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EXECUTIVE SUMMARY
In early 2010, The County of Maui and the Maui Redevelopment Agency commissioned Progressive Urban
Management Associates, Inc. (P.U.M.A.) to prepare a Market-Based Plan to provide short- and long-term strategies
to retain, grow and attract high quality development, new investment and appropriate businesses to Wailuku’s
Redevelopment Area, also referred to as Wailuku Town. Objectives of the Market-Based Plan included:
 Evaluate the overall feasibility for new development
 Create an environment that attracts investment
 Assess the pros and cons of organizations, agencies and financial tools
 Provide tactical recommendations and sequencing
 Engage property owners, businesses, residents and civic leaders in the planning process
The Market-Based Plan builds upon past planning efforts that have helped to boost Wailuku Town development
efforts over the past decade. Notably, the following documents were utilized as foundational resources in the MarketBased Plan process:
 The Wailuku Redevelopment Plan, approved in 2000, provides a key building block for the Market-Based Plan.
More than two-thirds of the Redevelopment Plan’s recommendations have been implemented and the MarketBased Plan is intended to serve as a formal update to the Redevelopment Plan.
 Wailuku Redevelopment Area Zoning and Development Code
 Wailuku Redevelopment Area Design Guidelines
 Wailuku-Kahului Community Plan
 Wailuku Campus Space Study
 Various reports from the Wailuku Main Street Association
The Market-Based Plan was created with oversight from the Maui County Planning Department, the Maui
Redevelopment Agency, the Wailuku Main Street Association Inc. program and a Steering Committee composed of
nearly 20 diverse Wailuku stakeholders. Funding for the plan was developed through a public/private partnership
that included the County, Redevelopment Agency and private property and business owners, and was administered
by the Tri-Isle Resource Conservation and Development Council.
Extensive community outreach was engineered by the consultant team during a series of four site visits. More than
75 Wailuku property owners, businesses and residents participated in one-on-one and small group meetings. In
addition, more than 1,000 residents working and living in the Wailuku-Kahului market area completed a community
attitudes survey that provided consumer insight on Wailuku. The bias of the plan was to determine how Wailuku can
become more relevant to local residents, and, building upon increased patronage from residents, visitor markets
would follow.
There are two primary bodies of research and recommendations from the Market-Based Plan:
 A competitive analysis that provides the market foundation and niche strategy for plan recommendations.
 An implementation business plan that includes proposed initiatives, organizational structure and sequencing.
Highlights from the Competitive Analysis
Market Profile: The market profile provides a snapshot of current market conditions and recent trends that affect the
Wailuku Town market. Significant findings from the market profile include:
 A population of more than 45,000 with median household incomes of $62,000 lives within a three mile radius of
Wailuku Town.
 The area is racially diverse – 47% Asian, 14% White, 10% Pacific Islander, 9% Hispanic.
 More than 19,000 persons are employed within a three mile radius, including 2,300 County employees, 2,500
State employees, and 2,800 Hawai’i Department of Education/University of Hawai’i employees.
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Overall lease rates for Wailuku tend to be lower than those in neighboring Kahului.
More than 3,400 residential housing units are under construction or ready to proceed within the study area.
More than 10,000 vehicles travel along Main Street on a daily basis.
The ‘Iao Valley State Park attracts more than 365,800 visitors on an annual basis.
Overall crime in Wailuku Town decreased by 62.4% between 2005 and 2009.
An inventory of retail reveals that Wailuku Town has 67 existing retail businesses and leasable retail space is
more than 156,000 square feet, accounting for about 8% of the Wailuku-Kahului retail supply.
 Retail vacancy rate in Wailuku Town was 18.3%.
 Leisure-related retail (i.e. collectibles/antiques/second hand stores, art galleries) is the largest retail category at
30,000 square feet, followed by restaurants at 20,000 square feet.







Competitive Retail Environment: An analysis of competitive retail districts was performed, which examined major
area retail concentrations with which Wailuku Town competes as a center for retail and services:
 Three of the districts were highway corridors that contained traditional shopping centers, strip mall centers, and
big boxes and a power center.
 The fourth district was a community located approximately 10 miles away from Wailuku Town, which was
considered to be the most relevant in terms of size, scale and historic character.
 Wailuku Town’s differential advantages are as follows:
 Captive, in place markets of government and other employees, area residents and visitors.
 Historic surroundings – “Authenticity”, and the historic center of government and commerce, gateway to the
‘Iao Valley.
 Center of arts, culture, entertainment and events.
 Locally owned and operated businesses are distinctive and diverse.
Retail Leakage Analysis: A retail leakage analysis of the Wailuku market, including Wailuku Town, identifies dollars
that are leaving the community for specific product types. Highlights include:
 There is evidence of significant expenditure outflows for restaurants, both in the primary Wailuku market area
and the larger Kahului market area.
 Other categories of retail leakage include leisure retail (i.e. pets, music and electronics), household furnishings
and groceries.
 The analysis established an oversupply in the Wailuku/Kahului market areas of general merchandise (i.e.
discount and traditional department stores).
Community Attitudes Survey: A community attitudes survey was conducted in spring 2010 via electronic and hard
copy distribution through a variety of government, commercial, and non-profit outlets. 1,011 respondents who live
and/or work in the Kahului/Wailuku area completed the survey. Key findings from the survey include:
 Nearly two-thirds of respondents visit Wailuku Town for reasons other than work.
 Top reasons for visiting include personal services, County and State business, medical or dental care and
restaurants.
 Reasons for not visiting downtown include difficulty finding parking, lack of diverse retail, traffic and congestion,
lack of restaurants, a generally unappealing environment and concerns about safety.
 Improvements that would increase visitation include more convenient parking, more restaurants, a more
welcoming, cleaner atmosphere, a safer pedestrian environment, a movie theater and unique one-of-a-kind
shops.
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 39% of respondents park for 1 to 2 hours when they visit Wailuku Town, 55% are willing to walk 2 to 5 minutes
from their car to their destination, and respondents are split on whether they would consider paying for more
convenient parking.
 More than half of respondents indicated that they would consider living in Wailuku Town; single family homes
were the preferred housing type and the top residential amenities cited were a grocery (76%) and clean and
safe (75%).
Conclusions and Niche Opportunities
The competitive analysis revealed the following conclusions and suggested niche strategy for Wailuku:
 The local market knows Wailuku, has income, and is already here. Consumer surveys indicated high
levels of existing non-work related visitation by residents within the Wailuku/Kahului market area. Residents
are currently visiting for an array of personal services, and suggested that more restaurants and retail would
increase their frequency of visitation.
 Wailuku is an authentic environment that is connected to island history. Wailuku retains its historic roots,
attracts a broad cross-section of Maui’s residents as the civic center for island government and commerce and
is emerging as a center for celebrating culture and eclectic shopping.
 Wailuku Town needs to be inviting – clean, safe and easy to park in. Wailuku’s street environment creates
significant barriers to realizing its potential. Parking is poorly managed, resulting in peak daytime shortages of
convenient parking in key retail locations. The pedestrian experience is inconsistent, with many areas lacking
appropriate sidewalks, amenities and intuitive connections. The area is perceived by many as dangerous,
particularly after dark, despite notable improvements in reducing crime.
 Opportunities for success can occur by providing the basics. Results of the community attitude survey
and retail leakage analysis converge to identify retail opportunities that would be welcomed by a robust and
relatively affluent market living within Wailuku/Kahului. Restaurants top the list of both survey respondents and
the retail leakage analysis. Other opportunities that would appeal to local markets include diverse boutique
retail, with a notable opportunity in the home furnishings segment, and a grocery.
 Capture the Wailuku Experience is proposed as a niche strategy for Wailuku, incorporating its history,
authenticity and potential to become a center for dining, entertainment, culture and eclectic retail for
Maui. This niche strategy allows for growth to take advantage of Wailuku’s existing infrastructure in the short
term, including the availability of parking during evenings and weekends, and the existing supply of relatively
inexpensive real estate.
 Creating the Experience is the foundation for future sustainability. Ultimately, to be vital and sustainable,
Wailuku Town will need to evolve into a vital mixed-use destination that includes employment, retail and
housing. Currently, Wailuku Town is one-dimensional – it is primarily an employment center that draws
residents mostly for work and personal services. As experienced in downtown revitalization throughout the
U.S. over the past generation, the next logical segment is dining and entertainment. As downtowns evolve into
dining and entertainment destinations, downtown districts have then seen a growth in demand for housing as
people want to live in a walkable, vibrant and interesting environment. Conventional retail tends to be the next
and last phase of development, following both vitality and residents. Fortunately, the Market-Based Plan
reveals that Wailuku has the market fundamentals to support its next phase of evolution.

3

Highlights from the Implementation Business Plan
To capitalize on its market opportunities and carry out the recommended niche strategy for Wailuku, the MarketBased Plan provides an Implementation Business Plan with recommended initiatives, organizational structure and
sequencing.
Initiatives are organized into five key categories.
 Policy & Regulatory Framework provides recommendations to make sure that the government land use
entitlements and development review processes are ready to accommodate the new uses envisioned by the
Market-Based Plan. Specific recommendations include:
 Create a coordinated and more predictable development review process for Wailuku Town, encouraging
County officials to employ a team approach, as opposed to the existing method that disperses plan review
into several departments.
 Amend selected building code requirements that are barriers to development, but do not pose health or
safety problems. These include roadway widths, fire hydrants and manholes, and conversion of residential
uses to compatible commercial uses.
 Create a dining and entertainment incentive zone that provides regulatory certainty and waivers to promote
desired types of uses.
 Explore building code relief for historic buildings, acknowledging that modern codes often present
insurmountable barriers to rehabilitation.
 Investigate zoning and design review changes to accommodate the type of new investment envisioned by
the Market-Based Plan.
 Business Development recommendations to provide incentives and support to attract the type of local,
independent restaurant, entertainment and retail businesses envisioned by the Market-Based Plan, including:
 Market Wailuku Town as “an incubator without walls”, a place that local entrepreneurs are welcomed to
create new innovate business concepts.
 Develop an array of financial tools to assist small businesses, ranging from equity investment by property
owners to a revolving loan fund that could be capitalized by community development block grant funds.
 Create a formal dining and entertainment district along Market and Main Streets that provides predictability
on how and where new venues are located. Suggested elements of the dining and entertainment district
include a good neighbor policy to establish operating standards, waiving parking requirements on smaller
spaces and establishing a standardized liquor licensing process within the designated district.
 Parking Management to improve the allocation of on-street and off-street parking for the variety of uses that
compete daily for a limited supply. Options include:
 Undertake a parking management plan that evaluates a variety of parking options, including a formal
parking district that could generate revenue from long and short-term parking, and lead efforts to identify
parking solutions.
 While plans are being developed for Wailuku’s central parking structure, restripe the central lot to add more
parking and initiate paid parking for 12-hour spaces to create more availability for business employees and
customers.
 Acquire land for parking in the Happy Valley section of the Wailuku Redevelopment Area in order to
facilitate business growth and new investment.
 Support plans to develop Wailuku’s central parking structure to increase parking availability for employees
and customers, and to provide a reservoir of parking to support future housing and office development.
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 A Year-Round Public Market has emerged as a catalytic project opportunity that could complement
Wailuku’s economic development and provide a critical central gathering place that is currently lacking.
Advantages of the public market concept include:
 Provide nearby residents with access to fresh, locally grown food
 Add a new dimension to the Wailuku Experience for locals and tourists alike
 Leverage investment opportunities in the proposed dining and entertainment district
 Create a new central gathering place for Wailuku Town that builds upon the community’s historic role
The ideal location for a year-round public market is the “remnant” parcel adjoining the planned parking
structure.

Oxbow Public Market, Napa, California

Milwaukee Public Market

 Public Realm improvements are recommended to update Wailuku Town’s infrastructure and to make the
Wailuku Experience safe, clean and inviting. Examples of suggested improvements include continuous
sidewalks, pedestrian crossings, traffic calming, better lighting, clean and safe initiatives, and collaboration
among area social service agencies.
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Organizational Structure
To advance the vision and initiatives outlined in the Market-Based Plan, a new collaborative structure is
proposed. Wailuku’s key organizational drivers – including the County, Maui Redevelopment Agency and
Wailuku Main Street Association Inc. – offer well-intentioned energy and resources that are often diluted and
dispersed. The organizational plan aims to combine the energy and resources of these entities, and other
Wailuku Town improvement groups, into a unified umbrella structure that can combine the best qualities of
each.
A new Wailuku Partnership is proposed, to be structured as a 501(c)3 non-profit community development
corporation (CDC). The CDC structure could allow the organization to champion Wailuku Town improvement
efforts in a variety of ways, acting as a lead developer to advance key civic projects, such as the proposal yearround public market, and helping to evaluate and implement parking management strategies throughout the
Redevelopment Area. The CDC is envisioned to be governed by a board of directors consisting of
representatives from its partner organizations, plus downtown property owners, businesses and residents that
offer expertise and passion to advance its mission.
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Market Profile
Wailuku Town is located directly to the east of the West Maui Mountains, which
provide the town with a spectacular, green backdrop. It is referred to as the gateway
to the ‘Iao Valley, one of Maui, Hawaii’s important historic visitor attractions.
Immediately adjacent to Wailuku Town on the east is the harbor town of Kahului, the
Island of Maui’s commercial and industrial center and home to Maui’s air and ocean
transportation facilities.
Background. The Wailuku area was a center of power and population in prehistoric Hawai’i. In the mid-1800s it was
forever changed when New England missionaries brought their religious beliefs, Western skills and implements, and
new agricultural methods. Within fifteen years, the Wailuku Sugar Company and other plantations were busy growing
and milling sugarcane. Miles of ditches were dug, bringing irrigation water from deep in the mountains to the fields of
Central Maui, where the sugar industry flourished. Thousands of skilled and unskilled workers immigrated to Maui
from Asia, Europe and America to work in the fields and factories, bringing ethnic, cultural and religious diversity to
the island.
Maui County includes the islands of Maui, Molokai, Lanai and the uninhabited Kahoolawe. Wailuku was declared
County Seat in 1905, and it soon grew to become a hub of government, business, hospitality and entertainment and
many markets. The sugar industry’s decline in the 1960s along with the development of tourism and other
commercial centers in other areas of the island drew business away from Wailuku Town. Today, the Wailuku–Kahului
area remains the economic and population center of the island, and Wailuku Town is being reborn as a multiuse
place for the island of Maui.
sources: Discover Wailuku,alternative-hawai’i.com

An analysis of area residents, employees and visitors provides the most accurate description of the target markets
that will be generating the demand for the business products and services and amenities in Wailuku Town.
The following analysis is based upon 2000 and 2006 – 2008 Census data and recent forecast data compiled for Maui
County, Wailuku CDP (Census Designated Place), Wailuku Town, also known as the Wailuku Redevelopment Area
(WRA), and1- and 3- mile radii from Main Street and North Market Street. The one mile radius encompasses most of
Wailuku Town proper, and the three mile radius captures Kahului CDP, south to Waikapu and north to WaiheeWaiehu (Figure 1).
Figure 1
Wailuku Study Area, Maui, Hawai’i
source: ESRI

7

The approximately 68-acre study area, known as Wailuku Town or the Wailuku Redevelopment Area (WRA) is
centrally located within the town of Wailuku. The area includes the business blocks surrounding the Vineyard-Market
Street intersection (Old Wailuku Town) and the residential areas west of Church Street to High Street and north of
Vineyard Street to the Happy Valley area (Figure 2).
Figure 2
Wailuku Town/Wailuku Redevelopment Area
source: Maui County Planning Department

Happy
Valley

Old
Wailuku
Town
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Population and Households. Recent estimates show that the Wailuku Town population grew from 337 in 2000 to
587 during 2009. The annual rate of growth for the wider area was slower; the one-mile radius changed from a 2000
population of 8,864, and the three mile radius changed from a 2000 population of 40,353. 2010 estimates show the
population of the Wailuku/Kahului area as 49,684.The household count in Wailuku Town changed from 167 in 2000
and within the three-mile area, households grew from 12,456 in 2000. Households within the Wailuku Town Area are
smaller, growing from 2.02 persons in 2000. Within the three mile area, household size decreased from 3.17 persons
in 2000 to 3.10 in 2009. Fewer males than females reside within the area (Figure 3).
sources: 2000 Census, ESRI, Maui County Department of Planning

Figure 3
2009 Population and Households: Wailuku Town, 1- and 3-Mile Radii from North Market and Main Streets
source: ESRI

Population
Households
Average Household Size
Annual Rate of Population Growth 2000-2009
Annual Rate of Household Growth 2000-2009
Gender
Male
Female

