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PUBLIC SAFETY ANALYSIS

A public safety analysis of the Westover Hills Commercial Corridor was
conducted to determine real and perceived issues and concerns. Information
was obtained from crime statistics via the Richmond Police Department
Information Center, an interview with Richmond City Police Officer Harry
Brown from the third precinct, and a walk-through of the area.

The on-foot investigation was done by walking the corridor both during the
day and at night to document graffiti, poorly-lit areas of the sidewalks and
commonly traveled alleys, pedestrian safety, and a general perception of
security. Special attention was given to places where there was poor visibility
of oncoming traffic, and to spots that potential violent offenders could hide.
The following paragraphs document the results of the analysis.

Concerning the intersections along the corridor, most of the crossing signals
either did not work or were not visible during the day. The button to activate
the signal to cross Westover Hills Boulevard on the South side of Forest Hill
Avenue was out of order. Another issue was the lack of 4-sided cross-walks
at all important intersections; only the intersection of Forest Hill Avenue and
Westover Hills Boulevard provided a crosswalk on each side.

The alley between Westover Hills Boulevard and Prince Arthur Rd. north of
Forest Hill Ave. presented a few unique problems. Thick shrubbery between
residential fences and the alleyway offers many potential hiding spots. In some
places along the alley, bamboo is planted instead of thick bushes, allowing
much greater visibility. Fences alongside CVS and nearby dumpsters are made
of alternating wooden posts that provide some transparency for walkers.
Visibility of oncoming trafficis blocked by a building close to the alley’s entrance
on the Prince Arthur end.

Lack of visibility of vehicles is a problem in other places as well. The auto shop
on Westover Hills Boulevard had, at the time of observation, cars parked all the
way up to the sidewalk, offering pedestrians no chance to see cars leaving the
parking lot until the last minute. The parking lot of the vacant Blockbuster has
overgrown shrubbery that blocks the view of the lot’s exit to both pedestrians
and oncoming traffic.
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At night, the streets are very well lit. Streetlights are evenly spaced, and in
working order. “Cobra” streetlights provide general lighting, and pedestrian-
scale “acorn” lights light up the sidewalks. Along the sidewalk, there are only
a few places where one cannot see 20 feet or more into parking lots or vacant
space.

Lighting, both on-street and in alleys, is of surprisingly good quality. The alley
from 47th Street to Westover Hills Boulevard is well lit, but provides several
potential hiding spots for assailants. High, solid fences and overgrown plants
along the way limit visibility and can cause blind corners.

The other main alley, between Westover Hills Boulevard and Prince Arthur
Road, has fewer issues. The alley is well lit, but its size presents concerns; it is
very narrow for a two-way interchange. The alley across Prince Arthur Road is
restricted to one-way traffic. If the same regulation was applied to the alley in
question pedestrian and driver safety may improve significantly.

Parking lots, across the board, are well lit; the only exception being the lot
beside the Family Dollar store. One exceptional example of lighting is the east
side of O’Toole’s pub. Lights are placed along the building about 10 feet high
and 5 feet apart, making the passage from door to parking lot feel very safe.
The parking lots and sidewalks south of Forest Hill Avenue are littered with
trash, giving the impression of poor maintenance. The paint on the base of
the 48 Hours store sign at the corner is worn, and the sign itself is dingy and
old, as are several of the business signs on the East side of Westover Hills
Boulevard and South of Forest Hill Avenue. New and/or clean signage can offer
the perception of a successful business, and may lead to greater foot traffic.
Officer Brown alluded to the fact that perception of safety is also dependent
upon the “eyes on the street.” He explained that because of the location of the
Westover Hills Elementary School, “there are always people around - whether;
it is for the football game, or parents with their kids at the school park.”
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There were three instances of graffiti noted when the site reconnaissance
was being completed: images of a dinosaur and a cartoon face spray-painted
on the side of the Westover Dog Grooming store, and a utility box tagged
“Blood-Clot” behind TaZa coffee shop building. Although graffiti is sometimes
associated with gang activity, Officer Brown believes that this is not the case in
Westover Hills; he said that the graffiti was mostly like done by non-residents.

Index crimes are the worst kind of crimes. They include murder, rape, robbery,
aggravated assault, burglary, larceny, motor vehicle, theft, and arson. To offer
an in depth look at how safe the area actually is, the tables below contain
information obtained from the online Richmond Police Department (RPD)
Crime Incident Information Center. Table 1 gives a summary of the occurrence
of index crimes in Westover Hills.

Index Crimes 2008 [ 2009 | 2010 | 2011
Murder 0 1 0 0
Rape (sex offense) | o 0 0 0
Robbery 0 0 6 1
Aggravated assault | o 1 0 0
Burglary 8 1 1 2
Larceny o] o] o] o]
Motor Vehicle Theft | o 1 2 0
Arson 0 0 (o] 0

The number of robberies was significantly greater in 2010 - a total of 6.
Robberies have, so far, stayed low in 2011. According to the RPD Crime Incident
Report, over half of those robberies occurred at the convenience store
located on the 5000 block of Forest Hill Avenue. Officer Brown suggested that
the reason behind the repeat offenses on the convenience store is that the
owners of the business refuse to press charges for fear of retaliation. Of all
the index crimes, the most frequent in Westover Hills is burglary.

Summary of Crimes Frequency

Offense: 2008 | 2009 [2010 |2011
Burglary/Breaking and Entering | 8 7 1 2
Destruction of Private Property | o 0 0 5
Drug/Narcotic Violations 0 0 0 2
DUI 0 0 0 3
Robbery (ATM) 0 0 6 1
Shoplifting 0 0 0 2
Simple Assault 4 7 5 2
Theft from Building 23 16 20 1
Theft from Motor Vehicle 0 0 0 8
Theft of Motor Vehicle Parts 0 1 2 1
Total calls 84 86 87 N/A

Table 2 gives a more detailed account of crimes that have occurred in and
around the Westover Hills area, as well as the total number of calls made to the
police for each year. Theft from motor vehicles is higher in 2011 than previous
years. Officer Brown attributes this increase to residents leaving their motor
vehicles unlocked; making them easily accessible to thieves.

From 2008 to 2010, the data show that the total number of calls made to police
was similar across all years, and the frequency of calls increased by only three.
Officer Brown stated that most of the calls are “accurate” - they are based on
serious suspicions.
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YEAR 2008 2009 (2010 | 2011

TOTAL CRASHES 4 6 9 6

Table 3 gives the total number of reported traffic crashes in the Westover Hills
neighborhood for the years 2008 to 2010. Also included are the totals for 2011
as of Sept 28™. The data show that the number of traffic accidents is steadily

increasing.
Year 2008 | 2009 [ 2010 | 2011
Total Hitand Runs | 3 5 5 5

Table 4 shows the alarming number of hit-and-runs for the neighborhood.
These facts may indicate the need for either increased police presence or a
variety of traffic calming measures.

The public safety analysis of the Westover Hills Commercial Corridor revealed
that there are several opportunities to improve the perception of public safety
through property maintenance and proper functioning of pedestrian crossing
signals. The summary of serious crime offenses highlights that pedestrian
safety is an issue, and is supported by the site reconnaissance completed in
the study area.

TRAFFIC, CIRCULATION, AND SIDEWALKS

Traffic volumes throughout the study area are high, particularly along Forest Hill
Avenue, which connects Forest Hills, Bon Air and furtherresidential communities
in Chesterfield with downtown Richmond. Westover Hills Parkway also leads
to a key north-south connection over the James River along the Nickel Bridge.

Forest Hill Ave is classified as Secondary Route 7520 and is a local arterial.
Westover Hills Boulevard is classified as State Route 161; it also serves as a
local arterial. Jahnke Road is classified as Secondary Route 7530. All routes
are predominantly used by 4-tire cars (98-99%). The highest traffic volumes are
along Forest Hill Avenue, particularly between Jahnke Road and Westover Hills
Boulevard (26,000 AADT). Westover Hills Boulevard has smaller traffic volumes
than Forest Hill, especially between Forest Hill Avenue and the Nickel Bridge.
Jahnke Road carries 12,000 vehicles per day, the smallest vehicle load of these
three routes.

Truck traffic for all roads in the study area is low. One percent (1%) of traffic
volume along Forest Hill Avenue and Westover Hills Boulevard is used by trucks.

Route Average Annual Daily Trips
Jahnke Rd. from Blakemore to Forest Hill | 18,000

Forest Hill from Jahnke Rd. To WH Blvd 26,000

Forest Hill from Westover Hllls Blvd. to | 18,000

Roanoke St.

Westover Hills Blvd from Midlothian Tnpk | 18,000

to Forest Hill Ave.

Westover Hills Blvd from Forest Hill Ave. to | 13,000

Evelyn Byrd Rd.
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PEDESTRIAN PATHS CONDITIONS ANALYSIS

The majority of sidewalks are in good condition, however several slabs were
observed to be uneven and could pose a safety risk, especially at night.

e Couple of slabs on Devonshire, behind Westover Hills Vision Center.
e Couple of slabs at CVS along Forest Hill Blvd. are uneven

e Sidewalk in front of Old Block Buster’s Lot in good repair but weeds and grass
need maintaining. (Dr. Toler said it proposed that trees be planted in the cut out
squares along the front of the vacant store).

* The sidewalk adjacent to the vacant lots on Westover Hills Blvd. has several
slabs that are uneven

e Several slabs in front of empty lot on Forest Hill are in disrepair and uneven.

e Sidewalk in front of 48 Hour Food Store has several bad places

» Westover Place Lot entrance have several bad places that should be maintained
as well as several uneven sidewalk slabs in front of lot

Paved alleys are located throughout the study area. Some alleys have become
pedestrian thoroughfares for residents from neighborhoods to the north and
south of Forest Hill Avenue. These alleys are often used to connect residents
to convenience goods and bus stops’. One retail establishment, Taza Coffee has
chosen to locate its main entrance along the alley that runs north of Forest Hill
Avenue between Prince Arthur Road and Westover Hills Boulevard.

There are no formal bicycle lanes in the study area. Both Forest Hill Avenue
and Westover Hills Boulevard have been identified as bike corridors in the 2004
Richmond Regional Bicycle and Pedestrian Plan (VDOT. Richmond Regional
Bicycle and Pedestrian Plan. Commonwealth of Virginia, 2004. Figure 4.2d). Six
bicyclists were noted on a Friday morning visit September 9, 2011 on Forest Hill
Avenue and Westover Hills Boulevard.

1 Observation noted by members of the Westover Hills Merchants Associated in a walking tour
of the study area on September 9, 2011.

The crosswalks where Westover Hills Blvd and Forest Hills intersection have
faded lines that should be repainted. Crosswalks are badly needed at very busy,
intersection at Westover Baptist Church.

The median that runs along the side of Westover Baptist Church has planted
grass and trees, but four of the trees appear to be dead and need replacing.

Parking inventory of all establishments, including spaces designated for those
with disabilities.
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CULATION MAPS DESIGN ANALYSIS

Gateways are the entrances into a space. There are four entrances into the
Westover Hills Commercial District. The north and south entrances lie on
Westover Hills Boulevard, and the East and West entrances are on Forest Hill
Avenue. The Westover Hills Commercial District does not have a specific marker
to designate the entrance into the district. The lack of cohesive elements to
designate the gateways, visitors are unclear that they are entering the district.

The north gateway falls at the intersection of Devonshire Road and Westover
Hills Boulevard. During non-winter months, the view into the corridor is

R enclosed by trees on both sides of the road and the median. The steeple on

—— 3 the Waldorf School, located near the south gateway, acts as a vista point for

—— 70
71

— = = Proposed Bike Route feels they are exiting the Westover Hills residential community rather than
Alleys

those entering the district at the north gateway. At the north gateway, one

entering the Westover Hill Shopping District. The thick canopy of trees that

Bus Stops i
ond o ot lines Westover Hills Boulevard in the neighborhood quickly thins at Devonshire
@ 21 Road, opening up the view to the busy intersection of Westover Hills Boulevard

and Forest Hill Avenue.

The intersection of Jahnke Road and Forest Hill Avenue designates the east
gateway. This gateway does have an overhead stop light and a painted
crosswalk. The 48 Hours signis the landmark to this gateway. From this vantage
point, there are no features to visually enclose the area or act as a vista. The
continuous fagade of The Shops of Westover creates a firm line that draws
one’s attention farther down the district. However, between the Westover
Hills Elementary’s property and the multiple vacant lots, the emptiness of the
south-side of Forest Hill Avenue makes the street feel lopsided. The uneven
proportions of Forest Hill Avenue fails to make a complete shopping district
and therefore one does not feel they are entering into one.

