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Executive Summary
Retail Sales Capture in Santa Clarita Valley
• Old Town Newhall’s future health is dependent upon the City’s retail sales 

capture.
• Taxable sales data shows continued leakage of discretionary retail sales 

from the Santa Clarita Valley.  Even with unincorporated areas included, the 
Valley still experiences significant sales leakage.

• A potential discretionary shopping/dining/entertainment district such as Old 
Town Newhall needs the entire City to perform well in discretionary 
categories.

• The more reasons that residents have to do most of their shopping in the 
Santa Clarita Valley, the more districts like Old Town will benefit.

Key Demographic Characteristics
• The area nearest Old Town Newhall currently has demographics which are 

less appealing to quality retailers and restaurants than other areas of the 
Santa Clarita Valley.

• The most important characteristics – income and education, are much lower 
in the area surrounding Old Town.

• The demographics underscore the need for Old Town Newhall to be able to 
draw customers from an area beyond the local Newhall area.
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Executive Summary
Relative Over/Under Supply in Old Town
• The Old Town area has an over-abundance of local-serving uses and is  

over-supplied in categories that serve a very localized area.
• The Old Town area is under-supplied in important categories that would 

serve to increase the destination appeal of the district.
Opportunities for Significant Retail Tenants
• If Old Town Newhall were to attract a few significant medium box tenants 

not currently located within or near the southern Santa Clarita/SR-14 market 
area, the combined tenants would represent approximately 140,000 square 
feet of space.

• The addition of medium box tenants at the periphery of Old Town Newhall 
would serve to boost the destination appeal of the immediate area and help 
to create additional shopper traffic.  This would help most all existing and 
suggested merchants.

Competitive Discretionary Shopping Destinations
• When anchor department stores are added to the destination rating, 

Valencia Town Center ranks slightly higher than Northridge Fashion Center, 
but pales in comparison to larger centers such as Glendale Galleria and 
Westfield Topanga/Galleria.  This is one of the primary reasons for sales 
leakage out of the Santa Clarita Valley.

• Upper income residents must go outside the Santa Clarita Valley to shop at 
upper-end department stores such as Nordstrom, Saks, and 
Bloomingdale’s.
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Executive Summary
Movie Theaters in the Santa Clarita Valley
• The Santa Clarita Valley is one of the few market areas in California that 

has a near under-supply of movie theaters.
• Assuming that Newhall Ranch will eventually add new cinema screens, 

there is still opportunity to add a smaller (8-12 screens) cinema venue in 
Old Town Newhall.  This opportunity needs to be pursued as soon as 
possible.

• Old Town Newhall is one of two existing “people places” in the Santa Clarita 
Valley.  Town Center Drive is the other.

• All other retail and entertainment locations lack sense of place and the 
ability to attract residents with a combination of entertainment, dining, and 
shopping/strolling.

• Of course, this aspect of Old Town Newhall has a ways to go in terms of 
being a destination.  Dining is not currently the compelling anchor it should 
be, and entertainment and retail offerings are still evolving.  However, with 
the envisioned changes to circulation, parking, and physical improvements, 
Old Town has very good potential to strengthen its destination appeal to the 
Santa Clarita market area.
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Executive Summary
Profile of Existing Uses
• Old Town Newhall’s current tenant mix is heavily skewed to local-serving uses.
• Two-thirds of all Old Town retail-oriented businesses are comprised of services, 

medical/dental, non-retail, auto-related, and/or vacancies.
• Based upon visual observation, most of these appeal to residents who live within one 

to two miles
• Only one-third are businesses in categories that have potential to draw customers 

based upon a discretionary shopping trip.  Unfortunately, most of these are also very 
local-oriented as well.

• The suggested mix of merchants needs to include more shopping, dining and 
entertainment merchants if Old Town is to be able to attract higher-income customers 
who live in a wider area than just the Newhall neighborhood.

Existing/Potential Market Area
• Old Town currently has a primary trade area that approximates a five-minute drive 

time area.  This is based on the observation that most merchants are very locally-
oriented in nature (with a few notable exceptions, e.g. Roger Dunn and Billy’s).

• By creating a more compelling merchant mix, it is possible to double the effective 
drive time trade area of Old Town.  Doing so increases the trade area population from 
24,400 to 80,500, an increase of approximately 56,000 potential shoppers.

• And, if and when Old Town truly becomes a legitimate destination retail, dining and 
entertainment district, it is not inconceivable that it could draw customers from a 
fifteen minute drive time area.  This would result in an additional 183,000 potential 
shoppers.
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Executive Summary
During the past decade the City of Santa Clarita has completed several in 
depth studies of the possibilities for Old Town Newhall.  And while it may seem 
this is ample time for consideration of the myriad of issues facing policy makers 
good planning requires considerable thought.  Throughout all of this growing 
body of literature utilizing the best in planning standards, public outreach, 
thematic consideration, physical enhancement and market analysis, several 
themes emerge worthy of reiteration here:

Public Outreach Issues
–The Old Town Newhall is a genuine place with history and character in need of 
redevelopment.
–The current physical condition, lot size and layout of the District are impediments to its 
redevelopment.
–Entertainment is a strength of the District and a strong attractor of market potential.
–Food service is a strongly complimentary use that adds ambiance and flavor to Old 
Town.
–Other retail market opportunities exist.
–The Car is Old Town’s ally and its enemy.
–Strong City direction and persistent policymaking will continue to be required.
–Public finance vehicles must provide the infrastructure improvements.
–The market is the engine that will be the impetus for redevelopment.
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Executive Summary
Public Policy Response
• During the past decade of planning real progress has been made in the establishment 

of a redevelopment project area and advisory committee.  City policy toward 
encouraging beneficial uses aimed at improving Old Town have been developed and 
implemented.  Transportation improvements have arrived on the scene and 
modifications of the cars’ impact on the District have been undertaken and continue to 
be implemented.  Consideration has been given to the need for enhanced parking and 
progress toward significant improvement is underway.

Implementation
• The City, the businesses and the residents of Old Town have participated in the process 

many times and reiterated these same issues.  The train station, re-laning of Railroad 
Avenue and the parking improvements to San Fernando Road continue the City’s 
commitment to transportation and improvements.  The City’s exploration of bond 
issuance to support enhanced parking is also an important step in the right direction.  
Continued code enforcement and amendment of land use regulations provide the policy 
direction.  

• The retail businesses that provide cross shopping opportunities and synergy for all the 
businesses in the District are the anchors for future retail health.  The theaters have 
survived and created a major part of the image and nightlife for Old Town.

• The purpose of this exploration and its recommendations is to accomplish another of the 
goals set in the 2005 Specific Plan for the area.  Retail development is a pivotal element 
of the market forces that will drive redevelopment of Old Town to a higher level of 
activity and development interest.
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Executive Summary
Retail and Parking
• Retail businesses require sufficient market support and adequate parking.  

The specific retail types supportable in Old Town and the rationale for their 
attraction to the District is analyzed in depth elsewhere in this report.  Parking 
is worthy of discussion here.

