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EXECUTIVE SUMMARY   
The City of Bellflower is preparing the Downtown Bellflower Station Area Specific   
Plan. The Specific Plan will support transit oriented development (TOD) around the   
proposed Downtown Bellflower Station on the new Eco‐Rapid Transit Line. This   
report analyzes the market demand for retail and office development in the   
Downtown area. It is intended to inform the allowable land uses, development   
standards, and implementation measures in the Specific Plan.    

ANALYSIS FINDS MARKET SUPPORT FOR NEW DEVELOPMENT   
The retail market analysis finds that in the near term, business attraction efforts   
focused on convenience goods and services and restaurants would likely be more   
successful than efforts focused on comparison goods retailers. The analysis   
indicates that market demand could support the development of up to 75,700   
square feet of retail building space over the next five years. If current trends in   
household and employment growth continue, market demand might support up to   
116,000 square feet of new retail building space over 20 years.    
The office market analysis finds that the region’s current office vacancy rate, 9.0   
percent, should indicate demand for new office development. The analysis finds   
that projected growth in office‐based employment could support up to 72,600   
square feet of new office building space over the next ten years if present trends   
continue. With the continued development of Downtown as an experience‐  
oriented shopping destination, and the operation of the new light rail line, the City   
could increase its share of regional office‐based employment, and the 10‐year   
office demand could increase up to 91,900 square feet.   

EXPERIENCE‐ORIENTED FOCUS FOR DOWNTOWN BELLFLOWER   
The report suggests that the Specific Plan should focus on continuing Downtown   
Bellflower’s continued transformation into an experience‐oriented shopping   
district. Experience‐oriented shopping districts are places that provide   
opportunities for socialization—dining, entertainment, and recreation—in a   
pleasant, walkable, pedestrian‐scale environment. These districts attract   
consumers from a larger area, bringing in more outside spending, and are likely to   
be more competitive with e‐commerce than conventional strip centers.   
Continuing to expand and improve Downtown’s role and function as a successful   
experience‐oriented shopping district will contribute to the City’s ability to attract   
the potential retail and office market demand to Downtown Bellflower. In addition,   
an increased number and variety of businesses, especially restaurants, will improve   
the attractiveness of Downtown for office‐based businesses seeking a location that   
assists with attracting and retaining employees. Similarly, an increase in   
employment in the Downtown area would provide daytime spending support for   
restaurants and other retail businesses.   
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DIRECTION FOR THE SPECIFIC PLAN   
To capitalize on the market demand and support the continued transition into an   
experience‐oriented shopping district, the report offers a number of general   
suggestions for the Specific Plan:   

+ Encourage a mix of dining and entertainment, convenience goods, and   
boutique‐scale comparison goods retailers, specifically focusing business   
attraction efforts on specialty food stores, health and personal care stores,   
restaurants, and bars.   

+ Continue to improve the experience of shopping in Downtown in order to   
expand the trade area and attract consumer spending from a larger area.   

+ Capitalize on the experience value of shopping and spending time in   
Downtown and in the planned rail station to attract office‐based businesses.   

The market analysis provides several recommendations that can be incorporated into   
the Specific Plan. The plan should:   

+ Seek to accommodate up to 76,000 to 116,000 square feet of new retail   
building space and up to 73,000 to 92,000 square feet of new office space.   

+ Accommodate sufficient public and on‐site parking for buildout development,   
and plan for easy and comfortable pedestrian connections between parking   
areas and Downtown businesses.   

+ Ensure there are adequate plazas and public spaces for events and activities.   
+ Consider plans for other nearby stations along the Eco‐Rapid Transit Line, and   

plan development in Downtown Bellflower that complements the plans for the   
other stations.   

+ Establish development standards that create and maintain a human‐scale,   
pedestrian‐friendly, architecturally attractive physical environment.   

+ Provide public realm improvements, including bike parking and street lighting   
that encourage a variety of transportation options and sidewalks, street   
furniture, gathering spaces, and landscaping that encourage and facilitate a   
pleasant and relaxing experience.   

In addition to recommendations for incorporation into the Specific Plan, the plan can   
provide a framework for implementation. Specifically, the plan should provide   
direction to:   

+ Form an incentive program for complementary businesses to locate in   
Downtown, similar to the current restaurant incentive program in place.   

+ Expand the quality and quantity of special events.   
+ Support the establishment of a business improvement district, or similar   

entity, that funds and operates public relations and advertising to market   
Downtown Bellflower to residents throughout the subregion.   
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1.0 INTRODUCTION   
1.1 PURPOSE   

The City of Bellflower is preparing a Specific Plan for the Downtown area to   
capitalize on the future development of a Metro light rail line along the former   
Pacific‐Electric corridor and a new station at Bellflower Boulevard. The purpose of   
the market analysis is to provide an understanding of the market forces influencing   
demand for new development and redevelopment in the Downtown area. The   
understanding of market forces, in turn, will influence the types of uses and   
standards for development that the Specific Plan will accommodate and regulate.    

 
 

1.2 PROJECT OVERVIEW   
Comprised of approximately 400 acres, the Specific Plan area covers the   
commercial areas in Downtown Bellflower in addition to some of the surrounding   
residential areas. The former Pacific Electric corridor runs diagonally through the   
plan area from northwest to southeast. Figure 1 depicts the Specific Plan area.    

The majority of the plan area is residential, both single‐family detached housing   
and small‐scale apartments. In the plan area, Bellflower Boulevard is almost   
exclusively commercial, and other commercial uses are along Alondra and   
Boulevard and Flower Street. In addition, the plan area has a wide variety of public   
and quasi‐public uses, including City Hall, the Clifton M. Brakensiek Library, a Los   
Angeles County Courthouse, and a number of parks and schools.   

In addition to the underlying zoning, the City has applied three overlay zoning   
districts—the Bellflower Village Overlay Zone, the Bellflower Village Overlay Zone–  
North, and the Bellflower/Alondra Mixed‐Use Overlay Zone—to portions of the   
plan area. The Specific Plan may augment the regulations and standards imposed   
by these overlay districts and the underlying zoning, or replace them.   

Undertaken in 2015, the North Downtown Bellflower Land Use and Economic Study   
analyzed several sites in Downtown Bellflower and suggested specific possible   
developments for them. That analysis provided cost estimates for the proposed   
developments and possible revenues from those uses. This analysis identifies   
market demand for those uses and provides a framework for the vision of the   
Specific Plan, but does not provide site‐specific development recommendations. A   
summary of the North Downtown Bellflower Land Use and Economic Study is   
provided in the Downtown Bellflower Station Area Specific Plan Existing Conditions   
Report, found under separate cover.    
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The market analysis covers commercial uses, including shopping, dining,   
entertainment, and office‐based professional services. These are the types of   
activities one typically expects in a conventional downtown area. The market   
analysis does not cover residential development—current residential development  
projects and interest from developers pursuing or proposing entitlement of future  
residential development indicate there is current market demand and potential   
market demand going forward. The market analysis also does not cover industrial  
development—industrial uses typically require large areas of land and large   
facilities along with larger roadways and freeway access for trucks, development   
characteristics that conflict with the human‐scale pedestrian‐friendly character of  
the existing Downtown area.   
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Figure 1: Downtown Bellflower Station Area Specific Plan Project Area  
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1.3 MARKET DEMAND DRIVERS   
At the most basic level, net growth is the primary driver for the demand for real   
estate development. The following sections describe net growth as it affects the   
demand for office and retail buildings.    

RETAIL BUILDINGS   
A key element of retail demand is the trade area, the geographic area from which a   
retail business draws most of its customers. For most retail spending, this is the   
area where people live. In dense employment centers this may also include   
consumer spending by those working in the area.   

Net increases in the number of trade‐area households and real growth in a trade   
area’s household income fuel retail spending growth, and hence the demand for   
new retail businesses and buildings. In the absence of these factors, attracting   
consumer spending from other areas (enlarging the trade area) becomes   
paramount.   

