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Retail is in Our DNA

The industry leader in customer analytics and site 
l ti  t  th  t il i d tselection to the retail industry

Buxton management represents over 500 cumulative 
years in the retail industryyears in the retail industry

Partnered with over 1,700 clients including 350 
community clientscommunity clients

Our communities have recruited more than 15 million 
sq. feet of retailsq. feet of retail

We speak daily with senior retail real estate executives

We Speak Retail!



Some of  Our Retail Clients



Some of  Our Community Clients



A Proven Retail Development Strategy

Uncovers Retail and Restaurant Opportunities

Validates Retail Development Opportunity 

Executable Programg

Links Planning to Implementation



City of  Saratoga’s Purpose

•Primary Trade Area Analysis
•Psychographic Breakdown of Consumersy g p
•Supply/Demand information for the Trade Area
•Arm Existing Businesses with Customer Information



Example Drive Time Trade Area

E l  T  f T d  Example Types of Trade 
Areas Compared 

City Limits 8 Mile 
Ring

15 Minute
Drive Time

Population 9,947 15,715 25,583

R t il P t ti l $450 $750 illi $1 billi

City Limits

Population 9,947

R t il P t ti l $450 

City Limits 8 Mile 
Ring

Population 9,947 15,715

R t il P t ti l $450 $750 illiRetail Potential $450 
million $750 million $1 billion

Restaurant Sales $41 million $64 million $100 million

Automobile Sales 3,243 
vehicles

4,522 
vehicles

6,968 
vehicles

Retail Potential $450 
million

Restaurant Sales $41 million

Automobile Sales 3,243 
vehicles

Retail Potential $450 
million $750 million

Restaurant Sales $41 million $64 million

Automobile Sales 3,243 
vehicles

4,522 
vehiclesvehicles vehicles vehiclesvehiclesvehicles vehicles



Retail Leakage/Surplus Analysis Purpose

How many dollars are leavingHow many dollars are leaving
What stores attract outside dollars
How strong is your retail sectorHow strong is your retail sector
What are our retail opportunities

Example of Major Store 
Type.  Buxton analysis yp y
includes details within 
Major Store Types and 
analysis by Product Type



Psychographics vs. Demographics

Traditionally, locations were selected based on:

Age
    2004 PROJECT ION 335,270 203,595 180,704 38,737
   1999 EST IMAT E 317,227 191,531 171,169 33,401

y,

    1990 CENSUS            288,000 168,911 155,053 25,170
    1980 CENSUS    251,960 124,794 130,920 19,579
    GROW T H 1980 - 1990 14.30% 35.35% 18.43% 28.56%
    2004 PROJECT ION 112,977 70,933 61,090 13,189
    1999 EST IMAT E 106,024 66,197 57,315 11,341
    1990 CENSUS 95,664 58,156 51,452 8,688
    1980 CENSUS 80,666 40,242 39,015 6,626
    GROW T H 1980 - 1990 18.59% 44.52% 31.88% 31.12%
1999 EST IMAT ED POPULAT ION BY RACE 317,227 191,531 171,169 33,401
    WHIT E 38.25% 50.97% 35.23% 74.57%
    BLACK 48.93% 41.02% 58.74% 13.50%
    ASIAN & PACIFIC ISLANDER 0.90% 1.96% 0.74% 0.38%
    OTHER RACES 11.92% 6.05% 5.29% 11.55%
1999 EST IMAT ED POPULAT ION 317,227 191,531 171,169 33,401
    HISPANIC ORIGIN 18.41% 11.30% 8.96% 17.93%
OCCUPIED UNIT S 95,664 58,156 51,452 8,688
    OWNER OCCUPIED 61.02% 62.99% 62.58% 63.00%
    RENT ER OCCUPIED 38.98% 37.01% 37.42% 37.00%

1991 PERSONS PER HH 2 98 2 88 2 98 2 81

Sex
    2004 PROJECTION 335,270 203,595 180,704 38,737
    1999 ESTIMATE 317,227 191,531 171,169 33,401
    1990 CENSUS            288,000 168,911 155,053 25,170
    1980 CENSUS    251,960 124,794 130,920 19,579
    GROWTH 1980 - 1990 14.30% 35.35% 18.43% 28.56%
    2004 PROJECTION 112,977 70,933 61,090 13,189
    1999 ESTIMATE 106,024 66,197 57,315 11,341
    1990 CENSUS 95,664 58,156 51,452 8,688
    1980 CENSUS 80,666 40,242 39,015 6,626
    GROWTH 1980 - 1990 18.59% 44.52% 31.88% 31.12%

