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Groveland City Council
City Manager Report
July 7, 2015

Pending Action Items:

In lieu of the City Council discussion during goal setting regarding its desire to develop and
implement Retail strategies that focus on prospects that specialize in restaurants, bowling alley,
movie theater and an additional grocery; | would like the City Council to review a proposal that
was presented to Staff in May. At this time | am asking City Council review the attached
proposal for background purposes only. Since this was a priority established in our council goal
setting, staff will be looking for budget funding direction for services of this nature in the coming
budget workshops. This is Homework Only.

Goal Setting was well received; however, due to the need for an additional day we over budget
$2,046.23 which equates to nine additional hours. This will also include a follow-up meeting
with staff. Unless otherwise directed by City Council the City Manager will approve the over-
budgeted amount.

Report from the Desk of the City Manager:

Conflict Management Training - Special Thanks to Police Chief Tennyson and Human Resource
Manager Christy Higdon for coordinating and facilitating two days of classes on conflict
management, workplace violence, sexual harassment and customer service training. This
training program was mandatory for all city employees. The training was delivered very
professionally and was well received.

The City Manager's Office is nearing reaching MOU agreement with CaptiveAire which
anticipates expanding their current manufacturing plant by approximately 36,000 sq feet. This
expansion is expected bring an additional 8 full time employees; thus, rising the potential plant
capacity to 80 employees. Any Development Agreement reached must have City Council's
Approval to be finalized. The investor / developer /owner understands that any incentives
offered or temporarily held during the development agreement negotiation can be denied,
changed or accepted as presented by the City Council.

Projects in the Funnel / Staff work Room: (Written only)

Sunshine Well Drill (Lower Floridian) o —Arranging City Councit-GoalSetting———
Fishing Pier (grants committee and/or o —City Bi-AnntatNewstetter———
budget process) o —Hwy27 WelcomeSiga{basie————

EeonomicDevelopmentOrdinance——— Youth Council program / budget funding
Police / Community Citizen Advisory Board Water Rate / Water Issue Workshop

Landscape / Conservation Plan o _Inter-local Home Investment Partnership
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We make retail happen.

Retail Strategies s a leading national advisory firm
focused on retail market analysis, strategic planning,
retail recruitment and develcpment,

2
Retail

STRATEGIES

Retail Strategies was formed to help cities take a

comprehensive approach to retail recruitment. We

go beyond research, recognizing the need for our

clients t¢@ have a partner invelved in the execution
of a specific Retall Recruitment Strategy.

Community leaders, economic development
authorities and Chambers of Commerce rely on our
experienced team to provide tailored solutions to
achieve retail growth and success,

OUR PROCESS

¢ Catalog Available Properties e Develop Marketing Materials
® Proactive Recruitment of

e Market Analysis
® Retail GAP Analysis ¢ |dentify Retall Prospects
® Retail Peer Identification & ® Develop Recruitment Plan Retail Prospects
Analysis * Monthily Reporting to City
® Representation at National &
Regional Conferencas
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A FEW OF OUR

LU ESS DIORIES

WALMART MARKET - STATESBORO, GA

In 2013, the City of Statesboro engaged Retall Strategies to assist therr efforts in
pro-actively recruiting retail. As part of the Retail Strategies process, we determined
that the student population of Georgia Southern University had not been a focus
of past research and recruitment initiatives. By incorgorating the 21,000 student's
spending potential with a regional trade area focus, we dentified a substantial
grocery GAP in the market and reached out to multiple grocery concepts at ICSC
meetings and through follow-up phone calls. In June of 2014, WMT announced
and began construction of a new Neighborhood Market near the G5U campus that
will alsc serve the greater Statesboro population. At least one and possibly two
additional national grecery chains we targeted are expected to announce expansion
plans in Statesboro in the coming months

TJ MAXX - LAGRANGE, GA

LaGrange officials made nitial contact with TJ Maxx at ICSC Vegas in 201 and
received a positive response but were having difficulty determining the timing of
Td Maxx coming to the market. When Retail Strategies was hired in QOctober 2012 to
assist the city's retall recruitment effarts, we immediately reached out to TJ Maxx and
the targeted property contacts and helped facilitate the decision process through
research and direct communication with the retailer, TJ Maxx opened in LaGrange
during the fall of 2013

