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Executive Summary
Sunnyside Shines Business Improvement District
works to enhance the commercial district of
Sunnyside, Queens. BID programming includes
supplemental sanitation, district marketing,
community engagement and business assistance.
The shopper survey provides an excellent
opportunity to assess the strengths and weaknesses
of Sunnyside's commercial district. We collected
over 400 responses, predominantly from locals, but
also from our neighbors in western Queens. The
2013 Sunnyside Shopper Survey allows us to check
our sense of the neighborhood against the
experiences of others.
Sunnyside is Young
The basic demographic profile that begins this
report includes age and median household income
information for residents within 1/4 mile of the BID.
25-34-year-olds make up almost 1/4th of the
population (23.34%), more than six points higher
than in Queens County or NYC. These 25-34-yearolds are also part of the age group with the highest
median household income, 25 to 44-year-olds. These
residents have a median household income more
than $5,000 greater than any other age group, and
$6,000 above the NYC median.
Sunnyside Walks
Several questions examined how people use the
district. We asked about how they travel to the BID,
the main purpose of their last visit, and how often
they buy food or drinks within the BID. Results
indicate that the overwhelming majority of
respondents, 85%, walk to Queens Boulevard or
Greenpoint Avenue. We also learned that nearly
three-quarters of respondents’ last trip to the BID
was to shop or eat, while relatively few came for
recreation or to browse (3.5% and 2.7% respectively).

Survey Methodology
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Survey results were collected in-person
and online between July 26th and
August 7th.
In-person survey responses were
collected at Sunnyside Summer Strolls
events and the 40th and 46th Street
subway entrances. These locations were
chosen based on their centrality within
the shopping district and high patterns
of foot traffic.
The survey was also available online
through www.surveymonkey.com.
Notices of the survey were posted to
Sunnyside Shines' Twitter and
Facebook accounts, and an article about
the survey appeared in the Sunnyside
Post.
By the close of the survey collection
period more than 400 responses had
been submitted. Results were combined
into one document to allow for
statistical analysis. This analysis
determined response frequencies and
allowed us to cross-tab results to

reveal trends by age, income, or
other variables.
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Sunnyside Dines Out
Regarding the frequency of their visits, 60% of respondents patronize restaurants and bars in the BID
once a week or more. A significant amount, (40.9%), do so less than once a week, and of those 10.4% do
so less than once a month or never. We asked which food and dining options people would most like to
see in Sunnyside, and two clear leaders emerged, coffee shop and healthy/natural, each selected by
almost half of all respondents.
Sunnyside’s Hot Retail Categories
Similarly, with regard to retail in Sunnyside, several options emerged as clear category leaders. These
include clothing/apparel, which was selected by 66% of respondents, and home goods/housewares,
which was selected by 60% of respondents. The third most selected retail category, bookstore, was
selected by 55% of survey respondents.
Shoppers Want Greater Variety, Quality, and an Improved Streetscape
Finally, the survey asked what would make the respondent more likely to do more of their shopping
within the Business Improvement District. Responses to this open-ended question were useful in
understanding shoppers' perceptions of the BID. Though a broad range of concerns and desires were
touched on, four themes appeared consistently: offer a better variety of goods, offer higher quality
goods, a cleaner pedestrian experience, and improve the streetscape.
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Demographic Analysis
Study Area

Prior to beginning survey design we compiled a
demographic analysis to determine the makeup
of the local community. This analysis was based
on the 11 census tracts within a quarter mile of
Sunnyside Shines BID boundaries. 2007-2011 5year estimates from the American Community
Survey (ACS) were used to provide age and
income data.
Survey results demonstrate that the BID draws
shoppers from outside of this study area, but for
the purposes of analysis it was most useful to
compile data for nearby residents. Based on
proximity and convenience, locals are most likely
to do their shopping within rather than without
the district.

Figure 1 Map of study area. The study area includes
Queens County census tracts 169, 179, 181.01, 181.02, 183,
185.01, 185.02, 189, 235, 253.01, and 253.02. Map prepared at
http://factfinder2.census.gov

p

Age

The local population pyramid differs in several key ways from both Queens County and New York
City overall. Sunnyside features a lower percentage of youth and elderly residents than either
comparison geography. The most immediately striking difference is the high percentage of residents
aged 25 to 34; this group makes up nearly one-fourth of the study area population.
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Figure 2 Age pyramids for the study area, Queens County, and New York City. http://factfinder2.census.gov
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Income
25 to 44-year-olds have the
highest median household
income of all age groups within
the study area, $57,645.1 This
figure is more than $6,000
greater than the NYC median
household income. It is worth
noting that this age range, 25-44,
make up a greater percentage of
the population in Sunnyside
than in either Queens County or
NYC. 45 to 64-year-olds also had
higher median household
incomes than the NYC median,
though by less than their younger
counterparts.

