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Dear Reader,
On behalf of the Retail Visioning Steering Committee, we are pleased to share with 

open, and transparent process, as well as to assume personal responsibility for the plan’s 

Loara Cadavona, Co-Chair
Ted Slaught, Co-Chair Ted SlaughtTed Slaught
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challenged by the poor health of the national retail sector, an unsustainable approach to 

California cities are in the business of attracting retail shoppers, and many are willing to 
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the City accepted that it needed to identify a new strategy, the country was hit by one 
of the worst economic downturns in recent history, ultimately leading to decreased 
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immediate trade area, and is thus less dependent on nearby segments of consumer 

neighborhoods, the tenancy of those often small and under-maintained buildings is usually 

1 While trending 
upwards, economic indicators such as household income and educational attainment 

building currently under construction — all areas where new, higher-end residential will 

space within the new residential buildings has a higher basis, meaning that traditional 

otherwise supported by Downtown’s built-in segments of consumer demand, namely: 

1
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is more than four times greater, meaning that the amount of supply has grown much faster 
than the commensurate demand needed to support it by close-in segments of consumer 

Prevalent Retail Areas
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While neighborhood retail is not a direct target of this effort or report, it should be noted 



11

Process Structure
In response to the aforementioned circumstances and to affect a perpetuating growth 
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precedents, the project management team spent considerable time crafting and simplifying 

understanding, and each public meeting would begin with an educational presentation to 
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meeting were randomly assigned to different tables at the meeting, and a facilitator presented 

For all of the following questions, it is now 2015 and this process and strategic plan have been 
wildly successful, all of your hopes have been realized. Keep that frame of mind as you think 
about your answers!

Question 1

great, 

Question 2

Question 3
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categorically into the following categories:

Subcategories under each of the four main categories were created to identify common 

Responses that fell outside of the aforementioned categories were grouped into a 

category or subcategory name represents the number of statements collected that were 

Where in Downtown Long Beach are people shopping?

What are people in Downtown Long Beach shopping for?

Who is shopping in Downtown Long Beach?

Why are people coming to Downtown to shop?
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The three districts to focus the strategy and environmental improvements 
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The second public meeting began by presenting the draft statement produced using 

positioning and an appeal to the psychographic characteristics of the targeted 

plan propose to turn these districts, and Downtown as a whole, into a stronger retail 

Public Realm and Connections (Sidewalks/Linkages between Districts)

be good garden area

the light turns green
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Access and Parking (Parking management/Alternate forms of transportation)

Public Safety and Panhandling (Quality of Life issues)

Retail Tenant Mix (Preferred retail types/Areas of concentration)

to broader audiences

The Politics of Retail (Engaging the support of city leaders and all Long Beach 

Incentives and Attraction (Tools to attract the preferred mix/Criteria 
for providing incentives) (1)
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Regulatory Reform (Inspections/approval processes/rules dampening a 
vibrant retail marketplace)

Growing the Market (Growing demand for Downtown retail)
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Waterfront –Waterfront –

East Village –East Village –

Core –Core –

North Pine – 

the Steering Committee assigned a responsible party and a time frame for the completion 
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Positioning
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Positioning The East Village 

economically challenged of the urban segments in Nielsen-Claritas’ scheme, consisting 
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Population 
(2009 estimated)

% of 15+ with B.A. or more
(2009 estimated)

% of 15+ without H.S. diploma
(2009 estimated)

Median Household Income
(2009 estimated)

East Village

7,209

15%

35%

$23,192

City of Long Beach

476,279

23%

28%

$46,615
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On one hand, it might be argued that Retro Row absorbs much of the demand for 

This concept of the East Village — as a hub for creation and production — is 
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Village,

The latest 
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“I’m from an era when Fourth Street was for the punkers, and Second Street was 
for the jocks. They’re trying to change Fourth Street into something it’s not. They’re 
trying to make it upscale, and it’s not. It’s not Belmont Shore.”4

The District Weekly

Number Nine: a sign of a new aesthetic sensibility on 
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Positioning The Downtown Core
The Downtown Core is understood for the purposes of this assignment to refer 
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One –One –

Two –Two –

Three –Three –
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not as healthy, that does not appear to be moderating the demand for 

be attributed to poor management, but it is also the case that the nature of 

need to be able to offer a point of differentiation from the large chains at the 

closer to home, in the area of the nearest regional mall or, for that matter, on 

Restaurateurs are drawn to Upper 
Pine partly because of the high 

Restaurateurs struggle to find suitably large 
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also increasing the core’s draw, because food is one of the only retail categories

Of course, in order to draw more broadly, ethnic restaurants in the core need to be 
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and the Downtown core:

Population 
(2009 estimated)

% of 15+ with B.A. or more
(2009 estimated)

% of 16+ White Collar  
(2009 estimated)

Median Household Income
(2009 estimated)

Households earning $75K+ 
(2009 estimated)

% Owner-Occupied 
(2009 estimated)

Median Home Value
(2009 estimated)

Downtown Core

101,180

15%

49%

$29,209

2,387

16%

$297,394

East 2nd Street

27,726

54%

83%

$70,643

3,906

38%

$922,856
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and shopping but also for strolling and people-watching, which in turn attracts more 
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Nonetheless, there is still an opportunity with smaller chains that appeal to the urban 
Up Against The Wall

Shiekh Shoes

a San Diego-based brand that is especially 
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The one danger with these sorts of chains is that they could carry similar merchandise 
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Positioning The Waterfront

Public Opinion Strategies
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8

8  

8
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reality is that so does tenant interest: most retailers respond better to the certainty 
of what already is than the promise of what could be

This is not to say that the land exchange should not be consummated. On the 

shift over time, as they inevitably do. 
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 Not only is there continued 
interest among restaurant operators in the Core, there still seems to be opportunity for 

The appropriate direction for the Waterfront is to continue with the entertainment and 

Finally, in lieu of precise data on the demographic and psychographic characteristics 
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Retail Vision

propelling this international trading post that smartly blends metropolitan style with 

between independent and national businesses, and Downtown residents, employees, 

Showcasing our assets

Simplifying the process

Increasing accessibility
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Implementation Plan

technical team’s assignments of duty, and responsibility for these items now resides with the 

the same goal, can affect a transformational change and sustainable model of economic 
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Policies and Regulations

Civic Action

Public Realm

Pedestrian lighting

Pedestrian plan and crossings

Coordinate planning
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Promotion

Recruit

Public safety promotion

Visitor study

Gain commitments

Recruitment materials

Recruitment strategy

Foster entrepreneurship

Demystify the process

Retain

Celebrate new business

Shop local campaign
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Planning
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PW

 PW
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Planning
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Council

 Pending
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Coordinate the Retail Vision and Strategy with all current and future planning 

Planning

 Pending
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City, Other orgs

Pending
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Document the actual crime rates and the perception of safety within the entire 

To broaden the constituency for implementing the Retail Vision and Strategic 

a PowerPoint that can be continuously updated for future presentations to the City Council, 
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Promotion

Pending
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recruitment strategy to reinforce these positions, complete with recommendations on catalytic 
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incubators or retail competitions for attracting retail tenants that will help to reinforce and fortify 

and permitting timelines based upon their desired use and the changes that need to occur in 

Pending
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also impress upon Downtown merchants the importance of listening to their customers 

Residents, Property Owners
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www.downtownlongbeach.org


