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Introduction  
JGSC Group has completed field analysis and initial assessment of the district as a part of its Retail 
Attraction Program.  This document provides the demographic and economic data upon which that initial 
assessment was based, together with a review of other analyses utilized, and recommends a Retail 
Attraction Strategy for implementation in the district.  

Field observations  
The Sunnyside business improvement district covers 36 block sides in a “V-shaped” configuration, 
occupying both sides of Queens Boulevard and Greenpoint Avenue south of its intersection with Queens 
Boulevard, in Sunnyside.  The district includes additional businesses on the numbered streets that intersect 
within the “V” of the two main corridors.  The district is served by rail (the elevated #7 Line that bisects 
Queens Boulevard).   

Sunnyside is a neighborhood-shopping district that is laced with destination full-service restaurants.  It has a 
moderate level of pedestrian traffic, good public transit service, and an intense level of vehicular traffic.  The 
ease of access offers Sunnyside the infrastructural potential to become a shopping as well as a dining 
destination.  A consumer survey performed in the district earlier this year, however, revealed that 86% of all 
visitors reach the district on foot—telling us that the commerce here is basically supported by the local 
residents living within walking distance of its shops and restaurants.  

History  
The area now known as Sunnyside was first settled in the post-colonial era by French immigrants. The 
community’s name was borrowed from one of those farms (“Sunnyside Hill”) that had been owned by the 
Bragaw family since 17131. The area was made up of marshland as well as farms, and remained rural until 
early in the 20th century:   
 

“It was only after the construction of the Queensboro Bridge (1909), the Long Island Railroad tunnel 
(1910), and the subsequent extension of the subway (1918) that supplied rapid access to 
Manhattan, that significant development started in Queens.” 2  

 
With this new infrastructure providing easy access to Manhattan, workforce housing began to replace the 
farms. During this period, Sunnyside made history with the development of the first affordable housing as a 
planned garden community in New York City. In some sections, the neighborhood was developed with mid-
rise (up to six-story) apartment buildings built in the pre-Depression era (1920’s-1930’s). These designs were 

                                                 
1 Always on the Sunnyside, an article by Christina Wilkinson for “Forgotten New York,” found here: http://forgotten-
ny.com/2005/09/sunnyside-queens/  
2 Sunnyside Gardens Historic District Designation Report, New York City Landmarks Preservation Commission, June 26, 2007, 
at page 24. 
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“…three, four, and occasionally five story walk-up buildings and include fourteen stores,”3  with the retail 
space designed at grade. 
Originally, the residents of this housing were poor; two-thirds had incomes below the median level of 
$3,000/year. With the onset of World War II that demographic soon changed, as Sunnyside became a 
desired neighborhood for residents in other areas of the city: 
 

“From the 1940s through the mid-1960s, young families and artists moved to Sunnyside from other, 
more crowded parts of the city. Well-known residents of that period included: Rudy Vallee, Judy 
Holliday, Perry Como, trumpeter Bix Beiderbecke, poet Florence Baker, journalist S.H. Raskin, and 
painter Raphael Soyer.124 By 1960 Sunnyside became more solidly middle-class, and included 
people of Irish, Jewish and German descent who could not afford to live closer to the city.” 4  

 
We observed that most of the retail infrastructure in Sunnyside also dates from the pre-Depression era.  We 
surmise that retail became a feature of this neighborhood only after the Queensboro Bridge and its related 
residential development brought a significant concentration of residents to the area.  It appears that the retail 
component was further stimulated by the expansion of Queens Boulevard as a major thoroughfare into the 
Queensboro Bridge, and by the extension of the #7 subway line through the district (opening in Sunnyside 
sometime between 1915 and 1928).  
 
Traditionally, the retail established in Sunnyside was designed to service the needs of local residents.  More 
recent interest in restaurants there (such as Bliss, De Mole, Salt & Fat, Takesushi, and Turkish Grill, among 
many others), the attraction of highly diverse ethnic populations, and the introduction of some distinctive 
destination retailers, such as Johnson Trading Gallery and Baruir Coffee Shop, suggest that Sunnyside is 
evolving into a regional destination.  