3 Hitand Run (2008-2011) . . . . .
—-— Proposed Bike Route The south gateway lies at the complicated intersection of Westover Hills
é';fky;glcmm Boulevard, Clarence Street, West 49t Street, and Dunston Avenue. The Valero
== Brick Crosswalk sign, Family Dollar sign, and the facade extension of the Family Dollar act as

== Painted Ci Ik
A\,e,ag:\l;;:ic.er:is,fpe, Day || landmarks in the south gateway. A slight bend in Westover Hills Boulevard
N s obscures one’s ability to see the heart of the shopping district, however
the level of traffic activity hints that the shopping district extends beyond
7 8
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the line of sight. There is a stark difference in environment when entering
Westover Hills Shopping district from the south. The residential landscaping
and elements do not bleed into the commercial district. The visitor is quickly
greeted with a complicated intersection, lack of greenery, and a high level of
activity.

The east gateway lies just east of the intersection of Forest Hill Avenue and
West 47 Street. The gateway does not have any distinct landmarks, but the
bright orange “Walks of Westover” banners attached to electric poles further
down the road are visible. Furthermore, the visitor can see the Forest Hill
Avenue and Westover Hills Boulevard intersection clearly from this vantage
point. The mature trees continue the residential feel although businesses line
both sides of the road. The east gateway eases the transition for the visitor
from residential to a shopping district.

None of the entrances to Westover Hills Shopping District are successful
gateways. Depending the gateway used to enter the district, the visitor will
perceive the district differently. The difference in perspective of each of the
gateways exacerbates the lack of cohesion in the shopping district. There
are no features to designate the gateways. Although the district has bright
orange “Walks of Westover” banners, they are not positioned in a manner that
welcomes visitors at the gateways. Of all of the gateways, the south entrance
into the shopping district is most successful gateway in informing visitors of
their entrance into the district.

The entire Westover Hills Commercial District has sidewalks on both sides of
the road. All sidewalks are made of concrete segments. The sidewalks’ width
is not consistent and varies from ten feet to two feet. Power line poles and
less frequently landscaping and street furniture located on the sidewalk, take
away from the width. The sidewalks extend to the curb, except for in the far
eastern side of the district on Forest Hills Avenue. The quality of the sidewalk
varies throughout the district because sections were redone at different times.
The sidewalks on west of the intersection on Forest Hill Avenue, excluding
CVS and Walgreens, are in poor condition. In this segment, the sidewalk is
uneven, significantly cracked, and eroded. Additionally on the north-side of
this segment, there are significant amount of curb cuts. The pedestrian realm

is frequently interrupted by these curbs cuts, requiring the pedestrian to
remain attentive to traffic. The vast majority of the sidewalks are sandwiched
between the road and the parking lots with no buffers, creating a car-oriented
environment. Overall, sidewalks do exist on both sides of the road, but the
quality of these sidewalks is not the most conducive to a friendly pedestrian
experience.

The crosswalks in this district are subtle red and blue bricks with a line of
concrete bricks separating the crosswalk from the pavement, and a painted
white lines further outlining the crosswalk . There are six crosswalks in the
Westover Hills Commercial District: four are located at the Forest Hill and
Westover Hills intersection, one on east side of the Forest Hill and Jahnke
Road intersection, and one on Forest Hill Avenue in front of the fire station
and O’Toole’s. There are no crosswalks in the south side of the commercial
district. Although the crosswalks are made of separate material, the colors
of the bricks are too subtle to attract the driver’s attention. Furthermore, the
painted white lines are worn away from heavy traffic and no longer properly
delineate the crosswalks. None of the crosswalks have proper signage to alert
the driver in their line of vision of the upcoming crosswalk. From observation,
more crosswalks are needed to accommodate the many locations heavily
jaywalked.

The Westover Hills Shopping District encompasses the centrally located
intersection of Westover Hills Boulevard and Forest Hill Avenue. Although
the intersection is the “center”, it does not function as the heart of the
district. Buildings are set back too far to shape the space of the intersection.
Instead, parking lots sit on each corner leading to visual leakage and barren
openness which interrupts the connectivity of the shopping district. The
intersection is heavily trafficked with large volumes of commuters passing
through. Although crosswalks exist at the intersection, pedestrians feel
safer jaywalking at calmer sections of the shopping district. The length of the
crosswalk and the aggressiveness of traffic make the intersection a pedestrian
hostile environment. The vehicular traffic dominates the intersection, taking
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ownership away from the shopping district and the pedestrians. Although the
intersection is the geographic center, it does not fulfill the role of the activity
center of the Westover Hills Shopping District.

Alleys play an important role in access for both vehicles and pedestrians in
the Westover Hills Shopping District. The four alleys in the Westover Hills
Commercial District are located north of Forest Hill Avenue between Prince
Arthur and Westover Hills Boulevard, north of Forest Hill Avenue between
Westover Hills Boulevard and West 47" Street, south of Forest Hills Avenue
between Westover Hills Boulevard and West 47" Street, east of Westover
Hills Boulevard from Dunston Avenue and dead ending at Exxon Mobile.
The passages are lined with residential on one side and commercial on the
other. When the businesses close at night, there are still eyes on the alleys by
residents. All the alleyways are well-lit, making the passages acceptable to use
at night. All of the alleyways are paved with asphalt, but are in poor condition
due to heavy use and weathering.

The Westover Hills Shopping District’s sidewalks, street, parking lots and
alleyways are well-lit, providing a sense of safety. The primary light source is
cobra head lighting. Additionally, the sidewalks have pedestrian level acorn
lights with replica iron work and are attached to power line poles. Although
pedestrian scale lighting does exist, it is not consistent throughout the district,
further reinforcing the car-oriented environment.

Forest Hill Avenue and Westover Hills Boulevard are paved with asphalt. Both
roads are equipped with four lanes plus turns lanes effectively accommodates
the heavy commuter traffic. Medians exist on all of the roads in the district, but
vary in width. On-street parking exists on the north side of Forest Hill Avenue
between Prince Arthur and Westover Hills Boulevard and on Westover Hills
Boulevard north of Forest Hill Avenue on the east side. The on-street parking
has no street designation such as a painted line. The only indication for on-
street parking is small signs that are faded to the extent that they are difficult
toread. The lack of designation of on-street parking combined with fast traffic

makes on-street parking undesirable by those looking for a parking spot.

The majority of the street furniture in Westover Hills Commercial District is
associated with the bus stops. There are seven bus stops in the district. One
bus stop, in front of Exxon Mobile, has a covered waiting area with seats.
Three bus stops have dark green benches made of metal and the rest of the
bus stops do not have seating. The Westover Hills Commercial District has 14
trash cans located throughout the district except north of Forest Hill Avenue
on Westover Hills Boulevard. Six newspaper and magazine boxes are located
adjacent to the covered bus stop. Additionally, there are a couple abandoned
newspaper boxes in disrepair on Forest Hill Avenue. The overall lack of street
furniture makes the public realm uninviting for shoppers.

The quality and type of landscaping varies throughout the shopping district.
The medians on Westover Hills Boulevard have awell-kept greenlawn with trees
and landscaping with shrubbery on the portions closest to the intersection
of Forest Hill Avenue and Westover Hills Boulevard. Walgreens and CVS both
have landscaped perimeters and parking lot islands. The medians on Forest
Hill Avenue are concrete and have no planters. The sidewalk along Forest
Hill Avenue on both sides has been recently planted with single-stalk crape
myrtles. Since the crape myrtles have not matured yet, they provide no shade
and add little greenery to the corridor.

The lack of shade makes the sidewalks inhospitable in summer months due
to the direct sunlight and heat. However, the mature trees by the library and
on the south side of Forest Hill Avenue between 47t and 48 street create
a refuge from the heat and a sense of enclosure. While the Westover Hills
Boulevard medians and some private spaces are maintained, the sidewalks and
sidewalk planters are not. The sidewalk on Forest Hill Avenue by Westover Hills
Elementary and the vacant lots has weeds in the cracks of the sidewalk and
overgrowth in the planters. Additionally, a couple of parking lots have been
left completely unmaintained and trees are growing between the building
foundation and the parking lot. Although the medians and some private spaces
are landscaped, the shopping district as a whole is lacking proper landscaping.
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Inthe Westover Hills Shopping District, there is both public and private signage.
All of the public signs except for the GRTC bus signs and the street name signs
are faded beyond legibility. Businesses advertise their business with both
attached and freestanding signs. The style, size, and location of business
signage are left up to the owners’ discretion, reiterating the lack of cohesionin
the district. Although nearby commercial districts successfully use the eclectic
style, their success can be attributed to the high level of maintenance and
attention given to the signs. On the other hand, the Westover Hills Shopping
District signage is weathered and the styles are outdated making the eclectic
style unsuccessful. Materials used for signage varies from painted directly on
the building, both lit and unlit plastic signs, marques, and awnings. Overall,
the business do successful sign themselves, but the style of the signs detracts
from the curb appeal of the district.

The predominate model for parking in the Westover Hills Commercial District
is a single row of parking in the front of the business. The single row parking
successfully creates a combination of suburban parking for an urban shopping
district. Drivers can easily see if businesses are frequented or if parking is
available. By having the single row of parking, parking is a short distance
from front door for easy convenience. Furthermore, with only one row of
parking separating the sidewalk from the business, the storefronts are easily
viewed and accessed by pedestrians. Many businesses following this model
have additional parking in the rear. CVS, Walgreens, and Family Dollar diverge
from this model and have multi-row parking lot in the front of their buildings.
Businesses with no parking in the front will either have parking on the side or
in the rear. About half of the district’s parking has faded or lacks painted lines
to delineate parking spots.

Thearchitectureinthedistrictis vernacular, with anemerging theme of awnings
for embellishment. The materials of the buildings are brick, painted brick, and
stucco. Building setbacks range from 30 feet to 145 feet. The buildings with
the shorter setback provide greater enclosure to the district in comparison to
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the larger setbacks. The majority of the buildings are single story with a few
buildings with two stories, creating a human-scale environment. The massing
of the district varies with many businesses sharing a wall with their neighbors,
some buildings spaced only tenfeetapart, while others exceed 50 feet between
the buildings. The buildings located close together creates a continuous
facade holding the shoppers attention. Most buildings in the shopping district
have large storefront windows. Businesses utilize the storefront windows in
different manners ranging from displaying advertisements to the use of blinds
and paint that obstruct transparency.

The Westover Hills Commercial District currently has three vacant parcels
which lie adjacent to each other, forming a large swath of vacant land. The
vacant land is located adjacent to the Westover Hills Elementary’s playing
fields, expanding the visual leakage of the area.
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ZONING CLASSIFICATION AND LAND USE MAPS

The majority of the district is zoned B2-POD (community business/plan of
development). However, some parcels are zoned as R-5 (Residential) and
RO-2 (Residential-Office). The parcels zoned for residential-office are medical

office facilities and are located on the North side of Westover Hills Boulevard.
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BUILDING INVENTORY AND CONDITIONS

Building Inventory

The Westover Hills Shopping District consists of 35 buildings that range from
commercial strips malls and converted single family houses to gas station mini
marts and chain drug stores. The total square footage of buildings within
the commercial district is 204,939 square feet. The majority of the buildings
are used as commercial space, but there are a handful of offices, institutional/
government buildings, and three religious uses. The 35 commercial businesses
within the district include restaurants, specialty shops and convenience stores.
There are eight offices within the district, five of which are medical offices
concentrated in one building on the North side of Westover Hills Boulevard. The
three institutional uses in the district are an elementary school, fire station and
library. The commercial district has three vacant building spaces totaling 12,143
square feet of available building space. There are also several vacant parcels
with no buildings located near the middle school that total 57,132 square feet
of available land. The chart below shows the percentage breakdown for each
use based on total square footage.

