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THE PLUMBING OF THEWORLD IS CHANGING

TECHNOLOGY

A Changing the way we live: shifting retail & tenant mix, interaction, and connectivity
(more changes to come -- driverless cars, robots, big data convergence)

A Retail adapting to changing social habits, bricks/clicks omni -channeling, focus is on trips vs. sales

A The new store may be an industri al building: oLast Mil e
A Moving from Consumption to Connectivity to Distribution

GREEN ECONOMY

A California shifting to aeenédecemdomyar bon footprint 0

A Mandates are aggressive

A State has authorized new O0Sustainability and Housingé Di
A Spur growth of health, sustainable, environmental oriented business and achieve compliance

ECONOMIC DEVELOPMENT IS CHANGING

A New E.D. strategies based on digital -based lifestyle shifts, demographics, climate action mandates

A Loss of jobs to automation requires commitment to job ci
A Housing shortage affects all; now a state -wide priority with mixed local support

A Cities need private $$ to create jobs & tax revenueéand
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BUSINESSES PURSUE RELEVANCE AND PROFITS
INA CHANGING WORLD

.
k

Consumption ‘
Customers are buying differently ‘ _amazon
Brick and Mortar vs Online P
Demand for convenient and rapid delivery (last mile delivery)
InstaCartDoordash UberEATS

Commuting
Peopl eds movement patterns
Economy of sharing (Ubeuyft ride-sharing)
Driverless cars coming soon
Expanding Transit ($100 Billion dollars approved by L.A. voters)

Communication

People are communicating digitally
Social mediaHacebook, Instagram, Twitder
Employee Recruitment (LinkedIn, Zip Recruiter, Indeed)

Digital means local as weN¢xtdoor) Public & Private Sectors
6 Must Focus or




WHO ARE CITIES PURSUING? THE MILLENNIAL CONSUMER
PSilent

Silent Millennials and Gen X made Gen.
Gen. 50%o0f consumers in 2000 10%

Millennials

Millennials

21% 29% | | Baby 27%
By 2015, Millennials, Gen X, al Boomers |
Gen Z totaled65% 25% |
Boomers ; '
29% Millennials = 75% by 2025; Gen Z
By 2035 most WD)
Who they are
Education Income Habitation Marital Status Kids
@ ‘ 2o
(0] ¢ i
Im i
What drives them
Experience Personalization / Technology Health Social Good

Authenticity
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HOW DO MILLENNIALS CONSUME?
THEY VALUE PRICE PLACE & TRIPS

Alnternet is driver of changesin shoppingt he sal e can take nlace anvwhar g
A'S o @&ip generators are the new anchorsustain centers '
AAn€ despi t e dBrghétNoidtarigim deweandh

AGoingfrom BIGtosmall -0 Ur banoé f or mat s
(Nordstrom Local is 3,000 SF vs. average Nordstrom at 177,000 SF)

AThe Amazon Effect... ongoing evolution and disruption of the retail market... G oo oo #cow oftordstom Localin West Hollywood, CA
Amazon is not only online: also in real estate business with both industrial anc '
brick & mortar formats

A Last mile delivery :demand boosting (InstacaRpordash UberEATS) B oo ;f

Online Sales on Black Friday/Cyber Monday
A Black Friday $3.34 billion in 2016 to$5 billion in 2017
A Cyber Monday increased t96.6 billion this year from$3.45 billion in 2016

Sources: https://www.cnbc.com/2017/10/05/takepeekinsidenordstromsHfirst-tiny-store-without-inventory.html; https://retaiindex.emaketer.com/company/data/5374f24e4d4afd2bb444662a/5374f28a4d4afd824cc15ab8/Ify/false/neralssiate;
http://fortune.com/2017/11/26/bladkiday-online 201 7%salesrecord; https://www.reuters.com/article/ussaholidayshopping/bladridaythanksgivingnline-salesclimb-to-record-highidUSKBN1DPOPR; https://tech2.org/buyesadyfor-cyber
%E2%80%8B%E2%80%8Bmetelaglocalnews/; https:#ww.forbes.consitesjeanbaptist®017/11/28/reporicybermondayhits-new-record-at-6-6-billion-over-1-billion-more-than-2016/#4440c59e3662
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HOW DO MILLENNIALS COMMUTE ?
FROM HERETOTHERE... LETO0S SHARE

New commuting forms altering physical landscape Case Study: City of Summit, NJ
A Ridesharing; benefits of car ownership without paying directly for A Uber pilot program replaced a $10 million parking lot
gas, insurance, maintenance A Instead of paid parking at train station, residents get f
A Disrupts business model of taxis/rental car/parking companies Uber rides to and from station
A First and Last Mil&/lobility is key A City estimate: Cost $167,000 annually, saw@snillion
A San Bernardino County Trans. Auth. (SBCTA) paying riders up to $24 In taxpayer dollars over 20 years
from Ontario Airport to Metrolink stations- buying their Uber Pool A Less time wasted by commuters looking for parking
A When First & Last Mileissolvédp ar ki ng demand is reduced

‘-------.

