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A. Introduction
Faced with the loss of redevelopment funds, declining property values, heightened
competition for retail sales tax revenue, and a national economic downturn that is still very
slow to recover, the City of Novato’s response to these fiscal challenges has been to
dramatically reduce budgets and expenditures.
With no or little economic relief on the horizon and to hedge an approaching budget deficit in
the next five years, the City has chosen to investigate ways to increase revenue and improve
their economic position.
The outcome of this report — an in-depth retail market analysis and recommended initiatives

Guiding Principals

Goals

— are based on the City’s current economic development goals and guiding principles.1


Business Retention and Recruitment.



Enhance the vibrancy of public spaces, retail centers, and downtown.



Generate ongoing revenue and return where appropriate from City-owned assets.



Maintain the small town atmosphere and charm of downtown and the residential
communities.



Help existing and new businesses occupy or redevelop vacant buildings and
properties.



Seek new development that conforms to the General Plan, Zoning, Specific Plans
and Design Guidelines.



Recruit businesses where there is consensus and community support.



Promote project excellence in site design, architecture and sustainability.



Collaboration and team work for successful implementation.

Process
Preparation of this report involved extensive research and analysis of Novato’s retail trade area
which led to recommended retail initiatives that will help Novato improve its competitive
position and take advantage of its unique opportunities. Project activities included:


Review of previously completed documents, reports, studies, presentations.



Community tour; two consultants on site for three days.

Presentations: Revenue Work Session; Fiscal and Organizational Sustainability (Feb 5, 2013) and
Proposed Economic Development Priorities for Novato 2013.
1
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Interviews with local businesses, real estate brokers, community stakeholders and
partners.



Online opinion survey of community and businesses; over 1,000 respondents.



Visit and evaluation of retail centers. Interviews with retail store owners and/or
managers.



Evaluation of specific potential development areas within the City.



Presentation of initial findings and discussion with City’s department managers.



Presentation of draft report to Joint Meeting of the Measure F Oversight/Citizens
Finance Committee and the Economic Development Commissions.



Presentation to City Council.

Novato’s Top Selling Points for Retail
Successful, competitive business districts of any size have a healthy business/retail climate, key
amenities, and characteristics that attract both customers and business prospects. The Chabin
Concepts team assessed the Novato community overall, the downtown, the Redwood
Boulevard area and other shopping districts to identify assets, challenges and opportunities for
retail growth.
Presented here is a brief summary of the advantages and challenges of the Novato market and
properties. More thorough discussions and data are included in the remainder of this
document and the Appendices.
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City has a large employment base (over 3,000 businesses and 26,000 employees within
the City limits).



City is well-positioned at the juncture of two state highways (101 and 37).



There is easy and convenient access and visibility from Highway 101 (seven
interchanges with minimal congestion).



Sufficient traffic (2011 average daily traffic counts along the Novato portion of
Highway 101 total 795,000 and 716,000 south and north respectively).



Job growth in Marin County in targeted sectors (technology and bioscience).



Income levels in the City and in the market area are strong (above the State of
California and above six of the nine Bay Area Counties).



A family-oriented market with 40 percent of residents between the ages of 25 and 54;
youngsters (age 19 and younger) represent 24 percent of the market and seniors (65+)
are 16 percent.



A growing visitor market largely due to business and wine country popularity.

City of Novato 2013 Retail Market Analysis



Vintage Oaks Shopping Center is a regional retail draw due in part to the presence of
Costco and the mix of quality middle-market retailers; the quality and vitality of the
center and location is reflected in its 99.9 percent occupancy.



Numerous long-time retail anchors actively respond to the changing marketplace.



Local government supportive of retail expansion.

Novato’s Top Challenges for Retail


Much of the development in and around the City is mature.



The City’s development opportunities are limited geographically (City is bordered by
highway, mountains, bay, state historic park, preserves and open space).



Very few acres remain of ready-to-go and/or developable commercial land.



Several underutilized and re-developable sites are in undesirable locations.



City’s historic reputation (pre-recession) as unfriendly to business still exists in the
market (concerns are: planning, zoning, slow response time, inconsistent feedback on
regulations, lack of communication with existing business).



The community of Novato has reputation as anti-corporate and anti-big box retailers
making it less conducive or attractive for new large scale retail development.



Lack of an image or brand (i.e. to Highway 101 travelers and North Bay Area, Novato
is not known for or considered a destination for anything in particular).



The modest population growth (0.5 percent average annual) makes Novato dependent
on the external market and/or visitors for continued retail growth.



While retail vacancy is generally low throughout Novato (4.6 percent citywide), a few
neighborhood retail centers have multiple vacant spaces.

Areas for Improvement
The following section—Retail Initiatives—is based on these assessment findings and the trade
area market research conducted and presented in subsequent chapters and appendices. The
initiatives provide recommended strategies and actions that will help to:


Boost the City’s competitive position for retail/commercial investment



Mitigate the disadvantages and challenges over which the City has some control



Give direction on activities, tools, and materials for the City’s economic development
department program of work
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B. Retail Initiatives
As the retail vacancy rate declines and as the economy continues to recover, competition for
more retail will increase across the State and the Nation. The strategies and actions
recommended for the City of Novato are based on its (1) current and potential market, (2)
assets, (3) challenges that need to be overcome and/or mitigated, (4) priorities and goals.
This plan has been developed to enhance the opportunities for Novato to strengthen its
prominence in the Bay Area while attracting investment and serving local residents and
businesses. It also addresses how to strengthen weaknesses identified as areas for
improvement. The graphic below summarizes recommended actions as a pathway for
achieving the City’s retail goals and objectives.

4
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Advance Novato’s Competitive
Position
To present the City of Novato to target audiences in a competitive manner the City must
understand what is relevant and important to each audience, whether a national chain
retailer, a local entrepreneur considering a start-up, a local business wanting to expand, or a
developer interested in making an investment. 2
OBJECTIVE: Shape a compelling message for marketing and sales that will resonate with
your target audiences and capture their attention, ultimately leading to increased awareness,
more leads and closed deals.
Value
Proposition

Your value proposition is your promise of performance and value. It is
not marketing prose, it is what you commit to do. It should be
expressed in a short statement that explains “why the City of Novato is
the best location for...” An effective value proposition:
1.
2.
3.
4.
5.
6.

Addresses a critical concern
Focuses on a single benefit
Is specific and based on facts
Uses clear and concise language (no industry-speak)
Creates a sense of urgency, a compelling reason to act
Mitigates risk

An effective value proposition is also understood and used by
everyone who represents and promotes the City; it should guide your
advertising and promotional materials.
Key Message
Platform

Key Messages create clarity and continuity for communicating with
various audiences. They are the main things you want people to know
about and think of when they hear “Novato.” They should inform
your audience, convey your benefits, and be supported by specific,
fact-based proof points. Sample key messages and a proof point:
Message: Centrally located in one of California’s high-income markets.
Proof: Close as 20 miles, no more than 50 miles to Bay Area cities.
Message: More affordable than any other Bay Area community.
Proof: Quote current housing prices, property prices, lease rates, cost
of living, wages, etc.
Message: Desirable market demographics.
Proof: Quote City’s average or median income level as a percentage

2

Appendix A: Value Proposition and Key Message Architecture.
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above the Bay Area counties, competitor cities, state average, etc.
Practice

Once the City’s Value Proposition, Key Messages, and Proof Points are
compiled, practice delivery. These should not be “memorized”
statements, but ideas and facts that you can convey conversationally.

Research

Document key site selection data for use in proposals, website, and
marketing materials. Use the Retail Market Analysis as basis for
responding to RFPs and preparing marketing materials. Conduct
ongoing industry intelligence to understand the unique needs for each
retail sector and/or retailer. Your knowledge of industry trends and
issues will impress prospects and existing businesses and build trust.

Market
Position

Continue Efforts
Towards
Building a Strong
Market Position



Set up Google News Alerts



Monitor industry association and corporate websites and news
releases



Follow retailers, industry leaders, and associations on social
media; join relevant industry groups on LinkedIn

Distinguish each of Novato’s major retail areas with individual market
position statements. For example:


Old Town — Novato’s Entertainment District and Civic Center.



Vintage Oaks Shopping Center — Novato’s Family-Oriented
Shopping and Dining Destination.

City of Novato


Develop sites in a well-planned manner, concentrated areas.



Prioritize sites for development. Establishing a vision and best
use for each priority site will show developers and prospects that
the City is serious about business investment.



Continually present the City of Novato as “open for business.”

Old Town / Downtown

6



Encourage additional downtown living options which will also
boost evening and weekend activity.



