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Foreword

The book you are about to begin reading is the most comprehensive and expansive
ever written on the subject of retall real estate development. It is a testament to a
lifelong patient search by its author Bob Gibbs, to first decipher contemporary re-
tail theory in all its dimensions and complexities, and then to have it delivered as

a series of new projects. It is erganized in concise essavs and accessible language,
which together manage to capture the entire subject matter from retailing funda-
mentals and business models, to the architectural and urban design of shopping
center types, to best practices in project financing, leasing, and operating. Case
studies of successful recent examples of retail projects and places, in both historic
city centers and new towns, validate his theoretical arguments.

A casual observation of the American landscape instantly conveys the contribu-
tions of the retail trade to making urban places beautiful, prosperous, and livable,
On a daily basis, all of us visit the commercial centers of the cities where we live or
visit, buying food at markets, patronizing stores, eating in restaurants, or just enjoy-
ing ourselves in public. The location of these retail places relative to our home base,
the effortless serial presentation of their store offerings and the artfulness of their
particular design, and the convenience of accessing them and parking near them
encourage us to use them once and to continue using them over time. The more of
ug that visit these centers, and the more often, the more established they become,
and the more essential to the economy of their cities, Commercial development has
been, and continues to be, synonymous with the process of urbanization itself.

If privacy in cities is associated with a range of residential and neighborhood
types, community is most often linked with districts and corridors, whose public
realm is dominated by commercial interests. Tegether, these key ingredients of the
American cily have ensured the ongeing survival and prosperily of people on this
continent. Our settlements were founded and continue to evolve their urban pat-
terns according to a rational and efficient distribution of their residential and com-
mercial urban patterns,

Hamlets and small towns are located closest to the land being used for agricul-
ture and raising animals. Larger towns flourish among smaller settlements provid-
ing access to daily and weekly markets, Some of these have evolved into regional
cities that effer advanced and unique preducts and services to sets of towns in their
orbit. And finally, and as world trade and political power have been consolidated
under the influence of larger nations, metropolitan centers grow in locations that
maximize commercial exchange.

Crucially, every one of these settlement types includes a commercial dimen-
sion; the larger and more complex the settlement, the larger their markets are and
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the more extensive their commercial prominence, The rezidents of hamlets and
small towns can sustain themselves by access to small local stores. Town stores
serve the needs of their residents as well as those of smaller surrounding settle-
menls. City stores service their residents and are available to fulfill the shopping
needs of the residents of the towns surrounding them., Melropolitan centers cater
to the tastes and needs of their citizens within their regioen, in consuming both local
and imported goods [rom all over the world.

The influence of commercial and retail activity on the specific physical charac-
ter of all of these traditional settlement types is pervasive. The retail trade thrives
in locations that are accessible and visible. The transportation of goods to the
market and of people to speciiic marketplaces demands appropriate transportation
petworks. Buving and selling is public space and mixed-use building sensitive.
The dimensions, character, and scale of public space, including thoroughfares, at-
tracts people to visit and to revisil, not only for the benefil of a purchase or two, but
also to engage in social interaction and entertainment. Continuous ground floors of
buildings presented as stores satiate the human need for convenience and variety.
The act of buying and selling over ime generates a highly entrepreneunal popula-
tion. A successful commercial sector advances the presperity of municipalities and
the regions surrounding them.

This tried and true pattern of urbanism was challenged and heavily disturbed
post-1945 by a novel theory of city making that emphasized the prominence of the
aulomobile over pedestrians, the use of land by large swaths of isolated singular
activities, the design of oversized buildings for single use, the erosion of public
space, and the concentration of commercial activity in the hands of corporations
over single slore cwners.

Ower the next 50 years, this development theory, based on the modermist
urbanism then in fashion, was implemented through two interrelated strategies:
Large-scale, capital-intensive, brand store-cenlered shopping centers were lo-
cated in open, suburban sites and precipitated a massive exodus of urbanites to
the suburbs, They may not have been the root cavse of sprawl, but certainly they
became a key dimension of the vast scale and short-term economic success of
“suburbia.” Sprawl hastened the abandonment of Main Streets and City Cen-
ters with their small-scale, personal, and diverse retail and commercial offerings,
in lavor of peripheral chain store malls. The attempt to fix this decline through
“urban renewal” turned out lo be even more devastating. It resulted in the mas-
sive demolition of the traditional commercial centers and the econemic collapse
of the core of almost every major American city. Reconstruction according to the
dictates and physical patlerns of architectural modernism became the engine for
the emergence of “slaburbia.” During our lifetime, "suburbia” and “slaburbia”
have logether come close to destroying nearly 400 years of cily making in the
United States.

Since the early 1990s, a set of new ideas has come Lo dominate the Amerncan
Flanning and Development scene. Under a variely of names, the new urbanism,
smart growth, livable cities, a small number of responsible professionals in many
allied fields, have banded together to frame a new theory and praclice for regener-
ating American cities and undoing the damage of modernist urbanism. According
to this movement, stopping the patterns of sprawl development, safeguarding the

xii  Foreword



open countryside, and infilling within existing metropolitan boundaries are their
key objectives for maintaining the character, vitality, and economic prominence
of cities,

Bob Gibbs has been a leader among new urbanists since the inceplion of the
Congress for the Mew Urbanism. His contributions to this cause as an author and
consultant have been remarkable, He is by far the most prominent advecate for
reforming retail planning and development in order (o return American cities to
economic and physical prominence.

Three specific dimensions of his work in retail design and planning have also
become general foundations of new urbanist thinking: people-centeredness, a
focus on place-making, and an emphasis on implementation through the private
market. Designing shopping districts that offer the goods and services sought out
and desired by their communities. In an inspired urban and architectural form that
people understand, are familiar with, and thrive in. Built and maintained by private
interests, highly motivated to create and to maintain economic efficiency and value
in the long term.

Whether you are an architect, engineer, planner, elected official, city staif
member, or citizen-advocate, this book is essenlial reading for yow. It may allow
you o return your city to its prewar market prominence. It may help you decide on
whether a forthcoming project diminishes or improves its economic performance. It
may encourage you to improve your Main Streels and neighborhood or city centers.
It may provide real help in framing new, profitable, and transformative projects into
YOUr community,

In all cases, and because of ils emphasis on place-making, Bob Gibba's in-
sights on urban retail planning will certainly improve the quality of your communily
by enriching your shepping options and in places that attract you and your fellow
citizens to live a richer and more pleasant life.

Stefanos Poloyzoides
Los Poblanos Inn

Albuguergque, Mhi
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Preface

Ower the course of the last three decades, the new urbanism movement has funda-
mentally altered the way we think about real estate development strategies, urban
planning concepts, and municipal land use guidelines, New urbanist philosophies
have reminded us of the power and potential of place-making. the value of diverse
and sustainable communities, and the impertance of dense mixed-use design and
integrated, activated, and dynamic built environments.,

‘With its emphasis on livable spaces and places, it is no surprise that the central
focus of new urbanism has alwayvs been residential development. The new urbanist
approach to retail environmenis, however, was—and all too often still is—based an
romantic and cutdated notions of retail. From retail concepts that do nol exist, store
sizes that are not feasible, and commercial and mixed-use centers that lack critical
mass, too much of today's development conventional wisdom is based on ideas that
do not correspond to modem retail realities. Quite frankly, that is is a problem. Place-
making cannot transcend or replace the fundamental needs and econemic consider-
ations of retailers. Because, as we design and build the next generation of mixed-use
environments, we need to understand that they cannot and will not unlock their full
potential without the animating power of the retail component. As a charter member
of the Congress for Mew Urbanism and a respected and success{ul urban planning
professional himself, Bob Gibbs is in a unique position to remedy that retail discon-
nect, to All in those gaps, and to reconcile these troubling contradictions.

In his remarkable Principles of Urban Retail Planning and Development, Bob
dees exactly that,

Both a how-to guide and a celebration of an evolving industry, Principles of
Urban Retail Planning and Development is equal parts instruction manual and fas-
cinating behind-the-scenes tell-all. A passionately eloquent exploration of a topic
that is relevant to all of us, Principles of Urban Relail Planning and Development
marks the first ime that someone has seamlessly integrated the complex variables
of moedern retail into the place-making equation. As he walks readers through the
contemporary landscape of mixed-use development, Bob uses that topography
both to tell a story and to explain how the pieces of the retail design and develop-
ment puzzle Ht together. With clear, concise, and compelling language, he explains
and explores development and design decisions that are sometimes instinclive and
sometimes calculated but always strategic and always part of a cohesive whole.
From design and construction to leasing, managing, and even branding, Principles
of Urban Retail Planning and Development not only makes the intricate connec-
tions between place-making and retail development, but alse digs into the brick-
and-mortar realities of making them happen.



Along the way, Bob provides crilically important cantext for all of this informa-
tion. The book introduces historical perspectives and visionary glimpses into the
future of retail development, in addition o dozens of case studies in which readers
can see these ideas brought te lile in a real-world context. He explores both the
big themes and the fine print, taking us from the parking lot to the park bench and
everything in between. Where else would you find entire sections devoted to exqui-
site detatls like “tree impacts on shopping” and “tree selection”?

What Bob has managed to do in this book is extracrdinary: He has popped the
hood and laken aparl the engine of commercial design and development, showing
us each individual part and explaining its fit, form, and function. But he goes a step
further as well. He describes in visceral detail what the roar of that engine sounds
like once we turn the key, and he lakes us on a journey thal leads the reader from a
handlul of nuts and balts all the way Lo internal combustion. Ultimately, Principles
of Urban Retail Planning and Development reminds us of the places we can go
when we skilllully hamess the horsepower of that retail engine,

As Bob writes, “Urban retail design and shopping center development consti-
tute two of the most important, bul least understood elements in both the real estate
industry and urban planning practice.” In Principles of Urban Retail Planning and
Development, Bob does a masterful job of deepening that understanding. To me,
perhaps the most exciting thing about the book is the way in which it reminds me
of all the things that | love so much about this complex and fascinating industry; the
people, places, and activities; the artistry, creativity, and ingenuity. It's a nuanced
and engaging look at the developer’s alchemy that borrows from such diverse fields
as design, engineering, psychology, finance, and behavioral sociology. As Bob
poinis out in the book, "It's not about lifestyle; it's about life.” And, if there is one
thing that Principles of Urban Retail Plonning and Development realfirms, it is that
the busiing vitality of commerce and the energizing power of commercial activity
are essential and enduring ingredients in the lives we lead and in the places where
we choose 1o live them.

Yaromir Steiner

Founder, Chief Executiv Officer
Steiner + Associates

xvi Preface
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Introduction

Urban retail design and shopping center development constitute two of the most
important but least understood elements in both the real estate industry and urban
planning practice. Shopping center owners, municipal authorities, city planners,
and real estate developers have widely differing views on how best to implement
new retail development. Although well intended, many public policies and private
sector indtiatives have resulted in hindering the viability and growth of commerce

in historic cities and new towns. Unfortunately, such actions were based on gross
misunderstandings of how commerce works in urban environments—the retail rules
that often conflict with the accepted tenets of urban design and planning.

Written from an insider's perspective, this book reveals the retail industry’s cur-
rent principles and practices for implementing sustainable commerce—the knowl-
edge needed to increase retail sales and market share in hisloric urban centers and
ensure their viability in new ones (Figure [-1). Many of these retail rules and con-
cepis have never been published before and are known and used by only a small
number of specialists. Nonetheless, specilic retailers and shopping center develop-
ers have their own riles lor successiully implementing their business models, and
any two retail consultants will surely offer at least four different opinions on any
given relail lopic.

Figure 11

Rasemary Beach, Ficsida, Town Cen-
14"t Mais Street. A pioneering new
utban community planned by DPZ
Architects offers a collection ol waique
shops and restasrants clustered
arsund Bartett Square; feunded 1995,
Robent [, Gibbs
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This book focuses on explicating the ratail principles for restoring neighbor-
hoods, villages, towns, and urban commercial districts to their traditional roles as
the local and regional centers for commerce and lrade.

Historically, Amencan towns and cities served all the commercial needs of their
residents, workers, and visitors (leisure and business) by providing a broad range
of goods and services. Al a minimum, a small town offered groceries, hardware, ap-
parel, and home furnishings in stores lining its main street, eventually joined by a
department store, These stores fostered sustainable urban centers within a comfort-
able walk for most residents and a short drive for others. In larger towns and cities,
depariment stores occupied entire blocks and often swelled to hundreds of thou-
sands of square feet cach.

Today, shopping centers in suburban auto-oriented communities dominate
the industry. In most regions, they attract the vast majority of consumer spending.
In doing so, they are a major factor in the continued growth of suburban sprawl, a
development pattern that is simply unsustainable. Most people who now reside in
traditional neighborhoods, villages, towns, and even some cities must drive to sub-
urban shopping centers for many of their basic goods and services. Mot only does
wasted time in the car contribute to a lower quality of life, but the dollars spent in
the suburban stores encourage more retailers 1o locate beyond municipal boundar-
ies. For convenience, homeowners relocate and sprawl continues unabated.

Though retailing in many downtowns is struggling, surveys and demographic
trends indicate that more and more people now wanl to live in urban centers. Lead-
ing retailers have responded by opening new stores in urban locations, Their stan-
dard plans for suburban stores have been entirely reconceplualized into more Nexi-
ble schemes that can be adapted to historic multistory buildings and to small blocks
lined with parallel parking. Today historic dewntowns and planned new towns
have a brilliant opportunity to capitalize on these social and economic trends—a
potential renaissance of urban centers as the regional focus for retail and commerce
(Figure I-2}.

The principles outlined in this book are not inlended to replace proven urban
planning and development practices. Rather, they constitule a guide to help plan-
ners, policymakers, and developers master basic yet essential retail principles that
can have grave economic consequences when disregarded or misconstrued.

The techniques descnibed can be applied to commercial centers in existing cit-
ies or proposed new towns. Each technique, however, is not applicable in all retail
situations and conditions. For example, some shopping center developers refuse to
install generous sealing, clocks in view of shoppers, or large trees, believing that
sitting reduces shopping and spending, clocks remind shoppers of passing time,
and large trees block storeflronts and signage. Research has indicated that pub-
licly placed clocks remind customers that it may be time to return home to prepare
meals or run errands. Trees can block views of storefront merchandise and signage,
the retail visibility crucial to drawing in customers. Other retail developers resist
including restaurants or installing public benches in their centers because visitors
may spend time dining or resting rather than shopping. Though these rules may
work in shopping malls, 1 have yet to find an urban commercial district without
public clocks, tall trecs, restaurants, or benches,

xx Intreduction



Figure 1-2
Charlestaa, South Caraleaa,
Rebert I, Gibbs

When [ started research for this book a couple of years ago; common wisdom in
the retail industry held that large [ashion department stores were “dinosaurs” and
enclosed regional shopping malls were dead. To replace them, developers favored
building smaller, open-air “lifestyle centers,” which were seen as more coononi-
cally sustainable. Mixed-use town cenlers soon lollowed as the next new trend in
retail development. Now, aflter attending the International Council of Shopping
Centers 2010 Spring Convention in Las Vegas, it is apparent to me that the depart-
ment store 15 making a comeback. Many moderately priced and upscale depart-
ment stores have emerged [rom the recent economic crisis with strong sales and
expect lo open new stores in select localions.

In contrast, lifestyle centers have been closing or had “their keys turmned back”®
to lenders (a pleasant euphemism for defaulting on loans). Many retailers and shop-
ping center developers now consider lifestyle centers pariahs in the industry and
avoid using the term at all costs. Further, shopping center owners have effectively
countered and successiully usurped the appeal of lifestyle centers by retaining their
most profitable retailers and by expanding their tenant mix to include popular dis-
count department stores and overseas retailers. Despite the industry’s constantly
changing trends and practices, there are retail rules that have proven successiul
and become standard, which this book will explicate. Among them are the follow-
ing

& Sustainable shopping centers and urban centers should sell the goods and

services (brands and price points) that people desire and need.

& Shoppers do not need to shop.
e Convenience retailing needs to be convenient.
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= Street-front retailing requires on-sireel parking.
* Form follows freeway and linance.
¢ Shopping centers over 30,000 square feet in area require anchor slores.

# Parking must be well planned and convenient, but it does not need to domi-
nate the center.

* Anchers are essential lor downtowns and mest shopping districts,
+ Retailers must sell merchandise and earn profits,
+ Time is the new luxury.

These retall principles have been gleaned Irom over thirty years of experi-
ence in advising shopping center developers and downtown commercial district
representatives on the psychology of commerce—the practical art of analyzing and
adjusting all elements known to affect a shopper's state of mind, frem the location
of parking to the level of store lighting. The rules are intended to help municipal
authorities and private developers revive retailing in moribund dewnlowns and
to instill successful commerce in new ones, Their purpose is not 1o lum existing or
planned main streets into malls, but io give merchanis on the street the same com-
petitive advantage that those in the most profitable shopping centers enjoy.

Responsible land planning is nol simply a matter of assembling picturesgue
urban villages or laying oul well-designed high-density towns and wurban districts.
Rather, sustainable development and vibrant community life are only possible with
a robust commercial life. Old and new towns alike need intelligent tactics and strat-
egies lor ensuring the survival and sustained growth of their commerce and trade.

Welcome to the challenging and ever-evolving world of retail planning and

design!
Robert J. Gibbs, ASLA, CNU-A
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Retailing Fundamentals

1.1 Retail Theory

In a perfect commercial economy, retail offerings would balance consumer demand for
those offerings. Retailers would sell their entire inventory at the ticketed price to eager
shoppers, who would return on a regular basis to purchase more merchandise. Downtowns
and shopping centers would provide the exact brands, goods, prices, and services desired
and needed by their communities. Residents would have only a short walk or drive o most
of their preferred stores. Many small European villages and towns come close Lo this ideal
commercial balance, such as 51. Andrews, Scotland (Figure 1-1), through strict land use
regulations that limit suburban development.

Figwre 1-1
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However, people and commerce do not act rationally. Retailers and shop-
ping districts are at the mercy of countless factors bevond their control. Consumer
spending and behavior are influenced by numerous emotional and economic vari-
ahles, resulting in drastic ebbs and flows of consumption. Busy family schedules,
a lagging economy, shifts in fashion, new competition, traffic congestion, crime,
and local, national. or world events can result in sharp declines in a store’s perfor-
mance.

People do not need to shop.

While families must {requently purchase groceries and basic staples (see
Figure 1-2). they do not need to shop lor most other itéms on a regular basis. For
any number of reasons, visits to stores or shopping centers can be postponed
or avoided (Figure 1-3}, In many cases, individuals can suspend clothing and
home-furnishing purchases for years—or at least until their wardrobes or furni-
ture actually wear out The retail and shopping center sector is the riskiest of all
principal real estate sectors. among which are residential, office, and industrial
LEES,

in confronting this reality, the retail and shopping center industry depends on
{ast-chenging cycles of color, style, or material to compe! individuals to purchase
items that they do not actually need. Who knew that we could not live withoul
the Air Jordan sneaker or the Apple iPhone? Fashion magazines, the entertain-
ment industry, and celebrities all help drive the purchasing cycle by creating and
promoting new trends. To remain competitive and economically viable, shopping
center owners and individual retailers must keep up with these changing trends by
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updating their built environments as well as their brands and styles. In the retail
sectar, image is everything.

Successful refailers and shopping centers must also pay attention to how their
larget demographic groups experience their stores and prefer to shop. All elements
of the shopping environment, including lighting, color, merchandising, fixtures,
and music, must be meticulously planned and designed to meet the expectations of
customers and Lo increase the amount of time and money they are willing to spencd
in the store. A tattered, poorly maintained, or outdated store or shopping district
conveys to shoppers thal whatever they purchase at that location will soon be out of
style, overpriced, and of questionable quality. Even worse, the shoppers may ear
that the poorly presented merchandise will make them look dowdy or even unpop-
ular among their friends and colleagues.

Howewver, the real estate development process and the merchandise inventory
supply chain cycle do not lend themselves easily to frequent changes in trends.
Shopping centers take years of planning and construction to implement. Major
shopping center renovations can only be capitalized every eight to ten years, at
best. Historic downtowns usually have numerous individual property and busi-
ness owners, each with buildings requiring different levels of improvement.
Furthermore, municipalities are often challenged to provide the funds necessary
for the maintenance and updates in the public realm that are common in leading
shopping centers, which are improvements contemporary shoppers have come 1o
expect.

Most retailers must purchase merchandise nearly a year before placing it on
the shelves. This lengthy time [rame requires business owners to have a combi-
nation of skill and luck. The store’s buyer must have the foresight to select the
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Figure i-4
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exarct brands, colors, stvles, sizes, and price points that will be popular when
offered to the shopper several seasons ahead. For example, in order to keep up
with changing color trends in the 196805, an international retailer ordered all-
white sweaters and then had them dyed in the most popular colors just belore
delivery.

Sometimes, sophisticated retailers can establish trends. En roule to the Paris
Shoe Show a few vears ago. representatives from a New Zealand-based foot-
wear chain noted the popularity of a shoe style worn by teenagers in the
Montrose section of Los Angeles. The chain purchased a large inventory of
these shoes, which became the most popular footwear in New Zealand when
introduced a year later

Recently, some moderately priced apparel stores have shortened the runway-
to-store cvcle from months to weeks (Figure 1-4). When the latest fashions are worn
at awards shows and in music videos, the design houses for these stores quickly
reproduce them as inexpenszive knockolls in limited quantities. Sold while still
popular, their imited supply can cause a rush to purchase before they become

unavajlable,

1.2 Shopping Center Business Models

Developing and managing retail centers remains one of the most financially risky
of all real estate categories. In 2006, the United States had 20,22 gross leasable
area (GLA] of retail space per capita,’ far more than any other nation in the world.
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Retailers must respond to ever-changing consumer teends and demands while
constantly fending off new competition. As a result, the retail industry relies upon
proven methods and techniques to minimize the risk and to earn a markel rate of
return on their investment. This risk is more acute in mixed-use urban areas, where
vacant storefronts or undesirable retailers can significantly disrupt the quality of life
for surrounding residents and nearby office warkers.

Most of America's shopping centers fall into one of seven proven building
types: the corner store, convenience cenler, neighborhood center, community cen-
ter, regional center, lilestyle or town center, and outlel center. The GLA of each of
these center lypes can be increased 30 to 50 percent to ereate supersized centers—
for example, the super neighborhood center, super community center, or SUper re-
gional mall.

Each type of center appeals to a distinet market segment and has specific len-
ant types, size ranges, location criteria, and site plan standards. Although there are
always exceplions to these types, centers thal deviate [rom these industry standards
and sizes are often considered economically risky and thus difficull to finance or
lease, For example, a 50,000-square-fool convenience center is generally too large
to support 20 to 25 small stores without the pulling power of a supermarket. On the
other hand, a 50,0 -square-foot supermarket-anchored neighborhood center does
not have enoudgh GLA o support the below-markel rents alferdable to moder sui-
permarkel operators.

1.3 Corner Stores

The smallest and most useful retatl type of center, the corner store, ranges (rom
1,500 to 3,000 square feet in GLA. The store can be sited as a stand-alone strue-
ture or built into 8 mixed-use building, in both cases preferably on a corner {acing
two streets. Il possible, attics and basements should be provided for additional
storage requirements. These small stores ofler the beverages, lood, and sun-
dries most pearby residents, local workers, and travelers need on a reqular basis
{Figure 1-5). Beer, bread, cigarettes, prepared sandwiches, and snacks represent
the bulk of their sales, These stores affer convenience over selection and value,
Excluding dense urban locations, corner stores require convenient, nearby park-
ing to allow for quick in-and-out shopping. If properly managed, off-street and
on-streel parking—alone or in combination—can meet the parking needs of the
typical corner store.

The best locations for corner stores are on major local roads at the busiest
entryway into the neighborhood. In densely populated traditional neighborhood
developments [THNDs), a corner slore can be economically sustainable within the
neighborhood when sited on its primary street. When located adjacent to commu-
nity buildings, parks, and schools, the store can benefit from the traffic generated
by these uses, Because of their small sizes, corner stores must maintain extended
hours. opening early and closing late, to maximize sales and to offset fixed ex-
penses,

Approximately 800 to 1,000 households are necessary to support the aver-
age corner store, which equals the number of households in a 160-acre THD. The
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number of required households can be reduced significantly if the store is located
on a major road carrying 10,0080 or more cars per day or if the store specializes in
niche products, such as wines, package liquors, or baked goods.

Sulhene

nt vehlcular traffic allows corner stores that double as gasoline stations
rtable without nearby residences. Moreover, while a neighborhood is
being built, construction traffic can support corner siores before the critical number
of occupied houses is met. However, workers in the construction trades tend o be
price sensitive, often prelerning inexpensive snacks, sandwiches, and beverages
that m: t necessarily appeal to future neighborhood residents.

to bas

1.4 Convenience Centers

xen 10,000 and 30,000 sguare fect in GLA, the convenience center

ay of goods and s

ices geared Lo the daily needs of ils surrounding

specialty food market or pharmacy, a conve-
nience center houses a limited number of tenants that offer a balance of food, per-

sonal, and professional senvices

The convenienoe canter's J:-::!Illlt\' EOONOIAC |||.]'.'.|:||.I-11_|r_‘ 15 il close localion to
residences, allowing the time-pressed shopper o make a quick purchase on the
to or from home. L

w2 corner slores, convenience center businesses do not
always provide competitive prices, but focus on providing shoppers with quality
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goods and services that can be quickly purchased. Given their size and proximitly
to residences, these centers do not need the draw of a large anchor store, such as a
supermarkel or hardware store,

Typical convenience center tenanis include bagel stores, bakeries, banks, col-
fee shops, delis, dry cleaners, tailors, financial services, llorists, food markets, ice
cream parlors, laundry centers, packing and shipping centers, package liguors,
personal services, pharmacies, and real estate offices. Adjacent businesses sup-
port cach other by attracting shoppers who prefer o make multiple store visits anc
purchases. For example, someone dropping off dry cleaning items on the way home
from work may also wish to pick up a carry-out meal for dinner or fill a preseription
al the pharmacy. Cenlers with numerous businesses offering diverse goods and ser-
vices increase the likelihood that those businesses will be visited more frequently
than as stand-alone proprietors.

Convenience centers are usually developed as inear freestanding buildings,
but they can also be in the form of an L, U, or markel square (see Chapter 6). Build-
ingg depth can range from 20 to 60 feet, and the average sustainable lenant space
is 1,000 to 1,500 square feet of GLA. Basements, attics, or ofi-site storage should be
provided whenever possible; they allow businesses to make bulk purchases and
thus reduce expenses, Convenience retailers can also be located on the first floor of
a mixed-use building as long as they can be easily seen from the pnmary roadway.
The storefront signage and displays that shop ewners use to draw the altention of
passing motorists is their principal means of advertising, so careful building place-
ment is crucial. These businesses also rely on customers who make quick visits (or
planned and impulse purchases, so nearby surlace parking is essential. Parking
decks or underground parking lots are impractical [or neardy all locations, exclud-
ing high-density urban areas. Surprisingly, convenience centers cannot be support-
ed by transit stops alene. The typical commuter tends 1o be in too much of a hurry
or simply unwilling to carry purchases to or from work.

The International Council of Shopping Centers (ICSC) defines a convenience
center as [ollows;

A Convenience Center provides for the sale of personal services and con-
venience goods similar o those of a neighborhood center. It contains a
minimum of three stores, with a total gross leasable area of 30,000 square
feel or less. Instead of being anchored by a supermarket, a convenience
center usually is anchored by some type of personal/convenience Services
such as a minimarket.*

To be economically viable, a convenience center needs about 2,000 house-
holds—the egquivalent of two THND neighborhoods. These centers should be located
at the common entrance or intersection between two neighborhoods, preferably
on the homebound side of the roadway. Locating a convenience center inside a
neighborhood poses an economic challenge because of the smaller population and
lower tralfic levels unless the site is in a dense urban area. Rural centers should be
located at the homebound side of primary crossroads. In suburban locations, the
average primary trade area for a convenience center isa 1- to 1,.3-mile radius. An
urban convenience center may have a trade area of only several blocks, while a ru-
ral center may draw shoppers from up te 5 miles away (Figure 1-6).
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Figure 1-0
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1.5 Neighborhood Centers

The nefghborhood center i= considered the core of the traditional nelghboerhood
and a staple of the shopping center industry. Anchored with a supermarket, phar-
macy, and reslaurant, a neighborhood center olfers the complete array of goods and
services needed by households on a regular basis but not available at smaller or
larger centers (Figure 1-7].

The neighborhood center’s primary anchor is a full-sized supermarket, typi-
cally 45,000 to 60,000 square feel in area, This anchor is the commercial engine
that supports most of the center's other, smaller businesses, so much so that
when a supermarkel closes, many of those businesses will immediately suffer
sharp declines in sales and be [orced to close or relocate. Mational retailers often
have opt-oul clauses in thetr leases that allow them to leave the center if the an-
chor closes.

The ICSC and Urban Land Institute (ULI) define a neighborhood center as
follows:

A neighborhood center provides for the sale of convenlence goods (foods,

drugs, and sundries) and personal services (laundry and dry cleaning, bar-

bering, shoe repairing, otc.) for the day-to-day living needs of the immedi-

ate neighborhood. It is built around a supermarket as the principal tenant

and typically contains a gross leasable area of about 60,000 square feet. In

practice, it may range in size from 30,000 to 100,000 square feet.?
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Muost neighborhood centers are between 50,000 and 70,000 square feet in total
area, which includes the supermarket, The center can be planned in a variety ol
formats, including the linear strip, L, U, double-reverse L, or markel square plans
(see Chapter 6). The depth of a center's inline retailers ranges from 30 to RO feet,
with most of the tenants requiring 1,200 square [eet of GLA. A 20-[oot-wide by
G0-foot-deep module is the most commonly used store dimension, Meighborhood
centers are almost always constructed on concrate slabs without basements or at-
tics. The supermarket and other anchors are usually rectangular in plan, with their
widest elevations facing the primary parking area. For example, a 30,000-square-
foot supermarket is usually 180 feet deep and 280 feet wide. Recently, however,
some supermarkets have been adopting less regularly shaped floor plans, such as
Copps in Middleton Hills, Wisconsin, To generate pedestrian traffic throughout the
center, the supermarket—whatever its floor plan—should be placed as close to the
middle of the neighberhood center as possible. In most cases, hoWwWever, sSupermar:
ket management will insist on an edge location for better visibility and to reduce
shared parking.

Excepl for dense urban centers, the economics of most suburban neighborhood
centers presently require surface parking with an overall blended ratio of 4.0'10
4.5 cars per 1,000 square feet of the entire center's gross building area. Presently,
supermarket anchors often require parking ratios of 4.5 to 5.0 cars per 1,000 square
feel, with most of their parking located near their front entrance. Lower parking
ratios may be sustainable in suburban locations in the future as land use and con-
sumer trends evolve,

To be economically sustainable, a neighborhood center needs 6,000 1o 8,000
households within its primary trade area. In a suburban setling, the lrade area is

Figmre 1:T
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within a 1- to Z-mile radius and its residents, on average, will shop at the center
once of twice a week. In rural areas, the trade area is much larger, and it is not un-
usual for residents to drive over 25 miles once a week to shop at a neighborhood
center. In high-density urban areas, neighborhood centers may have trade areas ol
lezs than half a mile or even a few blocks,

The center's primary anchor—the full-sized supermarket—usually pays lower
rents than the inline smaller retailers. In exchange {or the discounted occupancy
costs, the anchor will purchase considerable media advertising to atiract shoppers
ta the eenter

MNeighborhood centers have, on average, 10 to 15 smaller retailers, such as
a bagel shop, bakery, bank, bike shop, card shop, restaurant, coffee shop, dollar
store, dry cleaner, electronic stores, eyewear retailer, family restaurant, financial
services olfice, flonst, feod market (Figure 1-8). frame shop, hardware store, home
furmishings retailer, ice cream shop, jeweler, laundry center, mail center, package
liquor store, personal services slore, pharmacy, lanning salon, ielephone store, and
video rental shop. Recenily, apparel, sporting goods, and shoe store chains have
successiully opened stores in neighborhood centers.

Since the success of the neighborhood center depends upon the performance of
the supermarkel anchor, the site plan, location, and view sheds for the supermarket
should be well planned. The center will be more sustainable and less susceplible 1o
losing marketl share if it is located on the homebound side of the intersection of two
major crossroads. In most locations, the supermarket should be easily visible from
the primary readway.
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In strong market areas, some supermarket owners will accept reduced primary-
road visibility [or their stores after an initial three- lo five-year period. Supermar-
kets tend to specialize in specific markel niches, such as low price, high guality,
organic, or meat-onented. This specialization can result in more than one super-
market localing and being sustainable al the same intersection,

Recently, communily, regional, and lifestyle centers have started recruiting
supermarkets o ensure a steady stream of shoppers and to mitigate the detrimental
effects of economic downturns, In the past, well-known fashion and bome [urmish-
ing retailers avolded co-tenancy with grocery stores out of [ear that it would harm
the quality of their brands. Grocery customers tend to shy away from extended ap-
parel or gift shopping because of the perishable nature of groceries. This trend is
beginning to change, and (ashion and home furnishing stores now recognize the
benefil of regular exposure o grocery shoppers, especially those who (requent up-
scale grocers such as Whale Foods.

1.6 Community Centers

The backbone of the shopping industry, communily centers are larger than neigh-
borhooed centers but include many of the same tenants, Suburban community cen-
ters are typically 250,000 to 350,000 square feet in size and draw customers {rom
within a 4- to6-mile-radius trade area with populations of 50,000 or more. Unlike
neighborhood centers, community centers have lew small businesses. Their busi-
ness model calls for inline tenants that are 10,000 to 20,000 square (eet in size:
junior anchors that are destinations in themselves, Al imes pejoratively described
as “power centers” or “category Killers” (power centers have at least 80 percent of
their GLA developed as anchors), these large-lormat retailers include arts and crafts
stores, booksellers, and electronics, pet supplies, office supplies, sporting goods,
and toy stores. Community centers are anchored by major discount department
stores, home improvement stores, supermarkets, or restaurant clusters, This type of
center can exceed 500,000 square feet in size when more than one 100,000-square-
fool or larger anchor is ineluded,

As a rule of thumb, the larger the store is, the lower the rent (on a square foot
basis), The economics of many community centers aften require low-cost construc-
tion and surface parking lots, except in affluent suburbs or high-density urban
Areas.

Although most communily centers are (requently developed as single-story
linear buildings or L-shaped assemblages with large surface parking lots, walkable,
more urban building types have proven sustainable. Main streets and vertically
stacked communily centers have been successfully developed in strong real estate
markets. The Washingtonian Center in Gaithersburg, Maryland, and Zona Roesa in
Kansas City, Missour, pioneered the development of communily center-type re-
tailers into a lifestyle center format that incorporated large discount retailers into a
walkable urban setling.

Developers prefer to locate community cenlers at major road intersections,
but these centers can also be economically viable at other sites 50 long as they are

1.6 Community Centers
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casily visible and readily accessible. Community center developers often soek loca-
tions near a regional mall, which serves as the major anchor pulling shoppers to
both it and the center on a regular basis.

1.7 Regional Centers

The largest shopping center type, regional centers concenlrale numerous and vari-
cusly sized apparel and department store retailers in one location (Figure 1-9).
Thess centers are always anchored by at least two full-sized fashion department
stores and often include 200,000 to 300,000 square leel of inline shops and restau-
rants. At a minimuem, regional centers are 500,000 square feet in size, but they can
reach more than 2 million square feet in area. They have 10- to 12-mile-radius trade
areas in regions with suburban densities.

When and where a regional center opens is determined by its lead depart-
ment stores, which recquire 150,000 people living within the primary trade area.
Recently, discount department stores have been included in regional centers in
response (o consumer preferences and consolidation in the department store in-
dustry.

First developed as enclosed, sell-contained malls in the mid-1950s, regional
centers or regional malls must now compete with open-air lifestyle and lown
centers, which have slowed their growth. In response, new open-air Main Street
formats for regional centers are being tested. Numerous regional malls have been
converied inlo mixed-use open-air centers or hybrids with both enclosed and open-
4ir componanis.
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The ICSC defines regional cenlers as [ollows:

This center type provides general merchandise (a large percentage of
which is apparel} and services in full depth and variety. Its main aliractions
are its anchors: traditional, mass merchant, or discount department stores
or fashion specialty stores. A typical regional center is usually enclosed
with an inward orientation of the stores connected by a common walkway
and parking surrounds the outside perimeter

Regional centers need Lo be easily accessible to a large population base and are
typically located along an interstate freeway. Developers seek locations for these
centers near the intersection of multiple freeways and, optimally, where at least
itwo separate freeway interchanges reduce tralfic congestion. The center's generous
size and numerous department stores create enough of an attraction that only the
primary anchors require visibility from nearby freeways. The dominant department
stores will often demand and usually succeed in securing the prime locations with
the best visibility.

Regional centers have numerous mall layouts, ranging [rom the basic twao-
depariment-store dumbbell to the five-anchor W {sce Chapler §). When malls have
had to expand because of population growth in their surrounding regions, their
owners have responded with a vanety of one-off formals.

The center commonly starts out in a fried-egg lormal, where the mall 15 sur-
rounded by a parking field, in tum circumscribed by an oval ring road. However,
as the center expands and property values increase, surface lots may eventually
become filled in with parking decks, additional department stores, or small open-air
Main Streets lined with restaurant clusters and specialty lifestyle retailers. As a rule
of thumb, regional centers should be planned lo accommodale al least one addi-
tional major department store and future parking decks. Many regional centers are
now constructing open-air or lifestyle centers within their parking areas. These ex-
pand the center's appeal Lo retailers that prefer outside urban setlings and provide
customers expanded shopping and entertainment venues.

On average, multianchored enclosed centers tend to outperform all other shop-
ping center types. When well managed, a regional cenler offers a variety of goods
and services not commonly available anywhere else, and yields higher sales and
rents than any other shopping center business model. Prior to the 19705, many
American cities functicned as regional shopping centers, with department stores
and naticnal chains that provided [or most of the goods and services needed and
desired by their communities.

1.8 Lifestyle Centers and Town Centers

First constructed in the mid- 19805, lifestyle and town centers constitute the newest
type of shopping center format (Figure 1-10). They were ereated in an effort to ofler
upscale fashion and home furnishings without subsidized department stores, Initial-
Iy, these open-air centers were very popular with busy shoppers who sought their
favorite shops. These centers are built with and without sireets; however, those
with streels lend Lo be more economically sustainable.

1.8 Lifestyle Centers and Town Centers
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Figure 1-10
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By definition, lifestyle centers only include retail and restaurant uses, while
town cenlers incorporate office, residential, and civic uses as well. Nonetheless, not
all developers and planners agree on the center’s typologies, and the term “town
center” or “towne centre” is frequently misapplied to unworthy strip centers. Re-
cently, developers and retailers have discovered that the town center's mix of civic
uses, such as libraries, can increase consumer tralfic and improve overall economic
performance.

With a 5- to 8-mile trade area, lifestyle centers can be sited between regional
centers or between small niche markets. Surprisingly, lifestyle centers can be locat-
ed nearly adjacent to regional centers. This proximity allows the center to use the
regional center as a co-anchor, at times atlracting otherwize mall-destined retailers
by offering significantly lower rents and occupancy costs. In some cases, leading
mall retailers will move to a new lifestyle center that offers a unigque and more con-
venient shopping experience to their customers as well as lower overall occupancy
CoOsls,

The typical lifestyle or lown center retailer seeks to capitalize on 75,000 house-
holds, each earning a minimum of 575,000 per year. Some retailers prefer to target
fewer houscholds, as few as 25,000, with higher average incomes, such as $100,000
or more, The lifestyle center format, however, has also proven o work for moder-
ately priced retailers that have a broader consumer base.

Lifestyle and town centers can be planned in many configurations, including
double-sided street, town square, half block, or in the shape of a U or double re-
verse L (see Chapler 6).

Open to the elements; both lifestyle and town centers are vulnerable to the
fluctuations of climate, butl nol to the extent one might expect. Hot and humid
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climates, such as those in the Sunbelt, pose Lthe greatest challenge to the open-air
lifestyle center format, while colder temperate climates, and cven snowy regions

in the MNorth, are more economically sustainable. The shopping center industiry
depends on the fall and holiday seasons for most of its sales and profils, while the
summer and lale winter seasons are considered bonuses. The cool fall and cold
winter seasons encourage shepping for back-to-school apparel and holiday gifts,
and consumers in both northern and southern regions seem to enjoy being outdoors
during these periods, exeluding bouts of extreme precipitation. In northern areas,
cold weather likely encourages more purchases of sweaters and winter gear.

After the winter season, people in cold regions are eager o get outdoors and
are inclined to shop in the warm summer season's open air rather than in an en-
closed mall. In fact, during mild summers, northemn shoppers rarely give up a nice
day to visit an enclosed mall. In contrast, many southern regions have extremely
hot, humid summers that are so unpleasant that shopping in an air-condifioned mall
becomes nearly essential.

Developers of the first lifestyle centers grouped home furnishings, restaurants,
and popular, moderately upscale apparel stores together in 4 semiurban outdoor
environment. These centers accommodated retail stores and restaurants but did not
include major department stores, partly to aveid the multi-million-dollar subsidy
required by department stores and partly because of the reluctance of department
stores Lo depart from the proven format of the enclosed regional center.

The unanchored format of the lifestyle center proved successful in the first
decade of its development, The novelly of shopping in semiurban lifestyle centers
generated significant consumer traffic and sales, often at the expense of nearby
regional centers or historic downtowns. Many regional malls countered with a va-
riely of markeling and leasing measures that achieved various levels of success.
Monetheless, an oversupply of lifestyle centers has occurred, often in weak markets
or at poor locations. Combined with increasingly excessive and expensive site de-
velopment and building designs, this has led to numerous underperforming lifestyle
centers.

The new, generally accepled industry practice maintains that the lifestyle cen-
ter model needs at least one full-sized department store, 80,000 to 120,000 square
feet or more of office uses, a community use, such as a library, and strong inline
retailers and restaurants to be economically sustainable. Hotels and residences also
contribute to the vitality of the town center and should be included in as high a
density as practical.

Lifestyle centers are among the many shopping venues that seek large multi-
plex cinemas as co-anchors (Figure 1-11). The impact of cinemas on shopping cen-
ters, however, is mixed. Though cinemas generate significant traffic, only restau-
rants receive any consequential boost in sales [rom moviegoers, With the exception
of booksellers and art galleries, most retail categories are not positively influenced
by movie theatres. Mevertheless, the cinema is often necessary for attracting many
customers to restaurant venues, especially those far from major office markets, The
restaurants can then, in turn, bring shoppers to the center. Because cinemas often
require extensive surface or deck parking, their inclusion in a lifestyle or town cen-
ter should be carefully evaluated before development. Many developers have con-
cluded that department stores olfer greater economic sustainability than cinemas.

1.8 Lifestyle Centers and Town Centers 15



Figure 1-11

Cimemas add evening amg weekind
tralfic i commescial districls and by
10 suppon restaurants, booksiees, and
an galleries. Shown: Wetdlands, Toan
Center, Woodlands, Texas. RebaTl
Gl

Lifestyle center operators must limit their overall development costs in order
to charge realistic rents and ensure a market rate of return on their investment,
In general, lifestyle centers require surlace parking and single-story retail struc-
tures. Constructing multilevel buildings with residential or office uses above the
firsi-floor retail level can increase bullding costs by up lo 25 percent, an expense
that cannol be offsel by increased rents. In the boom days of the late 19805 and
1990s, many communities were willing to contribute land, parking decks, or di-
rect public subsidies to compensate for the increased expenses required to build
and maintain mixed-use town centers. Today such public assistance is seldom
available in most regions, dnd the lifestyle or town center must be sustainable in
its own right.

Although town centers have plans that reflect many smart growth and Con-
aress for the New Urbanism (CMNU) principles, these centers can pose a potential
challenge to histerc downtowns, The town center’s main street, a colleciion of
popular retailers and restaurants augmented by on-street and deck parking as
well as medern retail management technigues, offers an experience that the typi-
cal shopper perceives as “urban encugh,* making a visit to the nearby downtown
UNNECESEary.

An unintended consequence of this new format is that lifestyle and town
centers may cause more harm to histeric downtowns than the earlier-era region-
al centers that provided such a contrast to urban districts. Ideally, this popular
shopping center model should be woven into the urban fabric of existing down-
town commercial centers, such as the one built in Lake Forest’s Markel Square
in 1916,
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1.9 Outlet Centers

Cutlet centers are programmed Lo allow select manufacturers of apparel. electron-
ics, gifts, housewares, and other products to sell directly to the consumer. Origi-
nally, these centers focused on selling overstocked items or slightly damaged mer-
chandise at deep discounts. Mow they often sell products specially manulactured
for specific outlet locations, This allows manufacturers of premium brands 1o offer
goods of lower quality and price points and thus broaden their customer base with-
out compromising their brand image. Typically, outlet centers contain large unan-
chored retailers or department stores, though some may have major sporting goods
centers and, in rare cases, cinemas.

Due o the demand for low sccupancy costs and rents, outlet centers are almost
always developed on inexpensive real estate, and usually as open-air strip centers
with surface parking. Recently, these centers have been planned as open-air malls,
with stores grouped in blocks around pedestrian walkways. Outlet centers can
range from 100,000 to 400,000 square feet in area, bul they average 200,000 square
fect in size.

The town of Freeport, Maine, is an altractive urban exception to the industry
standard. Freaport contains over 200 retailers located in historical-period free-
standing or attached buildings located along a historic main street, The town is
anchored by the L.L. Bean outfitter's flagship store, whose more than 3.5 million
annual visilors make il the state’s largest tourist altraction. The Freeport outlet town
maodel can be applied to similar urban centers with frequently visited tourist areas
(Figure 1-12).

