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l. INTRODUCTION AND KEY FINDINGS

JOHNSON ECONOMICS was retained by THE CITY OF TIGARD to evaluate the viability of two commercial sites designated in
the River Terrace Plan. The two sites are at the western edge of existing development but will be more centrally
located within residential markets when anticipated future development occurs. Commercial development will
typically lag residential as the rooftops and demographic support needs to be present to support commercial
development tenants. The two planning areas will substantially increase support for future retail-commercial
development in the area, but adequate support for new grocery-anchored commercial space is likely five to ten years
out. The area is already served by multiple full-service grocery stores which can serve interim grocery needs.

The provision of retail services proximate to residents and a broader trade area can be a positive for the community
and particularly for nearby local households for which the commercial activity represents a marketable amenity.
Nonetheless, an oversupply of property designated for commercial development or commercial designations in
inappropriate locations can be a detriment to the community. The key variable to consider in whether a requirement
for commercial development will lead to viable commercial development is the degree to which the location is
consistent with accepted criteria important to a retailer. In general, retailers look for the following in a location:

= Convenience to market — The site needs to be convenient to access for the targeted market. This can be via
multiple modes of access, but the location needs to be accessible to a broad enough market to support the
retailer.

= Visibility — Retailers place immense value on visibility. As a result, retail will tend to cluster in locations with a
high level of visibility, primarily along major transportation corridors.

= Competitive environment — Retailers look for locations that are competitively strong, with location decisions
influenced by game theory (retailers reacting to the anticipated actions of competitors, as well as the market).

Current planning in the River Terrace area includes two relatively large retail sites, both of which are adequate in size
to accommodate a grocer-anchored neighborhood retail center. While the local demographics are currently quite
strong in the area, the retail capacity represented by these sites is targeted towards future demographic conditions
when the area’s residential base is more fully developed. Of the two prospective sites in the City of Tigard, the site
with frontage along SW Scholls Ferry Road is viewed as the most likely to develop as a grocery-anchored center. Its
location provides convenient access to the River Terrace as well as South Cooper Mountain areas. The second site
along SW Roy Rodgers Road currently has significantly less visibility, lower traffic counts, and less proximate residential
capacity. Both sites suffer competitively from being at the edge of the urbanized area vis-a-vis locations more centrally
located, limiting their effective trade areas in the short-term.

The relevant trade area for the two River Terrace retail sites would be south of Farmington Road and north of Highway
99W. SW Scholls Ferry Road serves as the primary commercial spine of the trade area, as well as Murray Road heading
north. SW Roy Rodgers Road serves as an informal bypass route linking the Highway 99W corridor with Beaverton and
Hillsboro, and traffic will increase as the River Terrace and future expansion of the Sherwood UGB is developed.

The City of Beaverton recently completed planning efforts for the Cooper Mountain area and have included two
commercial nodes within that plan, each of which are roughly 12-acres. Each commercial node will be required to
contain a minimum of 30,000 square feet of leasable commercial space. While the Cooper Mountain area is
anticipated to contain approximately 5,000 residential units when complete, neither of the two sites are viewed as
being strong commercial sites. Due to a lack of traffic and limited demographics, it is unlikely that a grocery-anchored
center would be viable at either location. In the next five years there is likely demand for more limited retail
development, including tenants such as coffee shops, small medical/dental business, and quick service restaurants
such as Chipotle, Jersey Mike’s, or a local family-friendly restaurant.
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The sequencing of a mixed-use master plan is important, and residential is typically the leading use followed by
commercial space as increased demand warrants over time. A local example of this was the Murrayhill Marketplace,
which was constructed during the initial phase of the Murrayhill development and was a notable market failure at
introduction. Later local projects such as Murray Scholls Town Center and Progress Ridge Townsquare followed the
residential buildout and performed well.

In this analysis we refer to the site along Scholls Ferry Road as Site One and the site at Roy Rodgers and Beef Bend as
Site Two. Site One is located along Scholls Ferry Road, just south of the South Cooper Mountain Community Plan, and
across the street from Mountainside High School. The site enjoys visibility with significant growth potential in the
nearby area however the site will have to deal with significant competition. This site is better positioned relative to
most of the nearby retail, so the site can be expected to outperform much of the competition. Site Two is located on
the Northeast corner of the Roy Rogers Road and Beef Bend Road intersection. Currently, this location is not in a
particularly good retail location, however future development of the Kingston Terrace Master Plan should significantly
increase the viability of this site.

Current demographics near both sites indicate relatively high household income levels. Site One is currently a better
retail location than Site Two, however it is also located in a market with a substantially greater level of competition.
In the current market, achievable tenants that should be focused on are coffee shops, small medical/dental business,
and quick service restaurants such as Chipotle, Jersey Mike’s, or a local family-friendly restaurant. As development
continues to the west feeding onto Scholls Ferry Road, there may eventually be enough demand to develop a grocery
anchored center on Site One.