Hire a downtown business manager; half-time or full-time,
funded fully or in part by BID, who could concentrate on retail
business retention, expansion and assistance.
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Create Tools and Materials
The nature of business location decision making is competitive, complex, and fast. To be
successful in marketing, attracting new investment, and helping local businesses expand, the
City of Novato must be prepared to respond quickly and accurately with the specific and
detailed information required by businesses to make a good location decision.
OBJECTIVE: Prepare the City of Novato to market opportunities and respond to requests for
proposals quickly and with accurate and current information on properties, demographics, the
market trade area, etc.
Website

Collateral
Materials (print
and electronic)

3



Regular updates — update the information on the City’s website and
continue to update regularly to present an accurate and fresh
picture of the Novato market. Currently the page “Novato Wants
Your Business” contains two different PDF downloads for
community and demographic information (see Figure 1). It is
unclear how current this information, neither document provide an
“as of” date for the data.



User-friendly presentation — present the retail market data and
demographics in easy to scan text, bullet points, tables,
downloadable.



Maps — of downtown, retail centers, commercial sites available;
and reference map to show the City’s location in the region and the
state.



Key Messages — once developed, use the key messages and proof
points on the website and collateral materials.



Maps — no other piece will tell a better story or be more helpful to
a prospect than a map; locational and site maps; regional, city, trade
area, identify the retail-ready sites; use on the website and in
proposals.



Business Case — for the retailers in general and for each targeted
retail category. Document Novato’s value proposition based on data
that corresponds to priority location factors.3



Case Studies — on local businesses to illustrate their success in
Novato. Reading about companies is interesting to prospects and an
excellent vehicle to reinforce your key messages. Documented stores
and quotes are your best proof points for marketing and sales.



Property Profiles — work with motivated land/building owners
and/or developers to prepare detailed info on each ready-to-go site.4

Appendix B: Building a Business Case template
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Communications

Analysis

Use a variety of communication venues to reach multiple audiences.


Social Media — establish a social media policy for economic
development communications. Use Twitter, LinkedIn, Facebook to
promote events and opportunities in Novato.



Electronic Messaging — use services such as Vertical Response or
Constant Contact for regular e-messages, e-newsletters. The most
well-received e-messages are short, informative, and relevant to
your audience.



Metro Comp — this software tool comes populated with operational
costs for the City of Novato that enables you to compare Novato
with other (competitor and source) areas with unbiased data. Not
only is this a tool for business attraction, it is also an opportunity to
assist local companies that may be thinking of relocating.5



Regional Project Assessment System (RPAS) — is a software tool
that can assist Novato in measuring the impact associated with a
specific project. RPAS uses Novato-specific multipliers and other
data. This can help the City prioritize projects, measure program
effectiveness, publicize the value of new or existing business, etc.6

Figure 1 – Update Novato’s market information.

8

4

Appendix C: Sample property profiles

5

Appendix D: MetroComp product information.

6

Appendix E: RPAS product information.
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Transform Perceptions
The most-inviting, well-maintained and smartly tenanted shopping districts still must
continuously work to promote—and deliver on—the image and promise they offer to the
shoppers they seek to attract and serve. Novato’s shopping districts need to constantly market
their unique benefits to local shoppers and visitors alike. See previous section on “Advancing
Novato’s Competitive Position” for suggestions on market positioning statements.
The City of Novato must continually attend to and work to overcome negative perceptions
both with their internal audiences (residents and businesses) and with external audiences
(prospective businesses, developers, brokers, etc.). Understand that perception is reality and
take charge of your story.
OBJECTIVE: Become known as the Bay Area’s Business-Friendly Community.
Illustrate a
Business
Friendly
Reputation

Several Novato businesses responding to the survey commented that: (1)
the development/permitting process takes too long, is frustrating; (2) the
City is non-responsive, obstreperous; (3) parking downtown is largely
insufficient and the City is not planning for future parking needs; (4)
zoning and regulatory issues are a challenge to doing business; (5) there is
an overall anti-business sentiment from the City and from the residents.7
It is critical to the City’s reputation and ability to attract business
investment that it be recognized as business-friendly. Excellent, friendly
customer service will leave a lasting impression and build good will
among existing and potential new businesses.
While the development/permitting process was noted as a challenge to
doing business in the survey, during interviews the consulting team
heard that the process has improved. It is not uncommon for people to
reference a problem they had dealing with City regulations only to find
out later that the experience was many years ago.
Begin countering the pessimism and building a business-friendly attitude.
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The City has good information on its Community Development
website pages; public can access applications, check fees and other
information online. Add to the website a flowchart illustrating steps
of the entitlement process including an estimated timeline.



Develop case studies with testimonials that illustrate the businessfriendly services of the City and City’s ability to help clients meet
project timelines. Post these on the website and use in marketing.

Appendix F: Summary of findings from the business and shopper surveys.
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Internal and
External
Marketing

The City has three audiences to reach—residents, existing business, and
prospective businesses. Create a unified campaign to forge a positive
image and an engaging business-friendly atmosphere.
Along with the impressive response to the shopper survey, a few people
went so far as to give their contact information and offer their help to
work with the City on this effort.8
Take them up on their offer. Start building “Red Teams” to assist the
Economic Development Commission with specific, one-time or limitedtime projects, such as:


Refine the City’s retail market vision.



Develop internal marketing messages and tactics.



Assist ED Commission in retail business attraction: key messages,
proof points, case studies, business case, site visits, etc.



Internal Marketing / Buy Local Campaign: Educate the public about
what retail sales mean to them and their future; e.g. sufficient City
services; a healthy, vibrant City can help attract the retailers they
would like, etc.



External Marketing: Define the messages to target retailers,
developers, brokers. Document the information necessary for
businesses and developers to make site location decisions.



Existing Business: Invite them to assist the City in a business
retention/expansion program focused on small business retailers.
Use the retail market data to help small businesses understand how
to expand their markets, merchandise lines, services, etc.

Figure 2 - What residents and businesses want to change about Novato.

8
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This information was forwarded to the City’s Economic Development Manager.
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Create a Dynamic Family-Oriented
Downtown Novato
Strong downtowns and commercial cores have retail and service amenities that serve local
residents and attract visitors. A thriving downtown can also help support industrial business
attraction efforts because it shows the community’s commitment to local businesses and
improving quality of life factors.
Successful, competitive business districts are achieved through planning and a proactive
marketing and business assistance program.


Plan – to take advantage of Novato’s assets



Proactively – address/mitigate challenges to development and business success



Promote – Novato’s opportunities for retail growth

OBJECTIVE: Transform Downtown Novato into the City’s Civic Center.
Plan for Success

Encourage
Residential Use

The Downtown Specific Plan created in 1998 is nearing 20 years old.
The Vision and many of the goals and objectives of the Plan are still
valid today, based on the shopper survey results. However, many of the
issues and unfulfilled opportunities also remain valid today.


Refresh/update the Downtown Specific Plan.



Acknowledge and celebrate all that it has accomplished.



Identify what is yet to be accomplished and determine its validity.



Prioritize the top projects for the next six months, one year and
three years; e.g. Parking, Grant Avenue, City Hall, Transit Station,
City Plaza, Theater, Housing, Gateways, Murals/Public Art, etc.

Downtown residents help keep a City’s downtown busy and vibrant
24/7. This can be accomplished with mixed-use developments, loft
housing (over retail). This ready customer base will encourage:


Resident-serving businesses (e.g. a permanent Farmers’ Market);



Dining and entertainment venues; and



Family-oriented events and retailers.

City of Novato 2013 Retail Market Analysis
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Business
Assistance

Complement
not
Compete

Establish
Downtown as
Community
Entertainment
Center

Figure 3 - Excerpt
from City of Novato
2009 Redwood
Corridor Report
(p.30)



Provide technical assistance to small businesses. Help them
interpret and use retail market information provided with this
report, understand market dynamics, target new or expand
existing customer-base, revise product or service offering, etc.



Help businesses find a way to take advantage of downtown events
that draw people locally and from throughout the region e.g. the
Festival of Art, Wine, and Music. For example: rather than trying
to “stock up” for the extra traffic and/or compete with street
vendors for the pedestrian traffic, offer local businesses a reduced
rate to leave their brick and mortar shop and join the street
vendors. They could feature a few of their best-selling items and
encourage return customers with handouts, coupons, specials, etc.



Counter the concerns of Novato’s downtown merchants that
building more retail and big box will negatively impact them;
focus on attracting new retail that will complement not compete
with downtown businesses. This issue was discussed in the 2009
Redwood Corridor Plan (see Figure 3).



Provide incentives to new-products / services offered in
downtown.9



Differentiate downtown proper from shopping centers by
promoting community centered activities downtown, encouraging
more evening activity, and easy pedestrian access.



Develop a multi-purpose public plaza that could be a permanent
home for a farmer’s market, be the focal point for outdoor
entertainment, include unique elements such as a water feature
that would attract families and children.



Move forward with the Downtown Novato Theater and potential
Cineplex and/or another catalytic entertainment anchor to
encourage evening and weekend activity.

it is possible to introduce additional retail in the Study Area that would
complement rather than compete... For example... a higher end home furnishing
store... would not most likely negatively impact Downtown businesses since no
comparable retailers are located Downtown. In fact... major retail center on North
Redwood Boulevard could draw more shoppers and sales to Downtown. This
dynamic occurs in... Walnut Creek and San Mateo...

