
 

 

Finance and Economic Dev. Comm. Meeting 

August 1, 2016 

5:00 pm 

Pinky Alder Room 

********** 

1) ORAL COMMUNICATIONS

2) PRESENTATION BY BARRY FOSTER OF HDL ON THE IMPACTS OF E-COMMERCE ON FUTURE SALES 

TAX REVENUE

 

NOTE: All Agenda items and back-up materials are available for public review at the Upland Public Library, downstairs 

reference desk at 450 North Euclid Avenue, the City Clerk’s Office at 460 North Euclid Avenue and the City website at 

www.ci.upland.ca.us, subject to staff’s ability to post the documents before the meeting.  

In compliance with the Americans with Disabilities Act, if you need special assistance to participate in this meeting, please 

contact the City Clerk’s Office at 909.931.4120. Notification 48 hours prior to the meeting will enable the City to make 
reasonable arrangements to ensure accessibility to this meeting. [28 CFR 35.102-35.104 ADA Title II]  

POSTING STATEMENT: On July 28, 2016 a true and correct copy of this agenda was posted on the bulletin boards at 450 
N. Euclid Avenue (Upland Public Library) and 460 N. Euclid Avenue (Upland City Hall).  
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2011 2012 2013 2014 2015
8,972,116$   9,162,976$   10,116,875$   10,786,613$   11,522,982$   

6% 2% 10% 7% 7%

City of Upland
Total Sales Tax Revenue (2011 - 2015) 
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% Growth (YOY)
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CITY OF UPLAND
MAJOR INDUSTRY GROUPS - 13 QUARTER HISTORY

ADJUSTED FOR
ECONOMIC DATA

Sales Tax by Major Industry Group
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Count: 1,213

General Consumer Goods

Count: 142

Building And Construction

Count: 308

Autos And Transportation

Count: 260

Restaurants And Hotels

State & County Pools

Count: 25

Fuel And Service Stations

Count: 717

Business And Industry

Count: 97

Food And Drugs
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Agency Trend

Upland

13 Quarter Trend: +24.5%

Periods shown reflect the period in which the sales occurred - Point of Sale

07/25/2016   2:02 pm HdL •  909.861.4335  •  www.hdlcompanies.com

CONFIDENTIAL INFORMATION - DO NOT COPY OR DISTRIBUTE WITHOUT AUTHORIZATION
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CITY OF UPLAND
MAJOR INDUSTRY GROUPS

ADJUSTED FOR
ECONOMIC DATA

Major Industry Group 2015Count $ Change % Change2014

 3,192,278  1,213  119,076 3.9% 3,073,202 General Consumer Goods

 2,314,064  142  222,628 10.6% 2,091,436 Building and Construction

 1,810,247  308  292,847 19.3% 1,517,400 Autos and Transportation

 1,523,540  260  161,168 11.8% 1,362,371 Restaurants and Hotels

 1,110,270  25 (156,261) -12.3% 1,266,532 Fuel and Service Stations

 898,764  717  63,123 7.6% 835,641 Business and Industry

 669,011  97  32,469 5.1% 636,542 Food and Drugs

 4,807  7  1,320 37.8% 3,487 Transfers & Unidentified

 11,522,982  2,769Total  736,369 6.8% 10,786,613 
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CITY OF UPLAND 

CALENDAR YEAR 2015 COMPARED TO CALENDAR YEAR 2014 ADJUSTED FOR 
ECONOMIC DATA 

TOP 25 BUSINESS TYPES LISTED BY ALLOCATION 

COUNTY  

Code 

 

Business Type Description (Count) 
AGENCY HdL STATE  

2015 

 

2014 

 

Change 

 

Change 

 

Change 

 

2015 

 

2015 

   

 14,011,121   232,921,070  50 Lumber/Building Materials 4.6% 7.9% 3.9%  1,344,100   1,285,430     
 33,778,695   616,059,027  60 New Motor Vehicle Dealers 21.9% 9.1% 12.0%  1,269,446   1,041,652     
 33,536,266   468,924,719  62 Service Stations -12.4% -14.1% -12.6%  1,105,456   1,262,270     
 23,139,761   369,337,401  08 Discount Dept Stores  1.3% 2.0% 2.5%  Confidential   Confidential     
 10,442,300   154,635,807  82 Contractors  25.6% 12.7% 16.1%     Confidential

