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WHAT IS INSIGHT MARKET
ANALYTICS ANDWHY IS IT
IMPORTANT?

Includes the following:

* Maps

* Consumer Demographic Profiles
Household Segmentation Profiles

Employment Profiles

Consumer Demand & Market Supply
Assessments

population

Households

Average Age
Average HH Income
White Collar (Residems)
some College or Degree

16,477
363
$55,869
45%
44%




SELECTING SITES

City Boundary
Retail/Restaurant clusters

Zoning Maps

Opportunities (Vacancies, development sites,
etc...)

Collaborating with city staff




DEFINING A TRADE AREA
TYPES OF RETAIL CENTERS

Regional Mall, Power Community/Neighborhood

Center, Lifestyle Center Center

8 — 15 Mile TA. 3 - 6 Mile TA.
150 - 800K Square Feet 3 - 400K Square Feet

Large Anchor, Department Discount Department Store,
Stores, General Merchandise, Supermarket, Drug Store
Upscale




DEFINING A TRADE AREA CONT.
TENANT MIX

* Anchors
 Junior Anchors
* Inline Tenants
* End Caps

* Pad Sites

e Stand Alone Stores

'4\“’- Southwesterr

I B
~

* Multiple types of tenants occupy a single shopping center,
! it iRee =\t creating the need to understand each tenants unique trade area.
|/:5anDiego TRIEETE - MRS e ECONSolutions INSIGHT Market Analytics reports provide a side

R e R e e R by side comparison serving the needs of the smallest inline
R U A tenants to the largest anchor stores.
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Population
5¥r Proj Pop Growth
Households
Average Age
Average HH Income
= S100K
Bachelar Degree or Higher

National City San Diego Co. California

61,793
2.20%

16,477
36.3
555,869
13.70%
12.10%

3,307,081
3.10%
1,167,198
38.2
591,874
33%
31%

39,076,518
4.60%
13,230,353
38.4
592,803
32%
27.3

NATIONAL CITY MARKET ANALYTICS




NATIONAL CITY
MARKET ANALYTICS

(HOUSEHOLD SEGMENTATION)

National City has Household
LifeStage group differences when
compared to San Diego County and
the State of California:

(14.1%) Bargain Hunters
Staying Home
(12.6%) Leisure Seekers
Helping Hands
Hobbies & Shopping
(8.6%) Busy Households
Movies & Sports
(8.6%) Community Minded

Persistent & Productive

Household Lifestage Group Comparison
0.0% 2.0% 4.0% 6.0% B.0% 10.0% 12.0%

(01¥) Starting Out
[02Y] Taking Hold [T
[03X) Settling Down [
04X Social Connectors #
{05¥) Busy Houschold:s [
[06X) Working & Studying [
(07X} Career Oriented __—
[08X) Large Houssholds [
{02B) Comfortable Independence __
(10B) Rural-Metro Mix | e
(118) Affiuent Hous=hold: |
{126) Comfortable Households |
(138) Working Houschokls [
(148) Diverging Path: | ..
1) Top weaieh | e

[16M) Liwing Well .

140

(17M) Bargain Hunter: | e
[LEMj Thrifty and Active g
(LM Selid Prestige
(205] Community Minded | —

(215 Leizure Secker: |




National City San Diego County California
Daytime Population 63,069 3,894 858 44 511,066
Student Population 15,083 1,024,181 11,706,856
Median Employee Salary 41,515 43,929 45,748
Average Employee Salary 00,581 52,801 04,768

Wages oo TE——
Salary/Wage per Employee per Annum

Under $15,000 CrYr 822 3.4% 45,049 27% 570,613

15,000 to 30,000 CrYT d 19.7% 300,901 3,092,111
30,000 to 45,000 CrYT ! 33.3% 953,541 33 2% 5,468,040
45,000 to 60,000 CrYT : 17.6% 308,617 3,233,174
60,000 to 75,000 CrYT d 7.4% 121,728 ?_3% 1,893,037
75,000 to 90,000 CrYT . 6.2% 100,314 6.0% 1,526,547
90,000 to 100,000 CrYT 3.0% 47,554 2.9% 564,161

Ower 100,000 CryT A 9.4% 189,279 2,002,129

Employee's by Occupation
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Consumer Market Opportunity

