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EXECUTIVE SUMMARY

Prince George’s County has many competitive advantages in attracting high-quality retailers and restaurants to the
County. Dynamic and growing, the County has a robust economy of varied industries and a retail market ripe with

captive affluent residents that are currently not well served.

Recent higher end shopping and entertainment retailer attraction successes demonstrate strong demand from
residents, employees, and visitors for high-quality shopping. The successes at Tanger Outlets, Hyattsville Arts
District, and Woodmore Towne Centre demonstrate existing market potential. Even with recent new retail
developments, the County still has unmet demand for higher quality retail, fueled by a strong middle class that is
underserved by existing retail. Over the next five years, demographic projections estimate that the County can likely
support an additional 1.8 million square feet of retail space based on projected growth in population, employment,

and visitor spending.

A critical challenge for the County is shaping and targeting future growth to areas that will attract the types of
high-quality retailers and development to meet underserved consumer demand, while maintaining or improving the

quality of existing retail centers.

Prince George’s County has many strong retail market areas located near household density and disposable
incomes that are successfully supporting retail centers. In addition, key mixed-use and commercial nodes and
clusters are primed to attract higher quality development, while other areas are in the process of adding the
household and employment density that will further drive retail demand. These areas could support the actively
expanding “attainable luxury” tenants, which is an important aspect of meeting Prince George’s County’s economic
development goals. Overall, every trade area in the County can support additional high- and mid-quality

tenant offerings.

While the Prince George’s County retail market demonstrates moderately strong market performance on a macro-
level, some of the underlying market fundamentals are much weaker. Countywide, vacancy rates are low and net
absorption has kept pace with new deliveries; however. a significant challenge for retail in Prince George’s County
pertains to quality more so than to quantity. On the surface, the County is not significantly over-retailed relative

to the national or regional average retail square feet per person, but the average productivity (sales per square foot)
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EXECUTIVE SUMMARY

of that retail space is currently less than in other comparable
counties in the Washington-Baltimore region. The County

is over-supplied with retail businesses offering products and
services at price points for which market demand is thin, and
under-supplied with those for which unmet retail demand

exists.

New retail centers built since 2006 have demonstrated strong
market absorption, but are often cannibalizing the tenants of
older shopping centers, which show negative net absorption
during the same period. This creates an environment where
lower quality tenants can overachieve and locate in better
space than they would typically occupy. Local-serving retail
centers in Prince George’s County display this phenomenon
most often; many community centers contain tenants that
would be more appropriately located in neighborhood centers,
and neighborhood centers contain tenants that would be more

appropriate for unanchored convenience and in-line retail.

Another significant challenge for Prince George’s County is
identifying strategies to address the incidence of corridors and
shopping centers that are at risk of failing. These marginal,
distressed, or failing centers have maintenance and repair
needs and are occupied primarily by locally owned tenants
rather than by national or regional chains. Some centers may
be obsolete and lack sufficient demand to attract and support
better retail despite help with physical upgrades or marketing.
At-risk and failing retail centers need intervention to retenant,
reposition, or repurpose the centers to enhance the health

of the immediate retail/commercial environs. Reducing
excess retail supply by repurposing or redeveloping the
troubled centers will boost the performance and retail market

competitiveness of the other centers that remain.

The Prince George’s County Competitive Retail Market
Strategic Action Plan is a five-year implementation strategy
designed to proactively address the economic and real estate

challenges that are negatively impacting the County’s retail
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environment, build on key strengths and tools that can be
leveraged, and articulate a strategic toolkit of actions and
approaches. The goal of the plan is to help policy makers,
elected officials, and business leaders enact the policy
changes and programs necessary to strengthen and diversify
the County’s local and regional retail base and help guide
future commercial and residential development and land
use decisions. The retail strategic action plan also provides
observations and strategic actions that the County can
undertake to help facilitate the repurposing or redevelopment
of weak or at-risk retail centers that may need to be

redeveloped or repurposed to nonretail uses.

The Competitive Retail Market Strategic Action Plan outlines
key measures, policies, programs, and financial incentives that
the County can undertake to leverage areas of opportunity,
strengthen and diversify the County’s local and regional retail
base, attract and retain desired high-quality retail, and address
the incidence of marginal, at risk, or failing retail centers. The
Strategic Action Plan includes 6 major strategic actions, with
26 subactions, that are all based on key areas of opportunity.
Each action and subaction recommends lead agencies, co-
leaders or strategic partners, a timeline for implementation,
resource planning estimates, and concrete and actionable
guidance on how to successfully implement each action. The

six strategic actions are as follows:

1. Empower Retail Business Development Champion:
Hire a retail implementation director to centralize
available resources, expand knowledge of local retail
properties, and champion retailer attraction and

marketing efforts.

2. Align Retail Development Planning, Policy, and
Investments with Marketability: Create places that
support the location and demographic factors to enhance

County marketability over the long term.




Target Retail Development Based on Unique County
Attributes: Focus on the three areas, Baltimore Avenue,
Greater Largo, and National Harbor, with the strongest
marketability today to attract the upscale retailers that the
County desires and its current and future residents and

employees will demand.

Prioritize Investments to Optimize High-End Retail
Attraction: Create long lasting, high value places to
support high-end retail over the long-term by prioritizing
the investments and physical improvements that will

enhance existing strong retail destinations.

Repurpose or Redevelop Weaker Retail Centers: Many
shopping centers are no longer viable for retail uses and
the County should evaluate and incentivize owners to
convert these properties to other uses with stronger

market potential.

Increase Spending Power in Surrounding Targeted

Retail Centers: Maintain healthy and stable retail centers
by strengthening the surrounding market with other uses,
such as housing and office employment, that will increase

the spending power of the retail trade area.

Additionally, this document’s final section outlines a

marketing strategy that utilizes the County’s existing

“Experience! Expand! Explore!” campaign to promote the

findings, benefits, and programs of the Strategic Action

Plan to the wider real estate and business communities. The

marketing strategy offers similar, concrete implementation

guidance as the strategic actions through the following

focus areas:

Expand Outreach and Messaging to Retail
Stakeholders: Craft a clear and consistent message that
responds to the unique perspective of each stakeholder

group to build and deepen relationships.

EXECUTIVE SUMMARY

Develop Marketing and Promotional Materials
and Strategic Partnerships: Allow for the County to
effectively communicate with the members of the target

audience groups.

Evaluate Marketing Success: Establish tangible
metrics to evaluate the impacts and success of the

marketing strategy.

PrINCE GEORGES COUNTY
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Prince George’s County has competitive advantages in attracting attainable
luxury and high-quality retailers and restaurants to the County. The market
is rife with captive affluent residents that are currently not well served. The attraction of
high-quality retail is an important aspect of meeting the economic development goals of
Prince George’s County.

The County has many strong retail market areas located near household density and
disposable incomes that could successfully support the actively expanding, attainable,

and experiential luxury retail market for premium necessity goods of a high quality. In
addition, key mixed-use and commercial nodes and clusters are primed to attract higher-
quality development, while other areas are in the process of adding the household and
employment density that will drive retail demand. Growth in the number of young
professionals with discretionary incomes and no children is driving demand and enhancing
the attraction of experiential luxury to the County.

A significant challenge for retail in Prince George’s County pertains to quality more so
than quantity. On the surface, the County is not significantly over-retailed relative to the
national or regional average retail square feet per person. However, Prince George’s County
is currently over-supplied with retail businesses offering products and services at price
points for which market demand is thin and undersupplied with those for which unmet
retail demand exists. Overall, every trade area can support additional high- and mid-quality
tenant offerings.
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INTRODUCTION

GOALS AND OBJECTIVES
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The Competitive Retail Market Strategic Action Plan
contains implementation strategies to help the County
capitalize on opportunities for diversification, development,
redevelopment, contraction, or the potential transformation
of targeted retail and commercial centers into alternative uses
or vibrant mixed-use economic centers of transit-oriented
activity, encompassing commercial (business, services, retail,
restaurant, and entertainment), residential, or recreational
uses. A key aspect of this strategic plan is the identification
of the most attractive locations for high-quality retail,

restaurants, and development in the near-term.

This document summarizes the key findings from prior
retail analysis work in the Background section, identifies
key opportunities for the County to pursue within its
Retail Market Strategic Action Plan, and recommends focus
areas for the Competitive Retail Marketing Strategy in the
Implementation Goals section. Action items to pursue are
detailed within the Strategic Action Plan and Marketing

Strategy sections.

Prior work and analysis to inform this strategic action

plan includes:

* 2015 Prince Georges County Retail Market Analysis'

» Retail Market and Locational Analyses by Market
Segment and Property Class/Type

» Competitive Analysis, Estimation of Market

» Market Segment Psychographic and Demographic
Profiles of the County’s Local and Regional Retail
Trade Areas

* 2016 Prince Georges County High-End Retail
Market Analysis *

* 2016 Prince Georges County Retail Marketability and
Competitiveness Study >

* Prince George’s County Case Studies—Marginal Retail
Center Redevelopment Scenarios (2017)

The Retail Market Strategic Action Plan is a five-year plan that
includes specific policy recommendations and implementation
strategies by targeted geographic locations, the rationale and
data to support those strategies, and estimated fiscal and

economic impacts of recommended strategies on the County.

The competitive retail marketing strategy presents marketing
and recruitment techniques to help attract and retain high-
quality retailers that complement the County’s “Experience!

Expand! Explore!” marketing strategy.

