Agenda

O 6:00p - Doors Open & Refreshments
o 6:15p - Greetings & Welcome - Study Goals
m Councilmember Oliver Thomas
m Brenda Breaux, NORA
m Bobby Boone, &Access
6:25p - Presentation
7:15p - Questions
o 7:30p - Closing Remarks & Networking

&Access x NORA

St.Claude RetailStudy



February 2025



Create a community -driven strategy that enhances
retail opportunities —particularly for food and
grocery access —while empowering local businesses
and preserving the cultural integrity of the corridor.
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Our Team

Bobby Boone Drew Lucco Aaron Wilson Erin Berry Jesse Bardsley
Principal Principal Project Director + Project Director Urban Planner

Business Manager



Intro to the
Project



Project Timeline

EXPLORE ANALYZE STRATEGIZE

EXISTING CONDITIONS ANALYSIS
TOURS & INTERVIEWS

ENGAGEMENT

RESIDENT SURVEY + GROCERY RECEIPTS

CASE STUDIES + MARKET ANALYSIS

STRATEGY + IMPLEMENTATION

WORKSHOP
KICKOFF + FINDINGS DELIVERABLE
ENGAGEMENT PLAN MEMO
OCT NOV DEC JAN FEB MAR
RESIDENT RESIDENT RESIDENT RESIDENT

ENGAGEMENT ENGAGEMENT ENGAGEMENT ENGAGEMENT



Our Process

Universe of Possibilities

Market Potential

Site Conditions

Strategy that can be successfully implemented



Engagement Activities

The AndAccessteam conducted aseriesofengagements throughthe
projecttimeline to include:

Kickoff Meeting - October2,2024
Interviews and Focus Groups

O

O O O 0O O O O

O

Lower9th Ward Economic Development District
Lower9th Ward Homeownership Association
Lower9th Ward Neighborhood Association
OtherResidents and Community Stakeholders

New Orleans Redevelopment Authority

CityofNew Orleans Office of Economic Development
CouncilmemberThomas’s Office

RealEstate Brokers

Business Owners

Walkshop - A Community Workshop on Foot - October 26,

2024

FlyerCanvassing by Xavier University Students
Resident Survey

Grocery Store ReceiptCollection &Survey
Community Workshop - February 6,2025





http://drive.google.com/file/d/17iaGtGl-3ozfVZ2u4gse2NJnQkosqFPw/view

Engagement Activities

@® ResidentSurvey(100)
e GroceryStore ReceiptCollection &Survey (24)

e GroceryStore SecretShopping
o Thirteen (13) ltems
m Butter
Who le Milk
Eggs
SweetTea
Chicken Breast
Spaghetti
Vegetable Oil
Cheerios
LoafofBread
Baked Beans
Cabbage
Bananas
SweetPotatoes



PURPOSE OF RETAIL

@® Community Value
o Convenient/Close to Home
o Tradition/History
o Represents YourHometown
Experience
o IsPartofYourVibrant
Street/Neighborhood Core

Which locations have the greatest
value to the community?

Retail as Amenity

Retail as $$$ Generator

Retail as Civic Use

Retail as Commerce




RETAIL TERMINOLOGYRETAIL CATEGORIES

NEIGHBORHOOD GOODS AND SERVICES
(NG&S)

Basic Needs:

e Grocery
Pharmacy
Florist
Dry Cleaners
Nail/Hair Salon
Wine/Liquor Store



RETAIL TERMINOLOGYRETAIL CATEGORIES

FOOD AND BEVERAGE (F&B)

Restaurant
Cafe

Bar

Coffee Shop
Sub Shop

Ice Cream Store
Fast Food



RETAIL TERMINOLOGYRETAIL CATEGORIES

GENERAL MERCHANDISE, APPAREL,FURNISHINGS, &
OTHER (GAFO)

