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One of the best ways for a city to strengthen its economy is to keepntssjgendingwithin the city.

To achieve this, Azusa Pacific University students in Dr. S&taother's Spring 2006 Statistics class,
with research assistant Megan Klingensmith, worked with the City oféAZiadifornia to discover how

to maximize the amount of retail money spent in and retained by the city. Bacles unyiversity and

the city leaders, students analyzed the expenditure habits of thentssand the existing retail landscape
to identify weaknesses in current retail offerings and opportunitiestfacting new businesses.

First, students estimated how much Azusspendon items such as food, clothing, and entertainment.
This demonstrates how much of a market exists for various retegjazées. Next, thproportion of

firms in critical retail categories was studied to determine what typlegsinesses are underrepresented
and overrepresented within the city. After comparing the expected etyesdif the city with the
proportion of certain firms, we estimated thakageof Azusan retail dollars outside the city. Minimizing
retail leakage is one of the most important things the city can dopgatsieconomy. Every time a
resident travels outside the city to shop, Azusa loses money. The keyrig dottin leakage is to

identify what’'s missing from Azusa’s retail landscape, and themitéhese types of firms.

Based on our research, adding the following types of firms appears mostdikelgst the Azusan
economy: apparel stores (especially ones offering men'’s clothing), ek, sffice supply stores,
toy/game stores, and full-service restaurants.

This research can assist the city as it decides where to feecesmtiitment efforts for new firms. Firms
that are already overrepresented need not be targeted, whilehatnase completely missing or are
barely represented can be focused on. With current plans for the majorIRaseddopment and the
redevelopment of the Foothill Shopping Center, this is a key time fortyhi ehake smart, strategic
development moves to usher Azusa into future economic growth.

Findings and suggestions from this report will be presented to the lockdadigrs at the Azusa
Economic Development Committee meeting, including the Chamber of Commerce
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Between January and April 2006, Dr. Strother’s Applied Statistics abashicted statistical research on
the retail landscape in the city of Azusa, CA. The ultimate objeiditceprovide information that will

help the city be strategic in its city planning, recruiting only the basinesses for the city’s needs. To do
so, the city must understand not only the needs of its residents, but aterigghs and weaknesses of
the current retail offerings. Specifically, the city must learnciiusinesses are most needed and most
vital to the city economy, and which are currently overrepresented. Frontheeoity can evaluate what
businesses are the best fit.

Here are the project components:

1.

General Azusa Demographic®art

of determining what businesses are
needed is having a general insight into
the demographics of the consumer,
Azusans.

Potential Retail ExpendituresThis
information reveals how Azusans are
expected to spend their money, though
it does not answer the question of
where the money will be spent.

Market Serving Index A Market 3

Serving Index is a comparison of a

single market (Azusa) with the larger regional market (the Lugehes Metro Statistical Area, or LA
MSA) and allows an estimation of the probability that city retailadsiwill be spent in the city. The
Market Serving Index is a number that shows which firms are most lackihg city, and which
firms are overrepresented. The value in this information isoivalthe city to see what types of
businesses are most needed, so recruitment efforts can be focused there.

Retail Leakage: Matching the potential expenditures to the Market Serving Index rebeaistail
leakage of Azusan dollars spent outside the city, compared to the surplusidé dollars coming
into the city. The estimated leakage values show exactly how much Azsssrout by not having
enough of certain types of businesses.

Conclusions and RecommendatianBased on the research findings, suggestions can be made on the
type of firms that should be added to the economy of Azusa.
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First, the demographic information on Azusans was gathered from the 200CedsBs@®ata, which is
collected every 10 years.

The US Department of Labor annually surveys 7,500 people to collect inforroatibe buying habits
of consumers. The results of the survey are presented in the reposiif@er Expenditures.” The 35
categories and sub-categories of expenditures include such items as food, hi@mspgrtation, health
care, entertainment, etc. Knowing the median household income in Azusa is $3@ E3linvated
expenditure proportions based on data from the $30,000-$39,999 income bracket.

