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Since ourfounding in 1994, Buxton has been a leadingforce in retail site and development. We are

recognized for creating solutions that provide results. Buxton began as a service to help retailers make

informed site selection decisions by understanding their customers and precisely determining their
marl<ets and soon realized that the company' s expertise in retail site and marl<et analysis could also be
leveraged to benefit communities desiring retail expansion.

More than simply providing dafa; Buxton supplies custom marketing materials and strategie5 targeting
the unique site requirements.of retailers, developers and commereial real estate brokers. Buxton clients

achieve outstanding suseess using our tools f.or retail identification, selection and recruifinent. And.our
clients benefit from our unique understand,ing of retail site selection from fhe retailer' s poinf of view.    

0 6row Your Gommunity.  Creafe new, permanent jobs that wiil satisfy your citizen' s desire to
shop at home; retain dollars currently spent outside of your community_and maximize revenue
growtli to fund city seryices.

Leverage Buxton' s. Retail Industry Expertise. Estabiish credibility Vuith decision maliers by

providing factual evidence to support your site and gain a competitive position by leveraging our
experience:

0 2000+ retail, restaurant, and healthcare clients

0 650+.public sector dients nationwide

0 35+ milMion:square feet of retail space

0 500+ cumulative years .of retail management and economic development experience

Access Your Buxton Solution with Ease: Utilize your besf-in- elass retai) recruitment solutlon via

SCOUT, w'ith tfie touch of a button. from any mobile device.  Get the insights and answers to
your retail recruitment and site analysis questions and have the' big picture in the palm of your

hand.

o Develop a Long-Term Partnership. You will receive personal guidance and ongoing insight into
I< ey industry topics.

Page  2
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Buxton is pleased to present this proposal to Village of Grayslalce, IL( Grayslal<e, IL). The purpose of this

proposal is to outline and review your community development objectives and how Buxton' s solutions

will enhance your ability to effectively meet those objectives,

Grayslal<e, IL' s ObjecEives

1.  Recruit new retailers and restaurants

I
2.  Retain existing retailers and restaurant i

3.  Understand current retail and restaurant economic condition

Retail Recruitment and Retention Solution: Your Community Profile
I

Our solution is a total marlceting strategy that enables community leaders to understand the consumer

I
profile of their residents and to identify specific retailers arrd restaurants who seel< a market with

household purchasing habits just lil<e yours. This solution provides you with the ability to actively

pursue identified retailers, making a compelling case for their expansion to Grayslalce, IL utilizing custom

marketing paeleages that Buxton will ereate foryou. You wiil have access to the same.analytical

information anc! insights retailers depend on today to malce site selection decisions prqviding you with

instant credibility and fhe abilit:y to differentiate your community.

Step 1- Research Your Community
Buxton uses over 250 consumer and business databases that are updated regularly and compare your

potentiaf sites to the univecse ofall compeiing sites operating in the U, S. Vile define your current retail
situation and those. in any neighboring communities that impact your reiail environment. 

Step 2— Define and Evaluate Your Trade Area I
r rt"    _. r ,-..      

Gustomers shop by convenience, measuring distance based on      
1

J' :.        `' ;

time, not mileage. We will conduct a cusfom drive-time analysis        :,.„        r;, 9

to determine your trade area using aur proprietary methodology    ` -
n i*1.

I      .  .    

I :
and knowledge of individual reeail client' s actuai trade-areas.     a  ' -   

y  '    .    

Your d.rive-time trade area wiil be rovided to ou as a ma that    "'       *    
f=

p Y P r t s s;

accurately depicts your eonsumer shopping patterns, 1 ; r.    I,
n. -    3*    

a      l

a a, j, J,=
Step 3— Profile Your Trade Area s Residential Customers

b iT y F    
t   }

v   

I tN•61'.
Your community profile wilt analyze all the households in your       +} ,      r `'

v; ,.   :       ;  !

d r i ve- t im e tra d e a rea. Ba sed o n mo re th a n 7, 500 cate go r i es of      ,;, i—      f

lifestyles, purchase behaviors and media reading and viewing

r '   

Y,' ti
t

habits( psy.chographics), the households in your trade area are      , ,: ,     '    ,.   ': ;; ;5 f'     : FFf4

assessed to gain an und.erstanding of the types of retailers that

would be attracted to your site.