Streets

/\ Westover Hills

/ Shopping District
/ Zoning B
\/ 82-POD T
RS /
/| o /

Parks

Source: Urban Commercial Revitalization, Fall 2011

Square Footage By Use
Religious | Commercial | Vacant | Vacant Office Institutional/
Parcel Bldg Government
24301 Religious 24301
1728 Commercial 1728
976 Vacant 976
976 Commercial 976
976 Commercial 976
16625 Commercial 16625
2214 Commercial 2214
4514 Commercial 4514
2432 Commercial 2432
4928 Office 4928
13639 Commercial 13639
NA Institutional/
Government: School
1178 (note 1) | Office/Medical 1178
1178 (note 1) | Office/Medical 178
1178 (note 1) | Office/Medical 1178
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1178 (note 1) | Office/Medical 178 est.7,000 Commercial 7000
3145 Office/Medical 3145 (note 1)
5289 Institutional/ 5289 960 Commercial 960

Government: Library 1232 (note 1) | Commercial 1232
1094 Commercial 1094 1232 (note 1) | Office/Medical 1232
1651 Religious/Private Education 1651 1232 (note 1) | Commercial 1232

(Lower & Higher) 4928 (note 1) | Commercial 4928
lot size: 406- B Paved Surface Parking 1232 (note ) | Commercial 32

2464 Commercial 2464

10734
1536 Commercial 1536 (note )
lot size: 7100 | 406- B Paved Surface Parking 2800 Commercial 2800
1432 Office/Medical 1432 (note2)500 | commercial 500
1742 Religious 11742 (note2)500 | commercial 500
3928 Commercial 3928 Religious | Commercial | Vacant | Vacant Office Institutional/
1405 Commercial 1405 Parcel Building Government
6193 Institutional/ 6193 Total SQ 37694 127625 57132 12143 15449 11482

Government:Fire Station FT/Use
5244 Commercial 5244 Total SQFT | 261525 69274.59
2225 Commercial 2225 Vacant 12143
3728 Commercial 3728 Buildings
2000 Commercial 2000 Vacant Land 57131.59
2500 Commercial 2500
1128 Commercial 128
4355 Commercial 4355 Square Footage by Use
5175 Vacant 5175
3392 Commercial 3392 - 4% 0 Religious
5992 Vacant 5992 .
lot size: Vacant 13722.59 ™ Commercial

# Vacant Parcel

1372259 M Vacant Building
lot size: Vacant 20940.5 Office
209405 Institutional/Government
lot size: Vacant 22468.5
22468.5
10035 Commercial 10035
7093 Commercial 7093
1005 (note 1) | Commercial 1005
1005 (note 1) | Commercial 1005
est. 10,000 Commercial 10000
(note 1)
13 Appendix
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Bwldmg lnventory 1209 Westover Hills Boulevard | 2214 Sisters Too Commercial B2 Tailor S0060345005
o -~ 1211 Westover Hills Boulevard 2432 Heims Transmission | Commercial B2 Vehicle Repair/ | S0060345007
s 2
S £ Service
=]
2 s z
o 5 E E“ ° E 4810 Forest Hill Avenue 1128 Exxon Commercial B2 Convenience | S0060345016
3 3 s b3 5 & 5
< N = > N = . Store/Gas
4610 Forest Hill Avenue 1094 Crustand Cream Commercial B2 Restaurant/Bar | S0060347015 stati
ation
4701 Forest Hill Avenue 0 Back of America 406- B Paved B2 Parking Lot S0060296001
4806 Forest Hill Avenue 2500 Metropolitan Commercial B2 General Retail S0060345018
Surface
Sign Co
Parking 4802 1/2 Forest Hill Avenue 2225 Doc’s Barber- Commercial B2 General Retail 50060345019
4703 Forest Hill Avenue o Bank of America 406- B Paved B2 Parking Lot 50060296002
Style Shop
Surface 4800 Forest Hill Avenue 5244 0’Tools Commercial B2 Restaurant/Bar | S0060345020
Parking 4706 Forest Hill Avenue 1742 New Canaan Religious B2 Church
4707 Forest Hill Avenue 3928 Bank of America Office/ B2 Bank S0060296003 Baptist Church
Commercial 4708 Forest Hill Avenue 1405 Suntrust Bank Commercial B2 Bank
4715 Forest Hill Avenue 6193 Richmond Fire Government B2 Fire Station S0060296006 4704 Forest Hill Avenue 1432 Paragon Co Office/ B2 Office S0060346018
Station Commercial
4803 Forest Hill Avenue 3728 Oriental Food Store | Commercial B2 General Retail S0060296008 4702 Forest Hill Avenue 1536 Commercial Restaurant/Bar | S0060346019
4805 Forest Hill Avenue 2000 International Hair Commercial B2 General Retail S0060296009 4700 Forest Hill Avenue 1651 New Canaan Private Ed B2 Church S0060346020
4811 Forest Hill Avenue 4355 Maldini’s Commercial B2 Restaurant/Bar | S0060296010 Baptist Church
4813 Forest Hill Avenue 5175 Vacant Vacant B2 Vacant S0060296011 5101 Forest Hill Ave 870 39 Forever LLC office R-5 Office 50060266011
4827 Forest Hill Avenue 3392 Ireland Cleaners Commercial B2 General Retail S0060296012 5100 Forst Hill Ave 976 Residential R-5 Residential $0060265001
1405 Westover Hills Boulevard 4714 Speech Smarts & Medical/Office | RO-2 | Medical Clinic S0060296013 5091 Forest Hill Ave 5800 48 Hour Mart Commercial B > - | Retail S0060268035
Susan Soloman MD POD
1407 Westover Hills Boulevard 3145 Dr. Gregory Toler Medical/Office | RO-2 | Medical Clinic S0060296014 5075 Forest Hill Ave 13553 STRIP MALL Commercial B > - | Retail 50060268030
1408 Westover Hills Boulevard 5289 Westover Hills Institutional/ RO-2 | Library S006028016 POD
Library Library 5075 Forest Hill Ave 2464 Beauty Heaven Commercial B 2 - | Hair/Beauty 50060268031
1220 Westover Hills Boulevard 13639 Walgreens Commercial B2 Drug Store/ | S0060293016 POD
Pharmacy 5073 Forest Hill Ave 1232 Act 1 Hair Design Commercial B 2 - | Hair/Beauty 50060268032
1212 Westover Hills Boulevard 4928 McArthur Office/ B2 Office S0060293017 POD
Communications Commercial 5067 Forest Hill Ave 4928 Stories Comicsand | Commerecial B 2 - | Retail 50060268033
1210 Westover Hills Boulevard 4514 Dominion Day Commercial B2 Day Care | S0060343025
Book Exchange POD
Services Facility 5063 Forest Hill Ave 1232 Delegant Commerecial B 2 - | Hair/Beauty 50060268036
1208 Westover Hills Boulevard 16625 Family Dollar Store Commercial B2 General Retail 50060343022
Duty Salon POD
1000 Westover Hills Boulevard 24301 Westover Baptist Religious R-5 Church S0060370002
5061 Forest Hill Ave 1232 Wilkinson Office B 2 - | Medical Office 50060268037
Church
Alred E Dr POD
1201 Westover Hills Boulevard 1728 Fas Mart Commercial B2 Convenience | S0060345001
5059 Forest Hill Ave 1232 China’s Best Commercial B 2 - | Restaurant 50060268038
Store/Gas
POD
Station 5057 Forest Hill Ave 960 The Forest Commercial B 2 - | Restaurant/Bar | 50060268026
1207 Westover Hills Boulevard 2928 Affordable Coin Commercial B2 Laundry S0060345003
Restaurant POD
Laundry
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5047 Forest Hill e s t Taza’s Coffee/ Commercial B2 Restaurant/ | S0060268026
10,000 Blanchards POD | Café
5047 Forest Hill e st Vintage Antique Commercial B2 Antique S0060268026
7,000 and Art Co. POD
5035 Forest Hill Ave | 1005 Locker Room Commercial B2 Restaurant S0060268026
(downstairs) Restaurant POD
5035 #A Forest Hill Ave | 1005 Kapeller Violins Commercial B2 Retail S0060268026
(upstairs) POD
5031 Forest Hill Ave 6518 + | CarpetCuts Commercial B2 Retail S0060268023
575 POD
5011 Forset Hill Ave 10035 cvs Commercial B2 Retail S0060268018
POD
4906 Forest Hill Ave 5992 Blockbuster Vacant B2 Vacant S0060293010
POD
1301 Jahnke Road Westover Hills Institutional R-5 Institutional S0060293007
Middle School
4930 Forest Hill Ave lot size: | vacantlot Vacant B 2 - | VacantLot S0060293004
22468.5 POD
4920 Forest Hill Ave lot size: | vacantlot Vacant B 2 - | Vacant Lot 50060293006
20940.5 POD
4910 Forest Hill Ave lot size: | vacantlot Vacant B 2 - | Vacant Lot S0060293008
13722.59 POD
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The Dunbar criteria were used as a basis to assess the overall building condition
for the individual buildings (not businesses, since some businesses share
buildings) within the district. Only four buildings did not meet the criteria of
a sound condition. These buildings are classified as deteriorating because
they either had too many minor deficiencies or had a couple of intermediate
deficiencies. It is important to note that several of the deficiencies observed
were located in the rear of buildings. While these four buildings do fall within
the deteriorating category, the vast majority of the issues can be fixed with
minor maintenance. No buildings observed meet the criteria for dilapidated
and there were no major deficiencies either. Overall building conditions are
sound within the Westover Hills Shopping District with most buildings having
minor deficiencies, most buildings just need to repaint a few areas and replace
a few pieces of trim. Again, most buildings deemed “deteriorating” can easily
be renovated to “sound” with basic, inexpensive maintenance.

Visual inspections of exterior facades of structures and the application of
the Dunbar Criteria for the evaluation of existing were used to determine
the condition of buildings in the Westover Hills Commercial Corridor. The
determination that a structure has major, minor, intermediate, or minor
defects resulted from evaluation of structural elements of two classifications.
There are four degrees of severity of defect: major, intermediate, minor, and
standard, although minor or intermediate may be the worst rating that is
applied to some elements.

Class 1: defects are deficiencies in vital exterior structural elements which
render the structure inadequate detrimental, or unsafe with relations to its
function and use. There are major, minor, and standard degrees of severity of
defect.

e Foundation - Sagging, sinking, or with a critical amount of loose or missing
material

e Walls — Out of plumb, bulging, or with a critical amount of loose or missing
material
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¢ Roof - Sagging, rotted, or broken structure, severe leaking, or with a critical

amount of |oose or missing materia' Address Building Name/ Building Building Condition Notes Parcel ID
. . . . . .y Business Condition
Class 2: defects include a combination of defects which are either less critical
. . Classification
than class 1 defects or relate to less important structural members as listed
1201 Westover Fast Mart Sound Class 2: Minor concrete trim deteriorating S0060345001
below
Hills Boulevard
o Trim - ROtted, substantially loose or miSSing material (most severe rating 1203 Westover Vacant Sound Class 2: Minor window cracked; Minor S0060345003
can Only be intermediate) Hills Boulevard gutter dented; Minor rusting color
¢ Gutters and Downspouts - Rotted, substantially loose or missing material on exterior concrete in back
. . 1207 Westover Affordable Sound none! S0060345003
(most severe rating can only be minor)
Hills Boulevard Coin Laundry
o PorCheS and EXterior Stairways - Poor Condition; Sagging; Ioose, Sinkingy 1208 Westover Family Dollar Deteriorating | Class 1: Intermediate- roof shingles in poor 500634022
or shaky with missing material, rotting or with structural defects, weakened Hills Boulevard condition i a few areas; Minor awning extension
balusters or railing wood sagging and rotting in some areas, Class 2:
e Chimney - Out of plumb or deteriorated to a potentially dangerous condition Gutter downspout missing and small disconnect
Paint — Badly neglected, scaled, cracked, missing (most severe rating can only in back gutter; Minor Painting and grafiti
be intermediate) 1209 Westover sisters too! Sound Class 1: Minor awning roof S0060345005
Hills Boulevard rusting, Class 2: Minor trim
BaSIS Of evaluatlon are as fOIIOWS: 1210 Westover Dominion Day Sound Class 1: Minor Awning roof sagging, S006034025
Hills Boul d d i d , Class 2: Mil int
Sound DETERIORATING DILAPIDATED kidhadal ToopTE anT wavy, ey Pmorpel
1211 Westover Heims Sound Class 1: Minor wall vertical crack 50060345007
Three minor deficiencies Four minor deficiencies Four intermediate deficiencies ) -
Hills Boulevard Transmission
orlessinclass1or2 with at least one in class 1 with at least two in class 1 1212 Westover | McArthur sound Class 1: Minor wall- small section of bricks 50060293017
Four minor deficiencies Any five intermediate Five intermediate deficiencies Hills Boulevard Communications deteriorating, Class 2: Minor Painting;
orlessin class 2 deficiencies with at least one in class 1 Minor window rusting; minor fence
peeling and leaning; minor trim
One intermediate deficiency | One major deficiency in class2 | One major deficiency in class 1 1220 Westover Walgreens Sound None! 50060293007
or less plus one class 1 Hills Boulevard
minor defect or plus two 1405 Prince Lee’s Hair Salon Sound Class 1: Minor Foundation- plants growing S0060268035
class 2 minor defect Arthur Road out of foundation/ pavement meeting
Class 2: Minor Paint cracking and peeling,
as well as some graffiti; Minor trim rot,
1405 Prince Westover Dog Sound Class 2: Minor Paint Cracked and Peeling; S0060268035
Arthur Road Grooming Salon Minor trim rot or missing material
1405 Westover Eye Intuitive, Sound None! 50060296013

Hills Boulevard

Speech Smarts,
Susan Solomon, and

Charles K Johnson

Appendirx

16




Westover Hills Comumercial District Revitoligation Plaw

Hill Avenue

bricks, Class 2: Minor gutter sagging and missing
downspout; Intermediate trim including cracks

as well as rusted and sagging trim in front

1407 Westover Dr. Gregory Toler Sound Class 2: Minor trim issues on edges (very minor) S0060296014
Hills Boulevard
1408 Westover Westover Hills Sound None! S0060268016
Hills Boulevard Library
4610 Forest Crust and Cream Sound Class 2: Minor Trim painting S0060347015
Hill Avenue
4700 Forest New Canaan Sound None! S0060346020
Hill Avenue Baptist Church
4702 Forest Cielito Sound Class 1: Minor roof shingles wavy in S0060346019
Hill Avenue rear of building, Class 2: Minor painting

on trim; Minor Gutter dented
4704 Forest Paragon Sound Class 1: Minor wall issus missing brick/ S0060346018
Hill Avenue loose brick in one small area
4706 Forest New Canaan Sound Other- Missing letters in sign S0060346015A
Hill Aveneu Church
4707 Forest Bank of America Sound None! S0060296003
Hill Avenue
4708 Forest Suntrust Bank Sound Class 2: Minor trim issues S0060346015B
Hill Avenue
4715 Forest Richmond Sound Class 1: Minor Cracking walls and missing S0060296006
Hill Avenue Fire Station grout between bricks, Class 2: Minor trim;