Clothing Store

Food Store

Furniture Store
Electronics Store
Jewelry Store
Bookstore

Home Decor Store
Hardware Store
Sporting Goods Store
Card Store

Office Supplies Store
Pet Store

Toy Store

Discount Variety Store
Thrift Store



RETAIL TERMINOLOGYNON RETAIL USES

e Offices

o Doctor’s

o Travel Agent

o Bail Bonds

o Check Cashing

o Tax Preparation
Churches
Educational Facilities
Daycare
Gyms
Funeral Homes
Radio Stations
Automobile Dealerships & Repair Shops



Best Practices &
Findings









ACCESSIBILITY & VISIBILITY

@® Accessibilityevaluatesroad conditions,
traffic volumes,and transportation
optionstodetermine howeasily
customerscanreachalocation.

e Retailersuse thisdatato analyze market
demographics,projectsales,inform site
selection,negotiate leases,and planfor
future growth.

e Visibilityplaysapivotalrole inretalil
marketanalysis,directlyaffecting a
store’sexposure to potentialcustomers.

e Ahighlyvisible locationenhancesbrand
recognition,increases awareness
among bothpedestriansand drivers,and
encouragesspontaneous Vvisits.



ACCESSIBILITY & VISIBILITY | ROAD CONDITIONS Claip
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. ; L N Commercial Environment
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medianand including On-street
parking and abicycle lane

e St.Claude hasabouthalfthe traffic
countofnearbyClaiborne

e Proposalsforthe reactivationofthe
railway forindustrialuses have
emerged.



ACCESSIBILITY & VISIBILITY | BUSES & RAIL

The Lower Ninth Ward benefits from strong
bus connectivity:

@® Route 8linksdirectlyto the French
Quarter.

e Route 84runsalong Claiborne,
connecting the neighborhood to the
CentralBusiness District (CBD).

e Route 86isstrategicallydesigned to
enhance accessto St.Bernard’s retalil
hub.

e The SLineprovidesacruciallink
between St.Bernard Parishand
Jackson Barracks







ZONING | HISTORIC URBAN NEIGHBORHOODS NON-RESIDENTIAL DISTRICTS

Strengths of the HU - MU Zoning
District for Retail:

e Proximity to Residential Areas

e Encouragement of Mixed -Use
Development

e Affordable Housing Incentives

e Flexibility for Small Retailers

e Neighborhood -Centric
Commercial Options

Challenges of the HU - MU Zoning
District for Retail:

Size Limitations for Larger Retail
e Non-Contiguous Retalil
Frontage
e Height and Density Restrictions
e Limited Drive - Through Options

LEGEND
HISTORIC URBAN NEIGHBORHOODS

Non - Residential

@® HU-MU- Mixed Use District
Residential

° HU- RD2- Two Family Residential District

° HU- RM1- Multi - Family Residential District
OPEN SPACE DISTRICTS

° OS- N- Neighborhood Open Space District
CENTERS FOR INDUSTRY

° Light Industrial District




HMC- 2 accommodates a broader range of
intensive commercial and entertainment -
oriented uses not found in HU -MU

HU- MU in the study area imposes more
restrictions aimed at fostering  walkable,

@® Suchas:hospitality centers, live mixed - use neighborhoods , which can limit
performance venues,commercial the intensity of commercial activity. Key
adultdaycare centers,wholesale distinctions include:
goodsestablishments,and certain
commercialoffice uses (e.g., e Permitted by right : Carry-out
broadcaststudios, printing restaurants, animal hospitals, and a
establishments,commercialhorse wider range of residential uses
stables). e Conditionally permitted  (and not

permitted in HMC - 2): Auto- oriented
uses such as gas stations, service
centers, and car washes; warehousing;
food processing; and Mardi Gras dens
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HOT SPOTS CRIME TYPE(S)

