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Agenda and Introductions

 Retail Scan Goals: Use market data and on-the-ground
assessments to:

— Inform TRP and ESDC, their institutional and community
partners about the commercial market assets, opportunities,
challenges and liabilities; and

— Suggest strategies and tools which will improve retail choices for
consumers and business viability for current and future owners
and operators.

 Next Steps: TRP and ESDC, in partnership with local businesses
and other stakeholders, will take the lead to select and support
actions to address the opportunities, challenges and strategic
recommendations in concert with its partners.




Methodology

LISC MetroEdge Methodology

e

Phase |

Site assessment- + Collection and e LISC MetroEdge
‘{gﬁ'rks'ng and driving analysis of national ~  Retail Scan

Presentations,
including suggested
starting points

« Work-plan developed
by local stakeholders

and local data

« Convening of
stakeholder group

 Meeting with
businesses and
community

stakeholders
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Key Findings
Key Findings
« PILSEN IS ACOOL PLACE TO LIVE: Easy access to goods and services like grocery  wa.,

stores, bakeries, an active artist community and multiple yearly neighborhood events
increase the quality of life of the residents.

-y PILSEN IS A COOL PLACE TO VISIT: Strong Mexican identity makes Pilsen a
’ destination for food, merchandise, arts and events/festivities.

‘_'."h; « ACTIVE LOCAL LEADERSHIP: the Alderman is active and committed to bringing the ; _,::‘
: resources critical to successful retail. Other institutions/partners like Eighteen Street
Development Corporation, TRP, Chicago Community Bank and the National Museum of "-“g@

Mexican Art are also active and an important part of the community leadership. t

\
« DIVERSITY AND DENSITY ARE IMPORTANT CHARACTERISTICS OF THE PILSEN i

y e

RESIDENTIAL COMMUNITY: The percentage of middle income households has &
increased by over 100% since 1990 with a density of 3 times greater the number of e
middle income households than in a typical square mile in Cook County. E‘;‘-&.

« BUYING POWER IS STRONG IN PILSEN: The Convenience Trade Area has $341
Million in Concentrated Buying Power per square mile, almost four times greater than
Cook County.

'« RETAIL OPPORTUNITIES IN PILSEN: Opportunities for new or expanded retail with
potential to serve both convenience and destination retail trade areas.
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Study Area

e The 18" St trade area is a
Convenience Trade Area , which
typically includes “Saturday
morning” shopping needs such as
pharmacies, groceries, dry

3 167 Street > cleaners, auto repairs or hardware
g = stores. The boundaries used in

g_ 0 this study are 16t St. on the north,
& Cermak Rd = the expressway on the east,

2 Cermak Rd on the south and

Western Ave. on the west.

LISC
—MetroEBGE



Study Area

Cicero Avenue

Fullerton Ave.

59t Street

Study Area

The Drive Time Trade Area is
based on an approximate 15
minute drive time from 18t St. and
Blue Island Ave. This trade area
can be used to evaluate
comparison or destination
shopping retail goods and
services that people from outside
the neighborhood would typically
access such as furniture stores,
ethnic food and restaurants
clusters as well as large general
merchandisers like ‘Big Boxes'.
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Public Transportation

e QOver 1,300 people on an
average weekday and over
800 people on Saturdays
enter the 18" St. Pink Line ‘L’
Stop- these represent
potential customers.

18 st * Busses carry thousands to
and through Pilsen — 20,134
Cermak Rd. on the Ashland bus, 22,675
. on the Halsted Bus and
" 12,750 on the Blue Island &
o 26t Street Bus.

e Three Pink Line ‘L’ Stops and
six buses make Pilsen an
accessible community!

Damen Ave.
Ashland Ave.
Halsted Ave



Access

17,500- On Damen

Ave. near 19t St.

32,100- On Ashland
Ave. near Cermak RD

14,200- On Cermak
RD near Leavitt St.

<

\

raffic Counts

19,200- On Halsted
Ave. near 19t St.

14,200- On Cermak
RD near Loomis St.

¥

12,800- On Blue Island Ave.
Near Ashland Ave.

/
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Demographics and Income

Demographics and Income
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Demographics and Income P. 12

Median Income and Income Density

Convenience Trade Area;

« Median Income is a
traditional starting point for
retailers but it does not reflect
the full story of the market.

: « Toillustrate, since 1990 the

Trade Area had a dramatic
increase in the number of
$ % middle income households,
T with an increase of 105%. In
contrast, Cook County
experienced a 17% increase.

