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EXECUTIVE SUMMARY

Farmers Branch EDC
13000 William Dodson Pkwy
Farmers Branch, TX 76034

John Land

Catalyst, Site Selection Group and Burns Development Group have been retained by the City of Farmers Branch
to perform a market analysis with the purpose of identifying retail, residential and office demand for the City of
Farmers Branch based on market factors. These include: demographics, psychographics, demand/leakage
analysis, and the physical constraints of available properties within the study area. This Merchandising Plan is a
collection of resource materials intended to provide information to Farmer Branch regarding the suitability of uses

within the 9 acre tract located at the SEC of Josey and Valley View.

The results of this Merchandising Plan are reflective of current market trends in the trade area, site criteria, and
the vision of Farmers Branch, as communicated by key stakeholders. The intent of this effort was to ensure that
future development in Farmers Branch would be consistent in market and economic reality and align with internal

objectives of the stakeholders.

The current population of the Farmers Branch is 23,241". The population of the Primary Trade Area, as identified
by Catalyst, is 301,521% with a projected population of 314,767 in 2014. The residents within the Primary Trade
Area posses an aggregate purchasing power of $9,393,960,548. This trade area contains oversupplied retail in
most retail categories. While many attributes are strong, Farmers Br anc h’ s  chigladordcentratpe af
existing retail, its close proximity to competitive markets, homogenous demographics of surrounding

communities, limited acreage for large scale development, and over supply of most uses within the region. These

! Source: Pitney Bowes Map Info
% Source: Pitney Bowes Map Info

collective factors reduce the number and type of opportunities. This Merchandising Plan is intended to outline
demand for retail, office and residential uses based upon the demand and profile of Farmers Branch taking into

account both the positive (+) and negative (-) features.

Best Regards,

Jason Claunch
President
Catalyst Commercial, Inc.
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MERCHANDISING PLAN

Forecast Report

According to Costar, there are 33 retail properties in Farmers Branch. To complete a potential Merchandising

i ' N = H A 8.0 =
Plan, Catalyst evaluated the property at the South East corner of Josey Lane and Valley View Lane. W n/D\/[ T T !
- 16,0 % Q

Thotsand &5
—

As part of the initial step, Catalyst evaluated vacancy in the region. Vacancy rates are a good barometer of
overall retail health of properties for comparison purposes. The vacancy rate for Dallas/Fort Worth was 9.4% at
the end of the third quarter 2009. The following chart (Chart 1) shows the Vacancy rates for Farmers Branch.
Costar shows that Farmers Branch has a total vacancy rate at the end of the fourth quarter 2009 of 18%.

Although vacancy rates are valuable indicators, factors such as age, size and location can affect vacancy, and - i
each property should be studied in detail to outline its risks. = 200w mremide
N Vet Deliverius  [TTTINOt ADSOIrPLion s vYacancy Rate
Delivery A Winorwn C " Alby " 100% of Py S Yo Average

8% Chart 2 Absorption rate (Source: Costar)
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g Using historical absorption and delivery data, the following chart shows a spike in delivery Q1-Q2 2010 and an
e increase in vacancy due to delayed absorption with no net new deliveries after 2010 and a stabilization of
% o vacancy near 18% in Q2 — Q3 2011.

;5 9.2 Forecast Report
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Chart 1 Forecast Report (Source: Costar)

Using historical (5 yr) absorption and delivery data, the following chart (chart 2) shows an increase in vacancy in
the City of Farmers Branch due to negative absorption. This assumes no net new deliveries from 2007 and

vacancy increasing to 25.5% in Q1 2012 based using a 5 year average of absorption.

Thed &
N
o
2

200 007

J0un 200% 2010 2013 20132

et Delivaries [T NGE ARDSOIPUON e VaCcancy Rate

Wrvrwn © v A A

100% of & S ¥ ean Average

11.0 %

10,8 "

10.0 %

aoy bue)

Chart 3 Forecast Report (Source: Costar)
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SEC of Josey & Valley View Lane

The center is located at on the South East Comer of Valley View and Josey Lane, Farmers Branch, Texas 75234.
Project Description

The center is anchored by a vacant big box with majority of the center being vacant. The sole tenant currently
occupying the center is Panaderia Guatemalteca La Mejor. Ac cor di ng BranchRenantnedocatios is in
process as of 20101 to remove leasehold interests and facilitate redevelopment.

Accessibility

The center has good accessibility with primary access from both Josey Lane and Valley View Lane.

Visibility

The center is visible from Josey Lane. There is a convenience store on the hard corner and in-line retail on the
north side of the center along Valley View Lane. The visibility to the tract is slightly obstructed from these
improvements and reduces visibility to a potential anchor from Valley View Lane.

Size

The land is 9+/- acres®.

Traffic Counts

Traffic counts are 17,154 on Valley View Lane (East of Josey) and 15,933 on Josey Lane (south of Valley View
Lane)*. A complete summary of traffic counts is listed below with a map in Appendix 11.

% City of Farmers Branch (2008)
* City of Farmers Branch (2008)

Property Summary

Total Acres

Vacancy

Average Asking Rent

Acres

9 Acres

N/A

N/A

Table 1 — Project Summary (Source: City of Farmers Branch)

Demographic Summary

Population
Median Income

Average income

1 mile
13,100

$47,583
$73,616

3 Mile
88,672
$49,596
$77,828

5 Mile
268,198

$51,972
$82,393

Table 2 — Demographic Summary (Source: Pitney Bowes Map Info)

4PAGE



CONSULTING+SOLUTTIONS

DELINEATION OF PRIMARY TRADE AREA

Understanding where your target customers originate is a crucial step in any retail recruitment initiative. Accurate
delineation of the trade area in which retailers can expect to reasonably attract customers is the first step in this
process. Catalyst delineated the Primary Trade Area by sampling customer data at various in market locations
to determine the point of origination in relation to the area of study to identify shopping patterns within the trade

area.

While retailers traditionally use radius rings and drive times to quickly compare prospective sites against existing
sites, as well as other prospective sites, the data which can be extrapolated from arbitrary trade areas is not
sufficient for the decision making process of advanced retailers. For comparison, one (1) mile, three (3) mile, five
(5) mile radii, six (6) mile, eleven (11) mile, fourteen (14) minute, twenty-one (21) minute drive time, and the
Primary Trade Area, as defined by Catalyst, were analyzed to extract demographic and psychographic data from

each of these areas. Maps for each of these areas are located in the Appendix.

Primary Trade Area

Catalyst uses a 5 Tier system to categorize the type of market being studied (See Table 1). Farmers Branch,
Texas qualifies as a Tier 3 suburban market. For the purpose of this study, 1,000 customer samples were
collected between February 8 and February 10, 2010 from the four corners of Valley View Lane and Josey Lane
in Farmers Branch and researched to identify points of origin. Outliers beyond 15 miles are excluded for Tier 3
markets within a major Metropolitan Statistical Area (MSA). A catchment of 65% of the remaining customer
samples defined the Primary Trade Area for this study. A catchment of 80% defined the Secondary Trade Area.

The Primary Trade Area is outlined in red reflected below (see Map 1). This area is further described as an area

including Farmers Branch, Coppell, Irving, Carrollton, and Addison. The distribution of customer samples is wider

to the North and South, but similar distribution overall compared to Tier 3 markets.

Mature, predominantlyresidentiatcentric market with dispersed

Tier 3 Suburban pockets of retail and office.

Table 3 Market Type
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Map 1 - Trade Area Delineation (Source: Catalyst)



Drive Time Analysis

Drive time based trade areas are another method used to analyze trade area characteristics. A drive time
analysis with 65% catchment is captured within a Drive Time Trade Area of a 14 minute drive time from Josey
and Valley View Lane (See Table 1). Drive time analysis is useful for quick comparisons of proposed sites

against both existing store locations as well other prospective sites.
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Study Description Site Name Count Catchment
3 Minute Drive Time Josey & Valley View Ln 191 25.6%
5 Minute Drive Time Josey &Valley View Ln 295 39.5%
7 Minute Drive Time Josey & Valley View Ln 339 45.4%
9 Minute Drive Time Josey & Valley View Ln 373 49.9%
11 Minute Drive Time Josey & Valley View Ln 415 55.6%
13 Minute Drive Time Josey & Valley View Ln 460 61.6%
14 Minute Drive Time Josey & Valley View Ln 489 65.5%
15 Minute Drive Time Josey & Valley View Ln 523 70.0%
17 Minute Drive Time Josey & Valley View Ln 580 77.6%
19 Minute Drive Time Josey & Valley View Ln 613 82.1%
21 Minute Drive Time Josey &Valley View Ln 638 85.4%
23 Minute Drive Time Josey & Valley View Ln 661 88.5%
25 Minute Drive Time Josey & Valley View Ln 6386 91.8%

Table 4 Drive Time Analysis (Source: Catalyst)

Map 2 below reflects the areas for a 14 and 21 minute drive time from Josey and Valley View Lane. The 14
minute drive time captures 65% of the customer samples and a 21 minute drive captures 85% of the customer
samples. Drive time analysis is useful when l_Jnderstanding impact from one region to another, but is not as
accurate in identifying the constraints of the actual trade area for Farmers Branch as defined via the polygon for
the Primary Trade Area. Errors using drive time analysis are often considered acceptable, however notation must

be made to limitations when customer samples are available and a more accurate trade area can be delineated.