                                                 
3 Ibid. at page 34. 
4 Ibid., at page 31.  
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Trade Area 
The trade area for any retail district is that geographic range from which the vast majority of shoppers—at 
least seventy percent (70%)—derive.  The 2013 Sunnyside Shopper Survey completed by the district just a 
few months ago, in summer 2013, indicate that the trade area is principally made up of the 11 census tracts 
(169, 179, 181.01, 181.02, 183, 185.01, 185.02, 189, 235, 253.01, and 253.02) that are within one-quarter 
mile of the BID’s boundaries.  Moreover, nearly 86% of survey respondents indicated that they walk to the 
district, reinforcing the notion that they live within one-quarter mile of the district.  This yields a trade area of a 
ring with a one-half mile radius from the center point of the district, which we placed at Queens Boulevard 
and 44th Street.  (This area is shown on the map inserted, below, as the red ring.  The green ring represents 
a 1-mile radius and the blue is a 1.5-mile radius.) 

That one-half mile ring has a population of 47,145 living in 18,990 households.  Add to that a daily workforce 
population (that is mostly non-resident) of 10,504, and the district has the makings of a very densely 
populated area that can be a self-sustaining retail market.  Residential population density here is 60,057 
people per square mile (the one-half mile ring is less than 1 square mile), which is an extraordinary rate that 
holds great appeal for retailers. 

Certainly, Sunnyside has the opportunity to expand its Trade Area by attracting more visitors from beyond 
the one-half mile radius.  LaGuardia Community College is just outside of the perimeter and offers a large 
block of potential shoppers who could be reached through targeted marketing and through attraction of 
appropriate retailers and restaurants. 
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Non-resident populations 
There is another sizable audience of consumers within Sunnyside’s trade area who are not residents: office 
workers and other employees, and college students.  The demand for retail goods and services of these 
groups add substantially to the purchasing power of the neighborhood:  

• LaGuardia College: 17,000 students x $50/wk x 44 wks = $37.4 million 
• Area trade schools: 3,000 students x $50/wk x 44 wks =  $6.6 million 
• Office workers within 1-mile radius: 42,677 x $6,000/yr spending = $65.4 million 

Their $100 million in potential retail spending does not appear in syndicated data available to retailers, and 
provides us with a powerful argument to offer retail prospects.  This is the opportunity for Sunnyside: it can 
build on the strong retail market now serving its residents by marketing to local college students and office 
workers and by attracting more destination retail that will grow its visitor audience. 

Public Infrastructure/Access 
Sunnyside is well served by car, subway, and bus access.  Queens Boulevard is a main artery connecting 
the area to the Queensboro Bridge and Midtown Manhattan, insuring a steady flow of visitors through the 
heart of the district every day.  Consider the numbers:  
 #7 Subway line:  

 40th Street/Lowery station: 10,919 boardings/day 
 46th Street/Bliss station: 14,499 boardings/day 

Bus lines: 
32,324 riders/day utilize the 7 bus lines that serve Sunnyside.  In one year, that amounts to nearly 12 
million visits.  (Note: MTA’s bus ridership data does not define the locations where people board or 
disembark the bus, but rather provide total riders for the entire line.  Therefore, we don’t know how 
many of these people pass through Sunnyside.) 

Auto traffic:    
We obtained the Annual Average Daily Traffic (AADT) for vehicular traffic on Queens Boulevard in and 
adjacent to the district.  Those counts range from a low of 44,733 vehicles/day to a high of 64,500 
vehicles/day (both measured on Queens Boulevard; see the map, next page).  Much of this volume 
is “through” traffic, not intended to stop for shopping at Sunnyside.  However, all of it is potential 
customer traffic and is subject to whatever marketing efforts the BID or its merchants may apply to 
attract their interest and encourage them to stop.  

