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I. Waverley Square Market Study Executive Summary

®  Most of Waverley Square’s existing business properties have continued status quo
because as “grandfathered” uses they do not have to meet current parking and zoning
requirements.

* Redevelopment of most sites will be limited to‘re-tenanting’ as parking required for
significant site redevelopment would either have to go underground or in parking
structures. Only a few parcels are large enough to support redevelopment and meet
parking requirements.

®  For the most part, the market rents that can be currently attained in Waverley Square for
various commercial uses are not sufficient to financially support structured or
underground parking.

® Under current zoning, and given the constraints of surface parking, there is concern that
new buildings would have to be too smail to provide an increase in return over current
uses.

® In cases where land assembly options have been explored by property owners and/or the
town, MBTA air rights parcels over the commuter rail tracks have been eyed as a means
to expand the size of adjacent parcels. However, previous experience in the Boston
metropolitan area with air rights construction shows that the construction of a deck over
MBTA rights-of-way will be very expensive, and the length of the permitting and
approval process to construct air rights will require high rents and patience.

¢ Given the above limitations and current market, viable uses to support new development

in the Square are limited to mixed-use with ground flcor retail and upper floor residential
(renital or condo units), possibly medical office, or a destination retaii use. Retail uses
that might be able to support the rents required by a mixed-use building or new single-
purpose retail building with sufficient on site parking, include prepared and specialty
foods, drug store, bank, specialty retail, and destination restaurant.

* Perhaps the most effective option to facilitate redevelopment is to provide an off-site

shared structured parking facility somewhere in the Square - either built publicly, or by a
public/private partnership so individual property owners can meet their parking
requiremeitts at this shared location.

Waverley Square is a transit hub with both bus and commuter rail service and the
intersection of corridor roadways. Waverley Square will benefit from retaining the train
station and enhancing the accessibility of the Square for pedestrians, cyclists, commuters
and transit riders.

In order to enhance the vitality of Waverley Square zoning, significant modification of
the town’s current zoning related to allowed uses, dimensional and parking requirements,
design requirements, and review process may be necessary to allow property owners of g
limited number of sites to redevelop their properties.

Larry Koff & Associates 4/22/10 1
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I1. Existing Conditions

Location

Waverley Square is located at the Town of Belmont’s western gateway, the intersection of
Trapelo Road and Pleasant Street (Route 60). This is the locus of a stop on the Fitchburg -
Boston commuter rail line as well as the beginning of the MBTA bus line to Harvard Square.

As show on Map 1, Waverley Square, for the purposes of this study, is defined by the boundaries
of the Local Business and Parking lot district, encompassing the Shaw’s Market and the
commercial properties east of the commuter rail line to White Street. The Pleasant Street Local
Business II District is also considered in this study because of its close proximity and significant
potential development opportunities.

Map 1: Waverley Square Regional Context
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History

Waverley Square was developed around the extension of the rail lines beginning in the later part
of the nineteenth century. The Fitchburg rail line enabled wealthy businessmen to five in
Belmont Hill and commute to North Station beginning as early as about 1850, Subsequently,
with the development in 1902 of the electric trolley line from Harvard Square along the Belmont-
Trapelo Road the opportunity was created for blue collar employees and their families to settle in

Larry Koff & Associates 4/22/10 Z
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Belmont in subdivisions for
single-, two-, and three-family
homes extending out and beyond
Waverley Square.

In the early days, a number of
buildings in Waverley Square
were built to a height of three
stories with mixed use buildings.
Uses which gave the commercial
center a local feel included a
drug store, a butcher, and a Tug
store. Today, Waverley Square
remains an important transit hub
and commercial district with
both neighborhood-oriented
retail and offices and destination
retail stores,

Road and trzmsit network

Waverley Square is located at the junction of Route 60/Pleasant Street and Trapelo Road, both
significant local/regional connectors serving Waltham and Watertown, as well as the western end
of Belmont en route to C ambridge and Boston. In addition, Waverley Square is a transit hub with
a commuter rail station (Fitchburg/North Station) and highly traveled MBTA bus routes. Despite
the transit connections, however, Waverley Square lacks commuter parking.

Larry Koff & Associates 4/22/10 3
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Map 2: Road and Transit Network
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Land Use

As noted in Table 1 below, the Waverley Square disirict includes some 145,000 sq feet of
commercial space. The Square is dominated by two large stores: Shaw’s Supermarket, a
convenience use with ample parking, and Belmont Wheelworks, a specialty retail store that
draws customers from long distances despite having little or no associated parking.

Larry Koff & Associates 4/22/10 4
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Map 3: Ground Floor Mix of Uses
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Aside from the dominant stores, commercial space in the Square is mostly occupied by local
office, personal service and smaller specialty retail stores. There are a very limited number of
restaurants -- only a Dunkin Donuts and a Chinese restaurant. Meanwhile, auto uses are very

prominently located around the Square, contributing to its convenience and transit-oriented
atmosphere.

Table 1: Waverley Square Businesses

Retail

7 21% 20,375 14%
Convenience 2 6% 42,767 30%
Service 6 19% 17,676 12%
| Personal Care 5 16% 7,937 5%
| Office 6 19% 39,544 27%
| Entertainment/Hospitality 1 3% 2,652 2%
| Auto 4 12% 11,919 8% |
Public 1 3% 800 1% ]
Vacant 1 3% 1,326 1%
Total 3 ! 0% | 14499 | 100% |
Larry Koff & Assaciates 4/22/10 5



4

Potential Development Sites

The Town of Belmont has a very limited number of sites with potential for commercial
development or redevelopment. Of these, possibly the most significant opportunities for
redevelopment over the next 5-10 years are located in Waverley Square. The consulting team
working with the Town Planner identified 8 sites which have potential for major redevelopment
or expansion of existing commercial activity. These parcels included property known to be on
the market or under consideration for development, and vacant and under-utilized properties. In
addition, there could be the potential to further increase the developable space and allow
combination of development parcels if sufficient value could be obtained to offset expensive
development costs by development on air-rights over the MBTA right of way. Findings of the
site by site analysis are summarized in the conclusions aznd provided in detail in Appendix !.

Map 4: Potential Development Sites
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Zoning

Waverley Square is defined by three commercial zoning districts. East of the railroad along
Trapelo road and Church Street is Local Busizess &, Along Trapelo Road west of the railroad and
Pleasant Street is zoned Local Business II. The area along Lexingion Sireet on either side of the
railroad is zoned Local Business I. The central triangliz with the entrance to the train station is

Larry Koff & Associates 4/33/10 6



PO YW W -

o \-_.y'.

y @ |

designated a Parking Lot zone. The neighborhood surrounding Waverley Square is General
Residential.

Map 5: Waverley Square Zoning
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LB i allows for FAR of 1.25 (1.5 by special permit), while LBII and LB III allow FAR of 1.05.
The maximum height in each of these districts is 2 stories or 28-32 feet (compared with 2.5
stories or 33 feet in the neighboring General Residence district)’. The dimensional and parking
requirements constrain the development potential within these districts to an effective FAR of
0.75 and 0.58, respectively or a height of 1.5 to 2.5 stories. In fact, on most parcels, the existing
“grandfathered” uses of one story buildings are the most a developer could construct because
there is limited room to provide the supporting parking.

A range of commercial uses are allowed in each of these districts by right or by special permit.
Auto related uses such as vehicle repair and service stations are allowed only in LB 11, although
the existing gas station at the comer of Thayer Road and Lexington Street is located in LB II.
Single and two family residences are allowed by special permit in all of the LB districts.
Multifamily and elderly housing are not permitted in any of the Waverley Square commercial
districts, nor are attached townhouses. Residential units are allowed by special permit in the

' Note that the dimensional and use restrictions in the commercial districts under current zoning are more restrictive
than historic mixed use buildings in Waverley Square, as well as residences located adjacent to Waverley Square.

Lamry Koff & Associates 4/22/10 7
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upper floors of mixed use buildings in all the LB districts, however the dimensional requirements
limit the economic feasibility of developing mixed use housing (Section 6.10).

Special permit requirements present a further barrier to commercial investment. Any
development over 5,000 square feet require special permits from the Board of Appeals for most
commercial uses. The Major Development requirements (Section 3.5) under current zoning
significantly inhibit redevelopment on 2 similar or larger scale than existing structures in
Waverley Square. /n addition to a special permit, Town meeting approval by 2/3 vote is required
for an initial concept plan. No site plan guidelines are provided, although the Zoning does
provide some criteria for extending the allowable dimensions within the LB | zone by special
permit from the Board of Appeals (Section 4.4).

Commercial Property owners

Ownership within Waverley Square is favorable for coordinating investment and redevelopment.
There are a limited number of commercial property owners in the project area. In particular, the
sites with greatest development potential are controlled by a few owners who are locally-based.

However, in a number of cases properties are encumbered by long-term leases and difficulty of
finding relocation options for tenants.

Map 6: Commercial Property Owners
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Vacancies
Currently no vacancies exist in Waverley Square. While this is a symbol of relative economic
vitality, interviews with owners indicated that many of the businesses are struggling. At the

same time, this relative stability of low vacancy limits in the short-term the opportunity to
improve the mix of businesses in the district.

Rents

Retail rents in Waverley Square can vary from $10 to the low $20/sq ft. depending on the owner
and location. It is apparent that some of the tenanis are marginal and that some of the owners
have not maintained their property. * Such low rents, on the other hand can be an inducement to
attract new owners like Belmont Wheelworks or new tenants like Brine Sporting Goods. Market
sources, on the other hand, indicate that new space built to modern standards in Waverley Square
with adequate parking might command rents up to the $30°s, though the amount of additional

space that could be marketed at these rents and absorbed without new retail anchors may be
limited.?

Office rents in Waverley Square are generally in the high-teens to low-$20"s. This is lower than
nearby competitive locations such as Belmont Center, the Waverley Office Park in Waltham, or
the Route 128 Corridor.* Rents for secondary, Class B and C office space, could have leases in
the range of $10- $2¢/ sq ft. Such renis are insufficient to make development of new office space
financially feasible. While Waverley Square is located at a significant crossroads, it is not
competitive with other locations on major highways (such as Rt 128) or transit lines (such as,
Alewife) or in a somewhat more established office node with downtown services (such as
Belmont or Arlington Center). However, special purpose office, such as a medical office
building that is affiliated with a medical center or large group practice might find a Waverley

Square location attractive and be willing to pay a rent level sufficient to allow development to be
financially feasible.

The residential market immediately surrounding Waverley Square is dominated by two-family
houses. Residential rents for older multi-family uses are comparable to Cushing Square and East
Belmont but considerably lower than Belmont Hill or the adjacent newly developed McLean
property. A typical 1,200 square foot two-bedreom unit in a two-family reportedly rents for
$1,600 per month, but a modern unit with high quality finishes can go to the mid-$2,000’s. *
Comparable new condominiums range from the fairly basic townhouses across from Shaw’s in
Waverley Square (approximately 1,800 — 2,300 square feet), which reportedly sold for $450,000
- $480,000 (approximately $230 per square foot), to the large (2,500 - 3,500 square foot) upscale
townhouses in the McLean’s development, priced between $960,000°s - $1,300,000
(approximately $350 - $375 per square foot). Sales of these units have been slow due to the
market and the price being in the same range as attractive single family houses in the market.

New residences in Waverley Square would likely need to achieve market-rate pricing for
condominiums or apartment rents in the upper end of the predictable range, with feasibility

: Larry Koff, Survey of varions businesses, discussions with owners, surnmer, 2009,

¥ Abramson & Associates, Belmont Preliminary Development Overview, April 2009, p. 3

* Abramson & Associates, Belmont Preliminary Development Overview, April 2009, p. 2
Abramson & Associates, Belmont Preliminary Development Overview, April 2009, p.3

Larry Koff & Associates 4/22/10 9
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subject to factors discussed throughout this anal

ysis, including the amount of required parking,

accommodation for air rights development, viability of retail uses, public improvements, and

permitting constraints.

Larry Koff & Associaies 4/22/10 10
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1. Market Analysis

Trade area Definition

The geographic area within which a commercial business draws iis customers and clients is
termed a trade area. The boundaries are affected by the size and nature of the business, the roads
and transit available, and the demographic character i.e. population and income, of the
population. In Waverley Square we were generally concerned with three market segments:
pedestrian oriented shopping (1/2 mile), mix of pedestrian and local shoppers (1.5 miles}, and

regional shoppers (3 miles). The travel distances were determined on the basis of a variety of
factors.

Pedestrian shopping: One half mile is generally understood as the maximum range of
pedestrian activity. We used this radius to understand the demographics of these Hiving
within walking distance of Waverley Square. We did this with some caution as Waverley
Square is not pedestrian friendly. A complex set of intersections with 2 great deal of cross
traffic, bus and transit connections, and a barier in pedestrian access formed by the
beiow grade crossing of the commuter rail line inhibit pedestrian flow from one side of
Trapelo road to the other.

Primary Trade Area: The Primary Trade area is that area from which the majority of the
customers come. The major business in terms of sales volume and size of store and
parking is the Shaw’s market. The manager indicated that 60% of his customers come
from 1.5 to 2 miles. This distance corresponded with his estimate that 60% of their
customers come from Belmont, Waltham, Watertown and Arlington.

Tertiary Trade Area: A Tertiary Trade Area represents a wider area that captures most of
the customers and reflects the distance of competing comparable commercial centers. In
considering the major roadways and retail centers, we took a 3 mile radius as the
definition of a Tertiary Area. A larger radius would capture the dense urban areas of
Cambridge, Boston, Somerville, Waltham, Newton. The nature of the business would
vary with the degree to which they depend on the Primary or Tertiary Area.

While these trade areas were defined to reflect the average market for Waverley Square
businesses, it should be noted that specific stores may capture clients from variable regions.
Belmont Wheelworks estimates that 80% of their customers come from a 15 mile radius, 15%
from a 50 mile radius and 5% from 200 mile radius. Waverley Collectibles, which specializes in
buying and selling of stamps, coins, gold and silver finds that his trade area extends out west
from Belmont to include a number of suburban towns. By contrast, Brine Sports derives a
significant percentage of his clients from Harvard Square, his prior location.

®Dan Murray, Store Director, Shaw’s Supermarket, 535 Trapelo Road. {24% Belmont, 12% Waltham, 16%
Watertown, 8% Arlingion}

Larry Koff & Associates 4/22/10 11
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Map 7: Trade Area Boundaries
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Demographic and Economic Profile
According to estimates, the population of the area surrounding Waverley Square has declined in
the past decade, with the greatest decline in the immediate vicinity of the Square.’

Approximately ¥4 of households have children, while a third of households are persons living
alone.

