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INTRODUCTION
-- WHAT DOES THIS PLAN DO? --

Expanding economic development is the goal of almost every level of government, industry groups, various
interest groups and the public at large. A successful economy leads to successful businesses that provide
workers and their families a chance at financial security for this and future generations, it also helps
solidify a community’s ratable base. Local government has a particular role to play in promoting economic
development. Without the ability to affect interest rates, create international trade policies or to fund
investment banks or business incubators, many times the best role of the local government is to try and

determine where the market is going and get out of the way.

Reducing barriers to local and regional commerce to locate or expand in the local marketplace, while creating
a vision and maintaining standards to ensure safe and effective high-quality development, is a the primary
role for local governments in sustainable economic development. When local government partners with its

business community, based on regional and local market forces, real progress can be made.

Developing a comprehensive economic development plan for a municipality like Byram creates opportunities
based on a number of factors; a vision for the future, analyzing the abilities of market forces to attract
certain types of desired development, transportation, and the environment - all coordinated to enhance
and maintain quality of life. Very rarely however does the planning process include a Market Analysis that
compares what the public and its decision makers may want, juxtaposed with what the market will actually

support. This Plan does just that.

This Sustainable Economic Development Plan is designed to provide Byram Township, its decision makers,
its business community, and its citizens with tools and guidance in crafting a way forward based on detailed
market analysis and comprehensive public input. Recommendations in this Plan will include public actions,
such as revisions to land use ordinances, private initiatives, such as events run by the Business Owners
Association, and development of up to date data to share with potential developers and investors revealing

opportunities and demonstrating that Byram is Open for Business.

Towwnship of Buram
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VISION

VISION
-- WHAT DO WE WANT TO ACCOMPLISH? --

Vision

In 2026, Byram Township has retained all of its local businesses and has added new
businesses based on being a destination for outdoor activities, specialty retail and a variety
of dining options. Vacancies in the commercial core are below 5% and retailers in the area
are able to draw customers from within town, the surrounding area and from tourists and
business travelers from across the region and beyond. The Business Owners Association
hosts a variety of events in the community to bring people to the area to discover that Byram
is “The Place to Be” and provides updated market data to the commercial development

community to remind them that Byram “Is Open for Business”.

Byram Township’s vision for its future is squarely based on strengthening its assets so that
all of its parts work together to create a distinctive and prosperous market for growth and
economic sustainability. This Sustainable Economic Development Plan works to create a
foundation for the Township to foster an atmosphere where companies will seek to invest
and take advantage of its environmental assets and unique quality of life - where people

of all ages and means can live, work, play and stay.

Byram Township will work to strengthen its place in the regional economy by taking a
two-fold approach; the first is aimed at supporting the existing business community by
expanding its market reach; the second is aimed at utilizing Byram’s natural and recreational

assets and making it the go-to and go-do destination for eco-tourism.

The Township seeks to create a sustainable economy by embracing the three tenets of
sustainability; Economy, Environment, and Equity.
e Economy - an attractive place to do and grow business;
e Environment - where natural resources are an integral part of the
Township’s infrastructure and economic attractiveness;
e Equity - where residents of all ages and businesses alike are afforded an

opportunity to succeed.

Byram Township will be a place where people can live and where business will not only seek
to locate, but prosper because of the synergies created through teamwork and cooperation.
Byram Township will be a place recognized and respected in the regional economy as an

important component of the New Jersey economy.




Site Details Map

Byram 3,5,10-miles Prepared by Esri ———

10 Mansfield Dr, Byram Twp, New Jersey, 07874 Latitude: 40.93709 ——

Rings: 3, 5, 10 mile radii Longitude: -74.70656
This site is located in: City: The Byram Market Trade Area

County: Sussex County
State: New Jersey
ZIP Code: 07874
Census Tract: 34037374300
Census Block Group: 340373743002
CBSA: New York-Newark-Jersey City, NY-NJ-PA Metropolitan Statistical Area
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GOALS & OBJECTIVES

GOALS & OBJECTIVES
-— WHERE DO WE WANT TO GO? --

A goal is defined as a generalized idea, which provides a sense of direction for action. It represents
an aspiration, which may or may not be achievable. An objective is a more tightly defined, often
guantified, target, the achievement of which is a step toward fulfillment of the goal. The goals as
set forth below are not necessarily in order of priority.

Goal 1. Create an environment that supports existing businesses and welcomes new businesses
that work with the Township’s assets and meet the Township’s Vision.

Objective:
1.1) Create an identity for Byram Township as the go-to place to do business.
1.2) Strengthen the Township’s abilities to support growth and economic development.
1.3) Ensure that all elements of the Master Plan are in sync with economic strategies and

long term marketing strategies

1.4) Ensure that the Township Land Development Ordinances foster growth without
undue burdens on the business community while maintaining Byram’s unique
sense of place

1.5) Ensure that the resources are in place to make the recommendations in this plan a
reality in the short and long term

Goal 2: The Township of Byram will continue to recognize the significance of the regional economy
and will ensure that the local economy and associated regulations and programming are ready to
accommodate opportunities and be responsive to an ever-changing market.

Objective:
2.1) Continue to promote the Township’s market opportunities to retailers and
developers seeking to enter the local market

2.2) Maintain and enhance direct communication and partnerships with local government
and business-oriented advocacy groups.
2.3) Continue to review and update land use planning and development regulations to
provide and respond to new market opportunities
2.4) Ensure that necessary infrastructure and public services are available when needed

to serve development opportunities

2.5) Use strategic incentives to aid in the redevelopment of underperforming or vacant
business sites and areas

2.6) Maintain a direct dialogue with existing businesses to aid in their abilities to
maintain and expand their presence in the community

Goal 3: The Township of Byram recognizes the significant economic opportunity offered by an
expanding sports, entertainment, history and eco-tourism market and will support such opportunities
and be a direct participant in the attraction, development, preservation and rehabilitation of venues
used to support such efforts.

Objective:

3.1) Expand and enhance Township, State and private open space and recreation
facilities that accommodate outdoor activities, athletic pursuits, nature study/
appreciation, and cultural and historic tourism/education opportunities

3.2) Conduct and enhance direct communication and partnerships with hospitality-




oriented, recreational advocacy groups, state agencies, and non-profit trusts.

3.3) Maintain a direct dialogue with existing providers of sports, entertainment, open space,
historic sites and hospitality facilities and services to aid in their ability to maintain and
expand their presence in the community

3.4) Develop marketing programming to broaden awareness of and better establish Byram as a
destination for eco-/heritage-tourism, outdoor recreation, shopping, and dining.

Goal 4. The Township of Byram recognizes the significant economic opportunity offered by specialty retail
and a variety of dining options and supports such opportunities

Objective:
4.1) Continue to work with the existing business community to support and expand existing
opportunities for specialty retail and dining
4.2) Work to create additional opportunities
4.3) Update and continuously monitor the LUO to ensure that a variety of these uses remain

permitted and that new business types, where appropriate, are accommodated.

Goal 5. The Township of Byram will facilitate smart growth strategies and principles aimed at market trends,
in order to accommodate local growth and economic development in an orderly way while protecting the

environmental assets from the individual and cumulative adverse impacts of uncoordinated growth.

Objective:
5.1) Review and continuously monitor the Village Center Plan to ensure it plays a pivotal role in
creating and promoting the goals of economic growth and eco-tourism
5.2) Enhance and encourage the retention of existing businesses while establishing new
entrepreneurial businesses.
5.3) Encourage infill and/or redevelopment of existing commercial sites along commercial
corridors.

5.4) Work to diversify housing types with particular
attention to how housing will be a necessary
component of the Village Center’'s commercial
success.

Quality  streetscape and  building
placement that is designed to be attractive
to visitors and residents alike will add an
element to the Byram economy that is
currently missing.

Township of BUuram
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STRATEGIES

SUSTAINABLE ECONOMIC DEVELOPMENT STRATEGIES

-- WHAT ARE WE GOING TO DO? --

Achieving Byram’s Economic Vision
Exactly how should we capitalize on the opportunities that have been identified? The remainder of
this Plan offers recommendations in response to this question.

Achieving Byram’s economic vision needs a well-coordinated plan that considers all of the most
essential components for making Byram “a place to be.” To achieve this vision, the Plan needs
to be inclusive of all of the major assets at the community’s disposal: people, land use, activity,
connectivity, and esteem. The plan developed by the Township takes a comprehensive approach
that focuses on place making, rather than just economic development.

A Review of Market Analysis

Using the economic data to find where retail opportunities coincide with Byram’s infrastructure
characteristics and community preferences, the Plan provides a foundation to begin proactively
shaping future markets within Byram.

The Township, primarily for the purpose of supporting the Sustainable Economic Development
Plan and Marketing Strategies, conducted a Market Analysis. The study utilized rigorous analytical
methodologies to examine the key economic/cultural aspects of the community. The study resulted
in a set of five (5) precise conclusions/ recommendations that the community can use to develop
strategies for achieving its aspirational vision, goals, and objectives for economic development.

Key Conclusions of the Study:

1. [Eco-tourism] is central to Byram’s distinction as a place to do business. The Township
is both advantaged and restricted by its location in New Jersey’s Highlands Region. The
community should utilize the advantages. Qutdoor recreation attracts visitors, and provides
an opportunity for niche retail in a setting that is appealing and distinctive.

2. [Destination marketing] is needed to support commerce in Byram. For commerce to
survive and thrive, outside visitors must be induced to shop and dine here. Attracting new
businesses alone won’t bring shoppers; marketing must be used to do this.

3. [Retail growth] is difficult, but possible. There is some unmet demand for shopping and
dining in Byram, with much more unmet demand within a 10-mile radius. Not all retail will
work here, however. To attract visitors from a wider radius, Byram’s commerce must be
distinctive destination retail. Byram must proactively recruit these targeted retailers.

4. [Housing growth] is possible. There is demand for housing types not currently available in
the Township. Additional housing would add $58,235 per household in retail demand per
year. For example, 150 new households = $8.7 million in new retail spending/year.




Byram’s commercial core is highway/auto-based. Opportunities exist to create a [walkable
commercial district] through new development. This would require a dedicated recruitment effort for
developers/retailers, the support of property owners, appropriate zoning, and possibly government
incentives.

Key Recommendations of the Market Study:

Take action to [retain and support existing businesses];
Develop the framework that will allow Byram Township to [take advantage of eco-related assets] and
market itself as an eco-tourism destination;
[Recruit new retailers] in sustainable categories that:
a. Fitinfrastructure capacities,
b. Take advantage of local eco-tourism, and
¢. Increase destination businesses in Byram Township;
[Generate trial visits] from people within the 10-mile radius;
[Review local land use, zoning and development regulations] to support the Plan’s vision;

[Develop a source of revenue] that will support these activities.

ommunity| conomicy

Please note: To better define the assignment of tasks and responsibilities recommended in this Plan, these
terms are used in the following section to define stakeholders groups:

Business/Businesses, Business Community: refers to individual business owners, a business
association, or a local/regional Chamber of Commerce.

Community: refers to the entire group of stakeholders who affect, and are affected by, Byram’s
economy - residents and their families, non-resident visitors, business owners and workers, and
Byram'’s elected and appointed officials, commissions, committees and volunteers.

Township: Byram Township’s government entity - its elected and appointed officials, commissions,
committees and volunteers.

“The journey of a thousand miles begins with a single step.” Lao Tzu

Towwnship of Buram

Sustainable Economic Plan



STRATEGIES

Traffic Count Map

Byram 2-miles
10 Mansfield Dr, Byram Twp, New Jersey, 07874
Ring: 2 Miles

Source: ©2012 Market Planning Solutions, Inc.

June 12, 2015




There are only 8,240 residents of Byram, and they spend $169 million/year—less than half of that on stores in Byram—for
retail goods and services. For businesses to flourish in town, they need to attract the business of outside visitors. Iff
the district were to become a home to destination businesses that could attract outside visitors, the Township could
reasonably expect to grow its trade area to a 20-30 minute drive time area. We believe that it would be possible for

Byram to serve a secondary trade area of a 10-mile radius around the community:

Major Shopping Center Map

Byram 3,5,10-miles
10 Mansfield Dr, Byram Twp, New Jersey, 07874
Ring: 3, 5, 10 Miles

Source: Directory of Major Malls, Inc.

June 11, 2015



STRATEGIES

o

Byram’s Economic Vision - Byram, “A P.L.A.C.E. to Be”

The success of any plan is dependent upon the community’s ability and desire to implement the
necessary actions. Local government will play a crucial role in bringing this Plan to fruition, which
may be difficult at times given budgetary constraints, staffing and facility resources. Successful
economic development, however, requires partnerships among all types of stakeholder: public/
public, public/private, and private/private. The strongest local economies are those where all

stakeholders are working together.

This Plan is designed with an understanding that competing interests can be aligned through a
well-conducted planning process. A grant from the New Jersey Highlands Council has provided

Byram with a solid initial investment, but now the hard work begins.

PLACE - People; Land Use; Activity; Creativity; and Esteem is a simple, yet comprehensive economic
development plan that attempts to utilize all of the major assets at the Community’s disposal. The
five elements that make up PLACE are the ingredients to redefine Byram as a wholesome and vibrant

town that has something for everyone.
This is not to say that Byram should try to be all things to everyone, but to use these five elements
to find the advantages that Byram has over neighboring municipalities, and then leverage each of

them in conjunction with the others to create a successful whole.

This section outlines these elements, and the next section provides recommendations on how to

utilize them.




P — PeoPLE:

Groups of people are smarter than experts, and when individuals collaborate as a team, the collective
potential is endless. People are the first and most crucial element of this Plan. Individuals making up
the Community - local residents, visitors, business owners, and workers - are in Byram for a reason.
People keep the local economy running. They work in the offices, run the businesses, and their
kids go to local schools. Shop owners and businesses provide goods, services and employment.
Private property owners and developers fuel new building and construction activity. The political
and administrative leadership ensure efficient day-to-day running of the Township. People are not

just numbers and demographics - these are individuals with a vision for their community!

L — LAND USE:

Byram is the Township of Lakes, and its natural resources - open and preserved space - rival that
of many municipalities in New Jersey. While located in a rural environment, the Township is still
connected to the rest of the state through accessible highways, and within an hour’s drive of many
places in the greater metropolitan area. Byram has a variety of land uses, and potential to add many

more.

Several factors will define how Byram’s land use develops, but the two main criteria should be
efficiency and desirability. Efficiency is using existing land and resources to best advantage.
Desirability is using design, density, variety, quality and the typology of the built environment to
create spaces where people want to be.

