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Executive Summary 
Traditions: the  handing  down  of  statements,  beliefs,  legends,  customs,  information,  from 

generation to generation, especially by word of mouth or by practice 

Resort: a  place  to  which  people  frequently  or  generally  go  for  relaxation  or  pleasure, 
especially one providing rest and recreation facilities for vacationers 

Casino: a building or large room used for entertainment, dancing, etc., especially such a place 
equipped with gambling devices, gambling tables, etc. 

 
 

Traditions: the  handing  down  of  statements,  beliefs,  legends,  customs,  information,  from 
generation to generation, especially by word of mouth or by practice 

Traditions Resort & Casino builds on the investment and vision of its owners. The Walsh family 
purchased the Traditions at the Glen property with the vision to restore the property to its former luster as 
the IBM Country Club and corporate retreat. Since acquiring the property there have been steady 
measured improvements and expansions designed to carry on the heritage while improving the guest 
experience. 

Decades ago IBM helped the Southern Tier into a time of great prosperity. Traditions Resort and Casino, 
located at the former IBM Homestead Mansion, will again help transform the Southern Tier economy. 
The area hosted a PGA tour event for many years. The industrial and technological history of America is 
encapsulated in the area, with many notable sites. 

Resort: a  place  to  which  people  frequently  or  generally  go  for  relaxation  or  pleasure, 
especially one providing rest and recreation facilities for vacationers 

The Traditions Resort currently offers a 41-room hotel at the resort. In addition to the proposed casino 
development, the property is expected to expand its hotel offering to 200 rooms to accommodate the 
additional visitation derived from gaming activities. 

The Traditions Resort & Casino will be a full scale resort offering a hotel, golf, restaurants, entertainment, 
and a spa supplemented by regional attractions including wine country, horse racing, golf, and outdoor 
recreational activities. The property will be much more than a place to game. It will be a place to play, 
dine & relax, and serve as a hub for regional activity. 

Casino: a building or large room used for entertainment, dancing, etc., especially such a place 
equipped with gambling devices, gambling tables, etc. 

The Traditions Resort and Casino will continue its long-standing tradition as an award-winning resort. 
Excellence is part of our history. Gaming is part of our future. The casino floor will be over an acre of 
exciting games and entertainment with Blackjack, Craps and Roulette. Guests will enjoy full casino 
service and 1,200 slot machines with denominations from one cent to $25 dollars. 

Our team will create experiences that will bring guests back again and again. 

The casino will fit into the overall resort plan and the entire project will be sustained and supplemented 
through a program of continuous planned improvements to maintain freshness and keep offerings current 
so they can maintain and grow guest loyalty and visitation. 

Integrating the new casino and related amenities with the existing resort and banquet operation creates 
more than simply a place to gamble. 

The experienced management team assembled believes whole heartedly in this project and has designed 
the project, the marketing plan, and the organization to capitalize on the opportunity in the Southern Tier. 
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Competition 
While casino gaming is new to this portion of New York, there are established gaming operators in the 
area. Tioga Downs in Nichols, NY offers VLT Gaming. There are two Pennsylvania properties within 
90 minutes of The Binghamton MSA, Mohegan Sun at Pocono Downs, and the Mt. Airy Casino Resort. 

The level of competition will require a high level of marketing spending. Driving the necessary topline 
revenue numbers will require a sophisticated marketing plan. Not only will the marketing plan require 
advertising, but a heavy emphasis on promotional allowances and promotional credits. Promotional 
allowances are generally meals, overnight stays, concert tickets, golf rounds offered to casino players at 
no cost of reduced cost to the player. Promotional Credits are offers of free play redeemable for play at 
the casino slot machines. 

The Traditions Resort and Casino will be a full resort casino and will have the ability to offer players not 
only free play, but other amenities at no cost or reduced cost to drive business. The competitive properties 
in Pennsylvania also have hotel rooms and a wide variety of food, restaurant and entertainment offerings. 
To compete against these entrenched operators and not only keep New York gamers in New York, but 
draw Pennsylvania players to the Traditions Resort and Casino will require a well-funded marketing 
program. 

The summary revenue and earnings projection below provides an indication of the level of promotional 
and marketing spend required to drive top line revenue numbers. 

Financial Projection 
 

Traditions Resort and Casino 
Revenue and EBITDARM Estimates 5/31/14 

 Annual 
Year 1 

Annual 
Year 2 

Annual 
Year 3 

Annual 
Year 4 

Annual 
Year 5 

Total Gaming Revenue 119,800,000 123,700,000 135,000,000 139,000,000 142,600,000 
Non-Gaming Revenue 12,600,000 13,200,000 27,000,000 27,900,000 28,800,000 
Less Promo Credits (6,600,000) (6,700,000) (8,100,000) (8,300,000) (8,600,000) 
Less Promo. Allow.   (6,200, 000)    (6,400,000)   (7,200,000)   (7,400,000)   (7,600,000) 

Net Revenue 119,600,000 123,800,000 146,700,000 151,200,000 155,200,000 

Operating Expenses 88,600,000 90,900,000 108,500,000 111,400,000 114,200,000 
EBITDARM 31,000,000 32,900,000 38,200,000 39,800,000 41,000,000 
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Traditions Resort & Casino: 
The resort will be an entertainment venue, which broadens the market and builds on the many attractions 

already in the area. This project is more than just one family’s vision for the future. It is about an entire 
city’s hope for a rebirth; hope for an economic infusion long sought after since the departure of major 
manufacturers like IBM and Endicott Johnson; and hope to retain the many existing talents and develop 
the many more future talents to be borne out of this region by promoting opportunity, security and a 
stable livelihood. 

The Traditions Resort & Casino may attract visitation from existing casino patrons, however and more 
importantly, this would likely result in increased frequency of visitation and increased market penetration 
by providing a convenient, attractive gaming facility at the crossroads of Interstate 81 and Interstate 86. 
Among the primary benefits of the Traditions Resort & Casino proposal is the opportunity to draw New 
Yorkers back from Pennsylvania, while attracting Pennsylvanians living near Binghamton. 

The Traditions Resort & Casino will not operate in isolation. Among the competitive advantages that the 
location will have is the Binghamton area itself.  Already a regional shopping destination, the addition of 
a fully developed casino resort with a variety of amenities and the history and reputation of the Traditions. 
A fully developed resort casino will be a valuable addition to the area and draw additional visitors to the 
Tri-Cities. 

Management plans to implement a modified “locals casino” business strategy for the Traditions Resort & 
Casino. The managers have substantial expertise in managing local and resort gaming facilities. The 
opportunity at Traditions Resort and Casino is quite similar to other city casinos that utilize the 
combination of gaming and resort amenities to attract a mix of local and tourist or destination business. 

♦ Excellent Customer Service in All Areas 
♦ Quality Food and Beverage at Value Prices 
♦ Players Club 
♦ Resort and Amenity marketing 
♦ Sophisticated Database Marketing 
♦ Special Events and Promotions 

Gaming and Leisure Advisors (GALA) the manager of the Traditions Resort and Casino has developed a 
marketing plan to prepare for the opening and Casino. The opening will increase local competition and 
requires a strong marketing philosophy in order to maximize the impact in revenues and market share. 
The standard casino strategy to utilize integrated marketing campaigns across all areas to maintain a good 
mix of database and walk-in customers while working within tight budgetary constraints is not applicable 
in a resort casino market. A combination of tourist marketing, cooperative ventures with local attractions 
and hotels and a solid effort to attract local gamers will be needed. Because of the importance of building 
equity in the product, increasing market visibility and increasing walk-in traffic, monies will be required 
for promotions and advertising. 

The objective of the marketing plan is to maximize the impact of the opening of the Traditions Resort and 
Casino. This will be accomplished through a strategy which will develop the local customer base while 
growing the tourist market and drawing guests back to New York from the Pennsylvania casinos. Within 
this strategy there will be specific tactics designed to market to local players and other tactics for 
destination players. These unique market segments utilize Traditions Resort and Casino in different 
respects and the marketing plan addresses these needs. 
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Project Description 
The project is centrally located in the Tri-Cities yet at the same time wonderfully removed. The existing 
property is an elegant resort sited in an urban setting but with sweeping views of the valley and 
surrounded by a nature preserve. 

Transforming the existing small hotel and conference center into Traditions Resort and Casino entails 
much more than simply adding a casino to an operating business. The Traditions Resort and Casino will 
feature 200 hotel rooms a sports bar and a restaurant featuring 24 hour dining. The combination of the 
resort amenities including golf and a spa with gorgeous views, first class hotel rooms, and world class 
gaming evokes comparisons with grand resorts such as the Greenbrier. 

From the approach up the hill from the valley the resort will draw the eye to the thoughtfully and 
tastefully designed property. Parking for 450 cars will be tucked under the building. While this 
accommodation is expensive, it provides climate controlled parking for guests. Additionally the plan 
improves the look and feel of the property for guests and reduces the footprint of surface parking. 

The IBM Homestead provided overnight accommodations to former Presidents, leading business 
executives, professional golfers, movie stars, and the best of the best of the IBM salesforce. By offering a 
total of 200 hotel rooms the Traditions Resort and Casino will be able to provide overnight stays which 
will extend the duration of visits to the region. 

The casino floor will be over an acre of exciting games and entertainment featuring Blackjack, Craps, 
Roulette and other games. Guests will enjoy full casino service and 1,200 slot machines in 
denominations from one cent to $25 dollars. With ceiling heights of 30 feet and panoramic windows with 
views of the Southern Tier the open and spacious feel will provide a gaming experience unlike any other. 

The casino will also offer a high limit area for the exclusive use of players who enjoy a secluded 
atmosphere to concentrate on the games. This area will be on the main gaming floor, but discreetly 
separated from the rest of the floor through signage and architectural details. 

An all-day restaurant will offer guests a variety of delicious options from a diverse menu whenever they 
wish. From eggs benedict and omelets at breakfast lunch or dinner to dinner favorites such as steak and 
seafood, fresh salads an array of soups and comforting, approachable house specialties dining at the 
Traditions Resort and Casino will be an experience second to none in the region. 

The sports bar, located on the gaming floor, will be a casual venue where guests can sit down and have a 
meal, or grab a seat at the bar for a few drinks. The bar will include bar-top video poker games for that 
real casino feel. While most sports bars open in the late afternoon, and remain open until late in the night 
during sport seasons, the sports bar at the Traditions Casino will have a seating capacity of 150 people, 
and will be open for guests from 11:00, so they can enjoy an early lunch, and remain open until the last 
games on the West Coast have ended. 

Project Cost 
The estimated cost of the Traditions Resort and Casino is $140 million. The initial phase which includes 
the casino, restaurant, sports bar, and the underground parking is budgeted at $100 million dollars. After 
opening of the casino phase, construction of the $40 million dollar first class hotel will commence. To put 
the scale of the Traditions Resort and Casino project in context, data from the Broome County 
Department of Planning & Economic Development shows that the value of permitted new commercial 
construction in the six years since 2008 is $99.2 million. In no year since 1996 has there been over $82 
million in new commercial construction. In the 18 years since 1996, the value of permitted new 
commercial construction totaled only $378 million. The Traditions Resort and Casino project is equal in 
value to 37% of new commercial construction for the past 18 years. 
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Location Name Machines Tables Positions 
Monticello, NY Mighty M Gaming 1,110 0 1,110 
Nichols, NY Tioga Downs 800 0 800 
Saratoga Springs,  Saratoga Gaming and Raceway 1,782 0 1,782 
Vernon, NY Turning Stone Casino 2,162 117 2,864 
Vernon, NY Vernon Downs Casino & Hotel 767 0 767 
Farmington, NY Finger Lakes Casino & 1,200 0 12,576 
Wilkes-Barre, PA Mohegan Sun at Poconos 2,332 84 2,836 
Mount Pocono, PA Mt. Airy Resort 1,985 72 2,417 
Total 12,138 273 25,152 

 

Market Analysis 
With the ratification of the State Constitution incorporating the changes to the racing pari-mutuel 
wagering and breeding law, the competitive environment in upstate New York has been fairly well 
established for the next decade. Gaming properties located in proximity to Traditions Resort & Casino’s 
primary and intercept markets include two tribal resort casinos and a harness track with VLT gaming 
under license from the state lottery. In addition, Pennsylvania hosts two casinos, each approximately 90 
minutes from Binghamton. 

Competitive Set & Positioning 
Traditions Resort & Casino takes a fresh look at the prospect of bringing full-scale casino gaming to the 
Southern Tier by seeking to create a complimentary business environment rather than a competitive one. 
However, and importantly, a new casino resort in the Southern Tier seeks to retain New York residents 
currently visiting Pennsylvania casinos and turn the tide toward attracting Pennsylvanians to visit New 
York. Below are summaries of the existing operators in the market. 
The following table presents the existing competitive casinos in the immediate market area: 

Existing Competitive Casinos 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: The Innovation Group, Various Gaming Boards and Commissions, CasinoCity.com 
 

It will be a challenge to execute a marketing plan against entrenched competition. However, the proposed 
segmented, targeted program design includes the elements necessary to draw business from Pennsylvania 
operators back to New York. 

Pennsylvania Gaming Operations 

Pocono Downs is approximately an hour and fifteen minute drive from Binghamton off Interstate 81. 
Mohegan Sun at Pocono Downs in Pennsylvania offers a complete casino with Vegas Style slot 
machines, live table games, 13 food and beverage outlets including a Ruth’s Chris Steakhouse, a sushi 
bar, a buffet and a Wolfgang Puck Express. Pocono Downs recently opened a 238 room hotel with a 
4,000 square foot spa. 

Mount Airy Casino Resort in Mount Pocono, Pennsylvania is approximately 1 hour and 30 minutes 
from Binghamton. Located in the Pocono Mountains, the resort encompasses over 1,000 acres in addition 
to over 1,800 slot machines and 70 table games, the property includes a golf course, a 4 diamond rated 
hotel, several restaurants and a spa. 
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New York Gaming Operations 

The gaming market in NY State includes tribal gaming, VLTs, horseracing, OTBs and the traditional 
lottery.  The citizens of New York have voted to add commercial casino gaming to the offerings. 

Seneca Gaming 

As the owner of the management company Seneca Gaming Corporation brings its management 
experience to the Traditions project. The closest Seneca Gaming operation to Binghamton is Seneca 
Allegany, which is over 3 hours west. It is anticipated that with regulatory approval, a cross marketing 
alliance between the properties owned by Seneca Gaming and the Traditions at the Glen Resort and 
Casino would strengthen both entities. 

Turning Stone 

The first nation with a gaming compact with the State of New York has operated in Verona for 20 years. 
During that time the property has invested in additional amenities, most notably golf. The range and 
quality of courses at Turning Stone has helped the property diversify its attraction from a casino stop on 
the Thruway to a true resort destination. 

Live Racing - Tioga Downs 

The Tioga Downs facility will continue to have an appeal to horse racing fans. Tioga Downs’s re-birth 
has been driven by improved racing quality which is driven by higher purses and better  breeding 
programs. The Gaming Act provides for the commercial casino operator to fund continuation of these 
supplements at 2013 levels. With the quality of racing stock maintained, there is no reason race fans 
would not continue to visit the track. The addition of the Traditions Resort & Casino will create an 
increased attraction factor driving increased regional visitation and potentially generating additional 
racing fan visits. 

Video Lottery - Tioga Downs 

Located at the western edge of the Binghamton MSA, Tioga Downs’s site along the primary highway in 
the Southern Tier presents the opportunity to draw guests from nearby Elmira, Corning and Ithaca, as well 
as intercepting traffic from the west. Video Lottery Operators in New York, including Vernon Downs, 
Batavia and Hamburg have shown that the racino format offering live or simulcast racing and Video 
Lottery Terminals can compete effectively against full scale Las Vegas style casino operations. 

While adding casino gaming to the Traditions Resort & Casino may impact VLT gaming volumes at 
Tioga Downs, Tioga would continue to be a strong operation. An additional facility in close proximity to 
Tioga Downs will drive visitation to the Southern Tier and create additional exposure and opportunity. 

For evidence, one need only look to Oneida County, home to both Vernon Downs and Turning Stone 
Resort. Turning Stone first opened in 1993. Vernon Downs re-opened under new ownership in 2006. 
Vernon Downs is a 10 minute drive from Turning Stone. The developers and owners of Vernon Downs 
understood that there was a unique demand for live racing and VLT gaming that would attract players not 
comfortable or not interested in visiting a resort casino such as Turning Stone. Vernon Downs operates 
roughly the same number of VLTs as Tioga and has generated over $40 million in lottery revenue each 
year since 2010. 
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Market Size and Segmentation 
The potential local gaming market has been estimated at over $668 million annually for the region. The 
sole gaming operator in the Southern Tier of New York, Tioga Downs is currently attracting 
approximately $60 million or less than 10% of the total potential market. A portion of the market 
potential may be drawn to Turning Stone in Verona, and some area gamers may visit Vernon Downs. 
Additional revenue is being drawn to Mohegan Sun at Pocono Downs and Mt. Airy Resort Casino in 
Pennsylvania. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Much of the potential market is not being captured by the current gaming operators, and is in large part 
going out of state. The adjacent map presents the opportunity that awaits Traditions Resort & Casino, the 
greater Southern Tier economy and New York State. As is illustrated, and as further described below, 
Traditions Resort & Casino seeks to penetrate deeper into the untapped regions of New York State as well 
as expand into Northern Pennsylvania’s gaming population and maximize the Interstate 81 and Interstate 
86 intercept market. 