" Trade area estimates provided by Claritas, September 2009. For reference, the Belmont Town Census recorded a
0% net change in population for the entire Town of Belmont from 2000-2009, while Claritas estimated 4% decline
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in population over this time,

Larry Koff & Associates 4/22/10
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Tahle 2: Trade Area Characteristics

opulation and Household Chararistics

|
1
z

Est. 2009 population 5091 | 40,820 180,508
Growth since 2000 -5.7 | -2.37 -1.13 :
|_Households (est. 2009) 2,277} 16,930 | 77,273 |
| Households with children 5% 26% 24% ;
| Single occupant households ! 34% |' 30% 33% /
| Median age | a2 ] 42.2 406 |
Housing and Transportation Characteristics e ] |
Renter occupied homes ; 54% | 41% | 50% }
Type of structure: i ’ f
Si»n,':pgle family homes / 2 family homes | 21%/50% ’[ 42% / 35% 2% S0% |
Average value of owner occupied homes $445,301 5489,832 $481,091 *
Median year structure built i 1939 1941 1943 ﬁ}
Cars per household | 1.42 1.57 1.48 !
! Drive to work alone | 67% 1% 67% ]
| Use public transportation towork | 13% A% 1% ]
| lncome, Occupation and Education RS . Al
i Average household income $91,381 $107,491 $100,991 |
Per capita income 541,955 $45,254 $43,578 i
White collar occupations 82% 82% 80%
College education
BachSIor’s degree / Graduate study 26% / 18% 2%k 26%/ 26% _J

Source: Claritas, US Census, all data for 2009 unless otherwise noted.

0.5 Mile radius: The area immediately surrounding Waverley Square has relatively lower
income than the broader trade areas, more affordable housing, a higher proportion of
rental housing, fewer cars per household, and a slightly smaller proportion of residents
who are highly educated. Half of the housing units around Waverley Square are in two
tamily structures. A relatively older housing stock than the surrounding areas indicates
that the development pattern in Waverley Square is long established, providing a template
for redevelopment. This may alse indicate a need for updating and improving the housing
units within the Waverley square nei ghborhced.

1.5 and 3 Mile Radii: The primary and tertiary trade areas are relatively higher in income
compared with the Waverley Square neighborhood and with regional and state averages.
17,000 households live within 1.5 miles of Waverley Square, with an average income of
$107,000. The primary trade area includes some higher end neighborhoods such as
Belmont Hill, reflecting a larger proportion of single family homes and higher average
home value. The three mile trade area includes a more diverse mix of neighborhoods in
the northwest suburbs of Boston, with a pepulation of 180,000 and average household
income of $100,000, still relatively high for the region.

Retail Market Context

Within a three mile radius there are numerous village retail districts comparable to Waverley
Square. Some of these, particularly in Cambridge, Somerville, Arlington and Waltham provide
centers for restaurant and enteriainment, and/or upscale specialty shopping. Several supermarkets

Larry Koff & Associates 4/22/1¢ 13



/@E.;E—J‘ZJUW‘@WWWW‘WLUUK@MW!”\J@@@@W‘Q._.J-.J‘\__/"_J_/_/ oy

are located approximately 2 miles from Waverley Square in Waltham, Arlington, Cambridge,

and Watertown.

Map 8: Waverley Square Trade Areas and Competition
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Gap Analysis

The Gap Analysis provides a comparison of demand within a geographic area, defined as the
estimated spending potential of area residents for various types of goods and services, and
supply, identified as sales of those goods and services. “Leakage” is defined as the condition
when sales within in the geographic area are less than the estimated purchases by the area’s
population., while a “surplus” occurs where sales are greater than estimated purchases by the
population of the area. Table 3 summarizes data provided in Appendix 3, showing which retail
sectors (following NAICS classification) are suffering from leakage and benefiting from
surpluses (sales are greater than estimated population expenditures).

The size of the difference between the estimated demand and aciua!
(represented as demand - supply). Note that a negative gap indicates

sales is the “retail gap”
a surplus of sales while

leakage is shown as a positive gap. The “leakage factor” measures the relative size of the gap
(demand/supply); factors closer to 0 indicate a smaller difference between demand and supply,

while numbers farther from 0 show a relatively larger gap.

Larry Koff & Associates 4/22/10
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Given the small size of the study area, an imbalance between demand and supply is to be
expected because of the limited range of retail stores in the district. Moreover, at such a small
geographic scale retail capture data is prone to inaccuracies. Nevertheless, the data can support
broad conclusions about where there may be potential to capture more local retail spending or to
expand on an existing market niche.

While residents who live in walking or close driving distance of Waverley Square go elsewhere
to make most of their retail purchases, the data reflects that within 1.5 miles there are a few
stores that attract regional as well as local customers. Within a half mile radius of Waverley
Square, the one specialized category in which retail sales exceeds estimated customer purchases
is sporting goods. ® The strong presence of a destination store in Waverley Square could indicate
opportunities for expansion of specialty retail targeted to this customer base.

Cn the other hand, the district’s close proximity to Belmont Center and other commercial centers
affects Waverley Square’s ability to capture other types of specialty shopping because more
abundant parking and a better mix of stores attract both shoppers and prospective tenants. This
explains, for example, why Waverley Square captures very little of the estimated spending on
general merchandise and apparel.

With the presence of Shaws Supermarket as an anchor, the transit and roadway connections, and
nearby residential population, Waverley Square could support still a greater concentration of
convenience retzil sales. The half mile and 1.5 mile trade areas both indicate a gap in food and
beverage stores. Within the 1.5 mile radius there are surplus sales in specialty food stores and
health and personal care stores, however there is little retail within walking distance of Waverley
Square to meet this demand.

Within a three mile radius there is predictably more balance between retail demand and supply,
as the three mile irade area includes a broader range of retail centers. Convenience-related retail
(food, health-related stores and florists) appears to be well-served within the larger trade area,
although possibly less so within the smaller trade areas.

A disparity in the data reports no retail sales for supermarkets within the half mile radius, despite the location of
Shaws in Waverley Square. It is possible that the $50M in supermarket retail sales shown for the 1.5 mile area
mistakenly includes the Shaws Market, which would represent a significant surplus for the 0.5 mile radius,

Larry Koff & Associates 4/22/10 15
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Table 3: Retail Gap Analysis

Demand

0.5 miles

Damand

i TN Leakage Leakage Leakage
N . . -y Gapi?fzi?:vlus] __Factor ’I.F_a_c.tor Gapi?fz"{flusl_‘_’_v Facto_r‘»h
g 99,505 J’ 3,477,054 |
; Total Reiail Sales 29,880 333 N -] 2,354,312 1.
! 59,625 1,122,742 i
| Furaiture and Home 2,283 ! 80,344 J
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Source: Claritas, Inc., 2009

Market Potential

Analysis of existing conditions and market data indic
appropriate to locate in Waverley
office, and mixed use. Discussions with i
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specialists underscore the potential interest in developing some of the opportunities highlighted
m the retail capture data.

A. Neighborhood businesses: The following uses are underserved in the Primary and
Walking Distance Trade Areas, according to the retail capture data shown above.

Prepared and specialty foods. Examples include bakeries, ethnic food stores, and meat or
cheese shops. There is limited Space to expand prepared and specialty foods. Shaw’s
market would like to increase their prepared food section but are constrained by zoning
which limits the store to 40,000 sq fi.

Drug Store. A number of drug store chains such as Walgreen’s have been looking for a
site in Waverley Square. Ideally they need parking and a drive in window. Such sites to
date have not been available. Shaw’s market has a drug and cosmetic department as well
as a pharmacy. The store is limited in size and only has about 1,000 sq ft aliocated to this
use.

Neighborhood restaurant: Examples inciude sandwich and pizza shops such as those
located further east along Trapelo Road. Aside from Dunkin Donuts, the single
neighborhood-oriented restaurant in the Square is Pho and Thai, located Jjust around the
square on White Street. They have no parking, limited visibility, no liquor license, and a

limited clientele. Other restaurants have failed in this location.

Banks: Two banks are located in the Square. Bank of America has its own free standing
building with a drive in window and parking. The Watertown Savings Bank also has its
own parking but ne drive in window., Nevertheless the Waverley Square location is the
bank’s most successful branch.

. Destination retail: Retail capture data indicates both an opportunity to increase the
concentration of specialty retail that is already present in Waverley Square, as well as to
capture categories of unmet demand in the region.

Specialty Retail: This retail category has a limited number of offerings including a gift
shop and bike shop and other hobby and sporting related tenants. With the strong
presence of Belmont Wheelworks and now Brine Sporting Goods there may be an
opportunity to build on the presence of this emerging cluster. However, there is limited
commercial space in which to expand specialty retail stores despite potential interest.

Destination restaurant: A constant comment by tenants in Waverley Square is that there
are no quality restaurants for lunch and dinner service. Such a use would require parking
and a liquor ficense as well as convenient access and visibility. A national chain
restaurant could afford the rents to absorb the costs of new space and parking if the space
was well designed in terms of visibility and access and if a liquor license was available.
This type of use might also be a better it within Waverley’s transit-oriented environment
than a unique destination restaurant.

Larry Koff & Associates 4/22/10 17
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C. Non-retail Uses: The following uses could provide opportunities to enhance the value of

new construction within mixed use buildings, facilitating an increase in available retail
space in Waverley Square.

Medical Office: A survey of existing office tenants indicates a limited demand for
general office uses in Waverley Square. Major office tenants are located closer to Route
128 or Boston/Cambridge with ample parking and/or transit access. However there might

be the opportunity to develop a special purpose medical office building serving medical
uses in the area close to Waverley Square.

Upper Floor Residential: The market for residential uses is substantially stronger in
Belmont than the commercial market. The demand for rental or condo housing o serve
young professional might exist at the right location and price.’

° Abramson & Associates, Belmont Preliminary Development Overview, April 2009, p.7

Larry Koff & Associates 4/22/10 18
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IV. Development Site Analyses Highlights

A full description of each of the 6 development sites, their existing conditions, and potential
redevelopment or expansion alternatives is provided in Appendix 1. The following highlights

extract some general conclusions about the issues confronting commercial development in
Waverley Square

Map 9: Possible Development Sites
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Waverley Square is an auto-oriented location. Despite the bus and rail transit connections,
most of the businesses interviewed rely on customers arriving by car. Due to the need to
provide parking, development sites would either have to be large enough to provide their

own parking or would need to utilize shared parking lots such as the public lot that exists
on Church Street

Three sites with the most potential for development were, as shown in Map 9, the Shaw’s
market (3), the Belmont Car Wash (2) and property controlled by Ted King, Waverley
Insurance(1A,18). The Shaw’s site and King property are both adequate in sizs to

Larry Koff & Associates 4/22/10 19
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accommodate parking either at-grade or structured, along with new development. The
Car Wasti site is too narrow by itself but might benefit the other two sites if it were
combined with either of them. Either the Shaw’s or King sites could accommodate a mix
of uses that could absorb the rents required to pay for new construction, as well as
adequate parking, if sufficient density could be constructed to accommodate parking, an
expansion of the Shaw’s market with adjacent retail and possibly office space or a
redevelopment of the King property with parking, a mix of commercial and possibly
residential uses.

Provision of a shared, public parking lot in Waverley Square would facilitate commierciai
development and the location of an improved mix of businesses.

Rents in Waverley Square cannot easily support a private, structured parking facility or a
public garage which is not subsidized. Other than a special purpose medical office
building, it is not evident at this time that the local businesses atiracted to Waverley
Square could charge for parking. It should be noted that the competitive locations within
a 3 mile radius do not charge for parking,

A number of possible development sites in Waverley Square depend upon air rights
constsuction over the MBTA commuter rail line. It is our assessment that the air rights
development is expensive construction necessitating rents approaching or in excess of
$40/ sq ft which is double the rents that one can currenily obtain in Wavesley Square.

Structured parking, as with air rights construction, would require rents in the area of
$40/square foot, which is greatly in excess of what one generally finds in Waverley
Square. Exceptional uses that might obtain these higher rents include a special purpose
office building, a bank, a sit down restaurant with liquor license, and/or a drug store.

With the exception of the Shaw’s market, Belmont Car Wash and the White Street
Triangle parcels, most of the properties are relatively small, individually owned, and have

minimal depth to accommodate both parking and sufficient floor area to atiract a viable
tenant.

Zoning doesn’t permit by-right development of adequate scale, so that any new
development becomes a high risk venture. Existing height and dimensional requirements,
restrictions on shared parking and limited uses allowed by right inhibit realistic
development alternatives. The need to assemble sites and obtain special permits,
variances and/or zoning changes in order to make new construction be economically
feasible presents a substantial barrier to redevelopment.

Larry Koff & Associates 4/22/10 20
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V. Conclusions

Waverley Square is both a transit hub and an auto-oriented location with a mix of community
convenience and specialty retailers. Few development sites exist. While some properties are
underutilized, the current zoning and limited space available for parking constrain the economic
feasibility for redevelopment. In most cases, re-tenanting is the only viable option. While
Waverley Square remains a secondary location for retail and office, the area has the potential to
become stronger, more viable, and more connected with the surrounding neighborhoods.
Updated development, could accommodate expanded retail (and in select iocations, mixed use
buildings with office and/or housing and ground floor retail), if a number of constraints can be
overcome. These limitations include the need for the assembly of a sufficient sized parcel, the
need for 2 change in zoning to accommodaie greater density, revised permitting process, and
reformed parking requirements, and needed improvements in the over-all pedestrian
environment in Waverley Square.

Market potential and Incentives:

Neighborhood businesses: Re-tenanting of existing businesses with a comparable mix of
primarily retail, office and service businesses is a possibility.

Other than a small public parking lot, the town has provided no incentives for these
commercial uses to locate in Waverley Square. An improved pedestrian environment to
encourage shopping, more parking, assistance with sign and fagade improvements might
be an attraction for new local businesses to fill in a limited number of existing storefronts
that may experience vacancies.

Destination retail for Mixed Use Sites: Due to regional competition, lack of parking, and
small parcels, there are a limited number of uses that would be candidates for a mixed
use office or retail building. These uses include prepared and specialty foods, drug store,
bank, specialty retail, and a destination restaurant. A critical factor in attracting these
uses will be to modify the zoning requirements so that buildings can have sufficient floor
plates, height, and parking. The requirement for liquor licenses might also have to be
modified as it is not apparent that a 130 seat restaurant would be attracted to this
location.

Office: Due to the proximity with McLean Hospital and the projected development at
that location, a special purpose medical office is the only possible commercial use that
might be attracted to this location at this time. As with destination retail uses, office uses
will require either on site or shared parking, sufficient size floor plates, and building
height.

Mixed-Use: Residential units over ground floor retail would be a viable use in Waverley
Square; however that use is currently prohibited under zoning. Moreover, height
restrictions and parking requirements constrain the teasibility of mixed use development.

Larmry Koff & Associates 4/22/10 21
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Furthermore, pedestrian improvements in Waverley Square will be needed to make for a
more attractive residential environment.

Zoning Reforms

Waverley Square is currently a composite of three commercial zoning districts with
requirements that are prohibitive and ineffective in generating development that enhances the
Square’s vitality. North of Trapelo Road are some of the prime redevelopment parcels in
Belmont, yet there is no consensus around a vision for Waverley Square, and the existing zoning
provides no incentives to attract appropriate development with the right scale and mix of uses.

New zoning is needed with less restrictive height and dimensional requirements and more
favorable mix of uses allowed by right. Zoning should reflect the Vision for Waverley Square
by encouraging the mix of uses and scale of development that is desired. A predictable

permitting and review process should be commensurate with the impact of proposed
development.

