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INTRODUCTION

About me

Specialist in commercial district retail strategies
100+ communities nationally and internationally
New York City Planning Commissioner

Assistant Visiting Professor, Pratt University

Leadership

Board Member, International Downtown Association

Co-Chair, NYS Alliance, International Council of Shopping Centers
Co-Chair, PlaNYC Advisory Council

Member, Advisory Council, 4t Regional Plan, Regional Plan Association

Author/Editor/Blogger

Improving Tenant Mix, ICSC

Commercial Revitalization Planning Guide, LISC
www.commercialdistrictadvisor.com
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http://www.commercialdistrictadvisor.com/

www.commercial districtadvisor.com

The Commercial District Advisor

The on-line resource for information-sharing, ideas and strategies for successful commercial district revitalization
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Driving the Downtown Experience

| toumd miy Insperation today in a
two-year old arbcle in the MY Times
[T 3l Wil I BAaka You Happy?”
MY Temes, B7110]). White the aricle
may be a tad dated, the guastion
posEd, Mow 00 people Gorhe
happinass?” is timedass. The
answear o this queston hokds
significant imphications for how we
design and manage downtown
amifonments_ According lo tha
articke, new research suggests that
“people are happser when thay
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Wiliame-Sonema oflery demansinalions
of itz products

mnstead of matena! objects * Some of the more relesant findings include

* "Maki consumers feel special by giving them access 1o exclusie avents

and more personal customer serice”

+ “Spending money for an sxpenance - concert ticksts. French lessons,
sushi-raling classas, & holed room in Monaco - produces longar-tasting
satisfacton than spending money on plain obd shff *
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What makes a successful district?

Beacon, NY

- " Cold Spring, NY
: I et ] S i

Hudson, NY

NY- ¥ : -



What creates “vibrancy”?

e retail density

e population density (i.e. customers)

e accessibility

* convenience

e safety

e attractiveness of public space/amenities
e administrative capacity/leadership



Are you ready to market?

PHASE IlI:
IMPROVE —
TENANT MIX

PHASE I
FOCUS ON THE
FUNDAMENTALS

PHASE I: |
BUILD CAPACITY

RETAIL ATTRACTION

RETAIL RETENTION

RETAIL ENVIRONMENT

Physical Environment Access/Parking

Clean/Green Safe

CAPACITY BUILDING

@ Lansa Ortiz Associales
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Marketing takes many forms

or[entationgé
science %

customers o Etaf@etmm:saﬂ
pncmﬁﬂ"iﬁ 'mlﬂg”_ tra e

. l:l'}
S g _g sales
"= ——; H o quahty.,m -E
objectives € a3 mterngt 'j organizational g

E TEIELIH'EH'IE'MS
researc M
manag ement“’ a
lnfurmatmnmm

competitive =c~ methods o = activities £ *“davelupmenls |
2 activity L L institutions 2 & Z 5 ere: custome
: S v 8 goals {5 service 82 ‘H' t
rela Llonshms Emmmﬁc[!o,, ,s.,..,,.m

identifyin advertis mg

[ pertaerd gupblicaltisn

Ellﬂ

psychology
strategie

satisf

prnduc!s



Surprising. Whimsical. Srylish.

Marketing/
Promotion

VALUABLE STORE OFFERS INSIDE!
Sales vs. Event Marketing

SWEEPSTAKES! |

W 4 J'J I‘, "’L\.\"E _""ihx..t uﬂ

SHIP

DOWNTOWN

November 4 through December 24
For your chance to WIN great prizes!




A free weekly
entertainment

Marketi ng / & programming
a series in Union
Promotion Square Park.

a9
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Ambient and Impulse
Entertainment

Kids in the Square Music in the Square

every
thursday

June 16 to
Angust 11

------

EAT.SHOP.VISIT,
: UNION SUUARE.

nEquarenyc.org
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Marketing/

Promotion
Development, retail and §
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What drives customer loyalty?

Behavior Drivers

Location

Source: John Skinner, Verde Group/ ICSC Global Research Network,



What drives customer loyalty?

-

DISTRICT EXPERIENCE
Access
Security
Physical Environment
Services

Events

STAGE

STORE EXPERIENCE

Selection

Prices
Customer Service
Store Layout

Merchandising

SELL J
1|le | ARISA
(&) 55858



A SMARrT Approach

Strategic Positioning
Market Analysis STEP 3:

Administrative Management STARTING POINTS

Redevelopment & Retail Sales

Tenant Mix Redevelopment
STEP 2:
WHO? Retail sales
Tenant Mix
STEP 1: Administrative
DIAGNOSE Management

Strategic Positioning
Moarket Analysis

©Larisa Ortiz Associates



Strategic Positioning

Defining the “DNA”
of your
community...

begins by
understanding your
market
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DIAGNOSE

& INTERPRET

1. Observe & Investigate
2. Evaluate Consumer Demand

‘@ LARISA ORTIZ
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DIAGNOSE TO 3 STER1 _
& INTERPRET Observe and Investigate

I@ LARISA ORTIZ
ASSOCIATES
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Walk your district and observe the

existing retail mix

Talk to those in the know

o
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\’4 " ’ Define retail micro-climates
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Parking/Access




77% of residents said parking was
always or usually available.
he parking lot.

