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THE PLUMBING OF THEWORLD IS CHANGING

TECHNOLOGY

A Changing the way we live: shifting retail & tenant mix, interaction, and connectivity
(more changes to come -- driverless cars, robots, big data convergence)

A Retail adapting to changing social habits, bricks/clicks omni -channeling, focus is on trips vs. sales

A The new store may be an industri al building: oLast Mil e
A Moving from Consumption to Connectivity to Distribution

GREEN ECONOMY

A California shifting to aeenédecemdomyar bon footprint 0

A Mandates are aggressive

A State has authorized new O0Sustainability and Housingé Di
A Spur growth of health, sustainable, environmental oriented business and achieve compliance

ECONOMIC DEVELOPMENT IS CHANGING

A New E.D. strategies based on digital -based lifestyle shifts, demographics, climate action mandates

A Loss of jobs to automation requires commitment to job ci
A Housing shortage affects all; now a state -wide priority with mixed local support

A Cities need private $$ to create jobs & tax revenueéand
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BUSINESSES PURSUE RELEVANCE AND PROFITS
INA CHANGING WORLD

.
k

Consumption ‘
Customers are buying differently ‘ _amazon
Brick and Mortar vs Online P
Demand for convenient and rapid delivery (last mile delivery)
InstaCartDoordash UberEATS

Commuting
Peopl eds movement patterns
Economy of sharing (Ubeuyft ride-sharing)
Driverless cars coming soon
Expanding Transit ($100 Billion dollars approved by L.A. voters)

Communication

People are communicating digitally
Social mediaHacebook, Instagram, Twitder
Employee Recruitment (LinkedIn, Zip Recruiter, Indeed)

Digital means local as weN¢xtdoor) Public & Private Sectors
4 Must Focus or




HOW DO MILLENNIALS COMMUNICATE?

Social Medial

A Millennials are communicating and sharing experiences digitally
on a regular basis @

A Social media monthly usage statistics

A Facebook 2.06 billion

A Instagram 800 million , gg @
A Twitter - 328 million

A Snapchat 300 million

A Pinterest- 150 million o
A Employee Recruitment (LinkedIn, Zip Recruiter, Indeed) m lndeed

A LinkedIn- 500 million registered members, 200 million ane:searen. all JoRs.
monthly visitors

A Means cities can conduct community outreach online . N td
A Next-door - social network for neighborhoods ex oor
A digiConversatiok - project outreach platform for cities

Sources: https://chrissniderdesign.com/blog/resources/sauiadliastatistics/; https://www.indeed.com/about
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ISYOUR CITY MILLENNIAL READY? 4 KEY QUESTIONS

PLAY/SHOP

WORK

LIVE

CONNECTIVITY/
MOBILITY

Are you creating places, not spaces?

A Blended use

A Culture/Entertainment

A Experience Restination

Are you inducing creating workplaces?

A Creative office

A Shared workspaces

A Sustainability: Zero Net Energy (by 2030 for combideggial

Are you attracting Millennial housing?

A From Urban topdatedSuburban settings

A Want communitigsbjectsvith urban amenities
A Authentic places with genuine experiences

Are your projects enabling/supporting mobility?

A Internet/Digital backbone investment

A Transit first/last mile mobility and connectivity
A Design with drones airdpoffsn mingless parking
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THE EVOLUTION OF RETAIL

1. Big Box Shrinkage 4. Millennials Defining Consumer Demographics
o Size matters, but bigger is not necessarily better; o More spending power than any other generation
most stores smaller by 25% to 75% ($600B)
o #smallboxretail o 80M strong, mobile devices are their medium for

communication, research, shopping, etc.
2. Food and Place are New Anchor Tenants

e o #ExperientialRetailin
o For the first time in history, U.S. restaurant sales P J

have surpassed grocery sales 5. E-Talil

o #You Canodot Eat or Dri nk Over t he b nUnienrofretail consumption & electronic
commerce

3. Mixed Use is about the Riaht Blend o Retailers with robust omni-channels backed by
' Ixed Use Is about the Rig ef physical stores, generate the most online sales
oT_odayc_)s ovalued metric 1is om%én?nichaaranIngt ti me and
trip generation than sales per square foot

o #CommunityRetail instead of lifestyle retail .. Distribution Revolution

o Distribution of goods is as important as
consumption; demand for industrial real estate is
at all time high

o #Redustrial



BRICK & MORTAR RETAIL STILL IN PLAY

Of $5.1 trillion in retail sales,
e-commerce sales account for $453 billion (9.0%)