Appendix G: Brush, CO offers specific incentives for new businesses that do not compete with their
downtown merchants.
9
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Tend to Existing Employers
Helping Novato’s existing business base succeed and grow is the underpinning of a successful
economic development program. Most often, small business / retailers want and need help
with marketing and merchandising, finance, systems improvements, tenant and façade
improvements, business location/expansion and staying on top of marketplace trends and
opportunities. Access to capital was a key need identified by business owners who responded
to the recent Novato Business Survey.
A key weakness of small independent businesses, including many observed in Novato, is their
inattention to overall image and visual appeal. Store image and identity includes signage,
storefront appearance, window displays, store merchandising, lighting and other elements that
collectively send customers a strong impression about business quality and offerings.
OBJECTIVE: Elevate the attention given to local businesses, provide valuable resources and
solutions resulting in contented and successful businesses.
Business
Visitation
Program

A business visitation program (retention/expansion program) is one of
the best ways to stay on top of business changes, issues, opportunities
and to share information face-to-face.


Work collaboratively with partner agencies and other City staff to
reach as many small businesses as you can. Schedule a certain
number of meetings a month; focus on a specific industry sector
(top 25 retail sales tax generators); use a combination of face-toface and group meetings.



The value of your efforts will be measured by the quality and
timeliness of the follow-up service delivered.

Primary
Employers



Aim to meet at least semi-annually with primary employers.



Provide immediate assistance to help Costco find location for a gas
station—a major sales tax generator for the City of Novato.

Communicate
and Promote
Opportunities



Distribute to businesses, property owners and all those with a
vested interested in downtown Novato’s economic vitality,
highlights of the retail market analysis and the top initiatives the
City of Novato will be working on in the next months and years.



Educate business owners about the market opportunities the City
is working on their behalf, Encourage volunteers to get involved
with making change and improving Novato’s retail market.
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Attract Retailers that “Fit” Novato
Retailers and retail developers are always on the lookout for new locations and the next “hot
spot.” Fortunately, many area developers and brokers are already seriously looking at the City
of Novato in general and at specific locations.
The Retail Supply/Demand Analysis conducted provides the City of Novato with an extensive
list of merchandise/service categories and the types of goods and services that the Novato
market can support. See Sections D, E and accompanying appendices for more detail on the
specific types of retailers that match Novato’s market and demand.
OBJECTIVE:

Ensure a continuing “top of mind” awareness of Novato’s retail and

commercial development opportunities.
Understand the
Industry and
Retail Sectors

Align Targets

Media

10
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Conduct ongoing industry and business intelligence to understand the
market and location needs of retailers in general and the specific target
retailers.


Set up Google News Alerts;



Monitor industry association websites, newsletters, events;10



Monitor target retailers’ press releases;



Follow industry leaders, associations, retailers on social media; join
related industry groups on LinkedIn.



Match target users with available properties, buildings.



Create design concepts for specific properties to illustrate the
City’s vision for development. Having design concepts will enable
residents, developers, investors, and potential users to visualize the
opportunity. Being able to show community buy-in for the
development concept will help reduce investors’ risk and build
momentum for investment.

Make sure developers, brokers, and industry targets are aware of the
plans and progress being made on commercial sites throughout City.


Provide regular news releases to regional, state, and industry
media.



Create and post messages via LinkedIn and other social media
messaging.

Appendix H: Retail industry reports contain relevant industry associations and websites to monitor.
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Leverage
Marketing

Campaign to
Key Influencers

11

Join TeamCalifornia and take advantage of the annual schedule of
events and marketing program which focuses on industrial and
commercial markets.11


Site selection professionals



Corporate real estate (SIOR, CoreNet, IAMC)



Retail (ICSC)



Life Sciences and Medical Devices (MDM, Biotech Conferences)



Renewable Energies and Green/Clean Tech



Winter and Summer Fancy Food Show

When there is adequate budget and staff resources expand marketing
beyond the leveraged tactics (above) and begin industry-specific
campaigns.


Prioritize industries for campaign focus.



Conduct a series of direct and electronic mail communications; use
Business Cases and Case Studies.



Make prospecting calls to developers, brokers, and retailers;
consider outsourcing the lead development process to ROI Vision
(www.ROIVision.com), a company that specializes in generating
qualified leads and can put you in touch with company
representatives.

Appendix I: Team California’s 2013 Tradeshow Schedule
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Package and Promote Market-Ready
Properties
Business location decisions are very time sensitive. The more prepared and ready-fordevelopment sites are, the more competitive and attractive the City of Novato will be to
businesses and developers. Encourage development and investment in the City by continuing
to develop a vision for primary properties and prepare them for development.
OBJECTIVE: Have a diverse portfolio of ready-to-market sites and buildings.
Inventory
Sites / Buildings
Package the
Properties

12
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Partner with property owners, utilities, and others to document
the necessary information to present a complete property profile.12



Put the properties on City’s website.

Include photos, location and site maps and the City’s vision, preferred
uses, design concepts. For example:


Fireman’s Fund Building / Site — mixed use lifestyle retail center;
concert/performing arts venue; hotel / conference center



Birkenstock Building — play up the fact that Novato is HQ;
consider a brand museum and outlet center



Dairyman Site — potential to assemble parcels with adjoining
properties to create a unified shopping center vs. a stand-alone
retailer



Hanna Ranch — move forward with mixed-use / hotel
development and some retail



Old Town — Move forward with efforts to renovate Downtown
Novato Theater, possible relocation of the Cineplex and/or
another catalytic entertainment anchor to encourage evening and
weekend activity



Redwood Corridor — Finalize the 2009 plan/vision



Rowland Boulevard (behind Vintage Oaks) — Consider changing
from a 5-lane access road to a 2-lane; make use of the water views
for pedestrian, biking, or park-like venue. Traffic from Hanna
Ranch will require more than two lanes but improvement could
be made.



Bel Marin Keys Business Park — Restricted uses due to the
Planned Development designation could be a basis for some
considering the City “unfriendly to business.” Invest the time and
effort to revise

Appendix C: Property profile template.
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Make
Improvements



Hamilton Air Base — work closely and support efforts to promote
and fill vacancies with appropriate uses



Identify improvements necessary to achieve the development
envisioned including environmental work done or required and
any constraints to business development (land use, traffic, etc.)



Prioritize improvements and secure funding

Figure 4 - Present the City's vision for properties in marketing materials.

City of Novato 2013 Retail Market Analysis

17

C. Implementation
Schedule
To help organize and assign priorities, use the planning tool on the next page to schedule what
can and should be done in the first 30, 60, 90 days and to prioritize remaining action items.
This timeline may, of course, need to be adjusted depending on funding and staffing capacity.

Performance Measurements
The following performance measurements are designed to assess the effectiveness of the
strategies, the impact the strategies have had on the local business climate. If improvements
are not realized year to year, adjust activities, or tactics used as necessary. Determine what you
can do differently to achieve better results and then update the next year’s annual work plan.
Performance Indicator / Metric
Market/Development-ready commercial sites

AC

Retail-ready space

SF

New retail

SF

Investment in infrastructure improvements

$

Investment in downtown improvements

$

Occupancy rate downtown

%

Overall retail occupancy rate

%

Proposals submitted to prospects/site selectors

#

Site tours (brokers, developers, companies)

#

New companies locating / start-up

#

Net new job growth from all sectors

18

YR1

YR2

YR3

YR4

YR5

# %

Sales tax revenue to City

$

Local businesses visited for BRE

#

Average days to permit

#

Downtown living space

SF
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Objective / Action Item

30 days

60 days

90 days

ShortTerm
1-2 Years

LongTerm
6-10
Years

Mid-Term
3-5 Years

Advance Novato’s Competitive Position
Define value proposition
Create key messages and document proof points
Create market position statements for major retail areas
Establish industry intelligence tracking sources
Prioritize sites for development; best uses; vision
Hire / Support downtown business manager

Create Tools and Materials
Update website
Create collateral materials
Messaging to key audiences
Acquire tools for analysis

Transform Perceptions
Establish development/permitting process flowchart
Develop case studies, testimonials
Form “Red Team(s)” to assist with projects

Create Dynamic Family-Oriented Downtown Novato
Update Downtown Specific Plan; prioritize top projects
Pursue mixed use development; downtown living options

City of Novato 2013 Retail Market Analysis
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Objective / Action Item

30 days

60 days

90 days

ShortTerm
1-2 Years

Mid-Term
3-5 Years

Establish a “Complement not Compete” policy or plan
Develop a multi-purpose public plaza downtown
Establish a catalytic entertainment anchor for weekend/evening activity

Tend to Existing Employers
Implement a business visitation / assistance program
Establish schedule for visiting primary employers, small businesses

Attract Retailers that Fit Novato
Match target retailers with available properties
Create design concepts for priority properties
Media and Messaging
Join TeamCalifornia and participate in relevant missions/tradeshows
Industry-specific campaigns; prospecting calls; direct/electronic campaigns

Package and Promote Market-Ready Properties
Document property details, features
Post properties on website (preferably in searchable database)
Identify and schedule improvements necessary

Monitor Performance
Document performance indicators
Adjust action items, tactics and schedule accordingly
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LongTerm
6-10
Years

D. Retail Demand
Analysis
The market demand analysis estimates the level of potential new retail space that can be
supported in Novato now and over the next five years. Key target markets for new retail
development include residents of the City and the surrounding market area, employees
working nearby and visitors to the area. This section provides an overview of each market and
a statistical demand analysis based on spending patterns and projected population growth.

