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Selecting the Village of Plainfield’s Retail Site

To begin the CommunityID process, the Village of Plainfield selected three sites to
be analyzed for possible retail development or revitalization. The locations of the
three sites are shown on the opposite page.

Buxton has examined the retail potential of the three sites based on the following
analyses:

e A primary drive-time trade area was delineated for each site

e The customers in each trade area were segmented according to buying habits
and lifestyles

e A profile of the Village of Plainfield’s customers within each of the three trade
areas was developed

e The surplus and leakage for 11 major store types was determined for each
potential trade area

The purpose of these analyses is to develop the Village of Plainfield’s Customer
Profile. The Customer Profile is a snapshot of the customers that reside in the
Village of Plainfield’s trade area. Even though these consumers are complex and
diverse, Buxton is able to capture and catalogue the extent to which potential
demand for a retailer’s goods and services are being met within the trade area.

By overlaying the Village of Plainfield’s Customer Profile with over 4,500 retail
matching profiles in Buxton’s proprietary database, we are able to identify major
categories of retail that are candidates for location in the Village of Plainfield. This
matching provides the basis for determining the Village of Plainfield’s viability to
attract retailers and restaurants and forms the basis for Buxton’s recommendations
and conclusions.

With this analysis and Buxton’s recommendations, the Village of Plainfield can make
a more informed decision about investments in infrastructure and can focus
resources on areas of higher retail development potential.



WQ“»
=
=

7

:

rs Community/D

(@
NS
b

SN

i

= 1
R

i
B
\

J =

iﬁ‘j‘\\ ||l= =

AR
)

!ﬂm:g !
RSN
agpZpt ekl A

T

i
il

)
o
W

I
{

N

Mg
(E

lli-i.‘!m! ROmeOVi"e ]

=)

arlibile=

1)

Plainfield, lllinois: Trade Area

Shopping Centers
GLA in thousands

. 1000+
@ 5001000

2651 S. Polaris Dr. Fort Worth, Texas 76137

@] 12 Minute Drive Time

* Site 3

tel: 817.332.3681 fax:817.332.3686 e-mail:buxton@buxtonco.com

http://www.buxtonco.com



ra CommunitylD

Site 3 Analysis: 1-55 & US Hwy 30

Drive-Time Trade Area

The map on the opposite page depicts the primary trade area for Site 3. The primary
trade area consists of a twelve-minute polygon, determined by Buxton’s proprietary
drive-time technology.

Psychographics
The psychographic profile of the households within a twelve-minute drive-time of
Site 3 is presented below.
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Dominant Segments

A segment that represents at least three percent of a trade area is a dominant
segment. By determining dominant segments and reviewing their segment
descriptions, lifestyle habits and preferences can be identified. Please refer to
Appendix C for additional segment description information.

Dominant Segments Description Households % of All Households
AO6 SMALL-TOWN SUCCESS 4,083 6.25%
A07 NEW SUBURBIA FAMILIES 27,490 42.08%
B03 URBAN COMMUTER FAMILIES 1,183 11.00%
B05 SECOND-GENERATION 2915 4.46%
(02 PRIME MIDDLE AMERICA 2,325 3.56%
FOl STEADFAST CONSERVATIVES 4,191 1.34%
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Site 3 Analysis (continued)

Leakage Analysis

The following table represents an overview by store type of the leakage or surplus
within the studied trade area. This is represented by an index with 1.0 being the
baseline. A leakage is reflected by an index less than 1.0 and a surplus is reflected by
an index greater than 1.0. Please see Appendix A for detailed demand and actual
sales by category.

Mater Yehiche Parts & Dealers

Furmiture & Home Furnishing Stares
Electronics & Appliance Stores

Building Haterial & Garden Equipment & Supply Dealers
food & Beverage Stores

Health & Personal Care Stares

Clothing & Clothing Accessories Stores
Sporting Goods, Hobby, Book, & Music Stores
General Merchandise Stares

Hiscellaneous Store Retailers

Foodvervice & Drinking Places

Total

&
&
e

The following table presents the trade potential variables for Site 3:

Trade Potential Variables Site 3
Estimated Household Count 65,321
Number of Households in Dominant Segments 48,793
Traffic Count 38,200
Total Demand $2,952,395,456
Total Supply $2,766,257,823
Leakage/Surplus ($186,137,633)
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Site Comparison

Trade Area Segmentation

This side by side comparison of the three trade areas shows the compositions and
characteristics of the households to be similar.
between the trade areas which will make them distinct, but most trade areas have
varying amount of the same segment types. The 1-55 & US Hwy 30 trade area has
the most segmentation that the other two sites do not have within their trade area

boundaries.
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Trade Area Statistics

Trade Potential Variables

Site 1 Site 2
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Site 3

Estimated Household Count 37,876 34,115 65,321
Number of Households in Dominant Segments 35,509 30,763 48,793
Traffic Count 34,300 9,519 38,200
Total Demand $2,212,099,349 $1,769,763,089 $2,952,395,456
Total Supply $2,048,238,119 $1,514,895,900 $2,766,257,823
Leakage/Surplus ($163,861,230) ($254,867,189) ($186,137,633)




Appendix A:

Leakage Analysis





