quality aretsd events. Safety received the best
rating with a score of 1.15. Parking received the poorest rating with a score of 2.05. The
overall ratings received were positive. Besides parking, everything else was rated in
between good and fair.
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The second quésn on the survey had to do with dealing with different municipal and
government agencies. There were fewer responses to this question than there were to
guestion 1. Borough Clerks received the best rating of a 1.3 and had the largest number of
responsewith 27. It seems as though most of the businesses that have dealt with the
Borough clerks have had a pleasant experience. The agency that received the worst rating
was construction and had a score of 1.95. Just like question 1, all the ratings fahbetwe

a good and fair score.

The third question asked business owners which new business(es) they would like to see
come to Pennington Borough if space would become available. With 71% of the votes,
restaurants had the highest number of responses. Thelseost popular business was

retail clothing. 51% of the respondents would like to see more retail clothing stores in
Pennington Borough. Some other businesses that were suggested were a pet store and a
variety of restaurants such as Mexican, Thai anddirdhseemed like different types of
restaurants are desired in the area instead of the same Italian, Pizza and Chinese ones that
already exist.

There were also many additional comments written on the surveys by the business

owners. This made it easier ¢larify the opinion of the owners about the area. Some

comments discussed feelings about the atmosphere, traffic, taxes, parking and

appearance. Many owners commented about how they like the area because of the small
businesses, family atmosphere anditbe mal | t own char m. 6 Al t hough
been happy with the atmosphere, they definitely had some complaints. Traffic and

parking seemed to be a big problem for the area. The taxes were also an issue, and

requests to lower all taxes including reabéstand school taxes were made. Appearance

mattered as suggestions ranged from repairing the sidewalks and walkways, to changing

the lighting.
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3. THE CUSTOMER

THE CONSUMER SURVEYS

The Rider University Student Team conducted the Consumery8urvéne Spring of

2007. (See Appendix 4 for the Consumer Survey Forms). The Student Consulting Team
felt it was in the best interest of the client, Pennington Borough and the Economic
Development Commission to focus directly on the Historic area @daheugh, rather

than focus on the entire Borough of Pennington. They determined that the historic area
would include Main Street and Delaware Avenue. By narrowing the focus the Student
Consulting Team was able to be more specific with their approachhergey the data

to analyze and businesses in this defined area.

There were four different types of consumer surveys that we have collected and analyzed.

The first one is a drop off survey. This survey was filled out by people who live and shop

in the aea. The second survey was given to the employees at The Pennington School.

This survey was more about ranking different aspects about the town and the shopping.

The third survey was another drop off survey but this one was for people who were not

familiar with Pennington. This survey dealt with what would draw customers to the town

and what they are looking for in an area like Pennington. The final survey was a customer
intercept. The team stopped customers on the spot in Pennington and asked them specific
guestions about the area. This survey gather
words instead of using a ranking system. A total of 231 surveys were gathered.

Consumer Data Analysis

Business Droff Surveyi People who shop and live in the area:

This survey was left in area businesses then collected at a latertivwees strictly given

to Hopewell Township residents, or people that shopped within the Borough of
Pennington more than twice a monifhere were a total of 51 of these surveys, asgl th
were used to gain the opinions about the likes and dislikes of people that were familiar
with the Borough.It was found that 70% of the people surveyed were female, and that
the average age of the people surveyed was 37.5 years old.

The first questiomon the survey asked consumers why they did their shopping in the
Delaware Avenue, Main Street portion of the Boroulilwas used to identifigroader
interests of what brought consumers out to Borough stores. It was determined that a
majority of the peole shopped in Pennington because of its conveniehwe. less

popular answers, but still noteworthy, were because of specific stores, or to help local
businesses.
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The next question asked why people weseshopping in the Borough area morEhe

numberone, overwhelming response, was that there were not enough stavesld be

reasonable to assume that people can only find part of their shopping needs in the
Borough, and if there were more HNdardhees, mor €
top d the list for problems were; parking problems, which the EDC was already aware

of, as wel | as prices of Borough storesdé goo
competitorso prices. Another notable probl en
they were not all synchronized and often cl os

The survey asked positive aspects that were to be identified from Blést.of the
positives on this list did not look at specific stores, but rather the positive aspées
town. This can help the EDC identify what people want from the town as a whbée.
number one overwhelming positive aspect of the town was friendly pebpigis a
very important feature, not only because it encourages people to come tiazhirea,
but because it is also not monetary basEuk next most popular response was the
cleanliness of the town, closely followed by attractivend$gese could both be linked
together because people who take pride in their town will often keegait eind
attractive.

There was an underlying initial impression that consumers would want more stores added
to Pennington Borough so another question on the survey asked consumers if they could
add any store to Pennington Borough, what would it Be& t@ choice for new stores

would be more restaurant®ennington already has a few restaurants, but it seems like
consumers want more variety and optiofite second most popular store that consumers
want is retail goods, ranging from retail clothes to ggcboutiques.The town is

limited in this category currently and there are very few options for retail goods in the
Borough, besides the local Grocery Stofée third most wanted store was a bar/tavern.
Currently within the Borough, no store holdkaaor license, and one would need to be
released from the town in order for this to happen.

The last question asked consumers if they have suggestions for improvements for
Pennington. There were two extremely popular answers here: first add more;stores
second, make the existing stores have more convenient businessAthurs.

improvement was increased signage to make it clearer where area attractions are located.

