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iiiiii1INTRODUCTIONANDSUMMARYThisreportpresentsananalysisofthepotentialviabilityofcommercialusesinthedistrictcomprisingsixparcelslocatedattheintersectionofFishermansRoadandBayviewBoulevardinNorfolkVirginiatheStudyAreaThisintroductionpresentsabasicsummaryofkeyfindingsthefollowingsectionspresentmoredetailedfindingsregardingthevariousmarketandeconomicfactorsaffectingtheStudyAreaspotentialviabilityforongoingcommercialuseandreinvestmentANALYTICALAPPROACHANDLIMITATIONSInconductingresearchandpreparingthisanalysisZHAIncZHAhasappliedananalyticalapproachthatinvestigatesmarketconditionsfromthegeneralperspectiveofpotentialdevelopersinvestorsandbusinessproprietorsAssuchthisapproachfocusesnotonanyspecificbusinessproposalbutontheultimatepracticalityofprivateinvestmentsasmeasuredbyinvestorsopportunitiesforprofitablereturnsWhilethisapproachprovidesthemostaccuratemeasureofgeneralviabilityitcannotalwaysidentifythepotentialthatmaylieintheparticularenergiesvisionsandattitudeswhichundercertaincircumstancesmayenablespecificbusinessesandindividualstoovercomemarketconstraintsInrecognitionofthislimitationSectionVprovidesaroughsummaryofbasicconsiderationsforahypotheticalindividualbusinessthatmightconsiderlocatingintheStudyAreaSUMMARYOFFnvDINGSInGeneralSpendingoutflowsfromtheTradeAreasurroundingtheStudyAreaindicatesthattheremaybeamarketopportunityforcommercialusesatthenearbycommercialareasalongChesapeakeBoulevardTheStudyAreaitselfhoweverdoesnotofferagoodlocationforcommercialtenantswhowouldrequirehighsalesvolumesorwhowouldcompetewithbusinesseslocatedinlargercommercialcentersThefollowingfactorsshapethisconclusion



2iiiiijiiiiAccessibilityTheAreasrelativelypooraccessibilityvisualandvehicularconstrainsitsviabilityandmostcommercialtenantswouldfindthelocationunsuitableCompetitionThecompetitiveenvironmentimposesadditionalconstraintsTherearetwomajorcommercialcenterswithintwomilesoftheStudyAreaandathirdtheWardsCornerAreawithinthreemilesTogetherpooraccessibilityandmarketcompetitionprecludetheviabilityofnewcommercialdevelopmentsorusesthatwouldhavetodrawfromabroadbasedmarketDemographicTrendsWhiletheBayviewneighborhoodisagenerallystablecommunitypopulationandhouseholdsinthesurroundingareascomprisingthesurroundingareasaswellastheCityofNorfolkhavebeendeclininggraduallyandthistrendisprojectedtocontinueNichePotentialNotwithstandingitslimitationstheStudyAreaofferstwobasicstrengthstopotentialbusinesses1lowleaseratesand2itscentrallocationandhistorywithintheBayviewcommunityThetypesoftenantswhowouldtypicallyseekthistypeoflocationinclude1smallstorescateringtotheimmediatelysurroundingneighborhoodsuchasconveniencestoresstationerystorescleanershardwarestoresetcor2establishmentsprovidingpersonalorhouseholdservicesthatarefrequentlylocatedthroughtelephonedirectorieseginsurancetaxpreparationupholsteryremodelingvarioustypesofstudiosetcViabilityConsiderationsGeneralizedmarketanalysesoftenfailtoidentifypotentialuniqueopportunitiesforpotentialbusinessesthatmayplaceloweremphasesuponreturnsoninvestmentorthatmaybepositionedtotakeadvantageofcommunityattitudesorothercharacteristicsuniquetothelocalmarketAtthistimeforexampleprospectiveentrepreneursarecurrentlyexploringarrangementstorestoreapreviousbusinessintheareawhichwouldcompriseasodafountainlunchcounterstationerystore



