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NORWOOD YOUNG AMERICA ECONOMIC DEVELOPMENT COMMISSION
Wednesday, March 11, 2015
6:30 p.m
Oak Grove City Center — Large Conference Room

310 Elm Street West
Norwood Young America, MN

1. Call to Order
Il Consideration of the Agenda
lll.  Oath of Office —~Mike Yeager
V. Approval of Minutes = February 11, 2015
V. Unfinished Business
A. Hotel Market Study Update
B. EDC Mission/Vision and Establishment of 2015 Goals and Strategies
C. Business Survey
D. Resident/Consumer Survey
Vi, New Business
A. Business Visits/Tours
B. Retail Trade Analysis
Vil.  Project Updates
VIll. Miscellaneous Communications

IX. Next Meeting — April 8, 2015, 6:30 p.m.

X. Adjournment
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MUNICIPAL
DEVELGPMENT GROUP, INC.

DATE: March 4, 2015

MEMO TO: NYA Economic Development Commission

FROM: Jo Foust, Economic Development Consultant

RE: Agenda item lll. Oath of Office - EDC

i e oo o o ol ol o ool ol o e o o o o oo o o o ol ol ol ol ol e o e e e i
Background:

The City Council has appointed Mike Yeager to the Economic Development
Commission.

Action:
Mr. Yeager will be administered the Oath of Office at the March 11, 2015 meeting. We
welcome him to the EDC!
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MUNICIPAL
DEVELOFMENT GROUP, INC.

DATE: March 4, 2015

MEMO TO: NYA Economic Development Commission

FROM: Jo Foust, Economic Development Consultant

RE: Agenda item IV. Approval of Minutes
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Action:

The Commission is asked to approve the enclosed minutes from the February 11, 2015
meeting.



NORWOOD YOUNG AMERICA ECONOMIC DEVELOPMENT COMMISSION

Minutes from the Meeting on Wednesday, February 11, 2015 at 6:30 p.m.
Qak Grove City Center — Large Conference Room
310 Elm Street West
Norwood Young America, MN

L Call to Order and Introductions

Chairman Kyle Strickfaden called the meeting to order at 6:33 p.m.
EDC members in attendance were: Julie Schmidt, Craig Heher, Chris Lund, Tina Diedrick, Kyle
Strickfaden, Mike McPadden and Bruce Mathwig (7:03 p.m.).

Absent were: Mike Yeager and Sarah Molnau.
Staff attending were: City Administrator Steve Helget and Economic Development Coordinator Jo Foust.
1L Consideration of the Agenda

A mation was made by Schmidt and seconded by Diedrick to approve the February 11, 2015, meeting
agenda as presented. The agenda was approved 6-0,

InI. Oath of Office
The Oath of Office was admimistered to Mike McPadden. The EDC welcomed Mike to the Commission,
IV. Approval of Minutes

A motion was made by Schmidt, seconded by Diedrick to approve the January 21, 2015 EDC Meeting
Minutes. Motion carried 6-0.

Y. Unfinished Business

Hotel Market Feasibility Study —An update was provided to the EDC regarding the City Council’s
approval of proceeding with Hospitality Marketers for the Hotel Study. Subsequent to approval, the City
of Cologne also decided to proceed with a hotel market study and inquired about a joint study.
Hospitality Marketers indicated this option could include a couple sites from each community. The cost
would be approximately $8,000 or $4,000 per community. After discussion, it was the consensus of the
EDC to proceed with an independent market study versus a joint study.

An overview of potential sites for a hotel, to include in the study, was provided. It was the consensus of
the EDC to include the following sites: (1) Sinclair Gas Station Site (2) NAPA Store site and lot behind it,
(3) The West Metro Industrial Park’s middle parcel on the south side of Highway 212, and (4) the 5.1
acre site currently located outside of city limits, on the south side of the intersection of Highway 212 and
Tacoma Avenue. It was noted this site would need to be annexed and utilities would need to be extended
to the parcel.

EDC Mission and Vision Statements — Commissioners submitted individual input on key terms and
phrases, items which make the Norwood Young America EDC unique and proposed Mission and Vision
Statements prior to the meeting. A summary of the comments was distributed at the meeting.



Commissioners conducted a work session to develop the following proposed Mission Statement for the
EDC:

The Mission of the Norwood Young America EDC is to orchestrate economic growth through
promotion and retention of businesses, while identifving and attracting businesses that contribute to a
healthy, vibrant community.

The EDC also discussed the Vision for the Commission and where the Economic Development
Commission aims to be in the future. The following draft Vision Statement was developed:

Our Vision is to be the premier, comprehensive resource for the diverse and dynamic business
COMmmnity.

Commissioners requested the Mission and Vision Statements be brought back to the March EDC meeting
at which time they would be acted on.

2015 Goals and Strategies — Commissioners discussed goals for 2015, The following draft goals and
implementation steps were identified:

1. Define business needs within the Community
e Conduct a Business Survey
e Update a Business Market Study/Analysis

2. ldentify ways to expand the role of the EDC
» Develop a Mission Statement and Vision
Review and evaluate existing policies
Participate in Trade Shows
Develop a Finance Committee and promote EDC programs

3. Encourage collaborative efforts with other stakeholders in the community.
s Participate in Chamber of Commerce activities
* Conduct quarterly meetings/bi-annual joint meetings with the City Council, Planning
Commission and Chamber of Commerce representatives.

4. Promotion and Marketing

Update the tag line, “Not Your Average Community!™

Review trade show options.

Create table tents to display at restaurants to market activities in the city.
Include “Coming Events™ on the City’s web site.

]

. Identify Resources Available for Economic Development
* Prepare a map with available commercial and industrial site locations.
e Summarize financial programs available for business development.
» Inform local industries of financial programs available.

The EDC requested an opportunity to review and amend Goals and Strategies at their March, 2015
meeting.



V1. New Business

PPi Loan Request and Grant Sponsorship — Helget provided an update on a tour of the Young America
Corporation building which was conducted with PPi and their construction contractor and engineer, the
City Building Inspector and Fire Chief. Based on current plans, a sprinkler system will not be required
which will reduce the proposed project costs by approximately $500,000. If the use of the building
changes in the future to include cabinet construction, that portion of the building would be required to be
sprinkled.

Foust noted PPi is finalizing their overall project costs and financing. A formal application for funding
has not yet been submitted therefore EDC action is not required at this time. Information on the MN
Department of Employment and Economic Development’s “Job Creation Fund™ was provided to EDC
members.

It was the consensus of the Commission to have the Finance Committee review the application
information once it is submitted and prepare a recommendation for the City Council’s formal action.

Business Survey — A draft Business Survey which was developed on SurveyMonkey was included in the
EDC members’ agenda packets. Commissioners Chris Lund and Tina Diedrick offered to work with the
Chamber of Commerce to obtain input from businesses that are members of the Chamber as well as those
that are not. A pdf copy of the survey, as well as a web site link will be forwarded to the Chamber with a
request to email to their membership. A deadline of March 31, 2015 was proposed for completion of the
survey.

Resident or Consumer Survey — A draft Resident or Consumer Survey was included in the agenda
packets and reviewed. It was suggested additional questions be included relating to the Community
Center. Commissioner Schmidt will provide questions. It was also suggested the opening narrative note
responses to questions are optional; #7 be modified to ask if the respondent lives inside or outside the city
limits; and #15 be modified to allow selection of more than one form of media for obtaining information
on the community. It was the consensus of the Commission to postpone distribution of the Consumer
Survey until after the Business Survey is complete.

VII.  Project Updates -Foust provided an update on the following projects:

= Family Dollar —The City Council approved the site plan at their January 26, 2015 meeting.

* The Haven =The City Council approved a Comprehensive Plan amendment, PUD, rezoning and
lot split at their January 26, 2015 meeting. Helget noted The Haven is planning a March 31, 2015
ground breaking ceremony from 11 am. to 1 p.m.

PPi — The company is proceeding with their purchase agreement.
Joyful Spirit Massage & Wellness — Joy Cook has now opened her massage therapy business at
218 Wilson Street E in Norwood Young America.

=  2015-E. A business is seeking four to five acres of land. Information on sites and programs were
forwarded to the business with follow-up afterward.

»  2015-F. A warchouse/trucking business is secking an existing building of 120,000 square feet.
Staff has been in contact with the company.

VIII. Miscellaneous Communications

It was noted the Chamber of Commerce Chili Cook-off will be held on Saturday, February 21, 2015 from
4-7 pm. at the Pavilion. Cost is $5.



IX. Next Meeting Date

The next EDC meeting will take place on Wednesday, March 11, 2015 at 6:30 p.m. Schmidt noted she
will not be able to attend.

X. Adjourn

A motion was made by McPadden and seconded by Schmids to adiourn the meeting. The motion passed.
The meeting adjourned at 9:17 p.m.

Respectfully submitted,

Jo Foust, Economic Development Consultant
MDG, Ine.
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MUNICIFAL
DEVELOPMENT GROUP, INC.