HOBBY LOBBY - JASPER, AL

Hobby Lobby is part of a shopping center redevelopment in Jasper that also includes
TJ Maxx, Petco and Shoe Carnival. This was a project originally conceived several
vears prior to Retail Strategies engagement in Jasper. The U.S, recession and the
project economics caused this project to be shelved. Immediately after the City of
Jasper retained Retail Strategies, we reached out to the developer and, working
with the city, we were able to quantify the economic gap and design an incentives
package that was a win/win for the developer and the city

CHICK FIL A - LAURENS COUNTY, SC

Chick-Fil-A has owned land in Laurens, SC for three years but there had been
no official timeframe to open a location on their site in Laurens, After leveraging
contacts 1o Chick-Fil-A and continued follow up, Chick-Fil-A has announced t¢ open
a location in Laurens, SC in 2015




FIREHOUSE SUBS - EDMOND, OK

One of the target GAPs in cur City of Edmond research is Restaurants. Firehouse
was targeted early on in the process. The Retail Strategies Client Manager for
Edmond reached out to Firehouse at multiple ICSC meetings toe market Edmond
as an apportunity and then followed up with specific sites meeting the restaurant’s

criteria

DOLLAR TREE - TULLAHOMA, TN

Dollar Tree is relocating and expanding in the Tullahoma market. While their current
store was perfarming well, they expect, with the relocation, that the trend will
continue with an uptick in sales. This is a winning scenario for both Dollar Tree and
Tullahoma Materials provided by Lacy Beasley at Retail Strategies and the city's
business friendly envircnment assisted Dollar Tree in this process

LANE PARKE - MOUNTAIN BROOK, AL

Retall recruitment, market analysis and leasing services were provided to the owner
of a1950's-era shopping center and apartment complex, which is being redeveloped
into @ high-end, mixed-use development, Retail Strategies completed the research
and made a presentation to the city te rezone the 27 acre site to PUD. Research
uncovered an oppartunity to recruit luxury retail tenants, most of which are locating
n Alabama for the first time. Lane Parke will feature over 160.000 square feet of
luxury retall, 25,000 square feet of office space, a 100 rocom boutique inn, and 320
luxury residential units.

HARBOR FREIGHT - LAKE CITY, FL

In 2013, Retall Strategies was engaged by the Columbia County-Lake City Charmber
of Commerce to provide retail market research and retail recruitment services
Researched revealed an $11.3M gap in the trade area for building materials stores. As
part of the strategic planning process, the Retail Strategies team dentified a number
of retaill prospects Lo Nl the gap and immediately began calling on them to discuss
the market opportunity. One of the retail prospects, Harbor Freight Taols, expressed
strong interest in the market in early 2014, By June of that year, the retailer had
contracted with a developer to cpen a new store in Lake City,

ALDI - HUEYTOWN, AL

Within a week of being engaged by the City of Hueytown, the second largest grocery
store filed for bankruptcy and chose to auclion all store locations. Retail Strategies
reached out to the local Aldl develeper and suggested, based on aur research, that
the acquisition of this grocery location made sense for Aldi to enter the market
In addition to Aldi locating in Hueytown, the property will also support two new
outparcel restaurants
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Executive Summary

Retail attraction and retention is a primary goal for communities across the country.
To accomplish this communities in the past have spent valuable time and public funds
to hire a consultant to attract retail only to be left with research reports, a list of
retailers, and limited guidance on the actual process of recruiting prospects to their
Commumnity.

Robert Jolly and Mead Silsbee, brokers and developers in Birmingham, AL, saw the
opportunity to partner with Chuck Branch, an expert data analyst, to take their years
of research and retail real estate experience to develop a firm to take a holistic
approach to retail recruitment. Their vision was build a team and provide a service
that would allow communities the opportunity to have retail real estate professionals
develop and execute a tailored strategic plan on behalf of their community.

Over the past four years Retail Strategies has developed a team of thirty highly
motivated and skilled retail real estate professionals from a variety of backgrounds
including marketing, research, analytics, sales, communication and commercial real
estate to provide an industry leading service. Retail Strategies has offices in
Birmingham, AL and Fort Worth, TX Retail Strategies is working with 115 Clients in
Twenty States.