Of course, parking must be adequate in order to attract shoppers by car.  We note that Sunnyside has 
ample surface lot spaces, primarily under the elevated track along Queens Boulevard, as well as at curbside.  
These parking areas are all within the district, along the retail corridors, and are visible to the drivers passing 
on Queens Boulevard.  Still, in our walking tour we did not note the presence of any directional signs to 
public parking, and we encourage the BID to consider whether signage is adequate for the unfamiliar visitor 
to comfortably find parking facilities.  

Finally, to put this all in perspective, note that the typical suburban mall of about 1 million square feet in area 
relies upon the visits of consumers in about 3,400 cars per day, which is a fraction of the overall vehicular 
traffic passing through the district and would use only two-thirds of the closest public parking in the district. 
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Retail vacancy; retail rents 
At-grade level commercial vacancy is low in Sunnyside.  The district has more than 300 commercial 
properties, of which 292 are designed for retail commerce.  Of those 292 storefronts, only 19 are currently 
vacant—yielding a vacancy rate of only 6.5%.  This is a very low level of vacancy: since 2008, levels of 9% to 
10% vacancy have been common in neighborhood retail corridors in New York City’s outer boroughs.  

A level of 5% vacancy is considered “full occupancy,” given the normal turnover of spaces caused by 
retirement, illness, death, divorce, and other calamities that affect small businesses, regardless of the 
national or local economy.  Given the limited number of vacant commercial properties now present in the 
district, we must accept that this retail attraction strategy should pursue long-term goals of retail-mix 
management.   

Commercial rent is always a function of sales; the better the sales volumes/values in a district, the higher the 
rents there.  The client provided us with a sample of actual rents for six retail properties currently available in 
or near to the district, and they ranged from a low of $28/square foot (sf) to a high of $102/sf.  The average 
for all six was $62.38/sf—a high number that reflects good earnings on retail sales in Sunnyside.  

Annual Average Daily Traffic (AADT) in and around the district 
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The district furnished a list of 17 commercial properties that were vacant as of the date of the field tour, and 
that list is provided below. (The list included 2 additional properties, but those spaces already have plans for 
new tenants, and were therefore removed from the list.)  

 
Available Commercial Address 

Gross Leasable Area 
(GLA) Prior Use/Potential Use 

1. Greenpoint Ave between 45th-46th   
2. Greenpoint Ave between 46th-47th 935 SF $8,000/mo ($102.67/mo) 
3. 49-08 Queens Blvd 5,400 SF on 2 floors Former office 
4. 49-10 Queens Blvd 2,700 SF Former retail store 
5. Queens Blvd between 39th & 40th 20’ frontage Former foreign auto parts 
6. Queens Blvd and 40th St-corner   

7. 43-42 40th St 1,000 SF Former “April Glass” gifts; rent was too high at 
$4,700/month ($56.40/SF) 

8. 45-24 46th St  Newly sub-divided space 

9. 45-24 46th St  Newly sub-divided space—this portion could become liquor 
store if not opposed by CB 

10. 45-10/12 48th St (back of King’s) 500 SF Former “Energia y Salud” restaurant; fixtures 
11. 45-20 47th St  1,680 SF Former “Fashionable Baby & Kidz” children’s clothing 

12. 43-43 41st St 600 SF Former “Anise Fusion” FS restaurant Asian fusion food; may 
have fixtures 

13. 42-24 Greenpoint Ave 4,000 SF Former “Sunnyside Pediatrics”; produce 
14. 43-15 Queens Blvd 880 SF Former “Meat Boutique” (butcher) 
15. 45-04 Queens Blvd Narrow 12’ frontage Former “Nodus” Thai Restaurant; fixtures 
16. 39-13 Queens Blvd 1,600 SF Former Laundromat, $4,500/mo ($33.75/mo) 
17. Queens Blvd between 39th & 40th  Former jewelry store; $1,600/mo 

 
Then we examined property listings to seeing what asking rates were.  Most properties available in the 
district did not specify a rent number—another indication that the average rent there is higher than other 
similar districts.  The rent/ask numbers we were able to find on just three properties ranged from $35 to 
$90/sf.  

Retail mix: 
Our review of Sunnyside’s current retail mix is positive.  The district has a robust mixture of retail categories, 
with no apparent over-reliance on a single category, as is often the case in urban corridors.  