Sources: https://www.moneycrashers.com/sharagonomy/; http:Ahww.businessinsider.cdfree-uber-rides-for-summitnewjerseycommuters201610;
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FOR MILLENNIALS: SHARING IS CARING

| NEED...

What is the Shared Economy?

A

A Internet makes it easy for people &hare assets withthers, for a fee

peopl

A

People borrowing/renting their assets directly to others

Shared economy i s

Examples of Shared Economy

A

o To To Io Do Io

Peerto-peer lending (Lending Club, Prosper)
Crowdfunding(Kickstarter Indiegog®

Apt./House Renting (Airbnb, Couchsurfing)
RidesharingUber, Lyft)

Co-working (wvework, rent sharing)

Reselling/Trading (eBay, Craigslist)

Knowledge/Talent SharinggskRabbjtivePersonElance

Sources: http://www.investopedia.com/terms/s/sharegonomy.asp; https://www.moneycrashers.com/shaamnomy/
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HOW DO MILLENNIALS COMMUNICATE?

Social Medial

A Millennials are communicating and sharing experiences digitally
on a regular basis @

A Social media monthly usage statistics

A Facebook 2.06 billion

A Instagram 800 million , gg @
A Twitter - 328 million

A Snapchat 300 million

A Pinterest- 150 million o
A Employee Recruitment (LinkedIn, Zip Recruiter, Indeed) m lndeed

A LinkedIn- 500 million registered members, 200 million ane:searen. all JoRs.
monthly visitors

A Means cities can conduct community outreach online . N td
A Next-door - social network for neighborhoods ex oor
A digiConversatiok - project outreach platform for cities

Sources: https://chrissniderdesign.com/blog/resources/sauiadliastatistics/; https://www.indeed.com/about
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#@THE GYM: A GYM FOR MILLENNIALS

You caneétutwoornk t he 1 nternet é

But you can be on the internet or at work while you work out
12




ISYOUR CITY MILLENNIAL READY? 4 KEY QUESTIONS

PLAY/SHOP

WORK

LIVE

CONNECTIVITY/
MOBILITY
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Are you creating places, not spaces?

A Blended use

A Culture/Entertainment

A Experience Restination

Are you inducing creating workplaces?

A Creative office

A Shared workspaces

A Sustainability: Zero Net Energy (by 2030 for combideggial

Are you attracting Millennial housing?

A From Urban topdatedSuburban settings

A Want communitigsbjectsvith urban amenities
A Authentic places with genuine experiences

Are your projects enabling/supporting mobility?

A Internet/Digital backbone investment

A Transit first/last mile mobility and connectivity
A Design with drones airdpoffsn mingless parking



HOW SHOULD CITIES ATTRACT THIS GENERATION?

Image and Identity -Who wants what?

Appearance plays role in attracting residents, visitors, businesses, investors
Safety & basic services (recreation, trash, utilities) are always a priority
Creative economywantstdr i ve | ess, share mor (EERMEISSRIC- Il 1)K,

Mi Il l ennials want to speak digital
public spaces, events, creative work spaa@eeworko )

To To To Do

KosmoiopslO otd6ongsder 6 Project Check Li st
Place vs. Space

Big Box Shrinkage (retail is no longer the primary zoning target)
Suburbs/Downtowns need authenticity, placemaking, amenities
Connectivity, not transport garkingn ;
First mile & Last mile (How do you get to transit; how do purchases get to
O0Shar ed -eridecshaangwai driving; project outreach via social metm
Sustainability; land use is not just about density, ZNE, healthy buildings

Carbon footprint reduction is state prioritt nd ever yoneds mandat e
Businesses want smart buildings and creative spaces to attract workers

10 Investors/Lenders assigning premiums to zero net energy, creative, sustainable and connected communities
14

© 0N ThwWDdE



A The Plumbing of the World is Changing
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3.

