











worked elsewhere. With traffic congestion during the evening rush hour, it is likely that most of
these employed adults are commuting in the period prior to 6:00 pm.

Demographic Characteristics

Demographic characteristics for the City of Wayzata, Wayzata’s convenience and shopping
goods trade areas, and Minneapolis-St. Paul MSA are summarized in the demographic snapshots
contained in Tables 20, 21, 22 and 23. These snapshots contain census data for 1990 and 2000,
as well as estimates for 2006 and 2011. These estimates were provided by Scan/US, Inc., a
source of demographic information. Significant characteristics of Wayzata’s trade areas include
the following:

¢ The Wayzata shopping goods trade area had an estimated 32,139 households with
incomes above $100,000 in 2006. This includes 16,271 households with incomes above
$150,000.

¢ The City of Wayzata has a much higher median age of 47 for 2006 and 49 for 2011 than
both the convenience trade area and the shopping goods trade areas. The median age for
the convenience trade area was 42 in 2006 and is expected to increase to 43 by 2011.
The shopping goods trade area median age was 40 in 2006 and is estimated at 42 for
2011.

¢ The City of Wayzata has a higher proportion of population age 65 and over than both the
convenience trade area and the shopping goods trade area. In 2006, the City of Wayzata
had 20.3 percent of its population in the above 65 category compared to 11.4 percent of
the convenience goods trade area population and 9.9 percent of the shopping goods trade
area population. This distribution is expected to change slightly by 2011, with the City of
Wayzata having 21.1 percent above age 65, the convenience trade area is estimated at
12.4 percent and the shopping goods trade area is estimated to have 10.9 percent of its
population above age 65.

¢ The City of Wayzata household size is much smaller than that of both Wayzata trade
areas. In 2006, the City of Wayzata had an average household size of 1.91, compared to
2.27 in the convenience trade area and 2.38 in the shopping goods trade area. By 2011,
the average household size for all areas is expected to decrease slightly.

Additional demographic characteristics for the convenience and shopping goods trade areas and
the Minneapolis-St. Paul MSA are contained in Appendix A.

Purchasing Power

Retail sales potential for Wayzata trade areas is based on estimated purchasing power and market
share that can be achieved from the trade areas. Retail sales from residents living outside the
trade areas are inflow sales. Purchasing power estimates of trade area residents are derived from
retail sales by store type as reported by the Census of Retail Trade in 1997 and 2002. Retail
sales for 2003 through 2006 were estimated using information available from the U.S.
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City of Wayzata

DEMOGRAPHIC AND INCOME SNAPSHOT

9/7/2007

SNAPSHOT 1990 Census 2000 Census 2006 Estimated 2011 Projected
Population 2,977 4,113 4,146 4,174
Households 1,310 1,929 2,094 2,214
Families 768 1,041 1,127 1,190
Per Capita Income $ 27519 $ 65687 $ 82435 $ 90,115
Median Household Income $ 42,128 $ 61,302 $ 70,162 $ 75,086
Average Household Income $ 64,051 $ 136,378 $ 158,112 $ 164,085
Average Household Size 2.26 2.06 1.91 1.82
Median Age 37 44 47 49
Annual Percent Change
TRENDS 1990 - 2000 2000 - 2006 2006 - 2011
Population 3.28 % 0.13 % 0.13 %
Households 3.94 1.38 1.12
Families 3.09 1.33 1.09
Median Household Income 3.82 2.28 1.37
Average Household Income 7.85 2.50 0.74
1990 Census 2000 Census 2006 Estimated 2011 Projected

HOUSEHOLDS BY INCOME Number  Percent Number  Percent Number  Percent Number Percent
Less than $15,000 210 16.1 % 192 10.0 % 118 5.6 % 116 52 %
$15,000 - $24,999 203 15.5 126 6.5 204 9.7 213 9.6
$25,000 - $34,999 196 15.0 190 9.8 180 8.6 188 8.5
$35,000 - $49,999 218 16.7 249 12.9 227 10.8 217 9.8
$50,000 - $74,999 190 145 360 18.7 382 18.2 372 16.8
$75,000 - $99,999 98 75 191 9.9 204 9.7 225 10.2
$100,000 - $149,999 89 6.8 188 9.7 263 12.6 295 13.3
$150,000 + 102 7.8 433 22.4 516 24.6 588 26.6
POPULATION BY AGE Number  Percent Number  Percent Number  Percent Number Percent
<19 686 231 % 859 20.9 % 820 19.8 % 800 19.2 %
20-24 173 5.8 180 4.4 156 3.8 158 3.8
25-34 542 18.2 485 11.8 418 10.1 358 8.6
35-44 474 15.9 576 14.0 531 12.8 486 11.6
45-54 356 12.0 661 16.1 718 17.3 714 17.1
55-64 277 9.3 495 12.0 666 16.1 779 18.7
65-74 249 8.4 388 9.4 388 9.4 471 11.3
75-84 219 7.3 313 7.6 280 6.8 258 6.2
85+ NA NA 156 3.8 169 4.1 150 3.6
RACE AND ETHNICITY Number  Percent Number  Percent Number  Percent Number Percent
White 2,924 98.2 % 3,953 96.1 % 3,736 90.1 % 3,524 84.4 %
Black 15 0.5 17 0.4 143 34 267 6.4
Native American 2 0.1 13 0.3 18 0.4 19 0.5
Asian/Pacific Islander 31 1.1 63 15 131 3.2 204 4.9
Other Races 5 0.2 67 1.6 118 2.8 160 3.8
Hispanic (Any Race) 24 0.8 58 1.4 93 22 122 29

Source: U.S. Census, Scan/US, Inc. and McComb Group, Ltd.
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Wayzata Convenience Trade Area