Next, the percentage spent was multiplied by the average household indimdethe expected
household expenditure. The “average annual expenditures” in this incaaavel@ then multiplied by
the total number of households in Azusa which is 12,549. Table 2 shows thesediglities aggregate
retail expenditure potential, which projects that Azusans péhd approximately $492 million this year.

The Market Serving Index (MSI) was created using data from the US Depadim_abor on the number
of each type of firm in the Los Angeles Metro Statistical Area, as catipa Azusa. The Los Angeles
MSA is a standard area used by the U.S. Census Bureau as a baselitistfoalstaalysis. The MSI
uses the proportion of various firm types in the LA MSA, compared with theiiap of the same firm
type in Azusa. The actual Index number is calculated by the following formula:

Azusa Firms in Category / Total Azusa Firms
MSI = x 100
LA MSA Firms in Category / Total LA MSA Firms

The MSI allows us to look at a certain firm type (ie, shoe stores) arske how well-represented they
are in Azusa based on how well-represented they are in thersounding area. By comparing the
proportion of each firm type in the city with the proportion of the sametifip®a in the surrounding area,
the Index can be calculated. Scores of zero indicate the firm does nan &xéstity, or at least did not
exist when the Department of Labor counted firms. Scores below100 represedesaserved retail
category; and scores above 100 represent an overserved retail category.

Finally, after the MSI was constructed, leakage due to absent and undire¢aueategories could be
calculated. However, the estimates are inexact due to a mismatkeebehe two sources of government
data: while it's known how much Azusans will spend in large expenditureociEegthis doesn't give a
definitive idea of how much Azusans will spend on the many subcateyoeshis reason, the leakage
data should be interpreted as an educated conjecture rather than a precise calculation.

! For example, the data allow us to predict thatsans will spend about $21 million on apparel, big unknown how that total will be
distributed among subcategories like men’s clothimgmen’s clothing, children’s clothing, etc. Thetgntial expenditures and leakage/surplus
of these smaller, more specific categories musetbee be estimated subjectively based on othernmdtion.
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Before understanding the retail needs of Azusa, it is important to wmtthe residents of the city. The
following information was gathered from the U.S. Census Bureau, and aids@tathanalysis by
shedding light on the characteristics of the city population.
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Total Population 44,712
Percent of population, male 49.7%
Percent of population, female 50.3%
Median Age 30.1
Percent of residents under 18 26%
Percent of residents 18 up to 65 63%
Percent of residents 65 and over 7%
Percent of residents, White race 33%
Percent of residents, Black race 4%
Percent of residents, Asian race 3%
Percent of residents, Hispanic or Latino race 60%
Total households 12,549
Percent of households with children under 18 49.6%
Average household size 3.41
Median Household Income $39,191

Table 1 shows that in the 12,549 households in the city, the median household inepprexanately
$39,191. It is important to note that this estimate considers all wage<eaiittén the household. Azusa

has a higher average household size (3.41 people) compared to the Unite@ Staesple). Also, note
that nearly half of all households within the city contain children under 18 géage.
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How do Azusans spend their money? This portion of the report estimates how muahsAxillsspend

in a year on various expenditure categories. The most important categothgs $tudy are those
pertaining to actual retail businesses. Therefore, categoridsdiélefurnishings, and apparel are of much
more relevance than categories like public transportation, headthoransurance.

The benefit of analyzing potential retail expenditures is thavésgan idea how much a given household
will spend on certain expenses, and how much the city as a whole will spend. Corntpadiffgrent
Aggregate Expenditure Potentials also helps illustrate the elatportance of an expenditure category
to the city economy. If Azusans are expected to spend $10,000 in one segment and0®00i900,
another, it's clear the city should focus on the larger, moreargxpenditure category. Additionally, the
table demonstrates areas with great potential impacts on the econdegor@s like Food,
Transportation, Apparel and Services, and Entertainment all have ansiabst@ount of expenditure
potential, assuming the city has enough businesses represented wihioategories.