When looking at the survey overall, several trends appeae.second question asked

why people did not shop in Pennington more, and 51% said they felt that there were too
few stores.The last question asked what improvements would consumers make to
Pennington, and again the number one answer, with 49%, was to add moreTsteres.
fourth question asked what stores consumers wart&das found that 69% wanted

more restaurants, and 45% wanted retail stdResponses to this survey indicate that the
number one problem for Pennington is that there are not enough stores, and that if
stores are added, consumers would prefer restaurants or retail stores.
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More interesting information appeared from the survey as wakk number one reason

(69%) that most people shopped in Pennington was because of its convenience. However,
when asked abowhy people do not shop in Pennington more, 20% said because of

short store hoursThis is further evidence of store hours as a low response on positives

of Pennington Borough, as only 1% of people listed this as a positive. Continuing, when
asked for gggested improvements, 49% of people said make more convenient business
hours. There is a possible explanation for these somewhat opposite ré3oftgenience

in the first question might have been thought about strictly as location of the business,
while not taking into account the hours of operation.

When the surveys were looked at even further it was possible to determine the most
popular and least popular answers of the whole surikeyas found that the top three

most popular answers were the fiddy people as a positive for Pennington (75%), the

need for more restaurants in the Borough, and stated by 69% of people, and third people
shopped in Pennington because of its convenience, (688&)least popular answers

were also identified. First, pple have no desire for any kind of personal service
businesses being added to the Borough (.88€cond, only 1% of people chose store

hours of operation as a positive for Pennington, and the third least popular answer was
adding more historic areas teetborough, as only 1% of people would like to see more
historic areas.

This consumer survey helped to identify the feelings of a specific consumer, one that was
familiar with Pennington Borough and what it has to offer either through living in the
areaor by frequently shopping in the aregeveral trends, needs, and wants were

observed in this survey and they will help lead the Commission to taking steps to fulfill
these aspects of the community.

Pennington School Surveys:

The EDC collected 55 surveyrom the employees at The Pennington School. This

school is one of the largest employers in the area, so it was felt that this would be a great
group to survey. For this survey, about 40% of the respondents were male. The ages
ranged from 8% being betweé&8 and 34 years old, 60% being between 35 and 54, and
32% being older than 55 years. This survey was a lot longer than the others and asked
respondents to rate different aspects of the area. Since this was more of a rating survey,
there were not as maspecific opinions as the other surveys.

The first question asked where the respondent lives. This is an important question
because not all the teachers from the school live in Pennington so they might not be as
familiar with the area as others. There @rventytwo respondents who live in

Pennington, eight from Hopewell Township and nineteen who live in other areas. These
nineteen people who are from different areas might not be as familiar with the area as the
people who live in the area and that cduddve some effect on the way they answer the
guestions.
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The next question asked how often they shopped in the downtown area. Only two people
responded that they visit the downtown area everyday. Both people live in Pennington;
therefore they are more liketo visit the area everyday than people who do not live in

the area. Twentpne people (38%) visit about three to four time per week, twibnee

people (42%) visit about once per month and eight seldom visit. All eight people who
seldom visit the dowtvn area either did not answer the question about where they live,
or live in an area other than Pennington or Hopewell Township. It seems as though the
people who visit the downtown area live close by and people from other areas do not visit
as much.

Along with the downtown area, the respondents were asked how often they visit
Pennington Market. Just like with the downtown results, the two people who visit
Pennington Market every day live in Pennington. Since they live so close it is their main
locationfor shopping. A majority, 65%, of the consumers go to Pennington Market about
three to four times a week. Eleven said they visit about once a month and six seldom
visit. Everyone needs to shop for groceries so it is more likely that people, even if they
live outside the town, will come here to shop.

In relation to visiting each area, the surveys also asked approximately how many stores
they visit. The majority of consumers, 90%, only visit one or two stores when they go
shopping. The other 10% visit alidbree to five on an average shopping trip. This

shows that consumers typically have a store in mind when they go shopping. It seems as
though customers go for what they need, and then leave and not really shop around in all
the different stores.

The net part of the survey asked customers how they travel to Pennington. The main

responses were walking and driving. Some people use more than one means of

transportation to travel to Pennington. Thitltyee people drive to Pennington, twenty

three people whk and one person rides a bike. With so many people driving to

Pennington, parking can become a problem. According to the survey, about 46% of

consumers believe that parking is sometimes a problem. That is followed by 26%

responding it is seldom a problet®% saying never, 11% saying often, and 4% saying
always. A majority of Penningtonds customer s
happy and returning, the parking situation should be improved.

There is a variety of reasons why customers come toiftgan to shop. About 50%

shop in the area because it is convenient, 26% have local pride, 12% like the businesses,
8% like the small town feel and 4% had other reasons. Some of the other reasons were
the quality of the supermarket, other stores and ptedGonvenience is a great

competitive advantage and that is why most customers come here to shop. The survey
also asked why people do not shop in Pennington. Approximately 54% believe that the
stores are not a best fit for them. Some other reasons fehopping in the area are the
service based businesses arendét a good fit f
customers are unaware of the businesses, parking, the store hours, and the prices. Many
of the people do not shop in this area becausedbewt live close enough to

Pennington. Some of these problems can be fixed, such as parking and store hours; but

34



other problems, such as the stores or services not being right for the customer, would be a
lot harder to change.