By Establishments N EGT Supply Gap/Surplus
Electronic Shopping/Mail Order Houses 5109,440 312 546,103,125 -58% (563,337,187)
Grocery Stores 596,643,062 456,166,538  -42% (540,476,524
Electronics/Appliance 517,861,177 510,587,854 -41% (57,273,283)
Full-5ervice Restaurants 545 710 186 539,562 162 -13% 56,148,024
Cither Misc. Store Retailers £12,328 932 56,565,360 -4T% i55,763,572]
G A P AS S e S S m e nt Vending Machine Operators [Non-Store) 55,252 899 50 -100% (55,252,899)
Special Food Services 59,196,533 54,169,245 -55% 155,027 288)
Lawn/Garden Equipment/Supplies Stores 55,501,442 51,242 322 -77% (54,259,120)
Direct Selling Establishments 55,428 167 51,388,600 -74% 154,039,567
Furniture 5tores 59,568 679 56,957,933 -27% 152,611, 746)
Uses data from the followi ng Ep-::-:.k,u"F‘eri?d]-:aI,."M usic -E-FI:I res 53,824 638 $2,691,086 -ED‘EE E-lﬁ 133,553)
Florists/Misc. Store Retailers 51,195,133 5356,039 -70% (5835,094)
SOurces: Specialty Food Stores 45,595,083 $4919,400  -12% ($675,683)
e Consumer Expend iture Su rvey Office Supplies/Stationary/Gift 55,813,182 55,546,117 -5% (5267,066)
(CE), Bureau of Labor Statistics Used I".-"In.z-n:ha!ndlse Stores 52,839,893 52,668,932 -6% (5170,961)
Beer/Wine/Liquor Stores 57,583,054 57,667,660 1% 584,606
Sporting Goods/Hobby/Musical Instrument 510,868,295 511,163,386 3% 5295, 037
’ Bar/Drinking Places [Alcoholic Beverages) 52,470,936 53,340,541 35% 5869,605
* U.S. Census Bure_au S monthly Health/Personal Care Stores 551,133,713 553,110,391 4% 51,976,679
and annual Retail Trade (CRT) Home Furnishing Stores 58 508,062 $10,992,442  29% 52,484, 380
Automotive Parts/Accessories/Tire 515,199,716 518,902 409 24% 53,702,693
Jewelry/Luggage/Leather Goods 55,546,309 59,750,775 76% 54,203,966
Shoe Stores 45,503,887 $10,705,618  95% 55,201,730
Gasoline Stations 569,971,264 $79,239,764  13% 59,268,500
Other General Merchandise Stores 557,074,032 5107,582,703 11% 510,508,671
Limited-Service Eating Flaces 542 236 403 554,078,225 29% 512 341 822
Other Motor Vehicle Dealers 58,595,122 524001688 167% 515,006,566
Clothing Stores 542 304,124 $62,783,078  48% 420,478,954
Building Material/Supplies Dealers 548 693 608 585,731 546 T6% 537,037,939
Department Stores 525,695,654 578,763,707  207% 553,068,053
Automotive Dealers $159,010,567 5486,195,363  206% $327,184 797

Consumer Demand/Market Supply Index

$936,995,566

$1,293,434,048

72



INSIGHT Selected Sites



Downtown National City
National City Blvd & 8th St, National City, CA

v
Belmont Park
s Stk®. Old Town San

SeaWorld San Diego @ Diego State
&= Historic Park

(4]

STATION

San.Diego
International

Airport
Sunsel Ciiffs Natural Park O 2

Seaport Village

TAOMES o o LoAN HEGHTS

North Island Naval Air N, O
Station/(Halsey Field) .5 >
Coronado
@
Hotel del Coronado,
Curio'Collection by

Cabrillo
National
Monument

Silver Strand
State Beach

Bay National: ™
wildiife
Refuge

Imperial Beach
Imperial Beach Pier-©O

5 Minutes 7 Minutes 10 Min
Population 127,202 230,339 465,914
Daytime Population 114,667 235,679 505,699
Households 32,271 67,783 158,976
Average Age 34.1 35.3 36.6
Average HH Income $47,008 $56,228 $67,023
White Collar (Residents) 41% 47% 55%
Some College or Degree 36% 42% 50%

N\ -

MARKET ANALYTICS
by ECONSolutions

La Mesa

(125)
()