DEMOGRAPHIC AND INCOME SNAPSHOT

9/7/2007

SNAPSHOT 1990 Census 2000 Census 2006 Estimated 2011 Projected
Population 59,157 67,296 68,581 70,234
Households 22,091 26,848 29,367 31,557
Families 16,122 17,970 19,650 21,095
Per Capita Income $ 27,445 $ 47,473 $ 54,694 $ 61,091
Median Household Income $ 55,246 $ 77,261 $ 87,294 $ 95,033
Average Household Income $ 73,269 $ 117,061 $ 123,983 $ 131,737
Average Household Size 2.63 2.44 2.27 2.23
Median Age 35 40 42 43
Annual Percent Change
TRENDS 1990 - 2000 2000 - 2006 2006 - 2011
Population 1.30 % 0.32 % 0.48 %
Households 197 1.51 1.45
Families 1.09 1.50 143
Median Household Income 3.41 2.06 1.71
Average Household Income 4.80 0.96 1.22
1990 Census 2000 Census 2006 Estimated 2011 Projected

HOUSEHOLDS BY INCOME Number  Percent Number  Percent Number  Percent Number Percent
Less than $15,000 1,759 8.0 % 1,387 52 % 1,178 4.0 % 1,168 3.7 %
$15,000 - $24,999 2,306 104 1,556 5.8 1,567 5.3 1,571 5.0
$25,000 - $34,999 2,553 11.6 2,305 8.6 2,053 7.0 2,084 6.6
$35,000 - $49,999 4,017 18.2 3,424 12.8 3,249 11.1 3,081 9.8
$50,000 - $74,999 4,923 22.3 5,214 19.4 5,126 175 5,051 16.0
$75,000 - $99,999 2,513 114 4,025 15.0 4,168 14.2 4,324 13.7
$100,000 - $149,999 2,027 9.2 4,071 15.2 5,359 18.2 6,040 19.1
$150,000 + 1,971 8.9 4,865 18.1 6,666 22.7 8,239 26.1
POPULATION BY AGE Number  Percent Number  Percent Number  Percent Number Percent
<19 16,248 275 % 17,867 26.6 % 17,292 252 % 17,450 24.8 %
20-24 3,367 5.7 2,940 4.4 2,652 3.9 2,784 4.0
25-34 9,581 16.2 8,180 12.2 7,231 10.5 6,454 9.2
35-44 11,207 18.9 11,855 17.6 11,153 16.3 10,510 15.0
45-54 8,284 14.0 11,664 17.3 12,772 18.6 12,832 18.3
55-64 5,044 8.5 7,059 10.5 9,626 14.0 11,479 16.3
65-74 3,184 5.4 4,070 6.0 4,213 6.1 5,272 7.5
75-84 2,241 3.8 2,648 3.9 2,472 3.6 2,373 34
85+ NA NA 1,011 15 1,169 1.7 1,081 15
RACE AND ETHNICITY Number  Percent Number  Percent Number  Percent Number Percent
White 57,391 97.0 % 63,179 93.9 % 60,206 87.8 % 58,062 82.7 %
Black 583 1.0 1,376 2.0 3,462 5.0 5,522 7.9
Native American 149 0.3 163 0.2 245 0.4 280 0.4
Asian/Pacific Islander 899 15 1,531 2.3 2,796 4.1 4,029 5.7
Other Races 136 0.2 1,047 1.6 1,872 2.7 2,342 3.3
Hispanic (Any Race) 478 0.8 1,089 1.6 1,709 25 2,272 3.2

Source: U.S. Census, Scan/US, Inc. and McComb Group, Ltd.




Table 22

BEE MeComb
000 Group, Ltd. DEMOGRAPHIC AND INCOME SNAPSHOT
Wayzata Shopping Goods Trade Area 9/7/2007
SNAPSHOT 1990 Census 2000 Census 2006 Estimated 2011 Projected
Population 155,165 181,380 186,915 190,907
Households 57,616 69,926 77,247 82,745
Families 42,393 49,183 54,444 58,408
Per Capita Income $ 24,184 $ 42,034 $ 48,460 $ 54,531
Median Household Income $ 51,598 $ 76,750 $ 87,236 $ 95,172
Average Household Income $ 65,031 $ 107,928 $ 115,359 $ 123,685
Average Household Size 2.67 2.56 2.38 2.31
Median Age 34 39 40 42
Annual Percent Change
TRENDS 1990 - 2000 2000 - 2006 2006 - 2011
Population 157 % 0.50 % 0.42 %
Households 1.96 1.67 1.38
Families 1.50 1.71 1.42
Median Household Income 4.05 2.16 1.76
Average Household Income 5.20 1.12 1.40
1990 Census 2000 Census 2006 Estimated 2011 Projected
HOUSEHOLDS BY INCOME Number  Percent Number  Percent Number  Percent Number Percent
Less than $15,000 4,612 8.0 % 3,477 5.0 % 3,136 4.1 % 3,160 3.8 %
$15,000 - $24,999 6,041 10.5 4,123 5.9 3,850 5.0 3,781 4.6
$25,000 - $34,999 7,118 124 5,430 7.8 5,005 6.5 5,132 6.2
$35,000 - $49,999 11,457 19.9 8,887 12.7 8,281 10.7 7,750 9.4
$50,000 - $74,999 13,784 23.9 13,522 19.3 13,369 17.3 13,072 15.8
$75,000 - $99,999 6,428 11.2 11,565 16.5 11,467 14.8 11,426 13.8
$100,000 - $149,999 4,470 7.8 11,758 16.8 15,868 20.5 17,768 215
$150,000 + 3,649 6.3 11,163 16.0 16,271 21.1 20,655 25.0
POPULATION BY AGE Number  Percent Number  Percent Number  Percent Number Percent
<19 44,184 285 % 52,103 28.7 % 51,207 274 % 51,377 26.9 %
20-24 9,181 5.9 7,752 4.3 7,238 3.9 7,625 4.0
25-34 28,116 18.1 21,701 12.0 19,519 10.4 17,566 9.2
35-44 29,565 19.1 34,414 19.0 32,576 17.4 30,425 15.9
45-54 19,699 12.7 30,986 17.1 34,587 18.5 34,879 18.3
55-64 12,204 7.9 16,788 9.3 23,284 125 28,080 14.7
65-74 7,610 4.9 9,756 5.4 10,421 5.6 13,150 6.9
75-84 4,612 3.0 5,968 3.3 5,756 3.1 5,619 2.9
85+ NA NA 1,912 1.1 2,326 1.2 2,185 1.1
RACE AND ETHNICITY Number  Percent Number  Percent Number  Percent Number Percent
White 150,592 97.1 % 170,740 94.1 % 164,787 88.2 % 158,795 83.2 %
Black 1,430 0.9 2,925 1.6 8,479 45 13,951 7.3
Native American 397 0.3 399 0.2 630 0.3 728 0.4
Asian/Pacific Islander 2,360 15 4,484 25 7,961 4.3 11,196 5.9
Other Races 386 0.2 2,833 1.6 5,058 2.7 6,238 3.3
Hispanic (Any Race) 1,314 0.8 2,595 14 4,153 2.2 5,478 2.9