Figure 3 Median household income by age group and in comparison to NYC
overall. http://factfinder2.census.gov

The remaining age groups, those younger than 25, and those 65 or older, both had median household
incomes below the NYC
median.
Income distribution
Figure 4, again using 20072011 ACS 5-year estimates
for median household
income, shows income
distribution within the
study area in comparison
to Queens County and
NYC overall. Note that the
percentage of households
earning between $50,000
and $74,999 within
Sunnyside is greater than
in either Queens County or
NYC.
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Figure 4 Income distribution. http://factfinder2.census.gov

All census figures: http://factfinder2.census.gov
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Shopping Behavior In the District
Sunnyside Walks

The survey included a number of questions regarding how people utilize Sunnyside's commercial core.
When asked how they most frequently travel to the BID, 85.6% of respondents indicate that they walk.
The second highest response category, private automobile, was selected by 6.5% of all respondents.
Public transit accounted for 7.4% of all responses (5.7% via subway, and 1.7% via bus), while less than
one percent of respondents indicated that they most frequently travel to the BID via bicycle.

Sunnyside Eats
Nearly three-quarters of survey respondents (74.9%) selected shopping/eating as the main purpose of
their last visit to the BID. Sunnyside is home to a diverse collection of restaurants, so it is relatively
unsurprising that shopping/eating was the top response. 14.6% of respondents indicated that they
were passing through, and 4.2% selected that their visit was due to work. The two lowest ranked
responses were recreation (3.5%), and browsing (2.7%). These low response rates indicate that the BID
lacks significant outlets for either use.

Come Here Often?
Nearly 60% of survey respondents reported that they purchase food or drinks from restaurants or bars
within the BID once a week or more. The remaining responses were split between those who purchase
food or drinks 1-3 times per month (30.5%) and less than one time per month/never (10.4%). Pairing
this with the finding that 86% of BID visitors most often travel on foot suggests a mismatch between
food and drinks available locally and what locals would like to eat. Respondents walk pasts any
number of restaurants in Sunnyside on their way to restaurants elsewhere.
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Food and Dining
For many, Sunnyside calls to mind diverse food options; the number of places to grab a bite within the
neighborhood is impressive, and a quality meal can be had at nearly any price point. The survey asked
"What types of restaurants do you think are needed in Sunnyside on Queens Blvd. or Greenpoint Ave.,
and would be supported if they existed?" to gauge interest in additional dining options. Figure 5 shows
the response rates for each survey response.

Selection rates for all food and dining survey categories
48%

48%
40%

37%

36%

35%

31%

31%

29%

27%

26%

25%

Figure 5 Selection rates for all food and dining survey categories.

Coffee Shop
The top choice response, coffee shop, was selected by 47.9% of all respondents. Support for a coffee
shop was strongest among young respondents. Low and middle-income earners offered the most
73%

Selection of coffee shop by age
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35-44

34%
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Figure 6 Selection of coffee shop by age
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enthusiastic support.

Selection of coffee shops by household income
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Figure 7 Selection of coffee shops by household income.

Healthy/Natural
Not far behind coffee shop was healthy/natural, which was selected by 47.7% of all respondents. This
category was most popular with those under 45, and was selected by a significant portion of each
income group. Figures 8 and 9 show age and income data for survey respondents who selected
healthy/natural.

Selection of healthy/natural dining by age
50%

<25

51.30%

25-34

52.40%

35-44
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37.50%

45-64

65+

Figure 8 Selection of healthy/natural dining by age.
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Selection of healthy/natural dining by household income
55.40%

54.90%
50%
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Figure 9 Selection of healthy/natural dining by household income.

Other Top Food and Dining Choices
Bakery (39.7%), seafood (36.9%), wine bar (36.3%), and steakhouse/grill (35.3%), also saw support, but
were not as popular across age or income categories as either coffee shop or healthy/natural. Also of
note was a write in response, bagel shop, which was volunteered by 8 survey respondents.
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Retail
Queens Boulevard and Greenpoint Avenue are a bustling commercial center, and offer a variety of
basic goods to the local shopper. The survey helped identify several retail categories currently absent or
underserved in the BID.