® Zoning should allow 3 stories, or possibly 4
stories and up to 50 feet ifa developer is
considering air rights development or
structured parking, provided with design
review above 2 stories.

2 Revision of Major Development regulations
to replace Town Meeting approval of
commercial development projects over
40,000 square feet, with Design Review by
the Planning Board, utilizing documented
Design Guidelines. This change would allow
for expansion of Shaw’s market or favorable

redevelopment of other sites.

* Allowance for density bonus, exemptions
from dimensional requirements, or other
incentives to development in Waverley

Change_s in Zoning and additional public parking
Square that provides public benefits such as wouid ailow new development at the scale and

e . S density of historic Waverley Square landmarks.
additional parking, air rights development, Y .

more affordable housing, and/or open space
and streetscape improvements.

Modifying the parking requirements
*  Exisiing grandfathered uses should not have parking requirements. For example, a
business like Wheelworks should be able to expand without also having to add parking

for its existing floor area.

® The parking reguirements for new development should reflect the need for parking to
serve destination office and retail uses. Some flexibility should be provided to assess
redevelopment projects on a case by case basis. Retail and office uses above a certain
size threshold such as 5,000 sq 1t of retail or office should be required to provide more
parking than uses below this threshold. In addition, the town might want to consider

s

Larry Koff & Associates 4/22/10 22
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requiring developers of a minimum size project to submit a Traffic and Parking
Management Plan which would justify the proposed parking supply.

“  Shared parking requirements should be relaxed so that credit is obtained for proximity
to public parking Iot or shared private parking lot within 600 feet of proposed use.
Employee parking might be allowed a distance of 1,000 feet.

® Additional public parking located near Waverley Square would be utilized by shoppers
and help to attract new investment. A commuter parking facility iocated on the former
Dodge dealership site might serve area employees and commuters but would do little to
improve the mix of retail businesses in the Square.

Larry Koff & Associates 4/22/1¢ 23
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Appendix 1: Potential Development Sites Analysis

The following urban design analysis has been prepared by the Bluestone Planning Group,

Lawrence Bluestone, AIA, APA Princi
Development Inc. Drew Leff,

Principall.

pal and the real estate development assessment by GLC

Belmont Waverly Square - Alternative Test Development Programs for Specific Sites

Several sites within Waverly Square were identified to test their physical development potential and then
their financial feasibility. In matiy cases, land assembly of adjacent small parcels is proposed to create
larger developable parcels because individual parcels are too small to ajllow new development. Often, the
amount of parking that can physically fit on a site will dictate the upper level of development possible.

Often times, existing businesses,

requirements because they are sited on smal
need to meet current parking requirements.

which are grandfathered, do not and cannot meet current parking

support new development to any greater degree than

I parcels. New development on these sites would presumably
As a result, many sites, because of their limited size, cannot

what already exists in their grandfathered status.

From earlier studies, the public appears to be most accepting of buildings no taller than 2 to 3 stories. 4
stories may be possible, but only with significant upper story setbacks, if at all.

";

Wash Site on Trapelo (Site2,
on map (w/o MBTA parcel))

w

Site Parceis Existing Conditions

Site 1A ,1B, 1C: insurance 43, 23, 495-505, | Several small businesses with limited 1

Company + Bank site on 493, 481-491, parking. All parcels except 481-491 (bank) is

Trapelo 507 owned by the same owner.

Site 2: Car Wash Site on 521 Car wash business on site. One owner.

Trapelo Owier has not indicated that he/she wants to
sell and/or relccate.

Sites 2, 3: Shaw’s Site + Car 535, 521 Parcel 535 is Shaw’s site. Shaw's is a 40,000

sf store that includes a pharmacy within it.
Shaw's now has 195 surface parking spaces
and they want 30 additional spaces:225
spaces total. That would provide them a
parking ratio of 5.6 spaces / 1,000 sf. Parcel
521 is the car wash site.

Sites 2,4 : Insurance

43, 23, 495-505,

Combined sites owned by three private

Company + MBTA ROW + Car 493, 481-491, owners (insurance co., bank, and car wash) +
Wash Sites on Trapelo 507, 521, and MBTA
MBTA ROW air
rights parcel
Site §: Wheel Works Block 472-486, 63- Wheel Works (~12,500 sf) is grandfathered
(Partial) on Trapelo and 65A, 2-4, 6-8, and has no parking. The Wheel Works would
Thayer St. 10 like to acquire the adjaceni retail building !
(~3,500 sf) on the corner of Trapelo and |
Thayer St in order to expand to a 16,000 sf
facility on one floor. The Town has told them
they need to meet parking requirements if
L | they expand. There is now no place on the
Larry Koff & Associates 4/22/10 24
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combined site to provide sufficient parking. *’
The remainder of the combined sites includes
houses on Thayer Street.

Site 6: Gift Shop Block on i 5-9, 11, 1-3, 5-7, | This block contains the gift shop (~ 6,500 sf)
Lexington Street and Moraine 3 9-11, 16, 14, 10, | on Lexington St. and a number of multi-family
(Site 6 on map w/o MBTA or gas | 6 houses on the remainder of the block, and is
station) ’ tightly knitted into the adjacent residential

{ neighborhood. The gift shop is grandfathered
! and now has no parking.

Site 7: Pleasant Street Car 948 Closed auto dealership
Dealership Site (Site 7 on map.) |

Site 1: Insurance Company + Bank site on Trapelo (Sites 1A,1B,1C, 4 on map.}

This parcel may have the greatest development potential of all of the parcels in the Square. Most
of the parcel is under one ownership—with the exception of the Bank of America property (1C)
and the MBTA air rights (4). There has been interest in the development of a2 medical office
building with ground floor retail. This program has development potential if a building
accommodating 20,000-30,000 sf office and structured parking can be fit on the site. This use
would be beneficial to the retailers in the Square by bringing in an additional customer base and
helping to up grade its character as an office and retail location. The addition of ground floor
retail would be important to further enhance the array of retail options (or strengthen the sporting
goods cluster), and provide a better link to the Shaw’s center.

It is unlikely that the Bank of America parcel could be included in the overall parcel due to the
value of its drive-thru and the unlikely ability to recreate the drive-thru as part of a larger plan.

The MBTA air rights parcel will be expensive to develop but may be needed to provide a large
enough parcel with appropriate dimensions tc accommodate the program and parking.

Redevelopment Alternatives
Assumptions: Parcels are assembled

Alternative A: § ;- 2 AlternativeB: 2% -3 Alternative C: 3 Story
: Story Commercial Story Commercial Mixed - Use Building
Building (retail + upper Building + Parking (Retail + Upper floor
floor offices) Deck (Retail + Upper housing)
floors offices)
Description: | Commercial building Commercial Building Retail + housing building
fronting on Trapelo Rd. fronting on Trapelo Rd. fronting Trapelo Rd. with
with 25,000 sf footprint. with 25,000 sf footprint. 25,000 sf footprint.

Parking is at rear of site. Parking is at rear of site. Parking is at rear of site.

Building 37,500 gsf: 25,000 sf 62,500 gsf: 25,000 sf 65,000 gsf: 25,000 sf 7
Program: retail + 12,500 sf upper retail + 37,500 sf office retail + 40,000 sf housing
floor office space space on 2™ and 3" fioor (32 DUs) on two upper
| fioors !
Parking 107 spaces on z surface | 197 parking spaces (107 | 107 spaces on a surface
provided: lot. space surface parking + | lot. (75 spaces allocated
90 space upper deck) to retail + 32 spaces
Larry Koff & Associates 4/22/11 25
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allocated to housing.)

Parking ratio: | 2.85 spaces / 1,000 sf

3.15 spaces / 1,000 sf

3 spaces/ 1,000 sffor |
retail; 1 space / DU for
housing

Issues: 1) Land assembly
required,;

2) Parking limits
development capacity;

3} Existing businesses
need to be demolished to
provide site for new

development.

i 1) Land assembly

i required;

2) Deck parking is a
premium cost that may
not be affordable given
current rent levels;

3) Existing businesses
need to be demolished to |
provide site for new '
development.

1) Land assembly
required;

2) When housing is
added to the
development mix, its
lower parking ratio
requirements allow the

available on-site parking

' supply to support a larger

development project as
measured by square
feet;

3) Existing businesses
need to be demolished to
provide site for new

development. |

Site 2: Car Wash Site on Trapelo

The annual revenues generated by a car wash in a good location are significant and indicate a

high value for this parcel. The parcel is narrow and is unlikel
can create greater value than the car wash. The onl
this parcel is to combine it with either of the adjoin
Insurance + MBTA air rights(4). This combinatio
proximate site to relocate the car wash with equiv
who also owns the landscape business at the rear

willingness to work with the Town and adjoining property owners.

Redevelopment Alternatives

y to be developed for any use that
y potential for a feasible development using
ing parcels: Shaw’s (3) (see below) or

n would best be achieved if there were a

alent visibility. In conversation with the owner
of the property, he expressed a great

Alternative A: 1. Story Alternative B: Public Parking Lot
Commercial Building (retail +
upper floor offices)

Description: Commercial building with ground | Public parking lot, either: 1 } municipal
floor retail facing both Trapelo Rd lot; 2) municipal + MBTA commuter
and facing Shaw's parking lot. lot; or 3) public / private partnership
16,000 sf footprint. Partial upper | between Belmont, MBTA, and Shaw's,
floor office level on Trapelo.

Parking at rear of site.
Building Program: | 23,500 gsf:16,000 sf retail + 175 spaces on surface lot (up to 225 |
[ 7,500 sf upper floor offices). spaces on surface lot if ‘narrow strip
| parcel’ between parcel 521 and MBTA
ROW is owned by owner and is
buildable)
Parking provided: | 85 spaces on surface Iot. 175 spaces (up to 225 spaces)
Parking ratio: 3.6 spaces / 1,000 sf N/A
| Issues: Is this type and amount of 1) Who will pay to construct parking
Larry Koff & Associates 4/22/10 26
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development sufficient to buy- spaces? Shaw's does want to expand
out/relocate car wash business? | its parking, but could they afford to

| buy-out car wash? Maybe, if they joint-
| ventured with MBTA and / or Belmont
in public / private partnership; 2) If this
site were used to support MBTA
commuters at the new consolidated
station on Pleasant St., then

commuters might patronize Waverly

L . | Sq. businesses.

Site 2, 3: Shaw’s Site + Car Wash Site on Trapelo (w/o MBTA parcel))
This parcel has potential for expansion and strengthening of Waverley square retail adjacent to
its anchor but site configuration, long term leases present real obstacles.

The retention of Shaw’s is important to the retail strength of the Square. At the same time the
property contains other businesses and a large parking lot that conceivably could allow for a
denser development. Shaw’s currently has a long-term lease on the property and any
redevelopment will require their cooperation. In order to gain that cooperation, any
development plan must give Shaw’s a better facility. Currently, the store is undersized for a
typical store and has less parking than they’d typically desire. Ifa development plan could be
put together by the owners that included an expansion of Shaw’s space with structured parking
that might be successful. Perhaps employee parking could be provided at the potential new
commuter rail station and parking facility on Parcel 7.

If the car wash could be relocated along Pleasant Street, it’s conceivable that a deal could be
made to combine the car wash parcel

Redevelopment Alternatives

| Alternative A: Existing Shaw’s + Additional 40,000 sf commerciai
building on Trapelo

Building Program: | 80,000 gsf: 40,000 sf existing Shaw’s + new two-story 40,000 gsf
commercial building. (20,000 sf ground floor retaif + 20,000 sf upper
floor medical building suites??)

Parking provided: | 345 space surface parking lot (225 spaces dedicated to Shaw’s + 120
spaces dedicated to new two-story commercial building

Parking ratio: 5.6 spaces / 1,000 sf for Shaw’s; 3 spaces / 1,000 sf for new
commercial building
Issues: 1) Land assembly required; 2) Is new commercial development of

40,000 sf sufficient to buy-out / relocate car wash?

Site 4: Insurance Company + MBTA ROW + Car Wash Sites on Trapelo (Site 4 on map.)
This is a narrow parcel with limited independent access from Trapelo. Its development is
dependent on combinaticn most likely with the adjoining Parcel 1 or possibly Parcel 2.

[y
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Alternative A: 2 %

| Stories Commercial
t Buildings (retail +
upper floor offices)

Alternative B: 4 v,
Stories Commercial

floor offices) + Deck

Alternative C: 5 Stories |
Mixed-Use Buildings

Buildings (retail + upper | (retail + upper floor

housing)

deck parking spaces

Description: | Two commercial Two commercial Two mixed - use buildings
buiidings with ground buildings with ground with ground floor retail
floor retall on Trapelo floor retail on Trapelo space and upper story
aind upper floor offices. | ang upper floor offices. housing.

There are two buildings | There are two buildings | There are two buildings
each with & 28,000 sf | each with a 20,000 sf each with a 20,000 sf
footprint. Parking is at | footprint. Parking is at footprint. Parking is at rear
rear of sites and over | rear of sites and over of sites and over MBTA
I MBTA ROW. MBTA ROW in a parking | ROW.
| deck.
Building | 100,000 gsf: 40,000 sf 180,000 gsf: 40,000 sf 160,000 gsf: 40,000 sf
Program: | retail + 80,000 sfupper | retail + 140,000 sf upper | retail + 96 DUs on 4 upper
| floor offices floor offices floors)
Parking | 300 surface parking 530 Spaces: 300 surface | 300 surface parking
provided: | spaces parking spaces + 230 spaces (120 retail spaces

+ 180 housing spaces)

Parking ratio: i3'0 spaces / 1,000 sf

2.9 spaces / 1,000 sf

3 spaces / 1,000 sf retail;
and 1.85 spaces / DU

i Issues:

to provide site for new

{ development; and

;3) Acquisition of MBTA

ROW and construction
of air rights deck is

I expensive and & lengthy

procedure.

]

| 2) Existing businesses

| need to be demolished to

: provide site for new

| development:

! 3) Acquisition of MBTA

{ ROW and construction of

| air rights deck is

[ expensive and a lengthy
procedure; and

| 4) Construction of

| parking deck is

! expensive.

!
I
I

1) Land assembly

required;

2) Existing businesses

nesd ic e demolished fo

provide site for new

development;

3) Acquisition of MBTA

ROW and construction of

air rights deck is expensive

and a lengthy procedure;

4) When housing is added
to the development mix, its |

| lower parking ratio i

i requirements allow the

t available on-site parking

i supply to support a larger |

{ development project as ‘
measured by square feet,

Site 5: Wheel Works Block (Partial) on Trapelo and Thayer St.

To significantly expand their property—
need to acquire certain properties behin
difficult to develop suffi

cient parking. Without a nearby off-

difficult to see expansion in this location

Larry Koff & Associates
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either vertically or horizontally—they would
d them. Even with these properties it would be
site parking resource it is
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Redevelopment Alternatives

Alternative A: Wheel Works acquires adjacent retail building on
corner of Trapelo and White St. and acquires / demolishes houses
on Thayer Street to provide needed parking

Description:

Wheel Works expands into adjacent retail building and builds new 50
Space parking lot on Thayer St.

