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RETAIL INVESTMENT OPPORTUNITY 
SHOPS AT BRUNSWICK PLACE



SHOPS AT BRUNSWICK PLACE
Brunswick, OH
171,223 SF
Anchors: Marcs, Ross Dress for Less
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KEY FACTS
 Excellent trade area with strong household incomes
 Upper middle class demographic with strong disposable income
 Well located near intersection of I-71 (63,000 ADT) and Center Road

(43,000 ADT)
 New anchor tenants with relocated and expanded Marc’s and new to

market Ross
 Change in anchor tenancy will change the entire value of the draw for

small shops
 In retail corridor with extremely strong performing retailers
 Long term rent growth and improved credit profile of tenants as

better credit, National tenants are attracted to the asset with the
better anchors

 Significant long term upside with outparcel tenant renewals and
turnover

BUSINESS PLAN
 Capitalize from the draw of the new anchor tenants by leasing to new

national small shop tenants
 Increase fixed minimum rent with the turnover of new tenants
 Negotiate new long term, higher rent deal with Wendy’s. This will allow

them to remodel
 Once new lease term is in place for Wendy’s, sell the outparcel for a very

low cap rate. This will lower the basis in the asset and further improve the
return on asset

 Selectively lease the remaining vacant anchor space to increase NOI, draw
of asset and credit profile of the asset

 Over time, create new outparcels currently restricted by existing tenants



LOCATION MAP
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TRADE AREA

Shops at
Brunswick Pla ce

VISIT TREND

Shops at
Brunswick Pla ce

Trade Area
Population - 102,100
Avg. HHIncome - $107,394
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TENANCY
MAJOR TENANTS

TOTAL MAJOR TENANTS

TOTAL SHOP TENANTS

TOTAL GLA

SF LEASE EXP.

SHOP TENANTS

Local Tenants

Vacant

54,000

23,812

3,953

  19,830

66,828

77,812

93,411

171,223

% OF GLA

31.53%

2.31%

Regional Tenants 2,800  1.63%

 11.58%

39.03%

45.44%

54.55%

100.0%

13.90%

6/31

4/32

OUTSTANDING CREDIT
National and Regional retailers represent 81% of the square feet and 81%
of the rent.

Na onal: 57,953 (56%)

Regional: 26,612 (25%)

Local: 19,830 (19%)

SQUARE FEET BY CREDIT

Na onal: $ 843,258 (61%)Regional: $ 270,314 (20%)

Local: $ 265,211 (19%)

GROSS RENT BY CREDIT



The tenants that occupy a retail center are key to the long-term success of
the investment. Select constantly analyzes retailers considering multiple
factors including; sales, growth in same store sales (or lack thereof), new
store openings, resistance to e-commerce (or lack thereof), credit and
future prospects. Select also has the benefit of constant interaction with
retailers through daily management and leasing activities. This interaction
provides an inside perspective into a retailer’s strategy and operations.

Several themes emerge from this ongoing analysis. First, grocery stores and
other necessity oriented retailers are performing well. Second, there is a
strong group of value retailers like TJ Maxx, Ross, Kohl’s and Marshalls
that are attractive. Third, entertainment oriented uses like restaurants,
theaters and fitness clubs are generating strong sales in addition to
generating traffic. Fourth, service oriented uses such as insurance, medical
and real estate drive traffic and provide tenant mix diversity.

Necessity, value, entertainment and service oriented retailer’s represent 
58.41% of the square feet and 96.36% of the gross income at Shops at 
Brunswick Place. 
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ALL RETAIL IS NOT EQUAL

$304,143 
$- $57,063 

$1,010,274 

$-

0-5 Years 5-7 Years 7-10 Years 10-15 Years 15+ Years

Lease Expiration Schedule –
Gross Rent
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32.24%

13.91% 4.93%
7.33% 2.57%

Necessity Value Entertainment / Restaurant Service Discretionary

Type of Tenancy by SF

56.79% 16.70% 10.53% 12.34% 3.65%

Necessity Value Entertainment /
Restaurant

Service Discretionary

Type of Tenancy - Annual Rent

121 133 35 23 41

Necessity Value Entertainment / Restaurant Service Discretionary

Weighted Average Months
Remaning by Tenancy
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