REvolution

: : 4. Millennials Defining Consumer
Big Box Shrinkage Demographics

o Size matters, but bigger is not necessarily More spendina power than anv other
better; most stores smaller by 25% to 75% b 9p y
generation ($600B)

#smallboxretail ' ' [
o smallboxretai o 80M strong, mobile devices are their

medium for communication, research,

Food and Place are New Anchor :
shopping, etc.

Tenants ha N
S 0 #ExperientialRetailing
o For the first time in history, U.S. restaurant
sales have surpassed grocery sales 5  E-Tail
o #YouCanot Eator DrinkOveq tyhignlofidiaft cofsEmption & electronic
t commerce
: : . 0 Retailers with robust omnchannels backed
Mixed Use is about the Right Blend by physical stores, generate the most
o Todayods ovalued metric boverallpagese about ti me
and trip generation than sales per square o #Omnichanneling
foot
o #CommunityRetail instead of lifestyle ... Distribution Revolution
retail o Distribution of goods is as important as

consumption; demand for quastail
industrial real estate is at all time high

o0 #Redustrial

Sources: https://www.retailcustomerexperience.com/news/omnichamatlilersbigwinnersin-holidayseasory/ShoppingentersToday, Feb. 2017
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https://www.retailcustomerexperience.com/news/omnichannel-retailers-big-winners-in-holiday-season/

OUR PAST FEATURED GUESTS

20131 g Box

201 4@ | donot
when | do.

2015%&Eack to

*MILLENNIALS




2018 FEATURED GUEST...THE LAST -MILE HERO
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BRICK & MORTAR RETAIL = BLENDED USE

NOW

RESIDENTIAL
COMMUNITY RETAIL

EXPERIENTIAL | CULTURE |
ENTERTAINMENT | FITNESS

FOOD | GROCERY [ RESTAURANTS
MEDICAL | OFFICE | CIVIC

19

SOQOIN]

POP-UPS
LOCKERS

CLICK-AND-COLLECT /| BOPUS
(BUY ONLINE, PICK UP IN STORE)

DISTRIBUTION (REDUSTRIAL)
VS. DESTINATION




Destination Is Retall

THEATRE / ENTERTAINMENT
@'mmm?r{ﬁmmt%

> )3

OrangetheoryFitness; Brea, CA Century Theatres; Mountain View, CA

RESTAURANT / BREWERY

4\/ —— — =1 I

POP UP / MARKET HALLS

Stone Brewing; Escondido, CA SteelCraftLong Beach, CA

20



EXPERIENCE AND PLACE IS BECOMING ABOUT FOOD

OWHATOGS FOR DI NNER, HONEY ? 8 EWWAVE OF AUTOMATION

|- iace. |

T :
4 s .*«-». )

-
- Seuee % |
— ¥ 5 g 2 3
- A‘I o \ " $ g §
gy
! 4 o e
i ‘ \

=
—

80% of Americans
unsure what

t heydre hayv
dinner by 4pm?

Sources: http://www.npr.org/sections/thesalt/2016/05/03/476488223/vgfatr-dinnerthe-optionsfor-afastanswermultiply; Shoppingenterd oday,July 2016
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BUT, GROCERY IS GOING ONLINE
USE EXPANDING, BUT DISSATISFACTION UP

A Food Marketing Institute projects online grocery to reach 20%
of total US grocery spend by 2025, up from barely 5% today

A $100B in annual online grocery revenue in 2025, equal to
3,900 physical grocery stores

A 23% of US shoppers are buying some food online (basics)

A Satisfaction lacking: 27% of online grocery shoppers report
dissatisfaction, up from 17% in 2016

Source: Cushman & Wakefield
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STICKS & BRICKS GROCERY: DISRUPTION ONLY BEGINNING

Online Grocery:The Holy Grail of Fulfillment
A Walmart and Target doubling down on grocery offerings.

A Walmart expands online offerings

A Target purchaseShipt
A Amazon makes the leap with Whole Foods and Amazon Go!

A Impactful German InvasieALDI & LIDL focus on value, aggressive growth p

A Pure grocers are challengdttngers SafewaySuperValustc.?
A Partnerships with Instacart, Roadie, Strip, Uber
A Consolidation likely; national retailers rolling up regional players
A Meal kit services, impact on grocery and survival of the fittest: Tums Time

A Al bertsonds buys Plated, a meal kit delivery service

Y The customer wins! Question: Prefer online toin  -store shopping?