DATE: March 4, 2015

MEMO TO: NYA Economic Development Commission

FROM: Jo Foust, Economic Development Consultant

RE: Agenda item V.A. Hotel Market Study
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Background:

The City has executed the engagement letter with Hospitality Marketers and submitted the $4300
retainer. In addition, information on the City's 2010, 2014 and projected 2019 Demographics (from
Greater MSP) was provided to Hospitality Marketers, along with traffic count information and the
preferred sites.

The first phase of the market study is estimated to take 30 days to complete.
Action:

At this time, there is no additional information or required action. An update should be ready for the
April 8, 2015 EDC meeting.
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MUNICIPAL
DEVELOPMENT GROP, INC.

DATE: March 4, 2015

MEMO TO: NYA Economic Development Commission

FROM: Jo Foust, Economic Development Consultant

RE: Agenda item V.B. EDC Mission / Vision and Establishment of Goals
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Background:

At the February meeting, Commissioners developed a draft Mission Statement and Vision
Statement, as well as began to develop a 2015 Strategic Plan.

Mission Statement — The Mission Statement defines the purpose and primary objectives related to
customer needs and team wvalues. The proposed Mission Statement for the Morwood Young
America EDC is...

The Mission of the Norwood Young America EDC is to orchestrate economic growth through
promotion and retention of businesses, while identifying and affracting businesses that
contribute to a healthy, vibrant communily.

The EDC also discussed the Vision for the Commission and where the Economic Development
Commission aims to be in the future. The following draft Vision Statement was developed:

Qur Vision is to be the premier, comprehensive resource for the diverse and dynamic
business community.

Commissioners requested the Mission and Vision Statements be brought back to the March EDC
meeting at which time they would be acted on.

2015 Goals and Strategies — Commissioners discussed goals for 2015. The following draft goals
and implementation steps were identified;

1. Define business needs within the Community
+ Conduct a Business Survey
» Update a Business Market Study/Analysis

2. Ildentify ways to expand the role of the EDC
= Develop a Mission Statement and Vision
+ Review and evaluate existing policies
¢ Participate in Trade Shows
» Develop a Finance Committee and promote EDC programs

3. Encourage collaborative efforts with other stakeholders in the community.
» Participate in Chamber of Commerce activities



« Conduct quarterly meetings/bi-annual joint meetings with the City Council, Planning
Commission and Chamber of Commerce representatives.

4. Promotion and Marketing
« Update the tag line, “Not Your Average Community!"
* Review trade show options.
= Create table tents to display at restaurants to market activities in the city.
* Include “Coming Events” on the City's web site.

5. Identify Resources Available for Economic Development
» Prepare a map with available commercial and industrial site locations.
s« Summarize financial programs available for business development.
« [Inform local industries of financial programs available.

The EDC requested an opportunity to review and amend Goals and Strategies at their March, 2015
meeting. The assignment of responsible parties and cost estimates also need to be added.

As the Mission Statement, Vision Statement and Strategic Plan are developed, it is important to
keep in mind City Code Section 255.04 Duties and Responsibilities of the Economic Development
Commission shall be as follows:
A. Advise the City Council on matters concerning commercial and industrial development within
the city.
B. Assist the City with preparations and advice regarding economic development marketing
plans, programs, and strategies.
C. Help to coordinate economic development efforts with various groups active in the city.
D. Aid and advise the City Council and Planning Commission regarding the orderly development
of areas suitable for commercial and industrial development.
E. Recommend to the City Council and Planning Commission policies and actions regarding
commercial and industrial expansion, development, and attraction.
F. Develop long and short-term strategies for commercial and industrial development within the
city.
G. Review proposed development proposals.
H. Assist in the preparation and implementation of plans for business retention.
I. Perform other duties, functions, and studies as directed by the City Council.
(Amended by Ord. 115, 7-27-1998).

Action:
The EDC is asked to finalize and act on the Mission Statement, Vision Statement and 2015 Strategic
Plan.
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MUNICIPAL
DEVELOIMENT GROUF, INC.

DATE: March 4, 2015

MEMO TO:  NYA Economic Development Commission

FROM: Jo Foust, Economic Development Consultant

RE: Agenda item V. C. Business Survey
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Background:

At the February meeting, Commissioners reviewed a Business Survey. This survey has been
forwarded to the Chamber of Commerce, with a request to assist in distribution. The survey is also
available on-line at: https://www.surveymonkey .com/s/NYAbusinesssurvey

A March 31, 2015 deadline was included with the survey. A summary of responses will be provided
at the April meeting.

Action:
The EDC is asked to help promote completion of the survey by local businesses!
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DEVELOPMENT GROUP, INC.,

DATE: March 4 2015

MEMO TO:  NYA Economic Development Commission

FROM: Jo Foust, Economic Development Consultant

RE: Agenda item V. D. Resident/Consumer Survey
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Background:

Enclosed is an updated copy of a draft resident/consumer survey, with changes incorporated from
the February meeting.  We will add additional questions related to the Community Center, when
they are prepared.

This survey is also available on line at: https://www surveymonkey.com/s/NY Aedc
Action:

If Commissioners have any other additions or changes, please advise. Input is requested on the
timing for the marketing of the survey and deadline for participation.



Norwood Young America Consumer Survey

1.

The City of Norwood Young America's Economic Development Commission would like to know the types of businesses and services you would like
to see in the community. Please take the next 10 minutes to answer the next 34 questions to let us know how we can make this a better place 1o
live and shop! This information will be valuable in the recruitment of new businesses and retention of existing businesses,

The information in this survey will not be tied 1o individuals. A consolidated summary of the information will be provided, with individual responses
remaining confidential.

If you have any questions regarding the purpose and use of the survey, please contact Steve Helget, City Administralor at: 952-467-1800 or
Economic Development Consultant Jo Foust, MDG Inc. al: 952-758-7399 or fousimdg @gmail.com.

Thank you for your participation!

* 1. Household Size: How many people reside in your household?

Other (please speacify)

.

2. Ages of Household Members: How many people reside in your household in each
category?

0-9 years old

10-18 years old
18-25 years old
2B-35 years old
36-40 years old
41-45 years old
46-55 years old

56-65 years old

O0O0O000O00O-
OO000O00000-
O00000000-

66+ years old
3. Are you male or female?

O Male

4, What is your marital status?

O Married O Divorced/widowed/separated

o OO00O00O000O0O~

O Single, never married O Civil union/domestic partnership

Fage 1



Norwood Young America Consumer Survey

5. What is the highest level of formal education you have completed?
O Less than high school graduate O College graduate

O High school graduate

O Some college

6. How many years have you lived in Norwood Young America?

7. Which location best describes your neighborhood?

() within city Limits O Outside City Limits

Other (please specify)

l |
8. Commuting Patterns: How many miles do you commute to work each way?

O 0-1 mile O 11-15 miles

9. Household Income: Please select the annual gross income for your household. This will

assist us in responding to businesses conducting market research on communities.
(Optional)

O Under $20,000 par year

O $50,001 to §75,000 per year
O $20.001 to 530,000 per year

() $75.001 to $100.000 per year

O $30,001 to $50,000 per year O Owver $100,000 per year

Page 2




Norwood Young America Consumer Survey

10. Types of Businesses Desired: What type of retail or service businesses would you like
to see in Norwood Young America, that you would shop at and support?

[] Asricuiture retated [ ] oentst [ ] Phamacyiorug Store

[] Auto pans |:| Dry Cleaner [ ] restauranttamityrsit down

|:] Auto Dealership D Fast Food Restaurant |:| Restaurant-fast food

i:l Computer parts/senvice D Medical Clinic I:I Veterinarian

D Crafl E’ Pet Store

Other (please specify)

11. If there is a specific store/business you believe the EDC should try to recruit, please list
the business name here:

12. Do you own/operate a home-based business?
O Yes O Mo

13. If you do own/operate a home-based business, are you interested in expanding and
learning more about commercial or industrial space that is available in the City of Norwood
Young America?

O Yes O Mo O Mot Applicable

14. If you would like assistance in locating commerciallindustrial space, please provide
your contact information below, or contact Economic Development Consultant Joanne
Foust at: 952-758-7399 or via email at: foustmdg@gmail.com.

pd




Norwood Young America Consumer Survey

15. What are your primary forms of media to obtain information on local businesses and
their goods and services?

D NYA Chamber of Commerce Web Site
D City of NYA Web Site

D Company Web Site

D Word of Mouth References

16. What form(s) of Social Media would you recommend local businesses use to reach
consumers?

D Company website

Other (please specify)

[ |

17. How often to you visit the City of Norwood Young America's Web Site?

O Two (2) to Six (6) imes per year
O Seven (7) to twelve (12} times per year

O Thirteen (13} or more limes per year




Norwood Young America Consumer Survey

18. How would you rank the overall customer service at businesses in Norwood Young
America?

Cther (please specify)
I |

19. On average, how much money do you spend shopping per week on professional, retail
or businesses services EVERYWHERE?

() More than 500 O Between $100 and §199

O Between $300 and $499 O Between $0 and $99

O Between $200 and 5298

20. On average, how much money do you spend per week shopping on professional, retail
or business services IN NORWOOD YOUNG AMERICA?