Insecure using t

% 57% said they feel somewhat or very
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STEP 2
DIAGNOSE . Evaluate Consumer
Demand

& INTERPRET

commercial gistrict advisors
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Average Household change
household size (income, number,
size, age, etc.)

Average/median Income
income change What data helps you

» _ understand your market?
Competition Major

(presence, type employers
and location) in the area

Co-tenants, Number of

preferred households

Crime Pedestrian traffic
Daytime population  Population change

Educational Population
attainment size

Ethnic Psychographic
composition composition

Home ownership Visibility

-.l r' LARISA ORTIZ
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Hint, Hint. This is where you come in....

| Additional “wish list”
I'. kR4S - WEIEP
- Non-census based data

T T o I el ST T |__

__ Short-term neighborhood l
change jost
Recent public investments

T e e e Y S

% Daytime population

Visitor Population

Pedestrian counts

Detailed ethnic composition

——



Determine trade area

of mpacinlly miuil goods and
sandnes mal peophl wil
vl longer distances ko
i

HISTORIC THIRD WARD
¥ el

37TH AVENLIE

Destination
30 min — 1 hour+++

Comparison
10 — 30 min

Convenience
0-10 minutes




Determine trade area

Stadium Theater Patrons By Zip Code

Tip: Use Zip Code Data
from your anchor

Stadium Theatre,
D Woonsocket, MA



STEP 2
Evaluate Consumer
Demand
Nyack, NY

15-mile band was used to
determine potential
. market for a downtown

’ theatre

@ LARISA ORTIZ
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Convenience stores

Business services

]

Grocenes

Laundry senices

Full-service restaurants

Quick serice restaurant (QSH)

Beer, wine and liquor stores

Coffee shops

Pharmacies/drugstores

Hair and nail salons

Financial services

Sporting goods, hobby, book and music stores

Opticians’ offices

R N NN NE BE N BE BN NN

Martial arts, dance and yoga studios

Bars/pubs

Office supply, stationery and gift stores

Clothing, shoe and accessones stores

Jewelry stores

Filness centers/gyms

@ & @ &0 @

Cosmetics, beauty-supply and perfume stores

Electronics and appliance stores

Health-care professionals’ offices

Mowie and performance theaters

Hotels

Furniture and home furnishings stores

Convenience District
Everyday goods/services
Proximity

More frequent visitation
Competition less critical
Smaller trade area
Lower average sales

Destination District

Unique goods/services
Out of the way OK

Less frequent visitation
Competition

Larger trade area
Higher average sale




Retail opportunities

Primary Trade Area (0.5-mile) Demand Supply (Retail Sales) Retail Gap SCENARIO 1: SCENARIO 2:
(Retail Potential) Total Estimated|Number of new
Sq Ft stores
Total Retail Trade and Food & Drink $297,048,624 $225,271,851 $71,776,773 24,331 11
General Merchandise Stores $32,518,336 $12,031,128 $20,487,208 6,933 3
Full-Service Restaurants $16,166,376 $10,050,819 $6,115,557 1,902 2
Bldg Materials / Garden Supply Stores $6,565,273 $2,444,802 $4,120,471 2,060 1
Sporting Goods, Hobby, Book & Music Stores $6,629,560 $3,350,888 $3,278,673 3,262 4
Home Furnishings Stores $3,210,998 $1,387,206 $1,823,792 864 1
Secondary Trade Area (1-mile) Demand Supply (Retail Sales) [Retail Gap SCENARIO 1: SCENARIO 2:
(Retail Potential) Total Estimated(Number of new
Sq Ft stores
Total Retail Trade and Food & Drink $968,691,226 $715,767,009, $252,924,217 85,737 30
General Merchandise Stores $106,075,765 $64,685,543 $41,390,222 14,007 15
Full-Service Restaurants $52,463,225 $20,516,406 $31,946,818 9,937
Bldg Materials / Garden Supply Stores $21,321,403 $6,752,064 $14,569,339 7,285
Home Furnishings Stores $10,564,657 $3,863,011 $6,701,646 3,176 2
Assumptions
*SF Calculation based on a 20% capture rate and Feb. 2013 SAAR by retail category
**# of New stores based on 20% capture rate and borough wide average sales per location
~




|dentify retail categories with
significant unmet demand

General Merchandise Stores (3-5)

General Merchandise includes department stores, $.99 stores, and even some merchandise in pharmacies

Full Service Restaurants (1-2) Home/Garden/Specialty (3-6)
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Or significant surplus to build upon

Division Street, Peekskill, NY




Demographic summary

2012 Demographic

Comparison

Myrtle Avenue (.5 mi)

Myrtle Avenue (1 mi)