Step 4— We Match Retailers and Restaueants to Market Potential

Buxton will match the consumer profile of yourcommunity' s trade area against the customer profiles of
Page  3
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5,000+ retailers in our proprietary database. We will identify the similarity between the two profiles

analyzed using Buxton' s proprietary retail matching algorithm to determine if your site presents an

attractive opportunity for each retailer. VNe then qualify the list of matched results to verify that a
retailer is currently operating or expanding, that     .

they operate in similarsites and that your site
affords adequate bufferfrom competition and i=Communicyl0'  Profile Match Aeport

tyur. qL111 ilt K,{ Il1fltl1iltWil

cannibalization to be realistically considered.       rv.

In the adjacent figure, the blue line indicates the
1ea* w& elro5•e lkdnehnt7r.)P.

customer rofile of households in a communit ' s i G', z a '' `    p Y i    Y'..+ Is+,<. . axt_,   i

trade area. The red 6ar represents a specific

y

tl"

M1 4 1
retailer' s customer profile. A similarity between

the two profiles analyzed using Buxton' s

proprietary retail matching.algorithm concfudes

that this site is an opportunity for a specific retailer r=«..,• ..,.,:,  w..,,,  —

o open a successful store. Conversely, Buxton
Tx<w» i{r 0.

also provides a mismatch reportto identifythe 1. piyU kMu     Gi ul     fu) y¢ i

ToulloPiMlioi     ta0) 9      Ill.179':    " I)S il)

differences between the two profileS and
N,„,,     a,,,      ,: ae+     ; 3

opportu.nitiesforgrowth and development. r°°^°^" w^,^"^ w'"  ":':'      ""     '°,'

Step 5- We Create Marketing Packages y;'"„µ'    " w'.""""°„""'"°°°"`°
GM,  ::.       r..

Buxton wlil assemble individualized marlceting
packages for up to twenty( 20 targeted retailers
and will notify each retailer's I<ey real estate decision mal<er, b.y letter thet they have been qualified by
Buxton as a potential viable fit for your site and should expect to be contacted. by a representativ.e of the
city. Your marketing pacl<ages will be delive'red to you in SCOUT and include:

1,  Map of the retail site and trade area
2,  Map of retailer's potential customers

3.  Refiailer match report that compares the sifie' s trade area characterisfics and consumer profile.

with the retailer' s. sites in similartrade areas

Solution DeliVerables:  I

SGOUT Toueh Access

Drive Time Trade Area IViaps( po)ygon that accurately depicts consumer shopping.patterns)
Retail Site Assessment{ measures the bottom- line value of the cusfiomers in the trade area)      

Retail Match and Mis- mafich List( specific retailers that mafch or mis- mateh yourtrade area' s

consumer profile)

@ Retailer Specific Marketing Pacl<ages ( for up to twenty{ 20} retailers)

Mobile tablet de ice at completion pre- loaded with a! I findings

Multi Year Deliverables: Ye.ar 2& 3 ofthis agreement will include a Retail Recruitment mode! refresh,

retail marketing paeltages, and.full SGOL1Tand SCOUTTouch.

Rage  4
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Access and Use Your Retail Recruitment Solution via SCOUT

euxton' s Retail Recruitment solution will allow you to actively recruiC retailers to your eommunity and

support existing businesses with the push of a button in SCOUT Touch, providing you with crucial
information about your community, your trade areas, your residents, and much more. SCOUT is a web-
based plafiform which is accessible on any Windows or IOS enabled device with an internet connection
and designed to give decision-mal<ers in your community access to# he data and solutions that will assist
them in mal<ing better business decisions. The Retail Recruitment solution inciudes one( 1) mobile i
tablet device which will be provided at completion and will be pre- loaded with all key findings. This
mobile tablet device, possession of Graysialce, IL, is enabled with four( 4) SCOUT Users with the ability to
run demographic and trade area profile reports, and iew maps, and other data elements:   f

ldentifying and guantifying the key variables which impact your community; you wil I acquire insights j
from these findings that will provide you with strong foundation from which to understand retail i

recruitment and business retention efforts, In Buxton' s SCOUTTouch you will be able to:
a ldentifij Retail Matches