O More than $500 () Between 5100 and 5159

O Between $300 and $499 O Batween 50 and $99

O Between $200 and $299

21. Why Shop Outside NORWOOD YOUNG AMERICA? If you shop or obtain services
outside of Norwood Young America please select the reasons why:

D Salaction |:| Unaware of goods and services offered in Morwood Young
America
D Price

D lterns not offered in Norweod Young America. Please note items

D Convenience (on my way homeflo work) in the olher calegory

Cither (please specify)

E

|

n

i

oW
w0

k]




Norwood Young America Consumer Survey

22. Shopping Locations: Other than Norwood Young America, which communities do you
visit to shop? Select all that apply.

[ ] crasea [ ] clencoe [[] waconia

Other (please specify)

1 |

23. Why do you shop in these communities?

24. When do you primarily do your shopping?

D In the mornings D Weakdays
D During the day I:l Weekends

Other (please specify)

25. Are you more likely to shop for:

Professional Services Retail products Business senvices

—— O O O
Where | live (Norwood O O O

Young America)

I live and work in Norwood O O O

Young America

oniine O O O

26. Day and time you shop: What days of the week and times do you most often do your
shopping or use professional services?

|:| Sunday meorning D Tuesday afterngon D Thursday evening
D Sunday afterncon D Tuesday evening D Friday morning

D Sunday evening D Wednesday morning D Friday aftarncon
D Monday morning D Wednesday afternoon |:| Friday evening
D Monday aflernoon [:l Wednasday avening D Salurday morning
D Monday evening D Thursday moming D Salurday afterncon
D Tuesday morning |:| Thursday aflemoon I:l Saturday evening

Page 6




Norwood Young America Consumer Survey |

27. What is your opinion of the current business climate in Norwood Young America?
O Favorable O Unfavorable O Mo Crpinion

28. If you feel the local business climate is unfavorable, please explain why and provide
suggestions to improve it.

29. Letter of Support/interest: We would like to use comments from our residents to target
market various businesses. If you are willing to submit comments or quotes that we can
use in marketing materials, please submit the "letter” or comments below. If you are willing
to include your name, that would be helpful as well.

Example:

"Dear XXX (type of business),

As a resident of Norwood Young America, | strongly encourage you to consider locating
your business in our community. | feel it would be supported and successful for the
following reasons....”

30. What do you think the City should do to assist existing businesses?

|:| Offer low interest/no interest loans D Provide technical assistance 10 businesses

D Offer grants I:, Maothing

Other (please spacify)

| |
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Norwood Young America Consumer Survey
1. Where do you feel the City's Economic Development Commission should focus its

3
efforts? Please rank the importance of the EDC's efforts in the following:
- Recruit Promote tourism and
Assist axisting Recruil new highway  Redevelop the two eaiscnitnaAnduaiies SRR
businesses commercial busingsses commercial districts :
businesses encourage tourlsm
O O O O O
20 pay O O O O O
ardprory O O O O O
b pisety @) O O O O
Sth priorily O O O O O

Othar (please specify)

[ |
32. What one or two things would make Norwood Young America a better shopping or
service area?

-

-

33. Contact Information: If you would like to be eligible for one of two $50 prizes in NYA
Chamber of Commerce Dollars please provide your name and contact information below.
You must be 18 years of age to qualify and complete the survey.

Mame (first and lasl)

Address

|

| |
Phone # | |

I |

Email:

34. Other Comments/Suggestions: If you have other comments or suggestions you would
like to share regarding Norwood Young America's business climate please note these

below:

Page 8
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MUNICIPAL
DEVELOPMENT GROUP, INC.

DATE: March 4, 2015

MEMO TO: NYA Economic Development Commission

FROM: Jo Foust, Economic Development Consultant

RE: Agenda item V1. A. Business Tours/Visits

o o o o ol o e ok R R o el
Background:

In order to remain in contact with local businesses and learn more about their operations and needs,
business tours have been suggested by staff.

Within the next month we would recommend attempting to schedule tours with Hydro Engineering,
Yaeger Machine and Waconia Manufacturing.

Action:
If Commissioners would like to join staff on tours, please advise us on your interest and availability.
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MUNICIPAL
DEVELOPMENT GROUP, INC.

DATE: March 4, 2015

MEMO TO:  NYA Economic Development Commission

FROM: Jo Foust, Economic Development Consultant

RE: Agenda item VI. B. Retail Trade Analysis

L R T e A
Background:

One of the goals discussed by the EDC in February was to update the Retail Trade Analysis which
was completed in 2008 by the U of M Extension Service. Commissioners requested a copy of the
study to review prior to moving forward with the implementation of this goal. A copy is attached for
your information. This analysis provides information on business activities in 2008.

If the study is to be update, | would recommend a Market Analysis which identifies an initial market
assessment for commercial space in Norwood Young America, identification of the primary draw
area or "Trade Area” and incorporates current and projected households. It is also suggested the
Market Assessment include information on available sites, interviews with real estate brokers and a
summary of the demand for office and retail space and types of businesses which would be
successful in the Norwood Young America market. A sample study with this content will be brought
to the meeting.

Action:
If Commissioners would like to proceed with an update to the Retail Trade Analysis or a Market
Analysis, please advise and | will seek quotes for the April meeting.



2000l) Retail Trade Analysis Report

Norwood Young Ame[:iea';"&
Carver County;_ |
Minnesota

Funding provided by
The Blandin Foundation
and

University of Minnesota Extension's Center for Community Vitality

Copynight © 2010, Regents of the LUiniversity of Minresots All AgHs resared

M

UnivErsiTY OF MINNESOTA

EXTENSION Lmulhhmmﬁwmm;:r:mmnimmmmmmumw

Driver to Diacover

Troe Uirsvessity of Minnasota Extension i commified i i poiicy thal @l pemsons shall naw equal accors 10 ks program s, facllites. and
employmant wihcld regasd 1 rece, color, cresd, mligion, netanal ongin, S44 age, mantal shalus, deabikly, pubhe AssiStance Stahu, vebaran
stabus, of S Orenason



Introduction

The University of Minnesota Extension has developed this retail trade analysis program to assist in the economic
development of Minnesota towns and cities. These reports are available for all Minnesota counties, for most cities ahove
5,000 population and for a few cities smaller than 5,000 population. The retail sector of each jurisdiction can be evaluated b
comparing its trends lo those of other similar jurisdictions. Business people and economic development officials can use
measures such as pull factors and leakages to determine the need and feasibility of new retail businesses,

Data Sources

Most of the data in the analysis are based on annual reponts of Minnesota retail and use tax, published by the Minnesola
Department of Revenue. The Depantment of Revenue published an annual report of sales and use tax by jurisdiction until 1996,
at which time the reports were released biannually due to budget constraints. This analysis uses the available repons from 1990-
1996, 1998, 2000, and 2003 through 2008. The reports interpolate data for the years in which data are not available, (See
hitp:/fwww laxes. state. mn.us/taxes/legal_policy/research_reports/sales_use_statistics_main.shiml) The income data in this
report are obtained from reports by Bureau of Economic Analysis (BEA). (See hup:/www.beagov/regional/reis) Population
data are derived from the U5, Census. (Sce hitp:/fwww.census.gov/popest/estimates.php)

Sales and use tax permit holders file returns and remit laxes on either a monthly, quarterly or annual basis. Large businesses
such as discount department stores whose tax is more than $500 per month are required to file on a monthly basis, while mediun
sized businesses whose sales tax collections are less than $500 per month, are required to file on a quarterly basis and small
businesses with sales tax collections less than $100 per month would most likely file on an annual basis.

Definition of Terms

Gross Sales

Gross sales include taxable sales and exempt sales for businesses holding sales and use tax permits, This is the most inclusive
indicator of business activity for the reporting jurisdictions but it can be misleading when used in comparisons. At times
commadity items (like gasoline), that are not taxable, can have large price variations, creating huge swings in gross sales,

Taxable Sales

Taxable sales are the amount of sales subject 1o sales tax. Taxable sales exclude exempt items, items sold for resale, items sold
for exempt purposes and items sold to exempt organizations. For more information on what is taxed in Minnesota, see
“Minnesota Sales and Use Tax Instruction Booklet™ availabe on the web at

htip:/www. laxes.state.mn.us/taxes/salesinstructions/st_bk07.pdf)

Current and Constant Dollar Sales

Current dollar (or “nominal dollar”) sales are sales as reported by the state. No adjustment has been made for price inflation. In
general this measure of sales is not satisfactory for comparisons over long periods of time since it does not account for changes in
population, inflation, or the state's economy. Constant dollar (or “real dollar”) sales reflect changes in price inflation by adjustin
current dollar sales with the Consumer Price Index (CPI). Constant doller sales indicate the real sales level with respect to a base
year, This is a more realistic method of evaluating sales over time than current dollar comparisons, but still does not take inlo
consideration changes in population or changes in the state's economy.

Page 1



Number of businesses

The number of sales and use tax permit holders who filed one or more tax returns for the year are reported as the number of
businesses.