OFFICE SPACE   
Net economic growth, typically measured in changes in employment, fuels the   
expansion of existing businesses, the attraction of new businesses, and the creation   
of new businesses. These three avenues to economic growth—expansions,   
attraction, and start‐ups—physically result in the filling of vacant buildings and then   
the development of new buildings.   

The market analysis looks at employment growth in and near the Specific Plan area   
as well as the growth in the larger subregional market area to calculate the demand   
from local growth and the potential to attract office‐based businesses outgrowing   
their current office locations.   
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2.0 RETAIL MARKET DEMAND   
2.1 CURRENT RETAIL MARKET CONDITIONS   

Nationally, retail sales have not fully recovered to pre‐recession highs. Figure 2   
shows inflation‐adjusted retail spending per household for 2000 to 2016. The data   
show that in‐store retail sales per household are still below their average for the   
time period, but that overall retail sales are higher. Non‐store retail, which mainly   
consists of online sales from companies like Amazon, is steadily gaining market   
share and competing with in‐store retail. The amount of total retail spending is   
projected to slowly continue increasing. While the national context is somewhat   
optimistic, it is not as important as local market conditions in driving demand for   
retail space.   

According to CBRE MarketView for Greater Los Angeles Retail, retail vacancy in LA   
County has decreased over the last several years by over one percentage point to   
5.0 percent. High‐income households and strong population growth make the Los   
Angeles basin an attractive place for investors and retail businesses. The average   
asking lease rate per square foot is $2.40 in the Greater Los Angeles area. The Mid‐  
Counties market area (which includes Bellflower) has a slightly higher vacancy rate   
of 5.4 percent and has lower lease rates of $1.98 per square foot. This vacancy rate   
is still low, and indicates a fairly strong retail market.   

 
FIGURE 2: NATIONAL INFLATION‐ADJUSTED RETAIL SPENDING PER HOUSEHOLD, JAN 2000  
TO MAR 2016   
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2.2 TYPES OF RETAIL   
Retail markets can be categorized into two broad groups: convenience goods and   
services, and comparison goods. Table 1 describes the conventional typology for   
retail centers, and the subsequent discussion in this section further describes types   
of retail.   

 
 

Shopping Center Trade   
Area (radius in miles)   

Convenience     <30,000    ½   
Neighborhood    30,000‐100,000  1 ½   
Community   100,000‐450,000  3‐5   
Regional   300,000‐900,000    8   
Superregional  500,000 ‐2 million   12   

Source: Michael D. Beyard et.al., Shopping Center Development Handbook, 3rd. ed., Washington  
D.C.: Urban Land Institute, 1999.   

 

CONVENIENCE GOODS AND SERVICES   
Convenience goods and services are those that people need on a regular basis. For   
these regular purchases, most consumers know where to get what they want,   
whether their discriminator is price, convenience, or quality. Groceries, medicines,   
and hair care are typical convenience goods and services. Because convenience   
goods and services usually have low cost margins and high sales volumes,   
convenience retailers are located throughout an area, close to concentrations of   
households. Convenience goods retailers typically operate in convenience goods   
centers and neighborhood‐scale centers, and they typically draw customers from a   
½‐ to 1½‐mile radius.   

COMPARISON GOODS   
Comparison goods are retail items that consumers purchase less frequently. For   
these purchases, consumers tend to compare goods across brands and across   
retailers. This habit of comparing induces retailers to locate near each other. It also   
promotes larger‐scale retailers who can stock many different brands of similar   
products. Clothing, electronics, and furniture are quintessential comparison goods.   

Because comparison goods have higher cost margins and lower sales volumes and   
because consumers purchase these goods infrequently, comparison goods retailers   
tend to locate close to major transportation corridors that give access to a greater   
number of consumers. These businesses typically locate in community‐scale   
centers and regional‐scale centers, and they draw customers from a 3‐ to 5‐mile   
radius up to an 8‐ to 12‐mile radius, depending on the center’s size and retailer mix.   

 
 

Downtown Bellflower Station Area Specific Plan | Market Demand Analysis  8   

TABLE 1: TYPES OF SHOPPING CENTERS  
Shopping   
Center Type   

Building Size  
Range (sq.ft.)   

   



 
 
 

EATING AND DRINKING PLACES   
Eating and drinking places are a cross between the convenience and comparison   
types. Sometimes consumers are looking for convenience when buying food away   
from home. Fast food and limited‐service restaurants typically satisfy this   
convenience demand. Other times, consumers are looking for higher quality, and   
are willing to travel longer distances and pay more for the cuisine they desire.   

EXPERIENCE‐ORIENTED SHOPPING   
A third, hybrid type of retail is experience‐oriented shopping. In this type of   
shopping, the experience of the trip is of equal if not greater importance than the   
material need for a good or service. The experience’s value may accrue from   
socialization with friends, entertainment, or the quality of the place. Downtowns,   
new town centers, lifestyle centers, and even shopping malls all attempt to   
enhance the shopping experience and provide a mix of businesses and amenities to   
create an enjoyable shopping experience. Because most consumers infrequently   
invest their time in experiential shopping, most are willing to travel further and   
forego quick and easy access for the value of the experience. Experience‐oriented   
shopping is a destination trip and can draw from a community, regional, or even   
superregional trade area, even if it does not offer the commensurate amount of   
retail square footage.   
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SPECIFIC PLAN RETAIL FOCUS   
Currently, Downtown Bellflower functions partly as a convenience goods and   
services district, and partly as an experience‐oriented district. Many of the stores   
sell convenience goods or are restaurants, not unlike a typical strip center. But   
Downtown Bellflower is very walkable, has a variety of dining options, and provides   
recreation and entertainment.    

Strip centers prioritize easy auto access to quickly get in, satisfy a material need,   
and get out. In contrast, experience‐oriented districts may not be as easily   
accessible by automobile, but they prioritize ease and comfort of pedestrian   
circulation within the district. More importantly, recreation and entertainment—  
things to do other than shopping—really distinguish an experience oriented   
shopping district from a convenience goods shopping center.   

By facilitating transit‐oriented development in the Downtown area, the Specific   
Plan can improve and augment the area’s experience value. For experience‐  
oriented shopping, the plan should encourage a mix of dining and entertainment,   
convenience goods, and boutique‐scale comparison goods retailers. Ideally, the   
Downtown area would attract people from the transit station, and provide a place   
for nearby workers and residents to gather, eat, and quickly buy convenience   
goods.    
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FIGURE 3: CONVENIENCE GOODS AND COMPARISON GOODS TRADE AREAS, DOWNTOWN BELLFLOWER STATION AREA SPECIFIC  PLAN AREA   
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2.3 RETAIL MARKET DEMAND   
A trade area is the area from which businesses draw customers; this area is larger   
for comparison goods than for convenience goods (definitions for more demand‐  
analysis terms can be found in Appendix B – Retail Market Analysis Definitions).   
Retail market potential is the difference between the amount of trade‐area   
household spending and the amount of sales by trade‐area retail business.     

When trade area households spend more at a particular type of retail store than   
those types of stores in the trade area take in, residents are spending money   
outside of the trade area. This situation is often referred to as retail spending   
leakage, or just leakage. In the opposite situation, when a trade area’s retail   
businesses have more retail sales than trade area households spend, the   
businesses are attracting customers from beyond the trade area. In this situation,   
the difference between sales and spending is often referred to as retail spending   
capture.   

Retail leakage and capture matter because it is usually easier to get a trade area’s   
residents to shop closer to home than it is to attract more customers from beyond   
the trade area. In economic development, most retail business’ attraction efforts   
are focused on the retail categories from which a trade area leaks spending. The   
market demand for retail building space is calculated from the retail leakage.   

