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2Success is insight. 

• National leader in customer analytics

• 500 years of retail management and site selection experience

• 1,900+ clients including 450 community clients

• 20 million sq. feet of retail expansion by our community clients

• Daily interface with senior retail real estate executives

We Speak Retail!

About Buxton
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• Uncover Specific Retail and Restaurant Opportunities

• Understand the dynamics of the consumers in the trade area

• Link planning and implementation

• Enhance the overall quality of life in Lemoore

Lemoore’s Goals:
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Executive Summary

Three anchor points were chosen to reflect the overall trade area
– Hwy 41 & Bush St
– Hwy 198 & 19th Ave
– 18th Ave & Hanford Armona Rd

Based on the similarities in each of the three areas and proximity to
each other, the city center was selected for complete analysis and
retail matching.
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Lemoore’s Steps in the Retail Strategy

Step 1. Defining Trade Area

Step 2. Identifying and Profiling Customers

Step 3. Understanding Retail Potential – Supply/Demand

Step 4. Matching Customers to Retailers

Step 5. Customized Marketing Packages
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Step 1. Defining Lemoore’s Trade Area

Factors considered when
determining the primary
trade area of five minutes

•Density of the customers in the area

•Best snapshot of the customers

•Closest to proposed retail area

•Existing retail in surrounding areas
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Step 2. Primary Trade Area Customers

Dominant Segments –
These are the groups that
make up at least 3% of the
trade area
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Step 3. Understanding Retail Potential
Primary Trade Area
• How many dollars are leaving
• What stores attract outside dollars
• What are our retail opportunities
• What are the opportunities for local retailers
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Secondary Trade Area

Factors considered when
determining the secondary
trade area (forty five-minutes)

•Density of the customers in the area

•Best snapshot of the customers

•Closest to proposed retail area

•Existing retail in surrounding areas
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Secondary Trade Area Customers

Dominant Segments –
These are the groups that
make up at least 3% of the
trade area
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Secondary Trade Area Retail Potential
• How many dollars are leaving
• What stores attract outside dollars
• How strong is our retail sector
• What are our retail opportunities
• What are the opportunities for local retailers

Lemoore Major Store Type.
Buxton analysis details:
• 74 Store Types
• 36 Product Types
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Identifying and Profiling Lemoore’s
Customers

Customers are identified
based on psychographic
characteristics which
include:

• Lifestyles
• Purchase Behavior
• Media Habits
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• All U.S. households are grouped into types
based on demographics and psychographics
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Psychographics focus on

 Customer Lifestyles

Lifestyles
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 Middle-aged couples with no children
 College-educated professionals
 Live in city away from metropolitan hub
 Own homes with new technology

Segment 12 Brite Lites, Li’l City
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Psychographics focus on
consumer’s spending,
media  and lifestyle habits

Lifestyles
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Segment 12 Brite Lites, Li’l City
Item # Lifestyle Characteristics Index

1 Utlize Networking Websites 208
2 Eat at Red Robin 212
3 Read Boating magazines 142
4 Watch Pay per view sports 146
5 Drive a BMW 147

Over 4500 individual categories available
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Lifestyles
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 “Soccer Moms and Dads”
 Own home in small satellite city
 Utilize college degrees in their dual income
 Purchase computers, bicycles, camping gear
 Buy action figures, dolls, board games

Segment 13 Upward Bound
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Psychographics focus on

 Customer Lifestyles

Lifestyles
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Item # Lifestyle Characteristics Index
1 Take a Beach trip 162
2 Own a Nintendo DS 237
3 Read Forbes 203
4 Watch Nickelodeon 170
5 Drive a  Suburban 161

Over 4500 individual categories available

Segment 13 Upward Bound
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Psychographics focus on

 Customer Lifestyles

Lifestyles
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Young couples, married with children
Middle-class
High school education
Own or rent homes in second cities
Hispanic and African-American

Segment 34 White Picket Fences
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Psychographics focus on

 Customer Lifestyles

Lifestyles
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Item # Lifestyle Characteristics Index
1 Eat at fast food picked by kids 167
2 Do home remodeling projects 154
3 Read Baby magazines 197
4 Watch ESPN Classic 146
5 Drive a Ford Excursion 138

Over 4500 individual categories available

Segment 34 White Picket Fences
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Psychographics focus on

 Customer Lifestyles

Lifestyles
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Young parents with many children
Work entry-level service jobs
Live in second city
Ethnically diverse
Buy tricycles, basketball hoops,, Hyundais

Segment 63 Family Thrifts
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Psychographics focus on

 Customer Lifestyles

Lifestyles
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Segment 63 Family Thrifts
Item # Lifestyle Characteristics Index

1 Buy children's toys 122
2 Buy contemporary Christian music 90
3 Read Parenting 51
4 Watch soap operas 90
5 Drive a Kia 47

Over 4500 individual categories available
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Step 4. Matching Customers to Retailers
The community’s profile was matched to the profiles of over
4,500 retailers and restaurants…
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Positive Retail Matches
Two components make a
successful retail match:

1. Segmentation
Profile Match – Strong

Visual Match

• Comparable
Trade Area
Comparison

Match
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Step 5. Custom Marketing Packages

Contact
Information

Profile Match
Reports

Site Description
Marketing Packages can also be created for
developers, brokers, and franchisees.
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Executing Your CommunityID® Strategy

Marketing is not an option – it’s mandatory

Market your retail advantages:
• Retail potential (leakage/surplus report)
• Retailer’s customers in your trade area (retail match report)
• Your site compared to other locations (retail match report)
• Available sites and buildings
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Aggressively market to:
• Targeted retailers
• Retail developers
• Commercial real estate firms
• International Council of Shopping Centers
    (Las Vegas and regional events)

Executing Your CommunityID® Strategy
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Executing Your CommunityID® Strategy

• Creating a retail friendly climate
• Assembling and preparing sites
• Providing off-site infrastructure
• Streamlining permitting and zoning
• Providing targeted incentives
• Offering opportunities for local retailers
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Using Buxton to stay current
• Client E-newsletter
• SCOUT-online interface with Buxton
• Webcasts
• ICSC support
• Client Services
• Additional retailer matches and refreshes

Executing Your CommunityID® Strategy
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