Wailuku
Redevelopment Area
587
247
2.38

1-Mile Radius
10,815
4,177
2.58

3-Mile Radius
45,063
14,255
3.1

6.18%
4.32%

2.17%
2.48%

1.2%
1.47%

284
303

5,353
5,462

22,262
22,801

Age. The median age within Wailuku Town declined slightly from 38.9 in 2000 however, the study area as a whole
aged from a median of 36.1 years in 2000 to 36.9 in 2009 (Figure 4).
sources: 2000 Census, ESRI

Figure 4
2009 Age Distribution: Wailuku Town, 1- and 3-Mile Radii from North Market and Main Streets
source: ESRI

under 15 years
15 to 19 years
20 to 24 years
25 to 34 years
35 to 44 years
45 to 54 years
55 to 64 years
65 years and over
Median Age

Wailuku
Redevelopment Area

1-Mile Radius

3-Mile Radius

17.6%
6.7%
7.0%
14.2%
13.3%
15.2%
11.6%
11.8%

18.6%
6.5%
6.7%
12.6%
13.5%
15.4%
12.2%
14.6%

20.1%
7.0%
7.2%
13.5%
12.7%
14.0%
11.3%
14.3%

38.6

39.4

36.9
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Race and Ethnicity. Persons identifying as Asian (47.4%) White (14.4%) and Pacific Islander 10.3%) are the largest
racial/ethnic groups and persons of Hispanic origin accounted for 9.2% of the population within the broader area
(Figure 5).
sources: 2000 Census, ESRI

Figure 5
2009 Race and Ethnicity: Wailuku Town, 1- and 3-Mile Radii from North Market and Main Streets
source: ESRI

White
African American
American Indian
Asian
Pacific Islander
Other

Wailuku
Redevelopment Area
99
2
2
233
73
178

1-Mile Radius
1,996
44
31
4,481
1,119
3,144

3-Mile Radius
6,503
151
135
21,363
4,662
12,249

58

958

4,156

Hispanic Origin

Cultural History and Immigration. Maui is a multi-cultural society, reflecting major immigration patterns throughout
its history. During the 1800s, American businessmen arrived to invest in pineapple and sugar plantations. After a
smallpox epidemic killed many native Hawai’ians, immigrants from China, Japan, the Philippines, and Europe flocked
to Maui to work in the sugar cane fields. Figures 6 and 7 are a timeline of major immigration to Maui from overseas
and an analysis of current ethnic groups on Maui.
sources: alternativehawai’i.com, The State of Hawai’i Data Book 2008

Figure 6
Major Immigration to Maui County
source: alternativehawai’i.com

Population
Polynesia
United States
China
Japan
Portugal
Puerto Rico
Korea
Phillipines

Date of Major Immigration
700 A.D.
1820
1852
1868
1878
1900
1903
1906

Figure 7
2008 Maui County Race and Ethnicity
source: The State of Hawai’i Data Book 2008

Ethnicity
White
African American
Japanese
Chinese
Filipino
Korean
Samoan/Tongan
Hawai’ian/part Hawai’ian
Other

46,736
199
12,915
968
22,768
399
619
35,337
22,685

Total Population

142,626

Education. 9,365 study area students were enrolled in Maui District public
schools and 1,121 students were enrolled in private schools, grades 1 through
12 during the 2009-2010 school year. 32.6% of Maui District study area
students received free school lunches during the 2007-2008 school year
compared to 34.4% of all Maui District students. The University of Hawai’i Maui
College (UHMC) offers courses in liberal and culinary arts, technical and
vocational disciplines to 3,300 students. UHMC also delivers 4- and 5-year
University of Hawai’i degree instruction though interactive television
classrooms that service a tri-isle area. Recent Census estimates show that
Wailuku Elementary School
25.3%% of Kahului/Wailuku area residents 25 years or older attained a
Administration Building
bachelor’s degree or higher level of education, compared to 29.2% and 27.4%
of residents in Hawai’i and the United States respectively.
sources: Hawai’i State Department of Education, Hawai’i Council of Private Schools, ACS 2006-2008
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Income. The 2009 median household income for Wailuku Town was $49,368, up from $38,037 in 2000. By
increasing the area to three miles, median household incomes rise to $62,101. 2009 median household income for all
United States households is $54,719. The December 2009 cost of living index for Maui County was 107.5*. During
2006 – 2008, 7.4% of people within the Wailuku/Kahului area were in poverty. (Figure 8).
* The cost of living index indicates relative price levels for consumer goods and services. The average composite index for the
nation is 100%, and each city's index is read as a percentage of the overall average.
sources: ESRI, ACCRA, ACS 2006-08

Figure 8
2009 Household Income Distribution: Wailuku Town, 1- and 3-mile Radii from North Market and Main Streets
source: ESRI

Less than $25,000
$25,000 - $34,999
$35,000 - $49,999
$50,000 – $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 or more
Median Household Income
Per Capita Income

Wailuku Town

1-mile Radius

3-mile Radius

23.1%
11.7%
15.8%
18.2%
19.0%
3.6%
8.5%

20.0%
10.6%
13.3%
21.0%
19.4%
8.9%
6.8%

18.7%
8.1%
12.1%
21.1%
19.2%
13.1%
7.8%

$49,368
$27,530

$55,832
$26,389

$62,101
$24,360

Employment. The total civilian labor force for Maui island in 2009 was 72,400.The 2009 annual unemployment rate
for the island of Maui was 8.5%%, compared to 6.8% and 8.5% for Hawai’i and the United States, respectively.
Figure 9 illustrates the largest private employers located within the study area ranked by sales in the state. Other
major employers in the area ranked by number of employees include County government (2,300 employees), State
government (2,500 employees), the Hawai’i Department of Education and the University of Hawai’i (2,800
employees).
sources: Hawai’i State Department of Labor and Industrial Relations

Figure 9
2009 Largest Private Corporations, Wailuku Study Area
source: Hawai’i Business

Company

Jim Falk Automotive Group
Dorvin D. Leis Co. Inc.
Maui Petroleum
VIP Foodservice
MINIT STOP Stores
Maui Toyota/Scion
Hale Makua
Maui Medical Group Inc.
Total

2009 State Rank

2008 Sales ($ million)

Business Type

Employees

37
88
115
130
154
175
203
207

226.2
105.2
80.1
70.0
53.4
43.9
33.0
32.3

automotive sales
mechanical contractor
service stations
food service
convenience stores
automotive sales
health services
health services

302
314
15
133
174
51
501
268

644.1

1,758

.
The employed population over the age of 16 years is 19,085 within the three-mile radius. The occupational distribution of
the employed population is 50.4% in white collar jobs, 27.5% in services jobs and 22.1% are in blue collar jobs. The
services sector which includes health and education, hotel and food services, and the arts and entertainment categories
makes up the largest industry category. Retail trade is the second largest category, employing 14.5% of the population
(Figure 10).
sources: Hawai’i State Department of Labor and Industrial Relations, ESRI
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Figure 10
2009 Distribution of Jobs by Industry Type: 3-Mile Radius from North Market and Main Streets
source: ESRI

Transportation/
Utilities
5.9%

Information
1.7%

Finance/Insurance/
Real Estate
6.4%
Services
50.5%

Retail Trade
14.5%

Public Administration
6.0%

Wholesale Trade
3.0%
Manufacturing
3.2%

Agriculture/Mining
2.6%

Construction
6.2%

Commercial Real Estate. Retail space in Wailuku Town ranged from $0.50 to $1.75 per square foot per month
during February 2010. The County of Maui accounts for approximately 80,000 square feet of office space in the
Wailuku area. Office lease rates ranged from $0.75 for professional office suites to $ $2.60 per square foot per
month for class A office space. Overall lease rates for Wailuku tend to be lower than those in neighboring Kahului.
Available properties listed below are office space unless otherwise noted (Figure 11).
source: Commercial Properties of Maui

Figure 11
Commercial Space for Lease in Wailuku Town, February 2010
source: Commercial Properties of Maui

Property Name
35 Central Avenue
55 North Church Street
305 High Street
1942 Main Street (retail)
1955 Main
2080 Vineyard Street
2119 Vineyard Street (retail)
Dragon Arts Center
MDG Building
Main Street Promenade
Maui Realty Suites
One Main Plaza
TK Supermarket (retail)
Wells Street Professional Center

Address
35 Central Avenue
55 North Church Street
305 High Street
1942 Main Street
1955 Main Street
2080 Vineyard Street
2119 Vineyard Street
1980 Main Street
1995 Main Street
2050 Main Street
1885 Main Street
2200 Main Street
399 North Market Street
2145 Wells Street

Number of
Units Available
1
3
1
1
1
1
2
4
4
1
1
8
4
2

SF Range

Rent/SF/Month
Range

Common Area
Charges/SF
Range

900
318 – 672
1,018
1,226
805
2,000
707-1,475
150 – 2,080
231 – 529
1,500
948
158 – 5,921
1,350 - 4,000
1,093 – 1,259

$1.11
$0.90 - $1.25
$3.25
$1.25
$1.59
$2.00
$0.50 - $1.50
$0.99
$1.00 - $1.70
$1.50
$0.75
$2.25 - $2.60
$1.00 - $1.75
$1.50

$0.45
$0.50 - $0.58
$0.58
$0.23
$0.68
$0.32
$0.55
$0.33
$0.45 - $0.46
$0.74
$0.52
$1.23
$0.45
$1.00
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Neighborhoods. Wailuku neighborhoods tend to have narrow, pedestrian-oriented streets, historic architecture and
charming character. The neighborhoods contain single-family and multi-family dwellings that are in some instances,
in close proximity to historic business districts. Wailuku and Kahului can lay claim to well-known sites that are
currently listed in the state inventory of historic places and on file with the state and national registers of historic
places. Newer residential development, including master-planned communities in adjacent Kahului has occurred on
the land surrounding Wailuku. During 2009, 53.5% of total housing units within a three-mile radius North Market and
Main Streets were owner-occupied*. Figure 12 illustrates recent for sale housing activity for Wailuku and Kahului.
*source: ESRI

For Sale Housing Activity. Figure 12 illustrates housing sales activity for resale and existing homes and all property types
(i.e. condo, single family homes) in Wailuku and Kahului. Over a five-year period, median sales prices in Wailuku have
depreciated slower than those in Kahului. Average price per square foot for homes in Wailuku declined by 10.9% compared to an
increase of 20.6% in Kahului over the same period in 2009.
source: trulia.com

Figure 12
For Sale Housing Activity:
Wailuku and Kahului: May 2009 to May 2010
source: trulia.com

Median Sale Price May 2010*
% Change from May 2009
% Change from May 2005
Average Sale Price Per Sq. Ft. May 2010
Number of Sales**
Foreclosure Listings June 2010***

Wailuku

Kahului

$369,153

$380,000

-13.1%
-16.4%
$278
45
191

-11.2%
-25.9%
$263
56
151

*data reflects the period March 10, 2010 to May 10, 2010
**residential sales made during the previous nine months according to public record
*** includes properties in the pre-foreclosure, auction, and bank-owned stages of the foreclosure process
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Current Development. Maui Lani and Kehalani are existing master-planned communities that are located within the
broader study area. Approximately 500 single family units have been completed recently within those communities.
Other recent developments consist of Maui Community College student housing units and affordable single family
housing built for native Hawaiians. Figure 13 illustrates recently completed, planned and proposed developments
which include a mixed-use community, multi-family units for disabled persons, senior housing and two hotel projects.
“Planned-committed” represents projects that are fully entitled and could proceed at any time, “planned-designated”
represents projects that are partially entitled, and “proposed” projects need all new entitlements.
Figure 13
Central Maui Development Projects, 2009
source: County of Maui Planning Department

Recently
Completed Units

Project Name
Maui Lani
Kehalani
Waiehu Kou DHHL
M.C.C. Student Housing
‘Aina o Kane Condos
Hale Kapili Project
E Paepae Ka Pukoa Spreckelsvile
Hale Mua
Imi View Condos
Kahului Town Center Redevelopment
Kai Holu AG Lots
Malaihi/Mauka Ag Subdivisions
Na Maia Waihee
Pi’ihana Project District 2
Waihee Mauka AG Lots
Waihee Valley Large Lot Subdivision
Winn 4-lot
Church Street Professional Center
Hale Ho’omalu Mental Health Kokua
Habitat for Humanity Condos
MEO B.E.S.T. House
Waiehu Mauka Affordable Townhomes
Central Maui Senior Housing
Hale Kilinahe Project
Pu’unani Residences
Pu’unene Village A & B
Spreckelsville Mauka A & B
Valley Isle Fellowship Condos
Wai’ale Affordable Homes
Waihe’e Neighborhood Center

TOTAL

404
181
211
100

Planned Units
Committed
Designated
608
1,183

Proposed Units

581

Total Unit Types
Single Family
Multi Family
1,287
759
211

306
605
100
103
4

103
4
16
466
28
442
17
12
5
535
14
24
4

16
466
28
442
17
12
5
95
14
24
4

440

5
6
40
12
100
39
80
752
1,200
380
100
600
107

896

3,461

744

3,258

5
6
40
12
100
39
80
276
1,200
380

476

300
25

100
300
82

5,171

3,188
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Figure 14 illustrates current development that is located adjacent to the close-in study area.
Figure 14
Central Maui Development Projects

source: County of Maui Planning Department
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Transit and Commute. Starting in 2008, the County of Maui funded a public bus system
that provides service to many Maui Island communities. The routes operate seven days a
week including all holidays. The Wailuku Loop Routes #1 and #2 (Reverse) are free routes
that have four stops within the Wailuku Town study area, operating between 6:30 am and
10:00 pm. Total Fiscal year 2009 ridership for the Wailuku Loop Routes was 379,032.
Ridership on the Wailuku Loop Routes increased by 17.9% during the first seven months of
FY 2010 compared to the same period in the previous fiscal year.
In addition, a commuter service that is designed for early morning and evening commuters augments the existing
Maui Bus service in Wailuku Town. The Wailuku-Kapalua Commuter is a reservation-based, $1.00-per boarding
service that operates to the West Maui coast. Fiscal year 2009 ridership for the commuter service was 104,334.
source: Maui County Department of Transportation

Traffic Counts. 24-hour traffic counts were taken on a weekday in August, 2007 on Main Street and South High
Street for vehicles travelling in both directions. The Main Street counts averaged 18,258. Counts #4 and #5 were
taken near the intersections of Lower Main Street and Kaahumanu Avenue. A count taken south of the study area
along South High Street near Keanu Street revealed that 7,225 vehicles travelled through the area within a 24-hour
period (Figure 15).
Figure 15
2007 Daily Traffic Volumes: Main Street and South High Street
source: Hawai’i Department of Transportation











24-Hour Counts
1.
2.
3.
4.
5.

7,225
10,804
13,216
23,850
25,162
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Visitors. Between 2007 and 2008, the number of cruise ship passengers arriving at Kahului Harbor declined from
496,813 to 254,862. Total per person per day spending outside of the ship amounted to $44.97, with $26.51 going
toward on-shore tours. 2,075,800 visitors arrived by air during 2008, declining to1,893,800 during 2009.
Lodging. In 2008, Maui Island had more than 19,000 rooms. 497 units in 18 properties are located within the
Kahului-Wailuku area*. Currently, a140-room Marriott Courtyard Hotel at Kahului Airport, and a 136-room
redevelopment of the Maui Palms in Kahului are planned. Maui Island hotels provided 10,900 jobs in 2008. 2006
hotel occupancy reached 80%, declining sharply through 2008. Average daily room rates increased while revenue
per available room decreased through 2008. (Figure16).
sources: : Hawai’i State Department of Business, Economic Development and Tourism, Hawai’i State Department of Labor and
Industrial Relations

Figure 16
Maui Island Hotel Occupancy and Room Rates, 2007 - 2008

source: Hawai’i State Department of Business, Economic Development and Tourism

Occupancy
Average Daily Rate
RevPAR

2008

2007

Change

67.9%
$268.55
$182.24

75.5%
$261.43
$197.43

-7.6**
2.7%
-7.7%

*includes B&Bs, condo hotels, hostels and vacation units
**absolute change

Cultural Attractions. The study area is home to numerous natural, cultural and historic attractions and facilities
including street fairs and farmer’s markets which draw resident and visitor populations (Figure 17).

‘Iao Valley State Monument

Haleki’i-Pihana Heiaus

Hawai’ian Stilt at Kanaha Pond

Green Dragon Farmer’s Market

‘Iao Theater
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Figure 17
Cultural Attractions, Facilities and Events Located Within the Study Area

source: Hawai’i State Department of Business, Economic Development and Tourism

2008
Attendance

Alexander & Baldwin Sugar Museum

Exhibits include coverage of Maui’s sugar industry entrepreneurs, immigration
and the multiethnic labor force, and plantation lifestyles

Haleki’i-Pihana Heiaus

The archaeological remains of heiaus, or Hawai’iian temples used to perform
religious ceremonies.