It is certainly in the best economic interest of Azusa to make surénéhpotential expenditure in each of
these categories is actualized. For example, it's known that residérsgesid a total of about $70
million dollars on food every year. With this expenditure potentialimdirthe next objective is to
maximize the percentage of that money that will be spent in Azusa.
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Citywide Aggregate
Expenditure Potential
Household Household (Major (Minor
Expenditure Category Income %  Expenditure Categories) Categories)
Food 14.5% $5,674 $ 70,299,775
Food at home 8.8% $ 3,464 $ 42,914,823
Cereals and bakery goods 1.2% $ 472 $5,823,0
Meats 2.3% $ 891 $ 11,038,459
Dairy 9% $ 365 $ 4,519,573
Fruits and Vegetables 1.6% $ 625 $ 7,743,817
Other food at home 2.8% $1,111 $ 13,769,914
Food away from home 5.6% $2,210 $ 27,384,951
Alcoholic beverages .9% $ 351 $ 4,350,617
Housing 32.6% $ 12,795 $ 158,522,965
Shelter 18.9% $ 7,398 $ 91,658,629
Own 10.2% $ 3,990 $ 49,433,709
Rent 8.1% $3,175 $ 39,338,588
Other .6% $ 232 $ 2,872,252
Utilities 7.7% $ 3,030 $ 37,536,391
Household Operations 1.3% $510 $ 6,321,770
Housekeeping supplies 1.4% $ 561 $ 6,955,355
Furnishings 3.3% $ 1,298 $ 16,078,979
Apparel and services 4.4% $1,708 $21,161,739
Transportation 20.2% $ 7,925 $98,177,514
Vehicle purchases 9.5% $ 3,709 $ 45,956,031
Gas and oil 3.8% $ 1,488 $ 18,430,283
other 6.2% $2,438 $ 30,200,885
Public transportation T% $291 $ 3,604,395
Health care 7.1% $ 2,796 $ 34,635,980
Entertainment 5.1% $ 1,980 $ 24,526,779
Personal care 1.3% $514 $ 6,364,009
Reading 3% $ 119 $ 1,478,365
Education 9% $ 364 $ 4,505,493
Tobacco .9% $ 367 $ 4,547,732
Miscellaneous 1.6% $619 $ 7,673,418
Cash contributions 3.3% $1,293 $ 16,022,660
Personal insurance and pensions 8.1% $ 3,193 9,563,863
Life and other insurance .8% $319 $ 3,956,386
Pensions and Social
Security 7.3% $ 2,874 $ 35,607,477
Total Expenditure Potential 100.0% $ 39,699 $ 491,830,910 $ 501,165,729

2 The major expenditure categories are on theefairl the table, and are often divided into suegaties, listed below. Typically, the
subcategory spending adds up to the spending éamtjor category.
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Azusans will not spend their money in the city if the stores they need andreibf@und in Azusa.
This section reveals which firms are absent, underrepresentedemngpogsented in Azusa. Such
information is obtained by calculating a Market Serving Index, comparinganieet Serving Index is a
comparison of a single market (i.e. Azusa) with the larger regionakem@ros Angeles MSA) and is
useful to estimate the probability that neighborhood retail dollardbwidipent in the neighborhood.

In the following chart, each retail category contains information on how many éire found in Azusa in
comparison to the Los Angeles MSA. Finally, each category also inchueldsarket Serving Index
number. When the MSI is over 100, then that retail category is overregegeizusa. Consequently,
when the MSI is under 100, then the category is underrepresented. Wheitinmigtpe index numbers,
consider whether the retail category is under or overrepresented, anak iegtee.
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Azusa Los Angeles Market Serving
NAIC Restaurant Category 91702 MSA Index
7222410 Drinking Places-Alcoholic Beverages 3 959 72.7
722110 Full-Service Restaurants 21 6,151 79.3
_ 722213 _ Snacks and Non-Alcoholic Beverage Bars _ _ _ _ _ __ 6 o ____ 2150_ _ ____ 928 _ __
722211 Limited-Service Restaurants 35 6,223 130.7
TOTAL 68 15,801
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Number of Firms
Azusa Los Angeles Market Serving
NAIC Retail Category 91702 MSA Index
441110 New car dealers 514 0.0

