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Introduction

City of Norwood Young America commissioned Keith Wicks & Associates (KWA) to
update the Commercial Market Study, dated March 22, 2016.

The study objective is to update the assessed market and the recommended NYA
commercial development strategy. The study purpose is for improving the community’s
competitiveness as a rural and bedroom community of the Twin Cities Metro and to
strengthen NYA's commercial business and share of market potential.

Norwood Young America is a growing community
rooted in smail town values where yOuU can
raise your family, where businesses thrive,

and you five each day to the fullest. A place where

& high quality of iife still exists, relationships are
formed, and oppartunities sre found.

Welcome to Norwood Young America.
More than a place, it's home,
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The map iilustrates NYA’s commercial trade area in 1.5-, 5- and 7-miles radius reach, along with a
specific, retail food trade area (red highlighted border), as basis of the market demographics and
demand that is reviewed with this study.

Prepared for City of Norwood Young America Keith Wicks & Associates

February 16, 2021; updated March 8, 2021 Minneapolis, MN



Norwood Young America, MN Commercial Market Study Update #NYA102 Pagel4

Introduction (continued)

Market assessment and business forecasts are made with:
A. Updating the NYA Commercial Categories model of today's consumer
demographics, expenditures, and business gap analysis. See page 26.

B. NYA Commercial Development model - updated recommendations and
forecasts by business category. See Commercial Development model, page 24.

C. Grocery store strategy — expanded analysis, forecasts, and recommendations
for re-developing a local, full-service grocer.

D. Consideration of market changes having occurred since the 2016 study, that
affect NYA's commercial situation and outlook.

1. EDC’s accomplishments in strengthening the community’s marketability and
commercial competitiveness.

2. Benefits from the Highway 212 upgrade plan of access to City of Cologne, and
improvements to the intersections of Faxon Road and Route 33, and the
addition of a save access, pedestrian underpass of the highway, at Route 33.

3. Changed, consumer shopping habits and lifestyle in pandemic times. Trends,
including increased food-at-home dining, due to less restaurant demand.

E. Community plan - EDC’s 2020 Goals, NYA 2019 Annual Report, 2019 Downtown
Redevelopment Plan, and insight from Karen Hallquist, NYA Economic Pianning
Director are considered for this report’s community development strategy.

Two, report sections for EDC's use in commercial development planning:

Section 1 NYA Grocery Store feasibility — expanded analysis, forecasts, and
recommendations for redeveloping that local service. This is a key
forecast and assumption for NYA's growth objectives, because:

« Full-service grocery is judged a critical community service for current
residents and the interest of potential new residents.

« |t is also a key anchor business to the benefit of other community
businesses, generating consistent and substantial consumer traffic.

Section2 NYA Commercial Development Strategy — updated analysis of
measurable commercial categories and NYA's commercial business
structure, and refreshed, recommended development strategy.

» Market Commercial Market Model - market demand, NYA market
shares, business gap analysis.

e NYA Commercial Development Model - suggested strategy to
improve, local commercial services and competitiveness. Provides
market insight of the situation and opportunity for existing business
districts and businesses, and for prospective businesses.
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Introduction (continued)

What has changed in the community and having been accomplished relative to identity
and effects on the competitiveness of NYA's commercial business:

1. New community brand - the new logo and “home” slogan is an
effective, overall impression made on the current community and
= growth potential.

Sare Hhap a place: Wy hose,
Next step marketing strategy is to bridge the new brand to actual

attractions, specialties, and the “home” experience,

Forward strategy identifies and highlights why NYA is “more than a place”, to strengthen
the attractions, for market awareness and community growth.

2. Highway 212 upgrade — the in-process project will be completed in the short-
term, for several benefits to the community.

It strengthens NYA's Highway 212 commercial district and community profile.
Highway traffic is projected to increase 30+% to over 16,000 ADT, over the next
ten years, due to this project and projected community growth.

The project improves traffic gravitation at NYA's primary, commercial
intersections at Faxon and Reform roads. Additionally, an intersection upgrade
of Tacoma Ave. to improve access to Tacoma Industrial Park.

NYA’s west side gains a roundabout at 5/25, and a pedestrian highway
underpass at Reform Street, for safe passage to both sides of the highway,
including the commercial and school districts.

3. Community marketing strategy - EDC is developing new marketing strategy and is
driving consumer awareness via community websites and social media. A process of
identity and communications of what's “more” in NYA.

4. Accessible full-service grocery and fresh foods. NYA lost its local grocery store.
First step with this study is to explore the options and potential for redeveloping that
anchor, convenience commercial service. A grocery store can be considered a
critical, local service for community lifestyle, especially in the pandemic times.
Today’s consumer trends are with less in-restaurant demand, and increased dining at
home. The independent grocery sector reports sales increased about +12% YTD.

NYA Chamber of Commerce has organized a farmer’'s market, which along with the
proposed grocery store are recommended with the updated NYA Commercial
Development Strategy.
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Section 1 - NYA Grocery Store Feasibility

Issue: NYA's only full-service grocer, Econofoods, closed in September 2019.
Equipment is removed. The lease was ended by owner-operator SpartanNash, Grand
Rapids, M, a national grocery wholesaler and corporate store retailer.

Closed store detail:
* Approximately 25,000 total square feet.

» Econofoods weekly performance over the last decade is estimated at $1 10,000-
125,000, weekly sales, or about $6,000,000 annually. The store was oversized for
the market and business model, consequently operating at weak, retail productivity
of under $5.00/sf. The goal for a successful NYA first year store is about $8/sf.

* Atits best, Econofoods captured 20% market share against a competitive network
15-30 minutes from NYA. Its judged that Econofoods business was predominantly
convenience driven. This study's proposed grocery store captures close to
Econofoods market share and achieves reasonable first year retail productivity.

Grocery store location strategy:
1. This survey projects a 13,000-sf full-service grocery model, which is half the size
of the closed, Econofoods. The smaller size yet allows full-service variety,
improves $/sf retail productivity for project viability.

2. Retail supportive site — business setting, ingress/egress, parking, storefront and
receiving.

3. Ideally an anchor site that would strengthen the business setting and strengthen
NYA’'s overall commercial competitiveness. A site along the Highway 212
commercial district. The proposed grocery store is estimated to attract upward of
5,000 consumers to the business setting, weekly.

Prepared for City of Norwood Young America Keith Wicks & Associates
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Section 1 - NYA Grocery Store Feasibility
A. Grocery Retailer Candidates

1. Chain grocers do not have a small market retail model - Save A Lot is a
planogrammed, limited assortment, corporate store, licensed to owners to operate
a reduced labor strategy and store that generates about 1/5 the sales of a
conventional grocery store. SAL is a full-service grocery, licensed program. SAL
would satisfy NYA's need for a local, grocer, but the business dynamic is much
less than the possibilities for the options of an independent grocer or food co-op.

