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Highlights 

 

Located in the heart of East Williamsburg, one of New York’s most vibrant neighborhoods.  

With over 170 businesses, Grand Street’s retailers are a great mix of old and new, small and 

large, from eclectic eateries and bars to clothing boutiques. New businesses will find a variety of 

opportunities to meet the unmet needs of local residents and visitors. The street is a short walk 

from the hustle and bustle of Bedford Avenue and the Williamsburg waterfront, yet has a unique 

character all of its own.  

A Destination for Dining and Nightlife. 

By day, Grand Street is a strong neighborhood-serving retail corridor. By night, the Street’s bars 

and restaurants draw food and drink enthusiasts from all over the City. With over 50 places to 

eat and drink, the area’s growing late-night dining and brunch scene keeps the corridor active at 

all hours. 

Location, Location, Location.  

Home to a rapidly growing community of homeowners and artists who have moved eastbound, 

Grand Street is 10 minutes away from Union Square and the LES. It is also served by two subway 

lines whose ridership is increasing significantly every year. 

A fast growing population of high-income homeowners. 

Grand Street is a destination for young professionals and artists. Households making over 

$100,000 have more than doubled since 2000, and over 1/3 of the population has a bachelor’s 

degree or higher. The top three occupations are Office and Admin; Art, Design and 

Entertainment; and Food Preparation. 
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Project Overview 

In the spring of 2013, the Grand Street Business Improvement District hired Larisa Ortiz Associates 

(LOA) to conduct a comprehensive market study and to design a retail attraction program. This 

study will identify the types of businesses that the district can support today and in the near 

future. This information will allow the Grand Street BID to support retail diversification in a way 

that will meet the needs of the community and build Grand Street as both a daytime and a 

nighttime destination for shopping and dining.  

The team’s process involved the following components:  

 Review of existing data, studies and surveys 

 Analysis of market, demographic, and psychographic data  

 Physical conditions analysis 

 Block-by-block retail analysis  

 Opportunity site identification 

 Competitive district analysis 

 Like district analysis 

 Review of social media and press 

 Interviews with stakeholders, merchants, and residents in the community  

Particular attention was given to 695 Grand Street, a 14,000 square foot City-owned site along 

the corridor, which has a lease expiring in 2015, providing a significant opportunity to shape the 

retail mix.  

Each of these inputs informed the retail categories that Grand Street should target for their 

attraction efforts. The analysis informed the selection of a targeted list of retailers in the 

categories with customer profiles that matched those found in the primary and secondary trade 

areas serving Grand Street. Over a dozen retailers were identified, pre-qualified by price point, 

lifestyle segment, expansion plans, size of space, and presence in the market. Under a separate 

cover, the Client received detailed sheets on each retailer for the purposes of outreach to both 

property owners, brokers and the retailers themselves. 

The strategy for retail attraction positions the Grand Street BID at the center of a collaborative 

partnership with the local real estate community and more importantly, property owners, whose 

buy-in is essential to the success of this effort. A PowerPoint presentation highlighting key 

demographic indicators and consumer demand has been created for the Client to use as a tool 

for sharing their vision with prospective tenants, property owners and brokers. This presentation is 

designed to be updated by the Client with new information over time so it remains a useful 

communication and outreach tool. The LOA team presented the findings and prospect lists to select 

property owners in an effort to engage and enlist their active participation in the retail leasing 

efforts. 
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The Client was also given a one-on-one training session in the mechanics of on-going attraction. 

The session included a three-year work plan and templates intended to aid in prospect database 

management. These templates include letters to prospective tenants and property owners, 

templates for prospect research, sell sheets, scout cards, and vacancy lists. The objective is to fully 

equip the Client to use these tools and keep momentum going over time.  

Marketing materials were designed that highlight the corridor’s strengths and desired retailers, 

and can be used by the BID, property owners, and brokers to communicate the BID’s vision to 

prospective tenants, with an emphasis on the targeted retail categories identified through this 

process. These materials and training are the foundation of Grand Street’s retail attraction 

program. In addition to the retail attraction program, this executive summary offers 

comprehensive retail recommendations that can be used to engage local stakeholders in 

supporting the retail leasing efforts and in improving the overall shopping environment in support 

of both new and existing businesses. 
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Project Area 

The project area consists of the entire length of the Business Improvement District: both sides of 

Grand Street with Union Avenue as the western boundary and Bushwick Avenue as the eastern 

boundary. The area is located in East Williamsburg, Brooklyn. By taking the broader context into 

account, our analysis considered trends not only in the district, but also in similar districts (Fig. 21), 

competing shopping centers (Fig. 20), the borough, and New York City as a whole.  

