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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, 4™ Regional Plan, Regional Plan Association

Author/Editor/Blogger

Improving Tenant Mix, ICSC

Commercial Revitalization Planning Guide, LISC
www.commercialdistrictadvisor.com
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INTRODUCTION

About you

retail attraction experience (multi-site)

years of experience

upper-income vs. middle-income vs. lower income
previous ICSC trade show attendance

A%

ICSC

©2015 'xd



COURSE AGENDA

Part 1: Get “Retail Ready”

Part 2: A Step by Step Guide to Retail Attraction
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Part 1:

GET "RETAIL READY"”




Why does tenant m|x matter'-’
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What drives customer loyalty?

Behavior Drivers
District

Experience

Location

f“‘ Source: John Skinner, Verde Group/ ICSC Global Research Network, p. 7




What drives customer loyalty?

STORE EXPERIENCE

Selection

DISTRICT EXPERIENCE

Access
) Prices
Security _
Customer Service

Physical Environment
Store Layout

Services

Merchandising

STAGE SELL

ICSC
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Characteristics of successful corridors

The outcomes we seek... How do we get there?
| 4 sh ¢ Tenant mix
mprove opper preference Retail density
Higher real estate values Corridor Size
Retail sales and sales growth over time Parking/Access
Leadership

Source: Econsult, “Commercial Corridors: A Strategic Investment Framework for Philadelphia, March 2009
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Are you ready for retail attraction?

T TATT DEATYVYV 5 A

rTTTD ~T T
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P

ADVANCED
RETAIL ATTRACTION -~

PHASE IlI:
IMPROVE —

TENET A RETAIL RETENTION

RETAIL ENVIRONMENT

PHASE II: Physical Environment Access/Parking
FOCUS ON THE —
FUNDAMENTALS
Clean/Green
PHASE I: _|

CAPACITY BUILDING

BUILD CAPACITY EARLY STAGE

’<s< © Larisa Ortiz Associates
ICSC
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Retail ready also means...

* Engaged property owners
* Available space - right size, type and location
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A “good” tenant mix is one of the

strongest indicators of commercial
district success

(Of course, “good” is relative)

A%

ICSC



PART 2:

STEP BY STEP GUIDE
TO RETAIL ATTRACTION

©2015‘



DIAGNOSE CELEBRATE

& INTERPRET & EVALUATE

1. Observe & Investigate . Communicate Your Vision 10. Recognize Success

. Enroll Property Owners 11. Evaluate Ouicomes
- ldentify Prospects

- Make the Call

. Be Ready to Help

2. Evaluate Consumer Demand
3. Identify Opportunity Sites
4. Identify Retail Categories

©O~NOO
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DIAGNOSE

& INTERPRET

ICSC
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Parking/Acce

ICSC




ICSC







DIAGNOSE

& INTERPRET

STEP 2
Evaluate Consumer
Demand

ICSC
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Average
household size

income
Competition
(presence, type
Co-tenants,

preferred

Crime

Educational
attainment

Ethnic
composition

Household change
(income, number,
size, age, etc.)

Income

Average/median

change

Major
employers
in the area

and location)

Number of
households

Pedestrian traffic

Population change

Daytime population

Population
size

Psychographic

composition

Home ownership

Visibility

Home sales value

What data do retailers

want?

©2015




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

Additional “wish list”

Non-census based data
Short-term neighborhood

—

~_ change
if Recent public investments

%) Daytime population
g~ Visitor Population
Pedestrian counts

Detailed ethnic composition

—




Determine Trade Area

WALNUT STREET,
SHADYSIDE
PITTSBURGH, PA

Destination districts
typically offer a unique sct
of specialty retail goods and
services that people will
travel longer dislances o
patronize.

1
N
-

“lesting / S)

HISTORIC THIRD WARD
MILWAUKEE, WI

Comparison disir
typically offer a set of retail
goods and services that
permit a widc rangc of
choice and comparison
between merchandis:
offered by different stor
Comparison shopping
trips are made less often
than shopping trips for
convenience items.