Sources: Cushman & Wakefiel®hopping Centers Tod@bruary 2018; httpswiivw.albertsons.coralbertsonscompanies
acquiresplatedto-transformthe-food-experiencefor-consumers/ 23



Medical & Fitness tenants are less picky about
space positioning and are among the active
tenants in shopping centers

Source: CaliforniaCenters Aug. 2016
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HEALTH, FITNESS, & FASHION CONVERGING

r K

More consumers are looking for ways to
live healthier/active lifestyles and retailers | )
are adapting accordinghfFitnessandFashion

PHIS il 1 @CVS |

A CVSGetting into medical busindésright Aetna in
2017; Bought Targetds [

¥ CVS pharmacy——getna

A Other:Walgreens considering plans to buy Humana
RetailerBnkingup with Health Insurance Providers

A REL Opportunities for physical adventure trips abroad WKZ@W——)HUIT]GHGP
through REI Adventures

A Wearables Majority of Americans now own fitnes *23 'F | ‘t b | t

trackers and smartwatchep to 57% in 2017 fromr

26% of households in 2015
Sources: https://nrf.com/news/thgrowth-of-healthconsciousretailing; http:fortune.coni2017/12/04/whydid-cvsbuy-aetnd; https:/Eorporate.target.corfarticle/2015/12vstargetacquisitiorcomplete;
https:/Mvww.cnbc.con2017/12/01/ecvsaetnadeatcould-force-wakmart-to-buy-humanaanalystsays.html o5

A
GARMIN.

vivofit® 3
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WHATO0OS NEXT? RETAIL GOES \

CARDECARD

=i

vvvvvvv

A model wears the Tommy Hilfiger VR headset in its New York store F a ¢ e cSavki evoesl program | etds you tVoly usedGoogle Cardb@asl topriovide aivirtlal tgst drive

A Virtual realityis nomere passing fadwill impact shopper experience
Brands and technology companies have invested significant resources.
HBO fans have virtuallyscaledh e i cy Wall from o0Game of Thr one

Marriott has whisked people away for virtual tours of Hawaii and London.

A
A
A
A LexusandVolvo have given its customers virtual test drives of its cars.

Sources: https:/Mdigiday.cofmarketing/volvebecomesfirst-automakerusegooglecardboardofferstest-drivesnew-car/; https:Avww.cnet.coninewsfacecakeaugmentsyour-reality-with-clothingmakeupandmore/
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NOWTHIS IS FAST FASHION

Who knew Retail, Fashion,
andlechnology=IT so
well together?

T Insirucioe and Adusio
224
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HOW CAN STORE FRONTS STAY IN BUSINESS?
3 Key Factors

Customer Service Experience Authenticity

Virtual reality headset at the Toms  References to a rich, historic past can
Customer service is an imperative.  store on Abbot Kinney Boulevard in  provide a genuinely authentic
Venice. experience to consumers.

Source http:/AMwww.gensleron.cotfifestyle/2016/5/16/fivevaysto-be-authentiein-retail. html
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WHAT DOES CATCHING UP TO AMAZON MEAN?
SPEED. SELECTION. CUSTOMER CONVENIENCE.AND COST.

F - - -
A Point to Point Delivery The element of the supply
0 Uber chain that most makes or
0 Instacart b K | It
o Growth industry (Deliv, Shipt, PostMates etc.) reaks customer loyality.

A In-Store Pick -up
0 Drive the online customer to the store
0 Leverage competitive superiority vs.Amazon
o Drive changes to store layout

(5) order pickup

LAST
MILE ™ A Retailer Self Perform

A Price 8 Speed tradeoffs
0 Amazon Prime as benchmark
0 Unique value proposition of retailer
0 Role of Incentives

A Challenge of the heavy -bulky

A Returns
e

30



THE STOREWONT BE JUSTA STORE, ANYMORE: WALMART INNOVATIONS
LEVERAGING COMPETITIVE ADVANTAGES TO COMPETEWITH AMAZON

Walmart

Build the most compelling complement to physical store network

—

A Q2 2017 online revenues reported up 60% A Scan and Go
A 67 million SKUs online; up 30% from Q1 2017 A Curb-side services

A Online grocery in 900 locations A Uber and other pilot partners
A Easy reorder A Store associate private delivery
A Click and collect discounts A Latchkey delivery