Minor downspot molding; Minor Painting
4800 Forest O’Tooles Sound Class 1: Minor wall isseus missing brick/loose S0060345020
Hill Avenue brick in one small area, Class 2: Minor trim rot
4803 Forest Oriental Food Deteriorating | Class 1: Intermediate cracks in wall; S0060296008
Hill Avenue Store intermediate foundational issues; Minor

wall loose bricks Class 2: Minor painting;

minor missing window panes and broken

glass in window; minor back door rotting
4805 Forest International sound Class 1: minor crack in wall; intermediate 50060296009
Hill Avenue Hair Salon foundational issues; Class 2: Minor 2

windows cracked; Minor exterior light is

rusted, intermediate awning drooping
4806 Forest Metropolitan Sign | Sound Class 1: Minor wall issues grout missing around 50060345018

4810 Forest Exon Sound Class 2: Minimal trim needs painting 5006345016
Hill Avenue and some rusted trim
4811 Forest Maldini’s Sound Class 2: Minor gutter sagging and missing 50060296010
Hill Avenue downspout; Minor rusted burglar bars in back
4813 Forest Vacant Sound Class 1: Minor wall- grout missing inbetween 50060296011
Hill Avenue some bricks and there is a space in bricks,

Class 2: Intermediate Trim rot; Minor Paint
4827 Forest Ireland Cleaners Deteriorating | Class 1: Intermediate wall- some bricks missing/ 50060296012
Hill Avenue loose around back door; water damage back

door Class 2: Intermediate Back door completely

deteriorated and rotted; Minor Paint; Minor

trim; Minor Window above front door broken
4906 Forest Vacant Sound None! 50060293010
Hill Avenue (blockbuster)
5011 Forest cvs Sound None! S0060268018
Hill Avenue
5013 Forest Carpet Cuts (east) sound class 2: Intermediate Awning roof rusted and 50060268023
Hill Avenue rotting, Minor paint grafiti; minor trim rot;
5033 Forest Carpet Cuts Sound Class 2: Minor paint on trim and door; S0060268023
Hill Avenue Minor bricks need to be cleaned;

minor burglar bars rusted.
5035 Forest Locker Room/ Deteriorating | Class 2: Broken window; minor gutters S0060268026
Hill Avenue Kapellen Violin drooping; trim needs paint and some replaced;

plants growing out building/pavement

seam; minor awning extension sagging
5047 Forest Taza’s and sound Class 2: Minor Paint cracking and peeling, 50060268026
Hill Avenue Antique Shop as well as some graffiti; Intermediate trim

rot or missing material, plant overgrowth

in seam of building to pavement.
5057 Forest Forest Restaurant Sound Class 2: Minor Paint; Minor trim rot. IN addition S006028026
Hill Avenue mold growing around gutter downspout.
5075 Forest Westover Place sound Class 2: Minor paint cracking and 50060268038
Hill Avenue Shopping Center peeling, minor rotting trim; minor gutter

maintenance, minor under awning
5091 Forest 48 Hour Mart Sound Class 2: Minor Paint issues- paint is really S0060268035
Hill Avenue dirty; Minor rotting trim; Minor gutter

bent; Minor tile missing in outdoor area
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REVIEW OF PAST PLANS

The Westover Hills Commercial Corridor has been the subject of past planning
efforts that have addressed the viability of the commercial district and made
recommendations for its improvement. The two primary market findings
have been the potential expansion food and neighborhood-based services.
The presence of two major thoroughfares that divide the district and lack of
visual appeal have also consistently been noted as creating a hindrance to a
more robust market share of the surrounding neighborhoods’ consumer
expenditures. Throughoutall plans, a strong and positive relationship between
the corridor and surrounding neighborhoods has been encouraged.

In 1990 the Urban Commercial Revitalization class of VCU developed a plan to
revitalize the Westover Hills Commercial Corridor. This planincluded a market
analysis and consumer and merchant input on the strengths, weaknesses and
potential of the corridor. The plan identified restaurants and convenience
goods as those types of businesses with the most potential for growth in the
corridor, but also that pedestrian access and overall appearance were major
barriers to revitalization.

The final recommendations called for the corridor to be unified by common
design elements, but divided into four “quadrants” that were defined by
their location around the Forest Hill Avenue and Westover Hills Boulevard
intersection. Each quadrant was designated for a different cluster of
commercial uses: professional service, specialty stores, commuter convenience

and neighborhood places.

The two primary objectives of the Westover Hill Revitalization Plan (1990) were
to diversify commercial uses in the corridor and improve overall appearance.
The plan also recommended the active participation of the Westover Hills
Merchants Association, which was established in 1989 (Walks at Westover
Hills, 18), in the plan implementation. Additional studies were conducted
for the corridor, the Westover Hills Shopper Profile (1993) and The Walks at
Westover Mast Plan (1995).

The Westover Hills Shopper Survey (1993) was amore in depth analysis of shopper
needs and preferences performed by the VCU Department of Urban Studies.
It included shopper intercept surveys, mail-in surveys and in-depth interviews
and a market leakage analysis'. The plan identified that strong markets for
food-related establishments and family-oriented businesses were present and
growing. In order to best attract these businesses, the plan recommended
two primary methods. First, the Merchants Association could use the results
of the market and shopper analysis with potential businesses as a recruitment
tool. Second, the district should have a cohesive and authentic theme and
image for the district. The latter recommendation resulted in a 1995 urban
design study.

This master plan was developed by Higgins & Associates, Inc. for the corridor.
It focused on urban design and pedestrian circulation issues that had been
identified in earlier plans as being hindrances to the health of the study area.
A study of the corridor found that parking was available but poorly organized,
pedestrian circulation was limited by heavy traffic and poor pedestrian
connections, and streetscape improvements were sparse.

The plan recommended a rezone of the district to a designation that promoted
more traditional urban commercial development and the establishment of
a parking overlay district to allow for more flexible parking requirements.
The image of the corridor was to be enhanced by improving facades, adding
consistent streetscape elements, and creating a logo that would accompany
the title “The Walks at Westover”, a name adopted by the Merchants
Association. Increased pedestrian circulation was to be improved through
more and better-marked crosswalks, less curb cuts, traffic calming measures,
and more organized on- and off-street parking. Overall the plan argued for a
cohesive urban design that was more visually appealing and easier to navigate
for pedestrians. This, in turn, would set the corridor apart from surrounding
retail centers that did not have the same urban, pedestrian scale.

1 A leakage analysis was included in the 1990 Revitalization Plan and is also included in this
plan. Essentially, it is a comparison of local demand with business supply in the corridor. Those retail
offerings that demonstrate high local demand but low local supply are identified areas for potential
growth.
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The 2000-2010 City Master Plan includes basic direction on future land use in
the Westover Hills Commercial Corridor. The land use plan supports keeping
land uses intact, and specifically, calls for no new non-residential uses east
of 47t street. The corridor is entitled the “Forest Hill/Westover Hills Service
Center.” The use of this terminology demonstrates the assumption that this
“service center” is used primarily for convenience and daily needs shopping.
The future land use for the corridor is classified as ‘“community commercial”
(Richmond Master Plan 2000-2010, 279).

SURROUNDING COMMERCIAL AREAS

The Westover Hills commercial corridor competes with several nearby retail
shopping centers such as Stratford Hills, Southside Plaza, Parkway Plaza,
Stoney Point, and Carytown. Each of these shopping destinations offers
a variety of goods and services, and most are anchored by a big box chain
retailer or grocery store. The proximity of these competing shopping areas to
the Westover Hills commercial corridor draws some potential customers and
businesses away from Westover Hills.

The Parkway Plaza shopping center is located less than two miles from
Westover on Jahnke Road. Parkway Plaza is a destination for grocery goods
for those in the Westover Hills area as it is the location of the closest grocery
store to the neighborhood. Food Lion is the anchor tenant for this shopping
center that also includes sit down and fast food restaurants, automotive
services, apparel, entertainment, and personal care products and services.
The shopping consists of over 125,000 square feet of commercial space with
an average rental rate of $10 per square foot.

Stratford Hills, whichisless than three miles from the Westover Hills commercial
corridor, has both Target and Wal-Mart big box stores that offer a wide range
of goods and services in one location. Together these two stores alone account
for almost double the total square footage of the Westover Hills commercial
corridor. In addition to the two big box retailers there are also two grocery

stores in this area that are a major draw for customers. The shopping centers
at Stratford Hills offer all of the goods and services available in Westover Hills
as well as Alcohol and Tobacco, Housekeeping Supplies, and Apparel. These
shopping centers consist of nearly 700,000 square feet of commercial space
with an average rental rate of $19 per square foot.

Southside Plaza is located south on Westover Hills Boulevard and is less than
two and half miles from the Westover Hills commercial corridor. Southside
Plaza is a large shopping center with several retailers offering a variety of
goods and services. Southside Plaza has a large number of apparel retailers,
specialty grocery and food stores, and entertainment retailers. The Southside
Plaza shopping center has over 530,000 square feet of commercial space at a
rental rate of about $10 per square foot.

In addition to these large commercial shopping centers, nearby Carytown is
also a shopping destination for those who live in the Westover Hills community.
Carytown provides a variety of unique goods and services in addition to
two large grocery stores. Carytown consists of over 650,000 square feet of
commercial space with average rental rates ranging between $14 to $20 per
square foot.

Westover Hills does provide several of the goods and services available at
these other shopping destinations; however, it is at a much smaller scale. All
of these other shopping destinations are much larger than the Westover Hills
commercial corridor in terms of square footage of retail space as well as the
number of businesses located within each. The Westover Hills commercial
corridor generally has lower rental rates than the surrounding commercial
centers which makes it a good option for new merchants and small businesses.

In order for Westover to compete with these larger scale shopping centers it
shouldattractuniquebusinessesthatcanservethe surrounding neighborhoods
in addition to a wider market area.

SURROUNDING INFLUENCES

The Westover Hills commercial district is at the intersection of Foresthill
Avenue and Westover Hills Boulevard. The Westover Hills commercial District
is located in the City of Richmond’s Fourth District in the southern half of the
city. Westover Hills is located less than five miles from downtown Richmond
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and Capital Square, and 1.5 miles to route 76 (Powhite Parkway) which connects
interstates|-64, 1-95,and I-195. Westover Hills commercial districtis convenient
for those traveling from other destinations across the city. The James River
Parks, Forest Hill Park, Byrd Park and Maymont Park are all in close proximity
to the commercial district. The surrounding neighborhoods and those located
within 3 miles are diverse and can support various types of businesses. The
neighboring office complexes and hospital contribute to commuter traffic and
lunch time shopping.

Located just a half mile north of the Westover Hills Commercial District, the
Nickel Bridge provides an essential connection between Southside and central
Richmond over the James River. Commuters using the bridge must pass
through the intersection of Forest Hills Avenue and Westover Hills Boulevard,
the heart of the Westover Hills Commercial District. An average of 13,000
vehicles cross the bridge daily.

Additionally, the bridge features a sidewalk separated from vehicular traffic
that is heavily utilized by pedestrians and cyclists for both commuting and
recreation The bridge is adjacent to Dogwood Dell, William Byrd Park, Barker
Field and Maymont Park.

The James River Park System contains 550 acres of shorelines and islands
within the City of Richmond. Between tourists and city residents, the entire
park draws over 1,000,000 visitors a year*. The park is categorized into 14
sections, three of which are located closely to the Westover Hills Commercial
District. The Forest Hill 43 Street area is located at 4300 Riverside Drive
exactly one mile from the Westover Hills/Forest Hills Avenue intersection. This
area contains parking for 30 cars, direct access to the river and the Buttermilk
2 (Virginia Department of Transportation 2010)

3 (Virginia Department of Transportation 2010)

4 (Friends of the James River Park 2011) (White 2011)

Trail. Additionally, pedestrians can access the Buttermilk Trail with foot paths
on either side of the Nickel Bridge. The Reedy Creek entrance is just west of the
43" Street entrance. Reedy Creek contains a canoe launch area and parking for
15 cars. The Pump House is another section of the James River Park located
just north of the Nickel Bridge toll booths on Pump House Drive. Although
this section of the James River Park System does not have access to the river
itself, the area features the historic pump house, paths, and canals. The Pump
House, 43" street, Reedy Creek, Buttermilk Trail draw an estimated 250,000
visitors to the park each year.