Site Two is in a less established location with less visibility and accessibility. Currently, there is nearby residential
housing in the neighborhoods in the Bull Mountain area, however there is limited housing south or west of this site.
There is a fair amount of traffic on Roy Rogers Road, likely due to north/south traffic between the Highway 99E and
TV Highway corridors. This would likely create enough demand to support a smaller 3 to 5 tenant retail strip or a gas
station, but likely not enough nearby residential demand to support tenants much larger than that. Similarly to the
Site One site, the feasibility of larger developments will rely on further residential development in the area. Forecasted
traffic volumes along Roy Rogers are consistent with site requirements for a grocer.

Incorporated into our household growth forecast are the development of the Cooper Mountain Community Plan,
Kingston Terrace Master Plan, and other independent developments within a two-mile radius of the commercial sites.
We believe that this market is undersupplied with housing, so new housing is expected to be produced and occupied
relatively quickly. From 2024 to 2044, we predict households within a two-mile radius from Site One to grow by
roughly 5,160 and households within a two-mile radius of Site Two to grow by roughly 5,280. This growth will be
enough to attract select retailers to both sites; however, it will fall short of other retailers” population density
requirements.

The support for retail and service commercial tenants on the sites is highly reliant upon the residential build-out in
the area. We expect that the residential development opportunities in the area will draw considerable interest and
that development will be rapid, assuming necessary infrastructure and entitlements are in place. When fully
developed, the area is expected to support a grocery anchored center at one of these sites, with a second grocer likely
to be more challenging to secure. Site One is viewed as the most marketable site, as its"direct access to Scholls Ferry
will expand its trade area. While traffic volumes and demographics on Site Two are expected to improve significantly
over time, anchor retailers are expected to favor locations closer to Highway 99W, which allow for a broader market
draw.
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Il. SITE ANALYSIS

The City of Tigard has designated two major commercial sites within the River Terrace planning area. The first of these
(Site One) has frontage along SW Scholls Ferry Road and is bisected by a planned future collector running north/south
through the site. The second site (Site Two) is adjacent to and east of Roy Rodgers Road.

FIGURE 2.1: LOCATION OF MAJOR COMMERCIAL SITES, RIVER TERRACE PLANNING
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REGIONAL CONTEXT

The location of the two sites relative to existing and anticipated competition is expected to limit support for
commercial uses. There are multiple commercial sites on Scholls Ferry Road and on Barrows Road, and Washington
Square further down the road. However, some of these shopping centers are not ideally positioned, so it could be
expected that a center at Site One could outperform some of the other centers in the area.
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Topography can significantly affect the feasibility of a retail center through construction costs and accessibility. The
Bull Mountain area and surrounding areas of King City consist of various elevation changes. The topography and
presence of the Tualatin River east of Site Two will complicate further significant residential development, and the
topography south of Site One will be difficult to develop as well. The Tualatin River National Wildlife Refuge to the
west of Site Two also limits future access and growth opportunities.
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FIGURE 2.3: SUBJECT SITES AND TOPOGRAPHY
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SOURCE: Washington County GIS, LIDAR

When evaluating the potential for commercial use at the two sites, we will analyze the demand in the primary market
area (PMA) as outlined. The PMA is somewhat limited by major retail concentrations as well as the Tualatin River, but
we do expect a shopping center at location Site One to take traffic from other retailers on Scholls Ferry Road and
Barrows Road. Additional support may be derived from the area to the west, but the area is rural in nature and outside
of the UGB. As such, residential density and buying power is limited.

SITE ONE

Key locational attributes for commercial development include access and visibility. The Site One site scores high on
both criteria currently. Its location on Scholls Ferry Road provides easy access and amble visibility, with the potential
to dramatically increase visibility with continued growth along Scholls Ferry Road. There are currently multi-family
developments being delivered and constructed on Scholls Ferry Road, which will increase demand and feasibility for

this site.

Scholls Ferry Rd. Scholls Ferry sees a lot of traffic, with nearly 24,000 vehicles per day to the east of the site and
roughly 13,200 vehicles per day just west of the site. A large part of this disparity is the lack of development west of
Roy Rogers Road. As development continues west down Scholls Ferry Road, we can expect this disparity in traffic
counts to tighten significantly. The current traffic counts are sufficient to sustain retail, and if traffic counts to the west
of the site continue to grow there will likely be enough traffic to justify a future grocery tenant. This site would be the
furthest west retail site on Scholls Ferry Road, making the site ideally located to utilize traffic from nearby planned
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developments such as the South Cooper Mountain Community Plan. The presence of Mountainside High School also
ensures steady daily traffic before and after school hours.

FIGURE 2.4: 2024 TRAFFIC VOLUMES (SITE ONE)
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FIGURE 2.5 PRIMARY MARKET AREA - SITE ONE
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The site does have substantial competition to the east and will have to compete for consumers and tenants. Safeway,
New Seasons, Whole Foods, and Wal Mart are already in or near the market.