This section calculates the market demand for retail building space. Error!   
Reference source not found. summarizes total household spending and market   
demand in the convenience trade area (1 ½‐mile radius around proposed transit   
station site) and the comparison trade area (five‐mile radius around proposed   
transit station site). Negative numbers are indicated with parentheses.   

The first data column is the annual amount of spending by trade area households   
less the amount of retail sales by trade area businesses for each category of retail   
stores. A positive number represents retail spending leakage: trade area residents   
spend money outside of the trade area. A negative number represents retail   
spending capture: trade area businesses attract customers and consumer spending   
from outside of the trade area.    

The second data column shows the current market demand for retail building space   
in square feet of gross floor area. A positive number indicates the amount of   
additional retail building space that could be supported if trade area businesses   
captured the spending that currently leaks out of the trade area. A negative   
number represents the estimated amount of retail building space currently   
supported by spending from consumers outside of the trade area.    
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The third data column shows the future market demand for retail building space  
five years out. The future demand represents the impact of projected changes in  
the number of households and the number of jobs.1    

 

TABLE 2: EXISTING RETAIL SPENDING AND RETAIL MARKET DEMAND, CONVENIENCE GOODS AND COMPARISON GOODS TRADE  
AREAS, 2015 AND 2020  

 
Store Type    

(North American Industrial Classification System)   

Retail Spending   
Leakage/ (Capture),  
2015    

 ($ Annual)   

2015 Market  
Demand/   
(Surplus)   

(sq. ft.)   

2020 Market  
Demand/   
(Surplus)    

(sq. ft.)  
Convenience Goods and Services (1 1/2‐Mile Radius Trade Area)   

       Food & Beverage Stores   26,200,000    76,100    82,100    
       Health & Personal Care Stores     911,000     2,240     4,410    
       Gasoline Stations   (1,080,000)    (570)    (130)   
       Miscellaneous Store Retailers  (15,360,000)  (62,100)  (58,500)   
       Limited Food Services & Drinking Places   (3,740,000)  (14,400)    (440)   
   Subtotal    6,930,000     1,270    27,400    
       Employee Spending   26,800,000    45,900    48,300    
   Total   33,700,000    47,200   75,700    
Comparison Goods (5‐Mile Radius Trade Area)   
       Furniture & Home Furnishings Stores    (28,100,000)   (114,000)    (97,000)   
       Electronics & Appliance Stores     52,800,000     131,000     148,000    
       Bldg. Materials, Garden Equip. & Supply Stores    (42,100,000)    (80,500)    (68,400)   
       Clothing & Clothing Accessories Stores   (196,800,000)   (754,000)   (723,000)   
       Sporting Goods, Hobby, Book & Music Stores   (173,400,000)   (540,000)   (524,000)   
       General Merchandise Stores   (795,000,000)  (3,280,000)  (3,200,000)   
       Full‐Service Restaurants    (71,600,000)   (178,000)   (158,000)   
   Total  (1,250,000,000)  (4,820,000)  (4,620,000)   
Grand Total  (1,220,000,000)  (4,770,000)  (4,550,000)   

Source: PlaceWorks 2016 using data from Esri Business Analyst; numbers rounded to 3 significant digits or nearest 10   

   
CONVENIENCE GOODS AND SERVICES   

The 1 ½‐mile‐radius convenience‐goods trade area currently has a net retail   
demand opportunity, as shown in Table 2. Overall, trade‐area households are   
traveling outside of the trade area to purchase convenience goods. Capturing the   
existing leakage could support an additional 47,200 square feet of retail space   
building space. In 2020, captured leakage, and projected household and   

                                                              
1 The projections are for five years out. Tables A‐5 and A‐6 project market demand over 20   
years, in 5‐year increments, assuming that the projected 5‐year change in households and   
jobs continues over the next 20 years.   
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employment growth could support 75,700 square feet of retail building space. If   
projected household and employment growth were to continue over 20 years, the  
market demand for convenience goods and services would be 116,000 in 2035. For  
context, a contemporary supermarket is about 55,000 square feet, a drug store is   
about 12,000 square feet, and a dry cleaner is about 1,500 square feet. Restaurants  
may range from 2,100 to 5,000 square feet.   

However, food and beverage stores account for nearly all the convenience goods   
and services retail demand. An analysis of the trade area within three miles of the  
proposed station (see Error! Reference source not found.Appendix Table A ‐ 2)   
finds that there is a surplus of food and beverage stores. This means that these   
stores are attracting customers from beyond their trade area, partially from the 1   
½‐mile trade area for the Specific Plan. If another supermarket were developed in   
the Specific Plan area, it would likely intercept those customers. The planning   
process for the Downtown Bellflower Station Area Specific Plan should consider   
whether or not an additional conventional supermarket would be consistent with   
the vision for Downtown and, if so, what might the impact be to existing   
supermarkets in the area from 1 ½ to 3 miles from the future station.    

Regardless of the issue of a supermarket, there is still unmet retail demand for   
specialty food stores, health and personal care stores, and probably restaurants   
and bars with employee spending factored in. Business attraction efforts in these   
retail categories would likely prove more successful.   
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COMPARISON GOODS   
In the five‐mile‐radius comparison‐goods trade area, there is an overall retail   
demand surplus. Every category of stores except electronics and appliances has   
retail spending capture. This means businesses attract customers from outside of   
the trade area, and increasing the number of comparison goods businesses would   
require attracting even more customers. The trade area in which Downtown   
Bellflower is located offers no market support to create a new comparison goods   
shopping destination.   

The comparison goods trade area does not generate sufficient spending to support   
new retail development, and even with projected growth in households and jobs,   
the analysis finds no demand for new retail development in 2020. This does not   
mean that there cannot or will not be new comparison goods retailers. An   
individual business may out‐compete other existing businesses. Indeed, the   
continued growth and success of Downtown Bellflower as an experience‐oriented   
destination may provide competitive advantages to some comparison goods   
businesses. However, the lack of market support does suggest that investments in   
business attraction efforts focused on comparison goods retailers would prove less   
successful.   

2.4 IMPLICATIONS FOR SPECIFIC PLAN   
As demonstrated by the retail market demand analysis, there is very little market   
demand for new retail development over the next five years. The convenience   
goods and comparison goods trade areas are mostly built out, limiting the potential   
for substantial growth in households to increase retail spending. In addition, most   
of the categories of stores have retail capture. They are already attracting   
customers from beyond the trade area.   

Attracting more retail businesses and activity will require attracting more   
customers from beyond the defined trade area boundary. There are three broad   
ways the Specific Plan can accomplish this trade area expansion.   

PROVIDE EXPERIENCE‐ORIENTED SHOPPING   
One of the most effective ways to expand a retail trade area is to provide a unique   
retail destination—distinguished by a mix of stores and services, entertainment and   
activities, a safe and pleasant environment, or a combination of these—not   
duplicated elsewhere. This is, in essence, experience‐oriented shopping.   
Consumers are willing to travel greater distances for a unique and authentic   
experience. In addition, fostering experience‐oriented shopping is a strategy to   
compete against e‐commerce.   
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E‐commerce’s share of national retail sales rose from 0.8 percent in the beginning   
of 2000 to 6.7 percent in October 2014. This is an annual growth rate of about 1   
percent, and over this entire time, the share never declined. Although there is   
much discussion and debate, there is no clear consensus on how long this trend will   
continue and where it will end. What is clear, though, is that for the foreseeable   
future, Americans will make fewer and fewer purchases at brick‐and‐mortar stores.   
This is affecting retailers’ decisions about if, when, and where to invest in   
expansions. Experience‐oriented shopping can be competitive with e‐commerce   
because it provides the one thing that cannot be replicated on the internet: the   
experience — the physical interaction with place and shopping and the social   
interaction with other people.   