Selection rates for all retail survey categories
66%
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55%
37%
21%

14%

13%
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Figure 10 Selection rates for all retail survey categories.

Clothing/Apparel
Clothing/apparel was the most frequently selected category overall, and nearly two-thirds (65.7%) of
respondents indicated that it is needed locally. Across all age groups clothing was a top choice, but
especially with respondents in their early 20's. There are few opportunities to purchase clothing within
the BID, and those that are present do not seem to adequately meet the needs of survey respondents.
Many respondents indicated that they perceived a mismatch between what is available locally and
what they would like to purchase.
94%

Selection of clothing retail by age
67%

60%

Under 20

60%

20-24

25-34

Figure 11 Selection of clothing retail by age.
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Selection of clothing retail by household income
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Figure 12 Selection of clothing retail by household income.

Home Goods/Housewares
Home goods/Housewares are another retail category lacking in Sunnyside. Over 60% of all
respondents indicated that they would like to see a store in this retail category come to Sunnyside,
though this enthusiasm was not present across all age groups. Respondents under 25-years-old
expressed the least interest in this category, with 40% of those under 20 and only 35% of those 20-24
selecting the category.

Selection of home goods/housewares by age
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Figure 13 Selection of home goods/housewares by age.
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Income also appears to be a factor in selecting home goods/housewares, as selection rates also
increased with higher income. It is possible that local shoppers' need for home goods/housewares is
adequately met for lower-income shoppers, but less so for higher-income locals. This gap represents an
opportunity for a home goods store with a higher price point.

Selection of home goods/housewares by household income
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Figure 14 Selection of home goods/housewares by household income.

Bookstore
Currently there are no bookstores in Sunnyside, though a number of thrift stores offer a selection of
used books, and magazines are available in a number of shops. More than half of the survey
respondents indicated that they could see a bookstore fitting in well and being supported in Sunnyside.
Bookstores were a popular choice among all age groups but the oldest and youngest.

Selection of bookstore by age
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Figure 15 Selection of bookstore by age.

Further, breaking down support for bookstores by income revealed strong support among many of the
income groups, but most especially from households earning between $50,000 and $74,999. Also of note
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are the selection rates of respondents with lower median household incomes; despite the presence of
two Queens Library branches nearby, bookstore was a popular survey selection.

Selection of bookstores by household income
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Figure 16 Selection of bookstores by household income.

More on Bookstores
Many respondents tempered their desire to see a bookstore in Sunnyside with the knowledge that the
book industry seems to be in a difficult place. Several people commented that Amazon.com and eBook
readers have rendered bookstores unnecessary. These are not unique opinions, and it is widely
accepted that the role of bookstores has diminished, but the idea of a bookstore still remained popular
with survey respondents. With that in mind, presented below is a brief discussion of why a bookstore
could be a strong fit in Sunnyside.

Nationally
The American Booksellers Association, the leading association
of independent booksellers has released membership
information that shows modest growth after long-term
industry contraction.2 Many independent booksellers hope not
to beat online prices, but to compete by offering customer
service or events that can't be replicated online.3

Locally
This summer saw two independent bookstores open in
Astoria. Both shops, Enigma Books and Astoria Bookshop,
have made serious efforts to become an important part of the
Figure 17 Recent growth of ABA
membership. www.Bookweb.org
2
3

http://www.huffingtonpost.com/2010/05/24/independent-bookstores-ge_n_587015.html
http://features.blogs.fortune.cnn.com/2013/09/20/independent-bookstores-amazon/
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community in Astoria.
A bookstore could make an unlikely but welcome fit in Sunnyside for several reasons:
•
•
•

Only 2.7% of survey respondents' last visit to the BID was to browse
Potential to be a highly programmed space
Demonstrated community interest

Survey data demonstrates that few people visit the BID to browse. Browsing is an important indicator
because it speaks to the ability of local retail to draw people out of their home. There are currently few
places within the BID that have the drawing power to create a shopping trip. Stores than encourage
spontaneous visits and browsing activity should be encouraged to open within the BID.
The new breed of bookstores feature busy events calendars in order to draw shoppers. Astoria
Bookshop hosted 14 events during the month of October alone. These included a mixture of author
readings, book clubs, writing workshops, storytime for children, and other events. Store events increase
the number of trips to the commercial district; that is to say they get people out of the house and out on
the street to shop. Lexi Beach, co-owner of Astoria Bookshop said, "We want to come up with as many
reasons as we can for people to come in to the store. That's what we view as the role of a community
bookstore - as a community space [where] people can gather."4
Lastly, there has been demonstrated interest from the community in seeing a bookstore open. Not only
did more than half of all survey respondents indicate that they'd like to see one, but the stores that have
opened recently have actively engaged with the community, using social media and "getting to know
you" events in the months before opening. Astoria Bookshop also crowdfunded nearly $8,000 prior to
the store's launch in August 2013.5