BACKGROUND

@ e 0000000000000 000000 0 0

Prince George’s County offers strategic places for immediate
retail development and strong redevelopment opportunities
throughout the County. The County has been increasingly
successful in attracting high-end shopping and entertainment
in National Harbor and is growing an authentic urban
shopping district in College Park, Hyattsville, and along
Baltimore Avenue. These retail destinations are an indication
of strong demand from residents, employees, and visitors

for high-quality shopping. Even with recent new retail
developments, the County still has unmet demand for higher-
quality retail fueled by a strong middle class underserved by

existing retail.

1 http://www.pgplanning.org/Resources/Publications/Retail _Market Analysis.htm

2 http://www.mncppcapps.ora/planning/Publications/PDFEs/312/High-End percent20Retail percent20Deliverable.pdf

3 http://www.mncppcapps.ora/planning/Publications/PDEs/311/Retail percent20Marketability

percent20Analysis percent20Deliverable.pdf
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INTRODUCTION

Create long-lasting, high-value places to support high-end retail
over the longterm by prioritizing investments and physical
improvements that will enhance strong retail destinations that
already exist in the County. Create walkable places that include
fransit options and attract restaurants, entertainment, and

refail activity.

PRINCE GEORGE'S COUNTY
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INTRODUCTION

The County also has a surplus of retail space, :

primarily located in older shopping centers, S o ¥ TP Sl

whose location and characteristics are unlikely

to attract the types of tenants for which there """_# e T U 000 PEOPLE
is unmet retail demand. As new retail centers J ! - | I
have been built, the surplus of retail space o - - gerounl | :
in the County creates a growing subset of : ' 3 g
shopping centers that struggle to attract and

retain the high-quality tenants that residents

desire. The RCLCO Prince George’s County

Retail Center Redevelopment Case Study

Analysis provides case studies of specific

retail centers in Prince George’s County

that can serve as prototypes for improving

the performance of the County’s weaker

shopping centers.

The surplus of available space in older
shopping centers perpetuates market
conditions that are favorable for existing
tenants by allowing them to overreach in the
types of spaces they occupy at less expensive
rents than what the space should command
(for example, neighborhood center tenants
leasing spaces in power centers). This creates
conditions that make it more economically
challenging for center owners to reinvest in
marginalized centers to attract better retailers.

Privce Grorees Couwty
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Align and coordinate policies, planning, and investments to
help create places that align the location and demographic
factors to enhance County marketability over the longterm.
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INTRODUCTION

The County can likely support an additional
1.8 million square feet of retail space over

the next five years based on projected growth
in population, employment, and visitor
spending. A critical challenge for the County
is shaping this growth and targeting it to
areas that will attract the types of high-quality
retailers and development that will meet
underserved consumer demand, while slowing
or stopping the pattern described above that
marginalizes existing retail centers and creates
underutilized space.

To address the first component of the
challenge—how to attract higher-quality
retailers—the County needs to identify its
most marketable locations that align with

the people and place factors that retailers

use in site selection. The main factors that
retailers look for include population density,
median income, and education levels. For
many restaurants, daytime employment is also
important. There are areas in the County that
have the demographic strength to demonstrate
market potential to retailers, such as College
Park, and there are places that have market
potential for a variety of reasons, such as transit
or redevelopment potential, but will require
extra effort to attract retailers.

Privce Grorees Couwty
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INTRODUCTION

Maintain healthy and stable retail centers by strengthening
the surrounding market with other uses such as housing and
office employment that will increase the spending power of the
surrounding area. These uses lay the ground work for attracting

higher-quality retail tenants to stable shopping centers as healthy
middle-income neighborhoods get stronger.

PRINCE GEORGE'S COUNTY
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INTRODUCTION

Today, in Prince George’s County, the areas
with the highest median incomes are not the
same locations with high enough household
densities to attract high-end retailers. The
places with strong demographic support also
do not necessarily coincide with the County’s
priority areas— Transforming Neighborhoods
Initiatives (TNIs), Priority Investment Districts
(PIDs), and Transit-Oriented Developments
(TODs). This misalignment creates challenges
to attracting the types of tenants that the
County wants in its priority areas and that
many of its consumers demand.

Each of these opportunities requires

a coordinated, centralized, and
multidepartmental approach, and a renewed
focus on how policy, planning, infrastructure,
and economic development decisions

may impact retail market opportunities. A
centralized data input/access system that
compiles all retail property information
obtained from owners by relevant departments
should be developed and maintained. From a
property owner’s perspective, dealing with four
or more departments individually may dissuade
them from making improvements that require
County approval or assistance.

Privce Grorees Couwty
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INTRODUCTION

To attract high-end retail, focus on no more than three to four
target areas with future development potential and the unique
aftributes to attract the variety and quality of refailers that the

County desires, and which its current and future residents and
employees will demand.

PRINCE GEORGE'S COUNTY
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INTRODUCTION

e

Align and coordinate policies, planning, and investments to
help create places that align the location and demographic
factors to enhance County marketability over the longterm.
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INTRODUCTION

Expand knowledge of local retfail properties and centralize
available resources within a new position responsible for
implementing the Retail Strategic Action Plan. Based on this
knowledge, the person in this role would also be providing
teedback on planning, investment, and other decisions that may
directly impact the retail market opportunity.

L FE&: VT

(l lu
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IMPLEMENTATION GOALS
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IMPLEMENTATION GOALS

R E TAI I_ MA R K ET ST RAT E G I C * Explore opportunities for the County to to address retail

revitalization needs that cross County and city boundaries

AC T I O N P I.A N o BJ E C T IV E S by cooperating with neighboring jurisdictions.

© © 0 0 00 0 0000000000000 0000000000000000000 00 00

* Improve the feasibility of capturing high-end retail dollars ~ The County faces some headwinds to achieve its high-end
and attracting high-end department and niche market and luxury retail goals within the short-term timeframe
stores to Prince George’s County. (five years) covered by this strategic plan. Specifically, the

« Identify appropriate opportunities and strategies to County is located within an affluent region where the

increase higher income household population density strongest demographics, densities, public transportation, and

and daytime employment to support the attraction of employment are highly concentrated and existing high-end

“attainable luxury” retailers to the County. retail clusters are already well established. In addition, there
) . ) is a disparity between where above-average household density
* Recommend recruitment strategies for high-end . . : )
) is located and where median household incomes are high.
department and specialty stores and restaurants. . ] ) ) ) ] :
o ) ) This retail strategic plan will assist the County in growing and
Capitalize on niche market potential. ] ) ] ] )
developing their own locations for high-end retail so that,

* Recommend implementation strategies and actions to rather than compete against similar or better locations in
attract high-quality retail to County TOD locations other jurisdictions within the region, the County can grow its
and support mixed-use, transit-oriented development own unique destinations. This strategy will bear fruit over the

or redevelopment. long-term but may not produce immediate gains.

* Address significant unrealized development and
] . The County is currently doing a good job of marketing its
redevelopment potential, shopping center obsolescence,

) . strengths and has been successful in attracting desirable

and weak market performance, including an assessment of
o - retailers such as Nordstrom Rack, Whole Foods, Harris Teeter,

property productivity and market definition. ) )

Sweetgreen, and others. It can enhance its marketing efforts

* Address the incidence of inappropriate retail sprawl or by providing a clear, data-driven story about the County’s

disproportionate retail market segment saturation in recent and future growth and touting the success of major

the County. Coordinate land use policies with County retailers that have recently opened in the County. Also, the

retail goals in the zoning process for retail and mixed-use | ons “Experience! Expand! Explore!” marketing strategy

development and redevelopment. should begin to segment potential retailers based on their

* Recommend strategic action plans to strengthen or ideal locations and target consumers based on which of the
redevelop older, marginal, obsolete, or failing retail County’s three to four target areas they best fit.

centers and corridors including assessments of the

1 . . Marketing can extend beyond retailers to other entities
potential impacts of repurposing retail centers to

. . . ) involved in the County real estate market, such as realtors,
nonretail or mixed-use versus alternative actions such

as redevelopment. Slow the defection of creditworthy homebuilders, and real estate developers, as these players

cenants from older centers reach a broader audience who will help to build the homes,

neighborhoods, and unique place aspects of the market that

continue to enhance the marketability of the County.

Privce Grorees Couwty
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IMPLEMENTATION GOALS

RETAIL MARKET STRATEGIC
ACTION PLAN OVERVIEW

oooooooooooooooooooooooooooooooooooooooooo

RCLCO has synthesized the County’s retail market objectives
into six key strategies that organize the action items within the
Retail Market Strategic Action Plan based on the findings over

the course of this analysis.

The first set of opportunities arise from aligning County
goals and objectives with retail marketability and creating

an extensive centralized knowledge of existing property
dynamics that the County can leverage in its investments and

decision making.

* Empower Retail Business Development Champion
(Opportunity 1): Expand knowledge of local retail
properties and centralize available resources within a new
position also responsible for implementing the Retail
Strategic Action Plan. Based on this knowledge, the
person in this role would also be responsible for providing
feedback on planning, investment, and other policy
decisions that may directly impact the specific retail

market opportunities.

* Align Retail Development Planning, Policy, and
Investments with Marketability (Opportunity 2): Align
policies, planning, and investments to help create places
that support the location and demographic factors to

enhance County marketability over the long-term.

The second set of opportunities is driven by the County’s
changing consumer make-up and unmet demand for new,

higher-quality retail.

* Target Retail Development Based on Unique County
Attributes (Opportunity 3): To attract high-end retail,
focus on no more than three to four target areas with

future development potential and the unique attributes to

attract the variety and quality of retailers that the County
desires and its current and future residents and employees

will demand.