37TH AVENUE
N HFIGHTS, NY'
off
goods and services
c primary advantagc
to the consumer is locational
nvenios

ICSC

30 min — 1 hour+++

Destination

Comparison
10 =30 min

Convenience
0-10 minutes
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Convenience stores 2

Business services

Groceries

Laundry services
Full-service restaurants
Quick service restaurant (QSH)

Beer, wine and liquor stores [

Coffee shops

Pharmacies/drugstores

Hair and nail salons |

Financial services

Sporting goods, hobby, book and music stores 4

Opticians’ offices

Martial arts, dance and yoga studios

Bars/pubs

Office supply, stationery and gift stores

Clothing, shoe and accessories stores i

Jewelry stores

Fitness centers/gyms

Cosmetics, beauty-supply and perfume stores

Electronics and applance stores

Health-care professionals’ offices

Movie and performance theaters

Hotels

Furniture and home furnishings stores

{ BN BN )

[ B BN BN ]

[ N

@ 0 00 0 O

(0|8 0 & 0 0 0 006 0 0 0 0 0

|0 (0|0 0 O

[ B NE BE BN BE B BN

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



Top Categories of Retail Leakage 2013

Market Opportunity
- P

/
25 0%, / L
B N

Food + Beverage Food Service + Building Materials + General
Stores Drinking Garden Equipment Merchandise
West: 28,734 sq. ft. West: 12,766 sq. ft. West: 19,648 sq. ft. West:Surplus
East: 19,374 s5q. ft. East: 35,857 sq. ft. East: 18,024 sq. ft. East:15,532 sq.ft.

=L

Electronics+ Appliance Health + PersonalCare Clothing + Accessories
West:- 70 sq. ft. West: 85 sq. ft. West: Surplus
East: 3,335 sq. ft. East: 20,751 sq. ft. East: 19,997 sq. ft.

Sowroe: MSC Resecrch, So/es Productivity for Nomr-Anchor Tenonts in Naw York AMetro Amc Molls ., Yeor-to-octe 2014




Consumer Demand Q&A
Where does your district fall on the trade area spectrum?
E Do you know your district demographics?

A%

ICSC

©2015 ‘l‘



Additional customer data ©) ;oo

TOOL 7-1: CUSTOMER INTERCEPT SURVEY
[Include an @ duction briefly describing your revitalis efforts and the boundaries of your

business district] P f
i st timme oy <spect s peee i his shepping district boda rererences

Which specific businesses have you visited or do you plan to visit today?

Consumer concerns

What additional types of businesses would you like 1o see in this district?

What additional types of businesses would you NOT like to see in this districtz P ro S pe ct S

Please circle the answer that best describes you

How much did you spend or do you plan to spend at businesses in this district today?
Oso Os1-510 Os$N-$25 O $26-350 [J3$51-99 O $100 or more

How often do you visit this shopping district?
O paily O 2 - 4 times/wk [ Once a week [ 2 times/month [0 Once a month
0 3-6 times/year [ Not regularly

When do you usually visit this shopping district?
O Weekdays [0 Weekday Evenings [0 Weekend days [0 Weekend evenings [J No set times

How do you usually access this shopping district?
O car O Public Transportation [J Walk [J Bike

Do you have difficulty parking?
O Frequently [ Rarely O Never

How safe do you feel during the daytime in this district?
O very Safe [ Somewhat Safe [0 Not Very Safe [ Not at all Safe

How safe do you feel at night in this districs?
O very Safe [0 Somewhat Safe [ Not Very Safe [0 Neot at all safe

Do you live in this neighborhood? OY ON

Do you work in this neighborhoodz Oy ON

Whatisyourgender? OM OF

What is your zip code?

Are you aware of the Commercial District Revitalization Planning Processt O Y ON

If you would like to be invobed please include your contact information at the bottorn of this form.

Do you have any suggestions for changes in this districa?

Source: LISC Commercial Revitalization Planning Guide
©2015




Tapestry Segmentation

LifeMode 3:

UPTOWN LifeMode 5:
INDIVIDUALS LANDSCAPES GEN X URBAN

4,238,000 13,787,000
Households Households Households




Who are your customers?