The model is both strategic and comprehensive. By combining research, analysis,
Strategic Retail Recruitment Plan, marketing materials, conference representation, and
pro-active retail recruitment, our firm has helped over a hundred communities define
and execute against specific opportunities.

The World of Retail is a dynamic and evolving market. Due to the nature of our
business, Retail Strategies plans are not static documents. The Strategic Retail
Recruitment Plan is a dynamic document and provides a starting line for the
partnership. The plan identifies where we are today and where we want to be in the
short and long term.

Following the presentation of the Strategic Plan the Retail Strategies team goes to
work on your behalf executing against the opportunities defined in the Strategic Retail
Recruitment Plan and the new opportunities that arise on a daily basis to create
tangible results for your community.

The following pages of this document further define and explain our process.



Team Description

Our Difference

Our team of twenty-nine is unparalleled within the industry. Cur firm is the only firm in the Country
to assign dedicated professionals to execute against the opportunities within your markets. These
dedicated professionals have roles and responsibilities that complement each other so we can
create the desired results within your markets. These roles and responsibilities include Vice
President of Retail Recruitment, Account Executive, Client Manager, Senior Retail Recruitment
Coordinator, Junior Retail Recruitment Coordinator, Marketing Assistants, and a Data and Research
Analysis Professional.

Our Expertise

Our team has a combined 125 years of Retail Real Estate Experience. In addition to our retail real
estate expertise, our team consists of self-motivated professionals throughout a variety of
disciplines that execute against opportunities daily to create tangible results for our clients.

Our Promise

Our promise to our clients are:

1) Progress Updates
¥ Every call, email, face-to-face meeting, or trade show meeting is logged and
recorded to the Retail Prospect list and uploaded to Basecamp each month for
YOour review.
¥ Interaction with the Client Manager, Retail Recruiters, and other members of your
team.
2) Dynamic Performance
« Our team will react to the rapidly changing retail environment throughout the
course of the engagement
« Our focus is to daily identify newly announced expansions, closures, and
relocations to position our clients appropriately.
« On-Demand Reporting
3) Provide Answers
¥ Provide feedback and direction on barriers to entry when retailers turn down a
site
v Provide feedback and direction for entrepreneurial opportunities
4) Your Success is Our Goal



Croveland Core Team

Built for You

The Core Team consists of marketing, research, and real estate professionals who will work
hand in hand with you to identify and achieve results. Our firm has carefully devised a structure
that can be implemented in to your community to provide tailored solutions to this unique
engagement.

The Croveland Core team consists of our three Principals, Executive VP of Retail Recruitment,
Client Manager, Senior Retail Recruitment Coordinator, Account Executive, Marketing
Assistants, and Research and Analytics Specialists. The responsibilities of your core team
encompass all aspects of retail recruitment and the individuals working with Groveland will each
utilize their unique skill set to execute on behalf of the community.

Retail Strategies Team

Leverage

In addition to your Core Team, Retail Strategies puts connections made from a National
perspective to work for your community. Investors, developers, and retailers are looking for the
right sites Nationwide. Thus, our firm will get your market opportunities in front of the
decision makers to make retail happen.

“We Make Retail Happen”




Our Process

Research:

Identify Groveland market Retail Trade Areas using political boundaries, drive times
and radii and custom boundary geographies

Perform Market & Retail CAP Analysis for each trade area (Leakage and Surplus)
Provide Consumer Attitude and Behavior Analysis

Conduct Retail Peer Market Analysis

Competition analysis between Groveland market trade area(s) and surrcounding
competitive communities

Cannibalization Analysis (Distance Tolerance) for all recommended retail prospects
between nearest existing locations and Groveland

Tapestry Lifestyles - Psychographic Profile of Trade Area / Market Segmentation
Analysis

Thematic Mapping and Aerial Imagery by trade area

Retail Competitor Mapping/Analysis

Market Maximization Summary and Strategic Leasing Plan

Analysis of future retail space requirements in relation to the retail market analysis,
the market's growth potential and trends in the retail industry