 

 

Figure 1: Context Map. Larisa Ortiz Associates. 
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Neighborhood Accessibility  

The Grand Street corridor is served by the L and G trains at the Metropolitan/ Lorimer station 

and the L train at the Grand Street station. Riders can travel to and from Union Square in 10 

minutes on the L Train, and to Downtown Brooklyn and Long Island City in 10-15 minutes on the G 

Train.   

Ridership along the L line is increasing at every station, indicative of the fact that people are 

moving to, working in, and/or visiting Williamsburg, Bushwick, and other neighborhoods along the 

line more and more every year. These increases in ridership are a signal to retailers that there 

are new opportunities to invest in up-and-coming neighborhoods. 

Figure 2: L Train Stations 2007-2012 Percent Change in Annual Ridership. Source: NYC MTA 

The Metropolitan Avenue station along the G line has the second highest ridership of all G train 

stations, second only to Court Square in Long Island City, a major transportation hub. In July 

2013, the MTA announced plans to improve G Train service in the coming months. This will create 

additional opportunities for people to travel to and from Grand Street and the surrounding 

areas. 

One critical recommendation in this plan is the re-opening of the closed subway entrance at the 

corner of Grand Street and Union Avenue. Without a subway entrance along Grand Street, the 

growth in ridership at the Metropolitan Avenue/ Lorimer Street subway station will have minimal 

impact on Grand Street, reducing overall pedestrian traffic on the street and ultimately 

undermining the sales of local businesses. The Grand Street BID is strongly encouraged to 

advocate for the reopening of the subway entrance, which will help drive pedestrian traffic along 

the Grand Street corridor.  
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Trade Area Analysis 

Grand Street, with its convenience offerings, services, and varied mix of merchandise is 

characteristic of what the retail industry considers a “Community Center”. Community Centers 

typically offer general merchandise and convenience goods, but have a wider range of apparel 

and other soft goods offerings than smaller, more convenience-oriented districts. The corridor is 

also a destination for dining and nightlife.  

Trade area is defined as a geographic area from which the majority (70% or more) of shoppers 

originate. In a non-urban environment, this type of shopping center or corridor typically has a 

trade area of three to six miles, or 5- to 15-minute travel time (typically via car), but in an urban 

center where many customers walk and/or take public transit, trade areas are much smaller to 

reflect a different mode of travel.  

Physical barriers and the location of public transportation influence the size of the trade area. A 

significant physical barrier is the BQE to the west, which interrupts the pedestrian-friendly streets 

it passes over. Someone who lives, or exits the subway to the west of the BQE is less likely to stop 

at a business on Grand Street if they have an alternative available to them that can be accessed 

without having to cross under the highway. The industrial areas to the east also limit the size of the 

trade area, as there are fewer residents beyond Bushwick Avenue who may be walking to Grand 

Street (though the employee population of this area may utilize the corridor during work hours). 

The size of the trade area is also influenced by competitive shopping districts and shopping 

centers (see Fig. 20). For example, while it is easy for a resident of the Williamsburg waterfront 

or Ridgewood to travel to Grand Street, each neighborhood has its own shopping district that 

provides similar convenience offerings. Destination shopping districts in Manhattan and nearby 

shopping malls also limit the area from which people come to Grand Street to shop.  

These factors, combined with insight gleaned from 

interviews with local business owners suggest a 

primary trade area that is roughly half a mile from 

the center of the corridor, and a secondary trade 

area of roughly one mile from the center. Therefore, 

data was obtained for residents and businesses 

located within these two circles - approximately 10-

15 minute travel time walking or via subway. The 

.5-mile radius provides insight into what is 

happening at the micro-level, while the 1-mile radius 

is more appropriate to a general understanding of 

the community. The demographic analysis that 

follows is based on residents living in the primary 

(.5-mile) trade area unless otherwise specified. 