To promote experience‐oriented shopping, the Specific Plan can:   

+ Ensure that permitted uses are conducive and complementary to   
experience‐oriented shopping   

+ Provide sufficient and easily accessible parking and effective way‐finding   
+ Create and maintain a human‐scale, pedestrian‐friendly, architecturally   

attractive physical environment   
+ Form an incentive program for complementary businesses to locate in   

Downtown Bellflower, similar to the current restaurant incentive program   
in place   

+ Create and maintain sidewalks, street furniture, gathering spaces, and   
landscaping that encourage and facilitate a pleasant and relaxing   
experience   

+ Add bike parking and street lighting to encourage a variety of   
transportation options   

EVENTS AND ACTIVITIES   
Hosting events and activities in the Downtown area is an effective way to introduce   
residents in a larger trade area to the shopping, dining, and entertainment options   
available Downtown. The City already hosts several events like the Summer   
Streetfests and Food Trucks and Flicks. Growth of these events, and establishing   
additional events can help expand the brand identity of Downtown Bellflower and   
increase public awareness of the businesses operating Downtown. Depending on   
the nature and scale of organizations in Downtown, the role of the City in   
sponsoring and hosting events and activities may be smaller or larger. However, a   
Specific Plan is usually not an appropriate tool for organizing and facilitating events.   

What the Specific Plan can do is to ensure that there are adequate plazas and   
public spaces for events and activities. Because a key value of events is to introduce   
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new consumers to Downtown, the Specific Plan can ensure that their first  
experience is a good one:   

+ Provide sufficient and easily accessible public parking   
+ Create an effective way‐finding system   
+ Develop pleasant and convenient pedestrian infrastructure   

 
 
 
 
 
 
 
 
 

      
 

PUBLICITY AND ADVERTISING   
Marketing Downtown Bellflower as a retail destination to the subregion’s residents   
is an essential task. A marketing strategy, branding, public relations, and   
advertising are beyond the scope of a Specific Plan. However, the Specific Plan can   
lay the groundwork for an organizational and funding structure, such as a property‐  
based business improvement district (BID). Once established, the organization can   
plan and fund a marketing strategy, adopt and promote the branding, facilitate a   
public relations effort, and fund advertising.   

BIDs are public‐private partnerships that seek to improve the attractiveness and   
functionality of a business district and the business climate, help existing   
businesses grow and prosper, attract new businesses, and attract more visitors and   
customers to the district. Property‐based BIDs are funded through assessments on   
real property, similar to a standard assessment district. However, BIDs are more   
flexible and can accomplish much more than standard assessment districts,   
including physical improvements, and ongoing services and activities:   

Physical Improvements   
+ Parking facilities   
+ Benches   
+ Trash receptacles   
+ Street lighting   
+ Decorations   
+ Parks   
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+ Fountains   
+ Closing, opening, widening, or narrowing of existing streets   
+ Facilities and equipment to enhance security of persons and property within   

the area   
+ Ramps, sidewalks, plazas, and pedestrian malls   
+ Rehabilitation or removal of existing structures   

 

Ongoing Services and Activities   
+ Promotion of public events which take place on or in public places   
+ Furnishing of music in any public place   
+ Promotion of tourism   
+ Activities which benefit businesses located and operating in the area   
+ Marketing and economic development, including retail retention and   

recruitment   
+ Supplemental security, sanitation, graffiti removal, street and sidewalk   

cleaning, and other municipal services   
+ Activities which benefit businesses and real property located in the district   
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3.0 OFFICE MARKET DEMAND   
3.1 CURRENT OFFICE MARKET CONDITIONS   

Office vacancy trends follow employment trends: as office employment grows,   
office vacancy rates tend to decline.    

In the last few years, employment has recovered from the 2008–09 recession. The   
Bureau of Labor Statistics reported the Los Angeles area unemployment rate to be   
a healthy 4.8 percent in March 2016. A healthy labor market manifests itself in a   
declining vacancy rate and rising average lease rate. According to the CBRE   
MarketView Report for Greater Los Angeles Office, vacancy rates for Los Angeles   
County fell to 14.0 percent in Q2 2016, the lowest since 2009.    

The CBRE‐defined Mid‐Counties region, the region within Greater Los Angeles (Los   
Angeles and Ventura Counties) which includes Bellflower, has seen a more active   
recovery in the office market; the vacancy rate in Q2 2016 was 9.0percent, lower   
than the vacancy rate in Los Angeles County as a whole. This relatively low vacancy   
rate suggests a return in demand for office construction in the region. The market   
analysis presented in the following sections estimates current market demand and   
how much more demand there could be in the next five years considering   
employment trends.   

3.2 OFFICE MARKET AREA   
Figure 4 shows the local and subregional office market areas that the analysis uses   
to estimate office employment and office space demand. The analysis uses the US   
Census Bureau‐defined Downey‐Norwalk county subdivision as the subregional   
office market area for the Specific Plan area. This county subdivision includes   
Bellflower, Cerritos, Norwalk, Downey, Artesia, and Paramount, and accounts for   
3.3 percent of the jobs in LA County. The analysis defines the local office market   
area as the area within one mile of the future transit station. The local office   
market area accounts for approximately 6 percent of the subregion’s total   
employment.   
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FIGURE 4: LOCAL AND SUBREGIONAL OFFICE MARKET AREAS, DOWNTOWN BELLFLOWER STATION AREA SPECIFIC PLAN AREA   
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3.3 OFFICE EMPLOYMENT PROJECTIONS   
Overall, for the last 25 years, Los Angeles County has experienced employment   
growth. The California Economic Development Department (CA EDD) projects that   
total employment in Los Angeles County will continue to grow at an annual rate of   
1.3 percent for the next 10 years. Figure 5 shows employment estimates in Los   
Angeles County from 1992 to 2015, and employment projections to 2022.   

 
 

FIGURE 5: EMPLOYMENT IN LOS ANGELES COUNTY, 1992‐2022   
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Source: PlaceWorks, 2016, using employment projections from the California Economic Development Department  
and employment estimates from the Census Bureau’s Longitudinal Employer‐Household Dynamics program   

 

From 2012 to 2014, the subregional office market area accounted for 1.4 percent   
of Los Angeles County’s total job growth. If the subregion maintains the same share  
of job growth, the total employment in the subregion would increase by 8,000 new  
jobs over 10 years.    

Only a portion of all jobs are office‐based, with other jobs occurring in factories,   
stores, schools, hospitals, and so forth. The analysis assumes that employment   
growth in the business and professional services group of economic sectors will   
drive the demand for office space. The analysis uses the CA EDD‐projected   
Countywide employment growth by sector to estimate and project office‐based   
employment for the subregion and local area.     
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3.4 DEMAND FOR NEW OFFICE BUILDING SPACE   
Table 3 provides the projected increase in office space demand based on the office‐  
based employment projections for the subregion and the local area. The analysis   
assumes that 250 square feet of gross floor area is needed for each new office   
employee.   

The analysis estimates the amount of existing office building space using assessing   
data for Los Angeles County. The vacancy rate for the Mid‐Counties region is an   
estimate from CBRE MarketView for Greater Los Angeles Office during the second   
quarter of 2016.   

As discussed in Section 3.1, the Mid‐Counties office market area has a relatively low   
office vacancy rate. Although there is likely already demand for additional office   
space, the higher amount of vacancies in other parts of the county may satisfy   
some of that demand. However, not all vacant office space must be filled; some   
minimum level of vacancy is necessary for a healthy market. The Federal Reserve   
Bank of San Francisco estimates this natural vacancy rate for the Los Angeles area   
to be 12.2 percent. Because vacancy rates are already below this level at 9.0   
percent, any additional employment growth will generate demand for new office   
employment. In Table 3, the ‘current unmet demand’ is the amount of office space   
that is demanded to reach the 12.2 percent natural vacancy rate.    