3iiiiiNecessaryconditionsassumptionsandroughcalculationsforahypotheticalbusinessofthisnaturearepresentedintheappendixtothisdocumentThishypotheticalscenariodoesnotprovideareallifeoperatingprojectionforaspecificbusinessnordoesitnecessarilyindicatethattheproposedbusinesswouldsucceedThescenariodoesillustratehoweverthatwhilegeneralconditionsdonotfavorsignificantreinvestmentfromthegeneralcommunityundercertaincircumstancesindividualbusinessesmaybeabletosucceedintheStudyAreaWherethistypeofbusinessprovesinfeasiblemostothercommercialtenantsintheStudyAreawouldmostlikelybelowerprofileestablishmentsmotivatedpredominantlybyaffordablerentrequirementsCommunityObiectivesandStrategyDirectivesGiventhelikelyoutlooksfortheStudyAreacommentsfromcommunityleadersindicatethatthecommunitysprimaryunderlyingconcerninvolvesthepotentialfordeteriorationnotjustinthecommercialareabutintheoverallBayviewcommunityaswellInaddressingthisconcerntwoobjectivesemerge1protectionoftheBayviewcommunitysessentialcharacterand2maintenanceandenhancementofexistingcommercialopportunitiesInpursuingtheseobjectivestheCityshouldadoptthefollowingdirectivesResistsignificantexpansionsinthephysicalboundariesortherangeofpermissibleusesintheStudyAreaMaintainnearbycommercialdistrictsonChesapeakeBoulevardwhichprovideanamenitytotheBayviewcommunitywithoutdisruptingtheneighborhoodsresidentialcharacterMaintainthepredominantlysinglefamilycharacteroftheneighborhoodAdoptaflexiblepolicyinworkingwithbusinessownersandprospectivetenantsinregardtozoningparkingandothersuchrequirementsEnhancecommercialviabilitythroughsharedorflexibleparkingarrangementsand



4ProvidetechnicalassistanceneworexistingneighborhoodbusinessorganizationswhichcanprovidevaluableresourcesformemberbusinessesAtsomepointdespitealleffortsthecontinuedmaintenanceoftheStudyAreaasacommercialareamaybecomeinfeasibleAtsuchtimetheprimaryobjectivemaintainingthecharacteroftheBayviewcommunitywouldcompeltheCitytoconsiderproactivepublicmeasuresinvolvingconversiontoalternativenoncommercialuses70913DPA
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II SITE AND AREA DESCRIPTION

A BAYVIEW NEIGHBORHOOD

The City of Norfolk s General Plan defines the Bayview neighborhood bounda
ries as Virginia and Parkview Avenues on the north Little Creek and Sunset Drive on

the east and south and Chesapeake Boulevard Leicester Avenue and Atlans Street on

the west

As of the 1990 census this neighborhood contained 2 858 dwelling units housing
a population of 7 158 The neighborhood is primarily residential in character with sin

gle family homes comprising the majority of the dwelling units

B THE BAYVIEW COMMERCIAL DISTRICT

The Study Area is located in the geographical center of the Bayview neighbor
hood see Map 1 The commercial properties comprise six parcels around the five way
intersection of Bayview Boulevard Fisherman s Road and Portal Road These parcels
are zoned C 1 Permissible uses under this zoning classification includes commercial
businesses occupying less than 7 500 square feet of floor space In addition to retail
uses C 1 districts can be used for schools churches and product related uses such as

bakeries plant shops art studios etc



MAP1BAYVIEWCOMMERCIALAREAto50@ifear8R760rrOBOULElARDI000000R7v000GbChurdlC1a3SR7oeloeln0tj0016NottoScale



7iiiiiiifWThesesixparcelscontainthefollowingusesTABLE1COMMERCIALPROPERTIESINTHESTUDYAREABldgParkingSpacesAddressUsefuEtAvailableRequired1507BayviewBlvdInsuranceOffice240011101509BayviewBlvdGardenLaundry11002041541BayviewBlvdVacantjBarber43009171555BayviewBlvdGrocery700028281512BayviewBlvdVacant1700171542BayviewBlvdDentistOffice1400106Totals179007972AsrequiredbycurrentlyapplicablezoningregulationsNoncomforminguseinC1districtNonconformingusesarepermittedwheresuchusepredatescurrentzoningTheformerrestaurantat1541BayviewBoulevardwouldalsoconstituteanonconforminguseSourceCityofNorfolkDepartmentofCityPlanningZHAInc97009invtryCOTHERNEIGHBORHOODCOMMERCIALDEVELOPMENTAREASInadditiontotheStudyAreaanumberofothercommercialareasservetheBayviewneighborhoodMostprominentamongthesearetwoseparateareasalongChesapeakeBoulevardonthewesternfringeoftheBayviewneighborhoodThesearelocatedatBayviewRoadandFishermansRoadasshowninMap2