A - AcTiviTy:

An economic plan should focus on jobs, unemployment, rising market and living costs - and
therefore the economy. But that is not all. The Plan must look instead at why people are living and
working in the area. What draws them to a particular place? Jobs provide livelihood, businesses

provide goods and services, and schools, hospitals and parks provide basic amenities.

Each of these functional parts can be leveraged to provide more to their users. A community center
can be an art gallery or host game nights. The school gym can be set up as a playtime theater once
a month. A parking area can have a bike rental shop that encourages people to leave their cars for
awhile and get on bicycles instead, to ride Byram’s amazing trails.

C — creaTiviTY:

A coffee shop can be more than just a coffee shop. It can have books, newspapers, Wi-Fi, board
games and jigsaw puzzles. It can provide seating around a fireplace in the winter and chilled
lemonade on the patio in summer. Creative thinking makes it more than a ho-hum drive-thru place
to get coffee, but “a place to be.” Innovation opens the door to innumerable options that will help

define where people choose to spend their time and money.

Environment and character are often the most intangible aspects of place making, yet may prove
to be the decision-makers for many people. The visual and tactile qualities of a public space, the
texture of street art, seasonal activity - farm stands in summer and carols for the holiday season -
and human scale all define how people feel about a place.

E — esteem:

Why Byram? This one question will guide the marketing plan - who are the customers, which retailers
should set up business here, what events show Byram’s brand of eco-tourism. Distinctive character
and image will provide the most important marketing tool to promote Byram as an eco-tourism
destination. Branding of Byram as a vibrant, family-friendly and eco-conscious place will bring all

the ideas and recommendations that form this plan together.

Towwnship of Buram
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All marketing is not the same, and depending on the target audience, different approaches

and materials should be developed. The four main audiences are:

e Residents - current and future;
e Existing businesses;
e Shoppers/visitors; and

e Future businesses/investors/developers.

Residents look for quality of life and a vibrant environment in which to live and work.
Existing and future businesses, investors, and developers want a clear understanding of the
market and cooperation within the business community. Visitors want to explore and enjoy
the best Byram has to offer - open space, active recreation, a quiet weekend. And Byram
wants to attract the future businesses, investors, and developers that will succeed in the

Township while helping to make it flourish.

Recommendations

Now that we know the ingredients, let’s understand the ideas and recommendations to leverage
each of them to achieve the Community’s vision. The recommendations that follow are presented in
order of significance. Each recommendation that follows will have the appropriate element of PLACE

(“P” for people; “L” for Land use; “A” activity; “C” creativity; “E” esteem).

9]
L
15 Please note: None of these recommendations are made independent of the other.
LI . . .
k All recommendations seek to drive the sustainable development and future
e marketability of Byram Township
)]
—I 1. Developing and Growing the Program (Elements P, L, A, C & E)

a) Develop a Source of Revenue that will Support these Activities:
In order to create a successful program, a Community needs a champion. Performing
such an effort on a strictly volunteer basis, however, is difficult at-best. This Plan
recommends the assistance of an experienced individual or small firm to become the
facilitator/liaison for and between the Business Community and Township. Such a
position can begin on a part-time basis and use incentive-based bonuses connected

to metrics such as fund-raising and/or percentages of ratable tax base growth.

This Plan proposes an initial course of action with tasks that will allow the Community to




pursue its goals - specified by month - over the upcoming year. While led by a paid individual,

the Plan also proposes an initial budget for activities, presuming that volunteers will assume

the heavy task load, allowing funds to be reserved for services that cannot be volunteered.

This includes but is not limited to costs for printing and mailing of marketing and promotional

materials, etc. (The Work Plan Calendar, and Work Plan Budget are appended to this report.)

Revenue can be generated through:

e Modest budgeting
e Fund-raising (events, sponsorships and paid advertising)

e Business owners pooling financial resources.

Within a few years, new development should occur, and new retailers, restaurants, and the

associated jobs attracted to the area will forge a stronger economy that will be compelling

to residents and outside visitors. This should support future/increased investment in the

program. Ultimately, the Plan encourages Byram Township and/or the Business Community to

go beyond this initial modest budget, and take a very proactive, deliberate role in managing its

retail mix, staging attractive events, and promoting its business district as a shopping/dining

destination to the wider region.

b) The Mechanism

Businesses are interested in collective marketing and networking opportunities. The Township

should seek to assist in creating a platform with and for Businesses to achieve this.

The Township should begin by assisting the business community to create a strong
Byram Business Owners Association (BBOA), or a presence as a local Chapter of the
Regional Chamber of Commerce. Creating and supporting an organization like this
could assist the Community by supporting collective marketing programs, including
promotions for and by the Business Community. In addition, such a business group
can provide education on best business practices, such as, optimization of hours of
operation, social networking and online marketing, effective signage, shared parking
facilities, informational and welcoming packets, and cross promotional opportunities.
The Township should research setting up business promotion and financing tools,
such as Business Improvement Districts (BID) and Tax Increment Financing (TIF).
Building a team of public-private stakeholders to leverage regulatory and financial
authority of the Township through mutual cost and revenue sharing mechanisms.

Study the feasibility of forming a Special Improvement District (SID) pursuant to the

Towwnship of Buram
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STRATEGIES

S~

Pedestrian Mall and Special Improvement District Act, N.J.S.A. 40:56-65, et
seq. The creation of a SID would provide annual funding for business support
programs that would be managed by Byram’s Business Community.

iii. Schedule and conduct regular business visits and brainstorming sessions
with individual business owners, Township officials, BBOA, and/or Chamber
of Commerce (Morris and/or Sussex County), et al., to understand and
continuously evaluate the Business Community’s needs. Collect and distribute
pertinent market, demographic, and regulatory information as appropriate. In
addition the group should work to achieve the following initiatives.

1. Implement a small business program to support businesses that are
independent, locally owned, and serve day-to-day needs of residents.

2. Implement an incentive program to avoid long-term vacancies of
existing commercial properties.

3. Research and recommend a range of incentives to encourage and
promote infill and redevelopment as economically viable options.

4. Review and recommend revisions to existing zoning and land
development requirements that would help to ensure that they are
conducive to infill and redevelopment. Work to identify and attract
unique eco-tourism businesses as well as business that could support

such objectives.

2. Support Existing Property Owners & New Potential Developers (Elements P, L & E)

One of the most difficult aspects of real estate or business development is the barrier to entry
that interested businesses may face - either real or perceived - which often take the form of
prohibitive up-front costs. Providing help in navigating the system will promote Byram as a
friendly and helpful place to do business - and serve as indirect marketing through experience
and word-of-mouth. This recommendation supports the basis for the more detailed analysis of

planning, zoning, and administrative procedures of the Township.

a) Review development processes and procedures and identify areas to simplify or streamline.
Public perception, be it right or wrong, is that Byram’s local land use approval process is
cumbersome and time consuming, ultimately becoming too costly for owners to improve
or expand their Businesses. The Township should review its development application and
permitting procedures to determine whether possibilities exist for simplifying or making

the process easier.




b) Provide public education documents about the land development and review process to make
it less onerous. This can take the form of graphical representations or flowcharts of several
development scenarios, such as re-tenanting an existing retail space, developing a vacant land

and demolition of existing buildings for the development of a new business.

c¢) The Township should develop custom checklists and handouts that clearly explain the development
review and approval process. The guides can provide direction on each step of the process,

including documents or forms required, fees, etc. This can be an on-line function as well.

d) Continue to work toward improving the Municipal Complex into a 215t century facility aimed at
the needs of a 215t century community in accordance with the Municipal Building Assessment and

Municipal Complex Master plan.

e) Be proactive toward addressing property maintenance and zoning code enforcement

3. Land Use Planning and Zoning (Element L)

a) Density and Design:
Consider the street-level retail along the Route 206 corridor right through Byram’s main commercial
area and what forms of activity can you see? Is there only vehicular traffic or are people walking to
the stores? How many pedestrians, cyclists, dog walkers? Are there trees, lighting, bus or transit
stops, community bulletin boards, trash cans, benches, and places suitable for people to sit or
meet? Would teenagers skate here? Are there sidewalk events or vendors? Do stores have a stoop
or front porch? A bike rack or dog bowls in the front? Is it downtown Byram, or is it just another
retail strip in just another town? These are important considerations when assessing how Byram’s

commercial core might be retooled to strengthen its economy.

Main street revitalization, complete streets, lighting for safety, landscaping and maintenance
standards - these are the first step in creating vibrant spaces. Encouraging people to spend more time

in public areas vs. in their cars works directly with the Plan’s land use planning recommendations.

Given that only 2% of Byram is in the Highlands Planning Area with limited vacant land available
for development, it is important to use underdeveloped and vacant properties to their maximum
potential. Without detriment to the public health and safety, many existing uses could be expanded

or diversified to provide - at a minimum - design integration (e.g., via cross-access and shared

Towwnship of Buram

—_
(9]

Sustainable Economic Plan



STRATEGIES

(o)

parking), and ideally, increased intensity of development, including mixed-use development

with connectivity to adjacent neighborhoods and the future Village Center (VC)).

The Township should work to explore these ideas with private developers and relevant
property owners. Where appropriate, policies such as density bonuses, enhanced conditional
uses, revenue allocation districts, local district plans and/or the Local Redevelopment
Housing Law should be used to support local demand and guide the supply of developable

property and associated uses.

The Township must also pressure the NJ State Department of Transportation to change the
character of the roadway (State Route 206) as appropriate. This has been done is numerous

places nationwide where highways transect a community.

b) Zoning District Review

Commercial/Retail /Office Zoning and Land Uses:

Byram’s zoning for the Village Business (VB), Neighborhood Commercial (NC) and Industrial/
Professional/Recreation (IPR) zones has been relatively restrictive for some time. The number
and types of permitted uses is very proscriptive and the list of prohibited uses is often nearly
as long as the permitted uses. The Land Use Ordinances should be revised to simplify and
generalize the permitted uses in the VB, NC and IPR zones. Consideration of specific uses
being called out is important, however. For example: vape shops, adult businesses, etc., so

as to not be confused with general categories such as retail or business services.

The Village Center zone is the largest possibility for new development and will prove to
be the greatest opportunity to meet the public vision of a walkable village with distinctive
shops and restaurants in the future. The Village Business (VB) zone is the most likely area
for change at this time and thus the focus of this plan. Developed in varying degrees, the
VB has regional highway frontage and infrastructure improvements in place - for single
site development and redevelopment - which could be possible in the near term. Current
permitted uses are remnants of the original B-1 and B-2 zones, and read more like an
accurate wish list than a concise description of viable uses that can respond to new market
forces. This plan recommends that the Planning Board, in cooperation with the Governing
Body and the EDAC, review and revise the permitted, conditional and prohibited uses, and
provide updated definitions of each, for potential revision of the Land Use Code. To coincide
with the recommendation of section 3.a. above, bulk standards should be included in such

a review.




i. Permitted Uses:
Preliminary recommendations in this report are to create a shorter and broader list of

permitted uses in the commercial zoning districts.

ii. Conditional Uses:
Create a larger list of conditional uses to provide very basic controls for some use and
to allow for the expansion and improvement of existing businesses that are beneficial to

the overall health of the business district, but might not be appropriate in all locations.

iii. Prohibited Uses:
Prohibited uses should be limited only to those that are clearly detrimental to the safe

and orderly development of the zone.

¢) The Neighborhood Commercial Zone
While this zone is not as vital as the VB zone, it should also be reviewed in a similar manner. This
plan recognizes that the NC zone is smaller and specifically designed for small-scale retail and
services to serve neighborhood needs, and is not designed to act as the Township’s key component
in the regional market. Therefore, the limited nature of permitted uses and the more stringent
nature of the prohibited uses are still valid. Consideration should be given, however, to the feasibility
and appropriateness of the NC zone along the Route 206 corridor in the northern section of the

Township.

d) The Industrial Professional Recreation Zone
This zone is recognized in the Market Study as possibly contributing to the development of the
Village Center zone, as development of the IPR zone could contribute to the critical mass of retail
space and residential space necessary to make a village center work effectively. The permitted uses
in the zone currently offer a wide variety of complementary development options. The site has

current approvals for a light industrial and construction contractor complex.

e) Housing Diversity and Growth:
The results of Byram’s consumer preferences survey confirm that residents recognize that apart from
single-family homes, there are few other housing types available in the Township for buyers and
renters in need of other options. It also showed that residents have an interest in small apartments,
starter homes for young people, and housing for empty nesters. The community also expressed that

there is not enough affordable housing for those who need it in Byram.
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4. The Village Center: A Comprehensive and Innovative Core (Elements P, L, A, C & E)

The Village Center zone could be a game changer on the land development side that leads the way in
Byram’s economic development. The Township’s ability to promote new business types is immense
in a development of this magnitude. A walkable live/work/shopping environment is desired by
Byram residents, but not currently available. Moreover, it’s impractical to create a destination-
shopping environment in which each store must be reached individually by car. This survey process
has not only validated the desire for this zone to continue, but has revealed it as critical toward the

long-term economic viability of the Community.

The VC will likely aid in attracting full-service restaurants, specialty grocery markets (e.g., ethnic/
imported foods, fresh/organic/exotic produce, fresh seafood, butchered meats) furniture stores,
specialty goods in the general merchandise category (i.e., smaller vendors that sell distinctive
goods), outdoor recreation-focused sporting goods (that could service eco-tourism interests in
the region), and bakeries, all of which were identified in the survey results as viable and publicly
supported. Some of the prohibited uses on the commercial side could be evaluated in light of this

plan as well.

The VC zone was extensively debated and revised more recently. The permitted uses conform to
the intent of the zone and the types of uses vetted through public input and the Planning Board
adoption process. While the Township is limited by its utility allocations, density and design are
important considerations in economic viability of a project of this scope, especially with affordable
housing being an inclusionary component. Accordingly, careful consideration must be given to

housing typology, when juxtaposed against not only the desires of the market to fill gaps in housing

availability currently lacking in Byram, but also the need to enhance and expand retail opportunity.

On display in many places Nationwide, buildings oriented to create atmosphere and interest are critical to
creating that Center Byram lacks. Above: Bordentown City, NJ and French Quarter, New Orleans



5. Open Space, Preserved Parklands and Trails (Elements A & E)

Byram is surrounded by public parks that attract visitors for biking, hiking, fishing, swimming, boating,
kayaking, horseback riding, and more; in fact, 1.2 million tourists and residents visit State Parks in the
Highlands each year, many of which are in or near Byram. Those that are in Byram need to be advertised

and promoted as such.