Figure 3: Grand Street Trade Area Map. Larisa Ortiz Associates. 
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Overview 

Grand Street’s trade area is culturally and economically diverse, with significant differences in 

housing stock, median household income, and lifestyle between the east and west ends of the 

district. To put Grand Street into context, the analysis also compares the demographics of 

residents living within a half mile of Grand Street, to the borough of Brooklyn overall.  

Table 1: 2012 Demographics. Source: US Census via Esri Business Analyst 2012. 

Residents living near Grand Street are younger than the borough average. Median household 

income at $33,073, is lower than the borough average of $40,269. 

88% of residents in the trade area rent their homes – higher than the borough average of 72%. 

The area is much more dense than the borough overall, with 57,678.2 people per square mile. 

Households are small, with an average household size of 2.31 people.  

Projecting out five years, the population and the number of owner-occupied households are 

anticipated to grow at a faster rate than the borough, the state, and national averages. This 

suggests new investments in the community as people decide to settle in the area long-term. The 

median household income is projected to grow at a slower rate than the borough overall, at 

roughly the same rate as the state, and faster than the country. 

2012 Demographic 
Comparison 

Total 
Population 

Median 
Age 

Median 
Household 

Income 

Average 
Household Size 

Percent 
Renters 

Density 
(Pop/sq mi) 

Grand Street (.5 mi) 43,277 32.3 $33,073 2.31 88% 57,678.2 

Brooklyn 2,504,700 34.2 $40,269 2.69 72% 35,369.2 

Figure 4: Trends 2012-2017. Source: Esri Business Analyst 2012. 
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Population 

The population within the primary trade area is 

43,277. The size of the population declined by 3% 

between 1990 and 2010 (-.15% annually). However, 

between 2010 and 2012, the population grew by 

5%, (2.5% annually). Between 2012 and 2017, this 

growth is projected to continue at a rate of 1.62% 

each year. With significant new residential 

development in the pipeline, this increase could be 

even greater than projections suggest.  

 

Income  

Wide Income Diversity; High-Income Households on the Rise. The median household income 

within .5 miles of Grand Street is $33,073. To put this number into context, the following chart 

compares the median household income in the primary and secondary trade areas to 

neighborhoods and zip codes with similar income levels. 

 

 

Figure 6: Median Household Income Comparison. Source: US Census via Esri Business Analyst 2012. 

 

 

Figure 5: Population 1990-2017. Source: US Census 
via Esri Business Analyst 2012 
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While the median income within the trade area is moderate, the incomes of specific households 

within the trade area vary significantly. 23% of households in 2012 made less than $15,000, 

while 17% made over $75,000, with the remaining households distributed between the two (see 

Fig. 7 below). As new high-end residential developments are built in the area, it is likely that the 

number of higher-income households will increase in the coming years. It is also likely that the low-

income population will maintain its size, with the 

Williamsburg Houses, a 1,620-unit NYCHA public 

housing development, located within the primary 

trade area. St. Nick’s Alliance’s plan to build 

affordable housing along the corridor may help 

to preserve the housing stock for low- to 

moderate-income residents that could otherwise 

find themselves struggling to afford market-rate 

housing. With shoppers making both very high 

and very low incomes, developing a leasing plan 

for the district requires a thoughtful attempt to 

cater to a range of populations.  

Employment 

One of the Highest Concentrations of Artists in NYC. The three most common occupations for 

people living in the .5-mile trade area are Office and Administrative Work (16%), Art, Design 

and Entertainment (15%), and Food Preparation and Serving (10%). Grand Street’s concentration 

of residents working in Art and Design professions is one of the highest in all of New York City.  

 

Figure 8: Employed Population by Occupation. Source: ACS 2005-2009 via Esri Business Analyst 2012. 

Figure 7: Households by Income 2012. Source: US Census via Esri 
Business Analyst 2012. 



 
 

12     LARISA ORTIZ ASSOCIATES 
 

Transportation  

A Sizeable Day time Population. Like most areas 

of New York City, the majority of residents take 

public transportation to get to work. There is also a 

sizable population that remains in the immediate 

area during the work day—14% of the population 

walk to work or work at home. These residents are 

likely to be walking along or eating on the corridor 

during work hours, and are a population to bear in 

mind when considering Grand Street’s daytime 

retail mix, and when communicating opportunity to 

potential retailers who are able to cater to this 

market. 

