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SACRAMENTO PARTNERSHIFP

Development Activation Strategy
Visions and Initiatives for 2010-2012

. Advocate for improved circulation for all modes of transportation throughout

district and better connectivity between central city assets.

A.

B.

Support the implementation of the Cars on K Street project and advocate for the
first phase to be no less than four blocks.

Advocate for City to conduct an evaluation of primary pedestrian corridors within
the district to evaluate areas that can be enhanced through improved lighting and
lobby for implementation of priority areas.

Maintain focus on the long-term goal to reconnect the central city grid; Encourage
reinstitution of traffic as opportunities arise and oppose development of additional
impediments to long-term goal.

Advocate for the inclusion of two-way automobile traffic on K Street ultimately
connecting Old Sacramento to Midtown.

Work with the City of Sacramento and downtown stakeholders to confirm
vision, development direction and project schedule for primary retail assets and
development opportunities. Participate in processes to ensure compatibility to
DSP goals,

Al
B.
&

D.

Westfield Downtown Plaza.
City-owned parcels on the 700 and 800 blocks of K Street.

Greyhound Bus Terminal site. (advocate for earliest possible relocation and plan
for post-vacancy)

Garner City’s commitment to downtown as the preferred Sports and
Entertainment Complex site.

Identify a strategy to encourage a more balanced housing ratio downtown and
dilute over concentration of low income housing units in the central core.

A.

B.

€.

Promote 7" and H Street project as a replacement option for existing downtown
SRO units.

Work with City to focus on developing an improved process that will encourage
the transformation of existing building stock (vacant or underutilized upper
floors) to residential by removing regulatory barriers. (request city task force to
study issue)

Advocate for additional mixed-use and market rate housing projects.

Work with OSBA and City EDD to identify next steps for Old Sacramento.
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A. Review and evaluate recommendations for the development of a consumer study,
qualitative analysis and/or merchandising strategy.

Identify funding for and initiate a downtown retail recruitment program.
A. ldentify potential funding partners and evaluate program options and costs.
B. Develop job description and hire and train a downtown Retail Recruiter.

C. Work with City to develop incentive programs including attractive loan options
and/or facade grants to encourage recruitment in target area.

D. Develop downtown marketing materials and property database for entire district.
B

. Engage owners and brokers to educate them on primary plan elements and goals
and encourage participation.

. Work with City of Sacramento to identify non-monetary programs that will
improve the quality and quantity of downtown retail businesses.

A. Request the City initiate a downtown Retail Development program that will help
businesses navigate through the permitting process (focused MATRIX).

B. Develop retail storefront design guidelines that improve the quality of new and
existing storefronts, but do not place unreasonable burdens on businesses.

. Work with City of Sacramento to identify ways to minimize number of vacant
buildings in the downtown core and their impacts.

A. Develop task force that analyses the existing stock of buildings within the
Partnership’s boundaries that have been vacant for more than 12 months and
identifies primary issues. Group must incorporate private owner(s) and City
representation.

B. Identify chronic issues and develop potential solutions that will discourage
ongoing blight.

. Support the initiation and completion of the proposed Downtown Infrastructure
Study (water, sewer, electrical, cable).

. Advocate for the completion of the K Street Streetscape project (8“' to 12"
streets).

A. Promote completion of project as funding priority.
B. Identify and implement interim improvements.

C. Advocate for the inclusion of project elements in new developments as
opportunities arise.

Adopted: 12/16/09
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Executive Summary

Downtown streets are activated by lively retail. Arguably the most visible of all
land uses, retail is a2 critical component of a healthy urban district, contributing
significantly to economic development and helping make downtown a
gathering place for people living throughout the market.

In june '09 the Downiown Sacramento Partnership retained Downtown Works to analyze retail
conditions and develop a Retail Strategy and Merchandise Mix Plan for Downtown Sacramento.

STUDY AREA

« Effective project area boundaries (the 66 blocks of the CBD):
= H Street on the north;
= N Street (excluding the historic State Capitol) on the south;
— Sacramento River on the west;
~ 16th Street on the east.

» Primary focus area identified through the process: JKL Corridor

m-:-?- .;inu

KEY FINDINGS

* Sacramento has a strong market: its trade area population of 1.65 million is large & prosperous
» 72% of those in the trade area are urban-inclined

 Downtown has a healthy stock of attractive, pedestrian-scaled buildings

» Analysis shows there is enough current and projected demand to fill existing space with retail

The Bottom-line Downtown Sacramento has the market but not the product. it can and must
deve!op a pmduct that: 1) gives area residents a reason fo come Downtown; 2) persuades those
already coming to do so more frequently and to spend more on each visit; and 3) offers stores and
restaurants that Downtown workers wish to patronize.

anatyze, strategize, reclize
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DOWNTOWN REVIEW

Key Features Downtown Sacramento possess a number of dominant features, including the Capitol
Building, theaters, the K Street Transit/Pedestrian Mall, Downtown Plaza, the Convention Center, Old
Sacramento, the I-5 Freeway, and numerous one-way streets. The area has a good deal of buildings of
a pedestrian-friendly scale; it can build upon this important asset. Social issues, a signiticant portion
of which appear to he linked to the prominence of SRO housing, present a major challenge. Overall,
the city’s street grid is severely interrupted throughout the core.

Downtown Plaza:  The mall removed six solid blocks from the Downtown street grid: K Street
between 4th and 7th. With its inward focus, the Plaza turns its back to Downtown streets, and
therefore has done little to energize the retailing in the surrounding neighborhood.

The Sacramento Convention Center Complex: Well situated overall (adjacent to but not in the
heart of the retail core), the Center’s design disrupts traffic flow by removing two blocks of K Street
from the grid and impeding the connection between Downtown and Midtown.

K Street Transit/Pedestrian Mall: K Street - historically the city's retail spine and a once thriving
avenue - was converted into a pedestrian/transit mall. Over subsequent years it failed to establish a
merchandise mix that set it apart from and made it superior to suburban malls; as its shops failed,
the street’s decline affected retailing in the rest of Downtown Sacramento. In recent years the City
has assembled key parcels along K.

) Street: Within the core, the amount of retail and restaurant space along ] Street has dwindled to a
handful of blocks. The north side between 4th and 5th, known as Chinatown Mall, includes some
restaurants along with office, residential, and institutional space. Positive developments include
the 800) Lofts, the Citizen Hotel and Grange restaurant, and McCormick & Schmick's.

L Street: L runs uninterrupted from |-5 to Midtown and beyond. Blocks include run-down sections
and multiple office buildings and parking garages that present solid facades toward the street; the
area surrounding the Greyhound bus station is particularly unappealing.  Several blocks of
ancillary retail and dining establishments begin at 9th Street and extend with some interruptions to
16th. Cross streets contain some appealing retail shops and restaurants.

Capitol Mall. A broad boulevard lined with office buildings the entire distance, it contains a few
spaces leased to restaurants or banks, but this is not a retail street. The mall is not pedestrian
friendly due to office setbacks and the very wide median separating traffic lanes.

Old Sacramento. A tourist-oriented (or at least a tourist-flavored) district; traffic generators,
principally four museums, help bring people to the area. The retail mix favors gifts, specialty food
and t-shirt shops. Some qualily retailers and laudable restaurants are present, and residential
development has arrived. Overall, Old Sacramento seems uncertain about what image it should
present. Existing studies recommend it increase its emphasis on the local market while holding on
to the visitor market it already serves.

The Railyards: This redevelopment effort will have an array of uses; based on current plans, the
area’s retail space is expected to reflect the style of a suburban town center and serve a distinct
purpose rather than directly compete with Downtown.

Midtown: Located close to Downtown, and embedded within a thriving residential neighborhood,
the area contains an eclectic array of retailers and restaurants and has acquainted large numbers of
people with the greater Downtown area. This is something that the core can both build upon and
contribute to.
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Customer Markets Residents, employees and visitors are important customer groups and contribute
to the total retail dollars spent in Downtown Sacramento.

« Residents - the number of residents living in the core is tiny; there are approximately 220 market-
rate dwellings (all are rentals) and 700 single-room accupancy (SRO) residences. There are 18,000
residents within one mile of the core (9th & ).

« Employees - there are 93,000 workers in the overall Downtown (zip code 95814); a significant
number (around halfy are employed by the government. Their estimated per capita weekly
spending in Downtown is $101 ($5,200 annually).

« Visitors - typically this group, including convention delegates and business travelers, provides
strong demand for restaurants but less support for shops. We estimate that Downtown (east of I-5
and excluding Downtown Plaza) can potentially capture around $32 million of visitor spending.

MARKET DEMOGRAPHICS & PSYCHOGRAPHICS

Most of the defined trade area lies within Sacramento
County. Portions of Yolo County located principally
around West Sacramento also are included, as are
adjacent portions of Placer County around Roseville.
This is a conservative trade area but is a suitable
place to begin.  As Downtown regains its lost
position as a retail destination the trade area should expand, but even if it does the great majority of
the metropolitan market’s sales support will be provided by residents of this defined trade area.

Demographics The trade area houses 1.65 million people and is projected to approach 1.8 million in
five years. An average household income of $75,900 allows the trade area to generate $11.7 billion

in expenditure potential, a figure that is increasing by $293 million annually. Downtown can capture
estimated expenditures of $694 million in today’s dollars; currently it is capturing $277 million.

Psychographics The area’s psychographic characteristics bolster Downtown’s outlook as a major
retail hub. Groups such as /n Style, Old and Newcomers, Metro Renters, Connoisseurs, Urban Chic
and others with a favorable disposition toward urban retailing account for 72% of the market. Within
this 72%, “urban trendsetters” account for 21%; they will set the tone for Downtown’s retail and
restaurant offerings, while large numbers of the remaining 51% will follow their lead.

These important markets, combined with inflow from out of town visitors, produce sufficient demand
to populate Downtown Sacramento’s existing vacant space with retailers and to replace non-retail
uses with shops and restaurants.

EXISTING MIX: How much space is there Downtown, and how is it being used?

Space within the Downtown commercial district, from 3rd to 16th streets:
Square footage
» Retail space: 131,800 sq. ft.
+ Restaurant/fast food space: 251,900 sq. .
« Non-retail space that could accommodate retail: 472,100 sq. ft.
« Vacant space: 335,800 sq. ft.
s Parking garages/lots that could accommodate retail space: 457,100 sq. ft.
« Downtown Plaza: 984,000 sq. ft. (GLA of both first and second floors; includes Macy’s)
« Total: 2,632,700 sq. ft.

analyze, strateqize, redlize
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Distribution

«  Retail: 5.0%

+  Restaurants/fast food: 9.6%
+  Non-retail: 17.9%

«  Vacant: 12.8%

+  Parking garages/lots: 17.4%
*  Downiown Plaza: 37.3%

SUPPORTABLE SQUARE FOOTAGE

Expenditure patential and estimated sales per square foot can be translated to suppoitable square
footage. There is ample market support for 1.7 million square feel of streetironl retail space
Downtown. Clearly there is plenty of space 1o work with, especially as there is anly 383,700 square
feet of occupied streetfront retail space Downlown today tplus the occupied space in Downtown
Plaza). There is ample leasable space, whether it is sitting vacant or not currently occupied by retail.

(Note:  We also undertook an analysis of demand for space in Old Sacramento and found it
appropriately sized for the amount of markel demand. The key there is to adjust the merchandising
mix to appeal more to trade area residents.

QUALITATIVE ASSESSMENT

It is important to consider the condition of existing shops and restaurants when setting out to
transtorm a retail area. Taken as a group, the quality of operations within the focus area of Downtown
Sacramento is rather poor; exceplions to this are several exemplary restaurants and a handful of
shops. The qualitative assessment (a full analysis is included in the body of this report) indicated that
roughly half of the focus area’s current retail operations are harming the culture and image of
Downtown hy their low standards in design, cleanliness and maintenance, and merchandising. The
spaces occupied by these operations should be converted to quality retail as swiftly as reasonable.

When assessing the focus area, several generalities emerged:

» Many areas are, fortunately, marked by wide sidewalks.

* It holds numerous buildings of a good human scale.

« It is sparsely populated by planters containing dead plants.

* An inordinate number of the storefronts have tinted glass thindering visibility).
* Numerous storefronts are dated and/or in need of maintenance.

* Sandwich hoard signs clutter the sidewalks.

« Light rail ticket vending machines and transit ramps obstruct site lines.

INITIAL TARGET BLOCKS

Relying upon careful evaluation of market data, competitive circumstances, and information gleaned
from stakeholder interviews; examination and observation of the Downtown; and the qualitative
assessment of existing operators, we identified a set of initial target blocks in which to begin
Downtown Sacramento’s retail lransiormation. The area encompasses portions of |, K, L, 8th, 9th,
10th and 11th streets.  The rationale for this includes:

* | Street is a high traffic street

anctyze. shategize, reallz
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* Downtown ¢an build on some of the momentum happening at the east end of the locus area:
- Several sophisticated.  polished
resfaurants
- The theaters are valuable assets
and contribote ta the area’s allure
ithes bring people, though are
primarily night-time yses)
* Contding the historie refail spine

« Is flanked by Cite Hall and the State
Capttol Buijlding, ancillary
businesses and oifice buildings

» Proxtmily o visitor atteactors (Ol
Sacramentn, State Capital
Coryention Centor

» Has a tair ampunt of inferesting,
attiactive buildings evacauive of the
Califormnta desiun sensibifity

Tiw mitial target blocks contain

FEO00 square teel o space  that
ether s currenthe leased o retail o
restatant users, is vacant, ar s occupied by non-retail nses but which could be converted o retail.
Given existing and projected demand, there s more than enough support {or a fully-merchandised
area pedorming at satisgiactony sales fevels,  Downtown Works sees the remaining denand heing
absarbed in Jocations outside of the inital farget blacks, proceading tn the following manner:

o Comvert Downtown Plaza ta streetliont retail, ieturing six blaeks of retadl o the grd along K street and
activating the cross streets.  The two Macy's stores should stav in place, but undergn exterion
imprenemients o badter telate to the sieets.

» Aw g consequence of these actions. the blocks surrounding Dosedenwn Plaza can be upgraded 1o
provide more etail space.

« K Slreet between 12th and 13th will become mote attractive as portions in the 1ocus area regover.

« L Street between Dosntessn Paza and the State Capitol binlding broomes more affractive as g retail
Joae afinm,

The retoil transformation of Downtown Sacramento can begin space by space, block by black, right
nos: in the long term, Dovwntawn as a whole can socommedate the smount £1.7 milhon squate feet:
af streetiront retail that the macket demands.

MERCHANDISE MIX PLAN

Critical to the suceess of any dosentown s having complementars, ssmliotic uses, We developed &
Merchandise Mix Plan for the initial target blocks that represents the: highest and best retail uses,
Because so little sucressiul gouds rotail currently exists just about any use is welcame, bui especially
apparel, fashion aceessories, home tutnishings, gitts and specialty foodisserage.

« Fucus on copcentrated area tnitial tanget blockst ape Gill youy best space

o Top pimeities - comer locatiors and varangwes
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o Cluster complementary uses together thut this is not required due to the small size of the initial target
hlocks)

o Emphasis must heavily favor localfindependent, quality operators; it is critical to not echo suburban
Ophons

* Recapture space from poor guality tenants and inappropriate uses

« New construction of large scale retail projects Downtown is not necessary (new projects can work in
the retail core if designed with appropiiately-scaled, pedestrian-friendly streetwalls - would prohably
supplant existing buildings. though some infill opportunities can work)

RETAIL RECRUITMENT & IMPLEMENTATION

Downtown Sacramento can benefit, as have a number of urban places, from the services of a
professional retail recruiter whose goal is to identify and attract a collection of exciting, compelling,
unigue-to-market retailers. The recruiter would serve as a matchmaker for Downtown’s brokers and
fandlords, helping to (ind the ideal tenants Lo fill spaces.  Recruiters also present landlords with
strategles [or recapturing under-producing space.  In cases where landlords simply cannot reject a
tenant that might not adhere to Lhe plan, a recruiler can encourage a landlord to offer shorter-term
deals and performance clauses to allow them to recapture the space when more suitable tenants
hecome available. Importantly, the Recruiter represents all properties in the BID, not just those in the
initial target blocks.

Simultaneously, the City and DSP must work to identity appropriate incentives (both from the City and
from landlords) that can be used to attract the proper tenants Downtown. This will be particularly
important for the first wave of leases as we seek to build the area’s upward momentum. Legislation
regarding Downtown’s design guidelines is important as well — it is critical thal the appropriate
atmosphere be built and maintained.

RECOMMENDATIONS

1. Identity, hire and train a retail recruiter who will work to populate the identified initial target
hlocks with precdominantly non-chain operators in accordance with the Merchandise Mix Plan.

2. Engage landlords and brokers.

3. Develop and initiate incentive programs (forgivable loans, facade grants, landlord incentivesy;
these are critical particularly to catalyze the earliest deals.

4. Completely open the K Slreet transitpedestrian mall to two-way auto tratfic from Old
Sacramento to Midtown, with 7th to 12th as a first phase.

5. Redesign Downtown Plaza so thal its space is urban-centric and open to the street, and so that
streets are returned to the grid allowing auto traffic to effectively flow around Downtown. This
should include returning 5™ Street to street level rather than using the underpass as it does now.

6. Undertake a study of Old Sacramento, which warrants a distinctive Merchandise Mix Plan due
to its unique attributes,  Once this has been completed, the arca could be included in retail
recruitment efforts,

yrpsalye gz adrunlivegses pesalizes
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7. Dilute the concentration of SROs in Downtown’s housing inventory.

8. Focus on key corners.

9. Recapture retail space currently leased to non-retail uses or to poor quality operators.
10. Develop a succinct retail recruitment marketing piece.

I'1. Institute retail design guidelines for existing and new storefronts and signage throughout the
central city commercial corridors.

12. Promoate and incentivize additional residential development.
13. Compile a database of space inventory thraughout the 66 blocks of the CBD.

14. Develop and implement a City program to facilitate the opening of retail businesses.

The Board of the Downtown Sacramento Partnership adopted this report in December, 2009.

analyze. strotegize. realize
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n Introduction

This analysis and plan focuses on Downtown Sacramento's streetfront store and restaurant scene.

Downtown streets are activated by lively retail. Arguably the most visible of all land uses, retail is a critical
component of a healthy urban district, contributing significantly to economic development and helping make
downtown a gathering place for people living throughout the market.

In June, 2009, the Downtown Sacramento Partnership retained Downtown Works to undertake an analysis of retail conditions and develop a Retail
Strategy and Merchandise Mix Plan for Downtown Sacramento.

We set out to ascertain the size and character of the market for an exciting downtown retail district. We then derived how much retail space is
supportable downtown, what types of shops and restaurants constitute the optimum mix, where these establishments should be cancentrated, and
how they should be recruited.

Urban retail - a mix of stores and restaurants - only succeeds if it is able to attract those not living and/or working in downtown. Most downtowns,
Sacramento's included, simply do not house enough people to support the amount of retail space located there. Thus, efforts to rebuild downtowns
based upon their residential bases have failed. In many cities the downtown population has grown to a point where it is as large as it has been in
years, with more dwelling units in the pipeline. This is encouraging news for a downtown, a sign of life and an indicator of long-term health.
However, the actual number of residents in most downtowns remains small. Well-heeled and cosmopolitan they may be, but there simply are too
few of them to keep a downtown retail district alive by themselves.

In Sacramento’s case 18,000 people live within a one mile radius of the core (9th and J). There are 220 affordable or market rate housing units
within this study’s primary focus area (also, a significant amount of people in the project area live in single room occupancy (SRO) buildings). The
18,000 people living within one mile of 9th and |}, using a standard 20 feet of retail per capita, could support 350,000 square feet of total retail
space, approximately the size of the larger Macy’s store at Downtown Plaza. There is much more space in Downtown Sacramento than this, of
course, and as we’ll illustrate the demand for space comes from other sources.
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Project area boundaries:

» H Street on the north;

» N Street (excluding the historic State Capitol) on the south;
» Sacramento River on the west;

» 16th Street on the east.

——

"
...................

_River

i
|
|
’ ~ N Street



Back to Table of Contents

downtown works

DOWNTOWN SACRAMENTO RETAIL STRATEGY AND IMPLEMENTATION PLAN

Market Research

A. DOWNTOWN REVIEW

Downtown Sacramento has the raw material required to produce a
vital retail magnet capable not only of serving those already there —
workers, downtown residents, visitors — but also of attracting shoppers
from throughout the core metro market. Indeed, at the moment
Downtown consists mostly of “raw material,” the essential ingredients
for success that have not yet been manufactured into the final
product. Block after block of attractive, pedestrian-scaled buildings
await retail tenants and the shoppers who will be attracted to them.
Other buildings have had their intricate old facades plastered over or
otherwise denatured, but they can be reclaimed and made beautiful
again. The wonder is that at some point these buildings were deemed
undesirable. Quality will prevail, we believe, and the rediscovery of
these buildings coincides nicely with the civic and corporate will to
reclaim Downtown Sacramento as the premier retail district it
deserves to be.

This will not be accomplished by a wholesale return to the past.
Many stores that once graced Downtown are out of business. Younger
and newer Sacramento residents have never even heard of them.
With that in mind, we could not re-create Downtown as it once was
even if we wanted to. Moreover, the Downtown retailers of yore that
now serve the market from multiple suburban locations are no longer
much help to an urban revitalization effort. We will discuss this later
on, but the short answer for now is that Downtown Sacramento must
be unique if it is to attract people from the suburbs, a market that it
must serve in order to prosper. Uniqueness cannot be achieved by
replicating suburban retailers.

Mistakes of the Past

Downtown Sacramento has been wounded by the well-meaning
undertakings of our forebears. As downtowns throughout the U.S.
emptied out, as real estate values fell and area residents grew to

dislike their downtowns, civic leaders sought solutions wherever they
could be found. Urban renewal programs led to the razing of
beautiful but empty and unwanted buildings to accommodate new
and shiny towers that would communicate modernity to a jaundiced
population. The U.S's libido for the “modern” fueled an outright
rejection of the old. “Oldness” was seen, in and of itself, as a
detriment.  To address this, cities demolished old buildings to
accommodate new ones designed by the likes of [.M. Pei, Eero
Saarinen, and Philip Johnson. Cities viewed mega-developments
favorably if they promised to garner attention and generate traffic,
believing they had few other options. Thus the era arrived when large
projects dominated downtown development, whether or not they
activated the streets for retail. Indeed, many of these new projects
featured interior spaces that were intended to house shops and
restaurants. The actual goal of such projects was to get shoppers in off
of the streets. The PPG Tower in Pittsburgh, deigned by Philip
Johnson, exemplifies this.  An iconic tower that dominates the
Pittsburgh skyline, the adjacent streets remain barren of retail and
pedestrian traffic. Meanwhile its interior mall suffers low occupancies
except for the food court, which is, predictably enough, busy for only
90 minutes on weekdays.