10,176

Bailey House Museum

Originally a missionary home built in 1833 in the royal compound of King
Kahekili, the last king of Maui. Exhibits include collections of Hawai’ian and
missionary artifacts.

12,092

Paper Airplane Museum

The museum features photos and artifacts showing the Hawai’ian Islands'
aviation history from 1910 to the present

n/a

‘Iao Valley State Park

The valley is the site of a famous battle that occurred in 1790, changing
Hawai’i history forever when King Kamehameha I destroyed the Maui army in
an effort to unite the Hawai’ian Islands.

Kanaha Pond Waterfowl Sanctuary

Once a royal fishpond, this bird sanctuary is home to two endangered
Hawai’ian species, the stilt and the coot. This very large pond is also a
stopping point for Canadian geese as they migrate for the winter.

Maui Nui Botanical Gardens

A 30+ year old collection is housed within the only botanical garden in the
state that is located on a coastal dune system featuring native Hawai’ian
coastal and dry forest plants.

10,000

Maui Arts and Cultural Center

The Center hosts 1,800 annual events including major visual art, music,
theater and dance productions, and the MACC is a frequent gathering place
for community meetings and school events.

260,000

‘Iao Theater

Once the main entertainment venue in Wailuku, the theater opened in 1928,
featuring movie screenings and live stage acts with such stars as Bob Hope
and Frank Sinatra. MauiOnStage has occupied the theater since 1984,
keeping it active more than 300 nights per year.

30,000

Wailuku Public Library

The library recently celebrated its 80th anniversary, and is the only library left
in the state running a full-sized bookmobile. FY 2009 circulation was 89,611.

61,672*

First Fridays

Held at Main and Market Streets, merchants, residents and friends of Wailuku
offer a variety of free events including music, art and performance as well as
discounts and specials at neighborhood eateries.

n/a

Farmer’s Market

The Green Dragon Farmers Market is held every week along Ka’ahumanu
Ave in Kahului. The market features arts, crafts and fresh Maui produce sold
directly by many of Maui's best farmers.

n/a

n/a: not available
*FY 2008

29,332

365,827

n/a
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Public Safety. Figure 18 represents documented offenses broken out by the Old Wailuku Town and Happy Valley
areas of the Wailuku Redevelopment Area (WRA). During 2009, a total of 586 offenses were reported within the
WRA. Part I offenses (i.e., crimes against persons, burglary, theft, arson, etc.) accounted for 15.5% of total crimes
in the study area. Part I crimes against property accounted for 92.3% of all Part I offenses in the area. Part II
offenses (i.e., fraud, vandalism, narcotics, etc.) accounted for 84.5%% of total offenses in the study area. Total Part I
and Part II crimes for both areas decreased by 62.4% between 2005 and 2009. During 2009, total offenses in the
WRA represented 13.3% of crime in the entire town of Wailuku*.
source: Maui Police Department
* based upon preliminary 2009 statistics for the town of Wailuku

Figure 18
Old Wailuku Town and Happy Valley Part I and Part II Offenses, 2005 – 2009
source: Maui Police Department
500

400

300

200

100

0
2005

2006

2007

2008

Part 1 -Old Wailuku Town

Part 1 -Happy Valley

Part 2 -Old Wailuku Town

Part 2 -Happy Valley

2009

Summary of Findings.
 Between 2000 and 2009, population and households grew more rapidly within Wailuku
Town than in the broader study area.
 Recent estimates show that Wailuku Town had a total population of nearly 600
persons, compared to the broader three-mile radius population of over 45,000.
 The study area population as a whole is aging, while residents of Wailuku Town tend
to be older.
 Asians (47.4%), whites (14.4%) and Pacific Islanders (10.3%) are the largest
racial/ethnic groups within the broader study area, and persons of Hispanic origin
account for 9.2% of the population.
 2009 median household income for Wailuku Town was $49,368, up from $38,037 in 2000. By increasing the
area to a three mile radius, median household incomes rise to $62,101. 2009 median household income for all
Unites States households is $54,719.
 The December 2009 cost of living index for Maui County was 107.5*
 Total Fiscal year 2009 ridership for the Wailuku Loop Routes was 379,032. Ridership on the Wailuku Loop
Routes increased by 17.9% during the first seven months of FY 2010 compared to the same period in the
previous fiscal year.
 The visitor industry is an important component of the market; the study area is home to numerous natural,
cultural and historic attractions and facilities.
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 More than 365,800 persons visit the ‘Iao Valley State Park on an annual basis.
 Overall office lease rates for Wailuku tend to be lower than those in neighboring Kahului.
 More than 3,400 residential housing units are under construction or ready to proceed within the study area.
 40.1% of Wailuku retail businesses are located in Wailuku Town.
 Overall crime in Wailuku Town decreased by 62.4% between 2005 and 2009.
* The cost of living index indicates relative price levels for consumer goods and services. The average composite index for the
nation is 100%, and each city's index is read as a percentage of the overall average.
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Retail. The Wailuku and Kahului CDPs have a total of 479 retail business establishments, and 13.9% of those retail
businesses are located in Wailuku Town. In 2007, Wailuku retail trade businesses (not including restaurants and
personal services businesses) accounted for over $116 million in sales, compared to $1.3 billion in similar retail trade
sales for the Kahului CDP. Wailuku Town has a market share of 41.2% of area sporting goods, hobby, book and
music stores (Figure 19).
source: 2009 Maui County Data Book

Figure 19: Existing Retail in Wailuku and Kahului
sources: P.U.M.A. survey, 2009 Maui County Data Book

Hardware, Building Materials
General Merchandise
Food/Beverage Stores
Automotive/Auto Aftermarket
Apparel and Accessories
Home Furniture and Furnishings
Eating & Drinking Establishments
Sporting Goods/Hobby/Books/Music
Health and Personal Care
Miscellaneous
Total Establishments

Wailuku Town
5
0
6
5
7
0
13
14
10
7

Wailuku
8
1
8
16
8
7
67
14
24
14

Kahului
25
10
19
33
42
16
88
20
36
23

Wailuku Town
as a Percent of
Total Outlets
15.1%
0.0%
22.2%
10.2%
14.0%
0.0%
8.4%
41.2%
16.7%
18.9%

67

167

312

13.9%

*miscellaneous category includes florists, gift stores and pawn stores

Wailuku Town Retail Audit. For the purposes of this
study, Wailuku Town is roughly defined by the Market
Street business corridor from Main Street through
Happy Valley, and the commercial blocks
surrounding this area. An audit of existing ground
floor retail businesses was conducted in February
2010 in order to understand the area’s current retail
situation.
The Wailuku Town business district contains retail
space with stores merchandized to serve residents,
area employees and visitors. All ground floor retail
space (excluding professional services, i.e., lawyers,
accountants, etc.) was estimated in the inventory
(Figure 20). Conventional department stores and
national discount stores, which comprise the general
merchandise category, are located outside of Wailuku Town.






Market Street, Wailuku Town

There are 67 existing retail businesses in Wailuku Town.
The total square footage of these businesses is estimated to be approximately 127,800 square feet.
There are 14 vacant retail spaces, or approximately 28,600, square feet in Wailuku Town
Most vacant retail spaces occurred along Market Street, Vineyard Street and Main Street.
Leisure-related businesses (i.e. antique/collectible/second hand stores, galleries, bowling center and sporting
goods) make up the largest category of retail in Wailuku Town, representing more than 30,000 square feet.
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 Five second-hand, collectible and antique stores are located along Market Street, which is known to some as
Maui’s “Antique Row”.
 A three pawn stores and related retail shops are located along Market Street
 Two businesses in Wailuku Town sell goods that reflect history and various aspects of Hawai’ian culture
(Hawai’iana), such as casual clothing and gift items.
 Four markets are situated within the survey area.
 A hardware store is located on Market Street in the Happy Valley area.
 Restaurants account for almost 20,000 square feet of retail in the study area, including a food court, other fast
food outlets and seven restaurants and cafes.
 No taverns exist within Wailuku Town.
 The apparel category occupies 12,800 square feet of retail, including two women’s boutiques, a shoe store and
a jewelry store, and apparel services businesses.
 The home services and supplies category includes office supply and printing and shipping services.
 Five banks are located within the study area, accounting for approximately 6,500 square feet of ground floor
space.

Grocery store on Market Street

Retail business on Market Street
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Figure 20
2010 Existing Retail Activity Within the Wailuku Town Market
source: P.U.M.A. survey

SUMMARY TABLE: 2010 EXISTING RETAIL ACTIVITY WITHIN THE WAILUKU REDEVELOPMENT AREA

I

source: P.U.M,A sWYey 2-10

I
Wailuku Redev elopment A rea

estimated square feet

number of units

Market/Co nvenience

8,700

Specialty Food Stores

6,050
14,750

4
2

EXISTING RETAIL

Food And Beverage Stores

Food and Bevel3Qe Subtotals

•

Eatlna and Drlnkina

7

Restaurants/Cafes

14,700

Fast Food

5,125

6

19825

13

Home Subtotals

5,200
8 ,000
13,200

4
1
5

3
1
1
2

Aooarel Subtotals

5,300
1,000
2,500
4,000
12,800

Hobbies, Crafts

10,000
2,800
1,200

Recreational Vehicles

2,000

Music

2,600
1,000

5
2
1
1
1
1
2
1

Eating and Drinking Subtotals

Home
Home Services/Supplies
Building MaterialsJHardware

Apparel
Apparel
Watches/J$Nelry
Footwear

I~e.~ic es

7

I
Leisure
Antique/Co llectible/Second Hand Stores
Art Ga lleries/Framing

Pets
S(22rting Goods

5,500

Recreation

Leisure Subtotals

5,000
30100

,.

10,500
2,000
4,100
6,000
22,600

5
1

Miscellaneous
AutomotivefAuto Aftennarket
Florist
Gifts

I~
Stores
MlsceJ/aneous Subtotals
Health and Personal Care
Personal Services

3
3
12

10 ,000
4,500
14500

Pharmacy

I ~~alth and Personal Care Subtotals
OCCUPIED SQ. FT.IUNITS : I
VACANT SQ. FT./uNITS: I

10

127775

I

67

28600

I

14

156375

TOTAL LEASABLE SQ.FT. IUNITS :

8
2

81

I
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Competitive Retail Environment. P.U.M.A. identified four major concentrations of retail with which Wailuku Town
competes as a center for retail and services. The retail nodes include the retail centers along Ka’ahunamu Avenue
Corridor, the Hana Highway/Highway 36 Corridor and the Kuihelani Highway/Dairy Road Corridor in Kahului and the
town of Pa’ia. The three busy corridors in Kahului are adjacent to rapidly growing residential communities, the
Kahului Airport and Kahului Harbor, which is the most frequently-used port for cruise ships visiting Maui. Site reviews
of retail centers within the four nodes were conducted during March 2010. Each of these centers is shown on a map
(Figure 21) and is described below. Figure 22 briefly summarizes the retail nodes.
Ka’ahumanu Avenue Corridor

Queen Ka’ahumanu Center

The Queen Ka’ahumanu Center (gross leasable area of 572,896 square feet) is a
regional shopping center and home to Macy’s and Sears which are the only
department stores on Maui. The enclosed center opened in 1972 and underwent its
most recent renovation and expansion during 2005. It contains more than 100
stores including a six-screen movie theater and a stage for free local entertainment.
The Ka’ahumanu Center is a hub for the Maui Bus public transportation system,
and it features a nonstop shuttle that transports cruise ship passengers from
Kahului Harbor.

The Kahului Shopping Center is a 112,066 square foot neighborhood retail
center that was built in 1951 as Maui’s oldest shopping mall. The major tenants in
the center are food-related, including an ethnic food market and Asian restaurants.
A weekly farmer’s and arts and crafts market is held at the center. The center is
largely vacant, as a major mixed-use redevelopment called Kahului Town Center,
which will include residential condominiums, and retail and office space is planned
for the center.
Kahului Shopping Center

Proposed Kahului Town Center

The Maui Mall, built in 1971 is a 182,000 square foot neighborhood retail
center that is anchored by Longs Drugs and a brand new Whole Foods
Market. The center’s last renovation occurred during 1995. It contains 50
stores, including a 12-plex movie theater, local and national retail services
and shops, restaurants and County government and financial services
businesses make up the remainder of the mall’s tenant list.

Maui Mall
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The Maui Lani Shopping Center is proposed as a 105,000 square foot neighborhood center with a Safeway grocery
store as anchor tenant. Other tenants would include restaurants, retail and service shops and office space. The
project is currently undergoing a draft environmental assessment.
Hana Highway/Highway 36 and the Kuihelani Highway/Dairy Road Corridors
Ka’ahumanu Avenue joins the Hana Highway/Highway 36 where a variety of automotive and furniture warehouse
businesses and strip mall centers featuring independent sporting goods businesses intersect the Kuihelani
Highway/Dairy Road Corridor, which has attracted big-box competitors to the region. In recent years, office/retail
centers such as the Akaku Center and Dairy Center as well as Costco, Kmart, Walmart and Home Depot have
located along this corridor.
Maui Marketplace is a 317,000 square foot community center that was built in 1997
on Dairy Road, a major artery from the Kahului Airport to Maui’s West coast. Twenty
five tenants, including anchor tenants Lowe’s Home Improvement Center, Old Navy
and Borders Bookstore create a regional draw for other national chain stores
including sports Authority, Pier 1 Imports and Starbucks.
Maui Marketplace

Paia Town. Paia is an historic coastal town that was the center of the sugar
industry until 2000. It is located approximately 10 miles from Wailuku Town along
the Hana Highway at the intersection of Baldwin Avenue which leads to upcountry
Maui. Paia’s close proximity to an internationally-renowned windsurfing beach has
led to its evolution into a cosmopolitan, yet laid-back town. The 55 stores in the
business district provide an array of independently owned art galleries, specialty
shops and boutiques, and numerous restaurants. The town post office and a large
market, a bakery, surf shops and salons line the streets which still have intact
wooden plantation-style buildings. Paia Town is considered to be the most relevant comparable business district
because of its size, scale and historic character.
Figure 21
Competitive Retail Districts Within the Wailuku/Kahului Area
source: Commercial Properties of Maui

Hana Hwy.
P
P
Paaaiia
iaa

Dairy Rd.
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Figure 22
Competitive Retail Districts Within the Wailuku/Kahului Area
Prepared by Progressive Urban Management Associates, Inc.

business district

niche
retail
destination

lease rate
per sq. ft.
Queen Ka’ahumanu Center $8.75/psf

total vacancies
and
total vacant sq. ft.
20 vacancies
24,706 vacant sq. ft.

market
local/regional

Kahului Shopping Center - $1.75
- $2.00/psf
Ka’ahunamu Avenue Corridor

business mix
QKC - Macy’s, Sears, American
Eagle, Borders Express, Forever 21,
Pac Sun, Wet Seal, 6-screen movie
theater, food court
KSS - Ah Fook’s Market, Ichiban
Restaurant, Asian Cuisine

Maui Mall - $2.00 - $3.50/psf

MM - Whole Foods Market, 12-screen
Megaplex Cinema, Longs Drugs,
IHOP, local and regional restaurants,
shops and services
Hana Highway/Highway 36

neighborhood Corridor - $1.95 - $2.25/psf
retail and
services

3 vacancies (on corridor) local/regional
5,000 vacant sq. ft.

discount retail Maui Marketplace – $3.25/psf
19 vacancies
destination
11,092 vacant sq. ft.
Dairy Center - $1.75 - $2.25/psf

local/regional

Akaku Center - $2.00 - $3.00/psf

Denny’s restaurant, Supercuts. Local
independent sail, surf, bicycle and
tack shops, personal services and a
music store
MM – Lowes’ Old Navy, Borders,
Office Max, Sports Authority, Pier 1
Imports, Starbucks
DC – office space and local,
independent restaurants, home
furnishings, women’s clothing,
stationary shops and services

Kuihelani Highway/
Dairy Road Corridor

AC – office space, independent
restaurants and taverns, personal
services
Corridor - Costco, Kmart, Walmart
and Home Depot, independent
grocery, golf store, home furnishings
store

Paia Town

neighborhood retail space - $3.00 psf
3 vacancies
retail and
+.$0.73/psf
2,500 vacant sq. ft.
services
restaurant space - $2.98/psf or
7% of gross sales (whichever is
greater)

local/regional
independent art galleries, specialty
retail and restaurants, neighborhood
services

Wailuku Town’s Differential Advantages
In comparison to other business districts described above, Wailuku Town appears to have several distinct differential
advantages:
 Captive markets – County and State employees, area residents, visitors
 Historic surroundings – “Authentic” Wailuku Town as the historic center of government and commerce, gateway
to the ‘Iao Valley
 Center of arts, culture, entertainment and events
 Locally owned and operated businesses are distinctive and diverse
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Leakage Analysis. As part of a market analysis, it must be determined if a demand for certain types of retail uses
are already being met within the trade area. Determining this for neighborhood retail centers is difficult because of
the small size of the market area and the confidential nature of some of the information necessary for a completely
accurate analysis. For this reason, P.U.M.A. relies on primary field research as well as secondary information
sources to evaluate the existing retail supply.
Supply of Commercial Retail Space. During February and March 2010, P.U.M.A. undertook a field survey of
existing major concentrations of retail within both the primary and secondary market areas. The P.U.M.A. survey
inventoried approximately 1.7 million square feet of occupied retail space within the primary and secondary markets,
which are defined by a one-mile radius from North Market and Main Streets for the primary market and a three-mile
radius for the secondary market. 2009 estimates account for more than 45,000 residents in 14,000 households
within the three-mile radius area and 10,800 residents in 4,200 households within the one-mile radius area*.
Professional service space, i.e., legal, accounting, interior design, travel agencies, real estate offices, etc. were not
included in the inventory. The Summary Tables provide a detailed breakdown of total square footage and existing
retail usages within the primary and secondary market areas.
*2009 ESRI

Within the primary market area (Wailuku Town) 127,775 square feet of occupied retail space was surveyed. Retail
space within the primary market is concentrated along the Market Street, Main Street, and Vineyard Street corridors.
Wailuku Town, which is the area’s original business district, and the wider study area offer a blend of specialty retail,
commercial, service, and government services, represents 8% of the overall Wailuku area retail market (Figure 23).
Figure 23
Concentration of Retail Space: Primary Market Area
source: P.U.M.A. survey

Retail Node

Wailuku Town
Total Primary Market

Occupied Retail Sq. Ft.

