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Tailoring business recruitment to community
profile
The cities of Grover Beach (13,000) and Arroyo Grande (16,000),
California, have hired a consulting company to develop a very
detailed behavioral, demographic, and spending profile of their
residents and tourists. The company used extensive databases, a
geographic information system, and consumer spending data to
categorize each household. The cities also provided the consult-
ing firm with addresses and zip codes for all guests who stayed
at local hotels. On the basis of lifestyle profiles generated from
this information, the company is now identifying retailers
whose interests match the cities’ profiles. Grover Beach and
Arroyo Grande plan to use the information to show these com-
panies that if they open branches in these cities, their busi-
nesses will succeed. The cities split the $60,000 consulting fees,
and they predict that any retailer that sets up shop in one of
the communities will cause the other community to benefit also.

Suzanne Bragdon
Economic Development
Consultant

City of Grover Beach
154 South 8th Street
Grover Beach, 93433

805/473-4567
Fax: 805/473-4561
E-mail: sbragdon@grover.org

Final Report Presentation:  Phase I Buxton Community ID  

     Page 7

August 16, 2004

ALTERNATIVES

1. Accept report and direct City Manager/Executive Director to enter into an agreement

with the Buxton Company to undertake Phase II of the Community ID project jointly for

the Cities of Grover Beach and Arroyo Grande, with the City of Grover Beach’s share of

the cost $20,500.

2. Accept the report and request a future agenda item to consider whether to proceed with

Phase II of the Community ID project.

3. Accept report and continue to pursue economic development goals and objectives

based on the study findings generated through Phase I; do not proceed with Phase II of

the Community ID project at this time.

RECOMMENDED ACTION

COUNCIL:  Accept report and direct City Manager to enter into an agreement with the Buxton

Company to undertake Phase II of the Community ID project jointly for the Cities of Grover

Beach and Arroyo Grande, with the City of Grover Beach’s share of the cost $20,500.

AGENCY:  Accept report and direct Executive Director to enter into an agreement with the

Buxton Company to undertake Phase II of the Community ID project jointly for the Cities of

Grover Beach and Arroyo Grande, with the City of Grover Beach’s share of the cost $20,500.

Adopt the Resolution amending the Agency’s Appropriation Resolution to add $20,500 to

Capital Improvement Project No. 946 – Commercial Industrial Development.

FISCAL IMPACT

The overall cost of the Phase II study is $41,000, with the City of Grover Beach’s share at

$20,500.  Monies are available through Improvement Agency Area Number One - Fund 21 for

the adoption of the attending Resolution by the Improvement Agency to encourage retail

opportunities within Agency Area One.

PUBLIC NOTIFICATION

The agenda was posted in accordance with the Brown Act.

Attachments

1. “Community ID Report” prepared by the Buxton Company for the Cities of Arroyo

Grande and Grover Beach, California – Phase I – July 2004.

2. Resolution adopting a first amendment to the Agency’s Annual Appropriation

Resolution by appropriating $20,500 for Phase II of the Community ID program.
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TRADE AREA SEGMENTATION – DOMINANT SEGMENTS

Segment
General Description and Trends

Households/Percentage

14 – Middle Years
Above average income; primarily over age 50;

typically white collar occupations; belong to AAA,

maintain sweep account, own hot tub, read travel

magazines and listen to all news radio.

2,304 – 5.76%

15 – Great Beginnings ** One or two young adults; urban and suburban

areas; own Honda and use debit card for gas

purchases; listen to modern rock radio stations;

read weekly news and entertainment magazines.

2,376 – 5.94%

** Segments dominant in both the residential trade area and a sampling of visitors to the trade area.

Phase II – Retail Matches

The information generated from Phase I appears to confirm the community’s sense that Grover

Beach does have significant potential for attracting quality retail uses to the area.  In addition to

the information described above, the Phase I report also includes a comprehensive analysis of

the retail potential for our trade area – information that is valuable for both the attraction of new

business and retention of existing business.

Phase II of the Community ID program, which requires City Council direction to proceed, would

take all of this information one step further by matching the “lifestyle profile” for our trade area

against the same type of profile for various types of retailers – a profile that identifies the type of

consumer they have a track-record of success in serving.  In order to identify those retailers that

would tend to be successful in our market area, the Buxton Company has 3,500 retailers in its

databases to compare against our profile.

Once the retail list is compiled from this matching process, the list is whittled down to the twenty

strongest matches that “fit” the vision and other parameters of the community.  Factors to be

taken into account at this step of the study process include such things as property availability,

infrastructure, square footage availability and the like.  Buxton – as part of the Phase II effort –

concludes the study by preparing comprehensive statistical and marketing materials to support

the recruitment of the identified companies to our community.  In that this analysis is undertaken

jointly with the City of Arroyo Grande, each community would be able to select ten retailers for

the marketing effort.

