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EXECUTIVE SUMMARY

This revitalization effort is an update of the 1982 Downtown Melbourne Rede-
velopment Plan and a redevelopment strategy for the southern expansion of
the Redevelopment Area (RDA). It is a culmination of six months of study,
numerous meetings with individuals, focus groups, and stakeholder work-
shops/charrettes.

The Vision

The theme of this new and comprehensive Redevelopment Strategy for Down-
town Melbourne is “Returning the Harbor to Harbor City.” As this implies, a
major focus of the program is to expand the Downtown’s use of its Indian
River and Crane Creek waterfront by interconnecting the resources around the
existing marina/harbor and continuing the harbor development to include the
Melbourne Riverview Park and the south side of Crane Creek linking to a revi-
talized Downtown retail/residential hub. The integration/linkage of the entire
RDA will allow the RDA to become the future Central Business District
(CBD) of the City. As such, it will function as a regional retail, entertainment,
boating center.

The heart of the Plan is to expand the existing retail hub from its current domi-
nance on New Haven to a larger regional center bordered on the north by a
median-landscaped Strawbridge Avenue and redesigned City Hall. To the
south, the retail hub includes an expanded Crane Creek Promenade surround-
ing both the north and south side of the creek complete with docks and water
features. The retail area is connected to a redesigned Front Street Marina/Park
by Melbourne Avenue. Melbourne Avenue has been redesigned as a multi-
purpose, pedestrian-friendly corridor that limits through traffic but allows for
easy trolley connections between the waterfront and Downtown.

The new retail/entertainment hub is a moderate-density, mixed-use area featur-
ing 3- and 4-story buildings facing New Haven, interdispersed with higher
density retail/residential developments that capitalize on the visual corridors to
Indian River and Crane Creek. Several structured parking facilities will ulti-
mately provide the needed parking spaces generated by both new residents and
customers to the Downtown.

The area west of the Henegar Center becomes a medical district, which is an
extension to the expanding Holmes Regional Medical District, via Hickory
Street. The western convergence of New Haven and Strawbridge Avenues
features a newly designed “Gateway” with additional gateways from Straw-
bridge to the Downtown retail center at Livingston and Waverly Streets.

The southern expansion area becomes a mixed-use, commercial, arts, residen-

tial and boating community anchored by a redesigned Melbourne Riverview
Park that becomes the southern expansion of the City’s Harbor District and a
revitalized Crane Creek. The vacant structures along US 1 are occupied by arts
and crafts workshops and galleries, while the Tar Heel district develops into a
mixed-use, residential community capitalizing on its visual corridors to the In-
dian River and the revitalized Park/Harbor.

Finally, the Northern Riverview District develops into a largely mixed-use of-
fice/residential complex. The area is planned as a single development (one mas-
ter developer), allowing for the closure of North Riverview Drive. The district
is connected to the newly expanded Harbor via a constructed Riverwalk which
has been integrated into the new County and City river trail/corridor.

The US 1 corridor’s visual appearance is improved via streetscape features, in-
cluding new gateways at the north and south boundaries of the RDA, as well as
increased signage showing the entrance to the retail/entertainment/harbor center
at New Haven and Strawbridge Avenues. A newly installed traffic manage-
ment system ensures the orderly flow of traffic throughout the CBD.

Timing/Implementation

The implementation of the redevelopment plan is on-going. Currently, Phase 3
streetscape improvements are underway along the western portion of New Ha-
ven Avenue. Since the start of the planning process, several major private de-
velopments have been announced, including the Vues, the redevelopment of the
Sun Trust parcel, and several other condominium and mixed-use projects along
Crane Creek, as well as in the southern expansion area in the vicinity of Mel-
bourne Riverview Park. The City is committed to the redevelopment of City
Hall and a parking study has just been completed for Downtown.

Overall, the entire redevelopment program will take years to complete (25-year
planning horizon) and will depend largely on the commitment of the private sec-
tor to redevelop this new CBD. The CRA, through infrastructure and street-
scape improvements, has already demonstrated the public’s commitment to revi-
talization, resulting in the current surge in private sector redevelopment inter-
ests.

Funding

The public sector’s share for capital improvements and overall operations and
maintenance is difficult to estimate until more detailed studies have been com-
pleted. However, it is fair to estimate that the costs will be in the $30-$50 mil-
lion range. The major capital costs include: the median landscaping of Straw-

MELBOURNE

bridge Avenue, streetscaping throughout the newly expanded CBD,
funding for structured parking, establishment of new gateways, and the
redevelopment of the expanded Harbor District. The costs also include
on-going grants for facade improvements throughout the RDA and gen-
eral operations/maintenance costs. The public-sector funding will come
from a variety of sources with TIF funds being leveraged with State and
Federal Grants where possible.
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HISTORICAL OVERVIEW

The City of Melbourne, as it exists today, is the consolidation/merger of
two individual cities (Melbourne and Eau Gallie) that took place in 1969.
Each city had its own small harbor, and therefore, the combined city took
as its brand the “Harbor City.”

This study focuses on the expanded “Downtown Melbourne.” The old
Downtown Melbourne served as the retail/commercial hub of the region
until the 1960s and has been the subject of numerous redevelopment stud-
ies since the early 1980s.

Historically, the commercial core of the City was located along Front
Street and stretched back toward Crane Creek, the site of today’s
“Harbor.” This “Village of Melbourne,” with its commercial piers on the
Indian River, was economically tied to the commerce that flowed on the
Indian River Lagoon. By the mid 1890s, however, commercial activity
extended westward along the newly developed rail tracks. The great fire
of 1919 forever changed the composition of the Downtown, as most of
the structures along Front Street were destroyed and the railroad had be-
come the dominate mover of commerce. With the advent of the automo-
bile and the construction of US 1, the City flourished until the 1960s and
the development of 1-95, which pulled most of the traffic from US 1. By
the 1970s, this center of regional activity had seen a significant decline in
its economic activity and was showing signs of blight. In 1979, noting
the importance of the Downtown to the entire economic fabric of the
City, the City Council established a Downtown Redevelopment Commit-
tee, and by 1981, they produced Melbourne Downtown Village, a vision
of its future. In 1982, the City formally adopted the Melbourne Down-
town Redevelopment Plan pursuant to Florida Statues, thus allowing tax
increment financing. This study is a formal update of the Melbourne
Downtown Redevelopment Plan.

It should be noted that between the Plan’s original adoption in 1982, and
the commencement of this study in 2005, several other plans were devel-
oped. In 1989, parts of the Plan were studied (Harbor City Promenade
and Riverview Area). At about the same time, Florida Institute of Tech-
nology also conducted a design workshop trying to connect the waterfront
to Downtown. Some of the conclusions of these efforts formed the basis
of a 1989 amendment to the 1982 Plan. In 1999, a planning collaborative
of HDR, Brad Smith and Associates, and Lawandales Planning Affiliates
prepared Downtown Melbourne Assessment: The Past, The Present, and
The Future. This memorandum offered a good assessment of the historic
process and actions that were taken to redevelop Downtown and reinforce
the need to connect it to its two waterfronts: Indian River and Crane
Creek. Since that study, the area has been subject to some student papers
focusing on waterfront development guidelines and creation of a River-
walk. Finally, in 2003, the City adopted a Main Street Program to help
drive the retail redevelopment of New Haven Street.

There appears to have been a central theme to all or at least most of these historic efforts: 1) Downtown Melbourne needs
to be perceived as a Village; 2) the Downtown needs to grow to and be connected to its two waterfronts (Indian River and
Crane Creek); 3) the Downtown needs to have a sense of “place,” an area where the public can gather; and 4) the Down-
town needs to develop a strong residential, mixed-use component; namely become a 24 hour/7 day environment.

Figure 1. Existing CRA Boundaries

CURRENT COMMUNITY
REDEVELOPMENT
AGENCY (CRA)
BOUNDARIES

In early 2003, the City prepared a Find-
ings of Need Study for the US 1 Corridor
starting at Crane Creek and continuing
south to the City border at University
Avenue. That study was officially
adopted by resolution by the City Council
in June 2005. As a result of that resolu-
tion, the Downtown CRA was expanded
to include three additional parcels on its
north and the US 1 Corridor south of
Crane Creek.

INVENTORY

The overall redevelopment area (RDA)
has significantly expanded since the
Downtown Melbourne CRA was first es-
tablished. Today it encompasses approxi-
mately 281 acres. As part of the overall
planning effort, Strategic Planning Group,
Inc. (SPG), commissioned special socio-
demographic computer runs for the imme-
diate RDA, as well as information on its
service area. The following sections pro-
vide historic, current and projected demo-
graphic and household information for the
RDA.

Demographics

According to the U.S. Department of
Commerce (Census Bureau), the RDA
experienced a 10% loss in population be-
tween 1990-2000. Claritas, Inc., estimates
that the decline has continued, and as of
2005, the CRA is estimated to contain a
resident population of 1,465 persons. A
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significant portion of this population resides within the two Trinity
Towers, comprising 318 units.

It is SPG’s belief that the 2010 Claritas projection is significantly
under counted should currently discussed development plans come
to fruition. Should only the Vues, the SunTrust site redevelopment,
and the old apartment site redevelopment on Melbourne Avenue be
completed by 2010, the study area could gain an additional 600-
plus new permanent residents.

Table 1. Population

2010 Projection 1,476
2005 Estimate 1,465
2000 Census 1,491
1990 Census 1,661
Growth 1990-2000 -10.23%

Source: Strategic Planning Group, Inc., Claritas, Inc. 2005

The ethnicity of the CRA is primarily white (83%) with black/
African Americans representing approximately 13% of the resident
population. Hispanics represent approximately 5% of the CRA
population.

Table 2. 2005 Est. Population by Single Classification Race

'Est. Population 1,465 %
White Alone 1,217 83.07
Black or African American Alone 190 12.97
American Indian and Alaska Native Alone 5 0.34
Asian Alone 13 0.89
Native Hawaiian and Other Pacific Islander Alone 1 0.07
Some Other Race Alone 18 1.23
Two or More Races 21 1.43
2005 Est. Population Hispanic or Latin 1,465

Hispanic or Latino 67 4.57
Not Hispanic or Latino 1,398 95.43

Source: Strategic Planning Group, Inc., Claritas, Inc. 2005

The 2000 Census estimated that the CRA contained 829 house-
holds, a decrease of almost 12% from 1990.

Downtown Melbourne CRA Redevelopment Plan

Table 3. 2005 Est. Households by Household Income

Households

2010 Projection 853
2005 Estimate 832
2000 Census 829
1990 Census 939

Growth 1990- -11.71%

Source: Strategic Planning Group, Inc., Claritas, Inc. 2005

Claritas, Inc., estimates that there were 832 occupied housing units
in 2005, of which 69% were rentals and 31% owner-occupied. The
average household size is estimated at 1.61 persons per household.

Table 4. 2005 Tenure of Occupied Housing Units

Description Units %
Occupied Housing Units 832
Owner Occupied 254 30.53
Renter Occupied 578 69.47
2005 Average Household Size 1.61

Source: Strategic Planning Group, Inc., Claritas, Inc. 2005

Aside from the condominium units along the Indian River or Crane
Creek Harbor, the CRA is comprised of lower-income households.
The 2005 average, median income of the CRA is estimated at
$19,055. Approximately 44% of the CRA households have 2005
household incomes of less than $15,000.

Table 5. 2005 Estimated Households by Income

Description Units %

2005 Est. Households 832

Income Less than $15,000 365 43.87
Income $15,000 - $24,999 126 15.14
Income $25,000 - $34,999 121 14.54
Income $35,000 - $49,999 76 9.13
Income $50,000 - $74,999 77 9.25
Income $75,000 - $99,999 25 3
Income $100,000 - $149,999 30 3.61
Income $150,000 - $249,999 12 1.44
Income $250,000 - $499,999 0 0
Income $500,000 and over 0 0
2005 Est. Average Household Income $29,849

2005 Est. Median Household Income $19,055

2005 Est. Per Capita Income $17,877

Source: Strategic Planning Group, Inc., Claritas, Inc. 2005

Current Land Use

The newly expanded Downtown Melbourne CRA encompasses approximately
281 acres. Commercial land uses comprise approximately 42% of the CRA,
followed by residential at 32%, and governmental uses at 15%, as shown in
Table 6.

Table 6. Current Land Use

Description | GIS Acres
Residential 89.37
Commercial 117.46
Industrial 5.41
Agriculture 0.23
Institutional 18.54
Government
Owned 41.10
Utility/Waste Land 9.32
Total 281.43

Source: Strategic Planning Group, Inc., Claritas, Inc. 2005

Future Land Use

Most of the CRA north of Melbourne Avenue has been designated commer-
cial/high-density residential, with the exception of two parcels west of Harbor
City Boulevard (US 1), and public- and recreation-use areas. The area border-
ing Crane Creek has a Future Land Use designation of Medium Density Resi-
dential. The new expansion area south of Crane Creek is predominately com-
mercial, median-density residential, commercial/median-density residential
and recreation use.

Zoning

The current zoning within the CRA is shown in Figure 3. The northern portion
of the CRA has a mix of zoning districts. The west New Haven/Strawbridge
area is predominately C1, while the area east of Hickory to US 1 is C3. The
North Riverview area (east) is predominately C1, while to the west, the area is
C2. The area north of Crane Creek and south of Melbourne Avenue is R3.
The southern expansion area is predominately C2, with R3 predominating
along the river in the southern portion (Tar Heel).
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Figure 2. Existing Future Land Use Map

Figure 3. Existing Zoning Map

CITY OF MELBOURNE COMMUNITY REDEVELOPMENT AGENCY

FUTURE LAND USE MAP

AT SN

RDA Redevelopment Trends

The older portion of the RDA (north of Crane Creek) has seen an increase in redevelopment activity over
the last several years. The initial redevelopment activity included condominium developments adjacent to
the harbor area and extensive streetscape improvements along New Haven Avenue. One indication of

this increased redevelopment can be found in the increase in the assessed value of the area.

The older portion of the CRA has experienced significant increases in its assessed value, especially be-

tween 2003-2004, when they grew by slightly over 14%, as shown in Table 7.

Table 7. Assessed Value Increases

Assessed %
Year Value Increase
2004 $77,619,220 14.23%
2003 $67,951,730 3.96%
2002 $65,363,620 5.91%
2001 $61,713,950 2.66%
2000 $60,117,030

Source: Strategic Planning Group, Inc. 2005

—

CITY OF MELBOURNE COMMUNITY REDEVELOPMENT AGENCY - e e W i -'?“ S| e oo e i
ZONING MAP | A\ by P S [ [ —

The total RDA is estimated to have an assessed value of $110,607,520 (the new expansion area’s
assessed value was estimated at $32,988,300 in 2004).

BENCHMARKING DOWNTOWN MELBOURNE'S
REDEVELOPMENT EFFORTS

Predominate land uses within the CRA are commercial/retail and office and medical uses. The plan-
ning process utilized in the preparation of this Redevelopment Plan is based on both local input and
the successes of other downtown redevelopments.

The following section is an overview of the various issues involved in redeveloping downtowns and
city corridors that directly apply to the Downtown Melbourne RDA.

Understanding Downtown Retail

The most readily visible economic component of Downtown Melbourne is its retail hub. Retail ac-
tivities in downtowns throughout Florida and the United States have been staging a rebound since
the late 1980s. According to the Urban Land Institute (ULI), a number of factors have assisted this

DOWNTOWN

MELBOURNE
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rebound, including:

e America’s growing appreciation of urban lifestyles and festival and spe-
cialty retailing,

e A more aggressive public sector armed with sophisticated tools for en-
couraging private investment and participation in private real estate devel-
opment, and

e Scores of successful pioneering projects in downtowns, large and small.

Urban retail is generally divided into five broad classifications:

Retail restructuring

Festival retailing

Major expansion of conventional retailing

Retail combined with other uses, especially hotels or offices, and
Renovation and upgrading of existing retail corridors

To a large degree, Downtown Melbourne’s present, and hopefully, its future
tends to and will continue to be a combination of the above-referenced catego-
ries, especially with the renovation of its existing retail hub. Downtown Mel-
bourne has the beginnings of festival retailing with the demonstrated success
of its Arts Festivals. With the creation of more “public places” along the wa-
terfront, the Downtown should be able to support continuous events through-
out the year. Festival retail is typically anchorless (no department stores), be-
cause the shops and/or environs themselves and their unusual merchandise
mix are the magnet that attracts customers. Food, imaginatively served, spe-
cialty retail, and the atmosphere of entertainment are its drawing cards.
Downtown Melbourne is expanding its base of restaurants, which coupled
with the City’s waterfront, adds the requisite entertainment components.

Numerous factors contribute to determination of the market for and economic
feasibility of retail investment in the Downtown. These include:

e The size and buying power of the market that the Downtown and a spe-
cific project can reasonably expect to attract;

e The nature of the competition, in particular, the location and character of
suburban centers;

e The drawing power of Downtown;

e Transportation accessibility, relative convenience, and cost; and

e The availability of land for retail development and cost differentials be-
tween Downtown land and land at other feasible retail locations.

Potential Customers

Traditionally, retail centers depend on households for whom the center’s loca-
tion is the most convenient in which to shop. Downtown Melbourne must
contend with the fact that the size of its in-town customer base and its buying
power is limited, as is the case for most downtown retails nationwide. Down-
towns tend to benefit from:

Downtown Melbourne CRA Redevelopment Plan

Metropolitan customers,

e Downtown workers, and
e Transient customers.

Local Retail Demand

As will be shown later in this report, the primary household demand for down-
town retail encompasses a 10-minute drive from Downtown, including the
Beach communities, while its secondary market comprises a good portion of
southern Brevard County, its “traditional” market.

Downtown Office Workers

While most national downtown retailers depend heavily on downtown office
workers, this demand in Melbourne is currently limited. Downtown Melbourne
is home to City government workers, as well as a host of smaller office work-
ers, realtors, and providers of medical services, which while positive to Down-
town retail (especially restaurants), is fairly limited leaving the need for tran-
sient customers to round out the needed Downtown retail demand.

Transient Retail Demand

Transient customers are usually defined as tourists, convention delegates and/or
business travelers. They do not usually constitute a market that can, by itself,
provide basic support for downtown retail unless the downtown is itself a desti-
nation. Melbourne, and to a large extent, all of Brevard County has only a mod-
est influx of tourism, while hotel space limitations inhibit the ability of the area
to attract the convention or business sector.

If tourist attractions do exist, tourist-oriented retail can be very profitable. As
shown nationwide, the relatively high-income conventioneer and family tend to
spend more than the typical tourist, especially for high fashion, accessory and
expensive gift stores located near hotels. It is important to note that, even in
high-tourist demand cites, the transient market is variable and difficult to ana-
lyze. Unfortunately, Downtown Melbourne has a lack of hospitality rooms.

Attitudes Concerning Downtown Safety and Comfort

Safety, whether real or imagined, is a major problem for downtown retailing.
Solutions tend to include the need for more pedestrian traffic, particularly at
night, creating a strong downtown residential element. Studies have shown that
busy streets/sidewalks increase the users’ sense of security. The redevelopment
of the Sun Trust Building, expansion of condominiums along the Harbor and
other proposed, mixed-use developments in Downtown should assist in enhanc-
ing the perceived security.

Finally, image management is critical to change public perceptions of Down-
town. Local print and electronic media play a central role in creating and rein-
forcing Downtown’s image as “the place to be.” Being perceived as the re-
gional center for culture and arts and entertainment helps forge a positive, popu-
lar image.

Accessibility and Parking

Good access is always at the top of the list of requirements for successful
retailing in downtown. The importance of automobile access and parking
depends on the transportation context of a particular project and on the na-
ture of the retailing and the market served. For downtown retail, the cost,
character, and location of parking directly affects retail business. Develop-
ers and retailers all agree that it is crucial to provide convenient, inexpensive
and secure parking in most downtown retail situations.

Because land supply and cost considerations usually dictate the use of park-
ing structures in downtowns, convenience and the user’s sense of security
should be maximized. Women tend to feel unsafe traversing unguarded,
structured parking; therefore, design and management of structured parking
is critical to success.

According to a recent parking study, Melbourne’s Downtown retail hub has
approximately 1,580 parking spaces or 3.5 spaces per thousand (ground-
level retail space).

Location and Character of Existing Retail Facilities

Existing retail buildings and spatial relationships also present problems or
opportunities for retail revitalization. The typical situation for downtowns
that have experienced a long period of decline is that their retailing function
is inappropriately configured or located in terms of current market demands.
This is true of Downtown Melbourne, especially as a result of the construc-
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tion of Strawbridge which reduced the traffic and visibility of New Haven and
the Downtown corridor.

Nationwide, several problems hindering downtown retail exist:

e The physical structures may have deteriorated.

e  Stores, particularly department stores, may no longer be scaled or designed
to permit acceptable levels of sales productivity.

e The continuity of the retail nexus may have been broken by removal of
structures or the random introduction of non-retail uses into storefronts.

e The entire retail area may have lost its compactness, and therefore, its
identity in the minds of shoppers.

e The historic retail center may not be well located to serve new markets.

In most downtown retail districts, stores are not arranged or operated in a fash-
ion designed to maximize the drawing power of the district. The lack of coor-
dination and management has long been recognized as a problem for down-
town retailing. The advantages of centralized management to bring about
common operating hours, control of tenant mix, common design themes, and
coordinated promotion have been utilized in most successful downtown revi-
talization strategies. The Downtown’s new Main Street Program is specifi-
cally oriented to address these issues.

Availability and Cost of Land

The unavailability of sites for new development, as well as the cost to assem-
ble developable parcels, has long hindered downtown retail development.
Within the RDA’s central retail core, there is limited vacant land and land
prices have begun to rise significantly due to investor speculation.

In many areas of the country, the availability of riverfront or waterfront prop-
erty owned by local governments has served as a catalyst for new development
(this is usually associated with the previous mentioned issue of the historic
retail center no longer being well located), as is the case in Norfolk, Baltimore,
Jacksonville, Boston or Seattle. While available acreage is limited in Down-
town Melbourne, the Crane Creek Promenade and potential use of Melbourne
Avenue could, at least, provide a public gathering place for outdoor events.

Retail Markets and Place-Making

While retail is classed as a single category of real estate, it includes a wide va-
riety of different businesses with different requirements and different users.
Retail spans the range from satisfying everyday needs (like grocery stores) to
providing specialized navigation supplies for boaters. What makes them simi-
lar is that they use space to make sales to retail consumers.

Some very basic questions occur when assessing retail markets: how many
people need what is being sold, how often do they need it, and how far do they
have to go to get it. People need groceries often, while appliances are needed
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only once in a very long time (depending on how reliable the machine is, of
course). Stores with goods that require lots of visits annually are called "high-
frequency" uses; others, such as appliance stores, have fewer visits and are con-
sidered "low-frequency" uses. As the frequency goes down, typically, there are
fewer shops, (i.e., there are more grocery stores than appliance stores for a
given market).

On the other hand, as frequency goes down, the market area gets larger because
people are willing to travel for infrequent, expensive purchases (a new set of
living room furniture), but not for frequent, low-value purchases (a quart of
milk). For this reason, high-frequency uses tend to be distributed across the
landscape to capture small local markets, while low-frequency businesses will
locate in a few locations with good access to the larger market area. Most re-
tail businesses fall between the two extremes.

For Downtown Melbourne, a mixture of low- and high-frequency uses is desir-
able. Most downtowns are the location of finer home furnishing stores, jewelry
stores and apparel stores, all low-frequency purchases. At the same time, eve-
ryday necessities and amenities must be available as part of the mix, but not
necessarily in the same locations.  Unfortunately, this is not the case for
Downtown Melbourne, due in part to the location of a regional mall within five
miles. Other high frequency stores that are not represented within the Down-
town include grocery, banks/financial and dry cleaners.

Another basic question when assessing retail is how to get people to come to
your business (market capture). One answer is value versus time. The shop
with the highest perceived value given for the amount of time spent getting to it
will out-compete other locations. This phenomenon is manifested in two ways
in a retail location. First, a site with fast access to the most people will be pre-
ferred over a site with poorer access. For very high-frequency shopping trips,
this means the closest or the most convenient shop to the consumer is more
likely to gain the sales. This is the retail strategy of convenience markets,
where price of goods is a secondary consideration.

Basic Rules of Retail

* Visibility

« Accessibility

+ Internal Circulation

» Security

+ Need For Experienced Merchants
* Good Leasing Plans

» Geographic Continuity

Strategic Planning Group, Inc.
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Second, the site that offers the highest number of benefits to the consumer
on each trip will be preferred to sites that offer less. In other words, if a
consumer can satisfy many needs with one trip, even if the trip is longer,
the consumer will make the trip because the "utility” of the experience is
perceived to be higher. This is the strategy pursued by a regional mall that
includes a wide variety of shops, as well as food and entertainment, in or-
der to increase the perceived benefit to the consumer for the cost of the trip.
Another example of this utility is when the quality, type of goods, or pric-
ing is simply unavailable elsewhere; thus, making the perceived value of
the goods or experience more important than the cost of getting there. An
example of this is a high-quality restaurant that may be located in an out-
of-the-way place, but still attracts customers from miles away.

In planning new development or revitalization, it is important to under-
stand the effect of these principles on retail location. The differentiation is
between places that act as destinations and businesses that fulfill basic
needs but are not particularly special. Attractive main streets with many
shops can act as destinations to attract customers from a wider area than
single businesses because the main street has higher utility for the cus-
tomer. Small retail and service shops with no particular specialty (such as
a dry cleaner) will tend to draw only from a local area unless there happens
to be convenient access for large amounts of traffic, a situation which can
help increase capture. Thus, in creating a new project, a developer will
want either a strong local market to support the shops (i.e., lots of local
consumer spending) or access to a wider market through aggregation near
other shops and access to high traffic flows. If possible, a developer would
prefer to have all of these site characteristics, which is the case for Down-
town Melbourne.