MAP2BAYVIEWCOMMERCIALAREAANDVICINITYNottoScale



9iiiiiiTheFishermansRoadcentercomprisesthelargestcommercialareaintheneighborhoodThisareawhichextendseastofChesapeakeBoulevardcontainsroughly20establishmentsoccupyingatotalofroughly67000squarefeetThisdistrictfallswithinaC2zoningdistrictwhichpermitsawiderrangeofusesegpawnshopsrestaurantsthanaC1zoningdistrictThelargestestablishmentinthisareaisaBeLogrocerystoreOthertenantsinclude711RestaurantTavernBankTwo2ChurchesTwo2NailCareBusinessesPawnShopHobbyShopFutonStoreHardwareStoreBibleBookStoreBarberTaxPreparationServiceTVShopApplianceStoreElevatorServicesDentistOfficeTheBayviewRoadintersectioncontainsabout12establishmentsincludinga711autopartsstoregasstationsandwichshop2pizzaparlorshardwarestorelaundromatcleanerscardshopnailcarebusinesstailorshopanddentistofficeTheseoccupyatotalof22000squarefeetBothofthesedistrictsmaintainhighoccupancyratesWiththeexceptionoftheBeLostoreatChesapeakeBoulevardmostofthestoresintheseareasaresmallcontaininglessthan3000squarefeetThesebusinessesserveapproximatelythesametradeareaastheStudyAreaIngeneralthesebusinessesdonotincludetheupscaleretailersthattypicallylocateinlargercommercialcentersMostofthesebusinessesfitwithintwocategories1smallbusinesseshardwarestorepizzaandsandwichshopslaundromatbanktavernetcorientedtolocalneighborhoodclienteleand2otherbusinessesservingnarrowlowprofilenichesbiblebookselevatorserviceswithinabroadlydefinedmarketareathesetypesofbusinessesdonotrequirehighvisibility



10iiiiiijfiiiabutrelyupontelephonedirectoriestoattractclienteleOverallwhilethesebusinessesvarygreatlyintheirvaluetothesurroundingneighborhoodsthepresenceofthesecommercialareasandtheirneighborhoodservingstoresinthefirstcategoryabovegivesthesurroundingneighborhoodsaconvenientamenityInadditiontotheabovetheStudyAreasimmediateenvironscontainthreeothersmallcommercialdistrictsThesearelocatedatthefollowingintersectionsOceanViewAvenueChesapeakeBoulevardChesapeakeBoulevardChesapeakeStreetOceanViewAvenueCapeViewAvenueThesecenterseachcontainsmallconcentrations2to12establishmentsofgasstationsconveniencestoressmallrestaurantslaundromatsandothersuchusesInadditiontothelocalcompetitorsdescribedabovethemajorcommercialcentersservingtheBayviewneighborhoodaretheSouthernShoppingCenterOceanViewShoppingCenterandtheWardsCornerareaThesearealllocatedwithinthreemilesoftheStudyAreaandaredescribedinSectionIV70913DPB
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III TRADE AREA PROFILES

A TRADE AREA DEFINITION

1 Factors in Trade Area Definition

In defining the trade area for Bayview s commercial district ZHA consid
ered a range of factors These included

Interviews with current and former retail operators at and near the site

Road networks traffic patterns and visibility

Review of past studies

Locations of competitive commercial areas and

General experience and rules of thumb for neighborhood retail centers

2 Primary Trade Area

The Primary Trade Area for the Study Area as shown in Map 3

comprises census tracts 1 2 01 2 02 and 56 01 an area bounded by the Chesapeake Bay
on the north First Bay Street and Little Creek on the east Little Creek and Sheppard
Avenue on the south and Chesapeake Boulevard Fisherman s Road and Tidewater
Drive on the west This area encompassing a radius of less than one mile from the
Study Area has comprised the Primary Trade Area for the existing Be Lo store in the
Bayview Study Area While most retail centers draw from a wider trade area radius in
this case a number of competitive centers are located within the defined trade area and
a number of major retail areas are located just beyond the trade area boundaries
Moreover the road networks and traffic patterns would not enable the Study Area to
draw a significant volume of demand from more distant locations



MAP3BAYVIEWCOMMERCIALTRADEAREASSubjectAreaoOtherNeighborhoodCommercialAreasoNearbyMajorCommercialAreasPrimaryTradeArea11SecondaryTradeAreaNottoScale



13iiiiiiiiWt3SecondaryTradeAreaTheSecondaryTradeAreafortheStudyAreaextendseastandwestofthePrimaryTradeAreaencompassingcensustracts34567and8tothewestand6501totheeastAssuchtheSecondaryTradeAreaextendseastto15thBayStreetandwesttotheNorfolkNavalAirStationandtheHamptonRoadsBridgeTunnelTheOceanViewShoppingCenteristhemajorcommercialcenterinthisareawhichdoesnotcontaintheWardsCornerandSouthernShoppingCentersPersonsinthesetractswouldhaveconvenientaccesstothearterialroadsservingtheStudyAreaandmostwouldbeabletodrivetotheStudyAreainroughly10to15minutesBDEMOGRAPHICANALYSIS1PopulationandHouseholdTrendsandProjectionsThePrimaryTradeAreacomprisesmaturebuiltoutneighborhoodsPopulationincreasedduringthe1980sbuthasdeclinedfrom14300in1990to12800in1997arateof17percentperyearOverthenextfiveyearsthepopulationisexpectedtodeclinefurtherto1t500HouseholdtrendshavebeensimilarRecenttrendsshowadeclinefrom5800in1990to5100in1997arateof17percentperyearAswithpopulationtheselossesareexpectedtocontinuewithtotalhouseholdsdecliningto4600by2002ThesefiguresareshowninTables2and3