F;, q,yNgm

Run Uariable Reports
v,,  

Y 

o View Ci#y Limit Maps

Y   

y     , f'''°       _    :

m Run Healthcare Re ortsp e     s 1 . ,

Run Demographic& Gonsumer

Propensity Reporks l   ;.

o See Aerial View
i x  r

View Physician Intelligence n,       ,,>      ,.,,;

R.un Comparable Reports
ANSWERS A7 YOUR FINGERTIPS. ANYTIME. ANYWNERE.

Run Retail Leal<age%Surplus Reports

Next Page: Fees and Timing

f

i
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Your SCOUT access will be enabled within ten( 10) business days of

50,000
the execution ofthis agreement

three( 3j yearterm) 
e Grayslai<e, IL will have access to retail match lists and marl<eting

pacicages within sixty( 60} business days of execution.   

Grayslal<e, IL wili be invoiced as fo lows:

a   $ 50,000 Year 1 Fee( 50% invoiced upon execution of this agreement: 50% invoiced upon solution delivery)
a   $ 50, 000 Year 2 fee( Invoiced

15L

Anniversary of this agreement)
o   $ 50, 000 Year 3 Fee( Invoiced 2" d Anniversary of this agreement}

euxton may include Grayslal<e, IL on its dient list in presentations and public relations efforts. When
doing so, Buxton will not reveal information that is confidential and proprietaryto Grayslal<e; IL.

The ihitial term ofithis agreement is forthree( 3) years.with services invoiced annually. However,,at any

time du.ring this initial 3-year teem, Grayslalce, IL may cancel services for the following year by peov.iding
written notice to Buxton at least sixty( 60) days in advance of a yearly renewal. If Grayslal<e, IL cancels

services prior to the expiration of the initial term, no additional fees will be due or payable.  All service
fees associated with this agreement are due in net( 10) days of the date of the invoice.

Buxt n
t

Grayslake, IL

Slgnatu.,  Sig ature      ,

l   l t j//`.
Pnnted Name Pd ted Name

c (, 1' G I l f(';  c r a,-—

77f/ e T!f!e
Q

i,  z I t l l 2 / 1 
Dafe Dafe

c,, 

Plea"se prowde us with a prrmary point of

coniactfor invace recerpt       }  `   5

I i 5:

Name     
j;!

i  ;.
i

a,

Phone i

Ema.'il`       
f.   1 J t

1

Preferred Method of Rece pt̀ ema i oru s nna il _

a; On Page  2
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Our Retail Recruitinent solution is a total marl<eting strategy that enables comrnunity leaders to

immediately implement a retail development program. It provides the same analytical information

retailers depend on today to mal<e site selection decisions so that you will have a compe0ing case as to
why your city/ community/ site can support new store and restaurant locations and expansions.

AddiCionally, Retail Reeruitment identifies specific retailers who seel<a ma.ri<et with household
purchasing habits just lil<e yours, and we provide custom mari<eting pacl<ages taCgeted to that spec.ific
retai(er.

Retail Reeruitment goes beyond a_plan. It,allows youto be proactive and tal<e.the initiative ratherthan

waiting and haping something happens,  

Deliverabies

M Drive Time Trade Area Map
Retail Site Assessment( retail potential of up to th.ree selected sites.)
Retail Nfatch List( specifie retailers that match the households in the trade area).

Retailer Specific Marketing P"ad<ages.{ for up to twenty( 20) retailers)
SCOUT° online accessto deliverables

B.enefits

Maximize revenue growth to fund city services.
ti Retain dollars that are being.spent outside the eommunity.

Create new, permanent'jobs.

Satisfy citizens' desire to shop at home.
Partner with the leader in site selection analysis. to the retail ind.ustry:

Establish credibility with deeislon maicers by providingfactual evidence to su_pport y.our location.
Use competitive analysis to close the deal.