Identification of Retail Prospects to be targeted for recruitment

Retailer Recruitment and Execution of the Retail 5trategic Plan

Updates on Retail Industry Trends

Custom On-Demand Demographic Research - Historical, Current, and Projected
Demographics - to include market trade areas by radius/drive-time, and custom

trade areas associated with Groveland

Boots on the Ground Analysis:

Identify/Evaluate /Catalog Priority Commercial Properties for Development, Re-
development and higher and best use opportunities
Identification of Priority Business Categories for Recruitment and/or Local Expansion

Perform Competitive Analysis of Existing Shopping Centers and retail corridors

Retail Recruitment

Pro-Active Retail Recruitment
ICSC Representation
Monthly Updates

Further Explanation and Examples to Follow.



Quantitative Research

We Speak Retail

Qur research solutions are not “one size fits all". Each City, neighborhood, or retail trade area
requires unique analysis based on numerous factors including natural boundary areas, retail
tenant mix, travel times, radius areas, and existing sites/buildings. Our research focuses on
identifying the data points that are most likely to influence the site location decisions of
retailers. Speaking their language to provide realistic expansion opportunities. In addition, we

provide thematic maps, aerial photos, asset maps, and customized reports by retail concept.
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TAPESTRY

SEGMENTATION

What is Tapestry?

Tapestry helps you understand your customers' lifestyle choices, what they buy, and how they
spend their free time. Tapestry classifies US residential neighborhoods into 67 unique
segments based on demographic and socioeconomic characteristics. That's how you get more
insights so you can identify your best customers and underserved markets.

“Identify Where the Desired Consumer is Located”
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CAP Analysis

What is GAP Analysis?

The Retail GAP Analysis examines the quantitative aspect of the community's retail
opportunities. It is a guide to understanding retail opportunities but it is not an analysis that
indicates unconditional opportunities. The analysis is sometimes called "a leakage report” or "a
supply and demand analysis” and can aid in the following:

* [ndicating how well the retail needs of local residents are being met

¢ Uncovering unmet demand and possible opportunities

¢ Understanding the strengths and weaknesses of the local retail sector

* Measuring the difference between actual and potential retail sales

Retail GAP Summary - Custom Trade Area

Retail GAP Summary - Coweta OK

Custom Retail Trade Area

Retall Stores Opportunity GAP
General Merchandise Stores $25,045,757
pupBImanets, Grogery Stores $20,515,460
Home Centers/Outdoor Power Equipment Storés $15,107,091
Pharmacies & Drug Stores $13,370,839
Full-Service Restaurants $11,225 960
Limitad-Service Restaurants $10440 421
Home Fumishing, Furndure, & Household Appliance Stores| — §9,754 442
Famiy Clothing Stores §7,205 458
Office Supplies, Stationery, Gt Stores $7.116,015
Sporting Goods Stores $4.650,165
Automotve Parts/Acoessones $3 535 335
Health & Personal Care Stores $3.396,649
Women's Clothing Stores $2.720,538
Shoe Stores $2.287,066
Cosmetics, Beauty Supplies, Perfume Stores $1.537,731

Total $138,509,155



Consumer Expenditure, Attitudes, and Behaviors

You're Market in Action

Our detailed consumer attitude, expenditures, and behavior data allows us to drill down to the
consumer level and understand their preferences and likelihood to purchase products and
services. Local retail businesses can use this data to better understand the product and service
mix needed to grow their company and capture spending that may be leaving the immediate

trade area.

Over 1,000 Variables that Cover 95% of Household Spending

I:l R&taﬂ Health and Beauty Market Potential

ATHRATEGLIES

City of Bisty, QK 3810 Keinuia Orive Time
Biieky, Oklabeia, Linited Slales
Crive Time: 3 inibe

Demographic Summary 2014 1014
Fopdation 2,321 Z, 530
Fopudation 18+ 1,802 2,124
Househaids 987 1,118
Median Heusehold Income §38,090 §dd 200