BROTHERS ST CLAUDE THEFT ; WEAPONS VIOLATION; VANDALISM

According to the Resident 5500 ST CLAUDE - FMR WALGREENS SHOPLIFTING
Survey, 67% of residents
feel safe when shopping SEAFOOD AND CHICKEN MARKET  BURGLARY-COMMERCIAL

in the corridor.
BURGLARY-COMMERCIAL; ROBBERY-COMMERCIAL

NOLA VILLAGE MARKET



APPENDIX B: CRIME REPORTS

CRIME # OF INCID. HOT SPOTS

1/1/2015- 1/15/2025

BURGLARY- COMMERCIAL 44 NOLA Vlllage Market 6100 St Claude (5); Seafood and Chicken Market
5601 St Claude (4)
BURGLARY- RESIDENTIAL 326 924 Deslonde (5); 462 Flood St (3); 6125 Marais St (3)
ROBBERY - INDIVIDUAL 73 Brothers St Claude 5104 St Claude (6); 5700 St Claude (3)
ROBBERY - COMMERCIAL 3 1000 Lizardi Street; 5456 St Claude; NOLA Vlllage Market
THEFT 305 6101 Bienvenue St (4); Central Missionary Baptist Church 1438 Alabo St
4
MOTOR VEHICLE THEFT 492 Fuel Express Mart 5201 N Claiborne Ave (10); 500 St Maurice Ave (8);
938 St Maurice Ave (5)
ASSAULT- AGGRAVATED 270 Gordon Street Convenience Mart 5976 Urquhart St (9); Cajun Joe's
Seafood 6024 N. Claiborne (5)
HOMICIDE/MANSLAUGHTER 29 602 Delery St (2)
SEXUAL ASSAULT 84 1125 Tricou St (2)
SHOPLIFTING 90 5500 St Claude (80); Magnolia Market (6)
TRESPASSING 30 Magnolia Market (11); 1329 Delery St (2)
ASSAULT- SIMPLE 500 Phillippi Evangelical Church of God in Christ (6); 6023 N Rampart St (7);
1640 Andry St (5)
VANDALISM 434 Brothers St Claude (14); 5525 St Claude (5)
ATTEMPTED HOMICIDE 1 Tupelo St x Urquhart
THEFT- OTHER 339 Brothers St Claude (12)

WEAPONS VIOLATION 90 Brothers St Claude (16); 5201 N Claiborne (4)






PHYSICAL & PSYCHOLOGICAL BARRIERS

Primary Challenges:
1. Municipal boundaries
2. The USACE Canal
3. Vacant land
4. Limited road networks

Desire Area
Musicians’

Village Lower 9th Ward

Bywater

STUDY AR,

Marigny

French
Quarter

Holy Cross 'Arabi



BUILDING CONDITIONS

@® Building conditionplays a
pivotalrole inovercoming
psychologicalbarriers to
retailsuccess,directly
influencing acustomer's
perceptionofsafety,trust,
and desirability.

e Whenretailspacesare in
poorcondition,theycan
deterpotentialcustomers
and lowerconfidence inthe
qualityofproductsor
servicesoffered.
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RETAIL INVENTORY

St. Claude Retail Study



National brand

NATIONAL & LO CALBRANDS .
Local brand

@® St.Claude inL9W s less
denselypopulated with retail
thansurrounding areas.

; . csn
e Retailbenefits from ‘. aRegT -

colocationwithotherretail
uses,bothintheirownretalil
clusterand inotherretail-
serving categories.



COMPETITIVE POSITIONING

@® The studyarea functions
primarilyas a
neighborhood-serving )
market. @ mindiive)

teur Hwy (34 min. drive)

e FEstablished and
emerging shopping
destinations at its
peripheryprovide
residentswithabroader
range ofgoodsand
services.