1

Building Program: | 16,000 sf expanded Wheel Works (in existing buildings)

Parking provided: | 50 surface parking spaces

Parking ratio: 3.1 spaces / 1,000 sf

a second story;

/ssues: 1) Houses would have to be acquired;
2) The new parking would support the expanded 16,000 sf Wheel
Works but would not support construction of ad

3,500 sf and meet current
Wheel Works, as a grand
any parking. However, ¥ the Town allowed Wheel Works to remain
grandfathered in terms of parking for their existing retail space, a new
50 space parking lot could support the construction of a new 2™ fioor
for offices above Wheel Works.

fathered business, i

3) This is expensive acquisition cost simply to acquire an additional
parking requirements — particularly when
s not now required to have

—

ditional space — such as

|

Site 6: Gift Shop Block on Lexington Street and Moraine (w/o MBTA or gas station)

It is difficult to create a parcel sufficiently large to allow develo

several commercial properties, several residential properties behind the commercial

properties as well as expensive to develo
development of this parcel is feasible.

Redevelopment Alternatives

p MBTA air rights. We do not believe that

Alternative A: New Retail

Building on Lexington Street

Alternative B: New Mixed - Use
Building (retail + housing) on
Lexington Street

Description: | New expanded one-story retail New 2-story mixed use buildingon |
building on Lexington Street with Lexington with 10,000 sf footprint with
parking at rear. parking in rear

Building New 14,000 sf one-story retail 20,000 gsf: 10,000sf retail + 10,000 sf

Program: building upper story housing ( 8DUs)

Parking 43 space surface parking lot on 43 surface parking spaces: 30 spaces

provided: Agassiz Ave. (requires acquisition | for retail + 13 spaces for housing

of 4 multi-family houses)

Parking ratio: | 3 spaces/ 1,000 sf

3 spaces / 1,000 sf retail: 1.5 spaces/DU

Issues: 1) Multi family houses would have | 1 ) Multi family houses would have to be
to be acquired, demolished and acquired, demolished and assembled to
assembied to provide parking; 2} | provide parking;
This is expensive acquisition and 2) Existing houses would need to be
construction costs to only add demolished to provide new (and more
7,500 sf of additional retail Space. | expensive) housing.

Larry Koff & Associates 4/22/10 29
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Site 7: Pleasant Street Car Dealership Site

The MBTA is considering the acquisition of this property for the development of a
relocated commuter rail station to replace the station in the center of Waverley Square
plus the one in Belmont Center. Developed along with the station would be a commuter
parking facility. While one might think that the parking facility might be a resource for
retail and office use in the Square, it is probably too far away to serve retail customers
and not very convenient for office users. Any company locating their office would want
more convenient parking before deciding to relocate to Waverley Square. Medical office
patients would judge this parking to remote from an office building located on Parcel 1,
However, the parking lot might serve as employee parking for Shaw’s and other retailers,

Redevelopment Alternatives

Alternative A: MBTA

Commuter Rail Parking Lot

Alternative B: Office Building +

1) f MBTA parking is provided
here, very few commuters would
walk into Waverly Square to
patronize businesses there.

MBTA Commuter Rail Parking Lot
Description: New 4-story office building on Pleasant
St. with17,500 sf footprint i
Building 70,000 gsf: 4 story office building 7
Program:
Parking 270 surface parking spaces. 65 MBTA surface parking spaces + 210
provided: parking space 3-level parking deck to
support office building.
Parking ratio: 3 spaces / 1,000 sf office
Issues:

1) MBTA probably needs additional |
parking. Additional parking decks could
be added to support additional MBTA
parking (70 parking spaces per level) in
a joint venture parking deck structure;
2) If MBTA parking is provided here,
very few commuters would walk into
Waverly Square to patronize

businesses there.

Larry Koff & Assaciates

4/22/10
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Appendix 2: Belmont Retail Market Report

Belmont Retail Market

THA conducted field research and observation in order to characterize the commercial centers in Belmont
and identify possible re-uses for 16 development sites identified by the consultant team. Todreas Hanley

Associate’s approach to understanding the retail market potential of the areas and sites included spending

OVERVIEW: CONTEXT AND COMPETITION OF BELMONT

Regional Market

Belmont’s retail market must be evaluated in terms of a regional and local perspective. While there is a
local market for goods and services, most shoppers still drive some distance to shop for many ocuichases,
The regional market is defined as retail locations within a 20 minute drive time, which generally
corresponds to the western suburban region within Route 95/128.

Belmont's retail centers are one of several options for customers who live within a 10 to 20 minute drive
time of each of its centers, The appeal of any center is dependant on many faciors such as quality of
shopping experience, convenience of getting to and fro, the type of stores and tenant mix, parking, and
hours of operation. Shopping malls, si ngle-standing stores, and town centers are al] retail destinations and
are considered competition. The malls in the region represent powerful competition for general
merchandise, competitive and promotional pricing of goods and services, and a broad choice of
commodities. Malls within a five-mile radius include the Arsenal Mall in Watertown; just outside this
radius are the Burlington Mall, the Chestnut Hill Mall, the Cambridgeside Galleria, and Copley Place.

Town Center or Village Style competition comes mainly from Lexington, Watertown, Arlington, and
Cambridge, all of which can be reached by car within a 10 to 20 minute drive time depending on traffic.
Arlington, Waltham, Hasrvard Square, and Davis Sguare are popular destinations for restavrants, while
Lexington Center and Newton Center compete with Belmoen: Center for upscale shopping options. (See
the Regional Competition Map, page 14.)

Belmont Center pa— .
. . Destination Businesses

Belmont Center is Belmont’s major

retail center. One of the prime | # |%ofArea| sF | % of Area |
reasons for its high profile is the Beimont Centar 15 19.2% 50,990 13.8% |
presence of Macy’s Department Waverley Square 2 6.1% 11,360 7.7% |
Store. Although relatively difficult to | Contral Palfre

access by car for those outside Squares/ ! 15 21.4% 22H18s 16:2%
Belmont, the Center draws shogpers Cushing Square 8 9.20% 11,328 7.97%
from Lexington, Watertown, and East Belmont 11 19.0% 14,388 20.1%—I
some of the other surrounding Total 51 129% | 110,582 9.0% |
communities.
Larry Koff & Associates 4/22/10 31
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Trapelo Road Corridor

Belmont’s other retail centers are located along the Trapelo Road Corridor. The two major centers,
Waverley Square and Cushing Square, are not well-known in the region. Like Belmont Center, they are
relatively difficult to access by car. Additionally, parking is not clearly evident or well defined. Cushing
Square and Waverley Square are known and mainly served by nearby Belmont residents with some
shoppers coming from Waltham to Waverly and Watertown to Cushing.

Small Commercial Nodes

In addition to the major squares, Belmont has two small commercial nodes. The node located at the
intersection of Concord Avenue and Bright Street caters mainly to residents living in the surrounding
neighborhood or commuters travelling on Concord Avenue. The second node, at the intersection of
Brighton Street and Pleasant Street, serves as an auto-oriented ares serving commuters along Routs 60,

Light Industrial/General Business Areas

Belmont has two areas that contain a mix of light industrial and general businesses, Brighton Street and
Pleasant Street.

@ Belmaont Center
@ Waverley Square
@ Central/Palfrey
@ Cushing Square
@ East Belmont
@ Concord Avenue/Bright Road
@ Brighton Street

Brighton & Pleasant
@ Pleasant Street

Single Residence A
Single Residence D
Single Residence B [l Local Business | HIIEA
Single Residence C - Local Businass Il - Beimont Uplands 2

General Residence W Local Business Iil - Mclean
- Apartment House General Business - Parking Lot
Waverley Square

Waverley Square is a relatively unknown Square from a retail perspective, although it does serve as a
regional transportation node. This square is fragmented for pedestrian circulation and jacks a sense of
place as a whole. There are a few convenience stores and services that serve the neighborhood residents,

but there are large gaps between retail clusters, and the business mix does not provide the comparison
goods that residents need.

Larry Koff & Associates 4/22/10 32
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The Shaws Supermarket is a solid anchor for Waverley Square. Supermarkets can serve as drivers for
other regional stores, given the availability of parking. Cyclists know Belmont as the home of
Wheelworks, a destination store for bikers in the region. The store includes a children’s bicycle shop. The
presence of Wheelworks has been instrumental in bringing the former Cambridge-based Brines Sports to
Waverley Square. With the opening of Electric City Cars on Pleasant Street, there is the seed of a theme
of green transportation buiiding along the Pleasant Street Corridor and Waverley Square.

Central & Palfrey Squares

Central and Palfrey Squares and East Belmont are sections of the Trapelo Road Corridor with small
unique local shops, some of which are regional destinations. Rents are typically low in these retail nodes,
allowing unique stores to exist in these locations. Within Central Square, rents range from $500 to $700
per storefront. Palfrey’s supposedly higher rents difficult and unfriendly permitting process has kept new
tenants from locating there. Currently, Palfrey contains a hodge-podge of retail and auto-oriented uses.

Central Square has several unique stores located around Beimont Studio Cinema, including Angelato’s, a
sanidwich and gelato shop, and All That Matters, an antique store. Several people interviewed noted that
the local pizza shop next to Angelato’s is extremely successful. The theatre fobby has been renovated in a
funky manner with computers and internet, but the single movie room remains. The theatre would benefit
by a rearrangement of its interior tc smailer viewing rooms so that more movies at one time could be
shown but that does require a substantial investment in the property.

Waverley and Central/Palfrey Businesses

Waverley Square Central/Palfrey Squares

Business Type # % SF % # % SF %
Retail 7 21.2% | 20,375 14.1% 10 | 14.3% | 10,902 8.0%
Convenience 2 6.3% 42,767 | 29.5% 13 | 186% | 21,966 | 16.0%
Service 6 18.8% | 17,676 | 12.2% 15 | 21.4% | 25,759 | 18.8%
Personal Care 5 15.6% 7,937 5.5% 10 | 14.3% | 15,828 | 11.6%
Office 6 18.8% | 39,544 | 27.3% 10 | 143% | 16,796 | 12.3%
Entertainment/Hospitality 1 3.1% 2,652 1.8% 1 1.4% 4,364 3.2%
Auto 4 12.5% | 11,919 8.2% 5 7.1% 12,159 8.9%
Public 1 3.1% 800 0.6% 3 4.3% 17,697 | 12.9%
Vacant 1 3.1% 1,326 0.9% 3 4.3% 11,535 8.4%
Total 33 | 100.0% | 144,996 | 100.0% 70 | 100.0% | 137,006 | 100.0%

ISSUES AND OPPORTUNITIES

Belmont Center

Belmont Center’s retail mix could be even stronger if there were fewer non—retail uses on the ground
floor, such as banks and offices. Given the precarious economy and the questionable future of department
stores and the Macy’s chain, it is timely to start looking for another anchor. A grocer such as Roche Bros.
would enhance the mix for local residents but would require 150-200 parking spaces.

Sites:
Police Station and Light Building
Municipal Lot
Macy’s

Larry Koff & Associates 4/22/10 33
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Trapelo Road Corridor
The Trapelo Road Corridor has a niche market of unique and small businesses. Issues to consider

mclude:

v Landscaping and wider sidewalks in strategic places

@ Traffic and parking management

e Fagade improvement programs

v New zoning to tighten the districts

= More beer and wine and full liquor licenses for cafes and restaurants
= A change in parking requirements for restaurants

s Promotion and branding

= Landlord cooperation in mamtaining reasonable rental structure

@ An easy business-friendly permitting process

If these improvements were undertaken, the locations would have broader appeal to both tenants and
shoppers. Typically when new businesses enter, the area becomes more competitive and there is a gradual
rise in rents.

Waverley Square

Of the three squares in Belmont, Waverley Square is the least developed from a retail perspective and
could become a competitive location for regional chain stores such as City Sports, Easter Mountain
Sports, or Wilderness Sports. This sports theme would bring regional shoppers into the Square, propelling
other stores to open that would serve local residents, such as women’s and children’s apparel, arts and
crafts or hobby stores, and small home furnishings and gift stores. More small restaurants with beer and
wine, and cafes or coffee shops with outdoor seating all would enhance the vitality of the Square for
residents, regional shoppers, and those in transit.

Sites:
Block bounded by Trapelo Road, White Street, and the tracks
Car wash

Central & Palfrey Squares

Sites:
Former gas station at Trapelo and Davis Roads, opposite the Studio Cinema
Flett St
Larry Koff & Associates 4/22/10 34
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Appendix 3: Belmont Development Report

PRELIMINARY DEVELOPMENT OVERVIEW
BELMONT MASTER PLAN STUDY

prepared for
Town of Belmon:t

Under Subcontract to

Earry Koff & Associates

prepared by

ABRAMSON & ASSOCIATES, Inc.

April 14, 2009

Larry Koff & Associates 4/22/10
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ABRAMSON & ASSOCIATES, Inc.

Real Estate Advisory Services

April 13, 2009

Mr. Mr. Larry Koff

Larry Koff & Associates

20 Harrison

Brookline, MA 02148

and

Mr. Jay Szklut,

Planning and Economic Development Manager
Office of Community Development
Homer Municipal Building

19 Moore Street

Belmont, MA (2478

Re: Belmont Preliminary Development Overview

Mr. Koff and Mr. Sklut:

Following is our summary of our preliminary development overview prepared on behalf
of the town of Belmont under subcontract to Larry Koff & Associates as part of the initial
phase of the Master Plan Study.

Thank you for the opportunity to assist you in this project.

Sincerely,
ABRAMSON & ASSOCIATES, Inc.

Il —

Basry M. Abramson
President

113 Chestnut Street / Newton, MA 02465 / tel (617) 965-4545 / fax (617) 965-5431 / abramsonassoc.com
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i. PROJECT FRAMEWORK

This report summarizes Abramson & Associates, Inc.’s findings concerning potential for and
appropriate forms of development for sites and commercial areas, prepared on behalf of the
Town of Belmont under sub-contract to Larry Koff & Associates as part of the initial phase of
work for the Master Plan Study directed by that consultant.

This work did not constitute a market analysis or feasibility analysis. Rather, it entailed a
preliminary overview of what uses would be appropriate and the forms such uses could
reasonably be anticipated to take, based upon inspection of the sites and areas and selected
comparable/competitive areas, interviews of developers and other knowledgeable local real
estate sources, and the consultant’s experience with cemparable projects.

Input was provided to this effort by Larry Koff & Associates re. potential development areas and
sites as well as framing of planning issues, Bluestone Planning Group re. physical development
capacities and concepts, and Todreas Hanley Associates re. some retail conditions, but the author
of this report is responsible for the conclusions presented herein.

2. MARKET OVERVIEW

While the limited scope of work did not include performing a full market analysis or assessment,
our fieldwork, interviews, and experience indicate the foliowing general observations.

Office

Belmont is not a Class A office market. It is at a competitive disadvantage relative to both prime
suburban locations oriented along major highways and the Cambridge market. A mass market of
tenanis would not be attracted to the location, meaning that, generally, rents would have to be
substantially discounted to a level below that which would support first class construction, let

along structured parking.