In practice this means that requirements for businesses vary immensely
depending on the type of business, the size of market area, and the local
demographics of income and spending.  Standard grocery stores tend to
draw the majority of their customers from a radius of about five- to ten-
minute driving times. Convenience markets tend to locate near arterials to
increase capture, because their strategy is about capture through speed of
access. Sandwich shops will locate near high concentrations of workers.
Major appliance stores tend to locate in low-cost space that allows for the
storage of inventory, but which also has arterial access to highways for out-
of-town shoppers. Dry cleaners will tend to locate where it is possible to
have a morning commute drop-off by customers. Destination restaurants
tend to locate in areas that have attributes that seem to make the trip worth-
while, such as water frontage or historical or cultural ambience, where lo-
cal market support may not matter at all.

The actual criteria used by businesses in siting new retail locations are too
varied to list and change periodically with changes in taste and public ac-
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ceptance of retail formats. For revitalization, this means that it is best to use
versatile, easily adaptable building types that can be adjusted to the greatest
variety of needs and keep up with the retail marketing rules of the moment.
This improves the chances of attracting and sustaining retail tenants over
time.

Destination mixed-use projects appear to have a minimum of around 70,000
square feet of retail, roughly the size of a community center, but heavily
weighted toward "entertainment™ uses such as restaurants, nightlife and crea-
tive retailers that may draw from as far away as 30 miles. An authentic main
street with historical and cultural attractions may draw from an even wider
area, because it acts, in part, as a tourism destination — one of Downtown
Melbourne’s greatest strengths. Small projects that are primarily residential
tend to have local-serving retail dependent on a market within walking dis-
tance.

Mixed-use projects can offer great benefits in the provision of liveliness for
pedestrians and better, more easily accessible services for local residents.
Because of the varied requirements for retail success, however, insisting on a
uniform retail mix for mixed-use projects can result in unsuccessful projects
or can raise developer risk to the level where projects will not be undertaken.
A mixed-use strategy that recognizes these limitations will result in stronger
projects and better retail and services for residents.

Destination Retail Development

Another specialized use to consider in revitalizing Downtown Melbourne is
the concept of a destination retail center. Destination retail/entertainment de-
velopments create a pedestrian environment that can also be reached by auto-
mobile. They include entertainment used to create an evening hours draw for
customers. These centers range in size from 70,000 square feet to over
600,000 square feet. At the lower end of the scale, they include community
amenities such as public plazas that are used for public functions including
high school graduations and weddings. Larger destinations have been using

multiplex or performing art theaters as anchors, along with nightclubs and res-
taurants. The Henegar Center could fulfill part of this role in Downtown Mel-
bourne.

Destination retail appears to be dependent upon strong retail spending demo-
graphics and appeals to the need for public facilities and gathering places.
Some destinations have been created as direct copies of urban main street
scenes. Many development corporations are actively pursuing the creation of
destination, "Main Street"-style development because of the perceived public
interest in authentic, public retail districts. These retail districts may be an-
chored by smaller versions of national chain stores, but also contain local,
unique businesses such as those found in Downtown Melbourne. The inclu-
sion of longstanding local businesses adds a quality to the retail mix that can-
not be duplicated elsewhere. Destination retail has been occurring in both cit-
ies and suburban locations. The more successful development relies upon the
creation of a sense of community with attractive pedestrian ways, public space
and plazas, outdoor café seating, distinct facade design for each storefront, and
a mix of local businesses and chain anchors. They have more restaurants than
is typical, along with higher proportions of leisure activity, retail such as book-
stores, electronics and video, and children’s stores. These developments have
been done with and without structured parking. According to the Urban Land
Institute (ULI), well-planned destinations draw from a radius of 30 miles de-
spite their small size, in comparison to the typical 15-mile market radius for a
regional mall.

Financing for destination retail can be more complicated than a standard devel-
opment because the projects themselves tend to involve higher up-front costs
for infrastructure and amenities. Parking costs can be a particular problem. If
structured parking becomes necessary to assure the ability to provide access to
support sales and a wider choice of retail businesses at one location, costs can
rise dramatically.

Parking is an issue for this type of development. Destinations in city centers
rely in part on adjoining parking that is used by office workers during the day;
therefore, the project does not need to provide all of its parking as part of the
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development. Strategies to lessen the financial impact of structured parking
include shared use, efficient design, and at times, public ownership or fi-
nancing of the parking.

Urban Housing

Providing attractive urban housing and stabilizing neighborhoods adjacent
to downtown is a particular concern for Downtown Melbourne. The addi-
tion of medium- to high-density housing is an effective strategy for provid-
ing a base of consumer spending within walking distance of restaurants, re-
tail and services. The Harbor/Marina area has seen an increase in this type
of housing, and recent investor speculation within the retail core suggests
two or more mixed-use, residential projects are planned.

It is also used in combination with office and employment centers to pro-
vide units near work for residents, lowering commutes and producing effi-
cient, shared parking arrangements. According to the American Housing
Survey by the Bureau of the Census, urban housing is typically purchased
by upper-income households with fewer than two persons per household.
These households are from 25% to over 40% seniors, and include a high
percentage of households (as high as 50%) of females living alone. The
majority of households are in the age range of over 45 and have built equity
that allows the purchase of high-quality units. This type of development is
dependent upon high amenity value. People choose to be in the proximity
of arts facilities, downtown retail and services, nearby work locations, an
active entertainment district that includes restaurants, a walkable environ-
ment that has high levels of evening use, and access to waterfront amenities.
The development costs of newly built, urban housing are often higher than
standard suburban development. Adaptive reuse can, in some cases, cost
less perhaps much less, but this depends upon the structural integrity of the
building. People are willing to pay for the freedom and excitement of ur-
ban/waterfront living. Development of this sort requires a combination of
housing and an amenity-rich environment that has the critical mass to create
its own ambience.

Downtown Melbourne CRA Redevelopment Plan
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New Office and Retail/Mixed Use Downtown

Office/Commercial

Office employment is one of the primary components of a healthy downtown
and helps to support hotels, retail and restaurants in the area. A recent survey
by the International Council of Shopping Centers found that office workers
make a significant amount of purchases before and after work: 10% purchase
cosmetic care, 20% purchase gifts, 25% purchase home items/furnishings, 28%
purchase apparel, 30% purchase drugs and personal care items and 40% pur-
chase groceries. Another recent study indicates that each office worker directly
supports two square feet of retail plus five square feet of restaurant space.
However, due to Downtown Melbourne’s small employment population, this
market segment is limited.

Office development has been used in conjunction with all of the types of revi-
talization outlined. New office users are looking for amenities, along with an
aggregation of businesses of their type. In revitalization, office space is pri-
marily used as a component of mixed-use retail projects but is a vital part of the
mix. Retail needs to occupy ground floor space, so office space helps to inten-
sify land-use and economic feasibility by making upper floors useful. At the
same time, office development can be balanced with what is termed "24-hour"
uses (movie theaters, restaurants, late-night cafes, shops and bookstores with
long hours); because the parking can be shared after office tenants leave for the
day. One of the major trends of the last 10-15 years has been the reversal of
suburban and downtown office markets. Economic expansion in the late
1980's and early 1990's shifted office markets to suburban locations. Starting
in 1996, suburban completion rates were more than twice those of downtown
areas. According to Torte Wheaton (a national economic projection firm),
completion rates from 2000-2005 in downtowns are expected to be relatively
stable between 1 and 1 1/2%, while the expected rate of completions for the
suburban areas varies from 1 1/2%-2 1/2% over the same period. Since 1991,
suburban office investment returns have matched or exceeded the returns for
downtown office, despite the fact that downtown rents are typically at a pre-
mium.

The move of the office to the suburbs seeks to capitalize on the cost-of-
commute times by employees. This is offset by the advantages of informa-
tion flow that result from aggregation near other businesses of the same type
downtown. Businesses that innovate will tend to locate near other busi-
nesses that innovate. For instance, high-tech businesses will cluster near
other high-tech businesses in relatively close proximity; a situation occurring
within the Babcock RDA. According to the ULI, the increasing use of com-
puters and technology and their effect on all office users has resulted in dif-
ferent requirements for offices now than in the past. Office users now need
wiring and mechanical systems far more extensive than those found in older
buildings, including:

e wiring for local area networks,
e cable networks,

e satellite communications,

e wide-area networks, and

e high-quality electrical supplies with filtered current and surge protection,
including enough electrical outlets to allow the free movement of parti-
tions and office groups.

The needs of modern users dictate either extensive renovation of existing
space or development of new space. Typical floor plans to allow open of-
fices start at 10,000 square feet of usable area, and current standards for elec-
trical and mechanical systems can make small, high-quality projects more
costly than medium size projects. Renovation of existing buildings depends
on floor-to-floor heights, the cost of and ability to retrofit supporting me-
chanical systems, the size of structural bays on each floor, and other factors
that must be evaluated professionally for each building.

Another aspect of the changing office market is that tenants are looking for
nearby amenities. In a ULI report on office trends, it was noted that new
office users wanted access to restaurants/cafes that may be open late, banks
or ATM facilities, and an attractive location. For this reason, there have
been developers successfully locating new offices in mixed-use projects that
create a lively retail environment.

While Downtown Melbourne already functions as a small business center,
recommendations about activating the first floor with retail and parking man-
agement to encourage evening uses are applicable. Some of the building
stock in Downtown Melbourne may be functionally obsolete for office space
in comparison to the needs of modern users. It should be noted that updated,
historic buildings, when structurally sound, can offer excellent development
opportunities, since they often have qualities that are impossible to afford in
modern construction. These qualities in updated buildings often lead to rents
that are very favorable when combined with historic tax credits and other
funding mechanisms. According to MainStreet News, as of 2003, a devel-
oper needs approximately $2.30 a square foot in additional rents for every
$10 of financing for redevelopment. In other words, if one invests $50 a foot
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in renovations, rents to cover only the renovation costs would have to in-
crease by $11.50. The current rents within Downtown Melbourne are run-
ning about $10-14, which is slightly below the current rent structure of exist-
ing buildings Downtown.

Retail Mixed Use

Mixed-use development in downtowns reinforces the historic character of
past development patterns and emphasizes their difference from the low-rise,
low-quality construction seen in strip malls, such as Melbourne Square Mall.
Mixed-use development is the juxtaposition of different land uses in a single
building or on a single site in a way that is hoped will be mutually beneficial
to each use and to the surrounding community. Mixed-use can be horizontal
or vertical. Horizontal mixed-use is the combination of different uses next to
each other. Vertical mixed-use is the combination of uses within single
structures, such as the original structures lining Main Street. Mixed-use pro-
jects need not be high-rise development and can be accomplished at scales
appropriate to the context. Many mixed-use projects combine residential
with retail or employment uses. The factors that drive residential mixed-use
are proximity to amenities (the Henegar Center or the waterfront), conven-
ience in commuting and access to services. As residential density rises, resi-
dents trade private outdoor space for public amenities, such as restaurants,
retail and services and employment within walking distance. Amenities
make the residential units easier to rent or sell, and the proximity of custom-
ers supports the commercial, retail and services. The additional local retail
and services can be a benefit to the surrounding neighborhoods.

Nationally, the perception of mixed-use development has changed over the
last 20 years. In the 1980's, because of a series of tax changes and relaxed
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lender fiduciary requirements, a number of projects were built without ade-
quate market and financial due-diligence. One result of creating tax-driven
projects was termed the "savings and loan scandal.” Another was that
poorly conceived, mixed-use projects assembled one of the worst financial
track records of the 1980's. During the last decade, however, many suc-
cessful, mixed-use projects have been built. The lessons from these pro-
jects indicate some fundamental steps in the conceptualizing and building
of mixed-use development.

Successful mixed-use depends on development team experience and finan-
cial capability, careful market assessment of each product, realistic finan-
cial assessment during the project conception phase, a supportive regula-
tory environment, and a supportive neighborhood. A development team
with experience is crucial for success. Vertical mixed-use is more difficult
to accomplish than horizontal mixed use. Mixed-use offers complications
with (among other things):

e parking space sharing between residents and commercial tenants,
e expensive fire separations between use types,

e more stringent fire safety requirements than required for single-use
structures,

e costly duplication of vertical circulation (elevators and fire stairs) and
building access,

more complicated and expensive utility infrastructure,
more regulatory oversight and approvals,

more complicated legal structure for ownership,

more complicated packaging to gain financing, and

a more expensive and complicated appraisal process, and frequently,
more complicated land assembly.

In addition, most successful developers focus on single products such as
residential, retail or office and sometimes know little about the specific
factors for success required to produce other products. For all these rea-
sons, mixed-use requires experienced designers who know how to solve
the technical problems, and developers who have refined their product mix
and market strategy to respond to market and financial realities. Down-
town Melbourne is beginning to see these types of designers and develop-
ers, as evidenced by the recent purchase, and hopefully, redevelopment of
the Sun Trust property.

A supportive regulatory environment must be in place for mixed-use to
succeed. The key element is flexibility that allows developers to respond
to the market while maintaining the intent of mixed-use: to produce a
high-amenity, livable, urban environment. Part of that environment of liv-
ability is maintained through careful physical design to achieve compatibil-
ity with established neighborhoods and to mitigate the effects of a higher

intensity of development. Successful regulation balances project-specific needs
with mitigation of potential impacts to existing neighborhoods.

Main Streets

A typical, mixed-use type is higher-intensity development along or adjacent to
well-used traffic corridors (US 1). Automobile and foot traffic are the lifeblood
of retail, and the combination of housing and retail along highly traveled corridors
can help create a market for retail and services. A good Main Street will have
8,000 to 20,000 or more trips per day combined with pedestrian amenities and
enough residential development within a quarter-mile radius to allow for high foot
traffic near businesses. New Haven Avenue is the "main street" core of Down-
town Melbourne. While no traffic studies are available, New Haven Avenue’s
average daily traffic (ADT) is estimated at 6,200; however, Harbor City Boule-
vard (US 1) has an ADT of 42,000, while Strawbridge has an ADT of 18,800.

According to ULI and other reports, successful Main Street commercial areas
tend to:

e be no longer than 800-1,200 linear feet (a reasonable walking distance),

e have reasonable crossing distances for pedestrians (usually not more than 60
feet),

e have retail on both sides of the street,

e have enough housing within less than a five-minute drive to yield up to 60%
of the needed support for retail and services,

e have continuous building frontage without breaks for large parking lots or
drive-through facilities, and

e have a mix of retail and services that foster activity at night, as well as during
the day.

Main-street style, mixed-use corridors offer the opportunity to provide a transition
between busy streets and less dense neighborhoods adjoining them. Mixed-use
development where retail, office and housing are combined either vertically or
horizontally is feasible where there is a market for retail and an unsatisfied de-
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mand for moderate-density or multi-family units. Mixed-use develop-
ment on corridors offers the opportunity to create student housing and
associated services without disrupting the fabric of local neighborhoods.
It can also offer an opportunity to create ownership opportunities for one-
and two-person households at moderate pricing.

Large, stand-alone, mixed-use projects will tend to require sites of 20,
000 square feet or more if they must independently provide for all park-
ing, loading, and services (garbage, etc). However, smaller sites can be
developed if alleys are present for the service functions. Therefore, pub-
lic investment in land and maintenance of a functional alleyway system is
an excellent support mechanism for smaller, human-scaled projects and
local reinvestment. Ideally, corridor planning will focus on the creation
of high-quality sections of 800-1200 feet in length, rather than trying to
mandate change for an entire corridor that is miles in length. Retail
should only be a requirement where there are sufficient “destination” trips
and adequate surrounding residential development.

Successfully creating a main-street core requires partnership between the
private sector and the City, since the City is the implementing planning
body for setting the conditions of land use. At the same time, hours of
use, shared parking and other private sector issues must also be resolved.

Open Space Improvements

Because of their beneficial economic impact, parks and open space,
(especially the Crane Creek waterfront walk—both sides with connec-
tions to the Harbor) and the future development of a linear riverfront park
along the City’s eastern boundary on the Indian River should be planned
as part of the structure of the renewed Downtown Melbourne. Park and
open space amenities can act as a catalyst for positive change in urban
environments. They also act as a magnet for visitors and increase positive
perceptions of the urban areas in which they are located.
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The economic benefit of open space on property values lies behind such suburban residential development
strategies as the golf-course housing development, but open space plays a part in successful downtowns,
also. The effect of open space is called an "externality.” An externality is an effect that a particular land use
has upon its surroundings. A negative externality is one where an undesirable land use lowers the value of
adjoining properties (the classic example is derelict buildings in a downtown area). Well-conceived parks
and open space tend to be a positive externality and confer value on the properties surrounding them. Prox-
imity to attractive natural features and views (including waterfronts) is also acknowledged as a factor in the
value of housing units. Downtown, open-space planning is needed where office and housing are projected
not only as an amenity, but also as a way to link the Downtown to the waterfront and other trails or open
space corridors.

The Arts as a Downtown Attractor

Successful revitalization has been accomplished using one or more of the following strategies:

creation or enhancement of arts districts,

creation of housing in or near commercial areas,
destination retail or lifestyle centers with entertainment,
new office and retail/mixed use districts, and

new open space amenities.

All of the strategies have in common the concept of "placemaking,” or creating a critical mass that can alter
local perceptions of the area to be revitalized.

Arts District

In Brevard County, Downtown Melbourne is the only place (or one of a select few) with the ability to sup-
port arts facilities on a regional scale, as demonstrated by its highly successful annual Art Festival. This is
important as the arts are now perceived to be a significant means for encouraging the public to visit and use
peripheral businesses adjoining arts facilities. Some arts districts occur in areas with old, existing buildings,
such as obsolete warehouses that can offer artists studios at a cost low enough to encourage a critical number
of studios and galleries. Major arts districts in large cities typically include at least four types of facilities:
museums, galleries, symphony or opera performing arts venues (i.e., the Henegar Center) and retail to appeal
to visitors, such as restaurants and cafes.

Downtown Melbourne CRA Redevelopment Plan

The reason for looking at the arts as a generator of economic potential is that arts districts draw people on a
regular basis and provide foot traffic for local restaurants, cafes and retail businesses. Arts facilities are seen as
an amenity that enhances quality of life and yields a perception of quality to an area. The arts are also seen as
an amenity that draws new residential and office development. Arts districts can include many different func-
tions from museums, galleries, theaters, small cinemas, and educational facilities to building revitalizations for
artists’ lofts and live/work units with studios on the first floor and living space on the second. Creating an arts
district requires many of these uses in conjunction and usually relies upon the renovation of old building stock,
including old warehouses, theaters, hotels and other buildings of architectural interest. At the same time as
yielding benefits, arts facilities and developments are rarely self-sustaining and usually require a variety of
funding and equity sources to succeed, including public funding, patrons or donors, and sometimes the use of
sales taxes and local improvement districts to fund improvements. Creating arts facilities requires a public
commitment of funding that varies with the size of the proposed project. The private/public sector partnership
that is refurbishing the Henegar Center is an excellent example of this principle.

Market & Economic Analysis

The most successful arts districts have strings of galleries intermixed with theater and symphony venues. One
possibility for Downtown Melbourne is to establish an arts incubator as an adaptive, reuse project envisioned
along US 1 south of the harbor. Arts incubators are projects that offer lower rent for live/work studios in ex-
change for public benefit, such as requirements for public, open studio nights. The residents or tenants are re-
quired to be practicing artists and to display work to the public on a monthly basis. While some funding would
be required, such projects have succeeded and economic development funding is available for incubators. The
older store fronts and warehousing along the southern side of the RDA (i.e., south US 1, Harbor Blvd) could be
a starting point.
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ANALYSIS

Downtown Melbourne’s Retail Demand Characteristics

For purposes of comparison, SPG compared the 160,000 square feet of ground-level
space in Downtown Melbourne to that of a regional shopping center minus the de-
partment store anchors. According to ULI, “the regional shopping center provides an
extensive variety of goods comparable to those found in a central business district...
(downtown), including a wide selection of general merchandise, apparel, and home
furnishings, as well as a variety of services and recreational facilities.”

Regional Retail Characteristics

While super regional malls contain an average of 1.07 million square feet, department
stores account for approximately 626,000 square feet, leaving an average 370,200
square feet for other gross leasing areas. In smaller regional shopping centers, the
non-department store leasing space declines to 235,000 square feet. SPG estimates
that Downtown Melbourne has 160,000 square feet of retail space available in exist-
ing buildings with an additional 72,750 square feet of vacant space available. The
RDA also has significant vacant or underdeveloped parcels throughout the planning
area. The non-department store tenants most frequently found in super regional shop-
ping centers are shown in Table 8.

While Table 8 reflects the most frequent, non-department store tenants found in super
regional centers, Table 9 shows tenants most frequently found in out-parcels in super,
regional shopping centers. The overall tenant mix found in super regional centers
applicable to Downtown Melbourne is shown in Table 10.

Table 8. Non-Department Store Tenants found in Regional Shopping Centers

Average

Tenant Number
Classification Rank of Stores
Food

Candy and Nuts 20 0.7
Clothing and Accessories

Women's Specialty 12 0.9

Women's ready-to-wear 12 3.3

Children's wear 15 0.8

Men's wear 13 0.8

Family wear 8 11

Jeans shop 9 1

Special apparel - unisex 11 0.9

Costume Jewelry 7 11
Shoes

Family shoes 4 12

Women's shoes 18 0.7

Athletic Footwear 3 14
Home Appliance/Music

Records and tapes 19 0.7
Gifts/Specialty

Cards and gifts 5 11

Source: ULI “Dollars and Cents of Shopping Centers, Strategic Planning Group, Inc. 2004

Downtown Melbourne CRA Redevelopment Plan

Table 9. Tenants found in Out-Parcels in Super Regional Shopping
Centers

Median
Median Sales per
GLA(sgq. GLA(sq.
Rank ft.) ft.)

Outparcel

Tenant Classifi-
cation

Food Service
Restaurant with- 2
out liquor
Restaurant  with 1
liquor

Financial
Banks 3 13,669 na

Source: ULI “Dollars and Cents of Shopping Centers, Strategic Planning Group, Inc. 2004

5,400 na

6,747 $395.75

Table 10. Tenant Mix Applicable to Downtown Melbourne

Other

Median Median Sales
(€] N per
(sq. ft.) GLA (sq. ft.)

Tenant
Classifications

Arts and crafts 7,789 $245.20
Bath and Linen 2,000 $380.45
Books 3,909 $220.47
Bridal Shop 2,500 $241.44
China and Glassware 6,301 $363.52
Computer/software 1,338 $711.21
Electronics 2,324 $374.46
Fast Foods 766 $486.27
Furniture 1,825 $339.43
Home accessories 3,738 $284.02
Kitchen 3,079 $220.63
Maternity 1,396 $405.75
Medical and Dentist 1,400 $208.78
Tailor 688 $151.05
Telephone 455 $494.20

Source: ULI “Dollars and Cents of Shopping Centers, Strategic Planning Group, Inc. 2004

Current Downtown Melbourne Retail Mix

Downtown Melbourne has a fairly well-established (albeit, small) retail
core primarily comprised of the uses found in Table 11.

SPG estimates that Downtown is currently using approximately 160,000
square feet of retail space, with another 72,750 square feet of vacant
ground-floor space. The International Council of Shopping Centers esti-
mates that in 2004, there were 20.262 square feet of retail space per cap-

ita within the United States, which if applied to Melbourne, suggests the
demand of 1.52 million square feet of retail space.

Table 11. Downtown Melbourne Retail Core

Type of Retail/Other Usage ~ Number of Units

Accessories/Gifts
Antiques

Bakery

Baby Shop

Bath Shop

Beauty Salons/Barbers
Book Store

Business Supply
Cafes

Cigar Shop
Consignment/Thrift
Decorating
Doctors/Dentist
Flowers

Framing

Gallery/Arts & Crafts
Ice Cream Shop
Jewelry Stores
Maternity
Outdoor/Boating/Dive
Realtors/Insurance
Restaurants

Specialty Retail
Women’s Wear

NS wWwwRr NP ORNOWARO®WN LR RRP LN

Source: Historic Melbourne Main Street, Strategic Planning Group, Inc. 2005

City of Melbourne’s Retail Inventory

The City of Melbourne has over 6.2 million square feet of retail space
within ten miles of Downtown Melbourne which should support a
population of 306,000 according to ICSC standards. This includes the
Melbourne Square Mall (an older, 729,000 square foot (GLA) regional,
scale-mall anchored by Burdines-Macy’s, Dillard and JC Penney De-
partment stores) and approximately 127 small retailers, restaurants and
entertainment establishments. The Mall first opened in 1982, and its
overall appearance and layout is now dated. There are several small
strip and power centers stretching out along US 192 between 1-95 and
Downtown.

The newest major retail center to open within the region is the Avenues
located in Viera. The Avenues is a new “life style,” open-air, regional
center anchored by a Belk Department Store and Cinema. Its location,
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approximately 20 miles from Downtown, reduces its competitive position with respect to Downtown Melbourne’s
retail potential.

RDA’s SUPPORTING POPULATION

Today, the potential primary market for Downtown Melbourne includes a 10-mile radius service area. While the
Downtown has, in the past, served the larger regional market, the Beach communities south of the Eau Gallie
Causeway presently serve as one of Downtown’s biggest markets.

1-Mile Radii

The immediate 1-mile radii service area from the center of the RDA (Fig. 4) comprises a 2005 population esti-
mate of 6,055 permanent residents in 2,704 households. The median household income is estimated at $23,964
(Table 12), with a median housing value of $90,841 in 2005. The 1-mile service area is projected to increase by
202 residents and an additional 148 households by 2010. As described earlier in this report, these projections do
not take into account the announced, mixed-use projects that are planned within the central hub/harbor area, nor
the impact of the implementation of this Redevelopment Program.