Percent of Market

127,775

100%

127,775

100%

An additional 1.6 million square feet of occupied retail space was surveyed in the three-mile radius secondary
market, which is largely situated in Kahului. In this market, which excludes the primary market area, retail space is
concentrated along the Ka’ahumanu Avenue, Hana Highway/Highway 36, and Dairy Road corridors (Figure 24).
Figure 24
Concentration of Retail Space: Secondary Market Area, Excluding Primary Market Area
source: P.U.M.A. survey

Retail Node
Ka’ahumanu Avenue Corridor
Hana Highway/Highway 36
Dairy Road Corridor/Kuihelani Highway

Occupied Retail Sq. Ft.

Percent of Market

728,758 sq. ft.
48,600 sq. ft.
835,792 sq. ft.

45.2%
3.0%
51.8%

Total Secondary Market

1,613,150 sq. ft.

100.0%

Total Primary and Secondary Markets

1,740,925 occupied square feet

Vacancy. At the time of the survey, the retail vacancy rate for the total Wailuku area market, excluding the
automotive category, was 3.8%. The primary market (Wailuku Town) demonstrated an 18.3% vacancy rate (28,600
square feet). The secondary market, excluding the primary market, experienced a healthy 2.5% vacancy rate
(40,798 square feet). The national average retail vacancy rate for first quarter 2010 was 9.5%.*
*source: CoStar
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Leakage Analysis. Using the preceding fieldwork, industry standards for average sales per square foot and average
store size, and statistics on average household expenditures in the area, a retail sales leakage analysis was
conducted, revealing that the one-mile market area can support a demand for approximately 162,000 additional
square feet of retail.
Because of the necessity to use several different sources of data in an analysis such as this, there is bound
to be error when the results are brought down to a detailed level. While it is dubious to claim that the exact
amount of square footage has been assigned to each category, it is possible to isolate distinct trends and
general retail categories that are underserved in this market.
Retail types that appear to be underserved within the market include:
 Restaurants
 Pet stores
 Recreational vehicles (boats)
 Recreational facilities (bowling alleys, etc.)
 Audio visual/electronics stores
 Footwear
 Grocery stores
 Household furnishings
The market appears balanced in the categories of children’s apparel, toys and hobbies, movie theaters, art galleries,
and drug stores.
This analysis established a substantial oversupply of general merchandise retailing found in particular, in the
secondary market, which contains over 650,000 square feet of general merchandise outlets, i.e. Sears and Macy’s
department stores, Costco, Kmart and Wal-Mart. Within the market area, there also appears to be an over-supply of
sporting goods stores (Sports Authority and local/independent water sports businesses) and home improvement
stores (i.e. Lowe’s and Home Depot). The Summary Table provides the detail of this analysis.
In addition to that which is mentioned above, information on consumer expenditures in several specific categories is
lacking. These categories include, but are not limited to the general merchandise category and restaurants serving
alcoholic beverages.
Many of the underserved retail categories provide more traditional retail types that could be absorbed in Wailuku
Town. As an example, Wailuku Town contains a pet groomer, a music store, one shoe store, a small food
market/grocery store and a bowling alley, and there are no household furnishings stores in Wailuku Town. In
addition, study area restaurants tend to be at a lower price point, i.e. fast food, and national chains, suggesting
opportunities for added upscale finer dining, including distinctive ethnic options.
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PUBLIC PARTICIPATION
The public participation process for the Wailuku Market-Based Plan included a variety of methods, including:




One-on-one interviews and focus groups with Wailuku Town property owners, businesses and residents.
A community attitudes survey that was distributed through a variety of online and point-of-sale channels. More
than 1,100 surveys were completed.
Oversight by a Project Steering Committee composed of 20 Wailuku stakeholders in the public, private and nonprofit sectors.

Stakeholder Focus Groups and Interviews: Between February and April, 2010 P.U.M.A. held a series of
roundtable discussions and one-on-one interviews with key stakeholders. Throughout the process, P.U.M.A.
engaged more than 75 individuals through focus groups and one-on-one interviews including:











Downtown residents
Property owners
Arts and culture groups
Downtown business owners
Professional services representatives
Wailuku Main Street Association Inc. board staff and committees
County staff from Planning, Finance, Public Works and the Mayor’s Office
Wailuku Redevelopment Agency staff and board
Wailuku Community Association
Downtown non-profit agencies

Major themes that emerged from the outreach are outlined below:
Parking: Downtown parking is problematic and a barrier to the economic health of downtown. Parking needs to be
improved through increased supply and better management.
Business Development: Focus on downtown retail, services and production through more collaboration, better
partnerships, incentives and marketing efforts.
Public Realm: Create a safer and more walkable environment for pedestrians. Update and improve utilities and
infrastructure. Plan for future mobility options, including transit, bikes and pedestrians, with an immediate emphasis
on an extended and appropriately wide sidewalk network throughout the downtown area.
Regulatory Environment: Make it easier to change the use in or remodel an existing building. Provide tools and
create a regulatory environment that encourages new development and investment in downtown.
Financial Tools: Identify financing tools and partnerships to support downtown businesses and improve the public
realm through maintenance and capital improvements.
Organization: Create a unified approach for development, management and marketing.
Public Market: Consider developing a year-round public market downtown.
Unique Destination: Wailuku Town is viewed as a unique destination with a wide variety of business types. Its
diversity and authenticity are viewed as strengths.
Momentum for Improvement: Since the completion of the Updated Wailuku Redevelopment Plan in 2000, Wailuku
Town is viewed as having improved. Recent major investments, including streetscape and the Iao Theater, are
generally viewed as positive developments. Momentum has been building for the last 25 years as incremental
improvements have enhanced the Wailuku experience and controlled the earlier slum and blight conditions.
Passion!: Those stakeholders most directly involved in Wailuku Town – including property owners, businesses, nonprofits, residents and civic officials – are passionate about the area and see great potential in its future.

29

WAILUKU TOWN SURVEY
As part of the Wailuku Town Market Based Plan process, an online community attitudes survey was conducted via
electronic distribution through the County of Maui, State of Hawaii, Maui Memorial Hospital, University of Hawaii,
Maui Arts & Cultural Center, Wailuku Main Street Association Inc. and the Wailuku Community Association and First
Friday listserves. In addition, hard copy surveys were placed at the Kalana O Maui, Wailuku Main Street Association
Inc., If the Shoe Fits retail store, Kaunoa Senior Center, First Hawaiian Bank, YMCA, Wailuku Library, Wailuku
Federal Credit Union and the Kalana Pakui Building. 1,011 respondents who live and/or work in the Kahului/Wailuku
area completed the survey.
• More than 53% of survey respondents indicated that they work in Wailuku Town. Results are cross-tabulated to
identify differences between respondents that work or do not work in Wailuku Town.
• More than 57% of respondents have lived in the Wailuku/Kahului area for more than 10 years.
• 57% of respondents are female, and more than 82% are age 35 to 69. Results are cross-tabulated by age.
• Nearly 44% of households have annual incomes of $50,000 to $99,999, more than 26% of households report
incomes of $100,000 or more. Results are cross-tabulated by income.
• Recurring verbatim response themes to “Other (please specify)” are included in the analysis.
KEY FINDINGS FROM THE WAILUKU TOWN SURVEY
• Wailuku Town remains a relevant and important destination for respondents that live or work in the
Wailuku/Kahului area. More than 62% visit once a week or more.
• Top reasons for visiting Wailuku Town are County and State business, personal business and restaurants.
• Top reasons for avoiding Wailuku Town are difficulty finding parking, traffic and congestion, and lack of diverse
retail and restaurant options. An unappealing environment (28.1%), and concerns about safety (23.9%) were
also considered deterrents to visiting Wailuku Town.
• More convenient parking, more and diverse restaurants, and a cleaner, more welcoming, safer pedestrian
environment were cited as top improvements that would encourage respondents to visit Wailuku Town more
often.
• Single family homes, condos and townhomes were chosen as the most popular housing types.
• More than 71% of respondents would consider living in Wailuku Town.
• Respondents are willing to walk for two to five minutes from their car to their destination, and 24.1 % would walk
up to 10 minutes.
• Many respondents agree or are neutral about paying a nominal hourly fee to park closer to their destinations,
and most would not be willing to pay a higher daily fee to park in a covered parking structure.
• 36.0% of respondents indicate that improved street safety for pedestrians and bicyclists would make them
consider an alternative to personal vehicles.
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PROFILE OF SURVEY RESPONDENTS
Survey respondents were generally female (57%), residents of the Wailuku/Kahului area (57.5%), and have been
residents of the Wailuku/Kahului area for more than ten years (57.6%). Survey respondents were primarily between
the ages of 35 and 69. 53.1% of respondents work in Wailuku Town, and 43.9% of respondent households earn
between $50,000 and $99,999.
Profile of Survey Respondents
Currently work in Wailuku Town

53.1%

Currently reside in the Wailuku/Kahului area

57.5%

Length of residence in the Wailuku/Kahului area
Less than one year
One to five years
Six to ten years
More than ten years

5.5%
21.3%
15.6%
57.6%

Gender: Female

57.0%

Age
Younger than 18
18 to 24 years
25 to 34 years
35 to 49 years
50 to 69 years
More than 69 years

0.1%
1.8%
12.5%
34.9%
47.3%
3.4%

Annual Household Income
Less than $50,000
$50,000 to $99,999
$100,000 to $149,999
$150,000 or more

29.7%
43.9%
19.6%
6.8%

Household Size
Adults (age 18 or older)
Children (under age 18)

0
0.5%
31.5%

1
17.8%
30.2%

2
55.0%
27.8%

3
15.1%
8.4%

More than 3
11.6%
2.1%

WAILUKU TOWN VISITATION TRENDS
The following questions explore respondent visitation trends to Wailuku Town, including frequency of visitation,
activities that are participated in, reasons for not visiting and improvements that would encourage more frequent
visitation. Respondents were also asked which other shopping areas and business districts that they visited at least
once per month.
Frequency of Visitation to Wailuku Town: Respondents were asked how often they visit Wailuku Town for
reasons other than work. 62.3% responded that they visit once per week or more and only 2% indicated that they
visit once per year or less.
Frequency of Visitation to Wailuku Town (visits in addition to work)
Once per week or more
62.3%
Approximately twice per month
16.9%
Approximately once per month
11.3%
Approximately four times per year
7.3%
Approximately once per year
1.0%
Never
1.0%
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Reasons for Visiting Wailuku Town: Respondents were asked to rank their visitation habits for a variety of
activity categories by “frequently,” “occasionally” or “rarely or never.” County or state business, personal
business, (i.e. salon/barber, banking) and restaurants are the top three draws for respondents on a frequent
or occasional basis to Wailuku Town. Medical/dental care, other business and special events were also
ranked as reasons for visiting Wailuku Town occasionally. Notably, respondents rarely or never visit the
library (55.9%) or attend church (76.9%) in Wailuku Town. Recurring responses to “other” reasons included
area recreational facilities, i.e. bowling alley, exercise facilities, and swimming and tennis courts.
Respondents also cited visits to family and friends who live in Wailuku Town.
How often do you go to Wailuku Town for each of the following activities?
Frequently
Occasionally
Shopping
11.0%
47.9%
Restaurants
22.0%
59.3%
County/State business
41.1%
42.5%
Cultural events (music, art, theater, etc.)
9.9%
45.8%
Library
19.4%
24.7%
Personal business (salon/barber, bank, etc.)
43.0%
38.6%
Special events
11.6%
50.5%
Other business
22.4%
41.0%
Medical or dental care
26.1%
38.0%
Church
13.1%
9.9%

Rarely or Never
41.0%
18.7%
16.4%
44.4%
55.9%
18.4%
37.8%
36.6%
35.9%
76.9%

Reasons for Not Visiting Wailuku Town: Parking, traffic and congestion are considered primary reasons for
respondents who seldom visit Wailuku Town. An unappealing environment (28.1%), and concerns about safety
(23.9%) were also considered deterrents to visiting Wailuku Town. Recurring open-ended concerns were businesses’
unsuitable hours of operation, over-zealous parking control and the presence of pawn shops.
If you don’t visit Wailuku Town is it because of: (please select all that apply)
Lack of restaurant options
37.0%
Lack of diverse retail
55.3%
Difficulty finding parking
69.1%
Difficult to get around/find stuff
14.7%
Limited public transportation service and hours
14.3%
Concerns about safety
23.9%
Lack of arts, culture and entertainment
17.2%
Traffic/congestion
38.0%
Generally unappealing environment
28.1%
Too far from where I live
17.7%

Improvements That Would Encourage More Visits to Wailuku Town: More convenient parking, more
and diverse restaurants, and a cleaner, more welcoming, and safer pedestrian environment were cited as
top improvements that would encourage respondents to visit Wailuku Town more often. A movie theater,
unique, one-of-a-kind shops and more green space followed as desired improvements. Notably, 60.6% of
respondents indicated that bicycle lanes would not encourage more frequent visitation. Recurring openended responses include maintaining/restoring Wailuku Town’s historic qualities, concerns with overzealous parking control, lack of availability of recreational facilities, and the presence of pawn shops.
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Which improvements would encourage you to visit Wailuku Town more often?
YES – Would
encourage me to visit
May encourage me to
more!
visit more.
More/different restaurants
62.1%
31.5%
Unique, one-of-a kind shops
45.7%
35.9%
Brand name stores
28.7%
33.1%
More arts and cultural venues
36.7%
43.0%
Movie theater
48.2%
29.0%
Live entertainment
40.1%
38.1%
Special events
40.6%
45.5%
More welcoming, cleaner atmosphere
56.8%
31.4%
Safe pedestrian environment
52.8%
30.4%
Bicycle lanes
21.2%
18.3%
More green space
40.5%
30.5%
Better information on what exists
38.5%
40.5%
More convenient parking
69.7%
22.6%

NO – Won’t encourage
me.
6.5%
18.4%
38.3%
20.4%
22.9%
21.7%
13.9%
11.9%
16.8%
60.6%
29.0%
21.0%
7.7%

Other Business Districts Visited at Least Once Per Month: 87.9% of respondents visit the Dairy
Road/State Highway 380 area in Kahului at least once per month. This area contains Costco, Kmart, Walmart, Home Depot as well as other large national tenants in the Maui Marketplace Mall. Other frequently
visited retail destinations include Queen Ka’ahumanu Shopping Center and the Maui Mall.
Which of the following area business districts do you visit at least once a month? (please select all that apply)
Queen Ka’ahumanu Shopping Center
80.1%
Kahului Shopping Center
31.7%
Maui Mall
79.0%
Maui Marketplace
70.7%
Dairy Road/State Highway 380 area
87.9%
Pa’ia
28.2%