• The Downtown Specific Plan, 2005 correctly identifies single-stop parking as a 
critical improvement required for Downtown Newhall.  A location central to the 
major activity generators with convenient access are all key to this element of 
the plan added to the overall success of the District.

• In the consideration of parking as an issue it is important not lose sight of the 
value of small amounts of parking adjacent to the retail uses that have a 
significant need for short term convenient parking near their store.  
Additionally, this store front parking serves the purpose of “Teaser” parking 
that causes the optimistic shopper to drive by simply to see if there is a 
parking spot closer to the store, thereby increasing store visibility as well as 
parking convenience.  

• Parking should be site sensitive to the retail uses it serves.  While a central 
parking structure is very valuable to retailers who enjoy longer trip visitation 
from their customers, short term, convenience retail uses may not be served 
well by remote long term parking.  The two different types of parking amenities 
both enhance the attractiveness of a retail location in different ways, but they 
are even more effective if applied appropriately to the retail tenancy they 
serve.
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Executive Summary
Critical Parcel Identification
• In order to revitalize Old Town Newhall parcel aggregation should be 

encouraged.  The small, narrow lots found in most of the Old Town area are 
not conducive to larger, more competitive retail uses given their intensive 
space needs.  In this analysis a need for 14 to 21 acres was identified for 
attracting medium box and other retail uses to the edge of the District.  This 
land can be created, in part, through encouraging lot aggregation and 
development.  Some of the inducements for this type of real estate 
development activity include parking requirement relief for the parcels 
aggregated; reduction of fees levied on new development to create parking, 
tax abatement and streamlined project processing.

Maintain and Expand Upon Ability to Hold Events
• The ability to create a better “there-there” with distinct sense of place and 

people-gathering spaces is critical to the future of Old Town Newhall. 
Planned infrastructure changes will allow the District to better respond to the 
needs of the community.

• One key element in the repositioning of Old Town is the ability to hold 
regular, unique destination events.  Events need to be well thought out and 
complimentary to the future merchandising direction of Old Town.
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Executive Summary
Tenant Mix
• The recommended tenant mix would reduce the non-retail, auto related and 

service uses and attract specialty, dining and home furnishings. Other 
aspects of this “target tenant mix” include:

• Retain merchants who are currently producing acceptable sales levels.
• Retain destination retailers, e.g.: sporting goods (golf, board shop).  Old 

Town already has at least two retail stores which service a wider trade area 
than most other existing merchants.  These stores provide a good retail 
base to build upon.

• Attract additional destination retailers to build upon current strengths.
- e.g.: fishing, tennis, apparel, unique home furnishings, etc.

• Retain existing specialty merchants who serve to position Old Town as a 
unique, quality shopping/dining district.

• Attract additional smaller specialty merchants who will add to the unique, 
non-typical nature of Old Town.  Old Town will never be (nor should it try to 
be) a typical shopping/dining/entertainment district.  The opportunity is to 
create a compelling district that, over time, creates destination status by 
offering unique, one-of-a-kind merchandise that is not readily available at 
area malls and power centers. 
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Executive Summary
Tenant Mix (cont.)
• Retain live theater operations and presence in Old Town.  This use is 

important in the long-term positioning of the District as a retail, dining, and
entertainment district.

• Attract a smaller movie theater (8-12 screens).  A movie theater is very 
important in the ability to attract quality restaurants to Old Town.  The 
presence of moviegoers and diners will help attract a higher quality customer 
to Old Town.  This will, in turn, make it easier to attract unique quality retailers.

• Attract additional entertainment (live music, dancing, etc.).  Some venues can 
be operated by new restaurants, even taking second floor space for nightclub 
operations if possible.

• Attract quality independent restaurants.  At least 3-4 quality sit down 
restaurants are needed to establish Old Town as a legitimate dining 
destination.  Because Old Town does not fit the site requirements of typical 
chain operations, it will be necessary, and logical, to attract quality 
independent operators who share in the belief that Old Town can become 
special.  Quality dining is one use that can consistently attract more affluent 
residents to Old Town.

• Consider antique dealers and galleries as interim uses to reinforce the 
“destination” appeal of the District.  The Old Town area has a few antique 
dealers already and the District would benefit from increased selection.  Over 
the long-term these uses may turn over as increased destination appeal of the 
District serves to drive rents higher.  This is a natural progression of tenant 
mix.
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Executive Summary
Tenant Mix (cont.)
• Reduce service, non-retail, and auto uses in order to create 

opportunities for additional specialty retail and restaurants.  As the 
Old Town District evolves, many service and non-retail uses will 
leave because space will become more desirable to quality 
merchants.  Automotive uses should be minimized.

• Avoid uses that perpetuate a poor perception of Old Town
- e.g.: dollar stores, pawn shops, used clothing, etc.

• Create opportunities to add medium box retailers at periphery of Old 
Town.  This will help to establish destination while not compromising 
the future mix of retail.

• The overall tone of the merchant mix will change over time.  
However, the mix should continue to accommodate a mixture of 
local-serving merchants who service the immediate neighborhood.  
This will keep the District “authentic” and true to its market area.

• The opportunity is to add uses that have a wider geographic and 
income appeal.
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Executive Summary
Tenant Mix (cont.)
• The Specific Plan identified 957,243 square feet of existing total 

commercial development within Old Town Newhall.  This was 
broken down as follows:

957,243 s.f. Existing
- 750,321 s.f. Max to be replaced or redeveloped
= 236,922 s.f. To remain
1,017,422 s.f. Max potential new square feet

=1,254,344 s.f. Total Potential Square Feet

• Although the Downtown Newhall Specific Plan shows theoretical 
maximum potential for up to 1.25 million square feet of commercial 
development, a range of 300,000 to 450,000 square foot of retail-
oriented and entertainment space should be targeted for the Old 
Town District’s Urban Center (Main Street) and Corridor (Newhall 
Ave. and Lyons Ave.) zones.   The balance would best be targeted
to other commercial/office uses.  Any retail in the Creative District 
would be in addition.

• This will allow for a mixture of retail uses that service both local and 
sub-regional trade areas.  This square footage range will also 
provide for higher sales productivity.
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Taxable Sales Performance:
City of Santa Clarita
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Taxable Sales Performance
• Old Town Newhall’s future health is dependent upon the City’s retail 

sales capture.
• Taxable sales data shows continued leakage of discretionary retail 

sales from the Santa Clarita Valley.  Even with unincorporated areas 
included, the Valley still experiences significant sales leakage.

• As the following table illustrates, although Santa Clarita ranks high in 
number of stores in most retail categories, its population per store 
ranks low in all but Food Stores.

• Total category sales rank high for most categories, due to the high 
number of stores.

• Average sales per store rank low in all except food, restaurants, and 
auto sales - primarily local-serving uses.

• Average sales per capita are high in food, building materials, and auto 
dealers, but low in discretionary shopping categories (apparel, general 
merchandise, home furnishings, and other/specialty retail).