City of Novato
Retail demand potential generated by existing City of Novato residents is based on retail sales
leakage in the City. The leakage is estimated by comparing per capita taxable retail sales in
Marin County with per capita taxable retail sales in Novato.
According to the California State Board of Equalization’s Taxable Sales in California During

2011,13 taxable sales in the City of Novato totaled $675.6, with $586.9 million (or 87 percent of
the total) in taxable retail sales.14 By comparison, Marin County had a total of $4.0 billion in
taxable sales in 2011, with 77 percent (or $3.1 billion) in retail sales.
Table 1 provides a breakdown of total and per capita taxable retail sales by store type for
Novato and Marin. On a per capita basis, retail sales in Marin are 10 percent higher than in
Novato ($12,386 versus $11,293). Sales per capita in Marin outpace those in Novato for seven
of the nine retail store types. In two categories – general merchandise and gasoline stations –
Novato’s per capita sales are higher than the county average. The most considerable gap is in
general merchandise (i.e., department stores), where Novato per capita sales of $2,905 are 2.7
times as high as the county average ($1,080). These figures likely reflect that the Novato
Target and Costco are drawing retail spending from a market area considerably larger than the
City limits.
To estimate retail sales leakage by category, Table 2 calculates the difference between per
capita sales in Marin and Novato. The per capita leakage figure is then multiplied by the City’s

This is the most recent year for which taxable retail sales by store type is available for both the City of
Novato and Marin County.
13

Total taxable sales figures are composed of both taxable sales at retail outlets and of taxable sales at
other outlets, including manufacturing and wholesale sales. Retail sales figures do not include sales of
nontaxable items, such as resale items, food for home consumption and prescription medications.
14
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2011 population figure to arrive at total estimated retail sales leakage. Note that this
methodology assumes that Novato households have similar buying power and spending
patterns as the average Marin household. It does not address retail spending by non-residents,
such as visitors and employees, which may bolster sales in some Marin cities more than others.

22

City of Novato 2013 Retail Market Analysis

Table 1 - Taxable Retail Sales by Store Type, City of Novato and Marin County, 2011

Marin County
Store Type

Taxable Retail
Sales (in
thousands)

City of Novato

Per Capita Taxable
Retail Sales*

Taxable Retail
Sales (in
thousands)

Per Capita Taxable
Retail Sales*

Clothing & Clothing Accessory Stores

$280,098

$1,107

$37,654

$725

General Merchandise Stores

$273,199

$1,080

$150,949

$2,905

Food & Beverage Stores**

$266,823

$1,054

$48,970

$942

Food Services & Drinking Places

$445,433

$1,800

$72,617

$1,397

Home Furnishings & Appliance Stores

$240,698

$951

$12,882

$248

Building Materials & Garden Equipment Stores

$254,092

$1,004

$17,113

$329

Motor Vehicle & Parts Dealers

$523,483

$2,069

$72,938

$1,403

Gasoline Stations

$371,618

$1,469

$94,060

$1,810

$468,827

$1,853

$79,710

$1,534

$3,134,271

$12,386

$586,893

$11,293

Other Retail Stores

†

TOTAL

*Population estimates are from the California Department of Finance. As of January 1, 2011, the City of Novato had an estimated population of 51,970 and Marin
County had an estimated population of 253,040.
**Does not include any nontaxable spending, such as on food for home consumption and prescription medications.
Includes health & personal care stores; sporting goods, hobby, book & music stores; florists; office supplies & stationery stores; gift, novelty and souvenir stores; used
merchandise; other miscellaneous store retailers; and non-store retailers (electronic and mail-order retailers, kiosks and street vendors, vending machine operators,
sales through infomercials, door-to-door sales and home delivery).
†

Sources: California Board of Equalization’s Taxable Sales in California During 2011; California Department of Finance’s Population Estimate for Cities, Counties and
the State (released May 2012); Marketek, Inc.
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Table 2 - Taxable Retail Sales Leakage by Store Type for the City of Novato, 2011

Marin County Per
Capita Retail
Sales (from Table
1)

Store Type

City of Novato
Per Capita Retail
Sales (from Table
1)

Per Capita
Sales Leakage*

Total Sales
Leakage (in
thousands)

Clothing & Clothing Accessory Stores

$1,107

$725

$382

$19,873

General Merchandise Stores

$1,080

$2,905

None

None

Food & Beverage Stores**

$1,054

$942

$112

$5,831

Food Services & Drinking Places

$1,800

$1,397

$403

$20,921

$951

$248

$703

$36,553

Building Materials & Garden Equipment Stores

$1,004

$329

$675

$35,073

Motor Vehicle & Parts Dealers

$2,069

$1,403

$665

$34,576

Gasoline Stations

$1,469

$1,810

None

None

Other Retail Stores†

$1,853

$1,534

$319

$16,579

$12,386

$11,293

$3,260

$169,406

Home Furnishings & Appliance Stores

TOTAL

*Found by subtracting Novato’s per capita sales from Marin County’s per capita sales for each category. In cases where Novato’s per capita sales exceed Marin
County’s no leakage is reported.
**Does not include any nontaxable spending, such as on food for home consumption and prescription medications.
Includes health & personal care stores; sporting goods, hobby, book & music stores; florists; office supplies & stationery stores; gift, novelty and souvenir stores; used
merchandise; other miscellaneous store retailers; and non-store retailers (electronic and mail-order retailers, kiosks and street vendors, vending machine operators,
sales through infomercials, door-to-door sales and home delivery).
†

Sources: California Board of Equalization’s Taxable Sales in California During 2011; California Department of Finance’s Population Estimate for Cities, Counties and
the State (released May 2012), Marketek, Inc.
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This methodology estimates a retail leakage of $169.4 million in sales for the City of Novato.
The largest leakage is in home furnishings & appliance stores ($36.6 million), followed by
building materials & garden equipment ($35.1 million).
Table 3 provides a comparison of total (retail and non-retail) sales tax leakage in Novato to
that of other cities in Marin County. Novato’s total sales tax leakage for retail and non-retail
taxable sales is $156.1 million.15 Of the eleven municipalities in Marin, Novato is second in
terms of population, ninth in terms of median income and sixth in terms of taxable sales per
capita. It shows the sixth largest sales tax leakage per capita but the largest sales tax leakage
overall ($156.1 million). Like the leakage by store category figures shown in Table 2, net
leakage for retail and non-retail uses signifies a considerable loss of taxable sales.

Table 3 - Total (Retail and Non-Retail) Taxable Sales Leakage by Location, 2011

City/Town

Population
(2011)

Median
Income
(2012)

Per Capita
Taxable
Sales

Per Capita
Taxable
Sales
Leakage*

Total
Taxable
Sales
Leakage (in
thousands)

Belvedere
Corte Madera
Fairfax
Larkspur
Mill Valley

2,069
9,258
7,445
11,932
13,967

$172,533
$96,745
$69,346
$84,350
$112,746

$3,960
$53,299
$5,655
$14,915
$15,459

$12,045
($37,294)
$10,349
$1,090
$546

$24,921
($345,268)
$77,051
$13,003
$7,629

Novato
Ross
San Anselmo
San Rafael
Sausalito
Tiburon

51,970
2,419
12,342
57,775
7,067
8,969

$73,764
$105,707
$79,814
$72,033
$107,408
$121,283

$13,001
$1,148
$7,536
$24,781
$19,767
$3,991

$3,004
$14,857
$8,468
($8,776)
($3,762)
$12,014

$156,134
$35,940
$104,517
($507,046)
($26,588)
$107,750

*Based on a comparison of each City’s per capita sales and the average per capita sales for Marin
County of $16,005. Figures in parenthesis represent sales above what is anticipated based on the
county average.
Sources: California Board of Equalization’s Taxable Sales in California During 2011; California
Department of Finance’s Population Estimate for Cities, Counties and the State (released May 2012);
ESRI Business Information Solutions; Marketek, Inc.

Note that the sales tax leakage figure for Novato in Table 3 ($156.1 million) is below that of the leakage
shown in Table 2 ($169.4 million). This difference is because Table 3 provides net leakage figures which
include Novato’s sales tax surpluses in general merchandise stores and gasoline stations. Specifically,
gross leakage of $169.4 million (from Table 2) minus general merchandise surplus of $94.8 million and
gasoline station surplus of $17.7 million plus non-retail sales tax leakage of $99.3 million equals $156.1
million. This alternate methodology was necessary to compare Novato to other Marin County cities
because sales tax by store category was not available for all cities throughout the county.
15
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Greater Retail Market Area
To estimate existing and future retail demand potential in Novato, Marketek delineated a
custom-drawn retail trade area from which the majority of the City’s shoppers are likely to
emanate (see Figure 5). This Greater Retail Market Area is based on interviews with existing
businesses, natural and man-made boundaries, drive times, Novato’s competitive assets, its
location within the region, and the location of the competitive supply of retail centers.

