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Sales are low
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Lets look at a mainstreet business mix table

35% SERVICES Health, Medical, Hairdressers, Real Estate
26% FOOD Restaurants, Cafes, Retail, Bars, Pubs
8% OFFICE Work premises

7% GENERAL Auto, Pets, OP Shops, Mowers, Florists

6% VACANT Opportunities!

5% FASHION Womens, Mens, General, Childrens
5% HOMEWARES Tabletop, Gifts, Manchester

4% LEISURE Newsagent, Books, Music, Gaming

2% ANCHOR Supermarkets, Discount Dept Stores

JEWELLERY Jewellery, Gifts. Costume jewellery (high sales psqm)

Premier Retail Marketing



Look at single owner shopping centres business mix

e
ADELAIDE NEW ZEALAND
REGIONAL SHOPPING CENTRE REGIONAL SHOPPING CENTRE
31% Fashion 32% Fashion
24% Services 21% Food
18% Food 21% Services
9% Homewares 11% Homewares

6% Leisure 6% Leisure

4% Anchor 4% Jewellery
4% Jeweller 3% Anchor
2% General 2% General
1% Offices 1% Offices
1% Vacant 0% Vacant
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ivately owned and managed HIGH STREET g

LONDON
Marylebone High Rd (2021)
40% Fashion
19% Food
17% Services
10% Leisure
6% Homewares
2% General

2% Jewellery
1% Anchor
1% Offices
1% vacant

Premier Retail Marketing 8



S

Compare the two
R

R

LONDON

35% SERVICES

Marylebone High Rd (2021
v = ( ) 26% FOOD
40% Fashion

8% OFFICE
19% Food
17% Services 7% GENERAL
10% Leisure 6% VACANT

Homewares

5% FASHION

General

5% HOMEWARES

Jewellery

4% LEISURE

Anchor

2%

ANCHOR

Offices

vacant 1% JEWELLERY
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-Iﬁ‘ailengesggaiﬁstreeteéﬂh

— 'Tfafﬁc flow that hard to navigate
~® Poorly presented buildings/properties

Premier Retail Marketing 10



~ e No retail plan looking forward
- e Passive stance — it’s not up to us
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= *Retall plan
» Detailed research
e Match the shops to the catchment area
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J Ce Ecnrr mt drea demographlcs & spend

HOUS el oId expenditure & escape spending

= e[ J’Tds — new residents moving in
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~ & SUrveys — users & non-users
o Customer perception of the mainstreet
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R OWATIaRY |

2 Wrleie gtk t’emers do they attract?
S AnEtn -estlnatlon stores or need footfall?
) rLM 2 they trading?

e — .......'

~Corner sites — good/poor?
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*?edestrlan circulation/crossings?
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Or) (“:-"'“GG |esf§ *J#—

S OWATIAnY - fashion/food ]ewellery shops?
SNATE rnr“ 5 1ustered together?

J Hr,z '*a perception of quality or success?

— o Who do the shops appeal to?

=% ATe there vacancies, poor buildings nearby?
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2 rloyy ch we promote them?

) C3l i -_ upport their marketing?
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T [ éneflt the whole street
—=q tan]all Yolk, Argo, Sunnys, Elcies,
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- Hyde Park Bakery

?
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0 WrlEleE @ur competitor’s strengths?
o WrlElgE <the|r weaknesses?

‘—o&-‘ ~.

- rL)“é  we position ourselves against the

—— .......'

—  competitors?

—— _—-c_”

"""TIOW DOES THE CUSTOMER SEE US?
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SRSKIIEd V @r ers looking to start a busmess (post
(“O\/LJ 1€ hefs)

J OJF€ e r areas / Sense of place
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= 16:1(& collect parking spaces

‘ﬂth IS demand driven — marketing can increase
demand
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) Jevebr JourrEe ' e ———
y ranng takeholders

> \/\/r g * are the gaps and opportunities?

= ;3_- ect key sites that make a difference
--;_—-»_Q{.V_acanC|es are opportunities
~® Zoning changes may be required

¢ Small steps — it will take time
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ROUEity S| “O‘ps
D @ )JJJJF\— design
=G ’clve marketing is a bonus

;_4— - uccess stories - evidence

— e

Partnersh|ps/assouahons etc

—
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SUALEC

SAGE J_JJ’]J staffamemberstiorthe project?s
SRInVoIve | roperty Owners and Managers in the
DI h regular communication.

,-_.____,_«Jaﬁa ﬁ_lve lleasing agents in the plan by providing
= useful information such as vehicle counts,
‘pedestrian counts and research.

® Communicate!
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J smm rate leadership e.g. develop a key
Velealgl \orner Site.