• A potential discretionary shopping/dining/entertainment district such as 
Old Town Newhall needs the entire City to perform well in 
discretionary categories.

• The more reasons that residents have to do most of their shopping in 
the Santa Clarita Valley, the more districts like Old Town will benefit.
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Taxable Sales Performance
City of Santa Clarita Taxable Sales Rankings - 2004
(Compared to 49 Other Selected Cities In LA and Ventura Counties)

Total Number Population Total Average Average
 Number of Per Category Sales Per Sales Per

of Stores Store Sales Store Capita
Retail Category Stores Rank Rank Rank Rank Rank
Apparel 250 8 34 13 19 17
General Merchandise 96 6 40 7 23 14
Food Stores 69 14 5 4 3 8
Eating & Drinking 361 8 24 8 9 16
Home Furnishings & Appliances 178 7 41 12 21 16
Building Materials 59 5 38 4 15 8
Auto Dealers & Supplies 104 12 17 8 6 9
Service Stations 43 6 34 4 18 37
Other/Specialty Retail Stores 1,728 5 44 11 40 23
Retail Stores Total 2,888 6 42 5 25 10
All Other Outlets 3,245 7 36 11 33 18
Total - All Outlets 6,133 6 39 8 25 13
GAFO Categories * 2,252 6 44 10 36 18

Population Rank 6 6 6 6 6 6

* Note: GAFO includes general merchandise, apparel, home furnishings, and other/specialty retailers.
Note: Red numbers indicate rankings in upper one-fifth of compared cities.
         Blue numbers indicate rankings in lower one-fifth of compared cities.
Source: State Board of Equalization, Gregory Stoffel & Associates.
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Key Demographic Characteristics
of Old Town Newhall

Market Area
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Key Demographic Characteristics
1.5 Mile 3.0 Mile 6.0 Mile 8 Zip Codes
Radius Radius Radius In S.C.V.

Population - 2006 25,433 55,078 202,797 221,073

Households 7,708 18,441 67,914 71,068

Avg. Household Size 3.20 2.92 2.95 2.98

Ethnicity
White Alone 68.0% 76.9% 73.8% 76.4%
Black or African American Alone 1.7% 1.6% 3.0% 3.6%
American Indian Alone 0.8% 0.7% 0.6% 0.6%
Asian Alone 3.8% 5.2% 7.9% 6.3%
Native Hawaiian/Other P.I. Alone 0.1% 0.1% 0.2% 0.2%
Some Other Race Alone 21.5% 12.0% 10.5% 9.1%
Two or More Races 4.0% 3.6% 4.1% 3.9%

Not Hispanic 54.2% 71.7% 74.5% 76.2%
Hispanic 45.8% 28.3% 25.5% 23.8%

Education - Adults 25+
Less Than High School Diploma 26.7% 15.9% 13.1% 13.6%
Bachelor's Degree or Higher 24.0% 30.8% 31.4% 27.4%

Income
Average Household Income $79,085 $92,132 $93,156 $93,735

Median Household Income $58,841 $72,825 $75,459 $77,886

Per Capita Income $24,132 $31,021 $31,313 $30,968

Owner Occupied Housing Units 48.7% 64.4% 73.0% 73.5%
Source: Claritas Inc.
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Key Demographic Characteristics
• The area nearest Old Town Newhall currently has demographics 

which are less appealing to quality retailers and restaurants than 
other areas of the Santa Clarita Valley.

• The most important characteristics – income and education, are 
much lower in the area surrounding Old Town.

• Although the percentage of Hispanic/Latino residents within 1.5 
miles is 46% compared to the Valley average of 24%, this is not as 
important as income.

• Average household incomes within 1.5 miles of Old Town are over 
15% lower than the Valley average ($79,085 vs. $93,735).

• The percentage of adults with a Bachelor’s degree or higher is 
somewhat lower (24% vs. 27%), however, the percentage of adults 
who do not have a high school diploma within 1.5 miles of Old Town 
is almost double that of the Valley (26.7% vs. 13.6%).

• As expected with lower education, per capita incomes are also 
lower.  Per capita incomes of $24,132 within 1.5 miles are 22% 
lower than the Valley average of $30,968.

• The demographics underscore the need for Old Town Newhall to be 
able to draw customers from an area beyond the local Newhall area.

• Per capita income and Hispanic/Latino ethnicity are illustrated in the 
following maps.
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Average Per Capita Income by Census Tract
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% Hispanic/Latino by Census Tract
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Relative Over/Under-Supply
of Retail and Service Categories

in Old Town Newhall Area
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Relative Over/Under-Supply
• The following table compares the relative supply of retail and service 

establishments in the immediate Newhall area (Zip Code 91321) with the 
entire Santa Clarita Valley.  

• Over or under-supply is expressed as the percentage that Zip code 91321 
represents of the eight Zip code Santa Clarita Valley.

• Stores are ranked from high to low by the supply of establishments per 
1,000 people.

• Retail categories are provided separately from service establishments.
• A category in “balance” with the Santa Clarita Valley would have a value of 

100%.  Categories that are over-supplied have a value greater than 100% 
and categories that are under-supplied have a value lower than 100%.

• Many smaller categories are condensed into larger categories which 
prevents more detailed analysis using this data.

• It should be noted that Zip code 91321 includes more than just Old Town 
Newhall.  It also includes businesses located along San Fernando Road 
going south to State Route 14 and on the south side of Lyons Avenue going 
west to I-5.  Nevertheless, this table provides a good overview of the 
differences in tenant mix between the Old Town area and the greater Santa 
Clarita Valley, and an indication of the area’s strengths and weaknesses.
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Relative Over/Under-Supply

Business Description Relative
SIC Over/Under
Code Summary Retail Categories Supply
RET All Retailing 109.7%
54 Food Stores 161.5%
572 Household Appliance Stores 157.1%
59 Miscellaneous Retail 128.7%
55 Automobile Dealers and Gas Service Stations 112.2%
58 Eating and Drinking Places 106.2%
57 Home Furniture,Furnishings and Equipment 93.7%
52 Building Materials, Garden Sply and Mobile Ho 85.8%
56 Apparel and Accessory Stores 66.0%
53 General Merchandise Stores 53.8%