Rejecting such developments was seen as fostering a downtown’s
slide into oblivion. The reader may recall the 1981 film “Escape From
New York” in which Manhattan had declined so much that the entire
island was emptied of its citizenry and it was converted into a
maximum security prison. This vision of the future found an audience
and reflected the pessimism and fatalism that some people felt
concerning the future of the American city.

Not that Sacramento had such a bleak view of its future, but the city
was seen to need some new blood and so several projects were
approved in hopes that they would elevate the entire Downtown. Two
in particular are now making retail revitalization more difficult. The
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first of these is Downtown Plaza, originally opened in 1971 next to
the existing Macy’s store.  Developed by Hahn, it began life as a
single-level mall and was so successful in its early years that
Weinstock's relocated their downtown store to the mall (the site of the
present Macy's Men’s and Home Store). Liberty House (Honolulu’s
department store) and |. Magnin operated there. Eventually double-
decked, the mall enjoyed a period of success. However, like many
suburban-style malls built in urban places, Downtown Plaza did not
help the rest of Downtown Sacramento much, at least not its retail
blocks. Malls focus inward, emphasizing their interior spaces. The
chief characteristic of mall design, therefore, works against the
surrounding blocks. With its inward focus, the mall turns its back to
downtown streets.  Consequently Downtown Plaza did little to
energize the retailing in the surrounding neighborhood.  Perhaps
worse, the mall removed three solid blocks from the downtown street
grid: K Street between 4th and 7th. This has become a significant
problem today, isolating Old Sacramento from the rest of Downtown.

The other development that has hindered Downtown retailing is the
Sacramento Convention Center Complex. We understand the need
for convention centers, although the impact they have on area
retailing usually is less than presumed. (Here we distinguish stores
from restaurants; convention traffic provides a significant boost to area
restaurant sales.) Downtown is an appropriate place for a convention
center. It ought not (indeed, usually cannot) be placed at the corner
of “1st and Main,” as the goal is to not destroy the downtown fabric.
The difficulty in Sacramento’s case is that the Convention Center, like
Downtown Plaza, disrupts the street grid. It actually is well located
within Downtown overall, sitting adjacent to and not within the retail
core. It is the Convention Center’s design that causes the problem. If
it were being built today we would recommend bridging the streets
rather than blocking them. As it is, two blocks of K Street are removed
from the grid: between 13th and 15th Streets. (K Street remains open
between 14th and 15th Streets, but the design of the convention
center effectively isolates it from the overall street grid. Indeed, this
section of K Street serves essentially as the delivery entrance for the
convention center.) The Convention Center foreshortens the K Street
retail corridor and impedes what could be an important connector

between Downtown and Midtown. The K Street retail corridor thus
ends at 13th Street, at the Convention Center’s doorstep. Connections
between Downtown and Midtown must be provided by other means,
presumably via | or L Streets.

Although it impedes traffic, the cost to reconfigure the Convention
Center would likely outweigh the resulting benefit to the surrounding
area. It serves its purpose adequately as the primary convention
venue in Downtown Sacramento. Downtown Plaza, on the other
hand, was designed to improve Downtown’s retail scene. Its very
reason for being is the bolstering of Downtown's retail district. The
mall’s subsequent decline is, to be candid, a significant reason behind
the decline of Downtown Sacramento as a retail destination. Neither
Hahn, nor the City of Sacramento, nor Macy’s, nor virtually anyone
else could have foreseen that the concept of a suburban-type mall in
downtown would have such a brief shelf-life. “Back in the day” it was
worth the effort to build the mall in order to revitalize a downtown
whose life was ebbing away. The mall’s failure to maintain its
uniqueness with regard to the suburbs made its decline inevitable.

To succeed downtown, the retail mix must be kept fresh and exciting.
Few downtown malls in the U.S. have been able to achieve this
unceasingly. Some of those that yet cling to life appear to have dark
clouds on their horizons. The main issue, mentioned earlier, is
uniqueness. Downtown malls succeed best where they maintain a
degree of individuality, some uniqueness when compared with the
suburban competition. Downtown Plaza is dealing with this very
issue, Aside from Hard Rock and a few lesser lights, all of its tenants
are replicated elsewhere in metropolitan Sacramento, usually multiple
times. Having failed to maintain a unique tenant mix, suburban
shoppers found less reason to travel Downtown to shop there, and the
mall began a period of decline that continues today. This increasing
weakness is significant in and of itself, but the mall’s ongoing
disruption of the retail street-grid no longer is as tolerable as it once
was: Downtown Plaza’s benefit as a traffic and retail-leasing generator
simply has become too modest to offset the mall’s negative impact on
the street grid.
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With Downtown Plaza in decline, K Street - Downtown Sacramento’s
historic retail spine - has suffered. We believe K Street would be
struggling, albeit perhaps not so severely, even without Downtown
Plaza and the Convention Center disrupting the grid. K Street's
difficulties are rooted in another well-intentioned strategy initiated by
our forebears: the conversion of a once-thriving retail street into a
pedestrian/transit mall.  The rationale for doing so seemed more
defensible in the 1960s and 70s than it does today, if only because in
those days the idea of a pedestrian mall downtown was relatively
new. Attempts to duplicate any element of the successful suburban
malls seemed worthwhile back then. If shoppers liked to walk up and
down enclosed malls that were free of auto traffic, it seemed
reasonable to expect shoppers to also enjoy walking along traffic-free
outdoor malls downtown.

K Street - 1100 block

K Street — 700 block

Several factors worked against the success of this strategy. First of all,
the merchandise mixes of most downtown pedestrian malls were not
very good, certainly not on par with the suburban malls with which
they sought to compete. Secondly, too few of these pedestrian malls
had strong anchors at either end like malls do. The department store
anchors so characteristic of regional malls drew traffic from one end
of the regional mall to the other, past the small stores that lined the
mall. This is in fact a key promise mall developers offer prospective
tenants: powerful anchors generating intense shopper traffic. High
traffic counts justify the high rents paid by the small shops. Strong
anchors reassure retailers that traffic will be such that they can profit
even while paying such substantial rents. Malls with weak anchors
will suffer in the long run, and today many malls are being
demolished to make way for lifestyle or big-box centers.

K Street - 900 block
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In the end, however, downtown organizations probably were
unrealistic to think that mere walkability is what made malls
successful. A mall’s success is built upon its merchandise mix. A
regional mall’s mix must be capable of attracting shoppers from an
extensive and populous trade area. A downtown retail mix must be
able to do the same thing.  As suburban malls became more
numerous, and as they became the “norm” for large scale retail,
downtowns had to adapt. Unfortunately for many downtowns, they
believed that having the same mix as suburban competitors,
especially in an auto-free pedestrian mall, would accomplish this.
They were proven wrong. When a downtown retail mix replicates the
suburban shopping center, the downtown weakens and fails as a retail
destination. There are several main reasons this is so:

« If a downtown has a mix comparable to that of the suburban
malls, then its retail trade area will be based upon the same
criteria the malls use. This means that a downtown’s trade area
will be circumscribed by the competition. In nearly all cases, this
leaves the downtown with a trade area too small to support it,
even if the number of downtown residents is growing. Moreover,
a downtown’s trade area usually includes large populations of
shoppers with low incomes and limited buying power. Malls
need several hundred thousand trade area residents (with suitable
demographics and psychographics) to support them, and so do
successful urban retail districts. For a downtown to accomplish
this, it must have a mix so distinguished from those of the malls
that it can attract shoppers from well out into the suburbs.

« The number of downtown workers, so vaunted by many
downtowns as the key to success, is instead only a means of
success. The workers go home at night (eventually) and so
evening traffic is weak compared to the lunchtime trade. In
Sacramento, stakeholders and area retailers report a significant
falloff in sales on holidays when most workers have the day off.
Many retailers do not want to operate under these conditions.
They cannot “make their numbers” in only 10 hours per week.
Downtown must draw large numbers of area residents to prosper,
to make the rest of the business week profitable.

« Visitors, including convention delegates and business travelers,
provide strong demand for restaurants, but typically provide less
support for retail shops. Visitor traffic fluctuates and makes it
difficult for shops and restaurants to determine the right level of
staffing.  Such traffic also is highly variable and seasonal,
reinforcing this problem.  Add in traffic slumps when the
economy is bad and the visitor market becomes problematic in
some measure. While visitors constitute a potentially lucrative
market, it is nearly impossible to build a downtown retail district
on the backs of this population. Downtown cannot rely on
visitors like it can residents.

Taking these realities into account, the answer for downtowns can be
simply stated: assemble a merchandise mix that sets it apart from the
suburban competition. Actually, saying that downtown’s mix must
“set it apart” is insufficient - the downtown mix must be superior to
the suburban mall mix. It must be special enough to attract shoppers
from throughout the metropolitan area (along with attracting
downtown workers and out-of-town visitors), and this can only be
achieved with a mix that is truly outstanding, a mix so compelling and
interesting that shoppers will drive past the suburban competition in
sufficient numbers to produce satisfactory sales figures.

Looking Ahead

This is where K Street failed. Its mix did not meet these critical
requirements.  As the shops failed one by one, K Street’s decline
began to affect retailing on adjacent streets. ~ Given this, and the
aforementioned decline of Downtown Plaza, we have the backdrop
for Downtown Sacramento’s current condition as a retail district - and
the foundation for its recovery. The City has moved to redevelop key
blocks of K Street, a notable case being the blocks between 7th and
oth. Retail and restaurant uses begin to improve east of this point.
The area close to the Convention Center is coming along, helped by
the Esquire Grille and Crest Theatre and, it must be admitted, by its
distance from Downtown Plaza. The area near the Convention Center
feels safer than the area near the mall, a feeling bolstered by the
presence of the Sheraton and Hyatt hotels, further enhancing these
blocks' appeal as retail locations.
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Being that K Street is Downtown’s retail spine, its decline has affected the rest of Downtown Sacramento.
millstone around the neck of the entire Downtown. Several areas bear mention in our discussion of the current retail landscape:

« ] Street has endured struggles of its own since K Street’s mall lost its retail cache. The

amount of retail and restaurant space along | Street has dwindled to but a handful of
blocks, none of which is particularly strong. A look at a Downtown map suggests the
area adjacent to Downtown Plaza would be particularly healthy, but it isn’t; any
successful retailing near the mall has succeeded on its own, having benefited scarcely
at all from a mall that once counted |. Magnin amongst its anchors. J Street between
4th and 5th Streets includes Chinatown Mall and some restaurants along with office,
residential, and institutional space. Office towers with modest amounts of ground
level retail space intermingle with smaller scale office/retail spaces between 5th and
9th Streets. Retail and dining both are weak here. Signs of life occur in the forms of
the 800) Lofts, the Citizen Hotel on the corner of 10th Street, and McCormick and
Schmick’s in the 1100 Block. Some retail stretches remain east of 8th Street, but this
wanes beyond 13th even though the Convention Center and the Memorial
Auditorium are located there.

In fact K Street’s demise has been a

J Street (900 block)

«L Street runs uninterrupted from the I-5 Freeway east to Midtown and beyond.
As with | Street, Downtown Plaza has provided no appreciable boost to Ls retail
scene. The blocks lying west of 9th Street include some run-down sections
offering little appeal to prospective tenants today. Office buildings and parking
garages present solid stone, brick or glass facades toward the street. Office
towers begin to sprout at the western end of L, but several large office vacancies
hurt the street’s image, as does the large dormant construction site located at 4th
Street.  Further east, the area surrounding the Greyhound bus station is
particularly unattractive, even though it sits catty-corner across 7th Street from
Downtown Plaza. The Capitol and the surrounding governmental office
buildings support several blocks of ancillary retail and dining establishments
beginning at 9th Street and extending all the way to 16th, interrupted by the
Community Center Theatre and the Hyatt, Marriott Residence Inn, and Senator
Hotels. All of this retail is on the north side of the street. The involved cross
streets contain some appealing retail shops and restaurants as well, trading off
this same office worker market.
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« Old Sacramento is a tourist-oriented {or at least a tourist-
flavored) district located west of the Downtown
commercial district between the 1-5 Freeway and the
river. It occupies portions of five city blocks. Traffic
generators help bring people to the area, principally four
museums. The retail mix favors gifts, specialty food and
T-shirt shops. Some quality retailers are located here,
and some great restaurants are in place, but overall Old
Sacramento seems uncertain about what image it should
present. On the one hand the district contains vendors
who believe a touristy image hurts their business. On
the other hand, there is no clear mandate for Old
Sacramento to abandon the atmosphere that has
provided what success it has experienced. A level of
consensus will be needed to enable Old Sacramento to
compete in the marketplace.  Some residential
development has arrived, which could abet retail leasing Old Sacramento g !
in the future. Due to its unique nature - generated by its
history, architecture, and separation from the rest of
Downtown Sacramenta - Old Town would be well-
served by a focused retail study that would provide the
proper merchandise mix to achieve this goal.

« The Railyards is not a part of Downtown, although it may seem appropriate to
consider it so. The project is a redevelopment effort located on former Union
Pacific industrial property. The existing plans are ambitious and call for an array of
uses, including thousands of housing units and over 1 million square feet of retail
space. It is important to establish at the outset that The Railyards will not be an
urban community in the accepted sense. The retail space will not be a Downtown
surrogate, and it will not compete for the Downtown experience. Based on
current plans, the retail will look like a conventional suburban town center akin to
the retail in Natomas. lts ultimate mix will hinge upon which suburban retailers
are failing to serve the center city from their present jocations. There may be
cross-traffic between The Railyards and Downtown, but historically two such
disparate retail districts serve distinct purposes within a given market.
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*Midtown, which also is not situated Downtown (or within the study area), is located close by and has assembled
an eclectic array of retailers and restaurants embedded within a thriving residential neighborhood. It has
acquainted large numbers of people with the Greater Downtown area - this is something that Downtown can both
build upon and contribute to. Midtown has shown that urban retailers and restaurants can succeed in Sacramento.

Taken together, these areas support Downtown’s proper role as the one place in a metropolitan market where
innovation, inventiveness, creativity and urbanity coalesce. All elements of the region’s populace meet here,
creating the excitement arising from the presence of a varied and diverse crowd, which in turn is attracted by a
varied and diverse collection of unique retail shops and restaurants. Assembling a Downtown that provides these
attributes will furnish the story that the area must tell in order to succeed.

B. STAKEHOLDER INTERVIEWS

Downtown Sacramento stakeholders - property owners, developers, brokers, city officials, business operators - with
whom we spoke call for a healthy Downtown retail scene. Not merely because this would benefit many of them,
but it would bring more traffic Downtown, make the district livelier, and help to position it as a more attractive
visitor and convention destination. There is agreement that Downtown Plaza has become a source of difficulty to
the district’s overall vigor. Even if Westfield desires to stay Downtown there is concern as to how they will manage
the property; they are not seen by the stakeholders as being especially interested in taking their (the stakeholders’)
advice. Interestingly, in at least one instance Westfield came to them to see what they should do with the project.
So far, plans remain vague.

Common threads emerged from the stakeholder interviews:

» Reopen K Street to cars

» Downtown Plaza is a problem

» Energy has shifted to Midtown

» Arena location
» Perception that incentives are unfair

» Need more retail

» Social issues (especially due to SROs) » Sacramento lacks self-esteem

» No specific plan:

- Projects are piecemeal

» Downtown needs more residents

» Old Sacramento needs a better retail mix

- EIR (Environmental Impact Reports) - required for any project over » Want more leadership from city

75,000 sq. ft.; take lots of time/$ (solution mentioned = one for
entire downtown and one for traffic)

» Assemblages of space necessary for revitalization
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C. CUSTOMER MARKETS DEFINED

+ Downtown Residents Downtown has begun to gain momentum as an alternative to suburban living.
Although the number of downtown residents in Sacramento is small (there are 220 market rate
dwellings in the core and 18,000 residents within one mile of the core (9th & )); there are also a
significant number, around 700, SRO units in the core) their growing presence is a sign of progress, a
step in the right direction toward a vital downtown. We have concluded over the years that a
downtown where no one wants to live is nearly always a place where no one wants to shop and dine.
Despite their small numbers, the residents are an important group, setting the tone for the
remerchandising effort. The new Downtown dwellers are active, sophisticated, well-educated, urbane
and affluent.  Most either are empty nesters, young singles and couples on their way up, or affluent
second-home owners. They would like to patronize Downtown, but currently must drive elsewhere
to meet many of their needs. Downtown has an opportunity to stem the flow of its residents to
suburban malls by providing a great mix of shops and restaurants suitable for their urbane tastes. In
the first place, downtown residents have told us they do not care for the suburbs, an attitude seen in
their decision of where to reside. Downtown residents tend to include the trendsetters. Besides this
group, a large market of followers lives throughout the metropolitan area, aspirational shoppers and
diners who want to go where the action is as identified by the trendsetters. A merchandise and
restaurant mix that caters to these households will be just what is needed to attract other area
residents downtown.

® Downtown Residents:

— In the core: 220 market-rate
dwellings and 700 single-room
occupancy residences (SROs)

— # of residents within one mile of
Downtown: 18,000

@ Workers:
— # of workers in overall Downtown:
93,000 (zip code 95814)
— Est, per capita annual spending
Downtown: $5,200
— State workers: 51,500 (zip codes
95811 & 95814)

#» Visitors:

— Convention Center expected to
attract 323,000 delegates in 2009

— Though scant research on visitor
expenditures exists, DW estimates
Downtown (east of I-5 and not
including Downtown Plaza) has the
potential to capture $32 million of

; : : : , ; visitor spending annuall
Incidentally, the extensive residential development programmed for The Railyards will help spur & - /

demand for Downtown retail. Having so many people moving in will add to the base of urbanites
living in the area. Again, the numbers of new residents will not be enough to support downtown retail by themselves; a retail trade area needs
hundreds of thousands of residents to support it. Downtown and its immediate environs can always benefit from the addition to its population
of urbanites, and while this will not make the area a self-supporting market, their arrival will bolster the demand for unique retailing downtown.

» Workers Downtown workers comprise an important market for urban retail space; virtually a captive market during the workday, many stay
Downtown for dinner, shows, or clubbing. Like Sacramento’s Downtown residents, many of its approximately 93,000 workers are well
educated, affluent and eager for great urban retail to arrive. They will respond well to an upgrading of Downtown’s retail offerings. Location is
important with this shopper group since most of their expenditures occur at lunchtime and thus generally take place within approximately 3-5
blocks of their workplace. (Note: a significant number of the city’s workers are employed by the State. As a group, government employees tend
to spend less than other workers; conversations with stakeholders, retailers and restaurateurs corroborate this in Sacramento’s case).

 Visitors A strong cultural and visitor market is fostered by a great collection of venues such as museums, concert halls, theaters, and night
clubs. The city’s convention center is located near the eastern edge of Downtown and will attract 323,000 convention delegates to Downtown
this year based on bookings to date. Old Sacramento is one of the region’s principal tourist destinations, and is located just beyond the
commercial core. Collectively, these venues bring a number of visitors and local patrons Downtown. This is an important market for
Downtown to serve; in particular, food and beverage establishments benefit from this market, while it is not typically very significant for stores.
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+ Trade Area Residents Periodically we encounter the opinion that a

market the size of metropolitan Sacramento is too small to support a
vibrant downtown retail district, but our analysis concludes otherwise in
Sacramento’s case. With 1.65 million residents in the trade area, not
only is the market large enough, it also has enough of the right kinds of
shoppers.  Sacramento is attracting “urban pioneers” to its new
residential projects Downtown, including many who have moved into
the neighborhoods surrounding Downtown, Midtown, East Sacramento,
Land Park and Cedar Park, among others. People are buying homes of
all sizes and types: single-family homes, condos, lofts, fixer-uppers and
mansions. Urbanites living in such communities not only create more
demand for homebuyers and renters - with their taste levels and appetite
for city living they eagerly seek unique shops and restaurants to satisfy
their eclectic and urbane demands. These individuals set the tone for
downtown retailing, spurring demand interest from the legions of trend
followers who live throughout the rest of the market.

Goals for Downtown Sacramento:

» downtown workers - provide them shops (o patronize
» those not coming now - give them a reason to come

» those already coming - bring them more often

residents of this defined trade area.

4
&% I
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TRADE AREA (based on city geographies and incorporating Downtown

Plaza’s trade area definition)

- Most of the defined trade area lies within Sacramento County.

Portions of Yolo County located principally around West

Sacramento also are included, as are adjacent portions of

Placer County around Roseville. This is a conservative trade
area but is a suitable place to begin. As Downtown regains its
lost position as a retail destination it is possible the trade area
could expand, but even if it does the great majority of the
metropolitan market’s sales support will be provided by
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Demographics combined with information on
lifestyles, attitudes and behaviors lead to
Psychographic profiles of a population.

®» These profiles consider:
» Occupation and education level
+ Preferred activities and spending habits
+ Stage of life
@ Psychographic “Lifestyle Tapestry” Segmentation:

» Analytic tool, accepted industry resource

» Cross-tabulates various statistics including: age,
income, race, gender, home-ownership, household
size, etc.

» 65 different segmentation groups

@ Our “target market groups” are those inclined to shop
downtown.

@ Impacts the Merchandise Mix Ptan.

EXAMPLE PSYCHOGRAPHIC ~ STORE
SEGMENTATION GROUP

Prosperous Empty Nesters

Williams Senoma
Metro City Edge = Walmart
In Style = Anthropologie

National chains are used solely as examples to convey
store types demanded by various shopper groups.

D. TARGET MARKETS

Throughout the U.S., Downtown Works has encountered the desire of
metropolitan residents for the kind of urban retailing that will provide an
alternative to the more conventional offerings found in the suburbs. People will
not abandon suburban malls, of course, but they will shift significant numbers
of their shopping and dining trips to Downtown Sacramento once a compelling
shop and restaurant mix is in place. Of course some suburban traffic is flowing
Downtown already; the area has a few strong retailers, and its collection of
good restaurants has attained some regional stature. As the mix improves so
will Downtown’s capture of trade area expenditure potential.

Psychographics

The psychographic characteristics of those within the defined trade area provide
additional rationale for our enthusiasm for Downtown’s outlook as a major
retail hub.  Groups like In Style, Old and Newcomers, Metro Renters,
Connoisseurs, Urban Chic and others with a favorable disposition toward
downtown retailing account for 72% of the population - this constitutes
Downtown Sacramento’s target market.