 

Age 

Younger than the Average Brooklynite.  

A significant portion of residents (44%) are between 20 and 44 years old (compared to 38% of 

Brooklyn). 15.4% of Grand Street’s residents are under 20, while 26.6% of Brooklyn’s population 

is in the same age group. In terms of retail, this suggests that there may not be enough demand to 

support children- or family-oriented stores. It may also suggest that residents have more 

disposable income, since many households do not have child-related expenses.  

 

Figure 10: Population by Age. Source: US Census via Esri Business Analyst 2012. 

Figure 9: Means of Transportation to Work. Source: ACS 2005-2009 
via Esri Business Analyst 2012. 
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Family and Household Types 

More Singles or Roommates, Fewer Families. Compared to Brooklyn, the trade area has a high 

concentration of residents living alone or in non-family households (roommates not related to one 

another), and a low concentration of families. Brooklyn overall is made up of roughly 63% family 

households, while only 44% of Grand Street residents are in this type of living situation. 

Families, especially those with children, tend to have different spending habits than singles with 

fewer financial obligations; therefore Grand Street’s residents are likely to have more disposable 

income to spend on dining and nightlife. This is visible in Grand Street’s cluster of bars and full-

service restaurants.    

 

Educational Attainment 

Educational Attainment Reflects Demographic Split.  

Residents aged 25 and older have varying 

degrees of educational attainment. One third 

of the population has a Bachelor’s degree or 

higher, while another third have no high school 

diploma (or equivalent). The remaining third 

have a high school degree, associate’s degree 

or some college. Compared to the borough 

overall, there is a relatively high concentration 

of both residents with less than a high school 

diploma (Grand Street: 31.2% vs. Brooklyn: 

22%), and of residents with a bachelor’s 

degree or higher (Grand Street: 31.9% vs. 

Brooklyn: 28.3%). This further reinforces the 

diversity and range of populations within 

Figure 11: Comparison of Household Types. Source: US Census via Esri Business Analyst 2012. 

Figure 12: Educational Attainment. Source: US Census via Esri Business Analyst 2012 
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the Grand Street area, and the mix of educational attainment levels of residents is something to 

consider in the retail attraction process. Some retailers, such as Trader Joe’s, some bookstores and 

software/computer stores, look for high levels of educational attainment in the site selection 

process.  

Hispanic Origin and Race 

Non-Hispanic Population Growing Faster. Between 1990 and 2000, more than half of residents 

in the trade area were of Hispanic origin. Since then, the balance has shifted and the non-

Hispanic population is growing at a higher rate. This growth is taking place primarily among 

white non-Hispanic residents and Asian residents, and the trend is projected to continue in the 

coming years. This projection differs from the borough of Brooklyn overall, where the percentage 

of residents who are Hispanic is expected to increase over the next five years. 

 

Figure 13: Hispanic and Non-Hispanic 1990-2017. Source: US Census via Esri Business Analyst 2012. 

  



 
 

15     LARISA ORTIZ ASSOCIATES 
 

Tapestry Segmentation 

Esri Business Analyst, a leading provider of mapping, retail and market data, has created a 

psychographic categorization system called Tapestry Segmentation, which divides residential 

areas into segments based on socioeconomic and demographic characteristics. This analysis paints 

a more vivid picture of who is living in the trade area and what their habits and preferences are. 

There are 65 unique segments in total. The majority of residents fall into the Trendsetters category 

(35%), followed by High Rise Renters (31%).  

The following brief summaries describe the segmentations that make up Grand Street’s trade 

area. Full descriptions of each of the area’s segmentations can be found online at 

www.esri.com/data/esri_data/tapestry. 

Trendsetters are young, diverse and mobile. 

They are spenders. Fashion-conscious, they 

shop at stores like Banana Republic, Gap, 

Nordstrom and Macy’s. They buy organic 

food, exercise regularly and own the latest 

electronics. 

High Rise Renters residents are a diverse mix 

of race and ethnicity. More than half of the 

residents are Hispanic. Because so many must 

care for children at home, part-time workers 

are just as prevalent as full-time employees. 

They buy household items and apparel at 

discount stores and affordable department 

stores and will also search the clearance racks at Macy’s. They do not dine out regularly; even 

their fast-food purchases are limited. They buy necessary baby and children’s clothes; however, 

tight budgets limit their spending. 