A%

ICSC

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.

Psychographic
Profiles

1%

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




STEP 2

What are thEir preferenCES? Evaluate Consumer

Demand

LOA Strategic Positioning Matrix
Mapping your District’s Business Mix

LIFESTYLE

Traditional Contemporary Trendy/Hip

High

$71,000
City Lights
w
s s
O o
s 3
= =
International Urban
Marketplace - Melting Pot 38,000
City Strivers
; -
=l NeWest Residents

High Rise Renters
A

IcsC (WalMart) (Macy’s) (Urban Outfitters)



What is the “right” mix?

LOA Strategic Positioning Matrix
Mapping your District’s Business Mix

LIFESTYLE
Traditional Contemporary Trendy/Hip
Retailer price point as
it relates to relative
o=
= income benchmarks.
@ Brooklyn
@ ITalbots y
adusteias—] 571,000
o oo @ Macy’s
8 E _— _— — _— _— _— _— p— L3
=5 | |
@ TJ Mdxx
! ! $35,000
l @ §link Gym
| L | | | | | __ | |
S @ Dollbr Store
A5¢

IcsC (WalMart) (Macy’s) (Urban Outfitters)

g



I Shop Myrtle

Justin, New Ridgewood Homeowner

My Story | maved ta Ridgewood in 2010 from Williamsburg
‘when rents started getting too high. My neighbors and | are
all first time homebuyers. My office is in Union Square and

| go to shows on the weekends downtown and at BAM, so
living in Ridgewaod makes it easy to get where | need to go
by public transit.

Why Ridgewood? | love the scale and diversity. 1 like
shopping in the local eraft stores and European

markets, and eating foad fram all aver the world, right in
my neighborhood. There is also a great artist resources
center down the street and lots of galleries nearby.

New stores I'd like to see on Myrtle Avenue:
- Bike, skate or sporting good shop

- Cafés

* Specialty, organic food market

+ Porformance space

Being your business 1o Myrtie Avenue. Cantact the Myrle Avente Business Improvement Distriot

6082 Myrila Avenue | Fidgewood

I Shop Myrtle

Julianna, Ridgewood Renter

Why Ridgewood? We |
e, Ti al

d like >n Myrtle Avenu
- Department s
* Quality ho!

STEP 2
Evaluate Consumer
Demand

I Shop Myrtle

Helen, Longtime Ridgewood Homeowner

My Story I've called Ridgewood home for 40 customer. | hope new stores continue lo come to
years. | raised my kids here and can't imagine living the neighborhood.
anywhere else. It's like | live in Park Slope, but for
haif the price. New stores I'd like to see on Myrtle Avenue:

~ Sophisticated and affordable gifts and housewares
Why Ridgewood? There are community-oriented + Department store with clothes and shoes for
activities that go on during the day, like the the family

gresnmarket, flea market and street concerts, and nice  + Sit-down restaurant for special occasions
places to eat in the evening. I've been shopping here + Health food store
all my Iife and would call myself a loyal Myrtle Avenue

Bring your business o Myrtie Avenue. Contact the Myrtis Avenue Business improvement Distriet
4082 Myriio Avanuo | Ridgewood, NY 11385 | 718.381,7974 | myrtiebid@gmail.com
wunk ridgeweod.ny. com

I Shop Myrtle

Martyna, Ridgewood Resident and Employee

on Myrtle Avenue:

y Ridgewood?

©2015




DIAGNOSE

& INTERPRET

STEP 3
Identify Opportunity Sites

©201sﬂ






Property Owner Engagement
Engage early through market research

5 ¢ Listen to their idea and concerns
Request formal commitment before

R < xpending time/resources

Move on if recalcitrant

W

©2015 ‘14



STEP 4
Identify Retail
Categories to Target

DIAGNOSE

& INTERPRET

0

ICSC
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STEP 5
Communicate Your Vision




STEP 5
Communicate Your Vision

Map of the district that
clearly identifies retailers
and major activity

generators
Information about any

incentives or resources for
retail

Testimonials from
merchants

Sales figures for your
district




Welcome to Frogi: own

Saint Paul Minnesota’s most cultura"y-diverse neighl:orhood

I:rogtown business is ready to |’10p

- G y-rich buss ey
offerings

- Near and g icts —one
and one-half miles from the heart of downtown
Saint Paul and one mile from the Minnesota
State Capitol

— Direct access to Interstate Highways 94 and 35E

- Home of numercus historic landmarks

- Future location of Twin Cities Light rail
transit line

P
With its strong history of ethnic diversity, Saint Paul

poe

’s Frog igh dis a hidden jewel
within the Twin Cities metropolitan area.