Byrd Parkis located just 2 miles north of the Westover Hills Commercial District.
This 287-acre park offers three lakes for fishing, paddle boat rides, recreation.
The park contains a variety of recreation and entertainment options with 12
tennis courts, a Vita exercise course, a

park house for meetings and receptions, The Carillon and Dogwood Dell
Amphitheatre.®

Only a mile and a half from the Westover Hills commercial district just across
the Nickel Bridge is Maymont Park. The park was named after the historic
Maymont mansion that stands as a central feature of the park. The park
consists of 100 acres containing a Children’s Farm and Barn, nature center,
gardens, and wildlife exhibits.” The park attracts over 530,000 visitors a year.®

Forest Hill Park is located three-quarters of a mile east of the Westover Hills
commercial district. The park is also the site of the South of the James Farmer’s
Market.

The South of the James Farmer’s Market is located in Forest Hill Park. The
Market takes place every Saturday from 8 AM until noon and operates from

5(250,000 was estimated by taking the total number of visitors divided by the number of entrances,
and weighting it due to popularity).

6(City of Richmond 2011)

7 (http://www.maymont.org/)

8 (email communication with Cathie Rosenberg, Director of PR at Maymont, oct 11.)
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May to December. Over 100 farmers, artisans, and businesses vend at the South
of the James Farmer’s Market and sell everything from fresh food to soap and
apparel. The Market is managed by the Market Umbrella and has reported that
it averages of more than 1,500 customers each week, according to a 2010 survey.
The survey also indicated that visitors attending the market represent more than
30 zip codes. Visitorsreported zip codes from as far away as Newport News. The
bulk of the market-goers (37%) came from the 23225 zip code, representing the
immediate neighborhood, 20% of the customers surveyed came from outside
the City of Richmond zip code list. Every zip code in the city of Richmond was
represented. Vendors at the market travel from as far as Westmoreland County
of the Northern Neck to Prince Edward County near Farmville.s.

The Westover Hills commercial district borders four neighborhoods: Westover
Hills, Forest Hill, Forest Hill Terrace, and Forest View. The homes in these
neighborhoods were built as early as the 1920’s and developed into the 1950’s.
The architectural style varies widely in the neighborhoods and includes Federal
Revival, Victorian, Queen Anne, Colonial Revival, Tudor Revival, Craftsman, Cape
Cod, and Modern.”

The Westover Hills Elementary and the Richmond Waldorf schools are located
within the Westover Hills commercial district. The Westover Hills Elementary is
a public school for Pre-Kindergarten to 5% grade and serves 360 students and a
staff of 48. The vast majority of the students live in the neighborhoods nearby
the Westover Hills commercial district."

The Richmond Waldorf School is a private, nonsectarian school from pre-
Kindergarten to 8™ grade. The school serves just under 100 students and has
a staff of 30. As a specialty school, the students are drawn from all over the
Richmond Metropolitan area, not just the surrounding neighborhoods.

9 (City of Richmond 2011)

10 (National Park Service 2011)
TLov|ng, Virginiga. Personal Interview. September 30, 2011.
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Surrounding Influence

Users

Nickel Bridge

13,000 commuters/daily

Westover Hills Elementary

360 students + 48 staff

Richmond Waldorf School

100 students + 30 staff

South of the James Farmer Market

1,500 customers/week

James River Park (43™ Street, Ridley Creek,
and Pump House entrances)

250,000 visitors/year

Maymont Park

530,000 visitors/year

Byrd Park

N/A

Forest Hill Park

N/A
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SHOPPER INTERCEPT SURVEY

1. What is your age range?
Under 19 20t024 25t034 35t044 45t054 55t064 65+
2. What is your zip code? What neighborhood do you live in?
3. How often do you come to the area?
Firsttime Daily Weekly Monthly Every Few Months  Rarely (every six months or less)
4. How do you travel to the area?
Car Bike Bus Walk  Scooter/Motorcycle

5. Which businesses do you use most often in the Westover Hills Shopping
District?

Full Service Restaurant

Casual Dining

Convenience stores

Pharmacy

Health Care

Banking

Clothing

Beauty/Personal care

1 2 3 4 5
Not attractive at all Highly desirable

10. What types of new businesses would you like to see? (e.g. grocery,
restaurant, laundry)

1. What three improvements would you like to see in the area?
Sidewalks/pedestrian Lighting
Traffic/roadway Landscaping
Safety Signage
Visual appeal Other
12. What other reasons do you come to the area?

Library River Recreation Farmer’s Market Church Other

Time of day Sex Race/Ethnicity Loca-

10:00am — 1:00pm Male White/Caucasian American Indian/Alaska Native

3:00pm-5:00pm  Female Black/African American Native Hawaiian/Pacific Islander

Gas 5:00pm - 7:00pm Hispanic/Latino Other
Automotive Services 10:00pm — 1:00am Asian
Grocery
Other
6. How many stops do you make when you shop in the district?
7. On a scale of 1 to 5 how would you rate parking availability?
1 2 3 4 5
None available Ample parking
8. On a scale of 1to 5 how safe do you feel in the area?
1 2 3 4 5
Not safe at all Very safe
0. On a scale of 1 to 5 how would you rate the attractiveness of the
area?
23 >
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What is your age
range?
Under 19 7-3%
20-24 7-3%
25-34 24.5%
35-44 19.1%
45-54 21.8%
55-64 12.7%
65+ 5.5%
No Response  1.8%
N=110

What is your zip code?

23225
23224
23220
23221
23226
23227
23235
07055
22338
23005
23060
23112
23113
23139
23219

65.5%
1.8%
3.6%
1.8%
1.8%
1.8%
1.8%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%

23222 0.9%
23229 0.9%
23230 0.9%
23236 0.9%
23836 0.9%
N=110

What Neighborhood do
you live in?
Westover Hills

22.7%
Forest Hill

10.9%
Jahnke Rd

8.2%
Southside

4.5%

Woodland Heights
4.5%
Bon Air

2.7%

No Response
2.7%

Ashland Square
Blighly Rd

Byrd Park

The Fan

Forest Hill Terrace
McGuire
Midlothian Tpke
Near West End

1.8%
1.8%
1.8%
1.8%
1.8%
1.8%
1.8%
1.8%

Northside
Norwood Park

37t Street
Abingdon Hills
Blackwell
Brandermill

Broad Rock Blvd.
Broad Street
Carillon
Chamberlayne Farms
Chester
Chesterfield County
Clairmore
Crestview

Forest View Heights
Glen Allen
Maymont

New Jersey

Old Manchester
Powhatan

Roanoke St.
Salsbury

South End

St. John’s Woods
Stratford Hills
Swansboro
Westcott

Willow Oaks

1.8%
1.8%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%
0.9%

Windsor View

How often do you come to the area?

First time
Daily

Weekly

Monthly

Every Few Months
Rarely

0.9%

N=110

2.7%
52.7%
31.8%
4.5%

4.5%
3.6%

N=110

Which businesses do you most

often visit in the Westover

Hills Shopping District?

Pharmacy
Gas

Convenience

Full Service Restaurant

Grocery
Casual Dining
Banking
Other®
Beauty
Clothing
Health Care
Auto

12 Note: participants were to select all appli-
cable responses. ‘Other’ includes laundry/clean-

ers and the comic book store.

62.7%
54.5%
45.5%
40.9%
35.5%
30.0%
27.3%
21.8%
16.4%
8.2%
7.3%
7.3%
N=393

How many stops do you make
when you shop in the district?

1 38.2%
2 22.7%
3 25.5%
4 2.7%
5+ 6.4%

No Response  4.5%
N=110

On a scale of 1to 5 how would
you rate parking availability?

1(none available)4.5%

2 9.1%

3 19.1%
4 21.8%
5 (@mple) 40.0%

No Response  5.5%
N=110

On a scale of 1to 5 how safe
do you feel in the area?

1(not safe at all) 0.9%

2 5.5%
3 20.9%
4 30.0%
5 (verysafe)  41.8%
No Response  0.9%
N=110

On ascale of 1to 5 how

would you rate the
24
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attractiveness of the area? What three improvements would No Response 2.7% Barbershop 0.9%
1(not attractive at all) 9.1% you like to see in the area?” N= 110 Heim’s Auto 0.9%
i 9 Street 0.9%
2 28.2% Visual Appeal 50.0% Sex of respondent : ?
3 36.4% Landscaping 40.0% Male 55.5 N =110
4 13.6% Sidewalks/Pedestrian  34.5% Female 40.0%
o No Response  4.5%
5 (highly desirable) ~ 11.8% Traffic/Roadways 31.8% P ° Netio
9 Lighting 26.4% B
No Response 0.9%
P ? Race/Ethnicity
Other 24.5%
. White/Caucasian 51.8%
N=110What types of new businesses  Safety 23.6% . . .
Id vou like to see? Black/African American 40.9%
ou ? ; 9
W y Signage 10.0% Hispanic/Latino 1.8%
Grocery 21.4% N=265 Asian 0.9%
Restaurant 13.8% What other reasons do Other 0.9%
Specialty Foods 12.4% you come to the area? No Response 3.6%
Fast Food 8.3% River 34.5% N=t10
Music/Books/Video 8.3% Farmer’s Market 31.8% Location Interview Conducted
b )
General Retail 6.9% Library 31.8% O’Tooles 14.5%
oth | H QS 12.7%
. o 14 9
Clothing/Appare 6.2% Other 20.0% Family Dollar 9.1%
Movie Theater 4.1% Recreation 18.2% The Forest 8.2%
Bakery 3.4% Church 10.0% TaZa 8.2%
Bars 3.4% N=161 Walgreens 6.4%
' ' Affordable Coin Laundry 6.4%
Gym/Fitness 2.1% Time of day survey conducted Exxon 5.5%
Hardware 2.1% 7:00am - 10:00am 8.2% Library 5.5%
Gift Shop/Antiques 2.1% 10:00am —1:00pm 37:3% Comic Books Store 4.5%
:00pm —5:00pm 26.4% Valero .6%
Children’s Stores 1.4% 3:00PM = 5:00P . 3
5:00pm — 7:00pm 13.6% 48 Hours 2.7%
Bowling Alley 1.4% 10:00pm — 1:00am 1.8% No Response 2.7%
Health Care Facilities  1.4% Beauty Heaven 1.8%
13 Note: respondents chose more than one re- . o
Tackle Shop 1.4% sponse. ‘Other’ included potholes and alleyways. Antique Store 1.8%
N Bus Stop 1.8%
=145 14 Note: respondents chose more than one rea- o
son. ‘Other’ included coming to area for work or The Locker Room 0.9%
to visit friends and family. Maldini’s 0.9%
25 >
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A total of 110 shopper intercept surveys were conducted between September
22" and September 28, 2011 in the Westover Hills Commercial Corridor. These
surveys were conducted from 8am to 1am by teams of two students outside
of different businesses throughout the corridor including O’Tooles, CVS,
Family Dollar, Exxon, TaZa, Walgreens and The Forest. Shoppers were asked
to state the frequency of their visits, to rate the appearance and conditions of
the commercial corridor and to make recommendations for improvements in
the district. Customers were also asked about their means of transportation,
parking, where they currently shop and what types of establishments they
would like to see in the commercial corridor. Demographicinformation such as
age, gender, race and zip code were also collected. No significant differences
in responses were found based on age, sex or race.

Over 80% of those surveyed live in the market area and most of them (84.5%)
shop in the corridor either daily(52.7%) or weekly(31.8%). Most customers
travel to and from the district by car (76.4%) or walk from surrounding
neighborhoods (29.1%). A majority of shoppers made between one and three
stops in the corridor (86.4%) and found parking to be readily available (61.8%).
Customers most often utilized the area to shop at the pharmacies (62.7%),
gas stations (54.5%), convenience stores (45.5%) and full service restaurants
(40.9%). Beyond corridor shopping options, customers stated they also came
to the area to visit the James River (34.5%), the public library (31.8%) and the
South of the James Farmer’s Market (31.8%).

Most customers (92.7%) did not perceive safety as a big issue in the
corridor rating it from average to very safe. Customers though, thought the
area was unattractive overall with a majority (73.6%) rating it from average
to not attractive at all. When asked about concrete improvements needed
in the area half of the respondents (50%) wanted to see improvements in the
visual appeal of the area followed by improvements in landscaping (40%),
sidewalks (34.5%), traffic (31.8%), lighting (26.4%), safety (23.6%) and signage
(10%). Shoppers were asked what type of businesses they would like to see
added to the Westover Hills Commercial District. The following graph shows
the types of businesses mentioned by respondents.

Grocery
21%

Restaruant

14% Specialty
Foods

12%
Music
Fast Books
Food Video General
8% 8% Retail
7% .
Movie
Theater
4% Bakery Bars
Clothing/ 3% 3%
Apparel
6%

Fitness

Health
Care Tackle
Facilities Shop
1% 1%

Hardware Children's
2% Gifts/ 1%

Antiques Bowling
2% 1%
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WESTOVER HILLS MERCHANT SURVEY

Hello, how are you today? My name is
Student from the Department of Urban and Regional Planning at VCU. On
request of Council President Kathy Graziano, The Walks at Westover Merchants
Association and the Westover Hills Neighborhood Association | am conducting
a survey to gather data for a commercial revitalization plan for the Westover
Hills Commercial Corridor here along Forest Hill Ave and Westover Hills Blvd.

and I’m a Graduate

| would like to set up a 10 minute appointment with you to ask you some
questions about your business and the commercial district in general. When
would be a good time? None of your individual answers or information
specifically about your business will be distributed or published.