Expected Mumbser of

Product/ Consumer Behavior Adults Percent MPI
Typicaly spend 6+ hours exencisng per week 363 19.5% a6
Typcaly spend 2-3 hours exarcking per waak 384 20.0% 23
Tymcaly spend L-2 hours exercking per woak L 10.0% a0
Exgicisa 2t home 2+ imes par waeek 435 23.4% a2
Exgrcisa ok club 2+ times par wesdk 185 D.0% 77
ExgiTiEn 2k chhar faclity (raot clul} 2+ timassk 134 7.t a3
O alliptical 57 3.1% 77
Owin staticnaiy bicyck a5 5.1% ai

My .
\J Etall Pets and Products Market Potential
STRATEGIES
City of Bixgky, QK 3:5:10 Miinute Drive Tifme
Blxby, Dklahormas, Uritsd States
Drive Tima! 3 minuts

Demographic Summary 2014 n1a
Population 1,923 2 548
Populiation 18+ 1,862 1,124
Huigshihis GE7 1,116
Mesdian Houssleold [ncame $35, 040 FEERTE

Expacted Number of

Praduct/ Consumar Balavior Households Paicanl P
HH oving ary pat S&T 57 4% 108
HH &wiia airy blid FE 2.8% 101
HH owing anvy cat 282 28.6% 126
HH erana aivy dig a3 &0.8% 103
HH s 1 cak 153 15, 5% 1253

HH cwins I+ cats 129 13.1% 124



Peer Analysis

What is Peer Analysis?

Retailers have a tendency to locate in similar communities and/or trade areas. By identifying
similar communities from a demographic and business scope, we can analyze those retailers
who have shown a propensity to locate in these peer areas.

: : . AVETage  yotal Retail
State Population Population Population Households Household Expenditures
(2010) (2014) (2019) (2014) Income (2014)
(2014)

iSpearfish sD 10,526 10814 11,155 4,864 §50.518 $102,724 537
Kool 1A 10,103 10,203 10,487 4,413 $58,514 $01,244335
Brownfiek X 9657 a821 10,240 3,250 $60.618 $67 663,700
Coweta 9,984 9,573 10,049 $69,049 §76,468,198
Grinnell 14 9378 9415 9,491 3,677 $60,129 $77,263 404
Wugusta KS 29274 0,326 9,506 3,790 §58,142 §76,123.801
Baclift X 8619 9,304 10,179 3,204 $58 389 $67,712,156
Paryton TX 8841 8,967 9,198 3,140 $58 253 $64 805,042
Fort Stockton | TX 8368 8,430 8668 3,049 $60.209 §64,105628
Bemalillo N 8320 8,372 8,778 3,088 $50.480 §64,200 649
Bloomfiel NM 8112 8,078 8,283 2,930 $58 458 $60,535 935
Webster City | 1A 8070 8,064 8,089 3,485 §58,363 §72,025610

United BE/LLS
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Boots on the Ground Analysis

What Does a Retailer See?

Purpose of this analysis is to:

¢ |dentify/Evaluate/Catalog Priority Commercial Properties for Development, Re-
development and higher and best use opportunities

¢ |dentification of Priority Business Categories for Recruitment and/or Local Expansion

* Perform Competitive Analysis of Existing Shopping Centers and retail corridors
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Development of the Strategic Retail Recruitment Plan

Explanation of Opportunities. Action Plan Moving Forward.

Recruitment Strategy

After analyzing the data, boots on the ground analysis, and input from the client, Retail
Strategies team will devise a Recruitment Strategy for the community. The Recruitment Strategy
will identify both short-term and long-term recruitment objectives and goals.

Retail Prospects

The Retail Prospect List, which will include targeted retail prospects for recruitment to
Croveland, is a list of opportunities based on the initial research and analysis (both quantitative
and in-market). The Retail Prospect List is a dynamic document which is continuously updated
based on real time conversations with both retailers and developers. As we represent Groveland
nationally, present opportunities within Groveland to retailers and developers, and learn of
newly announced retail expansion plans and concepts, the prospect list will be updated
accordingly.

Recommendations for 5ite Locations for Retail/Restaurant Companies

Retail Strategies will work with the city to prioritize commercial properties that may be suitable
sites to present to prospective new retailers. This will include maps, marked aerials, and all

pertinent contact and site specific information relative to each site.
Monthly Update

Through Basecamp, emails, and phone calls our team will keep the identified contacts updated

relative to recruitment efforts and specific interaction with prospective retailers and developers
interested in Groveland retail trade area.