S all
Lemon Grove Spring veiey Jamacha

Jamul

® Sky Zone
Trampoline Park

o
Chula Vista Elite
Athlete Training Centes
Otay County
Open Space
Preserve

Aquatica'San Dleqo,e
SeaWorld's Water Park

@

(23)

National City Blvd & W 5th St > 14,600
National City Blvd & W 9th St >12,900
National City Blvd & 11th St >13,700
W 8th St & Roosevelt Ave >18,500
I-5 @ W 8th St >172,000




Plaza Boulevard
E. Plaza Blvd. & L Ave.
National City, CA

SeaWorid San Diego @

Wid | Own oan
Diego State
= Historic Park
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STATION 0 9
San.Diego
International

SUNSET CUFFS

Airport (4}

Sunset Cliffs Natural Park O

Seaport Village O ‘

OMA

o
North Island Naval Air
Station'(Halsey Field)
Coronado
Cabrillo ®
National

llec
NIhLEnt Curio'Collection by

5 Minutes
121,544
107,622

30,949
35.2
$54,218
45%
40%

226,695
195,203
61,850
35.6
$56,524
46%
42%

Population

Daytime Population
Households

Average Age

Average HH Income
White Collar (Residents)
Some College or Degree
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Spring Valley

Lemon Grove Jamacha
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Silver Strand R /
State:Beach : o)
Chula Vista Elite
San Diego, '} Athlete Training Center,
Bay National ™=
Wildlife
Refuge

@2)

_Aquatica San Dlego,o

> 17,600
>11,700
> 31,200
>17,400
> 200,000

E Plaza Blvd & L Ave

E Plaza Blvd & E Ave

E Plaza Blvd & I-805
Highland Ave & E 8th St
I-805 @ 8th St

463,745
461,610
150,843
36.5
$65,612
54%
499%



Bay Marina & Cleveland N -
Bay Marina Dr & Cleveland Ave, National City, CA

MARKET ANALYTICS

by ECONSolutions
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Spring Valley
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(D) .
3 DERTY STATION
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International )

(ot 5y A
Sunset Cliffs Natural Park® . . AL

Seaport Village O

POINT LOMA

(o]
Northilsiand Naval Air
Station (Halsey Field)
Coronado
@
Hotel del Coronado,
Curio Collection by.

Cabrillo
National
Monument

Sky Zone
@ Trampoline Park

e

5 ’51
Chula Vista

Silver-Strand.
State Beach OTAY RANGH o
\ . an®S Chula Vista Elite
San Diego = 3 Athlete Training Center
BayNational =N N8/ . nFx A - ‘ Otay Counly
wildlife y R Open Space
Refuge = — Proserve

D,
Aquatica San Diego

imperiak@en L palviy SeaWorld's Water Park &
impenal Beach Pier O )

CEAN
NLLS

Tijuana River Pacific

W 24th St & Haffley Ave > 9,400

W 24th St @ I-5 > 19,200
I-5 @ Mile of Cars > 160,000

5 Minutes 7 Minutes |
Population 96,123 189,797 410,346
Daytime Population 95,170 186,840 448,514
Households 26,435 53,558 131,915
Average Age 34.8 35.2 36.4
Average HH Income $47,519 $52,354 $63,585 MTS Blue Line >52,000/Week
White Collar (Residents) 43% 44% 52%

Some College or Degree 38% 39% 47%




Sweetwater Road

Sweetwater Rd & E 30th St, National City, CA

USS Midway, Museum £

Seapon Village ©

Embarcadero
Maiina 0
ParkiSouth

Coronado
TidelandsiPark

Coronado .
Beach - coronado =
Dog Park.
Hotel gel Coronado,
CurioCollection’by:

Naval Amphibious
83se Coronado

Population

Daytime Population
Households

Average Age

Average HH Income
White Collar (Residents)
Some College or Degree

San Diego
GASLAMP G351 @

QUARTER

Hilton San

* Diegao Bayfront

LOGAN HEIGHTS

BARRIO LOGAN

(75}

Naval Base San Diego O

Silver Strand
Stale Beach

3 Minute
41,082
39,127
12,693

37.2
$56,323
47%
44%

San Diego
Bay National
wildhfe
Refuge
5 Minute
112,120
106,816
34,721
37.5
$58,118
49%
45%

209,044
187,575
60,089
36.6
$60,897
51%
46%
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SKYLINE 3 La Presa