Figure 1-12
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To avoid direct competition from department stores and conventional full-price
retailers, the first outlet centers were located in rural areas at least 50 miles from
major cities or regional centers. Recently, developers have located outlet centers
within metropolitan areas. at times adjacent to regional malls. These centers are
especially popular with tourists, who appreciate purchasing name brands at dis-
counted prices.

1.10 Urban Transect: Hamlets, Villages, Towns,
Cities, and Metropolises

Each type of retail center, from comer store to regional center, correlates with a
market-based planned community thal is appropriale to the size and scale of its
commercial uses (Figures 1-13 and 1-14). There is no “one-size-fits-all” formula
when it comes (o retailers and shopping centers and their supporling communities,
A 200,000-square-fool depariment store that can anchor and contribute to the sus-
tainability of a major urban shopping district could wreak havoe in a small hamlet
or village.

Unfortunately, many communities either allow or prohibit retailers of certain
types and sizes withoul considering their possible positive influence on place-mak-
ing and sustainability. In many cases, the maximuam allowable store size is designed
to discriminate against a specific national store or category. The small cormer store
or convenmence center, for example, provides essental daily goods and services for
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Figure 1-14

0id Town Naples, Third Street (Naples.
Flarida). a kistoric town shopping
district that oifers a balasce of local,
regignal, and national retailers. iban
shopging districts have various vizes:
hddmlets, villages, bwid, cilies, and
meiropolises, Each typology can
accommadate ihopi, asthars, and
employmeai centers of diflerent sipes.
Roinet 1. Giindng

a residential area, and should be allowed (or even feguired) te be located adjacent
to neighborhoods and suburban subdivisions. Too often, residents must drive out-
side their community for even a gallon of milk or leal of bread. This planning transit
has been defined by DPZ Architects, the author, and others and can be [ound in the
PlaceMakers SmartCode.

1.10 Urban Transect: Hamiets, Villages, Towns, Cities. and Metropolises 19



Fegure 2-1
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Retailer Business Models

The goal of most retall and shopping center owners is to earn an above-marked rate of re-
turn on their capital investments. This involves selling enough merchandise and services to
pay for all expenses and realize a profit (Figure 2-1).

host business owners can be classified into five primary groups: hobby retailers, small
owner-operated businesses, primary owner businesses, and regional and national chains

2.1 Hobby Retailers

Opening a small boutique or restaurant that specializes in one's favorite activity or pas-
time is a lifelong dream [or many small business owners. So-called hobby retail businesses
are established primarily to create something rewarding and enjoyable for their own-

ers rather than to provide a livelihood, Housewives, retirees, or independently wealthy
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individuais with large smounts of free time tand to operate moss of thete boutiques.
They irequently sell unique gifts, antiques. or products hand selected by the owner
to reflect his or her personal taste of & lavorite vacation destinasion. such as a small
French villege in the south of France.

These businetses seldom eamn enough sales revennes to cover it expenses or
peovide & Dving wage for thelr owners. In most cases, hobby retail sussts Jose mon-
ey and require & considerable cash infusion to remain open. Eventually. long hours
and financizl logs often interfere with the owner's other seeial activities, beading to
shorened siore hours. reduced staff, of even closing the business. It is nat unusnal
for & hobly ownes simply 1o leave Bis or her store In the middle of the day 1o play
tennis or to close the shop for months to travel i

Hobby businesses generally do not contribute to 2 competitive shopping area
as much &8 oiher stores with financially motivated owners. While specialty prod-
ucts can add variety and uniqueness 1o a downtown fwho can resist cute hand-
painted cat and dog salt and pepper shakers?). on the whaele, imited stere hours
and lack of discipline will negatively impact the sales of surmounding retailers,
Bosy shoppers expect all stores in a retail area to be open when they need to shop
of £1 leas during normal business hours. Randemly open stores leave an impres-
sion of poor service and lirited selection that permeates the entire area. Boutique
stores usually appeal to recreational shoppers and tourists who eajey browsing
as & form of free ententsinment. They pretend to shop while the hobbyist plays
the role of the caring shopkeeper, creating a false and unsustainable commerscial
CenieT,

Om the other hand, unique shops are essential to today’s competitive retail
centens. Boutique retailers and restaurants should be encouraged to locate in cen-
ters if their business practices can be aligned with proven industry standards and
the shopping needs and desires of the surrounding community. hMany well-known
and succecsiul retal] businesses were started by hobby retail owners who become
engaged in the challenges of their businesses and expanded them into exciting and
profitable enterprises.

Ideal storefront spaces for atiracting hobby retailers to a downtown or shopping
center are small incubator retall spaces and movable carts.

2.2 Small Owner-Operated Businesses

Small owner-operated businesses usually rely on the labor of their individual own-
ers, their family members, or small staffs and on having low everhead expenses.
Many of these owner operators own theilr properties or have below-market rents
and aperating expenses. Their businesses focus on market niches, such as specialty
focds, jeweslry, or floral arrangements, and have an established group of loyal clients
who will make purpose-driven visits (Figure 2-2). Typically, the store owners are not
associated with a franchise or national chain and retain most of their own revenue.

Thess businesses tend (o generate a small to medium profit but may not be the
owner's primary source of income, often relying on a second wage from a spouse or
a pension for their primary income. Owner-operated businesses typically have lim-
ited daytime hours of operation and dated store interiors and fixtures.
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Figure 2.2

Small awnec-speraled businesics
tend fo be mosl successiul when they
tocud on pacihic maidke! niched aad

market in 5L Andrews, Scolland.
Rodrert I Gibbs

With small profit margins, the owners must rely on minimum losses in sales or
increases in operaling expenses—or both—to aveoid going out of business.

These businesses provide needed goods and services and can atfract visitors to
a downtown or shopping center an a regular basis. Flowever, with limited operat-
ing hours and generally out-of-date store fixtures, they should not be located at the
primary locations, Side streets, the periphery of primary shopping areas, or upper
levels are best sulled for these businesses,

2.3 Income-Producing, Owner-Run Businesses

Income-producing, owner-run establishments are small to medium-sized businesses
that generate a liveliheod for the owner from store operations. These retailers and
restauranis pay market-rate rents, have large payrolls, and incur large amounts of
debl. The owners are hands-on and work extended hours, including weekends and
evenings. These stores tend o be [resh, clean, well merchandised, and competitive
with national chains. A wide range of businesses, including appliances, clothing,
jewelry, home furmshings, shoes, sporting goods, and ethnic restaurants, are suc-
cessfully operated this way. Their goods and services contribule (o the economic
vitality of shopping centers and downtown areas and should be located along pri-
mary commercial streets, Primary-owner businesses can usually be recruited to
open a second or Lhird store in a nearby shopping center or downtown.

Since many of these businesses are family owned and focused on day-to-day
operations rather than the industry's latest trends, they are often just a little quirky.

2.3 Income-Producing, Owner-Run Businesses

wee their overhead low. Showe: o fith
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The owner's personal taste makes the store unique. While this uniqueness can
make the store interesting when compared to similar national ehains, it somestimes
results in less customer satisfaction and loss of sales. In many cases, these busi-
nesses could significantly increase thair sales revenue with minor tweaks to siore
planning, enhanced fixtures, and management training. Sandwiching independent
businesses between national retailers can positively influence their boltom line, as
these owners will usually adopl the proven techniques of the larger chain.

2.4 Regional and National Chains

Chain retailers can range from tiny 400-square-fool specially food shops to

250, 000-square-foot major discount department stores stocking tens of thousands of
items (Figures 2-3 and 2-4). Many chains have stocks that are publicly traded, and
they are managed for steady growth and profits. Unlike most independently owned
refailers, chains use highly locused research, planning, purchasing, and manage-
ment strategies. The most successiul chain retailers establish trust with their cus-
tomers by delivering consistent levels of quality and service. Apple Computers,
Crate and Barrel, H&M, Mordstrom, and Target, for example, have achieved the
brand lovalty of their customers.

A wvast number of locations and modern business practices allow chain stores to
make discounted purchases and lo conduct mass adverlising campaigns that give
them a considerable advantage over smaller stores. Mational stores offer merchan-
dise, quality, and prices sought by today’s consumers, typically resulting in sales
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Figura 2-4

The Staibucks CoMlee House, neas
Harvard Squase 1 CamBendgs, Mag-
sachwsers, is located in a hivtaric
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tasimessies. Robant I, Gibbs

signilicantly higher than those of similar independent stores. Higher sales provide
the ability lo pay steeper rents, since commercial total occupancy cosls (remt, wlili-
ties) are lypically B to 10 percent of gross sales.

Prior to Warld War II, national retailers existed only in towns and central busi-
ness districts, not in the suburbs. Brooks Broithers, Sears Roebuck, and Woolworth
werg amondg the hundreds of national retail chains that were located across the
United States in both historic downtowns and central business districts. Today
many city planners and policymakers discourage regional or national retailers from
opening in their historic centers, especially in weallhy regions. They prefer instead
to focus on unigque stores that cannot be found at shopping malls. Often the prem-
ise of this logic is that chain retailers will spoil their town's unigue character and
charm. Some retailers are sympathetic to this coneern and will modify their stan-
dard store formats to adapt to histeric buildings and their distinctive characteristics.

2.5 Franchise Stores

Franchise businesses can offer the advantages of a chain with the personal touch of

4 local independent owner. These stores and restaurants provide the operator with

a proven marketing business plan and a brand that can provice a solid ineome and
wealth creation, Because the business is owned locally, the store can be influenced by
characteristics unigue to its community and not readily seen in large national chain
stores. Franchises can include a wide variely of categories, including personal ser-
vices, quick-service food, apparel, home furnishings, electronics, and sporting goods.

2.5 Franchize Stores
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Retail Anchors

Retail anchors are one of the most misunderstood and most critical components of

a competitive shopping district, They are essential to most centers with over 30,000
square [eet of retail space. Full-service anchors, such as department stores, can be re-
sponsible for generating up to 35 percent of the total traffic and annual sales in a shop-
ping center or a downtown. Anchor stores purchase extensive and broadly targeted
adverlising that draws customers from loeng distances on a regular basis. This effectively
cxpands the commercial center's trade area and benefits its smaller retailers as well. On
average, suburban fashion department stores altract shoppers (rom within a trade-area
radius of 10 to 15 miles. Some depariment stores are able o draw customers willing o
drive one hour or longer. In turn, adjacent supporting retailers and restaurants make the
anchor more attractive to shoppers. However, many anchor store owners dispute this
contention and maintain that the surrounding retailers only take trade from their busi-
NEesses.

Anchorless centers are considered very risky by financial institutions, leading retatlers,
and most developers. Community leaders and urban planners [requently [ocus on securing
smaller specialty retailers for their commercial centers and downlowns rather than depart-
ment or large-format anchor stores. Avolding super-sized stores is understandable, given
their conventionally large building [oolprint, markel eversaluration, and large parking
requirements.

Unfortunately, “big box” has become a derogatory relerence (o an anchor retaiber,
which often unfairly biases important policy decisions.

The ICSC defines an anchor store as *a major store (usually a chain store) in & shop-
ping center having substantial economic strength and cccupying a large square [ootage. A
major department store branch in a shopping center. The stores and other uses thal occupy
the largest in a center serve as primary traffic generators. (Free standing anchors exclud-
ed).!

Anchors range from a 10,000-squara-foot hardware store to a 160,000-square-ioot
fashion department store to a 220,000-square-foot discount department store. A commu-
nity building, such as a city hall or library, or a cluster of specific businesses, such as res-
taurants, can also serve as a conlributing anchor (Figure 3-1).
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3.1 Form Follows Anchor

Whether opening a new retail center or revitalizing a historic downlown, securing
an anchor tenant is the critical first step a developer or municipal aathority must
take (Figure 3-2). Many times, an anchor retailer will approach a trusted developer
to identify a suitable location within a given markel, After defining the anchor ten-
ant’s site-selection critéria and largeted demographic, the developer can scout the
region for appropriate and available localions. Conversely, the developer may find
& desirable anchor site and then market it to prime retailers and department stores,
Im either case, most of the leasing and planning for a commercial center is based
upan the prior or anticipated approval of its anchor. Whether a cinema, discount
department store, full-fashion depariment store, or supermarket, the anchor deter-
mines the shopping center’s location, character, price points, and opening date,

COnce an anchor makes a commitment, the developer can begin to set the
theme, master plan, and architectural character for the center. A merchandising
and tenant-mix plan follows, and key retail tenants are approached for inclusion.
Should the anchor withdraw, many of these retailers will abandon the center,
whether it is in the planning stage or fully built. National chains routinely demancd
lzases that allow them to leave or renegoliate the terms if an anchor vacates the
center.

In the mid- 19805, this author wis a consultant for a major midwestern city that
had refused o grant a national department store's request for a multi-million-dollar
subsidy to refurbish its historic lagship downtown stare. This depariment store
co-anchord a major urban shopping center that included most of the preferred
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upscale regional and national retailers. Although the depariment store’s owners
insisted that city [unding was crucial to the store’s survival, the request was denied
by the mavor, who—on prnciple—opposed directing public funds to privale com-
mercial-sector development,

Alter learning of the potentially detrimental economic effect the department
store's closure would have on the rest of the center, the mayor approached the re-
tailer to negotiate public assistance. The offer, however, was too little, loo late. Alter
being inttially turned down by the city, the department store’s hoard of directors
elected Lo close the downtown store and concentrate the company’s resouroes in oul-
lying suburban shepping centers. Shortly alter the department store closed, many of
the center’s prime retailers, several of which were unigue to the state, exercised the
escape clauses in their leases and moved to surrounding malls, resulling in a failing
downtown shopping district in less than six months. Repositioning the meostly vacant
and single-anchored center would have been difficult and expensive, cerlainly many
times the cost of the grant requested by the department store. [n the end and to the
mayor's chagrin, the surrounding suburban malls gained market share at the (:il‘f's
expense. The most popular retailers settled in suburban centers, while the down-
town struggled to attract critical mass of retailers and restaurants.

3.2 Scale

Anchor retailers must be large enough to offer shoppers a (ull range of goods and
sarvices. The larger the anchor is, the greater its capacity to attract large num-
bers of customers from an expanded trade area. The breadth of merchandise

Figurs 3-2
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offered—ihe range of brands, products, sizes, and styles—is directly proportional o
the distance shoppers are willing Lo travel and the time they are willing 1o spend at
the anchor.

For example, a fully stocked 80,000-square-1oot outdoors outfitting goods
store can offer backpackers a complete range of sleeping bags at all of the
popular price points, brands, and sizes, each available for immediate purchase.
Campers can also save time by making all related purchases—socks, boots, tent,
and outerwear—at the same location. Such large specialty retailers can also offer
consumers trained sales assistance. However, knowledgeable stall is becoming
less common and less important as shoppers educate themselves with the help
of consumer magazines and Intemet reviews and gel recommendations from
[riends.

3.3 Historic Downtowns

Decades ago, massive departiment stores, often more than three times the size
of a modern 200,000-square-foot super Wal-Mart, were not only tolerated bt
also embraced by municipal leaders and citizens. Flagship stores, such as
Chicago’s $00,000-square-fool Marshall Field and New York's 1-million-square-
foot Macy's, were not uncommon. In 1210, John Wanamaker constructed a
12-floor department store in central Philadelphia with almost 2 million square
feet of space, the equivalent of two modern regional shopping malls or 10 super
Wal-harts,

Before World War 11, department stores such as Bloomingdale's, Hudson's,
Macy's, Seliridge’s, Lord and Taylor (Figure 3-3), Sears Roebuck, and Canada’s
Hudson Bay Company were viewed as more than solely profit-oriented busi-
nesses, They were beloved regional destinalions that lormed a part of a commu-
nity’'s identity and source of pride. These department stores, big hoxes in mod-
ern terms, created magical window displays and sponsored Christmas parades
and communily events altracting—over generalions—hundreds of thousands
of people downtown. As mega-department stores, they oflered almost every
conceivable category of merchandise: apparel, appliances, automotive, jewelry,
hardware, home furnishings, luggage, restaurants, shoes, sporting goods, and
even groceries. Nonetheless, smaller retailers sought to be located as close as
possible to their entrances. Rather than viewing the depariment store’s immense
size as a threat to their businesses, these smaller retailers realized that anchors
attract shoppers who have 1o pass by their storefronts, which they could then
target.

Similarly, today's small specialty retailer can capture market share by offering
a wider selection, unique brands, better service, or a more {avorable price point
than the department store. Since these stores cannot possibly match the depart-
ment slore's resources lor advertising, they can capitalize on shoppers drawn to the
anchor, In turn, a collection of specialty retallers augments the department store's
draw by offering shoppers a greéater variely of goods and services,
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During the 1960s, department stores started leaving downtown areas for the
suburbs, which led to a major shift in regional retail market share. Department
stores abandoned downtowns for various reasons, often unrelated to the market:
many of them needed lo be updated or replaced, and they frequently lacked the
necessary parking or vehicular access. Surprisingly, depariment store owners were
often overly protective of their markets and successfully lobbied against other de-
partment stores opening in their own downtowns, An unintended consequence of
this protectionism was that new anchor stores chose to locate in areas surrounding
downbown, closer to newly built residential suburbs, Eventually, these department
stores anchored suburban shopping centers that outperformed the historic down-
lown districls and their department stores.

Once a department store leaves a downlown, a cascading chain of events
ensues: midsize and small retailers move or go out of business, restaurants close,
and eventually many office, residential, and governmental uses leave (Figure 3-4].
Much of the remaining commercial area is either vacated or underused. Those
retailers that survive are usually well-established, purpose-driven businesses that
own their buildings and have low overhead. Others are controlled by well-heeled
amateurs or hobbyisis who want something “enjoyable to do® without needing to
earn a market rate of return on their investment or even a living income. This pat-
tern occurred in hundreds of American towns and cities during the second hali of
the twentlieth century.

Figure 3:3
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So what happened? Why did municipal leaders and residents turn against
large-format department stores and choose lo support small, independent specialty
stores over big-box retailers?

3.4 Anchor Business Models

Contrary 1o popular belief, shopping center anchors rarely pay the full market rale
for land or rent. In reality, shopping center developers usually olfer anchor retailers
either free land or deeply discounted leases, Supermarkets, for example, generally
hold leases that cover the developer's cost or yield a below-market rate of return.
To lure a desirable department store to a shopping center, a common indusiry prac-
tice is to offer an incentive package that includes free land, a developed building
pad, a parking lot, and a grant of 35 to $20 million. In exchange for the incentive
package, the anchor shopping center purchases extensive advertising, which pulls
shoppers into the center on a regular basis.

It is the lease income from the shopping center’'s smaller inline retailers that, in
eflect, subsidizes the anchor. If the anchor pays any renl, the smaller inline retailers
almost always pay more on 4 square-fool basis, This business model is sustainable
so long as the anchor successfully pulls enough shoppers into the cenler o generate
substantial sales for the smaller retailers and restaurants. These smaller inline ten-
ants arc known s the center's “gross leasable area® (GLA), Mosl developers’ re-
turn on investment comes from the revenue collected from the GLA and surround-
ing outparcels. Anchors are essential lo most lypes ol shopping centers over 30,000
square fect, and those withoul anchors require extraordinary conditions,
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3.5 Anchor Placement

Given that the anchor tenant is often a loss leader to the developer, its place-
ment and commercial success are key 1o the overall performance of the shop-
ping center (Figure 3-5). As much as possible, the center must leverage the
anchor's ability Lo attract long-distance customers, providing a steady stream of
shoppers that smaller rent-paying tenants can capitalize on, The anchor's design
and site planning details eften result in heated negotialions between the anchor
corporation and the developer. From the retailer's point of view, anchors are the
primary purpose for the center and all other tenants are parasites, stealing sales
directly from their bottom line. A full-fashion department store may view an ad-
jacent small shoe store as appropriating market share with every pair of shoes
the latter sells.

I reqlity, the anchor and the small retailer support each other and increase the
draw of shoppers to the center. The anchor will demand and secure the most vis-
ible location, direct parking, and ample signage. Because of the anchor's significant
economic conlribulion, in many cases il is beneficial o both the shopping center
developer and all the inline retailers to give the anchor the prime location and other
reasonable requested amenities.

3.6 Anchor Expansion

Because anchor tenants are the genesis of new retail centers or the revitalization
of existing historic downtowns, they are highly prized in all market sectors. In

U ol ) A

L I - S —

Figure 3.5
Anches commercial and civic belldisgs
murst b caretully located to promobe the
mest tommetee withsut harming

the center's urban character, Civic
buildings become majer tratfc genera-
fors and contiibute ba o town centers
econaeic sustainakility. i Wash-
ington, thee City of University Place’s
niw gity hall and hbrary overlock a new
market square. Gy of University Place,
Washingtoa

3.6 Anchor Expansion 33



Figure 3-8
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planning a commercial center, it is important to allow for the addition of vanous
mid-sized and full-sized anchors (Figure 3-G). Having a preapproved master plan
with room for more anchors increases the center’s ability to meet the required
time constraints {or opening a new anchor, Cenlers withoul the capacity Lo quick-
Iv accept additional anchor tenanis are vulnerable to competition {rom nearby
existing and newly created centers thal can accommodate new anchors entering
the region.

The master plan should also anticipate the possibility that the center's existing
anchors and prime tenants may need to expand or contract during their commercial
life eycles, Providing adequate room lor growth and readily accommoedating down-
sizing reduces the center's risk of anchor lenants moving elsewhere and contribut-
ing to [ulure compelition.

3.7 Anchor Replacement

If an anchor tenant leaves a shopping district, the center's owners must quickly
secure a replacement. Typically, the vacaled site is well positioned, prominently
visible, and located near ample parking. Its building shell can be adapted to a
new anchor or modified for a variety of mid-zized lenants that collectively serve
as an anchor (Figure 3-4). If the replacement anchor's program requires new cone-
struction, the shell may have o be razed. It is {requently challenging to replace
the anchor when g store owns its real eslate. In some cases, anchors will place
severe deed restrictions limiting the replacement stores' ability o sell competing
goods and services.
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3.8 Alternative Anchors

While leading retailers and department stores attract large numbers of customers
to shopping centers or downtowns, noncommercial buildings can achieve similar
resulls, City halls, courthouses, libraries, places of worship, postoffices, performing
arts centers, and universities can draw large numbers of people on a regular basis
[Figqures 3-7, 3-8, and 3-9).

A medium-sized library can attract more than 1,000 visitors a day. Many library
users are yound families who might also dine at restaurants and coffee shops as well
as shop for gifts, loys, apparel, and sporting goods, Similarly, courthouses and other
municipal buildings provide o steady stream of lunchtime diners for nearby rostaurants
and creale a demand lor supporting and complementany professional olfice space.

To be fully elfective, a noncommercial anchor must be as carelully sited as a
department store anchor. The ideal location for this alternative anchor is on the
edge of the primary 500-loot-radius shopping district. Its pedestrian access must be
easy and not require the crossing of major highways,

3.9 Shopping Center Anchor Types

Convenience Center Anchors

A ponvenlence center has less than 30,000 square feet of building arca and does nol
include a large retail anchor, & cluster of businesses that offer neighborhood goods
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Figure 3-10

‘Wisole Foads recently opened a bull-
sized suparmarkel on the lower bivel
ol & new mined-use development in
Chevy Chase, Maryland. All parking is
lacated ender the groceny ima pariding
srociure. The rea hat tavarable

demagiaphics and high densities, Gibbs

Plraning Grong, fee.

and services, such as dry cleaning, carryout foods, banking, and a small food mar-
ket, comprise this type of center.

Neighborhood Center Anchors

A neighborhood center is anchored by a supermarket and is 40,000 or more square
feet in size (Figure 3-10), The supermarket can be located in the middle or at the
edge of the center, depending upon the view sheds. Locating the market in the
middle of the center generates more customer traffic for its smaller retailers. These
centers may also include smaller junior-anchor retailers, such as hardware stores,
pharmacies, restaurants, and video stores. However, if the supermarket closes or
moves out, the center can experience sharp declines in sales. Supermarkets will
often demand direct visibility from the surrounding primary roadways to give them
a competition advantage over other grocery stores.

Community Center Anchors

Community eenters are a collection of 10.000- Lo 20, 000-square-fool junior anchors
that offer a wide range of goods and services, including office supplies, pet sup-
plies, and sporting goods. This type of center is often also anchored by a 100,000- to
200,000-square-fool value discount department store, home improvement store, or
warehouse store. The largest anchors prefer lo be located at the center's edge.

Regional Center Anchors

Regional centers have been anchored by fashion department stores, such as MNornd-
strom and Marshall Field, since their inception. In recent years, value retailers, such
as Target and Kohl's, have occasionally served as anchors. Ranging in size (rom

3.9 Shopping Center Anchor Types
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Figure 3-11
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80,000 to 200,000 square {eet each, both types of anchors account for more than

60 percent of a center’'s lotal leasable area and are lundamental (o ils economic sus-
tainability. They are strategically located at the ends of the cenler to promote cross-
shopping and (o balance the demands of the site. The department stores also vie

for the most vizible location near road intersections, and demand favorable parking
and design standards.

Department stores establish the general demographic appeal and price points
for the regional center and are responsible for up o 35 percent of its sales, as well
as those of the smaller inline retailers (Figure 3-11). Regional centers can be devel-
oped as enclosed malls or as open-air lifestyle and town centers.

Lifestyle and Town Center Anchors

Recently, the neéd toinclude department stores in large shopping centers has been
challenged by open-air ifestyle centers, a shopping center type that hirst appeared
in the early 1980s. From the beginning, lifestyle center developers realized thal
they could avoid catering to the whims of major anchor stores by grouping together
smaller highly desirable retailers; known as the “dirty dozen,” these leading stores,
including apparel and home furnishings stores, targel a well-educated and moder-
ate- 1o high-income demographic, When clustered, these lenants formed o virtual
anchor, pulling shoppers into the center just as strongly as a premium fashion de-
partment store. Without having o construct a monolithac shopping center or give
the anchor major subsidies, the developer could charge lower overall renis while
allowing stores {o enjoy strong sales (though not as strong those in-a large enclosed
malll.

New competition from open-air lifestyle centers and the recent reduction in
conventional mall construction have [orced some anchor retailers 1o accepl open-air
lifestyle centers. They have also become more (lexible regarding site planning and
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building plans, including adopling multilevel stores. Nonetheless, visibility, park-
ing, signage, and co-tenancy will continue to be their “deal make or break”® issues.

3.10 New Design Trends

Muost of today's discount big-box retail anchors are constructed in stand-alone sin-
gle-use structures, each surrounded by a parking field. These large-formal retailers
generate significant volumes of customer traffic and internal sales but contribute
little to the public realm. In addition, the stand-alone anchor does notl SUpporl cross-
shopping to smaller retailers, restauranis, or communily services,

Recantly, discount, big-hox retailers have begun toadopt new design tech-
niggues that allow them to integrate into, and harmonize with, walkable urban
centers, Multilevel stores, common among departmenl stores, are now accepted
by some discount value retailers, even though the buildings are larger and require
more staff.

ANCHOR
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Recently opened Pier Park Center in Panama City, Florida, integrates three
department stores—Dillard's, JC Penney, and Target—with:small retailers lining
the streets. In these centers, building depth is 50 to 120 fest for inline tenants and
180 to 200 feet for major anchors. Creative urban planning techniques and anchors
capable of accommodating multiple store entrances make these more urban layouts
for community centers possible.

To increase the sense of urbanism, multistory anchors are wrapped or lined
with shallow retail shops. Only 20 (o 40 feet deep, these shops line the anchor's
street elevation between its entrances. The small retailers benehit (rom the anchor's
high level of customer traffic and create an elevation of contiguous storefronts
(Figures 3-12, 3-13, and 3-14).
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Downtown Commerce:
Challenges and Opportunities

4.1 Market Shifts

Amencan towns and cities traditionally provided for the majority of their communities’
commercial needs and olfered a wide range of goods and services, including grocernies,
hardware, apparel, and home furnishings, while including at least one department store.
These stores contributed to sustainable urban centers that allowed residents to walk or take
a short drive to acquire most of their desired goods and services, In larger towns and cities,
department stores were often hundreds of thousands of square feet in size, covering entire
blocks.

Retailers have always depended on the exposure of passing traffic for their livelihood.
Whether a small hamlet nestied on rural crossroads or a major shopping center located at
the intersection of two interstate highways, commerce needs bolh pedestrian and vehicular
traffic to be econemically viable. Villages, towns, and cities often developed al the crossings
of major transportation systems—rivers, canals, railroads, or highways. Retailers, offices,
and hotels provided goods and services for individuals passing along either route. On the
other hand, entire towns quickly declined with the closure or Tun:luling of a railroad, port, or
highway.

hMany American towns and cities have ceded their histerical role as their region's
primary shopping destination to the suburbs, Cities are now ringed with shopping cen-
ters and big-Lox districts offering the name brands and prices that are no longer avail-
able in downtowns. The businesses thal remain in many of our cities tend to be based
on entertainment, dining, or tourism, or are so unigque that they have limited appeal to
local residents, Surprisingly, many well-intended public policymakers have promoted a
“no national chain in my downltown® attitude, which has resulted in an undesirable zitu-
alion: urban residents must now drive lo the suburbs for most of their primary goods and
services. Boston, Charleston, Chicago, Portland, and numerous other cities represent an
exceplion to Lhis pattern.

The success of suburban shopping centers profiting from these reverse commuters com-
pels more downtown retailers to abandon the city for suburban locations. For convenience,
urban residents, employment centers, and evantually government facilities follow and the
cycle of suburban sprawl continues,
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However. demographics indicate that more and more people prefer urban liv-
ing: over 80 percent of Americans now reside in urbanized areas. Following this
trend, many leading retailers have designed niew, more flexible store formats that
can be adapted to the historic buildings and smaller blocks found in traditional city
cenlers (Figure 4-1). Az a resull, downtowns and olher urban areas have an oppor-
tunity to expenence a rebirth as the centers of regional commerce.

4.2 Peak Retail Market Share

During the peak commercial era of American cities, commonly acknowledged as
the 19505 and 1960s, banks, cinemas, department stores, supermarkels, and even
automobile dealerships thnved as anchors in central business districts. During this
period, cities also accommodated large volumes of vehicular iraffic, mass transpor-
tation, and plenty of on-street parking. It was not uncommeaon for 20,000 ta 30,000
cars to travel the tvpical American main street each day (Figure 4-2).

City halls, courthouses, librares, and post offices served as noncommercial
anchors lor communities, that is, as community anchors. Both public and private
large-scale anchors brought considerable pedestrian and vehicular traffic down-
town. They supplemented each other's functions and indirectly supported smaller
independent retailers and chain stores. Public and privale anchors continue lo be
as essenlial lo competitive urban shopping disiricls as they are to suburban shop-
ping cenlers.
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During the most successiul commercial period for cities, people were drawn
downlown [or a variety of reasons, such as to pick up packages at the post office and
then purchase groceries for the evening. Churches, courthouses, and government
office bulldings created a demand for retailers, offices, and hotels, Cifice workers
dined in restaurants and shopped near their offices. Residential buildings situated
themselves near employment and shopping locations. Varous land uses crealed a
demand for each other by being located within a compact, walkable environment.

The thriving central business districts of this counlry's past were, by today's
standards, fairly utilitarian. Massive billboards, overhead wires, and wom concrete
silewalks were the norm, which did not seem to matter to the tens of thousands of
people who shopped or worked downlown.

4.3 Urban Market Share Decline

Between 1954 and 1977, the total retail market share in American city centers
dropped by 77 percent. What happened? Why did so many central business districts
lose their commercial market share to the suburbs? Were shopping malls entirely
to blame for retail stores leaving downtowns? In actuality. many downtowns imple-
mented a series of well-intended changes in policy planning and “improvements®
that ended up negatively impacting their retail sales.

In many cases, a major shift in a transportation system, such as the construction
of a bypass highway or the remowval of an entire street, precipitated a sharp decline in
traffic and commerce; From the 1950s to the 19905, ring roads and bypass highways
were built throughoul Amerdcan cilies and towns, usually with devastating impacts
on retailers. Bypass roads often reduced traffic on main streets by up to 85 percent,
from the national average of 30,000 cars per day toless than 5,000, At that time, many

4.3 Urban Market Share Decline
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urban planners theonized that reducing vehicular traflic would make downlowns more
“pedestrian fnendly.” Unfortunately, as an unintended consequence, downtown retail
sales plummeted and new shopping centers opened along the bypass roads, evenlu-
ally creating commercial strips. Any downlown retailers who could relocate to new
suburban shopping centers did so. Sadly, transportation policymakers continue to pro-
miote the bypass highway as the best way 1o increase downtown commerce by removs
ing the car and making the downtown more pedestrian [dendly and walkable.

4.4 Converting Downtowns to Malls: A Failed
Experiment

After sulfering the effects of poor planning and policy decisions, as well as losing
most of their commerce to suburban centers, many cities attempted to revitalize
themselves by turning their downtewns into faczimiles of the suburban malls with
which they were competing. More than 200 cities closed their primary shopping
streets entirelv to automobiles and converted them inte landscaped pedestrian-only
malls, Some even placed roofs over the street. [ pedestrian-only walks worked in
the suburban shopping cenfer, then why not in downtowns?

Downiowns with busy streets and on-street parking provided residents and com-
muters with convenient access to a wide range of businesses and government uses,
Depriving motorists of the apportunity 1o drive through the streets of a shopping district
and directing them to remote parking lots created barriers too great for busy shoppers.

While parking in a remote lot or garage may make sense for an office worker
or someond planning an afternoon of shopping, most quick in-and-out visits to
downtown shops do not warrant remote parking. One-million-square-fool suburban
regional malls, on the other hand, provide enough shopping venues to justily the
challenge of finding a parking space in a large lot and then walking through it te
destination stores and back.

Urban pedestrian malls only quickened the demise of hundreds of struggling
small lowns and cities. Fewer than 20 of these malls have been successful in the United
States. They are located mostly in college towns, such as Burlington, Vermont; Boulder,
Colorade: and Charlottesville, Virginia. Other successiul pedestrian malls, such as Den-
ver, Coloradoe’s 16th Street Mall and Santa Monica, California’s 3rd Street Promenade,
are either an exception 1o the rule or the result of extracrdinary public-private partner-
ships. In most cases, the reopening of the streel to vehicles and on-street parking, com-
bined with modem retail management practices, is less expensive and more effective
i achieving a sustainable commercial shopping district than the pedestrian mall.

Other factors, such as relocating a post office or courthouse, removing on-street
parking, creating one-way streets, closure of a key retailer, or the opening of a new
shopping center have directly caused sharp downward spirals {for many urban shop-
ping distncts, As a result, a rash of viclent crimes or a poorly maintained public realm
has led to quick changes in consumer habits. Many thriving downtowns have been
harmed by greedy department store managers who worked behind the scenes Lo
keep new compeling retailers and department stores from opening. This policy often
backtired when these department stores found willing developers to build suburban
shopping malls that eventually captured spending dollars {rom downtowns,
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Taday, this shortsighted approach has become public policy in many under-
served city centers that refuse to allow leading national retailers or discount depart-
ment stores lo cpen new units within their central business districts, This has result-
ed in retail deseris in many major cities, where large populations of urban residents
are denied basic shopping necessities and choices.

Rather than rejecting specific brands or store sizes, municipalities should [ocus
on how these same relailers can enhance the urban quality of their downtowns by
being housed in appropriate building types: multistory urban buildings fronting
the street with sidewalk entries, ample glazing, and properly placed service en-
tries. The retail consumer-based market will eventually prevail. Il there is a strong
enough demand [or an unmel commercial good or service downlown, some devel-
oper or retailer will find a way Lo satisly that need. Numerous municipal govern-
ments have prevented “undesirable® retail stores from opening downtown, only
to have one or more of these same stores open just across the city lines in another
community.

4.5 Urban Commercial Challenges

Opening a business in a historic urban area presents physical and political chal-
lenges not found in suburban shopping centers. Many small business owners sell-
finance their bullding improvements, reducing the need [or public capital to fund
operations, marketing, and inventory. Historic downtowns are not centrally man-
aged business districts, Their stores have different hours of operation and overlap-
ping services, and rarely implement effective marketing and promotional programs.

When a business decides Lo locate in an urban center, it must find a suitable
building i an appropriate location. While any given downtown has numerous indi-
vidual properties available, the buildings are usually too small for modern retatlers
or require significant improvements for their adaplation. Often, historie buildings
are not structurally equipped for contemporary uses, with ceilings that are too low
or an imability to accommodate modem electrical and HVAC systems.

4.6 Rents

Downtown rents and lease terms are [requently unreasonable, often resulting in
inexperenced business owners commilting to leases their businesses cannot sup-
port. Main strects rarely have central management organizations that coordinate
storefront business hours, marketing, parking, levels of service, and business re-
cruitment. In contrast, shopping centers are centrally managed, which appeals to
valug-conscious and time-stressed shoppers. As a result, operating a business is
more challenging on & historic main street than in a well-managed shopping center.
The timeline for localing a space, negotiating a lease, obtaining the necessary
government approvals, and coordinating the store's construction is leo unpredict-
able for most small businesses. The uncertain and oftan subjective building permiit
process required in most cities is an unreasonable hardship for the independent
and often undercapitalized store or restaurant owner, In many cases, the business
owner must pay rent (with no sales revenue) for months while building a new store,

4.6 Rents
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Unfortunately, this process favors large regional and national chains over small, in-
novative start-up retailers and restaurants.

Time is money, and new businesses find il hard 1o commil to an urban location
without a quarantecd opening date. Shopping center developers minimeze the risk
ol taking in a new business by establishing mandatory opening dates and tenant-
funded improvements as part of the lease conditions. It is not unusual for shopping
center owners lo require leases with sleep financial penalties if businesses miss
their opening dates. The leasing challenge ior many downlowns and shopping
cenlers is nol a maller of demand, thal is, allractling prime relailers, but rather of
providing a sufficienl supply of suitable spaces in a timely, predictable period.

Fortunately, most cities have an untapped markel demand that can potentially
compensate {or their real estale challenges:

4.7 Space Limitations

While many city centers have the demographics necessary to support the addition
of thousands of square feel of new relail development, potentially generating mil-
lions of dollars in annual sales with consequent tax revenue, they often have an
insufficient supply of suitable spaces and parking to accommedate such growth.
Small historic buildings, numerous individual properny owners, and relatively high
development costs present challenges rarely found in commercial shopping centers.

The typical modern retailer or restaurant requires 5,000 to 10,000 square feet
of areéa, 16-foot-high ceilings, and on-site parking. Monetheless, many prime retail-
ers will modify and downsize their store protolypes lor sites in popular and com-
mercially successiul histonc districts, such as Charleston, Georgetown, and Pioneer
Square in Seatile. Smaller, multilevel stores, however, must yield higher sales o
offsel inereased management and markeling expenses. Gelling prime businesses
Lo locale in historic downlowns is more a matter of sufficient space—a supply
issue—than of finding lenants—a demand issue,

Appropriately sized spaces, within single buildings or assembled from parcels,
can altract prime small department stores and large retailers to a historic down-
town, To adapt to such a location—a historic building or an infill lot—these retailers
must customize their standard architectural formats. For the successful implementa-
tion of such one-off stores, their owners must work with developers who are experi-
enced in renovating old buildings and control enough spaces in the historic district
to subsidize the higher construction costs for these stores.

Tao create a profitable balance of new retailers in a central business district, old-
er butldings or underused or vacan! parcels need to be filled with viable businesses.
Extensive interior modifications are often required, such as aligning floor levels,
removing fleors (o raise ceiling heights, and addressing deviations from current
bulding codes. Many small to medium-sized local, regional, and national retailers
can adapt their standard formats to buildings as shallow as 25 leet and as small as
204 square feet. These micro-stores should be grouped around anchor-type tenants
capable of attracting shoppers from outside the arca. City-owned surface parking
lots and underused properties represent opportunities for bullding infill anchors,
such as a small department store o larger retailer establishment,
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Economically Sustainable
Commercial Urbanism

5.1 Advantages of Strong Retail Sales

Retailers and shopping centers are in business o earn a profit for their owners and an
above-markel rate of return on capital for their investors. They must sell enough merehan-
dise to cover all of their labor, rent, operating costs, and other expenses. In general, suc-
cessfully run businesses are able to offer better goods and services, maintain nicer stores,
and contribule to a sustainable community than relatlers that lose money or fall o provide
a living wage fof their owner. Such businesses can maintain axtended hours, regularly up-
date their physical spaces, and, more importantly, satisfy the commercial needs of the com-
munity. Profitability is good when combined with a concerned and canng business owner
[Figure 5-1).

Figure 5-1
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Unilike conventional suburban shopping centers that are separated by sub-
stantial distances and wide swaths of parking and landscaping from surrounding
residences and offices buildings, urban areas are, by definition, compact and have
a mix of retail, office, and residential uses. A failing suburban shopping center usu-
ally has little impact on a surrounding subdivision. By contrast, a block of distressed
or shutlered retailers will negatively allect its upper-level residences and offices,
which adversely impacts the overall economic health and vitality of its urban area.

5.2 Consumer Demand and Preferences

One of the first steps in planning a new shopping cenfer or revilalizing a historic
downiown should be a comprehensive markel-based analysis of the types of goods
and services that could be supporied in the study area’s location. Such a study will
reveal existing deficiencies in needed retail calegories, such as apparel, books,
groceries, home fumnishings, or restaurants. Planners and policymakers can then
use this information to determine if the types of supportable new businesses are in
line with the values and desires of the community (Figure 5-2). For example, while
assisting a small community in Maryvland, the author found that a new 20-screen
cinema was supportable in the area and that a national chain was looking lo open
one within a year. After learning of the news, however, the town officials concluded
that such a large entertainment venue could spoil their community and guickly
passed an ordinance prohibiting cinemas with more than four screens.

Successiul retailers and shopping centers provide the goods and services
that are desired and needed by their locus customers. Geographic markets con-
sist of hundreds of subdemographic groups based on age, education, ethnicity,

Figure 5-2

Citeed are modl Suitdinabbe when they
stll the poods, brands, and services
that ate detired and needed by thedr
commanity a5 long s ihey mainkain
a walkable urban envirgnmend and
respect the urban fabric. & big-box
Bott Buy stare hid been moditied (o
adapt to & multilevel olfspe bilding
along Fifth Avenue in Kew York Gity.
Rebert . Gibin

50 Economically Sustainable Commercial Urbanism



employment, lamily size, income, and lifestyle. Considerable markel research is
conducted to determine the specific brands, price points, quality, and physical
environment that will best match the preferences of the given demographic. For
example, one leading luxury retailer discovered that it would sell many more of its
namesake casual shirts at $79 than-it would at 539, even though the lower price
would still earn a reasonable profit. Their customers equate price with gquality and
feel better buying the most expensive item available.

Some shoppers only seek low prices, while others place the highest value on
good service or innovative design. Gender issues are alzo imporiant, In spite of the
male clothing industry's best efforts, many men are reluctant to enter a store. The
most recent consumer trencd is toward guilt-lree shopping, where fashionable ap-
parel and accessories are offered at low prices in a store with an exciting upscale
interior,

Various supermarkel brands are known to focus on offering one of the [ollow-
ing: low prices, gh quality, or excellent service. They may also highlight their
specially items, such as organic products. Consumers will often shop at three or
four locations to purchase food: a convenience market for a gallon of milk and a
loaf of bread on the way home; a supermarket for staples and weekly purchases; a
club-type warehouse for large bulk food items; and a local bakery, fish market, or
butcher lor high-qualily specially items and service.

Cften, inner-city populations with low to moderate incomes are signihicantly
underserved in many retail categories, especially apparel, groceries, and dining.
While the residents of these communities often have limited access lo transporta-
tion, they must drive considerable distances [or bazic staples, value, and selection.
Such findings are usually received with skepticism by local developers, retailers,
and policymakers, “If a grocery store or restaurant s supportable, why isn't it al-
ready here?” is their typical response. The calculations and formulas that the shop-
ping center industry uses to determine the location of new stores work to the disad-
vantage of inner-city populations. Leading retailers rarely drive around the coun-
iryside in search of downtowns suitable for selling their merchandise or services,
More often, a savvy developer who has conducted sophisticated market research
will offer enlicing leasing terms to desirable and necded retailers.

Retatlers have specific site location and planning standards that have proven
profitable. Convenience or neighborhood center retailers require direct visibility
from vehicles on an adjacent major roadway, one that carries at least 15,000 cars
per day. These small businesses cannol afford large marketing campaigns and must
rely an the impulse purchases of drive-by consumers for revenue. In contrast, life-
style and regional center retailers can be located in downtowns or enclosed shop-
ping malls without direct visual exposure to the highway. With 200,000 10 1 million
square feel of GLA, these centers have the critical mass of retailers and enough
marketing resources to atiract customers on purpose-driven trips.

The location and layout of a shopping center, or the rebuilding of a downtown’s
commerecial district, requires an understanding of what types of retail categories its
market can support, Cuite often, in planning a new community, the planner and
developer mistakenly assume that its shopping streel can be inwardly orented,
with decked or underground parking, only to learn later that the market warrants
solely a neighborhood center with surface parking.

5.2 Consumer Demand and Preferences
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5.3 Market Research

Detailed market studies can forecast relail sales for each business type. Sales are
the primary facior in determining the amount of rent that can be generated by the
center, and rent revenue seis the sustainable building and development costs, Fre-
guently, town centers are mistakenly programmed, planned, and designed without
any real ecopomic basis for the markel demand to generate rents. For example, it
is not uncommeon for a developer 1o design two- {o three-level mixed-use buildings
along a walkable main street to maintain the quality of the urban environment. In
mest markels, these buildings can cost up to 20 to 25 percent more than conven-
tional strip centers to develop, but they do not generale the equivalent increase in
rent and are thus not sustainable. To a large degree, form follows rent.