Figure 4. Detailed RDA 1-mile Service Area
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Table 12. Estimated Increase in 1-mile Service Area

1 mile

Description 2005 2010 Change

Population 6,055 6,257 202
Households 2,704 2,852 148
Families 1,257 1,310 53
Group Quarters Population 812 832 20
Housing Units 3,153 3,334 181
Average Household Size 1.94 1.9 -0.04
Median Age 43.38 44.62 1.24
Median Household Income $23,964| $25,257 $1,293
Median All Owner-Occupied Housing Value | $90,841 $116,454 $25,613
Est. Average Effective Buying Income $28,263| $29,832 $1,569
Est. Median Effective Buying Income $22,011| $23,111 $1,100

Source: Claritas, Inc., Strategic Planning Group, Inc. 2005

According to Claritas, Inc.’s estimates of retail sales by store type, Downtown Melbourne’s 1-mile ser-
vice area should support 161,572 square feet of overall retail uses, as shown in Table 13. Figure 5 shows

the 1-, 5-, and 10-mile service area for Downtown Melbourne.

Figure 5. RDA 1-, 5-, and 10-mile Service Area
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Table 14. 10-Mile Radius Projected Population Increase between 2005 and 2010

Table 13. 1-Mile Radius Annual Expenditures 10 miles
1 MILERADIUS Aggregate (in 000's) Sales SqFt Demand Description 2005 2010 Change
Annual Expenditures 2004 2009  Square Foot 2004 2009 Population 250,584 273,004 22,420
Total Apparel 5,745 6,814 27,445 32,572 Households 105,113 115,725 10,612
Women's Apparel 1,631 1,971 $199 8,196 9,905 Families 69,487 75,780 6,293
Men's Apparel 1,273 1,479 $185 6,381 7,995 Group Quarters Population 4,278 4,382 104
Girl's Apparel 315 388 $235 1,340 1,651 Housing Units 116,191 127,968 11,777
Boy's Apparel 321 393 $235 1,366 1,672 Awerage Household Size 2.34 2.32 -0.02
Infant's Apparel 166 186 $362 459 514 Median Age 41.8 43.74 1.94
Footwear (excl. Infants) 672 782 $288 2,333 2,715 Median Household Income $43,982  $47,713  $3,731
Other Apparel Prods/Services 1,367 1,616 $199 6,869 8,121 Median All Owner-Occupied Housing Value = $134,647 $171,552  $36,905
General Merchandise 7,590 9,760 $151 50,420 64,835 Est. Average Effective Buying Income $48,148  $52,892 $4,744
Sports and Recreation 1,559 1919 $189 8,249 10,153 Est. Median Effective Buying Income $37,766) $41,162  $3,396
TV, Radio and Sound Equipment 536 603 $339 1,581 1,779
Book Stores 700 868 $155 4,516 5,600 Source: Claritas, Inc.,, Strategic Planning Group, Inc., 2005
Florist 81 103 $175 463 589
Full Service Restaurants 2,950 3,587 $350 8429 10,249 Total retail demand within the Downtown 10-mile service area is 8.34 million square feet, which is projected
Jeweltry Stores 407 448 $445 915 1,007 to increase to 10.93 million by 2009 (Table 15).
Office Supply 92 107 $207 444 517
Gift Novelty 310 361 $194 1,598 1,861 Table 15. 10-Mile Radius Annual Expenditu res
Personal Care Products and Services 4,929 8,141 $294 16,765 27,690 10 MILE RADIUS Aggregate (in 000's) Sales Sq Ft Demand
Drinking Places 251 285 $321 782 888 Annual Expenditures 2004 2009 Square Foot 2004 2009
Other Retail 26,553 33,530 $350 75,866 95,800 Total Apparel 335,693 419,928 1,599,679 2,002,762
Total Retail 51,703 66,526 $320 161,572 207,894 Women's Apparel 99,224 126,052 $199 498,613 633,427
Net Growth 46,322 Men's Apparel 65,933 80,669 $185 356,395 436,049
Downtown Share 75 00% 34,741 Girl's Apparel 20,738 26,664 $235 88,247 113,464
Source: Claritas, Inc., ULI Dollars and Cents of Shopping Centers, Strategic Planning Group, Inc., 2005 Boy's Apparel 19,878 25217 $235 84,567 107,562
Infant's Apparel 8,355 9,965 $362 23,080 27,528
Footwear (excl. Infants) 40,007 48,666 $288 138,913 168,979
Of the tota_ll, only about 86,000 square feet is general _retail as c_Jf 200_4. As noted above,_ the 1-mi|e_ radius Geng::i;ggﬁ:;e;iz?dS/semces 3;;;?22 éﬁ?ii $199 40984 215,754
also contains over 242,675 square feet of general retail space, implying that the population supporting ex- Sports and Recreation 22,018 28,905 $189 116,497 152937
isting retail demand falls beyond the 1-mile radius. TV, Radio and Sound Equipment 31,407 37,304 $339 92,646 110,041
Book Stores 24,781 31,067 $155 159,877 200,432
By 2010, the population growth within the 1-mile service area should support an additional 112,100 square Florist 4,808 6,415 $175 21,474 36,657
feet of new space, not including demand from outside the 1-mile radius. Assuming the Downtown cur- Full Service Restaurants 165,687 210,512 $350 473,391 601,463
rently represents about 25% of the retail demand, it may be able to support an additional 11,000 square feet ge;’f‘igg’usmlres ng;’é 3;1;: i‘z‘gi 22323 ;27222
of retail (restaurants, apparel, etc.) based only on its 1-mile service area. Git Nove‘:t‘;y 17885 21584 $194 92191 111258
10_M| | e Prim ary Mar ket Personal Care Products and Services 203,193 340,026 $294 691,133 1,156,551
Drinking Places 13,274 15,853 $321 41,352 49,386
According to Claritas, Inc., the primary market (service) area is estimated to contain over 250,000 people, Other Retail 1421516 1,828,101 $350 4,061,474 5,223,146
which is projected to increase to over 273,000 by 2010 (Table 14). Total Retail 2,668,079 3,496,769 $320) 8,337,747/ 10,927,403
Existing Space 6,213,502
Net Growth 2,589,656
Downtown Share 15.00% 388,448
10.00% 258,966
5.00% 129,483

Source: Claritas, Inc., Strategic Planning Group, Inc. 2005
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It should be noted, according to local retailers, that Downtown Melbourne experi-
ences a broader, 30+mile radius service area due in large part to the proximity of
the:

The airport,

A major regional hospital,

The area’s only regional shopping center, as well as the,
Lack of commercial land within the Beachfront communities,
The area’s road network,

Melbourne’s growing arts and crafts community, and

The performing arts center at the Henegar Center.

The advantage of creating a "destination” Downtown is the ability to draw from a
wide area. Based on interviews and analyzing the Downtown retail market, the
Downtown currently services a 10-30 mile area.

REDEVELOPMENT PROCESS/FINDINGS

Stakeholder Involvement

The redevelopment master planning process involved significant public involve-
ment. Focus groups were held individually with merchants, property owners and
stakeholders of the newly added southern US 1 expansion area. Several public
workshops were also held to gather additional inputs.

As shown in the following graphic, the RDA’s greatest assets are it’s existing his-
toric feel, retail hub and proximity to a regional transportation network. Most
importantly, the retail areas draw heavily from the Beach communities which are
predominately residential with limited availability for any commercial expansion.
The retail area also has an historic service area that includes most of central/
southern Brevard County.

Downtown Melbourne CRA Redevelopment Plan

Findings from Focus Groups and
Surveys
+ Assets
— Downtown/Historic Feel
— Water features (River, Harbor, Crane’s Creek)
— Access (major intersection)
— Prime outlet for Beach community

— Regional Draw

— Has been discovered (new harbor
development, and “speculation”)

— Most people have some idea where we are

Strakgic Planning Group, Inc.

Stakeholders acknowledge that appearance has become a major negative to the im-
age of the area as a healthy retail hub.

With the realignment/creation of Strawbridge Avenue, the historic retail center lost
its visibility. Other problems identified are shown in the following graphic.

Findings from Focus Groups and

Surveys
* Problems
— Code enforcement. Building/fagade visual
blight

—Visibility/™No one knows we're here
— Crime & homeless

— Parking

— Public Restrooms

— Traffic Control

Straegic Planning Growup, Inc.

Other major concerns voiced during the stakeholder/community involvement proc-
ess included: limited business hours by existing retail establishments, limited but
growing retail mix, the recognition that the retail market is still seasonal in nature,
and that there is a strong need to connect the harbor and Crane Creek to the Down-
town and create a “sense of place.”

The following graphic highlights the constraints and opportunities

identified by the stakeholders/community.

FINDINGS

— Limited Business Hours
— Limited store mix
— Regional draw but Beaches is 1st
— There is a season. Summer appears weakest
— Downtowin image needs to be of a vilage. Main Street
(Mews Haven) primarily 2-4 stories
— Large buildings limited, allaw for view carridors
— Image should be upscale
— Access/Visibility Critical
— Code EnforcementFacade improvemeant critical
— Well-placed structured parking nesded
— Conhnectivity between Harbor and Downtown
— Area seems to be composed of Districts
= Histaric Downtown, West Mew Haven, Harbaor, Marth Riverview
= South US 1
— South Melbourne

— Park
— Tar Heel

Straiegic Planning Group, Inc.
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As shown in Figures 6 and 7, the main transportation corridors (US 1, and to a lesser extent, Strawbridge Avenue) have exten-
sive visual blight and limited or no streetscape improvements. There is little directional signage showing the location of the
Downtown along US 1 or Strawbridge, and traffic congestion at US 1/New Haven and US 1/Strawbridge further inhibit the
ability to find one’s way. There is no connectivity between the Harbor/Marina area and the Downtown’s retail hub. Finally,
there are three areas or pockets of crime concentrating in the vicinity of Riverview Park within the newly added section of the

RDA, Downtown and along Riverview Road north.

Figure 6. CRA Constraints Map
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There are numerous opportunities within the RDA to promote further redevelopment efforts. The strongest of these
are Indian River and Crane Creek, which provide the RDA with a large amount of potentially developable waterfront
properties. The RDA also has numerous parks. The County’s recently purchased Riverview Park is the single largest
land parcel within the southern expansion area. The park is under-utilized and has the potential, if developed as a
more active waterfront park, to become a major economic anchor for the southern expansion area.

As shown in Figures 8 and 9, while visually challenged, the existing transportation corridors provide regional access
to the entire RDA. At least partially the result of the positive impacts of past and current redevelopment efforts, the
RDA has numerous pending developments, that if constructed should provide the critical mass to move the redevel-
opment of the Downtown to a higher level of economic activity.

Figure 8. CRA Opportunity Map Figure 9. Opportunity Bubble Diagram
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RDA Planning/Neighborhood Districts

As a result of this public involvement and to aid in the overall planning ef-
fort, the RDA was divided into the following planning districts or neighbor-

Figure 10. Neighborhood/Planning Districts
hoods: : '

Historic Downtown Melbourne
Expanded Harbor/Marina
West New Haven

North Riverview

Riverview Park

Tar Heel

South Melbourne

NogkrwbdPE

i '_;%fj_llrﬁﬂ )
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Alternative Analysis

Numerous redevelopment options were developed for the RDA, primarily based at the district or neighbor-
hood level, as shown in Figures 11 and 12..

Figure 11. Redevelopment Options Figure 12. Redevelopment Bubble Diagram
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The following section defines the various alternatives discussed and approved by
the stakeholders.

Harbor Area

The Harbor/Marina is central to the image of the City as a whole and to the iden-
tity of the RDA. Front Street was the historic heart of the original Downtown
and contained a 1,400-foot pier that served as the transportation hub of early
Melbourne. The alternative discussed by the public involved increasing the Har-
bor area’s role as an active marina/harbor by providing more docking space or
allowing it to remain as is, but increase connectivity between the harbor and the
Downtown retail core.

Central to the discussion of increasing the connectivity of the harbor and the
Downtown retail core was the role that Melbourne Avenue would play in the
future; that of a major arterial or that of a multi-use corridor focusing on pedes-
trian use.

Harbor Area

» Expand Launch Area to include more docks, pier
to attract boaters to retail hub (approved)

» Move existing trailer/launch to Melbourne
Riverview Park (approved)

» Use Melbourne Avenue as pedestrian/trolley
connection between harbor and retail core
(approved)

» Move Marine School to another area (visual
blight and limited area for boats)-(approved)

Strategic Planning Group, Inc.

Retail Core

One of the main concerns of stakeholders was the lack of visibility of the Down-
town retail hub. It is not readily visible from either US 1 or Strawbridge; there-
fore, gateways and signage are critical for letting the public know that it exists
and how to reach it. Second is the need to connect the harbor and retail core,
thereby creating a larger and more visible city center with strong waterfront
amenities.

In order to achieve a 24/7 environment for Downtown, it needs more residential
housing. In order to maintain the “critical mass,” multi-storied, mixed-use devel-
opments are required. In order to maintain its smaller city image, the Downtown
retail core is visioned as predominately 3-4 story buildings with only a few high-
rise, mixed-use developments that would feature views of Crane Creek and/or

The diagonal parking along the eastern portion of the retail hub (east of
the Henegar Center) would be replaced with parallel parking, using the
added right of way to expand the sidewalks. As the retail hub expands its
square footage of commercial/office space, structured parking will be
needed. Lastly, medical uses should be encouraged to locate west of the
Henegar Center, not within the retail hub.

Retail Core

« Establish gate ways and traffic management at US1/New Haven and
US1/Strawbridge (approved)

« Promote expansion of boundary north and south (Strawbridge north and
Crane’s Creek South) (approved)
— Streetscape Strawbridge and remove parking (approved)
* New Gateway(s) from Strawbridge into New Haven (Waverly and
Livingston) (approved)
« Connect existing parks to Crane’s Creek and use Melbourne Avenue as
public pedestrian space (approved)

« Promote Mixed Use (residential activity) (approved)

« Structured Parking (City Hall, Old Apts, Henegar) (approved)
« Diagonal Parking on New Haven and side streets (approved)
« Discourage medical (approved)

Strategic Planning Group, Inc.

Melbourne Avenue

Stakeholders initially discussed two alternatives for Melbourne Avenue.
One was to restrict through traffic and the other was to enhance the engi-
neering of the Avenue to allow for greater through traffic. During the
workshops, the stakeholders reached a consensus for the need to utilize
Melbourne Avenue as the main “connector” linking the harbor area to the
Downtown retail hub and that traffic-calming measures should be em-
ployed to ensure that the Avenue is pedestrian-friendly and through-
vehicular traffic is limited.

Melbourne Avenue

« Stop eastward flow at Melbourne Court (use Melbourne
Court as primary network) - (approved)

* Close Melbourne Avenue from Melbourne Court east to
through traffic and use as a multiuse corridor to promote
pedestrian and trolley connectivity and increase public
space (approved)

* Make Melbourne Avenue major arterial (Not in favor)

— Connect it to New Haven by taking land from Riverfront Park
and/or take buildings north of Melbourne at Front (Major's
building) (Not in favor)

West New Haven

The retail hub for Downtown should not expand much beyond Hickory or
McQuaid Streets. The corridor west of the Henegar Center was discussed as
either an Arts District, a Medical District, or a combination of those uses. A
consensus was reached wherein West New Haven Avenue would become a
medical district.

West New Haven

¢ Retail core from Hickory or McQuaid east-
(approved)

« Hickory West
— Promote Medical/office - (approved) or
— Arts District (not in favor) or
— combination

Strategic Planning Group, Inc.

North Riverview

North Riverview

* Promote area as a single development
parcel for redevelopment as higher density
mixed use - (approved)

* Promote as some mix of historic and small
scale commercial (not in favor)

Strategic Planning Group, Inc.

The North Riverview alternative development concepts represented the most
vocal divergence of any of the alternative discussions. One group strongly rec-
ommended that the area be preserved as “historic,” low-density residential and

the harbor area.

Strategic Planning Group, Inc.
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light retail (coffee shops), while the majority wanted to let the area achieve its
highest and best use. It was felt that the area should be promoted as a single
development parcel similar to the Port Orange Riverwalk Redevelopment
Plan.

US 1 Corridor

The newly expanded part of the RDA is the southern US 1 corridor. Today
the corridor is dominated by underutilized industrial or heavy, auto-related
warehouse/supply uses. The western part of the expansion area is dominated
by the South Melbourne community, which used to represent a commercial
and community center for the area’s African-American Community. While
predominately residential, the area’s zoning has prevented the redevelopment
of the single-family housing stock. It was the recommendation of the stake-
holders that the area immediately south of Crane Creek be developed as high-
density, mixed-use and the area to the south be promoted as a horizontal,
mixed-use development allowing for residential redevelopment. It was also
recommended that the historic pedestrian bridge that linked this area to Down-
town be rebuilt.

The area east of US 1 was seen as a continuation of the Harbor District. It
was recommended that Florida Technological University’s Marine Institute be
moved (probably to the Riverview Park area). Also, the vacant and/or under-
utilized warehouse/supply located adjacent to US 1 should be promoted as an
Arts District.

US 1 Corridor

¢ South Melbourne

— South Crane Creek at high density mixed use -
{approved)

— Residual as horizontal mixed use (residential,
commercial, arts) - (approved)

— Pedestrian Bridge across Crane Creek - (approved)
e Harbor

= Promote moving/selling Marine Institute = (approved)
» North US 1 corridor

— Arts District - (approved)

Strategic Planning Group, Inc.

The southern part of the expansion area is dominated by the Melbourne River-
view Park, a 15-acre, largely passive County Park. It was the consensus that
the boat launch currently located at the Front Street Park (Harbor District) be
relocated to the Park and that the Park be promoted as a more active boating
(motorized and non-motorized) center.

Finally, the residential, single-family area south of the Park (Tar Heel District)
should be promoted for higher-density, mixed-use residential developments
that can capture the visual views of the Indian River.

Downtown Melbourne CRA Redevelopment Plan

US 1 Corridor

e Melbourne Riverview Park
— Promote mixed boating usage - (approved)

— Move trailer parking from Front Street to here -
(approved)

— More active usage of acreage - (approved)
e Tar Heel

— Promote higher density residential mixed use -
(approved)

e South US 1 corridor
— Marina/boating support - (approved)
— Residential retail support - (approved)

Strategic Planning Group, Inc.

Performing Arts

Art districts are one of the more successful tools used to revitalize down-
towns. Through a significant private/public sector partnership, the Henegar
Center is developing into a major performing arts center.

Waterfront Attractions

As mentioned throughout this report, the Downtown’s greatest resource is its
location on two bodies of water: the Indian River and Crane Creek. The
City has committed significant resources to cleaning up its waterfront and
creating the Crane Creek Promenade. These actions have had a modest im-
pact on retail and mixed-used revitalization within the Downtown. How-
ever, other than the marina district and the Promenade, no attractions are di-
rectly linked to the waterfront, thereby limiting its potential to impact the
local economy. Other cities that have achieved successful waterfront revi-
talization have either created significant activities along their waterfronts
and/or have linked the waterfront to existing activity centers off the water-
front. Activity nodes include hotels, restaurants, marinas, aguariums, and
retail activity (art galleries, nautical shops, museums, etc).

Given the City’s existing retail/commercial base along New Haven Avenue
and the current disconnect between those resources and the waterfront, the
City and the CRA should consider a unified approach utilizing “both ap-
proaches.” As noted in previous studies of Downtown Melbourne, the cur-
rent configuration of Melbourne Avenue (width and location) and adjacent
parking lots hinder connectivity between the waterfront and Main Street.

Increased Lodging Demand

Most of the visitation to Downtown is by local residents or “day trippers,”
meaning people who do not stay overnight. There currently appears to be a
“chicken and egg” scenario in Downtown. Lodging is limited in Downtown.
With the exception of a small Bed and Breakfast and a condominium devel-

MELBOURNE

opment that operates as a small hotel, no Downtown lodging exists. Yet, lodg-
ing is required if Downtown is to achieve significant revitalization.

Potential Downtown Melbourne Hospitality Demand

Melbourne’s historic hospitality statistics are very limited. While it is impossi-
ble to project future supply needs given historic trends, SPG does believe that,
should Downtown Melbourne continue to successfully revitalize, it should be
able to support a mid-size hotel with meeting/convention space. While not
guantifiable, SPG believes the Downtown’s potential hospitality market has
not been tapped.

Existing Lodging Potential Supply

The largest immediate impact to Downtown’s future lodging supply is captur-
ing part of the existing business and events visitation that is not being satisfied
due to lack of facilities Downtown. Further, given adequate lodging and sup-
porting facilities, Downtown should be able to capture part of the greater Mel-
bourne/Palm Bay lodging market.
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REVITALIZATION STRATEGY Waterfront Developments

Residential waterfront developments are currently one of the strongest residen-
Several factors will impact the amount and timing of retail absorption in tial markets nationwide, and examples of the success of these projects are found
Downtown Melbourne. First, as mentioned earlier, is the need to have a strong  along the existing harbor area and along the Indian River. This type of develop-

resident population to provide a 7-day/52-week demand for retail. ment will add to the permanent population of Downtown, further 24/7 spending
and increase a sense of security. This potential market appears to have two ma-
Increase Residential Housing jor market segments: professionals from throughout Brevard County and sea-

The single most important impact on revitalizing downtowns is the need to  Sonal/second home owners within the 100-mile radius (Orlando).

create a 24/7% environment.

While holiday and special events tend to provide a significant amount of over-
all retail sales locally and nationally, retailers still need a steady, non-peak in-
come flow to support operations. Should Downtown Melbourne achieve a 10
to 15% market share of this area’s retail market, most of those sales will occur
during weekends, summers and special events (festivals). Therefore, there will
be a need to increase local sales during the “off periods.” This can be accom-
plished by increasing residential units Downtown (or close in) and creating a
vibrant tourist market. The following section will describe the actions that will
be necessary to expand the weekday “draw” of Downtown.

Increase Downtown Housing

Downtown Melbourne has a mix of housing ranging from condominium devel-
opments along the river and harbor to single-family homes and small apart-
ments. The Downtown area is somewhat dominated by Trinity Towers, a two-
tower, congregate living facility. As more revitalization occurs throughout
Downtown, apartment redevelopment should occur on the upper floors of ex- and is the eastern-most, accessible, boat-launching area in this region of

isting buildings; however, the market of these types of apartments is _Iimited Brevard County. The US 1 and FEC bridges, crossing and separating the
and occurs on a small scale (one or two apartment conversions at one time per  Tg the extent that proposed developments like the Vues and other announced,  existing harbor from Crane Creek limit boat size west of the bridge. Due

Indian River and Crane Creek
Downtown Melbourne lies on the western boundary of the Indian River

building). planned, mixed-use developments attract Orlando owners (whether primary or  to the limited marina/storage facilities, this regional boating market has
secondary owners), the housing will strengthen the Orlando/Melbourne retail  not been tapped.
linkage.
Ecological Resources
Increase Visitation to Downtown/Environs Not only does the Indian River afford extensive boating opportunities,
The City of Melbourne and environs currently have significant resources to at-  the area is a haven of flora and fauna resources. Crane Creek is noted for
tract a large number of transients. These resources include: its Manatee population that can be viewed from the Crane Creek Prome-

nade..
Ocean, Indian River, and the areas’ harbors/marinas,

Ecological resources associated with Indian River,
Historical and cultural resources,

Arts and crafts,

Special events, and

Performing arts.

|| L] i

[ T ..

224 hour, seven-days-a-week environment, which means having a sizable residential use
Downtown, including both residential units and lodging facilities.

Downtown Melbourne CRA Redevelopment Plan Page 21



Arts and Crafts

The environs of the Downtown have become a hub of artistic activity. The area
is now home to a large number of artisans. Unfortunately, most work out of
their homes which are not located in Downtown. The area, however, does have
an active Arts Council (Brevard County Arts Council) housed in Downtown
Melbourne which promotes local artists and is active in promoting Downtown
events, the most notable being the Melbourne Arts Festival, one of the largest in
the State of Florida

Currently, these events are limited due to space available for exhibitions. The
Melbourne Auditorium, an excellent venue, located just north of the CRA is also
limited in size. To compete for a larger share of the market, additional exhibi-
tion space will be required (outdoor fairs, etc., can partially address this short-
fall, but inclement weather could impact shows).

SPG believes that Downtown Melbourne could develop into a true regional Arts
and Craft center given the large number of local artisans and the significant
amount of vacant or under-utilized building inventory along the southern US 1
corridor. While the Arts Commission has shown success in its existing events,
Downtown has not begun to tap its potential as an Arts and Crafts destination.

REDEVELOPMENT CONCEPT

Based on public input received from the Alternative Concept Development
Workshop held on June 23, the following guiding Goals and Objectives were
developed.

Retail Core

v Have Downtown Melbourne as an FDOT designated historic place.

Establish gateways and traffic management at US 1/New Haven and
US1/Strawbridge.

Promote expansion of retail border north and south (Strawbridge north
and Crane Creek south).

New gateways from Strawbridge into New Haven (Waverly and
Livingston) and landscape median (See graphic).

Establish landscape median on Strawbridge with traffic calming.

< < < <

v Connect existing parks to Crane Creek and use Melbourne Avenue
east of Melbourne Court as public pedestrian space.

MELBOURNE

Update streetscaping in needed areas.

Promote mixed-use developments (residential activity).

Replace diagonal parking along New Haven with parallel parking
and allow more public/pedestrian space in its place.