71 Nt
Brive Tima

W Maagi
Drive lme

M Minute

Qeive Time

Brive lime

Map 2 - 14 & 21 Minute Drive Time (Source: Catalyst)
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Concentric Ring Analysis

Traditional concentric rings are often used to analyze trade area characteristics. Using a Concentric Ring
analysis, a 6 Mile radii from a centroid at Josey and Valley View Lane captures approximately 65.5% of the
customer samples and an 11 mile ring captures 85.9%. These can be used to delineate a Concentric Ring Trade
Area (See Table 3). Retailers use concentric ring studies for quick comparisons of proposed sites against both
existing store locations as well other prospective sites. A concentric map showing 6 and 11 mile radius ’

shown on Map 3 and is the Appendix.

Study Description Site Name Count Catchment
1 Mile Ring Josey & Valley View Ln 176 23.6%
2 Mile Ring Josey & Valley View Ln 304 40.7%
3 Mile Ring Josey & Valley View Ln 356 47.7%
4 Mile Ring Josey &Valley View Ln 392 52.5%
5 Mile Ring Josey & Valley View Ln 440 58.9%
6 Mile Ring Josey & Valley View Ln 489 65.5%
7 Mile Ring Josey & Valley View Ln 551 73.8%
8 Mile Ring Josey & Valley View Ln 577 77.2%
9 Mile Ring Josey & Valley View Ln 601 80.5%
10 Mile Ring Josey & Valley View Ln 617 82.6%
11 Mile Ring Josey & Valley View Ln 642 85.9%
12 Mile Ring Josey & Valley View Ln 669 89.6%
13 Mile Ring Josey & Valley View Ln 701 93.8%
14 Mile Ring Josey & Valley View Ln 719 96.3%
15 Mile Ring Josey &valley View Ln 747 100.0%

Table 5 Concentric Ring Analysis (Source: Catalyst)

Many retailers still rely on concentric ring data to analyze trade areas. Although this methodology is not as
accurate as customer derived delineation it can be used for quick reference and comparison purposes. In-line
retailers as well as pad site operators use concentric ring analysis more often than other methods. This report

also includes trade area calculations using ring studies for Farmers Branch and supporting demographic data.

Demographic analyses of concentric ring trade areas is useful, but these assume a consistently even population
distribution, and do not take into account such factors as natural barriers, demographic shifts, manmade barriers,

shopping patterns, drive time impacts, and other geographic factors.

As influence from the aforementioned external factors increase, then analysis based on concentric rings

i s becomes less reliable.

Map 3 - 6 & 11 mile ring (Source: Catalyst)
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opulation Trade Area  Trade 1 mile 3mile 5mile 14 min 21 min 6 mile 11 mile

Area
. . . .. . . 2009
The City of Farmers Branch and its associated trade area have participated in the steady growth experienced Population 301,521 | 13,100 | 88,672 | 268,198 | 413,887 | 1,223,776 | 372,281 | 1,303,279
within the region. Farmers Branch is projected to continue positive residential growth. According to Pitney Projected
2014 315,767 | 13,710 | 93,550 | 285,476 | 441,338 | 1,302,274 | 396,006 | 1,386,216
Bowes Map Info, the current Primary Trade Area population is 301,521 (2009) and is expected to increase to Population

Table 6 Population (Source: Pitney Bowes Mag

315,767 (1.04% increase) within the Primary Trade Area by 2014. This continued population growth will bring

with it increased demand for retail, restaurant and neighborhood services.

Population density within the city limits of Farmers Branch is fairly homogeneous in the residential portions of the
trade area, while population is generally lighter west of I-35. Retail demand is generally positively correlated with

population density, however factors such as income, quality of existing retailers, existing retail sales, competition,

co-tenancy, and generators can all attribute to success. According to Catalyst, preferred population averages for
national retailers are around 8,000, or greater, within 1 mile. The current one (1) mile population is 13,100,

according to Pitney Bowes Map Info.

Map 4 —Population (Source Pitney Bowes Map Info)
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Income

Median income levels of cities within the Primary Trade Area are relatively homogenous compared to City of

Farmers Branch (See Map 6). Median household income in the Primary Trade Area is $55,492 as compared to a

median household income of $48,062 in Dallas/Fort Worth MSA. Median and average incomes for the

surrounding competitive intersections are listed in Table 2.

Primary
Trade
Income = Area 1mile 3mile 5mile 14min 21 min 6 mile 11 mile
Average
Household
Income $78,251 | $73,616 | $77,828 | $82,393 | $91,553 | $88,912 | $95,882 $92,234
Median
Household
Income $55,492 | $47,583 | $49,596 | $82,393 | $54,458 | $88,912 | $56,694 $56,891

Table 7 - Income Summary (Source: Pitney Bowes Map Info)

Map 6 — Median Income (Source: Pitney Bowes Map Info)
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Ethnic Profile

- Primary : :
Ethnicity Trade Area 3 mile 11 mile
White Alone 193,952 266,767 | 722,161 @ 9,784 | 59,597 | 175,010 | 248,765 | 838,555 Trade Area Race
Non-Hispanic | S S S
Black Alone 25,300 234,750 | 140,170 | 278 4,061 | 18,664 | 27,670 | 138,508 ]
Hispanic - | I
American Indian/Alsaka 1,895 2,401 7,767 105 594 1,659 2,181 7,866 T
Two or More Races _
Asian/Hawaiian/Pacific Asian/Hawaiian/Pacific
lander 27,205 5,147 | 98,042 | 344 | 4322 | 20,240 | 33,713 | 108,919 lander s
American Indian/Alsaka I
Two or More Races 53,169 74,822 | 205,637 | 2,590 | 20,097 | 52,624 | 59,952 | 209,432 -
Black Alone -
Hispanic 116,225 165,872 | 408,912 = 6,588 | 46,387 | 117,074 | 132,103 | 417,051 1
Non-Hispanic 185,296 248,015 | 814,864 | 6,513 | 42,285 | 151,123 | 240,178 | 886,228 White Alone “
Table 8 Ethnic Profile (Source: P|tney Map |nf0) 0 50'000 100[000 150'000 200'000 250,000

Chart 4 Ethnic Profi{8ource: Pitney Bowes Map Info)
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Education Profile

According to the US Census Bureau, 79.1% of Texas population over 25 had a high school diploma, 25.2% had a bachelor

degree or higher and 8.2% had an advanced degree. Over 81% of the residents in the Trade Area have a High School

CATALYST
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Primary Trade Area 1 mile 3 mile

5mile 14 Min 21 min 6 mile

Diplomaorabove.Over25 % have a Master degree
L00%% Education
90% |— —_— _— —_— —_— —
80% — — — —— —— —

70%
60%
50%
40%
30%
20%
10%

0%

Primary Trade 1 mile

[ ] l\ﬁ)rgamoling Completed

m 5th and 6th Grade

M 9th Grade

m 11th Grade

1 High School Graduate (Incl Equivalency)

7 Some College 1+ Years No Degree
Bachelor's Degree

Professional School Degree

3 mile 5 mile

21 min

14 Min

B Nursery School-4th Grade
m 7th and 8th Grade
m 10th Grade
m 12th Grade No Diploma
= Some College < 1 Year
Associate Degree
al aid SND:

Doctorate Degree

Education
Ngosrgg%‘t’ggg 2.10% 257% | 2.17% | 2.28% | 2.30% | 2.00% | 1.80% | 1.90%
Nursery School-4th 1.50% 1.97% | 2.17% | 1.68% | 1.60% | 1.20% | 1.30% | 1.10%

Grade

5th and 6th Grade 4.60% 5.20% | 6.820% | 5.19% | 4.90% | 3.60% | 3.90% | 3.30%
7th and 8th Grade 2.20% 2.67% | 3.15% | 2.38% | 2.20% | 2.10% | 1.90% | 2.00%
oth Grade 2.90% 3.42% | 3.75% | 3.05% | 2.70% | 2.50% | 2.40% | 2.40%
10th Grade 1.50% 2.45% | 1.98% | 157% | 1.50% | 1.60% | 1.30% | 1.50%
11th Grade 1.50% 2.62% | 2.20% | 157% | 1.50% | 1.60% | 1.30% | 1.50%
12%"%‘{3‘312“0 2.80% 372% | 3.04% | 2.79% | 2.70% | 2.80% | 2.40% | 2.70%

High School
Graduate (Incl 17.50% 26.91% | 21.13% | 16.82% | 16.30% | 17.00% | 15.70% | 16.30%

Equivalency)
Some $g:|i(:ge <1 6.10% 6.34% | 558% | 534% | 5.40% | 5.60% | 540% | 5.50%
32{;? ﬁg"gggr; 15.60% 14.96% | 14.51% | 14.40% | 13.80% | 14.30% | 14.70% | 14.40%
Associate Degree 5.90% 472% | 491% | 558% | 550% | 550% | 550% | 5.50%
Bachelor's Degree 2.00% 15.85% | 19.07% | 25.26% | 3.30% | 3.10% | 3.50% | 3.20%
Master's 25.80% 5.10% | 6.68% | 8.15% | 26.10% | 26.80% | 28.40% | 27.90%
meesé'ggf‘e'esc"oo' 7.50% 0.95% | 2.07% | 2.83% | 8.90% | 9.10% | 9.50% | 9.60%
Doctorate Degree 0.70% 0.46% | 0.78% | 1.11% | 1.30% | 1.10% | 1.30% | 1.20%

Table 9 — Education (Source: Pitney Bowes Maplnfo)
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Traffic count Analysis

Average daily volume is an important measurement by which retailers evaluate potential sites.
speaking, higher traffic counts are more attractive as they are typically translated into greater retail sales

potential. A summary of traffic counts for the Farmers Branch Trade area are as follows. 2010 Projected traffic

CATALYST
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counts were calculated on a 1% growth from the year the original 24 hour ADT was sampled.