Urban Melting Pot neighborhoods are ethnically diverse, made up of over 50% foreign-born 

residents. Fashion conscious, yet cost conscious, Urban Melting Pot residents love to shop. Macy’s is 

a favorite but they also shop at other upscale retailers, as well as warehouse/club stores, 

especially for clothes and jewelry. 

Young, educated singles, residents of Metro Renters are just beginning their careers. They buy 

furniture from Crate & Barrel. They buy clothes from Banana Republic, Gap, and Amazon.com. 

They eat out and go to rock concerts. 

Young and Restless are single professionals pursuing their careers and living a busy lifestyle. They 

enjoy going to bars or nightclubs. They work out at the gym. 

Social Security Set residents shop at discount stores and prefer grocery stores close to home. 

Figure 14: Tapestry Segmentation. Source: Esri Business Analyst. 
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The LOA Strategic Positioning Matrix is a 

proprietary tool for mapping 

psychographic profiles in terms of 

lifestyle and income to better understand 

what types of retail offerings are a 

good fit for the consumers of a particular 

district (Figure 15). When plotted on the 

LOA Matrix, customers fall primarily into 

two distinct areas. Roughly 67% of 

customers make a moderate income and 

have a trendy/hip lifestyle, while the 

other 33% of customers are low-income 

and buy traditional and contemporary 

goods. These segments of the population 

have distinct needs and preferences from 

one another. Finding retailers that 

appeal to both groups will be a 

challenge. 

 

  

Figure 15: LOA Lifestyle Matrix. Source of Tapestry Segmentations: Esri 
Business Analyst 2012. 
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Real Estate Trends 

A Boom in Residential Development. Williamsburg has experienced the greatest increase in 

price per square foot of residential properties since 2004 of all Brooklyn neighborhoods. This was 

made possible by the 2005 rezoning that rezoned nearly 200 blocks in Williamsburg and 

Greenpoint from manufacturing to mixed-use, allowing for the construction of new residential 

developments in the area. The initial boom of new development began on the Northside of 

Williamsburg, close to Bedford Avenue and the waterfront, where rents are substantially higher 

than South and East Williamsburg today. Those who cannot afford “prime” Williamsburg are 

continuing to move further out along the L train. Where these new residents move, retail will 

follow. 

 

Figure 16: Brooklyn Price/SqFt Changes 2012 vs 2004. Source: Property Shark, 2013. 
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Between 2005 and 2009, the Williamsburg/Greenpoint Community District had more residential 

units authorized by new building permits than any other in Brooklyn. The map below illustrates the 

clusters of new developments in the neighborhood. The photos and renderings shown are located 

just west of the Grand Street corridor. Once occupied, the residents of these buildings will 

contribute a significant amount of foot traffic to the street, especially if the subway entrance is 

reopened at the intersection of Grand Street and Union Avenue.  

 

 

 

Figure 17: Map of Selected Williamsburg Residential Developments. Multiple Sources. Larisa Ortiz Associates. 
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Corridor Analysis 

Business Mix 

Convenience District by Day, Dining Destination by Night. Grand Street’s anchor tenants are a 

mix of locally-owned restaurants and bars, and various independent and national chain retailers. 

Restaurants and bars are concentrated on the blocks between Union Avenue and Manhattan 

Avenue, and convenience goods, comparison shopping and limited-service restaurants are 

clustered between Manhattan Avenue and Bushwick Avenue. The corridor has a significant dining 

and nightlife niche with nearly 50 places to eat and drink, a cluster of services (ranging from 

banking, real estate and doctors’ offices to personal and laundry services), and a mix of retail 

uses.  

 

Figure 18: Grand Street Business Mix (NAICS codes). Source: Grand Street BID. Larisa Ortiz Associates 
 

  



 
 

20     LARISA ORTIZ ASSOCIATES 
 

Vacancies  

As of May 2013 there were 20 vacant and inactive storefronts on Grand Street within the BID 

district. Spaces range from 1,500 square feet to 14,000 square feet. The average size on the 

street is around 2,500 square feet. There is a 10% vacancy rate, which is slightly lower than the 

average commercial corridor. 