Race
    2004 PROJECTION 335,270 203,595 180,704 38,737
    1999 ESTIMATE 317,227 191,531 171,169 33,401

1990 CENSUS 288,000 168,911 155,053 25,170   1991 PERSONS PER HH 2.98 2.88 2.98 2.81
1999 EST . HOUSEHOLDS BY INCOME 106,024 66,197 57,315 11,341
    $150,000 OR MORE 4.03% 7.21% 4.10% 3.78%
    $100,000 TO $149,999 8.57% 11.61% 9.41% 6.71%
    $ 75,000 TO $ 99,999 13.07% 15.67% 13.86% 10.85%

1999 ESTIMATED POPULATION BY RACE 317,227 191,531 171,169 33,401
    WHITE 38.25% 50.97% 35.23% 74.57%
    BLACK 48.93% 41.02% 58.74% 13.50%
    ASIAN & PACIFIC ISLANDER 0.90% 1.96% 0.74% 0.38%
    OTHER RACES 11.92% 6.05% 5.29% 11.55%
1999 ESTIMATED POPULATION 317,227 191,531 171,169 33,401
    HISPANIC ORIGIN 18.41% 11.30% 8.96% 17.93%
OCCUPIED UNITS 95,664 58,156 51,452 8,688
    OWNER OCCUPIED 61.02% 62.99% 62.58% 63.00%
    RENTER OCCUPIED 38.98% 37.01% 37.42% 37.00%
    1991 PERSONS PER HH 2.98 2.88 2.98 2.81
1999 EST. HOUSEHOLDS BY INCOME 106,024 66,197 57,315 11,341
    $150,000 OR MORE 4.03% 7.21% 4.10% 3.78%
    $100,000 TO $149,999 8.57% 11.61% 9.41% 6.71%
    $ 75,000 TO $ 99,999 13.07% 15.67% 13.86% 10.85%
    $ 50,000 TO $ 74,999 21.87% 23.51% 23.03% 21.28%
   $ 35,000 TO $ 49,999 16.16% 15.04% 15.81% 13.18%

   1990 CENSUS            288,000 168,911 155,053 25,170
    1980 CENSUS    251,960 124,794 130,920 19,579
    GROWTH 1980 - 1990 14.30% 35.35% 18.43% 28.56%
    2004 PROJECTION 112,977 70,933 61,090 13,189
    1999 ESTIMATE 106,024 66,197 57,315 11,341
    1990 CENSUS 95,664 58,156 51,452 8,688
    1980 CENSUS 80,666 40,242 39,015 6,626
    GROWTH 1980 - 1990 18.59% 44.52% 31.88% 31.12%
1999 ESTIMATED POPULATION BY RACE 317,227 191,531 171,169 33,401
    WHITE 38.25% 50.97% 35.23% 74.57%
    BLACK 48.93% 41.02% 58.74% 13.50%
    ASIAN & PACIFIC ISLANDER 0.90% 1.96% 0.74% 0.38%
    OTHER RACES 11.92% 6.05% 5.29% 11.55%
1999 ESTIMATED POPULATION 317,227 191,531 171,169 33,401
    HISPANIC ORIGIN 18.41% 11.30% 8.96% 17.93%
OCCUPIED UNITS 95,664 58,156 51,452 8,688
    OWNER OCCUPIED 61.02% 62.99% 62.58% 63.00%

RENTER OCCUPIED 38 98% 37 01% 37 42% 37 00%

Income
    2004 PROJECTION 335,270 203,595 180,704 38,737
    1999 ESTIMATE 317,227 191,531 171,169 33,401
    1990 CENSUS            288,000 168,911 155,053 25,170
    1980 CENSUS    251,960 124,794 130,920 19,579
    GROWTH 1980 - 1990 14.30% 35.35% 18.43% 28.56%
    2004 PROJECTION 112,977 70,933 61,090 13,189
    1999 ESTIMATE 106,024 66,197 57,315 11,341
    1990 CENSUS 95,664 58,156 51,452 8,688
    1980 CENSUS 80,666 40,242 39,015 6,626
    GROWTH 1980 - 1990 18.59% 44.52% 31.88% 31.12%
1999 ESTIMATED POPULATION BY RACE 317,227 191,531 171,169 33,401