Presentation by the Buxton Company – Phase I Findings

The attached report documents more fully the study methodology and findings generated

through Phase I of the Community ID project.  Patricia Bell, from the Buxton Company, is

available to make a formal presentation of the Phase I study, as well as answer any questions

Council may have regarding Phase II of the overall study process.
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TRADE AREA SEGMENTATION – DOMINANT SEGMENTS

Segment General Description and Trends Households/Percentage

16 – Country Home
Families

Married couples with children; rural areas; median
income slightly above national average; enjoy
outdoor activities; own motor homes, boats, rifles
and fishing equipment.

1,320 – 5.87%

18 – White Picket Fence Suburban families with one or two children;
median income slightly below national average;
blue-collar occupations; enjoy bingo, bowling and
home-delivery meals (pizza); use credit unions
and personal loans for home improvements.

3,339 – 14.84%

20 – Secure Adults Older singles and couples without children;
suburbs; member of fraternal orders, civic
organizations or veteran’s clubs; read mature
market magazines; watch prime-time television;
prefer Oldsmobile and Buick.

1,478 – 6.57%

23 – Settled In Older couples or singles without children;
suburbs; slightly below average incomes; active;
do-it-yourselfers – minor home improvements, oil
changes; home & garden programming.

2,191 – 9.74%

39 – On Their Own Seniors – sometimes with young adults present;
renter-occupied housing; urban or suburban
areas; own hatchback automobiles; frequent
convenient stores; Roth IRA; watch prime-time
television.

1,160 – 5.16%

Tourism Segments

1 – Upper Crust Families with older children; suburbia; very high
incomes; advanced education; executive
management and sales; actively invest in stocks,
mutual funds and IRAs.

2,864 – 7.16%

4 – Mid-Life Success ** Very high incomes; suburban homes with values
2.5 times national average; white collar
occupations – sales; use discount brokers; read
news and travel magazines.

8,604 – 21.51%

5 – Prosperous Metro Mix Families with young children; urban & suburban
homeowners; high incomes; advanced education;
white collar occupations; tendency toward high-
end electronic equipment – video cameras,
personal computers and TVs with “picture in
picture” function.

2,176 – 5.44%

10 – Home Sweet Home ** Married couples with few if any children; suburbia;
detached single-family homes; above average
incomes; great deal invested in the home; lease
vehicles.

3,744 – 9.36%
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In terms of occupation, 21% work in a professional specialty; 14% administrative support;

13% services; 11% sales; and 10% management.Trade Area Retail Segmentation
Customer segmentation is a system by which behavioral, demographic and consumer-spending

habits can be described for any household in the United States.  The customer segmentation

system has been thoroughly tested and is well recognized by retailers, service providers and

restaurateurs.

Buxton, through its Community ID program, works with 50 different consumer segments that

describe every conceivable type of household across the nation.  As such, every household

within a trade area can be categorized into one of these 50 segments.  These segments range

from “Upper Crust” at the highest level of the socio-economic continuum to “Urban Singles” at

the lowest level.  The segments identify such lifestyle factors as general age; children or no

children; suburban, rural or urban living; leisure trends; means of gathering information – news,

travel and other; financial and investment practices; and the like – lifestyle characteristics that

can be used to determine whether or not a certain type of retailer would likely be successful with

this segment or type of consumer.
The importance of customer segmentation to this study is that once the dominant segments of

the trade area are known, this “profile” will be recognizable to any retailer in the country.   For

our trade area, eight dominant segments were identified, as summarized in the table below.  To

be identified as a “dominant segment”, 5% of all households in a trade area must be categorized

as that segment.

In addition to an analysis of households in our trade area, an analysis was also completed on

40,000 visitors to our trade area.  Significant overlap was found relative to “retail segment”

between this population and our resident population, however, three additional “segments” were

identified as dominant.  These are also identified in the table below.

TRADE AREA SEGMENTATION – DOMINANT SEGMENTS
Segment

General Description and Trends
Households/Percentage

4 – Mid Life Success ** Very high incomes; suburban homes with values
2.5 times national average; white collaroccupations – sales; use discount brokers; read
news and travel magazines.

3,896 - 17.32%

10 – Home Sweet Home ** Married couples with few if any children; suburbia;
detached single-family homes; above average
incomes; great deal invested in the home; lease
vehicles.

1,678 - 7.46%

15 – Great Beginnings ** One or two young adults; urban and suburban
areas; own Honda and use debit card for gas
purchases; listen to modern rock radio stations;
read weekly news and entertainment magazines.

2,045 – 9.09%
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Once the trade area was defined, the next steps in the study process involved defining the

demographics and spending habits of residents within the trade area.  Key findings and

observations in each of these areas follow.
Trade Area DemographicsUtilizing Buxton’s extensive databases, multiple indices have been identified for our trade area

in order to begin narrowing down the type of retailers that would be successful in our market.

Demographic information compiled on our trade area includes:

Population profile including population change trends and projections through 2008

Group quarters by population type (i.e., college dormitories, correctional institutions, military

quarters, nursing homes, etc.)Marital status, gender, age and ethnicity
Occupational profile (18 different categories) for those 16+ years old including percentages

of employed versus unemployed in the civilian labor force

Educational profile based on nine categories ranging from “less than 9th
 grade” to

“Doctorate degree”
Household profiles including numbers, change trends and projections through 2008

Households by household type (seven categories including single male, single female,

married couple, etc.)
Household incomes (percentage breakdown by ten categories ranging from “under

$15,000” to “$500,000+”) including average household income and per capita income

Housing units profile including age (starting from units built before 1939); type of unit (eight

categories ranging from “Single unit detached” to “mobile”); and occupancy type (owner,

renter or vacant)
Property values (tax assessment rolls value as opposed to market rate) for owner-occupied

properties (breakdown by 13 categories ranging from “under $20,000” to “$1,000,000+”).