 
This results in the perfect opportunity to create a complementary entertainment environment in which not 
only gaming operators, but local and regional businesses can thrive from increased visitation and greater 
awareness of the wonders that make the Southern Tier a destination in the waiting. The proximity of 
Traditions at the Glen to Interstate 81 (North and South) creates a convenient option for those travelers on 
Interstate 81 that are not inclined to venture to the West on Interstate 86 to Tioga Downs or East on 
Interstate 90 to Turning Stone. Creating a facility to capture transient motorists along the Interstate 81 
corridor is an integral component to maximizing market penetration and increasing revenues for New 
York State, while maintaining the integrity of existing operators. 
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AADT 

Pass 
Through 

Adults 
/Vehicle 

Capture 
Rate 

Gamer 
Visits 

 
WPV 

Gaming 
Revenue 

NY201 N to NY17 6,414 25% 1.4 2.2% 17,640 $65 1,146,617 

NY201 S to NY17 3,172 15% 1.4 2.2% 5,234 $65 $340,231 
NY17E to NY17C 1,756 25% 1.4 2.2% 4,829 $65 $313,916 
Total 11,342 27,704 $65 $1,800,765 

 

Traffic Intercept 
The traffic intercept segment reflects potential customers that are passing through the Tri-Cities in close 
proximity to the Traditions Resort and Casino on major area highways. The key variable in assessing 
this customer segment is the pass-through vehicle count on the relevant highways and distinguishing the 
pass-through traffic from local traffic. The vehicle count estimates were based on information obtained 
from the New York Department of Transportation (“NYDOT”). 

Traffic Intercept Gaming Revenue Projection 
 
 
 
 
 
 
 
 
 

Source: The Innovation Group 

Estimated First Year Revenue 
Gaming revenue is derived by residents from within the defined market carve. Casinos also receive 
patronage and revenue from out-of-market sources including traffic intercept as noted above. Other 
market sectors include tourism/non-casino hotel capture, visits to friends and family, and long-distant 
gamers who travel to experience different casino products. Based on dozens of player databases the 
Innovation Group has analyzed from existing casinos, out-of-market sources can account for between 
3% and 12% of a regional casino’s gaming revenue, depending upon location, level of amenity 
development, positioning, and depth of local population. 

Traditions Gaming Revenue 2017 
Gamer Visits Win per Visit Gaming Revenue (MMs) 

Local Market 1,323,837 $82.64 $109.4 
Out-of-Market 102,792 $101 $10.4 
Total 1,426,629 $83.97 $119.8 
Source: The Innovation Group 

Estimated Five Year Revenue 
The following forecast assumes that the initial phase will open in 2017 allowing for marketing to take 
effect and a client base to be established. Revenue growth of approximately 3% is forecast through 
2019, diminishing to 2.5% in year three and 2% in years four and five. 

Traditions Five-Year Forecast 
 

2017 2018 2019 2020 2021 
Gaming Revenue (MMs) $119.8 $123.7 $135.0 $139.0 $142.6 
Visitation (MMs) 1.4 1.4 1.4 1.5 1.5 
Win per Visit $86 $87 $93 $94 $95 

 

Source: The Innovation Group 
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Complementary Offerings 
Illustrative Complementary Gaming Facilities: 
Western New York demonstrates the model for the success of a variety of gaming options  which 
maximize market penetration rather than cannibalize each other. Seneca Gaming Corporation operates 
three casinos in Western New York, each with a different feel and focus. 

Seneca Niagara Falls is an urban resort casino with a 4 Diamond hotel, seven restaurants and a spa. 
Twenty miles away, Seneca Buffalo Creek operates as an urban casino specifically designed to 
complement rather than cannibalize the existing downtown dining and entertainment environment, and 
has successfully partnered with local businesses to cross market and promote the revitalized waterfront 
entertainment district. Seneca Allegany Casino is a rural escape with a 400 room 4 diamond hotel, fine 
dining, a spa and salon located Salamanca in the mountains 90 miles south of Buffalo. Each  is 
successfully designed to target a specific market segment, and leverage and promote its local attractions. 

In addition to the tribal gaming options in western New York, there are three racinos offering VLT games 
under license from the New York Lottery in the same region. Batavia Downs, Hamburg Raceway and 
Finger Lakes offer live and simulcast racing and video lottery games. The variety of options allows 
gamers to choose a venue and style based on amenities, location, or service. While each operation could 
be seen as a competitor to the others, the range of options maximizes the size of the market and the 
percentage of market penetration benefiting all by exposing a larger percentage of the adult population to 
this entertainment experience. 

Another excellent example of gaming venues complementing each other in New York State is the 
relationship between Turning Stone in Verona and Vernon Downs 10 minutes away in Vernon. Both 
operations thrive by offering different entertainment experiences. Vernon Downs offers live racing and 
VLT gaming. Turning Stone does not offer these attractions. Additionally each property offers a 
different experience ranging from a grand resort style experience to an intimate local setting. 

Established Complementary Gaming Facilities: 
Turning Stone, in Verona New York is approximately 1 hour and 40 minutes from Binghamton. The 
resort offers a full casino experience with a variety of hotel offerings, several golf courses and many 
dining options. 

Seneca Allegany, while nearly 3 hours to the west offers a complete casino experience with 2,000 slot 
machines 30 table games and dining options that include a buffet, a coffee shop, an Italian restaurant and 
a steakhouse. In 2012 the hotel at Seneca Allegany was expanded to over 400 rooms and offers guests a 
spa and indoor pool. 

Tioga Downs a harness track offering Video Lottery Terminals under license from the New York State 
Lottery. Dining options at Tioga Downs include a buffet, a sports bar and a Subway restaurant. Tioga 
Downs is located approximately 35 minutes east of Binghamton at exit 62 on Route 17/Interstate 81. 
Tioga Downs opened with 750 VLTs in 2006, and has expanded to 802 in the past eight years. 

Each of these existing operations in New York State has a unique niche and caters to that specific 
audience. Racinos offer live racing, Turning Stone offers a range of golf courses in addition to its casino. 
Seneca Allegany offers a mountain resort casino experience in Salamanca in the rolling Allegany 
Mountains. 

Traditions Resort & Casino will offer a complete resort environment with a casino, offering fine dining, a 
hotel, spa and golf in a community that has other attractions upon which to build a sustainable tourist 
destination. 
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Regional Economic Catalyst: 
Traditions Resort & Casino builds on the investment and vision of its owners. The Walsh family 
purchased the Traditions at the Glen property with the intent of restoring the property to its former luster 
as the IBM Country Club, and since acquiring the property there have been steady measured 
improvements and expansions designed to carry on the heritage while improving the guest experience. If 
awarded the gaming license, Traditions Resort & Casino will be an entertainment venue which makes the 
opportunities of the past today’s reality by broadening the market and building on the many attractions 
already in the area. 

This project is more than just one family’s vision for the future. It is about an entire city’s hope for a 
rebirth; hope for an economic infusion long sought after since the departure of major manufacturers like 
IBM and Endicott Johnson; and hope to retain the many existing talents and develop the many more 
future talents to be borne out of this region by promoting opportunity, security and a stable livelihood. 

The casino will fit into the overall resort plan and the entire project will be sustained and supplemented 
through a program of continuous planned improvements to maintain freshness and keep offerings current 
to maintain and grow guest loyalty, visitation and spend. 

Integrating the new casino and related amenities with the existing resort and banquet operation creates 
more than simply a place to gamble. The Traditions Resort & Casino will be a full scale resort offing a 
hotel, golf, restaurants, entertainment, and a spa supplemented by regional attractions including wine 
country, horse racing, golf, and outdoor recreational activities. In fact, a nature preserve adjacent to the 
Traditions Resort & Casino, which includes paved trails and naturalist programs, was established using 
land donated by the Walsh family. This donation preserves the rugged landscape of the Southern Tier 
and provides a recreational option unrivalled in many urban areas, and has private access from the 
doorstep of Traditions Resort & Casino. While a delightful amenity for visitors to the region to enjoy, the 
preserve represents the Walsh family’s commitment to the community and preservation of the charm 
which makes the Southern Tier an excellent selection for this opportunity. 

The property will be much more than a place to game. It will be a place to play, dine & relax, and serve 
as a hub for regional activity. 

The Traditions Resort & Casino may attract visitation from existing patrons, however and more 
importantly, this would likely result in increased frequency of visitation and increased market penetration 
by providing a convenient attractive gaming facility at the crossroads of Interstate 81 and Interstate 86. 
The addition of a resort casino to the existing gaming option in the immediate area creates a critical mass 
of gaming entertainment that has the potential to drive additional visitation to the horse racing venue in 
Nichols. There are many benefits to a collaborative effort in New York. 

Among the primary benefits of the Traditions Resort & Casino proposal is the opportunity to draw New 
Yorkers back from Pennsylvania, while attracting Pennsylvanians living near Binghamton to the casino 
and to Tioga Downs as the region will then offer the same range of gaming properties as Pennsylvania, a 
complement of a variety of casino gaming experiences along with live horse racing. 
The Traditions Resort & Casino will not operate in isolation. Among the competitive advantages that the 
location will have is the Binghamton area itself.  Already a regional shopping destination, the addition of 
a fully developed casino resort with a variety of amenities and the history and reputation of the Traditions 
at the Glen development gives the property a head start in attracting and maintaining business. The 
Traditions Resort & Casino is not the only game in town. 

The development is an additional catalyst for economic development in Broome County and the Southern 
Tier that can capitalize on the universities, golf courses, shopping, transportation links via interstate 
highway and scheduled airline service that many other proposed locations cannot. 
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Greater Binghamton has many unique attractions. Of the fewer than 150 antique carousels remaining in 
the United States and Canada, six are in Greater Binghamton, New York. The area is known for its golf, 
hosting a PGA tour event for many years. The industrial and technological history of America is 
encapsulated in the area, with many notable sites. 

The development is an additional catalyst for economic development in Broome County and the Southern 
Tier that can capitalize on the universities, golf courses, shopping, transportation links via interstate 
highway and scheduled airline service that other proposed locations cannot. 

There are many rivers, streams and lakes to fish in Broome County. Whitney Reservoir is one of 
the best for walleyes as well as perch. The Tioughnioga and Chenango Rivers run fast and full 
making fishing difficult, however bullheads are in all the lakes and ponds, rivers and streams. 
Down on the Susquehanna River, is the spot for bullhead as well as the catfish, pike and 
walleyes.  Northern pike abound in the Little Choconut Creek at the Goudy Power Station. 
While generally viewed as a distinct region, the Finger Lakes and the Gorges of Ithaca are short trips 
from Binghamton. Working with these areas and venues to broaden the attractions of the Southern Tier is 
central to the success of the Traditions Resort & Casino, and the region. 

Binghamton was home to the PGA Tour’s BC Open from 1972 through 2006. The tournament had to 
seek another location when severe flooding forced the cancellation of play. The municipal course En-Joie 
has hosted champions the likes of Tom Kite, John Daly, Brad Faxon and Craig Stadler. Since July of 
2007 the En-Joie Golf Course is the home of the Champions Tour’s Dick’s Sporting Goods Open. 

En-Joie Golf Club first opened in 1927 under the original design of Ernie Smith. The golf course was 
originally built by George F. Johnson, the owner of the Endicott-Johnson Shoe Company. Mr. Johnson 
loved the game of golf and couldn’t see any reason that his employees shouldn’t love it as well. Mr. 
Johnson created the golf course as a place of recreation for his employees who worked at the local shoe 
factory in Endicott. 

Other notable courses in the area include: 

• The Links at Hiawatha – Designed by Silva & Mungeam 1994 
• Conklin Players Course – Designed by Rick Rickard 1991 
• Vestal Hills – Designed By Geoffrey Cordish 1957 
• Endwell Greens - Designed By Geoffrey Cordish 1968 
• Traditions at the Glen – Designed by John Van Kleek 1936 
• Binghamton Country Club – Designed by AS Tillinghast 1921 

 
The Traditions Resort & Casino and the additional visitation it will drive can help bring Southern Tier 
golf back to its prior glory when Binghamton was an annual PGA host city. 

It has long been established that offering consumers choices in the marketplace drives visitation to the 
whole community, not just the individual attraction. The Vestal Parkway in Vestal, NY, just south of 
Traditions Resort & Casino is an excellent example in the immediate area. Over the past 10 years, while 
striving to gain an economic foothold in the faltering economy, many businesses have developed along 
the Vestal Parkway corridor, businesses which stand to benefit from increased regional visitation along 
with strategic partnerships with Traditions Resort & Casino. 
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Pennsylvania Market Re-capture 

These two gaming operations in Pennsylvania attract play from New York. In 2010 Pocono Downs 
published a presentation including the fact that 11% of players in their database were New York residents. 
Using this number it can be estimated that annually approximately $28 million in gaming revenue is 
derived from New Yorkers. Given the proximity of Mt. Airy, it seems reasonable to estimate that a 
similar portion of revenue or $20 million annually is derived from New Yorkers. If 50% of the estimated 
New York business at these Pennsylvania casinos is derived from the Southern Tier area, the State of 
New York stands to re-capture $24 million in gaming revenue to the State. 

In addition to retaining New York Play in New York, The Traditions Resort & Casino has the potential to 
draw gamers from Pennsylvania to New York 
to game. The adjacent map presents the areas 
where cross border gaming visits are most 
likely to occur. The pink section represents the 
New York players retained in the State. The 
gray shaded area indicates the Pennsylvanians 
likely visiting Tioga Downs to enjoy live 
racing and VLT gaming. The shaded blue 
section represents the likely prime visitation 
area from Pennsylvania to the Traditions at the 
Glen Casino Resort to play table games and 
Vegas Style Slots. 

A recent report prepared for the Pennsylvania 
Legislative Budget and Finance Committee 
estimated that expanded New York casinos 
would reduce revenues in Pennsylvania by $38 
million annually. 

Pennsylvania Gaming Operations 

Pocono Downs is approximately an hour and fifteen minute drive from Binghamton off Interstate 81. 
Mohegan Sun at Pocono Downs in Pennsylvania offers a complete casino with Vegas Style slot 
machines, live table games, 13 food and beverage outlets including a Ruth’s Chris Steakhouse, a sushi 
bar, a buffet and a Wolfgang Puck Express. Pocono Downs recently opened a 238 room hotel with a 
4,000 square foot spa. 

Mount Airy Casino Resort in Mount Pocono, Pennsylvania is approximately 1 hour and 30 minutes 
from Binghamton. Located in the Pocono Mountains, the resort encompasses over 1,000 acres in addition 
to over 1,800 slot machines and 70 table games, the property includes a golf course, a 4 diamond rated 
hotel, several restaurants and a spa. 
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Spin-off visitation 

The location and proximity of other area businesses and attractions is another factor in creating a 
successful property that can seed further growth opportunities for the host community. The Traditions 
Resort & Casino fits into the regional mix of entertainment, shopping and dining. The Southern Tier has 
one commercial gaming license available, one chance to site the casino where it can do the most good to 
promote additional economic development and spur further growth. The Traditions Resort & Casino site 
has the most potential to promote further tourism, attract out of state visits, and deepen gaming market 
penetration. Three locations are competing for the commercial casino license in region 5, Tioga Downs, 
Tyre, and The Traditions Resort & Casino.  Below are summaries of local area attractions & restaurants. 

Within 5.0 miles of Tioga Downs 

Hotels – 0 Restaurants – 0 Bars – 1 

Gas Stations – 1 Golf Course - 1 

Shopping – 5: Dollar General, True Value, Guns 
Plus, Country Tees, Taylors Military Surplus 

 
Within 2.5 miles of the proposed site in Tyre 
There are 3 gas stations.  Dining options include 
the Iron Skillet restaurant and a Subway 
restaurant both located at the Petro Truck Stop. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Within 2.5 miles of Traditions Resort & Casino 
Hotels – 16 Restaurants – 26 Bars – 19 
Gas Stations – 18 Golf Courses - 3 
Shopping – 86 (including Oakdale Regional Mall) 
Macy’s, Bon Ton, Sears, JC Penny’s, Aeropostale, 
Victoria’s Secret, Hollister, Eddie Bauer, Claire’s, 
Champs Sports, Foot Locker, Gymboree, Express 
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In evaluating the potential sites for a casino in Region Five one needs to consider the existing gaming 
operations and the available market. The northern “Pan Handle” section of Region Five intersects the 
New York Thruway.  Initially it may seem that this location would be ideal for a casino. 

