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About Us

Community
Development

e Work in communities nationwide

* Real estate experience
Industry Involvement

e Direct connections to retailers &
developers

 National network
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Post-Covid Consumer Trends

Post-Covid
Consumers

« Dining is effectively back to
normal in U.S.

e Air travel is back to 95% in the
U.S.

« Only 37% of U.S. consumers now
expect the pandemic to be a
long-term disruption

» Consumers are optimistic about
their financial situation in 2023

Bl Restaurant dining is effectively back to
normalinthe US
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/% OpenTable seated diners change vs. 2019 ‘normal’

Omicron wave /

+ holidays Nov. 2022 avg.: -3%
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Millennials and the
Future Consumer

FIGURE 2

Share of US population by generation

Post-Gen £
Pre-Boomer ——_ /

7h:0] 8.4%
S Gen 2

Baby Boomers —\ >1.8%

Numbers pertain tc

Mote: Birt

981-1996),

Gen X (1965

945 a
Source: William H. Frey analysis of Census Bureau population B “"IB[I'UP[JHI.E[H P()liL‘\" PI'Ug[‘El]Tl

estimates released June 25, 2020. ot BROOKINGS




Post-Covid Consumer Trends

Omnichannel &
Social Media

* Ecommerce is here to stay
« BOPIS
« TikTok

» Half of younger Americans say they “live

online”

* Most Americans want to spend less time

online
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The average American spends about 13
hours per day using technology and media

Activate’s average estimated daily media and tech
consumption in hours and minutes

Video
Audio

Gaming
Messaging and social media
(includes social video)

Other: Web browsing, reading,
live events, etc.

o) Th 2h 3h 4h 5h Gh

achnology & Media Outlook 2023. Incledes multitasking during other activities, which leads to a "32-hour™ day. The Mew Consumer Cugﬁich:nt




Post-Covid Consumer Trends

Customer Experience
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Post-Covid Consumer Trends

Loyalty

» Pandemic Local ‘Re-Appreciation’
* Small-Scale Production

 Social Commerce, via social media can
develop followers and a loyal fan base

e Businesses who differentiate

T themselves and stay uniquely
B connected have the best chance to
" thrive



Post-Covid Consumer Trends

Ease of
Purchase

* Main Street restaurants are shifting
to a counter service model rather

than having to rely on waitstaff

) Global Self-checkout Systems Market
b Many bUSIneSSGS have scaled dOWﬂ share, by application, 2021 (%) GRAMND VIEW RESEARCH

menu items to limit cook staff needs
and control for supply chain hiccups

$3.4B

Global Market Size,
2021

* Look for companies like Shopify to
focus on mom-and-pop businesses
in everything from QR code
dining/shopping, self-checkout, &

contactless payments

@ Supermarkets & Hypermarkets Department Stores  Convenience Stores © Others




Post-Covid Consumer Trends

Conscious
Customers

Environmental awareness is especially
prominent among Generation Z and Millennial
consumers, with 72% of respondents between
ages 25 to 35 saying that they feel happy

when buying sustainable products (compared
to 64% overall)

Brands and retailers have the potential to
foster greater consumer satisfaction and
loyalty over time by embracing sustainability in
their packaging, supply chains, and operations
— and communicating their efforts

Like-New Buying
Buy Less, Buy Better
Thrifting




Post-Covid Consumer Trends

Wellnhess
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Inflation &
Construction Costs

« Inflation rate highest since the 1980’s
+ Inflation should decline towards the end of 2023

* Cost Components
* Materials
* Geopolitical Constraints
* Labor
* Margins
* Single-family develop competition
* Focus on Redevelopment and Repurpose

* As such, as inflation stabilizes and unemployment
lowers, real estate should turn

« This may create a buyer’s market



Downtown Real Estate Trends

The

Oncoming
Recession

» The impending recession will result
in less real estate investment and
leasing activity

» That being said, most projections
believe that the recession will be
‘mild to moderate’

v c"’“6nomi)c clotds are

arkening, and real estate deal flows are sinking
“because buyers and sellers cannot agree on pricing.

& "But for all that, most commercial real estate

professionals we interviewed remain reasonably upbeat
about longer-term prospects.”

- Urban Land Institute



Downtown Real Estate Trends

The Role of
Retail

e Brick and mortar retail will continue a
strong rebound, dependent on use

* Many downtown uses such as Grocery,
Dining, Hair Salons, Nail Salons, and
Fitness users have thrived and will
continue expansion in the coming year(s)

* The best opportunities emerging are to
redevelop dated retail properties for the
highest and best use

* Retail is just now reaping the benefits of a
long period of change, which is attracting
keen investor interest




Downtown Real Estate Trends

Focus Towards
Tertiary Markets

Retailers have become more active in
tertiary markets

Many tertiary markets saw record sales
tax generation the last two years, and
minimal shuttered businesses

Lower costs for land, lower operating
costs, strong market growth

Dense markets and High Streets have
seen slow bounce back




Downtown Real Estate Trends

Smaller
Footprint Retail

* Small but mighty approach to space

« Generates more sales tax per square
foot

» Less labor required

* National retail has taken notice

« Showroom/digital-first stores

* Less inventory - less theft

* Focus on more experiential retail

* Place more emphasis on interior
store design, than size
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White Collar
34%

The City's Part

Market Analysis -

[ TR S T AN WA T——
1-pees fersor ot o dpecson Sperson  bperson 7 o mors = White Collar = Blue Collar Military = Unclassified
susehold howusehold howusehold howsehold  person
b

39,061

2019 estimated
population

DAYTIME POPULATION

Start by assessing your consumers from
multiple geographies.