Block-by-Block Analysis 

Retailers have specific requirements and conditions that need to be met in order for their 

businesses to survive and thrive. Perhaps most significantly, this includes access to a steady flow of 

customers. Ultimately, businesses know that a distance of 200 feet can make or break successful 

retail. In a world where office workers venture less than 400 feet from their desks at lunch time, it 

is critical to look at Grand Street not as a single monolithic retail district, but rather as a series of 

individual “retail micro-climates” that require customized retail attraction strategies.  

The retail micro-climates along Grand Street are driven by a variety of factors, including the size 

of spaces available, proximity to major transportation thoroughfares, and the existing anchors on 

the street. Additionally, retailers typically cluster by use, lifestyle and price. These clusters of 

similar retailers, or co-tenancies, allow people to cross-shop and compare goods, strengthening 

the district as a strong shopping environment. Understanding these micro-dynamics is critical to 

steering the right retailers to the right spot along the street. The map below shows a selection of 

retailers located on Grand Street. 
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This study identified the following micro-climates:  

 

Figure 19: Retail Micro-Climates. Larisa Ortiz Associates. 

When mapped, these micro-climates create a leasing plan for the corridor that will help the BID, 

the real estate community and prospective tenants understand where they best fit along the 

street. For example, a quick takeout eatery is likely to be interested in a space close to a 

subway; an affordable, trendy clothing store will be most comfortable near similar retailers like 

Rainbow. A leasing plan for Grand Street showing where select retail prospects may fit along the 

corridor is included on Page 25. 
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Competitive Districts 

Grand Street shares its shoppers with a number of other shopping districts and centers, as 

illustrated in the map below. Residents living near Grand Street can easily access these 

alternative districts by walking, subway, bus, bike, or car. 

 

These districts include: 

 Bedford Avenue: easily accessible by walking or bicycle and home to small boutiques 

and destination retailers 

 Metropolitan Avenue and Union Street: offers convenience goods and upscale grocery 

within walking distance 

 Graham Avenue (north): a short walk from Grand Street, with boutiques and trendy 

restaurants (an alternative for the higher-income shopper) 

 Graham Avenue (south): affordable comparison shopping district within walking distance 

(an alternative for the lower-income shopper and families) 

 Queens Center Mall: indoor shopping mall with prominent national retailers, accessible by 

car or the Q59 bus.  

 As is the case with all districts in New York City, Manhattan’s destination shopping dining 

and entertainment offerings often draw shoppers from the outer boroughs. 

This retail attraction effort serves to help the BID position Grand Street as an alternative to these 

districts, where possible, and to influence the retail mix so that the street is able to compete with 

these other retail centers and districts. 

Figure 20: Competitive Districts Map. Source: Stakeholder Interviews. Larisa Ortiz Associates. 
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Retail Recommendations 

Prospecting: “Like” Districts 

To find retailers that may be interested in coming to Grand Street, our team canvassed shopping 

districts with similar characteristics to the trade area. Retailers in these markets are likely to 

understand and cater to a customer similar in profile to that found on Grand Street. The 

neighborhoods highlighted in the map below have comparable median incomes ($30,000 - 

$80,000), median ages (25-35) and psychographic profiles (at least 20% Trendsetters) to Grand 

Street’s trade area. The information on prospective retailers that will be delivered subsequent to 

this report includes retailers that have locations in some of these similar districts. 

 

Figure 21: Like Districts Map. Source: 2010 US Census, Esri Business Analyst 2012. Larisa Ortiz Associates. 
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Retail Opportunities 

An analysis of market data reveals significant leakage, or opportunity, in general merchandise 

stores, grocery stores (small, specialty), clothing and clothing accessories and food services 

and drinking places. These are the categories where Grand Street should focus retail attraction 

efforts. The need for these types of retailers is reinforced by input gleaned from interviews with 

stakeholders, as well as the demographic analysis, which has illuminated what retailer price point 

and lifestyle are appropriate for this attraction effort. New retailers will have the opportunity to 

capture spending that is getting lost to other districts, as illustrated in the .5-mile and 1-mile Retail 

Leakage Analysis tables below.  