iiii14TABLE2POPULATIONTRENDSANDPROJECTIONSSELECTEDAREAS198020021980199019972002PrimaryTradeArea13469143021279911527AvgAnnualGrowth83215254AnnualizedGrowthRate061621SecondaryTradeAreana247382219820214AvgAnnualGrowthna363397AnnualizedGrowthRatena1519CityofNorfolk266979261229230885212380AvgAnnualGrowth57543353701AnnualizedGrowthRate021717SourceClaritasZHAInc97demogpopcrend



15iiiiTABLE3HOUSEHOLDTRENDSANDPROJECTIONSSELECTEDAREAS198020021980199019972002PrimaryTradeArea5365581051454620AvgAnnualGrowth4595105AnnualizedGrowthRate081721SecondaryTradeAreanfa1045793048440AvgAnnualGrowthnfa165173AnnualizedGrowthRatenfa1719CityofNorfolk87802894788034373106AvgAnnualGrowth16813051447AnnualizedGrowthRate021519SourceClaritasZHAInc97009demoghholdTrendsintheSecondaryTradeAreaapproximatethoseinthePrimaryTradeAreaTotalpopulationandhouseholdsincreasedinthe1980sbutduringthe1990spopulationhasdeclinedatanannualizedrateof15percentfrom24700to22200Householdsdeclinedatthissameratefallingfromroughly10500to9400FurtherdeclinesinbothpopulationandhouseholdsareprojectedoverthenextfiveyearsInadditiontothePrimaryandSecondaryTradeAreasTables2and3showpopulationandhouseholdtrendsandprojectionsfortheCityofNorfolkIntheCityduringthe1980soverallpopulationdeclinedwhilehouseholdsincreasedThistypeofpatternisgenerallyattributabletosmallerhouseholdsgenerallyyoungersinglesandcouplesolderemptynestersanddivorceesreplacinglargerhouseholdsDuringthe1990stheCityhassustainedlossesinhouseholdsaswellaspopulationwithfurtherdeclineprojectedforthenextfiveyears



16iiiii2CharacteristicsIngeneraldemographicprofilesinthePrimaryandSecondaryTradeAreasaresimilartothoseintheCityofNorfolkMedianincomeinthePrimaryTradeAreaisroughly34000ThisfigureishigherthanmedianincomesintheSecondaryTradeAreaortheCitybuttheareasaveragehouseholdincomeofroughly39300issimilartothecorrespondingfigurefortheCityTABLE4DEMOGRAPHICCHARACTERISTICSSELECTEDAREASPrimarySecondaryCityofTradeAreaTradeAreaNorfolk1997MedianAge310296291IncomeCharacteristics1997Percapita1580715069149941997MedianHousehold3409430504291651997AverageHousehold3932535955392651997AvgHouseholdSize249240256Percentageof1990Pop135013101690Age25wCollegeDegreeOrHigherEducationSourceClaritasjZHAInc97009demogpopcharMedianageisslightlyhigherinthePrimaryTradeAreathanintheSecondaryTradeAreaandtheCityTheCityofNorfolkcontainsahigherpercentageofcollegeeducatedpersonsthaneitherofthePrimaryorSecondaryTradeAreas90713DPC



17iiiiiIVDEMANDANALYSISARETAILDEVELOPMENTISSUESACCESSIBILITYRecentchangesinretailbusinesspracticescontinueanongoingtransformationinNorfolkandthroughoutthenationThistransformationisnotarecentphenomenonItshistoryencompassesaseriesofchangesthatproducedthegeneralstorefollowedbythesupermarketandtheenclosedshoppingmallIngeneralthisevolutionhasproceededinstepwiththedevelopmentofsuburbancommunitiesascommercialdevelopmentshavesoughtconvenientaccesstotheirincreasinglyautoborneshoppersRecentadvancesinthisevolutionaryprocesshavebeendrivenbypricecompetitionSeekinghighermarketsharesretailershavebeenabletoachievelowerpricesbyrelyingonincreasinglyhighersalesvolumesThesetrendshaveproducedthebigboxstoresofthe1990sInseekinghighsalesvolumesthesestoresrelymorethaneveronmaximumaccessibilityIndefiningaccessibilityanumberofeconomicandphysicalfactorsmustbeconsideredIngeneraleconomicfactorsrelatetoabusinesssaccesstomarketsandareasofunservedorunderserveddemandsforgoodsandservicesThesefactorsinvolvethebusinesssProximitytoresidentialareasProximitytoemploymentcentersProximitytoothermajorattractionsordestinationsandProximitytocompetitivebusinessesservingtheexistingsourcesofdemandPhysicalfactorsinfluencingabusinesssaccessibilityrelatetothephysicalsurroundingsthatenhancethebusinesssabilitytoattractclienteleThesefactorsincludeTrafficvolumesonadjacentstreetsProximitytomajortransportationsystems