Rare exceptions to this would be tenants which would have a particular reason for locating in
Belmont. This might be a health care or other user serving the local market or an instance in
which some company not tied to the local market for business reasons were to want to locate
there for personal reasons (e.g. the boss lives there and has the ability and desire to base his

firm’s location upon that factor).

Barring such instances, rents for any major new office building in Belmont in today’s market
would likely be below the level of the most relevant suburban comparable — the Waverly Qaks



L

S A A A 4 A A A A A A A4 4 A Jd A A" T LR K B K L mmp—

Office Park, in Waltham, where office rents are in the high $20’s to $30 per square foot gross
(i.e. owner pays real estate taxes and operating expenses), a 15 — 20% discount off prime Route
128 space in Waltham. This office park, where the market was not sufficient to support
development of structured parking, at least shares a Waltham address and a measure of identity
with that market as well as closer proximity to its core.

On the other side of town, the East Cambridge sub-market still has much room to grow
internally, through redevelopment of older, low density, office/R&D/industrial areas in Acomn
Park and the Spinelli Way area. The lack of sites within Belmont with immediate adjacency or
even close proximity to and shared identity with the East Cambridge submarket would limit the
ability to capture any iong term spill-over from this market, even after the Cambridge sites are

redeveloped.

Rents for secondary, Class B and C office space in Belmont, generally in the high-teens tc low-
$20’s gross, are appropriate to relatively lower cost redevelopments of existing buildings, or as
an ancillary use in new development. A limited amount of space in Belmont Center may
command rents in the mid- to upper-$20’s gross. This submarket may be able to support
development of a limited amount of additional space.

Residential

Belmont is an attractive and strong residential market. It is attractive to families for its strong
school system and quality of life and to younger residents for its general convenience and,
particularly, its proximity to Cambridge. The single family home market contains a range of
price points up to very expensive homes on Belmont Hill to more moderately priced homes in
other areas of town. Holding aside the upper end market, comparable product in the residential
market is reportedly priced considerably below Cambridge but is seen as generally comparable
in appeal and pricing to Watertown and Arlington.

The focus of our explorations for this study was the multi-family market. This market in
Belmont is dominated by two-family houses. A typical 1,200 square foot two-bedroom unit in a
two-family reportedly rents for $1,600 per month, but can go to the mid-$2,000°s for a unit with
high quality finishes.

The limited supply of older apartment buildings in the immediate area is reported to have rents in
the range of approximately $1.25 - $1.35 per square foot, while units in lower quality multi-
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family buildings in such areas as Central Palfrey and East Belmont are reported to typically rent
for approximately $1.00 - $1.20 per square foot.

Modern apartment complexes in surrounding towns are renting in the range of an average of the
high $1.00’s to approximately $2.00 per square foot, with rents in Cambridge being considerably
above that.

Examples of for-sale multi-family are fairly basic townhouses (approximately 1,800 — 2,300
square feet) across from Shaw’s in Waverly Square which reportedly sold for $450,000 -
$480,000 (approximately $230 per square foot) and, at the high end, the large (2,500 — 3,500
square foot) upscale townhouses in the McLean’s development are priced in the range of the
$900,000’s - $1,300,000 (approximately $350 - $375 per square foot), though sales have been
slow due to the market and the price being in the same range as attractive single family houses in

the market.

New projects would likely need to achieve pricing somewhere in the range of the upper ends of
the above per square foot rental and condo pricing ranges to be economically viable, though the
specifics of particular projects and detailed market and feasibility analysis would be required to

determine feasibility.

Retail

Retail space in the major squares commands relatively strong rents — $40’s per square foot (triple
net) in Belmont Center and mid-$20’s (triple net) in Cushing and Waverly Squares. Market
sources believe that space built to modern standards in the latter two areas might command rents
up to the $30’s, though the amount of additional space that could be marketed at these rents and
absorbed without new retail anchors may be limited.

These rents aitainable at stronger market locations generally would be able to support
redevelopment as long as site limitations, parking requirements, and acquisition costs are not
excessive and upper floor uses are in a range of feasibility.

Rents for ground floor space in secondary areas such as Central Palfrey are reported io be as low
as $8 — $10 per square foot (likely with owner paying some or most of operating expenses).
These low rents provide an incubator for businesses that are either starting up or couldn’t support
the higher rents at stronger retail locations.



These rents generally will not support redevelopment, though in selected cases in such areas, low
acquisition costs and a particular use which can rationalize a higher rent (e.g. a drug store) may
result in limited redevelopment.

Generally, in both strong and weaker market locations, a primary engine for improvement of the
retail districts would be expected to be through re-leasing of and marginal improvements to

existing buildings.

DEVELOPMENT AREAS AND SITES

Waverly Square
Development of multi-family residential, office, and retail use might be supportable in this
location depending upon the specific siting, and, for office, the ability to attract a unique Class A

tenant with a particular reason to locate there.

The commuter rail station is an asset, considered to be more valuable for residential than office

use.

For residential use, this area might be more attractive to a younger market as opposed to affluent

empty nesiers.

A developer, Feldco, recently tried to put together an office/retail project in the MBTA parking
lot triangle, based on attraction of an anchor Class A office tenant. Development on that site was
dropped due to pubiic opposition, but it is possibie that assembiage of another site in the Square,
possibly including MBTA air-rights, for this type of development may occur.

If'a Class A office tenant with a unique reason for locating at this site cannot be secured, office
would not be a primary use for a major development, given the cost of assemblage, structured
parking, and, possibly, decking over air-rights.

Residential could be an alternate primary use, especiaily if located with an orientation to urban
streets rather than the Shaw’s parking lot. New retail development could be supported in ground
tloor space and would be most viable if oriented to the Shaws parking lot.
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Two primary sites for redevelopment have been identified — (1) assemblage of all or most of the
block bounded by Trapelo Road, White Street, and the tracks; and (2) the car wash site on the
Shaws side of the tracks. A larger project incorporating the air-rights over the tracks with one or

both of these sites may also be possible.

The Trapelo/White/tracks site would be appropriate for a mixed-use project with ground floor
retail (supplemented by service/office) and primary upper floor use for residential or office
(assuming a unique Class A tenant). The project would need to have a considerable scale to
offset the costs of assembling parcels occupied by tenanted buildings.

The Car Wash site could be appropriate for the same mix of uses, with retail being more
attractive to the extent it is oriented to the Shaw’s parking lot and residential, likely being more
of a loft-type project, suitable to the site. Second floor office of a relatively modest amount,
especially if served by surface parking, might be a realistic option as deveiopment costs could be
supported, to some extent, by the more dominant retail use, and surface parking would require a
lower rent threshold, possibly bringing it within range of more local office tenants or price
sensitive regional tenants with some affinity for a neighborhood center/transit location.

Pleasant Street Corridor
This is a secondary location for office, residential, or retail use.

The appeal of the area for higher end uses such as residential and office is limited by its
secondary nature, isolation from comparable and compatible uses, and conflict with existing
commercial businesses, such as Waverly Landscaping and Flett Excavation, for as long as they

are in operation.

In the short term, the only building that is available for redevelopment is the vacant one-story car
dealership building. This could be attractive for some type of commercial tenant either in its
current configuration or replaced with a new building, with the intensity of use being driven, in
patt, by the adequacy of surface parking.

Over a very long term, perhaps this area could attract office/R&D (with potential enhanced to the
extent the McLeans development is buiit-out and well-received by the market) or residential, but
would always be a secondary location for these uses. As such, it would likely be unable to
support structured parking, implying a relatively low intensity development, though the
possibility of a denser development supported by structured parking cannot be ruled out.
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Possibly, the relocation of the commuter rail station to this area could improve development

prospects.

Central Palfrey
This is a secondary area with relatively few and small redevelopment opportunities

The lesser appeal of the area for higher end residential, retail, and office uses, combined with
relatively disparate ownership of small parcels, the relatively shallow depth of parcels, and the
requirement that redevelopment accommodate parking, whereas the existing buildings are not
required to do sc, all mean that replacement of existing buildings will be limited.

The traffic flow on Trapelo Road, enhanced by potential developments at Cushing and Waverly,
make this a viable secondary location for retail and other businesses.

Upgrading of the area may occur largely by means of re-tenanting of ground floor space. The
upgrading of the Studio Cinema will increase the area’s attraction and spur a limited amount of
re-leasing of ground floor space to stronger retail/restaurant tenants.

Given the volume of ground floor space in this area between major centers, not all space can be
anticipated to be upgraded. The low rents allow the area to serve as an incubator for retail and
other businesses that might not get an opportunity to start and grow in stronger, higher rent areas.
Similarly, the modest rent apartments provide a resource for a segment of the market that might
otherwise be priced out of Belmont.

While some property owners will upgrade their buildings over time, others may not as the cost of
upgrading may not be supported by a significant enough increase in rents, either for retail or

upper floor residential.

The few redevelopment opportunities that do exist wiil most likely be developed for a mix of

retail and/or residentiai use.

The former gas station at Trapelo and Davis Roads, opposite the Studio Cinema, will likely be
redeveloped for retail or restaurant use. Second floor residential could be included in a
development but this appears less likely as it would decrease the amount of first floor
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commercial space given the need io satisfy parking requirements on a site limited by its
dimensions and the physical and economic impracticality of sub-surface parking.

A site on Flett road at the corner of Trapelo Road could be appropriate for primarily residential
use (either town houses or very basic loft-type units) with retail at the Trapelo frontage.
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Appendix 4: Claritas Demographic Snapshot

Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPFLO RD & CHEURCH §T, BELXIONT, A4, aggregaie
Radius 2: TRAPELO RD & CHURCH ST, BEEAMONT, M4, aggregate
Radius 3: TRAPELO RD & CIHURCEH ST, BELMONT, 314, aggregate

Description

P O{; ul?tkﬁlf

2014 Projection
2009 Estunate
2000 Census
199G Census

Growth 2009-2014
Growth 2000-2009
Growth 1990-2000

2009 Esi. Population by Singile Race Classification

White Alone

Black or African Araertean Alone
American Indian and Alaska Native Alone
Astan Alone

Native Hawaiizn and Other Pacific Islander Alone

Some Other Race Alone
Two or Iore Races

D09 Est. Population Hispamic or Latino by Origin*

Not Hispanic or Latino
Hispanic or Latino:

Mexican

Prerto Rican

Cuban

All Other Hispanic or Latino

2009 Est. Hispanic or Latino by Single Race Class,
White Alone

Black or Afnican Amesican Alone
Amencan Indhan and Alaska Native Alone
Asian Alone

Native Hawainan and Other Pacific Islander Alone

Some Other Race Alonre
Two or More Races

(.06 - 0.50 miles 0.00 - 1.50 miles 0.00 - 3.00 miles

Radius 1 % Radius 2 % Radius 3 %
5.091 40470 179.82%
5,190 40,820 180,508
5.504 41810 182,577
5,836 43,309 184,494
-1.91% -0.86% -032%
-5.70% -2.37% -1.13%
-5.69% -3 46% -1 04%
5.190 40,820 180,508

4462 8597 36,415 89.21 148.011 82.00

13¢ 268 834 204 7509 416

6 012 753 018 335 0.19

448 8.3 2508 614 16433 916

2 004 8§ 002 93  0.05

48 092 276 0.68 gl 21t

85 164 706 173 4313 239
5,190 40.829 180,508

5030 9692 39,705 9727 170,692 94.56

160 3.08 1114 273 9816 544

17 1662 130 1248 1134 1155

42 2625 244 2190 2,198 2239

18 1125 85 163 379 386

84 5250 646 5799 6.105 62.19
160 1,114 2.816

295 5938 731 6562 5291 539G

8 500 40 359 271 276

2 125 9 0381 85 087

4 250 13 117 66 0.67

¢ 000 1 009 35 036

3G 1875 213 19.12 3311 3373

21 1312 e 978 157 Tt
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPELO RE & CHURCH ST, BELMONT, MA, aggregate
Radius 2: TRAPEL.O RD & CHURCH ST, BELMONT, MA, aggregate
Radius 3;: TRAPELO RD & CHURCH 5T, BELMONT, MA, aggregate

Description 0.00 - 0.50 miles .00 - 1.50 miles 0.00 - 5.00 miles
g Radius 1 % Radinus 2 % Radius 3 %
009 Est. Pop. Asian Aloue Race by, Category! 448 21508 16.433
Chinese, except Taiwanese 237 5067 1113 4438 7.100 4321
Filipino 5 112 76 3.03 476 290
Japancse 46 1027 269 1073 1065 648
Asian Indian 80 17.86 4 17.70 3882 2342
Korean 53 11.83 312 1244 1,644 1000
Viemamese 8 179 105 419 736 448
Camboduan 1 62 7 028 110 0.67
Hmong 0 0.00 0 000 5 003
Laobas 1 o 7028 148 091
Thai 6 134 33 132 191 1i&
Other Asian 19 424 126 478 839 i1t
Two or more Asian categories 4 089 23 093 237 148
5.190 10,820 180.508
Pop, Arab &6 127 438 107 1786 099
Pop. Czech 5 010 5 014 370 020
Pop, Danish 2 004 52 014 416 023
Pop. Dutch 36 0.69 189¢ 048 782 043
Pop. Euglishy 304 586 2475 607 10402 576
Pop. French (except Basque) 21 173 810 198 3498 194
Pop. French Canadian 122 2.35 951 13y 4518 250
Pop. German 145 279 1.377 337 6583 3.65
Pop, Greek 171 329 1,148 281 4072 236
Pop. Hungarian I 019 115 028 357 031
Pop, Inish 1044 2012 7991 1958 32739 1814
Pop. Italian 951 18.32 7065 17.31 15,260 1399
Pop, Latlnanan 10 019 152 037 633 035
Pop. United States or Amierican 121 233 1.047 256 5625 312
Pop, Norwegian 4 027 187 046 626 033
Pop. Pohsh 104 200 722177 3317 184
Pop, Portuguese 0 019 187 046 1586 088
Pop. Russian 133 2356 940 130 4779 265
Pap, Scotash & 1.66 656 161 2921 162
Pop, Scotch-Inish 730145 556 136 2263 125
Pap, Slovik 5 010 3¢ 007 150 008
Pop, Subsaharan African 6 012 115 028 1448 080
Pop, Swedish 68 131 441 108 1.800 100
Pop, Swiss 10 019 94 523 368 0.20
Pop, Ukraindan 21 040 141 035 833 046
Pop. Welsh 21 040 117 029 488 027
Pop, West Indian (exc Hisp groups) 30 038 247 061 3005 166
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPELO RD & CHURCH ST, BELMONT, M, aggregate
Radius 2: TRAPELO RD & CHURCH ST, BELMONT, M, aggregate
Radius 3: TRAPELO RD} & CHURCH ST, BELMONT, MA, aggregate