Understand that not all of these “most desirable” customers will shop or dine in
Downtown Sacramento: these are the groups most inclined to do so and the
area’s sales support will be drawn from members of these psychographic
groups. Within this 72%, 21% are more of the “urban trendsetters” who will set
the tone for Downtown’s retail and restaurant offerings. Large numbers of the
remaining 51% of “most desirable” shoppers will follow the lead of the
trendsetters. Of course, the 28% of trade area residents who are not part of this
“most desirable” list are by no means excluded from shopping and dining
Downtown. Some of them will, and a few will do so frequently, but these
consumers are exceptions to the rule.

These important markets, combined with inflow from out of town visitors,
produce enough demand to populate Downtown Sacramento with shops and
restaurants. There is enough demand to fill existing vacant space and replace
non-retail uses with retail shops and restaurants. In other words, Downtown
Sacramento provides the proper scale to accommodate the amount of shop and
restaurant uses to satisfy the demand from the key market groups. Downtown is
primed for this revitalization right now.
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Downtown Sacramento’s “Most Desirable” Customers (trendsetters + followers) =

72% of total trade area population

® While all residents in the Target Market are
potential downtown customers, some are
“most desirable”

® Trendsetters, 21% of the “most desirables,”
are urban-inclined customers; will set the
28% tone for Downtown’s offerings

NON-TARGET, @ Remaining 51% of the “most desirable”

customers follow the lead of trendsetters

FOLLOWERS
o190

Target Groups as Percent of Total
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The trade area’s top five trendsetter groups comprise 13% of the population.

=y

® Live in suburbs but love the city

® Sophisticated, cosmopolitan, image-conscious
@ Professional couples predominate

@ Prosperous

@ Active lifestyles

@ Avid consumers and dine out frequently

® Transitional urban neighborhoods

@ Young trendies moving into old neighborhoods as retirees sell;
look for bargains

@ Buy into the neighborhood and remake it to suit their eclectic
tastes

® Active lifestyles

@ Are fashionable but averse to paying high prices for consumer
goods

@ Like the funky shops and eateries that are not pricey

@ Senior citizens who remain are typical of fixed-income
consumers

1Y PRI = ey
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® Mix of households, with high percentages of single and shared
@ Unconventional, experimental and experiential
@ Quintessential affluent urbanites

@ Active patrons of the symphony, night clubs, bistros,
museums, theatre

® Dine out all the time yet have very well equipped kitchens

@ Strongly politically correct, even more than the
aforementioned groups

@ Active consumers but like to see selves as not motivated by
acquisition; emphasize green-organic-sustainable goods/
services + craftsmanship/artisanship

@ They favor local operators over chains

@ Third most afflﬁent/upsca[e Tapestry group

@ Entrepreneurial, management and professional workers
predominate

@ Urban in neighborhood choice and lifestyle; don’t dislike
suburbs so much as find them too far removed from cultural
amenities

® They buy the best of everything
@ Money is rarely a factor but may be alert to attempts to
overcharge just because they can afford it
® Active lifestyles (symphony, opera, theatre, museums)
@ Often called to support philanthropic causes
% =

® The new downtown residents - prefer urban high rises and low
rises

@ Young up-and-comers and empty nesters

@ Generally childless; young ones tend to move out when the
kids are born, but many will never have children

@ Not wealthy, but incomes are high enough to allow an active
lifestyle

® Need to be where the action is

® Avid shoppers and diners

® Often bemoan the need to get in the car and drive to the
suburbs to shop
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Strategic Assessment

A. EXPENDITURE POTENTIAL

We assessed total expenditure potential by trade area residents, by employees and by visitors and conclude that the estimated expenditures
Downtown can capture is $694 million in today’s dollars; currently it is capturing $277 million,

B. EXISTING MIX

How much space is there Downtown, and how is it being used?

While we are interested in streetfront retail only, we include Downtown Plaza since it is an important traffic generator. Interior spaces, even new
ones, typically fare poorly in downtowns due to low visibility from the streets. We will deal within Downtown Plaza as a part of the retail
revitalization program later in this report. For now, totaling the space within the Downtown commercial district, from 3rd to 16th streets, yields the
following:

* Retail space: 131,800 square feet

* Restaurant/fast food space: 251,900 square feet

* Non-retail space that could accommodate retail: 472,100 square feet

* Vacant space: 335,800 square feet

¢ Parking garages/lots that could accommodate retail space: 457,100 square feet

* Downtown Plaza: 984,000 square feet (gross leasable area of both first and second floors; includes Macy’s)
* Total: 2,632,700 square feet

The distribution is:

* Retail: 5.0%

* Restaurants/fast food: 9.6%
* Non-retail: 17.9%

* Vacant: 12.8%

» Parking garages/lots: 17.4%
* Downtown Plaza: 37.3%

Looking at the mix alone, we see a dearth of retailing in Downtown. As is the case in many downtowns, non-retail space accounts for a great deal
of the inventory. In Sacramento’s case, it is the largest category of the five.

The amount of restaurant space appears adequate based on square footage alone. The qualitative analysis (pages 24-27) will flesh this out and
allow us to refine our merchandise mix plan.
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C. SUPPORTABLE SQUARE FOOTAGE

Expenditures and estimated sales per square foot can be translated to supportable square footage. There is ample market support for 1.7 million
square feet of streetfront refail space Downtown. Clearly there is plenty of space to work with, especially given the fact that there is only 383,000
square feet of occupied streetfront retail space Downtown today, plus the occupied space in Downtown Plaza, There is plenty of leasable space,
whether it is sitting vacant or whether it is not being used as retail space at the moment.

It is important to bear the following in mind: the existence of excess space is by no means a bad sign for retail Downtown. Not all of the vacant
space downtown need be used for retail. We enumerated the vacant space that physically could accommodate retail, but much of is not located
appropriately for this purpose. By the same token, not all of the non-retail space (e.g., mainly office space} is appropriately located for retail. Lastly,
not all of the parking garages and vacant lots are in good retail locations either. We will cull through this space later as we design our merchandise
mix plan, but for now the surplus space need not concern us; most of it can continue as non-retail space. We merely point out that there is no
shortage of space that can be used for retail and restaurant operators.

As we proceed to the merchandise mix plan, we will narrow our focus to particular targeted areas within the overall Downtown. As mentioned
above, some of the non-retail space and parking decks will never be converted to shop or restaurant uses, nor should they be, but it is important to
understand how much space the market can support so we do not ask more of the market than it can be expected to provide. It also suggests we not
pursue new large-scale retail projects that would add to the current inventory as opposed to developing projects that replace current retail buildings.

We also undertook an analysis of demand for space in Old Sacramento. We found that Old Sacramento is appropriately-sized for the amount of
market demand. The key may be to adjust the merchandising mix to appeal more to trade area residents. 5 :

The analysis does not include The Railyards.

FINE  COFFEE  AMD  TEA

Ground floor spaces found within the JKL Corridor.
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D. QUALITATIVE ASSESSMENT

It is important to consider the quantity and condition of existing stores and restaurants when setting out to transform an area’s retail environment.
Taken as a group, the quality of operations within the focus area of Downtown Sacramento is rather poor; exceptions to this are several exemplary
restaurants and a handful of shops. A qualitative assessment indicated that half of the area’s current retail operations are harming the culture and
image of Downtown by their low standards in design, cleanliness and maintenance, and merchandising.

Downtown Works conducted a qualitative assessment of existing operators in Downtown
Sacramento on J, K and L (from 7th to 12th) streets, and across 9th, 10th and 11th (] to L).

Of 231 total spaces: ® Shows strengths and weaknesses of
* 174 occupied current mix.
L ] 5 vV 9 . .
vxarant (25%) ® Is a tool for retail recruitment.
* 103 retail uses ) ; ;
e breakdon: @ Operations are evaluated in 5 categories:
— 53 restaurants/ fast food/night spots/bars -~ Storefront
~ 2 theaters i
- 12 convenience/drug/liquor stores - S'S”age .
— 9 apparel stores, including shoes, bridal - Window dlsplay
—~ 13 misc. retail (jewelry, candy, gifts, florists, books, - Maintenance
luggage, art) : Bandici
— 14 consumer services (optometry/eyeglasses, watch - Interior merchandising
repair, hair/nail salons, electronics, shoe repair)
— 6 pawn shop, check cashing, bail bonds @ Score for each category ranges from 1-4
— 14 other (hotels, churches, senior centers, SROs, banquet (1= poor, 2=fair, 3=good, 4=excellent):
room)
— 51 business/office services (copy, print, professional - Perfect score: 20
services, banks) - Low score: 5
— Figures are inexact (some spaces appear to be one but
could be subdivided into additional spaces)
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Qualitative Assessment: Of 231 spaces in the area, 103 (less than half) were currently
retail uses; these 103 operations were ranked for the Qualitative Assessment.

12% scored 15 and higher

- all restaurants/niteclubs except 1
florist & 1 apparel

- 4 scored 19 or 20

20% scored 5 and below
- recapture ASAP
- 4 or less had no signage

30% scored 6-10

- candidates for recapture 38% scored 11-14

- could possibly be improved with
redesign or merchandising help
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Qualitative Assessment: Use Inventory 0.9%

24.7%
vacant

too small

22.9%
22.1% restaurant

business/office
services

Breakdown of uses for all 231 spaces:
24.7% - vacant

22.9% - restaurant

22.1% - business/office services

9.5% - appare! (inclu shoes/bridal) & misc. retail (jewelry, candy, gifts, florist, books)
7.8% - convenience/drug/liquor & pawn shop/check cashing/bail bonds

6.1% - other (hotels, churches, etc)

6.1% - consumer services

0.9% - theater
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Qualitative Assessment: General Area Observations

Positives:

@ Many areas with wide
sidewalks

® Numerous buildings of a good
human scale

Negatives:

® Sparsely populated with dead
plants

@® Lots of tinted glass in
storefronts

@ Sandwich board signs clutter
sidewalks

@ Light rail ticket vending
machines and transit ramps
obstruct site lines

® Numerous storefronts dated
and in need of maintenance
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E. ASSETS & CHALLENGES i |
Downtown Assets: |

Downtown has a series of strengths it can build on. A good sized, growing, and

willing market lives and works here.  Repeatedly we hear from shoppers, ® Emp|0yee base - 93,000

retailers, residents and employees that they are hungry for a Downtown that

provides a collection of unique-to-market store and restaurant operators found r r

nowhere else in Sacramento. The building stock is good. The streets are walkable @ la EE ade area

or can be made so. Old Sacramento and Midtown have shown that residents :

and retailers will locate in an urban setting. The Downtown restaurant scene is ® Good psychographlcs

strengthening. Sacramento is a beautiful city that too few out-of-towners yet :

appreciate.  Also important: the DSP is active and effective in promoting ® Accessible

Downtown as a place to live, shop, work and invest. ® Creative/committed local

Downtown Plaza Downtown Plaza is an issue, and a major one. It entirely d |

blocks the street grid required to make Downtown a successful retail entity. evelopers

Effectively moving auto traffic around (not through) Downtown is a must. Ped . | . 5 0F

Blocked, closed and truncated streets work against this important consideration. ® edestrian-we coming scale o

Downtown Plaza should confront this important truth: allowing auto traffic on K bui|ding5

Street would do more for its leasing efforts than anything else. We are loathe to

use suburban development as an example, particularly given our stance that ® Capita| of one of the world’s

downtowns ought not to emulate it, but here we make an exception. Examining | :

the lifestyle centers that are springing up around the country, we see that they argest economies ‘

succeed by mimicking a downtown retail street. Their developers create a ; !

central double-loaded retail street that allows auto traffic. Indeed, lifestyle ® Growing restaurant scene that has

centers emerged based on the conviction that people would rather shop in such “brizz” ~.

an environment than in an enclosed mall. The patrons do not mind the auto ‘

traffic; it moves slowly and is no threat to them. It is ironic,that downtowns @ Authentic Old Sacramento |

taught the suburban developers what succeeds and what doesn’t, and that many _

downtowns have yet to learn their own lessons. Lifestyle centers now outperform ® Clty controls key pa rcels '_

malls by over $100 per square foot on average. By opening up the retail to the ‘

sky and allowing auto traffic, they have attracted strong rosters of retailers and Z Ie

restaurants that allow them to produce such high sales figures. ® :?SI:; is well I'ES-pECtEd advocate |

Returning the mall to the street grid also should include a redesign of 5" Street. Or downftowiissues ‘

It should be returned to street level rather than using the underpass as it does : o -
now. This should produce a far more important intersection at K and 5™.
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From what we can see, Westfield is holding on to Downtown Plaza for reasons of

its own yet does not seem to discern the best solution for it: open the mall to auto Downtown Chaﬂenges:
traffic and lease to unique-to-market retailers on street level. In their defense, -
shopping center developers generally are inexpert at urban retailing. They follow @ I-5 isolates Old Sacramento

the strategies they have seen work in the suburbs because it is what they
understand and, of course, because they are very good at it. The Plaza will not ®

work here in its present configuration; it is not urban in outlook, tenant mix, design KS . i f

or attitude. Unless Westfield undertakes a city-friendly, urban-centric strategy with @ treet’s exclusion of cars
Downtown Plaza, it will remain a problem and an impediment to the rest of .
Downtown Sacramento, particularly with regard to K Street between 7" and 9", ® Downtown Plaza & Convention

two blocks that the City has invested in substantially with regard to its recovery as a Center disrupt downtown grid
retail corridor.

One-way streets (act as thruways)

K Street As we recommend for Downtown Plaza, so we recommend for the K ® Downtown Plaza condition

Street transit mall: open it up to auto traffic. The loss of auto traffic has strangled K Gt : 3
Street’s retail viability, especially in mid-block locations. Keep the light rail ® Slgmflcant portion of workforce is
operating along K Street; this should not be a problem. Cities supported both auto government

and streetcar traffic for many years before they were convinced to switch to buses. 5

Besides, in the light rail’s entire system only this brief stretch is closed to auto @ Offices are concentrated on

traffic. The coexistence of auto and light rail works elsewhere in the city (and in Capitol Mall

numerous other cities) and can work on K Street, too.

There will be resistance from those who campaign against automobiles on a @ Social issues (SROs = 70% of

philosophical level. Some people are against cars, but realistically the car is here housing in the core)
to stay. Continue to foster pedestrian access and crossings, slow down passing auto
traffic, convert one-way streets to two-way streets, improve wayfinding and parking
access, make the use of transit more attractive (although not by making auto travel
prohibitively unattractive), but do not think that the removal of cars from our lives
is going to happen or that it will have the desired effects. An empty street is not a
reasonable urban goal. The no-auto zone has failed because it is an ill-conceived
concept. Cities throughout the U.S. have abandoned the idea and re-opened their !
streets to auto traffic. Retailers do not like non-vehicular streets, and if the retailers Impact of state finances on CA
will not lease space in pedestrian malls, then there will be no pedestrians. Indeed, cities

is this not what we see now? workable as a retail street without allowing auto

Minimal market rate housing
Current condition of retail

Lack of retail design standards

@ ® ® ®

traffic; some people will protest this, but retailers and restaurateurs will not be
prominent among them.
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Convention Center The Convention Center is an issue to us in that it
also interrupts the street grid. However, reconfiguring it to reopen K
Street will be too expensive and almost certainly will not produce
enough of a benefit to make it cost effective. Its presence is helping to
lease nearby portions of K Street, especially on corner locations. It
would be nice to have K Street connect Downtown to the Midtown
district, but if some connection is to be made it will have to be via
either ] or L Streets. Unfortunately, there are significant gaps along
hoth of these streets east of 13 Street. A merchandised connection
appears to be a long term goal.

Midtown Midtown has become a significant player for the urban-
dweller and the “urb-o-phile.” It shows that suburban traffic can be
drawn to the center city if there is reason enough to make the trip, but
Midtown presents Downtown with a challenge: find a niche that it
can fill and promote itself accordingly.  Midtown’s retail and
restaurant scene is not what Downtown’s mix would have been had
Midtown never happened. The operators there fit in to a particular
neighborhood, and this neighborhood’s environment is the primary
attractor to metro area residents,  The shops and restaurants
intermingle with houses and services. In short, the retailing here
seeks to appeal to the people who live there; people living elsewhere
also like it and are willing to drive there to experience it. Downtown
is not a neighborhood like Midtown, but rather is a commercial
district, meaning its retail will differ from Midtown’s. Downtown and
Midtown can coexist. Ideally they would cooperate in some fashion,
but it is not essential that this be so. Bear in mind also that it took
over 20 years for Midtown to get where it is, without the organized
effort that the DSP is exerting on Downtown Sacramento. Midtown
developed one deal at a time.

Western Blocks of Downtown Sacramento Essentially, the
westernmost blocks of Downtown Sacramento offer little opportunity
for retail. The physical environment is not very appealing and there is
enough space to work with in the retail core that we will discuss
shortly.

Area Surrounding the Greyhound Bus Station There appears to be a
longer-term opportunity to use the soon-to-be-vacated Greyhound bus
station as a retail play. It is only three blocks from the State Capitol
and there are office towers nearby. Each block between the bus
station and the Capitol presents an incrementally better place for
retail. The retail strip along L Street near the Capitol is insufficient for
the traffic generated by the Capitol itself and the surrounding State
office buildings.

Capitol Mall The Capitol Mall is not a retail environment. It is too
wide and the buildings located here have large setbacks, plazas, even
lawns in some cases. The opportunity here is for a few more
restaurants like the ones already there, convenience retail to serve the
office workers, and business services that are destinations.

Old Sacramento Old Sacramento remains intriguing. It appeals to
tourists and locals, according to the retailers we spoke with, but it
relies more on visitor traffic for much of the year. It is popular with
Bay Area daytrippers befitting its position as one of Sacramento’s main
tourist attractions. The goal of building trade from local residents is a
plausible one. In fact, it may help bolster the visitor trade since
visitors like to go where the locals go. A major challenge is the
presence of I-5. It makes access between Downtown and Old
Sacramento difficult; at night, the pedestrian tunnel is perceived as
unsafe. Proposals to deck over the freeway have failed: it is simply
too costly. Another problem is the current mix. It has too many stores
that clearly can be labeled “touristy.” There is disagreement about
what Old Sacramento should be, that removing the tourist-oriented
stores will kill the goose that lays the golden eggs. From what we
gather, not many of these stores are generating exceptional sales
productivities. A detailed merchandise mix plan is needed here. Old
Sacramento needs to come to terms with what it should be and design
an implementation plan to achieve it. The spaces are small, and this
hinders leasing efforts unless they can be combined as several have
done.  Satisfactory landlord cooperation does not appear to be
forthcoming at the moment, and so a recruitment program is the
means of garnering landlord support for the type of re-tenanting that
Old Sacramento needs.
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F. COMPETITIVE AREA RETAIL

Roseville - Galleria
and environs

i

":9}

L

0]

@

)

@

®)

Westfield project

A strong suburban
mall located in
booming upscale
suburbs

The Galleria is the
heart of an
extensive retail
district

Nordstrom, Macy’s, JCPenney and Sears anchor the mall

Newly-expanded with a strong tenant mix; many unique-
to-market tenants, upscale (not luxe or couture) tenant mix

Surrounded by numerous power and strip centers
Practically all major big box chains are located in the area
The Fountains: lifestyle center with West Eim, Crate &

Barrel, Pottery Barn, Orvis, Sur La Tahle, Whale Foods, etc.

Natomas

Large concentration of big box and power retail with some specialty retail accompanying

Serves the emerging Natomas area

Excellent regional access

Strong tenants like Target, Bath and Body Works, Wal-Mart, Staples, Off Broadway Shoes,

Best Buy, Sam's Club, Barnes & Noble

Arden Fair

)]

]

&

()]

i

Strong regional mall
located in inboard
suburbs

Same anchors as
Roseville

Similar mix to Roseville,
but less extensive and
with some unique-to-
market tenants

Some surrounding big
box and neighborhood
retail

Serves more of

’ i

Sacramento’s “old money”

The neighborhood is not as upscale as the mall’s mix
would suggest, but mall is well located with regard to
inboard population

The mall is locally-owned and something of an institution

2]
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Other, Undistinguished Regional Malls New specialty/lifestyle (under construction)
® Sunrise Mall and surrounding retail in Citrus Heights ® The Palladio at Broadstone in Folsom
- Surrounding retail includes Birdcage (Trader Joe’s, - General Growth is doing the [easing

Barnes and Noble, others) - 700,000 sf including Whole Foods

- Mall is weakening but there are plans to renovate and - Nordstrom is said to be looking

expand by new owners (Steadfast Cos.) : ‘ e .
i Y Project has struggled due to financial difficulties of

- Macy's (2 stores), JCPenney and Sears - developers
Country Club Plaza — struggling price-oriented mall

®

Surrounding area includes Costco, Home Depot

- Macy’s remains but Gottschalk’s space sits empty - Good market for lifestyle retail

Other big box anchors include Off Broadway Shoes, e Elk Grove Promenadein Elk Grove

Sports Chalet, Bed Bath and Beyond. Ross
- Located on the southern edge of the market

Walmart and Sam’s Club located across Watt Avenue . :
Project has stopped construction and plans are to restart

@ Florin has been de-malled and converted to power center eventually

inchored by Walmart Bt 3
SESED RS S e To be 1.1 million square feet

T - General Growth is doing the leasin
The Pavilions : :

@ Attractive specialty center located just across the River from Cal
State University — Sacramento

Macy’s has been an announced anchor

Serves as a fashion shopping center for inboard neighborhoods

®

A touch of elegance with stores like Lucy, Julius, Williams
Sonoma, Polo Ralph Lauren, Talbots, along with other specialty
shops and Ruth's Chris

@
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Small Downtown Retail Districts

®

®

Several small downtowns are located in surrounding
towns

Roseville, Folsom and Lincoln are noteworthy

None is very strong and serves mainly local area,
although Downtown Folsom is interesting enough to
attract shoppers from more than a few miles away

Small Urban Retail Districts

®

®

Interesting urban clusters are located near Downtown
Sacramento

East Sacramento, Land Park, Curtis Park, Oak Park, East
Lawn

Interesting, eclectic, funky

Reflect residents of area

Few chains

None has much critical mass but they are fun to visit

Midtown

®

®

Urban residential neighborhood located immediately
east of Downtown

Eclectic collection of retail and restaurants mixed in
with growing residential market; few chains

Good example of young urban hipness that appeals to
older patrons as well

Serves as neighborhood retail for this cool
neighborhood, with an eclecticism that attracts
shoppers and diners from throughout the region

Shows that people will come into town to shop and
dine if the area is interesting enough

A strong retail environment in the core Downtown will
benefit Midtown
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G. VOID ANALYSIS

Downtown Works conducted a void analysis for the Trade Area.

® A significant number of chain stores have yet to open their first stores in Sacramento.

@ As far as Downtown Sacramento is concerned, there should be few chains programmed for streetfront locations -
FOCUS ON LOCALS/INDEPENDENTS.