BAY TERRAGES <

.5 Sweetwaler
Summit

Regional Park

Salt Creek Golf Club @

Sky Zone ®
Trampoline Park

© Southwestern College

Chula Vista Elite
Athlete Training Center
OTAY RANCH o

Sweetwater Rd & Prospect St > 26,300
E 30th St & L Ave > 20,600
Highland Ave & E 30th St >21,200
[-805 @ Euclid Ave > 200,000




South Bay Marketplace
3410 Highland Ave, National City, CA
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Imperial Beach Pier. O

7 Minute
180,958
176,827

52,756
36.7

$58,775
50%
44%

5 Minute
94,181
102,132
29,162

37.1
$56,118
49%
45%
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Chula Vista Elite
Athlete Training Center
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@

ater Park
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Highland Ave & S Bay Fwy > 26,500
4th Ave & C St > 31,700
S Bay Fwy @ 4th St >110,000




Westfield Plaza Bonita

3030 Plaza Bonita Rd
National City, CA

Population

Daytime Population
Households

Average Age

Average HH Income
White Collar (Residents)
Some College or Degree

MISSION BAY

OCEAN BEACH

POINT LOMA

5 Minutes
91,674
85,735
29,169

38.7
$67,541
56%
52%

O

10 Minutes 1!
892,879

402,315
336,203
115,436
36.8
$66,853
54%
50%

843,742

288,137
36.7

$69,220
57%
52%

N\ -
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La Mesa

pring Valley

D)

Dulzura

Otay County
Open Space
Preserve

1-805 @ Bonita Rd

Bonita Rd & I-805
Sweetwater Rd & Cypress St
Plaza Bonita Rd & Ring Rd

> 228,000
> 45,000
> 22,800
>17,900




Mile of Cars N
National City Blvd & Mile of Cars Way, National City, CA

by ECONSolutions

Stallon Oaks

Descansc

Alpine Los Terrenito

Mi [rails Bostonia

P A . 19
Redional Rerk Alpine Heights

6 Granite Hills oo
El Cajon

La Mesa

325)

Spring Valley

Jamul

(s4)

Otay County
Open Space
Preserve

Tecate
= 3

5o Al Tipsans
29 g
X

Tijuana g onlga |

15 Minutes 20 Minutes 2

Population 891,960 1,259,176 | 1,537,149 National City Blvd & E 17th St >13,300
Daytime Population 900,127 | 1,509,251 | 1,776,062 National City Blvd & E 20th St > 13,300
Households 304,099 436,199 550,372 National City Blvd & E 27th St > 14,900
Average Age 37.1 37 37.5 National City Blvd & W 33rd St >17,800
Average HH Income $71,776 $75,929 $81,016 Mile of Cars Way & National City Blvd > 14,200
White Collar (Residents) 58% 61% 64% I-5 @ 24th St > 160,000
Some College or Degree 53% 57% 60%




Retail Assessment



Retail Assessment

Examined the National City retail environment to assist in future growth & revenue
possibilities

Examined sales tax revenues over a five-year
period (2011-2016)

Retailer &
Per Capita Analysis Restaurant
Performance

Major Industry
Groups




Revenue Growth

Revenue Growth (2011 - 2016)
31%

23%
20%

National City San Diego County California



Revenue Growth Continued

New Motor Vehicle Dealers

34% 49% Removing new car

of sales tax revenues of total growth (2011- sales revenues grew by

(2016) 2016) 16%




Average Sales S’s Per Capita

Sales $ Per Capita - 2016 Sales $ Per Capita Growth (2011-2016)

San Diego County

W National City M San Diego County M California



Average Sales S’s Per Capita Continued

Sales Dollars Per Capita Growth (2011-2016)
By Major Industry Group

National City San Diego

Growth County Growth

Food & Drugs 9% 8%
Fuel & Service Stations -31% -29%
General Consumer Goods 14% 3%
Restaurants & Hotels 33% 29%