As with any senace, the quality of market studies can significantly vary. Recent
advancements in Geographical Infermation Systems (GIS) have made il possible
to produce seemingly competent spreadsheets and maps wilh just a few clicks of
a mouse. However, these studies should be used with caution, and not as the sole
basis for any public policy or private investment. Numerous commercial zoning
standards have been implemenied that either overly restrict or excessively expand
commercial zoning because of incomplele market research,

A competent, well-documented market study provides policymakers or devel-
opers with a detlailed account of the types and sizes of retail businesses likely o be
supportable in a given area al present and [or the next five years. To uncover the
absence, scarcily, or surplus of a particular good or service, an analyst must visit the
study area’s shopping centers and retailers to make an independent evaluation of
the quality of their service and merchandise.

The research should also include walking- and driving-time studies and pro-
vide a gravitational model for estimating the subject site’s primary, secondary, and
tertiary trade areas. Demographic data, including consurmer expenditure polen-
tial by retail category, household income, education levels, percentage of various
employment types, age, projected growth, and other factors, should be carefully
analyzed, All pnimary retail categories, such as apparel, books, children’s needs,
department stores [discount and luxury), electronics, gifts, grocery, hardware, home
furnishings, pharmacy, sporting goods, restaurants, and specialty foods, should be
studied.

To ensure the accuracy of their study, market researchers should contact retail
insiders. including tenant representatives, developers, and commercial real estate
professionals, to gain real-lime insight into existing business performance and new
store deployment plans in the subject study area. The study should also provide
the names of polential retail and restaurant tenants for the downtown or proposed
shopping center,

A retail market study should include a summary of the relevant demographic
characleristics for the trade area, including socioeconomic complexion, income
levels, and buving patterns. Also, a wrilten gualitative report on whether or not
retall development is supportable in the study area should be included, with sales
forecasts and size estimates of the retailers (il any) most likely to be supportable. A
market-based list of possible lecal, regional, and national retail and entertainment
businesses that could be installed at the site should be provided.
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9.4 Worker Expenditures

Worker shopping and dining are major contributors to the shopping center industry.
Retailers and restaurants receive a considerable share of their sales [rom the em-
ployees of nearby businesses, whether they are from the construction trades, cleri-
cal services, or corporate offices. Some regional shopping center managers estimate
that up to 10 percent of their total sales come from the center’'s own store workers,
During the building of a new large-scale community or commercial complex, con-
struction workers can support an emerging corner store long before any planned
residences or offices become occupied,

Interestingly, it is the office workers in both the suburbs and central business
districts who generate the most sales in retail shopping and restaurant dining. A
2003 survey by the International Council of Shopping Centers (ICSC) found that the
average office worker spends $7.10 per lunch.! The report stated that, “on average,
office workers purchase lunch outside of their office three out of five days, with 44
percent purchasing lunch four or five days a week,”?

The ICSC study also found that 62 percent of office workers shop during the
workday: 31 percent during lunch and 47 percent after work.® Twenty percent of
office workers reported shopping multiple times during the day.? The average office
worker spent $06 per week during the weekday: $56 (58 percent) on apparel, home
goods, gifts, and electronics; $24 (25 percent) on groceries; and $16 (17 percent) on
personal-care goods and services.®

On average, each office worker can support approximately 7 square feet of res-
laurant space and 23 square [eet of retail space, Given the average of 200 square
feet of office space per worker, every 200 square feet of office space directly
potentially supports up to 30 square feel of retail and restaurant development, or
15 percent of the gross office size. Additional retail and restaurant space can also be
supported by residential areas, tourism, and the region as a whole. Most shopping
centers need daytime employment centers to support their restaurants and shops.
The importance of office development for sustainable retail centers cannot be over-
emphasized.

Surprisingly, in many cities, the author has found that office workers shy
away from openly shopping during the day because of peer pressure and the
perception that one will be seen as a slacker when carrying a shopping bag back
to the office. Workers reveal that they prefer to place newly purchased items in
their handbags or cars before returning to the office, which limits their time in the
store, This is especially true for upper management. Potentially, retail sales could
be significantly improved if the stigma of shopping during the workday were
OVErCome.

Recommendations for Expanding Worker Relail Sales

# Cluster stores close to primary employment centers to conserve lime.,
Position goods and services lor worker lastes and affordability.
Extend store hours to 7 paa.
s Develop promoetional campaigns for worker discounts.
¢ Launch a marketing campaign to popularize shopping by workers.

5.4 Worker Expenditures
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5.5 Tourist Expenditures

Shopping is the most popular activity for vacationing travelers (Figures 5-3 and
5-4). Sixty percent of American tourists and 8% percent of foreign visitors go shop-
ping while on vacation.” More than half of adull American leurisis cited shopping
as their primary or secondary reason for traveling. Among these travelers, clothing
and shoes were the most popular items purchased.

Shopping is the most popular activily of Amerncan tourists and foreign visitors
in the United States.” Mationwide, one-third of the typical tourist's budget is spent
on shopping. On average, each tourist spends $333 on shopping during each trip.
Tourists shop for a variety of reasons: 1o search for regional or cultural authenticity,
to relieve boredom, for personal needs, to augment the traveling experience, and
for gifts. General Growth Properties, the largest U.S. shopping mall developer, re-
ported that tounsts were responsible for 31 percent of their 2001 total annual sales
revenues.®

A person'’s shopping behavior while traveling is different than when that per-
son is al home. As tourists, people tend to spend more money and look for the high-
est quality possible, whather for unique iterns or familiar name bramds.®

Purchasing name brands for gifts also renders them less of a risk, since the
items can be easily exchanged or returned at home. This is a relatively recent trend,
a result of shopping's becoming a form of entertainment and a way for family and
friends to spend time together. Al home, most people are too busy with children,
work, and other demanding activities lo enjoy shopping, and it is transformed into
a chore. In contrast, the relaxed atmosphere of a vacation makes shopping a desir-
able and pleasurable pastime. Survevs indicate that there is a direct relationship
between tourist trip satisfaction and levels of spending.

Vacationers, especially business travelers and foreign lourists, enjoy finding
their favorite upscale brands and stores in unigque urban settings and outlet cen-

ters. Leading retailers have responded by adapting their standard formats to the
unconventional or edd-shaped spaces often found in historic buildings. Tourist
spending occurs in both conventional shopping centers and historical districts, such
as Alexandria, Virginia's Old Town. Major European and American cities often
balance small specialty shops with leading retailers such as Anthropologie, Brooks
Brothers, Coach, and Ralph Lauren. Historic centers in New York, Boston, San
Francisco, Miami Beach, Charleston, and other cities are now the preferrad sites for
leading national and international retailers to open new stores.

Vacationers, especially foreign tourists, enjoy finding their favorite upscale
brands and stores in unigque urban seltings. In response, leading retailers have
adapted their standard formats to the unconventional or odd-shaped spaces often
found in historic buildings.

Tourist shopping alone cannot sustain commerce in a historie urban area. The
commercial district must also serve the needs and preferences of nearby residents
and the surrounding community. Unfortunately, most cities fail to meet both their
wisitors' and residents’ dining and shopping needs. This deficiency provides a sig-
nificant opportunily [or & historic district to expand the range of goods and services
it offers and Increase ils revenue.

Economically Sustainable Commercial Urbanism



Figures 5=3 and §<1

Shopgang 55 the primary etivity

Far 1puwists. Mast vacaligeers and
Bazsiness travelers prefer bo purchase
Eamilaar beands an umsique seEing, sech
2% hisloric downtowns: $hoen: King
Steeet, Chasleiton, Sosth Carading
Raberr ). Gibis

5.5 Tourist Expenditures 55



Recommendations to Enhance Tourism Spending

Expand marketing campaigns to include promoting the hisloric center as a
shopping and dining destination for tourist groups.

Assist small independent businesses in expanding their markets by offering
goods and services that appeal to tounsts as well as their existing customer base.

Expand the marketing program for the historic center to target regional, na-
tional, and international hotel guests,

Identify the purchasing preferences of the historic center's regional, national,
and international tourists, including brands, stores, price points, and calego-
ries,

Cross-reference the brands prelerned by visitors with the stores also favored
by local residents to determine which businesses have the broadest possible
appeeal.

Implement a business recruitment strategy lo approach preferred retailers
and restaurants and o coordinate leasing.

Feature leading national brands, retailers, and restaurants in markeling ma-
terials and promotional efforts.
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Shopping Center Built-Form Types

6.1 Strip Center

The lormat for strip cenlers is a simple single-level structure that has broad applications,
especially in suburban settings. Although widely used, the strip center conjures up a nega-
tive image in the minds of the general public and design professionals alike—an unforiu-
nate misunderstanding. Compared o other centers, strip centers have the advantage of
low construction and mainlenance costs and easy, flexible leasing. The major differences
between a strip center and a main street are in the onentation of their inline sterefronts to
the street and the number of floor levels to their buildings. Conventional suburban strip
cenlers are single story and set back from the street, with most of their parking located
between the building and the street. Prololypical main sireels are the opposite: multilevel
buildings whose storefronts line streets with curbside parking. The strip center format,
nonetheless, can be adapted to an urban setting with minimal modifications.

The ICSC defines strip centers as

an attached row of at least three retail stores, managed as a coherent retail entity,
with on-site parking in front of the stores. GLA [gross leasable area) for the center
must beat least 10,000 square feet. Open canopies may connect the store fronls,
but a strip center does not have enclosed walkways or malls linking the stores. A
strip center may be configured in a straight line, or have an "L* or "U*" shape.

A straight line of stores with parking in front and a service lane in the rear
wilh the anchor store, commonly a supermarket in small strip centers, is placed
gither at one end or in the center of the stnip. A strip center is usually a small
neighborhood center. And the[se] terms have come to be used interchangeably,
althoungh & strip may also be a large center.

6.2 Linear Strip Center

The linear strip center represents the industry’s most basic and common format (Figure
-1}, This type of center fits easily on a small site and is relatively simple to build. The cen-
ter's primary challenge is that it only has two corner or “end-cap” spaces, leaving the ma-
jority of it retailers to compete [or customers' attention.
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The strip center is ideal for small local businesses, such as florists, markets, and
restaurants that cannot aliord extensive advertising and must rely on exposure te
large amounts of vehicular traffic.

Typically, strip centers are planned with one or two rows of surlace parking
between the building and the street and an alley in the rear for service, However,
prior to World War 11, strip centers were commonly buill to the streel edqge, adjacent
the sidewalk, which effectively created a Main Street-like business district (Figure
6-2), The 1999 edition of the Urban Land Institute’s Community Builders Handbook
recommended locating 10 percent of the strip center's parking behind the build-
ing.* A street-fronting strip center is economically sustainable if the street has suffi-
cient parallel or diagonal parking and the rear parking lot is both easily visible and
readily accessible from the streetd

Sinp centers are 4010 80 feel deep, depending upon the location and ten-
ant mix. Cn average, a bl-fool-deep by 20-Toot-wide, 1,200-square-foot tenant
space can accommodate the widest range of small retailer and restaurant business
muodels,

58 Shopping Center Built-Form Types

Figure B-1

The strip shopping center In a lineas
e ol Bersene sies, lypically one level
Parking can be locatod befvind the
thoppisg canter of in franl. depending
oit the selting. Many historic citigs afe
made up of numgigas sirip center-
Peimakted buildings that have begs
palled to the sireet, On-sireef panking
it ensential for the Lireet-fronting
wrbas alepnment, Gibbs Plamairg
Geewg, W9,

Figuee 6-2

Miany dowmlawns wene budll g

the Lingle-level sbim center [oamat by
palliag the bullding 1@ the eoge o the
sidewmalk (sireet ight of way). Shown:
Wodlhi Avanes, Pals Beach, Fleids,
Robert ). Gibls



Advantages

o Simple design and construction

= Adaptable te small sites

s Convenient parking

@ Flexible tenant spaces

& Excellent visibility of all tenants

@ Suitable for convenience, neighborheod, and community centers
Challenges

& Street-side parking lot, which sets retailers back from the street

o Limibed walkability

» Does not contribute Lo place-making or urbanism

6.3 Single L Center

The single L center has two wings at a 90-degree angle. One wing parallels the
streel; the other is perpendicular Lo it This alignment allows for unobstructed views
between retailers and easy pedestrian access from the parking lot to both ends

of the center than the linear center provides (Figure 6-3), If the center is properly
sitedd, with its storefronts facing oncoming traffic, the perpendicular wing's retail-
ors can stimulate impulse shopping by motorists. The center’'s clear visibility from
the roadway provides the exposure needed for its small business owners, who have
limited advertising budgets or rely on impulse buyers.

Although a streetside parking lot is not ideal in most urban settings, ils nega-
tive aspects can be minimized if the end of the perpendicular wing abuts the street,
This allows some retailers to have sireet frontage and permits the entire center to
be accessible o pedestirians withoul traversing the parking lot,

The site plan for many L centers erronecusly places the backside of one of the
wings facing the right-side lane's oncoming traffic, effectively blocking the motor-
1515’ view of the retailers. Though retailers in these “backward”® cenlers can be seen

Figure =3 :
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by molorists in the opposing far-travel lane, these drivers must make left-hand
lurns across oncoming traflic to enter the center, a manguver olten considered not
worth the trouble for many busy and preoccupied shoppers. Such a poorly sited
center can result in underperdforming retailers, a high rate of tenant turnover, and
ultimately, financial failure of the shopping center.

Advantages
# Promotes better visibility between tenants, which encourages cross-shopping
between relailers al the ends of the center
# Allows [or some frontage along the street
& Allows some retailers (o be visible from the adjacent street
& Pulls some retailers close to the streel, improving their visibility
¢ Has a compact building footprint
¢ Suitable for convenience, neighborhood, and community centers

Challenges
& Requires a large parking lot between the center and the street
e Lacks a sense of urbanism
s Limited walkability
& Produces an inside corner of space thal has limited commercial usefulness
& Cuis off adjacent land uses from the retailers

6.4 U Courtyard Center

Shopping center developers buill the U courtyard center in response o the post-
World War Il explosion of suburban growth. The U-shaped center has three wings
of commercial uses encircling a parking lot that abuts a roadway. Successful appli-
cations of this U format range from compact urban infill projects to large suburban
community centers. The Del Mar Station, located in Pasadena, California (Figure
fi-4) includes a small commercial courtyard surrounded by residential buildings and
a rail stop.

The first U-shaped centers had less than 50,000 square feet in GLA and were
located along the primary sireets at the edge of central business districls, Modern U
centers have been developed as large community centers 100,000 to 300,000 square
feeet in GLA, including two or three anchors.

The U-shaped plan gives pedesirians easy access to all areas in the center from
anywhere in the parking lot. The exterior ends of the U can line the sidewalk with
storefronts, which improves pedestrian access while defining the street edge. Pass-
ing motorists have unobstructed views of these street-lining retailers, Molorists
have a difficult ime, however, geiling a clear view of most of the court-facing inline
retailers.

Advantages
e Easily walkable from the street and between most retailers
= Cenfiral parking provides convenient access Lo all areas of the center
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¢ Creates spatial enclosure of the parking lot

o Places some retailers al the street edge

¢ Defines the street edge at its two ends

# Suitable for urban infill locations

# Suitable for convenience, neighberhood, and community centers
Challenges

@ Limited views of retailers located at the back of the court

* Some retailers oriented away from oncoming vehicular traffic

@ Limited expansion opportunities

e Restricts access from adjacent land uses

L] L:que parking lot between the center and street

» Limited walkability

6.5 Double Reverse L Center

Coupling two conventional L centers back to back ereates a double reverse L cen-
ter, which olfers three major benafits: an urban, walkable street fronted by retail
stores; maximum visibility for retailers lining the primary road; and ample parking
behind buildings with easy access to retailers (Figure 6-5). Major anchor stores can
be located in the center’s wings facing the roadway, while smaller inline retailers
lorm a perpendicular street or flank the anchors, Mearly all retailers are readily ac-
cessible to pedestrians from parking lots adjacent to their storefronts.
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If properly planned, the double reverse L center can form a walkable urban
shopping street lined with small retailers and anchored by larger stores. This type
of center can support a broad range of retail categories, including convenience,
neighborhood, lifestyle, and community center retailers. The [ormat works espe-
clally well when the main streel includes a small square that [ronts the primary
highway, as shown in Shefby Town Center (Figure 6.6),

To form a main shopping street, this model employs a hierarchy of A and B
zones. The B zone adopts the conventional strip center, with its large parking lot
fronting the primary roadway. B zones can have the larger parking ratios and the
plainly constructed and moderately priced buildings required by many retailers,

Storelronts in this zone face the parking lot and have a service alley at the back ol
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their building. Vehicular access is directly from the primary roadway or from the A
2one via drives between buildings.

When properly designed, the A zone forms a walkable main street lined by
smaller storefront retailers in multilevel buildings. All retailers facing this main
streel should have well-designed storefronts that open onto the A zone (slreet).
These retailers may also have an additional door and storefront facing the large
parking lot serving the B zone. However, it should be obvious to the shopper that
lhe A-zone frontage facing the main street is the front of the store, while the front-
age facing the B-zone parking lot is always the back. The rear frontages could face
aservice alley if future development replaces the parking lot with infill buildings.

Most of the financial resources of the center’s developer should focus on the
design and construction of high-guality A-zone street frontages, with the B-zone
fromtages built more plainly.

This author has seen numerous instances where public policy has mandated
the development of retail centers with both the A and B sides of buildings treated
with expensive materials. Though this may be well intended, such altempts to cre-
ate butldings with two equal fronts often result in building costs unsustainable by
the market or, as a compromise, second-rate building designs.

Advantages

Walkable; open-air center

@ Promotes easy cross-shopping between retailers

e Allows for direct frontage to the primary roadway for some retailers
e Can be developed with surface parking, reducing development costs

Suitable for convenience, neighborhood, community, and hybrid lifestyle
centers

6.5 Double Reverse L Center
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Challenges
= Limited views of most of the retailers {from the roadway.
+ Potential double-frontage costs for retailers.
s Remole parking requires shoppers to walk farther than in strip centers.

& Surrounding parking lots may hinder pedestrian access from adjacent land
uses,

6.6 Lifestyle or Main Street Centers

The newest town center shopping center type is based on the oldest model: Main
Street. The lifestvle center format combines a strip center with a historic downtown
main streel, offering the busy shopper both convenient parking and a quasi-urban
expenence. The lifestyle or main streel center provides an internal vehicular street
or pedesirian way that is lined with shops on both sides (Figure 6-7).

Typical ifestyle centers are 200,000 to 300,000 square feet in size, offer excel-
lent walkability, and have a sense of urbanism. However, these centers require
large parking fields, often surrounding the center and thus isolating it from adja-
cent land uses.

Because the center is inward oriented and has limited access to nearby roads,
it cannot support most convenience, neightorhood, or community center retailers
who rely on being clearly visible to molorists passing by or on an impulse-shopping
trip. These centers are best suited for proven lifestyvle or regional stores and restau-
ranis thal can generate purpose-driven tnps. Lifestyle centers developed without
anchors, such as deparimenl stores, supermarkels, or community destinations, have
recently proven fo be vulnerable to regional malls and ecenomic downlturns.

Initially, many lifestyvie centers were buill with pedestrian-only streets. Con-
trary to their planners” intent, these auto-less centers made navigating them more
difficult, an inconvenience lo shoppers that often resulled in their economic un-
derperiormance. The introduction of a well-designed vehicular street lined with
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of-siregt parking and running the entire length of the center allows shoppers to
conveniently drive to and park near their destination stores. Evenil a large amount

of on-street parking is not provided, drive-through traffic contributes to a lively cen-

ter and allows motorists Lo window-shop numerous stores belore parking.

The main street format can be configured in a varety of ways: it can be
planned as a street or boulevard, or grouped around a square, and can have align-
ments that are lingar, circular, or angular. Like the enclosed mall, the main street
should generally be 1,000 feet or less in overall length.

Advantoges

o

L]

o

-

o

@

Promotes easy cross-shopping between retailers

Suitable for a variety of retailers and large anchors

Ceniral street allows for convenient parking when properly managed
Allows for 50 percent or more of its retailers Lo be easily visible from the
main roadway

Creates a semiurban shopping environment that is often missing from many
redions

Can accommodate expansion into surface parking lots with the construction
of parking decks

Creates a shopping circulation “loop” that encourages walking the entire
length of the center

Challenges

L]

L

6.7

First popularized in the late 19505, the dumbbell is the most common format for en-

Difficult to create a quality urban environment because of the limited build-
ing area and surrouncing parking ficlds

Many retailers not directly visible from the major roadway

MNecessary for pedestinians to walk around some of the stores to enter from
parking lots

Dumbbell Center

closed shopping malls. Two or more depariment stores serve as anchors at the twao
ends of the dumbbell, usually at its site’s preferred or highly trafficked locations,
such as major thoroughfares. Sandwiched between the department store anchors

are smaller inline GLA shops, either lining a pedestrian corridor or grouped around

& central court. Surface parking usually surrounds the entire center (Figure 6-8).
Planners and developers of the dumbbell format assume that after parking,
most customers will enter the center through one of its anchors, then pass by or
shop al the inline smaller stores until they reach the center court or continue on to
the second anchor. Similar to an urban plaza, the central court is located midway

between the anchors and offers shoppers a chance for a rest (but, hopefully, not for
too long) between store visits. It is designed with high ceilings. natural light, land-

scaping, and other compelling amenities that combine to make it an essential visit
for all mall shoppers. The premise behind this type of layout is that once shoppers

&.7 Dumbbell Center
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Figure 6-8
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smaller shops caplure sheppees walk.
ing between the anchors. The single
dumbbedl can be built a5 30 enclosed
of opan-ak cenber and a5 pedestrian
anly or with a stiwel, Gilvis Planming
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are in the center court they will continue on to the second anchor, passing by and
possibly shopping at more inline retailers on the way.

The dumbhbell center is oriented inward toward its main corridor and square,
with the backs of its retailers and service areas defining the exterior elevation. Ini-
tially, many dumbbell center developers limited all retail signage, windows, and en-
tryways Lo the center's interior in order to control pedestrian circulation for maximum
store exposure. In the {ace of stilf competition [rom other retail center formats, these
malls have begun to open up their exteriors by permitting key retailers and restau-
rants to have signage, glazing, and entryways facing the surrounding parking lots,

The dumbbell formal can be buill in a variety of configurations, such as the
double dumbbell wilh four department stores, in a crescent shape, or with angled
corridors (Figure 6-8). Whatever the plan, the industry standard for the length of

SHOFPING

Figuie 6-3

Thet zingle dembhell can grow into

a doutde-dumbbell shopping center

to accommadate additianal anchers
and meee shops. [ cas be developed
enclated of 34 38 apen-air center, wilh
of withaet 3 streel. Sibis Praening
Graug, I,
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the central corridor, as measured from the entrance of one department store o the
other, is 1,000 feet or less. Even the most ardent shoppers can tire or run out of time
or money after walking more than the 2,000 [eet, that is, from one department store
ta the other and back.

Like the owners of other shopping centers, owners of the dumbbell center must
reconcile the basic business conflict between the anchors and the inline retailers,
Because anchor department stores usually own their own building, they do not pay
rent o the developer. They do, however, purchase advertising that draws in up to
30 percent of the center’s visitors, Renl revenue for the developer comes from the
inline retatlers or the GLA. To the anchors, the inline retailers are in direct competi-
tion for the shoppers” time and spending dollars. As a consequence, the developer
wanls shoppers to enter the mall directly from the parking area, whereas the de-
partment stores want lo be the primary points of entry and exit for all mall visitors,
Because of their economic importance to the center, the anchors usually prevail.
Most site planning considerations and elements, such as parking alignments, moard
access, landscaping, and signage, are tailored to their preferences,

Advantages
® Simple linear format, making it easy for shoppers to comprehend and locus
on shopping
# Allows for expansion of additional anchors
s Central court offers a high-traffic location
& Anchors visible from each other’s front entry
@ Internal layout encourages circulation and cross-shopping between retailers

Challenges
# Inward orientation makes it difficult to integrate the center into urban areas

& Limited external store frontages and large parking fields, which require a
long time commitment for shoppers

o Difficull to retrofit for expansion or allernative uses

6.8 Market Square Center

The market square center groups shops around three sides of a small square or
green whose fourth side fronts a lane with on-sireet parking. This Lype ol cenfer
defines a three-sided exterior room, a spatially defined place that combines the
roadway lrontage necessary for commerce with an attractive urban setting. Because
the square opens onto a primary roadway parallel to the lane, most of the center's
shops are visible to passing motorists. The U shape also allows storefronts to be
readily visible across the square, which facilitates cross-shopping (Figures 6-10

o G=13).

Pedestrian circulation flows around the square, from storefront to storefront.
Since people, in general, prefer not to walk along major roadways, crossing the
square at its open end becomes problematic and limits cross<shopping at the cen-
ter's ends.

6.8 Market Square Center
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Tho Markel Sgaxe at Lake Forewl,
lliinoks. Note the saw-cuk corners
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Figure &B-12

Mazket Square 31 Lake Fanest, chica
1916, iz censidered the first devigned
Amelican shapping center: Heward
Shaw architect. The plan carelslly
imiegrabed ive autamabile imo the
bomm, Wikipedia

Figure 6:13
The biapezoid markel squdle gives
inline retatlers better expoyse Irom
the adjacent roadway bel compromises
witanism and walkabality by mcreasing
the distance beltween e tio sulside
ends. Gibbs Plamving Orowg, loc.
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The square is the central unifying amenity and should be planned as a simple
lawn with walkwavs and canopy trees. Low ormamental irees or decorative struc-
tures can block essential views of storefronts across the square, as well as clutter its
character (Figure G-14).

Storefronts facing the square should be designed and constructed 1o a higher or
A standard, while rear parking lot elevations can be built 1o a lower or B standard.
All stores facing the square should have operating doors and large storelront win-
dows. Rear doors facing the parking are optional, provided according to the needs
of each tenant.

Staggering the setbacks of road-fronting buildings increases the number of
building corners, alfording more valuable retail visibility, The square’s lane with
its on-street parking provides convenient short-lerm parking, while longer-term
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Frgure 6-14

The market squaie can be extended
Tt wp o teee blecks or 1,000 heet
with carefully designed beildings and
sireeticape. In geaeral, the longer
squases shoeld comgist primaridy of
well-maintained lawn and streel trees,
with misimal sie Furnishings. Gitbs
Planming Group, fne,
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parking, which is most of the parking, lies behind or beside the center on surface
lats or in parking decks.

The size of the single sguare should be small; a maximum of 80 [eal wide by
200 feet long is recommended. Within these dimensions, a length-to-width ratio of
L3 1o 1 creates a comiortable space, The market square plan can be extended up to
three blocks or 1,000 feet inlength with appropriate building and strestscape de-
sign. Buildings facing the square should be two to three stories high to contain the
space and create a sense of enclosure, Towers or taller buildings should punctuate
the place where the center meets the roadway, a means of formally delineating the
space of the square in contrast to the openness of the road.

Extending the wings by constructing buildings parallel to the roadway will in-
crease the center's prominence and reduce the need for large commercial signage.
The market square plan can accommodate a variety of forms that open onto the
radway, including rectangular and trapezoidal arrangements, If a trapezoidal cen-
ter is planned, its wings should be only slightly angled off or perpendicular to the
stroeed.

The first town square constructed in the United States was most likely the
historic Market Square in Lake Forest, lllinois, which opened in 1916 and was
destgned by the architect Howard Van Doren Shaw. Development of this type of
center can lake several different (orms. Seaside, Florida, for example, has a market
square in the form of a large hall octagon, while other communities have experi-
mented with market squares as elongated multiple blocks:

Advantoges
# Excellent views across the square of all retailers
& Easy short-term parking in front of most retailers
& Can be linked to adjacent land uses for walkability

Challenges
¢ Limited potential for expansion.
¢ Permits for curb culs and driveways onto the primary roadway may be dif-
ficult to abtain.
¢ Pedestrian movement across the open end of the square can be difficult to
ENCOUrage or maintain.

6.9 Double Market Square Center

The double markel square center is composed of two town sguare centers that
mirror each other across a primary roadway. This format not only doubles the size
af the town square, but also creates a storefront-lined street—a commercial zone
that vehicular traffic must drive through rather than around, This layout offers
retailers many highly visible corner storefront locations. For shoppers, it provides
a walkable town center with shops lining a primary roadway. The double market
square has been successiully implemented in Rosemary Beach, Florida (Figures
6-15 and 6-16).

6.9 Double Market Square Centar
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Advaniages

& Creales a memorable place

-'._Ef'.lm numerous corner storefronts

& Excellent visibility along the primary roadway
!-ansd-lmﬂly'ln adjacent land uses for easy walkabilty
* Accommodates medium-sized to large anchor retailers

Figure 6-15

The marked squase format can be

doubded as & mirror image. This
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Figwie 6-16

Rozemary Beach, Flarida, DPZ Archi-
teett has sutcassfully implessented 3
double market square formal arooed
% Banedt Sqeare. The squate is di-
wided by Cowaty Highway 30-4. Giiks
Plamaing Oraop, M.

Challenges

o Difficult to maintain walkability if the primary roadway is oo wide or is de-
signed for high-speed traffic,

& Must have traffic signals at the square’s pedestnan crossing points.

¢ Permits for curb cuts and entry drives along the primary roadway may be dif-
heult to obtain.

= May require mulliple property purchases.

6.10 Floating Main Street

In an effort to build on the early success of the unanchored lifestyle or main street
center, developers have begun to surround the main street with a U-shaped com-
munily center and large surlace parking fields, This format provides needed an-
chors for the smaller main street shops and revenue-producing GLA for the devel-
oper (Figure 6-17). In theory, this hybrid format creates a win-win situation lor the
developer, the retailers, and ultimately the shopper. However, like many compro-
mises, the (leating main street format does not function as well as it should.

In this format, main streel retailers block the visibility thal most communily
center retailers need from the primary roadway. Situatedin the middle of the large
parking field, the main street retailers also obstruct the views between the larger
communily center retailers. In addition, large parking felds separate the main
street retailers from the anchors. Main street retailers must also present two store-
fronts: one facing the main street, the other facing the parking lot.
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In floating main sireel centers, vehicular traffic is often squeezed belween
the intersection of the main street and the anchor store at the end, creating con-
gestion and polential conflicls with pedestrians, As a remedy, many of these
centers have installed a roundaboul at the intersection. However, while a round-
about mav help move cars more efficiently, it makes the pedesirian crossing at
the intersection more difficult and dangerous, since cars do not have to make a
full stop.

In the connecled main streel format, the road is connected to the anchor retail-
ers by créating streeis whose blocks are lined by shallow storefronts (Figure 6-18).
These stores can be as narrow as 20 feet and constructed as movable or temporary
wood-frame bulldings. The stores and sireets also provide a framework lor creat-
ing an urban center in the future, since the surface parking lots can be filled in with
decked parking and high-density residential or commercial uses,

6.11 Linear Square Center

In 1981, two parallel linear blocks {ronting an equally long square were combined
to create Mizner Park, a 400,000-square-foot town center in Boca Raton, Florida,

In this linear square center, the blocks are lined with storefronts facing streets be-
tween which lies the square. The streets are lined with on-street parking: four lanes
of convenient parking that do not overwhelm the sense of urbanism. Long-lerm
parking is provided in adjacent surface lots or decks oulside the center (Figures
6-19 and 6-20),

‘While certainly attractive, the linear park discourages easy cross-shopping be-

bwean the linear-block storelronts becanse of its generous width and landscaping.

Center Built-Form Types
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Figere 6-18

Limer retail buildisgs can be comstuct:
il 3% temporary place holders to aflow
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Figure 6-19
Mizner Park, Boca Raton, Floeida,
opened in 1591 and is contidered
ome of Amenica's first past-Warld 'War
1l epen-ait main sbieel towa centers.
Miznsr Park was deweloped on the site
ol 3 formes éncloded chapging sall.
The attractive squane |5 lined with
igular lames thal prowide four isbes
of exsertial impulte parking lod buiy
shoppers wha preles fo avedd parking
strucberes. Cooper Cary Architects.
Grshs Plamving Grovg. e,
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6.13 Retail Crescent Center

The retail crescent center (also known as the “retail peel”) is formed by a curving
street, oflen a hali-circle that diverges at an angle from the major roadway (Figure
6-22). It is designed lor casy vehicular access, which encourages impulse shopping
by motorisis, The intersections of crescent roads and the primary roadways create
triangular lots, “Flatiron Building” sites thal are ideal for flagship anchor stores or
restaurants.

The retail crescent formal has wide applications in rural and suburban loca-
tions when on-street parking is not available along the main roadway. On-sireet
parking is essential {or storefront retail stores. When retailers along the main road-
way lack on-street parking, they reverse their orientation: they seal their front doors
and install new ones at the rear. The retail crescent alleviates this problem by creat-
ing a shopping street almost parallel to the main roadway.

Figure 6-22 -

East Frazerlands, Vancouver, Britah
Caliimbia; The plan, designed by OPZ
Architects combines 3 retail peel 3bep-
pimg street with 2 deflected =ain shest
|hal conngcts the highway 1@ the wa-
terirant. The peel creates memorable
Building sites at heth ends and allows
for gasy vehicular access to the
retaiders from the adjacent higheay,
Gitdie Planmiag Sroup, fec.

78 Shopping Center Bullt-Form Types



The key to the retail crescent is convenient vehicular access from the main
roadway. Ease of vehicular access provides a significant advantage to crescent
shops compared (o centers that require hard 90-degree lurns to enter, especially left
turns across oncoming traffic. For this reason, and because they are confusing and
slow traffic down, a traffic signal or roundaboul should not be located at the inter-
section of the crescent road and the main roadway.

Many historie towns and cities have erescent-like reads in the form of highway
bypasses initially intended to reduce traffic congestion in their respective central
business districts. However, with limited on-street parking, minimal curk cuts, and
resiricled land use development, these bypasses {ail to offer the advantages of cres-
canl roacls.,

The modern retail crescent center format was first used in 2003 al the Glen
Tewn Center in Glenview, llinois; Oliver MehMillan was the developer.

Advanlages
e Convenient vehicular access to the primary shopping street
¢ Good views of numerous retailers along the main roadway
o Opportunity for landmark flagship anchor tenants
Challenges

o Potential for the backs of retailers or parking lots to face the primary road-

way

¢ Mustl have carelully designed intersections with the primary roadway

Figure 5-23

51ight bends or dellections of the
shopping stieel increase views of the
retxilers and tend to pull pedesirians
arund the curve. Gibbs Plamming
Givwp, Ing,
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6.14 Deflected Blocks Center

The deflected blocks center is made up of series of angled sirects whose storefront-
lined blocks form contiguous yel imregular open spaces. The resulling sequence of
crooked open areas defines a refail street with deflected views and terminated vis-
tas, which encourages shoppers 1o continue walking the entire length of the center
(Figure 6-23). The variely of block sizes, streel angles, and intarsections creates

a succession of locations for landmark buldings or place-making. These angular
alignments were successiully implemented in numerous enclosed shopping malls
buill in the 197 0s.

Without careful planning. the angled streets in a deflected blocks center may
form complex intersections that cause traffic congestion and confuse molorists and
pedestrians, Inslalling parallel shoepping streéls can disperse the center, causing
disruption of common shopping patlerns that has a negative effect on sales.
Advaniages

= Polential for strong place-making that can become a regional draw.

& Creates prominent locations for flagship anchor retailers and civie buildings.

e Deflected views offer stralegec viewpeinis for visual merchandising and en-
courage cross-shopping.

Challenges

# Angled streets can cause traffic congestion and confuse motonsts and pedes-
trians alike.

# [rregular block sizes and shapes may not have historic precedents in the lo-
cal area and may produce a faux town-center character.

80 Shopping Center Built-Form Types



Planning and Urban Design

7.1 Urban Merchandising Planning Theory

Visual merchandisers, slore planners, and shopping center developers have created proven
technigues {or altracting the shopper's attention and directing his or her (mostly her) move-
ment and behavior (Figure 7-1). Store location, stairs, sculptures, benches, lighting, circu-
lation, and thousands of other details are precisely calculated and designed to extend the
mall shopper's visit and increase his or her spending. For example, many malls do mot in-
stall clocks, since they can readily remind shoppers that it is time Lo return home. Shopping
center developer A. Alfred Taubman, a pioneer and leader in the industry, described these
factors as “threshold resistance,” a tenm he coined while working as a young store planner.
Taubman dehned threshold resistance as the following:

The physical and psychological barriers that stand between your shoppers ancd
your merchandise. It's the force that keeps your customer from opening your door
and coming in over the threshold.

Figme 7-1

The Mayflower General Stone ia Cape
Cod b5 the benefactor of crozswalk
striping that orients pedestrians
directly bo its storefige] in Chagham,
Minisachusetts. Roden L Gibhs
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Success{ully designed enclosed shopping centers offer pleasant environments
that both minimize shoppers’ distractions and maximize their attention to the store-
fronts and merchandise.

Urban environments are, by definition, congested, noisy, and filled with dis-
tractions. The commingling of these elements, however, produces unigue city cen-
ters that are rarely duplicated {rom scratch, They help give authenticity to the city
and should be respected. Taken too far, modern retall planning practices can result
in turming 4 cily intooa lifeless shopping center. In fact, this was often done with
greal fanfare, and later failure, in hundreds of cities during the 19605 and 1970s
when streets were turned into pedestrian malls. In some cases, entire downlowns
were lorn down, forcing their businesses to relocate to new suburban shopping
malls outside thelr city imits. Arington, Texas, for example, replaced its historical
commercial downtown with a city hall and library and moved most of ils retailers to
a new suburban mall in the 1970s.

‘The architectural character and tradittonal urbanism of a historic city should
be trealed as assets and thus as beneficial to the planning process. Combined with
proven relailing principles, they can create a sustainable urban shopping district,
one capable of providing the goods and services needed and preferred by residents
and tourists alike.

7.2 Shopping and Weather

Even the best planned and managed shopping destinations are subject io weather
conditions. Rain and extreme weather conditions directly inflluence the discretional
shopping visil. An unusually warm fall or holiday season allows shoppers to post-
pone purchases of winter clothing and gifts. Most shoppers do not need Lo shop,
and spending trends are inflluenced by weather as much as by any other single
factor. In fact, same-store sales metnes include weather conditions as part of the
database,

Shopping centers and downtowns can be planned to minimize the negative
effects of severe weather and climate. Covered walks, well-designed streetscapes,
sireet trees, and well-maintained walking surfaces and parking lots are essential.
In colder climates, walks, dnves, and parking lots should be kept free of ice and
snow. In warmer climaies, shade trees and waler mist coolers can compensate for
the heat. Every detail of the shopper’s experience should be planned, including
climate-controlled stairwells and elevalors in parking decks, lighting, and walks
planned to maximize the preferred subclimate.

It should not be assumed that local residents will avoid outside shopping dur-
ing extreme conditions, as they tend to be [airly well acclimated to the region. Also,
tourists often find relatively unseasonable cooler temperatures in the South accept-
able compared to the temperatures al home. The author olten notes midwestern
families enjoving oulside dining in Florida when locals consider it too cold. Cel-
ebrating the weather with festivals and seasonal decorations can make the most of
a potential negative, The Winter Cities Institute offers numerous proven technigues
and programs for cold-climate regions,
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7.3 The Public Realm

The urban public realm constitutes the noncommercial parts of a historic center
or commercial shopping center—its sidewalks, streets, plazas, and parking area.
These public spaces are defined by the surrounding storefronts and buildings
and can have a tremendous influence on commerce (Figure 7-2). Shopping center
developers and urban designers have very different opimions regarding the plan-
ning and design of the public realm. Some developers and many urban designers
believe that well-detailed public spaces will attract large numbers of shoppers whao
will remain for extended periods because of the center’s sheer beauly (Figure 7-3)
A lew developers build simple public spaces with qualily materials while focusing
most of thelr resources on the storeflront designs and visual merchandising displays.
Although up-to-date, well-designed, and maintained public spaces are essen-
tial to sustainable shopping areas, their contributions to retail sales are generally
overrated. In reality, excessively detailed sirectscapes, pavers, furnishings, banners,
and lighting often distract the shopper's focus from storefronts and their window
displays. It takes approximately eight seconds for the average shopper to walk past
a 20-foot-wide storefront. This is known in the industry as the "eight-second rule.”
If the store's entry is centered, the shopper will reach it in four seconds and, ence
past it, will rarely backirack lo shop. This leaves only one to lwo seconds for an ar-
resting storefront display to motivate the pedestrian to enter the store. Overly busy
or fussy designs for walkway paving and {urnishings can distract the pedesirian’s
altention [rom the store window, resulting in a missed opportunity for a visit and

Figure 72

A well-designed and maistained pubilie
realm atiracts shoppers and reindorces
the quality of its goods aad services.
Shirmn 3t Andiews Square, Edia-
burgh, Scotland. Rodert S Gibbs
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Figure 7-3

Resten Town Center’s commercial

area i grouped arouss 3 gegional
civle sguare that includes bountalbes,
plazas, and & covered pavibion wted a4
a skating rink in the winter. Shoppers
are deawn fo s bewn Sguares, plazas,
and mall corter costs, Shown: Roston,
Wirginka, Gibivs Moo Ereup, M

a potential sale, A split second’s distraction can translate into thousands of dollars
in lost sales. Too often municipal governments and shopping center developers
squander their finite financial resources on the ground plane—sidewalks, curls,
and streets—and ignore the more commercially important vertical plane: the built
environment of storefront design, signage, and visual merchandising.

At the height of urban commerce in Amenca, from the late eighteenth to the
mid-nineteanth century, most central business districls were tattered and cluttered.
Street furnishings were rare or utilitarnan at best. Overhead wires, large commercial
signs, and congested streets were common in most cities until the mid-1960s. Today,
many upscale shopping districts, including Rodeo Drive in Beverly Hills, California,
and Worth Avenue in Palm Beach, Florida, have simple concrete sidewalks. How-
ever, these walks are well maintained, with daily cleaning and quick repairs,

7.4 Sidewalks

Sidewalks provide the first and last impression a shopper receives when visiting a
downlown or commercial center. Shoppers spend a considerable amount of their
time on sidewsalks, weaving in and out of stores, and while these walkways should
provide a comfortable and pleasant backdrop to the storefronts, they should not be
the focus of the shopping area.

First and foremost, sidewalks should not distract shoppers from viewing store-
front window displays. Nevertheless, their materials should be high in quality, their
colors carefully selected, and their palterns well designed. For most open-air shop-
ping districts, well-designed and detailed concretle is appropriate, Concrete is an
underappreciated materal: it can be saw-cul, textured, and colored into hundreds
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of creative patterns. Brick, cut stone, and precast pavers are also suitable, especially
when the material is the norm and is expeclted by the community. For example, clay
brick pavers with split granite curbs are common throughout New England, and

the use of poured concrele would likely diminish the percetved overall quality of

a downtown shopping distrct of lown cenler. Likewise, simple decorative tiles are
the norm throughout the Southeast, in which case simple concrete walks could be-
come a distraction. Hamlets, towns, and villages may have sidewalks and walkwavs
made of crushed limestone, concrete, or brick, and laid out in simple patterns. Well-
designed cut granile may be more appropriate in a major shopping district, such as
Mew York's Madison Avenue or Chicago’s Miracle Mile,

Sidewalks should be wide enough o allow pedestrians to pass one another
comfortably as well as to accommodate limited oulside displays and diming. {Addi-
tional dining can be located in shared plazas or temporary dining platfonms.) Walks
should be designed to a scale and mode of materials that reinforce the character of
their locations. A smalfl hamlet or village should have 5- to 8-foot-wide walks, often
with a grass strip between the walk and the curb. A small town or cily requires 8- Lo
16-font-wide sidewalks. The high levels of pedestrian traffic in major urban centers,
such as on Michigan Avenue in Chicago, require sidewalks 20 1o 25 [eet wide, Ex-
cipl in dense urban locations, widening sidewalks by removing on-streel parking
will adversely impact retail sales.

Whenever possible, town centers should be planned or retrofitted with side-
walks of dilferent widths to take advantage of the local climate. For example, urban
coenlers in hot climates should have wider walks along the shaded side of the street,
while those in colder climates should have wider sidewalks along the sunny side.
Climale-sensitive dimensioning of sidewalks makes more extensive shopping casi-
er and more oulside dining possible.

7.5 Site Furnishings

MNumerous other streetscape factors can discourage pedestrian shoppers from en-
tering stores. Teenagers loitering on a bench in front of a store can readily, and
sometimes uncomiortably, divert the pedesirian’s attention away [rom the window
display. Planters or merchandise placed along the sidewalk edge at the street can
direct the shopper far enough away from the storefront to reduce the likelinood of a
visit. Poorly designed window displays, dirty glass, uneven sidewalks, accumulated
snow or ice, litter, and excessively loud vehicles can all divert pedestrian attention
away from the store,

Urban stores must work especially hard to overcome these challenges (Figure
7-4). These retailers need sidewalk pedestrians to focus their attention on store win-
dow displays and interiors. Unfortunately, many well-intended urban streetscape
“improvements” make shopping more difficult, These include inappropriately sized
and appointed walks and plazas, unsuitable furnishings, and poorly selected and
placed trees, whose detrimental effects result inlower sales and unsustainable com-
mercial districts.

The shopping center industry is, by its nature, trendy. Retailers must convinoe
shoppers that fashion and other merchandise purchases are necessary 1o Keep

7.5 Site Furnishings
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Figuie 7-4

Mowedty site ari can enhante place-
making and creale an enjeyable
character for shopping dishiels
Shewn: The Devamtows al the Gadens,
Palm Beach Gardens, Floisda. Gitls
Praraing Groog, e

up-to-date or to enhance their quality of life. Shopping centers also must keep the
design and appointment of their slores, common aréas, and furnishings as contem-
porary as possible, While fashion houses can update styles constantly, shopping
districts require longer periods to update streetscape designs and furnishings. And
unioriunately, newly installed sireetscape fumishings and detailing will inevitably
become out-of-date. Even the most carefully designed and cralted bench will ap-
pear old-fashioned within ten vears. Shopping districts should install moderately
priced, gquality furnishings that can be replaced every eight to ten years. Installing
expensive yet durable streetscape furnishings may make sense to an urban de-
signer on 4 long-term hnaneial spreadsheet, but eventually, they will negatively
influence the public’s perception of a downtown or shopping center as a place to
purchase up-to-date fashions and furmishings.