@ Recruitment efforts of chain nameplates should focus on those that locate just one or two units in a metropolitan
area, as it is critical not to echo suburban retail centers/districts.

\ T,

Sacramento market Sacramento Market
American Apparel Michael Stars Bonefish Grill
‘ Bandolino Patagonia Capital Crille
| Cole Haan Tommy Bahama's Cheeseburger Cheeseburger
‘ Container Store Tumi CQSI '
Diesel Williams Sonoma Home Daily Grill
Dockers Fogo de Chao
Easy Spirit La Madeleine
Eileen Fisher Maggiano's
Fossil Pei Wei
Francesca's Rock Bottom Brewery
Free People Roy's
Max Studio Ted's Montana Grill
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IV. Merchandise Mix Plan

A. INITIAL TARGET BLOCKS

Relying upon careful evaluation of market data, competitive circumstances, and information gleaned from stakeholder interviews; examination and
observation of the focus area; and the qualitative assessment of existing operators, we identified a concentrated set of blocks - encompassing
portions of J, K, L, 8th, 9th, 10th and 11th streets, as shown in purple below - in which to begin Downtown Sacramento’s retail transformation.

® Retail transformation
occurs one space at a
time

CIVICCEN

® A concentrated focus is
needed to build a
critical mass

® Individual tenants will
suit specific spaces and
locations

® Focus on local/
independent operators

® Particular corners - | at
9th and 10th, K at 9th
and 10th, are
especially important
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The initial target block area has the greatest potential for short-term success in :
Downtown Sacramento for several reasons, including: [

INITIAL TARGET BLOCKS -
EXISTING SPACE DISTRIBUTION

@ | Street is a high traffic street
¢ Can build on momentum happening at the east end of the area

* Several sophisticated, polished restaurants

* The theaters are valuable assets and contribute to the area’s allure (they i
bring people, though are primarily night-time uses)

@ Includes the historic retail spine

@ Is flanked by City Hall, the State Capitol Building, ancillary businesses,
office buildings

® Proximity to visitor attractors (Old Sacramento, Capitol, Convention Center) eahtretai
vacant retz

Has a fair amount of interesting, attractive buildings evocative of the \ce

California design sensibility

The initial target blocks contain 577,000 square feet of space that either is
currently leased to retail or restaurant users, is vacant, or is occupied by non-
retail uses but which could be converted to retail. Given existing and projected &7
figures, there is more than enough demand to support a fully-merchandised set of _ 35%

blocks performing at satisfactory sales levels. Longer-term, we see the remaining occupied retail |
demand being absorbed in other locations, proceeding in the following manner: | space

®

non-retail uses

@ Convert Downtown Plaza to streetfront retail. This returns three solid blocks ‘
of double-loaded retail to the grid along K Street, activating the cross streets
as well. The two Macy’s stores should stay in place.

@ The opening of Downtown Plaza to traffic activates K Street between 7th | o {able f |
and 8th, providing more double-loaded retail space along the retail spine. Total streetiront space available for |

® As a consequence of these actions, the blocks adjacent to Downtown Plaza retail = 577,000 s.t.

can be revitalized to provide more retail space. @ 184,000 s.f. vacant space |
@ To the east, K Street between 12th and 13th will become more attractive as @® 201,000s.f. occgpied relai[/resltaurant space.
the portions within the initial target blocks recover. @ 192,000 s.1. retail space occupied by non-retail uses

o i il location. :
o didctivelssairelat locdtion More than enough demand exists to fill all

@ L Street between Downtown Plaza and the State Capitol building becomes |
space with quality shop/restaurant operations. |

The retail transformation of Downtown Sacramento can begin space by space,
block by block, right now; in the long term, Downtown as a whole can
accommodate the amount of streetfront retail (1.7 million square feet) that the ===
market demands.
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B. MERCHANDISE MIX

Critical to the success of any downtown is having complementary,
symbiotic uses.  Along with a citv’s unique attributes, Downtown
Works considers key principals when developing a downtown retail
transtormation strategy:

& Downtown is where a city innovates

(O]

®

Cultural institutions and diversity anchor downtowns

Historically the city’s retail scene was also anchored in

downtown (“flagships™

@« Downtowns are reviving from decline in the 1970s and 80s

@ Streel-oriented retail is the focus

Inherent nature of cities and towns
Visible and accossiblo

Focus on local/independent operators (not fike suburban
malls)

Proven as successtul/optimal format for urban retailing

Desire of “creative class” and your target market

» Cannot program (pre-determine} uses for individual spaces

Fragmented ownership

Each property is unique: design, fixtures, lcase terms,
footprint, etc.

Addressed during Implementation by a Retail Recruiter

@ Transformation happens space by space, one deal at a time

Key Strategies:

* Focus on concentrated area (initial

target blocks) and fill your best space

“ Top priorities = corner locations and

vacancies

Cluster complementary uses together
(but this is not required due to the
small size of the initial target blocks)

Emphasis must heavily favor local/
independent, quality operators -
critical to not echo suburban options

Recapture space from poor quality
tenants and inappropriate uses

New construction of large scale retail

projects Downtown not necessary
(new projects can work in the retail core it
designed with appropriately-scaled,
pedestrian-triendly streetwalls - would
probably supplant existing buildings, though
some infill opportunities can work)
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MERCHANDISE MIX PLAN - USES

We developed a Merchandise Mix Plan for the initial target blocks that represents the highest and best retail uses. Because so little
successful retail currently exists, just about any use is welcome, but especially apparel, fashion accessories, home furnishings, and gifts.
Clustering of like uses would be ideal, but is not required due to the compact nature of the focus area. We again emphasize the
importance of having a mix that heavily favors local/independent operators, as it is critical Downtown offer a different experience than

can be found in suburban settings.

* ok Kk kK ok K K x K

Retail Uses
Apparel (men’s and women’s)
Sports and outdoor apparel
Shoes (men’s and women'’s; fashion and casual)
Fashion accessories - handbags, jewelry, optical
Specialty (floral, food and beverage)
Home furnishings and accessories
Gifts, paper, stationery, and cards
Books
Cosmetics / beauty

Ethnic (Italian, French, Indian, Caribbean, French
Asian, Mediterranean, Greek)

Eclectic (fusion, New American, comfort)
Impulse (bakery, café, ice cream/gelato)

Do not limit qualified restaurant prospects

Service Uses

Business (i.e., printing, travel, medical/dental)
Personal (hair/spa/nail salons)
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Merchandise Mix - target percentages
for various use categories:

25%
3%
7%

25%

20%

10%
2%

5%

3%

Restaurants

Bars/Entertainment
Quick/casual/prepared food; specialty
food/bev

Apparel and accessories (shoes, jewelry,
handbags, etc.)
Home furnishings

Gifts
Miscellaneous (bookstore, sports
equipment, etc.)

Personal services (salons, barber shops,
etc.)

Business services (copy/mailing, dental,
travel, etc.)

business
services

misc.
retails 8

5.0%
personal

services

20.0%
home
furnishings

25.0%

apparel &
accessories

downtown works
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C. STORE LOCATION & DESIGN FACTORS

In addition to being the appropriate use, stores must be creatively and well-
designed, effectively managed, properly inventoried, and have excellent
visual merchandising.

Location:
@ Stores should be contiguous - literally side-by-side
@ Concentrated retail clusters create anchors and destinations
@ Primary Retail Streets:

— Clusters allow people to immediately grasp: “Shop Here” | ) C;lll‘-‘:\:n-
— Retailers selling goods (i.e. clothes, furniture, gifts)
— Full-service restaurants (open lunch and dinner)
— Don't interrupt with non-retail uses (banks, offices)
@ Secondary (side) Retail Streets:
— Consumer services (dry cleaning, tailor, shoe repair, salons)
— Quick service food
— Office/residential lobbies in mixed-use buildings

Will identify best opportunities once Implementation has commenced
(clustering will occur somewhat organically as early operators choose
their locations within the initial target blocks)

®

40



downlown works
DOWNTOWN SACRAMENTO RETAIL STRATEGY AND IMPLEMENTATION PLAN

Design:

@ Corners are very important

— First impression of the street, set the tone
— Includes window displays and physical conditions
— Build out to sidewalk (right-of-way)

® No arcades, plazas, or special features built into potential storefront area

— Quality merchandise display and good starefront design should stand
alone

® Unique, distinctive storefronts
- Differentiated from adjacent storefronts and uses on upper floors

@ Avoid generic storefront designs, which are often a by-product of storefront
systems

— New construction and mixed-use buildings are at high risk
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Generic storefront systems to avoid:

oM nIOwN WOrks
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Sample distinctive storefronts:



downtown works
DOWNTOWN SACRAMENTO RETAIL STRATEGY AND IMPLEMENTATION PLAN

Downtown Sacramento - examples of existing storefronts in initial target blocks.

700 ] Street
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Rendering of 700 J Street with enhanced storefronts.
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What makes a great retailer?

Appropriate signage:

® Succinct (name should be in only 1 or 2
places)

® Eye-catching, attractive graphics; styled to fit
character of storefront

@ Should not state too much information (i.e.
hours, website, number, name, merchandise)

@ No need for neon “open” signs
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What makes a great retailer?

Engaging window displays:

® Should change every 2 or 3 weeks (great retailers
change more frequently!)

® Reflect merchandise sold (and nothing else!)

® Convey a particular spirit and are eye-catching
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What makes a great retailer?

Proper interior merchandising:

® Coordinated and organized
(color, style, type)

@ Inventory levels - neither
cluttered nor sparse

@ Merchandise selection varied
yet cohesive
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W—

What makes a great retailer?

Distinctive storefonts - can be designed in old and new buildings.

@ Encourage professional,
retail-specific designs

® Institute design review
guidelines
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Next Steps

A. RECOMMENDATIONS

With a large and prosperous trade area of 1.65 million, a robust market of urban-inclined people (72% of total
population), attractive and pedestrian-scaled building stock, and demand for existing space, Downtown Sacramento
is equipped to implement the next critical, long-term phase in retail transformation TODAY.

downtown works

1. Identify, hire & train a Retail Recruiter (details on 8. Focus on key corners

age 52 ;
ki 9. Recapture space currently leased to non-retail

2. Engage key stakeholders (especially landlords & uses/poor quality operators

brokers) and build consensus for the vision : : : :
) 10. Develop succinct Retail Recruitment Marketing

3. Develop/initiate incentive programs (details on piece

QoW PeRs 11. Institute retail design guidelines for existing/new
4. Reopen K Street to two-way auto traffic (initially storefronts/signage throughout central city

7th to 12th; ultimately Old Sacramento to commercial corridors

Midtown)

12. Promote/incentivize residential development
5. Redesign Downtown Plaza - urban-centric/open

to street with streets returned to grid 13. Compile a database of space inventory for 66

blocks of CBD
6. Undertake focused study of Old Sacramento

14. Develop and implement a City program to
7. Dilute concentration of SROs in downtown facilitate opening retail businesses
housing inventory
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DOWNTOWN SACRAMENTO RETAIL STRATEGY AND IMPLEMENTATION PLAN

Incentives, Design Guidelines

The City and DSP can work to identify appropriate incentives that can be used to attract the proper tenants Downtown. This will be especially
important for the first wave of leases as we seek to build Downtown’s upward momentum. Legislation regarding Downtown'’s design guidelines
is important as well — it is critical that the appropriate atmosphere be built and maintained. This not only will lure the retailers we need but will
prove attractive to consumers as well, helping the retailers succeed, remain in their places for many years, and thus attract shoppers and diners
Downtown year after year. Understand that the landlords likewise will be asked to offer some incentives, especially in the early stages. The first
few deals will be expensive and will require incentives like interior fit-out, low initial rents, and tenant allowances. As Downtown spaces fill up
there will be less need for incentives; in fact, rent levels will rise as the space becomes coveted by store and restaurant operators.

Forgivable Loan Program: Facade Grant Program:
@ Strict set of criteria, with a time limit @ Strict set of criteria
@ Geographically specific (must be for operations @ Should geographically restrict

opening within the Initial Target Blocks) - Start with J Street

® Must stay in business for 5 years ® Large enough to make an impact ($15,000 -

® Each year, 20% of loan is forgiven $25,000 minimum)

@ Large enough to make an impact ($20,000 - @ Must be matching component, property owner or
$100,000) tenant must make financial commitment

@ First round pool - $300,000 to $500,000 ® Successful model in Philadelphia, PA

® Successful in St. Louis, MO *Retail Recruiter - Administered through Center City District

must sit on loan
and/or grant
committees.

- Administered through St. Louis Development
Corporation

- Guided by small committee that followed

Downtown Works’ retail recommendations X : ;
regarding location‘and retail type Incentives MUST be strategically

distributed (initial target blocks)
and managed.
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Retail Recruiter The significance of both a vision and a comprehensive strategy can’t be overstated,
yet to have any result the Merchandise Mix Plan must also be implemented over time by a careful
steward - a Retail Recruiter.

Downtown Sacramento can benefit from the services of a professional retail recruiter whose goal is to identify and attract a population
of exciting, compelling, unique-to-market retailers. The recruiter would serve as a matchmaker for Downtown’s brokers and landlords.
One of the first steps would be to meet with landlords, make appropriate introductions and describe the strategy developed to
implement the merchandising plan. This person would work in concert with the landlords for the purpose of finding the ideal tenants
for their spaces. The recruiter must be a person who knows retail, is expert at recognizing good store and restaurant operators, is
enthusiastic about Downtown Sacramento, has good taste, and is tenacious but engaging. This person must represent Downtown well.

Recruiters also present landlords with strategies for recapturing under-producing space. In cases where landlords simply cannot reject a
tenant that might not adhere to the plan, a recruiter can encourage a landlord to offer shorter-term deals and performance clauses to
allow them to recapture the space when more suitable tenants become available. Recaptures and relocations will become
commonplace as Downtown Sacramento improves as a retail district, and some landlords are not well versed in the strategies that
incorporate them.

Retail Recruiter role: Key characteristics:

@ Is central component of the Implementation Program ® Passionate about Downtown Sacramento

Salaried (not commission-based) ® Well-networked in community

@ @

Builds relationships with potential operators Ciroat taste

“Match Maker” - brings viable prospects to landlords or
their real estate representative

®

@
® Tenacious
®

» ’ Does not need retail or brokerage background
@ ldentifies key vacancies and short-term leases

® Helps recapture ground level space for retail

@ Represents all properties in the BID (not just initial
target blocks)

@ Ensures that great prospects are not lost

®

Works with relevant agencies to facilitate store opening
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Sacramento Trade Area

ZIP Codes: 95608 (Carmichael}, 35610 (Citrus heights). et.al.

Market Profile

Prepared for Downtown Works

Site Type: Geography

2000 Total Population 1.379.313
ﬁ 2000 Group Quarters 26.326
2009 Total Population 1.655.383
2014 Total Population 1.787 654
2009 - 2014 Annual Rate 1.55%
‘ & \ 2000 Households 511879
m 2000 Average Household Size 264
2009 Households 608.980
2009 Average Household Size 267
2014 Households 656.353
2014 Average Household Size 2.68
2009 - 2014 Annual Rate 1.51%
2000 Families 340,317
2000 Average Family Size 3.22
2009 Families 406 581
2009 Average Family Size 3.26
2014 Families 437,032
2014 Average Family Size 327
2009 - 2014 Annual Rate 1.45%
2000 Housing Units 535415
ﬁ Owner Occupred Housing Unils 57 0%
et L Renter Occupied Housing Units 38.6%
Vacan Housing Units 4 4%
2009 Housing Units 549,133
Cwner Occupied Housing Units 55 g%
Renter Occupied Housing Units 37 9%
Vacant Housing Units 6.2%
2014 Housing Units 699 160
Owner Occupied Housing Units 60 4%
Renter Occupied Housing Units 33.5%
Vacant Housing Units 6 1%
Median Household income
2000 545 666
2009 £60.418
2014 $63.011
Median Home Value
2000 $147 980
2009 $224 778
2014 5248.919
Per Capita Income
2000 522.214
2009 528.263
2014 $29.444
Median Age
2000 342
2009 350
2014 350

Data Note: Household population includes persons nol residing in group quarters. Average Household Size is the household population divided by total households.
Persons in tamilies Include the householder and persons related to the householder by birlh. marriage. or adoption. Per Capita Income represents the income received
by all persons aged 15 years and over divided by total population. Detall may nat sum to totals due ta rounding.

Spurce: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI forecasts tor 2009 and 2014,

<2009 ESRI On-demand reports and maps from Business Analyst Online, Order al www.esn.com/bag or call 800-292-2224 9/21/2009 Page 1 of B
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ZIP Codes: 95608 (Carmichael), 85610 (Citrus heights), et.al.

Market Profile

Prepared for Downtown Works

Site Type: Geography

$ 2000 Households by Income
Household Income Base 512,155
< $15.000 13.6%
$15,000 - $24 899 11.5%
$25,000 - $34,999 12.4%
$35,000 - $49,999 16.7%
$50.000 - $74,599 20.5%
$75.000 - $99.999 11.4%
$100,000 - $149,999 9.3%
$150,000 - $199 899 24%
$200.000+ 2.1%
Average Household Income $58.899
2009 Households by Income
Household Income Base 608.980
< $15,000 9.2%
$15,000 - $24.999 8.5%
$25,000 - 34,993 9.2%
$35,000 - $49.99% 14.1%
$50,000 - $74 999 21.2%
$75,000 - $99,899 15,6%
$100,000 - $149,999 13.8%
$150,000 - $199.999 4.6%
$200,000+ 3.9%
Average Household Income $75,925
2014 Households by Income
Household Income Base 656,353
< $15.000 8.7%
$15,000 - $24,999 7.8%
$25,000 - $34 999 7.9%
$35,000 - $49.9949 14 3%
$50.000 - $74.999 22 1%
$75.000 - $99.999 16.1%
$100,000 - $149,999 14.1%
$150.000 - $189,999 4.9%
$200.000+ 4.2%
Average Household Income $79,245
2000 Owner Occupied HUs by Value
Tatal 305,217
<$50.000 4.5%
$50.000 - 89,999 16.3%
$100,000 - 149,999 30.6%
$150.000 - 199,999 22.3%
$200.000 - $299,999 16.8%
$300,000 - 489,999 7.5%
$500.000 - 999,999 1.9%
$1.000.000+ 0.3%
Average Home Value $177,154
2000 Specified Renter Occupied HUs by Contract Rent
Total 206,225
With Cash Rent 97.8%
No Cash Rent 2.2%
Median Rent $595
Average Rent 5612
Data Note: Income represents the pr ding yeal d in current doflars. Household income includes wage and salary earnings, Interest, dividends, net rents,
pensions, 551 and welfare payments, child suppoﬂ and allmony Specifled Renter Occupled Housing Units exclude houses on 10+ acres. Average Rent excludes units
paying no cash rent,
Source: U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRI torecasts for 2009 and 2014.
Z2009 ESRI On-demand reports and maps from Business Analyst Online. Order at www.esrl.com/bao or call B00-292-2224 9/21/2009 Page 2 of B
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Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 95610 (Citrus heights), et.al.

Market Profile

Prepared for Downtown Works

Site Type: Geography

2000 Population by Age

"* Total
Age0-4
Age b -9
Age 10 -
Age 15 -
Age 20 -
Age 25 -
Age 35 -
Age 45 -
Age 55 -
Age 65 -
Age 75 -
Age 85+
Age 18+

2008 Population by Age

Total
Age 0-4
Age 5-9
Age 10 -
Age 15 -
Age 20 -
Age 25 -
Age 35 -
Age 45 -
Age 55 -
Age 65 -
Age 75 -
Age 85+
Age 18+

2014 Population by Age

Total
AgeD -4
Age5-9
Age 10 -
Age 15 -
Age 20 -
Age 25 -
Age 35 -
Age 45 -
Age 55 -
Age 65 -
Age 75 -
Age 85+
Age 18+

2000 Population by Sex

Males

19
24
34
44
54
64
74
g4

14
19
24
34
44
54
64
74
84

19
24
34
44
54
64
74
84

Females

2008 Population by Sex

Males

Females

2014 Population by Sex

Males

Femalas

1,379,330
7.3%
8.1%,
7.8%
7-2%
6.4%

14 4%,
16 5°¢
13.3%
7.89-’0
58%
4 1%
1.3%
72.3%

1.655.393
7 6%
7.3%
7 0%
7B
6 7%

14 2%4
14 2%
14,4%
t0.4%
5 7%
3 7%
16%
73 7%

1.787.654
7. B%
7.406
?.DOO
6.4%
6.7%

14.9%
13.6%
13.3%
11.1%
6.9%
3.8°‘0
1,6%
?4.00-"0

48.9%
51 1%

48.9%
51.1%

48 9%
51.1%

Source: U.S, Bureau of the Census, 2000 Census of Population and Housing. ESR! forecasts for 2009 and 2014.

£2009 ESRI On-demand reporis and maps from Business Analyst Online Order at www.esrl,.convbag or call 800-292-2224 9/21/2009 Page 3 of B
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Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 95610 (Citrus heights), et.al.

Market Profile

Prepared for Downtown Works

Site Type: Geography

2000 Population by Race/Ethnicity
Total
White Alone
Black Alone
American Indian Alone
Asian or Pacific Islander Alone
Some Other Race Alone
Two or More Races
Hispanic Origin
Diversity Index

2009 Population by Race/Ethnicity
Total
White Alone
Black Alone
American Indian Alone
Asian or Pacific Islander Alone
Some Other Race Alone
Two or More Races
Hispanic Origin
Diversily Index

2014 Population by Race/Ethnicity
Total
White Alone

| Black Alone
Amencan [ndian Alone
Asian or Pacific Islander Alone
Some Other Race Alone
- Two or More Races
| Hispanic Origin

Diversity Index

Total
Enrolled in Nursery/Preschool
Enrolled in Kindergarten
Enrolled it Grade 1-8
Enrolled in Grade 9-12
Enrolled in College
Enrolled in Grad/Prof Schaol
Nat Enralled in School

i 2000 Population 3+ by School Enroliment

2009 Population 25+ by Educational Attainment
Total

Less than 9th Grade

9th - 12th Grade, No Diploma

High School Graduate

Some College. No Degree

Associate Degree

Bachelor's Degree

Graduate/Professional Degree

1.379.306
66.6%
9.0°%
2
10.9%
6.9%
5.6%
15.2%
657

1.655,3493
61.4%
B.BO"G

1 .OCC
12.9%
8.5%
FibRs

18 0%
72.3

1.787.654
58 5%
8.4%
1.0%
13.9%

9 4%

B8 8%
211%
5.5

1,321,894
1.7%
e

13 6%
6.4°%
6.6%
1.2%

68.7%

1.063.519
6 4‘}0

7 8%
22.7%
25.0%
8.9‘}0
19.90-'0
9.2%

Data Note: Persons of Hispanic Origin may be of any race. The Diversity Index measures the probability fhal two peopie from the same area will be from ditferent race/

ethnic groups.