The next set of questioms the survey asked the respondents to rate the attractiveness,
cleanliness, traffic flow, parking, shopping hours, friendly people, safety, variety, price,
guality and special events on a good, fair, poor scale. Overall the attractiveness and the
cleanlness were good. A large majority of responses were good and there were no poor
responses for either aspect. Traffic and parking was rated as fair. Although the majority
of responses for parking were fair, there were more poor responses than there were good
Shopping hours was another aspect that was rated as fair. The fair and good ratings were
not too different and there were very few poor responses. It seems as though the people in
Pennington are very friendly since a large number of responses weremhoal few

fair and none for poor. Friendly people are a great way to keep the customers coming
back to the area. According to the survey Pennington is a very safe area, as about 88%
rated the safety as good. The store variety seems like it can use gmoneiment. It

was rated fair, but only four people believe that the variety is good. If there is more
variety in stores it might draw more customers to the area. The prices of goods and
services in the area were rated as fair. As rated in the previouggupdce was one of

the factors that prevented people from shopping in the area. There were more poor ratings
than good for this item. The quality of products and services in this area overall are quite
good. There was a high good rating for this itetfofved by many fair ratings and none

for poor. The consumers also seem to be pretty satisfied with the special events in the
area. There were 42 responses in total for this item. There were twenty one (50%) good
responses, nineteen (45%) fair ones ang tmmb (5%) poor ratings. These questions

really helped point out what area are the biggest problems for the area, such as parking
and variety.

The survey asked if space opened up in the area, what kind of store you would like to see
open. A majority oflie customers would like to see more restaurants in the area. Another
popular response was clothing stores, followed closely by entertainment businesses, and a
tavern. Museums and antique businesses were also popular answers and would be good
for a historicdowntown area. Some other responses included a bed and breakfast, liquor
store, businesses for children, bookstores, and sporting goods stores.

The next part of the survey asked about possible improvements to the area. Many
consumers chose more than amea of the Borough to be improved. Business signs and
advertising were the two biggest aspects that could use improving. They received 40%
and 42% of the responses respectively. The overall appearance received 36% of the
responses and cleap of the ara received 32%. It seems as though customers would

like to have the area look nicer. Some other problems that could be improved on are the
parking signs at 29%, the business hours at 9% and walkways which received 22% of the
votes. By making these improvemts customers might be more likely to shop in this

area.
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The respondents were asked to comment about specifically what changes should be made
in the next five years. The biggest things that need improvement are the variety of the
stores and the traffignd parking issues. Some other ideas brought up was fixing up the
sidewalks and curbs as well as modernizing the buildings. They were also asked to
comment about what they would like to see stay the same. Many people liked the fact

that there was a smatiwn charm and would like to keep that feeling in the area. They

liked the small, familyowned business with friendly people. Some stores such as The

Front Porch, the Apothecary, and Pennington Market were specified as great stores for
the area.

Drop off Surveyi People who do not live or shop in the area:

In surveying consumers, the student team drafted a consumer survey that specifically
targeted people that do not live in Hopewell Township and do not shop in Pennington
Borough. Fortyfour people wersurveyed and our data is based on the results provided
from those fortyfour surveys. We feel that this type of survey is important because it
will help us assess who the main competitors are for Pennington, what consumers look
for when shopping a smathwn, and what draws them to a small town.

This consumer survey asked three personal questions of the consumer; age, gender, and
town of residence. In taking this survey we were able to collect data from numerous age
groups, ranging from 167 years old We also can note that in this survey 43% of
participants were male and 57% were female. We also have categorized the responses of
where each consumer surveyed lives. Participants fit into one of six categories:
Lawrenceville, Princeton, Hamilton, EvgnNo Response, and Other (which includes
Amwell, Upper Makefield, and Hopewell); the percentages are 18%, 5%, 7%, 43%, 21%,
7% respectively. We asked consumers five questions pertaining to items that would draw
them to a town and what they would look fiera town. Through our questioning, we are

able to identify popular towns in the area and important wants of consumers.

Our first question asked consumers if they knew of stores located within Pennington
Borough. We feel that this question is uséfulis. We found that 84% of people are
familiar with the stores located in Pennington Borough. Therefore, awareness does not
seem to be the cause of any economic issues.

Consumers outside of Hopewell Township are patronizing other towns and finding
enoyment in shopping experiences outside of Pennington Borough. We found that 34%
of consumers we polled visited Nassau Street in Princeton, NJ and 31% visited New
Hope, PA. We also asked if consumers patronize Main Street Lawrenceville, NJ;
Newtown, PA;Lambertville, NJ; and Broad Street Hopewell, NJ. There were a fair
amount of consumers polled that patronize these towns as well, 18%, 15%, 21%, 9%
correspondingly. From this information we can gather that people outside of Pennington
Borough are also sipping elsewhere, and 84% are familiar with the stores in

Pennington.
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We asked consumers what qualities they look for when shopping in a small town. Six
different answers were available for choosing among consumers. The least concern of
the six, with8% of people in agreement, is the distance of the small town from the
consumer 6s residence. The next two | owest
and feasibility of walking, with 13% and 18%, respectively. Twenmtg percent had
attractivenesas being what they look for this when shopping in small towns. The
physical appearance of a town is important to consumers and this category can include,
but is not limited to, seasonal decorations, signage, road and sidewalk maintenance,
adequate numbef garbage cans, etc. The second highest rating quality, at 24%, is
availability of parking, and the most important, at 35%, is variety of stores. Consumers
want a wide variety of stores in one general location so they can quickly go out and find
all that they are looking for in one place.

We asked consumers what kind of stores draw them to a town and the highest category,
with 31%, was restaurants. Consumers often travel into a different town for a restaurant
which is a destination place for consumeRetail locations, bars, and specialty/niche
stores would draw 21% of consumers to a town. Entertainment and activity stores draw
in 18% of consumers, and 4%, 3%, and 2% are drawn to a town by child stores, personal
services, and area history, respesiy.

Aside from stores in a town and the physical appearance of a town we asked consumers
what is the best type of advertising a town could undertake. We gave consumers six
choices and found that money mailer coupons and television commercials ateeboth

least effective methods among consumers; with each category having only 9% of those
surveys saying that they would be drawn to a town by these methods. Newspaper
advertisements do not generate much publicity, and only draw in 12% of consumers
outsideof Pennington. Street signs are also not highly effective with just 13% of those
polled being drawn to a small town from a street sign. However, there are two methods
that appear to be largely influential on consumers. Town events and street fairs draw
28% to a small town, and 29% are drawn to a small town by word of mouth.