Construct a public parking structure in close proximity to retail.
Discourage medical uses within core area (see west New Haven
medical node).

< < < <<

Harbor Area

v Expand launch area to include more dock space, add pier (1,400
feet long—similar to historic pier) to attract more boating and
visitation of Marina/Harbor area.

FRONT STREET

N A BLTON OF W

v Move existing trailer launch to Melbourne Riverview Park.

v Use Melbourne Avenue as pedestrian/trolley connection between
harbor and retail core.

v Work with Florida Technical University to move Marine School
(perhaps to Riverview Park).

v Continue streetscaping into area.

Melbourne Avenue

v Stop eastward traffic flow at Melbourne Court (use Melbourne
Court as primary arterial/collector).

Downtown Melbourne CRA Redevelopment Plan
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Vv Close Melbourne Avenue from Melbourne Court east to through traffic .
and use it as a multi-use corridor to promote pedestrian and trolley South US 1 Corridor
connectivity between harbor and retail core and increase “public v Promote active use of Riverview Park.
space” along the waterfront.

MELBOURNE

The Concept Plan’s theme is to expand the Downtown to cover the entire
RDA and “return the harbor to Harbor City.” To accomplish this, the ex-
isting harbor area will need to be redesigned; especially Front Street Park
and the boat launch in order to create a true harbor/marina complete with
harbormaster facilities and additional dock space. It is envisioned that a
1,400-foot pier be built, similar to the historic pier that was destroyed. The
harbor area will be expanded both to the west and the south. To the west,
the harbor will extend into Crane Creek beyond the FEC railroad tracks,
v Promote mixed boating use (power and sail). where it is envisioned as being surrounded by an expanded Crane Creek
v Move trailer launch from Front Street to Riverview Park. Promenade. The Harbor also extends southward to include the Melbourne
Riverview Park.

West New Haven

vV Gateway at New Haven/Strawbridge.

v The Downtown retail core’s western boundary is Hickory/MacQuaid.

v The western portion of New Haven (Hickory/MacQuaid) to be pro-
moted as Medical District.

The Harbor District is linked to the expanded retail hub by a newly redes-
igned Melbourne Avenue, as well as to the South Melbourne area by a
newly built pedestrian bridge located where the historic pedestrian bridge
was located. Melbourne Avenue is envisioned as being a pedestrian-
friendly, traffic-limited, multi-use corridor that would accommodate trol-
leys, pedestrians and a small volume of slow-speed vehicular traffic. The

v Encourage the linkage between the Hospital and New Haven by en-
hancing Hickory and designating area north of CRA as Medical Dis-

trict. __ space, coupled with the adjacent, open-space/City parks could also be used
v Continue streetscaping into area. ] as an expanded, public open space for special events and a farmers market.
. . ) o Residential mixed-use developments are envisioned surrounding Crane
North Riverview V' More recreational developments within Park. Creek, capitalizing on views of both the Creek and Indian River.
Vv Promote area as a single development parcel for redevelopment as a v Prepare detalle_d sewer and drainage studies for the Tar Heel area, as o . _ _
higher density, mixed-use development similar to the City of Port Or- well as pave dirtroads. : : The historic retail hub is expanded to include the newly streetscaped
ange’s proposed Riverwalk development. V' Promote higher density residential (view corridor to River). (landscaped median) Strawbridge Avenue and the new City Hall, extend-
V' South US 1 Corridor streetscape. ing to Crane Creek forming a link with the Harbor District. The retail dis-
South Melbourne v Promote area around Prospect as an Arts District. trict will include the Henegar Performing Arts Center, which is envisioned
v Promote areas around Park and south US 1 as boating and nautical sup-  as having structured parking facilities located behind the building. Addi-
ply area. tional structured parking may be required. New Haven, between McQuaid
v Promote residential/retail mixed-use (view corridor to River). Street and US 1, will have its diagonal parking replaced with parallel park-
ing allowing for the construction of wider sidewalks. Ground-level space
is to be predominately used for retail, with upper floors being used for of-
CONCEPT PLAN fices and residential. New gateways and signage (including Historic
Downtown Melbourne signs along 1-95) along Strawbridge and US 1 will
Plan Content and Description provide “visibility” for the expanded retail district.

The Concept Plan was developed after analyzing the existing conditions in the
redevelopment area and a market analysis of future development potentials. The
descriptive narrative of the Concept Plan summarizes the general intent of the

West of the Henegar Center, the RDA is envisioned d as becoming part of
a bigger medical/hospital district with Hickory Street linking the hospital
to New Haven. A new gateway is envisioned at the western intersection of

v Promote South Crane Creek as high-density, mixed-use area. Redevelopment Program. It has been developed as a guideline for promoting e\ Haven and Strawbridge (design concepts include the development of
v Promote horizontal and vertical mixed-use (with residential), as well the sound development and redevelopment of the properties in the redevelop- '« \nd_about” or traffic circle).
as commercial and arts district. ment area. Opportunities for public improvements, redevelopment activities and

proposed future land use composition are identified and graphically depicted in
Figures 13 and 14.

Downtown Melbourne CRA Redevelopment Plan Page 23



The North Riverview District is envisioned as a Figure 13. CRA Redevelopment Plan
“planned,” mixed-use development encompassing
residential and commercial uses (limited retail) linked
to the Harbor and Retail Districts by a pedestrian/bike

Riverwalk running completely through the RDA -
(north to south). '
]-ID;P]TM SILVER PALM AVE,
The southern expansion area, with a newly redesigned ] st v
Melbourne Review Park and relocated Marine Insti- g — e > - u*‘?’i

tute, is envisioned as redeveloping into a mixed-use,
residential/commercial center. The eastern portion of
the US 1 corridor will be dominated by boating, a y
park, and residential developments built to capture the
river and park views, while the buildings adjacent to
US 1 and north of Line Street will initially be con- ,
verted into an Arts District. Areas south of Linewill ||  =gasssdned |
be redeveloped into mixed-use developments support-
ing the residential and commercial needs of the entire
southern RDA.  The South Melbourne area is an-
chored by a redeveloped Crane Creek with its mixed
office, residential developments and creek-walk/boat
slips. The area south of Prospect is envisioned as in-
cluding a mix of single-family homes with a small
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Figure 14. Retail/Harbor District Concept Plan
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URBAN DESIGN

Stakeholders were invited to participate in an Urban Design Workshop on May 12, 2005. The purpose of the workshop was to develop consensus on the urban design features of the overall redevelopment plan, as well as
serve as guidance to the currently started Phase 3 streetscape effort (continuing streetscape features from Livingston Street to the western boundary of the study area).

GATEWAYS

Stakeholder were shown different gateways, “entrance features,” that would help identify the entrance into various parts of the RDA. There was no overwhelming consensus, as shown in the graphic below.

1- Yellow

2- Red
1- Yellow

3- Red
8- Yellow 6- Red
2- Yellow

3- Red
1= Yellow

Melbourne Downtown CRA Redevelopment Plan
Optional Gateways

el
MELBOURNE, FLORIDA ] e,
e ) 2 G

URBAN RESOURCE GROUP
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The biggest concern was that the gateways provide “visibility” to the
area, which is lacking today. In general, the stakeholders desire an arch
approved as shown in the graphics on the left.

SIGNAGE

Stakeholders were shown several signage alternatives utilized by other
successful CRAs (as shown on the right).

5- Yellow
Recognizing the importance of signage, stakeholders chose the exam-
ple below as the perfect style to be used.

10- Yellow _'_.'_'.‘6‘-' —
¥

1- Yellow 1- Yellow

Melbourne Downtown CRA Redevelopment Plan T

DATE: 12 MAY, 2005

Optional Signage MELBOURNE, FLORIDA <A
COMTACT; SUE THOMPSON (941) 9261 73 _ -

URBAN RESOURCE GROUP
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LIGHTING

Stakeholders reviewed numerous options for streetways improvements, including lighting, as shown in the graphic to the right.

After reviewing numerous alternative options, the community desired keeping the existing lighting design, but improving the lamination (see graphic on the left).

11- Red
4- Yellow

3- Yellow

2- Red
5- Yellow

4- Red

3- Yellow
1- Red
b- Yellow
Melbourne Downtown CRA Redevelopment Plan Tan
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Downtown Melbourne CRA Redevelopment Plan Page 28



PAVERS

The community reviewed several alternative “paver” designs. As shown in the graphic to the right, most wanted to use a brick pattern; however, there was no overwhelming consensus as to which pattern should

be used (see graphic on right).

The styles most desired are shown below.

Downtown Melbourne CRA Redevelopment Plan

5- Red
4- Yellow
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BUMPOUTS

Bumpouts are curb extensions at intersections that reduce the roadway
width from curb to curb. They "pedestrianize" intersections by short-
ening crossing distances for pedestrians and drawing attention to pe-
destrians via raised peninsulas. They also tighten the curb radii at the
corners reducing the speeds of turning vehicles.

Bumpouts are good for intersections with substantial pedestrian activ-
ity and areas where vertical, traffic-calming measures would be unac-
ceptable because of noise considerations.

Advantages:

v Neckdowns improve pedestrian circulation and space.

v Through- and left-turn movements are easily negotiable by large
vehicles.

Vv They create protected, on-street parking bays.

v They reduce speeds, especially for right-turning vehicles.

Disadvantages:

v Effectiveness is limited by the absence of vertical or horizontal
deflection.

V' They may slow right-turning emergency vehicles.

v They may require the elimination of some on-street parking near
the intersection.

V' They may require bicyclists to briefly merge with vehicular traf-
fic.

Effectiveness:

Average of 4% decrease in the 85th percentile of travel speeds, from

an average of 34.9 to 32.3 miles per hour (combined average for vari-

ous narrowing measures, taken from a sample of seven sites).

Similar Measures:
If a roadway is narrowed at a mid-block location, you have a Choker.
Can be easily combined with a Raised Intersection.

Cost Estimate(s):
$40,000 - 80,000 for four corners

Downtown Melbourne CRA Redevelopment Plan
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TREES and/or AWNINGS

Downtown Melbourne, due to its geographic location, is hot for most of the year. To increase the comfort of pedestrians by blocking the sun and providing some protection against inclement weather, stake-
holders reviewed several awning/tree cover alternatives as shown in the graphic to the right.

The preferred options for trees and/or awnings are shown in the graphics on the left.
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BENCHES

Stakeholders were shown several alternative designs for benches to be used in the RDA (as shown in the graphic to the right).

The most preferred style is shown in the graphic below.
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TRASH RECEPTACLES

Stakeholders were shown various styles of trash receptacles for use within the RDA (graphic to the right).

The two most preferred styles of trash receptacle are shown in the graphics on the left.
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DOWNTOWN
MELBOURNE

PROPOSED FUTURE LAND USE AND ZONING DESIGNATIONS

Future Land Use Zoning Districts

As shown in Figure 15, the RDA is proposed to function as an entire Downtown area, and the predominant As shown in Figure 16, the predominant zoning district for the RDA is C3.
land use is proposed to be commercial/high-density residential.

Figure 15. Future Land Use Map Figure 16. Proposed Zoning Districts
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IMPLEMENTATION OF REVITALIZATION
STRATEGY

Numerous actions are required to implement this redevelopment effort. First, the
Plan needs to be approved by the CRA and the City’s Comprehensive Plan needs
to be amended to include the Plan and its Future Land Use and Zoning recom-
mendations. Another component of the action Plan is to “return the Harbor to
Harbor City.” Earlier this year, the Florida Legislature passed the Working Wa-
terfront Protection Act, which included the request to create strategies preserving
recreation and working waterfronts, as well as expediting permits for marinas
that set aside boat slips for public use.

The implementation of this planning effort draws heavily on the private sector.
The Downtown retail core is envisioned as an upscale retail hub catering to a 10-
30 mile service area, as well as the retail outlet for the new population that is an-
ticipated to reside Downtown. To accommodate this latter group, certain retail
categories should be considered for the area, including a grocery store, banking
institution and drugstore.

CONSTRUCTION PHASING

The following phase descriptions explain the optimal order for the construction
of the Revitalization Strategy elements. The timeframes given are approxima-
tions. Timing of construction should respond to opportunities created by private
development and the realities of funding strategies.

2005-2006 (Phase 3)
Continue the streetscape and gateway development along Western New Haven
and East New Haven, east of US 1, Melbourne Avenue.

2005-2009 (Phase 4)

The phasing is spread over a 25-year implementation period. The first phase
should be a “signature phase,” one that indicates the major goals of the Revitali-
zation Strategy. It is for that reason that SPG suggests that the emphasis be the
public/private development of the retail/harbor districts, including traffic-
calming measures along Melbourne Avenue, creating a true harbor/harbor mas-
ter/marina complex along the Indian River and a Riverwalk around Crane Creek.
A marine institute relocation study would be conducted, as well as studies related
to the relocation of the launch facilities of Front Street to Melbourne Riverview
Park. A trolley feasibility study needs to be conducted to connect the harbor and
the retail districts.

At the same time, Phase 4 should have gateway developments at the entrances to
the city and to these districts. Signage can be implemented quickly with limited
funds during this phase. Design and construction would commence on changing
the parking along New Haven, within the retail hub, from diagonal to parallel.
One or more structured parking facilities to be built. During this time, a detailed
sidewalk redevelopment plan would be conducted and construction started, espe-
cially on Waverly. Part of the upgrading of streetscape features including

benches, trash receptacles, and upgrading lights along the eastern portion of New
Haven will begin. A design study for the landscaping of the Strawbridge Avenue
median will be started. Also during this time period, a combined City/County/
CRA Greenway Trail Master Plan would commence.

The North Riverview District will begin planning studies, including closure of
Riverview Drive and linking the area to the Greenway Trail Master Plan.

The southern expansion area to receive fagade improvements and begin conver-
sion to an Arts District. The Master Plan for the redevelopment of the Melbourne
Riverview Park will be conducted and studies for the paving of unpaved streets
within the Tar Heel area will be commenced.

2010-2015 (Phase 5)

Within 10 years, there will be more commercial/residential development within
Downtown. Parking will be the pressing issue; hence, SPG recommends that the
significant project in Phase 5 should be the construction of the parking deck.
This will benefit not only the Downtown commercial development, but govern-
mental parking needs at the City Hall.

During this phase, Strawbridge needs to undergo streetscaping with a landscaped
median with appropriate gateways.

Harbor/waterfront development will continue in the southern expansion area. Itis
envisioned that the Riverwalk expands to the south and the Melbourne Riverview
Park master planning and expansion takes place. This expansion includes the
relocated launch area from Front Street, appropriate dredging, and other related
services.

Streetscape improvements to be designed and implementation started for the
southern US 1 Corridor.

2016+ (Phase 6)

With Strawbridge landscaped, SPG would recommend focusing on the feasibility
of establishing a roundabout gateway at the New Haven/Strawbridge intersection.
It is foreseen that US 1 streetscape efforts would be continuing, as well as future
construction of additional parking structures as required.

Conclusion

The Revitalization Strategy components should bring remarkable, positive change
to Downtown Melbourne. Certainly, these changes will not happen overnight.
As the next section, Capital Improvements, explains, this revitalization strategy
should be implemented gradually, but steadily, over the next 10-15 years, with
economic development, increased visitation, Downtown activity, and enhanced
public spaces emerging during this process. If this revitalization strategy is im-
plemented, the next quarter century will be an exciting time in Downtown Mel-
bourne.

MELBOURNE

As shown in the following Implementation/Capital Improvements
table, numerous detailed studies will need to be prepared before con-
struction costs can be determined. It is SPG’s opinion that the full
impact of the redevelopment could cost over $50 million (20043) in
TIF financing for the operation, maintenance and construction of the
requisite improvements.

Downtown Melbourne CRA Redevelopment Plan
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CAPITAL PROJECTS PROGRAM

This section shows how the Concept Plan translates to capital improvements, public/private sector opportunities, and program administrative and regulatory requirements. The community should understand that the Rede-
velopment Agency, working closely with the City and other government entities, will be pursuing multiple elements of the Plan at all times.

IMPLEMENTATION /| CAPITAL IMPROVEMENTS

Cost Source PHASE 3 - engoing PHASE 4 PHASE 5 PHASES 647
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 +
Historic Retail Hub
Hiztotic Designation FDOT staff Cityr/CRA
Purchase/Place Historic Signage(s) $7,500 TIF
Design Construct New Shop Signage $100,000 TIF
Traffic Mahagement Study- 31 HMew Haven and Strawhridge 25,000 TIF, FDOT
Gateway Design - Frotype $5,000 TIF
Gateway 51/ Prospect $30,000 TIF, FDOT
Crateway - US 1/ S trawhridge $30,000 TIF, FDOT
Gateway Designs - Btrawhtidge $30,000
Btrawbridge Improvement Planning Study $10,000 TIF, FDOT
Establish Fagade Grant Program Catunial) $100,000 arrnal TIF
Upgrade lights, benches, trash holders to be determined TIF
Design Parallel Parking on New Haven to be determined TIF, FDOT
Construct Mew Patking and widen sidewalk to be determined TIF, FDOT

PedestriandBidewalk Plan/Constract (Waverly et.al)

to be determined

TIF, FDOT Federal

New Haven Streetscape Upgrade Design/C onstract

to be determined

TIF, FDOT Federal

Patking Structure (8)

to be detenmined

TIF, FDOT

Anmmaal Grant to Mainstreet to Promote Retail Expansion from Strawbridge to Crane Creek

$50,000 anmual

TIF

Harbor District

Stormrater Master Plan

to be determined

TIF, City, County, State

Nlarina Design Master Plan

to be determined

TIF, City, County, State

DM atitna Infrastructure Constiaction

to be detenmined

TIF, City, Coutty, State

Hatbor Master Facility/docks

to be determined

TIF, City, County, State

Relocate Marine Institute

to be determined

TIF, City, County, State

Relocate Lavtich Area to Melboutne Riverview Patk

to be detenmined

TIF, City, Coutty, State

Establish Trolley Between Harbor and Retail District - anmual contribution $75,000 - $100,000 TIF, FLOT
Dredging

Melbourne Avenue

hlelboume Avenue Traffic Calming Preliminary Design Study $25,000 TIF, FDOT
Construct Hew Melbourne MMulti-Use Corridor to be determined TIF, FDOT
West New Haven

Btreetscape/Gateway Construction $1,990,000 TIF, FDOT
Create Hozpital Gateway along Hickory staff

Round about Study (@ Hew HavenStrawhridge 50,000 TIF, FDOT Federal
North Riverview

Hotth Riwerview Dt Closure Study $23,000 TIF, FDOT
Promote District for single development to be determined TIF
South Melbourne

Design/Construct Southern Creeldront Walk developer

Pedestrian Bridge DesignConstract $100,000 TIF, FDOT
US 1 Corridor

Mlelhourne Riverview Park Waster Plan $123,000 TIF, State, Grants

Dredging

to be determined

TIF, State, Grants

Strectacape Plan

to be detenmined

TIF, FDOT

Streetscape Implementation

to be determined

TIF, FDOT

I m‘rjf rm

FPave roads within Tar Heel to be determined Citsr, TIF, FDOT
Agts District Annual Grant $30,000 anrnal TIF, City, Grants
Establish Fagade Grant Program (anngal) $100,000 anmaal

Greenway/Trail

Grreervaray/Trail Master Plan $73,000 TIF, City, County, State
Notes

Flanning Elements

Construction

Ongoing efforts

Downtown Melbourne CRA Redevelopment Plan
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The Community Redevelopment Plan contains projects consisting of public, private and joint public/
private efforts that may take up to forty (40) years to complete, although the Plan’s goal is to complete
the majority of the listed objectives within a 25-year period. It is critical that the City incorporates a
sound project implementation strategy to accomplish the most effective results in terms of addressing
the community’s needs while stimulating private sector investment. It is also important that the rede-
velopment program is flexible enough to take advantage of unforeseen opportunities, such as private-
sector development initiatives or newly created government programs and funding sources which may
provide additional leverage for tax increment financing.

The chart on the previous page highlights the major Capital Improvement Program (CIP) elements of
the Redevelopment Plan. While the entire CIP costs cannot be estimated at present, the CRA should
be planning for a $25-50 million CIP infusion to fully redevelop the RDA.

REVENUE PROJECTIONS

Tax increment financing is the most popular method for cities throughout the country to redevelop ur-
ban areas through public improvements that promote private sector activity. Although the legal re-
quirements are complex, the basic concept is relatively simple.

In tax increment financing, property values in certain defined areas are capped or frozen at the as-
sessed value for the particular base year. Thereafter, any tax revenues that result from increases in
value in excess of the base are dedicated to the Redevelopment Area. The City and the County both
continue to receive property tax revenues based on the frozen value. These base revenues are available
for general government purposes.

The tax increment revenues can be used immediately, saved for particular projects, or can be bonded
to maximize the funds available. Any funds received from a tax increment district, however, must be
used for the redevelopment of the area and not for general government purposes.

In the early 1980’s, many Florida cities established Community Redevelopment Agencies to facilitate
the redevelopment of urban areas. As the tax increments have increased, many redevelopment areas
now have sufficient revenues to support significant levels of bonds.

History of Tax Increment Financing

Tax increment financing was originally developed over 30 years ago as a method to meet the local
match requirements of federal grant programs. With the reduction in federal funds available for local
projects, however, tax increment financing is standing on its own as a method to finance local redevel-
opment. State law controls tax increment financing. Because of this control, tax increment financing
takes on a number of different techniques and appearances throughout the country.

In Florida, tax increment financing is derived from the Community Redevelopment Act of 1969,
which is codified as Part I11, Chapter 163 of the Florida Statutes. This act provided for a combination
of public and private redevelopment efforts, but did not authorize the use of tax increment financing.
The Act was amended in 1977 to allow tax increment financing. Under the Statutes, municipalities
must go through a number of steps to establish a redevelopment area and implement a tax increment
district.

Upon approval of the governing body a trust fund for each Community Redevelopment Area may be
established. The revenues for the trust fund are obtained by allocating any increases in taxable as-
sessed value to the Area. The assessed value of the district is “frozen” and any increases (the tax in-
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crement revenues) are available for improvements to the Area. The tax collector collects the entire property tax and
subtracts the tax on the base value, which is available for general government purposes. Of the remaining tax incre-
ment revenues, 95% are deposited to the Trust Fund. The remaining 5% is kept by the local government as a collec-
tion fee.

tax increment financing (TIF)

The non-exempt ad valoremn tax base

from the CRA is frozen the year the
Community Redevelopment Plan is adopted
(July 1 deadline each year).

,:{.

Any increase in taxes goes to the CRA. % #~ Tax$avallable o CRA
Tax revenue increases because redevelopment E g
increases the value of the property. = G

E ¢ Tayx base to local government
Without redevelopment, the fax revenue - Temaing constant af this level
would continue to decrease as the area § T bighted S until the Community
becomes more and more blighted. F Ll ekt Recle vainprasat Bl

has been implemented or
at the end of a 30-year period
from the date of adoption.

YEARS

When the Plan has been implemented,
the tax base for local government will

R + ar fhe Plan is adopted
have been significantly increased. 5 oy

Downtown Melbourne TIF History

The RDA has an estimated assessed property value of approximately $110.6 million ($77.6 million for the older por-
tion of the RDA and $33 million for the newly added southern portion). While the southern portion has just been
added to the RDA, the northern or historic portion of the RDA has experienced a 29% increase in assessed values
over the last five years.

The use of TIF funding is limited according to Florida Statutes as described below.

DOWNTOWN REDEVELOPMENT FUND
COMPUTATION OF 2005-2006 TAX INCREMENT REVENUE

2002-03 2003-04 2004-05 2005-06
$65,814,960 $68,138,340| $77,655,470 $84,993,046
-$23,595,020 -$23,595,020 -$23,595,020 -$23,595,020
$42,219,940 $44,543,320| $54,060,450 $61,398,026

Assessed Valuation*
1982 Assessed Valuation (Base Year)

Tax Increment Revenue $359,870 $375,154 $457,769 $517,330
*Property values have been estimated at 9.5% above current year values.
2005
Incremental Revenue Tax

Proposed Assessed Allocable to | Increment

Millage Valuation Trust Revenue
City of Melbourne 4.7415*  $61,398,026 95% $276,563
Brevard County - General 4.1278** $61,398,026 95% $240,767
8.8693 $517,330

*Proposed Melbourne Millage Rate
**2005 Adopted Brevard County General Millage Rate
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Type of Expenses Allowed

There are five major types of expenses allowed under Section 163 .387(6) Flor-
ida Statues (F.S.) for tax increment revenues.

1. Establishment and Operations - they can be used for the implementation
and administrative expenses of the Community Redevelopment Agency.

2. Planning and Analysis - they can then be used to develop the necessary en-
gineering, architectural, and financial plans.

3. Financing - the revenues may be used to issue and repay debt for proposed
capital improvements contained in the Community Redevelopment Plan.

4. Acquisition - the revenues may be used to acquire real property.

Preparation - finally, the revenues may be used for site preparation, includ-

ing the costs of relocation for existing residents.

o

According to Section 163.370 (2) F.S. however, the funds may not be used for
the following purposes:

1. To construct or expand administration buildings for public bodies, unless
each taxing authority involved agrees.

2. Any publicly-owned capital improvements which are not an integral part of
the redevelopment if the improvements are normally financed by user fees,
and if the improvements would have otherwise been made without the Re-
development Agency within three years.

3. General government operating expenses unrelated to the Redevelopment
Agency.

ADDITIONAL FUNDING OPTIONS
The Home Investment Partnership (HOME)

Overview: This is an annual formula grant to local governments. It was enacted as part
of the 1990 Redevelopment Agency and National Affordable Housing Act to provide
states with their first opportunity to administer federally funded homeownership and
rental housing programs. These funds may be used for new construction, rehabilitation,
land acquisition, site improvements, and tenant-based rental assistance. The State’s
HOME program is administered by the Florida Housing Finance Corporation, with pri-
ority given to projects located in communities that have not received direct HOME
funding.