The priority should be to develop an activity framework that will allow Byram Township to support current

businesses while taking advantage of eco-related assets and market itself as an eco-tourism destination.

e A trail that is full of ups and downs - through a beautiful wild park - can be marketed as “stamina
training” to runners. This could benefit a restaurant that is home to the local running club; a store
on Main Street specializing in running shoes and gear; or Health store for “running fuel.”

e Rambling local trails that can be utilized to offer informational-guided tours on local ecology or
bird watching could complement a niche store selling binoculars and trail equipment or deli shops
offering boxed picnic lunches. Reviews by known authorities on outdoor topics in local or special
interest publications could be marketed as celebrity-recommended tours. Coordinate activities
such as Hike of the Month, featured Trail of Month, and other activities that can promoted locally,
regionally, and statewide tourism.

e A completely dark area in the middle of a local or state park could be used to target stargazers
with evening gastro- and gazing-events, promoted by a store with specialty lenses, telescopes and

night-vision equipment.

Some of these ideas may have a limited market, but it is one that is a captive market. People looking for
specialized activities will come to Byram
because it is the first and best-known
place! Think of the lakes and lakefront in
Byram, the active recreation, golf clubs,
bicycle trails, and active theme parks. As
we focus on the extensive array of such
land uses, the possibilities seem endless.
Every small idea becomes an initiative to
enhance the resource, allowing it to add

to the appeal of Byram as a place to be.
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6. Eco-Tourism Infrastructure (Element L)

The Eco-tourism framework begins with the Township’s and the Region’s environmental assets.

According to the definition and principles of eco-tourism, established by The International Eco-
tourism Society (TIES) in 1990, eco-tourism is defined as “Responsible travel to natural areas that
conserves the environment and improves the well-being of local people.” It is crucial to consider the
economic, social, and environmental impacts of tourism activities in order to ensure success. How
these assets are utilized, accessed and connected to economic development is an important cog in
the Township’s economy. Whether hiking, biking, birding, boating, fishing or swimming, there are

hundreds of acres of natural beauty to capitalize on in Byram Township.

The attractions, accommodations, services, and infrastructure that support a tourism destination

are all integral components to its success. To solidify this framework, this Plan recommends:

a) Reviewing and tailoring the Township’s Open Space and Recreation Master Plan to
meet the needs of eco-tourism objectives.

b) Developing an initiative with a specific focus on marketing and promoting athletic
events, cultural activities, and eco-tourism opportunities.

¢) Creating a program with context-sensitive transportation solutions identified in the
Township’s Master Plan to support bicycling and road running in concert with eco-
tourism opportunities, to build on and support open space and recreational facilities.

d) Working with Lake Associations, Byram Business Owners or similar groups and

entertainment facilities to explore community-wide opportunities.

STRATEGIES
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7. Building Capacity Through Local Pride: I live in Byram! (Elements P, L, A, C & E)

Consider Byram’s residents - living, working, learning and participating in day-to-day activities. Working

with the Community, start an interactive campaign. Find out what Byram means to people. Ask kids to create

posters saying, “I like Byram because...” or collect photos of people enjoying kayaking or biking during “My

weekend in Byram.” These can be a great source of ideas for attractive promotional material. Instilling pride

in a community always increases the capacity of volunteerism and support from the Business Community.

a) Coordination

Coordination can be difficult, since it takes time, patience, and collective thinking. The creation

of new ideas - through a lens by which people from different groups view the world - should not

be overlooked. The increased awareness of the values of different groups can lead to increased

efficiencies in programming and budgeting. It can also lead to support from outside entities by

furthering their understanding that what is good for the local economy can also be beneficial to

the larger region.

Coordinate the financial and technical resources and missions of the Township’s EDAC;
Open Space Committee; Environmental Commission; and Recreation Commission to work
collectively for the economy of Byram.
Work with Federal and State entities - including Waterloo Village and Allamuchy State
Park - to garner support for this Plan’s recommendations and to build the Byram Brand
1) Advertise and encourage residents to utilize Byram, NJ as their postal address
where possible, regardless of zip code.
2) Work with USDOT and NJDOT to get Byram added to highway signage,;
= Route 206 Exit on Interstate 80
. Mileage to Byram on Route 206, Route 183, etc

b) Business retention programs

Any business retention program should be designed to drive more business to existing

merchants, such as:

Cooperative Business Community marketing programs by which retailers jointly market
their business and one or more other businesses in Byram to their own customer base.
For example, Hobby Town and Wild West City both target young families and probably
keep databases of their customers; they could collaborate on a direct mail and/or e-mail
campaign to their respective customer bases offering discounts or simply promoting
both businesses to that entire audience, effectively increasing market share for both

businesses;
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Sweepstakes program offering desirable prizes to shoppers of the secondary
trade area. To enter, shoppers must obtain entry forms from participating Byram
merchants. Shoppers may enter as often as they like, but may only enter once
per store. This compels them to visit multiple stores, driving up foot traffic.
Entry forms would also ask that shoppers provide their e-mail addresses, which
could become part of Byram Businesses’ customer e-mail database for future
e-marketing;

Internet support to make sure that all Byram merchants have an effective website
for their business, with links to a primary Byram Business website that includes
interactive features like a map/directory showing store locations by name and
type. This could provide a single place to find such things as special offers
currently available from Byram merchants each month. This should also include
support to enable Byram merchants selling goods to do so whenever possible
on their websites, expanding their potential markets. The Internet assistance
should also include development of social media capability, using Facebook,
Twitter, Instagram, Snapchat and other emerging internet applications;
Shopper loyalty programs designed to encourage existing shoppers to shop in
Byram more frequently, and to spend more per visit. For example, a Shop Local

program using “Byram Bucks” to promote local businesses.

c) Provide Educational Resources to the Business Community

Collect and distribute pertinent market, demographic, and regulatory
information

Regularly attend trade shows and events where opportunities within the
Township are promoted

Conduct a retail leakage analysis to determine which goods and service are
being purchased outside of the Township and share the findings with the Byram
Business Owners or similar group

Understand and evaluate workforce needs and respond accordingly through
technical and financial assistance provided locally, regionally or statewide.
Schedule and conduct regular business visits with key Township officials to

understand and continuously evaluate the business community’s needs

d) Year-Round and Seasonal Events

Attracting visitors with events is a way to drum up business for the existing Business

Community. A comprehensive calendar of events is a great place to start. By publicizing




e)

events, the Community could market to specific groups of people, such as hiking, biking and
other clubs. Direct links, ads, or mentions of business specials within the existing Business

Community can also be included.

The Township and Business Community could also work to create public event spaces, allowing
larger parcels and/or parking lot facilities to be used to create fairs and public markets. Event
development could be designed to attract new outside visitors of various types (young families,
seniors, singles, music lovers, bike race fans, hikers, birdwatchers, antique collectors, art
lovers, etc.) to visit Byram at public locations convenient to the businesses of Byram, and to be
encouraged to dine in Byram restaurants, and shop in Byram businesses through a variety of

means, including sponsorships, discounts, and bounce-back coupons.

Creating the Environment
Create aesthetically pleasing landscapes through gateway treatments, way-finding, and

branding.

8. Creating and Marketing the Byram Brand (Elements A, C & E)

Piggy-backing on Building Capacity Through Local Pride, in order for commerce to survive and thrive in

Byram, outside visitors must be induced to shop and dine here. Attracting new business alone won’t bring

the shoppers; marketing must be utilized to accomplish this. Successful marketing depends on two critical

components: messaging, and the ability to deliver it thoroughly and efficiently.

Local marketing needs must also consider growing the Township. Working with the Community to create

a brand for Byram Township as a place to do business will be a tiered pursuit. Today, there is a need to

promote and support the existing local market, but this Plan foresees a future for Byram that includes the

much broader regional marketplace.

Accordingly, this Plan proposes the following:

a)

b)

Set short- and long-range goals. Develop a budget for staff and/or consultants to begin and

facilitate implementation. Find sponsors and contributions.

Work toward branding Byram in a way that recognizes its place in today’s market, while teeing up
future promotional activities once the branding begins to gel. Capitalize on Byram'’s attractions
to promote opportunities for existing businesses to attract other business. Such an effort will

include;
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Evaluating and understanding the Byram’s image.

Messaging - Create a slogan, a rallying call. Currently, Sussex County utilizes
“People and Nature.” Byram, “Gateway to New Jersey Trails” or “Township of
Lakes.” In order to facilitate such an effort, the Township (through its EDAC,
Recreation Committee, Environmental Commission and Open Space Committee)
should work to draw interest from naturalists, outdoor recreation enthusiasts,

the State Tourism board, Sussex County Chamber of Commerce, etc.

c¢) Targeted marketing campaigns should be launched for specific purposes, as follows:

Attract qualified mixed-use developers to design and build the Village Center
project, and other mixed-use project opportunities that there may be along
Route 206. Identify developers/investors that have successful experience
developing similar projects in NJ, metro NY market, or the northeast region and
build a database with contact information for them.

Create marketing materials to promote the development sites that are available
in Byram, and that emphasize the Township’s research and planning for mixed-
use development. Those marketing materials should be mailed to each of the
developer prospects with a letter from the Mayor offering a tour of Byram.
Implement a campaign to proactively recruit new businesses into town. A
list of business prospects in the recommended categories of retail that were
determined through the JGSC Group Retail Market Study (see Appendices) should
be compiled, and these prospects should be targeted for direct mail marketing
materials (emphasizing the positive retail aspects of Byram), invitations to tour
the town, and direct “warm” follow-up phone calls.

Invite local commercial real estate brokers to a presentation to hear about
Byram’s analysis and plan for revitalization, provide them with a list of retail

prospects, and invite them to help recruit these prospects to Byram.

d) The Township and Business Community should create an ongoing marketing program to

market the Byram brand and its shopping/dining/recreational opportunities to consumers

of the primary and secondary trade areas on a regular, sustained basis.

e) A program of seasonal retail marketing should be developed through which the Business

Community may separately stimulate consumer visits for local businesses by promoting

shopping and dining opportunities in Byram that dovetail with annual shopping seasons

(Super Bowl, Valentines, Presidents’ Day, St. Patrick’s Day, Easter/Passover, Memorial Day,




Mother’s and Father’s Days, Graduation, Fourth of July, Back to School, Halloween, Thanksgiving,
and Holiday seasons). Marketing can include various media, but at a minimum e-mail blasts, and

special promotions, offers, or product announcements that feature specific merchants in Byram.

Finally, in view of the fact that a funding vehicle will be necessary to design and execute these
marketing programs, the Plan once again recommends the formation, by ordinance, of a Special
Improvement District (SID), if it were found feasible to do so. A SID would allow the business

community to make annual marketing plans, fund and execute them.

9. Strategic Retail Recruitment (Elements L & A)

To create a more compelling retail mix that would spur additional shopping visits by existing shoppers - and

help attract new visitors from the wider secondary trade area - the Township must utilize the combination

of a marketing plan it will create with a list of business it wants to attract. Strategic development will provide

new retail locations - suitable for retailers in sustainable categories - that fit the Township’s infrastructure

capacities. Targeted retail recruitment will help fill commercial spaces with more destination businesses, and

take advantage of local eco-tourism. Once those businesses are in place, Byram can begin attracting visitors

from the 10-mile radius.

a)

b)

Q)

Generate pre-leasing interest in the Village Center zone’s development that could be communicated
to potential developers. Attempt to attract retail businesses that cater to eco-tourism audiences;
Market Byram’s businesses directly to the eco-tourism population, particularly through cooperative
marketing with the public and with private attraction managers;

Develop events designed to appeal directly to eco-tourists that would bring them to Byram’s

commercial center during peak times of their respective seasons.
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IMPLEMENTATION PLAN
-- How ARE WE GOING TO DO IT? --

The D.O.M.E. Framework:

The implementation strategy for Byram’s Sustainable Economic Development (SED) Plan follows a
systematic and logical path to understanding and ultimately achieving the goals and objectives
we are proposing to the community. This chapter reviews the operational side of ensuring the
success of the Implementation Matrix that follows. It should be clear that the outcomes desired
from a plan do not happen just because it was adopted by a community and then put on the shelf;
the plan must be worked on, refreshed and updated along the way as new data is accumulated and
shared with all of the stakeholders to ensure everyone is working toward the common goal. It takes
the entire community to come together and make it happen - especially to reshape and capture a
dynamic market that changes and evolves fairly quickly. The DOME framework assists in identifying
the members of the Community that will be necessary to achieve success while educating and
coordinating with those that may be added down the road.

DOME is an acronym for the four elements of how the “PLACE” based plan will be implemented. It
presents an idea of the operational side of the work to come. DOME is;

D - Data & Demographics;

O - Operations Management
M - Measures & Metrics

E - Engagement & Evaluation

Each activity or recommendation of the Plan will have several moving pieces to it. Having a structure
in place ensures that the big picture does not become overwhelming, and the Plan becomes easier
to implement. When the work is streamlined and shared, the PLACE vision will become reality.

DATA & DEMOGRAPHICS:

The demographics information is important to understand the critical mass of consumers that will
be required to support the desired services and products. Numbers inform decisions; therefore it is
important to keep up to speed with relevant, current, and projected data for deciding the scale and
direction of implementation. These data sets should include the following:

Demographics:

0 Population by age cohorts, education, employment location and commutes.

0 Resident (living in Byram) or temporary (daytime working) populations

0 Growth projections in terms of population (births and migration) and employment




Socio-Economic Indicators:

Socio-economic data informs the type of housing and shopping that would appeal to the community - or
the target market - for development due diligence and for business development. This information should
include, at a minimum:

[0 Income and educational attainment of market area residents

0 Number of employers and jobs

0 Number and type of industries (sectors)

O If the employment is seasonal, permanent or pilot/branch office of a larger employer

0 Sector requirement for education and skills - agricultural sector will have very different needs from,

for example, the pharmaceutical sector.

The data sets at the time this Plan was drafted were derived from current demographic and economic data
from ESRI, an international data subscription service based in California that is widely respected and utilized
by the retail industry. ESRI provides GIS-based data; that is, information that is expressly descriptive of a
specific geographic area. We solicited data for Byram Township, as well as for the 3-mile, 5-mile, and 10-
mile radii surrounding the Township. This data source would be helpful in subsequent updates and analysis.

