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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, 4th Regional Plan, Regional Plan Association 
 
Author/Editor/Blogger  
Improving Tenant Mix, ICSC 
Commercial Revitalization Planning Guide, LISC 
www.commercialdistrictadvisor.com  
 

http://www.commercialdistrictadvisor.com/


www.commercial districtadvisor.com 

 



What makes a successful district? 

Cold Spring, NY 

Beacon, NY 

New Paltz, NY 

Hudson, NY 



What creates “vibrancy”? 

• retail density 
• population density (i.e. customers) 
• accessibility 
• convenience 
• safety 
• attractiveness of public space/amenities  
• administrative capacity/leadership 

 
 



Are you ready to market? 



Marketing takes many forms 



Marketing/ 
Promotion 
Sales vs. Event Marketing 
 

8 



Ambient and Impulse 
Entertainment 

9 

Marketing/ 
Promotion 



Development, retail and 
inventors 

10 

Marketing/ 
Promotion 



What drives customer loyalty? 

 
 
 

  

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

Summary of Strategies 

District 
Experience 

Tenant Mix 

Location 

Behavior Drivers 



What drives customer loyalty? 
Summary of Strategies 

 
 

DISTRICT EXPERIENCE 

Access 

Security 

Physical Environment 

Services 

Events 

 
STORE EXPERIENCE 

Selection 
Prices 

Customer Service 
Store Layout 

Merchandising 

STAGE          SELL 



A SMARrT Approach 

Strategic Positioning 

Market Analysis 

Administrative 
Management 

Redevelopment 

Retail Sales 

Tenant Mix 
STEP 1:  
DIAGNOSE 

STEP 2:  
WHO? 

STEP 3:  
STARTING POINTS 

©Larisa Ortiz Associates 

Strategic Positioning 
Market Analysis 
Administrative Management 
Redevelopment & Retail Sales 
Tenant Mix 
 



Strategic Positioning 
Defining the “DNA” 
of your 
community… 

begins by 
understanding your 
market 



IMPROVING TENANT MIX 
A Guide for Commercial District Practitioners 







# 

Walk your district and observe the 
existing retail mix 

Talk to those in the know 



 

Identify your traffic generators 

Define retail micro-climates 



Parking/Access 



Perception of crime/safety 

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

57% said they feel somewhat or very 
insecure using the parking lot.  



Perception of crime/safety 





What data helps you 
understand your market? 



Hint, Hint. This is where you come in…. 

Additional “wish list” 

Daytime population 

Non-census based data 

Short-term neighborhood 
change 

Pedestrian counts 

Detailed ethnic composition 

Visitor Population 

Recent public investments 



Destination 
30 min – 1 hour+++ 

 
 
 
 
 
 
 
 
 
 

Comparison 
10 – 30 min 

 
 
 
 
 
 

Determine trade area 

Convenience 
0-10 minutes 



Determine trade area 

Tip: Use Zip Code Data 
from your anchor 
 

 
 
 
 
 
 

Stadium Theatre, 
Woonsocket, MA 

 



Avoid easy mistakes 
Nyack, NY 
 
15-mile band was used to 
determine potential 
market for a downtown 
theatre 



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  

(Retail Potential) 
Supply (Retail Sales) Retail Gap SCENARIO 1:  

Total Estimated 
Sq Ft 

SCENARIO 2:  
Number of new 
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  

(Retail Potential) 
Supply (Retail Sales) Retail Gap SCENARIO 1:  

Total Estimated 
Sq Ft 

SCENARIO 2:  
Number of new 
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                       8  

Bldg Materials / Garden Supply Stores  $ 21,321,403   $6,752,064   $14,569,339                7,285                       5  

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  



Identify retail categories with 
significant unmet demand 

General Merchandise Stores (3-5) 

Home/Garden/Specialty (3-6) Full Service Restaurants (1-2) 

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



Or significant surplus to build upon 

Division Street, Peekskill, NY 



Demographic summary 

2012 Demographic 
Comparison 

Total 
Population 

Median 
Age 

Median 
Household 

Income 

Average 
Household 

Size 

Percent 
Renters 

Population 
Density 

Myrtle Avenue (.5 mi) 46,827 32.4 $36,867 3.02 84% 59,101 ppl/sq mi 

Myrtle Avenue (1 mi) 149,980 32.4 $35,471 2.97 80% 47,005 ppl/sq mi 

Queens 2,250,879 37.4 $53,421 2.82 57% 20,554 ppl/sq mi 

Brooklyn 2,504,700 34.2 $40,269 2.69 72% 35,369 ppl/sq mi 



Help existing businesses better market 
to target customer 

Survey feedback: 
• More organic 

offerings 
• Locally-made 
• More clothing, 

shoes, gifts 

Market data 
findings: 
• New 

homeowners 
• Value seeking 
• Rapid income 

growth 



Additional customer data 
Preferences 

Consumer concerns 

Prospects 

Source: LISC Commercial 
Revitalization Planning Guide 



Consumer Demand Q&A 

Where does your district fall on the trade area spectrum? 

Do you know your district demographics? 



Tapestry Segmentation 



Who are your customers? 

42% 

30% 

12% 

9% 

6% 

1% 

Psychographic  
Profiles 

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.  

International Marketplace 
neighborhoods are 
developing urban markets 
with a rich blend of cultures. 
They buy groceries, diapers, 
and children’s clothes.  Hispanic cultures dominate this 

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

High Rise Renters residents are a 
diverse mix of race and ethnicity. 
They buy household items and 
apparel at discount stores and 
affordable department stores. They 
do not dine out regularly. 

City Lights residents earn a good 
living working in white collar and 
service occupations. They buy 
household furnishings, groceries, 
personal goods, and entertainment.  

Geography: Primary Trade Area (.5 mile) Source: Esri, 
2012 
 

City Strivers shop at wholesale 
clubs for groceries and children’s 
essentials.  



LOA Strategic Positioning Matrix 
Mapping your District’s Business Mix 

What are their preferences? 



Define your target customer 



What activities will drive pedestrian 
traffic and sales?  



What activities will drive pedestrian 
traffic and sales?  



What activities will drive pedestrian 
traffic and sales?  



What businesses should we market to? 

LOA Strategic Positioning Matrix 
Mapping your District’s Business Mix 

TJ Maxx 

Brooklyn 
Industries 

Macy’s 

Dollar Store 

Talbots 

Blink Gym 

Retailer price point as 
it relates to relative 

income benchmarks. 



What businesses should we market to? 



What impulse or ambient 
entertainment should we provide? 



What impulse or ambient 
entertainment should we provide? 



Remember, everything originates with 
your customer 



QUESTIONS? 



718-205-5116 
lortiz@larisaortizassociates.com 
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