Intercept Surveys:

When collecting the eightgne intercept surveys with consumers, they were asked seven
guestions to help us understand their perception of Pennington Bormuadighk a

merchants. The intercept survey included questions such as: what shops they frequent,
what they like about those shops, what types of new stores might be of benefit to them,
what town they are from, and what they like or dislike about Penningicough. These
guestions ultimately assist us in determining what it is that consumers want and need, and
also where Pennington Borough is drawing its customers from.

Our first question asked was what town they were from. Through this question, we were
able to determine where the majority of consumers reside and how far they are traveling
to come to Pennington Borough. Participants fit into twenty different categories.
However the majority of consumers were from: Pennington

(23.5%), Hopewell (19.75%].itusville (8.6%), Princeton ((6.2%), Lawrenceville
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(6.2%), Ewing (4.9%), Trenton (4.9%), Hamilton (2.5%), and New Hope (2.5%). The
minority of consumers were from places such as Bordentown (1.2%), East

Windsor (1.2%), Edison (1.2%), Florence (1.2%)denwold (1.2%), Mercerville

(1.2%), Pipersville (1.2%), Philadelphia (1.2%), South Plainfield (1.2%), Voorhees
(1.2%), and Yardley Pennsylvania (1.2%). Out of the 81 intercept surveys 7.35% did not
provide their hometown. Although these percentagels uite insignificant on their

own, when combined, they do total 13.2% of those surveyed.

Looking at it further, we have concluded that the percentage of consumers from outlying
areas (excluding Titusville, Pennington, and Hopewell) equal nearlyA 8hose

surveyed. Over fiftyone percent of the participants were from the Titusville, Pennington
and Hopewell areas. This information is useful to us because we are able to identify
which areas to consider when promoting the downtown district, anchalv the answers
vary from one area to the next.

The second question on the intercept survey dealt with which stores the participants
frequent. Of the eightgne surveys completed, we had 13 different stores mentioned.

The majority of the people haduttiple responses. Only 3.7% of those surveyed had no
response to the question. By far, Vitoos

Pi z

visited regul arl y. The top three merchants

Apot hecary; r gRzpahadtan ovevhglmingly 56i8% of the responses
from those surveyed. Next in line was Pennington Market in at 34.56% and Apothecary
had 19.75% of the responses.

Following these top three merchants were: Sumo Sushi (16%), Cup of Joe

(14.8%),Fron  Porch (13. 6 %) , Emilyds (6.2%), Secon

Salon (4.9%), Amber Spa (3.7%), Hardware Store (3.7%), Serendipity (3.7%), and Vine
and Branches (2.5%). Other stores that were only mentioned once are Stop and Shop,

Metal Fab, the Cobblr |, Sun Bank, and Avanti 6s. Based

the merchants with food products were slightly more popular than the retail stores, with
the exception of Apothecary at 19.75%. We found that those merchants serving some sort
of consumabldood product had 128% of the total responses.

From this data we were also able to calculate the percentage of consumers that do not live
in Pennington, Hopewell, and Titusville that frequent each of the merchant categories.
Based on the data collecte@ determined:

Vitods Pizza: 37% from out of town.
Pennington Market: 11.1% from out of town.

Apothecary: 31.25% from out of town.

Sumo Sushi: 30.7% from out of town.

Cup of Joe: 41.66% from out of town.

Front Porch: 45.45% from out of town.

E mi 4: $@% from out of town.

Second Time Around: 60% from out of town.

Village Salon: 100% of those surveyed that frequent Village Salon were from out
of town.

= =4 -8 -8 _9_9_°5_2°_-2
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1 Amber Spa: Of those who responded that they frequent Amber Spa, none were
from out of town.

Hardware Store: 33.33% from out of town

Serendipity: 33.33% from out of town

Vine and Branches: Of those who responded that they frequent Vine and
Branches, none were from out of town.

= =4 =4

(Please note: The number of people who visited a business lower list than Front
Porch was five or less.)

Our next intercept survey question asked what the consumer enjoys about the Borough of

Pennington. We found that 19.75% of consume
consumers like that the town is quiet,8% like nothing in particular, 9.8% like the fact
that the town is setup so Iitodés easy to walKk

friendliness of those who work and shop in Pennington, and 9.8% of consumers enjoy the
guaintness of the town.

The following reasons all have a 3.7% response rate: convenience, nice appearance,

safety, free parking and metieee streets, cleanliness, downtown district is close to

home and work, and the good schools. Other things that were mentioned only once were

such tlings as: Pennington Market, the town used to be better, geographic location,

Met al Fab, Jannds, Vitods, the town is not o
of Pennington Borough. These miscellaneous responses constitute 11.1% of consumers

palled.

The following percentages illustrate whnain-resident consumers like about Pennington
Borough. These percentages do not include the opinions of residents from Pennington,
Hopewell, or Titusville. The purpose of this is to reflect the views@tiwentynine
nonresidents. The top responses from visitors to Pennington Borough that were
surveyed include quietness, quaintness, cleanliness, and free parking.