A A dynamic, consumer-oriented retafl sector is a component of a healthy economy.

i n  Page  3
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Since our founding in 1994, Buxton has been a leading force in retail Iocation and deve[opment. We are
recognized for creating solutions that provide results.    

Buxton began a.s a service to help retailers malte informed site selection decisions by understanding
their customers and precisely determining their marl<ets, Buxton leaders soon realized that the

company' s expertise in retail location and marlcet analysis could also be leveragetl to benefi#
communities desiring retail expansion. Please note that in this proposal the term" retail" and" retaile"

is inclusive of restaurants.

Retai/ Recruifinent Retail Matching

Designed specifical{y for use in community economic development programs, Buxton' s Retail
Recruitment Retail Matching process has assistecl more than 650 public sector clients nationwide,

resufting in the development of more than 35 million square feet of retail space, We integrate our
impressive technical capabilities with more than S00 cumulative years of retail management and local

economic development experien.ce to help municipalities achieve their retail goals.

More than simply providing data, Buxton supplies custom marl<eting mafierials and' Strategies targeting
the unique location requirements of retailers, developers and commei cial real estate brokers: Buxton:

clients achieve outstanding suceess using our to.ols for retail identification, select'ion"and reeruitment.
And our clients benefit from our unique understanding of retail site selection from the retailer's point of I

view. The combination of technical expertise and professional guidance gives municipafities the capacity

to immediafely implement an effective retail development program.

Benefits of Partnering with Buxton
LVitfi Buxton' s Retail Recr.uitment Solution you have immediate access to:

Retail Industry Expertise: Gain a competitive position by working with professionals who have
years of retail management experience.plus current insights into your community and site
selection processes and# rends,

e Community Development Best Practices, Expand and sharpen your business deyelopment focus
by incorporating best prac ices discovered by Buxtonthrough daily work with lo.cal governments
across the nation.       I

Proprietary Systems. Gather useful information by having Buxton' s technology specialists
analyze yourtrade area accessing data stored on Buxton' s in- house databases.

a Personalized Content: Advance your business recruitment program by receiving personal
guidance from our staff and ongoing insight into I< ey industry topics via our monthly e-
newslefter, webcasts and other interactive tools.

Long-Term Partnership. As a Buxton client you may utilize otar booth space as a central meeting
location and display rnarlceting collateral specificto your City. Additionally, a Buxton
representative will be available for on- going calis and emails related fio your needs.

JJ'` i Page  4
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Once you have engaged Buxton to worlc with you, a project team will be assigned to guide you through

the entire process—from initial data collection to final presentation of the results. This team consists of:

Account manager, who will serve as your primary source of communication during the pr.oject
o Geographic Information System specialist, who will analyze your trade areas and create

customi2ed maps and reports

o Professionals with bacl<grounds as retail executives and economic development practitioners,   

who will address your unique challenges and help maximize your opportunities

Data Collection

Buxton uses over 250 consumer and business databases that are updated throughout the year, and U   

some cases, every month. Although it is possible to obtain these databases for less expense on a

community or regional basis, Buxton buys and is Iicensed to use the complete U. S. datasets. With this

info.rmation Buxton can compare your potential location to the universe of all competing Eocations

operating' in the U. S.

Researehing ani! Verifying Your Retail Trade-Area
The location decision process for all retailers begins with the coUection, analysis and evaluation of i

numerous location variabies such as demand density, customer buying habits, economic trends,    
competitian, traffic volumes, and ayailable sites to name a few.

sy     -' r 4f!  
t`\ Y ,    f' I.' a,t . Y,.

