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Creating a Coordinated Retaill
Strategy for Lower Manhattan

This paper is the second in a series
aimed at informing the public about
the distribution of federal funds for the
revitalization of Lower Manhattan. In
this edition, the retail components of
projects that will bene t from these
funds, including the World Trade Center
Transportation Hub and the Fulton
Corridor Revitalization Program, are
discussed in the context of creating

a retail strategy for all of Lower
Manhattan.
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R etail can have a transformative e ect on the
streetsand sidewalks of Lower Manhattan. It has
the potential to improve the pedestrian environment,
stimulate activity at the street level, and create a
distinct identity. If done right, retail can hasten Lower
Manhattans recovery by making it a destination for
shoppers and tourists, while also serving the districts
growing residential community and sizable worker
population. With this in mind, the approach and
strategy for attracting new and diverse types of retail
to Lower Manhattan deserves as much attention as
other aspects of the rebuilding process, like public
transportation, the creation of public spaces and
commercial o ce development. e economic
aspects of the retail trade, such as the type of jobs it
provides, should also be considered as part of an overall
retail strategy.

Along the east-west corridor of Fulton Street, as
manyas Ve new projects promise to add new retail, or
change or improve existing retail in the coming years.
At the west end, Brook eld Properties is considering
doubling the amount of retail at the World Financial
Center, by expanding east of the Winter Garden
toward West Street. At the World Trade Center, the
Port Authority will add up to 600,000 square feet of
new retail when it rebuilds the World Trade Center
Transportation Hub. e Fulton Street Corridor
will bene tfrom a$38 million grant from the Lower
Manhattan Development Corporation (LMDC) to
upgrade public spaces, streetscape and retail fa ades.
Also on Fulton Street, the new Fulton Street Transit
Center willinclude retail onthe rstand second
stories. Finally, at the eastern end of Fulton Street, the
South Street Seaport awaits the plans of its new owner,
General Growth Properties, and potential changes to
the existing Seaport retail space and mall.

e result of these new public and private
investments will necessarily change the character of

Lower Manhattan to some degree; the question is how
much and in what ways? Can the creation of retail be
leveraged to achieve the goals articulated for the Lower
Manhattan rebuilding process, such as creating a 24/7
mixed-use community,a more attractive public realm,
and jobs for people who were impacted on 9/11?

e creation of high-value retail at the World Trade
Center site provides an opportunity to improve the
historically low wages and high turnover of workersin
the retail trade by pioneering new job standards and
training programs. To date however, little attention
on the part of the City, State, the LMDC, or the Port
Authority has been directed towards thinking about
what type of jobs the retail will create, or towards
developing a coordinated retail strategy for Lower
Manhattan.

A forum sponsored by the Civic Alliance on
June 21st explored such astrategy by inviting a panel
of professionals and publico  cials to discuss retail
in Lower Manhattan. ey included: Alexandra
Akiraof CB Richard Ellis, Je Eichler of the Retail
Wholesale Department Store Union, Nancy Marshall
of the Metropolitan Transportation Authority, Jenna
LaPietra of the Port Authority of New York and New
Jersey, and Keith O Connor of the New York City
Department of City Planning.  is paper draws on the
issues discussed by the panelists and audience at the
forum and makes several recommendations for a retail
strategy in Lower Manhattan.

Retail Today

e retail that exists today in Lower Manhattan
primarily serveso  ce workers, transit users, and
tourists. Convenience retail is the most prevalent
type, with establishments like fast-food restaurants,
delis, shoe cobblers and nail salons interspersed among
the Civic Center, Financial District, and World Trade
Center vicinity.  ese businesses satisfy the demand
of daytime workers for small purchases and de ne the
character of Lower Manhattans streets, which is not
necessarily an attractive one. A lack of design standards
for facades and signage make for a chaotic appearance
and detract from the historic architecture of Lower
Manhattan.

At the opposite end of the retail spectrum, a

number of luxury brands such as Hermes, BMW
and Hickey Freeman have come recently to Lower
Manhattans nancial district.  ese upscale stores
are ahead of the curve, market-wise, but re ect
the growing purchasing power of the residential
community in Lower Manhattan, Also inthe nancial
district, an enclave of open-air restaurants thrives on
Stone Street, recently renovated with the help of public

and private investments. e restaurants on Stone

Street are some of the few sit-down dining options
in Lower Manhattan that stay open in the day and

evening.

Mall stores and restaurants can be found at the
South Street Seaport, home to about 350,000 square
feet of retail, including the multilevel shopping
center on Pier 17. Originally conceived asa festival
marketplace in the 1980s by the Rouse Company,
today most of the retail consists of national chain
storesthat do little tore ect the Seaports maritime
historyand o er nothing unique to attract New
Yorks regional shoppers. e underperforming
Seaport serves primarily a tourist market, and now
awaits the plans of its new owners, General Growth
Properties. An exception to the Seaports lackluster
performance isBodies e Exhibition, which drew
record attendance. e success of the Bodies exhibit
demonstrated that the Seaport can attract locals
and tourists alike ifito ers something unique and
compelling.

e existing convenience retail, the newer
high-end stores, and even tourist-oriented retail at
the Seaport 1ldi erent market niches. Evidence
suggests, however that an even greater variety of
market segments could succeed in Lower Manhattan.
A 2004 report by the Urban Land Institute proposed
numerous merchandising priorities in Lower
Manhattan that would enhance shopping options
in the neighborhood for residents and workers, and
even provide an alternative to midtown for regional
shoppersand tourists. ey include:

Supermarkets

Department stores
Restaurants, including more formal and family
restaurants

Lifestyle Stores, such ashome dfcor, sports,
electronics, etc.
Fashion
Entertainment, including museum shops, interactive
venues and theatres

To attract these types of retailers to Lower Manhattan,
Urban Land Institute stressed the importance of
forming a vision for the entire district, creating a sense
of urgency to ful Il that vision, and then following
it through to execution. e report discussed the
opportunity for retail to shape the identity of an area
and transform it into a shopping destination, in the way
that places like Madison Avenue or SOHo are known
for their retail o erings.

Lower Manhattan now has the potential
to ratchet up its retail pro le with simultaneous
investments in a variety of retail projects along the
Fulton Street Corridor. However, this depends on the
coordination of these projects into one bold strategy.
Several of these projectsare pro led below.