* Prioritize Investments to Optimize High-End Retail
Attraction (Opportunity 4): Create long lasting,
high value places to support high-end retail over the
long-term by prioritizing the investments and physical
improvements that will enhance existing strong retail
destinations. Create walkable places that include
transit options and are in turn the settings that attract

restaurants, entertainment, and retail activity.

e third set of opportunities emanates from existing retai
The third set of opportunit tes fi ting retail
properties and how to redevelop, repurpose, and strengthen

the surrounding markets.

* Repurpose or Redevelop Weaker Retail Centers
(Opportunity 5): Repurpose or redevelop weaker retail
centers with other uses that could better serve the local
market. In some cases, this may present the opportunity
to reshape auto-oriented shopping centers into more

vibrant mixed-use districts or other nonretail uses.

* Increase Spending Power Surrounding Targeted Retail
Centers (Opportunity 6): Maintain healthy and stable
retail centers by strengthening the surrounding market
with other uses such as housing and office employment
that will increase the spending power of the retail trade
area. These uses lay the ground work for attracting higher-
quality retail tenants to stable shopping centers as healthy

middle-income neighborhoods get stronger.

RCLCO has synthesized the County’s marketing goals into
three focus areas where they can expand and improve existing
efforts to help address the opportunities in the Retail Market
Strategic Action Plan (SAP).

PrINCE GEORGES COUNTY
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* Expand Outreach and Messaging to Retail Stakeholders
Understand the target audience of the SAP and
craft a clear and consistent message that responds to
the unique perspective of each group to build and

deepen relationships.

* Develop Marketing and Promotional Materials and
Strategic Partnerships Marketing and promotional
materials and strategic partnerships will allow for the
County to effectively communicate with the members of

the target audience groups.

* Evaluate Marketing Success Establish tangible metrics to
evaluate the impacts and success of the marketing strategy.
These metrics, once identified and agreed upon, should
be consistently monitored to ensure that the plan is being

realized in a way that is delivering value to the County

and its stakeholders.

Privce Grorees Couwty
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The Prince George’s County Retail Market Strategic
Action Plan outlines key measures that the County should
undertake and the process that should be performed
throughout the five-year timeframe as part of the ongoing

work to maintain a healthy retail market and attract
desired tenants. Many of the action items should be
pursued concurrently.

PRINCE GEORGE'S COUNTY
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RETAIL MARKET STRATEGIC ACTION PLAN

ST R AT E G I C AC T I O N Key Agencies and Positions: The following groups

are referenced for various action items to lead or

P I.A N C O ST A N D support implementation:
IMPACT METRICS :

ooooooooooooooooooooooooooo

Prince George’s County Economic Development

Each strategy outlines the key County entities to lead or Corporation (EDC)

support the initiative, a relative cost (minimal, low, medium, * Prince George’s County Economic Development
and high), and the impact of achieving the objective (low, Corporation Retail Implementation Director (RD)
medium, and high). * Prince George’s County Office of the County

E tive (CEX
Cost Metrics: The following is a qualitative description and xecutive ( )

estimated cost range for the cost metrics. * Prince George’s County Council (CC)
Minimal: Shifti 1 iorities withi . * M-NCPPC Prince George’s County Planning
inimal: Shifting goals or priorities within an existing Department (PD)

process (Less than $5,000).
* Prince George’s County Department of Public Works and

Transportation (DPW&T)

* Low: New allocation of existing resources or staff

time ($5,000-$30,000).

. . ) * Prince George’s County Department of Permitting,
¢ Medium: Some additional resources or staff time, but not

Inspections and Enforcement (DPIE)
a full new position ($30,000-$100,000).

* Prince George’s County MD Conference and
* High: Additional staffing resources or major

investment ($100,000+).

Visitors Bureau

* Prince George’s County Redevelopment Authority

Impact Metrics: Below is a qualitative description of the . , .
P d P * Prince George’s County Department of Housing and

impact metrics.

Community Development (DHCD)

* Low: Aesthetic or community benefits isolated to an * Municipalities (Munis)
individual retail center with minimal spillover benefits to

surrounding area; minimal revenue impact.

* Medium: Meaningful or quantifiable results (based on
rents, occupancy rates, etc.) that may be leveraged by

nearby properties.

* High: Critical to implementing the retail plan and
achieving multiple goals; will drive long-term economic

value for the County.
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STRATEGIC ACTION Legend for Table
PLAN SUMMARY
PHASING CHART

ooooooooooooooooooooooooooo

Lead Agency

Economic Development Corporation (EDC)
The Strategic Action Plan Phasing Chart provides an outline (Includes Office of the County Executive]

of the strategy recommendations for each opportunity,
the timeframe, and which County entities should lead or Retail Implementation Director (RD)
participate as key partners in the implementation of each
strategy. Critical first steps that should be taken immediately
in executing the plan are indicated. Solid colors indicate when Prince George’s County Council (CC)
actions are initiated and the duration. The hashed fill indicates

actions that are ongoing and continuous after initiation. The M-NCPPC Prince George’s County Planning

color of the shading indicates the group designated as the Department (PD)

primary lead, as shown in the key below. Other key agency

partners, co-leaders, and required participants are also listed Redevelopment Authority (RA)
on the chart. Roles, responsibility or possible involvement of
participant is briefly described later under each strategy.

Department of Public Works and

Transportation (DPW&T)

Co-Leads or Partners
Prince George’s County Office of the County Executive (CEX)

Department of Permitting, Inspections and
Enforcement (DPIE)

Municipalities (Munis)

Prince George's County MD Conference & Visitors
Bureau (PGCVB)

Prince George’s County Department of Housing and
Community Development (DHCD)

PrINCE GEORGES COUNTY
ComPETITIVE RETAIL MARKET STRATEGIC ACTION PLAN
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Table 1. Prince George’s County Retail Strategic Action Plan Phasing Chart

&
=
8 | N || N
Leap(s) AHEIEEE
STRATEGIC ACTIONS KEY PARTNERS = |
1.1  Create and fill retail director position empowered to lead the EDC
implementation of the retail strategic plan objectives
1.2 Build strategic retail partnerships with key property owners, ~RD
managers, developers, tenants, and brokers to achieve
County retail objectives
1.3  Develop an interactive economic development toolbox web ~ EDC, PD
tool that functions as a resource for retail decision makers
2.1 Coordinate development policies, planning, and EDC, PD, CEX, CC
investments to enhance County marketability for high
quality TOD and mixed-use development
2.2 Focus on Areas with existing strong marketability to support  EDC, PD
mixed-use, TOD, and high-end development.
2.3 Coordinate land use with retail goals in zoning process PD, EDC, CEX, CC, Policy
Decision Makers
2.4 Review high density zoning and locations PD, EDC, CEX, CC, RD

2.5 Leverage or request resources from regional agencies RD

2.6 Evaluate and identify land uses that would Repurpose Retail ~ RD, EDC, PD, RA
Space for Non-Retail Uses

3 Designate target areas for high-quality retail attraction EDC

3.1 Evaluate target area vicinity to ensure that PD
general plan supports high-density housing and

transportation connectivity

3.2 Fund needed transportation improvements to achieve a DPW&T, PD
complete network

3.3 Identify and fill gaps in organizations needed to create EDC, PD, CC, DPIE,
authentic places Munis, PGCVB

3.4 Provide full support for existing small area plans in EDC, PD, DPIE
target areas

4 Create long lasting, high value places over the long-term. EDC, CEX, CC, Munis
Enhance existing strong retail destinations

Privce Grorees Couwty
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STRATEGIC ACTIONS

LEAD(S)
KEY PARTNERS

IMMEDIATE

4.1

Pursue high-end tenants. Facilitate new development.
Create cohesive retail districts

RD, EDC, CEX, PD

4.2 Streamline the entitlement process for high priority RD, DPIE, PD
retail sites

4.3 Develop and implement creative strategies to attract higher- ~ RD
quality retail

4.4  Capitalize on emerging growth areas to encourage main RD, EDC, PD

4.5

street revitalization

Address disparity between household density and location of
high household incomes

Repurpose or redevelop weaker retail centers with other uses
that could better serve the local market.

County Council, RD,
PD, EDC, RA

Redevelopment Authority
(RA), RD, EDC, PD

5.1

5.2

5.3

Assess low quality centers to identify for retail,
repurposing, redevelopment

Revitalize troubled centers that can be improved and
remain retail

Repurpose distressed or failing retail centers to nonretail
or mixed-use

RD, RA, PD

RD, RA, EDC, PD,
DPIE, DPW&T

EDC, RD, PD, RA, DHCD,
DPIE, PGCVB, Developers

5.4 Partner with property owners to facility redevelopment EDC, RD, PD, RA, DHCD,
DPIE, PGCVB, Developers
6 Strengthen targeted trade areas with other uses such as EDC, PD, CC
housing and office employment to increase spending power
surrounding target area
6.1 Identify and support needs in markets surrounding RD, PD
healthy centers
6.2 Monitor neighborhoods surrounding stable centers RD
6.3  Stimulate local business development to building EDC

6.4

tenant base

Build on the County’s healthy and stable centers and
corridors over the long-term to facilitate their evolution to

support higher-quality retail

RD, EDC, CEX, PD, RA,
DHCD, CC, Munis

PrINCE GEORGES COUNTY
ComPETITIVE RETAIL MARKET STRATEGIC ACTION PLAN
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EMPOWERED RETAIL BUSINESS DEVELOPMENT
STRATEGIST AND CHAMPION

oooooooooooooooooooooooooooooooooooooooooooooooo

Expand and maintain knowledge
of local refail properties and .
centralize available resources

within a new position.