Market Analysis:

The market area for purposes of economic development encompasses not only the area of Byram Township.
As noted in the retail market study, a 10-mile radius would be considered a reasonable market for Byram’s
business and housing market. Such an analysis would also include both qualitative and quantitative
information such as desirable housing types, preferred activities that could also generate income for local
businesses, and shopping habits and disposable income (amount available for discretionary spending by
a household). Demographic data changes year to year and is summarized every 10 years in the national
census, Socio-economic indicators change as the market change. Markets fluctuate and follow cycles. The
Basic market data presented in this Plan should be updated every 5 to 10 years to determine if the plan is
having positive results or if the underlying assumptions are no longer relevant and the plan needs to be
updated.

OPERATIONS MANAGEMENT

The operations part of the implementation, as the name suggests, is about the actual work - policy, people,
infrastructure and process. Each of these should come from the stakeholder group most capable of handling
the job as well as the most eligible - i.e. efficiency and effectiveness.
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Policy:

Upon adoption, this Plan will guide the policies of the Township. The policies the Township will
consider will be established on a number of fronts based on the expectations of this economic
development plan and other pressures from within and outside of the Township. For example, the
Township will have to make changes to zoning ordinances, enforcement, parks and recreation,
and perhaps someday even community policing. The policies the Township chooses to focus on
should also clearly coordinate with the terminology used in the plan and they should outline the
rules for information sharing and standardizing the procedures for implementation.

As implementation of the Plan progresses, the Township’s policies will need to be addressed in the
budget process. Consideration should also be given to Capital Improvements, PILOT reinvestment,
and the potential for a BID, SID, or TIF. Costs and benefits should be considered for distribution
and reinvestment to ensure a cooperative spirit of progress. Discontent stakeholders - public and
private - become unwilling to continue implementing the Plan.

People:
0 Identify the implementers:

o First, define the responsibilities and skills needed to complete each task. The
human resources and the time they dedicate to implementing the Plan will impact
how smoothly the process flows. The Implementation Matrix should be the baseline
analysis for this task, to help identify the responsibilities and skills needed.

o Second, identify what you already have. Is there a numbers genius who can work on the
business budget or a writer who can create content for the website? Are they willing to
work - as a volunteer or does the effort require a paid employee? For identified gaps in
skills, implementation may require hiring outside consultants or creation of projects
that can be handed off.

o Finally, ensure that each task is being handled by the person most suited. For example,
a third-party neutral planning consultant may be the most effective in negotiating
between property owners and the planning/zoning department on land use issues
while also being efficient due to knowledge and experience in land use planning.
Similarly, a marketing consultant with a strong local network in retail would be better
equipped to work with a business association to promote existing businesses and
conduct outreach to potential investors.

0 Identify the customers: It is also important to identify the “customers” of the SED Plan in order
to tailor the policy and process more effectively. Customer fall into two major categories:
o Internal consumers: People within the implementation process who provide goods/
services to each other. For example, information from the planning department about
rules is a goods supplied to land developers to be used in due diligence.




o External consumers: People outside the implementation framework who are the target market. For
instance, the landowner (internal/stakeholder) will take the potential land use building capacity to

retailers (external consumer) for purchase/leasing.

Infrastructure:

The implementation of a SED Plan as varied as Byram’s will require different tools for each proposed activity,
and in varying proportions. These tools can be both physical and digital, and choosing the appropriate mix can
enhance the impact of each activity. The infrastructure also costs money and should be adequately identified
in quantity and with enough notice. One or more persons may also be made responsible for oversight of the
infrastructure, as needed.

0 Physical: Includes meeting or event space, an office (which may or may not be within the Township offices),
office supplies, easels to display information, and even such amenities as coffee on meeting days!

0 Digital: Website, social media, photos and documents, data on demographics and markets, software to
process the information.

o Content management should be coordinated between the various stakeholders for consistent
messaging whether for flyers, etc or on social media. However, partnerships will be required
based on the ownership of information.

o Information: For confidential information, the Township attorney may suggest keeping the data
secure and identifying ownership of the content/document. For open records information, it is
important to have clear and accessible content for ease of use (and for lowering the cost of doing
business in Byram - the Byram brand).

o Communications and publicity material should be relevant and consistent with the marketing
plan, and be customized for each section of the audience. It should be approved with adequate
notice before handing off to the marketing/publicity person.

Process:
This is the final piece of operations and brings the policy, people and infrastructure together in a cohesive and
logical manner. The process is made up of actions and timelines.

0 Actions: The actions will include tasks for each entity involved and comes from Implementation Matrix.
To start the process, the inputs, outputs, gaps, and hand-off points for each of the tasks should be
identified. Some activities will have pre-established tasks and responsible stakeholders - e.g. proposed
land use revisions. Some will need to be identified and allocated by consensus - e.g. setting up the website
and social media content. Inputs will also come from varied sources and may be handed off to external
agencies.
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0 Timeline: The phasing of the plan, based on timing of implementation and impact desired, can
be short-term, long-term or a hybrid of both. This plan identifies four different types of actions
to be taken, as identified in the Implementation Matrix.

o Foundation Activities - These are activities that must be accomplished early in the plan
implementation process to create a strong foundation to ensure the success of the
remaining plan activities. These Foundation Activities should be accomplished in the
first year of the plan and often establish or redefine the various plan participants.

o Milestone Activities - These are activities that mark an important milestone in the
progress of the plan. These Milestone Activities should be accomplished throughout
the length of the plan implementation process. Some are early achievements and
others or long range projects.

o Strategic Activities - These are activities that occur throughout the plan and are
individual actions or strategies that are intended to move the plan forward. These
Strategic Activities are not necessarily inter-related and need not be done in a specific
sequence. These represent the various strategies identified throughout the plan.

o Ongoing Activities - These are activities that are continuous and ongoing over the life
of the plan. These Ongoing Activities occur regularly and are intended to function as
background activities necessary to keep the plan moving forward.

MEASURES & METRICS

Measuring success is a good practice, both for understanding the direction of the plan and for
defining what it means for each activity Byram undertakes. Two questions that should be ask are:
1) what outcome will define a successful implementation? and 2) how do we measure this outcome?
For example, to increase housing diversity in Byram, the desired outcome may be to have a pre-
determined mix of housing types in a given period (say next 2 years) and to ensure that any future
development in the Township adds up to the required units for each type. The metric could also be
based on the increase in the age cohorts that would require such housing types. If those numbers
are achieved, the implementation can be called a success. Although more common in the private/
corporate sector, the SED Plan is, in a way, the development, packaging and marketing of the Byram
brand.

The first undertaking should be to identify the appropriate metrics for each task, activity or
recommendation. For example, if changes in the land use ordinance lead to more land uses filling
up the previously vacant or underdeveloped properties, then the number of applications can be a
metric. If variety is the goal, then mixed-use applications with the number of uses can be a metric.




It is important to reflect what is to be measured, and to determine whether that metric can be quantified.

The most basic measure of anything is a starting point. From the previous example, each property might
currently be allowed one primary and one accessory use. But for retail properties, the current unit of
measurement may be “retail” or “office” whereas the retail may actually be 4 or 5 different businesses.

The second measure is a benchmark - such as “Main Street should be 50% mixed use in next 4 years.” For
businesses, a benchmark could be 10% annual growth in revenue - if marketing and other efforts increase
revenue by 7% then things are moving in the right direction, but why are you falling short? The answer could
be that not enough effort was made to reach more customers, or that 10% was not a realistic goal. The
business could then evaluate its strategy and effort to maximize its return on investment. Such benchmarks
are useful in understanding whether the ongoing efforts are yielding the desired results.

The standards and requirements of each recommendation will dictate which metrics will be most indicative
of success and what the target measure should be. Periodic measurements, such as a quarterly or annual
report, will ensure that the implementation process is making good use of available resources.. The measures
will also be a guide to comparing the ideal vs. realistic targets during evaluation and alert implementers to
any need for changes in strategy.

ENGAGEMENT & EVALUATION

Customers, clients, and stakeholders have a distinct set of needs and preferences, which, over time, will
change. Whatever the latest trend was last quarter may no longer be the most desired. This is a reality when
considering a subjective measure such as preferences. Market choices, economic environment and lifestyle
changes can negatively impact a rigid implementation strategy. However, if the strategy is regularly evaluated
and adjusted, then there are opportunities to add value. It is important to be aware of the quantitative and
qualitative changes to be able to provide personalized service to the target audience, thus getting a better
return for the Township, its residents, businesses and future stakeholders. The two most common ways to
accomplish this are:

0 Engagement: Interaction with the target audience is a great way to get quantitative feedback. These
could be hands on sessions such as design charettes to create posters for a Byram art show or online
questionnaires asking about how people enjoyed the latest pop-up market. Such information can
provide ideas for tweaking the process, continuing or stopping an activity, etc. In addition to providing
an open and informal place to voice opinions, such interaction is a great way to involve more people
in building the Byram brand and to celebrate Byram. Public acknowledgement and praise of good work
can be great motivators.

0 Evaluation: The regular evaluation of strategy will help find value-added opportunities as Byram builds
its development capacity and begins to take advantage of its desirability. For example, when there are
thriving businesses and no vacant storefronts in the VB district, then the demand for any upcoming
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commercial space in the VC will be high, and the community will be able to pick retailers that
provide greatest return both in monetary and branding terms. But without information as to
how many stores were vacant or how well VB businesses are doing, one cannot effectively
market the VC space.

Evaluation is also applicable to the various components of the implementation plan. An audience
group or a benchmark that is valid today may not be relevant 5 years from now when some of
the targets are already achieved. A new lifestyle trend may make a recommendation invalid, or
a new mode of communication will change marketing outreach. Given that such evaluation will
depend on the quality and timeliness of information, it should be done with the bigger picture
in mind and at regular intervals.




IMPLEMENTATION MATRIX

This Matrix is meant to guide activities necessary to Implement the plan. They are broken down into
four categories; Foundational, Milestone, Strategic, and Ongoing Activities. The estimated time to
completion is meant to provide some idea of how long each activity could take, not the anticipated
time to complete when this plan is adopted. Some of the action items require completion before
subsequent activities can realistically take place. In cases where these circumstances may not be so
readily apparent, the notes section points this out. The Township’s Planning Director along with the
Township’s Government Entity - its elected and appointed officials, commissions, committees and
volunteers - will work to develop a project plan for implementation of the matrix. The project plan
will identify: critical path; resources; dependencies; track time; identify budget; and monitor progress.
As the plan is defined, owners of each action item will be identified, as well as individuals that are
responsible for implementation and additional resources. Together, the Township’s Planning Director
and Township will focus its first thrust on prioritizing the Foundational Activities while beginning to
assess how the Strategic Activities can catapult the effort forward once the foundation is solidified.

The Draft Matrix that follows is a guide, it is not a strict recipe as there are many paths to achieve success.
As actions are taken, the Township may find other issues it needs to address as new opportunities are
reveled. This Plan is not static, it will be a fluid effort. In order to align the Implementation Matrix with
the Plan’s Sustainable Economic Development Strategies chapter, we have a column in the matrix that
identifies the strategy section in which the Action Items are discussed. Additionally, there are many
partners and resources both known and unknown at this point in time. We have provided a list of some

of them which is by no means meant to be exhaustive;

1) The Township of Byram 3) Clubs
a. The Governing Body a. Recreation clubs
b. Administrative Staff b. Hiking clubs
c. Various Departments c. Bicycling clubs
d. Land Use Board 4) Private enterprise
e. EDAC a. Businesses and related organiza-
f. Open Space Committee tions
g. Recreation Committee b. Entertainment organizations
h. ARC 5) Nongovernmental Organizations
2) Intergovernmental a. BBOA
a. County of Sussex b. Chamber of Commerce
b. County of Morris c. Service Providers (Kiwanis, Lions,
c. Newton, Stanhope, Mount Olive, etc.)
etc. d. Rotary
d. State of New Jersey e. Etc.
e. NJDEP - State Parks
f. NJDOT
g. USDOT
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APPENDICIES
-- THE DATA, RESEARCH, & INPUT --

Public Outreach Findings

Public outreach is a critical component of the planning process. This Sustainable Economic Development Plan
utilized the public process to not only gauge how the Byram community feels about itself, but also to begin to
understand why and how the market affects the Township through real data and public perceptions. Detailed
below is a synopsis of the input we received based on a variety of constituents we engaged from the start of
the project. Our process included;

0 SWOT Analysis (Strength, Weakness, Opportunities & Threats)

0 Open Public Meetings

0 Stakeholder Interviews

0 Economic Survey

SWOT Analysis (Strength, Weakness, Opportunities & Threats)

This summary contains both real AND perceived feelings regarding the Byram community. Perception is often
viewed as nine tenths of reality. The key to successful analysis of this information is understanding that while
the Plan is trying to create a game plan for economic growth in Byram Township, perceptions regarding how
people feel about it is as important as fact. Creating a strong argument as to why do business in Byram Township
needs to be ground in addressing perception and building assets. This is accomplished through openly hearing
how the people and businesses in Byram feel about the issues while then taking known best practices and real
market data to shape the direction the Township is best suited taking. This is not personal, its business.