Queens

Brooklyn

Total
Population

46,827

149,980

2,250,879

2,504,700

Median
Age

32.4

32.4

37.4

34.2

Median
Household
Income

$36,867

$35,471

$53,421

$40,269

Average
Household

3.02

2.97

2.82

2.69

Percent
Renters

84%

80%

57%

72%

Population

Density

59,101 ppl/sg mi

47,005 ppl/sq mi

20,554 ppl/sg mi

35,369 ppl/sq mi



Help existing businesses better market

to target customer

Small Business Owners: Fulton Sireet in Forl Greene
and Clinton Hill 1 expariencing tremendous growih,

Fuling Bren Bagisiddes

CUSTOMER
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Survey feedback:
* More organic

offerings

* Locally-made
* More clothing,

shoes, gifts

Market data
findings:

o)

New
homeowners
Value seeking
Rapid income
growth
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Additional customer data

54

TOOL 7-1: CUSTOMER INTERCEPT SURVEY

lInclude an introduction briefly describing your revitalization efforts and the boundaries of your P re fe re n ce S

business district]

How much time do you expect 1o spend in this shepping district tod

Consumer concerns

Which specific businesses have you visited or do you plan to visit toda

What additional types of busine

would you like to see in this district? Pro S pe ct S

What additional types of businesses would you NOT like to see in this district?

Plense circle the answer that best deseribes you

pend at businesses in this district today?
O 551-99 O $100 or more

How much did you spend or do you plan t
Oso Os1- O £11-%25 O $26-

w

How often do you visit this shopping distri
O paily 02 -4 times/wk [ Once a week [ 2 times/month O Once a month
O 3-6 times/year [ Mot regularly

When do you usually visit this shopping district?
O weekday Evenings [J Weekend days [0 Weekend evenings [ No set times

How do you usually zccess this shopping district?
O car O Public Transportation O

parking?

Rarely O Never

the daytime in this
Safe O Mot Very 5afe O Mot at all

Do you have diffic

O Frequently O

vou feel during
O somew

How safe do you feel at night in this distri
[ Very 5afe [ Somewhat Safe [ Mot Very

O Mot at all Safe

Do you live in this neighborhood? Oy ON

Do you work in this neighborheod? Oy ON

Whatis your gender? OM OF

What is your zip code?

Ov ON

1f you would like to be involred please include your contart information at the bottom of this form.

Are you aware of the Commercial District Revitalization Planning Proc

Do you have any suggestions for changes in this distric?

Source: LISC Commercial
Revitalization Planning Guide

P\
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Consumer Demand Q&A

Where does your district fall on the trade area spectrum?

Do you know your district demographics?



Tapestry Segmentation
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Who are your customers?

Psychographic

PrOfl les City Strivers shop at wholesale
clubs for groceries and children’s
1% essentials.

Hispanic cultures dominate this
family oriented segment. Putting
their children first, NeWest Residents
lead a strong, family-oriented
lifestyle.

Urban Melting Pot neighborhoods
are ethnically diverse, made up of
over 50% foreign-born residents.
Fashion conscious, yet cost
conscious, Urban Melting Pot
residents love to shop.

G’ LARISA ORTIZ

Geography: Primary Trade Area (.5 mile) Source: Esri, ASSOCI|ATE
2012 ommercial gistrict adyisar



STEP 2
Evaluate Consumer
Demand

LOA Strategic Positioning Matrix
Mapping your District’s Business Mix

LIFESTYLE
Traditional Contemporary Trendy/Hip

High

571,000

City Lights

INCOME
Moderate

Urban
8 Melting Pot

_ity Strivers

5 NeWest Residents

High Rise Rentars

I (<)




STEP 2

Define your target customer

[ sShop Myrtle
Helen. Longtime Ridgewood Homeowner

[ Shop Myrtle

Justin, New Ridgewood Homeowner

hH Vam v S e o 21 400 l_r-ll*.'_h-ﬂ-_h
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I Shop Myrtle 7, I Shop Myrtle

Julianna, Ridgewood Renter / Martyna, Ridgewood Resident and Employes
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What activities will drive pedestrian
traffic and sales?




What activities will drive pedestrian
traffic and sales?

75) LARISA ORTIZ
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What activities will drive pedestrian
traffic and sales?

75) LARISA ORTIZ
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What businesses should we market to?

LOA Strategic Positioning Matrix
Mapping your District’s Business Mix

LIFESTYLE
Traditional Contemporary Trendy/Hip
Retailer price point as
it relates to relative
5 income benchmarks.
I
Brooklyn
‘ albots ‘ y
Industries
o 571,000
T ‘ Macy’s
-
1] — | —_— | L] | L] — L]
o
=2 | |
‘ TJ M3@xx
| |
] + 1 1 535,000
link Gym
l L] — L] | L] | L ] ‘_ i y
E ‘ Dollkar Store

)
(WalMart (Macy’s) (Urban Outfitters) -



What businesses should we market to?

I.I;-f:" ' LARISA ORTIZ
A ASSOCIATES
‘-,\____J:_.I' T T T trlet L



What impulse or ambient
entertainment should we provide?

PO N TN T O W™

.1
CERTIFIED



What impulse or ambient
entertainment should we provide?

i i

=
e 8







QUESTIONS?
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718-205-5116
lortiz@larisaortizassociates.com
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