Source; U.S, Bureau of the Census, 2000 Census of Population and Houslng. ESRI forecasts for 2009 and 2014.

£2009 ESRI On-demand reports and maps from Business Analyst Online. Order a!l www.earl.com/ao or call 800-292-2224 8/21/2009 Paged of 8
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Sacramento Trade Area

ZIP Codes: 95608 (Carmichael). 95610 (Citrus heights), et.al, Site Type: Geography
= 2009 Population 15+ by Marital Status

ﬂ Total 1,293,466

Never Marned 30.4%:

Married 52 1%

Widowed 5.6%

Divarced 11.9%

2000 Population 16+ by Employment Status
| Total 1.038.081
M2 iplabor Force 63 8%

Cwihan Employed 59.6%
Civilian Unemployed 4.0%
In Armed Farces 0.2%
Not in Laber Force 36.2%
2009 Civilian Population 16+ in Labor Force
Civilian Employed 86,8%
Civilian Unemployed 13.2%
2014 Civilian Population 16+ in Labor Force
Civilian Employed aQ 745
Civilian Unemployed g 3°.
2000 Females 16+ by Employment Status and Age of Children
Total £39.720
Own Children < 6 Only 7.9%
Employed/in Armed Forces 4 5%
Unemployed 0.4%
Not in Labor Force 3.0%
Own Children < 6 and 6-17 Only 7.2%
Employedin Armed Forces 3.8%
Unemployed .2%
Not in Labor Force 3.2%
Own Children 6-17 Qnly 17 4%
Employed/in Armed Forces 12:3%
Unemployed 0.6%
MNot in Labor Force 4 5%
No Own Children < 18 67.5%
Employedin Armed Forces 34 4%
Unemployed 2. 1%
Not in Labaor Force 31.0%

Source; U.S. Bureau of the Census, 2000 Census of Population and Housing. ESRi forecasts for 2009 and 2014,

€ 2009 ESAI On-demand reporis and maps from Business Analys! Online. Order at www.esri.com/bag or call 800-292-2224 9/21/2009 Page 5 ol 8
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Site Type: Geography

n 2009 Employed Population 16+ by Industry

Total £91.541
Agriculture/Mining 0.5%
Construction 7.0%
Manufacturing 5.2%
Wholesale Trade 3 1%
Retail Trade 11.2%
Transportation/Utilities 4.3%
Information 2.8%
Finance/lnsurance/Real Estate 9 3%
Services 45,2%
Public Administration 11.4%

2009 Employed Population 16+ by Occupation

Total 691.541

White Collar 67.7%
Management/Business/Financial 16.9%
Professional 23.7%
Sales 11.5%
Admimstrative Support 16.5%

Services 16 1%

Blue Collar 16.2%
Farming/Foresiry/Fishing 0.2%
Canstruction/Extraction 5.0%
[nstallation/Maintenance/Repair 3.8%
Production 2.8%
Transportation/Material Moving 4.9%

2000 Workers 16+ by Means of Transportation to Work
spmminge] Total 608,298

Drove Alone - Car, Truck, or Van 76.1%

Carpooled - Car. Truck, or Van 13 8%

Public Transportation 2.9%

Walked 1.9%

Other Means 1.7%

Worked at Home 3.6%

2000 Workers 16+ by Travel Time to Work
Total 608 298
Did Not Work at Home 96,4%
Less than 5 minules 2.0%
510 9 minutes 8.5%
10 to 19 minutes 29.2%
20 to 24 minutes 16.7%
25 1o 34 minutes 22.5%
35 to 44 minutes 5.9%
45 to 59 minutes 5.9%
60 10 89 minutes 3.1%
90 or more minutes 2.6%
Worked at Home 3 6%
Average Travel Time te Work (in min) 254
2000 Households by Vehicles Available
Total 511.989

None B.3%

1 36 1%

2 39.1%

5 12.2%

4 3 1%

5+ 1.1%

Average Number of Vehicles Available 1.7

Sagurce: U.S. Bureau of the Census. 2000 Census of Populatian and Hi

ts for 2009 and 2014,

©2009 ESRI On-demand reporis and maps from Business Analyst Online. Order at www.esri.com/bao or call 800-292-2224 8/21/2009 Page 6 of B
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Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 95610 (Citrus heights), et.al. Site Type: Geography
5 2000 Households by Type

m ‘ Total 511.669

mr Family Households 66.5%

Married-couple Family 47 9°;

With Related Children 24 2%

Other Family (No Spouse) 18 6%

With Related Children 12.8%

Nontamily Households 33.5%

Householder Living Alone 26.0°%

Householder Not Living Alone 7:5%

Households with Related Children 37 1%

Hauseholds with Persons 65+ 21 4%

2000 Households by Size

Total 511,879
1 Person Household 26.0%
2 Person Household 31.9%
3 Persen Household 16.2%
4 Person Household 13.9%
5 Person Household 6.5%
6 Person Household 2.9%
7+ Person Househaold 24%

2000 Households by Year Householder Moved In

Total 511,983
Moved in 1989 1o March 2000 24 0%
Moved in 1985 to 1998 31.8%
Moved in 1980 to 1994 15.6%
Mowed in 1980 1o 1989 13.7%
Moved in 1970 1o 1979 81%
Mowved in 1969 or Earlier 6.9%
Median Year Householder Moved In 1896
— 2000 Housing Units by Units in Structure
dmS—  Total 535,589
- 1. Detached 63 9%
1 Attached B.5%
2 2.3%
3ord 50%
59 SheR
101013 3. 7%
20+ 10.4%
Mabile Home 3.0%
Other 0.2%

2000 Housing Units by Year Structure Buiit

Total 535,513
1999 to March 2000 2.8%
1995 10 1998 6 4%
1990 to 1994 9.9%
1980 to 1989 19.6%
1970 to 1979 22 0%
1969 or Earlier 39.3%

Median Year Structure Built 1875

Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.

£2009 ESRI On-demand reports and maps from Buginess Analyst Online. Order at www.esrl.com/bao or call B00-292-2224 8/21/2009 Page 7ot 8
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Market Profile
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Site Type: Geography

W=

Top 3 Tapestry Segments

Boomburbs

Up and Coming Families

Main Street, USA

2009 Consumer Spending shows the amount Spent on a variely of goods and services by households that reside in the market
area. Expenditures are shown by broad budget categories that are not mutually exclusive. Consumer spending does not equal

business revenue.
Apparel & Services: Total §

Average Spent

Spending Potential Index
Computers & Accessories: Total $

Average Spent

Spending Potential Index
Education: Total $

Average Spent

Spending Potential Index
Entertainment/Recreation: Total §

Average Spent

Spending Potential index
Food at Home: Total §

Average Spent

Spending Potential Index
Food Away from Home: Total §

Average Spent

Spending Potential Index
Health Care: Total $

Average Spent

Spending Potential Index

HH Furnishings & Equipment: Total §

Average Spent

Spending Potential Index
Investments: Total $

Average Spent

Spending Potential Index
Retail Goods: Total $

Average Spent

Spending Potential Index
Shelter; Total $

Average Spent

Spending Potential Index

TVNideo/Sound Equipment: Total $

Average Spent

Spending Potential Index
Travel: Total $

Average Spent

Spending Potential Index

Vehicle Maintenance & Repairs: Total $

Average Spent
Spending Potential Index

$1,165818.015
$1.914.54

76
$152,774,785
$250.87

110
$844,948 421
$1,387.48

i1
$2.111,103,928
$3,466.62

107

§2 822,727,378
$4,799.38

105

$2 174,883,264
$3,571.35

107
$2,.316,775.417
$3,804.35

101
$1,288.983,929
$2.116.63

a7

$922 253,378
$1.514.42

105
$15,952,514,847
$26,195.47

102
$10.623,189,766
$17,444.23

112
$783,035,110
51,285 81

106
$1.235,101,436
$2.028.15

110

$606,389 961
$995.75

106

52009 ESRI

Data Note: The Spending Potential Index represents the amount spent in the area relative to a national average of 100.

On-demand reports and maps from Business Analyst Online. Order at www.esri.com/bao or call 800-282-2224 9/21/2009

Source: Consumer Spending data are derived from the 2005 and 2006 Consumer Expenditure Surveys, Bureau of Labor Statistics. ESRI.
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L Executive Summary

YOUNGS Prepared for Downtown Works
RESEARCH

Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 85610 (Citrus heights), et.al. Site Type: Geography

2009 Population

Total Population 1,655,383
Mate Population 48.9%
Female Population 51.1%
Median Age 350
2009 Income
Median Household Income $60.418
Per Capita Income $28,263
Average Household Income 575,925
2009 Households
Toial Households 608,980
Average Household Size 2.67
2009 Housing
Owner Ocecupied Housing Units 55.9%
Renter Occupied Housing Units 37.9%
Vacart Housing Unils 6.2%
Population
1990 Population 1,131,376
2000 Population 1,379,313
2008 Population 1.655,393
2014 Population 1,787 654
1980-2000 Annual Rate 2%
2000-2009 Annual Rate 1.99%
2009-2014 Annual Rate 1.55%

In Ihe Identified market area, the current year population is 1,655,393, In 2000. the Census count in the market area was 1,379,313, The rate
of change since 2000 was 1,99 percent annually, The five-year projection for the population in the market area is 1,787 654, representing a
change of 1.55 percent annually from 2009 to 2014. Currently, the population is 48.9 percent male and 51.1 percent female.

Households
1990 Households 428 821
2000 Households 511,879
2008 Households 608,980
2014 Households 656.353
1990-2000 Annual Rate 1.79%
2000-2009 Annual Rate 1.9%
2008-2014 Annual Rate 1.51%

The household count in this market area has changed from 511,879 in 2000 to 608,980 in the current year. a change of 1.9 percent annually
The five-year projection of households is 656,353, a change of 1.51 percent annually from the current year total, Average household size is
currently 2 67, compared to 2.64 in the year 2000. The number of families in the current year is 406,581 in the market area.

Housing

Currently, 55.9 percent of the 649.133 housing units in the marke! area are owner occupied; 37.9 percent. renter occupled. and 6.2 percent
are vacant |n 2000, there were 535.415 housing unitsa€" 57 .0 percent owner occupied, 38.6 percent renter occupied and 4.4 percent
vacant. The rate of change in housing units singe 2000 is 2.1 percent. Median home value in the market area is $224.778. compared to a
median home value of $162,273 for the U.S. In five years, median home value is projected to change by 2.06 percent annually to $248,219
From 2000 to the current year, median home value changed by 4.62 percent annually.

Source; U.S. Bureau of the Census, 2000 Census of Population and H ing. ESRI for is for 2009 and 2014. ESRAI converted 1980 Census data into 2000 geography.,

£2009 ESHI On-demand reports and maps from Business Analysl Online. Order at www.esr.com/bag or call BD0-292-2224 9/21/2009 Page 1 of
2



Executive Summary
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YOUNG'S Prepared for Downtown Works
RESFARCH
Sacramento Trade Area

Median Household Income

ZIP Codes: 95608 (Carmichael), 95610 {Citrus heights), et.al. Site Type: Geagraphy
1990 Median Household Income $G2.7 1
2000 Median Household Income 545666
2008 Median Hausehold Income 560,418
2014 Median Household Income 563.011
1990-2000 Annua| Rate 3,39%,
2000-2009 Annual Rate ; 3.07%
20089-2014 Annual Rate 0.84%

Per Capita income
1990 Per Capita Income $15.488
2000 Per Capita Income 522 214
2008 Per Capita Income $28. 263
2014 Per Capita Income 529 444
1990-2000 Annuat Rate 3.67%
2000-2009 Annual Rate 2.64%
2009-2014 Annua! Rate 0.82% ;
1990 Average Household Income 540.369
2000 Average Househoid Income 558,859
2009 Average Household Income 575925
2014 Average Househald Income $79.245
1980-2000 Annual Rate 3.B5%
2000-2009 Annual Rate 2. 78%
2009-2014 Annual Hate 0.86%

Households by Income

Current median household income 15 $60.418 in the markel area, compared t0 554,719 for all LS. households. Median household income s
projected to be $63.011 10 five years In 2000, median household iIncome was 845 666, compared to 532 711 in 1880,

Curtrent average household income is $75,925 in this market area, compared to $71,437 for all U.5. households, Average household income
Is projected to be $79.245 in five years. |n 2000, average household income was $58,899, compared to $40.369 in 1890,

Current per capita income 15 528 263 in the market area. compared lo the U.S pet capita income of $27.277. The per capita income is
projected to be 329 444 in tive years. In 2000, the per capita income was $22.214, compared lo $15.498 in 1380,

Population by Employment
Total Businesses 2327
Total Employees 650,493

Currently. 868 percent of the civilian |abior force In the identified market area = employed and 13.2 percent are unemployed, In comparisan,
89.4 percert al the LS. clwihan labor force is employed. and 10.6 percent are unemployed. In five years the rate of emplayment in the market
area will be 80.7 percent of the civilian labor force, and unemployment will be 9.3 percent. The percentage of the U.5. cwilian labor force that
will be employed in five years i1s 92.9 percent. and 7.1 percent will be Unemployed, In 2000, 63 8 percent of the populahion aged 16 years or
older in the markel area participated in the labor force, and 0.2 percent were in the Armed Forces

In the current year, the occupational distnbution of the employed population is:

* B7.7 percent in white collar jobs (compared to 61.5 pereent of LS employment)
= 16.1 percent ih service jobs {compared to 17,1 percent of LS. employment}
* 16.2 percent in blue collar jobs (compared to 21.4 percent of L5, employment)

In 2000 76.1 percent of the market area population drave alone to work, and 3.6 percent worked at home. The average travel time to work in
2000 was 25.4 minutes in the market area, compared to the U.S. average of 25.5 minutes.

Population by Education
In 2009, the educafional attainment of the population aged 25 years or older in the market area was distributed as follows:

* 14.1 percent had not earned a high school diplama (16.2 percent in the U .S

« 227 percent were high schoot graduates only (29.8 percent in the U.S)

* B.9 percent had completed an Asscciate degree (7.2 percent in the U.S.)

+ 19.9 percent had a Bachelor's degree (17 0 percent in Ihe U.S))

» 9.2 percent had earned a Master's/ProfessionaliDoctorate Degree (9.8 percent inthe U8

Source: U.5. Bureau of the Census, 2000 Census of Population and Housing. ESA| forecasts for 2008 and 2014. ESRI converted 1990 Census dala into 2000 geography.
Business data provided by InfoUSA, Omahs NE Copyright 2009, all rights reserved.

©2009 ESRI On-demand reports and maps from Business Analyst Online. Order at www.esri com/bap or call 800-292-2224 9/21/2009 Page 2 of
2

Average Household income
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Business Summary by SIC Codes

:rnUN("s Prepared for Downtown Works
RESEARCH

Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 95610 (Cltrus heights), et.al, Site Typa: Geography

Tetal Businessas 622327

Talal Emplayess BGH.497

Tetal Ressdontial Proulaton A5 3T

Emplpyea/Resdeniial Popaleban Ratic 04

Businesses Employees
Number  Percent Number  Percent

Agncultire & Muming 1.313 2= hHSE V=

Gorstuction 5,205 LERS RTTRELS GG

ManitacsLTing 1,487 244, 20 44 X ELATS

Teanspos aten 1475 HEC A 15.504 24 %

T samemrszabion 42 FRER 1o

Lty 39 P iy

Whosesale Trade 2621 2. ST 22

FAatal Trada. Summary: 229N 1T 137.20% 208"
Home bmpravamnn R4 1T 3% LR L 1A%
Genera Marchandise Stores 253 2.4 LPEL {0
Fona Btores 1148 LRS- 10 0dR 272
Mafe Deasers Gas Statarms Audo Aferman.ot 1,304 21 1N 23
Apparel & Accwasary Sioins B (= Ay G
Furriture & Hema Furmasheigs 1,370 iy s 1 Ly
Ening & Drinking Places F 457 5T 14098
Miscefiarmaus Hata® 3.087 50 16908

Friancs, insurmnce Feal Egtale Summany 631 il fer AL AR B
Banhs. Savngs A Lendeg Hetihdsong 1708 R 1288 FiT,
Securihes Brohart T8 b i L B T
Ingurance Carriars & Agents 14946 24 16 552 o
Rapl Estata. Hoiding, Siner Invastmant Ofhioas 3,545 5T 22,080 F3%

Sarvices Summary 27 282 43 7. 2R EAT 4007,
Hotels & Lodgeng 234 04 5 536 08
Automaotis Saracan 2080 B 1418 1 B
Mafion Piciuras & Amysomnaets 1557 25 14000 2140
Hunfth Sarvices 3,332 53 RO AT 106,
Lagal Sarvicey 1,774 2R A0 3y
Educalion InsMutane & Librares 1328 Bl ADL704 Lt
Other Sarvicas 16 DRE 2720 114747

Grwemman 1144 1.8 TR EEPRES

et 1378 o 1417 0

Torals B2 az? EOGE REZ 497 "woo

Sruce: Busness dain (rowvided oy InfUSA, Ominkia ML Copytight 2009 3l fights msarved EERT frecaniy e 2009

L2009 ESRI On-demand reports and maps from Business Anahysl Onfine. Order at ww, ewrl.comdbag or call BO0-793-7224 9212000 Page 1042



Business Summary by NAICS Codes

Prepared for Downtown Works

LS

YOUNG'S

RESEARCH
Sacramento Trade Area
ZIP Codes: 95608 (Carmichael), 95610 (Citrus heights), et.al. Site Type: Geography
Tulnl Fusmesses )
TH1al Ermphryees FRD 453
Traal Besgential Popalatan 1REC 333
Emplayes/Residartial Populeton Ratia a4

Businesses Employees
Number Percent Number  Percent

Ay fture Roresiy . Foabenc A Hunling

Mg 1 piat
THilE= 8% n 5320
Canatrurticn gz wh AFRAR
Mandactunmg L e S 24005 5
Wi eanae Trade i ah S 7E B Ay
Heta: Traga B e 10 A4
Matar Vakicle & Fans aatoes 1 L i it
Vutniture & Hama b irninbeligs Storas il nAa a )
Electronics & Apphando Slores 06 S o
Rirdg Materat & Gnrden £ aiipshent & Suphies o e TH2 Tiws yE
Frod & Beverage Sieees 1% B 2y
Health & Persanal Care Stares w1l (] e
Giasnbne Stamars A% 5t YAYS
Lilsthing & Clothing Avcpasories Siores 10 18! 6157
Speart Goods Hobby, Bk, & Music Siwes 3 153 a7
byt al Mharrnandhes Sinres TEA a4 LEsHS L =
Mrcafanacas Siore flglacies 10008, i FohAR 1=
Nongiore Ratanars <14 =5 | i i)
Tearaporiaton & Whtahalsing 1AR7 14 212
Irfermaton 1,225 ao LE
Fmance & insurance 4040 - SR
Cotra BanwCraad tntenodation & ReiMoed Acnabes 19 w8 138453 211=
Sacurtes, Commoity Canfracts & (her Fmancral irvestmants & Cther Amlated Actmas Al L5 i S S
Insurance Carnars A Aelated Activities Funds, Trusts & Cther Findroisl Yehices 1 503 2 25
Amnl Exlate, Rantal & Lensing 026 fiar 22 HIA
Pribmssional Scvnl e & Teck Seracas THRZ Tiguid 1842
L #gar Senaces A = e
Maiagemant of Campan-4s & Erderprses an :Find Az
Admmisicilis § Suppror! & Waste Managaewar! L Romadiation Serviced A58 i 2156
Friucational Saryces 1 RRE T Az N0 sl
Haalth Cara & Bocia Assistance 1,755 b, A5 13175
Actu 3 ntertammert & far ceabon 1,410 1R {h e LE.
Aprorracdat-on A Froa Seneens 38y e
Azcomimadane Fs S w4 = 5F
Food Sotvwens & [rnkieg Blaoes 1 354 g 47541
Cifhar Bervices iexcept Fubiic Administranin .10 ik e ErR fiss,
Sutomabiye Fepar & Manienance I RAQ T LA 12
Furly Aomyrsoaton 1181 LML i FERl 5 el
Uwiassifed ESlatodhmects 1417 g L | b o
Taral i g 1y H5% 15

Srnree Busitoss fa prosicad by InfeLiSA Mmaha ME Sopyright 2000 3l righls msanearl. ESHE [ereepsts [or 20049

CT009 ESRI On-demand reports and maps from Business Anatys! Ontire. Order ot o sirl_comdao or call 800-292-2224 2212009 Page 2 of 2



Housing Profile

Yol NGy Prepared for Downtown Works
RISt iy

6 SV

Sacramento Trade Areg

ZIP Codes: 95608 {Carmichael). 95610 {Citrus heights), el.al, Site Type: Geography
Census 2000 Vacant Housing Units by Status
Number Percent
Total 23.621 10007,
Far Rent 11.030 48 T
For Sale Only 4 278 18154
Rented{Sod, Unocoupied 1,950 B.3%
Seasonal/RecreglonaliGocasional Use 1.598 6 8%
Tor Migrant Waorkers 75 a1
Other Vacant 4 740 200 10
Census 2000 Occupied Housing Units by Age of Householder and Home Ownership
Occupied Units Owner Occupied Units
Number % of Occupied
Tota 511878 204 983 SHE
15 - 24 268,920 3,493 e ke
25 -34 93.534 35 044 3755
55 - 44 123.644 72548 885
45 - 54 106,815 72611 E8.B%
55 - 64 654,069 47 B42 74 75
65 - 74 50,131 34 380 eBs
Th-B4 Jg 032 27,7492 T e
854 Q722 B 173 B3 Bl
Census 2000 Occupied Housing Units by Race/Ethnicity of Householder and Home Ownership
Occupied Units Dwner Occupied Units
Number %o of Occupied
Tenal 511 8@5 304 976 58.6%
White Aane 374 B33 239 431 §3.8%
Biack Alane 43 006 17 122 39.B%
Amerncan niian Alone 5011 e L) 43,17
Asian Awone 41,412 24 404 58.9%
Pacific |s ander Alone 1,987 933 47.0%
Same Other Bace Alone 26,183 1 EhE 4577
Twa or More Races 18,423 #0688 46 275
Hispanie Origin 57.347 28.125 44 (7.
Census 2000 Housing Units by Units in Structure and Occupancy
Housing Units Occupied Units
Number Percent Number Percent
Tatal 5355689 100.0°% 511.888 G0
1, Detached 342 047 63 8% 332 261 .94
1, Altached 34,559 8.5% 33149 6.5
2 12.347 2id s 11,767 Zans
Ao d 26 701 50% 24.779 4.8%
sip 27 148 Bl 24,483 4.8%
101018 20.01% Ll AT S5y
2010 49 14863 28% 13.835 2
B0 or Mora 40,996 7.7 38,368 5%
Mebile Home 16,034 3 0% 14,722 2:4%
(iner 845 0.2% £55 B

Data Note: Persons of Hispanic Origin may be of any race.
Source: U.S. Bureau of the Census, 2000 Census of Population and Housing.