Generally

Albertsons 30,361 (Marsh) 33,537 (Marsh)
Swc ForestLn & Marsh Ln 33,026 (Fores)™® 36,481 (Forest)
Sprouts 30,361 (Marsh) 33,537 (Marsh)
SEC ForestLn & Marsh Ln 32,690 (Forest)™® 36,110 (Forest)

I-35 North of Valley View Ln. 200,000%" 206,060

Sample Location Intersection 24 Hour ADT 2010 Projection
4 Corners SEC Valley View Ln & Josey Ln 17,118?31%/253;\5)?\/) 17’587;&%1;?\”)
Kroger SEC Valwood Pkwy & Josey Ln 102' 364;11 E(’V(;IOV: c?gc)i)e 1(2)'58'55(\5‘;?;%21)
Fiesta SEC Belt Line Rd & Josey Ln zi?giiéiﬁsgﬁ);)s zgééig?éiﬁsﬁﬁ)
Kroger SEC Belt Line Rd & Marsh Ln 92 zfs ?B(gfta[is: e);o 11?’46,;156711(%?[?:2@
Tom Thumb SEC Sprng Va"eIYan & Varsh 9,73821(2?)?"(3?;:;2”“ 10,gfésfszp§:\r/1|3 r\S/raRIey)
Walmar swc Vidway R & 635 e 2,528 (iducy)
Tom Thumb NEC Forest Ln & Marsh Ln 322223(‘)2('(:“;'2:324 ggﬁg 22" ;LS;B

® City of Farmers Branch (2008)
® City of Farmers Branch (2008)
" City of Farmers Branch (2008)
8 City of Carroliton (2002)

® City of Farmers Branch (2008)
% City of Carroliton (1993)

™ City of Farmers Branch (2008)

*2 City of Dallas (2001)

'3 City of Farmers Branch (2008)

!4 City of Dallas (2001)

Chart 10Traffic Counts

The highest traffic counts in the region, excluding freeways, are along Marsh Lane and Belt Line Road. While the
south east corner of Valley View and Josey have the lowest traffic counts compared with competitive
intersections with Grocery stores, it could inferred that a new development with a the traffic counts will increase in
that intersection. It should be noted that 635 and I-35 which are both within two miles of the 4 Corners have traffic

counts of 250,000 and 200,000 respectively.

St LAURLE D i

2K o w159
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Map 7 - Traffic Counts

'3 City of Dallas (2001)
'8 City of Dallas (2001)
'7 City of Farmers Branch (2008)
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Market Potential analysis by Category

Expenditures and Market Potential
The following data is based upon Sales Potential and Consumer Spending Data within the Primary Trade Area.
For reference, the Spending Potential Index is household based and represents the amount spent for a product
or service relative to a national average of 100. Consumer spending data is derived from the Bureau of Labor
Statistics with ESRI forecasts for 2009 and 2014 projections. Supply estimates are sales to consumer by
establishment, and exclude business to business sales. Demand estimates reflect the expected amount spent
outl et s.

by consumers at retail

Mar ket Potenti al measures the relative

suppl yl.
consumer behavior compared to US average. An MPI of 100 represents US average; a score above 100 is
greater than national average and inversely a score below 100 is less than national average. Data for this

section is provided by ESRI, MediaMark Research and InfoUsa.

Household Expenditures

Total Household Expenditures are higher in the Primary Trade Area than national average. The average amount
spent in the Primary Trade Area is $79,648.31 per household, which represents a Spending Potential Index
(SPI) of 117 compared to the national average. Within the Primary Trade Area, 30.6% is spent on housing, 5.1%
on food away from home, and 15.7% on transportation. According to ESRI, there is $115,105,780 leakage of
Grocery Stores within the Primary Trade Area, which would indicate a stronger need for mass merchants offering

value goods. The largest retail demand is for Food Specialty, Grocery Stores and Gasoline Stations.

House and Home

Within the Primary Trade Area, 91.8% of the housing units are owner occupied. Residents spend approximately
22% more than the national average on Home Expenditures such as Housekeeping Supplies, Household
Textiles, Furniture and Major Appliances. Sales Potential Indices are the greatest in Furniture (SPI 125), Major

Appliances (SPI 109), and Household Textiles (SPI 117). Sales potential analyses

indicate a retail surplus in Furniture and Home Furnishings of -$185,242,887 and in Electronics and Appliances

of -$284,049,630 for the Primary Trade Area.

Restaurant

A positive rveafllueec t( Respyrispendng onresigents in thesPiraaly drrde Arepexpenditgres are slightly greater thar the national

for drive thru is lower than the national average (MPI 99) while Fast food for take-out is higher than national

average (MPI 103).

Specific demand is indicated forfulks e r vi ce f ami |y r est aur antecdiaFacto,ands u c h

Chili’'s Bar & Grill; and f ast food restaurants such

leakage of $3,761,675 for limited-service eating, however, there is an oversupply for full service restaurants of -

$100,637,618.

Health and Beauty
Although spending on health and beauty from residents within the Primary Trade Area is higher than the national
average, the Retail Market Place Profile shows an oversupply of over $36,745,154 of Health and Personal Care

Stores. This limits the opportunity in health, fithess and beauty categories.
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Pets and Pet Products

ESRI shows that 40.5% of households in the Primary Trade Area own at least one pet. Market Potential Index

for Pets and Pet Products is above the national average of (130).

Sports and Leisure

Sports and leisure related activities and expenditures are higher than national averages. Some notable
categories where sports and leisure activities and expenditures are disproportionately higher include

Snowboarding (136), Skiing (130), Tennis (127), and Jogging/Running (125).

Electronics and Internet

Within the Primary Trade Area, 75.1% of households own a personal computer (MPI 104); 31.2% own a laptop
or notebook PC (MPI 121), 68.6% of households have an internet connection at home (MPI 102); 11.1% of
households most recent TV purchase was a giant screen (421 or | arger) ( MPI 117) . These numbers all exceed

national averages.

Apparel and Jewelry

Apparel demand for children under the age of 13 years has a MPI of 102. Apparel for men is 104, women is 98
and demand for shoes has an MPI of 105. Costume jewelry has a MPI of 100, fine jewelry of 104 and watches

98.

The following chart is a summary of the number of uses, market demand and sales potential and leakage factor from within
the study area.
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Trade Area Demand Matrix

$171.00

\
si0000
| s29000
s2s00

-$15,187,895.00 $325.00 -46,731.98

| | |

Apparel
Apparel- Bridal/Formal- 1
448190
Apparel- Discount- 448140 4
Apparel- Maternity - 448120 0
Apparel- Menswear 448110 3
Apparel Retail 448110 103
Apparel Retail Childrens- 4
448130
Apparel Retail High 0
End/Luxury
Apparel- Womens- 448150 16
448120
Auction/Ebay Company 0
454112
Automotive- Rental- 532111 0
Automotive Retailer 4413 42
Automotive Service 447190 103
Bank- 522110 34
Bed & Bath & Linen Store 5
423220
Beer/Wine (no liquor} 15
445310
Boats/Marine Store441222
Book Store- 451211
Candy- 445292
Cards/Stationary 453220
Check Cashing/Pawn/T hrift 33
522390
Child Care/Education 6
624410
Computer & Software 5
Retailers- 443120
Consumer Electronics Retail 11
443112
Convenience Store445120 51
Dance Studie 611610 0

