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Retail Market Research &
Strategic Plan Overview

STRATEGIES

DEMOGRAPHIC REPORTS
Delatied Demographics
Age by Gender
Age by Income
Household Weallh
Income and Disposable Income
Cansumer Behaviars
Consumer Allitudes

TAPESTRY SEGMENTATION
ANALYSIS

PEER ANALYSIS
RETAIL SPENDING REPORTS

Consunier Expendiiures
Consumer Atfitudes

RETAIL GAP ANALYSIS
RETAIL VOID ANALYSIS




+ Consumer Expenditure Survey
o Program from the Bureau Labor Statistics
* 1.5, Census Bureau’s Monthly Retail Trade Reports
+ Census Bureau's Economic Census
* STI: PopStats Data
= STE WorkPlace
* United 5tates Postal Service
= United States Department of Defense
+ National Center for Education Statistics
« National Center for Health Statistics
+ Federal Financial institutions Examinatien Council
+ Internal Revenue Service
+ Bureau of Economic Analysis
= Bureay of Labor Statistics
«  Office of Federal Housing Enterprise Oversight
« Department of Defense {DOD}
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Esri Tapestry
Segmentation

Segmentation 101

Segmaentaton systems aperate on the theory that people with simar taslas, fifestdes, and behaviors seek othets wilh he
same tastes—iike seeks like.” These behavicrs can be maeasured, predicted, and targeted. Esfs Tapestry Segmenlation
system combines the “wha" of ifestyle demography with the “whare™ of lacal neighborhood geography lo create & mode! of
various lifeslyte classifications or segments of eciual nelghborhwods with eddrasses—distinet behavloral markel segments.

What is Tapesiry Segmentation?
Tapasiry Segmentalion represants the fourth gamralign of markat ssgmenlation systoms that began mare than 30 yaars ago.

The 65-sagmant Tapostry syslom classifios US based on their sock and di hic
compositions. The powar of Tapesiry Ssgmantalicn zllows you to profila consumers and constituents.

Who Should Use Tapestry Segmentation?

Al companies, aganclas, snd organizstians need to understand consumers/consttienls in order Lo supply tham with the right
products and sarvices and 1o reach lhem via Lheir preferred media. These applicallons require a robust segmentalion system
Ihat can accurately profie thase diverse markets. The versalifly and predictive pover of Tapeslry Segmentalion allow users lo
integrate thair own data or nalional consumer surveys inte Tapestry Ssgmantalion lo Kenldy their best markst segmenls apd
reach them Lhrough the most offaclive channals.
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MARKET PROFILE i rermrmsion st

Amer:can D eamers

Househaolds: 1,747.0

ASEGMENT DEHSITY

Average Household Slze: 314 Dretqaninnl,
ety

Median Age: 316

tAedian Household fncom

Typial Housing:
Siagle Farcly

When dining aut, thesa residents favor fastdoad dining placas such as
Taco Belt or Wendy's, a3 well as famity fiendly restaurants fka Ofive Garden,
Dennys, or HOPR.

Celi phones ara preferred muar fandlines.

Favuiite channels incode Animat Planat. MTV, Castoon Natwork, and Disnay,
as wall as programmng an Spanush TV

PResidents Fisten to urban or Hispanic radie.
During the summey, family outings to theme parks 6re espedally populan

vent 5ing

Amerlcan Dreamers ' _ Nietro Fusion

QCCUPATION BY EARNINGS : : Hauseliolds: 1,664,000

The frva cecupations with the highast number of workars In the market are displayed

Iy mecian aamings. Uata from the Census Bureau's American Community Survay. Average Househald Stze

Median Age: 26.8

Median Househald Incorne:

S40.00
B saoo
£
£ MARKET PROFILE e s = recmni b saip it
:E $20.000 * They enjoy vatching TV, BET, Spanih TV metwrosks, and piy-peraice.
2 * Thay bsten 1o REB, rap, Latin, 8ad rggan mutle.
E $10.%0 » Fosthal snd soceer are populsr sports.