Your future customers in Erogtowr\

within a ile radius of ‘s main i Hon —

University Avenue and Dale Street:

2007 2012
Population 31,663 32,015
Households 10,815 10,879
Families 5,709 5,577
Median age 278 279
Median household income $43,803 $54.229

greater frogtown

community development corporation

STEPS

Communicate Your Vision

District Sell Sheets

(completed in house)

I:roglown visitors commuting C}awly

Today’s traffic counts in the Frogtown neighborhood bring tens of thousands of visitors to your door every
day, but this is only part of the story. Existing bus routes include the most travelled in the Twin Cities, and

the planned light rail line proj ami of 44,000 p gers a day.

Distance Street Closest cross-street Year Count
13 miles Dale Street North Dale Street South 2001 23,250
a5 Dale Street Norsth West Edmund Avenue 1998 22775
29 University Ave North Mackubin Street 1998 23,550
30 1-94 Dale Street 2002 154,200

Cock Ave ik 1 The City of Saint Paul is prepared
to match your investment. The
Central Corridor Development

new

streetscape improvements, and
green spaces throughout Frogtown.

More information about the plans
available at www.stpaul gov/

centralcorridor

greater frogtown
community development corporation

Steve Boland, Executive Director
533 North Dale Street

Saint Paul, Minnesota 55103
(651) 789-7486
steve@greaterfrogtowncdc.com

Complete research and additional documents available for
download at www_gfcdc.com

located at the eastern end of

Demographic and traffic information from ESRI.com —2008 Frogtown.




e
Frogtown Square
In the heart of Saint Paul’s most culturally-diverse neighborhood

The future of Frogtown business

The & ion of U

and Dale Street p a

ity for retail by

opening in 2010. This location — with direct access to Interstate nghwavs 64 and 35E —is one of the
confirmed stations on the new Twin Cities light rail transit line. Traffic counts already bring tens of
thousands of customers a day to this intersection, with at least 44,000 more each day projected under light
rail Ower 20,000 square fest of flexible retail space are available.

This new design incorporates
active senior kiving with first-
floor retail space. Fifty new
housing units, owned and
managed by Episcopal Homes of
Minnesota, will include
underground parking for
residents and surface parking
for your customers.

A X aiad

This new building ensures ease of
access for bus, rail, and

ive traffic. G

from either University
Avenue or Dale Street will have
direct access to retail parking.

IRy e S

Property high'ights
» greater frogtown

- Ower 20,000 square feet of retail ¥ .
s e ey e community development corporation

- Ov hip or leasing opp

~  Flexible terms based on length of lease and Steve Boland, Executive Director
improvements nesded

P g P ge ., 533 North Dale Street
- i;:m surface parking Saint Paul, Minnesota 55103
—  Construction begins spring 2009 for summer (651) 789-7486
2010 occupancy steve@greaterfrogtowncdc.com

STEP 5
Communicate Your Vision

Property Sell Sheets

Frogtown Square — flexible spaces

F

tora clrug store

is development are
Rata shows a S26M

tSe your retail space,

mdud.v.ng the option of a drive-thru lane, and

cents. Wlﬂ\w-r3l!mep
mile, there is a retail gap of over

access to major corndors make this location
attractive to over 170,000 potential customers
within three miles of this major intersection.

ad 1 storage in the underground parking

. for restaurants

Senaller flexible spaces offer great potential for

e :nk.z-s:. traditional

fare, and kid dly dining.