2. An independent grocer can be well-fitted, but the traditional format, e.g., IGA-
type, is a challenging model o compete in today’s market.

Proposed grocery store development: a conventional store with everyday
product and brands, with fresh market strategy emphasizing fresh
foods...increased competitiveness and profitability.

Most evident, candidate: Roger Teal family, Teal's Markets, a ten-store
independent, Minnesota chain, (hitps://www.tealsmarket.com).

Food co-op option: a trending local grocery development scenario for small, rural,
and urban underserved U.S. markets. Twin Cities has more co-ops per capita than
other U.S. markets. Metro area, Lakewinds, Valley Food Co-op, The Wedge.
Small/rural market examples: Just Food Co-op (Northfield), St. Peter Food Co-op.

St; Peter FooCo-op Teais, Paynesvilie

Traditionally, food co-ops are natural & organic formats. Member owned and open
to all consumers. The food co-op program is expanding to include conventional
formats to serve small markets and underserved communities.

Natural & organic models offer higher profitability at lower sales volume.
Conventional formats appeal to the broader market, capturing higher sales volume
for profitability. And food co-op culture is fitting for NYA’s objective, including
contribution to the “More than a place, its home” theme.

The forecasts are for conventional grocery formatting and fresh market strategy,
for either an independent or food cooperative operation. Made with middfe-of-the-
road assumptions for a location, store design and operation.

Prepared for City of Norwood Young America Keith Wicks & Associates
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Section 1 - NYA Grocery Store Feasibility

The proposed 13,000 sf grocery store is 52% of the Econofoods facility. A small store
concept has less variety but greater focus on fresh food services to strengthen
competitiveness and profitability. A plan that can capture close to Econofoods past sales.

The goal for the proposed NYA grocery store is upwards of 20% market share by first
yearend. Nearly half of that business would come from city residents and the remainder
from neighboring small towns and rural sectors, marketed to about 7-miles radius of NYA.

The proposed small store would offer full-service variety and room to emphasize fresh
market merchandising and marketing. Size is determined from results of the sales
forecasting process, regarding standards for a startup business, $/sf retail productivity.

The business will rely on a retail Supportive site for parking, receiving, storefront presentation and
sight lines to traffic (or at least a highway pylon sign).

A. Three, Grocery Store Sites

L)
Google Farh
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Section 1 - NYA Grocery Store Feasibility

A. Three, Grocery Store Sites (continued)

1. Faxon Road Site 100 - established, community grocery store location, at the
north end of the commercial corridor from Highway 212.

The forecast isn't site-specific, instead made with the general assumption the
store would have supportive sight lines for making business impressions to
area traffic. Ideally, direct sight line from the storefront, but at least with a
significant roadside sign for interior location like the Econofoods site.

Faxon Road corridor is NYA's strongest and most diverse mix of commercial
services and activity, with Klein and Citizen’s banks, Family Dollar, Marsden
Pharmacy, Good Time Liquors, the bowling alley, McDonald’s and more.

The business setting and traffic gravitation is improving with the in-process
upgrade of the highway, specifically that at the Faxon and 212 intersection.

Site suggestions: divide the Econofoods facility into a grocery store and other
use; redevelop the Sinclair property; identify a site south of the intersection.
Faxon Road Site 100
I = 1

Prepared for City of Norwood Young America Keith Wicks & Associates
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Section 1 - NYA Grocery Store Feasibility

A. Three Grocery Store Sites (contin ued)

2. Route 33/Reform Street Site 200 — northwest corner of the intersection with
Highway 212, i.e., the “triangle” property.

This is an emerging commercial district with the relatively new Kwik Trip and smail
strip center with Snap Fitness and Eye Care. It has proximity to NYA schools and
will have upgrade highway intersection and new, pedestrian highway underpass.

The location is projected with slightly less competitiveness than a store at Faxon
Road, citing the emerging commercial district and ahead of details for the site
location. However, either Site 100 or 200 can be a competitive and supportive
location for the proposed store but depending on details of each site plan.

This location has better convenience to the west side of NYA’s trade area, and
comfortable access to alf city sectors.

Prepared for City of Norwood Young America Keith Wicks & Associates
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Section 1 - NYA Grocery Store Feasibility

B. Three Grocery Store Sites (continued)

3. East Side Site 300 - this location is most convenient to the east side of the trade
area, i.e., to Cologne, but is less desirable than Site 100 or 200 for business
potential and NYA commercial development strategy.

The site is less competitive due to buikling configuration, no significant adjacent
business, and the setback from the highway intersection with Tacoma Avenue.

General assumption: 13,000 sf the approximate 30,000 sf strip center could be
effectively fitted for the proposed grocery store,

Goegletarth
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Section 1 - NYA Grocery Store Feasibility

The objective of this section is to provide explanations of the market situation and options for
developing a local, full-service grocery store. That opportunity is with an independent retailer or
an NYA community owned food co-op.

The information is basis for discussions toward identifying the best available site for all involved.

The projected 13,000 sf store is an approximate size to fit the retail food market with over 11,000
consumers with $550,000 in weekly retail food potential. Market feasibility for the proposed store
is a goal of capturing 17.5% market share. Store size might be increased per details of a site and
retailer. The store can be downsized, but that can significantly affect variety and service.

Proposed store size would accommodate full-service variety and is sized for comfortable $/sf
retail productivity. Size might increase per retailer details and for co-business, subleased areas.

NYA’s grocery store would be located along NYA'’s Highway 212 commercial district:
4 Faxon Road commercial corridor might be the grocery store’s best location for
servicing the community, in midst of NYA’s broadest mix of commercial services and
brands. Feasibility relies on an available, retait supportive property.

4 Site 200 has similar potential to Site 100. The subject “triangle property” location seems
retail supportive for business profile and accessing the community and rural sectors. It is
the most convenient site to schools, and the new, pedestrian highway underpass.

<+ Site 300 might have similar potential to the other two sites. The Tacoma Avenue
strip center is not a recommended grocery store location, due to retail support issues. A
supportive site might be developed at the Highway 212 intersection, and support similar
sales potential as the two, other sites, especially with the improved conditions that would
come with the proposed four lane highway expansion, and other retail developed on site.

Market feasibility is concluded with the NYA Market Sales Model, page 16, with assessment of
NYA'’s current situation and the proposed store total sales forecast. Current market population,
consumer profile, first year forecasts.

The proposed grocery store is identified with the NYA Grocer Store Retail Model, page 17. It is
a small, fresh market emphasizing quality products and services, with fair pricing. Providing
everyday familiar brands, locally sourced, and fresh foods including house-made specialties

The proposed store’s success is dependent on a convenient location, and sight lines and
exposure to traffic.

The Retail Model forecasts each retail service’s contribution to the total store forecast and other
performance and profitability goals. Forecasts can be updated for new details and project
assumptions, with regard to EDC commercial development process.