28



Relative Over/Under-Supply
SIC Over/Under SIC Over/Under
Code Detailed Retail Sub-Categories Supply Code Detailed Retail Sub-Categories Supply
5932A Antique Stores 376.8% 5812 Eating Places 104.1%
542 Meat and Fish Markets 322.9% 594 Miscellaneous Shopping Goods Stores 102.4%
545 Dairy Products Stores 322.9% 546 Retail Bakeries 99.4%
593 Used Merchandise Stores 269.1% 5734 Computer Hardware and Software Stores 92.3%
5999M Pet Shops 215.3% 591 Drug Stores and Proprietary 74.5%
5813 Drinking Places 193.8% 5712 Furniture and Kitchen Design Stores 71.8%
549 Miscellaneous Food Stores 192.4% 5944 Jewelry Stores 71.8%
561 Mens and Boys Clothing Stores 184.5% 562 Womens Clothing Stores 71.8%
5993 Tobacco Stores and Stands 176.2% 525 Hardware Stores 64.6%
5992 Florists 173.9% 571 Home Furniture and Furnishing 54.7%
5942 Book Stores 172.2% 566 Shoe Stores 51.7%
526 Retail Nurseries and Garden 161.5% 521 Lumber and Other Building Materials 51.3%
544 Candy, Nut and Confection Store 161.5% 5713 Floor Covering Stores 49.7%
596 NonStore Retailers 161.5% 569 Miscellaneous Apparel and Accessory Stores 44.5%
5999 Miscellaneous Retail Stores NEC 158.6% 564 Childrens and Infants Wear 43.1%
554 Gasoline Service Stations 153.8% 551 New and Used Car Dealers 30.8%
5943 Stationery Stores 153.8% 559 Automotive Dealers, NEC 24.8%
553 Auto and Home Supply Stores 152.0% 5945 Hobby, Toy and Game Shops 23.1%
599 Retail Stores, NEC 147.9% 527 Mobile Home Dealers 0.0%
552 Used Car Dealers 140.4% 531 Department Stores 0.0%
557 Motorcycle Dealers 138.4% 556 Recreational Vehicle Dealer 0.0%
592 Liquor Stores 137.0% 563 Womens Accessory and Specialty Stores 0.0%
541 Grocery Stores 134.1% 5719 Miscellaneous Home Furnishing Stores 0.0%
523 Paint, Glass and Wallpaper 129.2% 5946 Camera and Photography Supply Stores 0.0%
543 Fruit and Vegetable Markets 129.2% 5948 Luggage and Leather Goods Stores 0.0%
5735 Music, Video CD's and Tape Stores 129.2% 5949 Sewing, Needlework and Craft Stores 0.0%
5941 Sporting Goods, Bicycle and Gun Stores 121.1% 5961 Catalog and Mail Order Houses 0.0%
5947 Gift, Novelty and Souvenir Shops 119.0% 598 Fuel and Ice Dealers 0.0%
573 Radio, TV and Computer Store 116.3% 5994 News Dealers and Newsstands 0.0%
5731 Radio, TV, Electronic Stores 111.4% 5995 Optical Goods Stores 0.0%
565 Family Clothing Stores 107.6% 555 Boat Dealers
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Relative Over/Under-Supply

Business Description Relative
SIC Over/Under
Code Summary Service-Oriented Establishments Supply
72 Personal Services 163.3%
79 Amusement and Recreation Services (Ex. Mov 141.9%
75 Automobile Repair Services and Parking 120.2%
78 Motion Pictures 119.3%
73 Business Services 103.5%
76 Miscellaneous Repair Services 88.3%
70 Hotels and Other Lodging Places 21.5%

Detailed Service Sub-Categories
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Relative Over/Under-Supply
SIC Over/Under SIC Over/Under
Code Detailed Service Sub-Categories Supply Code Detailed Retail Sub-Categories Supply
7215 Coin-Operated Laundry and Cleaning 387.5% 754 Automobile Service, Except Repair 101.5%
724 Barber Shops 322.9% 769 Miscellaneous Repair Shops 101.2%
725 Shoe Repair and Shoeshine 322.9% 738 Miscellaneous Business Services 98.9%
7533 Automobile Exhaust Sys Repair Shops 322.9% 7389 Business Services NEC 95.3%
7291 Tax Return Preparation and Filing 231.9% 7334 Photocopy and Duplicating Services 92.3%
726 Funeral Service and Crematory 215.3% 763 Watch, Clock, and Jewelry Repair 92.3%
7514 Passenger Car Rental 193.8% 722 Photographic and Portrait Studios 85.0%
7991 Physical Fitness Facilities 184.5% 731 Advertising 82.5%
729 Miscellaneous Personal Services 174.3% 733 Mail, Clerical, Graphic Design Services 72.7%
723 Beauty Shops 171.1% 732 Credit Reporting and Collect 71.8%
751 Automobile, RV and Moving Truck Rentals 168.5% 7629 Appliance Repair Shops NEC 71.8%
799 Misc. Amusement and Recreational Svcs. 148.0% 784 Video Tape Rental 71.8%
7342 Disinfect and Pest Control Services 146.8% 762 Electrical Repair Shops 64.6%
7538 General Automobile Repair Shops 138.0% 701 Hotels and Motels 30.8%
721 Laundry, Cleaning, Garment Service 132.6% 7382 Security Systems Services 0.0%
734 Services to Buildings 132.0% 7384 Photofinishing Laboratories 0.0%
7361 Employment Agencies 129.2% 7389N Telephone Answering Services 0.0%
7622 Radio and TV Repair Shops 129.2% 752 Automobile Parking 0.0%
736 Employment Agencies and Contractors 126.6% 7536 Automobile Glass Replacement Shops 0.0%
7363 Temporary Employment Service 124.2% 7537 Automobile Transmission Repair Shops 0.0%
753 Automotive Repair Shops 122.7% 764 Reupholstery and Furniture Repair 0.0%
7349 Building Maintenance Services NEC 118.6% 783 Motion Picture Theaters 0.0%
735 Miscellaneous Equipment Rental and Leasing 114.0% 794 Commercial Sports 0.0%
7542 Carwashes 112.3% 7996 Amusement Parks 0.0%
737 Computer and Data Processing Services 108.7%
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Relative Over/Under-Supply
• As shown in the more detailed inventory of uses located within Old 

Town Newhall (provided later in this report), the Old Town area has 
an over-abundance of local-serving uses.

• The Old Town area is over-supplied in categories that serve a very 
localized area.  Examples include:
– Personal services (e.g. hair and nails, laundry, smaller fitness, etc.)
– Automobile-related uses
– Used merchandise stores
– Non-store retailers

• The Old Town area is under-supplied in important categories that 
would serve to increase the destination appeal of the district. 
Examples of these categories include:
– Furniture and home furnishings
– Jewelry
– Women’s clothing and accessories
– Men’s and children’s wear
– Shoe stores
– Hobbies, crafts, sewing, toys, etc.
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Opportunities for
Significant Retail Tenants

33



Significant Retail Tenant Opportunities
• The following section represents a tactical approach to understanding 

the retail development potential for the Old Town Newhall study area.

• In order to understand the opportunity for retail development in the Old 
Town Newhall market area, it is important to understand how retailers 
view the greater Santa Clarita Valley market area and how they locate 
relative to that point of view.  

• It is also important to understand how these locations influence local 
and regional patronage patterns.  These patronage patterns impact 
the City’s ability to attract different types of tenants to Old Town –
even local-serving retailers.

• Retail tenants already located in easily accessible portions of the 
market area are likely not candidates for a new site unless their 
current locations limit expansion potential.

