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Project Sponsors & Team

LISC thanks State Farm for their
generous support of this project, as
well as their overall commitment to
LISC’s community building work in

Duluth.
LISC MetroEdge is a program of the The University of Minnesota Extension
Local Initiatives Support Corporation Center for Community Vitality makes a
(LISC). It works in urban markets difference by engaging Minnesotans to
nationwide assisting CDC's, local strengthen the social, civic, economic
governments, developers and business and technological capacity of their
associations to define their market communities through the faculty and staff
potential and suggest initial starting in its Leadership and Civic Engagement
points to achieve that potential. and Community Economics program

areas.
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Introduction

At Home In Duluth
Creating Neighborhoods That Work

The goals of At Home in Duluth, Duluth's Sustainable Community
Initiative include:

Developing, preserving, and
Investing in housing and real
estate.

Increasing family income
and wealth.

Stimulating economic
activity, locally and
regionally.

Improving access to quality
education.

Fostering livable, safe, and
healthy environments.

S

At Home in Duluth
Neighborhoods

Central Hillside
East Hillside

Lincoln Park

Morgan Park
West Duluth



Our Goals

* Profile the current and likely potential customers for each Lincoln
Park and Clyde Park, including:
— Local residents of Lincoln Park
— Region residential customers
— Work force in Lincoln Park

— Users and spectators of the Duluth Heritage Sports Center, Boys and Girls Club,
Duluth Children’s Museum (planned)

* Inform the Clyde Park investors and stakeholders regarding how they
might reach each customer group to increase frequency of visits and
revenues and to promote the civic and social value to Duluth of this
unique business and recreational mix.

* Advise the Lincoln Park Business  Group about the current and near
term business potential of their markets and to suggest actions which
would tap that potential in the near and intermediate term,18-36 months.

« Identify the value of cross market collaborations ~ and suggest
strategies for working collaboratively in market making.
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Process & Methodo

Phase |

Information Gathering
(January 2009)

Phase Il

Community Review
(March 2009)

ogy

.l

Walking and driving
assessments

Meetings with
board, staff and
stakeholders

Institutional,

Businesses Public &

lected Officials

National data
collection and
analysis

Local data collection
and analysis

Interviews and fact
finding

Discuss initial
findings with staff
and stakeholders

Phase llI

Presentation &
Implementation
(July 2009)

» Study completed

* Present completed
assessment and
suggest action
plans

» Board, staff and
partners use results
to create/refine work
plans
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—MetroEBHGE




Introduction

Presentation Overview

« A summary of key market characteristics, assets,
opportunities and challenges for current and near term
commercial and retall businesses within Lincoln Park

e An introduction to materials which can inform
businesses, investors and civic leaders regarding how to
capitalize further on their significant commercial
Investment in Lincoln Park and Clyde Park

» Suggested market making strategies and actions for
LPBG and for Clyde Park stakeholders

o MetroEDGE



Presentation Overview

Bl Trade Areas

B Access

m Lincoln Park/Clyde Park Customer Demographics
Retail Demand and Supply

Leadership, Partners, Investors

Market Assets, Challenges and Recommendations
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Key Findings

« Lincoln Park has good access and is a good location, but it needs cleanup especially
along the paths in and out of the neighborhood and in front of Clyde Park.

« Lincoln Park has more customer groups than most traditional convenience markets,
including:
— Now: Residents & Employees
— New: Restaurant Customers and Players
— Potential: Tourists, Children and their families

« Traditional convenience retail opportunities in Lincoln Park are modest and face
significant competition.

 For comparison shopping, there is more of a market, but the opportunities require
focused work to create retail ready spaces and places.

« Destination retail and other experiences can work as Clyde Park is proving - the
ingredients are there for success. Finishing the basic planned development
(Children’s Museum), improving visibility and taking advantage of the cross market
opportunities are key to further success.

LISC
—MetroEDGE
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Trade Areas

Market data was assembled for three trade areas. These are
residentially based market trade areas, each centered in Lincoln Park.

Lincoln Park Convenience Trade Area:
Used to profile retail uses and gaps for the neighborhood
residents in Lincoln Park.

Duluth 15 Minute Drive Time Trade Area:

Used to profile the nearby customer market who would find the
market a reasonable distance when doing comparison shopping for
items such as furniture or a nice dining experience or a recreational
opportunity.

