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OVERVIEW 

   WHAT IS ECONOMIC  
   RESTRUCTURING? 



ECONOMIC RESTRUCTURING 

 ECONOMIC – Creation of Economic Value (“Profit”) 
  Public and Private Investors 

ECONOMIC DEVELOPMENT – Adding Value (“Profit) 
  Jobs 
  Sales 
  Tax Revenues 
  Property Value 

ECONOMIC RESTRUCTURING – Adapting to current 
realities of the marketplace 



THE SIX FACTORS OF ECONOMIC 
RESTRUCTURING 

•  There are six basic factors that should be 
considered when undertaking economic 
activities. Without an understanding of 
these factors, it will be impossible to 
determine the direction that economic 
activity must take in order to bring about a 
successful effort. These factors are as 
follows:  



 FACTOR 1.  MARKET CONDITIONS AND 
BUSINESS CLIMATE 

•   Assessing this factor helps determine the 
status of the retail, residential and office/
service markets and their potential in your 
downtown. Information gathered related to 
population, incomes, retail sales, 
occupancies and rents is used to develop 
recruitment materials for attracting new 
businesses to downtown as well as 
retaining the good businesses we have. 



IMPORTANCE OF 
UNDERSTANDING THE MARKET 

•  Not just cheerleading 
•  Understand market realities 
•  Answer the “why?”-feasibility 
•  Provide meaningful assistance 
•  Successful businesses 
•  Profitable development  



Four Legs of Economic Feasibility 

Property Cost           Rehab Cost 
   

 Rent                                         
 Retail Sales 



ASSESSING THE MARKET 



•  Available Property Inventory 
•  Average selling price of property 
•  Average rents 
•  Average renovation cost of property 
•  Average new construction cost in the 

market 
•  Number of businesses by type/use 
•  Number of retail businesses by type 



•  Demographics/sales/population/income 
•  Parking/circulation/public space 
•  Available financing/incentives 
•  Sources of assistance 



MARKET CONDITIONS 
Example 

•  Vacancy         15%-20% 
•  Property Cost     $ 15-30 sf  
•  Rents/Commercial    $  2-5 sf  
•  Renovation Cost/sf    $  50-75 sf 
•  Retail Sales/sf    $ 125.00 sf 
•  Demographics    

–  Population     10,000   
–  Per Capita income    $20,000   

•  Physical Environment    Good 
•  Financing Tools     Conv/

Special 



Resources for Assessing the 
Market 

•  Real estate availability, cost and condition 

–  Personal Inventory/observation 

–  Local real estate representatives 

–  Property Owners 



Resources for Assessing the 
Market 

•   Current and potential sales for each retail 
category 

–  ESRI  (ESRIBIS.com/boa) 

–  CLARITAS ( sitereports.com) 

–  Retail Merchants Survey 



THE MERCHANT SURVEY 



RETAIL MERCHANTS' SURVEY FORM© 

Dear Downtown Merchants: 

The requested information is for the purpose of analyzing and comparing retail sales information for downtown with local, regional and national sales 
figures. This confidential information will be used to develop complete retail market information for prospective local and regional retail tenants for the 
downtown area, and to identify the potential for future business growth. Please complete this form as completely and accurately as possible and 
return to ___________in the enclosed envelope. To insure confidentiality, no business identification other than the NAICS number in item 3 is 
requested.  

1.                    My gross retail sales for 2004 were: ____Less than $50,000; ___$50,000-100,000; ___$100,000-150,000; ___$150,000-200,000; ___
$200,000-250,000; ___$250,000-300,000; ___$300,000-350,000; ___$350,000-400,000; ___$400,000-450,000; ___$450,000-500,000; ___ $500,000–
750,000; ___ $750,000-1,000,000; ___$1,000,000-2,000,000; _____$2,000,000-3,000,000; ___over $3,000,000 

2.                    The size of my store is _________square feet. 
(Square footage is determined by multiplying store length x store width x number of stories occupied by your business) 

3. My kind of business category is best described as NAICS code number ______ (see attached). You may use either the three or four digit number. 

4. My business increased _____or decreased _____in 2004 approximately _____% over 2003 sales. 

5. My business for the last six months of 2004 ____increased or ____ decreased  approximately____% over 2003 sales. 

6. I employ ________ full time and _____ part time people. (how many including yourself) 

7. My business has been open: ____less than 1 year;  ______; 1-3 years;  ___ 3-5 years;   
 ___ longer than 5 years. 

8. My 2004 Christmas sales: ____increased; _____ decreased   approximately ____ % over Christmas 2003. 

9. My three (3) best business months are 1.  2.  3_________. 

10.  Do you ___rent or ___own  your space? 

11.            What is your monthly rent (if rented?)  $__________ per month. 

12.         Do you expect to close or relocate your business outside downtown in 2005?  ____Close; 
 _____Relocate; _______Neither.  If closing or relocating, why? ___________________________________. 