The district could improve its ratio of stores selling retail goods (29%) to those selling retail services (45%).  A 
preferred mix would have more stores selling retail goods than stores offering retail services.  This is helpful 
as it is vendors of retail goods that stimulate browse-shopping; generally, services do not.  If shoppers 
engage in browse-shopping, they stay in the district longer than other shoppers who come to visit a 
particular store.  By lengthening the visitor’s stay, the likelihood is increased that the visitor will stop in 
additional stores and make additional purchases. 

Here is the breakdown of Sunnyside retail businesses into three major categories: goods, services, and 
eateries/entertainment (restaurant): 
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Robust: 292 retail storefronts in over 50 retail sub-categories 
• Retail goods: 29% (84) 
• Retail services: 45% (132) 
• Eateries/Entertainment: 26% (76) 

Top categories:  
• 16.8% Restaurant (49+) 
• 13.0% Medical/dental services (38) 
• 10.3% Salon/barber (30) 
•   6.2% Banks/financial (18) 
•   4.5% Bars/pubs (13) 
•   3.4% Convenience (10) 

Economic data 
The chart below reveals the status of major retail categories by their level of unmet demand (or over-supply, 
expressed in red).  Although there is demand at the half-mile level for furniture and electronics, these 
categories are likely unsustainable in Sunnyside due to their over-supply at the 1- and 2-mile radii beyond.  
Neither are the health and beauty nor the books and music categories recommended, as they are over-
saturated at all three ranges. 
However, the categories of home furnishings, grocery, specialty food, clothing, shoes, general merchandise, 
and full-service restaurants are underserved to varying degrees in Sunnyside.  By seeking distinctive, non-
homogenous retailers within these categories, we could allow the district to further diversify its retail mix to 
better satisfy existing residents (seeking better quality and variety of goods) and the growing audience of 
middle and upper middle class shoppers that are moving into the district; to better attract local non-
residents; and to begin to reach regional visitors as a destination.  

UNMET DEMAND FOR RETAIL GOODS & SERVICES 
Retail Category 0.5 miles 1.0 miles Region (2 miles) 
Furniture $3,674,604  ($1,464,889) ($6,586,495) 
Home Furnishings $859,430  ($4,396,901) $4,469,700 
Electronics $8,831,953  ($41,671,472) ($71,422,734) 
Grocery $21,299,884  $9,953,440  $77,585,147 
Specialty Food $1,426,790  $470,894  ($5,550,509) 
Health & Beauty ($8,577,170) ($15,011,146) ($17,431,589) 
Clothing $21,229,246  $17,438,015  $39,245,618 
Shoes $3,915,291  $6,231,043  ($29,138,573) 
Books & Music ($500,755) ($2,049,806) ($4,975,198) 
General Merchandise $38,911,468  $52,917,567  $162,442,284 
Full-service Restaurant $8,130,414  $6,443,499  $41,335,463 
Limited-service Restaurant $4,410,222  ($3,675,784) $46,069,350 

 
We note that Specialty Grocery is in over-supply at 2 miles ($5.5 million), but believe that this could still be a 
good choice for Sunnyside in the distinctive areas of ethnic grocery, organic grocery, or high-quality grocery 
(i.e., Trader Joe’s or Eden Gourmet) that are destination businesses and would attract outside visitors as 
well.  (A complete report of economic data is attached in the Appendix hereto.) 
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Conclusion/Retail Attraction Strategy 
The theme of our retail attraction strategy may, therefore, be summed up this way: Sunnyside is a well-
functioning district with limited commercial vacancy and appeal to local residents.  Retail attraction should be 
used to enhance the current mix and grow the consumer audience to include area college students, area 
office workers, and regional visitors. 

The recommended retail attraction strategy has these components:  
1. Confirm district’s vision for retailing characteristics that the Sunnyside BID would like to foster. 

a. Continue to serve local residents, while also  
b. Attracting local non-resident audiences, and  
c. Attracting regional visitors for shopping and dining/entertainment. 