7.6 Street Trees

For most of the late nineteenth and early twentieth centuries, American cities pros-
pered as their individual region's center of commerce withoul many street trees or
expensive streetscape furnishings. Rather, central business districts thrived as shop-
s transportation, large

ping destinations by having densely populated cores, mas
|-:'||p|1|-'_.'r||1'||.1 cenlers, on-sireet F]urk:l'u:_:. and numerous governmental and civie
institutions. During the 19605, Amernca’s larger cities began installing street trees
and furmishings in an effort to revitalize downtowns in the wake of their loss of sig-
nificant commerctal market share (o suburban shopping centers,
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Even though they are a relatively recent phenomenon in many cily canlars,
strect trees enhance a downtown's uniqueness and authenticity. A well-planned,
tree-lined urban street contributes to the shopper's perception that the downtown
stores offer quality goods and services not commonly found in shopping malls
(Figure 7-3). However, street trees alone cannot solve the problems and challenges
that commercial urban areas lace. Frequently, oo much emphasis has been placed
on planting sireet trees and installing decorative streetscape enhancements in an
effort to improve retall sales in historic downlowns.

Retatlers, shopping center developers, and planners have differing opinions
regarding the layoul and use of trees. Some shopping center developers even de-
sign by the “nine-inch rule”: any treeis acceptable in any location as long as it is
less than nine inches tall {a metaphor for no street trees of any type). In some cities,
planners have installed short shrub-like trees that block motorisis’ and pedestnans'
views of storefronts and signage but fail to provide uselul canopies (Figure 7-6). In
some newer and renovated urban centers, trees have either been organized aroumnc
an absiract -:_|:1:I ST ]q|||j<_||r|.!1:: seatlerod ._|.m_'urti|ﬂ|5'| Lo @ e -q_ll,:su.l:ill t||.|,_-|.:|:'\_|.'. In each
case, trees have been sited without regard for the visibility of signage, storelronts,
and civic buildings

To enhance the sustainability of an urban commercial center, streel lrees
should be carelully located to provide protection from extreme heat, reduce the
scale of the street, mitigate the height of tall buildings, and improve the overall
aesthetics of the shopping area. Shopping districts in cooler climates should plant
irews Lo maximize sun exposure, while those in warm climates should provide as
much shade as is practical. Rather than installing trees at regular intervals in a row,
which may inadvertently align with and thus block the view of building entrances,
streel trees should be planted near or on common property lines, clustered where

Figuee 7-5
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they can hide blank walls, or spaced to avoid blocking the view of retail entrances,
storefront windows, signage, important architectural features, and civic buildings.

A common planning mistake is to remove on=strecl parking so that sidewalks
can be widened o accommodate street trees and furnishings. The theory behind
this practice is that wide trea-lined sidewalks enhance a downtown's walkability,
thus increasing the number of pedestrian shoppers. While street trees are impor-
tant, planting trees at the expense of on-street parking is almost always detrimental
1o the commerce of retailers and restaurants. Every on-streel parking stall gener-
ates hundreds of thousands of retail dollars, which cannot be replaced by wide
sidewalks and street treas alone

7.7 Tree Impacts on Shopping

In general, street trees should not replace on-streel parking stalls. Numerous stud-
fes, however, have documented the benefils of tree canopies: they can effectively
humanize urban spaces by providing shade and a sense of scale, and with other
siregtscape enhancements, they can positively affect a shopper's mood and thus
increase retail sales (Figure 7-6).

Studies dating back to the 1970s have documented the effects of greenery and
other plant life on the “restorative experience,” a concept advanced through two
interpretations: Stress Reduction Theory (SRT) and Attention Restoration Theory
{ART). The former theory contends that environments containing natural ele-
ments reduce levels of “physiological arousal”™ (stress) in the brain; the latter con-
tends that the presence of vegetation in an environment 1s “unigquely capable” of

Figuee 7-6
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effortlessly capturing attention, which allows those elements of the brain used for
direct concentration to recuperate. This mitigates what is known as “directed atten-
tion fatigue® (DAF), or simply the depletion of the ability to focus on a directed task.

These findings have ramifications for urban retail areas. It has been proven
that shopping, as a goal-oriented activity constrained by many external factors,
can induce a siressed state in the consumer. Research has also documented a
positive correlation between a shopper's "mood state® and his or her willingness
to buy; further, the mood state of retail employees correlates with job perfor-
mance. The vast array of merchandising techniques retailers employ, when &g-
gregated across the urban or mall setting, can resull in DAF, a form of “informa-
tion overload® that affects the consumer. It has likewise been proven that DAF
results in decreased consumer confidence because of poor or rushed purchasing
decizions—which may translate into dizsatisfaction with a specific slore or the
overall retail area.

Kathleen Walf, a research social scientist at the University of Washington,® has
completed several unique studies over the past decade concerning the effects of
consumer responses on “forested retail seltings,” otherwise referred o as “Baso-
philic Store Design® (BSD).Y A 2010 article published in the journal Urban Forestry
& Urban Greening* provides an overview of these studies and includes an extensive
literature review of previous findings that document the restorative effects of green-
ery in human-made environments (though not specifically retail environments). The
article was summarized in Landscape Architeciure,® which reported the principal
linding: that the benefits of integrating BSD with commercial development out-
weigh the costs ®

Wolf's studies explored the interaction between natural elements in retail en-
vironments through extensive consumer surveys conducted at a range of retail set-
tings across the United States. Notable findings include the following:

& Image preference ratings of different retail settings increased directly with
the inclusion of natural elements in those settings. Depictions of high-quality
setlings, once greenery was removed, received scores comparable to those
recorded for low-quality physical settings lacking vegetation.

o Simple inclusion of trees in depictions of retail settings provided a statisti-
cally significant increase in perceptions of maintenance and retailer quality
when no other visual elements in the depictions were altered.

o Retail settings containing trees elicited more positive behavioral expecta-
tions on the part of respondents: they were willing to travel greater distances
to those districts, willing to spend more time there, and willing to visit them
more frequently.

¢ Trees correlated with a greater mean-price acceptance on the part of respon-
dents: they provided an amenity margin of 9 to 12 percent.

7.8 Tree Selection

Indigenous and historically based trees of the region should be specified for urban
shopping districts. For example, chestnuts {(Aesculus), linden (Tilia), maples (Acer),
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and caks (Quercus) should be prescribed for the Midwest and New England,
whereas live oaks (rather than most palm species) are better suited for much of the
Southeast. The elm trees (Ulmus) that once graced many northemn Amernican cities
with their gothic-like branching have been lost to blight, but new disease-resistant
species are now available and should be used where appropriate.

Many municipalities have resorted to specifying overused and exolic {ree
species to reduce maintenance, such as the honey locust (Gleditsia) with its small
compound leaves. However, this lecust lree has a meandernng branching struc-
ture that lacks the character and beauly of hardwoods, such as maples and caks.
Shiort, bushy ermamental trees, such as crape myrtle (Logersiroemia), crab apple
(Malus), and pear (Pyvrus] trees, do not provide the appropriate scale or shade
for urban streets. In addition, these flowering trees can block sight lines to store-
fronts, window displays, and signage, hindering commerce. Recently, some urban
foresters have been promoting exireme tree planting zones that, while ideal for
the tree, are too restrictive for commerce and reasonable urban habitation by
humans.

Recommendalions

& Site and select trees to alleviate extreme climate conditions.
Select tree species that are indigenous and histoncally appropriate for the
redgion.
Avoid short, bushy ornamental trees that block storefronts, window displays,
and signage.
Select tree lecations that respect storefronts, signage, and important architec-
tural features.

L]

« Maintain or expand on-street parking stalls when installing new street trec
plantings.

e Consult a qualified landscape architect or urban forester for streetscape plan-
ning and design services.

7.9 Street Lighting

Modern retailers and shopping cenler developers strive to ereale a compel-
ling shopping experience by carefully calculating lighting levels to enhance
the appearance of both their merchandise and visiting shoppers (Figure 7-7).
With good lighting. not only do people look belter, but the store itsell and its
merchandise look cleaner, {resher. and of higher quality. This phenomenon
works so well that some off-price retailers went so {ar as to install poor lighting
to ensure that their merchandise looked less expensive, This tactic eventually
proved counterproductive. Most discount retailers have now upgraded their
lighting fixtures and installed skylights to give their merchandise the impression
of higher quality.

Although tailored, higher-qualily lighting can be expensive, most retail-
ers and restaurants realize that lighting can generate signilicantly higher sales,
vielding a considerable return on the initial investment. Custom-designed
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Figuae 7-T
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combinations of halogen and low-energy light-emitting diode (LED) light sources
can improve the entire shopping area’s performance without creating glare or
light pollution. In urban centers, light levels should be balanced between com-
mercial and residential needs. If additional retail lighting is installed, it should be
designed to have little or no negative effect (f.e., light pollution) on neighboring
residences.,

Many cities and older shopping centers have older high-pressure sodinm fix-
tures that produce a bluish-green cast that washes oul skin tones, gqiving people a
ghosi-like appearance. Such off-color skin tones tend to discourage dining or shop-
ping and thus curtail mest people's trips to the district.

Recently, many shopping centers have begun to coordinate electrical circuit
boards so that all storefront windows remain lit until 1 1:00 poan Well-lit windows not
anly highlight window displays, they also create a warm glow along the sideswalk
thal encourages window shopping and enlivens the streel. Small incandescent tree
lights also create a warm streetscape, but they should be reserved for special events
and holidays rather than lit year round (Figure #-8),

Recommendations

¢ Encourage store owners to leave display window lighting on until 11:00 e,
on weekdays and during the day and evening on weekends.,

o Measure existing light levels throughout the shopping area and, if necessary,
increase lighting (o levels meeting or exceeding retail industry standards for
urban centers,

o Replace existing street lighting with color-corrected light sources that com-
plement skin tones and enhance the public realm.
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7.10 Outside Dining

Cafes and restaurants can extend downlown activilies inte the evenings and week-
ends. Permitting oulside dining along sidewalks enlivens a shopping district's
streets and can also help increase retail sales {Figure 7-9). Tables and chairs should
be allowed on the sidewalk, provided that a 5- to G-loot-wide clearance for a walk-
g lane is maintained. Many older towns have narrow walks that cannot comfort-
ably accommodate tables

Cuiside dining areas can be expanded by allowing restaurants to build tempo-
rary dining platforms on curbside parking spots. These platforms Lypically measure
18 by 7 leet and can hold four to eight small calé tables. Such platform seating in-
creases restaurant revenue and enhances a downtown's walkability by increasing
the number of people and activities in the public realm. The parking stalls can be
leased to the restaurant at regular parking meter rates. A ten=hour daily meter at
51.00 per hour would cost a restaurant only 5720 {or a twelve-week season. How-
ever, cities should be cautioned against renling too many parking stalls for outside
dining, since each cocupied space deducts [rom valuable on-streel parking, poten-
tially weakening retail sales.

7.11 Plazas, Squares, Greens, and Courts

The central plaza or square not only provides a pleasanl amenily lor a city or
town center, it also facilitates the movement of shoppers around the center, mak-
ing it easier lor them to extend their visil and poientially spend more money
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Figure T-3
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iFigure 7-12). Shopping malls have always included centralized main courts, Such
a court is designed to pull pedestrian shoppers [rom the outer edge of the mall to
its middle. Often looded with natural light, the court includes a special “must see”
waler leature or activity that makes the 300- to 400-foot walk worthwhile. Once a
pedestrian reaches the center court, a second deparment store and other high-vaol-
ume impulse-purchase-oriented retailers are within plain sight. Since the shopper
is already haliway to the second departmeant store, it i easy for him or her to walk
1o these other stores for “just a quick look." Surrounding the main court are “musi
have” retailer categories, such as coffee, cosmetics, jewelry, and shoes, which ben-
efit from high shopper traffic.

similar to a central court in a mall, an urban plaza or town S(quare Serves as
both a public amenity and an important financial center in a central commercial
district. A town sguare can atiract pedestrians from a considerable distance. Once
there, these pedestrians can shop in its surrounding stores and then filter out
along connecting commercial sireets. Many early town centers, such as the Mar-
ket Square in Lake Forest, [llingis, lined shops around a square (Figure 7-11). The
sgquare also provides an open area that allows pedestrians (o see all encircling re-
tailers from a single vantage point.

Squares and plazas are often overly designed and filled with unnecessary fur-
nishings and landscaping. The most effective squares lend to be the simplest in
design: walkways and a lawn surrounded by canopy trees are all that is NECessATy
{Figure 7-12); The trees help to enclose the space and mitigate the height of sur-
rounding buildings, thus reducing the scale of the open area, while the lawn offers
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Flgure 7-12
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an area for multipurpose activittes and relatively clear views of the surrounding
storefronts,

Squares and plazas are most effective when they are sized in proportion to their
urban setting. In small town centers, plazas 60 to 80 feel wide by 120 to 160 {eet, or
4 one- lo three-part width-to-length ratio, are common in some of the mMost SUccess-
ful urban shopping areas.

7.12 Way-Finding Signage

Getling visitors into and around the center of downtown with minimal confusion
and duress is essential to creating a competitive shopping area, It reguires three
levels of way-finding signage. First, the shopping area needs to be identified from
the surrounding highway or major roadway. These signs should include the name
of the downtown area, such as “Shopping District” or “Historic Downlown,” and
indicate ils direction with a simple arrow. The second signage system should direct
visiting motorists to parking, preferably after they have driven past a small section
of retailers. All garages and surface lots should be well marked as “Public Parking
with standardized signage [(Figure 7-13}.

Onee the visitor is on foot, smaller pedestrian-scaled signs with the label or in-
dication that “You are here” should be located near parking areas and throughout
the commercial center, Such signs should map the exisling layout of the downtown

7.12 Way-Finding Signage
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or center and match its onentation. By listing and locating key retalers and restau-
rants with easv-to-read graphics, these signs can have a major influence on down-
town commerce. They will, however, require considerable maintenance to keap
the ever-changing list of retafllers up-ie-date and to repair any vandalism. The im-
portance of keeping these local signs current and clean cannot be overemphasized.
They often form the first and potentially mest long-lasting impression a visitor has
of a specific downtown or shopping district.

Pedestrian-oriented signs should have a horizontal formal. Studies have shown
that the average person can much more readily comprehend horizontal signs than
vertical wall-mounted signs.
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Parking

8.1 Parking Demand

Parking is one of the most critical issues facing any retailer or shopping district today (Fig-
ure &-1). Unlike work, school, or obligatory tasks, most shopping trips are elective activities
People do not have to shop and will often avoid downtown commercial districts or suburban
shopping centers il parking is difficult to find or challenging. If parking is not readily avail-
able, polential customers will simply continue on their way, often to alternative shopping
areas. If a streel space or surface parking is available, even for a small fee, these customers
will likely stop and shop,

Easy-to-use, clean, well-lit parking is essential to the sustainability of shopping districts
and their individual stores. It should be logically organized, hassle-free, and nonthreatening
to the consumer. Monetheless, parking should not dominate the site plan for town centers or
shopping centers. Mew town centers should be planned with storefronts lining pedestrian-
oriented streets that have convenient on-streetl parking. Whenever possible, new shopping

Figuee 8-1
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centers should be modeled on walkable, urban environments where retail slores
are buill near the sidewalk edge and parking is within an easy walk.

Parking—size, design, and layout—needs 1o be functionally appropriate to the
retailers and the tvpe of shopping center that il serves, There is a correlation be-
tween Lthe time it lakes for consumers to find a place o park and then walk Lo stores
or restaurants and the amount of time they are willing to spend shopping or dining.
If the search for parking takes longer than the actual store visil, consumers will
consider parking inconvenient or too difficult. This is particularly true for the short
shopping trip lo a convenience store or a neighborhood retailer, such as a collee
shop, cleaner, florist, or carmy-oul restaurant.

Shoppers have a peculiar relationship o their parking spaces. They form hals-
its, and most shoppers will seek the same aisle or stall they used on their first visit
for all subsequent shopmng trips. If they can see the entrance to the store or shop-
ping center from their parking spot. people will consider that parking space as
being convenient and close—though it may be hundreds of feet away. In standard
suburban shopping centers, for example, the closest general parking stall is usually
100 feet irom the entrance or the nearest store, which is equivalent to walking al-
most one-third of a typical city block.

In contrast, these same shoppers will demand parking directly in front of the
destination store in a small town or convenience center, Their reluctance to park
in remole lots diminishes when a shopping distnict reaches a crilical mass of over
250,000 square (eet ol general-merchandise business, the minimum size for accom-
maodating a broad range of desirable retailers. Lifestyle and regional centers, as
well as large towns and cities, have the variety and breadth of retail actvity to re-
guire both convenient en-streel parking and more remole parking lacilities,

In all cases, when the favored parking aisle becomes unavailable or when the
view of the storefront becomes blocked, many shoppers will conclude that parking
has become problemaltic and, at best, inconvenient. As a result, many of these shop-
pers will ignore the next impulse to visit that store or shepping area and explore
alternatives. Such behavior may not seem fair or even logical, bul it is practiced by
most consumers—a reality that must be addressed in the planning and design of
any commercial center.

8.2 Historical Information on Parking Ratios
and Indices

In 1949, the ICSC first defined the metric of “parking ratic™" as the relationship be-
tween spoce allotted for the parking and the space occupied by the building.? Building
space in this metric was determined in lerms of gross floor area; building use was con-
sidered for planning purpeses only. The parking ratio was calculated as a simple ratio,
with a standard assumpiion given for the amount of space eccupied by each car.
Instially called a parking index, the measure referred to today as a “parking ra-
tio” is defined as the number of parking spaces mode available per 1,000 square feet
of gross leasoble area (GLA)® Prior to 1954, this was computed as “the total area de-
voled 1o parking [compared with| the net retail area of the stores.”* See Table 8-1.
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Table 8-1

Year

Standard

Notes

1945 10 cars/1,000 sf GLA* Equivalent to 3 3:1 parking ratio with
300 sficar assumed®
1960 B carsf1,000 sf GLA Said to be "ample provision” for regional
centers; 5 cars/l,000 sf GLA was the
low-and figure®
1965 5.5 carsf1,000 sf GLA Recommended standard for all shopping
centers?
1977 5 cars/1,000 sf GLA; Study did not immediately change the
4 cars/1,000 sf GLA with off-site UL standard of 5.5 cars/1,000 sf GLA
employee parking during peak sales
days®
1982 S carsf1,000 sf for GLA >600,000 sf At a GLA =1.2 millign sf, the ratio drops
4.5 cars/1,000 =t for 400,000- below 5 cars/1,000 si. At the time,
600,000sf GLAS; too few centers of this size exsted to
4 cars/1,000 sf GLA for 25,000- accurately quantify a precise figure®
400,000 sf GLA
1998 4.5 cars/1,000 sf for GLA >600.000 Figures are for centers with less than

SF;

4,25 cars/1,000 sf for 400,000~
600,000 sf GLA"

4 ears/1,000 =f GLA for 25,000~
400,000 sf GLAY

20% of GLA devoted to restaurant,
entertainment, or cinema space. If these
uses conshitute =20% of GLA, shared
parking methodology 15 recommended
for computation.®

*Expressed as "net retail area”; equivalent to GLA

®lbid., p. 12.

SCommunily Builders® Handbook (Washington, DC: Urban Land Institute, 19600, p. 303.
Community Builders” Handbook (Washington, DC: Urban Land Institute, 1968), p. 342,
*Technical Bulletin 53, Pavking Requirements for Shapping Centers (Washington, DG: Urban Land
Institute, 1965,
'R, C. Gem, “Parking Demand at the Regionals, " Urban Land, May 1977,

Blean M, Keneipp, "Demand,” in The Dimensions of Parking (Washington, DC: Urban Land Institute
and Matiznal Parking Associalion, 1979), pp. 17=22.

Maverage of 4.5 cars; standard was a linear progression ranging from 4.0 1o 5.0 cars as GLA
increased from 400,000 to 600,000 sf,

‘Parking Requirements for Shopping Centers (Washington, DC: Urban Land Institute and
International Council of Shopping Centers, 1982), pp. 14-15.

werage of 4,25 cars: standard was a linear progression ranging from 4.0 1o 4.5 cars as GLA
increased from 400,000 to 600,000 sf.

k|n those cases where centers had 11-20% GLA devoted to entertainment, restaurant, and cinema
uses and the total center size ranged from 480,000 to 2.5 million sf GLA, recommended ratios
ranged from 4.53 cars’1.000 sf GLA to 4.8 cars/1,000 sf GLA.

B.2 Historical Information on Parking Ratios and Indices
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Accepled parking ratios for regional centers have declined from 10 cars per
1,000 sguare (eel of building area during the 19605 to 4.0 to 4.5 per 1,000 square
[eet today (see Table 8-1). Industry leaders acknowledge that the current parking
ratio s necessary only for the 20 most active shopping days of the year. Nonethe-
less, this nearly three-week period generaies most of the annual revenue for re-
gional centers and s considerad crucial to their economic sustainability. 1t is plau-
sible that as shopping centers continue 1o be developed in dense mixed-use areas,
the required parking ratios will further decline.

A 2006 University of Connecticut parking study® found that peak demand for
regional centers can be as low as 2.3 parking spaces per 1,000 square feet of oc-
cupied gross building area. However, the retail industry is presently implementing
parking ratios of 4010 4.5 as the minimum required for most shopping centers.

Corner Stores and Convenience Center Parking

Consumers have little patience when shopping at corner stores and convenience
centers: they have come to expect quick, hassle-{ree parking. Cormner stores and cone-
venienoce centers (unanchored shopping centers with less than 30,000 square leel of
building area each) provide shoppers with gquick and easy access to a limited selec-
tion of food, sundries, personal services, and banking in exchange for convenience.
Such stores oifer expediency in use, not high levels of service or low prices. If milk,
bread, or beer 15 needed al the last minube, the typical homemaker is willing to pay
more within a smaller range of choices when the store is closer to home and parking
is easier than at a full-service supermarket. Ironically, convenience centers are soms-
times inconvenient. To be successiul, convenlence shopping must live up to its name.

COMVEMNIENCE SHOPPING MUST BE CONVENIENT

Most comer stores and convemence centers must have free parking near their en-
trances unless they are localed in high-density, pedesinan-orented urban areas. The
parking can be on the street or in a small parking lot, so long as it is readily accessible
and cloge (o the store's entrance, If the location allows, such a business can have front
and back entrances, with a small parking lot in the rear and on-streel or [ronlage street
parking along the storefront. In the case of national chains that rely on consumers to
impulsively stop and shop, parking must bé visible from the adjacent highway or street.

In general, corner slores and convenience centers require 3.5 to 4.0 parking
spaces per 1,000 square feet of gross bullding area, including on-street parking.
Each parking stall must have a high turnover rate, often 8 to 10 vehicular changes
per hour. These busy surface parking lots require high levels of maintenance for
trash removal and cleaning. Because the parking required for a convenience center
is much smaller than for a shopping center, the parking lol can be designed Lo par-
allel the buillding lootprint. In some cases, the parking demand for corner stores and
convenience centers can be met with on-street stalls.

8.3 Neighborhood Center Parking

Incorporating 60,000 to 90,000 square fect of retail space anchored by a supenmar-
ket neighborhood centers generate frequent visits [rom shoppers residing within
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@ 1= to Z-mile trade-area radius in suburban areas. Although shoppers are willing
to walk farther in neighborhood centers than in convenience centers, in most cases
(and then in dense urban centers) Lhay still expect o see the ealrances Wo the cenler
and its retailers from the place where they parked. Supermarket shoppers simply
will not tolerate inconvenient parking (Figure 8-2),

Suparmarkets have high sales volumes but often generate slim profit marngins,
forcing their operations to focus on attracting and drawing in every potential cus-
tomer. The last thing a manager wanls is for the parking lot to appear full, compel-
ling potential shoppers to ferego stopping and seek an alternative location, which
could become a permanent switlch for future purchases. As a result, supermarkets
object to businesses that generate high volumes of parking [rom opening nearby,
These businesses could be anything from a restaurant or collee shop to a fitness
club or pharmacy. For mutual economic viability, planners should place these busi-
nesses as far away as possible from supermarkets. Although a grocery trip can
consume more than an hour of a shopper's time, most visits 1o a supermarket and
its nearby businesses will be short and purpose-driven, In contrast to shopping in a
downtown, lilestyle, or regional center, consumers frequenting neighborhood cen-

ters tend not to stroll casually between shops seeking to make an impulse purchase.

Planners neaed o be aware that the economics of neighborhood-center com-
merce requires the smaller inline retailers and restaurants (o generate enough sales
and dining revenue to subsidize the supermarket anchor. For ils economic survival,
the neighborhood center must be planned so that its building placement and park-
ing design ensure that the entrances Lo inline businesses are visible from both
the parking lot and the supermarket’s entrance and exit, The parking-lot surface
should be well it for safety and visibility, and be level, dry, and ice-free lor ease

Figure 8-2
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of shopping cart use. The heavy use of shopping cars also requines wider parking
stalls than in other types of retail centers.

Meighborhood centers should be planned to have parking ratios high enough
to handle peak pernods of use, which commonly occur on weekends. As a rule of
thumb, a 50,000-square-foot supermarket requires 250 1o 275 parking stalls within a
250-foot radivs of its entrance, or 4 parking ratio of 4.5 to 5.0 cars per 1,000 square
feet of gross building area (Figure 8-3). The balance of the neighborhood center's
retailers can often be developed with as few as 3.5 cars per 1,000 square feet of
gross building area. Together, this vields a blended ratio of 4.0 1o 4.5 cars per
1.000 square feet of total neighborhood center building area

In suburban locations, neighborhood centers with a supermarket, multiple sit-
down restaurants, and two to three high-volume tenants may require parking ratios
in excess of 5.0 cars per 1,000 square feet. High-volume restaurants [requently
require up to 10 cars per 1,000 square [eet of GLA. The supermarket and parking
101 should be visible from the busiest streel, and its aisles should be oriented to the
supermarkel’s entrance.

In planning for future growth, especially for businesses not yet established,
many developers prefer a parking ratio of 4.8 or higher to accommodate unforeseen
industry trends and to ensure long-term financial sustainability for the center. In
such rases of piecemeal growth, large underused parking fields can be avoided in
markets with mederate land values by installing landscaped areas as placeholders
for future parking and building development. Note that significantly lower parking
ratios are sustainable in many urban locations.

Parking decks can be adapted to multilevel neighborhood centers by install-
ing vertical circulation sysiems, such as sloped ramps or “cart-e-lators.” In these
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situations, the parking level with direct access (o the supermarket should be des-
ignated [or its shoppers, Like other retail garages, these garages must be well lit,
clean, airy, and high-ceilinged.

8.4 Community Center Parking

Sized between neighborhood and regional centers, community centers average
250,000 to 350,000 square feet in total gross building space. Community centers
include large-format anchors, such as home improvement and discount department
stores, along with 8 to 12 large junior-anchor retailers, each averaging 10,000 to
20,000 sequare feet in size and selling crafis, electronics, office supplies, pet sup-
plies, sporting goods, or groceries. Restaurants and smaller shops are usually lo-
cated as one-acre parcels in parking lots.

Tﬁﬂr_‘.ll consumers of these centers make purpose-driven trips to one or two
stores, often drving between them. For most suburban locations, large surlace
parking lots are necessary, with parking ratios ranging [rom 4.0 to 4.5 cars paer
1000 square feet of building area. Though these cenlers have a proven business
format, they often lack all sense of pedesirian comfort and any semblance of urban
form.

Developers and planners now have the opportunity to significantly improve the
economic sustainability and walkability of the standard community center. They
can do this by adopting new urbanist and smarl growth planning, as well as design
concepts for linking outparcel businesses with retailer-lined streets. Eecently, new
wnfill designs for community centers with adjacent parking decks have been built in
|1|.gh-den.-=illl.r urban areas. In some of these developments, large-[urmat retailers ane
stacked, allowing each one to have direct access to its designated level of parking.

8.5 Regional Center Parking

Averaging almost 1 million square feet of retail space, including several fashion de-
partment stores and a large varety of retailers and restaurants, regional centers at-
tract shoppers from a considerable distance, Once they armive, these shoppers tend
to visit numerous stores, each for an extended period of time.

Unlike shoppers making a quick purpose-driven visit (o a convenience, neigh-
borhood, or community center, shoppers in regional malls or major central business
districts park ence and walk throughout the center before returning to their cars. In
exchange for the greater variety of stores and merchandise these centers offer, con-
sumers are willing to park farther away from storefronts than they would in smaller
shopping or urban centers. On subsequent visits, they prefer to park in the same
aisle they used on their initial shopping trip, similar to the pattern of shopping in
other centers,

The layout and design of a regional center's parking lots and circulation roads
are given considerable attention, often involving debates reflecting the conflict-
ing interests of the developer and the anchor tenants. Shopping center developers
receive little or no rent revenue from most department stores, and thus aim to have

8.5 Regional Center Parking
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shoppers flow directly into the center's interior rather than through those anchor
stores, Canversely, department store owners demand thal parking placement aned
alignment be directed to the entrances of their stores. Given the importance of an-
chors to the overall productivity of a regional center, department stores” parking
requirements and other demands usually prevail.

In the past, two-level reqional centers struggled financially because shoppers
resisied climbing stairs or riding escalalors (o enter at the second floor. To solve this
problem, Taubman Centers introduced the graded parking 1ot in the carly 1970s so
that shoppers could enter at the second floor directly from their cars. Today, upper-
lewvel parking accounts for up to G0 percent of the surface parking in many of their
reqional centers. ™"

Suburban regional center parking fields are often laid out in a circular pattern
resembling a fried egg, where the center is the yolk. Similar to other centers, all
parking aisles should lie perpendicular to the center's entrances. Large parking
fields should be broken into smaller parking areas separated by landscaped islands.
Where entry roads meet the center's outer ring road, “T" intersections are {ormed
with islands, called “canpes” because of their shape. The landscaped canoes dinect
traffic around parking isles to improve salety and vehicular flow.

8.6 Lifestyle Center Parking

Lifestyle centers combine convenience and ample merchandise selection in open-
air semiurban settings, Shoppers have the option of making a quick purchase or
slaying lor longer periods to shop or dine.

A relatively new shopping center type, this center has succeeded in offer-
ing busy, time-pressed consumers the opporiunity 1o purchase preferred national
brands—soft goods and home fumishings—without having to wend their way
through an entire shopping center or enclosed mall. Rather, they can run in and out
of a targeted store in minutes, often on their way home from work or other activi-
ties. Lifestyle centers can accommeodate these purpose-driven trips to a specific re-
tailer by having an urban street pattern where buildings line streets with on-sireet
parking. Such a lavout offers the convenience of purchasing department store mer-
chandise in smaller, easily accessible storefront shops.,

Early lifestyle centers did not have department stores and were a fraction of
the size of regional centers. Nonetheless, with 20 1o 40 popular retailers and restau-
rants occupying 150,004 to 250,000 square feet of building space, these centers had
and continue to have the critical mass of retallers necessary Lo serve as destination
shopping districts. Modermn lifestyle centers incorporate several department stores
and a specialty grocery or supermarket to establish the essential retail critical mass
and consequent shopper traffic.

Lifestyle centers are urban in form, with retail buildings grouped on blocks
that face streets. Unlike conventional strip centers, they do not have large parking
fislds. Rather, most of the convenient storefront parking can be accommodated on
streets (preferably metered), while the larger lots or decks can be hidden behind
retailers. Some lifestyle center businesses, such as grocery stores, junior anchors,
and. if included. depariment stores, may require large parking liclds in front. If the
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site allows, these businesses can be pulled off te the side and oriented to the busiest
strool.

Off-street parking lots and decks are necessary for long-term shoppers and
employees, The economics of most lifestyle centers require surface lots rather than
decks unless 50 percent or more of the total commercial space is for prolessional
offices, which can share zsome of the parking.

Saving the consumers time is the key to the success of lifestyle centers, They
require both convenient storefront parking and remote off-street surflace lois or
decks. For these centers to compete with large regional cenlters, 10 percent or more
of their visitors—the short-term shoppers—must be able to find parking near or
directly in front of their destinations. Long-term visitors will likely park once ancd
cross-shop the entire center. These consumers can easily spencd over two hours
shopping, dining, or watching movies, and usually take more time to park and
reach their first destination.

8.7 Village and Town Downtown Parking

Like the layout, location, and design of parking for shopping centers, sound park-
ing strateqgies for a historic downtown depend upon its business mix. Retail shop-
ping in hamlets, villages, and many small towns is often limited to neighborhood
gomds and services, such as hardware stores, small groceries, personal services, and
specialty retailers. In most cases, these small to medium-sized businesses rely on
purpose-driven shoppers and do not serve as general-shopping destinations. The
lypical shopper may drop by the hair salon, pick up flowers, stop at the bank, or call
on the doctor without making any other visits (Figures 8-4 and 8-3).

Figure -4

Coastal towns (requsatly develop
parking lots aleng their waberinonl and
orient theeir storefnonts ba the higmay.
Showm Damarisceta, Maine. Srirbs
Flanning Gredp, Ing,
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Figure 8.5
Damarizcotta, Maine's cammerciy
tares ling i4s main streed rather thas
0 Wabiiiond to take .'nI-ranIlg:zH_
vehicular irattic and 1o offsr B8 Wikiters
comvenience, Giits Planmmisg Snoap,
e

Village and small-town shoppers xpect 1o be able o Park within g short dis-
lance of their destination, if net in front of i1, In gencral, pa rking meters should
not be installed in hamlets, villa YES, OF lowns wilh lesgs than 30,000 square feet of
commercial space unless On-sireet parking is consistently unavailahle, On-strest
Parking near or on the same block—and Preferably on the same side—ag 5 slore or
restaurant is essential {o tha BCOnomic Sustainability of that establishmeny, Exclud-
Ing major lourist-arientoegd regions, few small villages and lowns have the critjey)
mass of businesses Necessary for 4 visilor to spend more thap an hour sh Cpping or
dining. In these Instances, downtown Parking requirements are similar te those for
tonvenience centers

For most People visiting a small lown, parking in Femole off-street joig or decks
Tequires 1o much time and effort if the visit s sh ort. Not only dops the visit seam
less than worthwhile, it also Creates a nogative Percepiion regarding the value of
the town's goods and Fervices. Remoie Parking arcas 4 necessary, however, for
long-term usars, such as retail store and office emploveas. These surface 1ots can
also serve ag land banks for future Parking decks or infill developmant

8.8 Large Town and City Parking

Large towns and Citles whose commercial centers offer tha vanety and critical massg
of retail stores ang entertainment Necessary to PeCupy al least one hour of & con-
sUmer's ime require both on=street and off-stroet Parking. To serve a5 a shopping
destination, 4 dewntown fommercial districy must generally exceed 100,000 square
feet of viable retail. restaurant, and office uses. Iy Contrast, a suburban shopping
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cenler requires at least ene ancher plus 150,000 square [eel of retail stores and res-
lauranis to become a viable shopping destination. Smaller downtowns withoul com-
petitive retail stores can become destination-shopping districts through effective
managemaent, such as groupimdg ]le.'.rp'l.llﬂ-l restaurants and niche retailers.

Shoppers using convenient on-street parking will generate the bulk of retail
sales lor large downtown centers, Given their greater vanety and breadth of shop-
ping, dining, and entertainment selections, downtown centers will also draw visi-
tors willing to take the time to use ofl-street parking lots and garages. In these cas-
es, parking fees should be relative Lo a stall's convenience. Prime on-streel spaces
should be metered and more expensive than outlying on-street stalls, off-street sur-
face lots, and parking garages. Il possible, surface lots should be free or nearly free
and garages entirely free during the first two hours of use. Though many shoppers
are willing to pay a nominal fee (51 to 32, for example) for the luxury of parking
near their destinations, more frugal shoppers and employees should be rewarded
for their extra walk.,

8.9 On-Street Parking

Cn-sireet parking is the preferred parking location for most shoppers and employ-
ees, When metered and properly managed, each space can have a lurnover of 18 to
22 cars per day, which is equivalent to three to five parking lot stalls (Figure 8-6),
Ideally, parallel parking spaces should line the primary streels serving down-
town commercial districts and shopping centers. Although more difficult to navi-
gate, parallel stalls are preferable to head-in parking, since they mask the front and

Figure 86
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rear of vehicles while providing a solid shield between sidewalk pedestrians and
vehicular traffic. Diagonal head-in parking should be located on loss active side
sireels.

Many drivers avoid parallel parking because it is too challenging. Monetheless,
the benefits of parallel-parked cars to pedestrians oulweigh any inconvenience to
motorists. As an alternative, traffic planners have started to promote back-in park-
ing stalls on urban streets, While these stalls are easy to negotiate when leaving the
shopping district, they are much more difficult (o enter than diagonal head-in stalls,
Flanners should concentrate on making it as easy as possible for shoppers to enter
and park in retall centers, not on the ease of leaving once purchases have been
made.

8.10 Parking Garages and Decks

Wiell-planned and well-managed garages are essential to the success of shopping
districts in large towns and cities. Their decks provide parking for long-term shop-
pers and, more importantly, for retail employees, office workers, and patrons of
major anchors, such as cinemas and restaurants, The decks also provide spaces for
valet parking services.

Parking decks for shopping disincts should be designed, constructed, and man-
aged to a higher level than office or residential garages since most shopping visits
are elective activities. Parking decks also represent a visitor's lirst and last impres-
sion of the shopping destination. A dirty, poorly lit, and confusing deck is nol only
threatening to shoppers, but also gives the impression that the goods and services
offered at the center are low in value, poor in quality, and dated. This is especially
true for downtown decks, which tend to be unsightly when compared to those in
shopping centers.

Parking decks in downtowns and shopping centers should have floor-to-ceiling
heighis of & to 12 feet, painted surfaces, color-carrected lighting, logical signage
and way-finding graphics, and office-quality finishes lor elevators and stairwells.
Although painted and finished surfaces require more maintenance than exposed
concrete and steel, they are essential to giving new customers a positive first im-
pression of the shopping destination (Figure 8-7),

Whenever possible, light wells should be designed to bring natural light into
the deck’s center and elevater areas. Motorists and pedestrians will be naturally
drawn to these well-lit areas, making navigating the deck more intuitive and less
confusing. In the evaning, these light wells should be artificially iluminated to lav-
els higher than those in surrounding deck areas.

To increase the sense of securitly, stairwells, elevator shalts, and all doors
should be well 1it and transparent or have ample clear glazing. Ticket booths
should be manned during all hours of operation. Fully automaled licketing ma-
chines can be confusing and may malfunction, frustrating shoppers and likely dis-
couraging them from returning (Figure 8-B).

Parking garages should be located adjacent to, or within a block of, the prime
shopping destination. Located in midblock, garages can provide casy access to both
primary stores and nearby restaurants. Ideally, the garage should be located so
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that motorists can enter with an easy right-hand turn. At the entrance, the garage
should have large, illuminated signage that is coordinated with the municipal way-
finding system.

Parking decks have level floors connected by vehicular ramps, either spiral or
straight, Parking ramps have sloped floors that provide both parking and vehieular
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Figure 8-8
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circulalion between lloors, In shopping districts, decks are preferable, because level
surfaces are easier lor shoppers to maneuver and o orient themselves.

Since shoppers tend to become attached to their inittal parking spot, replae-
ing surface lots with decks—no matter how well designed and planned—can be a
challenge. The author was surprised o discover this phenomenaon in the mid-1%90s
while conducting focus group interviews regarding Rodes Drive in Beverly Hills,
California. Beverly Hills has some of most well-designed and well-managed garag-
es in the world, with painted surfaces, excellent lighting, and coordinated graphics.
Some of the garages conld pass for hnished commercial inleriors. Nevertheless,
focus group members complained about the Rodeo Drive garages but were content
with nearby shopping centers’ garages.

Compared to the Rodeo Drive garages, the compeling centers' garages were
dark, confusing. and poorly maintained. Why did the focus group prefer these oldar
garages to the new ones in Beverly Hills? As it turned oul, when those shoppers
first visited the nearby center, they parked in ils garages and, as a CONSEqUence,
felt comiortable parking there on subsequent visits. They had become accustomed
lo using the surface lots the Rodeo Drive garages replaced. When compelled 1o use
the new garages, these focus group members felt cheated and inconvenienced, no
matter how nice the new city garages turned oul to be.

This author has discovered that numerous cities have inadveriently suppressed
market growth because their shopping districts either do not have encugh parking
garages or have none al all.

8.11 Parking Meters

Parking meters are a must for medium-sized to large towns, cities, and new town
centers. The old-fashioned coin-operated parking meter is underrated in impor-
tance and is crucial 1o the success of 4 commercial center (Figure 8-9). Meters are
familiar and easy 1o use, require little reading to understand, and tend to work in
even the most severe weather. Coins are easily carried in pockels or stored in cars
and can be exchanged for paper currency from sympathetic business owners and
fellow shoppers. Modern meters have new technologies lor accepling credit cards,
prepaid cards, and wireless payments via cell phones, which are great attributes so
long as the meters continue to accept coins. Meters that show expired minutes and
allow for a grace period engender a sense of fairmess,

Time is the new luxury. Most shoppers in medium-sized and large downtowns
will gladly pay a reasonable fee lor convenient metered parking, However, more
frugal or long-term shoppers should be given an epportunity to park in more re-
mote spaces. ldeally, preferred on-street parking spaces should cost bwice as much
as remotely located stalls. If possible, outlying surface parking lots shouwld be very
inexpensive or al least free for the first two hours of use,

Parking meters are the only proven method of deterring business owners
and their employees from parking directly in front of their stores. Although oc-
cupying convenient customer parking is counterproductive and thus not rational,
store owners and employees simply cannot help themselves, There s no Known
practical parking management method to deter self-centerad employees or slore
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Figure 8.9

are boo complicated ler many mer
and contiibule ta 3 frustrating shop-
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owners [rom using their preferred spots. Employees have been known to go to great
lengths to protect their spaces, including coating their tires with chemicals to repel
the meter patroller's chalk.

The city of Birmingham, Michigan, is a proven example of the potential eco-
nomie stimulus that well-planned and managed parking decks can provide. Bir-
mingham has a population of only 19,000, but over 1 millicn square feet of retail
and restaurant space and 1.5 million square feet of office space, the result of having
five parking decks dispersed along the edges of its central business district. The
city offers free parking lor the first two hours in all of its five decks, On-street park-
ing is metered, expensive, and well policed. As a result, shoppers can almost al-
ways park near a destination if they are willing to pay [or the convenience.

Recently, many downtowns have been replacing individual parking meters
with clustered parking pay stations. These stations are reported to offer shoppers
greater convenience because they can be programmed to accept credil cards and
paper currency. City managers and urban designers prefer clustered meters be-
cause they eliminate the clutter of multiple meters, shortening the time needed for
collections and enforcement.

Unfortunately, clustered parking meters are nearly impossible for some shop-
pers to use, Even well-designed pay stations require multiple steps and careful
reading of detailed instructions. Elderly, visually impaired, or non-English-reading
users may find the machines difficull to use, These machines also lengthen the dua-
ration of the parking evenl considerably: users must find their stall numbers, locate
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the pay station, and walk from their cars and then deal with the machine. In some
cases, a pay receipt must be placed inside the vehicle, requiring users to returm to
their cars. If the station is located in the opposite direction lrom the desired rotail
store, the shopper may have to walk a considerable distance out of his or her way to
pay lor parking.

Although the time and distances required to pay at a remole station may be
only minutes, the whole experience can be frustrating te many shoppers, exag-
gerating their perception of difficult-to-use or inconvenient parking in that dewn-
lown or shopping center. Il cannot be overemphasized that time is the new luxury,
and asking shoppers to pay for inconvenient parking is counterproductive and
shortsighted, Municipal authorities would be wise to safely store the displaced old-
fashioned coin melers for fulure use. Recently, Birmingham, Michigan, removed a
test group of cluster parking meters because of frequent malfunctions and shopper
complaints.
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Store Planning and Visual
Merchandising

9.1 Storefront Design Theory

Successful shopping center developers retain firm control over all aspects of the program-
ming, design, construction, and cperation of the commercial center. Coordinating a variety
of building functions and tenants is neceszary o achieve innovative place-making as wall
as oplimum financial performance. Allowing individual businesses Lo operate in a laissez-
faire fashion will significantly harm the overall performance of the center, This is not to say,
howewver, that an urban-focused commercial center should (unction as a mall, containing
only national retailers and overly flashy displays.

Each commercial building in a new retail center should be designed and constructed
to meet a predetermined standard—a baseline that preserves a degree of predictability in
architectural form and development. Newly constructed buildings should have individual
appearances while employing common architectural elements.

To ensure compliance with general design and construction standards, the mas-
ter developer should prepare an architectural “pattern book” for individual retailers
to consult and follow, (However, the individual storefronts should be the focal point of
the entire center, rather than the building as a whole, the streetscape, or other site ele-
ments. The storefronts form the shopper's first impression of the business and should
reinforce the merchant's unigque goods and services (see Figure 9-1). As retailers move,
new storefronts should be designed and implemented to reflect that store. Even long-
term retailers should upgrade their storefronts at least every 6 to 8§ years. The importance
of the storefront for the overall performance of each business and the center as a whole
cannot be overemphasized.