0
44422 Nursery & garden centers 0 192 0.0
44811 Men's Clothing stores 0 372 0.0
45112 Hobby, toy & game stores 0 307 0.0
4512 Book, periodical & music stores 0 688 0.0
4532 Office supplies, stationery & gift stores 0 232 0.0
4521 Department Stores 0 228 0.0
45391 Pet and pet supplies stores 0 253 0.0
441110 Women's clothing stores 1 1301 24.6
448310 Jewelry stores 1 969 33.0
444190 Other building material dealers 1 810 39.5
442299 All other home furnishings stores 1 555 57.6
454113 Mail-order houses 1 537 59.5
448210 Shoe stores 2 950 67.3
442110 Furniture stores 2 904 70.7
453310 Used merchandise stores 1 447 715
448190 Other clothing stores 1 428 74.7
443120 Computer & software stores 1 426 75.1
446110 Pharmacies & drug stores 3 1236 77.6
.. 448140 _Family clothingstores _ _ _ _ _ _ _ _ ___ ______2___________ 34 _____811___.
451220 Prerecorded tape, cds, & record stores 1 306 104.5
445120 Convenience stores 2 598 106.9
446130 Optical goods stores 1 289 110.6
445120 Supermarkets & other grocery 8 2011 127.2
451110 Sporting goods stores 2 493 129.7
45311 Florists 2 464 137.8
443112 Radio, television, & other electronics store 4 873 146.5
441120 Used car dealers 2 401 159.5
443111 Household appliance stores 1 188 170.1
447190 Other gasoline stations 6 972 197.4
445310 Beer, wine, & liquor stores 7 1123 199.3
452990 All other general merchandise stores 3 457 209.9
447110 Gasoline stations with convenience stores 6 846 226.7
446199 All other health & personal care stores 2 9 26 237.7
445292 Confectionery & nut stores 1 122 262.1
444130 Hardware stores 2 242 264.2
445291 Baked goods stores 2 232 275.6
453991 Tobacco stores 1 114 280.5
441310 Automotive parts & accessories stores 10 9109 290.9
441320 Tire dealers 5 489 326.9
441221 Motorcycle dealers 1 87 367.5
445210 Meat markets 3 260 368.9
452910 Warehouse clubs & supercenters 1 40 799.3
444210 Outdoor power equipment stores 1 36 888.1
TOTAL 91 29,094

® These Market Serving Index numbers show the oelaliip between the proportion of firm types in Azwsrsus in the LA MSA. High scores
show that there are disproportionately more Azdsars in the particular category.




As Table 4 displays with an MSI of 0, there are seven types of firms ¢éhapaupletelyabsentfrom
Azusa: Nurseries, men'’s clothing stores, hobby/toy/toy/game stores, boet siffice
supply/stationery/qgift stores, department stores, and pet/pet supply Biétveasever an Azusan has a
need for an item found at one of these stores, he or she will have to go elsewhere.

The mostuunderservedretail categories are women'’s clothing stores (with an index number of 24.6),
jewelry stores (33.0), other building material dealers (39.5), and other fuonishings stores (57.6).
These Index scores imply that retail demand in these categories is Shogpers are going elsewhere.
These figures also reveal which type of new businesses might expedssifiticey locate in the
neighborhood, which is very relevant for attracting new businesses to Azusa.

Next, considepverrepresentedcategories, revealed by high Market Serving Indices. These “niche”
businesses attract retail dollars from outside the local marketmost overrepresented categories
include outdoor power equipment stores (888.1), warehouse clubs/supercentersit¥df.B)arkets
(368.9), motorcycle dealers (367.5), and tire dealers (326.9).