 
 
 
 
 
 
 
 
 
 

Upon further examination it becomes clear that the drive through market along the Thruway is already 
well covered by existing operators. When travelling the Thruway a driver is almost always within 45 
minutes of a gaming property. From Hamburg on the west to the Capital region on the east, there are 
abundant locations. 

Adding a complementary property to the Southern Tier can create the critical mass of entertainment vital 
to regional success. Adding an isolated rural property to a thin market serves to dilute rather than 
strengthen potential synergies. Additionally any incremental gaming would come from New York 
residents whose closest gaming option is another New York gaming venue. 

Regional and Host Community Appeal 
Traditions Resort & Casino builds on the investment and vision of its owners. The Walsh family 
purchased the Traditions at the Glen property with the intent of restoring the property to its former luster 
as the IBM Country Club, and since acquiring the property there have been steady measured 
improvements and expansions designed to carry on the heritage while improving the guest experience. If 
awarded the gaming license, Traditions Resort & Casino will be an entertainment venue which makes the 
opportunities of the past today’s reality by broadening the market and building on the many attractions 
already in the area. 

This project is more than just one family’s vision for the future. It is about an entire city’s hope for a 
rebirth; hope for an economic infusion long sought after since the departure of major manufacturers like 
IBM and Endicott Johnson; and hope to retain the many existing talents and develop the many more 
future talents to be borne out of this region by promoting opportunity, security and a stable livelihood. 

The casino will fit into the overall resort plan and the entire project will be sustained and supplemented 
through a program of continuous planned improvements to maintain freshness and keep offerings current 
to maintain and grow guest loyalty, visitation and spend. 

Integrating the new casino and related amenities with the existing resort and banquet operation creates 
more than simply a place to gamble. The Traditions Resort & Casino will be a full scale resort offing a 
hotel, golf, restaurants, entertainment, and a spa supplemented by regional attractions including wine 
country, horse racing, golf, and outdoor recreational activities. 

A nature preserve adjacent to the Traditions Resort & Casino, which includes paved trails and naturalist 
programs, was established using land donated by the Walsh family. This donation preserves the rugged 
landscape of the Southern Tier and provides a recreational option unrivalled in many urban areas, and has 
private access from the doorstep of Traditions Resort & Casino. While a delightful amenity for visitors to 
the region to enjoy, the preserve represents the Walsh family’s commitment to the community and 
preservation of the charm which makes the Southern Tier an excellent selection for this opportunity. 
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Marketing Plan 
The marketing plan is central to the success of the overall casino. Traditions Resort and Casino will be 
entering a highly competitive market with established operators. None of these players will be willing to 
cede market share to a new entrant. As such determining the correct amount of spend and the correct 
allocation of spend to each component of the plan. 

In recent years casino marketing programs have used promotional play as incentives to players. The VLT 
operations at racetracks are reimbursed up to 10% of win for free or promotional play offers. Many see 
high levels of free play as indicative of properties with fewer amenities. Close evaluation of the 
properties in Pennsylvania shows that even properties with a range of food and beverage offerings, hotels 
and other amenities fall back on offering free play to drive visitation. 

The marketing program outlined below has been designed to drive the revenues anticipated by the 
management company. Marketing plans are based on industry standards and experience, and adapted to 
the particular markets targeted by the property. 

a. The primary geographic market area of focus will be a 30 mile range (<30 minute drive time) that 
covers the area of Binghamton, NY. The secondary market will extend to the 30-60 mile range 
(30-60 minute drive time) and importantly covers an extensive part of north Pennsylvania where 
the Traditions Resort and Casino will attract a significant number of visits from this market 
currently being captured by Mohegan Sun and Mt. Airy. Tertiary markets extend to the 90-120 
mile range in New York and Pennsylvania, as well as Ottawa, Canada, due to its affiliation with 
Binghamton’s American hockey league team, the Binghamton Senators. 

b. The management group will address the following marketing strategic initiatives: 

• Build brand awareness for Traditions Resort and Casino 
• Emphasize “new” and “proximity” in our key advertising messages to generate initial trial: 

the combination of the quality of the physical building, the new games, and the dining & 
entertainment options in an area that provides a full service offering to the region. 

• Leverage the existing database and other acquisition programs/promotions to build the loyalty 
player database for Traditions. 

• Implement interactive marketing initiatives including a mobile technology infrastructure and 
social media platform to deliver timely and relevant content and communication to customers 

• Develop a hosting program that caters to the needs of mid-level and high-end customers. 
• Incentivize trips year-round through direct marketing, promotions, events and other offerings. 

Our pre-opening marketing plan objective is to blend a variety of communication strategies to introduce 
the “new” Traditions Resort & Casino. The word "new" is one of the most compelling words used in an 
advertising headline. In the casino world, “new” is a great way to attract and generate trial visits by 
customers. We will emphasize the “new” Traditions Resort & Casino and leverage its’ location, 
accessibility and proximity which will play a key role in messaging: easy to get to/just minutes from NYS 
Interstates 81, 84 and 86, minutes from Binghamton, NY and less than 12 miles from the Pennsylvania 
border. 
The Pre-opening Advertising & Promotion Plan includes; 

1. Site Construction Phase 
• Public Relations/Media Event with ground-breaking ceremony. 
• Work with Tourism officials to market the new casino to tour & travel groups and major 

events coming to the city post-opening. 
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• Develop relationships with area hotels to create overnight packages, special deals and 

integrate marketing efforts to maximize messaging and broaden the reach to various customer 
segments. 

• Launch a microsite, TraditionsResortandCasino.com that will be a portal for construction 
updates, property renderings, press releases, grand opening dates and to be a platform for opt- 
in customer data collection through the execution of online sweepstakes/promotions 
throughout the pre-opening phase. 

• Web-cam that will show the development progress to be highlighted on the new microsite 
home page. 

 
2. 3-6 Months Prior to Opening: 

o Teaser Campaigns 
 Direct mail pieces and email blasts to Seneca Players Club Members. 
 :10 second or :15 second teaser TV spots and online pre-roll video. 
 Teaser strip ads in newsprint 
 Teaser online web banners 
 Teaser radio ad campaign 
 All Teaser campaign collateral will reference an online sweepstakes/promotion 

that drives participation and online new card sign-up to the microsite and requires 
opt-in to be eligible for the grand prize(s) to be awarded just prior to grand 
opening. 

 Other new card sign-up programs will be initiated including kiosks at local malls, 
festivals and events, outreach to area businesses. 

3. 0-3 Months Prior to Opening: 
o Targeted direct marketing campaign to Seneca Players Club Members 
o Every Door Direct Mail drops through USPS targeting households with propensity to 

gaming and/or high income households in primary, secondary and tertiary markets. 
o Create a countdown timer on website home page. 
o Drive stronger opening announcement messages on exterior of the building and around 

perimeter of the property. 
o Enhance the teaser ads to coming soon ads. 
o Regularly  invite  members  of  the  media,  stakeholders  and  local  members  of  the 

Community to tour the property, creating free PR ‘buzz’. 
o Grand Opening media plan begins in full force in last 30 days.  Opening date and opening 

promotions/events to be highlighted as support items. 
4. Grand Opening: 

o On grand opening and week of; 
 Schedule website takeovers on key news/weather/entertainment websites, 
 Front page spadea wraps in newsprint, 
 Live radio remotes with local radio stations and 
 Indoor or Outdoor entertainment to enhance the customer experience, which 

could include live entertainers, DJ’s, or celebrity appearances. 
 Develop a commemorate players club card, as well as commemorative gaming chips 

that celebrate the grand opening date. 
 
 

The overall marketing plan will be comprised of Advertising, Database Marketing, Interactive Marketing, 
Entertainment, Player Development, Group Sales, Promotions/Events, Revenue Management and 
Marketing Services. 
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Advertising 
The marketing campaign for Traditions Resort and Casino will include traditional advertising such as 
newspaper, radio, billboards on main arteries including NYS Interstates 81, 84 and 86 as  well  as 
television advertising due to the cost effectiveness of purchasing placement on cable TV in the 
Binghamton and Elmira market that both spill into Pennsylvania. Television placement in the Wilkes- 
Barre Scranton market will also be considered. 

In addition ten second promo donuts will also be developed in the TV spots to showcase promotions, 
events, tournaments and other food/entertainment specials. Television advertising is an integral 
component to showcasing the Traditions brand image and will emphasize the physical amenities of 
Traditions as well as the superior guest service and competitor advantages. 

Online advertising will be a high priority as more customers move to the online media space to search for 
information, entertainment options and receive delivery of messages. Strategic search engine optimization 
and geo/demographic targeting will be utilized across all online channels. 

One of the keys to all marketing/communications efforts is sound market research. We will relentlessly 
monitor, pay attention to, and speak to our patrons who are the lynchpin of our continued success. To be 
cost effective we will use internet surveys to members of our database for specific areas of investigation. 
Historically, we know by response rates that patrons actually enjoy being communicated to in this 
manner. 

TARGET CUSTOMERS 
Target Customers can be segmented by; a) geography, b) demographics, c) psychographics, d) behavior 

1. Sustain a core segment of profitable players from the primary market 
2. Attract entertainment seekers and gamers in secondary and tertiary markets 
3. Gain  incremental  visits  from  Seneca  Players  Club  members  by  cross-marketing  the 

Traditions property. 
4. Travel Destination Market; Leisure Travel in the surrounding areas 

WHAT’S MOST IMPORANT TO THESE CUSTOMERS 
A fun, safe and exciting, quality gaming & entertainment environment. 

 The best selection of the newest and most popular video slot games. An exciting table 
games atmosphere and service to support it. 

 The total gaming & entertainment experience, blending excitement and value with 
boutique hotel rooms, fine dining and casual restaurants and consistent best-in-class guest 
service. 

 A competitive Players Club rewards program 

OBJECTIVES/GOALS 
1. Successfully launch a pre-opening/teaser campaign. 
2. Build and sustain brand awareness levels. 
3. Maintain consistent brand messaging. 
4. Show property visually to generate trial. 
5. Be consistent in all forms of advertising. 
6. Develop brand standards. 
7. Build photo/video library. 

TACTICS 
1. Launch pre-opening/teaser campaign. 
2. Create a strong brand message and campaign that appeals to target customers. 
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3. Launch a comprehensive 12 month media plan in key markets inclusive of TV, radio, 

newsprint, billboard and online. 
4. Develop and manage an added-value program associated with the media buy to extend 

the reach of the media placement. Added-value programs include: bonus spots, bonus 
ads, sponsorships, promotions, on-air contests, and on-air live remotes. 

5. Leverage advertising campaign to reach younger demographics and destination/travel 
market. 

6. Increase presence and awareness in Canada/Ottawa, PA and outer NY State markets. 
7. Enhance integrated advertising efforts with online and mobile efforts. 
8. Leverage strategic partnerships that provide additional advertising distribution channels 

and added-value opportunities (e.g. create a niche lifestyle and entertainment publication 
Traditions Today for in-room distribution and distribution across the region). 

9. Negotiate and provide diverse co-op & partnership opportunities, across a variety of 
mediums, that leverage the broader marketing goals of Traditions and its’ partners. 

10. Continue community goodwill via marketing sponsorships. 
11. Create consistency in all messaging. 
12. Continue  market  research  to  determine  guest  satisfaction  and  advertising  reach  and 

effectiveness. 
ADDITIONAL NOTES 

 Public & Media Relations will play a prominent role in generating brand awareness, 
implementing programs to support marketing efforts aimed at generating revenue, maximize 
opportunities for publicity in all appropriate media outlets and promoting a consistent 
positive image for the Traditions Resort and Casino. PR activities to include; 

 Fostering positive reactions and top-of-mind awareness in the surrounding community. 
 Effectively  maintain  thorough,  accurate  and  quality  media  contact  database,  including 

online, consumer/travel media & trade publications. 
 Actively manage professional media relationships (local and regional) that will benefit the 

organization as a whole. 
 Actively pitch stories to media and follow up as required on press releases to maximize 

coverage. 
 Be   pro-active   in   developing   publicity   programs,   which   capitalize   on   unexpected 

opportunities as they arise. 
 Maintains current and well organized resource materials including Press Room Content, 

Media Materials and Media Lists. 
 Manage on-going measurement of Public/Media Relations effectiveness. 
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Database Marketing 
Database Marketing and Direct Marketing are the driving forces for player communication and trip 
generation. Direct Marketing delivers marketing communication and promotional offers/incentives to 
profitable members of the Traditions Players Club to reward customer loyalty, increase player visitation 
and spend, support efforts for amenity occupancy levels and to drive visitation to non-peak periods. 

Database segmentation and customer profitability will ensure that key customer segments are identified 
and targeted accordingly. 

• Acquisition (New Member Sign-Up Bonus, Email signup bonus promotions will 
encourage email opt-in for casino patrons and entertainment seekers, Phone Opt-Ins, 
Bring-a-Friend programs, Competitor Card Exchange programs), 

• Conversion (New Member Bounce-Back offers to bridge new member visitation until the 
player becomes part of the Newsletter campaign), 

• Retention (Monthly Newsletter/Email, Hotel/Entertainment/Food offers) 
• Loyalty (VIP Membership, Bonus Rewards, Gifts, Special Events) 
• Win-Back (Fader and Inactive Programs; Point Purge Notifications, Reactivation Offers). 
• Targeted Campaigns (Key Growth Markets). 

In addition to building brand awareness, customer acquisition is a key initiative for the Traditions project. 
Customer Acquisition can occur in two key ways; a) sign-up for the Traditions Players Club, b) sign-up 
for an Email Communication program for Traditions that includes both casino patrons and patrons 
looking for more amenity-related experiences (i.e. entertainment seekers) and c) download of a Traditions 
Resort and Casino mobile app. Executing sweepstakes and promotions linked to opt-in and download will 
be an effective means to capture customer information and encourage trial and visitation. 

Increasing the size of the email database will enable the use of email marketing as the main tool for 
communicating to the patron database, which is both cost-effective and allows for quick turnaround for 
communication. It is also aligned with current trends in the marketplace as patrons continue to increase 
their use of mobile devices for various functions including email, text messaging, receiving offers & 
discounts, and booking reservations or making purchases online. 

TARGET CUSTOMERS 
Customer segments where the direct marketing efforts will be focused on include; 

 
1. VIP Tier Card Levels; 

a. Focus on members of the top tier card levels to support financial objectives as 
the top 10-20% of members will likely account for 70-80% of the revenues. 

2. Profitable and high potential customer segments; 
a. Through player tracking, revenue and expense information will be used to 

determine player profitability which then flows to targeted campaign 
development. 

3. Patrons who reside in Local, Competitive and/or Growth Markets; 
a. Binghamton, NY, Elmira, NY, Pennsylvania, and areas such as Ottawa, 

Canada due to the affiliation with Binghamton's sports team. 
 

WHAT’S MOST IMPORTANT TO THESE CUSTOMERS 
 Gaming offers & amenity incentives (i.e. Hotel Stays, Concert Tickets, Food Offers) 
 Offer & communication relevance 
 Recognition for play/visitation 
 Timely Communication 

June, 2014 CONFIDENTIAL Page 19  



Confidential Business Plan for Traditions Resort & Casino 
 

 
OBJECTIVES/GOALS 

1. Increase Tradition card members. 
2. Develop campaigns and offers relevant to customers 
3. Provide the necessary reporting and analytical tools to support marketing efforts 

throughout the organization. 
4. Develop a holistic customer view to be used for targeted direct marketing campaign 

execution. 
5. Build and leverage an opt-in Email Address database. 
6. Gather  and  store  “soft  profiling”  information  to  improve  targeted  campaign 

executions. 

7. Leverage Technology to effectively and efficiently execute Database Marketing and 
Direct Marketing functions and to enhance customer intelligence to tailor future 
campaigns. 

8. Launch a series of online communication pieces including monthly email newsletters. 
 

TACTICS 
 

 
1. Acquisition  Programs;  New Member  Bonus, Card Trade-Up Exchange Program, 

Email Sign-Up Incentives/Contests, Web and Mobile app promotions. 
2. Conversion Programs; Post-Concert/Event Bounce-backs from activities taking place 

in the surrounding region. 
3. Retention Programs; Monthly Direct Mail & Email Newsletters 
4. Loyalty   Programs;   VIP   Tiered   Newsletters,  Targeted   Direct   Mail   &   Email 

Campaigns for VIP and Growth Markets 
5. Win-Back Programs; Point Purge Notifications, Reactivation Campaigns, invitations 

to player events 
6. Email Marketing Programs including Monthly Email newsletters 
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Interactive Marketing 
Social Media and mobile devices have changed the way customers consume content and interact with 
businesses and people. The increasingly “on-the-go” purchaser is influenced by a continuous flow of 
information with has subsequently created an opportunity for Traditions Resort & Casino to engage with 
the audience through social media and mobile platforms. Launching a mobile app and mobile website is a 
key initiative to continually stay in touch with customers, enable the ability for players to login to their 
account 24/7 and to leverage technology like geo-fencing and push notifications to keep the Traditions 
brand top-of-mind and encourage impulse visitation. 