NYA'’s commercial market potential has positive outiook with population projected to grow +1.4%
annually, and impact of NYA's community and commercial development plans. Grocery store
potential has increased in pandemic times, since Econofoods exited. Consumer trends: more at
home dining, less dining out, which favors the proposed NYA grocery store and timing for opening.

Prepared for City of Norwood Young America Keith Wicks & Associates
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Section 1 - NYA Grocery Store Feasibility

The field of independent grocers is narrowed due to changes in competitive structure including
internet influence. Pandemic times have contributed to the current trend of altering business
models for modern times. NYA's timing for developing a grocery store is favorable for developing
a store in the new business era, tailored to the market, whether an independent or food co-op.

Grocery store development:

1.

Outlook to store opening — an independent retailer might be prepared to take occupancy in
18-months, allowing due diligence, development planning, funding, construction, and
developing the operation. Food co-ops take longer to organize, for membership, and funding.

Funding strategy - an independent retailer typically sources funding upon an established
business and assets, and conventional lenders. Food co-ops also reach out to local, state,
federal, and private funding sources supportive of development in underserved communities.

Retailer candidates: the most evident independent in the Twin Cities region is the

Roger Teal family, Teal’s Markets (https://www.tealsmarket.com). EDC can also
present the opportunity to major grocery wholesalers who might have other retailer
candidates: UNFI-SuperValu, SpartanNash, Associated Wholesale Grocers (AWG).

Initiating the food co-op process — organize a steering committee to study the program and
initiate planning for the business identity, market awareness and membership growth. The
steering committee eventually transitions to the food co-op board of directors. Organizing
and development of the business plan are supported by these consulting sources, and other
advisors that are brought in through the planning process.

=~@—&) Food Co-op Initiative (FCI) — continue working with FCI Director, Stuart Reid.
{ﬂfﬁ :1?132 First to help EDC understand the food co-op program and development process.
Then to help organize for market awareness and membership growth.
https:/iwww.fci.coo

Columinate an organization of food cooperative consultants to assist in a variety of
business development matters for new and existing businesses...board
training, incorporating, proforma, store development, retail training, business tracking.

Proforma analysis — independent retailers typically source project financiaf analysis through
the primary wholesaler. Food co-ops typically source a food co-op experienced analyst, like
Calumniate, when reaching 300-400 member/owners and with a site and defined retail model
(project assumptions). Analysis identifies the assumptions to aiter for improves feasibility.

Prepared for City of Norwood Young America Keith Wicks & Associates
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Section 1 — NYA Grocery Store Feasibility

6. Project cost — small grocery store development costs can range from $250-300/sf, to convert
a leased space. NYA would be about $4m, for retail buildout, inventory, and operating capital.

7. Store design — engaged when the co-op reaches 500-700 member/owners, and with an
identified site and retail model (project assumptions). Store design leads to architectural plans
and then project cost estimates. These steps complete the information needed for a business

_plan...assumptions, forecasts. financial analysis, design, and cost estimates.
L — . =

St. Peter, MN Food Co-op
8. NYA grocery store sites — documenting the available grocery sites can help expedite a
grocer’s process for evaluating the situation (visuals, dimensions, size, contacts, values).

a) General manager — the board hires a qualified g.m. 6-months to 1-year ahead of store
opening, to tailor the retail plan and begin developing the operation.

b) Store opening - the board oversees project development and ultimately busines
performance, on behalf of the owners and investors. Additionally, the board assists the

g-m. with developing cooperative business culture for community relations, store events
and membership growth.

8. Funding - there are a variety of funding sources. Inthe case of NYA, the general qualification
is for a small and growing, rural city with rural farming sectors. Examples:

A. SBA for the primary lender.

B. USDA to assist in small and agricuitural community economic development.
Supportive of construction, business fit-up, and operations development.

C. New Market Tax Credits.
D. Private grant sources like LISC and CS Mott Foundation.

The funding process outreach is for local, regional, state, federal and private sources to
finance the project. The grocer is responsible for about 20% equity investment.

Reasonable outiook for NYA’s is about 1,000 memberfowners investing $200-250 for
membership, or $200-250,000, by store opening. Business maturation timeline can
significantly grow membership as well as non-members customers. A $4m project cost is
about $800,000 equity investment...the $550,000 gap made up by grants and member loans.
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i Grocery Store Forecast, Version 1.1, Sept. 17, 2020
Norwood Young America
e o i b NYA Site 100, NYA Site 200, NYA Site 300,
Highway 212 & Faxon Road Highway 212 & N. Reform Street Highway 212 & Tacoma Avenue
58] [55 T [TE0  | psO re) [ [aie) [7 fe  eageoed | S -0 9ahdlie S Frade AFE
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1. Daytime sector (workers) is red highlighted, as a consumer group considered for food service strategy. The Hispanic sector is red
highiighted as an ethnic group, which is also included in the White race, consumer group.
2. Draw: % of total store szles from each radius reach, and ultimately from the defined 7-mile radius trade area.
3. The baseline grocery store forecast is first year ending performance, i.e., fourth quarter average.
4. Two sales forecasts: first year average sales (for proforma) and 4™-quarter average (yearend goal).
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Suggested retail model for a NYA fresh food grocery store whether independent or cooperative
owned. Forecasts are updated to a chosen site and with retail planning.

NYA Grocery Store, Suggested Fresh Market Model
i Projected
o Lot Weekly | Distribution Gross Annual
Sales {% to total) $/SF |Margin% |Gross Margin § Sales

Fresh Meat & $Seafood $ 15,661 15.00% 30.00%] $ 4698 | $ 244,318
Fresh Produce $ 15661 15.00% 32.00%| $ 5012 | $ 260,606
Fresh Dell-Bakery $ 8353 8.00% 55.00%] $ 4594 1| $ 238889
Grocery (conventional product) $ 38,631 37.00% 24.00%] S 9,272 1S 482,121
Bulk Food $ 4176 4.00% 30.00%] $ 1253 | $ 65,151
Health, Wellness & Personal | § 5,220 5.00% 30.00%) ¢ 1566 f$ 81439
Dairy $ 11,485 11.00% 26.00%) $ 2,986 | $ 155278
Frozen Food $§ 5220 5.00% $ 1462¢$ 76,010
It Year Average Sates £ 104809 [ 1c00% $30.843| S5 20280
th Q. Aversge (vesrencing) | $ 112,875 | 29548 $30.843) $4,389,500
' 17308 4 _$451.50/5¢

3,006 100% ¢ 8.08| 29.34%| ¢ 10891z

8,840 68.0%/S 1181

4160 |  320% -

S 2BO0] 3,729 lcomenvatvetmansastion o marketpretin )
A,0TL | Vuasely consumer vafiic iaver. 3.8 pirserit per rastacton

plan details and might be close potential for Site 300 should a retail supportive site become avajlabie
especially with added strength of the proposed 4-lane expansion of Highway 212 to Cologne,

2. Operations productivity or Sales Per Labor Hour (SPLH) is a goal of $155. In that strategy, the

proposed store could have 2540 employees, again dependent on operations format and other details
of the plans.