This high-level director will spearhead the strategic
implementation of the Retail Strategic Action Plan,
Marketing Strategy, and related initiatives. Based

on economic development, commercial real estate
planning, investment, marketing, management,
policy implementation, and public-private
partnership expertise, the person in this role will

help coordinate input from relevant stakeholders and
agencies. The retail director will also provide feedback
on County planning and zoning policy, development,
investment, and other decisions that may directly
impact retail market opportunities.

Privce Grorees Couwty
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STRATEGIC ACTIONS

1. Retail Implementation Director

Create a Retail Implementation Director position, within
the Prince George’s County Economic Development
Corporation, whose primary role is to manage and
implement the retail strategic action plan initiative.

The Retail Implementation Director will also serve as the
internal orchestrator for cross-departmental initiatives and
function as the primary point of contact for shopping center
owners, managers, brokers, developers, and current and
potential retail tenants in the County. The ideal person for
this position should have at least 10-15 years of experience
across the fields of economic development, retail leasing,
brokerage, development, mixed-use development, and public-

private partnerships.

» Lead: EDC

» Timeframe: Immediate

» Cost: Hiring costs (including talent search) and
competitive salary for an experienced manager
or director with a demonstrated track record for
successful retail business attraction, planning,
and implementation.

» Impact: High—this role serves as the steward and key

implementer for much of the action plan.

2. Build Strategic Retail Partnerships

Utilizing RCLCOs retail inventory' and CoStar

property information:

* Meet with and develop partnerships with key property

owners, managers, developers, tenants, and brokers to

achieve common objectives related to reprogramming,

repurposing, revitalizing, or redeveloping.

Gain in-depth understanding of owner issues and
objectives, and important market, site, and tenant
considerations (such as existing leases, property

constraints, existing building lifespan, etc.)

Provide economic development tools and incentives
to help improve retail landscape or repurpose sites

as appropriate.

Develop a strong retail properties knowledge database
of high-, medium-, and low-quality centers located
within strategic areas for higher-quality tenants. Use this
information to categorize centers based on flexibility,
financial feasibility, and timeframe to implement
changes to the physical/form, occupancy/tenanting, and
use characteristics. This will inform planning efforts,
incentives, and other decision making related to existing

retail properties.

» Lead: Retail Implementation Director and staff

» Timeframe: Year 1, then ongoing

» Cost: Medium—Primarily staff time; Estimate of 120
hours for support staff to create the database and 100
hours to update annually. Partnership development
will involve high level staff proactive outreach
ongoing activity.

» Impact: High—In-depth knowledge at the property
level is critical to building strategic partnerships and
implementing and achieving the multiple goals of
the retail strategic plan. It will be difficult to execute
any retail revitalization goals without detailed, easily

accessible property information.

1 Prince George’s County Retail Market Analysis, Appendix D, Section IV,
2015. http://www.pgplanning.org/Resources/Publications/Retail_Market_Analysis.htm.

PrINCE GEORGES COUNTY

ComPETITIVE RETAIL MARKET STRATEGIC ACTION PLAN
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3. Interactive Economic Development Toolbox

Web Application

Create a centralized interactive web application tool that
functions as a resource for decision makers that includes
zoning districts linked to comprehensive descriptions of
available incentives to achieve the County’s vision. Rather
than just provide information by overlay/district typology,
create a comprehensive summary of development programs
and incentives that are available by location, and that include
contact information for further information and assistance.
This tool should include an up-to-date, consolidated set

of tools based on the Prince George’s County Planning
Department’s Economic Development Toolbox' and other
resources so that all options are available in one place and

managed by one entity.

» Lead: EDC and Planning Department

» Timeframe: Year 2

» Cost: Low—Approximately 100 hours of GIS
staff time to develop an interactive, user-friendly,
and location-based web application system to
showcase economic development tools, incentives,
and programs.

» Impact: Low—Interactive web application tool
will aid property owners, brokers, and developers in

identifying and utilizing available incentives effectively.

1 http://www.pgplanning.org/Resources/Publications/2015 Economic_Development_Toolbox Update.htm

L
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ALIGN RETAIL DEVELOPMENT POLICY, PLANNING,
AND INVESTMENTS WITH MARKETABILITY

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Oppertuaity 2

Create places that support the
location and demographic factors
to enhance County marketability
over the long term.

Retailers need strong demographics to succeed and the
County should focus its retail efforts where priorities
will align with strong marketability. Marketability is
based on a combination of demographic and location
characteristics that retailers look for when they choose
where to locate, these include population density,
incomes, education levels, transportation access,
visibility, and daytime employment.’

1 Additional detail on how retailers apply these criteria is further discussed
in RCLCO’s 2016 Prince George’s County Retail Marketability and
Competitiveness Study.

https://issuu.com/mncppc/docs/retail_marketability_analysis_deliv

PrINCE GEORGES COUNTY
ComPETITIVE RETAIL MARKET STRATEGIC ACTION PLAN
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Plan Prince George’s 2035, the County’s approved General
Plan, includes comprehensive recommendations for guiding
future development within Prince George’s County that aligns
retail development policy and planning with marketability.
The general plan designates eight Regional Transit Districts,
which are the focus of the County’s planned growth and
mixed-use development, and which have the capacity to
become major economic generators. Six Neighborhood
Reinvestment Areas are designated for coordinated funding

and resources needed to stabilize and revitalize these areas.

Within the zoning and development review process, support
the creation of high-barrier-to-entry markets in targeted

areas and reverse the low-barrier-to-entry market trend that

is typical for Prince George’s County suburban retail. Prince
George’s County low-barrier-to-entry market for suburban
retail has allowed new suburban centers to proliferate
throughout the County, competing with nearby centers for
limited tenants and customers, and resulting in vacant centers

and centers with tenants that are overachieving.

As newer and larger shopping centers recruit tenants away
from older centers, value-oriented tenants and noncredit
tenants are able to “move up the food chain” into a space that
was not purpose-built for their user or tenant type to occupy.
While this is not a trend isolated to Prince George’s County,
the prevalence of lower-quality anchor tenants is having a
significant detrimental impact on the ability to maintain
quality tenants at older shopping centers. The implications
of this are twofold: tenants that like to colocate with certain
anchors choose to move, and consumers experience a gap

in retail offerings and are forced to shop somewhere else. In
a market with plentiful new shopping center options that
give tenants choices in where to locate, the physical quality
of space impacts a shopping center’s competitiveness for

quality tenants.

Privce Grorees Couwty
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As the nation is over-retailed and retailers are rapidly adapting
to new consumer behaviors, local developers are choosing
high-barrier-to-entry markets where they can truly create a
destination that will be unique and draw shoppers from a
large trade area. Building in a high-barrier-to-entry market
reduces the risk of competition, helps prevent cannibalization
of tenants by nearby competitive developments, and justifies
the costs of investing in projects that create significant real
estate and community value. High-barrier-to-entry markets
typically indicate that the surrounding area provides very
strong demographics (density, income, andeducation),
supports high land values and development costs, and/or has
little available land remaining for competitive development.
These market factors are sometimes, but not always,
amplified by a regulatory environment that draws out the
approval process, effectively limiting the number of parties
willing to incur the increased cost and entitlement risk of a

longer timeline.

Developers report that high-end, mixed-use development
with the potential to attract “true luxury” retailers requires
long-term vision and commitment (10+ years) and a high-
barrier-to-entry market (strong local demographics, little
future competition) as critical success factors. Comparable
developments in other jurisdictions have required 20 to 30
years of patience before land values at existing retail centers
would support a major redevelopment project with “true
luxury” high-end retail. Even then, the developer often
subsidizes the initial retail phase, with the expectation of
achieving premium rents for residential units or office space to

justify the upfront investment in retail.

Demographics in some areas of Prince George’s County
indicate the opportunity for higher-quality retail. However,
developers described the County as having lower land values,
lots of available land, few main street districts at the center

of walkable neighborhoods, and an easy entitlement process
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for new single-use retail properties in suburban settings; all
of these are indicators of a low-barrier-to-entry market in
which the risk of future competition is high. Conversely, the
higher density, mixed-use environments required to support
upscale retailers are more expensive to build, more difficult
to entitle and finance, and, at least initially, provide lower
financial returns than a single-use retail property. To make
these projects worth the time and effort in any location in
the region, developers need a high-barrier-to-entry market
that allows the time for a long-term investment in a catalytic
project to pay off without the risk of other competitors

reaping the value of their hard work.

In addition, there has been an artificially high-barrier-to-
entry for mixed-use and higher density projects based on a
stringent regulatory process. Without the other market-driven
components associated with a high-barrier-to-entry market
described above, the regulatory process by itself is not enough
to justify the risk to a developer or retailer to invest in a

specific location.

The Retail Marketability Map (Figure 2.1) shows the
marketability of Prince George’s County compared with
other areas in the region. The criteria range from Most
Marketable in red (areas of the region that have the highest
concentration of population and high-income households)

to Meets Minimum Marketability threshold in purple (areas
with the minimal level of population and average income to
attract retailers). Areas in white have insufficient population
density or incomes to become destinations for many retailers.
The dark line outlines show the target areas identified in
Opportunity 3 (Target Retail Development Based on Unique
County Attributes).

Many areas of the County offer some, but not all, of the
demographic and location factors that appeal to high-
quality retailers. The most marketable areas of the County

include, but are not limited to, College Park, Beltsville,

Laurel, Greenbelt, New Carrollton, Woodmore, Bowie,
Largo, Westphalia, Camp Springs, Oxon Hill, and National
Harbor. These locations should meet many retailers’ basic
location criteria, which will make it easier for high-quality
developments in these locations to attract the desired
“attainable luxury” retailers. In less marketable locations,
shopping centers can sometimes attract quality tenants
despite this hardship but it creates an additional challenge

to overcome.

