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A Basic Definition for a
“Shopping Center”

= “...a group of architecturally unified
commercial establishments built on a
site that is planned, developed, owned
and managed as an operating unit
related by its location, size, and type of
shops to the trade area that it serves.
The unit provides on-site parking in
definite relationship to the types and
total size of the stores.”

ULI Community Builders Council, 1947



Elements of the Well-Planned
Shopping Center

= Service facilities for
= Unified architectural the delivery of

treatment merchandise
= Unified site = Tenant mix and
= Easily accessible grouping that provide
location within the  synergistic
trade area merchandising among
= Sufficient on-site stores
parking = Comfortable

surroundings for
shopping



‘L Types of Shopping Centers

= Major Types
= convenience
= nheighborhood
= community
= regional
= super regional

= Major Type Variations

specialty centers
outlet centers
off-price centers
power centers
off-price megamalls
fashion centers
festival centers



New & Innovative
Approaches

= Transportation-Integrated
Retailing

= serving the “captive markets” of
commuters and intracity travelers

= Retall uses in MXD

= 3+ revenue producing
uses (retail, office, hotel,

recreation, etc.) at mass transit stations

= significant physical & = allow transit systems to capture
functional integration, additional revenues through

Including pedestrian = joint development of station

connections property
= development conforming = increased ridership by
to a coherent plan providing a more pleasurable
experience

= increased property and sales
taxes



Shopping Center Feasibility
‘L Study Components

= Market analysis

= Financial analysis

= Site selection

= Commitments from key tenants
= A leasing plan

= Financial considerations

= Zoning, subdivision, environmental & traffic
Impact, and other public approvals



Sales Potential for a Retall
. Center: Analytical Process

Sales Povtential for a Retall Center: Analytical Process




General Guidelines for a
i Primary Trade Area

Mmlmum Population
Type of Center Suppurt Required Radius Driving Time
mmSuper Regmnal 300,000 or more -um..-.---. 30 minutes ;
Regmnal o 15ﬂﬂﬂﬂarmnra B miles ZDmmLﬁes
Cnmmumty 4&01]0—15{},0{]0 35 milés 10-20 mtnutes
Neighborhood 3;[506—40,000 T e 510 minctes

Note: This table provides only general quidelines, which must be modified according to the characteristics of the

specific shopping center being considered.



Typical Shopping Center

* Anchors

Convenience

Minimart

Restaurant

Beauty parlor

Dry cleaners

Fast food service

Medical and dental office

Neighborhood
Supermarket
Drugstore

Discount department store
Restaurant

Furniture store
Hardware store
Automotive store
Liguorfwine store
Videotape rental store
Bank

Community

Junior department store
Discount department store
Supermarket

Off-price superstores
Variety store

Family wear store
Furniture store

Sporting goods store
Drugstore

Office supply store

Cinema

Regional/Super Regional
Full-line department store
Fashion department store
Megaplex

Entertainment center

Food court

Large-format specialty store
Large-format off-price store

Source: Dollars & Cents of Shopping Centers: 1997 (Washington, D.C.: ULI-the Urban Land Institute, 1997),
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Tenants Most Freguently Found in U.S. Community Shopping Centers
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Pizra 17 0.3 1{-.'.I=II =0 fE £ 18
Chothirsg arsd AconsSsorkes

WiouTen 'S SioeesCl ity 18 .3 2,725 iEav 1800
Wiomen s e y-90-evear = B & D 12 80 12007
SFeoErs.

Famiy shoes T (n 3 a3z 1TE 20 13000
Homs Furnishings = = = @~

Fumitera 15 0.2 4860 === 12200 10.40
{i-l'l.l_:ﬂ-lintl::l-_nlry

Cardds anvd gifes -] (=0 s 1:57 00 k.04
Sy .

e T 12 o3 e S 2 7=
D=

Derugsionepharm acy 11 0.3 10 ScES I E829 Pl
E‘EH‘!{." -

Ejsgassss—Coaghoamn =0 0.3 1523 25T O 16 55
E#sl‘r'ﬁ‘-u::ﬁ- = fe ity Soapplies 18 0.3 1543 b N 1338
F_'lr-u-n:ﬂ Sprvices