Complete research and additional documents available for

download at www.gfcdc.com

Retail analysis from ESRI.con —2008

w» greater frogtown

community development corporation

©2015



STEP 5
Commmunicate Your Vision

Become a vehlcle for connectlons
« Real estate events

A%
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STEP 6
Enroll Property Owners




ICSC

STEP 6
Enroll Property Owners



STEP 7
Identify Prospects




PROSPECTINGQ & A

How many of you actively prospect?
How many of you have attended a trade show?

What has worked and what hasn’t?

& |
| . | \ ©2o15‘




il 1l

What not to do. | - |

CITY OF OAKLEY
ccccc

A%
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Natlonal VS. reglonal vs. local
l I { Relatlonshlps matter more---Ii-.E

‘than materlals

A%
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STEP7
Identify Prospects

Scout “like” neighborhoods
Retail Attraction Committee
 Meet regularly

« Eat, shop, visit prospects

« Discuss prospects before
active pursuit

Hispanic Population 23% - $40%
Median Household Income $29,000 - $60,000
Population Density 42,000 - 105,000

©2015 /



STEP 7
Identify Prospects

Read, Absorb

Industry publications
Shopping Centers Today
Retail Traffic
Reference USA (sales psf)

Local news

Wall Street Journal

Business Journals

SHOPPING NTERS TODAY

n reta lrnerge
equi-. cash, pror

©2015




STEP 7
Identify Prospects

Network

Tradeshows

Websites
Brokers/Leasing Agents
Regional Real Estate Reps

Go to where the
businesses are

Chambers of Commerce
Merchants Associations
Business Competitions



STEP 7
Identify Prospects

MAINTAIN A PROSPECT DATABASE

« Business Contact Information

« Broker Contact Information
 Lifestyle/Pricepoint

« Square Footage Needed

e Desired Rent

e Other locations

« Strength of prospect (hot/warm/cold)

Keep track of when to follow up
- Be persistent

¢ - Stir up the competitive juices

/

ICSC
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Beaﬁtiy Supply

A E

XYZ Beauty Supply is a beauty and makeup store that features one-stop shop-
ping for all beauty, hair, and makeup products. XYZ caters to women looking for
fun, moderately priced beauty items. They offer in-store salons at every location.

Moderate

=l Women

Founded in 2010, XY~Z Beauty Supply sought to fill a gap
in the market for a fun, interactive beauty supply and life
style shop. What first started as one location, quickly grew
to 100 over four years. They are now looking to guadruple
their stores in urban markets throughout the world over the
next five years.

XYZ currently operates 100 stores, and has a goal of 500
total stores in the United States.

10,000 SF
Rent: $65-80/SF

Contact Info: Corporate Offices:
Anywhere Boulevard, Suite 100
Hometown, New York 10000
(212) 222-2222

STEP 7

Prospect Sheets

©2015

Identify Prospects
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STEP 7
Identify Prospects

Do your homework before the pitch
Do you have the right people?
« Einstein Bros. Bagels »70% some college education
 Mandee’s 2 trendy young women with mod/low incomes
Do you have enough pedestrian traffic?
« Auntie Anne’s - 30 pp. every 5 minutes during off-peak
Do you have the right space?
« CB2 > 6,000 - 9,000 sf, target young professionals
* Pinkberry > 600 - 1,600 sf

©2015



DRUGSTORE

STEP 7
Identify Prospects

Prospect Research

Characteristics| Duane-Reade Ccvs Walgreens
Trade Area Size| 3-5 miles
Trade Area Population 25,000 18,000 20,000
Store Size SF| 12,900 (96 x 137) 14,560sf (112 x 130)
Site Preferences| High visibility, high traffic count Signalized intersection with heavy traffic count
Parking Requirements| 75-80 cars 70+ cars
ROCERY STORE
G O'I'Eble 2. P%nir?um Requirements and Trade Areas
INDUSTRY INDICATORS URBAMN SUBURBAMN
Grocers I. Nlumber of People “Varies
2. Population Size 50 K
3. Median Income 30 K
4. Trade Area I- to 2Z-mi. radius 2-mi. radius
Traditional Financial Service . Number of Households 10to 12 K
Providers 2. Median Income Varies
3. Trade Area I—mi. radius 2-mi. radius
Big Box Retailers . Number of Households Varies
2. Median Income Varies
3. Trade Area 3- to 5—mi. radius WVaries




% STEP 8
Make the Call




STEP 8




Pear IName]:

and we know what we want.