2009 ESRI On-demand reports and maps Irom Business Analyst Online. Order at www.esri.com/bag or call 800-292-2224 a/21/20049 Page 2 of 3
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YOUNG'S
RESTARCH

Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 95610 (Citrus heights), et.al,

Housing Profile
Prepared for Downtown Works

Site Type: Geography

2000 Total Population 1.379.313 2000 Medran HH {ncome $45 666
2008 Total Population 1.655.393 2009 Median HH Income $60.418
2014 Total Population 1,787 654 2014 Median HH (ncome $63.011
2009 - 2014 Annual Rate 1.55% 2009 - 2014 Annual Rate 0.84%
Housing Units by Occupancy Status and Tenure
Census 2000 2009 2014
Number Percent Number Percent Number Percent
Tetal Housing Unils 535.504 100.0% 649,133 100.0% 699 150 100.0%
Occupied 511.879 95 6% 608.980 93.8% 656,353 93.9%
Owner 304,982 57.0% 362,642 55.9% 422.097 60.4%
Renter 206.897 38.6% 246,338 37.9% 234,256 33.5%
Vacant 23.625 4.4% 40.153 6.2% 42.797 6.1%
Owner Occupled Housing Units by Value
Census 2000 2009 2014
Number Percent Number Percent Number Percent
Total 305217 100.0% 362,642 100.0% 422097 100.0%
< 510,000 3,218 1.4% 2,235 0.8% 2,365 0.6%
$10.000 - $14.999 1.985 0.7% 1,035 0.3% 968 0.2%
$15,000 - $19.999 1.589 0.5% 1,696 0.5% 1,509 0.4%,
$20,000 - $24.989 1,474 0.5% 1,232 0.3% 1,665 0.4%
$25,000 - $29.999 1,142 0.4% 1,292 0.4% 1,297 0.3%
$30,000 - $34,999 1,045 0.3% 1,050 0.3% 1,405 0.3%
$35,000 - $39.999 1,159 0.4% 962 0.3% 1.294 0.3%
540,000 - $49.899 2477 0.7% 1,710 0.5% 1,923 0.5%
£50.000 - $58,30% 3,164 1.0% 1.969 0.5% 1.759 0.4%
£60,000 - 869,999 5220 1.7% 1.384 0.4% 1,941 0.5%
$70.000 - §79,99% 9.548 3% 1.716 0.5% 1.473 0.3%
$80.000 - 389,999 14.390 4.7% 2179 0.6% 1.424 0.3%
$90.000 - $99,999 17T 5.7% 4152 1.1% 1.858 0.5%
$100,000 - $124, 099 42 658 14.0% 16,550 4.6% 11,406 27%
$125,000 - $149.089 50.611 16.6% 31,549 8.7% 20,052 4. 8%
$150.000 - $174.999 39.643 13.0% 30,757 8.5% 34,483 8.2%
$175.000 - $199.999 28,278 9.3% 42 464 11.7% 34,543 8.2%
$200.000 - $249 999 31,799 10.4% 75,449 20.8% 91,564 21 7%
$250.000 - $299.999 19,333 6.3% 42.081 11.6% 73,765 17.5%
$300.000 - $399 999 16,352 5.4% 42 296 11.7% 52,634 12.5%
$400.000 - $499 999 6,531 21% 22.242 6.1% 29.634 7.0%
$500,000 - £749,999 4,308 1.4% 25,349 7.0% 33.297 7.9%
$750.000 - $999,999 1,359 0.4% 7,658 21% 13.102 31%
$1,000,000+ 916 0.3% 3,635 1.0% B.636 1.6%
Median Value $147,980 $224 778 $248.919
Average Value §177.154 $277 902 $308,648

Datla Note: Detall may not sum fo totals due to rounding.

Source: U.S. Bureau al the Census, 2000 Census of Population and Housing. ESRI lorecasts for 2009 and 2014,

@2009 ESRI On-demand reports and maps from Business Anafyst Online. Order al www.esr.com/bag or call 800-292-2224 g9/21/2009 Page 1 of 3
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YouNg's
RESEARCH

Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 95610 (Citrus heights), et.al.

Housing Profile

Prepared for Downtown Works

Site Type: Geography

Census 2000 Specified Owner Occupied Housing Units by Selected Monthly Owner Cost

Number
Total 277.115
With Mortgage 222,333
<$200 a1
200 - 5239 606
$300 - $399 1,974
5400 - $499 3.531
$500 - $599 5276
$600 - $699 7,810
$700 - $799 10.463
$800 - $899 14.214
$900 - $999 16,817
$1000 - 51249 46.733
$1250 - $1499 39,545
$1500 - $199% 45 883
$2000 - $2499 17.594
$2500 - $2999 5851
$3000+ 6,155
With No Mortgage 54,782
Median Monthly Owner Costs tor Units with Mortgage $1,274
Average Monthly Owner Costs for Units with Morlgage 1,398
Census 2000 Specified Renter Occupied Housing Units by Contract Rent
Number
Total 206.225
Paying Cash Rent 201.730
< $100 1.904
$100 - $149 1,850
$150 - 3199 3,445
$200 - 5249 2,399
$250 - $299 2,664
$300 - $349 5843
$350 - $399 10.856
5400 - $449 14.911
$450 - $499 18,328
$500 - §542 19.776
$550 - $599 20.840
$600 - £649 20,675
$650 - 8699 18.371
£700 - §749 12,986
$750 - $799 11,988
$800 - $899 15,883
5900 - $929 7.629
$1000 - $1249 6,881
$1250 - $1499 2,349
$1500 - $1909 1.607
$2000+ 545
No Cash Rent 4,495
Median Rent 5595
Average Rent 5612
Average Gross Rent (with Utilities) 3698

Percent
100.0%
B0.2%
0.0%
0.2%

0. 7%
1.3%
1.9%
2.8%
3.8%
5.1%
6.0%
16.9%
14.3%
16.6%
6.3%
2.1%
2.2%
19.8%

Percent
100.0%
97.8%
0.9%
0.9%
1.7%
1.2%
1.3%
2.8%
5.3%
7.2%
8.9%
9.6%
10.1%
10.0%
8.9%
6.3%
5.8%
7.7%
3.7%
3.3%
1.1%
0.8%
0.3%
2.2%

Data Note: Specified Owner Occupied Housing Units exclude houses on 10+ acres, mobile homes, units in multiunit bulldings, and houses with a business or medical
office. Specified Renter Occupied Housing Units exclude houses on 10+ acres. Average Contract Rent and Average Gross Renl exclude unils paying no cash rent.

Source: U.S. Bureau of the Census, 2000 Census of Population and Hausing.

©2009 ESRI On-demand reporis and maps from Business Analysat Online. Order at www.esrl.com/bao or call BD0-292-2224

9/21/2009 Page3of3
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YOUNG's Prepared for Downtown Works
RFSEARCH

Sacramenio Trade Area

ZIP Codes: 95608 (Carmichael), 95610 (Citrus heights), et.al. Site Type: Geography
Census 2000 2009 2014 2009-2014 2009-2014
Change Annual Rate
Papulation 1,379,313 1,655,393 1,787,654 132,261 1.55%
Households 511,879 608.980 656,353 47,373 1.51%
Average Household Size 264 2.67 268 0.01 0.07%
Families 340.317 406,581 437,032 30.451 1.45%
Average Family Size 3.22 3.26 3.27 0.01 0.06%
Census 2000 2009 2014
Number Percent Number Percent Number Percent
Households by Income
HH Income Base 512,155 100,0% 608,980 100,0% 656,353 100.0%
= $10,000 40,630 7.9% 35,582 5.8% 34.670 5.3%
§10,000 - $14.999 29,250 5.7% 20,682 3.4% 22,181 3.4%
$15,000 - $19.999 28,630 5.6% 27 767 4.6% 25.547 3.9%
£20.000 - $24.998 30,463 5.9% 24 006 3.9% 25515 3.9%
£25.000 - $29.998 31.054 6.1% 26,561 4.4% 24,578 3.7%
$30,000 - $34 999 32,386 5.3% 29196 4.8% 27,601 4.2%
$35.000 - $33,999 30.538 6.0% 24,827 4.1% 25,065 3.8%
540,000 - $44,999 29.408 57% 32274 53% 32,513 5.0%
£45.000 - 548 999 25.520 5.0% 28774 4.7% 36,176 55%
$50.000 - 59,999 47.498 9.3% 52,073 8 6% 51,144 7.8%
$60,000 - $74 999 57,639 11.3% 78,741 12.6% 93,953 14.3%
$75.000 - 539,999 58,537 11.4% 95,028 15.6% 105,455 16.1%
100,000 - $124 999 32,977 B.4% 45,081 7.4% 51,891 7.9%
$125,000 - $149,999 14,865 2.9% 3B.700 6.4% 40,468 6.2%
$150,000 - $199,999 12226 2.4% 28,191 4 6% 31,947 4 9%
$200,000 - $249,999 10,533 2.1% 12.016 2.0% 13 485 2.1%
$250,000 - $499.999 N/A 9.544 1.6% 11,543 1.8%
$500 000+ N/A 1,927 0.3% 2,641 0.4%
Median Househald Income: $45 666 860,418 $63,011
Average Househald Income $58.899 $75925 $79.245
Per Capita Income $22.214 $28,263 $29.444
Families by Income
Family Income Base 342,960 100.0% 406,581 100.0% 437,032 100.0%
= §10,000 17.954 5.2% 15,335 3.8% 13.595 3.1%
$10,000 - $14.99% 14,849 4.3% 9,899 2.4% 10,805 2.5%
$15.000 - 19,999 15.704 4 8% 14,768 3.6% 14,763 3.4%
$20.000 - $24,998 17,5626 5.1% 12,882 3.2% 11,543 2.6%
$25.000 - 523,999 18,459 54% 14,212 3.5% 13,450 3.1%
$30.000 - 534 999 19,989 5.8% 16,438 4.0% 14 556 3,3%
$35,000 - 539,999 18,340 5.6% 18.491 4.5% 15,580 3.6%
$40,000 - $44,999 18,944 5.5% 18,914 4.7% 18,982 4 3%
$45,000 - $49,999 17,469 51% 14,035 3:5% 14,936 3.4%
$50,000 - $59,999 32,637 9.5% 34,251 B8.4% 43,849 10.0%
$60,000 - $74,999 43,193 12.6% 46,512 11.4% 47,968 11.0%
$75,000 - $32,999 47,474 13.8% 84,458 20.8% 92,453 21.2%
$100,000 - $124.999 27.682 8.1% 37,867 9.3% 45,754 10.5%
$125,000 - $148,995 12,613 3.7% 31,852 7 8% 34,607 7.9%
$150,000 - $199,999 10,187 3.0% 20412 5.0% 24,509 5.6%
$200.000 - $249,999 8.940 2.6% 8,746 2.2% 10,070 2.3%
$250,000 - $4599,999 N/A 6,414 1,.6% 7,918 1.8%
$500.000+ NIA 1,095 0.3% 1,654 0.4%
Median Family Income 553.031 $70.305 $74.406
Average Family Income $66,593 $82 550 $87 121
Data Note: Income represents the annual income for the preceding year, expressed in current doll includi adj it for inflation (for 2009 and 2014). In 2000,

the Census Bureau reporied income to an upper inlerval of $200.000+. ESRI forecasts extend income to 5500, OUO+ NM means Not Available.

Source: .S, Bureau of the Census, 2000 Census of Population and H g. ESRI fi ts for 2009 and 2014.

©2009 ESRI On-demand reporis and maps from Business Analyst Online. Order at www.esri.com/bao or call 800-292-2224  9/21/2009 Page 1 of 1




SELECTED ECONOMIC AND DEMOGRAPHIC CHARACTERISTICS
DOWNTOWN SACRAMENTO TRADE AREA

Sacramento, CALIFORNIA
2000-2014
TOTAL CHANGE TOTAL CHANGE
2000-2009 2009-2014
2000 2009 2014 NUMBER PERCENT NUMBER PERCENT
POPULATION 1,379,313 1,655,393 1,787,654 276,080 20.0% 132,261 8.0%
HOUSEHOLDS 511,879 608,980 656,353 97,101  19.0% 47373 7.8%
AVERAGE HOUSEHOLD INCOME $ 58,889 § 75,923 § 79,245 $ 17,034 289% § 3322 44%
TOTAL INCOME (000) $ 30,144,042 § 46,235,580 $ 52,012,693 $ 16091546 534% $ 5777.105 125%
EXPENDITURE POTENTIAL (000) $ 7,656,587 $ 11,743,839 $ 13,211,224 $ 4087253 534% $ 1467385 125%
$ 293,477

SOURCES: ESRI, Dowritawn Warks, LLC.
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Tapestry Segmentation Area Profile

Ym—.';'(;‘s Ranked by Households
S Prepared for Downtown Works

Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 95610 (Citrus heights;, el.al. Site Type: Geography

Top Twenty Tapestry Segments
Tapestry segment descriptions can be found at hitpufwww esr. comilibrary/whitepapers/pdfsicommunity-tapestry pdf

Households U.8. Households
Cumulative Cumulative
Rank Tapestry Segment Percent Percent Percent Percent
1 04. Boomburbs 10.7% 10, 7% 2.3% Z 3%
2 12. Up and Caming Famtlies B.2% 18.8% 3 4= 5.7%
3 24 Main Street, USA 6.8% 25.7% 2.69% B83%
4 38 Industrious Urban Fringe 6. 1% 31.8% 1.5% 9.8%
5 28, Aspiring Young Families 5. 7% 37.9% 2.4% 12 2%
Subtotal 37.5% 12.2%
€ 13 In Style 4 8% 42 3% 2.5% 1475
7 10. Pleasan-Ville 4.2% 46.5% 17 % 16, 4%
8 36. Old and Newcomers Ao 50.24% 1,85, 18.3%
9 52_Inner City Tenants R 53. 7% 1.6% 19,8%
10 09, Urban Chic 3.2% 56.9% 1.5%% 21.1%
Subtotal 19.4% B.9%
11 06. Sophishcated Squlres 3.1% B0.0% 274 23.8%
12 07, Exurbanites 2.6% 62.6% 2.5% 26.3%
13 38, Young and Restless 2.5% 65,19, 1.4%, 27-T%
14 19. Milk and Cookies 2.5% 67 6% 2.0%, 29:7%
15 33, Midiife Junction 2 4% 70,09 g 32.2%
Subtotal 13.1% 11.1%
16 14, Prosperous Empty Nesters 2.2% T2.2% 1.8% 34.0%
17 05, Wealthy Seaboard Suburbs 2.9% 74.4% 1.4% 35.4%
18 03. Connoisseurs 2.0% 76.4% 1.4%: 36 8%
19 30. Retirement Communities 2.0% 78.4% 1.5% 38.3%
20 27. Melro Renters 1.8% B80.3% 1.3% 38 6%
Subtotal 10.3% 7.9%
Total 80.3% 39.6%

Top Ten Tapestry Segments
Site vs. U.S5.

index

473
238
264
386
240

192
248
180
232
238

115
105
176
126

96

121
159
143
134
143

202

oo 1,0 20 30 4.0 5D 6,4 7.0 BO g0 100 11.0
08, Urban Chic

52, Inne* City Tenanls

36. Old and Newcomers

1B, Fleasant-Ville

13, In Stylg

28, Aspiring Yaung Families
38, Industrious Urhan Fringe
24 Majn Strest, USA

12, Up and Coming Families

04, Boomdis

Percent of Households by Tapestry Segment

Source: ESH|

#2009 ESRI On-demand reports and maps from Business Analyst Online. Order at www.esri.com/bao or call BOD-292-2224 9/21/2009

Page 1 ot 6



Tapestry Segmentation Area Profile

YOUNGS Prepared for Downtown Works
RESFARCH

LSS

Sacramenta Trade Area

ZIP Codes: 95608 (Carmichael). 95610 {Citrus heights), et.al. Site Type: Geography
Tapestry Indexes by Households Tapestry Indexes by Population
Index Index
2 50 10D 150 200 250 300 350 400 450 500 ] 50 100 150 200 280 300 350 400 450
1 I I ! I I I I 1 ¥ J 1 1 i I 1 I S i I ]
a1 01
02 02
03= 03=
04 € 1] 0442 1
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08 08
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12 19
20 20
21 21
22 22
23 23
24 24
25 25
26 26
27 27
2 2 £ %
o 22 @ <29
£ 30 E gD
31 1
g 32 g 32
v 33 U 33
> = 24
e 35 ..a 35
o I8 o 26
g 5 & 3
© 38 ©
F oo l————— = 5+ )
-

521 | 524 1
53— 53
S+ 54
55 55
56 56
57 a7
58 58
59 59
50 6O
&1 61
62 &2
63 63
54 64
65 65
66 66
Source: ESRI

©2009 ESRAI On-demand reports and maps fram Business Analyst Online. Order at www.esri.com/bag or call 800-292-2224 9/21/2009 Page 2ol 6



Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 95610 (Citrus heights). et.al.

Tapestry Segmentation Area Profile

LifeMode Groups

Prepared for Downtown Works

Site Type: Geography

Tapestry LiteMode Groups 2009 Househalds 2009 Population
Number Percent Index Number Percent Index

Total BOB 980 100.0%¢ 1,655,353 100 8%

L1, High Society 137,446 22.6% 178 394 954 23.9% 171
01 Top Rung 148 0.0% 4 340 007 3
02 Suburban Splendor 11 565 1.9% 108 34.828 21%: 105
03 Conngisseurs 12.053 2.0%: 143 30.434 1 8% 13
04 Boomburts 65.153 10:7%: 473 191 638 11 6% 437
05 Wealthy Seaboard Suburbs 13,406 2.2% 159 33.465 2.0% 136
06 Sophisticated Squires 19123 H % 115 58.225 3.55% 113
07 Exurbaniles 15998 P 105 46 014 2.B% 108

L2. Upscale Avenues Q0 380 14 8% 107 226330 1378 ag
09 Urban Chic 19.221 3E2% 238 45,056 25 223
10 Pleasant-Ville 25,683 4.2% 248 71,005 4.3% 229
11 Pacific Heights 2036 037 54 4.939 0:3% 39
13 In Style 29 046 4 8% 162 71418 4 3% 188
16 Enterprising Professanals Rl e 1 8% 104 23 452 145 97
17 Green Acres 488 015 2 1,373 0.1% 3
1B Cozy and Comfortable 3.196 057 19 9.080 0.5% 20

L3. Metropolis 15104 2:5% 47 35.888 2 2% 41
20 City Lighis 4 576 g 73 10438 0 6% 61
22 Metropalitans 6639 1.1%: az 12.856 o8 79
45 City Strvers 623 0.1% 14 1457 01% 11
51 Metro City Edge 2,854 0.5% 50 8.961 0 & 59
54 Urban Rows 0 0.0% 0 0 0 0% 0
62 Modest [ncame Homes 412 0176 T 1.176 0.1% i

L4. Saolo Acls 54,742 Bt 133 106 624 6 4°c 127
48 Laptops and Lattes 1,285 0.25% 21 2. 481 012 21
23 Trendsetlers 4,081 0.7% 64 8.158 0.6% 62
27 Metro Renters 11.688 1.9% 143 18,284 1.1% 128
36 Old and Newcomers 22 484 3.7%% 190 46 962 2 8% 188
39 Young and Restless 15.184 285 176 29,759 1 8% 166

L5. Senior Styles 51.557 B 5% B3 114.875 697 &7
14 Prosperous Empty Nesters 13.58B6 2.2% 121 32 349 2.0% 116
15 Silver and Gold 1.889 0.3% a3 3.396 0.2% 27
29 Hustbell Retirees 7.762 1.3% &1 19.059 1.2% g1
30 Retirement Communities 11,910 2.0% 134 24,433 1.5% 133
43 The Eiders 3377 0.6%c 80 5.4m 0.3% B3
4% Senior Sun Seekers 3,660 0.6% 50 7.501 0,5% 45
50 Hearlland Communilies 644 0.1% 5 1.446 0.1% 5
57 Simple Living 6.151 1.0% 71 15352 8 .9% 80
65 Social Secunty Set 2578 0.4% 66 5.848 0.4% 75

L6. Scholars & Patriots 2409 0.4%¢ 27 5.809 0 4% 20
40 Military Praximity 0 0.0% 0 0 0% 0
55 College Towns 1,379 0.2% 28 2,558 0.2% 21
63 Dorms to Diplomas 1,030 0.2% 38 3.251 0.2% 29

Source: ESHI

£2009 ESRI On-gemand reports and maps trom Business Analys! Online, Order at www.esrl.com/bao or call 800-292-2224 9/2172009 Page 3ol 6



DOWNTOWN FORD

525 N 16TH STREET
SACRMENTO, CA 95814
§16-442-6831 fax 916-442-0805

Invoice No. DF0112101005

Customer
Name SACRAMENTO HOUSING & REDEVELOPMENT Date 14122010
Address 630 | STREET Order No, B177
City SACRAMENTO ZIP 95812 Rep
Phone FOB
Qty Description Unit Price TOTAL
1 PROGESS INVOICE FOR IMPROVEMENTS AT $101,852 .06 $101,852.06
525 N 16TH STREET
SubTotal $101,852.06
/— Payment Details s Shipping & Handling
) Cash Taxes
® Check o
()  Credit Card TOTAL | $101,852.06 |
Name
CC# Office Use Only
Expires
. _




INVOICE

8177

OUR INVOICE NO: 8177
Ray Enos INVOICE DATE: 12-31-09
Downtown Ford OUR JOB CODE: 7020
525 N. 16th Street YOUR P.O. NO.:
Sacramento, CA 95811-0518 YOUR JOB NO.:
TERMS: Net 30 Days
CUR CONTRACT NO.:
PROJECT: DOWNTOWN FORD IMPROVEMENTS
SEPTEMBER PROGRESS INVOICE
General Provisions $ 1582500
Demolition 3,987.50
Sitework - AC Seal Coat & Repairs 100,450.00
Metals - Flashings & Copings 6,500.00
Rough Carpentry - Dryrot & Mansard Ply 23,552.00
Lath & Plaster -
Roofing 132,752.00
Caulking and Sealants -
Glass & Glazing - Skylight Change-Out 12,366.00
Metal Stud Framing & Metal Panels 42,174.41
Painting 3,450.00
Specialties - Signage & Roof Hatch 1,500.00
HVAC Change-Out 55,286.00
Electrical - Fixture Change-Out 49 563.00
Fee 8% 35,792 47
SUBTOTAL $ 483,198.38
OWNER REIMBURSABLES
Permit & Planning Assistance - Labor $ 2,248.86
City Planning Fees 1,447.20
Demo Permit 1,332.00
City Permit Fees 1,451.15
GRA - Architectural Fees 11,520.00
SUBTOTAL $ 17,999.21
NOVEMBER PROGRESS TOTAL $501,197.59
LESS PREVIOUSLY BILLED 1$300 Fag a2
CURRENT AMOUNT DUE THIS BILIING $101,852.06




CHECK DOWNTOWN FORD SALES

nj : [ EEURT - AT 5 THEERESE B08 NG GETH ST !
EJ NTROL_'E?'__ ]LB EM & ) LESTE BY" _MF;J)OW“S ‘_rIh__E‘RF_IgE‘.«"a’\{'F:P«ME%JTP{_(_TATIT;'_’.L:NH\ SGE14 PA(:__}_E‘ s
. INVOICE | INVOICE | PURCHASE e DISCOUNT! NET
STOCK NO. | DATE ORDFR NO CRORMERT Y] M- e S ACCGUNT NO. | AMOUNT
0311210 | PROGRESS REPDRT TNVOICE 8177 N LR 5155 06
113848 10070101, 852 .06
OTTO L7306 LOL, 852 .8
TOTAL 10070 101,852 .06
DETACH AT PERFORATION BEFORF DEPOSITING CHECK REMITTANCE ADVICE

113848

RIVER CITY BANK

DOWNTOWN FORD 2485 NATOMAS PASK DR,
595 NO. 16th STREET - SACRAMENTO, CA 95814 SACAAMENTO, CA 95833 113848 202301
= PAY THIS AMOUNT AMOUNT OF CHECK
1,2JAN10Q #*xxx%101 g52 |DOLLARS] gg | CENTS **x**101,852.06
)/
48574 _ ____,_.:___’\"DDM# TG\;@P{)/DR SALES
i /
TO £ /
onnE.  OTTO CONSTRUCTION ==
OF 1717 2N &1 e ; 4 f ___
SACRAMENTO CA 95811 - j AL.I*HJE._Z?DqurMT:;Ri

== = e ety {

eLiigLar gidri3ijLiEe OBElOLBEEEN



RSS2

YOUNG'S
RESFARCH

Sacramento Trade Area

ZIP Codes: 95608 (Carmichael}, 85610 (Citrus heights), et.al.