Description 0.00 - 0.50 miles 0.00 - 1.50 miles .00 - 3.00 milkes
e = Radins1 % Radins2 % Radins3 %
2009 Est. Population by Ancesfry
Pop, Other ancestries 895 1724 8,065 19.76 38,132 2112
Pop. Ancestry Unclassified 632 1218 4432 10.86 21.557 1194
2009 Est. Pop Age S+ by Language Spoken At Home 4973 38.885 172,152
Speak Only English at Home 4,019 80.82 30,868 79.38 131,647 76.47
Speak Asian'Pacific Islander Language at Home 236 475 1418 3.65 7.687 447
Speak IndoEuropean Language at Home 600 12.07 5228 13.44 23915 1389
Speak Spanish at Home 50 1.01 837 115 7053 a0
Speak Other Language at Home 67 135 533 137 1,850 1907
5190 40,820 180,508
Adale 2414 4651 19.263 47.19 36317 4782
Female TG 5349 21557 5281 94,191 5218
MaleFeuale Ratio 087 0.89 0.92
5190 10,820 180.508
Ape -4 218 420 1935 474 835 463
Age5-9 235 453 2066 5.05 8919 494
Ape 10-14 253 487 X148 506 060 502
Age 15-17 182 3.51 1463 358 5481 3.04
Apge 18-20 106 193 1,313 322 6291 3149
Age21-24 284 412 1.698 4.16 7931 439
Age25-34 654 12.60 4965 12.16 26804 1485
Apge 35-44 1.028 19.77 6.683 1637 30968 17.16
Aged5-49 462 89 3420 838 14724 3.16
Age 50-54 407  7.54 3243 793 13412 743
Age 55-59 314 605 2914 V.14 11,916 6.60
Apge 60 - 64 270 520 2303 564 9538 528
Age65-74 330 636 3106 7.61 12,680 703
Apge 75-84 313 603 2467 604 645 5.34
Age 85 and over 218 4907 L,102 270 4772 164
Age 16 and over 4421 8518 34167 83.70 ¥5229Y 8437
Age 18 and over 4302 82.89 33213 B81.36 148691 8237
Age 21 and over 4,201 B0 31.90¢ 7815 142400 7889
Age 65 and over 854 1645 6.675 16.35 27,166 15.02
41.20 4323 40.62
42.68 41.91 41.07
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPELO RD & CHURCH ST, BELMOXNT, MA. aggregate
Radius 2: TRAPELO RD & CHURCH ST, BELMONT, MA. aggregate
Radius 3: TRAPELO RD & CHURCH ST, BELAONT, M, aggregate

Description 0.00 - 0.50 miles 0.00 - 1.5¢ miles 0.00 - 3.00 miles
Radius 1 % Radius 2 %5 Radius 3 %
2414 19,263 86,317

111 460 992 515 4381 496

122 505 1,052 546 4552 537

Agel0-14 135 559 1091 566 4608 534
Ape15-17 96 398 722 385 2757 319
Age18-20 54 224 645 335 3271 3m
Age 21 -24 105 435 850 441 3992 462
Age 25-34 320 13.26 2518 13.07 13780 1556
Age35-44 508 2104 3,240 16.82 15,259 1748
Aged5-49 214 886 1.5%0 825 7.052 817
Age 50 - 54 182 754 1497 713 6334 734
Apge55-359 145 6.0t 1.3 698 3.505 6.38
Age 60 - 64 118 489 1030 535 4352 504
Age65-74 137 568 1364 7.08 5538 641
Age75-84 113 446% 98 5.18 3689 427
Age 85 and over 33 220 338 L.70 1356 1.57

09 Est. Median Age, Male 40.19 40.43 38.88

2009 Est. Average Age, Male 40.69 46.17 i9.24

2009 Est. Female Population by Age 2,776 21.557 94,191
Age0-4 107 385 943 437 4075 433
Age5-9 13 407 1.009  4.68 4368 464
Age10- 14 118 4325 1057 490 4453 473
Age15-17 86 3.10 741 3H 2724 289
Age18-20 4 166 668 3.10 3020 3.21
Age21-24 109 393 348 3.93 3.93% 4.18
Age25 - 34 334 1203 2447 1135 13,025 1383
Age35-44 519 18.70 3442 1597 15709 16.68
Aged5-49 248 893 1830 £49 7672 815
Age 50 - 54 225 11 1745 549 7.078  7.51
Age 55-59 169 608 1570 7.28 6410 681
Age 60 - 64 152 548 1272 556 5186  5.51
Age 65 - 74 193 695 1742 808 7160 7.60
AgeT5 - 84 199 7.17 1469 6.81 5956 632
Age 85 and over ) 158 569 774 359 3417 363

2009 Est. Median Age, Female 44.14 4391 1232

2000 Est. Avernge Age, Female 4494 4346 42.74
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPELO RD & CHURCH ST. BELMONT, MA, aggregate
Radius 2: TRAPELO RD & CHURCH ST, BELMONT, 3A, aggregate
Radius 3: TRAPELO RD & CHURCH ST, BELMONT, 3L, aggregate
.00 - §.50 mifey

0.60 - 1.50 miles

0.00 - 3.60 miles

Desteiption ) Radins ¥ “s Rading } % Radins 3 %%
2009 Est. Population Age 15+ by Marital Status® | 4484 34.676 154,172
Total, Never Mamed 1472 3283 12042 3473 58,206 3775
Married, Spouse present 2135 48.06 16790 4242 68.304 4430
Mamed, Spouse absent 149 332 1241 358 6241 405
Widowed 400 892 2429 7.00 10338 684
Diwvorced 308 687 2174 627 10,883 706
Males. Never Masried 716 1597 5910 1704 28947 1878
Previcusly Mamied 181 £ 1256 362 6248 405
Females. Never Married 756 16.86 6132 1768 25358 1898
Previousty Mamed 328 1178 3347 965 15173 984
3,987 30.202 134 469
Less than 9th grade 152 381 1349 447 6.066 451
Some High School, no diploma 206 517 1.541 510 8,509 633
High Schoo! Graduate (or GED) 813 20.39 5735 1859 25852 19.23
Some College. no degree 542 1359 3941 13405 17,400 1294
Associate Degree 136 341 1.741 576 7319 544
Bachelor's Degree 1018 2553 7730 2539 34,590 2572
Master's Degree 704 1766 3131 1699 22417 1667
Profesvienal School Degree 98 497 1521 504 6174 4359
Doxtorate Degree 218 547 1312 501 6,143 457
2014 Projection 22717 16,930 77273
2009 Estumate 2310 16,976 77.08%
2000 Cenisus 430 17,189 77.205
1990 Census 2420 16,858 73.792
Growth 2009-2014 -1.43% -0.27% 0.23%
Growth 2000-2009 -4 55% -124% -G.14%
Growth 1990-2000 0.00% 1.96% +.63%
2009 Est. Households by Household Type 2310 16,976 77.097
Family Households 1,298 35819 10,146 5977 42,179 5471
Nonfamily Hooseholds 1.012 4381 5830 4023 34918 4529
2009 Est. Group Quarters Population 167 1476 6330
48 208 337 199 2946 382
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPELO RD & CHURCH ST, BELMONT, MA, aggregate
Radius 2: TRAPELQ RD & CHURCH ST, BELMONT, M., aggregate
Radius 3: TRAPELO RO & CHURCH ST, BELMONT, M4, aggregate

Description

2009 Est. Households by Hotseliold Tacoms
Tucome Less than $15,000
Income $15,000 - $24 999
Income $25.000 - $34.999
Income $35,000 - $49,999
Tncome $50,000 - $74.999
Income $75,000 - $99.999
Income 3100.000 - $149 999
Income $150,000 - $249,999
Income $250,000 - $453 559
income $500,000 and more

(09 Est. Average Household Income

(09 Est. Per Capita Income

2009 Est. Median Household Income

9 Est. Household Type, Presence Own Children*

Single Male Householder

Single Female Householder
Married-Couple Family. own children
Mamed-Couple Family, no own cluldren
Male Householder. own children

Male Householder, no own chaldren
Female Householder, own children
Female Householder, no own children
Nonfamily. Male Householder
Nonfarmly, Female Householder

2009 Est. Households by Honsehold Size*

1-petson household
2-person household
3-person household
d-person household
5-person household
G-person household
7 or more person household

2009 Est. Average Housebold Size

0.09 - 0.5 miles 0.00 - 1.5¢ miles 0.00 - 3.00 miles

Radius 1 % Radins 2 % Radius 3 25
2310 16.976 77.097

198 857 1239 730 6.240 B.09

136 589 1,101 649 5179 672

176 762 1067 629 5175 67t

1% 340 1686 ©93 8056 1045

383 1658 3673 1573 13,129 17.03

385 1667 2372 1397 10.834 1405

352 2390 3573 2106 15192 19.71

220 982 2203 1298 9216 1195

4 190 671 385 2634 342

22 095 389 129 1442 187
$91.381 $107.491 $160.521
$79437 382,612 $76,777
$41.955 $45,254 $43.578
2310 16.976 71097

271 1173 1,752 10.32 S480 12.30

514 2238 3354 1976 16292 2113

413 1788 3460 20.38 13757 17.84

564 2442 4,604 27.12 18,897 2453

26 113 135 0.80 650 084

54 23 373 220 1698 220

110 476 611 360 3.060 397

132 571 93 567 41315 534

92 398 §14 480 4577 594

135 584 909 535 4569 593
2310 16,976 71097

785 3398 5106 30.08 3577 3343

817 3537 5965 3514 25882 3357

366 1584 2768 1631 12.094 15.69

23¢ 1035 2092 1232 8648 1122

4 32 744 438 3212 417

23 100 234 138 1057 137

5 622 §7 039 431 056
217 232 126
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPELO RD & CHURCH ST, BELMONT, MA, aggregate
Radius 2: TRAPELO RD & CHURCH ST, BELMONT, M4, aggregate
Radius 3: TRAPELO RD & CHURCH ST. BELMOXT, M4, aggregate

Description 0.00 - 0.50 miles 0.00 - 1.50 miles .04 - 3.00 miles
) - i Radius 1 % Radius 2 % Radinus 3 %
2009 Est. Households by Presence of People* 2310 16.976 77.097

Househelds with 1 or more People under Age 18:

Mamed-Couple Family 423 1831 3.549 0%t 14166 1837

Other Fanuly, Male Houscholder 36 130 171 L0 816 1.06

Other Fannly, Female Householder 122 528 674 397 3437 448

Nonfanuly, Male Householder 2 0.09 12 0.07 67 009

Nonfammly, Femate Householder I 0M 8 003 32 005
Households no People under Age 18;

Married-Couple Family 554 2398 4.514 2659 18.489 2398

Other Fanuly. Male Householder 50 218 339 200 1533 199

Other Family, Female Householder 120 519 W00 530 3739 485

Nonfanuly, Male Householder 362 1567 2554 1504 13991 1815

Nonfamily, Female Householder 648 28.05 4355 250¢ 20.822 374G
2210 16,976 77,097

No Vehicles 311000 1,285 757 8524 1106

1 Vehicle 1.081 46.80 7.007 41.28 33.600 4338

2 Vehicles 848 36.71 6899 4nb¢ 27495 3566

3 Vehacles g 511 1.38% 815 3741 745

4 Vehicles 25 108 326 192 1233 160

3 or more Vehicles 7 030 75 44 504 065

2009 Est. Average Number of V - 1.42 1.57 148

2014 Projection 1,280 10,084 42,142
2009 Estimate 1.298 10,146 42.179
2000 Census 1.360 10,343 42485
1990 Census 1.408 10,670 43,026
Growth 2009-2014 -1.39% -0.61% -0.09%
Growth 2000-2009 4 56% -1.90% 0.72%
Growth 1990-2000 -3.41% -3.06% -1.26%
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPELO RD & CHURCH ST, BELMONT, MA, aggregate
Radius 1: TRAPELO RD & CHURCH ST, BELMONT, MA, aggregate
Radius 3: TRAPELO RD & CHURCH ST, BELMONT, AL, aggregate

Description

2009 Est. Family Households by Household Income
Income Less than $15,000
Income $15.000 - $24.999
Income $25.000 - $34.999
Income $35.000 - $49.999
Income $50,000 - $74,999
Income $75.000 - $99 999
Income $100,000 - $149 999
Income $150.000 - $249.999
Income $250,000 - $499,999
Income $500,000 and more

2009 Esi. Average Family Household Income
2009 Est. Median Family Household Iucome
2009 Est. Families by Poverty Status*

Income At or Above Poverty Level:
Married-Couple Family. own children
Married-Couple Family. no own chaldren
Male Householder. own children
Male Householder, no own children
Female Householder, own children
Female Houscholder, no own children

Income Below Poverty Level:
WMarried-Couple Family. own children
Mamed-Couple Family, no own children
Male Householder. own children
Male Householder. no own children
Female Householder, own children
Female Householder, no own children

2009 Est. Pop Age 16+ by Employment Status*

In Armed Forees
Civihan - Employed
Civihian - Unemploved
Not m Labor Foece

0.00 - 0.50 miles 0.00 - 1.50 miles 0.00 - 3.00 miles

Radius 1 % Radins 2 % Radius 3 %
1.298 10,146 42.179

37 28 337 332 1519 360

36 277 33 334 1.666 395

80 6.6 445 439 2009 47

4t 470 733 122 3227 765

26 1741 1,591 1568 6,918 16.40

312 16.33 1.563 1541 5582 1560

414 3190 2470 2434 16,214 2422

171 1317 1.736 3711 6746 1599

40 308 598 589 2,143 508

19 146 335 330 1.154 274
$113,726 $130,732 $123.579
$99472 $101.335 $96.8328
1.298 10146 42.179

411 31.66 3.592 3540 13,957 33.09

532 4253 4316 4248 17975 42.62

3 216 132 138 719 L7

4 370 344 339 1346 319

83 639 545 537 2859 6.30

i33 1025 815 B.03 3674 871

4 031 31 089 359  0.8a

9 069 81 080 364 086

3 013 28 028 216 0351

g 000 6 006 68 €16

4 185 136 1.34 622 147

3 023 7% 0718 20 052
4421 34,167 132,291

0 000 12 004 8% 0.06

3045 68388 22512 6589 102,103 6704

82 1.85 580 1.70 3950 1.94

1294 2927 11,065 3238 47.154 3096
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPFLO RD & CEURCH 5T, BELMONT, M4, aggregate
Radius 2: TRAPELO RD & CHURCH ST, BELMONT, MA, aggregate
Radius 3: TRAPELO RD & CHURCH ST, BELMONT, MA, szgregaic