SITE TWO

Site Two is located on the northeast corner of Roy Rogers Road and Beef Bend Road. It lacks commercial and
residential amenities, but it is on a major north/south route. This access point provides an opportunity for retail that
draws in commuters. If growth continues southwest of the Bull Mountain area towards this site, there will be an
opportunity for some level of retail development. The site maps show significant natural areas on the site, but it is
assumed that these can be effectively addressed through mitigation. Nonetheless, the need for mitigation will
increase costs and uncertainty, reducing the appetite for development and investment on the margin.

Roy Rogers Road sees daily traffic counts of 17,732. This is enough to sustain a smaller retail strip but falls short of the
necessary traffic counts to attract a grocer. Along Beef Bend Road there are just under 5,000 vehicles driving through

daily. To attract a grocer or enough retail tenants for a large retail center, traffic counts would need to increase to at
least 20,000 vehicles daily.

FIGURE 2.6: PRIMARY MARKET AREA - SITE TWO
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While Site Two is currently poorly positioned for retail development in the current market, the future development
of Kingston Terrace will significantly increase the demographic support for retail. In particular, the King City Town
Center, located on right across the street from this site, is expected to provide roughly 1,100 to 1,300 residential units.
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This will create substantial demand for retailers to draw from. Additionally, the high usage rate of Roy Rogers Road to
get to and from Sherwood will provide supplemental demand, as many people run errands during work commutes.
There is almost no competition at this site, with the nearest retail center being in King City.

Currently, traffic volumes on the intersection of Scholls Ferry Road and Barrows Road average roughly 23,700 vehicles
daily and just south of Scholls Ferry Road on Roy Rogers Road the average daily traffic is just under 21,100 vehicles.
These current traffic counts are sufficient to sustain some retail, but likely not a larger grocery anchored center. Along
Roy Rogers Road just north of the intersection with Beef Bend Road traffic counts are roughly 17,730 average daily
vehicles. Much of this is largely traffic on the way to Sherwood, as the traffic counts on Beef Bend Road are quite low,
currently being under 5,000 daily vehicles.

FIGURE 2.7: 2022 TRAFFIC VOLUMES
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The Cooper Mountain Community Plan Transportation Analysis forecasted the traffic volumes on major streets
surrounding both site options in 2040. The intersection of Scholls Ferry Road and Roy Rogers Road/175™ Avenue is
projected to see just under 34,000 vehicles daily, a number that is boosted by the presence of Mountainside High
School. The intersection of Scholls Ferry Road and Mountainside Road, located at Site Two, is expected to see roughly
27,500 vehicles daily. This number is enough to interest some retailers in Site Two, however others may prefer higher
traffic counts. The higher traffic counts at the nearby Roy Rogers and Scholls Ferry Road are beneficial to retailers,
who may believe they can attract some traffic from that intersection.
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At the intersection of Roy Rogers Road and Beef Bend Road there will be an estimated 36,000 vehicles daily, which is
more than enough traffic to attract retailers to Site Two. A lot of the traffic on Roy Rogers Road is due to people
traveling to and from work in Sherwood.

FIGURE 2.8: FORECASTED TRAFFIC VOLUMES (2040)
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BEAVERTON SITES
While not part of the study area, we also looked at two commercial sites located within the City of Beaverton that
would be expected to potentially compete with the Tigard sites for retail sales originating in the trade area.

Key locational attributes for commercial development are accessibility and visibility. Site 1 scores low on both criteria
currently. Its proximity to Scholls Ferry Road does provide some benefit for retail, but that benefit is limited as it is
almost a mile off Scholls Ferry Road. There are currently multi-family developments being delivered and constructed
on Tile Flat Road; however, they are currently centered very close to Scholls Ferry Road. The immediate area will need
to see substantial growth to sustain any significant retail, and supporting the required 30,000 square feet will be
difficult even at full build-out of the area. The traffic count on Tile Flat Road directly off Scholls Ferry Road is just over
4,400 vehicles daily, which is right across from multiple apartment complexes. The traffic count on Grabhorn Road
right off Tile Flat Road is roughly 3,250 vehicles daily. These traffic count numbers will need to increase by a large
amount to have enough demand for a multi-tenant retail site. Currently, it is more in line with a convenience style
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retail tenant. However, with nearby multi-family developments coming to the market, particularly along Scholls Ferry
Road, it is likely that there will be enough demand for some multi-tenant retail within a few years.