 
 
 
 

Local   
Market   
Area   

10‐Year Office Employment Increase     3,740      190  
Supportable Office Space (GFA sq. ft.)   935,000   47,000  
Existing Office Space (GFA, sq. ft.)  6,620,000  704,000  
Current Vacancy Rate      9.0%     9.0%  
Estimated Vacant Office Space (GFA sq. ft.)   595,000   63,400  
Natural Vacancy Rate    12.2%    12.2%  
Current Unmet Demand (GFA sq. ft.)   241,000   25,700  
10‐Year Market Demand (GFA sq. ft.)  1,180,000   72,600   

10‐Year Demand with 12.5% Increased Capture (GFA sq. ft.):  82,300   
10‐Year Demand with 25% increased Capture (GFA sq. ft.):  91,900   

Source: PlaceWorks, 2016, using employment projections from the California Economic Development Department  
and employment estimates from the Census Bureau’s Longitudinal Employer‐Household Dynamics program,   
existing office space from LA County assessor’s parcel data, and vacancy rate from CBRE MarketView Los Angeles;  
numbers rounded to 3 significant digits or nearest 10   
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TABLE 3: PROJECTED 10‐YEAR DEMAND FOR NEW OFFICE DEVELOPMENT (SQUARE FEET  
OF GROSS FLOOR AREA), SUBREGIONAL AND LOCAL OFFICE MARKET AREAS, 2016 TO   
2026   

  Downey‐Norwalk   
County Subdivision   

   



 
 
 

The 10‐year market demand is the amount of supportable office space (gross floor  
area in square feet) generated by new employment plus the current market   
demand. The analysis finds that, if present trends continue, office‐based   
employment growth in the local office market area could generate demand for   
47,000 square feet of additional office space over the next ten years in addition to  
the 25,700 square feet of current unmet demand.   

However, the ‘if present trends continue’ caveat overlooks two important   
considerations. First, as the baby boomer generation retires, the U.S. faces a   
structural labor shortage, especially among skilled and educated workers. Office‐  
based businesses will increasingly seek out offices located in unique neighborhoods  
with lifestyle amenities that will help them attract and retain quality employees.   
The amenities would include pleasant and safe environments, walkability, and   
shopping and services, especially restaurants, within walking distance. In short,   
office‐based businesses will be seeking locations with the amenities currently   
found in and planned for Downtown Bellflower.    

The analysis assumes that with these amenities, the local office market area might  
increase its capture of subregional office‐based employment growth by 12.5   
percent. With the increased capture, the ten‐year market demand for new office   
space would increase to 82,300 square feet.   

The second caveat is that, in addition to neighborhood amenities, office‐based   
businesses will increasingly seek out locations with good automobile access and   
transit options. The new generation of employees is less likely to commute to work  
by car and more likely to favor transit‐friendly employment opportunities. The   
Downtown area already has fairly quick and easy access to the 91, 105, and 605   
freeways. The future transit station would provide a light rail transit option not   
found in most downtowns and office districts in Southern California. This could be a  
draw for future office employment, provided there were safe and convenient   
pedestrian, transit, and bicycle infrastructure to connect office space to the transit  
station. The Specific Plan will still need to accommodate automobile parking   
because the majority of workers will likely commute by car.   

The analysis assumes that with a transit station, the local office market area could  
increase its capture of subregional office‐based employment growth by an   
additional 12.5 percent over the capture with only neighborhood lifestyle   
amenities. With both of these factors and the total 25 percent increase in capture,  
the 10‐year market demand for new office development would be 91,900 square   
feet. Assuming a typical rate of about 250 square feet per employee, this 10‐year   
demand would represent about 370 jobs.   
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4.0 COMPETITIVE TOD AREAS   
This analysis focused on the area around the proposed Downtown Bellflower   
Station. While the area around the transit station is the most important, the station   
is also a part of an entire transit corridor for the Eco‐Rapid Transit Line. The future   
Eco‐Rapid Transit Line will go through Artesia, Downey, Paramount, South Gate and   
other cities between Bellflower and Downtown Los Angeles. All of these cities and   
station areas will be much more interconnected once the light rail line is built.   

Each transit station is unique and will serve a different purpose on the line.   
According to the Eco‐Rapid Transit Transit‐Oriented Development Guidebook,   
Artesia and Vernon will likely continue being industrial areas, while other areas will   
plan mixed‐use development to provide higher‐density residential, commercial,   
office, and hotel uses around transit stations.   

South Gate is currently preparing two transit‐oriented development Specific Plans,   
one for the Firestone Station and one for the Hollydale Area Station. The plan for   
the Firestone Station, called the Gateway District Specific Plan, suggests the   
building of 300,000 square feet of office space, along with multi‐family residential.   
The Hollydale Area Station does not have a Specific Plan yet, but may also plan for   
higher‐density mixed‐use development.    

The City of Downey created a Specific Plan for the proposed Gardendale Station.   
The plan entailed adding more residential units and making the Rancho Los Amigos   
Hospital campus more interconnected with the transit station.   

When creating the Downtown Bellflower Station Area Specific Plan, Bellflower   
should consider the corridor‐level economy. If office space is chosen as an   
opportunity focus, the City should make sure that other cities on the line are not   
building a surplus of additional office space. If every stop on the transit line was   
near new office space, there would likely be an oversupply of office space that   
would increase vacancy rates.   

A Specific Plan that considers development at other stations can create synergy   
between uses along the transit line and make the corridor a well‐rounded   
economic area. For example, a different transit station may be better suited to   
have a grocery store, large park, or hotel that Bellflower residents can travel to,   
while other passengers may come to Bellflower for its attractions.   

The North Downtown Bellflower Land Use/Economic Study analyzed light rail   
stations in other areas to find the economic impact of station development; these   
stations were in South Pasadena, Culver City, and Santa Monica. While the Culver   
City and Santa Monica stations proved to be poor comparisons, the South   
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Pasadena Station was placed in an area with similar density to Bellflower, with   
retail uses flanking the station. This station has been a very successful example of   
station development, and Bellflower could use it as a model for the station.   

5.0 CONCLUSION   
The market demand analysis provides several recommendations that can be   
incorporated into the Specific Plan. The plan should:   

+ Seek to accommodate up to 76,000 to 116,000 square feet of new retail   
building space and up to 73,000 to 92,000 square feet of new office space.   

+ Accommodate sufficient public and on‐site parking for buildout   
development, and plan for easy and comfortable pedestrian connection   
between parking areas and Downtown businesses.   

+ Ensure there are adequate plazas and public spaces for events and   
activities.   

+ Consider plans for other nearby stations along the Eco‐Rapid Transit Line   
and plan development in Downtown Bellflower that complements the plans   
for the other stations.   

+ Establish development standards that create and maintain a human‐scale,   
pedestrian‐friendly, architecturally attractive physical environment.   

+ Provide public realm improvements, including bike parking and street   
lighting that encourage a variety of transportation options, and sidewalks,   
street furniture, gathering spaces, and landscaping that encourage and   
facilitate a pleasant and relaxing experience.   

The Specific Plan can also provide a framework for implementation. Specifically, the   
plan should provide direction to:   

+ Form an incentive program for complementary businesses to locate in   
Downtown Bellflower, similar to the current restaurant incentive program in   
place.   