With the reliance and importance of social networks, it presents significant marketing opportunities for 
Traditions. Using Facebook is a great way for us to communicate our brand messaging to a broader 
audience, to frequently engage with the customer and to provide information & value to entertainment 
seekers. 

Facebook enables the use of deals, discounts, specials and promotional content that will lead to generating 
incremental visits to Traditions. Interactions and engagement through Social Media will offer a personal 
touch that will single-out Traditions Casinos as the “preferred” choice for gaming, leisure and 
entertainment. 

 
 

Traditions goal is to start off strong and ‘Go Social’ by effectively connecting to the “on-the-go” 
customers: enhancing the off-property brand experience while building customer loyalty, and attracting 
new guests. 

 
TARGET CUSTOMERS 
Target Customers can be segmented by; a) geography, b) demographics, c) psychographics, d) behavioral 

1. Potential new customers  
2. Existing players club members 
3. Social media users whose interests include ‘casino/poker/gaming’, 

 ‘dining/entertainment’ or those who play social gaming.  
4. Entertainment seekers  
5. Destination tour & travel market  

 
WHAT’S MOST IMPORTANT TO THESE CUSTOMERS 

 Easy-to-use interactive   application with seamless compatibility   with   emerging 
technologies 

 Timely and current messages 
 Customer-focused relevant and engaging content 
 Added-value and promotional opportunities 

 
OBJECTIVES/GOALS 

1. Launch “on the go” mobile app and mobile website 
2. Relevant, timely information across multiple touchpoints (text, email, website, social 

media, mobile) 
3. Use social media to attract Facebook fans and Instagram/Twitter followers. 
4. Drive on-site redemptions through digital offers. 
5. Allow members to change/integrate social settings to allow us to push targeted offers to 

their mobile device. 
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TACTICS 

6. Increase traffic to our apps and mobile website by making mobile an integrated part of 
the Traditions experience. 

7. Make it easy for users to engage and share content through multiple channels. 
 
 
1. Drive traffic to the websites through effective use of search key words (SEM) and 

organic search engine optimization (SEO) efforts. 
2. Launch database and social campaigns in tandem with an integrated CRM platform. 
3. Execute player club member online initiatives, to include signup for new membership. 
4. Add social sharing (Facebook, twitter, google+, email etc.) buttons across all pages of 

the website as well as expand the ability to share app content to Facebook and twitter. 
5. Expand the promotional offers within Traditions and Facebook to increase/generate trips 

and convert online customers to bricks & mortar. 
6. Execute monthly social media promotions, as well as, daily promotions when needed. 
7. Expand our social reach with a featured ad and sponsored story Facebook campaigns. 
8. Continuously refine the email marketing program to keep customers interested and 

engaged in Traditions content and messaging. 
 

Entertainment 
Traditions will partner with local entertainment venues to co-sponsor shows and cross market each other’s 
facilities. A key means to drive visitation to the property is to launch a post-event promotion whereby 
encouraging entertainment goers the opportunity to exchange their ticket stub from concerts, events, 
theatre or festivals at Traditions for either gaming or amenity type offers. This will be a promotional snipe 
on various advertising collateral pieces and marketing through various partnerships established in the 
community. 

 
Player Development 
The Player Development department will be taking an aggressive sales and service driven approach to 
drive the overall VIP business. The Player Development Executives (“PDE’s”) and Casino Hosts will 
focus on three main business components; maintain a core portfolio of customers, generate new customer 
relationships, and reactive dormant accounts. In addition to meeting specific goals in these categories, 
each PDE and Casino Host will be responsible for managing comp expenses and maintaining a desired 
level of customer profitability. 

All Casino Hosts will be assigned to the under $250-$399 Average Daily Theoretical (“ADT”) range 
players. The PDE’s will be assigned to the $400+ ADT players. 

An outline of expectations and portfolio goals/targets will be clearly communicated to each member of 
the team. For example, each Player Development team member will be responsible for increasing the 
rated play of their coded guests’ year over year, outlined in a financial business component of their plan 
and will be evaluated for success on a yearly basis. Reporting will be done monthly to ensure that the 
team knows where they stand, and who is not meeting expectations. This will assist the team in targeting 
their telemarketing strategies, and ensure they can be as impactful as possible. The team will also seek to 
develop relationships with new and reactivated VIP guests and will follow-through with post-visit 
correspondence to keep the guests active. 
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TARGET CUSTOMERS 

 
 

1. Player Development Executives; $400+ ADT guests 
2. Casino Hosts;  $250-$399 ADT guests 
3. New potential VIP Players 
4. Dormant VIP players 
5. Maintenance and growth of the $200-$399 ADT business 

WHAT’S MOST IMPORTANT TO THESE CUSTOMERS 
 Appreciation and Recognition 
 Regular contact with casino personnel 
 Personalized direct marketing 
 VIP membership benefits and rewards 
 Communication regarding promotions and special events 

 
OBJECTIVE/GOALS 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

TACTICS 

1. Ensure customer service is met by increasing in the following capabilities: 
• Accessibility of host during visit 
• Friendliness of host 
• Level of communication prior to visit 
• Anticipation of needs 
• Knowledge of promotions and special events 
• Addressing all customer service issues in a timely manner 

2. Increase Player Development and Casino Host portfolio value annually. 
3. Develop a plan to continuously increase new VIP player coding and monitor inactive 

VIP accounts. 

 

 
1. Leverage  resort  amenities  (Hotel,  F&B,),  External  Amenities  (Off-Site  Sports  & 

Events), and promotional offerings as a marketing tool for VIP guests. 
2. Develop special event calendar to identify and target key customer segment to ensure 

PDE goals/targets are met. 
3. Maximize off property events to target the Ottawa and Pennsylvania markets. 
4. Manage comp expenses for coded database to appropriate levels. 
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Group Sales 
Bus Group Sales key initiative is to drive ‘profitable’ mid-week/mid-day volume to Traditions Resort & 
Casino via the motor-coach program, and to align ourselves with a network of licensed operators in key 
feeder markets to attract profitable prospective mid-level customers. While general Group Sales will 
target FIT, SMERF, corporate and leisure group business. 

The motor-coach program is primarily targeting an older customer (i.e. 50+ years of age), therefore the 
incentive program will include a mix of gaming and food offers. Traditions Resort & Casino will be 
competitive in the marketplace but will maintain profitable margins. 

Bus Group Sales will establish a network of key line-run and charter group operators covering all key 
markets (Ottawa, Eastern Southern Tier NY, Pennsylvania, Binghamton, and Elmira) 

TARGET CUSTOMERS 

1. Line Run Passengers: 
 New York (Eastern Southern Tier, Elmira, Binghamton, Ithaca, Syracuse, Utica) 
 Pennsylvania (Willamsport, Scranton, Wilkes-Barre) 

2. Charter Groups 
a. FIT, SMERF, corporate and leisure group business. 

WHAT’S MOST IMPORTANT TO THESE CUSTOMERS 
 Incentives/Offers 

• Group Leader 
• Passenger 

 Promotions/Events calendar 
• Advanced communication so visits can be planned accordingly 

 Guest service and entertainment experience 
 Cooperative advertising efforts to support line run services 

 
OBJECTIVES/GOALS 

 
1. Develop a superior guest experience and provide entertainment value to customers 

a. Easy to use booking/reservation process 
b. Quick and efficient disembarkment processing 
c. Great service at bus drop-off. 

2. Develop line run schedule. 
 

TACTICS 
 

1. Launch a competitive Bus Group Sales incentive program. 
2. Communicate  the  promotions/events  calendar  and  incentive  program  3-6  months  in 

advance. 
3. Build new relationships and introduce new bus operators. 

Resort Revenue Management 
Resort Revenue Management focuses on yield maximization strategies, tactics, forward thinking and 
profitability. It is complex because it involves several aspects of management control, including rate 
management, inventory management, revenue streams management, and distribution channel 
management, just to name a few of them. Revenue management is multidisciplinary because it frequently 
works  with  one  or  more  other  departments  when  designing  and  implementing  yield  management 
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strategies, that blends elements of the sales and marketing, operations, and financial management into a 
highly successful strategic approach. 

From a revenue management perspective, there are a number of key performance indicators which are 
critical. Revenue Generation Index rank or change of rank vs. previous periods (i.e. last year or month); 
RevPAR, change vs. previous period or vs. goal; Distribution Channel performance vs. previous periods 
and/or goals; Profitability (as % margin, per available room or similar). 

TARGET CUSTOMERS/SEGMENTS 
 
 

1. Comp eligible players club members 
2. Leisure Travel 
3. Online Travel Agencies (OTA) 
4. Global Distribution Systems (GDS) 

WHAT’S MOST IMPORTANT TO THESE CUSTOMERS 

 Comparison shopping 
 Rate Integrity 
 Rate Parity 
 Package/Experience value 
 Ease of booking 
 Customer service 

OBJECTIVES/GOALS 
 

 
 
 
 
 
 
 
 

TACTICS 

1. Effectively balance the comp/cash mix that maximizes room/gaming revenue potential. 
2. Develop competitive hotel pricing and value adds to increase length of stay, and fill non- 

peak periods throughout the year. 
3. Develop revenue management awareness/ communication within other departments to 

ensure staff is kept abreast of all activities. 

 

 
1. Regularly  scheduled  yield  and  staff  meetings  with  the  proper  dissemination  of 

information and updates. 
2. Implement  up-sell/cross-sell  tactics  to  entice  customers  to  stay  at  our  properties  by 

educating new guests of all the amenities and entertainment Traditions has to offer. 
3. Establishing an e-Commerce Distribution Channels. 
4. Create dynamic packaging to offer on our booking engine. 
5. Establish market segmentation to drive profitable customers through focused product, 

pricing and distribution. 
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Marketing Services 
Marketing Services is the ‘hub’ for all inbound activity (e.g. hotel reservations, dining reservations, 
special event/tournament bookings, direct mail offer fulfillment, general Inquiries, etc.) and in some cases 
is the first direct line of contact of prospective customers. Call Center agents are “brand ambassadors” 
that need advanced product/service knowledge, and must be resourceful, adaptable, responsible, 
disciplined, a good ‘listener’ as well as a good ‘speaker’. 

The measurement of success for Marketing Services is: a) providing exceptional guest service; b) accurate 
and consistent communication to guests; c) cross-sell/up-sell results; d) KPI’s (average speed of answer, 
call volumes, conversions, abandoned calls, etc.); and e) FTE/Labor Management. 

Establishing an effective performance management system, within the call center/customer service arena, 
is critical for Traditions to deliver "best in class" service and sales. The Performance Management Cycle 
has the following key elements: 1) setting goals and objectives; 2) providing ongoing feedback; 3) 
enhance communication; 4) coaching; 5) acknowledging compliments paid by patrons; and 6) 
performance reviews. 

Special Events 
Special Events is a collaboration with Promotions, Player Development, and business divisions (F&B, 
hotel, gaming operations), along with key executive personnel to provide unique and memorable 
experiences for guests of Traditions Resort & Casino. A key goal is to enhance the guests overall 
entertainment experience by leveraging the amenities, 4-diamond service and exceptional culinary team. 

Special Events are created specifically for VIP Customers as a means to recognize and reward customer 
loyalty, to motivate customers to move from frequent-to-loyal guests, and to provide additional 
entertainment value. Examples include Unique Events (e.g. Dinner w/ Headline Entertainer, Celebrity 
Appearances, Top Player Parties, Parties held in conjunction with local sports teams, On-Going Events 
(Quarterly Birthday Parties), Interactive Events (Golf Tournaments, Slot & Table Game Tournaments) 
and Holiday Events (New Year’s Eve, July 4th). Special Events are also a key opportunity for VIP guests 
to interact with members of the Player Development/Host team, Executive Team members and other VIP 
guests. 

During key holiday periods, Special Events and/or Property Theming will be used to appeal to the masses 
(e.g. Christmas Holiday Décor). 

The Special Events Department’s primary focus is on creation, planning, execution and event 
management, whereas, the responsibility of filling the event with profitable/targeted customers and 
ensuring ROI goals are met fall within Database Marketing and Player Development. 

Promotions 
The objective of Promotions is to focus on generating mid-week excitement on the casino floor, trip 
generation through peak-the-peak grand prize giveaways, and promoting and enhancing the Traditions 
brand experience. In addition, promotions will be targeted to reward customer loyalty and leverages as a 
means for player acquisition or as a player development tool. 

The approach will be to focus on these fundamental steps to ensure we execute successful promotions; 

 Strategize - What are customer perceptions? What are our competitors doing? What are 
the current marketing conditions? What are our system capabilities? 

 Tracking  &  Measurement  –  Every  promotion  must  incorporate  tracked  play  and 
predefined targets & goals. 
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 Promotions must be Easy to Understand – We need to be able to explain the promotion in 

as few words as possible or it will be difficult to acquire buy-in from customers and from 
staff. 

 Offers/Prizes must be Desirable and Relevant – Big Ticket Prizes (e.g. Cars, Excursions, 
Cash, Gift Cards), Gifts (Electronics, Apparel) and Prizes (Free Play, F&B, Hotel, Spa, 
Golf) must have perceived value, something that customers ‘want’ and would make the 
visit specifically for the promotion. 

 Leverage Technology – we will utilize technology to execute promotions by card-type, 
“activations” on draw dates, “bonus entry” multipliers by card-type, “roll-over” entries, 
“mystery cash” promotions, etc. 

 Focus on Execution – The most successful promotion is one that is executed flawlessly. 
We will be imaginative, but will keep it simple. 

Promotions will cater to: a) Mass Appeal, where ‘everyone’ is eligible to participate and thus it is an 
opportunity for acquiring new customers and to enhance the brand experience; or b) Targeted Customer 
Segments, where only ‘selected’ customers are eligible to participate and thus it is an opportunity to 
develop relationships and reward customer loyalty as well as encourage the masses to reach new tier card 
levels. 

Key Targeted Customer Segments include VIP Club Members, Moderate Gamers ($100-$499 ADT), and 
High Rollers ($500+ ADT). 

TYPES OF PROMOTIONS 
 

1. Acquisition Programs: aggressive new member bonus in new/growth markets; email 
sign-up incentives/contests for new and existing members; trade-up card exchange 
program. 

2. Semi-annual gifts and/or promotions for VIP players club members. 
3. Monthly promotions that have mass appeal (e.g. car sweepstakes, cash giveaways) with 

“bonus entries” and “drawing activations”. 
4. Birthday card-in promotion – award members who visit us on their birthday! 
5. Supplemental promotions to drive visitation to specific time-frames (e.g. Mystery Free 

Play, Tournaments, Earn “X”-Get “Y”, Loyalty Gifts, Swipe-and-Win, etc.). 
6. Targeted promotions for specific customer segments 

The Players Club/Promotions area is also a key resource center, where guests can go to sign-up for 
Traditions Club membership, update account information, ask questions about promotions, membership 
benefits or general resort information or to provide feedback on their experience. 