WHITE 38 25% 50 97% 35 23% 74 57%
, ,

    $ 25,000 TO $ 34,999 11.44% 9.95% 10.81% 13.82%
   RENTER OCCUPIED 38.98% 37.01% 37.42% 37.00%
    1991 PERSONS PER HH 2.98 2.88 2.98 2.81
1999 EST. HOUSEHOLDS BY INCOME 106,024 66,197 57,315 11,341
    $150,000 OR MORE 4.03% 7.21% 4.10% 3.78%
    $100,000 TO $149,999 8.57% 11.61% 9.41% 6.71%
    $ 75,000 TO $ 99,999 13.07% 15.67% 13.86% 10.85%
    $ 50,000 TO $ 74,999 21.87% 23.51% 23.03% 21.28%
    $ 35,000 TO $ 49,999 16.16% 15.04% 15.81% 13.18%
    $ 25,000 TO $ 34,999 11.44% 9.95% 10.81% 13.82%

   WHITE 38.25% 50.97% 35.23% 74.57%
    BLACK 48.93% 41.02% 58.74% 13.50%
    ASIAN & PACIFIC ISLANDER 0.90% 1.96% 0.74% 0.38%
    OTHER RACES 11.92% 6.05% 5.29% 11.55%
1999 ESTIMATED POPULATION 317,227 191,531 171,169 33,401
    HISPANIC ORIGIN 18.41% 11.30% 8.96% 17.93%
OCCUPIED UNITS 95,664 58,156 51,452 8,688
    OWNER OCCUPIED 61.02% 62.99% 62.58% 63.00%
    RENTER OCCUPIED 38.98% 37.01% 37.42% 37.00%
    1991 PERSONS PER HH 2.98 2.88 2.98 2.81
1999 EST. HOUSEHOLDS BY INCOME 106,024 66,197 57,315 11,341
    $150,000 OR MORE 4.03% 7.21% 4.10% 3.78%
    $100,000 TO $149,999 8.57% 11.61% 9.41% 6.71%
    $ 75,000 TO $ 99,999 13.07% 15.67% 13.86% 10.85%
    $ 50,000 TO $ 74,999 21.87% 23.51% 23.03% 21.28%
    $ 35,000 TO $ 49,999 16.16% 15.04% 15.81% 13.18%
    $ 25,000 TO $ 34,999 11.44% 9.95% 10.81% 13.82%



Psychographics vs. Demographics

For retailers: It’s Customers  Not PeopleFor retailers: It’s Customers, Not People

Now, customers can 
be identified based 
on:on:

Lifestyles
Purchase Behavior
Media Habits



Segmentation

All U.S. households fall into 1 of 
66 psychographic segments

4

3

1

2

0
1 3 5 7 9 11 13 15 17 19 21 23 25 27 29 31 33 35 37 39 41 43 45 47 49 51 53 55 57 59 61 63 65



Identify & Profile Your Customers

Census Profile
Customer One Customer Two

Age: 40 Year Old Male 44 Year Old Male
Income: $62,000 Income $66,000 Income
Ethnicity: Caucasian Caucasian
Marital Status: Married Married
Kids: 2 Children 3 Children
Education: Post-graduate degree College Graduate



Know Your Customers

Psychographic Profile
Customer One Customer Two

Owns: Entertainment Center Power Boat
Eats: Boston Market Chili’s Grill & BarEats: Boston Market Chili s Grill & Bar
Reads: Barron’s Field & Stream
Watches: PGA Tour Country Music TV
Drives: BMW 5 Series Dodge Ramg
Drinks: White Wine Bud Light



Saratoga Primary Trade Area



Trade Potential Variables



Leakage/Surplus Index by Store Type



Leakage/Surplus Index by Building 
Material, Garden, & Supply Dealers, , pp y



Building Material, Garden, & Supply 
Dealers



Foodservice & Drinking Places



Customer Household Profiles

Households in the 7 minute trade area were profiled based 
on their lifestyle and purchase behavior



Customer Household Lifestyles

Psychographics focus on 

Customer Lifestyles

4

3

Empty-nest couples
Dominant Customer

1

2
Empty nest couples
Suburban homeowners
Possess a postgraduate degree
Highest concentration of income $200,000+/year

0
1 3 5 7 9 1 1 1 3 1 5 1 7 1 9 2 1 2 3 2 5 2 7 2 9 3 1 3 3 3 5 3 7 3 9 4 1 4 3 4 5 4 7 4 9 5 1 5 3 5 5 5 7 5 9 6 1 6 3 6 5