STRATEGIC ACTIONS

1. Coordinate policies, planning, and investments to help
create places that align the location and demographic
factors to enhance County marketability over

the long-term.

» Lead: Planning Department, EDC, Office of the
County Executive, Prince George’s County Council

» Timeframe: Year 1, Ongoing

» Cost: Low—Existing staff resources

» Impact: Medium—Will help align tenanting goals
with market opportunity and improve quality of retail

tenants that these developments can attract.

2. Focus on Areas with Existing Strong Marketability
to Support Mixed-Use, TOD, and High-
End Development.

Integrate with ongoing master planning activities to provide
realistic market guidance of when retail may be feasible
in these projects relative to other uses such as residential

or office.

» Lead: EDC, Planning Department Department

PrINCE GEORGES COUNTY

ComPETITIVE RETAIL MARKET STRATEGIC ACTION PLAN
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» Timeframe: Year 1, Ongoing

» Cost: Low—Existing staff resources

» Impact: Medium—Will help align tenanting goals
with market opportunity and improve quality of retail

tenants that these developments can attract.

3. Coordinate Land Use Policies with Retail Goals in the
Zoning Process to Prevent Additional Retail Sprawl
and Encourage High-Quality Development Practices.

For instance, if present, remove any retail and commercial
requirements for large-scale, planned-unit development
(PUD) or master plans in areas with low marketability. Add
a component to development review that assesses whether
the proposed development is aligned with County retail
goals. One example might be requiring a market study for
new proposed retail that would demonstrate support for the
new center and minimal impact to existing centers nearby.
Develop the parameters and criteria for development review
that will be necessary to implement this in a legally defensible
manner. Educate and inform policy makers on the importance
of high-barrier-to-entry markets and their potential impact
on retail sprawl and maintaining high-quality, appropriately
retailed centers, or attracting high-end retail.

» Lead: Planning Department, EDC, CEX, Retail
Implementation Director, policymakers (such as the
County Council); coordination with other groups
involved in review process is required.

» Timeframe: Year 2-3, Ongoing

» Cost: Low—Existing staff resources

» Impact: Medium—Will help curb defection of credit
worthy tenants from existing centers and stabilize

retail vacancies.

Privce Grorees Couwty

4. Review Zoning Designations to Identify Those That
Support Higher Density, Added Transportation, Better
Access, and More Jobs.

Confirm that these zones are applied to the correct locations
with market potential for higher density and that commercial
property owners are aware of the development potential

conveyed by the designation.

» Lead: Planning Department, EDC, CEX, CC, Retail
Implementation Director

» Timeframe: Year 1, ongoing

» Cost: Low—Existing staff time

» Impact: Medium—Effective by-right zoning aligned
with the market will reduce the development costs
for those owners considering redevelopment and
would improve financial feasibility without needing to

provide a project-level subsidy.

5. Partner with, Leverage, or Request Resources from
Federal and Regional Agencies to Supplement or
Accelerate the Process of Identifying and Addressing
Small Area Needs.

Target such agencies as WMATA, MWCOG, Transportation/
Land-use Connections Program (TLC), and ULI Technical
Assistance Panel (TAP) grants from MWCOG. Partner

with WMATA on Metro station area planning studies. Use
these programs to supplement or accelerate the process of
identifying a small area’s needs and how to address them.

In some cases, the County may be able to cooperate with
neighboring jurisdictions on programs to address revitalization

needs that cross County and city boundaries.

» Lead: Retail Implementation Director
» Timeframe: Year 3-5
» Cost: Low—Existing resources to identify programs;

Medium—To pay for specific programs such as a TAP

CoMreTiTivE RETATL MARKET STRATREGIC ACTiON P1LAN
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» Impact: Medium—These programs can provide

targeted advice for locations or retail centers in a short

amount of time.

6. Evaluate Land Uses that could Repurpose Retail Space

for Nonretail Uses.

Ensure that these uses are allowed by-right or with an easy
variance. Some viable “location neutral” uses might include
data storage centers, wholesale distribution centers, libraries,
daycare facilities, sports and recreation, coworking or maker
spaces, medical facilities, or commercial kitchens and

food incubators.

5T _-r.lhh.hm-...\‘
» Lead: Retail Implementation Director and

representatives from EDC, Planning Department, and
Redevelopment Authority

Timeframe: Year 3-5

Cost: Low—Existing staff time to evaluate

other land uses

Impact: Medium—These uses can enhance existing
retail centers and help build the consumer base in
areas with weaker market potential today so that in the

future they might support retail.

PRINCE GEORGE'S COUNTY
ComPETITIVE RETAIL MARKET STRATEGIC ACTION PLAN
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Map 1. Retail Marketability
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TARGET RETAIL DEVELOPMENT
BASED ON UNIQUE COUNTY ATTRIBUTES

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Opportunity 3 Edal

Focus on the three areas, Baltimore Avenue,
Greater Llargo, and National Harbor, with
the strongest marketability today to aftract the
upscale retailers that the County desires and
its current and future residents and employees
will demand.

Prince George’s County’s competitive advantages for
attracting attainable luxury and high-quality retailers
and restaurants to the County include a market

that is rife with captive affluent residents that are
underserved, strong retail market areas located near
household density and disposable incomes that are
successfully supporting retail centers, key mixed-use
and commercial nodes and clusters primed to attract
higher-quality development, and areas in the process of
adding the higher income household and employment
density that will further drive retail demand. These
areas could support the actively expanding “attainable
luxury” tenants whose business model is based on

the wide market appeal of high-quality, premium-
necessity goods.

PrINCE GEORGES COUNTY
ComPETITIVE RETAIL MARKET STRATEGIC ACTION PLAN
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STRATEGIC ACTIONS

Designate and focus on three to four high opportunity
target areas with near-term future development potential
and the unique attributes to attract the variety and quality
of retailers that the County desires, and which its current

and future residents and employees will demand.

RCLCO recommends the following three target locations
and positioning based on their market strengths and unique
competitive advantages for attracting “attainable luxury”
and high-quality retailers and restaurants to the County: the
Baltimore Avenue Corridor, National Harbor and Vicinity,

and the Greater Largo area.

Other locations that the County might consider targeting

are Bowie and Laurel. However, the retail trade areas of these
locations overlap trade areas of strong shopping centers in
nearby Howard and Anne Arundel Counties and may struggle
to reach critical mass. In addition, the Towne Center at

Laurel falls within the radius restrictions' written into many
tenants’ leases at Columbia Town Center and Arundel Mills.
Shopping centers in Bowie may have similar radius lease
restriction challenges with tenants present at Waugh Chapel

Towne Center.

» Lead: EDC

» Timeframe: Begin designation process immediately.

» Cost: Low—Current staff time.

» Impact: High—DProvides a visible and clear
communication to real estate community and property
owners; also, clarifies internal County goals when

prioritizing resources related to retail attraction.

1 One deterrent to attracting certain tenants is the radius restrictions written into many tenants’ lease clauses that will not allow two
locations within a certain distance due to cannibalization of the market.

Privce Grorees Couwty
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TARGET AREAS AND POSITIONING

ooooooooooooooooooooooooooooooooooooooooooooooooooooooo
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Baltimore Avenue Corridor (Between Mt. Rainier, University of Maryland
College Park (UMD), and Prince George’s Plaza TOD Areaq)

Map 2. Baltimore Avenue Target Area
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Current Conditions—Notably, the Baltimore Avenue
Corridor is healthy with strong growth potential.
Development is already underway along much of this
corridor and it will increase the area’s appeal in the near-term.
Portions of the Baltimore Avenue Corridor have successful
development that is either complete or underway at locations
in the Hyattsville Arts District, Riverdale Park Station,
University Town Center, Mt. Rainier’s main street, and the
new development occurring adjacent to the University of

Maryland campus.

Currently under-retailed for higher-quality tenants, retail in
this area will continue to grow and improve as the market
actively responds to pent-up demand and uncaptured

spending potential.

The Baltimore Avenue Corridor—continuing north from
Mount Rainier to the Hyattsville Arts District to the IKEA
just beyond 1-495—is growing rapidly with several successful
developments complete or underway. Bookending the area
in the north, IKEA already provides a regional attraction

for consumers. In total, there are 60,000 square feet of retail
planned or under construction in association with residential
projects in the UMD area. The planned addition of high-
income residential units, particularly in a walkable context to

retail space, is a very attractive environment for future tenants.

The Hyattsville Arts District has provided this market with a
new, walkable center hosting successful tenants, and the main
street qualities will continue to develop and flourish. Riverdale
Park Station, and the new Whole Foods, is following suit and
will attract more high-quality retail. While Mount Rainier
does not have stable tenants today, the main street has “good
bones” and walkability and is likely to benefit from the growth
headed north out of Washington, D.C.

The Hyattsville Arts District is also an example of a

burgeoning neighborhood restaurant cluster. Restaurants

such as Franklin’s Brewery, Busboys & Poets, Tara Thai, and
Elevation Burger are thriving in the area, serving a mostly
nights and weekends crowd. The Hyattsville Arts District is
a lively and walkable environment for customers, and the
performance of these restaurants should begin to draw more
diners to the neighborhood, which will create support for
additional restaurants. Other areas of the County may have
the ability to support this type of neighborhood restaurant

cluster as well.

The Baltimore Avenue Corridor submarket has the region’s
first TargetExpress, a Nando’s Peri, Elizabeth Arden Red Door
Spa, Insomnia Cookies, and Franklin’s Grill and Oyster Bar,

among other retail slated to open.