A In-store technology® The 100 Towers

Sources: Company filings; Retail Info Systems; Chain Store Age
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RETAIL MEETS INDUSTRIAL

32

Today, retail is as much about distribution of goods as |
destination to consume goods

Consumers have multiple ways to shop for and receive
goods and services:

>\

Buyandpick up in store

>

Buyin store receiveat home

>\

Buyonlineandpick upin store

Buyonlineandreceiveat home

Omnichanneling and changing demographics create
significant changes in demand for distribution real este

A Buildingformats changeso do hours of operation

Retailmeetsindustrial= REDUSTRIAL



FULFILLMENT CENTERS WILL DELIVER GOODS FASTER THAN EVER

Proximity carries the day, functionality is key: N hazon

~—fulfillment =
A Facilitating expansion of fulfilment capacity tdring optimal
inventoryasclose to customer basasfeasible

Material Handling solution thatmeets deman@ndscales

Proximity to UPS, FedERHL, USP3nfrastructure
Optimize leverageof distributionnetwork

Culture and brand is protected andcelebrated

o P Po o Do

Can the rest of the best catch up to Amazon?
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AMAZON:
NOT EVERYWHERE YET BUT GIVETHEMTIME

Amazon'’s Footprint Increasingly Closing in on Population
% of Population within 20 Miles of an Amazon Fulfillment Network Node

50% -
45% -

- AIMAZON |
30% \./‘7 I

25%
20%
15% -
10% -

' sl I
g I n
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Sources: PiperJaffraycompany filings; MVWPL, Facebook, Twitter, various news sources, US Census Bureau 34




AMAZONWILL FIND THE RIGHT DELIVERY SYSTEM
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THE TRINITY OF RETAIL

Retailer

amazon
ebay

=7 [ Distribution

Order from Smartphone or Laptop and
Get Items Delivered to Your Home/Business
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NEW STATE MANDATES TO TACKLE ISSUES

Mandates on Private &

State Mandates /Targets Public Sectors

Carbon Footprint Reduction hits every
industry, government,cars, and buildings

Zero Net Energy for residential and
commercial buildings

Climate Action

Sustainability & Housing Districts Clean Air Mandates targets

Housing Supply/Affordability Zero -Emissions Vehicles

Mandates on housing affordability and

Poverty Reduction affordable housing production

Sustainability Element required in updated
General Plans

38



WHAT IS SUSTAINABILITY?

The Economist Livability Index
stability, health care, culture and environment,

education, infrastructure What does a sustainable city look like?
Housing A Healthy (and happy!) population
A Attractive investments
A Stable and diverse tax base
A Quality updatednfrastructure
A Ability to provide services
A Fiscally responsible governance
A Meets Climate Action goals

Employment

39

A City that cansustain itself for many generations

Millennial generation attracted wustainable communities



THE NEW E.D. PARADIGM -
BUILDING A SUSTAINABLE COMMUNITY

State Priority : Economic Development helps cities meet climate action targets

A Attract businesses and new development-t
clean tech, telecommuting, blended use

A Neighborhood Oriented Development (NOD); urban and suburban clusters near transit
A Require business to invest in sustainability (higher density, fewer trips, Title 24, electric ve

City Priority _: Economic Development attracts private investment for jobs and taxe
A Zoning policies may focus on placemaking, housing, and blended use
A Address retail changes AND sustainability at the same time

A Retail being replaced by o0Creating a Placebo
A Retail meets industrial REDUSTRIAL

Human Priority : Housing is where jobs sleep at night

A New legislation provides tools, streamlining, and funding for affordable/workforce housing
A Tax Increment and other districts can accelerate compliance

KEY to Economic Development is to address
jobs, climate action, and the changing face of retail, taxes and housing

40



HOUSING SHORTAGE LIMITS ECONOMIC GROWTH

Two Challenges - Housing Affordability and Affordable Housing:

o Bo Po Po Do o Io I

Unaffordable Housing: as housing prices escalate, affordability gap increases
Threat to job creation, companies chall ¢ at
Population growing, owners not selling: not enough units to meet demand

Localregs hi gh construction costs affect de\
Affordable housing hurt: Housing Tax Credits priced lower due to impact of tax cuts
People leaving to other states (625,000 moved out of CA between 2007 and 20

Less than 54% of homes are occupied by the owner (49 ™ in nation)
Poverty rate rising (1 in 5 Californians live in poverty)