Source: U.S. Census, Scan/US, Inc. and McComb Group, Ltd.
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Minneapolis-St. Paul MSA

DEMOGRAPHIC AND INCOME SNAPSHOT

9/7/2007

SNAPSHOT 1990 Census 2000 Census 2006 Estimated 2011 Projected
Population 2,537,677 2,968,806 3,183,477 3,351,906
Households 959,070 1,136,615 1,294,208 1,422,203
Families 648,159 744,303 850,619 937,431
Per Capita Income $ 16,667 $ 26,641 $ 31,907 $ 35,977
Median Household Income $ 37,650 $ 54,601 $ 62,601 $ 68,762
Average Household Income $ 43,726 $ 67,713 $ 76,477 $ 82,628
Average Household Size 2.59 2.56 241 231
Median Age 32 34 36 37
Annual Percent Change
TRENDS 1990 - 2000 2000 - 2006 2006 - 2011
Population 1.58 % 1.17 % 1.04 %
Households 171 2.19 1.90
Families 1.39 2.25 1.96
Median Household Income 3.79 2.30 1.90
Average Household Income 4.47 2.05 1.56
1990 Census 2000 Census 2006 Estimated 2011 Projected

HOUSEHOLDS BY INCOME Number Percent Number Percent Number Percent Number Percent
Less than $15,000 158,154 16.5 % 104,519 9.2 % 99,435 7.7 % 99,550 7.0 %
$15,000 - $24,999 145,153 15.2 104,638 9.2 101,157 7.8 100,102 7.0
$25,000 - $34,999 151,215 15.8 125,123 11.0 120,082 9.3 125,439 8.8
$35,000 - $49,999 206,404 21.6 179,335 15.8 178,898 13.8 173,236 12.2
$50,000 - $74,999 188,607 19.7 265,330 23.3 281,435 21.7 284,103 20.0
$75,000 - $99,999 59,767 6.2 165,629 14.6 205,089 15.8 233,665 16.4
$100,000 - $149,999 30,647 3.2 124,954 11.0 197,859 15.3 251,556 17.7
$150,000 + 17,256 1.8 67,087 5.9 110,253 8.5 154,552 10.9
POPULATION BY AGE Number Percent Number Percent Number Percent Number Percent
<19 737,005 29.0 % 873,680 29.4 % 885,026 278 % 902,003 26.9 %
20-24 193,287 7.6 193,790 6.5 216,341 6.8 227,434 6.8
25-34 510,323 20.1 457,105 15.4 439,470 13.8 434,959 13.0
35-44 414,646 16.3 528,024 17.8 510,905 16.0 477,556 14.2
45-54 252,397 9.9 405,724 13.7 489,259 15.4 528,477 15.8
55-64 180,054 7.1 225,540 7.6 322,787 10.1 407,161 12.1
65-74 138,743 55 145,808 49 168,199 53 219,774 6.6
75-84 111,076 4.4 100,485 3.4 103,852 3.3 108,114 3.2
85+ NA NA 38,650 1.3 47,638 15 46,428 14
RACE AND ETHNICITY Number Percent Number Percent Number Percent Number Percent
White 2,342,781 923 % 2,556,851 86.1 % 2,660,079 83.6 % 2,737,139 81.7 %
Black 90,055 35 157,963 5.3 205,332 6.4 243,820 7.3
Native American 24,248 1.0 21,590 0.7 18,686 0.6 16,587 0.5
Asian/Pacific Islander 65,582 2.6 124,025 4.2 171,567 5.4 210,660 6.3
Other Races 15,011 0.6 108,377 3.7 127,813 4.0 143,700 43
Hispanic (Any Race) 37,820 15 99,121 3.3 145,501 4.6 180,608 5.4

Source: U.S. Census, Scan/US, Inc. and McComb Group, Ltd.




Department of Commerce. Future purchasing power estimates are expressed in constant 2006
dollars and reflect projected household growth. Household growth is based on the analysis
described earlier in this chapter.

Purchasing power is based on the number of trade area households adjusted to reflect income
characteristics. Purchasing power, for the purpose of this analysis, includes retail categories that
are characteristics of tenants that could be located in Wayzata. Estimated retail purchasing
power summary tables for the Wayzata trade areas for 2006, 2010, 2015, 2020 and 2025 are
shown in Table 24. The purchasing power estimates used in this analysis are condensed from the
full purchasing power tables, which are contained in a separate Appendix. These estimates
represent the potential dollar sales for a broad range of retail stores generated by residents of
each trade area.