- « The Trade Area has three
times more middle income

households per square mile,
- than a typical square mile in
& | () ) ¢ ; *

Cook County.

12



Demographics and Income

middle to upper income households of 247%, 2.7 more than Cook County.

Income Distribution Trend in the

Convenience Trade Area

Since 1990, the Convenience Trade Area has seen an increase in the number of

From 2000 to 2008 the number of middle to upper income households improved
by 44%, four times more than Cook County.
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Demographics and Income

Income Distribution Trend In the
15 Minute Drive Time Trade Area

The 15 minute drive time has significant income diversity.

15 Minute Drive Time Trade Area

65%
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50%
45%
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Age Distribution

Age Distribution in the Convenience Trade Area

25%
20% -
15%
1990
10% A E 2000
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Source: Claritas 2008, LISC MetroEdge metrics

Age Distribution in the 15 Minute Drive Time Trade Area
25%

20%

15% -

E1990

10% - I

5%

B E2000
I 2008

0%

Source: Claritas 2008, LISC MetroEdge metrics

* The Convenience Trade
Area is characterized by:

- moderate decline in the
percentage of children;
and

- an adult population that
has grown steadily.

» Additionally, many seniors
in this community spend
their winters in Mexico.
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Demographics and Income

Number of Families

Number of Families in the Trade Area

10,000
9,000 +
8,000 -
7,000 ~
6,000 -
5,000 -
4,000
3,000 -
2,000 +
1,000 -

0 a

@ 2000
m 2008

Source: Claritas 2008

Number of Families in the Drive Time

160,000 147-806 152,675
140,000 1
120,000 1
100,000

@ 2000
B 2008

80,000
60,000

40,000 ~
20,000 -

Source: Claritas 2008

The total number of
families in the
Convenience Trade Area
and the 15 Minute Drive
Time have risen
moderately since 2000.
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Demographics and Income

Household Types in the
Convenience Trade Area

Perceived shift to single headed households in the Convenience Trade

Area is slight.
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Source: Claritas 2008, LISC MetroEdge Metrics
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Educational Attainment in the
Convenience Trade Area

Educational Attainment in the Convenience Trade Area
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Retail Demand and Supply

Retall Demand and Supply
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Retail Demand and Supply P. 20
Concentrated Buying Power

The Concentrated Buying Power in Pilsen is $341.2 million almost four times _ that of
a typical square mile in Cook County!

1& #2- + 3" % % 0

B &
() ) *
a) -

& ()) 7 ) ¥

Pilsen’s buying power ranks number 8 out of the 77 community areas in the City!



Retail Demand and Supply

Kostner Ave

P.21

Adjusted Float, 18" St. Convenience Trade Area
Adjusted for Competition — 2.5 miles around

Chicago Ave.

43rd St

» Retall Float, a measure of the
amount of unmet retalil
opportunity in the study area, is
calculated as the difference
between buying power
(demand) and retail sales

(supply).

» Adjusted retail float takes into
account competing retail
destinations within 2.5 miles of
the Convenience Trade Area. It
Is based on the size of the store
and the distance of the store
from the trade area.

21



Retail Demand and Supply

Convenience Trade Area Adjusted Float

P. 22

Adjusted Float

as a Percentage
Category Demand Supply Float Adjusted Float | of Demand
Electronics & Appliance Stores 8,940,000 776,000 | 8,160,000 7,800,000 87%
General Merchandise Stores 51,300,000 5,370,000 {_45,900,000 41,600,000 81%
Furniture & Home Furnishings Stores 7,420,000 3,180,000 4,240,000 2,990,000 40%
Building Material, Garden Equipment & Supply
Dealers 24,900,000 | 6,830,000 | 18,000,000 9,660,000 39%
Clothing & Clothing Accessories Stores 20,600,000 | 10,600,000 | 10,000,000 4,770,000 23%
Health & Personal Care Stores 21,100,000 | 13,900,000 | 7,240,000 4,050,000 19%
Sporting Goods, Hobby, Book, & Music Stores 6,480,000 4,850,000 1,630,000 746,000 12%
Food & Beverage Stores (Grocery Stores) 59,300,000 | 26,400,000 | 32,900,000 1,290,000 2%
Gasoline Stations 41,800,000 | 22,800,000 | 19,000,000 79,500 0.19%
Miscellaneous Store Retailers 7,690,000 6,570,000 | 1,120,000 -31,000 N/A
Foodservice & Drinking Places (Restaurants, A)
Bars) 41,800,000 33,200,00& 8,560,00 -4,200,000 N/A

Positive float reflects a market to be captured and a negative float represents market
capture. For instance, $8.5 million is leaving the community in the Foodservice &
Drinking Places category. However, the negative adjusted float of -4.2 million for
restaurants means that other markets are capturing potential dining customers.