 
 

c. A significant strength in this project is that Seneca Gaming Corporation (“casino manager”) has 
been in the casino operations in Western New York for over 11 years and has a wealth of 
knowledge pertaining to cyclical/seasonal nature of tourism demand and the strategies and tactics to 
ensure maximum use of facilities throughout the entire calendar year. This is evident by the 
financial viability and strength of the Seneca Casinos brand. Through strategic planning and 
execution of a comprehensive events and marketing calendar, supported by continuous direct 
marketing efforts, visitation patterns can be steered to meet the needs of the facility. 
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Financial Analysis 
 
 

Traditions Resort and Casino 

Proforma Income Statement - Base Case 

       

  
Annual Annual Annual Annual Annual 

Revenues Year 1 Year 2 Year 3 Year 4 Year 5 

 
Tables 31,148,000 32,162,000 35,100,000 36,140,000 37,076,000 

 
Slots 88,652,000 91,538,000 99,900,000 102,860,000 105,524,000 

Total Gaming Revenue 119,800,000 123,700,000 135,000,000 139,000,000 142,600,000 

  
          

 
Food & Beverage 8,200,000 8,700,000 13,000,000 13,300,000 13,500,000 

 
Lodging 2,800,000 2,900,000 7,700,000 8,000,000 8,400,000 

 
Retail, golf and other 1,600,000 1,600,000 6,300,000 6,600,000 6,900,000 

  
132,400,000 136,900,000 162,000,000 166,900,000 171,400,000 

 
less: Promotional credits -6,594,360 -6,711,841 -8,103,544 -8,323,632 -8,639,223 

 
less: Promotional allowances -6,205,640 -6,388,159 -7,196,456 -7,376,368 -7,560,777 

Net Revenues 119,600,000 123,800,000 146,700,000 151,200,000 155,200,000 

  
          

YOY Growth        N/A 3.5% 18.5% 3.1% 2.6% 

  
          

Operating Expenses           

 
Gaming:           

 
  Payroll and Related 15,680,561 16,036,197 17,717,160 18,151,344 18,718,710 

 
  Gaming Tax 35,824,642 36,978,616 39,888,394 41,040,251 42,031,983 

 
  Cost of Gaming Sales 9,519,439 9,063,935 11,382,840 11,848,656 12,081,290 

 
  Land Lease 8,000,000 8,200,000 8,300,000 8,500,000 8,700,000 

 
    Expenses as % of Gaming Revenue 57.6% 56.8% 57.3% 57.2% 57.2% 

  
          

 
Food & Beverage:           

 
  Payroll and Related 2,870,000 3,045,000 4,550,000 4,655,000 4,725,000 

 
  Cost of Goods Sold 5,130,000 5,255,000 7,050,000 7,045,000 7,175,000 

  
          

 
    Expenses as % of F & B revenue 97.6% 95.4% 89.2% 88.0% 88.1% 

  
          

 
Lodging:           

 
  Payroll and Related 840,000 870,000 2,310,000 2,400,000 2,520,000 

 
  Operating Supplies 160,000 230,000 490,000 500,000 480,000 

   
        

 
    Expenses as % of Lodging Revenue 35.7% 37.9% 36.4% 36.3% 35.7% 
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Retail, Golf & Other:           

 
  Payroll and Related 512,000 512,000 2,219,000 2,266,000 2,369,000 

 
  Cost of Sales 600,000 600,000 2,725,000 2,750,000 2,875,000 

 
    Expenses as % of Retail Revenue 69.5% 69.5% 78.5% 76.0% 76.0% 

  
          

  
          

 
 Payroll and Related 7,952,590 8,212,843 9,643,253 9,894,731 10,157,828 

 
  Advertising and Promotion 3,289,770 3,386,528 3,815,027 3,910,403 4,008,163 

 
  Utilities 3,200,000 3,164,000 3,327,280 3,393,826 3,461,702 

 
  Other (Specify) 1,874,000 1,932,412 1,659,092 1,744,670 1,775,686 

 
 Bad Debt Expense 1,198,000 1,237,000 1,350,000 1,390,000 1,426,000 

 
 Management Fee 2,500,000 2,600,000 3,100,000 3,100,000 3,200,000 

 
 Charitable Foundation Contributions 0 300,000 400,000 400,000 400,000 

 
    Expenses as % of Gross Revenue 16.7% 16.8% 17.3% 17.1% 17.1% 

  
          

  
          

  
          

 
Operating Expenses 99,151,002 101,623,530 119,927,046 122,989,880 126,105,363 

  
          

 
EBITARM 30,948,998 32,976,470 38,172,954 39,810,120 40,994,637 

  
          

 
Margin % on Net Revenue 25.9% 26.6% 26.0% 26.3% 26.4% 

 
 
 
SOURCES AND USES OF FUNDS: 
 
The sources of funds will consist of member investments and bank and public debt financing. The initial source 
of funds that will provide the member investment will be generated by the Walsh family as follows: 

1. The formation and casino development costs prior to June 30, 2014 estimated to be approximately $2.5 
million dollars. 

2.  The transfer of the ownership of the business operations and facilities of the golf course, destination spa, 
hotel and banquet business with an estimated value of $5 million dollars. 

3. The sale of the 450 acres of the planned unit development of the casino project by the Walsh family to a 
REIT, with a lease agreement, and repurchase option. The sale/lease agreement is summarized per the 
footnotes to the forecasted financial statements per exhibit VIII A.4.b. The sale/lease agreement 
commitment is documented in exhibit VIII.6.a. 

  The debt financing will be incurred during both the first and the second phase of the casino development, 
anticipated to be fully completed by December, 2016. The development would expand the hotel facility, and 
develop a mall facility that would include new restaurants, retail, and beverage and entertainment venues. The 
bank financing commitment letters are documented in exhibit VIII.6.a. 
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  Amount 

(in millions) 
 Ownership % 

SOURCE OF FUNDS:     
Walsh family  investment( as stated above)  $              87.5              100.0% 
    Phase I Construction                                                                        100.0                    
    Phase II Construction                   40.0   
     
Total source of funds  $             227.5   
     
USE OF FUNDS:     
Assignment of the hotel, and business    $                 5.0   
Construction period costs including organizational start-up, 
interest,  and operational expenses (including pre-license cost o  
$2.5 million) 
Working Capital and Cage Cash Fund 
Retainer Fee (see Note 15)(see note below)*                                                                                                                                          

  
                   6.7 
                 25.8 
                 15.0 

  

Payment of  the gambling license fee before the casino 
     opens (see note 12) 

  
                 35.0 

  

Cost of casino assets including building, furniture, fixtures, 
inventory 
     and equipment                                                                                          

                 
         100.0 

  

Phase two of the construction, which would include new  hotel, 
     restaurants, retail, beverage and entertainment venues   

  
                 40.0  

  

Total uses of funds      $             227.5   
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Company Description 
The Wash family has owned the Traditions property for over a decade. The family is local. They were 
raised here. This is their home. The family knows the history of the property and the area, knows the 
community, is truly part of the community not just an investor. 

 
WILLIAM WALSH, Traditions at The Glen 
William Walsh is a principal owner of a third generation family enterprise known as Walsh and Sons 
Construction, based in Broome County, New York. Starting off in residential custom homes, the 
enterprise has expanded into the commercial-design/build market and has orchestrated numerous 
development projects in the Southern Tier Region. 

In the past decade, Bill has been directly involved in the restoration and expansion of the former IBM 
Heritage Country Club into what is now a first class Resort and Conference Center known as Traditions 
at the Glen. He is also a member of the Homestead Development Group, which is currently undertaking 
numerous development projects in the local community. William meanwhile serves on the boards of 
various local non-for-profit organizations and church groups 

PETER WALSH, Traditions at The Glen 
After graduating from Colorado State University in 2008, Pete started his career at Coscan Construction 
as a project engineer for high-rise condominium projects on North Miami Beach. He returned home in 
2009 to contribute to the family businesses, Walsh and Sons Construction and Detekion  Security 
Systems. He has since been instrumental in many local noteworthy construction projects including Jimmy 
Johns and Our Lady of Sorrows Church, and various security fence installation projects around the 
country. 

Pete sits on the board of Traditions Resort and has played a key role in the evolution of the Resort facility 
and community facing events. Pete led much of the inspiration for Traditions Resort and Casino. He has 
ambitions to improve the quality of life for residents of the Southern Tier, and feels this project is a great 
opportunity. 

MATT WALSH, Traditions at The Glen 
After graduating from Cornell University in 2003, Matt started his career in the Affiliate business at MTV 
Networks. He then spent three years in Investment Management at Lehman Brothers before choosing to 
return home to contribute to the family business. He has since opened the Salt Sanctuary at The Spa at 
Traditions. 

Matt is excited to be making a positive impact in the community that he grew up in. He envisions Broome 
County as a new destination for tourism in the Southern Tier, a place where graduates from local 
universities will want to stay and contribute to our community. 

JOHN J. HUSSAR, Grey Goose Graphics LLC 
John Hussar, partner, Grey Goose Graphics LLC, is responsible for all business functions of the Endwell, 
NY, based multimedia design studio. His expertise in sales & marketing, contracting, IT and marketing 
project management, technical consulting, web/graphic design/video production and product 
delivery/implementation to the Traditions at The Glen team. 

John has a diverse background that spans many industries, including sales, management, healthcare and 
emergency services. Raised in Johnson City, he has deep local ties to the community, having received 
part of his education from Broome County Community College and Binghamton University; he 
previously served as a member of the Union Volunteer Emergency Squad from 1985-2007 and joined the 
Endwell Fire Department in 2008 where he remains an active firefighter today. 
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The Manager 
The management team Traditions has engaged draws upon a significant record of success developing and 
operating gaming destinations in Upstate New York and beyond. As noted previously in this Application, 
to manage the Traditions Resort and Casino, the Applicant has entered into a Management Services 
Agreement with Gaming & Leisure Advisors, LLC, or GALA, an affiliate of Seneca Gaming Corporation 
(SGC), which is headquartered in Western New York. We elected to team with Seneca Gaming for many 
reasons including, in particular, its record of success and experience operating in upstate New York, the 
strength of its management team, and synergistic marketing opportunities. 

Gaming & Leisure Advisors, LLC (GALA) Management Team 
A key consideration in the Applicant’s selection of GALA to serve as Manager is the experience of the 
management team that will be brought to bear. In addition to significant operating experience, we 
believe that GALA and its affiliates are large enough to attract and retain a deep and sophisticated pool 
of gaming professionals, while being small enough to ensure that the Traditions Resort and Casino is 
given an appropriate degree of prominence, focus and attention within the overall business operations of 
the SGC corporate family. 

Cathy Walker, President and CEO: Cathy Walker joined Seneca Gaming Corporation in 2008 as Chief 
Operating Officer and was named president and CEO in 2010. Under her leadership, the company has 
achieved a standard of outstanding operational performance, which has become the hallmark of the 
company’s operational philosophy. Among the company’s many notable achievements of the past few 
years is the completion of more than $220 million in construction projects across its portfolio of 
properties. Seneca Gaming Corporation is today widely viewed across the gaming industry as a model of 
operational efficiency, responsible management and practical investment. A respected leader, she has 
become an active member of the Western New York business and philanthropic community, and serves 
on a number of boards and committees, including the Community Foundation of Greater Buffalo, the 
Niagara Area Foundation, and the Buffalo Niagara Partnership, the region’s largest business organization. 
Since starting her casino operations career nearly 20 years ago, Ms. Walker has held executive positions 
with Trump Entertainment Resorts, Harrah’s Entertainment, and Players Hotel Casino. She has led 
successful gaming properties in New York, New Jersey, Indiana, and Louisiana. Prior to her operations 
career, Ms. Walker served 13 years as Assistant General Counsel for the New Jersey Casino Control 
Commission. She is a graduate of Rutgers University and Rutgers Law School. 

Audrey Oswell, Chief Operating Officer: Audrey Oswell was named Chief Operating Officer at Seneca 
Gaming Corporation in 2013. She works closely with the senior management team and the corporation’s 
Board of Directors in managing the business and operational aspects of Seneca Niagara Casino & Hotel, 
Seneca Allegany Casino & Hotel and the new Seneca Buffalo Creek Casino. Ms. Oswell has more than 
30 years’ experience in the gaming industry and has served in top executive leadership  positions, 
including President, Chief Executive Officer and Chief Operating Officer at several gaming properties 
across the country. Prior to joining Seneca Gaming Corporation, she was the Chief Gaming Officer at the 
Atlantis resort in the Bahamas. Her impressive career has also included senior management roles at 
Resorts International and Caesar’s in Atlantic City and the Cosmopolitan and Fontainbleu Resort in Las 
Vegas. Throughout her career, Ms. Oswell has participated in raising more than $1.4 billion for property 
acquisition and expansion plans, and has achieved a successful record of driving revenue through an 
integrated approach to operations. She has earned degrees from Temple University and Drexel University. 

June, 2014 CONFIDENTIAL   



Confidential Business Plan for Traditions Resort & Casino 
 

 
David Sheridan, Chief Financial Officer: David Sheridan has served as the company’s Chief Financial 
Officer since 2008. Throughout that time, he has helped the company cultivate an exceptional reputation 
with the financial community, which it maintains to this day. The company’s exceptional performance 
during the depths of the economic recession and its ability to successfully refinance $500 million in bonds 
in 2010 underscore the regard in which Seneca Gaming Corporation is held. Mr. Sheridan provides 
oversight and direction for an organization with assets totaling more than $1 billion with annual revenues 
of more than $600 million, and departments responsible for more than $300 million in annual purchases, 
and payroll in excess of $110 million annually. A Certified Public Accountant, Mr. Sheridan formerly 
served as Chief Financial Officer for the Oneida Indian Nation of New York and its enterprises, including 
Turning Stone Resort and Casino. Throughout his career, he has provided key leadership in the 
negotiation and issuance of more than $1.2 billion in the high yield markets, tax exempt markets and 
through bank syndications. The Native American Finance Officers’ Association honored Mr. Sheridan 
with its Chief Financial Officer of the Year award in 2011. Prior to his work in the gaming industry, he 
spent seven years with PricewaterhouseCoopers, one of the nation’s leading financial consulting services 
companies. He is a graduate of LeMoyne College in Syracuse, New York. 

Kirstin Lowry Sommers, General Counsel: Kirstin Lowry Sommers was named General Counsel at 
Seneca Gaming Corporation in 2012. She oversees all legal processes, policies and actions on behalf of 
the corporation’s Board of Directors, the company and its three casino operations, including contracts, 
risk management, compliance, and regulatory oversight. As a litigator, Ms. Lowry Sommers has a 
background in complex commercial and securities litigation and has defended commercial contract and 
securities class actions, among other matters. In addition, she has extensive experience in development 
and sustainable initiatives, having worked with builders, contractors, suppliers and governmental entities 
in matters involving contracting and risk mitigation. Ms. Lowry Sommers was among the first  of 
relatively few attorneys in the region to have earned the prestigious LEED® Accredited Professional 
qualification. In addition to her work with Seneca Gaming Corporation and in maintaining her own 
private practice, she previously worked in an Of Counsel capacity with the Buffalo law firm of Hurwitz & 
Fine and as a litigation associate with Nixon Peabody. A recognized leader in the field, Ms. Lowry 
Sommers has counseled numerous clients in the areas of American Indian law and policy. An enrolled 
member of the Seneca Nation of Indians, she is a graduate of the State University of New York at 
Fredonia and the State University of New York at Buffalo School of Law. 

Robert Chamberlain, Sr. Vice President of Design and Construction: For nearly 40 years, Rob 
Chamberlain has played a leading role in engineering and construction projects around the world. His 
work with Seneca Gaming Corporation began in 2005 with the construction of the 26-story hotel tower at 
Seneca Niagara Casino, and he has helped the Seneca Nation of Indians leave an indelible stamp on the 
landscape of Western New York. Through his leadership, Seneca Gaming Corporation has been able to 
complete development projects totaling hundreds of millions of dollars, often completing the work ahead 
of schedule and under budget. These projects have included the construction of the permanent Seneca 
Allegany Casino & Hotel property, as well as a second hotel tower at that property, construction of the 
new Seneca Buffalo Creek Casino, major renovations of the main gaming floor, hotel rooms and buffet at 
Seneca Niagara Casino & Hotel, and the development of the award-winning Seneca Hickory Stick Golf 
Club. Mr. Chamberlain is a registered Professional Engineer, whose world-wide resume includes projects 
across the United States, Europe, Asia and the Middle East. In addition to his work with Seneca Gaming 
Corporation, his gaming industry experience includes a $100 million expansion at Foxwoods Casino 
Resort and a wide variety of additional projects at that property. Mr. Chamberlain is a graduate of the 
University of Canterbury in New Zealand. 
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Paul Tjoumakaris, Vice President of Slot Operations: Paul Tjoumakarais is a recognized slot 
operations executive who joined Seneca Gaming Corporation in 2012. As Vice President of Slot 
Operations, he oversees the company’s slot machine strategy and its robust offerings of more than 6,500 
slots across its three properties. Mr. Tjoumakaris began his gaming industry career in 1979, and has 
successfully opened and operated several slot operations at numerous casino properties, including the 
Seminole Gaming and Hard Rock Hotel casinos, Borgata Hotel Casino, Caesar’s Hotel Casino, Dover 
Downs Hotel Casino and Casino Windsor. While with Seminole Gaming and Hard Rock Hotel Casinos, 
he was responsible for the overall gaming operations and strategic direction of seven gaming properties 
owned by the Seminole Tribe of Florida. A pioneer behind several significant slot machine technology 
developments, Mr. Tjoumakaris is adept at utilizing technology, slot floor layout and game offerings to 
help maximize slot revenues and expand market share. In addition to his experience in the United States 
and Canada, he has assisted on slot development projects in Europe and Africa. 

Liza Cartlidge, Vice President of Business Operations and Strategy Execution: Liza  Cartlidge 
brought more than 30 years of gaming industry experience to the Seneca Gaming Corporation 
management team when she joined the company in 2011. As Vice President of Business Operations and 
Strategy Execution, she has played a leading role in creating a strategic plan for the corporation in helping 
to strengthen its internal processes, prioritize high impact capital investments and realize substantial cost 
savings. Ms. Cartlidge served on the Buffalo Creek Community Development Fund Advisory Committee, 
which provided grants totaling $1 million for infrastructure, beautification and community improvement 
projects in the neighborhood surrounding Seneca Buffalo Creek Casino. She has built a distinguished 
casino management career, serving in executive positions at both the property and corporate levels for 
multiple gaming properties in both New Jersey and Nevada, including Harrah’s Reno Casino Hotel, 
Harrah’s Atlantic City Casino Hotel, Showboat Atlantic City, Harrah’s Las  Vegas,  Harrah’s 
Entertainment Nevada Division, Harrah’s Atlantic City and Caesar’s Atlantic City. 