WMiomean s hair saicrm T3 0.3 1 38 a '=:"-':_'I:‘3_ g 1258
By e i -] 0.4 1. /580 124 B 1522
[ T — = oA 1.287 18275 1570
MMl ezdnin FE >3 1,078 P - B 1285
Fnsnciad e ___oos PR

?&-"n.-: =] - - 2. 9255 1.&£ 88
Crifices [Crilser tham Fimencial)

(S P B e ol R -] (= ] 1, 7B 2685.TTF E2.50

Source: Dollars & Cents of Shopping Centers, UL



Y RE] Tenants Most Frequently Found in U.S. Neighborhood Shopping Centers
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Major Sources of Funding for
‘L Shopping Centers

= Life insurance companies

= Pension funds

= Banks

= S&L'’s and savings banks

= Finance and credit companies

= Investment banks & securities firms

= Real estate investment trusts (REIT’S)
= Syndications

= Government funds

= Foreign investors




i Options for Debt Financing

= Construction loans

= Construction loans with “miniperms”
= Participating mortgages

= Land sale/leasebacks

= Leasehold financing

= Public financing programs

= Convertible mortgages




‘L Options for Equity Financing

= Joint ventures

= Limited partnerships

= Presale agreements

= Real estate investment trusts (REIT’S)




Issues of Retall Market

i Demand Analysis

s Area demand evaluation, or economic base
analysis (identifies underlying economic and

dem

ographic structure of the area)

= Direct consumer research on shopper
attitudes, preferences and spending habits

= Ana

ysis of competitive alignment of the

market

m [rao

e area definition & evaluation (focuses

the other three measures on a particular
location and forecasts sales performance)



Annual Household Consumer

Expenditures by Income

Table 2. Income befors taxes: Average annual expenditures and characteristics, Consumer Expenditure Survey, 2000

Complete reporting of income 1

Itam Tiok=l Less 65,000 | 310,000 | 15,000 | $20,000 | 20,000 | 340,000 | $=0,000 | 470,000
complets than L] ta o b 1o b 1o and
reporting | 55,000 #2000 | 514,990 | 210,000 | 320000 | §20000 | 540000 | ®50,.000 ey

Mumkbsr of coreumear unils {in thousands) ... 81,454 3,627 7183 8,037 BETT 12,030 47T TES3 11,337 15,424
Coreumer unit charasclenslics:
Income bafore taxes 2 F44 640 1,980 FTEME | MIZHME | 317319 | $24.527 | R34 [ 344,201 | £58,561 | $112,586
Income after baxes = ... 41,532 1,842 T 12,245 17,070 23,666 Az 41,498 54432 | 102 578
Age of refersnce person .. 48.1 42.0 54.6 56.0 533 402 463 44.7 44.3 15.2
Awerage annual expenditures ) SA0Z3E | BITMG | F15T0G | R21100 | 52433 | 52857 | S35 600 | 342223 | $49245 | §75564
Fosd 5435 2627 2462 2,984 33 4,507 5,118 &, 228 6,557 LY
Feod athome . PO I T [T 1,602 1748 2,108 2555 291 2,00 3,552 3,605 4,483
Cereals and I:d&er',' |:n:u:|u:|5 S 474 214 20 112 383 440 JE] 510 542 Gro
Cereals and cermal produsts . 163 TG 10 106 1 176 158 17T 183 213
Bakery products ... SR 12 138 160 206 251 w3 am 233 358 466
Mests, |:-:uIIr',' fish, and E-;-gs a7 437 451 581 B aao a3 a38 BOA 1,085
Baef . - 243 124 125 175 217 230 244 a 268 220
Fark .. T 100 113 126 158 181 168 183 1B 22
Cther meats . 104 G0 52 7h a2 105 105 122 121 133
Faullrg .. 15l TG 5 105 115 145 151 1rd 160 s
Fish and seafood . 114 54 &) G a7 103 o] 134 128 184
Enogs .. 36 23 5 30 25 35 45 7 34 1




Annual Household Consumer
Expenditures by Age of HH Head

Table 3. Age of reference person: Average annual expanditures and characteristics, Consumer Expeanditure Survey, 2000