Freguently, mixed-use buildings are designed with uniform elevations from the ground
floor through all of the upper levels, Such a single-plane fagade treatment causes the upper
levels to dominate the building’s appearance while minimizing the presencae of ground-
floor retail stores. For example, a mixed-use glass curtain-wall tower will be perceived as
salely an office building without first-floor retail stores, Ground-level rétailers also get lost
in all-brick mid-rise residential buildings. Sign bands above the first floor are an essential
remedy to this problem. They provide a horizontal architectural element that separates
a building's upper floors from its ground floor (see Figure 9-2). The sign band helps stop
the pedestrian’s eye from surveying the entire building's elevation, allowing more time for
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Figure 9-1

Stadadront dosign shesld reinfpice
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him or her to focus on the storefront ang Itz displayed mercha ndise, Accentuating
the band with contrasting colors will make the slgnage more pronounced.

The sign band also SEIVEs an important [y nelion during a building's lifa cycle,
The band provides physical delineation of the levels of the building, Above the
band, the upper-flogr elevations generally remain unchanged, while below, the
storefront elevations are continually upgraded daccording (o retailing trends and as
drchitectural styles evolve.

Figuve 9.2
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9.2 Signage

Mothing contributes o strong retail sales and an attraclive downtown as much as
well-designed and properly scaled signage. Good commercial signage can reinforoe
the unique pature of a shopping district and generate the impression that its busi-
nesses ofler true value as well as gquality goods and services. Achieving effective
commercial signage requires not anly well-written codes and building standards,
but alse a regulator who is talented or a design review board whose members
recognize when to grant vanances for unique business ciccumstances or building
conditions {Figure 9-3), Sign ordinances that are too restrictive limit creativity and
have, al tmes, resulted in the “mallification” of a historic downtown (Figure 9-4),

Individually designed signs indicate that a shopping district offers a diversity of
stores and breadth of merchandise, A common mistake of many shopping centers is
to recjuire all their businesses to use the same background color on signage.

While this practice creates visual continuity, it also produces a shopping atmo-
sphere that eliminates the sense that unigque items and a wide variety of merchandise
are available. This is not to say that any design and color for signs should be allowed.
Too much diversity in signs, including oversized signs, lowers the expectation that a
commercial area offers gquality goods and services, and replaces it with the assump-
lion of low prices. Urban shopping districts are perceived (unfairly) by shoppers to be
more éxpensive and Lo have less selection than subiirban shopping centers,

As a rnule of thumb, each business located in a pedestrian-oriented urban set-
ting should be limited to 1 square foot of signage for each linear foot of storefront,
For example, a 20-foot-wide store would be allowed 20 square feel of signage. The
maximum height for letters should be 8 to 10 inches. Commercial signage along
major roead corndors should be double the area of signage in pedestrian-oriented
urban areas, which is 2 square feet of sign area for each linear foot of storefront.

A sign's materials and detatls are also important. Internally illuminated box signs
are inappropriate for most urban shopping districts and commercial road corridors
and should be prohibited. The Hght from the box sign can produce glare that causes

Figuie 9.3

Semall propecteng signg cam effectively anract aitentson to small retailer,
especially in walkable shopping districts, The signs should genevally be
limaibedd ba + square feet or l@ss and shoubd be hand-craBted o aristically
designad. Seberr /. Galis
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Figure 9-4
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the eve to squint, reducing its aperture and thus narrowing its view of the siorefront.
In addition, box signs are bulky and difficult to integrate inlo most building eleva-
tions, and often have a tacked-on appearance both distracting and unsightly.

Individual solid letters pinned to the sign band or floating above, with halo-like
backlighting, give the impression that the retailer is upscale or sells merchandise
of better value. If pinned to the sign band, the text can be iluminated with exter-
nal light fixtures attached to the building, which minimizes glare. Except in rare
circumstances. signs painted directly on buildings shouwld not be permitted. These
signs lack visual depth and tend to fade or peel, crealing a future eyesore,

Signs should reflect the region as well as identify the business. For example,
painted wooden signs with gold leaf letlering are common throughout New
England but mav seem out of character in other parts of the country. Some his-
toric districts, such as Miami Beach's Art Deco District or Beal Street in Memphis,
Tennessee, have successfully adopted signage standards thal require specific pe-
ried design and materials, such as art deco or retro neon,

Projecting signs, or blade signs, give stores on urban streets the visibility neces-
sary for attracting pedestrian shoppers. A series of storefront projecting signs can ef-
fectively pull pedestrians along the sidewalk. These signs do not need to be large: 3
o 4 square feel of lotal area is more than adequate in most urban conditions.

The base of these signs should be at least 8 feetl above the sidewalk, and their
outer edge should project no more than 3 feet from the bullding fagade. The signs
should be located over their respective businesses and spaced a minimum of 15 feet
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apart to-avoid being associated with other businesses. Businesses located in alleys
and other remote areas should be permitted toinstall projecting signs on other buld-
s along busy walkways. To be elfective, these signs should include direetional ar-
rows, Businesses above sireet level should also be permitted to install projecting signs
on their exterior clevations. These upper-level signs should be limited to 2 square

feet in tolal area and spaced al least 15 [eet rom other projecting signs.

A variance should be provided for the excaptionally creative landmark sign,
such as a major piece of necn or 4 sculptural work of art that fails to comply with
existing sign ordinances. In general, such variances should be permilted for anchor
relailers or when a similar sign exists in the area. Size, color, materials, and ligghting
variances should be given for well-designed or historical landmark signs. Restrict-
ing landmark signs to one or twa per block can ereate an incentive for businesses
o invest in commissioning such signs without causing visual clutter. Most major
anchor retailers, such as cinemas, department stores, and supermarkels, require
monument signage along freeways or surrounding highways.

9.3 Awnings

Awnings do more than provide shade and shelter for pedestrians. They help define
the first-level storefront, reinforce its brand, and, most importantly, getl the business
noticed. The awning material can be designed from canvas, cloth, steel, or glass,
and should reflect the overall character of the business brand. Plastic, imternally
illuminated awnings cheapen shopping centers and cities and should not be per-
mitted. Cloth awnings should appear to be a natural fabric and should be limited
to two colors (Figure 9-5). Logos and large lettering change the awning into a sign

Figme 9.5
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and should be avoided. Generally, sign letters should be limited to 8 inches in
height, and only allowed along the front flap rather than on the top-sloped awning
surface. Shed-type awnings without side panels allow for air and light on the side-
walk and create the appearance of a lighter structure,

Awnings should be designed and located o complement the building's facade.
Thay should not cover columns or other architectural elements, Awnings should be no
more than 6 to B feet deep and have a pitch of no more than 25 degrees (3:12). Steeper
awnings hide too much of the building and become billboards that distract the shopper.

Although canvas or cloth-type awnings require regular cleaning and have a
relatively short (3- to 4-year) lifespan in most climates, they offer a handsome ac-
cessory for a well-designed storefront. Soiled and tattered awnings should be re-
placed as needed 1o maintain a fresh and well cared for appearance. Steel or glass
awnings are more expensive to install but can last indefinitely. They can also en-
hance a building and create a unique and interesting streetscapa

It is not recommended that every storefront have an awning. Such a sirestscape
becomes monotonous and can create a dreary sidewalk.

9.4 Visual Merchandising

Urban retailers and restaurants can inerease their sales by implementing proven
store-planning and merchandising practices (Figures 9-6 and 9-7). Shoppers per-
ceive, quite unfairly. that stores in urban shopping districls are more expensive and
have fewer selections than stores in suburban shopping centers. Many urban stores
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have attractive exteriors, arresting signage, and interesting merchandise bul fail to
appeal to today’s busy shoppers. Because of poor visual merchandising, shoppers
assume that these stores will not meet their retail needs and desires,

To increase customer traffic and improve sales revenues, downtown retailers
need to adopt proven visual merchandising practices, For example, most North
American shoppers turn right upon entering a store and'tend to walk counterclock-
wise around the store. To take advantage of this circulation patlern, prime mer=
chandise should be displayed on tables arrayed down the middle of the store.

Muodern shoppers want quality goods and services as well as value, Poorly or-
ganized, unclean, and difficult-to-navigate stores will give shoppers the impression
of poor goods, bad service, and poor value.

Below is a summary of generally accepted modern visual merchandising prin-
ciples:

o Window displays should be simple and easy to understand within a few
seconds; do not attempt to load the display area with a sample of the store’s
entire stock.

o Creale a “front-and-center® display table or fixture that is visible from the
sidewalk and promotes holiday and seasonal goods; many national retailers
generate 15 percent of their daily sales from this type of display.

o Change window dizplays weekly; borrow display props {rom other business-
s [antiques, bicycles, barbeques, wheelbarrows, ete.).

Figere 9-7

Well-siranged, tastelul windows can
resnlorce Ehe 3lode’s qualty and lead
o Empulte shopping visits, Gibks
Planmiag Growp, lee.
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@ Keep the back of the display window open to allow most of the store's inte-
rior ta be visible from the sidewalk,

Keep the front-entry decompression zone open to allow shoppers Lo enter the
store without fecling crowded or overwhelmed.

= Allow for movement toward the outer walls of the store; avoid dead-encd cul-
de-sac-type aisles; shoppers generally do not want to walk past the same
merchandise twice.

Locate the point of purchase in the middie of the store, preferably on the
right-hand side.

¢ Locate larger merchandise on the back wall; paint the wall surface dark and
brightly illuminaie the merchandise.

Oiffer sales and promotions for a select few items year-round; keep in-season
and prime goods on a limited sale of 10 to 20 percent, which will reinforce
the value of the store.

Avoid handmade and taped signage; place signs in frames and utilize pub-
lished advertisemenis for featured marchandise and services,

& Promobe leading brands and list the nameplates in the store window and
throughout the store.

Promote the store owner: tell the owner's story with framed signs and explain
why the owner and the store's offerings are unigque.

* Broadcast aromas and music both inside and outside the store that reinforce
the brand and the theme.

Offer educational sessions to explain the store's special qoods and services;
many shoppers are seeking to continue their education and enjoy learning
about new things.

Constantly update the store: change finishes, colors, and fixtures as oflen as
possible. Replace all interior surfaces (carpets, wall coverings, countertops)
every three to five years.

¢ Retain professional independent advice; many shopkeepers maintain stores
that appeal to their own taste rather than the taste of their cuslomers.

L]

L]

Display a small sample of store merchandise or theme (such as a holiday,
sports team, or historical event) outside the store adjacent to the starefronl.

L]

9.5 Storefront Design Recommendations

Below is a summary of generally accepted storefront design standards:

o Al least 60 percent of small to medium-sized retailers’ first-level elevations
facing primary sidewalks should be transparent glass, even if the first level is
an office or nonretail use.

¢ Department stores and major anchors should maintain 25 percent minimum
clear glazing and window displays along the primary sidewalks, Window
boxes and glass doors can be included in this percentage caleulation.
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@

A horizontal break between the first level and upper levels will help focus
attention on the retailer,

L]

The storefront’s signage, awnings, and materials should remain in character
with the historic framewaork of the building; this does not suggest that all
buildings should attempt to recreate nineteenth-century styles,

Awnings should project no more than 6 feel and be at least 8 feet above the
wialk; to allow for more light, awnings should be a single plane rather than
4 curve and have no side ]'hll:li.‘:lb; |_||.,1$1,|.|;_' and I:11|,_-!'|'|||||.'|.- illormnima ted AWnings
should be prohibited.

L

Upper-level businesses should be allowed to have window signadge and pro-
jecting signs up lo 24 square inches in area.

@

Doors [acing the street should be recessed into the bullding facade when
practical.

9.6 Store Lighting

Appropriate and effective interior lighting is the single most important lactor [or
enhancing the overall appeal of retailers and restaurants, as well as for improving
their sales. Good lighting creates an atmosphere that reinforces the store’s unigque
niche, highlights the guality of the merchandise, and even directs the movement
of the shopper (Figures 9-8 and 9-9). Unfortunately, many retailers are inexperienced

Figure 3-8
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Figure 9-3
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with modern store-planning and lighling techniques of do not have the capilal

to invest in necessary lighting and fixtures. Moreover, building owners are often
unwilling to invest in the tenant improvements essential to compelitive commerce
bacause of the noncreditworthiness of the tenant’s business.

While there have been extensive studies on the effects of illumination on vari-
ous aspects of human behavior, relatively little research has focused on the retail
context.! An often-cited study conducted by Heschong, Wright, and Okura focuses
not on flucrescent or other artificial illumination, but on the significant positive
effects that natural illumination in stores has on retail sales.?

This study analvzed 4 retail chain's 108 store localions over an eighteen-month
pernod. As parts of & chain, the stores in the study group had similar operations,
maintenance, layouts, architectural elements, and external climatic conditions.

All locations were equipped with identical overhead Muorescent lighting systems,
which sensors tumed on and off as needed to achieve a largeted lighting level.
Cne-third of the stores were dependent on artificial lighting; the other two-thirds
were equipped with skylights, which allowed these stores to reach and, at times,
strpass targeted lighting levels without using fluorescent lighting

The sales figures from the store locations were given to the researchers in an
indexed form in order to hide actual dollar amounts, A regression analysis was used
in analyzing the sales data to limil any influence from uncontrollable external vari-
ables, such as the sociveconomic makeup of each store's trade area and the differ-

ences in hours of operation among the stores,

The researchers found a statistically significant jat the &9 percent level) positive
relationship between higher sales figures and sky-lit stores, It was calculated that
the addition of skylights (o a fluorescent-lit store in the study group would increase
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sales by 31 to 49 percent, In other words, if a Aluorescent-lit store added skylights,
itsg average sales of $2 per square (ool would be expectad to increase by $0.61 o
$0.98 per square foot. Alternatively, the difference between having no skylights in
the study-group stores versus having skylights at every location translated into o
40 percent increase in gross sales across the group.

In addition, the treatment of lighting in retail setlings may have psychological
effects similar to those encountered when green vegetative elements are added
to the environment.? While illumination is not treated in the studies conducted by
Joye, Willems, Brengman, and Woll,? researchers in the Heschong ot al, group cite
factors similar to those proved by Joye et al. in the Basophilic Store Design (BSD)
context as hypotheses concerning the effect of skylights on consumer spending
behavier in stores so equipped.®

9.7 Lighting Recommendations

= Business owners need Lo install the best lighling they can afford. A coordi-
nated public-privale program to offer low-interest loans or grants for store
lighting and other store enhancements could potentially allow preferred in-
dependent retailers to remain sustainable.

& Prime merchandise should be illuminated with ellective, quality hxtures,

o Display windows should be brightly illuminated to compensate for direct sun
and 1o attract attention during the evening.

o Restaurants gencrally need three light sources: ceiling, wall, and tabletogp;
ceiling lighting should be scft and directed tloward interior architectural lea-
tures and labletops.

Retailers should highlight promotional and seasonal merchandise with fo-
cuged, directed halogen-type lighting that onents the shopper from the street
or upon entering the store.

o Energy savings can be achieved with skylights, windows, and motion de-
tector lights; low-wattage lluorescent-type lighting has its place in ceiling
fixtures and back-room areas but is not yet suitable to replace all other store
lighting sources.

9.8 Specialty Niche Focus and
Cross-Merchandising

It is difficult for small businesses to offer a wide range of goods and services with
the appropriate depth of merchandise. Instead, small businesses can focus on a
specialty niche of products or services (Figure 9-10). In offering a full selection of
a specialty good or service, a niche business can be competitive with large-format
discount retailers that usually have limited selections, For example, a small book-
slore could focus on children's and teens' books rather than offer books in every

cateqory.

9.8 Specialty Niche Focus and Cross-Merchandising
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Recommendations

= ldentify a specialty retail product or service category that has reasonable ap=
peal and demand, such as collectibles, children’s books, handmade cosmet-
Ics, or shoes,

Determine the business branding, name, stgnage, colors, fixiures, music,
marketing, and staff training that reinforce the brand; give the store the look
and feel of the niche cullure and characteristics appropriate to the product or
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L

service calegory.
Update the store’s name to match the business service,

Maintain an extensive variety of merchandise in the selected niche—for ex-
ample, a full selection of styles, colors, and sizes in a specific category,

L

Hold seminars and educational sessions on the store’s product or service:
make the stere the “go-10” place for a particular product or service. For ex-
dmple, a sporting goods store can provide fishing seminars,

L]

Individual businesses should seek oul each other, promote cross-merchandis-
ing, and establish a lending network for promotional displays. For example,
a men s apparel store can horrow bicycles, sporting goods, or hardware
equipment such as a wheelbarrow, Art galleries can lend to specially retail-
ers, restaurants, and home furnishing stores. Anligues such as automotive

or sporting (trophy cups), bicycles, or architectural elements are suitable for

displays of most business types.

Stare Planning and Visual Merchandising



9.9 Store Maintenance

There is a direct correlation between the goods and services sold and the quality of
the store’s maintenance (Figure 9-11). A dirty, cheap-looking store does not suggest
good value—in fact, il suggests just the opposite.

Recommendalions

o All surfaces, windows, and fixtures should be kept clean. Display windows
and the front door should be cleaned daily.

The front door and storefront should be freshly painted and clean; fronl doors
olten need painting monthly.

Interiors should be carpeted, and the walls and countertops should be
cleaned daily,

L

L

Figae 3-11
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Retail Development Finance

by Mark Bulmash

The economics and development of shopping centers and urban retail districts are interre-
lated with their programming, planning, and design. Simply, retailers and shopping center
developers must earn a market rate of return or higher on their capital investment and op-
erating expenses. The industry relies on proven metheds for analyzing and implementing
real estate development. This discussion is not a substitute for more in-depth exploration of
each topic and is in no way all-inclusive. Rather, it is intended to sensitize public officials to
some of the financial challenges that developers face when developing retail and mixed-use
projects in urban contexts. Many of these items transcend project size, but it is important to
understand that each project will have ils own unique sets of facts and issues.

10.1 Methods for Analyzing Real Estate Development

With the advent of public-private partnerships to create destination urban and suburban
retail and mixed-use projects, it is helpiul to have an understanding of how the develop-
ers of these projects approach the process of creating pro formas and valuing the opportu-
nity. Developing and operaling shopping centers can be a very risky invesiment. As with
any other business, real estate developers need to earn a return commensurate with the
risk they take in completing a project. All developers prepare some type of project pro
[orma o calculate total development costs and analyze project cash flows. While state-of-
the-art financial analysis often determines a project’s value using net present value (NPV)
or internal rate of return (IRR), the vast majority of real estate developers use simpler
metrics for determining the viability of their potential projects, Many developers evalu-
ate their investments by dividing the net operating income (MNOI) that a project generates
by the project’s net total development costs. This method is known as “cash-on-cost®

or “cash-on-cash analysis,” This assumes the first year that the project is substantially
leased up. Traditionally, this is the year after opening the project. MOl refers to subtract-
ing gross operating expensas from gross operaling revenues, “Gross revenues” refer Lo
the total of all rents, reimbursed expenses, and other income collected. “Gross operating
expenses™ are comprised of real estate taxes; utilities, maintenance, management, insur-
ance, promotional/merchant association fees, supplies, and debt service. "Total develop-
ment costs® include land; infrastructure (both on- and off-site); site work; building hard
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costs; contractors’ fees; general conditions; architecture, planning, geotechnical,
and engineering fees; legal fees; financing fees; taxes during construction; insur-
ance; tenant improvement allowances; developer payroll (sometimes labeled the
“development fee”) and travel; brokerage and leasing fees: approval application
fees; and permit, impact, and connection fees. Public subsidies and land sales
during the development process are subtracted from lotal development costs to
obtain the net total.

Typically. more sophisticated developers will try to generale a cash-on-cost re-
turn that is at leasl two percenlage points above their cost of money to compensate
them for their considerable risk in developing new projects. If their blended cost
of money is 8 percent, the developer will want at least a 10 percent cash-on-cost
return lo compensate for the risks of developing a new project. A “blended cost” is
the weighted average of the developer's debt and equily costs in percentage terms.
As interest rates rise, the required return needs to rise in order to compensate for
taking on higher costs and risk. Mote that the cash-on-cost method does not take
into consideration the time value of money and, therefore, should not be used for
long-term project valuation.

By contrast, NPV evaluales a project by discounting its projecied net cash flows
[NOI minus annual debt service) using a blended required rate of return (debt and
equity). This method does take into consideration the time value of money; the con-
cept is thal a dollar is worlh more now than a year [rom now because it loses some
of its value to inflation. NPV factors in the risk of completing the project by revising
the discount rate up or down; riskier projects require higher rates of return. If the
analysis yields a positive value, the developer should pursue the project if he or she
has the capital. This method looks at a project operating over a specific time frame,
sometimes as short as five years but more often ten to twenty years. MNPV is particu-
larly good lor capital budgeting, especially when comparing projects of different
sizes, risks, and lime frames to determine which investment to pursue, The down-
side of this method is that a significant portion of the project's value is predicated
on assumplions regarding the sale of the asset at the end of the investment period.
Developers are noloriously optimistic about what they can sell their property for,
and this belief often skews the overall projected value of the project. Meanwhile,
the cash-on-cost method focuses on cash flow in the early years, when a project is
most at risk.

IRE analysis is an easy way to determine the expected rate of relurn based on
cash Mlow during a project’s operation and ils ultimate disposition. Most developers
need a project IRR in excess of 20 to 25 percent to justily going forward. This rate
is highly vanable and changes with the developer and the project. IRRE alse suffers
from the assumplions for selling a project, which can vary significantly depending
on the markeiplace and the economy in the distant future. Also, IRE does not serve
as a good basis for comparing projects with significantly different scales. Which is
better: a 25 percent IRR on a 510 million project or a 20 percent IRR on a $100 mil-
lion project? An MPY analysis may show that the $100 million project is worth pur-
suing because it yields a higher absolute return.

Another metric that real estate developers use is capitalization rates, of-
ten known as “cap rates.” A cap rate can be determined by dividing a project’s
MOl by its total project costs. Because NOI is a measure of a specific property’s
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income-earning ability, it does not include depreciation, income taxes, or debt
service (interest or principal), which are all aspects that can vary with the asset’s
ownership.

Cap rates are also simple. The lower the cap rate, the more expensive the real
estale is. Lower cap rates imply more stable and predictable MOI and thus more
stable and valuable properties. A creditwerthy national pharmacy chain store
in a 20,000-square-foot building with an annual rent of $300,000 may be worth
34 million, because it gamers a 7.5 percent cap rate, while a similarly sized neigh-
borhood center with the same rent may be worth enly $2,857,000 because it only
merits a 10.5 percent cap rate. In the early to mid-2000s, the best properties in the
United States garnered cap rates of 5 or 6 percent, sometimes even less. Cap rates
are also good lor comparing property sales. They serve as a yardstick for delermin-
ing how much to pay when buying a property or how much to charge when seiling
a property given the overall market for similar properties. Cap rates can vary by
gecgraphic location and property type. Finally, small dilferences in cap rate assump-
tions can lead to large changes in projected property value. With a property that has
£10 million in MNOI, the dilference in assuming a 7 percent cap rate instead of 8 per-
cent can mean a difference in valwe of $17 860,000, which is a swing of 14.3 percent!

10.2 Parking Structures

Understandably, many planners and communities are strongly encouraging devel-
opers to build parking decks in urban and suburban locations to create compact,
walkable communities by eliminating large surface parking Helds. While this has
many desirable land use and planning impacts, adding decked parking often sig-
nificantly impacts the economic sustainability of urban retail and mixed-use proj-
ects in a negative way. Depending on how elaborate the parking deck is, going
from surface to structured parking adds at least $12,000 and typically $15,000 per
parking space in construction costs to a project. This premium can be as much as
$30,000 to $£50,000 more per space should that parking need to be put underground
in situations where there is a high water table thal needs to be contained. Assum-
ing that surface parking costs $3,000 per space to construct and a developer can

fit 100 cars per acre for surface parking, the developer would have to pay at least
$1,200,000 per acre of land in order to break even on building structured parking
versus simply building at grade. This is quite a jump, considering that most large-
scale retail projects’ land costs run from 587,000 to 3218,000 per acre (32 to 35 per
square foot of land) in well-located suburban areas. For a typical 250,000-square-
foot urban project that needs four parking spaces per 1,000 square feet of retail
space and builds 1,000 parking spaces (twao 500-car decks, with 200 of those spaces
being at grade), the cost of a deck may be $12,600,000. Even though a lypical simi-
larly sized suburban project may require 4.5 parking spaces per 1,000 square foot
of retail space, the cost for building only surface parking would be 53,375,000, The
premium for building deck parking in the urban scenario is 38,225,000, or about
$37 per square [oot of retail space. In urban setlings, structured parking becomes

a necessity, either because of high land costs or scarcity of land; however, in many
suburban situations, the project developer does not necessarily collect more rent to

10.2 Parking Structures
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make up for this increase in project costs, Operating costs are higher as well, With-
out & public subsidy to cover the costs of vertical parking, this extra fee may be a
significant barrier lo crealing the compact project that a community desires,

10.3 Vertical Stacking of Mixed-Use Projects

Many new planning policies have pushed for the creation of vertical mixed-use and
retlail projects because they lead to lower consumption of land and more desirable
massing [or buildings. In the aggregate. this type of development allows [or more
efficient public transportation and more pedestrian-friendly streets, In existing ur-
ban silualions, il is oflen necessary to increase density to be able to afford the high
cost of land. Monetheless, even in urban situations, stacking different uses costs ex-
tra when Irying to connect one structural grid system to another, On tower projects,
designers often have to create large structural transfer beams at considerable cost
to take a typical residential structural column layout and place it above the retail
column grid, Semetimes developers compromise on the dimensions of the retail grid
system to accommodate the structure above by creating shallower, ineffective retail
spaces. In suburban locations, developers are increasingly building a podium from
which the residential units can be constructed. Many developers anecdotally re-
port that stacking residential uses over retail uses in a suburban context adds 20 to
25 percent to the cost of those residential units because it forces them to pay higher
costs for construction (concrete or steel frame versus stick-built), vertical transporta-
tion [elevators and escalators), and fire protection/suppression systems, as well as
adding more common area space, Experienced multifamily residential developers
note that stacking residential units over retail space in suburban seitings leads to
mere inefficient floor plans. For example, many suburban residential developers

do nol provide elevators and would never design single-loaded hallways, as the
developers of more urban-style units often do. Again, this unfortunately increases
operating expenses. Residents may not be willing to pay rent premiums in sulficient
numbers to justily living over retail projects in suburban settings. From the retail
development standpoint, HVAC rooftop units often need to be relocated and duct
mains need o be extended to accommodate building above the roof of the retailer,
Developers do not always gamer correspondingly higher rents for these changes.

10.4 The Push for Local Retailers

There has been a trend over the last several years for communities to encourage
developers to lease to local retailers. Much of this push has been an overreaction
to the establishment of big discount retailers in their communities. Many residents
have feared—and, in some cases, justifiably—that these large national tenants

will kill off local retailers, particularly in small communities. There is also a back-
lash against the large retailers due to their poor planning, unattractive buildings,
and general lack of walkability. At the same time, many communilies around the
country still want to increase their tax base by encouraging new retail and mixed-
use development. Public policymakers need to understand that the financial
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institutions that fund new development lend against the projected project cash flows
to the degree that this income is predictable. Some lenders will only fund develop-
ers [or credit tenant cash flow. Other lenders will finance noncredil lenanis, but

will significantly discount that cash flow and/or penalize the developer with higher
interest rates on the money lent 1o the project. Credit tenants tend to be sophis-
ticated regional and national tenants that have established and well-thought-out
buying. merchandising, store design, build-out, training, and accounting systems.
These methods have been proven over time. Credil lenants have a low risk of going
bankrupt. By contrast, many local retailers have a limited operaling history and tight
finances. While there are certainly many instances of small family retail businesses
having lasted for three or four generations, the vast majority of small local retailers
fail quickly, According to a study by the U.S. Small Business Adminisiration, only
13.5 percent of small retail businesses remain in business for more than four years.!

To finance retail projects, larger developers typically have needed to borrow
70 to 75 percent of the total development cosis. Smaller, less substantial developers
often need much maore debt, sometimes as much as 90 to 95 percent of a project's
value. Smaller developers often use mezzanine lenders that charge much higher in-
terest rates for additional layers of debt to close financing gaps. Traditional lenders
usually establish a myriad of metrics that set the preject’s value and, therefore, how
much they will lend, These include maximum loan-to-value metrics and minimum
coverage ratios to meet annual debt service. Debt coverage ratios are calculated by
dividing a project’s NOI by its debt service, which may include some principal as
well as interest, depending on the type of loan.

When a community requires a developer to lease a minimum amount of space
or a minimum percentage of space Lo local retailers, it may be inadvertently pre-
venting the developer from securing enough market-rate financing to develop a
viable project, In the worst-case scenario, requiring a developer to lease at least
25 percent of its space to local tenants may reduce the amount of debt that it can
borrow to 56 percent of project costs, assuming that these tenants could generate
sales comparable to those of national tenants in that space. This could ferce the
developer to find an additional $19 millien of equily en a $100 million project, Most
likely the developer will get more financing, but not the full amount. The developer
will also pay higher interest rates. Combined with the potential need to release va-
cant space due to the failure of inexperienced retailers, this is a heavy burden that
many experienced developers may not accept.

10.5 Elements of Making Deals with Retail Tenants

There are many different issues that developers must negotiate with retailers in or-
der to complete retail leases. When making a decision to build a store in a particu-
lar project at a specific location, most sophisticated retailers will estimate how much
business they can achieve based on the demographics of the project’s trade area,
the traffic in and around the center, and the project’s competition. Market research
and sales projections ultimately drive decisions for locating to a specific area and for
determining how much rent a retailer can afford to pay. When trying to decide how
much rent they can pay, mest retailers add up all eccupancy costs and calculate
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them as a percentage of their projected sales. Tenant sccupancy costs include base
rent, percentage rent, commaon area maintenance (CAM) costs, real estate taxes,
and insurance and merchant associalion/promotion lund fees, In many cases, CAM,
taxes, and insurance costs are proraled against the eenler’s gross leaseable square
footage or gross leased square footage, depending on how the lease was set up. A
number of developers have fixed CAM costs over the past lew years as a way lo
provide more certainty and less variability in those costs to tenants,

The maximum percentage of occupancy costs o sales that a retailer can afford
1o pay varies with the lype of retail business because diflerent market segments
have dilferent gross margins on their business. As a rule of thumb, the most that a
typical retailer can pay for occupancy costs as a percentage of sales is around 18
percent in a successiul superregional mall setting; this percentage is likely much
less for smaller centers because of lower overall sales productivity. Beyond that
threshold, many retailers start losing money at those locations,

Ocecupancy costs are highly negotiated points in the lease. They vary by how
desirable the retailers are and how much leverage a developer has in the negotia-
tion. Store size and location also lactor into these numbers, Larger stores will typi-
cally pay less rent per square fool than smaller stores. Stores that want better loca-
tions within a project will pay a rent premium for better visibility and greater foot
traffic. A retailer may be willing to spend more on & project and location that it finds
highly desirable and hard o replicate than it would where there are many alterna-
tive locations,

Eventually, all centers require updaling Lo remain competilive, As many exist-
ing enclosed malls became tired facililies, a number of retailers began to relocate
lo, or focus their new store openings in, open-air lifestyle projects. In many re-
spects, this relecation was due to the opporiunity for lower lotal occupancy costs. It
was to be located in new, differentiated, open-air formats. Lifestyle projects offered
lower rents, CAM, and taxes than comparable existing malls, as well as an exciting
new ype of shopping.

The International Council of Shopping Centers (ICSC) defines the super re-
gicnal cenler as “offer|ing) extensive variety in general merchandise, apparel,
furniture, and home [urnishings, as well as a variely of services and recreational
facilities. It is built around three or more full-line department stores generally of
not less than 75,000 sguare feet. The typical size of a super regional center is about
1.000,000 square feet of gross leasable area. In praclice, the size ranges from about
500,000 square feet lo more than 1,500,000 square feel.”? In 2008, super regional
shopping centers in the United States charged a median rent of $28.42 per square
faot and $13.60 per square foot in median reimbursable expenses.” Today, it is
not unusual for suceessful super regional centers Lo charge upwards of $85.00 per
square foct as average rent for the center, with the average lor better malls being
around S50.00 per square fool.

The ICEC defines a lifestyle center as “typically contain|ing] upscale national
chain stores, specially slores, dining and enlertainment in an open air selling. It is
nol usually anchored by a single large tenant bul by a grouping of highly branded
slores along with such tenanis as a bookstore and/or a cinema, There usually is
an emphasis on design, landscaping. and outdoor amenities.™ To date, the ICSC
has not broken oul national data on lifestyle centers, bul anecdotal evidence
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sugaests that better lifestyle centers oblain project average rents ranging lrom 528
1o 35 per square fool, wilh project-reimbursable expenses of 56 to $10 per square
foot. In some cases, well-located and well-leased lifestyle centers have garnered
strong sales and productivity and lower costs, The upper decile of US. open-air
centers, which includes lifestyle centers, have garnered average sales per square
foot of £514.06,% which was not as good as the upper decile of super regional malls'
nondepartment store sales of $563.06 but better than the median of $346.05%7 per
square foot for all super regional malls surveyed. Some industry market researchers
have a rule of thumb that healthy lifestyle centers have occupancy costs ratios of 10
percent, while those of regional and super regional malls are around 14 tolé per-
cent. These numbers vary by project, location, and developer,

Monetheless, many lifestyle centers were not executed well, Some were oo
small and lacked strong anchor tenants to create a regional customer draw. Also, a
number af mew lifestyle centers were not developed in locations that could attract
customer traffic from a wide enough trade area. Many retailers in these centers
experienced big drop-offs in sales productivity due to competition from established
and well-located enclosed super regional malls. The trade-off of lower costs did not
always compensate retallers for the lower sales that many lesser lifestyle centers
experienced.

The amount of build-out allowance that a landlord provides to a tenant as part
of opening up at the project is a highly negotiated issue. Temant improvements (T1),
or lenant allowances, vary widely by the identity of the tenant and the type of re-
tailer it is. There is a high correlation belween a tenant’s exclusivity, its destination
appeal, its sales productivity and projected store build-out cost, and the amount af
tenant allowance that a developer is willing te pay. For example, highly desirable
restaurants may receive in excess of 1 million to open in a new and existing prop-
erty. A developer may even completely build out a tenant space for a best-in-class
retailer. On the other hand, less sought-after tenants may get no allowance and
have to finance their own store construction. Finally, there is usually a strong cor-
relation between rent and how much a developer is willing to give to a tenant in
build-out allowance.

10.6 Purpose of Public Subsidy

Public subsidies have become relied on for many complex shopping centers and
urban redevelopment projects. These subsidies can occur in many ways: lax incre-
ment financing (TIF—based on property tax and/or sales tax increases); community
development districts (CDDs); tax-exempt bonds: communily block development
grants; lax abatements; public fee ownership in land or improvements in conjunc-
tion with ground leases; and public construction of supporting infrastructure (park-
ing, utilities, and roads), to name just a few. The purpose of a public subsidy is to
encourage and to leverage private investment in order to create unigue public-pri-
vate places with an economic development component. Typically, public subsidies
pay for parking garages, land assemblage, new streets, street lighting and furni-
ture, and wtilities, as well as civic bulldings, such as city halls or libraries that may
be a part of the overall development plan. In many cases, a public subsidy levels
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the playing field to bring private development to places it would not normally go
due to increased project costs and risks. A public subsidy may bring about specific
changes lo a project that the public desires and compensates the developer for the
extra costs related to obtaining these changes. Granling public subsidies requires
thoughtful consideralion 1o balance public and private needs. To really compre-
hend the issues, it is incumbent on public pelicymakers to understand the financial
as well as the planning aspects of real estale development.
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Leasing—The Lifeblood of
the Deal

by J. Adam Rothstein, Esq. and Emily A. Minns

A shopping center is the product of many ingredients, but it begins with the delicate bal-
ancing of the complex and interdependent relationships between the landlord and its ten-
anis, and the landlord and its lender. The process is one of common interests and shared
purpose, but each actor contributes its own editorial perspective to the story and its own
ideas on how to reach the goal. As with any real estate project, the polential for great suc-
cess of a shopping center brings with it a distinct element of risk. The flundamental question
underlying all negotiations between landlord and tenant, and between owner! and lender,
is how to allocate that risk.

While some retail real estale transactions involve a deep-pocketed developer who sup-
plies its own cash to fund an acquisition or development, financing such a project is a much
more common practice, Real estate developers will turn to a bank, a pension [und, an insuir-
ance company, or a Wall-Street-type private equily firm to obtain the vast bulk of the cash
needed to acguire a retail real estate project or to fund its development. In this way, the
developer stands as a middleman between the tenants and the lender, taking the risk of a
tenant default but vielding the upside of the spread between the cost of Anancing and the
rents obtained from the development.

For a retail real estate project to qualily for funding from an institutional lender, typi-
cally a certain number of leases with rent-paying tenanis must be in place |and most
lenders scrupulously evaluate the credit of each of those lenants), or, wilh respect o a de-
velopment transaction, a certain amount of preconstruction *lease- up” must occur before
money will become available to the developer. In a sense, then, the leasing of a project
will be its lifeblood, as the income to be generated from the project will come {rom rents
and other charges paid by the ténants of the project (Figure 11-1). An owner seeks to
maximize that income by developing highly sought-after real estate (the old adage “loca-
tien, location, location” comes to mind) and crealing a shopping center project featuring
a tenant mix that will maximize sales for the retailers® and, thus, maximize the income to
the owner.

Because a retail project is quite different from an office building, an apartment com-
plex, or ather commoenly leased multitenant real estate, the retail lease has many nuanced
facets nol seen in leases for other lypes of real estate. This chapter will examine some of
the concepts that are specific to the shopping center situation and regularly addressed in
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shopping center leases,® the typical negotiation of each concept, and the perspec-
tives on each such concept often brought to the negotiating table by the landlord

and the lenant.

11.1 Operating Covenants

The success of the shopping center depends on the ring of the cash register. With-
oul sales, the center will fail. The lenders will not lend and the tenants will not
lease. The continuous operation of business by each tenant in the shopping center
is critical to the shopping center owner. The typical retail lease requires from the
tenant a covenant, or promise, to conlinuously operate its specific business in the
leased premises, and imposes stricl econoemic sanctions (e.q,, double rent] if the ten-
ani fails to live up to this promise. The lease will appoint the landlord as the arbiter
of shopping center hours, and the tenant will be required (o adhere to such hours or
lace the consequences, And the scrutiny dees not end there,

The operations clause in a retail lease often allows the landlord to requlate not
only the davs and hours of eperation, but the quality of operation as well, includ-
ing merchandising, interior signage, staffing, and even the conduct of the lenant's
employees, The tenant might be prohibited from operating in 4 manner that “may
injure the reputation” of the center, may disturb other tenants, or is deemed (by
the landlord) to be immoral or objectionable. While many tenants chafe against this
type of regulation and go 1o great lengths during the lease negotiation o loosen its
grip, most understand its value to the overall cohesive operation of the center, and
some even demand that the landlord take such steps with respect to controlling
other tenants in order to maintain the center's high quality and reputation.
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11.2 Permitted Use and Exclusive Use

Related to the tenant's continuous operation for business is the lease’s permitted
uze clause, Mot only must the tenant operate continuously during all of the days
and hours established by the landlord, and not only must the tenant’s operation

be of high quality aned in compliance with all of the landlord’s standards (some

el which may seem downright arbitrary to the average tenant), but each lenant
must also adhere to a use clause drawn precisely for its particular business, which
reflects the way in which the landlord sees that business operaling in its shop-
ping center, And, as if the expressed words of the strictly drawn use clause are not
enotgh, quite often the provision will end with the phrase "and lor no other use or
purpose whatsoever,” driving home the point that no deviation from the expressec
permitied use, however immaterial it may seam, will be tolerated.

The reasons for the stringency are many. The balancing of the proper tenant
mix in a shopping center is more art than science. The landlord is the expert al
knowing what retail uses complement others, what restaurants work in the market,
and what entertainment uses will draw patrons to the center. The landlord alone
must control the number of businesses operating in a particular category. In onder
to ensure that the integrity of the tenant mix is not breached, the landlord must see
fo it that each tenant operates within the confines of its use clause {drafted as nar-
rewly as the negotiation will allow). There can be no greater overlap between the
different uses actually operated by the various lenants than that amount of overlap
that the landlord, by virtue of each precisely drawn use clause, deems appropriate.

Mol surprisingly, tenants fight for greater flexibility in their use clauses. A lypi-
cal shopping center lease is for a term of at least ten years, and in certain retail cat-
egones, products and merchandise will certainly evolve over the course of a lease
period.* The tenant wanls the ability to move with the times. The tenant also wants
to avoid having to come back to the landlord a few years down the road to ask per-
mission to sell a hot new flem that may not have been contemplated when the lease
was in negotiation and the sale of which would be a viclation of the existing use
clause, And what the tenant wishes to avoid is exactly the type of controel the land-
lord wishes to maintain.

Related to the use clause is a provision, somewhat troublesome (o the landlord,
commonly referred to as an “exclusive use” provision. Tenanls with greater bar-
gaining power might require the landlord to grant them the exclusive or preferred
right to sell a particular product or service or to operate a particular use in the shop-
ping center. The consequences for the landlord’s breach can be significant, so, from
the landlord’s perspective, the exclusive must be drafted as precisely and narmowly
as possible. A broad exclusive can tie the landlord's hands when it comes to fulure
leasing of the cenler—even, in some cases, compelling the landlord to go back, hat
in hand, to the tenant and ask for an exception. With the grant of an exclusive, the
landlord’s oversight of the specific use of every {(enant takes on a greatly enhanced
importance, The tenant’s remeddies for the landlord’s breach of an exclusive may
b 4 reduction in the tenant's rent or termination of the lease, and effective ad-
ministration by the landlord of the various exclusives in a shopping center can be
challenging. Thus, it is critical that landlords dispense exclusives very spanngly.
The landlord cannot consider granting such a right without being committed to
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maintaining the strictest control over how the rest of the shopping center is being
used at any given time. The more restrictive Lhe use clause in each tenant's lease,
the more [reedom the landlord reserves to itself to lease up the remainder of the
shopping center and grant exclusives to those more sought-after tenants if it needs
1o do s0. Being stingy, in general, in granting exclusives allows the landlord to re-
fain the ability 1o lease its center the way il belheves will maximize the value of that

real estate.

11.3 Co-tenancy Clauses

A tepant may choose o locale in a shopping center for several reasons. One is the
increased level of convenience a shopping center provides to customers. The con-
cept of a shopping center—a clustering together on a single site of many retail uses
surrounded by abundant, convenient parking—allows customers, in theory, to satis-
fv all their retail needs with one trip to a single primary localion. Foot traffic, much
greater than would result from a business operated in a single-tenant building, is
generated, and each tenant gains the opportunity to interlace with a far larger pool
of potential customers than it would have had it been operating in a stand-alone
location. The synergy created by this critical mass of tenants is undeniable, There

is also a synergy created by the harmony of uses in a shopping center. With the
traditional depariment stores, smaller apparel sellers, bookstores, shoe stores, com-
puter stores, restaurants, nail salons, and even movie theaters, there seems o ba
something for every taste. The blending of multiple shopping options draws a broad
spectrum of shoppers o the center. Without it, customer interest wanes, as does the
tenants' opportunities for sales. Because a healthy co-tenancy is intrinsic to the suc-
cess of the shopping center and the business of each individual tenant, many ben-
ants negotiate for co-tenancy prolection.

The basic co-tenancy clause is tied to the sccupancy level of the center and
provides that if the percentage of the shopping center floor area secupied by oper-
ating stores drops below a certain level, the tenant will be entitled to exercise car-
tain rights. These rights range from the right to pay reduced rent to the right to pay
rent calculated as a percentage of sales lo the right to terminate the lease should
the situation persists. The required occupancy level may also be described as a
minimum number of anchor stores plus a percentage of the nonanchor store Moor
area being open and operaling for business. A co-lenancy clause may even require
that cerlain retailers specifically identified by trade name must be operating in the
shopping center, although this type of agreement poses a high risk of failure to the
landlord, as recent retailer bankruptcies demonstrate.

Landlerds prefer to describe co-lenancy requirements in terms as general as
possible and will negotiate for adequate cure lime before the remedies are trig-
gered. Once a tenant closes its store, the landlord requires time and effort o find a
replacement, so few landlords agree with any enthusiasm to the immediate trigger-
ing of remedies. The more specific the requirements of any co-tenancy, the more
difficult the failure of the co-tenancy is for the landlord to cure. Sometimes the
landlord will require a showing of harm Lo the tenant resulling from the reduced
orcupancy—Iflor example, evidence that the tenant’s sales have been adversely
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impacted by the co-tenancy failure. However the parties structure the clause, it
i viewed by tenants as a way of shifling the risk of shopping center occupancy
[something that is near to the hearts of all tenants) to the parly that, of the two,
seems to have more control over the sitluation.

11.4 Sales-Driven Provisions: Percentage Rent,
Radius Clauses, and Early Termination

The interests of the shopping center landlord and ils tenant are tied together in
ways that set their relationship apart from any other landlord-tenant relationship.
This is demonstrated no more clearly than in the area of percentage rent. A per-
centage rent agreement provides that, in addition to a fixed amount of minimum
rent, if the tenant's sales in the shopping center exceed a certain figure, usually
referred to as the "breakpoint,” the landlord is entitled to a percentage of those
sales. In a sense, percentage rent allows an adjustment to the total rent il. in fact,
the real estate proves to be more valuable (as measured by the tenant’s sales) than
the landlord and tenant criginally thought. In a situation where percentage rent is
part of the economic package, the fixed rent stream, in theory, is intended to cover
the landlord's debt service, and the percantage rent is “gravy.” It is the premium
paid to the landlord in exchange for the extra effort invested by the landlord in the
project toward creating the moest appealing tenant mix, allracting the top tenants,
and promoting the center to optimize its reputation and its sales.