Metro Duluth 45 Minute Drive Time/Destination Trade Area;

Used to profile the customer market for retail uses that have a
regional draw.
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All Trade Areas

|
Saint Louis County
Cariton Count

45 Minute Drive Time
Trade Area (1,169
Square Miles)
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Trade Area

Lincoln Park Trade Area

= K X P
%le p

Lincoln Park
Convenience Trade
- Area: Usedto
evaluate retail uses
and gaps for the
neighborhood
residents in Lincoln
Park.
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Access
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L ocation 1S an Asset

« Lincoln Park is between much of the goings and comings in
Metro Duluth including access to/from Superior, WI

e To go from West Duluth to downtown or from downtown to
Wisconsin one travels through Lincoln Park

« Lincoln Park houses the port, transit hub and a primary
iIndustrial distribution center for the region

 The neighborhood market is the home of a host of new civic,
recreational and commercial investments

 Today and into 2012, due to work on 1-35, a typical commuter
will find themselves driving past Clyde Park and through
Lincoln Park’s commercial center

14

P.14



Access as a Challenge

e Although access to Lincoln Park via car from downtown is easy,
the path is not attractive, and Clyde Park is invisible until you
are there.

« Bus routes serve Lincoln Park but need better location for stops
and greater frequency.

« Connectivity within Lincoln Park is marked with weeds, train
tracks and partially completed roads which are under
construction. Signage is limited to a couple of banners on the
top of Athletic Republic and the Duluth Heritage Sports Center.

o Access is especially difficult for children such as those who

might go between the new school and the Boys and Girls Club.
15
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Lincoln Park and Clyde Park Customers

16



Customers: Residential Income and Demographics

Population & Households

Population Population Households
2000 2010 2010
Lincoln Park 6,504 6,145 2,167
15 Min Drive 121,243 121,132 50,135

45 Min Drive 177,946 181,021 73,575

17
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Customers: Residential Income and Demographics

Median Household Income

Traditional retailers and businesses evaluate median income first

2000 2010

Lincoln Park $24,533 $34,847
15 Min Drive $34,129 $45,969

45 Min Drive  $36,824 $48,709

18
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Customers: Residential Income and Demographics

Lincoln Park Household Income Diversity

35.0% -

30.0% -

25.0% -

20.0% -

15.0% -

10.0% -

5.0% -

0.0% -
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« But there is so much more to evaluating
the Lincoln Park customer potential,
starting with income diversity

* One third of households in Lincoln Park
earn $50,000 or greater

2000
2010

<$15,000 $15,000- $25,000- $35,000 - (" $50,000 - $75,000 - $100,000+
$24,999 $34,999 $49,999 544,999 $99,999
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Middle To Upper Income Households

P. 20

HHI above $50k

Lincoln Park
15 Min Drive
45 Min Drive

Lincoln Park
15 Min Drive
45 Min Drive

Customers: Residential Income and Demographics

Middle to upper
Income HHs 2000

529
15,797

24,936

Change
2000-2010

62.8%
45.8%
43.8%

Middle to upper
Income HHs 2010

861
23,037
35,849
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Customers: Residential Income and Demographics

Age and Education

Age Distribution, 2010

Under 18 15-34 35-64 Over 65
Lincoln Park 1,229 2,020 2,282 614 50% of the population
are below 34 years
15 Min Drive 19,360 38,396 45,216 18,160 old — a prime retail
45 Min Drive 30,374 52,298 71,353 26,996 target market
Population 25+ by Educational Attainment
_ _ _ 50% of the population
Lincoln 15Min- 45Min i | incoln Park over
Park  Drive Drive age 25 attended
Total 3,882 78,904 120,557 college
Less than 9th Grade 3% 3% 3%
9th - 12th Grade, No Diploma 10% 7% 7%
High School Graduate 37% 31% 33%
Some College, No Degree 26% 23% 23%
Associate Degree 11% 8% 9%
Bachelor's Degree 11% 19% 17%
Graduate/Professional Degree 3% 9% 8%

P.21
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Customers: Residential Income and Demographics

Other Demographic/Household Indicators

Lincoln Park
Residential

Average household
size of 2.19

Duluth 15 Minute
Drive Time

Average household
size of 2.22

Metro Duluth 45
Minute Drive Time

Average household
size of 2.30

P.22

80%

70% -

60%

50% -

40% -

30% -

20% -

10% -

0% -

Home Ownership 2010

70.1%

50.3% 49.7%

Lincoln Park 15 Min Drive 45 Min Drive

22
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Customers: Employers and Employees

Lincoln Park Businesses

Local businesses account for a customer group as nu merous as
the residential population.

Businesses make markets by:

« Bringing their employees to Lincoln Park

» Bringing their customers to Lincoln Park

* Investing in Lincoln Park’s infrastructure and growing
retail and commercial opportunities.

Total Businesses: 424

Total Employees: 5,200

23

P.23



Customers: Employers and Employees

Lincoln Park Employers
Attract Customers and Are Customers

* 424 businesses in Lincoln Park with 5,200 employees

— 9 business with 100+ employees

— 16 businesses with 50 — 100 employees

— 550 employees in 24 businesses on Garfield Ave

— 2,300 employees in ‘business to business’ industries

Thus, a workforce ready to buy many of the
comparison goods and services such as furniture,
specialty home furnishings and everything for your
car.