Demographic Snapshot
As of 2012, the Greater Retail Market Area was home to an estimated 271,000 residents and
107,300 households (Table 4). Since 2000, population growth in the market area has been
slow, at an average annual
rate

of

0.3

percent

(compared to 0.9 percent
for the state). Household
size averages 2.4 persons,
lower

than

the

state

average of 2.9. Greater
Retail

Market

Area

residents tend to be older
than residents statewide,
with median ages of 43
years

and

35

years,

respectively.16

Figure 5Novato Greater
Retail Market Area

16 Appendix J: Additional demographic data for the Greater Retail Market Area and comparison
geographies.
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Table 4 - Demographic Snapshot of the Novato Greater Retail Market Area, 2012

City of
Novato

Greater Retail
Market Area

State of
California

52,297

271,013

37,707,477

0.8%

0.3%

0.9%

20,436

107,327

12,743,499

2.5 persons

2.4 persons

2.9 persons

Median Age

43 years

43 years

35 years

Median Income

$73,764

$80,700

$57,385

White Alone

76%

78%

57%

African American Alone

3%

3%

6%

Asian/Pacific Islander Alone

7%

6%

14%

Other Race Alone/2+ Races

14%

13%

23%

Not Hispanic or Latino

78%

81%

62%

Hispanic or Latino

22%

19%

38%

Demographic Indicator
2012 Population
Avg. Annual Pop. Growth Rate (’00-’12)
2012 Households
Average Household Size

Racial Composition

Ethnic Composition

Sources: ESRI Business Information Solutions; Marketek, Inc.

Novato is home to an estimated 3,100 businesses with 26,300 employees, who form an
important daytime market for retail, restaurant and service businesses. Research conducted by
the Building Owners and Managers Association of American estimates that office workers (as
one segment of the workforce) spend between 10 and 15 percent of their expendable income
in and near their places of work. Top spending categories include restaurants, entertainment,
cards and gifts, personal care items, and books and magazines. Please see Appendix K for a
breakdown of employment by industry.
This analysis does not calculate potential retail demand generated by employee spending
because the number of persons working in Novato (26,300) is approximately equal to the
number of employed Novato residents (25,622 according to the American Community
Survey). Thus, spending by employees commuting into Novato is roughly offset by local
residents’ spending at their places of employment outside of Novato. Additionally, it is likely
that a large share of persons working in Novato live within the Greater Retail Market Area
even if they live outside of the City limits.
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Existing Demand Potential
Existing sales leakage for the Greater Retail Market Area is estimated in Table 5. This
methodology uses data prepared by ESRI Business Information Solutions to weigh estimated
retail sales against estimated retail demand. Retail ‘supply’ is based on estimates of actual retail
sales using the Census of Retail Trade and a variety of other business and government
databases. Retail ‘demand’ represents the expected amount spent by market area households
for various retail goods and services, based on consumer expenditure patterns derived from the
U.S. Consumer Expenditure Survey.
When estimated retail demand exceeds supply, a leakage presumably occurs, causing
consumers to look outside the market area for retail goods and services. A surplus, conversely,
suggests that supply exceeds demand and that certain business categories are importing sales
from shoppers who live outside the market area. It is important to note that the demand data
only reflects potential spending by residents, and does not include spending by visitors and
employees working but not living in the market area.
In the Novato Greater Retail Market Area, an apparent sales leakage is occurring in every
retail category, for a total of $850.5 million in lost sales. The gap between estimated supply and
demand is most pronounced for restaurants ($225.7 million) and general merchandise ($179.4
million).
Converting this sales leakage to square feet of store space based on sales per square foot
standards shows potential support for 2.3 million square feet of additional store space in the
Greater Retail Market Area. The largest share of potential space is in the general merchandise
category at 600,000 square feet. Some of this demand will likely be absorbed by the Target
stores set to open in Petaluma and San Rafael.
Greater Retail Market Area leakage in convenience-related goods (i.e., food & beverage stores
and health & personal care stores) does not necessarily indicate support for additional store
space in Novato. Consumers tend to shop for these items close to home and are unlikely to
drive as far for convenience items as they would for destination shopping (apparel, home
goods, specialty stores, etc.). Thus, demand for additional grocery store and pharmacy space is
likely to be more evenly distributed throughout the Greater Retail Market Area than demand
for stores in other retail categories.
In reality, the consumer marketplace is quite fluid. Even if goods are available locally, priced
appropriately and of good quality, shoppers will always do a certain amount of shopping
outside of the Greater Retail Market Area, including via the Internet. However, the
leakage/surplus analysis provides a reasonable indication of the availability of goods in the
local market.
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Table 5 - Existing Retail Balance in the Novato Greater Retail Market Area, 2010

Demand/
Spending
Potential
(in thousands)

Store Type

Supply/
Retail Sales
(in thousands)

Leakage/
Surplus
(in thousands)

Target Sales
($/SF)

Potential
Supportable
Space (SF) in
the Greater
Retail Market
Area

Clothing & Clothing Accessory Stores

$236,744

$168,482

$68,262

$370

184,493

General Merchandise Stores

$321,960

$142,590

$179,370

$300

597,899

Food & Beverage Stores

$978,083

$880,949

$97,134

$390

249,061

Food Services & Drinking Places

$686,402

$460,694

$225,708

$460

490,669

Furniture & Home Furnishings Stores

$160,263

$135,560

$24,703

$340

72,657

Electronics & Appliance Stores

$153,035

$108,710

$44,326

$340

130,370

Building Materials & Garden Equip. Stores

$202,415

$123,610

$78,806

$350

225,160

Health & Personal Care Stores

$192,502

$127,267

$65,236

$365

178,728

$74,043

$56,130

$17,913

$216

82,929

Miscellaneous Stores*

$104,506

$88,519

$15,988

$216

74,016

Non-store Retailers**

$111,323

$78,225

$33,098

None

None

$3,221,278

$2,370,735

$850,543

Sporting Goods, Hobby, Books & Music Stores

TOTAL

2,285,982

*Includes florists; office supplies & stationery stores; gifts, novelty and souvenir stores; used merchandise; and other miscellaneous store retailers.
**Includes electronic and mail-order retailers, kiosks and street vendors, vending machine operators, sales through infomercials, door-to-door sales and home
delivery. According to the U.S. Census Bureau’s e-commerce multi-sector E-Stats report, online sales made up 40 percent of non-store retail sales as of 2010, the latest
year for which data is available.
Sources: ESRI Business Information Solutions; City of Novato 2009 Existing Conditions Report; Urban Land Institute; Marketek, Inc.
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Future Demand Potential
The second source of demand generated by Greater Retail Market Area residents is future
demand, or demand based on local spending patterns and the projected increase in households
over the next five years. Marketek estimates that within the Greater Retail Market Area there
is potential demand for an additional 300,000 square feet of store space over the next five
years. For detailed future retail demand calculations, please refer to Appendix L.

Marin County Visitors
A third source of potential retail demand includes visitors to Marin County and the Novato
area. According to Dean Runyan Associates, from 2000 to 2010, visitor spending in Marin
County grew from $547 million to $641 million, or by 17 percent. In constant dollars, visitor
spending in the county increased by an average of 2 percent per year since 1992. Using this
rate to project visitor spending forward translates to an increase of $75 million in visitor
spending in Marin over the next five years.
Based on Marin County visitor spending patterns, retail sales growth of $75 million has the
potential to support 208,000 square feet of new store space throughout Marin County. A key
indicator of the impact of Novato’s visitor market is overnight visitors as measured by Novato’s
share of hotel rooms in the county. Currently Novato’s visitor market, as measured by number
of hotel rooms, constitutes 22 percent of Marin County’s total. Were Novato to capture 22
percent of potential visitor demand countywide, it would equate to 46,000 square feet of new
retail space supported by visitor spending. Please refer to Appendix L for historical visitor
spending, visitor spending by merchandise category and calculation of potential demand.
Future expansion of hotel market, new visitor attractions and destinations and new retail/
entertainment venues would also increase potential visitor spending in the City of Novato.