Projected gross margins are the goal for a competitive business and successful marketing strategy.

4. Proforma Analysis considers the 1*-year average forecast, and gross margins. it will also need a
labor forecast once the retail model is confirmed.

will draw, consistently from week to week. This is a business exposure factor to the benefit of NYA's

overall commercial sector and more specifically for benefit of other businesses in proximity of the
grocery store,

Prepared for City of Norwood Young America Keith Wicks & Associates
February 16, 2021; updated March 38,2021 Minneapolis, MN



GRAPHIC PROFILE

2000-2010 Census, 2020 Estimates with 2025 Projactions
Calculated using Weighted Block Centroid from Block Groups

Clty of Norwood Young America

Keith Wicks & Assoclates

Lat/lon: 44.7794/-93.8082

RGRAP3

Norwood Young America Trade Area

Nearwood Young
Commercial Market Demog raphics
k

Househoid Type {2020)

Total Households

Family Households

Family Households with Children
Family Households No Children
Non-Family Houssholds 4 s
Non-Family Househelds with Ghildren
Non-Family Households No Chiidren

& ami

{ Elementary or Some High School
{ High School Graduata

| Soma College or Associate Degree
| Bachelor or Graduate Dearee

Household income (2020)

Estimated Average Househo!d Income 1 "
Estimated tMedian Househeld Income :
HH Income Under $10,000

HH Income $10,000 1o $34,890
HH Income $35,000 to $49,998
HH Income $50,000 to $74,899
HH Income $75,000 to $99,999
HH Income $100,000 to $149,999
HH income $1580,000 or More

This report weas produced using data from private and goverment asurcss deermed to ummmmm-hhmmmmmorwm.

©2020, Bites UBA, Chandler, Arizons, 480-431-1112 page3ef3 mmmmwmm.mmw



GRAPHIC PROFILE

2000-2010 Census, 2020 Estimates with 2025 Projections
Calculated using Weighted Biock Centroid from Block Groups

City of Norwood Young America

Kelth Wicks & Associates

Lat/Lon: 44.7794/-93.9092

Norwood Young America Trade Area Norwood Young

Commercial Market Demographics

Population

Estimated Population (2020)
Projected Population (2025)

Census Population (2010)

Census Population (2000)

Frojected Annual Growth (2020-2025)
Historical Annual Growth {2010-2020)
Historical Annual Growth (2000-2010)
Estimated Population Denslty (2020)
Trade Area Size

Race and Ethniclty (2020)

Not Hispanic or Latino Population |
White

Black or African American

American Indian or Alagka Natlve
Asian

Hawaiian or Pacific Islander

Other Race

Two or More Races

Hispanic or Latino Population

Wiite

Black or African American

Amaerican Indian or Alaska Native
Agian

Hispanic Hawalian or Paglfic Islander
Other Race

Twe or More Races

mmmmmmmmmmmmmmeAmwmmﬂonhﬂﬂnbpmvfdadmmnmmpmenmbnorwanmty.

(Dwhite [etack or Atrican American [American ndian or Alaska Native [Dasian [DHawaiian or Pacific islander @other Race [ )2+ Races

©2020, Sites USA, Chandler, Arizona, 480-491-1112 page1of3 Demographic Source: Appiled Gaographic Selutions 422020, TIGER Geography



GRAPHIC PROFILE

2000-2010 Census, 2020 Estimates with 2025 Projections
Calculated using Weighted Block Centroid from Block Groups

City of Norwood Young America

Keith Wicks & Assoclates

Lat/on: 44.7794/-93.9092

Norwood Young America Trade Area

Coemmercial Market Demographics

Age Distribution (2020) E
Age Under 5 Years 686 6.0% | °
Age 510 S Years 717 6.3%

Age 10to 14 Years 722 6.4%
Age 15 to 18 Years 703 6.2% ;
Age 20 to 24 Years 892 6.1%

Age 25 to 29 Years 620 5.5% %
Age 30 to 34 Years 695 6.1% i
Age 35 to 39 Years 744 6.6%

Age 40 to 44 Years 678 6.0% E
Age 45 to 49 Years 876 6.0% 2
Age 50 to 64 Years 736 6.5% i
Age 55 to 59 Years 866 7.6% | 3
Age 60 to 64 Years as2 7.5% | 3
Age 65 to 62 Years 675 5.9% E
Age 70 to 74 Years 607 4.5% E
Age 75 to 79 Years 387 2.2%

Age 80 to 84 Years 217 1.9% E
Age 85 Years or Over 201 1.6% E
Median Age 403 g
Generation (2020) £
iGeneration (Age Under 15 Years) |
Generation 9/11 Millennials (Age 15 1o 34 Years) L §
@en Xers (Age 35 to 4 Years) E
Baby Boomers (Age 50 to 74 Years)

Shent Generation (Age 75 to 84 Years) %
G.l. Generation {Age 85 Years or Ovar) !

£2020, Bites USA, Chandler, Arizons, 480-481-1112 page2of 3 Domagraphic Source; Applied Geopraphic Solutions 4/2020, TIGER Goography
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SECTION 2 - COMMERCIAL MARKET STUDY

Purpose
Update KWA’s 2016 NYA Commercial Market Study and make recommendations for
EDC to update the NYA Commercial Development Strategy.

Updated information:
1. Market profile — population, demographics, consumer expenditures.

2. Current business stfructure — estimated market share of measurable business
categories, captured by existing businesses in the NYA trade area.

3. Gap analysis — market share spent in other markets or not spent due to no local
service, i.e., market leakage.

4. Growth strategy is analyzed for NYA’s commercial business sector, for servicing
today’s community and to be prepared for tomorrow’s potential growth.

Helping existing and new businesses understand the situation and potential for
growth. Also, helping existing businesses minimize the threat of competition.

Assessment and forecasts

4 Commercial Market Model. page 24 — market assessment and gap analysis of
consumer expenditure by commercial category.

% NYA Commercial Development Strate age 25 - tactics and development
phases for EDC to consider in decisions for NYA Commercial Development Plan.

Market changes since the 2016 study:

<= NYA’s only full-service grocery store closed. The facility is vacant since 4t
quarter 2019; equipment removed. Section 1 Grocery Market Study assesses
feasibility for redeveloping the local grocery service.

< Highway 212 upgrade - newly upgraded one-mile corridor through NYA:
o Resurfaced highway from Cologne to NYA.

o Upgrade of NYA'’s three, primary intersections, which has improved traffic
flow and access to commercial business and both downtowns.

o Landscaping to be completed in spring 2021.