2. Pursue retail categories that are currently un-served or under-served; and that are consistent with 
district’s vision. 

a. Furniture, but limited to craft/artisanal/distinctive  
b. Home furnishings (including a focus on kitchen supply) 
c. Grocery/specialty grocery (including ethnic/imported/organic/health-oriented/high quality) 
d. Clothing/shoes (not national or regional, but niche categories) 
e. General merchandise 
f. Full-service restaurants (supplementing the variety already present)  
g. Generally: increase the ratio retail goods to retail services 

3. Market the district to appropriate prospects within the identified categories that are consistent with 
the district’s vision. 

4. Forge relationships with commercial property owners to gain their support for a long-term 
recruitment strategy and anticipate vacancies before they hit the market. 

5. Invite commercial real estate brokers into the district to learn about your proactive role in recruitment 
and to engage their support for pursuit of your targeted prospects, in lieu of indiscriminate 
recruiting/leasing. 

6. Address consumer requests for greater product quality and variety through the targeting of quality, 
non-discount retailers of goods to bolster and retain the limited number of existing quality retailers, 
and expand the range of retail offerings in under-served categories in order to attract more 
destination shoppers.  

7. Target more quality, full-service restaurant operators to capture unmet fine-dining demand and 
enhance Sunnyside’s appeal as a dining destination. 
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Marketing tactics for the retail recruitment effort 
For each of the retail-ready properties, the following marketing tactics are recommended.  These tactics 
should be pursued on a continuous basis—management of the district’s retail mix is a long-term project and 
the turnover of business operators never ends.  We have listed these tactics in a rough sequence that should 
be followed in order to initiate the effort: 

• JGSC shall create a fact-sheet that describes the community and provides basic information about the 
area demographics, economics, transportation, and similar attributes. 

• Sunnyside may wish to create (or utilize existing) sell-sheets for each commercial vacancy that 
describe the property and provide basic information about it such as size, lease terms, applicable 
uses, etc. 

• Create a “retailer/broker” page on Sunnyside’s website (or consider adding this to your “business 
resources” page) that contains all available/relevant information about each vacant commercial 
property, survey results and economic data about your district, and any marketing materials that 
JGSC Group prepares for your district.  These pages should be data-rich and include photographs, 
maps, and economic and consumer spending information about the community. 

• Sunnyside should create a list of local real estate brokers, commercial property investors and area 
bankers.  Create ongoing communications with this group through a series of business letters and in-
person meetings.  The first letter should announce the recruitment effort and invite participation.  
Subsequent letters should publicize each property and invite recipients to attend roundtable meetings 
to discuss how best to facilitate the recruitment process. 

• Sunnyside should communicate with all the existing retailers about the recruitment process.  Many of 
them may have interest in opening an additional store in the district (perhaps in a different retail 
category from their existing store) or may know someone who might be interested in coming into the 
district.  Ask your local merchants to offer a testimonial about their business success within the 
district.  If you are able to collect any useful testimonials, share them with other retailers and on the 
district’s website, as well as your prospects, brokers, bankers, and investors. 

• Sunnyside may wish to create signage for the front windows of each vacancy to create awareness of 
the property, suggest potential uses, and provide contact information.  Work with the property 
owner/broker to create appropriate signage and window staging for the property, and freely distribute 
sell-sheets about the property at all public gatherings and during meetings with other area residents, 
merchants or property owners. 

• Sunnyside may wish to consider the retention of a restaurant-attraction specialist in order to attract the 
most appropriate full-service restaurants that can be supported in the district.  There are specialists 
with existing relationships with their own “stable” of restaurant operators; if one of those becomes 
convinced of the soundness of the restaurant opportunity at Sunnyside, he/she would be prepared to 
introduce you to several restaurant clients.  JGSC Group can recommend such a specialist, if desired. 

• Direct mail outreach: JGSC shall prepare a set of two post cards and two letters for a direct-mail 
campaign to a set of 200 retail prospects we shall supply within the retail categories we have 
recommended in this strategy.  The postcards shall include a photo or photos that relate to a targeted 
category of retail or to the district, provide information of interest to a retailer regarding the district, and 
contact information/website address for Sunnyside. 