   
Confidential    

 15,860,428   276,597,156  24 Quick-Service Restaurants 10.8% 7.8% 9.0%  730,569   659,304     
 11,732,459   285,201,523  35 Casual Dining  13.3% 6.9% 8.0%  547,229   483,062     
 6,154,308   136,106,344  19 Specialty Stores  3.3% 4.6% 6.3%  507,719   491,411     
 6,640,620   136,042,672  07 Department Stores 0.8% 0.1% 19.9%  Confidential   Confidential     
 6,133,730   136,809,489  31 Electronics/Appliance Stores 4.7% 1.0% 0.6%  298,840   285,293     
 8,227,543   151,650,263  34 Grocery Stores Liquor  7.5% 2.4% 1.7%  255,088   237,251     
 9,725,075   113,489,831  99 Light Industrial/Printers  9.3% 0.7% 10.3%  244,954   224,174     
 8,545,799   172,700,203  03 Family Apparel  6.2% 4.5% 3.1%  215,128   202,533     
 2,410,370   50,669,208  12 Sporting Goods/Bike Stores  12.5% 1.8% 0.9%  210,336   187,013     
 5,517,448   115,497,916  30 Home Furnishings  0.8% 5.5% 8.6%  192,811   191,277     
 2,319,079   47,386,974  37 Fast-Casual Restaurants  15.4% 12.0% 13.3%  180,546   156,416     
 2,855,824   55,218,511  71 Auto Repair Shops  8.3% 6.0% 3.5%  165,461   152,833     
 4,957,394   70,672,640  61 Automotive Supply Stores  11.0% 4.8% 5.4%  151,601   136,566     
 1,801,321   56,035,430  33 Grocery Stores Beer/Wine 3.3% 1.2% 0.3%  148,021   143,248     
 8,144,429   84,480,741  18 Office Supplies/Furniture 7.1% 0.7% 1.7%  142,471   133,078     
 2,345,129   62,309,677  27 Drug Stores  0.2% 0.0% 0.5%  128,276   128,074     
 1,470,094   38,997,008  22 Liquor Stores  6.8% 5.8% 7.1%  120,160   112,553     
 1,332,853   58,097,553  52 Plumbing/Electrical Supplies -0.9% 8.9% 9.9%  118,838   119,910     
 2,250,285   54,214,308  89 Business Services 23.1% 3.2% 1.8%  111,655   90,699     
 8,815,939   85,085,865  98 Heavy Industrial 6.9% 6.3% 10.2%  100,047   93,559     

All Others   1,075,625   988,786   85,518,260   1,516,247,612  8.8% 15.8% 2.8%    
   2.8% 6.8% 6.8%  5,545,388,949   317,666,529   10,786,613   11,522,982  TOTAL ALL TYPES  

Major Industry Groups    

 1,517,400   1,810,247   58,909,596   1,002,487,130  11.7% 19.3% 9.4% Autos And Transportation  

Building And Construction   493,091,090   2,314,064   2,091,436   27,455,373  

 941,189,848   898,764   835,641   74,944,064  Business And Industry  

 333,480,320   669,011   636,542   14,565,796  Food And Drugs  

 37,874,351   1,110,270   1,266,532   568,695,798  Fuel And Service Stations 

 1,393,131,618   3,192,278   3,073,202   71,861,981  General Consumer Goods 

 812,105,192   32,048,740   1,523,540   1,362,371  Restaurants And Hotels 

 1,207,953   4,807   3,487   6,627  Transfers & Unidentified  

TOTAL ALL GROUPS  11,522,982   10,786,613  6.8%  317,666,529  6.8%  5,545,388,949  2.8% 

10.6% 9.4% 9.0% 

19.6% 7.6% 3.3% 

2.1% 5.1% 3.0% 

-15.1% -12.3% -16.9% 

5.0% 3.9% 2.7% 

11.8% 8.0% 8.9% 

-2.9% 37.8% -72.5% 

   

7.1%  12,884,529   12,029,014  

9.7% 

-0.6% 

 1,234,836   1,354,030  

 7,516   7,565  

 10,786,613  6.8%  317,666,529  6.8%  5,545,388,949  2.8%  11,522,982  

GROSS RECEIPTS 

ALLOCATIONS FROM STATE POOL 

ALLOCATIONS FROM COUNTY POOL 

TOTAL ALL BUSINESSES    

CONFIDENTIAL INFORMATION - DO NOT COPY OR DISTRIBUTE WITHOUT AUTHORIZATION 
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CITY OF UPLAND