4 Pandemic times —the retail industry is adapting to changes in consumer demand,
lifestyle, and shopping trends. This provides upside opportunity for NYA existing
businesses, and for new businesses. These times can be considered favorable

for fresh, commercial strategy, especially regarding groceries and food service.
Prepared for City of Norwood Young America Keith Wicks & Associates

February 16, 2021; updated March 8, 2021 Minneapolis, MN
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SECTION 2 - COMMERCIAL MARKET STUDY (continued)
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The market is reviewed at 1.5-miles, 5-miles and 7-miles radius from the heart of NYA. The table
on the following page details key demographics for those market areas, to assess consumer
expenditures, market share, gap analysis and forecasts by commercial categories.

A market with rural and farming character and lifestyle, growing to Twin Cities demand.

NYA Market Population City of Norwood

Residents, 7-Mile Radius 11,896 3,769 31.7% of trade area population
Projected Annual Growth +1.6% 1.4%

Median Age 39.3 years 35.4 years

Households 4,452 units 1,508 33.9% of trade area units
Occupied Housing 97.4% 97.2%

Household Size 2.7 persons 2.5 persons

Family Households 73.2% 67.6%

Median Household Income  $87,974 $74,611

Daytime Sector, Workers 3,196 1,299 plus business, unemployed, visitors.

Average age, predominantly Caucasian consumers. Middle-class, family-oriented
households and community.

Demographic Sources: Sites USA, https:.//sitesusa.com/ , U.S. Census, and Environics
consumer statistics, hitps://fenvircnicsanalytics.comv.

Prepared for City of Norwood Young America Keith Wicks & Associates
February 16, 2021; updated March 8, 2021 Minneapolis, MN
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SECTION 2 — COMMERCIAL MARKET STUDY

(continued)

Norwood Young America Commercial Market
| Highway 212 & Faxon Road Highway 212 & Reform St. Highway 212 & Tacoma Ave.
s . (LMl B e il Tl ] (S S | [ | [Trade fires 1.5 0000 [5:pie ][Do-rn il | fTvane= Ardd
2020 Population 4,050 6,003 11,895 11,352 Simifar Demographics Similar Demographics
- Proj, 2025 Pop. 4,382 6,510 12,178 12,133
| Difference 332 507 280 781
=1 lAncwal % Diference 15% 1.7% 1.4% 1.4%)
e 1 Daytime Workers 1,209 1,812 3,196 3.004
2| Busieases 143 205 355 260
Peraons Per HHD 2.5 25 2.7 28]
.---II Housing Units 1,624 2,384 4,452 4,571
1 _" Rantal Housing 28,1% 23.0% 16.8% 17.1%
E: !Sn_am Housing 07.2% 07.1% 97.4% 82.9%
=1 [Aver. HHO Incoms § 86920| 5 oee0dls 102408(5  oesM
= {Med. HHD Incame $ M81|8 787T|5 enora|s  eases
i i Incoma <s35c 184% 165w Wy 147%
Fra— 67.6% 70.0% 73.2% 72.0%
% White 93.6% 924.2% M4.0% 84.3%)
% Black 0.8% 0.8% 1.4% 13%
% Asian 11%) 1.0% 11% 7.1%)
= [% Other 2.6% 24% 18% 1.8%
= l:x. Hispanic* 43% 4.3%) 3.8% 26%
1% Sordors; > 65 V.0, 208% 19.8% 15.4% 17.3%
% Children; < 19 .0, 226% 2.2% 26.3% 57.8%
4+ Yr Collsge Dagres % 9% 30,3% 25.9%)
Median Age (yrs) 427 423 ®2 4D,
Primary Roule ADT* 10,000 | Hwy. 212, In between Faxon & Rekom, 10,900 [Hwy. 212, In betwean Foron & Ruform 12,700 |Hwy. 212, ssst of Tocoma Ave..
L 19,100 |West of Referm St./Route 33,
| |Cross Birest ADT Ne count [Faxen Road, 2,650 [Rt. 33M. Relorm S1. 1450 |Tacomma Aw., Route 34,
Trafic Commants IMNDOT projects that NYA Highway 212 tmflc wi increase to over 16,000 ADT by 2030, or +3.2% Wvage snnual growth. Firet reading was made this yaar to the
Stato Bensta, for the proposad whiening of Highway 212 betwoan Cologne and NYA.
e Conmrs et ey oy e o o Gy e e Tt Ao

The table details commercial related, consumer demographics and market
information. It reviews the market of 1 -5-, 5-, and 7-miles radius, and Section 1's specific
grocery trade area (similar to 7-mile).

Traffic counts at Highway 212 commercial corridor are projected to increase volume
+3.2% annually, through this decade.

Daytime population is area workers: NYA's daytime busines potential also includes
activity with retired, unemployed, visitors, transient traffic.

The potential commercial market is 11-12,000 residents of which city population accounts
for 31.7% with 4,000 residents in 1.5-mile reach. It is growing 1.4% annually.

Commercial potential is influenced by the larger markets of Waconia, and Glencoe. NYA
has competitive position to service the surrounding rural sectors, and smaller
communities of Cologne, Green Isle, Hamburg, Piato, New Germany, and Lester Prairie.

Prepared for City of Norwood Young America Keith Wicks & Associates
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SECTION 2 - COMMERCIAL MARKET STUDY (continued)
Norwood Young America Commercial Market Sales Model

Trada Area 2021 Market Demand 2021 NYA Supply Opportunity/Gap Surplus
[ % of AADY Trode Not
4452 Housing Units Anncal Market Weekly Sof | AnnuslSsles |Waskly Salea | Share of AmusiSales | Waskdy
11,896 Besid Commmerctal |~ o et Potentisl | Stores | Copturwd | Caphred | cumgory “'f‘.f""‘" e | suesam (=5
| RetsilCategories | 1000% |5 273497806 $5269573] 39 [6eramaan [g1aessenaeson] aasw |5119.06604] 52,200 364)

Jmlyﬂnmnd. &

lsroceries 20 |5 2261906 ($ 630087) 4 |§ 59605 ¢ azee| wax | man [s2678401 | § 515273 fronsoiidating ostore sales
per Sinciair redavelopment
Fllsendce rocary closed)]  112%]  smosness|  ssevsaa]  of st se|l oo 7max| sasmcoess ﬂslmwl-s:uummmmi.
M“mﬁ"‘(:;?&';::::;l 5w s sn,sus' o ssesnaes| Suared) wandd  oox) 50 salz::::‘_'::::p::;“'”"
 Wine B Ligeor 10% |5 24962348 sumsif 4 |S1omerals mosa| apex | soew | $1400363 | 430798 [Sood Time Ug. expansion.
Stations 78%  |s 108310445 aonses| a4 |gscarreso|s senves|zaaamf oox | 429896506 | 3560264 [Also coptures transientnde

