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GROWTH MANAGEMENT

A Supportscommunity efforts to expand transportation

choices for people.

Links landise and transportatiomplanning

Promotes vibrantlivable placeso peoplecan walk, bike,
take transit or drive where they want to go.
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Project Background and Overview
Demographics and Markets
Historical Context

deas for a Village Center

A Connections

A A Vision for the Future

A Questions / Answers / Ideas
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A City of Wood Villageonducts workshopn Potential

Neighborhood Commercial Zone Extension

I Proposing extension of the zone on 238cluding
properties on Walnut

A Citizenresponse indicates concern and opposition

A Cityseeks financial assistance from State, a
Transportatiomand GrowthManagementGrant
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Transportatiommnd GrowthManagement (TGM)
Outreach Workshop Project
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_IteratureReview and Research
nterviewsand Site Visit to Wood Village
PresentationPreparation and Review
PublicWorkshop

—InalReport to the City
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Expectations

A Purposes of the Workshop
¢ Presentatiorby Consulting Team
¢ Discussiomy the Wood Village Community

A As a participanthis evening, yowill be encouraged
to ask questions, express your thoughts and ideas,
and provide written feedback.



LOCAL MARKET ANALYSIS



Current Market Situation

Retall

Portland Metro: 44.6M sq ft
(6.3% vacant; $17/sq ft)

East Portland: 5.4M sq ft
(3.6% vacant; $14.25/sq ft)

Office
Portland Metro: 44.1M sq ft
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(15.1% vacant; $20.47/sq ft) h J
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East Portland2.4M sq ft
(13.4% vacant; $15.8/sq ft)



Trade Area Demographics

Population: 55,801 (2010) to oo
60,394 (2015)

Median Household Income:
$48,777 ($44,688 WV,
$56,049 metro PDX)

Median Age: 33.6 years (30.5 [
WV; 36.4 metro PDX)

Education: 33% w/-¥ear
degree(20.3%WV; 21. %6
metro PDX

Homeownership62.9% (61%
WV;59% metro PDX

Reglonal Park

County

] Miles

Source: American Community Survey (2009)
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Residential: Multfamily

APortland Metro, 3.8%
vacancy

A Gresham/Troutdale < 3%

ALowest rents in metro area:
2BR 2B $767 @ $.28ft




Residential: Single Fam({iy/SF)

Figure 3: Single Family Price per Square Foot, New and Existing Detached
Homes, Portland Sub Markets

MW Washington County 158
Lake CawegoWest Linn 151
West Portland 142

Mit. Hood Govt. Camp 135
Tigard Wilsonville 130
Beaverton/aloha 123
Mortheast Portland 122
Ciregon CitydCankyy 122
Southeast Portland 17
Hillsborol'Forest Grove 17
Morth Portland 116
Yamihill County 111
[0 [T T STt e (7
GreshamiTroutdale 107
Columbia County G9b

90 F100 F110 120 130 140 F130 180 70
Median Price/Median SqFt

Wood Village housirtgMod/high price and low price; little in between



Wood Village Residential Market

A Median home value ($225,338)
A 48% singldamily detached
A Median year built: 1985

City of WV: 22 home sales in last year, 63% distressed, $172,250 median sales price
(Sources: Census, American Community Survey, ISafeamafRE MAX)




Wood Village Customer Base

w Local fultime residents
w Area employees/businesses

w Visitors(Edgefield: 50k/yr, USS Randaif 2014, potential
Greyhound Park redevelopment)

w Passghroughtraffic, 84;67,100 ADT

Future



Most Diverse
Metro Portland
Community
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Nonwhite

A 23.4% in Trade Area
A 37.4% in Wood Village
A 19% in metro PDX



Within 2.5 miletrade area

w 1,785 Businesses

w 23,702 Employees

A 36% Service, 27% Retall




Existing Retall Balance (residents

w $3.8million in retail leakager 19,000 sq ft
w Gaps
¢ Sporting goods, music, hobbies, $389k
¢ Electronics and appliances, $3.4M




RetallDemand

w Support for additional retail space will come from
existing unmet demand and from growth in
residential,employment and visitor markets

w By 2016, an additional $30M or 125k sq ft of retall
demand

w By 2021, another $32M or 133k ft can be supported

w WoodVillage will need to continue to expand its
consumer marketplace



What Do Shoppers Want?

w Safe environment

w Attractive and enticing

w Easy places to stop, park, walk

w Basic goods/services and interestimgpwsableshops




What Do Businesses Want?

w Growing, large customer base
w Location: visible, accessible, quality building space

w Easy access for customers




Positive Business Environment

LOCATE YOUR BUSINESS

. HERE FOR ALMOST NO
A Incentives PHEE ey

A Community / Center

e No Plan Review fees

m a-r ketl n g .:‘*“: ,‘—-—( ¢ No Planning Department fees

)

e .