State views housing as aneconomic mandate

Sources: https://ww2.kqed.org/news/2017/09/13dft5-californiandive-in-poverty/; http://www.dailynews.com/2016/03/03/htnusingprices-are-drivinglow-middleincomefamiliesout-of-california/;
https://la.curbed.com/2016/3/4/11159938/califotmdasingshortagehomeownership; http://www.latimes.com/politicsflal-sachousingshortagelaw-questions20170705htmistory.html
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CA LEGISLATURE HAS NOW CREATED
5 SUSTAINABILITY & HOUSING DISTRICTS

Date Legislation

9/29/2014 | SB 628 signed by GovernagthorizingelFDs

AB 313 signed by Governor, revising EIFD legislation

9/22/2015 AB 2signed by Governor, introducingRIAs

9/23/2016 | AB 2492 signed by GovernamendingCRIA

9/29/2017 | SB 540 signed by Governor, introducing Workforce Housing Opportunity ZoiéslQZ )

10/7/2017 | AB 1568 signed by Governor, introducihgFTIl as part of EIFDs

10/13/2017| AB 1598 signed by Governor, introducing Affordable Housing Authorifié$A(s )
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SUSTAINABILITY & HOUSING DISTRICTS:

WHAT ARETHEY?

Governor Brown taketh RDAs...and giveth Sustainability Districts

A Enhanced Infrastructure Financing Districts (EIFDs)
A Infrastructure and public/private transactions

A Community Revitalization and Investment Authorities (CRIAS))
A Similar to EIFDs w/eligibility standards & focus on affordable housing

A New (2018) approved Housing Districts include:
A Affordable Housing Authorities (AHAS)
A Workforce Housing Opportunity Zones (WHOZS)
A Housing Sustainability Districts (HSDs)

A All Districts eligible for state funding for climate action/transportation
A EIFDs, CRIAs, AHAs use tax increment financing (TIF Districts)
ACity of La Verne is LA Countyds fir

43
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SUSTAINABILITY & HOUSING DISTRICTS:
WHAT CANTHEY FUND?

Industrial Structures Aff./Workforce Hun/BIended Use  Transit Priority/RTP/SCS Projects

Parks & Open Space Chlldcare Facilities Brownfield Remediation
Source: SB 628/AB 2 Bill Text 44




SUSTAINABILITY DISTRICT FORI\/IATION IN PROGRESS

Oblspo .

A

Red markers are EIFDs/CR
under evaluation
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New Tools

Utilize Economic DevelopmentTools For Public/Private Projects

Existing / Former Tools

Digital E.D. &
Digital Community Participation

OppSites

digiConversationM

Sustainability and Housing Districts

Enhanced
Infrastructure

Financing Districts

(EIFDs)a

Community
Revitalization &
Inv. Authority
(CRIA)

Affordable
Housing
Authorities
(AHA)

Housing
Sustainability
Districts (HSD)

a7

Kosmont
Retail NOW®

Real Estate &
Property

Land Use / Zoning
(Higher Density;
DORM; Parking)

Rebate of Taxes /
Revenues

P3 / Project
Special Districts Delivery Methods

(Tourism, BIDs, etc.)

Grants / State /
Federal Sources




Kosmont Retaill NOWI®

A tool kit and platform for both public and private sectors to attract
retail in light ofomnichanneling

It is a comprehensive and proactive retail attraction platform that identifies
existing conditions, sets a path, targets tenants, & produces results.

Analyze

Strategize

Implement

P3 Retalil Attraction Tool
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ANALYZE ¢&
Trade Area Map Based on Radii
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ANALYZE ¢é
Customized Trade Area Map with Drive Times

Reno, NV &
~3.5hrs

Mammoth Lakes

oldfield

Amargosa
3 alley

\\'f“’” Mammoth Lakes |5
i ~3.25 hrs &

Visalia

gecrest

g

60 Minutes ‘ -
@ Barstow

~60 min
Lancast®

~60 m | n a[sto"w;»

; R

e
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STRATEGI ZE ¢&
Per Capita Retall Sales for Comparable Cities and Regions

) ) ) $113.5
$30.0 Per Capita Retail Sales in 2016
(in $ thousands)
$20.0 -
$16.2
$12.6 $14.2
$12.2 .
$10.1 $11.0
$10.0 - $8.7
$6.6
o i i i
$0.0 i T T T T T T T —
o @ et & N @ ) S Q& ®
N & N & & P 9 A &
M & < Q? < Y Q¥ ®