Reporting Period
The reporting periods in this report are calendar vears. For example, the sales reponed for the year 2000 are for the period,
January 1, 2000 w December 31, 2000,

Per Capita Sales
Fer capita (or “per person™) sales are calculated by dividing current dollar sales by the population estimate. In arcas where

population is subject 1o substantial change, this is a more satisfaciory measure of sales activity than sales alone. However, it still
does not reflect changes in the state cconomy.

Pull Factor

The pull factor was developed by Dr. Ken Stone, an economist from lowa State University Extension Service to provide a precise
measure of sales activity in a locality. It is derived by dividing the per capita current dollar sales of a eity or county by the per
capita sales for the state. For example, if a city's per capita sales are $20,000 per vear and the state per capita sales are $10,000
per year, the pull factor is 2.0 (520,000 $10,000). The interpretation is that the city is selling to 200 percent of the city
population,

Pull factors are good measures of sales activity because they reflect changes in population, inflation, and the state cconomy. Pull
factors are available through the Extension Service for total 1axable sales for all cities with reported sales (generally, cities with a
pepulation of 5,000 or more) since 1990, The pull factors listed in this report are not adjusted for differing income levels in
different communities; they are simply the ratio of local per person sales to the state average. Income levels are accounted for in
the expected sales and potential sales formulas, described below.

Typical Pull Factor
The typical pull factor is a pull factor that represents the “norm™ for cities within a population group. [t is an average for cities
within a population group taking into account any outliers in the group.

Personal Income

Personal income is defined as the income received by, or on behalf of, all the residents of the county (state) from all sources.
Personal income is the sum of wage and salary disbursements, supplements to wages and salaries (c.g.. contributions 1o
retirement funds, health plans, life insurance policies), proprietors' income, rental income, personal dividend income, personal
interest income, and personal current wransfer receipts w persons (e.g. receipis of Social Security, disability, worker's
compensation, MedicareMedicaid, food stamps.etc.) less contributions for government social insurance (.8, Social Security,
Medicare). (For more details, see hip:iiwww bea.gov/regional/pdivspi2005/alternative_measures.pdf).

Index of Income

This index provides a relative measure of income, caleulated by dividing local per capita income by state per capita income. The
base is 1.00. For example. an index of income of 1.20 indicates that per capita income in the arca is 20 percent above the state
average.
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Expected Sales

Expected sales is a retail performance benchmark, 1tis an estimate of the sales level a town would achieve if it were performing
on par with Minnesota towns of a similar size. In addition to population and income variables, expected sales incorporates the
typical strengih of comparable communities via the fypical pull factor . Expected sales is the product of city population, stale
per capita sales, the index of income and the typical pull factor. For example. if a city has a population of 5,000, the state per
capita sales are $9,000, the typical pull factor is 1.30, and the index of income is 1.03, expecied sales is approximately $60
million per year (5,000 x $9,000 x 1.30 x 1.03). This provides a means of comparing whal is expected for a city of' a centain size
1o what is actually happening.

Potential Sales

Potential sales is an estimate of the amount of money that is spent on retail goods and services by residents of @ county. It is the
product of county population, staie per capita sales and the index of income. The potential sales concept for counties is similar lo
the expected sales caleulations for owns. However, potential sales does not utilize a measure of average pulling power (like the
tvpical pull factor thal is used in the expected sales equation). Since a county is a relatively large region within which relail
business takes place, countics are compared without adjustments for trade area size.

Variance Between Actual and Expected Sales (Surplus or Leakage)

The variance between actual and expected sales is how much retail sales differ from the “norm™ (i.e., the amount above or below
the standard established by the expected sales formula). When actual sales exceed expected sales, we say the city has a “surplus”
of retail sales. When actual sales fall short of expected sales, we say the city has a retail sales "leakage”. The set of similarly-
sized cities in Minnesota is the “peer group™ to which the comparison is being made. Discrepancics between expected and
actual sales occur for a variety of reasons.

Proximity to larger population centers, management. marketing. and transportation patterns are just a lew factors that can cause
the retail sales of a particular town to deviate substantially from expected sales. It is important that decision-makers consider
these influences when constructing policies, plans, or projects. The surplus or leakage is expressed in dollars, percentages, and
customer equivalents. The use of the analysis will dictate which measure best conveys the information, though all are equivalen
In the case of leakages, the dollar amount is usually the casiest 1o use since it immediately conveys the potential sales for new
businesses.

Trade Area Population Gain or Loss

The trade area population gain or loss translates the percentage amount of surplus or leakage of retail sales into an estimate of th
number of customers gained or lost in the trade area. It is calculated by multiplying the percent surplus or leakage by the
population estimate for the city or county. For example, if a city with 10,000 residents had a retail sales surplus of 20%, the
trade area population gain would be 2,000. Adding this number 1o the city's population gives an estimate of the population size
of the city's trade area.
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Cautions

Gross Sales

CGiross sales is a comprehensive measure of business activity, but readers should be aware that the numbers in this report are self-
reported by holders of sales and use tax reports. Furthermore, the gross sales are not audited by the State of Minnesota. It is
believed that the gross sales figures are generally reliable. but there is the possibility of distortions, especially in smaller cilies
where misreporting may have occurred.

Misclassification

Holders of sales and use tax permits select the North American Indusiry Classification System (NAICS) category that best fits
their business. Regardless of who makes this classification, errors are oceasionally made. Also, sometimes a business will stant
oul as one type of business, but may evolve over lime to a considerably different type of business. Misclassifications can distont
sales among business categories, especially in smaller towns. For example, a fumiture store that is classified as a general
merchandise store, will under-report the sales in the fumniture store category and over-report the sales in the general merchandise
category.

Suppressed Data

The sales data for merchandise categories that have less than four reporting firms are not reported. This is a measure taken by

most states 1o protect the confidentiality of sales x permit holders, The sales for suppressed categories are placed into the
miscellancous calegory and are included in total sales.

Consolidated Reporting

Vendors doing business at more than one location in Minnesota have the option of filing a separate return for each location or
filing one consolidated return for all locations. The consolidated return shows, for each business establishment, the sales made,
tax due and location by city and county. Data for the estublishments of consolidated Gilers are combined with data for single-
location filers to produce the figures in this report. Occasionally consolidated reperts may not be properly deconstrected and all
the sales for a company may be reported for one town or city, Whenever misreporting is discovered, contacts are made with the
Minnesoia Revenue Depariment to clarily the situation

Changes Between 2000 and 2003

For fiscal year 2003, the Minnesota Department of Revenue implemented two major changes to improve their reporting of sales
and use tux data. Firsi, they adopted a geo-coding system, which accurately identifies the location of all business reporting sales
and wse tax 1o the state rather than relying on the businesses” postal addresses. One effect of this change is a movement of sales
between neighboring cities (and in some cases, counties) in the year 2003, Thus, in several of the suburbs of Minneapolis and
St.Paul and in cities such as Hermantown, which is adjacent to Duluth. the data show large increases in retail sales between
2000 and 2003, a subsiantial portion of which is due to the re-coding of business location and not 1o actual growth in sales,

The second change implemented by the Department of Revenue in 2003 was a shift from the Standard Industrial Classification
system (SIC codes) 1o the North American Industry Classification Sysiem (NAICS codes). This switch does affect the
comparability of the data series prior 1o 2000 with that of 2003 (and bevond), especially for merchandise categories. Overall
retail and services sales are highly comparable over time. In many cases, the merchandise categories for the data prior to 2003
are very closely related to the new categories. For example, approximately 97% of the 2003 statewide sales in the general
merchandise category were accounted for by firms also classified as general merchandise under the SIC system. In other cases,
the correspondence is less strmightforward, For example, only 56% of 2003 statewide sales in the Food and Beverage store
category were accounted for by firms classified as Food Stores under the older classification system; 41% of 2003 Food store
sales were accounted for by firms previously categorized as Miscellaneous Retail,

The NAICS sysiem does provide greater detail and introduces some new sectors, such as Retail Electronics. Over time, these
changes will improve the information available for retail wrade analysis. For additional information, please see

www laxes. state.mn.usfaxesdegal_policy/other_supporting_content/salesuse %202003_statistics_introduction shuml.
Changes Starting in 2006

The Sales and Use Tax Statistics report for 2006 uses a slightly different methodology than in previous vears. Rather than basing
the report on the vear in which sales were made (as was true in earlier reports), the 2006 report is based on when retums were
processed. To best approximate the economic activity for calendar yvear 2008, this report includes all returns processed from
February 2008 through January 2009, Returns are included in the report regardless of the date of sale.
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Recent Trends By Merchandise Category

Norwood Young America

Norwood Yound America

B 2007
w2008
Gross Total Sales Taxable Total Sales Gross Retail Sales  Taxable Retail
(MAICS 44 & 45) Sales (MAICS 44 &
45)
Norwood Yound America Norwood Young America Pull
Taxable Sales Factors

0.90
0.80
45,000,000 0.70
= 0.60
54,000,000 0.50
0.40
3,000,000 San
$2,000,000 ® 2007 0.20
0.10
51.@.@ [ 28 Imﬂ {]lllxl

> Retail Eating, Repair &

Eating, Drinking, Repair & Personal Drinking, Personal

Lodging Services Lodging Services
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Canver County. Retall Trade Overview

Total Taxable and Gross Retail Sales

The table below presents gross and laxable relail and sendces sales for Carver County from 1990 through 2008. Taxable sales in
Carver County increased 73.6 percent from 1998 to 2008, while the number of firms rose 52.2 percent. Stalewide, taxable sales
increased 51.5 parcent over the same ime period and the number of firms rose 11.3 percenl. The per capita sales and pull facior
data in this table are based on laxable sales, the mone verified sales measwne.