• Retail tenants not located or under-represented in the market area 
may represent potential opportunities if the population and/or income 
levels are high enough.
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Significant Retail Tenant Opportunities
• Significant tenants are typically non-mall value or discount tenants who tend 

to locate in larger regional destination centers and specialty-oriented centers 
and districts.

• Significant retailer categories examined include:
– Anchors – General Merchandise, Discount
– Anchors – General Merchandise, Warehouse
– Anchors – Home Improvement
– Anchors – Movie Theaters
– Apparel – Discount
– Arts, Crafts and Hobbies
– Books and Music
– Electronics
– Fitness Centers
– Imported Goods
– Linens and Bath
– Office Supplies
– Pet Supplies
– Sporting Goods
– Toys/Kids

– Local-Serving: Grocery/Specialty
– Local-Serving: Pharmacy/Drug
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Significant Retail Tenant Opportunities
• The following pages illustrate the collective locations of significant 

retailers and major retail categories in the Santa Clarita Valley 
market area.

• Even if the City of Santa Clarita does not desire to attract value-
oriented retailers, or create a development featuring these tenants 
within Old Town Newhall, it is still important to take into account 
where these retailers locate in order to understand how potential 
retail sites located within (and nearby) Old Town fit into the 
patronage patterns of the greater market area. 

• A table is included at the end of each section.  Each table indicates 
whether or not a particular retailer is a candidate for an additional 
location within or near the Old Town area and what potential square 
footage the opportunity may represent.  
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Major Big/Medium Box Retailers
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Anchor: General Merchandise - Discount
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Anchor: General Merchandise - Warehouse
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Anchor: Home Improvement
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Anchor: Movie Theaters
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Significant Retail Tenant Opportunities
SIGNIFICANT RETAIL TENANT OPPORTUNITIES FOR OLD TOWN NEWHALL DISTRICT
(Excluding relocations) Pot'l

Sq. Ft.
Anchor - General Merchandise, Discount Miles

Target Nearest 3.4 River Oaks (Older, smaller store) Existing stores too close
Also in 3.5 Golden Valley (U/C)

Wal-Mart Nearest 2.3 Valencia Marketplace Existing stores too close
Also in 3.1 Soledad Canyon Rd.

Kohl's Nearest 2.8 McBean/Valencia Blvd. Existing stores too close
Also in 3.5 Golden Valley (U/C)

Mervyn's Nearest 3.3 River Oaks Existing stores too close

Kmart / Sears Grand Nearest 2.9 Sears - Valencia Town Center Store spacing doesn't work
Also in 3.0 Kmart - Bouquet Cyn./Valencia Blvd.

Anchor - GM Warehouse, Warehouse
Costco Nearest 4.2 Via Princessa Store spacing doesn't work

Sam's Club Nearest 3.1 Soledad Cyn. Rd. Store spacing doesn't work

Anchor - Home Improvement
Lowe's H/I Nearest 3.3 Bouquet Cyn./Newhall Ranch Rd. Store spacing doesn't work

Also in 3.4 Golden Valley

Home Depot Nearest 3.1 Soledad Canyon Rd. Store spacing doesn't work
Also in 5.0 Rye Canyon/Newhall Ranch Rd.

OSH Nearest 3.5 Bouquet Cyn./Newhall Ranch Rd. Store spacing doesn't work

Ace Hardware Nearest ---- None in SC Valley Category covered - True Value

True Value Hardware Nearest 0.0 Old Town Newhall Existing merchant

Anchor - Movie Theater
Nearest   3.2 Town Center Dr. 12 screens + Imax Possible - The SCV is one of 60
Also in   4.0 Canyon Country - 10 screens few areas that is not over-

supplied in screens.
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Medium Box Retailers
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Apparel - Discount
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Arts, Crafts & Hobbies
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Books & Music
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Significant Retail Tenant Opportunities
SIGNIFICANT RETAIL TENANT OPPORTUNITIES FOR OLD TOWN NEWHALL DISTRICT
(Excluding relocations) Pot'l

Sq. Ft.
Apparel - Discount

Old Navy Nearest 2.4 Valencia Marketplace Store spacing doesn't work

Ross Nearest 2.4 Bouquet Cyn. Existing stores too close
Also in 3.5 Golden Valley

TJ Maxx Nearest 3.9 Soledad Cyn. (East) Wants big box co-tenancy

Marshall's Nearest 2.4 Valencia Marketplace Store spacing doesn't work

SteinMart Nearest 2.5 Stevenson Ranch Store spacing doesn't work

Nordstrom Rack Nearest 13.8 Woodland Hills Wants big box co-tenancy

Burlington Coat Factory Nearest 14.3 West Hills Long shot

Arts, Crafts & Hobbies
JoAnn Fabrics Nearest 3.2 River Oaks Store spacing doesn't work

Michael's Nearest 2.5 Valencia Marketplace Store spacing doesn't work

Books/Music
Borders/Waldenbooks/Express Nearest 3.1 Town Center Drive Store spacing doesn't work

Barnes & Noble/B. Dalton Nearest 2.6 Magic Mtn./Valencia Blvd. Store spacing doesn't work

F.Y.E. Nearest ---- Glendale Large center tenant

Tower Records Nearest n/a Chapter 11 ----
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Electronics
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Fitness Clubs
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Imported Goods
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Linens and Bath
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Significant Retail Tenant Opportunities
SIGNIFICANT RETAIL TENANT OPPORTUNITIES FOR OLD TOWN NEWHALL DISTRICT
(Excluding relocations) Pot'l

Sq. Ft.
Electronics

Best Buy Nearest 3.3 Bouquet Cyn./Newhall Ranch Rd. Store spacing doesn't work

Circuit City Nearest 2.4 Valencia Marketplace Store spacing doesn't work

Comp USA / Good Guys Nearest 13.6 Woodland Hills Prefers big box center

Fry’s Nearest 13.8 Woodland Hills Needs freeway visibility

Fitness Centers
24-Hour Fitness Nearest 4.0 Via Princessa Store spacing doesn't work

Bally's Nearest ---- None in SC Valley
Opportunity 25

Gold's Gym Nearest ---- None in SC Valley

LA Fitness Nearest 5.1 Newhall Ranch Rd. Store spacing doesn't work

Spectrum Health Club Nearest 3.3 Town Center Drive Store spacing doesn't work

Imported Goods
Cost Plus Nearest 2.5 Valencia Marketplace Store spacing doesn't work

Pier 1 Nearest 3.3 River Oaks Store spacing doesn't work
Also in 3.5 Golden Valley

Linens & Bath
Bed Bath & Beyond Nearest 2.4 Valencia Marketplace Store spacing doesn't work

Linens n Things Nearest 2.5 Stevenson Ranch Store spacing doesn't work

Anna’s Linens Nearest 9.1 Mission Hills Opportunity, may not be expanding
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Office Supplies
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Pet Supplies
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Sporting Goods
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Toys - Kids
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Significant Retail Tenant Opportunities
SIGNIFICANT RETAIL TENANT OPPORTUNITIES FOR OLD TOWN NEWHALL DISTRICT
(Excluding relocations) Pot'l

