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HOW CAPITOLA CAN
MAINTAIN ITS ECONOMIC

GE IN A CHANGING RET. Types of Retail

AVERY BRIEF HISTORY OF RETAIL COMMODITY RETAIL

= In the early 20t century, without cars, no need for shopping centers. A retailer Se"ing gOOdS and services which are consumed
without emotional connection by the consumer and for
which the consumer's primary motivation is price and
venience. Examples would include grocery and dru
merchants such as CostCo, Target o|

= By mid-Century, most towns had downtown shopping districts.
given town’s homegrown department stores sold a wide variety of goods.

uburbanization gave way to malls, which replaced downto
ralized urban landscape.

SPECIALTY RETAIL

, . . . ACTIVE RETAIL
Retailers selling goods and services which are consumed

on a discretionary or emotionally driven basis Retail where the pedestrian interacts with the
using discretionary funds/income, and where experienc pace even if they don’t go in to buy something.

imary motivator in choosing how and where es would include grocery/drug, sp
)
ionary time. Examples incl
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NON-ACTIVE RETAIL OMNICHANNEL RETAILING
Retail where the flow of the retail district is broken > Omnichannel retailing is an evolution of
o that pedestrians don’t interact with the built multichannel retailing but is concentrated on a

mless approach to the consumer experience
available shopping channels: mobile

ment, or where there are limited ho

RETAILER ECONOMICS: »
SOURCES OF SALES BUILD IT AND THEY

WILL COME...”

Big Picture: Site Specific:
idential Population * Growth and infill areas
different.




LUCK IS NOT
A STRATEGY

he real estate industry, competitive
ies tend to focus on ways to

SOME OF TODAY’S ISSUES

* Cities continue to struggle with vacancy rates
in shopping areas.
There is an increasing tide of non-traditional
n-sales tax generating) conce

MEANWHILE, IN THE
DEVELOPER’S CORNER ...
* What are the potential uses?

What are the entitlement hurdles?
is the timing?
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Planning Issues

FUNDAMENTAL SITE-PLANNING
ISSUES FOR RETAILERS

* Acceptable retail footprint (mdse and service)
* Access infout (turning movements)
ing — quantity & quality

PLANNING AND ENTITLEMENT
ISSUES FOR CITIES

* Existing zoning / Land-use
istent with long term vision for the
i P, SP




FUNDAMENTAL COMMUNITY
ISSUES

* Provide an upgrade that is consistent with the
eighborhood /community

mental goods & services

EVERYONE HAS A JOBTO DO:
(MITIGATING RISK AND CREATING CERTAINTY)

Retailer / Developer Requirements to Address:
ing, access, circulation, visibility

... AND THE RESULTING
PLANNING ISSUES

« Cities continue to struggle with vacancy rates in
opping areas.

increasing tide of non-tradition
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POLITICALAND
ECONOMIC ISSUES

* Do politicians, planners, staff want it (some or

ISSUES THAT SEPARATE CITIES
AND PROPERTY OWNERS

ities needing sales tax revenues.
in need of cash flow.
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ATTRIBUTES FOR RETAIL IN MIXED-USE CAN WORK
A MIXED-USE PROJECT

articulated retail presence visuall

...BUT SOMETIMES IT DOESN’T!

ATTRIBUTES FOR A NON-

TRADITIONALANCHOR
(EXAMPLE: GROCERY STORE)




STRATEGIES FOR ATHRIVING
DOWNTOWN

ate a Vision - Public/private partnerships, specific
orridors, city blocks, aggregate
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STREET SCAPE AND
PEDESTRIAN CONNECTIONS

STRATEGIES FOR ATHRIVING
DOWNTOWN

ourage active building facades & outdoor uses.
change.

UPDATING
A SUBURBAN

CREATING A LINKED
RETAIL DISTRICT




Total Taxable Sales Recovering

till not quite back to
ak (S4B lower) CA2nd @ 2012 Tarabl
in 1,0
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Internet Sales Gaining

Number of Stores Also Recovering

umber of CA permits

Retail Trends: Millennials

Millennials were born from 1980 to
2000

timated at 80+ M
neration in US history

Retail Trends: Aging Boomers

By 2030, almost 70M
e age 65+, most US Population Age 65

How Much Retail is Supportable
in my City?

less your city is growing substantially, probably not
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Tips to Plan for Future Retail

onduct Leakage Analysis
and Estimate - Existing Supply = Supportable S.F. in your city

-Making to attract

Figure out your Environment and
Prioritize
ot all retail is created equal

Develop Team and Tools Form Strong Partnerships

* Dedicate staff to implement retail plan * Form partnerships with brokers, retailers, and
beyond
icipate in International Council of Shoppi

esignate multi-department cabinet on




“Bake” Retail Goals into General Plan

* Economic Development Element

etail guidelines for mixed use

TRY THIS ON FOR SIZE...

* Are our expectations about vibrant areas realistic? Should
we be spending so much time regulating to try to achieve
vibrant areas which are, in fact, the outliers?
t vibrant areas are the most organic. Ex:
tos), SF retai
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Grow your
Own Tenants

* Recruit, Retain, an

RETAILER AND
DEVELOPER ANALYSIS

Retailers won’t build new stores when there is not
et share or enough demand available to sup

CITY APPROACH

* What’s important in a developer?
— Can the developer deliver from a financial perspective?

e developer (or the “market”) telling the Ci
or reality?
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POSIBLE SOLUTIONS?

* Allow poorly-functioning retail to evolve into non-retail uses.
courage clustering of non-active uses — where?
ing uses can have unintended conseque

10