All
Under 65 and T5and
ltem COMSLmEr e 25-04 A5-44 4554 a5-6d ar o5-74d -
units
Number of consumer units {in thousands) ............] 108,367 B306 18,887 23,083 21,874 14,161 22155 11,538 10,617
Consumer unil characlenslics
Income before tames | BG40 | 510744 | 45408 | 556,500 [ $s8.880 | s48.108 | s25.220 | $29.340 | $20563
Income aftertames 1] 4,532 18,813 42 GBS 52 626 54,140 44104 | #3850 27 553 16,7=4
Age of refarsnoe pamson ... 48 7 21.3 208 245 404 531 ¥5.0 B4 A1.2
Awarags annual axpenditures | 304G | 522543 | 528945 | 845149 | 546,160 | £30340 [ 325533 | wA07E2 | 521004
Food .. 5158 3,213 5,260 6,002 i, 245 5,168 AEs2 4,178 3,07
Food at home .. 4,024 1,643 2851 3484 dEET 307 2448 2,760 2106
Cemeak and I:Eker',' |:n:||:i.|n:|5 153 738 420 531 =1l 441 AR 414 334
Cereals and cereal products L 156 1] 167 140 180 140 123 133 112
Bakery products 207 148 263 3 240 a0 53 281 20
Meats, |:-:-ullr'.' fish, and e-;t;s. e e 75 437 T O1e ari A3z &2h T27 515
Beel .. . e e 238 135 230 2m 6 243 182 217 144
POTK e e e 167 Ll 155 185 198 186 143 168 116
Other mesls . 101 55 ag 120 121 2 70 BG Fill
Pouliry .. 145 Bi 145 1™ 160 146 108 130 Ay
Fish ard Eear-:-xl 110 52 102 126 146 115 a4 05 3
EOOE oo e e et e e e 3 21 a0 ar 40 43 K11} 32 2




Annual Household Consumer
Expenditures by HH Composition

Tahble 5. Compositicon of consumer unit: Average annual expenditures and characteristics, Tonsumer Expenditure Survey,

2000

Husbarnd and wife consumer units

Husbard and wife with chidren Cne Singl=
Total Other parent, PrEOn
Ik=m husbhand Huskand Total husbhand at k2ast and other
ared wile ard wile | huskand CAdesi Cidasi CAdest are wile ore child | corsomer
COSUIMEr orly =nd wifa child ahild ahild 18 CCSUMET urder 18 nil=s
units with uncker & Gmoi1vr or owel units
children

Mlumkbs=r of cormsumar unils in thousarnds) . 56,287 22805 28777 5,281 15,306 B, ey 4,705 5,132 45 S48

Corsumnar unit characteristics:
Income bafore amas 1 L BE0, SRR FE3,Z32 EG,913 F62,08 =Ea, 4T 2 364, 78S Fa6, T O FE5,0A5 F28, OG0
Incomaaltertames ¥ L 56,280 48 874 B2 455 SH, nEd (=% e =] 60,604 53,608 24 498 26,4870
Age ol refarencss p-e-rsnn e e e e e e e 48 2 a6 T 41.5 322 396 51.2 L e ] 366 48 6
FAwerage annud expenditures ] BIBETE [ S42196 | $S35BG | 50,756 | B54.170 | $54,550 BAOEAE | 32RER3 | §26.5M
Food . G575 5,575 7,251 5 B17 7508 7.Bed 7506 4,255 A.E58T
Food at home . et e 3,802 3,155 4357 3,650 1,458 4,724 4,815 2547 200
Censals and I:Eth;.' |:r-:-:|u:I5 500 456 GRO 542 TOZ 744 T3 244 245
Cemalk and cersal produdts ... 203 149 240 185 256 251 255 153 100
Bakary products ... et e e 3BT 07 A4 Jeh 45 447 468 23 196
Meats, |:-:v|.|IIr',' figh, and ag;s. 1,018 A6 1113 =R 1,155 1,271 1,333 Tad 520
Baef .. . - a0r 1 Jas 25 g 1 21 432 K] 156
Pork e e e e es e et e 213 180 286 151 236 264 249 150 12
Oithar maals .. 124 100 148 108 153 170 166 a1 av
Pouliry .. 183 143 207 ™ 210 el 241 153 g8
Fish and seafood . ST 144 126 153 104 168 156 185 93 T
Eggs .. e et e e et e s 43 ar 4 3 a4 £ &4 a3 25




Annual Household Consumer

Expenditures by Region of Residence

Table 8 Region of residence: Average annual expenditures and characteristics, Consumear Expenditure Survey, 2000

Hem

All
COMGLUTES
unils

Mot he ast

Mickarest

South

‘Wiost

Murmiber of consumer units {in thoussnds)

Consumer unil characlenslics:

Income before Exes 1

Income afler axes 1

Age Of FElBIENCE PEISON - ..o

Awerage annual expendilures .