The concept of percentage rent highlights the importance of maintaining the
proper balance among the various use categories in the shopping center. If a cat-
egory is overrepresented in the center, given the market demand for the products
or services of that particular category, the tenants of that category will ultimately
cannibalize each other’s sales. Imagine a shopping center consisting of 20 store
spaces, 10 of which are operated as children's apparel stores. Will any of the shoe
stores generate the level of sales needed to reach its breakpoint? Assuming that
there are only so many dollars in sales from a single category that will flow into any
retail praject, it is unlikely that any tenant will reach its breakpoint if there are too
many stores in the same category operating at the same lime. And, sadly, as a re-
sult, there will be no percentage rent for the landlord.

Once the landlord convinces the tenant to agree (o pay percentage rent, the
landlord needs to take steps to protect and promote the tenant's ability to reach the
breakpoint. One part of this effort is to get the tenant on board with an operating
covenant, discussed earlier, The other part is the concept of restricting the tenant's
right te open a store in another location, or in a cempeting retail project, located
within a certain distance, often described as a “radius” of miles, from the shopping
center. This concept not only targets the tenant's activities, but also provides the
added benefit to the landlord of discouraging competition from other developers
who might otherwise consider building shopping centers nearby. If enough ten-
ants are subject to radius clauses preventing them from opening stores within the
radius, the plans of other developers to build shopping centers in the area may well
be adversely impacted. Under a radius clause, a tenant will agree that the landlord
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is entilled to certain remedies if the tenant opens another store within the agreed-
upon distance from the center. The remedy is usually that the tenant’s sales from
the other store will be counted with the sales from the premises (the theory being
that the sales [rom the other store would have been generated in the premises had
the tenant not opened the competing location), which, in effect, will cause the len-
anl to reach its breakpoint sooner,®

In recent years, the idea of an early termination right for the tenant, if its sales
during a specified measuring period do not reach a cerlain level, has gained mo-
mentum. The landlord resists sharing this risk for a variety of reasons. Lenders
frown on early terminalion rights, the lease comes with no guarantee of success,
and there are factors affecting the lenant's sales that are entirely out of the land-
lord’s control (a general downturn in the economy being just ane limely example).
The tenant's posilion is thal the amount of rent it agrees to pay is based, in part,
on a projection of sales figures. If the sales are not there, then the business is not
viable. The landlord may find that it can agree to the idea by conditioning the right
an the tenant's having continuously operated its business each day of the particular
measuring period, fully stalfed and stocked, in an effort to maximize its sales. The
landlord may also require the tenant to pay a termination fee, which is intended to
help the landlord recoup some of its original costs in leasing the space. An increase
in the rent in the early years of the term may also help solten some of the economic
blow of losing the tenant prematurely.

11.5 Maintenance

As discussed earlier, part of the shopping center’s appeal to a tenant is the comfort
and convenience the center provides to customers. In a successful town center or

in an enclosed mall, well-planned parking and other amenities all figure into the
analysis done by nearly all retail tenanis as o whether to lease space at one cen-

ter or another. Balancing the desire for a well-maintained shepping center facility
with the need to keep their premises apen, operating, visible, and accessible by
cuslomers, tenants will commonly negotiate provisions to address both sides of the
concern. The landlord must keep up the center and do the work that needs to be
done. but all of this must be done in a manner that minimizes any interference with
the tenant’s use of the premises. which includes ingress, egress, and visibility of the
storefront and ils signage to foot and vehicle traffic. If the tenant’s business opera-
tions are impaired, if repair work takes too long, or if the landlord has failed to com-
mence a required repair and such failure impairs the tenant’s ability to operate, rent
abatement is the comumoen solution.

11.6 Signage

The successiul cenler will have thousands of cuslomers on any given day. Each ten-
ant will want to take advantage as much as possible of this epporiunity to promote
its business and to raise its public profile. This means negoliating with the landlord
the right to include its trade name and logo on as many shopping center signs as
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might be available, including pylons, monument signs, directional signs, or the
tenant's own storefront. The degree of visibility and sign prominence a landlord is
typically willing to concede directly corresponds to the prominence and desirability
of the particular tenant with which the landlord is negotiating. It is in the landlord‘s
interest to reserve the most prominent signage locations for these most-sought-after
tenants, bacause those are the tenants whose names draw the crowds te the center.

In addition to sign placement, the issue of sign design is often negotiated.
Landlords commonly develop detailed sign criteria for use by all tenants of the cen-
ter. Without regulation by the landlord, multiple tenants, each with its own idea of
what appropriate signage looks like, can create a dissonant hodgepodge of styles,
colors, and designs. With tenant signage as the face the public sees when it enlers
the shopping center, uniformity in the form of required sign criteria is an aesthetic
must.

11.7 Assignment

The importance of the quality of the eccupants of a landlord's property cannot be
overstaled. The landlord is concerned not only with the capacity of the tenant to
pay the rent, but also with each tenant's skill al operaling a first-class business in
the landlord's shopping center. However, the ability of the tenant to transfer its
interest in the lease, whether to exit from the market area, to sell its business, or
to finance its operation, is every bit as important to the tenant. Therefore, one of
the most heavily negotiated areas of the shopping center lease is the assignment
clause.

Alter the rent, the second most important bottom line for the landlord is the
identity of the occupants of its property. If the tenant proposes to assign the lease
as collateral for a loan, the landlord’s concern goes immediately to whether the
tenant's lender, in the event of a foreclosure, is an appropriate operator of the
premises. If the tenant proposes to sell its store, the landlord worries about becom-
ing stuck with an operator in the premises with whom the landlord may have not
wanted to do business in the first place. The commaon negotiation of this issue is one
in which the tenant, on the one hand, seeks to preserve the alienability of its inter-
est while the landlord, on the other hand, seeks to condition any transfer in enough
ways 5o that it can be assured that life in the premises posttransfer will remain as
close as possible to what it was before the transfer occurred. As examples of some
common conditions, the landlord may (1) refuse to allow a release of the lenant
from the obligations under the lease, {2) require that a minimum net worth be met
by the transferee, (3) demand proof of the transferee’s experience in operating the
type of business it is taking over from the tenant, and (4) insist that the posttransfer
minimum rent be increased by adding to it any percentage rent the original tenant
might have previously paid.

This last condition, often referred to as “stabilizing” the rent, serves to protect
the landlord against any drop-off in business that might occur due to the transier,
A% a lasl resort, the landlord may insist on the right to recapture the premises and
terminate the lease rather than accept a new tenant. This resolution, while it costs
the tenant the right to sell the particular location, might nonetheless be acceptable
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o the tenant because it preservos the tenant’s use of the assignment clause as an
exit strateqy.

During the negotiation of a shopping center lease, many issues arise that
clearly distinguish this type of lease from any other. In all lease situations, the
landlord has an interest in the tenant's viability, primarily to the extent that such
viability emsures that the rent continues to be paid, This interest is greatly amplified
in the retail setting. Whether the landlord is promoting the project as collateral to
a prospective lender or trving to convinee a hot new retailer to open a store al the
center courl, the quality of the product that the landlord has to “sell”—that i%, the
shopping center—depends heavily on the identities of the lenants and the manner
in which each is permitted to use its premises, The tenants, their stores, and the
services and merchandise they offer project the public image and character of the
shopping center. A lender's valuation of a shopping center, lo a large extent, is tied
to the leases and the tenants, The shopping center landlord’s concern for the man-
ner in which each tenant conducts business runs deep and leads to strict regulation
by the landlerd, through ils leases, of the tenant’s day-lo-day operations.

On the other side of the negotiating table sits the tenant, with its interest (con-
sistent with the landlord's) lodged firmly in the coneepls of maximizing sales and
protecting its investment in the location, The lenant comes 1o the shopping center
to achieve the benefits and efficiencies created by the retail community and the
critical mass of tenancies the landlord has carefully assembled, Just as the landlord
does, the tenant will use its lease o make sure that il its reasons for leasing space in
the shopping center seem o have disappeared or if other circumstances arise that
are perceived as deleterious to its sales or harmful to its business, it is entitled to
take remedial action,

Though they approach it from opposing directions, the shopping center land-
lord and its tenant undoubledly share a vision and a goal. Each has a significant in-
vestment in the success of the other’s business. Neither flourishes withoul the other.
The issues and nuances discussed above, found only in a retail selling, are justa
few examples of areas where careful balancing of those inlerests and allocation of
risks, unigue in the shopping center realm, are addressed in a retail lease.

142 Leasing—The Lileblood of the Deal



Management and Operations

12.1 Central Management

Physical character alone will not ensure the economic sustainability of any urban shop-
ping district. On their own, most small retailers and restaurants do not have the resources
to compete with major shopping centers and disiricts, Just having a unique store selling
desired |:'_||,:_|H:!~_n: and services 15 not |,"r".l.':|1|{_|'i'| for a small-business owner to earn a reasonable

livineg or lar larger stores to produce the necessary sales. Centralized management, leasing,
and marketing are largely responsible for the modern shopping center’s dominance of rich
market share {Figure 12-1).

A major weakness of many city centers and planned communities is a lack of mod-
em business practices and management. In some cases, retailers have been left to fend
for themselves, with little or no required participation in management and ocrganization.
These practices can result in low sales, high turnover, and eventually a failed shopping dis-
trict. Even small conveniences, such as clean public restrooms, can have a big impact on a

Fegure 12-1
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shopper's perceplion of the commercial district's value, quality, and service, lzading
to higher overall sales (Figure 12-2).

Merchants and property owners also need professional markeling as well as an
organized advocate lo promote the best interests of the business district to the comi-
munity and region. Important dispules over signage rights, the entitlement process,
parking, special events, maintenance, and security need to be addressed carefully,
wilh lhe businesses” point of view effectively represented.

A business improvement district (BID) is an organizalion of property owners in
a commercial districl who tax themselves Lo raise money for neighborhood improve-
ment.! BIls have a clear appeal o their economic stakeholders as devices for con-
trolling and enhancing areas in which they have a common economic interest by
setting and implementing their own priorities.? The BID can locus on specific objec-
tives deemed by its membaers to improve business within the commercial area. In
essence, those who benefit pay all the costs; those who do not benefit pay nothing.

Property assessments of BID members are by far the most important determi-
nant of funding for operations. The cost of a BID for commercial space can be as-
sessed on a building per sguare fool basis or by other methods. Typically, upper
levels are assessed less than first floors.

Mew York City has been a pioneer in using BIDs to improve urban neighbor-
hoods. The 34th Streel Partnership BID spearheaded an impressive tumaround
resulting in an upgraded streetscape, the absence of graffiti and litter, a distinclive
and orderly appearance. masses of people on the sidewalks, and the transformation
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of two parks as “oases of quiet” for the area's workers, visitors, and residents.” The
recent revitalization of Times Square illustrates the success of BlDs in creating sus-
tainable and competitive urban shopping districts.

BID expert and scholar Lorlens Hoyt has noted that increased secunty, thanks to
BIDs in Philadelphia, has lowered property crime rales (which not only differentiated
but also distinguished BID arcas [rom non-BID areas), and the lower crime rates are not
matched in surrounding blocks. Thus, local business activity has increased markedly.?

BIDs have also been successfully implemented in numerous ather urban areas,
including Baltimore, Maryland; West Palm Beach, Florida; and Washington, D.C.
The downtown Washington, D.C., BID area, once perceived as “dull, dirty and dan-
gerous, * now reigns as the cultural and entertainment center of the region. The
138 blocks of this BID, which includes Penn Guarter, have nearly 10 restaurants,
along with bouliques, art galleries, museums, and theaters. The BID focuses on
providing a wide range of services—from maintenance and beautificalion to sup-
port services for the homeless, The BID has also initiated a bus circulator service
and manages special events such as the National Cherry Blossom Festival. The city
and the BID developers are working to iron out conflicts between commercial oc-
cupants and residents over such issues as better street lighling and time restrictions
on construction and trash collection. BID employees provide extra sanitation and
sirect services, and plans are in place for opening a Saleway supermarket as part of
CityVista, a new complex of retail shops, rental apartments, and condominiums. Be-
cause of the lack of a central shopping district, the BID is working to create several
contiguous blocks of retail shopping to help restore the downtown's shopping core
and give a sense of coherence to the stores now sporadically occupying the ground
floars of office buildings. Three large retallers—clothiers HE&M and Zara and furni-
ture retailer West Eim—have taken ground=floor space in the restored Woodward &
Lothrop building on F Street, the heart of the city's traditional retail area.

According to the LLS. Conference of Mayors® Reporl of 2000, after Denver's
economic collapse in the mid-1980s, the revitalization of the city's downlown was
seen as critical to rebuilding the regional economy. Through an effective partner-
ship between the Downtown Denver BID, the City of Denver, Keep Denver Beauli-
{ul, and volunteers from the community, downtewn areas have been significantly
improved by beautification projects and a proactive and consistent response to lit-
ter, graffiti, and trash removal—all of which works to create an attractive business
district, This partnership has helped to attract outside investment and stimulate
economic development in the city. Furthermore, it has contributed toa clean, safe
environment that has both enhanced tourism and created incentives for residents
to move back to the city and do business in downtown Denver. According to public
surveys, residents are reporting additional visits to the dewntown area for reasons
other than business, including altending sporting events and concerts, shopping,
and dining oul.

12.2 Cost-Benefit Metrics

Competitive shopping centers and urban districts are for-profit businesses, and
they must monitor the effectiveness of various capital improvements, programs,
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and palicies to gauge their ellectiveness, Although this may seem sell-evident, few
downlowns conduct studies using long-term, objective, cost-benefit metrics. Main-
tenance, parking, promolions, streetscape enhancements, and the opening or clos-
ing of major business or government offices can significantly impact commerce.

Many of the most successiul shopping centers maintain long-term baseline re-
cords of all aspects of their centers’ performance and correlate those records with
holidays, local and national economic events, news reports, weather, and other
factors, Some shopping centers conduct daily pedestrian, car, and parking counts,
even placing electronic sensors in each parking stall. Business decisions regarding
almost all operations, including advertising, leasing, maintenance, and stalfing, are
based in parl on the cost-benefil ratios derived from these metrics,

For example. many downtowns have perceived parking shortages, especially
when they lack parking meters along their primary shopping streets, Recommen-
dations by the author to consider the installation of new meters are almost always
quickly dismissed by a reminder that the meters were removed decades earlier for
reasons that no one can recall. Consumer trends change frequently. Parking meters
can almost always free up prime spaces.

Instead of basing important parking pelicies on anecdotal feelings, baseline
metrics should be recorded to provide retail sales, pedestrian counts, parking space
turnover, and other relevant data. Temporary meters should be installed along a
test block, and their impact on sales and shopper tralfic should be measured and an
appropriate policy implemented. If the data do not support the installation, then the
meters should be removed. Basing present-day policy on decades-old lifestyles is
risky and should be avoided.

Accurate retail sales figures are sensitive and difficult for public agencies to
collect. An independent, out-of-town (or out-of-state) third party, such as a certified
public accounting firm, can be retained to collect representative sales data and re-
lease summaries in an accurate and confidential maneor.

Melric Measuremen! Recormmendations

1. Determine the purpose of the data.

2. Collect data from readily available sources first: parking violations, traffic
counts, store vacancies, appraised property values, and so on,

3. Maintain a journal of news, weather, economic, and political events.

4. Relain an independent third party to collect data on retail, restaurant, and
service business sales.

5. Compare the records with the effectiveness of changes, enhancements, and
other policy actions.

12.3 Special Events: How Do They Impact Sales?

Shopping center developers, retailers, and downtown agencies have widely
divergent opinions and policies regarding special events such as free concerts
and art fairs. Anecdotally, special events have been shown to pack a shopping
area with people, many for their first visil. But do these people return to shop on
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a regular basis? Many shopping center managers believe that they do not, and
they assume that people who attend free events are cheapskates or freeloaders
and not potential customers. Of even greater concern to retailers is that their
core customers will avoid the cenler because of an event's crowds (and conse-
quent lack of parking) and choose to shop at a competing center that day and
possibly in the future.

In other cases, many downtown retail districts use a variety of special events,
such as art fairs, farmer’s markets, and car shows, to build a sense of community
and increase retail revenues. Successfully executing such special events requires
considerable time and resources, and there is no empirical evidence that these
events directly boost retail sales. Local retailers and service businesses usually
report that during special events their sales decline: parking is tied up, and their
regular customers cannol visit, However, most special events improve local restau-
rant sales, especially if the number of temporary food vendors lor these activilies is
limited.

An increasing number of studies measuring the likely economic impact of spe-
cial events on communities have been conducted.® Although these studies acknowl-
edge residents’ perception that special events contribute to their quality of life and
community pride, evidence that they provide significant economic benefils to the
community beyond the costs that they incur is often inconclusive.” In “Measuring
the Economic Impact of Festivals and Events: Some Myths, Misapplications and
Ethical Dilemnmas,” John L. Compton and Stacey L. McKay argue that these studies
are all too often biased reports based on dubious claims that these evenls appear to
have economic benefits to the community, a misconstruing of data used to validate
tax dollars and increase public support.® Further, there is a scarcity of quantitative
studies examining the direct impact of special events on retail sales in shopping
centers or downlown retail districts.

The Mational Trust bain Street Center recommends that downtown retail
districts follow a promotional strategy consisting of advertising and marketing ef-
forts called “Selling the Image,” as well as promotional initiatives, including retail
evenls and special events.” Retail events are promotions locused on helping in-
dividual merchants attract retail customers and increase sales. Special events are
less direct-dollar, outcome-oriented prometions that fecus on increasing traffic and
familiarizing people with the retail district as a whole,'@

To determine the costs and benefits of special events to retailers, further
research is needed to get accurate empirical data regarding their effect on shop-
ping centers and downtown retail districts. In addition, since each retail distnct
is unique, it is essential that individual districts collect quantitative data regard-
ing pedestrian and vehicular traffic, parking, and sales before, during, and after
every special event. This information will permit trade organizations, nonprofit
organizations, and government agencies to determine if the costs in terms of
time, labor, and resources are justified compared to the actual benefits to the
district’s retailers.

While special events contribute to community-building and often attract hun-
dreds or thousands of visitors to a shopping area, their impact on sales needs to be
measured to fully appreciate the benefit of the expenditure,
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Recommendations for Special Evenis

= Establish specific goals for the evenl's purpose: social, economic, and
cultural.

& Conduct baseline measurements of sales, pedestrian counts, traffic, parking,
and so on, before, during, and after the event.

& Maintain an open mind and monitor alternatives to the special events,

@ Assess and acknowledge the évent's noneconomic value to community-
building.

12.4 Business Recruitment and Leasing

Cities can significantly improve their business recruitment and retaining efforts by cre-
ating a database of existing commercial spaces and making it available to the public
as a brochure or on the Web. In Alexandria, Virginia, for example, the Alexandria Eco-
nomic Development Partnership, Inc, (AEDP) publishes a detailed brochure illustrating
all available retail spaces, including their building locations, square [ootages, zoning,
current rents, and broker contact information. The publication is informative and easy
to use, and it helps preserve the city’s high occupancy levels of leading retailers and
restauranis. The AEDP's Web site provides numercus helpiul business resources, in-
cluding seminars, lending guides, and small-business resource assistance.,

In most cities, no single real estate broker represents all or even most of the
property owners. When a commercially unlisted space becomes available for lease,
prospective business owners must work with a cadre of agents or directly with the
building owner 1o secure the space, Leading regional and national retailers simply
do not have the financial resources and personnel necessary to find and investigate
individually owned properties. Much of their leasing activity occurs at the spring
ICSC RECon leasing convention in Las Vegas, Nevada, and the winter conference
in Mew York City. Al these shows, thousands of retailers, brokers, and developers
converge for intense deal-making meetings. similar to speed dating. The ICS5C also
sponsors regicnal leasing conferences thal can be as eflective for smaller centers
and downtowns (see Figure 12-3). As a result, many of the most sought-after retail-
ers bypass urban areas and choose to locate in shopping centers that recruit with
modern, sophisticated leasing plans.

For example, in 2008, Apple Computer attempted to open a store on King
Street in the Old Town area of Alexandria, Virginia, but was unable to negotiate
a lease and obtain the space. The owner eventually leased to a national drugstore
chain. Apple has extremely precise and rigorous site seleclion criteria, and Old
Town missed an opportunity to secure a prime anchor that surely would have con-
tributed to the commercial area’s economic and social sustainability. (Mote: This is
not to criticize the value of locating a drugstore in a cily center.)

12.5 Pop-up Stores

Retailers are now expenmenting with “pop-up” stores in city centers, shopping
malls, and tourist locations. Pop-up stores are located in movable containers or
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vacant slorefronts and are open only during the primary shopping season. They
provide venues for stores to experiment with retail styles and trends thal are neither
proven nor ready for permanent locations.

The Gap, JC Peaney, Sears, Target, and the Japanese retailer Uningio, as well
as dozens of other companies, are experimenting with different concepts for urban
pop-up stores. Ideal locations for seasonal pop-ups are surface parking lots and un-
derused public spaces. In Seaside, Florida, these micro-stores have been successful
for more than 20 years (Figure 12-4), In Canada, Sears has opened temporary pop-
up stores in college towns during the fall. This venue limits the financial exposure
of the retailers while allowing them to test a new potential market or capture strong
seasonal sales in resort communities. The obvious potential drawback is that the
seasonal store will remain vacant during the off-season for months.

12.6 Defensive Management Practices

An effective defensive plan is as important as any other aspect of the shopping
center development process. Defensive planning is the method of protecting & com-
mercial distriet from inevitable inventible attacks from other centers. Given the
temporary nature of all leases, a newer, belter-positioned development can pull
retailers or anchors from an older center, The retail industry typically employs a va-
riety of defensive tactics, ranging from effective center management technigues to
underhanded political manipulation.

Figuee 12-3
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Figure 12-4
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The need {or defensive measures is often created by an overabundance of com-
mercially zoned land or the implementation of new roads and interchanges that
make older commercial locations absolete. Often an older shopping center's prob-
lems are seli-inflicted, a result of poor management and maintenance or a lack of
investment. In some cases, strong locations lose key retailers because there is no
opportunity to expand. The lack of expansion potential was largely responsible for
the rapid decline of many commercial centers in American cities because their de-
partment stores could not grow o accommodate new parking demands.

One of the most effective defensive measures available to commercial centers
i5 to plan for orderly expansion over time. This flexibility will allow the center to
accommodale the expansion of existing retailers, as well as to accept new anchors
that may seek to enter the markel. The inability to accepl new anchors and retail-
ers quickly will push them to open elsewhere in the market area and create new
threats of economic attack

Expansion planning is best accomplished by designating all property for its ul-
timate highest and best use in 4 master plan. A long-range plan such as this should
anticipate parking decks as well as multivse and multilevel bufldings. The long-range
plan should be broken down into various phases, including an initial phase. Typically,
the first several phases will only have a need for surface parking. These lots should be
considered a form of land banking to be saved and utilized during future expansions.

Depending on the specific market conditions, bulldings constructed during
the initial phase may be smaller one-level structures and could be subsequently
replaced with permanent multistory buildings, Although this ProCcess may seem
waslefil and unsustainable, it's aclually how successful urban centers evolve from
villages to towns Lo cities and ultimately to metropolises.
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Seaside, Florida, has successiully implemented this method by moving existing
older houses to the town center and converting them into shops and restaurants.
During iis second phase, Seaside built small temporary sheds and commercial
structures until the market would support the construction of permanent multilevel
buildings. Some temporary commercial buildings were designed to become [uture
schools, This allowed the town center to have an expanding form with limited fi-
nancial exposure, Ultimately, expansion and growth are necessary for shopping
centers to remain competitive.

Providing for a commercial center's primary needs, including leasing, mainte-
nance, marketing, operations, and security, will go a long way toward keeping retail-
ers’ sales al necessary levels. Nothing motivates a tenant to start searching for a new
location more than a center that is poorly lit, dirty, and mundown in appearance.

The center's management team must also conduct regular meetings with in-
dividual retailers and attempt to gain a firsthand understanding of their sales and
their concerns about the eenter, In same cases, retail center managers make daily
visits to each retailer. These meetings create a valuable dialogue and prevent minor
issues from boiling over into broken or nonrenewed leases. Center management
can often gain insight into tenants’ potential expansion or relocation needs through
such reqular contact as well,

In addition to providing competent facilities and tenant management, the shop-
pinf_:l center’s ownership team should constantly monitor all su.n'uu.nding ex.i.slir':g COMm-
petition as wiell as all new centers likely to enter their market. Such research includes
keeping track of potential development sites, zoning changes, property listings, and
sales of commercial property. This may include keeping abreast of news conceming
adjacent properties that could be combined with the existing center for fulure exparn-
sion. This knowledge base is essential to keep a shopping center competitive.

Surprisingly, however, many shopping center managers and downtowns learn of
new competition enly after a propesed development has been publicly announced.
By then it is too late to take effective action in order to retain prime retailers and res-
tauranis and keep them from moving to the new location, Even worse, the commit-
ment to the proposed center from a new department store or popular retailers that are
unigue to the market represents a missed leasing opportunity. Furthermore, it could
lzad to the creation of a new critical mass of retailers that permanently shifts shop-
pers” habits and pushes more retailers to move to the new destination.

In any case, an existing shopping center or district must implement extensive
counlermeasures such as capital improvements, lease concessions, and rebrand-
ing campaigns to offset any new competition. Up-to-date knowledge of potential
competition, while expensive in the short nin, can be a bargain compared to the
expense of repositioning an underperforming center or downtown.

Although not widely publicized, many shopping center owners will not hesi-
tale to institute expensive public relations campaigns or legal actions to stop new
competitive retail centers from entering their market, These defensive aclions can
range from so-called grassroots neighborhood campaigns, to legal zoning lawsuits,
or, in some extreme cases, to the outright purchase of potentially competitive sites.
In some instances, homeowner associations and local grassroots organizations have
been encouraged to lobby local governments to stop 4 new center's rezoning or a
highway improvement necessary for development.

12.6 Defensive Management Practices
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Known as “lorpedoing,” these defensive actions are often handled quietly
behind the scenes, [requently with public relations finns. Sometimes they take the
form of a sudden down-zoning or, in extreme cases, an unfavorable ruling during
the required entitlement process,

12.7 General Guidelines for Commercial
Center Management

General guidelines for commercial center management are as follows:

e Implement a business recruitment strategy to identify and persuade leading
lecal, regional, and national businesses to relocate or open a branch office or
store downtown.

Create a centralized database ol available commercial properties that in-
cludes square foolages, physical conditions, photographs, architectural plans,
lease terms, brokers, and the improvements required o meet applicable
building codes.

Sponsor small-business resource aids such as seminars and a Web site or
brochure listing available retail spaces. Consider implementing a 1-800 “For
Rent” contact number and a Web site that will direct prospective businesses
to the appropriate real estate broker or property owner.

Implement an effective BID or equivalent organization for marketing and
managing the downtown business area. Alternatives to the BID include the
MNational Trust for Historic Preservation’s Mational Main Street Program and
increased funding for existing local agencies.

Find a database of historic buildings that have been successfully adapled for
use by leading retailers and restaurants.

Visit and meet with the municipal authorities responsible for historic down-
towns that have successfully implemented the adaptive reuse of historic
buildings for commercial uses: Charleston, Miami Beach, Nantucket, Old

Town Alexandria, Pasadena, Portland, and Seattle.

Publish a booklet illustrating proven prinaples and examples of adaptive reuse

of historic buildings by leading retailers, department stores, and restaurants,

® Maintain minimal hours to 6:00 F.v. on weekdays and to 9:00 p.aa. al least one

evening per week. Require 10:00 A to 5:00 pa. Saturday hours.

Establish a required CAM fee as part of the tenant base rent. This fee is 1o be

used by the shopping center management {or marketing and maintenance of

the center's common area.

Businesses should be encouraged to differentiate themselves with signage,

color, and facade alterations. Allowing them to reinforce their brand also

emphasizes the downtown’s wide selection of goods and services, Avoid an

overemphasis on uniformity of color and form,

# Develop a business mix plan that limits overlapping goods and services
while still maintaining healthy competition.
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Encourage cross-merchandising with other downtown merchants by sharing
window space and interior display props.

Highlight holidays and seasons with prominent displays located al the front
and center of stores.

Keep all streetscape fixtures, signage, and paving surfaces clean and well
maintained. A tattered and dirty public realm conveys that the business dis-
trict is overpriced and provides poor goods and services (see Figures 12-5
and 12-6)

Paint storelronis and interiors on a regular (one to bwo years) basis,

Clean and paint front doors and windows three 1o four times per year, Wash
store doars (our 1o five limes daily.

Mainlain control over interior store plans, merchandising, lighting, and dis-
plays

Require storefront window displays to be updated monthly.

Keep all storefront lights on a central timer o remain iluminated until
TR s,

Locale large common trash cans in alleys or at the rear of buildings. Keep

trash containers closed if possible; clean, and free of pests and odors. Food-
service trash containers should remain cool and free of odors through warm-

wadather months,

Implement a common marketing campaign [or the center and its merchanis.

Figure 12-5

Shopplng district tignage and
shreeiscape fivtures showld be clean
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Group, ims.
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Platted Town Centers

13.1 Background

One of the simplest, financially risk-adverse, and demoeratic techniques [or creating multi-
story, mixed-use developments is also one of the oldest. Historically, American cities were
platted [divided) by government entities and land developers, with the lots then sold to
individuals who built residential or commercial buildings (Figure 13-1). In 1791, Andrew
Ellicott and Benjamin Banneker platted Washington, D.C., into 15,000 lols based on Plerre
{Peter] Charles L'Enfant’s plan. Once the platted lols were surveyed, they were auctioned,
and their revenue helped subsidize the cost of building the streets and infrastructure for the
nation’s new capital city. Cities around the world have adopted this practice for hundreds of
YEears,

Historically, commercial lols in small American cities were platted 20 1o 50 feet wide
and 80 to 120 feet deep. These lots ronted public streets and had service alleys at the back,

Figise 13-1

Citees aré comprised of small plaited
commuercial lots that are developed
by individuals, Shawn: King Stzeed,
Chsilewon, South Carolina, Roberf ),
Gilrles
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Single lots accommodated individual buildings or were combined to house larger
commercial structures. Often the original structure may have been a single resi-
dence, laler converted into a place for a business and then replaced with a larger
commercial building.

Subdividing a proposed commercial ared into smaller, more affordable plots or
condominium siles brings property ownership within the reach of aspinng entrepre-
neurs. Smaller siles not only increase the pool of potential commercial buyers, they
also reduce the masier developer's capital investment and financial risk. At 2010
land costs and development prices, platted lots can be sold for less than 550,000
each while still earning the developer a market rate of return. In urban infill loca-
tions where land can be discounted and existing streets and utilities are in place,
commercial lots could potentially be sold for even less.

Start-up businesses can find it a challenge to secure appropriate spaces (o es-
tablish their stores, restaurants, or ofhces. Olten landlords are unwilling to fund the
capital improvements necessary in older commercial bulldings, such as upgraded
electrical wiring, plumbing, and HVAC systems. Leaving these expenses to those
who are renting or leasing can reguire an influx of cash beyond the means of first-
time business owners, Moreover, many enlerprising businesses would rather invest
in a building they own, allowing them to amortize capital improvements over Lime,
For them, building improvemenis become an investment by increasing the value of
the property in the long run.

Urban redevelopment and lown center projects can be enormous in size and
complexity, making their development a polentially long, drawn-out process. As-
sembling property, creating the plan, specifying the architectural design, establish-
ing entitlements, secunng financing, determining leasing, and managing construc-
tion {or even the smallest mixed-use project is nisky, and can lake years as well as
a considerable amount of capital. Integrating mixed uses, such as residences or of-
fices above retail stores, requires a developer experienced in all of these categories.

Moreover, the mixed-use developer must be able to accurately forecast the
exact types of commercial spaces or residential units that can and will be absorbed
over several market cycles. Very few developers have the requisite knowledge, ex-
perience, and perseverance to construct large mulliuse centers. Without this exper-
tise, a town center project usually ends up stalled or protracted in development, or
takes the form of a monolithic building.

Even successlully implemented platted town centers have a downside for de-
velepers. Unlike shopping center developers who receive long-term returns on
their initial investment, developers selling commercial land in small plots limit their
capital gains to one-time profils. In exchange for reducing their initial financial
risk, they forego the realization of long-term asset appreciation. Rather, individual
property owners reap the rewards of invesling in real estate. In many cases, small-
business owners can sell thelr appreciated properly to finance their retirement or
pass it on to their children,

13.2 Land Speculation

Many land speculators attempl to generale short-term profits by selling or “flip-
ping” their properties rather than constructing buildings to house their own
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businesses or lease Lo others. Lot speculation was a recurring challenge in the 1790s
tor President George Washington while building the nation's capital city, later
named after him. These speculators can cause property values to quickly rise be-
fond the range of small-business owners, creating an impasse in which commercial
Properties remain vacant and unproductive. This type of speculation can contribute:
to the decline and decay of city centers as well. To avoid both situations, land sales
agreements should include deed restrictions mandating the construction of struc-
tures within two to three years of their purchase.

To minimize excessive speculation, the towns of Rosemary Beach and Seaside,
Florida, adopted required building schedules for lots sold.

13.3 Building Standards

High-quality building design should be encouraged for all types of businesses.
Well-designed buildings reinforce both the uniqueness of a commercial district

and the qualily and value of the goads and services its various businesses offer. To
some degree, the quality of individual building design and materials will depend on
the strength of the district's market. Wealthier communities tend to support higher
volumaes of sales, allowing property owners to command higher rents than those in
middle-income communities. On the olher hand, spending large amounts of money
on commercial buildings does not necessarily equate to well-proportioned and ar-
resting architecture. Mandating high-quality building materials and construction
has a long histery in America. For example, President Washington required all
buildings in the District of Columbia to be constructed of brick or stone.’

To maintain control of building quality, developers should require architectural
standards that regulate design and building materials. As an alternative, the lot sale
price could include a set of architectural drawings. To create variely on commercial
streets, developers should also assemble a collection of different, yet compatible,
storefront designs for lot owners to select from. Seaside and Rosemary Beach have
implemented commercial building design standards that resulted in individual yet
architecturally harmonious commercial buildings (Figure 13-2),

Mew town centers should adopt the [ollewing minimal building standards:

® Design: Buildings should be well designed.

& Build-to line: Buildings should be built lo a common frontage line, either at
the property line or at an established distance from it. In villages and small
towns, a variance for up to a 10-foot setback should be considered for build-

ings with restaurants planning to provide sidewalk dining.

= First-level glazing: The first-floor fagade of each building, as measured
from its base at the sidewalk to 10 feet aboave, should have a minimum of
G0 percent of its surface area in clear glass, including doors. Doors, however,
should not be required to be glass.

¢ Building eave: Buildings located in large towns and cities should be regquired
1o maintain a commen line for eaves to aveoid irregular rocflines, which dis-
tract the eye [rom storefronts,

13.3 Building Standards
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o Materials: Street frontage should be wel) designed and built with long-
lasling, low-maintenance materials. Some bullding walls will be contiguous
with adjacent building walls or facing an alley, requiring basie MAasonry con-
struction, such as concrete block,

& Signage: Signage size, location, materials, and quality should be regulated
as outlined.

13.4 Management

While individual lat ownership will expedite the town center's development, adopt-
ing suecessful business practices pioneered by shopping center developers will
make the individual businesses more sustainable. This includes esta blishing a
business association with the autherity te collect dues from each property owner
Controlled by a board of association mem bers, this fund should be allocaled for the
promotion of the center and for the maintenance of its common areas. The board
should also consider imposing common business hours and minimum business
practice standards,

13.5 Parking

Sufficient parking for a one- to two-story mixed-use town center is a blended ratio
of 3.5 to 4.0 stalls par 1,000 square leel of commercial building area. A 20-foot-wide
lot can accommodate up to five parking spaces each: two 1o four parking spaces off

158 FPlatted Town Centers



the alley and one on-street space in front of the bullding. Because ol its additional
streed frontage, a corner lot includes two to three more on=street spaces. For overfllow
and employee parking, the municipal authority or developer should consider install-
ing common surface parking lots on the periphiery of the town center. Each building
should be required to provide at least two parking spaces accessible from the rear al-
tey. If the local building code permits, the building could cantilever over these stalls.

13.6 Alleys

Alleys provide necded service access and parking behind commercial buildings
and should not be gentrified or built to street standards. They are for [unclional pur-
poses and should be constructed as inexpensively as is reasonable. Limiting alleys
o surface drainage, and eliminating curbs and overhead power lines, allows more
resources to be spent on the streetscape and the public realm.

13.7 Regulated Use

Ideally, restaurants and specialty shops will occupy most of the first floors in a plat-
ted town center, Mandating such first-floor uses is nearly impossible to enforce in
weak commercial markets and, at imes, even in strong ones. The platted town con-
cept 15 designed o offer an entry venue for start-up businesses and to minimize the
capital investment the developer must provide. If specific commercial bullding-use
regulations are adopted, only the primary commercial [rontages and cormer sites
should be controlled (Figura 13-3). The side and back streets are better suited for
offices, hobby retailers, or restaurants, Also, grouping similar businesses provides
the critical mass necessary to create a unigque off-sireet destination. Clusters of
ethnic restaurants, antiques stores, or booksellers have proven to work as purpose-
driven or niche destinations.

13.8 Operating Standards

To be competitive with stores in surrounding shopping arcas, the store owners in
a platted town center must abide by minimal retail business practices. A few un-
derperforming or distasteful retailers can lower the standard of an entire shopping
area. A poorly merchandised retailer or a rude salesperson can cause shoppers (and
their iriends) not to return. Likewise, allowing construction to drag out for years will
discourage shopping and suppress salas.

One of the most important phases of a retail center’s life is ils opening, Ideally,
a retail center should have a major “Grand Opening” during which all retailers
and restaurants are open to shoppers. This option is nol likely, however, in a plat-
ted town center with dozens of individual store owners, Instead, the center’s master
developer should carefully plan and program commercial lot sales to allow for &
minimum sustainable size during each development phase. In addition, all commer-
cial lot purehasers should be required to complete their buildings within a predeter-
mined time frame.

13.8 Operating Standards
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Figure 13-3
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13.9 Recommended Minimum Operating
Standards

The recommended minimum operating standards for a plalted lown center are as
follows:
¢ Building construction must be completed according to a predetermined
deadline, iypically two years after the lot sale,

Retail, restaurant, or key service businesses are required on the ground foor,

= Design standards for lavoul, finishes, colors, furnishings, lighting, and sig-
nage should be enforced in first-floor store interiors.

+ Retail interiors and window displays should conform to a baseline of mer-
chandising standards.
=« All businesses must be in operation from at least 10:00 a1 o 5:00 P,

# All businesses must contribute to a common fund for the center's mainte-
nance, management, security, and special events.

13.10 Developer Responsibilities

A competent developer is essential lor a successful platted commercial center. The
master developer must be able to implement a vision or must have a legal and poli-
cy mechanism to enforce design and operating standards,
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The master developer’s responsibilities include the following:

o For a sustainable platted lown center, the developer should create a vision
or brand for its character, scale, and retail categories, such as neighborhood,
community, regional, and so forth, Creates a vision for the town center's
character, scale, and retail categories

Obtaining appropriate entitlements for the town center's commercial proper-
ties

L]

(-]

Designing and implementing a qualily public realm: streets, walks, parks,
signage, lighting, and so on
Pursuing businesses that reinforce the town center's goals

Selting up the management team that oversees the center’s maintenance,
security, operations, marketing, and, when necessary, consultants

L]

L

Enforcing codes and standards fairly but firmly

o

Establishing an intuitive exit plan to transfer management Lo property
OWTErS

13.10 Developer Responsibilities
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Case Studies: Historic City Centers

During the past thirty years of practice, the author has realized that most American city
centers have not olfered many of the goods, brands, and services that are desired or needad
by their communities. Although in most cases American cities have the market demand to
significantly expand their number of retailers and restaurants, these businesses are not be-
ing established for various nonmarkel reasons. Stubborn landlords, unreasonable real os-
tate values, or well-intended but counterproductive public policies often prevent the private
sector from meeting pent-up commercial demands. The [ollowing case studies illustrate les-
sons learned by the author during recent consalting activilies.

14.1 Bay City, Michigan

Bay City, Michigan, is a mud-sized industrial city located in Michigan’s “thumb® on the
eastern shore of Saginaw Bay. Before 1857, the city was the hub [or three state highways
that met in its downtown central business district and then crossed the Saginaw River. In
1957, approximately 25,000 cars per day wore redirected away from the city’s main-main
intersection downtown (o a new bridge and bypass road three blocks to the south (Figure
14-1). As a consequence, Sears and other major downtown retailers relocated to new, larger
freestanding buildings along the bypass that same year, causing a major loss of market
share for the remaining downtown businesses. Later efforts to revitalize the downtown with
strectscape and [agade enhancements improved its physical appearance but failed to com-
pensate for the city's lack of vehicular traffic. Eventually, the freestanding Sears and other
retailers feft the bypass road for the new enclosed shopping centers north of the city,

In the 1990s, a proposal to reroute lraffic back through downtown precipitated inter-
o5t in leasing underused commercial spaces at market-rate rents. However, the idea of
bringing 20,000 cars per day back into the center of lown proved unappealing to many
policymakers and some retailers, which killed the plan. Increased traffic alone would not
have refurned Bay Cily's downtown to its earlier role as the reglon’s pnmary shopping des-
tination. Other factors, including a declining population base, job losses, and competilion
from outlying shopping centers, contributed to the city's downturn. Mevertheless, if traffic
had not been directed away from Bay City's downtown, and if Sears and other large retail-
ers had been allowed o expand, then there would have been a good chance that the area
could have preserved its original market share.

MeKenna Associates, planning consultant; Gibbs Planning Group, retail market re-

search and planner.
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14.2 Alexandria, Virginia's 0ld Town

The King Streel commercial area in Old Town, Alexandria, Virginia, is both an
amenity for the surrounding newghborhoods and a leading destination for regional
and national tourists. Old Town's unique urbanism and historic architecture have
attracted residents, retailers, and businesses for years. Local realtors often cite these
characteristics as the key 1o the area's desirability among prospective homeowners
and businesses, The colonial-era buildings, waterfront access, quaint shops, and
sidewalk restaurants provide goods and services nestled in a historic urban setting
otherwise unavailable in the Washington, D.C., region. Although Old Town is a vi-
brant shopping destination, King Street's business potential is being artificially sup-
pressed by a confluence of correctable nonmarkel factors (Figures 14-2 and 14-3).

Tourists and regional shoppers are a primary revenue source for the city of Al-
exandria. In 2007, tolal visitor expenditure in the city topped 5584 million, general-
ing $19.5 million in municipal revenue. The tourism industry also supported 5,600
jobs in the city, In 2008, tourists spent 5192.8 million in retail stores and restaurants
in Old Town. Of this tolal, lourists spent an estimated $121 million on dining and
520 million on apparel, shoes, and accessories on King Street,

Shopping is the fourth most popular activity among Old Town's 3.3 million
annual visitors (29 percent of tourist spending is on fine dining, 27 percent on
museums, 26 percent on historic sites, and 25 percent on shopping). Old Town
can improve s lourist shopping with more extensive marketing and by expand-
in 15 retail offerings to include the same leading brands that visitors shop {or at
home. While this may secm countenniuitive, vacationers generally prefer (o spend
mare time shopping and dining than on any other activity, including taking part in
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Figure 14-2
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cultural events, visiting historic sites, museums, and parks, and atlending sporting
aclivilies,

Olel Town has the opportunily Lo increase its current market share of retail and
restaurant sales by expanding its business mix and by implementing a series of pol-
lcy, marketing, architectural, and streetscape enhancements. Even during the 2009
recession, Old Town was capable of supporting 250,000 square fect of additional
retail and restaurant space, which would have generated more than 5100 million in
additional annual sales revenue, These gains could have been achieved by captur-
ing local and regional spending that was cecurring elsewhere, In addition, expan-
ing King Street’s business mix to meet tourists’ shopping needs and expectalions
would increase the nearly $600 million that visiters spend annually in Alexandria.

el Town businesses could capture this additional spending by implementing
modemn merchandising and business practices. This growth also requires effective

Figute 14-3
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Ihwiwing histarical costeaereial
diskrict that appeals ta Bou-
sands al iowiisks, workeds, and
Igcal residests, Alpxandiss, VA
Gihtt Maaniag Sroog, doc,

14.2 Alexandria, Virginia’s Old Town 165



marketing, a business improvement district (BID), and grealer cooperation between
the public and privale sectors. Improvements in parking, lighting, management,
and signage would also enhance King Street’s commercial sustainability.

While King Street and the surrounding neighborhoods represent one of
America’s most picturesque urban historical setlings, maintaining its commercial
viability in the future will be a challenge. High real estate costs and steep rents,
combined with Muctualing sales, make it difficult for some landlords and businesses
to earn a market rale of return on their investments. Recently, a number of papular
lecal and national retailers have closed in Old Town. These closures have occurred
for a vaniety of market and nonmarket reasons. Many other retailers, including an-
tique shops and boutiques, are considerning closing or vacating Old Town,

Alexandria has many fine antique, boutique, and specialty shops selling dis-
tinctive merchandise and services. These merchanis are grouped into three primary
zones that define King Street’s mile-long commercial area. Upper King, located
between the Melrorail station and Payne Street, consists mostly of smaller indepen-
dent businesses that service the local commumnity. Middle King, located between
Payne and Royal Streets, has national retailers and appeals to the greater regional
market. Lower King, located between the wateriront and City Hall, has restaurants
and retailers geared to visitors and tourists, Old Town's side streets have many
smaller shops, restaurants, and services, most of which serve the local eCOnomy.