The Safe Neighborhood Act — Chapter 163.502, F.S.

Overview: Neighborhood improvement districts created pursuant to the Act may re-
quest a planning grant for the State’s Safe Neighborhood Trust Fund on a 100% match-
ing basis. The District may also authorize the levying of an ad valorem tax of up to 2
mills annually on both real and personal property.

Downtown Melbourne CRA Redevelopment Plan

Community Development Corporation Support and

Assistance Prog ram

Agency: Florida Department of Community Affairs

Types of Projects: Administrative support for organizations involved in economic devel-
opment and neighborhood revitalization

Dollar Amount: Approximately $40,000 - $50,000 Annually

Match: None

Deadline: Spring

Florida Recreation Development Assistance Program
Agency: Florida Department of Environmental Protection

Types of Projects: Acquisition or development of land for public outdoor recreation pro-
jects

Dollar Amount: $50,000 - $150,000

Match: Zero match for $50,000; 25% match up to $150,000; 50% over $150,000
Deadline: Late August-Special Preparations Public Hearings

Bureau of Design and Recreation Services, Division of Recreation and Parks, Florida
Department of Environmental Protection

3900 Commonwealth Blvd

Mail Station 585

Tallahassee, Florida 32399-3000

Phone: 850-488-7896 Suncom: 278-7896

Fax: 850-488-3665

TEA 21/TEA 3

Agency: Metropolitan Planning Organization/Florida Department of Transportation/
Federal Highway Administration

Types of Projects: Highway beautification, historic preservations, scenic roadways, bike
and pedestrian facilities, rehabilitation and operation of historic transportation studies,
preservation of abandoned railway corridors, control and removal of outdoor advertising,

archeological planning and research, mitigation of water pollution due to highway runoff.

Dollar Amount: Varies
Match: 10% non-federal funds
Deadline: TBA

Title V Community Organizing Programs

Agency: Office for Juvenile Justice Delinquency Program Agency

Types of Projects: Neighborhood organizing and planning, community outreach
Dollar amount: $50,000

Match: 50%

Strings/limitations: Support newly formed groups working toward juvenile crime pre-
vention

Deadline: Spring

Leveraging: CDBG

Special Preparations: Neighborhood group organized

The Good Neighbor Program

Agency: Administration Public Buildings Service, U.S. General Services
(GSA)

Overview: The General Services Administration (GSA) Public Building Ser-
vice is the Federal Government’s largest civilian landlord. GSA provides
40% of all federal office space in government-owned buildings and space
leased from the private sector; more than 250 million square feet, for more
than a million federal agencies, and community groups to provide safe public
environments in federal buildings and surrounding neighborhoods and attract
people to downtowns; offer free or at-cost space restaurants, shops and activi-
ties (farmers’ markets, festivals, concerts, and exhibits) in federal facilities
and outdoor plazas; provide excess federal property for public use; and par-
ticipate in local community revitalization and planning efforts.

Phone: 202-501-1100

Internet; www.goodneighbor.gsa.gov

SuperNOFA

Agency: U.S. Department of Housing and Urban Development (HUD)
Overview: HUD changed its grant application process in FY 1998 and will
no longer issue a separate Notice of Funding Availability (NOFA) for each
grant Program. Instead, the competitive grant programs are being announced
in three SuperNOFAs — Housing and Community Development, Economic
Development and Empowerment, and Targeted Housing and Homelessness
Assistance. Each SuperNOFA provides grant applicants with a complete list
of HUD competitive funds available in a given year to address a particular
issue. The process also standardizes the application and selection processes.
By implementing the SuperNOFA approach, HUD hopes applicants will be
better able to design comprehensive, coordinated strategies that effectively
address the complex problems facing their communities. In turn, HUD will
move from an organization of a separate program office with isolated pro-
grams to one HUD with one mission — empowering people to develop viable
urban communities that provide a suitable living environment for all.

Phone: 800-HUD-8929, SuperNOFA Information Ctr.

Internet: www.hud.gov
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Community Development Block Grant (CDBG)

Program

Agency: U.S. Department of Housing and Urban Dev.

Overview: CDBG provides annual formula grant funds to entitled metropolitan
cities (50,000 or more people) and urban counties (20,000 or more people) and to
states for distribution to non-entitled communities to carry out a wide range of com-
munity development activities; public and improvements (streets, sidewalks, sew-
ers, and water systems); public services for youths, seniors, or the disabled; crime
reduction initiatives; homeless and housing services; and direct assistance and tech-
nical assistance to for-profit businesses (including micro enterprises).

Phone: 202-708-1871-Financial Management Division

Internet: www.hud.gov

Empowerment Zone/Enterprise Community (EZ/

EC) — Sustainable Development Workshops

Overview: The U.S. Department of Energy conducts 1-day workshops on concepts
and opportunities for sustainable development within EZ/ECs. The workshops are
designed to explore the social history of sustainable development; the costs and
effects of non-sustainable practices within communities; examples of successful
sustainable development projects; and the strategies. resources, and tools available
to local communities to integrate sustainable development in their planning process.

Recreational and Parks Technical Assistance Ser-

VviCces

Agency: Bureau of Design and Recreation Services, FDEP

Overview: Technical assistance available to all Florida municipal and county gov-
ernments, including professional consultation on recreation and park-related issues
and concerns. Office staff provide referrals and access to a vast array of informa-
tional resources regarding these topics.

Contact: Advisory Services Manager, Bureau of Design and Recreation Services,
Division of Recreation and Parks, Florida Department of Environmental Protection.
3900 Commonwealth Boulevard, Mail Station 795

Tallahassee, FL 32399-3000

Phone: 850-488-3538 Suncom: 278-3538

Fax 850-488-3665

Florida Greenways and Trails Programs

Agency: Florida Department of Environmental Protection

Types of Projects: Acquisition of property for linear corridors, open space connec-
tors and trails

Dollar Amount: $12,000 - $5,500,000

Match: None required

Deadline: June

Special preparations: willing seller

FDOT Highway Beautification Grants
Overview: Annual state highway beautification program. With a $15,000 annual
limit, projects may be phased over several years. Excellent source of funding for

improvements on federal and state highways.

Downtown Melbourne CRA Redevelopment Plan

OTHER FUNDING SOURCES

Special Assessment Districts - The City of Melbourne could also establish special
assessment districts and Municipal Service Benefits (MSBU) for the purpose of
funding various capital improvements within an area or for the construction of a
particular project.

CDBG Commercial Revitalization Grants - Funding may be used for planning,
design and construction of infrastructure that supports commercial revitalization
or strategic planning initiatives for redevelopment and revitalization of commer-
cial properties contained in targeted areas of low-to-moderate income.

State Housing Initiatives Partnership (SHIP) Program- This is a block grant
provided to local eligible governments to allow them to implement locally de-
signed housing programs. The SHIP program provides funds for use under the
Homeownership Assistance Program. The Florida Affordable Housing Guaran-
tee Program, the Affordable Housing Catalyst Program, and the State Apartment
Incentive Loan (SAIL).

This program offers low-interest mortgage loans to for-profit and not-for-profit
developers of new apartment projects that set aside a minimum of 20% of their
units for households with incomes at or below 50% of applicable median income,
or a minimum of 40% of their units for households with incomes at or below 60%
of applicable median income. Loans are generally limited to not more than 25%
of total project cost and have a maximum term of twenty-five (25) years. The
Florida Housing Finance Agency (FHFA) and the Florida Department of Com-
munity Affairs administer the program. Loan recipients are selected through a
competitive application process.

The Homeownership Assistance Program (HAP) - HAP assists low-income per-
sons in purchasing a home by providing zero interest second mortgage loans in
the amount of $1,700 to be used for down payment and closing costs associated
with financing a mortgage loan under the Single Family Mortgage Revenue Bond
Program. The borrower must be approved by a participating lender in order to
receive a HAP loan and have a total annual income less than 80% of the state or
local median income, whichever is greater. As of 1992, the program was ex-
panded to include construction loans to not-for-profit builders of for-sale housing
and permanent second mortgage loans to low-income buyers of those homes.
The Florida Housing Finance Corporation (FHFC) and the Florida Department of
Community Affairs administer the program.

The Home Investment Partnership (HOME) - This is an annual formula grant to
local governments. It was enacted as part of the 1990 Redevelopment Agency and
National Affordable Housing Act to provide states with their first opportunity to
administer federally funded home ownership and rental housing programs. These
funds may be used for new construction, rehabilitation, land acquisition, site im-
provements, and tenant based rental assistance. The State HOME program is ad-
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ministered by the Florida Housing Finance Corporation, with priority
given to projects located in communities that have not received direct
HOME funding.

The Low Income Rental Housing Tax Credit (LIHTC) - This program
provides developers of low-income housing with a dollar-for-dollar re-
duction in federal tax liability in exchange for the production of low-
income rental housing. The amount of tax credits a developer is eligible
for is directly related to the number of qualified low-income units which
meet federal rent and income requirements within a development.
Madison Green , a 200-unit, affordable housing apartment complex is
being constructed along State Road 100 within the CRA utilizing
LIHTC Funding.

Industrial Revenue Bonds - Industrial revenue bonds may be used to
finance industrial and some commercial projects. The primary emphasis
on such projects is the creation of jobs and, as a consequence, specula-
tive ventures are not normally financed by these means. The City typi-
cally issues such bonds, with repayment pledged against the revenues of
the private enterprise being funded. IRB’s are tax-exempt, and conse-
quently, are typically three percentage points below prevailing interest
rates.

Florida Communities Trust (FCT) Fund Grant - This grant program
was established for environmental land acquisition. Ten percent of the
grant proceeds are distributed from the Preservation 2000 program. This
is an excellent funding source for land acquisition, if necessary, when
developing the regional trail system.

Florida Inland Navigational District Funding (FIND) - FIND funding
is available for assistance in stormwater improvements.

St. Johns River Water Management District (SJRWMD) Funds-
SJRWMD funding is available for assistance in storm water improve-
ment projects, which would be beneficial for redevelopment projects
that contain areas identified as having drainage deficiencies.

Direct Borrowing from Commercial Lenders - The Redevelopment
Agency is also authorized to fund redevelopment projects and programs
through direct borrowing of funds. Depending on the funding require-
ments of the particular project(s), the Redevelopment Agency may util-
ize both short-term and long-term borrowing. Although terms and con-
ditions may have a direct bearing on use of a particular commercial
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lending institution, the Redevelopment Agency will generally attempt to secure the
lowest available interest rate.

Private Contributions- Voluntary contributions by private companies, foundations
and individuals are a potential source of income to the Redevelopment Agency. Al-
though such contributions may account for only a small portion of redevelopment
costs, they do provide opportunities for community participation with positive pro-
motional benefits.

STATUTORY REQUIREMENTS

Restrictions

The CRA shall not be authorized to pledge the full faith and credit of the City of
Melbourne, or to guarantee the indebtedness of any person performing any work or
providing any labor or service in connection with any redevelopment project, or to
otherwise obtain funds from any source or in any redevelopment project, or to oth-
erwise obtain funds from any source or in any manner not specifically authorized in
the Plan, the Act or the provisions of applicable law.

Relocation Assistance

The City will formulate a relocation assistance policy to provide equitable treatment
for all property owners and tenants in the event of displacement resulting from
property acquisition by the Redevelopment Agency. It is anticipated that property
acquisitions within the redevelopment area will primarily occur through private en-
terprise. Private-sector land acquisition and redevelopment projects are not subject
to the same provisions. If a voluntary sale is made, relocation of occupants,
whether tenants or owners, is the responsibility of the parties to that sale. In the
case of tenants displaced as a consequence of a voluntary sale, the Redevelopment
Agency, if requested, will assist by providing technical assistance and by referring
the displaced parties to known local private and public housing providers to assure
that replacement housing is available to them.

Element of Residential Use

There are rental and owner-occupied, single-family residential uses of various types
and character in existence in the Redevelopment Area at the time of this writing. It
is a matter of policy that the efforts undertaken by the Agency, as described in this
Redevelopment Plan, are intended to cure areas of blight and enhance a high quality
of residential use, particularly with regard to developing and maintaining sustain-
able neighborhoods. Should any residential units be relocated, the CRA will pre-
pare a relocation study to find suitable affordable housing. While the CRA itself is
not anticipated to be a developer of housing, the Redevelopment Plan shows devel-
opers ultimately adding considerable residential units to the City’s housing inven-
tory.

Plan Approval

In accordance with Section 163.360, F.S., the Community Redevelopment Agency
shall submit any Redevelopment Plan it recommends for approval, together with its

Downtown Melbourne CRA Redevelopment Plan

written recommendations, to the governing body. The governing body shall
hold a public hearing on the Redevelopment Plan after public notice thereof by
publication in a newspaper having a general circulation in the area of operation
of the county or municipality. The notice shall describe the time, date, place,
and purpose of the hearing, identify generally the redevelopment area covered
by the Plan, and outline the general scope of the Redevelopment Plan under con-
sideration. Following such a hearing, the governing body may approve the Re-
development Plan, therefore, if it finds that:

A feasible method exists for the location of families who will be displaced from
the redevelopment area in decent, safe, and sanitary dwelling accommodations
within their means and without undue hardship to such families;

The Redevelopment Plan conforms to the general or Comprehensive Plan of the
county or municipality as a whole;

The Redevelopment Plan gives due consideration to the provision of adequate
park and recreational areas and facilities that may be desirable for neighborhood
improvement, with special consideration for the health, safety, and welfare of
children residing in the general vicinity of the site covered by the Plan; and

The Redevelopment Plan will afford maximum opportunity consistent with the
sound needs of the county or municipality as a whole, for the rehabilitation or
redevelopment of the redevelopment area by private enterprise.

Upon approval by the City Council, the Redevelopment Plan shall be considered
in full force and effect for the respective redevelopment area. The City may
then cause the Community Redevelopment Agency to carry out the implementa-
tion of the Plan.

Duration of Plan

The provisions of this Plan shall remain in effect, and serve as a guide for the
future redevelopment activities in the entire designated DOWNTOWN MEL-
BOURNE Community Redevelopment Area through 2045.

Amendment of Plan

The Redevelopment Plan may be modified, changed, or amended at any time by
the City Council in accordance with the requirements of Section 163.361, F.S.

Safeguards And Retention of Control

This Redevelopment Plan is the guiding document for future development, rede-
velopment and ancillary programs, projects, and activities in and for the Rede-
velopment Area. In order to assure that redevelopment will take place in con-
formance with the projects, objectives and action strategies expressed in this
Plan, the Redevelopment Agency will utilize the regulatory devices, instruments
and systems used by the City of Melbourne to permit development and redevel-
opment within its jurisdiction. These regulatory devices, etc., include but are
not limited to the Comprehensive Plan, the Land Development Code, adopted

design guidelines, performance standards and City-authorized devel-
opment review, permitting and approval processes and any other
adopted codes, standards and policies. In accordance with the re-
quirements of Section 163.362 (2)(b), F.S., the City’s regulatory
controls determine the limitations on building height, structure size
and use. The Redevelopment Plan sets forth proposed uses in the
description of the Concept Plan and illustrates them on the accompa-
nying maps. The Melbourne City Council retains the vested author-
ity and responsibility for:

v The power to grant final approval to Redevelopment Plans and
modifications;

v The power to authorize issuance of revenue bonds as set forth in
Section 163.385, F. S.;

v The power to approve the acquisition, demolition, removal or
disposal of property as provided in Section 163.370 (3), F .S.;
and

V' The power to assume the responsibility to bear loss as provided
in Section 163.370(3), F .S.

The Redevelopment Agency shall provide adequate safeguards or
any other provisions necessary to carry out the goals and objectives
of the Redevelopment Plan to ensure that all leases, deeds, contracts,
agreements, and declarations of restrictions relative to any real prop-
erty conveyed shall contain restrictions and/or covenants to run with
the land and its uses.

Reporting Requirements

The Community Redevelopment Agency shall comply with the re-
porting requirements of Section 163.356 (3) (c), F.S. This includes
filing a report of its activities for the preceding fiscal year with the
Auditor General on or before March 31st of each year and with the
City Council. The report shall include a complete financial state-
ment setting forth its assets, liabilities, and income and operating
expenses as of the end of such fiscal year. Additionally, the Agency
shall comply with the auditing requirements, as set forth in Section
163.387(8), F.S., which mandates an independent financial audit of
the Redevelopment Agency Trust Fund each fiscal year and a report
of such audit.
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Severability

Should any provision, section, subsection, sentence, clause, or phrase of
this Plan be declared by the courts to be invalid or unconstitutional, such
declaration shall not affect the validity of the remaining portion or por-
tions of this Plan.

CRA TERMINOLOGY

The following terms shall have the meaning described unless the context
otherwise requires:

A. Act: “The Community Redevelopment Act of 1969, as set forth
in paragraph 163.330 et seq Florida Statute 189, as the same may be
amended from time to time.

B. Agency: The DOWNTOWN MELBOURNE Community Rede-
velopment Agency for the City of Melbourne designated in accordance
with the Act.

C. City: The City of Melbourne, Florida, and all departments, bu-
reaus and agencies thereof.

D. City Council: The body politic, as the same shall be from time to
time constituted, charged with the duty of governing the City of Mel-
bourne.

E. Comprehensive Plan: The adopted Comprehensive Plan used to
guide the future development of the City of Melbourne as approved by the
City of Melbourne and as may be amended from time to time hereafter.

F. County: The County of Brevard, Florida, and all departments,
bureaus and agencies thereof.

G. Density residential: Residential density is the number of dwelling
units in a structure divided by the area in acres of the parcel of land on
which development approval is being sought.

H. Floor Area Ratio Net (FAR): Floor area ratio is the ratio of the
area of the principal uses or use as a structure, exclusive of stairwells,
halls, corridors, lobbies, patios, balconies, elevators, equipment and me-
chanical rooms, and enclosed interior vehicular parking or loading areas,
which are designed and constructed as an integral function of the structure
or building for which development approval is being sought, to the area of
the development parcel or building site.

l. Improvements:  Buildings, structures, and other improvements
(including, without limitation, subsurface structures and foundations and
public improvements) constructed, erected, or placed or to be constructed,
erected, or placed on any real property in the redevelopment area.

Downtown Melbourne CRA Redevelopment Plan

J. Open Spaces: Any parcel of land or water essentially unimproved and set
aside, dedicated, designated or reserved for public or private use or enjoyment or
for the use or enjoyment of owners and occupants of land adjoining or neighboring
such open space.

K. Owner: Any person owning real property within the Redevelopment Area.
L. Person: Any individual, firm, partnership, corporation, company, associa-
tion, joint stock association or body politic, including any trustee, receiver, as-
signee or other person acting in a similar representative capacity.

M. Plan: This Community Redevelopment Plan as the same may be amended
from time to time.

N. Planning Commission: The Planning and Land Development Regulation
Board of the City of Melbourne.

0. Redevelopment Area: The slum and blighted area, or combination thereof,
which is to be redeveloped by the Agency in accordance with the Plan, comprising
that area of the City particularly described in the “Inventory” Section of this report
herein, and set forth and adopted by the City of Melbourne Resolution 1937.

P. Project: The undertakings and activities of the Agency or any person in the
Redevelopment Area for the elimination and prevention of the development or
spread of slum and blight as encompassed by this Plan.

Q. Public Improvements: All public utilities, structures and other public im-
provements including, without limitation, overpasses or underpasses, bridges,
streets, gutters, sidewalks, street lights, sewers, storm drains, traffic signals, water
distribution systems, electrical distribution systems, telephone systems, curbs,
buildings, parks, playgrounds, plazas, recreation areas, off street parking areas, ele-
vated parking decks or garages, landscape areas, waterways and related facilities.

R. Real Property: Land, including land underwater and waterfront property,
buildings, structures, fixtures, and improvements on the land; and property appurte-
nant to or used in connection with the land; every estate, interest, privilege, ease-
ment, franchise, and right in land, including, but not limited to, rights-of-way,
terms for years, and liens, charges, or encumbrances by way of judgment, mortgage
and otherwise the indebtedness secured by such liens.

S. State: The State of Florida.

T. Zoning Ordinances: The Zoning Ordinances of the City of Melbourne as
the same presently exist and may be amended from time to time hereafter.

SOUTH CRA LEGAL DESCRIPTION

A SERIES OF Parcels, Lots, and Rights-of-way located within Township
28 South, Range 37 East, Sections 2, 3, 10, and 11, Melbourne, Brevard
County, Florida, being more particularly described as follows:

Commence and Begin at the intersection of the West line of Lot 4,
Metcalf’s Unrecorded Plat of Wright Brother’s Tract, as recorded in Deed
Book 70, Page 142, and the Southern bank of Crane Creek; thence run and
meander East and North along the South bank of Crane Creek for a distance
of 2,100 feet more or less to a point, said point being the intersection of the
South bank of Crane Creek and the East line of Lot 14, Block 1, Crane ClIiff
Subdivision as recorded in Plat Book 2, Page 32; thence continue and me-
ander South and East along the West bank of the Indian River Lagoon for a
distance of 7,100 feet more or less to a point, said point being the intersec-
tion of the West bank of the Indian River Lagoon and the South line of
lands described in ORB 3991, Page 2192; thence run West along the South
line of said 3991/2192 for a distance of 220 feet more or less to a point,
said point lying along the East Right-of-way line of Riverview Drive (R/W
varies); thence run Northwesterly along the East line of Riverview Drive
for a distance of 20 feet more or less to a point, said point being the East-
erly projection of the South Right-of-way of University Boulevard (R/W
varies); thence run West along the South Right-of-way of University
Boulevard for a distance of 1,480 feet more or less to a point, said point
being the intersection of the Westerly extension of the South Right-of-way
line of University Boulevard and the East Right-of-way line of the Florida
East Coast Railroad (FECRR—R/W varies); thence run Northwesterly
along the East R/W line of the FECRR for a distance of 2,900 feet more or
less to a point, said point being the intersection of the East R/W line of the
FECRR and the Easterly extension of the South property line of lands de-
scribed as the South 108 feet of the North 150 feet of Lot 10, Block 3, Hop-
kins Plat as described in ORB 2, Page 65; thence run West along said East-
erly extension for a distance of 200 feet more or less to a point, said point
being the Southwest corner of the aforementioned lot 10, Block 3; thence
run Southeasterly along the East line of lands described as a parcel 315 feet
by 70 feet by 310 feet lying East of Lot 9, Block 3, Plat of Hopkins (Pb. 2,
Pg. 65) for a distance of 210 feet more or less to a point, said point being
the Southeast corner of the aforementioned parcel; thence run West along
the South line of said parcel for a distance of 70 feet more or less to a point,
said point being the Southwest corner of the aforementioned parcel; thence
run North along the West line of said parcel for a distance of 200 feet more
or less to a point, said point being the intersection of the West line of the
aforementioned parcel and the Southeast corner of lands described as the
North 145 feet of the East 1/2 of Lot 9, Block 3, except road R/W, of Hop-
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kins Plat (Pb. 2, Pg. 65); thence run West along the South line of the aforementioned East 1/2 of Lot
9, Block 3 to a point, said point being the Southwest corner of the said East 1/2 of Lot 9, Block 3;
thence run South along the East line of lands described as the West 1/2 of Lot 9 as described in
Deed Book 327, Page 254, Block 3 (except Deed Book 377, Page 117 and road R/W) Hopkins Plat
as recorded in Pb. 2, Pg. 65, for a distance of 35 feet more or less to a point, said point being the
Southeast corner of the aforementioned West 1/2 of Lot 9; thence run West along the South lines of
Lots 1 thru 9, Block 3, Plat of Hopkins (Pb. 2, Pg. 65) for a distance of 666 feet more or less to a
point, said point being the Southwest corner of the aforementioned Lot 1, Block 3, and said point
also lying along the East Right-of-way line of Lipscomb Street (R/W varies); thence continue West
for a distance of 40 feet more or less to a point, said point lying along the West Right-of-way of
Lipscomb Street; thence run North along the West Right-of-way of Lipscomb Street for a distance
of 25 feet more or less to a point, said point lying along the West Right-of-way line of Lipscomb
Street and also being the Southeast corner of the South 1/2 of Lot 6, Block 11, Hopkins Plat as re-
corded n Plat Book 2, Page 65; thence run West along the South lines of the South 1/2 of Lot 6, Lot
5, Lot 4 and the East 9 feet of Lot 3, Block 11, for a distance of 164 feet more or less to a point, said
point being the Southwest corner of the East 9 feet of Lot 3, Block 11, Hopkins Plat as recorded in
Plat Book 2, Page 65; thence run North along the West line of the aforementioned East 9 feet of Lot
3, Block 11, for a distance of 130 feet more or less to a point, said point lying along the South
Right-of-way of Line Street (R/W varies); thence continue North for a distance of 40 feet more or
less to a point, said point being along the North Right-of-way line of Line Street; thence run West
along the North Right-of-way of Line Street for a distance of 65 feet more or less to a point, said
point being the intersection of the North Right-of-way line of Line Street and the Southwest corner
of Lot 29, Metcalf’s Unrecorded Plat of Wright Brother’s Tract; thence run North along the West
line of said Lot 29 for a distance of 140 feet more or less to a point, said point being the Northwest
corner of said Lot 29; thence run East along the North property lines of Lots 29 and 28 for a dis-
tance of 88.6 feet more or less to a point, said point being the Northeast corner of said Lot 28;
thence run North along the West property lines of Lots 4 and 6—24 , Metcalf’s Unrecorded Subdi-
vision for a distance of 888 feet more or less to a point, said point being the intersection of the West
line of Lot 4 and the Southern bank of Crane Creek, also said point being the Point of Beginning.