18iiiiVisibilityfromheavilytraveledroutesandParkingandcongestionissuesOverallaccessibilitycontinuestodriveretaillocationdecisionsconsiderationoftheabovefactorswillshapethedesirabilityoftypicalretaillocationsInevaluatingtheStudyAreasaccessibilitysubsectionsBandCbelowfocusontheeconomicfactorsandthefollowingsubsectionDfocusesonthephysicalsitefactorsinfluencingtheStudyAreasaccessibilityandviabilityforcontinuedcommercialuseThelastpartofthissectionsummarizesthefindingsoftheearliersubsectionsandidentifiesthepotentialcommercialnichesfortheStudyAreaaswellastheothercommercialareasinthevicinityBECONOMICFACTORSRETAILDEMANDANDINFLOWOUTFLOWANALYSISIndeterminingthelevelofdemandforcommercialbusinessesintheStudyAreathissectioninvestigatesrecenttrendsinretailsalesandthenexaminesthepotentialfornewcommercialdevelopmentinthePrimaryandSecondaryTradeAreas1RetailSalesAccordingtotheAnnualReportoftheNorfolkCommissionerofRevenueintheCitysOceanViewdistrictwhichapproximatestheCombinedPrimaryandSecondaryTradeAreasfrom1994to1996retailsalesmaintainedgenerallystablevolumesfluctuatingfrom785millionin1994to788millionin1995and781millionin1996
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TABLE 5

RETAIL SALES IN SELECTED DISTRICTS 1994 1996

1994 1995 1996

Ocean View 785 78 8 78 1

Southern 5CjTidewater Dr 96 0 96 1 97 1

Wards Corner 924 924 1073

Little Creek East 294 29 4 43 0

Little Creek Roosevelt 16 4 16 4 20 2

Source City of Norfolk Commissioner of Revenue ZHA Inc

97009 market sa1es

In contrast retail sales have increased in the districts immediately south and east

of the Primary and Secondary Trade Areas In the Southern Shopping Center and its

surroundings sales increased slightly from 96 million in 1994 to approximately 97

million in 1996 More dramatic increases occurred in the Ward s Corner area where
sales increased from roughly 924 million to 107 million an increase of 16 percent In
the Little Creek East area and Little Creek Roosevelt areas retail sales over the three

year period increased by 46 percent and 23 percent respectively



20iiii2PotentialSpendingIndeterminingthepotentialforcommercialdevelopmentintherelevantTradeAreathefollowinganalysisfirstidentifiesthespendingpotentialofthehouseholdswithintheTradeAreaandthencomparesthispotentialwiththeactualretailsalesachievedintheTradeAreaanditsenvironsWithinthePrimaryTradeAreatheaveragehouseholdincomeof39325generatesthepotentialforretailspendingofroughly17853forabasketofretailgoodsandservicesthatincludesfoodclothinghouseholdgoodsentertainmentrelatedpurchasesincludingadmissionfeesandothermiscellaneousgoodsandservicesThistotalrepresentsapproximately45percentoftotalbeforetaxhouseholdincomeThelargestportionofthisspendingisallocatedtofoodandautomotiveitemsonaveragefooditemsconsume16percentandautomotiveitemsaccountfor125percentofhouseholdincomesThesefiguresareshowninTable6belowTheCityofNorfolkshowssimilarspendingpatternsTheaveragehouseholdincomeinNorfolkis39265AveragehouseholdspendingisslightlylowerfortheCitythanforthePrimaryTradeAreawithtotalaveragespendingat12336



iijiWi21TABLE61997HOUSEHOLDEXPENDITUREPOTENTIALPRIMARYTRADEAREAANDCITYOFNORFOLKPrimaryCityofTradeAreaNorfolkHouseholds514580343AvgHouseholdIncome3932539265TotalHouseholdIncomeOOOs2023273154668FoodFoodatHome35163465FoodAwayfromHome24432173AlcoholicBeverages416359ApparelWomensApparel691627MensApparel384348ChildrensApparel254247Footwear323312OtherApparel330315HouseholdHouseholdTextiles126116Furniture492449FloorCoverings9179MajorAppliances193177SmallAppliancesHousewares120106MiscHouseholdEquipment506444DomesticServices467420OtherHousehold115107EntertainmentTVRadioSoundEquip681604OtherEntertainmentEquipService621492ReadingMaterials285238AutomobileRelatedNewandUsedVehicles21171861FuelOil14131252MaintenanceRepair13961243MiscellaneousPrescriptionDrugsMedicines258270SmokingProductsSupplies394351HomeMaintjRepairSupply221190TOTAL1785316245SourceOaritasUnitedStatesBureauofLaborStatisticsZHAInc97009dernogexpend