U
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Marketing Materials

Give Them What They Want

Marketing materials are an essential tool to recruiting retailers. Qur team will build custom
materials to attract retail to your community. We carefully crafted the information within each
Marketing piece to best represent the opportunities in the community, and show the decision
makers the information the desire when looking at an expansion opportunity.

BIXBY, OK|

Marketing Guide

Bixby, Oklahoma - Tulsa & Wagoner County
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Mational Representation

How Do We Represent?

In 2015 Retail Strategies will attend more than thirty (30) Retail Real Estate Conferences to
represent our clients to developers and expanding retailers. After thorough preparation for
each conwvention, our team sits down with decision makers with data, sites, and other creative

tools to position your community to attract the right retailer.

What is ICSC?

The International Council of Shopping Centers (IC5C) is the global trade association for the
retail industry. ICS5C helps both the public and private sector understand the market through
educational programs, monthly publications, certification programs, and (most popular) Deal
Making Conventions. The most well known and most attended is 1C5C RECON which takes place
annually in May in Las Vegas, NV. This year there are over 35,000 attendees and is the largest
year on record. RECON is one of the largest opportunities for Retail Strategies to represent your
community each yvear to expanding retail concepts. In addition, Regional Deal Making Shows are
another great opportunity to meet with retail decision makers.

Deal Making Space

Retail Strategies invests heavily each year to provide a leading platform for our Clients at retail
conferences nationally. By having this platform, retailers, brokers, developers, and investors
take notice and will connect with our team to discuss your community. In 2015 Retail 5trategies
will have over 5,000 sf of deal making space for our team to represent and our clients to utilize
across the Country at more than a dozen retail conferences.

AKICSC




Timeline

On Boarding Process

Following the execution of our agreement Retail Strategies begins immediately working to
better understand and identify opportunities within the market. The following diagram gives
you a brief perspective on the completion dates for the materials that go in to the Strategic

Retail Recruitment Plan.

Day 1
Day 30
Day &0
Day 75
— et
Day 85
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Investment

Year 1 $50,000
® Research Quantitative and In-Market Assessment of Real Estate Assets
® Access to BaseCamp
® Development of the Strategic Retail Recruitment Plan
o Recruitment Strategy for Mew Retail and Restaurant Companies
< Provide Identification and Recommendation of Retail Prospects
o Recommendation of Site Locations for Retail / Restaurant Concepts
< Development of Marketing Materials
o Call List and Recruitment Updates
®*  Execution of Strategic Recruitment Plan

o Working with local property owners, developers and real estate professionals in

order to facilitate retail growth, including On Demand Research/Analysis
< Outreach to retail prospects with continuous updating of Retail Prospect List

< Representation at national and regional retail real estate conferences

Year2 & 3 $30,000

Retail Strategies, for year two and three of the engagement, will provide updated research and

continue on-demand research reports fanalysis.

® |Ipdated quantitative research and on-demand research reports/analysis
® |Ipdating of Strategic Retail Recruitment Plan

® Updating of Retail Prospect List

® Representation at national and regional retail real estate conferences

® Representation at national and regional retail real estate conferences



DATA ANALYSIS METHODOLOGY AND APPROACH

Our research solutions are not a “one size fits all” or pre-formatted by an industry standard
radius or drive-time area. Each city, neighborhood or retail trade area requires unigue analysis
based on numergus factors including natural boundary areas, current retail tenant mix, travel
times, radius areas and existing sites/buildings. Our research focuses on identifying the data
points that are most likely to influence the site location decisions of retailers. Once these data
points are determined - we provide thematic maps, aerial photos, asset maps, and customized
research reports by retail concept.

PRIMARY DATA RESQOURCES

Census, AGS, and ESRI Demographics: By incorporating demographic data from multiple
sources, DDR is able to better understand the population, income and retail spending shifts

taking place in the current economic environment.

Business Location Data: This location data is ideal for competitive analysis, understanding
market opportunities and evaluating market dynamics. Sourced to D&E®, the world's most
trusted source of sales and marketing solutions, all D&E information is powered by
DUNSRightTM, D&B's Quality Process which gives you the insight you need two identify and target

prospects.