Prince George’s Plaza Mall offers a prime redevelopment
opportunity near transit that would enhance major retail
offerings in the area, though it is likely a long-term site that
will capitalize on the increasing success of other retail centers
and new residential development in the near-term. Prince
George’s County has the seeds to establish a collection of
high-quality retail in the Route 1 corridor and should support
the groups that are already working independently to grow

this retail cluster.

Retail Opportunity Positioning

High-end retail prefers to locate in vibrant, unique lifestyle
centers and “town center” type locations. Generally, these
centers must be mixed-use, walkable, and compelling
environments. The Baltimore Avenue Target area has the

beginnings of these centers, including:

* Mixed-Use Neighborhood Retail: The Hyattsville
Arts District reset the market in the Route 1 corridor
as a unique, interesting place that has the demand and

capacity to support high-quality housing and retail.

PrINCE GEORGES COUNTY
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* Retail Districts: The north has several developments * Recommended Retail Program Strategies:

underway that have great potential to attract high- Tenants that prefer a young, educated market audience and
quality retail. urban or urbanizing locations. Mixed-use neighborhood
» Hyattsville, Mt. Rainier, and other areas in the retail such as:

southern Route 1 corridor already have successful
» Full-Service and Quick-Serve Restaurants (Jamba

Juice, Dinosaur Bar-B-Que, Matchbox),

» Fast Fashion (Urban Outfitters, Zara)

» Upscale Fashion (Anthropologie, Alice and Olivia,
Lululemon, Madewell)

» Beauty (Bluemercury, Lush)

» Fitness (Soul Cycle, Solid Core)

» Grocery/Pharmacy (Trader Joe’s, Harris Teeter)

» Coffee Shops, (Caribou Coffee)

» Local Businesses such as Breweries and Specialty

developments complete or underway.

» Whole Foods is now open at Riverdale Park Station,
which is bound to attract the cotenants that are
often found flanking the grocery store, such as gyms,
restaurants, and specialty shops.

» The University of Maryland has attracted developers
building mixed-use buildings with retail targeted
to a college demographic with disposable income.
This area is continuing to see new construction and
exciting ideas. .

» Long term, the Prince George’s Plaza Mall offers a Movie Theaters
prime redevelopment opportunity that would enhance

this area as a destination retail district with special

attention to creating a walkable environment between
surrounding housing, public transportation, and other

mixed-use projects nearby.

* Main Street Retail: Mt Rainier has the potential to
attract higher-quality retail driven by local entrepreneurs

and business people.

* Retail Targets: Mixed-use neighborhood retail such as
full-service and quick-serve restaurants, fast fashion,
beauty, fitness, grocery/pharmacy, coffee shops, and local

businesses such as breweries and specialty movie theaters.

* Development Type: Mix of new development along this
corridor in addition to existing “main street” style retail
locations can provide varied retail environment attractive
to high-quality national brands looking for authentic
places. Urban TOD possible.

* Target Market: Younger market audience with varied

spending power.
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Map 3. Baltimore Avenue Target Area Overlaid on Marketability
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National Harbor and Vicinity

Map 4. National Harbor Target Area
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Current Conditions—National Harbor and Vicinity is a
vibrant and unique waterfront mixed-use development and
regional-serving entertainment district with a thriving cluster
of restaurants, tourist retail, high-end hotels, a marina, the
Tanger Outlets National Harbor, a major regional designer
discount shopping destination, and the new MGM Casino,

which also features high-end retail.

National Harbor has been successful in attracting higher-
quality retail and restaurants by creating its own customer
base with residential and office properties. National Harbor
also draws traffic from nearby residents, visitors, employees,
and outlet shoppers. Given the density, clustering, and
anchors, the restaurants at National Harbor are performing
extremely well. As density continues to increase, the demand

for high-quality soft goods should rise accordingly.

National Harbor’s developer, a long-term owner and
developer, is carefully phasing residential units, office
buildings, entertainment uses, and additional hotels that

will build further support for the existing retail and provide
demand for more retail and restaurants. Retail performance
is expected to rise even higher as residential density continues

to increase and additional tourists are drawn to the new

MGM Casino.

RETAIL OPPORTUNITY STRATEGIC ACTIONS
AND POSITIONING

* Retail Targets: Name-brand restaurants, large
entertainment venues, specialty/experiential retail
(ex: American Girl, Disney), high-end personal care
services (ex: Art of Shaving) or health/beauty, and gifts

(ex: Pandora).

* Development Type: Primarily new development in a

mixed-use format, though some retailers may prefer

a stand-alone retail center adjacent to the mixed-use

development (example: Tanger Outlets).

* Target Market: Visitors, conference attendees, families in

the region who may spend the day, event-specific traffic

such as for a festival or holiday.

* Recommended Retail Program Strategies:

»

»

»

»

»

»

Restaurant, entertainment, and specialty

tenants that can attract visitor spending from
conventioneers and casino as well as family-oriented
daytrips to the waterfront or Tanger Outlets. Retail
types include:

Name-Brand Restaurants, (Copperwood Tavern,

Dean & Deluca)

Large Entertainment Venues, (Alamo Drafthouse,
House of Blues)

Specialty/Experiential Retail (American Gitl,

Disney, Pandora)

High-End Personal Care Services (Art of Shaving)
or Health/Beauty

Gifts (Dakota Watch Company, Pandora)

PrINCE GEORGES COUNTY
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Map 5. National Harbor Target Area Overlaid on Marketability
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Greater Largo

Map 6. Greater Largo Target Area
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Current Conditions—Greater Largo has key nodes and
submarket clusters that are primed for attracting higher-
quality development and other areas that are in the process
of adding the household and employment density that will
further drive retail demand. These areas could support the
actively expanding “attainable luxury” tenants that have a
business model based on the wide market appeal of premium
necessity goods of a high quality. The approximately 17,800
households that reside within the target area have a median
household income of over $80,000 and high education levels,
representative of the strong, yet underserved middle class in

the County that can support higher-quality retail.

The target area has three Metro stops, strong traffic counts,
good access to high-income households to the east, strong
retail marketability, a location that is increasingly popular for
upscale high-density housing, and a growing employment
base. These factors should be attractive to retailers and
developers seeking a dynamic environment that can support
higher-quality retail today and will continue to attract

the type of consumers that retailers desire over the next 5

to 10 years.

Currently, the Greater Largo target area has a healthy base

of existing retail centers with good access and attractive
tenanting. Most of the retail in this area was identified as
mid- or high-quality in the RCLCO retail inventory, with
1.85 million square feet of retail across 9 shopping centers
and only a 6 percent vacancy rate. Almost 30,000 employees
work nearby, which can help support restaurants and provide

daytime traffic.

Plans for the new Prince George’s County Regional Medical
Center will only enhance this customer base and provide
the critical anchor for a walkable medical district near the

Largo Metro Station that includes redeveloped retail. Careful

planning will still be necessary to integrate this anchor into a

TOD that can support high-quality retail.

New development at the Largo Metro Station may have
the opportunity to attract a high-quality niche once other
residential, office, or medical users have reached a critical
mass. High-quality retail is possible, but it is likely to be a

follower user rather than a catalyst.

The Woodmore Towne Centre, located on the border of the
submarket along 1-495, and its anchors of Wegman’s and
Costco, draw an additional customer base from outside the
trade area compared to other neighborhood and community
centers in the retail trade area. Townhomes and single-family
homes immediately adjacent to the retail at Woodmore Towne
Centre will further boost the viability of smaller footprint
retailers and restaurants, likely at a higher price point than the
offerings today as the area densifies and truly becomes a town

center concept with surrounding residential.

The Morgan Boulevard and Largo Town Center Metro
Sector Plan Development established a Development District
Overlay Zone (DDOZ) to ensure an attractive, quality,
mixed-use, and pedestrian-friendly TOD character for these
areas. The DDOZ’s four primary goals, to be implemented
through the Development District Standards are consistent

with the goal of attracting high-quality retail to this area:’

1. Create attractive, vibrant, and mixed-use centers at
the Morgan Boulevard and Largo Town Center Metro

core areas.

2. Promote development at the Metro station core areas and
the Central Avenue Corridor Node area with a pedestrian-
and bicycle-friendly environment to reduce the use of
automobiles, and to promote the use of Metrorail or

bus transit.

1 http://www.mncppcapps.org/planning/publications/pdfs/38/Development percent20District percent200verlay percent20Zone.pdf
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3. Provide a diverse mix of land uses in compact vertical and
horizontal mixed-use development forms in a regional
and town center design at the Morgan Boulevard and
Largo Town Center Metro Stations, respectively, in
accordance with the 2014 Plan Prince Georges 2035
Approved General Plan.

4. Encourage quality residential development at the Metro
station core areas to expand the opportunity for living

and working in theses area.

RETAIL OPPORTUNITY POSITIONING

* Retail Targets: Nationally known fashion and department
stores, including off-price, destination big box, and

anchor tenants; home furnishings; specialty grocer; and

family-friendly restaurants.

* Development Type: Suburban mixed-use or multi-use
town centers easily accessible from nearby neighborhoods
with ability to “park once.” The area near Largo Metro

Station may also have suburban TOD.
* Target Market: Local households and employees

* Recommended Retail Program Strategies:
Regional-serving suburban retail and lifestyle center
tenants that are attracted to high-growth submarket

retailer targets such as:

» Nationally Known Fashion and Department Stores,
Including Off-Price (Belk, Kohl’s)

» Destination Big Box and Junior Anchor Tenants (Ulta,
Pet Supplies)

» Home Furnishings (Tile Shop, Bassett Furniture,
Ethan Allen)

»  Specialty Grocer (Total Wine & More, Trader Joe’s)

» Family-Friendly Restaurants (Cheesecake Factory,
Chuy’s, Bonefish Grill, Uncle Julio’s)

PrINCE GEORGES COUNTY
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Map 7. Greater Largo Target Area Overlaid on Marketability
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TARGET AREAS RETAIL DEVELOPMENT
ACTION PLAN

Increase Higher Income Residential Density. Identify
locations in and near the three target areas that can
support upscale multifamily and attached housing to

bolster dense areas with higher incomes.