22iiiiiiiIiiiiiit3NetDemandTraditionalretailmarketanalyticaltechniquesmeasurethesalesexpenditureswithinagivenTradeAreaagainstthebuyingpotentialoftheareasresidentsWherepotentialspendingexceedsactualretailsalesthisindicatesanetoutflowoflocalretailspendingThisoutflowoftenreferredtoasleakageidentifiesapotentialopportunitygivenanappropriatelocationsiteandotherfactorsforadditionalbusinessestocapturelocalexpendituresthatarecurrentlyspentoutsidetheTradeAreaConverselywhereactualsalesexceedpotentialspendinglevelsthisindicatesanetinflowofretaildollarstradeareasalestononresidentsinflowexceedresidentexpendituresoutsidetheTradeAreaoutflowThistechniqueismostusefulwheretherearelargenumbersofstoresandhouseholdswithintheTradeAreaInthecurrentcasetheBayviewNeighborhoodandthePrimaryTradeAreaarenarrowlydefinedanddonotcontainsignificantcommercialconcentrationsorofferafullrangeofretailgoodsandservicesSuchareastypicallyshownetspendingoutflowstootherareasInthissituationaretaildemandanalysisfocusesmoreappropriatelyonthelargerTradeAreacomprisingthecombinedPrimaryandSecondaryTradeAreatheCombinedTradeAreawhichcontainsacommunityshoppingcenterOceanViewApplyingtheexpendituredatashownaboveinTable6Table7comparestotalspendingpotentialtototalretailsalesachievedinfiscalyear1996InthebottomrowofthetabletotalretailsalesisdividedbytotalspendingpotentialWherethisproducesapercentagegreaterthan100percenttheareaachievessalesexactlyequaltoitsspendingpotentialWherethepercentageexceeds100percenttheareaattractsanetinflowofretailspendingfromoutsidetheareawheretheproductislessthan100percenttheareasustainsanetoutflowofretailspending



23iiiiiTABLE7RETAILSALESCAPTURERATESPrimaryCombinedCityofTradeAreaTradeAreaNorfolkAverageHouseholdRetail178531785316245SpendingPotential1TotalHouseholds51451445080343TotalRetailSpendingPotential918536852579810271305172035RetailSales2na781107962051126788CaptureRate3na3031572IncludesPrimaryandSecondaryTradeAreas1IncludesretailspendingpotentialforallretailgoodsandservicesasdepictedinTable62SecondaryTradeAreafiguresincludeOceanViewandOceanViewShoppingCentersales3ActualsalesdividedbyspendingpotentialSourceClaritasUnitedStatesBureauofLaborStatisticsNorfolkCommissionerofRevenueZHAInc97009demogcaptureThetableshowsaninflowoutflowratioof30percentfortheCombinedTradeAreaThuslocalhouseholdspendingoutsidetheTradeAreaexceedstheamountthatvisitorsspendintheTradeAreaThisnetoutflowisnotsurprisingandisattributabletoanumberoffactorsincludingtheTradeAreasLackofregionalshoppingcentersandlimitedselectionofstoretypesProximitytotheSouthernandWardsCornercommercialcentersLackofbigticketretailgoodsandservicesrequiringmajorexpendituressuchasautomobilesappliancesetc
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Lack of destinations for tourist spending and

Proximity to exchanges and commissaries at the Norfolk naval base and

East Little Creek Amphibious Center

In comparison the City of Norfolk captures a net spending inflow The City s

actual retail sales amounted to 157 percent of its resident spending potential This is not

unusual for cities such as Norfolk which function as regional centers for employment
and which contain tourist attractions and regionally dominant shopping centers

Overall while the Combined Trade Area exhibits a significant spending outflow
this is not unusual for a Trade Area of this size Earlier studies performed by RER

Economic Consultants and Norfolk State University School of Business for nearby areas

show capture rates for the East Little Creek Road area and the Ward s Corner area

respectively and these rates range from 10 percent to 90 percent for various goods
More generally the Ward s Corner study applies an assumption that its stores would

capture only 33 percent of its Trade Area spending potential

While any net outflow generally indicates the possibility for some commercial

opportunity much of this outflow will most likely be captured just outside the Trade
Area boundaries within three miles of the Study Area Moreover given the constraints
of the Study Area as discussed further below these opportunities would be limited to

specific niches and to locations along Chesapeake Boulevard or Ocean View Avenue

C ECONOMIC FACTORS MARKET SUPPLY

The major community shopping centers that currently draw shoppers from the

Study Area include the Ocean View Shopping Center the Southern Shopping Center
and the various centers in the Ward s Corner area The following presents a basic pro
file of each of these Shopping Centers