=remoe Wi

e Wood s s
_;Yl"ag(‘ e No Building Permit fees

A Progressive thinking

For more information on this time-limited business
opportunity please contact:

Bill Peterson, City Administrator
(503)667-6211 or ['I\(,' i) 489-6856

Welcome to Wood Village!

LET'S WORK TOGETHER!




Residents, Visitors, Employad&nt

A Diverse, great food
A Businesses that care about them
A Value and quality




Downtowns & Neighborhoods:
f Entrepreneurship

To To T I I> To Io Io I

Lifestyle and wellness
Gathering places (coffee)
Local heritage (art to books)
oShoppertainmenrt

Local arts

Interesting food

Gifts and indulgences
Destinationretail
Neighborhoodserving



Target Business Mix: Neighborhoo
Convenience, One of a Kind

Neighborhood Commercial Corridor

Business Categories Beaumont Alberta St Sandy Blvi42nd Ave¢ Sub-total

Appareil 6 11 5 2 24
Arts, Entertainment and Recreation 1 10 3 - 14
Books and Music Stores 1 4 1 - 6

Business and Professional Services 7 2 12 2 23
Financial, Insurance and Real Estate Services 16 7 20 3 46
Fitness, Health and Wellness Centers 9 4 1 - 14
Food Stored 3 4 6 4 17
Gifts’ 6 4 1 - 11
Other Services 2 4 6 4 16
Personal Care Servides 9 9 13 2 33
Restaurants, Bars and Cafes 23 40 31 13 107
Specialty Retall 9 7 13 - 29
Sporting Goods, Hobby and Toy Stores - 5 5 - 10
Total 92 111 117 30 350

SourceMarketek Inc.




Successful Mixetllse Developments

A Critical mass of grounfloor commercial: >100,000
sq ft

A Match dominant demographiand lifestyles of
residents/workers they seek to attract

A Anchor(s) tenants (could be restaurants) + lifestyle
uses

A Civic uses could be incorporated



Will MixedUse Work in Wood Village

The key components are:
A Population and employment growth

A Quality affordable product anaialkable accessible
location

A Residential is critical to commercial
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Sporting goods store

Qualityconsignment for
children& ladies

Bank
Hair stylist

X AWood Village.

Community center
CINYSNRQ YINJSI

Coffee/bagel shop A Laundry/dry cleaner
Sitdown family restaurant A Child care
Pizza shop A Gymffitness
Pub/live music A UPS store/copy center
Bike shop A Post office

A

A



A VILLAGE CENTER






Historic Patterns

Ab2 GNIRAGA2YVIE dal Ay

A Crossroads communitynode developed in
the mid-1940s

A Supports and identifies with neighboring cities
and towns / companies

A Primarily residential, Cape Gstyle worker
housing
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WOOD VILLAGE CITY, OREGON
RACE AND ETHNICITY DEMOGRAPHICS 1990-2010

1990
TOTAL POPULATION: 2,814
. WHITE
B HISPANIC/LATING
B ~<IAN/PACIFIC ISLANDER
- AMERICAN INDIAN/ALASKAN NATIVE
B BLACK/AFRICAN AMERICAN
B SOME OTHER RACE

2000
TOTAL POPULATION: 2,860
B VHITE

B HISPANIC/LATING
B AsAN
B BATIVE HAWAILAN/ PACIFIC ISLANDER
B AMERICAN INDIAN/ALASKAN NATIVE
B 5. ACK/AFRICAN AMERICAN
B sOME OTHER RACE

A Shifting
Demographic

2010
TOTAL POPULATION: 3,878
. WHITE

3§ HISPANIC/LATING

. AsAN

B NATIVE HAWAIIAN/ PACIFIC ISLANDER
B ~MERICAN INDIAN/ALASKAN NATIVE
B 5 ACK/AFRICAN AMERICAN

B SoME OTHER RACE




Is there a new heart of Wood Village

Focus on historic
corner or a new
area of town that
V) has existing goods
and services?