• JGSC shall send the postcards and letters to those businesses that have been pre-qualified as 
prospective tenants, allowing a 2 to 3 week period between each mailing.  Over the course of time, it 
is appropriate to repeat previously sent postcards and letters. 
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• Following the direct mail outreach, Sunnyside should begin making personal contact with each 
prospective tenant.  Call on the phone and attempt to establish a relationship with the prospects by 
asking if they are receiving the mailing or if they have visited the website or the property.  Offer to send 
them your retail market research for the district (the data package attached to this appendix).  Ask if 
they have any interest in the property, or if they might know anyone who would.  Ask for their email 
address and permission to send them information about available properties within the district. 

• As Sunnyside is able to establish relationships with prospective tenants, possible investors, property 
owners, brokers or bankers, create a database of their contact information and email addresses.  On a 
periodic basis, send them information about the district.  Among other topics, make sure you 
communicate with them about the recruitment program, available properties, under-served retail 
categories, consumer demand and spending, and similar items that will help generate interest about 
the district. 

• Publicize the properties with postings on industry and consumer websites such as Loopnet, 
Dealmakers, Property Shark, Craigslist, and others.  Also publicize the properties via links or “bursts” 
on the front page of the district’s website and the websites of other affiliated organizations. 

• Invite prospective tenants and area brokers and bankers to take tours of available properties within the 
district.  Focus on those properties that are retail-ready and appropriately staged.  

• Issue press and video releases about the recruitment effort.  Discuss how the currently available 
properties are part of a larger mission to attract a better retail mix into the community.  Discuss the 
research and analysis that has been conducted to determine the right retail mix, the work with 
property-owners to select and stage available properties, and the toolkit that has been developed to 
facilitate the recruitment process.  Distribute the press and video releases to local newspapers, local 
brokers and bankers, industry publications, You Tube, web-logs (blogs), and similar media outlets. 

• Seek out opportunities for speaking engagements where you can announce the recruitment effort, 
discuss available properties, and create awareness about your district and the opportunities that exist 
within it.  Among other organizations, seek these opportunities through local business and merchants 
groups, church and civic organizations, and community groups. 

• During public events and activities, host a table or booth where you can promote the recruitment effort 
and solicit prospective tenants or other interested persons. 

• If not too expensive for the district, Sunnyside should explore the possibility of transit advertising on 
the local subway or bus routes.  Alternatively, seek out opportunities for posting billboards or signage 
that might be seen by subway riders as they leave the station.   

• Finally, keep records about the tactics that you undertake.  In particular, maintain a record of phone 
outreach to prospects, as well as a record of inquiries received from them.  Record the costs, the date 
of action, and the results of that action.  Reviewing this data will allow you to learn which of these (or 
other) tactics are most effective in achieving your goals. 
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General strategies for district revitalization 
1. Forge relationships with commercial property owners to facilitate: 

a. More appealing appearance of stores 
b. Replacement of poor/redundant retailers 

2. Share survey and economic data with merchants to gain their cooperation for  
a. Enhanced retail quality 
b. Expanded retail variety 
c. Improved storefronts, and visual merchandising 

3. Investigate directional signage for public parking areas 
4. Apply tactics to “soften” the Queens Boulevard/#7 elevated line barrier, to stimulate more foot traffic 

to cross from one side of the Boulevard to the other.  The creation of green public space under the 
elevated track where events may be staged and general social activity may occur (as the BID has 
already begun to do) is encouraged. 

5. Target distinctive goods retailers and more full-service restaurants to develop Sunnyside as a 
destination for visitors, and not just a neighborhood retail corridor.  (The direct mail campaign that 
we are undertaking to recruit retailers is a critical step on this path.  Consider also the retention of a 
restaurant broker to facilitate your recruitment of attractive destination-type full-service restaurants.) 

Appendix  
Attached hereto are the Demographic Data and the Economic Data obtained for the district, its wider region, 
and the Borough as a whole.  

 