Consumer Expenditures: This data includes 15 reports and close to 1,000 variables that
collectively cover almost 95% of household spending. Based on extensive modeling of the BLS
Consumer Expenditure Survey, CEX provides reliable estimates of market demand and average
household expenditures.

Retail Potential: This new tabulation utilizes the Census of Retail Trade tables which cross-
tabulates store type by merchandise line. The Consumer Expenditure data was aggregated to

the merchandise line classification and then distributed to each of the major store types.

Tapestry Psychographic Segmentation: Tapestry, an ESRI product, classifies US neighborhoods
into 65 market segments based on socioeconomic and demographic factors, then consolidates

them into LifeMode and Urbanization Groups.
Additional Information and Sources for our Research:

« (Census data from 1980 through 2010 (Census years), current year and 5 year
projections. Data and reports are updated annually and across all identified retail trade
areas for all client engagements.

* Most of our data providers use similar methodologies for creating estimates and
projections - which is then impacted by methodologies for aggregating that data across
block groups up to trade area boundaries.

«  AGS demographics for current year and 5 year projections.



ESRI demographics for current year and 5 year projections.
Claritas demographics for current year and 5 year projections.
We use the following additional datasets for segmentation analysis:

o MOSAIC

o Tapestry
MRI's Consumer Behavior and Attitude data.
Additional data from the Bureau of Economic Analysis, Census of Retail /Consumer
Spending, and the Department of Labor.
Multiple sources for our GAP Analysis supplemented by business databases and our
boots on the ground market research.
Crime stats directly from the FBL
IPEDS for analysis of 2 year and 4 year education institutions when needed to better
understand the demographics of college students in a given market/trade area.
We create geographies and maps down to areas as small as .5 mile radius or 1 minute
travel times.
We create custom retail trade areas by aggregating geography boundaries or hand
drawing polygons.
Our software solutions allow us to filter a retailer's locations to then match targeted
sites within each engaged clients retail trade area(s).
We use Regus software to create aerials by city, retail trade area or
development/redevelopment zones including locations of all existing retail. Regus also
allows us to map identified development, redevelopment and higher and best use
locations within targeted retail corridors.

Conduct Market Research

+ |dentify Groveland Retail Trade Areas

Retail 5trategies will identify the appropriate radius, drive time and custom trade
areas based on feedback from key community contacts, analysis of peer

communities and through our onsite market visits

+  Perform Market & Retail GAP Analysis

Once the Retail Trade Areas are identified, we begin the process of performing
detailed demographic research, GAP/leakage analysis across all retail categories and
household level consumer expenditure reviews to use as part of our pro-active
outreach to retailers. Our Custom Demographic Research includes Historical,

Current, and Projected Demographics from multiple sources

* Conduct Retail Peer Identification and Analysis



Retailers have a tendency to locate in similar communities and/or trade areas. By
identifying communities similar to Groveland markets from a demographic and
business scope, we can analyze those retailers who have shown a propensity to

locate in these peer areas.
Provide Consumer Attitude and Behavior Analysis

Cur detailed consumer attitude and behavior data allows us to drill down to the
consumer level and understand their preferences and likelihood to purchase
products and services. Local retail businesses can use this data to better understand
the product and service mix needed to grow their company and capture spending

that may be leaving the immediate trade area

Identify/Evaluate /Catalog Available Commercial Properties and Development

Opportunities

Understanding the real estate options within the market for development,
redevelopment and higher and best use allows the Retail Strategies team to position
specific properties to retail prospects. Our licensed real estate professionals drive
the market and retail corridors within Groveland to build a database of the available

commercial properties

Tapestry Lifestyles - Psychographic Profile of Trade Area | Market Segmentation

Analysis

Retailers today know the psychographic profiles of their target consumer. Through
Tapestry Lifestyles we are able to review 65 segmentation groups and match the
consumer profile of Groveland shoppers to prospective retailers. This data can also
be critical to retailers regarding the types of product and service offered once the

location decision has been reached

Thematic Mapping and Aerial Imagery by trade area

Data visualization allows retailers to identify and target areas for

expansion/relocation and the consumers that match their customer profile