FIGURE 2.9: BEAVERTON SITE 1
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The second site is located on the roundabout intersection of SW Kemmer Rd and SW 175%™ St. There are existing
neighborhoods surrounding the site on three sides, and room for complementary development adjacent to the site.
The large number of single-family residential housing units in the immediate area will provide an automatic demand
base for tenants that primarily serve suburban families. The visibility is solid; however, accessibility can be increased
by the introduction of a signalized intersection. This site has potential for a successful retail project when the area
builds out.
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FURE 2.10: BEAVERTON SITE 2
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The site sees a relatively large amount of traffic from the surrounding residential areas, with over 11,500 vehicles
daily. Southwest Kemmer currently has an average of just under 4,400 vehicles per day. The traffic figures could
provide enough visibility for a retail strip at the intersection, but they fall well short of the numbers necessary for a
grocery-anchored center.
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1. CURRENT DEMOGRAPHICS

Demographicinformation was collected within a two-, five-, and ten-mile radius from the two commercial site options.
Of these three bands, we consider the 2-mile ring to be the most relevant due to the high levels of very developed
residential and retail corridors within a 5-mile radius. While development of the concept plan area is expected to
increase the demographics significantly, anticipation of that growth has not yet shown up in third party demographic
forecasts.

The estimated population within two miles of Site One was roughly 26,200 in 2024. Population growth has been
modest since 2020, averaging 0.8% annual growth during that period. The number of households is estimated at just
under 9.600, reflecting an average household size of 2.7. The current income distribution in the area is quite high,
with a median household income of just over $135,000 in 2024. In 2024, 63.4% of households make over $100,000.

FIGURE 3.1: KEY DEMOGRAPHICS, TWO-, FIVE-, AND TEN-MILE RADIUS — SITE ONE

Population

2020 Population 25,349 209,594 703,021
2024 Population 26,203 210,597 705,855
2029 Population Projection 26,531 212,100 710,692
Annual Growth 2020-2024 0.8% 0.1% 0.1%
Annual Growth 2024-2029 0.3% 0.1% 0.1%
Households

2020 Households 9,330 80,554 272,938
2024 Households 9,584 81,007 273,763
2029 Household Projection 9,694 81,617 275,600
Annual Growth 2020-2024 1.6% 1.1% 1.1%
Annual Growth 2024-2029 0.2% 0.2% 0.1%
Avg Household Size 2.70 2.50 2.50
Avg Household Vehicles 2.00 2.00 2.00
Owner Occupied Households 6,675 49,556 166,184
Renter Occupied Households 3,019 32,061 109,416
Household Income

< $25,000 605 10,073 28,780
$25,000 - 50,000 734 11,485 35,834
$50,000 - 75,000 1,238 13,392 38,756
$75,000 - 100,000 1,029 10,720 33,961
$100,000 - 125,000 848 7,253 26,936
$125,000 - 150,000 814 7,433 27,368
$150,000 - 200,000 1,839 9,693 32,880
$200,000+ 2,475 10,957 49,248
Avg Household Income $156,270 $114,434 $127,600
Median Household Income $135,350 $87,950 $99,668

SOURCE: Costar, JOHNSON ECONOMICS

Estimated retail spending in the area is estimated at over $431 million per year within a two-mile radius of Site One,
and over $3 billion within a five-mile radius. Consumer spending was the highest in the food & alcohol and
transportation & maintenance sectors. The total consumer spending is much higher than the demographics at Site
Two support, however the average household spending is roughly $1,000 less. Total spending will be a more important
statistic to potential tenants than average household income withholding varying competition levels.
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FIGURE 3.2: POPULATION, HOUSEHOLDS, AND INCOME, SITE ONE

2 5
Consumer Spending Total Spending [Avg Household|Per Capita| Total Spending |Avg Household|Per Capita
Apparel $20,839,930 $2,174 $795 $148,613,002 $1,835 5706
Entertainment, Hobbies $62,898,813 $6,563 $2,400 $448,955,999 $5,542  $2,132
Food & Alcohol $109,363,250 $11,411 $4,174 $801,178,830 $9,890(  $3,804
Household $77,233,398 58,059 $2,948 $510,056,747 $6,296|  $2,422
Transportation & Maintenance $105,820,685 $11,041 $4,038 $744,980,177 $9,196  $3,537
Health Care $19,274,543 $2,011 S736 $143,455,890 $1,771 S681
Education & Daycare $35,590,907 $3,714 51,358 $211,909,032 $2,616| $1,006
Total Specified consumer spending | $431,021,526 S44,973| $16,449] $3,009,149,677 $37,147| S14,289

SOURCE: Costar, Johnson Economics

The current population within a two-mile radius of Site Two was estimated to be just over 18,200, growing at an
average annual rate of 0.5% since 2020. There are over 6,400 households in this area, with an average household size
of 2.8. The income levels are high, with a median household income of $132,500 and an average household income
of just under $151,000. Of all households, 60% have household income of over $100,000.