The process will start with the in=depth collection of data K     ; ,'?!;L

using the same location variables that we use for our retiail      ! y«'.     -       ,
y         r

s

i
r 9,l'    '  y

clients to qualify sites forthe loc,ation oftheir retail stores and   .,.      -. '      xie,-'

restaurants. O.ne goal is to define current retail situation5 in      `` '      .      _ y

tlie trade area and Fn any neighboring communities that
t• ;

N

impaet on the retail environment, The othergoal is to r       "          '' 
i'

understand the community' s expectations and desires. This     ' w  "       , F       `' rxg sda

analysis includes personal visitstothe community, collection     . i, , ,         

of data components necessaryto conductthe analysis and       ;.'- 1,; f' a''   i, '  ii
P   + t.. i i .   

t,  -      4  
A

identi#ication qf marl<et influeneers.       f '`'`}r'''         f,
s

Drive-Time Trade Area Definition
Customers today shop by convenience, measuring dis#ance        '    '      ,    , ., t   ,

based on time, not mifeage. Retail Matching wil) employ a i'{ 4r , ,,   
y; J q y.' 4

I,: 1 j.
r:?q^{'-.  . nli"' I, 6n, yT^'

custom drivetime analysis to determine your trade area. This

ustom analysis is developed using an in-.house database su porhed by our Icnowledge of individual
retail client' s actual trade area,s.

The resulting drive- time:trade area map will be a po:iygon that more accurately depicts consumer
shopping patterns than radial rings or hand deawn catchment areas.

U. Qn Page  5



To assure the accuracy of the drive-time trade area, the draft maps are reviewed with community
leaders and verified before proceeding with the next step.

Evaluating Your Retail Potential
The purpose of the evaluation phase is to understand what mal<es yourtrade area marlcet distinctive
and valuable from a retai{er' s viewpoint and scrutiny.    

Our evaluations capitalize on Buxton' s worl<ing I< nowledge of the retafl mar!<etplace and the evolving
location requirements and expectations of today' s retailers. Combining this I< nowledge with our j
economic development competencies aliows us to evaluate and recommend proven community i

practices. Our evaluations do not rely on dated government research or national/ state statistics, all of
which fail to reflect local realities. Rather, we implement our real- world experience gained from worl<ing
with local governments that have opened more than 35 million square feet of new or expanded retail

space. Vi/ e I< now how to help you sharpen your retail mariceting strategy, aggressively market the City
and improve your marizet perfoCmance.

Retail Leakage/ SupplyAnalysis

The Retail Leal<age/ SupplyAnalysis

provides an estimate of retail

dollars flowing in or out of the
trade area. The two main

components of this analysis are: 1)  

current sales( suppiyj by retail
store type, in dollar amounts, and i

2) estimated Sales potential

demand) for retail store type, in  . 

dollar amounts:  

We first calculate a sales gap index

that illusfrates your ability to capture your residents' ex enditures,

The.sales gap index provides a reiative comparison of leal<age/ surplus' and, an estimate ofthe doilars
that are being spent outside the tracJe area( leal<age} and the amount.of dollars coming in frorn outside
the trade area( surplus).

Local usiness Retention and Expansion

The Cons.umer P` opensity Report( GFR) shows Yhe lifestyle, product, and psychographic lil<elihood
indices for the consumers within the trade area being analyzed. Major retail, restaurant; grocery, and

consumer pacicaged goods firms use this very same information to drive marl<eting and merchandising
decisions.

Information is provided forthirty-fwo( 32) major categ i ies with more than 4,800 tota) line items.   
Please note that line items are based upon national- level purchasing and lifestyle cfiaracteristics. These
line items are then correlated to the underiying househoid characteristics of the consumers within the

trade area heing analyzed, Some line items may not be necessarily relevant or available in your maci<et

u4i dn
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or region. The score in these situations serves to indicate the degree to which the consurners would

participate in or purchase that item if it were relevant and available. Often this is taken as an i    ;
opportunity for expansion of a similar brand or concept within the category.   f i

The CPR is designed to assist the City in developing local business retention and expansion strategies. I

The City will be armed with fact-based data to assist independent retailers to malce merchandising and

n arlceting decisions,
i

16

rviwdwx. K ' b r
t'

Customer Profiling
il     .   <<       

The Retail Matching process will identify and I

analyze all the households in your drive-time      , 4     ';,;  2  , ,{:  

F , T  `

trade area. B sed on more than 75,000
i  r 

categories of lifestyles, purchase behaviors and    

media reading and viewing habits
a-.  ..:: - .    

psychographics), the households in your trade

area are assessed to gain an understanding of         

the types of retailers tMat would be attracted to

T

a. .. -,  

your community. Dur in- house databases include both traditional demographic data and the most

current psychographic lifestyle info.rmation for over 120 million households in the.U. S.( as well as up to

seven individuals living in each of these househoids).
Each household 1n a trade area falfs into one of 60 mark.et segments reflecting the buyin,g hablts of

customers in the household, The blue line in the adja.cent figure graph' cally profiles the households in`a

city' s trade ar.ea.