Department Store452111

| | |

\
B - D
“si04s

-$284,049,630.00 $289.78 -980,225.10

I

Discount Department Store

$300.00
$104.00

—
B o
BN .
]
—

$226.23
$500.00

-$4,445,899.00
-$10,601,890.00

-19,652.12
-21,203.78

-$60,846,496.00 $472.63 -128,740.23

$115,105,780.00 $478.60

$298.00

240,505.18

-$36,745,154.00 $297.60 -123,471.62

$144.06

-$18,524,887.00 $225.00 -82,332.83

$500.00
$300.00

119 $153,208,068.00 $325.00 471,409.44

$100.00

-$38,766,900.00 $150.00 -258,446.00

I

452111 5
Dollar/Variety Stores 452990 13
Dry Cleaning/Laundry 31
812320- 812310
Entertainment 71
Fabric Retail 451130
Financial/Tax Service 0
523930- 541213- 541211
Fitness Equipment423910 2
Floor Covering 442210 12
Florist- 453110 5
Food Retailer 445299
General Merchandise Stores 29
452910
Grocery- 445110 22 | 9% | |
Hair Cutter/Salon 812112 63 |
Hardware/Home Improvemer
Health & Beauty Care 17
Locations- 453998
Health Clubs/Gyms 713940 11
Hobbies/Craft/Art Supplies 10
453998- 451120
Home Furnishings 442210 51
442291
Hotel- 721110 22
HouseholdAppliance- 0
443111
Houseware/Giftware 442299 23
Insurance 524210 32
Jewelry- 448310 40
Liquor stores 445310 0
Luggage/Leather Goods 4
448320
Major Appliances 443111 ‘
Massage 812199 |
Medical- 621111- 621112- 16
621493
Medical- Chiropractor- 0
621310
Medical- Dentist- 621210 32
Medical- Family Practice 0

$303.37
$396.27

-$17,233,646.00
-$27,533,764.00

-56,807.35
-69,482.33

$245.69

$300.00
$345.43

-$17,233,646.00 -70,143.86
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Medical- Ortohodontist
621210

Medical- Other- 621111

Medical- Pediatrics 621111

Medical- Post Acute
Rehabilitation- 621493

o | o/ ol o

Medical- Supplies &
Equipment 446199

Movie Theater 512131

Music/Video- 443111
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Nail Saloni 812113

Newsstand451212

Nursery- 111411- 111412-
444220

Office - Attorney- 541110

Office - Financial/Tax
Services

Office - Mortgage Company
522310

Office - Other- 523120-
531120- 522310

Office Products/Stationary
322231

Office - Real Estate Compan:
-531210

Optical Retailer 446130
621320

Other

Outdoor/Pool/Patie 337124~
453998

Outlet Store 452112

Paint & Wallcoverings store
444120

Paper/Party Goods453220

Pet Store 453910

Pharmacy 446110

Photocopy/Printing 323114

Photofinishing/Portrait Studio:
- 812921- 541921

Postal retail 561431

Rental Centers532310

Restaurants

‘I

- N

-$297,539,324.00

-$23,957,048.00

110
-$24,344,295.00

1

| |
|

$295.00

&

295.00
295.00
295.00
$202.35 -118,394.11
$295.00

$360.35

$169.10 -143,963.90

&

175.00
250.00

160.59
100.59
429.47
234.60

307.22

L4

213.12

$444.00

Restaurant American-

$444.00 | -670,133.61

$600.00 -495,898.87

—

$337.51 -881,571.88

$386.77 -769,292.66

$300.00 -991,797.75

$260.00 -1,144,382.02

$404.56 -735,464.02

$461.65 -644,512.78

$362.22 -821,432.62

792110 14 105 102
Restaurant American New

799110 0 105 102

Restaurant American
Regional- 722110 0 105 102
Restaurant American
Traditional- 722110 0 105 102
Restaurant Asian- 722110 0 105 102
Restaurant Asian Fusion
799110 0 105 102
Restaurant Bakery- 722110 24 105 102
Restaurant Bar/Nightclub-
722410 6 105 102
Restaurant Barbecue
722110- 72211 4 105 102
Restaurant Brazilian-

792110 0 105 102
Restaurant Burgers- 722110 5 105 102
Restaurant Burrito - 722110 1 105 102

Restaurant Cajun- 722110 0 105 102
Restaurant Caribbean
722110 3 105 102
Restaurant Casual Dining

722110 105 102
Restaurant Catalan 722110 0 105 102
Restaurant Central American

-722110 0 105 102

Restaurant Chinese 722110 11 105 102

Restaurant Coffee- 722211 6 105 102
Restaurant Continentat

799110 0 105 102
Restaurant Creole- 722110 0 105 102
Restaurant Cuban- 722110 0 105 102

Restaurant Deli - 722110 4 105 102
Restaurant Dessert 722110 0 105 102
Restaurant Diner- 722110 6 105 102
Restaurant Eastern Europear
-722110 0 105 102
Restaurant Eclectic / Int'l-
722110 9 105 102
Restaurant European
792110 0 105 102
Restaurant Fast Casual
792110 0 105 102

=
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Restaurant Fast Food/QSR

(regional)- 722110 0 105 102
Restaurant Fast Food/QSR
local- 722110 0 105 102
Restaurant French- 722110 1 105 102
Restaurant Full service/Sit
Down- 722110 105 102
Restaurant Full service/Sit
Down - Steak- 722110 4 105 102
Restaurant German- 722110 0 105 102
Restaurant Greek- 722110 1 105 102
Restaurant Hawaiian-
792110 0 105 102
Restaurant Health Food
792110 0 105 102
Restaurant Ice Cream/Yogurt
- 799911 4 105 102
Restaurant Indian- 722110 1 105 102
Restaurant Irish - 722110 0 105 102
Restaurant Italian- 722110 8 105 102
Restaurant Japanese722110 1 105 102
Restaurant Juice Retail 1 105

722211
Restaurant Limited Service
Restaurant Limited Service

& Fast food- Burger- 722211 26 105
Restaurant Limited Service
& Fast food- Chicken- 11 105 102
722211
Restaurant Limited Service
& Fast food- Mexican- 8 105 102
722211
Restaurant Limited Service
& Fast food- Other- 722211 2 105 102
Restaurant Limited Service
& Fast food- Pizza- 722211 0 105 102
Restaurant Limited Service
& Fast food- Seafood 1 105 102
722211
Restaurant Mandarin-
722110 0 105 102
Restaurant Mediterranean
722110 0 105 102
Restaurant Mexican- 722110 33 105 102
Restaurant Middle Eastern
792110 0 105 102
Restaurant national Fast 2 105 102
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$350.00 -850,112.35

$350.00 -850,112.35

$350.00 -850,112.35
$350.00 -850,112.35
$325.00 -915,505.61
$308.18 -965,472.53
$308.18 -965,472.53
$500.00 -595,078.65

$300.00 -991,797.75

$303.86 -979,198.72

-991,797.75

$151.45 -1,964,604.32

$225.00 -1,322,397.00

$101.93 -2,919,055.47

$490.00 -607,223.11

$200.00 -1,487,696.62

$289.57

-1,027,521.23

I R

$215.78 -1,378,901.31

-531,320.22

$560.00

$175.00

-1,700,224.71

10,747.64

I B

-595,078.65

$500.00

$400.00 9,404.19
$377.68 9,959.95
$246.32 15,271.50
$216.00 17,415.16

:j
I
I
I
T

$200.00 18,808.38

‘ $225.00 -1,322,397.00

$440.00 -676,225.74

$300.00 -991,797.75

_ $600.00 -495,898.87

$550.00 -540,980.59

B 521000 | -1416853.92

Food/QSR
Restaurant Other- 722110 3 105 102
Restaurant PanAsian-
722110 0 105 102
Restaurant PanLatin -
722110 3 105 102
Restaurant Peruvian- 722110 0 105 102
Restaurant Pizza- 722110-
799911 10 105 102
Restaurant Polynesian
722110 0 105 102
Restaurant Pub Food
722110 0 105 102
Restaurant Salads 722110 1 105 102
Restaurant Salvadoran
722110 0 105 102
Restaurant Sandwich/Delr
722110- 722111 18 105 102
Restaurant Seafood (French
-722110 0 105 102
Restaurant Seafood 722110 2 105 102
Restaurant Sicilian- 722110 0 105 102
Restaurant Small Plates
722110 0 105 102
Restaurant Soba / Udon
792110 0 105 102
Restaurant South American
722110 0 105 102
Restaurant Southern
792110 0 105 102
Restaurant Southwestern
722110 0 105 102
Restaurant Spanish- 722110 0 105 102
Restaurant Specialties
292110 0 105 102
Restaurant Sushi- 722110 2 105 102
Restaurant Tapas 722110 0 105 102
Restaurant Teppanyakk
722110 0 105 102
Restaurant Tex-Mex -
722110 0 105 102
Restaurant Thai- 722110 4 105 102
Restaurant Turkish- 722110 0 105 102
Restaurant Vegan- 722110 0 105 102
Restaurant Vegetarian
799110 0 105 102

[N R R
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Restaur:;r;{zvliignamese 0 105 102
Restaurant Wings- 722110 2 105 $980.00 -303,611.56
Restaurant Yaktiont/ Poultry 5 105 _‘ $436.00 ‘ -682,429.64 ‘
Shoe Store 448210 15 -$15,258,670.00 $141.51 -107,827.50
541890
Spa- 812199 8 $310.85
Sporting Goods Store451110 15 | -$9,471,084.00 | $220.87 | -42,880.81
Tailor / Alterations- 811490 0
Tanning- 812199 $128 86
Tax and Investment Services 23 91
541213- 523930
Tobacco- 453991 0
Toys- 451120
Video Game 451120
Wholesale Club
Wireless Store 443112 43 106

If Blank, then data is not available for specific category.