Sq. Ft.
Office Supplies

Office Depot Nearest 5.0 Copper Hill Opportunity 35

Office Max Nearest 3.4 Bouquet Cyn. Store spacing doesn't work

Staples Nearest 2.4 Valencia Marketplace Store spacing doesn't work
Nearest 4.0 Soledad Cyn., East

Pet Supplies
Petsmart Nearest 2.5 Stevenson Ranch Store spacing doesn't work

Also in 3.5 Golden Valley

Petco Nearest 3.3 Bouquet Cy./Newhall Ranch Rd. Store spacing doesn't work

Sporting Goods
Sportmart/Sports Authority/Gart Nearest 3.5 None in SC Valley Store spacing doesn't work

Big 5 Nearest 3.3 River Oaks Store spacing doesn't work

Chick's Nearest 3.1 Woodland Hills Store spacing doesn't work

REI Nearest 14.0 Northridge Prefers larger center

Sport Chalet Nearest 2.4 Valencia Marketplace Store spacing doesn't work

Local-Oriented Tenants Nearest 0.0 Billy's and Roger Dunn in Old Town Need to retain existing

Bass Pro Shops Nearest 60.0 Victoria Gardens (to come) Insufficient population
Cabela's Nearest ---- None on West Coast yet. Insufficient population

Toys-Kids
Toys 'R Us/Kids Nearest 2.1 Valencia Marketplace Store spacing doesn't work

Babies 'R Us Nearest 16.6 Van Nuys Prefers larger center

KB Toys Nearest 9.6 Northridge Large center tenant
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Local-Serving Anchors
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Anchor: Grocery Stores
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Anchor: Pharmacy/Drug
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Significant Retail Tenant Opportunities
SIGNIFICANT RETAIL TENANT OPPORTUNITIES FOR OLD TOWN NEWHALL DISTRICT
(Excluding relocations) Pot'l

Sq. Ft.
Specialty Grocery Stores

Trader Joe's Nearest 2.9 Cinema Drive Store spacing doesn't work

Wild Oats/Henry's Marketplace Nearest ---- Santa Monica Looking for a location
Also in ---- Pasadena

Whole Foods Nearest 2.8 Valencia Blvd./McBean Store spacing doesn't work

Bristol Farms Nearest 4.0 Coming to SC Valley Store spacing doesn't work

Major Pharmacies
Sav-on/CVS
Rite Aid 20
Longs Opportunity for a major chain
Others

Total Sq. Ft. (+/- 10%): 140

Total SF if Bigger Tenants = 80% of GLA: 175

Total SF if Bigger Tenants = 67% of GLA: 210

Note:  These opportunities are summarized on the following page
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Significant Retail Tenant Opportunities 
Development Potential Summary

• Total Potential Significant Retail Tenant 
Opportunities For Old Town Newhall Area 140,000 s.f.

• Total Potential Opportunities For Old Town
(If significant tenants = 80% of total square footage) 175,000 s.f.

• Total Potential Opportunities For Old Town
(If significant tenants = 66% of total square footage) 210,000 s.f.

Note: These figures assume that Old Town Newhall can attract some of the 
significant retail tenant opportunities available to the southern Santa Clarita 
Valley area accessed via SR-14.  Tenant opportunities are subject to 
intervening competitive locations, delivery schedule, acceptability of site 
characteristics, and demographics in the primary trade area.  Regional 
lifestyle and local-serving tenant space is in addition to the above.
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Significant Retail Tenant Opportunities
• If Old Town Newhall were to attract a few significant medium box

tenants not currently located within or near the southern Santa 
Clarita/SR-14 market area, the combined tenants would represent 
approximately 140,000 square feet of space.

• Assuming that significant tenant space typically accounts for 
between 68% to 80% of total leasable area, this represents 
approximately 175,000 to 210,000 square feet of total promotional 
space, or 18 to 21 acres (if surface parked).

• This figure does not include any big box (80,000 square feet or 
larger) tenants.  Most other medium box promotional retailers are 
currently present within the market area.

• The figure does not include any lifestyle tenants which are 
discussed in a following section.  It does also not include any large 
format furniture retailers.

• The addition of medium box tenants at the periphery of Old Town 
Newhall would serve to boost the destination appeal of the 
immediate area and help to create additional shopper traffic.  This 
would help most all existing and suggested merchants.

63



Local Serving Anchor Opportunities
• Aside from the opportunity to add a major drug store/pharmacy at

the periphery of Old Town, local-serving anchors are well provided 
in the Old Town Newhall market area.

• There are six grocery stores located within approximately 1.5 miles 
of Old Town.

• Two of these stores are Tresierra’s markets.  One is the existing 
store in Old Town, and one is a larger store set to open just south of 
Old Town along San Fernando Road.

• In addition to the two Tresierra’s markets, Vallarta Market is under 
construction at the intersection of Lyons Avenue and Orchard 
Village Road.  Combined, these three stores will likely fill the
demand for Hispanic/Latino-oriented markets.

• Ralphs, Vons, and Smart & Final also have locations west of Old 
Town along Lyons Avenue.
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Competitive Discretionary
Shopping Destinations
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Competitive Discretionary
Shopping Destinations

• In order to understand the larger competitive retail environment in which Old 
Town Newhall must compete for discretionary shopping trips, we have 
identified approximately 135 upscale retailers who locate in a variety of 
lifestyle and regional centers throughout the United States.  We then identified 
which of these stores are present in surrounding regional centers accessible 
to Santa Clarita residents.

• This provides an illustration of Valencia Town Center’s relative strength 
compared to major regional centers located outside the Santa Clarita Valley.  
This serves to illustrate why there might be leakage in key discretionary 
shopping categories.

• This exercise also illustrates long-term opportunity for Old Town Newhall as 
local competitive centers would not likely attract all of these merchants.

• The most commonly occurring stores include, among others, Ann Taylor, 
Banana Republic, Barnes & Noble, Gap, Pottery Barn, Talbots, Victoria’s 
Secret and Williams-Sonoma.

• The following table identifies the 20 most commonly occurring key lifestyle-
oriented stores and identifies their closest regional locations.