Finally, consider the restaurant section of Table 4. Though this reporefoonsetail development, the
researchers recognize that the city will most likely bring in netauesnts also. Thus, the lower portion
of Table Three considers the representation of different restiacategories in the city. The city appears
to have plenty of limited-service restaurants (ie, restaurantewvithwaitstaff). On the other hand,
underrepresented restaurant types include drinking places (for alcobaticages) (72.7), full-service
restaurants (79.3), snacks/beverage bars (92.8).
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Whenever residents leave Azusa to shop, the city experiences etagde To fully understand the
current state of retail leakage taking place in Azusa, it isthigalwe look at the possible expenditures in
comparison to the Market Serving Indices for each possible firm.&ghimg the retail purchasing
power of the neighborhood (found in Table 2) with the Market Serving Index (fourabla 3) we can
calculate the leakage of Azusan retail dollars spent outsidgtyhand the surplus of outside dollars
spent within the city. The numbers represented in Table 4 are onlytestimad are not concrete data.
The limitation here is that the potential expenditure categori€able 2 are broader than the retail
categories in Table 3.

Tables 5 and 6 also give estimates on retail surplus: retail ddli@st@d from outside Azusa. We do not
see surplus and leakage as off-setting each other, but emphasareytiesail money leaving Azusa may
be worth considering.

However, based on the data in this chart, it's clear that Azusa isipliydosing millions of dollars each
year to other nearby cities. The city is experiencing the most leakagearetdsof New car dealers,
Men’s Clothing Stores; Office supplies/ stationery & gift storespd&tment Stores, and Family Clothing
Storesln total, leakage is approximated to be near $63 million dollars each yearhough these
numbers are rather discouraging at the moment, if the city of Azusa wapdodés the leakage by
opening stores and firms in the areas that leakage is occurring theel@akad certainly drop. It is up to
the city to take this data, and to make informed decisions for the future.
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Potential Market Expected

NAIC Expenditures Serving Expenditures  Retail Sales

Code Restaurant Category in Azusa Index in Azusa Surplus Leakage
7222410 Drinking Places-Alcoholic Beverages $3,000 72.7 $2,180,718 ($819,282)

722110 Full-Service Restaurants $10,000,000 79.3 $7,933,215 ($2,066,785)
_ 722213 Snack and Non-Alcoholic Bev. Bars ___ _ $4,000,00_ 928 __ $3,712932 _ _______ ($287,068)