Free Parking: 100% Friendly: 37.5%

Clean 66.6% Downtown Area: 33.33%
Quaint 62.5% Close to Home/Work: 33.33%
Quiet: 54% Nice Appearance 33.33%

No Response: 50% Convenience: 0%

Small Town Feel: 37.5% Good Schools: 0%

Can walk to Stores: 37.5% Safe: 0%

Next consumers were asked what they liked abdmishops of Pennington Borough.
The following table breaks down the percentage of responses into total aresit@mts.
Once again, nonesidents consist of anyone outside of the Pennington, Hopewell,
Titusville area.
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Response Non Resident % | Resdent % Total
Percentage

Friendly 42% 58% 23.45%
Good Quality 44% 56% 11.1%
Individually Owned 14.28% 85.72% 8.64%
Stores
Good Food: 3.5% 96.5% 11.1%
Small Stores 28.57% 71.43% 8.64%
Clean 75% 25% 4.9%
Convenience/Accessibl 41.6% 58.4% 14.8%
Reasnable Prices 100% 0% 2.4%
Customer Service 0% 100% 3.7%

Of the eightyone surveys conducted, 13.58% had no response to this question. Other
miscellaneous responses include: Historical aspect, not pretentious, good representation
of Pennington, UP Fligs available, and nice window displays.

We asked consumers what improvements they would make to Pennington Borough. The
following table illustrates their responses. This information is very useful in future
planning. The table depicts the total patege for each category response as well as

what percentage of the responses come from non residents (outside the Pennington,

Hopewell, Titusville areas).

Responses: Non-Resident | Resident Total
Percentage | Percentage| Percentage

Parking/Longer than 15 20% 80% 18.51%
min
Speed Limit too slow and 60%
traffic management 40% 6.1%
Road/Sidewalk Repairs 33.33% 66.67% 3.7%
More Stores and
Restaurants/ Businesses 29.1% 70.9% 29.62%
need support.
Longer Business Hours 0% 100% 2.4%
More kids stores/actiiies 50% 50% 2.4%
Needs a Pub 100% 0% 2.4%

The results illustrate that the largest problem is the lack of shopping venues. The second
problem among consumers is the parking situation and the traffic control on Main Street
in the Borough. The thil most important topic that consumers would like to see

improved is the speed limit. They tend to believe that it is too slow.
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The final question of the intercept survey asked the consumer what types of new stores

they would like to see in PenningtBorough. The following table depicts the

consumer 06s

responses:

Responses: Non-Resident % | Resident % Total
Percentage

Bookstore 57% 43% 8.64%
Bakery 16.6% 83.4% 7.4%
Restaurant/Bar 54% 46% 16%
Retail Clothing/Shoes 53.84% 46.16% 29.62%
Chain StoregCVS,
Walmart, Starbucks, 60% 40% 6.1%
Gap, Ann Taylor, etc.)
Gift Store 33.33% 66.67% 3.7%
Ice Cream 0% 100% 6.1%
Video/Movie Theater 20% 80% 2.4%

From the previous table we can conclude that consumers are looking for more retail
stores befre any other type of store. Restaurants and bars were the second most popular
responses. After that, bakery and bookstores were almost tied for the third most popular
type of store. This information is most useful in determining what types of new
busine ses to attract and support in Penni
needs are met, the more likely the Borough of Pennington will prosper.

ngton

The four different types of surveys conducted were very helpful in getting different
opinions abouthe area. The first survey was useful because it was given to residents of
the area who also shop there. It was good to know what they thought about their
hometown. The second survey, Pennington School, was helpful because it rated different
aspects ofhe area. This gave us a feel of what consumers liked and disliked about
Pennington Borough. Survey three was given to people who neither live nor shop in the
Pennington area. This allowed us to see what customers look for in shopping areas like
Pennimgton. This information can be used to help draw in new customers. The intercept
survey was great to get the customersdé speci
Although all four surveys were directed toward a different group of customers, the

responses werngretty similar. Most consumers like the fact that the shopping is very

convenient, that the people are friendly and that there is a small town feel to the area.

The food businesses seem to be pretty popular with customers and they would like to see
morerestaurants in the area. All the surveys also had similar reasons of why customers

do not like to shop in Pennington; the hours of operation, prices, and parking; just to

name a few. These surveys were very helpful in seeing what customers reallplike ab

the area and what needs to be changed.
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4. CONCLUSION

There have been six different surveys collected about Pennington Borough and the
shopping in the area. The EDC collected two different surveys from business owners
(totaling 91); one focused ohé businesses themselves and the other was about the
opinions of the business owners. There were also 4 different types of consumer surveys
collected (totaling 231). The EDC collected them from the employees at the Pennington
School and the team droppeifl surveys in businesses around the Borough and also
gathered intercept surveys. All these surveys together showed some common themes
among the responses.

Each survey was slightly different but all business owners and consumers were asked a
few of the sene questions. One of the most important items on all surveys was

suggestions to what types of businesses should be added to the borough. The most
popular response for both business owners and customers was more restaurants. Another
response that was populwas retail, more specifically clothing stores. Parking

improvements was also a common response throughout all six surveys. By comparing the
business owner and consumer surveys, we were able to determine that having more
restaurants and the parking prarnis are the issues that are important to just about

everyone in the borough.

The four consumer surveys were also slightly different from each other, as each one was
directed toward a different group of customers. However, there were many similarities in
the responses. The four different surveys were; intercept survey, survey of the employees
of Pennington School, a survey of people who live and shop in the area, and those who
do not live or shop in the area. What set the last survey apart was it focugedple

who did not live or shop in the area; hence, instead of dealing with Pennington
specifically, it dealt more with what customers look for in a downtown area. All surveys
asked consumers why they shop in and like the area, or what qualitiesakégrim an
area. Customers seem to |i ke the Asmall t own
Borough. Of the consumers who do not shop in the area, they are looking for a variety of
stores and the distance from their house. This fits with some of tlemseably people

do not shop in Pennington. The people who do not shop in the area do not do so because
of the distance, parking and the fact that they do not like the stores. The surveys also
asked consumers to make suggestions on improvements to thésaséated, they would

like to see more restaurants and have parking issues resolved; while other suggestions
dealt with the hours of operations, the signage and the overall appearance of the area.