4 min. drive 6
Arabi (4 win. dai

Chalmette (7 min. drive)




COMPETITIVE POSITIONING

Established Retail Hubs:

@® Marigny

e Chalmette

e ChefMenteurHwy
e Gentilly Hwy

Emerging Retail Clusters

e Bywater
e Arabi

Underdeveloped Retail Corridors:

e lower9thWard

INVENTORY BY COUNT

GAFO [ F&B [ NG&S
200

150

100

50

0 ||
Chef Gentilly Marigny  Bywater Lower 9th Study Arabi Chalmette
Menteur Hwy Ward Area

Hwy



COMPETITIVE POSITIONING

Established Retail Hubs:
GAFO [l F&B [ NG&S

@® Marigny 100%

Chalmette

[ J

e ChefMenteurHwy

e Gentilly Hwy 75%
Emerging Retail Clusters

e Bywater 0%

e Arabi
Underdeveloped 25%
Retail Corridors:

e Lower9thWard 0%

Chef Gentllly Marigny  Bywater Lower 9th  Study Arabi  Chalmette
Menteur Ward Area

Hwy

INVENTORY BY SHARE







KEY DEMOGRAPHICS

Study Zip Code 70117 New Orleans St. Bernard New Orleans
Area City Parish MSA

2024 TOTAL POPULATION 5,362 27,901 376,842 45,648 989,542
2024 HOUSEHOLDS 2,266 13,368 165,215 17,003 408,484
2024 AVERAGE 2.37 2.08 2.19 2.67 2.37

HOUSEHO LD SIZE

2010 Black Alone 92.2% 75.1% 60.2% 17.7% 39.9%
2024 Black Alone 77.8% 62.7% 53.6% 26.3% 38.6%
AGE55+ 27.2% 27.6% 27% 26.3% 29.4%
BACHELOR’S DEGREE 11.6% 20.4% 23.3% 12.2% 20.5%
GRADUATE/PRO FESSIO NAL 12.5% 13.8% 20.2% 6.2% 14.0%
DEGREE
No Ve hicle Available 25.8% 23.4% 17.4% 7.2% 9.4%
2024 Average Household
VLS IR $57,131 $65,548 $92,880 $77,244 $93,058
Income
2024 Median Household
' a $39,453 $39,109 $53,582 $55,341 $60,548

Income



TRADE AREAS B Primary Trade Area (PTA)
. SecondaryTrade Area (STA)

. Tertiary Trade Area (TTA)




SALES VOLUMES & MARKET DEMAND

T TOTAL AMOUNT AND
TYPE OF RETAIL
ESTABLISHMENTS




SALES VOLUMES & MARKET DEMAND

T TOTAL AMOUNT AND
TYPE OF RETAIL
ESTABLISHMENTS

TOTAL HOUSEHOLDSX SQUARE FOOTAGE OF
AVG. EXPENDITURES SUPPORTABLE RETAIL SPACE
SALES PER SQUARE FOOT



SQUARE FEET OF SUPPORTABLE RETAIL DEMAND

MODEL 1: REGIONAL SALES

Existing Regional Unmet
Inventory | Sales Model Demand

NG&S 19,676 15,955 -3,721
F&B 2,000 3,275 1,275
GAFO 14,500 1,579 -12,921

Total 36,176 20,809 - 15,367

MODEL 2: LOCAL SALES

Existing Local Rent Unmet
Inventory Model Demand

NG&S 19,676 42,450 22,774
F&B 2,000 12,555 10,555
GAFO 14,500 4385 -1011¢&
Total 36,176 59,390 23,214



SQUARE FEET OF SUPPORTABLE RETAIL DEMAND

Comparable and Competition Analysis Revealed that
gaps exist in many categories of retail. National
brands not recommended.