+ Expand the quality and quantity of special events.   
+ Support the establishment of a business improvement district, or similar   

entity, that funds and operates public relations and advertising to market   
Downtown Bellflower to residents throughout the subregion.   
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APPENDIX A – RETAIL SALES TABLES   
 
 

Retail Market   
Leakage (Capture)   
($ Annual)   

Total Retail Trade and Food & Drink  845,224,602   795,012,342    50,212,260   
Total Retail Trade  760,934,125   711,606,787    49,327,338   
Total Food & Drink   84,290,477    83,405,555     884,922   
Motor Vehicle & Parts Dealers  159,630,072   261,331,660   (101,701,588)   

Automobile Dealers  130,444,551   238,572,675   (108,128,124)   
Other Motor Vehicle Dealers   18,513,777     8,255,910    10,257,867    
Auto Parts, Accessories & Tire Stores   10,671,744    14,503,075    (3,831,331)   

Furniture & Home Furnishings Stores  24,718,421   22,652,138   2,066,283    
Furniture Stores  13,633,580   12,768,009    865,571    
Home Furnishings Stores  11,084,841    9,884,129   1,200,712    

Electronics & Appliance Stores  41,679,116   29,189,213   12,489,903   
Bldg Materials, Garden Equip. & Supply Stores  35,054,744   28,247,618    6,807,126    

Bldg Material & Supplies Dealers  31,924,096   27,668,576   4,255,520    
Lawn & Garden Equip & Supply Stores   3,130,648    579,042   2,551,606    

Food & Beverage Stores  151,828,115   125,648,694   26,179,421    
Grocery Stores  130,308,598   104,646,840   25,661,758    
Specialty Food Stores   14,073,344     3,730,013   10,343,331    
Beer, Wine & Liquor Stores    7,446,173    17,271,841   (9,825,668)   

Health & Personal Care Stores  48,754,144   47,843,447    910,697   
Gasoline Stations  45,030,196   46,111,396   (1,081,200)  
Clothing & Clothing Accessories Stores  54,586,016   12,442,639   42,143,377    

Clothing Stores  39,700,620   7,769,930   31,930,690    
Shoe Stores   6,084,821   2,598,306    3,486,515    
Jewelry, Luggage & Leather Goods Stores   8,800,575   2,074,402    6,726,173    

Sporting Goods, Hobby, Book & Music Stores  22,617,025   15,580,789   7,036,236    
Sporting Goods/Hobby/Musical Instr Stores  19,402,059   11,825,821   7,576,238    
Book, Periodical & Music Stores   3,214,965    3,754,968   (540,003)   

General Merchandise Stores  120,146,326   66,152,290   53,994,036    
Department Stores Excluding Leased Depts.   80,084,594   55,941,109   24,143,485    
Other General Merchandise Stores   40,061,732   10,211,181   29,850,551    

Miscellaneous Store Retailers  37,604,045   49,129,948   (11,525,903)   
Florists   1,371,039    2,877,986    (1,506,947)   
Office Supplies, Stationery & Gift Stores   5,760,701    5,930,283     (169,582)   
Used Merchandise Stores   2,796,111     548,454     2,247,657    
Other Miscellaneous Store Retailers  27,676,193   39,773,225   (12,097,032)   

Nonstore Retailers  19,285,905   7,276,955   12,008,950    
Electronic Shopping & Mail‐Order Houses  15,443,409   3,001,368   12,442,041    
Vending Machine Operators    452,318    114,583     337,735    
Direct Selling Establishments   3,390,178   4,161,004    (770,826)   

Food Services & Drinking Places  84,290,477   83,405,555     884,922    
Full‐Service Restaurants  47,219,416   43,656,490    3,562,926    
Limited‐Service Eating Places  33,750,665   37,377,565   (3,626,900)   
Special Food Services   1,785,017     723,367    1,061,650    
Drinking Places ‐ Alcoholic Beverages   1,535,378    1,648,134    (112,756)   

Source: PlaceWorks 2016, using data from Esri Business Analyst; center of radius is at Bellflower Blvd and   
Pacific Ave   
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TABLE A ‐ 1: CONSUMER SPENDING, RETAIL SALES, AND LEAKAGE FOR 1.5 MILE RADIUS TRADE AREA, 2015   

Store Type    
(North American Industrial Classification System)   

Existing Consumer   
Spending   
($ Annual)   

Retail Sales  
($ Annual)   

   



 
 
 
 
 

Retail Market   
Leakage (Capture)   
($ Annual)   

Total Retail Trade and Food & Drink  3,047,634,697   5,817,189,457   (2,769,554,760)   
Total Retail Trade  2,745,992,294   5,328,403,218   (2,582,410,924)   
Total Food & Drink   301,642,403    488,786,239    (187,143,836)   
Motor Vehicle & Parts Dealers   582,408,531   1,790,607,158   (1,208,198,627)   

Automobile Dealers  474,109,481   1,680,029,967   (1,205,920,486)   
Other Motor Vehicle Dealers   69,618,761    59,128,713     10,490,048    
Auto Parts, Accessories & Tire Stores   38,680,289    51,448,478    (12,768,189)   

Furniture & Home Furnishings Stores  89,441,449   108,192,083   (18,750,634)   
Furniture Stores  48,975,481    60,616,328   (11,640,847)   
Home Furnishings Stores  40,465,968    47,575,755    (7,109,787)   

Electronics & Appliance Stores  151,050,674   148,272,387    2,778,287    
Bldg Materials, Garden Equip. & Supply Stores  132,690,260   162,915,582   (30,225,322)   

Bldg Material & Supplies Dealers  120,946,174   151,193,400   (30,247,226)   
Lawn & Garden Equip & Supply Stores   11,744,086    11,722,182    21,904    

Food & Beverage Stores  539,807,254   628,228,809   (88,421,555)   
Grocery Stores  463,195,653   540,661,721   (77,466,068)   
Specialty Food Stores   49,973,932    39,349,241    10,624,691    
Beer, Wine & Liquor Stores   26,637,670    48,217,846   (21,580,176)   

Health & Personal Care Stores  176,116,964   310,389,117   (134,272,153)   
Gasoline Stations  162,165,320   185,211,896    (23,046,576)   
Clothing & Clothing Accessories Stores  194,724,688   453,990,341   (259,265,653)   

Clothing Stores  141,149,248   322,148,988   (180,999,740)   
Shoe Stores   21,389,357    82,707,660    (61,318,303)   
Jewelry, Luggage & Leather Goods Stores   32,186,082    49,133,693    (16,947,611)   

Sporting Goods, Hobby, Book & Music Stores  82,231,670   273,861,565   (191,629,895)   
Sporting Goods/Hobby/Musical Instr Stores  70,709,496    95,080,300    (24,370,804)   
Book, Periodical & Music Stores  11,522,174   178,781,265   (167,259,091)   

General Merchandise Stores  429,388,033   1,093,611,609   (664,223,576)   
Department Stores Excluding Leased Depts.  286,745,872    657,256,350   (370,510,478)   
Other General Merchandise Stores  142,642,161    436,355,259   (293,713,098)   

Miscellaneous Store Retailers  136,353,278   157,215,588   (20,862,310)   
Florists    5,134,333     7,399,147    (2,264,814)   
Office Supplies, Stationery & Gift Stores   20,803,282    28,453,457    (7,650,175)   
Used Merchandise Stores   10,068,154     5,694,189     4,373,965    
Other Miscellaneous Store Retailers  100,347,508   115,668,794   (15,321,286)   

Nonstore Retailers  69,614,173   15,907,083   53,707,090    
Electronic Shopping & Mail‐Order Houses  55,864,928    6,603,471   49,261,457    
Vending Machine Operators   1,606,926     710,199     896,727    
Direct Selling Establishments  12,142,318    8,593,412    3,548,906    

Food Services & Drinking Places  301,642,403   488,786,239   (187,143,836)   
Full‐Service Restaurants  169,093,950   257,829,096    (88,735,146)   
Limited‐Service Eating Places  120,743,151   219,966,686    (99,223,535)   
Special Food Services   6,389,548    3,018,640      3,370,908    
Drinking Places ‐ Alcoholic Beverages   5,415,754    7,971,816     (2,556,062)   

Source: PlaceWorks 2016, using data from Esri Business Analyst; center of radius is at Bellflower Blvd and Pacific Ave   
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TABLE A ‐ 2: CONSUMER SPENDING, RETAIL SALES, AND LEAKAGE FOR 3 MILE RADIUS TRADE AREA, 2015   

Store Type    
(North American Industrial Classification System)   

Existing Consumer   
Spending   
($ Annual)   

Retail Sales  
($ Annual)   



 
 
 
 