All six of the surveys were very useful in assessing whainess owners and customers
thought about the Pennington area. Parking seems to be one of the biggest issues for both
business owners and consumers, so this area should clearly be addressed. These surveys
also showed that it would probably be very bamnalfto have a greater variety and

number of restaurants in the area. Both business owners and consumers feel like
restaurant variety is lacking.

42



5. RECOMMENDATIONS
A. By Rider University Consulting Team:

After analyzing the data collected in the sussagasonable action plans can be derived.
There are four main categories for suggestions. The first category will look at suggestions
for the EDC to take in the short run; followed by suggestions for the EDC for the long

run. There will also be an actigplan for the Borough Council in the short run, and

finally an action plan suggested for the Borough Council in a long run.

EDC Action Plan: Short Run:

It is understood that the EDC has limited influence with major businesses, property
owners, and townepresentatives. For this reason, initially, small steps need to be taken
to show the town that the EDC is a group that can make positive changes in the
community that will improve the whole Borough.

1. The firstissue is parking. It is knowratlparking throughout the town is
limited, but there is parking available. One problem is that the areas that consumers can
park are not well known. If the EDC improved signage that directed consumers towards
available parking, it would help to use thestixig parking areas more efficiently.

2. The second suggested short run plan for the EDC is to try and gain more
exposure to its mission. There should be more people with in the community who would
be willing to help economically develop the townthéy only knew how. It might be
worth while attempting to host a fund raising activity, or support other local groups, or
having a weekly/monthly newspaper column discussing new business and progress,
trying to get the EDC as much attention as possible.

3. Pick a consistent meeting time and date so members of the community can
establish a habit of attending. With having a morning/night meeting schedule, it leaves
the community guessing what month and time the next meeting will be.

EDC Action Plan: Long Run:

It is important that the EDC establish goals that they would like to have done within
certain periods of time. These goals should be looked at from a one, three and five year
prospective, with the expectation that goals become narerglized at the time gets

farther into the future.

1. One suggestion EDC would be to start a business owners association, or align
with an existing business owners association that serves the Borough. If this is
established, it will be a major poiat leverage for the EDC and will speed up many
processes. This will also be a good place to start making suggesting of what new stores
to bring into the area.
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2. Next would be for the EDC to establish a more-frsemdly website. The
current technolgy trends point towards people will be using the internet more and more
to find the information they desire. Currently, all that is posted on the site is the
members, and meeting dates. This tool should be further developed and used to its fullest
potental

3. It i s also important that the EDC
needs. To do this it would be useful to conduct surveys at set intervals to see if there
have been any changes to the needs of the community as time passes.

4. Make sggestions to bring in several categories of stores, including retail
clothing, restaurants and bar/liquor store.

Pennington Borough Council Action Plan: Short Run:

Pennington Borough Council has the power to do things that the EDC cannot do. ltis
important that the Borough is able to see the impact that a thriving downtown commercial
section could have on a town. If the EDC and the Borough Council are able to work
together, it should be possible to see these short run improvements have some kind of
immediate effect on the community.

1. As stated previously with the EDC short run plan, clear and consistent parking
signs should be developed for the Borough. These signs would indicate where consumers
would be able to park, and would help to allevialet ®f the on street parking.

2. The Borough needs to improve their website, or develop a new web site
directed towards consumers. Currently the Pennington Borough website is directed
towards community groups only, highlighting their meeting dates anggnembers.

The town should work on developing a site that highlights the businesses, gives out of
town consumers a look at activities they could do in the Borough, keep community
events posted, and allow people to see the beauty and positive atmdsahtre town
projects.

Pennington Borough Council Action Plan: Long Run:

The Borough Council also needs to look into the future and try to accommodate the needs
and wants of its consumers. Competition for these consumers exists so it is important for
the Borough to stay up to date on trends and consumer needs.

1. One major area that seems to affect a large majority of consumers is the
parking situation. There is a very limited amount of parking currently in the area, and our
earlier suggestions caelp it be used more efficiently. However, if the town was able to
make more parking spaces available in the future, this would be strongly encouraged.
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2. It seems that the Pennington Borough also has a limited number of stores, as
the surveys suggeste¢hat people would like more businesses in the area. We suggest
more commercial businesses be allowed to open around the historic Pennington area.

3. According to the survey, one major draw to the area was a bar/liquor store.
We suggest that the towalease a liquor license to the public with appropriate
parameters.

4. A major draw to the area was the small town feel. Therefore, as the
surrounding community expands, it is important that Pennington Borough keep its small
town image to kep consumers coming back.

We believe that if these suggestions were implemented, more consumers would be drawn
to the area because more of their wants and needs will be met. Another important factor
that the Borough will need to look into is a cost/b#rmmalysis for these suggestions.
Investments in the future of the Borough need to be weighed against scarce resources and
they need to maintain essential services. Keep in mind that one of the main draws for the
town is its small town feel. When makiagy changes take into account how this could

be affected or changed in anyway.

B. By the Economic Development Commission:

1. Make Pennington Borough more fiBusiness
availability of Borough inspectors, by publishing a newsletieBorough
businesses, by creating a Ahow toodo gui
naming a Borough Business Advocate, by assisting current businesses with
learning opportunities, by reviewing existing ordinances to simplify them and
lower costs fobusinesses, by publicizing the hotn&sed business ordinance, by
establishing a welcoming process for new businesses, etc.