FOR CALENDAR YEAR 2015

TOP 25 SALES TAX PRODUCERS

Business Name Business Category

AT&T Mobility Electronics/Appliance Stores

Bed Bath & Beyond Home Furnishings

Campus Arco Ampm Service Stations

Chevron Service Stations

Circle K Service Stations

Dick's Sporting Goods Sporting Goods/Bike Stores

Euclid Arco Service Stations

Ford of Upland New Motor Vehicle Dealers

Holliday Rock Contractors

Home Depot Lumber/Building Materials

Kohls Department Stores

Lowes Lumber/Building Materials

Marshalls Family Apparel

Mountain View Chevrolet New Motor Vehicle Dealers

Nordstrom Rack Department Stores

Petsmart Specialty Stores

Stater Bros Grocery Stores Liquor

Stellar Industrial Supply Light Industrial/Printers

Target Discount Dept Stores

Tesoro Refining & Marketing Service Stations

TJ Maxx Family Apparel

Toys R Us Specialty Stores

Verizon Wireless Electronics/Appliance Stores

Vons Gasoline Sales Service Stations

Walmart Discount Dept Stores

* Firms Listed Alphabetically

Period: January 2015 Thru December 2015

Source: Hinderliter, de Llamas & Associates, State Board of Equalization

Percent of Calendar Year Total Paid By Top 25 Accounts = 53.56%

Printed 07/25/2016

Allocations Adjusted for Economic Data
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Articles on Changing Retail & The Impact of Online 
Shopping
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Is E­Commerce Really Killing Traditional Retail?

By Billy Fink
June 21, 2016

Share

Brick­and­mortar stores are quoting Mark Twain these days when they say “the reports of my death are greatly
exaggerated.”
There is no shortage of data tracking the meteoric rise of e­commerce. Online sales in the U.S. are expected to
reach $523 billion in 2020 – up 56% from the $335 billion in 2015, according to a report by Forrester Research
Inc. The retail environment is evolving at a rapid clip as consumers rely on computers – and increasingly their
mobile devices – to research and purchase products online.

But, don’t count traditional retailers out just yet.
According to a Total Retail 2016 report published by PwC, physical stores are still operating from a “position of
strength” even as foot traffic at stores slows. Research shows that many consumers still desire a physical
interaction with a product. They want to do more than look at photos on their computer screen. They want a
hands­on experience to judge colors, fabrics and overall quality for themselves.

Aside from groceries, those goods that consumers say they are most likely to buy in­store include furniture &
housewares at 62%; appliances at 59%; do­it­yourself home improvement at 55% and clothing & footwear at
53%, according to PwC.
Research supporting the reality that many shoppers still prefer to make purchases inside a physical store is
consistent with PwC’s 2015 Total Retail report that found that nearly 40 percent of consumers make purchases
inside a physical store at least once a week compared to 27 percent who buy something online at least once a
week. Three of the top reasons that consumers keep coming back to stores is to avoid delivery and shipping
costs, get items immediately and try on items such as apparel and footwear, according to PwC.

Clearly, the retail industry is battling stiff competition from formidable online opponents such as Amazon.
Retailers and shopping centers alike are working harder to attract shoppers to stores. Shopping center owners
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https://www.forrester.com/report/Brief+US+CrossChannel+Retail+Forecast+2015+To+2020/-/E-RES116715
https://www.pwc.com/gx/en/industries/retail-consumer/global-total-retail.html
http://blog.gethightower.com/is-online-grocery-delivery-a-threat-to-the-traditional-supermarket
https://www.pwc.ie/media-centre/assets/publications/2015-pwc-ireland-total-retail-february.pdf


are revamping their merchandise mix to reflect the new era of “shoppertainmentment” where it is all about
creating an experience­rich environment. The mega­malls emerging around the globe have set the bar high in
that regard with amenities that range from aquariums to indoor surfing. For example, American Dream
Meadowlands in New Jersey now boasts a 12­story indoor ski slope, not to mention a water park, concert hall,
amusement park and NHL­sized ice rink.Retail stores also are vying for retail sales in a more competitive
environment, and that increasingly means developing a multi­faceted omni­channel strategy that reaches out to
shoppers across physical stores, online, and via mobile devices.  In fact, growing mobile­friendly platforms is
the next big challenge for retailers as cell phones will play an even bigger role in retail sales in the future,
especially among Millennials. Goldman Sachs is predicting that mobile devices will account for almost half of all
e­commerce sales by 2018. According to PwC, some of the key factors that consumers are looking for to
improve the in­store experience include:

Knowledgeable sales associates
Ease of checkout
Ability to check online stock quickly
Inviting store ambience
In­store Wi­Fi

The lines are definitely blurring between the physical and digital shopping experience. In fact, more consumers
are reaching for their phones in stores to access coupons, check availability or price shop items. Yet physical
stores are not falling by the wayside. Although there continues to be shake­out in the retail sector with ongoing
store closings, there also are thousands of new stores in the pipeline ranging from Costco and Walmart to
Forever 21 and Sephora. Many of those retailers are finding that in order to survive and thrive, they have to
stay on their toes in both the digital and physical space.  

ABOUT
Billy Fink
Billy Fink is a marketing manager at Hightower focused on writing the best of CRE news and trends. He
previously worked at Axial, and is a graduate of Columbia University.
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