FIGURE 3.3: KEY DEMOGRAPHICS, TWO-, FIVE-, AND TEN-MILE RADIUS — SITE TWO

Radius

2 miles 5 miles 10 miles
Population
2020 Population 17,920 168,267 640,250
2024 Population 18,243 167,071 643,149
2029 Population Projection 18,418 167,883 648,325
Annual Growth 2020-2024 0.5% -0.2% 0.1%
Annual Growth 2024-2029 0.2% 0.1% 0.2%
Households
2020 Households 6,304 64,606 250,719
2024 Households 6,430 64,140 251,539
2029 Household Projection 6,497 64,466 253,541
Annual Growth 2020-2024 1.5% 0.8% 1.1%
Annual Growth 2024-2029 0.2% 0.1% 0.2%
Avg Household Size 2.80 2.60 2.50
Avg Household Vehicles 2.00 2.00 2.00
Owner Occupied Households 5,368 42,115 153,091
Renter Occupied Households 1,129 22,352 100,449
Household Income
< $25,000 390 6,961 27,442
$25,000 - 50,000 484 7,671 33,502
$50,000 - 75,000 856 9,666 36,431
$75,000 - 100,000 847 7,723 32,172
$100,000 - 125,000 435 5,977 25,680
$125,000 - 150,000 682 6,715 24,609
$150,000 - 200,000 1,259 8,273 29,520
$200,000+ 1,478 11,156 42,181
Avg Household Income $150,893 $127,147 $124,158
Median Household Income $132,459 $100,209 $97,063

SOURCE: Costar, JOHNSON ECONOMICS
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Household consumer spending within a two-mile radius was centered mostly around food & alcohol and
transportation & maintenance. Spending within a two-mile radius averaged over $6,000 more per household than
spending within a five-mile radius, indicating the site is positioned in excellent proximity to higher income households.

FIGURE 3.4: POPULATION, HOUSEHOLDS, AND INCOME, SITE TWO

2 5
Consumer Spending Total Spending |Avg Household| Per Capita|] Total Spending |Avg Household|Per Capita
Apparel $14,126,324 $2,197 S774 $123,568,378 $1,927 $740
Entertainment, Hobbies $43,979,063 $6,840 S2,411 $382,289,591 S5,960 $2,288
Food & Alcohol $73,604,947 $11,447 $4,035 $664,644,781 $10,362 $3,978
Household $53,877,818 $8,379 $2,953 $442,240,362 $6,895 $2,647
Transportation & Maintenance $74,000,622 $11,509 $4,056 $626,048,825 39,761 $3,747
Health Care $13,627,520 $2,119 S747 $121,759,699 $1,898 $729
Education & Daycare $23,258,545 $3,617 $1,275 $189,864,520 $2,960 $1,136
Total Specified consumer spending $296,474,839 $46,108| $16,251] $2,550,416,156 $39,763| $15,265

SOURCE: Costar, Johnson Economics
The two-mile radius for both sites reflects significantly higher educational attainment levels than the state for the
population 25 years and over. Site One has higher educational attainment levels than Site Two, particularly advanced

degrees which are held by just under 23% of the population around Site One and just under 17% around Site Two.

FIGURE 3.5 EDUCATIONAL ATTAINMENT, TRADE AREAS & OREGON
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SOURCE: US Census Bureau

IV. COMMERCIAL MARKET TRENDS

In this section we focus on retail market trends in Primary Market Area (PMA) and the surrounding metro area. The
limited amount of retail in the PMA provides limited insight into retail market patterns, so we have included data at
the regional level as well.

One important trend to consider is the work from home trend, which has greatly affected retail nationwide. Working
from home has allowed more people to move away from cities and into suburban areas where they have more space,
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which has caused retail to follow. In Washington County, 21.65% of people work from home. This is a much higher
percentage than much of the state, and points to a population that can support more retail per capita than areas with
mostly commuters. These trends are certainly advantageous for both site options.

FIGURE 4.1: WORK FROM HOME, WASHINGTON COUNTY (2023)

Work From Home
= Commute

SOURCE: U.S. Census Bureau, JOHNSON ECONOMICS

The commercial real estate market has undergone dramatic changes over the past decade. Within the retail segment,
the shift to online shopping has reduced the need for brick-and-mortar space, especially from retailers selling physical
goods. Pre-COVID, online retailing accounted for around 10% of all retail spending — after gaining roughly one
percentage point per year over the last few years. During COVID, the online market share jumped to 15%, and the
growth has remained above this level. In general, the retailers that have remained competitive in physical stores are
those with the highest per-square-foot sales. This has resulted in lower space needs among the remaining brick-and-
mortar stores, resulting in weaker space demand than indicated purely by the shift in market share.

FIGURE 4.2: E-COMMERCE SHARE OF ALL RETAIL, UNITED STATES (2002-2023)
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SOURCE: U.S. Dept. of Commerce, JOHNSON ECONOMICS

An older trend, which continues to change the retail market, is the shift from goods to services. Since the middle of
the last century, the share of personal spending on physical goods has declined from over 60% to around 30%.
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Commercial tenants that benefit from this shift include restaurants, coffee shops, healthcare providers, beauty salons,
and financial advisors. This has led to increased demand for smaller spaces while demand for large spaces has declined
due to online competition. Over the past decade, only one-fifth of the net absorption of retail space has been driven
by physical goods retailers, as service providers and eating/drinking places have dominated.