2. Utilize the Main Street strategy to improve the Downtown.

3. Enhance cooperation among businesses concerning operating hours amgl light

4. Prioritize and implement the Streetscape Plan.

5. Recruit new businesses as per the Market Analysis recommendations.

(*2]

. Link up with the Lawrencélopewell Bicycle Trail
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2: COMPETITION RADIUS FOR PENNINGTON BOROUGH
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APPENDIX 3: BUSINESS OWNER SURVEY
Part 1

The Pennington Borough Economic Commission was created in order to
offer advice and assistance to businesses in the Borough. To that end, the
Commission is conducting a comprehensive market analysis which will compile
useful information for local businesses and for those who want to support them.
This information will be highly beneficial to present and future business activity in
the borough. This survey is one important part of that analysis. The information
that you provide will be summarized collectively and not individually.
Please respond as soon as possible but no later than Oct. 16. Use the enclosed
return envelope to mail it in or drop it off at Borough Hall, 30 N. Main. Thank you
very much for your participatio n.

Name and Title of Respondent:

Business Name:

1. What is the nature of your business? (Circle one)

Retail Education

Service Finance
Retail/service Professional services
Food service Medical

Other: Real Estate

2. Do you own or rent the building in which your business is located?
Own
Rent

3. Approximately how large, in square feet, is your business?

4. How long have you been in business at this location?

5. If appropriate, where was your business located before?

6. What time of day is your business open? (Check all that apply)
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Sun

Mon

Tues

Wed

Thurs

Fri Sat

Morning

Afternoon

Evening

Closed

7. For each day of the week, at which time of day is the largest amount of your

business conducted? (Pick one time per day)

Sun

Mon

Tues

Wed

Thurs

Fri Sat

Before 10 am

10 amNoon

Noon-2 pm

2 pm-4 pm

4 pm-6 pm

After 6 pm

8. Do the answers to #5 and #6 change by season?

9. Over the last two years, how has your business at this location changed?
(Pick one)

____Improved dramatically
____Improved somewhat
____Stayed about the same
____Deceased somewhat
__Decreased dramatically
__Wasnoé6t in here two

busi ness

10.1f you are a consumer oriented business, how would you describe the
majority of your customers, in terms of:

a. Gender
% Male
% Female
b. Age
% Under 18 % 18-24
% 25-34 % 35-49
% 50-65 % Over 65
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c. Which of the following income
(Check all that apply)

_____Under $15,000 annual income per household

___ $15,00%$45,000

___ $45,00475,000

__ $75,001105,000

__ $105,00135,000

____Over $135,000

______All groups

11. Where is your competition located? (Indicate a percentage per item)
Within Pennington Borough
Route 31
Routel
Other: _ (Location: )

Unknown

12. Wheredo most of your customers come from? (Indicate a percentage per
itermn)

Hopewell Valley area

Greater Mercer County

Other: _ (Location: )

Unknown

13. What percentage of your advertising budget do you inves each of the

following media per year?

Newspaper % Interstate 95 Signs %
Radio % Route 31 Signs %
Television % Yellow Pages %

51

groups



Direct Mail % Other %
Internet % | do not advertise
14. From which newspaper(s) do you regularly purchase advertising? Please

circle all that apply.

Hopewell Valley News Trentonian
Trenton Times usi
Pennington Post None
Other

15.From which radio station(s) do you regularly purchase advertising? Please

circle all that apply.

WBUD (1260 am) NJ 101.5 (101.5 fm)
WPST (97.5 fm) Other
None

16.How many people work at your business (including yourself, duringqur
busy season)?

# Full-time # Part-time

17.Do you have designated parking for your employees?
No

Yes. Own (how many spaces?)

Yes. Rent separately (how many spaces?)
Yes. Included in building lease (how many spaces?)

18.Do you have designated parking for your customers?
No
Yes. Own (how many spaces?)

Yes. Rent separately (how many spaces?)

Yes. Included in Building lease (how many spaces?)
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19.From where do you get supplies for your business?
Mercer County
Elsewhere in NJ
Out-of-State _ (Which state(s)? )

Foreign countries

20.Which kind of new business in the Borough, if any, would be particularly

beneficial to your business?

21.What is the main rea®n you chose to do business in Pennington Borough?

22.What would you say is the Boroughoés bigge

23. Additional Comments: (Use back of sheet if desired)
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BUSINESS OWNER SURVEY
Part 2

Please take the time to respnd to these opinion questions. Since you do not
have to identify yourself on this questionnaire, you can be as complimentary or as
critical as you see fit. Please respond as soon as possible but no later than Oct. 16.
Use the enclosed return envelope tmail it in or drop it off at Borough Hall, 30 N.

Main. Thank you very much for your time and your sincerity.

1. How would you rate Pennington Borough for the following?

Good Fair Poor

Attractiveness

Cleanliness

Parking

Traffic Flow

Shoppinghours

Friendly salespeople

Safety

Variety of goods/services

Price of goods/services

Quiality of goods/services

Special events/festivals

(over)
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2. How has dealing with the following municipal and governmental agencies

been for you?

Good Fair Poor No Dealings

Mayor/Council

Borough Clerks

He a

| th Depo]

Construction Official

Planning/Zoning Brd

Sanitation

Police

Mer cer Coun|

3. If space should become available in the future, whichew business(es) would

you like to see come to Pennington Borough?
Antiques and CollectiblesShop _~ Chi Il drendés Shop
Museum Bed and Breakfast
Retail Clothing Fast Food
Liquor store Restaurant
Service (specify) Other:

4. If you could change just one thing in Pennington Borough in the next five

years, what would it be?

5. If you could insure that one thing in Pennington Borough dichot change in

the next five years, what would it be?

6.

