








Market Research

You have at your disposal
thousands of variables from
population and household
incomes to spending patterns
by retail category.

The information covered in this
document represents the key
highlights for your community from
a data and analytics perspective.
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Best Practices for Recruiting
Retail and Filling Vacancies



Mobile Data Collection
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Mobile data tracking uses data collected from mobile e

phone users who have agreed within their apps and ; . : [ﬁ{ :
phone settings to enable location information. This = TN i e A f‘.{u& Jacksonville
technology includes mobile phone data with latitude and '
longitude points that are accurate to approximately 20
feet. Data inputs are updated as quickly as every 24-

hours' | y ] 4 \Xﬁ :

hite,

The data shown includes shoppers who visited the defined
location during a 1-year time period. This tool allows us to

identify where consumers are actually coming from to CONESTOGAS (BLOCK)
. : 144910, Main, 5t

shop in your market (Custom Trade Area) using actual Alachua, FL, Florida 32615

data. This information is used to optimize your trade area, Details

analyze business locations, compare frequency of visitors, Estimated Annual Visits 67,074
. . . Estimated Annual Visitors 42 117

and more accurately predict business success. It is Avg Distance from Home 1.0 miles

intended to support the trade area but does not solely Average Dwell Time 34.5 min

Brand Gift Shop

define the trade area.

Visits by Distance

@ % by mileage O~ Cumulative %

Tracked Location:
Conestoga’s (BLOCK)- Conestoga’s Restaurant, Main Street

Sweets, Lee’s Hair Boutique

% by mileage




Custom Trade Area

Each retailer has a specific set of site selection criteria they
use to determine if they will have a profitable store.
Municipal boundaries, radius rings, and drive time areas
are a start.

A customized trade area is the next step to analyzing a
market. A trade area defines a core customer base of

consumers highly likely to shop and eat in the market at
least once a month.

Your trade area has been created by combining a series of
drive times, mobile data analysis, geographic boundaries,
and proximity to neighboring shopping destinations.

Each retailer will analyze their own trade area based on

their existing stores, their competition, and site selection
criteria.

Alachua, FL (CTA)*
Population — 117,442

*The following demographics reflect the Custom Trade Area
(CTA) and not geographic community boundaries.
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Trade Area Demographics

CURRENT YEAR ESTIMATED POPULATION BY RACE
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Other 3%
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Trade Area Demographics

CURRENT YEAR ESTIMATED HOUSING UNITS BY TENURE
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Vacant Housing
Units

46,387

Occupied
Housing Units

Owner-Occupied Renter-Occupied

m Vacant Housing Units
m Occupied Housing Units

m Owner-Occupied

m Renter-Occupied

Average people per household

$441,682

average housing unit value



Trade Area Demographics

CURRENT YEAR ESTIMATED DAYTIME POPULATION

DAYTIME POPULATION

m Childrenathome  mRetired/Disable persons  mHomemakers ®mWorkatHome mEmployed mUnemployed  m Student Populations

4% 19% 12% 4% 26% 1% 34%
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Trade Area Demographics

CURRENT YEAR ESTIMATED EMPLOYMENT TYPE
Unclassified

1%

White Collar
38%

Blue Collar
61%

White Collar Blue Collar Unclassified $ ;2 ’3 ; ;

average employee salary






Trade Area Gap Analysis

Retail Strategies uses STI:PopStats as our provider of the
Consumer Demand and Supply by Establishment (or GAP)
information. Several demographers provide the data in a
variety of ways. Following are the sources and methodologies
used by STI:PopStats and Retail Strategies to draw
conclusions for you.

The market supply data is derived from annual retail sales and expenditures
from the source data. The source for market supply is U.S. Census Bureau's
monthly and annual Census of Retail Trade (CRT) Reports; U.S. Census
Bureau's Economic Census. The source for the establishment is Bureau of
Labor Statistics (BLS). The consumer demand data by establishment is derived
from the BLS Consumer Expenditure Survey (CE).

The difference between demand and supply represents the opportunity gap
or surplus available for each merchandise line in the specified reporting

geography. When the demand is greater than (less than) the supply, there is an

opportunity gap (surplus)for that merchandise line. For example, a positive
value signifies an opportunity gap, while a negative value signifies a surplus.