Retail Demand and Supply

Foodservice & Drinking Places
(Restaurants, Bars)

Food & Beverage Stores (Grocery
Stores)

Clothing & Clothing Accessories
Stores

Furniture & Home Furnishings
Stores

Sporting Goods, Hobby, Book, &
Music Stores

Electronics & Appliance Stores

Miscellaneous Store Retailers

P.23
Convenience Trade Area
Ad|usted Float
P | $8,560,000 | |

Retail Float
represents
OPPORTUNITY
going elsewhere!

Examples: ‘

General Merchandise: Target, Dollar Stores, Macy’s

Food & Beverage Stores: Grocery Stores, Bodegas,

Produce Stores

Foodservice & Drinking Places: Fast food, Sit-down

restaurants

$45,900,000

General Merchandise Stores

Building Material, Garden
Equipment & Supply Dealers

Health & Personal Care Stores

Gasoline Stations

$18,000,000

$0 $5,000,000

B Adjusted Float m Float

T T T T T
$10,000,000 $15,000,000 $20,000,000 $2XO0 $30,000,000 $35,000,000 $40,000,000 $45,000,0000,088,000



Investments
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Investments

P. 25

Home Ownership Rate

Home Ownership Rate in the Trade Area

76% 75%  76%

100%

80%

60%

40%

20%

0%

24% 25% 24%

Owner Occupied Renter Occupied
Source: Claritas 2008, LISC MetroEdge Metrics

Home Ownership Rate in the Drive Time

Pilsen is predominantly a renter

@ 1990 community. In contrast, the Drive
'iggg Time Area has seen a small but
a

steady growth in ownership.

Both trade areas have seen an
Increase in income diversity of
renters and homeowners.

=249
[

170

65% 65%

35% 35%

29%

Owner Occupied Renter Occupied
Source: Claritas 2008, LISC MetroEdge Metrics
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Investments

New Purchase Loans

New purchase loans lags behind the region, although there is a active
market in the Convenience Trade Area, reflected by a total of 143 loans
in 2007.

*

| B &
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Investments

Public Investments

Improvements for Cermak Rd and Blue Island Ave. total $16 million, and
includes: sidewalks, light poles, landscape and drainage.

$36 million expansion of Juarez High School have been invested in the
school, including new or upgraded performing arts center, soccer field, eight
new classrooms.

A $150,000 investment has been made in El Paseo to date. Phase One
includes a walking path along Sangamon from 21st St to Cullerton with
prairie grass and a community garden. The Community Image Task Force
has partnered with local artists to create benches as public art.

Jefferson Park has $1.2 million in improvements for a new playground, new
garden and green space.

27
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Partners and Stakeholders
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Partners and stakeholders

Pilsen has committed organizations and

leadership investing in community improvement.

Many are focused on fostering healthy commercial co rridors.

THE RESURRECTION PROJECT

EIGHTEEN STREET DEVELOPMENT CORPORATION
ALDERMAN AND CITY REPRESENTATIVES

PILSEN NEIGHBORS COMMUNITY COUNCIL
PILSEN PLANNING COMMITTEE

NATIONAL MUSEUM OF MEXICAN ART

ILLINOIS HISPANIC CHAMBER OF COMMERCE
ACCION

CHURCHES



Core Market Assets and Characteristics

Summary: Core Market Assets

e PILSEN IS A DESTINATION FOR MANY USING THE FULL ARR AY OF TRANSIT CHOICES:
TRAIN, BUS AND CAR - Pilsen is easily accessed as evidenced by the traffic counts and public transit
ridership.

 IMPROVING HOUSEHOLD INCOMES WITH DIVERSE DEMOGRAPHICS -- A steady increase in the
income diversity in the community and surrounding areas make Pilsen a solid market.

« GREAT RETAIL DEMAND AND FLOAT - Pilsen has strong buying power in several categories like
general merchandise and food & drink that translates into opportunities for retailers and investors.

* ORGANICALLY GROWN RETAIL MARKET -- The retail market has grown organically in the past few
years and is ready to significantly grow as both a local and destination market. ESDC is taking the lead
role to organize a business association either through the Pilsen Marketing Cooperative (Pilsen Coop) or
other association structure.