Tapestry Segmentation Area Profile
LifeMode Groups
Prepared for Downtown Works

Site Type: Geography

Tapestry LifeMode Groups

Total

L7, High Hopes
28 Aspiring Young Families
48 Great Expectations

L8. Global Roots
35 International Marketplace
38 Industrious Urban Fringe
44 Urban Melting Pot
47 Las Casas
52 Inner City Tenants
58 NeWest Residents
60 City Dimensions
61 High Rise Renters

LY. Family Portrait
12 Up and Coming Families
19 Wilk ana Cockies
21 Urban Villages
59 Southwestern Families
64 City Commans

L10. Traditional Living
24 Main Street, LUISA
32 Rustbelt Traditions
33 Midlife Junction
34 Family Foundations

L11. Factories & Farms
25 Salt of the Earth
37 Prairie Living
42 Southern Satellites
53 Home Town
56 Rural Bypasses

L12. American Quilt
26 Midiand Crowd
31 Rural Resort Dwellers
41 Crossroads
46 Rooted Rural

66 Unclassified

Number

608,280

36,872
34.453
2419

82,044
B,283
36,880
958
467
21,423
5,732
8.082
208

73,203
49.848
14,987
4926
1,927
1,515

58,082
41,602
345
14.443
1,685

2.962

41

2.338
583

4,168
856
2,259
865
188

2009 Households

Percent

100.0%

B6.1%
B. 7%
0.4%

13.5%
1.4%
6.1%
0.2%
0.1%
3.5%
0.9%
1.3%
0.0%

12.0%
8.2%
2.5%
0.8%
0.3%
0.2%

9.5%
5.8%
0.1%
2.4%
0.3%

0.5%
0.0%
0.0%
0.0%
0.4%
0.1%

0.7%
0.1%
D.4%
0.1%
0.0%

0.0%

Index

148
240
23

165
105
396
24
10
232

153

154
238
126
104
32
37

109
264

88 wn

o = o wm

26

Number

1,655,393

97 423
91,336
6,087

264,452
25,321
134,170
213
2,057
56,315
19,204
24,795
459

230,830
151,470
48,498
18.543
6,692
5,620

152,355
113718
1,096
32,189
5351

14591
0
6,885
0
5915
1,791

11.184
2,493
5,801
2,449

441

78

2009 Population

Percent

100.0%

5.9%
5.5%
D4%

16,0%
1.5%
8.1%
0.1%
0.1%
2.4%
1:2%
1.5%
0.0%

13.9%
9.2%
2.8%
1.1%
0.4%
0.3%

9 2%
6.9%
0.1%
1.9%
0.3%

0.9%
0.0%
0.4%
0.0%
0.4%
0.1%

0.7%
0.2%
0.4%
0.1%
0.0%

0.0%

Index

154
243
24

164
99
405
18
10
238
95
166

152
239
134
98
a1

111
273

88
36

Data Note: This report identifies neighborhood segments in the area, and describes the socioeconomic quality of the immediate neighborhood. The Index is &
comparison of the percent of households or population in the area, by Tapestry segment, to the percent of hauseholds or population in the United States, by

segment. An index ol 100 is the U.S. average. Tapestry segment descriptions can be found at hitp /www.esn.comilibrary/whitepapers/pdfs/community-
tapesiry.pdf

Source: ESRI

2009 ESRI On-demand reports and maps from Business Analyst Online. Order at www.esri.com/bac or call B00-292-2224 9/21/2009 Page 4 of 6



Tapestry Segmentation Area Profile

Urbanization Groups

NOHE NGy
RECFARTH Prepared for Downtown Works

Sacramento Trade Area

ZIP Codes: 95608 (Carmichael), 95610 {Citrus heights), et.al. Site Type: Geography
Tapestry Urbanization Groups 2009 Households 2009 Population
Number Percent Index Number Percent Index
Total 608.980 100 0% 1.655,393 10007
U1. Principal Urban Centers | 37,843 627 80 91,275 5.5% 72
08 Laptops and Lattes 1.285 025 21 2481 0124 21
11 Pagific Heights 2,036 0.3% 54 4.939 B.3% 39
20 City Lights 4 576 0 8%y T 10,438 0.6 81
21 Urban Villages 4998 0an, 164 18 543 R i a8
23 Trendsettars 4.081 0 P 64 5,158 .85 62
27 Metro Renturs 11.688 1.8% 143 18.284 1id®s 128
35 International Marketplace 8283 i 4% 105 35321 1.5%: ag
44 trban Melling Pot 958 0.2 24 2131 91 Gl 18
U2. Principal Urban Centers Il 11.124 1.8% 39 34 645 At 38
45 City Sirvers 623 0. 1% 14 1,457 (B S 11
47 Las Casas 467 0. 1% 10 2,057 0 1% 10
54 Urban Rows i) 0.0%: (¥} 0 0.0% [#]
58 NeWest Residants 5732 0.9% 106 19.204 1.2% 85
61 High Rise Reters 209 0.0% 5 459 0.0%. 4
64 City Cammans s e 0.2% 37 5520 0.3% 46
65 Social Security Sel 2578 0.4% 66 5,848 04% 73
U3, Metro Cities | 102.859 16 3% 149 265106 16.0%% 149
01 Top Rung 148 0.0%% 4 340 0.0% 3
03 Cannpisseurs 12.053 2 0% 143 30:434 187 131
05 Wealthy Seaboard Suburbs 13406 2.2% 158 33,485 207 136
02 Urban Chic 18.221 3.8% 238 45,056 2¥% 223
10 Pleasant-Ville 25693 4.2%, 248 71.005 4 3% 229
16 Enterprising Professionals 10712 1.8% 4 23,452 149, 97
18 Milk and Cookies 14,987 2.55% 126 48 498 2.9%% 134
22 Metropotitans 5 632 1. 1% S5 12.BE6 0.B% Fi
Ua. Metro Cities 1l 116.:261 18.1% 176 282 202 17.0% 173
28 Asparing Yound Families 34,453 5 7% 240 1,336 5 5% 243
30 Retirement Communities 11.910 2.0% 134 24,433 1.55% 133
34 Family Foundations 1.685 0.3% 33 5351 0.3% 28
36 Old and Newcomers 22.484 3.7% 190 46,967 2.8% 188
39 Young and Restiess 15 194 2.5% 176 29 754 1.8% 166
52 Inner City Tenants 21,423 3 5% 23z 56.315 347 2349
60 City Oimensions 8082 1.3 153 24 795 Tl 166
63 Darms to Diplomas 1.030 0.2% 38 3.251 0.2% 28
U5. Urban Qutskirts | 146,416 24 0% 220 448.710 27.0% 237
04 Boomburbs 685 153 10T 473 191,638 11.6% 437
24 Main Street. USA 41.609 .85 264 113.712 5.9% 273
32 Rustbelt Traditions 345 0,1% 2 1,096 01% 2
38 Industrous Urban Fringe 36,630 6. 1% 385 134170 B 1% 408
48 Grea! Expactations 2.418 .44 23 £5.087 0.4%% 24
Source: ESRI

‘©2009 ESRI On-demand reports and maps trom Business Analysi Online. Order al www.esrl.combap or call B00-292-2224 4/21/2008 Page 5ol §
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RESFARC H

Sacramento Trade Area

ZIP Codes: 95608 {Carmichael), 95610 (Citrus heights), et.al.

Tapestry Segmentation Area Profile

Urbanization Groups

Prepared for Downtown Works

Site Type: Geography

Tapestry Urbanization Groups

Total

U6. Urban Outskirts I

51 Melro City Edge

55 College Towns

57 Simple Living

58 Soulhwestern Families
62 Modest Income Homes

U?. Suburban Periphery |

02 Suburban Splendor

06 Sophisticated Sguires
07 Exurbanites

12 Up and Coming Families
13 In Style

14 Prosperous Empty Mesters

15 Silver and Geld

U8. Suburban Periphery Il

18 Cozy and Comfortable
29 Rustbell Relirees

33 Midlite Junction

40 Military Proximity

43 The Elders

53 Home Town

U8. Small Towns

41 Crossroads
43 Senior Sun Seekers
50 Heartiand Communities

U10. Rural |

17 Green Acres

25 Sah of the Earth

26 Midland Crowd

31 Rural Resort Dwellers

U11. Rural il

37 Prane Lnang

42 Southern Sateliites
46 Rooted Rural

56 Rural Bypasses

&6 Unclassilied

Number

608.980

12723
2.854
1.379
8.151
1.927

412

141.055
11.565
19123
15,988
48,848
28,046
13.586

1.880

31116
3,196
7.762

14,443

0
3377
2.338

5,189
865
3660
644

3,601
486

0

856
2.259

812
M
0
188
583

2009 Households

Percent Index
100.0%c

2.1% 41
0.5% 50
0.2% 28
1073 71
0.3% 32
0.1% ¥ i
23.2% 148
1.9% 109
3.1% 115
2.6% 105
8.2% 238
4.8% 182
2.2% 121
Q3% 33
51°% 53
5ty 19
1.3% 61
2.4% 96
0.0% i}
0. 6% S0
0.4% 26
0.8% i
0.1% g
0 6% 50
0.1% B
0.6% 5
0.1%: Sk
0 0% 0
0.1°c 4
0.4% 23
0.1% 2
0.0% 1
0.0% 0
0.0% 1
0.1% B
0.0% 8

Number

1,655.393

35,746
9.961
2,558

15,352
6.699
1176

337711
34,838
58,225
46,014

151.470
71.419
32.349

3396

71,734
9.080
19.052
32.189
0
544
5915

11.396
2 449
7.50
1446

9,673
1379

0
2493
580

S. 117
£.885
0

441
1.781

78

2009 Population

Percent Index
100.0%

22% 41
0.6% 59
2% 21
0.9%, B0
042, ch!
0 1% 7
24.0% 148
ot 105
3.5% 113
2.8% 108
3.2% 239
4.3% 188
200, 16
0.2%; 27
4.3% 48
0.5% 20
1.2% 61
1.9% a8
0.0% 0
0.3% 83
0.4% 26
0.7% 15
01%: 9
0.5% 45
01% 5
0.6% 5
017 3
00% 0
0.2%: 4
40, 24
0.6% T
0d 41
0.0% 0
0.0% 1
01% 74
0.0% 3

Data Note: This report identihes neighborhood segments in the area and describes the setllement densdy of Ihe immediate neighborhood The Index is a
companson of the percent ol households or population in the area. by Tapesiry segment, to the percenl of households or population in the Uniled States, by

segment. An index of 10015 the US. average.

Source: ESRI

£2009 ESRI

On-demand reports and maps from Business Analyst Online. Order al www.esrl.com/bac or call B00-292-2224

8/21/2008 Paga b ol 6



Downtown Sacramento Trade Area

DESCRIPTIONS OF TARGET TAPESTRY GROUPS

Aspiring Young Families: Youny professionals with
small children. they will attain an upper-ntiddle income
lifestvle someda bul are unlikelv to reach (he top.
Some already have attained  middlesmanage ment
positions, and most of the others will make it there
eventually, but that's as high as they will go. They
tollavs the jobs, and because they are young and active
they follow the sun, oo, They like California and
Arizona more than thev like Hiinais or Pennsvlvania,
Since they are in their 30's they have been in their
careers  lang enough o have been promeied or
transterred a few times.  Avid consumers, lhey may
overextend themselves in thelr sagerness 1o tasie the
gooc lite. Their lamilics are voung and their kids are
top priority, hard o da given the hours they spend &
the office. They are in the market fow a trade-up home,
especially those who are still renting,  PE Changs is
more popular than Hooters. They are hip and dp to
date.  Becoming parents has not led them 1o switch to
Sans-A-Belt slacks.  To stay voung, they are getting
lattoos and hothy piercings, but they are discrete about
it and so thev dort look fike rock stars. They sink a Lot
intor decorating their homes. Not nuny couch potatoes
here: fitness clab membership is high Spectator sports
also are popular, more so than joining softball
leagues...there's na tine for such comntiiments.
Health club memberships are possible because they
can work out at 6 in the morning. i they have anvthing
lor dov swith organized sports, its mare likely o be Little
League baschall or vouth soccer Liesvntowwn
represents a night out for them. andl they will scek o
great restaurants as places to wine antd dine business
contacts. A hip tenant v will find o welcome
audience here.

Boomburbs: This group consists of  “new moaney”
farmilics heading for the new suburbs, Growth is very
rapid in these arcas and they attract many homebuyvers
who are just mewing in o the area. Homes are quite
large, although not quite in the league as the
MoMansions, Residents tend fo be quite young in light
of their atflusoce. Thuse ave fost-truek voung
professionals ina hurry to awn their first hig house.
Perhaps hecause of their youth and the early success
they have achieved, they seem o prefer their homes be
located where overvone can see them.  Onee they
maove in to their new digs thev act quickly 1o hire an
interior decorator and 1o fill the home with valuable
furniture and art. Since most of the households have
e sworkers in them, Boombuty communities can be
very quiet during the day. They do make up for it
during the evening and on weekends.  The peaple in
this group buy all the latest technology.  They like golf
and tennis, are active in the health club or spa, and

thew read a lot, They also dine oot a ot apd Bravee all
the latest kitchen padgets as well as what used to be
called laborsaving devices, This groogr consists of vory
active shoppers and spenders. They alko are active in
st abour every other areq of their lives and can be
very fime-poor. When they moved in to their new
homes they had tee buv a lot of turniture to fill then up,
They will travel dinvntown perindically, the number of
visits mitigated by the distance they have 1o travel, hu
they have sood taste and will patranize quality and
interesting retailers aned restaurants,  When they do
come dineniown, they will spend treely,

City Lights: Middle-income Anglos living in
establishuxd inboard suburbs The percentage of
Hispanic and Asian residenis s increasing bul overall
cliversite only slivhity esceeds national levels, Housing
types are diverse, as are age levels and household
composition. They Tike living in the city and have liked
it all along, even after many other people had given up
on it Many are approachimg retirement age, and they
have lived here most of their lives,  This group will
return Lo [awntowr in a significant sways although they
arer nol spencthriits and will favor places where prices
are not out of reach. The restaurants that will make: the
greatest splash are those little  peighborhood-tepe
|laces,

College Towns: N just students, but also those who
gravitate towared o college even il they themselves
aren’l sludents.  Their presence herve s due primarily 1o
CSUS.  Ihe neghborhoods will include rontal units
aimed at the student markel,  Classic “Town and
G communities, students infermingle with the
tovenies who favor smaller and older single-family
homes,  Exhibiting a shightly Bohemian outlook, there
15 a degree of “drop-out-ism™ here, accounting tor their
loswer-than-average incomes  despite  extraordinary
educational levels.  Non-students have specitically
sought out neighborbonds near major campuses where
they enjoy partake the lilestvle, politics, activisny, and
culiura) benetits of a typical college campus. Proximity
fir shopping, services, enfertainment, sports, cubiural
amenities and the rest are kev for these less affluent
households who like 1o be in the middie of things.
They are active, like health food, practice voga, play
tennis, rice bieveles. and spend a lot of tfime on the
Net,

Connoisseurs:  This g the third wealthiest Tapestry
seement, right behind  blue-blood  old  money  and
weilthy new money: These are couples and families in
their 40 and 50% who work in professional aned
executive positions, well-paid and well-cducated. They
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haves cultivates] o relined  estyle and  deseloped
encellont tastes They dress woll swhorever they go apl
their Bomes are beautitully decoraled. They drive
Lesuses ame BMVYS, o even g Machach,  SUVS are
Popular, oo, Namy stll have ehikdren al Twome
Hihaugh the empty pest yvears se approdching,  Thev
e uintessentiol Baby o Boomers, amil fase sressn
aecuslamed 1o being the center of wtiention, Many ol
themy are the bosses swhere they swwork, anme they are
wsedl o being schmavzed by underlines, Qualine and
Cuslemer service will be priorities.  They can be
fmpatient with service ihat is ineflicient  and
lackaclaisical; afer all. thes are Connoisseurs,  This
SEOL Pty 115 administrative and management esperise
o weork in the communite and so attend  coundil
meetings and undertahe volunteer work,  They ke
aiodd care of hemselves, and i the ool caurees,
fennis courts, aned health spoass Preelictablv enough,
then dress well whon participating insuch activities,

Cozy and Comfortable.  Cosy and Comtartable has
lived in the same house or Hvears. They rased e
Ricls in this hogse,  Odher cimpiy mestors may o this a
2o ime o donisize, These folks probably swill not,
Fivst o ald ahes Hke itswhoere they e Secondly, their
hores are preetiv small alieads. This sroup s by
tlestquitian) cormpfortabile ere, This bs homrre, They know
every el of the netehbochood and seould teel odd
lvine anywhere clses The mortgage has been paid o
and al last they have some disposable income. I
thenre &2l swarking, ane many are, they are in o real
hurry to retire,  Quite a tese have achieved o fevel ol
respect inowhite-collar middle management hat thes
have worked their whole Hves tooattaia and they wanl
taenjon it wehibe lonmaer They knove 1his s kel as
far as thes are going wp the corpeirate Ladees aned tho
dre gine with that 195 time to feather the nest and take
SO fice vaeations with the 5-6 weeks of v ation
trrkes they have aceroed, Typcal jobs e lude insurande
avenls, realtors, new car salespeople, and aocountans.
Mhesy o nol generally have sophistic ated faste levels
bul they have caught on fo the computer o g degree,
Downlonn is . special treat and to be caneid they just
stpuesth onto aur Lisk of jarget shappers. However, theiy
hsposable incomes aned discretionare tme allow them
o travel downtown once oo while o tade the
e ilement.

Dorms to Diplomas:  Not Towns and Gowns, bul the
stacdemts themselves living in dorms ar inorental winils
nearbiy,  Ineomes are very low since they waork swailing
tables ar as robedl clorks, They live geporally ¢ arefroe
and Areessheciing lives, subsidized by checks from
home,  Altogether trendys thes Tike thrirt shops along
with chains like Urbar Outrittors.
will depend an the presence of trendy bouliques, cares,
dand  eatenes. There  arent mans of ihere in

Donvntown visils

Sacramento, but thes ' ealeh a nde dosentoan s the
D RS ERATEA

Entevparising Protessionats: This 8 @ voung eroup wearly
20 that is muwcing up the eoonomic ladder Afready
thoey bave achieved some mieasure of success. They are
alivavs on the lookawt for the nest big fob opportunii
anel sa thew relocate frequenty. As a result they tenel 1o
bee renters. Thes proter nesy suburbs whese the hones
have motlern floar plans and Besvie options. Most e
singles o couples bur some have just started tanifies,
their kids are in clav care. Arguably this is the oldess
aroup 1o take to sl manper ob elecirmie v atioms
[the Wil and they sl Tike Xbos and PS2. Thes buy dat
soreen and plasma Ty and subsenbe o digital cable
ferat gresten dearest then ane other group. they travel o
lot, ke voga and Pilates. and tlock 10 Cheesecake
Lactary and Oriback both along seith dine restacns
tor haute cuisine. As they get closer -1 thee have
anes g it sworlds:s the sophistication o their prime
carning  vears and the edecticism ot their votith.
Diowwitonsen swill fined svilling patrons here

In Style: This is a curious arovp: subtrbanities who like
thes wrham lirestyle,
homes accordinghy, and head into sovn frequently to

Phos v toachapst their suburbdn

take arlvantase or the cool restaucants and shops, hil
the night spats, visil o museum or attend a concert,
Mest af them have hildren, mans of them teendagets by
nove which helps explain vhy they live in ihe “hurbs,
Thev look  like candidates tor whan condas oo
stiburban TN developmentst once the Kids leave the
nest There is littfe ethnic diversing here; most of them
are White Anedo aned the wban experience provides
what they beliove the suburbs lack.  They are well
vl atidd andd anluent, use thelr compuiers foe victually
evervihing, ond keep themselves fit
conswrers apd il lach o on ta fads althoueh thew
preter o thimk they dontic Marketing 1o (e st
louk  hipand “real” so matually the shops and
restadrants they  epcounter downtown  aust he
dppropriatel authentic,
LarLel wredip

Thew ares ad five

In-50de s 0 key downtown

Laptops and Latles:  Young lech-savev simgles andd
couples. The name of this cluster alone tells us where
we can (ind them aned what they are doing. They ate
lrenehy and completely connected with the rest of the
cvher warld, Incomes are rising fast. They are plugsed
it do the business and tech world and are shoating up
Thev are making higher
salries than their parents made when they eetired,
mary of themy, aned thev are spending lavishly on
Clothes, travel, cars, honte turishings and electronivs.
Thews lead aclive lives and dine aut all the time
thiteralbv.
corporate. tmages sinee soo fr the e oo sell-

the soe ineconomic laddern

Then are nod ahwavs woreried about Their
paving positions has conte refatively easily, Some will
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move up the corporate ladder, presumably with a
company with relaxed dress codes, but they may also
end up working at home in their pajamas. If they do,
they’|l have the flexibility to shop during the day when
others may he office-bound.