1 Ocean View Shopping Center

The Ocean View Shopping Center is located on Ocean View Avenue at

Granby Street The center contains about 68 000 square feet of retail space Anchor ten

ants include Farm Fresh Revco Drugs and Family Dollar others include banks pizza
and fast food restaurants cleaners hair care providers and other establislunents pro
viding apparel shoes electronic equipment and other goods and services
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The Center maintains a strong market niche as the primary neighborhood center

located north of Little Creek Road The leasing agent for the Center identifies an

approximate two to three mile radius as the center s primary market area The center

is 100 percent occupied and the leasing agent identified average net lease rates for non

anchor tenants at roughly 9 to 12 per square foot with expenses of approximately
1 60 per square foot While sales per square foot figures are not available the leasing

agent estimates that most stores achieve annual sales volumes of between 150 to 200

per square foot

2 Southern Shopping Center

This shopping center contains approximately 260 000 square feet of retail

space Anchor tenants include Food Lion Peebles Department Store Revco Drugs and
others non anchor tenants include banks restaurants and various establislunents offer

ing goods and services such as music products beauty supplies care electronics

equipment jewelry videos pet supplies apparel shoes etc A nearby center contains

an additional 220 000 square feet anchored by K Mart

Although the Southern Shopping Center is currently 80 percent leased very little

space is available for smaller non anchor tenants Net lease rates for smaller tenants is
12 per square foot with expenses of roughly 150 per square foot Overall this area is

a widely recognized retail destination drawing shoppers from a three to four mile
radius

3 Ward s Corner Area

The Ward s Corner area comprises six shopping centers including the
Ward s Corner Mall the Ward s Corner Shops Midtown Shopping Center and others
These centers contain a comprehensive range of goods and services in more than
530 000 square feet The area suffers from congestion at certain times parking con

straints and lack of connections between the separate centers In general these centers

maintain occupancy rates of roughly 90 percent with non anchor lease rates ranging
from 10 to 12 per square foot on a triple net basis with expenses ranging from 1 50
to 2 per square foot The area draws from a three to four mile market radius Among
the three major shopping areas this is the most remote from the Study Area



26iiiiiDPHYSICALFACTORSCOMPETITIVELOCATIONANALYSISGiventhedominantpositionsofthecommunitycentersdescribedabovethissectionpresentsananalysisoftheStudyAreascompetitivepositionforcommercialuses1TrafficTheStudyAreawhileeasilyaccessibletotheentireBayviewneighborhooddoesnotofferhighvisibilityTheSiteisservedbytwolaneroadsOftheseBayviewBoulevardisthemostsignificanttrafficcarrierTheVirginiaDepartmentofTransportationsmostrecenttrafficfiguresontheBayviewsegmentofBayviewBoulevardshowadailytrafficvolumeof8117IncomparisontrafficonnearbycommercialstreetsneartheBayviewneighborhoodareestimatedasfollows
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TABLE 8

24 HOUR TRAFFIC VOLUMES

SELECTED STREET SEGMENTS 1994

Street Between Volume

Bayview Boulevard Sturgis Willow 8 117

Bayview Nbhd

Bayview Boulevard Chapin Old Ocean View 13 795

Tidewater Chesapeake

Ocean View Avenue Warwick Beach View 22 779

East of Chesapeake

Chesapeake Blvd Sheppard Noble 21 864

S of Fisherman s

Little Creek Rd Becket Westcliff 32 577

Tidewater Chesapeake

Source Virginia Department of Transportation City of Norfolk

ZHA Inc

97009 market traffic

In general commercial developments and commercial tenants seek maximum

accessibility and visibility typically locating near major intersections with average daily
traffic volumes ranging from 20 000 to 50 000 vehicles While the construction of the
new community recreation center adjacent to the Bayview Elementary school may bring
increased traffic to the area at various hours Study Area traffic flows do not offer the

high visibility that most commercial tenants seek

2 Proximity to Employment Centers and Destinations

The Study Area does not offer direct proximity to other major destina
tions In some types of areas retail locations can succeed despite a lack of nearby
population concentrations where they are close to tourist attractions major retail desti
nations or employment centers such as a downtown office core The Study Area is

reasonably close to the Chesapeake Bay shore as well as the U S Navy Little Creek

Amphibious Center which employed roughly 10 800 military and civilian personnel in
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1996 This latter feature however also offers its own retail centers which capture some

of the spending potential of its employees Moreover neither of these features are

directly adjacent to the Study Area both are closer to the commercial centers along
Ocean View Avenue Shore Drive or East Little Creek Road

