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OBJECTIVE 

Carson, CA Objectives Are:  

Å Understand its retail economic condition and seek an actionable 

program to recruit new retailers.   

 

 

Buxton Solution:  

Å Buxtonõs retail recruitment solution identifies specific retailers who 

seek a market with household purchasing habits just like yours and 

provides custom pursuit packages for up to 20 of these retailers.   

 

Å This solution is a marketing strategy that enables community leaders 

to immediately implement a retail development program targeting 

new retail growth as well as retaining existing business.   
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PROJECT STATUS 
Process Outline       Status 

 

Your Unique Thumbprint     Complete: Results Provided  

Å Drive-Time Trade Area  

Å Consumer Market Assessment  

 

Visitor Insights        Complete: Results Provided  

Å Visitor Origins 

Å Visitor Profile 

 

Target Retailer Identification     Complete: Results Provided  

Å Consumer Profile Match Process  

Å Retail Market Conditions  

 

Implementation       In Process 

Å Pursuit Packages  

Å Contact Information  

Å Engagement letters  
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CARSON, CA RETAIL THUMBPRINT 

DRIVE-TIME 
TRADE AREA 

 
 
 

+ = 

CONSUMERS 
 

 
 

YOUR RETAIL TRADE 
AREAõS UNIQUE 

THUMBPRINT 
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YOUR RETAIL TRADE 
AREAõS UNIQUE 

THUMBPRINT 
 
 
 

CARSON, CA RETAIL THUMBPRINT 

RETAIL MARKET 
CONDITIONS 

 
 
 

+ = 

TARGET RETAILER 
IDENTIFICATION 
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RETAIL MARKET CONDITIONS 

COMPETITION 

 
ÅCompetition by Retail Category   

ÅProximity  
ÅTrade Area Overlap  
 

ÅCompetition VS demand ratio  

 
ÅRetail Leakage and Supply Analysis  
 
 
 

AREA DRAW 

 
ÅGrocery Stores  
ÅBig Boxes  
ÅMalls 
ÅRestaurants  
ÅFast Food  

ÅGross Leasable Area  
ÅSchools and Colleges  
ÅPhysicians  
ÅLarge Businesses 
ÅHealthcare  
ÅHotels 

ÅSporting Arenas  
ÅCasinos 

 
 
 

 

ACCESSIBILITY 

 
ÅRoad Score  
 
ÅTraffic  
 
ÅDistance to Nearest Highway  

 
ÅDistance to Nearest Interstate  
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MATCHED RETAILER REPORT 

Summary 

Characteristics  

Mapping and 

Demographics  

Variable Scores and 

Comparable Retailer 

Locations  



TARGET RETAILER IDENTIFICATION 
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TARGET RETAILERS 
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TARGET RETAILERS 



 

VISITOR INSIGHTS 
CARSON, CA  
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THE BUXTON SOLUTION 

WE DEFINE WHO YOUR BEST POTENTIAL VISITORS ARE 

WHO 

WE IDENTIFY WHERE YOUR BEST POTENTIAL VISITORS ARE FOUND 

WHERE 

WE TELL YOU THE VALUE OF YOUR BEST POTENTIAL VISITORS 

VALUE 
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VISITOR INSIGHTS 
 

1. KNOW % of spend occurring in every zip code by originating market & 

zip+4, over a recent 12 month period  

 

2. IDENTIFY your market õs visitors and understand their impact to the local 

economy;  know who has been shopping in your market across 

multiple spending categories  

 

3.   UNDERSTAND their lifestyles and purchasing behaviors  

 

 

 

 

 

 

 

4. ALIGN local businesses with visitors õ 

consumer preferences  

 
5. QUANTIFY by U.S. market where visitors 

are coming from  

 

6. TARGET prospective visitors by marketing 

in your best potential markets   
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SPEND BY CONSUMER TYPE 
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CARSON, CA PROFILE SUMMARY 
At the overall level, Buxton found the following traits to be prevalent 
among Carson, CA visitor and resident consumers:  
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Married 73% Married 74%

Children In The Household 51% Children In The Household 48%

Homeowner 70% Homeowner 72%

Age 45+ 63% Age 35 - 65 59%

Household Income of $50K+ 73% Household Income $50K+ 69%

$50K - $100K+ 42% $100K+ 33%

At Least Some College Educat ion 61% At Least Some College Educat ion 66%

 RESIDENT SPEND VISITOR SPEND

CARSON, CA 
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VISITOR HOUSEHOLD INCOME 

Carson, CA Visitor Spend Distribution  Index of Carson, CA Visitor Spend Distribution 

Compared to Average Households  
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VISITOR LIFESTYLE CHARACTERISTICS 

Carson, CA Visitor Spend Distribution  Index of Carson, CA Visitor Spend Distribution 

Compared to Average Households  

74%

26%

ONLINE BUYER
YES NO

29%

71%

CULTURAL ARTS
YES NO

30%

70%

PHOTOGRAPHY INTEREST
YES NO

32%

68%

GOLF INTEREST
YES NO

119

131

127

129
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ONLINE BUYER

CULTURAL ARTS

PHOTOGRAPHY INTEREST

GOLF INTEREST

Index
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SEGMENTATION 

0

1

2

3

4

5

6

$217,625 

All U.S. households are grouped into types based on 

demographics and  psychographics  
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SEGMENTATION GUIDE 

http://scout.buxtonco.com/MosaicSegmentationGuide.pdf  

 

http://scout.buxtonco.com/MosaicSegmentationGuide.pdf
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IDENTIFYING òCOREó CONSUMERS 
To be a core consumer, a segment must comprise at least 1% of the 

visitor base.  Core consumers are then differentiated as follows:  

 

Primary Core Consumers (Index > 120)  have a high likelihood of being Carson 

Consumers.  

Secondary Core Consumers (Index > 100) are more likely than average to be 

Carson Consumers.  

Tertiary Core Consumers (Index > 80)  are less likely to be Carson Consumers, but 

should be considered opportunity segments that could be targeted to expand 

the Consumer base.  
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CARSON OVERALL CONSUMER PROFILE 
The psychographic profile of all households spending within Carson  

 

 Bars = Visitors & Residents 

Line = Comparison Base  

17.33% 
12.63% 