Summary
Table 6 summarizes potential supportable new retail space in the Novato area based on
existing and future demand from residents and visitors. Potential demand is divided among
five merchandise categories: shoppers’ goods, convenience goods, restaurants, entertainment
and personal services. Please refer to Appendix L for the examples of the types of goods and
services within these categories.
Existing demand has the potential to support 2.3 million square feet of new retail space in the
Greater Retail Market Area; future demand (based on Greater Retail Market Area resident
spending and Marin County visitor spending) has the potential to support 0.5 million square

30

City of Novato 2013 Retail Market Analysis

feet of new retail space over five years. Taken together, there is potential demand for 2.8
million square feet new retail space in the Novato Greater Retail Market Area through 2018.
The share of space that Novato can ultimately capture will depend on numerous factors,
including retail outreach efforts, the availability of quality retail-ready space, the performance
of competitive shopping areas and the success of efforts to develop a variety of retail, service,
entertainment, residential and civic uses. A capture of one-third of resident and visitor
spending, for example, would translate to potential for 930,000 square feet of new retail space
in Novato over the next five years.
Novato’s success at transforming demand potential to new retail space will depend on
providing quality retail space and on marketing and business development efforts. A passive or
segmented approach would likely result in the City falling short of its estimated potential.
Table 6 - Summary of Potential New Retail Space in Novato Greater Retail Market Area (20132018)

Merchandise/Service
Category

Shoppers’ Goods

Apparel
Home Furnishings

Existing Unmet
Greater Retail
Market Area
Demand (SF)*

Future Demand
Based on
Greater Retail
Market Area
Residents and
Marin County
Visitors (SF)*

Total Potential
Supportable
Retail Space
from 2013 to
2018 (SF)

1,367,524

158,460

1,525,984

184,493

37,871

222,364

72,657

24,446

97,103

Home Improvement

290,345

19,875

310,220

Specialty Retail

222,130

76,268

298,399

General Retail

597,899

N/A

597,899

Convenience Goods

427,780

97,046

524,835

Grocery

249,061

83,956

333,018

Health & Personal Care

178,728

13,090

191,817

490,669

85,085

575,754

Entertainment

N/A

134,769

134,769

Personal Services

N/A

30,728

30,728

Restaurants

Total
2,285,982
506,088
2,792,070
Note: Potential unmet demand for electronics and appliances is split between home improvement and
specialty retail merchandise categories. Potential unmet demand for sporting goods, books, music,
hobbies and miscellaneous retail is included in the specialty retail merchandise category. Potential
visitor demand for shoppers’ goods is allocated one-third to apparel and two-thirds to specialty retail.
*Sales leakage data is not available for entertainment and personal service space. Future demand for
shoppers’ goods is distributed by merchandise type; some share of this demand will likely be absorbed
by general retail/department stores.
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Sources: Marketek, Inc.; ESRI Business Information Solutions; Urban Land Institute; City of Novato
2009 Existing Conditions Report; Dean Runyan Associates
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E. Retail Supply
Analysis
This section provides a summary of the existing retail market in Novato and the region. It
begins with an overview of recent industry trends.

Retail Industry Trends
The national commercial real estate market is recovering slowly after experiencing declines in
consumer spending and tightening lending markets. After being down by $45 billion, retail
sales have almost returned to pre-recession levels and are anticipated to grow over this year
and next. Nationwide occupancy rates are recovering, are now estimated at 7 percent. Positive
absorption has continued, although retail market expansion is projected to continue at a slow
pace as consumers remain cautious and spending makes incremental increases, according to
the National Retail Federation.
ChainLinks Retail Advisors report that of the nation’s top ten strongest retail markets based on
vacancy rate, four are coastal California cities (San Francisco, San Diego, San Jose and Los
Angeles). Additional retail industry trends are highlighted below.17

Long-Term Trends


Return of home values and the housing market in the next two years is expected to
boost consumer confidence and spending, bolstering expansion of mid-priced retail
stores.



Shoppers will remain value-conscious, stemming in part from a sense of frugality
developed during the recent recession and in part from competition by online
retailers.



Growth in e-commerce will reshape the typical tenant mix. Dining and
entertainment uses will become increasingly important commercial district anchors.



The most resilient retail districts will be in more mature markets (i.e., cities versus
new suburbs).

Sources: ChainLinks Retail Advisors; U.S. Census Bureau; Forrester Research; NAI Norris, Beggs & Simpson;
International Council of Shopping Centers; Forbes
17
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Open air lifestyle centers are replacing malls by attempting to create a sense of
community with a focus on food, entertainment and civic uses in addition to
traditional retail. Centers seek to be more like downtowns by creating usable public
spaces and fostering a mix of uses in compact, pedestrian-friendly environments. As
these centers proliferate they are adapting their tenant mix to stay fresh and unique.

Short-Term Trends


With the exception of malls, vacancy is projected to fall nationally for all types of
retail centers (specialty, lifestyle, power, neighborhood, community and strip
centers).



Urban markets are expected to dominate retail expansion in the short term, with
suburban projects being more dependent on new housing production. Retailers are
looking for expansion opportunities that are “sure bets” e.g. Class A or B space in
urban locations with significant population density and higher incomes.



The retail market is split, with discount and luxury stores doing well but mid-priced
retailers hampered by slow economic growth of the middle class.

Retail Concepts in Expansion Mode


Grocery stores, including new concepts and niche grocers (discount, luxury, organic,
ethnic)



Restaurants, especially fast-casual and fast food; restaurants are projected to make up
40 percent of new tenants in 2013



Health and fitness retailers and service providers



Discount stores (dollar stores, thrift stores, off-price apparel)



Pet supplies, sporting goods, hobbies and craft supplies



Home improvement stores are not expanding presently but are expected to grow with
the return of housing development

Retail Concepts in Contraction Mode
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Video stores, video game stores, bookstores



Office supplies



Pack and ship stores



Some older casual dining concepts
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E-Commerce Trends


Online sales have shown continual growth both in dollar amount and in share of total
retail sales. In 2012, e-commerce totaled $225 billion and made up 5.2 percent of all
sales. This total is up 16 percent from 2011 online sales of $194 billion, which was also
up 16 percent from 2010’s total of $167 billion.



As of 2010 (the latest year for which online sales data by sector is currently available),
the majority (80 percent) of online sales were by non-store retailers (specifically,
electronic shopping and/or mail-order houses). Online sales made up 40 percent of
sales of non-store retailers.



The second largest share of online sales were for motor vehicles or motor vehicle
parts (12 percent). The final 8 percent of online sales were distributed amongst
remaining retail categories.



E-commerce is anticipated to continue to show high year-over-year growth,
increasing from a projected $262 billion in 2013 to $370 billion in 2017.

Novato Retail Supply
As of March 2013, Novato’s retail inventory totaled 2.2 million square feet of space in 196
buildings, according to a Sperry Van Ness report. An estimated 103,000 square feet is vacant
for a citywide retail vacancy rate of 4.6 percent. This figure is down slightly from three years
ago, when the vacancy rate was estimated at 6 percent. The City has seen little new
commercial construction over the last three years, adding Circle/Umpqua Bank (20,000 square
feet) and Peet’s Coffee (8,015 square feet), both in 2012. Of space leased since 2010, the
average annual triple net rental rates have hovered in the $21 to $22 per square foot range.

Local Shopping Centers
Table 7 summarizes key characteristics of local/neighborhood Novato retail centers with over
20,000 square feet of store space. These centers total 850,000 square feet and have an average
vacancy rate of 8.8 percent. Vacancies, however, are concentrated in three centers:


The Square Shopping Center: 32,600 square feet



Pacheco Plaza: 16,000 square feet



San Marin Plaza: 7,200 square feet

Of the 14 centers surveyed, 12 were built prior to 1990. The two newer centers are the Village
at Novato, which opened in 2006 and is anchored by Trader Joe’s, and Hamilton Marketplace,
which opened in 2008 and is anchored by Safeway. Other grocery stores include a second
Safeway, Lucky Supermarket, Paradise Foods, Whole Foods and Grocery Outlet.
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Regional Shopping Centers
Novato is home to one regional shopping center—Vintage Oaks, a 620,000 square foot center
just north of the Redwood Highway and Highway 37 intersection (Table 7). The tenant mix
includes a Costco, Target, Macy’s Furniture, Ross, and nearly 50 other retailers and restaurants
offering a mix of apparel, home goods, services, specialty shops and casual dining. Vacancy is
very low at 0.5 percent (2,900 square feet of available space).
The largest regional center in the Novato competitive area is Northgate Mall in San Rafael.
The over 700,000 square feet of store and restaurant space includes a Macy’s, Sears, Kohl’s and
a movie theater. Stores with the highest price points are in the Village at Corte Madera, about
15 minutes south of Novato. The open-air center is anchored by Nordstrom and Macy’s and
includes more than 50 mid- to higher-priced retailers and restaurants.
North of Novato, Petaluma offers two regional centers with about 200,000 square feet of store
space each. Washington Square is anchored by Safeway, and the Village Premium Outlets
includes 45 outlet stores.

Anticipated Additions to the Retail Supply
A summary of planned and proposed retail development in the Novato competitive area is
provided below. Anticipated new development totals nearly 900,000 square feet of commercial
space (retail and office) over the next few years.