The lable also presents sales dala in constant 2008 dollars. These figures have been adjusted for inflation to reflect their value in
2008. For exampie, in 1990, laxable sales in Carver Counly tolaled $108.25 milkon, an amounl worth $177.45 million in 2008
dollars. In constant dollars, gross Sales grew 55,3 percent between 1996 and 2008, Conzlan dollar 1axable sales increased 319
percent over the same lime perniod.

Currant Dollars Comnstant 2008 Dollars

Estimated
Year Peputaticn Gross Sales* Taxable Sales Gross Sales* Taxable Sales Number Por Capita  Pull

{$millions)  (Smilllons) (§millions)  ($millions) of Firms  Sales Factor

1890 47,915 $287.29 5108.25 7097 S177.45 BG4 52,259 051
19891 50132 5330.73 $129.682 551677 5202 52 05 $2,585 059
1892 51,868 §326.82 15147 £502.79 $233.02 1,007 52920 0B0
1583 4111 538527 $160.14 554518 $239.02 1,042 52,960 0.59
1994 56 496 57893 18293 $630.10 52B85.12 1.009 $3.238 0.59
1985 58,080 £613.58 $197.81 5864 20 $278.60 1,028 £3.348 0.59
1996 61,501 $610.69 $255.56 $848.89 5350.08 1.085 54,155 De2
1887 63,130 MA NA MA A HA A MNA
1998 54 821 S748.593 $266 36 $985.43 380,04 1,139 84572 0.66
1999 67,023 HA A M M BA WA, HA
2000 70,205 $1,188 34 £376.38 5148542 547049 1.145 £5.361 071
2001 73,185 NA A MA, NA WA WA A
2002 75.620 A Lo WA MNA A MA A
2003 78,960 $1,187.13 541030 $1.408.39 48270 1,464 $5.196 058
2004 82,122 §1,258.83 $434 85 $1.446.70 549083 1,585 $5,285 0.57
2005 B4 864 $1.2310.88 £450.53 51.456.55 $500.50 1,671 $5,309 056
2006 87 545 5144588 544802 $1.558.01 §482 g2 1,718 $5,120 053
2007 88,459 $1,480.35 $450.43 £1,552.45 6520 1.1 55,092 052
2008 90,043 $1.530.40 5514 44 £1,530.40 551444 1,734 $5,713 0.60
10 yr Changs
08 to 08 28.9% 104.3% 73.6% 55.3% 31.9% 52.2% 25.0% -8.9%
3yt Change
05 o 08 6.1% 16.7% 14.2% 5.1% 2.8% 3.8% 7.6% T.2%

*Gross sales fgures are sell-reported by frms and not audited by the Depl. of Revenue for accuracy

Carver County: Total Retail Sales

- Total Sales s Groes Sales
.00 | 51800 — ——
51800
£1,800 - ——
- = —
: I e — - e
$1.200 5. o A B
O f——— e e e —.-'.r)' -ll i
; ; 4,000 .-f""‘r'
2000 e
o g L}
o ._._.f. 5406 - -7 -
) - ettt e ol
™ 00 .._.-JH
" |
f ¢ o F ¢ & & F & & S0 61 B2 B3 G4 95 94 67 98 69 00 01 02 03 04 05 08 O [8
Waar ear
== Tauabin 5 aes =l 0EE SH0aE

Conslart § == Curmeni §



Carver County
Components of Change, 2005 to 2008

Taxable Sales Taxable Sales Dollar: Percent
Category 2005 2008 Change Change
Vehicles & Parts $18,263,903 15,780, 257 -32.474 646 -13.55%
Furniture Stores $6,877.343 $7,349,033 +3471,690 +6.86%
Electronics $7.,324.314 %8,766,355 +51.442.041 +19.69%
Building Materials §72.467 074 $51,559,244 -520,907,830 -28.85%
Food, Groceries 44,170,823 $47,531,822 +$3,360,999 +7.61%
Health, Personal Stores $5,626,982 $8,810,839 +%$3,183,857 +56.58%
Gasoline Stations $13,635,908 $12,877,146 -§758,762 -5.56%
Apparel $858,192 $691,841 -$166,351 -19.38%
Leisure Goods 55,124,548 $4,153,771 -$970,777 -18.94%
General Merchandise Stores $58,557 461 65,020,738 +57,363,277 +12.57%
Miscellaneous Retail $19,940.619 $13,893,247 -56,047,372 -30.33%
Accommodations $15,907,699 $16,110,778 +5203,079 +1.28%
_Eating & Drin‘n‘.ing Places $82 983,508 $93.510,417 +%$10,526,909 +12 69%
Total Retail and Services Sales $450,533,362 $514,438,005 +$63,904,643 +14.18%
Figures not adjusted for inflation.
Dollar Changes by Category (in Millions)
2005 - 2008
+510.53
+87.36 TR
+$3.36 +$3.18 S
+§0.47 Y3144 e | i +$020 |
= Iﬁ ..... ik . W . m—— A
-q T T T i s —— ~ === l_ T F T
5076 3017 _s097 -
-$2.47
-56.05
5209
Parts Furn. Elect. Bldg. Food Health GasSt. Clothes Leis. GenMer. Misc.  Hotel Eat
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Pull Factors By Merchandise Category

Carver County

The following tables and charts depict pull factors in Carver County from 1990 to 2000° by merchandise category. Pull
faclors are a measure of trade area size that provide a useful measure of changes over time because they account for
changes in population and state-wide industry trends.

Ca Descriptions
ol Pull Factors by Merchandise Category (1 of 3)
Building Materlals: Includes retail 2 50
in selling lumber and other buiiding
materials; paint, glass, and 200 +—— -
wallpaper; hardware: nursery stock. and S — J_——
lawn and garden supplies. W=
§ 1.50 - == -
General Merchandise: Includes retai =
stores which sell a number of -
lines. of merchandise, such as dry goods, = 1.00 - e ——
apparel and accessories,
furnitura and home furmishings, small Pt e ——
wares, hardware, and food, The stores 050 —
inchuded in this group are known as R N ——
depariment slores, -
variely slores, general merchandise 0.00 +—de== — . - . .
slores, catalog showrooms, %0 91 92 93 94 95 96 97 98 9 00
warehouse clubs, and general stores Yoir
Food: This group is mm o rotad —8—Building Matenals  — - - Ganaal Marchandae e F ] i R
slones pramarily engaged in
selling food for home preparation and
colington. Pull Factors by Merchandise Category
Carver County, 1990-2000
Apparel: Retail stores primarily engaged
in selling clothing of all kinds and related JED
articles for personal wear and adomment. Building General
Nol included are establishments which Year Malerials Merchandise Food Apparel
maiel the crilenia %D&m Stores 1880 0.99 0.0 0.568 1.08
even (hough most receipts are
focen Wid asia il B st 1881 1.04 MA 0.54 0.93
accessories. ' 1892 1.33 0.01 0.56 0.74
1993 1.22 MA 062 0.58
1984 1.20 0.49 0.50 0.42
1985 1.02 NA 0.71 0.37
1996 2.08 MA 0.87 0.37
1997 WA MA MNA MA
1688 1.75 0.60 0.82 0.35
1599 MA MA MNA MA,
2000 1.81 (.58 0.88 0.34
% Change, 80
to 00 83.72% 4857 04% 51.77% -58.30%
% Change, '98
: a7 34T% 4.7 2.
*Due to a change in how fims are s L . = e
categorized beginning with fiscal These pull tactors are calculated using taxable sales. Although taxabie sales do not caghure the Full extent of
yaar 2003, only data mm'j'gh !hc'a: $ales in stones with a kange number of un-taned goods, like grocery and apparel Slores, these data ane audited
year 2000 are presented in this by the Minnesota Depaniment of Revenue. Since sales tax laws apply statewide. ail cities are compared on the
section, same basis
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Pull Factors By Merchandise Category

Carver County

The following tables and charts depict pull factors in Carver County from 1980 to 2000" by merchandise category. Pull
factors are a measure of trade area size that provide a useful measure of changes over time because they account for
changes in population and state-wide industry trends.