Highest concentration of income $200,000 /year
Most opulent standard of living



Customer Household Purchase Behaviors

Psychographics focus on 
Lifestyles

Purchase Behavior
M di  H bit

4

Media Habits

3

Segment 1
Item # Lifestyle Characteristics Index

1

2 Item # Lifestyle Characteristics Index
1 Own/lease a Mercedes 625
2 Travel to France 516
3 Shop at Saks Fifth Avenue 413
4 Dine at Cheesecake Factory 403

0
1 3 5 7 9 1 1 1 3 1 5 1 7 1 9 2 1 2 3 2 5 2 7 2 9 3 1 3 3 3 5 3 7 3 9 4 1 4 3 4 5 4 7 4 9 5 1 5 3 5 5 5 7 5 9 6 1 6 3 6 5

y
5 Belong to a Country Club 376

Over 4500 individual categories available



Customer Household Lifestyles

Psychographics focus on 
Customer Lifestyles

4

3

Married couples with children
Dominant Customer 

1

2
Married couples with children
Suburban homeowners
Executives & white-collar professionals
Rank number-one in owning a small business

0
1 3 5 7 9 1 1 1 3 1 5 1 7 1 9 2 1 2 3 2 5 2 7 2 9 3 1 3 3 3 5 3 7 3 9 4 1 4 3 4 5 4 7 4 9 5 1 5 3 5 5 5 7 5 9 6 1 6 3 6 5

Rank number one in owning a small business
Most use home office



Customer Household Purchase Behaviors

Psychographics focus on 
Lifestyles

Purchase Behavior
M di  H bit

4

Media Habits

3

Item # Lifestyle Characteristics Index

Segment 3

1

2 Item # Lifestyle Characteristics Index
1 Shop at J. Crew 472
2 Go scuba diving 360
3 Buy men's business suit $350+ 350
4 Dine at California Pizza Kitchen 319

0
1 3 5 7 9 1 1 1 3 1 5 1 7 1 9 2 1 2 3 2 5 2 7 2 9 3 1 3 3 3 5 3 7 3 9 4 1 4 3 4 5 4 7 4 9 5 1 5 3 5 5 5 7 5 9 6 1 6 3 6 5

5 Read Wall Street Journal 307
Over 4500 individual categories available



Customer Household Lifestyles

Psychographics focus on 
Customer Lifestyles

4

3

Married couples with few children
Dominant Customer

1

2
Married couples with few children
Have high incomes and advanced degrees
Owners of small, fashionable homes
City dwellers

0
1 3 5 7 9 1 1 1 3 1 5 1 7 1 9 2 1 2 3 2 5 2 7 2 9 3 1 3 3 3 5 3 7 3 9 4 1 4 3 4 5 4 7 4 9 5 1 5 3 5 5 5 7 5 9 6 1 6 3 6 5

City dwellers
Ethnic diversity – White and Asian 



Customer Household Purchase Behaviors

Psychographics focus on 
Lifestyles

Purchase Behavior
M di  H bit

4

Media Habits

3

Segment 7
Item # Lifestyle Characteristics Index

1

2 Item # Lifestyle Characteristics Index
1 Own/lease a new volvo 521
2 Shop at Bloomingdales 409
3 Travel to Spain 386
4 Dine at Round Table Pizza 374

0
1 3 5 7 9 1 1 1 3 1 5 1 7 1 9 2 1 2 3 2 5 2 7 2 9 3 1 3 3 3 5 3 7 3 9 4 1 4 3 4 5 4 7 4 9 5 1 5 3 5 5 5 7 5 9 6 1 6 3 6 5

5 Listen to Jazz music 361
Over 4500 individual categories available



Next StepsNext Steps



Next Steps

•Be realistic 

•Retailers come in many shapes and sizes 

Retail diversity is important •Retail diversity is important 

•Take some chances…don’t limit yourself



Retail Retention and Attraction

•Aggressive marketing
T ll th  t  b t  t il t ti l – Tell the story about your retail potential 

– Utilize leakage information to build existing 
businessesbusinesses

– Aid development community with retail specifics
•Offer Business Building Opportunities 

– Direct Mail 
– Consistent Hours 
– Changing Storefronts