East Washington Place, Petaluma


Total of 335,155 square feet, including a 135,000 square foot Target



Tenants will include Target, Dick’s Sporting Goods, TJ Maxx/HomeGoods, Sprouts
Farmers Market, Ulta Beauty, BevMo, Chipotle and Five Guys Burgers & Fries



Target scheduled to open in July 2013



Located at East Washington Street and Highway 101

Target at Shoreline Center, San Rafael


Approximately 137,000 square foot



Scheduled to open in October 2013



Located at the Shoreline Center in East San Rafael

Anecdotally, Terranomics Retail Services estimates that the opening of two new Target Stores
in the trade area is expected to impact sales at the Target in Novato by 20 to 25 percent over
the first three years. Sales at Novato’s Target are likely to come back to show as little as a 10
percent hit after three years. The comeback may not be that strong however in which case,
sales increases in Novato would be more heavily dependent on population growth there.
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While Costco’s proximity may continue to draw some shoppers from the San Rafael area, older
and higher-income households in South Marin County are not deemed a big market for
Costco.

Deer Creek Village, Petaluma


Total of 315,000 square feet of retail and office space developed by Merlone Geier
Partners



Mixed-use center with shopping, office, recreation and outdoor dining; one retailer
will include Friedman’s Home Improvement



To be delivered in phases with construction beginning in 2013



Located at southwest corner of the intersection of Rainier Avenue and McDowell
Boulevard adjacent to Highway 101

Riverfront, Petaluma


Proposed mixed-use development by Basin Street Properties



Proposed mix includes 273 residential units, 90,000 square feet of commercial space, a
hotel and a central green with sports fields



Retail mix is expected to be local/service-related



Project is expected to appear before the planning commission in summer or fall 2013



Located on highway 101 between Hopper Street and Petaluma River

Loch Lomond Marina, San Rafael


Property recently sold to Woodbridge Capital Partners



Approved development includes 81 residential units, 22,250 square feet of
commercial space, a grocery store and a park



City approvals for new development are good through August 2014



Located off Point San Pedro Road
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Table 7 - Local Novato Shopping Centers, March 2013

Name and Address
Novato Fair Shopping Center
900-920 Diablo Ave.
Nave Shopping Center
1531-1545 South Novato Blvd.
Downtown Novato Shopping Center
1707-1767 Grant Ave.
Hamilton Marketplace
5720 Nave Dr.
The Square Shopping Center
2045 Novato Blvd.
Pacheco Plaza
366 Ignacio Blvd.
San Marin Plaza
101-199 San Marin Dr.
Rowland Plaza, 44 Rowland Way
Ignacio Center
455 Entrada Dr.
6100 Redwood
6090-6100 Redwood Blvd.
Tresch-Triangle Shopping Center
1559 S Novato Blvd.
7049 Redwood
7049 Redwood Blvd.
Del Prado Square
500-530 Alameda Del Prado
The Village at Novato
7514 Redwood Blvd.
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Total
SF

Available
SF

Vacancy
Rate

Annual
Lease
Rate
($/SF)

Year
Built

133,862

5,850

4.4%

$30.00

1962

121,692

1,200

1.0%

$16.08

1974

105,781

5,000

4.7%

$21.00

1966

89,525

3,087

3.4%

N/A

2008

78,272

32,583

41.6%

$15.00

1974

71,670

16,041

22.4%

N/A

1967

70,257

7,198

10.2%

$15.60

1984

35,377

0

0.0%

N/A

1989

32,839

1,970

6.0%

$21.84

1968

24,837

0

0.0%

N/A

1978

21,506

0

0.0%

N/A

1963

21,296

0

0.0%

N/A

1988

20,433

0

0.0%

N/A

1981

20,043

1,892

9.4%

N/A

2006

Selected Tenants
Safeway, Rite Aid, Dollar Tree, Pet Food
Express, Anytime Fitness, Radio Shack
Grocery Outlet, Post Office, Bike Shop,
Acupuncture Clinic, California Grill, Cleaners
Lucky Supermarket, CVS, Crabtree & Evelyn,
Noah’s Bagels, U.S. Bank, Creekside Bakery
Safeway, Pet Food Express, Toast Café, Wells
Fargo, Beauty Island Salon, Pasta Moto
CVS, Oasis Natural Foods, Planet Beach Tanning
Salon, JJ’s Pizza
Paradise Foods, Woodlands Pet Food, Boca
Pizzeria, Video Place, Taki’s Restaurant
Apple Market, Tuesday Morning, Urban Escape
Fitness, Mary’s Pizza Shack
CineMark Century Theatres
Dollar Tree, Hardware Store, Bike Hut, Red Boy
Pizza, Techs to Go, Valley Floral
Back in Motion Spinal Decompression, Good &
Fresh Buffet, Picket Fence Quilts
Discount Vitamins, Genesis Dollar Store, Marin
Treks, Beauty Center Salon
Marin Tile Supply, North Bay Artworks, Pacific
Mortgage
Farmers Insurance, Postal Annex+, Round Table
Pizza
Trader Joe’s, Pharmacia, Starbucks, Mr. Ribs,
Two parcels available for future development
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Figure 6 - Map of Local Novato Shopping Centers, March 2013
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Table 8 - Regional Shopping Centers in the Novato Area, March 2013

Name and Address

Total
SF

Vintage Oaks at Novato
100-200 Vintage Way, Novato

620,379

Northgate
5800 Northgate Dr., San Rafael

712,771

Village at Corte Madera
1618 Redwood Hwy., Corte Madera

430,835

Town Center Corte Madera
100 Corte Madera Town Center,
Corte Madera

371,191

Washington Square
301 S McDowell Blvd., Petaluma

200,000

Petaluma Village Premium Outlets
2200 N Petaluma Blvd., Petaluma

195,968

Selected Tenants
Target, Costco, Macy’s Furniture, Marshalls,
Ross, DSW, Sports Authority, Old Navy, Party
City, Petco
Macy’s, Sears, Kohl’s, Century Theatres, Forever
21, H&M, Victoria’s Secret, Gap, Express, Tilly’s,
Children’s Place
Macy’s, Nordstrom, Apple, Anthropologie,
Pottery Barn, Janie & Jack, True Religion, Kiehl’s,
North Face
Safeway, The Container Store, Barnes & Noble,
Crate & Barrel, REI, Z Gallerie, Rite Aid, S.A.
Elite, PF Changs
Safeway, Staples, Pet Food Express, Curves,
Hallmark, GameStop, See’s Candies, ATA Martial
Arts Academy
Saks Fifth Avenue Off 5th, Ann Taylor, Jones
New York, Banana Republic, Gap Outlet, Tommy
Hilfiger, Nike

Sources: ESRI Business Information Solutions; Marketek, Inc.

Figure 7 - Map of Regional
Shopping Centers in the
Novato Area, March 2013
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F. Survey Highlights
To incorporate the wants and needs of the community’s residents and businesses, the
consulting team designed an online survey; the City of Novato and its partners effectively
promoted the survey. The Novato community completed two electronic surveys, one focused
on shoppers and one on businesses, during the months of February and March 2013. One
thousand and twenty-three (1,023) residents responded to the Shopper Survey, and 51
business owners answered the Business Survey. Findings are summarized below.

Shopper Survey Summary
A majority of respondents perform most of their non-grocery shopping in Novato (67 percent).
Almost one-third (31.2 percent) of those who shop in Novato shop two to three times a
month.

Shopping and Service Needs in Novato


The type of apparel stores respondents wish to see in Novato are women’s casual (68.3
percent), shoes (55.3 percent), and men’s casual (39.8 percent). Specific Apparel stores
respondents would like to see in Novato are Gap (16 percent), Macy’s (15 percent),
and Banana Republic (11 percent).



The types of household stores that respondents would like to see in Novato are home
décor/art (55.8 percent), furniture (52.3 percent), and garden supplies (43.6 percent).
Specific household stores respondents would like to see in Novato are Crate and
Barrel (19 percent), Pottery Barn (15 percent), and IKEA (10 percent).



The types of convenience merchandise stores respondents wish to see in Novato are a
bakery (50.7 percent), a hardware store (47 percent), and building supplies (41.3
percent). specific convenience merchandise stores respondents would like to see in
Novato are Lowe’s (23 percent) and Home Depot (20 percent).



The specific types of specialty merchandise stores respondents wish to see in Novato
are a book store (60.3 percent), an arts and supplies store (48.1 percent), kitchen and
tabletop goods (41.3 percent), and a fabric/yarn/sewing supplier (39 percent). Specific
specialty merchandise stores respondents would like to see in Novato are Michael’s
(19 percent) and Barnes and Noble (15 percent).



The specific types of leisure and entertainment services respondents wish to see in
Novato are more restaurants (63.7 percent), concerts and live music (60.4 percent), a
movie theater (46.7 percent), and an outlet for live theater (40.5 percent).
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General services that respondents wish to see in Novato are a day spa (38.3 percent), a
salon or barbershop (25.2 percent), tailoring/alteration services (24.3 percent), and dry
cleaning or laundry services.