• A subsequent table looks at the regional locations of the remaining 115 +/-
lifestyle tenants who locate in regional and lifestyle centers.
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Competitive Discretionary Shopping Districts
Westfield Northridge Simi Westfield Westfield
Valencia Fashion Valley Topanga + Fashion Glendale # in

T.C. Center T.C. Promenade Square Galleria Region
Key Lifestyle Tenants
Ann Taylor X X X X 4
Banana Republic X X X X X 5
Barnes & Noble or Borders Books X X X X 4
Bombay Co. X X X X X X 6
Chico's X X 2
Children's Place X X X X 4
Coldwater Creek X X 2
Crate & Barrel X 1
Eddie Bauer/Eddie Bauer Home X X X 3
Gap X X X X X 5
Gymboree X X X X X 5
J. Crew X 1
J. Jill X X X X X 5
Pottery Barn X X X 3
Restoration Hardware X X 2
Talbots X X X X 4
Victoria's Secret X X X X X X 6
White House/Black Market X X X 3
Williams Sonoma X X X 3
Collection of Better Restaurants X X X X 4
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Lifestyle Tenant Locations in Northern LA Market Area

Westfield Northridge Simi Westfield Westfield
Valencia Fashion Valley Topanga + Fashion Glendale # in

T.C. Center T.C. Promenade Square Galleria Region
Other Commonly Occurring Lifestyle Tenants
Abercrombie / A & F X X X X X X 6
Adrienne Vittadini 0
Aerosoles X 1
Aldo Shoes X X X X X 5
American Eagle Outfitters X X X X X X 6
Anchor Blue X X X X X 5
Ann Taylor Loft X X X X 4
Anthropologie X 1
Apple Store X X X 3
April Cornell 0
Arden B. X X 2
Aveda Salon and/or Day Spa X 1
Babystyle X 1
Bailey, Banks & Biddle X 1
Bang & Olufsen 0
Bath & Body Works X X X X X X 6
BCBG Max Azria X 1
bebe X X 2
Betsey Johnson X 1
Body Shop, The X X X X X X 6
Bombay Kids X 1
Bose X 1
Brighton Collectibles X X X 3
Brooks Brothers 0
Brookstone X X X X X 5
Buckle, The X 1
Build A Bear Workshop X X 2

Competitive Discretionary Shopping Districts
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Competitive Discretionary Shopping Districts
Lifestyle Tenant Locations in Northern LA Market Area

Westfield Northridge Simi Westfield Westfield
Valencia Fashion Valley Topanga + Fashion Glendale # in

T.C. Center T.C. Promenade Square Galleria Region
Other Commonly Occurring Lifestyle Tenants
Burberry 0
Cache X X X X 4
Casual Corner X 1
Charles David X X 2
Charlotte Fine Jewelry 0
Christopher & Banks 0
Claire's Boutique X X X X X X 6
Coach X X X X 4
Cole Haan 0
Container Store 0
Crabtree & Evelyn X X 2
Dean & DeLuca 0
Diesel 0
Draper's and Damon's 0
Ecco 0
Electronics Boutique / EB Games X X 2
Elisabeth 0
Express X X X X X X 6
Express Men X X X 3
Fitigues 0
Forever 21 X X X X 4
Gap Baby X X X X 4
Gap Body X X 2
Gap Kids X X X X X 5
GNC X X X X X X 6
Guess? X X X X 4
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Competitive Discretionary Shopping Districts
Lifestyle Tenant Locations in Northern LA Market Area

Westfield Northridge Simi Westfield Westfield
Valencia Fashion Valley Topanga + Fashion Glendale # in

T.C. Center T.C. Promenade Square Galleria Region
Other Commonly Occurring Lifestyle Tenants
Harolds 0
Harry and David X 1
Helzberg Diamonds X X X 3
Hollister X X X X X 5
Indigo 0
Jacadi Paris 0
Janie and Jack X X 2
Jennifer Croll/Croll Sport 0
Jessica McClintock X 1
Joseph A. Bank X X 2
Kay Jewelers X X 2
Kirkland's Home 0
L'Occitane X X 2
Le Gourmet Chef 0
Limited, The 0
Limited Too X X X X X X 6
Lola 0
Lucky Brand Jeans X X 2
Mac Cosmetics X 1
Max Studio 0
Mikasa X 1
Mimi Maternity X X 2
Nine West X X X 3
Nordic Track 0
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Competitive Discretionary Shopping Districts
Lifestyle Tenant Locations in Northern LA Market Area

Westfield Northridge Simi Westfield Westfield
Valencia Fashion Valley Topanga + Fashion Glendale # in

T.C. Center T.C. Promenade Square Galleria Region
Other Commonly Occurring Lifestyle Tenants
Oakley O Store 0
Oilily 0
Old Navy X 5
Origins 0
Orvis 0
Oshkosh B'Gosh X 1
Pac Sun X X X X X 5
Papyrus X X X 3
Petite Sophisticate 0
Pier 1 Imports (Elsewhere in Region) 5
Pottery Barn Kids 0
Quiksilver Boardriders Club 0
Saks Off Fifth/Club Libby Lu X X 2
Select Comfort X X X X X X 6
Sephora X X 2
Sharper Image X X 2
Smith & Hawken 0
Strasburg Children 0
Sunglass Hut/Watch Station X X X X X X 6
Sur La Table 0
Talbots Kids 0
Talbots Mens 0
Talbots Petite 0
Talbots Woman 0
Things Remembered X X X X X X 6
Tiffany & Co. 0
Tommy Bahama 0
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Competitive Discretionary Shopping Districts
Lifestyle Tenant Locations in Northern LA Market Area

Westfield Northridge Simi Westfield Westfield
Valencia Fashion Valley Topanga + Fashion Glendale # in

T.C. Center T.C. Promenade Square Galleria Region
Other Commonly Occurring Lifestyle Tenants
Ulta Salon 0
Ultra Diamonds 0
Urban Outfitters X 1
Vans X X X X 4
Wet Seal X X 2
Yankee Candle Co. X 1
Z Gallerie X X 2
Zumiez X X 2

zz-Movie Theater X X 2
zz-Other Book Store(s) X X X 3
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Competitive Discretionary Shopping Districts
Lifestyle Tenant Locations in Northern LA Market Area

Westfield Northridge Simi Westfield Westfield
Valencia Fashion Valley Topanga + Fashion Glendale # in

T.C. Center T.C. Promenade Square Galleria Region

# of Key Lifestyle Merchants 13 8 10 14 15 12 72

Number of Other Lifestyle Tenants 29 33 30 31 35 46 204
(Not Including Food, Dining)

In-Line "Destination" Rating 55 49 50 59 65 70 ---

Anchor Stores
Neiman Marcus 1 1
Saks Fifth Avenue 0
Bloomingdale's 1 1
Nordstrom 1 1 2
Macy's 1 1 1 1 1 1 6
JCPenney 1 1 1 3
Sears 1 1 1 3
Mervyns 1 1
Dillard's 0
Gottschalks 0

Total Destination Rating 71 65 58 102 88 96

No Stores In Region 43
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Competitive Discretionary Shopping Districts
• Of the 20 most commonly occurring key lifestyle merchants, 11 are located 

in Valencia Town Center and Town Center Drive. 
• Valencia Town Center has 29 of 115 other commonly occurring lifestyle 

tenants. 
• Northridge Fashion Center has 8 of 20 key merchants and 33 of 115 other 

commonly occurring lifestyle tenants.
• Simi Valley Town Center has 40 of 135 lifestyle tenants, and 10 of the top 

20 key merchants.
• Glendale Galleria has the largest concentration of lifestyle tenants in the 

region with 12 of the top 20 key lifestyle merchants, and 46 of 115 
commonly occurring tenants.