LIVING IN WAILUKU TOWN
The survey probed respondents’ attitudes about living in Wailuku Town, desired housing types and
residential amenities that would make Wailuku Town more attractive for living.
Housing Types: Single family homes, condos and townhomes were chosen as the most popular housing
types. More than 71% of respondents would consider living in Wailuku Town.
If you would consider living in Wailuku Town, which of the following housing types
would be most attractive to you? (please select all that apply)
Apartment
17.4%
Condo
20.7%
Live/work
19.6%
Townhouse
20.5%
Single family home
37.7%
Age-restricted housing
5.5%
I already live in Wailuku Town
23.5%
I am not interested in living in Wailuku Town
28.8%
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Residential Amenities: When asked which amenities would make Wailuku Town more attractive for living,
respondents’ top choices were a grocery store, a cleaner and safer environment, restaurants, green space
and recreational amenities.
To Make Wailuku Town a more attractive place for living, which amenities would be
most important to you? (please select all that apply)
Recreational amenities
44.7%
Green space
49.6%
Entertainment
35.1%
Restaurants
63.2%
Clean and safe
75.3%
Nightlife
30.3%
Grocery
76.3%
Unique retail shopping
32.8%
Services (salon/barber, dry cleaner, etc.)
40.0%

ONE SINGLE IMPROVEMENT
Respondents were asked to suggest one change or addition that could improve Wailuku Town. The openended question garnered 697 responses. The top themes are as follows:
If you were to change or add ONE thing to improve Wailuku Town, what would it be?
Increase the amount of inexpensive parking
Open a grocery store
Create a safer environment (i.e, less drugs, homeless)
More diverse retail and restaurants
More, accessible sidewalks and crosswalks
A park/greenspace/gathering place
Clean up the low income housing complexes in Happy Valley
Do away with the pawn shops on Market Street
Businesses need façade repairs/renovations

TRANSPORTATION AND PARKING
The following questions explore respondent’s transportation and parking habits and perceptions, including modes of
travel and routes traveled, parking duration and distance from destination, parking fees and alternative modes of
transportation.
Current Route and Mode of Transportation: Most respondents travel to Wailuku Town via Main
Street/Ka’ahumanu Avenue in their personal vehicles. 15.4% of respondents walk to Wailuku Town.
How do you get to Wailuku Town (route and mode)? (you may select more than one)
Kahekili Highway/Market Street
18.5%
High Street/Honoapi’ilani Highway
32.5%
Main Street/Ka’ahumanu Avenue
55.4%
Personal Auto
84.3%
Maui Bus
4.5%
Vanpool or carpool
1.6%
Walk
15.4%
Bicycle
5.6%
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Average Length of Time Parked in Wailuku Town: The majority of respondents park for one to two
hours, followed by persons who park for six to eight hours in Wailuku Town.
What is the average length of time that you park in Wailuku Town?
1 – 2 hours
38.7%
2 – 4 hours
15.7%
4 – 6 hours
3.6%
6 – 8 hours
22.1%
No pattern
16.7%
Not sure
3.2%

Lengths of Time Respondents are Willing to Walk: Most respondents are willing to walk for two to five
minutes from their car to their destination, and 24.1 % would walk up to 10 minutes.
What length of time would you be willing to walk from your car to your destination?
1 minute or less
15.3%
2 – 5 minutes
55.5%
5 – 10 minutes
24.1%
10 minutes or more
5.2%

Parking Fees: Many respondents agree or are neutral about paying a nominal hourly fee to park closer to
their destinations, and most would not be willing to pay a higher daily fee to park in a covered parking
structure.
I would be willing to pay a nominal fee (up to $1 per hour) to park closer to my destination.
(please select one)
Strongly agree
10.3%
Agree
26.7%
Neither agree or disagree
22.0%
Disagree
20.5%
Strongly disagree
20.6%
I would be willing to pay a higher fee (up to $10 per day) for a space in a covered parking
structure. (please select one)
Strongly agree
4.6%
Agree
7.2%
Neither agree or disagree
21.9%
Disagree
32.2%
Strongly disagree
34.1%

Alternative Modes of Transportation: 36.0% of respondents indicate that improved street safety for
pedestrians and bicyclists, followed by more convenient bus stop locations (32.2%) would make them
consider an alternative to personal vehicles.
What factors would make you consider an alternative transportation method to your personal
auto? (please select all that apply)
Cost of parking
30.9%
Discounted vanpool or carpool options
4.7%
Car sharing program
4.8%
More convenient bus stop locations
32.2%
Faster bus service
25.1%
Safer streets for walking and biking
36.0%
None of the above
33.7%
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SURVEY CROSS-TABULATIONS
Survey results were cross-tabulated by the following:
• Whether the respondent works or does not work in Wailuku Town
• Age
• Annual household income
Cross-Tabulation by Respondent Place of Work: The following differences were observed, based upon whether
the respondent works or does not work in Wailuku Town:
• Persons who work in Wailuku Town are more apt to visit at least once per week or more for reasons other than
work (74%) than those who do not work in Wailuku Town (50%).
• Respondents who work in Wailuku more frequently shop, dine and attend cultural events than non-workers,
although both have similar patterns. For special events, 15% of Wailuku workers attend them frequently versus
7% of non-workers.
• Respondents who work in Wailuku Town more “frequently” take care of State/County business and personal
business in Wailuku Town (53%) than non-Wailuku workers (28%). While both groups rarely use the library, 24%
of those that work in Wailuku frequently use the library, while only 12% of non-workers do. Both respondent
groups “rarely or never” attend church services in Wailuku Town.
• Both respondent groups are consistent in their motivations for avoiding Wailuku, with the exception of safety (a
concern of 30% of workers vs. 16% of non-workers) and “generally unappealing environment (a concern of 24%
of workers and 34% of non-workers).
• As compared to those who work in Wailuku, non workers felt that more information on what exists, live
entertainment, special events and more convenient parking would definitely encourage them to visit Wailuku
Town more often.
• Those who work in Wailuku are less averse to living in Wailuku than non-workers – 23% vs. 35% would not
consider living in Wailuku.
• A majority of non-Wailuku workers (53%) park for less than 2 hours during most visits, while only 26% of workers
responded this way. The most frequent time period stated by workers was 6 to 8 hours (40%).
• A majority of all respondents indicated that they would walk from 2 to 5 minutes from their car to their
destinations, followed by 5 to 10 minutes.
• To consider an alternative to driving to Wailuku, workers responded first with safer streets for walking and biking
(40%) followed by more convenient bus stops (38%) and cost of parking (35%).
• Demographics of worker vs. non-worker respondents were similar, although non-workers were slightly older.
Cross Tabulation by Respondent Age: The following attributes were noted by respondent age in the highest
response groupings of 25 to 34, 35 to 49 and 50 to 69:
• Reasons for visiting Wailuku were similar among the three major respondent age groups.
• Younger respondents (25 to 34) avoided Wailuku more than other age groups due to lack of restaurant options,
generally unappealing environment, concerns about safety and difficult to get around/find stuff.
• Younger respondents (25 to 34) were more emphatic about a number of improvements that would encourage
them to visit, including shopping (both one-of-a-kind and brand name shops), live entertainment, special events
and a more welcoming atmosphere. Better information on what exists would encourage 52% of the younger
demographic to visit, versus 35% to 37% of older respondents.
• Younger respondents (25 to 34) are less averse to the notion of living in Wailuku (17% are not interested) versus
older demographics (27% to 33%).
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Respondents age 50 years and older cite a grocery store, followed by a clean and safe environment as most
important residential amenities, compared to younger respondent groups age 25-34 and 35-49 who desire a
cleaner, safer environment, followed by a grocery store.
Respondent groups age 25 to 34 and 35 to 49 consider safer streets for walking and biking a factor in
considering an alternative transportation mode. More of respondents age 50 and older would not consider any of
the suggested alternative modes to their personal auto.
50% of respondents age 25 to 34 have lived in the Wailuku/Kahului area for five years or less. A majority of
older age groups have lived in the area ten years or more.

Cross Tabulation by Annual Household Income: The following attributes were noted by respondent annual
household income ranges of less than $50,000, $50,000 to $100,000, $100,000 to $150,000 and over $150,000:
• Visitation frequencies and reasons for visitation are consistent among all income groups. The lower income
respondents (less than $50,000) visit the library more than other groups. Interestingly, special events are
frequented most by those in the lowest (less than $50,000) and highest (more than $150,000) income groups.
• Lower income respondents (less than $50,000) are more likely to avoid Wailuku because of difficulty finding
parking, congestion, concerns about safety and limited public transportation than respondents with higher
household incomes. Higher income households (more than $100,000) are more likely to avoid the area due to a
lack of restaurant options.
• Lower income respondents (less than $50,000) were more emphatic about a variety of improvements that would
encourage them to visit more often, including more arts, culture and live entertainment, special events, cleaner
and safer environment, more green space and parking. Higher income respondents (more than $100,000) want
more restaurants. Interestingly, both lower (less than $50,000) and higher (more than $150,000) income
respondents would like to see more unique one-of-a-kind shops, while those with incomes of $100,000 to
$150,000 would like more brand name stores.
• Respondents in the $100,000 to $150,000 are the most averse to living in Wailuku (35% would not consider it)
while lower income respondents (less than $50,000) are the least averse (19%).
• 61% of high income respondents (more than $150,000) park less than 2 hours when visiting Wailuku, compared
to 29% of lower income respondents (less than $50,000).
• Higher income households (more than $50,000) are more willing to consider paid parking (up to $1 to be closer
to a destination) than lower income respondents.
• To consider alternatives to driving, lower income respondents (less than $50,000) are more receptive to more
convenient bus stop locations and safer streets for walking and biking. Higher income respondents (more than
$150,000) are least willing to consider alternatives to driving for any reason.
• Lower income respondents tend to be younger than higher income respondents.
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WAILUKU REDEVELOPMENT AREA MARKET-BASED PLAN
PROPOSED INITIATIVES AND PROGRAMS
I.

Policy & Regulatory Framework

In order to attract new businesses and grow and nurture existing ones, selected regulatory and policy adjustments
can be made to create a more supportive and user-friendly business environment downtown. If Wailuku is going to
be successful in attracting new businesses, jobs and investment, it must create and maintain reliable and predictable
development review processes and requirements. Several recommendations that can make redevelopment and
change of use in the downtown area easier to accomplish are outlined below.
1. A Revamped Development Review Processes Currently, the development review process can be inconsistent
between different County departments and the resulting real and perceived cost and time commitments are a
disincentive to new investment. Development review is currently administered by several County agencies, each
having its own process, standards and requirements. There is little, if any, overlap between the different
agencies which can lead to incompatible and/or irreconcilable regulations for the applicant to grapple with. In
order to create predictability and consistency in the development review process, a collaborative, interdepartmental approach is recommended that includes the following County agencies:
- Planning Department
- Development Services, Plans Review (Public Works)
- Development Services, Inspection (Public Works)
- Fire Prevention and Inspection
- Water Department Engineers
- Construction and design professionals
Select staff from these agencies can comprise a Development Review Committee that establishes criteria,
parameters and a process in which to review, accept or deny requests for waivers and variances in the
redevelopment area in a timely manner.
It is recommended that the development review committee hold a standing meeting (perhaps monthly - or more
frequently if appropriate), to be available to applicants to answer questions and work through development scenarios
prior to submitting an application to create efficiencies and allow the process to move more quickly and smoothly.
2. Amend Certain Building Code Requirements by County Ordinance
There are a variety of building code requirements that can be onerous for small businesses and could be amended
through County Ordinance. Suggested changes are outlined below.
-

Waive Standard Roadway Width Requirements for Use Changes Within the MRA Boundaries:
Currently, any change of use within the MRA boundary triggers conformance with standard roadway width
requirements. Requiring a change in road width is an enormous expense and logistical undertaking for a
small business. It is recommended that current road widths in the MRA boundary be grandfathered in with a
change of use, i.e. existing road widths will suffice with a change of use within an existing structure. In the
case of new development, road width requirements would need to be considered on an individual basis, and
may be eligible for a waiver if it maintains consistency in road width with adjacent development. Road width
waivers for new development need to be balanced with the ultimate goal of providing safe pedestrian and
bike access throughout the downtown area.

-

Waive Required Installation of Fire Hydrants and Manholes Within the MRA Boundaries:
The requirement for business owners to install fire hydrants and manholes is frequently cited as an
economic hardship. The County should consider taking on this responsibility as part of its infrastructure
programming.
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-

Allow Conversion of Residential Buildings to Certain Commercial Uses Without Requiring
Variance(s): Currently, when a residence is converted to any commercial use, a variety of building code
variances are routinely sought by applicants for issues including stairway configurations, fire walls, roof
overhangs, parapets and others. It is recommended that an applicant apply for a change of use permit
without having to go through the variance process when residential uses change to complementary
commercial uses including, but not limited to:
 Professional office
 Personal and business services
 Retail
 Bed and Breakfast
 Others as appropriate when they are consistent with WRA zone regulations and legally sound

3. Create a Dining and Entertainment District Incentive Zone
A formally designated dining and entertainment district can offer supportive policies and incentives to encourage a
destination for dining, theater and cultural venues. Recommended incentives within the designated area include
reduced or waived parking requirements and expedited permitting and licensing. The notion of a Dining and
Entertainment District is discussed in greater detail in the “Business Development” discussion in the next section of
this plan.
4. Building Code Relief for Historic Structures
Many downtown structures are either historic or constructed prior to the implementation of modern building codes.
They are often very difficult to renovate in compliance with building code requirements that are written for modern
buildings. In order to facilitate the adaptive reuse of older buildings, relief from some code requirements should be
allowed. Many states and municipalities have adopted policies and regulatory frameworks that allow for less stringent
building code requirements for historic structures – most notably California, New Jersey, and New York – although
many other states and cities have adopted similar codes. The Department of Housing and Urban Development
(HUD) and the National Main Street Center have documents outlining similar codes, potential benefits and
challenges to historic building codes, and specific language that can be used in writing historic building code
legislation.
5. Update the MRA Zoning and Redevelopment Code and Design Guidelines
The existing MRA Zoning and Redevelopment Codes were adopted in 2002 and the MRA Design Guidelines were
adopted in 2006. Once the Market Based Plan is adopted, both documents should be updated to support the
implementation of the recommendations, initiatives and strategies outlined in this plan. Under the current zoning,
some of the recommendations within the plan, including business development strategies, the creation of a dining
and entertainment district, improved parking management, development of a public market and changes to the public
realm will all likely need to be addressed through administrative review, and waivers and exemptions from the
existing regulatory framework. In order to avoid a downtown zoned parcel by parcel, an update of the zoning code is
recommended specifically addressing:
- Decreasing minimum lot sizes – as new small businesses open in downtown, the minimum lot sizes may be
too big for certain small business concepts and act as a disincentive to new development.
- Use adjacencies – currently, certain incompatible uses can be adjacent to one another if they are separated
by a six-foot wall. As new buildings are developed and new businesses open, a more systematic approach
to use adjacencies should be implemented.
- Minimum parking requirements – when new parking strategies are adopted, the parking structure is built,
and more pedestrian amenities are introduced downtown, the fundamental dynamics of parking ratios will
likely change dramatically. Rethinking parking requirements that integrate the anticipated use of a variety of
transportation modes will contribute to a more functional downtown.
- Eliminating use of FAR as a measurement standard – FAR is a complicated formula that does not clearly
articulate a vision. Building height, setbacks and stepbacks that are clearly articulated are a much more
effective way of promoting an overall vision for a place.
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-

-

II.

Introducing form-based standards – Form based zoning standards promote development that is sensitive to
the existing built environment. It relies on consistent setbacks, form, height and use compatibility to reinforce
existing character and context and is being adopted by many cities around the country. A form-based
approach to downtown could create a more predictable development scenario as downtown builds out.
Establish a clear process to allow sidewalk dining. Encourage sidewalk dining permits and create a process
to periodically review them to ensure that any new uses or enhancements in the right-of-way do not impede
pedestrian movement.