The Seei y Astoria P iphas i retail leasing strate gy for cur commerca
district and | would iik:wpmm:lrmmmwb-:omapmﬁa As 3 busthing and diverse corridor
with a local arts and dining scene around the comer, it is cur goal to improve our locl business mix and
invite retailers with 2 proven track record of sucess who can join sur ommunity of cwutstanding mom

and pops 33 well 33 national and regional chain retailers. We know our market, we know what's mssing

Right now we are looking for both full-service
sccessory retsilers to mest the needs and pr

and sng snd g

demand for these retil categonies:

of young, diverse and

3 growang
trendy professionals lning in mdvumngeutdw-n D\lf efforts 1o meet the needs of this community
are focused slong the Steinway corridor from 287 Avenue to 357 Avenue, where we have significant

1-Mile Retsil Leskage

Food Services & Drinking Places
Clothing & Clothing Accessones Stores
|Senersl Merchandise Stores

[For Retailers] s Steinway Street right for [Retailer name]?

leasing agent for the space that meets your needs.

decide if Steinway Street is the right location for your business.
[For Property Owners] ks [Retsiler name] right for your space?

i 2 business Fright for your property.

Sincerely.

After surveying our residents and studying our market data, | beheve that your business coulld be agrex
fit for our neighborhood and would like the opportunity to put you in touch with a property owner or

¥ you would like to arrange 3 site visit and tour, we can provide you with all the information you need ©

After ying our resh and ying cur market data, | believe that your space could be 2 great fit
for [insert retoiler narmaj and would like the opportunity to put you or your broker in touch with 2
representative from the store. Bringing the right retailers into ocur neghborhoad it cucial to the long-
term health of Steinway Street and the retailers like you who do business here.

Please let me know if you or your beoker are available for a site visit or tour with this, or ancther retailer
looking to join our community. We are happy to provide you with all the information you need to decde

1 will follow up within the next week to discuss. | can also be reached 3t XO0(-X00%XI00L

STEP 8
Make the Call

Letter campaigns
Repetitive outreach

©2015 /



STEP 9
Be Ready to Help




STEP 9
Be Ready to Help

Play the mediator to negotiations, don’t be the broker
(unless you have to)

Be prepared with resources that will help tenants
in their interactions with the landlord

Don’t be discouraged, getting to “yes” can
mean hearing “no” multiple times

A%

ICSC
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CELEBRATE PRERa.
& EVALUATE Recognize Success

A%

ICSC
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mr'ﬂm

THE

SANDWICH
SHOP

A%
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STEP 10
Recognize Success

©2015



CELLEBRATE STEP 11
& EVALUATE Evaluate Outcomes

A%
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STEP 11: EVALUATE OUTCOMES

Have a system in place to measure success as well as failure
Sharing your success will provide your organization with
& EVALUATE valuable recognition

CELEBRATE

©2o15‘




w STEP 11
Evaluate Outcomes

Wash, rinse, repeat!

Consistent repetition is
fundamental to the success of
your effort.

©2015 ‘14



DIAGNOSE CELEBRATE

& INTERPRET & EVALUATE

1. Observe & Investigate . Communicate Your Vision 10. Recognize Success

. Enroll Property Owners 11. Evaluate Outcomes
. ldentify Prospecis

- Make the Call

. Be Ready to Help

2. BEvaluate Consumer Demand
3. Identify Opportunity Sites
4. ldentify Retail Categories

© 00N O
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BEST PRACTICES




Downtown Brooklyn. Nightlife.

pecs | e

w2B3 Gl = Top 10 Nighilife Spaces

Gmail

wyGoogic

1EE Gimail = Tap 1 Nightlisa Spaces

Top 10 Nightlife Spaces

D: <ir \ership,org> Thu, Jan 17, 2013 at 10:53 AM
Ta: loriz@l arisacrtizassociates.caom