Total purchasing power for Wayzata’s convenience trade area was estimated at $1.2 billion in
2006 and is expected to increase to almost $2.0 billion by 2025, an annual growth rate of 2.9
percent in constant 2006 dollars. Purchasing power for shopping goods in this trade area is
expected to increase from $333.7 million in 2006 to $375.2 million in 2010, further increasing to
almost $570.4 million by 2025. Food service and drinking purchasing power for this trade area
was $120.2 million in 2006, estimated to increase to $135.1 million in 2010 and potentially to
$205.4 million by 2025.

Table 24

WAYZATA CONVENIENCE AND SHOPPING GOODS TRADE AREAS
RETAIL PURCHASING POWER; 2006 TO 2025
(In Thousands of Dollars)

Merchandise Category 2006 2010 2015 2020 2025
Convenience Trade Area
Shopping Goods $ 333,731 $ 375,182 $ 432,700 $ 497,719 $ 570,387
Food Service & Drinking 120,152 135,074 155,782 179,192 205,354
Convenience Goods 235,200 264,417 304,951 350,773 401,984
Gasoline Service Stations & Convenience 92,149 103,595 119,475 137,428 157,492
Other Stores 376,842 423,651 488,595 562,017 644,067
Total $1,158,074 $1,301,919 $1,501,503 $1,727,129 $1,979,284
Shopping Goods Trade Area
Shopping Goods $ 885,611 $ 993,110 $1,143,674 $1,315,724 $1,512,806
Food Service & Drinking 318,840 357,544 411,749 473,693 544,649
Convenience Goods 624,147 699,905 806,018 927,275 1,066,173
Gasoline Service Stations & Convenience 244,532 274,213 315,787 363,295 417,711
Other Stores 1,000,014 1,121,398 1,291,415 1,485,692 1,708,237
Total $3,073,144 $3,446,170 $3,968,643 $4,565,679 $5,249,576

Source: McComb Group, Ltd.

Wayzata’s shopping goods trade area purchasing power is increasing at a 2.9 percent annual
growth rate, increasing from a total purchasing power of $3.1 billion in 2006 to $5.2 billion by
2025. Shopping goods purchasing power, estimated at $885.6 million in 2006, is anticipated to
increase to over $993.1 million in 2010, expanding to over $1.5 billion by 2025. Estimates
indicate that food service and drinking purchasing power was $318.8 million in 2006 and is
likely to increase to $357.5 million in 2010. By 2025, food service and drinking purchasing
power will exceed $544.6 million.
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Chapter V
DOWNTOWN WAYZATA SALES POTENTIAL

Downtown Wayzata’s retail area is facing many challenges as identified in the Summary of
Findings. There are many factors that support the changes that are necessary to update the retail
area. Factors that support these changes and new development include:

e Household income in the City of Wayzata was estimated at $158,112 in 2006.

e Shopping goods trade area household income in 2006 was estimated at $115,359 and
is projected to increase to $123,685 in 2011. This is the highest average household
income of any trade area in Minnesota.

e Wayzata has a real downtown overlooking Lake Minnetonka -- a setting that is
unique for a shopping area.

e In 2011, almost half (46.5 percent) of the shopping goods trade area households are
expected to have household income above $100,000. This represents 38,423
households.

e Wayzata shopping goods trade area is expected to have 20,655 households with
incomes above $150,000 in 2011.

e Wayzata shopping goods trade area population is highly educated with 46.3 percent
of the population having college degrees and 16.9 percent having graduate degrees in
2006.

Wayzata’s favorable trade area demographic characteristics will be attractive to retailers that can
bring retail stores that trade area residents are now visiting at other comparable shopping areas in
the Twin Cities and shopping centers outside Minnesota.

Retail Sales

Future sales potential is based on market share that can be achieved by Wayzata merchants
taking into consideration trade area households, future growth and potential competitive
developments. Market share estimates for Wayzata are based on analysis conducted as a part of
this engagement, 1997 and 2002 retail and service sales in Wayzata and McComb Group
knowledge of the Twin Cities retail market.

Retail sales in Wayzata increased from $300.1 million in 1997 to $314.5 million in 2002,
according to U.S. Census of Retail Trade, as shown in Table 25. This represented an annual
average increase of 0.9 percent, indicating that in current dollars retail sales in Wayzata declined
during that five-year period. There were, however, significant differences in sales performance
within individual categories. Categories that registered increases in sales include clothing and
accessories stores (6.8 percent annually), building material and garden equipment stores (4.6
percent annually), and men’s clothing stores (4.5 percent annually). Sales declines were
recorded by grocery stores, specialty food stores, food service, furniture and home furnishings
stores, and other shopping goods stores. Retail establishments in Wayzata declined from 99 in
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1997 to 79 in 2002, a decline of 20 percent. This explains the overall sluggish retail sales
performance between 1997 and 2002.