Food Servios & Drinks, prepandemid  B3% |5 25838138 |$ 437372] 13 | $10405000 | § 20011s | sapen| sesxn $ 15,452,150 | § 297,187
Full Sarvica 3.5%) $8,532,955 $183,324 5| $3581457 530,797 !I.Gq SM!‘ $5851399 5112527

umiedsorvicel 7% $10019419)  $18404 smane| comd  seax]| smesusis| susam
spucialtyfoed]  o3m|  Sreanes|  gasass %0 o.oxl woon|  srosaeal  s1sassftds

:

8

mand, .5 sports grll,
locel sourced many, sicrn-

OGr-Sale Alrohel 20%) $5469,956 3105.131[ 3| 4572330 $11,006 IMJ Ml, $4,897,626)  $94,185

Phealth & Personal Care 5.7% § 18514885 |5 290303 ) S | S 263824 50338 acax | asax  [$13299473 |4 2enmen

Upside opportunliy for
Pharmsclies & Drug Stores uil $13.211.915 5154.075' 1| $2.045008 $39,327 ls.i!l 84.5%] $1L186910 Siu.ﬂllhnmﬂhamw.m

Optical Goods] 0.2%) $501,008 e8] 1] gas0.500 $am0 s00n  1067%| 8594473  $10.282fLecat insepencent.
OherteatthPocsonal carel 0% s7saawr]  swsand o smogm|  saie| ood  scaow|  srsaner| sasand]Peide semetuityter

I eare, with
Cosmetics, Beauty Supphy]  0an]  sa00na0s( 93048 Misc 50 so| oo 1000w 1007108 sm,ssvlz:"“"t“ﬂ'"“
Inidg. Matarivl 8 | ®am |4 tesondsa|s maspes| 31 |¢10812075 [$ 20apse] ez8% | S7aw |5 6292357 | § 121007
HomsConters|  30%|  SaAmo0) |  sasnaos] o 0 so| ool i000m| seazasol Lumber

Valug upside In growth
Hardware, Paint & Othar) !A!tl $6.554.758 $126,053 i $2342408 $45048| 26 G43%| $4,212260|  $81,005]markatand with communliy

Lawn, Garden, Farm Supply] ﬂ.l" 2,168,773 54!,707' 0| $8268577 $159,011 !II.JKI 36.1%| -$6099.804| -§217.804

the madem market. In
Pﬁrmblml 131% $1,5053%0 85,042 1 )% 702587 (6 13519 ) 194% | B0AN |6 2092380 | § 85523 |contrest, True Velue is an
established kardwars and

W¥A commarcial planning
Pn 240% $23,227,75) | 446583 2 |$ 358520418 S0M01 ] BYM 0% $ 21,882,507 | § 416587 [cpens oppactunity for
riainsasng L%, ] $ 18330500 | § BRZEI0 | Miscl$ - % - L 190K | $ 10530500
ture, Home Furpishing 223K $5,146,209 FIIERE L 2 |§ 00784 |4 15820 | 168K | M2 |4 s1185438

markat. Mightaupporta
pot 246757 47458 specinity stom with 2 part

43.1%) 42,647,856 $30,920|ecommarce businass plen.
35,590,782 ’
$31,316,357

§1.,694,810

Furcitur]  104%]  SagISTES

Homa Furnishings 1.21%) 83,310,493
19.43%

Dealers| 18.16 $44,194,478

Cther Vehicle Dealars| 44,668,744

Aftermarket Paris & Tires 1.57![ $4287.8%0

Extablished with Carquent &
loca) stares,
Opportunityin a supportive
$ 21,020,009 { § 247,682 [businesa setling, £.4.

ciothiog & Accessarter 4% (% 23320008

COWHTOWN INOIWO DL

[Citizens and dein am

establizhed, Opporunity for
1 O

[Banks nia na nfa H nfa nfa n/a s nfa e

Racammanding b 19058

Lodging hatel, motel, bab) nfa nja s 0 nin nfa n/a e nfa nfa

1. "LA" is MYA primary retall trace area, "Demand™1s total market potendal, "Supply (s estimated sates captured by compatitors within tha trada area; prademinamtly within City of NYA,
2, "Opportunity/Gap Analysis” s the estimated consumer expenditurss not captured by NYA businasses.
3, Businesk nEsessmants ara pre-pandemic, 5o business fallout cauld nifect NYA's axlsting businesses, tha options and priorities for futura growth

Commercial Categories Consumer Demand NYA Captured Trade NYA Trade Not Captured
First column: list of measurable commercial categories, identified per retail census.
Next column group: market demand by category. Weekly and annual sales.
Third column group: share of market captured by businesses in NYA’s trade area.
Last column group: share of market not captured by NYA trade area businesses.
Source: ScanUS demographic service, and Environics consumer analytics (Claritas data).
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NYA COMMERCIAL MARKET STUDY (Continuedﬂ
Conclusion

The table below identifies suggested areas for developing NYA's commercial services. it

presents commercial categories, the market potential, and first-pass business
development scenario(s).

The table is followed with a phased marketing plan for EDC to consider for the 2021
update of NYA Commercial Development Plan.

The development scenarios are a starting point for understanding the commercial market,
business situation and outlook, for decision to engage next step feasibility assessment.

NYA COMMERCIAL DEVELOPMENT STRATEGY

Current Mariwot Sttuaticn F1alseind }
Ext, Tetal| Est. Sales [Est. Sales| Markat Frojecii# | Projacied | Nt New Widy&/| : ) |
SF Aol | WSy, | Baro | /ST Tots) SF | Anmual &40 Wi, 8ctes Fosinase)| TEF Dovelapmmni Sosnsiie
Om:hyml‘ulapammmnrhndmp.
1. NYA Grocery Store 24,000 Closed $115.000 17A%] $4.79 13.000| 3 5428268 $104.400]  100,0%) Decleions and detells coulkt affect siore size, as
would subleasing: upsizing to 15-20,000 sf,
1A. Floral (sublease) | Closed na na - - 0fs  ariae $5:220| 100.0%| $17.40}0na of local, independert Rorists,
Marsdon Pharm sublsase In groe. stors; Good
1B, Phammacy (sublesse) 2000 8 8X2000|§ 16000 raa | g6 mnls 877,268 316,794, 17.5%| $ta. Times Liq. axpands ik R space,
ot 10,000( $ 1,024,000 [ § 37000] - sa:_ro] 0000|$ 2183740 $41,995  155%] $4.20]5wrong locet astablished situation. Strategy
+ Applanon & bol|$ 624000($ 12000] wa | - | ma - . A . WM“"T*MImB
Total Trua Value Sales Incl.| §1,300,000 |$ 25000 19.8% el | § - satting, incrassed traffic.
3. Food Service & Drinks
Cbjactive of davsioping more than axists, regarding
New, Full-servics Rostaurant 5000($  2097.680 M 6.0%|  $8.07 mwwmmmmm;mwum
wxisting or new restauranl,
Netw Coffeshouse WiDrivo-Thry soofs o8| s  soow mgmﬂg S el
New, Fast Food 4000 § 520,000 $10,000] 100.0%]  $5.004E.g., Mexican, Chinaen, bagels & coflea,
ii.l.lquor!!pﬂulon 3500 § 1028500 | swaron arwfseed  seof  1ate70n $23.340) 1&7&1 et e o e
l& Small Businesses Upakie Wmmhwﬂuw.umm.wmmwumuhm.
7. Lodging Amumswmmumwmm&u-m-nmthmmmmmMummommm
" mwﬁammmmmm. i
9T, St © Dhcusslnmhmh-mmﬁm;ummn,mmwm.Pmsluyaumdamrmdu(shmdmhlmlﬂuhg).l.y.hulhawehns.
aceva Strip Conter porsonal carm, tech worvices, startupa/entreprenuars.
10. NYA Marketing Strategy Continue developing NYA's iy marketing program, including micalions and campaigns to support NYA's three, commerciel diairicts.