Types of restaurants and eating places respondents wish to see in Novato are seafood
(46.9 percent), healthy or natural restaurants (46.2 percent), family dining (41.4
percent), fine dining (41 percent), and a deli (38.4 percent). Specific restaurants and
eating places respondents would like to see in Novato are Sol Food (11 percent), Red
Lobster (7 percent), and Outback (6 percent).



The types of health services respondents wish to see in Novato are dental providers
(38.7 percent), general health care providers (35.5 percent), homeopathic or
naturopathic providers (34.5 percent), and vision care providers (33.7 percent).
Specific providers respondents would like to see in Novato are Kaiser Permanente (12
percent) and Lens Crafters (10 percent).

Shopping / Personal Business Preferences


The majority of respondents cite the convenient location as the major advantage to
shopping in Novato (82.6 percent), followed by the need to support local businesses
(78.1 percent).



Most respondents cite a poor selection of goods/services (57.1 percent) and limited
hours (43.3 percent) as the principal disadvantages of shopping in Novato.
Respondents also cite lack of parking (40.5 percent) and high prices (32.7 percent) as a
deterrent to patronizing Novato businesses.



The majority of respondents report that the best time for them to shop is Weekdays
from 8:00am to 5:00pm (52.8 percent), followed by Saturday afternoon (48.8 percent).

General Information
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Approximately one-third (33.2 percent) of respondents are age 45 to 54, followed
closely by ages 55 to 64 (21.7 percent) and ages 35 to 44 (21 percent). Most
respondents were female (73.6 percent, and live in the 94947 zip code (40.8 percent).
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Business Owner Survey Summary


Of the 51 business owner survey respondents, thirteen are in the Professional Services
field, seven are in Construction, five are in Retail, five are in the Personal Services
field, four are in Finance/Insurance/Real Estate and one each are in Public
Administration, the Restaurant field, and in Transportation/Utilities. Thirty-one
respondents have been in businesses for ten years or more.



Advantages to doing business in Novato include the supportive small community,
location, the physical beauty, and the small town feeling. The main disadvantage to
doing business in Novato is the lack of parking.



When asked to characterize recent business activity, six businesses report declining
business. Twenty-four report that their business is moderately growing, seventeen say
that they are holding their own, and the remaining three reported that their business
is rapidly expanding.



When asked what their plans to expand or reduce their operation are in the next two
years, over half said they had no plans to change, eleven had plans to expand, three
planned to relocate, and one planned to reduce.



The types of investments or improvements that business owners report are
New/expanded marketing/promotion activities (52.1 percent), New/additional
employees (43.8 percent), Systems improvements (37.5 percent), New/expanded
products, services, inventory (33.3 percent), and physical improvements (29.2
percent).



Top obstacles facing businesses are the current economic conditions, competition,
general operating costs, City/County/State regulations, and cash flow/working capital.
The large majority are most interested in marketing/advertising. Lean business
practices, business planning and cash flow, and using the internet for e-commerce are
also important.

Business’ Thoughts about Novato
The identity or image businesses would like to see Novato develop includes the following
themes: creating a welcoming and healthy downtown, making the area a destination for
shoppers and businesses and making the downtown a unique place to shop.
When asked what businesses could do to attract more shoppers, examples of responses were:
build more parking or parking structures, modernize or update the building, expand hours and
days open, hold special events, and advertise more.
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Some things that businesses say they would like to keep the same in Novato are the physical
beauty, open spaces, small town atmosphere, and community support. Things that they would
change are the lack of parking, limited activities in downtown and limited business diversity.

44

City of Novato 2013 Retail Market Analysis

G. Acknowledgement
The Chabin Team would like to thank the following individuals for their participation and
contribution to the City of Novato’s Retail Market Analysis.
Ali O’Moomy, Journey Ford
Bruce Giddings, Builders Supply
Carolyn Glendening, Novato Health Foods Coalition
Chip Young, Pini Hardware
Coy Smith, Novato Chamber of Commerce, Novato Economic Development Commission
Darren Pomponio, Downtown Novato Business Association
David Winton, Law Offices of David Winton, Novato Economic Development Commission
Harry Thomas, Novato Economic Development Commission
Henry Hightower, Finnegan’s Marin
John Shaefer, Terranomics
John Williams, Sperry Van Ness/Delta Realty, Novato Economic Development Commission
Kathy DeOchoa, Vintage Oaks
Martha Harmon, Whole Foods
Mary Strebig, Sutter Health/Novato Community Hospital
Nathan Ballard, Keegan and Coppin
Peggy Flynn, Novato Economic Development Commission
Peter Pelham, Bank of Marin, Novato Economic Development Commission
Randy Lakritz, Toyota Marin
Rob Eyler, Sonoma State University
Roger Goodwin, Old Town Sports
Steven Leonard, Cassidy Turley
Tim Howard, Courtyard Marriott, Novato Economic Development Commission
City of Novato Staff and Elected Officials
And the over 1,000 local residents and businesses who participated in the online survey to
share their shopping habits, preferences, and suggestions.

City of Novato 2013 Retail Market Analysis

45

H. Document Review
Bay Area Regional Economic Assessment (Bay Area Economic Institute, Oct 2012)
Budgetary Impact of New Retail Projects; Deer Creek Village and East Washington Place,
Petaluma (Lon Hatamiya, Navigant Consulting, Feb 2010)
City of Novato Economic Report (MEF, June 2011)
Downtown Novato Specific Plan (1998)
Draft presentation for Measure F; ED & Fiscal Sustainability (City of Novato, Feb 2013)
Economic Development Priorities presentation to City Council (City of Novato, Feb 2013)
Existing Conditions Report (Bay Area Economics and Stellar Environmental Solutions, March
2009)
General Plan Steering Committee Staff Report on the Downtown Specific Plan and Vision
2028 Plan (Sep 2009)
News article, Target to Open New Store in Petaluma (Target news release Feb 2012)
Novato Chamber of Commerce Tourism Committee Report to the City of Novato (2011)
Novato District Add-On Sales Tax Review Confidential Report (MuniServices 3Q2012)
Novato General Plan Update presentation of survey results (EMC Research)
Novato Sales Tax Receipts Confidential Report (MuniServices, Sept 2012)
Petaluma Leakage and Sustainable Retail Strategy (Thomas Consultants, June 2004)
Redwood Boulevard Planning Study; Issues and Options Report (2009)
Retail Sales Analysis (Ultra Research, 2008)
Workforce Trends, The US, CA, Marin (Racy Ming, WIB Director, Sept 2012)

46

City of Novato 2013 Retail Market Analysis

I. The Consultants
Chabin Concepts, Inc.
2515 Ceanothus Avenue, Suite 100 | Chico, CA 95973
800.676.8455 | www.chabinconcepts.com
Chabin Concepts is an economic development consulting firm with over 23 years of experience
developing business and community strategies, marketing plans, and target industry
identification. Chabin has conducted over 350 community assignments ranging from economic
development strategies, enterprise zone and other incentive applications, grant applications,
feasibility analysis, marketing campaigns and implementation staff for economic development
programs. Chabin’s goal is to position cities, counties and states to win new jobs and investment
by delivering strategic solutions, tactics, and tools to accomplish the mission.
Audrey Taylor, President & CEO, Chabin Concepts — Over the past 24 years, Audrey has led
Chabin Concepts to be one of the leading full service economic development consulting firms in
the nation. Success has been built on her philosophy of collaboration and bringing each client the
best expertise and experience available by organizing Teams.
Victoria Doll, Principal, Chabin Concepts — Vicki specializes in research, surveys and interviews,
assessments, CEDS, Enterprise Zones and economic development strategies. Vicki leads Chabin’s
community and industry research, project management and coordination as well as technology
tools for the economic development office.

Marketek, Inc.
9220 SW Barbur Blvd, Suite 119-220 | Portland, OR 97219
503.636.1659 | www.marketekinc.com
Marketek celebrates 29 years of providing market research, city planning and economic
development services to clients nationwide. Since 1985 Marketek has assisted over 350
communities revitalize local neighborhoods and commercial districts. In 2011-2012 the firm
completed more than 50 projects in seven states with services ranging from retail marketing
assistance to affordable housing studies.
Mary Bosch, Principal, Marketek — Mary is a market analyst and economic developer
experienced with every facet of the business development process  from the perspective of the
entrepreneur to the developer and the marketing professional. Through her work on economic
revitalization assignments throughout the nation, Mary has acquired a strong understanding of
what it takes to rebuild a community's retail and economic base.
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J. Appendices
A. Value Proposition and Key Message Architecture
B. Building a Business Case and Case Study how-to
C. Sample commercial and industrial property profiles
D. MetroComp product information
E. RPAS product information
F.

Summary of findings from the business and shopper surveys

G. Brush, CO new businesses, non-compete incentive program
H. First Research industry reports with relevant associations and websites to monitor
I.

Team California’s 2013 Tradeshow Schedule

J.

Novato’s Demographic Profile

K. Retail Market Potential Demand
L. Visitor Market Potential Demand
M. Target Retailer Profiles
N. Novato Retail Marketing Fact Sheet
O. Guiding Principles for Main Street Commercial Development
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