SDOWNIOWN
BROOKLYN

E BUSINESS LOOKING FOR NEW GLAMOR
IN HISTORIC SPACE

253 Livingston Street

Space: 6,200 square feset

Contact: Isazc Mograby, Crown Retail Services, at
212.292.0214

January 2013

TOP 10 POTENTIAL NIGHT LIFE SPACES IN DOWNTOWN BROOKLYN Renovated and refurbished, this historic building has it all:
Downtown Brooklyn is amidst an economic renaissance that rivals any downtown in America. an 18, o00-squarefoot Planet Fitness, Seattle’s Best Coffee,
Home to 15,000 residents, 57,000 college students, 100,000 office workers — not to mention and retailers such as Express and Raymour & Flanigan
tens of thousands of tourists and shoppers who visit daily = the neighborhood offers endless What's missing? A full-servi establishment that
possibilities for an entreprencur locking to meet the growing demand for dining and retail contributes te the liveswork—play eycle of Downtown

establishments. Brooklynites. Students and young professionals oceupy this

neighborhood ni and as such, the restaurant that locates in this corner of Downtown
And with over a desen projects in the dev elopment pipeline, such as City Point and the Hub, that Brooklyn should exude the encrgetic hustle—and-bustle of its constitnents.

demand is only going to soar in upcoming years. The time 10 capture that energy is mow,
whether for happy hour or all hours of the day. To better help you navigate the potential
nightlife landscape, below is a list of our top choices for spaces in Downtown Brooklyn that eould
serve as venues for reslaurants, bars, music, comedy — you name it. Our i

IE  ESTABLISHMENT WITH LOFIY

~house expert 365 Bridge Street
Malina Tran is here to provide assistance in finding space in Downtown Brooklyn, so don't Space: 4.240 square feet, ground floor and 25,000 square
hesitate toreach out: 718-303-1635. feer, lower lev el

Contact: Robert F. Hebron, Ingram & Hebrom, at
718.625.0011

Locate your restaurant in this Downtown Brooklyn gem,
described as a “great architectural masterpiece
York City”— the BellTel Lofis. Sty

New
lized in the Art Deco
tradition, this building houses luxury condominiums and

’<s< Top 10 Nighlife it il g coglh Top 10 =
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Pop Ups

¥
;
\"

Organization: No Longer Empty

Corridor: 8th Street, Manhattan, NY

Challenge: Long-term corridor vacancies

Outcome: Short-term use resulted in immediate occupancy

ICSC
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South Bronx. Aspirational Staging

Vacancy: Before
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South Bronx. Aspirational Staging
Vacancy: After




Woonsocket, RI. Main Street Open House

The
Woonsocket
Main Street
Open House

~ Organization: Neighborworks, LISC
\ Corridor: Main Street, Woonsocket, Rl
\ Challenges: High vacancy rate
- Outcome: 20+ businesses (since 2010)




Bed- Booklyn. Social Media

N Organization: Bed-Stuy BID, SBS
Corridor: Fulton Street
Challenges: Need for higher quality
businesses
Outcome: Healthy food

establishment

ICSC
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THANK YOU!

@ LARISA ORTIZ Download for free at:
ASSOCIATES www.icsc.org/uploads/gpp/ICSC-

commercial district advisors - . -
. . . Guide-for-Improving-Tenant-Mix.pdf
www.larisaortizassociates.com

718-205-5116

Twitter: @cdadvisor
Facebook: Commercial District Advisor
Blog: www.commercialdistrictadvisor.com
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COMPLETE YOUR SHOW EXPERIENCE

MORE THAN 30 SESSIONS CAPTURED LIVE DURING RECON!

* Recording Package $150 usd
 Extend Your Own Education

e Share Sessions with Colleagues

e Compatible with Mobile Devices

icsc.sclivelearningcenter.com

A%
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Course Evaluation

Please Complete Your Evaluation Now.

1. Take Out Your Smartphone or Tablet

2. Go to survey.icsc.org/2015RECON

3. Select this course:
Optimizing Tenant Mix for
Downtown Business Districts
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