Critical demographic indicators from a retailer’s perspective are strong for our trade area.

Highlights include:
Population of 55,666 with 24,473 households

Average household income of $64,392 with approximately 20% of all households with

incomes of $50,000 to $75,000 and another 22% with incomes between $75,000 to

$150,000

Fifty-seven percent of homes are owner-occupied with 61% of all households living in

single-family detached unitsForty-one percent of population has attained a college degree (Associates to Doctorate)

with another 28% having attended some college
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August 16, 2004The question before the City Council - after accepting the Phase I study report – is whether or

not to proceed with Phase II of the project.  Recognizing the strength of the Phase I findings, it

is staff’s recommendation to move forward with Phase II in partnership with the City of Arroyo

Grande.  (The Arroyo Grande City Council approved Phase II at its August 10, 2004 meeting.)

Staff’s recommendation is based on the following considerations:

The retail matches (Phase II) will provide depth and color to our slogan “Imagine the

Possibilities” – and in turn – help ensure that local developers with projects in the planning

stage will not under-sell their potential as their projects come to fruition.  Visualizing our

full potential is not easy for everyone given the vacant lots and underutilized properties

that currently exist along Grand Avenue.

Major projects – such as the proposed beachfront lodge/conference facility – develop and

move forward in tangent with expectations of other type of development anticipated to take

place in the area.  Results of Phase II of the Community ID program – again – will

illustrate very clearly the type of commercial investment that can be supported in the area.

The Community ID program generates important information for both new and existing

businesses when it comes to securing investment for new business development or

business expansion.The retail matches identified through Phase II will focus the City’s economic development

and marketing outreach efforts relative to new business attraction.  Recognizing that the

Buxton Company estimates 3,500 retailers in their databases, this alone is no small

benefit.
Patricia Bell from the Buxton Company is available to make a presentation on the Phase I

results of the study.  An overview of the study process and key findings and observations

follows, with the full report document attached.  This overview includes information on:

Study MethodologyTrade Area Demographics
Trade Area Retail Segmentation

Phase II – Retail Matches
Next Steps.Methodology

The first step in the study process involves determining the trade area for the retail site initially

identified by the Cities of Grover Beach and Arroyo Grande – this being the intersection of Oak

Park Boulevard and Grand Avenue, which is on the border of both communities.  The trade area

is determined based on a 10-minute drive time.

Using Buxton’s proprietary drive-time technology, a trade area polygon was established for the

intersection of Oak Park Boulevard and Grand Avenue.  The resulting trade area reaches as far

north up the coast as Avila and south into the northern reaches of Nipomo, including Pismo

Beach, Arroyo Grande, Grover Beach and Oceano in between.

STAFF REPORT

TO:

HONORABLE MAYOR AND CITY COUNCIL

HONORABLE CHAIR AND AGENCY BOARD

FROM:

SUZANNE BRAGDON, ECONOMIC/ORGANIZATIONAL DEVELOPMENT

CONSULTANT

SUBJECT:
BUXTON COMMUNITY ID RETAIL RECRUITMENT PROGRAM:  PRESENTATION OF

PHASE I STUDY RESULTS WITH CONSIDERATION TO UNDERTAKE PHASE II

BACKGROUNDOn January 5, 2004, the City Council approved contracting with the Buxton Company, in

partnership with the City of Arroyo Grande, to undertake Phase I of its Community ID program,

with the understanding that the City Council would determine whether or not to proceed with

Phase II of the analysis based on the outcomes of Phase I.

In broad terms, Phase I of the Community ID program identifies the trade area for a given site

(in our case, Oak Park Boulevard and Grand Avenue), and determines the behavioral,

demographic and spending habit profile of residents within the trade area.  Phase II matches

this “lifestyle profile” to national retailers resulting in the identification of specific retailers that

cater to and are successful in markets with similar profiles to our own.

Patricia Bell, a representative of the Buxton Company, is available to make a full presentation of

the Phase I study results and answer any questions, as well as confirm the “next steps” in the

study process relative to Phase II.

DISCUSSIONThe report from the Buxton Company on the Phase I results of the Community ID program is

attached.  Overall, the results are quite promising.  As summarized by the Buxton Company:

“The household segmentation in the trade area is excellent for

attracting a quality mix of retail.  With eight dominant segments

[representing 76% of the trade area], numerous retailers and

restaurants will be suited to the Retail Site [identified for analysis –

Oak Park Boulevard and Grand Avenue.]  Growing population and

household percentages are good qualities that the Retail Site also

possesses that will help in attracting retail.”

The purchasing power of the roughly 40,000 tourist files that were identified and analyzed in

addition to residents within the trade area augments these findings.
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