Neighborhood Goods & Services (NG&S)
@® DryCleaners/Laundromat
e Grocery

Food &Beverage (F&B)
e Restaurants (AllCategories)
e Coffee Shops
e Bars

GeneralMerchandise (GAFO):
e SmallBoutique

GAPS - 35% ARE VERY DISSATISFIED
WITH OPTIONS AVAILABLE
(Most WIC/SNAP participants neutral

onoptions)



SQUARE FEET OF SUPPORTABLE RETAIL DEMAND | GROCERY

MODEL 1: REGIONAL SALES MODEL 2: LOCAL SALES
Sales Model | Inventory Demand Sales Model | Inventory Demand
Total 10,341 14,417 -4,076 Total 25,956 14,417 11,539
REGIONAL SALES MODEL SQ. FT. DEMANDED REGIONAL SALES MODEL SQ. FT. DEMANDED
Bakery + Cereal Products 1,926 Bakery + Cereal Products 4,777
Meats, Poultry, Fish, + Eggs 1,213 Meats, Poultry, Fish, + Eggs 3,033
Dairy Products 906 Dairy Products 2,242
Fruits + Vegetables 1,068 Fruits + Vegetables 2,669
Snacks and Other Food at 5,001 Snacks and Other Food at 12,870
Home Home
TOTAL 25,956

TOTAL 10,341



5330 ST. CLAUDE

540 1ST. CLAUDE

3 EXPECTED TENANTS, INCLUDING BROTHERS GAS STATION
CONVENIENCE STORE 2,070 SQ.FT.

(5 OF 10,237 SF = 3,412 SF)

3412 SQ.FT +

14 DA0 CN T

2,070 SQ.FT.

+

5523 ST. CLAUDE

STERLING EXPRESS + PHARMACY,
9,500 SQ. FT.
(PHARMACY 734 SQ. FT))

8,766 SQ .FT. =



GROCERY INVENTORY

28,665 Sq. Ft.
Total Existing + Planned Sq.Ft.

CONVENIENCE STORES
10,098 Sq.Ft.
4 Stores

NEW STO RES
14,248 Sq. Ft.
3 Stores

SMALL FO RMAT
GRO CERY
4,319 Sq. Ft.
2 Stores




&Access x NORA

LEGEND

Existing

Under Construction

. Planned




SQUARE FEET OF SUPPORTABLE RETAIL DEMAND | GROCERY

The square footage of existing, planned, and under construction
convenience stores exceed Food at Home (grocery) retail
demand.

MODEL 1: REGIONAL SALES MODEL 2: LOCAL SALES

Regional Existing Regional Existing
Sales Model | Inventory Unmet Sales Model | Inventory Unmet
Demand (Supply) Demand Demand (Supply) Demand

Total 10,341 28,665 -18,324 Total 25,956 28,665 -2,709



KEY FINDING

Comparable districts that have a
supermarket, have 1-2
convenience stores.

AND

Comparable districts that have
more than 2 convenience stores do
not have a supermarket

59% of residents
report poor product
selection






379,171 SQ.FT

GROCERY INVENTORY | COMPETITIVE SET

TOP GROCERY STORESPATRONIZED

(SURVEYRESULTS)

Walmart (65%)
Cansecos (55%)

Winn Dixie (20%)
Sankofa Fresh Stop (18%)
DollarGeneral (15%)
Chicken Mart (7%)

1
(I
I: Brother's Cl
NOLA Village o
STupy - ..
T .ARQAY...' i
1 e Lol ! o
St Maurice ' ‘ o? T
| Seafood and Chicken Mart |: ‘LaBenedicion ®

Note, NOLA Village Market did not have Placer.ai data available.

Therefore,a more limited analysis was completed.

Big Box Grocers Small Format Grocers

Walmart (2.3 mi away) Seafood and Chicken Market (0 mi away)
Sankofa Fresh Start Market (0.4 mi away)

Conventional Supermarkets Canseco’s (1.1 mi away)

Winn Dixie (4.5 mi away) Magnolia (0.7 mi away)

La Benedicion (1.8 mi away)
Dollar Stores

Dollar General - Arabi (1 mi away) Convenience Stores
Dollar General - Bywater (1 mi away) St. Maurice Market (0 mi away)
Dollar Tree ( 0.7 mi away) NOLA Village Market (0.3 mi away)