Using data and analytics, uncover and define
the economic potential in your Downtown
area based on the CTA derived from mobile
data.

$133,564

Avg. Housing Unit Value




The City's Part

Zoning & Codes

Conventional Zoning

Den5|ty use, floor area ratio (FAR), setbacks,
ﬁar ing requwements maximum building
eights specified

Zoning Design Guidelines

Conventional zoning requirements, plus
frequency of openings and surface articulation
specified

Form-Based Codes

Street and building types ‘or mix of types),
uild-to lines, number of floors, and
percentage of built site frontage specified



The City's Part

Maximize Public
Spaces

* Modify Ordinances and Relax Regulations
» Create “Streeteries” and Parklets
* Prioritize Pedestrian Activity in Downtown

» Temporarily Allocate Parking in Downtown
for Pick-up Lanes

» Help Restaurants “Winterize” Outdoor
Dining

 ldentify Real Estate in Direct Proximity to
Public Spaces




Cost-Benefit
Infrastructure
Solutions

Parking
» Streetscape improvements
«  Wayfinding signage
Maintenance
Lighting
Security
Marketing

Holiday decorations

Capital Improvements AND Events that
sell who you want to be




The City's Part

Parking

 Cities need to adjust to new commuting
patterns and reduced office demand.

» Many major cities across the US are
reconsidering long held parking minimum
requirements

*  Work with local surface lot owners,
churches, etc to facilitate shared parking
agreements for nearby retail.

» EV charging on Main Street




The City's Part

Empower the
Creative Class

* Encourage local and regional
entrepreneurs

* Incentivize local capital sources
 Identify emerging small-scale developers
* Host entrepreneurial meetups

» Consider retail incubator space

WHEN YOU SHOP SMALL® IT CAN LEAD T0 BIG THINGS

THE SHOP SMALL MOVEMENT MAKES AN IMPACT ON NEIGHBORHOODS ACROSS THE COUNTRY.

Aylg nthu

" DREAM INTO REALITY. e
A THE OWNER
B\ HiRES LocaLs

to help run the shop.

TAKE [IFF o

nlocal ta
would fund thin glk

BETTER ROADS
AND PARKS...
.CREATING A T
NEIGHBORHOOD

for cycling, which
rrrrrrr better business
for the local bike shop.




The City's Part

ldentify and Market Your Opportunities

JASPER, TEXAS J=DCO S AVAILABLE
LAMAR STREET SPACES FORMER BANK SPACE

150 EAST IAMAR STREET, JASPER, TEXAS 75951

downtown strategie

100 WEST MAIN STREET, HARTSVILLE, TENNESSEE 37074

Kress Building

1108 NOBLE ST ANNISTON, AL 36201

Parcel No. (APN) 21-03-06-4-006-062.000

Land Use COMMERCIAL, STORES, RETAIL OUTLET

Budlding Area 16,773 SF

LotArea 13,634 SF (0.31 ACRES)

Adj. Lots Owned NONE

Year Budt 1935

Owner (Assessor) FIRST LEGACY HOLDINGS LLC

Owner Address (Assessor) 1106 MONTVUE RD
ANNISTON, AL 36207

Last Market Sale 2/13/1

Total Assd. Value $50,180

Property Strategy

*  Former department stores, especially Kress department stores have been the target of all
kinds of adaptive reuse projects over the last decade.
We have seen retail, residentlal, office, and all kinds of Interesting and desirable uses come
from these buildings.
The 13,634 SF bullding would need to be demised into, at least two, to three spaces. With the
two dedicated entrances, two may be the perfect fit. Puttingin 2° and 3 floor

would help promot de on Noble Street and would be an attractive

Bullding Sire

Demographic Ovarview

unit for downtown residents.

Rehabbing, but keeping the original exterior would be highly recommended. Dedicated parking

in the rear of the space for residents and retail operators is a major plus, as well as dedicated

trashremoval. 2020 Demographics SMinckeOf 0 MisuleD! 15 Minute Dt

$70,048

The parknext door could be used ar occasionally activatedby the tenants, as could the
overflow public parking.

Amuralon the side of the buildingwould be our recommendation to attract more visitors and
become a local landmark.

We realize that puttingin sprinklers, and the large amount of capital that would be needed to A il Howaholds
revitalize this property makes it a challenge, but because there is a blueprintacross the

country of ideas and success stories on these buildings, we feel it is a worthy endeavor. s e = Lo -

By restoring the fagade, the property would be eligible for state and federal historic tax credits eshen o seme Properly Conlact

that would make the project potentially more feasible, as seen on similar former department Taytime gl s B = » — Moyer Shophen Chombers
store projects in Montgomery and Birmingham. e bann : .

sopwation
Meson bt incame

Doyt Popuiation




Sources

* The New Consumer
* Urban Land Institute
« CBRE

« JP Morgan Chase

* Main Street America
* Forbes

* National Retail Federation
« Brookings Institute
* IE University

* Industry Dive

« Salsify

* Grandview Research
* American Express

* Hines
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) retail strategies

QUESTIONS
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Elliott Cook
elliott@retailstrategies.com

B wcaisimeaes () JLL

NAVIGATING THE PARADOXES OF

Retail & Shopping ‘Centel}s:-r_____‘v'_' )
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James Cook Feb 21st

JLLs Americas Director of Retail Research 10:30 ©sT

Lacy Beasley

Tuesday

President, Retail Strategies
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