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A place-based economic revitalization strategy

The team at ProsperUS Detroit believes that
residents, small businesses and neighborhood
groups in all neighborhoods have the talent,
energy and ability to engage and revitalize their
own communities. It is our mission to empower
entrepreneurs and community partners to
transform low-income neighborhood economies
from within.
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TO SUPPORT

nonprofit community organizations in
Michigan that serve low income individuals

and communities, with an emphasis on
community economic development, by
providing pro bono legal services and
technical assistance.
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Project Goals

A Neighborhood-level commercial and market
analysis to help community partners:

* |dentify key locations to target commercial
retail amenities

* |dentify business types to target for
entrepreneurship

« Summarize shopping habits of residents

* Keep track of business mix and vacant
property on an ongoing basis



Common Market Studies

 Area demographics
* Either within driving distance or varying radii

e Potential market base



MCR’s Supplemental Study

* Potential vs. actual customer base

e Compare actual customer base with area
demographics
o A sense of market being lost

 Engage those who typically shop elsewhere
o Qualitative, albeit not quantitative, picture

of retail leakage and corridor’s needs
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Breakdown by Race & Ethnicity

Total Median Hispanic or Black or Asian
Population Monthly Latino African Alone
= Household American
Income* Alone
Cody 20,816 $2,276 4.2% 15.5% 77.9% 0.3%
Rouge
Grandmont | 7,493 $4,226 1.1% 5.5.% 91.5% 0.1%
Rosedale
Lower 7,543 $2,560 1.6% 6.4% 90.0% 0.5%
Eastside
North End | 12,258 $1,977 0.4% 4.1% 91.6% 1.5%
Southwest | 24,543 $2,053 59.0% 20.5% 17.7% 0.2%

*Data compiled census tract. Source 2010 US Decennial Census
Race/Ethnicity data compiled by zip code. Source 2009-2013 ACS 5-year estimates.



Project Components

e Community Profile and market analysis,
using proprietary data

e Customer Surveys (861), original data
collection

* Property Surveys (15.2 miles surveyed,

1,753 parcels, 1,312 structures), original
data collection

* Focus groups, community partner
presentations



Overall Customer Questionnaire Findings

Total Monthly Household Total Respondents
Income of Respondents by Mode of
Transportation

<$800 pri:yA

$800-51249 mriyA

$1250-52249 Erars

$2250-$3449 m¥ry 4

R0l 13%
Number of Visits to

Local Businesses per
Month

CAB SERVICE o0
1% %

2-3 >3
NEVER ONCE 1 1mES TIMES



Potential vs. Actual Customers

* Most respondents from local zip code

* Respondents’ age in line with City trends

* 60% respondents male; Detroit is 47% male

* Most Prevalent Income: less than $800 per
month; Detroit Median Income: $2,246 per

month



Major Trends & Implications

e Corridors studied
predominantly cater to
lowest income bracket
of neighborhood

* Few businesses
studied attract patrons
from other
neighborhoods

e Store location is
primary force
attracting customers

Trends play a role in determining
business mix...
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Existing Business Mix

The six most prevalent business types were:
* Religious, Civic & Similar—-11%
 Healthcare & Caregiving Facilities — 10%
* Beauty and Grooming Services — 9%
 Auto Dealer & Repair Shops — 8%

* Sit-Down Restaurants — 5%

e Take-Out or Drive Thru Restaurants — 5%



Desired Business Mix

Table BM1. Average Desirability of Business Types

North Cody Grandmont Lower

All CSAs Southwest End Rouge Rosedale Eastside

Combined CSAs CSAs CSAs CSA CSAs
Auto Dealer & Repair Shops 3.36 3.17 35 3.31 3.54 34
Banks & Credit Unions 3.66 3.6 385 | 3.26 3.78 3.41
Bars & Night Clubs 2.54 2.38 282 | 249 2.46 2.57
Beauty & Grooming Services 3.53 3.34 3.77 3.39 3.40 3.56
Car Washes 3.17 3.11 3.14 3.08 3.22 3.14
Clothing & Apparel 4.04 4.1 393 43 3.84 4.2
Convenience Stores 3.53 3.46 388| 323 3.40 3.41
Discount Supply Stores 3.76 3.56 3.86 3.68 3.82 3.71
Family Entertainment Venues 4.34 436 | 444 a4 433 4.26
Fitness & Recreation 4.36 4.27 435 | 423 437| 436
Grocery Stores 4.1 3.75 4.33 3.88 384 | 438
Hardware, Home Goods & Appliances 3.88 3.72 3.62 4.1 4.07 4.06
Healthcare & Caregiving Facilities 43 4.34 4.35 4.2 4.25 4.21
Laundromat & Dry Cleaners 3.9 3.61 4.17 3.67 3.59 4.02
Legal & Accounting Services 3.79 3.76 3.76 | 3.69 3.91 3.82
Music Book, & Electronic Stores 42 4.16 43 4.27 4.24 4.22
Sit-Down Restaurants 4.05 3.48 4.22 3.92 424 :’-i—'{ 8
Take-Out or Drive Thru Restaurants 3.43 3,23 3.3 3.81 3.00




Existing Business Mix

TABLE BM2. Per Capita Quotients for all Target Aceass*

Busirsss Type Cody Grandmont | Lower Nonh | Southwest
R Rosechle | Esstside |End | PCQ
eca. | pco eca | |Pca

Auto Doaler & Repair Shops 146|080 042 o4z 115

Banks & Crecit Unions 020|083 074 Im [o7

Bars & Night Chubs 097 |oss 035 Jos3 |12s

Beauty & Grooming Servces 104 1.72 100 Joss Joay

Cor Washes 149 |1 0.29

Clothing & Agparel 042 j % 0,65

Corwenwece Stores 125 070 118 1.0 |JOSS

Discount Supply Stores 092 |oz2 066|145 |rae

Drug Stores & Pharmacies 048 ]m 110 |16 |oes

Family Entertanment 04 |0 152 |oss [osa

Fitness & Recreation 040 2.2 .17 | 1.6 084

Gas Stations o 106 T Kl R

Grooery Stores 086 100 057 a73 |19

Hardwase, Home Goods & 148 |0%e 072 |oss |122

Appiances |

Healthcare & Caregiving Facktes |048 | 092 087|170 lo3s

Laundromat & Dry Cleaners 0.3 283 13 Jors Joos

Legal & Accounting Senvices 019 |om 027 |ost |ote

Whusic. Book & Electronics Stores |087 | 091 121 |os0 |05

Sit-Down Restaurants 046|080 021 |ose |10

Take-Out or Drive-Thru 116 |os3 0.75 |o.37 0.50

Restaurants




Conclusions & Questions

Conclusions

 Improve corridor safety and pedestrian access

e Attract more median-income women

 Connect to mainstream economic development agencies
Questions

* How critical are destination businesses?

* Culture as destination strategy?

* What does a low-income retail strategy look like?
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Questions?

For More Information:
WWW.mi-community.org
Sam Butler

(313) 969-7160

sbutler@mi-community.org
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