If you have any questions regarding this survey or the project in general you
can contact our Professor, Courtney Mailey (804-239-4970) or Council President
Graziano’s office (804-840-0315).

Interviewer Name:
Date:

Merchant Name & Position:

Name of Business:

Address: Phone:

Business Type:

Observations:

Types of goods/services sold

Days and hours of operation

Lk ek o E ok o R ek R ok S e R R R e e R R R e ek R R o R e e R Rk e R R R S R e R R R R e R R R e

General

1. How long have you been at this location?

2. How many employees work at this
business?

3. Are you satisfied with the level of maintenance in your building?

Yes No
| don’t know

Somewhat

Why?

4. Are you a member of the Walks at Westover Merchants Association?

yes no

Why?

5. What are the top 3 advantages of being located
in the Westover Hills Commercial district?

1)
. 2)
Willing to meet/talk? Yes No
3)
27 7
Appendirx




Westover Hills Comumercial District Revitadigation Plawy

6. What are the top 3 disadvantages of this location?
1)
2)
3)

7.0n a scale of 1 to 5 (one being a big issue, five being not an
issue at all) is safety an issue for you in your customers?

1(saftey a big issue) 2 3 4 5(not an issue)

8. In the next five years do you plan to

Sales (Reiterate confidentiality of individual businesses and their information)
9. How would you describe the customer base of your business?

Age Gender

Race Income

Proximity(i.e. w/in a mile)

Comments

10. Have your sales gone up, down, or remained the same over the past year?

up by %

stayed the same

don’t know

refuse

Parking

11. Do you own your own parking spaces? yes no

If so, how many spaces?

12. Would you be supportive of shared parking in the commercial district?

yes no maybe I don’t know
Advertising
13. How do you advertise your business? (e.g.
television, radio, print, online, etc)
14. Do you participate in joint advertising with
other businesses along the corridor?
yes no maybe don’t know
If not would you be interested in this possibility?
yes no maybe don’t know
Visioning

15. What is one way you would improve this commercial
corridor to draw more business to the area? (if they answer
parking, ask for another improvement3939)

16. What are the greatest obstacles to this improvement?

17. What new businesses would you like to see here
in the Westover Hills Commercial Corridor?

Thank you for you time!
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Business Type, Types of goods and services
and Days and hours of operation were not
answered thoroughly.

1. How long have you been at this location?
¢ Less than 1year
* 1to 5 years

e 6to 10 years
*11t0 20 years

e 21t0 30 years

® 310r more years

5%
15%
25%
15%
10%
30%

N=20

2. How many employees

business?
°1 10%
2 15%
3 10%
5 15%
°*6 10%
o7 10%
8 10%
°9 5%
*10 5%
*20 10%
N=19

Average is 3.74 employees per business

work at this

3. Are you satisfied with the
maintenance in your building?

e Yes 40%
e NoO 30%
e Somewhat  25%
e | don’tknow 0%
e No answer 5%

N=20

4. Are you a member of the Walks at

Westover Merchants Association?

e Yes 424%
e No 57.8%
N=19

5. What are the top three advantages
of being located in the Westover

Hills Commercial District?
e [ ocation

e Favorable neighborhood

40.2%
28.5%

¢ Affordable space for business 9.5%

e Steady traffic pattern
e Diverse businesses
¢ Walkability

e Schools

14.2%
2.3%
2.3%
2.3%

N=20

6. What are the top three disadvantages
of being of this location?

e Maintenance of Commercial District

e Aesthetic of buildings and streetscape
e Perceptions of crime

e Loitering during the day and evening

e Most commuters do not stop to shop

6.4%
12.9%
2.5%

9.6%
6.4%

e Traffic moves much faster than the posted speed

limit
¢ Not good for pedestrians
¢ No anchor businesses
¢ Not enough quality businesses
e Parking
e Location
e Unfriendly neighborhood

e No camaraderie among businesses

9.6%
6.4%
3.2%
3.2%
9.6%
3.2%
3.2%

3.2%
N=14

7.0n a scale of 1to 5 (one being a big issue and five
being not an issue at all) is safety an issue for you?

1. 11.1%

2. 1.1%
3: 44.4%
4. 11.1%
5. 22.2%
N=18
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8. In the next five years do plan to:

e Expand

e Sell your business and retire
e Sell my business and close

e Stay the same

e Relocate

9. How would you describe the
customer base of your business?

* Age

Under 18 15%
19 to 25 13.3%
26 to 35 16.6%
36 t0 45 18.3%
46 to 55 20%

55 and over 16%

N=16
e Gender
Male 48%
Female 52%
N=19
® Race
White 57.8%
Black 42.1%
N=19

31.25%
12.5%
6.25%
43.7%
6.25%
N=16

® Income
$30,000 and below 12%
$31,000 t0 $40,000 20%
$41,000 to $50,000 16%
$51,000 to $60,000 20%
$61,000 to $70,000 16%
$71,000 and up 16%
N=7
* Proximity
Within one mile 41.6%
Within 2 miles 16.6%
Regional 41.6%
N=12

10. Have you sales gone up, down,
or remained the same over the

past year?

* Up 24%

e Down 59%

e Stayed the same 17%
N=17

11. Do you own your own parking
spaces?

* Yes 68.4%

* No 31.5%

eHow many spaces (if vyes)
average 16 spaces per business?

N=19

12. Would you be supportive of
shared parking in the commercial
district?

e Yes 83.3%
* No 31.5%
e Maybe 10.5%
e | don’t know 5.2%
N=19
13. How do you advertise your
business?
¢ Word of mouth 23.6%
e Website 23.6%
e Print advertising 21%
¢ Social media 18.4%
* Yellow pages 10.5%
e No answer 2.6%
N=20

14. Do you participate in joint
advertising with other businesses
along the corridor

* Yes 10.5%
e No 73.6%
e Maybe 5.2%
e | don’t know 5.2%
¢ Did not answer 5.2%
N=19
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Would you be interested in the possibility?  Funding 15.3%
a. Yes 42.1% e Lack of crosswalks 7.6%
b. No 21% e Lack of city support and their money for improvements
c. Maybe 21% 7-6%
d. 1 don’t know 5.2% * Traffic 7.6%
e. Did not answer 10.4% e Lack of walkability 7.6%
N=19 e Economy 7.6%

N=12

15. What is the one way you would improve this commercial corridor to draw 17. What new businesses would you like to see here in the Westover Hills

. . I
more business to the area? Commercial Corridor?

e Specialty food market / grocery store 21.4%

e Improve the look of the area 20%
e Clean up the area 12% * Fast food 17.8%
* More upscale stores 8% * Hardware store 7:1%
* Streetscape improvements 12% * Upscale retail 7:1%
e More interaction with neighbors 4% * Bakery 7%
e Have an identity 4% * Gift shop 3.5%
* More businesses 4% * Toy store 3.5%
e Attract more family oriented businesses 4% * Bookstore 3.5%
* Better facades 4% e Gym 3.5%
* More security 4% * Candy store 3.5%
e Educate current businesses to attract * Clothing Store 3.5%
customer and improve business practices 4% * Art Gallery 3.5%
* Better lighting 4% * Theater 3.5%
N=17 e Antique store 3.5%
16. What are the greatest obstacles to this improvement? * Live music 3.5%
* Negative perception of the area 15.3% N=15
e Poorly maintained buildings 15.3%

e The lack of interest in the Merchant’s

Asspciation 15.3%
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Merchant Survey Results Summary

The study team has currently interviewed 18 merchants in the Westover Hill
Commercial District. The merchants have been in business from as little as
one year to as long as over 45 years. The businesses are diverse and represent
retail, services, convenience stores and various types of restaurants. The
Merchants currently employ an average of five people at their businesses.
Half of the merchants interviewed feel safe in the commercial district. The
remaining merchants are concerned about the safety of their customers and
their business.

Most businesses are experiencing steady sales and appear to have a positive
outlook about the future of their business. Five of the merchants interviewed
are planning to expand their business, seven are planning to maintain their
current ventures, two business owners are making plans to retire and one
owner is considering a relocation.

Carytown and the Fan. Additionally, the merchants remarked that the
steady flow of traffic is a benefit for their business and some chose the
location because of the steady traffic throughout the day.

The merchants reported that maintenance of the Westover Hills Commercial
District is the leading disadvantage in the area. The merchants specifically
mentioned the aesthetic of buildings and streetscape as a problem that affect
the perception of the area as run down and aged, 53% of the merchants are
not satisfied with the maintenance of their building. The second largest
disadvantage the merchants reported is the perception of crime in the area,
loitering during the day and evening is a concern for the business owners.
Fast moving traffic is an additional concern for the business owners and the
merchants interviewed believe that most commuters do not stop to shop.
They also consider the traffic on Forest Hill and Westover Hills Boulevard traffic
moves much faster than the posted speed limit.

The merchants interviewed reported their customers to span every generation
and most customers are from the surrounding neighborhood. A few
merchants have a regional draw and have a specific clientele. The restaurants
trended towards a clientele above the age of 40 years and an income above
$50,000.00 annually. Seven of the eighteen merchants surveyed are members

of the merchants association. Most did not give a reason why they chose not
to be members of the association.

Advertising
61% of the merchants surveyed use their website and social media to advertise.

54 % use printed advertising in local publications such as, direct mail,
neighborhood newsletters, and local newspapers.

62% advertise through “Word of Mouth” for new customers.

Most Merchants do not participate in group advertising but would consider
that method if it were available.

Many of the merchants reported they would like a specialty grocery store in
the Westover Hills commercial district. Additional suggestions include more
retail space such as clothing and furniture stores, a bakery, options for live
entertainment and more restaurants.

The merchants that participated in the survey said one way they would improve
the commercial corridor to draw more business would be to give a face-
lift to the properties and the neighborhood to improve the identity. Other
suggestions include improving the Westover Hills Merchant Association to
encourage more businesses to join as members. Almost all of the merchants
agreed there needs to be streetscape improvements to encourage potential
customers to stop and shop rather than keep driving past businesses.

It appears that more businesses have chosen not to participate in the survey at
this point than have participated. Thereis adisconnect betweenthe businesses
south of Foresthill Avenue on Westoverhills Boulevard. It was reported by
the businesses surveyed in that area that they all feel disconnected from the
community and not part of the area. One example that speaks volumes is a
day when an employee from Family Dollar needed change for the register and
neighboring businesses were not willing to assist. The businesses in that area
serve a demographic that appears to be younger and lower income however
their sales have remained steady and some have reported an increase in sales.

Parking is considered a marginal problem, 9 out of 18 merchants surveyed own
their parking spots. Seven said they would support shared parking in the area,
five reported they would not support shared parking in the area and five were
indifferent about the option one merchant chose not to answer the question.
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PROPERTY OWNER SURVEY

Hello, how are you today? My name is and I’'m a Graduate
Student from the Department of Urban and Regional Planning at VCU. On
request of Council President Kathy Graziano, The Walks at Westover Merchants
Association and the Westover Hills Neighborhood Association, | am conducting
a survey to gather data for a commercial revitalization plan for the Westover

Hills Commercial Corridor here along Forest Hill Ave and Westover Hills Blvd.

| would like to set up a 10 minute appointment with you to ask you some
questions about your property and the commercial district in general. When
would be a good time? None of your individual answers or information
specifically about your property will be distributed or published.

If you have any questions regarding this survey or the project in general you
can contact our Professor, Courtney Mailey (804-239-4970) or Council President
Graziano’s office (804-840-0315).

Interviewer Name: Date:

Property Owner Name:

Contact Information:

Address of Property(ies:)

Willing to take interview? Yes No

LR R R kR R R ok ok R R R ok R R R R R R R R e ok R R R R R R R R R o R R R R R R R R ok R R R o
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1. How many properties do you own in the Westover Hills commercial district?
2. How long have you owned your properties?
3. Do you occupy any of these buildings?
a. yes
b. no
4. If you are leasing, how has rent changed?
a. Increased
b. No change (considering inflation)
c. Decreased
d. Not leasing
5. Are you planning on selling your property(ies) in the next 5 years?
a. Yes
b. No
¢. Unsure

6. Do you have any major improvements planned for your property? If so, what
improvements and when?

7. How often do you get maintenance requests by the tenant(s)?
a. once a year or less
b. 2 -3 times a year
C. 3-5timesayear

d. more than 5 times a year

M

. not applicable (owner occupies building)

8. Do you think that the following characteristics of Westover Hills commercial
district are better or worse than 5 years ago (or since you acquired property if
less than 5 years ago)?
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Check the appropriate box.

Much
Better

Slightly [ No
Better Change

Much
Worse

Slightly
Worse

Overall appearance

Cleanliness

Perception of safety

Crime

Economic vitality

Rental demand
for the district

9. Name the top three advantages of owning property in the Westover Hills
commercial district.

1.
2.
3.

