2017 RETAIL RECRUITMENT &
RETENTION SOLUTION

CARSON, CA

Buxton



OBJECTIVE

Carson, CA Objectives Are:

A Understand its retail economic condition and seek an actionable
program to recruit new retailers.

Buxton Solution:

A Buxtonds retail recruitment soluti on
seek a market with household purchasing habits just like yours and
provides custom pursuit packages for up to 20 of these retailers.

A 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

Your Unique Thumbprint
A Drive-Time Trade Area
A Consumer Market Assessment

Visitor Insights
A Visitor Origins
A Visitor Profile

Target Retailer Identification
A Consumer Profile Match Process
A Retail Market Conditions

Implementation

A Pursuit Packages
A Contact Information
A Engagement letters

Status

Complete: Results Provided

Complete: Results Provided

Complete: Results Provided

In Process
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CARSON, CA RETAIL THUMBPRINT
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CARSON, CA RETAIL THUMBPRINT
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RETAIL MARKET CONDITIONS

/3

COMPETITION AREA DRAW ACCESSIBILITY

ACompetition by Retail Category AGrocery Stores ARoad Score
Aroximity MABig Boxes
Arrade Area Overlap Avalls Arraffic
MRestaurants
ACompetition VS demand ratio A-ast Food Mistance to Nearest Highway
AGross Leasable Area
ARetail Leakage and Supply Analysis ASchools and Colleges Mistance to Nearest Interstate
Mhysicians
A arge Businesses
Adealthcare
Aotels
ASporting Arenas
KCasinos
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MATCHED RETAILER REPORT

The City of XYZ

Site Similarity Score: 8%

Site Address: BroadSt & Canter St Latitude: 36547494 BUDS: Suburban (3) ( :h t t
Kingsport, TN 37660 Longitude: -32.559871 Trade Area: 15 Minutes araC erl S I CS

Retailer Summary

Trade Area Snapshot

ion (PopX 72,110
Workplace Pop: 30,827

Households (HH} 31811
Avg HHIncome: $54,457

o 155 — Mapping and
| | Demographics

HH Growth (00-10F 3.0%
Proj. Growth (‘12-17 09%

15 Minute Existing
Trade Area Location

Proposed Site Scores

Address City State Customer Demographic Compefition AreaDraw Accessibility
BROADST & CENTERST Xz ST 104 109 105 99 93 \
Most Comparable Retailer's Location Scores
Address City State Customer Demographic Compefition AreaDraw Accessibility
335 HARDING PLACE NASHVILLE il 104 120 99 88 100
5316 CENTRAL AVENUE RHOXVILLE il 105 EE 75 37 76 -
T761SHARKEY WA TEXNGTON [ 103 103 103 103 20 arl a e CO reS an
40T MARKETST CHATANOOGA T 101 87 121 100 102
12913 SHELBVVILLERD LOUISVILLE T 100 50 110 100 95
2100 HWY 1005 TASHVILLE T 97 50 50 103 9% .
512 GRASSFIELD PKWY CHESAPEAKE VA £ 95 102 95 103 m r I R I I r
113 N PLAZADR NICHOLASVILLE 53 96 120 90 90 110
3132 PORTSMOUTH BVD. CHESAFEARE VA 9% 110 35 112 76
3535 OUTER LOOP LOUTVILLE (5 93 112 92 75 35 L t_
Buxton
2651 South Polaris Drive = Fort Worth, TX 76137 » Phone: (817)332-3631 = Fax: (817)332-3636* buxtonco.com
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TARGET RETAILER IDENTIFICATIO|
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TARGET RETAILERS

HOOTERS

Kona GriwL
kitchen « sushi « cocktails

FecTrzer  HOBBY

Mgﬁg%f’ SKY HIGH
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THE TRAMPOLINE PLACE

t.i t'l e n.i ne TRADER JOE'S

— =

Operational
Status

W Planet Beauty
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VISITOR INSIGHTS

CARSON, CA

Buxton



THE BUXTON SOLUTION

WHO

WE DEFINENHO YOUR BEST POTENTIAL VISITORS ARE

WHERE

WE IDENTIFYVHEREYOUR BEST POTENTIAL VISITORS ARE FOUND

VALUE

WE TELL YOU THEALUEOF YOUR BEST POTENTIAL VISITORS
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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. IDENTIFYyour market Gs visitors and understand their impact to the local
economy; know who has been shopping in your market across
multiple spending categories

3. UNDERSTANDNeir lifestyles and purchasing behaviors

4. ALIGN local businesses with visitors ©

consumer preferences dlwe

. /7
=R

¥
B

5. QUANTIFYby U.S. market where visitors
are coming from

) gﬂnﬁnww, 154

6. TARGETprospective visitors by marketing
In your best potential markets
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SPEND BY CONSUMER TYPE

B RESIDENT OVISITOR
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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:

CARSON, CA
RESIDENT SPEND VISITOR SPEND
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 Education 61% |At Least Some College Education 66%
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VISITOR HOUSEHOLD INCOME

$100K-$200K

$50K-$100K

LESS THAN $50K

| I |

60 110 160

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

Compared to Average Households
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VISITOR LIFESTYLE CHARACTERISTICS

CULTURAL ARTS
B YESE NO

ONLINE BUYER
B YESENO

GOLF INTERES

PHOTOGRAPHY INTEREST

CULTURAL ARTS
PHOTOGRAPHY INTEREST

BYESENO

GOLF INTEREST
B YESE NO

ONLINE BUYER

"

90

Carson, CA Visitor Spend Distribution

100 110 120 130
Index

Index of Carson, CA Visitor Spend Distribution

Compared to Average Households
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SEGMENTATION

All U.S. households are grouped into types based on
demographics and psychographics
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SEGMENTATION GUIDE

Steadfast Conventionalists Juan & Rosa
Conventional Generation X families located in selected coastal dity homes ﬂ1.08%|1.30%1
( Who We Are ) Channel Preference )

117 85

Technology Adoption

Wizards
\ J

Key Features

= Ethnically diverse

= Foreign travelers

= Family abroad

= Limited investments
= High school educated
= Health conscious

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

| DENTI FYI NG 0COREO CONS

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

17.33%
12.63%

Bars = Visitors & Residents
Line = Comparison Base
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