Leakage is the amount of under supply (+) or over supply (-) in amounts that is represented in the trade area.

Data Notes:

Market Potential Index (MPI) measures the relative likelihood of the households in the trade area to exhibit certain consumer behavior of purchasing patterns
compared to the US average. A MPI score of 100 represents the US average. (Data source Mediamark Research, Inc.)

Spending Potential Index (SPI) is household-based, and represents the amount spent for a product or service relative to a national average of 100. (Data

source Bureau of labor Statistics with ESRI forecast)

Note: Individual Restaurant and Limited Service Restaurants categorical demand is estimated using the leakage for Restaurants and Limited
Service figures for each subcategory. Therefore, each sub category in the aforementioned segments is an estimate only.
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Demand Analysis

Category Primary Trade Arez 1 mile 3 mile 5 mile 14 minute drive 21 minute drive 6 mile 11 mile
Total Retail Trade and Food & Drink  -$1,036,563,759 $6,567,686 -$1,027,796,813 -$2,398,056,601 -$3,411,691,023  -$3,427,872,123  -$1,580,506,410 -$3,967,938,074
Total Retail Trade -$739,024,435 $4,833,177 -$814,800,362  -$1,837,651,711 -$2,795949,537  -$2,749,197,082  -$1,070,508,731 -$2,552,020,419
Total Food & Drink -$297,539,324 $1,734,509 -$212,996,451  -$560,404,890  -$615,741,486 -$678,675,041 -$509,997,679  -$1,415,917,655

Total Food & Dri

Total Food & Drink

Total Food & Drink

21 minute drive

al Food & Drink
14 minute drive

Total Food

od & Drink

& Drink

11 mile

6 mile

21 minute drive

14 minute drive

5 mile

3 mile

Total Food & Drink
1mile 1mile

Primary Trade Area

S

(10
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Lifestyle Segmentation/Psychographic Analysis

The 72-segment Community Tapestry system classifies U.S. neighborhoods based on their socioeconomic and
demographic compositions. The versatility of Community Tapestry provides several methods of dividing the 72
Neighborhood segments into summary groups for a broader view of U.S. neighborhoods. There are 15 summary
groups that include traditional geo-demographic factors, including family status, affluence, age, family status,

ethnicity, and degree of urbanization.

Top Tapestry Segments i (Primary Trade Area)
Households U.S. Households
Rank Tapestry Segment Percent Percent
L Los Novios 39,089 14%
2 Apprentices 34,430 12%
8 Great Generations 25,784 9%
4 Anos de
Quincenera 24,694 9%
5 Educated Earners 20,445 7%
o American Knights 19,751 7%
! Los Padres 14,142 5%
g Los Solteros 12,244 4%
9 Sitting Pretty 10,515 4%
0 Stocks and
Scholars 9,852 3%
Top Tapestry Segments i (14 Minute)
Households U.S. Households
Rank Tapestry Segment Percent Percent
L Los Novios 54,714 13%
2 Apprentices 48,513 12%
3 Anos de
Quincenera 30,756 8%
2 Los Padres 29,196 7%
s Empire Builders 26,972 7%
€ American Knights 26,141 6%
! Stocks and
Scholars 24,467 6%
g Educated Earners 18,453 5%

18,293 4%
12,530 3%

Los Solteros

0 Regents

Top Tapestry Segments i 6 mile
Households U.S. Households
Rank Tapestry Segment Percent Percent

* Apprentices 48,291 13%
8 Los Novios 42,846 12%
s Empire Builders 30,117 8%
& American Knights 26,025 7%
° Anos de

lincenera 24,845 7%
6 Stocks and

holars 22,165 6%
! Educated Earners 19,141 5%
8 Los Padres 16,222 4%
9 Great Generations 12,407 3%
= Los Solteros 12,254 3%

STI Landscape defines the above Neighborhood segments as the following:

American Knights

American Knights are the —youngstersll of the highly
20s and 30s, but also these areas have an above-average number of children below the age of six. These characteristics correlate to the higher-than average
number of married-with-children-under-18 households. Though young, these urban neighborhoods are home to higher-than-average number of eamers in
white-collar management and professional occupations. These mostly college-educated residents enjoy incomes in the $70,000s and $80,000s, largely from
salaries and wages. They also earn incomes at a slightly-higher-than-average level from interest/dividends. However, unlike many other Créme de la Créme
neighborhoods, who have higher self employment income levels, the American Knights residents are just at the national average in this measurement.

Anos de Quincenera

Among the six predominantly Hispanic Espaniola market segments, two of them share the highest median age range — Anos de Quincenera is one of them.
That fact, combined with the fact that these areas are home to the largest percent of married-with children families, has given the segment its name, which is a
Spanish term that mear® mmar et snawirti la gckea mglet dr As a result, with
at the peak of their purchasing years. While the median household income of the areas is too broad to classify without misleading market researchers, one
indicator in particular points to the lower-end of the income scale: Residents living in these areas are seeking public assistance at a rate of over-50-percent-
above-average. Bolstering this assumption are the facts that these areas rank as blue-collar, and show only some high-school education, but very little higher
education. In fact, the highly urban neighborhoods ranks at a nearly two-times-average-level of resident without high-school degrees. The largely urban Anos
de Quincenera areas show an average-level-of-income from wages/salaries, with particularly high standings in building maintenance (over-50-percent-above-
average) and transportation (over-25-percent-above-average).

Apprentices
Sharing the spotlight in the illustrious emerging single-by-choice-or-circumstance demographic are the residents of the highly urban Apprentices
neighborhoods. These areas are home to the youngest residents of the Thriving Alone category. They are dominated by single people in their 20s and low-30s
without chi dr en, who are alone primarily because
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family households. Owing to their young age, i tle] bstfotnovetheg ae liVing the good fifeewith
incomes in the $50,000s and $60,000s. You can imagine this group being able to, on a whim, drop off their briefcases in their well-decorated homes and take
off for a weekend at the shore or on the slopes. These overridingly college-e duc at ed segment s’ r esi dent ollaymanagemeerit
and professional occupations. They earn less from interest/dividends than other Thriving Alone sectors, but this will likely change as the segment matures.

Educated Earners

Residents of Educated Earners segments are an anomaly: They have a relatively high level of college education (50-percent-above-average) and are
employed in a slightly above-average level of professional, white-collar jobs, yet their annual income is only in the $30,000s and $40,000s. Contributing to this
relatively low-income level could be their young age, which is in the 20s and low-30s. However, they could also be held down by their relatively high rate of
singleparent households. This Single in the Suburbs segments has a 50-percent-higher-thanaverage level of single parents (both male and female) with
children, especially kids under six years old. Some of the singles have never been married (50-percent-aboveaverage) and a slightly lower divorce rate. One
could easily presume that because these suburbanites have a 50-percent-above-average level of college education and an average level of employment in
fields such as management, sales, and office support, they may one day work their way into a higher income level. However, reaching that goal may mean
moving out of the suburbs and into a city.

Empire Builders

Empire Builders are the upankng uram reighboohoos catedory, thé @éme detla CoeméssTheseoapeas are home to the
leading income earners in several categories, including management and professional salaries (for those who have to work), self-employment earnings, and
interest/dividend proceeds. In fact, Empire Builders contain over two-times-the-national-average in white collar professionals, two-times-the-average in self
employed business people, and two-times-the-average in interest/dividend income earners. All this adds up to a median annual income of $90,000. With these
cr edent i alprsethesetareas also bouse three-times-the-aver age in educated adults. Empire Buil
home to a slightly above-average number of 65-plus-year-olds. Empire Builders are typically populated by traditional families who are married-with-children,
though many of the families may have fewer children than the national norm.

Great Generations

Living happily in the land that previous generations created as an escape from city life — including large rambling homes on an acre or two of land —are the
Great Generations suburban segments. They are home to Americans who are able to enjoy all that suburban life has to offer thanks to their college
educations (ranking at rank 75-percent-above-averge) and well-paying white-collar careers. The Great Generations good-life in all likelihood includes a never-
ending source of new toys, the latest fashions, and other high-life material possessions. The residents of these Married in the Suburbs segments earn incomes
in the $70,000s and $80,000s. While a high percent of the income comes from their salaries in management, professional, and sales jobs, they also earn well
above the national average in interest/dividend income. Great Generations are also home to a slightly-above-average level of people earning self employment
income. These 30-year-olds are overwhelmingly married and raising a slightly-above-average number of children of all ages, from babies to 17-year-olds —
and will no doubt pass on their comfortable-living legacy to their kids.