24
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And another customer group new to the
neighborhood — Clyde Park Customers

 Clyde Park Restaurant & Bar: An attractive new restaurant
serving Lincoln Park visitors and residents; and an event
space bringing thousands more for community events and
concerts

 Hockey: Families, Players and Community numbered 84,000
— DAHA, High School — league games and tournaments
— Special events, camps, free skate

* 445 members of the Boys and Girls Club — youth participants
and their families who come from 25 surrounding zip codes

e Duluth Children’s Museum, with projected annual attendance
when open at Clyde Park of 81,000

25
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Duluth Heritage Sports Center

sample of event participants and spectators

e 84,000 players and spectators — nearly
two/thirds come from outside Duluth
— 36% come from the City of Duluth
— 22% from the surrounding region
— 42% from the Twin Cities or out of state

* 14,600 players, most between 9-18 years
old, some as young as 5 years old

26
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Customers: Visitors

Who Are These Customers?

Clyde Park Restaurant Duluth Heritage Sports Center

* Restaurant customers may . : :
be from the City or outside 2 of 3 are from outside the City

«  They may be coming to/from  Families with one or more
an event at the Sports hockey players, spectators
Center now, or from the watching them, siblings looking
Children’s Museum in the for other activity
near future « May be seeking a place to eat or

play while at Clyde Park

Boys and Girls Club Duluth Children’s Museum
 From Duluth and the region,
. More likely to be from the attending the museum (future)

Lincoln Park neighborhood or events (ngw)
or City of Duluth  May be seeking a place to eat

while at Clyde Park

e Children and families

What else might they be coming from or going to?
 Wade Stadium — (131,000 people attended tournaments, games
and special events in 2009)
 Wheeler Park including the skate park, softball/baseball fields,
tennis courts and more 27
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Customers: Visitors

Duluth Is A Destination

Who Comes?

« Vacationers, especially families
 Weekend Getaways

* Four seasons recreation, from skiing to boating to leaves
changing to events such as:

— Lincoln Park District Walleye Open — Spirit Valley Days

— Duluth Airshow — Annual Fall Festival at Chester Bowl

— Annual Bayfront Blues Festival — Duluth's Big Jig Ice Fishing Contest & Festival
— Lake Superior Dragon Boat Festival — John Beargrease Sled Dog Marathon

From Where?

« According to Visit Duluth research, more than 70 percent of

Duluth’s visitors come from the Twin Cities -

P. 28



Customers: Summary

Customer Summary

The convenience market residents make up a critical customer
base today for local businesses, providing steady interest and
energy to Lincoln Park businesses. They however are only the
starting point for a robust customer base for both Clyde Park
and Lincoln Park that includes:

—Lincoln Park & Regional Residents
—Work Force

—Recreational Users

—Tourists and Visitors to Clyde Park Businesses

29
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Retall Demand and Supply
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Retail Buying Power

Lincoln Park has 13 times the buying power per squa re
mile than the region and 4 million more per square mile
than the 15 minute Drive Time.

Total Residential Retail Spending

Retail Spending Per Square Mile
Lincoln Park $46,891,000 $13,956,000
15 Min Drive $1,105,105,000 $10,942,000
45 Min Drive $1,809,642,000 $1,548,000

Employees $48,254,000 n/a

31
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Retail Demand and Supply

Lincoln Park Retail Market

Retail Industry Group

Food Services & Drinking Places

Food & Beverage Stores

General Merchandise Stores

Bldg Materials, Garden & Supply Stores
Health & Personal Care Stores

Furniture & Home Furnishings Stores
Clothing and Clothing Accessories Stores
Electronics & Appliance Stores
Miscellaneous Store Retailers

Sporting Goods, Hobby, Book, & Music Stores

Gasoline Stations

P. 32

Demand

$6,638,365
$6,758,873
$5,432,762
$1,222,457
$1,174,577
$1,266,915
$1,409,037
$819,468
$692,253
$510,742
$7,055,982

Supply

(Retail Potential) (Retail Sales)

$6,103,683
$2,069,057
$0
$4,700,780
$1,386,269
$10,187,634
$436,673
$728,843
$4,141,822
$604,382
$15,613,180

Retail Gap
$534,682
$4,689,816
$5,432,762
$-3,478,323
$-211,692
$-8,920,719
$972,364
$90,625
$-3,449,569
$-93,640
$-8,557,198
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Retail Demand and Supply

Surplus represents
areas where customers are
coming into the market
to shop

Lincoln Park

33
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15 Minute Drive Time Retall Market