Business Development

1. Downtown as Incubator
During the market based planning process, participants in small group discussions and Wailuku Town survey
respondents all indicated that unique, local and diverse businesses would encourage more frequent visitation to
downtown. The notion of treating downtown Wailuku as a business “incubator” has emerged. Business incubators
are intended to accelerate the development of entrepreneurial business enterprises through an array of business
support resources and services. Treating all of downtown Wailuku as an Incubator could be a creative way to:
- Encourage innovative, unique and locally owned retail, services and production in downtown Wailuku
- Support new business concepts that appeal to local residents
- Provide jobs and job training opportunities
- Establish ties to high schools and colleges and others for workers, vocational training and internships
2. Financial Tools to Support Small Business Development
Creating accessible sources of capital is a critical ingredient in attracting innovative businesses to downtown. A
variety of financing tools are envisioned, including:
- Opportunities for property owner equity or investment in start-up business ventures.
- Contract or lease relief for new businesses that provide needed or desirable goods or services.
- Working capital for innovative business concepts made available through several mechanisms, including:
 Revolving Loan Fund: This fund could provide low-interest or no-interest loans to start-ups and
existing businesses wishing to upgrade, expand or invest in tenant finish. As the loans are paid
back, that money is then made available for reinvestment in future business concepts.
 CDBG Funds: CDBG funds are used primarily to improve communities through quality housing
and living environments and expanded economic activities. CDBG funds are administered by Maui
County and made available for development projects targeting those with low and moderate
incomes. CDBG funds can be used for real estate acquisition, public facilities improvements,
housing rehabilitation, economic development activities, community development and historic
preservation.
 Bank CDC: Bank CDC's can be used to pool the resources of many lending institutions and reduce
risk, providing capital to assist in the development of under-utilized real estate and to attract
business capital for small businesses. A CDC supported by banks located in Wailuku could help
facilitate the development of new business concepts, and provide predevelopment, construction
and long-term financing. A Wailuku bank CDC could also house a seed capital loan and equity
fund to launch new business concepts.
 Community Capital Fund: A community capital fund that would mobilize local property owners
and residents to invest in new business concepts through a variety of community-based models,
including cooperative and local partnership structures. With the retrenchment of conventional
lending during this recessionary economy, there is a new movement toward local financing
solutions to advance grassroots economic development. Community finance models that have
been used around the country and could be used in Wailuku include:
• Cooperative – a communally owned and managed business
• Community-owned corporation – A traditional, for-profit corporation
• Small ownership group – A small, ad-hoc investor group
• Investment fund – A community-based fund
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3. Dining and Entertainment District Along Market/Main
The creation of a dining and entertainment district in Wailuku presents a compelling opportunity that is central to
Wailuku’s suggested niche strategy and is supported by market research, the state of Wailuku’s existing real estate
market, community surveys and the existing strengths of the business district. Opportunities include:
-

An underserved market, evidenced by retail leakage analysis that finds a need for more restaurants in both
Wailuku’s primary and secondary resident market areas.
Real estate at reasonable rents that could help support local dining and entertainment concepts.
Community surveys that find a desire to patronize restaurants and unique retail.
Existing cultural venues that position Wailuku differently from Maui’s other small towns and provide a
competitive advantage to attract both resident and visitor markets.

Clustering arts, culture, theaters, restaurants and taverns along Market and Main Streets can help make Wailuku a
unique destination and entertainment enclave that supports the economic health and overall sustainability of
downtown.
A formally designated dining and entertainment district can offer supportive policies and incentives to encourage the
creation of a compelling destination for dining, theater and cultural venues, and, perhaps more importantly, provide
predictability regarding how and where new venues locate. Additionally, patrons will be able to take advantage of
ample evening parking. A dining and entertainment district could leverage the existing cluster of cultural and
entertainment venues including:
- Iao Theater
- Maui Academy of Performing Arts
- Maoli Theater (currently under construction)
- Wailuku Coffee Company
- Café O’Lei
- Main Street Bistro
- Seang Thai
- Jennifer’s Saigon Café
- Maui Bake Shop and Deli
Several initiatives could support and encourage a well-planned Dining and Entertainment District:
- Establish a new dining and entertainment incentive district that encourages new arts and cultural
venues, restaurants and taverns to locate in the district with accelerated permitting processes, reduced
parking requirements or other incentives.
- Establish a clear process to permit sidewalk dining. Ensure sidewalk dining permits are periodically
reviewed so they are up-to-date and accommodate any new uses or enhancements in the right-of-way and
do not impede pedestrian movement.
- Establish a “Good Neighbor” policy, agreed to by downtown Wailuku businesses and nearby residents
that establishes reasonable and predictable operating standards, including hours of operation for
restaurants and taverns, cultural and entertainment venues, that establish allowable times for music to be
played, parking agreements, trash pickup, etc.,
- Waive parking requirements on the first 2500 square feet of existing buildings to encourage desirable
use that support the dining and entertainment district concept. The current code requires 1 space for every
100 square feet of restaurant space, with a slight reduction within the MRA boundaries. (Section
30.13.060 of the zoning and development code allows a parking abatement for structures less than 1,000
square feet.) The current requirements are a disincentive to new businesses and do not account for the fact
that there is ample available parking in the evening hours
- Establish design guidelines specifically for the entertainment district that establishes a clear aesthetic
vision for facades, sidewalk cafes and signage.
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-

Establish a liquor licensing process that is more clear, predictable and efficient within a designated
dining and entertainment district.
Determine inexpensive and easy collaborative marketing strategies:
 Capitalize and expand upon the 300 nights of activity at the Iao Theater by offering promotions
that package evening activities
 Utilize Manao Radio, 95.1, and the entertainment paper Maui Time Weekly to help market and
promote the notion of an entertainment district
 Market ample available evening parking to the locals and an authentic Maui experience to
tourists and cruise ship passengers through travel guides and publications

Other business development initiatives that should be considered in the mid-to-long term include:
1. Assessing whether a downtown Business Improvement District (BID) would be a feasible mechanism to
provide long-term revenue stream to support business programming, marketing, special events and
improvements.
2. Pursuing plans to build a pocket park with a stage at Market and Pili to provide an outdoor entertainment
venue (this idea is also addresses in the Public Market section below).

III.

Parking Management

Parking in downtown Wailuku is a barrier to its commercial viability. Consumers view the lack of convenient parking
as an impediment to visitation. Business owners cite a shortage of both employee and customer parking options.
County and State employees regularly compete each morning to park in the limited number of long term spaces.
The Market-Based Plan did not determine if the parking supply is inadequate, and, in fact, this question has been
probed by prior studies leading to the planned construction of a parking structure on the central lot. However, the
planning process did reveal that the existing parking supply is poorly managed – there appears to be little rationality
on how parking is allocated between short and long-term use.
Some important ideas emerged from the community survey with regard to parking management opportunities
including:
- About half of survey respondents said they were willing to pay a nominal parking fee for short term parking
use
- Most respondents indicated they park between one-to-two hours
- Most indicated they were willing to walk two to five minutes from their car to their destination
There are several initiatives that can be undertaken in Wailuku that will dramatically improve the parking situation
downtown.
Near-term recommendations include:
1. Undertake a Parking Management Plan that would explore how the existing supply of parking can be
allocated and priced to create better parking options for customers and employees. Explore parking district
feasibility as a way to manage parking and provide a mechanism to reinvest any revenue raised from paid
parking in downtown parking improvements. A Parking Management study could:
- Determine the optimal ways to allocate both on-street and off-street parking for Wailuku’s various
parking user groups
- Determine what range of parking fees would be acceptable for downtown drivers
- What amount of money those fees could raise on an annual basis
- What types of parking improvements that annual revenue stream could support
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Identify management tools and technology that will contribute to a more predictable parking
environment
- Identify strategic options to add to the Wailuku parking supply in the long term.
Restripe the central parking lot to accommodate additional spaces – even a small number of new spaces
would be helpful to alleviate limited parking supply
Initiate paid parking for 12-hour spaces in the central lot. A nominal parking fee could help generate revenue
to help pay for parking improvements and create more parking availability for short-term needs.
Parking supply is also constrained in the Happy Valley district of the Wailuku Redevelopment Area. Lack of
public parking has negatively impacted existing businesses and is a barrier to attracting new businesses
and investment. The County and/or the Maui Redevelopment Agency should identify and acquire land in
the Happy Valley area that can be utilized as public parking for existing and new businesses.
Parking structure: The County has raised more than $1M to begin a parking structure design process. That
process is moving forward with the selection of a designer. In addition to the design, potential financing
tools to pay for the structure (such as revenue from parking district, TIF and others) need to be identified
and put in place.
-

2.
3.
4.

5.

Mid-Term recommendations include:
1. Build the parking structure. There is a tremendous opportunity to build a structure that promotes a the
overall revitalization of downtown, providing not only a place to park, but also (along with the “remnant
parcel”) other civic amenities that could help create a central gathering place for a variety of communitybased events and activities appealing to locals and tourists alike. The parking structure should also support
the development of housing, retail and office uses in central Wailuku.
2. Create a Parking District: A parking district will ensure any revenues generated from downtown parking will
finance downtown parking improvements, such as a parking structure, signage, management strategies and
marketing. Additionally, a parking district could engage in activities such as:
- Explore installing meters downtown. Determine the best meter technology to fit the driving habits
of downtown workers and visitors.
- Neighborhood Parking Permits: Explore establishing neighborhood parking permits. If meters are
installed, motorists could push into neighborhoods looking for free parking. Residential permits will
keep spaces available for nearby residents.
Long-Term recommendations include:
1. Transportation demand management (TDM) policies to reduce vehicle use. The County and State, as
downtown’s primary employers, could take the lead in exploring TDM initiatives such as increasing public
transit options and availability, car pooling, and improving infrastructure to encourage alternative modes of
transportation such as walking and biking to reduce the number of vehicles downtown and alleviate the
pressure to develop more parking.
2. Additional satellite parking.

IV.

Public Market

The notion of establishing a year-round public market in Wailuku is an opportunity that
has been revealed through the market-based planning effort. A public market is
envisioned as a central community gathering place for residents, workers and visitors. It
will be a place where the community can interact with regional food and farm producers,
artisans and other unique small businesses which produce goods that celebrate the
creativity and vitality of Hawaii. It is envisioned the market will have both indoor and
Oxbow Public Market, Napa
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outdoor elements, and accommodate a variety of products (including non-food items), educational activities and
community events. The market could also be a showcase for environmentally sustainable design and operating
practices. There are currently numerous year-round public markets throughout the country in large and small cities
alike and they are gaining popularity – with several new markets coming online around the country this year. Famous
markets include Seattle’s Pike Place, or Vancouver’s Granville Island, but there are also many smaller markets
around the country in communities more similar in size to Wailuku. The Oxbow Public Market in Napa, California
showcases local food, produce and wines as a part of its unique local industry and culture.

Oxbow Public Market, Napa

North Public Market, Columbus

A public market could be a tremendous asset to downtown and could:
- Provide a multi-faceted community asset for Wailuku and the region
- Provide residents, workers and visitors with access to fresh, locally grown food and other locally produced
goods, arts, crafts and other Hawaii-centric wares
- Be a home for small businesses, many of which can grow to occupy retail spaces throughout Wailuku
- Leverage the dining and entertainment district by providing a multi-dimensional downtown experience
The “remnant parcel” adjacent to the proposed parking structure could
be an ideal location for a public market. The market could be managed
by the County, MRA, Downtown Wailuku Partnership or by contract. A
feasibility study to determine whether a public market would be an
economically viable pursuit and the best location should be undertaken.
Additionally, the two parcels on either side of the county parking lot
could provide a great opportunity to expand the public realm adjacent to
the anticipated parking structure, house uses related to the public
market or other supportive uses. Potential uses could include
performance space (a pocket park with a stage at Market and Pili has
Milwaukee Public Market
been discussed in the past, and could be a great amenity), other pocket
parks or other civic use. If those parcels are developed under private ownership, there is a risk the new uses could
detract from, or be in conflict with, the tremendous civic potential of the site.
If possible, the County, WRA or the new entity recommended in this plan, the
Wailuku Partnership, should consider purchasing the two parcels to ensure control
over, and expansion of, civic uses that could make the parking structure the
centerpiece of Wailuku community. Additionally, a multi-use, in-fill project with a
public market component that promotes public health, walkability, connectivity and a
cooperative public/private partnership would likely be a highly competitive project for
federal funding under the Obama administration’s new livable communities initiative,
a partnership of HUD, EPA and DOT.
North Market, Columbus
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V.

Public Realm

1. Infrastructure Improvements

Survey responses and stakeholder interviews cite a safer, cleaner more welcoming environment as major factors that
would encourage more visitation downtown. Basic infrastructure improvements are critical to the overall success and
sustainability of downtown Wailuku. Pedestrian amenities such as sidewalks and bike paths are inconsistent and, in
some places, non-existent.
As budgetary constraints are reduced and financing tools are identified, downtown Wailuku needs to invest in basic
pedestrian and bike infrastructure to establish a safer, more welcoming physical environment.
In the short-term, priority should be given to:
- Planning for sidewalks throughout downtown that are wide enough to provide a safe and enjoyable
pedestrian experience and, when there is sufficient right-of-way, provide a landscaped buffer from vehicular
traffic.
- Immediate attention should be given to providing continuous, appropriately wide and well maintained
sidewalks on Vineyard Street and throughout the superblock
In the mid-term, improvements should include:
- Constructing continuous sidewalks throughout downtown
- Pedestrian crossings
- Traffic calming to create a safer pedestrian environment
- Bike paths, directional signage and bike racks where there is adequate right-of-way
- A better, more connected pedestrian and bike system will allow better mobility and ease of connections to
various transit modes
Long term infrastructure improvements will need to include fire, water and drainage improvements that are currently
inadequate and will continue to be challenged as downtown Wailuku grows.
2. Clean and Safe Initiatives
Community survey respondents indicated a cleaner, safer and more inviting physical environment would encourage
them to come downtown more often. Concerns about personal safety were also mentioned as a reason to avoid
downtown. Wailuku also suffers from a lingering stigma that is both real and perceived, that the area is unsafe.
Clean and Safe initiatives should be deployed throughout downtown. Some low or no-cost, short-term
recommendations include:
- Coordinated trash pickup – currently all businesses contract individually to have trash picked up. A
managed approach to collective trash pickup is recommended. Trash pickup coordination could improve
traffic circulation and decrease noise from trash trucks.
- Coordinated delivery hours – it is also recommended that truck deliveries downtown be limited to specific
hours of the day, ideally in the early morning so as not to contribute to traffic congestion, noise, and
impassable streets.
- Additional police presence in strategic places and times of day
- Strengthen existing neighborhood and business watch programs
- Coordinating social service agencies to provide information and resources such as shelter locations, mental
health assistance, food banks and others. Also consider a long-term relocation strategy for social service
providers. As downtown develops and real estate values increase, some social service providers may look
for alternative, more affordable locations. Creating a supportive strategy to help those organizations if and
when they move would benefit all of Maui.
Clean and safe initiatives that require capital investment should be implemented in the mid-to-long term once funding
for these improvements has been identified. They include:
45

-

More pedestrian lighting for both an increased sense of place and aesthetics as well as a better sense of
safety
Strategically located trees in the public right of way (that do not interfere with pedestrian lighting)
Recycling receptacles
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WAILUKU REDEVELOPMENT AREA MARKET BASED PLAN: SEQUENCING OF PROPOSED INITIATIVES
Priority/ Near
Term
(next 6 to
24 months)

Mid to Long
Term
(next 2 to 7
years)

Policy &Regulatory
Framework
 Revamp
Development Review
Process
 Amend certain
building code and
development
requirements by
County Ordinance
 Create a Dining &
Entertainment District
incentive zone

 Update MRA Design
Guidelines and
Zoning and
Development Code
 Provide select
building code relief for
historic structures

Business Development
 Downtown as Incubator:
- Encourage innovative
businesses, job creation and
training
- Create financial tools to support
small businesses
 Entertainment District along
Main/Market:
- Good Neighbor Policy
- Establish new incentive district
- Waive parking requirements on
1st 2500 square feet
- Review liquor licensing process
- Design Guidelines
- Collaborative Marketing
 Business Improvement District (BID)
feasibility
 Pocket Park & Stage Plan at Market
& Pili

Applicable
Financing
Tools

N/A







Lead Agency

County/MRA

WMSA/CDC

Revolving Loan Fund
CDBG Funds
Bank CDC
Community Capital Fund
BID

Parking Management

Public Market
 Undertake feasibility
study
 If feasible, develop
business plan
including:
- Identify potential
management
structure
- Identify best
location
- Identify vendors



Undertake Parking
Management Plan that
Includes parking district
feasibility analysis
Restripe central lot
Initiate paid parking for 12hour spaces in central lot
Explore options to acquire
land in Happy Valley for
public parking.
Parking Structure: Initiate
design process; anticipate
cost and funding sources
Explore civic purchase or
option of parcels adjacent to
“remnant” parcel of parking
structure
Establish Parking District to
explore installing meters &
Neighborhood Parking
Permits
Transportation Demand
Management strategies
(Reduce single occupant
Vehicle trips)
Build parking structure(s)






Parking Revenue
TIF
Community Facilities District
Federal Funding



















County/CDC

 Assemble financing
& develop public
market
 Begin operations

Market Revenues
TIF
CIP
CDBG
Federal Funding

CDC/WMSA

Public Realm
 Infrastructure:
- Vineyard Street
sidewalk plan
 Clean and safe Initiatives:
- Coordinated trash
pickup
- Coordinated delivery
hours
- Increased Police
presence/Neighborhoo
d Watch program
- Coordinated social
service delivery and
long-term location
strategy
 Infrastructure:
- Sidewalks
- Ped crossings
- Traffic calming
- Bike paths, bike
amenities, signage
 Transit connections
 Clean and safe initiatives:
- Ped lighting
- Graffiti removal
- Trash & recycling
receptacles
 Fire, Water, Drainage
 Parking Revenue
 TIF
 Community Facilities
District
 CIP
 CDBG
 Federal Funding
County/MRA
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ORGANIZATION & FINANCING PLAN
A new collaborative structure is proposed to advance the vision and initiatives outlined in the Market-Based
Plan, Wailuku’s key organizational drivers – including the County, Maui Redevelopment Agency and
Wailuku Main Street Association Inc. – offer well-intentioned energy and resources that are sometimes
diluted and dispersed. This organizational plan aims to combine the energy and resources of these entities,
along with other Wailuku Town improvement groups, into a unified structure that combines the best qualities
of each.
A new Wailuku Partnership is proposed to be a non-profit community development corporation (CDC).
Community development corporations, or “CDCs”, have been an integral part of American community
revitalization strategies for more than 40 years. CDCs are generally non-profit 501(c)(3)organizations that
are initiated on a grassroots level. CDCs tackle public benefit projects and other redevelopment activities in
areas that have difficulty attracting private capital or lack development expertise to undertake complicated
public/private financing strategies. Typical activities include:
-

Facilitating and/or constructing affordable housing
Assisting in the growth and development of small businesses and economic development
Developing underutilized real estate
Facilitating partnerships throughout the community such as neighborhood police and clean and safe
programs
Providing a comprehensive organizational structure to engage in a variety of activities to aid the healthy
development of downtowns and neighborhoods;
Facilitate financing and develop financing tools

The economic downturn is forcing communities to re-think traditional approaches to downtown development
and community development and CDCs are becoming more widely used to foster growth.. The CDC
movement is being led by private sector downtown management organizations, institutions such as
universities and hospitals, as well as local government. The new relevance of CDCs to downtowns and
community development is driven by the following factors:
-

Downtown and community development strategies are increasingly incremental and entrepreneurial.
CDCs tend to take care of the details – infill development that is often overlooked by large plans and
public financing agencies.
CDC approaches are tactical and project-based.
CDCs create a proven mechanism for including more diverse markets and constituencies within the
umbrella of traditional downtown and community management organizations.