Retail Site:Assessment

Buxton will analyze three( 3} distinct retail location/ geographic areas, selected by the City. Based on our

collective experience in retail locatior s, the following factors are. considered:;

Psychographic:analysis ofhouseholds in trade area

Demand for retail goods and services

Growth plans and relevant development

Retail goals of the cammunity

Buxtonwiil develop a demand densif.y profile ofthe trade area. Demand density rneasures the bottom-
I'ine value of the customers in the trade area— who they are, how many there are and what they buy.
One of the significant advantages of Buxton is our ability to talce tlie demand density data and creatively
ranslate it into a proactive mari<ef sfra egy tailoeed to ta!<e advantage of you r Gity' s streng#hs and to

achieve its retail goals,

BUS C011 Page  



Matching Retailers and Restaurants to Marlcet Potential
Based on the Retail Site Assessment, you will select one   •

1) location for retail matching analysis. Once the site
F',yCommunlrylD Profde Hatch Report

for retail matching has been selected and the consumer
x.,,,,,,,,,,„,

profiles in the trade area have been determined,
N`""°'"`

Buxton will match these pi•ofiles against the customer s ne u n, s p;, ua; ar

profiles of 5, 000+ retailers in our proprietary database.     yw,, 
4=

0.'CF       
Fq s f W.'

in the adjacent figure, the blue line indicates the

customer profile of households in a commun(ty' s trade
area. The red bar represents a specific retailer's

customer profile. A similarity between the two profiles
conil• r...uvn.•r.mN  +' nr. wwaf+m:    : aRr•

analyzed usfng Buxton' s proprietary retail matching t.w.<4ut,: in uce. rn 

uu: y.m
aigorithm concludes that this site is an opportunity for w,,,,,,,,, I

af, v,     ,      .,      

la speeific retailer to open a suceessful store.     e y W     9, Uli tlf,119     3. 3

TeblNau NwiJ     J6.19J A5 99     93])      

COm Omdn ntie+n ntlfeuiMdJ  t}. 1} L 11,A11 16,N1

These matches result in a list of possible retailers, To

develop the prelimina.ry refail match list, Buxton u.,    e.,. e.,     rKK,.«..... w.-

analyzes a number of factors about each possible

retailer# o quafify it: This analysis is designed to
eliminate tfiose retaileCs that for any reason would not be a candidate. Gonsidered in this analysis are i

such factors as, verification that a retailer is current(y operating or expanding into your market; location I

of operations in similar cities, and competition ancl cannibalization from nearb.y locations.

Once this analysis is complefe; the preliminary list of retailers wil) be discussed and reviewed.
i

Deliveeing Marlceting Packages
Buxton will assemble an individualized marketing( pursuit} pacl<age for wp to twenty( 20) targeted
retailers>Eaeh marlceting pacl<age will be delive.red electronicaliy to facilitate convenient defivery of
tiiese pacliages to targeted retailers, developers and brol<ers. At the clien:t's r.equesfi, Buxton can provide

a. hard copy of eaeh ofthese twenty( 20) pacl<ages.