42

Sources: http://www.businessinsider.com@mmmerceretailsales2022amazor20178; The 12.7% number that is regularly used to speak to ordimly sales includes mail order and auction sales, as well asrghgql service charges.
https://www.census.gov/retail/mrts/www/data/pdf/ec_currentAcgording to U.S. Census;d@®mmerce sales are negotiated online but payment may or may not be made online. Census datatis asaf Q3 2017KosmontCompanies estimated Q4 2017
sales based on quart¢én-quarter trends in 2017 to obtain total retail and total online sales for 2017.
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http://www.businessinsider.com/e-commerce-retail-sales-2022-amazon-2017-8
https://www.census.gov/retail/mrts/www/data/pdf/ec_current.pdf

WHOO0OS MAKI NG DEALS?

(ULTA 1ICOSS
SEPHORA

DOLLAR GENERAL

Save time. Save money. Every day!

1§ DOLLAR TREE 'Fj.ma)x

/Marshalls.

Walmart

IMWMMQM

TRACTOR
SUPPLY C2

e

LA|FITNESS.

HOBBY LOBBY

Super Savings, Super Selection!™

burllngton FAST-FIRE'D M ‘..." -
¢¢¢¢¢¢¢¢¢ iazconing st
'Paggzra

Sources: http:/Mww.businessinsider.cdretailersopeningnew storesthis-year20175; http://www.businessinsider.com/fastgsowing 10
restaurantchainsin-the-us201720176/#5-chickfil-a-1; http://www.nrn.com/topl00-restaurants/201fop-100-top-10-fastestgrowingchains



NUMBER OF RETAIL STORES CLOSING IN 2017

Radio Shack
*Payless
**Ascena Retail group
Rue21

Gymboree

The Limited
Family Christian
Kmart

hhgregg

Bebe

Wet Seal

Crocs

Gamestop
JCPenny

Michael Kors
BCBG

American Apparel
Gordmans Stores
Sears

Staples

CVSs

Macy's
Abercrombie & Fitch
Guess

Gander Mountain
EMS

American Eagle
Bob's Stores
Tailored Brands

Source: http://www.businessinsider.com/kistores-closing20179; https:/tlark.comshoppinegretail/majorretailersclosing2018/

WHOO0OS CLOSI
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* Includes 408 potential closures announced in bankruptcy filling

** |Includes 339 potential closures
(Ascena Retail Group owns Ann Taylor, Lane Bryant & others)
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NG UP SHOP?

AND MORE CLOSING IN 2018...

o To o Do o Do o Do I

Ascena Retail Group (operating Ann Taylor,
Loft, Dress Barn, Justice, and other stores)
268 stores

Gap & Banana Repub00 stores

Toys R Us (filed for bankruptcy)182 stores
MichaelKors - 100-125 stores

Sears & Kmart 103 stores

S amo s-6&dtored

J. Crew- 50 stores

BonTon - 42 stores

Ma c y1& stores

JCPenney 8 stores



BRICK & MORTAR RETAIL = BLENDED USE

NOW

RESIDENTIAL
COMMUNITY RETAIL

EXPERIENTIAL | CULTURE |
ENTERTAINMENT | FITNESS

FOOD | GROCERY [ RESTAURANTS
MEDICAL | OFFICE | CIVIC
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SOQOIN]

POP-UPS
LOCKERS

CLICK-AND-COLLECT /| BOPUS
(BUY ONLINE, PICK UP IN STORE)

DISTRIBUTION (REDUSTRIAL)
VS. DESTINATION




EXPERIENCE AND PLACE IS BECOMING ABOUT FOOD

OWHATOGS FOR DI NNER, HONEY ? 8 EWWAVE OF AUTOMATION
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80% of Americans
unsure what
theyodre hav GROCERANTS

dinner by 4pm?

Sources: http://www.npr.org/sections/thesalt/2016/05/03/476488223/vgfatr-dinnerthe-optionsfor-afastanswermultiply; Shoppingenterd oday,July 2016
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