Lou Anderson, Director of Compliance: Since joining Seneca Gaming Corporation in 2009, Lou 
Anderson has served as the company’s chief regulatory compliance officer at its three casino properties. 
He is the company’s primary liaison with the Seneca Gaming Authority, the independent regulatory 
agency which oversees compliance and regulatory matters for all of the Seneca Nation’s gaming 
operations. In addition, Mr. Anderson oversees issues relative to corporate governance, investigations, 
and the Seneca Nation’s gaming compact with New York State. He is a former Vice President of Legal 
Affairs with Harrah’s Entertainment, where he served as the chief legal officer for the company’s land- 
based and riverboat casinos in New Jersey, Illinois, Indiana, Missouri, and Iowa, as well as Native 
American gaming facilities in Kansas and North Carolina. He also served as counsel to the Casino 
Association of New Jersey, which included the drafting of casino legislation and regulatory reform 
initiatives. Mr. Anderson also served as the Vice President and General Counsel at the Showboat Casino 
Hotel in Atlantic City. A practicing attorney for more than 30 years, he graduated from West Chester 
State College and Dickinson School of Law. 
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Matthew Roob, Executive Director of Financial Planning and Analysis: A strategic and financial 
analyst experienced in financial markets and management consulting, Matthew Roob has been with 
Seneca Gaming Corporation since 2011. He and his team analyze and evaluate the operational 
performance of all three Seneca Casinos properties, plus Seneca Hickory Stick Golf Club. Understanding 
the importance of each area of the company’s extensive operation, Mr. Roob also directs the budgeting 
team for all three casinos, 12 restaurants, two hotels and the golf course under the Seneca Gaming 
Corporation umbrella. In addition, he provides marketplace analysis, in order to identify competitors and 
potential opportunities. Mr. Roob has provided financial analysis and strategic planning services to 
gaming industry companies for more than 20 years. At Keystone Gaming Group and Merit Management, 
he initiated and implemented operational changes at a large tribal casino, resulting in higher EBITDA on 
lower revenue. Mr. Roob also directed market research and financial modeling for tribal casino projects, 
and led an operations-improvement project for a multi-property casino operation in Latin America. He 
also held management positions at Empress Entertainment and KPMG Consulting. Mr. Roob holds 
degrees from Kenyon College and the University of Chicago. 

Greg Bechkos, Vice President of Marketing: Greg Bechkos is responsible for creating and directing the 
marketing vision for all Seneca Gaming properties. Mr. Bechkos and his team manage patron outreach 
and engagement activities to all casino patrons through advertising, direct mail, database marketing, 
promotions, events, entertainment, interactive marketing, and other initiatives designed to strengthen the 
Seneca Casinos brand and to build and maintain customer loyalty. This coordinated, multi-faceted 
approach has helped Seneca Gaming Corporation maintain prominence in its market at a time  of 
increased competition for customers. Under his leadership and stewardship of the company’s multi- 
million dollar marketing budget, Seneca Gaming Corporation has been able to increase the effectiveness 
of and guest response to his properties’ direct marketing programs, and enhance the digital presence of its 
properties, while streamlining costs. An industry veteran with extensive experience in the U.S./Canada 
market, Mr. Bechkos spent more than ten years at Fallsview Casino Resort and Casino Niagara, most 
recently serving as Director of Marketing Services for the $1 billion casino resort complex. He is a 
graduate of Niagara College. 
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Broome County Construction for 2011 and 2012 
 
 
 

  
 
 

Type of Permit 

2011 2012 
Number 

of Permits 
Number 
of Units 

Value of 
Permits ($) 

Number 
of Permits 

Number 
of Units 

Value of 
Permits ($) 

 
 
 
 
R 
E 
S 
I 
D 
E 
N 
T 
I 
A 
L 

 
 
 
New Single Family Detached 

 
 
 

47 

 
 
 

47 

 
 
 

$7,265,500 

 
 
 

48 

 
 
 

48 

 
 
 

$8,169,984 
 
 
 
New Single Family Attached 

 
 
 

0 

 
 
 

0 

 
 
 

$0 

 
 
 

0 

 
 
 

0 

 
 
 

$0 
 
 
 
New Mobile Homes 

 
 
 

51 

 
 
 

51 

 
 
 

$1,969,500 

 
 
 

46 

 
 
 

46 

 
 
 

$1,332,850 
 
 
 
New Mobile Home Parks 

 
 
 

0 

 
 
 

0 

 
 
 

$0 

 
 
 

0 

 
 
 

0 

 
 
 

$0 
 
 
 
New Two Family 

 
 
 

2 

 
 
 

4 

 
 
 

$350,000 

 
 
 

2 

 
 
 

4 

 
 
 

$160,000 
 
 
 
New Multiple Family 

 
 
 

0 

 
 
 

0 

 
 
 

$0 

 
 
 

0 

 
 
 

0 

 
 
 

$0 
 
 
Total New Residential Construction 

 
 

100 

 
 

102 

 
 

$9,585,000 

 
 

96 

 
 

98 

 
 

$9,662,834 
 
 
Alterations, Additions, & Repairs 

 
 

1,249 
  

 
$16,905,986 

 
 

1,964 
  

 
$17,015,333 

 
 
Total Residential Construction 

 
 

1,349 

 
 

102 

 
 

$26,490,986 

 
 

2,060 

 
 

98 

 
 

$26,678,167 

 
N 
O 
N 

 
R 
E 
S 
I 
D 
E 
N 
T 
I 
A 
L 

       
 
 
 
New Commercial 

 
 
 

21 

  
 
 

$11,064,769 

 
 
 

19 

  
 
 

$6,572,500 
 
 
 
New Industrial 

 
 
 

1 

  
 
 

$0 

 
 
 

2 

  
 
 

$1,800,000 
 
 
 
New  Public/Semi-Public 

 
 
 

0 

  
 
 

$0 

 
 
 

1 

  
 
 

$50,000 
 
 
 
New Other 

 
 
 

3 

  
 
 

$744,000 

 
 
 

1 

  
 
 

$100,000 
 
 
Total New Non-Residential Construction 

 
 

25 
  

 
$11,808,769 

 
 

23 
  

 
$8,522,500 

 
 
 
Alterations, Additions & Repairs 

 
 
 

308 

  
 
 

$41,425,417 

 
 
 

526 

  
 
 

$60,616,096 
 
 
Total Non-Residential Construction 

 
 

333 
  

 
$53,234,186 

 
 

549 
  

 
$69,138,596 

  
 
 
TOTAL  CONSTRUCTION 

 
 

1,682 

 
 

102 

 
 

$79,725,172 

 
 

2,609 

 
 

98 

 
 

$95,816,763 
Note: Value of Permits in 2011 is approximate because no values were provided for 2 single-family detached houses; 5 mobile 
homes; 2 residential alterations, additions and repairs; 2 commercial; 1 industrial and 8 non-residential alterations, additions and 
repairs.  One municipality did not submit data for 2011 and at least one municipality estimated the value of residential 
 construction.   

 
 
 

Note: Value of Permits in 2012 is approximate because no values were provided for 1 single-family detached house. 

 



 

 
 
 

 
2012 BUILDING PERMITS - RESIDENTIAL 

  

 

 
Municipality 

New Single 
Family (Detached) 

New Single 
Family (Attached) 

New 
Mobile Homes 

New 
Mobile Parks 

New 
Two Family 

Permits Value Permits Units Value Permits Value Permits Units Value Permits Units Value 
City of Binghamton              
Town of Barker 2 $235,000    4 $72,000       
Town of Binghamton 3 $800,000            
Town of Chenango 5 $1,182,519    5 $30,750       
Town of Colesville 2 $318,000    15 $653,000       
Town of Conklin 3 $330,000            
Town of Dickinson 1 $100,000            
Town of Fenton 2 $100,262    5 $145,700       
Town of Kirkwood 3 $330,000    1 $25,000       
Town of Lisle 2 $159,000    4 $100,000       
Town of Maine 3 $127,000    2 $110,000       
Town of Nanticoke 2 $200,000            
Town of Sanford 3 $860,000    3 $60,000       
Town of Triangle 1 *    3 $50,000       
Town of Union 4 $665,000    1 $72,000    2 4 $160,000 

Town of Vestal 5 $1,910,000    3 $14,400       
Town of Windsor 4 $533,203            
Village of Deposit              
Village of Endicott 1 $30,000            
Village of Johnson City 1 $205,000            
Village of Lisle              
Village of Port Dickinson              
Village of Whitney Point 1 $85,000            
Village of Windsor              

Broome Total 48 $8,169,984 0 0 $0 46 $1,332,850 0 0 $0 2 4 $160,000 
 

* No Data Available 
** No Amount Provided 
Total Values and Average Values are approximate where no values were provided in one or more categories at the municipal level. 
Village of Lisle and Village of Windsor issued no residential or nonresidential permits in 2012. 
Percentages are rounded to the nearest tenth. 

 



 

 
 
 

 
2012 BUILDING PERMITS - RESIDENTIAL 

    

 Total New 
Residential Construction 

Alterations, 
Additions & Repairs  

 
Municipality 

New 
Multiple family  Average 

Value (units) 
 Average 

Value Permits Units Value Permits Units Value Permits Value 
City of Binghamton        938 $2,675,057 $2,852 

Town of Barker    6 6 $307,000 $51,167 49 $696,862 $14,222 

Town of Binghamton    3 3 $800,000 $266,667 44 $880,984 $20,022 

Town of Chenango    10 10 $1,213,269 $121,327 104 $1,371,684 $13,189 

Town of Colesville    17 17 $971,000 $57,118 10 $311,800 $31,180 

Town of Conklin    3 3 $330,000 $110,000 60 $1,800,000 $30,000 

Town of Dickinson    1 1 $100,000 $100,000 35 $346,000 $9,886 

Town of Fenton    7 7 $245,962 $35,137 73 $713,824 $9,778 

Town of Kirkwood    4 4 $355,000 $88,750 53 $719,692 $13,579 

Town of Lisle    6 6 $259,000 $43,167 10 $120,000 $12,000 

Town of Maine    5 5 $237,000 $47,400 51 $735,839 $14,428 

Town of Nanticoke    2 2 $200,000 $100,000 1 $4,000 $4,000 

Town of Sanford    6 6 $920,000 $153,333 23 $471,400 $20,496 

Town of Triangle    4 4 $50,000 $12,500 24 $60,876 $2,537 

Town of Union    7 9 $897,000 $99,667 147 $2,406,590 $16,371 

Town of Vestal    8 8 $1,924,400 $240,550 87 $1,577,609 $18,133 

Town of Windsor    4 4 $533,203 $133,301 42 $644,900 $15,355 

Village of Deposit        19 $168,250 $8,855 

Village of Endicott    1 1 $30,000 $30,000 64 $517,795 $8,091 

Village of Johnson City    1 1 $205,000 $205,000 94 $593,151 $6,310 

Village of Lisle           
Village of Port Dickinson        4 $21,800 $5,450 

Village of Whitney Point    1 1 $85,000 $85,000 32 $177,220 $5,538 
Village of Windsor           

Broome Total 0 0 $0 96 98 $9,662,834 $98,600 1,964 $17,015,333 $8,664 
 

* No Data Available 
** No Amount Provided 
Total Values and Average Values are approximate where no values were provided in one or more categories at the municipal level. 
Village of Lisle and Village of Windsor issued no residential or nonresidential permits in 2012. 
Percentages are rounded to the nearest tenth. 

 



 

 
 
 

 
2012 BUILDING PERMITS - NON-RESIDENTIAL 

    

 Total New 
Non-Residential Construction 

Alterations, 
Additions & Repairs  

 
Municipality 

New 
Commercial 

New 
Industrial 

New 
Public/Semi-Public 

New 
Other  Average 

Value 
 Average 

Value Permits Value Permits Value Permits Value Permits Value Permits Value Permits Value 
City of Binghamton 1 $1,500,000 1 $1,500,000     2 $3,000,000 $1,500,000 245 $24,907,454 $101,663 

Town of Barker               
Town of Binghamton 1 $1,300,000       1 $1,300,000 $1,300,000    
Town of Chenango 2 $1,725,000       2 $1,725,000 $862,500 9 $820,300 $91,144 

Town of Colesville 1 $420,000       1 $420,000 $420,000    
Town of Conklin 1 $200,000 1 $300,000     2 $500,000 $250,000    
Town of Dickinson            1 $2,700,000 $2,700,000 

Town of Fenton            3 $21,500 $7,167 

Town of Kirkwood 2 $412,000       2 $412,000 $206,000 26 $1,751,512 $67,366 

Town of Lisle               
Town of Maine            1 $350,000 $350,000 

Town of Nanticoke            1 $5,000 $5,000 

Town of Sanford 7 $180,500       7 $180,500 $25,786 6 $6,000 $1,000 

Town of Triangle 2 $160,000       2 $160,000 $80,000    
Town of Union       1 $100,000 1 $100,000 $100,000 32 $2,492,695 $77,897 

Town of Vestal 1 $300,000       1 $300,000 $300,000 111 $12,648,797 $113,953 

Town of Windsor     1 $50,000   1 $50,000 $50,000    
Village of Deposit            1 $1,800 $1,800 

Village of Endicott            33 $6,976,500 $211,409 

Village of Johnson City            47 $7,623,223 $162,196 

Village of Lisle               
Village of Port Dickinson               
Village of Whitney Point 1 $375,000       1 $375,000 $375,000 10 $311,315 $31,132 
Village of Windsor               

Broome Total 19 $6,572,500 2 $1,800,000 1 $50,000 1 $100,000 23 $8,522,500 $370,543 526 $60,616,096 $115,240 
 

* No Data Available 
** No Amount Provided 
Total Values and Average Values are approximate where no values were provided in one or more categories at the municipal level. 
Village of Lisle and Village of Windsor issued no residential or nonresidential permits in 2012. 
Percentages are rounded to the nearest tenth. 

 



 

 
 
 

 
2012 BUILDING PERMITS - TOTAL 

      

 

 
Municipality 

Total Residential Total Non-Residential Total Construction % of County Total 
Construction 

Per Capita 
Construction Value Construction Average 

Value 
Construction Average 

Value 
 Average 

Value Permits Value Permits Value Permits Value Permits Value Population Value 
City of Binghamton 938 $2,675,057 $2,852 247 $27,907,454 $112,986 1185 $30,582,511 $25,808 45.4% 31.9% 47,376 $646 

Town of Barker 55 $1,003,862 $18,252    55 $1,003,862 $18,252 2.1% 1.0% 2,732 $367 

Town of Binghamton 47 $1,680,984 $35,766 1 $1,300,000 $1,300,000 48 $2,980,984 $62,104 1.8% 3.1% 4,942 $603 

Town of Chenango 114 $2,584,953 $22,675 11 $2,545,300 $231,391 125 $5,130,253 $41,042 4.8% 5.4% 11,252 $456 

Town of Colesville 27 $1,282,800 $47,511 1 $420,000 $420,000 28 $1,702,800 $60,814 1.1% 1.8% 5,232 $325 

Town of Conklin 63 $2,130,000 $33,810 2 $500,000 $250,000 65 $2,630,000 $40,462 2.5% 2.7% 5,441 $483 

Town of Dickinson 36 $446,000 $12,389 1 $2,700,000 $2,700,000 37 $3,146,000 $85,027 1.4% 3.3% 3,637 $865 

Town of Fenton 80 $959,786 $11,997 3 $21,500 $7,167 83 $981,286 $11,823 3.2% 1.0% 6,674 $147 

Town of Kirkwood 57 $1,074,692 $18,854 28 $2,163,512 $77,268 85 $3,238,204 $38,097 3.3% 3.4% 5,857 $553 

Town of Lisle 16 $379,000 $23,688    16 $379,000 $23,688 0.6% 0.4% 2,431 $156 

Town of Maine 56 $972,839 $17,372 1 $350,000 $350,000 57 $1,322,839 $23,208 2.2% 1.4% 5,377 $246 

Town of Nanticoke 3 $204,000 $68,000 1 $5,000 $5,000 4 $209,000 $52,250 0.2% 0.2% 1,672 $125 

Town of Sanford 29 $1,391,400 $47,979 13 $186,500 $14,346 42 $1,577,900 $37,569 1.6% 1.6% 744 $2,121 

Town of Triangle 28 $110,876 $3,960 2 $160,000 $80,000 30 $270,876 $9,029 1.1% 0.3% 1,982 $137 

Town of Union 154 $3,303,590 $21,452 33 $2,592,695 $78,567 187 $5,896,285 $31,531 7.2% 6.2% 27,780 $212 

Town of Vestal 95 $3,502,009 $36,863 112 $12,948,797 $115,614 207 $16,450,806 $79,472 7.9% 17.2% 28,043 $587 

Town of Windsor 46 $1,178,103 $25,611 1 $50,000 $50,000 47 $1,228,103 $26,130 1.8% 1.3% 5,358 $229 

Village of Deposit 19 $168,250 $8,855 1 $1,800 $1,800 20 $170,050 $8,503 0.8% 0.2% 1,663 $102 

Village of Endicott 65 $547,795 $8,428 33 $6,976,500 $211,409 98 $7,524,295 $76,779 3.8% 7.9% 13,392 $562 

Village of Johnson City 95 $798,151 $8,402 47 $7,623,223 $162,196 142 $8,421,374 $59,305 5.4% 8.8% 15,174 $555 

Village of Lisle          0.0% 0.0% 320 $0 

Village of Port Dickinson 4 $21,800 $5,450    4 $21,800 $5,450 0.2% 0.0% 1,641 $13 

Village of Whitney Point 33 $262,220 $7,946 11 $686,315 $62,392 44 $948,535 $21,558 1.7% 1.0% 964 $984 
Village of Windsor          0.0% 0.0% 916 $0 

Broome Total 2,060 $26,678,167 $12,951 549 $69,138,596 $125,936 2,609 $95,816,763 $36,725 100.0% 100.0% 200,600 $478 
 

* No Data Available 
** No Amount Provided 
Total Values and Average Values are approximate where no values were provided in one or more categories at the municipal level. 
Village of Lisle and Village of Windsor issued no residential or nonresidential permits in 2012. 
Percentages are rounded to the nearest tenth. 