Additional comments:
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APPENDIX 4: CONSUMER SURVEYS

The Pennington Borough Economic Commission was created in order to offer advice and
assistance to businesses in the Borough. To that end, the Commission is conducting a
comprehensive market analysis which will col@mpseful information for local

businesses and for those who want to support them. This information will be highly
beneficial to present and future business activity in the borough. This survey is one
important part of that analysis. The information ty@i provide will be summarized
collectively and not individually. Thank you very much for your participation.

1. Which of the following applies to you? (Please check all that apply)

Pennington Borough resident

Hopewell Township or Hopewell Bough resident
Live elsewhere (where?

Pennington merchant or business owner

Work in Pennington

Student

2. Please indicate the number of times you patronize the following Pennington
BusinessAreas:

3-4 times | Once a
Every day | per week | month | Seldom

Downtown Pennington
Howe Commons

Toll Gate School area
Straube Center

West Delaware Ave
Route 31 North of W.
Delaware Ave.
Brookside Ave. area
Pennington Maré&t

3. During each trip to Pennington, on average how many businesses do you visit?

| [1or2| [3to5]| |6 0rmore|

4. How do you usually travel to Pennington businesses? (Choose one):

| [walk| | Drive | | Bus| | Bike | | Other|

5. Do you feel that Parking is goroblem in the Pennington business area? (Choose
one):

| | Never| | Seldom| | Sometimed | Often| | Always |
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6. What is the ONE primary reason that you DO use businesses in Pennington?

(Choose one):

It is convenient

You like the small town atmosphere

You like the businesses there

You like to patronize local businesses in gen
Other :

7. What is the ONE primary reason that you do NOT use Pennington businesses

more often? (Choose one):

It does not have the stores that fit your needs

It does not havéhe services that fit your needs

It has some useful stores, but you prefer-sto@ shopping

You do not know what businesses are there

Traffic/parking is a problem

Stores are not open when you want to shop

Other:

8. How would you rate Penningbn Borough for the following?

Good | Fair Poor

No Opinion

Attractiveness

Cleanliness

Traffic Flow

Parking

Shopping hours

Friendly salespeople

Safety

Variety of goods/services

Price of goods/services

Quiality ofgoods/services

Special events/festivals
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9. If space should become available in the future, which new business(es) would you
like to see come to the Pennington area? (Please indicate the 3 most desirable).

Antigues and Collectibles Shop

Bed and Breakfast

Retail Clothing

Liquor store

Professional services

Entertainment

Museum

Chil drends Shop

Fast Food

Restaurant

Personal Services (such as

Tavean

Other: (Please Specify)

10. In thinking about possible improvements for the Pennington area business areas,

please indicate the most important ones below: (Choose no more than 3).

Aesthetic improvements to the buildings to give a more invitimy@hesive look

Better signs showing what businesses are in the area

Better signs showing where parking is located

Better advertising of the businesses and what they offer

Clean up sidewalks, put up awnings, plant flowers, etc

More convenient kginess hours

Link up the various business areas via walkways, bikeways, etc.

Other: (Please Specify)

11. If you would change just one thing in the Pennington business area in the next

five years, what would it be?

12. What is the one thing in the Pennington business area that you would keep the

same for the next five years?

13. Your gender: M F

14. Your age:

| |Under 18] | 1834 | 3554 | 55 ard older |

15. Additional comments:
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| live in Hopewell Township/l Shop in Pennington Borough

Why do you patronize in Pennington Borough?

1Convenience
2Atmosphere

3Specific Stores

4To Help Local Businesses

Why do youNOT shop in Pennington Borough More?

1Small Selection of Stores

2Youdo Not Know What Stores Are There
3Traffic/Parking Problems

4Hours of Operation of Stores

5Prices can not Meet Competitors

Out of the following, what arBOSITIVES for Pennington Borough?

1Attractiveness 5Shop Hours
2Cleanliness 6Friendly People
3Little Traffic 7Safety
4Parking 8Special Events

WhatNEW stores would you like to see in Pennington Borough?

1Retail Goods 4Historic Areas
2Liquor Store/Bar 5Stores targeted towards Children
3Personal Services 6Restaurants

What improvements woulgou suggest for Pennington?
1Aesthetic Improvements

2Better Signhage 4More Stores

3More Business Advertising 5More Convenient Business Hours

Personal

Gender M F
Age

Other general comments:
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| do not live in Hopewell Town/l Never Shop irfhington Borough

Do you know any of the stores located within Pennington Borough?
Yes No

Do you visit any of the following towns to patronize?

1Lawrenceville, Main Street, NJ 4Newtown, PA
2New Hope, PA 5Lambertville, NJ
3Princeton, Nassau St, NJ 6Hopewell, Broad St, NJ

When going to a small town to shop, what do you look for?

1Attractiveness 4Distance from residence
2Hours of operation 5Feasibility of walking
3Variety of Stores 6Availability of parking

What kind of stores, draw you to a town

1Retail Locati8ons 5Bar
2Restaurants 6Area History
3Personal Services 7Entertainment/Activities
4Child Stores 8Specialty/Niche Stores

Which of the following would bring out to a small town?

1Town Event/Street Fair 4Street Signs
2Television Conmercial 5Word of Mouth

3News Paper Article 6Money Mailer Coupons
Personal

Gender M F

Age

Town you live in

Other General Comments



Intercept Survey

What town do you live?

What stores do you usually visit in PenningBorough?

What is something you like about Pennington Borough?

What is something you like about Pennington Borough Stores?

Do you feel Pennington Borough is lacking/or needs to improve something?

What new stores would you like to see in Pennin@orough that would make the
shopping experience better?

Are there any additional comments you would like to make?

Survey Proctors Notes:
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