Costar provides data for various markets and submarkets, with the two sites being located in the Western Outlying
submarket. The Western Outlying submarket extends from King City to the edges of the Tillamook State Forest. A map
of Costar’s submarket map is in the appendix. This submarket has seen relatively consistent retail growth over the last
decade, with the largest growth being seen in Q2 2025. This reflects the growth patterns further west into the
suburban areas outside of Portland. The vacancy rate of this submarket has been very tight, not seeing average
vacancy rates of over 3% since Q3 2018. Vacancy rates this staying this low imply there is significant existing demand
for retail.

Market data for the Primary Trade Area (PTA) is of limited value but does reflect the limited scale of the market.
There has not been any delivery in this area since Q2 2015. The trade area for Site Two is much more limited, so no

data was possible.

FIGURE 4.3: RETAIL MARKET TRENDS, WESTERN OUTLYING SUBMARKET, Q1 2015-2025 YTD
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FIGURE 4.4 RETAIL MARKET TRENDS, PRIMARY TRADE AREA
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V. PROJECTED DEMOGRAPHIC GROWTH

As the urban growth boundary expands, we predict the general demographic makeup of the area to remain very

similar to current levels.

The South Cooper Mountain Community Plan and the Kingston Terrace Master Plan are expected to bring over 6,600
total residential units to the area. However, the South Cooper Mountain Community plan has already built out 1,694
residential housing units, so they are not included in the table below. The King City Town Center, part of the broader
Kingston Terrace Master Plan, is planning to develop just under 2,000 residential units. It is located directly across the
street from Site Two, which will bring substantial demand. Along with those two large master planned communities,
there are multiple smaller projects underway in the area.

In addition to the planned growth below, we expect private developers to find space and demand to develop further
residential projects, particularly multi-family projects along Scholls Ferry Road. There is very likely ample demand to
fill these new residential units quickly.
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FIGURE 5.1: PLANNED RESIDENTIAL GROWTH

Distance (Miles)

Planned Development Units ——————————
Option 1 Option 2

Cooper Mountain Community Plan 1,662 1.37 1.72
Kingston Terrace Master Plan 3,300 1.78-2.42 0-1.84
Sharlin Woods (Kingston Terrace) 223 1.95 0.48
King City Town Center (Kingston Terrace) 1,186 1.8 0
Kensington Square 87 2.43 1.55
17435 SW 131st Ave 12 3.04 1.85
17165 SW Pacific Highway, King City, OR 16 3.47 2.47
16935 SW 131st Ave 16 2.93 1.88
Additional Development 200

Total 5,206 5,162 5,277

With expectations that coming developments will be fully occupied, we predict growth of roughly 5,162 within a two-
mile radius of Site One and growth of roughly 5,277 households within a two-mile radius of Site Two. We predict
population within a two-mile radius of Site One to grow to roughly 39,800 and population within a two-mile radius of
Site Two to grow to roughly 31,600. These population and household numbers are enough to attract several tenant
types but will still fall short of some tenants that need a more densely populated trade area.

FIGURE 5.2: PREDICTED HOUSEHOLD GROWTH (2024-2044)

Households (2 Mile Radius) Household Projected

2024 2044 Growth Population
Option 1 9,584 14,746 5,162 39,814
Option 2 6,430 11,707 5,277 31,609

Consumer spending is an important statistic when trying to attract retailers and helps narrow down prospective tenant
types that fit with community needs. The table below is the projected spending for households within a two-mile
radius of both site options in current dollars.

The population surrounding Site One spends an estimated total of over $663,000,000 annually, with average
household spending of just under $45,000. The largest portion of spending is on food and alcohol followed by
transportation and maintenance.

Within a two-mile radius of Site Two, total consumer spending is just under $540,000,000. Despite having lower total
consumer spending than the area surrounding Site One, Site Two has higher average household spending with an
average of roughly $46,100 spent annually. The largest proportion of this is spent on transportation and maintenance,
followed by food and alcohol.