 



 

 

 
 

COUNTYWIDE TEN-YEAR TREND -- PERMITS ISSUED 2003 - 2012 
 

Category of Permits 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 
New Single Family Detached 200 199 190 210 181 139 99 66 47 48 
New Single Family Attached 2 0 1 23 24 7 4 0 0 0 
New Mobile Homes 83 97 106 78 130 69 54 62 51 46 
New Mobile Home Parks 0 0 0 0 0 0 0 0 0 0 
New Two Family 0 1 2 0 0 37 0 0 2 2 
New Multi Family 6 0 1 2 4 1 4 4 0 0 
Total New Residential 291 297 300 313 339 253 161 132 100 96 
Alterations, Add. & Repairs 1,685 1,993 1,741 1,904 1,416 1,703 1,541 1,441 1,249 1,964 
TOTAL RESIDENTIAL 1,976 2,290 2,041 2,217 1,755 1,956 1,702 1,573 1,349 2,060 

           
New Commercial 23 28 31 33 47 56 19 24 21 19 
New Industrial 2 5 0 2 5 4 1 2 1 2 
New  Public/Semi-Public 5 3 3 1 3 3 5 3 0 1 
New Other 109 104 74 47 71 92 1 25 3 1 
Total New Non-Residential 139 140 108 83 126 155 26 54 25 23 
Alterations, Add. & Repairs 358 352 291 346 428 294 195 332 308 526 
TOTAL NON-RESIDENTIAL 497 492 399 429 554 449 221 386 333 549 

           
TOTAL  CONSTRUCTION 2,473 2,782 2,440 2,646 2,309 2,405 1,923 1,959 1,682 2,609 

 

Municipalities Reporting: 24/24 24/24 24/24 24/24 24/24 24/24 24/24 24/24 23/24 24/24 
 

Notes: 
Values are approximate where no values were provided for permits as shown in the Building Permits tables. 

 



 

 
 
 
 
 
 
 
 
 

COUNTYWIDE TEN-YEAR TREND -- VALUE 2003 - 2012 
 

Category of Value 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 
New Single Family Detached $31,092,900 $31,795,900 $35,246,235 $28,994,150 $30,150,781 $23,906,174 $19,669,411 $11,686,615 $7,265,500 $8,169,984 
New Single Family Attached $200,000 $0 $448,000 $4,309,900 $3,936,000 $1,750,000 $1,100,000 $0 $0 $0 
New Mobile Homes $2,543,500 $2,718,100 $2,062,900 $3,134,724 $3,709,625 $1,752,700 $1,183,500 $1,455,550 $1,969,500 $1,332,850 
New Mobile Home Parks $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 
New Two Family $0 $60,000 $308,000 $0 $0 $11,101,406 $0 $0 $350,000 $160,000 
New Multi Family $17,300,000 $0 $300,000 $1,500,000 $5,294,600 $1,100,000 $3,550,000 $17,612,300 $0 $0 
Total New Residential $51,136,400 $34,574,000 $38,365,135 $37,938,774 $43,091,006 $39,610,280 $25,502,911 $30,754,465 $9,585,000 $9,662,834 
Alterations, Add. & Repairs $15,702,189 $19,102,155 $17,812,170 $18,983,843 $23,701,162 $23,533,321 $24,656,572 $14,423,219 $16,905,986 $17,015,333 
TOTAL  RESIDENTIAL $66,838,589 $53,676,155 $56,177,305 $56,922,617 $66,792,168 $63,143,601 $50,159,483 $45,177,684 $26,490,986 $26,678,167 
           
New Commercial $6,956,336 $35,243,786 $7,039,600 $16,935,388 $82,702,588 $28,758,828 $9,068,297 $9,934,500 $11,064,769 $6,572,500 
New Industrial $900,000 $497,000 $0 $430,000 $7,350,000 $6,760,000 $4,000,000 $23,000,000 $0 $1,800,000 
New Public/Semi-Public $4,229,000 $96,786 $2,670,466 $403,600 $16,183,168 $345,000 $9,490,000 $298,500 $0 $50,000 
New Other $1,317,917 $1,001,472 $639,987 $440,374 $665,710 $1,126,400 $3,500 $15,222,895 $744,000 $100,000 
Total New Non-Residential $13,403,253 $36,839,044 $10,350,053 $18,209,362 $106,901,466 $36,990,228 $22,561,797 $48,455,895 $11,808,769 $8,522,500 
Alterations, Add. & Repairs $31,984,822 $19,120,410 $19,615,565 $26,504,644 $36,361,729 $29,396,027 $21,245,611 $37,776,634 $41,425,417 $60,616,096 
TOTAL  NON-RESIDENTIAL $45,388,075 $55,959,454 $29,965,618 $44,714,006 $143,263,195 $66,386,255 $43,807,408 $86,232,529 $53,234,186 $69,138,596 
           
TOTAL CONSTRUCTION $112,226,664 $109,635,609 $86,142,923 $101,636,623 $210,055,363 $129,529,856 $93,966,891 $131,410,213 $79,725,172 $95,816,763 

 

Municipalities Reporting $: 24/24 24/24 24/24 24/24 24/24 24/24 24/24 24/24 23/24 24/24 
 

Notes: 
Values are approximate where no values were provided for permits as shown in the Building Permits tables. 

 



 

 
 
 

Countywide Permits Issued in 2012: 
New Residential Construction 

Percentages Rounded to the Nearest Whole Number 
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Countywide Value of Construction in 2012: 
New Residential Construction 

Percentages Rounded to the Nearest Whole Number 
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Countywide Construction Value in 2012: 
New Residential Construction and AA&R 

Percentages Rounded to the Nearest Whole Number 
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Countywide Permits Issued in 2012: 
New Non-Residential Construction 

Percentages Rounded to the Nearest Whole Number 
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Countywide Value of Construction in 2012: 
New Non-Residential Construction 

Percentages Rounded to the Nearest Whole Number 
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Countywide Construction Value in 2012: 
New Non-Residential Construction and AA&R 

Percentages Rounded to the Nearest Whole Number 
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Countywide Permits Issued in 2012: 
Total Residential and Non-Residential Construction 

Percentages Rounded to the Nearest Whole Number 
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Total Residential and Non-Residential Construction 
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Countywide New Residential Building Activity: Five-Year Trend 
 

400 
 
 

350 
 
 

300 
 
 

250 
 
 

200 
 
 

150 
 
 

100 
 
 

50 
 
 

0 
2007 2008 2009 2010 2011 2012 

Year 
 

Total New Residential New Single Family Detached New Single Family Attached 
New Mobile Homes New Two Family New Multi Family 

 



RESVAL 
 

Va
lu

e 

 
 
 
 

Countywide New Residential Value: Five-Year Trend 
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Countywide New Non-Residential Building Activity: Five-Year Trend 
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Countywide New Non-Residential Value: Five-Year Trend 
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3,000 Countywide Total New Building Activity: Ten-Year Trend 
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Countywide Total New Construction Value by Sector: Ten-Year Trend 
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As I look back over 2013, I am pleased to say that much has been accomplished by the Broome County Department of 
Aviation. Many capital improvement projects began in 2013 while, at the same time, we successfully reached the finish line 
on many others. Additionally, with respect to our tenant base, one of our largest facilities, known as Hangar I, was leased to a 
state agency. And a new momentum of community representation has begun. There will be more on these accomplishments 
later in my report. 

 
Let’s start with our very important capital improvement program. First, design of the West Ramp rehabilitation project 
commenced in 2013. Keeping the West Ramp in safe and useable condition is important as it is where our corporate aircraft 
and the majority of our general aviation customers operate. In addition to replacing the West Ramp’s aging pavement, the new 
apron will add additional tie-down spaces, improve drainage, and most notably, add a helipad which will be capable of better 
accommodating our increasing helicopter traffic. 

 
Secondly, after much anticipation, our new T-Hangar structures were completed in 2013. For those of you who don’t know, 
T-Hangars are a “T” shaped structure designed to store small, single-engine aircraft. Many of our local aircraft owners lease 
these buildings from the airport to store their privately owned airplane. With electric-driven doors and efficient LED lighting, 
these brand new structures are a wonderful asset to our General Aviation tenants. Capable of housing 20 aircraft, these new 
hangars are receiving praise from our customers. 

 
Last, but definitely not least, the majority of work associated with our Geo-thermal Paved Surface Heating System project 
was completed in 2013. The geothermal system, originally conceived by Binghamton University students in response to the 
Federal Aviation Administration’s Design Competition, is anticipated to be activated in 2014. The system uses the earth’s 
natural energy found hundreds of feet below its surface to provide two important benefits to BGM and its customers. First, 
this system benefits the airport by heating the surface of a section of the main apron and a walkway to the terminal from an 
aircraft parking spot, keeping it clear of snow and ice. Secondly, during the summertime, the geothermal trenches will help 
reduce energy costs by pre-heating and pre-cooling water for the airport’s heating and air conditioning systems. This project 
has also united local businesses, all levels of government, BU students and educators in a combined effort to implement a 
unique and beneficial green system. 

 
As I mentioned, during 2013, we also welcomed a new tenant occupying Hangar 1 as well. More specifically, the New York 
State Department of Emergency Services has leased the facility. They utilize the massive floor space in this hangar to 
warehouse vital supplies that will be mobilized in emergency situations such as the flooding we endured locally in 2006 and 
2011. Items such as water pumps, generators, sand bags, and military meals stand ready here at BGM - high and dry on top 
of Mount Ettrick! 

 
Lastly, I am very pleased to see the addition of our new terminal advertising program designed to promote the vibrancy of 
our community. Named “Pillars of the Community”, this campaign allows area businesses and institutions to be seen at their 
airport like never before. Structural pillars in the terminal building, once simply painted wall board, have been transformed into 
colorful murals depicting what our community has to offer. 

 
In closing, I am looking forward to building off of the progress and momentum of 2013. I would like to thank our dedicated 
employees, our tenants’ employees, and our customers for all they have done in 2013. Additionally, I would like to thank the 
members of the Airport Advisory Board for their continued and valuable guidance. I would also like to thank Broome County 
Executive Debbie Preston for her direction, and the Broome County Legislature for all their hard work and support throughout 
2013. 

 

 
Sincerely, 

 
 
 
 

Carl R. Beardsley, Jr. 
Commissioner of Aviation 
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AIRPORT ORGANIZATION 
The Commissioner of Aviation works with the Greater Binghamton 
Airport Advisory Board which provides advice on achieving long 
term objectives at the airport. The advisory board is made up of 
15 members. 

Advisory Board Members: 

AIRPORT MISSION 
We are committed to being your 
airport  of  choice  by  creating 
the ultimate airport customer 
experience. 

BGM strives to be a regional 
economic partner dedicated to 
providing exceptional value to our 
customers and the community 
through convenient transportation 
services and modern facilities that 
consistently exceed expectations. 

 
 

AIRPORT STAFF 
l Commissioner of Aviation 

Carl R. Beardsley, Jr. 
Dennis Moulton  (Chair) 
Gary Corey (Vice Chair) 
Kathleen Fiacco (Secretary) 
Len Basso 
Bruce Davie 
Carl Ernstrom 
Scott Gerhart 
Terrance Hebbard 

Ron Heebner 
Hon. Ronald Keibel 
Joseph Rizzo 
James VanHart 
Mark Webster 
Scott Weissmann 
Timothy Whitesell 

l Deputy Commissioner of Aviation 
David Hickling 

l Airport Administration Staff 
Jennifer Lasher, Account Clerk 
Scott Savory, Senior Accountant 

l Airport Operations Staff 
David Hill 
Thomas Pudish 
Nathan Quinn 
John Radice 
Steven Robinson 

ORGANIZATIONAL CHART l   Maintenance Supervisor 
Jeff Kliment 

l Airport Maintenance Staff 
Tim Bunzey 
William Davis 
Joseph Hector 
Michael Miller 
Michael Norton 
David Stephens 
James Randall 
Mark Rinker 
Alfred Tanzini 
Neil Wilson 

l  Airport Parking Staff 
Jack Bogart 
Joe Colletti 
Stephen Machalek 
Dale Robinson 
Ed Scullion 
Susan Showalter 
Holly Sickles 
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FirstAIR 

Air Traffic Control 

644-1062 

FAA ATC Tower 729-6146 

Flight Instruction 
Aero-Techniques 

 

 
770-9541 

Goodrich Aviation 785-8353 

Aircraft Maintenance 
Goodrich Aviation 

 

 
785-8353 

North Country 797-2705 

Rental Cars 
Hertz 

 

 
729-6115 

Avis 729-6001 
Budget 798-8361 

Food Services 
Subway 

 

 
729-4303 

Airport Parking 763-4456 

New York State Department 
of Emergency Services 

763-4455 

United States Customs & 
Border Protection 

 

 
763-4494 

 

 
 

AIRPORT DATA 
l The airport’s Total Budget for 2012 

$4,109,241 
 

Airline/Air Taxi Operations: 7,232 

General Aviation Operations: 10,195 

Military Operations: 401 

 
AIRPORT SERVICES 
Air Carriers 
US Airways Express                 729-7490 
United Express                         729-5293 
Delta                                         729-4787 

Fixed Base Operator 
Provides aircraft fueling, hangaring or 
tie-down services, full service charter 
arrangements, and deicing. 

AIRPORT INFORMATION 

Airport Administration 
Airport Administration Office 763-4471 Fax # 763-4475 
Airport Operations Division 763-4474 Fax # 763-4200 
Airport Maintenance Division      763-4455   Fax # 763-4403 

Airport Operational Information 
Airport Hours:  4:00 am – 12:00 pm* 

*Operations staff present 24 hours a day. 

Air traffic Control Tower Hours: 6:00 am – 12:00 am 

Runway 16-34:  7100’X 150’ grooved asphalt 
Runway 10-28:  5002’X 150’ grooved asphalt 
Runway 16-34: High intensity Runway Lights (HIRL) 
Runway 10-28:  Medium Intensity Runway Lights (MIRL) 

Both are pilot operated after 12:00 am 

Beacon: dusk to dawn 
Approaches:  GPS/ILS/VOR 
Frequencies:   Clnc Del  125.05 

ATIS  128.15 
Ground  121.90 
Tower  119.30 
App/Dep  118.60 
NY Center  132.175 
FirstAir  129.55 

CONNECTING THROUGH BGM 
One-stop connections through BGM can get you to over 450 
destinations. Delta’s service through Detroit, for example, can 
get you to cities on four continents, and include Los Angeles, 
Dallas, Tokyo, and Paris. Connecting through Philadelphia on 
US Airways Express, you can fly to cities such as Chicago, 
Cancun, and Seattle. And on United Express, a single stop at 
Dulles can connect you to over 125 cities including London, 
San Francisco, and Orlando. 
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AIRPORT SERVICES 
 

Flight Instruction 
l  AeroTechniques: www.aero-

techniques.com (607) 770-9541 
JoeVRizzo@aol.com 
Also specializes in aerial photography. 

l  Goodrich Aviation Development Services: 
www.goodrichaviation.com 
(607) 821-2982 
Doug@GoodrichAviation.com 
Flying Club featuring a Mooney is also operated by 
Goodrich Aviation Development. 

 

Aircraft Maintenance 
l  Goodrich Aviation Development Services: 

www.goodrichaviation.com 
(607) 821-2982 
Doug@GoodrichAviation.com 

l  North Country Aviation Services: 
www.northcountryavserv.com 
Bill Ketcham, Owner 
Shop: (607) 797-2705 Cell: (607) 481-0995 
Also features a mobile aircraft servicing unit capable 
of responding to off-field emergency landings as well 
as service at personal or small airports throughout the 
region. 

 
 

Fixed Base Operator Services 
FirstAir Group offers fixed base operator services at 
BGM, providing first-class  service  to  General Aviation 
customers. FirstAir is dedicated to delivering the highest 
quality of service while providing the safest and most 
secure environment for business and personal aircraft. 