Each marl<eting pacicage.conta'ins:      
1.  Map ofthe retail site and trade area
2,  Map of retafler' s potential cusfomers
3.  Retailer match report that eompares the siCe' s trade area characteri5tics with the r.etailer's

locations in similartrade areas

4,  Demographic and psychographic profiles of the households in the trade area

Buxton targets not only specific companies, but also the individual in the company who has the

responsibility for losation decisions, To provide the best possible reception when the targeted retailer is

contacted, Buxton notifies each company that you have been qualified by Buxton as a potential viable
location for a store, restaurant or development and should expect to.be contacted by a representative

of the city.  

l.?.i n Rage  8



Detivery and Interaction Platform

Buxton' s Retail Recruitment solution will allow you to actively recruit retailers to your community and
support existing businesses with the push of a button in SCOUT Touch, providing you with crucial
information about your community, your trade areas, your residents, and much more. SCOUT is a web-

based platform which is accessible on any 1Nindows or i0S enabled device with an internet connection

and designed to give decision- mal<ers in your community access to the data and solutions that will assist
them in mal<ing better business decisions. The Retaii Recruitment solution includes one( 1) iPad which i

will be provided at completion and will be pre- loadec[ with all I< ey findings. This iPad is your property
and is enabled with four( 4) SCOUT Users with the ability to run demographic and trade area profile
reports, and view maps, and other data elements.

JN.": P       f f. Y I     "
1

Ncl 1- 

li l   /
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ti       
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I:       

ANSWERS AT YOUR FINGERTIPS. ANYTIME. AIVYUUHERE.

Identifying and quantifying the key variables wi ich impact your commanity; you will acquire insights
from these findings that will provide you with a strong foundation from which.to understand retail
reeruitment and business retention efforts. ! n Buxton' s SCOUTToucfi you wil.l be able to:

e Edentify Retail Matches
Run Variable Reports

View City Limit Maps
Run Healthcare Reports
Ruli Demographic& Consumer Propensity Reports
See Aerial View

e View Physician Intelligence
Run Gomparable Reports

Run Retail Lealtage/ Surplus Repor s
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To effectively initiate this project, we request that you provide the following:
1. Project Liaison

You wiil designate a project manager who will serve as euxton' s primary contact during the project.

2. Community Information and Reports

Logo( vector file—request from your ad agency and/ or printer)
Addresses and deseriptive iriformation for up to three sites that will 6e evaluated i

s List of planned retail, commercial or mixed use{ either proposed or in development) in the

community

e List of major, national or regional retai(ers that have closed, left ar moved from the community

i

3. Project Launch

A conference call with you representatives and the Buxton( roject Team will officialiy launch the
project. The project launch will occurwhen:       

1. An agreement is executed I
2. The initial payment is received, and I

3. The Community Information and Reports are received

r. ..._ .:...__.._,.,

BUXTON S EXTENSIVE EXPERIENCE MODELING., AS WEL! AS OUR UNPARALLELED

DATA AND TECHNQLOGY, MAKE US THE MOST QUALiFiED COMPANY TODAY TO   

EFFECTIVELY SOLVE YOUR RETAII RECRUITMENT CHALLENGES.       

s .    

i,

j'. 3

R: .:   S
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j4
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e

Lisa Hill, Vice President ofSales Cody Howeli, Vice President.
CommunitylD General Manager

I hill@ buxtonco.com CommunitylD

chowel)@buxton eo. com
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Fo,  W 9          Request for Taxpayer G e F° rm t° t" e

Rev. August2013)       Identification Number and Certification
requester. na ot

Department of the Treasury Se17d to the IRS.
Intemal Revenue Service

Name( as shown on your income tax retum)

Buxton Company
N Business name/ disregarded entity name, if differe. t from ahove
m BUXt011

Check appropriate box for federal tax classification:  '  Exemptions( see instruct(ons):

0
c   

IndividuaUsole proprietor    . C Corporation    S Corporation     Parinership   Trust/ estate

p Exempt payee code{'rf any)     • 
i    Limited liabiliry company. Enter the tau classification( C=C corporation, S=S corporation, P= partnership)    Exemption from FATCA reporting

code( if any)

p    Other( see( nstructions)

Address( number, street, and apt. or sufte no.) Requester' s name and address( optional)

y 2651 South Polaris Drive

City, state, and ZIP code

Fort Worth, TX 76137
List account number(s) here( optional)

Taxpayer ldentification Number( TIN)

Enter your TIN in the appropriate box. The TIN provided must match tha name given on the" Name" line Sxiai securtty number

to avoid backup wRhholding. For individuals, this is your social security number( SSN). However, for a     -

m -.resident alien, sole proprieYor, or disregarded entity, see the Part 1 instructions on page 3. For other
entities, ft is your employer identification number( EIN). If you do not have a number, see How to get a
TIN on page 3.    