« A COMMUNITY OF ARTS -- Continuous recognition by insiders and outsiders of special events such
as We are Hip Hop, Pilsen Arts and Cultural Festival, several Dia de los Muertos celebrations and the
public art and dozens of murals of the community, make Pilsen simply a cool place to visit.

« A COMMUNITY OF FESTIVALS - Pilsen is a destination for festivals with several events year round
like Fiesta del Sol, Mole de Mayo, jBuen Provecho! Pilsen, Tardes en El Zécalo, local church kermes etc.

« NATIONAL MUSEUM OF MEXICAN ART -- Civic and cultural attractions which are world famous,
such as the National Museum of Mexican Art, bring thousands of visitors to the community.



Challenges

Challenges
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Challenges P. 32

Principal Challenges

. Pilsen’s commercial character is at a pivotal juncture. Natural development is
beginning to occur both on and off major corridors. Some is consistent with
community goals and some are not.

- Setting clear goals for the corridor and then focusing resources is critical now as
the market is changing.

- Businesses are scattered within the residential community and would best serve
the community and the corridor by relocating on 18th St.

- Affordable space is increasingly scarce.

. Improving appearance and aesthetics is a basic starting point for the success
of any corridor.

- Several of the buildings and businesses would benefit from an improved B
appearance. Currently many of them onl18th street are vacant and/or underutilized,
which breaks up the retail flow.

- While public investment has been completed, including extensive investment in art
and streetscapes at Blue Island and 18th Street, completion of these
improvements will be critical to attracting additional business interests.

- Given the goal to retain the historic character and scale of the community,
preservation and/or sensitive architectural design will need to be incorporated into
any reconstruction or developments on key sites and corridors.

. Crime and perception of crime continues to be an issue for business owners,
residents and visitors.



Challenges

Challenges

Events have defined the marketing efforts of business and their supporting
organizations. Regular and consistent marketing is often discussed but not
Implemented with any consistency. Coordination has been challenging.

— The various retail groups are not of one mind and in fact often disagree as to
goals and approach. Institutions and retailers are all busy and working to serve
their various constituencies and mission.

— Many retailers, who have been in business for years, are unaware or
unconcerned that the customer base has shifted.

Parking continues to be a major issue identified by major stakeholders.
Solutions should be geared to improving customer access to local
businesses while creating other options for those residents and employees
that need them.

33
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Challenges P. 34

Crime and Safety

Per 1,000 people the Pilsen Community has
less Violent and Property Crimes than the rest
of the City of Chicago.

. * Violent Crimes: the City has 2.4 times
more violent crimes per 1,000 people
than the trade area.

* Property Crimes: the City has 2.2
) - times more violent crimes per 1,000

v s s & people than the trade area.
vea s 2s *The community is actively working to further
3% .5 mitigate crime by:

» Participating in the Clear Path Project
 Regular Beat Meetings — 3 times a
month
» Pilsen National Night Out- Hosted in
2009 by El Hogar del Nino
» Resurrection Basketball League

i

&
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Strategies
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Strategies

Strategic Recommendations

The following strategies have been formulated to capitalize on today’s business
development opportunities in Pilsen and to address challenges which constrain retalil
business improvements. Each is intended to suggest a series of actions which if
implemented now will improve retail choices for consumers and business viability for
current and future owners and operators.

Retail Business Support: Focus the considerable energy and technical expertise
of TRP, ESDC, the Alderman and the City, the Hispanic Chamber of Commerce and
the others on increasing the density of viable business on 18" St. from Damen
Ave. to Halsted Ave. and Blue Island Ave. from Cermak Rd. to the Viaduct. Business
miX, customer service and product choices would reflect and enhance the unique
character of Pilsen.

Appearance: Target resources and elbow grease to corridor clean up  including
addressing partially occupied buildings, streetscape amenities and overall
appearance. This effort would also increase the sense of safety for all.

Marketing, Marketing, Marketing!!! According To Plan.

Coordinating the Various Efforts:  Encourage the various business, community and
civic bodies to not only work to improve the environment for businesses on the key
corridors but do so cooperatively. Collectively these efforts should support the
overarching vision for Pilsen planned for in the Quality of Life Plan.
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Strategies
Retall Business Support

Goal: Increase the density of attractive successful businesses on key corridors
serving the various markets’ — local and regional.

Targeted Business Retention and Attraction

 Work with the Alderman and community stakeholders to focus on existing and new
businesses, by encouraging retention of long successful local business and the
attraction of new businesses. This builds upon the Mexican market as well as filling
gaps in the access of goods and services for local residents.