Strengths - (Those aspects of the Byram community that make it an attractive place to live, work, and/or play)

0 Great Highway access to the region at large (Rt 206, 1-80, etc)
0 Natural Beauty and Resources

o Lakes, Parks

o Active and Passive recreation

= Rock climbing; hiking; campgrounds; waterpark

0 Schools with enrollment capacity

o Attractive to families

o Good schools keep real estate stable
0 Quality governmental services

o Good value (i.e. Emergency services)
0 Exurban/Rural character - wholesome, good old fashion neighborhoods
0 Proximity to regional rail lines (Netcong and Dover Stations)

Weaknesses - (Those aspects of the Byram community that detract from its ability to reach its full potential)
[] Utilities (Sewer and water capacities)
0 Large land area in relationship to density and market accessibility.
0 Taxes (New Jersey)
0 No communal commercial areas (Village Center)
o Reliance on the auto and access to other modes of transportation (ie. Transit, and bicycle
pedestrian amenities
Interconnectivity through town and local access
High amount of preserved land versus the ability to expand the ratable tax base
0 Viability of commercial development

O cda




o Related vacancies
o Upkeep and business practices (maintenance and hours of operation)
o Relevancy of older businesses / properties
0 Communications and Collaboration
o Marketing and advertising
o Businesses feel isolated

Opportunities - (Taking into account both the strengths and weaknesses how can the Byram community
enhance its positive traits while minimizing its negative traits or underutilized assets)

0 Making good schools GREAT

o Be more progressive (ie 215t Century technology)

Hands on learning versus testing focus (teaching to the test)
Lenape Regional HS needs special focus
Build on the value of real estate in relation to quality of schools
Build on the value of elementary and middle schools to boost High School
Reshape perception with Relators marketing (or redlining) Byram
Enhance business collaboration (ie. Marketing)
Review incentives to do business in Byram (Local Redevelopment and Housing Law, Special
Improvement Districts, etc)
Work with property owners/businesses to make them more relevant
Provide technical and financial assistance to businesses
Focus infrastructure capacities
Develop welcome packet / marketing brochure
Strengthen the Town’s image (including Township Hall)
Work to alleviate restrictions and review development process and protocol
Develop the Hub where transit becomes a viable option
Highlands (both in preservation efforts and development of VC growth)
Utilize affordable housing regulations to the town’s advantage
Take advantage of the live/work trends

O O O O

I o I |
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Threats - (Those issues that could potentially hinder the Byram community’s ability to achieve its
desired vision)
[0 Trenton (State Government)

0 Highlands Council
0 Staff and budgetary resources available to provide economic development guidance
0 The process - plans and approvals
o Municipal Land Use Law
o Outside agencies (utilities, DEP, DOT etc)
0 Road network and inability to make local connections
0 Housing

o Lack of senior housing - age in place
o Rentals and starter homes
o Affordable Housing (Lack of AND State Obligations)

Towwnship of Buram
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Public Meetings

Several public meetings' were conducted to review research results and obtain additional feedback while
being able to be conversant about both real and perceived issues Byram should address in this plan. The
basic summary of the input we received during the course of these meetings revealed basic interest in
addressing, and potentially implementing, the following considerations;

1))

2)

3)

4)

)

Improve the identity of the Community
a. Redevelop Town Hall
b. Continue to try working with US Postal Service
c. Develop Sales/marketing brochure
d. Evaluate and understand “image” issues
Strengthen Public Services
a. Attract health services and health related programs
b. Township Services and processes
Strengthen Byram’s attractiveness
a. Create Ecotourism program
b. Be proactive in code/zoning enforcement
Make Byram and viable and attractive place to do business
a. Proactively address vacancy issues
b. Review permitted versus prohibited uses (Zoning vs Context)
c. Evaluate and understand business/investor to government relationships, services and
process
Educate the market
a. Address both real and perceived views
b. Assist the business community in marketing, advertising, and practice.
c. Convene meeting with the real estate community
d. Work to promote a better understanding of the development process, Vision, and including
the Village Center.

Economic Surveys and Stakeholder Interviews

Appended to this Plan is a full Market Analysis Report provided by the JGSC Group, known experts in the
field of economic analysis and market research as it pertains to municipal planning in the area vision,
goals and objectives setting and economic development plan implementation. Their work interfaced
directly with several components of the community at-large; merchants, key community leaders and
stakeholders, and consumers - the public randomly sampled. This report was finalized in December of

2015.

August 14, 2015; September 10, 2015; October 25, 2015; February 10, 2016




Merchants-

Byram merchants were addressed at random across the community. Most would not consent to
interviews, but fifteen? did talk with us. Our intent was to gain a cross-section of opinions from
individuals that own their retail space, those who rent it, those that sell goods, those that provide
services, those that are restaurateurs, those that have been in Byram for many years, and those
that are newcomers. Their issues are fully summarized in a document that is appended to this
report, but in short we found;

0 Some merchants have seen improved economic performance this year over last,
they are few—most have experienced lower revenues 2015 over 2014. All mer-
chants interviewed would like to see efforts mounted to increase business; many
favor new development to add to the number of businesses in Byram.

0 One key finding was that most merchants do little marketing of their own, includ-
ing websites and social media. They need help to learn how to gather email ad-
dresses for their customers, and to create websites. There are significant oppor-
tunities for cooperative marketing.

Stakeholders-

Nearly two-dozen individuals® that the Township identified as stakeholders: people with a vested
interest in the future of commerce in Byram Township. From the stakeholders, we learned that:

«  There is no center of Byram, but unlinked and isolated neighborhoods;

- There is a sense that local government is trying to be business-friendly, but that a series
of measures (prohibition of B.Y.O.B. in restaurants without liquor licenses; restrictive sign
ordinance; restrictions against privately-sponsored events in the shopping center parking
lot; prohibition of new gas stations; support of anti-commercial development residents
of Brookdale Road) suggest instead that there may be some further improvements neces-
sary;

«  There are conflicting visions for the future of commerce in Byram, with some stakeholders
favoring development of a walkable village center with small boutique stores, others fa-
voring attraction of only large national retailers, and still others opposed to any develop-
ment whatsoever in the Township;

«  There is not enough inter-connectivity among merchants, and with community agencies
(Allamuchy State Parks, Waterloo Village) with whom common marketing programs could
yield more business for Byram merchants.

«  There are too few events in Byram to bring residents together, and there is no common
location close to Byram merchants where events could be held in a way that benefits busi-
ness.

2 We interviewed representatives of the Byram Diner; Pro Plaza 206/Khanna Financial Advisors; Frogmore; Realty Execu-
tives; Trout & Troll/Salt; ShopRite; Halulu Restaurant; Byram Jewelers; Nutrition Zone; Hafner Laboratories, Inc.; Cones By Design/

Re-Designs Thrift Shoppe; Nissan; and GNC.

3 Katie Baron, Brad Boyle, Steve Ellis, Clerk Doris Flynn, Mike & Penny Holenstine, Dan Kreuder, Rich Kuncken,
Andrew McElroy, Margaret McGarrity, Dan & Barbara McLaughlin, Jeanne Moran, Mayor James Oscovitch, Andrea Proctor, Mario

Provenzano, Dave Romano, Luis Rodriguez, Dan Ruth, Angel Sabatini, George Shivas, and Mike Tufaro.
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Community At-large-

We also spoke with the community at large, through an online survey in which we invited people to
respond to three-dozen questions about Byram. Many were multiple choice, several applied Likert scales
for degrees of interest, and still others allowed open, unprompted responses for which people could
type-in their answers. In one month, we received 1,415 responses: a remarkable sampling! With such a
high response, the margin of error is extremely low (2.7%)—meaning that when we apply the answers

of this representative group to the 8,240 residents of Byram, it would be an accurate reflection of their
viewpoints within a two-and-a-half point swing in either direction. This means that the data is highly
reliable. Retailers and developers that use survey data normally require a 5% margin of error for accuracy;
your data is much more reliable. A copy of the survey questions, and a summary of the survey results, are
appended to this report. Here are a few of the salient points from those results;

Who took the survey
Of the 1,415 completed surveys, 86% were from residents of Byram Township.

71% of residents have lived in their current zip code for 10 years or more.
Among all respondents, 61% are female and 39% are male.
The typical household has 2.4 adults and 1.2 children.

The average respondent is 47.3 years old and 57% are age 45 or older.

e s [ Y s [ o |

The average household income of respondents is $129,805 and 63% of all respondent households
have income greater than $100,000 annually.

What’s important to accomplish
0 Among all respondents, 74% say it’s “very important” to retain existing businesses.

0 65% of all respondents say it’s “very important” to attract new dining places, while 62% want more
new retail businesses.

0 54% of all respondents say it’s “very important” to actively revitalize storefronts and building fa-
cades.

0 Half of all respondents said that it is “very important” to attract more eco-tourism business.

Overview - The survey was conducted online from September 7, through October 12, 2015. A total of
1,415 responses were received, resulting in a 2.7% margin of error. The survey was promoted to residents
and visitors using roadside signs, email and social media messages, press releases, and flyers distributed
to schools and businesses.

Who took the survey
Of the 1,415 completed surveys, 86% were from residents of Byram Township.

71% of residents have lived in their current zip code for 10 years or more.
Among all respondents, 61% are female and 39% are male.
The typical household has 2.4 adults and 1.2 children.

The average respondent is 47.3 years old and 57% are age 45 or older.

e s [ Y [ o |

The average household income of respondents is $129,805 and 63% of all respondent households
have income greater than $100,000 annually.




What’s important to accomplish
0 Among all respondents, 74% say it’s “very important” to retain existing businesses.

0 65% of all respondents say it’s “very important” to attract new dining places, while 62%
want more new retail businesses.

0 54% of all respondents say it’s “very important” to actively revitalize storefronts and build-
ing facades.

0 Half of all respondents said that it is “very important” to attract more eco-tourism busi-
ness.

Dining and shopping preferences
0 On average, respondents dine out 7.9 times a month and spend $180 per person in a
month.

0 Among residents, Byram captures just 37% of dining visits and 31% of dining spending.

0 More than one-third (36%) of all respondents indicated that they never shop in Byram.
Nearly one-half (48%) of non-residents indicated that they never shop in Byram. This re-
veals a huge market opportunity within Byram’s current trade area.

Preferred shopping centers
0 The shopping centers visited most often by Byram residents are ITC Crossing, Rockaway
Mall, Roxbury Mall, and Ledgewood Mall.

0 The shopping centers shopped least frequently by Byram Residents include Sutton Plaza
shopping center, Hackettstown Mall, and Village Green shopping center.

Main reasons for not visiting more often
0 72% of all respondents say they don’t visit more often because of the limited offering of
stores / shops.

Would shop and/or dine more often if Byram offered more...
0 70% of all respondents say they would shop and/or dine in Byram if it offered more full-
service restaurants.

0 68% want a fresh produce market.

Features of commerce rated “good” along route 206, in order:
0 Among all respondents, the most (55%) said “safety during the evening” is good.

Features of commerce rated “poor” along route 206, in order:
0 Nearly one-third of all respondents (30%) indicated that “overall appearance” is poor; how-
ever, significantly fewer non-residents (19%) feel this way than do residents (32%).

Types of commercial development rated “very appealing” for the Village Center, in order:
0 The choice rated “very appealing” to nearly two-thirds (63%) of all respondents was a
“walkable village with distinctive shops / restaurants”. This was true of residents (63%)

Towwnship of Buram

Sustainable Economic Plan



APPENDICES

_ 48

and non-residents (62%) alike. This was the dominant preference of a strong majority of the group.

Types of commercial development rated “not appealing” for the Village Center, in order:

0 The results indicate strong support for development of the Village Center zone, and a preference for
destination retail (“distinctive shops and restaurants”) rather than convenience retail (“stores to serve
everyday needs”). Moreover, the respondents clearly would like to see this commercial development in
a traditional neighborhood development format (“walkable village”).

Number that agree with statements about types of housing, ranked in order:
0 Among all respondents, the largest amount (61%) agree there is “adequate move-up housing” (single-
family homes larger than start-up homes). However, only 41% of non-residents agree that this is true.

Number that disagree with statements about types of housing, ranked in order:

O Nearly two-thirds (63%) of all respondents disagree with the statement that Byram provides adequate
housing for empty nesters. Among residents, the number rises to 65% who disagree, while 48% of
non-residents disagree with the statement. This is a clear showing that a strong majority of residents
feel that there are not enough housing options for empty nesters in Byram. By their estimation, this is
least-adequately served housing category in Byram.

Interest in types of housing:
0 30% of all respondents expressed high or moderate interest in townhouses for purchase.
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PLANNING AND LAND USE ANALYSIS

DEMOGRAPHIC CHARATERISTICS

A detailed review of demographic data for Byram Township and the Market Area are included in
the Market Profiles appended to the Market Study. The information below summarizes some of
that data, compared it to Sussex County and the State of New Jersey and highlights some relevant
information. For a complete breakdown, please refer to the appendices.

POPULATION

The 2010 population of Byram Township was 8,350, which was an increase of 96 people from the
2000 population. The population trends experienced in Byram Township, Sussex County, and the
State of New Jersey from 1930 through 2010 are shown below. After years of population increase,
associated with summer visitors becoming full-time residents, the Township‘s population growth
has slowed down to 1.16% in 2010. The State of New Jersey has seen steady growth since the
1930‘s, with large population swells occurring during the sixties and seventies. Sussex County and
Township of Byram had large increases through the 1970s and 1980s.

The 2015 population of Byram Township is projected to have declined to 8,240 and is projected to
decline further by 2020 to 8,169. This represents a 0.17% decline over the 5-year period ending
in 2020. This population decline, which began as a decline in the growth rate in the 1980’s has
transformed into a true decline in population and represents a challenge to local merchants.

Populations Trends, 1930 to 2000 - Municipality, County, and State

Byram Township Sussex County New Jersey

Change Change Change
Year | Population | Number | Percent | Population | Number | Percent | Population | Number
1930 245 - - 27,830 - - 4,041,334 -
1940 373 128 34.30% 29,632 1,802 6.5% 4,160,165 118,831
1950 761 388 51.00% 34,423 4,791 16.2% | 4,835,329 675,164
1960 1,616 855 52.90% 49,255 14,832 | 43.1% | 6,066,782 1,231,453
1970 4,592 2,976 64.80% 77,528 28,273 57.4% | 7,171,112 1,104,330
1980 7,502 2,910 38.80% 116,119 38,591 49.8% | 7,365,011 463,899
1990 8,048 546 6.80% 130,943 14,824 12.8% | 7,730,188 365,177
2000 8,254 206 2.50% 144,166 13,223 10.1% | 8,414,350 684,162
2010 8,350 96 1.16% 149,265 5,099 3.54% | 8,791,894 377,544

Data Source: U.S. Census Bureau, 2010 Census

POPULATION COMPOSITION BY AGE

The largest increases in the Township from 2000 to 2010 occurred in the 55 to 65 and 65 and over
age cohorts, which experienced increases of 53.2% and 68.3%, respectively. There were significant
declines in the 25 to 34 (-33.7%) and under 5 years (-29%) age groups.

The chart below illustrates three separate challenges that Byram Township must face. The first is
the decline of the under 15 year old cohort, which can represent the bulk of family spending on




clothing, food and entertainment. The second is the decline in the 25 to 45 year old cohort, which represents
a large portion of wage earning adulthood and a significant portion of the population with disposable income.
The final challenge is the significant increase the 55 and over cohort in which earning begins to decline and
many people shift into a fixed income lifestyle. While 55 to 65 can represent the peak earnings potential of
individuals, it is the rise in 65 and over that represents the increase in individuals entering retirement and
relying on retirement savings and other fixed income sources.