Evaluate the Plan Prince George’s 2035 Approved General
Plan and any master plans or small area plans to identify
and address places where policy and zoning are and are
not supportive of high-density housing and transportation
connectivity. Realign policy and zoning to allow and

encourage land use that support higher-quality retail.
Lead: Planning Department
Timeframe: Year 1

Cost: Low—Existing staff time

Impact: High—Enables increased higher income housing
density, which will improve locations attractiveness to

attainable luxury retailers.

Transportation and infrastructure—Evaluate
transportation and infrastructure needs in target areas
and fund needed improvements to create a complete and

integrated transportation network.
Lead: Planning Department and DPW&T

Timeframe: Year 2, ongoing

Cost: Low— Existing staff time to identify

improvements; cost to fund each improvement will vary.

Impact: High—Creates stronger places with more value
potential in terms of property value, tenant quality, sales,

and tax revenue.

Fiscal Impact: Potentially high. Specific fiscal

implications would be based on the level and financial

structure of needed infrastructure improvements and

increase in associated property value.

Create authentic and unique places in the three

target areas through land use strategies and design
guidelines. Civic and cultural uses, public space, and
events and programming are also critical components

of placemaking. Review and partner with appropriate
municipalities, nonprofits, community organizations, and
property owners active within these locations and identify
any gaps where new organizations should be created or
existing organizations should be encouraged to expand

their reach.

Lead: EDC with support from Planning Department,
County Council, DHCD, Municipalities, DPIE (for
projects that involve public spaces), and Prince George’s

County MD Conference and Visitors Bureau.
Timeframe: Year 2, ongoing

Cost: Low—Review and identify organizations; cost to

create and fund new organizations may vary.

Impact: Medium—DProvides incremental improvements

to property value, tenant quality, sales, and tax revenue.

Fiscal Impact: Specific contingent upon identifying
capital improvement needs and determining the

financial structure.

Prioritize and provide full staff and financial support for
implementation of existing small area plans, such as the
2016 Prince Georges Plaza Transit District Development
Plan and the 2012 Route One Communities

Retail Market Studly as outlined in their individual
sector plans, as well as the Largo Town Center Sector
Plan. These plans outline key strategies to attract retail

to County transit-oriented development locations that

PrINCE GEORGES COUNTY
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incorporate local physical and market factors that impact
their retail potential.

* Lead: EDC, Planning Department, and DPIE

* Timeframe: Year 2, ongoing

* Cost: Low—Existing staff time for internal prioritization.
Any investments or changes recommended in the sector

plans may have varying costs.

* Impact: Medium—Refer to existing planning documents

for impacts of any specific recommendations.

* Fiscal Impact
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PRIORITIZE INVESTMENTS TO SEED FUTURE LOCATIONS
TO ATTRACT HIGH-END RETAIL OVER THE LONG TERM

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Oppertunity 4

Create long lasting, high value
places to support high-end retail
over the longterm by prioritizing
the investments and physical
improvements that will enhance
existing strong refail destinations.

Create long-lasting, high-value places to support
high-end retail over the long-term by prioritizing

the investments and physical improvements that will
enhance existing strong retail destinations. Create
walkable places that include transit options and are
settings that attract restaurants, entertainment, and
retail activity. High-end retailers prefer to locate in
vibrant, unique lifestyle centers and town center-type
locations. Generally, these centers must be mixed-use,
walkable, and compelling environments.

PrINCE GEORGES COUNTY
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Prince George’s County has the seeds of unique places within
and near their target areas, including the Hyattsville Arts
District and surrounding main street area, National Harbor,
and Westphalia (planned). TOD is possible at New Carrollton
and Largo when other integrated uses such as residential,
office, or medical office users begin to reach a critical mass. In
TOD areas, the retail is likely to be a follower use rather than
a catalyst. Long term, the Prince George’s Plaza Mall offers a
redevelopment opportunity that could attract high-end retail
as the Baltimore Avenue corridor moves more upscale. Other
main streets in northern Prince George’s County have the
potential to attract a few local upscale restaurants or shops

that can elevate the overall quality of retail in those locations.

High-value places with high-end retail and restaurants share
many commonalities including density, walkability, narrow
streets, and a cohesive transportation network. Examples

of these places in the Washington, D.C. region include
Bethesda Row, Georgetown, the Village at Shirlington, Reston
Town Center, and National Harbor. Walkable places can

help the County attract the desired retail that is often lost

to neighboring jurisdictions and improve the feasibility of

capturing high-end retail dollars in Prince George’s County.

Criteria for identifying where to focus resources on growing

these places in Prince George’s County should include:

* A complete transportation network where car, Metro,
bus, bike, and walking can be integrated into a cohesive

multimodal system that is user friendly.

* Visibility and passby traffic (both vehicular

and pedestrian).
* Strong access to regional employment.

* High-quality housing in walkable neighborhoods with

small lots.

Privce Grorees Couwty

* Strong population density (and growth trajectory)
that meets many retailers’ location criteria, including
median household income, and lifestyle variables such as

concentration of college educated residents or median age.

* Other factors such as market competition, accessibility to

center, and the type of center

* Nearby employment concentrations and growth
trajectory, especially office employment, which are

important for attracting restaurants.

* Community amenities such as parks, trails, cultural

attractions, and quality schools.

STRATEGIC ACTIONS

Long-term Approach—Transition strategies to act on over
the long-term so that the County can implement and plan
beyond five years. The evolution of successful places takes a
long time and the County should start seeding these places
now without expecting immediate results. The County’s prime
retail locations must compete with the Baltimore-Washington
region’s super prime locations with higher population densities
and some of the highest incomes and education levels in the
United States. Therefore, planning and implementation of
development plans should also seek to address the County’s
disparity between where above-average household density is
located and where median household incomes are high to help

drive high-end retailer attraction to the County.
* Lead: Retail Implementation Director, EDC, CEX, CC,
and Municipalities
* Timeframe: Year 1, ongoing
* Cost: Low—Existing staff time

* Impact: Medium—creates stronger places with more
value potential, as the longer customers shop the more

dollars they will spend.
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STRATEGIES

Pursue attainable, experiential luxury tenants as outlined
for the three target areas (Baltimore Avenue Corridor,
National Harbor, and Greater Largo) to create cohesive
retail districts that offer multiple high-end tenants. This
will help create and enforce the idea for consumers that
they are visiting a shopping and retail district, not just
one tenant or shopping center. For example, Georgetown
and Friendship Heights have both done a good job of
creating cohesive retail districts as customers come to
shop at a variety of places that are all well-connected
rather than just visiting one retailer. Identify and fund the
infrastructure or marketing efforts that may be necessary

to create this cohesion.

Lead: Retail Implementation Director, EDC, CEX,
Planning Department

Timeframe: Year 1, ongoing

Cost: Low—Existing staff time

Impact: Medium—creates stronger places with more
value potential, as the longer customers shop the more

dollars they will spend.

Streamline the entitlement process for high-priority retail
sites that will help knit together a cohesive retail district

and create a unique place.

Lead: Retail Implementation Director, DPIE,
Planning Department

Timeframe: Year 2

Cost: Low—Existing staff time

Impact: Medium—Facilitates the types of developments

that the County needs to attract desired tenants.

Develop and implement creative strategies to assist
development and attraction of higher-quality retail, such
as a subsidy for retailers to test the market in order to
gain, or regain, confidence in the market.

Lead: Retail Implementation Director

Timeframe: Year 2

Cost: Low—staff time

* Impact: Medium—Increases incentives to attract desired

high-quality tenants.

Capitalize on emerging growth from areas like Silver
Spring; Northeast Washington, D.C.; and Howard
and Anne Arundel Counties at the County borders

to get ahead of the retail opportunity. Encourage new
development and revitalization of properties across all
land uses in Langley Park, Mount Rainier, Hyattsville,
and University Park/Riverdale areas. Promote main
street organizations and business districts to help small
commercial districts in these areas attract potential
entrepreneurs. This approach has already been successful
in areas such as Rhode Island Ave NE in Washington,
D.C.; Laurel, MD; Bowie, MDj; and Hyattsville, MD.

Lead: Retail Implementation Director and representatives

from EDC and Planning Department
Timeframe: Year 3-5
Cost: Low—Existing staff time

Impact: Medium—Main streets are launching pads for
desirable local businesses and restaurants, and they are a
critical factor in making neighborhoods more attractive
to potential new residents. As Silver Spring, Takoma Park,
and areas of Northeast Washington, D.C. become more
expensive, some households will look for similar locations
to move to in nearby areas and could easily be attracted to

communities in the Baltimore Avenue Corridor.

PrINCE GEORGES COUNTY
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5. Address the County’s disparity between where above-
average household density is located and where median-
household incomes are high by densifying the key nodes
and clusters that are being primed to attract higher-
quality development. This will support the attraction
of higher-quality, and ultimately high-end, retailers to

target areas.