Table 25
WAYZATA RETAIL SALES: 1997 AND 2002

1997 2002 Growth
Store Type Number Dollars Number Dollars Rate
CONVENIENCE
Food and beverage stores 8 4
Grocery Stores $ 33,772 $ 19,060 (10.8)
Specialty food stores 6 8,245 3 4,785 (10.3)
Health and personal care stores 9 7,931 8 8,023 02 %
FOOD SERVICE
Food services & drinking places
Full Service Eating Places D $ 14,886 D $ 13,636 1.7) %
Limited Service Eating Places 12 11,398 12 10,444 a.7)
GASOLINE/CONVENIENCE
Gasoline stations 5 $ 13,716 5 $ 13,831 02 %
SHOPPING GOODS
Clothing and clothing accessories stores 25 $ 22,111 20 $ 30,780 6.8 %
Clothing Stores 21 D 17 27,804
Mens clothing stores 3 2,550 3 3,185 45
Children's and infants' clothing stores 3 1,438 2 D
Family clothing stores D D 3 D
Furniture and home furnishings stores 10 5,526 9 5,208 1.2)
Furniture stores D D 3 2,580
Home furnishings stores 8 D 6 2,628
Other home furnishings stores 6 3,616 4 D
Electronics and appliance stores 4 2,621 4 3,669 7.0
Computer and software stores 1 D D D
Camera and photographic supplies stores 1 D 1 D
OTHER SHOPPING GOODS
Office supplies, stationery and gift stores 9 D 5 $ 2,719
Office supplies and stationery stores 1 D
Sporting goods, hobby, book and music stores 13 $ 10,369 8 8,648 (3.6) %
Sporting goods, hobby and musical instrument stores 10 8,046 5 6,438 (4.4)
Sporting goods stores 5 4,410 D D
General-line sporting goods stores 3 D 1 D
Hobby, toy and game stores 3 D D D
Book, periodical and music stores 3 2,323 3 2,210 (1.0
Book stores and news dealers 2 D 2 D
Specialty book stores 1 1
Gift, novelty, and souvenir stores 8 4,059 D D
Used merchandise stores D D 3 948
Other miscellaneous store retailers 3 828 D D
Miscellaneous store retailers 16 6,196 12 D
Building material and garden equipment and supplies dealers 3 4,347 4 5,434 4.6
Paint and wallpaper stores 1 D D D
Motor vehicle and parts dealers 6 165,875 4 178,990 15
Automobile dealers 3 D 2 D
New car dealers D D 2 D
Other motor vehicle dealers 1 D D D
TOTAL 99 $300,145 79 $ 314,527 09 %

D: Suppressed by U.S. Census Bureau.
Source: U.S. Census Bureau and McComb Group, Ltd.
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Service establishments, on the other hand, have recorded increases in sales between 1997 and
2002, as shown in Table 26. Services sales have increased at a rate faster than inflation in
personal care services, dry cleaning and laundry services, and repair and maintenance.

Table 26
WAYZATA SERVICES SALES: 1997 AND 2002

1997 2002 Growth
Store Type Number Dollars Number Dollars Rate
SERVICES
Personal care services 12 $ 3,442 12 $ 4,960 76 %
Beauty shops 11 D 11 D
Personal & laundry services D 6,569 D 9,285 7.2
Drycleaning & laundry serivces 4 1,714 2 2,187 5.0
Repair & Maintenance 8 3,645 8 4,436 4.0
Automotive repair & Maintenance 4 3,030 3 3,098 0.4
Personal & household goods repair & maintenance D D D 1,338
Other automotive repair & maintenance 1 D 1 D
Carwashes 1 D 1 D
Total 28 N/A 25 N/A
HEALTH CARE
Ambulatory health care
Offices of physicians 14 10,386 11 21,700 159 %
Offices of dentists 20 9,497 19 15,858 10.8
Offices of other health practitioners 5 1,080 5 2,615 19.3
Total 39 $ 20,963 35 $ 40,173 139 %

D: Suppressed by U.S. Census Bureau.
Source: U.S. Census Bureau and McComb Group, Ltd.

In the health care category, sales have increased from $21.0 million in 1997 to $40.2 million in
2002. About half of these sales are accounted for by offices of physicians, which have increased
at an average annual rate of 15.9 percent, and offices of dentists have increased at an annual rate
of 10.8 percent.

During the period 1997 to 2002, Wayzata service establishments also declined, as did health care
establishments. While these categories were experiencing increases in sales, the number of
establishments decreased slightly.

Market Share

Market share for Wayzata retail and service establishments in 2002 is estimated in Table 27,
which also contains Wayzata retail and service sales for 2002. Purchasing power was calculated
for 2002 by McComb Group. Retail sales derived from Wayzata’s trade areas were estimated for
each retail category to determine trade area sales and market share as a percent of purchasing
power. Using liquor stores as an example, retail sales were about $1.9 million with 85 percent of
the sales from the primary trade area. This results in trade area sales of $1.6 million, which is
8.8 percent of estimated purchasing power of $17.8 million. Market share for liquor stores,
grocery stores, health and personal care stores, and gasoline stations are based on convenience
trade area purchasing power. Market share for these four categories range from 8.8 percent to
14.7 percent, a very narrow range.
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Table 27

WAYZATA RETAIL AND SERVICES MARKET SHARE: 2002

(In Thousands of Dollars)

Trade Trade
Purchasing Retail Area Area Market
Store Type Power Sales Percent Sales Share
CONVENIENCE
Grocery Stores $ 134,377 $ 19,060 85 % $ 16,201 12.1
Specialty food stores 8,380 4,785 80 3,828 45.7
Health and personal care stores 46,508 8,023 85 6,820 14.7
Liquor Stores 17,821 1,854 85 1,576 8.8
FOOD SERVICE
Full Service Eating Places $ 125,955 $ 13,636 80 % $ 10,909 8.7
Limited-service eating places 92,942 10,444 95 9,922 10.7
GASOLINE/CONVENIENCE
Gasoline stations $ 81,781 $ 13,831 85 % $ 11,756 144
SHOPPING GOODS
Clothing and clothing accessories stores $ 108,146 $ 30,780 70 % $ 21,546 19.9
Clothing Stores 92,943 27,804 70 19,463 20.9
Mens clothing stores 4,571 3,185 65 2,070 45.3
Furniture and home furnishings stores 86,594 5,208 80 4,166 4.8
Furniture stores 43,424 2,580 80 2,064 4.8
Home furnishings stores 20,315 2,628 80 2,102 10.3
Electronics and appliance stores 79,737 3,669 80 2,935 3.7
Other Shopping Goods
Office supplies, stationery and gift stores $ 55,613 $ 2,719 80 % $ 2,175 3.9
Sporting goods, hobby, book and music stores -
Sporting goods, hobby and musical instrument stores 45,202 6,438 80 5,150 114
Book, periodical and music stores 10,412 2,210 80 1,768 17.0
Used merchandise stores 4,825 948 80 758 15.7
Building material and garden equipment 21,778 5,434 80 4,347 20.0
Motor vehicle and parts dealers -
Automobile dealers 591,428 171,118 50 85,559 14.5
Other motor vehicle dealers 46,471 7,872 50 3,936 8.5
SERVICES
Personal care services $ 10,456 $ 4,960 85 % $ 4216 40.3
Drycleaning & laundry services 2,259 2,187 90 1,968 87.1
Repair & maintenance 29,949 4,436 90 3,992 13.3
Automotive repair & maintenance 12,570 3,098 90 2,788 22.2
Personal & household goods repair & maintenance 1,712 1,338 90 1,204 70.3
HEALTH CARE
Ambulatory health care $ 77,422 $ 40,173 85 % $ 34,147 44.1
Offices of physicians 45,506 21,700 85 18,445 40.5
Offices of dentists 16,760 15,858 85 13,479 80.4
Offices of other health practitioners 10,437 2,615 85 2,223 21.3