Population by Age 1990 and 2000, Byram Township

2000 2010 Change, 2000 to 2010

Population | Number | Percent | Number | Percent | Number Percent
Under 5 644 7.8% 457 5.5% -187 -29.0%
Sto 14 1,344 16.3% 1275 15.3% -69 -5.1%
15 to 24 867 10.5% 1008 12.1% 141 16.3%
25 to 34 1,060 12.8% 703 8.4% -357 -33.7%
35 to 44 1,614 19.6% 1324 15.9% -290 -18.0%
45 to 54 1,447 17.5% 1550 18.6% 103 7.1%
55 to 64 777 9.4% 1190 14.3% 413 53.2%
65 and over 501 6.1% 843 10.1% 342 68.3%
Total 8,254 100 8350 100.0% 96 1.2%

Data Source: U.S. Census Bureau, 2010 Census

Population by Age, 1990 and 2000, Sussex County

2000 2010 Change, 2000 to 2010

Population | Number | Percent | Number | Percent | Number | Percent
Under 5 9,815 6.8 7,963 5.3% -1,852 -18.9%
S5to 14 23,876 16.6 20,571 13.8% -3,305 -13.8%
15 to 24 15,517 10.7 18,528 12.4% 3,011 19.4%
25to 34 17,501 12.1 14,178 9.5% -3,323 -19.0%
35to 44 27,881 19.3 21,480 14.4% -6,401 -23.0%
45 to 54 23,384 16.2 27,845 18.7% 4,461 19.1%
55 to 64 13,040 9.0 20,850 14.0% 7,810 59.9%
65 and over 13,152 9.1 17,850 12.0% 4,698 35.7%
Total 144,166 100 149,265 | 100.0% 5,099 3.5%

Data Source: U.S. Census Bureau, 2010 Census

The County saw significant increases in the 55 to 64 (59.9%) and 65 and over (35.7%) age cohorts as well and
a significant decrease in the 35 to 44 years (-23%) age cohort. The median age of the population in Byram
Township in 2010 was 41.1 years and that in Sussex County was 41.8 years. The median age of the population
in Byram Township in 2015 is 42.6 and for 2020 is projected to be 43.3, another indication of an aging
population.
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HOUSEHOLDS
A household is defined as one or more persons, whether related or not, living together in a dwelling

unit. In 2010, there were a total of 2,926 households in Byram Township. The average number of
persons per household for the Township in 2010 was 2.85, slightly higher than the County‘s average
of 2.69. Both the Township and the County had the greatest number of two-person households

(33.4% and 32.5% respectively).

The number of households in 2015 in Byram Township is projected to have declined to 2,901 and
is projected to decline further by 2020 to 2,889. This represents a 0.12% decline over the 5-year

period ending in 2020.

Household Size- Occupied Housing Units- Byram Township and Sussex County

Byram Township Sussex County
Number | Percent | Number | Percent

1-person household 435 14.9% 11,482 21.0%
2-person household 976 33.4% 17,807 32.5%
3-person household 582 19.9% 10,100 18.4%
4-person household 588 20.1% 9,412 17.2%
5-person household 254 8.7% 4,108 7.5%
6-person household 65 2.2% 1,290 2.4%

7-or-more-person household 26 0.9% 553 1.0%

Total number of households 2,926 54,752

Average Household Size 2.85 2.69

Data Source: U.S. Census Bureau, 2010 Census

Family households are defined as two or more persons, living in the same household, related by
blood, marriage or adoption. The largest number of households in the Township was two or more
person family-households, comprising 80.7%. In 2010 there were 2,361 family households and
the average family size for the Township was 3.19 persons. Only 14.9% of households were one-
person households of which 6.9% were 1- person female households and 7.9% were 1-person male
households. The number of family households in 2015 in Byram Township is projected to have
declined to 2,349 with an average family size of 3.17 and that number is projected to decline
further by 2020 to 2,336 with an average family size of 3.16. This represents a 0.11% decline over

the 5-year period ending in 2020.

The 2010 Census also included the sub-groups of nontraditional households (Other family) and
of Non-family households. Non-family households are defined as households that consist of a
householder living alone or where the householder shares the home exclusively with people whom
he/she is not related. These households only comprised 19.3% of the Township while Other Family

households were 11.3%.




Household Size and Type - Byram Township, 2010

Number | Percent
Total Households 2,926 100.0%
1-person household: 435 14.9%
Male householder 232 7.9%
Female householder 203 6.9%
Family households: 2,361 80.7%
Married-couple family: 2,029 69.3%
With own children under 18 years 943 32.2%
No own children under 18 years 1,086 37.1%
Other family: 332 11.3%
Male householder, no wife present: 99 3.4%
With own children under 18 years 44 1.5%
No own children under 18 years 55 1.9%
Female householder, no husband
present: 233 8.0%
With own children under 18 years 108 3.7%
No own children under 18 years 125 4.3%
Nonfamily households: 565 19.3%
Male householder 232 7.9%
Female householder 203 6.9%
Average Family Size 3.19

Data Source: U.S. Census Bureau, 2010 Census

INCOME

As measured in 2013, Byram Township had a higher median income than the County and the State. The
median household income in Byram Township was $103,906, approximately $16,000 more than the County
and $31,000 more than the State’s median income. Over 80% of the households within the Township had a
household income larger than $50,000; more than 50% of households had incomes greater than $100,000.

The median household income in Byram in 2015 is projected to have increased to $108,961 and is projected
to increase further by 2020 to $128,180. This represents a 17% increase over the 5-year period ending in

2020.

Per Capita and Median Household Income 2013
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Per Capita ($) Median Household ($)
Byram Township $41,292 $103,906
Sussex County $37,949 $87,335
New Jersey $36,027 $71,629

Data Source: U.S. Census Bureau, 2009-2013 5-Year American Community Survey

Households Income In 2013

Byram Township Sussex County
Number | Percent | Number | Percent
Total households 2,909 54,746
Less than $10,000 21 0.7% 1,419 2.6%
$10,000 to $14,999 44 1.5% 1,447 2.6%
$15,000 to $24,999 100 3.4% 3,069 5.6%
$25,000 to $34,999 136 4.7% 3,425 6.3%
$35,000 to $49,999 273 9.4% 5,042 9.2%
$50,000 to $74,999 442 15.2% 8,845 16.2%
$75,000 to $99,999 357 12.3% 8,716 15.9%
$100,000 to $149,999 749 25.7% 12,708 23.2%
$150,000 or more 787 27.1% 10,075 18.4%
Median household income ($) | $103,906 $87,335

S~

Data Source: U.S. Census Bureau, 2009-2013 5-Year American Community Survey

EMPLOYMENT TRENDS

The following tables detail changes in employment from 2000 to 2014 for Byram Township, Sussex
County, and New Jersey. The number of those who are employed has increased steadily between
2000 and 2009 as the labor force has increased overall. However, the labor force has also steadily
decreased between 2010 and 2014. The Byram Township unemployment rate peaked at 9% in 2009
during the Recession and then again in 2012-2013, yet remaining below the Sussex county and New
Jersey unemployment rates. Increasing and decreasing trends were seen in both the County and the
State.

Unemployment rarely fully explains employment trends because the unemployment rate often
undercounts the number of people without work. Usually, there are two factors that make
unemployment rates inaccurate. The first factor is underemployed workers, those who take jobs
simply to earn money but are not employed at a level commensurate with their skills. Secondly, as
workers remain unemployed, they may stop looking, become discouraged with the job market, and
stop being counted in either the total labor force or the officially unemployed. Finally, the recent
Recession also caused loss of employment and affects the employment/unemployment numbers
from 2009 onwards as seen in the table below.




Consequently, considering the three factors mentioned above, one must also look at changes in the total
labor force and current market dynamics as a whole to fully understand the employment dynamics in Byram
Township. Therefore, while the 9.0% of 2009 and 8.3% of 2012 unemployment rates show a dramatic
increase compared to the unemployment rate of around 4 to 4.6 % of the preceding years, these numbers
continue to be lower than Sussex county and the State for the same time period. Discouraged workers and
reduced employment opportunities due to the Recession may explain the reduction in the total labor force
for the period since 2009.

Employment and Labor Force, 2000-2014, Byram Township

Labor

Force Unemployment Rate
2000 4,820 4,679 141 2.9
2001 4,852 4,678 174 3.6
2002 4,943 4,703 240 4.9
2003 4,999 4,744 255 5.1
2004 4,997 4,785 212 4.2
2005 5,088 4,868 220 4.3
2006 5,159 4,923 236 4.6
2007 5,160 4,944 216 4.2
2008 5,230 4,958 272 5.2
2009 5,269 4,793 476 9.0
2010 4,829 4,546 283 59
2011 4,768 4,470 298 6.3
2012 4,657 4,269 388 8.3
2013 4,528 4,186 342 7.6
2014 4,520 4,242 278 6.2

Data Source: Total Labor Force, Employed, Unemployed and Unemployment Rate Estimates 2000-2014, NJ
Department of Labor and Workforce Development

Employment and Labor Force, 2000-2014, Sussex County

Labor
Force Unemployment Rate
2000 79,409 77,055 2,354 3.0
2001 79,952 77,042 2,910 3.6
2002 81,456 77,459 3,997 4.9
2003 82,395 78,133 4,262 5.2
2004 82,333 78,796 3,537 4.3
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Labor

Force Unemployment Rate
2005 82,976 79,727 3,249 3.9
2006 84,041 80,543 3,498 4.2
2007 84,106 80,801 3,305 3.9
2008 85,205 81,001 4,204 4.9
2009 85,607 78,265 7,342 8.6
2010 82,352 74,595 7,757 94
2011 81,875 74,346 7,529 9.2
2012 81,319 74,052 7,267 8.9
2013 78,962 72,764 6,198 7.8
2014 78,651 73,737 4,914 6.2

Data Source: Total Labor Force, Employed, Unemployed and Unemployment Rate Estimates 2000-
2014, NJ Department of Labor and Workforce Development

Employment and Labor Force, 2000-2014, New Jersey

Labor

Force Unemployment Rate
2000 4,282,100 4,123,700 158,400 3.7
2001 4,288,800 4,106,200 182,600 4.3
2002 4,346,200 4,095,200 251,100 5.8
2003 4,347,200 4,093,700 253,500 5.8
2004 4,349,200 4,138,800 210,300 4.8
2005 4,391,600 4,194,900 196,700 4.5
2006 4,445,900 4,236,500 209,400 4.7
2007 4,441,800 4,251,800 190,000 4.3
2008 4,504,400 4,264,000 240,500 53
2009 4,550,600 4,138,600 412,100 9.1
2010 4,555,300 4,121,500 433,900 9.5
2011 4,565,700 4,140,500 425,300 9.3
2012 4,588,100 4,162,100 426,000 9.3
2013 4,534,400 4,164,400 370,000 8.2
2014 4,518,700 4,218,400 300,300 6.6

Data Source: Total Labor Force, Employed, Unemployed and Unemployment Rate Estimates 2000-
2014, NJ Department of Labor and Workforce Development




CLASS OF WORKER AND OCCUPATION

The majority of workers in 2013 living in Byram Township were a part of the private wage and salary worker
group (84%). The second largest category was government workers (12%) followed by those who were self
-employed. Those that worked within the private wage field were concentrated heavily in management/
professional positions, which employed just under half the employed population in Byram Township.
The sales and office and service occupations together employed another 40% of Township’s employed

population.

Class of Worker, 2013 - Byram Township

Number | Percent
Civilian employed population 16 years and over 4,372 100%
Private wage and salary workers 3,661 83.70%
Government workers 516 11.80%
Self-employed in own not incorporated business workers 195 4.50%

Data Source: U.S. Census Bureau, 2009-2013 5-Year American Community Survey

Occupation, 2013 - Byram Township

Number | Percent
Civilian employed population 16 years and over 4,372 100%
Management, business, science, and arts occupations 2,092 | 47.80%
Service occupations 583 13.30%
Sales and office occupations 1,155 | 26.40%
Natural resources, construction, and maintenance
occupations 317 7.30%
Production, transportation, and material moving
occupations 225 5.10%

Data Source: U.S. Census Bureau, 2009-2013 5-Year American Community Survey

COMMUTING TO WORK

According to the 2013 5-Year American Community Survey the mean travel time to work for those who lived
in Byram Township was approximately forty minutes. More than 22% traveled more than an hour to get to
work while 14.4% only had to travel less than fifteen minutes. The largest proportion of workers commuted
by automobile (89.9%) with an overwhelming 80% driving alone while only 9.9% carpooled. 7.5% of Byram
labor force worked from home.

Travel Time to Work, 2013 - Byram Township

Percent
Less than 5 minutes 44 1.1%
5 to 9 minutes 175 4.4%
10 to 14 minutes 356 8.9%
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15 to 19 minutes 459 11.5%
20 to 24 minutes 580 14.5%
25 to 29 minutes 145 3.6%
30 to 34 minutes 342 8.6%
35 to 39 minutes 115 2.9%
40 to 44 minutes 309 7.8%
45 to 59 minutes 550 13.8%
60 to 89 minutes 596 14.9%
90 or more minutes 316 7.9%
Total 3,987 [100.0%
Mean travel time to work (minutes) 37.6

Data Source: U.S. Census Bureau, 2009-2013 5-Year American Community Survey

Means of Commute, 2013 - Byram Township

Number

Workers 16 years and over 4,312 100%

Car, truck, or van -- drove alone 3,448 | 80.00%
Car, truck, or van -- carpooled 427 9.90%
Public transportation (excluding

taxicab) 59 1.40%
Walked 31 0.70%
Other means 22 0.50%
Worked at home 325 7.50%

Data Source: U.S. Census Bureau, 2009-2013 5-Year American Community Survey

COVERED EMPLOYMENT

The Department of Labor collects information on covered employment, which is employment
and wage data for employees covered by unemployment insurance. The tables below provide a
snapshot of private employers located within Byram Township. The first table reflects the number
of jobs covered in private employment from 2004 through 2014. The second table reflects the
disbursement of jobs by industry and salaries in 2014. According to data from the New Jersey
Department of Labor and Workforce Development, there was very little private employment in
Byram Township from 2004-2014.

Private Wage Covered Employment*, Byram Township
Year # of Jobs # Change | % Change
2004 242
2005 275 33 13.6%




Year # of Jobs # Change | % Change
2006 279 4 1.5%
2007 236 -43 -15.4%
2008 212 -24 -10.2%
2009 181 -31 -14.6%
2010 185 4 2.2%
2011 195 10 5.4%
2012 146 -49 -25.1%
2013 129 -17 -11.6%
2014 140 11 8.5%

Data Source: New Jersey Department of Labor and Workforce Development, Quarterly Census of Employment

and Wages (QCEW), Annual Municipal Reports 2004- 2014

The table below reflects the disbursement of jobs by industry and salaries in 2014. It provides a snapshot of
private employers located within Byram Township, and reflects disbursement of jobs by industry and salaries
in 2014. Using annual average data, the most dominant industry was accommodations/food services and yet
paid the third highest wages of all the industries. Retail/Trade was the second highest employment industry.
The professional/technical services ranked lowest in employment, but was the highest paying industry of all,

averaging an annual salary of $40,106.