PHASE 1 First Year Planning

A -
;LE :.!_:_—;-f' [ETIREE S

* Continue developing NYA’s community
marketing program and identifying what's “more”
in NYA.

Tailor the program, for retail effective impressions
that increase market awareness, identify the
attractions, campaigns, and events.

Promote the entity, groups, and independents.

In turn, a business's participation in community
marketing programs could return benefits in cost
savings, competitiveness, and sales.

Prepared for City of Norwood Young America Keith Wicks & Associates
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NYA COMMERCIAL MARKET STUDY (continued)

PHASE 1 First Year Planning {(continued)

* Grocery store development — identify as many details as possible for the
prospective sites, and the business development incentives that EDC can help
identify, for an interested party to commit to next step feasibility assessment.

Prepare a marketing package for independent grocers and grocery a wholesaler's
business development department to help identify candidates. Note: the proposed
13,000 sf store size might change, per location, retailer, and lease matters:

o Sublease Option A - Marsden Pharmacy relocates to the grocery store, to
gain business exposure, drive-thru service, and improved competitiveness.
In turn, Good Times Liquor expands into the vacated pharmacy space.

o Sublease Option B — 1 of 3 small, local florists (Floral Defined, Gemma
Floral, Sunshine Inspiration) reposition to the grocery store, to gain business
exposure in a competitive retail location.

Sublease Option C — a coffeehouse could be developed in the Faxon
corridor or possibly in grocery store sublease space. There might be option
of drive-thru service. Strategy would manage beverage-bakery-snack service
with grocery’s retail service.

Phase 2 Years 2-3 Planning Recommendations

» Consider conceptual plans for premium properties, as a marketing starting
point, e.g., Econofoods facility, the Triangle, Sinclair, and Mill properties.

o Hotel market feasibility survey - investigate feasibility of investing into a lodging
market feasibility survey. This may be a Phase 2 exercise, regarding effects of
pandemic times. It might also be a longer-term development, to meet base
occupancy criteria.

The study can also address feasibility of a B & B operation as a traditional home
conversion or contemporary model with converting other facilities (masonry, metal
building) or possibly a tiny home/condo concept.

» Develop a conceptual plan for Downtown Norwood, and inventory of
commercial properties, to begin marketing.

¢ Identify local sourced products from the NYA community and near, to promote
in commercial development strategy and NYA’s farmer’s market.

Phase 3 — Strategy Update

* Update NYA Commercial Development Strategy for the accomplishments and
fresh outlook, in timeline of 3-5 years.

Prepared for City of Norwood Young America Keith Wicks & Associates
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SECTION 2 — COMMERCIAL MARKET STUDY (coniinued)

more than a place. € bome NYA Commercial Districts - Situation & Outlook

3 R

A. Primary Commercial District — one-mile corridor of Highway 212, from Tacoma
Avenue westward to Reform Street.

1) Faxon Road intersection

a) Heart of the district, with majority of NYA commercial services. Also has the
most commercial growth potential.

L ——
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SECTION 2 - COMMERCIAL MARKET STUDY (Continuedij

1. Faxon Road intersection (continued)

a.) Growth outlook - first, commercial growth opportunity is with existing
businesses:

<+ North of Highway 212: Home Solutions True Value, Family Dollar, Holiday
Station Store, Sinclair, Kiein Bank, NAPA Auto.

< South of Highway 212: McDonalds is the standout brand and positioned
in proximity of Subway, Good Times Liquor, Marsden Pharmacy, Citizen’s
State Bank, Unhinged Pizza, Lazy Loon Bowling & Event Center, and U.S.
Post Office.

a) Proposed NYA grocery store — Section 1 of the report explains the feasibility.
A site is yet to be chosen, so a site at the Faxon Road corridor would have
exposure to NYA’s busiest commercial area.

The vacant grocery facility is too large for the proposed grocer but could be
divided for multiple businesses, e.g., grocer & shops, restaurant & shops,
shops with shared admin and marketing.

b) Sinclair property — high profile site, northwest comer of the highway
intersection. Key commercial position, and potential contribution to community
and commercial impressions, e.g., grocery store, restaurant, hotel.

Slnclalr Property - Closed Grocery Store Property

Prepared for City of Norwood Young America Keith Wicks & Associates
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SECTION 2 - COMMERCIAL MARKET STUDY (continued)

B. Faxon Road Corridor
3. Growth outlook

c) Existing businesses — assess current situation in modern times, and plan for
protecting that business and capturing fair share of market growth:

1) Resources - chains have central operations for developing and
maintaining stores...independents might not have or know sources for
assistance in planning, forecasting, funding, and marketing.

EDC can initiate awareness of the market study, community growth outlook
and discussions for their upside opportunity. Those with sources can
engage planning assistance and a process for development.

EDC can help those in need of planning sources. Organize work sessions
for how to prepare for a process, and contacts that can assist.

2) Marketing assistance — commercial businesses likely have a marketing
program. Chains have central services which independents might have,
e.g., True Value. If not an independent develops their own program,

EDC can help businesses in need to organize and make contacts for
developing an opportunity to tailor to modern times or associate with
community marketing programs.

3) Business upgrades — some businesses are comfortable in the current
business model. Others might have upside through remodeling, expanding,
or relocating. If landlocked from expanding, then relocation might be a
solution. Example: Good Time Liquor, Marsden Phamacy, and Subway
share a building, fandlocked from expansion; repositioning scenario:
o Marsden Phamacy relocates to the new grocery store, possibly
gaining exposure and adding drive-thru service.

o Inturn, Good Times Liquor expands into the vacant Rx space.