Brothers Chalmette (1.5 mi away)



GROCERY COMPETITIVE SET

SECRETSHOPPING | PRICE & Q UALITY ANALYSIS

SQUARE AFFORDABILITY
FOOTAGE
ITEM STORE
QUALITY QUALITY
CUSTOMER
TRAFFIC

SEAFOOD & CHICKEN
MARKET

LARGER SHADED AREA = MEET MORE CONDITIONS



GROCERY INVENTORY | OPPORTUNITY SETAVG. STORE SIZE

3 LOCATIONS 3 LOCATIONS 3 LOCATIONS BROAD ST.
24,533 SQ.FT. 7,633 SQ.FT. 72,430 SQ.FT. 25,800 SQ.FT.




GROCERY INVENTORY | OPPORTUNITY SETDEMOS (1MI. RADIUS)

STUDY AREA

(FATS DOMINO & ST.
CLAUDE)

AVG. HH
INCOME  ® $ $ $ $
$43,244 $90,705 $65,894 $74,523 $57,674
7,830 20,192 21,296 19,382 24,323
POPULATION

: ® o
« @ M M6
RISKY!

LOWER POPULATION & HOUSEHOLD INCOMES = CHALLENGES WITH CUSTOMER/SALES ACQUISITION & RETENTION



GROCERY INVENTORY | OPPORTUNITY SETFOOD ATHO ME EXPENDITURE SUPPO RTED

STUDY AREA

(FATS DOMINO & ST.
CLAUDE)

30,000 SQ.FT. 80,000 SQ.FT. 75,000 SQ.FT. 63,000 SQ.FT. 92,000 SQ.FT.

AVERAGE HOUSEHOLD EXPENDITURES HELD CONSTANT AT $6,199.07 AND REGIONAL SALES MODEL UTILIZED AT $643 PER SQ.FT.

RISKY!




GROCERY INVENTORY | OPPORTUNITY SETAVG. STORE SIZE

3 LOCATIONS 3 LOCATIONS 3 LOCATIONS
24,533 SQ.FT. 7,633 SQ.FT. 42,100 SQ.FT.

BROAD ST.
25,800 SQ.FT.

CLOSE TO STUDY AREA SMALL FOOTPRINT = LARGE STORE SIZE

FEW SALES REQUIRED

DEMOGRAPHIC
MISMATCH



GROCERY INVENTORY | OPPORTUNITY SETAVG. STORE SIZE

3 LOCATIONS 3 LOCATIONS 3 LOCATIONS BROAD ST.
24,533 SQ.FT. 7,633 SQ.FT. 42,100 SQ.FT. 25,800 SQ.FT.
ANNUAL REVENUE
Regional Sales Model $15.77 mil. $4.91 mil. $27.1 mil. $16.59 mil.
Local Rent Model $4.71 mil. $1.66 mil. $8.08 mil. $4.95 mil.

$1.5 mil. Subsidy

$1.5 mil. as a Percentage of 1st Year Operating Gross Revenue

Regional Sales Model 9.51% 30.55% 5.54% 9.04%
Local Rent Model 31.85% 90.36% 18.56% 30.24%



@ Direct cash subsidy

@ Sales tax recapture/reinvestment
@ Property tax abatement

@ Higher market capture rate

@® Residential Growth etc



KEY FINDINGS

Convenience store square footage—existing, planned, and
under construction—already surpasses the retail demand
for Food at Home (grocery).



I Signalized Intersections
Traffic Counts (Annual Average Daily Trips)
conmercialbEaaronment

/! ¥~ St Claude Bridge
Abandoned Rail



KEY FINDINGS

Convenience store square footage—existing, planned, and
under construction—already surpasses the retail demand for
Food at Home (grocery).

Claiborne Avenue presents a potentially viable alternative
location for a full-service grocery store, offering potential
for better accessibility and sustainability.



What are your thoughts?