- i - 1.50 mi 0.00 - 3.00 mile
Description 0.06 - 0.50 miles 0.00 - 1.50 miles s

Radius 1 % Radius 2 % Radius 3 %
2009 Est. Civ Employed Pop 16+ Class of Worker* 3,045 28512 102,103
For-Profir Private Workers 1,767 58.03 13,923 61.85 65.390 6424
Non-Profit Private Workers 621 20.39 3953 1756 17429 1707
Local Government Workers 232 7.62 1534 46381 6.265 6.14
State Government Workers 1327 433 832 3m 3,539 347
Federal Government Workers 67 220 w8 L77 1748 171
Self-Emp Workers 225 139 1835 815 7349 720
Unpaid Family Workers 0 000 37 016 183 0.1%
2009 Est. Civ Employed Pop 16+ by Occupation* 3.045 22512 102,103
Management, Busmess, and Financial Operations 602 1377 517 2297 21143 2071
Professional and Related Occupations 1,250 41.05 8351 37.10 37.138 3637
Service 299 982 1941 862 10,414 1020
Sales and Office 634 2082 5011 2226 23.145 2267
Fammmg, Fishing, and Forestry ¢ 000 11 005 62 006
Construction. Extraction and Maintenance 145 476 554 424 4324 433
Production, Transportation and Matersal Moving 114 374 1673 47 5876 5715
009 Est. Pop 16+ by Occupation Classification*® 3.045 22,512 102,103
Blue Coliar 358 851 2038 9.0t 16200 999
White Collar 2487 B1.67 18533 8232 81402 7973
Service and Farm 289 982 1.952  8.67 10,501 10.28
2009 Est. Workers Age 16+, Transportation To Wark* 3.028 22,267 100,570
Drove Alooe 2034 6722 15723 7061 67,602 6722
Car Pooled 364 12.03 1883 891 8.361 831
Public Transportation 399 1319 2611 1173 15,167 15.08
Walked & 192 670 3.01 3305 388
Motorcycle 0 000 g 000 15 0
Bicycle 3 030 97 044 846 0384
Other Means 18 059 138 045 534 GS3
Worked at Home 146 482 1081 4385 137 411
2009 Est. Workers Age 16+ by Travel Time to Work® 3 851 21,185 96433
Legs than 15 Minutes 587 2037 43803 2267 20614 2138
15 - 29 Minutes 1025 3558 7802 3683 35807 37.13
30 - 44 Mimutes TI® AT 04 5692 2687 25818 2677
45 - 59 Minutes 287 995 1800 850 8971 930
60 or mose Mmutes 03 70S 1,088 514 5222 542
30.03 28.21 28.81
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPELO RD & CHURCH ST, BELMONT, DA, aggregate
Radius 2: TRAPELO RD & CHURCH ST, BELMONT, MA, aggregate
Radius 3: TRAPFLO RD & CHURCH ST, BELMONT, MA, aggregate

Description

émﬁﬂﬁwﬁcmﬁédﬂﬁgﬁﬁm

COwoer Occupred
Renter Occupied

008 Occ Housing Unifs, Avg Length of Residence
M2 Est. All Owner-Occupied Housing Values

Value Less than $20,000
Value $20.000 - $39 999
Value $40,000 - $59,999
Value $60,000 - $79,999
Value $80.000 - $99.999
Value $100.000 - $149.999
Value $150,000 - $199,999
Value $200.000 - $299.999
Value $300.000 - $399.999
Value $400.000 - $496 93
Value $500,000 - $749,999
Value $750.000 - $99%.999
Value $1.006,000 or more

009 Est. Median All Owner-Occupied Housing Value

2009 Est. Housing Units by Unis in Structure®
1 Unit Attached
1 Unzt Detached
2 Units
310 19 Umts
20 10 49 Units
50 or More Units
Mobile Home or Trailer
Boat, RV, Van, et

0.00 - 0.50 miles 0.00 - 1.50 miles 0.00 - 3.00 miles

Radius I % Radins 2 % Radins 3 %
2310 16,976 77,097

1,070 4632 9982 5830 38431 4985

1240 53.68 6994 4120 38.665 50.15
11 11 10
1.070 9,982 38431

0 008 4 004 32 C08

0 000 9 0.09 91 024

o 000 24 024 S0 023

8 075 10 Q.10 50 013

0 000 3 003 28 047

2 015 17 017 339 088

1 093 135 135 764 199

95 8.88 3r 732 3953 10.29

301 2813 2190 2194 7.608 1980

265 2477 2079 20383 7720 20.09

326 3075 3360 3366 12486 3249

45 421 370 9.72 3297 838

17 159 450 451 1973 513
$4-45,301 $489.832 $481.001
2419 17 475 79.995

155 641 787 450 3710 464

501 2071 7251 4149 25760 3220

1.213 5014 6.190 3542 23,635 2935

436 1802 2068 1183 17903 22138

66 273 448 256 3271 409

47 194 698 399 5633 704

0 000 32 0.18 75 009

0 0060 0 0060 8§ 001
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Pop-Facts: Demographic Snapshot Report

Radius 1: TRAPELO RD & CHURCH ST, BELMONT. MaA, aggregate
Radius 2: TRAPELO RD & CHURCH ST, BELMONT, M. aggregate
Radius 3: TRAPELO RD & CHURCH ST, BELMONT, MA, aggregate

Description 0.00 - 0.50 miles 0.00 - 1.5¢ miles 0.00 - 3.00 miles
S - Radius 1 % Radins 2 % Radins 3 %
I9°E ousing Yuits by Yex uriure Buill 2419 17475 79.995

Housing Units Built 1999 to 2009 63 260 710 406 4170 521
Housing Unst Bmlt 1995 to 1998 6 025 17 067 1,128 141
Housing Unit Built 1990 10 1994 16 0.66 255 146 1,221 153
Housmg Unst Bualt 1980 to 1989 24 099 651 373 3419 427
Housing Unit Built 1370 to 1979 134 637 973 557 6.718 840
Houstng Unst Built 1960 to 1969 220 909 1291 738 7878 985
Housing Uit Built 1950 10 1959 299 1236 2653 1518 .68 1211
Housing Unit Busk 1940 1o 1949 32t 1327 2370 1356 8382 1048
Housmg Unit Built 1939 or Earlier 1316 5440 8455 4838 37.394 4575

20019 Est. Median Year Structure Buill ** 1939 1941 1943

*In contrast to Clanitas Demographic Estimates, "smoothed” data items are Census 2000 tables made consistent with cusrent vear
estimated and 5 year projected base counts,

**1939 will appear when at Ieast half of the Housing Uhits in this reports area were built in 1939 or earlier.
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Pop-Facts: Demographic Snapshot Repeort

Appendix: Area Listing

Area Name:
Type: Radius 1 Reperting Detail: Aggregate Reporting Level:  Block Group
Radius Definition:
TRAPELO RD & CHURCH &7 LatitudeLongitude 42387500 -71.189800
Radius 000 - 050
Area Name:
Tvpe: Radius 3 Reporting Detail: Aggregate Reporting Level: Block Group
Radius Definition:
TRAPELO RD & CHURCH ST LatitudeLongitude 42.387500 -71.189800
Radius 000 - 150
Area Name:
Tvpe: Radius 3 Reporting Detail: Aggrepate Reporting Level: Block Group

Radius Definition:

TRAPELO RD & CHURCH ST

Latitude/Longitude 42287500 -71.189800
Radsus 006 - 3.00
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Appendix 5: Claritas Gap Analysis

RMPF Opportunity Gap - Retail Stores

Radius 1: TRAPFLO RD & CHURCH ST. BELMONT, MA, 0.00 - 0,56 Miles, Total

2009 Demand 2009 Supply Opportuanity

Retail Stores {Consumer Expanditures) (Refail Sales) Gap/Sarplus
Total Retail Sales Incl Eating and Drinking Places 99,505.399 29,880,295 G9.625,104
Motor Vehicle and Parts Dealers-441 14274623 9734539 4,540,084
Auptomotive Deaters-4411 12,294 238 9,615,000 2.679238
Other Motor Vehicle Dealers-4412 771.405 0 TTL.A05
Awomohve Parts/Accses, Tire Stores-$413 1.208.980 119,539 1.089 441
Fumture and Home Furmnishings Stores-442 2,283,729 612,882 1,670,847
Fumiture Stores-4421 1.282.705 0 1,282.705
Home Fumishing Stores-4422 1,001,024 612 882 388,142
Electromes and Appliance Stores—443 2,534,232 116,553 2417.679
Appliances, TVs, Electronics Stores—44311 1,865,245 25.130 1.838.813
Household Appliances Stores-443111 398,462 [ 398,462
Radio, Television. Electronics Stores—443112 1.465 481 25130 1.440 351
Computer and Software Stores-44312 551,692 91,423 460.269
Camers and Photographic Equipment Stores-34313 118.597 0 118.597
Building Material, Garden Equip Stores -444 9.721.044 38538 9.682.506
Building Material and Supply Dealers-4441 8,884,681 i5113 8.868.568
Home Centers-44411 3.710.904 0 3710904
Paint and Wallpaper Stores-44412 189.124 ] 189,124
Hardware Stores—-4413 768.547 0 768547
Other Building Maserials Dealers—<44419 4.216,108 16,113 4,199,935
Building Materials, Lumberyards-<444191 1.651,100 6.304 1.644.796
Lawn, Garden Equipment Supplies Stores-4442 836.363 22424 §13.93%
Outdoor Power Equipment Stores-44421 121.685 Y 121.685
Nursery and Garden Centers-44422 14677 22424 682.253
Food and Beverage Stores-445 12,866,694 1,151.208 11715486
Grocery Stores-3451 11.639.031 1,138,625 10.500.405
Supermazkets, Grocery (Ex Conv) Stores-44511 11058486 0 11,058,486
Conventence Stores—$4512 580,545 1,138,625 {558.080)
Specialty Food Stores-4452 349339 0 349 339
Beer, Wine and Liquor Stores-4453 878.325 12,583 865,742
Health and Persomal Care Stores-446 5.002.626 2.776.590 2,226.036
Pharmancies and Drug Stores-44611 4,287,980 1,776,590 1,511,390
Cosmetics. Beauty Supplies. Perfume Stores—$4612 176.134 ] 176.134
Optical Goods Ssores44613 220,115 [\ 220115
Other Health aad Personal Care Stores—44619 318,397 i} 318.397
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RMP Opportunity Gap - Retail Stores

Radius I: TRAPELO RD & CHURCH ST, BELMONT, MA, 0.00 - 0.50 Miles, Total

2009 Demand 2009 Supply Opportunity

Retail Stores (Consumer Expenditures) (Retail Sales) Gap/Surphus
Gasoline Stations—447 10.889,221 5.750,981 5138240
Gasoline Stations With Conv Stores-44711 8.072 366 217,842 7.854.524
Other Gasoline Stattons-44719 2.816.855 5523132 {2.716.284)
Clnthung and Clothing Acvessories Stores-448 4$.973.629 23751 4949878
Clothing Stores-4481 3,546,091 18,475 3.526.616
Men's Clothing Stores-44811 237.469 0 237.469
Women's Clothing Stores-44812 901.052 0 901,052
Childrens, Infants Clothing Stores-$4813 166,520 0 166.520
Famly Clothng Stores-44814 1,915,949 g 1.915949
Clothing Accessories Stores-$4815 88.530 0 88.530
Other Clothing Stores-44819 236,571 19475 217,096
Shoe Stores4482 619.576 0 619.576
Jewelry, Luggage, Leather Goods Stores-4483 807,962 4276 803,686
Jewelry Stores—14831 751.290 4.276 747.014
Luggage and Leather Goods Stores-44832 56,671 ] $6.671
Spostng Goods. Hobby, Book, Music Stores-451 2,052,458 3,480,202 {1.427,734)
Sportng Goods, Hobby, Musical Inst Stores-4311 13851 3.480.202 2.095.078)
Sporting Goods Stores45111 714,757 3,125,306 (2.410.549)
Hobbv. Toys and Games Stores-45112 433.216 ] 433.216
Sew/Needlework/Piece Goods Stores-45113 98,778 0 98,778
Musical Instrument 20d Supplies Stores-45114 138.373 354,895 {216.522)
Baok, Periodical and Music Stores4512 467,354 ¢ 667,334
Book Stores and News Dealers-45121 468,530 0 469.530
Book Stores-451211 446,820 1] 446,820
News Dealers and Newsstands-451712 22711 0 22711
Presecorded Tapes, CDs. Record Stores-45122 197.803 0 197.803
General Merchandise Stores-452 13.296.213 95,815 13,200,398
Department Stores Excl Leased Depts-4521 6,578.677 0 5.578.677
Other General Merchandise Stoses-4529 6,717,536 95,815 6,621,721
Miscellaneous Store Retailers453 2392333 257.874 3134459
Florists-4531 180,450 59.693 120.757
Office Supplies. Stationery. Gift Stores-4532 1,105.247 96.905 1008332
Office Supplies and Stationery Stores—45321 631,815 72,162 559,653
Gift. Novelty and Souvenir Stores-45322 473.432 24.744 418688
Used Merchandise Stores-4533 240220 50979 189241
Other Miscellaneous Store Retailers-4539 866,416 50.297 816.119
Non-Sture Retailers-454 7.740,531 1,037,499 6.703.032
Foodservice and Drinking Plares-722 11.478.066 4.803.864 6.674.202
Full-Service Restanants-7221 5172937 1,260,708 3912229
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RMP Opportunity Gap - Retail Stores

Radius 1: TRAPELO RD & CHURCH ST, BELMONT, MA 0.00 - 0.50 Miles, Total

2009 Demand 2009 Supply Opportunity

Retail Stotes (Consumer Expenditures) (Retail Sales) Gap/Surplus
Limited-Service Eating Places-7222 4.764.830 3.215.786 1.549.044
Special Foodservices-7223 959,443 3273701 632,072
Drinking Places -Alcoholic Beverages-7224 580.856 0 580,856
GAFO * 26.245,508 4426.108 21.819.400
General Merchandise Stores-452 13.296.213 95815 13,200,398
Clothing and Clothing Accessonies Stores—448 4.973.629 23751 4.949.878
Fumtture and Home Furmshings Stores-442 2,283,729 612,882 1,670,847
Electronzcs and Appliance Stores-443 2534232 116,553 2.417.679
Sporting Goods. Hobby, Book. Music Stares-451 2,052,458 3,480,202 {1.427.744)
Office Supplias. Stationery. Gift Stores-4532 1.105.247 96.905 1.068.342
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RMP Opportunity Gap - Retail Stores

Radius I: TRAPELQ RD & CHURCH ST. BELMONT, MA. 0.00 - 1,50 Miles. Total

2009 Demand 2009 Supply Opportunity
Retail Stores (Consumer Expenditures) {Retail Sales) Gap/Surplus

Total Retail Sales Incl Eating and Drinking Places 801.275.394 413,690,084 387585310
Motor Vehicle and Parts Dealers-441 119.399.353 42919.799 76 479.554
Automotive Dealers-4411 102,332,991 38,990,355 63,342,636
Other Motor Vehicle Dealers-4412 7.363.642 644,534 6.719.108
Automotive Parts/Accsrs. Trre Stores-3413 9,702,719 3.284 911 6.417.808
Fumuture and Home Fumsshings Stores-442 19,139,391 5,740,505 13,398,886
Fumiture Stores—H421 10663512 2. 988.565 7674947
Home Fumnishing Stores-4422 8475879 2,751,940 5,723,939
Electromes and Appliance Stores-443 20,397.513 4.113,053 16,284 460
Apphiances. TVs. Electronics Stores-44311 15.057.413 2,268.326 12.789.087
Household Appliances Stores-443111 3,286,559 5172227 2,769,332