Source: U.S. Census Bureau and McComb Group, Ltd.
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Market share in the shopping goods category has a far broader range, which is related to the
number of stores represented in each category. Clothing and clothing accessories stores recorded
sales of $30.8 million with $21.5 million being derived from the trade area for a market share of
19.9 percent. Men’s clothing stores achieved a 45.3 percent market share. Furniture and home
furnishings stores achieved a market share of 4.8 percent. In the other shopping goods category,
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market share ranged from 11.4 percent to 17.0 percent in book and periodical store category.
Building material and garden equipment stores recorded a 20 percent market share; while
automobile dealers achieved 14.5 percent.

Market share in the service categories ranged from a low of 13.3 percent in repair and
maintenance to a high of 87.1 percent in dry cleaning and laundry services. Health care market
share ranged from 21.3 percent in offices of other health practitioners to 80.4 percent in offices
of dentists. The above analysis demonstrates that Wayzata service and health care
establishments are achieving solid market share performance. In the convenience category,
market shares of about 15 percent are reasonable given the competition from surrounding retail
areas. Some of the shopping goods categories, such as menswear, are achieving very high levels
of market share, while other categories are achieving much lower market share, indicating an
opportunity for improvement. Based on sales performance in other categories, it appears that
food service sales could also be increased.

Table 28

CITY OF WAYZATA
MARKET SHARE AND TRADE AREA SALES

Trade
Market Area
Store Type Share Sales
Convenience Goods
Supermarkets 20 % 85 %
Other Food Stores 25 85
Drug & Proprietary 20 85
Liquor 12 85
Hardware Stores 15 85
Other Convenience Stores 20 85
Food Service 15 % 65-70 %
Gasoline/Convenience Stores 15 % 70 %
Shopping Goods
Apparel & Accessories 20-50 % 65 %
Furniture & Home Furnishings 15 65
Electronics & Appliances Stores 15 70
Other Shopping Goods 20 65
Other Retail Stores
Building Materials 25 % 85 %
Auto Parts & Accessories 15-20 85
Services 15-80 % 85 %
Health Care 25-75 % 85 %

Source: McComb Group, Ltd.

Retail and service sales potential for Wayzata retail areas is based on market share that can be
achieved taking into consideration past trends in Wayzata, trade area households, future growth,
and potential competitive developments. Market share estimates are based on analysis
conducted as part of this engagement, McComb Group’s knowledge of the Twin Cities area
retail market, and analysis contained in Table 28. Market share was estimated for each retail and
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service category taking into consideration past market share performance, trade area size,
competitive store locations, and industry experience. Trade area market share by store type is
shown in Table 28. Using the convenience goods category as an example, market share is
estimated at 12 to 25 percent with 85 percent of the sales derived from the primary trade area.
Food service market share is estimated at 15 percent with 65 to 70 percent of the sales being
derived from the primary trade area. In the shopping goods category, market share ranges from
15 to 50 percent depending on store category. In the shopping goods category, most stores are
estimated to derive 65 percent of their sales from the trade area, with the exception of electronics
and appliance stores. Market share in services and health care are estimated at 15 to 80 percent
with 85 percent of the sales from the trade area.

Sales Potential

Estimated retail and service space demand is a two-step process. Sales potential for each retail
or service category is estimated first to determine if retail sales are sufficient to support a store.
Next, store size is determined based on sales productivity and typical store size for each
category. This methodology is illustrated for 2010 in Tables 29 and 30. These tables use
convenience goods stores as an example to illustrate how supportable square footage of retail
stores and services is determined.

Using liquor stores as an example, resident purchasing power in 2010 is estimated at $22.6
million as shown in Table 29. Market share of 12 percent results in $2.7 million in trade area
sales. Adding inflow sales of $478,000, results in total estimated sales of about $3.2 million.
Estimated sales potential is about $12.3 million for drug stores and $1.6 million for hardware
stores. The same approach is used for other retail and service categories. Sales potential for
other retail stores and services is contained in the Appendices (under separate cover).

Table 29

CITY OF WAYZATA CONVENIENCE GOODS STORES
RETAIL PURCHASING POWER, MARKET SHARE AND SALES POTENTIAL; 2010
BY MERCHANDISE CATEGORY

(In Thousands of Dollars)

Resident Estimated Trade Trade Estimated
Purchasing Market Area Area Other Total
Merchandise Category Power Share Sales Percent Shoppers Sales
CONVENIENCE GOODS
Other Convenience Goods
Drug & proprietary stores $ 52,224 20.0% $ 10,445 85% $ 1,843 $ 12,288
Hardware 9,029 15.0 1,354 85 239 1,593
Liquor 22,574 12.0 2,709 85 478 3,187
Florist 4,393 25.0 1,098 85 194 1,292
Food/health supplement stores 1,464 25.0 366 85 65 431

Source: McComb Group, Ltd.
Supportable square footage of drug stores is 23,400, which is equivalent to two drug stores

indicating Wayzata could support a second drug store. This, however, would be dependent on
Wayzata having a site that met the drug store’s site criteria.
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Supportable GLA for liquor stores is based on sales potential of $3.2 million divided by $375 per
square foot, resulting in supportable square footage of 8,500 square feet, as shown in Table 30.
The last column in this table contains the median store size from Dollars & Cents of Shopping
Centers, published by the Urban Land Institute, for each store type. Median store size indicates
a typical size for a store in each retail category. To the extent that supportable square footage is
about the same as the median store size or larger, sales potential exists to support that store type.
Complete tables showing supportable square footage by retail and service category for each
target year are contained in the Appendices.