4

http://www.dnainfo.com/new-york/20130711/astoria/two-indie-bookstores-set-bring-sci-fi-trivianights-astoria
5
http://www.indiegogo.com/projects/the-astoria-bookshop
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How Can We Get You to Visit More?

Responses to this question have been especially helpful because they frame discussion of the BID
through shoppers' words and experiences. The responses to the open-ended final survey question,
"What things would make you more likely to do more of your shopping in Sunnyside on Queens
Boulevard or Greenpoint Avenue?" yielded several themes:
•
•
•
•

Offer a better variety of goods
Offer higher quality goods
A cleaner pedestrian experience
Improve the streetscape

Offer a Better Variety of Goods
One of the top thematic responses was a call for a wider variety of goods within the BID. One survey
respondent said simply, "Sunnyside is great for shopping, but it lacks in variety," while another added,
"I don't like leaving my neighborhood anytime I want to do something other than sit in a bar. I want to
put money into the local economy and bring people here as well." Both these responses speak to a lack
of variety within Sunnyside.

Offer Higher Quality Goods
Another theme was the desire for higher quality goods. Again, some comments were succinct, "Better
quality stores," while others provided a rationale for shopping elsewhere, "...the fact that I can get
better quality goods elsewhere keeps me from shopping in Sunnyside."
Sunnyside Shines faces particular challenges from nearby commercial corridors like Skillman Avenue
and 47th Avenue. For local shoppers, the boundaries between the two are porous, so the BID must also
compete with offerings available outside of its boundaries. One comment spoke to this directly,
"Higher end, more charming stores. I like the feel of the shops/restaurants on Skillman and would love
to see that same quality on Queens Blvd and Greenpoint. I don't feel like there are many places on
Greenpoint that I would actually go to."

A Cleaner Pedestrian Experience
The survey revealed that nearly 86% of shoppers travel to the BID on foot. This highlights the
importance of providing a welcoming environment to pedestrians. Comments like "...less garbage and
dog poop, better looking store fronts," and "The area looks dirty. Small business owners need to put in
more effort to appear clean," speak to the importance of a clean pedestrian experience.

Improve the Streetscape
The final theme to emerge was the need to improve the streetscape. Several responses offered practical,
low-impact solutions; "More sidewalk dining along the Blvd. like the way Bar 43 and some spots on
Skillman are set up," and "More trees, outdoor cafes, chairs, less pigeons," echo common sentiment.
Queens Boulevard looms large in the minds of potential shoppers; "The biggest obstacle to shopping on
Queens Blvd. is the 'highway nature' of the traffic and the ugliness of the sidewalk area." Because
significant changes to Queens Boulevard are unlikely, it is important to maximize the streetscape
How Can We Get You to Visit More?  15
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elsewhere within the District. Efforts to carve out small, pedestrian friendly spaces are worth pursuing,
and spaces like pedestrian plazas at 40th and 46th Streets could go a long way to improve Sunnyside's
streetscape.
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Conclusion
The results of the 2013 Sunnyside Shopper Survey provide insight into shopper behavior in the BID;
they also allow us to check our sense of place against empirical data. We’ve learned that the
overwhelming majority of shoppers walk to Queens Boulevard or Greenpoint Avenue, and that people
tend to come for food or drinks but not to browse.
Large percentages of survey respondents indicated that clothing, home goods, and bookstores are in
demand. The same goes for food and dining categories like a coffee shop or healthy/natural foods.
Each of these top categories saw broad support across age and income groups.
Lastly, respondents spoke clearly about the issues that cause them to shop outside of the BID. Four
themes appeared consistently in the survey results: offer a better variety of goods, offer higher quality
goods, the importance of a clean pedestrian experience, and the need for improvements to the
streetscape. These are key elements to strengthening Sunnyside’s commercial corridors on Queens
Boulevard and Greenpoint Avenue.
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Appendix
The survey form used to collect in-person responses has been appended to this report. The online
version of the form, which was available at http://www.surveymonkey.com/s/57WNVP3, did not
differ significant and has not been included.
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