Private Employment and Wages 2014, Byram Township

Industry

Employment

Wages

March | June | Sept Dec

Weekly

Annual

Utilities

Construction

Manufacturing

Retail/Trade

22 24

25

24

Transportation/Warehousing

Finance/Insurance

Professional/Technical Services

Admin./Waste Services

Healthcare/Social Assistance

Arts/Entertainment/Recreation

Accommodations/Food Services

51 93

76

54

$284

Other Services (except public
administration)

Total

113 | 175 | 156 | 133

$453

Data Source: New Jersey Department of Labor and Workforce Development, Quarterly Census of Employment

and Wages (QCEW), Annual Municipal Reports 2014
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FUTURE EMPLOYMENT

According to the New Jersey Transportation Planning Authority estimates, the population in Byram
Township will increase by 2,740 between 2010 and 2040, an overall increase of almost 33%.
Employment is forecasted to more than double in the same 30 years.

New Jersey Transportation Planning Authority - Population, Households & Employment 2010-2040

2010 Population 2040 Esg?aa:;(: g(t;]ng)t—)er gr?;ﬁl(_;zezrf)ﬁrg. Annualized Percent

(US Census SF1) | Estimates 5040 5014 Change 2010-2040
Population 8,350 11,090 2,740 32.81% 0.90%
Households 2,930 3,970 1,040 35.49% 1.00%
Employment 1,110 2,410 1,300 117.12% 2.60%

Data Source: 2013 NJTPA Board-approved Municipal Forecasts

UTILITY INFRASTRUCTURE

A limited network of utilities serves the Township of Byram. Oil heat, individual septic systems,
private neighborhood water companies, and individual wells comprise the primary utilities. The
Township has no natural gas or town-wide potable water network. Only a small part of Byram is
served by a sanitary sewer system, therefore, the primary method of wastewater disposal is through
on-site septic systems.

The extreme environmental constraints placed on the Township by its topography, surface waters,
surface geology, and soils and the limited development of regional systems have been the dominant
factors in minimizing the utility network. In addition, the nature of utilities in the Township has
been determined largely by the fragmented character of residential development, mostly centered
on the Township’s several lake communities, and by the Township’s limited commercial sector.
Although Byram maintains an identity as a lake resort community, most of the seasonal cottages are
now year-round homes. This trend has placed a strain on the existing utility network of individual
septic systems, small water companies, and private wells. The lack of sewers within the Township
has caused the Township to enact legislation to regulate septic systems. New planning initiatives,
on the local and State level, now support this approach and call upon municipalities like Byram to
confine utility networks to limited growth centers and to prevent their spread into more rural areas.

ZONING

The following is a general outline of zoning within Byram Township with a more detailed review and
discussion of the Commercial zones as they relate to Economic Development. The remaining zones
are described generally.

Commercial

The Township of Byram contains one main commercial corridor along the southern section of Route
206 in the Township. The uses along the corridor range from small strip retail establishments to
larger retailers such as Shop-Rite. There are other, smaller commercial areas scattered along the
Route 206 corridor to the North at certain intersections and other locations. In total, commercial
land uses comprise only 2.4% of Township parcels and 2.3% of Township acreage. Byram has only
two purely commercial zone districts.




VB Village Business Zone

The Village Business Zone is intended to complement and be architecturally influenced by the primary focal
point of development in the Village Center Mixed-Use Zone. The primary purpose of the VB Zone is to
provide for complementary development in proximity to the Village Center Mixed-Use Zone through specific
commercial uses and a limited number of apartment-style residential units above the first floor. This zone is
currently not intended for single-family, townhouse, or condominium residential development.

The VB Zone plans for new commercial development and promotes the redesign or redevelopment of existing
commercial development to establish a more village-like downtown that invites pedestrians and bicyclists
and promotes certain architectural and landscape elements. The intent is to transform the high-speed, auto-
oriented thoroughfare typical of highway-strip development into a neo-traditional ‘Main Street’ to attract

residents and visitors.

Permitted uses include retail establishments, such as:

s I e s s

Antiques store.

Appliance/furniture store.

Art studio.

Bakery.

Banks and financial institution, exclusive of drive-up service.
Beauty/barbershop.

Book shop.

Clothing and apparel.

Computer/office systems (not to exceed 2,000 square feet).
Delicatessen/convenience market (not to exceed 1,500 square feet).
Drugstore.

Gallery and craft store.

Gift shop.

Paint and hardware store (not to exceed 2,000 square feet).
Restaurant, exclusive of drive-up service.

Shoe repair.

Sports shop.

Variety store.

And Service establishments, such as:

Charitable and nonprofit organizations.
Emergency services.

Fraternal and civic organizations.
Funeral home.

Health and fitness center.

Library.

Photographer and/or photography store.

e s s |

And Professional offices, such as:

i
i
i
i

Business office.

Medical and dental clinic.
Professional/medical office.
Veterinary clinic.
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As well as Bed-and-breakfasts, inns, bars and taverns.

Conditional Uses include:

g

i

Apartments above permitted commercial uses may be permitted as a second principal use,
and

The sale of fresh fruits and vegetables, service of foods and beverages and incidental en-
tertainment may be permitted outdoors as accessory to a permitted existing principal use

Prohibited uses.

e e s s s

Gasoline station, auto repair, auto body.

Car wash.

Adult entertainment and retail.

Outdoor recreational facility.

Drive-up service/facility

Wholesale store and/or warehouse

Industrial use

Outdoor display or storage.

Outdoor advertising or billboard.

Dump, junkyard or environmentally destructive or contaminating use.
On-site dry-cleaning facility.

Banquet hall/catering facility

Self-storage facility.

Any use not specifically listed as a permitted or conditional use.

NC Neighborhood Commercial

The purpose of the NC zone is to maintain existing commercial uses and encourage small-scale
neighborhood retail and service establishments for residential neighborhoods and lake communities
to provide convenient shopping within walking or biking distance. The uses in this district are
intended to be of low intensity and compatible with the surrounding residential uses in order to
promote implementation of the objectives and goals of the Township’s Smart Growth Plan. The NC
zone provides both vehicular- and pedestrian-oriented commercial services to existing residential
neighborhoods. The NC zone is not intended for uses that, due to size or method of operation,
increase normal vehicular or truck traffic in the neighboring community.

Permitted uses include retail establishments, such as:

e s s

Antiques store.

Bakery.

Book shop.

Delicatessen/convenience market (not to exceed 1,500 square feet).
Drugstore.

Restaurant, exclusive of drive-up service.

Variety store.

Paint and hardware store (not to exceed 2,000 square feet).

And Service establishments, such as:

g
a

Charitable nonprofit organizations.
Emergency services.




Conditional Uses include:

i

Outdoor cafes.

Prohibited uses:

O Strip shopping center. “Strip shopping center” means a commercial use or uses contained in one
structure having a linear orientation which is approximately parallel to a roadway, with the majority
of off-street parking located between the commercial structure and the roadway, which is designed
primarily for automobile access and not pedestrian access.

0 Gasoline station, auto repair, auto body uses.

0 Drive-up service/facility.

[0 Wholesale store and/or warehouse.

0 Industrial use.

0 Use requiring delivery by tractor-trailer.

0 Outdoor display or storage.

0 Outdoor advertising or billboard.

0 Dump, junkyard or environmentally destructive or contaminating use.

0 On-site dry-cleaning facility.

0 Banquet hall/catering facility.

0 Self-storage facility.

0 Any use not specifically listed as a permitted or conditional use.

Industrial

Only 171 acres of the township are used for Industrial purposes. The quarry located on Lackawanna Drive is
the only Industrial center in Byram Township. Through legislation and the restrictions of the Highlands Act,
the Quarry will expand very little if at all in the coming years.

IPR Industrial Professional Recreational
The IPR Zone accommodates the existing quarry use and encourages the development of clean industrial
facilities, professional office parks, or commercial recreation businesses. Permitted uses in the IPR include car
washes, professional offices, light manufacturing, car rental, and medical offices. The zone has a minimum
lot size of 21.5 acres and large setback requirements, up to 300 feet, to provide a buffer between the uses
and Route 206 and Lackawanna Drive.

Permitted uses include:

I e s s s

Professional office development.

Car wash.

Car rental.

Light manufacturing, fabricating and assembly plant.
Printing and publishing.

Research laboratory.

Agricultural, farm and horticultural use.

Greenhouse and nursery.

Commercial recreation business.

Medical office park and/or clinic.

Veterinary clinic.

Private school or college.

Charitable, environmental or land trust organization.
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Prohibited uses:

[l Commercial incineration.
0 Junkyard.
0 Rubbish, garbage or trash dump.
0 Trucking terminal.
0 Mining, quarrying, crushing, smelting and operations related thereto.
0 Gasoline stations, public garages, auto repair and car sales lot.
0 Outdoor storage of material or equipment.
[l Residential use.
0 Tar plant or concrete or bituminous concrete processing plant.
0 Sludge composting facility.
0 Dry-cleaning plant.
0 Auto body shop.
Mixed Use

VC Village Center Mixed-Use Zone

The Village Center Mixed-Use Zone is intended to be the primary focal point of new development and
takes advantage of its central location and proximity to community amenities and infrastructure.
The primary purpose of the VC Mixed-Use Zone is to provide for carefully planned development,
through mixed-uses and specific commercial and residential components. The VC Mixed-Use Zone
is intended to provide pedestrian-oriented commercial services to future and existing residential
neighborhoods, and to create a new, ‘neo-traditional’ "Center’ that serves as a community focus for
the Township.

The intent of this zone is to encourage reasonable new development, while still providing for open
space, common greens, and civic centers. The Village Center concept, through comprehensive
project design, is to be the defining element for any new development. The Village Center Mixed-
Use Zone is approximately 60 acres in size and is located along Route 206. Development is highly
restricted by the limited reserved sewerage capacity of 40,000 gallons for this specific area. The
Village Center Mixed-Use Zone has access to wastewater utility services via a contract agreement
with the Musconetcong Sewer Authority, to provide capacity of approximately 40,000 gallons per
day. The total capacity of Center based development and redevelopment will primarily be limited
by sewer capacity conditions. The public water utility for the Center is anticipated to be with NJ
American Water via an extension of the existing water line at the Route 206 Stanhope border. Project
developers may explore alternate options including exploring on-site water sources, however, with
final proposed plans to be incorporated into development applications.

Primary intended uses.
[0 Retail stores, such as bookstore, clothing and accessory boutique, bakery, jeweler, florist,
pharmacy.

[] Service establishments.

[0 Professional offices.

0 Financial institutions exclusive of drive-up service.

0 Restaurants exclusive of drive-up service.

0 Mixed-use buildings containing a combination of permitted uses. Residential shall be on
the second floor only.

0 Community and municipal buildings.

0 Public open space.




Apartments (on upper floors) of permitted commercial uses.

Single-family detached dwellings.

Two- to four-family dwellings.

Senior housing.

Live/work uses for licensed professionals, service providers and artisans.
Bed-and-breakfast facilities; inns.

Bars and taverns.

Health and fitness centers.

Open space land permanently protected through conservation easements.

e I s o

Prohibited uses:
0 Gasoline stations or auto repair, auto body uses.
0 Commercial uses with a footprint of structure in excess of 10,000 square feet or requiring more
than 40 parking spaces.
Drive-up facilities and uses.
Wholesale stores and/or warehouses.
Industrial uses.
Uses requiring delivery by tractor-trailer.
Outdoor display or storage.
Dump, junkyard, or environmentally destructive or contaminating uses.
On-site dry-cleaning facilities.
Banquet hall/catering facilities.

[ s

Residential

Residential parcels constitute the majority in the Township. They represent 77.4% of the total number
of parcels and about 17% of the land area. Apartments are an insignificant land use classification in the
Township, representing only three parcels and about 0.1% of net taxable value. AlImost 86% of the municipal
tax base is generated from residential properties. Byram has five different single-family residential zones
and a recently adopted multi-family zone.

R-1 Residential

The R-1 zone permits single-family homes, agricultural uses, home businesses, and commercial greenhouses.
The R-1 zone has a maximum density of 1 unit per 10 acres with a minimum building lot of 1 acre. The 10-
Acre Density Residential Zone (R-1) is intended to preserve much of the constrained and undeveloped land
in the Township. The R-1 10-Acre Density Residential Zone occurs in three large areas and several smaller
areas.

R-2 Residential

The R-2 zone allows for a maximum density of 1 unit per 5 acres with a 1-acre minimum building lot.
Permitted uses in the R-2 zone include single-family homes, agricultural uses, home businesses, and
commercial greenhouses. The R-2 5-acre Density Residential Zone is intended to provide low-density
residential development opportunities in forested areas and serve as a transition between 10-acre R-1 zones
and higher density residential areas. The R-2 5-acre Density Residential Zone occurs in five large areas and
several smaller areas. The basic extent of the R-2 is the lower density areas surrounding or between higher
density zones in the Lake Communities.

R-3 Residential

The R-3 zone permits single-family homes, home businesses, and up to two boarders per family on lots with
a minimum area of 40,000 square feet.
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R-4 Residential

The R-4 zone permits single-family homes, home businesses, and up to two boarders per family
on lots with a minimum area of 20,000 square feet. The R-4 Zones are scattered throughout the
Township.

R-5 Residential
The R-5 zone permits single-family homes and home businesses on lots with a minimum area of
10,000 square feet. These R-5 Zones are scattered throughout the Township.

MF Multifamily Residential Zone

The Multifamily Residential Zone is 5.2 acres in size and includes the former Consolidated School
building and grounds. The permitted uses of the new Multi-Family zone provide for the adaptive
reuse of the existing building as multifamily housing at a density of no more than 4.1 units per
acre (no more than 21 housing units) or the continued use of the buildings as an educational or
municipal use. The reuse of the existing building as multifamily housing also requires that 15% of
the residential units be deed restricted as affordable housing if the project is a rental project and
that 20% of the residential units be deed restricted as affordable housing if the project is a for-sale
project.

Other

The Township also has considerable open space and other miscellaneous space that is tax exempt
and does not produce any employment or residential development. The Township does not expect
growth in these miscellaneous areas.

OS Open Space

The Township created an Open Space Zone (OS Zone) to recognize areas under public ownership
that are not planned for future development, including parcels currently in permanent open space
protection or those that become protected in the future (where zoning would automatically change
to OS once such parcels are preserved). Only areas actually in public ownership should be included
in this zone, because of the highly restrictive nature of the requirements that will ensure their
continued use as open space. Any commercial or residential uses are prohibited in the OS zone.