13.         Please rank from 1-4 (with 1 being most important) the customers you feel are most important to     
  your business: 
a.                                  Downtown employees/office workers  _______ 
b.                                 Tourists/visitors    _______ 
c.                                  Local residents    _______ 
d.                                 Other     _______ 

14.     How much did you spend on advertising last year?   $_____________ 

15.     What advertising percentage was spent on Newspaper?________%  Radio?  ___________%  Television? ____________% 
       What other advertising media did you use?     _______________________________________    

Other Comments: (you may use the back of this sheet or another sheet if necessary)  







RETAIL SURVEY RESULTS 



THE CONSUMER SURVEY 









THE RETAIL REPORT 

•  ESRI 

•  CLARITAS 



RETAIL POTENTIAL 

•  SUPPLY    (Current Sales) 

•  DEMAND     (Potential 
Sales) 

•  GAP     (Difference between 
     Supply and 

Demand) 

•  LEAKAGE     (Lost 
Business) 



SUPPLY (SALES) 

•  ESTIMATED SALES TO CONSUMERS 
BY BUSINESSES IN THE GIVEN AREA 



DEMAND (POTENTIAL SALES) 

•  DOLLARS AVAILABLE TO BE SPENT ON 
RETAIL GOODS BY LOCAL 
CONSUMERS IN  GIVEN THE AREA 



GAP 

•  DIFFERENCE BETWEEN ESTIMATED 
SALES (SUPPLY) and POTENTIAL 
SALES (DEMAND) IN THE GIVEN AREA 

•  Supply – Demand = GAP (+-) 



SURPLUS 

•  RETAIL SALES THAT EXCEED THE 
POTENTIAL OF CUSTOMERS WITHIN A 
GIVEN AREA/SALES GENERATED 
FROM CUSTOMERS FROM OUTSIDE 
THE GIVEN AREA  



LEAKAGE 

•  RETAIL SALES LOST TO BUSINESSES 
OUTSIDE THE GIVEN TRADE AREA 



POTENTIAL 

•  RETAIL OPPORTUNITY 

•  LEAKAGE BY CATEGORY OF 
BUSINESS 



DETERMINING THE TRADE 
AREA 

•  On a scale map of your downtown 
business district, measure distance from 
the intersection at the CENTER of the 
downtown business district to end of 
business district at longest point, in miles 
or portions of a mile. (EXAMPLE: 1-block 
=500 feet +- : 1 mile =5,280 feet: 1-block = 
500 divided by 5280 = .09 miles) 



DETERMINE THE TRADE 
AREA 

•  Establish a 1-Mile Radius 

•  Establish a 5-Mile Radius 
•  Establish a 10-Mile Radius 

•  NOTE: A typical downtown primary trade 
area is a five-10 mile radius from the 
center of the downtown business district 





The Retail Report 



RETAIL POTENTIAL 





FACTOR 2.   BUSINESS MIX 

•  A market assessment and business survey can 
provide information related to the number and 
types of businesses currently in the downtown 
area. From this information, the potential for 
success of additional or different businesses can 
be determined. Additionally, a personal 
observation should be made to determine the 
physical location of businesses by type, in order 
to determine the best locations to site additional 
businesses. 







FACTOR 3.   REAL ESTATE AVAILABILITY 
AND CONDITION 

•  This factor addresses the ability to recruit 
development and business. If there are no 
available buildings or if they are overpriced 
or in poor condition, then it will be difficult 
to carry out the revitalization effort. 





FACTOR 4.   PHYSICAL ENVIRONMENT 
AND AMENITIES 

(DESIGN) 

•  The physical environment in which a 
business must function is critical to it’s 
success. Even the best businesses will not 
be successful if the surrounding 
environment is run down, with few 
amenities and is difficult to access. 



Facades Pocket parks 

Murals 

Streetscapes 

Infill & Parking 



FACTOR 5.   AVAILABILITY OF CAPITAL/
FINANCING 

•  It is critical that adequate investment 
capital and attractive financing be 
available for downtown projects. In 
addition to private capital and public 
financing tools, local financial institutions 
must be actively involved and supportive 
of development and business downtown. 



FACTOR 6.   BUSINESS AND 
DEVELOPMENT ASSISTANCE 

(ORGANIZATION AND PROMOTION) 

•  Business and investment decisions must 
be made based on complete and factual 
information. One of the most important 
services that can be offered to potential 
investors, is the provision of professional 
business and development assistance as 
well as marketing and promotion. 



BUSINESS AND DEVELOPMENT 
ASSISTANCE 

•  MARKET DATA 
•  FINANCIAL PACKAGING 
•  AVAILABLE PROPERTY LISTINGS 
•  BUSINESS PLANS 
•  BUSINESS CONSULTATIONS 
•  COOP MARKETING 
•  SALES TRAINING 
•  WINDOW DISPLAY 
•  RED TAPE CUTTING/FACILITATION 



MEASURING THE ECONOMIC 
IMPACT 

•   Increased private investment, occupied 
square feet, building renovations, upper 
story residential units, new businesses  
and jobs, the increased rental rates, tax 
base and utilities generated and any 
additional projects or incentive programs 
that were spurred by the new investment. 