* Lead: CC, Retail Implementation Director, and
representatives from EDC, Planning Department, and the

Redevelopment Authority
¢ Timeframe: Year 1-5+
* Cost: Low—Existing staff time

* Impact: High—The planning, zoning, and development
review processes will help lay the foundation to permit or

support density in targeted areas.
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REPURPOSE OR REDEVELOP WEAKER RETAIL CENTERS

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Oppertunity 5

Many shopping centers are no
longer viable for retail uses and
the County should evaluate and
incentfivize owners fo convert
these properties to other uses with
stronger market potential.

Prince George’s County has a number of corridors
and shopping centers that are at risk of failing.
Reducing excess retail supply by repurposing or
redeveloping the troubled centers will boost the
performance and retail market competitiveness of the
centers that remain and position them to better serve
local market demand.

PrINCE GEORGES COUNTY
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STRATEGIC ACTIONS

Repurpose or redevelop weaker retail centers with other
uses that could better serve the local market. In some
cases, this may present the opportunity to reshape auto-
oriented shopping centers into more vibrant, mixed-use
districts or other nonretail uses. The goal is to boost the
economic performance of obsolete and underperforming
retail centers by improving the accessibility, appearance,
and retail and business mix of the commercial property, or,
as appropriate, reduce excess marginal-retail supply in an

overly saturated retail trade area.

Prince George’s County has a number of corridors and
shopping centers that are at risk of failing.! These marginal,
distressed, or failing centers have significant maintenance
and repair needs and are primarily occupied by locally owned
tenants rather than national or regional chains. Some centers
may be obsolete, without sufficient demand to attract and
support better retail despite help with physical upgrades

or marketing.

At-risk and failing retail centers need intervention to retenant,
reposition, or repurpose the centers to enhance the health of
the immediate retail and commercial environments. Reducing
excess retail supply by repurposing or redeveloping the
troubled centers will boost the performance and retail market

competitiveness of the other centers that remain.

The following are general observations and strategic
actions that the County can undertake to help facilitate
the repurposing or redevelopment of weak or at-risk

retail centers.?

1 See Appendix 1.

* Encourage property owners to redevelop struggling
shopping centers as mixed-use facilities. Help pair
property owners with developers interested in mixed-use
development and facilitate deals, providing shopping

center owners with ongoing ownership participation.

* Look for categorical redevelopment opportunities.
Grouping together several defunct or struggling
shopping centers, or portions of shopping center
parcels, could make it easier to attract development
interest and development financing for shopping

center redevelopment.

* Add one or more people with expertise in developing
small and locally owned businesses to the County’s
Economic Development staff. Assign each small business
specialist a portfolio of distressed and defunct shopping
centers. Each small business specialist would then get
to know the owner of each shopping center in their
portfolio and become familiar with each owner’s goals
for the shopping center. The small business specialists
would compile information on lease expiration dates for
all shopping center tenants and would collaborate with
shopping center owners and leasing agents to develop
retail mix plans for their shopping centers, helping
develop leads and identifying potential entrepreneurs.
The small business specialists would work with other
County staff to ensure that the tools and incentives
needed specifically for small business development are in
place and would serve as a conduit and red-tape-cutter for

business owners and entrepreneurs.

* Expand the County’s arsenal of small business
development tools. The County has an impressive
collection of tools and incentives to attract and support

development of major employers and developers, but

2 Community Land Use + Economics Group, LLC, Prince George’s County MD Retail Center Redevelopment: Case Study

Analysis, 2017.
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it might benefit from a broader range of tools and
incentives specifically designed for small businesses, such
as a forgivable loans program, a deferred loan repayment

program, and a pop-up program.

* Look for opportunities to place location-neutral
uses in shopping centers with weaker retail market

conditions. These include:

» Data storage centers

» Retail and wholesale distribution centers
» Libraries

» Daycare facilities

» Sports and recreation facilities

» Coworking spaces

» Maker spaces

»  Medical facilities

» Commercial kitchens and food incubators
» Fire departments

» Product assembly facilities

* Discourage inclusion of competition clauses in big-box
store sales contracts. Some big-box discount stores include
clauses in their store sales contracts forbidding entities
that buy their vacant buildings from re-leasing the space
to businesses that sell products in the big-box stores’
inventories. This can keep large commercial properties

vacant for years.

* Work with businesses and neighborhood associations
to create marketing consortiums for major commercial
corridors. With overall coordination from County
staff, each marketing consortium would then design
and manage marketing campaigns and events for

each corridor.

» Lead: Redevelopment Authority, Retail

Implementation Director, EDC, Planning Department

» Timeframe: Years 2, ongoing
» Cost: Medium—Staff time

» Impact: Low to Medium

The following strategic framework will help assess center
quality and market potential, as well as identify whether a
shopping center or retail corridor should be considered for

redevelopment or retenanting with nonretail or mixed uses.

ASSESSMENT OF CENTER QUALITY AND
MARKET POTENTIAL

Assess low-quality centers relative to their market potential
and site conditions to identify whether the center has
unmet potential for retail or if it should be considered for
redevelopment or retenanting with nonretail uses. Market
potential is characterized by unmet retail demand, a strong
captive market, strong drive-by market, proximity to strong
retail or dining magnets, a healthy occupancy rate, and a
positive public image. Site conditions are characterized by
proximity to public transit, good visibility, attractiveness of
the center, attractiveness of the surrounding environment,
environmental health of the property, and a cooperative

property owner.

Approach

Going forward, the County can use the following framework
to assess center quality and market potential, identify
whether a center should be considered for redevelopment or
retenanting with nonretail or mixed uses, and review most
applicable strategies for each retail center. The retail center
assessment matrix (Figure 1. Retail Center Assessment Matrix
on page 60) is based on the graph and rating system

included in the RCLCO case study analysis.'

1 Community Land Use + Economics Group, LLC, Prince George’s County MD Retail Center Redevelopment: Case Study

Analysis, 2017.
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Figure 1. Retail Center Assessment Matrix
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Retail Center Assessment Matrix

The Retail Center Assessment Matrix is intended to help
categorize the County’s shopping centers and commercial
districts according to their relative market potential and

site characteristics.

At-risk or distressed shopping centers and commercial
districts, plus additional centers and districts, were evaluated

based on twelve characteristics:

Market Potential
* Unmet retail market demand: Significant retail sales

leakages that could potentially be captured by existing
or new retail shops and restaurants developed in the
County. Based on RCLCO’s conclusion that the County’s
central market area has greater retail sales surpluses than
its northern and southern market areas—suggesting that
the central market area is drawing sales from the northern
and southern market areas—the preliminary assumption
is that there exists greater unmet retail market demand
available for capture by shopping centers and commercial

districts in the northern and southern market areas.

* Strong captive market: Significant employment base
nearby that could boost retail sales in this shopping
center or commercial district. Based on RCLCO’s analysis
of office employees by zip code in the County, the
assumption is that the largest captive markets of office
workers are in the Bowie, Landover Hills, Langley Park,
and UMD trade areas.

* Strong drive-by market: Using MD DOT traffic counts,
those shopping centers and commercial districts with
Annual Average Daily Traffic (AADT) counts of 15,000
vehicles or over have been ranked as the strongest drive-by

markets of potential customers.'

* Proximity to strong retail and dining magnets: Proxim-
ity to attractors that could provide spin-off traffic for the

shopping center or commercial district.

* Healthy occupancy rate: Occupancy rate over 94 per-
cent, based on RCLCO’s analysis.

* Positive public image: The shopping center or commer-
cial district is likely to be perceived positively by residents,

workers, and other potential shoppers.

Site Possibilities
* Proximity to public transit: Within one-quarter mile of

a Metrorail station or Metrobus stop.

* Good visibility: Easy to see the shopping center
or commercial district and its storefronts from

major thoroughfares.

* Attractiveness (center): Shopping center or commercial

district is attractive and in good condition.

* Attractiveness (environment): Buildings, public spaces,

roads, and signs are attractive and in good condition.

* Environmental health: The shopping center or
commercial district and its environs are free of
contaminants or other environmental hazards that
might make development or redevelopment difficult or
complicated. The preliminarily assumption is that all
shopping centers and commercial districts evaluated are

environmentally healthy.

* Cooperative property owner: The property owner(s) or
management company operates the property responsibly

and is generally willing to make property improvements.

Retail centers were scored based on these 12 characteristics
and then plotted on a cross-hair graph using market potential
as the vertical axis and site characteristics as the horizontal
axis. These two axes divide the graph into four quadrants. The

four quadrants are:

1 htep://shagbhisdadt.mdot.state.md.us/AADT_Locator_Public/default.aspx
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* Upper-left: Stronger market potential and positive site

conditions; could potentially be improved as retail uses.

* Lower-left: Weaker market potential but more positive
site conditions; should be considered for repurposing as

other uses.

* Upper-right: Stronger market potential but weaker site
conditions; good candidates for long-term redevelopment.
These centers can also benefit from short-term tactical

improvements while they remain retail uses.

* Lower-right: Weaker market potential and more
challenging site conditions; the most distressed. Should be

considered for redevelopment as nonretail uses.

» Lead: Retail Implementation Director with
support from Redevelopment Authority and
Planning Department

» Timeframe: Years 1, ongoing

» Cost: Medium—Staff time

» Impact: Low to Medium
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STRATEGIES FOR CENTERS THAT CAN BE
IMPROVED AND REMAIN RETAIL (UPPER-
LEFT QUADRANT)

To boost the economic performance of obsolete and
underperforming retail centers, especially in the cases of
centers in strong trade areas with high visibility or a strategic
location, a revitalization strategy that addresses and improves
access and egress, appearance, and retail and business mix of

the commercial property, should be pursued.

Approaches

Pursue a tenant-based revitalization strategy by attractin