GC Golf Course

The Township created a Golf Course Zone (GC Zone) for those areas already developed as golf
courses. This zone recognizes these areas as golf courses and limits their development potential
if the current use ceases.

FP Family Theme Recreation Park
Only the Wild West City Theme Park is currently zoned FP, and there are no plans to change this
use. The Wild West City FP Zone lies immediately northeast of the Village Center Mixed-Use Zone.

CR Commercial Recreation

The Commercial Recreation Zone encompasses all private campgrounds or recreational vehicle
parks. The largest CR Zone is the Allamuchy Boy Scout Reservation, surrounded by Allamuchy
Mountain State Park. There are five other private campgrounds in the Township that are in this
zone at Panther Lake, Tomahawk Lake, Columbia Valley, Jefferson Lake, and the area along Lubbers
Run associated with the Hudson Farm. The CR zone is designed to permit certain commercial,
recreational and open-air uses limited to golf courses, golf driving ranges, pitch-and-putt courses,
riding stables, swim clubs, tennis clubs, picnic grounds, children’s camps, campsites and retail
sales and services that are accessory to these recreational activities. The minimum lot size for the
zone is 20 acres.
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INTRODUCTION:

Over the summer months of 2015, JGSC made multiple field visits to Byram Township to

examine multiple facets of the local economy in order to determine:
1. What is Byram’s trade area'?
2. What retail categories do the people of Byram’s trade area want?
3. What categories does Byram’s economic data reveal that they would support?
4. And, does Byram have the commercial infrastructure to support those categories?

JGSC’s process is called “Community Insights™”, and it investigates 3 areas—infrastructure,
community opinion, and economic data—to find the sweet
spot of business categories where all three areas overlap. In
A other words, where a category of retail—for example,
“shoe stores”—is compatible with the physical
infrastructure available (or developable) in the
community, and not obstructed by area
competition; is desired by expressed community
S N opinion; and is shown to be sustainable by
available economic performance data for the
community’s trade area, then JGSC may recommend that
category as part of Byram’s strategic plan for commercial growth. Our research goes a step
further, to determine whether the community’s current trade area is appropriate, or whether,
through enhanced retail mix, events, and marketing the community might expand its trade
area to attract more visitors. We refer to the actual trade area as the “primary” one, and the

potential expansion (where that is possible) as its “secondary” one.

INFRASTRUCTURE:

" The “trade area” for the business district of a community is the geography from which the large majority—for
our purposes, at least 70%—of the shoppers of that community derive.
% At 16.2%, Byram’s retail vacancy rate exceeds the northern NJ State average by 10% for that period, based on
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Our examination of commercial infrastructure was a field inventory of all commercial
buildings and businesses in Byram. From this documentation, we were able to determine the
level of vacancy, the number of commercial locations with retail, and the nature of the retail

businesses, also described as “retail mix.”

These are the dominant categories of your retail mix throughout Byram.
Total commercial locations at grade: .........ccccccevvvieeniieeniieenie e, 115
Total commercial locations at grade that can offer retail: ...................... 105

Retail businesses by major category:

*  Vendors of retail G00dS: .....ceeevviieeiiieeieeeeeeeee e 29 (27.6%)
*  Vendors of retail SErVICES: .....ccvvviiiviieieiieeeiie e 45 (42.9%)
L T 11 21| 18 (17.1%)
*  Vacant retail loCations: .......c.cceeeveeveiiiieiieerie e 17 (16.2%)

This chart demonstrates how your retail businesses break down among the major categories

of vendors of goods, vendors of services, restaurants, and vacant storefronts:

Goods
“ Services
Restaurants

Vacant

December 2015
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The sizable purple wedge in the chart represents Byram’s vacant storefronts. We take
particular note that your commercial vacancy rate is significantly higher than the regional
average for the period this observation was made”. This raises a concern that there may be an
underlying problem contributing to that high rate. However, it is also noteworthy that Byram
is a relatively small commercial district with a small number of total commercial locations; a
single vacancy in such a small total number of stores results in a higher vacancy percentage
than would a single vacancy in a district with 300 commercial locations or more. We
determined to explore the vacancy issue more in depth in our merchant and stakeholder

interviews, and this report offers further discussion of the issue in that section.

Byram’s offering of stores that sell goods is particularly low, in comparison with other
similar districts we have measured. If one recognizes that retailers in Byram’s commercial
district are in direct competition with retailers in regional malls and shopping centers, the
problem of a retail mix with low participation of vendors of retail goods becomes apparent.
Only stores that sell goods can stimulate visits for browse-shopping and for comparison
shopping, it is apparent that the dominant presence of service businesses in Byram makes it
less attractive for shopping visits. When the high percentage of retail vacancies is also

considered, the visitor attraction problem is even more apparent.
Access:

We considered the configuration of the retail infrastructure, and found that it is strictly auto-
oriented. The vast majority of retail businesses in Byram are located on or near State Route
206. Although the speed limit on that road is 35 mph through town, the traffic keeps a faster
pace of 40-55 mph; particularly now that the roadway is a two-lane highway. The highway

poses advantages and disadvantages to retailers and their consumers:

% At 16.2%, Byram’s retail vacancy rate exceeds the northern NJ State average by 10% for that period, based on
data we obtained from the Goldstein Group. They measure retail commercial vacancy in northern and central
markets in NJ, and published an average rate of 6.2% in their report “2015 Mid Year Vacancy Report Shows
Retail Vacancy Rate Remains the Same,” dated October 5, 2015. That report is found here:
http://www.thegoldsteingroup.com/category/vacancy-reports/
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Advantages of Route 206:

Route 206 is the main route of ingress/egress into Sussex County from Morris County,
so the high number of travelers utilizing this route must pass by retail storefronts
located there;

It is the primary route for access to Interstate 80, adding additional traffic volume to
this section of Route 206;

It carries high volumes of traffic through a town with an otherwise small population,
giving businesses there exposure to much higher population counts than the total

town population.

Disadvantages of Route 206:

Traffic moves faster than it would through a traditional downtown business district,
making it difficult for car travelers to identify the businesses they are passing;
Concrete barriers to divide the traffic prevent some left turns into businesses;

High traffic can deter people from making left turns across oncoming traffic into
businesses;

High traffic during commuter hours can deter people from stopping to shop or dine in
Byram.

All businesses on Route 206 are auto-oriented: set back behind on-site parking, they
can be difficult to identify without appropriate monument signage.

Driveway entrances into Route 206 businesses can be narrow, sudden, and confusing.
Businesses not located along the Route 206 corridor must survive on the strength of
resident business alone, and there is too little of that: only 8,240 residents in 2,907

households.

3 The measure of car counts that pass a storefront location is one of several criteria that major retailers use to
determine the viability of a retail location; the high car counts of Route 206 are an attractive feature to many
retailers. Current, actual car counts for Route 206 in Byram are provided in the economic data appended to this

report.
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Other infrastructural disadvantages apply to the businesses located on Route 206, although

these are not related to the highway:

* Restaurant businesses must deal with the limitation on liquor licenses; if unable to
acquire a license, new restaurants are further restricted from offering BYOB service.
* Restraints on sewer, water, and natural gas access on developable sites make new

retail development more challenging.

Next, we considered ease of access to Byram’s commercial district, and to its individual
stores. Byram scores very highly with regard to access: Interstate Route 80 passes east/west
through the southern end of Byram Township, and State Route 206 runs north/south through
the town. With the commercial district positioned on the State highway, it is very direct,
quick, and simple to find the district from local and regional points. As already noted above,
Route 206 is a primary gateway of Sussex County residents into their county. As a result,
both area residents and regional visitors not only find it easy to reach the commercial district;
they are compelled to pass through it on a regular basis. Moreover, the recent addition of a
second lane of traffic through Byram on Route 206 has eased what used to be perpetual

traffic jams during rush hours in town.

Parking is another component of access, and Byram scores well in this, too. Most downtown
business districts rely heavily upon on-street parking to accommodate shoppers. Instead, all
Byram retailers have on-site parking lots at their locations, so parking is never a problem for

shoppers.

The only negative issues that we note with regard to access to Byram’s commercial district

are these:

* Because it is located on a State highway, access from one side of the district to the
other—either by left turn in a motor vehicle, or by pedestrians crossing on foot—is
challenging. At some places, left turns are blocked by concrete barriers; at others,
waiting for traffic to pass to allow the left turn is tedious, and may discourage

shoppers. Pedestrian crosswalks are well-developed with clearly marked pathways,

December 2015
7



TOWNSHIP OF BYRAM
Market Analysis Report

pedestrian signals, and buttons to summon traffic light changes; however, the heavy

traffic on Route 206 and the lack of practical, comfortable walkways along some

parts of the highway may explain why we rarely saw pedestrians using them.

There are no signs directing visitors to Byram’s commercial district, or gateway signs

announcing arrival there.

Regional competitors:

Next, we considered the proximity and nature of regional retail competitors to the retailers of

Byram’s business district. The map on the next page shows major competitive centers that

provide shopping/dining options for people in Byram’s trade area. (On the survey, we asked

about specific regional shopping choices, and this report includes a discussion of Byram

residents’ regional shopping preferences in the section on our consumer survey results.)

Here is a partial list of major retailers represented at area malls and shopping centers:

American Eagle Outfitters
Apple Store

Bath & Body Works

Bed, Bath & Beyond

Best Buy

Brookstone

Christmas Tree Shoppes
Coach Leather

Cohen’s Fashion Optical
Designer Shoe Warehouse (DSW)
Dick’s Sporting Goods
Foot Locker

Game Stop

Home Depot

J. Crew

J.C. Penney

Kay Jewelers

Kohl’s

Lane Bryant

Lord & Taylor

Lowe’s Home Improvement
Modell’s

Nordstrom Rack

Old Navy

Sam’s Club

Sears

Target

TJ Maxx

Walmart

Zales The Diamond Store
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But for Newton, retail competitors (shown in red) are concentrated to the south and east of
Byram. As it happens, most of these retailers are major national and regional businesses that
are so dominant that they foreclose certain categories of retail to Byram. For example,
women’s, men’s, juniors’, and children’s clothing categories are precluded in Byram (with
the exception of specialty clothing categories, such as bridal, formal wear, infant, custom
dress, work uniforms, and other similar specialties not found in malls or shopping centers)
because these categories are so well served in by major retailers present in the region.
Another major category that is essentially foreclosed is building materials/hardware, due to

the presence of Lowe’s Home Improvement and Home Depot.

We say a retail category is “foreclosed” always with a caveat: any small retailer that offers a

special niche of product or distinctive level of service within a category that elevates them
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out of head-to-head competition with a national or regional retail competitor may still be a
viable candidate for a downtown business district. Still, it is important to recognize the high
hurdle that is presented in the attraction of new retailers in an environment that is so well
represented in so many retail categories by nationally or regionally-known department stores,

chains, franchises, and big-box stores.
Redevelopment opportunities:

Next, we examined to find redevelopment opportunities within the business district. The
primary opportunity is the “Village Center” site on the south side of Lackawanna Drive at
Route 206, which has been approved by local zoning and Highlands Council review for
development as a village center, with mixed-use structures that could contain up to 150 units
of housing, retail, or office use. This approximately 60-acre, unimproved property is
privately owned (by the Stabile family that also owns the adjacent Wild West City attraction
to the north of the site); there are no plans or agreements in place for its development at

present. It is the largest development site currently available in Byram Township.

We also found several undeveloped/under-developed sites on or near Route 206 closer to the
intersection of Waterloo Road/Brookwood Road in Byram. Our interviews disclosed that a
few have private redevelopment plans that are pending. All of these sites offer opportunities

to:
* Construct to the build-to line; (eliminate front setbacks);
« Raise the street-wall* along the Route 206 corridor, or adjacent to it;

» Aggregate properties for integrated development rather than solitary strips;

* «Street-wall” is an architectural concept that is a desirable feature of walkable business districts. It is defined
as a sense of enclosure of the pedestrian thoroughfare that is created by the facades of commercial buildings in
relation to the width of the street that they face. Enclosure lends definition to the business district, and gives the
pedestrian a feeling of comfort while walking in the district. The threshold when pedestrians first perceive
enclosure is a 1:4 ratio of building height to thoroughfare width —typical of low-density environments. In
denser urban contexts, height-to-width ratios between 1:3 and 1:2 create an appropriate enclosure on a
thoroughfare. See this reference material on walkable commercial thoroughfares:
http://www.ite.org/css/online/DWUT04.html
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* Initiate development of a walkable retail corridor with potential linkage to any new

retail/residential development at the Village Center site.

This aerial photo shows vacant lots on both sides of the Route 206 corridor, and under-utilized commercial
properties (such as the Byram Diner, and the vacant storefront next to it at 26 Route 206).

One other redevelopment opportunity worth mentioning here is a site currently owned by
Tilcon New Jersey at 111 Lackawanna Drive, opposite the Village Center site, and directly
north of the ShopRite Plaza shopping center. This site is large, virtually unimproved (there is
one storage building on the site), and due to its adjacencies, this would be prime retail real
estate. It is not on the market, but it should be included in discussion of any plan for creation
of a village center, as development of this site could contribute to the critical mass of retail

space and residential space necessary to make a village center work effectively.
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This aerial photo shows the Tilcon New Jersey site at 111 Lackawanna Drive, the undeveloped Village Center
site across the Drive, and the ShopRite Plaza, immediately west of the site.

Infrastructural conclusions:

These are the conclusions that we drew from our review of Byram’s commercial

infrastructure:

» Existing commercial infrastructure is older—built from 1930°s to 1970’s, and is
configured for highway/auto only (any walkable retail infrastructure that may be
desired would have to be developed);

* Vacancy is much higher than the regional average, which suggests a potential
problem with existing commercial stock, location viability, rent levels, and/or

regional retail competition;
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Access to the business district, with reference to connection to major highways,
traffic counts, and parking, is excellent, although signage is poor;

The amount of retail space is limited; with 105 units existing, and a new pharmacy-
anchored strip center in development, we estimate total retail space to be less than
250,000 sf, and most units are less than 2,000 sf in size;

Despite its limited size in square footage, the business district is too large to be
supported by Byram’s residential community (population of 8,240) alone; and
requires the support of outside visitors;

The retail mix is imbalanced: it is top-heavy with service businesses, hampered by
significant vacancy, and less than one-third of all businesses are vendors of retail
goods. A district that needs to attract outside visitors needs to have a higher
concentration of businesses that sell retail goods;

The retail space is scattered across separate sites along a length of Route 206 that
extends for nearly 3 miles, requiring visitors to move by car from one store to the
next;

Sites are 