2017 Population (000s):

| 73 | 44 | 80 | 56 | 109 | 97 117 | 10,276 | 65 | 13 I
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0O Cash

STRATEGI

M Retail Sales Per Capita in $000s (2016)

i Retail Spending Potential Per Capita in $000s (2016)

$5.8
$5.1

Lynwood

$6.6
$5.4

Bell Gardens

$9.2

$8.7

Bellflower

$10.1

$6.7

Paramount

Norwalk

Regl sters

South Gate

Z E
V'S

Surplus

Downey

Per Capita Sales Surplus/Leakage, Total Surplus/Leakage, and Percent Surplus/Leakage:

V4

e

$14.2

$8.6

L.A. County Pico Rivera

52

($0.7K) $1.2K ($0.5K) $3.4K $2.4K $5.6K $0.9K $7.6K
($50M) $54M ($47M) $192M $258M $548M $8,848M $494M
(12%) 23% (6%) 51% 27% 86% 7% 88%




MPLEMENT
OPPORTUNI

Retail Development Opportunity

NEC of Twentynine Palms Hwy. and Smoketree Ave.

# Future Public

% T s

§ AT - =
k Facility - Project Phoenix g

DEMOGRAPHICS (ESRI)

0 GROUND GAMED®G

V4

e

Retail Development Opportunity

NEC of Twentynine Palms Hwy. and Smoketree Ave.

Future Public ility
Project Phoenix

TBAY ASUDWDL

g'aAV UaaNY pasag U0 3
[

‘BAY 934IOWS,

Cactus Dr.

“2AY DJj0YD

0.20 acres

Cactus Dr

0.19-acre parcel|
privately owned

adobe iPY DGOPY

Y

1.

~1.2 acres owned by Charles A. D

PROJECT PHOENIX BUILDING CONCEPT

ACREAGE

Family Trust

APN

TY S|

T E

REGIONAL MAP

3 Marine Corps‘Air Ground Combat
* Center Twentynine Paims ) 5 > 0.17

[avg. it inc. | 354742 | 354,759 | 353258 | 353975

0618-237-06
| on | osis2wro2

e 3 -

- "{Vue:u

| . Valley |
T

g},@,, i
Cathedral City |

FEATURES
+ ~12 acres zoned Downlown
Retail Mixed-Use “DRMU"
suited for retail/commercial
+ Fronts main arferil
Paims Hwy./CA-62 near skong
infersection
+ Close proximily fo Joshua
Tree Nafional Park with
~2 milion annual visitors
(2015) and growing
+ Traffic Counts (2015)
+ ~21,600 ADT

(Adobe Rd. & CA-62)

CONTACT US

For a trade area four of the Site,

please contact:

Ken K. Hira

Executive Vice President
Kosmont Companies
(949) 226-0288
khira@kosmont.com

Frank J. Luckino, MPA
City Manager

City of Twentynine Palms
(760) 401-0520
fluckino@29palms.org
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(CONTACTIUSIFORVANTRADE/AREATIOUR:)

Ken K. Hira Frank J. Luckino, MPA
Executive Vice President City Manager

Kosmont Companies City of Twentynine Palms
(949) 226-0288 (760) 401-0520
khira@kosmont.com fluckino@29palms.org

0.20

0618-237-04




A The Plumbing of the World is Changing
U Trends

U Retail is NotJusRetail Anymore
U The Last Mile: Retail Meets Industrial

PRESENTATION ‘% A What is the State after?
OUTLINE

A Economic Development in a Digital World
U Destination and Retail Tools
U Digital Tools

A Off to the FUTURRe go!
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THE NEW AGE OF ECONOMIC DEVELOPMENT
KOSMONT0S PATHWAY TO ECONOMI C DEVELOPNMW

Step 1: SeledDESTINATION Step 2DIGITAL OUTREACH Step 3DEVELOPthe Project:
Find Developer, Secure Project Gain Support for Projects Online Use Sustainability & Housing Districts
{Target is Taxes, Jobs, Sustainability, Placeme

, 15
Arsenal Yards in Watertown, MA is an example of an A website and~acebook ads/posts were ways of promoting and obtaining
experience and diningased retail destination (opening 2019). community opinions on the plan for the Poway Road Corridor.

The City of La Verne created an EIFD to induce private development around
future Gold Line station.
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