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PROGRESS TO DATE
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• Trip 1 
• Kick-off meeting

• Windshield tour

• Interviews with city staff, Chamber, 
ADA –
(6 interviews)

• Focus group with real estate brokers 
& developers –
(17 attendees)

• Trip 2
• Focus area discussions – Downtown, 

Auburn Way South & North, 
Lakeland Hills

• Employer interviews – MultiCare
• Trip 3

• Focus area discussions – Lea & West 
Hill, 15th St SW, IPZ, South A St

• Interviews – community groups, 
superintendent

• Interviews with all City Council 
members

• Interviews with regional 
stakeholders

• Existing conditions analysis: in-
progress
• Demographics

• Workforce & economy

• Regulatory review

• Baseline analysis

• Market capacity study: in-
progress
• Retail trade area definitions, 

interactive map, & data

• Retail leakage & gap analysis

• Office & industrial market capacity

• Perception survey: in progress

WHAT WE’VE BEEN UP TO



SCHEDULE
2015 2016

PHASE/TASK OCT NOV DEC JAN FEB MAR APR MAY JUN JUL AUG

0 Project management
Team meeting      
Progress report         

1 Discovery
Kick-off meeting
Existing conditions analysis
Market capacity study
SWOT analysis
2 Opportunity
Stakeholder engagement

Leadership roundtables   
Focus groups & 
interviews
On-line engagement

Best practices research
Reverse site selection
Perception survey
Target industry analysis
Marketing review
3 Implementation
Strategic plan (draft)
Implementation matrix
Plan review & adoption

LEGEND: – Team meetings  Leadership roundtable  Progress report

KICKOFF DISCOVERY 
PHASE (PRELIM.)

OPPORTUNITY 
WORKSHOP

STRATEGY 
REFINEMENT

IMPLEMENTATION

ROLL-OUT



#2
PRELIMINARY RETAIL 

FINDINGS
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THE RETAIL TRADE AREA
The largest distance consumers are willing to travel to purchase retail 
goods and services.



Primary Retail Trade Area



Retail Trade Area



DEMOGRAPHIC PROFILING
We profile consumers for their unique attributes, 
including:
• Population
• Population Growth
• Race Classification
• Median Age
• Education
• Household Income
• Per Capita Income

9



Primary Retail Trade Area Demographics



Retail Trade Area Demographics





Auburn RETAIL GAP ANALYSIS



Auburn RETAIL GAP ANALYSIS



Auburn RETAIL GAP ANALYSIS



PSYCHOGRAPHIC PROFILE
Consumer values and lifestyles influence a desire for particular 
products/services.



PSYCHOGRAPHIC LIFESTYLE 
SEGMENTATION
All U.S. households fall into 1 of 66 lifestyle segments. 

We divide your market into groups of consumers with similar 
demographic characteristics, attitudes, lifestyles, purchase behaviors 
and work patterns.



Auburn Psychographics



Auburn Psychographics
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Auburn Psychographics



Auburn Psychographics



Auburn Psychographics



SITES AND PROPERTIES FOR 
DEVELOPMENT
The first questions an interested retailer asks: “Where can I put my 
business?” “Send me possible sites that match fit my needs.”



Auburn Interactive Mapping App

http://theretailcoach.maps.arcgis.com/apps/Viewer/index.ht
ml?appid=8bbec9c05fdb4f3bb9819c54ae4785b2

http://theretailcoach.maps.arcgis.com/apps/Viewer/index.html?appid=8bbec9c05fdb4f3bb9819c54ae4785b2


COMMUNITY MARKETING
• Community Retail Market Profile
• Retailer-Specific Feasibility Packages
• Individual Site Profiles
• Retail-Specific Website
• Property Visuals
• Developer Packaging



RETAILER + DEVELOPER
MATCHING & RECRUITMENT

A community must utilize:
• Area Market Analysis
• Community Market Analysis
• Retail Trade Area Demographic Profile
• Dominant Lifestyle Profiles
• Retail Gap/Opportunity Analysis findings
• Available Properties
• Internal retailer and restaurant database

Retail must be recruited.



BE SEEN - ICSC



OPPORTUNITY 
DISCUSSION
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VISION & GUIDING PRINCIPLES

• Auburn as “the City that Works”
• A vibrant, healthy place for residents to live
• A robust employment base that provides economic 

opportunity for residents
• A strong educational system that prepares residents 

with skills that support these economic opportunities



OPPORTUNITY AREAS

ED Delivery
Traditional: 

Retention
Recruitment
Expansion
Formation

Strategic:
Partnerships

Retail
Catalysts

Business 
Climate & 
Real Estate

IPZ
Auburn Way N

Competitiveness
Deal-ready sites

Gateways & 
Destinations
Downtown
Auburn Way S
A Street
15th Street
Lakeland Hills
Lea & West Hill

Marketing
Perceptions
Awareness
Interest
Target Industries



ECONOMIC DEVELOPMENT DELIVERY

• New leadership at ADA & Chamber
• Stronger partnerships with GRC & School District



BUSINESS CLIMATE & REAL ESTATE

• Business climate recommendations informed by 
market capacity study, competitiveness 
comparison, & perception survey

• Big sites
• GSA 
• Valley Drive-In



GATEWAYS & DESTINATIONS 

• Revitalization of Auburn Way S
• Continued focus on downtown
• Development of unique neighborhoods & 

character areas that connect to the whole



NEIGHBORHOODS



MARKETING

• Change perceptions of Auburn
• Build awareness of opportunities in Auburn
• Generate interest in Auburn



NEXT STEPS

4



• Next trip: April 5 - 6
• Complete existing conditions analysis & market 

capacity analysis
• Complete SWOT analysis
• Conduct community survey through TalkAuburn
• Continue reverse site selection & perception 

survey



QUESTIONS
?



THANK YOU



2905 San Gabriel Street
Suite 205
Austin, TX 78705
512.343.9113
www.tipstrategies.com

Image Credit :Austin_Texas by Ed Schipul via Flickr (CC BY-SA 20)
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