TABLE A ‐ 3: CONSUMER SPENDING, RETAIL SALES, AND LEAKAGE FOR 5 MILE RADIUS TRADE AREA, 2015   

Retail Market   
Leakage (Capture)   
($ Annual)   

Total Retail Trade and Food & Drink  8,025,267,385   10,569,965,134   (2,544,697,749)   
Total Retail Trade  7,231,135,185    9,571,898,920   (2,340,763,735)   
Total Food & Drink   794,132,200     998,066,213    (203,934,013)   
Motor Vehicle & Parts Dealers  1,537,633,604    2,697,659,449   (1,160,025,845)   

Automobile Dealers  1,247,944,262   2,374,962,942   (1,127,018,680)   
Other Motor Vehicle Dealers   187,362,909    168,090,230     19,272,679    
Auto Parts, Accessories & Tire Stores   102,326,433    154,606,277    (52,279,844)   

Furniture & Home Furnishings Stores  235,973,158   264,049,101   (28,075,943)   
Furniture Stores  128,694,729   121,857,360    6,837,369    
Home Furnishings Stores  107,278,429   142,191,741   (34,913,312)   

Electronics & Appliance Stores  399,296,232   346,522,077    52,774,155    
Bldg Materials, Garden Equip. & Supply Stores  359,006,821   401,101,276   (42,094,455)   

Bldg Material & Supplies Dealers  327,368,818   379,848,418   (52,479,600)   
Lawn & Garden Equip & Supply Stores   31,638,003    21,252,858    10,385,145    

Food & Beverage Stores  1,412,287,823   1,482,575,463   (70,287,640)   
Grocery Stores  1,211,494,975   1,191,294,569    20,200,406    
Specialty Food Stores   130,664,957    180,810,886   (50,145,929)   
Beer, Wine & Liquor Stores    70,127,891    110,470,008   (40,342,117)   

Health & Personal Care Stores  464,538,774   563,050,315    (98,511,541)   
Gasoline Stations  423,918,399   410,013,647     13,904,752    
Clothing & Clothing Accessories Stores  510,801,218   707,576,888   (196,775,670)   

Clothing Stores  369,592,129   491,975,294   (122,383,165)   
Shoe Stores   55,541,426   135,202,113    (79,660,687)   
Jewelry, Luggage & Leather Goods Stores   85,667,663    80,399,482     5,268,181    

Sporting Goods, Hobby, Book & Music Stores  217,483,466   390,872,584   (173,389,118)   
Sporting Goods/Hobby/Musical Instr Stores  187,198,008   201,370,604    (14,172,596)   
Book, Periodical & Music Stores   30,285,457   189,501,980   (159,216,523)   

General Merchandise Stores  1,125,284,397   1,920,533,593   (795,249,196)   
Department Stores Excluding Leased Depts.   752,261,528   1,298,284,287   (546,022,759)   
Other General Merchandise Stores   373,022,869    622,249,306   (249,226,437)   

Miscellaneous Store Retailers  360,225,811   318,864,729    41,361,082    
Florists   13,860,098    13,330,987     529,111    
Office Supplies, Stationery & Gift Stores   54,906,750    75,219,923   (20,313,173)   
Used Merchandise Stores   26,543,806    14,345,693    12,198,113    
Other Miscellaneous Store Retailers  264,915,157   215,968,126    48,947,031    

Nonstore Retailers  184,685,483   69,079,798   115,605,685    
Electronic Shopping & Mail‐Order Houses  147,683,796   30,494,898   117,188,898    
Vending Machine Operators    4,202,637    3,005,821     1,196,816    
Direct Selling Establishments   32,799,050   35,579,078    (2,780,028)   

Food Services & Drinking Places  794,132,200   998,066,213   (203,934,013)   
Full‐Service Restaurants  445,575,605   517,175,306    (71,599,701)   
Limited‐Service Eating Places  317,410,364   462,378,786   (144,968,422)   
Special Food Services   16,885,932     6,271,037     10,614,895    
Drinking Places ‐ Alcoholic Beverages   14,260,299    12,241,084      2,019,215    

Source: PlaceWorks 2016, using data from Esri Business Analyst; center of radius is at Bellflower Blvd and Pacific Ave   
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($ Annual)   



 
 
 
 
 

TABLE A ‐ 4: CONSUMER SPENDING, RETAIL SALES, AND LEAKAGE FOR 8 MILE RADIUS TRADE AREA, 2015   

Retail Market   
Leakage (Capture)   
($ Annual)   

Total Retail Trade and Food & Drink  19,096,457,699   24,379,284,666   (5,282,826,967)   
Total Retail Trade  17,204,989,338   22,204,638,351   (4,999,649,013)   
Total Food & Drink   1,891,468,362    2,174,646,315    (283,177,953)   
Motor Vehicle & Parts Dealers   3,659,563,387    5,688,713,267   (2,029,149,880)   

Automobile Dealers  2,979,062,169   4,536,704,738   (1,557,642,569)   
Other Motor Vehicle Dealers   437,992,127    697,623,314    (259,631,187)   
Auto Parts, Accessories & Tire Stores   242,509,091    454,385,214    (211,876,123)   

Furniture & Home Furnishings Stores  562,835,042   1,016,863,010   (454,027,968)   
Furniture Stores  308,146,687    558,905,345   (250,758,658)   
Home Furnishings Stores  254,688,355    457,957,664   (203,269,309)   

Electronics & Appliance Stores  947,195,062   1,141,093,761   (193,898,699)   
Bldg Materials, Garden Equip. & Supply Stores  839,911,009   1,103,002,287   (263,091,278)   

Bldg Material & Supplies Dealers  765,072,597   1,054,584,446   (289,511,849)   
Lawn & Garden Equip & Supply Stores   74,838,411    48,417,841    26,420,570    

Food & Beverage Stores  3,366,821,544   4,205,776,128   (838,954,584)   
Grocery Stores  2,888,400,924   3,253,051,858   (364,650,934)   
Specialty Food Stores   311,489,969    689,831,567   (378,341,598)   
Beer, Wine & Liquor Stores   166,930,650    262,892,703    (95,962,053)   

Health & Personal Care Stores  1,106,403,997   1,175,040,984    (68,636,987)   
Gasoline Stations  1,011,578,712   1,061,679,697    (50,100,985)   
Clothing & Clothing Accessories Stores  1,218,019,708   1,400,369,670   (182,349,962)   

Clothing Stores  881,795,025   1,034,585,627   (152,790,602)   
Shoe Stores  132,860,009    212,175,795    (79,315,786)   
Jewelry, Luggage & Leather Goods Stores  203,364,673    153,608,248     49,756,425    

Sporting Goods, Hobby, Book & Music Stores  515,146,378   659,769,743   (144,623,365)   
Sporting Goods/Hobby/Musical Instr Stores  442,947,972   445,441,570    (2,493,598)   
Book, Periodical & Music Stores   72,198,405   214,328,173   (142,129,768)   

General Merchandise Stores  2,683,958,184   3,466,884,349   (782,926,165)   
Department Stores Excluding Leased Depts.  1,794,274,755   2,227,915,861   (433,641,106)   
Other General Merchandise Stores   889,683,429   1,238,968,488   (349,285,059)   

Miscellaneous Store Retailers  855,813,004   1,034,955,125   (179,142,121)   
Florists   32,781,722     32,504,241     277,481    
Office Supplies, Stationery & Gift Stores  130,500,942    378,411,371   (247,910,429)   
Used Merchandise Stores   63,146,250     65,459,514    (2,313,264)   
Other Miscellaneous Store Retailers  629,384,091    558,580,000    70,804,091    

Nonstore Retailers  437,743,311   250,490,331   187,252,980    
Electronic Shopping & Mail‐Order Houses  350,594,848   145,445,706   205,149,142    
Vending Machine Operators   10,018,278    32,708,244   (22,689,966)   
Direct Selling Establishments   77,130,185    72,336,381    4,793,804    