FIGURE 5.3: CONSUMER SPENDING IN CURRENT DOLLARS, 2 MILE RADIUS (2044)

Option 1 Option 2

Consumer Spending Total Spending | Avg Household Per Capita Total Spending | Avg Household Per Capita

Apparel S 32,057,804 S 2,174 S 795|S 25,720,279 S 2,197 S 814
Entertainment, Hobbies S 96,777,998 S 6,563 S 2,400 S 80,075,880 S 6,840 S 2,533
Food & alcohol S 168,266,606 S 11,411 S 4,174 | $ 134,010,029 S 11,447 S 4,240
Household S 118,838,014 S 8,059 S 2,948 [ S 98,092,953 S 8,379 S 3,103
Transportation & Maintenance $ 162,810,586 S 11,041 S 4,038 |S 134,735,863 S 11,509 S 4,263
Health Care S 29,654,206 S 2,011 S 736 |S 24,807,133 S 2,119 S 785
Education & Daycare S 54,766,644 S 3,714 S 1,358 | S 42,344,219 S 3,617 S 1,340
Total Specified consumer spending | $ 663,171,858 S 44973 S 16,449 | S 539,786,356 S 46,108 S 17,077

SOURCE: Costar, JOHNSON EcONOMICS
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VI. RETAIL OPPORTUNITIES

SITE CRITERIA, SELECTED RETAILERS

Retailers have different site criteria based on the demographics they believe they are most likely to attract, which is
important to consider when trying to attract a tenant. The table below compares the population density, average
income, and ideal square footage that different retailers use to identify potential locations. The higher income levels
of the area are advantageous; however, population density figures may be too low for some tenants.

FIGURE 6.1: RETAILER CRITERIA

Retailer Population Density Average Square
Income Footage
Jimmy John's 20,000 (5 minute drive) S40,000 1,200-1,500
Five Guys 60,000 $60,000 2,500
Jersey Mike's 50,000 $45,000 1,200-1,800
Heartland Dental 25,000 $55,000 2,000-4,000
Starbucks 20,000 $45,000 2,100-2,300
Sports Clips 30,000 $50,000 900-1,400
Subway 15,000 (1 mile) $50,000
Einstein Bros 30,000 $55,000 2,500
Hollywood Feed 20,000 580,000 2,800-3,000

SOURCE: ICSC, JoHNSON Economics

Grocers often have a definitive list of criteria for a market before they sign a lease. Listed below is a list of criteria for
different grocery store chains. This criterion will change by the target demographic of different chains, but generally
all share some of the same criteria. As shown below, Site One enjoys population and income demographics that
exceed the criteria for all of the listed grocers. However, both sites fall far short of desired visibility and traffic counts.
To attract a grocer, the site would need to see traffic numbers of 20,000 average daily vehicles at a minimum, but
ideally 30,000 to 50,000 vehicles daily. The following table shows some basic criteria used by selected grocers when
evaluating a market and site. While many of these grocers are not active in the local market they represent typical
locational criteria for grocery stores.
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FIGURE 6.2: GROCERY STORE CRITERIA, SELECTED GROCERS

Grocer Typical Store Size Site Requirements Demographics Traffic
Aldi 33,000 sf minimum Signalized Population density, 20,000 ADT
95 parking spaces 103’ Frontage incomes over $75k
Trader Joe's 12,500-15,000 SF Signalized preferred.  High population
80 parking spaces Excellent Visibility density
Sprouts 5:1,000 Parking 130’ Frontage 20,000-30,000 40,000 ADT
population
Lidl Purchase, lease, or Median income > 20,000 ADT
ground lease 2.5 acres S70k
7,000 — 1 mile
25,000 — 2 mile
50,000 — 3 mile
Kroger 200-325 parking spaces  Signalized 20,000 population 40,000 ADT
40,000-65,000 SF High Visibility $50,000 household
income
Publix 45,000-55,000 SF Freestanding/end 20,000 population 40,000 ADT
5:1,000 Parking cap $50,000 household
Signalized income
COMPETITIVE CONTEXT

The following map shows competition for grocers in the surrounding area. There are several grocers on or near Scholls
Ferry Road, including a New Seasons, two Safeway stores, and a Whole Foods Market. The presence of multiple
Safeway stores indicates an ample demand for grocery stores in the area due to the large residential housing market.
However, with four grocery stores within four miles of Site 1 it will be difficult to attract a large grocer. They would
likely need to differentiate within the competitive environment, or the area would need to experience significant
growth to the west of the site. This will be important, as the potential for cross-shopping will bring in other tenants.
The Progress Ridge Town Square, located on the map below at #3, features a New Seasons and an AMC Theater. This
property still has six vacancies, indicating either a slight oversupply of retail or overpriced rents.

Site 2 has much less competition in the immediate area, with the most competition being on Barrows Road over five
miles away. If growth spreads to Roy Rogers Road, there will be an opportunity for a grocer to take advantage of
undersupplied demand in the area. With this lack of supply, there may be opportunities for retail development as this
area grows. There is plenty of retail competition along the Highway 99W corridor in Sherwood, where there is a
Walmart and Target.
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FIGURE 6.3: RETAIL COMPETITOR MAP
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RETAIL SUPPORT — SITE ONE