 Use the LME study to partner with TRP, ESDC, and the lllinois Hispanic Chamber of
Commerce and other institutions to identify and recruit target business that are
missing to fill out the street.

» Deploy technical and financial services such as those provided by ACCION Chicago
and ESDC assist local business owners. Target particularly gaps in the market such
as hardware stores, food and beverage, and general mer  chandise.

* Help the business community understand the new customer base and improve their
product mix, customer service etc.

— Sponsor Customer Surveys at least annually.

— Conduct Retail Audits for interested businesses to better understand the new
customer base.
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Strategies

Appearance and Aesthetics

Goal: Investment on the corridors improves the exte rnal business environment
by improving access, safety and appearance.

* Encourage businesses to locate and expand their businesses on the corridors.

« Focus retall attraction, physical improvements, cleaning and maintenance, and
culturally significant attributes at key intersections:

— 18t St. between Halsted Ave. and Damen Ave. and in particular 18th Street
between Bishop St. & Blue Island Ave.

— Cermak Rd. between Western Ave. and Ashland Ave. (Develop a relationship
with the Cermak Chamber of Commerce)

» ldentify vacancies and/or poorly kept buildings and implement an occupancy clean
up/recruitment strategy. Buildings should have activities and traffic that promote the
street. This means that buildings should be pedestrian friendly and have more retail
options that are open most of the day and into the evening.

»  Work with building owners to improve exterior conditions such as lighting and safety.

Improve communication with property owners to facilitate tenant recruitment.
Affordable Accessible Space

*  Work with property owners to develop an inventory of ready space and work with
chambers and other business interests to direct retailers to key locations.

 Develop strategies to increase local retail ownership of spaces.

« Continue to encourage the arts as a use where there are not enough viable
businesses to fill all the storefronts.

* Focus the above efforts for visual impact.
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Strategies P. 39

Appearance and Aesthetics

 Mobilize residents and businesses to clean up businesses and storefronts. Poor
maintenance helps to perpetuate disinvestment on 18" Street and the perception of
an unsafe environment.

* Review zoning to insure that corridors are the place a business wants to locate.
— Redirect homeownership off the first floor of the key corridors.

 Promote building investment that sustain the historic European character of many key
sites along the corridors and help to make Pilsen attractive to visitors.

» Assist building owners and the business within the spaces to build on the Mexican
flavor of the area.
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Strategies

Marketing, Marketing , Marketing

Goal: Increase local and destination shopping espec lally food and entertainment;
move diners and shoppers from events to regular cus tomers.

« Define the brand and stay with a theme. Pilsen gets a lot of press, harness the
message and manage it accordingly.

 Plan and market a steady stream of things to do in Pilsen.
— Focus events at key sites such as El Zocalo
— Feature desirable businesses on the Pilsen Portal website

* Organize and market the neighborhood to neighborhood residents and business
owners.

 Promote Pilsen!!! Everything from banners to kiosks, place them at high traffic areas
as this can help promote Pilsen businesses and events (i.e. the Museum, the train
station).

« Link this effort to the many events and destinations in the community such as the
National Museum of Mexican Art.

 Intentionally work with and support the local artist community, especially the 18th
Street Pilsen Open Studios and galleries.



Strategies P. 41

Practice Collaboration

Goal: lllustrate that Pilsen’s business community ca n benefit from a combined
focus on current issues affecting the success of th eir businesses.

« Support ESDC in taking the lead role to organize a business association either
through the Pilsen Marketing Cooperative (Pilsen Coop) or other association
structures, with the intent to bring together the variety of current and future business
interest.

« Expand the public safety campaign. Educate the community about decreases in
crime. Be prepared to identify and then correct misperception about safety on the
corridors.

« Develop strategies which serve a mix of interests such as using the schools and
churches for parking on the weekends. (Potentially the 25th ward could help facilitate
this.)
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Basic Definitions

Basic Definitions

Trade Area : Area defined by physical and/or sociological boundaries that
determines the target market for the retail types evaluated for a specific site
or retail corridor. This area often differs from political, community, or service
area boundaries.

Concentration of Buying Power:  Potential dollars available to be spent in
retail stores by consumers who live the study area per square mile.

Middle Income: Total number of households with annual household income
between $50K and $75K.

Retail Float : Measure of the amount of unmet retail opportunity in the study
area, and is calculated as the difference between buying power (demand)
and retail sales (supply).

Adjusted Float: Adjusts float for the amount that is captured by
establishments immediately outside of the target area. Adjusted Float is
subtracted from overall Float.

42
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