Containing 155.69 acres, more or less.

RESOLUTION NO. 1937
EXHIBIT “B”

Three parcels described as:

1) Parcel ID #28-37-03-FG-00003.0-0003.01 as described in the attached legal description from
the Brevard County Property Appraiser.

2) Parcel ID #28-37-03-FG-00003.0-0003.03 as described in the attached legal description from
the Brevard County Property Appraiser.

3) Parcel ID #28-37-03-FG-00003.0-0003.00 as described in the attached legal description from
the Brevard County Property Appraiser..

Downtown Melbourne CRA Redevelopment Plan Page 42



APPENDIX

Downtown Melbourne CRA Redevelopment Plan Page 43



Downtown Melbourne 0-1 Mile, Retail Stores

CBP - Retail Store Type 2004

Prepared For: Strategic Planning Group, Inc.

Order #: 963519562

Project Code; PI10130405 Site; 02
DOWNTOWN MELBOURNE, 0.00 - L.00 Miles, Tatal
Market
Aggregate Por Average Index
(in 000's) Capita Household to USA
Product Category 2004 2009 2004 2009 2004 2009 2004 2009
All Retall Stores Total * 31,703 66,526 5,282 9,987 18,753 11384 67 67
Auto Dealers 8,486 10,626 1359 1595 3078 3575 56 56
Automolive Part md Aceary 531 628 85 94 193 211 68 67
Book Stores 700 868 112 130 254 292 a0 91
Bldg Matl and Garden Equip Dealers 1,285 1443 206 217 A66 486 59 56
Camera/Photo Supply 35 39 6 6 13 13 A3 A3
Clothing Acary Stores 43 50 7 8 16 17 50 48
Clothing Stores 2,767 3,309 443 497 1,004 1,113 52 50
Computer and Software 275 338 44 51 100 114 52 S50
Convenience Stores 633 754 101 113 230 254 o .76
Diepartm ent Stores 4,969 6492 796 975 1BO0X 12,185 64 64
Drinking Places 251 283 40 43 91 96 58 .55
Eating Places 5478 6,749 877  L013 1987 2271 60 .59
Electronic Shopping And Mail Order 1.601 2,189 257 329 581 736 6% 69
Fust Food Restaurants 2,518 3,163 405 475 97 1,064 63 64
Florists &l 103 13 15 29 35 63 60
Full Service Restaurants 2,950 3,587 473 538 1,070 1,207 &7 35
Furniture Stores 922 1,010 148 152 334 340 A% A6
GAFO: GM, Apprl, Fmir 14,725 18,145 2359 L7250 5341 6,106 60 59
Gas Stations wiConv Strs 3,223 4,426 516 664 1169  L48% .76 75
Gias Stations wio Conv Sirs 1,293 1,970 207 296 469 663 T4 .74
General Merch Stores 7,590 9,760 1,216 1465 2,753 3,284 66 66
Gift, Novelty, and Souvenir Stores 310 361 L) 54 113 121 62 60
Grocery Stores 12,166 14,662 1,949 2201 4413 4,933 76 76
Hardware Stores 138 157 2 o 50 53 57 55
Health and Personal Care 4,929 8,141 790 L222  L788  173%  L04  LO6
Hobby, Toy md Game Shops 309 394 49 59 112 132 52 50
Home Centers 315 346 50 52 114 116 .13 55
Household Appliance Stores 290 301 46 45 105 101 63 60
Jewelry Stores 407 448 65 7 148 151 A% A5
Lavn and Garden Equip and Supplies Dealers 212 268 34 40 77 a0 65 63
Luggage and Leather Goods 24 31 4 5 9 10 a7 35
MNursery and Garden Centers 17% 226 25 34 [ 76 AT A5
Office Supplies, Stationery 92 107 15 16 33 36 .53 51
Other Home Furnishings 665 Ta4 107 112 241 250 53 S50
Radio/ TV (Other Electronics 536 603 86 91 194 203 55 52
Sew/Needlework FieceGoods 73 &1 12 12 27 27 .61 58
Shoe Stores 350 407 36 61 127 137 53 A1
Sporting Goods Stores 338 414 54 62 123 139 A9 A5
Sporting Goods, Hobby, Book and Music Stores 1.559 1.91% 250 288 566 646 66 64
Total Accomodation and Food Services 6,665 8,143 L0688 1,223 2418 1740 59 5T
Wareh Clubs and SuperS 2,004 1,588 335 389 760 871 .73 .73
Prepared On: Sat Jun 18, 2005 Fage 1 of 5
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Downtown Melbourne 0-5 Mile, Retail Stores

CBP - Retail Store Type 2004

Prepared For: Strategic Planning Group, Inc. Order #: 963519562
Project Code: PT10130405 Site: 02
DOWNTOWN MELBOURNE, 0.00 - 5,00 Miles, Total
Market
Aggregate Per Average Index
(in 00D ) Caplta Household to USA
Product Category 2004 2009 2004 2009 2004 2009 2004 2009
All Retail Stores Total * 1,186,662 1,551,347 10,635 12,875 85 85
Auto Dealers 207,745 263,288 1862 2,185 .76 T5
Antomolive Part md Acsry 11,864 14,297 106 119 B4 B3
Book Stores 11,543 14,344 103 119 Bl
Bldg Matl md Garden Equip Dealers 35,575 41,678 ilg 346 Rt
Camera/Photo Supply 1.017 1,195 9 10 i |
Clothing Acsry Stores 1,178 1,437 11 12 75
Clothing Stores 70,398 87,523 631 726 aE
Computer and Software TA9S 9,582 a7 a0 7
Convenience Stores 13,365 16,310 120 135 ] il
Department Stores 117,777 156,611 1,056 1,300 I,360 2863 B4 B
Drinking Places 6,135 7.257 55 60 123 133 .78 a7
Eating Places 130,429 165362 1,169 1372 2613 3023 .79 TR
Electronic Shopping And Ml Order 3nls2 51,384 333 426 745 939 &7 R::3
Fast Food Redaurmis 54,853 70,173 492 58z 1099 1283 78 a7
Florists 1,14 2,806 1% 3 43 51 91 59
Full Service Restaurants 75,576 95,189 677 T90 1,514 1,740 80 19
Furniture Stores 27,240 31,325 244 260 346 573 81 78
GAFO: GM, Appr, Fratr 358,508 452,873 3213 3,758 718X 82178 Bl .80
Gas Stations w/Conv Strs 67,627 94,714 606 786 1,355 1,731 R:c R:
Gas Stations wio Conv Strs 27,230 42,136 244 350 546 77 56 .86
General Merch Stores 175,411 229,903 1,572 1908 3514 4203 .85 .85
Gift, Novelty, and Souvenir Stores 7,971 9,548 T 79 160 175 .88 .86
Grocery Stores 255,347 314,337 2289 2609 5,116 5,746 B8 B8
Hardware Stores 3,769 4,483 34 3 KL 82 87 85
Health and Personal Care S8 456 165,120 852 1,370 1,972 3018 1.4 o g
Hobby, Toy and Game Shops 8,876 11,676 a0 97 178 213 .82 .81
Home Centers 8,763 10,099 Et -2 176 185 90 BB
Household Applimnee Stores 7,277 7,899 65 66 146 144 BB 86
Tewelry Stores 11,887 13,827 107 115 238 253 .78 76
Lawn and Garden Equip and Supplies Dealers 5432 7,083 49 59 109 130 93 91
Luggage and Leather Goods 899 1,204 8 10 18 22 .76 74
Nursery and Garden Centers 4432 5,843 40 48 89 107 93 91
Office Supplies, Stationery 2,528 3,051 23 25 51 56 .81 .79
Other Home Fumnishings 19,240 11488 172 187 385 411 B4 82
Radio/TV /Other Electronics 13,665 16,03% 122 133 274 293 o .76
SewNeedlework PieceGoods 1,964 2,267 1& 19 39 41 Rl &7
Shoe Stores 8,566 10,342 77 6 172 189 11 .10
Sporting Goods Stores 9,176 11,881 82 9% 184 217 g | .11
Sporting Goods, Hobby, Book and Music Stores 34,438 43,442 309 361 690 T4 B0 78
Total Accomaodation and Food Services 161,528 203,188 1448 1,686 3,236 3,714 79 78
Waret Clubs and 45,189 57,056 405 474 905 1,043 BT BT
Page 2 OfF 5
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Downtown Melbourne 0-10 Mile, Retail Stores

CBP - Retail Store Type 2004

Prepared For: Strategic Planning Group, Inc.

Order #: 963519562

Project Code: PI10130405 Site: 02
DOWNTOWN MELBOURNE, 0.00 - 10.00 Miles, Total
Market
Agoregate Peor Average Index
(In D0I's) Caplia Household to USA
Product Category 2004 2009 2004 2009 2004 2009 2004 2009
All Retall Stores Total * 2,668,079 3496769 10828 13,069 25954 30988 .92 93
Anto Dealers 488,779 624,722 1984 2335 4755 5,536 87 86
Auntomotive Part and Acsry 26,540 32,670 109 122 262 290 93 E-r3
Book Stores 24,781 31,067 101 116 241 275 56 85
Bldg Matl and Garden Equip Dealers 81,635 96,660 331 361 794 857 L00 59
Camera/Photo Supply 2433 2,882 10 11 4 26 B4 83
Clothing Acsry Stores 2,710 3,353 11 13 6 30 &S 2
Clothing Stores 164,925 07471 L 775 1604 1,839 54 B3
Computer and Software 17,510 22,607 7 84 170 200 59 B8
Convenience Stores 29,164 35,665 118 133 284 316 85 95
Department Stores 267,110 355585 1084 1329 2598 3,151 g2 93
Drinking Places 13,274 15,853 54 39 129 140 B2 .81
Eating Places 289,119 368,970 A7 1379 2812 3270 85 B3
Electranic Shopping And Mail Order 82,979 114,577 337 428 207 1,015 M 95
Fast Food Restaurants 123432 158458 501 502 1,201 1404 B 85
Flonsts 4.808 6415 0 57 LO1 99
Full Service Restaurants 165,687 10512 672 1866 .86 85
Furniture Stores 63,214 73,659 257 6353 91 &9
GAFO: GM, Apprl, Frutr 819,716 1.041.849 3327 9233 90 .90
Gias Stations w/Conv Strs 148,707 208,110 603 1,853 9 9
{Gas Stations wio Conv Sira 60435 93,902 245 o s 832 93 92
General Merch Stores 395,182 518,771 1,604 1,939 3344 4,597 93 93
Gifl, Novelly, md Souvenir Stores 17,883 21,584 73 81 174 191 .95 L
Grocery Stores 359,939 690,450 2,271 2,580 5447 6119 %4 B
Hardware Stores 8,660 10,410 35 39 84 92 r 96
Health and Personal Care 203,193 340,026 823 1,271 1,877 3,013 115 116
Hobby, Toy and Game Shops 21,193 28,074 8 105 206 249 96 .M
Home Centers 20,083 23410 B2 37 195 w7 Loo R
Household Appliance Stores 16412 18,020 &7 &7 160 160 .96 95
Tewelry Stores 26,793 31,715 109 119 261 281 86 85
Lawn and Garden Equip and Supplies Dealers 12,320 16,223 50 61 120 144 102 101
Luggage and Leather Goods 2,144 2,906 a@ 11 21 6 = BT
Nursery and Garden Centers 10,006 13,300 41 50 97 118 102 101
Otffice Supplies, Stationery 5,842 7128 4 27 57 63 91 .89
Other Home Furnishings 44,383 33,540 180 196 432 466 9 93
Radio/TV/Other Electronics 31,407 37,304 127 13% 306 331 .86 85
SewMNeedleworkPieceGoods 4,512 5,265 18 20 44 47 101 R
Shoe Stores 20,673 25,204 &4 a4 201 123 B4 83
Sporting Goods Stores 22,018 28,905 &9 108 214 56 .85 B4
Sporting Goods, Hobby, Book and Music Stores TE 884 100,550 320 376 T67 891 B9 B8
Total Accomadation and Food Services 358,546 454,281 1455 1,698 3488 4026 85 84
Wareh Clubs and Sup 100,167 126,747 406 474 974 1,123 94 M
Prepared On:  Sat Jus 18, 2008 Page 3 Of 5 @
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Downtown Melbourne 0-1 Mile, Retail SIC Summary

Business-Facts: Retail SIC Summary 2004 Business-Facts: Retail SIC Summary 2004
Prepared For: Strategic Planning Group, Inc. Order #: 963622389 Prepared For: Strategic Planning Group, Inc. Order #: 963622389
Project Code: Downtown Melh ourne Site: 01 Project Code: Downtown Melhourne Site: 01
0.00 - 1.00 Miles, Total 0.00 - 1.00 Miles, T otal

SIC Total Total Sales Establishm ents SIC Total Total Sales Establishm ents

Code  Business Description Establishment FEmplovees (in Millions) 204+ Emplovees Code  Business Description Establishment Employees (in Millions) 20+ Employees

RET  All Retailing 197 1,576 241.9 16 572 Household Appliance Stores 1 15 2.6 0
573 Radio, TV and Computer Store 18 122 319 1

52 Building Materials, Garden Supply and Mobile Homes 15 182 24.2 2 5731  Radio, TV, Electronic Stores 2 8 1.2 0

521 Lumber and Other Building Materials 9 154 19.5 2 5734  Computer Hardware and Software Stores 12 105 29.3 1

523 Paint, Glass and Wallpaper 3 12 21 0 5735  Music, Video CD's and Tape Stores 2 3 3 0

525 Hardware Stores 2 14 2.2 0

526 Retail Nurseries and Garden 1 2 4 0 58 Eating and Drinking Places 32 401 203 6

527  Mobile Home Dealers 0 0 .0 0 5812 Eating Places 29 391 19.9 6
5813  Drinking Places 3 10 4 0

53 General Merchandizse Stores 1 1 1

531 Department Stores 0 0 0 39 Miscellaneous Retail 76 321 37.6 1
591 Drug Stores and Proprietary 5 117 15.1 1

54 Food Stores 12 46 5.5 0 592 Liquor Stores 3 10 9 0

541 Grocery Stores 4 15 29 0 593 Used Merchandise Stores 23 52 3.3 0

542 Meat and Fish Markets 3 13 0 5932A  Antique Stores 14 20 L4 0

543 Fruit and Vegetable Markets 0 0 0 0 594 Miscellaneous Shopping Goods Stores 21 43 2.9 0

544 Candy, Nut and Confection Store 1 1 0 5941  Sporting Goods, Bicycle and Gun Stores 2 8 i 0

545 Dairy Products Stores 0 0 0 0 5942 Book Stores 3 5 3 0

546 Retail Bakeries 2 14 5 0 5943 Stationery Stores 0 0 .0 0

549 Miscellaneous Food Stores 2 8 1.4 0 5944 Jewelry Stores ! 9 5 0
5945  Hobby, Toy and Game Shops 2 4 3 0

55 Automobile Dealers and Gas Service Stations 20 394 113.4 5 5946  Camera and Photography Supply Stores 0 0 -0 0

551 New and Used Car Dealers 3 158 63.8 3 5947  Gift, Novelty and Souvenir Shops 10 19 1.3 0

557 Used Car Dealers 6 115 26.9 1 5948  Luggage and Leather Goods Stores 0 0 .0 0

553 Auto and Home Supply Stores 5 98 17.6 1 5949  Bewing, Needlework and Craft Stores 0 0 .0 0

554 Gasoline Service Stations 4 15 27 0 596 NonStore Retailers L 1 A 0

555 Boat Dealers 1 6 1.8 0 5961  Catalog and Mail Order Houses 0 0 .0 0

556 Recreational Vehicle Dealer 1 2 .6 0 598 Fuel and Ice Dealers 0 0 -0 0

557 Motorcycle Dealers 0 0 0 0 599 Retail Stores, NEC 23 96 15.1 0

559 Automotive Dealers, NEC 0 0 0 0 5992 Florists 2 9 3 0
35993  Tobacco Stores and Stands 2 3 3 0

56 Apparel and Accessory Stores 15 83 4.6 1 5994 News Dealers and Newsstands 0 0 0 0

561 Mens and Boys Clothing Stores 0 0 .0 0 5995 Optical Goods Stores 2 6 8 0

582 Womens Clothing Stores 6 23 13 0 5999  Miscellaneous Retail Stores NEC 17 76 13.5 0

563 Womens Accessory and Specialty Stores 1 3 2 0 5999M  Pet Shops 3 7 L3 0

564 Childrens and Infants Wear 2 5 3 0

565 Family Clothing Stores 1 1 0

566 Shoe Stores 0 .0 0

569 Miscellaneous Apparel and Accessory Stores 5 51 2T 1

57 Home Furniture,Furnishings and Equipment 26 148 36.2 1

571 Home Furniture and Furnishing 7 11 1.7 0

5712 Furniture and Kitchen Design Stores 3 7 1.1 0

5713 Floor Covering Stores 2 2 4 0

5719  Miscellaneous Home Furnishing Stores 2 2 2 0

Prepared On:  Mon Aug 08, 2005 Page 1 Of 7 C ‘ Frepared On. - Mon Aug 03, 2003 Page 2 0OF 7 ECONNECT
ECONNECT
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Downtown Melbourne 0-5 Mile, Retail SIC Summary

Business-Facts: Retail SIC Summary 2004

Prepared For: Strategic Planning Group, Inc.

Order #: 963622389

Project Code: Downtown Melb ourne Site: 01
0.00 - 5.00 Miles, Total

SIC Total Total Sales Establishments

Code  Business Description Establishment Employees (in Millions) 20+ Employees

RET All Retailing 1,436 17,661 2,308.5 183
52 Building Materials, Garden Supply and Mobile Homes 99 1,926 259.6 19
521 Lumber and Other Building Materials 45 1,516 192.9 17
523 Paint, Glass and Wallpaper 23 94 16.6 0
525 Hardware Stores 7t 229 32.0 2
526 Retail Nurseries and Garden 21 75 13.5 0
527 Mobile Home Dealers 12 4.6 0
53 General Merchandise Stores 39 2,817 312.0 17
531 Department Stores 26 2,745 303.3 17
54 Food Stores 126 1,696 288.2 10
541 Grocery Stores 69 1,499 259.9 9
542 Meat and Fish Markets 6 20 32 0
543 Fruit and Vegetable Markets 5 15 3.0 0
544 Candy, Nut and Confection Store 2 5 .3 0
545 Dairy Products Stores 0 0 .0 0
546 Retail Bakeries 13 48 2.2 0
549 Miscellaneous Food Stores 31 109 19.6 1
55 Automobile Dealers and Gas Service Stations 171 2,065 672.3 22
551 New and Used Car Dealers 19 1,209 488.5 17
552 Used Car Dealers 56 291 68.2 2
553 Auto and Home Supply Stores 38 291 52.5 1
554 Gasoline Service Stations 29 128 22.6 1
555 Boat Dealers 18 99 29.7 1
556 Recreational Vehicle Dealer 3 11 3.2 0
557 Motorcycle Dealers 6 29 58 0
559 Automotive Dealers, NEC 2 7 1.8 0
56 Apparel and Accessory Stores 97 514 37.3 2
561 Mens and Boys Clothing Stores 9 48 6.6 0
562 Womens Clothing Stores 32 173 9.6 0
563 Womens Accessory and Specialty Stores 4 23 1.2 0
564 Childrens and Infants Wear 5 26 1.5 0
565 Family Clothing Stores 4 45 2.4 1
566 Shoe Stores 15 70 8.8 0
569 Mizcellaneous Apparel and Accessory Stores 28 129 T2 1
57 Home Furniture,Furnishings and Equipment 199 1,431 277.8 14
571 Home Furniture and Furnishing 99 547 80.8 4
5712 Furniture and Kitchen Design Stores 52 310 49.4 2
5713 Floor Covering Stores 21 104 20.8 0
5719  Miscellaneous Home Furnishing Stores 23 127 10.2 2

Prepared On:  Mon Aug 08, 2005
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Business-Facts: Retail SIC Summary 2004
Prepared For: Strategic Planning Group, Inc.

Order #: 963622389

Project Code: Downtovwn Melbourne Site: 01
0.00 - 5.00 Miles, Total

SIC Total Total Sales Establishments

Code  Business Description Establishment FEmplovees (in Millions) 20+ Employees

RET  All Retailing 1,436 17,661 2,308.5 183
52 Building Materials, Garden Supply and Mobile Homes 99 1,926 259.6 19
524 Lumber and Other Building Materials 43 1,516 192.9 17
523 Paint, Glass and Wallpaper 23 94 16.6 0
528 Hardware Stores 7 229 32.0 2
526 Retail Nurseries and Garden 21 75 13.5 0
527 Mobile Home Dealers 3 12 4.6 0
53 General Merchandise Stores 39 2,817 312.0 17
531 Department Stores 26 2,745 303.3 17
54 Food Stores 126 1,696 288.2 10
541 Grocery Stores 69 1,499 259.9 9
542 Meat and Fish Markets 6 20 3.2 0
543 Fruit and Vegetable Markets ¥ 15 3.0 0
544 Candy, Nut and Confection Store 2 5 <4 0
545 Dairy Products Stores 0 0 .0 0
546 Retail Bakeries 13 48 2.2, 0
549 Miscellaneous Food Stores 31 109 19.6 1
55 Automobile Dealers and Gas Service Stations 171 2,065 672.3 22
551 New and Used Car Dealers 19 1,209 488.5 17
552 Used Car Dealers 56 291 68.2 2
553 Auto and Home Supply Stores 38 291 52.5 1
554 Gasoline Service Stations 29 128 22.6 1
555 Boat Dealers 18 99 29.7 1
556 Recreational Vehicle Dealer 3 11 3.2 0
557 Motorcycle Dealers 6 29 5.8 0
559 Automotive Dealers, NEC 2 7 1.8 0
56 Apparel and Accessory Stores 97 514 373 2
561 Mens and Boys Clothing Stores 5 43 6.6 0
562 Womens Clothing Stores 32 173 9.6 0
563 Womens Accessory and Specialty Stores 4 23 1.2 0
564 Childrens and Infants Wear 5 26 1.5 0
563 Family Clothing Stores 4 45 24 1
566 Shoe Stores 15 70 8.8 0
569 Miscellaneous Apparel and Accessory Stores 28 129 i 1
&7 Home Furniture, Furnizhings and Equipm ent 199 1,431 277.8 14
571 Home Furniture and Furnishing 99 547 80.8 4
5712 Furniture and Kitchen Design Stores 52 310 494 2
5713 Floor Covering Stores 21 104 20.8 0
5719 Miscellaneous Home Furnishing Stores 23 127 10.2 2
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Downtown Melbourne 0-10 Mile, Retail SIC Summary

Business-Facts: Retail SIC Summary 2004
Prepared For: Strategic Planning Group, Inc.