E COMPETITIVE ANALYSIS AND NICHE POTENTIAL

FOR NEIGHBORHOOD SERVING COMMERCIAL AREAS

Overall the Study Area s location does not offer the physical accessibility
required to attract most commercial uses A significant outflow of retail expenditures
indicates a possible opportunity within the Combined Trade Area but this opportunity
would most likely be captured in the larger nearby shopping centers or along major
traffic corridors

In general the Study Area will not likely be able to attract any businesses that

rely upon high sales volumes or that would compete with existing stores located in

major commercial centers Instead the types of establishments that might be attracted
to the Study Area include 1 small stores catering to the immediately surrounding
neighborhood such as convenience stores stationery stores cleaners hardware stores

liquor stores etc or 2 establislunents providing personal or household services that
are frequently located through telephone directories e g insurance tax preparation
upholstery remodeling various types of studios etc These types of uses are typified
by the uses currently existing in the Study Area and in the nearby commercial centers

along Chesapeake Boulevard For the most part the Chesapeake Boulevard locations
maintain a competitive advantage over the Study Area due to the higher traffic counts

and greater visibility along Chesapeake Boulevard as compared to Bayview Boulevard
and Fisherman s Road To the extent that the Study Area can offer lower lease rates it

may provide an acceptable location for some of these types of uses

70913DPD
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iiiiiAPPENDIXHYPOTHETICALOPERATINGSCENARIOFORCOFFEESHOPLUNCHCOUNTERBUSINESSThefollowingpresentsahypotheticalillustrationofthetypesofoperatingfiguresthatanownerofatypicalcoffeeshoplunchcountybusinessmayencounterWhilethesefiguresarenotapplicabletoanyspecificpropertyorbusinessitsimplyprovidesanillustrationofthetypesofequationsthatprospectivebusinessesintheStudyAreawouldhavetoconsiderGrossRevenuesManychainrestaurantsinhighprofileshoppingmallsmightgenerateupto350persquarefootperyearIntheStudyAreaassuming1000squarefeetofseatingareaasmallbreakfastlunchrestaurantinaviablelocationmightgenerate100persquarefootorabout100000ingrossrevenuesperyearFromthisfigurethecostofgoodssoldvarieswidelydependingonthetypeofgoodssoldApplyingaroughfigureof25percentandfurtherassumingthat75percentofallsaleswillbesubjecttothe55percentmealtaxnetrevenuewouldamounttoroughly70000peryearReasonablenessInattemptingtocheckthereasonablenessofachievingthisfigure100000amountstoapproximately20peryearforeachofthe5000householdsinthePrimaryTradeAreaAsshowninTable6aboveaveragespendingpotentialforfoodawayfromhomeinthePrimaryTradeAreaisestimatedat2433perhouseholdThustheStudyAreabusinesswouldhavetocapture08percentofeachhouseholdstotalrestaurantspendingViewedfromanotherperspectiveassumingasixdayweekthebusinesswouldhavetoachieveroughly235perdayingrossreceiptsThiscouldamounttoroughly396orders793ordersorothersuchcombinations



AppendixA2iiiiiExpensesAssumingthat100000ingrossrevenuescanbeachievedthefollowingoperatingstatementprovidesaveryroughbutreasonablestartingpointforfurtherinvestigationTABLEA1ILLUSTRATIVEOPERATINGREVENUESANDEXPENSESHYPOTHETICALLUNCHCOUNTERSTOREAssumption1RevenuesGrossSalesCostofGoodsSalesMealTaxesNetSales100persfyr25grosssales513grosssales10000025000512569875ExpensesNetRentBldgExpensesSalariesAdminSupplyOtherAdvertisingPromotionRepairMaintenanceTotalOperatingExpenses600persfyr200persffyr25FTE600020005000010000068000NetOperatingRevenuebeforeDepreciationandDebtService18751Additionalassumptions1000sfgrossleasableareaServedmealscomprise75ofsales97009marketUndercurrentmarketconditionsitisreasonabletoassumeanetrentrateof6persquarefootandexpensesinsurancerealestatetaxesutilitiesof2persquarefootAftersubtractingtheseexpensesfromoperatingrevenuestheproprietorwouldretainroughly62000tocoversalariessuppliesgeneraladministrationadvertisingmaintenanceandothermiscellaneouscosts



AppendixA3iiiiiWhiletheassumptionsappliedinTableA1mayormaynotfitthebusinessplanforthecurrentlyproposedbusinessthetablesimplyframestheeconomicconsiderationsandchallengesthatwilldeterminethefeasibilityofahypotheticalbreakfastlunchrestaurantintheStudyArea70915DPE