Table 30

CITY OF WAYZATA CONVENIENCE GOODS STORES
RETAIL SALES POTENTIAL AND SUPPORTABLE SPACE; 2010
BY MERCHANDISE CATEGORY

Estimated
Sales Sales/ Supportable Median
Category Potential Sqg. Ft. Square Feet Store Size
CONVENIENCE GOODS
Other Convenience Goods
Drug & proprietary stores $ 12,288,000 $ 525 23,406 11,153
Hardware 1,593,000 185 8,611 7,857
Liquor 3,187,000 375 8,499 3,850
Florist 1,292,000 225 5,742 1,700
Food/Health Supplement Stores 431,000 275 1,567 1,400

Source: McComb Group, Ltd.

Store types and median store sizes used in this analysis are based on current retail formats and
store size. Recent trends have been for many store types to increase in size to accommodate a
larger selection of merchandise and increase customer attraction.

Retail gross leasable area (GLA) supported by estimated sales potential for each retail store
category is based on estimated sales per square foot (in 2007 dollars) by store type. Sales per
square foot estimates are derived from median store sales per square foot for each tenant type
contained in Dollars & Cents of Shopping Centers, and have been increased to reflect sales per
square foot in 2006. Supportable GLA is calculated by dividing sales potential by sales per
square foot. This analysis was used to provide an estimate of the supportable square footage in
each retail store category.

Retail Potential

Wayzata’s trade areas have the potential to support more retail space than can be accommodated
by the existing retail areas. This creates the enviable situation where developers and building
owners can choose from a wide variety of businesses to occupy their space.

Estimated Wayzata sales potential and support square feet by retail store type for shopping goods
is contained in Table 31. In almost every category, supportable space exceeds the median store
size. There are some shoe and luggage categories where median store size is larger than
supportable square feet.
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CITY OF WAYZATA SHOPPING GOODS STORES

Table 31

RETAIL SALES POTENTIAL AND SUPPORTABLE SPACE; 2010

BY MERCHANDISE CATEGORY

Estimated
Sales Sales/ Supportable Median
Category Potential Sq. Ft. Square Feet Store Size
SHOPPING GOODS
Apparel & Accessories
Clothing Stores
Mens and boys $ 4,472,000 $ 280 15,971 4,275
Womens clothing 15,131,000 300 50,437 2,350
Children's & infant 3,652,000 350 10,434 3,720
Family clothing 35,826,000 375 95,536 4,850
Clothing accessories stores 1,217,000 435 2,798 1,125
Other clothing stores 4,695,000 325 14,446 2,725
Shoe Stores
Men's $ 354,000 $ 525 674 1,100
Women's 428,000 375 1,141 1,600
Children's & infant 198,000 400 495 1,200
Family shoe stores 3,378,000 325 10,394 2,250
Athletic footwear 1,591,000 350 4,546 3,750
Furniture & Home Furnishings
Furniture $ 12,746,000 $ 400 31,865 2,400
Floor coverings 6,485,000 225 28,822 3,600
Window treatment stores 298,000 210 1,419 1,200
All other home furnishings stores 5,963,000 300 19,877 4,500
Electronics & Appliances Stores
Household appliance stores $ 3,599,000 $ 275 13,087 4,200
Radio, tv & electronics stores 16,957,000 350 48,449 3,150
Computers & Software 4,776,000 1,000 4,776 1,350
Other Shopping Goods
Sporting goods $ 12,720,000 $ 270 47,111 4,600
General Line Sporting Gds. 5,466,000 270 20,244 4,600
Specialty Line Sporting Gds. 7,255,000 270 26,870 4,600
Book stores & newsdealers 4,074,000 250 16,296 3,700
Office supplies & stationery stores 21,765,000 250 87,060 4,344
Stationery Stores and Office Supply 19,082,000 375 50,885 1,050
Musical Instrument & Supplies 2,683,000 240 11,179 7,300
Jewelry stores 6,857,000 950 7,218 1,250
Hobby, toy & game 4,969,000 350 14,197 2,750
Camera & photographic supply 2,286,000 475 4,813 1,475
Gift, novelty & souvenirs 6,360,000 250 25,440 2,800
Luggage & leather goods 397,000 300 1,323 1,900
Sewing, needlework & piece goods 2,485,000 150 16,567 12,400
Pet stores 3,677,000 300 12,257 2,700
Art dealers 894,000 325 2,751 1,400
Optical goods stores 2,982,000 350 8,520 1,500
Pre-Recorded Tapes, Compact Discs 1,800,000 275 6,545 4,100
Cosmetics, beauty supplies & perfume 1,946,000 520 3,742 1,500
All other health & personal care 3,677,000 275 13,371 1,650

Source: McComb Group, Ltd.
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In most convenience goods categories, shown in Table 32, supportable square footage is also
larger than median store size. The same is true of the services and health care categories shown
in Table 33.