Business-Facts: Retail SIC Summary 2004

Order #: 963622389 Prepared For: Strategic Planning Group, Inc. Order #: 963622389

Project Code: Downtown Melb ourne Site: 01 Project Code: Downtown Melbourne Site: 01
0.00 - 10.00 Miles, Total 0.00 - 10.00 Miles, T otal

SIC Total Total Sales Establishm ents SIC Total Total Sales Establishments

Code  Business Description Establishment FEmployees  (in Millions) 20+ Employvees Code  Business Description Establishment _Employees (in Millions) _20+ Employees

RET  All Retailing 2,222 26,676 3,390.5 287 572 Household Appliance Stores 19 99 17.5 1
573 Radio, TV and Computer Store 136 1,024 231.9 10

52 Building Materials, Garden Supply and Mobile Homes 180 3,434 460.7 35 3731 Radio, TV, Electronic Stores 35 178 274 1

521 Lumber and Other Building Materials 85 2,733 348.0 31 5734 Computer Hardware and Software Stores 75 739 187.9 8

523 Paint, Glass and Wallpaper 41 163 29.0 1 5735 Musie, Video CD's and Tape Stores 13 48 74 0

525 Hardware Stores 11 363 50.1 3

526  Retail Nurseries and Garden 40 163 29.0 0 58 Eating and Drinking Places 492 8,195 394.6 128

527 Mobile Home Dealers 3 12 4.6 0 3812 Eating Places 448 7,930 384.2 127
3813  Drinking Places 44 245 10.4 1

53 General Merchandise Stores 66 3,501 386.8 25

531 Department Stores 40 3,383 374.0 25 59 Miscellaneous Retail 577 3,003 325.5 32
391 Drug Stores and Proprietary 37 758 100.0 17

54 Food Stores 211 3,353 571.9 19 392 Liquor Stores 21 84 7.0 0

541 Grocery Stores 123 3,052 5988 18 593 Used Merchandise Stores 86 214 14.5 1

542 Meat and Fish Markets 2 22 3.5 0 5932A  Antique Stores 26 41 2.6 0

543 Fruit and Vegetable Markets 10 29 58 0 594 Miscellaneous Shopping Goods Stores 217 1,070 80.6 11

544 Candy, Nut and Confection Store 4 12 7 0 35941 Sporting Goods, Bicycle and Gun Stores 60 250 13.9 1

545  Dairy Products Stores 0 0 .0 0 5942 Book Stores 22 116 6.4 2

546 Retail Bakeries 18 70 3.0 0 5943 Stationery Stores 11 119 21.4 2

549  Miscellaneous Food Stores 49 168 301 1 3944 Jewelry Stores 27 113 6.5 0
3945  Hobby, Toy and Game Shops 36 146 10.2 2

55 Automobile Dealers and Gas Service Stations 252 2,661 840.4 30 5946  Camera and Photography Supply Stores 2 6 12 0

551 New and Used Car Dealers 24 1,418 573.0 22 5947 Gift, Novelty and Souvenir Shops 54 280 18.9 3

552 Used Car Dealers 71 345 80.9 2 5948  Luggage and Leather Goods Stores 1 1 .1 0

553 Auto and Home Supply Stores 56 398 71.8 1 5949  Sewing, Needlework and Craft Stores 4 39 2.0 1

554  Gasoline Service Stations 50 217 37.7 1 596 NonStore Retailers 30 104 13.6 0

555 Boat Dealers 30 144 43.2 1 3961  Catalog and Mail Order Houses 9 12 2.4 0

556 Recreational Vehicle Dealer 5 33 9.4 1 398 Fuel and Ice Dealers 3 13 3.9 0

557 Motorcycle Dealers 9 47 9.4 0 599 Retail Stores, NEC 183 750 105.9 3

559  Automotive Dealers, NEC 7 59 15.0 2 3992 Florists 35 10 6.0 0
5993  Tobacco Stores and Stands 9 28 1.7 0

56 Apparel and Accessory Stores 132 621 45.8 2 3994 Nev?fs Dealers and Newsstands 2 7 4 0

561  Mens and Boys Clothing Stores 10 52 72 0 5995 Optical Goods Stores 21 94 5.7 0

562 Womens Clothing Stores 47 219 12.4 0 5999  Miscellaneous Retail Stores NEC 116 520 92.1 3

563 Womens Accessory and Specialty Stores 4 23 1.2 0 5999M  Pet Shops 16 92 16.4 1

5 Chllt.irens am? It ¥ gar 7 3l bk f Prepared from Claritas Business-Facts which includes data from infoUSA.

565 Family Clothing Stores 4 45 2.4 1

566 Shoe Stores 21 94 11.8 0

569 Miscellaneous Apparel and Accessory Stores 39 157 9.0 1

57 Home Furniture, Furnishings and Equipment 312 1,908 364.8 16

571 Home Furniture and Furnishing 157 783 115.4 5

5712  Furniture and Kitchen Design Stores 87 474 75.8 3

5713 Floor Covering Stores 29 125 25.0 0

5719  Miscellaneous Home Furnishing Stores 34 169 135 2
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Downtown Melbourne 0-1 Mile, Apparel

CBP - Apparel Products 2004 CBP - Apparel Products 2004
Prepared For: Strategic Planning Group, Inc. Order #: 963519562 Prepared For: Strategic Planning Group, Inc. Order #: 963519562
Project Code: PJ10130405 Site: 02 Project Code: PJ10130405 Site: 02
DOWNTOWN MELBOURNE, 0.00 - 1.00 Miles, Total DOWNTOWN MELBOURNE, 0.00 - 1.00 Miles, Total
Market Market
Aggregate Per Average Index Aggregate Per Average Index
(in 000's) Capita Household to USA (in 000's) Capita Household to USA
Product Category 2004 2009 2004 2009 2004 2009 2004 2009 Product Category 2004 2009 2004 2009 2004 2009 2004 2009
Total Apparel 5,745 6,814 920 1,023 2,084 2,293 52 .50 Men's Shirts 307 360 49 54 111 121 66 63
Men's Pants 348 413 56 62 126 139 .64 .62
Women's Apparel 1,631 1,971 261 296 592 663 A1 49 Men's Uniforms/Costumes 44 62 7 9 16 21 55 51
Women's Dresses 255 267 41 40 92 90 52 A9
Women's Cts/Tckts/Furs 66 71 11 11 24 24 40 .38 Boy's Apparel 321 393 51 59 117 132 .50 48
Women's Sport coat/Tailored Jackets 40 49 6 7 14 16 57 54 Boy's Coats/JTackets 14 15 2 2 5 5 35 34
Women's/V ests/Sweaters/Sweater Sets 110 142 18 21 40 48 55 53 Boy's Sweaters 6 8 1 1 2 3 29 .28
Women's Shirts/Tops/Blouses 222 284 36 43 81 95 46 45 Boy's Suits/Sport coats/Vests 13 15 2 2 5 5 .54 52
Women's Skirts 66 80 11 12 24 27 52 .50 Boy's Shirts 70 86 11 13 25 29 A8 A6
Women's Pants 245 350 39 53 §9 118 A7 A6 Boy's Undergarments 15 18 2 3 5 6 47 46
Women's Shorts/Short Sets T2 81 11 12 26 i 46 A4 Boy's Nightware 5 6 1 1 2 2 42 40
Women's Active Sportswear 47 49 8 7 17 17 54 B2 Boy's Hosiery 9 10 2 2 3 4 48 47
Women's Sleepwear 48 55 8 8 17 18 .62 .60 Boy's Pants 99 129 16 19 36 44 51 .50
Women's Undergarments 90 107 14 16 33 36 A48 46 Boy's Shorts/Shorts Sets 60 68 10 10 22 23 .68 .67
Women's Hosiery 70 71 11 11 25 24 .61 &9 Boy's Accessories 4 4 1 1 1 1 46 A3
Women's Suits 183 214 29 32 66 T2 .66 .62 Boy's Uniforms/Costumes 13 7 2 3 5 6 A5 43
Wotmnen's Accesgories 53 61 9 9 20 20 .56 .53 Boys Active Sportswear 12 16 2, 2 4 ) 44 42
Women's Uniforms/Costumes 63 92 10 14 23 31 .54 1
Infants' Apparel 166 186 29 28 60 62 .59 .56
Girl's Apparel 313 388 50 58 114 131 A7 45 Infant's Coats/Jackets/Snowsuits 2 2 0 0 1 1 Bk .23
Girl's Dresses/Suits 36 39 6 6 13 13 A5 43 Infant's Rompers/Dresses/Outerwear 54 60 9 9 20 20 .58 53
Girl's Cis/Jckts/Turs 18 20 3 3 7 7 51 .30 Infant's Undergarments {Incl Diaper) 88 99 14 15 32 33 .66 .63
Gitl's Shirts/Blouses/Sweaters 68 86 11 13 25 29 46 45 Infant's Sleeping Garments 7 8 1 1 2 3 3% 37
Girl's Skirts/Pants 80 109 13 16 29 37 48 47 Infant's Accessories 14 16 2 2 5 6 .50 47
Girl's Shorts/Short Sets 35 38 6 6 13 13 A6 A5
Girl's Active Sportswear 11 12 2 2 4 42 40 Footwear (Excl Infants) 672 782 108 117 244 263 B2 51
Girl's Underwear/Sleepwear 24 28 4 4 9 9 48 47 Men's Footwear 207 232 33 33 75 7% .50 48
Girl's Hosiery 9 11 2 2 3 51 .50 Boy's Footwear 92 109 15 16 33 37 .58 .56
Girl's Accessories 5 5 1 1 2 2 45 43 Women's Footwear 322 381 52 57 117 128 56 .54
Girl's Uniforms/Costumes 28 40 5 6 10 14 43 41 Girl's Footwear 51 60 8 9 19 20 .37 .36
Other Apparel Products 1,367 1,616 219 243 496 544 A48 45
Men's Apparel 1,273 1,479 204 o) 462 498 60 57 Clothing Material/Patterns/Notions 48 53 8 8 17 18 71 .68
Men's Suits 148 151 24 23 54 51 55 52 Clothing Rental/Storage 163 223 26 33 59 g A4 42
Men's Sport Coats/Tailored Jackets 49 51 8 8 18 17 .54 .50 Clothing Repair/Alteration 195 260 31 39 71 87 35 M4
Men's CoatsTackets 92 103 15 15 33 35 .59 .56 Shoe Repair/Services 4 3 1 1 1 143 4
Men's Undergarments 54 63 g9 g 20 21 66 64 Coin Op Laundry Service 120 132 19 23 44 51 .99 1.01
Men's Hosiery 34 39 5 6 12 13 64 62 Laundry/Dry-Clean (Non-coin) 104 120 17 18 38 40 49 46
Men's Nightwear 13 17 2 3 5 6 65 61 Jewelry Products 611 670 98 101 222 225 49 43
Men's Accessories 40 41 6 6 15 4 .58 54 Watches 93 101 15 15 34 3446 43
Men's Sweaters/Vests 39 52 6 8 14 18 43 42 Watch/Jewelry Repair 26 34 4 3 9 12 .59 .56
Men's Active Sportswear 17 18 3 3 6 6 27 27
Men's Shorts/Shorts Sets 36 109 14 16 31 37 .62 59
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Downtown Melbourne 0-5 Mile, Apparel

CBP - Apparel Products 2004 CBP - Apparel Products 2004
11:;3113:;93 S D R CLne, e AR g:sgscrteg B e e on e Chis el
DOWNTOWN MELBOURNE, 0.00 - 10.00 Miles, Total DOWNTOWN MELBOURNE, 0.00 - 10.00 Miles, Total
Market Market
Aggregate Per Average Index
G 000's) Capita Household  toUSA e Eogits o
Product Category 2004 2009 2004 2009 2004 2009 2004 2009 Product Category 2004 2009 2004 2009 2004 2009 2004 2009
Total Apparel 335,693 419,928 1,362 1,569 3,266 3,721 .82 81 Men's Shirts 14,959 18,391 61 69 146 163 86 85
Men's Pants 17,098 21,272 69 80 166 189 .85 .84
Women's Apparel 99,224 126,052 403 471 965 1,117 .84 .83 Men's Uniforms/Costumes 2,439 3,692 10 14 24 33 82 81
Women's Dresses 15,963 17,668 63 66 155 157 87 .86
Women's Cts/Jckts/Furs 4,141 4,714 17 18 40 42 67 67 Boy's Apparel 19,878 25,277 31 94 193 294 83 82
‘Women's Sport coat/Tailored Jackets 2,329 3,020 9 11 23 27 .89 .87 Boy's Coats/Jackets 977 1,083 4 4 10 10 64 64
Women's/V ests/Sweaters/Sweater Sets 6,399 8,736 26 33 62 T7 .86 .83 Boy's Sweaters 457 678 2 3 4 5 64 6
Women's Shirts/Tops/Blouses 14,527 19,280 59 72 141 171 .80 .80 Boy's Suits/Sport coats/Vests 740 901 3 3 7 g 84 83
Women's Skirts 4,058 518 16 19 39 46 .87 .86 Boy's Shirts 4491 5718 18 51 i 5 @ &
Women's Pants 15,422 22,886 63 8 150 203 .80 .79 SN — G 1165 q 7 5 el U
Women's Shorts/Short Sets 4,722 5,613 19 21 46 50 .81 .81 Boy's Nightware 342 473 1 2 3 4 &1 79
Women's Active Sportswear 2,790 3,066 11 11 27 27 .86 .83 Boy's Hosiery 588 680 2 3 6 6 81 80
Women's Sleepwear 2,584 3,077 10 12 25 27 .90 .89 Boy's Pants 6,082 8,147 25 30 59 73 83 82
Women's Undergarm ents 5,750 52327 36 63 81 81 Boy’s Shorts/Shorts Sets 3,201 3,752 13 4 31 33 98 .97
Women's Hosiery 3,807 4,031 15 15 37 36 .89 .88 Buy's Accessories 258 283 1 1 3 3 83 82
Women's Suits . 9,838 12,222 40 46 96 108 93 93 Boy's Uniform s/Costumes 984 1,239 4 3 10 11 82 81
Women's Accessories 3,198 3,723 13 14 31 33 .87 .86 Boys Active Sportswear 814 1,158 3 4 3 10 80 78
Women's Uniforms/Costumes 3,698 5,713 15 21 35 51 84 83
Infants' Apparel 8,355 9,965 34 37 81 88 .80 79
Girl's Apparel 20.738 26,664 s 100 202 236 82 .81 Infant's Coats/Tackets/Snowsuits 194 218 1 1 2 2 .56 .57
Girl's Dresses/Suits 2471 2,769 10 10 e 5 .8 8l Infant's Rompers/Dresses/Outerwear 3,093 3,646 13 14 30 32 .89 .88
Girl's Cls/Jckts/Furs 1,052 1,211 4 3 10 1 80 .80 Infant's Undergarments (Incl Diaper) 3,850 4,571 16 17 37 91 77 76
Girl's Shirts/Blouses/Sweaters 4,539 5,920 18 22 44 52 .83 .82 Infant's Sleeping Garments 449 553 2 2 4 5 70 70
Girl's Skirts/Pants 5,115 7,258 21 27 30 64 .83 .82 Infant's Accessories 768 977 3 4 7 g 74 74
Girl's Shorts/Short Sets 2,333 2,631 9 10 23 23 82 81
Girl's Active Sportswear 822 950 3 4 8 § .81 80 Footwear (Excl Infants) 40,007 48,666 162 182 380 431 .84 .83
Girl's Underwear/Sleepwear 1,520 1,858 6 15 16 .83 82 Men's Footwear 12,347 14,523 50 54 120 129 80 79
Girl's Hosiery 579 634 2 3 5 6 .84 .83 Boy's Footwear 5,403 6,671 22 25 53 50 92 .90
Girl's Accessories 321 378 1 1 3 3 .84 82 Women's Footwear 18,236 22,580 74 84 177 200 .86 .85
Girl's Uniforms/Costumes 1,984 3,007 § 11 19 27 .81 .80 Girl's Footwear 4’021 4,892 16 18 39 43 .78 i
Other Apparel Products 81,559 102,635 331 384 793 910 a7 .76
Men's Apparel 65,933 80,669 268 301 641 715 .83 .82 Clothing Material/PatternsNotions 2,844 3,281 12 12 28 29 113 110
Men's Suits 8,460 9,264 34 33 82 82 8 M Clothing Rental/Storage 10,066 14,638 41 53 98 130 .72 .73
Men's Sport Coats/Tailored Jackets 2,964 3,279 12 12 29 29 87 83 Clothing Repair/Alteration 12,563 18,000 51 67 122 160 61 62
Men's Coats/Jackets 4,876 5,793 20 22 47 51 .84 .83 Shoe Repair/Services 245 221 1 1 2 2 7 T
Men's Undergarments 2,640 3,212 11 12 26 28 .86 .83 Coin Op Laundry Service 1,827 2,298 s 9 18 20 40 40
Men's Hosiery 1,701 2,049 7 7 18 .86 83 Laundry/Dry-Clean (Non-coin) 3,850 7,178 24 27 57 64 .73 .73
Men's Nightwear 694 934 3 3 7 & 90 .89 Jewelry Products 39,572 46,883 161 175 385 415 .85 .83
Men's Accessories 2,193 2,356 9 9 21 21 .84 .83 Watches 6,930 7.824 28 26 67 69 89 87
Men's Sweaters/Vests 2,144 3,020 9 11 21 27 .63 .64 Waich/Jewelry Repair 1,662 2,312 7 9 16 20 1.02 99
Men's Active Sportswear 1,411 1,596 6 6 14 14 .60 .61
Men's Shorts/Shorts Sets 4,355 5,810 18 22 42 51 84 .83
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Downtown Melbourne 0-5 Mile, Apparel

CBP - Apparel Products 2004 CBP - Apparel Products 2004
Prepared For: Strategic Planning Group, Inc. Order #: 963319562 Prepared For: Strategic Planning Group, Inc. Order #: 9263519562
Project Code: PJ10130405 Site: 02 Project Code: PJ10130405 Site: 02
DOWNTOWN MELBOURNE, 0.00 - 5.00 Miles, Total DOWNTOWN MELBOURNE, 0.00 - 5.00 Miles, Total
Market Market
Aggregate Per Average Index Agpgregate Per Average Index
(in 000's) Capita Household to USA (in 000's) Capita Household to USA
Product Category 2004 2009 2004 2009 2004 2009 2004 2009 Product Category 2004 2009 2004 2009 2004 2009 2004 2009
Total Apparel 143,101 176,783 1,283 1467 2,867 3,232 .72 .70 Men's Shirts 6,565 7,983 39 66 132 146 .78 .76
Men's Pants 7448 9.161 67 76 149 167 .76 ST
Women's Apparel 41,854 52,3536 375 436 839 960 .73 71 Men's Uniforms/Costumes 1,045 1,557 9 13 21 28 H2 .70
Women's Dresses 6,846 7,489 61 62 137 137 IR SIS
Women's Cts/Ickts/Furs 1,754 1,974 16 16 35 36 .58 .58 Boy's Apparel 7,895 9,968 71 83 138 182 .68 67
Women's Sport coat/Tailored Jackets 1,016 1,303 9 11 20 24 .80 .78 Boy's Coats/Jackets 377 413 3 3 8 8 51 .50
Women's/V ests/Sweaters/Sweater Sets 2,741 3,702 5] 31 55 68 76 T4 Boy's Sweaters 170 251 2 2 3 5 49 49
Women's Shirts/Tops/Blouses 5,905 7,775 53 63 118 142 .67 .66 Boy's Suits/Sport coats/Vests 304 368 3 3 6 7 71 .70
Women's Skirts 1,729 2,188 15 18 35 40 76 STA Boy's Shirts 1,765 2,232 16 19 35 41 67 .66
Women's Pants 6,237 9,177 56 76 123 168 .66 .65 Boy's Undergarments 362 443 3 4 7 8 .63 .62
Women's Shorts/Short Sets 1,941 2,283 17 19 39 42 69 .68 Boy's Nightware 134 184 1 b 3 3 65 .4
Women's Active Sportswear 1,192 1,295 11 11 24 24 .75 .74 Boy's Hosiery 227 261 2, 2 3 5 .64 .63
Women's Sleepwear 1,133 1,336 10 11 23 24 .81 .79 Boy's Pants 2411 3,212 22 2T 48 59 .68 .67
Women's Undergarments 2,346 2,879 21 24 47 53 .68 67 Boy's Shorts/Shorts Sets 1,333 1,555 12 13 27 28 .84 .83
Women's Hosiery 1,654 1,736 15 14 33 32 .80 .79 Boy's Accessories 103 112 1 1 2 2 68 .67
Women's Suits 4,397 5,391 39 43 88 99 .88 .85 Boy's Uniforms/Costumes 392 490 4 4 8 9 67 .66
Women's Accessories 1,382 1,591 12 13 28 29 .78 .76 Boys Active Sportswear 315 444 3 4 6 g .64 62
‘Women's Uniforms/Costumes 1,582 2415 14 20 32 44 T4 73
Infants' Apparel 3,623 4,287 32 36 73 T8 M i .70
Girl's Apparel 8,220 10,496 74 87 165 192 67 66 Infant's Coats/JTackets/Snowsuits 76 85 1 1 2 2 A5 46
Girl's Dresses/Suits 971 1,080 9 9 19 20 .66 .65 Infant's Rompers/Dresses/Outerwear 1,336 1,561 12 13 27 29 .79 .78
Girl's Cts/Jckts/Furs 432 494 4 4 9 9 .68 67 Infant's Undergarments {Incl Diaper) 1,687 1,990 15 17 34 36 .70 .69
Girl's Shirts/Blouses/Sweaters 1,803 2,335 16 19 36 43 68 .66 Infant's Sleeping Garments 190 231 2 2 4 4 60 .60
Girl's Skirts/Pants 2,026 2,858 18 24 41 52 .68 .66 Infant's Accessories 334 419 3 3 7 8 .66 .63
Girl's Shorts/Short Sets 920 1,030 8 9 18 19 .66 .65
Girl's Active Sportswear 324 371 3 3 6 7 .66 65 Footwear (Excl Infants) 16,526 19,913 148 165 331 364 71 .70
Girl's Underwear/Sleepwear 606 737 5 6 12 13 .69 .67 Men's Footwear 5,093 5,927 46 49 102 108 .68 .67
Girl's Hosiery 231 271 2 2 ] 5 69 68 Boy's Footwear 2,150 2,638 19 22 43 48 FE .74
Girl's Accessories 130 152 1 1 3 3 .70 .68 ‘Women's Footwear 7.803 9.564 70 79 136 175 .76 .74
Girl's Uniforms/Costumes 776 1,167 7 10 16 21 .65 .64 Girl's Footwear 1481 1,784 13 15 30 33 60 .58
Other Apparel Products 36,317 44,961 325 373 728 822 71 .68
Men's Apparel 28,667 34,623 257 287 574 633 75 73 Clothing Material/Patterns/Notions 1,237 1,416 11 12 23 26 1.01 .98
Men's Suits 3,705 3,994 33 33 74 73 76 74 Clothing Rental/Storage 4,291 6,164 38 51 86 113 .64 .63
Men's Sport Coats/Tailored Jackets 1,293 1,407 12 12 26 26 .78 .75 Clothing Repair/Alteration 5,597 7,878 30 65 112 144 .56 .56
Men's Coats/Tackets 2,115 2,477 19 21 42 45 75 .73 Shoe Repair/Services 107 96 1 1 2 2 84 63
Men's Undergarments 1,159 1,397 10 12 23 26 .78 7T Coin Op Laundry Service 1,134 1,442 10 12 23 26 51 .52
Men's Hosiery 737 879 7 7 15 16 77 75 Laundry/Dry-Clean (Non-coin) 2,574 3,100 23 26 52 57 .66 .65
Men's Nightwear 311 412 3 3 6 g 83 81 Jewelry Products 17,680 20,560 158 171 354 376 .78 .76
Men's Accessories 948 1,004 9 8 19 18 .75 .73 Watches 2,938 3,291 27 27 39 60 .78 .76
Men's Sweaters/Vests 903 1,254 3 10 18 23 .55 .55 Watch/Jewelry Repair 738 1,014 7 8 15 19 93 .90
Men's Active Sportswear 551 615 5 11 11 A48 49
Men's Shorts/Shorts Sets 1,886 2,484 17 21 38 45 75 .73
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Downtown Melbourne 0-1 Mile, Consumer Spending Patterns

Consumer Spending Patterns 2004 Consumer Spending Patterns 2004

Consumer Spending Patterns 2004

Prepared For: Str: ¢ Planning Group, Inc. Order #: 963519562 Prepared For: Strategic Planning Group, Inc. Order #: 963519562 Prepared For: Strategic Planning Group, Inc. Order #: 963519562
FProject Code: PJ10130405 Slte: 02 Project Code: PJ10130405 Site: 02 Project Code: PJ10130405 Site: 02
DOWNTOWN MELBOURNE, 0.00 - 1.00 Miles, Total DOWNTOWN MELBOURNE, 0.00 - 1LO0O Miles, Total DOWNTOWN MELBOURNE., 0.00 - 1.00 Miles, Total
Murket Market Market
Aggregate Per Average Index Aggregate Per Average Index Aggregate Per Average Index
(in D00's) Capita Household to USA (in D005} Capita Hounsehold to USA {in 0005} Caplta Hounsehold to UTSA
Annual Expenditures 2004 2009 2004 2009 2004 2000 2004 2009 Annual Expenditures 2004 2009 2004 2009 2004 2000 2004 2009 Annual Expenditures 2004 2009 204 2009 2004 2009 2004 2009
Appard:
Tatal Apparel 5,745 6.814 920 1,023 2,084 2,293 52 50 Health Care: Other Misc. Expenses:
Women's Apparel 1,631 L.971 261 296 592 663 .51 A9 Total Health Care 9888 15,952 1,584 2,395 3.586 5367 L0z 103 Housekeeping Supplies 638 814 102 122 231 274 74 T2
Men's Apparel 1,273 1479 m 272 462 498 60 = Medical Services 2,944 3,657 472 549 1,068 1,230 T4 | Total Food away from Home TA4E 9,020 1,193 1,354 2,702 3.03% 59 58
Girl's Apparel 315 3&8 50 58 114 131 A7 A5 Prescription Drugs 6,685 11,952 1,071 1,794 2425 4,022 1.24 1.21 Breakfast and Brunch 628 860 10 129 223 289 69 6T
Boy's Apparel 321 393 51 59 117 132 .50 A8 Medical Supplies 258 343 41 52 94 116 .65 62 Dinner 2,102 2372 337 356 762 798 52 A0
Infant's Apparel 166 186 27 28 60 62 59 .56 Lunch 2.219 2,823 355 424 805 950 66 64
Footwear {excL Infants) 672 782 108 117 244 263 B-r 51 Household Equipment: Snacks md Non Alcoholic Beverage 762 1,043 122 157 276 351 6% 68
Other Apparel Proda/Services 1,367 1,616 219 243 496 544 A8 A5 Total Household Textiles 836 990 134 149 303 333 AT 54 Catered Affairs 95 104 15 16 34 36 A6 34
Domestic Textiles 412 517 66 78 149 174 67 64 Food and Nonalcoholic Bevgs on Trips 1,643 1,817 263 273 596 611 S 4 55
Entertainment: Window and Fumiture Covers 423 472 65 T 154 159 50 A6 Total Alcoholic Bevernges 2.176 2,507 349 376 789 843 65 64
Sports and Recreation 1,700 2177 272 327 617 733 49 Ab Total Furniture 1.027 1.134 165 170 373 381 A8 A5 Alcoholic Beverages at Home 1,584 1,864 254 250 575 627 69 68
TV, Radio and Sound Equipment 2,931 3,750 469 563 1,063 1,262 61 60 Bedroom Fumniture 311 347 50 52 113 117 52 A9 Alcoholic Beverages away from Home 592 643 95 297 215 216 a7 E-H]
Reading Materials 856 1,101 137 165 310 370 64 63 Living/Mining Koom Fumniture 443 466 ) | 70 161 157 A6 42
Travel 1,518 1,849 243 278 551 622 A2 41 Other Fumiture 273 320 44 48 99 108 A48 43 Shelter and Related Expenses:
Photographic Equipment 172 186 27 28 62 63 43 42 Major Appliances 540 356 T B4 196 187 64 61 Household Services 875 1,243 140 187 7 418 63 61
Small ApplianceHouseware 773 855 124 128 230 288 A7 45 Heusehold Repairs 1.689 1,866 270 280 612 628 54 S0
Food at Home: Mise Household Equipment 883 1,111 141 167 320 i 62 60 Total Housing Expenses 1,570 1,788 251 268 569 a0l i | i |
Total Food at Home 10,530 11,878 1,687 1,783 3,819 3,997 73 T Fuels and Utilities 153 155 25 23 56 52 37 .38
Cereal Products 565 619 90 93 205 208 T .70 Misc Personal Items: Telephone Service 1417 1,632 227 245 514 549 3 .17
Bakery Products 1,084 1,155 174 173 393 EL i 1] Nt Personal Care Products and Services 1,719 2,246 275 337 624 156 .70 68
Fish and Seafood 201 233 32 35 73 T8 B3 63 Personal Expenses and Services 2,741 3,181 439 478 994 1,070 .74 JT0 Transportaton Expenses:
Meats (All) 1370 1,710 380 407 860 812 i} JT Smoking Prods/Supplies 2,068 2498 331 375 750 840 93 93 Total Transportation Expenses 11,114 14,824 1,780 2,226 4,031 4,988 59 59
Dairy Products 1,035 1,144 166 172 375 385 70 69 New AutosTrucks/V ans 3.591 4,011 575 602 1,303 1,349 46 44
Fresh Milk and Cream 296 317 47 48 107 107 .74 .13 Miscellaneous Items: Used Vehicles 4.084 5,746 654 863 1481 1.933 68 68
Eggs 143 181 23 27 33 6l B3 B3 Total Education 2,610 3.298 418 495 97 L1l 81 E | Boats and Outboard Maotor, Ete 48D 481 TE 72 177 162 65 60
Other Dairy Products 594 646 93 a7 215 218 J66 .64 Room and Board 210 226 34 34 Th 76 98 a5 Towing Charges 14 18 2 3 5 & BE BB
Fruits md Vegetables 1,235 1,388 198 208 448 467 e} 68 Tuition/School Supplies 2,400 3.072 385 461 871 1034 W80 .76 Gasoline 1,636 4,197 422 630 956 1412 .74 73
Juices 282 309 45 46 102 1M 66 65 Pet Expenses 671 858 107 129 243 289 55 54 Diesel Fuel 17 18 3 3 6 6 51 .50
Sugar and Other Swests 669 758 107 114 243 5 73 T Day Care 440 612 | 92 160 206 50 .50 Rented Vehicles 284 352 45 53 103 119 .59 .55
Fats and Oils 102 122 16 1% 7 EE R B Contributions (All) 3,338 4,001 534 601 1210 1346 69 .66 Automotive Maintenace/Repair/Other 2,806 3,174 449 477 L018 L0688 63 .61
MNonalcoholic Beverages 1,096 1,138 176 171 397 383 i | ST
Prepared Foods 1.891 2.303 303 346 686 775 72 i | Total Specified Consumer Expenditures 79,298 100,283 12,702 15,055 28762 33,743 65 .65
Frepared On.  Sat Jun 18, 2005 Fage 1 OF 11 Prepared On: St Tun 18, 2005 Page of 1 Frepared On: SaeJun 18, 2005 Page 3 OF 1 @
CLARITAS © 2005 CLARITAS INC. All rights reserved \"Tfnm Tech Suppest: 1 B00 866 6511 @ ECONNEU mm 2005 CLARTTAS TRC. All rights reserved Claritss Tech Support 1 800 866 6511 @ ECONN'ECT CLARITAS © 2005 CLARTTASINC. Al rights reserved Claritas Tech Suppert: 1800 866 6511 ECONNECT

