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If You Build It They Will ComeIf You Build It They Will Come



Well… Maybe Not!Well… Maybe Not!











Make The Right Decision

• The Wrong Process & Decision Can Cost 
You & Your Company Dearly

• Let’s Spend A Few Minutes On “The Right 
Stuff”

• And Then We’ll Look At An Actual Case 
Study 



Art & Science

• The Art – Knowing What To Include In 
The DSS Model & How To Include It

• The Science – How DSS Elements Are 
Included, Integrated, Accessed & Applied



Locations & Sites

• Locations, The General Trade Or Market 
Areas
– Key: “Harmonize” Anchor & Primary Store 

Demographics To Community Demographics
• Sites, The Specific Physical Footprints

– Key: Make Sure Site Characteristics Complement 
The Business & Community Composition 



Location Analysis Data Elements
• Econometrics & Cycle 

Forecasts
• Residential Demographics & 

Trends
• Lifestyle Demographics
• Daytime Population & 

Employment
• Social Class & Shopping 

Patterns
• Consumer Expenditures
• “Single –Source” (Scanner) 

Data
– Coming Attraction, RFID

• Syndicated Consumer 
Research
– Simmons, MRI, Gallup, etc.

• Primary Consumer Research
• Business Info

– By SIC Code
– By Employee Count
– By Annual Sales Revenue

• Shopping Center Info
– Key Anchors
– Primary Stores

• Geographic Info
– Points (e.g. Sites & Associated 

Info)
– Lines (e.g. Streets, Highways & 

Traffic)
– Polygons (e.g. Block Groups)



Is there any question
that shopping centers can dramatically influence 

society, as well as vice-versa?



How Do We Integrate
Location Data?

• With A GIS, Of Course!



Shopping Centers By GLA
& Disposable Income



Business Centers
& Residential 
Disposable Income



Shopping Centers,
Business Centers, 
Disposable Income



Shopping Centers 
& Lifestyle/SES



Site Analysis Data Elements
• Site Type
• Site Orientation
• Accessibility
• Signage
• Vacancy Rate
• Business Compatibility & Retail Mix
• Architectural Compatibility
• Age Of Surroundings
• Quality Of Area Housing
• Maintenance & Appearance
• Parking
• Traffic & Street Conditions
• Environmental Assessment & Impacts
• Security & Safety



And How Do We Integrate
Site Data?

• In The GIS, Of Course!



Site Variables Are Defined
For Each Site, Included
In The GIS, & Analyzed



Analysis Tools
• Trade Area Modeling

– Drive Time & Walk Time Analysis
– Thiessen & Other Competitive Analysis
– Market Rings
– Distance Decay
– Gravity Modeling

• Predictive Modeling
• “Find Similar”
• Thematic Mapping
• Reporting



Thiessen Analysis:
Store Trade Areas
& Highest 
Disposable Income



Now, In The Real World

• Introducing David Beitz, of Edens & 
Avant

• Dave Will Walk You Through A Real Case 
Study On How Theory Translates Into 
Reality In The Art & Science Of Shopping 
Center Location



Edens & Avant

• Who we are

• What we do



What anchor(s) do I picture here?
– An experienced developer can envision what 

anchors might be interested in the site

– Anchors always do their own research

– Our research has three purposes:
• To pre-qualify the site
• To understand the dynamics of the site
• To market the site



Case Study – Start with an Anchor

• What do anchor stores look for?
– Demographics – ring and trade area
– Competition – existing
– Competition – other sites
– Traffic counts
– Schools
– Residential growth
– Road Projects



Case Study – Florida Site

A BULLDOZER RESTS at 
the side of what will 

become an extension of 
Kenton Morrison Road 

that will connect to 
Holmes Boulevard thus 

providing an almost direct 
route between S.R. 16 
and S.R. 207. Kenton 
Morrison Road will be 

extended south from Four 
Mile Road and connect 

with an extended Holmes 
Boulevard. The Holmes 
Boulevard project will 

cost $1.6 million and the 
first road the county has 
paid for since S.R. 312 in 

the early 1990s. 
By JUSTIN YURKANIN, 

Staff

September 21, 2003



Homes & Pharmacy’s



Subdivisions



Road Projects



Schools



Census Journey to work data



Schools & Employment



Subdivisions
Map # Quadrant Name of Development

Development 
Commenceme

nt Date

Projected 
Completion 

Date
Buildout # 
of Units

Current 
# of 

Units

# of Units 
Under 

Construction Typical Package Price Contact Name Contact Phone

1 NE Heritage Parke 2003 2008 764 0 $140,000 to $250,000 Mike Hefferon 904-808-9977

2 NE Northridge Lakes (699 Total) 2003 580 0 $81,900 to $133,000 Robert Graubard 904-797-5077

2 NE Northridge Lakes (Apartments) 2003 119 0 Robert Graubard 904-797-5077

3 NW Palencia 2001 2,600 120 $255,000 to $3,000,000 Naomie Lumley 904-810-0500

4 NW Portofino Condos 2003 180 0 $115,000 to $200,000 Betty Riley 800-808-8199

5 SE Royal St. Augustine (671 Total) 1999 2005 407 300 $130,000 to $400,000 www.royalstaug.com

5 SE Royal St. Augustine (Apartments) 1999 2001 264 264 1 br $739, 2br $950, 3br $1160 www.royalstaug.com

6 NW St. Augustine Center Development 2003 2004 614 0 Spencer Philips 407-804-8949

7 NE San Sebastion Point (Patio Homes) 2005 91 0

8 NE Stokes 750 0 $500,000 and above Chester Stokes 904-482-1100

9 SE Proposed Patio Homes (under contract) 2004 2005 200 0 Chester Stokes 904-482-1100

10 NE Whisper Ridge (Anderson Park) 2003 405 0 $200,000 Bill Shaffer 904-346-1777

TOTAL 6,974 684

1,642

13,662

15,304

                                Trade Area 2000 Census Population:

                           Total current population: =

           Current # units(684) x 2000 Persons per household  ( 2.4  ): 



Trade Area Demographics



Development Projects



Overview



Aerial Overview



Aerial Site Overview



Demographics – Business Analyst



Competition



Other Developments



Site Plan



End result that retailers want to see 

• Lots of housing – existing and planned
• Competition doing well – this means there are dollars in the market
• Easy access to the site
• Good traffic counts
• That the site is on the “going home” side of the road
• Gravity model – taking into account the dollars in the market and 

strength of competition – Sites Plus is most popular by Gravitec 
Development

• Other sites and why they don’t work.
• Other sites that a competitor might locate
• Where is the Super-Wal Mart?
• Zoning and timing



Where is the GIS advantage for developers? 

• Can integrate County GIS data 
into the project

• Make great looking maps



Where is the GIS advantage for developers? 

• Take advantage of GIS web services



Where is the GIS advantage for developers? 

• Publish data on the internet
• www.edensandavant.com 
• Site takes advantage of Business 

Analyst and RouteMap IMS



Learn more about GIS at Edens & Avant in this afternoon’s presentation:

Session Title: Marketing Analysis and Applications III

GIS In Action at Edens & Avant-The Necessity Retail Company

1:30 p.m.-3:00 p.m.

Room: Venetian



Questions? 

The Art & Science Of Shopping 
Center Development

• David Z. Beitz, Edens & Avant
• Steve Lackow, RPM Consulting
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