722211 Limited-Service Restaurants $ 10,000,000 130.7 $13,069,047 $3,069,047

TOTAL $ 27,000,000 $ 26,895,912 $3,069,047 $3,173,135
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Potential Market Expected
NAIC Expenditures Serving Expenditures Retail Sales
Code Retail Category in Azusa Index in Azusa Surplsi Leakage
441110 New car dealers $ 26,000,000 0.0 $0 $ (26,000,000)
44422  Nursery & garden centers $ 3,00m,00 0.0 $0 $  (3,000,000)
44811 Men's Clothing stores $ 2,000,000 0.0 $0 $  (2,000,000)
45112 Hobby, toy & game stores $ 3,000,00 0.0 $0 $  (3,000,000)
4512  Book, periodical & music stores $ 008,000 0.0 $0 $  (5,000,000)
4532  Office supplies, stationery & gift stores $ 2,000,000 0.0 $0 $  (2,000,000)
4521 Department Stores $ 4,000,000 0.0 $0 $  (4,000,000)
45391 Pet and pet supplies stores $ 0,050 0.0 $0 $ (500,000)
441110 Women's clothing stores $ 5,00m,00 24.6 $1,228,725 $ (3,771,275)
448310 Jewelry stores $ 2,000,000 33.0 $659,885 $ (1,340,115)
444190  Other building material dealers $ 1,000,000 39.5 $394,709 $ (605,291)
442299  All other home furnishings stores $ 5,000,000 57.6 $2,880,309 $  (2,119,691)
454113 Mail-order houses $ 7,000,000 59.5 $4,167,598 $ (2,832,402)
448210 Shoe stores $ 2,000,000 67.3 $1,346,165 $ (653,835)
442110 Furniture stores $ 5,000,000 70.7 $3,536,662 $ (1,463,338)
453310 Used merchandise stores $ 1,000,00 715 $715,244 $ (284,756)
448190 Other clothing stores $ 1,000,000 74.7 $746,996 $ (253,004)
443120 Computer & software stores $ 3,000 75.1 $2,251,509 $ (748,491)
446110 Pharmacies & drug stores $ 4,@m0,0 77.6 $3,104,022 $ (895,978)
_ 448140 _Familyclothing stores _ _ _ _ _ _ _ _ _ _ _ __ $ __2000000_ 871 __ _____ $1742312_ _ _ _ _ ____ $ _ _ (257.688)
451220 Prerecorded tape, compact disc, & record sto  $ 5,000,000 104.5 $5,224,090 $224,090
445120 Convenience stores $ 7,000,000 106.9 $7,484,950 $484,950
446130 Optical goods stores $ 3,000,000 110.6 $3,318,833 $318,833
445120 Supermarkets & other grocery $ @5a00 127.2 $44,642,353 $9,542,353
451110 Sporting goods stores $ 5,000,000 129.7 $6,485,077 $1,485,077
45311  Florists $ 500,000 137.8 $689,039 $189,039
443112 Radio, television, & other electronics store $ 5,000,000 146.5 $7,324,497 $2,324,497
441120 Used car dealers $ 16,000,000 159.5 $25,513,359 $9,513,359
443111 Household appliance stores $ 0,aD9 170.1 $238,085 $98,085
447190 Other gasoline stations $ 9,00,00 1974 $17,761,905 $8,761,905
445310 Beer, wine, & liquor stores $ 9,000 199.3 $7,971,505 $3,971,505
452990  All other general merchandise stores $ 1,000,000 209.9 $2,098,781 $1,098,781
447110 Gasoline stations with convenience stores $ 9,000,000 226.7 $20,407,295  $11,407,295
446199  All other health & personal care stores $ 5,000,000 237.7 $11,885,289 $6,885,289
445292  Confectionery & nut stores $ 0,800 262.1 $2,096,487 $1,296,487
444130 Hardware stores $ 200,000 264.2 $528,453 $328,453
445291 Baked goods stores $ 3,000,000 275.6 $8,268,473 $5,268,473
453991 Tobacco stores $ 40,000 280.5 $112,180 $72,180
441310 Automotive parts & accessories stores $ 5,000,000 290.9 $14,545,691 $9,545,691
441320 Tire dealers $ 3,000,000 326.9 $9,807,187 $6,807,187
441221 Motorcycle dealers $ 4,000,000 367.5 $14,699,507 $10,699,507
445210 Meat markets $ 2,000,000 368.9 $7,378,022 $5,378,022
452910 Warehouse clubs & supercenters $ 000500 799.3 $119,892,857 $104,892,857
444210 Outdoor power equipment stores $ ,000,000 888.1 $8,880,952 $7,880,952
TOTAL $ 232,240,000 $ 347,254,868  $7DBRES $ (60,725,862)

As seen in the table above, most of the retail surplus is attributed giagions and warehouse clubs/
supercenters (ie, Costco). These findings seem to imply a lack ofire¢asity within the city.




Though the data are not able to give definitive numbers on the retail leakasg éxperiences, it is clear
that the city is potentially missing out on Azusan dollars by not having enoughaf dersinesses. This
section of the report will present recommendations for how Azusa caimipesve the retail landscape
for the future.

First, the following types of businesses mnigsing from Azusa:

Nurseries/Garden Centers

Men’s Clothing Stores

Hobby, Toy, and Game Stores

Book, Periodical, Music Stores

Office Supplies, Stationery, and Gift Stores

Department Stores

Pet and Pet Supply Stores
Though other firm types are also underrepresented, these appear to be the mestvexdend themost
needed. These businesses are significantly underrepresented in the city:

Women'’s Clothing Stores

Jewelry Stores

Furnishings Stores

Shoe Stores

Full-Service Restaurants

However, Azusa appears to haveudficient amount of these businesses

Outdoor Power Equipment Stores
Warehouse Clubs and Supercenters
Meat Markets

Motorcycle Dealers

Tire Dealers

This representation data, coupled with demographics for the city, dtbowpecific recommendations for
businesses that would likely be successful in the city.