 

 

The retailers and retail types that emerged during the interview process as places that 

stakeholders would like to see come to Grand Street generally align with the categories that 

show opportunity in the market data. They are as follows: 

“Apparel and Accessories 
Clothing stores 
Shoes 
Old Navy 
Boutiques 
Retail that is relevant to residents 

Children’s Apparel 

General/Misc. Merchandise  
Furniture 
Music stores 
Art supply stores 
Skate/Fitness Store 

Things you can’t buy online 

Food, Dining and Nightlife  
Cafes 
Trader Joe’s 
Upscale grocery 
Cupcake shop 
Frozen Yogurt 
Bars and dining 

Social businesses (drink and draw) 

Convenience/Non-Retail  
Bank 
Drug store  

Yoga/Gym”

Results of Stakeholder Interviews, May-June 2013.   

Primary Trade Area (0.5-mile) Demand                    

(Retail Potential)

Supply                

(Retail Sales)

Retail Gap SCENARIO 1:           

Estimated SF

SCENARIO 2:                  

# New Stores

Total Retail Trade and Food & Drink $345,116,819 $269,588,728 $75,528,091

General Merchandise Stores $37,639,978 $5,260,168 $32,379,810 16,436          4

Grocery Stores $54,484,006 $40,936,784 $13,547,222 7,387            5

Clothing & Clothing Accessories Stores $26,352,379 $13,750,981 $12,601,398 8,327            7

Food Services & Drinking Places $36,752,803 $25,185,087 $11,567,716 4,747            7

Electronics & Appliance Stores $10,785,858 $2,482,470 $8,303,388 774               3

Sporting Goods/Hobby/Musical Instr. $6,782,118 $2,319,053 $4,463,064 6,661            3

Furniture & Home Furnishings Stores $7,686,186 $4,644,099 $3,042,086 2,163            2

Secondary Trade Area (1-mile) Demand                    

(Retail Potential)

Supply                

(Retail Sales)

Retail Gap SCENARIO 1:           

Estimated SF

SCENARIO 2:                  

# New Stores

Total Retail Trade and Food & Drink $981,688,818 $974,446,072 $7,242,746

General Merchandise Stores $107,115,858 $69,038,637 $38,077,221 19,329          5

Grocery Stores $155,206,931 $121,907,551 $33,299,381 18,158          12

Clothing & Clothing Accessories Stores $74,732,613 $109,069,023 -$34,336,411 (22,689)        -

Food Services & Drinking Places $104,538,878 $88,708,199 $15,830,679 6,497            9

Electronics & Appliance Stores $30,680,004 $36,085,468 -$5,405,463 (504)              -

Sporting Goods/Hobby/Musical Instr. $19,262,089 $13,172,527 $6,089,562 9,089            3

Furniture & Home Furnishings Stores $21,781,032 $40,145,729 -$18,364,698 (13,055)        -

Figure 22: Retail Leakage Analysis. Source: Esri Business Analyst. 
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Leasing Plan 

Together, the existing retail micro-climates, market data, sizes and characteristics of existing retail 

spaces, and stakeholder input have informed the list of prospective tenants to use as a starting 

point for ongoing retail attraction efforts.  

These tenants are starting points, meant in part to inspire additional research and prospecting by 

BID staff, property owners and the local broker community. Each prospect will need to be 

cultivated over time. In some cases, a retailer may not have any interest in immediate expansion, 

but it is recommended that every retailer be entered into a prospect database (template 

provided) and followed up with at regular intervals. Retail attraction can be slow and tedious, 

and requires significant follow up to achieve desired outcomes. 

The map below demonstrates where these retailers may fit along the corridor. Detailed sheets 

with information on the characteristics, target customer, and space requirements of each retail 

prospect have been submitted to the BID under a separate cover.

 
 

Comprehensive Retail Recommendations 

The Grand Street BID has done a tremendous job advocating for streetscape improvements, 

developing the identity of the BID and the corridor, keeping the district clean and safe, and 

organizing events and marketing efforts that make the corridor an enjoyable place to shop and 

spend time.  

Room for improvement is largely in areas where the BID has no authority, and can only influence 

private property owners and City agencies to make decisions and improvements that would 

support the corridor. The following recommendations are targeted at addressing issues that 

Grand Street faces that may deter the desired retailers or shoppers from visiting the corridor. 
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Strategic Positioning 

Grand Street is a vibrant neighborhood-serving commercial corridor and an emerging destination 

for dining and nightlife. The businesses on Grand Street are a mix of long-time retailers and 

trendy newcomers. The street is a short walk from the hustle and bustle of Bedford Avenue and 

the Williamsburg waterfront, and has a unique character of its own. The area is home to a 

rapidly growing community of homeowners due to its excellent proximity to transit and lower real 

estate costs than the Northside of Williamsburg. 