These estimates of supportable square feet are likely to be understated due to the high trade area
household income. Also, there are likely to be a large proportion of high income and asset
households where there are few constraints on discretionary spending. These estimates include
existing stores in Wayzata. The square feet in each category need to be considered when adding
new stores. If building owners pay attention to having a balanced merchandise mix, this should
not be a constraint. The market analysis indicates market support for the retail component of
Wayzata Bay as well as any other remerchandising and re-tenanting that is considered in the
future.
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Table 32

CITY OF WAYZATA CONVENIENCE AND OTHER RETAIL STORES
RETAIL SALES POTENTIAL AND SUPPORTABLE SPACE; 2010

BY MERCHANDISE CATEGORY

Estimated
Sales Sales/ Supportable Median
Category Potential Sq. Ft. Square Feet Store Size
CONVENIENCE GOODS
Food Stores
Grocery stores $ 40,052,000 $ 490 81,739 42,228
Supermarkets 39,276,000 490 80,155 45,946
Convenience food 969,000 300 3,230 2,000
Specialty food stores
Meat Markets $ 1,045,000 $ 225 4,644 2,300
Fish & Seafood Markets 380,000 250 1,520 2,200
Fruit & Vegetable Markets 665,000 200 3,325 2,000
Other Specialty Food Stores 1,045,000 225 4,644 2,000
Baked Goods 380,000 575 661 1,800
Confectionery and Nut Stores 285,000 500 570 1,200
All Other Specialty Food Stores 380,000 365 1,041 1,800
Other Convenience Goods
Drug & proprietary stores $ 12,288,000 $ 525 23,406 11,153
Hardware 1,593,000 185 8,611 7,857
Liquor 3,187,000 375 8,499 3,850
Florist 1,292,000 225 5,742 1,700
Food/Health Supplement Stores 431,000 275 1,567 1,400
Food Service & Drinking Places
Food Service
Full-service restaurants $ 36,969,000 $ 450 82,153 5,800
Limited service restaurants 25,331,000 550 46,056 1,000
Cafeterias 0 235 0 10,000
Snack & beverage places
Ice Cream & Soft Serve 830,000 625 1,328 650
Frozen Yogurt 93,000 600 155 550
Doughnut Shops 1,107,000 625 1,771 625
Bagel Shops 554,000 600 923 600
Coffee Shops 1,569,000 410 3,827
Cookie Shops 93,000 450 207 600
Other Snack Shops 1,016,000 450 2,258 650
Gasoline Svs Stations/Conv.
Gas/Convenience food stores $ 19,924,000 $ 1,350 14,759 2,400
Other Gas Stations & Truck Stops 2,274,000 875 2,599 2,000
OTHER RETAIL STORES
Building Materials & Garden Supplies
Building materials & supplies stores
Paint, glass & wallpaper $ 3,783,000 $ 225 16,813 3,500
Motor Vehicles & Parts Dealers
Auto parts, accessories & tires
Auto parts & accessories stores 2,175,000 200 10,875 6,500
Tire dealers 1,808,000 200 9,040 2,500

Source: McComb Group, Ltd.
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Table 33

CITY OF WAYZATA SERVICES AND HEALTH CARE
SALES POTENTIAL AND SUPPORTABLE SPACE; 2010

BY SERVICES CATEGORY

Estimated
Sales Sales/ Supportable Median
Category Potential Sq. Ft. Square Feet Store Size
Personal Care Services
Barber shops $ 191,000 $ 200 955 725
Beauty Shops 6,081,000 250 24,324 1,200
Nail salons 353,000 225 1,569 975
Diet & weight reducing services 272,000 150 1,813 1,900
Drycleaning & Laundry Services
Drycleaning & laundry services (except coin-op.) $ 2,693,000 $ 150 17,953 1,600
Other Personal Services
One Hour Photo Finishing $ 149,000 $ 375 397 800
Child Day Care Services 2,905,000 N/A N/A 5,000
Funeral Homes & Funeral Services 814,000 N/A N/A N/A
Photographic Studios 909,000 275 3,305 1,800
Veteranarian Services 1,819,000 225 8,084 2,200
Pet Care 272,000 75 3,627 1,200
Rental and Leasing
Formalwear & costume rental $ 396,000 $ 254 1,559 1,100
Video tape and disc rental 991,000 200 4,955 6,000
Recreation
Bowling Centers $ 625,000 $ 110 5,682 20,000
Physical fitness facilites 3,041,000 80 38,013 6,500
Professional Services
Offices of real estate agents & brokers $ 9,951,000 $ 300 33,170 2,000
Household Goods Repair
Home & Garden Equipment & Appliance Repair $ 313,000 $ 175 1,789 NA
Reupholstery & furniture repair 218,000 155 1,406 600
Footwear and leather goods repair 27,000 220 123 650
Watch, clock and jewelry repair 54,000 155 348 900
Garment repair and alteration services 41,000 175 234 825
Automotive Repair and Maintenance
General automotive repair $ 4,684,000 $ 200 23,420 NA
Automotive exhaust system repair 122,000 200 610 NA
Automotive transmission repair 299,000 200 1,495 NA
Carburetor repair shops 326,000 200 1,630 NA
Brake, front end & wheel alignment 231,000 200 1,155 NA
Electrical repair shops, motor vehicle 41,000 200 205 NA
Paint or body repair shops 3,326,000 200 16,630 NA
Automotive glass replacement 1,018,000 200 5,090 NA
Automotive oil change & lubrication shops 488,000 200 2,440 NA
Carwashes 611,000 200 3,055 NA
Health Care
Offices of physicians
Offices of physicians (except mental health specialists) $ 29,833,000 $ 285 104,677 1,800
Offices of physicians, mental health specialists 684,000 285 2,400 1,800
Offices of dentists 18,733,000 285 65,730 2,300
Offices of other health practitioners
Offices of chiropractors 1,262,000 250 5,048 1,600
Offices of optometrists 716,000 250 2,864 1,600
Offices of mental health practitioners (except physicians) 565,000 285 1,982 1,800
Offices of physical, occup, & speech therapists & audiologists
Speech therapist & audiologists 108,000 250 432 1,600
Physical & occupational therapists 1,607,000 250 6,428 1,600
Offices of all other health practitioners
Offices of podiatrists 174,000 285 611 1,800
Offices of all other misc. health practitioners 978,000 285 3,432 1,800

Source: McComb Group, Ltd.
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