King Street has a high rate of business urnover and commercial vacancies
compared to nearby shopping areas. The relevance of many of King Street’s busi-
nesses to the day-lo-day needs of its neighborhoods and the city at large has dimin-
ished to such an extent thal neighboring residents now rely on suburban shopping
centers for most of their primary retail, restaurant, and grocery needs.

Suburban developers have proven more than willing to provide for this un-
met commercial demand. The region has an abundance of attractive shopping
centers, such as Pentagon Row, The Clarendon Market Commeon, Polomac Mills,
Tyson's Comer, Georgelown, and Reston Town Center. Additional retail shopping
is planned al the Mational Harbor and al the expanded Potomac Yard Shopping
Cenler, which will total more than 1.5 million square feet of space.

Mumerous well-intended private sector actions, communily pressures, and pub-
lic policies have led to an irome condition: local residents must drive to suburban
strip centers and malls for most of their essential goods and services. Many King
Street businesses depend on tourism or purpose-driven shoppers for their liveli-
hood. As a result, Old Town fails to provide for many of the primary commercial
needs and desires of its community. The dependence on individual shopping trips
and large numbers of tourisis is an unsustainable condition for one of America’s
hirst and finest cities,

King Sireet’s more than 60 restaurants offer a wide range of dining experiences
that appeal to tourists, workers, local inhabitants, and regional residents. Restau-
rants represent approximately 22 percent of this street’s businesses by number and
are Lhe second largest use, followed by office space. These reslaurants offer every-
thing from a gquick snack to a fine gourmel experience. Recently, many of King's
Streel’s restaurants have received noteworthy reviews (rom respected critics.

On the whoele, dining is one of King Street’s sirengths and a unifier for the his-
toric district’s various users, providing a special place where both visitors and lecals
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can meet. The restaurants also contribute to Old Town’s nighilife and provide a
needed amenity for the office and hospitality markets. Recently permilted sidewalk
dining has given Old Town a livelier streetscape and provided restaurants with
needed table space.,

A recent market study conducted by the author revealed that King Streel is capa-
ble of supparting up to 80,000 sguare feet of addilienal restaurant space by 2013, This
growth could be accommedated with 10 to 20 new restaurants or with substantial
increases in sales at existing dining establishments, Such an expansion is sustainable
even if a proposed nearby community shopping center is built, If the center is nol de-
veloped, King Streetl could support 107,000 square feet of new restaurants by 2020.

These new restaurants would improve the economic sustainability of Old Town
by drawing dining visits and dellars now spent in surrounding shopping cenlers.
More King Street restaurants would also encourage neighboring residents who
wish to dine out to walk rather than te drive, Walking to dine not only reduces ve-
hicular usage, it also provides an opporiunity for window shopping and impulse
purchases. The businesses that profit most (rom pedestrian dining trips are art gal-
leries, bookstores, home-furnishing shops, jewelry stores, shee stores, and specially
steres. Expanding the number and variety of restaurants on King Street would in-
crease its nighttime pedestrian and vehicular traffic and help fulfill the demand that
nearby residents have expressed lor more family-friendly dining establishments.

During the author's interviews, many business and property owners stated that
Old Town could support numerous additional retailers and restauranits, but they com-
plained that community pressure and city policy are suppressing growth, Residential
and employee [ocus groups felt that King Street neaded more family-type, affordable
restaurants, especially leading national chains that offer moderately priced meals.

King Street entertainment venues are currently limited to musicians performing
either in a restaurant or on the street. Only 2 percent of the street's first-level busi-
nesses are entertainment based. In response o pressure by surrounding residential
groups, the city has tightly controlled the number and types of King Street enter-
tainment venues te preclude their potenlial negative impact on nearby residents.
Given Old Town's growing markel potential and increasing visitor and tourist
numbers, the author found that King Street could accommodate a 30 to 35 percent
increase in entertainment and recreational venues.

Today, most of the town's nightlife is concentrated along Lower King, while
Upper King is relatively quiet. Ten to filteen boutique nightclubs, comedy clubs,
performing-arts venues, and family-oriented recreational activities, such as bowl-
ing, could supplement the emerging businesses and planned hotels on Upper King.
Entertainment and recreational activities contribute to an aclive streetscape, but
their direct impact on improved retail sales cannot be clearly documented. Some
commercial districts and developers encourage entertainment uses, while others
minimize nonretail uses, Additional entertainment activities need (o be balanced
with preserving the quality of life of Old Town's residential areas.

Proposed Merchandising Strateqy

King Street's mile-long commaercial corridor is divided functionally inlo smaller
subareas of business activity. Some retailers rely on purpose-driven visits from

14.2 Alexandria, Virginia's 01d Town
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existing customers, while others benefit from casual impulse purchases by locals
and tourists,

& Mategfroni: The popular walerfront is a recrealional destinalion and port of
entry for the Mational Harbor water taxi. However, this regional amenity has
limited dining and shopping opportunities. Additional dining and shopping
could enhance the waterlront experience and expand iis appeal. A public
markel could b installed on one of the vacant lots or in undersed structures
along the waterfront. Pop-up stores could also be installed during peak shop-
ping seasons.

* Lower King: The busiesi commercial area, Lower King extends [rom the wa-
terfront to City Hall. Its numerous restaurants and retallers cater to the tourist
and business traveler, a focus that should be maintained. This area can sup-
port more high-volume restaurants, specialty foods stores (ice cream, coflee,
etc.), galleries, gift and souvenir shops, shoe stores, and other visitor-criented
businesses.

Middle King: A reqional shopping destination, Middle King offers numerous
apparel stores, home fumishings stores, and restaurants thal appeal to the
general public. Extending over nine blocks, it includes national chain stores
like Ann Taylor, Chico's, Banana Republic, Gap, and Restoration Hardware,
In the future, Middle King will likely need a parking structure to reach its
full commercial potential.

The Middle King Street area should continue to focus on department store
goods, such as apparél, home furmishings, gilts, sporting goods, shoes, and toys.
Local, regional, and national retailers should be sought, including a 20,000- to
60.000-square-foot junior anchor, A city-owned surface parking lot on the 900 block
presents an opporiunity for developing a small department store or larger retailer as
an infill building. Small- 1o medium-sized restaurants oriented to families or office
waorkers should be encouraged to open in the Middle King area. These restaurants
would supplement the relail stores without letting the area become an entertain-
ment or resiaurant district, which should be discouraged,

# Upper King Srreer: An emerging business area, Upper King is host to numerous
new hotels and a popular new farmer's market. Major employment centers
surround the five-block-long area and could support additional restaurant
development within it. Currently, the area consists of mostly small indepen-
dent businesses and. as a consequence, has the least amount of pedestrian
and tourist traffic in Old Town. There is not even encugh traffic to warrant
the citv's installation of parking meters along all five of its blocks. Numerous
Upper King business owners endorse the implementation of new programs
for increasing the area’s commerce, including the ereation of a BID. It's pos-
sible that a BID could be formed only for Upper King Streel, Upper King
has the polential to expand its unigue brands and its collection of appealing
one-of-a-kind shops and restaurants. Many businesses owners claim that
the city's requirement 1o obtain a Special Use Permit is too expensive and
time consuming to make il plausible to open a small business. They argue
that landlords require full rent paymenis during the permitting process that
can al times take several menths. Granting Upper King a limited number
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of exceptions to the Special Use Permit process would encourage the devel-
opment of small, independent bistros, cafes, and clubs. In addition, several
larger destination restaurants could meet the office-worker demand and serve
as anchors [or the area. Adopting a BID would significantly improve the odds
of recruiting anchor restaurants and achieving the desired development.

Mo single business type should dominate King Street. Its three primary com-
mercial districts are the product of market demand. King Street does not need any
more tourist-oriented gift shops or quick-service food and snack shops. Rather,
the area should make available the goods and services Alexandria's residents now
purchase in surrounding shopping centers, The city should recruit additional soft-
goods stores, restaurants, and neighborhood service stores that offer the price point
and regional and national brands the Old Town community prefers.

King Street's ideal retail mix is one that meels the primary needs and desires of
its residents, workers, and visitors, Historically, Old Town serviced these commer-
cial demands, Unfortunately, King Street now falls short of this goal. If Old Town
lails to expand its retail offerings beyond unique stores and restaurants that service
& minor niche market segment, its commerce will be unsustainable in the long term.

14.3 Ballwin, Missouri

Located on the southwest edge of St. Louis, Ballwin, Missouri, is a suburban com-
munity that experienced considerable growth between the 1970s and 1980s,
Ballwin's primary commercial corridor is facing significant competition from new
shopping centers located in the surrounding and rapidly expanding suburbs. As a
result, Ballwin is in the early stages of a gradual decline in its role as a commercial
center in the region. Because the city heavily depends on the retail sales tax for
revenue, the potential less of this commerce poses a serious challenge to the cily's
financial sustainability.

Despite growing competition from surrounding shopping areas, however,
Ballwin can continue to be a viable retail district. This author found that it could
support 175,000 square [eet of retail development by 2010, which could produce
up to $4.5 million in additional annual sales. Supportable square footage would
include 51,500 square [eet of apparel, shoes, and accessories space; 65,000 square
feet of restaurant space; 14,000 square feet of drugstore space; 12,500 square [eet of
[urniture, home decor, and accessories space; and 31,000 additional square feet of
total other retail space.

The Ballwin corridor enjoys some of greater St. Louis's most desirable demo-
graphics: the western suburhs with well-established neighborhoods, higher-than-
average incomes, and moderate growth. Ballwin offers a fill-in location for many
retailers in the corridor market. The city's relail stores could yield over 581 million
in annual sales in 2010, supported by 12,650 households or nearly 53,000 persons
earning a median household income of $87,200.

The Ballwin trade area had an estimated 2006 population of 32,300, which is
projected to grow to 33,050 by 2011, a 2.4 percent projecied increase over the pre-
vious five-year period. The primary trade area is projected to grow to 52,800 per-
sons by 2011, Given the area’s numerous existing suburban-style shopping centers

14.3 Ballwin, Missouri
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and lack of walkable urban areas, Ballwin could potentially reverse its loss of retail
markel share if it could support a quality but moderately priced mixed-use main
street center, such as Kansas City's Zona Rosa.

Ballwin's challenges to expanding iis tax base through private sector commer-
cial development are common in many areas, especially in states that allow lecal
governments o capture all retail sales tax revenue.

14.4 Birmingham and Pontiac, Michigan

Adjacent cilies in Michigan, Birmingham and Pontiac demonstrate both the pro-
ductive and counterproductive influences that urban planning can have on com-
merce. Only 7 miles apart, both communities are located in Cakland County, one
of the wealthiest in the United States. The county seat, Pontiac, had a population of
60,000 in 2010, while Birmingham had a population of 20,000 in that year.

At its perak during the early 1960s, Pontiac was the county’s center of com-
merce, with numerous office buildings, department stores, municipal buildings,
hospitals, and popular residential neighborhoods. In contrast, Birmingham, while
pleasant, was simply & small town.

Today, Birmingham can boast of having over 3 million square feet of tony re-
tail and restaurants, as well as some of the highest rents and property values in the
Midwest, while Pontiac’s downtown has languished and become severely chal-
lenged in atfracling new commerce.

What happened? How did the two cities reverse their roles?

More than any single factor, well-intended urban planning contributed to Pon-
tiac’s economic decline. A 1963 masier plan propesed severing Weoodward Avenue
fram the city center by rerouting vehicular traffic onto a new six-lane, one-way ring
road circumventing the central business district.

The plan also called for removing all vehicular traffic from downtown and con-
structing parking decks along its edge, a proposal based on the theory that shop-
pers would park and then walk to a pedestrian-only shopping district.

When the plan was implemented in 1964, the ring road—named Wide Track
Drive after a Pontiac Motors marketing campaign—diverted almost all of the city’s
through-traffic around its downtown. Concurrently, and coincidentally, the county
moved the courthouse and county offices from the central business district to a new
campus i Waterford Township, 2 miles west of the city. Shortly thereafter, Sears
and many other leading retailers followed when a new enclosed mall opened near
the county facililies.

The combined loss of the courthouse and county offices, a major employment
center, most vehicular traffic, and anchor retailers contributed to Pontiac’s quick
decline. Within five years, Pontiac lost its earlier vibrancy, and eventually most of
its retail, office, and civic uses. Wide Track Drive had become a metaphorical noose
choking the life oul of the downlown, and eventually the surrounding neighbor-
hoods.

In 18967, a similar pedestrian-only master plan and ring road were proposed (or
Birmingham. Fortunately. and unlike Pontiac, the city ignored many of the plan’s
recommendations and preserved vehicular traffic downlown. Today, more than
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40,000 cars pass through the cily's primary or "main-main® intersection of Old
Woodwarth Avenue and Maple Road each day.

Birmingham did implement the ring road using existing streets, but the road
is optional and mostly used by truckers, while motorists prefer to drive through the
street grid into the shopping district. Vehicular traffie, on-street parking, and the
construction of five parking decks (as well as other factors) have made it possible
for the city center to thrive.

In the ensuing years, Birmingham adopted a series of zoning and building
codis that unintentionally suppressed development and created new compelition
from a nearby luxury shopping mall. Te remedy the situation, the city retained DFZ
Architects in 1996 to develop a new Lwenly-year master plan intended lo encourage
market-based sustainable growth. The Downlown Birmingham 2016 Plan proposed
a form-based code [one of the first in the U,S.) that offered development incentives
in exchange for strict building standards. Once adopted, the plan resulted in the
development of over 1 million square feet of new comimercial and residential land
within five years. The DPZ plan also tamed traffic on the 1960% ring road by adding
on-streel parking and medifying oversized streets with traffic-calming measures,
which made the downtown more walkable (Figure 14-4).

Birmingham is now ranked as cne of America’s most livable cities, while Pon-
tiar is headed in the other direction and severely challenged in their efforts toim-
prove. Urban planning can only do so much damage or good, and there are surely
many other significant factors that contributed to Pontiac's decline and Birming-
ham's ascent. However, even with Michigan's severe recession, Pontiac could
begin a steady road to recovery by implementing proven market-based planning
and management practices, and by reconnecting Woodward Avenue to ils

Figure 14-4

Thi erasssoads of Mapbe Road and
Bid Woodward Avenae accammodate
over 40,000 cais per day asd form
tise middle of the City of Birmingham's
walkable cestral shapping distict. The
tralfic, combined with well-managed
n-street parking, five public parking
sirucheres, amd 3 Duaey PlMter-Iybek
Michitects DPI forme based plan, have
easniribeted ta the 19,000-perssn
town's commetcial susiatsabitity. The
ity Byt over 3 million sguare feet of
commetcial space and tomo of the
highest reads in the Midwest. Robert
1. Gitng
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Figere 14-5

Pantiac has recenily complebed MR-
pive nw strelscape enhantements
and building lagade improvesvests in
il historic downlown. Boberr f, Gibhs

downtown, reconnecting the neighborhoods o the downlown and by redesigning
Wide Track Drive into a narrower two-way street (Fiqure 14-5j.
The author has lived in both cities for most of his life and has participated in
the Birmingham master planning charrelte as the commercial planning consultant.
Birmingham 2016 Master Plan: DPZ Architects, Gibbs Planning Group,

McKenna Associales,

14.5 Charleston, South Carolina

Under the leadership of Mayor Joseph P, Riley, the City of Charleston, South
Carolina, has undergone an unprecedented rebirth over the last thirly years. A ne-
glected Navy town when it was destroyed by Hurricane Hugo in 1989, Charleston
i5 now one of the country’s most popular historic cities and tounst destinations [Fig-
ure 14-6). To achieve this result, Mayor Riley initiated and supported a long-term
master plan that set high standards for the design of buildings and the public realm.
These standards, coupled with sound economic redevelopment, meticulous historic
preservation, and extensive waterfront parks, have made Charleston a model sus-
tainable city.

Charleston Place, one of the first major private projects implemented according
to the new plan, reconnected the city’s historic market with an established antigues
district and the King Street shopping district. Built by the Taubman Company, this
flagship mixed-use development, which included a deluxe hotel and a collection of
luxury shops such as Guecd and 5. John, proved that Charleston’s historic down-
town could support leading international retailers,

Cine of Mayor Riley's pimary objectives was to return Charleston’s King Street
to its traditional role as the pnmary shopping destination for the region. The city
successiully persuaded prime national retaillers, which had become accustomed to
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lecating only in the area’s surrounding malls, to open stores downtown. Further-
more, the mayor wanted to make the peninsula’s neighborhoods mare popular and
suslainable by providing the goods and services that their residents needed and
desired within walking distance or a short drive from their neighborhoods. To meet
this need, the city recruited popular retailers, restaurants, and supermarkets.

Charleston is now one of the most walkable cities in the United States. [ts dis-
linct pedestrian-oriented areas include the French Quarter; the antiques district;
the College of Charleston campus; the historic public market; and Upper, Middle,
and Lower King Street. These districts offer a wide range of goods and services
ranging from unique one-of-a-kind appare]l and collectables to smart business
wear. One can purchase shoes, slacks, jewelry, furnishings, groceries, and almaost
everylhing else in hundreds of local shops or national stores. Bacause of their im-
mense draw, the author discovered that Charleston's trade area extends over 300
miles. Suburban soccer moms, young families, and empty nesters fraquently driva
past their own local shopping malls to purchase similar brands in Charleston’s
historic setting.

Charleston conlinues to successfully implement this sustainable commercial
policy. Dozens of local, regional, and national stores have opened on King Street,
including Brooks Brothers, Lonis Vuitton, and, most recently, Apple Computer. The
city has found that these popular retailers have helped increase sales al smaller in-
dependent businesses and restaurants and at many antique shops and art galleries.
Recently, the city announced that Saks Filth Avenue will be closing its small urban
store (which was the first of its kind) and will be replaced by the popular Forever 21
apparel store, a change that underscores King Sireet’s role as the region’s primary
shopping destination {Figure 14-7).

Fgaie 14-8

Historic Charleston, Sooth Caraling,
has oneg ol American's most testiin-
abile hitvtorical commercial districts.
The gity has o balance of local, re-
gicaal, 3ad leading nitsanal retatlers,
restaurants, and hatels with & proves
wade area of over 200 miles. Robert
A GibiE
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Figure 14-T
Charkeston's King Streel is the
fegion's commeicial center. Robon

A Gty

14.6 Damariscotta, Maine

Damariscotta is a picturesque Mew England community that has an historic down-
town filled with atiractive locally owned shops and restaurants. This coastal town
provides a quaint setting for well-heeled residents and tourists to enjoy fine dining,
as well as unigque specialty shops for browsing and recreational shopping (Figure
14-8].

The town, which is home to only 2,000 year-round residents, is a popular resort
and second-home destination [or vacationers and retirees. Many of its downtown
businesses offer upscale dining and merchandise that are primarily geared for the
vacationers, many of whom drive ever an hour to shop and dine in its attractive wa-
terfront setting.

Muost of Damariscotta’s commercial uses hug its Main Street, with parking
provided on the street and on surface lots behind the stores and along the water-
front, Only one business, a restaurant, directly overlooks the harbor. Small-town
commerce, especially struggling independent businesses, must rely on impulse or
destination shopping from passing motorists, so starefront visthility from the road
is crucial. In this sense, it's better for the store to be viewed than to have a view

Anchoring downtown Damariscotta is the main post office, a drug store, a
bookstore with a constant stream of local and vacationing customers, and Reny's,

a unique local general store that sells almost everything to almost everyone. How-

ever, despite having these anchors and several attractive upscale businesses, many
of Damariscolla’s vear-round residents must drive nearly an hour to meet their pri-
mary shopping needs, This is especially true for young families and middle-income
households, which represents a considerable unmet demand and potential for new

refail downtown.
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Figure 14-8

Damariscetia, Maine, is a picturesgue
New England feson bwn thal iy
anchored with 3 wmall department store,
as independent boak salier, 3 post
gilice, a phosmacy, asd several nice
estamiaats, Gibhs Alkaning Gromp,

oe
Surrcunding Damariscotta are commercial areas in Newcastle, a nearby sister
cily to the south, and in small freestanding strip centers, fast-food restaurants, and
a supermarket to the north—all attracting shoppers from throughout the region
(Figure 14-9), Recently, Wal-Mart failed o get approval to open a store on farmland
north of the downtown, where Main Street and the bypass Highway 1 intersect.
Figure 14.9
Masy ol Damarizcotta’s yeas-round

1esidents shop eutside ol the histeric
downbéw in siip shopping centers.
Gibhbz Plawaing Gromp, fee.
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Wal-Mart's proposal indicates that the local retail market may be significantly un-

derserved by its existing businesses,
As part of a new masier plan developed in 2009, the author conducted a market

study indicating that there is enough demand to suppert the development af over
90,000 square feel of retail space—the equivalent of 25 to 30 new stores and restau-

rants—in Damariscotta by 2014, including the following:
* 27,000 square feet of full-service and limited-service restaurants
* 22,300 square feel of health care and personal services
= 21.600 square feel of apparel and accessories stores
= 12,000 square feet of home furnishings and (urniture retail stores
5,000 square feet of miscellaneous retail stores (effice supply, florist, and
card/gift stores)
s 2,000 square feel of general merchandise retailing [general store, junior/dis-
count department store)
= 1,800 square feel of hardware and lawn care retail stores

As in many resort communities, the businesses in Damariscotta benefit from its
altractive historic character rather than the familiarity of name brand chain stores
or competitive pricing. Damariscolla typifies an unsustainable community in which
mest of its residents must drive a considerable distance to surrounding centers for
their shopping and dining. while affluent tourists and regional residents drive to its
historic downtown for recreational shopping and entertainment.

The 200% master planning charrette was led by Bill Dennis, Architect. Rick
Chellman was the traffic engineer, and Gibbs Planning Group was the retail plan-

ning consultant.

14.7 Fresno, California

Located in central California’s fertile San Joaquin Valley, Fresno is a medium-sized
city of 500,000 people and serves as the Fresno County seat. Fairly isolated and dis-
tant from other major urban centers, Fresno has faced little competition from other
cities for retail shopping and commerce. Until the 1960s, its downtown had been
the region's primary commercial center, with hundreds of thousands of retail and
office uses.

In 1964, Fresno adopted an urban renewal plan proposed by the architect Vie-
tor Gruen, whoe pieneered the design of open-air shopping malls. With federal gov-
ernment funding, the city faithfully implemented most of Gruen's recommendations
and replaced six blocks of its main shopping streel, Fullon Avenue, with a pedes-
trian-only landscaped mall. The city rejected, however, Gruen's recommendation
to close all intersections where sireets cross Fullon because such an interruption in
traffic would have wreaked havoc with the region’s transportation network.

Hailed as the urban solution to the competition posed by new suburban shop-
ping cenlers, the pedesinan mall would draw people to the city's downtown by
providing remote lots or decks where they could park and then walk o the mall
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to shop or dine. Or so the planners and municipal authorities assumed. Their ra-
tionale: if pedestrian streets worked in Europe and in the new American regtonal
malls, then why not on the American main street?

Gruan worked with noted landscape architect Garrett Eckbo to make Fulton
Mall an artfully designed pedestrian street appointed with dozens of beautiful
sculptures and fountains. Mevertheless, the absence of vehicular traffic and conve-
nient parking compelled local shoppers to quickly reject the Fulton Mall and shifl
their spending to nearby suburban shopping centers. In effect, the closure of Fulton
Streel to vehicular traffic made the development of more community and regional
centers possible,

For the pasi ity years, the half-mile-long Fulton Mall has been mostly under-
utilized, with many vacancies and low property values. Fulton's businesses only
captured 1 percent of the city's total retail sales in 2010. Fresno's central business
district, nonetheless, has continued to serve as the region’s employment hub, and
has attracted thousands af new public and private sector office workers. It is still
possible for Fresno to be the retail center as well,

The Fulton Mall remains a tribute to the unintended consequences of well-
intended but misguided urban plans. Hundreds of similar pedestrian malls were
opened across the United States, in most cases with the same devastaling results,

During a 2010 planning charrette led by architect Stefanos Polyzoides, the au-
thor examined alternatives that could restore market-based retailing along Fulton
Avenue. Polyzoides proposed nine options for restoring the central business dis-
trict, ranging from restoring the mall to the original Gruen and Eckbo design (since
opening, it had been modified by others) to the complete reopening of Fulton Av-
enue with vehicular lanes and on-street parking. The community is divided on the
issue, with some promoting strict preservation and enhancement and others, nota-
bly property and business owners, advocating the restoration of the street to its pre-
1864 conditions. (In a recent study, the author has found that returning the mall o a
traditional gity street with on-street parking could potentially produce $47 million in
additional retail and restaurant sales, more than double the exisling revenue.)

Fresno Master Plan: Architect-Planner: Moule & Polyzoides, Architects and
Urbanists; Retail Consultant: Gibbs Planning Group; Preservationist: Cultural
Landscapes.

14.8 Houston, Texas

Houston iz a “can-do” city in the midst of a decade-long renaissance thal has been
led by the Houston Downtown Management District (HDMD). Today approxi-
mately 140,000 people work in its downtown, which has a full-sized Macy's depart-
ment store, a new Pavilions mixed-use canter, and a 13,000-seat theater district that
altracts 2 million visitors a year. Downtown Houston also fealures a major league
baseball stadium, a professional basketball arena, a convenlion center, a new urban
park, and a light rail network scheduled for expansion (Figure 14-10). Many of the
downtown's office buildings and retailers are linked by an extensive underground
tunnel and an elevated skywalk pedestrian network. Residential, office, and hotel
towers continue to be developed, even during the recent economic downtum,

14.8 Houston, Texas
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Ag in many major cities, most downtown residents and retail businesses moved
to the suburbs during the 1960s and 1970s. The central business district is ringed
with freeways that siphon off traffic and real estate development. The downtown is
also challenged by many unigue urban planning conditions, including the tunnel
and skywalk network that diverts tens of thousands of pedestrians from the side-
walks, The city's minimal zoning codes and design guidelines have yielded dozens
of high-rise buildings that ignore the sidewalk and parking that is mostly privately
controlled, which has adversely affected customer convenience and retail shopping.

In spite of the region’s many upscale suburban shopping centers, this author
found thal downtown Houston can currently absorb up to 400,000 square [eet of ad-
ditional retail and restaurant space. This new commercial business could generate
up to $120 million in annual gross sales during 2010 and grow to $230.7 million by
2014, which equates to 75 to 100 new stores and restaurants,

To encourage businesses to locate downtown, the city should revise certain poli-
cies and implement physical enhancements to rectify those clements that are advarsely
affecting its consumer appeal, ease of shopping, and overall commerce. Modifying
downtown street lighting, parking policies, mobility lane hours, sign code, and build-
ing design standards could improve the area’s physical appeal while addressing the
nuisance of widespread panhandling, and establishing business recruitment initiatives
could restare the downtown to the competitive and lively shopping distnict it once was.,

In addition to its employment and residential base, the downtown's businesses
have the polential to appeal to a cross section of Houston's demographic groups
living in three distinct trade areas: local, primary, and tertiary. These trade areas

range {rom a 1-mile-radius local trade area that includes 30,000 people (o the ter-
tiary area that extends over 30 miles from east to west and includes 2.7 million
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resilents with an average household income of $66,000. This tertiary trade area gen-
craled a gross commercial demand of $19.2 hillion in 2009 and is expected grow Lo
$22.3 billion by 2014. The primary trace area's 500,000 residents generale approxi-
Malely 60 percent of the downtown's retail and restaurant commaerce each year.,

One of the primary challenges to downtown Houslon's retail sustminability is
Parking. Statistically, the downtown has an adequate amount of parking, bul the
cily owns and operates only two public parking structures. Most downtown parking
i5 supplied by privately owned parking structures and surface lots that are expen-
sive and thus unappealing to most shoppers, especially when compared to the free
Parking affered in decks and on lots at suburban shopping centers,

Only 5 percent of downtown's 79,000 parking spaces are located on streets,
many of which become unavailable during the rush hour, converted instead Lo traf-
fic lanes. Free on-street parking after 6:00 pa and on Sundays results in heavy em-
Poyee usage that denies shoppers the most preferred stalls during these periods,
For example, ane evening, the author drove throughout downlown for nearly an
hour in search of an on-street parking stall near the Pavilions center. After paying
#10 and parking on the upper level of a privately owned deck, the author walked
o his preferred restaurant, only to find that it had just closed. To avoid such an un-
pleasant experience, many suburbanites avoid going downtown and drive to subur-
ban shopping centers where parking is more available and predictable.

Many other Houston policies whittle away at its downtown retail sustainability.
For example, downtown merchants and restaurant owners find the existing sign
regulations cumbersome and a major obstacte to achieving effective signage. While
Houston does not have a detailed zoning ordinance code, it has a 140-page sign
code that stifles the creative signage design crucial o cOmmerce.

The local trade area includes 30,000 people with an average househaold income
of 538,500, with an average annual household expenditure of 520,200 on retail
goods and restaurant dining. For many nearby residents, the downtown shops and
restaurants are a conventent amenity that contnbutes to the enjoyment of living in
the downtown area. These residents divide much of thetr local shopping and dining
time belween the Midiown MNeighborhood and dewntown Houston,

The downtown has a stable core of office workers who are projected Lo spend
00 million on goods and services in 20100 1t is estimated that, on average, each work-
er spent over 36,400 at retailers and restaurants in 2009 before, during, and after work.

In 2007, 31.4 million tourists and other visitors came 1o greater Houston and
spent $10.8 billion in its economy. As a business destination, Houston hosted 236
conventions in 2008, with over 550,000 delegates spending over 5550 million. Two
national franchise sports facilities are downtown: the Toyota Center, which hosts
the Houston Rockets, and Minute dMaid Park, which is home to the Houston Astros.

The combined attendance of both teams in their 2008-20089 seasons was 3.2 million.

During that time, tourism generated over 5276 million in local taxes and approxi-
mately 660 million in state laxes,

Total consumer spending on retail and restaurant uses in the combined local,
primary, and tertiary downtown trade areas was 5192 billionin 2009, Tourism ex-
penditure in 2008 in the Houston metropolitan statistical area was $11.7 hillion, Of
this total, $1.5 billion was spent on at-destination retail goods, 521 billion on din-
ing, and $383 million al food stores,

14.8 Houston, Texas
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Houston's downtown is fortunate to have a full-sized Macy's department store
on Main Street and connected lo the underground tunnel netwark. Macy's offers
complete lines of moderate- and moderate- to upper-priced apparal, cosmetics,
housewares, shoes, and other department store-type goods. Macy's serves as one of
downtown's mosl imporlant retail anchors, and its contribution to downtown's sus-
tainability cannot be overemphasized.

The Houston Pavilions is a new three-block-long lifestyle-type retail and office
project downtown. The project, which opened in October 2008, consists of 280,000
square feel of retail space and substantial office area. The HDMD granted the
Pavilions 51 million, and the city contributed $14 million for various construction
and streetscape improvemenis.

Although the Houston Pavilions has been open for more than 3 years and ils office
space i5 100 percent leased, its retail space has a number of vacancies. The retail leas-
ing of this project has likely been a victim of unfortunate tuming. The center opened
durnmng the Wall Street financial ensis of fall 2008, a ime when retail sales plummeted
nationally and most retailers suspended all expansion plans, The Pavilions' current
tenant mix centers on entertainment and restaurant uses, Entertainment venues fea-
ture the House of Blues and Lucky Strike Lanes Bowling Center, while restaurant of-
ferings are upscale, such as McCormick & Schmick's Seafood, Il Forks Steakhouse,
and Guadalajara del Centro. Currently, there are three major retailers in the project:
Books-a-Million and Forever 21 at the western end of the project near the METRORail
stop and BCBG i the center af the project. The Pavilions has become one of Houston's
leading anchors and is well positioned to capture much of the region’s potential enter-
tainment and soft-goods demand,

Key Recommendalions
® Parking: Implement consumer-{riendly parking policies, including the fol-
lowing: acquire three addilional parking structures or lots; offer free parking
for the first two hours in public structures and lots; extend op-street metered
charge times; install freestanding smart meters along Dallas, Main, and Tex-
as Streels; improve parking structure common areas along the focused shop-
ping zones; and install additional parallel on-street metered parking spaces
along Main Street between Commerce and Jefferson Streets where practical
(note: this parking is essential for sustainable streat-level retail businesses
and will require narrowing the existing sidewalks).
® Private Realm Lighiing: In focused areas, work with private properly owners
to repair nonfunctioning store-window and exterior lighting. Install new fix-
tures where warranted.
® Buifding Design Srandards: Implement building design standards that require
street-level commercial frontages and other urban design standards similar
to those adopted by leading cities throughout the world.
¢ Sigrage: Modify commercial signage standards (or street-level and anchor
businesses to allow for more visibility and to match modemn industry stan-
dards (as is common in the greater Houston region).
Already commercially successiul relative to many other major American cit-
ies, Houston has the desirable markel demand to continue lo atiract a considerable
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number af new retailers and restaurants, which can be done by adopting shopper-
Iriendly policy and planning measures.

Houston's rigorous downtown revitalizalion is a model for how a public-private
parinership can successfully implement and invest in major entertainment, employ-
ment, residential, transportation, and civic improvements in a major cily center.
Houston continues to serve as the business and professional center for the region
and is reemerging as a preferred residential and hospitality location.

14.9 Naples, Florida

During the mid-1980s, Naples's historie downtown, Old Maples, had a tired ap-
pearance, which did not reflect the attitude and lifestyle of its predominantly
upscale residents, The city's two primary commercial streets, Fifth Avenue and
Third Streel, were mostly lined with dated single-story shops, Both commercial
areas essentially shut down by 5:00 .M. As a result, residents and visitors had to
drive to newer strip malls, shopping centers, and enclosed malls for most of their
shopping. Local country clubs were the primary hubs for fine dining. Almest all
leading restaurants and retailers chose to locate outside of the downtown in sub-
urban shopping centers,

A group of concemed citizens, led by a local banker, commissioned Duany Plater-
Zyberk Architects (DPZ) to develop a master plan that would turn downtown Naples
inte a more vibrant mixed-use city center, The team’s research uncovered a significant
pent-up demand for upscale stores, restaurants, offices, and residences in the Maples
region. This demand was being suppressed by lack of parking, inellective local zoning
codes, and nominal incentives for property owners to redevelop. Learning of this poten-
tial demand, the community elected to inerease the density downtown, raise building
heights, and expand the town's commercial area. The community also decided to Lry to
attract more diverse retail stores and restaurants to the downtown area.

DPZ developed a new master plan and building design standards in 1993,
Taller mixed-use buildings were allowed under an optional or overlay zoning
code. The existing code remained for those property owners that did not wish to
improve their buildings. A key implementation teol was the addition of over 200
new parking stalls that DPZ created by restriping existing public parking lots and
on-street stalls into more efficient sizes. Essentially, for the price of a new optional
zoning code and the price of paint, the city was able to provide enough parking to
support thousands of square feet of new residential and office development. The
new parking stalls were offered to dewntown property owners as a free incentive
on a first-come, first-served basis for new development as prescribed by the DPZ
plan. The city also streamlined the approval process for new buildings that closely
adhered to the new building design standards. These market-based incentives
became key contributing motivations for major private investment along Fifth
Avenue,

This incentive-based plan caused a rush of property owners to develop new
mixed-use buildings along Fifth Avenue. Some development plans were submitted
within weeks of the planning effort. The successful new construction confirmed the
demand for new urban residential and commercial properties in Maples. During

14.9 Maples, Florida 1281



Figuee 12-11
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later phases, the cty alse built two parking garages and a perlorming arts center.
The Maples plan was almost completely implemented within four years of its cre-

ation (see Figure 14-11)

Unlike Charleston, Maples' property owners did not actively recruit leading
national retallers and restauranis since most were already located in surrcunding
shopping centers. The downiown became so successful and lively in such a short
time that Maples rehired the DPZ team to investigate how to decelerate ils commer-
cial growth, Naples is now one of the most popular downlowns in Florida and has
contributed to an improved quality of life for its surrounding neighborhoods as well
as the region

Filth Avenue Masler Plam: Master Planner: DFZ Architects; Retail Consullant:

sibbs Planning Group, Inc

14.10 Oxford, Mississippi

A gquintessential small southem college town, Oxford, Mississippl, combines fine
dining and unigue shopping with a traditional historic town square. The town's
lunctional public realm does not overshadow ils attractive one- and two-story
buildings or the elegant llabanate and white stucco Lafayvette County Courthouse.
MNumerous restaurants, nightclubs, and retailers surround the town square, includ-
ing the 171-vear-old family-run Neilson's Depariment Store (Figures 14-12 and
14-13).

Although its 1960s-era streetscape is worn and cars speed around the square,
COxford’s small-town urbanism is compelling and apparently economically sustain-
able. The square's shops and restaurants are thriving. Hotel rooms and restaurant
reservalions ane often difficult to get. The downtown has survived the opening and
cloging of a nearby shopping mall and the construction of two bypass highways
that diverted traffic to its east and south, The square’s commercial area has no va-
cancies and has recently seen the developmeni of numerous mixed-use buildings.
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Figure 14-12
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The downtown has maintained its historic role as the commercial center for the
19,000-resident community.

Oxford demonsirates that less can e more. Modern, expensive, and elaborate-
Iy detailed streelscapes are not always necessary for sustainable urban commercial
centers. Hopelully, Oxlord will aveid implementing the well-intended cookie-cutler
urban design “improvements” that have frequently destroyed so many American
towns and cities.

14.11 Santa Ana, California

Downilown Santa Ana, Califormia, 15 a thriving historic urban commercial district
that offers a broad range of goods and services focused on the Hispanic community.
Many of the downtown businesses sell the goods and services needed and desired
by ils surrounding residents. The downlbown is centrally located in Orange County,
one of the wealthiest counties in the country (Figure 14-14).

Although many downtown merchants report strong sales, a 2005 planning
study led by Moule & Polvzoides, Archilects and Urbanists, revealed that the busi-
ness district could expand its market share considerably, The plan found that Santa
Ana residents spent 72 percent of their total retail expenditures in slores beyond
the city limits. Additional store types and national brands, as well as the implemen=
tation of modemn business practices, could broaden the downlown's appeal. Many
downtown office workers and local residents reported that they would shop or dine

Figone 14:14
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downtown more often if the business mix expanded and its quality improved. For
example, the new demand for an upscale green grocery could be met by existing
lood markets expanding their goods and services.

Downtown Santa Ana has the potential to significantly expand its restaurants
and retailer size and quality, Moule & Polyzoides found that the downtown area
could support 150,000 to 250,000 square feet of additional regional and national re-
tailers and restaurants. However, this expansion could ruin the existing local-busi-
ness character if not thoughtiully implemented. Great attention should be given to
preserving much of the downtown's unigque business mix and architectural context.

Santa Ana is the ninth most populated California city, larger than Pitisburgh
and equal in size (0 St Louis. The 201005, Census reports that Santa Ana’s popu-
lation is 324,500, Moule & Polyzoides also found that the actual household income
is higher than the Census reported and that many residents do not have credit his-
tories or banking accounts.

Santa Ana has a wide range of demographics. Over 20 percent of its house-
holds have an average annual income of over £100,000 per year. More than 675,000
feople live and more than 350,000 people work within a 5-mile radius of downtown
Santa Ana.

Santa Ana has a historic downtown whose architecture and commercial char-
acter are both popular and unigue to the greater Orange County region. The over-
all shopping district is compact and walkable, Historic two- to three-story brick
or stone buildings line its attractive shopping streets. Generous public parking is
available in parking decks and in metered on-sireet diagonal stalls. The city has
easy local, regional, and freeway access. However, the downtown's numerous one-
way streets and limited left turns restrict local accessibility and likely frustrate po-
tential shoppers. The northeast quadrant of the city has frontage on the Interstate 5
Freeway and the Santa Ana interchange, which would be attractive to regional and
national retailers,

Although it has potential to capture additional retail market share, the Forth
Street commercial district is presently a fully functional and viable working retail
center. The vast majority of the downtown's businesses offer the goods and services
nieded and desired by the surrounding community. These businesses include ap-
parel, shoes, home furnishings, groceries, restaurants, electronics, and general mer-
chandise stores. In addilion, the downtown is anchored by a first-mun multiscreen
cinema, a large supermarket neighborhood center, two pharmacies, and a regional
arts district.

The entire length of downtown Forth Street is lined with retailers, restaurants,
and service businesses, The intersection of Forth and Sycamore Streets is the
“main-main” corner, with numerous jewelry, retailer, and service businesses. Forth
Stret's success is due, in part, to its updated and atiractive streetscape enhance-
ments and its on-streat metered parking, In contrast, Main Street’s ratail area is
hampered by its lack of on-street parking. Although the histeric downtown contin-
ues o atiract popular new restaurants and retailers, it has not yet fully reached its
potential as an attractive shopping and dining destination.

Moule & Polyzoides stated that Santa Ana’s downtown commercial districl has
the aption of adepting one of three economic development expansion models: sta-
tus quo, maximum growth, or moderate growth, as outlined below:

14.11 Santa Ana, California
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Status Quo Option

The status quo oplicn assumes that most vanables influencing the downtown will
remain unchanged, including zoning codes, prices, residential growth, Orange
Counly economic trends, and so on. Under this model, many of Forth Street's prop-
erties will most likely be purchased during the next ten years by regional or nation-
al developers seeking to lake advantage of Santa’s Ana's undervalued properties.

The downtown will likely see a widely expanded variely of small to medium-
sized goods and services stores, including leading apparel and home-furnishing
stores as well as restaurants. This model assumes that the city will continue its poli-
cy of encouraging full-sized department stores and large-format retailers (with owver
30,000 square {eet) Lo locate in the surrounding shopping centers and malls.

Finally, this model estimates thal most of the new stores will be built by small
local or regional developers. Without a carefully planned and implemented policy,
land prices and rents may rise to levels that will motivate or require many existing
businesses to close or relocate lo surrounding stnp centers.

Maximum Growth Option

Given the pressures for growth in the region and Santa Ana’s relatively underval-
ued properiies, the maximum growth eption assumes that the commercial market
would find the downtown attractive for major retail development. If the private sec-
tor could build with little or no government control, the downtown would likely at-
tract up to 350,000-550,000 square feet of new community-level retail construction.
A large portion of this construction would be located along 1-5 and on Main and
First Streels.

The new development would include moderately priced popular retailers and
depariment stores that offer apparel, home improvement items, office supplies,
sporting goods, and discounted ilems. Although this retail area would be lallored 1o
the existing demographic profile. most of the existing small independent retailers
would be displaced. The large-format retail area could be developed as a walkable
urban environment should the city implement siricl planning and zoning codes.

Moderate Growth Option

The moderate growih option is designed io expand the downtown's market appeal
with minimal displacement of Santa Ana's unique local retailers. This expansion
would encourage new restaurants and specially retailers with moderate to upscale
appeal to open along Forth Street and in the Ants District. A program for retaining
existing local businesses would need (o be implemented so that the smaller existing
retailers could remain, expand, or relocate in the downtown. This business-retain-
ing policy could include assistance with properly purchases, visual merchandising,
and store planning, as well as a marketing plan and a relocation assistance pro-
gram.
Under this model, the city would need to take an active role in retaining, re-
cruiting, &nd planning businesses, To prevent the new higher-end businesses
from dominating and changing the existing character of the area, they should be
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encouraged to locate in small groups and select locations. Mew anchor retailers that
have broad communily appeal could help both the existing and new businesses and
should be located near the center of Forth Street [near Main Street). The local busi-
ness areas should be planned (o expand their current sizes by at least 25 percent.

Urban Planner: Moule & Polyzoides, Architects and Urbanists; Retail consul-
tant: Gibbs Planning Group, Inc.

14.12 Santa Cruz, California

Santa Cruz, located on Monteray Bay, just 60 miles south of San Francisco, is a
popular beachfront community, as well as one of the surfing capitals of the world it
was mentioned in the Beach Boys' 1963 hit song *Surfing in the USA"), The city's
commernce is focused on the 10-block-long Pacific Avenue, as well as in east and
west side neighborhood commercial areas. The entire downtown was destroyed in
4 1989 earthquake that resulted in the rebuilding of all of its buildings to modern
commercial specifications (Figure 14-15). The combination of a moderate climate, 4
state university, and favorable income and educational demographics with updated
market rate commercial buildings resulted in a relatively rapid rebirth of the down-
lovwn

Unlike almost any other city of its size, Santa Cruz's downlown has several
quality supermarkets, a multiplex modern cinema, and numerous leading local, re-
gional, and national retailers and restaurants, such as American Apparel, the Gap,
and Urban Ouifitters. However, like many other cilies, Santa Cruz's downtown cap-
tures anly a small fraction of the region's retail spending.

Figere 1415
Santa Crug, Caliloemaa rabailt its
dewniown afee a 1989 gasthquake
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and national retyibeds, 3 cenema, and
several supermarkets. Gibhs Planwing
Growg, lng,
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During a 201 1workshop, the author leamed that many of the region’s popula-
tion segments avold visiting the downtown ared for various reasons, including the
perception of difficult parking, aggressive panhandling, and limited brand selec-
tion. Young families, office workers, and emply nesters prefer shopping outside
downlown Santa Cruz, some even regularly driving 30 miles “over the hill” to San
Jose. Several class A office and relail buildings are vacant. Some of Santa Cruz's
residents have an unusually adamant antinational retail chain cullure resulting in
physical vandalism of national retailer stores and threals to business owners that
support pro-business views. Some of its commerce is also hampered by an atlrac-
tive streetscape that hides many of the storelronts, While Santa Cruz enjoys some of
the most desirable markel conditions and a walkable urban environment, its Pacific
Avenue central business district is not providing the goods and services desired and
needed by the majority of the communily.

Minor modifications in city policies and a coordinated business recruitment
program can expand the downtown’s appeal to broader segments of its community,
leading to a more sustainable commercial district.

14.13 St. Andrews, Scotland

The small town of St. Andrews, Scotland, serves as a model [or implementing plan-
ning policies that can successfully ereatle a compact, sustainable downtown.