Los Novios

Los Novios neighborhoods are neighborhoods with the highest percentage of married-with-children households. So their Spanish name, which means
—newl yiwedas lper fect f it .-agdarge of residents is ia thetldwest categalyi—20s and low-30s. Fittingly, these areas rank highest in
children under six at nearly 75-percent-above-average. But they also have a 50-percent-higher-than-average level of kids six- to 13-years-old. While many of
the residents are married, there are also above-average levels of single-parent households: with the highest level (interestingly) in single-male-with-children at
over 75-percent-aboveaverage. The highly urban Los Novios areas share several demographics with their fellow Espaniola segments, including a high
percent of residents without high-school educations (three-times-the national-average); median household incomes too broad to classify without misleading
market researchers; and high rankings on income from public assistance (three-times-above-average). However, the residents also rank at an average level of
income from their predominantly blue-collar jobs. They rank extremely high in five occupations: farming/fishing/forestry (a whooping seven-times-the-average),
building maintenance (two-and-a-half-times-average), construction and production (both at nearly two-times-average), and transportation (about 75-percent-
above-average).

Los Padres

As anyone who knows anything about Hispanic culture knows, family is very important to this demographic. In particular, parents are regarded as the kings
and queens of their castles. The aptly named Los
which, of course, means there are many parents as well. In these highly urban Espaniola neighborhoods, the percentage of married-couple households is just
below the national-norm; the level of single-female-parent homes is 25-percent-above-average; and (interestingly) the level of single-male-parent homes is
more than 50-percent-aboveaverage. The children in the homes span all ages, but show the highest ranking in kids under six (nearly 50-percent-above-
average). Thisisobvi ously because of the residents’ relatively young ag eldinconee
in these areas is too broad to classify without misleading market researchers. But by looking at other factors, one can assume the income levels are lower than
average. These residents have two-and-a-half-times-average number of people with less-than-high-school educations. They also rank very high in four blue-
collar occupations: farming/fishing/forestry (two-and-a-half-times-average), building maintenance (two-times-average), construction (over 50-percent-above-
average), and production (over 50-percent-above-average). This group also shows a 50-percent to two times average level of income from public-assistance.
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t h @vinong the Bix pRirmagly HispadicTEspatiola inetghborhood segments, the Los Solteros are among three with the highest income-levels: the high $30,000s to

$40,000s. However, that doesn’t mean they aren’t str ugg méenkpronelhingsahesee
highly urban areas are home to predominately single-households, in particular single-parent families: hence theirname —Los Sol t er os
Spanish. They rank at two-times-the-national-average for single-male-parent and single female parent households. A 50-percent-higher-than-average number
of these residents have never been married. There are above-average numbers of children of all ages in the households, with the highest percent in the
younger group (under six-years-old) and fewer in the oldest grouping (13 to 17 years old). Another fact pointing to their financial struggle is the high level of
income from public-assistance: more than three-times average. With a two-and-a-half-times-average level of residents with less-than-high school educations,
residents of Los Solteros areas are employed in predominantly bluecollar manual-labor jobs, with higher-than-average rankings in all of these occupations:
building maintenance, food preparation, construction, production, transportation, healthcare support, and farming/fishing/forestry.

Regents

Regents are highly urban Créme de la Créeme neighborhoods with the vast majority of their residents in their 40s, fewer-than-average children under 17 years
old, and a higher-than-average number of 65-plus-year-olds. Though they have fewer children, the residents in these areas have a higher than national
average quota of married couples. Also higher than average are the number of college-educated residents, people employed in white-collar management and
professional positions, and income from retirement investments/social security. The combination of income avenues, put these neighborhoods solidly in the
$70,000s to $80,000s median annual incomerange—ma ki ng t h-2 g e |l —ne d d firareially secarmand ryaterially comfortable.

Sitting Pretty

Among the Urban Cliff Climbers neighborhoodst hat ar e home t o t h sorkib@eakelhe Siteng Prdtty ségments.i Thisagrosp is young
(20s to 30s), but enjoying good income levels (between $50,000 and $60,000). Their relatively high earnings range comes from middle-class white-collar jobs
in sexveealsotcdpationt, iclutlirg managensent, ipetectiva servides personal dare, saled, affice admingstratioh, and repair services. Their higher than average
salaries keep them and their mostly newborn to 13-year-old children very comfortable in their urban abodes, in all probability surrounded by all of the creature
comforts required to please all of the senses — from big-screen-high-def TVs to fully equipped SUVs. With good college educations and good jobs, the Sitting
Pretty residents have earned their comforts they enjoy.

Stocks & Scholars

As their name implies, Stocks & Scholars segments are chock-a-block with high-income smarties. You can almost see them searching their Sunday papers,
not just for local arts and leisure activities, but also for the next great investment opportunity. This Retired in the Suburbs segment ranks in with one of the
highest levels of college-educated residents: over two-times the national average. This group of neighborhoods also weights in with one of the highest levels of
income from interest/dividends. However, the group is also notable for a 50-percent-higher-thanaverage level of residents with self-employment income.
Those who have to work in traditional occupations are largely employed in white-collar management, financial, and other professional positions. Add to that a
growing population of seniors drawing retirement income, and it all adds up to a median-income range of in the $70,000s and $80,000s. Stocks & Scholars
neighborhoods are inhabited predominately by married couples. Those who have children tend to have older kids in the 13- to 17-age range.
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CONSULTING+SOLUTTIONS

Using sources available, categorical demand was found for convenience store, book store, grocery and limited

Existing Retail Uses and Categories service restaurants (fast food).

In effort to better understand the retail potential of the Primary Trade Area, Catalyst completed a comprehensive

market-wide study of the existing retailers within Farmers Branch. Data is compiled into the Catalyst Merchant Based upon a 20% coverage ratio, this location would accommodate a neighborhood center of up to 75,000
Matrix (see Appendix 1). This data included the use by category and location. Further analysis of the Catalyst square feet. The primary anchor would likely be between 45,000 and 65,000 square feet. In-line retail would be
Merchant Matrix allows for deeper insight into the distribution of uses of the retail market within Trade Area of approximately 7% to 15% of the floor area of the anchor. Any pad sites may be comprised of limited service
Farmers Branch, Texas. The results paint the picture of the retail categories which exist and are oversaturated, restaurant (fast food) and free standing retail operators.

under supplied, or void of representation.

This data is useful in developing a clearer understanding of what types of retail are existing in the market as well
as what types of retail are missing in the market for one reason or another. From the data compiled, Catalyst
can begin to formulate a game plan as to which categories should be considered further. Categories which
already have optimal market penetration and those which appear to be oversaturated should be evaluated
further to determine if these should be eliminated from consideration. Void and underrepresented categories are
evaluated based on factors such as alignment with the vision of the city, co-tenancy, demand/leakage analysis,

and demographic and psychographic profiles within the study areas.

There were 1,457 retailers identified within 3 miles from the Farmers Branch centroid at Josey Lane and Valley

View Lane.Sever al Retailers have multiple |l ocations in this market including Dominos, Church’”s Chicken, Taco
Bel I, Mc Donal d’s What aburger, and Jack I n The Box just to name a few. There are a total of (107) retai
categories present in the Farmers Branch area. The top 10 categories represented in the Primary Trade Area

include Restaurants (245), Apparel Retail (103), Automotive Service (103), Hair Cutter/Salon (63), Home

Furnishings (51), Convenience Store (51), Wireless Store (43), Automotive Retailer (42), Jewelry (40), and

Mexican (33).
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Competitive Analysi S

Within the three mile radius of Four Corners, there are six competitive intersections that have grocery store
anchored shopping centers that could potentially compete with a grocery store anchored development at
the SEC of Josey Lane and Valley View Lane. While similar in nature, each site has its own set of unique
characteristics which offer greater appeal to some retail operators and some which may be inferior to Four
Corners. Among these characteristics are the income levels, population, day time population, and traffic

counts. A breakdown of the grocery stores, the intersection and the demographics of each are listed below.