Figure 1 | National City, CA - Population Density and Retail Clustering

Pop Density

B Lessthan 200
B 200to 1,500
B 1,500to0 3,500
B ::500to 7,000

B 7.000 or more
AggData Locations

4 General Merchandise

@ Retail

@ Markets




Retail &
Restaurant
Performance

 Sampled 46 National &
Regional Firms

* 38 (83%) performed
above the statewide

average for their
respective company

Firm

899 Cents Only
Aeropostale
Applebee's
ATET Mobility
Autofone

Big Lots

Carl's Jr

CVS Pharmacy
Denny’s
Discount Tire
El Super
Express

Foot Locker
Forever 21
GameStop
Grocery Outlet
H&M

Hollister

IHOP

In N Out Burgers
Jack in the Box
JC Penney
Johns Incredible Pizza

Business Type
Variety Stores

Family Apparel

Casual Dining
Electronics/Appliances

Automotive Supply Stores

Variety Stores
Quick-Service
Drug Stores

Casual Dining

Automotive Supply Stores

Grocery Stores
Family Apparel
Shoe Stores
Women's Apparel
Electronics/Appliances
Grocery Stores
Family Apparel
Family Apparel
Casual Dining
Cluick-Service
Cluick-Service
Department Stores
Casual Dining

Firm

MAC Cosmetics
Macys

McDonald's

Mor Fumiture 4 Less
MNordstrom Rack
Office Depot

Old Navy

O'Reilly Auto Parts
Outhack Steakhouse
Panda Express
Petco

Popeye's Chicken
Probuild Company
Red Robin
Ross/dd's Discounts
Smart & Final

T Mohile

Target

Toys R Us

Vallarta Supermarket
Victoria's Secret
VWalgreens

Walmart Supercenter

Business Type

Specialty Retailers
Department Stores
Quick-Service

Home Fumishings
Department Stores

Office Supplies

Family Apparel
Automaotive Supply Stores
Casual Dining
Fast-Casual

Specialty Retailers
Quick-Sernvice

Building Materials

Casual Dining

Family Apparel

Grocery Stores
Electronics/Appliances
Discount Department Stores
Specialty Retailers
Grocery Stores

Women's Apparel

Drug Stores

Discount Department Stores



Questions

ECONSolutionsbyHdL.com

Bfoster@hdlcompanies.com

ECONSolutions \ .

By HdL MARKET ANALYTICS
by ECONSolutions




National City
Planning Department



Craft Beer



Craft Beer

e Conditional Use Pe |

—

» Changing industry inithe.
e Craft Beer Ordinance
* Wine & Distilled S
* New “By Right” pr
* Mixed-Use & Indu
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/ Division Street
U d a t ‘ S Typical building forms '
extruded to maximum height : -
per development zone
. — 8th Street
* Height & FAR
eight '
; b rh

* Parking Management

Al

e Streamlined Process T

Buildings in white ——————
will likely not change i )
due to age and prior
investment

4 J
J
”v‘ “ ', ‘ ‘ '
y | i
: L} . ]
/ 16th Street
National City Boulevard



Process

e | eve
e |eve
e |eve

1 — Ministerial
2 — Discretionary
3 - Amendment

venomENT |y 3

DISCRETIONARY Rezanes, Conditiona
PROJECT Use Parmits,

VARIANCE BASED

DISCRETIONARY
PROJECT
CONFORMING /
MINISTERIAL I'E\'EI- I
PROJECTS

‘
N AAAGAAAAAE ARARARARRRY

PROJECT REVIEW LEVELS







THANK YOU

Martin Reeder

Principal Planner, City of National City
Email: mreeder@nationalcityca.gov
Phone: (619) 336-4313



4. CALIFORNIA“=

NATIONAL CITy

Adopt-a-Place;
Activate the Right of Way;
Signage & Facade Improvement Program
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MORE ECONOMICALLY VIBRANT
AND BEAUTIFUL COMMUNITY...






IDENTIFYING OUR PROGRAMS



BEAUTIFICATON & BUSINESS INCENTIVES
I

Success means bottom-up
and top-down effort

| —— TOGETHER
ADOPT
-A- < e = S s F
PLACE [ [®
Neigborhood Signage & Facade
Beautification Improvement Program
Program i

74N

A.R.O.W.

ACTIVATE THE
RIGHT OF WAY



Those who reside and work in

the City of National City desire

an environment that is clean,

safe and attractive. Through the
Adopt-a-Place Program individuals
and organizations in the City of
National City can take an active
role that will help and contribute
to the beautification of parks,
streets, gateways and public
spaces. The program mission is to
increase awareness of our many
public spaces & parks, encourage &
recognize volunteer contributions
and build community pride.