Category Descriptions
it ® Pull Factors by Merchandise Category (2 of 3)
T 1.20
Furniture: This group includes retail
stores selling goods used for fumnishing
the home such as furniture. floor 1.00 X
coverings. draperies. glass and e 3
chinaware, domestic stoves, refrigerators, 0.80 A ,
and other household electric and gas 8 o S e o e e =
appliances. Q e *
& 060 i —— ok e T
3 / ®-enmnmsl
Automotive: Estabkshments selling 0.40 1 7
new and used automobiles, boats, "
recreational vehicles and ulitity traders, 0.20 - AT - — "
and molorcycles and -
mopeds m:uin;m automobile 0.00
paris and accessories; and gasoline: : 5 J J L i v ! E b
sendce stations. 90 91 92 93 94 95 95 97 98 99 OO0
Eating & Drinking: This major group Your
includes refail establishments engaged in
selkng prepared food and drinks for —8—Fumilure  —o— Aulomolive —s=—Ealing & Drinking  ==g==Misc. Reisl
consumption on ﬂl&p{mﬁmi. Also
included are caterers which serve
food other than at the e of
m R wm Pull Factors by Merchandise Category
refreshment slands seling prepaned Carver County, 1990-2000
I'nq!: and drinks lor immediate
3 Eating &
Year Fumniure Automotive Drinking Misc. Retail
_ 1990 0.24 069 0.86 040
Miscellaneous Retall: This category 1991 023 0.66 0.88 0.50
includes retail eslablishments nol
tiare classified. Thase 1992 0.19 0.64 0.88 0.63
establishments fall into e following 1993 0.17 0.71 0.76 0.73
categones: bquor stores, used 1994 0.17 0.63 0.60 0.63
merchandise ﬂmw 1995 0.14 0.56 0.76 097
m"“"’”"'."u“"md"b R e 1596 0.13 0.57 0.75 0.98
stores and stands, mmm 1897 NA MA MA NA
newsslands, and miscellaneous relail 1998 018 0.69 0.77 0.46
stores not elsewhere classified 1699 NA NA MA MA
2000 0.49 0.54 0.76 (.46
% Change, 90
to "00 105.79% =22 27% -10.70% 16.66%
% Change, ‘98
! T -11.26 -0.92% 0.35%
*Due to a change in how firms are L tEEEn o
categorized beginning with fiscal

These pull factors are calculated using laxable sales, Althowgh taxable sales do not caplure the full extent of
year 2003, only data through fiscal salgs in s20res with 3 large number of un-taxed goods, like grocery and appare! stores, these data are audited
year 2000 are presented in this by the Minnesota Department of Revanue. Gince sales lax laws apply stalewide. all citles are compared on the
seclion. $ame basis
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Pull Factors By Merchandise Category

Carver County

The following tables and charts depict pull factors in Carver County from 1980 to 2000* by merchandise category. Pull
factors are a measure of trade area size that provide a useful measure of changes over ime because they account for
changes in population and state-wide industry trends.

Category Descriptions

Lodging: Includes estaphshments
engaged in providing lodging, or
Ipdging and maals, and camping
faciibes.

Business Services: Includes
eslablishments primarity engaged in
providing servces, not alsewherns
classified, o business estabishments on
a contract or fea basis.

Automobile Services: Includes
establishments prmarly engaged in
furnishang awtomobive repair, rental,
leasing, parking, and other sendces:

Amusement and Recroation: This
group incledes establishments primanty
engaged in providing amusement.
recraation, or entertainmeni sendces, not
elsewhere classified.

*Due to a change in how firms are
categorized beginning with fiscal
year 2003, only data through fiscal
yaar 2000 are presanted in this
seclion.

1.00

Pull Factors by Merchandise Category (3 of 3)

0.90 1
0.80

0.70 A

Pull Factor

0.20
0.10

0.00

=—@—Lodgng

—— A ubormobibe Senaces

gz 92 96 97 a8

0 ™ 94 85 98 00
Year
=—=— Pgrggnal Servces —t— B pnEss 5 enaces

—— Amusement & Recreation

Pull Factors by Merchandise Category
Carver County, 1950-2000

Personal Business Aulomobile  Amusement &
Year Lodging Senvices Services Services Recreation
1980 D15 0.25 035 0.36 088
1991 0.22 D43 037 0.38 0.85
1992 0.26 0.57 0.51 0.36 0.87
1993 0.28 0.52 0.45 0.38 0.87
1954 026 0.45 0.52 0.37 0.86
1995 o1 0.52 0.60 038 0.88
1986 027 0.47 0.47 0.47 0.54
1997 NA MA A, WA MA
1958 0.36 053 0.37 D46 0.47
1992 MA, MNA NA NA MNA
2000 045 0.70 072 0.44 0.43
% Change, "80
to 00 209.99% 182.55% 107.83% 22.89% -51.02%
% Change, "98
to 00 25.95% 3113% a7 14% -4.33% -7.20%

These pull factars ane calcutated using taxable sales. Although taxabds sales do not caphure the full extent of sales in
stores wath a large number of un-laxed goods, like groceny and appared stores, these data are audited by the
Minnesota Dapartment of Revenue Since sales fax lxws apply stalewide, il citses are compared on the SamMe Basis

Paga 10



Pull Factors By Merchandise Category

Carver County

The following tables and charts depict pull factors in Carver County from 2003 to 2008* by merchandise category. Pull
factors are a measure of trade area size that provide a useful measure of changes over time because they account for
changes in population and state-wide industry trends.

Pull Factor by NAICS
Merchandise Category (1 of 2)
1.20
1.00 +— : _ . i
@ 0.80
8
S 0.60 -
TR
= 040 -
o
000 s Elec- | Buld Heanh G T L
9 il ll.'!lg =1
& Parls PURI tronics | Materials rood Personal | Stations Apparel Goods
B2003| 048 0.33 0.25 0.81 0.94 0.60 EI.BE 0.08 0.30
B2004| 045 0.3 0.22 075 0.88 0.61 Q.79 0.07 0.30
02005 059 0.25 0.22 0r7 0.95 0.65 0.80 0.06 0.23
O2006) 0.43 0.32 0.19 065 0.96 080 0.82 0.06 0.22
B2007] o045 | 028 | 007 061 | 094 081 | 086 | 006 | 022
®2008| 047 0.30 0.27 062 0.9 0.EG 0.84 0.05 018
NAICS Category Descriptions

Motor Vehicles & Parts: Establishments that sell new & used autos, boats, motorcycles, golf carts, RV's,
campers, trailers, tires, and parts.

Fumiture: Stores that sell furniture, beds, carpeting, window coverings, lamps, china, kitchenware, &
woodburning stoves,

Electronics: Establishments pnimarily engaged in retailing household-type appliances, sewing machines,
cameras, computers, and other electronic goods.

Building Materials: Establishments that sell lumber, hardware, paint, wallpaper, tile, hardwood floors, roofing,
fencing, ceiling fans, lawn equipment, garden centers, and feed stores.

Food: Grocery mn deli's, bakery, & butcher shops that sell food to be prepared at home. Liquor stores.
Health & Personal: Pharmacies, food supplements, vision supplies, cosmetics, & hearing aid stores.

Gas Stations: Retailers that sell fuel along with convenience store items.

Apparel: New clothing and accessories, jewelry, shoes, bridal shops, clock shops, and luggage stores.
Leisure Goods: Sporting goods, books, music, hobby stores, fabric shops, and toy stores.

*Gaution should be used when comparing pull factors before 2003 to those in later years due to the switch from
SIC to NAICS.
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Recent Trends By Merchandise Category

Carver County

The following tables and charts depict pull factors in Carver County from 2003 to 2008* by merchandise category. Pull
factors are a measure of trade area size that provide a useful measure of changes over lime because they account for
changes in population and state-wide industry trends.

Pull Factor by NAICS
Merchandise Category (2 of 2)

6.00
E.QG A T —_—
4.00
-4
o
T 3.00
o
w
s20
o
1.00 —_— e
0.00 lGI.— r ll : L II |
en. . .
Misc. Non-Store | Amuseme | Accommo | Eating & . Personal
MH‘:;EM' Store I Retail | nt dations | Drinking REpar Services
B2003| 064 040 | 030 | o083 0.64 o83 | o8 | o076
22004 064 042 0.34 0.55 0.64 0.83 0.1 087
O2005 066 0.52 039 079 0.67 0.81 0.gg 0e&a8
D2006| 065 0.55 040 | 054 0.87 0.81 0.85 0.62
EIEW? 0.66 0.56 0.36 0.55 0.58 0.83 077 | 070
im2008| 068 0.45 0.25 043 | 054 080 | 078 | 535
MAICS Category Descriptions

General Merchandise: Establishments that sell a mixed line of goods. Examples are department stores,
supercenters, and dollar stores.

Miscellaneous Store Retailers: Stores not covered in other categories such as florists, office supplies, pets,
antiques, tobacco, art, used merchandise, and trophies.

MNon-Store Retail: Retailers that do not use stores. This includes mail erder, internet selling, bazaars, vending
machines, fuel oil dealers, firewood dealers, door-to-door sales, and produce stands.

Amusement: Establishments such as golf courses, bowling lanes, marinas, amusement parks, water parks,
shooting ranges, pool halls, horseback riding, ballrooms, health club facilities, ski hills, and casinos.

Lodging: Seasonal resorts, hotels, boarding houses, bed & breakfast, campgrounds, RV parks.

Eating & Drinking: Restaurants, donut shops, coffee house, cafeteria, caterers, taverns, and nightclubs,
Repair. Businesses that return equipment to working order. Examples: cars, lawnmowers, small engines,
knives, shoes, computers, furniture, and appliances.