=S De\ elop d Vacancy opportunity list with square

. ~ metre details, property owner and the desired

—
—

“use.
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DISEUISENaCant shepWINAeWS

VIRTUAL

SHOPFRONTS Home AboutUs Packages Interactive vStock Gallery News/Blog Our Partners Contact us




;MM’LEASING

eaviorant | OPPORTUNITIES

—

NECaSINGNOpPORtUnItE
ure, website,

= Aac ertlsmg
== A"‘Utlhse leasing Agents to
- search, target, and approach
the desired businesses.
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BE I N ON PHILADELPHIA RETAIL WHO WE ARE CONTACT US  EMAIL SIGN UP - ——
WHY PHILADELPHIA DEMOGRAPHICS RETAIL NEIGHBORHOODS SUCCESS STORIES AVAILABLE SPACE STARTING A BUSINESS NEWS '

RETAIL
NEIGHBORHOODS

e & . Retail based websites

the way down to the Delaware
River.__all those little streets, it's
almost like being back in England.”

Simon Doonan
Creative Ambassador-At-Large,
Barneys New York

RITTENHOUSE
SQUARE

WASHINGTON
SQUARE

PARKWAY MUSEUMS

Center City Philadelphia is a bustling patchwork of vibrant, diverse neighborhoods, with their own unique retail
eagerly waiting to be discovered by you

Need more

T =BMEN AW Gorown and Unseate

Top Ten Reasons: Why
Adelaide City is right for
your new business

Business Success
Stories: Growth in
Adelaide

Adutaide City s ufl of

OPEN A BUSINESS IN ADELAIDE CITY _
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Retall Adelaide City
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THE '5 QUARTERS"'
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CITY EAST

CITY SOUTH WEST

CITY SOUTH EAST
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City East Quarter

The City East Quarter is the premier shopping district in the City with over 800 s indudimﬂevelsofﬂgm‘tmmtstore ing in David Jones and
fashion desij 15 arcades and centres in two i incts Rundl | and Rundle St

B S e i e R VA TR S S5 iR
The Mall, historic Adelaide Ar Rundle Place, Adelaide Central Plaza, Rundle Mall Pl Centre and City Cross accommodat
over 7w'veta?'le'rcs andas)ecnalty' mmmﬁ“m%u while gs'non boutiques l’aand @ws are clustefet‘aza ryuoseﬂ\er in Rundl?gmet near the Palaog

ique business rtunities exist in these arcades and Gawler Place used mmmcilzmhsmklﬁ&emnmmmimm_ ional

X mpmNorﬂljenmelsthecu!tumlbm_levardotﬂnedtybemmd_le Gallery, State Library and SA Museum are located there alongside the
University of Adelaide and the beautiful Adel aw}e&rgmcGa:dmsﬂeNatumanqumgnl;%grsmwthwnemd\elmovatnonhub@ndhome
to the Australian Space Agency are within walking distance of the Adelaide Zoo, a major destination for families. A new 326 room Crowne Plaza is located
between North Terrace and Rundle Street.

Pirie Street is an up and coming street with new rm'tauml%m“ bars and offices ing there induding Gaja Indian Brasserie, Abbots and Kinney,
Osteria Oggi and Golden Wattle. The Telstra Offices and City of Adelaide offices are ed on Pirie Street. South of Pirie Street is Flinders Street that li
King William Street with Hutt Street and accommodates the Flinders Street Project, Messy Tomato, Blefari Café, Santos Office and Peoples Choice Offices.

l IN THE HEART OF THE SEE THE NEW LOOK THE PERFECT
EAST END WITH A BALCONY OUTLOOK

FIND ASITE EBENEZER PLACE CITY EAST 22 HINDMARSH SQUARE
1 SETWEEN PIRIE ST S GRENFELLST

22 RETAILSPACE
e L1 dining. uality shopfrant
50urs - popular restaurants Ample pariing i front
Onstreet, Neighbours - Giant Cycles,
Travel Doctor
UFark, Centrepaint MARAS GROUP - ANDREW WHITE CBRE - JULIA POTTENGER

BELLE PROPERTY - MATT LAZARUS
crem B
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South Australian Investment Atlas

Search address or locatior Peraival St
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webbe St Hardy Lane

Wesley Lane
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138.636 -34.922 Deg

Location SA, DPTI

Commercigl Real Estete for Sele or Lease

£12 Options v Filter by map extent  Q Zoom 1o Clear selection (C Refresh
AdID

Offer Type Property Type Address

Property Area Parking Ad Url Letitude Longitude Imege_URL Price

2016650311

For Sale 16 Goode Roed,

Ceduns go

Development/Land commer(-32.11844

ainsta Please conta
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Rent is in proportion
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r)(”e' ING al DELLEr BUSINESS MIX -
m clevelopment strategies

ctors for mainstreet success
_;‘ﬂ- -WebSItes
- WG “premierretailmarketing.com.au
wWwW.retailadelaidecity.com.au
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