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* Build the retail base
* Increase sales tax revenues
* Improve the quality of life

» Enhance relationships with businesses

F
\ .
and developers >




Methodology

* Demographics
* Psychographics

» Shopping preferences survey data
* Real estate data

* One-on-one interviews

* Group discussions

* Tour of site activity
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Priority Initiative #1

Targeted Recruitment
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What are developers/retailers looking for?

Will the
population
shop in my

Location

Land Size
Demographics
Price Point
Expectations
Brand Co-location

store?

Are my
profits
sufficient?

Retailer
Considerations

Is there
an adequate
site?

Is there
land for
. build-to-suit?

Who are ¥
my neighbors
and do they
help me?




San Gabriel Consumers

There is a need to balance the
difference between Asian and non-
Asian retailers to align with our
consumer demographics.

Hispanic 36.0%
Asian 42.0%
Other 21.6%

Hispanic 33.3%
Asian 50.8%
Other 17.5%



Chinese Are Top Spending Tourists

flos Angeles Times

Feb. 2014, These are boom times for Chinese Tourism, and statistics show that about a third of
those who travel to the United States spend at least some time in Los Angeles.

But some are shunning coastal resorts and Beverly Hills opulence in
favor of San Gabriel, a city of 40,000 best known for its historic
mission.

May 2013

Chi)r/lese tourists in the U.S. target brands such as Coach, Ugg, Polo, Nike, Tommy Hilfiger,
Neiman Marcus and L'Occitane. Steep Chinese taxes make such brands two to three times
more expensive in China.

Brazil South Korea

Biggest
spenders

The average spent California:
by an overseas $2932 |
visitor in

California, and A : o
average spent in . R = > ‘
theU.S.asa | ‘
whole, by country. ! I

In all of U.S.: $7,105 $5,604 $3,316 $6,659 $4,541 $4,782

Sources: Department of Commerce and Visit California Los Angeles Times



Tourism

San Gabriel has the opportunity to continue to support the tourism-related
businesses, and assist in their expansion as needed in order to continue to
attract visitors.
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156,000 Per Year CROWNE PLAZA




Demand for More Retail Exist

Other Motor Vehicle Dealers

Electronics & Appliance Stores

Bldg Materials, Garden Equip. & Supply Stores
Health & Personal Care Stores

Gasoline Stations

Clothing Stores

Shoe Stores

Sporting Goods/Hobby/Musical Instr Stores
Book, Periodical & Music Stores
Department Stores Excluding Leased Depts.
Other Miscellaneous Store Retailers

Special Food Services

Drinking Places - Alcoholic Beverages

. Focused Recruitment Effort
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San Gabriel National Retailers
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LNIOd DNITIOq



http://www.hingwalee.com/home.php

Former Bowling Site
201-217 S. Gabriel Blvd.
117,213 sq ft/3.08 acres

Former O'Donnel Site
100 S. Gabriel Blvd.
124,500 sq ft/2.86 acres

Priority Initiative #2
Putting Land

in Commercial
Corridors to Use

ol | Vacant lot
s | 1029 E.Valley Blvd.
5 | 98,445 sqft/2.26 acres

[ Opportunity Carridors

. Mission District

[ Plan Boundary




Priority Initiative #3
Dense Nodal Development




Why Density?

Land values are high - Developers need to get the most
out of it.

San Gabriel is Getting Older




Dense Nodal
protects the
established single
family
neighborhoods




Priority Initiative #4
Reduce Barriers
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Barrier to development

FOR A FAIR SELECTION
EVERYBODY HAS TO TAKE
THE SAME EXAM: PLEASE

CLIMB THAT TREE
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Competition Exist!
Progress is critical.
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Priority Initiative #5
Talk to People

“Communicating with dead people is easy.
Communicating with live people is hard!”



Priority Initiative #6

Marketing

Digital
Advertising

DN

Recruitment .

Package We Thrive

Business
of the Week

Key Messaging
Platform

Online Tourism
Dining and Shoping
Guide

City-Wide
Photo Shoot




Priority Initiatives

#1 Targeted Recruitment

#2 Putting Land in Commercial Corridors to Use
#3 Dense Nodal Development

#4 Reduce Barriers

#5 Talk to People

#6 Marketing
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