Retail Industry Group

Food Services & Drinking Places

Food & Beverage Stores

General Merchandise Stores

Bldg Materials, Garden & Supply Stores
Health & Personal Care Stores

Furniture & Home Furnishings Stores
Clothing and Clothing Accessories Stores
Electronics & Appliance Stores
Miscellaneous Store Retailers

Sporting Goods, Hobby, Book, & Music Stores

Gasoline Stations

P.34

Demand

(Retail Potential)

$172,054,240
$168,921,962
$136,629,116
$37,843,797
$31,505,763
$35,458,596
$34,411,812
$22,039,969
$18,173,832
$14,495,064
$189,214,748

Supply
(Retail Sales)

$233,018,784
$233,010,631
$203,434,845
$96,823,516
$50,467,183
$62,868,259
$57,452,591
$43,065,922
$32,116,740
$29,989,499

Retail Gap
$-60,964,544
$-64,088,669
$-66,805,729
$-58,979,719
$-18,961,420
$-27,409,663
$-23,040,779
$-21,025,953
$-13,942,908
$-15,494,435

$310,761,456 $-121,546,708
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Metro Duluth 45 Minute DT Retall Market

Retail Industry Group
Furniture & Home Furnishings Stores
Electronics & Appliance Stores

Bldg Materials, Garden & Supply Stores

Food & Beverage Stores

Health & Personal Care Stores

Gasoline Stations

Clothing and Clothing Accessories Stores
Sporting Goods, Hobby, Book, & Music Stores
General Merchandise Stores

Miscellaneous Store Retailers

Food Services & Drinking Places

P.35

Demand

(Retail Potential)

$49,557,777
$31,572,966

$55,762,687
$253,318,118

$44,770,135
$271,530,224
$46,351,452
$19,318,493
$194,502,537
$28,779,565
$246,074,788

Supply
(Retail Sales)

$71,738,591
$45,617,090

$111,074,357
$295,204,462

$54,886,753
$388,006,604
$59,583,779

$31,570,772

$239,318,425
$37,856,038

$280,290,506

Retail Gap
$-22,180,814
$-14,044,124

$-55,311,670
$-41,886,344

$-10,116,618
$-116,476,380
$-13,232,327
$-12,252,279
$-44,815,888
$-9,076,473
$-34,215,718
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Retail Demand and Supply

Retaill Demand and Supply
Highlights

 Traditional neighborhood serving convenience retail
opportunities in Lincoln Park are modest and face significant
competition such as from over the hill.

« Duluth is a regional a shopping, service and entertainment
destination.

« Lincoln Park has spotty comparison shopping today, some of
which is succeeding now. The strategy should be to focus on
retail categories and specific locations where there is already
success.

e The ingredients exist for destination retail in Lincoln Park
given the draw of Clyde Park and the example of the Duluth
Grill, which succeeds by serving the different customer groups

(reS|dent workers and visitors). a6
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Leadership, Partners, Investors

pP. 37
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Lincoln Park and Clyde Park Leadership

 Duluth is a model of civic engagement and
community support/investment

e Duluth has made a commitment to community
and business development in Lincoln Park

— City Elected and Staff Leadership
— LISC At Home in Duluth

— NHS, Lincoln Park Business Group
— Community, Residents

 Clyde Park Leaders and Investors

— Beacon Bank, Zeppa, LISC and NEF and others came
together with Alex Giuliani to make the project real

— The civic and business community committed to
building the Duluth Heritage Sports Center

38
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Leadership

39
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Key Market Assets, Challenges and
Recommendations
(separate documents)
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Definitions

 Buying Power Total dollars available for retail spending by trade area residents (based on
disposable income)

 Supply (retail sales) estimates sales to consumers by establishments.

« Demand (retail potential) estimates the expected amount spent by consumers at retalil
establishments. An MPI compares demand for a specific product or service in an area to
the national demand for that product or service.

 Leakage/Surplus presents a snapshot of retail opportunity.

 Leakage (positive value) means that market demand is greater than market supply.
Customers are leaving the Lincoln Park trade area to shop for goods and services that are
not available locally and are “leaking” out of the market.

e Surplus (negative value) means that the existing number of businesses is greater than the
demand, and retailers are attracting shoppers from outside of the Lincoln Park trade area.

 The retail gap represents the difference between retail potential and actual retail sales4 1
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Contact Us

 Helen Dunlap and Jake Cowan
hdunlap@hdunlapconsulting.com & jcowan@lisc.org
1-866-828-1599
www.metroedge.org

« Pam Kramer and Nan Stubenvoll

« pkramer@lisc.org & nstubenvoll@lisc.org
218-727-7761
www.duluthlisc.org

 John Bennett
[bennett@umn.edu & 218-726-6471
www.extension.umn.edu/community

42
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