KEY FINDINGS

Convenience store square footage—existing, planned, and
under construction—already surpasses the retail demand for
Food at Home (grocery).

Claiborne Avenue presents a viable alternative location for a full-
service grocery store, offering potential for better accessibility
and sustainability.

Proximity matters: Depending on where you live in the
neighborhood, Canseco’s might still be the closest option.



KEY FINDINGS

Convenience store square footage—existing, planned, and
under construction—already surpasses the retail demand for
Food at Home (grocery).

Claiborne Avenue presents a viable alternative location for a full-
service grocery store, offering potential for better accessibility
and sustainability.

Proximity matters: Depending on where you live in the
neighborhood, Canseco’s might still be the closest option.

We are conducting additional analyses on Claiborne
Avenue’s potential for a full-service grocery store to ensure
the most strategic and sustainable investment.



Findings



KEY FINDINGS

@® Successfulretaildistrictsrespond to anexisting market
demand

e Eventhe smallestamountofretailcanserve as a
community’scommercialcorridor

e |[t’sDIFFICULTto create avibrant,walkable commercial
corridorwith highvacancy

e Propertyand businessownersexperiencealackof
accesstocapitalto make improvements

e Demand forretailisevident,howeversite conditions
(@mong otherroadblocks)prohibitretailers from locating
inthe neighborhoods.



OTHER KEY FINDINGS

Catalytic Role of Food and Beverage

Multi - Developer Approach &
Community Ownership

Housing as an Anchor for Retail
Demand

Technical Assistance and Capacity
Building

Public Realm and Streetscape



POTENTIAL FOCUS AREAS

STUDY ARea
Sources.af
Redevelopment o
Planned
Vacant
Parcels
Future Sankofa
HQ )
............ Future Gas Stations
LEGEND e
750SQFT. e

’ 14,000 SQ.FT.



Any questionsonthe research
and nextsteps?

AndAccess x NORA
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Good Food Markets
Case Study

AndAccess studied the closure of
Good Food Market in D.C.,
analyzing its community impact
and providing strategic
recommendations for future
mission - driven food retailers in
underserved areas.

Client: Bainum Family Foundation




Many knowthateastofthe riverthere isnotaffordable food;having astore there
iIsimportant—veryimportant!Theydon’t have accessto healthyfood,freshfood.
Ward 8 hasonlyone grocerystore with highratesofchronic illness. We knew they
deserve more and thattheywanted more.lwas verytired ofindividuals saying
[residents]didn’t wantto eat healthy. SNAP benefitsrunoutabout halfway
throughthe month. Half the WIC recipientsinthe city live in Ward 8,but have no

where to buyitems”

Food Access Leader in DC



Key Findings

Start with realistic financial projections

GFM commissioned a feasibility study of the GFM Bellevue location in 2016. The
study estimated annual revenues of $1.78 million to $2.39 million in the first four years
of operation. By Year 4, these figures would represent 8.1% of all food -at-home
expenditures by households within a half -mile radius of the site. For context, these
revenue projections were $2.4 million more than Year 4 actual revenue at GFM’s Pilot
store in Ward 5.

“This is Ward 8 DC, which is one of the most underserved
food deserts. It makes sense for the borrower to focus
there, but the question becomes, at what point can you
offer this and be profitable and scale?”



Key Findings

Need for patient capital and ongoing subsidy

Debt - based investments in small -format or community -driven food retail solutions
can be an inequitable tool and may inhibit growth in areas that are already
underserved. Instead, patient capital options, such as loans with deferred payment
periods or redeemable equity resembling long  -term debt, could be more
appropriate for sustaining grocery operations.



Key Findings

Focus on product mix and price point for sustainability

GFM did not have a comprehensive understanding of the community’s preferences
and sensitivity to price and product mix. The store’s offerings fell short of meeting
the demands and expectations of local residents, hindering customer retention.

“lwished the product line had been
different. lwasn’tinterested inthe
products.”
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