) # They shop 2t discoun grocery stores, Kmut, and Walmart
""""""""""""""""""""""""""""""" 4 Thay often eal freren dinners, but when dinlng out prefer
NieDonskin, Wendy, and IHOP.
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Workers {Age 16}
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Multrit Renbals:
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OCCUPATION BY EARNINGS

ions with the highest number of warkers in the markat are dsplayed
by meckan eamings. Data fom the Census Bureau’s American Community Survay.

The five

Medlan Earnings

Workers [Age 154}
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The Peer Analysls loouses on Identifying ctlios actoss the United Slates that are most simllar to the City of Laka Woith, Floridz
{rom an sconamic and demographlc perspecliva. Once Ihess pears ara identified, wa can Ihen Idanfify retallers that hava shown
a propenslty to focate Tn comparable communitiss. This resaarch tool Is effective for Jsolaling tha most iikely relail recadlbnent

prospects for the Gty of Eake

Vorth,




The Gap Analysis is & summary of the
i primary spencing Gaps segmentad by
refail category. It measures actual
Sk consumer expenditures within the City's
1500 . lrade area and compares it fo the
ULt potenfial retall tevenue generated by
23028507 - retailers in the sams area. Tha difference
et hetween the Bwo numbers  reflects
516,049,629 . leakages, or the degree f which
el B B - consumers travel outside the community
Lo Electronics & Appliance Stores .- -, - $18,003,978 . {or cerlain retall goods and services. The

ot Gap analysis is a useful {col fo gauge
L S18418709  ratail supply and demand within the
e dor re - GOOMURNItY.

s,

Rusidleg Materlal and Gardan Equisment Stores.

'Ful_ﬁegﬁqé Rt_asi;aufa.nis '

Y ; _HomeFumishirgsSlqres_.

Sporting Goods, Hobby, & Muslcal !nstruzﬁ_a_ni ;
S

" The summary Includes the Number of
- Retailers Targeted in Plan. These figures
- represent  the number of retailers
*..: potentially required to fill the particular
- Gap in each calegory.

""'.Office Susples, Stalicnety & Gif Stores .
Boak, Pérlodical & Music Stares

Specialty foad —fast casual, ic gracery becoming mainsiream
Retall Growth 2014: Retail Contraction 2014:
*+  Fitness/Health/Spa Concepts + Children’s Apparel * Bookstores
*  Orug Stores *  Off-Price Apparel *  Videa Stores
*  Thrift Stores = Beauty/Cosmetics/Fragran +  Do-It-Yourself Home Stores
+  Grocery (Smaller Format} ces s Mid-priced Apparel
+ - Discount *  Pet Supplies »  Mid-priced Grocery
= - Ethnic « Sporting Goods »  Office Supplies g“
s -Qrganic *  Wireless Stores »  Consumer Electronics &
+ - Upscale *+ Banks s Stationary/Gilt Shops
+  Fast Food » Shipping/Postai Stores
+  Fast Casual [~40% of restaurant growth) »  Castral Dinlng — Older Concepts
+ Automotive

' Distounters
+  Dollar Stores /’

= Address and Property Description

+ Coordinates

= Listing Agent if applicable

» Contact info for Agent or Owner

» Website address for Agent or Owner

» Link to Property Information on Agent or
Owner's Website

» Google Earth Link to aerial and ground photo

= Total Size of Center if existing

+ Availzble Space in Center

» Parcel Size if vacant land

» Existing Tenants if existing shopping center

» Traffic Couat at property

= Summary of Recruitment opportunities specific
to property

+ Specific Prospects for property

= Overall strategy for property

- General comments




Major Retail & Restauran:

1CSC DEAL MAKING
GCONFERENGES

LAS VEGAS
NEwW YORK CITY
DaLLAS
ATLANTA
CHICAGO
GRLANDO
SaN DIEGD
NEW ORLEANS
CHARLOTTE
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