Note. If the account is in more than one name, see the chart on page 4 for guidelines on whose Emp oyer iderrtification number

number to enter.
7 5   -  2 5 4 1 0 1 4

Certification

Under penalties of perjury, I certify that:  

1. The numbershown on this form is my correct taxpayer identification number( or I am waiting for a numberto be issued to me), and

2. I am not subject to backup withholding because:( a) I am exempt from backup wfthholding, or( b) I have not been not(fied by the Internal Revenue
Service( IRS) that I am subject to backup wRhholding as a result of a failure to report all interest or dividends, or( c) the IRS has notified me that I am
no longer subject to backup withholding, and i

3. I am a U. S. citizen or other U. S. person( defined below), and

4. The FATCA code(s) en#ered on this form(' rf any) indicating that I am exempt from FATCA reporting is correct.

Certification instructions. You must cross out item 2 above if you have been notified by the IRS that you are currently subject to backup withholding
because you have failed to report all interest and dividends on your tax retum. For rea! estate transactions, item 2 does not apply. For mortgage

I
interest paid, acquisition or abandonment of secured property, cancellation of debt, contributions to an individual retirement arrangement( IRA), and
generally, payments other than inter and dividends,   u not required to sign the certification, but you must provide your correct TIN. See the
tnstructions on page 3.    

19n Signature of
Here    u.s. pe so     uate    ! 0       1

General Instructions Withholdfng tax on forefgn partners' share of eff tively connected income, and

4. Certify that FATCA code(s) entered on this form pf any) indicating that you are
Section references are to the Intemal Revenue Code unless othenvlse noted.  exempt irom the FATCA reporting, is correct.
Future developments. The IRS has created a page on IRS. gov for information Note. If you are a U.S. person and a requester gives you a form other than Form
abouY Form W-9, at www.irs.govlw9. Information about any future developments y/_g to request your TIN, you must use the requester' s form if it is substantially
affecting Form W-9( such as legislallon enacted after we release it) will be posted similar to this Form W-9.
on that page.

Definition of a U.S. person. Forfederal tax purposes, you are considered a U.S.

Purpose of Form person if you are:

A person who is required to file an information return with the IRS must ohtain your     •
An individual who is a U.S. citizen or U.S. resident alien,

correct taxpeyer identification number( TIN) to report, for axample, income paid to      • A partnership, corporation, company, or association created or organized in the
yau, payments made to you fi settlement of payment card and third party network United States or under the laws of the United States,
transactfons, real estate transactions, mortgage interest you peid, acquisitfon w q e( other than a foreign estate), or
abandonment of secured property, canceliation of debt, or contrfbutlons you made
to an IRA. A domestic trust( as defined in Regulations section 301. 7701- 7).

Use Form W- 9 only if you are a U.S. person( ncluding a resident alien), to Special rules for partnerships. Partnerships that conduct a trade or business in

provide your correct TIN to the person requestfng it( the requester) and, when the United States are generally required to pay a withholding tax under sectfon
applicable, to• .   1446 on any foreign partners' share of effectively connected taxable income from

1. Cert'  that the TIN ou are fvin is correct or ou are waitin for a number
such 6usiness. Further, in certain cases where a Form W- 9 has not been received,

Y 9 9       (  Y 9 the rules under section 1446 require a partnershlp to presume that a partner Is a
to be issued),     foreign person, and pay the section 1446 wRhholding tax. Therefore, ff you are a

2. Certify fhat you are not subject to backup withhokling, or U.S. person that is a partner in a partnership conducting a trade or business in the

3. Clalm exemption from backup withhoiding' rf you are a U. S. exempt payee. if Unfted States, provide Forrn W-9 to the partnership to establish your U.S. status

appficable, you are also certffying that as a U.S. person, your allocabie share of
and avoid section 1446 withholding on your share of pertnership Income.

arry partnership income from a U.S. trade or business fs not subjsct to the

Cat. No. 10231X Form W-9( Rev. 8- 2013)