Radio. Television. Electronics Stores—443112 11.770.853 1751 039 10.019.754
Computer and Software Stores—44312 4,400,060 933,253 3.466.807
Camera and Photographic Equipment Stores—44313 940,041 1475 28.566
Building Material, Garden Equip Stores 444 84.301.336 49,343 ¥05 34957.531
Building Matenal and Supply Dealers-4441 77235232 48,628 596 28,606,636
Home Centers-44411 32.137.578 1] 333371578

Paint and Wallpaper Stores-44412 1.753,185 1,915,843 (162,658)
Hardware Stores-44413 §.605.796 713,111 5952.685

Other Building Matenials Dealars-44419 36,678,673 45,999,641 (9.320,968)
Butlding Materials. Lumbervards—$44191 14354761 17.995.73% {3 640,978

Lawn, Garden Equipment Supphes Stores-4442 7.066,105 715,209 6,350,896
Qutdoor Power Equipment Stores-44421 1.040.032 382.514 $57.518
Nursery and Garden Centers—$4422 6,026,073 332,695 5,693,378

Food and Beverage Stores-445 100,514,659 72.206,144 28.308,515
Grocery Stores—-4451 50.899.284 56,104,349 34.794.935
Supermarkets, Grocery (Ex Conv) Stores-44511 86,417.329 50,357,701 36,059,628
Conventence Stores-44512 4,481,955 3.746.648 11.264.693)
Specialty Food Stores 4452 2723453 12,034 334 {9.310.881)
Beer. Wine and Liquor Stores-3453 6,891 932 4.067.461 2.824461
Health and Personal Care Stores-446 39.744 253 34.717 464 (149732115
Pharmancics and Drug Stores-44611 34.057,782 49 383,023 {15.325.241)
Cosmetics. Beauty Supplies, Perfume Stores—44612 1.398.387 1,047,633 350,754
Optical Goods Stores-44613 1,761,158 225949 1,535209
Qther Health and Personal Care Stores-44619 2.526.926 4.060.860 {1.533.934)
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RMP Opportunity Gap - Retail Stores

Radius 2: TRAPELO RD & CHURCH ST, BELMONT, MA. 0.00 - 1.50 MEles, Total

2602 Demand 2009 Supply Opportunity

Retail Stores (Consumner Expenditures) (Retail Sales) Gap/Surplus
Gasoline Stztions-447 84.037.709 38.566.317 45471.392
Gasoline Stations With Conv Stores-44711 62,207,626 17,092,438 45,115,188
Other Gasoline Stations-44719 21.830.083 21473879 356.204
Clothing and Clothing Accessories Stores—348 40,428.085 5.403.630 35.024.455
Clothing Storre 4481 28698279 3,625,485 25072794
Men's Clothing Stores-$4811 1.924.278 303,908 1,620.370
Women's Clothing Stores-44812 7,270,454 1,568,227 5,702.227
Childrens, Infants C lothing Stores-44813 1.363.083 91.640 1.271.445
Family Clothing Stores44814 15,515,192 965.633 14,549,559
Clothing Accessories Stores-4481% 717.628 74479 643.149
Other Clothing Stores-44819 1,907,642 621,598 1,286,044
Shoe Stores—4482 4,995,544 226.745 4.768.799
Jewelry. Luggage, Leather Goods Stores-4483 6,734,263 1,551,399 5182864
Jewelry Stores-44831 6385942 1.551,399 4.735.543
Luggage and Leather Goods Stores-44832 447321 0 447 321
Sposting Goods, Hobby, Book, Music Stores-451 16928927 7,740,402 9,188,525
Sportng Goods, Hobby. Musical Inst Stores4511 11.450.343 5991718 5458625
Sportmg Goods Stores-#5111 5,956,112 3,686,972 2,269,140
Hebby: Toys and Games Stores—35112 3538362 1.002 966 2.335.596
Sew/Necdlework/Piece Goods Stores45113 812,103 0 812,103
Musical Instroment and Supplies Stores-45114 1.143 566 1.301.78G {153.214)
Book, Persodical and Music Stores-43512 5478584 1,748,684 3.729.900
Book Stores and News Dealers-45121 3.859917 948,363 2.911.554
Book Stores-$51211 3681328 948 363 2732965
News Dealers and Newsstands-451212 178,589 1] 178.589
Prerecorded Tapes, CDs. Record Stores-45122 1.618,667 800,321 818346
General Merchandise Stores-452 106938,523 26.892.510 80,046,013
Departmient Stores Exc] Leased Depts-4521 53.327.287 23.387.606 29939681
Other General Merchandise Stores-4529 53,611,236 3,504,904 50,106,332
Miscellaneous Store Retailers<453 18010752 5.388.100 13.732.652
Florists-4531 1,524.998 1,254,382 270.616
Office Supplies. Stationery. Gift Stores-4532 8758260 1.843.393 6.914.867
Office Supplies and Stationery Stores-45321 4994 587 458,841 4,535.746
Gaft, Novelty and Souvenir Stores-45322 3.763.673 £.384.552 2379121
Used Merchandise Stores-4533 1,944 099 281464 1,662,635
Other Miscellanecus Store Retailers—1539 6.783.395 1.908.861 4874534
Non-Store Retailers454 61,669,091 55218 444 6,450,647
Foodservice and Drinking Places-722 88.765.801 45539.911 43 225890
Full-Service Restaurants-722% 40.072 828 14,622 956 25 449 872
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RMP Opportunity Gap - Retail Stores

Radius 2: TRAPELO RD & CHURCH ST, BELMONT, MA, 0.00 - 1.30 Miles, Total

1009 Demand 2009 Sapply Opportunity

Retail Stores (Consumer Expenditures) (Retail Sales) Gap/Surplus
Limired-Service Eating Places-7222 36,684.56% 23.600.836 13.083 733
Special Foodservices-7223 7,402,763 3638177 3.764.586
Drinking Places -Alcoholic Beverages-7224 4.605.641 3.677943 927,698
GAFQ * 212.590.700 51.733493 160,857 207
General Merchandise Stores-452 106,938,523 26,892,510 80,046,013
Clothing and Clothing Accessories Stores-448 40.428.085 5:403.630 35.024.455
Fumiture and Home Furmshings Stores-442 19,139,391 5.740,505 13,398 886
Electronics and Appliance Stores-443 20.397.513 4.113.053 16.284.460
Sporting Goods, Hobby, Book, Music Stares-451 16,928,927 7,740 402 9,188,525
Office Supplies. Stationery. Gift Stores-4532 8,758.260 1.843.393 6.914.867
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RMPF Opportunity Gap - Retail Stores

Radius 3: TRAPELO RD & CHURCH ST, BELMONT, MA, 0.00 - 3.06 Miles, Total

2009 Demand 2069 Supphy Opportunity

Retail Stores (Consumer Expenditures) {Retail Sales) Gap/Surplus
Total Retail Sales Incl Eating and Drinking Places 3477.053.733 2354311765 1.122,741.968
Motor Vehicle and Panis Dealers-441 519.233.298 | +46.717.785 72,515,513
Automotive Dealers-4411 445,663 425 406,456,120 39,207,305
Other Motor Vehicle Dealers-4412 31.247.325 10.547.802 20299523
Automotive Parts/Accsrs, Tire Stores-44173 42322 548 29,313,863 13,008.685
Farmture and Home Fumnishings Stores-442 80.944.078 43.045,239 37,898,839
Fumiture Stores-$421 45,478,762 24.184.325 21.294.437
Home Furmnsshing Stoces-4422 35,465,315 18,860,914 16,604,401
Electronics and Appliance Stores-443 89,350,614 70,315,955 19,034,659
Appliances, TV's, Electronics Stores—4431 1 65.838.430 27.804.812 38,033.618
Household Apphiances Stores-443111 13,939 468 4,403,130 9,536,338
Radio. Television, Electronics Stores—443112 51.898.962 23.401.682 28,497,280
Computer and Software Stores 44312 19.449.124 26,772,313 {7.321,189)
Camera and Photographic Equipment Stores-$4313 + 083,060 15,738,830 {11.675.770)
Building Matenial. Garden Equip Stores -444 342433065 253.918,256 88,515,709
Building Material and Supply Dealers4441 313.036,705 245,523,828 63,512.877
Home Ceniers-44441 131.033.632 86478.358 44555374
Pamnt and Wallpaper Stores—44412 6,870,399 8,360,675 {1.490.276)
Hardware Stores-44413 27.314.356 12.860.369 14.453.987
Other Building Materzals Dealers-44419 147818318 141,824 426 5.993.892
Building Materials, Lumberyards-<444191 57.638.925 55.483.810 2.155115
Lawn, Garden Equipment, Supplies Stores-4442 29,397 260 4.394.429 25,002,831
Outdoor Power Equipment Stores-44421 4.309.561 1,445,682 3853879
Nursery and Garden Centers-44422 25,087.699 2.948.747 22138952
Food and Beverage Stores-445 440,886,233 485401 423 {44,513.190)
Grocety Stoves-4451 398.469.214 421404030 (22.934 816
Supermarkets, Giovcery {Ex Conv) Stores-44511 378.637.89¢ 396,047 904 {17,410,008)
Conventence Stores-44512 19.831.317 25.356,126 (5.524.809)
Specialty Food Stores-4452 11.961.293 15802121 (3,840, 828)
Beer, Wine and Liquor Stores-44353 30.455.727 48.195271 {17.739 344)
Health and Personal Care Stores-446 170.605.898 234,684,481 (64.078.583)
Pharmancies and Drog Stores—44611 146,186.939 217,493.476 {71.306.537)
Cosmetics, Beauty Supplics. Perfume Stores—$4612 5,982.616 3.843 568 2.139.048
Optical Goods Stores-44613 7,601,639 3,455,686 4,145,953
Other Health and Personal Care Stores-44619 10.834.704 9.891 751 942,953
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RMP Opportunity Gap - Retail Stores

Radius 3: TRAPELG RD & CHURCH ST, BELMONT, MA, 0.00 - 3.60 Miles, Total

2009 Demand 2008 Supply Opportunity
Retail Stores (Consumer Expeaditures) (Retail Sales) Gap/Surplus

Gasoline Stations—447 372.108.531 130,102.187 242.006.344
Gasoline Stations With Conv Stores-44711 275,649,985 53,249,699 222,400,286
Other Gasoline Stations-44719 96,458,546 76,852 488 19,606,058
Clothing and Clothing Accessories Stores-448 175.985.012 61.634.536 115.350.476
Clothing Stores-4481 125,629,059 35.960.443 89.668 616
Men's Clothing Stores-44811 8.513.142 1.645.622 6.867.520
Women's Clothmg Stores-44812 31,804.422 14,126.387 17,678,035
Childrene. Infaots Clothing Stores-44813 5,876,581 1.856.738 3979843
Family Clothing Stores-44814 67,956,495 12,272,876 55,683,619
Clothing Accessories Stores-44815 3.138.193 233,397 2,904,796
Other Clothing Stoses-44819 8,340,225 5,785,423 2,554,802
Shoe Stores-4482 22.078.751 8.945.601 13.133.150
Jewelry. Luggage, Leather Goods Stores-4483 29,277,202 16.728, 492 12,548,710
Jewelry Stores-14831 27.325.261 15.565.748 11.759.513
Luggage and Leather Goods Stores-44832 1,951,941 1,162,744 789,197
Sporting Goods, Hobby, Book, Music Stoges-#51 73,550,059 53,644 355 19,945,704
Sportng Goods. Hobby. Musical Tost Stores-4511 48319327 35.647.037 13.672.290
Sporting Goods Stores45111 25,384,515 22.206.973 3177542
Hobbv, Toys and Games Stores-45112 15.419.802 £.107.138 9.312.654
Sew/Needlework/Piece Goods Stores-45113 3473429 862.524 2,610905
Musical Instrument and Supphies Stores-45114 5040 58T 6,470,402 (1.428.820)
Book, Peniodical and Music Stores-4512 24270732 17,997,318 6273414
Book Stores and News Dealers-§5121 17.116.978 6.190.647 10,926,331
Book Siores-451211 16,334,008 5,713,144 10,620,864
News Dealers and Newsstands—451212 782,970 477,503 3054067
Prerecorded Tapes. CDs. Record Stores-45122 7,153,754 11,806,671 85297
General Merchandise Stores-452 464,310,393 90.962 325 373.348.068
Department Stores Excl Leased Depis-4521 231.135.737 82.844.884 148.290.853
Other General Merchandise Stares-4529 233,174,656 8,117,441 225,057,215
Miscellaneous Store Retatlers-453 82,565,510 49,940,037 32.625.473
Florists-4531 6,336,217 £3870.318 {2.534.101)
Office Supplies. Stationery. Gift Stores4532 32.149.113 20,190,596 17.958.517
Office Supplies and Stationery Stores-45321 21771713 14,016,753 7.754.960
Gift. Novelty and Souvenir Storss-45322 16.377.399 6.173.843 10.203.556
Used Merchandise Stores-4533 8.457.648 2,835,180 5,622,468
Other Miscellaneous Store Retailers-4539 29,622,532 18,043,942 £1.578.590
Non-Store Retaslers-454 268 662.694 148.301.624 120,361,070
Foodservice and Drinking Places-722 395377448 2B5.643.563 109.733.885
Full-Sesvice Restaurants-7221 178,489,332 140,386,599 38,102.733
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RMP Opportunity Gap - Retail Stores

Radius 3: TRAPELO RD & CHURCH ST, BELMONT, A4, 0.00 - 3.00 Miles, Total

2009 Demand 2609 Supply Opportunity

Refail Stores (Consumer Expenditares) (Retail Salesz Gap/Sarplas
Limited-Service Eating Places-7222 163 446 757 125653481 37.793.276
Special Foodservces-7223 32,963,134 13,473,566 19,489,568
Drinking Places -Aleobolic Beverages-7224 20.478.225 6.129.918 14,348,307
GAFO * 923.329.268 339,793,005 583,536 261
General Merchandise Stores-452 464,310.393 90.962,325 373,348.068
Clothing and Clothing Accessories Stores-448 176.985.012 61.634.536 115.350.476
Fumstere and Home Furmshings Stores-442 80,944,078 43,045,239 37.898,839
Electronics and Appliance Stores-443 89.350.614 70.315.955 19,034,659
Sporting Goods, Hobby, Book, Music Stores-451 73.590,055 53.644,355 19.945,704
Office Supplies, Stationery. Gift Stores-4532 38149113 20,190.596 17,958,517

* GAFOQ (General merchandise. Apparel. Fumiture and Other) represents sales at stores that sell merchandise normally sold in
department stores. This category is not included in Total Retail Sales Including Eating and Drinking Places.

Claritas' RMP data is derived from two major sources of information. The demand data is derived from the Consumer Expenditire
Survey (CE Survey). which is fielded by the U7.S. Bureau of Labor Statistics (BLS). The supply data is derived from the Census
of Retail Trade (CRT). which 1s made available by the U_S. Census Additional data sources are incofporated to create

both supply and demand estimates.

The difference between demand and supply represents the opportunity gap or susplus available for each retait outlet in the
specified reparting geography. Whean the demand is greater than (fess than) the supply. there is an opporunity gap (surplus)
for that retail outler. For example, a positive value signifies an opportunity gap. while a negative value signifies a surplus.