TOGETHER



ADOPT

pace . Adopt-A-Place Program

1. Identity an area no less than 1/2 a mile long from the
“Preferred Areas” list or suggest your own area to adopt
Organize quarterly cleanups

3. Meet with City statt to check out/in cleaning supplies
and a quick cleanup workshop

4. Receive an Adopt-a-Place sign or banner after your first

clean up. Your recognition signage will be publicly
displayed for up to one year.



i

Safe Route

-T0~

Schoel

“'ﬁeigborl;ooé‘ .
3

Program

 Beautification

PLACE

|

€.

' ADOPT
_A_

Neigborhood
Groups work directly with the Public Works and -A- Beautification

Housing and Economic Development Departments PLACE Program




ADOPT
-A-
PLACE

NATIONAL CITY
BUSINESS

Street Banners, Pole Signs, Window Decals, Bumper Stickers

ADOPT Neigborhood “"“?“"‘
-A- Beautification
PLACE |  Program

v

worr | NATIONALGTY — WVE
PLACE ‘ MARKET SCAN! Y




The purpose of the Signage and
Facade Improvement Program
(SFIP) is to assist businesses in
signage compliance and improve the
appearance of existing businesses.
The SFIP mission is to stimulate
revitalization and private sector
capital investment by proactively
addressing deteriorating property
conditions and encouraging
improvements which increase our

City’'s overall economic vitality.

TOGETHER



Signage & Facade Improvement Program

5 = R L L

25

Exterior Signs

Awnings and canopies

Exterior painting, cleaning, facade repair
Plants and landscaping

Doors and windows

Facade and display window lighting

Fascia, tile, trim, metal work and other decorative
elements

Demolition of obsolete structures

Addition of a patio or outdoor space



SF
] P| Signage & Facade Improvement Program

Property Type

Minimum Total Project Cost Applicant Match Requirement | Maximum Reimbursement

Standard Incentive $1,000. = 50% $10,000.

Multi-Tenant Property $2,500. = 50% $15,000.

Owner Incentive

Standard Incentive: All projects for a single small business may be
considered for the standard incentive and may be awarded one-half of the
eligible costs of the project up to a maximum of $10,000.

Multi-Tenant Property Owner Incentive: A National City property
owner leasing to two or more street level and street-facing small business
tenants may be awarded one-half of the eligible construction costs up to
a maximum of $15,000. Each qualified tenant must have their own street
facing entrance and be visible from the public right of way.



to assist businesses in

signage compliance

and improve the

appearance of existing

businesses and their

overall vitality.

The program reimburses owners of

commercial buildings and businesses
up to 50% of the total cost of eligible
improvements.
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The purpose of the Activate the
Public Right of Way (A.R.O.W.) is
to beautify, activate and promote
our City by working with the
business community to enhance
portions of the public right-of-way
(PROW). The Program will create
spaces that cultivate community
and culture, increase property
values for residents of our City
and spur economic growth and
income to local merchants by
encouraging pedestrian traffic. The
program’s two areas of focus are
outdoor display areas and outdoor

recreational areas.
TOGETHER



| A ' Activate the Right of Way

AROM. |

Outdoor Display
Standards: Only
those businesses
& fronting on the

‘ PROW and located

{ /T ’_D[J HTW/W on the first floor
may participate in

this Program. Community Business Organizations may adopt a place in
the PROW that has been identified by the City as a desired location for
enhancement. Enhancements may be placed only in the PROW directly
in front of the Business’s storefront or in one of the city’s identified areas

of enhancement. Enhancements that do not comply with the General
Requirements, Standards, and Conditions of this Program are not allowed.




A Activate the Right of Way

Outdoor Dining
Area Standards:
Only those
restaurants fronting
on the PROW and
located on the first
floor may participate

in this Program.
Community Business Organizations may adopt a place in the PROW that
has been identified by the City as a desired location for Enhancements.
Enhancements that do not comply with the General Requirements,
Standards, and Conditions of this Program are not allowed.



Creating spaces that

cultivate community and
culture, increase property
values for residents of the
City of National City and
spur economic growth

and income to local

greater pedestrian traffic.

merchants by encouraging

ACTIVATE THE RIGHT OF WAY



THANK YOU

Megan Gamwell
Economic Development Specialist, City of National City
Email: Mgamwell@NationalCityCa.Gov

Phone: (619) 336-4216