POPULATION

Retailer

4 Corners

Intersection

-

12899 Josey Ln & 2898
Valley View Ln Dallas, TX
75234

1 Mile

13,100

2009 Population
3 Mile

88,672

CATALYST

CONSULTING+SOLUTIONS

268,198

Retailer

4 Corners

12899 Josey Ln & 2898
Valley View Ln Dallas, TX
75234

20,780

158,196

2009 Total Daytime

2009 Total Daytime
Intersection Population Work Population

1 Mile 3 Mile 5Mile 1Mile| 3 Mile 5 Mile

423,036 | 14,028 | 113,226 | 302,307

Kroger

2699 Valwood Pkwy & 14101
Josey Ln Dallas, TX 75234

18,359

138,338

414,042 | 8,036 | 94,907 | 293,918

Fiesta

1898 Belt Line Rd & 1000
Josey Ln Carrollton, TX
75006

16,730

125,260

411,445 | 7,352 | 82,917 | 285,469

Kroger

3700 Belt Line Rd & 15098
Marsh Ln Addison, TX 75001

18,907

211,710

445,495 | 15,663 | 154,433 | 310,580

Tom Thumb

3701 Spring Valley Rd &
14400 Marsh Ln Addison, TX
75001

17,081

212,315

448,372 | 12,239 | 157,236 | 313,255

Walmart

1 635 & Midway Rd Dallas,
TX 75244

22,241

207,880

497,825 | 17,079 | 156,924 | 345,822

Albertsons & Sprouts

3698 Forest Ln & 11799
Marsh Ln Dallas, TX 75234

17,782

181,642

439,713 | 11,147 | 125,400 | 314,424

Kroger

2699 Valwood Pkwy & 14101
Josey Ln Dallas, TX 75234

20,212

90,929

279,870

Fiesta

1898 Belt Line Rd & 1000
Josey Ln Carrollton, TX
75006

21,379

94,662

300,879

INCOME

Retailer

4 Corners

Intersection

12899 Josey Ln & 2898
Valley View Ln Dallas, TX
75234

2009 Median Household

1 Mile
$47,583

Income

3 Mile
$49,596

2009 Average
Household Income
1 Mile | 3Mile 5 Mile
$73,616 | $77,828 | $82,393

5 Mile
$51,972

Kroger

3700 Belt Line Rd & 15098
Marsh Ln Addison, TX 75001

10,176

141,792

315,945

Kroger

2699 Valwood Pkwy &
14101 Josey Ln Dallas, TX
75234

$42,194

$51,463

$55,116 | $58,819 | $75,930 | $81,925

Tom Thumb

3701 Spring Valley Rd &
14400 Marsh Ln Addison, TX
75001

13,658

127,624

309,572

Fiesta

1898 Belt Line Rd & 1000
Josey Ln Carrollton, TX
75006

$40,010

$54,176

$58,271 | $55,697 | $78,444 | $84,745

Walmart

| 635 & Midway Rd Dallas, TX
75244

9,918

112,984

327,657

Albertsons & Sprouts

3698 Forest Ln & 11799

Marsh Ln Dallas, TX 75234

12,303

113,366

263,590

Kroger

3700 Belt Line Rd & 15098
Marsh Ln Addison, TX
75001

$65,872

$50,721

$58,159 | $97,223 | $77,480 | $92,516

DAYTIME POPULATION

Tom Thumb

3701 Spring Valley Rd &
14400 Marsh Ln Addison,
TX 75001

$59,927

$50,138

$55,624 | $95,582 | $77,537 | $92,630

Walmart

| 635 & Midway Rd Dallas,
TX 75244

$51,828

$53,552

$53,829 | $83,373 | $94,055 | $97,380

Albertsons & Sprouts

3698 Forest Ln & 11799
Marsh Ln Dallas, TX 75234

$57,423

$52,621

$53,299 | $91,659 | $91,247 | $99,581
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CONSULTING+SOLUTTIONS

Demographic Trends
Some demographic trends showing annual rates of growth (2009-2014) for the market area
compared to national averages is shown below.

This analysis of the feasibility of developing multi-family rental housing in the Four Corners area included Some Demographic Trends, 2009-2014 Annual Rate
comparing the projected supply to the projected demand for rental housing in the market area. Area National
On supply, research was conducted to identify projected competing multi-family developments in the area. _
Population 1.10% 0.91%
On demand, household growth is considered the key to future demand. Without household growth, there would Households 1.13% 0.94%
be no need to construct new housing in the market area. Therefore, projected household growth and the Families 0.56% 0.74%
characteristics of those households were accumulated and examined. Owner Households 1.68% 1.19%
Median Household Income 0.34% 0.80%

Source: ESRI forecasts for 2009 and 2014; U.S. Bureau of the

. . . . . , : - Census, 2000 C f Population and Housing.
The projected demand for residential housing will be driven by population growth. Some characteristics of the ensts erstis ot Fopuaion and Hetsing

existing and projected households in the Four Corners market area (within three miles surrounding the

intersection of Valley View and Josey Lane in Farmers Branch) that will be discussed are following: Household Incomes
1 Demographic summary, The income ranges for households in the market area are shown below.
1 Some demographic trends,
# Il;louslehpld lljncomes, Households by Income in the Market Area
opulation by age,
. . . 2000 2009 2014
9 Retail demand for residents in the market area, 2009, and
1 Summary of estimated demand for new multi-family rental housing, 2009-2014. Number  Percent Number Percent Number Percent
Demographic Summary <$15,000 9,243 83% 6534 5.5% 6,093 4.9%
A summary of the demographic profile of the market area is shown below. $15,000 - $24,999 11,561 10.4% 6,967 5.9% 7,104 5.7%
$25,000 - $34,999 14,368 12.9% 10,040 8.5% 9,446 7.6%
Demographic Summary of Market Area $35,000 - $49,999 20,314 182% 17,625 14.9% 17,621 14.1%
2000 2009 2014 $50,000 - $74,999 23,657  21.2% 27,264  23.1% 30,397 24.4%
$75,000 - $99,999 13,188 11.8% 19,065 16.2% 18,645 14.9%
Population 282,427 307,646 324,937 $100,000 - $149,999 11,998 10.8% 18,655 15.8% 22,599 18.1%
Households 111,295 117,943 124,783 $150,000 - $199,999 3,920 3.5% 6,244 5.3% 6,823 5.5%
Families 67,314 67,959 69,900 $200,000+ 3,155 2.8% 5,546 4.7% 6,052 4.9%
Average Household Size 2.53 2.60 2.59
Owner Occupied Housing 50,450 50,627 55,024 :\/Iedlan Household $50,167 $65,428 $66,558
Units ncome
Renter Occupied Housing 60,845 67,316 60,750 IIAverage Household $64.862 $83.504 $86.504
Units ncome
Median Age 31.0 323 323 Per Capita Income $25,713 $32,070 $33,280

Source: ESRI forecasts for 2009 and 2014; U.S. Bureau of the Census, 2000 Census of Population and Housing. Source: ESRI forecasts for 2009 and 2014; U.S. Bureau of the Census, 2000 Census of Population and Housing
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Population by Age

Population by age of residents in the market area are shown below.

Population by Age
2000 2009 2014
Number Percent Number Percent Number Percent
Age0-4 22,866 8.1% 24,306 7.9% 25,237 7.8%
Age5-9 20,527 7.3% 21,659 7.0% 22,583 6.9%
Age 10- 14 17,665 6.3% 19,643 6.4% 20,630 6.3%
Age 15-19 17,274 6.1% 19,706 6.4% 19,729 6.1%
Age 20-24 24,241 8.6% 25,640 8.3% 28,570 8.8%
Age 25- 34 61,676 21.8% 56,836 18.5% 60,714 18.7%
Age 35- 44 49,463 17.5% 48,740 15.8% 46,561 14.3%
Age 45 - 54 33,161 11.7% 42,445 13.8% 43,036 13.2%
Age 55 - 64 17,591 6.2% 26,291 8.5% 30,744 9.5%
Age 65 - 74 10,278 3.6% 12,631 4.1% 16,701 5.1%
Age 75 - 84 6,078 2.2% 7,044 2.3% 7,487 2.3%
Age 85+ 1,611 0.6% 2,704 0.9% 2,944 0.9%

Source: ESRI forecasts for 2009 and 2014; U.S. Bureau of the Census, 2000 Census of Population and
Housing

Discussions with multi-family residential leasing agents and developers, tours of competing properties, and
discussions with City of Farmers Branch planning officials identified possible proposed multi-family
developments that have been approved for development in the market area.

The City of Farmers Branch plans to partner with developers to assist the City in creating a town center that will
soon be served by DART light rail transit.

This town center will be a transit-oriented development with urban style, mixed-use projects. The vision for the
area is a mix of retail stores and shops, restaurants, personal and professional services, offices and dense
residential uses. In a transit-oriented development, daily activities are conveniently integrated in a place that
encourages people to walk, bicycle and use transit.

An apartment development is planned in the DART station area with McDougal Companies developing the
project. The $34 million phase 1 of this development will include about 210 apartments.

Other Discussed Development Activities
A discussed 500 apartment complex at Mercer Crossing (Icon Partners) will not be developed.

Total Competing Discussed or Planned Multi-Family Units

Therefore, if the apartment development near the DART station comprises the only multi-family rental units that
are currently planned in the immediate future, the competing supply of new multi-family housing in the market
area consists of 210 apartments.

Summary of Estimated Demand for New Multi-Family Rental Housing in the Market Area, 2009-2014

A summary of the estimated demand for new multi-family rental housing for 2009 through 2014 in the
market area is below.