Food ..
Food at home

Ceraals and bakary prodUets . ............o.oooe
Cereals and ceraal producls

Bakery produds .

Mests, poullry, fish, and Bgs ..

Besl

Pork ....................ﬁ................IZIIZIIZIﬁZIIZIZZZZIIZIZI

Other meals
Poulirg ..

Fish and EEEIE-J:I

108,367

R4, 649
41,532
482

£38,045

5,158
3,021
453
156
207
TO5
238
167
101
145
110

34

20,064

547420
44 455
40 5

F3B,00¢

5377
320
441
164
3

248
116

174
144

5,717

44,377
40, 711
484

48,245

R41,884
30,468
483

707

4,724
2823
422
148
27
T
230
176
04
142
100
36

24,410



Consumer Expenditure Survey
i Reference Units

= Age of Head of HH = # of earners in HH
= Composition of HH = Occupation of Head
= Education of Head of of HH

HH = Origin of Head of
= Housing tenure, type HH (white, black,

of area & race of Head Hispanic)

of HH = Region of residence
= HH Income before = Size of HH

taxes



Consumer Demographic Thresholds
i Neighborhood Shopping Center

= Minimum Population Support Required
= 3,000 — 40,000

s [rade Area Radius = 1 — 3 miles

= Income Spent on “Food Eaten at Home”
= $11,100,000 (2004 %)



Rank Ordered Tenants for
Neighborhood Shopping Centers

[-==mmmm - Medians  ------------- \
Tenants SFin GLA  Sales/SF Rent/SF
Supermarket 31,500 $ 33955 $ 6.53
Dry Cleaners 1,500 $ 134.23 $ 13.66
Restaurant (w/liquor) 3,381 $ 228.12 $ 13.50
Woman's Hair Salon 1,200 $ 132.07 $ 11.74
Pizza 1,500 $ 147.37 $ 12.05
Drugstore 9,100 $ 30546 $ 7.60
Medical/Dental Office 1,607 $ 12.09
Unisex Hair Salon 1,306 $ 159.88 $ 13.69
Videotape Rentals 3,675 $ 88.60 $ 11.15
Finance Company 1,414 $ 10.25



The Untapped Consumer Markets In
i Inner City Neighborhoods

= Despite the huge retail purchasing power of
their residents, many inner city
neighborhoods suffer from significant “out-
shopping” - they have too little retail to meet
the demand, and tap the buying power of
their own residents.

= Therefore, the challenge ahead is to create a
“virtuous cycle of retail” in inner city areas -
to promote business growth, jobs and
savings.



General Impacts of Inner
City Business Development

= EXpanding employment

= Improved consumer services

= Stimulating new business markets
= Catalyzing real estate rehabilitation

= Creating role models and
community leaders



A Goal For Inner City Retall
i Revitalization

= The goal is not to generate a consumption binge by
those who most need to build more assets and get
ahead.

= Nor is it to divert buying power away from the
businesses outside the cities.

= The goal is net gain created by
= businesses move into inner city neighborhoods
= hiring local residents--> raising local incomes
= higher incomes allow both more saving & more spending
= Mmore hiring raises income and consumer demand



~The Virtuous Cycle of Retall

Businesses
move into
the inner
city
More Local
jobs residents
created hired
Stronger Local income,
tax base saving &
created spending

increase

More assets
& quality
shopping

created

Sustainable
economic
development



Density of Demand In Cities

‘L Concentrated Buying Power - the

= The income of an individual household is less
Important to retailers than the combined income of
everyone in the neighborhood.

= Aside from aggregate, untapped retail demand,
urban locations typically offer a critical advantage
for retail businesses: density of demand.

= The higher population density of most inner city
neighborhoods balance out the high household
Incomes in spread out suburban areas.
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