Services provided: 
l 100LL/Jet A Fuel 
l  Aircraft parking/tie-downs and heated hangaring 
l Pilot and passenger lounges with wifi 
l   Deice (Types 1&4), lav service, 3rd party maintenance 
l   Showers, popcorn, fresh baked cookies, large screen 

TV and an on-site conference room 
l   Flight Planning/WSI Weather Brief 
l   Hotel, rental cars, catering and limo arrangements 

Aircraft Management 
and Charter 

GAMA Aviation: 
www.gamagroupusa.com 
GAMA Aviation’s Binghamton location specializes in 
aircraft management, executive charter, corporate 
shuttles, aircraft sales, and aircraft acquisitions. 
The company’s jet fleet consists of over 40 aircraft 
ranging in size from Citations and Learjets to Global 
Express and Gulfstreams. 

 
BGM provides GAMA with a prime location for their 
clients in Upstate New York while also allowing 
them to operate out of a centralized airport that is in 
range of many large city locations. 
Executive Charter: 1-800-468-1110 
General Inquiries: (203) 337-4600 

 
 

Other Services 
United States Customs and Border 
Protection 
The Customs office located at the Greater 
Binghamton Airport allows general aviation and 
business aircraft to make BGM their destination 
airport when departing from international locations. 
This allows the aircraft to avoid having to first stop 
at another airport when entering the US prior to 
arriving at BGM. International freight may also be 
cleared at BGM. 
BGM Office: (607) 763-4294 

 
 

Broome County Security 
The Broome County Government Security Division 
provides law enforcement services that ensure the 
safety and security for passengers that enter the 
Greater Binghamton Airport. These services are 
designed to provide and maintain an efficient, safe, 
and orderly aviation experience. Broome County 
Security Officers are designated Peace Officers, 
with arrest powers and law enforcement authority 
under the New York State Criminal Procedure and 
Penal Law. 
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January 7,842 
February 7,310 
March 8,310 
April 7,462 
May 7,840 
June 8,234 
July 8,450 
August 9,167 
September 8,098 
October 8,995 
November 7,511 
December 7,724 

TOTAL 96,943 
 

 
 

AIRLINE SERVICES 
The Greater Binghamton Airport offers direct service to 
three major hubs located in Washington, D.C., Detroit, 
and Philadelphia. From these hubs, one stop access 
is available to hundreds of international and domestic 
destinations. 
l   Washington Dulles International Airport (IAD) 

offered by United Express 
l Detroit Metro Wayne Co Airport (DTW) 

offered by Delta 
l  Philadelphia International Airport (PHL) 

offered by US Airways 
 

 

RENTAL CAR CONCESSIONS 
 

January $ 273,176 
February $ 249,651 
March $ 308,804 
April $ 303,880 
May $ 331,857 
June $ 390,133 
July $ 423,323 
August $ 487,160 
September $ 341,766 
October $ 382,149 
November $ 279,018 
December $ 275,909 

TOTAL $ 4,046,826 
 
 

WEATHER INFORMATION 
Month Rainfall (in) Snowfall (in) 
January 2.25 9.20 
February 2.30 19.60 
March 1.90 14.40 
April 3.34 0.90 
May 3.37 0 
June 5.24 0 
July 6.52 0 
August 5.37 0 
September 2.91 0 
October 2.81 0 
November 3.50 8.20 
December 3.44 25.0 
Totals 42.95 77.3 

2012 AIRLINE BOARDINGS 
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Pillars of the Community 
A new form of advertising was implemented in the airport’s terminal building in 
2013. The “Pillars of the Community” refer to the once blank and obstructing 
structural pillars in the terminal. This new advertising strategy has transformed 
the pillars into bright, colorful showcases highlighting businesses, schools, and 
organizations who call our area home. 

Hangar 1 Occupied 
by New York State 
Department of 
Emergency Services 

Each pillar has a custom “shrink 
wrap” made for each customer. This 
wrap is then applied to the column, 
and appears as though it is actually 
printed on it because of the new 
technology use in creating these 
wraps. If an advertiser wished to 
update their wrap or one needs to 
be removed, the wrap comes off by 
simply heating it with a hair dryer. 

 
Area colleges and Universities have embraced these new advertising platforms, 
as have many local businesses as well as sports organizations. Not only do 
these columns make a great place for first-time visitors of the area to get a 
glance at what we have to offer, but they also allow large organizations who fly 
customers in to the airport to show their 
prominence in our community. 

 
The advertising effort in 2013 for these 
pillars was a success. And there is room 
for more advertisers, Not only are more 
pillars available, but custom wraps may 
be created for walls as well. For more 
information on advertising at the Greater 
Binghamton Airport, call (607)763-4471. 

 
 
 
 

I am BGM 
“I am BGM” is a new Employee Recognition Program at Greater Binghamton 
Airport that rewards its employees for going above and beyond when it comes 
to customer service. As part of the new mission statement we strive to be 
“Your airport of choice by creating the ultimate 
airport customer experience”. This statement 
incorporates everything from air service, airport 
amenities and convenience but most of all - 
customer service. Attaining the goals of our 
mission statement requires the help of every 
employee. The I AM BGM program lets us 
recognize those who give just that, the ultimate 
airport customer experience. 

 
 
 
 
 
 
 
 

Hangar One has been sitting vacant 
since Lockheed vacated the building 
several years ago. Though Lockheed 
still had a lease for some time after they 
departed, the lease eventually expired 
and there were no tenants looking to 
occupy a structure of this type in the 
area. But in 2013, that changed. 

 
New York State’s Department of 
Emergency Services needed a secure, 
heated building that met certain criteria. 
The floor space had to be a certain 
size. 24 hour access was mandatory. 
And truck traffic had to have access. 
The structure also  needed  to  be  out 
of a flood zone, and also strategically 
located. During flooding in recent years, 
the Greater Binghamton Area saw many 
areas cut off from emergency response. 
Generators and food rations could not 
be moved into the area because the 
highways were under water. 

 
The building is now home to this office’s 
regional assets. Water pumps, military 
food rations, generators, sand bags, 
and many other critical items are now 
located above the areas where they will 
be needed. One significant advantage 
of locating these items here is that if the 
need arises and the roadways are cut 
off, military vehicles can be flown in on 
large transport aircraft and dropped off 
right at the hangar door. For the same 
reason, should these items be needed 
in another community, they can be flown 
out any time of day or night. 
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West Apron Rehabilitation 
The design phase of the rehabilitation project was 
completed in 2013. The West Apron, home to the airport’s 
Fixed Base Operator and the paved area that serves the 
vast majority of BGM’s corporate and general aviation 
traffic, will soon get a make-over. 

 
The West Apron shows signs of wear, and the pavement is 
failing in several areas. Pavement that crumbles becomes 
FOD, which can be ingested into turbine engines or 
become projectile hazards from prop or jet wash. This has 
become an ever-increasing concern in recent years. It has 
been determined that this area will not simply be milled 
down and paved only a short depth, but rather a full-depth 
resurfacing of the apron is required. 

 
Currently this apron serves two large hangars on the 
airfield. Additionally, it is the general aviation de-ice area 
in the winter months, and also serves as a back-up deice 
area for commercial air carriers. Better drainage, an 
improved deice fluid collection system, and more aircraft 
tie-down anchor points have been added in the design. 
One major addition to the  West Apron will be a new 
helipad. With increased helicopter traffic in recent years, 
having an area for helicopters to approach and hover-taxi 
to landing on the apron will be a welcome addition. Until 
now, helicopters have been instructed to land and hover 
on an adjacent taxiway and enter the West Apron “at their 
own risk.” With the new lighted facility, there will be a 
defined area for helos to take off and land without pilots 
having to determine where that may be from the air. 

 
We are looking forward to beginning this project in the 
near future. 

Geothermal System Prototype 
to Test Technology and Save 
Energy 
Greater Binghamton 
Airport is the  first 
in the country to 
install a geothermal 
heating system to 
keep snow and ice 
off an aircraft parking 
area.     Geothermal 
technology uses the earth’s constant  temperature  below 
the surface as a heat exchanger. Liquid is pumped through 
long lengths of pipe 300 feet down into the ground to take 
advantage of a specific temperature that remains constant all 
year long. This liquid is then pumped through piping beneath 
an area large enough to park one aircraft on the main apron, 
as well as a pathway all the way from the plane to the 
terminal building. Additionally, this liquid will also assist the 
terminal’s HVAC system, lowering costs of both heating and 
air conditioning. 

 
Greater Binghamton Airport, along with Binghamton 
University, submitted a proposal to the FAA in 2010 based 
on a submission by BU students to the 2009 National FAA 
Design Competition for Universities. In 2012, the Southern 
Tier Economic Partnership was granted $900,000 to design 
and construct the system. This was in addition to a $350,000 
grant from NYSERDA (New York State Energy Research and 
Development Authority). 

 
In 2013, a major portion of this $1.25 million dollar system 
was completed. All the underground pipe work is finished, the 
pump house is in place, the HVAC link is in place, and all 
major components are ready to be joined. With the addition 
of the terminal HVAC system to the original design, which 
was to include the aircraft parking area alone, it is estimated 
to eliminate 103 tons of greenhouse gases per year. The 
geothermal system at BGM, the first of its kind in the US, is 
expected to go on line and be fully operational in 2014. 

 
 
 
 
 
 
 
 

www.flybgm.com 
twitter.com/flybgm 
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Binghamton (MSA) 
 

Per Capita Personal Income, 2012 
 
 
 
Binghamton is one of 381 Metropolitan Statistical Areas 
(MSAs) in the nation. Its 2012 population of 248,538 
ranked 185th in the nation. 

Per Capita Personal Income 
In 2012, Binghamton had a per capita personal income 
(PCPI) of $38,365. This PCPI ranked 188th in the United 
States and was 88 percent of the national average, 
$43,735. The 2012 PCPI reflected an increase of 2.9 
percent from 2011. The 2011-2012 national change was 
3.4 percent. In 2002, the PCPI of Binghamton was 
$26,343 and ranked 237th in the United States. The 
2002-2012 compound annual growth rate of PCPI was 
3.8 percent. The compound annual growth rate for the 
nation was 3.2 percent. 

 

 
 
 

Per Capita Income as a Percent of the 
United States 

 
 
 
 
 
 
 
 

Total Personal Income 
In 2012, Binghamton had a total personal income (TPI) 

 
 
2011-12 percent 

change 

 
 
2002-2012 

CAGR 
of $9,535,130*. This TPI ranked 188th in the United 
States. In 2002, the TPI of Binghamton was $6,676,069* 
and ranked 175th in the United States. 

*Total personal income estimates are in thousands 
of dollars, not adjusted for inflation. 

Binghamton 2.2 % 3.6 % 

U.S. 4.2 % 4.1 % 
CAGR: compound annual growth rate 

 

http://bea.gov/regional/definitions/nextpage.cfm?key=metropolitan%20areas


 

Components of Total Personal Income 
Total personal income includes net earnings by place of residence; dividends, interest, and rent; and personal current transfer 
receipts received by the residents of Binghamton. 

 
 

2011-2012 percent change 2002-2012 CAGR 
 
 

Binghamton, 
NY (MSA) U.S. 

Binghamton, 
NY (MSA) U.S. 

Net earnings 1.5 % 4.3 % 

Dividends, 
interest, and rent 5.4 % 5.5 % 

Net earnings 2.7 % 3.6 % 
 

Dividends, 4.9 % 4.5 % interest, and rent 
 

Personal 
Personal 

current transfer 
receipts 

 
1.3 % 2.2 % 

current transfer 
receipts 

5.4 % 6.3 % 

CAGR: compound annual growth rate 
 
 
 

Percent Contribution to Total Personal Income 
 

Binghamton, NY (MSA) United States 

2002 

                             

 

2012 
 
 
 
 
 
 
 

    Net earnings by place of residence 

     Dividends, interest, and rent 
Personal current transfer receipts 

 



 

 

 
Binghamton area employment 

(numbers in thousands) 

 
 

Dec. 2013 

Change from Dec. 

2012 to Dec. 2013 

Number Percent 
Total nonfarm 107.1 -1.0 -0.9 
Mining, logging, and construction 4.2 0.3 7.7 

Manufacturing 12.3 -0.4 -3.1 

Trade, transportation, and utilities 20.6 0.5 2.5 

Information 1.7 -0.1 -5.6 
Financial activities 3.6 -0.2 -5.3 

Professional and business services 9.0 -0.3 -3.2 
Education and health services 17.0 0.0 0.0 

Leisure and hospitality 10.0 0.2 2.0 

Other services 5.1 0.0 0.0 

Government 23.6 -1.0 -4.1 

 

Binghamton Area 
Economic Summary 

 

Updated February 05, 2014 www.bls.gov 

This summary presents a sampling of economic information for the area; supplemental data are provided for regions 
and the nation. Subjects include unemployment, employment, wages, prices, spending, and benefits. All data 
are not seasonally adjusted and some may be subject to revision. Area definitions may differ by subject. For more area 
summaries and geographic definitions, see www.bls.gov/regions/overviews.htm. 

 
 
 

Unemployment rates for the Binghamton area, Average weekly wages for all industries by county 
selected area counties, and the nation 

 
 

Unemployment rates 

Binghamton area, 2nd quarter 
2013 (U.S. = $921; Area = $762) 
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Over-the-year changes in employment on nonfarm payrolls and employment by major industry sector 
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Occupation 
Binghamton 

area 
United 
States 

Total, all occupations $20.18 $22.01 

Electrical engineers 44.23 44.14 

Accountants and auditors 29.78 34.15 

Registered nurses 26.76 32.66 

Construction laborers 17.07 16.58 

Customer service representatives 16.52 15.92 

Rehabilitation counselors 14.83 17.95 

Office clerks, general 12.05 14.07 

Retail salespersons 11.73 12.17 

Stock clerks and order fillers 10.15 11.75 

Childcare workers 9.72 10.25 

Cooks, fast food 9.24 9.03 

Cashiers 9.20 9.79 

 

 
Private industry, September 2013 

Middle 
Atlantic (1) 

United 
States 

Total $33.01 $29.23 
Wages and salaries 22.60 20.55 

 Total benefits 10.41 8.68 
Paid leave 2.49 2.01 

Vacation 1.25 1.04 
Supplemental pay 1.01 0.80 

 

Over-the-year change in the prices paid by urban 
consumers for selected categories 

Over-the-year changes in the selling prices received 
by producers for selected industries nationwide 
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Northeast Region average annual expenditures 2012  
Average hourly wages for selected occupations 

 
 
 
 

All other 
$10,739 
19.2% 

 
 

Housing 
$19,745 
35.3 % 

 

Healthcare 
$3,572 
6.4% 

Personal 
insurance& 
pensions 
$6,009 
10.8% 

 
 
 
 
 
 
 
 
 
 

F ood  
$6,962 
12.5% 

 
 
 
 
 
 

Trans- 
portation 
$8,857 
15.8% 

 

 
 
 
 
 
 
 
 
 
 
 
 

Total: 
$55,884 

Source: U.S. BLS, Consumer Expenditure Survey Source: U.S. BLS, Occupational Employment Statistics, May 2012 
 
 

Employer costs per hour worked for wages and Over-the-year changes in wages and salaries 
selected employee benefits by geographic division  
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Insurance 2.92 2.39 
Retirement and savings 1.26 1.07 
Legally required benefits 2.73 2.40 

0 .5 

0 .0 
Middle Atlantic United States 

(1) Middle Atlantic includes NJ, NY, and PA. 
Source: U.S. BLS, Employer Costs for Employee Compensation 
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 2012 2010 Change 
Population 250,995 251,725 (730) 
Labor Force 117,383 121,308 (3,925) 
 

Population Unemployment & Labor Force 
 
 

It is anticipated that all but a few highly specialized gaming industry positions will be filled by New York 
State residents. The operator intends to conduct a National search for the Casino General Manager and 
several director level positions. These include the Director of IT, Director of Marketing, Director of Slot 
Operations and Director of Table Games. These positions require specialized industry knowledge which 
given the newness of the industry in New York is likely not available in the current employment pool. 

The management of Traditions Resort & Casino has decades of experience developing and implementing 
programs to train the unemployed and work with new entrants to the workforce as they acclimate to 
employment. Many of the positions for which Traditions Resort and Casino will be hiring can be filled 
with local residents. 

Binghamton MSA Demographic & Employment 

The Binghamton MSA is comprised of Broome County and Tioga County. The area has been through a 
period of declining labor force participation and overall employment. Data from the US Census bureau 
and the Bureau of Labor Statistics illustrates the 
issue. 

The  data  indicate  that  in  March  of  2014  there 
were fewer people in the labor force than held jobs in 2009. This dramatic decline in labor force 
participation may be due to people giving up looking for work. The Traditions Resort & Casino is 
committed to working with the long term unemployed to re-develop job skills and experience. 

Local Hiring 

Given the skilled labor force in the 
Binghamton MSA, and the high level 
of unemployment it is anticipated 
that over 90% of the workforce at 
Traditions Resort and Casino will be 
New York residents, and that 90% of 
those employees will be from the 
Binghamton MSA. 
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