10. Name any disadvantages of owning property in the Westover Hills
commercial district.

11. Name any improvements you would like to see in the Westover Hills
commercial district.

12. What kind of new businesses do you want to see the district?

13. Would you have bought the property today if it were available? (please
elaborate)

a. Yes
b. No
c. Don’t know

d. Didn’t answer

M

. Why or why not?

1. How many properties do

you own in the Westover

Hills Commercial District?

1 86%
2 14%
No Response 0%

N=7

2. How long have you

owned your properties?

1- 5 years 29%
6 - 15 years 0%
16 - 25 years 29%

26 - 35 years 0%

36-49years 14%
50+ years 14%
No Response  14%

N=7

3. Do you occupy
buildings?

Yes 43%
No 57%

No Response 0%

any of these

4. If you are leasing, how has rent

N=7
changed?
Increased 14%
No Change 29%

Decreased 0%
Not Leasing 57%

No Response 0%

N=7

5. Are you planning on selling your
property(ies) in the next 5 years?

Yes 0%
No 71%
Unsure 29%

No Response 0%

N=7

6. Do you have any major improvements

planned for your property? If so, what

improvements and when?

Yes 43%
No 57%
No Response 0%

N=7

7. How often do you get maintenance
requests by the tenant(s)?

Once a year or less
2-3 times a year
3-5 times a year

5+ times a year
Not Applicable

No Response

14%
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8. Do you think that the
following characteristics of
Westover Hills commercial
district are better or worse
than 5 years ago (or since
you acquired property if
less than 5 years ago)?

Appearance
Much Better 0%
Slightly Better 29%

No Change 14%
Slightly Worse  43%
Much Worse 0%
No Response  14%
N=7

Cleanliness

Much Better  14%
Slightly Better 29%
No Change 0%
Slightly Worse 29%
Much Worse 0%

No Response  29%

Safety

Much Better 0%
Slightly Better 43%
No Change 14%
Slightly Worse 14%

Much Worse  14%
35

No Response

Crime

Much Better
Slightly Better
No Change
Slightly Worse
Much Worse

No Response

14%
N=7

14%
43%
14%
14%

0%

Economic Vitality

Much Better
Slightly Better
No Change
Slightly Worse
Much Worse

No Response

Rental Demand
Much Better
Slightly Better
No Change
Slightly Worse
Much Worse

No Response

14%
14%

0%

0%
29%
0%
29%
29%
14%
N=7

12. What kind of new businesses

do you want to see the district?

Retail 18%
Grocery 18%
Bakery 18%
No Response 9%
Restaurant 9%
Fast Food 9%
Specialty Food 9%
Flower Shop 9%
N=1

13. Would you have bought
the property today if
it were available?

Yes
No
Don’t Know

No Response

71%
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Over a period of two weeks in October, 2011, 17 property owners in the
Westover Shopping District were contacted by phone, email and in person
for the Property Owner survey. Of those contacted, 7 responded, giving a
response rate of 41%, which is above what is generally required for statistical
significance. The following is a summary of those responses that were received.

The majority (86%) of property owners surveyed own one property in the
district, with the remaining 14% owning two properties. There is a range of
time that property owners have held their properties, extending from the
short term (1-5 years; 30%), mid-term (16-25 years; 30%) to the long term (36—
50+ years; 30%). The majority of property owners (57%) do not occupy their
properties, but a significant number (43%) do occupy their properties, showing
there is not a substantial imbalance of absentee ownership among those
property owners surveyed.

Of those leasing, there has generally been no change in rent. However, 57%
of those surveyed were not leasing their properties and therefore could not
comment on rent change. The large majority (71%) does not plan to sell in the
next 5 years, but 30% of respondents responded as “unsure”, due generally to
the economy. One property owner explained that the current merchant wants
to buy the building but the owners are not sure if they are ready to sell.

The majority of owners (57%) are not planning any major renovations, although
some owners do plan to do exterior work, such as painting the building, or
minor interior renovations. Those owners that are responsible for maintenance
(43%) usually receive maintenance requests three times a year or less.

Property owners were asked to rate the current appearance, cleanliness,
safety, crime, economic vitality and rental demand in the district in comparison
to when the property was first purchased. Overall, property owners felt

appearance, economic vitality and rental demand has gotten slightly worse
while safety and crime has improved. Ratings for cleanliness were mixed.

Appeadrance: Many (43%) property owners feel the appearance of the district
has gotten slightly worse, although as one property owner noted “the area is
now coming back up”.

Cleanliness: The rating of cleanliness was mixed, with about 30% of respondents
feeling that it has gotten slightly better and 30% feeling that it has gotten
slightly worse. One property owner explained that the cleanliness of the area
fluctuates, and could be better or worse at any given time.

Safety: Many property owners (43%) feel that safety has improved slightly,
while 28% feel that safety has gotten worse. Property owners noted that this is
generally due to perceptions and not necessarily reality, and the high volume
of traffic through the area.

Crime: The majority of property owners (57%) feel crime has gotten slightly or
much better, and none feel that is has gotten much worse, although 14% feel it
has gotten slightly worse.

Economic Vitality: The majority of property owners (71%), feel economic vitality
of the area has gotten slightly worse. Property owners explained that this is
due in general to the economy and a drop in sales, although the area has also
lost some businesses, such as the major office tenant that was once there.

Rental Demand: The majority of respondents (60%) feel that rental demand has
either gotten slightly or much worse, with 30% believing it has gotten slightly
better. Again, respondents explained that this drop in demand is due to the
economy and loss of some tenants.

Types of New Businesses, Advantages, Disadvantages and Improvements for
the District

Property owners wished to see a variety of new businesses, including grocery
(18%), specialty retail or “boutiques” (18%), specialty food such as a bakery and
coffee shop (27%), or more fast food and restaurants (18%), or a flower shop
(9%). This generally matches with the new businesses shopper would like to
see, although no shoppers specifically mentioned a flower shop.

Property owners noted several advantages to being in the district, including
the location — namely its proximity to downtown, “good neighborhoods” and
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alarge volume of traffic; the availability of City services, lower tax assessments
and the feeling that the “City has been responsive to our concerns”; and finally
the existence of a “good business community”.

Some of the main disadvantages noted include safety, street and alley litter, a
lack of tax incentives for capital improvements, challenging real estate market
overall, a shortage of parking, poor accessibility and high competition from
other areas.

The majority of property owners (71%) would buy their property again if
given the choice today. Property owners cited the good location, lower tax
assessments in the City, large volume of traffic that passes through, and a
feeling that it is “a good investment” as their reasoning. Those that would not
buy again feel that the accessibility of the area, such as parking and ingress/
egress, is an issue.

Property owners wish to see a number of physical, organizational, and
promotional changes in the area. Respondents expressed a desire to change
the “Walks of Westover” name; create a unified storefront and improve
facades; perform a general clean up of litter, grass and weeds; improved
lighting, parking, and alley ways; better police protection; and a need “to
get owners to work together”. Some property owners (29%) feel there are no
improvements that need to be made.
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WESTOVER HILLS FOCUS GROUP INSTRUMENT

Focus groups are a qualitative data collection technique in the form of
structured group conversations or interviews used to obtain detailed
information about a specific topic (Creighton, 2005; Kreuger & Casey, 2000;
O’Sullivan et al., 2008). Successful focus groups target between seven and ten
participants, last no longer than ninety minutes and go in depth on five to eight
open-ended questions. (Creighton, 2005; O’Sullivan et al., 2008). Focus group
moderators should listen for themes to emerge in response to the open ended
questions; agreement among participants usually reveals significant themes
andinteraction between participants canreveal new ideas. Researchersshould
know the limitations of focus groups, namely, the possibility of ‘groupthink,’
the difficulty of going in depth and the inability to parse individual respondents
from one another (O’Sullivan et al, 2008; Kruger & Casey, 2000; Rubin & Rubin,
1995). If participants agree, focus groups should be recorded with audio or
video equipment for more full use of the research.

The Westover Hills Commercial District along Forest Hill Avenue has a number
of constituencies that could be probable participants in focus groups. Since
we are looking to use focus groups to add qualitative insight from the ‘experts’
that live and work in the neighborhood, we should make a concerted effort
to have a diversity of perspectives in each group if possible. This means
both working through the established channels of the Neighborhood and
Merchants Associations, and seeking out people who are not involved in either
organization. Twelve participants should be invited to attend each focus group
with the hope that at least seven will show up for each session (Creighton,
2005).

1. Pens and paper for each participant
2. Name tags

3. Recording device

4. Flip Chart with “ground rules” listed
5. Time-keeping device (watch, phone, etc.)
6. Pitchers of water

7. Snacks/food of some sort

Space was reserved in at TaZa and the library with a table large enough to seat
all participants so that they are facing one another. Establishing this space in
a private room in a local restaurant is ideal so that participants will have food
and drink available for them during the lunch hour when we are planning to run
these focus groups. We should discuss the possibility of food/snack donation
with the restaurant when requesting to reserve these rooms. If no donation
is possible we should utilize the funds, not to exceed $100.00 in total, from
Council President Graziano’s office to provide snacks. If a restaurant does not
work, we should then look to use the public library on Westover Hills Blvd. or
aresident’s home.

Two students will be tasked with facilitating each focus group. One student
will play the main moderator role and the other will be the primary note
taker and time keeper for the session. Both students should be prepared
to speak to clarify questions and respond to participant requests that may
arise throughout the focus group session. Both students should have good
interviewing skills and be capable of interacting with participants without
showing any bias (Creighton, 2005). Students should dress professionally
and arrive at the location at least half an hour early to greet all participants.
Before conducting a focus group, students should review Omni Institute’s
Focus  Group  Toolkit  (http://www.omni.org/docs/FocusGroupToolkit.
pdf) specifically the “difficult situations” section starting on page 20.

Questions

This section includes 12 possible open-ended questions that could be utilized in
the focus groups. Through student and instructor input, these questions (and
possible others)shouldbe ordered frommostimportanttoleastimportant. The
top five questions should definitely be asked at both focus groups conducted.
38
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Moderators should have a list of all of these questions with them at the focus
group in case consensus quickly develops on the established five questions
Note: In all questions “neighborhood”
refers to both the residential and commercial portions of Westover Hills.

and there is time to move along.

What do you like most about your neighborhood?

What do you want Westover Hills and this commercial corridor to look like in 5
years? In 10 years?

How would you describe the “character” of the neighborhood?
How often do you shop locally on this corridor? For what types of items?
How would you “brand” the Westover Hills Commercial Corridor?

What types of businesses would you most like to see fill the vacant buildings
along the corridor? Why?

These are not.

Is Westover Hills a destination for shoppers from the neighborhood? From
outside the neighborhood?

What is the biggest thing missing from the commercial corridor? What in your
opinion would make it more of a destination?

Do you feel safe walking along the commercial corridor during the day? Why
or why not? Do you feel safe walking along the commercial corridor at night?
Why or why not?

If you could change one thing about the neighborhood, what would it be?

Where along the business corridor do you see the most need forimprovement/
development/upgrade?

What would you do to draw more attention to the amenities and assets of
Westover Hills?

Each of the focus groups is to be conducted from 11:00am to 12:00/12:30pm. |
suggest a full 9o minutes for each focus group.

10:30am - Student facilitators arrive at location, prepare room and test
recording equipment.

10:50am - Arrival of focus group participants. All participants should be
provided name tags if they care to use them. (Note: Invitations should suggest
participants arrive 10 minutes prior to the start of the session so that we can
start promptly at 11:00am).

11:05am - Student facilitators welcome the group and briefly explain why we
are conducting this research by using language from the course description
and the letter provided by Council President Graziano.

11:10am - Introductions. Going around the table, focus group participants
introduce themselves to one another, by stating their first name, where they
live, and how they are associated with the Westover Hills Commercial District.
Participants do not have to introduce themselves or wear a name tag if they
don’t want to.

11:20am - Main student facilitator explains the “ground rules” (adapted from
the Omni Institute’s tool kit) for the focus group:

There are no right or wrong answers to any of the questions being asked
Everyone’s opinions and ideas are important; both positive and negative
Women’s and men’s ideas should be represented and respected equally
Only one person talks at a time

Facilitator then asks if participants have any ground rules that should be added
and adds them to the list if so.

11:30am - Focus group questions begin. Student facilitator guides the
discussion and second student takes detailed notes of the conversation.
Facilitator should be mindful to ask follow-up questions, let conversation
develop and confirm responses of participants to make sure we are accurately
hearing what they are saying. Approximately 10 minutes should be spent on
each of the five established questions from the above list and note taker is
responsible for keeping an eye on time.
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12:20pm - Student facilitator notes that there are ten minutes left and asks
participants if they have anything to share about the neighborhood that they
think is important that wasn’t discussed over the previous fifty minutes.

12:30pm - Student facilitator wraps-up the focus group and thanks participants
for their participation.

We want your insight! You’re invited to attend a focus group to discuss your
thoughts about the future of the Westover Hills commercial corridor. Your
assistance to graduate student researchers from VCU’s Department of
Urban and Regional Planning will be most helpful as we establish a plan for
revitalization of this historic commercial district.