Personal Services: Barbers, beauty salons, tanning facilities, funeral homes, laundromats, dry cleaners, pet
groomers, kennels, and photo finishing.

*Caution should be used when comparing pull factors before 2003 lo those in later years due to the switch from
SIC to NAICS.
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Comparison with Neighboring Counties

Carver County

| Gross Retail and Service Sales Pull Factors
{in millions) 160
| $45,000
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$35,000 +
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$10,000 + p\\—"-
b G-ZE T z T ———— s ——
$5.000 +— {
Eﬂlﬁmﬂﬁm 000 F=—t—t—t—t—t—b—t— b ———————}
90 93 96 99 02 05 08 % 93 8 99 02 05 08
Fiscal Year Fiscal Year
-} Carver County —& —  Hennepin County
- McLeod County —@—  Scott County
— Sibley County e Wright County

Comparison with Neighboring Counties, 2008

Pull
Taxable Per Capita Factor
Gross Sales Sales Mumber of Taxable (Taxable

Town Population ($millions) ($millions) Firms Sales Sales)
Carver County 90,043  $1,530.40 $514.44 1,734 $5.713 0.60
Hennepin County 1,140,988 $39.360.80 $13,287.41 26,950 $11,646 122
MclLeod County 37,220 $580.04 $233.85 B62 $6,292 0.66
Scott County 126,642 $2.061.30 $796.12 2,428 $6,175 0.65
Sibley County 15,007 $100.48 $26.65 3 $1,782 0.19
Wright County 117,372 $2,086.69 $697.82 2,455 $5.830 0.61
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Trade Area Analysis of Retail Sales

Carver County

The following tables provide information on retail sales by merchandise category. "Potential sales” is a standard to which
actual performance is compared. In calculating potential sales, population and income characteristics are taken into
account. Potential sales can be used as a guideline or "par value” in analyzing retail strength.

Deviations from these norms can be analyzed to first judge whether they should be considered relevant. If the differences
appear to be significant (whether in dollar amounts or relatively with percentages), additional consideration is merited.
Categories with undesirable performance may be further examined for potential corrective action. It is also important to
determine whether or not the situation is relatively uncontrollable due to external or extenuating circumstances. In cases
of favorable differences from expectations, the positive aspects should be identified and built upon.

Trade Area Analysis by Merchandise Category, 2008

Variance Between Actual & Patential

Potential Actual Trade Area Percent of

Sales Sales InDollars As%of Pop. Gainor MNumber Total

Merchandise Group ($millions) ($millions) (millions) Expected Loss of Firms Sales
Vehicles & Parts £41.91 $15.79  -$26.13 -62.3% -56,124 31 3.1%
Furniture Stores $30.40 $7.35  -$23.05 -75.8% 68,278 7 1.4%
Electronics $39.92 $8.77 33115 -78.0% -70.270 27 1.7%
Building Materials $102.17 $51.56 -$50.81 -49.5% -44,6804 30 10.0%
Food, Groceries 564.75 $47.53 31721 -26 6% 23,841 41 9.2%
Health, Personal Stores $12.71 58.81 -$3.90 -30.7% -27.628 31 1.7%
Gasoline Stations $18.88 $12.88 -$6.00 -31.8% -28.619 27 25%
Apparel 517.45 3069 -316.76 -96.0% -86.473 33 0.1%
Leisure Goods 529.00 5415  -82485 -B5.7% 77,146 62 0.8%
General Merchandise Stores $120.52 $65.92 -55460  -453% 40,791 17 12.8%
Miscellanecus Retail $37.92 $13.88  -32403 63.4% -57,055 195 2.7%
Amusement & Recreation $31.00 $10.87  -320.13 -64.9% -58,480 33 2.1%
Accommaodations $36.98 $16.11 -$20.87 -56.4% -50.815 20 31%
Eating & Drinking Places $144.26 $93.51 -350.75 -35.2% -31.,678 157 18.2%
Repair, Maintenance $23.44 514.72 -$8.72 -37.2% -33,499 115 2.9%
Personal Services, Laundry $18.97 $81.96 +$6289 +3322% 289078 135 15.9%
Total Taxable Retail & Service $1,065.68 $514.44  -5551.24 -51.7% -46,576 1,734 100.0%

*All retail and service categones are included in Total Sales, including some calegories not shown. Therefore, the merchandise groups shown here
generally will not sum to Total Sales.
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Summary of Carver County Retail Trade

The chart below depicts the percentage amount Carver County’s acutal sales were above or below potential sales in 2007
by merchandise group. Of the 16 merchandise categories with reported data, sales in 1 of the categories were above what
would be expected based on the county's population and income characleristics as well as statewide spending patterns. The
strongest merchandise group by this standard is the Personal Services, Laundry category, which has a 332.2 percent
surplus. Overall, Carver County had a retail sales leakage of 51.7 percent.

It is important to note that variations in a county's relative retail performance may occur for a variety of reasons, some of
which are beyond the control of local policy. Proximity to larger population centers, management, marketing, and
transportation patterns are just a few factors that can cause the retail sales of a particular county to deviate substantially

from potential sales. It is important that decision-makers consider these influences when constructing policies, plans, or
projects.

Percentage Above or Below Potential Sales, 2008

Vehicles & Parts
Furniture Stores
Electronics

Building Materials

Food, Groceries

Health, Personal Stores
Gasoline Stations
Apparel

Leisure Goods

General Merchandise Stores
Miscellaneous Retail
Amusement & Recreation
Accommodations

Eating & Drinking Places

Repair, Maintenance

Personal Services, Laundry

Total Taxable Retail & Service
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Carver County Retail Trade Surplus or Leakage

County Surplus or Leakage as a Percent of Potential 1
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18980 1992 1994 1996 1998 2000 2002 2004 2006 2008
Fiscal Year
Potential Actual  Surplus or Surplus or  Trade Area

Fiscal Population Index of Sales Sales Leakage Leakage as Population
Year Estimate Income (in millions)  (in millions) (in millions) % of Potential Gain or Loss
1980 47915 1.08 32306 3108.2 -$122.3 -53.1% -25.419
1991 50,132 1.09 $239.8 31296 -$110.1 -45.9% -23,029
1992 51,868 1.10 3277.2 $151.5 -3125.8 -45.4% -23,529
1993 54,111 1.14 $311.9 $160.1 -3151.7 -48.7% -26,325
1994 56,496 1.14 $351.0 1820 -$168.1 -47.9% -27,052
1995 598,080 1.15 3387.8 $197.8 -$190.0 -49.0% -28,946
1996 61,501 1.14 4715 32556 -$215.9 -45.8% -28,163
1997 63,130 1.16 NA NA MNA MA NA
1998 64,821 1.18 35327 5256.4 -$236.3 -44 4% -28,758
1988 67,023 1.19 NA, MA M, NA WA
2000 70,205 1.22 $653.2 $376.4 -$276.8 -42.4% -29,750
2001 73,165 1.24 MNA MA NA MNA NA
2002 75,620 1.22 NA NA NA MNA NA
2003 78,960 1.18 $838.0 $410.3 -5427.7 -51.0% -40,302
2004 B2.122 1.18 $900.2 34349 -5465.3 -51.7% -42 452
2005 B4,B64 1.18 $956.6 $450.5 -$506.1 -52.9% -44 8497
2006 87,545 1.21 $1.016.0 5445.0 -$567.0 -55.8% -48,856
2007 88 459 1.21 $1,038.3 24504 -3587.9 -56.6% -50,083
2008 90,043 1.24 $1.065.7 55144 -§551.2 -51.7% -46 576
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Demographic Characteristics
Income, 2004

Total Personal Income is derived from the
Bureau of Economic Analysis data.
Median household income and income
distribution data are obtained from the

Median
2004 Census estimates. Median Total Personal  Household Index of
household income represents the midpaoint Income ($000) Income Income
of income for all households in the town., ik,
The index of ncome measuresthe Carver County $3,522,235 $75,716 119.0
county's per capita income relative to the Hennepin County ~ $53.755,309 $54 471 1328
state. For example, an index number of : ;
e ' ; Leod 1,076,357 24 :
110 indicates the county's per capita e (Mo S 522
income is 10 percent above the stale Scott County $£3937175 576,072 948
Wight County $3,201,463 $63,448 827
State $184,571,393 $51.202 100.0

Income Distribution by Household, 2000

Less than $20,000 to 540,000 to 360,000 and
$20,000 $39,989 $58.989 over

Carver County 9.3% 16.6% 18.9% 55.2%
Relative to the state, Carver
Hennepin County 15.2% 226% 19.5% 42 7% County has fewer low-income
McLeod County 16.5% 26.3% 24.4% 2.9% households (earning less than
$20,000 annually) and more
Scolt County 8.2% 14,8% 19.3% 57.8% higher-income households
Sibley County 21.3% 26.4% 25.7% 26.6% {earning more than $60,000
. annually).
Wright County 12.3% 20.7% 23.6% 43 4%
Stale 17.6% 24 2% 21.3% 36.8%
Population

In 2000, Carver County had 24,334 households and an average of 2.89 persons per household. There were
1.9 million households statewide with an average of 2.59 persons per household. Compared to the slate,
Carver County had a higher proportion of young people (under 18) and a lower proportion of older people
(age 65 +).