All clothing categories are currently underrepresented within tieveith men’s clothing stores missing
altogether. Because department stores are also missing, bringing ohe icitg tould greatly help
combat leakage. If such an establishment were added to Azusa, it wouldreaké leakage in multiple
areas (men’s, women, and family clothing, shoes, jewelry, and departmes} Ktappears that well-
chosen department store could have a great impact on the city economiog tiNtdtthe income level in
Azusa is relatively low, value-priced stores such as J.C. Penney’s, S&hNavy and Nordstrom Rack
would fit well with the city. Outlet stores, like GAP Outlet could aisavéll with the city’s needs.




As the leakage is currently quite high in these areas, it seemefdi@ to add a few different clothing
establishments to give variety,

and to meet the need for all

the residents of Azusa.

1/

A large bookstore like Barnes
and Noble would help prevent
potential expenditures from
leaving the city, and could
also attract residents from
neighboring cities to Azusa. It
also seems likely that students
and staff at Citrus College and
Azusa Pacific University
would benefit from a new
bookstore. A discounted
bookstore, such as Half Price
Books, might be an even
better fit for the city; it is
unclear whether residents
would provide enough business to support a large chain like Barnes and Noble.

A chain like Office Depot, Staples, or Office Max could fulfill theicdf supply needs for the city, and
would likely also draw business from Citrus College and Azusa Pacific tditixe

3 )<

With children in nearly half of all Azusan households, and about a quarter affghiation under 18,
such a store could potentially do well here.

Besides these suggestions, a discount retailer like Target cauéchgle the leakage on multiple
categories like clothing, jewelry, furnishings, hobby/toy/game stores, pao#ffice supplies. Target's
versatility, competitive pricing, and department-store qualitiesddeald to success.

0 &

Overall the city has few full-service restaurants with sigaiftdorand recognition. Restaurants that are
moderately-priced, especially with family-friendly atmospheres,cchilithe restaurant void in the city.
Establishments like Red Robin, Olive Garden, Ruby’s Diner, and TGI Fsidayld add greatly to the
city and keep residents from traveling to neighboring cities for mealsorijowould these suggestions
directly combat the leakage problem, they would also offer a new environmerely the residents of
Glendora, Covina, Arcadia, and beyond may be more inclined to visit and shop iy.th&schzusa
continues to grow and expand, the City Council has tremendous power to shape the ¢hemgihthe
city.
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This report considered the spending of Azusa residents, but thergrarmlyg thousands of non-
Azusans who still have to spend their money somewhere. Because they are deredmssidents, most
students and staff at Azusa Pacific are not currently included in ang tdgbarch. However, it seems
very likely that members of the university could have an enormous impact oityth&dditional
research could help the city discover how to tap into the giant economitigdatéthe university.
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Aguirre, Leonel A Nursing Lincoln, Jared M International Business
Ailabouni, Jennifer O Social Work Maravilla, Marnellie R Nuagpi
Baas, Lisa A Sociology Marlow, Leah E Business
Batdorf, Ryan J Business Marshall, Stephanie International Business
Birkholz, Elisabeth N Psychology Nesvig, Timothy M Psychology
Bronson, Kristin M Psychology Nobriga, Ashley N Psychology
Burke, James D Psychology Sacchetto, Melissa N Business
Cronin, Anna C Nursing Santos, Jose Enrico Business
Davis, Sean M Business Steinhoff, Stephanie G Biology
Dillon, Darren R Business Strawhun, Sara Sociology
Dingman, Jonathan W Business Svehaug, Andrew A Music
Florendo, Alicia N Sociology Vargas, Kay Angela M  Nursing
Gibson, Christina Applied Health Walker, Carrie A Nursing
Johnson, Stephen B Accounting Williams, Jessica Nursing
Klingensmith, Megan E ~ Marketing Wood-Hughes, Elyse N  Sociology
Larson, Christina Nursing
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