In Wailuku, a CDC could provide a partnership dedicated to implementing recently identified goals and
priorities and could:
-

Build consensus among Wailuku Main Street Association Inc., Maui Redevelopment Agency, the
County, downtown residents, businesses, non-profits and other stakeholders through a representative
board and committee structure.
Facilitate and manage the development of a year-round public market, downtown parking structure and
parking management plan and other complex public/private projects
Engage in small business and economic development initiatives
Provide a structure that identifies and organizes various sources of funding to support healthy and
appropriate development
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The Wailuku Partnership is envisioned to be governed by a board of directors consisting of representatives
from its partner organizations, plus downtown property owners, businesses and residents that offer
expertise and passion to advance its mission.

Next Steps for form the Wailuku Partnership
The following steps are suggested for creating the Wailuku Partnership:
1. Endorsement of Concept (within 3 months): The Wailuku Partnership concept should initially be
endorsed by the Wailuku Market-Based Plan Task Force and then by the key partners in the proposed
venture, including the County, Maui Redevelopment Agency and Wailuku Main Street Association Inc..
2. Task Force Becomes CDC Formation Committee (within 6 to 9 months): The Market-Based Plan
Task Force, which includes representatives from all affected groups, would become a CDC Formation
Committee charged the following:
• Develop CDC board composition: It is recommended that the CDC board consist of 9 to 13
members with the following standing representatives: County, Maui Redevelopment Agency,
Wailuku Main Street Association, Inc., Wailuku Community Association and representation from
commercial property owners, business owners, lending institutions, and residents at-large.
Geographic representation should also be considered to reflect all of Wailuku Town.
• Develop CDC work program: The Market-Based Plan suggests several initiatives that could
provide a basis for an initial CDC work program, including key business development, parking
management and public market feasibility functions.
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•

Identify CDC seed funding: A variety of funding sources could serve as seed funds for the CDC,
including:
 County and CDBG grant funding
 Hawaii Community Foundation
 Local banks
 Local foundations
 Local commercial property owners
 Parking revenue from long term parking permits in central lot

•

Develop Articles and By-Laws for the Organization: With agreement on board composition and
general purpose, the CDC Formation Committee should work with local legal counsel to develop
articles of incorporation, operating by-laws and seek 501(c)3 tax exemption status.

3. CDC Starts Operations (within 9 to 12 months): With a board, work program, budget and operating
documents, the Wailuku Partnership initiates operations.
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Summary of Financing Tools
A variety of financing tools are recommended to advance the Market-Based Plan initiatives. Below is a summary of the tools and their suggested application
within Wailuku Town.

Financing Tool

Description

Applications in Wailuku Town

Parking Revenue

Revenue generated from public paid parking, both on-street and
off-street. Initially, long-term parking in the central lot is
recommended for paid parking. Eventually, parking
management practices may expand concept.
Revenue generated from future increases in property values
within the Wailuku Redevelopment Area – a base year is
established (i.e. FY 2011) and “increment” from future increases
in tax revenue after base year can be reinvested within the
district.
Annual appropriation to the County from the federal government
for projects that improve housing, infrastructure and economic
development in low income and blighted areas. Wailuku is
currently eligible for funding.
The Obama administration is switching funding priorities in a
variety of departments – particularly Transportation, Housing &
Urban Development and EPA – to benefit urban areas.
Annual appropriations by County to improve infrastructure.

Short-term revenue opportunity from long-term parking in central
lot.
Long-term revenue opportunity from parking management
strategy that establishes formal parking district.
Valuable investment tool that should be utilized by the Maui
Redevelopment Authority immediately. Funds could be used for
the parking structure and other capital improvements and to
assist in private development. Base year should be established
now to take advantage of low valuations.
Various applications in Wailuku, including infrastructure repair
and replacement, small business support that creates jobs and
affordable housing.

Envisioned as a local venture capital or equity fund that is
created by local property owners and residents to invest in
businesses and projects that benefit the community.
Envisioned as a revolving loan and/or equity fund that could be
capitalized by Wailuku lending institutions. Allows for banks to
reduce risk in public benefit investments plus offers favorable
community reinvestment act treatment.

Could be explored by the CDC after it has been operating for a
year or two.

Tax Increment
Financing

Community
Development Block
Grants (CDBG)
Other Federal Funding
County Capital
Improvement Projects
Community Capital
Fund
Bank CDC

Many opportunities for funding projects in the Market-Based
Plan, including infrastructure improvements, public market and
enhancing overall “livability” of Wailuku Town.
Infrastructure improvements.

Could be explored by the CDC after it has been operating for a
year or two.
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Summary of Financing Tools (continued)
Financial Tool

Description

Applications in Wailuku Town

Community Facilities
District

Method of self assessment that allows property owners to create
their own funding district to finance needed infrastructure.
Available under Hawaii statutes, but requires enabling legislation
from the County.
Method of self assessment that allows property and business
owners to create their own funding district to finance marketing,
special events and physical improvements.

Infrastructure and public facilities, perhaps including the parking
structure and public market.

Business
Improvement District

Envisioned as a long-term option (i.e. 5+ years) to sustain
Wailuku marketing and management efforts.
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Wailuku Town Survey

1. Approximately how often do you go to Wailuku Town (if you work in
Wailuku Town, visits in addition to work)?
Response

Response

Percent

Count

Once per week or more

62.3%

611

Approximately twice per month

16.9%

166

11.3%

111

7.3%

72

1.0%

10

1.0%

10

answered question

980

skipped question

31

Approximately once per month
Approximately four times per year
Approximately once per year
Never

c=J

D

o
o

1 of 13

2. How often do you go to Wailuku Town for each of the following
activities?
Response

Frequently

Occasionally

Rarely or Never

Shopping

11.0% (102)

47.9% (443)

41.0% (379)

924

Restaurants and/or bars

22.0% (210)

59.3% (567)

18.7% (179)

956

County/State business

41.1% (390)

42.5% (404)

16.4% (156)

950

9.9% (91)

45.8% (422)

44.4% (409)

922

Library

19.4% (176)

24.7% (224)

55.9% (507)

907

Special events

11.6% (106)

50.5% (460)

37.8% (344)

910

43.0% (411)

38.6% (369)

18.4% (176)

956

Other business

22.4% (193)

41.0% (354)

36.6% (316)

863

Medical or dental care

26.1% (241)

38.0% (350)

35.9% (331)

922

Church

13.1% (111)

9.9% (84)

76.9% (650)

845

Other (please specify)

88

answered question

1,007

skipped question

4

Cultural events (music, art, theater,
etc.)

Personal business (e.g.
salon/barber, bank, etc.)
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Count

3. If you DON'T visit Wailuku Town is it because of: (please select all that
apply)
Response

Response

Percent

Count

Lack of restaurant options

37.0%

249

Lack of diverse retail

55.3%

372

Difficulty finding parking

69.1%

465

Difficult to get around/find stuff

14.7%

99

14.3%

96

23.9%

161

17.2%

116

Traffic/congestion

38.0%

256

Generally unappealing environment

28.1%

189

Too far from where I live

17.7%

119

Other (please specify)

66

answered question

673

skipped question

338

Limited public transportation
service and hours
Concerns about safety
Lack of arts, culture and
entertainment
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4. Which of the following area business districts do you visit at least once
a month? (please select all that apply)

Queen Ka'ahumanu Shopping

Response

Response

Percent

Count

80.1%

775

Kahului Shopping Center

31.7%

307

Maui Mall

79.0%

765

Maui Marketplace

70.7%

684

87.8%

850

28.2%

273

Other (please specify)

127

answered question

968

skipped question
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Center

Dairy Road/State Hwy. 380 area
(Costco, Kmart, Wal Mart)
Pa'ia

4 of 13

5. Which improvements would encourage you to visit Wailuku Town more
often?
YES - Would
encourage me to

May encourage me

NO - Won't

Response

to visit more.

encourage me.

Count

visit more!
More/different restaurants

62.1% (566)

31.5% (287)

6.5% (59)

912

Unique, one-of-a-kind shops

45.7% (399)

35.9% (314)

18.4% (161)

874

Brand name stores

28.7% (243)

33.1% (280)

38.3% (324)

847

More arts and cultural venues

36.7% (308)

43.0% (361)

20.4% (171)

840

Movie theater

48.2% (417)

29.0% (251)

22.9% (198)

866

Live entertainment

40.1% (340)

38.1% (323)

21.7% (184)

847

Special events

40.6% (344)

45.5% (385)

13.9% (118)

847

56.8% (474)

31.4% (262)

11.9% (99)

835

Safe pedestrian environment

52.8% (438)

30.4% (252)

16.8% (139)

829

Bicycle lanes

21.2% (168)

18.3% (145)

60.6% (481)

794

More green space

40.5% (333)

30.5% (251)

29.0% (238)

822

Better information on what exists

38.5% (316)

40.5% (332)

21.0% (172)

820

More convenient parking

69.7% (636)

22.6% (206)

7.7% (70)

912

More welcoming,cleaner
atmosphere

5 of 13

Other suggestions?

141

answered question

984

skipped question

27

6. If you would consider living in Wailuku Town, which of the following
housing types would be most attractive to you? (please select all that
apply)
Response

Response

Percent

Count

Apartment

17.4%

172

Condo

20.7%

204

Live/work

19.6%

193

Townhouse

20.5%

202

Single family home

37.7%

372

5.5%

54

23.5%

232

28.8%

284

answered question

987

skipped question

24

Age-restricted housing

D

I already live in Wailuku Town
I am not interested in living in
Wailuku Town

6 of 13

7. To make Wailuku Town a more attractive place for living, which
amenities would be most important to you? (please select all that apply)
Response

Response

Percent

Count

Recreational amenities

44.7%

427

Green space

49.6%

474

Entertainment

35.1%

335

Restaurants

63.2%

604

Clean and safe

75.3%

719

Nightlife

30.3%

289

Grocery

76.3%

729

Unique retail shopping

32.8%

313

40.0%

382

answered question

955

skipped question

56

Services (i.e., salon/barber, dry
cleaner, etc.)

8. If you were to change or add ONE thing to improve Wailuku Town, what
would it be?
Response
Count
697

7 of 13

answered question

697

skipped question

314

9. How do you get to Wailuku Town (route and mode)? (you may select
more than one)
Response

Response

Percent

Count

Kahekili Highway/Market Street

18.5%

181

High Street/Honoapi'ilani Highway

32.5%

318

Main Street/Ka'ahumanu Avenue

55.4%

542

Personal Auto

84.3%

824

Maui Bus

D

4.5%

44

Vanpool or carpool

o

1.6%

16

15.4%

151

5.6%

55

Other (please specify)

35

answered question

978

skipped question

33

Walk
Bicycle

D

10. What is the average length of time that you park in Wailuku Town?
Response

Response

Percent

Count

1 - 2 hours

38.7%

376

2 - 4 hours

15.7%

152

3.6%

35

6 - 8 hours

22.1%

215

No pattern

16.7%

162

3.2%

31

answered question

971

skipped question

40

4 - 6 hours

Not sure

D

D
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11. What length of time would you be willing to walk from your car to your
destination?
Response

Response

Percent

Count

1 minute or less

15.3%

149

2 - 5 minutes

55.5%

542

5 - 10 minutes

24.1%

235

5.2%

51

answered question

977

skipped question

34

10 minutes or more

D

12. I would be willing to pay a nominal fee (up to $1 per hour) to park
closer to my destination. (please select one)
Response

Response

Percent

Count

Strongly agree

10.3%

100

Agree

26.7%

258

Neither agree or disagree

22.0%

213

Disagree

20.5%

198

Strongly disagree

20.6%

199

answered question

968

skipped question

43
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13. I would be willing to pay a higher fee (up to $10 per day) for a space in
a covered parking structure. (please select one)
Response

Response

Percent

Count

Strongly agree

D

4.6%

44

Agree

D

7.2%

69

Neither agree or disagree

21.9%

210

Disagree

32.2%

308

Strongly disagree

34.1%

326

answered question

957

skipped question

54

14. What factors would make you consider an alternative transportation
method to your personal auto? (please select all that apply)

Cost of parking

Response

Response

Percent

Count

30.9%

285

D

4.7%

43

D

4.8%

44

More convenient bus stop locations

32.2%

297

Faster bus service

25.1%

231

36.0%

332

33.7%

311

Other

70

answered question

922

skipped question

89

Discounted vanpool or carpool
options
Car sharing program

Safer streets for walking and
biking
None of the above

10 of 13

15. Do you work in Wailuku Town?
Response

Response

Percent

Count

Yes

53.1%

512

No

46.9%

453

answered question

965

skipped question

46

Response

Response

Percent

Count

16. Do you live in the Wailuku/Kahului area?

Yes

57.5%

553

No

42.5%

409

answered question

962

skipped question

49

17. If you DO live in the Wailuku/Kahului area, how long have you lived
there?

Less than one year

D

Response

Response

Percent

Count

5.5%

31

1 to 5 years

21.3%

119

6 to 10 years

15.6%

87

More than 10 years

57.6%

322

answered question

559

skipped question

452
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18. What is your gender?
Response

Response

Percent

Count

Female

57.0%

547

Male

43.0%

412

answered question

959

skipped question

52

Response

Response

Percent

Count

19. How old are you?

I

0.1%

1

o

1.8%

17

25 - 34

12.5%

121

35 - 49

34.9%

337

50 - 69

47.3%

456

3.4%

33

answered question

965

skipped question

46

Younger than 18
18 - 24

69+

D
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20. What is your annual household income? (optional)
Response

Response

Percent

Count

Less than $50,000

29.7%

246

$50,000 to $99,999

43.9%

363

$100,000 to $149,999

19.6%

162

6.8%

56

answered question

827

skipped question

184

More than

Response

three

Count

$150,000 or more

D

21. How many people live in your household?
0

1

2

3

Adults (age 18 or older)

0.5% (5)

17.8% (170)

55.0% (525)

15.1% (144)

11.6% (111)

955

Children (under age 18)

31.5% (162)

30.2% (155)

27.8% (143)

8.4% (43)

2.1% (11)

514

answered question

957

skipped question

54

22. To be considered for one of the prize packages from Wailuku Town
businesses, please complete the following: NOTE: This information is
confidential and will not be shared with other parties.
Response

Response

Percent

Count

Name:

99.4%

542

Email Address:

93.6%

510

Phone Number:

94.5%

515

answered question

545

skipped question

466
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SUMMARY TABLE: EXISTING RETAIL ACTIVITY WITHIN THE WAILUKU STUDY AREA
source: March 2010 P.U.M.A. survey

EXISTING RETAIL (estimated square feet)
Apparel and Accessories
Women's Apparel
Men's Apparel
Children's Apparel
Footwear
Jewelry and Watches
Other Apparel Products and Services
Leisure
Pets
Toys, Hobbies and Crafts
Art Galleries/Framing
Recreational Vehicles
Books/Periodicals/Newspapers
Music/CDs/Video/Electronics
Sporting Goods
Movie Theaters
Recreation
Food and Beverage
Grocery Stores
Restaurants
General Merchandise
General Merchandise
Health Care
Prescription Drugs
Household Furnishings & Equipment
Household Furnishings
Housewares and Small Appliances
Shelter
Hardware
Personal Care
Personal Products and Services

1. Wailuku Town
5,300

2,500
1,000
4,000
1,000
1,200
2,800
2,000

2. K'ahumanu Avenue
Corridor

4. Dairy Road Corridor/
Kuihelani Highway

45,590
20,000
18,136
15,000
16,578
19,000

8,141
7,000
7,000

5,175
7,000
4,500

11,452

5,000

8,000
4,000
8,841
61,875
8,256

14,750
19,825

62,536
55,515

10,100

2,600
5,500

3. Hana Highway/
Highway 36

1,500

3,563
20,000
1,500
10,900

40,000

2,000

TOTAL MARKET AREA

59,031
27,000
25,136
17,500
17,578
24,500
17,627
8,200
10,863
2,000
28,000
8,100
65,241
61,875
15,256

11,200
32,351

88,486
112,691

267,050

383,000

660,150

4,500

26,873

1,100

32,473

17,200

40,855
10,027

23,000
32,169

89,355
59,396

247,195

255,195

5,000

25,500

8,000
10,000

23,951

3,700

7,121

TOTAL OCCUPIED GLA:*

117,275

728,758

48,600

835,792

44,772
1,730,425

Vacant Square Feet
Vacancy Rate

26,600
18.5%

24,706
3.3%

5,000
9.3%

11,092
1.3%

67,398
3.8%

notes
*Gross Leasable Area
automotive category not included in analyis
recreation category includes bowling alleys,video arcades etc.
other apparel products and services includes accessories, dry cleaning
video and audio category includes music and electronics
grocery store category includes specialty food stores and liquor/wine stores
general merchandise category includes department stores, gift shops and other miscellanoeus retailers including tobacco stores, used merchandise stores (pawn shops), etc
housewares and small appliances category includes antiques, florists, print/copy shops/ office/art supplies, telephones, postage
repairs & maintenance category includes building materials, hardware, gardening supplies
personal care category includes beauty/barber, fitness clubs, tattoo parlors

SUMMARY TABLE: EXISTING RETAIL ACTIVITY WITHIN THE WAILUKU TOWN PRIMARY MARKET- ESTIMATED ANNUAL SALES
sources: March 2010 P.U.M.A survey, and ULI Dollars & Cents of Shopping Centers/The SCORE 2008

1. Wailuku Town
Neighborhood Ctr.
Est. Sq. Ft.
Av. Sales/SF

EXISTING RETAIL
Apparel and Accessories
Women's Apparel
Men's Apparel
Children's Apparel
Footwear
Jewelry and Watches
Other Apparel Products and Services
Leisure
Pets
Toys, Hobbies and Crafts
Art Galleries/Framing
Recreational Vehicles
Books/Periodicals/Newspapers
Music/CDs/Video/Electronics
Sporting Goods
Movie Theaters
Recreation
Food and Beverage
Grocery Stores
Restaurants
General Merchandise
General Merchandise
Health Care
Prescription Drugs
Household Furnishings & Equipment
Household Furnishings
Housewares and Small Appliances
Shelter
Hardware
Personal Care
Personal Products and Services
TOTAL OCCUPIED GLA:

TOTAL ESTIMATED
ANNUAL SALES

5,300

$171

$906,300
$0
$0
$355,000
$317,000
$560,000

2,500
1,000
4,000

$142
$317
$140

1,000
1,200
2,800
2,000

$101
$199
$237
$169

2,600
5,500

$290
$221

5,000

$47

$101,000
$238,800
$663,600
$338,000
$0
$754,000
$1,215,500
$0
$235,000

14,750
19,825

$473
$223

$6,976,750
$4,424,147

10,100

$103

$1,040,300

4,500

$429

$1,930,500

17,200

$202

$0
$3,474,400

8,000

$144

$1,152,000

10,000
117,275

$181

$1,810,000

$26,492,297

SUMMARY TABLE: EXISTING RETAIL ACTIVITY WITHIN THE WAILUKU TOWN SECONDARY MARKET-ESTIMATED ANNUAL SALES
sources: March 2010 P.U.M.A survey, and ULI Dollars & Cents of Shopping Centers/The SCORE 2008

EXISTING RETAIL

2. Ka'ahumanu Avenue Corridor
Community Ctr.
Est. Sq. Ft.
Av. Sales/SF

Apparel & Accessories
Women's Apparel
Men's Apparel
Children's Apparel
Footwear
Jewelry and Watches
Other Apparel Products and Services
Leisure
Pets
Toys, Hobbies and Crafts
Art Galleries/Framing
Recreational Vehicles
Books/Periodicals/Newspapers
Music/CDs/Video/Electronics
Sporting Goods
Movie Theaters
Recreation
Food and Beverage
Grocery Stores
Restaurants
General Merchandise
General Merchandise
Health Care
Prescription Drugs
Household Furnishings & Equipment
Household Furnishings
Housewares and Small Appliances
Shelter
Hardware
Personal Care
Personal Products and Services
TOTAL OCCUPIED GLA:

3. Hana Highway/Highway 36
Strip Ctr.
Est. Sq. Ft.
Av. Sales/SF

45,590
20,000
18,136
15,000
16,578
19,000

$221
$275
$178
$117
$344
$159

8,141
7,000
7,000

5,175
7,000
4,500

$205
$185
$237

11,452

8,000
4,000
8,841
61,875
8,256

$246
$290
$221
$112
$47

62,536
55,515

$518
$270

267,050

TOTAL EST.
SQUARE FEET

TOTAL ESTIMATED
ANNUAL SALES

$221
$275
$178
$117
$344
$159

53,731
27,000
25,136
15,000
16,578
20,500

$11,874,551
$7,425,000
$4,474,208
$1,755,000
$5,702,832
$3,259,500

$205
$185
$237

16,627
7,000
8,063

40,000

$246
$290
$221
$112
$47

28,000
5,500
59,741
61,875
10,256

$3,408,535
$1,295,000
$1,910,931
$0
$6,888,000
$1,491,500
$12,603,261
$6,930,000
$458,032

11,200
32,351

$518
$270

73,736
92,866

$38,195,248
$24,558,820

$116

383,000

$116

650,050

$75,405,800

26,873

$429

1,100

$429

27,973

$12,000,417

40,855
10,027

$255
$201

23,000
32,169

$255
$201

89,355
42,196

$20,822,025
$8,481,396

247,195

$144

247,195

$35,596,080

7,121

$140

34,772

$4,723,780

1,500

3,563
20,000
1,500
10,900

$221
$166

2,000

$35

5,000

$167

25,500

$178

$144
23,951
728,758

4. Dairy Road Corridor
Kuihelani Highway
Community Ctr.
Est. Sq. Ft.
Av. Sales/SF

$140

3,700
48,600

$101

835,792

1,613,150

$289,259,916

SUMMARY TABLE: WAILUKU MARKET LEAKAGE ANALYSIS - ONE MILE RADIUS FROM NORTH MARKET AND MAIN STREETS
sources: March 2010 P.U.M.A survey, ULI Dollars & Cents of Shopping Centers/The SCORE 2008, 2009 ESRI
Number of Households in Total Market: 4,177*
*2009 estimate

Annual Average
HH Expenditures

Total Estimated
Market
Expenditures

Estimated
Market
Annual Sales

Leakage from/
Import To
Market

Less 20%
"Normal"
Leakage

Nbhd. Center
Average
Sales/SF

Supportable
SF in
Market

Nbhd. Center
Average Store
Size (SF)

Supportable
Stores in
Market

$534
$319
$291
$203
$208
$175

$2,230,518
$1,332,463
$1,215,507
$847,931
$868,816
$730,975

$906,300
$0
$0
$355,000
$317,000
$560,000

($1,324,218)
($1,332,463)
($1,215,507)
($492,931)
($551,816)
($170,975)

($1,059,374)
($1,065,970)
($972,406)
($394,345)
($441,453)
($136,780)

$171
$275
$178
$142
$317
$140

6,195
3,876
5,463
2,777
1,393
977

3,700
4,500
3,300
2,900
1,500
1,500

2
1
2
2
1
1

$485
$121
$142
$317
$166
$436
$153
$162
$117

$2,025,845
$505,417
$593,134
$1,324,109
$693,382
$1,821,172
$639,081
$676,674
$488,709

$101,000
$238,800
$663,600
$338,000
$0
$754,000
$1,215,500
$0
$235,000

($1,924,845)
($266,617)
$70,466
($986,109)
($693,382)
($1,067,172)
$576,419
($676,674)
($253,709)

($1,539,876)
($213,294)
$56,373
($788,887)
($554,706)
($853,738)
$461,135
($541,339)
($202,967)

$101
$199
$237
$169
$246
$290
$221
$112
$47

15,246
1,072
(238)
4,668
2,255
2,944
(2,087)
4,833
4,318

3,200
1,800
1,700
2,700
2,800
2,400
3,900
32,500
3,300

5
1
(0)
2
1
1
(1)
0
1

$7,603
$3,198

$31,757,731
$13,358,046

$6,976,750
$4,424,147

($24,780,981)
($8,933,899)

($19,824,785)
($7,147,119)

$473
$223

41,913
32,050

44,000
3,200

1
10

$840

$3,508,680

$1,040,300

($2,468,380)

($1,974,704)

$103

19,172

8,000

2

$561

$2,343,297

$1,930,500

($412,797)

($330,238)

$429

770

12,500

0

$1,035
$280

$4,323,195
$1,169,560

$0
$3,474,400

($4,323,195)
$2,304,840

($3,458,556)
$1,843,872

$156
$202

22,170
(9,128)

4,200
6,400

5
(1)

$388

$1,620,676

$1,152,000

($468,676)

($374,941)

$144

2,604

6,600

0

$381

$1,591,437
$75,666,355

$1,810,000
26,492,297

$218,563
($49,174,058)

$174,850
($39,339,246)

$181

(966)
162,278

1,400

(1)

Annual average household

= total expenditures in market

estimated sales within

Estimated sales minus

minus 20% "fudge factor"

divided by industry standard =

sf market can or cannot

divided by industry standard =

supportable stores in market

expenditures by category

(demand)

market area

demand = calculation of unmet

Apparel and Accessories
Women's Apparel
Men's Apparel
Children's Apparel
Footwear
Jewelry and Watches
Other Apparel Products and Services
Entertainment
Pets
Toys, Hobbies and Crafts
Art Galleries/Framing
Recreational Vehicles
Books, Periodicals, Newspapers
Music/CDs/Videos/Electronics
Sporting Goods
Movie Theaters
Recreation
Food and Beverage
Grocery Stores
Restaurants
General Merchandise
General Merchandise
Health Care
Prescription Drugs
Household Furnishings & Equipment
Household Furnishings
Housewares and Small Appliances
Shelter
Hardware
Personal Care
Personal Products and Services

times number of households

demand/market gap of leakage

support

SUMMARY TABLE: WAILUKU MARKET LEAKAGE ANALYSIS - THREE MILE RADIUS FROM NORTH MARKET AND MAIN STREETS
sources: March 2010 P.U.M.A survey, ULI Dollars & Cents of Shopping Centers/The SCORE 2008, 2009 ESRI
Number of Households in Total Market: 14,255*
*2009 estimate

Annual Average
HH Expenditures

Total Estimated
Market
Expenditures

Estimated
Market
Annual Sales

Leakage from/
Import To
Market

Less 20%
"Normal"
Leakage

Nbhd. Center
Average
Sales/SF

Supportable
SF in
Market

Nbhd. Center
Average Store
Size (SF)

Supportable
Stores in
Market

$571
$347
$315
$220
$226
$191

$8,139,605
$4,946,485
$4,490,325
$3,136,100
$3,221,630
$2,722,705

$12,780,851
$7,425,000
$4,474,208
$2,110,000
$6,019,832
$3,819,500

$4,641,246
$2,478,515
($16,117)
($1,026,100)
$2,798,202
$1,096,795

$3,712,997
$1,982,812
($12,894)
($820,880)
$2,238,562
$877,436

$171
$275
$178
$142
$317
$140

(21,713)
(7,210)
72
5,781
(7,062)
(6,267)

3,700
4,500
3,300
2,900
1,500
1,500

(6)
(2)
0
4
(5)
(4)

$528
$129
$158
$363
$181
$481
$171
$180
$130

$7,526,640
$1,838,895
$2,252,290
$5,174,565
$2,580,155
$6,856,655
$2,437,605
$2,565,900
$1,853,150

$3,509,535
$1,533,800
$2,574,531
$338,000
$6,888,000
$2,245,500
$13,818,761
$6,930,000
$693,032

($4,017,105)
($305,095)
$322,241
($4,836,565)
$4,307,845
($4,611,155)
$11,381,156
$4,364,100
($1,160,118)

($3,213,684)
($244,076)
$257,793
($3,869,252)
$3,446,276
($3,688,924)
$9,104,925
$3,491,280
($928,094)

$101
$199
$237
$169
$246
$290
$221
$112
$47

31,819
1,227
(1,088)
22,895
(14,009)
12,720
(41,199)
(31,172)
19,747

3,200
1,800
1,700
2,700
2,800
2,400
3,900
32,500
3,300

10
1
(1)
8
(5)
5
(11)
(1)
6

$8,166
$3,417

$116,406,330
$48,709,335

$45,171,998
$28,982,967

($71,234,332)
($19,726,368)

($56,987,466)
($15,781,094)

$473
$223

120,481
70,767

44,000
3,200

3
22

$840

$11,974,200

$76,446,100

$64,471,900

$51,577,520

$103

(500,753)

8,000

(63)

$576

$8,210,880

$13,930,917

$5,720,037

$4,576,030

$429

(10,667)

12,500

(1)

$1,589
$311

$22,651,195
$4,433,305

$20,822,025
$11,955,796

($1,829,170)
$7,522,491

($1,463,336)
$6,017,993

$156
$202

9,380
(29,792)

4,200
6,400

2
(5)

$443

$6,314,965

$36,748,080

$30,433,115

$24,346,492

$144

(169,073)

6,600

(26)

$417

$5,944,335
$284,387,250

$6,533,780
315,752,213

$589,445
$31,364,963

$471,556
$25,091,970

$181

(2,605)
(547,721)

1,400

(2)

Annual average household

= total expenditures in market

estimated sales within

Estimated sales minus

divided by industry standard =

sf market can or cannot

divided by industry standard =

supportable stores in market

expenditures by category

(demand)

market area

demand = calculation of unmet

Apparel and Accessories
Women's Apparel
Men's Apparel
Children's Apparel
Footwear
Jewelry and Watches
Other Apparel Products and Services
Entertainment
Pets
Toys, Hobbies and Crafts
Art Galleries/Framing
Recreational Vehicles
Books, Periodicals, Newspapers
Music/CDs/Videos/Electronics
Sporting Goods
Movie Theaters
Recreation
Food and Beverage
Grocery Stores
Restaurants
General Merchandise
General Merchandise
Health Care
Prescription Drugs
Household Furnishings & Equipment
Household Furnishings
Housewares and Small Appliances
Shelter
Hardware
Personal Care
Personal Products and Services

times number of households

demand/market gap of leakage

minus 20% "fudge factor"

support

Market-Based Plan Task Force
Steering Committee
Jocelyn Perreria
Robert Horcajo
Alexa Betts Basinger
Jonathan Starr
Grant Howe
Morgan Gerdel
Michael Victorino
Ron Kawahara
Erin Wade
Sandy Baz
Teri Edmonds
Bill Frampton
Deidre Tegarden
Kristin Holmes
Sherri Dodson
Jordan Hart

WMSA/ Tri-Isle Main Street Resource Center
Maui Redevelopment Agency
Maui Redevelopment Agency
Starr Equities
Commercial Properties
Nishikawa & Associations
County Council member, Wailuku
Ronald Kawahara and Company CPA's
Small Town Planner
MEO
Wailuku Community Association
Frampton & Ward
Office of Economic Development
Swan Interiors
Habitat for Humanity
Chris Hart and Partners