Age Distribution of Population, 2000

Age 65+
Carver County State Age 50-64
% % Age 35-49
20 4919479
Totsl 70,205 Age 18-34
Under18 22,163 36 1.286.894 26.2
Age 1834 14,570 208 1,143,572 132 Under 18
Age3549 19916 28.4 1,188,429 242 ! ,
Age 5064 8403 12.0 706318 144 0 20 40
Age 65+ 5153 7.3 504,266 i2.1 Percent
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State of Minnesota Per Capita Taxable Retail Sales &

Threshold Levels for Selected Goods and Services
2008

mmwhmmlnmenumupﬁmﬂrbumuu.wmunwumuamnumummmrm mass”
necessary 1o suppon a business. These are broad aversges for the state as & whobs and do nol reflect d®erences in incoma, bourism,
. elablishment. ¢t Furher, the business counls are based on the number of sales ax retums filed and am convented 1o
“uiklime equivalenis® Muliphying peoples per business by sades per capila yields average sales per firrn, In addition (o stats AVETagES,
Everages for the non-metropolfian regions wers calculated by exciuding the seven county Minneapols-51. Paul metrapolifan region

Business Activity / Store Type Paople Per Business Sales Par Capita
State Non-Metro Siale Hon-Metro Amearica

RETAIL TRADE

a4 Vehicles Parls 1,663 1,287 537584 $352.16 £177.10

442 Fumiture Stores 2.097 2,457 527268 5169.48 512472

4473 Electronics 26268 3408 535805 §157.65 55675

444 Budding Matenals 1.8974 1,506 5916 40 5905 24 5105477

445 Food and Beverage Stores 1,394 1,258 §580.72 $489.70 584162

446 Health, Personal Stores 20 3879 £114 01 25004 5142 88

447 Gaschine Stations 2403 1,809 516931 5106 44 S108 81

448 Clolhing & Accessory Siores 1.304 1,676 158 52 3084 486 £7.92

451 Leisure Goods 1,158 1,120 $260.11 517320 $56.24

452 Genaral Merchandise 4,183 3,390 £1.080.94 £1,077.54 597759

453 Miscellanecus Merchandise A28 an 534014 5361.22 5383 24

454 Mon-siore Retal 843 938 5288 25 $81.20 £31.80

Retail Tola 4.3131.08 .018.21 4 963 .34

INFORMATION

511 Publishing Industry 7.558 22,15 52703 31.00

512 Movie & Reconding Industry 12 A58 58,780 $19.47 $8.36

516 Broadcasting 32833 02,692 59232 28

516 Info -lrlermel PubliBrost 130,510 30,887 8015 3140

517 Telecommunications 5,846 4471 5794 94 $45.30

518 Intemet Sernce 6,850 A 566,73 NA

519 Other Information Services 3181 A 519804 KA
FINANCE AMD INSURANCE HA

822 Cradi Intermediation 8,127 T.3a7 33847 35433

523 Secunties, Commodibes 23047 160,685 §222 £017

524 Insurance Camers 10,462 30,506 5213 £003

£25 Funds, Trusis 137,379 BA $5.03 hA
REAL ESTATE AND RENTAL AND LEASING

531 Raal Estale 31147 5.285 30 51898

532 Rental, Leassng Senaces 2,535 T3 3285 48 582 58

533 Lessors Menfinancial Assels 401,589 HA $1.46 HA
PROFESSIONAL, SCIENTIFIC, AND TECHNICAL SERVICES

541 Prof Sesenlific, Technical Services 449 711 521770 57014

551 Mgmt Of Companies 23,088 108,545 £10.57 $1.52
ADMINISTRATIVE & SUPPORT; WASTE MGMT & REMEDIATION SVCS

561 Admin, Support Services 459 579 $16.54 $123.40

562 VWasie Mgmt, Remadiation 12,795 15,849 51246 068
EDUCATIONAL SVCS; HEALTH & SOCIAL ASSISTANCE

611 Educatonal Senvices 4322 5,657 516,54 £14.34

621 Hesllh -Ambulatonry Care 1,273 1.55% 12,46 38,53

522 Heallh -Hospitals 35 038 109,545 $14.23 $7.82

623 Health -Nursing, Home Care 13,559 14,785 1.5 $1.35

#i24 Heallh -Social Assistance 15,867 39,508 $2.29 $1.82
ARTS, ENTERTAINMEMNT & RECREATION

711 Perorming Ar, Spectator Sporis 3302 5239 $53.50 %581

712 Museums, Histoncal Sdes 30 529 7141 5365 50.38

713 Amusement, Gambling. Racr 2,303 1,814 £278.02 $137.83
ACCOMMODATION & FOOD SERVICES

721 Accommeodation 2,064 1.183 531168 528841 528715

722 Food Serwces. Danking Places 483 444 $1,293.92 $a51.87 51,744.00
OTHER SERVICES

811 Repair, Mainlenanca 588 azz $210.23 s209.41

612 Personal, Laundry Senrvice ERs 513 S170.11 §52.84
TOTAL RETAIL AND SERVICES §0.558.29 $6.563.12
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Compare the Community to the Region

Norwood Young America and Canver County

On other pages of this report we compared communities using a combination of retail sectors and service sectors.
The information on this page only includes businesses in Retail Trade and does not include service seclors. The
retail trade sectors include the following: building malerials, motor vehicles & parts, apparel, food stores, electronics,
convenience stores, leisure goods, health stores, furniture, general merchandise, non-store retail, and miscellaneous
stores.

Retail Sales per capita

Carver
County

Morwood
lr‘wru e | HI%E

Stote [T 0 P SN U SRR 54513

Region 11 j $5.023
Region 10
Region 9
Region B
Region 7W

Region TE

Minnesota
Development
Regions

Region 6W

Region BE

Region 5 565

Region 4
Region 3 A3
Region 2

Region 1

$1.000 2,000 $3.000 4,000 §5.000 $6,000
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Minnesota Taxable
Sales per Capita Trend

©2008 ©2007 ©O2006 02005 ®@2004 @2003 j

Misc. Store i
]_‘

Gen Merchandise

450

. T el T LT i . £ ]
L\\\\\‘ZE\\'\I-:".‘:\'l.\\\'\"i'-'.'-1\"i'-:".\'\\\'\?‘“\\1_\_ll.:\'\'c-N\\m\\\'\'{\'m\-.,x!rlm;-.|'|.M\\\\\m-;m\m\,‘\\&l:..'_-;.|.:-;lg-m.pm\\\n\\\j\ﬁﬁjn\\“\\\\“\\\]
TR e

Leisura Goods e g
-

Gas Slations = -
ki3

Health & Personal  fe—— }
g
5

Food e — rrTI

Buitding Materials TN e o i

e N :ﬂ
P N e L S S A T S
[LTha

Electronics

Furmiture

L e A T DR e

Vehicles & Parls

$1,200

Page 20



DATE:

A,

MUNICIPAL
DEVELCRMENT GROUP, IMC.

March 5, 2015

MEMO TO: NYA Economic Development Commission

FROM: Jo Foust, Economic Development Consultant

RE: Agenda item VII. Project Updates

AdbEERR AR E TR R R Rk SRR SRR R AR E AR AR AR RS
Background:

Following are updates on business projects:

2015-A. Family Dollar (Retail) — Faxton Road N. Construction is planned for this
spring/summer.

2015-B. The Haven (Residential) —The ground breaking is scheduled for Tuesday, March
31* from 11 a. m.-1 p.m.

2015-C. PPi —(Manufacturing) - PPi now has a signed purchase agreement for the
acquisition of the Young America Corporation facility at 717 Faxton Road. We are
coordinating the financing with their bank, the MN Department of Employment and Economic
Development and Carver Co. CDA.

2015-D. Joyful Spirit Massage & Wellness (Service) —Joy Andrews opened her business
at 218 Wilson on February 3, 2015. She is working on her logo, etc. prior to a grand opening
event.

2015-E. (Vehicle Repair/Warehousing) This business is in need of four to five acres of land
and a 14,000 to 20,000 square foot building. Follow up with this business has occurred over
the past month via email and phone message.

2015-F. (WarehousingTrucking). This company contacted the city January 13", They
toured one location in NYA and inquired about zoning on the site. Information on alternative
available industrial sites was emailed to them; however, they appear more interested in an
existing facility.

2015-G. (Mini-Storage). Grady Kruse requested rezoning of the property at 28 Industrial
Blvd from C-2 to B-l, to accommodate the construction of a 2,000 sq ft. mini storage building.
A 4,803 sq ft. building is adjacent. The Planning Commission conducted the hearing in
February.

| have been in contact with Greater MSP and requested information on commercial and industrial
leads. | also noted only two of NYA properties are listed on their website so will work with staff to
add other available sites.

Action:

If the EDC has any other business prospects, or questions on the above, please advise.