We are conducting this plan upon the request of City Council President Kathy
Graziano, the Westover Hills Neighborhood Association and the Walks at
Westover Merchants Association.

What: Focus Group for the Revitalization of the Westover Hills commercial
corridor

When:

Where:

*food and drinks provided*

from 11:00am until 12:30pm

Please RSVP to by . We hope to see you soon.

Sincerely,

VCU Urban Commercial Revitalization Class

Two focus groups were conducted for the Westover Hills Commercial Corridor,
which is bordered by Devonshire Rd. on the North and Clarence St./Dunston
Ave. on the South; 47% St. on the East, and Jahnke/Prince Arthur Rd. on the
West. One was composed of residents that lived North of Forest Hill Avenue,
the other of residents that lived to the South. Among the attendees, were
officers and members of the Westover Hills Neighborhood Association and
both long- and short-term residents. Focus Group participants were invited
because they were active members of the community.

This document summarizes the attitudes that were shared among participants
in both groups, and also demonstrate the differences in opinions that arose.
The questions posed to participants concerned shopping habits, perception
safety, opinions of the commercial district, and recommendations for
future improvements. The most common recommendations were aesthetic
enhancements, neighborhood modifications, and opening new, locally owned
establishments that would draw a greater customer base.

Participants in both meetings stated that they liked the restaurantsin the area.
O’Toole’s pub and Taza coffee shop were specifically mentioned. Residents
generally appreciated the “neighborhood feel” of the area, but agreed that
it is not recognized as a viable shopping district. CVS, local restaurants, and
the library are all regularly visited by residents for convenience goods, but
specialty items are not available in the corridor. Both groups strongly agreed
that the area lacks the aesthetic appeal necessary for success. Some factors
discussed are vacancy and lack of desirable shopping options; participants in
both focus groups were curious as to the success of local businesses.

Residents in both groups repeatedly expressed a desire to make the area
more eclectic, but some hoped to keep it a secret; primarily supported by local
residents. The neighborhood is held in much higher regard than the shopping
district and participants agreed that the commercial corridor should reflect the
diversity of the area - quirky and clean, with colorful facades; eliminating the
current “mismatch” and lack of character. Both groups suggested moving Taza
coffee shop to the front of the building it currently occupies. The possibility
of corporate restaurants or stores was frowned upon; residents want to see
local entrepreneurs with unique ideas; residents cited Carytown and Bellevue
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as local corridors to imitate.

When asked what kind of businesses they hoped to see in the area, grocery
stores made the top of the list. Support for a week-long farmers’ market
and/or a specialty food store arose from both groups, as did suggestions for
a bait shop, bicycle shop, and sports/outdoors store. Residents felt that the
commercial district could capitalize on the river and the South of the James
Farmers’ Market to fill the vacant buildings. Residents envision the future
of the corridor as safe and pedestrian-oriented; lined with street trees and
colorful building facades; and filled with eclectic, locally-owned shops.

The opinion of public safety among the participants was positive, at least
during the day. Members of both groups felt fairly safe, but cited panhandling
in the area as a growing problem. The Exxon station and 48 Hours store were
both perceived as unsafe places by some participants. Aestheticimprovements
were suggested as a way to improve the perception of security. Busy roads and
crosswalks, and street lighting were also brought up as safety issues.

Although there was generally consensus between participants, some strong
differences presented themselves. Residents from the North side of Forest Hill
Avenue saw the South side as an undesirable area; some did not even consider
the South side as part of the commercial corridor. Participants differed in their
opinion of the safety of the corridor at night, as well as the safety of the Exxon
gas station. Disagreement also arose concerning the commercial draw of the
district. Some support making it a regional shopping destination, but others
would like to see it supported locally and kept a secret.

There is extensive support for local business, and much agreement on what
kinds of establishments should fill the area. All residents want to watch the
district thrive financially, and have similar opinions on the approach that should
be taken.
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APPENDIX C:
RETAIL MARKET
ANALYSIS
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MARKET AREA

Market Area Map
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Source: Urban Commercial Revitalization, Fall 2011

Market Area Demographics

For the purposes of this analysis, the market area is defined as those Census
tracts within a five-minute drive time from the Westover Hills Shopping
District. The market area consists of six Census tracts: Tract 603, Tract 605,
Tract 606, Tract 710.01, Tract 710.02 and Tract 711. The demographics of this
area help paint a picture of the potential shopper, in other words it begins to
describe the market that the district can capture. The following is a snapshot
of important demographic trends and conditions in the Westover Hills market
area.

Generally, the population in the market area has been stable over time.
Between the years 1990 and 2000 the market area experienced a slight decline
in population, a loss of 1.6%, which was less than the overall rate of decline
for the City at -2.6%. However, during this time there were pockets of growth
and decline within the market area (see Chart 1). Tract 710.01 experienced the
highest rate of decline, at -9.7%, while Tract 606 had the most growth at a
positive growth rate of 6.2%. Tracts 603 and 710.02 also experienced decline,
while Tracts 605 and 711 gained population.

POPULATION TRENDS 1990 - 2000

Recent estimates show that the market area’s population is growing once
again, with an estimated total population of 24,146 in 2009 or a 4.6% increase
in total population from 2000 to 2009% .

Chart 1: Rate of Population Change 1990 — 2000

% Change

8.00%

6.00%

4.00% I 603

2.00% I W 605

0.00% , , , , N ® 606
605 606 710,01 7

-2.00% 903 2711 Gty m71001
-4.00% +— = 710.02
-6.00% =711

_ 0,

8.00% City
-10.00%
-12.00%

Source: Richmond City. City of Richmond 2000 Census Report #1. Richmond: Department of

Community Development, 2001.

15 NOTE: 2005 — 2009 American Community Survey Data are based on a sample and are subject to
sampling variability. The degree of uncertainty for an estimate arising from sampling variability is rep-
resented through the use of a margin of error. The value shown here is the 90 percent margin of error.
The margin of error can be interpreted roughly as providing a 90 percent probability that the interval
defined by the estimate minus the margin of error and the estimate plus the margin of error (the lower
and upper confidence bounds) contains the true value. In addition to sampling variability, the ACS
estimates are subject to non-sampling error. The effect of non-sampling error is not represented in
these tables.
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The market area has a similar age distribution to that of the City, although the
population in the market area is slightly older than that of the City. The market
area has a lower percentage of children under the age of 19 than the City (21%
versus 25%) and a slightly higher percentage of persons above 35 years (51%
versus 48%). The largest cohort in both the City and the market area following
the Under 19 age group is the 25 - 34 year age group, accounting for 20%
and 18% of the population, respectively. The market area has a slightly lower
percentage of 20 — 24year olds (7%) than the City (9%), although for both areas
this is the smallest cohort.

Similar to the findings of the 1993 Shopper Profile report, the southwestern
portion of the market area has a greater percentage of young families, ages 25 -
34, many with children under 19 (see Chart 3). Likewise, as noted in the Shopper
Profile report, the central and east-central area has the highest percentage of
older residents, above 65 years, as well as the highest percentage of those in
the 25 - 34 age groups. This mix suggests a continued trend of new families
moving into the homes of older homeowners that are transitioning out, with
many other older residents remaining.

Though the market area does have a slightly older population than the City,
preliminary discussions with residents suggest that young families with
children are an underserved market. In fact, across the district they are the
second largest group.

The market area consists of two main household types: Householder living
alone (nearly 50%) and married couple families (25%). Compared to the City,
the market area has a lower rate of single female-headed households with
children (27% versus 21%). This again suggests that the area consists of families
with children and older residents living alone.
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The average household income for the market area is $40,956, which is much
higher than the average income for the City of $37,735. However, this number
masks significant disparities in the median incomes across the market area
(see Chart 5). The western areas have the highest median incomes, with Tract
606 representing 210% of the Richmond median income. The eastern area has
the lowest median income, at 47% of the City average, with the central and
south-western areas around 80% of the area median income.

Chart 5: Median Household Income by Tract, 2005 - 2009 American Community Survey

Median household income in the past 12 months
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TENURE

The market area has a mix of tenures, with a majority of the households (58%)
being renter occupied. This is significantly higher than the City average of 52%
renter-occupied housing. Again, this statistic looks different across the district,
with Tract 606 having the highest rate of owner occupied housing (84%) and
Tract 710.01 having the highest percentage of renter occupied housing (81%).

Chart 6: Housing Tenure by Tract, 2005 -2009 American Community Survey
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RACE AND ETHNICITY

The market area consists of primarily African American (48%) and White (43%)
residents, with persons of two or more races (4%) and Asian (3%) residents
being the next largest groups. Across the area there are differentiations, with
Tract 606 being more than 85% White and Tracts 603, 710.01 and 710.02 being
more than 58% African American. Tracts 605 and 711 are close to the average

Tract 605 88% for the market area.
Tract 711 133%
Tract 606 210%
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Market Area
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Persons of Hispanic origin make up a slightly higher percentage (4.8%) of
the market area population than in the City as a whole (4.5%). The south-
western portion of the district has more than double the average of persons
of Hispanic origin, representing 9% of the population in Tract 710.01 and 11%
of the population in Tract 710.02. This reflects the recent trend of persons of
Hispanic origin settling in the southern areas of the City and northern parts of
Chesterfield County.

Chart 9: Percent of Population of Hispanic Origin by Tract, 2005 2009 American
Community Survey
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Household $5000 $10,000 $15,000 $20,000 $30000 $40,000 $50,000 $70,000 Commuters2 | Farmers Riverg Potential
Income to to to to to to t0 69,999 and over’ Market3 Expenditure
Range $9,999 $14,999 $19,999 $29,999 $39,000 49,999
Category Average Annual 18297 19909 24935 29158 35556 40616 47966 80708 35556 35556 35556 403813
Expenditures
Number of 1064 993 721 1681 1245 1215 1680 2560 190 210 250 11809
Households 2009
Total Expenditures 19468008 19769637 17978135 49014598 44267220 49348440 80582880 206612480 6755640 7466760 8889000 510152798
Item
Food at Home 2307816 2228292 1824851 4701757 3779820 4122495 6199200 13112320 337782 373338 444450 39432121
Grocery 0.65 1500080.4 1448389.8 1186153.15 3056142.05 2456883 2679621.75 4029480 8523008 219558.3 242669.7 288892.5 25630878.65
Convenience 0.25 | 576954 557073 456212.75 1175439.25 944955 1030623.75 | 1549800 3278080 84445.5 93334.5 11112.5 9858030.25
Specialty (Deli, Bakery, Open Air Market...) 0.1 230781.6 222829.2 182485.1 470175.7 377982 412249.5 619920 1311232 33778.2 37333.8 44445 3943212.1
Food away from home 961856 882777 836360 2035691 2299515 2578230 4391520 11084800 67556.4 74667.6 88890 25301863
Sit Down Restaurants 0.25 240464 220694.25 209090 508922.75 574878.75 644557.5 1097880 2771200 16889.1 18666.9 22222.5 6325465.75
Fast Food 0.75 721392 662082.75 627270 1526768.25 1724636.25 1933672.5 3293640 8313600 50667.3 56000.7 66667.5 18976397.25
Alcoholic beverages 140448 127104 114639 292494 378480 400950 764400 1863680 33778.2 37333.8 44445 4197752
Household Operations 302176 375354 329497 818647 764430 866295 1559040 4864000 202669.2 224002.8 266670 10572781
Personal services 0.65 196414.4 243980.1 214173.05 532120.55 496879.5 563091.75 1013376 3161600 131734.98 145601.82 173335.5 6872307.65
Other household expenses [ 221312 282012 261002 633737 586395 637875 1086960 2974720 67556.4 74667.6 88890 6915127
Laundry 0.25 55328 70503 65250.5 158434.25 146598.75 159468.75 271740 743680 16889.1 18666.9 22222.5 1728781.75
Dry Cleaners 0.1 22131.2 28201.2 26100.2 63373.7 58639.5 63787.5 108696 297472 6755.64 7466.76 8889 691512.7
Housekeeping supplies
Laundry and cleaning supplies 97340.04 98848.185 107868.81 196058.392 177068.88 148045.32 241748.64 619837.44 27022.56 29867.04 35556 1779261.307
Other household products 97340.04 158157.096 125846.945 343102.186 265603.32 345439.08 483497.28 1239674.88 40533.84 44800.56 53334 3197329.227
Postage and stationary 77872.032 79078.548 71912.54 196058.392 177068.88 148045.32 322331.52 826449.92 27022.56 29867.04 35556 1991262.752
Housekeeping furnishings and equipment 596904 483591 506142 1250664 1264920 1351080 2321760 6837760 o o o 14612821
Household textiles 0.1 59690.4 48359.1 50614.2 125066.4 126492 135108 232176 683776 [ o [ 1461282.1
Furniture 0.1 59690.4 48359.1 50614.2 125066.4 126492 135108 232176 683776 [¢] [¢] [ 1461282.1
Floor coverings 0.1 59690.4 48359.1 50614.2 125066.4 126492 135108 232176 683776 o o o 1461