4) Entertainment — the commercial development plan will develop business,
including entertainment attractions. Today’s community attractions include
school and church activities, outdoor experience, a seasonal farmers
market and home experiences. Golfing in Chaska, Waconia and Glenco.

Restaurant business has upside for existing and new businesses to adding
more dining variety and entertainment experience, e.g., Mexican, German,
micro-brewery (e.g., https./brickfieldbrewing.com/), social & family
experience. Also, dining with a view, patio, rooftop. A coffeehouse can
capture local and transient trade with the right location.

5) Special attractions for consideration in development and marketing:
Stiftungsfest, Bongards Creameries, Baylor Regional Park, event centers,
farm experience, farm to store and locally sourced programs.
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SECTION 2 - COMMERCIAL MARKET STUDY (continued)

C. Reform Street intersection — emerging commercial area at the west end of the
commercial district and Highway 212. Newer Kwik Trip and small strip center (Snap
Fitness, Southwest Eye Care). Near NYA schools.

1. Growth outiook

a) Triangle property — potential commercial property, possibly for the proposed
grocery store, or a plan to develop a strip center.

b) Future commercial growth — beyond the Triangle property, NYA city limits
and commercial area end at Reform Street but abut farm field to the west.

c)

View northwest from Reform and 212, toward Kwik Trip and strip center (right side)
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SECTION 2 - COMMERCIAL MARKET STUDY (continued)

D. Tacoma Avenue - NYA's east side gateway, and access to Tacoma West Industrial
Park. Commercial business is an approximate 30,000 sf L-shaped strip center at the
southwest quadrant of the Highway 212 intersection. Indirect access to center via
Railroad Avenue.

} Google Earth

Outlook: the existing commercial property is mostly vacant complex except for
Creative Hair salon and Elite Dance Co. Family Dollar relocated from here to Faxon
Road, in 2016.

The indirect access makes this a challenging retail location. It has marketable sight
lines to the highway, 20K+ sf of available space, and proximity to the Industrial Park.

1) Group tenanting strategy — group model with shared admin and marketing,
e.g., tech services, health care, personal care (build upon current tenants).
Possibly a mixed model, e.g., offices with heated storage units, or restaurant.

2) Hotel: the property to the west of the strip center, wrapped by Railroad Avenue
seems fitting for a hotel. Possibly with a branded restaurant to add to this area’s
business setting.

Option: developing a new commercial property at the Highway 212 intersection.
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SECTION 2 — COMMERCIAL MARKET STUDY (continued)

E. Downtown Young America - situations with both downtowns remains similar to that
assessed with the 2016 report. Downtown Young America:

¥ CEONL G j 1% 1

o | H ‘ 4 Gasgle Barth

1) Willkommen Memorial Park Pavilion and Heritage & Preservation Society are
featured attractions at Main Street’s west end. The park is home to the Young
America Cardinals baseball team, and NYA's annual Stiftungsfest.

2) Existing businesses: Northside Grill, Last Call Saloon, Tanglez Salon. Qutlook:

a) Northside Grill is an active, neighborhood restaurant, bar & seasonal patio. It
might have upside with the new community commercial strategy and marketing.

b) The Olde Mill House — available property at downtown’s east end. Situated
between Young America Lake and downtown’s east end (light industrial).

Maybe NYA’s most intriguing facility for creative application of commercial
business, e.g., spa, B&B lodging, restaurant & gifts, crafts.

Potential property with a countryside view.
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SECTION 2 - COMMERCIAL MARKET STUDY (continued)

F. Downtown Norwood — the west end is at Reform Street, Y-mile south of Highway
212. Community services concentrated at the west end: City Hall & Library, Oak
Grove Senior Center, Roy Clay Community Bldg., and NYA Sports Complex ballfield.

T -
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A two-block corridor from Reform Street, eastward along Elm Street. Existing
businesses: Pour House (recently renovated neighborhood bar}, The Quilting
Grounds, (2) salons in close proximity, On Point Nutrition. A small Hardware Hank
store closed at the east end, since the 2016 study.

Vacant commercial properties will eventually be assumed in the growth market.

Opportunity to guide the development with a conceptual plan for a village-like
complement of shops, services, and entertainment, maybe an artisan, health &
holistic, tech theme.

Identify a plan and document the available properties, stats, and status. A plan that
identifies new business development incentives, then supporting the businesses, with
the community commercial marketing plan.

Visitors are accommodated by street parking and downtown parking lots.
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SECTION 2 - COMMERCIAL MARKET STUDY (continued)

F. Downtown Norwood (continued)

View east along Elm Street, from Reform Street
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APPENDIX
Definitions

STUDY AREA/TRADE AREA: delineated, primary area of business for the subject commercial categories,
projected sites and businesses.

SECTORS: the areas of study for market assessment and projected business performance.

DRAW: share of total sales from consumers within the primary trade area. A business can capture
additional other than frade area category potential, from consumers residing beyond the trade area, and
from other expenditure categories (e.g., a grocery store capturing restaurant frade).

FLOAT: that portion of trade area potential leaking to competition in other markets beyond the trade aera,

BARRIERS: physical or psychological obstacles that affect consumer gravitation {(e.g., rivers, limited
access freeways, commercial and industrial buffers).

Qualifier

This study is furnished pursuant to a request by the City of Norwood Young America, Minnesota. The
request is to conduct a grocery store study and to update the original commercial market study, with
collecting latest information on poputation changes, assessing competitive structure, creating and updating
market and sales models. Thereby providing first-pass forecasts and development recommendations.
The client acknowledges that while it believes the services to be performed hereunder by Keith Wicks &
Associates will be a valuable tool in management decision making it also understands that an important
part of said services involves subjective judgment, which is dependent upon the correctness of the
information made available, and the timeline in reiation to project developments. Therefore, the client
further acknowledges its understanding that Keith Wicks & Associates does not guarantee any result from
the use of the analysis or other services performed hereunder, not shall Keith Wicks & Associates be
responsible for any loss incurred as a result of the use of said analysis or other services.

The projections are based on the conditions identified in the study. Deviation from the study assumptions

or changes in economic conditions could cause significant variation between these projections and actual
sales. The possibility of this occurring increases with time.

Source Data
"Number of Inhabitants, Minnesota,” 2010 Census of Population, U.S. Depart. of Commerce, Bureau of the Census,

"Block Statistics, Minnesota," 2010 Census of Housing, U.S. Department of Commerce, Bureau of the Census,
"2010 Census of Population and Housing" for Minnesota.

Per capita expenditure, LOCUS and U.S. Census demographic profile of the specific market and surrounding areas.
Carver County information sources.

Minnesota Department of Transportation,

ReGIS (Sites USA) and Environics demographic and mapping services.

Internet resources
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Original, field study, 2016, and survey update meetings with City of Norwood Young America, Economic
Development Committee.
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