Site One is considered the most likely to support a future neighborhood shopping center with a grocery anchor. The
site’s location along SW Scholls Ferry will provide visibility as well as easier access to the growing demographic
concentration in the Cooper Mountain planning area to the north. A neighborhood shopping center would typically
require 10 to 12 acres of contiguous net developable land. Outside of grocery goods, additional tenant types could
include neighborhood-serving retailers and services. Service providers are viewed as potential office tenants, including
medical/dental space. The demographics of the population have high income levels and high proportions of higher
education, which we expect to remain the same as the area grows. Population numbers within two miles are less than
some tenants would like, however the population increases dramatically within a five-mile radius. This could alleviate
some concerns about population, depending on the tenant. These numbers will be attractive to many retailers, in
particular higher end dining establishments, boutique fitness studios, and high-end coffee shops. Medical services
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such as urgent care, dentists, or specialized therapy establishments could also find success in this market. As the South
Cooper Mountain Community Plan is already roughly halfway built, adequate demand for some of these retailers and
service providers should come within the next five years.

The presence of Mountainview High School directly across from Site One presents opportunities to specific retailers.
Retailers that typically benefit the most from the presence of a high school are quick service restaurants such as Jimmy
John’s, Chipotle, Cava, or MOD Pizza where students can get lunch or food before school events. People also often
run errands in areas surrounding high schools, providing an opportunity for office tenants or a grocer.

Service tenants also occupy significant space in retail commercial centers. These types of tenants often favor locations
close to population concentrations. The following table summarizes a number of service tenants that often lease space
in retail centers, including the supportable number of tenants and typical size based on the demographics within a t-
mile radius of the site. Projected demand for services is shown below.

FIGURE 6.4: DEMAND FOR SERVICE TENANTS, SITE ONE

Supported Tenants Average Supportable SF
2-Mile Radius i a 2-Mile Radius
Size (SF)
Category 2024 2044 2024 2044
Physician/clinic 10.4 18.9 12,623 131,029 237,999
Dentist 9.8 17.9 2,136 21,024 38,187
Chiropractor/physical therapy 8.9 16.1 2,486 22,028 40,011
Auto service/carwash 8.6 15.6 4,607 39,537 71,814
Hair/nail/spa 8.4 15.3 1,873 15,780 28,663
Insurance 7.3 13.2 2,891 21,078 38,286
Bank 4.8 8.6 4,909 23,357 42,425
Fitness 4.0 7.3 13,819 55,441 100,702
Real estate agent 35 6.4 1,224 4,313 7,834
CPA 34 6.2 1,198 4,115 7,475
Attorney 3.3 6.1 1,829 6,127 11,129
Financial advisor/broker 3.2 59 921 2,983 5,419
Vet/animal clinic 3.1 0.0 2,271 7,000 0
Total 78.8 137.5 353,813 629,945

SOURCE: Johnson Economics

RETAIL SUPPORT -- SITE TWO

Site two will enjoy an immediately adjacent client base with the development of the Kingston Terrace Master Plan. In
particular, the King City Town Center is expected to provide roughly 1,200 residential units directly across the street
from this site. This will provide plenty of immediate demand for a smaller retail strip center and would make sense
for tenants such as neighborhood-oriented retailers such as restaurants, coffee shops, or convenience-style or specific
service providers. This demand should come in before 2045, providing an opportunity for retailers and service
providers to capitalize on an influx of new residents who likely do not have nearby stores they already have rapport
with.

Another market which this site can capture is the commuter market. Roy Rogers gets much of its traffic from people
commuting to and from Sherwood and could provide a convenient place for commuters to stop and do errands after
work errands. Tenants that are primed to take advantage of this are coffee shops, fast food, or a gas station with a
convenience store. Service providers such as auto service or dry cleaners also can capture a share of this market.

The following is a summary of projected service tenant support at Site Two.
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FIGURE 6.5: DEMAND FOR SERVICE TENANTS, SITE TWO

Supported Tenants Average Supportable SF
2-Mile Radius i a 2-Mile Radius
Size (SF)
Category 2024 2044 2024 2044
Physician/clinic 7.0 15.0 12,623 87,909 188,950
Dentist 6.6 14.2 2,136 14,105 30,317
Chiropractor/physical therapy 5.9 12.8 2,486 14,779 31,765
Auto service/carwash 5.8 12.4 4,607 26,526 57,014
Hair/nail/spa 5.7 121 1,873 10,587 22,756
Insurance 49 10.5 2,891 14,141 30,395
Bank 3.2 6.9 4,909 15,670 33,682
Fitness 2.7 5.8 13,819 37,196 79,948
Real estate agent 2.4 5.1 1,224 2,894 6,219
CPA 2.3 5.0 1,198 2,761 5,934
Attorney 2.2 4.8 1,829 4,111 8,836
Financial advisor/broker 2.2 4.7 921 2,002 4,302
Vet/animal clinic 2.1 0.0 2,271 4,696 0
Total 52.9 109.2 237,376 500,120
SOURCE: Johnson Economics
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APPENDIX:

WESTERN OUTLYING SUBMARKET — COSTAR
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