These qualities are what make Grand Street a great place to live, shop, and do business. It is 

important to communicate and highlight these local assets to potential retailers whenever the 

opportunity arises: during events, in marketing material, on the BID website and social media, and 

in the press to paint a positive, accurate picture of the community and build the Grand Street 

“brand.” 

Marketing and Events 

An example of an activity that is in line with the district brand is working with restaurants and 

bars on ways to get in on the “buzz” around the Brooklyn food scene. This could be done by 

organizing food businesses to participate in Brooklyn Restaurant Week, by reaching out to food 

blogs to profile businesses in the neighborhood, connecting markets to local food producers, 

and/or collaborating with EWVIDCO on bringing local food manufacturers to the neighborhood, 

particularly in light of the opportunities for specialty food retailers. 

Administrative Capacity 

Establish a retail attraction committee to carry out this effort. This group can be made up of 

existing board members, retailers, property owners, or other interested local stakeholders. Their 

primary responsibilities will include building the prospect list, conducting outreach to landlords and 

prospects, reaching out to local media outlets to promote the retail attraction effort, and taking 

the lead on refreshing data and keeping the effort alive over the long term. 

Redevelopment/Physical Improvements 

Continue the effort to advocate for the opening of the Grand Street subway entrance of the 

Metropolitan Avenue station. This act will play a significant role in driving increased foot traffic to 

the intersection of Metropolitan Avenue and Grand Street- where visibility and proximity to local 

establishments will help highlight the retail and restaurant offerings on the Grand Street corridor.  

 

Another important physical improvement to the corridor is to encourage retailers to remove solid 

roll down gates and replace them with a more transparent alternative. This will make the corridor 

feel safer at night, and will also allow shoppers who are walking along the corridor after dark to 

visit a restaurant or bar, to see the merchandise inside of stores, prompting them to return to the 

street during business hours. 



 
 

27     LARISA ORTIZ ASSOCIATES 
 

 

Retail Sales 

Sharing this study with existing businesses can help retailers adapt to neighborhood change by 

giving them insight into the spending habits and preferences of neighborhood shoppers, helping 

them update their merchandise, window displays and hours of operation accordingly. In addition 

to sharing this study with retailers, the BID can also support local property owners by 

communicating to them that signing leases with better retail tenants (which will result in higher foot 

traffic for all businesses on the corridor, and ultimately higher rents) may require property owners 

to work with brokers. 

Priority Site: 695 Grand Street 

695 Grand Street, the 14,000 square foot City-owned site in the center of the district, has the 

opportunity to house an anchor tenant (or tenants) that draws additional shoppers to the heart of 

the corridor. The site, which has a lease that will expire in mid-2015, provides a significant 

opportunity to shape the retail mix. Because it is one of the largest, most centrally-located spaces 

on the corridor, it is important to make sure that it is filled not with just any tenant but the right 

tenant.  

St. Nick’s Alliance, which manages the property, is planning to construct affordable housing above 

the ground floor retail. Therefore, the tenant should be accessible to a customer with a low-to-

moderate income. Excluding the lobby for residents, the remaining 10,000 square feet of space 

can be configured for one large retailer or two smaller ones, roughly 5,000 square feet each. 

Because of the space’s characteristics and the project’s goal of increasing daytime foot traffic, a 

restaurant would not be an appropriate use. Possible appropriate uses include apparel and 

accessories, shoes, a fitness facility, or a quality general merchandise store. One option discussed 

with the Client is to keep the existing tenant, Rainbow, which sells trendy, low to moderately 

priced apparel, accessories and shoes, and seek a new tenant to fill the remaining storefront. 

It is likely that two 5,000 square foot spaces will be easier to fill than one 10,000, as there are 

fewer tenants, especially on a small neighborhood commercial corridor in an outer borough.  

Conclusion 

Grand Street is a growing market with opportunities for new additions to the retail mix. 

Ultimately, the success of this effort lies in establishing an ongoing dialogue with property owners, 

brokers and retailers, whose participation is critical to ensuring that the tenant mix is the right one 

for the community and district as a whole. 