Food Services & Drinking Places  1,891,468,362   2,174,646,315   (283,177,953)   
Full‐Service Restaurants  1,061,236,767   1,132,277,366    (71,040,599)   
Limited‐Service Eating Places   755,953,340   1,000,544,646   (244,591,306)   
Special Food Services    40,267,288    17,722,148     22,545,140    
Drinking Places ‐ Alcoholic Beverages    34,010,966    24,102,155      9,908,811    
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Spending   
($ Annual)   

Store Type    
(North American Industrial Classification System)   

Retail Sales  
($ Annual)   



 
 
 
 
 

TABLE A ‐ 5: ADDITIONAL BUILDING SPACE SUPPORT FOR CONVENIENCE GOODS, 2015, 2020, 2025, AND 2035   
1.5 Mile Radius Trade Area   

 
Store Type   

(North American Industrial Classification   
System)   

2015 Building Space  
Support, (sq. ft.)   

2020 Building Space  
Support, (sq. ft.)   

2025 Building Space  
Support, (sq. ft.)   

2035 Building Space  
Support, (sq. ft.)  

 
Food & Beverage Stores   76,057    82,148    88,239   100,421   

Health & Personal Care Stores    2,238     4,413     6,588    10,938   

Gasoline Stations    (571)    (132)     307     1,185   

Miscellaneous Store Retailers  (62,123)  (58,506)  (54,889)  (47,655)  

Limited Food Service and Drinking Places  (14,395)  (11,829)   (9,263)   (4,131)  

Employee Spending   45,942    48,267    50,592    55,242    

Total  47,148   64,361   81,574   116,000    
3 Mile Radius Trade Area   

 
Store Type   

(North American Industrial Classification   
System)   

2015 Building Space  
Support, (sq. ft.)   

2020 Building Space  
Support, (sq. ft.)   

2025 Building Space  
Support, (sq. ft.)   

2035 Building Space  
Support, (sq. ft.)  

 
 

Food & Beverage Stores  (147,744)  (126,105)  (104,466)  (61,188)   
 

Health & Personal Care Stores  (330,019)  (322,132)  (314,245)  (298,471)   
Gasoline Stations   (12,180)   (10,596)    (9,012)    (5,844)   
Miscellaneous Store Retailers  (140,687)  (127,623)  (114,559)   (88,431)   
Limited Food Service and Drinking Places  (391,319)  (382,334)  (373,349)  (355,379)   
Employee Spending   203,057    218,487    233,917    264,777    

Total  (818,892)  (750,303)  (681,714)  (544,536)  
Source: PlaceWorks 2016, using data from Esri Business Analyst; center of radius is at Bellflower Blvd and Pacific Ave   
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TABLE A ‐ 6: ADDITIONAL BUILDING SPACE SUPPORT FOR COMPARISON GOODS, 2015, 2020, 2025, AND 2035   
5 Mile Radius Trade Area   

 
Store Type   

(North American Industrial Classification   
System)   

2015 Building Space  
Support, (sq. ft.)   

2020 Building Space  
Support, (sq. ft.)   

2025 Building Space  
Support, (sq. ft.)   

2035 Building Space  
Support, (sq. ft.)  

 
Furniture & Home Furnishings Stores   (114,377)    (96,952)    (79,527)    (44,677)  

Electronics & Appliance Stores    130,491     147,892     165,293     200,095   

Bldg Materials, Garden Equip. & Supply Stores    (80,519)    (68,404)    (56,289)    (32,059)  

Clothing & Clothing Accessories Stores   (753,990)   (722,505)   (691,020)   (628,050)  

Sporting Goods, Hobby, Book & Music Stores   (539,905)   (524,199)   (508,493)   (477,081)  

General Merchandise Stores  (3,278,080)  (3,195,421)  (3,112,762)  (2,947,444)  

Full Service Restaurants   (177,992)   (158,407)   (138,822)    (99,652)   

Total  (4,636,380)  (4,459,589)  (4,282,798)  (3,929,216)   
8 Mile Radius   

 
Store Type   

(North American Industrial Classification   
System)   

2015 Building Space  
Support, (sq. ft.)   

2020 Building Space  
Support, (sq. ft.)   

2025 Building Space  
Support, (sq. ft.)   

2035 Building Space  
Support, (sq. ft.)  

 
Furniture & Home Furnishings Stores  (1,849,639)  (1,802,075)  (1,754,511)  (1,659,383)   
Electronics & Appliance Stores   (479,438)   (429,060)   (378,682)   (277,926)   
Bldg Materials, Garden Equip. & Supply Stores   (503,244)   (468,898)   (434,552)   (365,860)   
Clothing & Clothing Accessories Stores   (730,676)   (643,077)   (555,478)   (380,280)   
Sporting Goods, Hobby, Book & Music Stores   (440,094)   (396,496)   (352,898)   (265,702)   
General Merchandise Stores  (3,071,831)  (2,836,136)  (2,600,441)  (2,129,051)   
Full Service Restaurants   (176,602)   (119,937)    (63,272)    50,058    

Total  (7,074,922)  (6,575,742)  (6,076,562)  (5,078,202)  
Source: PlaceWorks 2016, using data from Esri Business Analyst; center of radius is at Bellflower Blvd and Pacific Ave   
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APPENDIX B – RETAIL MARKET ANALYSIS DEFINITIONS   
The following sections describe several specific terms used in retail market analysis.   

TRADE AREA   
A trade area is the geographic area from which a retail center will draw the   
majority of its customers. Sophisticated market‐analysis models for individual   
retailers often define primary, secondary, and even tertiary trade areas. Several   
factors affect the size and boundaries of the trade area, including the type of   
shopping center, location of competitive retail facilities, physical barriers, and   
visibility and access to major roads and highways.    

For a market analysis supporting a development plan, the radial definition of a   
trade area alone is usually sufficient. This analysis defines the convenience goods   
and services trade area as a 1½‐mile radius around the proposed transit station,   
with a three‐mile‐radius area analyzed for context. The comparison goods trade   
area is a five‐mile radius with the larger context of an eight‐mile‐radius area.    
Figure 3 shows these trade areas.    

HOUSEHOLD SPENDING   
The household is the basic economic unit in retail analysis. The Consumer   
Expenditure Survey, published annually by the U.S. Bureau of Labor Statistics,   
details how households spend their annual income stratified by income, age,   
geography, household size, and other demographic characteristics. Esri’s Business   
Analyst interprets that data for individual locations based on the demographics and   
lifestyle characteristics of the households residing in that area. Esri reports the data   
using standard retail business categories from the North American Industrial   
Classification System.   

ESTIMATED RETAIL SALES   
The Esri spending report also estimates the amount of retail sales at businesses   
operating in the trade area. The Esri estimates are based on the U.S. Census   
Bureau’s Economic Census and information obtained from proprietary data   
sources, such as Dunn and Bradstreet and InfoUSA.   

SALES EFFICIENCY   
Sales efficiency is the average annual sales per square foot of retail businesses.   
Sales efficiency varies by store type, by individual business, and among different   
locations of an individual retail chain. This report estimates retail sales efficiency by   
type of store based on information from Dollars and Cents of Shopping Centers /   
The SCORE, published by the Urban Land Institute and the International Council of   
Shopping Centers; annual 10K reports filed by retail corporations with the U.S.   
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Securities and Exchange Commission; and the US Census Bureau’s Economic   
Census.   

EMPLOYEE SPENDING   
While most spending is done near the home, people also spend near their work.   
Typically, this spending supports convenience goods and services businesses, such   
as restaurants, gas and convenience stores, and pharmacies. The analysis assumes   
that employees spend $25 per week on convenience goods for 50 weeks of the   
year. The U.S. Census Bureau’s Longitudinal Employer‐Household Dynamics   
database provides current employment numbers for local areas, and the California   
Employment Development Department provides employment forecasts at the   
countywide level that can be interpolated to local areas.   
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