Estimated Multi-Family Rental Housing Demand in the Market Area, 2009-2014

Renter occupied households/housing units:

2009 67,316

2014 69,759
Increase in number of units over five years 2,443
Estimated percent of renter housing units that are multi-family 90%
Increase in expected demand for multi-family housing 2,199
Estimated percent of increase to be absorbed by currently vacant units 5%
Estimated demand for new multi-family housing rental units 2009-2014 2,089

Source: ESRI and infoUSA, BDG estimates

The estimated monthly affordable rent payment for new multi-family rental units to meet demand in five
years is shown below.

Estimated Average Affordable Rental Rates 2014
Estimated range of household income of a majority of renters in
2014:
$25,000 - $34,999 9,446
$35,000 - $49,999 17,621
$50,000 - $74,999 30,397
Total number of households in these income ranges 57,464
Weighted average annual household income in above income
ranges $51,024
Estimated percent of household income for total housing 25%
Estimated percent of household income for rent 20%
Estimated average monthly affordable rent payments $850

Source: ESRI and infoUSA, BDG estimates in current dollars
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Estimated Demand for New Housing 2009 -2014 vs. Estimated Supply

The estimated number of multi-family rental housing units that may be needed in the market area is shown below
-- which provides a maximum number of multi-family rental units that may be possible for the Four Corners
development.

Comparison of Estimated Demand for New Multi-Family Rental Housing in
Market Area to Estimated Supply by 2014
Estimated number of new multi-
family rental units needed in market
area

2,089
Estimated number of new multi-
family rental units currently being 210
planned or developed

Number of new multi-family rental
housing units needed in the market 1,879
area by 2014

Source: ESRI and infoUSA, BDG estimates

27|PAGE



Summary of Conditions

The subject property is located in the Far North Dallas and LBJ Freeway Submarkets of the Dallas metropolitan
area. The Far North Dallas Submarkets is one of the premier real estate corridors in the region with a broad
range of office product. The LBJ Freeway submarket contains older real estate product that is typically
considered inferior to other nearby submarkets such as the Far North Dallas Submarket. The following diagram

provides a summary of current market conditions within these submarkets:

Vacancy

YTD Absorption

Average Rent

Far North Dallas LBJ Freeway

18.8% 21.5%
333K SF (-449K SF)
$21.43/SF $17.25/SF

Source: 4Q2009 Costar, Rental Rates are full service

305 Cimarron Trl

Irving, TX 75061

The Offices @ Cimarron
Trail

Class B Office Building

Built May 2003

Stories: 1

Building Size: 10,077 SF Typical Floor Size: 10,077

Total Avail: 2,950 SF Max Contig: 1,731

Rent/SF/Yr: $15.00+elec %Leased: 70.7%

Total sublease avail: 0

Parking: 20 Covered Spaces @ $35.00/mo; 30 Surface Spaces are
available; Ratio of 4.00/1,000 SF

2508 Highlander Way
Carrollton, TX 75006
The Highlander Office
Bldg

Class B Office Building
Built Aug 2001 SF

Stories: 2
Building Size: 45,846 SF Typical Floor Size: 37,307
Total Avail: 8,969 SF Max Contig:

Rent/SF/Yr:SF $12.00-$13.00nnn %L eased: 80.4%
Total sublease avail: 0
Parking: 122 Surface Spaces are available; Ratio of 4.00/1,000 SF

CONSULTING+SOLUTTIONS

1735 Keller Springs Rd
Carrollton, TX 75006
Keller Springs Medical
Plaza

Class B Office/Medical

Built Jan 1988, Renov 2006 2

Stories: 2

Building Size: 18,300SF  Typical Floor: 9,150 SF

Total Avail: 16,667 Max Contig: 7,335

Rent/SF/Yr: $12.50 %Leased: 19.8%

Total sublease avail: 1,997 sf

Parking: 50 Surface Spaces are available; Ratio of 5.00/1,000 SF

7423 Las Colinas Blvd -
Bldg A
Irving, TX 75039

Class B Office

Built Jul 2005

Stories: 1

Building Size: 6,318
Total Avail: 1,850
Rent/SF/Yr: $17.00
Total Sublease Avail: 0
Parking: 50 Surface Spaces are available; Ratio of 5.00/1,000 SF

Typical Floor: 4,681
Max Contig: 1,850
% Leased: 70.7%

7501 Las Colinas Blvd
Irving, TX 75063

Class B Office/Medical

Built 2005 Stories: 2

Building Size: 23,337 Typical Floor: 11,000
Total Avail: 10,000 Max Contig: 10,000
Rent/SF/Yr: $23.00 % Leased: 57.2%
Total Sublease Avail: 0

Parking: Free Surface Spaces; Ratio of 5.71/1,000 SF

2727 LBJ Fwy
Farmers Branch, TX 75234

Class B Office

Built 1981, Renov 2008 Stories: 10

Building Size: 195,641 Typical Floor: 19,600
Total Avail: 81,456 Max Contig: 2,749
Rent/SF/Yr: $13.00 fs % Leased: 60.8%
Total Sublease Avail: 0

Parking: Ratio of 3.29/1,000 SF

6750 N Macarthur Blvd
Irving, TX 75039

Las Colinas Medical Plaza
11

Class A Office/Medical

Built 2005 Stories: 3

Building Size: 65,010 Typical Floor: 22,000
Total Avail: 49,980 Max Contig: 4,000
Rent/SF/Yr: $17.00-$19.00 nnn % Leased: 44%
Total Sublease Avail: 0

Parking: not available

8830 N MacArthur Blvd
Bldg F Irving, TX 75063
Valley Ranch Office Park,

Class B Office

Built 2006 Stories: 1

Building Size: 7,570 Typical Floor: 7,570

Total Avail: 3,644 Max Contig: 3,644

Rent/SF/Yr: $16.00 nnn % Leased: 51.9%

Total Sublease Avail: 0

Parking: 271 free Surface Spaces are available; Ratio of 5.00/1,000
SF
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14683 Midway Rd BLDG 6
Addison, TX 75001

Class B Office

Built 1977, Renov Jan 2005 Stories: 2

Building Size: 30,000 Typical Floor: 15,000

Total Avail: 11,925 Max Contig: 2,316

Rent/SF/Yr: $13.50-$15.00fs % Leased: 60.3%

Total Sublease Avail: 0

Parking: Free Surface Spaces; 120 Covered Spaces @ $25.00/mo;
Reserved Spaces @ $25.00/mo; Ratio of 4.00/1,000 SF

1401-1431 E Sandy Lake
Rd Coppell, TX 75019

Class B Office

Built Oct 2004 Stories: 1
Building Size: 20,000 Typical Floor: 29,403
Total Avail: 2,000 Max Contig: 2,000

Rent/SF/Yr: $15.00 nnn % Leased: 90%
Total Sublease Avail: 0
Parking: Free Surface Spaces

4201 Spring Valley Rd
Farmers Branch, TX
75244

Geico Bldg

Class B Office

Built April 1985, Renov Jun 2007 Stories: 1

Building Size: 244,585 Typical Floor: 18,670
Total Avail: 36,600 Max Contig: 12,000
Rent/SF/Yr: $15.50-$16.00+elec % Leased: 85%
Total Sublease Avail: 0

Parking: Ratio of 3.40/1,000 SF

7200 State Highway 161
Las Irving, TX 75039
Colinas Medical Plaza Il

Class B Office/Medical

Built 2001 Stories: 3
Building Size: 51,591 Typical Floor: 17,197
Total Avail: 6,173 Max Contig: 2,442

Rent/SF/Yr: $17.00-$19.00nnn % Leased: 88%

Total Sublease Avail: 0

Parking: 300 free Surface Spaces are available; Ratio of 5.81/1,000
SF

1755 Whittington PI
Farmers Branch, TX 75234
Four Hickory Centre

Class A Office

Built Dec 2002 Stories: 9

Building Size: 226,911 Typical Floor: 25,212
Total Avail: 110,822 Max Contig: 13,822
Rent/SF/Yr: $20.00+elec % Leased: 78.4%

Total Sublease Avail: 0
Parking: 700 Covered Spaces are available; Ratio of 6.00/1,000 SF

CONSULTING+SOLUTTIONS

SSG recommends the construction of real estate product that can be leased to smaller tenants in the 1,000 to
2,500 square foot range. The property would either be located on a 2™ floor of retail or mixed in with first floor
retail.

Use Type

The property would need to be marketed as both office and medical use. It is our recommendation to put
primary leasing efforts towards medical use due several reasons: proximity to RHD Memorial Medical Center,
lack of product in the area, higher market demand and the aging demographics of the nearby area who will
require medical services. The secondary leasing efforts would be to small office users such as professional
services such as lawyers and accountants.

Suggested Rental Rates

Rental rates need to be around $12.00-$14.00 NNN with sufficient tenant improvement allowance of
approximately $5.00/SF/YR of lease term. There could be a premium rent placed on the space if successful in
attracting some lead medical use tenants. The medical use will further help to drive traffic to the retail
components of the property.

Timing

You should expect leasing time of 12-24 months for approximately 10 suites of 1,000-2,500 square feet.
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