Downtown Melbourne CRA Redevelopment Plan

Page 51



Downtown Melbourne 0-5 Mile, Consumer Spending Patterns

Consumer Spending Patterns 2004 Consumer Spending Patterns 2004 Consumer Spending Patterns 2004
Prepared For: Strategic Planning Group, Inc. Order #: 963519562 Prepared For: Strategic Planning Group, Inc. Order i: 963519562 Prepared For: Strategic Planning Group, Inc. Order #; 963519562
Project Code: BJ10130405 Site: 02 Project Code: PI10130405 Site: 02 Project Code: PJ10130405 Site: 02
DOWNTOWN MELBOURNE, 0.00 - 5.00 Miles, Total DOWNTOWN MELBOURNE, 0.00 - 500 Miles, Total DOWNTOWN MELBOURNE, 0.00 - 5.00 Miles, Total
Market Market Murket
Aggregate Per Average Index Ageregate Per Average Index Aggregate Per Average Index
{in 00I's) Caplia Household o USA {in 00i's) Caplta Household o USA (in 000's) Capita Household 1o USA
Annual Exp e 2004 2009 2004 2009 2004 2009 2004 2009 Annual Expendiiures 2004 2009 2004 2009 2004 2009 2004 2009 Annual Expenditares 2004 2009 2004 2009 2004 2009 2004 2009
Appard:
Total Apparel 143,101 176,783 1,283 1467 2,867 3232 T2 .70 Health Care: Other Misc. Expenses:
Women's Apparel 41,854 52,536 375 436 839 90 .73 .71 Total Health Care 201,978 330,585 1810 2,744 4046 6043 115 115 Housekeepmg Supplies 14,072 18,527 126 154 282 339 90 .89
Men's Apparel 28,667 34,623 257 287 574 613 .18 T Medical Services 67,532 26,972 605 7221353 150 %4 92 Tatal Food away from Home 181,046 225,622 1,623 1,872 3627 4024 79 ™9
Girl's Apparel §,220 10,496 T 87 165 192 67 .66 Prescription Drugs 128,196 234,932 L14% 1950 2,568 4,285 132 130 Breakfast md Brunch 13,822 19.423 124 161 277 355 83 .83
Boy's Apparel 7,895 9,968 ki | 83 158 152 68 67 Medical Supplies 6,249 .684 56 T2 125 159 87 85 Dinner 55,097 64,703 494 537 1,104 1,183 75 .74
Tnfamt's Apparel 3,623 4,287 32 36 7 .1 .70 Lunch 50,475 66,369 452 5510 L0110 1213 82 81
Footwear (excl. Infants) 16,526 19,913 148 165 331 64 1 70 Houschold Equipment: Snacks and Non Aleoholic Bevernge 16,258 22,840 146 190 326 418 82 8l
Other Apparel Prods/Services 36,317 44,961 325 ki 728 822 N 68 Total Household Textiles 22,049 27,283 198 226 442 499 .83 81 Catered Affairs 1,887 3,391 6 28 58 62 .60 59
Domestic Textiles 9,654 12,584 87 104 193 230 87 &5 Food and Monalcoholic Beves on Trips 42,507 48,897 381 406 852 94 B2 .80
Entertainment: Window and Fumiture Covers 12,395 14,699 111 122 248 269 .81 71 Total Aleoholic Beverages 48,668 57,627 436 478 975 1053 30 .30
Sports and Recreation 64,838 433 538 968 1,185 .77 .75 Total Furniture 30,855 35,746 277 297 618 653 .80 .77 Aleoholic Beverages at Home 34,160 41,159 306 342 684 52 82 8
TV, Radio and Sound Equipment 91,161 624 757 1,395 1,666 .80 .80 Bedroom Farniture 8,720 10,209 78 85 175 187 .81 78 Algoholic Beverages away from Home 14,508 16,468 130 137 291 01 77T .76
Reading Materials 27,309 187 227 47 499 35 85 Living/Dining Room Furniture 13,999 15,514 125 129 280 w4 T8 .76
Travel 57,625 410 478 916 1,053 .71 .70 Other Fumiture 8,136 10,022 73 83 163 183 .79 .76 Shelter and Related Expenses:
Photographic Equipment 5,768 46 48 102 1005 7 0 Major Appliances 13,712 14,755 123 122 275 270 a0 R Household Services 20,666 30,108 185 250 414 550 B2 B0
Small Appliance/Houseware 23,144 26,672 207 221 464 48 78 7 Household Repairs 51,025 59,619 457 495 1022 1,090 .89 .87
Food at Home: Mise Household Equipment 23211 30458 208 253 465 557 91 .89 Tatal Housing Expenses 32,873 38,302 295 318 659 00 82 .82
Total Food at Home 221,110 255,708 1,982 2,122 4430 4,674 85 .84 Fuels and Utilities 4,178 4,331 37 36 84 79 .58 58
Cereal Products 11,440 12,807 103 106 229 234 80 .79 Mise Personal Items: Telephone Service 28,695 33,971 257 82 575 621 .88 .87
Bakery Products 23,566 25,829 211 214 472 472 34 83 Personal Care Products and Services 36,918 49,706 331 413 740 909 .83 .81
Fish and Seafood 4,262 5,091 38 42 85 93 .76 .75 Personal Expenses and Services 65,268 78,962 585 655 1308 1443 98 .94 Transportation Expenses:
Ments (All) 46,366 54,024 416 448 929 988 85 .83 Smoking Prods/Supplics 40,858 50,359 366 418 819 921 101  1.02 Total Transportation Expenses 263,812 354211 2,364 2940 5285 6475 T8 77
Dairy Products 23,465 25,381 201 311 450 464 84 83 New AutosTrucks/Vans 102,243 118,180 96 981 o4& 2160 T2 T
Fresh Milk and Cream 6,270 6,891 56 57 126 126 .87 .86 Miscellaneons Items: Used Vehicles 87,318 124,733 783 1035  L749 2280 .81 .80
Eggs 2,661 3,362 2 28 53 61 .86 B4 Total Education 43,603 57,172 391 a7 874 1LMs 7S 7 Boats and Outboard Motar, Bte 10,523 10,845 “ 0 211 19 77
Other Dairy Products 13,534 15,128 121 126 271 277 81 82 Room and Board 2,827 3,139 25 26 57 7 M .M Towing Charges u3 318 2 3 3 L
Fruits and Vegetables 26,304 30451 236 253 s27 557 .83 .8l Tuition/School Supplies 40,776 54033 365 448 817 988 75 .73 Gasoline 55,360 89,613 496 44 1109 1638 .86 .35
Juices 5,671 6,360 51 53 114 s .4 .73 Pet Expenses 17,783 23,649 159 196 356 432 81 80 Diesel Fuel 436 498 4 4 2 *r B 7
Sugar md Other Sweets 14,682 17,152 132 142 294 314 89 88 Day Care 11,955 17,151 107 143 239 3475 7 Rimted (Vliscled 7,691 10,023 69 83 154 183 .88 .84
Fats and Oils 2,062 2,519 18 21 a 46 88 88 Contributions (All} 78,583 97,607 704 $10 1,574 1,784 .90 .87 A tive Mai Repair/Other 65,599 76,186 588 632 L34 1393 81 80
Nonalcoholic Beverages 22,803 24,196 204 201 457 442 B8 87
Prepared Foods 41489 51,898 372 431 831 9 &7 .87 Total Spedfied Consumer Expenditures 1,841,502 2379544 16504 19,748 36893 43498 84 83
Prepared On:  SatTun 18, 2005 Page 4 OF 11 Prepared On: St Tun 18, 2 Page 5 OF 11 ‘ Frepared Cn. Sat Jun 18, 2003 Fage 6 OF 11 @
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Downtown Melbourne 0-10 Mile, Consumer Spending Patterns

Consumer Spending Patterns 2004 Consumer Spending Patterns 2004 Consumer Spending Patterns 2004
FPrepared For: Strategic Planning Group, Inc. Order #: 963519562 Prepared For: Strategic Planning Group, Inc. Order #: 963519562 Prepared For: Strategic Planning Group, Inc. Order #: 963519562
Project Code: PJ10130405 Site: 02 Project Code: PJ10130405 Site: 02 Project Code: PI10130405 Site: 02
DOWNTOWN MELBOURNE, 0.00 - 10.00 Miles, Total DOWNTOWN MELBOURNE, 0.00 - 10.00 Miles, Total DOWNTOWN MELBOURNE, 0.00 - 10.00 Miles, Total
Market Market Market
Aggregate Per Average Index 4 egate Per Average Index 4 egale Per Average Index
(in 000"s) Caplta Household to USA (in 000's) Capita Houschold to USA (in 000's) Capita Household o USA
Annual Expenditures 2004 2009 2004 2009 2004 2009 2004 2009 Annual Expenditures 2004 2009 2004 2009 2004 2009 2004 2009 Annual Expenditures 2004 2009 2004 2009 2004 2009 2004 2009
Appard:
Total Apparel 335693 419,925 1362 1.56% 3.266 3.721 82 .81 Health Care: Other Mise. Exp nses:
Women's Apparel 99,224 126,052 403 471 965 1,117 84 83 Total Health Care 416,831 682,538 1,692 2,551 4,055 6049  L15  Lls Housekeeping Supplies 31,365 41,547 127 155 305 368 98 97
Men's Apparel 65,933 80,669 268 301 641 75 83 .82 Medical Services 146,209 190,283 593 T 1422 1,686 99 97 Total Food away from Home 402,256 504,806 1,632 1,887 3913 4473 86 .85
Girl's Apparel 20,738 26664 & 100 202 236 B2 R:3% Prescription Drugs 256,884 472,966 1,042 1,768 2,499 4191 128 1L.27 Breakfast and Brunch 30,259 42,707 123 160 294 378 &9 .88
Boy's Apparel 19.878 25,277 a1 a4 193 34 81 82 Medical Supplies 13,738 19,288 56 72 134 171 93 91 Dinner 123,682 146,494 502 548 1,203 1,298 82 .81
Infant's Apparel 8,355 8,965 34 37 81 &8 i) 79 Lunch 111475 147,556 452 551 1,084 1,308 88 B8
Footwear {excl. Infantz) 40,007 48,666 162 182 380 431 83 Household Equipment: Snacks and Non Aleoholic Beverage 35,876 50,624 146 189 349 449 3 87
Other Apparel Prods/Services 81,559 102,635 331 384 793 910 Rl 76 Total Household Textiles 49.926 62,616 203 234 486 555 92 90 Catered Affairs 6.707 023 27 30 65 71 68 68
Domestic Textiles 21483 28,305 87 106 209 251 94 93 Food and Nonalcoholic Bevgs on Trips 4,257 109,403 383 409 97 970 i 87
Entertainm ent: Window and Fumiture Covers 28444 34311 115 128 277 304 20 B8 Total Alcoholic Beverages 105,289 125,554 427 469 1,024 1,113 B4
Sports and Recreation 114,432 155,262 464 580 1,113 1,376 89 87 Tuotal Furniiure 71,844 84,357 292 315 699 T8 90 B8 Alcoholic Beverages at Home 74,106 E9.8T2 301 336 721 T96 86 86
TV, Radio and Sound Equipment 157.677 207.617 640 776 1,534 1540 BE 5 Bedroom Fumniture 20,160 23,864 52 &9 196 211 50 B9 Alcohelic Beverages away from Home 31,182 33,682 127 133 303 3le B0 B0
Reading Materials 45317 59,799 184 223 441 530 90 00 Living/Dining Room Fumniture 32,661 36,715 133 137 318 325 90 B8
Travel 104,950 134129 A28 01 162 iisy T Other Fumiture 19,023 23,775 77 89 185 1 90 88 Shelter and Related Expenses:
Photographic Equipment 12,300 14,003 50 52 120 124 =3 a1 Major Appliances 30,878 33.610 125 126 300 98 59 9% Household Services 44,630 63,743 151 246 434 583 -1 B3
Small Appliance/Houseware 53,382 62,204 217 232 519 551 &7 85 Household Repairs 118,373 140,139 480 524 1151 1,242 101 9
Food at Home: Misc Household Equipment 32,749 69,8398 214 261 513 619 1.00 99 Total Housing Expenses 72,550 85,130 294 318 TG 754 87 B9
Total Food at Home 490,071 570242 1989 2131 4767 5053 91 .90 Englsandilifies 302 38 36 90 8 .60 .63
Cereal Producis 25,550 15 788 104 108 249 255 57 86 Misc Personal Items: Telephone Service 63,248 257 282 615 668 54 93
Bakery Products 52241 57.620 212 215 508 511 91 90 Personal Care Products and Services 81,637 110,881 331 414 T4 983 &9 B8
Fish and Seafood 9‘.436 “.370 38 42 92 101 52 s1 Personal Expenses and Services 138,602 169,629 562 634 1,348 1,503 101 98 Transportation Expenses:
Meats (all i WREE A1 4SH 9 Yok BT 50 Smoking Prods/Supplies 86,776 106653 352 399 844 945 105 LOS Total Transportation Expenses 613,113 827358 2488 3092 5964 T332 &8 .87
Dairv Pmd‘ucls 49’84-1 56’577 200 211 435 ’501 91 90 Mew AutosTrucks/ Vs 239,927 279,970 974 1,046 2,334 2481 82 E
Y o s - A - N Cx H 95 5 2
Fresh Milk and Cream 13,827 15,264 56 57 135 135 93 a1 Miscellaneous Items: Uszed Vehicles 205,491 295,663 B34 1,103 1,999 2,620 S 92
Eggs 5754 71315 23 . 56 &5 an a9 Total Education 94,762 126,525 385 473 922 1121 T8 TR Boats and Outboard Motor, Ete 25,753 26,857 105 101 251 239 92 B9
Other Dairy Products & 0’, a 33’ 555 37 155 e S 55 &5 Room and Board 5,971 6,768 24 25 58 0 .78 T Towing Charges 533 700 2 3 5 6 90 .89
& " ! & 4 ; ition/Se : T 44 7 asoli 2 7 ™ 7 2
Fruits and Vegetables 57.558 67.083 234 251 560 504 &8 &7 Tuition/School Supplies 88,791 115,758 360 148 864 1,061 78 7B Gtgsollue 123,182 200,075 500 TAR 1,198 1,773 8 92
. § ’ . Pet Expenses 41,452 55,551 168 208 403 492 82 91 Diesel Fuel 1,053 1,208 4 5 10 11 86 B3
Juices 1258 1235 o 5 12 e Day C 28,442 140,526 115 153 277 362 .87 .87 Rented Vehicl 17,173 22,783 k] 85 167 02 95 .93
Sugar and Other Sweets 32,580 35,281 132 143 317 339 96 95 e e : “ s BEad Nl ) 7 : ; g
Fats and Oils 4514 5530 18 21 m 49 o o4 Contributions {All) 171,863 215,791 [ 06 1,672 1,912 95 93 Automotive Maintenace/Repain/ Other 148,917 174,533 Gk 652 1,449 1,547 50 £
Nonalcoholic Beverages 50,543 53,924 205 202 492 478 95 R
- - Total Specified Consumer Expenditures 4,116,077 5,346,869 16,704 19,983 40,040 47383 a1 91
Prepared Foods 92,658 116,507 376 435 01 1.032 95 R
' Prepared On: Sat Jun 18, 2005 Page & Of 11 Prepared On: Sat Jun 18, 2005 Page 9 of 1
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Melbourne Shopping Centers

Shopping Centers - Mabourne FL

Narme Opened City State Zip GLA Stores Type Distanoc=
tdelbourne Shopping Center 1959 hdelbourne FL F2a01 207 G675 b=} Community 1.0
HASA Plaza 1957 hdelbourne FL F2a01 168,737 12 Community 1.3
The Shoppes of MWiest Melbourne 19245 b elboourne FL F2904 148,560 15 Community 2.3
Falm Bay Plaza 1979 Falm Bay FL F2901 260,000 U nk Community 2.1
telbourne Shopping Center Plaza 1973 hd eIk our ne FL F2935 121,913 10 Community 2.4
Home O epot Plaza 1933 hd & Ik o r ne FL F2004 130,000 U nk Community o=}
tdatk et Place Shopping Center 1927 Falm Bay FL F2a05 148,752 17 Community 4.2
Sarno Plaza 19652 Melbourne FL 32035 137 565 i Community a4z
Causewmay Shopping Center 1E56 Melbourne FL F2a0z A0G,7 73 15 C ommunity 4.4
Eau allie Flace 1923 hdelbourne FL Fz2a03 147,000 a0 Community 4.9
Ocean Springs Shopping Yilage LUnk hdelbour ne FL F2a03 200,000 b=} Community 4.4
hlelbourne Willage Plaza 1923 hdelbourne FL 2934 128,055 21 Community 5.1
East Bay Junction 1929 hdelbourne FL F2935 185,000 U nk Community 52
Foodings Center 1954 Indian Harbour Beach FL 2937 277,100 J0 Community 5.2
Horthgate Shopping Center 1932 hdelbourne FL 2034 131,851 12 Community 5.7
Lake W a= hington Crossings 1926 hdelbourne FL 2034 118,828 27 Community G.1
Lake W a= hington Square 1932 hdelbour ne FL 2935 112,246 25 Community G.1
Falm Bay Wiest 1290 Falm Bay FL F2a05 253,356 o<} Community 5.5
Atlantic Plaza 1952 Satellite Beach FL 2937 133,071 21 Community T4
Post Commuons Shopping Center 2000 hdelbourne FL 2034 132,000 U nk Community 7
Total Comrmunity 222582
Maplewood Center Uk hd &Ik our ne FL F2a01 25,000 Unk Meighborhood 1.1
Westgate Center 1999 W hd e lbourne FL F2904 20,650 7 Meighborhood 2.0
Indialantic Shopping Center 1959 Melbourne FL F2a0z G4,000 22 Meighborhood 27
Beach Flaza Unk Melbourne FL F2a0z 59,526 Unk Meighborhood 28
mMelbourne Square Fromenade 1922 Melbourne FL F2aog 75,086 Unk Meighbarhood 28
Beach Flaza Unk Indialantic FL F2a0z 20,000 Unk Meighborhood 249
Coarner by the hdall Unk Melbourne FL F2a0g 19,706 Unk Meighborhood 249
Windower Square 1924 W b elbourne FL F2a04 78,271 17 Meighborhood 2.0
Falm Bay Vilage 1993 Falm Bay FL F2905 53,000 4 Meighborhood 2.1
Shoppes of Hidden Harbor 1929 hd e b ourne FL F2935 Q0,000 Unk Meighborhood o=}
Willage Shoppes of Paradise Beach 1922 hdelbour ne FL F2a03 21,550 16 Meighborhood o=}
The Metro West Shopping Center U nk hdelbourne FL F2a04 Gz2.500 Unk Meighborhood cp=|
Las Falmas Shopping Center 1926 Falm Bay FL F2a05 32,500 19 Meighborhood 4.0
Plaza i e=t 1925 hdelbourne FL F2a04 721499 12 Meighborhood 4.0
Wick haven Plaza L nk W hdelbourne FL F2o04 50,000 Unk Meighborhood 4.0
County Club Plaza 1951 hdelbourne FL F2a05 90,000 15 Meighborhood 4.2
County Club Flaza U nk Falm Bay FL F2905 52812 Unk Meighborhood 4.2
FPartmalabar Flaza 1972 Melbourne FL 2905 FF.aoo 22 Meighborhood 4.2
Forthdalabar Shopping Center 1978 Melbourne FL F2a0s 20,000 2 Meighborhood 4.2
Sable Falm Square 1925 Melbourne FL F2a0s 28,0933 Unk Meighborhood 4.2
Falm Croszing 2002 ur hdelbourne FL F2aog G4,000 12 Meighborhood 4.8
The Maket Place 1226 e fdelbourne FL F2aog 51,982 11 Meighbarhood 4.8
Aurora Plaza 1958 Melbourne FL jemi=ic iy <2000 11 Meighbarhood 5.5
Indian Harbour Beach Shopping Centar 1957 Indian Harbour Beach FL F2aET 24,000 ZF Meighborhood 5.5
Mrest Eau Gallie Shopping Center Unk Melbourne FL jei=lc ) a0,000 12 Meighborhood 5.6
Interchange Square 1925 hd e b our ne FL Fz2a07 a7.250 3 Meighborhood 57
Shady Oad= FPlaza 1926 Falm Bay FL Fz2a09 5,000 25 Meighborhood 5.7
Shoppes of Palm Bay 1993 Falm Bay FL Fz2907 70,590 14 Meighborhood 5.7
Publi: at Bayside Lak e 2001 Falm Bay FL Fz2a07 59,215 14 Meighborhood 5.2
Rivercrest Plaza 1929 hd e b our ne FL F2935 5,000 Unk Meighborhood 5.3
Lori Laine Shopping Center U nk Satellite Beach FL 2937 25,000 Unk Meighborhood 5.7
Patrick Flaza Lnk Satellite Beach FL 2937 20,000 7 HMeighborhood T2
Morth 214 Center 1952 Satellte Beach FL Z2937 20,000 Unk Meighborhood [=Hu}
Tot=l Heighorhood 1,901,208
Brewvard Mall 1952 Melbourne FL Z=2a01 218,010 249 Regional 1.0
Melbourne Square 1222 Melbourne FL F2a04q F31,1049 1495 Regional 25
Shoe Work=s Center Unk helbourne FL F2e01 Unk Unk Uk 1.1
Mrood|die Plaza | U nk Falm Bay FL F2a0s Unk a Lnk 2.0
Mroodldie Plaza ll Unk Falm Bay FL F2a0s Unk 0 Lk 2.0
Mroodl 3 e Plaza Il Unk Falm Bay FL F2a0s Unk = Lnk 2.0
Mlinton's Corner Shopping Flaza Unk Melbourne FL F2a0g Unk U nk Link 2.8
Bowe Gardens Shopping Center Unk Melbourne FL F2aEh Unk U nk Lk 4.1
Fark Flaza Unk hlelbourne FL 2934 Unk Unk Uk 5.5
South Fatrick Shopping Center 1256 Melbourne FL F2aET Unk T Link 9.0
Grand Tots B 213502
Regional 731,104
Corm runity 2262582
2 9932686
Existing Dowantown 159,900 .00 %
hcluding wWacant 232,650 5.83%
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