The helps us uncover the
number of dollars being spent outside of
the community on an annual basis from a
categorical perspective.

Industries for the consumer expenditures survey are
categorized and defined by the North American
Industry Classification System (NAICS). Retail
Strategies has narrowed down the categories to
only those with real estate growth potential based
on national trends.

Data is rarely perfect, but with proper analysis can
get us a lot closer to the answer than we would be
without it. This is one of several tools used to
identify focus categories for recruitment. Our focus
or more on the category than the actual dollar
amounts.






Tapestry Segmentation

When asked to describe your community, often the
leadership describes themselves rather than the dominate
personality of the area. Understanding consumer shopping
patterns based on personality allow Retail strategies to better
align the retail prospects with the purchasing patterns.

Selection of the variables used to identify consumer markets
begins with data that includes household characteristics such
as single person or family, income, relationships (married or
multigenerational), and tenure; personal traits such as age,
sex, education, employment, and marital status; and housing
characteristics like home value or rent, type of housing (single
family, apartment, town house, or mobile home), seasonal
status, and owner costs relative to income. In essence, any
characteristic that is likely to differentiate consumer spending
and preferences is assessed for use in identifying consumer
markets.

Lifestyle Reports allow BIG DATA to be
summed up into a simple narrative on
the personality of the majority of your
households.

ESRI Tapestry Segmentation

is a geodemographic segmentation system that
integrates consumer traits with residential
characteristics to identify markets and classify
US neighborhoods. Neighborhoods with the
most similar characteristics are grouped
together, while neighborhoods with divergent
characteristics are separated. Internally
homogenous, externally heterogeneous market
segments depict consumers' lifestyles and life
stages. Tapestry Segmentation combines the
"who" of lifestyle demography with the
"where" of local geography to create a
classification model with 67 distinct, behavioral
market segments.



Tapestry Segmentation










Tapestry Profile
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Tapestry Prof

LifeMode Group: Family Landscapes

Middleburg

Households: 3,511,200

Average Household Size: 2.75

Median Age: 36.1

Median Household Income: $59,800

WHO ARE WE?

Middleburg neighborhoods transformed from the easy
pace of country living to semirural subdivisions in the last
decade, as the housing boom spread beyond large
metropolitan cities. Residents are traditional,
family-oriented consumers. Still more country than rock
and roll, they are thrifty but willing to carry some debt
and are already investing in their futures. They rely on
their smartphones and mobile devices to stay in touch
and pride themselves on their expertise. They prefer to
buy American and travel in the US. This market is younger
but growing in size and assets.

TAPESTRY

SEGMENTATION

OUR NEIGHBEORHOOD

.

.

-

Semirural locales within metropolitan areas.

Neighborhoods changed rapidly in the
previous decade with the addition of
new single-family homes.

Include a number of mobile homes
(Index 150).

Affordable housing, median value of

$175,000 (Index 84) with a low vacancy rate.

Young couples, many with children;
average household size is 2.75.

SOCIOECONOMIC TRAITS

¢ Education: 65% with a high school diploma
or some college.

Labor force participation typical of a
younger population at 66.7% (Index 107).

Traditional values are the norm here—
faith, country, and family.

Prefer to buy American and for a
good price.

Comfortable with the latest in technology
for convenience (online banking or saving
money on landlines) and entertainment.

Nate: The Index represents the ratio of the segment rate ta the US rate multiplied by 100,
Consumer preferences are estimated from data by MRI-Simmons.



Walkability Assessment

What’s your Community’s Walk Score?

A walkable downtown is highly desirable by consumers, local businesses, and municipal leaders. But what makes a walkable downtown
and how do you improve your community’s walkability?

A community’s walk score is determined by analyzing 3 factors: walkable distance between boundaries, presence of a comprehensive

network of pathways designed for pedestrians and cyclists, and variety of restaurants, retailers, and service providers necessary for regular
life.

The following demographics represent the population of residents within a 20-minute walk time of
the Downtown Study Area.

Keep these figures in mind when imagining the possible economic impacts of developing your
Downtown into a walkable destination.








https://www.surveymonkey.com/results/SM-akVh3MGSUrxp_2F_2BQFAGS2Dg_3D_3D/
https://www.surveymonkey.com/results/SM-DL_2BWGTd9PxTszu336eOD4g_3D_3D/
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