• By comparison, the combined Westfield Topanga/Promenade and Westfield 
Fashion Square have at least 14 of 20 key merchants, but only 31+ of the 
remaining 115 lifestyle tenants.

• When anchor department stores are added to the destination rating, 
Valencia Town Center ranks slightly higher than Northridge Fashion Center, 
but pales in comparison to larger centers such as Glendale Galleria and 
Westfield Topanga/Galleria.  This is one of the primary reasons for sales 
leakage out of the Santa Clarita Valley.

• Upper income residents must go outside the Santa Clarita Valley to shop at 
upper-end department stores such as Nordstrom, Saks, and 
Bloomingdale’s.
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Movie Theaters and Other 
Entertainment Uses
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Movie Theaters
in the Santa Clarita Valley

• The Santa Clarita Valley is one of the few market areas in California 
that has a near under-supply of movie theaters.

• There are 22 total screens in two locations, of which all are stadium-
seated.

• Based upon the total number of screens, there is an average of over 
10,000 persons per screen.  This is much higher than most other 
areas in California.  The optimal level would be in the 7,500 persons 
per screen range.

• Part of this slight under-supply is due to the closures of the 10-
screen cinema located in Valencia Town Center and the Mann 
Cinemas on Cinema Drive. 

• Even with the assumption that Newhall Ranch will eventually add 
new cinema screens, there is still opportunity to add a smaller (8-12 
screens) cinema venue in Old Town Newhall.  This opportunity 
needs to be pursued as soon as possible.
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Anchor: Movie Theaters
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Entertainment in Santa Clarita Valley
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People Places in Santa Clarita Valley
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Movie Theaters/Entertainment
• Old Town Newhall is one of two existing “people places” in the 

Santa Clarita Valley.  Town Center Drive is the other.

• All other retail and entertainment locations lack sense of place and 
the ability to attract residents with a combination of entertainment, 
dining, and shopping/strolling.

• Of course, this aspect of Old Town Newhall has a ways to go in 
terms of being a destination.  Dining is not currently the compelling 
anchor it should be, and entertainment and retail offerings are still 
evolving.  However, with the envisioned changes to circulation, 
parking, and physical improvements, Old Town has very good 
potential to strengthen its destination appeal to the Santa Clarita 
market area.
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Profile of Existing Uses
in Old Town Newhall
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Profile of Existing Uses
• To better understand the challenges facing the re-positioning of Old 

Town Newhall, an inventory of existing uses was conducted.
• As shown in the first pie chart, Old Town Newhall’s current tenant 

mix is heavily skewed to local-serving uses.
• Two-thirds of all Old Town retail-oriented businesses are comprised 

of services, medical/dental, non-retail, auto-related, and/or 
vacancies.

• Based upon visual observation, most of these appeal to residents
who live within one to two miles

• Only one-third are businesses in categories that have potential to 
draw customers based upon a discretionary shopping trip.  
Unfortunately, most of these are also very local-oriented as well.

• The suggested mix of merchants needs to include more shopping, 
dining and entertainment merchants if Old Town is to be able to 
attract higher-income customers who live in a wider area than just 
the Newhall neighborhood.

• The suggested approximate category ratios are shown in the second 
pie chart.
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Note: “Goal” percentages are based upon preliminary findings and subject to change.
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Existing/Potential Market Area
and Impact of Destination Appeal 

on Sales Potential
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Existing/Potential Market Area
and Sales Potential

• In order to illustrate the need for Old Town Newhall to create 
destination appeal, the following tables were created.

• The first table includes the key demographic characteristics for five, 
ten, and fifteen-minute drive time areas from Old Town.

• Old Town currently has a primary trade area that approximates a 
five-minute drive time area.  This is based on the observation that 
most merchants are very locally-oriented in nature (with a few 
notable exceptions, e.g. Roger Dunn and Billy’s).

• By creating a more compelling merchant mix, it is possible to double 
the effective drive time trade area of Old Town.  Doing so increases 
the trade area population from 24,400 to 80,500, an increase of 
approximately 56,000 potential shoppers.

• And, if and when Old Town truly becomes a legitimate destination
retail, dining and entertainment district, it is not inconceivable that it 
could draw customers from a fifteen minute drive time area.  This 
would result in an additional 183,000 potential shoppers.
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Existing/Potential Market Area
and Sales Potential

• Since incomes generally increase with distance and drive time, the 
sales potential available to Old Town also increases.

• The second table shows potential sales for the same drive time 
areas.  Based upon declining capture of targeted categories, from 
40% within five minutes, to 20% within 10 minutes, and only 10% 
capture within 15 minutes, the sales potential increases from $46 
million up to $147 million.

• Over $30 million of this capturable sales potential is for dining.

• The expanded drive time areas provide a compelling reason for Old 
Town to be repositioned.  There is simply too much untapped 
potential for it to remain as is.

87



Impact of Destination Potential
5-Minute 10-Minute 15-Minute

Drive Time Drive Time Drive Time

Population - 2006 24,379 80,545 264,021

Households 7,460 28,470 82,616

Avg. Household Size 3.24 2.78 3.09

Ethnicity
White Alone 67.5% 75.5% 70.5%
Black or African American Alone 1.7% 2.4% 3.6%
American Indian Alone 0.8% 0.6% 0.7%
Asian Alone 3.7% 6.9% 6.8%
Native Hawaiian/Other P.I. Alone 0.1% 0.2% 0.2%
Some Other Race Alone 22.4% 10.6% 14.3%
Two or More Races 3.8% 3.9% 4.0%

Not Hispanic 52.5% 75.0% 66.1%
Hispanic 47.5% 25.0% 33.9%

Education - Adults 25+
Less Than High School Diploma 27.0% 13.5% 18.7%
Bachelor's Degree or Higher 24.6% 32.7% 26.5%

Income
Average Household Income $77,361 $91,304 $88,488

Median Household Income $59,876 $72,378 $72,481

Per Capita Income $23,808 $32,392 $28,274

Owner Occupied Housing Units 52.3% 64.9% 72.3%
Source: Claritas Inc.

88



Impact of Destination Potential
on Sales Potential

5-Minute 10-Minute 15-Minute
Drive Time Drive Time Drive Time

Population - 2006 24,379 80,545 264,021

Income
Average Household Income $77,361 $91,304 $88,488

Per Capita Income $23,808 $32,392 $28,274

Aggregate Total Income (Millions) $580.4 $2,609.0 $7,464.9

GAFO Potential (Millions) $88.2 $396.6 $1,134.7

Eating & Drinking Potential (Millions) $26.0 $117.0 $334.7

Total Regional Sales Potential (Millions) $114.2 $513.6 $1,469.4

Hypothetical Capture Rate 40% 20% 10%

Potential Sales - Old Town (Millions) $45.7 $102.7 $146.9

Increase Over 5-Minute Area ---- $399.3 $1,355.1

% Increase Over 5-Minute Area ---- 350% 1186%

Source: Claritas Inc.
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5, 10, and 15-Minute Drive Time Areas
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