Iiz downtown commercial area now provides many of the goods and services
desired and needed by its visitors and ils permanent community of 14,000 people.
Concentrated along three busy shopping streets and operating from small historic
buildings, the town's commerce includes retailers that provide a wide selection of
goods and services, including apparel, appliances, groceries, hardware, shoes, and
sporting goods (Figure 14-16). The city cenler also has a broad range of entertain-
ment, from live theater to a multiplex cinema and restaurants that offer a wide va-
riety of cuisines and fares, from Subway sandwiches to fine seafood. The region is
also served by two small neighborhood shopping centers located oulside of town,

In addition to ils planning policies, the vitality of St Andrews's downtown com-
merce can be atiributed to a combination of several factors, including robust tour-
ism, a major university, and one of the world's most famous golf courses (Figure
14-17).

While seltlement in the area occupied by 5t. Andrews has taken place since
the Roman invasion, the modern town's history began around 1140 AD along three
principal axes: North, Market, and South Streets.

By the fifteenth century, individual merchants had opened shops southward
along Church Street from the marketplace to South Strect: this became St An-
drews's first shopping street.

&1 Andrews's commercial compaciness is largely a function of national policy.
Scottish planning practice operales on three levels: the National Planning Frame-
work [NPF), the Structure Plan for a reqgion, and the Local Plan for a community
{or group of l:nmmuniliezib.' Local Plans are the most detailed but must adhere to
regional and national framewaorks, which are progressively more general. Further-
more, zoning per se is lunctionally incorporated into the planning decument for
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Local Plans. In the case of 5t. Andrews, the File Reqglonal Council developed its Lo-
cal Plan to incorporate specific policies of the Fife Structure Plan at the local level 2

The policy regarding retail development in 51. Andrews can be traced back to
the Fife Structure Plans of the 19805, As noted in the 1996 5t. Andrews Local Plamn,
the Structure Plan's policy on retailing {which had been in place for at least bwenly
years*l is as follows:

The continuation and existing scale and range of retail provision in St. An-
drews is considered imporiant and the modernization of retail units in the
town centre is encouraged provided it will not adversely affect the town’s
histerical and architectural quality. It is considered that any refail develop-
meni in this area should be located within 5i. Andrews, in order to main-
tain a strong retail funclion in the interests of all sections of the community

(emphasis added).*

The Structure Plan's policy, however, did not completely rule out the idea of
new retail development elsewhere in 5t. Andrews. Rather, new retail development

would be considered, but with scrutiny:

The retail element of the [Structure Plan] strategy is one of protecting the
viability and vitality [of the] tewn centre but also responding to changing
patterns of shopping by allowing retail development in areas currently un-
derprovided for, so long os these areas complement and do nol undermine
the town centre's retail function. Where the |[Fife] Council feels there are
clear risks that existing retail centers will cease or fail to provide locally
required facdities or functions as a direct result of new retail proposals, a
Retail Impact Assessment™® will be called for (emphasis added).”

The detailed retail policy in the 1996 Local Plan {urther elucidates these over-
riding principles by declaring the following objectives:
#« To maintain a strong retailing function within 5t. Andrews's defined com-
mercial centre
& To saleguard existing shopping centers from new retail development likely
to lead to a net reduction in the range and guality of retail facilities in urban
and rural areas®
In addition, the retail policy stated that new retail developments could anly
occur in a limited area west of 56 Andrews, and further, that all proposed develop-
ment greater than 10,000 square feet must undergo the Retail Impact Assessment.?

The 2009 Local Plan

The release of the finalized 5t. Andrews & East Fife Local Plan in December 20049
was not without contraversy.' Objections were locused on the allocation of new
housing development for the western edge of 5t. Andrews and the provision for a
technology park in this area. The Fife Council is in the process of consolidating Lo-
cal Plan areas, and the 2009 Local Plan [or 51 Andrews includes the entire East Fife
region.'!

Retail policy in the 2008 Local Plan and the corresponding Fife Structure Plan
closely mirrors that of previous plans. Because of the deemphasis on 5t. Andrews in
the updated plan, the policy is staled in more generalized terms as follows:
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i Within the netwark of centers, proposals for retail floor space in the form of
new development, extensions or redevelopment will be supported providing
that they are located in town centers. A retail impact assessment will not
normally be regquired for these proposals. For other locations, a retail impact
assessment will be required for developments of 1,000 square meters gross
flear space or more. For all locations without town centers, the saqueniial sl
will be applisd.'?

ii The loss ar change of use of retail premises in town centers and secondary
shopping areas/neighborhood centers to non-retail uses will only be supported
where:

a. There is a clear community need for the proposed use which outweighs
the retailing need; or

b. If part of a group of shops, the loss would not adversely affect the char-
acter, vitality and viability of that group; or

€. The proposed use would be an acceptable complementary use to the

retail role of the centre; or
d. The premises are vacant with no demand for other retail use. ™

Two other retail policies in this document restate the above principle in rela-
tign to convenience retail and “comparison retail,” that is, retail uses that duplicate
those existing in the town center. Permission to develop either lype of relail area is
contingent upen a strict burden of prool that the development will have no “det-
rimental effects, either cumulatively or individually, on the vitalily and viability of
town centers.” ' Further, in cases in which it has been decided thal no detrimental
effects exist, determining retail locations must follow the "sequential test,” which
makes locating retail areas outside the town an absolutely last resort and must also
follow the requirements of Retall Impact Assessmenl studies. These policies have
extremely rigorous standards for the types of goods and the amount of floor space
deveoted to them in different retail environments. '

Land use policy has been successful in maintaining 5t. Andrews’s walkable
urban shopping district{s). The town's many amenities, combined with the world's
most famous golf course and a prominent university, form an almost idyllic setting
to reside in and shop, Numerous other European cities also benefit from such public
planning palicy. However, this reliance on nonmarket factors is not easily transfer-
able to the United States or to many other regions, where land rights and heavy (a-
voritism support suburban sprawl. Historic downtowns can approach St. Andrews's
urbanism by blending modern commercial planning and development standards
with traditional urbanism.

14.14 Wasilla, Alaska

Settled as a railroad drop-off point for miners, Wasilla, Alaska, was platted as a
grid of 50-foot-wide lots in 1916, These lols were auctioned by the Railroad Com-
mission for 8250 each, with the most expensive lots lecated along the city’s Main
Street near the train station. Today, many downlown lots are vacant or undersed,
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reslling in a city withoul a traditional commercial core. Mevertheless, greater
Wasilla is thriving as a city of nearly 8,000 people, many of whom commuite 40
miles to work in Anchorage. The city has over G00,000 square {eet of new retail
development, including most major big-box retailers: Lowes, Sears, Target, and
Wal-Mart. For most of ils revenue, the city relies on a retail sales tax and, as a con-
SEQUence, encourages new commercial growth.

Wasilla is located at the base of the Matanuska and Susitna Valleys. Begin-
ning with the opening of the train station, Wasilla's growth has been tied to ils
geographic lecation. Post-World War Il commercial growth was generated by
its crossroads location of the valley's north and south thoroughfares: the Parks
Highway, Palmer-Wasilla Highway, and Kink-Goose Road. Until recently, these
highways handled all east-wesl and south-north traffic, including all Anchorage-
bound traffic. The Parks Highway borders the historic downtown’s southern
edge, and the Kink-Goose Road travels north-south directly through the city's
Main Sireet. These highways carry most of the region’s traffic through downtown
Wasilla, which merchants can capitalize on. Expansion of Wasilla's 90-acre his-
toric downtown is constrained by two lakes, railroad tracks, and a 20-acre park
(Figure 14-18).

As the home of the 2008 Republican vice presidential candidate, Sarah Palin,
Wasilla received extensive international media coverage during the presidential
campaign. Much of the media’s altention focused on the city’s lack of a central
main street lined with shops and restaurants. The city's elected officials and staff
were repealedly asked Lo point to its downlown and soon realized that the absence
of a core commercial cenler was atypical. Mayor Verne Rupright selected a plan-
ning team to conducl a week-long charreite to create a master plan lor a traditional
downtown in Wasilla,
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Downtown Wasilla has held on to most of its civic and cullural anchors, in-
cluding a ity hall, fire station, library, museum, post office, places of worship, a
performing arts center, and middle and high schools. Only the police stalion and
sports arena have relecated outside the downtown area. The downtown is also an-
chored by a large neighborhood shopping center that was built in the 1970s and
has a full-sized supermarket, pharmacy, restaurants, a video store, a coffes shop,
and the secretary of state’s office.

Recently, commercial developers have chosen to build on the sast end of the
cily limits, not downtown. Fred Meyer, Home Depat, Lowe's, Sports Authority,
Sports Warehouse, Target, Wal-Mart, and numerous smaller national retailers and
restaurants have located 3 miles easl of downtown, near the aew Glenn Highway
[A-1). Commercial developers are attracted to this area’s large parcels of available
land and easy access to the improved highway.

Before developing the master plan, the author conducted market research,
which indicated a strong demand for additional hospitality, office, and retail uses
in Wasilla, The city’s trade area extends over 100 miles west and north, a region
that includes a population of 87,000 thal is expected to reach 105,000 by 2014, The
nEgion can support a new hotel and 50,000 square feet of professional office devel-
opment.

Wasilla has outgrown all of its civic [acilities and has been planning to build a
new city hall, library, museum, and post office. In addition, the performing arts cen-
ter is seeking a new, larger venue.

Given the current commercial shift to Wasilla's eastern edge, the planning
team recommended that the city establish as many public and private anchors as
possible within a S-minute walk of downtown.

The dewnlown master plan anticipates a public-private partnership in which
the city implements needed improvements in the public realm. Building & new
library, city hall, and other civic anchors in the downtown area will meet existing
community demands and add value to the privately owned lots within the 1916
grid. Families visiting the library or post office could easily walk to shops and res-
taurants dewntown. This additional pedestrian traffic will create a demand for pri-
vate sector investment and will support the downtown's existing businesses, such
as those within the neighborhood center. Studies have shown that stores, hotels,
and other retail businesses are more competitive when located within walkable
commercial districts and historic downtowns.

The city has four parks and playgrounds around the edges of its downtown,
but it does not have a town square in its historic center. City residents expressed
overwhelming support for building a central town square and often eited the town
sguare in Jackson Hole, Wyoming, as a model, Three alternative sites were pro-
posed, each surrounded with historic buildings that would house civie, commercial,
and residential uses. The plan proposes bordering the square with one or more civic
buildings, such as a library, museum, or new city hall. Also recommended are a ha-
tel and some mixed-use buildings, with restaurants and retail stores on the ground
floor and residences and offices on the floors above.

The city has recently completed its first public parking lot but, surprisingly,
does not have on-street parking downlown. Most of the streets that are 36 feet
wide have two-way traffic with a center turn lane. Removing their turn lanes
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provides encugh space for these roads to be restriped for parallel parking. The
downtown's light traffic volumes will readily accommodate on-street parking, in-
cluding along the new couplets, Moreover, installing on-street parking will stimu-
late downtown commerce significantly. Most of the downtown's parking demand
will be met by these on-street spaces. If major anchors and mid-rise developments
are constructed downlown, additional off-street lots or underground parking will
be required.

Wagilla is bounded by majestic mountains to its north and east and by an
expansive valley to its south. The city has recently removed all height limits on
new huilding construction (subject to fire safety standards). During the char-
retbe, citizens and city officials expressed a desire to protect scenic views with-
out placing overly burdensome restrictions on new development. The planning
team determined that most of the important views will be preserved within the
corridors of the existing street grid and recommended increasing the allowable
building height for interior blocks. The master plan proposes that a new civic
building replace the existing post office at the north edge of Boundary Street,
The postal service is planning to vacate its existing facility, which provides
an opportunity for a new civic structure to lterminate the northern view down
Boundary Street.

The plan anticipates that some of Wasilla's original strip shopping centers
will eventually be redeveloped into laller mixed-use buildings, since large retadl
anchors are locating farther east. The plan also recommends the construction of
medium-density, mixed-use residential buildings around the downtown, These new
residences will both contribule to and benefit from the new commercial and civie
improvements (Figure 14-19).

At the end of the public charrette, business leaders, citizens, and elected offi-
cials embraced the master plan and its principles. In particular, the public support-
ed building & town square surrounded by civie and commercial buildings. Elected
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officials realized the economic potential of community buildings and bagan the pro-
cess of selecting downtown sites for a new city hall, library, museurnm, performing
anls center, police station, and post office. The cily began to implement on-street
parking and initiated the process of establishing an histeric district with building
design guidelines. Several local developers and institutions inguired about building
new restaurants, holels, affices, and stores around the proposed square. The master
plan has been recognized as essential to implementing a sustainable urban core for
the community—a paradigm changer for the entire commumily.
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Case Studies: New Town Centers

15.1 Birkdale Village, Huntersville, North Carolina

Birkdale Village combines lifestyle and community center retailers with rental residential
areas into a walkable town center that has proven to be a practical market-based model for
new urban communities (Figure 15-1). Gpened in 2002, the lown center has 360,000 square
feet of retailers, restaurants, a multiplex cinema, and 320 market rate apariments. Over
80 percent of the residential property is built above retail stores. The commercial area is all
surface parked in small lots and with on-street stalls. The residential units have a separated
parking deck that is surrounded by commercial property.

The 52-acre lown center is orienled aleng a linear market square that is fronted
with streets and on-street parking. Larger-format community retailers front the adjacent

Figurs 15-1
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mighway, with surface parking fields. The parking fields were planned as future
city blocks ta allow for expansion of the center with dense mixed-use development.
Birkdale Village is noteworthy as one of the first town centers to integrate market
rate residential areas with some of the most sought-out lifestyle retailers. It was
also one of the first centers that located prime retailers away from the highway and
directly along the internal square. Uncommon for its time, the entire development
was privately funded, including the parking deck. The overall center is well de-
signed in a New England Mantucket character, and its public spaces have become
{avorite destinations for the surrounding communily.

Owner: Developer's Diversified Realty; Master Planning and Conceptual De-

sign: Shook Kelley Archilects.

15.2 Daybreak Village, South Jordan, Utah

A 4, 100-acre master-planned sustainable community located 15 miles southeast of
Sal Lake, Dayvbreak Village will include over 1 million total square feet of commercial
real estate and 12,000 residential dwellings. A light rail transportation line is presently
under construction at Davbreak Village and a major regional highway, the Mountain
View Comdor, 15 planned Lo provide a north=south regional highway through its west-
em sections, The community's retail area has been planned in the form of multiple
villages, based on the shopping center industry's formals of cormer stores and conve-
nience, neighborhood, community, and regional centers. The community and the re-
gional retail villages will be located along the proposed Mountain View Corridor,

Sola Row 15 Daybreak Village's hrst retail village and is located along a main
shopping street thal links two one-way road couplets (Figure 15-2). The village's
phase | includes 67,000 square {feet of retail space and 175,000 square [eet for the
Daybreak corporate office center. An additional 100,000 square leet of commercial
space 15 planned in phase 11 SoDa Row's planned 35,000-square-foot supermarket
is presently a fitness center, and the balance of the center includes restaurants and
specially shops. A large community and lifestyle center has been constructed by
others off-propernty, adjacent to Daybreak's southeastern enlry.

Developer: Kennecott Land; Calthorpe Associates, Master Planner; Gibbs Plan-
ning Group, Market Study and Retail consultant.

15.3 East Fraseriands, Vancouver, British Columbia

East Fraserlands is planned on 4 129-acre [onmer lumber mill walerfront site located
approximately 10 kilometers east of downtown Vancouver. The area has [avor-
able demographics and a demand for a considerable amount of new development.
Based on the principles of new urbantsm, DPZ Architects developed a new master
plan that includes a varety of low-, mid-, and high-rise residential, office, retail,
and civic uses grouped along streets and blocks.

The commercial challenge was to develop a retail town center that took ad-
vantage of ils North Fraserway Highway [rontage, as well as the waterlront. The
{wo areas were separated by an active rail line, a slight incline, and more than
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Figure 152
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150 meters (500 feet). Most of the commercial develapers preferred the highway
Irontage, while the community sought a waterfront village of shops and restaurants.
The auther introduced a retail crescent commercial stroet that peeled off of the
highway inte the center of the proposed community. This proposed crescent com-
mercial street peel will pull the town center's commercial area closer to the water-
front while maintaining critical roadway visibility and access (Figure 15-3). The two
commaercial areas will become more walkable and ce-anchor each other along a
third shopping street, improving their sustainability.

When complete, East Fraserlands commerce will be clustered in three areas: a
lown square that faces the primary roadway to the north, a waterfront plaza, and
a linear high sireet linking the two. The north town square's crescent street allows
homebound drivers to make an easy right-hand turn into the commercial area from

Figure 15-3
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the Morth Fraserway Highway. Once commuters have made the detour into the
town sguare, it 15 more likely that they will also visit the other two shopping areas
before continuing 1o their destination, The town sgquare will include local and na-
tional retailers that require proximity o the major roeadway. The waterfront plaza is
planned to include restaurants and specialty retailers.

Developer: Parklane Homes, Planner: DPZ Architects, Retail Consultant: Gibhs
Planning Group.

15.4 Easton Town Center, Columbus, Ohio

Easton Town Center was one of Amenca's first post=World War Il mixed-use town
centers developed in a cold northern climate, demonstrating that carefully planned
open-air oenters could achieve strong sales oulside of the southern Sunbelt reglon
(Figure 15-4). The 750,000-sgquare-fool town cenler, located within a 1.7-million-
square-foot commercial center, was laid out as individual blocks on a rectangular
street gnd surrounding a central square. The plan 15 based on a combination of an
enclosed town square center on one side and attached half-wide blocks on the other
side. Parking is plentiful and shopper [riendly without dominating the center's urban
character. Easton was one of the first lown centers (o install parking meters along most
sireets (o allow for convenient, shopper-inendly parking, Over 7,000 parking stalls are
located in four struclures and in private on-streel melered stalls, Of the revenue col-
tected by the parking meters, 52.4 million is shared with charities.

Figurg 154
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Easton Town Center features one- and two-story traditional and medern build-
ngs occupied by leading regional and national retailers and restaurants, including
Iwo major department stores. The center's buildings also provide space for offices,
kotels, cinemas, and residences. The town center is surrounded by two large com-
munity shopping centers that include Target and Wal-Marl. These community and
town centers co-anchor each other and expand Easton’s overall trade area

Easton Town Center demonstrates the potential elasticity of conventional
tride-area boundares when innovative traditional planning principles are combined
with modemn retail lechnigques. With a trade area reportedly encompassing maost of
Ohig, the center has consistently realized high retail sales and attracted high shopper
traffic. In its inaugural year (1999), over 8 million people visited the center.

Easton Town Conter has established the benchmark for sustainable commercial
planning and design and should be visited by anyone considering implementing
urban retail development or historic revitalization,

15.5 Middleton Hills, Middleton Hills, Wisconsin

The community of Middleton Hills combines the best practices of traditional town
planning with the requirements of medern shopping center development. In 1993
Marshall Erdman, a builder and designer who worked with archilect Frank Lloyd
Wright, retained the renowned new urban firm Duany Plater-Zyberk & Company o
work with him o ereate a Prairie-style neighborhood as an alternativie to suburban
sprawl.

Siluated within 150 acres of rolling hillside, Middleton Hills has 339 single-
family houses, 204 multifamily units, and 102,800 square feel of commercial space.
The layout of the neighborhoad's commercial center was modified several limes
before being built as a single reverse “L" center, anchored by a 44,000-square-{oot
Copps supermarket, The commercial neighborhood center has both on-street and
ali-street surface parking. The supermarket’s 200-car parking lot fronts the area’s
primary roadway, Century Avenue, which gives it the visible exposure necessary
te attract passing motorists while still providing convenienl parking for customers.
The supermarket alse has two shopper entries, one facing its large parking lot and
4 second, more pedestrian door [ronting Frank Lloyd Wright Avenue, which signifi-
cantly enhances its walkahilily from surrounding neighborhoods (Figure 15-5).

Copps supermarket is wrapped by a two-story retail and residential building
that fronts an adjacent neighborhood street. The rest of the neighborhood center's
GLA is located in 28- to 30-foot-deep retail shops that line Frank Lloyd Wright Av-
enue, the main aceess road into the Middleton Hills neighborhood, These smaller
retailers are clearly visible from the Copps supermarket parking lot. Residential and
commercial building construction began in 1996, with most of the neighborhood
completed by 20085,

Implementing the neighborhood center required seven years Lo oVercome a series
of government, market, and homeowner's association-related challenges. The devel-
oper’s need to scoul for a supermarket anchor and the government's protracted pro-
oess [or approving revisions to the original submittal caused many delays. The initial
proposal for the town center specified small to medium-sized nelghborhood retailers

15.5 Middleton Hills, Middleton Hills, Wisconsin
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Figure 15.5
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and no large supermarkel anchor. To attract a 2,000-square-fool grocery in 1996, the
developer agreed to provide a “lemporary” financial subsidy until the community was
substantially banlt. Despite this grant, the small grocery proved to be unsustainable
and closed in less than two years, ils space replaced by a small cafe and a mail center.

After Copps opened in 2005, several small neighborhood businesses, includ-
ing a coffee shop, sports bar, barbershop, restaurant, and dry eleaners, quickly fol-
lowed, which underscored the importance of the supermarket as an anchor for the
neighborhood center. Though Copps is largely responsible for the sustainability of
the neighborhood center's other businesses, many Middleton Hills residents con-
sidered it a big-box commercial building inappropriate for a ploneesring new urban
community. A small group of homeowners even filed a lawsuit to stop Copps from
opening. Unfortunately, lack of understanding of the importance of anchors lo the
economic sustainability of new urban communities is common among laypeople
and design professionals. Modern anchors are an essential component of neighbor-
hood centers and can be adapted to any proposed or existing urban format with
creative planning and visionary development

The Middleton Hills neighborhood town center is now considered an amenity
to the community. It represents one of the best examples of an economically sus-

tainable, pedestrian-onented neighborhood center.

15.6 The Glen Town Center, Glenview, lllinois

The Glen Town Center in Glenview, lllinois, is an adaplive reuse that transformed
the Glenview MNaval Air Tower into a 1,121-acre mixed-use community. Its 43-
acre commercial center includes 473,000 square feet of retail space grouped along
a crescent center shopping strect, Tower Drive, or a trapezoidal market square.
Within this commercial center are a major two-level VMon Maur Department Store, a
multiplex cinema, decked parking, and 335 residential dwellings (Figure 15-6).
Tower Drive forms an urban shopping street that diverges rom and then re-
connects o Patriot Boulevard, the pnmary north collector street for the Glenview
community. The slight angle allows southbound Tower Drive drivers to make a soft

202 Case Studies: New Town Centers



Figwin 156
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nght-hand turn directly into the north side of the town center. Unfortunately, the
easy turn ks complicated by the presence of a third cast-west street and a tralfic sig-
nal thal can cause a long delay.

In the original master plan, Patriot Boulevard was designated as one of the
Glen Town Center's shopping streets, However, Patriot Boulevard cannol accom-
maodate on-street parking, which is essential to strect-front retailers. As an alterna-
tive, the commercial planning team proposed a Crescent Center shopping sireel,
Tewer Dirive, which was planned with wide sidewalks and diagonal on-street park-
gy, The Glenn Town Center's architecture, mixed uses; streelscape, and numerous
details offer useful planning and development models with braad applications for
other town centers (Figures 15-7 and 15-8).

o
e

|

l Figure 15:7 ]

- Figure ground plan of the Gien's relil peal shopping street and Wapezaedal
L market sguare, The peel allows 1o¢ seuthbound tralfic to quickly make an easy
z - o~ pight-hand furn off of the adjacent primary readway (s1o the cester's shop-

ping street, wivie cars can convenlesaly park along the stieel or in parking
stisclures. Gibls Planming Growg, (e,
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Figure 15-8
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The Glen Town Center was developed in 1998 by Oliver MeMillan; Elkus
Manfredi, architect; Gibbs Planning Group, retail consultant.

15.7 The Grove, Los Angeles, California

Built in a densely populated area of wesl Los Angeles, the Grove has become
one of the region’s most popular destinations, with more than 18 million visitors
reported during its first yvear. Unlike many similar lifestyle centers, the Grove is
designed as a pedestrian-only open-air center with an electric trolley line running
along its main street, Opened in 2002, the center is anchored by the historic Los
Angeles Farmer's Market as well as Nordsirom's depariment store, a multiplex
cinema, and pumerous restauranis and popular upscale retailers. The market adds
authenticity to the center and broadens its appeal to wider demographic segments
than is common for most upscale lifestyle centers.

Most of the center’s parking is located in a muliilevel parking structure that
is especially well designed and user friendly. The 575,000-square-foot Grove is
noteworthy for its exceptional design and its actively used spaces. [1s retailers and
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Figure 15-9
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restaurants have unigue individually designed storefronts that are exemplary for
the industry (Figures 15-9 and 15-10),

The Grove has its critics, and its inward orientation is awkward. However, it
demonstrates that a well-planned and managed center can be sustainable even in a
crowded commercial real estate market.

Developer: Caruse Affiliated, Architect: Elkus Manfredi Architect.

Figure 15-10

The historic larmer's market is
adjacent to the Grove and includes 3
withe selection of umigue loods thal
compbement e natioas] retailers and
restaurants. Gibbs Plawaing Group
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15.8 Mashpee Commons, Mashpee (Cape Cod),
Massachusetts

Mashpee Commons was one of the firsl mixed-use town centers planned according
to new urbanist principles, In 1986, its first phase of development opened on the
site of a former neighborhoed shopping center. Today the commens includes over
90 prime local and national retailers thal occupy over 250,000 square feet of space.
A post office, cinema, senior cenler, residential areas, and 30,000 square feet of of-
fice space comprise the balance of the center.

Mashpes Commons was planned to have streets and small blocks grouped
around squares and plazas. Its layout includes deflected streets, pinwheel squares,
and a single reverse "L” neighborhood center. Shoppers have plenty of convenient
parking to choose from, either on street or in surface lots located around the perim-
eler of the retail center.

Mashpee Commons has been highly successful economically and as a model
for compact urban planning. The center reports sales that are well above indus-
tryv standards and draws shoppers from as far away as Rhode Island and much of
Massachusetts. Mashpee 15 especially noteworthy for its pioneering new urbanism
adaptation of an existing strip shopping center into a walkable mixed-use town
center, as well as for its authentic vernacular architectural design,

Mashpee Commons was developed by Cornish Associates and master planned

by DPZ Architects.

15.9 San Elijo Hills Town Center, San Marcos,
California

Located 40 miles north of San Diego, the new community of San Elijo Hills sits on
nearly 2,000 acres of hillside overlooking the Pacific Ocean. First opened in 2000,
the development includes both conventionally planned residential neighborhoods
and a mixed-use lown center based on new urbanism principles and an innovative
traffic-calming arrangement. The town center also includes & public middle school
and a neighberhood shopping center anchored by a 49,000-square-foot Albertson's
supermarket.

One of the primary challenges for the planner, Peter Calthorpe, was to
maintain a walkable commercial town center while accommeodating an anticipated
35,000 to 40,000 cars per day of through traffic.

Typically, such tralfic volumes require five- lo eight-lane highways, with the
shopping center, office, and residential land wses clustered in disjointed groups
at each quadrant of an unwalkable intersection. Although each of the corners
may be developed as a walkable lown center in its own right, their separation by
a major thoeroughiare or highway creates an unsustainable region that requires

people 1o drive between each land-use area, further increasing the traffic con-
gestion, In response to the highway's harshness, each of the quadrant developers
too often locates the parking lots or out parcels along the highway, compounding
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the area’s auto-centricity. This arrangement is one of the rool causes of subur-
ban sprawl and can be seen across the United States in thousands of suburhs
and cilies.

Calthorpe’s bold proposal reduced the required number of highways to pairs
of two-lane streets that formed one-way couplets, which combined to form a town
square at their intersection. The couplets carry regional levels of traffic through the
pedestrian-oriented town center at posted speeds of only 25 miles per hour, slow
enough to allow for parallel on-street parking, which is crucial to street-{ront retail
and residential uses. Except for major urban city eenters such as Mew York Cily's
Filth Avenue and Chicagoa's Michigan Avenue, on-street retailing requires on-street
parking. The Calthorpe couplets give the smaller retailer both exposure to high
lraffic volumes and convenient on-street parking (Figure 15-11).

San Elijo Hills demonstrates an innovative method for developing a new
market-based, large-scale commercial cenler in a semirural setling. The couplels
have wide applications that allow for the creation of a walkable town center as an
alternative to the typical rural commercial center, usually consisting of sirip centers,
divided by an automobile-oriented four-lane highway.

San Elijo Hills was developed by the HomeFed Corporation, and its first phase
epened in 2000. The community is now fully buill out.

Calthorpe Associales, architect and town planner; Gibbs Planning Group, mar-
ket research and retail planning advisor,

15.10 Rosemary Beach, Fort Walton County, Florida

Founded in 1995, Rosemary Beach is a resort community located along Florida's
Scenie Highway 30-A between Seaside and Panama City. West Indies architecture
inspired the design of the DPZ Architects-planned town. As it is laid out, 500 hous-
€5 surround a three-story picturesque long town center that includes a hotel, small
specialty retailers, restaurants, and residences.

The commercial center lines Barrelt Square, an elongated two-block market
sguare named after the late noted architect Charles Barretl, The square straddles
Highway 30-A, which provides the visibility, traffic, and easy access necessary (o
many of its small retailers. Al the south end of the square, a short shopping street
leads to the beach. Parking is convenient, with on-street stalls throughout mest of
the town.

Many of Rosemary Beach's commercial buildings are built on individually
owned small lots or as a platted town model, Carefully crafted design standards
govern the architectural design and placement of all of the community’s commer-
cial buildings and residences. Administered and enforced by a town architect and
the developer, these standards have given Rosemary Beach both cohesion and vari-
ety in its architecture (Figure 15-12).

Unlike nearby Seaside’s semipublic water access, Rosemary Beach's beachiront
is gated and access is limited to the residents. This likely reduces the number of
people who frequent its businesses and restaurants, but the extent of this reduction
has not been measured by the author. Nevertheless, the town center has a nice col-
lection of small businesses and a lively streel scene.

15.10 Rosemary Beach, Fort Walton County, Florida 207



\".ﬂ

=

3

/
h

L

Figure 15:11

The San Elijo Hills 19wn cented has
creatively deveboped around o busy
regional rodsdway by installing a pa
of ana-way couplols through ihe com-
mercial cenigr, The couplets allow lor
omilr et parking and are essemial fod
subslantial on-steeel relml. Plannar:
Calthorpe Associates. Gibbs Plamping
Growg, hee.

Rosemary Beach offers a practical process for developing a new town center or
revitalizing an existing city center by selling individual commercial parcels to nu-
merous micro-developers rather than relyving on the resources of one major master

developer,
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Figure 15:12
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Rosemary Beach was developed by the Home Fed Corporalion and master
planned by DPZ Architects; Gibbs Planning Group, retail consultant.

15.11 Seahrook, Washington

Loeated on a wooded blufl overlooking the Pacifie Oeean, Seabrook is a midsized
beach town that has a hamlet-sized commercial main street. Its commerce is located
near the lown's center and adjacen! to a two-lane state highway with average daily
traffie of about 2,000 vehicles. As planned, the main street’s retail area will include
small independently owned shops and restaurants and a small boutique hotel. Ta
date, 200 houses have been constructed as well as buildings for a restaurant and
a lood market. When completed, Seabrook will include approximately 450 homes,
50,000 square feet of commercial space, and an erganic farm farther inland.
Seabrook is located on a relatively remote stretch of the Washington coast,
within a twao-and-a-hall-hour drive from Seattle and a three-and-a-half-hour drive
from Partland. The new beach town has outpaced ils compatition in the region by
continuing to build and sell homes throughout the recent recession, even selling
more homes in 2010 than in any previous year. As a destination, ils success can be
partially attributed to its spectacular natural setting, but Seabrook’s sense of com-
munity may be its greatest amenity. The fact that 95 percent of its houses are lo-
cated 500 1o 1,000 feet from the beach and have limited ocean views is a testament
to the value of a well-designed lown. 15 residents are quite content with owning a
heme in a beach town rather than owning a home on the beach itself. Seabrook can
serve as a model for a well-planned resort community whose well-designed houses
and commercial buildings are inspired by the architecture of its region. During its

15.11 Seabrock, Washington
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initlal phases, ils commercial center has served more as a resource for selling resi-
dential real estate than as a profil center in its own right.

Developer: Seabrook Land Company: Town Planner Laurence Qamar, Archi-
tecture & Town Planning Co.

15.12 Seaside, Florida

While Seaside, Florida, is often cited as the protoilypical new urban community, its
commerce is also one of the movement's most successiul. Seaside’s hall octagon-
shaped town center forms a wide markel square that is bisected by Highway 30-A,
a primary coastal road. Many of the town's 70 small retailers and restaurants rely
on the highway's traffic for exposure to potential customers [Figure 15-13). The
highway’s two narrow lanes, on-street parking, and several stop signs force pass-
through motorists to drive at a crawl, increasing the likelihood of their stopping to
shop or dine {Figure 15-14).

When it opened in 1982, Seaside’s B0-acre sile was s0 remole that it lacked
sulficient demographics to statistically support any commercial activity, To compen-
sdte, NUMEerous programming and planning initiatives were implemented to create
a lively and enjoyable commercial area, which underlies the town’s popularity and
SUCCess.

Master planned by DPZ Archilects, Seaside benefils from having an attractive
white gquarz sand beach thal is the recreational destination for thousands of tourists
and local residents. For its first commercial phase, developers Robert and Daryl Da-
vis created a simple bul elegant shopping market on the beach side of the highway

Figare 15-13
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[Figure 15-15). The town has a tasteful collection of unique businesses and venues
for cultural events that appeal to residents and vacationers alike.

The management of the town center balances a casual resort almosphere
with the best merchandising and businesses practices the shopping center in-
dustry offers, Seaside’s first businesses, including the Sundog bookstore and the

Figure 1814

Seaside’s retailers have 3 sireet lined
wiith two rows ol Bead-in oeestreet
parking lscated direcily ddjacent 1o
\Beir front enkiy, As In sy shag-
ping centars, sireet-frem parklsg

i3 essential bor redall sustxinabitity.
Bobent ). Gitbs

Figure 1515
geaside’s hall-mide-wide Gulf of

fesico beach fusclisns as one of

it apchors, aracting wisitoes to its
sestaurants and skops, Gibbs Plaaming
Gromp, iee.

15.12 Seaside, Florida 211



award-winning Bud & Alley's restaurant, opened in histeric structures thal were
moved to the town center from off site. Intended to serve as temporary placehold-
ars, these structures are now in their 25th season. West of the town center is Ruskin
Place, a small cluster of individually built and ewned live-work antists’ studios and
townhouses basad on the platted town center modal. Almost everyone's first stop is
the popular family-run grocer Modica's Market. The market not only provides tasty
foods and sundries, but is also the unofficial cultural “feel-good” center of the town.
The Modica market and its friendly and warm family may be as responsible as any
other single factor for Seaside’s overwhelming success.

Many developers of new urban towns have altempled to emulate Seaside’s
commercial charm and sustainability but have failed. They did not realize that al-
though Seaside’s town center does not look like a shopping center, it employs the
same retail fundamentals: highway frontage, modemn management, good design,

and strong anchor tenants.
Seaside developer: Robert and Daryl Davis, DPZ Archilectls, town planner;

Gibbs Planning Group, (very limited) retail advisor.

15.13 University Place Town Center,
University Place, Washington

In 20046, under the leadership of elected officials and city staff, the City of Univer-
sity Place planned and began construction of a visionary mixed-use town center o
complement its established residential neighborhoods and commercial corridors.
The plan for the University Place Town Center combines the retail crescent and
market square schemes into a mixed-use development anchored by a new city hall
and library building (Figures 15-16 and 15-17). When completed, the center will
include 200,000 square feel of commercial space, a hotel, and 200 residential dwell-
ings. Public parking will be provided in a 550-stall parking structure beneath the
G0,000-square-foot city hall and a library building. At build-out, over 1,000 park-
ing stalls, both on the street and in city and privately built decks, will service the
project.

The city took many bold actions o create this pedestrian-orented commercial
center, such as employing on-street parking to calm traffic on the four-lane high-
way that bisects the center, On-street parking will make sireet-front retailing more
sustainable, as well as facilitale pedestrian aclivity.

Uiniversity Place serves as a model of how, under strong public leadership
[overcoming numerous setbacks), a public-private partnership can successfully
plan and implemen! a new markel-based lown center in a suburban setting. With
517 million, the city purchased 18 acres belween 1995 and 2006 and funded all of
the planning, design, and engineering of the center's civic buildings, infrastruc-
ture, and parking. The retail, residential, and hotel components will be financed
and developed privately and must adhere to the city's master plan and design

guidelines.
Master developer: City of University Place; Gibbs Planning Group, retail

consultant.
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15.14 The Village of Rochester Hills,
Rochester Hills, Michigan

Developed to replace a 1970s-era enclosed mini mall, the new open-air Village of
Rochester lifestyle center atlracted the same regional and national retailers that
otherwise would not consider locating in the older enclosed mall. Once opened, the
open-air village became popular and exceeded projections, demonsirating that a
cold climate alone does nol hamper outdoor shopping when basic industry practices
are appled,

Why was the new Village of Rochester able to lease space and then retain
stores with strong sales? First, the developer realized that having both a full-sized
fashion department store and a supermarkel was essential. At the time, most
lifestyle-center owners focused on securing only the most popular smaller national
retailers and resisted paying the multi-million-dollar subsidies demanded by nearly
all department stores. Second, the developer had the foresight to recognize that
grocery store visitors also shopped in the upscale fashion stores, and even if they
did not look for clothing while grocery shopping, they would likely returm for ajp-
parel and other department-store merchandise, At the time, the better fashion
retailers objected to having grocery stores as co-tenants because these customers
were Loo busy purchasing penshable goods to shop for apparel or shoes, Many
premier retailers even had lease restrictions precluding supermarkets from opening
nearby,

Al the Village of Rochester, the department slore anchors one end and the su-
permarket the other, each with an adjacenl parking lot (Figure 15-18). Both the de-
partment store and the supermarket refused to locate an entry facing the shopping
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street, precluding cross-shopping with smaller retailers that would have been mutu-
ally beneficial, Current industry standards prescribe anchors with ingress points on
the primary shopping streel and larger parking fields, _

The Village of Rechester is planned around a double-deflected shopping
street lined with parallel parking (Figure 15-19), The entire center is ringed
with surface parking that could house parking decks should the center expand,
The author's recommended upper-level residences and offices were not imple-
mented.,

When built, the overall construction costs of the lifestyle center were competi.
tive with those of strip shopping centers. The Village of Rochester has proven to be
economically sustainable—a successiul model for redeveloping an enclosed mall
into a vibrant open-air commercial cenler.

Village of Rochester Developer: Robert B. Alkens Associates; JERA Architects;
Gibbs Planning Group, master town planner; Grissim-hMetz, landscape archilect,

Figure 15-19
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Chapter 11
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For convenience, we have used the terms “retail” and
“retailer” to refer to all uses and operators found in

the typical shopping center, such as appare] stores,
restaurants, movie theaters, ete., though the specific
definiton of “retail” is the nonwholesale sale of goods.
The various clouses, provisions, and negotistions discussed
in this chapler are typical of leases with a nonanchor
store. Because the ancher store is the cornerstone of the
shopping center community, the landiord has [ar less
latitude 1n negotiating an anchor store lease. Many of the
issues discussed in this chapter are still present to some
degree in an anchor store lease, but they will invariably
be resolved in a manner far more favorable to the anchor
tenant.

Electronics is one such category where rapidly evelving
technology seems to result in the development of products
nol previously envisioned.

Soma leases also provide that the tenant’s opening of a
store at a compeling location within & specified radius is 8
default under the lease, though there has been discussion
thai this raises anlitrust implications.
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For clarity, it is valuable to repeat the two policies here

(emphasis is added)

Policy RZ

Convenience Retail Outwith Town or Local Contres

Convenience relail development oultwaith defined town

centres will enly be supperied where:

{a) it can be demonsiraled to the Council's satislaction
that capacity does not exist in the existing tewn
centee; and

{b) it will nod have a detrimental effeet, either
cumulalively or individually, on the vitality and
viabihty of town and to a lesser extent local centres;
and

{c] it will not undermine the viability of proposed town
centre developments, including schemes under
construclion; and

(d} the scale and character of the development is in
keeping wilh the location or rele of the settlement; and

{e) it provides consumer benefils in terms of cholee,
qualily, minimising the need to travel, accossibility
and convenience,

Where it can be proved o the Council's satisfaction
that no equivalent capacity exists within the town cenlre
then a sequential approach will be used favouring firstly,
local centres, edge of centre locations, followed by
neighbourhood centres, other commercial centres and
finally aul of centre locations. Proposals lor convenience
shopping development should he well located in relation
to the communilies they are inlended (o serve, should
b accesable by public transport, and should minimise
the need for travel belween settlements. They should be
informed by the most up-lo-date relail capacily study.
Relacation of existing lown centoe stores over 1,000 sq m
gross Nleorspace Lo locations outwith town centres will not
generally be supported.

Paolicy R3

Comparison Retail Oulwith Town or Local Centres

Town centre lecations will be the preferred location lor

comparisaen retailling, especially personal goods. Proposals

for comparisen floorspace outwith these locations, will
only be supparted where:

[a] il can be demonstrated to the Council's satisfaction
that capacity does nol exist in the existing lown
centre; and

(b} it will not have a detrimental effect on the vitality and
viability, either cumulatively or individually. ol town
centres; and

(e} it provides consumer benefits in terms of choice,
quality, accessibility and convenience; and

[d) the scale and character of the development is
compatibsle with the lecation.

The sequential approach to capacity will be adopted,
irmespective of site ownership. Town centre sites will be
strongly prefemred. I no such opportunities exist then local
centre sites will be given preference over cdge of centre
sites which will be given preference over other commuercial
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cenires which in turn will be given preference over aul of
centre locations. Modern supersieres now provide a range
of goods including comparisen goods to complement

their convenience oflering. New supersiore proposals
aulwith lown cenlres will require o demonsirale lo the
Council’s salisfectien thal the levels of both convenience
and compuarison impec! on esleblished lown cenlres do
nol harm their vitalily and viability. The size of such
stores may be resiricled. Although a limiled display of

Endnotes

comparison goods is acceplable lo reflect medern retailing
frends, the Council will seek to sel a 30% Nmil on the
percentage of lleorspece develed e such goods in edge
of cenlre lecalions and a 25% lmit in ouwl of lown cenfre
locations in arder lo suppoent Fife's town cenlres. Retall
parks will lfecus on the provision of bulky goeods and Iwin
treding may anly be permitied where the noture of the
goods e be sold is nol the same as ihose available in fown
cenlnes.
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Signage, 95-96, 115-117, 141
common mistakes of, 115
lighting of, 116
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way-finding, 95-96
Single L Center, 59-60, 201, 206
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impact of, 147
recommendations lor, 147, 148
studies on, 148
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merchandising, 123-124
Specially stores, 2
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SRT (Siress Reduction Theory), 88
S0 Andrews, Scotland, 83, 188-191
history of, 188
1996 51, Andrews Local and
Structure Plan impact of, 1890
2009 5t Andrews and East Fife Local
Plan impact of, 190-191
Mational Policy Planning, 188
Storefront design, 120-121
Storefront Design Theory, 113-114
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Store lighting, 121-123
Store maintenance, 125
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signage, 115-117
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Storefront Design Theory, 113-114
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selection, B85-80
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Stress Reduction Theory (SRT), 88
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Linear, 57-59
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Target, 24, 37, 149, 193

Taubran, A. Alfred (Taubman Center),

81, 104, 172
Tax increment financing (TIF), 133
The Gap, 187
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The Market Square/Lake Forest,
Iinois, 68, 69, 93, 95
The Village of Rochester Hills,
Rochester Hills, Michigan,
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“Threshold resistance,” &1
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management of, 158
operating standards, 159-160
parking, 159-160
positive impacts of, 156
regulated use, 159,
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University of Connecticut 2006 Parking
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University of Washinglon, 89

University Place Town Cenler,
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Urbanism, 41

Urban design, see Planning/urban
design
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B1-82
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U5, Conlerence of Mayors' Report of
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Visual merchandising, 118-120
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Washington, George, 157
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demographics of, 192
history of, 191
location of, 192
Master Plan recommendations lor,
194-195
retailfcity challenges, 193
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West Elm, 145
Wolf, Kathleen, 89
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Waorker expenditures, 53
Warth Avenue, Palm Beach, Florida,
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IN URBAN ENVIRONMENTS

Downmwn shopping areas are making o comebock. Economics and
demographics have shifted in favor of smaller, smarter, more walkable, and
mere sustainable retall locations, whether they are in historic dewntowns ar new
urbon communities. However, despite this pesitive outlook, these downtown areas
still present numerous challenges as retail centers,

Principles of Urban Retail Planning and Development offers urban planners, urban
designers, and architects a comprehensive and current guide for meeting these
challenges. With coverage ranging from psychagraphics to shopper behavior to
building design types, and much mare, this resource lays out all the retail concepts
and best proctices néeded to create, revitalize, ond sustain urban shopping districts.
Written by a leading expert on the topic, this book helps professionals:

* Fromote community building by making urban investment more attractive
to the shopping center industry

* Bolance the years of planning needed for commercial development with
rapidly shifting retail trends

* Eliminate conflicts between retail rules and urban planning approaches that
can hamper development efforts

* Remove barriers to growth in historic downtowns

* Understand real-life problems and solutions with case studies that profile
bath historic downtowns and new town centerz all over the country

Filled with insights into how retail commerce works in urbon ervironments,
Frinciples of Urban Retal Planning and Development will prove essential to all
those who are building and sustaining temorrew’s mest thriving communities.
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