Main Street USA: Here we have the “All American”
middie-class consisting of suburbanites in their 30'
who are relatively prosperous but unlikely to climb
much further up the economic ladder. They look for
bargains and tend to watch their money, but they are
not poor and can indulge themselves.  People in this
group have an eye for quality but are more likely to
seek it in Macy's than in Nordstrom. Their suburban
homes are not flashy, but they own them (for the most
part) and take good care of them. They like to fix the
place up and spend a lot of time working on the lawn.
They like going out to eat at places like Chili’s.
Incomes are in the $70,000 range. They have two or
three kids, a college education, and white-collar
middle management jobs.  Recreation consists of
family activities: attending theme parks, going to ball
games, eating at Applebee’s, shopping at the mall,
taking in the school plays, and strolling along the
beach. Homes are well cared for. Parents strive to be
active in their communities and to volunteer at their
kids" schools. They also watch a lot of TV. They like to
dress well but are not flashy. They like brand name
quality but will by house brands if they believe the
quality is there. Macy’s, Chico’s, Gap, and JCPenney
are popular, Downtown visits will invelve dining and
window shopping. Old Sacramento appeals to them.
Good window displays and intriguing merchandise will
generate impulse purchases.

Metro Renters: They are a key group behind the health
of the urban rental market. One group is the empty-
nesters [ooking to put a little city style back into their
lives once the kids move out. The other is this group:
the young up-and-comers whao are hip and progressive,
with no tolerance for suburban living. The cities are
hip and alive and this is where these young singles
want to be. They are fresh out of college and eager to
gel started along their chosen career paths. They favor
large metro areas where hipness concentrates. In these
urban markets the rents can be pretty high so many
have roommates. Mostly in their 205 and 30%, they
are susceptible to either being transferred to another
town, or to accepting a new job in a new city. Either
way, they figure it's worthwhile holding on to their
present apartments. They work in professional
positions, often in tech or finance. These people are
not homebodies. They have a lot of cool gadgets in the
kitchen but they dine out all the time. They seek out
cool little places to shop and dine, and they like
Midtown and will like the revitalized Downtown as
well, Metro Renters do not like chains, as a rule, but
are not fanatical about it. For fun, concerts, museums

and the theater attract them, as do pro sports.  They
spend lengthy blocks of time on the Net which, among
other things, allows them to choose their frequent
vacations widely. Because they are on the computer so
much they dont watch a lot of television. They
download or stream everything.

Metropolitans: A quintessentially urban group of
people. They are drawn like moths to a flame to
neighborhoods containing lots of coal old houses with
great architecture. [t doesn’t hurt that San Francisco is
within reach, either. They are urbane and typically like
eclectic center-city neighborhoods like East
Sacramento.  Relatively few of them have kids and
many may never do so. Salaries are high but
household incomes can be held down by the number
of one-person households. Urban gentrification
includes a healthy representation of this group. Well
educated with cosmopalitan tastes, they travel a lot and
hire contractors to upgracde their homes and yards.
They support the symphony, the ballet and the local
arts scene. If enough of them live in town, the old
movie house will be renovated, featuring art, foreign
and indie films. You can see them jogging in and
around downtown or Land Park. They attend Sierra
Club and city council meetings.  They are well
informed and make heavy use of the Internet.

Milk and Cookies: Another group with a misleading
moniker, Milk and Cookies consists of comfortable
upper-middle-class families with a large number of
small children at home. Take Up and Coming Families,
sprinkle three young children into the mix, and you
have this group. Many are simultaneously decorating
bedrooms for nurseries, preschoolers’ rooms and grade
schoolers.  This group favors spectator sports over
skiing, shooting hoops in the driveway to snorkeling,
and video games over weekend white-water rafting
trips.  The presence of so many little kids at home
shapes what they do for fun. It's easy to predict what
kinds of vehicles they own, something useful for
hauling bikes home from Toys R Us and PC’s home
from Costco. They like Target, too, but because they
have nice incomes they also shop at the mall a lot.
They do like to look like they go out once in a while.
They will be at the forefrom of the groups demanding
good communities to live in, safe with ample parks,
green spaces, and good schools. Downtown visits will
be comparatively infrequent, but they will travel here
periodically if the quality and mix is right.

Old and Newcomers: Neighborhoods in transition.
Many residents have lived here for years and now are
retiring. As predicted by the actuarial tables, houses
are becoming available with above-average frequency.
Young singles and couples are snapping them up and
remaking them to suit their eclectic tastes. Rental units
are a key feature of these communities. The young
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people oo nat sty very long, mes ing oot as theb
e ormes grow o as e childeon arrnee All s nes losl -
mure voung people move i o take theie places,
Rontal rates are veasentable: both for voung: poople
starting o and for telivees on fised inconies. e
simdes faraily homes have beer swell coared 1or aelded
v e add reneaaied inarcas with meture teees, These
aeighborbonds often have o dizzving oo ol tioor
s anek are bitec ture anel so have become: aiteae five
o voung whitescollar couples looking Tar starton
homes, Shopping anel dining choices end o be price-
sensitives but the voung newe omers have goorl faste, A
et Dowitonven s macle to arder for this group. They
will love i and will go thete everv chanee they gef,

Pacific Heights: No wroup has g higher percenliage of
Astams and Pacifie lslanders vesidents than this one
(e, Highlyv edlucated  and mostiv empioyved in
protessional and executive positions, this artlaent groop
AN st
Tastos oot thewr s jalb statos. Cienerally consertive

tervaies ipseale othan peighborbioods on ¢

iy dress, their high schoal childien tened B beosaery
tshionalsle. They look foe Asian home furnishings and
Lvorr A cuisine. bl not esglusively,  Ths group
tran el esdemsively, Tenes o lassical muosic anel spnls
espectally dolin and treasares hivh gualire gl
e cllent customoer serviee Dowidowen [ls e urban
IENES IS

Pleasant-ville: 11is nanme of his gioap may e g teidle
misleding, Uconssts of prosperous subiorbanies with
e onmes Hiat sl alloss amy o themy o retae ey
Plegsant-vilte ranks 108 Tn anilusnce oaronsst Tapestry’s
clusders, Famulies e tanle vownie:  Then outlook
retlects this vouth to g dewree b they can be earnest
armel practiat anmd are much meres Tikel to Like
Nordlstroom o Bloomingdaless than anvthing far o,
This grup as ol peeetie alael hip eroo the Pledsant-
ville pamer gualin s more ingpeetant than eeeiess,
Thev shop at big-bos stores and discauntors  on
oceasion. Lamilies fend fo st put onee they by ther
tirst e e howses, aned dheir homes are more Jikely o be
in established suburbs rather B in the pes sulwrbs
Brevirg buill oy e autsRirs.

Prosperous Empty Nesters:  White collar couples
the 5006 and Gits. As the name <ugeests, the hildien
die gronvn anel have moved oule This means Moy and
Dad have more time to <pend on themeelves, Maost live
in established upscale cuburban ar urban
neighborhoads o homes that they have Hived in for
viars,  Even those with cotlege toitions 1oy o,
dispesalile incomes aren’t had. Theyw are in no
pragticebar hoesy teo downsize their Domes saiee thei
mortgage payvments tend to he small by s time
Vel edue ated, they are weell adang in their white-collar
prodessional careers and have developod o sense of
quict good fastes  They are je-featherimg thelr eoply

nest el aking more trps b they also atfend e
surnpham, go e musetms, and attend sports exenls

They love golt and collese fomball,  Naot all have
inne cmes over S100000 bat they loak 1o live the good
fife mowe. The Baby Boomiers are moving it this
catevon and so s numbers syl saeed Thes like

clovvntons o anel sonme of them evortl by il grene mio
[Das ndens 4 ongdos

Silver and Gold:  In [his wroup “silver” retes 1o then
age amd coobdd” retors Lo their mones, A atlluent
grondpy, thew are seell ecucated anel sophisticated, active
anel alive, the Pepsi Genperation clrinking bottied water
anel eating posver bare. Some are eticeel bur mot atl.
Mamy are protessionals and  esecutives whoo find
setirement  intolerable and who continne o waork,
sarhering  larte fees 0 eschange for shering the
eaprerienes ane wisdony thesve gained over their
Cares, They ares empitv nestors with limes tor
recreation and srvel Recrewion mostly means goll.
This grosipr is lonves ol and cauntry lubs membership
i~ high At this stape of their lves mam of thoem
consicler moving into condos sather than keeping up
thesr farve singlectamile homaes Dok many of them also
FEOVE by active senior of other livelc commanities
rele Ly their detenmination to chink deeply o dife. In
st hcases they o bov sooalles homes, and from the
osicle we may ot alwavs recognize the atfluenc e and
lHestubes of thuse inside except o the topanotch
lanvise aping anel the expensive cars diiving thiough the

aeighborhood.  These folks are active shappers but
prethaps even more active diners. They are imipostant
customers for successtal restadrants. They will ke
Dieonvntons it vy muehe They have seen <ophisticated
cities intheir travels aoel swill ke g active anel alive
dlowentom i Bere

Sophisticated Squires: Fore e have one i the
wealthiost lapestng groups. nsteael or Tving an
prostigious  peighborhoods a1 foven, they crave the
elbow oo found in the sububs. These Bopmeowers
are o their 30 e 305 and hove very heallby
meomes. The rise b the top has nat been meteonic hut
Ao they are living large. At this slage ol thein lives
then Kids tend to be i high school or callepe, Because
it took them o swhile 1o got here they tend to apprediate
what they e, Lot <sizes are huge aned bevns are
landdscaped.  Thes ke nice things and like o gointo
tonvrt onee ina while teclind thems While Hhere, thes
are big spenders. With thenr taste leveds, nogasional
trips o San Francisco are necessare and they enjov it
althowgh they wouldnt want o live these,  Creature
camlorts and city amenitices myatter, apd so these are the
people who especially respond o the nie Tintle
stthurban vetail districtss  Upscale relailors recopniz
Rov [ue rative this markel can be and so are coming oul
to the suburbis to meet them, These shoppers don't
mind the convenience of ¢lose-by shopping se long as
the growth docsn't mess up then own litle slice of
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Heaven, and small neighborhood centers are likely 1o
contain Talbots, Ann Lador and Starbwcks.

Suburban Splendor: 1his is the 2" wealthiest cluster of
all, deseribed in Tapestry as “the epitome of upwart]
mobilite”  Suburban Splendar buvs the MeMansions
that are cropping up in wealthy suhurbs around the
country.  Their homes overflow with every option the
builder has offered, along with many  individual
touches.  Four-car garages, multiple level decks and
patios, and lots of “toys” typify their homes.  Exercise
rooms. contain 6 or 7 expensive pieces of exercise
equipment, Thev hire peaple to put up their Christmas
lights and know their way around the world's elegan
resorts.  Naturally, they like the best of evervthing.
Busy and active, they go out a lot. Their kitchens have
every gadeet vou can think af, including swhatever 14
trepidy (New Money cannol abide being out of the
lnaps, but they don’t use them very often since they
dine out <o oiten, mavbe even most ul the time.
Quality time with the family is scarce and they trv 1o
make it a priority. They like to stroll around the nost
upscale retail district in town, assuming they have nat
gone oif to Aspen.

voalong with “new
money” tyeaans like Bill Gates and Donald Trumya.
This is the most affluent of the 65 Tapesiry clusters and
represents the prototvpe of the very rich. They require
little verbiage to describe them since most of the LS
knows who they are, how they live, and where they
live. Popular opinion about the top rungs may not be
completely accurate, but they aren't off by so very
much, Top Rung requires the best of evervthing — nol
that they are haughty, necessarilyv, but that buying the
besl puts no stain on their budgets,  They mave abouw
in the highest social circles and so lead active lives,
They are acquainted with whal is going on throughout
the world anel have been everywhere.

Top Rung: Consists of “old mone

Trendsetters: This group is pretty much what it souncls
like, Most of them are voung, in their 20'5 and 307,
and while they do not have the incomes to place them
in the highest social strata they are on the way there.
They are nol waiting until their incomes reach six
figures to begin living like it. They are well educated
and have established themselves on a good white-
collar professional carcer path. They also relocate a
lot, being much sought atter by employers. Big cities
generally see a constant parade of these people coming
and going as they mave, or are transicrred, in and out.
"Home™ is as close to downtown as possible, but they
arc not in the market for a high-rise condo. Funky lofts
are popular, as are ¢ool old single family homes
available at good prices.  Trendsetters do not thrive
where strong  community  associations stitle their
creativity.  They love to shop and image obviously is

important. Downtown is where they expect to find the
ftest trends. They look askance on the suburbs.

Up and Coming Families: ESRI'S detinition of this group
15t “Young, abluent families with yvoung children.
Approximately half of them are concentrated i the
South. with the other halt in the West and Midwest.”
Neighborhoods are located in newer suburbs
surrounding midsize metropolitan areas.  They live in
nesw homes, are active consumers, and baoth dress aned
decorate Tor success, They are an the fast track and
avidly pursue the pood life.  Soccer Moms are
conspicuous here, and local clementaty schools buzz
with SUV's in the atternoon as they gather their
children and race off 1o dance lessons and soccer
practice. Even as they move into their new homes they
are thinking about its resale value, looking ahead ta the
house they “really” want in more upscale suburbs. This
young group was raised steeped in the “green” tradition
and will respond o envitonmentally sensitive  an
responsible communities,  They like hip downtowns
ancl will travel there as time allows. During these visils
they are free spenders. Old Sacramento will appeal 1o
them, especially the museums located there,

Urban Chic: This is like the Metropaolitans groups listed
above, bul with a lot more money.  Politically and
socially liberal, they pursie most o the same activitics
and hold most of the same attitudes aboult lite that the
Metropolitans do, except when it comes o Corporate
America. They like Downtown. Thev think living in
the suburbs s like living in the Yukon, Great
downtown  retailing is exactly what this group s
looking for.  They great taste does not end wilh
tashions, of cowse, Their homes are showpieces and
praciically everything they do represents the peak of
relinement and stvle,

Urban Villages: Middie-income multiculiural
communities in “gatewav” states like California, A
wide range of hausehold and family tvpes inhabit these
diverse neighborhoods. Hispanic residents are
prominent bul virtually all ethnic groups are
represented.  Approximately one-third of them are
foreign born.  Homeownership prevails, and home
values are healthy. Home and family are prioritics and
significant expenditures are made 1o provide jor the
children and 1o iix up or improve the house. The geoup
is assimilating but holds on (o many of its residents’
cultural buying  habits. They wsually live near
downtown in single family homes.  With incomes on
the rise, downtown patronage will be influenced by the
mix of ethnic restaurants and retailers.

Wealthy Seaboard Suburbs:  Here is the 5% most
alfluent cluster of all.  They are a lot like the rich
members of Top Rung or Subutban Splendor, but there
is sumething different about them in that their homes
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are exceedingly special to them. Onee they find the
right mansion they sdav pul. Residental tumover 15
fone, They put a lot of TLC inte their homes, spend a lot
o tix them wup. on nlernior decorators, on home
maintenance and an theie lawns and sardens. Being so
wealthy they travel a lot and are cosmopolitan, Clearly
this work In o execulive o some other well-paid
protessinnal positions, “Wealthy Seaboard Suburbs” is
computer savwy, but they use it to gather information
and nol as a source of amusement, They would rather
get oul and enjov lite. Taste s important to them; in
fael, 01 often s central 10 them.  Sophistication js the
kew o attracting them dovwniown.

Young and Restless: Manv of the trendy, even
Bohemian, liestvles are found  here They  are
constanty looking Tor the next new thing. They ditler
senmewhat rom the old image of the Bohemian,  We
may have farpolten, but mamy of the 1960'S protess
were mounted in o appasition to increased
miechanization, the use and reliance on computers. the
fear of people being “reduced 1o a number” This does
not trouble todav's Bohemians.  They embrace the
cvbigrrape and take their laptops evervwwhere,  The
wanil their cofiee shops 1o offer WickL They are the
ones who put YouTube, Facebook and Twitter un the
map. Being voung, they also change addresses o
and 85 percent have been at their present adidresses for
less than five vears,  Nearly bwo-thieds five alone o in
shared houscholds,  They are well educated, whoereas
their predecessors were college dip-ouls.  They get
their news from the Net, love music, attend  ive
concerts, decorare their apartments eclecticalls
somelrmes with an eve on the price tags:, and hike to
g oul, They love cities and they do like 1o shop.
Subwirban malls will do in a pinch, althougl they think
madls are sterife and  humdrean, they dine ou
frequently, favoring  imformal  restaurants with cool
Menus.
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ESTIMATED ANNUAL RETAIL EXPENDITURES and
SUPPORTABLE DOWNTOWN RETAIL SPACE
DOWNTOWN Sacramento, CALIFORNIA

DOWNTOWN WORKERS

Estimated Downtown Office Employment
Weekly spending per employee

Food and beverage

Shoppers Goods

Services

Dinner/drinks after work

Expenditure Potential
Food and beverage
Shoppers Goods
Services

Dinner/drinks after work

Total Potential Empioyee Expenditures

Sales per Square Foot by Category
Food Services & Drinking Places
Shoppers Goods

Convenience Goods

Supportable Square Footage by Category
Food Services & Drinking Places
Shoppers Goods

Convenience Goods

Total Supportable Retail Space

SOQURCE; ICSC; Downtown Waorks

CALCULATION OF SUPPORTABLE SQUARE FOOTAGE

Residential expenditure potential
Capture rate
PTA Sales Volume

2008

92,950

$23
$42
$30
$5
$101

$112,376,550
$203,002,800
$145,002,000

$25,375,350

$485,756,700

$378
$360
$450

290292
563,897
322,227

1,183,416

11,743,839,000 $
1.5%
176,157,585 $

2013

101,000

$27
$49
$35
$7
$117

$141,524,331
$255,656,856
$182,612,040

$36,764,000

$616,557,227

$438
$417
$522

323,040
612,733
350,133

1,285,906

13,211,224,000
1.5%
198,168,360



STA residential expenditure potential
Capture rate
STA sales volume

Total residential sales volume
Sales per square foot
Supportable square footage

Supportable SF — Residential plus workers

Visitor impact
Retail
Food and Beverage
Food stores

Total visitor expenditures

Downtown capture rate
Retail
Food and Beverage
Food stores

Downtown Sales Volume from visitors
Retail
Food and Beverage
Food stores

Taotal visitor based sales volume

Sales per Square Foot by Category
Retail
Food service and Drinking Places
Food stores

Supportable square footage
Retail
Food service and Drinking Places
Food stores
Total square feet supportable by visitors

Total square feet all shopper groups

L I Y R
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03
1.0%
g3

176,157,585 %
400 $
440,394

1,623,810

430,000,000 $
600,000,000 $
75,000,000 $
1,105,000,000 $

2.5%
3.5%
0.1%

10,750,000 %
21,000,000 %

75,000 %
31,825,000 §

360 %
378 §
400 $

29,861
55,556

188
85,604

1,709,414

1.0%

198,168,360
400
495,421

1,781,327

440,000,000
610,000,000
78,000,000
1,128,000,000

2.5%
3.5%
0.1%

11,000,000
21,350,000

78,000
32,428,000

417
438
464

26,379
48,744

168
75,291

1,856,619



ESTIMATED ANNUAL RETAIL EXPENDITURES and
SUPPORTABLE DOWNTOWN RETAIL SPACE
Old Sacramento, Sacramento, California

DOWNTOWN WORKERS 2008 2013
Estimated Downtown Office Employment G2,950 101,000
Weekly spending per employee
Food and beverage $1 $1
Shoppers Goods $1 $1
Services $1 $1
Dinner/drinks after work $2 $2

54 $4
Expenditure Potential
Food and beverage $2,416,700 $3,043,534
Shoppers Goods $2,416,700 $3,043,534
Services $2,416,700 $3,043,534
Dinner/drinks after work $9.666,800 $12,174,136
Total Potential Employee Expenditures $16,916,900 $21,304,738
Sales per Square Foot by Category
Food Services & Drinking Places $378 $438
Shoppers Goods $360 $417
Convenience Goods $450 §522

Supportable Square Footage by Category

Food Services & Drinking Places 6,393 6,947
Shoppers Goods 6,713 7,294
Convenience Goods 5,370 5,836
Total Supportable Retail Space 18,477 20,077

SOURCE: ICSC; Downtown Works

CALCULATION OF SUPPORTABLE SQUARE FOOTAGE

Residential expenditure potential $11,743,839,000 $13,211,224,000
Capture rate 0.2% 0.2%
PTA Sales Volume $ 17,615,759 % 19,816,836



STA residential expenditure potential
Capture rate
STA sales volume

Total residential sales volume
Sales per square foot
Supportable square footage

Supportable SF - Residential plus workers

Visitor impact
Retail
Food and Beverage
Food stores

Total visitor expenditures

Downtown capture rate
Retail
Food and Beverage
Food stores

Downtown Sales Volume from visitors
Retail
Food and Beverage
Food stores

Total visitor based sales volume

Sales per Square Foot by Category
Retail
Food service and Drinking Places
Food stores

Supportabkle square footage

Retail

Food service and Drinking Places

Food stores
Total square feet supportable by visitors
Total square feet all shopper groups

Less Downtown Plaza square footage

Net streetfront supportable square footage

&7

& v 69 b

2

05
1.0%
0%

17,615,759 5
400 5
44,039

62,516
430,000,000 $

600,000,000 $
75,000,000 $

19,816,836
400
49,542

69,619
440,000,000

610,000,000
78,000,000

1,105,000,000 $ 1,128,000,000

4.8%
6.8%
2.5%

20,425,000 $
40,500,000 §

1,875,000 $
62,800,000 $

360 §
378 $
400 §

56,736
107,143
4,688
168,566

231,083

231,083

4.8%
6.8%
2.5%

20,900,000
41,175,000

1,950,000
64,025,000

417
438
464

50,120
94,007
4,206
148,333

217,952

217,952
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